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¿71 Renewed Vote of Confidence

In the cabinet form of govern
ment. in operation in many of 
the leading nations of the world, 
the prime minister, as the head 
of the government, continues in 
office only as long as ha retains 
the confidence of a majority in 
the popular branch of the parlia
ment. and by a

Still Greater Majority
Year after yeal the department stores of 

Chicago have placed the preponderance of 
their advertising in The Chicago Daily News 
— and in the 
first four 
months of 1926 
t h e y h a e 
placed a still 
greater pro
portion in The 
Chicago Daily 
N ews.

This is, and 
should be, of 
particular significance to other advertisers 
at this time. It is a renewed vote of confi
dence and by a still greater majority from

Total Department Store Advertising Lineage in 
Chicago Daily Newspapers

First Four 
Months of 1926

The Daily News ............2,128,633
Second paper ................. 909,665
Third paper ................. 701,961
Fourth paper ................. 488,191
Fifth paper ..................... .325,698
Sixth paper ..................... 221,370

that group of advertisers who are the shrewd
est appraisers of every factor that enters 
into the cost and the returns of newspaper 

advertising 
in Chicago.

There is no 
safer guide for 
advertisers than 
to ‘‘Follow the 
Depart in e n t 
Stores.” They 
k n o w the re
turns from a 
given expendi

ture in each of the newspaper advertising 
mediums of a city, and in Chicago show their 
“confidence” by concentrating in

First four 
Months of 1925 

2,2 i 4.829 
1,065,411

668,636 
565,760 
292,709 
232,271

Comparison
Gain—Loss

213,804 Gain
155,746 Loss
36,328 Gain
77,269 Loss
32,989 Gain

7,901 Loss
A detailed analysis of the department store advertising situation in 
Chicago, showing the lineage used hy each store in each newspaper, 
will be sent upon request.

THE CHICAGO DAILY NEWS
First in Chicago

Published ev< ry other Wednesday by Advertising and Selling. Inc,. 9 East 38th St., New York, N. Y. Subscription price $3.00 per 
year. Volume 7. No. 3. Enti red as second class matter May 7. 1923. at Post Office at New York under Act of March 3, 1879.
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ars that rust in peace in the
graveyards behind ¿Repair Shops

THEY stand in a pathetic group, with 
weeds poking through their wheels 
and puddles of dirty rain-wates on their 
broken running boards. You've seen them 

many times, those cars that have made their 
last trip. Has it ever occurred to you that 
most of them arc casualties in the endless 
war that ts waged in a motor between 
deadly heat and friction—and moiur-oil?

The way your motor operates today de
pends on how well its motor-oil fought 
heat and fncuon yesterday—and last week 
— and a month ago.

WAv many motor-oils fail

When a motor-oil goes into action it is 
■io longer the cool, gleaming liquid that 
you sec poured into your crankcase. Only 
a thin film of the oil actually holds rhe 
fighting line. This film covers all the vital 
pans of the motor and comes between all 
the whirling, flying metal surfaces. As long 
as that protective film remains unbroken, 
the rnorot is safeguarded from destructive 
heat and friction.

But the oil-film itself is subjected to ter
rific punishment It must withstind the 
biner lash of seanng, scorching heat—and 
tearing, grinding friction.

Far too often ordinary motor-oil fails. The 
film, under that two-fold punishment, bleaks.

and burns. Through rhe broken, shattered 
him viral parts of the motor arc exposed. Hot, 
unprotected surfaces chafe against each other. 
Wichcnng heat attacks the raw metal. Insidious 
friction begins its wort of destruction.

Then, before you even know your motor-oil 
his lost its fight, you have a seized piston, a scored 
cylinder ot a bumed-out bearing And you find 

Ay

yourself paying big bill* to the mechanic who 
repairs che damage.

The "film of protection" 
that does not fad

Because the whole secrect of correct motor 
lubrication lies in the protective oil-film. Tide 
Water technologists spent years m studying not 
Oils alone but oil-jdms. They made hundreds and 
hundreds of laboratory experiments and road teats. 
Finally they perfected, in Veedol, an oil that offers 
the utmost resistance to deadly heat and friction. 
An oil which gives the "film of protection '— 
tbin as tissue, smooth at nil, sough as Heel.

In fast increasing thousands, cat owners arc 
learning that the Veedol ’ film of protection" is 
a motor s most Meadfast defender. Stop, today, 
ar the first orange and black Veedol sign and have 
your crankcase drained and refilled with the cor
rect Veedol oil for your particular motor, this is 
designated on a chart, the Veedol Moror Protection 
Guide, which the dealer has. Or, better still. Jet 
the dealer give you complete Veedol lubrication— 
the film of protection" for every part of your car.

Then you cm be certain that the fighting "film 
of protection" is on the job safeguarding your 
motor. That means fewer casualties in the war 
with heat and friction And when you turn your 
car in, the resale ptice you receive will be a genu, 
inc tribute to your motor's most steadfast defender 
—the Veedol "film of protection."

Tide Water Oil Sales Corporation, 11 Broadway, 
New York. Branches or warehouses in all prin
cipal cities.

yate teas matt

tn^uit rrpain that kerf 
bun bui) are faint J by the 
failure of sow motor-od 
t» um ill mortal fabt 
against friction and beat.

An advertisement prepared for the Tide Water Oil Sales Corporation

Facts need never be dull
The man in the street isn’t inter

ested in the life of Shellev. But call 
it “Ariel”, write it as a love story 
and you have—a best seller.

The man in the street doesn’t give 
a thought to bacteriologists. But 
call them “Microbe Hunters”, make 
them ad\renturers, and you have—a 
best seller.

The man in the street doesn’t care 
about biology. But call it “Why We 
Behave Like Human Beings”, write 

it in the liveliest newspaper fashion, 
and you have—a best seller.

The man in the car doesn’t think 
about motor oil. But call it the “Film 
of Protection”, write it as a war 
story, and you ha\’c—a best seller.

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

Joseph Richards Company, 255 
Park Avenue, New York City.

Richards * < < Facts First—then Advertising
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¡That, after all, do linage 
records meant Simply 
that adertisers have 
proved and arc proving 
a medium for you with 
their own dollars.

The regiment can't all be 
out of step but Jim!

Nor is this new national 
linage record of the In
dianapolis News a mere 
sudden spurt. It has been 
56 years in building. 
The News has always 
been first in its field in 
national advertising. And 
tn local display and classi
fied as well.

Success is contagious. 
Advertisers arc breaking 
sales records in the In
dianapolis Radius, too, 
just as The News is 
breaking its own linage 
records. Now is a good 
time to strike!

The climax of seven record-breaking 
months in national advertising linage

FOR seven consecutive months, national advertis
ing linage has climbed to record-breaking heights 
on The Indianapolis News, topping figures it 

. took 56 years to build.

October 1925 was the largest October and the largest 
month in the history' of The News. November was 
the largest November. December was the second 

largest December. January 1926 was the largest Jan
uary. February was the largest February. March 
was the largest March and the largest month, sur
passing October's total. April was the largest April 
and the largest month, surpassing thirty days later 
the new record established in March.

Things like this don’t just “happen.” In Tostum's 
language “there's a-reason”!

THE INDIANAPOLIS
Nmii York, Dan A. Carroll 

110 Eust 42n<l Street Frank T. Carroll, Adverting Director

NEWS
Chicago, J. E. Lut?
Tlie Tower Build in 2
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Everybody’s Business
By Floyd W. Parsons

T
HERE are definite 
and unmistakable evi
dences of a general 
slackening of trade activ
ities in most of our impor
tant industries. Operations 
at steel mills are about 12 

per cent lower now than 
they were in March. In 
most places the present 
rate of output is below 85 
per cent of capacity. Fur
thermore, the inflow of 
business is considerably less 
than current output, so it 
is reasonable to expect still 
further recessions. Many 
believe that the April rec
ord for the production of 
pig iron marked the peak 
for the year. About 60 per 
cent of our production of 
steel goes to satisfy the de
mands of four great lines 
of business—building, auto
mobiles, railroad equipment, 
oil, gas and water.

Prices of stocks have re
covered materially, and this 
has tended to dispel gloom 
and develop a wider feeling 
of optimism. But the fact 
remains that stock prices are high when examined in 
the light of prospective earnings for the remainder of 
the year. There is little incentive for the careful in
vestor to place his money in stocks at the present time 
when his return is very little more than he can obtain 
from good bonds. Careful folks are waiting to get a 
better line on the future of business before tieing up 
their money. Commodity prices are at a reasonable 
level and our volume of exports continues satisfactory. 
But we are also increasing onr imports of manufac
tured goods, and the policy of mortgaging future in
comes to pay for things now being consumed continues 
to prevail. These factors will bear watching.

To say that the industrial situation is basically 
unsound would be an untruth. We are practically 
free of inflation and credit conditions are in fairly 
good shape. Brokers’ loans have been steadily declin
ing since the first o£. February. The policy of hand- 
to-mouth buying is now being followed to even a 
greater extent than at any time in recent years. Com
modity prices are giving an indication of greater sta
bility. Strength in certain groups is now offsetting 
recessions in other staples. The railroad situation is 
sound, dne largely to satisfactory car loadings and a 
tendency toward lower operating costs. Such factors 
make it improbable that we are running into a time of 
drastic liquidation.

But we are confronted by many uncertainties which 
justify a conservative attitude. The European situa
tion is not satisfying. The first definite evidences of 
a slackening in building and construction are now 
discernible. It is probable we have caught up with the 
shortage of dwellings occasioned by war-time restric
tions. Construction has continued at a record rate for 

a much longer time than 
was expected. For several 
years now building activity 
has been one of the chief 
supports of business. At the 
present time, good general 
business appears to be the 
chief support of the build
ing trade. The contracts 
awarded during the first 
quarter of 1926 showed a’ 
large increase over last 
year. But there has been 
practically no increase dur
ing April and May. Prices 
of building materials are 
tending to a lower level. 
We must not overlook the 
fact that a decline in actual 
construction does not come 
until months after the de
cline in contracts begins.

During April the con
tracts in thirty-seven East
ern states showed a decline 
of 5 per cent from those of 
March. In twenty-seven 
Northeastern states, the de
cline was 4 per cent. This 
falling off may appear to be 
quite small at first glance. 
But when it is viewed 

in the light of the truth that the usual seasonal move
ment of contracts is decidedly upward from March to 
April, it becomes evident that the real decline in build
ing in recent months has been much greater than the 
apparent decline. Building permits in 170 cities also 
support this conclusion. Building wages have again 
increased while the prices of building materials have 
declined. This increase in wages has come at a most 
inopportune moment and is certain to accentuate the 
falling off in construction work.

In the ordinary growth of the country there is a 
definite need for a certain amount of new building. 
This means that we will witness a considerable volume 
of construction no matter what the future holds. But 
there are many evidences that we will soon witness a 
material falling off when we compare building activity 
the latter half of the present year with the tremendous 
volume of construction in the months that have passed. 
This will mean keen competition for all of the building 
companies with a possible readjustment of wages. The 
disturbing factor will be the large losses that will 
result to speculative builders.

The average business review is a disappointing docu
ment to read. Most authors of this type of article 
are so inclined to play safe on their forecasts that 
so far as the average reader- is concerned, any definite 
conclusions are impossible. Having no desire to add 
to the confusion of thought, and even at the risk of 
being wrong, let me express the belief that we have 
not seen the end of the decline in stock prices nor 
the bottom of the slump in business generally. Our 
long-distance weather forecasts are adverse, which 
means that poor crops will further aggravate the 
situation.
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277 Park Avenue 
into which more than a hundred 
copies of The Xew Yorker go 
every week.

all Aces!
’0 be sure not ever)’ reader of The New Yorker lives 
on Park Avenue or Fifth.

There are a few addresses not on New York’s aristocratic 
avenues and sidestreets.

A few people, New Yorkers at heart, have even entered 
their subscriptions from outlying cities. We have, as a 
matter of fact, even three subscriptions from Dubuque 
(one of whom claims to be The Old Lady).

But what a rarity is the New Yorker address that does not 
express residence by New York’s Upper Ten-Dom! Its 
audience is made up exclusively, almost inclusively, of New 
York’s aristocracy of 1926: more than 40,000 of them.

Take, for instance, just one great thoroughfare: 72nd Street 
between 5th and Lexington Avenues. In these blocks are 
59 houses—private homes and apartments—in which reside 
in all 236 New Yorkers.

Into these homes, The New Yorker sends 42 copies each 
week by subscription ; and it has an indicated net sale of 65
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copies bought over the new sstands or delivered by nearby 
newsdealers: An evident sale of 107 copies.

New Sales Power in New York

This is concentration, almost coverage, of the greatest Qual
ity market in the world.

Because of it. The New Yorker offers the advertiser the op
portunity to cultivate this richest of all territories in the in
tensive way that it warrants.

Magazines as a whole fall short in New York.

Take The Saturday Evening Post, for instance, the adver
tising grand-daddy of all the magazines. It has approxi
mately 10 per cent of its circulation in the Metropolitan dis
trict—where, as it happens, 8 per cent of the nation’s people 
live. Yet you can look for more than 20 per cent of your 
sales volume from this same territory.

Few, in fact, are the magazines which have substantially 
more circulation in New York than the population ratio— 
and many good ones have substantially less.

The New Yorker, on the other hand, has nearly all of its 
circulation in Metropolitan New York.

It offers you, therefore, the opportunity to round out your 
selling effort in New York to an extent commensurate with 
your opportunities for sales.

Best of all, it offers you the opportunity to apply that effort 
with those people who in New York set the standards for the 
rest of New York—and the rest of the country—to follow.

THE

NEW YOR KER
Raymond B. Bowen 

Advertising Manager

25 West 45th Street, New York
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The Man’s Magazine 
rvwitty, urbane, sophisticated, 

epicurean appears beginning 
with September. Addressed 
to smart men, it is certain to 
interest also smart women 

who on dit, are apt to be 
interested in smart men. 
No advertiser of luxury 
merchandise, whether he 
deals in motors or hats, 
jewelry or perfumes, can 
afford to neglect the quality 
group to which BEAU 
is directed. A card to 50 
Church Street, New York, 
will bring one of our 
representatives to see you.

First printing: 50,000. And a 5,000 
increase each month guaranteed for the 

next eleven months.
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L i e t resents

Reproduced from a full page in LIFE

YOU HAVE TRIED HARD, 
BUT. YOU CAN’T BORE ME

YOU advertisers — I hate to 
admit it. but what you say 

interests me MUCH.

You may think you're talking 
about your product in your ads 
but you're not. You are talking 
about my money. (Try and get 
some of it!)

Next to my income, I like my 
expenses best

Well, you birds sit up nights 
trying to think up fine ways to give 
me more for what I spend. You 
vie with one another to offer me the

most for a dollar. I like to see you 
vie. Vie on!

I like to read your bloomin' ads.
I like to window-shop in news
papers and magazines. I like to 
compare your beans and belts and 
broughams.

My dollars come hard. I like to 
see you fellows trying hard to get 
them. You make my money seem 
almost important You give my 
coin the consideration it deserves.

No. you boys don't bore me for 
a minute.

THE NATIONAL ADVERTISER BETS HIS 
ADVERTlSINq MONEY THAT HIS PRODUCT JS R1QHT

Andy Consumer might have said “All advertising has news value to 
the consumer.” But it strikes us we have .heard that before. So Andy 
says “Yuu have tried hard to bore me, but you can’t ” He is merely 
putting new powder under old phrases—telling the same old story of 
advertising economics to the public in a new way—that’s all—and we 
hope you advertisers like it.

127 Federal Street 
BOSTON, MASS.

598 Madison Avenue 
NEW YORK, N. Y.

ONE thing Life has learned is the 
use of humor for serious jobs.

Life—like you—is a bit of a crusader. 
(You crusade to sell your goods, you 
know.) We checked Fourth of July 
foolishness. We unchecked horses. 
We told on Teapot Dome two years 
before it boiled over. And so forth.

But the most fun Life ever had—and 
one of the most serious jobs Life ever 
tackled—has been our Andy Consu
mer crusade to tell the public the 
economic kindness advertising does 
’em.

It is working. We have made points 
with humor in the mouth of Andy Com 
sumer that have been mere mumbles 
in the mouths of more ponderous 
apostles of the same gospel.

After all, the public is people. They 
like humor. And this partially ex
plains why more advertisers every 
week realize the advantage of putting 
their serious advertising messages into 
Life’s pages in an environment that is 
far from staid and solemn.

Life’s reader amiability is an asset to 
every Life advertiser.

ANDY CONSUMER'S talks on 
advertising are published in 

pamphlet form. If you can dis
tribute copies to salesmen, dealers 
or customers, LIFE will gladly 
furnish, at cost, reprints or plates 

of this series.

360 N. Michigan Avenue 
CHICAGO, ILL.
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“This Distinguishes the AMERICAN 
MACHINIST From Any Other 

Industrial Paper 1 Know”
“Our aim is not to get as many subscribers as 
possible wherever we can get them,” said the 
circulation chief of the American Machinist. 
“Not at all.”

“What is your aim?” demanded the visiting 
manufacturer.

“It is to get the responsible man only, in each 
unit of industry.” The circulation chief 
skimmed through the subscription cards.

“And you certainly seem to have them!" ex
claimed the visitor.

He eyed the cards bearing the names of Pro
duction Managers, General Superintendents, 
Master Mechanics, Mechanical Engineers, 
Superintendents of Motive Power in Railroad

Shops, Motor Plants, Manufactories of every 
class. “It must be an expensive process to 
concentrate your subscription list among the 
big men only,” he added.

“Expensive? Of course it is! How do we 
justify that expense? We justify it by the 
fact that our circulation methods make 
American Machinist essential to you men who 
produce machine shop equipment, tools and 
supplies.

“This puts circulation in a new light to me,” 
said the manufacturer. “It distinguishes the 
American Machinist from any other industrial 
paper I know. I understand now what you 
mean when you say you are constantly widen
ing my market.”

Are YOU selling to industry? Then American
Machinist can widen YOUR market, too

American Machinist
A.B. C. A. B. P.

Tenth Avenue and 36th Street
New York
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Graphic Chart showing how Metropolitan New Jersey compares 
with other sections of New York Metropolitan area and with 
principal cities __________________________ ___________

200000 400000 (ooooo kxjooc I0OQOOC vcoooo wow um«» uooooo 2000000 nooooo 2«x»o imw imm ^000000

1 bird's-eye view of Metropolitan New Jersey 
—from « marketing viewpoint, the most desir
able section of Metropolitan New York.

Sell in

Mettopolitaii New Jersey 

Manhattan 
Brooklyn 
Bronx 
Queens ' 
Staten Island 
Westchester 
Nassau & Suffolk 
Chicago 
Philadelphia 
Detroit 
Cleveland 
St. Louis 
Baltimore 
Boston

NewYork’s Biggest Borough
HE Northern Nine Counties of New 
Jersey—both in population and purchas

ing power—represent the most 
important section of Metropolitan 
New York.

In population, they are greater 
than either Manhattan or Brook
lyn or all of the rest of the Metro
politan market put together.

In buying power, they represent 
per capita incomes more than 
double the national average; a 
total purchasing power exceeding

that of any other section of the Metropolitan district.
The Northern Xine Counties represent an indis
pensable part of the New York market. Thev are. 
in effect, a single unified community which makes 
up an integral part of Metropolitan New York.

The direct and most economical route to the 80,000 
most desirable prospects in this territory is through 
Charm, the Magazine of New Jersey Home In
terests.

MEw York newspapers penetrate into this territory, 
but they do not cover it. New Jersey newspapers 
cover their own individual communities well, but 
it requires at least 20 of them to cover the territory 
as a whole.

Most magazines of national circulation fall short 
in Nev Jersey of the extra circulation needed to 
match its buying poster.

Charm—with the largest circulation in the North
ern Nine Counties of any magazine—-offers you 
added selling support at this vitally important 
point in your selling plans.

May we tell you more about how to reach this im
portant and desirable market?

CHARM

Office of the Advertising Manager, 28 West 44th Street, New York
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cMnnouncing
THE APPOINTMENT OF

JOHN B. SCARBOROUGH
AS ADVERTISING MANAGER

AND

HOWARD M. KEEFE
AS WESTERN MANAGER

sazine

THE CROWELL PUBLISHING COMPANY 
Frank Braucher, Advertising Director 

250 Park Avenue New York
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The Field of Greatest Yield

Sixteen Magazines of Clean Fiction Read by Everybod^-Everytvhere
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DIS PLAYO LO GY

ALDERMAN, FAIRCHILD COMPANY
ROCKETER,N.Y.

200 Fifth Avenue, New York, N. Y.

DISPLAYOLOG1STS
DISPLAYOLOG1ST—One who designs and executes display materials that 
exhibit goods in a manner that compels attention and causes the beholder to buy
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DIS PLAYO LOGY
(jive the Product a Chance

There are three essential steps to the successful merchan-
dising

1.

2.

3.

of any good product:

Proper stiles methods.

Sufficient advertising.

A method of packaging that will both create 
attention and cause the product to be re
membered.

We are displayologists, specializing in the third phase of 
merchandising. By allowing us to design and create their
packages many prominent concerns have insured 33H% 
of their success.

There is only one reason why such well known companies 
as Stromberg-Carlson Telephone Mfg. Company, Huyler’s, 
Hickok Belt Company, Putnam Knitting Mills, Pompeian 
Massage Cream Company, and hundreds of others have 
entrusted us with work of this character. That is because 
our displayologists have created packages that have made 
good and HAVE ACTUALLY PRODUCED SALES.

hy not talk with an Alderman, Fairchild displayologist 
about this important third of your sales efforts. He mil 
welcome the opportunity of visiting your plant, inspecting 
your line and suggesting ways and means of increasing 
sales through better packages and better displays. It costs 
you nothing until you tell us to go ahead with the work.

ALDERMAN, FAIRCHILD COMPANY
ROCH ESTER. N.Y.

DISPLAYOLOGISTS
DISPLAYOLOGIST— One who designs and executes display materials that 
exhibit goods in a manner that compels attention and causes the beholder to buy
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Quality Street—Quality Goods 
Railroad Avenue—Overalls

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

What Is Your Ultimate Market ?
Fifth Avenue or Seventh ?

Main Street or Down By the Tracks ?
Counting magazine circulation should be predicated on the same factor—the class and 
buying power of that circulation.

Quality Circulation—Quality Goods
THE ATLANTIC MONTHLY

Is Fifth Avenue or Main Street as the case may be. A eross section of Atlantic subscription in New Y’ork 
or Seattle and all the way between is a list of those who own the better homes, leading stores, principal banks 
and who are the heaviest investors in each community. Such circulation affords the greatest buying power 
with least waste; the highest return per line—the lowest net eost per line.

■ lay We Give You All the Facts?

THE ATLANTIC MONTHLY
“A Quality Group Magazine”

8 ARLINGTON STREET BOSTON, MASS.
Circulation 1 1 0,000 net paid (ABC), Rebate-backed, Guaranteed
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IT is the contention of Kenneth 
M. Goode that an expensive fur 

coat is of far more benefit to all 
concerned if on a woman’s back 
than it would be packed in a cold 
storage vault. To the prevalence 
of installment selling, even of lux
ury goods, Mr. Goode attributes a 
major portion of the credit for the 
prosperity which this country en
joys today. His article in this issue 
is of a most constructive nature 
and scores opponents of the partial 
payment system as reactionary, 
basing its views on a study of the 
situation from many angles.

M. C. ROBBINS, PRESIDENT
J. H. MOORE, General Manager
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In Morristown,N.J., 1 out of 4

In Bronxville, N.Y., 1 out of 3

Consider, then, Cosmopolitan’s 
standing in some such suburbs 
of New York:

In Garden City, Long Island, 1 
literate native white family out 
ofevery 7 reads Cosmopolitan;

HERE, in the wealthy 
suburbs of a great city, 

many an advertiser finds his 
most desirable prospects.

In the Wealthy Suburbs 
of a Great City.............

These are ideal prospects, 
surely, for the automobile 
manufacturer, the manufac
turer of household equipment, 
furnishings, radio or—to slip 
into the vernacular—what 
have you?

facts are from Cosmopolitan's 
reader survey of 87 cities



Let’s Stop Rocking the Boat and 
Enjoy Our Prosperity

By Kenneth M. Goode

O
N Feb. 11, 1897, at the gor
geous new Waldorf-Astoria, 
the Bradley-Martins filled the 
newspapers with the glory of their 

famous “Ball.”
Many who have quite forgotten 

the French hairdressers, the cham
pagne supper of 32 different delica
cies, the 400 free carriages, and 
the Hungarian orchestra from the 
Eden Musée, still re
call the bitter debate 
they provoked be
tween two schools of 
political economists.

The first school, 
popular but unscien
tific, recklessly 
praised the Ball be
cause it “put money 
into circulation.”

The second school, 
then sound and ortho
dox, led by Dr. Rains- 
ford, rector of St. 
George’s, replied: 
“Yes, but look how it 
puts money into cir
culation; look where! 
It encourages the cake 
froster, the h a i r 
curler, the gold fish 
tamer, who should be 
allowed to starve out 
an uneconomic end. 
That same money7 
invested in a shoe 

factory, would make us two pairs of 
shoes where we now get one!” . . . .

Twenty-nine years elapse, as the 
theater programs say. On May 1, 
1926, leading newspapers and maga
zines had been primed for a quasi
official, nationwide broadside against 
installment selling—the Wall Street 
echo of old St. George’s pulpit. Some 
strong man with a sense of humor 

KEEP the factory fires burning, and the home fires will 
burn of themselves! Our danger today is not undercapi
talized buying, but overcapitalized selling. Coining pros

perity7 rests, like the slowly descending cross-section of a 
pyramid, on a vastly7 increasing base of mass buying. As 
lower prices and liberal credits bring us safely down toward 
the ever broader foundation, the less becomes our risk and 
the greater our opportunity. The strain is always on the base

rushed to the rescue. A swarm of 
telegrams killed the “story.” By7 
hours only, we escaped slipping back 
a whole generation into the pink 
plush economics of the Bradley- 
Martin Ball.

The United States today, we must 
not forget, holds two-thirds of the 
world’s gold. Intelligent buying 
releases huge funds formerly tied 

up moving merchan
dise. Money is plenty 
for every enterprise. 
And, already, about 
25 per cent too much 
factory7 power hangs 
over our market. The 
one nightmare of 
every American 
manufactu rer is 
making two pairs of 
shoes where only one 
will sell.

Plainly, in a single 
generation, the prob
lem is entirely7 re
versed. The duty of 
the dollar is different. 
Where money7 once 
had to be hoarded to 
make goods, it now 
has to be spent to 
move them.

When we needed 
capital to build a new 
nation, every good 
citizen was taught to 
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conserve cash. Today, while Europe 
pours in an extra $200,000,000 every 
year, he serves our nation best who 
wisely and courageously employs his 
credit.

Those who do not benefit by in
stallment business are—reasonably 
enough—suspicious. Old established 
bankers see a thousand finance com
panies, mostly small, suddenly 
usurping their functions. Credit 
men are not entirely keyed up to 
new conditions. Manufacturers and 
merchants, in some lines, suffer 
keenly from the new competition. 
Many honestly fear it; others mere
ly parrot propaganda about “soft” 
living and the “day of reckoning,”

In this anti-installment agitation, 
as in prohibition, one must regret a 
whiff of financial snobbery. Captains 
of industry, with a wholly unin
terrupted supply of alcohol, were 
conspicuously enthusiastic about the 
good effects of prohibition on the 
working man. Wealthy gentlemen, 
smiling indulgently at quaint little 
extravagances among the Bradley- 

Martins, arc quick to denounce un
economic behavior in the poor.

For these paternally to deny any 
class of people, on one hand; or any 
class of goods, on the other, the 
peculiar privileges of this modern 
form of barter is sheer high-handed 
impertinence. With the credit risk 
properly insured by the seller, there 
is no reason why I shouldn’t make 
monthly payments on a tray of cream 
puffs, or my office boy sign up six 
months for a silk hat. Every free 
born American has a right to name 
his own necessities.

Silk stockings are worn by every 
working girl. The value to society 
is self-evident. Who shall judge their 
value to the girl herself as against 
$3 in the bank? Happiness isn’t en
tirely a matter of pennies saved; nor 
prosperity of profitable percentages. 
The American workman—admittedly 
—doesn’t know what’s good for him. 
He is eternally after something 
better. Higher standards of living 
are built up, like coral reefs, out of 
millions of individual extravagances. 

And trade follows those standards 
far closer than it does the flag! The 
cheapest way to keep “cultural” 
wages is through generous credits 
carefully supervised.

Naturally there is danger of over
doing. That, alas, is true of every
thing. Sleeping sickness is too much 
sleep. Sunstroke is too much warmth. 
Every year some over-thrifty wretch 
is found starved to death with 
thousands of dollars in his pockets. 
I knew a man to quit college because 
he ate too many chocolates.

Installment buying, however, is 
not growing anywhere nearly as fast 
as the clamor against it. Much of 
this clamor, incidentally, comes from 
blaming the new method of buying 
for a change in the buying tastes of 
the public of which it is an effect 
quite as much as a cause. Started 
fully fifty years ago, it has spread 
into every branch of trade. Never
theless, during the past three years, 
its growth has been less than 10 per 
cent. Furthermore, like the Irish- 

[CONTINUED ON PAGE 44]

Courage in Advertising
By M. L. Wilson

R
ALPH WALDO EMERSON tells us in his 
essay on “Courage” that there are three 
qualities which conspicuously attract the 
wonder and reverence of mankind: 1—disinterest

edness—a purpose so sincere and generous that 
it cannot be tempted aside by any prospects of 
wealth or other private advantage. 2—practical 
power—the power of one man to organize the 
wishes of another, and 3—courage—the perfect 
will which no terrors can shake; the conviction 
that those with whom you contend are not 
superior in strength of resources or spirit to you.

With us advertising people, courage comes first 
if for no other reason than without courage we 
seldom have the opportunity of successfully apply
ing either disinterestedness or practical power.

Do you recall the first time you went out to get 
business, how you walked to and fro before the 
building almost hoping, when you had finally 
screwed up your courage to go In, that the big 
man you wanted to see would be out? Do you re
call the first real bump you got, the first can
cellation, or the first unfair decision in the dis
tribution of business? It was hard to go on 
with the day’s work then, wasn’t it? Do you re
member the first time you faced the necessity of 
erecting that hurdle over which the prospect must 
jump if you would get the order clean—a hurdle 
which would either win or lose for you the biggest 
contract you ever got mixed up with? It needed 
courage to take the plunge.

And you found out, didn’t you, that courage 
begets courage, or as Emerson puts it—“There 
are degrees of courage and each step upward 
makes us acquainted with a higher note.”

As you grew in courage, you cussed when you 
found your big man was not in, or when you were 
turned over to his subordinate. After a few can
cellations you took them as challenges to go for
ward. As you erected those hurdles which meant 
success or failure, and lost, you learnt some lesson 
which improved your techniqu-e, while the exhilar
ation when you won, bore you upward to higher 
flights of courage.

And so it is with all of us; we go on from 
courage to courage; copywriters striking out into 
paths of greater copy adventure, agency men 
forcing on their customers unwelcome yet whole
some ideas, advertising managers fighting 
valiantly for a bigger place for advertising in the 
firm's thinking, and advertisers ever increasing 
their appropriations even in the face of seemingly 
adverse conditions.

It all takes courage.
As individuals, don’t let us ever forget what 

Ralph Waldo also tells us: “To be really strong, 
we must adhere to our own means—(must) have 
the courage not to adopt another’s courage.’’

In other words, we must not rely on the other 
fellow to spur us on to higher flights of 
courageous accomplishment, we must be bold and 
courageous self starters.
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WHEN the British laborer loses his position, lie goes on ibe “dole.” The above photograph shows 
a long line of men waiting ibeir Hirns to draw upon this government subsidy. All things consid
ered, the law has done a great deal for British labor, but no man-made laws can have any effeet upon 

the great fundamental economic questions which have fermented for a century in the “tight little Island” 
and are still pressing for a solution, as is testified by the recent strike

A Kick Against Poverty
By James M. Campbell

T
HE stage was set for the 
British general strike more 
than a hundred and fifty years 
ago—in 1765, when Janies Watt in

vented the modern condensing 
steam-engine.

“Auld Jamie,” of course, had no 
idea that the child of his brain was 
destined to change the history of the 
world. He never dreamed that it 
would transform Britain from an 
agricultural to an industrial land or 
that, because of it, the son of a 
Scottish laborer would, one day, be 
Premier of the United Kingdom.

All he had in mind was to try to 
improve what was then known as 
“Newcomen’s engine”—a clumsy, in
efficient and fuel-wasting device 
which pumped water from mines. 
When, in his later years, somebody 
suggested that his invention, in a 
changed form, of course, could be 
used to haul goods along the British 
highways, Watt opposed it. He 
went so far as to insert a clause in 
the lease of a house he rented that 
no steam-engine should, on any pre
text, be allowed to approach it. In 
this he seems to have been a good 
deal like another Scotch inventor, 
Alexander Bell, who, it is said, 
would not permit a telephone to be 

installed in his own summer home.
Long before Watt died, in 1819, 

the steam-engine had been utilized 
for many other purposes than that 
of pumping water from mines. 
Owners of cotton and woolen mills, 
of iron works and a hundred other 
kinds of factories had adopted it 
and, by so doing, had paved the way 
for what historians call “the Indus
trial Revolution.”

Throughout the length and breadth 
of the British Isles factory towns 
sprang up. Offering what seemed to 
be a living wage, they attracted tens 
of thousands of men and women 
from the countryside, where they 
and their forebears had dwelt in 
peace, if not in plenty, for centuries.

THE change was not for the bet
ter. In their old environment 
these people had, it is .true, lived 

in poverty. But it was a “jolly pov
erty.” They were meanly housed 
but they had enough to eat. And if 
they fell ill, the lord of the manor or 
his good lady saw to it that they did 
not suffer.

But in the growing factory towns 
the houses which they occupied were 
no better than, if as good, as those 
which had been theirs when they 

were herdsmen and flock masters 
and tillers of the soil. Furthermore, 
employment was irregular. Their 
working day was sixteen hours long. 
The air they breathed was laden 
with coal dust. And with hardly an 
exception their employers regarded 
them as tools, to be bought as 
cheaply as possible and tossed to one 
side when their day of productivity 
had passed.

It was not until 1802 that any 
effort was made to improve the con
dition of British labor. In that year, 
the Health and Morals of Appren
tices Act was passed. It was in
tended to put an end to the evils of 
the apprentice system under which 
many thousands of pauper children 
worked longer than twelve hours a 
day. The Act of 1819, fathered by 
Robert Owen, himself a manufac
turer, was another step in the right 
direction. It prohibited child labor 
under nine years of age—but only in 
cotton mills! Another important 
factory act was that of 1833, by 
which children under eleven were 
permitted to work only nine hours 
a day and “young persons under 
eighteen” not more than twelve 
hours!

From time to time other laws, in- 
[CONTINUED ON PAGE 82]
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Delegates of Democracy
By William Allen White

T
HESE are fast moving 
generations. Men liv
ing to maturity now can 
see many changes, not merely 

in man’s physical and mate
rial environment, but in his 
spiritual attitude. These 
changes of belief, social 
creed, or whatever you want 
to call the thing that inspires 
men to build institutions, 
come so quickly now that we 
have to bat our eyes to real
ize how far we have come.

I am in my late fifties. I 
have seen a complete spiritual 
revolution in the world as it 
affects man’s attitude to his 
own dollar. AVhen I was a 
young man. the owner of a 
dollar owned it. It was his 
dollar. He could do what he 
pleased with it. And if it 
were a million dollars, he 
could do what he damned 
pleased with it. And people 
touching their caps to the 
millionaire said: “Behold! the 
holy man; made righteous by 
his property.’’ His millions 
were his and no one but a 
few long haired men and 
short haired women gainsaid 
him. He sold what he sold at 
his own price and bought 
what he bought at his own 
price. And he did not have 
to hire a bookkeeper to keep 
him out of jail or the poor
house because of the excess 
of his profits. His bookkeep
ing was simple. He ascer
tained what he made from 
year to year by subtracting what he 
had last year from what he had this 
year. And instead of putting the 
double hush on the result, he 
bragged about it. That was thirty 
or forty years ago.

Today we have socialized the dol
lar. The poor man may own his own 
dollar, but let him get a million and 
see how quickly that ■ million is 
affected by public use and goes 
under social control. By social con
trol I don’t mean entirely legal con
trol. I mean the control of public 
opinion, the rules of trade, the ways 
of commerce, the attitude of busi
ness, as well as mere legal formula 
which impresses the dollar into pub

© Wide World Photo

WILLIAM ALLEN A\ HITE, editor and pub
lisher of the Emporia (Kansas) Gazette, 
has won himself a place among the leading con- 

temporarv American editors and essayists. The 
virility, the literary quality—what Robert R. 
I pdegrafT terms "the flavor of the man”—that 
made a national figure of a small town, mid- 
HHstern newspaper man, is amply revealed in 
this timely address made bv him recently be
fore. the National Electric Light Association 
Convention which was held at Atlantic City, N. J.

lic service, one way or another. We 
are mere stewards, passing cus
todians, temporary trustees of our 
dollars in this modern civilization. 
After a man’s possessions pass the 
ten thousand dollar mark, no man 
owns anything in fee simple any 
more. And it isn’t that the social
ists take his money from him, nor 
that the politicians dilute the power 
of money. It is just life; the way 
humanity has come to consider 
things.

I know of thousands of dollars’ 
worth of advertising which my little 
country newspaper could Lake and 
swell my profits by fifty per cent. 
There is no law against taking that 

advertising. It is crooked 
advertising, dirty advertis
ing. Supposing I take it. Pub
lic opinion will so declass me 
that my profits from every 
direction will immediately 
fall and I will be poorer than 
I was before I went into the 
offensive adventure. I know 
where I can recruit labor 
cheaper than the labor I am 
employing now. Supposing I 
take it. The law will stand 
by me. The law will put po
licemen in front of my office 
to chase the picketers away. 
The law will put my em
ployees in jail if they bother 
me in the conduct of my busi
ness. Yet if I take the cheap 
labor and open my printing 
office, in a year I will be 
poorer than if I take the 
better paid labor. And if I 
keep it five years, it will be 
getting as much as I am pay
ing labor now, and I will get 
the reputation of a wicked, 
old skinflint who grinds the 
faces of the poor.

I know a lot of ways to de
ceive the public and sell them 
sensational news. There is 
no law against it. Supposing 
I tried it. Suddenly my cir
culation jumps. It looks easy 
—that way to make money. 
If I try it, in five years my 
paper will be discredited. I 
will be known as a liar. I 
will either be feared, or 
hated, or both; my family 
will be disgraced, my stand

ing among men will be taken away 
from me, and the better class of 
advertisers will shun my columns, 
and my profits will go tottering into 
losses. I have no liberty; you have 
no liberty in the old sense.

This struggle between the morals 
of men in the mass and the aspira
tion of man the individual is in the 
blood of humanity. It has always 
produced that changing balance be
tween the rights of the individual 
and the needs of men in the mass 
which from age to age we call jus
tice. It is constantly changing the 
rules of trade, the ethics of business, 
and the accepted methods of com
mercial life. Politicians trifle with

[CONTINUED ON PAGE 86]
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Swapping Ideas For Orders
By R. Bigelow Lockwood

W
HEN Eve per
suaded Adam to 
sample the apple, 
she used a deeper selling 

motive than the mere taste 
of the fruit. Fruit and 
tastes were plentiful in the 
Garden of Eden and there 
was far more behind the 
transaction than simply 
tickling Adam’s palate 
with a new idea. It is 
quite possible that her ap
proach was somewhat as 
follows:

“Did you ever stop to 
think, Adam, that you’re 
dead from the neck up? 
Don’t you know that a cer
tain kind of fruit, such as 
I have in my hand, will 
open your eyes to a lot of 
newr sensations other than 
taste and the feeling that 
you are full of food? You 
will never get wise until 
you eat this apple. Your 
market is too limited and 
you are too self-satisfied. 
Branch out, old man. Wis
dom is the one thing you 
haven’t got and I have the 
key right here.” And after 
that line of argument the 
sale was easy. By way of 
stating a modern parallel 
to this original sales 
transaction, let us turn to 
a piece of industrial ad
vertising copy written by 
the Bristol Company of 
Waterbury, Conn., and di
rected thereby to central stations.

Among the many electrical re
cording instruments made by this 
company are ammeters. There is 
nothing new about an ammeter. It 
records the amount of electric cur
rent used and, when hitched up to 
an automatic recording chart, keeps 
a running record of the exact hours 
when the current was “pulled.” 
Every central station in the country 
knows these facts, but Bristol had 
an idea which they were willing to 
swap for orders. The idea was based 
on smoothing “Public Relations”: 
something to which central stations 
selling current used in the home are 
particularly responsive. It was 
simply this:

© Brown Bros.

WHEN immigration was so radically curtailed 
a few years ago, indnstrv was faced with the 
problem of a real labor shortage. A manufacturer 

of automatic material handling equipment realized 
that he held the solution to the situation. How 
he and others have made new ideas serve the 
public and increase their own sales is described 
by Mr. Lockwood in the. accompanying article

Ewry central station receives 
complaints from customers who 
claim that their electric light bills 
are too high. Mrs. B. writes that 
she never in the world burned up all 
that current. Mrs. W. calls per
sonally at the local office to protest 
against the reading of her meters. 
In consequence the meter committee 
has a busy time ironing out the 
trouble.

With these facts in mind Bristol 
stepped forward in its advertising 
with an idea for relieving the situa
tion. They told the central stations, 
“If all the central station companies 
would courteously go out and place 
recording ammeters on the lines of 
customers who complain, ‘Public Re

lations’ would not be the 
intangible, indefinite quan
tity that it is.”

And Bristol broadcast 
this message in a very or
iginal manner, as may be 
seen by looking at their ad
vertisement which is re
produced. Under the head
line Do Your Customers 
Forget to Remember short 
paragraphs were devoted 
to describing typical com
plaints. Here is one:

Four o’clock tea. One very 
haughty lady insisted we were 
all wrong. But the chart 
showed a lot of current had 
been “pulled” regularly about 
half past four in the afternoon 
—the toaster was the culprit, 
caught in the act of preparing 
afternoon tea. .

Other paragraphs tell of 
the man detected reading 
in bed late at night and of 
the cook who was in the 
habit of going to the cellar 
for supplies every morning 
and neglecting to turn off 
the light when she came 
upstairs. Each incident is 
illustrated with a thumb
nail sketch, thus picturing 
the leak as well as describ
ing it. By passing, along 
this suggestion to the cen
tral stations, the Bristol 
Company is explaining an 
idea and, at the same time, 
expanding their own 
market.

Swapping ideas f o r 
orders is a method of 
getting business which is 

particularly fruitful in industrial 
selling campaigns because industry 
judges the equipment it buys on the 
basis of results and is always re
ceptive to ideas calculated to improve 
its methods. Moreover, industry is 
inclined to note the value of adver
tising copy by the usable sug
gestions it contains, just as it rates 
the salesman by the specific help he 
is able to render. The buyer in in
dustry today has but a small amount 
of time to give the salesman who 
cannot contribute ideas that can be 
turned into production—and profits. 
Salesmen and advertising copy must 
deliver suggestions that are work
able. If these suggestions are new, 
then the response is all the greater.
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Equipment must be more than just 
sold to industry; it must be mer
chandised.

One of the most valuable ideas 
which a manufacturer can bring to 
industry is the introduction of new 
channels of sales. The Driver-Harris 
Company, manufacturers of the 
heating element, “Nichrome,” used 
in electric heating appliances, are 
running a series of industrial adver
tisements which carries out this 
thought. Again, the branch of in
dustry addressed is the central sta
tion field.

CENTRAL stations are naturally 
anxious to develop their load, 
which is divided into light, heat and 

power. Many central stations have 
their own appliance departments in 
which sales of appliance load build
ers are merchandised; washing ma
chines, toasters, lamps, electric irons 
and the thousand and one things that 
lighten labor in the home or make 
the tasks of industry and pro
fessions easier. Every electric ap
pliance sold carries a double profit; 
the margin made on the sale of the 
appliance itself and the greater in
come derived from the use of the 
electric current which the appliance 
“pulls.” The more appliances, there
fore, which are put in use by the in
dustrial or private consumer, the 
greater the central station load, 

hence any ideas which furnish clues 
for new sales outlets are welcomed.

WITH this situation clearly in 
mind, the advertising of Driv
er-Harris aims to show the central 

station where more and specific mar
ket outlets for heating appliances 
may be found. And here again, as in 
the ease of Bristol, the method is 
unique in handling. Each advertise
ment features a photograph of some 
typical user of electric heating ap
pliances. The models for these pic
tures are selected with great care 
and their personality reflects their 
trade or profession. Each character 
is given a name which fits his busi
ness.

Meet Dr. IMllsen is the headline 
which introduces a physician. The 
copy which gives the central station 
the idea for sales outlets to Dr. Pill- 
sen is very brief. It merely says— 
“Sell your Service to him for— 
sterilizers, hot bath cabinets, water 
heaters, cauterizers, heating pads, 
heating blankets, incubators” — the 
customary heating appliances which 
every physician can use and which, 
perhaps, the central station may have 
overlooked.

Another advertisement in the 
series introduced Mr. Wood, Cabinet 
Maker. Here the copy suggests that 
the central station sell Mr. Wood 
its service for glue pots, drying 

ovens, branding irons, wax knife 
heaters and wax burning-in irons.

Of course Driver-Harris does not 
sell its product to the central sta
tion direct. The real buyers are the 
electric heating appliance makers, 
but naturally the wider the market 
for heating appliances, the more 
sold. The advertising, therefore, al
ways carries a short statement aimed 
to build goodwill between the cen
tral station and the electric, heating 
appliance manufacturers.

INDUSTRY uses machinery equip
ment and supplies as a means to 
an end, and before a manufacturer 

can place an idea before industry, it 
is necessary to determine first the 
exact relationship of the product to 
the particular end at which industry 
is aiming. And these aims vary 
greatly. In some cases industry will 
be interested chiefly in new sales 
outlets, and to fit this situation the 
idea will probably be based on an 
angle concerned with merchandising. 
In other cases industry will respond 
quickly to a thought that promises 
an improvement in some technical 
process, or in the case of manufac
turing, an idea based on securing 
lower cost of labor.

You recall the industrial labor 
situation a few years ago when im
migration was so radically curtailed. 
All over the country great manu- 

[ CONTINUED ON PAGE 88’
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Who Gets the Summer Business?
By Chaiies VC. Stokes

T
HE American tourist business 
is worth about $350,000,000 a 
year to Europe. What is it 
worth to this country? That ques

tion, with the vacation season upon 
us, might well occupy the attention 
of those who talk of the summer 
“slump.”

Compared with Europe, there is, 
of course, very little foreign tourist 
trade; for unless one includes the 
large number of Canadians who seek 
American resorts, particularly in 
winter, as foreigners, there are 
very few foreigners who visit the 
United States primarily for pleas
ure. But every Amei’ican man, 
woman anil child who possibly can, 
does sooner or later take a vacation 
and by so doing puts much money 
into general distribution and affects 
very materially the distribution of 
the staples of life.

Statistics are difficult to produce; 
in fact, have never been attempted. 
When John Smith sets out holiday
bound there is no means of knowing 
how much he has spent except by 
asking him. But in Canada the 
tourist industry is now calculated as 
the third largest of the Dominion. 
Statistics are easier to compile 
there; Canada is a favorite vacation
ground for Americans, and because 
every American crossing the inter

national border must pass the im
migration examination, it is possible 
to know exactly how many Ameri
cans visited Canada during a certain 
period. From this a fairly approxi
mate division can be made into 
“tourist” and “business” and a 
rough-and-ready calculation made on 
a per capita basis of expenditure. 
That amount, according to the Na
tional Parks Department at Ottawa, 
totals to over $150,000,000 a year— 
four times as much as all the gold 
mines of the Dominion produce.

To calculate the amount of money 
which Americans spend within the 
borders of their own country, we can 
perhaps figure on a hypotheti
cal basis. Let us assume that 
every man, woman and child 
takes two weeks’ holiday per 
annum at the very moderate 
cost of only $5 a day; and 
then, to make allowance for 
those who prefer to go to 
Europe, for the poor, the sick, 
the aged and the very young, 
we cut this down to $1 a 
day. This gives a total of at 
least $1,600,000,000 paid to 
the railways, steamships, 
hotels, boarding houses, 
stores, garages, postal card 
counters, ice-cream parlors, 
and (whisper it) bootleggers, 

et al. Therefore don’t despise the 
vacation business or look upon it as 
an unimportant economic factor.

When we scoff at the way many 
European countries or communities 
live off the tourist, accumulating 
enough in summer to keep them in 
comfort during the fall, winter and 
spring, let’s not forget that by a 
very considerable slice of American 
business the summer vacation period 
is viewed with either joyful or sor
rowful anticipation. “Summer stag
nation” is exactly what countless 
manufacturers and retailers call it. 
It means falling sales in many lines, 

[CONTINUED ON PAGE 66j
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IT is a commonplace item in the 
American Credo that a number 
of noted European communities, 

such as Deauville, live upon the 
tourist and arc consequently some
how despicable. In this country 
alone at least $1,600,000,000 is 
spent each year by vacationists. In 
Canada the tourist industry is now 
calculated as the third largest of 
the Dominion. Is it to be despised?



26 ADVERTISING AND SELLING June 2, 1926

CLARK TRUCTRflCTOR COMPfllW
Caroline Propelled Kehicler for Industrial Haulage 

1127 D*y< Avenue, Buchuaaa, Michigan

WHEN the Clark Triictractor Company decided to propound its "Theory of Labor Economy," Miguel Covar
rubias. the talented young Mexican, was seleeted as chief attention-getter. The drawings of the resultant 
series are compelling in their sheer ugliness; great hands and feet, toil-bent bodies, faces distorted with the 

sharp lines of physical strain -all depicted with a telling simplicity that tosses another hand grenade into that 
tiinc-wom old saw about the grandeur of toil. "Physical erosion,” says Clark, "is the penalty that men pax 
for ignorance.” So says .Covarrubias—and with considerably more effect.
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High-Brow and Low-Brow Types 
of Direct-Selling

By Henry B. Flarsheim
Secretary. Tlie Marx-Flarslieim Company, Cincinnati, Ohio

D
irect-selling, from the 
outside, looks simple. Just ad
vertise for some salesmen ; 
turn over your selling outfits to them 

and tell them to “go to it.”
But the first thing which the care

ful student of straight-line market
ing learns is that there are almost 
as many methods of selling direct as 
there are firms in the field. To give 
merely a brief outline of each of 
these methods would fill the space 
of this entire publication. In this 
article I hope to hit only some of 
the most interesting high spots. 
There is no disparagement implied 
to anyone in the title of this paper. 
Certain types of direct-selling con
cerns employ high-grade salespeople. 
Those, for convenience, I have re
ferred to as “high-brows,” At the 
other end of the scale are the semi
mail order propositions, in which 
premiums are given to the customer 
agents—“low-brows,” so far as sell
ing is concerned. There are infinite 
gradations between these two ex
tremes.

Before a manufacturer starts to 
sell direct, he must determine on ex
actly what rung of his hypothetical 
ladder his particular proposition 
should logically stand. At the top 
of our ladder, we will place the firms 
which sell merchandise or services 
running to large sums of money. 
These include insurance companies 
and stock and bond selling houses, 
who send out salesmen direct to 
their prospective customers. I will 
not devote space to these businesses, 
as they are not ordinarily classified 
as direct-selling.

Next in line would be manufac
turers of washing machines, vacuum 
cleaners and similar appliances, 
whose merchandise must be demon
strated and sold right in the home, 
instead of in stores. Usually, how
ever, the buyer of these appliances 
does not deal direct with the manu
facturer. There is the distributor 
in between, who carries a stock of 
the appliances, which are sold to 
users by re-salesmen. On the next 
rung of the ladder we find the firms 

which compete directly with the re
tail stores, selling merchandise of 
kinds which very frequently are 
bought in the stores. In this group 
are the firms selling brushes, food 
and toilet products, men’s shirts, 
lingerie, millinery, dresses, men’s 
ready-made suits, and a host of 
other familiar articles. It differs 
from the preceding group in that 
the washing machines and similar 
appliances must be demonstrated in 
the home to make sales in reasonable 
numbers, whereas selling wearing 
apparel and similar easily-bought 
articles direct is only an optional 
plan.

It is with articles that can be sold 
either direct or through stores and 
mail-order houses that we are espe
cially concerned here, for it is in 
these lines that direct7selling has 
made the greatest strides. Some 
companies in these lines have amaz
ingly complete selling organizations. 
At the top, of course, are the Sales
manager and his assistants. Next 
come the divisional managers, super
vising divisions composed of a num
ber of states. Under them come 
state and city managers; working 
under these are the field organizers; 
and finally there are the salesmen 
who call from door to door.

10CAL offices are established by 
Jthe managers out of which the 
salesmen work. Every evening, as a 

rule, the salesmen come to these of
fices and turn in their orders and re
port on the day’s work. Men are 
usually employed through local news
paper classified advertising. The 
national advertisers of this class fre
quently carry suggestions in their 
consumer advertising asking that 
persons interested in selling their 
goods to get in touch with the Sales
manager.

Meetings of sales forces are held 
often. Under the guidance of the 
manager, sales problems are dis
cussed and “inspiration” talks are 
given to the men. Often very elabo
rate, impressive selling outfits are 
furnished to the men, usually with

out deposit although sometimes 
after payment of a bond fee, de
pending on the plan used. These 
outfits cost as high as $30 or $40 
each. The prospective agents fill out 
elaborate application blanks, and 
their references are carefully in
vestigated. The next best thing to 
a personal interview is given to each 
applicant. All correspondence and 
dealings are handled direct with the 
home office. Exclusive territory is 
usually allotted, and although ordi
narily no definite quota of sales is 
set, the territorial grant is revoked 
if the volume of sales is not ade
quate.

DEALING direct by mail with 
the salesman, a firm of this type 
naturally must supply something 

which makes up for the personal su
pervision and instruction of the dis
trict managers in other types of 
organizations. Elaborate sales man
uals, house organs, contests, adver
tising helps, advertisements for - 
newspapers are constantly being de
veloped and furnished' to the sales
men by these organizations. A 
clever sales manager is the key-note 
of success in such a business. His 
personal correspondence with the 
men, which often results in intimate 
friendships between the sales-man
ager and the individual salesman, 
helps to keep the organization at a 
high pitch of enthusiasm. Expe
rienced men are usually required by 
this type of house, and inexperienced 
men are put on only in small num
bers and after great care in selection.

Next on our ladder are houses 
which deal direct with their sales
men but which obtain varied classes 
of men. These houses ordinarily act 
as a sort of training ground for 
salesmen. They take on anyone and 
everyone, whether they work full or 
part time. To safeguard the selling 
outfits, a deposit is required.

The persona] element in this type 
of business is not stressed nearly so 
much as in the two other types de
scribed. The greater part of the 
correspondence is handled by form 

[continued on page 85]
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There Is a Future for the
Farmer Market

By J. B. Reynolds
President of Ontario Agricultural College

F
arming today 
in Canada and 
the United 
States has become 

commercialized. The 
pioneer farmer pro
duced most of the 
raw material neces
sary to his living, 
while the farm home 
industries manufac
tured the raw ma
terials into finished 
articles of food and 
clothing. Sugar, soap, 
bread, butter, cheese, 
cured meats, pre
served fruits, cand
les, yarn, woolen 
garments were made 
a generation or two 
ago in every farm
house. Now these are 
made for the most 
part in factories, and 
the farmer buys the 
factory-products for 
cash. The pioneer 
farmer used few and 
simple implements in husbandry. 
Today he is collectively the most ex
tensive purchaser of machinery pro
duced in our factories. From seed 
time to seed time every operation 
and branch of farm industry uses 
factory made implements. The seed 
is sown and the grain reaped with 
large-scale implements. The cow’s 
feed is stored in a machine made 
silo and the cow’s milk run through 
a mechanical separator. She is tied 
in a factory made stanchion and fed 
from a factory made carrier. The 
Wisconsin dairy farmer buys oil
cake produced in the cotton growing 
states and consequently is a patron 
of the transportation companies.

The fruit-grower must have a 
spray machine costing several hun
dreds of dollars. He sprays his 
orchards three to six times with 
different chemicals and for his spray

[Portions of an address before the 23rd 
Annual Convention. Atlliiatlon of Advertis
ing Clubs, Cleveland, Ohio.]

(c) Brown Bros.

THE once self-sufficient farmer is toda) an extensive purchaser 
limited only by temporary economic conditions. Here is a 
fertile field ready for cultivation by the. manufacturer who is 

willing to study agricultural needs and offer suitable service

materials is an extensive patron of 
the chemical industries. To fertilize 
the soil of his orchard he buys com
mercial fertilizers. For packing his 
fruit he buys factory-made barrels 
and boxes and hampers and baskets. 
Under the pressure of these tremen
dous changes the New Farmer has 
been evolved. The farm today is no 
longer self-supporting. The farmer 
is no longer independent and iso
lated. He has been caught in the 
great industrial and commercial cur
rents of the world. The farm has 
been as deeply influenced by the in
dustrial revolution as the city, for 
the farmer has become a patron of 
the industries and in becoming so 
his business methods and relations 
have been changed as profoundly as 
have his farming methods. He has 
become an intensive purchaser of all 
kinds of factory-made commodities, 
from socks and sugar to seed drills 
and self-binders. And he must have 
money, a great deal of it, to enable 

him to pay for these 
necessities. He must 
find markets in which 
to sell his produce.

The characteristics
of the “new farm
ing,’’ as distinct from 
pioneer farming in 
Canada and the 
United States, are 
these : The new 
farmer has learned to 
grow special crops 
suited to his soil, cli
mate, and market so 
that the agricultural 
areas have been di
vided into fruit re
gions, tobacco re
gions, corn belts, 
wheat provinces, and 
cotton states. He has 
found that each spe
cial crop has its own 
diseases and makes 
its special demands 
upon the soil. He 
has had to learn how 
to combat diseases of 

crops; how to improve the varieties 
he sows; and how to maintain the 
fertility of the soil.

The opening up of new regions, 
the building of railroads, the im
provement of highways, and of ocean 
transportation, and especially the 
coming of the motor-truck, have 
widened his markets but increased 
competition. The price of butter in 
Ontario is influenced by importa
tions of butter from New Zealand. 
The price of whole milk supplied to 
the towns and cities of Canada is 
controlled by the export price of 
cheese. The price of wheat in 
Canada and the United States is in
fluenced, if not determined, by the 
export price on the Liverpool mar
ket, where our wheat competes with 
wheat from India, Argentina, and 
Russia.

Not the local market only, nor 
even the home market, but the mar
kets of the world are the concern of 
the new farmer, and for this reason

[CONTINUED ON PAGE 521
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The News Digest

WITH the current issue we present a new and 
what we hope will prove a valuable service to 
our readers.

Many people who find it important to keep up with 
the news of advertising and selling find it necessary to 
consult a variety of sources, and thumb over many pub
lication pages to get a complete record of changes and 
happenings that interest them for business or personal 
reasons.

The News Digest (which with this issue becomes an 
integral part of Advertising and Selling, bound as 
a section at the back) will contain all the news of ad
vertising, accurate and complete, and presented in a 
form which is both simple and convenient.

For instance, if you are interested in personal items, 
turn to the classification marked Changes in Personnel. 
You can quickly run your finger down the complete list. 
If you are interested in agency changes, you can get 
the two weeks’ record in a minute, and then pass the 
issue to your secretary or record department to correct 
names, etc., on your lists. This section also contains 
changes of addresses grouped together for quick refer
ence which will save needless postal delays and expense.

Our readers can help in making The News Digest of 
greatest value to themselves and to the advertising 
business generally by keeping us informed promptly of 
important happenings. We shall be glad to receive 
comments and suggestions at any time for the improve
ment of this service.

Cooperative Censorship

FROM many sides have come expressions of endorse
ment relative to the leading editorial in the May 19 
issure of Advertising and Selling advocating a new 

form of censorship to be worked out by groups of ad
vertisers or trade associations in cooperation with 
publishers’ associations or with individual publishers.

“Your suggestion of having the advertisers themselves 
develop a censorship code for their own field or indus
try and hand it to the publishers to enforce, is at once 
the sanest and the most practical and effective of any 
yet conceived,” comments one influential agency man. 
“It would give definite point and practicality to the 
movement for ‘Truth in Advertising.’ ”

Another reader brings out the point that for the 
first time a form of censorship has been suggested 
which enlists all the parties concerned—publisher, 
agency and advertiser—and gives each a voice in form
ulating the censorship regulations that all must respect. 
“And with all parties looking on, publishers will find 
themselves less tempted to let down the bars to their 
advertising columns, even as advertisers will be less 
tempted to ask them to.”

“The thing that impresses me about this plan of 
censorship,” comments a publisher, “is that it takes 
the sor out of censorship.”

We realize, of course, that such a censorship program, 

concerning itself with gathering and listing the objec
tionable and misleading terms, statements and insinua
tions in each of the various fields, and formulating a 
set of censorship regulations therefrom, is only a be
ginning; but it is a very practical beginning and one 
that should commend itself to all who are interested in 
increasing the believability and productiveness of ad
vertising.

A Better House for Advertising

AT the recent National Electric Light Association 
Convention at Atlantic City, Samuel Insull, of Chi

cago, performed for that industry what should be 
performed at the national convention of every industry.

After listening to laudatory speeches for two days, 
and hearing their industry complimented and congratu
lated for its marvelous progress and its priceless con
tribution to mankind, the delegates might be pardoned 
for feeling that their industry had accomplished some
thing to be proud of. They could hardly help a glow of 
satisfaction.

Then came Samuel Insull, with a paper full of solid 
facts and figures in which he went about it dispassion
ately, almost methodically, to show that in effect the 
industry had slowed down, if indeed it was not losing 
ground. Following which he proceeded to outline the 
jobs to be done—bigger things than those that have 
been done. And these, too, he listed, not as the dream 
of a visionary or with the fervor of an orator carried 
away with his subject, but rather in the manner of a 
carpenter ordering lumber for the building of a house.

It was a wholesome, disillusioning speech, and it is 
to the credit of the N. E. L. A. that it was received with 
greater approval than perhaps any speech delivered 
during the week.

It would be well for advertising were a Samuel Insull 
,to be on the Philadelphia Convention program, to jolt 
us all out of our smugness and self-satisfaction, and 
order the materials for a better house for us all to live 
and work in.

Photographs in Advertising

WITH the newspapers of one day publishing news 
of three damage suits against advertisers for 
using pictures of people without their permission, it 

behooves advertisers and agencies and publishers to 
pay closer heed to this matter. A suit of this kind can 
be and generally is serious.

Of late years it has been so easy to get permission 
to use the photographs of stage folks and society lead
ers that there threatens to develop in business circles 
a lack of respect for the pictures and personalities of 
the great and near great, as well as the average citizen. 
Unless this is checked and advertisers are more careful 
in the use of photographs and pictures, of both the 
living and the dead, even stricter laws are likely to be 
written on the statute books.
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A History Outline 
of Advertisin £—III

Early Practices and Increasing 
Competition
By Henry Eckhardt

Illustrated by Ray C. Dreher

B
Y 1849 there 
were 2000 news
papers in the 
country, and of these 

Volney B. Palmer was 
the sole and ac
credited agent for 
1300. This constituted 
almost a monopoly, 
and Palmer worked it 
for all it was worth. 
He squeezed profits 
and charges out of 
every part of the bus
iness, for instance, 
billing all postage and 
even stationery. 
When competition 
came into the field 
and landed some of 
his accounts, that 
phased Palmer not in 
the least. He made a 
new rule: 25 per cent 
commission on all ad
vertisements placed 
by anyone formerly 
his customer.

This last provision 
was probably inspired 
by the defection of 
S. M. Pettingill, his 
clerk. Pettingill, feel
ing the urge to go 
and do likewise, estab
lished himself independently 
Boston, in 1849.

Palmer immediately issued a proc
lamation against Pettingill. He 
promised dire fates to all newspapers 
which countenanced this upstart. 
But by this time the publishers were 
fed up with Palmer and his auto
cratic ways. They welcomed Pet
tingill as a needed antidote.

One of Pettingill’s first clients 
was George W. Simmons, clothier, of 
North Street, Boston. North Street 
was an out-of-the-way place. Sim
mons developed the scheme of capi
talizing his unfortunate location 
through advertising, and so provided

in the genesis for all our “walk-up-one- tion of being
flight” and “out-of-the-high-rent- the West.
district” merchants of succeeding 
generations. Simmons called his 
place Oak Hall and then painted 
those two words on every rock and 
fence in New England.

The most historic and beclimbed 
rock of all was the Old Man of the 
Mountain. One traveler relates that 
he reached this goal after half a day 
of shinscraping only to be greeted 
by the letters “Visit Oak Hall, 
Boston” across the "Old Man’s” fore
head.

Simmons had great ideas about 
advertising. His contract with 

Pettingill called for 
a daily reading no
tice in twelve news
papers and no two 
readers were to be 
alike. Poor Pettingill! 
What a terrific case 
of copy writer’s 
cramp he must have 
developed. However, 
his facility must have 
been equal to the task, 
for he rose in fame 
and prosperity and 
became the S. M. 
Pettingill Company.

Until 1851, New 
Y o r k, Philadelphia 
and Boston were the 
only cities which 
boasted advertising 
agencies. Cincinnati, 
thanks to the Ohio 
River and the Steam 
Boat Bills of those 
days, was the gate
way to the Mississippi 
River country and 
the fast opening ter
ritories beyond. So 
in March of 1851, 
W. H. Parvin began 
an advertising agency 
in Cincinnati. To him 
belongs the distinc- 
the pioneer agent of

The early agencies have, of course J 
long since disappeared, but chiefly 
in identity. Palmer’s Philadelphia 
office became Joy, Coe & Company 
and finally merged in 187G with the 
N. W. Ayer & Son of today. His 
New York office passed eventually to 
W. W. Sharpe; the business of W. W. 
Sharpe & Company has also con
tinued uninterruptedly down to the 
present. Palmer’s Boston office 
later became S. R. Niles.

John Hooper & Company kept 
going until 1870. Hooper in that 
year executed a faee-about which has
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Bruce Barton Roy S. Durstine Alex F. Osborn

Barton,Durstine Osborn
INCORPORATED

(WN advertising agency of about one 
hundred and ninety people among whom are 
these account executives and department heads

Mary L. Alexander 
Joseph Alger 
John D. Anderson 
Kenneth Andrews 
J. A. Archbald, jr. 
R. P. Bagg 
W. R. Baker, jr. 
F. T. Baldwin 
Bruce Barton 
Robert Barton 
Carl Burger 
G. Kane Campbell 
H. G. Canda 
A. D. Chiquoine, jr. 
Margaret Crane 
Thoreau Cronyn 
J. Davis Danforth 
Webster David 
C. L. Davis 
Rowland Davis 
Ernest Donohue 
B. C. Duffy 
Roy S. Durstine 
Harriet Elias 
George O. Everett 
G. G. Flory 
K. D. Frankenstein 
R. C. Gellert 
B. E. Giffen 
Geo. F. Gouge 
Gilson B. Gray 
E. Dorothy Greig 
Mabel P. Hanford

Chester E. Haring 
F. W. Hatch 
Roland Hintermeister 
P. M. Hollister 
F. G. Hubbard 
Matthew Hufnagel 
Gustave E. Hult 
S. P. Irvin 
Charles D. Kaiser 
R. N. King 
D. P. Kingston 
A. D. Lehmann 
Charles J. Lumb 
Robert D. MacMillen 
Wm. C. Magee 
Carolyn T. March 
Elmer Mason 
Frank W. McGuirk 
Allyn B. McIntire 
E. J. McLaughlin 
Alex F. Osborn 
Leslie S. Pearl 
T. Arnold Rau 
P.J. Senft 
Irene Smith 
J. Burton Stevens 
William M. Strong 
A. A. Trenchard 
Charles Wadsworth 
D. B. Wheeler 
George W. Winter 
C. S. Woolley 
J. H. Wright
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intrigued advertising agents ever 
since. One of his clients, a manu
facturer of tin-lined lead pipe 
couldn’t pay his bills, so Hooper took 
them over, and the company too. 
Soon the tin-lined lead pipe was pay
ing more handsomely than the 
agency. In 1870, Hooper turned pipe 
manufacturer exclusively and sold 
his agency business to George P. 
Rowell & Company; price, $10,000.

Most of the business of these early 
agents was with the country 
weeklies. Cash was a scare article; 
many of the deals were swaps.

The publication traded space to 
the agent for type and presses or 
other commodities. The agent 
handed the space over to 
the advertiser in exchange 
for needables and not so 
needables.

Thus the agent was 
brokering and “horse 
trading” in all directions. 
If he was patient, shrewd, 
and not over-particular, he 
rapidly perfected systems 
for making the business 
pay. Not only that, but he 
also contrived to put both 
publication and advertiser 
under obligation to him.

On the other hand, the 
publishers of those days, 
particularly the country pub
lishers, were temptingly 
easy marks. They figured 
this way: The space wasn't 
worth anything to them; any 
advertising revenue was so 
much money found. Cer
tainly they would take what 
they could get. Naturally 
they had no rates. The agent 
made the rates for them.
And the rates were what the traffic 
would bear. Further, whatever rate 
the agent made was binding on the 
publisher. What was even more con
venient, if the agent did not collect, 
he did not pay.

Ail in all, these early days were 
haphazard days, but the practices 
which sprang up took firm root. 
They explain much of the later de
velopment of the advertising busi
ness—also many of its later woes.

A new figure, Charles M. Knox, 
the hatter, commenced to obtain ad
vertising fame in the early fifties. 
Knox had landed in New York a 
penniless immigrant boy. He 
possessed the irrepressible initiative 
which leads men to venture into new 
paths. Soon he had set up as a 
hatter. He was not only an alert 
hatter; he was also an alert sales
man of his hats. Although no New 
York hatter had advertised before, 
Knox seized upon advertising as his 

very own and particular field of 
activity.

Like Barnum he developed his own 
peculiar methods. He wrote his own 
copy and kept to a characteristic 
style. After a few years this style 
became famous. Everywhere, Knox 
was hailed for his “popular and at
tractive ads.”

The other New York hatters were 
forced into line, and hat advertising 
became a feature of the early adver
tising columns.

Knox wrote to a formula: “To con

nect the ad with some topic or event 
which is the conversation of the 
hour.” This sounds much like our 
modern precept—news value.

He was also extremely fond of the 
pun which resulted in gems such as 
the following:

“Although Queen Isabella has lost 
her crown, the crowns of Knox’s 
Hats never come out.”

“The Grecian Bend may do for 
the ladies, but all gentlemen wear 
Knox’s Hats.”

“Not a man who wore Knox's Hats 
during the earthquake in San Fran
cisco had them shaken off.”

Unskilled these efforts are, yet the 
basic conception behind them is not 
so different from that which carried 
Frank Irving Fletcher to fame in his 

Franklin Simon’s Men Shop copy. 
In fact, the pithy, aphoristic type of 
copy is even now being used 
for Knox Hats in the newspapers 
and magazines, although invested 
with a quite different flavor by the 
brilliant pen of T. L. Ryan.

Mr. Knox is described as “a genial, 
pleasant man. He is temperate, 
never uses tobacco, and never went 
to a ball in his life.”

Perhaps even more famous as an 
advertiser was Robert Bonner. 
Bonner, like Greeley, began as a 
compositor. He bought the old Jifr- 
chants Ledger of New York, a 
weekly, and changed its name to the 
New York Ledger. To build up cir

culation, he engaged the 
Mabel Herbert Urners and 
Fannie Hursts of that day 
and advertised them heavily, 
being the first publisher to 
demonstrate the value of ad
vertising in building up a 
publishing property. His suc
cess stood out as the prize 
achievement in the field until 
Cyrus H. K. Curtis came 
along. He was in his ad
vertising prime about 1860. 
During this year he spent 
$60,000 for inserting a 
single advertisement. This 
would be a formidable sum 
even today. In those days 
it was called “a piece of 
splendid audacity.”

The advertising methods 
used by Bonner smacked 
strongly of P. T. Barnum. 
In fact, Bonner stole Bar
num’s repetition trick bodily. 
He would take one line, such 
as “Read Mrs. Southworth’s 
New Story in the Ledger,”

and repeat it over and over again. 
Or he would use lines in triplets for 
effects such as this:

The New York Ledger 
The New York Ledger 
The New York Ledger 

will be for sale 
will be for sale 
will be for sale 

tomorrow morning 
tomorrow morning 
tomorrow morning 

throughout the 
throughout the 
throughout the

United States 
United States 
United States

and New Jersey 
and New Jersey 
and New Jersey

This Now Jersey joke, by the way, 
was to humor of that day what the 
Ford is to the humor of this.

“What is the use,” asked a friend 
of Bonner, “of your taking the whole 
side of the IL raid and repeating a 
single statement a thousand times?” 

[continued on page 841
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- 0/ie Railway Service Unit

A.B. P.

Direct Your Message to 
the Right Railway Men

through the five departmental rail
way publications which constitute 
The Railway Service Unit.
The departmental organization in 
the railway industry and the widely 
different railway activities make it 
necessary to gain, effectively, the 
interest and confidence of each de
partment individually.
These five railway publications ac
complish this by each one being 
devoted exclusively to the interests 
of one branch of railway service— 
and their effectiveness is shown by 
the classified circulation statements 
and the high percentage of renewals.

Our Research Department will 
gladly furnish analysis of the. 
railway market for your products.

Simmons-Boardman Publishing Company
"The House of Transportation "

30 Church Street New York, N. Y.
Chicago: 608 S. Dearborn St. Cleveland: 6007 Euclid Ave. Washington : 17th and H Sts^ N. W.

Mandeville, Louisiana San Francisco-: 74 New Montgomery St, London : 34 Victoria St„S-W. I
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The Chain Store Versus the 
Independent Retailer 

By Charles JF. Mears

W
HEN anybody talks about 
chain stores it is necessary 
to talk figures. Latest re
ports indicate that the United States 

has 6488 chain store companies. In 
the grocery field alone there are 
1300 separate chain companies; in 
the drug field 1279, millinery and 
variety goods 1085, meats 1000. 
These, remember, are chain store 
companies. The number of indi
vidual chain stores is almost un
believable. The Atlantic and Pacific 
Company has 10,000. Kroger has 
3000. The American Stores Com
pany has 1800, the U. S. Stores Com
pany 1100. In other fields are: 
W oolworth 1356, Kresge 256, Kin
ney Shoes 222, McCrory 176.

A chief effect of the increase of 
chain stores has been the ruination 
of many small individual retailers. 
And we may well ask whether the 
chain store is a monster machine 
that is destined to run down and 
crush the individual merchant wher
ever he exists. Is there no escape?

Undeniably the chain store has 
tremendous advantages. It has large 
buying power. Doing business 
chiefly for cash, it usually has ready 
money. Because it is a big institu
tion, it can afford to employ at 
headquarters the highest type of 
executive ability. Because one store 
more or less means nothing in the 
life of a chain, it can afford to ex
periment in neighborhoods.

The chain store represents cen
tralized management and decentral
ized distribution. Just how far the 
brains of the central management 
can be extended in a fool-proof man
ner to each of the growing number 
of its stores depends very largely 
upon personnel. The more high
grade and fool-proof the rules that 
are handed down by headquarters, 
the less managerial ingenuity is to 
be expected of the separate store 
manager and his assistants.

With centralized management, 
centralized buying and decentralized 
distribution, the chain store is not 
extremely flexible. It requires a

Portions of an address before Advertising 
Affiliation ''(invention. Uhveland. Ohio.

tremendous amount of bookkeeping 
and a great deal of supervision. Ex
ecutives must be supplemented with 
district managers and assistants, to 
say nothing of supervisors who prob
ably number one to each five stores.

On the other side of the picture 
the individually owned store repre
sents ownership, management, con
trol and performance all at a single 
place. It has, or should have, tre
mendous flexibility. Whereas the 
chain store, far from headquarters 
and bound to certain lines of action 
by definite rules, is often as lacking 
in color, character and personality 
as a telephone booth, the individ
ually owned store can have always 
a character and personality of its 
own. There is no excuse for the in
dividual merchant’s not knowing his 
customers personally and creating 
in their minds a liking for him and 
his service sufficiently strong to off
set some of the chain store’s ad
vantages over him.

For the most part, chain stores 
sell for cash and make no deliveries

that are not separately charged for. 
The individual merchant very often 
extends credit and customarily 
makes deliveries. Part of chain 
store strategy is to induce its cus
tomers to come often. That being 
so, it should be the individual re
tailer’s aim to do everything within 
his power to minimize the number 
of visits required by customers. In
dividual grocers in Chicago and in 
Syracuse combined in putting on an 
advertising campaign urging their 
customers to do their shopping by 
telephone. And why not? It is 
much easier for the housewife to go 
to the telephone and state her needs 
and have the goods delivered to her 
door than it is for her to dress for 
the street, take time from her house
hold affairs and carry home the 
goods.

One reason for the success of the 
chain stores, as everybody knows, 
has been the lack of enterprise and 
salesmanship on the part of the 
small individual retailer. He simply 
does not know how to maintain his 
business. Until recently he never 
heard of turnover. He filled his 
shelves with every sort of merchan
dise and at the end of the year, 
without learning a lesson from it, 
he found himself holding the bag. 
Returns from 545 representative in
dividual retail grocers showed a 
profit of only one-ninth of 1 per cent 
on its sales, as against Atlantic and 
Pacific making a 3 per cent profit 
on $352,000,000 worth of sales, and 
the American stores making 6 per 
cent profit on sales of $88,000,000. 
The chain store has learned that it 
doesn’t pay to handle slow-moving 
goods.

Even a fairly smart individual 
grocer turns his stock only 12 times 
a year, whereas the chain store 
turns its stock from 36 to 50 times. 
The chain store does not carry a lot 
of goods in the hope that somebody 
may buy them. The chain store is 
not in the educational business 
either. It locates where the people 
are thickest, it sells few brands, it 
refuses to handle what is not a 
quick seller, and it insists upon a 

[CONTINUED ON PAGE 50]
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Store Salespeople Are Really 
Your Salespeople
Why Not a Salesmanager for Them?

By W. R. Hotchkin

T
here is a fact 
rarely, if ever, con
sidered by the manu
facturer whose goods are 

sold in stores. He may 
know a lot of discourag
ing places where sales are 
“as slow as cold mo
lasses,” but he seems to 
have decided that there is 
nothing he can do about 
it. He seems to have 
come to the conclusion 
that when he has carried 
the goods as far as the 
store wall, his work is 
done—that it’s up to the 
retailer to get them over 
the wall of consumer ac
ceptance, no matter how 
strong the competition 
may be or how ignorant 
the prospective customers 
of the desirability or 
even the very existence of 
his goods.

It is quite easy, as it is 
almost universal, for man
ufacturer and Salesman
ager to think that it is not

Courtesy K. H. Macy & Co . Inc.

STORE salespeople who are not selling a niannfac- 
turerE goods witli enthusiasm are almost as useful to 
him as the counters would he without any salespeople 

at all. Too many face this situation with a fatalistic 
upatliv when a capable salewianager eumlueting an 
educational campaign could instil the necessary and 
missing spirit to overcome ruinous, indifferent selling

by demonstrating their 
knowledge and skill—if 
somebody takes enough 
interest in them to give 
them new and interesting 
information.

Of course, it is a lot 
simpler to assume that 
store salespeople are 
dumb-bells by nature, pig
headed by desire, and 
boycotters by the mer
chant’s direction, than it 
is to devise a plan where- 
1 y the interest and ambi
tion of these salespeople 
may be aroused to the 
point where they will 
readily show and enthuse 
about the goods that you 
want them to sell.

Salespeople cannot be 
successfully bribed to sell, 
and bribery will always 
be discovered and the 
manufacturer boycotted. 
But the merchant and his 
salespeople can be won to 
the point of very great en
thusiasm by intelligently

their job to remove that impassable 
barrier of unsold stock. And, legal
ly, it isn’t. But, selfishly, what is 
the fact? If a reorder is wanted, 
the barrier must be removed. The 
merchant isn’t in any stew about 
placing the order. He thinks he will 
sell something else, if he doesn’t sell 
your product. If it doesn’t sell at 
a profit, he can cut the price and get 
rid of it. lie should worry! But 
that won’t help the reorder. It just 
kills the outlet. This is not a mat
ter of pride, not a matter of ethics 
or equity—just pure, selfish manu
facturer’s interest. He simply must 
help remove that barrier, as a part 
of the solicitation and sale of that 
outlet. He either gets the barrier 
removed or he evacuates that field 
of battle and restricts his market.

The manufacturer who retreats 
for such a cause is weak. There may 
be other battles that will be hard to

win, but this common resistance is 
easy to defeat. These barriers of 
unsold goods (if the goods are 
worthy and wanted at all) may be 
readily removed at surprisingly 
small cost by the local army of 
salespeople in the retail store.

But a salesmanager is needed to 
tell and show the salespeople what to 
do, and to stimulate them to do it!

In a previous article have been 
told the reasons for local promotion 
work by the manufacturer, and 
there vas also painted a picture of 
the local salesperson, with the rea
sons why these salespeople will 
rarely show goods that are not asked 
for or are not among the short list 
of easiest sellers.

But salespeople are human; sales
people can be interested, can be stim
ulated. Salespeople have a lot of 
native pride about knowing things. 
They love to show off to customers

planned literature, which may be 
produced at quite insignificant cost, 
backed by periodic visits of district 
personnel inspectors who have the 
personality, knowledge and experi
ence to teach and demonstrate sales
manship to the store’s selling force.

This suggestion naturally requires 
a salesmanager whose entire efforts 
are directed to carrying out this 
educational campaign. He must 
gather a force of district inspectors; 
plan a complete campaign for them; 
educate them; route them and get 
them properly introduced at the 
stores they visit. He must create 
advance interest for each inspector 
on the part of the merchant and all 
his executives, so that salespeople’s 
meetings will be arranged for the 
day of his arrival.

Literature must be provided which 
not only tells the story of the goods 
ar.d their uses, with interesting 

[continued on page 54]
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[ONE OF A SERIES ON “DIRECTIVE” MAILI

239 W. 39th St., A etc xork

ROUTED
AROUND

They Say—
—“about 35 peo
ple here read 
the Economist”- 
—“possibly 50 
persons”—■“60 to 
70“—-“we sub

scribe far 25 
copies and at 
least three per
sons see each 
copy’ '—■' ‘approxi
mately 10 0 peo
ple in our estab
lishment read the 
Econo mist”— 
“ my estimate 
would be about 
20 0“—“tf? route 
each number to 
130 people” — 
“at least 50 peo
ple in our insti
tution read your 
payes” — “30 0 
would he a fair 
estimate.”

— quoted 
random

service-mileage—that’s the distinguishing mark 
of directive MAIL. Any folder, broadside or “sales 

letter” that hasn't a quick, sharp nudge at some personal 
or business interest is apt to be short-lived. Very often 
it takes the direct way to the circular file waiting on the 
floor beside vour desk.

But directive MAIL, by which we mean material that is 
needed, wanted, expected, sure-to-be-read-and-used. the 
highest type of "direct mail,”—is valuable enough to keep 
and share with your associates.

Every issue of the Dry- Goods Economist or Merchant
Economist is directive MAIL. Store executives route 
their business papers around through their businesses. 
We can name dozens of thriving stores in any section 
where every copy is passed on to scores, even hundreds 
of buyers and sellers. High mileage every time!

If you have something to sell to and through department 
stores, the interest and favor of proftssienwl readers is 
all-essetttial. Each one represents multiple buying power. 
Each is a spark plug in your selling! When you tell and 
sell the merchant, he will tell and sell the millions!

DRY GOODS ECONOMIST 
MERCHANT-ECONOMIST 
Moro than 40,000 copies to mare than 30,000 
stores in 10,000 cities and toicns----stares doing 
over 75% oj the total bus 

gands and department
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The Gargantuan News Stand
By Leon Kelley

T
HE other day while 
waiting for a train, 
a certain person of 
no importance stood for 

twenty minutes watching 
the turnover of business 
in two news stands. These 
were located in a sub
terranean corner of a 
great metropolitan rail
way terminal, where sub
urban trains foregather. 

The observer was im
pressed, first, by the spec
tacle which the news 
stands themselves pre
sented. And besides, a 
few happenings at their 
counters not only im
pressed but also set him 
wondering.

To the jaded eye of a 
tired business man, the 
rainbow of color formed 
by the arch of displayed 
wares was in itself a 
strong stimulant. Every 
color was there, from red 
to violet. But the really 
engaging part of the dis
play' was its staggering size, its en
gaging variety, and its astonishing 
scope. In the modern news stand 
there is a special brand of the com
modity called printed matter, for 
every type of man, woman and child 
extant.

Of course, it must be remembered, 
these news stands were duplicates of 
tens of thousands of others the whole 
country round. Even back home on 
Main Street, the news stand has 
grown remarkably “bigger and 
better.”

But here were these two railway 
stands, a few paces apart. Hundreds 
of different publications were on 
sale. There were journals with 
gaudy and indiscreet covers, some 
candidly and others unintentionally 
acknowledging their contents to be 
specifically for people who get along 
best with monosyllabic words. And 
from these primitive specimens, dis
played publications ascended step by 
step to the sort with contents as 
sophisticated as the mind of a Har
vard professor, with covers as con
ventional as it is possible for type 
to be—and type, you know, can be 
exceedingly conventional. In fine,

^T^HERE were journals with gaudy and indiscreet cov
I ers, candidly acknov«/lging their contents to be 

specifically for people, who get along best with mono
syllabic words. And from these .specimens the publica
tions ascended step by step to those with contents as 
sophisticated as the mind of a professor. All over the 
country the. news stand has grown "bigger ami better'’

these myriad wares were arranged 
from the lowliest to the most exalted 
in a long stretch of graduation which 
forbade any customer, no matter 
what his rank or station, to go away 
empty-handed. All this—and for 
what? Well, to be direct, all for the 
purpose of disseminating advertise
ments.

L
ET it never again be said that
1 we are not a reading nation! If 

in doubt, stand twenty minutes be
fore a news stand and watch the 
crowds. Let us hear more about 
what we read, rather than how much 
we read. For the daily disgorging 
of the news stand quite definitely in
dicates that we read a great deal.

It was interesting to notice the 
large number of young women, say, 
from fifteen to twenty-three, that 
went unerringly to the magazines 
which you are apt any time to see in 
the hands of shop girls and manicur
ists and garment models. It was 
equally interesting to notice the cut 
and carriage of the woman who, a 
little less frequently, was seen merely 
to murmur a name to one of the 
animated clerks—and be given some

publication the name of 
which dates back a few 
generations.

And right here is an
other point.

It is not the quantity of 
each publication displayed 
that makes necessary 
such enormous space in 
the news stand of today. 
As everybody knows, with 
a few exceptions only a 
small stack of each is put 
on the counter. Extra 
copies in bulk are kept in 
the back room somewhere. 
No, it is the great nunv- 
ber of their variety that 
fills up the racks, shelves, 
counters and exterior dis
play panels of the news
stand. And by far the 
majority of these are of 
a comparatively recent 
origin.

The old stand-bys, the 
publications with genera
tions, at least decades of 
history behind them, sit 
astonished in their places 

on the news stand looking at one 
another and wondering about their 
nouveau riche, relatives. But we 
must remember that these old-estab
lished publications are the ones that 
have served the biggest and most 
successful advertisers of America, 
and have played their very important 
part, through the force of advertis
ing, in making American industry 
what it is today.

It will be noticed, for instance, 
that the editorial standard of the 
older publications, the ones that have 
stood the test of years and years of 
service, has always maintained itself 
at a fairly high level. In fact, it 
would almost seem that the older 
they come, the higher their present 
standards. Compared with this con
dition, can it be denied that an all 
too unfortunate majority of the 
newer publications have a rather low, 
and in some instances distressingly 
low, editorial standard? Indeed, 
there are only a few outstanding 
examples of the new publications, 
seen on the news stands, that main
tain an admirable standard, and some 
of these do so only as a thinly dis
guised affectation behind which in 

[CONTINUED ON PAGE 701
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The PRESS is 
“First in Cleveland” 

as usual!
Publishers’ statements just issued by “Audit Bureau of Circulations” con
firm the circulation supremacy The Press has held in Cleveland for many 
years. Average daily net paid circulation figures for the six months period 
ended March 31, 1926, establish these facts:

In
CITY Circulation

Press 184,047
D. News 126,046
D. Plain Dealer 111,282

Press Lead

In
TOTAL Circulation

Press 222,637
D. News , 167,780
D. Plain Dealer 200,239

Press Lead
Over News 58,001
Over Plain Dealer 72,765

Over News 54,857
Over Plain Dealer 22,398

In a year The Press has gained MORE 
THAN TWICE AS MUCH City cir
culation as both other newspapers COM
BINED.
The Press’ City circulation daily aver
age represents a coverage of one news
paper to every English-reading family 
in Cleveland !

In a year The Press has gained over 
7,000 more total circulation than BOTH 
other newspapers COMBINED!

The Press has over 16,000 more CITY 
circulation than the daily News has 
TOTAL circulation.

The Press has more City circulation, 
more City and Suburban circulation, 
more Total circulation than any other 
daily newspaper in the State of Ohio.

The Cleveland Press
NATIONAL REPRESENTATIVES: ALLIED NEWSPAPERS. INC.

250 Park Avenue, New York City Ij 410 N. Michigan Blvd.. Chicago
DETROIT : SAN FRANCISCO | II SEATTLE : LOS ANGELES

FIRST IN CLEVELAND soupps-howaro LARGEST IN OHIO
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What Is This Keyed Copy?
By Carroll Rheinstrom

WHILE Ben Jonson managed 
successfully to dodge the 
offers of the copy chiefs of 

old London, he was not at all aloof 
from advertising. Time and again 
in his scribbles did he embrace the 
word “advertise” with caressing 
quill. Only—and here’s the key to 
his copy—in Ben Jonson’s day, the 
word “advertise” had the meaning 
expressed by the modern word “ad
monish.”

It is interesting to muse on the 
philological transition. The first 
recorded advertisements—o n the 
walls of Pompeii and medieval bulle
tin boards—were out-and-out “ad
monitions”: admonitions to buy.

Looking back as recently as our 
own nursery days in this advertis
ing business, we see the definition 
still enjoying its ancient prosperity. 
The patent medicine advertisers, 
those printed word persuaders par 
excellence, found “admonishing” the 
certain means to tally-hoes and 
Fifth Avenue mansions.

Their chief competition in the 
printed pages of the time came from 
tradesmen who aimed to lure cus
tomers to their counters. Here, too, 
it was found profitable to “ad
monish.” The general advertising 
of the period was serious, graphic 
in descriptions of the woes accruing 
to non-customers, perspiringly cal
culated to bring new business be
fore another sun had set.

Not until the nineteenth century 
industrial revolution had sent in its 
calling card quite some time after 
the dawn of the twentieth, did ad
vertisers begin to inspect their 
homespuns in the mirror and be
come dissatisfied with the common
place things of life.

Simultaneously with the large 
scale buying of white space by com
panies selling through long jobber 
and dealer distributing chains, there 
came a tendency to assume the 
grand manner, to leave the crass 
details of selling to low born lackeys.

With an aristocratic gesture, the 
manufacturer explained his position 
somewhat as follows: “I am a pro
ducer. I am giving the world 
worthy merchandise. You jobbers, 
you shopkeepers, it is your work to 
sell my goods. But to prove my 
noble birth, I, myself, will go a step 

further. I will blazon my name over 
the land. When a customer comes 
to you for the kind of goods I make, 
you need but show my brand, and 
he will buy. I will create consumer 
acceptance.” .

That was the clay when advertis
ing ceased to be “admonishing.” 
The two aborigines of the publica
tion pages, the patent medicine ad
vertiser and the retailer, were 
subdued and assigned to reserva
tions by the swashbuckling manu
facturers. Newspapers and maga
zines were forced to buy bigger 
binding machines. Masterful paint
ings and Chesterfieldian phrases 
ushered in a new era of popular en
tertainment.

Then dawned the day when the 
world began to realize that advertis
ing could be made to carry a major 
burden of distribution effort. Claude 
Hopkins, at that time president of 
Lord & Thomas, wrote a little book 
called “Scientific Advertising.” Mr. 
Hopkins’ theory, simply, was that 
direct-return advertisers had long 
ago proved the power of printed 
word to do a complete selling job; 
why should manufacturers, who 
wished to sell, even though it was 
through the dealer’s hands, be con
tent with lesser service?

Loud discussion shattered the 
white-space-like placidness of adver
tising circles. Refutations were 
prompt and fiery. But several in
surgent merchandisers, faced with 
death by asphyxiation under the old 
regime, gathered under this banner 
of hard pan, complete selling adver
tising. So was born the modern 
phenomenon termed “keyed copy.”

THAT keyed copy works is no 
longer an open question. Pep
sodent, using keyed copy exclusively, 

entered one of the most highly com
petitive fields in the world. Within 
nine years—assisted by practically 
no sales force whatever—Pepsodent 
has topped the ranks of the world’s 
biggest selling dentifrices, has at
tained from ninety-five to one hun
dred per cent distribution in Amer
ica, and is sold in sixty-two foreign 
countries. Madame X Corsets, as
signing their two million dollar sales 
department payroll exclusively to 
keyed copy, sold twelve million dol

lars’ worth of merchandise and won 
representative national distribution 
within one year!

The possibilities seem enormous 
As yet, they are unquestionably un
sounded. Is keyed copy applicable 
to all types of businesses? Have 
we here discovered a commercial 
revolution to solve the problems of 
distribution even as the industrial 
revolution solved the problems of 
production ?

It is a question that might be 
easier answered, if we will attempt 
to hold keyed copy under our mental 
X-ray.

Keyed copy, generally speaking, is 
copy whose results are approximate
ly checkable; it may embody one, or 
both, of two functions: (1) creative, 
(2) appreciative.

Keyed copy, in its creative func
tion, recognizes the limitations of 
the space in the advertising page, 
and attempts to continue to a con
clusion its sales talk with the pros
pect.

IN other words, it presupposes a 
follow-up. For purposes of con
venience, we might assign the 

methods of contact whose effective
ness has so far been proved, as fol
lows:

1. Merchandise on guarantee.
2. Samples or demonstrations.
3. Descriptive printed matter.
4. Good-will novelties, such as 

recipes, historical treatises, etc.
5. Salesmen’s calls.
6. Reliable dealers’ closures.
Complementing the potentially 

great constructive power of keyed 
copy’s creative function is the prov
ing power of keyed copy’s apprecia
tive function.

By identifying individual adver
tising factors, the comparative ef
fectiveness of various advertising 
efforts may be checked for the most 
effective method.

Keyed copy practitioners have 
seen all the rules of psychology and 
economies apparently crumble to 
ignominious dust under the iron heel 
of results.

The figures on the pulling power 
of your advertising should be ap
plied to check the efficiency of four 
factors :

1. Copy appeal.
[CONTINUED ON PAGE 51]



June 2. 192b ADVERTISING AND SELLING 41

The Wvmtaycs Which The Giove Association Enjoys Through P^ptâpiay

(5) Mrs. Young views pictures which 
among other things impress her 
with the attractiveness and advan
tages of wearing gloves.

® The pages of Photoplay Maga
zine renew the style-forming in
fluence of the moving picture seen 
in the theater.

0 Mr. and Mrs. A'oung arc typical 
moving picture enthusiasts, of 
whom 550,000 of the most ardent 
are readers of Photoplay.

@ The advertising of The Glove 
Association in Photoplay confirms 
Mrs. Young's impression that 
gloves play a part in good dress.

0) Mrs. Young as one of the Un
der Thirty Group is, of course, 
an especially good prospect for 
style merchandise.

0 How could Airs. Young, with 
such a chain of influences brought 
to hear on her, fail to respond to 
them?

Moving Pictures DO Move

E
VERY day they are moving pic
ture audiences to new desires, dif

ferent standards, progressive ideas.
Moving pictures promote the idea of 
your product to the most active market 
in the world—those enthusiasts Avho go 
to pictures many times a week and are 
constantly subjected to the idea-form
ing influences of the screen.
In Photoplay Magazine these impulses 
for possession first inspired on the 
screen are given rebirth. Dramatic

moments from the pictures are repro
duced; personality sketches of the stars 
inspire a mood of emulation.
There is running through all of Photo
play, indeed, an environment of spend
ing suggestiveness which you\ advertis
ing can capitalize.
The screen is selling your product. It 
is selling it best to the enthusiasts.
Don’t you see how you can folloAv 
through in Photoplay?

Photoplay
Predominant tritìi the 18 to 30 Age Group 

JAMES R. QUIRK, Publisher 
C. W. FULLER, Advertising Manager

221 West 57th St., New York 750 N. Michigan Ave., Chicago 127 Federal St., Boston
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The 8pt Page

A
LWAYS, I am tremendously in

terested in fresh viewpoints,
L flattering or otherwise. Hence 

the following letter from a man who 
is discontinuing his subscription to 
Advertising and Selling appealed to 
me, and I think may interest you. It 
is from a man doing business in a little 
town in Vermont.
Gentlemen :

I'm goini< to disappoint yon by discon
tinuing. not because the Advertising ano 
Selling isn't good, but because it isn t ex
actly for me. Aly little one-man business 
is rather good fun, and in a way brings up 
some of the problems that the big business 
has to face, and I've found a lot in the 
magazine interesting to me. but the peculiar 
problems of an Advertising Manager or a 
big Sales Manager aren't mine.

I have found it mighty interesting though 
to get in touch with men who think that 
selling is the chief end and aim of man's 
existence on this planet—actually are so 
warped by their job that they honestly 
see it that way—ami I really do believe 
they do. I needed a year of the Advertising 
and Selling or some such magazine to make 
me realize that it was possible. That's in
teresting. I’ve known theologians who felt 
that everything outside of their theories 
about Deity were unimportant details. I've 
known engineers who couldn't see much 
but engineering. I’ve known scientific in
vestigators who were contemptuous of 
everything outside of a scientic fact or 
theory. 1 know medical men who see the 
world as a clinic, and Army mon who see 
it as "the next war," and lawyers who are 
too tangled up in their technicalities even 
to be aware of the thing known as "justice," 
and some railroad men who know that after 
all it’s all a matter of transportation, but 
these Publicity and Selling bugs I think 
take the prize. These others are at least 
honest in their myopia, but the Merchan
disers strike me as almost consciously try
ing to make idiots of themselves. ’ They 
strain a little at it. They scorn to fancy a 
virtue in seeing their own job big out of 
proportion to what it really is.

But you're all right! You give them 
their say. and then some decently well 
balanci d man a rebuttal, and you make 
it all interesting and rather worth while. 
I'm sorry to quit, because I know i'll miss 
you.

—8-pt—
In Walter Prichard Eaton’s book, 

The Actor’s Heritage, one encounters 
this paragraph:

“Certain actors today . . . ar
rest the attention when they 
enter the scene, and their audi
ence is frequently one jump 
ahead of their spoken words, in 
grasping their meaning. The 
power to arrest the attention 
belongs, of course, to the actor 
with a strong personality, who 
has combined it thoroughly with 
his role; but the second ability, 
that of indicating to an audience 
your emotion ahead of the 
spoken word, is chiefly techni
cal. It is a matter of facial ex
pression more than anything 
else, though other factors enter. 
Study the acting of Frank Cra
ven today, and you will see it 

excellently illustrated. It is infre
quently possessed by even the most 
gifted amateurs, but is the result of 
long and careful training.”

I wonder: does not this have some 
application to advertising and selling 
as well as to acting? Might not our ad
vertisements be more productive of re
sults if we were to study how we might 
subtly convey to the reader at the first 
glance, and before he has dipped into 
the word-bath, just what it is desired 
that he do, and this without arousing 
resistance? And might not a sales 
technique be developed that would focus 
the prospect’s mind on the idea of get
ting his name on the dotted line with
out arousing suspicion or antagonism?

It would seem to be a technique worth 
striving for, no matter at what expense 
of time or study or experiment, for 
once mastered it would give the writer 
or salesman possessing it the power to 
command results out of all proportion 
to the white space used or the time and 
energy consumed in making a sale.

—8-pt—

Every time Herman Esselen comes 
out to our house for Sunday supper he 
talks about bananas. The gist of his 
talk for two years has been, “Why 
don't banana people advertise ripe 
bananas? And why don’t they do it 
in color, to show what a really ripe 
banana looks like?”

The Fruit Dispatch Company is do
ing just that now, and very effectively 
They came out with color advertise
ments several months ago showing ripe 
bananas. Now they are carrying the 
ripe idea a step farther; they are try
ing the experiment of boxing ripe ba
nanas, as illustrated here.

So far, I understand, this experi
ment has been confined to Boston, but 
if it works out well there it will prob
ably be carried out on a big scale. 
One thing is sure: if a way can be 
found to make people eat really ripe 
bananas, the sale will increase by leaps 
and bounds. No food product has suf
fered so in a sales way from lack of 
education as to its proper use as has 
this famous fruit.

—8-pt—

I was interested to learn today that 
N. W. Ayer & Son insure the members 
of their organization up to the amount 
of the salary each receives, the policy 
to be cancelled automatically when 
they leave the agency. This is indeed 
a thoughtful service and should build 
good-will in the ranks.

—8-pt—

Last week I attended the National 
Electric Light Association’s convention 
at Atlantic City and out of all the 
welter of words one sentence stuck in 
my memory and stands out above all the 
others. It was one of the picturesque 
utterances of William Allen White: 
“We are all service peddlers, with our 
packs on our backs, offering our wares 
to whom?—to each other.”

Actually there is no vague mass 
market. We all earn our daily 
bread buying and selling among 

ourselves. When we misrepre
sent, we misrepresent to our 
friends next door, or to the men 
and women we meet in our busi
ness and social activities. To 
each other, in short.

—8-pt—

Owen D. Young said some
thing almost as good in refer
ring to the growing practice of 
selling public utilities stock to 
the public:

“May I suggest to utility 
managers that when they are 
asking the public to take stock 
in their enterprises, that the 
managers themselves be careful 
to see to it that they take stock 
in the public welfare?”
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How Fountain Pens Are 
Sold in Milwaukee—

ORE than 85% of all 
Greater Milwaukee foun

tain pen users have purchased one 
of the five leading makes, accord
ing to the 1926 Consumer Anal
ysis of this market.

One hundred and twenty-four 
different makes of fountain pens 
are owned by the remaining 15% 
of the total users.

Each of the five leading brands: 
Conklin, Parker, Sheaffer, Wahi 
and Waterman, was advertised ex
clusively in The Milwaukee Jour
nal during 1925.

In the rich Milwaukee-Wisconsin 
market the most successful adver
tisers in all lines concentrate in 
The Milwaukee Journal to reach 
practically all their best customers 
at one low rate.

During 1925 a total of 1,169 dis
play advertisers used The Journal 
exclusively—a forceful indication 
of this newspaper’s superior 
coverage and selling power.
You, too, in order to make every 
newspaper advertising dollar you 
invest in Milwaukee yield a full 
dollar’s worth of returns, need 
use only one paper—

THE MILWAUKEE JOURNAL
V^~F I IV S T BY M E IV I T
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Let’s Stop Rocking the Boat and 
Enjoy Our Prosperity

[continued from page 20]

man, who was hurt not by the fall 
but by its sudden stop, the danger of 
the new habit seems to lie mostly in 
the possibility of its stopping.

Factory pay envelopes this April 
held $10,000,000 more than last April. 
Sears, Roebuck and Montgomery 
Ward, together, have been averaging 
$100,000 a day more cash. Fifteen 
chain store systems, for the first four 
months of 1926, report $219,000,000 in 
sales—$200,000 a day more cash than 
last year. Installment selling has cer
tainly left its cash competitors a few 
odd pennies.

On the other hand, savings bank 
deposits increased some $8,000,000,000 
and depositors have more than doubled 
since 1920. Outstanding life insur
ance, during the same period, has in
creased some $31,000,000,000. More 
than a thousand new stockholders have 
been created every business day for 
the past ten years, with new bond
holders not so very far behind. Why 
shouldn’t there be a generous use of 
credit?

The United States Government keeps 
in cash, roundly $41)0,000,000. It owes 
$20,000,000,000. This is as if you or 
I had $400 and owed $20,000. Never
theless, so long as Secretary Mellon 
watches our credit, nobody will worry 
that you and I, as a nation, owe $50 
for every $1 we own. And, so long as 
you and I plan expenditures within 
ordinary resources, and keep spare 
cash to meet emergencies, it’s nobody’s 
business what we buy—or how.

About $6,500,000,000 worth of goods 
were sold on installment in 1925. 
Automobiles took a bit more than one- 
half. Vacuum cleaners, furniture, 
jewelry, phonographs, pianos, radio, 
washing machines, together make up 
at least another quarter. Because the 
cash first payments immediately wipe 
out 26 per cent of the total, and be
cause subsequent payments flow in so 
promptly, the installment debt of the 
nation, outstanding at any one time, 
averages only about $2,744,000,000.

DIVIDED into 27,000,000 homes, even 
this giant figure loses terror. We 
find each family in the United States 

burdened with a mortgage on the 
future of only about $100 a year— 
$8.33 a month—27 cents a day. Our 
national yearly income of $60,000,000,
000 gives the average American family 
something like $2,200 a year $185 a 
month—$6.15 a day. In this light, 
twenty-seven cents a day doesn’t seem 
too much for each family of the world’s 
wealthiest nation to risk on auto
mobiles, pianos, vacuum cleaners, 

radios, washing machines and other 
evidences of civilization.

Suppose, however, just for one awful 
instant, none of these families paid. 
Then, at worst, all of us would pay in
directly, exactly as easily as we now 
absorb similar losses. As Mr. William 
R. Basset put it in an admirable 
article. (“In Defense of Installment 
Selling,” Advertising <6 Selling, Nov. 
4, 1925) :

If Bill Jones, truck driver, buys a doodad 
and never pays for it, there is no change 
in the wealth of the world. Bill is richer 
in the ownership of one doodad, which 
presumably makes him happy, while you 
and I and a few thousand others who pay’ 
our bills are penalized in a purely money 
way our pro rata share of Bill's defection. 
• . . The average had debt loss through
out industry is less than a half of one per 
cent. That would bring the selling price 
of $100 vacuum cleaner down to $99.50— 
if we got the benefit of everybody suddenly 
taking it into their heads to pay what 
they owe.

Department stores today require 
ninety days to collect accounts. And, 
one out of every ten articles is returned 
for credit. In some Fifth Avenue 
establishments of notable standing it 
takes three sales to make two stick. 
Even so, Dr. Nystrom tells me that in 
the best department stores the bad 
debt loss runs as low as 25 cents for 
every $100; with grocery stores nearly 
four times as high.

AGAINST that, my friend, J. E. 
/Y Williams of Collier’s, an authority 
on the new rhythm of business, tells 
me that in selling automobiles—the one 
line of easy payment almost anybody 
would agree is overdone—the loss is 
only 22 cents for every $100, four times 
better than the average grocer and at 
least as good as the best department 
stores.

President Coolidge, for one, has gone 
emphatically on record that the present 
system of buying with a plan of pay
ment is far superior to the old fash
ioned book credit he used to see in his 
father’s little store at Plymouth Notch. 
And the President’s famous financial 
common sense is borne out by the 
Ayres report showing that the new 
“Ten-Pay ment-Plan” on ready-made 
clothes actually does liquidate debts 
more promptly than the time honored 
charge account. In fact, without fur
ther buying, the nation’s entire install
ment debt would liquidate itself almost 
within a year.

Slack work and slow pay will make 
bail business—with or without install
ments. Yet, financial crises of the 
future may, perhaps, be mitigated or 
even prevented by the fact that two 
or three billion dollars worth of goods 
are safely in part-owners’ hands, 

sprinkled into innumerable small risks, 
instead of gathering dust on the 
dealer’s shelves and filling banks with 
frozen credits.

In good times or bad, the nation is 
probably healthier with a thousand 
coonskin coats wintering on women’s 
backs—a collector hot on their trail— 
than with the same coats carried as a 
cold storage asset against the bank 
deposits of those same thousand 
women. So far, in prosperity, the 
small regular payments have had a 
chance only to help smooth out sea
sonal peaks and valleys; in business 
depression, there is at least an even 
chance that they would avert rather 
than precipitate a crisis.

ON the other hand, suppose the 
worst does happen? A slump is 
bound to come some day. When things 

are up and get tired of going sideway, 
there is nowhere to go but down. Let’s 
admit, for the sake of argument, that 
piled-up installment payments may 
bring the great loss now so enthu
siastically predicted. Against that, 
what of the suicidal selling costs and 
sure, certain slaughter of prices—right 
now—our manufacturers and mer
chants would face to carry on for eash 
anything remotely resembling our 
present volume of industry?

Mr. A. R. Erskine, President of 
Studebaker, estimates that not more 
than 35 per cent of the automobiles 
now made could be sold except on in
stallment terms. He believes, there
fore, to abandon this accepted method 
would, in the automobile industry 
alone, cost 1,500,000 men their jobs— 
and their buying power. Since our 
American high-production manufac
turers are today so completely the 
economic slaves of their own highly 
paid employees, the far reaching effects 
of such a move would be difficult to 
overestimate.

Henry Ford’s youngest mechanic, for 
example, buys at $25 a month, a sub
urban bungalow. As a national finan
cial transaction, this is infinitesimally 
insignificant. But wait a moment! 
Five workmen, let us say, drive out to 
build that bungalow. Each carpenter, 
plasterer and plumber’s helper uses 
the Ford he is buying at $5 a month. 
Right back to Henry goes the $25 he 
pays his mechanic to pay for the 
bungalow. So industry is intimately 
interwoven. One man’s payroll is an
other’s profits. And other men’s profits 
are our prosperity.

Prosperity itself is nowise concerned 
that time payments run higher than if 
everybody bought for cash. Every
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WHY NOT SELL AS YOU BUY?
ORMULA and specification are key words to a good 
purchasing agent. Count, compare, measure and 
weigh; analyze for proportions and purity; test for 
stress and strain, efficiency and endurance.

Whether it is textiles or coal, chemicals or steel,
paper or gold, the buyer is wary and meticulous.

And across the corridor at another desk sits the seller, sending 
to market the goods which are the sum of all these purchases.

Does the company sell with as much pains as it buys?
Granted that there must be in salesmanship a certain daring, a 

swift decisiveness, a touch of scorn for detail, a greater flair for 
human nature than for things material. Yet the average seller will 
do well to take a leaf out of the big book of the average buyer.

In his own department the seller must also be the buyer of one 
essential commodity—advertising space.

Too often, when he is buying space, he acts as if he were still a 
salesman. He ought then to be as hard-headed and hard-hearted as 
the P. A. Salesmen deal brilliantly in hunch, prejudice, anecdote, 
special pleading and large round numbers. When they come to the 
advertising schedule, they need to forget all that and face chill facts 
and stiff columns of digits. For some of them the strain is too severe. 
The consequent errors would be funny if they were not so costly.

The mania for millions of circulation is in part a reflection of 
breathless space buying.

Some products require mass advertising. Merchandising his
tory has been made by the periodicals which reach millions. But 
like other history, it is marred by the mishaps of those who tried 
blindly to follow where they should never have been led.

Great classes of goods and services should not be advertised to 
the mass. Others should be advertised partly to the mass and partly 
to the selective class. Advertisers who sell as judiciously as they buy 
know these axioms. It is these whose copy you see in The Quality 
GROUP—next to thinking matter.

THE QUALITY GROUP
285 MADISON AVENUE, NEW YORK

THE ATLANTIC MONTHLY

THE GOLDEN BOOK MAGAZINE

HARPER’S MAGAZINE

REVIEW OF REVIEWS 

SCRIBNER’S MAGAZINE

THE WORLD’S WORK

Over 700,000 Copies Sold Each Month
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jLOUND on the desk'—■ spill super
latives'—'display all the go-getterism 
in the bag of sales-tricks — that lands 
only the first order.

P-H

The repeat business—if the pur
chaser is a seasoned business man—■ 
depends solely on value delivered.

P-H

Powers-House doesn’t add many 
new clients each year to its “family,” 
but its established clients stay with 
it year after year.

-yrM------------------------
Powers House

^Advertising ^°'
HANNA BUILDING -< ■< CLEVELAND. OHIO )
M«.h K. Power,. Pr„. Frank E. House, Jr.. V. Pre,. & Gen. MSr. Gordon Ricky. SeVy I

dollar paid for financing—at every 
step of manufacture and distribution— 
is, and always has been, figured into 
the price to the buyer. Why suddenly 
become squeamish about an additional 
charge—especially when it alone en
ables the consumer to assume the long 
procession of similar charges that pre
cede it?

At best, the financial cycle from raw 
material to consumer is slow enough. 
So long as the manufacturer continues 
to make goods, the banks must finance 
them; and, since banks, after all, are 
using the people’s money, why not let 
the people use the goods?

How the Business Angels up in Mars 
must laugh to see us tackle the prob
lem exactly backwards—like a man 
trying to blow the water back into a 
fire hose, instead of cutting it off at 
the plug.

Our real problem, of course, is not 
undercapitalized buyers, but overcapi
talized factories. We should be study
ing not how to kill the geese that eat 
our golden eggs, but how to insure 
their appetites!

STRIPPED naked of rhetoric, the 
situation becomes fairly simple: In 
the past dozen years our factories have 

grown ten times as fast as our popu
lation. We have had, therefore, either 
to create new buying power or slow 
down. We chose to create new buying 
power. To create new buying power, 
we had either to cut our prices or 
change terms. We chose to change 
our terms.

So the question that confronts us 
is not so much of cash or installment 
buying as of installment buying or no 
buying at all; not so much what to do 
with time payments in the future as 
what we would be doing now without 
them!

Coming prosperity—like the slowly 
descending cross-section of a pyramid 
—rests on a vastly increasing base of 
mass buying. The first corner of the 
triangular base is lower prices; the 
second, time payments; the third, 
hand-to-mouth buying. As we work 
ourselves safely down toward an ever 
broader and more substantial founda
tion, the less becomes our risk and the 
greater our opportunity.

And the sooner our credit organiza
tions and business associations give 
over cooling their reluctant feet in this 
new Rubicon, the sooner we shall be 
relieved of many coy—and costly— 
forebodings about the future.

The action of the American Bankers’ 
Association in refusing to sponsor a 
report against deferred payments is 
a hopeful sign. To try to stop them 
now because we fear what will happen 
when we do stop is like a man who 
can’t swim jumping off the dock to see 
what would happen if he fell in. That 
would surely be silly. On the other 
hand, it is just as silly—and just as 
fatal—for those who know the man 
can’t swim to stand idly by and watch 
others push him off the dock.

Could there he anything more fan
tastic than a whole nation of business
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The Lillibridge Viewpoint
Number Tzco Issued by Ray D. UI li bridge Incorporated New York

Peter Tordcnskjold 
Attacks with Pewter

OMETIMES we think the reason many 
salesmen are not more successful in mak
ing sales is because they are furnished 

with too much “ammunition”: too many things 
to give the dealer, free; too much in the way of 
“scenery”—elaborate portfolios, fancy thises 
and thats. Instead of props, these things some
times become crutches. The salesmen depend on 
them rather than on themseRes.

The true spirit of selling is the spirit of that 
plucky old Danish sea captain, Peter Torden
skjold. Attacked by a Swedish frigate, after all 
his crew but one had been killed and his supply 
of cannon balls was exhausted Peter boldly 
kept up the fight, firing pewter dinner-plates 
and mugs from his one remaining gun.

One of the pewter mugs hit the Swedish 
captain and killed him, and Peter sailed off 
triumphant!

? ? ?
Which brings to mind the career of a young 
man by the name of Edmunds who took a job 
as cub salesman with a prominent New York 
firm six years ago. He was as green and un
sophisticated as they come. He knew nothing 
about the Science of Selling. But he did itch to 
sell.

One morning he came upon the proof of a 
new advertisement—one of a series which was 
being made up into a handsome salesmen’s 
portfolio for the city salesmen to start out with 
the following morning. The arguments in the 
advertisement impressed him. While most of 
the crowd hung around the office that day wait
ing for this promised new portfolio and the 
rest of the new season’s “ammunition,” young 
Edmunds slipped over to Third Avenue and 

started calling on storekeepers. Before noon 
the beautiful proof was rather badly crumpled 
and bore the greasy thumb prints of numerous 
Third Avenue grocers. By three o’clock he was 
weary with tramping, but the magic of the 
proof led him on—up Third Avenue and down 
Second. By night his order book was almost a 
third full. . . . Last year they put Edmunds 
at the head of the Chicago territory with i8 
men under him.

Warfare or selling ... a pewter plate or a 
crumpled proof . . . it’s the spirit of the at
tack, not the ammunition, that counts.

What Next?

Men who like to give their minds a little 
rope that they may roam into the fu

ture, will enjoy the essay on hat Next in 
Advertising?” written by Robert R. Lpde- 
graff of our company. It is stimulating reading, 
and it shows how limited is the use to which ad
vertising has been put so far. It should be of 
especial interest to periodical publishers.

A reprint will be sent gladly to any interested 
inquirer.

It Was the Third Time
He Had Wanted Chicken ala King!

In the last issue of The Viewpoint we set 
forth the advantages of “ordering from the 

left.” This reminded our good friend Walter 
Robbins of an incident that happened se\Teral 
years ago at the Waldorf. It seems that a cer
tain would-be-sophisticated New York busi
ness man was entertaining an up-state man at 
luncheon at this famous hostelry. Desiring to 
impress his visitor with his importance in the 
metropolis, he called the head waiter to him.
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“George,” he said pompously, “Can’t 1 have 
Chicken a la King?”

“Why certainly, Mr. Blllrrrlnn. Anything 
you desire you shall have.”

“Well, it’s almost never on the menu. I’m 
very fond of it and I’ve watched for it every 
day this week but—”

“Oh, the menu!” with a deprecatory shrug 
of the shoulders—“The menu, it merely offers 
a few suggestions for people who don’t know 
how to order!”

2 ? ?

Because of our Fee-and-Budget system we are 
in a position to offer our clients a service not 
based on any “menu.” They can have any
thing they want in the way of service, and, 
furthermore, we are in a better position to 
recommend what we believe they should have, 
whether our recommendations earn commis
sions or not.

Wisdom of Moses

WE have not read anything from the pen 
of Bert Moses for a long, long time, but 

we shall never forget this paragraph from a 
speech he made back in 1918 before the Adver
tising Club of St. Louis.

Great advertisers always possess a faith and 
enthusiasm that leap not from the heart—a 
something that seizes their souls with a pas
sion so intense that it urges them on and on 
and on, as Christopher Columbus was urged 
when he headed his ships in the direction 
where the sun goes down and sailed away on 
an unchartered sea.

Faith and “follow-through” are two very 
powerful aids to successful advertising.

Or course Lord Riddle, the well known
English publisher, did not have the Lilli- 

bridge “objective method” or Lillibridge “follow- 
through” in mind when he wrote, “No great suc
cess can be achieved without concentration of two 
kinds—-first, concentration on the main project, 
and, second, concentration on its details.” But he 
couldn't have expressed the Lillibridge philosophy 
better.

Fortunes in Hidden “Leaders” 
Waiting to be Discovered

This from an advertisement in the Man
chester Guardian: “Great discoveries arise 

out of something which everybody has seen 
but only one man has noticed. The biggest for
tunes are made out of the opportunity which 
many men had but only one man saw.”

Certainly, the genesis of many an American 
fortune has been the “noticing” of some hum
ble product—such as the soft stone from which 
Bon Ami is made, the smooth cheese which we 
now know as Phenix, the humble yeast cake, 
wheat middlings, a radiator valve—and the 
application of advertising to make the millions 
“notice” it, and buy it.

There are today, in dozens of fields, odd 
specialties or commonplace staples that could 
be lifted out of the line and used as the basis 
for a substantial business through the applica
tion of marketing imagination and advertising.

It would be a pleasure to us to be invited by 
any manufacturer, or any firm dealing in raw 
materials, to go over his products or manufac
tures to discover whether there may not be 
among them some unsuspected “leader” that 
could be developed with great profit into a 
business of substantial proportions.

RAY D. LILLIBRIDGE INCORPORATED

Advertising ’ No. 8 ¡Test goth Street ' New York 
Telephone: Longacre 4000

Founded in 1899
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nien, spending millions on advertising 
and high pressure selling, gravely de
bating in the public prints whether the 
consumer is buying too much?

Installment buying may do harm. 
Agitation against it certainly will. 
Abuses certainly will. End the abuses 
and you end agitation. Free from both 
agitation and abuses, installment buy
ing will take its place alongside hand- 
to-mouth buying as a recognized fac
tor in our new prosperity.

Out of present profits, future pay
ments must be insured. And this insur
ance should be protected by a great na
tional clearing house for installment 
credits.

Mushroom financing companies have 
no place in that picture—even as the 
villain. One thing nobody wants these 
days is a new middleman. Weeds grow 
only in neglected gardens, however. If 
irresponsible financial companies ac
tually average a premium of 24 per 
cent for installment accommodation— 
as I have seen seriously claimed in 
print—what a magnificent opportunity 
for billions of call money loafing 
around Wall Street at 4 per cent to 
hire out at 10 or 12 per cent on a really 
patriotic job.

My friend Waldo tells me that 
Wanamaker’s Budget charge for §1,000 
for ten months is §13.50—less than 4 
per cent a year. But even a rate this 
low leaves an ample market for any 
who can reverse it into a cash discount, 
and show the whole 8 per cent saving 
in his cash prices. Or, failing to meet 
easy payment competition that way, 
what a magnificent opportunity for 
local merchants to combine with their 
local bankers at fair prices and fair 
profits, in a joint operation to accom
modate old customers in the new meth
od of buying.

IF active bankers shrink from going 
openly, for their own profits, into this 
new field of public service, why doesn’t 

some philanthropist—Rockefeller or 
the Carnegie estate—develop a giant 
Morris Plan to protect our present 
prosperity? When there is obviously 
so much honest money to be made in 
these good times by financing install
ment buying, why talk ourselves into 
hard times merely to demonstrate the 
folly of overselling and loose credits?

Lee Maxwell wrote some months ago 
(Quoted in Installment Buying, pub
lished by the Farmers’ Loan and Trust 
Company):

From the banking- standpoint, the growth 
of installment buying is bringing this to 
pass—instead of stopping with the financing 
of production, it will compel you to go 
further and finance consumption. Certain
ly this will have some dangers; but they 
will, in time, be detected and overcome.

The banks may not be ready to ad
mit that they are financing consumption. 
But somebody is! And since the Ameri
can Bankers’ Association now has all 
the facts, couldn’t it gracefully, appro
priately, and powerfully move imme
diately to “detect and overcome” either 
the dangers of installment selling; or 
the equal dangers of sensational agita
tion against it?

from 25,000 
to more than 275,000 
in less than five 
years is the record 
of our evening 
Detroit Times— 
from nothing to over 
330,000 in six 
months less time 
tells the story 
of the Sunday 
Detroit Times— 
is this progress, or 
what have you?

—but
to cover Greater Detroit right, you 
need the two evening and two of 
the three Sunday newspapers—to 
use less is to be “pound foolish.”
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Markets 
are made u 

of people
This new book tells you

where these people live 
where they buy . . . 
how much money they can spend

WHAT are the really significant 
marketing facts about the 113.
000.000 people of the United States? 

How has this market altered in the 
past five years?

“Population and Its Distribution" 
contains nearly 400 large pages of 
accurate up-to-the-minute statistics 
about markets. In its pages you will 
find—

1925 Population Figures
Do you know that the population of 
the United States has shown an in
crease since 1920 equal to the 1920 
population of the states of Indiana 
and Illinois combined? That four 
states—New York, Pennsylvania, Ohio 
and California have added over a half 
million each ? That the borough of 
Manhattan in New York City has de
creased by 300.000 — while Detroit 
shows a gain of 250.000?

679 Retail Shopping Areas 
How far can population alone serve 
as an index of market possibilities? 
Two cities in Maine, Bangor and 
Lewiston, are of nearly equal populn- 
tion. Actually, howev, r, Bangor’s 
trading population is almost twice as 
great as that of Lewiston.

In “Population and Its Distribu
tion” are given complete retail shop
ping areas for the entire country with 
maps and figures for each. These 

J. Walter Thompson Company, L«pt. I
241 Madison Avenue, New York City

I enclose $7.50 for “Population and Ils Distribution.”

Name ______________________________ ___________________

A d d res s-------------------------------------------------------------------------

P

areas are determined by commercial 
rather than political boundaries.

Income Tax Returns by 
Con nties

How much money can people spend? 
Which counties in each state offer the 
richest sales possibilities?

In Illinois the distribution of popu
lation by counties roughly parallels 
income tax returns. In Alabama, 
however, over 82 per cent of the total 
number of returns came from 20 per 
cent of the counties.

“Population and Its Distribution” 
gives the number of personal income 
tax returns for every county in the. 
United States—arranged for ready 
comparison with population figures 
for the same, county.* * *
In addition “Population and Its Dis
tribution” gives the number of whole
sale and retail dealers for eighteen 
different trades by states and cities of 
25.000 and over- -the number of 
grocery and drug chain stores in large 
cities and many other statistics of 
value in planning sales operations.

We shall be glad to send you a copy 
of “Population and Its Distribution” 
upon receipt of seven dollars am] a 
half ($7.50). If you wish to return 
the book within five days we shall re
fund your money. Just fill out the 
coupon below.

Chain Store Versus 
Independent 

Retailer
[continued from page 34] 

rapid turnover. In other words, the 
chain store is doing all that it can to 
make its distribution automatic.

We are forced to admit that the 
heavy purchasing power of the chain 
gives it at times a distinct advantage. 
There are, however, certain well-known 
nationally advertised goods which give 
the dealer, whether chain or indepen
dent, no greater discount on a train 
load than it does on 50 cases. On such 
goods the chain store has absolutely 
no advantage. But its big purchasing 
power does have its effect in some di
rections, sometimes even injuriously to 
the manufacturer. For instance, the 
chain store may say to a relatively 
small manufacturer of goods, “We will 
buy direct from you if you will cut out 
your broker and give us the advantage 
of his commission. Do that and we 
will buy your entire output.” More 
than one manufacturer has been 
tempted to accept a proposition of this 
sort, only to find that once dependent 
upon this single outlet, that outlet 
turned on him and dictated the price 
it would pay. He could then take it 
or leave it, and he found himself in a 
fine fix either way.

THE chain store carries very few 
lines of goods in any one class. It 
doesn’t want five brands of soup. Two 

are enough. If you are a manufac
turer of soup and you get your goods 
handled by chain stores at your price, 
well and good. But I can foresee 
trouble for the soup manufacturer and 
for the manufacturer of other foods 
after the chains increase their power.

The chain store is not in business to 
demonstrate the economies of distribu
tion, or especially to advance human 
welfare. It is here to make money for 
itself, and it will stop at no legitimate 
measure to accomplish that end. That 
is one reason why the chain store so 
seldom pioneers. Because it establishes 
itself where people are thick and often 
drives away the pioneer stores, it is 
frequently regarded as a parasite. It 
reaps where others have sown, and yet 
to class the chain store as a parasite is 
an unfair judgment. This matter of 
going where the people are is a sub
ject that even the big department 
stores must sooner or later consider 
from a new point of view. Going 
where the people are does not neces
sarily mean where the street conges
tion is greatest. It means going where 
shopping is most convenient and com
fortable.

The growth of cities and skyscraper 
office buildings and the marvelous 
multiplication of motor cars have com
bined to give downtown merchants a 

| problem that has absolutely no prece- 
I dent. For many years it has been
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The Mill Price List
Distributors of 

Westvaco Mill Brand Papers

The Chatfield & Woods Co.
The Arnold-Roberts Co.
Bradley-Reese Co.
Graham Paper Co.
The Arnold-Roberts Co.
The Union Paper & Twine Co.
Bradner Smith & Co.
West Virginia Pulp & Paper C 
The Chatfield & Woods Co.
The Union Paper & Twine Co.,

2.0 W. Glenn Street, Atlanta, Ga. 
Augusta, Me.

308 W. Pratt Street, Baltimore, Md.
1716 Avenue B, Birmingham, Ala.

180 Congress Street, Boston, Mass.
LarkinTermin.il Building, Buffalo, N.Y.

333 S. Desplaines Street, Chicago, III.
. 732. Sherman Street, Chicago, III.

3rd, Plum Sc Pearl Sts., Cincinnati, 0.
116-12.8 St. Clair Ave., N.W., Cleveland, 0.

Graham Paper Co. 4x1 Lacy Street, Dallas, Texas
Carpenter Paper Co. of Iowa, 106-112. Seventh St. Viaduct, Des Moines,la. 
The Union Paper & Twine Co. 551 E. Fort Street, Detroit, Mich. 
Graham Paper Co. 101 Anthony Street, El Paso, Texas
Graham Paper Co. Houston, Texas
Graham Papir Co. 6th & Broadway, Kansas City, Mo.
The E. A. Bouer Co. 175-185 Hanover Street, Milicaukee, Wis.
Graham Paper Co., 607 Washington Avenue, South, Minneapolis, Minn. 
Graham Paper Co. 2.2.2. Second Avenue, N., Nashville, Tenn.
The Arnold-Roberts Co. 511 Chapel Street, New Haven, Conn.
Graham Paper Co., S. Peters, Gravier & Fulton Streets, New Orleans, La. 
Beekman Paper and Card Co., Inc., 137-141 Varick Street, New I ork, N.Y.
West Virginia Pulp & Paper Co.
Carpenter Paper Co.
Lindsay Bros., Inc.
The Chatfield & Woods Co.
The Arnold-Roberts Co.
Richmond Paper Co., Inc.
The Union Paper & Twine Co.
Graham Paper Co.
Graham Paper Co.
West \ irginia Pulp & Paper Co.
R. P. Andrews Paper Co.
R. P. Andrews Paper Co.

100 Fifth Avenue, New York, N. Y.
9th A Harney Streets, Omaha, Neb.

419 S. Front Street, Philadelphia, Pa.
2.nd & Libertt' Avenues, Pittsburgh, Pa.

86 Weybosset Street, Providence, R. I.
2.01 Governor Street, Richmond, Va. 

Rochester, N. Y.
1014 Spruce Street, St. Louis, Mo.

16 Fast 4th Street, St. Paul, Minn.
503 Market St., San Francisco, Cal.

704 ist Street, S. E., Washington, D. C. 
York, Pa.

Manufactured by

West Virginia Pulp & Paper Company

LarkinTermin.il
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taken for granted that the store 
located where the crowds are thickest 
has the best possible chance to draw 
customers. This is still true as to 
cigars, cigarettes, drugs and other 
small commodities known as conveni
ence goods. But having found that 
crowds do not necessarily mean sales, 
grocery stores have left the downtown 
crowds in order to be nearer their cus
tomers—i.e., the homes of consumers. 
The crowds that pass by on the side
walks begin to mean less and less for 
department stores and specialty shops 
—less and less in profit. It is a ques
tion to these stores if congested streets 
and sidewalks are not a positive draw
back and menace.

Considering the gradual process of 
the decentralization of cities, the chain 
store is not to be blamed for locating 
its units where they are most easily ac
cessible. If the entrance of a chain 
store into a neighborhood drives out a 
pioneer store, the merchant thus driven 
out will have himself chiefly to blame. 
We have reached a point in distribu
tion where pioneership means nothing. 
The fact that John Jones was the first 
grocer in the neighborhood is no proof 
that John Jones will survive competi
tion. The fact that a department store 
is well established in a city is no sign 
that it has not already begun to die. 
Methods heretofore successful may be 
futile tomorrow and worthless.

What Is This
Keyed Copy?

[CONTINUED FROM PAGE 40]

2. Campaign plan.
3. Media value.
4. Product marketability.
Error in the entrepreneur’s judg

ment of any one of these factors can 
result in bankruptcy. Conversely, I 
have known revision of just one to re
sult in merchandising success almost 
overnight where failure had appeared 
to be imminent.

It is apparent that the subject of 
keyed copy is an enormous one, that its 
possibilities have hardly been touched. 
Every day, keyed copy advertisers are 
discovering new information. Every 
year, their campaigns are becoming 
more effective. Many concerns are 
carrying on great businesses today at 
advertising and selling costs un
dreamed of a few years ago. What 
the limit may be is but a matter for 
conjecture—and untiring concentration 
on experiment.

It is interesting to note, however, 
the return of many keyed copy adver
tisers to the “admonitional” technique. 
Perhaps the years will prove that ad
vertising’s definition has been but a 
sort of prodigal son, wandering for a 
time afield, to taste the sweets of 
fictional romance, and returning un
ostentatiously, but at last, morally im
pregnable.

In furtherance of our policy 
to give Needlecraft’s more 
than 1,000,000 readers the 
latest and most authorita
tive information pertaining 
to needlework and all 
forms of handicraft, Miss 
Ethel M. McCunn, Asso
ciate Editor and one of 
America’s noted designers, 
will spend several months 
in the needlework centers 
of Europe»

Her articles, which will 
appear exclusively in 
Needlecraft Magazine, will 
start in the September issue.

ROBERT B. JOHNSTON,
Advertising ¿Manager

Fill in, tear out and mail this coupon
Robert B. Johnston, Advertising ¿Manager
Necdlecraft Magazine
285 Madison Ave., New York, N. Y.
Send complete analysis of Needlecraft Magazine’s cir
culation of 1,000,000 and reason why it can increase 
the sale of

Name of firm......................................................................

Individual............................................................................

Address................................................................................
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The 11,000 
Readers of

are 
Merchants 
who supply 

Women 
Misses 

and 
Children 

with all the 
Ready-to-Wear 

Garments 
they buy in 

Spring 
Summer 

Fall 
W inter

These merchants — the 
best in nearly 3,000 cities 
and towns throughout the 
country—are the backbone 
of tbe Retail Ready-to-Wear 
trade. They buy millions 
of dollars worth of mer
chandise at wholesale an
nually.

NUGENTS is tbeir 
Business Paper. In 
NUGENTS is where they 
will see and read the adver
tising of your client who 
makes ready-to-wear and 
sells to the retail trade.

Published by

THE ALLEN BUSINESS PAPERS,|nc.
1225 Broadway, New York 

Lackawanna 9150

There Is a Future for 
the Farmer Market 

[continued from page 281

he is obliged to cultivate wider business 
knowledge and a new business sense; 
under this keen world-wide competition 
to pay strict attention to the capacity 
of his soil, scientific methods for se
curing high quality of products, the 
demands of the market, both home and 
foreign, and, last but not least, the 
cost of production.

The farmer, then, is prepared by 
the ways of living he has adopted, by 
his farming methods, and by his busi
ness training, to be a good customer. 
If he has given disappointment, it ”s 
because the tide of prices has set 
against him. It is because he cannot 
buy with his produce the same quan
tity of commodities that he could buy 
before and during the war.

WE all know about the acute agri
cultural depression which began 
in 1920. Agriculture is now beginning to 

recover from it but has not yet com
pletely recovered. The explanation of 
the depression is contained in the index 
of prices, 1910 to 1925. You cannot 
tell whether $1 or $2 a bushel is a 
good price for wheat or $2.50 a hun
dred a good price for milk until you 
can determine what quantity of com
modities wheat or milk at those prices 
will purchase. For example, in On
tario in 1914 a hayloader could be 
purchased with 3M; tons of hay. In 
1921, 8 tons of hay were demanded by 
the manufacturer for the same hay
loader. In 1914 a seed-drill could be 
purchased for 166 bushels of oats; in 
1921 the same implement exchanged 
for 416 bushels of oats. A recent 
writer in the North American Review 
makes these interesting comparisons: 
“It would take all the yearly income 
from a 200 acre wheat field, taking 
average acre production and present 
quotations on wheat as a basis, to equal 
the annual income of a plumber in New 
York City, allowing him only 250 days’ 
work and 115 days of idle time between 
jobs. A farmer who derived his income 
from growing oats would have to sell 
the annual product from a 300 acre 
farm before he could get enough money 
in hand to equal the income of a paper
hanger employed in any one of our 
large cities.”

From 1910 to 1915 prices kept pretv? 
steadily at a level and the farmer’s 
purchasing power remained nearly 
constant. In 1916 all prices began sky
rocketing. From 1917 to 1920 the 
price of grain held at an abnormally 
high level, much above butter or meat, 
fruit or vegetables. The stock-yards 
of Kansas City prove that Kansas had 
developed into a hog-raising and cattle
raising state. During this period of 

high grain prices the farms of Kansas 
were converted into wheat farms, and 
this account is given by one of the 
newspapers of that prosperous period 
of great inflation between 1917 and 
1920:

“Right in the heart of the old ‘cow 
country’ farmers flivver to town to buy 
their beefsteak. Many of them rely 
on the village market for bacon, ham, 
poultry and eggs. It is no uncommon 
sight to see them buying corn and to
matoes in cans, while as for milk, one 
wholesale grocery company has esti
mated that in the Arkansas valley be
tween Hutchinson and Pueblo, at least 
100,000 gallons of condensed milk are 
used a year, the farmer being the chief 
buyer.”

Then in 1920 all prices took a dizzy 
nose-dive. Agricultural prices fell faster 
and farther than non-agricultural 
and grain prices most of all, until in 
1922 grain was at the bottom of the 
list, with meat animals a close second. 
The corn belt, the wheat states, the 
hog raising and cattle raising states— 
Kansas and Illinois and Iowa, Ne
braska, Dakota and Montana, are still 
suffering from the effects of those 
years of inflation when land prices 
soared in sympathy with grain prices, 
when credit was buoyant and money 
plentiful. And these are among the 
richest, naturally, of the agricultural 
states.

THE recovery of the farmer market 
will depend in large measure upon 
the restoration of their former purchas

ing power to the farmers of these great 
states, and enough has been said to 
show that it will be a good market 
when prosperity returns to the farmer. 
The delay in the return of prosperity 
to agriculture is due not to poor crops, 
but to poor market conditions. The 
farmers of Canada and the United 
States have been trying to improve 
marketing conditions by cooperative 
marketing.

There are 12,000 active business 
farmers’ associations in the United 
States and of these 8000 have been 
formed since 1915. G. H. Powell, late 
general manager of the California 
Fruit Exchange, in his bulletin on the 
“Fundamentals of Cooperative Mar
keting” says:

“The cooperative marketing system 
is the most important factor in insur
ing a fair price to the farmer. . . . 
It is in the public interest and most 
vital to the restoration and stability 
of American agriculture, that coopera
tive marketing shall be encouraged and 
assisted by the government and the 
public generally.”
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“Qo rise, above mediocrity----- - requires enthusiasm 
and a determination not to be satisfied with, anything short 

of on& ideals.' -"R^rUpdegroQ^

Reproduced from a drawing made for the Moron Towing and Transportation Company. Courtesy of Groesbeck—Hearn, Inc.

/X this age of mechanical perfection almost all engravings are, 
from a mechanical standpoint, very nearly perfect. Bat if 

they are to retain all the movement and spirit of the original they 
must be something more than that. Our engraving transcends 
the merely mechanical and assures a reproduction in which is in
corporated every little nuance of expression and feeling that gives 
life to the original. If your present engraving has only mechan
ical perfection we will be pleased to place ourselves on trial.

GShe EMPIRE STATE ENGRAVING COMPANY 
<^> 165-167 William Street, New YorK^j
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Store Salespeople Are
Your Salespeople

[CONTINUED FROM PAGE 36]

by

How the ’‘hard-boiled" among advertising 
and sales people do like to sniff at the 
word “psychology" ! Thry forget that the 
word means nothing more than “the science 
of the human mind or soul and its activities 
and capacities."

One of the truest things ever said of 
selling is that “Sales are made in the mind 
of the prospective purchaser." No matter 
what advertising is read and no matter 
what the salesman may say and do, the 
:sale doesn’t just happen until the mind of 
Mr. Prospective Purchaser or Mrs. Prospec
tive Purchaser moves in the right channel 
and arrives at a conclusion.

You who read this may hold that no one 
knows all there is to be known about the 
science of the mind. For that matter, we 
don’t know all there is to be known about 
the science of anything else. Some wonder
ful contributions about the science of the 
mind are being made, and one of these is 
the volume Psychology of Selling and Ad
vertising. by Edward K. Strong. Jr., Pro
fessor of Psychology in Leland Stanford 
University.

Many of us know Strong for his activities 
among the advertising clubs of the East. 
He has had opportunity to test a great 
many of his formulae in the real laboratory 
of advertising practice.

Strong, like a true teacher, goes into the 
origin of man’s native social wants. He 
passes over some of the principles and 
formulae that advertising men are inclined 
to announce or analyze glibly. He analyzes 
and clarifies attention, association, memory, 
motivation, and a dozen other basic topics.

Advertising and selling are admirably 
coordinated in this volume. Strong, instead 
of using brief examples, has laid down in 
great detail a number of interesting practi
cal studies, giving the exact language used 
in attempting or making sales. His in
teresting analyses of sales transactions form 
a distinctive feature of the volume.

Strong goes deeply into the elements of 
sales strategy and the factors of customer 
satisfaction. The crucial test for most 
salesmen is prospecting work. Strong 
shows how an accurate analysis of each 
undertaking will enable the sales manager 
or the salesman to solve largely the problem 
of prospecting, of laying out the canvass, 
opening the interview and presenting the 
proposition effectively.

—S. R. H.

Free Examination Coupon

McGRAW-HILL BOOK CO . Ine 
370 Seventh Avenue. New York

Send me fur 10 days’ free examination:

.. Strong's Psychology of Selling and Advertising. $4 00.

I agree to return the book, postpaid, in 10 days or to 
remit for it.

y omr .............................................................................................

flense Address ....................... ....................................................

f’ifp............................................................ Staff........................

Position ........................................................................................

S'lme of Com pong ....................\ V R-2 28

This column is advertising space of 
the McGraic-Hill Hook Co., Inc. 

illustrations, but also carries in its col- 
qpins at least twice as much matter 
about store life and good salesmanship 
as it carries about the manufacturer’s 
own goods.

Merchandise literature which really 
possesses enough human interest to 
command the attention and reading of 
salespeople is extremely rare. I cannot 
recall a single piece that has ever gone 
through my hands, in all the scores of 
tons that my stores have distributed, 
that deserved to be called good as a 
sales help for employees.

MERCHANTS everywhere are hun
gry for such help. They pay large 

sums to our organization, and to others, 
to buy the kind of thing that might be 
supplied by manufacturers to stimulate 
the sale of their goods. Then, if this 
literature were written by specialists in 
selling, who understood store problems 
as well as salespeople’s nature, the 
salespeople’s interest could be secured 
and the goods would be remembered 
and constantly offered for sale.

Just at this point seven hundred and 
sixty-two manufacturers’ representa
tives will rise in their chairs and say: 
“Huh! What docs this bird think we 
are ?”

Of course, this picture does look 
so fine that one naturally assumes that 
it must require a lot of time, energy 
and money.

But it wouldn’t cost a tenth of the 
money that is lost by failing to secure 
the added sales volume that this exten
sion sales work would win. Just do a 
little figuring.

How many store salespeople are now 
employed at counters where your prod
uct is sold? Divide that number by 
one thousand and multiply the result 
by ten dollars—or twenty—according 
to your taste in printed matter. Add 
to this sum the cost of the creation of 
the plan and copy. This will show that 
you need invest only two to three cents 
in each salesperson selling your prod
uct, for each time that you send a spe
cial message.

You can readily figure how much 
your district inspectors and the sales
manager for this campaign will cost. 
Twenty thousand dollars a year might 
secure four or five district inspectors 
and a sales manager.

This is not a campaign that you must 
buy for the whole United States, Can
ada and South Africa at the first bite. 
It would best be tried out in just one 
district, with just one man—the pros
pective salesmanager—who would edu
cate himself by being the first district 
inspector. He would work in a repre

sentative district and develop the whole 
plan at every point. Then, in three to 
six months, the results of the plan 
could be measured.

Such a try-out campaign might be 
worked for about five thousand dollars, 
plus the cost of the detailed plan and 
copy. A rather small investment for 
an adventure into doubling or multiply
ing the concern’s sales volume!

But the sure way to make a total loss 
of such a campaign would be to print 
a hundred thousand of the same circu
lars and pack them in shipping cases 
in the hope that the salespeople might 
get them. In the first place they 
wouldn’t get them and in the second 
place, not two of them would get read 
For they wouldn’t be printed in their 
language; the story wouldn’t be about 
how to satisfy a human desire or ne
cessity; it would be about some great 
factory or why the gypsum came from 
Norway instead of South Carolina.

THE suggestion here is not only the 
most powerful method of increas
ing sales volume, but also the cheapest 

way to win a big increase without re
sorting to destructive tactics.

These are the elements of the plan:
1. A salesmanager for the sales

people who sell the firm’s products in 
retail stores. He is to create the plan, 
its personnel and literature—develop
ing the first experimental district him
self.

2. A group of district inspectors, who 
should be trained retail people, under
standing store problems and store 
people, and capable of giving construc
tive and stimulating talks.

3. Store life literature, containing 
sales talks that will be helpful as well 
as humanly interesting to salespeople, 
and will be about general store activi
ties, in which will be printed the manu
facturer’s message, giving full infor
mation, in romantic style, about the 
product, its uses, and how to sell it 
most easily and thoroughly. This lit
erature is to be issued periodically. 
Each batch of it is sent to the desig
nated store executive with complete in
structions about its distribution.

The first activity of all, in even dis
cussing such a campaign as this, is to 
accept the theory that the entire re
sponsibility for getting goods sold to 
the ultimate consumer must always re
main with the manufacturer, if he 
wishes to secure the supreme volume 
and not wear out the life of his entire 
organization waiting for unsold stocks 
to move out of stores of their own 
accord.
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Irene H. Burnham

The inspirational side of home-making is the sub' 
jedt of a series of articles by Irene H. Burnham 
running every month in People’s Home Journal.
Mrs. Burnham is Chairman of the Division of 
Home-Making, in the department of the Ameri
can Home, General Federation of Women’s Clubs.
Mrs. Burnham’s articles are receiving favorable 
comment among local Club Secretaries and in 
many instances they are distributed by them 
among the local club members.
This series is a part of the well-rounded editorial 
service program that appeals so Strongly to over 
a million alert Home-Mothers.

“I really enjoyed Irene 
H. Burnham’s articles 
on Home-Making—this 
question is important.”

Mrs. Verna Kizziar, 
Kingston, Okla.

“One of the articles that 
I liked very much, one 
that reaches and touches 
the heart, is Mrs. Burn
ham’s article ‘The True 
Scope of Home-Making’ 
—it is fine.”

Mrs. K. S. Bonner, 
Little Rock, Ark.

‘“The True Scope of 
Home - Making’ covers 
one of the vital ques
tions confronting the 
American people at the 
present time.”

Dale Wayne Hardin, 
Peoria, Ill.

“The article on Home
Making by Irene H. 
Burnham is worth the 
price of the magazine. 
It is beautiful.”

Mrs. F. F. Woods, 
Ontario, Calif.

“Your household de
partment is fine and I 
am sure, we, your fami
ly, will enjoy Irene 
Burnham.”

Mrs. C. E. Wilcox, 
Okmulgee, Okla.
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THE OPEN FORUM
WHEREIN INDIVIDUAL VIEWS 
ARE FRANKLY EXPRESSED

What Publication Solicitors 1

1HAVE heard any number of pub
lication solicitors tear big holes in 
the lambasting sermon that Harlow P 

Roberts delivered to advertising repre
sentatives in general in his article. 
“Are Publication Solicitors Guilty of 
Lazy Selling?” which appeared in the 
May 5 issue of Advertising & Selling

1 do not believe that, as a class, such 
men can be accused of lazy selling 
methods. Competition will not permit 
it. No solicitor, in this age of fighting 
for business, can expect to hold his 
job without getting out and working 
at it for all he is worth.

Naturally, they waste time “cooling 
their heels” in reception rooms. C >ur- 
tesy demands that they await their 
turns. No solicitor can expect to be 
popular by gate-crashing methods. His 
story must be told to advertising man
agers and agency men who will benefit 
by hearing it. And he must report 
back to his publisher just as the Pep
sodent salesman must make his daily 
reports on the trade he is calling upon.

Advertising managers who refuse to 
see such representatives and tj hear 
their stories are losing opportunities to 
improve their advertising, to save 
money for their firms and to keep in
formed on the important changes which 
are constantly taking place in publica
tion figures. Solicitors perform a most 
valuable service in this particular, and 
few of them tear down without being 
constructive.

Chalmers L. Pancoast, 
Vice-President

Charles C. Green Advertising 
Agency, Inc., New York.

The Great Thought of the 
Year

I THINK Robert R. Updegraff’s idea 
of getting rid of the middle-sized 

types is the one great thought of the 
year. It is compromise—confusion in 
the advertiser’s mint's as to whether 
he is doing direct selling or general 
publicity—that results in the attempt 
to do everything that does nothing.

Kenneth G oje.
P. F. Collier & Sons, New York.

Advanced Thinking Required

MR. UPDEGRAFF’S article on 
“The New American Tempo” in 

the May 5 issue of Advertising & 
Selling should awaken a new interest 
on an important subject. In a fast 
changing business and industrial world, 

new ideas and advanced thinking are 
required. We are in the midst of 
changes, many of which, unquestion
ably, foretell a more widely different 
future than most people appreciate. 
Mr. Updegraff's article will start some 
discussion, but it will be helpful. The 
new America, after all, is the out
growth of the old. We have followed 
traditions without sacrificing princi
ples.

Frederick B. Patterson 
President

The National Cash Register Co., 
Dayton, Ohio

Live with Your Subject

ODDS BODKINS’ remarks about 
Bobbink & Atkins’ catalogue 

“Roses” are the more kindly received 
because they bear out a theory which 
we here have had for some time: That, 
in order to write good copy, it is neces
sary to live with the thing about which 
you are writing, for a long time.

Mr. G. A. Stevens, of this office, who 
was responsible for the copy, also has 
charge of the trial gardens which we 
maintain as a supplement to the horti
cultural printing which we do here, so 
that he has lived with, and had an 
opportunity to “love,” a great many 
of the roses about which he has written.

Is there not, perhaps, a thought there 
for other men who daily prepare the 
words which fill our advertising pages? 
Does not “truth in advertising.” after 
all, come as a result of living with and 
knowing truly the subject about which 
one is writing?

John Carden
J. Horace McFarland Co., 

Harrisburg, Pa.

This Extraordinary Age
ii | ’ HE New American Tempo” 

I which Mr. Updegraff describes 
so ably in a recent number of Adver
tising & Selling is simply a reflec
tion of the extraordinary age in which 
we are living, an age characterized by 
imagination and boldness. One day an 
aeroplane flies over the North Pole and 
two days later a giant dirigible does 
the same thing. And what is equally 
marvelous is that we have complete 
details in our morning newspapers. 
Recall the experiences of Peary.

Happily the Americans are a dis
contented people. They constantly 
seek improvement. They love new 
things. They hardly have the radio 
when they start to talk about the 
broadcasting of motion pictures. They 

have motion pictures in their homes 
and electrical refrigeration in their 
kitchens.

Expressing a time-worn expression, 
“times do change” and the business 
man who fails to comprehend that 
simple fact may find himself in diffi
culty.

The business man of today must be 
bold and he must have imagination. 
There is still plenty of opportunity for 
the inventor and the pioneer.

I think we should be glad there is a 
“new American tempo.” It has made 
this a better place in which to live and 
to raise a family. Impatience with im
perfection and incompetence is to be 
desired.
W. P. Chrysler, Chairman of the 

Board, Chrysler Corporation.
New York.

Boosting the Death Rate 
Among Morons

THE other day 1 came across a 
small insertion in one of our well- 
known humorous publications which 

struck me as not only misleading but 
positively dangerous advertising. On 
the right side a hand aims an auto
matic pistol (it might be mistaken at 
first glance for a Colt .25) at the head
line, which shouts “Hands Up!” Fur
ther investigation reveals that the price 
if the artie’e is $1.7!) and that it is not 
an automatic at all but merely one of 
these “trick” cigarette cases.

Harmlessly misleading, perhaps; des
ignated to catch the “suckers.” But 
how about the copy? “Protect yourself 
against h<ld-up. rowdies, etc. . . . Looks 
exactly like the real thing . . . Lots of 
fun scaring your friends, and a great 
protector.” (Nice use of English in 
that last sentence!)

I wonder what the naïve, if not 
vicious, writer of this copy thinks hold
up men are. Ilas he any conception of 
the very pertinent reason underlying 
the terse command to “Stick ’em up!”? 
To resist armed hold-up, even when car
rying a real weapon fully loaded, is to 
take the short end of a gamble with 
sudden death; to do so with a cigiirctte 
case is little short of insane; to encour
age the latter move among fools who 
know no better is little short of crim
inal.

Suicide among mental lightweights 
may be altogether desirable, but to en
courage it is not the duty of advertising 
—at least not with our code of ethics in 
its present state.

Howard C. Martin, 
Rochester, N. Y.
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$6 a line
effective Jan* 1, 1927

To keep pace with the grow
ing circulation of Better 
Homes and Gardens, the line 
rate will be increased from 
$5 to $6, effective Jan. 1, 1927.

The new rate is based on a 
circulation of 850,000.

RetterHomes 
an<9 gardens

E. T. MEREDITH, PUBLISHER DES MOINES, IOWA
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"Get the Demand— 
We’ll Push Your Goods”

That’s Every Dealer’s Story— 
The Reason Reaching the Consumer 

Is the Big Point in Advertising
You tell the millions—They’ll tell the dealer

THE more carefully men 
analyze advertising, the 
more they find Mrs.

O’Grady and the Colonel’s 
Lady the real buyers for the 
merchants of the country.

They tell every department 
store, chain store, every cor
ner merchant what to buy. Dealers buy for 
their customers, not for themselves. Job' 
bers buy what the “trade” tells them to 
buy. Sales sheets start with the consumer.

Thus, to pay out, advertising must 
sway the millions. For consumer demand, 
as all records prove, is the only traceable 
source of dealer demand.

Trade marks whose value is rated in 
countless millions are founded on con
sumer demand. National advertising 
to return maximum profit must aim 
first for that end. Modern advertising

is predicated on that simple 
proposition.

Thus men who advertise for 
profit today ask one question 
above all others: “Will. my ads 
be seen and be read by the mil
lions?” For thus alone can 
dealer sales be multiplied.

That is why Liberty, offering four 
unique advantages in winning maximum 
consumer influence in the weekly field 
has become an advertising sensation.

“LIBERTY Meets the Wife, Too”
85% of all advertisablc products are in
fluenced by women in their sale. Few 
advertisers today can afford to overlook 
“the wife” in the costly weekly field. 
45% of Liberty’s readers are women. 
Every issue appeals alike to men and 
women because of Liberty’s unique
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policy of editing to 
both. That means 
a 100% reading in 
the home. Because 
Liberty appeals to 
the whole family 
its reading is mul
tiplied.

“No Buried Ads”
Every ad in Liberty is printed at or near
the beginning of a fiction or 
editorial feature. That’s due 
to a unique type of make-up 
which no other publication 
employs. Thinking men don’t 
ask “Will my ad be read?” 
when that ad is booked for 
Liberty.

3 Minimum Circulation 
Waste

78% of Liberty’s total circula-

not sent to these readers wrapped up— 
unlooked for. They buy it, bring it home, 
read it of their own will. That means a 
circulation that is responsive because it is 
100% interested in Liberty.

For those reasons results among the 
most remarkable in advertising are being 
attained for scores of America’s leading 
advertisers.

Results that achieve a reduction in in
quiry costs of 40% and more. That are 

multiplying dealer sales. That 
are activating sales organiza
tions, dormant to costly cam
paigns in less forceful publica
tions, to respond to a man, 
almost overnight, to advertising 
in this amazing weekly.

If your problem in adver
tising is reaching the con
sumer, these facts will impress 
you.

Because of them inquiry costs in 
Liberty are being reduced as high as 
75% and more. 
Dealer sales are 
being multiplied 
because of tremen
dous consumer in
fluence. Scores of 
the most successful 
advertisers in Amer
ica will tell you this.

tion is in the districts which return 74% 
of the total taxable incomes of the coun
try, 48% of the total motor-car registra
tion, and in which by far the great 
majority of advertised products are sold.

99% Newsdealer Circulation

Liberty has a net paid, over-the-counter 
and newsdealer circulation of more than 
1,100,000 copies every week. Liberty is

¿^Liberty 
c/i Weekly for the Whole Family 

id
A net paid, over-the-counter and newsdealer circulation of more than 
1,100,000 copies every week. Page rate, $3,000. Rate per page per 
thousand, $2.72. The cost of LIBERTY is lower per thousand circulation 
—back cover excepted—than any other publication in the weekly field.
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Plus Capital Investment-/
The Subscribers to the Dairymen’s League News pay the full 

subscription price without premiums or other special induce
ments. In addition, they have shown their faith in the Dairy
men’s League through a capital investment averaging about 
$200.00 each.

Their most important product, milk, is marketed through the 
League and all necessary market information is contained in the 
Dairymen’s League News. Like other business men, these dairy
men read the news which vitally concerns their business and its 
success.

The percentage of renewals runs extremely high with the 
Dairymen’s League News, being well over 90c< . This gives your 
advertising cumulative force. One advertiser remarked:

"We have used the Dairymen’s League News for three years, 
and every year the returns from this magazine have been more 
profitable than the previous year.”

The readers of the Dairymen’s League are grouped within a 
well-defined territory, known as "The New York City Milk 
Shed.” This territory can be intensively worked at minimum 
expense.

Many advertisers are now covering this prosperous farming 
region very economically and efficiently by designating the 
Dairymen’s League News, along with one other general farm 
paper.

A request will bring Sample Copy and Rate Card

Tht; Fourth Edition of ‘ 
“Population and Its

Distribution” Out

T
HE new and fourth edition of 
“Population and Its Distribution’’ 
has just been published by the 
J. Walter Thompson Company, New 
York. Larger and more detailed than 
any of the preceding issues, it presents 
new statistical data based on the mid

census estimate of July 1, 1925, which 
places the population of the United 
States at 113,000,000.

What are the really significant mar
keting facts about the 113,000,000 peo
ple; where they live; how much money 
they can spend; and where they do 
their buying are questions that face 
every student of marketing problems. 
The facts are not easy to obtain; the 
sources of information are scattered, 
often difficult to locate. Here, in “Popu
lation and Its Distribution,” are assem
bled in convenient form for the use of 
sales managers and advertising men ac
curate statistical data never before 
published in book form. One map re
produced in the book brings out, for 
example, the striking fact that over 83 
per cent of the taxable personal in
come is reported from nineteen States. 
The other thirty States, with less than 
17 per cent of the incomes, are obvious
ly not on the same footing in sales 
plans.

The material in the volume report
ing income tax returns by counties is 
designed to he helpful in determining 
the purchasing power of the marke 
for produces of more than nominal 
value, as compared with the population. 
For example, in Illinois the distribu
tions of population by counties roughly 
parallels income tax returns. In Ala
bama, however, over 82 per cent of the 
total number of returns came from 20 
per cent of the counties. This break
down of income tax returns serves as 
a valuable index of buying power. It 
makes possible the concentration of the 
efforts of a sales force in the sections 
of the market that offer the richest 
possibilities. •

That population alone does not serve 
as an index of market possibilities; the 
real strength of the chain stores and 
the figures concerning them; how many 
retail and grocery stores there are in 
each State and large city, arc samples 
of the varied and indispensable pieces 
of information which this invaluable 
volume has to offer.

Dairy farms of this 
area supply New 
York City with 
fluid milk.

*The 
Dairy
of fht

New Ybrk City 
“ Milk Shed* i

New York
120 West 42nd Street

W. A. Schreyer, Bus. Mgr.
Phone Wisconsin 6081

Dairymensa Ru e

News
Chicago

10 S. La Salle Street
John D. Ross

Phone State 3652

C^J1 ___________________________ J L—?

Technical Publicity Issociatimt 
of \eir York

Announces the election of the 
following officers: President—Allan 
Brown, The Bakelite Corporation; first 
vice-president--R. W. Bacon, U. T. 
Hungerford Brass & Copper Company; 
second vice-president—T. II. Bissell, 
International Nickel Company; secre
tary-treasurer—Howard S. Bunn, 
Union Carbide & Carbon Corporation.
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The d*ollar
Your advertising dollar doesn’t 
buy a very large portion of an
old style newspaper page

like 
this:

But invested in the small News 

it not only buys twice 
as large a part of the page but more 
circulation per dollar than it pos
sibly can in any other New York 
newspaper. Plus visibility, plus 
reader attention, plus effectiveness, 
and a plus circulation—the Marvel
ous Million of the News*, daily and 
Sunday. Cut advertising costs with 
the News. Get the facts!

Hew York's Picture Jfewspaaer
Tribune Tower, Chicago 25 PARK PLACE, NEW YORK

♦APRIL CIRCULATION AVERAGES: DAILY, 1,071,176; SUNDAY, 1,275,698
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ARIZONA i

Blazing a Trail
Across a hundred miles of desert

'following the winding trad along wind-swept sund dunes ~ over amlurog roads ~

Puffed and chugged an automobile

The M^Gr^w-Hill Publications
MINING 

ENGINEERING & .MINING JOURNAL-PRESS 
COAL AGE

ELECTRICAL
ELECTRICAL WORLD JOURNAL OF ELECTRIC TTY

ELECTRICAL MERCHANDISING

INDUSTRIAL
AMERICAN MACHINIST INDUSTRIAL ENGINEER

CHEMICAL & METALLURGICAL ENGINEERING 
POWER

CONSTRUCTION & CIVIL ENGIXEERING
ENGINEERING NEWS RECORD 

SUCCESSFUL METHODS

TR ANSPORTATION 
ELECTRIC RAILWAY JOURNAL 

HUS TRANSPORTATION

RADIO 
RADIO RETAILING

OVERSEAS
INGENIER1A INTERN ACIONAL 

AMERICAN MACHINIST 
(European Edition!

CATALOGS & DIRECTORIES
ELECTRICAL TRADE < ATALOG RADIO TRADE CATALOG 
KEYSTONE CATALOG KEYSTONE ( ATALOG

I('o-d Edition! (Mi-Ld-Quarry Edition)
COAL CATALOG COAI, FIELD DIRECTORY

ELECTRIC RAILWAY DIRECTORY 
CENTRAL STATION DIRECTORY 

ANALYSIS OF METALLIC AND NON METALLIC MINING.
QUARRYING AND CEMENT INDUSTRIES

T was taking a McGraw-Hill field man across 
the Yuma Desert to the only spot in Arizona 
at which there was a generating station, with as 
much as 1000 kw. capacity, where a McGraw

Hill Publication was not received and read.

He got his man and hack came the laconic report, “Pull 
that red tack off the map!”.............And out it came.
Red tacks, representing uncovered plants, are getting fewer 
and fewer on the big map in the McGraw-Hill Publica
tions offices. One by one thej- come out as McGraw-Hill 
men, located in every state in the Union, visit the. im
portant industrial plants.
A recent analysis of subscriptions to McGraw-Hill 
Publications in Erie County, N. Ù ., shows that 80'/ of 
industrial buying power in that district is covered—100% 
in some industries. Erie County is a typical sample of 
McGraw-Hill circulation throughout the country.

Accepting the responsibility which goes with leadership, 
McGraw-Hill Publications recognize an obligation to 
cover their respective fields. Every worth while unit of 
industry, regardless of location, is a prospect and must be 
sought regardless of cost.

I our Prospects as well as Ours

The manufacturer selling to industry is striving to make 
customers of precisely these same units.
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to your Customer’s Door!
We know they are the same, for they are industry’s real 
buyers. The list of their names is an industrial directory 
of America. McGraw-Hill records and analyses, com
piled through years of research, show the physical rating 
of the individual plants and their purchasing power.

X
Subscribers are hand picked in advance on the basis of the 
positions they fill, from corporation president to the key 
men responsible for operation and production.............the 
men who influence or control purchases.

Is your own selling, or your client’s selling to these 
prospects based on pre-analysis of the market............ on 
accurate knowledge of buying power............ on waste- 
free selling effort, which result when the McGraw-Hilt 
Four Principles of Industrial Marketing are applied? 
These principles, upon which McGraw-Hill subscriptions 
are built, are:

MARKET DETERMINATION —An analysis of 
markets or related buying groups to determine the 
potential of each. With a dependable appraisal of each 
market, selling effort can be directed according to each 
market’s importance.

BUh ING HABITS—A study of the selected market 
groups to determine which men in each industry7 are the 
controlling buying factors and what policies regulate their 
buying. Definite knowledge eliminates costly waste in 
sales effort.
CHANNELS OF APPROACH —The authoritative 
publications through which industries keep in touch with 
developments are the logical channels through which to 
approach the buyer. In a balanced program of sales 
promotion these publications should be used effectively 
and their use supplemented by a manufacturer’s own 
literature and exhibits.
APPEALS THAT INFLUENCE—Determining the 
appeals that will present the product to the prospective 
buyer in terms of his own self-interest or needs.
We offer to industrial manufacturers everywhere the fruits 
of our accumulated experience in evolving, proving and 
applying these Four Principles. At each of the McGraw
Hill offices are Marketing Counselors who will be glad to 
lay complete data before you or your advertising agent. 
X ou can communicate with our nearest office and arrange 
a consultation, when and where you please.

70 salaried circulation field men cover industry in every state in the Union.
They travel 500,000 miles a year.
220,000 subscribers pay for 10,000,000 copies of McGraw-Hill Publications yearly. 
50.0(H) McGraw-Hill subscribers change their addresses each year, and tell us so. 
Only 1 out of every 7,800 copies of McGraw-Hill Publications mailed is returned 

by P. O. Dept, for better address.
In a years period 18,000 paid subscribers obtained for Radio Retailing, a record 

in business paper publishing.

MCGRAW-HILL PUBLISHING COMPANY. INC., NEW YORK. CHICAGO. PHILADELPHIA. CLEVELAND. ST. LOUIS SAN FRANCISCO LONDON

Mc GRAW-HILL PUBLICATIONS
45,000 Advertising Pages used Annually by 3,000 manufacturers to help Industry buy more effectively.
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Direct I 
Selling/

Are you thinking seriously 
about applying the powerful 
“house-to-house” method of 
marketing to your own busi
ness?

Don’t guess or experiment blindly. 
Get definite figures on costs, sell
ing plans, sales per agent, display 
methods, and prospective profits 
from The Marx-Flarsheim Co.. 
the leading advertising agency 
specializing in house-to-house 
selling.
Our clients include many success
ful direct-selling firms, to whom 
we will gladly refer anyone in
terested.
Inquiries from responsible manu
facturers are invited. If possible, 
the letter should detail all essen
tial preliminary facts and plans, 
so that our reply can be complete 
and relative to your own business. 
No obligation, of course.

OAf Marx-Flarsheim Ga 
Advertising 

Rockaway Building 
CINCINNATI

Vi^TRAIGHTjJNE .
Marketings».MJ her let / Ice r ~

Inside Facts on Selling 
in Europe

' J. George Frederick. President of rhe
, Bourse, has just come back from a Euro- 
। pean trip, analyzing the best methods of 
I rapidly developing trade for American 

good5. He has also established European 
research oflices.

It will thoroughly well pay to secure the 
Bourse’s reports on export.

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

Tel.; Wisconsin 5067
In London, represented by Business Research Ser
vices. Ltd., Iddlesleigh House, Caxton Street, .

London. W. C.

it’s extra - 
extra-ordinary

it’s an

EIN/ONFREEM/1N 
WINDOW DI/PUY

T327 E. 29th St.

.New S ork City _

Folded Edge Duckine and Fibre Signs 
Cloth and Paraffine Signs 

Lithographed Outdoor and Indoor 
Displays

THE JOHN IGELSTROEM COMPANY 
Massillon, Ohio Good Salesmen Wanted

In Sharper Focus
Vi illiani A. Kelsey

‘‘ "I \O Your Own Printing” was 
I I the caption for many years of 
J—one of the most persistent ad

vertisements in the mail-order field. 
None of us have escaped the small but 
ever-present appeal to try our hand 
at doing our own printing. Few nov
elties have a record of such long 
life, and success, done wholly on mail
order business, as this Nutmeg State 
novelty, the printing presses made for 
fifty-four years at Meriden, by the Kel
sey Company. Curiosity to have the

inventor's story in Advertising and 
Selling, and see him in picture, led 
the editor to obtain the brief personal 
sketch that follows.

The editor of Advertising and Sell
ing asks me to come into the "Who's 
Who” of the magazine, saying “tell 
us something about yourself.” Of 
course I appreciate good company, so 
here it is.

My story is the simple record of a 
modest mail-order exploit down in 
Connecticut. Away back in 1872 wa; 
born the small printing press that 
became well known because well adver
tised. It was named “The Excelsior," 
as fitting the aspirations of the youth of 
the time and as being sufficiently poetic. 
My chief delight today is to review the 
list of lads, now grown to importance 
in the world of printing, advertising 
and literature, who first eot on their 
fingers with an Excelsior the printing 
ink that never comes off. In that list 

we find Don C. Seitz, Joe Mitchell 
Chapple, Rudyard Kipling, George Bur
ton Hotchkiss, Frank N. Doubleday, 
and many others.

Being a veritable Connecticut Yan
kee, born in Meriden of that State and 
with forebears running back to 1632, 
the little press certainly was a genuine 
“Yankee Notion.” 1 am as proud of 
my ancestors as was Daniel Webster 
of his. But personalities aside, let us 
see some of the results of advertising 
"Do Your Own Printing.” They are 
worthy of consideration, I think, not so 
much bemuse of what they actually 
were, but because of what they showed 
could be done.

It is a long hark-back to 1872. The 
Youth’s Companion was then, with 
about two hundred thousand circula
tion, the best medium extant for mail 
order advertising. My initial order, one 
inch space for the Excelsior Press, two 
hundred dollars in amount, went to that 
paper through T. C. Evans, the veteran 
Boston agent. Result, $7,000 profit! 
That put the young manufacturer, then 
but 21, on his feet financially. The rest 
of the road was a great deal easier on 
tires and gas!

The entire world has been the mar
ket. Half a century, and more, the 
modest sized but persistent little ad has 
carried the story the world over. Sales 
made in every land and wholly by direct 
mail appeal. One patient, plodding 
geological student in England, a man 
long on erudition but short on cash, 
bought a press of 5 by 8 inches chase 
capacity, printed in his home, one page 
at a time, a remarkable 300-page hook 
on geology. The work was reviewed at 
length by the London Times, and with 
great praise.

I am a member of the Fossil Society 
of America, because when if lad of 
fifteen 1 printed a little amateur paper, 
Kelsey's Reporter. This unique so
ciety is worth a short chapter in this 
sketch. The organization consists of 
two hundred of the boys of the period 
of 1875 to 189(1, now grown to men of 
the day. They edited small papers in 
boyhood, and now the list of Fossils 
includes many names of pretty big men 
in public life. Notably so are Cyrus 
II. K. Curtis, James JI. Beck, Thomas 
A. Edison, Theodore L. DeVinne, Isaac 
II. Blanchard. AV. G. Snow, Senator 
Moses, Josephus Daniels, M. Koenigs- 
berg.

Modesty demands that the writer 
hereof disclaims any assertion of great 
achievement. But there is here a les
son in advertising. A comparatively 
trilling novelty may be made to succeed 
if advertised carefully and. above all, 
persistently. No letups in the dis
couraging. long, lean years, but ever 
"Go on. and on, and on.”
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Celotex increases sales 
540% in the Cleveland market 
during the first quarter

—and does it with the Plain Dealer ALONE

The Celotex Pompany

CHICAGO

Celotex
ApTii 26, 1926

File 4—20160t

OentlBoea}

Cleveland Fiala Dealer, 
Cleveland, Ohio

These result« «peak for themselves, and we attribute a 
substantial portion of our suoceoe to the influence exerted ob 
our trade by reason of our advertising In the Plain Dealer.

In Cleveland, our investigation clearly indicated that the 
Plain Dealer *m the advertleing medium which we should select, 
and when our branch sales manager at Cleveland, Mr. G. B. Waddington, 
had eetabliehed distribution in the Cleveland trading arsa, we 
inaugurated a substantial advertising campaign In the Plain Dealer.

Our first advertlaing weo on a small scale In 1924. In 1925 
cur canpalgu was considerably more comprehensive and vigorous 
than the ’34 campaign, and the results were unusually gratifying.

Attention; Mr. B. A. Collins,
-National Advertieing-Manager

BGD Ei

We have always believed firmly in the value of local 
newspaper advertlaing aa an important adjunct to our national 
advertlaing campaign. In over forty trading ceotera, which we 
term "key* market«, we heve selected one or more metropolitan 
newspapers to carry the Celotex advertising to the trade served 
by such publications.

In 1925, we increased our sales organization in the Cleveland 
office and expanded the advertising program with the result that 
our sales record during 192S showed Increases in every month over 
the month of the preceding year. For example, April, IB25, showed 
an increase of 33-, over the same month of 1924 — May. 100> — 
June 366^ — Beptember, BOOj — Kovember, 850^.

In 1926, our first quarter baa showed a gain of 540^ over 
the flret quarter of 1925. During these three months our 
Cleveland office has eold 54^ of Ite entire business in 1925« 
Thia despite the fact that their business In 1925 amounted to 
several hundred thousand dollars.

Here is an outstanding sales success that 
should interest every advertiser who wants 
to stimulate his sales in Northern Ohio.
Read the letter at the left. It is from B. G. 
Dahlberg, president of the Celotex Company, 
nationally known makers of insulating 
lumber.
Note that like many progressive manufac
turers, Celotex maps out its sales plan on 
the basis of “Key Markets,” advertising in 
one or more newspapers in each. Note, 
too, that like 964 other national advertisers 
in Cleveland’s great 3,000,000 Market, Celo
tex uses the Plain Dealer ALONE.
And note especially how results in this mar
ket have vindicated the judgment of Celo
tex officials—for after all, results tell the 
story.
“In 1925,” says Mr. Dahlberg, “our Cleve
land office showed increases every month 
over the same month of the preceding 
year . . .
“In 1926, our first quarter has shown a gain 
of 540% over the first quarter of 1925. Dur
ing these three months our Cleveland office 
has sold 54% of its business in 1925 . . .
“JPe attribute a substantial portion of our 
success to the influence exerted on our trade 
by reason of our advertising in the Plai t 
Dealer**
This should mean something to every manu
facturer and advertiser operating in the 
Northern Ohio Market.
Here, the Plain Dealer ALONE will sell it.
The Plain Dealer has done as much if not 
more than any other newspaper in America 
to analyze its market from the standpoint 
of advertising response. The entire summary 
of facts and figures is available to you. 
Write us or call the nearest Plain Dealer 
representative.

The Plain Dealer publishes more na
tional advertising than all other Cleve
land newspapers combined.

» Cleveland Plain Dealer
in Cleveland and Northern Ohio ONE ¿Medium ALONE One Cad ^Villsell it

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

New York

WOODWARD & KELLY 
350 N. Mich. Ave., Chicago 

Fine Arts Bldg., Detroit

R. J. BIDWELL CO.
742 Market St., San Francisco, Cal. 

Times Bldg., Los Angeles, Cal.

R. J. BIDWELL CO.
White Henry Stuart Bldg. 

Seattle, Wash.
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P|ISPLAY advertis
ing forms of Ad

vertising and Selling 
close ten days preceding 
the date of issue.

Classified advertiaing 
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 June 16th 

issue must reach us not 
later than June 7th. 
Classified advertise

ments will be accepted 
up to Saturday. June 
12th.

Who Gets the Summer 
Business?
[CONTINUED FROM PAGE 25]

owing to the absence of regular pur
chasers or the preoccupation of their 
minds or budgets on vacation matters. 
Salesmen are called in off the road ; 
output is reduced; and staffs may be 
reduced. The consumer is spending his 
money on other lines and trade, appar
ently, is depressed.

But on the other hand, a great many 
good-sized cities and towns across this 
continent find the vacation trade a con
sistent bonus. Some, indeed, consider 
it their meal ticket. If you don't be
lieve this, go to one of them after a 
bad tourist season and try to sell a 
line of staples. High and low they 
feel it; the gorgeous hotels of Cali
fornia or Florida equally with the 
cross-roads store where the guides of 
Maine buy flour and bacon. Cities fight 
one another with keenness to get con
ventions; lordly palaces at Atlantic 
City, fishermen's camps in Minnesota, 
and hot-dog stands along the Lincoln 
Highway, alike invest capital in try
ing to secure part of that suppositious 
$1,600,000,000. Many of them spend 
very considerable sums in advertising 
although, incidentally, “Travel and 
Resort” advertising is usually regarded 
by the summary-hounds as among the 
minor classifications of advertising.

And it is a mistaken idea to think 
that the money spent by tourists and 
convention visitors benefits only the 
hotels and restaurants. The Conven
tion Bureau of Detroit, in going after 
campaign funds from the citizens, said 
recently that the $32,960,000 spent in 
1925 in Detroit by convention delegates 
was distributed on the “first turn” as 
follows :

MERCHANDISE, 26 per cent; res
taurants, 23.5 per cent; hotels 

and rooms, 20.3 per cent; automobiles, 
accessories, garages, gasoline and oil, 
11.5 per cent; transportation, 7 per 
cent; taxicabs, motor buses, street rail
ways, 3.3 per cent; theaters and amuse
ments, 2.5 per cent; confectionery, ci
gars and miscellaneous, 5.9 per cent. 
On the “second turn” alone these dol
lars pass through thousands of other 
hands. Hotels, restaurants, theaters or 
stores pay out this money for things 
they need—food, wages, heat, light, 
furnishings, taxes, rent, insurance, etc.

The first thing to notice about the 
vacation business is that it disorgan
izes normal distribution. It rearranges 
the channels of wholesaling and retail
ing. Every gas-station along a tourist 
highway means, for example, either 
that every person purchasing gas at 
it does not purchase at his customary 
place or that he purchases more than 

his average consumption. Every New 
Yorker, or Bostonian, or what not who 
goes into the woods for a couple of 
weeks in the fall buys two weeks’ less 
groceries, lunches, ear-tickets, tobacco, 
and so on in his home town. It is my 
own habit (if a personal illustration 
may be used) to spend the summer at 
the lake shore, commuting into the 
city every day from June until Septem
ber. Our station agent estimates that 
our little settlement has a summer 
population of seven hundred. Suppose 
for argument’s sake that we each aver
age a $20 consumption a month in 
groceries. That means that $14,000 a 
month is diverted by one place alone, 
while the commuting season is on, from 
the retail trade of the city.

THE city stores, of course, try to 
retain business. So many days a 
week they deliver by motor truck, and, 

you will say, the regular level of trade 
is not disturbed, because these are the 
staples of life and may possibly be 
obtained through the same wholesalers 
as in the city. But on the other hand, 
we buy a great deal direct from the 
neighboring farmers. The luxury 
trades in town do suffer, for while we 
may indeed buy more gramophone 
records and golf balls, we buy less 
furniture and jewelry. That new Per
sian rug we wanted for the apartment 
will have to wait until the fall, be
cause we need some porch chairs and a 
lawn mower. And in any case the 
carriers—freight, mail, express, truck 
—benefit from that $14,000 a month 
and railway wages disseminate them
selves very quickly throughout the 
community.

Secondly, vacation time does not 
mean stagnation in some lines, but 
more business. It merely creates a 
seasonal market. The more people 
travel; the more trunks they buy, the 
more seasonal clothes, more books, 
more fishing-tackle. Most of this can 
be—although it is not always—bought 
before they start. The clothing stores 
of the northern cities are only just 
awakening to the possibilities of sell
ing Palm-beach suits in January and 
February, outfitting the Florida-bound. 
Summer time to the sporting-goods 
store means the very reverse of stagna
tion; but what of the winter, when 
there is no demand for golf balls or 
golf clubs or baseball or tennis equip
ment? Do they close down from Octo
ber to May? Formerly they might 
have; but I wonder if you happen to 
have noticed the remarkable vogue in 
skiing during the past four or five 
years? Where I live there are more



June 2, 1926 ADVERTISING AND SELLING 67

D &C Paper and Advertising’s Traditions
The patron saint of printing, of ad

vertising, in this country is probably 
good old Ben Franklin. Sturdy common 
sense in meeting every problem, an un
usually brilliant and farsighted mind, 
an intensely human personality,—these 
combined to make nim as deeply re
spected as he was loved.

It is a matter of pride to Dill & Col
lins that we are the lineal descendants 
of the first paper mill in this country, 
the one that gave Benjamin Franklin 
the sheets on which he printed his famous 
Poor Richard’s Almanack.

And into D C papers go Franklin’s 
common sense, economy and farsighted
ness—producing a paper for every print
ing purpose.

There are twenty standard DfiClines, 
coated, uncoated and cover papers. Each 
is as fine as craftsmanship can make it, 
and all are economically suited to their 
purpose. When you plan your printing, 
whether a single catalogue or folder, or 
a complete advertising campaign, ask 
your printer what paper to use — and 
profit by his knowledge. He is apt to 
select one of the many D id C papers.

DILL & COLLINS
T H 1 L L ‘P H I ~4

AMaster AMak^rs fTrinting Tapers
List of Dill U Collins Co.’s distributers and their offices
Atlanta—The Chatfield y Woods Company 
Baltimore—J. Francis Hock y Co.
Boston—John Carter y Co., Inc.
Buffalo—The Union Paper y Twine Company 
Chicago—The Paper Mills Company 
Chicago—Swigart Paper Company 
Cincinnati—The Chatfield y Woods Company 
Cleveland—The Union Paper y Twine Co. 
Concord, N. H.—John Carter y Co., Inc. 
Des Moines—Carpenter Paper Company 
Detroit—The LTnion Paper y Twine Co. 
Greensboro, N. C.—Dillard Paper Co., Inc. 
Hartford—John Carter y Co., Inc.
Indianapolis—C. P. Lesh Paper Company 
Jacksonville—Knight Bros. Paper Co. 
Kansas City—Bermingham, Little y Prosser Co. 
Los Angeles—Blake, Moffitt y Towne 
Milwaukee—The E. A. Bouer Company 
Minneapolis—Minneapolis Paper Co.
New York City—Marquardt, Blakey Decker, Inc.

New York City—Miller y Wright Paper Co. 
New York City—M. y F. Schlosser 
Omaha—Carpenter Paper Co.
Philadelphia—The Thomas W. Price Co. 
Philadelphia—Riegel y Co.. Inc.
Pittsburgh—The Chatfield y Woods Company 
Portland, Ore.—Carter, Rice y Co.
Providence—John Carter y Co., Inc. 
Richmond—Virginia Paper Co.
Rochester, N. Y.—Geo. E. Doyle Company 
Sacramento, Calif.—Blake, Moffitt y Towne 
Seattle, Wash.—Carter, Rice y Co.
St. Louis—Acme Paper Company 
St. Paul—E. I. Stilwell Paper Co. 
Salt Lake City—Carpenter Paper Co. 
San Francisco—Blake, Moffitt y Towne 
Springfield, Mass.—John Carter y Co., Inc. 
Tacoma—Tacoma Paper y Stationery Co. 
Tampa—Knight Brothers Paper Co. 
Washington, D. C.—Virginia Paper Co.
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skiers in winter now—and all amateurs 
than there are golfers in summer.
Thirdly, vacation time does perhaps 

compete with regular business because 
vacation expenditures do compete with 
normal expenditures. The average in
dividual nowadays has established for 
himself an average rate of essential 
expenditure—so much for room or 
house rent, so much for meals or 
housekeeping, so much for clothing, 
transportation, servants, amusements, 
education and so forth. The margin 
between this and the income is either 
spent on luxuries (non-essentials) or 
invested as capital in savings, insur
ance, real estate, new furniture, etc. 
Right here is where vacation expendi
ture cuts in, reducing the purchasing 
power of the supra-essential margin.

VACATION business, too, shifts its 
locale. That is another reason why 
it can be a very important factor to the 

community. I am not so old but I can 
remember when Bar Harbor or the 
Thousand Islands represented the ne 
plus ultra of summer resorts; one 
would not call them that now, delight
ful and well-patronized as they still arc. 
Between Florida. California, Bermuda, 
Honolulu and the now popular winter 
cruises there must be a fairly acute 
competition to secure the much smaller 
volume of winter resort business. With 
the conversion of Florida from a rich 
man’s monopoly into a middle-class or 
flivver paradise, California must cer
tainly have felt the competition.

Indeed, just as in Colorado you come 
across the dead cities of past mining 
booms, their boarded, uninhabited 
shacks falling rapidly to pieces, so it 
is not a difficult matter to discover 
ghost-like resorts that once were 
highly popular. But popularity went 
elsewhere—why, nobody knows. For 
the popularity of a resort tends to 
follow the stampede rules that start an 
oil-boom; and now they are left semi
stranded. their hotels growing shabby, 
their stores dropping back to the cross
roads category, their railway service 
curtailed. And yet they once repre
sented a considerable investment. They 
advertised, they got out booklets, they 
possibly had Chambers of Commerce.

Fashions in vacations do indeed 
change; they change as much as the 
style in bathing suits. Some are, in
deed, as outmoded as the heavy all
concealing bathing costumes of twenty 
years ago. The automobile, the golf 
club, the democratization of many sec
tions previously regarded as the pre
serve of the rich; the greater consid
eration given to the ¡uHudices of the 
younger generation, which is highly 
vocal in its belief that pleasure should 
come before business; the irreparable 
loss of natural beauty owing to our 
careless squandering of forest and 
water resources; the rapid rise of the 
convention habit; and ('ven prohibition 
—all these are vividly reflected in our 
vacation habits.

Money, for example, is cheaper now. 
The average vacationist travels far-
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COMPOSED ON THE LINOTYPE

OTHER SIZES OF ROMAN AND ITALIC SERIES IN PROCESS OF MANUFACTURE

TRADE LI N OTYPE
MERGENTHALER LINOTYPE COMPANY
DEPARTMENT OF LINOTYPE TYPOGRAPHY, 461 EIGHTH AVENUE, NEW YORK

6 Point GARAMOND as redesigned fo^ the Linotype is the 
result of much study and research in Europe in which its de
sign was traced back to the earliest known showing of the 
original garamond types. The most complete and authori
tative material was found in the collection of the Schrift
giesserei D. Stempel of Frankfurt-am-Main where in Gara- 
mond’s time his types won such immediate esteem that they 
were imported from France and used for German printing 
about smiultaneoHsly uitb their use in France. Indeed, in

8 Point GARAMOND as redesigned for the Lino
type is the result of much study and research in 
Europe in which its design was traced back to the 
earliest known showing of the original’garamond 
types. The most complete and authoritative material 
was found in the collection of the Schriftgiesserei 
D. Stempel of Frankfurt-am-Main where in Gara-

24 Point GARAMOND as redesigned 
for the Linotype is the result of much

18 Point GARAMOND as redesigned for the Linotype is 
the result of much study and research in Europe in which 
its design was traced back to the earliest known showing

14 Point GARAMOND as redesigned for the Linotype is the result 
of much study and research in Europe in which its design was traced 
back to the earliest known showing of the original garamond 
types. The most complete and authoritative material was found in

12 Point GARAMOND as redesigned for the Linotype is the result of 
much study and research in Europe in which its design was traced back to 
the earliest known showing of the original garamond types. The most 
complete and authoritative material was found in the collection of the 
Schriftgiesserei D. Stempel of Frankfort-am-Main where in GaraniomFs

10 Point GARAMOND as redesigned for the Linotype is the result of much study and 
research in Europe in which its design was traced back to the earliest known showing of 
the original garamond types. The most complete and authoritative material was found 
in the collection of the Schriftgiesserei D. Stempel of Frankfurt-am-Main where in Gara- 
mond’s time his types won such immediate esteem that they were imported from France 
and used for German printing about simultaneously with tbeir use in France. Indeed, in

580.26.6-N
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BRITISH ADVERTISING’S GREATEST
REFERENCE WORK

HOODOO QUERIES COH-
CERHHHG BRITISH
ADVERTHSEHG AH
SWERED UH OHE BUG 
VOLUME.

November 301h, 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 cuncerning 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 
answers.

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 AH-Britisb Advertising Convention held this year 
at Harrogate.

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

For instance, here are given the 
1,100 leading newspapers, maga
zines and periodicals in Great 
Britain and the Empire—with 
not only their addresses and tbe 
names of tbeir 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 eny American 
advertising man who is In any way 
interested in British markets or In 
British advertising cannot be com
plete without this great work of ref- * 
erence. It answers any one ot 10 0.
000 specific advertising queries at e 
moment'» notice: it gives to adver
tiser» and advertising mon a book of 
service that they can use and profit 
by every day of the year. Nearly 
50 0 pages—59 separate features— 
more than 3,000 entries In the direc
tory lection atone, each entry contain
ing between 5 and 25 facts—1,700 
Individual pieces of market data—full 
reports of all events and official reso
lutions «od addresses at the Hcrrogate 
Cooventlon—and finally. altogether 
100 articles and papers, each hy o 
recognized advertising «od soiling ex
pert. glring a complete picture of 
British advertising methods, media 
and men up to the mioute. A year'» 
labour on the part of a »taff of able 
editors—the result of more than 14.
0 00 aeporato and individually pre
pared questionnaires—the combined 
efforts of a ucoro nt expert»—the help 
of more than 3.0 00 advertising mon 
In collecting the data—all those have 
brought together in thia volume every 
item of Information you can need.

And withal, the price of th 1a work 
Is a mere trills compared with its 
utility value. To secure tho volume 
by return, postpaid, ready for your 
loimcdloto use. you need merely fill 
in tho coupon nlongiide, attach your 
cheque or money order tor $4 0 0 and 
tho British Advertiser's Annual and 
Convention Year Rnok 1025-26, will 
bo In your hands by return.

CONTENTS—In Brief
Nearly 500 pages, large size, 

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

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

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

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

Fourth.—A Complete List and Data-Referenee and 
Series of Directories, covering every section of 
British Advertising: Fourteen Sections, 5,600 
Separate Entries with all relevant facts about 
each, more than. 250,000 words, embracing dis
tinct Sections with complete Lists and Data on 
British Publications, Advertising Agents, Over
seas Publications, Overseas Agents, Billposters, 
Outdoor Publicity, Bus, Van, Tram and Rail
way Advertising, Signs, Window Dressing, Dis
play-Publicity, Novelty Advertising, Aerial Pub
licity, Containers, Commercial Art, Postal Pub
licity Printing, Engraving, Catalogue and 
Fancy Papers,, etc., and a complete Section on 
British Advertising Clubs.

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

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

and Convention Year Book, 1925-26.
Bangor Hous»,. 66 & 67 Shoe Laoe,
London. E. C. 4
Please »ond me ono copy nf tha "BRITISH ADVER- 
T1SEIVS ANNUAL AND CONVENTION Y HAH 
BOOK 1925-2 0" postpaid by roturn. 1 enclose here
with $4.00 in full payment.

.Venir .......................................................................... ..

Adtlrcit ..................................... .. ..........................................  

ther—even across the continent, for a 
trip to the Pacific Coast is not the 
financial strain it once was. The 
trains and the highways to the Coast 
do a land-office business now—and not 
only in the summer or among the 
wealthy class alone. The more people 
you can shoot hither and far over this 
old continent the better, of course, for 
everybody. Their eyes are opened and 
they begin to think in national terms 
instead of local. But economically it 
probably disrupts local business, for 
when the working girl or the teacher 
is spending money in Oregon or Utah 
or British Columbia, she is a dead loss 
to Sylvan Beach, way down home.

Phe Gargantuan 
News Stand

[CONTINUED FROM PAGE 38 |

reality is an appeal to anything but 
intellect.

One’s lively neighbor, who is promot
ing the circulation of a newer publica
tion, speaks up and says, “But great 
Heavens, man, we’re in business to 
make money, and we give the people 
what they want!”

Well, it may be that literacy and 
taste among the American people are 
ever sinking to a lower ebb, as the tone 
of our very prolific press seems to be 
doing. But the remark just placed 
within “quotes” appears to be a rather 
dangerous and questionable remark for 
anyone to make, especially a publisher. 
Precisely how far can we go, pandering 
to ignorance, prejudice and, in some 
cases, through the insidious craft of 
pornography, to raw passion? Will this 
policy not merely prolong the illiteracy 
which already exists to a degree that 
saddens all right-thinking citzens?

Here, then, the other party has an 
opportunity for a very pretty retort— 
“Within the past ten years only, think 
of the increases in circulation among 
publications of high editorial standard, 
whether old or new. Consider the un
precedented sales of books of high edi
torial standard and artistic craftsman
ship. Notice the growth of attendance 
at plays, operas and concerts where 
works of master artists are presented. 
And while you’re about it, give a 
thought to the ever-increasing number 
of public, high school and college grad
uates year by year.”

And this is a significant retort. Grad
ually the percentage of the educated 
grows. It is not only the cheapest pub
lications—appealing frankly to the 
cheapest sections of the masses—that 
have earned large gains in circulation, 
both paid and news stand. As a mat
ter of statistics, many of the high
standard publications have enjoyed 
their share of progress, too.

But there is an even more important 
opinion which is advanced here by some 
staunch thinkers. They say, in effect,
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lorida BankDeposits
^Doubled tastbar

Consider the following comparative statement of Florida’s 
bank deposits:

Dec. 31, 1924
Dec. 31, 1925

$375,042,000
874,955,488

INCREASE $501,913,448

Bradenton News 
Clearwater Sun 
Daytona Beach Journal 
Daytona Beach News 
Deland Daily News 
Eustis Lake Region 
Fort Lauderdale News 
Fort Myers Press 
Fort Myers Tropical News 
Fort Pierce News-Tribune 
Fort Pierce Record 
Gainesville News 
Gainesville Sun 
Jacksonville Florida 

Times-Union
Jacksonville Journal 
Key West Citizen 
Kissimmee Gazette 
Lake Worth Leader 
Lakeland Ledger 
Lakeland Star-Telegram 
Melbourne Journal 
Miami Daily News 
Miami Herald
Miami Illustrated Daily Tab 
Miami Tribune 
New Smyrna News
Ocala Central Florida Times 
Orlando Morning Sentinel 
Orlando RePorter-Star 
Palatka News _ 
Palm Beach Daily News 
Palm Beach Post 
Palm Beach Times 
Pensacola Journal 
Pensacola News .
Plant City Courier 
St. Augustine Record 
St. Petersburg Independent 
St. Petersburg News 
St. Petersburg Times 
Sanford Herald 
Sarasota Herald 
Sarasota Times 
Stuart Daily News 
Tampa Times 
Tampa Tribune 
Winter Haven Chief

More than 100 per cent increase in one year!

Yes, business is good in Florida. People are making money 
here. And they are spending it, too.

Florida has nearly one and a half million year-round resi
dents and nearly the same number of winter visitors. The 
per capita buying power of these people is comparatively 
high and their demands are comparatively heavy.

Here is a great, growing market for the manufacturer—a 
year-round market for general products and a special win
ter market for summer goods.

Cover Florida intensively but not expensively by using the 
most complete, economical media—the Associated Dailies 
of Florida.

ASSOCIATED DAILIES
Florida

510 Clark Bldg., Jacksonville, Florida
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.... now you can have 
information oh every market!

Now you can have information on every market at 
your finger-tips—ready for instant reference.
The new edition of Crain’s Market Data Book and 
Directory affords compact information on a hun
dred fields of industry and commerce. Adequate 
indexing and careful elimination of non-essentials 
give advertisers and advertising agencies a book 
of facts indispensable in market finding and market 
analysis.
Since the welcome given the first issue in 1921, 
Crain’s Market Data Book has been the acknowl
edged first source of market facts—the basis for in
telligent market analysis.
Making the book of even greater use is a complete 
directory, listing all business publications, classified 
according to fields covered and published with the 
market information on those fields. Here you can 
find out, along with facts on where the market is, 
accurate information as to the means and cost of 
covering it through business papers.
Canadian papers are classified in the same way, and 
the only published list of foreign business papers 
is also included.

Ask us to send a copy on our liberal ten-day 
approval plan. You decide whether the book 
is worth five dollars to you. If it is not, send 
it back without obligation.

Crain’s Market Data Book 
and Directory

G. D. CRAIN, Jr., Publisher
537 South Dearborn Street, Chicago

In the 
Lumber 

Field

It’s the
Ainericaniumbernian

Established 1873 
Published Weekly CHICAGO, ILL

Shoe and Leather Reporter 
Boston

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

Topeka Daily Capital
Th« only Kamii dally with circulation 
thruout the itate. Thoroughly cover» 
Topeka, a mldweat primary market. Gives 
real co-operation. An Arthur Capper 
publication.

Topeka, Kansas 

The Standard Advertising Register 
is the best in Its Held. Ask any user. Supplies 
valuable Information on more than 8,000 ad
vertisers. Write for date and prier».

National Register Publishing Go.
I ncor parateti

15 Moore St., New York Chy 
R W. Ferrel. Manager

that not only have the older publica
tions rendered the greatest service to 
the most successful advertisers, but 
also they have done a service to the na
tion by helping to build up the literacy, 
morality and good taste of the people. 
Now, this, it is argued with much com
mon sense, is a very good thing for all 
advertisers worth their salt. For there 
is no disputing the fact that the con
scientious American manufacturer just
ly prides himself upon the merits of 
his products. And how can there be 
any doubt that merit finds its quickest 
recognition, and receives its highest re
wards, from men and women whose lit
eracy is on the make, whose morality is 
growing sounder, and whose good taste 
is enjoying some cultivation?

In this very connection, with the ar
gument of these gentlemen in mind, it 
is enlightening to look in almost any 
issue of the two types of publications 
with the news stand unintentionally 
throws into contrast, and study their 
respective advertising columns. More 
and more frequently, in those of high
standard editorial content, we find the 
advertisement beautiful, selling meri
torious products and merchandise to ap
preciative purchasers with healthy 
brains and well-filled nurses. Here we 
see less of the advertisement that delib
erately appeals to stupidity, weakness 
or vulgarity. But it is somewhat the 
reverse in the other types of publica
tions.

In one sense it is unfortunate that all 
publications should be gathered to
gether in the mammoth news stand of 
today. In any contest, there is always 
power in “the force of numbers.” Pub
lications with ' low-standard editorial 
content by far outnumber their old
time competitors. And the great na
tional news stand, on Fifth Avenue 
and Michigan Boulevard, and Main 
Street, is nowadays a retailing estab
lishment which, by the very nature of 
retail business, cannot afford to take 
sides in the contest, but is obliged to 
display all wares more or less impar
tially. The public really doesn’t, as a 
body, know what is or is not good for 
it. There isn’t really a general prefer
ence for cheapness, any more than 
there is a nation-wide preference fol 
superiority. In a quite befuddled con
dition of mind, the public saunters up 
to the news stand and buys. What the 
public gets is apt to be anything from 
clumsy obscenity to the finest and 
worthiest of art.

The Better Business Bureau 
of Arir I ork City, J tic.

Announces the re-election of Bayard 
Dominick as president. Other officers 
elected were James C. Auchincloss, vice
president and treasurer; H. J. Kenner, 
general manager; and William IL Mul
ligan, recording secretary. Walter E. 
I' rew, president of the Corn Exchange 
Bank, was added to the financial ad
visory council, and Ancell H. Ball, 
president of Best & Co., and Samuel 
Mundheim, president of Stern Brothers 
& Co., were added to the merchandise 
advisory council.
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Introducing—

Professor Hotchkiss will 
retain his connection with 
New York University

With pleasure we announce the addition of the 
name of Professor George Burton Hotchkiss to 

. the roll of our personnel.

Mr. Hotchkiss, Professor of Business English and 
Chairman of the Marketing Department of New 
York University, and author of numerous text 
books on advertising, will have general direction 
of our Plan and Copy Departments.

His ability in marketing research and practice, 
developed by years of experience as copy writer 
and consultant for leading advertisers, is now ex
clusively at the service of our clients.

James F. Newcomb a? Co. inc.
Direct Mdvertising 
CXOerchaudising Counsel

330 Seventh Avenue New York, N. Y.
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Memory
fTMlE sliortot tiling ill Hie 

L world. in proportion Io its 
importance, is memory

Suppose that you and I had 
remembered everything that we 
had read, seen anil done, what 
prodigious paragons of knowl- 
edgi—of a sort -we would be!

\\ , could have waltzed 
through school. IWo-stepped Io 
a university degree and jazzed 
Io a job over the heads of a lot 
of humans less impeccable than 
oursehR. But we couldn't and 
didn't.

Now-, every manufacturer 
knows that his own memory is, 
to put it mildly, somewhat re
stricted. but a lot of them give 
credit to the rest of the race for 
possessing inari clou? powers of 
recollection.

1 hex honestly helieie tli.il 
last year's adverti-ing will make 
next year’s sales and deduct 
their appropriations according
ly.

"Everybody knows us NOW” 
isn’t a slogan it's an epitaph.

A on can see bleached bones 
along the trail that bear mute 
te?limony to the shortness of 
memory and the fuliliti of de
pending upon it. on may re
call some of them. But not 
many. A on have even f orgot
ten tlie name-. So have 1.

But, named or not named, 
the) are there fair warning to 
those who feel that advertising 
is something to start toward sue- 
ees* with and drop when the 
goal's been kicked. Nay, broth
er, (he game ft not mrr vet!

Chicago, HU.

Inditvtrtal Power teaches more than 42,000 
» ip rtant plants. lie rate per page per 
th usand iiriuluti>H is s>> low that COX' 
II.\l ()( S ad; ertisin j in it is ho burden 

» aiiv appr prwtion. 'hi its reah is
(i ih/ an I s rang so that .1 \ P appropriation 
ma profitably be expanded to tn elude it

w.
tion increased rapidly—but not too 
rapidly. There was no boom. And 
because there was no boom, there was 
no collapse.

It Looks That Way
Hardly a month passes which does 

not see the opening of another Childs’ 
restaurant, more elaborately furnished 
and located in a more “exclusive” 
neighborhood than any of its pre
decessors.

When they began doing business, the 
Childs’ restaurants catered almost al
together to people whose pocket-books 
or appetites (or both) were limited. 
Nowadays—in this city at least—they 
seem to have in mind the needs of 
men and women who are considerably 
higher up in the social scale.

If this is true, it looks as though an 
opening exists for the establishment of 
a chain of restaurants which will meet 
the demands of a class which, until a 
few years ago, ate at Childs’.

N ext!
A man who has just returned from 

Florida, where he spent the winter, 
tells me that many of the high-binders 
and second-story men who have been 
operating in that state fur the last 
year or so have removed to North 
Carolina. .

That means, 1 presume, that before 
long another unknown state will be 
“discovered.”

The way in which the vast majority 
of “immigration campaigns” are han
dled seems to me to be almost crim
inal. The whole world is invited to 
“Come to So-and-so.” As often as not, 
it accepts the invitation. Oftener than 
not, the results are disastrous.

1 have a theory—it is really more 
than a theory, because it has been tried 
out and proven—that the only sensible 
way to build up a state—or a city— 
is one which is directly contrary to the 
method generally followed.

Here it is:
First, make a thorough survey of the 

needs of that city or state. That is, 
find out what it has in various lines; 
and also what, if any, openings in 
tl ose and other lines exist.

Second, advertise, preferably in 
trade journals, that Smithville—we'll 
call it that—can support another laun
dry or general store or what not.

Stop right there!
Twenty years or so ago Oklahoma 

followed this plan. The state’s popula-

His Lordship IFasn’t Good Enough
A good many years ago, a young 

man, just out of college, was given a 
job on the editorial staff of a well- 
known midwestern daily. He believed 
that he had the qualifications which 
make a capable editorial writer and 
this belief was shared, to some extent, 
by the editor-owner of the newspaper 
which employed him.

His maiden efforts were not very 
happy. His sentences were long and 
involved. His style lacked fire. Uis 
ideas were good but he seemed unable 
to express them in editorial form.

Came a day, as the motion-picture 
people say, when A. was asked to pre
pare an editorial on some phase of 
English politics. Three or four hours 
later he put before his chief the draft 
of an editorial of a thousand words or 
so. The latter read it—and exploded.

“Rotten!” he almost shouted. “Rot
ten! Every sentence is a paragraph. 
Every paragraph is a chapter. You’ve 
taken a column to tell what could be 
told better in five hundred words. Re
write it!”

A. drew a long breath. Then—“That 
article, Mr. R, was written by Lord 
Macaulay. It appears in his History of 
England.”

“I don’t give a damn,” was Mr. R’s 
comment. “Lord Macaulay couldn’t 
hold a job on this paper.”

idrertising ¡gents Know Better
Recently, the editor of a certain pub

lication showed me a score or more of 
the manuscripts which had reached him 
that day.

With almost no exceptions, they were 
abominably typed. Some of them bore 
the names of fairly well-known au
thors; and more than one was entitled 
to consideration. Yet, as I say, their 
appearance was such as to invite re
jection.

One Ms. particularly attracted my 
attention. It dealt with an interesting 
and timely subject and it had been 
written by a man of established reputa
tion. But the typing—really, you 
would think a fifteen-year-old boy 
would know better than to submit a 
manuscript with so many erasures and 
corrections.

Advertising agents, I notice, make no 
such mistake. \\ hen they turn in a 
plan or a brief, it is a masterpiece in 
point of appearance. JAMOC.
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I MANLtfacturers give much thought to striking
Lvlk anc} attractive colors for their packages and 
their trade-marks.
Advertising which reproduces the package or the 
trade-mark in its proper colors forms the closest 
possible tie-up between the advertisement and the 
product.
Outdoor Advertising gives you the advantage of 
picturing your package, your trade-mark or your 
product, as it is—without extra cost.
The National Outdoor Advertising Bureau is an 
organization providing a complete service in Out
door* Advertising through advertising agencies. 
Any advertising agency having membership in the 
Bureau will gladly give you any information you 
desire.

t

National Outdoor Advertising Bureau
cAn Organization Providing a Complete Service in Outdoor ^Advertising through ^Advertising ^Agencies 

1 Park Avenue, New York General Motors Building, Detroit 14 East Jackson Boulevard, Chicago
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The Measure
of Advertising

The Measure of Advertising is a 
verv tangible yard stick that has no 
alibi of the "was noticed" kind. It 
is the definite measure of the actual 
value in dollars and cents brought 
to the advertiser. You can apply 
this measure to your advertising 
through Oil Trade. It is the oil 
magazine that the big men in the 
Industry read. It will pay you to 
take advantage, also, of the informa
tion furnished by Oil Trade’s De
partment of Research and Selling 
Helps. It will make recommenda
tions of real value to you. A book
let. “More Business from the Oil 
Industry" will explain this more 
fully. Send for it. Going to Philadelphia 

[June 19 24]

Oil Trad©
Including Oil TradeJournal and Oil News

350 Madison Ave., New York
Chicago Tulsa Los Angeles

Publishers of Fuel Oil

Advertising Typographers

Pittsford typogra
phy is good typography 
because it is easily read 
and easily understood. 
It tells your story in 
terms that are clear and 
unmistakable. It cre
ates atmosphere. It in
spires confidence and 
sells merchandise.

Ben C. Pittsford Company 
431 So. Dearborn St., Chicago 

Phone Harrison 7131

Bakers Weekly A^^ork 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- 
dustiy. Also a Research Merchandising De
partment, furnishing statistics and sales analy
sis data.

“Advertising—Stabilizer of Prosper
ity,” will be the theme of the conven
tion. Speakers at the general sessions 
according to an announcement today 
by H. H. Charles, Chairman, General 
Program Committee, have been selected 
to covei- seven major classifications of 
business including Finance, Manufac
turing, Transportation, Agriculture, 
Publishing, Education and Industry.

A feature of the convention will be 
an International Trade Conference, 
presided over by Dr. Julius Klein, Di
rector Bureau of Foreign and Domes
tic Commerce, Washington, I). C.; and 
addressed by leaders of the overseas 
delegations. Discussion will be cen
tered around the subject of “Strength
ening International Relations Through 
Advertising.” In connection with this 
meeting will also be conducted a Trade 
Advisers’ Service with a staff of thirty 
or more foreign trade and advertising 
experts from prominent business firms 
and the United States Government, 
available for personal consultation by 
delegates.

* * *

Rodman Wanamaker, son of and 
successor to the illustrious John Wana
maker, will be host to the visitors on 
Tuesday at the Wanamaker store, after 
which the presidents’ dinner will be 
held at the Poor Richard Club.

In the evening the Philadelphia Club 
of Advertising Women will conduct 
a ball.

* * *

On Monday at 11:30 p. m„ Karl 
Bloomingdale, of the Poor Richard 
Club, will put on the first of a series 
of cabaret evenings likened to the Lon
don music hall night club gaieties. 
Thirty-six acts from the Keith circuit 
and from musical comedy shows will 
appear at Philadelphia's six best 
restaurants.

Karl Bloomingdale has arranged 

with Director of Public Safety George 
Elliott, who succeeded the vigorous 
General Butler, for a permit to con
tinue his cabaret shows one hour be
yond the 1 a. m. dead line.

The cabaret shows will continue on 
Tuesday and Wednesday nights.

A handsome, sterling silver cup will 
be awarded by A. L. Shuman, vice
president and advertising director of 
the Fort Worth Star-Teh gram, to the 
newspaper man who presents the best 
story of an advertising success. Such 
stories may deal with classified, local 
display or national advertising, and 
may concern an individual advertise
ment or a series.

* * *
Plans have been made by the New 

York Advertising Club for the recep
tion and entertainment of the visiting 
foreign delegates during their stay in 
that city while en route for Philadel
phia. In spite of the fact that the 
Poor Richard Club has made tentative 
plans for a big reception at Indepen
dence Hall, Philadelphia, on the after
noon of June 19, the New York Club 
has decided that to rush the delegates 
directly from the Berengaria to the 
Philadelphia train would not be the 
best procedure. The ship is scheduled 
to dock on the 18th, but uncertainties 
of wind and tide make the exact hour 
uncertain and might conceivably lead 
to complications. Instead the visiting 
delegates will be entertained over night 
and escorted to the convention city by 
noon of the 20th.

Estimates as to the approximate 
number of visiting Englishmen range 
from 85 to 200, while the French dele
gation should number at least 20 and 
various other delegations should swell 
the total considerably. While in New 
York the British delegates will be 
guests of the Biltmore Hotel, while 
the other foreigners will be guests of

I
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Announcing the establishment of the

ROCHE

ADVERTISING 

COMPANY
Occupying 

the Twenty-sixth Floor of the Straus Building

CHICAGO

An organization of 
experienced personnel happily intent 

upon the production 
of advertising 

of distinctive character
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District Sales 
Managers

Salary, Commission,
Bonus

RefRIGERATI(H industry 
offers one of the greatest 
potential sales develop
ments in America today. 
Large and long estab
lished refrigerator manu
facturer requires thor
oughly capable executives 
to take charge of territo
ries, with headquarters in 
Atlanta and Philadelphia 
respectively, and one 
Field Sales Executive 
Trainer of men. Several 
of our managers have been 
unusually successful over 
a period of years. We re
quire $7500 to $10,000 
type of men. Mechani
cal training an advantage 
but not essential. Give 
full details, business expe
rience, age, average earn
ings, phone, in first letter. 
Meetings arranged at 
New York, Philadelphia, 
Atlanta, Detroit and Chi
cago.

Vice-President, Box 394

Advertising & Selling 
9 East 38th Street 

the Hotel Roosevelt. All have been in-1 
vited to make use of the accommoda
tions of the Westchester-Biltmore Coun
try Club while in the city.

* * *

Programs Announced
Public l lililíes Adverltsitig 

Asocial ton
Tuesday Morning', June 22nd 

Opening at 10 o’clock
Presiding William H. Hodge, Byllesby 

Engineering & Management Corporation. 
Chicago. Illinois; President, Public Utili
ties Advertising Association.

1 nnoun erntents by Convention Arrange
ments Commit tree.-—-J. S. S. Richardson, 
Put ctor, Pennsylvania Public Service In
formation Committee, Widener Building, 
Philadelphia, Pa.

Secretary’s Report.—Dempster Mac- 
Murphy, Secretary, I’ublic Utilities Adver
tising Association, Chicago, Illinois

Geographic Sections Report.—- W. P. 
Strandborg, Portland Railway Light and 
Power Company. Portland, Oregon.

Some Costs and Results Figures.—E. 
Paul Young, A. E. Fitkin & Company, New 
York. N. Y.

Outdoor Advertising for Public Utilities.
J. J. Moran, Commercial Manager, Chi

cago Rapid Transit Company, Chicago, 
Illinois.

Radio Broadcasting in Advertising.—- 
Martin P. Rice, Director of Broadcasting, 
General Electric Company, Schenectady, 
New York.

Tuesday Afternoon, June 22nd 
Opening at 2 o’clock

Pi f siding: Leonard Ormerod, Vice-Presi- 1 
dent, Public Utilities Advertising Associa
tion, Philadelphia, Pa.

President’s Address.—William H. Hodge. I 
Address by Paul S. Clapp, United States I 

Department of Commerce, Washington, 1 
D. C.

Address by Louis Wiley, Business Man
ager. New York Times. New York, N. Y.

Address by IT. 2V. Teasdale, Advertising 
Manager, London & North Eastern Rail
way. London. England.

BINDERS FOR

Advertising 
and Selling

Nalional Associalion of Thqatre 
Program Publishers

Wednesday Morning, June 23rd 
Opening at 10:30 o’clock

I’rcsUlinn: E. E. Brugh. President, Na- | 
tional Association of Theatre Program Pub- I 
lishvrs, Chicago. Illinois.

Call to order by the President.
Report of progress of the Association in 

the past year.
Report of accomplishments of the Na

. tional Advertising Commission.
Selling Advertising.—J. C. Chevalier, Sec

retary, New York Theatre Program Cor
poration, New York. N. Y.

Luncheons.

Wednesday Afternoon, June 23rd 
Opening at 1:30 o’clock

Pre siding:
Thr I sc of Theatre Programs for Topics 

and Information of Civic and Community 
Interests.—Charles F. Hatfield. President, 
A me. i. an Community Advertising Associa- 
( mi, St, Louis, Mo.

oppart un ity to Improve Theatre Pro
grams and Broaden Our Service to the 
Adm rlist r.—E. IT Brugh, Clyde W. Riley, 
Advertising System, Chicago, Illinois.

Reports from all members of Association.
Clyde W. Riley Advertising System—E.

1 E. Paugh, Chicago, Illinois.
Arthur M. Levy, Cleveland, Ohio.
Th aire Program Corporation of Detroit, 

Mich g n
James G. Spiecber, Los Angeles. Cal.
L. N. Scott, Minneapolis and St. Paul, 

M innesol a.
New York Theatre Program Corp.. 

Riiph Trier. R. M. Huber. J. C. Chevalier.
The Mills Advertising Company, Omaha, 

Nebiuska.
Unique Advertising Conip.my, Rockford, 

\ Ulin >is.
.National Program Company, San Fran- 

1 cisco. California.
Flection of officers for ensuing year.
. I d taurn nu nt.

They have stiff, 
cloth-covered 
covers and are 
die stamped in 
gold lettering. 
Each binder <vill 
hold thirteen 
issues of Vol
ume 1, 2 or 3 
and 10 issues of 
4, 5 or 6. The 
price is $1.85, 
which includes 
postage.

«J «J

Advertising 
and Selling

9 East 38th St. 
New York City
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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.
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rim
EMPIRE

A Kick Against Poverty
[CONTINUED FROM PAGE 21]

New York’s newest and most 
beautifully furnished hotel — 

.accomodating 1034 Quests
Broadway af 63-Sirect.

-¿WKPRIVATE To.r
$259

ROOM WITH PRIVATE BATH-
$350

v ALL OUTSIDE ROOMS x

HOUSE •;
/ % 
/newest and now w 
f theLeadinçHotelia' 
I C0LUMBUS.0H10 
I Opposite the StateCapdd 
\ 655ROOMS-&55Baths / 
A RATES FROM *3 to *7 Ar

H JSpECIRlFrTURE9 ’ 
Club Meals inMainUining 
Room a nd Grill Room. 
Blue Plate Luncheon.

The facilitiez for dances, 
luncheon.dinner andcard 
partiezlarge orsmJLve 
sounuzuaJlygwd that 
Sorority MidFriternity 
hmetionzareahayrenjoyed

COUNTER SERVICE 
AT POPULAR PRICES

Luncheon Club« served 
In private dining Room« 
it 73* per person.

Under the Direction of
GUSTAVE W DRACH, Presi dent and Architect 
FREDERICK W BERGMAN.Manajlny Director

ANIMATED PRODUCTS CORP.

Effective-Dignified
Planned Inexpensively 

CONSULT WITH EXPERTS

ELECTRICAL 
ANIMATED

AND
STILL

WINDOW, 
C COUNTER, 
^EXHIBITS

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

tp f’UtJff roptf s

W At the conclusion of
each volume an in

dex will he published and mailed
to you.

tended to improve working conditions, 
were passed. As a rule they were the 
outcome of “inquiries,” set afoot by 
sanitary commissions or boards of 
health. Sometimes they were based on 
the report of a Royal Commission 
which had been “nominated, con
stituted and appointed” to study some 
phase of Britain’s industrial life. These 

, Royal Commission reports, by the way, 
1 are masterpieces. They are honest, 
| straightforward, unprejudiced. They 

tell the story of Britain's industrial ills 
as no critic of Britain has ever dared 
tell it.

BUT this is not the place to narrate, 
at length, the history of British la
bor legislation. All that the writer feels 

it necessary to say at the moment is that 
the trend has been steadily upward in 
spite of the faet that every step to
ward betterment was fought by the 
“die-hards.”

The “net” is this: The British 
worker is in an enviable position, in so 
far as legislation can bring that about. 
If he loses his job, he goes on that 
“dole.” When he is old, he draws a 
pension. Uis rights are protected in 
every way that can be imagined. There 
are laws for this, laws for that, laws 
for the other thing.

Now, legislation is “great stuff.” 
Civilization eannot get along without 
it. But it has its limitations.

Legislation can improve the condi
tions under which men work, but it 
eannot assure them a living wage. 
That is one of Britain’s troubles- -an 
uneconomic wage. It eannot give work
ers houses fit to live in. That is an
other of Britain’s troubles. It cannot 
compel owners of factory buildings 
which were old half a century ago to 
tear those buildings down and replace 
them with modern buildings. Ditto, it 
cannot force the British housewife to 
buy British-made goods, if she can buy 
equally good goods, made elsewhere, 
for less money. Ditto. It eannot pro
vide work for 45,000,000 people if there 
is only enough work to keep 35,000,000 
busy. Ditto. It cannot reduce taxes, 
unless reduction is warranted. Ditto. 
It cannot force the employing classes 
to regard labor as their friend when 
they know that it is under-producing. 

| Ditto, it eannot make the working 
I classes regard their employers ns their 

friends when, deep down in their 
hearts, they have good reason to be
lieve otherwise. Ditto. It cannot 
make coal, Britain’s fundamental asset, 
the world’s chief source of power as 
it was once. Ditto, it- eannot compel 
Britain’s surplus population—esti
mated at anywhere from 5,000,000 to 
10,000,000—to seek homes for them
selves in other lands. Ditto. It can
not make the British employing classes

change their belief that “week-ends” 
begin Thursday afternoon or Friday 
morning and end Monday noon—or 
later. Ditto. It cannot persuade, 
compel or force the British worker to 
move hand, foot, body or brain one 
whit faster than suits his pleasure. 
Ditto.

Above all, legislation cannot make 
either the employing or the working 
classes realize that multiplication (in
creasing production and thereby de
creasing the cost of production) is in
finitely to be preferred to division 
(fighting for the lion’s share of the 
profits of limited production).

No! Legislation ean no more do these 
things than it can stop a tooth-ache.

A great many people, in America as 
well as in Britain, think otherwise. To 
hear them tell it, all that is needed to 
make this a heaven on earth is a “law” 
to that effect. If the British general 
strike destroys this belief—that eco
nomic ills can be cured by legislation— 
it will not have been in vain.

FOR more than 100 years, as has 
been said, the workers of Great 
Britain have striven to better their con

dition. They have organized them
selves into trade unions. They have 
gone into politics. They have employed 
the strike as a weapon with which to 
gain their ends.

As the fruit of a century of struggle, 
what have they to show?

That question is answered by statis
tics furnished by the Trades Union 
Congress, They show that the weekly 
earnings of men in various industries, 
for half of 1925, were as follows:
Miners .................................................................. $13.00
Locomotive engineers ................................. 24.50
Railway laborers ........................................ 12.6.1
Tramway men : 

Drivers ....................................................... 14.33
Conductors .....................................................

Stone masons .................................................. 17.74
Cabinet-makers ................................................
Printers ............................................................... 17.74
Shoemakers .................................... $12.75 to 13.S5]
Carpenters, plumbers, bricklayers... 17.74 
Engineering trades ...................$9.72 to 15.06
Shipbuilders ...................................... 9.72 to 14.09
Rakers ................................................14.5S to 16.52

Low as these wages are, they might 
be defended if living costs in Britain 
were no higher than they were twenty 
years ago. But that is not the ease. 
Nowadays, except for clothes, rent, fuel 
and a few other things, the English 
shilling goes very little farther in Eng
land than the American quarter in the 
United States.

The general strike came—ostensibly 
—to back up the demands of the coal
miners; in reality, a “kick against 
poverty.”

Could it have .been avoided? That is 
extremely doubtful.

For years before the war the gulf 
between the British employing classes 
and the British working classes
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Between Snobbery and 
Hob-nobbery

Sk^JNOBBERY is believing that only the lucky few are worth 
cultivating.

Hob-nobbery is believing that every Tom is as good as Dick, and 
every Dick as good as Harry.

Both are wrong if you are trying fairly to find the national market for 
a good article of commerce.

For such an article the potential market usually lies somewhere be
tween one million and ten million homes. Among various possible 
indices of markets of that size, we have learned by eleven vears experi
ence to depend upon the home telephone. The presence in a home of a 
telephone is the surest indication that that home has contacts, broadened 
interests and a margin of income above bare necessities.

For eleven years The Digest has constantly sent its circulars into these 
telephone homes. Thus it has increased its circulation to more than 
1,400,000 copies per week. It can confidently say, from the facts on record, 
that the best market is the telephone market and that the best million in 
this market is subscribing to The Digest.

This is an achievement unique in American publishing. It has created 
a medium which has mass circulation, large enough to serve any adver
tiser, and which also has selective circulation. It selects, not on the basis of 
wealth or aristocracy, but on the basis of alertness, because only the alert 
and the progressive find The Digest interesting.

The Digest has picked out of each community in the land, and at each 
income level, the active, intelligent ruling minds—those whose judgment 
is valid and vocal—whose good-will and patronage is the most valuable 
thing any business can possess.

Get Digest readers to buy your product — get them to buy it first and 
keep them buying it—and you’ll sell not only to them but to the far 
greater number who follow where they lead.

The Jiterary Digest
ADVERTISING OFFICES: NEW YORK, DETROIT, CLEVELAND, CHICAGO
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Rate lor advertisements inserted in this department is 36 cents a line—6 pt. type. Mlnimuir 
charge $1.80. Forms close Saturday noon before date of issue.

Business Opportunities

PUBLISHING BUSINESS, issuing specialized 
industrial periodicals can be bought, free and 
clear, for approximately $100,000. Annual gross 
receipts 25% in excess of this. A going business, 
capable of good profits and considerable expan
sion under aggressive management. Terms to 
parties of experience and responsibility. Loca
tion: middle west. Harris-Dibble Company, 345 
Madison Ave., New York, N. Y.

Multigraphing

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

DEHAAN CIRCULAR LETTER CO., INC. 
120 W. 42nd St.. New York City. 

Telephone Wis. 5483

Position Wanted

WIDE AWAKE
Young married man associated with printing 
and publishing business for six years, seeks 
position with agency, department store or 
manufacturer. Writes result-getting copy, 
understands type, layout, engravings; has 
sales experience. C allege trained, Protestant. 
Now employed. J. B. Robinson, Grove City, 
Pa.

EDITOR-WRITER, university trained, mature, 
with proven capacity for producing vivid, inter
esting and thought-compelling articles, seeks 
change from retail advertising to diversified job 
demanding initiative, newspaper sense and a 
higher-than-ordinary ideal of the function of the 
printed word : might consider travel: pleasing 
personality, Christian, single. Box 651, City 
Hall Station, New York, N. Y.

SECRETARY TO ADVERTISING 
EXECUTIVE

Eight years’ experience, including four years as 
secretary to advertising agency officer; neat, 
accurate stenographer and typist; competent to 
handle all advertising records and other details; 
thoroughly familiar with bookkeeping, ordering, 
billing, checking and other advertising operation. 
Education: complete High School and Columbia 
University advertising course; age 25: salary 
$40. Box No. 393, Advertising and Selling, 
9 East 38th St., New York City.

GENERAL SALES MANAGER
Last six years with company marketing a nation
ally known food product. Particularly interested 
in an opening in food products line. Prefer head
quarters in vicinity of New York or San Fran
cisco. Desirous of making stock investment in 
company with which J become associated. Box 
No. 395, Advertising and Selling. 9 Ea^t 38th 
St , New York City.

“GIBBONS knows CANADA”
J, J. Gibbons Limited. Advertising Agents 

TORONTO MONTREAL WINNIPEG

Help Wanted

If Henry Ford had said to you 25 years ago, 
"I’ll give you a ground floor interest to write my 
financial advertising matter, sales plans, etc.,” 
and you had taken a chance:—■ Today a recent 
invention presents as big an opportunity to a 
man of vision—If you possess both snappy and 
dignified styles and a broad knowledge of in
dustry. Write Box 392. Advertising and Selling. 
9 East 38th St., New York City.

Service

Artist, Lettering, Figures, Trade Marks, Expert 
workmanship, low pay. Pencil sketches free. 
Entire job attended to. Original selling art 
work visualized. Bryant 8610, Dotntner, 76 W. 
46th St., New York City.

Miscellaneous

STOCK ELECTROTYPES
Send Fifty Cents For 15th edition of the 
SPATULA CUT CATALOG and you will get 
your money’s worth of entertaining pictures 
even if you never buy an electrotype of any one 
of the nearly 1500 advertising cuts illustrated. 
Mostly old style cuts. No big heads with little 
bodies. Spatula Publishing Co., 10 Alden St. 
Boston, 14, Mass.

BINDERS

Use a binder to preserve your file of Advertising 
and Selling copies for reference. Stiff cloth 
covered covers, and die-stamped in gold lettering, 
each holding one volume (13 issues) $1.85 in
cluding postage. Send your check to Advertising 
and Selling, 9 East 38th St., New York City.

BOUND VOLUMES

A bound volume of Advertising and Selling makes 
a handsome and valuable addition to your library. 
They are bound in black cloth and die-stamped in 
gold lettering. Each volume is complete with 
index, cross-filed under title of article and name 
of author making it valuable for reference pur
poses. The cost (which includes postage) is 
$5.00 per volume. Send your check to Adver
tising and Selling, 9 East 38th St., New York 
City. 

widened and deepened. Labor became, 
increasingly, “class-conscious.” Not 
only that, but the men who led labor— 
if not those who followed them—be
came more and more ambitious. When 
Ramsay MacDonald came into office, 
these men tasted power. They liked it. 
They want to enjoy it again.

During the War, British labor was 
rewarded as never before. Men—thou
sands and thousands of them—who 
had never known the thrill that comes 
from being paid more than two pounds 
a week were in demand at three or 
four times that wage. It was a new 
experience. They liked it. They want 
to enjoy it again. Both probably will 
enjoy their desires again.

There is no reason why they should 
not. We, in America, have solved the 
problem of high wages and low cost 
of production. Britain can, too—if she 
will.

Early Practices
[CONTINUED FROM PAGE 32 j

“Would you have asked that ques
tion,” countered Bonner, “if I had in
serted it but once ? I put it in to 
attract your attention.”

So strongly did Bonner lean in the 
direction of attention value, that he is 
said never to have advertised twice 
alike. Sometimes his advertisement 
consisted of a fragment of a story; 
sometimes he took an entire page and 
left it all blank, except for two or 
three items in ten point in the very 
center. Again, he would take a blank 
page and put a few small display ad
vertisements in the corner. He was 
nothing if not original.

Nobody knew what queer and un
usual quirks he would concoct next. 
Make-up men of the newspapers al
most went into nervous fits. One ac
count has it that “he gave great 
trouble to the editors of the leading 
papers.”

These tactics proved marvelously 
successful in building circulation. The 
Ledger became the foremost weekly 
in America. Despite the fact that he 
refused to open his columns to adver
tising, he made a great deal of money, 
and toward the end of the 18fi0’s his 
income was said to have reached $300,
000 a year. Such profits from circula
tion alone are hardly conceivable in 
these days.

As prosperity grew, Bonner’s head 
turned to other thoughts. He gave up 
business for trotting horses. The 
trotting horses did not prove so lucra
tive so he transferred his ingenuity 
from advertising to society. Again re
turns were meager. So later (which 
was probably in the “seventies”), Bon
ner tried to revive his drooping Ledger 
with some of his old tricks. But they 
had run their course. A new age was 
at hand. The revival failed, and the 
star of the House of Bonner was fast 
setting.
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High-Brow and Low-Brow 
Types of Direct Selling 

[continued from page 27]
letters, though they invariably simu
late the personal touch. The lines are 
less expensive; selling and advertising 
helps are less numerous and less ela
borate. Most of the small hosiery 
firms, many tailoring houses, shoe com
panies, shirt companies and auto ac
cessory makers are of this type.

NEXT on our ladder we come to free 
outfit houses. Their chief object 
is to place the largest possible number 

of lines. The selling outfit seldom 
costs more than a dollar. The “no
deposit for outfit” appeal is used in the 
advertising to obtain a great many in
quiries at a very low cost. The outfit 
—in the case of wearing apparel, at 
least—usually consists of a book of pic
tures, swatches, order-blanks, tape 
measure, return envelopes, sales manu
al and a “personal” letter of welcome 
and instruction from the sales-man
ager. The exact contents, of course, 
depend upon the type of merchandise 
being sold. Inquiries are procured by 
the thousands, from all sources, usually 
at a comparatively low cost. Circular
ization of purchased lists frequently 
plays a very large part in the placing 
of lines. The selling outfits are mailed 
promiscuously, immediately upon re
ceipt of inquiry and without investi
gation.

This is a business of averages. The 
manufacturer knows in advance of ad
vertising just how many lines of each 
hundred that he sends out will produce 
orders, and how many will not. He 
knows how many of the lines will send 
in one order—frequently an order for 
the use of the salesman himself or a 
member of his family—and never send 
in another.

He knows what percentage of the 
lines will develop into reasonably good 
salespeople, and exactly how much 
business he can count on receiving 
from them. He knows how many of 
them will develop into real producers. 
These he furnishes with a much more 
elaborate line, including actual sam
ples of the merchandise, just as soon 
as they show any promise. The pro
ducing minority, of course, brings in 
enough business to pay not only for 
itself, but also for the waste in send
ing out lines to the non-produ 'ing 
majority. The budget given in the 
preceding article was for a firm of this 
type.

The business of a company of this 
sort comes from varied sources: First 
of all a strong play is made for a 
personal sample order from the sales
man. The argument is that “the ac
tual sample will help you sell.” This 
order usually pays for the actual cost 

of the advertising to obtain the in
quiry, and for the line itself. Here the 
“Free Line” type of business begins to. 
verge on the mail order method.

Business also conies from the few 
friends and neighbors who are sold by 
the salesman in his spare time. The 
agent in this case is usually not a real 
salesman, but a spare-time worker who 
sells to his friends and then quits. 
Even these few orders, however, are 
fnough to show a profit because of the 
comparatively low advertising cost and 
the low cost of the line. The problem 
then is only to obtain enough of such 
salesmen.

Much business from free lines conies 
from men who devote the greater pari 
of their time to selling something else. 
They will carry a small free outfit of 
this type in the same case as their 
main line, with which they pick up’ a 
few extra orders here and there. Fre
quently these men will send in a sur
prisingly large amount of business 
with these small, inexpensive lines. 
An instance of this is the tailoring 
salesman who sells shirts. This type 
of salesman would not carry a big 
selling outfit as his side line, because 
of its bulk and weight.

THE next rung of our ladder is 
made up of houses that depend for 
much of their business on small unit 

consumer sales and on a very small 
production per agent. The agent is 
usually a part time worker who makes 
the deliveries himself. He obtains a 
number of orders, lumps them, and 
sends one order to the house. The 
house ships the merchandise to him, 
either C.O.D. or on the basis of a 
letter of credit, and he does his own 
delivering. A strong effort is made to 
sell the agent a sample case and 
samples of goods. Most firms of this 
type carry food products, cosmetics 
and similar items of small sales unit. 
The business done by such agents in 
small towns and the foreign sections 
of industrial cities is tremendous.

On the next rung we find the type 
of direct-selling firm which does not 
go after real canvassers at all, but 
attempts to obtain women to take 
orders from their friends and neigh
bors. and earn useful premiums for 
the work. The advertising of such 
companies plays up premiums and free 
offers. The business is in many re
spects similar to the type described 
last. Selling to the agent on credit is 
frequently an important part of this 
type of business.

One more type includes the houses 
which sell pictures, perfumes, salves 
and similar small and low cost units

HOUSE
TO

HOUSE 
SELLING

Are you following the 
interesting articles on 
direct selling by Henry 
B. Flarsheim, secretary 
of the Marx-Flarsheim 
Co.?

The second article of the 
series, "High Brow and 
Low Brow Types of 
Direct Selling,” appears 
on Page 27 in this issue. 
This series will be in
valuable to the execu
tive who is desirous of 
getting complete details 
of this much-misunder
stood plan of reaching 
the consumer.
Mailing the coupon be
low will assure you of the 
balance of the house-to- 
house series of articles 
together with every issue 
for a year at a cost of 
$3.00. The house-to- 
house series alone is 
worth that.

Advertising and Selling, 
9 East 38th St», 
New York, N. Y»

Please enter my name for a 
year’s subscription. Send me a 
bill for #3.00 after I receive the 
first issue.

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

Position .

Company , . .

Address ... . .

City ..............
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The Buying Power of 
23,000 subscribers to

reWK FLAW

I
N order to furnish the highest 
service to the power plant field 
of the United States, Power 

Plant Engineering necessarily 
limits itself to drawing upon for
eign countries for such engineer

ing ideas and methods as seem

the men with buying power for 
the country’s largest projected and 
operating power plants.

Advertisements in Power Plant 
Engineering receive the attention 
of over 23,000 progressive power 
plant men in the United States.

adaptable to the develop
ment of power in this, the 
greatest power-using na
tion of the world.

Its subscription men se
cure the subscriptions of

May we send you ad
vertising rates and A. B. 
C. report which show the 
comparatively low cost of 
advertising to these 23,000 
power plant buyers?

POWER PLANT ENGINEERING
Established over 30 years

A. B. P. 53 West Jackson Blvd., Chicago, III. A. B. C.

The COAST"

through boys and girls, offering pre
miums like motion-picture machines, 
baseball outfits, dolls, etc. The chil
dren appeal to their families and 
neighbors, who usually purchase more 
out of a desire to help the child than 
because they have any real desire for 
the articles.

Other types of direct-selling which 
might be touched upon would be sub
scription salesmen, newsboys, salesmen 
put out by retailers, etc.

Now as anyone who has read this 
far can plainly see, the manufacturer 
contemplating direct-selling must de
cide for himself, in advance, just what 
kind of a business he is to develop. 
As is evident, there arc. many kinds 
of direct-selling. Seldom, or never, 
can features of all the methods be em
ployed profitably in one organization.

Naturally, the question of method is 
not to he decided off-hand or by the 
inexperienced. Many factors will in
fluence the decision. First and fore
most, the type of merchandise. If it 
is low priced—a specialty easy to sell 
and requiring little sales talk, so that 
even the untrained and unintelligent 
agent can take a few orders, one of 
the plans described in the latter part 
of this paper may be most appropriate.

If the article requires extensive dem
onstration. intelligent sales talk and 
intensive sales effort, and particularly 
if the article sells for a considerable 
amount of money, the first or second 
plan may be best.

[This is the third of a series of articles 
by Mr. Flarsheim. In an early issue he 
will discuss "Making Advertising Dollars 
Go Further—As the Direct Sellers Do It."— 
Editor.]

is Building
Almost dailv, some new development is begun on the Mississippi Coast. 
Thousands of acres of high, dry land, fronting on the water and dotted 
with majestic oaks, murmuring pines and magnolias, are being developed. 
People, from all over the United States, are building homes along this 
"Riviera of America.’’ Palatial hotels; golf.links: clubhouses: surfaced 
roads; bridges ; sea walls—construction everywhere.
Advertisers can best cultivate this prosperous, growing group through 
The Daily Herald, which "Covers the Mississippi Coast."

The B Daily Herald
GULFPORT MISSISSIPPI BILOXI

Geo. W. Wilkes’ Sons. Publishers

He Mire to *rn»I Ik*iH tour old mid tour n<*u nd- 
dr«'*» one week hrforc dale of with which

(hr change it Io take effect.

I The American Architect
A. B. C. Est. 1876 A. B. P.
50 learn of Service to the Architectural 

Prafenaion and I tn Results
The American Architect numbers among Its 
reauer* several «ho have been continuous sub
scribers for half a century and its average renewal 
for n period of years is over 77^.
When considering the cultivation of this market 
write for Information ami the complete service we 
render.
239 West 39th St. New York

Delegates of 
Democracy

[CONTINUED FROM PAGE 22 I

it, try to get votes out of it. some
times succeed, sometimes fail when the
voters turn and rend the politicians
whom they have discovered to be dema
gogues. But politicians pass. Laws 
come and go. Yet the inevitable 
change and growth of public opinion, 
the common morals of the common folk 
without laws and quite outside of gov
ernment, do finally produce that bal
ance of justice which from decade to 
decade makes it possible for commerce 
as one of the instinctive needs of 
modern man to thrive in a changing
civilization. Kick at reformers as we 
will, rail at demagogues as we please, 
it will make no difference. From with
in our own commercial units—that is 
to say within our own trades and call
ings—business will respond to these 
intuitive urges of humanity for justice.

Men in business and in the profes
sions today are all selling service. We 
are a lot of service peddlers with our 
packs on our backs, practically going 
from door to door offering our wares 
to each other. And, combined, all of 
us. each some sort of a service peddler,
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make up the public. And it is not the 
policeman at the door who checks up 
on our goods, who regulates the char
acter of our wares, who keeps us 
straight. The governmental policeman 
is noisy but not important. We can 
beat his game often.

But when we throw down our pack 
and open our sack to spread out our 
goods, we cannot fool the lady of the 
house. And despite the clamor and 
racket of the policeman, despite his 
whistle, his patrol wagon and the whole 
kit and accouterment of government 
outside of the house where we sell our 
wares, finally and in the last analysis 
we have got to please the lady of the 
house. The lady of the house being 
the instinctive sense of justice in the 
human heart which will have its way 
and will finally buy goods to its own 
liking upon its own terms and that 
frequently, and indeed generally, with
out bothering with the policeman, with
out resorting to the government to bind 
the bargain.

WE, who are selling service, 
whether under private ownership 
or under public ownership, must first of 

all consider the genius of the people 
to whom we are selling it. We could 
not sell American public utility service, 
crisp, shiny, snappy and tremendously 
competent, to any other country ex
cept America until ne had educated 
that country along many lines. Demo
cracy, by giving men and women 
political power, has developed a certain 
amount of economic freedom, shorter 
hours, better wages, self-respecting 
conditions of labor. The householder, 
growing up in those conditions of self
respect, no longer is willing to drudge. 
Hence the demand for electric power. 
And one way or another, whether by 
private ownership in increased profits, 
or public ownership in increased taxes, 
the householder is going to have that 
power in his home to save the drudgery 
which is distasteful.

And the more democracy we have, 
the more freedom we give to the com
mon man who works with his hands, 
then the more light, heat, and power 
we are going to sell that man one way 
or another. And the newspaper or the 
public utility man who objects to de
mocracy is just biting off his own nose | 
to spite his own reactionary face.

We are in for a period of broadening 
democracy which does not necessarily 
mean much politics. The democracy 
which really counts in the world does 
not mean universal voting and the use 
of the political weapons of democracy. 
The democracy which really counts has 
come as the result of industrial and 
economic forces. Democracy means 
more in its economic and industrial 
phases than it means in its political 
phase. For indeed the political aspects 
of democracy are merely instituted to 
secure the economic benefits of demo
cracy.

Let me illustrate. Twenty-five years 
ago the automobile was an aristocratic 
institution. It has been democratized.

il

il

t

Advertising Rate 
Increase

Effective july i, 19x6 advertising rates 
in the FORUM will be as follows — -

General $2.00 per page, Publishers $135 
per page, 4th Cover $400, xnd and 3rd 
Covers $300. Rates based on a guaranteed 
average circulation of 60,000 net paid ■ 
ABC or rebate pro rata.

"'Buy on a Rising ¿Market"
Member Audit Bureau of Circulations

America s Quality Magazine of Controversy 
aldo \\ . Sellew, Advertising Manager, L47 Park Avenue, New York

j

We also build exposed lamp and other types 
of electric signs for those tcho prefer or 
require them.

Flexlume Corporation 
1460 Military Road, Ruffalo, N. 5'. 
"Flexlume" Offices All Principal Cities

__ PAIGE 
»JEWETT

Spots local outlets for your nationally known product
You can give real selling impetus to your national ad
vertising by spotting your local dealer-outlets for the 
millions who read your magazine and newspaper copy. 
Then, too, your dealer takes eagerly to this very effective 
and permanent form of advertising cooperation. For 
a Flexlume Electric Sign satisfies his local as well as 
your national needs.
“Is the cost high?" No. Let us show you how com
paratively inexpensive it is to put this powerful “selling 
aid" into operation.



88 ADVERTISING \ND SELLING ¡une 2, 1926

Advertisers’ Index
[«] .

Aldennau. Fairchild Co........................... 14*15
Allen Business Papers. lnc„ The.........52
All-Firlion Field ......................................... 13
American Archil vet. The........................... 86
American Lumberman .................................. -
American Machinist .................................. Id
Animated Products Corp..............................82
Associated Dailies of Florida.................. 71
Atlantic .Monthly ......................................... 16

[b]
Bakers’ Weekly ........................................... <8
Barton. Durstine & Osborn. Inc..............31
Bean. The Man’s Magazine ................. 8
Better Homes & Gardens ........................ 57
Building Supply News..Inside Back Cover
Business Bourse. The ................................ 6)

[c]
Charm .............................................................. II
Chicago Daily News, The

Inside From Cover
Chicago Tribune. The .............Back Cover 
( inciunali Enquirer. The ........................ 91
Cleveland Plain Dealer ............................ 65
Cleveland Press, The .............................. 39
Columbus Dispatch. The .......................... 96
Cosmopolitan, Tbe .................................... 18
Crowell Publishing Co............................... 12
Crain's Market Data Book ...................... 72

Dairymen's League News ........................ 60
Donne & Co.. Ltd., A. J.............................. «2
Des Mnines Register & Tribune. The.. 35
Detroit Times ............................................... 49
Dill & Collins Co........................................... 67

[<d
Economist Group, The .............................. 37
Einsoii & Freeman Co.................................. 61
Empire Hotel ............................................... 82
Empire State Engraving ............................ 53

[/]
Flextime Co............................................... 87
Forum .............   8i

Ga* AgEleco-d ......................................... 68
G;i, Sialion Tonili. .................................... 89
Gibbon,. Ltd.. .1. J........................................ 39
Gulfporl Daily Herald. The ................. 86

IgeGtrocm Co.. The .1................................... 01
Indianapolis New*.. 1 be ........................... I
Industrial Power ........................................  71
Iron Trade Re\iew ................................ 99

EG
Jewelers’ Circular. The ............................ 82

EG
Lihwtv ..........................................................58-59
Life ................................................................ 9
Lillibridge. Inc.. Ray D............................ 47-48
Literary Digest. The ................................ 83

E"G
Market Place ............................................... 84
Marx-Harsheim Co., The ........................ 64
McClure's Magazine ................................... 92
McGraw-Hill Book Co^ Inc.......................51
McGraw-Hill Co.. Inc. ............................ 62-63
Morgenthaler Linotype Co......................... 69
Milwaukee Journal. The .......................... 43

[n]
National Outdoor Advertising Bureau.. 75
National Register Publishing Co.............. 72
Needier raft Magazine .............................. 51
Neil House ................................................... 82
Newcombe & Co.. Inc.. James F...............73
New York Daily News, The................... 61
New Yorker. The .......................................6-7
Nugents (The Garment Weekly) ......... 52

[o]
Oil Trade Journal ....................................... 78

Ep]
Peoples Home Journal .............................. 55
Photoplay Magazine ................................  41
Pillsford Co.« Ben C....................................  78
Power Plan! Engineering ........................ 86
Powers-House Co., The ............................ 46

[Q]
Quality Group, The ................................... 45

Ed
Richards Co.. Inc., Joseph ..................... 3
Robbins Publishing Co................................ 68
Roche Advertising Co.................................. 79

EG
Shoe & Leather Reporter ........................ 72
Simmons-Boardman Pub. Co...................... 33

EG
Thompson Co., J. ÄS aller ........................ 50
Topeka Daily Capital .............................. 72

[w]
West Vil. I’ldp A Paper Go.

Insert Bet. 50-51 

Again let me illustrate the growth of 
democracy: Thirty years ago the elec
tric light shone only in the proud 
windows of the rich. Now electricity 
has been democratized, and light, heat, 
and power go into the homes of the 
workers. There is no distinction be
tween the light of the poor man’s 
cottage and the light of the rich man’s 
house, either in the rate one pays or 
the character of the illumination. We 
have democratized electricity as we 
have democratized the automobile. 
We are democratizing the radio as we 
have democratized the phonograph and 
the telephone. Our politicians have 
had very little to do with it. They 
will have little to do with the forces 
which are about to extend democracy 
further and further into our lives. 
And we who sell service, whether it 
be light in the form in which you sell 
it, or light in the form in which I sell 
it, should welcome this democracy’ and 
not fear the chatter of the politicians.

One fine thing the British strike has 
done; it has laid forever the fear of 
bolshevism. Prattle about communism 
is idle in a civilization where there 
is a dominant middle class, where 
democracy has genuinely taken hold of 
the life of the people. For nine days 
England stood firm. Why? Because 
the economic distribution of this 
world’s goods was so equitable; every 
man had such a fair share of the 
things of this world.

We who are selling service are the dis
tributors of democracy. It is the man 
who sells service, the man wht> makes 
well and distributes cheaply the ma
terial things of this civilization—that 
man is the guardian of our institutions. 
America is safe and sound. America 
is impregnable to the assaults of the 
discontented because America, by some 
inner commercial prescience, some deep 
economic intuition, sees that a great 
majority of her people enjoy the bless
ings of this marvellous civilization 
which American genius creates.

Ideas for Orders
[CONTINUED from page 241 

facturing plants were faced with the 
problem of maintaining production in 
spite of an obvious labor shortage. 
The problem was a real one and caused 
much concern on the part of those who 
employed many hands to do the manual 
tasks necessary to keep the wheels of 
output turning.

Into this situation came the Jeffrey 
Manufacturing Company, of Columbus, 
Ohio, builders of automatic material 
handling equipment. Realizing that 
the installation of their equipment 
would help solve the problem of labor 
shortage, this company brought a real 
idea to industry at a time when in
dustry needed help. Secretary Hoover’s 
department in Washington was then 
engaged in spreading throughout in
dustry a program dealing with stand
ardization and conservation of labor, 
and using this educational program as



June 2, 1926 ADVERTISING AND SELLING

a backing, Jeffrey started an intensive 
advertising campaign to interest indus
try in a big idea. Their material hand
ling equipment was only incidental to 
the main thought, which was to give in
dustry the idea that despite the promised 
shortage of men, its tasks might still be 
carried on with economy and profit.

SO certain was the Jeffrey Company 
that their idea was of real value to 

industry, that the advertising copy in its 
preliminary stages was taken to AVash- 
ington and submitted to the direct 
representative of Secretary Hoover, 
who was in charge of this particular 
branch of educational work being car
ried on by the Government. The copy 
was approved and complimented upon 
as being of direct assistance in the 
program, and permission was secured 
to incorporate a picture of the Capitol 
hooked up to a brief statement that the 
adoption of material handling equip
ment was a step approved by Secretary 
Hoover. Thus the tie-up was complete 
and industry received an idea from a 
manufacturer backed by Government 
approval. Let me repeat that industry 
uses a buying yardstick entirely differ
ent from the standard of measurement 
used by the private consumer. The 
tools which industry uses in its work 
are looked upon simply as mediums 
through which certain results can be 
accomplished, hence ideas that sell 
these tools must be linked strongly to 
the things they will accomplish, figured 
in terms of new sales outlets, perform
ance and results. In the privacy of 
his home a man may take pride in the 
ownership of an object of art, but the 
lathe which is placed in a machine shop 
instills no pride other than is found in 
the work it does and the dollars it 
earns. Successful selling to industry 
clings to this truth and never lets go.

That this seeming lack of interest 
in the industrial product itself is often 
carried to extremes is shown in the 
case of the salesman who brought a 
new idea to a certain large manufac
turer concerning the methods used by 
the plant for generating power to run 
the machinery and heat the buildings. 
The entire presentation was built 
around greater fuel economy and less 
labor in the boiler room. Guarantees 
of savings were submitted and the idea 
was presented that out of these as
sured savings the manufacturer could 
build an addition to his plant to take 
care of expansion. So logically were 
the arguments presented and so attrac
tive was the thought of the new build
ing, that it was only toward the close 
of the conference that the salesman 
was asked what specific changes he 
proposed making. The fact that auto
matic stokers were to be substituted in 
place of hand-firing methods was al
most a detail. It was the idea of the 
new building, erected out of the sav
ings that was swapped for the order.

Summed up, a manufacturer can 
take from industry in proportion to 
what he gives in exchange, not com
binations of iron and steel formed into 
products, but ideas to direct them.

The Magazine of a 
Great New Fast 
Turning Market

What the 
Filling Station 
Buys and Sells 
in Addition to 
Qasoline, Oil 
and Equipment:

ANEW market for practically all kinds of 
merchandise! A great, thriving, virgin 

sales outlet! An entirely new and wide' 
awake class of merchants have almost oven 
night become a real factor in sales!
Trade follows the people. That’s why the 
gasoline filling station has become the trading 
post of the highway and why every far
sighted sales executive is showing such keen 
interest in this new merchant — the filling 
station owner.

Foodstuffs 
Soft Drinks 
Cigars and

Tobacco 
Candy and Gum 
Toilet Goods 
Camerasand Films 
Sporting Goods 
Automobile

Accessories 
Tires and Tubes 
Household Goods 
General

PJerchandise

Let us tell you what this new market offers 
for your product and how you can reach 
25,000 of these new merchants without waste 
through the pages of Gas Station Topics.
As a retailer of gasoline, oil, and accessories, 
the filling station owner is a better merchant 
than ever before — as a big sales factor in the 
distribution of general merchandise the fill
ing station is growing by leaps and bounds.

Write today for sample copy
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Issue of June 2, 1926

The NEWS DIGEST
A complete digest of the news of advertising and selling is here compiled 
for quick and convenient reference 5^ The Editor will be glad to receive 
items of news for inclusion in this department Address Advertising 
and Selling, Number Nine East Thirty-eighth Street, New York City

CHANGES IN PERSONNEL
Name Farmer Company and Position Now Associated IFith Position
F. H. Hilson................. H. K. McCann Co., New York,.................. “Household Magazine,” Topeka. K.m>.Promotion

Space Buyer
R. P. Willigan............. H. K. McCann Co., New York..................1. A. Klein, New York.......................... Representative

Ass’t Space Buyer
Bates Compton..............H. K. McCann Co., New York......................Same Company........................................Will take care of space bin

ing for the present.
W. S. Ashby................. Western Clock Co., La Salle, III..............Resigned

Adv. Mgr.
L. B. Richards............. Western Clock Co., La Salle, Hl.................. Same Company........................................ Adv. Mgr.

Representative
Thomas R. Gowenlock. H. W. Kastor & Sons, Inc., Chicago...........  Kling-Gibson Co., Chicago.................Pice-Pres. & Genl Mgr.

; Copy Chief
E. R. McBride..............Frank Presbrey Co., Pittsburgh..................Barker, Duff & Morris, Pittsburgh...Copy Staff

Copy Staff
M. H. Arends................“New York Commercial”...........................National Farm News, and Fellow-.... Adv. Mgr.

Charge Food Dept. ship Forum, Washington, D. C.
Fergus Mead ............... The American Appraisal Co., Milwaukee..The Buchen Co., Chicago.................. Staff

Director of Publicity
Brian Townend ..........Hiffe & Son, Coventry, England................Cadillac Motor Car Co., Detroit.........Adv. Staff

Adv. Staff
John R. Lee................. Dodge Bros., Inc., Detroit........................... Same Company ......................................Genl Sales Mgr.

Ass’t Genl Sales Mgr.
paul M. Hollister........Barton, Durstine & Osborn, Inc., Boston.. Same Company ..................................... :Yetc York Office, Sept. 1

New England Manager
Allyn B. Maclntire.... Barton, Durstine & Oshorn, Inc., N. Y...Same Company, Boston..................... Veic England Mgr., Sept 1

Acc t Exec.
John Clayton ............. Buckley, Dement & Co., Chicago.............. District of Columbia Paper Mfg. Co.. Adv. Mgr.

Washington, D. C.
Ruth de Forest Lamb.. Ruthrauff & Ryan, New York, Copy Dept. .The G. Lynn Sumner Co., Inc., N. Y.Copy Dept.
John H. Lemmon..........Henri, Hurst & McDonald, Chicago.......... Klau-Van Pietersom • Dunlap • Young

Copy Dept........... green, Inc., Milwaukee.....................Staff
Jerome B. Taft............. The Richard A. Foley Adv. Agcy., Inc.,Joseph Richards Co., New York.........Charge of Sales 

New York, Acc’t. Executive
R. E. Hutchinson......... N. W. Ayer & Son, Chicago.......................... American Legion Monthly, Chicago.. Representative
W. M. Williamson....... Calkins & Holden, Inc., New York........... Carl Percy, Inc., New York................Ass’t Production Mgr.

Production Dept.
Richard R. Harris........Pittsburgh Steel Products Co.,...................Pittsburgh Steel Co., Pittsburgh.... Genl Sales Mgr. for entity

Genl Sales Mgr. . company
Howard E. Jones........The Nat'I Trade Extension Bureau of.... “Sheet Metal Worker,” New York. ..Editor, effective July 1 

the Plumbing & Heating Industries 
Evansville, Director. Sales-Help Seri ice

J. L. S. Scrymgeour... .Ford Motor Co., of Canada, Pub. Writer C. C. Winningham, Inc., Detroit.... Publicity and Copy If ritei 
Elizabeth Nash............. Robinson Cohen Co., Detroit......................C. C. Winningham, Itic., Detroit... .Copy Writer

Ass’t Adv. Mgr.
M. L. Crowther........... “Oklahoma News,” Oklahoma City........... “Capper's Farmer,” New York Adv. Mgr.

Business Mgr.
Charles E. Sweet......... “Kansas Farmer,” Topeka, Kansas........... The Capper Publications, Kansas.... Ass’t Adv. Director

Adv. Mgr.
Roy R. Moore............... “Petroleum Age,” Chicago, Editor............ “Kansas Farmer,” Topeka, Kansas... Adv. Mgr.
W. Telford...................A. McKim, Ltd., Montreal, Order Dept.... Same Company........................................Mgr., Contract Dept.
Walter R. Brown......... Billings-Chapin Co., Cleveland.................... John S. King Co., Inc., Cleveland.. .Staff

Ass’t Adv. Mgr.
F. M. Tibbitts............... “Dairymen’s League News,” New York... “The American Girl,” New York.... Business Mgr. 

Business Mgr.
R. W. Anderson........... Finley H. Greene Adv. Ag’cy, Buffalo.... The Kriehbaum-Liggett Co., Cleveland.Production Dept.
Albert A. Scheg........... “Oil Bulletin,” Los Angeles, Adv. Mgr.... “California Oil World,” Los Angeles. Gen’l Mgr.
Charles W. Flanigan...]. A. Klein, New York................................ “New York Evening Journal”............. Nat’I .Adv. Dept.

Representative
Lehman Hisey............. Standard Oil Co. of California.................. “The Christian Science Monitor,”... Adv. Staff

Representative Paris, France
Deane Moffat Linton..O-Cedar Corp., Chicago, III.........................The Geyer-Dayton Co., Dayton, 0...

Adv. and Sales Director
Charles W. Curran.... Henri, Hurst & McDonald, Chicago..........The Geyer-Dayton Co., Dayton, 0.. .Acc’t Executive
Charles T. Mutchner. .Rotospeed Co., Dayton, Ohio.....................The Geyer-Dayton Co., Dayton, 0... Publicity Dept.

Sales and Adv. Mgr.
Harry E. Burns........... Russell Gress Organization, Orlando, Fla.. Carl J. Balliett, Inc., Orlando, Fla.. .Plan and Copy Chief 

Adv. Mgr.
Edward T. Slackford. .Marion Steam Shovel Co., Marion, Ohio.. The Buchen Co., Chicago...................Copy and Research Dept.

Adv. Mgr. .
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The ^Magazine of fonia iicilj

-A FOREWORD by the Editor Reprinted 
Here Because It Tells So Well The New 

Purpose of this New-Old Magazine
^■irthur AUKeogh, Editor of the new McQurPs. Air. 
Aie Keogh was formerly editor of the Cosmopolitan Book 
Corporation and, before that, Associate Editor of the 

Saturday Evening'Post.

"Iam Old and I am Young”

I AM old and I am young.
1 appear today for the first 

time as you see me, yet I have 
matured during three decades 
in the swift development of 
American life.

I have seen great wars;kings 
dethroned; and peasants up
lifted; miracles of invention; 
civic upheavels;vast industrial 
enterprises in ruin and in re
surrection.

Marconi knows me. And 
Edison. TheWrights launched 
their feeble planes as I hailed 
their courage. 1 saluted Ber
tillon and Montessori. Rocke
feller in his might felt the 
power of my voice. Long ago 
Ford tinkered, and I was there.

Yet 1 am young again 
striding out upon unbeaten 
roads, sailing uncharted, 
glamorous seas.

Comedy and tragedy, mys
tery and adventure, sentiment 
and love— these are my es
corts. Ahead lies all romance 
- my goal. I set out in search 
of it

I am the new McCLURE’S.

Young America goes with 
me. Because youth and ro
mance are two words with the 
same meaning.

But my friends are the older 
ones, as well. If all the world 
loves a lover, all the world is 
my friend. And 1 shall capture 
the warmth of impetuous 
youth for slackening age to 
relive. ,

In the past, illustrious story 
tellers have been my inspira
tion. Rudyard Kipling, Conan 
Doyle, Anthony Hope built 
their fame on this continent 
in these pages that you finger. 
O.Henry,Jack London, Booth 
Tarkington, and Rex Beach 
were unknown when it was 
my good fortune to find them.

Now, as then, I seek young 
talent, young ambition, young 
ideals.

With youth to guide me, I 
shall reflect all modern life for 
you. And youth is contentwith 
nothing but the newest.

The galleon that was em
bossed boldly upon an older 
horizon becomes the sleek

express yacht against a con
temporary sky. The feasts of 
imperial Rome are the revels 
of Broadway’s night cluhs. 
Homer’s lyre is Whiteman’s 
saxophone.

Yet underneath the altered 
forms of life, whether they be 
decried or approved, the 
honest splendor of love is un
changed and unchangeable.

Moonlight can be just as 
magic at 42nd Street and 
Broadway, or in the lanes of a 
small modern town, as ever it 
was above the old Venetian 
canals.

And so, with honesty of 
purpose, I shall tell you about 
yourselvesasyoulike to be told.

Not from any pulpit. Not 
through pretentious cam
paigns. Not with any slogan 
to put the cosmos on its 1 cel.

But romantically — so tlat 
your imagination, the life bicod 
of the mind, may picture } ou 
to yourself as you would like 
to be. And thus you will be 
entertained.

THE EDITOR.

'The new ^McClure's it published by International Publications, Inc., at 119 II "est 40tb Street, New York: the 
rates are $1.10 a line; $450 a page. This is bated on a guaranteed net paid A. B.C. circulation of 200.000. A 
copy will be mailed to any advertiser or advertising agent upon request. Write to R. E. Berlin, Business Manager.
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gg -The NEWS DIGEST - ^7^
CHANGES IN PERSONNEL (.Continued)

Name Former Company and Position Now Associate With Position
George E. Ingham. ..The Caples Co., Chicago, Five Pres...........H. E. Lesan Co., Chicago.............. . ... Vice-Pres. and Mgr.
Stanley C. Speer..........‘"Milwaukee Sentinel/’ Milwaukee..................“Milwaukee Sentinel/’ Milwaukee . .. Adv. Director

Nat* I Adv. Mgr.
\. W. Burnside.............“New York Morning Telegraph/*.................. Same Company..............................................Idv. Mgr.

Representative
Orsen Angell................. College of Emporia, Kansas......................... “Nation's Business/' Washington, D. C. Prom, and Research

Director of Adv.
P. J. Gray..........................“Telegraph-Gazette/’ Colorado Springs...Broadmoor Hotel, Colo. Spngs., Colo. Adv. Mgr.
F. A. Arnold................... Frank Seaman, Inc., New York.......................Resigned

Secy and Director
Greenville Talbott.... “New York Sun.” Publicity Mgr................... “The Fourth Estate,” New Yrork..........Associate Editor
Oliver E. Everett...........“Dairymen's League News/’New Y ork. ... “McCall’s Magazine,” New York..........Ass't Pro. Mgr.

Adv. Mgr.
John Pierre Roche.... McJunkin Adv. Co., Chicago, l ice Pres.. . Roche Adv. Co., Chicago......................Pres.
S. 11. Giellemp............... George Batten Co., New' York.......................Sackheim & Scherman, New York... Fice-Pres.

Acc't Executive
H. J. Koch ......................Dodge Bros., Inc., Detroit, Adv. Mgr..........Same Company ..........................................Director of Adv.
Samuel F. Melcher... .Wm. IL Rankin Co., Inc., New York.........Patterson- \ndress Co., Inc., N. Y....Copy Dept.
Ralph A. Meade...........Sonora Phono. Co., New York, Adv. Mgr.Henry Decker, Ltd., New York............4ccount Executive
E. W. Brewer..................II. W. Kastor & Sons Co., Chicago............... The Lamson Co.. Inc............................... Adv. Mgr.
H. Kenipner ..................“Lo-Hed” electric hoist division of...........Same Company .......................................... Sales Manager

American EngT'ng Co., Philadelphia
Sales and Adv. Promotion

Elinor English .............Hicks Adv. Ag'ey, Ine., New York, Sec*y. .Foote & Morgan, Inc., New York.... Copy Dept.
H. J. Griffin ................. Frank Presbrey Co., Ine., New Y ork Foote & Morgan. Inc., New Y ork. ... Production Dept.
W. R. Wriglr..................“Baltimore American/’ Adv. Director... .E. B. Knight, Ine.. Indianapolis..........Fice-Pres.
W. E. Kinnane............. “Chicago Tribune,” Adv. Dept...........The Van Allen Co., Chicago..................Acct Executive
Lester D. Morse...........W. L. Douglas Shoe Co., Brockton Same Company ............................. Adv. ¿Mgr.

Adv. Dept.
George B. Hendricks.. W. L. Douglas Shoe Co., Brockton.............Same Company ..........................................Director of Sales

Sales Mgr.
W. L. Dodd................... Commonwealth Shoe & Leather Co............ W. L. Douglas Shoe Co., Brockton.. Sales Mgr.

Brockton, Adv. Mgr. 
William LaVarre ......... "’New York Times,” Magazine Dept Mgr.“The World,” New YTork........................ Charge Rotogravure and

Advertising Dept.
H. T. Hand, Jr............... Doremus &’ Co., Boston................................... George Batten Co., Inc^ Boston........... Acc't Executive
W. A. Schreyer.............Dairymen’s League Co-operative Ass’n.. .“Dairymen’s League News,” N. Y.... Bus. Mgr.

New York, Tax & Insurance Dept.

CHANGES IN AGENCIES AND NEW ADVERTISING ACCOUNTS
Name Address Product Now Advertising Through
Midland Mfg. Co.......................................Sandusky, Ohio.................. Toys & Boats...........The Brotherton Co., Detroit
Homeland Co.............................................. New* York.............................Real Estate.............Street & Finney, New' York

The Scientific Heater Co....................... Cleveland ............................Garage Heater.....................Oliver M. Byerly, Cleveland
The J. H. Grayson Mfg Co...................Athens, Ohio....................... Rayglo Heaters...................Robbins & Pearson Co., Columbus, 0.
Wilmington Chamber of Commerce. .Wilmington. Del.............. Community ..........................H. E. Lesan Adv. Ag’ey, New York
The Automatic Movie Display Corp..New Y’ork............................Fitalux Automatic............ Critehfield & Co., New York

Proj. and Display Cab ..
The Studebaker Coqj. of America.. .South Bend. Ind.............. Automobiles ...................... Roche Adv. Co., Chicago
The Chero-Cola Co.................................. Columbus, Ga.................... Beverages ............................ Roche Adv. Co., Chicago
Kling Bros. & Co.. Inc..........................Chicago, Ill.........................Men's Clothing ................. Roche Adv. Co., Chicago
Central Commercial Co.......................Chicago, Ill..........................Silicate of Soda.................Roche Adv. Co., Chicago
Chicago Concrete Post Co.....................Chicago, Ill..........................Concrete Posts.....................Roche Adv. Co., Chicago
Robert Hagen Tailoring Co.................Cincinnati, Ohio.................Men's Clothing ................. M. L. Staadeker Adv. Ag’ey, Cincinnati, 0
The Laxaford Laboratories...................Cincinnati. Ohio................ Mfg. Chemists..................... M. L. Staadeker Adv. Ag’ey, Cincinnati, 0
The Grimes Radio Engineering Co..Staten Island, N. Y.........Radio .....................................Evans, Kip & Hackett, Ine., New York
Del-MarWa Eastern Shore Ass’n.........Salisbury, Md.....................Real Estate ............ H. E. Lesan Adv. Ag'ey, Inc., New York
Laminated Shim Co...............................Long Island City, N. Y. Fernay Shutters ...............Harry Varley, Ine., New York
Ponsell Floor Machine Co.....................New Yrork ............................Floor Polishing .................Sackheim & Scherman, Inc., New* Y’ork
The Style-Arch Shoe Co......................... Cincinnati, 0.........................W omen's Shoes ..................The Marx-Flarsheim Co., Cincinnati, Ohio
The R. B. Specialty Co....................... Cincinnati, 0.........................Radio Accessories............The Marx-Flarsheim Co., Cincinnati, Ohio
Imperial Underwear Co......................... Piqua. O..................................Men's Underwear............... The Marx-Flarsheim Co., Cincinnati, Ohio
The F. M. Paist Co..................................Philadelphia, Pa.................. Five Cent Confection. . Groesbcck-Hearn, Inc., New Y ork

“!T” 
United Artists’ Theatre Circuit. Inc.. New’ York .......................... Motion Pictures.................Albert Frank & Co., New’ York, (Financial

Campaign) 
The Scovill Mfg. Co.................................Waterbury, Conn.................Brass Goods & Metal.. Manternach Co., Hartford, Conn.

Specialties
Galey & Lord............................................. New Y’ork, N. Y'................ Distributor of Fabrics... George Batten Co.. Ine., New York
Edgar A. Murray Co.................................. Detroit, Mich.......................Insecticides .........................The Fred M. Randall Co., Detroit
*Arco Vacuum Corp.................................New York, N. Y’...................Arco-Wand Foe. Cleaners.Evans, Kip & Hackett, Inc., New York
Thomas Strahan Co.................................Chelsea, Mass..................... Wall Paper ......................... Lyddon & Hanford Co., New Y’ork

•A division of the American Radiator Co., New York, N. Y.
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NQ This advertisement
♦ *-*♦ is one of a series 

appearing as a full page iu 
The Enquirer. Each adver
tisement personalizes a Cin
cinnati suburb by describing 
the type of woman character
istic of that suburb; in each 
advertisement, too, The En
quirer’s coverage of the dis
trict is shown.

Mrs. Evanston... “ G. M.”

H
ER desk is no massive affair of glass- 

topped mahogany—just a slender
legged spinet creation, standing in a corner 
of the big living room. But what business 

is conducted from its dainty writing top!

For Mrs. Evanston is a real "General 
Manager.” No whirring factory does her 
bidding, but in that equally important 
province—the home—her generalship is 
famous. Quietly, smoothly, the affairs of 
each day are ordered.

Yet, like every efficient executive, Mrs. 
Evanston has time for many outside inter
ests. And like leaders in the outside busi
ness world, she is a regular reader of The 
Enquirer. Each morning finds this paper

on the spinet desk; each morning finds 
Mrs. Evanston reading it before she turns 
to household duties. And Mrs. Evanston 
is the rule, not the exception, in her com
munity—to the 997 residence buildings, 
747 Enquirers are delivered every day.

Is Mrs. Evanston’s conduct of her home 
and her purchases for it (running into hun
dreds of thousands of dollars every year) 
connected in any way with the newspaper 
she reads? Only Mrs. Evanston and the 
advertisers in The Enquirer can tell you. 
Suffice it that there is a market rich in 
profits for the advertiser who cultivates it 
—before, not after, the shopping trip— 
with the medium Mrs. Evanston prefers— 
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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CHANGES IN AGENCIES AND NEW ADVERTISING ACCOUNTS {Continued)
Name Address Product Now Advertising Through
Helheiu Stone Co.................................. New York. N. Y..............
Prince & Ripley.................................... New York, N. Y..............
Own-Yonr-Home Exposition............... Chicago, Ill.....................
Martin & Martin.................................... Chicago, Ill.....................
Cornell Wood Products Co.............. Chicago, Ill.....................
Auburn Rubber Co................................Auburn, Ind....................
Garrison Fire Detecting System. Inc.. New York, N. Y.............  
Brown Dnrrell Co................................. New York, N. Y..............
Robert S. Strauss & Co.........................Chicago ............................
The Graton & Knight Mfg. Co........... Worcester, Mass................. 
Maison Madeleine ................................Philadelphia, Pa .........
Blair Mfg. Co........................................Springfield, Mass...............
The United States Sand Paper Co.... Williamsport, Pa.............  
Lyon & Healy, Inc................................ Chicago ............................

I The Toga Towel Co.............................. Bethel, Conn.....................
Holyoke Silk Hosiery Co.....................Holyoke. Mass..................

Helbros ITatches ..........Lyddon & Hanford Co., New York 
Real Estate...................... IL E. Lesan Adv. Agcy., New York
Real Estate.......................H. E. Lesan Adv. Agcy., Chicago
Household Spec............... H. E. Lesan Adv. Agcy., Chicago 
Cornell H'ood Board.... IL E. Lesan Adv. Agcy., Chicago 
Ustikon Rubber Soles... H. E. Lesan Adv. Agcy., Chicago 
Fire Systems...................Evans, Kip & Hackett, Inc., New York
Hosiery and Underwear. Olmstead, Perrin & Leffingwell, Inc., N. Y 
Investment Securities.. .The Van Allen Co., Chicago 
Machinery Supplies....... Barrows, Richardson & Alley, Boston 
Beauty Preparations.... Mathewson & Sinclair, New York 
Lawn Mowers.................J. D. Bates Adv. Agcy., Springfield, Mass.
Sand Paper.......................Myers-Beeson-Golden, Inc., New York
Musical Instruments.... Aubrey & Moore, Chicago

(IFholesale Division) 
Bath Towels.....................The Manternaeh Co., Hartford, Conn.
Hosiery ................J. D. Bates Adv. Agcy., Springfield, Mass.

NEW PUBLICATIONS
Name Published by
'The Infants’ & Children’s Review”. .Haire Publishing Co. 
“Bean” ................................................... Beau Publishing Co..
“Roadside Profits” .............................. Lightner Pub. Corp.
“Gas Station Topics”.............................Gas Station Topics ..

Publishing Co.

Address First Issue Issuance Page Type Size
1170 Broadway, New York... .June 2......... Monthly 7x10
50 Church St., New York........Sept. 15............Monthly 7^x10
Chicago .......................................June I.......... Monthly
250 Park Ave., New York.__ .May 1............ Monthly 7x10

NEW ADVERTISING AGENCIES AND SERVICES, ETC.
I Bolland-McNary, Inc............. 570 Seventh Ave., New York..................... Advertising Agency. J. E. Bolland, Pres. & Sec’y

S. G. McNary, Jr., Vice-Pres. & Treas.
Hanford Ad-Check Bureau... 10 So. Second Ave., Mt. Vernon, N. Y... Monthly Newspaper Lineage of National Advertising
Roche Advertising Co............Stranss Bldg., Chicago..............................Advertising Agency ..John Pierre Roche, Pres.

Stewart Weston, Vice-Pres.
D. C. Plank, Treas.
M. F. Williamson, Sec’y

I PUBLICATION CHANGES AND APPOINTMENTS
“National Farm News,” Washington, D. C.. 

“United States Daily,” Washington, D. C... 

“Pacific Coast Undertaker,” San Francisco.. 
“American Legion Weekly,” Indianapolis..

Appoints, A. H. Billingslea, New York, Eastern Representative and J. C. Billingslea, 
Inc., Chicago, Western Representative.

Appoints, Robert S. Farley, New York, as Eastern Financial Advertising Represen
tative.

Name Changed to “Mortuary Management.”
Changed to Monthly, Effective July Issue.

MISCELLANEOUS
Lord & Thomas, Inc., and Thomas F. Logan,. .Have merged and all offices in the United States and... A. D. Lasker, Chairman of 

Inc. abroad will function as one company. Firm name will Board, T. F. Logan, Pres.
probably he Lord & Thomas & Logan, Inc.

Gayner, Inc., Los Angeles....................................Name changed to Gayner-Harris, Inc.................................. Walter, Gayner, Pres.;
. M. F. Harris, Vice-Pres.

The B. C. Forbes Publishing Co........................ New Office General Motors Bldg., Detroit..........................David O. Murray, Manager
C. C. Winningham Adv. Agcy., Detroit............. Name changed to C. C. Winningham, Inc....................... Officers and Board of Di

rectors:—C. C. Winning
ham, Pres, and Treas., 
Sidney Willis, Vice-Pres., 
Harold E. Middleton, 
Sec’y, Harold E. Murphy, 
and Fred M. Barrett.

Atlas Letter Service, Inc., Chicago.....................Name changed to Atlas-Robinson Co., Chicago.............. Joseph H. Robinson, Pres.,
Samuel J. Robinson, Vice
Pres.

C. E. Brinckerhoff, Advertising, Chicago......... New office Cleveland, Ohio.................................................... M. M. Wanderman, Manager
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Railroads and Steamship lines 1
(7dper/¡S’? regularly in /

Wie Wumbustepatch ../
F I 'HEY found and now know 

I that in 1925 The Dispatch 
carried 136,672 lines of Railroad 
and Steamship advertising—more 
than the other two Columbus papers 
combined — that 94 ( o or 100,
400 of its 106,451 daily readers is 
concentrated in 33 counties having 
a population of more than a mil
lion intelligent 93.2^ c American- 
born citizens—that the reader in
terest and responsiveness to such 
advertising far ex
ceeds their expecta
tions—that the Dis
patch is known and 
recognized as 
“Ohio’s Greatest 
Home Daily” and 
covers the great Cen
tral Ohio buying

OHIO
THE NATIONAL KEY STATE1’

RICH IN BUYING POWER 
DIVERSIFIED IN INDUSTRIES. 
6,000,000 POPULATION 
92^o AMERICAN BORN. 
ADVERTISINGLY RESPONSIVE

pow er completely and conclusively.
Railroad and Steamship adver

tisers have in Central Ohio the 
most fertile and responsive area per 
advertising dollar cost to be ob
tained. No media enjoys more 
wholehearted confidence, g o o d- 
will and impels greater buying im
pulse than this great Central Ohio 
Daily—The Columbus Dispatch. 
Obviously such advertisers desiring 
the greatest tangible results in the 

shortest possible time 
and at a cost in keep
ing with limited ap
propriations, natural
ly turn to The Dis
patch. Once it is used, 
it is ever after includ
ed on Railroad and 
Steamship schedules.

CLol umbus TJispirMi
HARVEY R. YOUNG. Advertising Director

O’MARA & ORMSBEE, II1C. I*«‘oplr* llitililinu 2KO Mini ¡-.on Aw, MoniHlnork Building Gmrrul Motor* Building
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♦ The NEWS DIGEST ♦ W
CHANGES IN ADDRESSES

Advertising Agencies and Services, Publications, etc.
Same Business Irani To
R. B. Newell Go............................ .............. Advertising Agency ...14 W. Washington St. Chicago... 58 E. Washington St., Chicago
The Brotherton Co.......................................Advertising Agency ...Cass Ave., at Willis, Detroit.............Cass Ave., at Grand Blvd., Detroit
Ingram-Richardson Mfg. Co............ Manufacturers ............... 227 Fulton St., New York............ 26 Cortlandt St.. New York
Associated Dress Industries of America. Mfrs. Ass'n.........................1328 Broadway, New York...............  570 Fifth Ave., New York
A. B. Leach & Co., Inc.............................. Investment Securities. .La Salle & Monroe Sts., Chicago.. 39 S. La Salle St., Chicago
The Hart Company.................................... Publishers .................... 360 N- Michigan Ave.. Chicago... 367 West Adams St., Chicago
Tracy-Parry Co., Inc.....................................Advertising Agency.... 3 17 Fifth Ave.. New York............. 330 Fifth Ave., New York

CONVENTION CALENDAR
Organization
Xssoeiated .Adv. Clubs of the World 
Associated Adv. Clubs (12th Di.-iric:) 
Financial Advertisers Xss'n.................  
Window Display Adv. Ass’n.................  
American Ass’n Adv. Agencies.............  
Direct Mail Adv. Ass’n I Eastern)....

Place Heeling
Philadelphia, Univ, of Penna.)... Annual
San Francisco ............................................. Annual
Detroit ........................................................ Annual
New York, (Pennsylvania Hotel).. Annual
To Be Decided at July Meeting...........Xnnual
Detroit. (Hotel Statler).......................... Annual

Date
......................................................June 19-21
......................................................July 5-8 
......................................................September 21-23
......................................................October 5-7 •
...................................................... October 13-14
...................................................... October 27-29



98 ADVERTISING AND SELLING June 2, 1926

and now—
The Revised News Digest

Complete, Accurate, Convenient
It fills a need that has long been felt; it condenses and 

classifies nil the news and places it at your finger tips in a 
single section—to be perused at a glance and to be filed at 
your leisure. A complete history of contemporary adver
tising in fortnightly installments, it makes other news 
sources superfluous and saves you the hours previously 
spent in thumbing through interminable, diversified publi
cation pages. Turn to page 91 and you have it complete. 
And if you are reading a borrowed copy, turn back to this 
page, sign the coupon below and mail it now.

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

Enter my subscription for one year and bill me for $3.00.

Name ............................................................... Company.........................................................

Address .......................................................... Position...................................................




