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The GREATEST of AU. Years
in the History of

THE CHICAGO DAILY NEWS
In 1926 The Chicago Daily News published:
—The greatest volume of advertising ever carried by a Chicago 
daily newspaper (21,811,512 agate lines), a gain of 1,328,204 lines 
over 1925.
—A larger volume of display advertising, a greater number of 
classified advertisements, than were printed by any other Chicago 
daily paper.
—A volume of department store advertising exceeding the totals 
of the next THREE daily papers combined.
In these facts there is a pertinent message from the advertisers of 1926 
to the advertisers of 1927—an unmistakable measure of the results 
obtained by advertisers in The Chicago Daily News.

Here is detailed testimony to the confidence of advertisers in The Chicago 
Daily News, as shown in the accompanying statement of Chicago depart
ment store advertising, representing as it does the verdict of Chicago's 
most exacting and experienced advertisers. It is decisive evidence for all 
advertisers.

Average Daily Net Paid Circulation for December, 1926, 426,885

THE CHICAGO DAILY NEWS
First in Chicago

Advertising
R epresentatives:

NEW YORK 
J. B. Woodward 
110 E. 42nd St.

CHICAGO 
Woodward & Kelly 

360 N. Michigan Ave.

DETROIT 
Woodward & Ridi y 
Fine Arts Building

SAN FRANCISCO
C. Geo. Krogness 

253 First National Bank Bldg

Published every other Wednesday by Advertising- Fortnightly. Ine., 9 Fast 38th St.. New York. N. Y, Subscription price $3.00 per
year. Volume 8. No. 7. Entered as second class matter May 7. 1923. at Post Ottico at New York under Act of March 3, 1879.
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-that lurk in your ¿MOTOR
• • • HEAT and FRICTION • • •

TfoFILMof
PROTECT ION

I

An advertisement prepared for the Tide Water Oil Sales Corporation

Advertising’s best sellers
The man in the street doesn’t get excited 

about philosophy, But call it “The Story of 
Philosophy.” people it with human, lively 
characters 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 adventurers, 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 popular 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 Protec
tion," write it as a mystery story, and you 
have—a best seller.

To interested executives we will gladly send 
notable examples of advertising that has suc
ceeded in lifting difficult subjects out of the 
welter of mediocrity, and has turned them into 
—best sellers.

Joseph Richards Company, Inc., 257 Park 
Avenue, New York City.

Richards
FACTS FIRST ♦ ♦ • -THEN ADVERTISING
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Eloquent
Figures

WE forgive you for being politely 
uninterested in what we say 
and think about ourselves.

But you cannot afford not to be in
terested in what other advertisers think 
and say about us.

They are people like yourself, fighting 
the same competitive battles, faced 
with the same burden of increased sales 
quotas and the Stern necessity of cut
ting sales and advertising coSts, battling 
for a brighter place in the sun ....

You are enormously interested in what 
they think of The Indianapolis News.
What we say is words, what they say 
is spoken with the voice of experience 
■—in dollars.

The Indianapolis News gained 901,419 
lines of national advertising in 1926 
over its outstanding volume of 1925. 
This was the largest gain of any news

paper, anywhere, in America, wTith the 
single exception of the New York 
Herald-Tribune. That’s what national 
advertisers think of The Indianapolis 
News!

The Indianapolis News published 
3,934,419 lines of national advertising 
last year, in its six issues a week, hun
dreds of thousands of lines more than 
all other Indianapolis newspapers com
bined, with their thirteen issues a week. 
That’s what national advertisers think 
of The News!

The chart above shows that their 
preference for The News has been years 
in building. Years of Steady, consistent 
growth. We would hesitate to call 
this remarkable preferment to your at
tention if it had happened only last 
year, or the year before. And we can 
tell you that this is a clean volume of 
clean advertising, with a good many 
thousands of lines of available copy 
ruled out, censored, because we didn’t 
want volume at the price of the clean
ness of our columns.

The figures speak for themselves— 
eloquently.

THE INDIANAPOLIS
\ew York, DAN A. CARROLL 

no East 42nd Street Frank T. Carroll, Advertising Director

NEWS
Chicago, J. E.'LUTZ 
The Tower Building
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Everybody’s Business
By Floyd JR. Parsons

S
EVER AL years ago, 
। when I lunched with 
Janvrin Browne, the 

exponent of long - range 
weather forecasting in 

Washington, I was tremen
dously impressed by the ap
parent possibilities of this 
new art which would mean 
so much to life and business 
generally if developed to a 
stage of practical depend
ability. The year we have 
now entered was set down 
as the danger year. It was 
to be a repetition of 1816, 
the so-called “Year With
out A Summer.”

As I have stated in previ
ous discussions, a year with
out a summer does not 
mean we will not have the 
usual hot spells. But what 
it does imply is that there 
will be abnormal periods 
accompanied by enough 
frost or freezing to ruin 

(c) Ewln? Galloway

growing crops. Such a season would make 1927 from 
every practical viewpoint a summerless year.

We have a time of maximum spots on the sun every 
11.2 years. There is another cycle which has to do 
with the movements of the moon around the Ecliptic. 
This latter cy-cle comes every eighteen and a half years. 
In this year of 1927, the two cycles coincide, which 
situation develops only once in about 55 years. In 
other words, we are now coming to the peak of five 
sunspot cycles and three Lunar Saros or moon cycles. 
It is this 55.8-year cycle that is said to have dated 
many of the greatest weather disturbances and crop 
failures in the history of the world.

Two times 55.8 years takes us back to 1816, which 
year appears to have come down in history as a time 
of bad weather and crop failures. In that memorable 
year, a violent snowstorm with low temperatures raged 
north of the Ohio and Potomac Rivers on June 18. 
In that same year the last week of June brought kill
ing frosts, and the night of July 4 witnessed freezing
temperatures.

Coming ahead 55.8-years from 1816, we reach the 
year 1872, which was also a time of unusually bad 
weather. Those who will refer back to press dispatches 
published the end of last November will find that 
navigation on the Great Lakes was practically closed 
at the Soo Canal on November 30. They will also find 
it recorded that this early closing established a record 
for all the years back to 1872.

L'p until the beginning of 1922, and extending back 
to 1912, we received more than the normal amount 
of heat from the sun. Since 1922 we have had a 
time of low solar radiations, causing our cold-water 
oceanic areas to expand rapidly, and ice to push south
ward. All of this combined with a greater tidal pull 
which tends to bring up the deeper and colder waters 
of the oceans is going to give us a cold and fairly dry 
year throughout the greater part of North America, 

states Janvrin Browne.
According to the annual 

report of the Red Cross, 
the year 1926 has estab
lished a new record as a 
disaster period. The report 
says, “All the terrible 
forces of the unbridled ele
ments—fire, wind and flood 
—have concentrated their 
fury for 12 months upon 
the North American Con
tinent.” The present year 
will be far more disastrous, 
say the long-distance weath
er forecasters.

The present winter began 
with the freeze of Septem
ber 23-26, which broke all 
September records by many 
degrees. Freezing tempera
tures appeared weekly in 
the Northwest during Octo
ber, and toward the end of 
the month extended South 
into New Mexico, Arizona 
and northern Texas. No

vember saw the greatest number of days of snowfall in 
the Northern part of the United States ever recorded. 
A severe blizzard developed during the week of No
vember 27, extending from Winnipeg to British Colum
bia. Christmas week disclosed the onset of extremely 
severe winter weather in Western Europe with almost 
unheard of snow at Lisbon. There was a light fall of 
snow at Los Angeles, hardly less a rarity, and heavy 
snows across the plains and as far South as Dallas, 
Texas.

We all noticed the newspaper stories of the low 
temperatures in Florida last week, where the thermom
eter got down as low as 36 even as far south as Miami.

Cool waves that are coming are scheduled approxi
mately as follows: February 3-8**, 9-13*, 15-20**, 
21-25**, February 27-March 3*.

The first date given establishes approximately the 
appearance of the cold wave in the North, and the sec
ond date denotes its disappearance in the South or 
East. The intensity of the cold is indicated by the 
number of stars.

Looking farther ahead, we are told to expect a cool 
wave that will come down from the Northwest about 
June 2 and sweep across the Corn Belt as far south 
as the Ohio and Potomac Rivers, reaching the Atlantic 
Seaboard by June 6 ot 7. It will be accompanied by 
freezing temperatures and perhaps by snow. Other 
frost periods are set for June 28 to July 2 and July 
7-11.

All of which is mighty interesting—if true. The 
U. S. Weather Bureau does not believe in the idea. 
Perhaps they are right. But if the accuracy of the 
forecasts is vindicated, even to a reasonable extent, 
it will not only be a feather in the caps of those who 
have staked their reputations, but it will attract atten
tion on the part of the Government and scientific folks 
generally to the possibilities that lie in more active 
research in this new and interesting meterological field.
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“Fear

Can See

Things

Underground"

said Don Quixote, three centuries ago. And it is true today.

Ignorance breeds fear.

The ice industry feared the electric refrigerator until it 
learned that there were untouched markets for ice which 
the electric refrigerator could not yet reach.

Dispelling the fear that comes through ignorance is part 
of the job Nation’s Business does. Its quarter million sub
scribers read it to broaden their business vision.

NEW YORK 
1400 Woolworth Bldg.

CHICAGO 
1016 Metropolitan Bldg.

CLEVELAND 
936 Keith Building

NATIONS 
BUSINESS

DETROIT 
3-141 General Motors Bldg.

ATLANTA 
704 Walton Building

SAN FRANCISCO 
710 Hearst Building

Merle Thorpe, Editor
Published Monthly at Washington by the Chamber of Commerce of the U. S.
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Addressed to
New York Advertising Agencies:

PROPOSITION NO. 1

If your gross billings are over $2,000,000 a year, 
you will be interested in this executive whose 
greatest asset is his demonstrated ability to in

crease agency profits.

PROPOSITION NO. 2

If you are a smaller but growing agency, you will 
welcome this executive as a seasoned copy and 

contact man who can bring you both his sen ices 

and capital, if necessary.

At present General Manager of a prominent 

4 A Agency.

Address Box Number 442

ADVERTISING AND SELLING
9 EAST 38th STREET 

New York City
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Spend your winter
Amongst Flowers and Sunshine

Why not go where Spring lives... a few radiant weeks ... at no greater cost than staying at home

TIRED of winter’s cold? ’’The Longest Gang
plank in the World” will take you to flowery 
lands of magic and delight. The moment you 

step aboard you are in France. That inimitable
cuisine—that gracious service—the brilliancy of 
life aboard. It is the very atmosphere of Paris 
■—at once! Take one of the de luxe French 
Liners.

PARIS, February yth—FRANCE, February 19th 

calling first at Plymouth, England, then Havre— 
the port of Paris—in six days. No transferring 
to tenders—down the gangplank—to the special 
waiting express—Paris in three hours. Overnight 
—the Riviera—a pageant of floral splendour and 
social distinction.

West Indies Cruise
Or another golden voyage—to the sun 
drenched Caribbean-—rainbow islands 
—ports of call whose names are magic 
■—the olden haunts of buccaneers. 
The S. S. Lafayette sails February 5th. 
Thirty radiant days. Minimum fare 
—all shore expenses—$325.

North African Motor Tours
And then—one day across the Medi
terranean—North Africa—glamour
ous—exotic—flaming barbaric colour 
in the sun—or mystic moon-pale 
beauty. 57 days—de luxe trip—Medi
terranean crossing—private automo
bile—all hotel expenses—$1350. Ten 
day itinerary—$120.

Four One-Class Cabin Liners direct to Havre, the port of Paris. . . . New 
York-Vigo-Bordeaux Service, three Liners to Southern France and Spain.

Our illustrated booklets are a trip in themselves

‘jfaeaeh. Jine
INFORMATION FROM ANY FRENCH LINE AGENT OR RECOGNIZED TOURIST OFFICE, 

OR WRITE DIRECT TO 19 STATE STREET, NEW YORK CITY
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COUNSEL ON PUBLIC RELATIONS

—A Definition

What is a counsel on public relations 
and what are his relations to the press 
of this country and to advertising?

These two questions are asked so often that we desire to answer them
in Advertising and Selling

A COUNSEL on public relations directs, 
advises upon and supervises those ac

tivities of his client which affect or interest 
the public. He interprets the client to the 
public and the public to his client.

He concerns himself with every contact 
with the public wherever and whenever it 
may arise. He creates circumstances and 
events in advising a client upon his public 
activities. And he disseminates information 
about circumstances in helping his client to 
make his case known to his public.

Essentially he is a special pleader before 
the court of public opinion.

He uses every method of approach to the 
public mind—the printed word, the spoken 
word, the photograph, the motion-picture. 
In respect to the advertising agency, the 
counsel on public relations works with it in 
the solution of the client’s problems. He is 
often called upon by the agency itself to sup
plement its direct selling effort by a broader

and more general moulding of public opinion 
in favor of the individual product. Often 
through his efforts, a new field for advertis
ing is created.

As a creator of events and a bureau of in
formation for his client. he frequently sup
plies the press with information or expres
sions of opinion, labeled as to point of origin. 
His news is naturally given its place in any 
fair competition for news space at that par
ticular moment.

In his capacity as a crystallizer of public 
opinion, he is building public acceptance for 
an idea or product. This usually leads to ex
ploitation through advertising and all the 
other modem methods used to advance a 
cause.

His work is comparable to that of any 
special counsel in the highly organized soci
ety of today—the lawyer, the engineer, the 
accountant.

High ethical standards are imposed upon

him by his work. He owes the maintenance 
of these standards to his client, to the public, 
to the medium he deals through and to him
self.

The value and importance of a favorable 
public opinion towards a basically sound 
product or idea are universally recognized at 
the present time by the heads of large enter
prises of all kinds. To supervise this branch 
of any enterprise an expert in public opinion 
is retained. Organizations as varied as na
tions, governmental departments, educa
tional institutions, scientific foundations, 
insurance companies, real estate develop
ments, art galleries, food corporations, silk 
manufacturers, soap companies recognize the 
value of regular, continuous service of this 
kind.

''Contact," a publication, is published by 
us from time to time in the interest of fur
thering an understanding of public relations 
and the working of public opinion. It will 
be sent to you free upon request.

Edward L. Bernays 
9 East 46th Street 
New York, N. Y.
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Thefi rst tabulation of the number of homes -with 
telephones. Ask for it on your business letterhead

For fixing sales quotas and making advertising plans, the distribution of 
residence telephones is useful. Not until now, however, has it been pos
sible to obtain telephone statistics for all cities and towns. After long
continued effort, The Digest has gathered and compiled them and pre
sents them in

The Tord of Telephone Manor
1927 Edition, containing detailed statistics of residence telephones in the 
U.S. With illustrative charts by Walter D. Teague. Designed and printed 
by Currier & Harford, Limited.

Those who have genuine need for this book can obtain copies, without 
charge, by writing for it on their business stationery.

THE LITERARY DIGEST
354 FOURTH AVENUE, NEW YORK CITY
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The Doctor’s Own Prescription
{Another Advertisement to Publishers')

THERE was once a publisher 
who had built up a group of 
magazines so ably edited that 
the readers believed implicitly what 

they read in the editorial columns.
As a result, the manufacturers who 
advertised in those magazines re
ceived wonderful returns. The read
ers naturally had faith in the ad
vertisements.
This publisher, therefore, “believed” 
in advertising—for others. But he 
didn’t believe in “wasting money” by 
telling about his own products— this 
group of magazines—in the “adver
tising papers.” The way to get busi
ness for those magazines, thought he,

was to send solicitors to call on pro
spective buyers of space.
And of course that is the way to get 
business. It is done by the manufac
turers who advertise in their own 
magazines. But, besides sending out 
salesmen, they also advertise. Why? 
You, as a publisher, can answer that 
question- —for your advertisers.
Why not for yourself?
Y ou prescribe advertising for them 
— to help their salesmen. Why not 
prescribe it for yourself— to help 
your salesmen?
For heaven’s sake don’t say your 
business “is different.”
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A ?^few Service 
in the sale and distribution of 

Cantine’s Coated Papers
A sales service on the same high plane of merit as Cantine Papers themselves! 

'JL An ideal, it is true: but one now possible of attainment through the plan of 
distribution we have recently put into operation.
Present-day practices in producing printed matter necessitate an efficiency of 
service from the paper manufacturer and dealer not even dreamed of a decade ago. 
The tremendous advances still being made by the printing industry call for the 
closest possible cooperation with it from those who furnish the basic raw material 
and foundation of all printed matter -paper.
The following are now servicing complete stocks of our various papers. They can 
be looked to at all times, with confidence, for your coated paper requirements —and 
will meet them with promptness and complete satisfaction.

NEW YORK CITY
Baldwin Paper Company, Inc.
Beekman Paper & Card Company, Inc.
Bulkley Dunton 6^ Company
Clement €/ Stockwell, Inc.
Empire Sta te Pa per Corporation
Forest Paper Co., Inc.
Manhattan Card Paper Company 
Marquardt, Blake & Decker Company 
Geo. W. Millar Company, Inc.
Holden and Hawley, Inc., Division
Miller bf Wright Paper Company
A. W. Pohlman Paper Company, Inc.
Paul E. Vernon & Company
Vernon Brcs. & Company
Wm. G. Willmann Paper Company, Inc.

NEW YORK STATE
Albany Hudson Valley Paper Company 

W. H. Smith Corporation
Buffalo R. H. Thompson Company
Rochester R. M. Myers & Company
Syracuse J. & F. B. Garrett Company 
Troy Troy Paper Company

MASSACHUSETTS
Boston Carter Rice Company

Charles A. Estey Paper Company
Holyoke Judd Paper Company

Plymouth Paper Company
Springfield Meek-Whitney, Inc.
Worcester Charles A. Estey Paper Company

CONNECTICUT
Bridgeport The C. E. Dartt Company
Hartford Rourke-Eno Paper Company
New Haven New Haven Paper Company

Chatfield Paper Company
RHODE ISLAND

Providence R. L. Greene Paper Company
PENNSYLVANIA

Harrisburg Donaldson Paper Company 
Philadelphia Wilcox-Walter-Furlong Paper Co.

Curtis & Bro., Inc.
Scranton Megargee Brothers

MARYLAND
Baltimore Reese and Reese

O. F. H. Warner & Company

DISTRICT OF COLUMBIA
Washington R. P. Andrews Paper Company

OHIO
Cleveland Central Ohio Paper Company
Columbus Central Ohio Paper Company
Toledo Central Ohio Paper Company

ILLINOIS
Chicago Felsenhcld & Daniels Paper Company 

Forsythe Paper Company 
Import Paper Company 

The Blunden-Lyon Company 
W. E. Wroe & Company

CALIFORNIA
Los Angeles Western Pacific Paper Company 
San Francisco General Paper Company

WASHINGTON
Standard Paper Company

The Martin Cantine Company, Saugerties, N. Y. 
Since 1888 manufacturers of fine coated papers exclusively 

New York Office - - - - 501 Fifth Avenue

NOTE Distinguished awards are made, four times a year, to the producers of 
the finest work on any Cantine paper. To enter these contests, send speci' 
mens of your production to our Dept. 333. Cantine Sample book on request.

COATED 
PAPERS

Canfold Ashokan Esopus Velvetone Litho CIS
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For the thirty-third consecutive year 
The Globe leads all other 

Boston papers in total advertising

The Globe's supremacy in Boston is 
clearly shown by these lineage figures 
of the 3 leading newspapers for the 
complete year 1926:—

H
ERE is a record to be proud of! For 1926—a 
banner year for all Boston newspapers—shows 

the amazing total of 16,277,042 lines placed in the 
Globe.

What better tribute of confidence in a clean, im
partial newspaper than this!

How has the Globe been able to maintain for 33

The Globe’s lead

The Globe
16,277,042 lines

Paper B
16,075,653 lines

Paper C
12,640,354 lines

years such a commanding position as an advertising 
medium? There is only one answer—results.

First in department store 
advertising

In 1926 the department stores—Bos
ton’s keenest merchandisers—bought 
more space in the Globe than in any 
other Boston newspaper. The Globe 
carried 4,296,120 lines, 1,198,152 lines 
more than any other newspaper.

First in automotive advertising 
In 1926 the Globe carried 2,324,505 
lines of automotive and accessory 
advertising, 667,376 lines more than 
any other newspaper. An analysis 
of these figures shows that the Globe 
leads in both display and classified 
as well as total.

First in House Furnishings
The Globe’s strength as a home news
paper is shown by its advertising vol
ume in Furniture and House Furnish
ings, which includes all appliances for 
the home. Here the Globe in 1926 
carried 1,169,001 lines; 151,732 lines 
more than in any other newspaper.

These figures speak for themselves. 
They tell the story of numerous mer
chandising successes in the Boston 
territory during 1926—and for all 
concerned they give promise of an 
even more successful 1927.

201,389 lines

The Boston Globe
Ç[he Qlobe sells Boston^

Audited Net Paid Circulation for Year ending March 31, 1926 . . • Daily 278,988 . . . Sunday 325,324
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A Test of
GOOD WILL

Good Will
and Good Business naturally go together. A simple way 
in which advertisers can test Good Will.

THAT one business or 
product should possess 

Good Will in greater degree 
than others in the same line 
is seldom or never the out
come of chance or circum
stance.

Rather it is because the more 
successful business is more 
exacting in its application 
of these two necessary prin
ciples of Good Business:

A Year of Good Will
1926 Record of Advertising 
in the Six Leading Women’s 

Publications.
(In this tabulation Good 
Housekeeping is No. 1)

Total* Number*
Magazine Accounts of Pages

No. 1 752 1833
No. 2 562 1551
No. 3 453 983 V,
No. 4 271 469 7,
No. 5 466 677 7 4
No. 6 412 63411 17

“Exclusive of school advertising.

(1) The building of a sound, 
wholly reliable product 
that fully meets the needs 
and demands of the market.

(2) The constant maintenance 
of quality to hold friends 
once made while adding 
continuously to their 
number.

Good Housekeeping is a busi
ness, too, and has been guided 
by these commonsense prin
ciples in developing its ov\n 
Good Will. How successful 
Good Housekeeping has been 
in winning the Good Will of 
its million and a quarter readers

GOOD HOUSEKEEPING

is shown by the attendant 
Good Will of advertisers in 
Good Housekeeping. For 
more pages of advertising are 
profitably used by more ad
vertisers inGood Housekeep
ing than in any other leading 
woman’s publication.

To discover how’ general is 
this Good Will, to w hat ex
tent advertisers can expect 
to profit by it, merely ask 
any woman whose opinion 
you respect, wrhose home 

you admire: 'What good 
does Good Housekeeping 
do you? ”

Thus simply can be tested 
Good Housekeeping’s ability 
to mold the buying opinion of 
those discriminating women in 
every community whose influ
ence is felt most.

BOSTON CHICAGO NEW YORK SAN FRANCISCO This is the tenth in a series.
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‘Who is -------------------------
Adam Periwinkle—the Author?”

Not that you are necessarily a “Lion Worshipper” or “Hero Hound” 
for wanting to know, but merely because you will read more com
prehensively when you understand the author’s identity, calling and 
personal interest.

THE ATLANTIC MONTHLY
Recognizing this highly human trait among its readers, inaugurated 
years ago “The Contributors Column” by which Atlantic readers are 
introduced to Atlantic authors, thus stimulating reader interest to 
the highest degree. That other publications have copied this feature 
since, only stresses The Atlantic’s foresight in introducing it several 
years in advance of contemporary publications.
Such editorial leadership accounts for The Atlantic’s advertising 
leadership in the monthly magazine field.

May we submit further data and rates?

THE ATLANTIC MONTHLY
A Quality Group Magazine

8 ARLINGTON STREET BOSTON, MASS.
Circulation 110,000 net paid (ABC) — Rebate-backed — Guaranteed
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WHEN the mail docs not bring 
orders, inquiries or whatever 
it is that the advertiser has hoped 

to gain from his campaign, he very 
often vents his quite understand
able spleen on his advertising. His 
cry is, “What Is Wrong with My 
Advertising?” and in this issue, 
using the plaintive question as the. 
title of his article, John Allen Mur
phy gives him an answer. It is not 
always, he feels, the advertising 
that has something the matter with 
it. If the advertiser will examine 
his own organization, it is likely 
that he will find a lack of coopera
tion with the campaign on the part 
of his management, salesmen, or 
even himself that has been the real 
cause of his disappointment.

M. C. ROBBINS, President
J. H. MOORE. General Manager

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

New York:
F. K. KRETSCHMAR 
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H. H. MARSH 

Mandeville. Louisiana
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405 Swetland Bldg. ; Superior 1817

London :
66 and 67 Shoe Lane. E. C. 4 

Telephone Holborn 1900
Subscription Prices: U. S. A, $3.00 a year. Canada $3.50 a year. Foreign $4.00 a year. 15 cents a copy 
Through purchase of Advertising and Selling, this publication absorbed Profitable Advertising, Advertising News, Selling 
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In the February Issue 
of McCALL’S

In the February issue of McCall’s Magazine will be 
found examples of advertising prepared by 1 he 
H. K. McCann Company for its clients, as follows:

PAGE 34 Del Monte Spinach
PAGE 60 Twenty Mule Team Borax
PAGE 61 Nujol
PAGE 71 Borden’s Eagle Brand Con

densed Milk (for cooking)
PAGE 76 Daggett & Ramsdell
PAGE 84 Del Monte Asparagus Tips
PAGE 94 Del Monte Peas
PAGE 95 Borden’s Eagle Brand Con

densed Milk (for Infant Eceding)
PAGE 103 Beech-Nut Peanut Butter
PAGE 112 Hawaiian Pineapple

THE H.K.MCCANN COMPANY
oldfcrtisln^

NEW YORK

CHICAGO

CLEVELAND

LOS ANGELES

SAN FRANCISCO

MONTREAL

DENVER
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What Is Wrong with My 
Advertising?

By John Allen Murphy

W
HAT is wrong with my ad
vertising?” Many adver
tisers ask me that question 
during the course of a year. As a 
disinterested outsider with no axe 
to grind, they think I am in a posi
tion to give them a 
straight-from-the-s h o u 1- 

der opinion about their 
advertising.

They usually open up 
on me with something 
like this: “We have 
been advertising for 
many years. Undoubted
ly it has done us much 
good, and we would not 
think of stopping, but at 
the same time we feel 
that we are not getting 
the results that we should. 
Perhaps you could put 
your finger on the 
trouble.”

Of course, there is 
only one answer that can 
be made to such a pro
posal. It is this: “It is 
impossible for any one to 
give an off-hand opinion 
that is worth a contin
ental about some one 
else’s advertising. To 
criticize advertising intel
ligently, a person must be 
familiar with all that lies 
behind the campaign. No 
one can look at a series of

advertisements and tell whether 
they are good or bad, unless he 
knows the purpose of the advertis
ing, the problems of the business, 
and the conditions in the industry’s 
market. Since I am entirely un

ACH one of those damaged packages meant a dis- 
J gruntled purchaser. Each wreck was the fault of 

the sender .done; and yet it was probably the company's 
advertising that was blamed by the executives for tin 
apparent failure of their advertisements to pull.” 
Advertising ean do a great deal, but it can never do 
inui'li unsupported hv the manufacturer’s management

familiar with your business, it is 
evident that anything I might have 
to say would not be worth listening 
to.”

In a number of instances, though, 
I have taken the time to look into 

these complaints. I spent 
from several days to sev
eral weeks trying to lo
cate the cause of the 
advertiser’s dissatisfac
tion. And in not a single 
instance could I find any
thing seriously the mat
ter with the advertising. 
But in each case I did 
find something wrong 
with the business. In 
one respect or another, 
the management was not 
properly supporting its 
advertising. The adver
tising was being handi
capped by the careless
ness, the inefficiency, and, 
in a couple of instances, 
by the downright stu
pidity of the management. 
In most cases, the busi
nesses were well enough 
managed as a whole; but 
in them certain bad cus
toms had been allowed to 
grow up, which worked 
against the advertising. 
Often these unfavorable 
conditions are obscure 
and may appear to be un
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important. But closer analysis will 
nearly always show that they are 
important enough to do a lot of mis
chief.

These conditions that militate 
against the effectiveness of advertis
ing are as varied as the colors of the 
rainbow and as complex as a railroad 
time-table. They will be found in 
every department of the business 
and will range in type from the care
lessness of the shipping clerk to the 
strictness of the credit department. 
Packages that are too big or too 
small, a trade-mark that is unpro
nouncable, making the principal ap
peal to a minor market, emphasizing 
an unimportant use for the product, 
inadequate distribution, obsolete pat

terns, not following up inquiries 
promptly, and poor service on repair 
parts are a few of the many things 
that hurt advertising, although it is 
in no sense responsible for them.

But let us consider a few specific 
examples in detail.

There is, for example, the case of 
a well-known hotel. It is one of the 
best advertised hotels in the coun
try. It uses paid advertising, too, 
and not just publicity. In nearly 
every way this hotel is excellently 
conducted. And yet it allows a few 
of its employees to antagonize the 
guests whom its advertising has in
vited. For one thing, its detectives 
make nuisances out of themselves. 
They never make a legal mis-step, 

but they constantly violate the 
bounds of propriety by shadowing 
guests unnecessarily. A prominent 
business man told me that he never 
goes into this hotel without feeling 
that he is going to be arrested be
fore he leaves it. Even the most 
hard-boiled guest does not like, to 
feel that he is being watched by a 
detective.

The advertising of this particular 
hotel extends a very friendly hand 
to every one who reads it. But 
when those readers become guests 
and enter the dining room, several 
of the head waiters and captains ex
tend a beckoning finger which is not 
quite so friendly. Almost invariably 

[CONTINUED ON PAGE 48]

Wanted: More Variety in the 
Advertising Pages 

By Earnest Elmo Calkins
A MONG the influences which blight the fresh 
/\ effectiveness of advertising copy is monot- 

j B. ony: over-use of the same idea, adoption 
of the prevailing fad or fancy, too much imitation, 
copy that looks and reads too much alike.

When an advertiser originates a distinctive 
style of advertising, a new idea, a different tech
nique, and spreads it in the advertising pages, it 
becomes public property. Anyone may use it. 
There is no legal bar against appropriating it; 
there is only a shadowy moral bar; but there is a 
practical one. It becomes a matter of business 
expediency. Is it good advertising practice? 
Doesn’t it split the value of this particular style 
and subtract something from the variety of the 
advertising pages? Isn’t it a confession that 
there are not enough advertising ideas to go 
around? We have to consider both our clients and 
our public. We must show the advertiser that 
there are just as many different advertising ideas 
as there are alarm clocks. We must continue to 
hold the interest of the reader by keeping the 
various products sharply differentiated.

The use of one advertiser’s style by another is 
due not so much to a poverty of ideas as to a belief 
that the blazed trail is the safest to follow. We 
hitch our wagon to the other fellow’s star. The 
adoption of the style is more or less unconscious. 
It is part of the advertising air we all breathe. 
And there is a difference between adopting the 
garb and borrowing the clothes.

Often the use of a markedly individual style has 
the effect of a boomerang; it strongly suggests 
its first user. A small client of mine had that 
experience. He made a series of inserts to run 

in a few advertising trade papers. The style was 
easily copied. It consisted of an anecdote illus
trated by a picture in colors; the moral of the 
anecdote applied to the business advertised. A 
reader of Printers’ Ink wrote to him, “I thought 
you had three advertisements in the last Printers' 
Ink, but then I looked again and saw that two of 
them were signed by other names.”

The similarity of the copy for some largely ad
vertised lines is already near the danger line. We 
all know the chap who takes the names out of the 
motor car or tire advertisements, mixes them up 
and defies you to tell which is which. We fall into 
habits. We watch each other too closely. We are 
developing an advertising tone of voice: monoto
nous, banal, commonplace, trite. We are too prone 
to follow the prevailing fad or fashion: futurism 
in design and type, vitamines in food advertising, 
testimonials from real society ladies, whatever the 
others do, whatever seems to be the latest popular 
success. And there is no need for it. In every 
business, in every article may be found the idea 
by which it can be successfully sold. We should 
look less through the pages of the Saturday Eve
ning Post and more into the heart of the product 
to be advertised. For the continuing success in 
advertising depends on each advertisement’s re
taining its individuality. If advertising is ever 
completely standardized, the advertising pages of 
the magazines and newspapers will be as interest
ing as a machinery catalog. These pages are 
salesmen; not a classified directory. We might as 
well buy the page facing the one that furnishes 
our model and print on it, “Same here, Cuckoo 
Candy Company.”
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Why the Spectacular Rise of the 
Electric Refrigerator Is Significant

By Gilbert W. Clemens

T
HERE is general agree
ment that the spectacu
lar rise of the automo
bile was individual; but since 
that boom there have been 
rises even more spectacu
lar in two other industries; 
namely, in radio and in elec

tric refrigerator manufac
turing. In a handful of years 
the radio industry spurted up 
in volume from comparatively 
nothing to half-a-billion dol
lars, and this rise, quite un
paralleled in American 
industry, was rightly 
laid to the special fas
cination of radio.

In the even more 
surprising leap for
ward in the last sev
eral years of electric 
refrigerator manufacturing, 
we see what appears to 
be another “bonanza indus
try." Actually it is a created 
boom industry, in contrast to 
the radio and the automobile, 
which from the start were 
darlings of the public, and 
have been more bought than
sold. The automobile and the radio 
set afforded pleasure and novelty. 
The electric refrigerator, however, 
is a utilitarian article; and its 
spectacular rise should open the 
eyes of all American business. It 
shows that in a country thoroughly 
organized with advertising media, 
advertising technique, cooperative 
inter-relationships, organization and 
large-scale capital, we need no 
longer wait for lengthy and tortuous 
processes of “introduction” for a 
good product. The electric refriger
ator, while possessing some element 
of novelty, is not essentially a new 
article, and it has had to' deal with 
plenty of sales-resistance. But it 
has pushed its way in what is cer
tainly revolutionary time far beyond 
the expectations of conservative 
merchandisers.

The best way to make this clear 
is to compare its career with that 
of the typewriter. The typewriter 
as an invention had unusual merit.

It can easily be argued that it was 
a far more important and valuable 
invention than the electric refriger
ator. But the typewriter took an 
astonishing number of years to de
velop its market. There are many 
men still living, salesmen for the 
typewriter companies some decades 
ago, who encountered abuse, pro
fanity and indignation from busi
ness men whom they urged to drop 
hand-writing for typewriting in 
their business correspondence. It 
was approximately twenty years be-, 
fore the business world regarded the 
typewriter as a necessity and ac
cepted it as an unquestioned sub
stitute for hand-writing in business 
correspondence. We see now that 
this long-drawn-out process was due. 
in large measure, to the failure of 
capital to appraise this article cor
rectly. The typewriter companies, 
in the earlier years, did extremely 
little advertising, did much petty 
competitive fighting, perfected their 

machines slowly, and em
ployed relatively very small 
capital and organization. As 
soon as the remedy was ap
plied, success came. It is un
believable now that so essen
tially important a business 
tool should have had to strug
gle for two decades to get 
itself accepted.

Today, it is true, there is 
far less mental inertia on the 
part of the public. The for
mer lack of response to sug
gestion existed only because 

suggestion and edu- 1 cation were nut so 
organized as they 
are today. It was not 
for lack of money to 
buy. for many of 
the houses most set 
against using type
writers for corre
spondence were 
large and prosper
ous firms. Unques
tionably, the first 
slow pace of type
writer selling was 
due entirely to the 

absence, in those earlier years, of 
the modern tools of big business 
such as those the interests behind 
the electric refrigerator have used 
to perfection.

Let us return now to the electric 
refrigerator and note specifically the 
amazing differences in the history 
of the two machines. The electric 
refrigerator, like the typewriter, 
had no fairy godmother in the form 
of an ability to give a personal thrill 
such as made the automobile and 
the radio bonanza industries. To 
the average householder, three or 
four years ago, electric refrigera
tors were almost unknown. If they 
had been heard of, they were 
thought of as being used on steam
ships, in hotels, or only in the fabu
lously wealthy homes of America. 
They were not seriously regarded as 
possible or logical equipment for the 
average home. Then came the 
action of a few groups of men, using 
five modern tools: (1) research; (2)

[CONTINUED ON PAGE 58]
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We Found New Jobs for 
Our Salesmen

By G. H. Cleveland

S
INCE the days when sell
ing ceased to be the sim
ple problem of keeping 
the jobber interested and we 

d.dn’t have to worry much 
about the retailer except in
cidentally, we have used three 
distinct plans for employing 
salesmen. Chronologically, 
these have been:

1. Twelve months’ continu
ous employment exclusively 
on our line.

2. Employment for the sea
son only with a lay-off during 
the winter.

3. Twelve months’ continu
ous employment, dividing the 
time between our line and 
that of another company.

Our expense for salesmen 
dominates our total selling 
cost. It is much larger than 
the amount spent for adver
tising and all our other ex
penses which have to do with 
the selling of our line. There
fore. if we are going to 

' materially' cut our selling 
costs we must make the cut 
in the amount we spend for 
salesmen. We are not con
tent to sit and growl about the 
high cost of selling but are 
willing to try any plan that 
looks feasible and keep on try
ing until we are satisfied that 
there is no better way to do it.

The general system of spe
cialty selling to the grocery’ 
trade is almost pernicious. It 
is too costly for manufac
turers, it weakens the selling 
ability of the jobbers and it 
makes a buyer of the re
tailer whose main business in 
life should be selling. These 
statements can easily be proved, al
though we will not spend time on 
the proof in this article. We are not 
responsible for the present-day sys
tem of selling, and as yet feel that 
we have to go with the tide, but 
there is nothing that makes us fol
low anyone else in our handling of 
salesmen. That’s where we are try

Do Your Salesmen IT ork Only Six
Months of the Year?

R. Cleveland's company, manufacturer of 
a grocery specialty, has been conducting 

an interesting experiment in its method of 
handling its sales force. Last year the com
pany, after extensive investigation and due 
deliberation, took the radical step of releasing 
its entire sales force for the winter. The rea
sons leading up to this move, the actual engi
neering of the company's action, and its first 
traceable results were thoroughly described by 
Mr. Cleveland in our issue of April 7, 1926.

Briefly, Mr. Cleveland's company finds it pos
sible to sell profitably only during the spring 
and summer months The price it paid for 
carrying its salesmen through the -lack season 
was exorbitant, and it discovered further that 
many of the men were taking advantage of 
their employer's good nature in thi- respect. 
Little specialized training is required for the 
salesmen of this product and although the 
company desired to retain its men, the expense 
of breaking in new ones when necessary is not 
exorbitant. So the salesmen were released on 
thirty' days' notice, every effort being bint, 
nevertheless, to get them to return in the 
spring.

Last spring, after the first winter under the 
new policy, every salesman except one returned. 
Ihis year in order to make things more satis
factory to everyone, the company sought out 
another concern whose -< 'Hing season corre
sponds to their slack one, and a mutually satis
factory agreement was arrived at whereby the 
second concern would take over the entire sales 
force of the first for the winter months when 
their sales reached their peak. Here Mr. Cleve
land describes this alliance, the many elements 
taken into consideration before it was entered 
into and the advantages expected to accrue.

ing to conduct matters differently.
When we first started to build a 

sales force, we hired men with the 
expectation that they would work 
for us permanently so long as we 
were both satisfied. This was our 
basis for operation for some years, 
although we knew that we were pay
ing a pretty penny following this 

plan. What finally’ woke us 
up was that we would carry 
salesmen through the winter 
when they' were of no value 
to us and then we would lose 
some of them for one of two 
reasons. The salesman would 
either quit because he would 
get what he thought was a 
better job with another com
pany or we would have to let 
him go because he went stale 
trying to sell our line in the 
winter time. Some salesmen 
got the attitude that as we 
were willing to pay them for 
slopping through the winter 
it didn’t take much to satis
fy us at any time. Either 
way we were the loser, be
cause every time we lost a 
man it took away our justi
fication for carrying him 
through the winter.

In the spring and summer 
of 1925 we came down to 
earth, studied the history of 
every salesman we have ever 
had and then worked out the 
history on a dollars and cents 
basis. The result was that 
in the fall of 1925 we fired 
all our salesmen for the 
winter.

There is nothing new in 
the idea of firing salesmen in 
the fall to cut down expenses 
during the winter slack, but 
our attempt last year to make 
the firing a temporary one 
was an experiment. When we 
gave the salesmen their no
tice in the fall of 1925 that 
they would have to find some; 
thing else to do during the 
winter months, we tried to 
sell them on the idea of com

ing back to us in the spring. We 
gave every man plenty of notice 
prior to his last pay check so that 
somehow all of them managed to 
find something to do and did not 
suffer because of idleness while 
looking for a job. They did not all 
get the kind of jobs they wanted, 
and some had smaller incomes

[CONTINUED ON PAGE 72]
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What Is a Sound Sales Policy in 
Marketing Building Materials?

By Albert E. Mudkins

O
F late it has become increas
ingly apparent that manufac
turers cannot allow their pro
duction to dictate their selling.

With an era of almost unlimited 
production, it has been the practice 
to approach selling (or distribution) 
as a problem involving merely multi
ple outlets, with an effort to sell as 
widely as possible and as much as 
possible to each outlet.

A variety of causes are contribut
ing to a change in these distribution 
and selling methods. .Many factors 
affect the problem, but there is per
haps this common factor applicable 
to all: “The location of stocks at dis
tributing points from which they 
may flow quickly and economically 
to the ultimate consumer.”

Let us apply this reasoning to the 
marketing of building materials, 
considering it as it affects the exact 
field of use and the type of outlet 
available.

In the building material field a 
reasonably accurate measure of the 
yearly sales potential for building 
materials—at least of those used in 
new construction—is available. This 
measure comes from the yearly fore
casts of home building and of all 
other types of construction made by 
such recognized authorities as The 
Architectural Forum, Building Age, 
National Builder, etc. These publi

cations have access to reliable 
sources of facts and figures which 
allow them to make forecasts which, 
year after year, prove remarkably 
close to the actual figures when the 
building year closes.

But for many building materials 
new construction is not the only 
sales field open. Remodeling and 
repair work represent for several 
materials the bulk of their sales pos
sibilities. No forecast as to the 
depth of this market has (to our 
knowledge) ever been made, nor is 
there any way of accurately fore
casting this market, because it is a 
“developed” market, a potential one; 
a market capable of being developed 
by intensive advertising and selling.

For example, in the home building 
field alone there are today several 
million houses capable of being re
modelled and brought up to modern 
standards of convenience and com
fort. The market is there; a rich 
field for “development.”

In the building material field there 
are on the surface apparently two 
types of outlets: the lumber dealer 
and the mason supply dealer. Sta
tistics show that there are 22,000 
lumber dealers and 2740 mason sup
ply dealers in the United States.

But figures sometimes confuse be
cause they are open to different in
terpretations, and it is not possible 

to accept these figures as they stand 
because, although the mason mate
rial dealer carries, as he always has, 
lime, plaster, cement, brick, etc., to
day he also carries in many cases a 
few “building specialties.”

Among the lumber dealers there 
has been a great change. Today, 
the lumber dealer, while in the main 
he carries rough lumber, and fin
ished lumber in the shape of mill
work (doors, window sash, etc.), 
also carries, in many cases, lime, 
plaster, and other mason materials, 
and, in addition, many building spe
cialties such as prepared roofing, 
prepared wallboards, insulation ma
terials, etc.

That this change is fast becom
ing recognized is made clear through 
the tendency on the part of retail 
lumber merchants to call themselves 
“Building Material Dealers,” since 
they believe this latter designation 
is more descriptive of the type of 
stock they carry and the wide ser
vice they render.

Assuming that we have accurately 
defined which of the above two mar
kets provides our major and which 
our minor outlets, let us next ex
amine the distribution problem of 
two types of building material 
products as they are related to the 
types of “consumer-users.”

We have used the term “consumer



24 ADVERTISING AND SELLING January 26, 1927

user.” This, we believe, is the most 
apt definition of a carpenter, a plas
terer, and a mason, in his use of, 
and relation to, building materials 
and their marketing generally. We 
plan to devote a subsequent article 
to this important phase of building 
material marketing and distribution.

In the first instance, take a prod

uct whose “consumer-user” is the 
carpenter. Under the old theory, 
where maximum production was al
lowed to swing sales, we very likely 
would consider that every outlet 
where building materials of any type 
were sold was a desirable outlet for 
such a product.

Today, we would more probably 

select the natural outlet for such a 
product: the lumber dealer; since 
eighty cents of every lumber dealer’s 
sales dollar come from, or are di
rectly influenced by, the carpenter. 
It would seem then that the soundest 
marketing policy for the manufac
turer of a building material used by 

[CONTINUED ON PAGE 86]

This Matter of Cash Discount
A Suggestion for Its SolutionCO

By F. G. Hubbard
Space Buyer, Barton, Durstine and Osborn, Inc.

T
HERE are two things we can 
do about the cash discount 
problem: We can solve it; or 
we can discuss it until we are all 

worn out.
Advertising & Selling has pre

sented many points of view, each 
worthy of consideration.

The advertisers say that it is the 
custom of their business to pay in
voices promptly when a cash dis
count is accorded, and to take all the 
time allowed when there is no cash 
discount.

They are perfectly right. Their 
money in the bank is earning inter
est; why should they withdraw it 
unless by doing so they can earn a 
return greater than that which the 
bank offers?

The agencies say the cash discount 
is a necessity, since otherwise they 
may find themselves in the banking 
business, and the structure of the 
present-day agency does not provide 
for such a contingency.

The agencies are asking for the 
cash discount, not because it will in
crease their earnings, but because 
of the protection it gives to them 
and to the publisher in the matter of 
credits and because of the mobility 
it gives to cash in its transference 
from advertiser to publisher.

Cash must be mobile, and the dis
count is the power which gives it 
in,-mentum.

As an agency man, I naturally 
have a great sympathy with the 
viewpoint of the agencies and some 
understanding of their needs. But 
I have tried to approach the subject 
without prejudice.

The publishers who have con
tributed their thoughts on this sub
ject have seemed to be a little at 
variance as to their reasons for the 
withdrawal of the cash discount.

The two main reasons seem to be: 
(1) a painless method of increasing 
their rates, and (2) a penalty to the 
agents for having abused the dis
count privilege.

My own belief is that the pub
lishers are not really serious in ad
vancing the first reason, but that 
they are in dead earnest in advanc
ing the second.

Unfortunately, they are punishing 
the majority because of the trans
gressions of the few.

Should those publishers who have 
withdrawn the discount as a cure for 
the abuse examine their ledgers, I 
think they would be surprised at 
what they would find upon close 
analysis.

First, they would probably find 
that a large number of agencies 
were among the offenders.

But if they should look further 
and check the volume of business 
placed by the offenders they would 
find that those agencies place a very 
small percentage of national busi
ness. I would even venture to pre
dict that it would represent less 
than five per cent of the total from 
all agencies.

I
 HOLD no brief for the agency 

that abuses the discount privi
lege, and I make no denial that there 
probably have been some agencies 

that were chronic offenders.
But has the publishers’ action had 

the effect that was intended? I be
lieve not.

I do believe that the publisher was 
within his rights in attempting to 
stamp out this evil condition and I 
applaud his courage in taking direct 
action to stop it. However, the pen
alty falls heaviest on those agencies 
which are producing volume for the 
publisher.

It is volume of a character that 
the publisher is glad to admit to his 
columns because none of it is ques
tionable in the sense that we under
stand the word; and it is a volume 
that gives him little or no concern 
so far as credit is involved because 
of the care exercised by most 
agencies when approaching prospec
tive clients.

The penalty in the form of an ulti
mately higher cost for advertising 
has also been passed on to the ad
vertiser, who in most cases has been 
an innocent bystander.

A
 RAISE in rate is one thing to 

the advertiser, and the cash 
discount is another. Were I an ad
vertiser I should feel justified in 

making a violent protest against this 
masquerade, and I think I would be 
fully aware that someone was step
ping on my toes and had crossed the 
street for that express purpose. •

Can all these points of view be 
brought to a middle ground, and can 
a solution be proposed that will hurt 
no one and be equal in its benefits to 
all? I believe so.

I submit the following suggestion:
1. Publishers want their money on 

a specified date.
2. The agencies want the pub

lisher to have it at that time, pro
vided that they do not have to do 
any financing.

3. The advertiser is willing to pay 
on the date specified if there is an 
incentive to do so.

Then solve the problem this way: 
Reinstate the cash discount under 
these conditions: The agency may 
deduct a commission of fifteen per 
cent and. a cash discount of two per 
cent if payment is made on the date 
specified; otherwise no deduction 
whatever will be allowed.
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What Graybar Accomplished 
in One Year

How a Company Changed Its Name without Losing Its Good Will

By R. W. Coleman

A
 NAME that is well ad

vertised and long es-
I tablished is supposed 

to be a sacred thing. It is re
garded as unsafe, under any 
circumstances, to disturb it. 

For this reason, many or
ganizations have struggled 
along for years with unsuit
able or inappropriate com
pany titles. They feared that 
if they abandoned their old 
names they would sacrifice 
all of the good will which 
they had invested in them. 
They imagined that if they 
altered the titles under 
which they had long been 
identified, their position 
would be that of starting a 
new business.

About the only cases where 
well-known companies have 
changed their names have 
been when a corporate appel
lation was changed to make 
it coincide with that of the 
advertised product. When a 
company advertised a trade
marked product over a term 
of years, the trade-mark 
eventually becomes vastly bet
ter known than the company. This 
explains why, in recent years, a 
number of advertisers have aban
doned their old company titles and 
have substituted for them the name 
of their chief product. For in
stance, the Florence Manufacturing 
Company became the Pro-phy-lac-tic 
Brush Company.

However, the companies that made 
changes of this sort were not mak
ing any sacrifice. Their products 
were well known; the companies 
were not. By making the corporate 
name the same as that of the prod
uct, they thus did away with a cause 
of confusion, and consolidated in the 
one name the good will which they 
had been acquiring.

But, after all, very few companies 
have changed their names, and those 
that did were taking no chances.

GraybaR 

©
formerly

Western Electric
SUPPLY DEPARTMENT

NOW

GfayBaR
ELECTRIC

GraybaR
ELECTRIC
COMPANY INCORPORATED

SUCCESSOR TO SUPPLY DEPT

Western Electric

They had a great deal more to gain 
than they had to lose. When we 
understand this, we can better ap
preciate the revolutionary character 
of the step the supply department 
of the Western Electric Company 
took, a year ago, when it abandoned 
both the company name and “West
ern Electric” as a trade-mark. The 
Western Electric supply department 
became the Graybar Electric Com
pany, Inc., and ever since its prod
ucts have been identified with the 
Graybar trade-mark. The only con
nection with the old identity is the 
phrase “Successor to Western Elec
tric Supply Dept.” which is run 
in small type on much of the com
pany’s literature.

This change would not have been 
so drastic if the company had been 
in existence for only a short time, or 

if the name it had been using 
were not so well known. But 
the company had been in 
business for fifty-seven years. 
It had been selling 60,000 
electrical products to some
thing like 35,000 customers. 
The company had fifty-five 
branch houses. Millions of 
dollars had been spent to 
establish the name “Western 
Electric.” The name was 
known to the trade through
out the nation. To the public 
it was just as familiar.

When the management de
cided to give up “Western 
Electric” and to substitute 
for it the totally unknown 
name of “Graybar,” many 
wise heads were shaken in 
doubt and much comment 
was heard as to the foolhardi
ness of the move.

The management fully ap
preciated the seriousness of 
the change it was making. 
However, it knew that it was 
on sound ground. It had 
made up its mind that the 
need for making the change 
so far outweighed the dis

advantages of the step that it un
hesitatingly went ahead with its 
plans, despite the fact that the busi
ness world stood aghast in contem
plation of the daring of the move.

The objection to the old name is 
that the Western Electric Supply 
Department was always confused 
with the Western Electric Telephone 
Department. These departments 
had a business as totally unlike as 
anything could possibly be.

Under the new set-up the name 
“Western Electric” was retained to 
designate the telephone company. 
The name “Graybar” was assigned 
to the Western Electric Supply Com
pany. Under the former plan, 
“Western Electric” undoubtedly 
meant telephones to most persons. 
Since the change, “Western Elec- 
trie” applies to the telephone busi-

[CONTINUED ON PAGE 90]



26 ADVERTISING AND SELLING January 26, 1927

The Golden Age of Copy Writing
A Reply to Mr. W. R. Hotehkiirs Article, 

“What Price Brains in Copy”

By R. M. Blankenbaker

B
Y some new mathematical proc
ess known only to himself, Mr. 
W. R. Hotchkin in his January 
12 article in Advertising & Selling 
multiplies three pieces of copy per 
day by the number of working days 
in the year and gets 1500 pieces as 
the minimum production of a good 

copy writer. Then, he divides 1500 
pieces into $6,000, which is Mr. 
Hotchkin’s idea of the income of a 
well paid copy writer, and gets $4 
(four dollars) as the average cost 
ot a piece of copy.

Forget, if you can, Mr. Hotchkin’s 
belief that three times 300 equals 
1500 and consider his conclusion 
that the average price paid for a 
piece of advertising copy is four 
dollars and therefore the copy isn’t 
any good.

I know of a piece of copy that cost 
hundreds of dollars’ worth of writ
ing time but wasn’t worth ten cents 
cash money. And I know of price
less copy that cost nothing to write. 
How much it costs and how long it 
takes are poor sticks to use in meas
uring copy value. The best head
line I ever set down on paper came 
as a free gift from a plumber who 
was tuning up the bath room. And 
the worst I ever was blackjacked 
into using was written by a man 
whose time is rewarded at a rate 
exceeding $100 a day.

Anyway, the money cost of copy 
is not determined by the copy 
writer’s salary. The cost of the 
writer’s time usually is a small part 
of copy cost, just as the actual 
writing of the words is a small part 
of the work of copy production, and 
just as the elapsed writing time is 
a small part of the time spent in 
copy production.

In most agencies, as Mr. Hotch
kin should know, copy policy on each 
account is determined by a group of 
men—the best brains in the agency. 
The decision may “jell” in a formal 
meeting in “the conference room,” 
between the account handler, the 
other members of the firm, the art 
director, the copy manager, the copy 
writer, the research man and all who 

might contribute. Or the copy 
policy may be determined after a 
series of informal visits between the 
occupants of the front offices.

Experienced advertising agents 
are not so careless and shortsighted 
as to start producing copy without a 
thorough talking out of the situa
tion before writing begins.

When you want a new house would 
you expect simply to call in a car
penter and say “Build me a six room 
house”? No, houses are not built 
that way. And copy is not built 
that way. The wages of the car
penter do not represent the cost of 
a house any more than the wages of 
the copy writer represent the cost 
of a piece of copy. Copy cost in
cludes a good, big slice of all the 
salary overhead of the agency. 
Don’t talk about $4 copy unless the 
four dollars includes the cost of the 
time of many more men than the 
copy writer.

A
S a means of forestalling the ac
cusation that I consider wood 

working and word working on a par, 
I hasten to extend my apologies to 

the carpenters, and my sympathy to 
the copy writers.

I assume Mr. Hotchkin was en
tirely serious when he said in his 
article that “the copy writer is not 
only the most stingily paid unit in 
the advertising factory, but he is 
allowed the least use of what brains 
he has. The drawing and lay-out 
are made first, and then the copy 
writer is told how few words, if any, 
he dare use.”

The poor copy writer, he says, is 
held down to “sixty-five words, in 
three by five inches of space, smoth
ered under a crushing modernist 
smear that only the elect realize is 
art.”

As a practicing copy writer, I. 
also, want to register one loudly 
shouted “NOT SO” to this assertion. 
Mr. Hotchkin is generalizing, possi
bly, from the particular conditions 
existing in one or two “advertising 
factories” about which he knows. 
But just because he has encountered 

one or two such organizations does 
not indicate that all agencies, or 
even a considerable number of them, 
turn out advertising by machine 
shop methods. Probably he is speak
ing of some particular case of which 
he has personal—I am tempted to 
say guilty—knowledge.

One explanation is that Mr. 
Hotchkin is trying to be funny. The 
things he says are funny. But his 
manner is deadly serious, and the 
mere fact that his opinions were 
printed lends enough weight to them 
to demand serious rebuttal.

Even a superficial examination of 
printed advertisements will disprove 
most of Mr. Hotchkin’s charges. 
Suppose we look at some advertising 
in the magazines and see just how 
much water leaks through his ideas. 
All right. Here’s a January Ladies' 
Home Journal. First off there’s a 
page with the headline: “Sonny! 
You would do the big things for him 
. . . will you do this little thing?” 
A picture of a boy is used to illus
trate the heading and the four or 
five hundred words of text which 
follow. Three-fourths of the space 
is devoted to words. Whatever 
brains the copy writer was endowed 
with certainly had enough room to 
work in this space.

“At the Mount Royal in Montreal 
166 Women Guests tell why they,” 
etc. It’s rather hard to believe that 
this, in Mr. Hotchkin’s words, is “a 
beautiful drawing around the word 
‘Hoopla.’ ” The copy writer had half 
the space on the page, and if he 
wanted to say “Hoopla,” then,’ ac
cording to my type rule, he had the 
space to say it 250 times.

L
1STERINE displays its usual 

stopping power in the issue 
we are reading, and if the Listerine 
circus isn’t based on a copy idea, 

then I am an East Indian swami.
The poor, down-trodden copy 

writer whose job it was to produce 
the double page I found on Chipso 
was ground down to a bare 1000 
words.

But go on through the book. Look 
[continued on page 92j
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7
f ever there were pictures that sold 
bathtubs —and in fact all sorts of bath 

fixtures —these pictures should be the ones. 
Since studying them we have become quite 
dissatisfied with our own bathroom; although 

its acoustics—always an important con' 
sideration—are excellent. What damage 
might have been done by the mocking 
author of “Babbitt1’ to the sales of modish 
gadgets for super'tubs must have been
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Painted by R. H. Collins
for Kohler Company

offset by this shrewdly conceived series.
Bathtub demonstrations are not as 

feasible as they would be popular. Yet 
on these pages Kohler of Kohler is ac
tually giving them; in the only way and 

with the only models possible. The idea is 
a happy one. The tubs can be displayed 
with water in them and the youngsters, 
realistically enough, out of them. The only 
morals that can possibly receive a dent
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painted by R. H. Collins
for Kohler Company

would be those of spankable infants whose 
precocious perusal of the advertisements 
taught them many unthought of ways to 
scratch Mothers expensive new enamel.

The professional eye will notice that 

the layout of blue prints and specifica' 
tions is absent. In its place come these 
warmly colored paintings, alive with the 
spirit of the ideal home, with the at' 
mosphere of traditional happy childhood.
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That a bathroom can be more than a 
hidden necessity is subtly suggested by 
the settings, and the onlooker conse^ 
quently painlessly absorbs the impression 

that his own room can do with new 
and superior fittings. Is there a better 
way of turning normal man into that 
harried, unstable creature: the “prospect”?
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A Public Relations Counsel 
States His Views

By Edward L. Bernays

T
HERE is at least one subject 
on which as great misinforma
tion and misconception are 
rife as on the Russian situation— 
and that is the question of propa
ganda. Many discuss it at length 
and with conviction; even though 
they know nothing about it. There 

is more propaganda for and against 
propaganda—and more of it false— 
than about most of the causes in 
which propaganda is utilized as a 
weapon.

And possibly the reason for this 
misconception about propaganda is 
that everyone treats it from his own 
angle. I am hardly the one, there
fore, it might be said, to discuss it 
disinterestedly. For counsel on 
public relations of which propaganda 
is a part is my profession. But at 
least I can discuss it from the stand
point of a practitioner who actually' 
knows his subject, and who always 
has tried to remain an observer as 
well as a participant in the various 
activities in which he has engaged 
during the last fourteen years.

What are the misconceptions 
about the propagandist profession 
and its relation to the general social 
and economic life of today?

First of all, the propagandist in 
his modern state is most often con
founded with the old-time press 
agent. That is, of course, a false 
conception. No one disputes the 
power of the press. Fortunes are 
made by' its advertisers, as well as 
by its owners. But the press as an 
informer and then as a moulder of 
public opinion has rivals. The radio 
is a regimenter of millions today. 
The movies and the pulpits; even 
“Stories of Philosophy”—in editions 
of 100,000—are forces that influence 
the public. Magazines of 2,700,000 
circulation compete for power with 
Nations of 50,000. There are all 
sorts of printed word media. The 
spoken word reaches the ears of the 
public from the stage, the lecture 
platform and the schoolroom. And 
besides this the myriad group cleav
ages of society are in themselves 
channels for the rapid transmission 

of thoughts and ideas. Members of 
groups follow’ their leaders in their 
habits of eating, thinking and dress
ing, praying and everything else. 
Why discuss the special pleader only 
in terms of the press? Are there 
not all these other fields where he 
can legitimately, if he is ethical— 
and illegitimately, alas, if he is un
ethical—practice his profession?

This should dispose of the first 
misconception: that the super
publicity' man, or counsel on public 
relations, or whatever one may call 
him, deals only with the press.

A
NOTHER misconception is that 
the counsel on public relations 

is simply a mechanical distributor to 
the press of news material which 
contains his client’s point of view, 
for free publication. That view is 
equally false. Your modern public 
relations man, it is true, supplies 

the press and his other media of 
thought communication with infor
mation; for free publication when it 
is news, for paid publication when it 
is advertising. But he is more than 
a sublimated mimeograph machine 
or manifolding outfit. He is a crea
tor of circumstance, in that he is 
guided in his work by' the change he 
wants to bring about in his public. 
And he is a shaper of the actions of 
his clients, in order to produce cer
tain definite effects. The old-time 
press agent simply called for his car
bon paper and sent his copy to the 
press. The modern public relations 
council studies the affairs of his cli
ent in relationship to the public; he 
studies his client in relationship to 
the product or idea he is bringing to 
that public; he studies his avenues 
of approach to that public. And 
then he guides his client’s actions so 
that they will produce the result he 
desires.

The public relations counsel is 
continually creating events, changing 
and modifying acts, now adding 
some actualities to life. now. sub
tracting others, to accomplish his 
ends—and make the public receptive 
to his cause. In this work he must 

be keenly alive to public conscious
ness. Very often in this work, he 
is the forerunner or the complement 
of an advertising campaign, which 
by' itself is only one weapon.

Learned men discuss propaganda 
in serious magazines. They realize 
that modern politics is built upon 
the domination of the public mind 
by politicians and their carefully 
planned actions. When these 
analysts discuss business, the very 
foundation of the modern state, 
they begrudge its formula of suc
cess. They dismiss the public rela
tions counsel lightly. They do not 
seem to realize that business can and 
should employ the same technique in 
regimenting the minds of the pub
lic in normal times as the govern
ments used during the war to create 
the famous “They shall not pass” 
spirit of the French. They are 
blind to everything but the weapons 
of advertising and of salesmen. 
They' do feel that the press has a 
magic power, but it is only a mystic 
inchoate power they' see in the news 
columns, which would bring enor
mous wealth to them merely by pub
lishing accounts of their wares.

A great business leader told me 
a few days ago that he did not be
lieve in public relations work as 
much as he had before, because the 
competition in the marketplace of 
ideas was becoming so great that he 
was afraid that he and his com
modity would be overwhelmed. He 
did not recognize that human beings 
always respond to the great basic 
appeals just as they have followed 
the great teachers, religious leaders, 
statesmen, business leaders of the 
past and the present. The study’ of 
the composition of these appeals and 
of the means of expressing them to 
his public would necessarily give 
him the desired approval.

An article by an advertising man, 
published in the Atlantic Monthly 
recently, dwells at length on the in
consistencies of the press in men
tioning the names of products in its 
editorial matter. He discusses 
propaganda mainly from the point of 

[continued on page 76]
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Past Fifty
.Much Needed—Not Wanted

By W. R. Hotchkin
"The very day that you 

wrote to my husband he was 
found dead in his lodging 
house. He had premeditated 
his death, as the constant 
strain of trying to make a go 
of it seemed to have left him 
no choice; although his was 
always a very hopeful and al
most too optimistic a disposi
tion. Had he not been so full 
of pride, he might have gotten 
help; but I suppose that one 
must hold on to something.”

S
UCH was the widow’s brief and 
pathetic story of a totally un
necessary tragedy, brought 
about entirely because of the stupid 

fallacy that a man has lost his com
mercial value after he is forty-five 
or fifty years old.

The man who was here impelled 
into taking his own life by the fail
ure to sell himself after reaching 
fifty years was an unusually bril
liant advertising writer and man
ager; just such a man as I for many 
years have been constantly implored 
to find for stores. He had done splen
did work for Wanamaker’s and 
Filene’s; but had been lured into 
establishing an agency of his own, 
and he did not know how to sell 
either himself or his work. Pride 
did the rest.

I recommended him to a dozen 
merchants; but, since he had gone 
to the far West, I had to tell them 
his age to save him from futile and 
costly journeys to the East. While 
I recommended him highly, by rea
son of my confident knowledge of 
his ability, not one of them would 
consider him at all. “Too old to put 
the right pep into the job. I must 
have a much younger man,” was the 
common remark.

And not one of those merchants— 
not one of them—found a man who 
had half his forcefulness and energy. 
Not one was found who had a quar
ter of his brains, experience, or 
skill.

Just think of it! Hard-headed 
(might I say bone-headed?) busi
ness men when seeking an advertis
ing writer and manager invariably

judge his qualifications for the job 
by his youthfulness and agility! 
What have years and legs and girth
measure to do with work that must 
be done by wide-awake brains 
backed by mature experience? And 
my friend’s waist measure never ex
ceeded thirty-two inches. And his 
spirit never got past forty.

When my health broke down some 
years ago, and I felt that I had to 
give up hectic advertising work for 
a long time, I went personally to 
John Wanamaker and told him that 
I wished to resign. But that great 
merchant—one of the few that have 
really understood and rightly valued 
advertising—would not hear of it 
and said, “I have too much money 
invested in you to let you do that.”

I
 HAD then been working for him 

for eleven years, and was in a 
badly upset physical condition. Most 
merchants might have thought they 

had got the best out of me, and that 
it was a good time to tell me how 
sorry they were, give me a month’s 
salary, and get rid of me. But John 
Wanamaker realized the value of ad
vertising experience, that every year 
of work built up greater knowledge 
and skill. He did not want begin
ners of a few years of experience, 
just because they were “under 
thirty-five,” which is now the ad
vertised dead line. Having had to 

worry along with me, through my 
callow years, and got me to where 
I was beginning to be profitable, he 
did not want to take on another 
youngster.

That man who took his own life 
the other day would have been a 
prize “find” for any store in Amer
ica! If there are twenty-five adver
tising men better in the craft than 
he was, the stores that have them 
are mighty lucky.

But he was past fifty!
The best advertised store in 

America, today, and one of the 
largest in volume and profits, is 
promoted and its advertising is di
rected by a man nearer to sixty than 
to fifty; and he is the most active 
and energetic of them all—active in 
brains; rich in experience.

The greatest piece of merchandis
ing and promotion work ever done in 
the history of retailing was the 
resurrection of that old wreck of a 
store at Tenth Street and Broadway, 
back in 1896. It had broken a series 
of successors to A. T. Stewart, and 
all the wise ones had said that its 
location was absolutely dead for re
tailing.

But Robert C. Ogden, then past 
sixty years of age, was given the 
entire management, as resident 
partner, by John Wanamaker; and 
that store leaped to the front until 
it led them all in volume of sales, 
and even more definitely in volume 
of net profits, for which a store ex
ists. And Mr. Ogden, with his own 
hand and pen, wrote most of the 
early advertising of the store; wrote 
those amazing editorials in the 
purest English, with impelling sales 
content; and also wrote much of the 
detailed merchandise copy besides. 
That in addition to managing and 
merchandising every division of the 
store!

And he continued to do it for 
eleven years, until the battle was 
won and the John Wanamaker Store 
stood, in that day, at the top of New 
York City retailing.

And they try to say that men lose 
their pep and efficiency after forty 
or forty-five!

Why, very few men know what 
[continued on page 84]
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Will Cigarette Makers Advertise to Women

I
N this issue Oscar Williamson, under the title of 
“An Inhibition versus a Market,” discusses the sub- 

1 ject of advertising cigarettes to women, pointing out 
the great potential market which lies in this direction 

1 and describing the long-standing prejudice which has 
restrained the tobacco advertisers from invading it. In 
this connection it is interesting to note the remarks 
of George W. Hill, president of the American Tobacco 
Company, made in an address in Omaha, Neb., on 
Jan. 18.

“More and more women are smoking every day,” said 
Mr. Hill in part, “and the first thing you know some 
tobacco company is going to break the ice and start 
advertising to them. We know how many of them are 
smoking, so why shouldn’t we be able to advertise to 
them?”

Mr. Hill goes on to predict, as does Mr. Williamson 
i in his article, that advertising of this nature will be 

the next step of the tobacco men.

More Common Sense; Less Curiosity

T
HE Periodical Publishers Association has just sent 
out a letter calling attention to the tendency of 
advertisers to abu«e the privilege extended by many 
publishers of periodicals of sending out to their 

readers questionnaires to determine this, that, or the 
' other thing about a product or a market.

We think this is a timely word of caution. The 
I questionnaire has been overdone. Publishers have 

.gladly cooperated with advertisers and agencies to se
cure information from their readers that might help in 
settling important questions regarding products and 

i appeals, and sales and advertising policies. And doubt
less they will continue gladly to place their facilities at 
the disposal of their space customers.

But the questionnaire in many cases has been car
ried to a ridiculous point. In some cases publishers’ 
organizations have been enlisted in huge mail ballots, 
taking in large sections of their mailing lists, to little 
purpose other than to help make up an impressive “re
search” report, or to satisfy the hunger of some “data 
hound.”

It is time that more common sense and less idle 
'Curiosity were injected into this problem of consumer 
investigations. A mail questionnaire is a dangerous 
instrument; it must be framed by a skilful questioner 
if it is to uncover the truth. And unless it does un
cover the truth, it is money and time and energy worse 
than wasted.

। Mrs. Jones is beginning to weary of being quizzed 
about everything she does, has, and thinks, and she is 
becoming entirely too self-conscious as an ultimate 

I consumer.

£

The Growth of Consumer Ownership

S
OME interesting figures have been published re
cently by the Byllesby Engineering and Manage
ment Corporation of Chicago concerning the growth of

consumer ownership of stock in the public utility con
cerns under its operation. According to these authori
ties, this sales total now amounts to $25,061,600 par 
value, showing a gain of 15.12 per cent over the previ
ous high record established in 1925. Twenty-four and 
fifty-five hundredths per cent of this figure represents 
repurchases. The number of new shareholders lies in 
the vicinity of 17,000, bringing the total of consumer 
shareholders in these enterprises up to approximately 
100,000.

The growing popularity of this method of financing 
is attested by the following figures compiled by the 
Byllesby organization:

Sales Shares*
1915 .................................... 326 2,063
1916 .................................... 2,039 11,468
1917 .................................... 3,305 17.001
1918 .................................... 4.923 24,194
1919 .................................... 5,723 34,219
1920 .................................... 11,579 62,314
1921 .................................... 15,907 80,010
1922 .................................... 18,992 107,685
1923 .................................... 25,711 130,995
1924 .................................... 35,884 192,842
1925 .................................... 35,677 217.696
1926 .................................... 36,801 250,616

Totals 1,131,103

*$100 par value.
Perhaps these figures from one utility group are not 

truly indicative of the rate of growth of the consumer 
ownership movement throughout the industries of the 
country, but certainly they show that the movement is 
distinctly on the rise. In view of such widespread in
terest it might well pay the manufacturer in any line 
to study the situation carefully from its various angles.

©^3

The Public Turns on an Advertiser

A
 WELL-KNOWN New Y’ork retail shoe firm has 
just demonstrated the necessity for considering the 

consumer’s point of view before the launching of an 
unusual direct mail scheme.

This concern hit upon the idea of sending out an an
nouncement by registered mail, apparently not only to 
its regular mailing list, but to almost everybody in the 
telephone book.

The advertising department doubtless had figured 
out in dollars and cents how economical such a mailing 
would be in attracting definite attention. But what it 
seems to have overlooked was the consumer’s reaction. 
In one community the result of the campaign was to 
swamp the postal facilities to such an extent that the 
carriers were unable to cover their routes more than 
once a day for two or three days. And even then the 
“morning” delivery did not reach some houses until 
well after noon; the carriers were so delayed by get
ting signatures for the shoe firm’s registered letters. 
To make matters worse, the weekly newspaper was 
crowded out entirely.

The community became intensely indignant over the 
scheme, and that concern will be a long time in living 
down the result of its ingenuity.

The American public is good natured as regards ad
vertising. When a concern absolutely forces its way 
into its homes via registered mail, and upsets the life 
of an entire community for selfish commercial ends, it 
is going too far and is bound to suffer.

- -------- - ------------------------------ -------------------------
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An Inhibition versus a Market
Female Smokers Spent $103,000,000 Last Year, and Advertisers

Are Making Them Tentative Approaches

By Oscar Williamson

T
HAT sweeping change 
which has come over 
American business, so

aptly described in these col
umns recently under the title ' 
of “The New American Tem
po,” has been the means of do
ing away with any number of 
old traditions which have been 
our heritage from another 
age. In its new progressive 
consciousness. America of to
day has little use for outworn 
prejudices, and these are be
ing shelved continually in the 
triumphant march of prog
ress. While this holds pri
marily for business, social 
life follows the same course, 
though at a somewhat slower 
pace. And as social life and 
its conventions are inex
tricably interwoven with the 
fabric of business, this gradu
al social evolution must neces
sarily be of interest to the 
business man who hopes to 
keep abreast of the times.

This discussion will deal Cr 
with one particular conven
tion which has become an in
creasing source of irritation and 
speculation within the past year or 
two; one which seems to be on the 
verge of tottering into the discard 
along with the moustache cup, the 
over-stuffed parlor and the pug lap 
dog. It is, if you like, the inhibition

MARLBORO

ter. And how can any broadminded 
observer, looking at the situation in 
all its aspects, trace any connection 
between smoking and morality? 
Has smoking any more to do with a 
woman’s morals than has the color 
of her hair? Is it not as sensible to

this already profitable femi
nine market.

Mr. Bonner quotes some in
teresting figures; interesting, 
at least, to men who see busi
ness in a large way. In 1925 
the number of cigarettes 
sold in this country is esti
mated at 79,979,763,871. It 
is believed by the best au
thorities that fifteen per cent 
of this number was consumed 
by the ladies. The cigarette 
bill of the nation for the year 
ending June 30, 1926, was 
$688,000,000, of which the 
female “addicts” contrib
uted $103,200,000. That last 
figure represents unsought 
income to the manufacturers. 
Considering that that vast 
market built itself up prac
tically unaided, it requires lit
tle imagination to conceive of 
the potential market lying in 
this direction, only waiting 
for the intensive cultivation 
of the advertiser.

But it is more than an ob
solescent inhibition that holds 
him back. He has had sad ex

periences in the past, meeting the pe
riodical outbursts of the reformers, 
fighting anti-cigarette legislation. 
Although times are changing and 
standards becoming more tolerant, 
he knows that one has but to scratch 
an American to disclose a born re-

of a bygone generation. Neverthe
less, it exists today and is very real ; 
this in spite of the fact that it can 
be classed only as a survival and not 
a particularly fit survival at that. I 
refer to the firm-rooted belief in the 
reactionary mind that women--de
cent, respectable women—do not 
smoke.

To the Easterner, particularly the 
one who lives in a large or fairly 
large city, such a condition seems 
nearly incredible in this age. There 
can be few such who have not seen 
at least one woman whom they knew 
to be perfectly respectable indulging 
in the so-called weed. It is indeed 
difficult to generalize on such a mat-

look askance at all blondes? Or all 
brunettes ?

Yet the belief still lingers. Per
haps its persistence can be traced to 
the Middle Western districts; per
haps to the South; perhaps to all the 
towns, villages and rural districts, 
wherever their location. At any 
rate, Lin Bonner, writing not long 
ago in Liberty (reprinted in Adver
tising & Selling, Oct. 20, 1926), 
takes up in some detail the subject 
of advertising cigarettes to women, 
and quotes many manufacturers who 
are frank to admit that it is noth
ing more than this stubbornly sur
viving prejudice which restrains 
them from going directly out after

former. He knows that four States 
under the leadership of Kansas bar 
the sale of his product, and that a 
few fanatics can stir up a fuss al
together disproportionate to its im
portance in this free and unfettered 
country of ours. He has marked the 
advent of the well-known Eighteenth 
Amendment, and he realizes that al
most anything may happen.

At the same time he is commenc
ing to become restive under the 
dawning realization of the potential 
market open to him which the trend 
of the times is making more and 
more accessible with each passing 
month. Already he is beginning to 
feel out tentatively, but taking ex-

[continued on page 55 |
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A Million Dollar Order
By E. D. Gibbs

Advertising Director. The National Cash Register Company

W
E hear and read a great 
deal nowadays about aggres
s i v e salesmanship. The 
magazines and papers are full of 

articles telling us how to be Go- 
getters. But there is another kind 
of salesmanship which is fully as 
important, and that is the type that 
gets a prospect virtually to sell him
self. Here is the story of how the 
president of a great corporation sold 
himself a life insurance policy for 
one million dollars without the use 
of the slightest aggressiveness upon 
the part of the representative of the 
insurance company. It is of interest 
because it gives the very antithesis 
of the methods that life insurance 
agents, as a rule, are supposed to 
use. It also emphasizes one other 
point: that there is no such thing as 
the saturation point in selling.

Frederick B. Patterson, president 
of The National Cash Register Com
pany, of Dayton, Ohio, was insured 
for three-quarters of a million dol
lars. He did not want any additional 
insurance. He repeatedly refused 
even to discuss increasing the 
amount of his insurance. With 
three-quarters of a million dollars 
worth of life insurance already con
tracted for, even the most optimistic 
insurance agent in Dayton had no 
hopes that he could persuade Mr. 
Patterson to take an additional 
amount.

William Cord, life insurance agent 
in Dayton, visited The National Cash 
Register factory to see the general 
manager, Mr. Barringer, regarding 
certain insurance which Mr. Bar
ringer had placed with his company. 
He finished his business and was in
vited to stay for lunch at the Offi
cers’ Club. Mr. Patterson and other 
officials of the company were at the 
table. Mr. Cord was well acquainted 
v'ith everyone and entered into the 
general conversation. Mr. Bar
ringer, having concluded his talk 
with Mr. Cord only a few moments 
before, was full of the subject of life 
insurance, which naturally opened 
up the subject. Someone asked Mr. 
Cord a question about insurance, 
which he answered, explaining, how
ever, that he did not want anyone at 
the table to feel that he was there to

He said ’ you may suggest.

discuss insurance. He said that he 
had cheerfully accepted the invita
tion for lunch, that he had finished 
his business with Mr. Barringer, 
that he was a guest, and that he had 
no thought whatever of intruding 
his business in any way.
he was willing to put himself in the 
position of answering any questions 
that were asked him, but at no time 
during the lunch hour did he volun
teer any information about life in
surance.

M
R. BARRINGER asked Mr.
Patterson how much insur

ance he was carrying. And he then 
made the statement that Mr. Patter
son ought to take out about a million 
dollars more insurance. One question 
after another followed. Finally, Mr. 
Patterson said to Mr. Cord. “I am 
not interested in getting any more 
insurance. I have all that I need and 
all that I am going to take, but I 
am curious to know what a million 
dollar policy would cost me.” Mr. 
Cord made a reply which showed 
how closely he kept himself in
formed. He said, “Your birthday is 
two weeks from today. If you take 
the insurance out within that time, 
it will cost you so much per thou
sand. If you wait until after that 
date, it will cost you more.” He then 
gave Mr. Patterson the actual fig
ures per year for a policy of a mil
lion dollars. Someone asked him 
about life insurance as an invest
ment. Mr. Cord dwelt strongly 
upon this and he explained many 
points in connection with this sub
ject that were new to those at the 
table. Finally. Mr. Patterson asked 
Mr. Cord this question: “Suppose I 
wanted to take out a million dollars 
additional insurance, how would I go 
about it to find out what to do?” Mr. 
Cord answered by saying that the 
thing to do was to pick out a life 
insurance agent in whom Mr. Pat
terson had implicit confidence and 
put the question to the agent and 
have him submit a plan showing in 
which companies the insurance 
would be placed and furnishing other 
important details of interest to all 
policy holders. He finally said to 
Mr. Patterson, “If you wish to dis

cuss this subject with me at any 
time, I shall be glad to give you the 
benefit of my own experience in in
surance without putting you under 
the slightest obligation. I shall be 
pleased to see you at any time that 

” Mr. Patterson’s
answer was, “Come down to my office 
now and we’ll discuss the matter.” 
And in less than one hour from that 
time Mr. Cord had secured Mr. Pat
terson’s written signature to an ap
plication for one million dollars’ 
worth of life insurance.

It is interesting to get Mr. Pat
terson’s own reaction to this busi
ness transaction, for, after all, it 
could not be called a sale. He said, 
“I practically sold myself on this 
proposition. Mr. Cord told me that 
he had no idea of discussing life in
surance when he came out to the 
factory. It just so happened that 
he stayed there for lunch and being 
at lunch he answered our questions 
in a straightforward, businesslike 
and highly interesting manner. He 
gave us a correct picture of life in
surance. In his replies he showed, 
first of all, that he had a thorough 
knowledge of his business. Next, he 
possessed the ability to state the 
facts in clear, simple, easily-under
stood language. He did not deal in 
technical terms. I had not the 
slightest idea of taking any addi
tional insurance before talking to 
Mr. Cord, but, as he answered our 
questions, I saw the advantage of 
taking further insurance to the 
amount of one million dollars.

“ \ I Y only regret is that we didIV1 not have our representatives 
in the field where they could have 
heard Mr. Cord’s statements and 
have observed his methods. It was a 
clear demonstration of the fact that 
to sell any kind of a product the cus
tomer must first be convinced that 
it is a good thing for him to have. 
Salesmen too often show undue 
eagerness. Most of the time they 
talk too much. They use too many 
arguments. They try to force the 
prospect to buy their product. Mr. 
Cord’s methods were just the oppo
site. He got rid of all superficial 
detail. He dealt with the funda-

[CONTINUED ON PAGE 74]
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Judge and the Golden Circle

This is Metropolitan New York—the 
richest place in the world. Here 8T of 
our population pays 14*5 of our income 
taxes.

The average magazine follows pop
ulation averages. So only 8% of its 
readers are here. Judge follows 
wealth and sophistication. Nearly 25T 
of its circulation comes w.ithin this 
Golden Circle.

Judge is a welcome week-end guest in 
more than 46,000 New York homes.
Advertising in Judge, you focus on 
the superior buying power and concen
trated wealth of this Golden Circle to an 
extent far beyond the aspirations of 
any ordinary national magazine.
Yet at no more than ordinary national 
magazine rates Judge offers you Metro
politan New York—plus!

Judge
Advertising Management of 

E. R. Crowe and Company, Inc.
New York Established 1922 Chicago
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How Cleveland Fights the 
Fake Advertiser

T
HE accomplishments of the 
local Better Business Bureaus 
throughout the country are al
ways matters of interest to all those 
concerned with the business and 
practice of advertising. Some of 
them are more active and more effi
cie nt than others, but all of them are 

working in the right direction. The 
Better Business Bureau movement, 
both local and national, represents 
advertising’s one great, concerted 
movement toward the cleaning of 
its own house and the upbuilding of 
public confidence.

This public confidence can be 
built up in two ways. In the first 
place, by enforcing “truth in adver
tising,” a public prejudice which has 
endured for several generations will 
eventually be broken down. In the 
second place, the Better Business 
Bureaus as the representatives of 
advertising as a whole can enlist the 
public on their side in the fight 
against fraud and thus advertise ad
vertising through their own good 
works.

The Cleveland Better Business 
Bureau has always been one of the 
most active of these organizations. 
Its good works have been numerous 
and its standing has been unques
tioned over a considerable time. 
Some three years ago it hit upon a 
program which not only aids it ma
terially in its work of combatting 
fraud, but also brings it into much 
closer contact with the public than 
any other means it has yet tried. 
The medium through which this is 
accomplished is the radio.

Each Wednesday evening for fif
teen minutes the Cleveland Better 
Business Bureau goes on the air 
over Station WTAM. The program 
consists simply of short talks upon 
subjects best calculated to be of in
terest to an audience made up of 
typical citizens such as listen in on 
the radio. These talks, of course, 
all concern the work of the Bureau. 
There are no vague dissertations on 
the technicalities of the advertising 
business, no high-powered bombast 
upon the high ideals of the Bureau 
itself. Instead the speaker dis
cusses the problems presented by 
current abuses which are in effect 
in the city at the very moment he 

speaks and which affect the retail 
buyer directly. He describes fraud
ulent practices, instructs the citizens 
in combatting them and describes 
the steps already taken by the Bu
reau in this direction.

This brings the Bureau before the 
consciousness of the citizens in a 
capacity they can readily under
stand, performing a function which 
is of undisputed value. Not only is 
good will built up for the Bureau 
and its members, but the whole 
business of advertising is benefited 
by the confidence that results.

Quite typical of these talks in 
style and substance is a dissertation 
delivered a month or so ago on the 
subject of the jewelry auction, a 
practice which had become quite 
common in the city. After describ
ing the methods of advertising and 
handling these auctions, the speaker 
touched upon some of the fraudulent 
practices in connection with them. 
This extract is representative:

I
T is customary when a depleted 

stock is purchased by an auc
tioneer that other merchandise, of
ten of an inferior grade, is brought 

in and mixed with the merchandise 
on hand, and the entire stock thus 
‘filled in’ is auctioned off. This 
practice is manifestly unfair be
cause people who live in the vicinity 
of the store are used to a certain 
grade of merchandise from that 
store, and consequently they expect 
when the stock is being auctioned 
off that it is the residue of the 
stock with which they are more or 
less familiar. In truth, it is the 
residue which has been sweetened 
by the inferior ‘fill in’ goods. The 
ordinance accordingly provides that 
a fifty per cent fill in is allowed, but 
that in any advertisement of the 
auction and on any signs appearing 
on the store front, this fact must be 
plainly stated to the public. And in 
addition, whenever any particular 
piece of merchandise is offered on 
the auction block, it must be plainly 
so stated by the auctioneer if such 
piece happens to be a part of the 
filled in stock.

“You may not know it, but Ohio 
has what is known as a fraudulent 
advertising law, which provides that 

only the exact truth concerning 
merchandise may be stated in ad
vertisements. It was necessary, 
several months ago, for the Bureau 
to cause the arrest of an auctioneer 
operating on West Twenty-fifth 
Street for violation of this law. He 
had purchased the stock of a jeweler 
in financial difficulties and caused 
handbills to be printed and distrib
uted indicating that the jeweler 
whose stock he had purchased was 
going out of business and that the 
remainder of his stock would be sold 
at auction. It was alleged that this 
was not true, because additional 
stock had been ‘filled in’ to the regu
lar stock and that some of the better 
articles of the original stock had 
been entirely removed and were not 
to be sold at all. Furthermore, it 
was alleged that this was not the 
jeweler’s auction, but belonged to 
the auctioneer himself. When con
fronted with these facts, the auc
tioneer pleaded guilty to the charge 
and was fined. He was not required 
to pay the fine on condition that he 
go out of business immediately.”

This example serves admirably to 
illustrate the subject matter and 
general tenor of these talks. Not 
only is the abuse itself described, 
but the Bureau is brought into the 
discussion without undue ostenta
tion as a remedial factor of no small 
importance. The citizens are made 
conscious of laws which the majority 
of them did not previously know 
were in existence, and the enforce
ment of these laws becomes a self
appointed task of the Bureau. Cer
tainly few things would be better 
calculated to build up prestige for 
the Better Business Bureau than a 
thorough understanding of its work.

T
H Bl station from which these 
talks are broadcast is the prop
erty of the Willard Storage Battery 
Company. It is a regular commer

cial broadcasting station with estab
lished rating and prestige. Its time 
is sold to advertisers and others just 
as is the time of any of the other 
large stations throughout the coun
try. In the case of the Better Busi
ness Bureau, however, all the facili
ties and equipment of the station are 
turned over free of charge.
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The Setting that Enhances 
the Product

By Edgar Quackenbush
AS a medium for advertis- 
/\ ing illustration, photo- 
/ > graphy is far from be

ing novel. It has been used 
for a great many years in a 
great many ways to advertise 
a great many products. That 
it has proved successful is 
best attested by its steady, if 
unsensational, increase in 
popularity over an extended 
period of time. As advertis
ing has become increasingly 
art conscious and as photo
graphers have experimented 
and probed more and more 
deeply into their medium of 
expression, it has become ap
parent to most of us that the 
surface of the possibilities of 
this great art has scarcely 
been scratched.

Certain products, by their 
very nature, lend themselves 
readily to advertising through 
the camera lens. It is alto
gether fitting and proper, for 
instance, that Kodak should 
illustrate its admirable insertions 
with the work of its own product; 
with photographs showing the ama
teur photographer in the act of

Courtesy Colgate & Company

photographing. Of course, that is 
obvious—which means no reflection 
upon the simplicity, naturalness and 
good taste which has characterized 
the notable work of this Rochester 
concern.

Other products can best be brought 
before their prospective buyers when 
they are shown clearly and in detail 
with the keynote of veracity which 
the photograph gives. “The camera 
doesn’t lie” has become something 
of an axiom, in spite of the fact that 
many persons with varying degrees 
of experience are becoming con
vinced that this is, to say the least, 
a somewhat broad statement. Hence 
we have attractively pictured cloth
ing— masculine and feminine— 
men’s hats, gloves, silverware, and 
any number of other articles with 
which we are all familiar. The work 
of the camera here is perfectly 
straightforward and simple. It must 
create an attractive picture from life 
—or still life. It must have due re
gard for lights and shadows and 
composition, but its primary pur
pose is simply to reproduce reality.

The camera, however, can 
do much more than this when 
called upon. It can, when 
properly handled, not only re
produce the product with 
photographic accuracy of de
tail, but it can as well give to 
that product a highly distinc
tive character of its own. 
Such a character cannot be 
fictitious. It must be care
fully brought out from some 
inherent quality in the prod
uct which may previously 
have been hidden or at least 
sublimated. As the skillful 
portrait painter brings to the 
surface the true character of 
his subject, so may the skill
ful advertising photographer 
bring out from an inanimate 
product a certain subtle some
thing that immediately sets 
that product apart in the ob
server’s mind and, incident
ally, greatly enhances some 
particular selling point.

There are many ways in 
which this may be done, as the vari
ous illustrations on these pages are 
intended to show. Note the Colgate 
photograph for a moment. Two 
feminine hands hold aloft a bottle of 
perfume against a background of 
soft darkness. Light strikes the

Courtesy The Pompeian Company
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"...Allfrom One Package of Knox Gelatine”

The versatility of Knox Sparkling Gelatine is the Interrupting 

Idea which differentiates it from the ready-flavored kind. Real

istic illustrations of desserts, salads and candies—all four being 
made from a single package ofKnoxSparklingGelatine—attract the 

reader to copy which sells the uses and economy of the product. 

Recipes of the dishes illustrated serve as a clincher. This adver

tising is prepared for the Charles B. Knox Gelatine Co., by the 

Federal Advertising Agency, Inc., 6 East 39th Street, New York.
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hands and one side of the bottle, 
while the other side merges into the 
background. A faint triangle of 
light pierces the shadow at the left 
center of the composition, and 
against this falls the indeterminate 
shadow of the container, so vague as 
to be the mere wisp of an impres
sion. No figures in the picture, no 
movement; nothing to distract the 
eye from the product advertised, 
save the hands which lose them
selves in shadow on every side. 
Graceful hands; they carry out the 
graceful lines of the container that 
they hold. The odor of a perfume 
cannot be literally embodied in white 
space and crude printer’s ink, but 
somehow, inexplicably, the hint of a 
subtle scent seems faintly to per
meate that atmosphere of shadows.

Pompeian obtains a somewhat 
similar effect in their photograph. 
Here again the background is soft 
and shadowy, but relieved in this 
case by the glow which emanates 
from behind the small dark Buddah 
in the foreground. Slender branches 
with indeterminate clusters of white 
blossoms blend into the soft focus to 
support the illusion of unreality. In 
the foreground, its whiteness stand
ing out in clear focus, stands the 
Pompeian jar. You can read the 
name printed on the label, so clearly 
does the jar stand out, and yet it is 
not so conspicuous as to mar the 
effect of the whole. Very delicate 
judgment drew the line here.

Minute Tapioca resorts to a more 
conventional type of still life to put 
oxer their sales message. Conven
tional? Perhaps so, by comparison, 
hut the effect obtained is eminently 
successful. Here is the corner of a 
table, covered with a dainty tea 
cloth. The focus is sharp this time; 

so sharp that in the foreground it 
is possible to make out the weave of 
the linen, and yet not so sharp as 
to intrude harshly upon the ob
server’s sensibilities. The shadows 
are clearly defined as though an 
afternoon sun were pouring through 
a nearby window. The naked eye 
may discern each globule of the 
tapioca itself in the fragile crystal 
dishes, yet the whole effect is one of 
delicacy. Every trace of severity 
has been eliminated to gain this 
effect. No Emily Post set this table. 
It is for the children's supper, and 
its informal daintiness brings out 
to the fullest extent the daintiness of 
the product which is being adver
tised.

RAYMOND FUGUET advertises 
cut glass with remarkable effec

tiveness without departing very far 
from the conventional. Simply two 
glass plates, one large, one smaller, 
standing on edge against a back
ground of gray. There is sharp 
contrast in the black of the fore
ground and the silhouette of the vase 
and flowers at the left. The whole 
is simple; extraordinarily simple. 
And therein lies its charm. As for 
the glass itself, every detail of the 
workmanship is brought out with en
hancing clearness. It is delicate, this 
workmanship; often it nearly loses 
itself in the transparency of its 
medium. Yet the camera touches it 
all and brings it to the fore. Before 
the searching lens, what might have 
been mere glassware assumes a dis
tinctive character of its own which 
at once lifts it from the ruck.

Again conventional and simple, yet 
extremely effective, is the illustra
tion for Wood & Hyde, top of page 
at right. Simply, the product is shown 

against a sublimated background. It 
was not so many years ago that de
capitated ladies were taboo in the 
advertising of such a product as this. 
Instead of showing simply gloves, 
the advertiser would have treated us 
to a well-groomed female, quite im
peccable from head to toe. Gloves 
would have been upon her hands 
and, without the slightest doubt, the 
fatuous advertising smile upon her 
lips. It would have been an open 
question which was the most imme
diately apparent to the observer. 
Here we have gloves and nothing but 
gloves. A gray handbag reposes un
der the gloves and merges gradually 
into a background of fur piece and 
dress. There is no overlooking the 
advertised article, for only the most 
attentive observation will disclose 
the other details. The gloves stand 
out and must speak for themselves. 
That they do speak for themselves, 
that they immediately carry to the 
observer a thorough and convincing 
sales message, is the reason that they 
are being reproduced in connection 
with this article.

This is but one of a great many 
phases of present-day advertising 
photography which might be dwelt 
upon. More and more advertisers 
are coming to realize the possibilities 
of this medium of artistic expres
sion. The camera is no longer to be 
considered a simple instrument for 
reproducing in slavish detail a liter
al likeness of its subject. Rather, it 
is a flexible weapon which may con
vey impressions and characteristics 
with an aptness fully equal to that 
of the painter’s brush. As the ar
tists of the lens continue to develop 
their sphere of activity, an increas
ing number of advertisers will find 
therein a potent source of selling aid.
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Will Mr. Ralph Starr Butler, Advertising Manager of Iglehart Brothers, Inc. Division, Postum 
Cereal Co., please read this page.

We Bake All Our Cakes, Mr. Butler'.
The answer w as about what you’d expect, considering the kind of farm homes 
that Comfort reaches. According to our survey 99.4 per cent of Comfort 
subscribers bake their own cakes. That is not surprising when you remem

ber that 78 per cent of Comfort’s subscribers own farms averaging' 1 98 acres.
But here’s the rub—or, rather the opportunity. Of the 99.4 per cent 

who bake their own cakes, only 16.84 Per cent use Swansdown or other 
special cake flours. We don’t know how nearly this 16.84 figure lines up 
with the country as a whole, but we do think the opportunity is an un
usual one in that we are certain that the woman in practically every Com
fort home does hake her oMn cakes.

Wc know a lot of things about our million subscribers that we will be 
glad to tell you, Mr. Butler or, for that matter, we will be glad to tell them 
to anyone else who is interested in selling good things to eat, wear or use.

COMFORT---- THE KEY TO HAPPINESS AND SUCCESS IN OVER A MILLION FARM HOMES—AUGUSTA, ME.
NEW YORK, 15 EAST 40th STREET • ■ CHICAGO, 1635 MARQUETTE BUILDING

LAST FORMS CLOSE 28th OF SECOND MONTH PRECEDING DATE OF ISSUE
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What Kind of Dealer Help 
Really Helps the Small Store?

By William Nelson Taft

I
F you say “dealer help” to the 
average advertising man, he usu
ally thinks of a little booklet or 
a lithographed window card, a coun

ter display or something that can 
he used as an envelope stuffer. 
These are the things which are sup
posed to “help” the dealer. To 
“help” him do what? To sell more 
of that particular manufacturer’s 
products, of course.

The reason that the advertising 
man defines “dealer help” in this 
way is because, whenever anyone 
says “retail outlet” to him, he vis
ualizes a little store. He thinks of 
a none-too-well educated “dealer” or 
“retailer” or “store-keeper”—a man 
who keeps his store because his 
store does not keep him—a man to 
be talked down to—a man to be 
kidded along—a man of little im
portance, except when his individual 
value is multiplied by the thousands 
of stores which he is supposed to 
represent.

The kind of “dealer help” designed 
for a man of this type—and the kind 
of dealer help thinking which places 
this man in the foreground, thus 
obscuring the rest of the market— 
eliminates from consideration the 
“dealers” who, in many lines, are 
selling 70 to 85 per cent of all the 
merchandise sold at retail in the 
United States today.

It is for this reason that I feel 
we shall make better progress and 
reach more valuable conclusions if 
we start out with two or three clear
cut definitions.

In the first place, we should dis
card the conception of “dealer help” 
which confines work of this kind 
solely to the preparation and distri
bution of circulars and show-cards 
and should emphasize the H-E-L-P 
point of view.

Secondly, we should place the 
"dealer” under the microscope in 
order to find out just what and 
where he is. If this is done, it will 
be discovered that there are two en
tirely separate and distinct classes

Portions of an address before the Dealers’ 
Service Conference, Dayton, Ohio.

of dealers which must be taken into 
consideration by anyone who ap
proaches the problem of “helping” 
them.

The line of demarcation between 
these two varies somewhat with dif
ferent types of retail business. More 
than 95 per cent of all the grocers 
of the United States and almost as 
high a percentage of druggists will 
be found on one side. All the de
partment stores and a substantial 
percentage of men’s and women’s 
wear stores lie on the other.

Possibly the clearest way of de
fining this line is to call it “the line 
of departmentalization”—a long 
word, and justly so, since it points 
out the far-reaching differences in 
the stores it separates. The moment 
a store becomes departmentalized it 
moves out of the lower class, because, 
by this action, it splits its internal 
mechanism into a number of sepa
rate, yet closely allied units, which 
function as a whole.

All of these stores are “dealers.” 
Their functions are, however, differ
ent, and the small store is, in reality, 
simply a distributor.

T
HIS “distributor-dealer” has lit
tle initiative and little oppor
tunity for initiative because the 
limits of his business are geograph

ical and his trading radius very 
small. Uis only way to expand is to 
establish other stores and, when he 
does this, he becomes an embryo 
chain and automatically steps out of 
the purely “distributor” class.

This type of dealer is not. how
ever, so ignorant as some of us be
lieve—which is one of the reasons 
why so much of the so-called “help” 
designed for him goes to waste. He 
is smart enough to see that many 
propositions labelled “dealer helps” 
are really “manufacturers’ helps,” 
and because of this he allows the 
material to accumulate in his cellar 
until the pile reaches a size sufficient 
to warrant a visit from the junk 
man.

Not so long ago, just as one ex
ample, the heads of six of the largest

companies manufacturing electrical 
goods got together and figured out 
how much they had spent on dealer 
helps during the past year. To their 
amazement, they found that the total 
was in excess of $1,500,000. “And,” 
as one of the officials declared, “the 
tragedy of it is that fully 75 per 
cent of this amount was wasted, for 
not more than a quarter of the stores 
used the material we sent them.”

B
UT, before placing the blame for 
the wasted money on the shoul

ders of the retailers—as the manu
facturers did in this instance—it 

might be well to take a look at some 
of the “dealer helps” for which this 
money was expended. Many of them 
were elaborate set-pieces in which 
“Tongue A is to be bent over at an 
angle of sixty degrees and inserted 
into Slot M, at the same time put
ting the right-hand flap into the 
opening marked X on the easel”— 
puzzles which might be entertaining 
enough if one had a whole day to 
devote to them, but which eat up 
entirely too much time in an efficient
ly operated store.
' Also included in the wasted 75 per 

cent were thousands of circulars, 
leaflets and envelope staffers of vari
ous kinds; newspaper electrodes 
with 1 per cent of the space allotted 
to the name of the store and the re
maining 99 per cent devoted to the 
manufacturer’s advertising; window 
display material of such size that, 
once it was placed in the windows, 
nothing else could be shown in the 
same space, and similar matter sup
plied under the “Let us help you” 
plea which, when translated, too 
often reads: “Let us help you to 
help us.”

Nevertheless, there are many 
types of genuine dealer helps that 
the “distributor dealer” will accept 
and use, but in order to discover 
these, we must have a clear-cut pic
ture of the “distributor-store.”

“Helps” of this kind should be de
signed for the grocer, the druggist 
or the hardware store, the small 
shoe, men’s clothing, jewelry, furni-

[CONTINI ED ON PAGE 82]
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Tiw're broadcasting
business forYÚUhere

Make the acquaintance of Henry Stabler own radio sets—a low figure. But some - 
of Illinois, one of the 815,000 Midwest 815,000 farmers are reading these stories
farmers who read Capper’s Farmer—
prospects for your client’s 
products.
One morning last Decem
ber Stabler, listening to 
the radio market report, 
learned of a record run on 
hops in Chicago and a 
resulting price drop. He 
stopped his shipment of 
hops, just starting on their 
way—held them a week 
and then sold at an ad
vanced price. The radio 
market report saved Stab
ler $17 5 on that deal alone. 
His experience is just one

in Capper’s Farmer—shrewd men, quick

CAPPERGRAMS
13 Midwestern States covered by 
Capper’s Farmer have onlv 
38.8% of the farmers of the 
United States, yet they produce

54.5% of the corn
59.6% of the wheat
48.0% of the cotton

and possess
57-7% ofthevalue of 

the livestock
62.1 % ofthe valueof 

farm lands
Think what radio market reports 
and weather forecasts-mean in 
this territory.
As for rural buying power, this 
income is almost equal to that of 
the rest of the United States 
combined.

to see what radio might 
accomplish in their busi
ness. Prosperous, too. 
Thousands will decide to 
buy a radio at once—the 
better sets,too. And they’ll 
hook right up with certain 
advertisers in Capper’s 
Farmer — Atwater Kent 
Manufacturing Company, 
Crosley Radio Corpora
tion, Charles Freshman 
Co., Inc., Radio Corpora
tion of America, National 
Carbon Company and 
Burgess Battery Company.

of the dramatic cases cited in Capper’s 
Farmer this month—showing how radio, 
with its weather forecast and price quo
tations, is revolutionizing farmers’ 
methods and increasing their profits.

Capper’s Farmer is the Midwest farmers’ 
trade paper. Their Advertising and Sell
ing Fortnightly. They read and follow it 
because it’s written for farmers by prac
tical farmers.

Today only about 20% of the farmers Every issue of Capper’s Farmer broadcasts

815,000 Circulation
Published at Topeka, Kansas, by Arthur Capper

THE MIDRIFF OF THE WORLD IN THE MIDWEST OF THE NATION
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The 8 pt. PaReÍ ly Ô
Oils ^oAins

M
Y mail this week is positively 
cluttered with manifold copies 
of the texts of the first telephone 
conversations between New York and 
London advertising interests, and pho
tographs of some of the parties con
versing. I am powerfully interested in 
the fact that some of our advertising 

men talked with some of England’s ad
vertising men on Jan. 7, but strangely 
uninterested in just what they said or 
how they looked when they were say
ing it. Nor am I particularly inter
ested in the first advertisement that 
was telephoned across the ocean, espe
cially in view of the fact that I have 
before me on my desk two “first” ad
vertisements.

Personally, I rather dislike to get 
close enough to an event of such his
toric significance to listen in. It is ever 
so much more thrilling to stand off and 
look at Jan. 7 as a significant date in 
the progress of communication between 
nations. I believe this telephone com
munication is going to mean much to 
business, as soon as the publicity phase 
is past and our self-consciousness about 
it has worn off. And I think it is go
ing to have a far reaching effect in in
ternationalizing advertising and mar
keting. I look forward with a sense 
of adventure to the first time I shall 
have occasion to telephone London— 
in the ordinary course of business.

—8-pt.—

And speaking of London, I have a 
pet hobby which I am going to indulge 
vihen I have the means—and it 
wouldn’t cost a fortune. I am going 
to have a personal London office. Not 
desk room, mind you, but a real office. 
Just for the satisfaction of it.

I have the general location settled 
on. In fact, I have seen the bottom of 
the stairs that lead up to my office.
You go down the Strand 
several blocks past the Cecil, 
and when you come to a cer
tain little alley you turn in, 
and there on your right is 
a funny little hole in the wall 
with a stairway leading up 
■—twisting up would perhaps 
better express it—to some 
place or othei' where there 
must be a room just such as 
I want for my office.

The room will be small. 
In it I shall have a rather 
battered refectory table, and 
drawn up to it an oaken 
arm chair, whittled as to 
arms and worn as to rungs. 

and a like chair for any chance 
caller (only one at a time). On the 
table there will be placed every morn
ing by a charwoman (whose services I 
shall engage for a few pounds a year 
to keep the place clean) a copy of The 
Times, in case I should happen to drop 
in that morning from America. And 
each fortnight a copy of Advertising 
& Selling will be left at the door by 
the postman, to be taken in the next 
morning by my charwoman, and placed 
at the opposite end of the table from 
The Times.

And waiting expectantly to be 
opened, right beside the old brass pa
per knife on my table, will be a few 
letters—even if I have to write them 
to myself. But I sha’n’t have to. I’m 
sure, for I believe I have enough 
friends who would like the spirit of my 
London office to write me occasionally, 
even when I am not there. Let me see, 
I think I could count on Tom Dreier, 
and Earnest Elmo Calkins and Corinne 
Wells, and surely F. K. (he’d prob
ably have a letter there begging me to 
get in my 8-Pt. copy earlier this week!) ; 
and Rytt, of Sumter, South Carolina; 
and John Allen Murphy; and perhaps a 
letter from A. W. Shaw; oh, yes, and a 
longhand letter from Charles R. Flint. 
Even some of my London friends—Sin
clair Wood certainly—will drop me a 
line occasionally.

. . . Oh, it will be fun, some morning, 
to skip up the old stone steps and put 
the clumsy big key in the rusty old 
lock and enter and sit down and open 
my mail in my London office and then 
lean back and read the morning Times!

And then—write a batch of 8-Pt. 
copy to get off on the next steamer!

—8-pt.—
It takes considerable of a piece of 

copy to make New York advertising 
men sit up and talk about it, and it

takes almost an advertising earthquake 
to shake up the automobile fraternity 
during New York show week.

But Lennen & Mitchell, Inc., suc
ceeded in doing both right in the mid
dle of the week with a full page news
paper advertisement “Announcing the 
Lennen & Mitchell Six.”

The picture, which occupied almost 
half of the page, will serve to illus
trate the car, a thoroughly hypotheti
cal six, which Lennen & Mitchell hope 
some manufacturer will make for them 
to advertise. Meanwhile they admit 
that they would not be averse to adver
tising some actual six—or four or 
eight, I take it—if any motor car manu
facturer can be weaned from Detroit, 
advertisingly speaking.

—8-pt.—
Another outstanding feature of auto

mobile show week was the booklet, 
“The New York I Know,” by Karl K. 
Kitchen, presented to attending auto
mobile men by the Spicer Manufactur
ing Corporation, makers of universal 
joints, etc. K. K. K. certainly knows 
his New York, and according to fig
ures supplied by the Lillibridge agency, 
which produced the book for this client, 
he shared his knowledge with some five 
thousand enthusiastic attenders of the 
show, who wanted to know how to go 
about having a good time in New 
York, and where to park their wives 
while they picked padlocks!

—8-pt—
Whoever edits J. Walter Thompson

Company’s News Letter 
shares Bernard Shaw’s idea 
of enjoyment, for in the cur
rent issue appears this para
graph from the preface to 
“Man and Superman”:

"This is the true Joy in life: 
the being used for a purpose 
recognized by yourself as a 
mighty one : the being thorough
ly worn out before you are 
thrown on the scrap heap; the 
being a force of nature, instead 
of a feverish, selfish little clod 
of ailments and grievances, com
plaining that the world will not 
devote itself to making you 
happy."

I’ll join G. B. S. and the 
editor of the News Letter 
and make it a threesome. 
Any more candidates?



January 26, 1927 ADVERTISING AND SELLING 47

MILWAUKEE—FIRST CITY IN DIVERSITY OF INDUSTRIES!

A Record Year!
.9 Q

The Milwaukee Journal, during 
1926, broke every previous adver
tising and circulation record in its 
history.
In total annual volume of paid ad
vertising The Journal printed 
18,950,379 lines, exceeding by 
596,066 lines the high record for 
Milwaukee newspapers made by 
The Journal in 1923.
In net paid circulation The Journal 
reached a new high peak in 
December, 1926, with an average 
of 153,598 copies daily and 
168,850 copies Sunday.
No other paper is needed to thor
oughly cover and sell the Milwau
kee-Wisconsin market.

d O

XTATIONAL ADVERTISERS are realizing 
T that one of their best sales territories is the 
Milwaukee-Wisconsin market, first in diversity 
of industry and first in value of dairy products. 
Each year sees the influx of more national adver
tisers in all lines of business, and each year The 
Milwaukee Journal becomes a more productive 
and economical sales force in this rich market.

In two years the volume of paid national adver
tising in The Milwaukee Journal has increased 
47%—from 3,330,668 lines in 1924 to 4,897,542 
Jines in 1926, the biggest year in Journal history.

Sell This Market in 1927!
During 1927 all indications point to a continuance of the 
high level of buying power in the Milwaukee-Wisconsin mar
ket. No matter what you sell, you can sell a maximum vol
ume here at the lowest possible advertising cost per sale 
through The Milwaukee Journal alone. Build business here 
through the paper that reaches, more than -4 out of every 5 
Milwaukee families, and goes into the better class homes 
throughout every Wisconsin community.

THE MILWAUKEE JOURNAL
F I IV S T BY M E IVI

WISCONSIN—FIRST STATE IN VALUE OF DAIRY PRODUCTS!
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What Is Wrong with My Advertising?
[CONTINUED FROM PAGE 20]

they will take the guest to the worst 
seat in the place, unless he makes a 
monetary overture for a better loca
tion. It is easy to appreciate that when 
a guest asks for special service the 
head waiter should be tipped, but no 
one has ever been able to explain why 
this functionary should receive a tip 
when the dining room is nearly empty 
and hundreds of good, unreserved 
tables are available.

The doormen of this hotel also fail 
to support its advertising. Should a 
guest, coming out of the hotel, happen 
to hail a taxi other than one of the 
doorman’s selection, the unfortunate 
chauffeur so hailed is usually given a 
piece of the doorman’s uncultured 
mind. This makes a delightful impres
sion on the departing guest. The avari
cious doormen that this and many other 
hotels employ, drive away many of the 
guests.

The flaws in the service of that hotel, 
which I have mentioned, are trifling 
things. Probably the average guest 
does not even notice them. However, 
in the course of a year hundreds of 
guests do notice these little impropri
eties and are so annoyed by them that 
they transfer their patronage else
where.

JUST as a little leak will sink a ship, 
so little mistakes in management will 
break a business. The big mistakes are 

so obvious that they are seen and usu
ally corrected in time. But the trifling 
blunders are likely to go unnoticed 
until they have wrought so much dam
age that it is impossible to undo it.

Every blunder of which the manage
ment of a business is guilty detracts 
that much from the effectiveness of its 
advertising. The advertising is not to 
blame, but unfortunately it must suf
fer in consequence of bad management.

A common situation is one in which 
the advertising is not tied close enough 
to the business. The advertising, in 
itself, is all right; but it is run as 
though it were a separate business.

I am familiar with the details of one 
company where this was the cause of 
the trouble. The company is one of the 
oldest advertisers in America. Its ad
vertisements have long been noted for 
their beauty and high character. The 
president complained, however, that he 
had never been able to trace many sales 
to his advertising. The business had 
been showing consistent increases, but 
it was hard to attribute these in
creases directly to the advertising.

This company had been selling its 
product entirely through its own chain 
of stores. These stores are located in 
a half a dozen cities in the East. This 
made it clear that the cause of the 
trouble was that the average reader 
of the company’s advertising was un
able to buy its products conveniently. 
To be sure, all of the advertisements 
contained a mail-order offer. But this 
offer was couched in such conservative 
language that it did not bring in many 
orders.

Because of the president’s criticism, 
two changes were made in this com-

pany’s methods. Agencies were estab
lished in most of the large cities 
throughout the United States. A high- 
class store in each place was induced to 
stock the line and to follow-up all in
quiries arising in that locality. Mail 
orders are now filled from these stocks, 
where they are not too far removed 
from the purchaser.

The other change had to do with the 
advertising. The mail-order offer was 
written in more intensive style. The 
advertisements retain their dignity and 
fine character, but readers are now told 
in unmistakable language how they 
may get the products, if they do not 
find it possible to visit one of the com
pany’s stores or agencies.

Putting this additional twist in the 
advertisements has enormously in
creased the direct returns from the 
advertising. In fact, the whole busi
ness has taken on new life and is going 
ahead as it has never gone before.

And yet, no serious change was made 
in the advertising. Aside from the 
fact that its mail-order offer was weak, 
the advertising of this organization 
was above criticism. It was the man
agement of the business that fell down 
in not making it easier for prospective 
customers to buy.

In that statement, “not making it 
easier for prospective customers to 
buy,” we have the key to what is wrong 
with many advertising campaigns. The 
advertising, itself, is effective. It is 
both interesting and convincing, but it 
does not tell the reader how she may 
buy the thing advertised. “Ask your 
dealer,” “At all good hardware stores 
and department stores,” and similar 
directions are not sufficient, for the 
reason that they are seldom true. Not 
one “good hardware store” in six will 
have the article, but they will have a 
competing product which the disgusted 
shopper is usually glad to accept as a 
substitute.

Not long ago a publisher gave me 
the privilege of examining his adver
tising morgue. I there read the obit
uaries of about a dozen so-called adver
tising failures. It was surprising with 
what unanimity the coroner’s verdict, 
in accounting for these failures, read, 
“Inadequate distribution contributed to 
the collapse of this campaign.”

Advertising, be it ever so good, can
not succeed unless people are able to 
buy the thing advertised. This is fun
damental. Advertisers are not fair to 
their advertising when they expect it 
to sell without the backing of distribu
tion.

LACK of distribution is such a fre
quent cause of trouble that when an 
advertiser asks what is wrong with his 

advertising, it is nearly always a safe 
bet to direct the conversation toward 
the subject of distribution. Nine times 
out of ten, in this direction will be dis
covered the reason for the advertiser’s 
dissatisfaction. When the “wide, open 
spaces” are filled in on the distribution 
map, the advertiser will no longer have 
cause to complain that his advertising 
is not pulling.

Of course, we all know that advertis
ing can be used to get distribution. 
But it will not get it alone, without 
the help of salesmen. Nevertheless, 
it is often expected to function with
out assistance. “If advertising is pow
erful enough, it will get retailers to 
stock the goods” is the conclusion of 
too many advertisers. The trouble with 
that conclusion is that it is only a half 
truth. Powerful advertising will get dis
tribution, but not unless it is merchan
dised to the trade. It is surprising how 
large a percentage of retailers will 
neglect to stock articles, even those 
that are in demand, unless a salesman 
asks them to buy. They are sold and 
ready to buy, but it requires a sales
man to push them over the line.

I KNOW of advertisers who have been 
advertising for years, and who today 

have about the same distribution that 
they had when they started. I encoun
tered one such advertiser who was on 
the verge of quitting. “It’s no use,” 
he said. “We are no further ahead than 
we were ten years ago.” An investi
gation disclosed the fact that this ad
vertiser had only a fourteen per cent 
distribution. His salesmen were calling 
on the same dealers year after year. 
They rarely tried to open a new ac
count. They seldom mentioned the com
pany’s advertising to the trade. The 
poor, neglected advertising wasn’t get
ting even a Chinaman’s chance to show 
what it could do.

And this brings us to another cause 
of dissatisfaction among advertisers: 
Their salesmen are secretly opposed to 
the advertising. In some cases they 
are in open rebellion against it. Be
lieve it or not, in this enlightened year 
of advertising history, there are still 
thousands of salesmen who firmly be
lieve that if their companies continue 
to advertise, eventually it will do them 
out of their jobs. They think that 
salesmen and advertising are in com
petition. Holding this belief, they lose 
no chance to “knock” the advertising.

The head of a large company sus
pected that this explained what was 
wrong with his advertising. He liked 
the advertising. It was strong and con
vincing. The public seemed to like it, 
too, as was proved by the large number 
of inquiries that were received. But 
somehow the advertisements did not 
appear to be having much of an effect 
on sales.

The president determined to take a 
road trip to find out why his adver
tising was not received more enthusi
astically in the trade. In calling on 
dealers he represented himself as a 
special investigator, sent out by the 
company to discover what was wrong 
with its advertising. Merchant after 
merchant told him that the company’s 
salesmen advised them not to pay any 
attention to the advertising, as the 
“Old Man was advertising so as to 
reduce his excess profits tax.”

When the salesmen were later con
fronted with these facts, their excuse 
was, “We didn’t want the advertising 
to succeed, as it would show that it

I
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A .
This is the year oi
tintensiuc

Buying in

The pulse of the Oklahoma City Market is clearly indi
cated by the activities in Oklahoma City in 1926.

Bank deposits in Oklahoma City banks increased 
$6,140,66(1.41 over 1925!
Building permits topped the previous high mark set in 
192+, by over $1,000,000!

One hundred thirty two new firms moved their offices 
to or began operations in Oklahoma City in 1926!

Out through the State this remarkable showing is backed 
up by a crop valuation which is 27% better than the 
national average for H'26—an oil production in the 
Seminole-Earlsboro field, just sixty miles from Okla
homa City and a part of the Oklahoma City Market, 
that is sending untold wealth into this already prosperous 
center.

This is. the market that is open to you in Oklahoma. 
Big sales opportunities are here. Talk directly to the 
buyers in this market—recognized by the Audit Bureau 
of Circulations as 728,624 strong—through the Okla
homan and Times.

Circulation Daily, 144,000—Sunday, 88,000%Daily Oklahoman Oklahoma City Times 
thoroi^My and

E. KATZ SPECIAL I / * ) I ADVERTISING AGENCY

New York Chicago Kansas City 1 Detroit Atlanta San Francisco-
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A better standing 
among dealers

Without departing from conservative policies, without entering 
upon an aggressive campaign to get more dealers, your problem just 
at this time may be to strengthen your position in the retail field.

What is required may be an effective means for increasing the 
interest of dealers in goods already on their shelves. Or, perhaps, 
additional aid is needed in helping dealers to apply sound merchan
dising methods to increase the turnover.

But vague, general plans cannot succeed. They must be 
explicit, clearly defined, specific. They must be in accord 
with the sales policy, with the sales objective. They must be 
formulated in sympathy with the dealer s situation as he 
sees it.

The very fact that plans for dealer improvement must be 
explicit, clearly defined, indicates that advertising in their 
support must be direct advertising, specifically planned to 
influence a certain individual in a given way.

To a discussion of this problem, we will gladly bring, at your re
quest, a clear understanding of dealer buying and selling habits, 
a breadth of experience and a specialized knowledge.

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

The busine« of the Evans Winter ■ Hebb organization is the execution of direct advertising as a definite me
dium, for the preparation and production of which it has within itself both personnel and complete facilities: 
Marketing Analysis ■ Plan • Copy • Art • Engraving • Letterpress and Offset Printing ■ Bind n' • Mailing

could get business that we couldn’t 
get.”

It would seem that at this late date 
it should be unnecessary to advise new 
advertisers to explain to their sales
men the whole theory and purpose of 
advertising at the very outset of their 
campaigns. But, apparently, there are 
advertisers who still need this advice.

Another piece of carelessness, for 
which advertising is frequently blamed, 
is that many advertisers fail to answer 
their inquiries immediately. Most ad
vertisers are too negligent in this re
spect. A man who was thinking of 
building a house wrote to a number 
of advertisers of building material. It 
took these advertisers all the way from 
five to thirty-three days to answer.

rpHESE manufacturers are imposing 
I a terrible handicap on their adver

tising. The copy interested the pros
pective buyer enough to cause him to 
write for more information. Instead of 
expressing appreciation for his in
terest, the advertisers insulted him by 
showing that they did not regard his 
inquiry as important enough to answer 
at once.

When will advertisers learn that a 
prospect’s enthusiasm begins to cool 
shortly after’ he has finished reading 
their message? The copy may have 
worked the reader up to the white-heat 
of eagerness. He may have sat down 
and written for a catalog, a booklet, or 
whatever the advertiser offered. But 
the next day his enthusiasm starts to 
wane. By the following week, the 
white in the heat of his zeal has disap
peared. Even the red is losing its bril
liancy. In a month, he may have en
tirely forgotten the advertisement.

So advertisers who delay in follow
ing-up inquiries run the risk of get
ting their literature to the prospect 
after his interest has subsided. If the 
matter he asked for had been sent im
mediately, the chances are that a sale 
would have been made.

I often encounter advertisers who 
complain that advertising appeals only 
to curiosity seekers who have no in
tention of buying. A certain manu
facturer who held this view had changed 
agencies two or three times, hoping 
he would find one, as he expressed it, 
“who could write copy that would pull 
genuine inquiries.” His latest agency, 
having had experience with advertisers 
of this turn of mind, insisted on mak
ing a careful study of the follow-up 
system. He soon learned that the ad
vertiser was always so far behind in 
answering his inquiries that it was 
always ten days or two weeks before 
his prospective customers heard from 
him. In the light of this discovfery a 
rule was made that all inquiries must 
be answered on the day they were 
received, even though it were neces
sary to put on a night force. The com
pany has been following this new 
schedule for several months, and the 
results have been so satisfactory that 
the president has stopped complaining 
about his inquiries coming from curi
osity seekers.

A number of advertisers have re
solved that the purpose of advertising 
is to sell goods, and not to develop a 
lot of correspondence. For this reason 
they do not seek inquiries at all. To 
avoid receiving them they leave their 
name and address out of their adver
tisements.

This is an unfortunate tendency. It
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_wiir 
/ affect the payroll less than the salary f list. In the good old days, when only 
le lawyers, teachers, doctors, could af- . 

1 ’ ford luxuries, wages had to be \ov/J 
enough to keep prices within the range) 

11" of the limited professional income. To-1 
1 0 day, when the wage-earner is his em- 
fe' ployer's best customer, costs must be 
1" cut without too much affecting the pur- 
rj chasing power of the payroll.

From an article by Kenneth M. Goode in 
Advertising & Selling.

Who Are Your Customers?

Mr. Goode also says, “We live more than prosperously. 
The whole nation lives prodigally.”

Reflecting this prosperity, thousands of readers send cou
pons with dimes and quarters to SMART SET advertisers. 
Mass production results in mass selling.

Young people, with natural impatience, want to begin 
where their parents left off. As a result, SMART SET with 
its half-million youthful, acquisitive, unprejudiced readers, pro
duces sales at the lowest cost for a growing number of adver
tisers.

If you are searching for wider markets, thousands of new 
customers, you will And SMART SET’S readers responsive. 
They’re today’s buyers—buyers for the next 40 years.

MAWgET
J R. E. BERLIN, Business Manager
’ 119 West 40th St., New York

Chicago Office, 360 N. Michigan Ave.
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Big Business 
Consults 
a Doctor

The President of a big busi
ness decided to have a good 
Doctor look him over. Not be

cause he felt sick. It was really 
an evidence of strength and an 
intention to continue well.

The examination was long 
and thorough. The Doctor 
presented his bill and the Presi
dent paid it, well satisfied.

“Planned Advertising” does 
the same thing for a business. 
Almost the first customer who 
came to us, used “doctor” 
language when he talked with 
us. When a man comes for 
advice on a marketing prob
lem we give the problem a 
tremendously thorough exami
nation. We are criticized some
times for being too thorough, 
too painstaking, too minute— 
never for being superficial.

Finally we give our recom
mendations and present the bill.
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Payment of that bill is 
man’s one obligation to us. 
knows the amount before 
start

The man who went to

the 
He 
we

the
doctor might decide, after con
sidering the report, to have him 
do a few things, perhaps to per
form an operation or to put him 
through a course of training. 
He is under no obligation to the 
doctor but he might want to 
make further use of him.

The man who hires us to 
conduct an examination may 
ask us to carry out our recom
mendations. He may decide 
to call the transaction closed. 
In either case nobody is obli
gated.

We wanted an outside view
point of the operations concerned 
with the building of “Planned 
Advertising.” Accordingly we 
invited Mr. George French, the 
well-known business writer, to 
spend a number of weeks with 
us observing us. He has put 
the results of his observations 
in a book the title of which is 
“Planned Advertising, Being 
the Planned Approach to 
Agency Efficiency.” To any 
business executive we will 
gladly send a copy without ob
ligation if he will inquire on his 
business stationery.

Please mark your cal
endar for a talk with 
us at the proper time

CHARLES U. HOYT COMPANY 
Incorporated

116 West 32d St.. New York 
Boston Springfield, Mass.

Winston-Salem, N. C.

PLANNED ADVERTISING
Reg.U.S.Pat.Off.
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keeps many prospects from further in
vestigating a product in which they 
were already interested.

The average person does not write 
to an advertiser out of curiosity. He 
writes for information. Advertisers 
should go the limit in offering to give 
him any that may be wanted.

IF advertisers still doubt the impor
tance of inquiries, they should change 
their minds after looking into the ex

perience of the radio broadcasters. 
Every radio station in the country is 
swamped with inquiries from thousands 
of “fans.” The majority of these per
sons are really interested. When doz
ens of listeners will go to the expense 
of calling up an announcer on the long
distance telephone to tell him that he 
has mispronounced a word, or to give 
him the location of a river which he 
misplaced in his talk, it is time for 
advertisers to realize that they should 
invite inquiries to the extent, at least, 
of putting their name and address on 
the advertisements.

One Sunday evening, recently, a radio 
station in New Y’ork broadcast a poem 
on “Tolerance.” In the next few days, 
the station received letters from hun
dreds of persons wanting to know 
where they could get that poem, and 
others by the same author. People who 
will take the trouble to write and ask 
where they may buy a thing are cer
tainly not curiosity-seekers. Any ad
vertiser who ignores this interest has 
no right to feel that there is some
thing wrong with his advertising.

Another common mistake that adver
tisers make is in working up the enthu
siasm of prospects and then, when they 
get ready to buy, throwing cold water 
on them. A laundry company, for ex
ample, does this. In its advertising it 
tells housewives that they are foolish 
to try to wash their curtains at home. 
It assures them that curtains can be 
done up much more satisfactorily at 
the laundry. Then, when readers of the 
advertising take the laundry at its word 
and give them their curtains to wash, 
they find they have to sign a document 
in which the laundry is exempted from 
all responsibility in case the curtains 
are torn or otherwise damaged during 
the laundrying.

It can be imagined that the tone of 
this legal-looking document is entirely 
different from that of the company’s 
advertisements. If that laundry event
ually finds that people are no longer 
answering its advertising, it will have 
no license to ask, “What is wrong with 
our advertising?” More to the point 
would be, “What is wrong with our 
management?”

It would be possible to repeat such 
incidents almost endlessly, but enough 
has been given to show that it is bad 
management more often than it is poor 
advertising that causes business men to 
ask, “What is wrong with my adver
tising?”

Now let us sum up what are the mis
takes of management that most fre
quently reflect on the advertising. In 
this summary I am including not only 
the mistakes that have been already 
alluded to, but several others as well. 
I figure that these blunders may be 
catalogued under the following twenty- 
five principal groups:
1. Making promises or claims in the 

advertising that the service or the 
product does not justify.

How 
Advertising 
Men Keep 

Posted
pUT O longer is it nec- 
■L essary to consult 
many sources for the 
news of advertising.

READ 
THE NEWS DIGEST 
Changes in Personnel 
New Advertising Accounts 
Publication Appointments 
Changes in Advertising 
Accounts 
Changes in Address 
Are all reported in 

The News Digest

The News Digest bound 
as a separate section at 
the back of this issue will 
keep you up to date on 
all changes.

If you are not receiving 
Advertising and Selling 
regularly the attached 
coupon makes it an easy 
matter for you to get 
each issue.
One Year’s Subscription 

(Including the News Digest) 
$3.00

ADVERTISING AND SELLING 
Q East 38th St., New York

Please enter my subscription for one 
year at $3.00.

□ Check Enclosed □ Send Bill

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

Position ................................... . . - . • .

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

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

City .......... ..........................................

State . ..............................................................

Canada $3.50 Foreign $4.00
A-S-l-26
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Although you have a wonderful story on the success of ‘Bean Hole Beans (p. 49 of 
December 29th Advertising and Selling), we believe that the sales success of Pabst-ett 

in Iowa is even a greater tribute to the value of the advertising and merchandising of The 
Des Moines Register and Tribune. 500,000 cans of beans are quite a little, but I want to 
give you some figures regarding Pabst-ett which we believe go Bean Hole Beans one bet
ter. Pabst-ett advertising in The Des Moines Register and Tribune began May 17th, 
1926. You will recall the attached 4-page dealer broadside which you published, and 
mailed to every wholesale and retail grocer in Iowa.

Mr. W. R. Patterson, General Manager of the Cheese Division of the Pabst Cor
poration, informed me today that the sales of Pabst-ett in Iowa from May until the end 
of the year were considerably over 12.000 cases, or more than 862,000 25c packages. Bear 
in mind that Pabst-ett was an entirely new product with which the public was not at all 
familiar, whereas everyone knows what baked beans are.

The only newspaper used in Iowa to attain this remarkable sales 
success was The Des Moines Register and Tribune. It is true that a 

■ Davenport newspaper was used, but this was a part of the campaign in 
the Tri-Cities (Davenport, Moline and Rock Island) and Tri-Cities sales 
are not counted in the Iowa total inasmuch as they are included under 
Illinois.

We knew when we selected The Des Moin es Register and Tribune to carry the story 
of Pabst-ett throughout Iowa, that this one great newspaper was capable of doing the 
job single-handed. Our judgment certainly has been more than confirmed by the splen
did showing of Pabst-ett, “the new and finer food,” in your market. j y

Milwaukee, Wisconsin, Klau-Van Pietersom-Dunlap-Younggreen, Inc.
Jan. 10, 1927. By F. V. Birch.
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A Tale of Five 
Crops 

And how one state went forward 
zAiilc the rest lagged behind.

I S this is written the U. S. De
partment of Agriculture has 

*-z just issued its estimates of 
leading crop values for 1926. Inter
esting reading. There are live stories 
behind these dry figures sometimes.

Crop totals are always an index to 
business conditions in Texas—Amer
ica’s most productive agricultural 
commonwealth.

The crops so far reported show a 
substantial net gain in Texas’ farm 
income over 1925, and this in spite of 
a general recession in prices—a. decline 
in the national income from the same 
crops—and a severe slump in the 
world’s cotton market.

■‘Nothing can stop Texas.” says 
George W. Coleman, president of 
Babson Institute. Is your wagon 
hitched to the Lone Star?

The Record 
1926 

CROP FACTS 
(Tenas’ first 5 crops) 

Corn
TEXAS GAINED 

$34,628,000 
AMERICA LOST 

$262,631,750

Wheat 
TEXAS GAINED 

$29,199,000 
AMERICA GAINED 

$40,786,660

Cotton
TEXAS LOST 

$69,250,000 
AMERICA LOST 

$450,753,789

Oats
TEXAS GAINED 

$23,339,000 
AMERICA LOST 

$66,280,878

The Dallas Morning News and The 
Dallas Journal are your best media for 
the Dallas market area—richest and 

most populous in all Texas.

Grain Sorghums 
TEXAS GAINED 

$3,087,000
AMERICA LOST 

$1,911,700

The Dallas Morning News
The Dallas Journal

An Optional Advertising Combination

2. Running the advertising campaign 
as though it were a separate enter
prise, instead of an integral part of 
the advertiser’s business.

3. Not making it easy for readers to 
buy the thing advertised.

4. Making the copy too dignified.
5. Inadequate distribution.
6. Advertising without getting the co

operation of distributors.
7. Advertising without the support of 

the salesmen.
8. Not seeking inquiries or failing to 

answer promptly those that come 
in.

9. Throwing cold water on the pros
pect’s enthusiasm.

10. Using packages, either as to size 
or to shape, that are out of tune 
with demand. For instance, trying 
to sell a dollar package in a twen
ty-five cent market.

11. Giving a product a name that peo
ple cannot pronounce or are ashamed 
to pronounce.

12. Advertising to the wrong end of 
the market. For example, offering 
an article as a baby food, when 
seventy-five per cent of it is con
sumed by grown-ups.

13. Devoting the advertising to the pro
motion of uses of the product that 
are far-fetched and impractical.

14. In a style market, offering prod
ucts that are passé or obsolescent.

15. Not giving adequate service on re
pairs or parts.

16. Making light of complaints.
17. Offering so many things in the 

same advertisement that the reader 
is confused.

18. High-hatting the prospect. A take- 
it-or-leave-it tone in the advertis
ing.

19. Being vague as to what the product 
is or for what it is used.

20. Distributing through old-fashioned 
channels of distribution. Refusing 
to recognize new channels.

21. Copying the ideas or methods of 
competitors. Lack of originality.

22. Giving recipes that were evidently 
untested, as they do not work out.

23. Over-picturing the efficacy of the 
product, by showing a smiling 
mother saying it is “all right, dear,” 
when some catastrophe has just be
fallen the family.

24. Referring in a belittling way to 
competitive products.

25. Giving the advertisement a false 
lure, such as the heading, “It’s 
yours for the asking,” when smaller 
type describes the easy-payments.

it’s a triumph in 
every way

it S QH
EIN/ON-FDEEM4N
WINDOW DI/PMY

Compelling ! ! 
Selling ! !

Two of the 
built-in features 
of

Mechanical
Advertising 
Displays

Write for circulars of Mechanical Books, 
Start and Stop Revolving Tables.

C H ESTE R CO., I nc.
430 West 45th St. New York. N. Y.

Advertising “The New 
Yorker”

AN unusual piece of promotion work 
has been put out by The New 

Yorker, a weekly New York publica
tion. Entitled “May we say a few 
words about our esteemed contempo
raries,” it consists of a series of com
ments on the leading New York news
papers. The originality of the pamph
let is to be found in the copy, which 
gives a shrewd appraisal of the char
acter and personality of each paper. 
In the end there is, of course, a brief 
discussion of The New Yorker itself. 
The booklet is written in a sprightly 
manner and is illustrated in the mar
gins with the excellent little sketches 
for which its sponsor is known and 
from whose pages they have been 
taken.
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An Inhibition versus 
a Market

[CONTINUED FROM PAGE 34]

treme caution at every slightest move.
Our reprinting of Mr. Bonner’s ar

ticle elicited a number of comments 
from our readers. Among these was 
a letter from an advertising agent, 
inclosing a clipping of a late Miltiades 
advertisement whieh does make a direct 
appeal to women. The increasingly 
popular game of bridge is the peg upon 
which this appeal is hung, cigarettes 
and cards apparently being natural 
companions. Here there was none of 
the gentle insinuation which has some
times been used previously by show
ing women in the background of the 
picture, obviously not in the least an
noyed by the smoking of their mascu
line companions. Miltiades actually 
pictures women with lighted cigarettes 
in their hands.

Now there comes to our attention a 
four-color, hack cover display by Marl
boro cigarettes, manufactured by Philip 
Morris & Company, Ltd,, Inc. This in
sertion consists simply of a feminine 
figure holding a vanity ease in one hand 
and in the other a long cigarette holder 
from which a lighted cigarette sends 
up a waving column of smoke. The 
name, “Marlboro," across the top of the 
page, the slogan and price below that; 
at the bottom the name of the manu
facturer; and an open package of the 
cigarettes stripped in the lower fore
ground of the picture. It was, in fact, 
both in illustration and typographic 
layout, a literal reproduction of the 
magazine’s front cover.

Here is certainly a step in the indi
cated direction. But it is not a step 
altogether in the dark. The advertiser 
first made a careful study of public 
reactions, insofar as this is possible. 
Fiction writers have long made their 
women characters smoke quite as a 
matter of course, and magazine illus
trators have followed suit with their 
drawings of women pictured in the act. 
And editors of such publications have 
had more than a little experience with 
the reactions of readers. Storms of 
protesting letters from “Old Subscri
ber” and his (or her) boy and girl 
friends greeted the first steps in this 
direction. Such letters continue to flow 
in (even this stainless publication has 
received a few!) but these diminish 
constantly in number and vitriolity. 
Writers and editors must reflect the 
life of their times, and their outland 
readers must catch up as best they can. 
Certainly the wind of public opinion 
seems to be setting in the right direc
tion. But in this business of adver
tising painful experience has proved 
the inadvisability of jumping at con
clusions.

MARLBORO has chosen its medium 
carefully. The back cover referred 
to appears in the February issue of Le 

Bon Ton, a magazine devoted to fash
ions and resorts. Its appeal is entirely 
feminine, but its readers are made up 
for the most part of the more sophis
ticated type of woman to whom fem
inine smoking is already something 
largely taken for granted. In short, 
the group toward which this appeal is 
directed is the group best calculated 
to be receptive, and least calculated to

back in 
the days of 
Alice Benbolt 
the one paper buy 
solicitation 
was worth humming 
but it’s out 
of date with space 
buyers who 
have ever had 
experience 
in markets of any 
importance 
Detroit Times 
evening and Sunday
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L-E-A-ID-E-R-S-H-I-P- +
in ARGENTINA

The total number of cars in use through
out Argentina has been steadily increasing 

since 1923, at the rate of 50%
per year.

* *

The Automobile Show held re
cently in Buenos Aires gave 
added impetus to the develop
ment of a distinct "motor-con

sciousness” among the Argentine people.
¥ * *

Aerv^-o*8- 200,000
motor-vehicles are now registered in Ar
gentina.

of these are 
States.

¥ ¥ ¥

97%
imported from the United

"Ask LA NACION about Argentina”

LA NACION, of Buenos Aires
continues its undisputed leadership as the logical medium for 
reaching the class of readers who would naturally be prospective
purchasers for automobiles and other luxuries, because it 
not only the largest but also the best circulation.
Consequently—it is not surprising that LA NACION is 
preferred medium of advertisers in display classifications.

has

the

continues to maintain the lead in American automobile lineage.
192S 

September ............ 
October ................ 
November ............ 
TOTAL DISPLAY 

LINEAGE

LA NACION
21,896
20,804
17,402

lines
Nearest Competition

14,532
10,612
7,084

lines

502,953 397,381
LA NACION has the LARGEST circulation of any newspaper in Buenos Aires and 
is the ONLY newspaper in South America with a duly AUDITED and CERTIFIED 
circulation, along A.B.C. lines. Audited circulation is authentic circulation.

Editorial and General Office in the United States: 
W. W. DAVIES

Correspondent and General Representative 
383 Madison Ave., New York

United States Advertising 
Representatives:

S. S. KOPPE & CO.. INC. 
Times Bldg., New York 
Telephone: Bryant 6900

Write for “Advertising in Argentina” and “Certified Circulation,” by Dr. Jorge A Mitre, 
Publisher of LA NACION

brindle into a highly reformative rage.
This rather spectacular opening 

gun, however, constitutes but a part 
of the Marlboro Spring campaign. This 
will consist of a striking new series of 
black and white, and black, gray and 
white single column insertions in an ex
tensive list of general magazines. Here 
the feminine appeal is not so direct as 
it is in the four-color cover previously 
discussed. Against the background falls 
the shadow of a hand, obviously femi
nine, holding a cigarette from which 
writhes a languid ribbon of smoke. 
Marlboro achieves the feminine touch 
also through its slogan, which is one 
of the few cigarette slogans of today 
which actually does have that appeal. 
“Mild as May” is attractive in itself 
and suggestive of a dozen subtle con
notations.

Just what actual effect these some
what tentative, pioneering campaigns 
will have it is difficult to estimate. Ob
viously, the feminine market exists; a 
market whose actual value at the pres
ent time is up in the hundreds of mil
lions of dollars and at whose potential
ities one can merely guess. How it will 
respond to cultivation is highly prob
lematical. The type of appeal best cal
culated to produce results is equally 
uncertain. In short, the feminine ciga
rette market is virgin advertising soil. 
But we hazard here the prediction that 
it will not remain thus for much longer.

rpW0 broad lines of attack are open 
I to the advertiser. First, competitive 

advertising for the field which is known 
to exist already; and, second, educational 
advertising to further the use of to
bacco among the well-known opposite 
sex. This second type of advertising 
would be certain to call down upon its 
head a great volume of criticism and 
abuse, as the belief still lingers that 
smoking is injurious to the health. 
Whether or not that is true can be an
swered satisfactorily only by the med
ical men, and the differences of opinion 
among these gentry at the present time 
can only confuse the problem in the 
mind of the layman. Millions know it 
as a soothing agent to the nerves, a 
more or less passive aid to restful con
tentment. Certainly excessive use of 
anything is detrimental to health. Ex
cess eating foments indigestion, while 
excessive use of alcohol causes—well, 
a great many disagreeable events. So 
undoubtedly with tobacco. In any event, 
educative advertising, as such, should 
hardly prove necessary. Competitive 
advertising will be partly educative in 
effect. And, besides, the women are 
learning quite readily all by themselves. 
Once the bars of convention are let 
down throughout the country to the 
extent that they are in the East, the 
feminine market should approximate 
the masculine. The revising of such 
standards is the real problem of the 
advertiser.

Many manufacturers will undoubtedly 
bring forth brands of cigarettes spe
cially blended to meet what is believed 
to be the feminine taste, even as some 
have done already. But so far as one 
casual observer can discern, there is 
little real difference of taste between 
the sexes. In any event, there can be 
but little doubt of the way the wind is 
beginning to blow, and with such a 
market awaiting the manufacturer we 
may expect almost any day to see him 
right out after it.

This is a prediction.
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The Star’s
Biggest Year

29 MILLION
Lines of Advertising
In 1926 The Kansas City Star carried a total of 
29,075,996 lines of advertising (morning, evening 
and Sunday). In 1925 the total was 27.228,390. 
Think of it 1 In a single year:

1,847,606 Gain!

& MILLION
Circulation

The Kansas City Star enters the New Year with 
a circulation of 504,239 copies a day (morning 
and evening). Compared with last year’s record, 
this “more than half a million a day” circulation 
represents:

6,378 Gain!
Again The Kansas City Star has outstripped all its own previous high 
records. Both in advertising lineage and in circulation The Star’s 
1926 records show substantial gains over 1925. This is more remark
able, inasmuch as 1925 was itself a record year.
Today The Kansas City Star offers advertisers the largest circulation 
in its history, the lowest advertising rate in America, and a coverage 
approaching saturation of a trade territory unexcelled in growth and 
prosperity.

THE KANSAS CITY STAR
Average Net Paid Circulation for December, 1926 : 

EVENING MORNING SUNDAY WEEKLY
253,265 250,974 290,515 523,574
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FREE
to you
Hall's new 
book with 

Hall’s great 
Library

Are you breaking 
into advertising?

Hall's new book—GETTING AHEAD 
IN ADVERTISING—13 a book you will 
want it you are trying to get a foothold 
in this field; In fact you will be glad 
to have a copy it you are already engaged 
in this work, regardless of how. or where, 
or at what price.

The book is a meaty little volume of 
how to use advertising and selling ability 
to your own best advantage; it gives you 
hundreds of bits of practical experience 
in making your efforts count. It comes 
to you FREE with

S. Roland Hall’s 
LIBRARY OF 

ADVERTISING
AND SELLING

4 Vols., 3323 pages. 1090 illustrations, 
flexible binding, 11.50 in 10 days and 
$2.00 monthly.

This is the indispensable advertising 
and selling reference and home-study set. 
Hundreds of men and women are using it 
to push themselves ahead. Hundreds of 
experts in all branches of marketing have 
it handy for reference. Agencies through
out the country have these books in their 
libraries. Colleges and universities use 
the books as texts. If you’re in adver
tising. or selling, or any branch of 
marketing, don’t be without the good 
this set can bring you.

$20 worth of books for 
$17.50

Only 7 cents a day
The big, well-paying jobs call for men 

with all-around knowledge of the entire 
selling business — advertising, personal 
salesmanship, planning, managing, etc. 
Add to your own experience a working 
command of the principles and methods 
that have been proved in the experiences 
of the most successful selling organiza
tions. You get them—hundreds of them 
—in this great set.

Examine for 10 days FREE 
No money down

Small monthly payments
Try the set for yourself. Examine it 

at our expense. If you like it, keep it; 
if you don’t, send it back, It has helped 
and Is helping others. There’s personal 
wisdom in seeing, at least, what It can 
do for you.

Prove it for yourself 
Mail the coupon note

FREE EXAMINATION COUPON
McGraw-Hill Book Company, Inc.

370 Seventh Avenue, New York
You may send me the HALL LIBRARY OF 

ADVERTISING AND SELLING for ten days’ 
free examination.

If the books are satisfactory, I will send 
51.50 in ten days and 52 a month until your 
special price of 517.50 has been paid. With 
the Library I am to receive a free copy of 
Hall's GETTING AHEAD IN ADVERTISING 
AND SELLING. If not wanted. I will write 
you for shipping instructions.
Name .............................................................................
Address ........................ .................................................
Position .........................................................................
Company ............................................. • ■

The Spectacular Rise of 
the Electric Refrigerator 

[CONTINUED FROM PAGE 21]

large-scale capital and organization; 
(3) aggressive advertising; (4) co
operative technique; (5) consolidation.

Each one of the five is the last word 
in modern industrial advancement. The 
keen edge of each cuts to the heart of 
a situation. Research finds out in a 
brief time what would take years of 
ordinary experience to discover. Large- 
scale capital and organization enables 
an industry to organize the entire pos
sible market at once. Advertising elim
inates dependence on the slow percola
tion of ideas; the normal process under 
any other means of development. The 
cooperative technique so well used by 
the refrigerator group makes possible 
a progress by united effort rather than 
by hampered individual enterprise with 
obstructive competition and waste. The 
automobile business is an example of 
the ■ rapid development of an industry 
with the aid of such technical coopera
tion. Finally, there is the consolidation 
method, which was almost immediately 
applied by the electric refrigerator 
group, and not at a much later period, 
as haPPened in the steel and automo
bile industries.

This immediate use of the giant tool 
of consolidation is perhaps the special 
earmark of the electric refrigerator 
industry; for other industries have used 
all the other large tools, but few have 
so immediately applied consolidation to 
a new industry. The sagacity shown in 
forming consolidations at the very be
ginning of the development period is 
only now making itself fully evident. 
The radio industry, had it applied this 
very principle, might have saved itself 
from great loss and speeded its prog
ress even more rapidly. Instead, the 
radio business for years was literally 
infested with a mass of small manufac
turers, who soon clogged the wheels of 
progress with their job-lot and low- 
standard goods and unintelligent over
production.

FROM this rapid summary, it will be 
seen that the spectacle of the electric 
refrigerator boom is not that of merely 

another fad of the public. Actually it 
is no fad at all. There are no “Shows," 
no special editorial pages in the news
papers, no contests and other para
phernalia. The electric refrigerator 
represents the application of our best 
knowledge of industrial development to 
date; and, moreover, the prompt and 
intensified application of such knowl
edge. It is a salutary object lesson in 
what we may hope to do with many 
other industries in the future, indus
tries both old and new.

What are the precise facts as to its 
growth? In 1921, a paltry 6,000 ma
chines were produced. Three years 
later, when the first cooperative steps 
were taken to boost the industry, only 
24,000 were manufactured. So imme
diate was the result of this cooper
ative step, however, that in 1925, 75,000 
machines were sold; and in 1926 the 
astonishing total of approximately 

250,000 machines was produced. It is 
expected by some in the industry—and 
they are not mere enthusiasts—that in 
1927 a million will be sold. (The fig
ures for 1926 include both domestic 
and commercial units, while those of 
the three years—1921, 1924, 1925—in
clude only household machines).

As for advertising, it has been in 
keeping with the intensification prac
ticed in the other four directions. To 
date, the Frigidaire Company has spent 
about two million dollars; the Ser-vel, 
about a million dollars; the Kelvinator 
Company, about $750,000; and about 
$500,000 scattering—a total of about 
314 million dollars for the industry as 
a whole. There are evidences that about 
ten million dollars will be spent in 
1927; for half of which Frigidaire alone 
is planning.

THE electric refrigerator industry, 
although but a few years old, has al
ready got a unified group or association 

of manufacturers, and a series of con
solidations; it has already so speeded 
up its processes that it has arrived, 
only two years after its virtual 
start, at that interesting point where 
the Ford mass-production price-reduc
ing policy is being applied. This point 
was not reached in the automobile busi
ness until a dozen or more years after 
its start.

After reading about the amazing 
records of the automobile, radio and 
electric refrigerator industries, many 
heads of other industries have fallen 
into a perverse habit of regarding them 
as fields entirely apart from their own. 
Thus they justify themselves for jog
ging along at a more or less slow and 
customary pace. But whatever may be 
said as to the special bonanza charac
ter of the automobile and radio, the 
fact is that on January 1, 1924, the 
electric refrigerator was in a far less 
enviable position as an industry than 
a great many other lines of business 
not having any “boom.”

It had a number of enemies whom 
it had disappointed; both as a profit
maker and as an actual working de
vice in the home. It was beset with 
the sales-resistance always experienced 
in selling a piece of kitchen equipment 
costing over $100. Hardly forty per 
cent of American families had even a 
common refrigerator.

But there was very definite hope that 
by application of the proper tools of 
industrial development, time could be 
pulled (not to say jerked) by the fore
lock and a great advance could be made 
in a few years. That this is today an 
accomplished fact should make every 
business executive both “sit up and 
take notice.” In the next decade or two 
the four “giant tools” of modern indus
try must and will be applied to many 
other industries; and the bonanza con
ception of industry, such as the auto
mobile and the radio fostered, must be 
scrapped in favor of a more analytical 
point of view.
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broader territory than the mere

some instances they can be called

representing theforces
life of a whole vast area
reason the situation and outlook in

The present

“Finally it must always, be kept
In mind that any discussion of St.
Louis necessarily includes the far

metropolitan area itself. Most cities
like to be called “centers" but in

such only by courtesy.
of St. Louis the city is

industrial, commercial

St. Louis has an importance far be-
yond city boundaries.
growth and great power promises a
St. Louis which very vitally concerns
the prosperity of millions.”

" gtate
MORE and more the business experts of the country are 

recognizing it. . . . More and more they are realizing 
that St. Louis is unique among the cities of the nation 

in the extended scope of the market which it serves.
For instance, the paragraph quoted above is the expression of 

Ralph B. Wilson, vice-president of The Babson Statistical Organ
ization. in a recent analysis of St. Louis business conditions.

The Familiar Picture
Mr. Wilson’s concept of the St. Louis market is reflected 

clearly in the map of The 49th State. Here is the “whole vast 
area” which he describes—a circle with a radius of 150 miles.

This is a market which cannot be separated from St. Louis. It 
is one unified whole. St. Louis business is 49th State business. 
As the city prospers, so does this outlying market prosper. 
Throughout the circle you will find uniformity of buying habit.

Wherefore, Mr. Wilson’s estimate of St. Louis business is 
of particular interest to every business man seeking to de
velop business in this great 49th State market.

A Prediction for Next Year
“Nobody concerned with the prosperity of St.

<-ouis,” he tells us, “can study this trend of local 
business without a new respect for the city’s 
power and increased confidence in its prospects.” 

And further— 
“The review of the statistics for St. Louis very 

plainly finds the broad trend as one of rational 
but remarkably well-sustained expansion.”

i
He predicts that St. Louis will in all probability reach an 

average monthly business of $1,000,000,000 some time thig 
year.

This means a twelve-billion dollar annual business, volume 
for St. Louis.

It is well known that St. Louis’ annual purchasing power, 
according to calculations based upon figures given by the 
Babson organization, is now $8,949,726,000.

And the annual purchasing power of the entire 49th State 
is estimated at $20,616,101,000.

.... And This Business Is Waiting for You
The beauty of it all is that The 49th State can be so 

easily and so economically reached.
Here is a market crossed and criss-crossed with railroads, 

interurbans and highways, which bring the towns within the 
circle into close contact with St. Louis, the central metropolis.

And St. Louis is developing this market with the aid of 
her largest daily newspaper—The Globe-Democrat.

The influence of The Globe-Democrat pervades this 
“whole vast area.’* No other newspaper—no other adver
tising medium—even claims to cover this market as does 
The Globe-Democrat.

Our Service and Promotion Department and our Re
search Division have compiled some remarkably helpful 
selling information for advertisers seeking to develop busi
ness in St. Louis and The 49th State.

The advertiser who fails to take advantage of this aid is 
missing a big opportunity for sales.

Lrmn5®lobc-iDcmocrat
t • f t t f 1 rrf i Member of The Associated PressThe Newspaper Which Has Developed The 49th State

F. St. J. Richards........................New York C. Geo. Krogness....................San Francisco
Guy S. Osborn. . . ............................Chicago Dorland Agency, Ltd.......................London

Jos. R. Scolaro................................... Detroit
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Why Does the Agency Charge 
15% on “Art and Mechanical”?
What proportion of agencies do charge 15%? How many 
charge more? Do any charge less? Do any agencies forego 
the charge altogether? Why do they make this charge’’ 
What particular services does it cover? Is the charge justi
fied, or is it merely a habit? If you believe that straws tell 
which way the wind blows

You’ll find the answer in the

Ellis Dope Book
Dope Sheet No. 24 is a compact 
2200-word contribution on this moot 
subject. It analyzes the practice of 
42 agencies, big and little, West and 
East, as it appears from their con
tract form.
It suggests a better name than "art 
and mechanical" and a logical classi
fication of preparational, supple
mentary and incidental items. It 
recommends a uniform billing prac
tice to save confusion and extra 
work in accounting and auditing. It 
offers a short model contract para
graph to cover the whole business. 
This is only one of a lot of Dope 
Sheets from the Ellis Dope Book, 
the new loose-leaf service for men 
who manage advertising. We'll send 
you No. 24 at less than list—read on 
to the finish.
The Ellis Dope Book is a good-look
ing binder, into which we’ll feed 
monthly close to 10,000 words of 
awfully good dope—Dope Sheets, 
working forms, charts—on adver
tising organization, relations and 
management.
In these Dope Sheets we do not dis
cuss creative styles and principles; 
there are sources enough for that 
already.
We do discuss and illustrate many 
phases of the client-agency service 
contract, following up Lynn Ellis'

LYNN ELLIS, Inc.
One Madison Avenue, Room 346, Desk C-17, New York

HOTEL ST. JAMES
109-113 West 45th St.. New York City 

Midway between Filth Avenue and Broadway 
An hotel of quiet dignity, having the atmosphere 
and appointment! of a well-conditioned home. 
Much favored by women traveling without escort 
3 minute«’ walk to 40 theatres and all best shops

Rotes and booklet on application.
W. JOHNSON QI INN

amazing analysis of agency opera
tion in his book, "Check-List Con
tracts."
We do discuss and illustrate many 
principles of advertising department 
or agency organization; manage
ment short-cuts and operating meth
ods; costs, charges, profits—every
thing the advertising executive must 
keep posted on.
The Dope Book is simply putting 
into widely usable shape the boiled- 
down private management dope 
Lynn Ellis has accumulated in fif
teen years of successful manage
ment. Every Dope Sheet will tell 
you something solid and make you 
think. You can buy more words 
about advertising for $3.00 any day 
than we'll give you for $33.00 (the 
yearly cash subscription price), but 
when it comes to dope you'll save 
this is the one best bet.
Mark a letterhead “C-17” and pin a 
dollar bill to it. By return mail we ll 
send you this batch, listing at $2.50 
—Dope Sheet No. 24, one other 
Dope Sheet (our choice) and a copy 
of Form GSA, the basic General 
Service Agreement from the book, 
"Check-List Contracts.”
Along with these you'll get our pros
pectus on the complete Dope Book 
service. But you can have that "re
gardless" by just asking for it, so 
let s hear from you anyway.

Facts
every important, usable business 
fact you could want is here at 
your service. Facts are money!

The Business Bourse
J. George Frederick, Pres.

15 W. 37th St. (Wisconsin 5067) New York 
In London. Business Research Services. Ltd.

How Atlanta Adver
tises to Industry

ATLANTA has just raised a million 
dollars to be invested in advertis

- ing. One year ago the citizens of 
Atlanta realized that if the facts about 
the city and its surrounding area were 
known to the executives of American 
business, they would see the necessity 
of establishing branch offices and 
branch factories there. To tell this 
story, a fund of $250,000 was sub
scribed and an advertising campaign 
was begun in publications reaching 
the executives of the most logical in
dustries.

In the first ten months of 1926, 136 
concerns came to Atlanta bringing 
more than $7,000,000 in new payrolls, 
with every likelihood of the figure 
reaching well above 160 concerns by 
the end of the year. Realizing that

Is he luhorin" 
under 

Dniunee Furdeijed 
Merchandise'?

\HAN^A

this result was based on the soundness \ 
of the city’s advantages, and their at
traction for industry, plans were at 
once made to carry on the work. The 
million dollar fund, which is to be ex
pended over a three year period, was 
the result.

Before a line of advertising was 
written, a careful survey was made to 
determine the actual advantages 
offered by the Atlanta industrial area. 
Following that, a second survey was 
made to determine which industries 
were most greatly concerned with the 
resources of the city, and should there
fore be approached first. I

It was found that the new tendency 
in merchandising—hand-to-mouth buy
ing—had made imperative the decen
tralization of industry. Without ques
tion, it has become necessary for every 
distributor of merchandise to establish 
factory branches close to his customers 
in the major markets of the country.

The South has developed amazingly 
during the past decade, more than 
tripling its buying power in that time 
—according to the statements of most- 
conservative research organizations. 
Obviously, here was the strategic cen
ter of the newest, livest major market 
in America; and the advertising when 
it appeared carried this thought as a 
part of the story: “Atlanta is Dis-
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The Northern g Counties 
ofNewJersey—Ace High 

in Purchasing Power
I HE Northern Nine Counties of New Jersey comprise 

a market rarely worth while.
{/ ¿1 It is a market great and important in itself; a com- 
/ 4 Jr munity of two and a half million people unified,
S / U homogeneous in habits of thought and habits of

.} living—which are of the highest.
j I It is moreover, the major market of the Metro- 

/ politan District—greater in population and buy- 
j ing power than any other section of metropolitan 

\ / New York.
(/ Incomes in the Northern Nine Counties show a

proportion of the population reporting incomes above $3,000 
exceeded by only one other state in the Union.
In per capita expenditures for dwelling construction, it is ex
ceeded by only three other states. In percentage of dwellings 
wired for electricity by but two. In automobiles, it comprises 
38.7 per cent of the Metropolitan market, itself the greatest 
and most desirable market of all.
In this territory, Charm, The Magazine of New Jersey Home 
Interests, is all powerful. Its circulation of 81,237 is the larg
est of any magazine.
Interest in Charm is surpassing: because it is a local magazine 
dealing with the community for which it is published; because 
it is a service magazine applying itself specifically to the prob
lems which present themselves in home-making in this section. 
If it is a cardinal object in selling to apportion selling effort 
to sales opportunity, isn’t it logical to add extra, added selling 
effort in the Northern Nine Counties through the use of

CHARM
C /• idffersc^ (fome Interests

Office of the Advertising Manager, 28 West 44th Street, New York
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THE gas industry, in preparing to meet the 
demands of new and important customers, 
is an important customer in itself. In fact, 

there are but few other industries that rank 
higher in purchasing power.
The gas industry offers an insatiable market for 
all types of engineering apparatus, as well as 
other equipment, of every kind, which has a util
ity in the manufacture, distribution, and use of 
gas. It is a market which, in future, will grow 
to proportions that will dwarf even its huge 
present capacity, and it is a market to which Gas 
Age-Record constitutes the direct line of approach.
We would be glad to advise you concerning the 
applicability of your product to gas. You will 
incur no obligation.

Gas Age-Record 
A. B. C. A. B. P.

“The Spokesman of the Gas Industry?’
9 East 38th Street New York

Wi alto pubiirh Brown’t Directory of American Gai Companies 
and the Gar Engineering and Appliance Catalogue.

tribution City of America’s fastest 
growing market.”

Atlanta realized that every means 
should be employed to get its story 
direct to the hands of the executives 
to whom it would be most valuable, and 
in the form of blunt statements of 
fact. All the bombast and the flow of 
adjectives which usually surround com
munity advertising were eliminated. 
The advertising dealt strictly with the 
conditions as they existed, and in the 
language of the industry to which each 
advertisement directed its particular 
appeal.

It was realized at the beginning, of 
course, that no industry could be moved 
purely on the strength of advertising, 
no matter how crammed with fact, no 
matter how carefully presented, and 
to supply executives with full informa
tion the Atlanta Industrial Bureau was 
organized. This bureau, headed by an 
executive experienced in research, and 
equipped with every facility and skilled 
staff, makes a special, first-hand sur
vey for every interested concern. The 
market is analyzed, the manufacturing 
costs are detailed and a report complete 
in every detail is laid before the in
quiring executives. These reports are 
carefully unbiased. They point out the 
disadvantages as well as the ad
vantages; they analyze the situation 
exactly as the inquirer’s own engineers 
would do it. For Atlanta came long 
ago the condusion that no city profits 
except as her industry profits; and the 
industrial Bureau firmly advises 
against the move to Atlanta whenever 
it becomes evident that a business could 
not succeed, could not improve its posi
tion by coming to the city.

Every inquiry is handled in the 
utmost confidence. Even the experts 
who are called upon for special counsel 
are unaware of the identity of the 
concern to which the information is 
going, so that under no circumstances 
can the inquiry produce embarrass
ment to the business or inform com
petitors of its plans before those plans 
are finally ready for public announce
ment by the company itself.

These sound practices have unques
tionably contributed a great deal to 
the results shown by Atlanta’s first 
year of advertising. They have 
brought the city and industry together.

New English Magazine of 
Advertising Art

ii'T’HE Studio” Publications, London, 
I publishers of Drawing and Design 

and the universally known The Studio, 
have recently started a new series of 
Commercial Art, a magazine dealing 
largely with art in advertising: adver
tisements, show cards, posters and di
rect mail.

Printed on good stock and well illus
trated with numerous plates, many of 
them in color, this is a periodical whose 
interest is by no means local. It con
tains reproductions and discussions of 
the best and most interesting work be
ing done on the two continents and on 
the British Isles, and its articles are 
written by men whose authority is in
ternationally recognized. It is issued 
each month and costs four dollars a 
year. The American agents are B. F. 
Stevens & Brown, Ltd., 21 Pearl Street, 
New York City.
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The Lillibridge Viewpoint
Number Nine Issued by Ray I). Lillibridge Incorporated New York

The Strange Experience of An 
Invisible Man

ears ago H. G. Wells wrote a book 
chronicling the experiences of an invisible 

man. As we recall the story, this man, who was 
a chemist, experimented for years until he had 
worked out a means of making himself in
visible.

He thought he was going to have a wonderful 
time going about watching people without their 
being able-to see him. But what actually hap
pened when he had made himself invisible was 
quite a shock to him. When he walked along * 
the sidewalks people bumped into him because 
they couldn’t see him. When he crossed streets 
he almost got run down because bus drivers 
didn’t know he was there. He got locked in a 
department store one night because no one saw 
him in the store at closing time.

But these embarrassments were not his 
worst. His big surprise came when he ate. He 
discovered to his horror that his food did not 
become invisible until it had become assimi
lated!

That gave him real trouble. He could dodge 
people. He could keep out of the way of motor 
buses. And he could spend the night comfort
ably locked in a department store because 
there were plenty of matresses in the furniture 
department to sleep on and food in the grocery 
department for supper and breakfast.

But when his undigested meals exposed 
themselves to the eyes of the public he might 
just as well not have been invisible. This was 
something he had not figured on!

This problem of assimilation is one about 
which advertisers should be more concerned. 
Until advertising has become thoroughly as

similated as part of the selling process, it is 
undigested and travels along attracting atten
tion to itself instead of to that which it aims to 
advertise.

Assimilation is a matter, generally, of care
ful preparation and then of intensive “follow- 
through.”

§ § §
By “follow-through” we mean more than the 
usual details connected with the production, 
placing, and checking of advertisements. We 
mean the details of research; policies to be pur
sued with the trade or profession; preparing 
dealer literature, sales bulletins and direct-by
mail advertising; editing house organs; com
piling and printing catalogs; helping in the prep
aration of papers for presentation before 
technical societies and conventions; writing 
technical treatises, popular articles and books; 
compiling accurate mailing lists for special 
promotion purposes. In short, we mean all of 
those “mean jobs” that have always been 
frankly considered unprofitable nuisances 
around an advertising agency (and indeed often 
around the advertiser’s own offices) biit which 
must be carefully worked out and closely dove
tailed with the more spectacular part of any 
advertising program, if anything like the mea
sure of success possible is to be realized.

Political Come-Back
a nent the item published in the last issue 

Ik of the Viewpoint mentioning Richard J. 
Walsh’s idea of the political party in power at 
Washington taking a full-page advertisement 
each week in the national weeklies explaining 
its aims and telling of its accomplishments, 
R.J.W.writes to say that we left out an essen
tial part of his idea.
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“The political 
party which is not in 
power should also run 
a full-page advertise
ment every week,” 
he writes,‘‘criticizing 
the conduct of the 
Government by the 
party in power, and 
presenting its own 
policies.”

We see no objec
tion to this. It is the 
essence of democracy.

Mr. Pack
Protests

“rpHE people of 
JL this nation call 

this the electrical 
age,” says R.F. Pack, 
president of the Na
tional Fdectric Light 
Association. ‘‘I pro
test that so far as the

of the millions oi 
pieces of labor-saving 
domestic equipment 
which have been 
sold.”

§ § §
We wonder how 
many other industries 
are in need ofjustsuch 
a shakingout of their 
complacency by 
someone who insists 
on measuring their 
progress in terms of 
potentialities rather 
than of present vol
ume.

Glass 
Pockets

J. P. Morgan, Sr., 
once remarked, 

“The time will come 
when American busi-

home is concerned it 
is an unmerited com
pliment.

“Two independent 
surveys prove that 
we are selling the 
average home I kw- 
hr. per day and sta
tistics show that artificial light is necessary 
in the home an average of about five hours 
a day during the year. One kw-hr. is sufficient 
only to operate 5-40 watt lights for five hours.

“It is obvious then that the amount of ener
gy we are selling the home is not even sufficient 
for adequate lighting to say nothing of operation 

We see no reason why the readers of the View
point are not as logical prospects for Cha
teau Frontenac advertising as for Lillibridge ad

vertising service. And so we make bold to publish 
this current advertisement as a bid for January 
patronage for our client, Canadian Pacific.

ness will bedonewith 
glass pockets.”

Well, as applied to 
advertising agency 
practice, our Fee-and- 
B udge t system comes 
as near to doing busi
ness with glass pock

ets as any thing we can conceive. Our clients know 
not only how much we spend for them and for 
what, but also just how every dollar is spent. 
It is very different from any other agency-client 
relationship that we know anything about. We 
are always glad to explain it to interested ex
ecutives.

RAY D. LILLIBRIDGE INCORPORATED

Advertising
NO. 8 WEST 40TH STREET ' NEW YORK

Telephone: Longacre 4000
Established in 1899
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Death of Stanley 
Clague

STANLEY' CLAGUE, managing di
rector of the kudit Bureau of Cir
culations, died on the evening of Jan. 

19 at the Henrotin Hospital, Chicago. 
Although Mr. Clague, who was fifty- 
three years of age, had been in poor 
health for several months, his condi
tion was not thought to be serious until 

a week or so before his death when he 
was sent to the hospital for observa
tion. His illness was finally diagnosed 
as poison in the blood stream, but phy
sicians were unable to check the ail
ment, and on Monday he passed into a 
coma from which he never recovered. 
He is survived by his wife and four 
children, all of whom are married.

Mr. Clague has long been an out
standing figure in the advertising busi
ness. He was one of the founders of 
the Audit Bureau of Circulations, 
serving as managing director of that 
organization continuously since 1916, 
previous to which date he was on its 
board of directors. At one time he was 
in the advertising agency business in 
Chicago with Taylor, Critchfield & 
Clague, and he has been associated as 
well with N. W. Ayer & Son and the 
Curtis Publishing Company.

Photography really 
Impresses on the brain— 
What typography merely 
Expresses 
To the eye!

Photograph it!

Or rather, 
Let us!

212 West 48th Street
CHIckering 3960

N. I. A. A. College 
Relations Activities

T
HE National Industrial Advertis
ers Association, during its 1925 
convention at Atlantic City, had 
appointed a Committee on College Re
lations whose duty it was to find out 
what members might do to assist in the 
teaching of advertising. Through the 
efforts of that committee, a few indus

trial advertising managers were in
duced to address classes here and there, 
and several members cooperated with 
Harvard in the preparation of some 
“case” material. No definite plan of 
action was developed, but the Commit
tee’s report at the 1926 convention in 
Philadelphia convinced them that prac-

Impressive Facts About the Gas Industry” 
mWith an investment of $4,000,000,000, the gas industry 

stands high among the country’s leading industries. To 
familiarize advertisers with the enormous mar
ket which this business affords, we have pre- 

jh pared an attractive little booklet entitled “Im- 
| pressive Facts about the Gas Industry.” You 

are invited to send for a copy.>1 Robbins Publishing Co., Inc.
9 East 38th Street New York
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Stacks of records, like the cards at the left, 
represent a census of the Industrial Buy
er’s interest in the advertising pages of 
certain industrial publications . . . those 
published by McGraw-Hill. Field in
vestigations such as this also record actual 
purchases resulting from this interest. 
These records substantiate both the ob
servation made by Mr. Brosseau and the 
basic survey made for McGraw Hill.
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study his interest.
in Helpful Advertising

Last month McGraw-Hill invited the Industrial Seller to sit in 
the chair oi the typical Industrial Bujer to study the sources of 
information he regularly depends upon and why. That adver
tisement gave onl; part of the story—his dependence upon 
publications of established editorial integrity.
He uses more than the editorial helpfulness of such publica
tions—and that is the other part of the story discussed here.

W
HAT is the attitude of the Industrial 
Buyer toward the advertising that aims 
to make him a customer?

What kind of advertising interests and in' 
fluences him ... and why?
. . . Vital questions, these, in this day and age 
of highly specialized selling !

The well-known investigation of industrial 
buying practices made for McGraw-Hill a few 
years ago showed that industry’s buyers look to 
Industrial Publications as the best means of 
keeping their industries up-to-date on methods, 
machinery and materials.

Why do the advertising pages of Industrial 
Publications command this confidence and 
interest?

The answer is given by Mr. A. J. Brosseau, 
President, Mack Trucks, Inc., who speaks authori
tatively as a subscriber to Industrial Publications 
and as an advertiser in Industrial Publications. 
Mr. Brosseau stated before a recent gathering of 
business paper editors that:

“The publication which is doing a leadership job edi
torially is transferring to the publication’s advertising 
pages the prestige which it creates among its readers”

Advertising, surrounded*by constructive, con
fidence-building editorial matter, reaches the 
Industrial Buyer under the most favorable cir
cumstances.

Another reason for the Industrial Buyer’s 
favorable viewpoint toward the advertising pages 
of Industrial Publications is the special helpful
ness he finds in the advertisements themselves. 
They reflect an understanding of the peculiar 
operating and producing problems of industry 
that gains and holds the Industrial Buyer’s 
interest and respect.

Advertising conceived from this standpoint 
knuckles down to the business of selling industry 
in industry’s own manner and language.

These are the reasons behind the industrial 
prospect’s interest in the advertising pages of 
McGraw-Hill Publications. Is your advertising 
the kind that meets his specifications?

* * *
How to use industrial advertising to the best 

advantage . . . how to coordinate it with the 
selling job to be done . . . these are factors of 
study stipulated in the McGraw-Hill Four Princi
ples of Industrial Selling which, briefly stated, are:

i. Determination of worthwhile markets.
2. Analysis of their buying habits.
3. Determination of direct channels of 

approach.
4. Study of effective sales appeals.
The help and data of the McGraw-Hill 

organization are fully and freely available to 
manufacturers and their advertising agents 
through the nearest McGraw-Hill office.

McGRAW-HILL PUBLISHING COMPANY, INC., NE^V YORK, CHICAGO, PHILADELPHIA, CLEVELAND, ST. LOUIS, SAN FRANCISCO, LONDON. PUBLISHERS OF

McGRAW-HILL PUBLICATIONS
45,000 ADVERTISING PAGES USED ANNUALLY BY 3,000 MANUFACTURERS TO HELP INDUSTRY BUY MORE EFFECTIVELY
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“Come again!”
The Forum reprints its leading articles in pamphlet form. 
These sell at 10 cents a copy. In the first 11 months of 1926 
among the pamphlets issued were:

A Debate on the Ku Klux Klan. Imperial Wizard Evans vs.

TTAf/ I am a Mormon, by Senator Reed Smoot.
Fifteen Finest Novels, by Arthur Symons.
Inheritance of Acquired Characters, Prof. H. S. Jennings, Johns 

Hopkins University.
And 38,692 copies were sold. The Forum, a magazine of

controversy, is read by people who are our friends. 
“Come again!" to us. Subscription renewals are 
“Come again"—again!

94 per cent of the contract advertisers renewed 
tracts for space in 1927. “Come again" from the 
of the fence.

They say, 
also high.

their con- 
other side

Many advertisers know that the Forum is a “live” maga
zine, read by alert, responsive men and women. 75,000 of 
them in fact

Are you going to advertise in the Forum during 1927?

FORUM 
of magazine of controversy

Edited by HENRY GODDARD LEACH 
247 Park Ave., New York City

Not content with its existing lead in 
professional circulation—nearly two 
thousand more than its nearest com
petitor—The ARCHITECTURAL 
RECORD is showing a steady and sub
stantial monthly gain in a field whose 
members are not themselves appreci
ably increasing in number.

On request—latest A.B.C. Auditor's Report— 
new enlarged and revised edition of "Selling the 
Architect” booklet—latest statistics on building 
activity—and data on the circulation and service 
of The Architectural Record with sample copy. 

(Net Paid 6 months ending December, 1925—11,537)

ne Architectural Record
119 West Fortieth Street, New York, N. Y.
Member A. B. C. Member A. B. P., Inc.

being given to industrial advertising 
problems in any of the schools where 
courses had been investigated.

As president of the Milwaukee Asso
ciation of Industrial Advertisers, H. P. 
Sigwait appointed a committee headed 
by Forrest Webster of the Cutler-Ham- 

1 mer Mfg. Company. A few nights 
later, the committee met with Dean 
Pyle of Marquette University and the 
professor who was to have charge of 
the evening course. Several interest
ing developments followed:

1. After delving into the plan of 
teaching which had been followed in 
the past, they made certain recom
mendations, which were adopted. The 
principal recommendations were for a 
thorough study of marketing and busi
ness economics before attempting to 
teach the details of copy, artwork, lay
out and other phases of advertising 
procedure. To cover the ground in a 
truly comprehensive manner, a two- 
year course was agreed upon.

While the principles of general ad
vertising will govern the major portion 
of the course, a considerable amount of 
industrial advertising is being injected 

j and the best books on this subject will 
i be made available to those who are 

particularly interested in, or adapted 
to, this specialized division.

2. It was decided that the Milwaukee 
Association of Industrial Advertisers 
would present a certificate to students 
who finish the prescribed course with 
satisfactory standings—this certificate 
to indicate that the course included con
sideration and study of industrial ad
vertising problems.

3. For the first time in the history 
of Marquette University, mention was 
made of industrial advertising in the 
school’s prospectus.

4. They formulated an unique plan 
to insure enrollment of a sufficient num
ber of students to make it practicable 
for the school to devote the required 
time and talent to this course.

A regular campaign was started for 
enrollments, preparing posters and 
tickets, which were mailed to manufac
turers throughout the city, with the
suggestion that they post them on their 
bulletin boards, in their 
well as in their offices.

5. They laid a definite 
lowing through. On the 
ning of the course, Mr.

factories as

plan for fol
opening eve- 
Sigwalt took

the first hour to give the class an en
thusiastic send-off. The idea was to
sell them on advertising as an essential 
economic force.

6. Arrangements were made to have- 
at least one member of the Milwaukee 
Association of Industrial Advertisers 
present at each class. This member 
will make a written report to the local 
Committee on College Relations and a 
summary report, with recommenda
tions, will be submitted to the Uni
versity as occasion seems to require.

Thus the course will be studied con
stantly by practical men, to be able to 
tell better what should be added to or 
deleted from this course to improve the- 
work and training of students.
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Who Owns
General Motors?

AT first glance there seems to 
be very little similarity be

L tween the social experiment 
begun in Russia by Messrs. Lenin 
andTrotsky and theeconomic system 
that prevails in the United States.

Yet some phases of each are curi
ously identical.

Community ownership as against 
individual or family ownership is a 
rapidly developing fact in this 
country.

True, we do not snatch a business 
from the hands of its founders or 
owners, vi et armis, and declare it 
common property. Usually the proc
ess begins when a group of gentle
men known as investment bankers 
make a visit to the individuals, the 
founders, or the family that owns a 
business. Shortly after, the original 
owners find themselves possessed of 
incredibly large sums of money in 
addition to a continuing substantial 
ownership in the business that was 
once all their own.

Certain advertisements appear on 
the financial pages of the news
papers, certain new faces appear 
around the old plant, and it is real
ized that this automobile shop or 
this steel mill or this bakery or this 
candy kitchen now belongs in a cer
tain measure to the public.

Consumers may, if they choose, 
invest their surplus money in the 
common or preferred stocks of the 
very business from which they buy 
electric pow’er, tea, tires, stockings 
or roofing.

This is community ownership— 
restricted, it is true, to an investing 

class; but community ownership ad
vantageous to the community be
cause of the definite advantages it 
brings to the producing industry.

Why is all this taking place?
It seems that there comes a stage 

in the development of a business 
where the man who founded it and 
built it can no longer handle its 
many diversified problems alone. He 
must have more help.

The public, in the meantime, has 
begun to use his product to such an 
extent that it feels a proprietary 
interest in the product and in the 
business that produces it. In other 
words, the public wants to own some 
of the stock in an enterprise that its 
own good-will has made successful.

This helps the manufacturer. When 
a well-known article of commerce has 
its production financed in part by 
thousands of its users, this article 
has thousands of extra part-time 
salesmen in the people who own 
shares of that stock.

The investment banker also wants 
to help the founder and owner by 
finding the people who will buy part 
of the stock on terms of profit to the 
original owner, or to find another, or 
several other businesses of kindred 
character which may unite for mutual 
advantage. W hen two or more good 
firms pool resources, many economies 
are usually effected, resulting in sav
ings to the consumer and more profit 
to the investor.

The employees of the business also 
want to help the original owner by 
acquiring part of the ownership 
themselves, and when they become 

part owners they usually exhibit 
greater zeal and ability in their jobs.

The individual owner thus has 
pressure brought to bear upon him 
from several points to reorganize his 
business by letting a part of the own
ership go into other hands.

Competitive conditions in a grow
ing business soon get beyond one 
man’s ability to handle them. Pro
duction requires great ability fo
cused in a master of production. 
The same thing is true of sales, 
advertising, and the great amount of 
research needed to develop the fu
ture of the enterprise.

These things demand men of high 
calibre, men equipped to earn high 
rank in business—and if they do well 
they must be rewarded.

Many a man who wonders what is 
wrong with his business might find 
out if he would only realize that it 
has gone beyond one man’s capacity 
and that those big enough to help 
him are not on his staff.

It is the lesson that life has been 
trying to teach all through the ages 
— that the individual does most for 
himself through specialization:—yes, 
that kind of able specialization which 
blends itself without waste with other 
able jobs of specialization. A big 
business today needs more than one 
big man—more than one little group 
of “ owners.”
GEORGE BATTEN COMPANY, INC.

Advertising

GEORGE BATTEN COMPANY, Inc. f NEW YORK f CHICAGO f BOSTON
383 Madison Avenue McCormick Building io State Street
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- vreeV- w
We heard a lot about 

that word before anti dur
ing the Great War.

Indeed, it's an old and 
ever recurring subject. In 
biblical times we had the 
parable of the five wise 
and five foolish virgins 
(Matt. 25: 1-13.)

When the 
bridegroom 
“cameth” the wise 
ones went in and 
the foolish ones 
— were on the 

outside, not even looking 
in.

And, 'twas ever thus.
It pays to be prepared.
Sustained advertising is 

sales preparedness.
It profiteth you not one 

jot to commence advertis
ing the day after a pros
pect has bought that which 
you could have sold him, 
had he known you made it.

Men are coming into the 
market for your kind of 
goods every day. lour ad
vertising should be making 
the first step in persuading 
them to buy of you.

A very good policy is to 
get into one or as many 
good mediums as are re
quired to give you ade
quate “exposure” to these 
men coming in.

Then, stay in.

INDUSTRIAL POWER 
140 So. Dearborn Si., Chicago, Ill. 

A very easy medium to get 
into and stay in is INDUS
TRIAL POfT ER. Low rates 
and large coverage are the 
answer.

They Earn It
Whenever I see a thoroughly good 

play—as, for example, Eugene O’Neill’s 
“Emperor Jones”—my fingers fairly 
itch with a desire to write something 
that will “make ’em sit up and take 
notice.” And at odd moments, for a 
week or two, I try—oh, so hard—to 
figure out a plot which shall serve as 
the basis for a play. Ideas come to me. 
They “look good.” They are not; for, 
somewhere in the course of develop
ment, they fall apart.

All of which confirms me in the be
lief that the most difficult of all arts is 
that of writing a good play. I do not 
envy the men who succeed at it. They 
earn every penny they get.

A New One.
A Detroit man whose name is as 

Irish as Murphy tells me that, a few 
weeks ago, he had a caller who sent in 
word that he—the caller—belonged to 
the “English branch of the family.” 
Shown in, the visitor explained that he 
was seeking work. “For God’s sake,” 
he said, “give me something to do. I 
don’t want charity. I have the blood 
of the Blanks in me, just as you have.”

My informant’s sympathies were 
aroused. He had nothing in the way 
of employment to offer; but he slipped 
a five dollar bill into his “relative’s” 
hand and told him to call again. If 
he does, he will get a very different 
reception, for at his club, next day, 
Blank ran into two men who had like
wise been honored by a visit from a 
member of the “English branch” of 
their family.

The Reward of Sitting Tight
Nearly a hundred years ago, two 

men established a business in a mid
western city. One was aggressive, 
daring, resourceful, energetic and im
aginative. The other lacked those 
qualities. Almost all he had, in addi
tion to a few thousand dollars capital, 
was a willingness to work.

When these men died, they left fairly 
large fortunes. But that of the plod
der was considerably larger than that 
of his associate.

Precisely the same thing happened 
when the second generation passed on. 
Large as the fortunes of the descend
ants of the daring member of the orig
inal firm were, they were not nearly 
so large as those of the descendants of 
the plodder.

The business, now incorporated, is in 

the hands of the third generation. The 
grandsons of the man who made it 
what it is are in control. The grand
sons of the plodder are still associated 
with it. Their contribution to its suc
cess is negligible. Yet the general im
pression in the city in which the busi
ness is located is that they have a much 
larger financial interest in it than have 
the men in whose veins flows the blood 
of the more aggressive of the two men 
who founded it.

Hiser Than She Seems
A relative of mine—a woman no 

longer young—is spending a few weeks 
under my roof. Never before has she 
visited a city as large or a tenth as 
large as New Y’ork. I would not say 
that she is amazed at what she sees 
here. But she is perplexed. The dis
play, the extravagance, the rush on the 
streets, the desire to be everlastingly on 
the move—these things trouble her. 
“What is it all for”? she asks me. And 
I can give her no answer that satisfies 
her.

To talk with her for only a few 
minutes might lead you to think that 
she is away behind the times. Not u 
bit of it. She is much more highly- 
educated than the majority of New 
York women. And she has a far 
greater appreciation of life’s values. 
The more I see of her, the more I am 
convinced that she has something that 
most of us city-dwellers lack: the wis
dom of simplicity.

In small towns and cities all over 
the United States, there are millions 
like her—women who have an abiding 
faith in marriage, religion and the 
Good Life. I, for one, am glad that 
this is so.

Progress
“Getting off the Bandwagon,” ar 

article by Oscar Lewis in Harper’t 
Magazine for January is only one of 
several protests which I have read late 
ly against the mania for size which I 
so characteristic of modern life.

Mr. Lewis voices the convictions o: 
many of us when he says “a city is not 
fundamentally, a collection of buildings 
which should be made bigger, but J 
collection of human beings, who shouk 
be made more comfortable.” And, h< 
adds, “The average man is no longe: 
flattered when the epithet ‘booster’ i 
applied to him.”

I am not at all sure that a somewha 
similar change in our ideas regardinj 
business will not occur in the course o 
the next few years. There is a liml 
to the burdens men can carry. Ther 
is a limit to the amount of money the; 
can use to advantage—not only to thei 
own advantage but to that of mankini 
at large.

We are a wonderful people, w 
Americans; but we have a lot to lean 
about life and its values. Jamoc.
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'Hf HE characteristics of the 
-* ‘new American prosper
ity as applied to the wage 
earning masses” is the sub
ject of a symposium of opin
ions published in a new book 
for business men.

An excerpt from Sena
tor Copeland's opin
ion is reproduced 
below.

Dr. Royal S. Copeland, 
senior Senator from the 
Empire State.

“Means Everything To Merchandisers 
Of Staples and Luxuries”

writes

NEED! ESS to say, prosperity 
has promoted the self re
spect of the wage earner and 

permitted him to purchase for 
him.-cli and Ins family not alone 
the necessities of life, but some 
of the luxuries.

"Prosperity means everything to 
merchandisers of staples and 
luxuries, because without pros
perity there can be no purchasing 
power. A ith it there is a de
mand for these goods.

"t >f course I am particularly in
terested in prosperity because of 
its effect on wage earners, permit
ting them to live in better homes, 
to eat better food and to acquire 
better health.”

0 of AMERICA
Ail Historical Event

For tin first time in history, the 
wage earning masses - -86% of 
America have become a desir
able market. And for the first 
time in history, they are reading 
the pages of a great national maga
zine [rue Story

Bought on the newsstands by 
more than two million HOUSE 
WIVES monthly , I rue Story is 
the only great national magazine 
tapping this new market. To 
reach the newly prosperous "86% 
of America,” magazine advertisers 
must use True Story.

A note to 1928 Broadway, New- 
York, will bring "86% of Amer
ica.” a new book for business men, 
without obligation.

I SOLATE, for a 
moment, the 

wage earning 
masses as mar
keting possibili
ties. These fami
lies will be found 
to comprise 
86% of Amer-

With brick
layer- making $14 a day, and other trades in 
proportion, it is easy to understand why their 
wives can afford to spend 41 billions of dollars 
a year for foodstuffs, nearly 6 billions of dol
lars a year for housefurnishings, and propor
tionate amounts for other staples and moder
ately priced luxuries.

It is but natural that more people now pay 
more money for True Story at the newsstands 
than for any other magazine in the world. . . . 
True Story’s democracy of editorial appeal has 
made it the only great national magazine em
braced by “86% of America.’’ Magazine ad
vertisers MUST use True Story to sell this new 
market I

TO * Largestrue Mory Newsstand
The NEW Market ' 3“'World
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We Found New Jobs 
for Our Salesmen

rAlSPLAY advertis
ing forms of Ad

vertising and Selling 
close 12 days preceding 
the date of issue.

Classified advertising 
forms are held open un
til the Saturday before 
the publication date.

Thus, space reserva
tions and copy for dis
play advertisements to 
appear in the Feb. 9th 
issue must reach us not 
later than Jan. 28th. 
Classified advertise
ments will be accepted 
up to Saturday, Feb. 
5 th.

[CONTINUED FROM PAGE 22]

during the winter, like one salesman 
who drove a bread wagon.

Last spring every salesman, except 
one, came back to us and stayed until 
this fall when we again notified them 
that we could not use them during the 
winter months. But there was a dif
ference this time. We had a job wait
ing for every salesman who wanted to 

i take it. Not with our company to be 
sure, but selling another nationally 
known line on which the best results 
can be secured during the winter 
months. Depending of course, on their 
ability to produce, the manufacturer 
of this line has employed our sales 
force during the winter months and 
will turn the men back to us next 
spring when we need them. It looks 
like a fine arrangement for both of us.

It took considerable work, investiga
tion and time before the arrangement 
was finally worked out. It didn’t just 
happen. But what we did could be 
duplicated by any manufacturer who 
saw possibilities in the plan. When 
we finally did get in touch with the 
right manufacturer, then things moved 
swiftly.

It seems that every winter this 
manufacturer has had the problem of 
building a sales force which had to 
be disbanded in the spring. He is 
saved that trouble and expense this 
year because we have turned over to 
him a hand-picked force. Every sales
man he got from us is experienced, 

: trustworthy, and a real producer. A 
I good salesman who can sell one line to 
I the grocery trade can sell another, and 

as neither our line nor the other line 
■ involves a long training period, our 
i salesmen were able to take over the 

other line and from what we have 
heard, produced results immediately. 
In fact, our best salesman after work
ing just a couple of weeks on the other 
line set a new record for the best week 
ever produced.

OF course, this co-operative arrange
ment has its disadvantages because 
our scale of wages is somewhat higher 

than that paid on the other line. Some 
1 of the salesmen grumbled about this, 
I but we notice that they all took jobs 
| with the other company instead of try- 
। ing to find something on their own 

hook. One of the salesmen, even though 
he took the job with the other company, 
told us that he was through with us 
and didn’t mean maybe either, still we 
notice that he now writes us occasion
ally telling how he is progressing and 
we have no doubt that when the bugle 
blows in the spring, he will be at the 
starting line.

One difficulty in a co-operative ar
rangement of this sort is that the 
salesmen are not always located at 

I points which both companies want to 
। work. For instance, when we wanted 

to amplify our sales force last spring, 
I we got in touch with a company who 
. we knew had very little use for their 
| salesmen in the summer. The final 

result was that we were able to use 
just one of their salesmen because the 
others were located at points that we 
were not interested in, at least from 
the standpoint of specialty work. 
However, we did use this one man and 
kept him until his company was ready 
for him this fall and he worked out 
successfully for us.

DOESN’T this suggest that there is 
a possibility for other manufactur
ers to cut their sales costs by getting 

together in some sort of a co-operative 
sales arrangement? We believe that our 
best salesmen can sell other things be
sides our product and we are sure that 
the best salesmen of other manufac
turers can sell our product. It is not 
my thought that the salesmen should 
attempt to sell the lines of two manu
facturers at the same time, but cer
tainly there must be manufacturers 
whose business is best in the winter 
whose salesmen would be available for 
something else in the summer.

The manufacturers who enter a co
operative selling arrangement should 
scrutinize each other carefully where 
salesmen are going to cover the same 
territory for both companies. There 
should be nothing which would re-act 
on either company. We couldn’t afford 
to have our salesmen handicapped be
cause their activity on the other line 
prejudiced the trade against them. We 
ourselves do not anticipate any trouble 
next spring when our salesmen again 
start work for us.

There is no philanthropy in our see
ing that salesmen who work for us 
always have a job. We are doing it as 
a matter of what we consider good 
business. If it works out as we hope, 
and we don’t have many imitators, 
there is a possibility that we will have 
the pick of good salesmen. It is not 
good for men to- be afraid of losing 
their jobs. When we remove that fear, 
we remove the cause of much trouble.

Under normal conditions most men 
will do satisfactory work. However, 
let a salesman get fired several times 
through no fault of his own, keep him 
idle during the winter months when he 
most needs an income, and he will some
times do things he should not do, think
ing it will help him hold his job. There 
are other reasons why salesmen do off
color stunts, but I think that fear of 
losing the job comes mighty close to 
being No. 1. Don’t tell me that decent, 
conscientious salesmen ean always keep 
their jobs. We’ve seen plenty of them 
go at the end of the season.

A common statement when the talk 
is about salesmen is how hard it is to 
get good ones. The expression “good 
ones” does not mean super-salesmen, 
but refers to men possessed of what 
might be called ordinary qualities like 
industrj* honesty and a desire to make 
something of the job. Twice last year 
we were unable to hire salesmen when 
we wanted them. In one city we did 
not feel justified in hiring a single
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WHAT THEN TO DO ABOUT IT?

The incandescent beauty of a brilliant art job 
often leaves unanswered one simple question. 
The question is, what of it? Copy answers the 
question and brings it home. It may, indeed, 
add logic, when atmosphere is not enough. It 
may adduce fact which pictures can’t convey. 
These tasks vary with the necessities of the 
case. But one thing good copy always does: It 
always aims to get a decision. The picture makes 
the prospect. The copy makes the sale.

CALKINS & HOLDEN, inc.

2.47 PARK AVENUE • NEW YORK CITY
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s advertised 
in the

BOOTavd SHOE
RECORDER
BOS T ON

For 45 years the Boot 
and Shoe Recorder has 
worked to get more and 
better shoes sold right. 
Naturally, the A. E. 
Nettleton Co., makers 
of men’s fine footwear, 
has added its advertis- 
mg co-operation. 

applicant—they had all been spoiled by 
someone else.

In the second city, the worth-while 
salesmen said “what of the winter?” 
and we didn’t have the exact answer- at 
that time.

Leaving out of consideration the 
merits of working outdoors and inside, 
which is supposed to be the better job: 
that of a grocery specialty salesman or 
that of a male clerk in a department 
store?

If you get the same answer I 
astonished myself with, you’ll get one 
of the answers to why selling costs are 
high for manufacturers.

High selling costs are not fatal, espe
cially if they can be passed on to some
one else and there is no particular 
necessity for a manufacturer to get all 
heated up about salesmen.

He can just hire, fire and hire some 
more.

But the manufacturer who thinks 
that his sales costs are too high, that 
they interfere with larger profits and 
building for the future, may well de
vote unlimited serious thought to doing 
things differently as regards salesmen. 
Improving conditions for salesmen 
should improve conditions for our
selves. No man is reckless with a good 
job, and the way we are beginning to 
see things is to make ours the best job 
possible, consistent with what we can 
do, even though we have to separate 
ourselves from the main herd.

A. B. P

Chicago New York Philadelphia BOSTON Rochester Cincinnati St. Louis

ur compositors work 
from clear instructions. 
Theydonotguess.They 
know, from the start, 
the requirements of 
each advertisement. 
An extra care this—a 
Diamant care— 
and it costs no more!

Write for booklet

Diamant 
Typographic Service 
195 Lex. Ave. CALedonia 6741

II
si 
si

Keeping in close touch 
with the Far West’s 
advertising activities 
is possible through reading the no to iso page monthly issues 
of Western Advertising. Specializing in food and community ad
vertising; general articles on markets, selling technique; repro* 
duct mns of characteristic western advertisements, covers in col
or, special art features; hundreds of news items, etc., etc. Com - 
plete your list of necessary advertising literature by subscribing 
now trial subsenpti »n six months. Ji .i

WESTERN
ADVERTISING

Market Street r San Francisco
|A subscription placed now will include the Annual Reviev. 

Number (February)—big value in itself.)

A Million Dollar Order
[CONTINUED FROM PAGE 36]

mentals. He created desire by arous
ing interest without ever raising his 
voice or using the aggressive methods 
which are too often mistaken for 
good salesmanship.

“There wasn’t a man at the table who 
didn't have a higher appreciation of 
the value of life insurance when Mr. 
Cord had finished than he did before 
he began. One man made the state
ment that if he had known as much 
about life insurance twenty years ago 
as he did after Mr. Cord’s talk, he 
would have twice as much insurance 
as he carries today.

“Mr. Cord made a prospect out of 
every man at the table without show
ing any effort to do so and without 
using any of the methods which have 
so frequently brought life insurance 
agents into disfavor.”

There is a great lesson in this for 
all business concerns with products to 
sell. It teaches the value of resource
fulness as well as salesmanship. It 
shows the importance of knowing your 
business and of having the ability to 
talk about that business in terms which 
will have a prospect practically “sell 
himself.”

Mr. Patterson said that it was worth 
many thousands of dollars to him to 
observe Mr. Cord’s methods, as he in
tended putting similar ideas into prac
tice among the agents and sales
men of the N. C. R. Company. As 
he said, “After all, it is the product 
which should interest a prospect and 
not the salesman himself.”
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Circulation owthProved byÂmC. 
auditor's reports

10,1

q^HE Auditor s Reports 
/AT Eno ün/dll- Ki7fû<inof the Audit Bureau

8,000

of Circulations give the 
quarterly average net paid 
circulation of Iron Trade 
Review since September, 
1922, as shown at the 
right.

1922 1923 1924 1925. 1926

1922 Quarters 1924 Quarters 1925 Quarters
Third.................... 8696 First....................... 8923 First....................... 9971
Fourth.................. 8553 Second................... 8990 Second..................  9848

1923 Onarters Third.................... 9209 Third..................... 9423
First 8499 Fourth................... 9700 Fourth................... 9846
Second.................. 8512 1926 Quarters
Third.................... 8514 First........................10121
Fourth.................. 8729 Second....................10174

A Penton Publication
Member, Audit Bureau of Circulations Member, Associated Business Papers
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STANDARD
ADVERTISING
RE GI S TE R,Gives You This Service:

1. The Standard Advertising 
Register listing 7,500 na
tional advertisers.

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

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

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

5. Special Bulletins. Latest 
campaign news, etc.

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

Write or Phone

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

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

Have you seen 
January 

ORAL HYGIENE?
1. An editorial contents page that few 

dentists can resist.
2 Greater circulation than any previous 

issue—60.121 copies.
3. A record volume of advertising patron

age.
Why all this advertising?
Nobody is obliged to advertise in Oral 
Hygiene.
F< Iks advertise in O. H. because they 
want to.
They want to because year after year 
Oral Hygiene—to use a tattered phrase— 
delivers the goods.
And everybody knows that.

ORAL HYGIENE
Every dentist every month 

1118 Wolfendale Street, N. S. 
PITTSBURGH, PA.

CHICAGO: W. B, Conant, Peoples Gas Bldg., 
Harrison 8448.

NEW YORK: Stuart M. Stanley, 62 West 45th 
St., Vanderbilt 3758.

ST. LOUIS: A. D. McKinney, Syndicate Trust 
Bldg., Olive 43.

SAN FRANCISCO: Roger A. Johnstone, 155 
Montgomery St., Kearny 8086.

Public Relations Counsel 
States His Views 

[CONTINUED FROM PAGE 31]

view of an advertiser who does not 
understand the broad basis of news and 
public information.

The name of a tobacco was not men
tioned in the press when the aviator 
fell from his sky-writing machine. Lux 
was not named in the papers in con
nection with Lord Leverhulme’s obit
uary notice. That has little importance 
in the whole subject of propaganda or 
counsel on public relations. One sees 
an ice crystal here and there—and not 
the glacier.

Now we come to a third misconcep
tion: the relationship of this new force 
to the press, as a special pleader, as a 
carrier of information, and as a creator 
of opinion. What is the relationship 
of news to advertising? What are the 
relations of this new profession to the 
press of the country?

Most men who have discussed this 
whole question have treated only of the 
press. My own feeling is that they 
have done so because they have thought 
no further. But in a sense the same 
relationship is true of all methods of 
reaching the public.

Let us get down to definitions.
Bv the press we mean the free press 

of America, not the subsidized press, 
of this or any other country. The press 
selects its news on the basis of the 
mental calibre of its readers. Any 
material which this press prints may 
broadly be defined as news, competing 
as it does with all other ideas that seek 
publication at the given time.

And this definition, you will note, 
takes no account of the advertising 
connotations of the given material. The 
acid test applied to it is its value to the 
reader of the particular journal as un
derstood by the editor, who knows the 
policy, the aim, the ideals of his par
ticular journal. On this test only must 
it ride or fall.

What difference whether the news 
concerns an advertised product or not? 
What difference whether the news con
cerns a statesman, clergyman, actor or 
businessman, as long as its value ex
ists at the given time in relationship 
to the other values.

IF the public relations man can 
breathe the breath of life into an idea 
and make it take its place among other 

ideas and events, it will receive the 
public attention it merits. A temporary 
censorship by one journal or another 
cannot suppress a good idea. On the 
other hand an advertiser whose product 
has not become active news has no 
cause for complaint if editorial judg
ment bars his product on that account.

I admire the equity with which Mr. 
Ochs conducts the New York Times. 
News is printed because of its news 
value, and for no other reason. The 
Times editors determine what is and 
what is not news with complete inde
pendence. They brook no censorship. 
They are not influenced by any exter
nal pressure or censorship, nor swayed 
by any values of expediency or oppor

tunism. The New York Times is not 
a sole example. The conscientious edi
tor realizes that his obligation to the 
public is news. He is not governed in 
the use of news by a consideration as 
to whether it was created by a counsel 
on public relations or by John Doe. The 
fact of its accomplishment makes it 
news.

1HAVE no patience either with those 
individuals who want to abolish a 
free press and change it into a medium 

that merely sells advertising; a group 
of people who see the press simply as 
two-penny handbills of advertis
ing. They seem to lose sight of the 
fact that the function of the press is to 
inform and reflect, to hold the mirror 
up to life. If important things of life 
today consist of transatlantic radio
phone talks arranged by commercial 
telephone companies; if they consist of 
inventions that will be commercially 
advantaegous to the men who market 
them; if they consist of Henry Fords 
with epochmaking cars and epoch
making ideas, then all this is news; 
protesting and competing advertising 
agents to the contrary notwithstanding.

And if our public relations counsel 
can enlist the special attention of 
Lord Mayors, of captains of industry, 
of actors and other well known men 
and women, that is news too; the same 
advertising agents to the contrary not
withstanding.

One well known advertising agent 
has said that he regards the overplay
ing of a given idea in a newspaper as 
equivalent to a premium for the read
ers’ attention; that therefore the given 
newspaper is not a fit medium for ad
vertising and therefore does not fulfill 
its function as a newspaper. What a 
fallacy! Who is to determine to what 
group of the public a newspaper should 
appeal? If the newspaper is inter
ested in reaching a certain section of 
the public and that section wants cer
tain material to be emphasized, whether 
it be economics or the personalities of 
its heroes, then the newspaper will try 
to satisfy its readers’ tastes. Natur
ally it will solicit such advertising as 
appeals to its particular subscribers. 
The Nation may print advertisements 
of the Fellowship for Industrial Dem
ocracy and the Daily News will more 
likely have installment furniture ad
vertisements. Who will quarrel with 
either?

As to the flow of propaganda into 
the newspaper offices of the country, 
it is within the province of every editor 
to reject any material that does not 
stand out in the news of that day. All 
he needs is a right or left movement 
of his hand in the direction of the 
waste basket.

Propaganda is no menace under these 
conditions.

There is one thing, however, which 
should be observed: that is not to print 
material that has no mark of origin. 
But after all, there is little danger of
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Wesson Oil %) India Tea Kraft Cheese

Blue Label Ketchup ^xi Fleischman’s Yeast

Muffets* White Rose* Tea^^ Cocomalt

Nestle’s* Chocolate White Rose Bread

Ward’s * BreadHeinz * 57^ Borden’s Milk

Drake’s Cake Olive Oil/^f

Quaker* Oats'll Mazola Bamby* Bread

Pride of the Farm Catsup ¿x Tetley Tea
Mueller’s Spaghetti ^^^ Heckers’ Flour

Are some of the food advertisers 
who used The News in 1926

*These advertisers each spent more 
money in The News in 1926 than in 
any other New’ York Newspaper.

THE S NEWS 
TN^ew'York’s ‘Picture Kfewspaper 

Tribune I ower, Chicago 25 PARK PLACE. New YORK
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Wten 5 Feet 
Equal Only 6 Inches
A. WEEK AGO YESTERDAY. I dropped into a leading 
New York architect’s office to get his view points on 
a new plastic floor material, for which we have been 
asked to do the advertising business-building.
In the course of the conversation, he made some very 
pithy remarks about how and what the advertising and 
printed matter should be for architects.
Much to our surprise he unqualifiedly stated that “only 
10 percent of the catalogs and circulars sent to archi
tects are worth a hoot”.
Then he stepped to a 5 foot shelf of catalogs, and 
pointing to 6 inches of them, remarked: “Out of all 
of them, only these few are made as an architects cata
log ought to be made.”
Out of the 8 catalogs in that 6 inches, half of them 
were prepared by us. Evidently our method of special
izing in the advertising of building materials to the 
architect, is fundamentally sound.
It has been our method for over 21 years. Furthermore, 
we are a so called “small agency”. It seems to be the 
feeling of our customers that its purposely limited size 
has certain, very definite advantages.
Glad to give you some of their view points.

æ is

Fthill Advertising Ageng
L. W. C. TUTHILL, President 

1133 BROADWAY
NEW YORK t-
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New York’s newest and most

Bakers Weekly A;« ferk'ci& 
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 industry. 
Also a Research Merchandising Department, 
furnishing statistics and sales analysis data.

u

»
g 
ï

u

beautifully furnished hotel- 
accomodating 1034 Quests 

Broadway «1 63-Street.

ROOM WITH PRIVATE BATH-
5350

testimonial letters and orders received from satisfied

A SALES AID

AJAX PHOTO PRINT CO. 31 W. Adams Street. Chicago

a conscientious editor printing such 
unidentified information.

Why quarrel with the fame of a Val
entino, or Al Smith or Ederle or base
ball or radio ? And point out that these 
have not paid for the public attention 
they get, when others must pay ? News
paper space, just like the thought space 
in your mind, is not and cannot be 
bought on a per line basis. The news
paper does sell advertising, but news 
is a commodity that cannot and should 
not be bought. Nor can its space allot
ments be judged by advertising stand
ards. It simply tells of public happen
ings and public thoughts, a public 
which is made up of editors as well as 
of readers. If the public is more in
terested in the spectacular swimming 
of a channel than it is in the marketing 
of a new breakfast food, then industry 
has to pay for the difference by in
creasing sales promotion outlays.

Industry cannot with any actual jus
tice blame the editor for honest evalu
ations.

Fourth Annual Exhibition 
of Printing for Com

merce to Be Held

ON the evening of Feb. 1, at the 
Art Center, 65-67 East Fifty-sixth 
Street, New York, the opening and pri

vate view will take place of the Fourth 
Annual Exhibition of Printing for 
Commerce, given by the American In
stitute of Graphic Arts.

The speaker will be Earnest Elmo 
Calkins, who will talk on “Good Print
ing and Bad—Who Does It and Why.”

German Periodical of Adver
tising Art Enlarges Its Scope

BEGINNING with January, 1927, In
ternational Advertising Art, pub

lished in Berlin, will present in the 
twelve numbers issued during the year 
the best that is being done today in 
advertising art in European countries 
and in the United States.

Formerly called Gebrauchsgraphik, 
which it now retains as a supplemen
tary title, this publication has since 
1924 been presenting examples of Ger
man advertising art.

As the new additional title indicates, 
it has greatly enlarged its scope, and 
now draws its material from interna
tional sources.

Any conceivable form of pictorial, or 
otherwise artistically executed, adver
tising is the subject of careful inves
tigation by the publisher, Prof. H. K. 
Frenzel. The variety of subjects pre
sented includes all branches of indus
try and commerce that employ art in 
advertising.

In the twelve numbers published dur
ing the year there will be over 2000 
illustrations in black-and-white and in 
full color.

There are to be both German and 
English texts.

The Book Service Company, New 
York, are appointed the sole represen
tatives of the publisher and sole dis
tributors of his publication for the 
United States and Canada. The sub
scription price of twelve numbers is 
$15.00. Single numbers are sold at 
$1.50 a copy.
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JI 5
of the people in the United States live 
in the rural districts and towns of less 
than 10,000 population. To reach

this vast buying public effectively, leading Automobile 
Manufacturers are using Outdoor Advertising. It is
not merely a coincidence, therefore, that *57.4% of the 
total Automotive sales are made in towns under 10,000.
Outdoor Advertising is the one medium through which this 
rural and semi-rural population can be intensively covered. 
Your own Advertising Agency, if a member of the 
National Outdoor Advertising Bureau, can create your 
Outdoor Advertising in complete harmony with your 
other Advertising activities, and handle it in all detail.

*From an authoritative source.

National Outdoor Advertising Bureau
iMeoaponATBO

An 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



Wè OPEN FORUM
Individual Views Frankly Expressed

Advertising Is Art

THE trouble in Mr. Gundlach’s 
whole argument is that it is based 
upon a false premise. He assumes in 

the beginning—what his title declares 
—“Art versus Advertising”—that art 
is separate from advertising, something 
with other aims and methods.

He makes it plain that the “adver
tising man” has a serious job 'before 
him in planning and executing the copy 
for his client, and it’s a question in his 
mind whether art is going to help him 
or hinder him in the doing of it. His 
idea or conception of art is made clear 
in his question, “Are we prostituting 
art when using it for advertising?”

Before attempting to answer that 
ringing inquiry I would ask Mr, Gund
lach if he considers literature an art 
and the authors of “Ode to a Grecian 
Urn” and “Lord Jim” artists? If so, 
is not this earnest advertising man 
prostituting art when he writes his text 
to sell a goose? All good art, appar
ently, is to be found confined in frames 
and hung in galleries. Then surely all 
“literature” is bound in calf and found 
only in our libraries and those of us 
who use brush or pen to express ad
vertising ideas are prostituting art and 
those whose tools are words are doing 
likewise.

That point of view used to be widely 
held early in the century. Since those 
day« of pioneering we have come a long 
way. The intelligent advertising man 
today knows he cannot do one thing 
toward creating an advertisement with
out art. In contemplating a simple 
type ad the proportion of the space, the 
placing of the type, the character of 
the face and the setting thereof, are all 
matters of art. When it comes to head
lines, if hand lettered, only the most 
talented letter artist can be trusted, 
and if set in type equal talent is re
quired.

“Art is arrangement,” so a success
ful type ad is a work of art. So is a 
fine Persian rug or Ming vase.

But let us consider Mr. Gundlach’s 
butcher selling his goose. I admit his 
selection of illustration and argument 
is logical. That is doubtless the reason 
behind many ads in the magazines and 
newspapers that are banal, obvious and 
“logical.” The eye passes easily over 
them until it is intrigued by others of 
unusual form that claim the attention 
and draw it pleasingly down through 
the text.

The art that was sufficient unto itself 
used to be considered the only “real” 
art. Advertising has compelled art to 
N rnme aggressive, militant. It was

—><-----------------------------------------------------  

the expression of a state of mind. It 
has become a vibrant message. It is no 
longer the shepherd’s pipe but the 
herald’s trumpet. Is it any the less art 
because of the transition?

The profession of Art Director is the 
logical outgrowth of the problems Mr. 
Gundlach sets for himself and the 
quandary he finds himself in. The art 
director knows that advertising is art 
and there can be no good advertising 
without art.

C. Everett Johnson, 
Chicago, Ill.

Concerning Our Previous 
Issue

YOUR Jan. 12 number must give 
you a high degree of satisfaction.

It is as full of meat as an egg.
Mr. Parsons’ page has given me the 

solution to a present problem, and I 
am sure it will incite ideas and action 
in many places. And Hotchkin' I’ve 
read his article three times and agree 
with it each time more completely. He 
is giving you the best stuff that is 
printed.

Which brings up the question of 
what particular experience best fits 
one to be an advertising manager. Mr. 
Durston reports what many managers 
offer in explanation of how they got 
that way, but not one registers depart
ment store experience, which, in my 
opinion, is the sine qua non, the ne plus 
ultra and the je ne sais quoi. Because 
the department store man, if he is alive, 
learns people and what moves them. 
Also he learns about 57 varieties of 
merchandise and about what is loosely 
called “merchandising”—which word, 
in the mouths of most advertising men, 
covers a tremendous amount of bunk— 
but which means really the selling of 
goods at a profit—quick and rapid turn
over and a clean stock. And it doesn’t 
matter much whether the stock is rib
bons, roller-skates or rolling mills.

You and I know—and God knows, 
I am not a purist. I do not even 
know the parts of speech by their first 
names, but I have a shuddering abhor
rence for the totally incorrect use of 
words.

Writing men surely should know 
words and should not misuse “voca
tion,” “unique,” “transpire” and do 
others of “those kind of thing.” Writ
ing men should emulate Mr. Hotch
kin, who has myriads of trained words 
that sit up and bark accurately when
ever he pleases.

Charles Austin Bates, 
New York.

Thanks to Mr. Rogers

AS a subscriber to your publication
. I am finding your new department 

of “The News Digest” to be most in
teresting and valuable. It is a won
derful time saver and in a few minutes 
each two weeks enables me to know all 
personnel changes which have taken 
place in advertising.

However, I trust you are open to a 
suggestion which I believe will improve 
the value of this service.

The “Changes in Personnel” section 
is rather large. I believe that it would 
be a great convenience to your readers 
if you would divide this section three 
ways by agency changes, publication 
changes and advertiser changes. Of 
course, there are some changes from 
one of these fields to another, but the 
field into which the man is going would 
determine the listing.

V. J. Rogers, Sales Manager, 
Topics Publishing Company, New York.

Mr. Rogers' suggestion has been acted 
upon, and the change taken effect in this 
issue.—Editor.

Collegiate Cigarettes

IN the fall of 1908, several hundred 
of us descended on a certain college 
town and proceeded to flourish enor

mous pipes, and packs of Rameses, 
Moguls, Murads, etc., making the most 
of our opportunity to smoke in public 
before freshmen rules were clapped 
down upon us with the official opening 
of college.

In our visits to fraternity houses, 
part of the rushing program of those 
days, we were introduced to a new 
cigarette called Fatima, which was 
being sold by local stores. It was 
something new; no one had ever heard 
of the brand before, but it took like 
wild fire. It was the collegiate thing 
to do to smoke Fatimas; it became the 
standard of the freshman class as 
ultra-collegiate young gentlemen.

At Christmas time many under
graduates from the college I speak of, 
and from other institutions of “learn
ing” where cigarette smoking was 
prevalent, descended upon New York. 
No Fatimas were to be had. I have 
often wondered how many calls for 
Fatimas the United Cigar Stores re
ceived during the Christmas season of 
1908. At any rate, when Easter va
cation came along Fatimas could be 
bought at almost any store handling 
cigarettes in the metropolitan area.

C. F. Beatty, Adv. Manager, 
New Jersey Zinc Co., New York. 1

--------------------------------- - —.-------------------------
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Devoted to the Power Problems 
of All Industries

Editor in Chief. Past President 
A.S.M.E., Past Member American 
Engineering Council, Chairman 
A.S.M.E., Boiler Code Committee, 
Chairman A.S.M.E. Power Test 
Code Committee, Author of several 
Engineering works, Member Nat. 
Assoc. Stationary Engineers-—an 
outstanding figure in the industry. 
Editor of POWER for 37 years.

A. D. Blake
Associate Editor of POWER for 

15 years. Graduate Mechanical En
gineer. 3 years power plant con
struction experience—Member A.S.
M.E.. N.A.S.E.. Member A.S.M.E., 
Sub-committee on Industrial Power.

C. H. Berry
Associate Editor. Formerly As

sistant Professor Steam Engineer
ing at Cornell, then Technical En
gineer of Power Plants. Detroit 
Edison Company. Member A.S.M.E. 
Power Test Codes Committee, 
Chairman A.S.M.E. Sub-committee 
on Steam Turbines, Member Ameri
can Refractories Institute.

F. A. Annett
Electrical Editor. Five years in

structor in Electrical Engineering, 
five years in the design, construc
tion and operation of electrical ma
chinery. and eleven years on 
POWER Editorial staff. Member 
A.I.E.E., N.A.S.E. and Association 
Iron and Steel Elec. Engineers.

L. FI. Morrison
Oil Engine Editor. Graduate 

Mechanical Engineer, 15 years ex
perience in design, erection and 
operation of oil engines. Sec. Gas 
Power Section of A.S.M.E., Member 
N.A.S.E. Author authoritative works 
on oil engines.

P. W. Swain
Associate Editor. Graduate of 

both Yale and Syracuse. Instructor 
in Power Engineering at Yale for 
two years. Chairman Papers Com
mittee of American Welding Socie
ty, Chairman Sub-committee on 
bibliography of feed water investi
gation, A.S.M.E. and N.E.L.A. 
Member N.A.S.E.

A. L. Cole
Three years of design experience, 

8 years as chief engineer of a 
15.000 kw. station. Specializes on 
boilers and powdered fuel. Member 
A.S.M.E.

Thomas Wilson
Western Editor. Graduate engi

neer, 20 years practical experience. 
Member A.S.M.E. and Western Soc. 
of Engineers. Member Executive 
Committee of Chicago Section 
A.S.M.E. Member N.A.S.E.

F L. Beers
Conn Editor. Member of POWER 

Staff for 25 years to whose hands 
all copy must go for final check 
and approval.

These Men Make
POWER

Published ' 
at 10 th Ave. and

36th St., 
New York

“Ninety-eight per
cent of the equip
ment or material we 
have used in our 
power stations has 
been brought to our 
attention through 
advertisements in 
POWER
POWER has been 
our leading source of 
information for new 
equipment.”

This from the Chief Engineer of a large 
New England power plant—selected from 
dozens of similar letters from POWER 
readers to show that POWER readers 
READ POWER advertisements and use 
them to help them select equipment and 
supplies.

If you are seeking to cultivate the Buying Power in the power 
field, let us show you how POWER can help you—to analyze 
the market—to reach the influential men in that market.

POWER
A'McGraw-Hill Publication
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Speaking »/Records ’ 
— can you match this one?

Leading advertisers* have invested 
more than one quarter of a million 
dollars in the first ten issues of 
THE SHRINE MAGAZINE

^INCLUDING
Murad Cigarettes 
Bayer's Aspirin 
Alexander Hamilton Institute 
Herbert Tareyton Cigarettes 
Aladdin Readi-Cut Homes 
Zapon Leather Cloth 
Brunswick-Balke

Billiard Tables
Douglas Shoes 
Forhan’s Tooth Paste 
National Union

Mortgage Bonds 
Remington Typewriters 
Burrough's Adding Machines 
Goodrich Tires 
Chesterfield Cigarettes 
Williams Oil-O-Matic Heaters

Waterman’s Fountain Pens 
Mohawk Carpets 
Camel Cigarettes 
Anatomik Shoes 
Hupp Motor Cars 
Adair Mortgage Bonds 
McAlpin Hotel 
Weed Chains 
Lucky Strike Cigarettes 
Auburn Automobiles 
B. V. D. Underwear 
Royal Typewriters
White Rock Mineral Water 
Fidelity Mortgage Bonds 
Royal Mail Steam

Packet Company 
Doubleday, Page & Co.

The net paid circulation of THE SHRINE 
MAGAZINE is 607,112 copies monthly. A dis
tribution statement, by states, will be mailed upon 
request. A distribution statement, by cities 
and towns, is now in course of preparation.

The Shrine Magazine
1440 Broadway • New York 

“'Phone: Pennsylvania 7827

CHICAGO 
360 No. Michigan Ave. 

T ^Phone: State 2784
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Little Building 

'Phone: Hancock 8086
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9 East 38th Street, New York City
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Foreign, $4.00

Enter my subscription for one year (26 issues) at $3.00 
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hat Kind of ‘’Dealer 
Help” Really Helps?

[CONTINUED FROM PAGE 44]

ture or electrical store—the type often 
referred to as “neighborhood stores”— 
sources of quick supply for products not 
high enough in price to warrant “shop
ping around” in the larger stores and 
usually standardized by trade-mark or 
custom. .

They are one-room stores in which 
the owner is usually the hardest work
ing employee, if he is not the entire 
salesforce. Their credit ratings range 
from nothing to $15,000 or $20.000. 
They are not departmentalized. Their 
owners make anywhere from minus a 
good many dollars to $2,000 or so a 
year. There are, in the United States, 
somewhere between 500,000 and 750,000 
dealers of this type, the great major
ity being grocers, druggists and own
ers of small automobile accessory 
shops and service stations.

So far as they are concerned, I will 
confine myself to the suggestion of a 
few principles: .

First—Consider the actual importance 
of a given article of merchandise as 
a factor in the total sales of the store 
that sells it. The distributor is smart 
enough to realize that it doesn’t pay him 
to devote his whole window, for exam
ple, to an elaborate cut-out of some lit
tle specialty whose sales cannot possi
bly be great enough to make that win
dow pay a profit. A sense of proportion 
is, therefore, the first requirement in 
planning any kind of dealer help cam
paign. . 1. • 1A second requirement is physical 
adaptability to average conditions 
within the store — not supplying, big 
window pieces or elaborate advertising 
campaigns to the store with limited dis
play space or an advertising appropria
tion that is marked chiefly by its ab
sence.

The third requirement is superior 
attractiveness and selling power, as 
compared to similar material offered by 
competitors—not necessarily the repro
duction of a canvas by Maxfield Par
rish, but certainly not the chromatic 
atrocities that are so often received by 
the average store. .

The fourth requirement is sufficient 
salesmanship in presenting such mate
rial to insure its use. This may range 
from suggestions for display, printed 
on the back of the counter or window 
card, to a half-hour demonstration by 
a high-grade specialty salesman be
fore installing an elaborate window.

THE fifth requirement is a realiza
tion of the limitations under which 
distributor-dealers operate and care 

not to fall into the error of judging the 
needs of the mass by the activities of 
an unusually alert individual. Some 
small stores will spend in mailing lists, 
will use cuts in their newspaper adver
tising and will mAil out several thou
sand booklets, but the average dis
tributor dealer is too busy taking care 
of customers and looking after the 
thousand and three details of his store 
even to have time to balance his books, 
to say nothing of attending to adver
tising procedure. It is for this reason 
that the most successful and most 
widely used “dealer helps” for this type 
of store that I have seen have been the 
simplest.
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LOCAL DISPLAY LINEAGE 1926

? 10 15 Million

tìnciispitìcct

COLUMBUS DISPATCH 3,075,674 COLUMBUS DISPATCH 15,785,085

SECOND NEWSPAPER
8,915,650

SECOND NEWSPAPER
1.270.663

NATIONAL LINEAGE 1926
12 3 Million

The Outstanding Preference Shown by 
Home Merchants for the 

Columbus Dispatch 
is a Striking Tribute

Home Merchants’ Advertising has long been the recognized foot-rule of news
paper effectiveness. . . . And by such a measuring stick The Columbus Dis
patch is nearly twice as good an advertising value as the second Columbus news
paper. Home Merchants during 1926 favored The Dispatch with 15,785,085 
agate lines of Local Advertising. . . . Nearly twice the amount of such 
advertising carried by the nearest Columbus competitor.

In Classified Lineage The Dispatch was also far in the lead during 1926. . . . 
Over twice the volume of Classified business carried by the nearest competitor. 
. . . More than the Classified Lineage of all other Columbus newspapers com
bined, by more than half a million agate lines.

* * * *

Leadership undisputed! ... In every field. Is it any wonder that a 
great, growing group of National Advertisers is using The Dispatch exclusively in 
order to reach and sell this rich Columbus and Central Ohio market?

(BolumbudP watch
OHIO’S GREATEST HOME DAILY

HARVEY R. YOUNG, Advertising Manager

CLASSIFIED LINEAGE 1926
12 3 4 Million
|_______ J_______ I_______ I

COLUMBUS DISPATCH 4,100,375

TOTAL PAID ADVERTISING I926
5 10 15 20 Million

COLUMBUS DISPATCH 22,961,134
SECOND NEWSPAPER.
1,8OT,67Z

SECOND NEWSPAPER
11,993,990
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PERFECT RUBBER CO. 
62 Wayne St.,Mansfield,O.

As we all know, 
cheapest rate at which you 
may mail a personally- 
addressed circular these 
days is $15 per thousand.

As you may not know, 
Shopping News will deliver 
that same personally-ad
dressed circular to a part 
or all of the 225,000 homes 
in Cleveland, into the 
hands of the person ad- • 
dressed for $10 per thous
and at the most.

Just incidentally, you 
may send twice the weight 
at our rate!

SHOPPING NEWS
5309 Hamilton Ave. 

CLEVELAND

SELLINGAID
Send 10c for proofs 500 
cuts and plans for mak
ing your ads pay better.

SELLING AID
616 N. Michigan Ave., Chicago

Past Fifty
[CONTINUED FROM PAGE 32]

profit means until they have passed 
forty years of age.

Why do we hear such an uproar to
day about the small percentage of net 
profit in most stores? Certainly not be
cause the stores operate on the basis 
of close mark-ups; for they do not! 
Each year the mark-up percentage 
creeps a little higher. The answer 
must be sought in quite a different di
rection.

That old fallacy about Youth is one 
of the two criminals-in-chief. The 
other fallacy—fit twin for youthful 
promotion—is that, “If satisfactory 
sales volume is secured, net profit will 
take care of itself.” As’nine on the 
face of it; but widely held in belief.

The effervescent energy of vigorous 
muscled youth drives for sales, sales, 
sales, for hectic rush and hurry, for 
price-cutting, space-wasting, black type 
advertising—to eat up the community’s 
gold-mine of consumer requirements by 
feeding people on bargains, usually at 
low mark-up prices. Thus inventory 
time finds that regular goods had to be 
slaughtered to get them sold, that a 
large part of the earned profits have 
been dissipated, and that, with all the 
sales volume secured, the profits are 
not so large as they would have been 
if the store’s volume had been half as 
much: but merchandised and adver
tised with mature sanity. •

Just recently it was my privilege to 
take part in a survey by our organiza
tion. We analyzed the store’s intimate 
figures of advertising costs and per
centages, and the volume and profit re
sults by departments. That survey 
again demonstrated the fact that the 
five departments which showed the 
largest net profits were managed by 
the oldest executives. First stood a 
woman past fifty; next a woman past 
sixty; third a man past fifty-five, and 
fourth a woman of seventy! Three of 
those managers had operated their de
partments for more than forty years!

They knew exactly how to keep their 
stocks, get constantly increasing sales 
volume and make gratifying net profits. 
And many of the youthful managers 
were losing a lot of the money that the 
elderly managers had made!

THAT is the secret of the youthful 
energy that overleaps itself. Right 
there is the truth about much of the 

cause of profitless gloom for so many 
stores (and manufacturing establish
ments) that are highly successful in se
curing large sales volume—the thief of 
profits.

Today there are scores of stores, do
ing from ten to thirty millions of dol
lars in business a year, skimming so 
close to disaster that they do not know 
until the last inventory figures are 
counted whether thev have made a lit
tle profit or a great loss for their 
year’s labor.

Yes, youngsters, of the right sort, 
are “on their toes” for business; doing 
the best they know, as they gather 
their costly experience, fighting to 
force more and more sales, cutting the 
life out of profits in their eagerness to 
create bargains to advertise. For price

cutting is the only way that most of 
them know by which to create impelling 
advertising. They may be successful 
in keeping up with their quotas, and 
silly merchants cheer them and urge 
them on, because they do not know how 
to read the figures of net profits. Most 
of the time they would find that these 
constant howlers of bargains (unless 
they are ungodly liars to the public; 
hence debauchers of the reputations of 
their employers) are destroying, wast
ing, wiping out the profits made by 
their wiser elders, while making no net 
profits of their own.

\T OUTH will be served; and is. Youth 
J- will get his experience; and must.

Y'outh makes a big noise; for that is 
youth’s big asset, and it gets the job. 
But it is maturity and experience that 
make real money for their employers 
and for their own businesses.

Who is the power that has made and 
is making so much money for the stock
holders of Steel? How old is Judge 
Gary? What has he done since he was 
fifty years of age? And how does his 
work since he was fifty years old com
pare in financial accomplishment with 
what he accomplished before he was 
fifty years old?

Is this thing that we call “experi
ence” of any value? If a man pos
sesses demonstrated brain vigor and 
expert skill in his craft, are we to 
place its value hopelessly below mere 
youth and athletic ability? Of course, 
if a man is to go to war, is to build 
steel skyscrapers or bridges, is to travel 
back and forth across the continent, 
demonstrate automobiles or airplanes, 
youth and bodily vigor are primary. 
But in advertising, where the primary 
factor is brains, backed by the expe
rience that knows what not to do. and 
the cultivated taste and skill that know 
what is best to do and how to do it in 
the most approved method, maturity 
and ripened judgment are worth a hun
dred times as much in creating public 
desire for the goods advertised and in 
securing the market at a profit, as the 
fact that the applicant is only thirty 
to thirty-five years of age.

I have a rather broad acquaintance 
with the abilities and accomplishments 
of advertising men, both in agencies, 
in factories and in stores, and if I 
were spending a hundred thousand or 
a million dollars a year for advertis
ing, I would never risk it in the hands 
of a man of less than thirtv-five years; 
and if I had my pick of all the men I 
know, my first choice would be a man 
who is probably fiftv-nine, and my 
second choice would be a man who, 
I think, is about forty-eight years 
of age. Neither of these men would 
waste and fritter away my money on 
harum-scarum ideas, as money by the 
millions is wasted today by youthful 
enthusiasm and frantic attempts at so- 
called “originality.”

Merchants who are pinch-penny skin
flints when buying salespeople and ser
vice are squandering thousands of dol
lars without knowledge in futile and 
extravagant advertising, because they 
insist upon employing men in the early
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INCOMPARABLE
The only conclusive test of the 

validity of our claim that Gotham 
is incomparable is, of course, a com
parison of our work with that of 
others. No matter what quality of 
work you measure against our own, 
you will perceive in Gotham engrav
ings the decisive margin of superior
ity that can be established only by 
the most accomplished craftsmen, 
working with every facility for ex
tending their ability to the utmost.

We, therefore, invite you to satisfy 
yourself, by comparison, tha 
Gotham is incomparable.

GOTHAM PHOTO ENGRAVING CO., INC.
229 West 28th St. New York City

Telephone: Longacre 3595
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In 1926
THE PROVIDENCE JOURNAL 

and

THE EVENING BULLETIN 

printed 

24,717,446 lines 
OF PAID ADVERTISING

This is a gain of 1,104,527 lines over 1925, 
the best previous record. This is 72.28% of 
all advertising lineage carried in Providence 
newspapers during 1926. Year after year 
these newspapers have made a steady gain in 
advertising patronage—because they produce 
results.
The readers’ confidence and circulation dom
inance of these publications make them val
uable mediums for advertisers.

Circulation, 108,809 Net Paid

thirties, for whose experience some
body must pay; while a man of expert 
skill, sound judgment, valuable expe
rience and abundantly demonstrated 
accomplishment kills himself because 
nobody wants a man past fifty years 
of age!

Marketing Building 
Materials

[CONTINUED FROM PAGE 24]

carpenters is to confine its distribution 
through lumber dealers and through 
those building material dealers who 
have a complete lumber stock and ser
vice.

With a building material product 
whose “consumer-user” is the mason or 
plasterer, it would seem at first that it 
were best to confine its sale through 
mason supply dealers.

However, the fact that many lumber 
dealers are in reality complete building 
material dealers indicates that a cer
tain percentage of them can be looked 
upon as legitimate outlets. From these 
facts it is apparent, then, that no hard 
and fast grouping of marketing out
lets can be set up. There are too many 
variations.

The only sound marketing procedure 
is an analysis of the dealer outlet sit
uation, bearing in mind the factors of 
the product; its “consumer-users,” the 
manufacturer’s present and future pro
duction, and a review of the present 
dealer set up and an estimation of the 
product’s future trends.

Perhaps the only safe generalization 
on what is a sound sales policy in mar
keting building materials is made in 
asking recognition of the fact that in 
this field, as in others, it is increasingly 
clear that unless output can be mar
keted with a reasonable expenditure, it 
is uneconomical to produce a large out
put even at low cost.

Otherwise, profits earned by efficient 
manufacture are in the end dissipated 
in inefficient marketing and distribu
tion.

All the above being true, there is 
nevertheless still ample opportunity for 
big sales development in building ma
terials provided accurate marketing 
thinking is done and practical dealer 
selling plans are developed.

Complete plans will be found able to 
cover direct consumer selling by the 
manufacturer through national adver
tising, and localized selling by dealers 
to both “consumer-users” and consumer
owners.

Convention Calendar

PROVIDENCE JOURNAL COMPANY 
Providence, R. I.

Representatives
CHAS. H. EDDY CO. R. J. BIDWELL CO.

Boston New York Chicago Los Angeles San Francisco

February 26-28—Eleventh District 
Convention of the International Ad
vertising Association, Greeley, Colo.

March 10-12—Mid-Year Conference 
of the Financial Advertiser Associa
tion, New Orleans. La.

May 9-11—Semi-Annual Conven
tion of the Association of National 
Advertisers, Detroit, Mich.

June 26-30—International Adver
tising- Association, Denver, Colo.

October 19-21—Direct Mail Adver
tising Association. Chicago.
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THE BOOTH NEWSPAPERS
Grand Rapids Press 
Hint Daily-Journal

I. A. KLEIN

Saginaw News Courier 
Kalamazoo Gazette

Jackson Citizen Patriot 
Bay City TimesTnbune

Eastern Representative The Booth Publishing Co. Cl i ica co

Muskegon Chronicle 
Ann ArborTimes News
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IMPORTANT NEW BOOK

Advertising 
Research
By PERCIVAL WHITE

In this book, for the first time, 
advertising is treated as a sci
ence. Facts are the backbone of 
science and the book shows how 
to obtain facts about the product 
to be advertised, the product’s 
market and the media for pre
senting the product to the public. 
It shows how, from such raw ma
terial and by elimination of waste 
and inefficiency, scientific and 
therefore successful advertising 
can be created. Invaluable for 
the general advertiser, tbe pro
fessional agency man and for the 
student.
620 Pages, 205 Practical Illustrations 

Price $6.00. By mail, $6.25.
D. APPLETON AND COMPANY 
35 West 32nd Street New York

forSamfdt Copier addrer
KNIT GOODS PÜBLISHTNC CORP 

»Worth Street Near York City

TESTIMONIALS
Sn&aklr.Q of testimonial», here'« one we appreciate: 
"/ don’t tec how you do it. Our photostats are back 
almost before we realize the letters have been turned 
over to you. Real service.”
Let us prove that for you. You want photostats 
when you want ’em. We get them to you.
Commerce Photo-Print Corporation 
80 Malden Lane New York City

k At the conclusion of 
each volume an in-

dex will be published and mailed 
to you.

& E G E NT IL Y 
tlv 0J1B LL D S C U IE Hi

By Harper & Brothers, New York. 
—“Cooperative Advertising by Com
petitors.” By Hugh E. Agnew, A.B., 
M.Pd. The Professor of Advertising 
of New York University treats with 
thoroughness the recent developments 
in cooperative advertising by associa
tions of competing manufacturers or 
merchants, a subject which suffers from 
some misconceptions on the part of the 
general public. In a foreword the 
author clears the confusion caused by 
careless newspaper reading and then 
proceeds to outline the history of suc
cessful campaigns and the reasons for 
their success. His work is a helpful 
manual for a consideration of the sub
ject. Price $4.

By The Big Six, London. “The 
Value of Colour in Advertisement.” A 
portfolio on the discovery and develop- 
opment of the possibilities of color 
photogravure for advertising pur
poses. The book, which consists of ex
amples in color of the results of this 
process, was designed and carried out 
by Sir Charles Higham, and is pub
lished by The Big Six: The Illustrated 
London News, The Sphere, The Sketch, 
The Tatler, Eve, and The Illustrated 
Sporting and Dramatic News, all of 
London. “The process has no connec
tion whatever with either lithographic 
printing or offset printing. It is colour 
photogravure pure and simple, and the 
printing is done direct from copper 
cylinders.”

There is an introduction to the 
volume that contains a note on the 
method by Brig. General Nevile Camp
bell, C. S. I., C. M. G., D. S. O., adver
tisement director of The Big Six, and 
a few words on the value of color in 
advertisement by Sir Charles Higham. 
Illustrated. Free upon request.

By Doubleday, Page & Company, 
Garden City, N. Y.—“Copy.” By 
George P. Metzger. A book not written 
primarily as a text book for students, 
but rather to appeal to the mature un
derstanding of writers of copy, visual- 
izers, directors of sales and whoever 
has to do with the preparation or ap
proval of advertising. Contains much 
material of a practical and helpful na
ture. Price $2.00.

By J. H. Sears & Company, Inc., 
New York. “Publicity.” By Roger 
William Riis and Charles W. Bonner, 
Jr. In this book the case for pub
licity, and for industrial news publicity 
in particular, is made by two men who 
are active in such work. They describe 
the relationship between the publicity 
agent, the press and the public, and by 
reference to a number of examples, 
with reproductions of press clippings, 
they describe the methods and effects 
of well directed publicity campaigns. 
Price $2.00.

Your 
Salesmen

should have as good tools 
as these—

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

May We Submit Specimens 
for Inspection Purposes!

THE H. R. HUNTTING CO.
Worthington Street 

SPRINGFIELD, MASS.
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The Pfessssscïmitar
A Scripps-Howard Newspaper 

MEMPHIS, TENN.
National Representatives: Allied Newspapers, Inc., 250 Park Ave., New York

Chicago Cleveland Detroit San Francisco Seattle Dos Angeles
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'Advertiser’s 
f \ Weekly
1 he Organ of Brtlish Advertising

The only weekly paper in 
the British Empire ex
clusively devoted to Pub
licity.

The only Advertising 
Publication in Great 
Britain giving audited net 
sales figures.

g^o

Published for all who 
wish to be informed on 
British advertising and its 
development.

G^O

Subscription 85 annually, post free. Advertise
ment rates on application to

New York Office
9 E. 38th St. N. Y. City

or
New England Office—c/o Mr. Frank E. Willis, 
148 State St., Boston, Mass.

\\ hat Graybar Accom
plished in One Year

[CONTINUED FROM PAGE 25] 

ness exclusively. “Graybar” designates 
the company that distributes electrical 
supplies through regular trade chan
nels. Now the companies are separate 
in name as well as in fact and in the 
kind of business done. The name 
“Graybar,” by the way, is a contraction 
of “Gray and Barton,” which was the 
title of the firm that originally started 
the Western Electric Company.

As was to be expected, the adoption 
of the new name met with much criti
cism from the employees of the organi
zation. They had spent much of their 
business careers with the Western Elec
tric Company. They were proud of that 
name, proud to be associated with such 
a well-knowit enterprise. To them the 
name “Graybar” meant nothing. No 
one knew it. They would constantly 
have to be explaining what “Graybar” 
meant and what had become of “West
ern Electric.” Many employees thought 
that their friends would think that 
they had lost their jobs and were 
obliged to take a position with a new 
and unknown company.

The trade, too. was skeptical. It had 
been pushing the name “Western Elec
tric” for so many years that it saw no 
good reason why it should be obliged 
to give up such a well-known line and 
to start all over again 01. an unknown 
line. To distributors it seemed as 
though they were being asked to undo 
the work of fifty-seven years.

The trade-press, too, was inclined to 
be critical. Naturally, tremendous pub
licity was given to the company’s dras
tic change, but much of this comment 
was of a doleful nature.

Now, let us see what happened! 
Were any of the dire predictions real
ized? Did the conipany go to the bow
wows as was anticipated? Most decid
edly it did not.

Despite their feeling that the change 
in the name of the company was not 
advisable, both the employees and the 
trade put their shoulders to the wheel 
and threw all their enthusiasm behind 
“Graybar,” with the result that in one 
year the new name has been thoroughly 
established. After twelve months, it is 
probably as well known as “Western 
Electric.” During 1926 the company 
did by far the largest business in its 
history. In the light of what has been 
achieved, today there is no one who 
would question the judgment of the 
management in making the change.

BUT we are going to let Albert L.
Salt, the president, tell of some of the 

things the new name did for the busi
ness. At the end of the first year of 
Graybar history, Mr. Salt gave a lunch
eon to which were invited representa
tives of the trade-press and others who 
were interested. At this meeting, Mr. 
Salt explained why “Western Electric” 
had been changed to “Graybar.” He 
outlined the problems that were encoun
tered and what the results have been. 
Here, in Mr. Salt’s own words, are the 
net of what has been acomplishcd-

"A new name, a new company, a new 
set-up, reacted on the Graybar people as 
a new thing always reacts. Then, too, the 
new name, the new organization, and the 
story behind it. gave the salesmen and the 
sales organization an opportunity to discuss
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When Fletcher Montgomery
President of the Knox Hat Company

Read “Obvious Adams"

—He immediately ordered 50 copies 
to distribute to business associates

M
ANY thousands of copies of this 

"little book with a big business 
message,” written by Robert R. 

Updegraff, have been bought by business ex
ecutives during the ten years since it appeared 
in The Saturday Evening Post. They have 
placed them in the hands of every one of 
their executives, branch managers, depart

ment heads, salesmen, and even their office 
workers, because this simple story crystallizes 
one of the most important principles in busi
ness—makes it graphic, inescapable, usable in 
the day’s work all through a business.

There is inspiration in the story of Obvious 
Adams. Young men read it and catch a pic
ture that makes them want to knuckle down 
to more effective work. Older men read it

and it somehow clears their vision and gives 
them a fresh urge to accomplishment.

"Obvious Adorns” is a pocket size book 
bound in cloth with gold-stamped title—an 
exceedingly attractive little volume suitable 
for presentation purposes, yet it is sold in 
quantities at prices that make possible its 
broad distribution. It offers an ideal solu
tion to the problem of an anniversary gift for 
the members of an organization, autographed 
by the head of the business or department.

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, 75c postpaid

KELLOGG PUBLISHING COMPANY
39 Lyman St. Springfield. Mass.
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Rate for advertisements inserted in this department is 36 cents a line—6. pt. type. Minimum 
charge $1.80. Forms close Saturday noon before date of issue.

Position W anted

Advertising Solicitor for New England—Young 
man would like to represent well-established pub
lication. Has service agency that could be used 
as branch office. Has car. Address Box 440, 
Advertising and Selling, 9 East 38th St., New 
York City.

Advertising Copy Writer—Young woman, col
lege graduate, three years’ experience in reta 1, 
national, trade paper, and direct-by-mail fields; 
versatile writer. Now available. Address Box 
441, Advertising and Selling, 9 East 38th St., 
New York City.

A young woman, for four years executive assist
ant in charge of office with concern employing a 
baker’s dozen inside and eighty outside, like 
most of us has aspirations; change is necessary, 
she feels. The change must initiate iier in adver
tising. She is a correspondent; organizer of 
routine and of files; buyer of printing; and has 
edited a house organ of educative stimulus for 
the field force. Former concerns have found her 
satisfactory to the extent of offering re-employ
ment. Salary $60 a week. College education. 
Experienced stenographer. This is her first ad
vertisement. She’s coming again if necessary. 
Alternative propositions considered. What can 
you offer her in New York or Brooklyn? Ad
dress Box No. 438, Advertising & Selling. 9 
East 38th St., New York City.

PUT THIS ADVERTISING MAN WITH 
proven record on your payroll for just $1.25 a 
day. Will write your sales letters, booklets, 
advertisements, suggest new ideas, put a new 
sales vigor into your advertising copy. Write 
for details unusual limited offer. Box 882, 
Poughkeepsie, N. Y.

Position Wanted as sales or advertising manager 
or advertising solicitor for electrical, tool, hard
ware, cutlery or automotive trade paper. I am 
thoroughly familiar with copy writing, layout 
and promotion or kindred work. References will 
be furnished on request. Address all replies to 
Box No. 443, Advertising and Selling, 9 East 
38th St., New York City.

Thoroughly trained advertising executive is 
immediately available for position. Has . had 
agency experience, handled complete campaigns, 
edited successful house organ. Thirty-two years 
old. Married. Write Box 437, Advertising and 
Selling, 9 East 38th St., New York City.

THE THIRST OF YOUTH
Most thirsty of human beings for accomplish

ment is the youth about to convert learning into 
dollars.

Having entered advertising only after serious 
thought, this young man for four years studied 
methods and absorbed ideas.

His layouts are effective, his choice of typo
graphy pleasing. With proper environment he 
will become a good copywriter.

Christian, 28; married. Now conducting manu
facturer’s advertising department but seeks more 
exacting connection.
Address Box No. 436. Advertising and Selling, 

9 East 38th St., New York City.

Position Wanted

New England representative for firm of nationally 
advertised product, desires to discontinue travel
ing. Familiar with wholesale drug and depart
ment store trade. Experienced sales director and 
advertising manager. Thirty-nine, married and 
with especially good references. Address Box 
No. 435, Advertising and Selling, 9 East 38th 
St., New York City.

Help II anted

ADVERTISING SOLICITOR wanted by trade 
paper published in New England. We desire a 
young man of good personality. Give full details, 
including age, education, experience and present 
earnings. All replies treated confidentially. Ad
dress: Box 432, Advertising and Selling, 9 East 
38th St., New York City.

Help II anted—Salesmen

Experienced lumber or building material sales
man. Permanent position. Weatherbest Stained 
Shingle Co.. North Tonawanda. N. Y.

Publishers’ Representative

CALIFORNIA REPRESENTATION
Trade and business paper publishers desiring 
complete advertising and editorial service in San 
Francisco and vicinity may arrange personal 
interview by addressing Box 439, Advertising 
and Selling, 9 East 38th St.. New York City.

Midtigraphing

Quality and Quantity Multi graphing,
Addressing, Filling In, Folding, Etc.

DEHAAN CIRCULAR LETTER CO., INC.
120 W. 42nd St., New York City

Telephone Wis. 5483

F CEDUICC Telephone 
MX ▼ 1 Barclay 3355

Multigraphing D I T D 17 AIT 
Mimeographing II /A LJ
Addressing
19 Park Place, New York City

All Orders Called for and Delivered

Press Clippings

ASSOCIATED CLIPPING BUREAUS 
offers reliable National or regional newspape. 
reading service—General offices, One Terrace 
Buffalo, N. Y. 

a new and interesting subject; an opportun
ity to discuss a subject that was close to 
their hearts and of great interest to the 
teller and the listener. Give a salesman 
something to talk about that is of interest 
to the man to whom he is talking and you 
give him an extremely valuable sales tool. 
The Graybar Story was just that kind.

“And then the advertising that followed 
and has followed the new name has been of 
inestimable value in setting up the organiza
tion as a very important part of the elec
trical business. In the first place, it created 
in the minds of many people a new con
ception of the business that has been known 
as the Western Electric Supply Department. 
Many people, who in the average course of 
events might never have heard of the 
Western Electric Supply Department, 
learned completely about Graybar and pos
sibly started doing business with the ‘new’ 
company.

“The establishment of the Graybar ship
ping tag has given to the company an 
identity it was always hard to develop 
under the old organization. The Graybar 
tag—Symbol of Distribution—is today a 
trade mark as well as a symbol; a designa
tion for one service, a designation that the 
business under ‘Western Electric’ never had 
and very possibly never could have had.”

The Golden Age of 
Copy Writing

[CONTINUED FROM PAGE 26]

at the food copy, the cosmetic copy, the 
travel copy, insurance copy, wearing 
apparel copy, the house furnishing 
copy, kitchen equipment copy, medicine 
cabinet specialties copy. Everywhere 
you’ll find yards and yards and yards 
of copy, all of it fair to good, and some 
of it excellent.

Take a good, long look, Mr. Hotch
kin, and get yourself surprised. If 
you insist that each of these is a “four 
dollar message smothered under a pen
cil pusher's dream,” then I’ll agree to 
be surprised.

As a matter of fact there are seventy- 
five advertisements of one page or 
more in this issue of the Journal. By 
stretching what I call my imagination 
quite a bit I can find twelve of the 
seventy-five, in which the copy writer 
may have been hampered by limitations 
imposed upon him by the lay-out man 
or artist.

Certainly no reasonable writer could 
complain about the space allotment for 
copy in the sixty-three pages that re
main.

Advertisements of 500 words and 
more are not at all unusual among the 
seventy-five. By actual count, all but 
two of the first fifteen advertisements 
in the magazine contain more than 200 
words each.

Four of the first fifteen contain more 
than 500 words each.

In the 12 out of 75, which emit a 
slight odor of copy constriction, most 
people will agree the pictures tell a 
better story than a book full of words. 
Does Mr. Hotchkin know of any words 
that will produce the desired effects as 
quickly as the Wesson Oil fruit cake 
illustration or the Ivory Soap photo
graph?

Copy space in today’s monthly maga
zine advertising seems to me to pro
vide plenty of room for the erection of 
a glorious and glittering copy writers’ 
heaven.

If the copy writer has anything to 
say, goodness knows he has ample op
portunity to say it.

It is possible that the case of the 
weeklies is a little different. Admit
tedly quite a number of advertisers 
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use these seven-day publications as bill 
boards. In them many think it good 
judgment to print concentrated advertis
ing for hurrying readers. Even so, the 
majority of advertisers in the weeklies 
have something to say and do say it. 
You will have to spend more than one 
nickel to find an advertisement in 
which the manufacturer devotes his 
space to words and pictures concerning 
his factory, his grandfather, or his 
trademark.

The one bright spot glowing through 
the clouds of gloom in Mr. Hotchkin’s 
paper is his doubtful prediction that 
“the day may come when something 
more than a beautiful drawing around 
the word ‘Hoopla!’ may be necessary to 
get the goods sold.”

Shucks, Mr. Hotchkin, haven’t you 
heard? The day has already come. 
You just polish off your specs, sir, and 
let up the window shade. Really, it’s 
nice and sunshiny outside.

And then that sentence concerning, 
I suppose, all agencies and stating: 
“The drawing and lay-out are made 
first, and then the copy writer is told 
how few words, if any, he dare use.”

I have personal knowledge gained 
by personal experience that this is not 
true in two large agencies. In these es
tablishments copy always is written 
first. It is the rule and I have had to 
live up to the rule. If an idea can’t be 
expressed first in words, then it isn’t 
expressed at all, for it isn’t considered 
worthy of expression. ()f course all ad
vertising isn’t prepared according to 
that formula, but my experience, and 
the experience of most of my advertis
ing friends, leads me to believe that 
most of it is. There are cases in which 
an art idea does, and by all means 
should, dominate. But those cases are 
in the minority. If you doubt it, look 
at advertising and, in the words of an 
esteemed mail orderish friend, “see for 
yourself.”

This seems to me to be a golden age 
for copy writers—golden, that is, when 
contrasted with the not distant past 
when advertisers did insist on a picture 
of the founder, the pyramids, or a 
pretty girl and some such mot as “best 
by test,” “try it and you buy it,” or 
“the fizz what izz.”

Today the copy writer not only has 
an opportunity to think and express his 
thought: he is obliged to think and ex
press his thought, or move on. Mr. 
Hotchkin’s dark picture of the copy 
slave belongs in the gallery of yester
day, not of today.

This is not to say that all present 
advertising is entirely free from the 
blight it suffered in the days when gas 
jets were in bloom—nor is this to say 
that any advertising has achieved per
fection.

We all can find “best by test” ad
vertisements, if we look for them, but 
we must seek their chaff in many heap
ing bushels of good, golden grain.

Advertising Post of American 
Legion Holds Elections

At its recent meeting the following 
officers were elected for the Advertis
ing Men’s Post of the American Legion 
of New York: James A. Brewer, com
mander; Mortimer D. Bryant, Frank 
W. Miller, George A. Woodard, and 
Victor A. Graham, vice-commanders.

Advertisers’ Index
[«]

Ajax Photo Print Co............................... 78
Akron Beacon Journal ............................ 12
All Fiction Field ...................................... 10
American Lumberman ............................ 56
Apeda Studio ............................................ 65
Appleton & Co., I)..................................... 88
Architectural Record................................ 68
Atlantic Monthly ...................................... 16

[6]
Baker’s Helper .......................................... 56
Baker’s Weekly ........................................ 78
Barton, Durstine & Osborn, Inc............35 
Bernays, Eduard L.................................... 9
Batten Co., Geo.......................................... 69
Boot & Shoe Recorder............................ 74
Booth Publishing Co...................................87
Boston Globe ............................................ 14
Business Bourse ........................................ 60

[0
Calkins S Holden, Inc. ............................ 73
I antine Paper Co., Martin.................. 15
Capper Publications ................................ 45
Charm ............   61
( he-ter Mechanical Advertising Co. .. 54 
Chicago Daily News..Inside Front Cover 
Chicago Tribune ...................................102
Christian Science Monitor .................... 39
Columbus Dispatch ................................ 83
Comfort Magazine .................................. 43
Commerce Photo-Print Corp.....................88
Crowe & ( o., Inc.. E. R.............................. 37

[d]
Dallas Morning News ............................ 54
Denne a Co., Ltd., A. J...........................  84
Des Moines Register and Tribune .... 53 
Detroit Fret Press .... Inside Back Cover 
Detroit Times ............................................ 55
Diamant Typographic Service, E. M. . 74

[e]
Einson-Freeman Co..................................... 54
Ellis. Inc., Lynn ...................................... 60
Empire Hotel ............................................ 78
Evans-Winter-Hebb, Inc............................ 50

[/]
Federal Advertising Agency ...................41
Forum .......................................................... 68
f rench T ine ................................................ 8

[fir]
Gas Agc-Record ........................................ 62
General < hitdoor Advertising

Insert bet. 54-55
Good Housekeeping ................................ 15
Gotham Photo Engraving Co.................... 85

w
Hoyt Co., Charles W................................... 52
Huntting Co., IL R................................... 88

[i]
Igelstroem Co.. John .............................. 56
Indianapolis News .................................. 4
Industrial Power ...................................... 70
Iron Trade Review .................................. 75

[j]
Jewish Daily Forward ............................ 56
Judge ............................................................ 37

m
Kansas City Star ...................................... 57
Knit Goods Pub. Ct................................... 88
Koppe, S. S.................................................. 56

DI
Lillibridge, Inc.. Ray D.......................... 63-64
Literary Digest .......................................... 11

[m]
Market Place ............................................ 92
MacFadden Publications ........................ 71
McCann, H. K ...............   18
McGraw Hill Book Co., Inc........................ 58
McGraw-Hill Co....................................... 66-67
Memphis Press Scimitar ........................ 89
Milwaukee Journal .................................... 47

["]
National Outdoor Advertising Bureau. 79
National Petroleum News .. Back Cover
National Register Publishing Co., Inc. 76
Nation’s Business .................................... 6
Newcomb, James F...................................... 98
New York Daily News ........................... 77
New York Evening Graphic ...................  96

[o]
Oklahoma Publishing Co.........................  49
Oral Hygiene ............................................ 76

[p]
Penton Publishing Co............................... 75
Perfect Rubber Co.......................................84
Power ............................................................ 81
Providence Journal .................................. 86

[r]
Richards Co., Inc., Joseph .................... 3
Robbins Pub. Co........................................ 62

D]
St. James Hotel ........................................... 60
St. Louis Globe Democrat ....................... 59
Selling Aid ................................................. 84
Shopping News ......................................... 84
Shrine Magazine ..........................   82
Smart Set ..................................................... 51
Standard Rate & Data Service...............100
System Magazine ........................................ 94

W
True Story Magazine................................ 71
Tuthill Advertising Agency ...................... 78

[u]
United States Envelope Co..........Facing 55

W
Western Advertising ................................ 74
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OK LOUISVILLE
— executives in industrial enterprises direct 60,000 workmen in the produc
tion of farm implements, iron and steel products, musical instruments, 
wagons, cement, leather goods, paints and varnishes and over 100 other 
different products. Among these executives rests control of all purchases 
of materials and equipment for Louisville’s 957 industrial firms, whose 
combined production during 1925 exceeded $325,000,000.
And within this same executive 
scribers to

group are 86.7% of all Louisville sub-

PR0PRIETARY
Owners................................................................. 68
Partners..................................... ........... 44

CORPORATE OFFICIALS
Presidents..........................  186
Vice-Presidents ............................................ 49
Treasurers ..................      25
Secretaries......................................   37
Bank Cashiers................ ..     17

OPERATIVE EXECUTIVES
General Managers and Assistant 

General Managers   ........................... 48
Superintendents and General Foremen. . 40

Sales and Advertising Managers.................... 28
Comptrollers, Auditors and

Accountancy Executives................ .. .......... 32
Financial Executives................. ....................... 21
Professional Men   14
Office Managers .    7
Credit Managers 6
Purchasing Agents 4
Traffic Managers............................................. 1

Sub-total (86.7%)......................  615

OPERATING AND MISCELLANEOUS
Salesmen........................................................... 41
Office Employees   34
miscellaneous <9

Total (100%).........................................’709

offers an excellent key to any business market. In city after 
city, exhaustive surveys have shown an average of over 80% of the maga
zine’s circulation concentrated among the small groups of executives who 
direct policies and purchases.

CHICAGO ^MAGAZINE of BUSINESS NEW YORK

his is the tenth of a series of analyses of circulation in typical cities. If you missed the first nine analyses, write for copies todayi .



Issue of January 26, 1927

The NEWS DIGEST
A complete digest of the news of advertising and selling is here compiled 
for quick and convenient reference So The Editor will be glad to receive 
items of news for inclusion in this department So Address Advertising 

and Selling, Number Nine East Thirty-eighth Street, New York City

CHANGES IN PERSONNEL—[Advertisers, etc.)
Name Former Company and Position Now Associated W ith Position
Charles Chidsey .........E. A. White Organization, New York.......................... Intertype < orp.......................Sales Pro. Mgr.

Adv. Mgr. New York
B. W. Radcliffe..........The Intertype Corp., New York, Adv. Mgr...................Same Company .....................Dir. of Typography
Ashley Nagle .............E. A. White Organization, New Y'ork.......................... Same Company .....................Adv. Mgr.

Sales Prod. Mgr.
H. X. Beach ..................Brunswick-Balke-Gollender Co., Chicago .................The Charles Freshman ....Sales Mgr.

Eastern Sales Mgr. Co., Inc., New York
Charles P. Catlin......... Remington Arms Co, Inc., New York..........................New Haven Clock Co.......... Sales Pro. Dir.

Gen. Sales Pr. Mgr. & Dir. of Adv. New Haven, Conn.
J. R. Crawford............. National Carbon Co., New York................................... Bright Star Battery Co........ Sales Mgr.

Gen. Sales Mgr. Hoboken, N. J.
Alex Moss ....................Warner Bros. Pictures, Inc., New York.......................Columbia Pictures Corp. . .Dir. of Adv. & Pub.

Adv. & Pub. Dept. New York
L. E. Jackson................Firestone Tire & Rubber Co., Akron, Ohio................Same Company .....................Sales Mgr.
M. C. Williamson........Bausch & Lomb Optical Co., Rochester, N. Y............Same Company .....................4dv. Mgr.

Ass’t Adv. Mgr.
Sidney M. Crosset........Bausch & Lomb Optical Co., Rochester, N. Y............Resigned

Adv. Mgr.
Walter Rautenstrauch. Fred F. French Co., New York, Pres............................Splitdorf-Bethlehem .............Pres.

Elec. Co., Newark. N. J.
M. W. Davis ................Xdams. Hildreth & Davis, Inc., N. Tonawanda... .The \ork Safe & Lock Co.. .Adv. and Sales Pro. Mgr.

. N. Y.. Vice Pres. York, Pa.
C. H. HunJerson ........ Lnion Trust Co., Cleveland, Ohio, Pub. Mgr............Same Company ..................... Vice-Pres.
J. D. Buhrer ............... Corn Products Refining Co., New York .................. Same Company .....................Pres

Sales Mgr............................................................................................................................... ,
EL M. Jewett..................Paige-Detroit Motor Car Co., Detroit.........................Same Company .....................Chairman of the Board

Pres.
George B. Hendrick... W. I, Douglas Shoe Co., Brockton, Mass.................... L. A. Crossett Shoe Co.........Vice-Pres, in Charge of

Gen. Sales Mgr. & Adv. Dir. No. Abington, Mass. Sales (Effective Feb. 1)
James Goold .............. R. H. Macy & Co, Inc, New Y’ork............................. Stern Bros, New York......... Merchandise Mgr., House

Adv. Mgr. Furnishings Group
A, A. Wells................... R. IL Macy & Co, Inc, New York.............................. Stern Bros, New York......... Adv. Mgr.

Ass’t Adv. Mgr.
J. B. Melick ................Holeproof Hosiery Co, Milwaukee, Wis......................Same Company ......................Fice-Pres.

Sales Mgr.
J. B. Weib ................... Southwestern Adv. Co, Dallas, Texas........................ Barton Mfg. Co. . ................4dv. Mgr.

Sec’y and Dir. St. Loui«
F. 0. Dice ....................Ross-Gould Adv. Agcy, St. Louis, Acc’t Executive.. .Purina Mills, St. Louis ... .Copy
L. F. Schenkenberg ...Holeproof Hosiery Co, Milwaukee, Wis..................... Same Company .....................Adv. Mgr.

Adv. Dept.
A. N. Apple................. Audit Bureau of Circulations, Adv. & Pro Mgr......... Sherman Paper Products. . .Sales and Adv. Mgr.

Corp, Boston
J, L. Killeen ................Tujague Food Products Corp, Foreign &...................Southern Adv. Agcy, Inc. .. Fice-Pres.

Domestic Sales Mgr. New Orleans
F C. Noyes..................The Stanley Works, New Britain, Conn...................... Same Company Adv. Mgr.

_ Ass’t to Adv. Mgr.
G. L. Gilliam................Service Motors, Inc, Wabash, Ind, Pres.................. Relay Motors Ccrp,.............Pres.

Wabash, Ind.
M. A. Holmes..............Commerce Motor Truck Co, Ypsilanti. Mich........ Relay Motors Corp,..............I ice-Pres. in Charge of

_ Dir. of Sales Wabash, Ind. Sales
A. K. Taber..................Service Motors, Inc, Wabash, Ind, Treas...................Relay Motors Corp,........... .Sec’y & Treas.

Wabash, Ind.

CHANGES IN PERSONNEL— (A gencies, etc.)
Name Former Company and Position Now Associated W ith Position
C. E Nelson ............... The Stanley Works, New Britain, Conn, Adv............ Calkins & Holden. Inc..........Ass’t to Vice-Pres.

Mgr. New Y’ork
Bruce M. Angle........... International Harvester Co. of America, ................... Export Adv. Agcy..................Executive Staff

Chicago, Sales Pro. Rep. New York
W. A. Schmitt............. The Charles C. Green Adv. Agcy, Inc, .....................The Corman Co, Inc.......... Dir. of Adv. & Prod.

New York & Phila. Art. Dir. & Food Specialist
R. Bolton Mallory........Bigelow-Hartford Carpet Co, New York...................Erwin, Wasey & Co...............Copy

New York
Paul 11. Bolton............ Bolton, Meek & Wearstler, Youngstown,....................The Bolton Adv. Co, Inc...Pres.

Ohio. Pres. Youngstown, Ohio
John P. Gillespie........ The Wildman Adv. Agcy., New York..........................The Bolton Adv. Co., Inc... 1ice-Pres.

Acc’t Executive Youngstown, Ohio
Chester D. Freeze,.The Koch Co, Milwaukee, Pres...................Freeze & Vogel, Jnc............ Pres, 

Milwaukee
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From behind 
countless counters

H
OW much of the effectiveness of an advertising 

campaign depends upon the cooperation of 
the dealers who handle the product?

And what “dealer influence” is so effective as 
“dealer good-will”?

The GRAPHIC is building good-will for you 
among retailers and salesmen in this Metropolitan 
Area—and, incidentally, building good-will for the 
GRAPHIC.

The $5000.00 Merchandising Idea Contest is a 
part of our plan—and so is the “Merchandising 
News” columns in the GRAPHIC each Monday, 
Wednesday, and Saturday.

These features are getting under the skin of the 
man behind the counter as well as the store-owner 
and store-manager. Their capacity for boosting 
sales is important past all computation.

Thus the GRAPHIC offers a voice directed to 
300,000 homes PLUS the cooperation of those who 
serve these homes from behind countless counters.

_— N EW YO RKEvening 
Graphic

Member A. B. C.

HARRY A. AHERN CHARLES H. SHATTUCK
Advertising Mgr., 25 City Hall Place, New York Western Mgr., 168 N. Michigan Ave., Chicago
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A^-The NEWS DIGEST*
CHANGES IN PERSONNEL— (Agencies, etc., continued)

Name Former Company and Position \'uw Associated With Position
Hugu Vogel ................The Koch Co., Milwaukee.............................................. Freeze & Vogel, Inc............. Fice-Pres.

Milwaukee
C. XT Garrison........... The Koch Co., Milwaukee, In Charge of Copy.........Freeze & Vogel. Inc..............Fice-Pres.

Milwaukee
W A. Amer.................The Corman Co., New York The Paul Cornell Co Dir. of Mechanical Pro

Business Dept...................... Ine., New York........................duction
R. A. Winthrop......... C. E. Sheppard Co., New York....................................... Critchfield & Co., Inc..........Acc’t Executive

Adv. Dir. New York
Chalmers L. Pancoast. .Charles C. Green .Adv Ygey, Inc., New York.......... Resigned 

Fice-Pres.
Charles E. Rose ..........R. II. Donnelly Corp., Chicago .....................................Frankel-Rose Co., Chicago. .Partner
Thomas M. Murphy .. .New York Bottlers’ Supplies Mfg. Co., Hoboken... .The Commercial Poster . . -Mgr. of Atlanta, Ga., Office 

N. J., Sales Mgr. Co., Cleveland
Theodore Johnson ...United States Printing & Lithograph Co....................The Munro & Harford .. .Sales Pro. Mgr.

Brooklyn, N. Y, Sales Pro. Mgr. Co, New York
C. McQuinn ..................J. Walter Thompson Co, Chicago, Acc’t Executive. .Resigned
W H. Kelly................. Marland Refining Co, Ass’t Adv. Mgr......................... K. C. Shelburne, Inc............. Fice-Pres.

Oklahoma City, Okla.
E. B. Gardiner............. John Ring, Jr. Adv. Co, St. Louis.................................Resigned, (Feb. 1)

F ice-Pres.
J, Buckingham ........... “The Dallas Journal,” Dallas, Tex.................................. The Carpenter-Rogers Co.,.. Fice-Pres. and Acc’t Execu-

Ass’t City Editor Dallas, Texas five
J. A. Eskins................... Tauber Adv. Agcy, Inc., Washington, D. C................Drechsler-Peard Co, Inc. .. Copy

Baltimore
Clifford L. Fitzgerald. .Reese Adv. Agcy, New Orleans, La............................Southern Ydv. Agcy, Inc... Pres.

Sec’y New Orleans

CHANGES IN PERSONNEU— {Publications, etc.)
Name Former Company and Position Now Associated With Position
James L. Walsh............Bankers Trust Co, New York......................................McGraw-Hill Pub. Co..........Fice-Pres.

Ass’t Fice-Pres. New York
Paul Talbot ..................The Talbot Publishing Co, Des Moines, Iowa...........Same Company .....................Pres. & Treas.

Sec’y-Treas.
C. A. Richie..................Harry Gelwicks Co, New York, Contact Man............. M. C. Mogensen & Co...........Salesman

Inc, New Y ork
Richard C. Sheridan . .Green & Van Sant Co, Baltimore. Md, Adv. Dept.. .Schneidereith & Sons .......... Rep.
Gustave Hornung ....J. W. Clement Co. Buffalo, Fice-Pres..........................Resigned _ _
George H Dovle ........ Associated Medical Publishers, New York ............... “Clinical Surgery,” New... Eastern Adv. Mgr.

Eastern Idv. Rep. York
WaUaee Miller ..........Norwich Union Indemnity Co, New York ............... Tlie Crowell Publishing ...Pro. Dept.

Gen. Adv. Mgr. Co, New York ,
M. S. Weisiger ............"The Commercial Appeal,” Memphis, Tex.................. Same Company....................... Business Mgr. and Sec’y

Ass’t Business Mgr.
C. A. Poindexter ........ Hanff Metzger, Inc, New York, Contract Dept.......... M. Mogensen & Co., Inc... .Research

New York
J. Smith ........................Cudahy Packing Co, Chicago.........................................“Liberty,” Chicago ...............Adv. Dept.
Gordon Hoge .............. “American Legion Monthly,” New York................. Young & Rubicam................C ontact

Adv. Mgr. New York
J. T. Edson................... The Stillson Press, New York, Sec’y.............................Retired
John S. Barlow............Frank Seaman, Inc, New York................................... The Stillson Press, Inc........ Dir., Mail Dept.

Acc’t Executive New York
Stanley R. Greene....J. A. Migel Inc.. New York, Adv. Mgr........................The Stillson Press, Inc......... Dir., Mail Dept.

New York
IL A. Shepherd............Frank Seaman, Inc, New York.....................................The Stillson Press, Inc.........Plans Dir. of Marketing Div.

New York

CHANGES IN AGENCIES AND NEW ADVERTISING ACCOUNTS
Name Address Product Now Advertising Through

Simon & Schuster, Inc...........................New York ........................
Nestler Rubber Fusing Co, Inc..........New York .........................

< .handler & Price Co.. 
Life Extension Institute 
Henry Maillard ........ .

Nestle’s Food Co, Inc.

Linder Bros, Inc..........

Cleveland, (thio . 
New York .......... 
Long Island City

New York ........

.New York ........

The Vanity Fair Silk Mills Reading, Pa

Books ..............................Sackheim & Sherman, New York
Equipment and Sup- ...Michaels & Heath, Inc, New York 

plies for Repairing
T ires

Printing Presses..............Paul Teas, Inc, Cleveland
Health Service ................Hawley Adv. Co, Inc, New Y’ork
Maillard Chocolates... .Hawley Adv. Co, Inc, New York 

and Bonbons
“Nestle’s Milk Food"...Ruthrauff & Ryan, Inc, New York 

& Evaporated Milk
“Shagnoor,” Top ............Hicks Adv. Agcy., New York 

Coats for Women
Glove Silk Underwear.. .Lyddon & Hanford Co, New York

& Full Fashioned
Hosiery
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WhenTime Is Money
A BOAT that carries a 

man across the Atlantic 
in three weeks cannot be 
classed as a total failure as a 
means of transportation.

If, however, that man wants 
to get to Europe in a hurry, 
he can hardly justify the use 
of the slow boat on the 
ground that it is sure to land 
him there eventually.
Almost any kind of selling 
effort—used long enough 
and persistently enough— 
will eventually land a man
ufacturer in the port of big
ger business. But many 
types of selling effort are 

decidedly prodigal with time 
and money.

And time—because it repre
sents money to most busi
nesses—is an all important 
factor in the average market
ing plan. Therefore, why 
should a manufacturer use 
marketing methods that take 
many years to accomplish 
what different methods can 
accomplish in two or three 
years?

Yet, when we examine the 
sales programs of many manu
facturers, we find this vital 
element of time has been over
looked or ignored entirely.

Jl/’Manufacturers interested in eliminating time-wasting Nl 
J marketing methods should read "The Third Ingredient L

—4 in Selling”—a book that frankly and fearlessly discusses g— 
| this vital subject. A copy of this book will be sent, | 
A with our compliments, to executives who request it. A1

James F. Newcomb & Co. inc.
Direct A dvertising :: Merchandising Counsel

33o SEVENTH AVENUE, NEW YORK, N. Y.
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CHANGES IN AGENCIES AND NEW ADVERTISING ACCOUNTS (Continued)
Address Product Now Advertising Through

The ( orneli Seed Co St. Lout,

The Ford Dealers of Buffalo . 
Mississippi Glass 'Works ... 
Mississippi Wire Glass Works 
The Nu-Dex Products Co 
The L. E. Scott Co 
Woodcraft Shops

The Jackson Corset Co. 
The Morton Mfg. Co. .

Buffalo, N. Y............ 
New Vork ................  
New York ................
Chicago........................
Southington, Conn. 
Grand Rapids, Mich.

Jackson, Mich. 
Chicago..............

Flax-li-num Insulating Co.................. •St. Paul, Minn

Concealed Bed Corp............................. Chicago ...
Oelerich & Berry Co............................. Chicago ...

¡1 Reliance State Bank............................. Chicago ...
Perfection Appliance Co....'............. Detroit ....

? J. E. Caldwell & Co............................. Philadelphia
F. Weber Co.............................................. Philadelphia

..“Keystone” Field &. .. .Chappelow Adv. Co, St. Louis 
Garden Seeds

..Ford Automobiles ........J. J. Fuller Advertising Agcy.
. .Glass ..................................John Curtiss Co., New York
..Wire Glass ......................John Curtiss Co., New York
..Rug Cleaner ....................The Glen Buck Co., Chicago
. .“Lesco” Cleaning Fluid. .The Manternach Co., Hartford
..Decorative Garden ........The White Adv. Agcy., Grand Rapids, Mich. 

Implements
. .Corsets ..............................Philip C. Pack, Ann Arbor, Mich.
..“Acme” Bathroom ........Behel & Harvey, Inc., Chicago 

Cabinets
. .“Flax-li-num” Key- ........ Freeze & Vogel, Inc., Milwaukee 

board
..Beds ..................................Freeze & Vogel, Inc., Milwaukee
..Jams & Jellies..................Freeze & Vogel, Inc., Milwaukee
..Banking Service..............Hurja-Johnson-Huwen, Inc., Chicago 
. .“Perfection Electric........Brooke, Smith & French, Inc., Detroit 

Ironers”
..Jewelry ............................Frank Presbrey Co., New York
. .“Weber” Artists’ Colors .Edwards, Ewing & Jones, Inc., Philadelphia 

& “Decora Fabric”
Paints

Dent, Allcroft & Co., Inc..................... New York ..........................“Dent’s” Gloves................ The G. Lynn Sumner Co., Inc., New York
The Wheeling Metal & Mfg. Co......... Moundsville, W. Va..........Leadclad Roofing............ McAdam-Knapp Adv. Corp., Wheeling,

The StehliSilkS Corp............................ New York & Zurich,... .Dress Silks .......................Olmstead, Perrin & Leffingwell, Inc.,
Switzerland New York .

■ The Hamilton National Bank............New York ......................... Banking Service .............The Lawrence Fertig Co^ Inc., New York
Kellner Bros.............................................New York ..........................Furniture ................... The Lawrence Fertig Co, Inc., New York
General Lead Batteries Co................ Newark, N. J.....................“Titan” Batteries............. The Joseph I Hanson Co., Inc., Newark
The S. Le Mnr Co................................. Cleveland ..........................“Le Mur” Permanent... .The Powers-House Co, Cleveland

Waving Machines
; The L. L. Cooke School of................ Chicago .............................Education ........................ Simonds & Simonds, Inc, Chicago

Electricity (Effective April 1)
The Edison Electric Illuminating... .Boston ..............................Electric Light...................Doremus & Co, Inc, Boston

Co. .
The Standard Materials Co, Inc........ Bloomfield, N. J...............“Stanway” Ready-Cut.. .United Adv. Agcy, Inc, New York 

Buildings & Standard 
Garages

Coopers Creek Chemical Co.............. W. Conshohocken, Pa.. .“CA Motor Fuel”.............Charles Green Adv. Agcy, Inc, Phila.
H. & W. Co............................................. Newark, N. J.....................Corsets & Brassieres... .The Joseph E. Hanson Co, Inc, Newark
The Carbonite Laboratories, Inc........ New York .........................“Carbonite” Carbon ... .Reimers & Osborn, Inc, New York

Remover _
Sanborn, Fuller & Co........................... San Francisco ..................Investment Securities .. .Norman F. D Evelyn, San Francisco
Wardell, Taylor, Dunn & Co............. San Francisco ..................Stocks & Bonds...............Norman F. D Evelyn, San Francisco
O’Neil Oil Co.......................................... Milwaukee .......................Oil ...................................... Freeze & Vogel, Inc, Milwaukee
Helmholz Shoe Mfg. Co........................ Milwaukee .......................Shoes .................................Freeze & Vogel, Inc., Milwaukee
Pfister & Vogel Leather Co.................. Milwaukee .......................Leather .............................Freeze & Vogel, Inc, Milwaukee

' The Bright Star Battery Co..................Hoboken, N. J...................Batteries ...........................The Wm. Rankin Co, New York
The Mello-GIo Co....................................Boston .............................. Toilet Goods ..................... Street & Finney, Inc, New York
The American Mail Lines .................. Seattle ...............................Transportation .................Lord & Thomas and Logan, Inc Chicago
The American Technical Society ...Chicago ............................Books ................................ Thos. M. Bowers lav. Agcy, Chicago
The Excelsior Motor Mfg. & Supply. .Chicago ............................Electrical Réfrigéra- ...Bellamy-Neff Co, Chicago

Co. tors
Spaulding Fibre Co, Inc. ..................Tonawanda, N. Y..............Fibre ...................................Weinstock, Landsheft & Buck, Inc, Buffalo
Gates Sales Co.........................................Dallas, Texas ....................“Gates Cleaner ...............The Crook Adv. Agcy, Dallas
The Barnes Zinc Products Co..............Chicago .............................Sheet Metal Products ..Behel & Harvey, Inc, Chicago
The Milliken, Tomlinson Co...............Portland, Me......................“Superba” Canned ......... The S. A. Conover Co, Inc, Boston

Goods
The Remo Corp......................................Meriden, Conn...................Radio and Electrical ...The Manternach Co, Hartford. Conn.

Equipment
Junianne, Inc............................................New York........................Perfumes ...........................Brown Adv. Agcy, Inc, New York
Arthur Bender, Inc................................ New York ........................ Shoes ................. ................. Brown Adv. Agcy Inc, New York
The Grimes Radio Engineering Co...Staten Island, N. Y........“R. G. S.” Radio.............L. H. Waldron Adv. Agcy, New York 

Receivers
Harder Refrigeration Corp.................. Cobloskill, N. Y............... “Kleen Kold” .........Geo. S. De Rouville Ady. ^gey, Albany

Refrigerators
A. P. Babcock Co.................................. New York .......................Toilet Preparations.........H. W. Kastor & Son, Inc, New York

NEW ADVERTISING AGENCIES AND SERVICES, ETC.
The Bolton Advertising Co...1106 Mahoning Bank Bldg. 

Inc.
The Postal Press ................... „Toledo, Ohio .................... ...

Advertising ............ Paul H. Bolton, Pres.; John S. Gilles
pie, Vice-Pres.

.Direct Mail and ...George R. Kirtland, John Cory, and 
Printing Service Harold F. Hadley
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Published monthly, supple
mented with bulletins, and 
covers daily newspapers, 
farm papers, general mag
azines and business papers

The Sure-Minded Advertising Man
uses

STANDARD RATE & DATA SERVICE

It gives him up-to-the-minute information on rates, 
discounts, color and cover charges, special positions, 
classified advertising and reading notices, closing 
dates, page and column sizes—and circulations on six 
thousand publications in the United States and 
Canada.

The rate cards and circulation statements are practi
cally duplicated and placed in one convenient volume.

--------- ---------------------------------------------USE THIS COUPON ........... ....... ..................... .................

Special 30-Day Approval Order
STANDARD RATE & DATA SERVICE. 
536 Lake Shore Drive, ........... ........................................................................ 192..........
Chicago, Illinois. 
Gentlemen: You may send to us, prepaid, a copy of the current number of Standard Rate & Data Service, together with 
all bulletins issued since it was published for “30 days” use. Unless we return it at the end of thirty days you may bill 
us for $30.00, which is the cost of one year’s subscription. The issue we receive is to be considered the initial number to 
be followed by a revised copy on the tenth of each month. T he Service is to be maintained accurately by bulletins issued 
every other day.

Firm Name ............................................. Street Address ..................................................................................

City ....................................................................................................State ........................................ .....................

Individual Signing Order............................... .Official Position ...............................................................................
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ff NEWS DIGEST - |gg
NEW ADVERTISING AGENCIES AND SERVICES, ETC. (Continued}

Freeze & Vogel. Inc................383 Milwaukee St., Milwaukee, Wis.........Advertising ...............Chester D. Freeze, Pres.; Henry S.
Wright, Sec’y and Treas., and Hugo C.
Vogel, Vice-Pres.

William B. Remington..........Tarbell Watters Bldg., Springfield, .........Advertising .............Wm. B. Remington and J. L. Badger 
Mass.

PUBLICATION CHANGES AND APPOINTMENTS
“Journal of Commerce,” New York....................Has appointed the Geo. B. David Co., New York and Chicago, as its National Adver

tising Representative.
“Telegraph,” Brownsville, Pa...............................Has appointed the Devine-MacQuoid Co^ Inc., New York, Pittsburgh and Chicago,

as its National Advertising Representative, effective Feb. 1.
“American Artisan and Hardware Record,”... .Has appointed J. S. Lovingham and M. M. Dwinell, 156 Fifth Ave., New York, as its 

Chicago Eastern Advertising Representatives.
“The Beautician,” New York..............................Has been purchased from Inecto, Inc., New York, by R. J. Pfeiffer. The company’s

new offices are at 277 Broadway.
Haldon Publications, Inc........................................Has been formed to publish the “American Garage & Auto Dealer,” New York and

Lockport. N. X This corporation is headed by Hal T. Boulden and Don F. 
Xiliittaker publishers’ representatives.

“Journal,” McKeesport, Pa..................................Has appointed the Devine-MacQuoid Co., Inc., New York, Pittsburgh and Chicago,
as its National Advertising Representative.

Fann Publishing Co., Des Moines, Iowa............Name changed to the Talbot Publishing Co.
“The New York Times,” New York. ... ..........Has opened a branch office in Newark, N. J., at 19 \\ illiam St.
The Alexander Hamilton Institute, New York. Has acquired control of the International Accountants’ Society, Chicago, which will 

• operate as a branch of the Alexander Hamilton Institute.
“Daily Reporter,” Dover, Ohio............................ Has appointed Benjamin & Kentnor Co., New York, as its National Advertising

Representative. Effective Feb 18, 1927.
“Mississippi Valley Lumberman” ......................Has its type page size changed to 7% x lOVz-

Minneapolis
U. S. Navy Magazine, San Diego, Cal................. Will change, effective Feb. 1, from bi-monthly to monthly issuance.
“The Dairy Farmer.” Des Moines. Iowa ..........Has changed from bi-monthly to monthly issuance.

MISCELLANEOUS
Electrical Research Products, Inc., Wilming-. .Has been formed to take over all business of the Western Electric Company which 

ton, Del. is not related to the manufacture and distribution of telephone apparatus and
supplies for the Bell System.

McGovern Shoe Co., Logan, Ohio ...................... Name changed to the McGovern-Bringardner Shoe Company, and its executive offices
have been moved from Columbus to Logan, Ohio.

Burgess-Brooke, Inc., Minneapolis Advertis-.. .Name changed to the Burgess-Roseberry Co.
ing Service .

The Commercial Poster Company. Cleveland.. Has opened an Atlanta, Ga., office. T. AL Murphy is in charge.
The Marinello Co. and Inecto. Inc^ New York. Have become affiliated
Jones B. Frankel, Chicago advertising agency..Name changed to the Frankel-Rose Company.
Melba Manufacturing Co., Chicago ....................Has been purchased by David A. Schulte, president of the A. Schulte tobacco chain

stores.
“Clinical Medicine & Surgery,” New York ...Name changed to “Clinical Medicine.”

CHANGES IN ADDRESSES
Advertising Agencies and Services, Publications, etc.

frame Business From To
Young’s Advertising Agency.... Advertising ..............................311 Minna St., San Francisco......... 505 Market St., San Francisco
Norman F. D’Evelyn.....................Advertising ..............................Balfour Bldg., 351 California St.. .Financial Center Bldg., 405 Mont-

San Francisco gomery St., San Francisco
“The Beautician” ......................... Publication ..............................33-35 West 16th St., New York... 277 Broadway, New York
E. A. Shank Sign Co........................idtertising Signs ..................243 West 55th St., New York........ 25 AR < -t 13rd St., New York
“Moden Priscilla” ....................... Publication ..............................85-89 Broad St., Boston ...................170 Atlantic Ave., Boston
“Success Magazine” .....................Publication ..............................251 Fourth Ave., New York ......... Graybar Bldg 420 Lexington Ave.,

New York (Effective Feb. 1) .
Merrill, Price & Taylor, Inc........Advertising ...............................Wrigley Bldg., Chicago..................Lake-Michigan Bldg., 180 North

Michigan Ave., Chicago

DEATHS
frame Position Company Date

Robert Wolfe ...........  .. ...........Publisher , . ................... “The Dispatch” and “The Ohio State Journal,”...........Jan. 13, 1927
Columbus. Ohio

Harry McKever ......................................Eastern Advertising .... ‘Harper’s” Magazine ........................................................ Jin. 13, 192.
Manager

L. L. Woodward ....................................President ..................... ..The Autocar Co., Ardmore, Pa. and FitzGibbon &...Jan. 17, 1927
Crisp, Inc., Trenton, N. J.

Stanley Clague ......................................Managing Director ......... Audit Bureau of Circulations, Chicago ..........................Jan. 19, 1927^
Charles Gehring ........'..........................Former Publisher ...........“National Hotel Review” and the “Gehring Hotel... .Jan. 21, 1921

Directory,” New Vork
Louis Ettlinger ......................................Treasurer .........................American Lith°Frap*’!C Co., New York............................Jan. 21, J 92;
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In 10 months
by concentrating its advertising
in The Chicago Tribune

HUPMOBILE increases 
its Chicago sales from 

$4,308,499 to $5,711,567
Gambill Motor Company, Inc.

DISTRIBUTOR 
HUPMOBILE 

2230 Michigan Avenue 
CHICAGO 

Phone Calumet 5800

December 22nd, 1926.
The Chicago Tribune, 
Tribune Tower.
Chicago. Illinois.
Gentlemen:

Attention Mr. Clyde Benham. 
About a year ago. when we 
changed our advertising policy 
from the use of comparatively 
small space to dominating full 
page and double pages in The 
Tribune, we wrote you concern
ing the success of our advertis
ing. Continuing this policy, our 
business has had a very satis
factory increase during 1926.
Our gain in sales during the 
first ten months of 192 6 has 
been more than 24% greater than 
for the same period last year. 
Our Chicago district sales have 
increased from 54,308.499 dur
ing the first ten months of 1925 
to 55.711,567 in 1926, a gain 
of more than $1,400,000.
Of the assistance rendered by ad
vertising In accomplishing this 
result, the greater part of the 
credit can undoubtedly go to The 
Chicago Tribune, for we have 
used considerably more space in 
The Tribune than in any other 
Chicago newspaper.
We expect to continue to use 
The Chicago Tribune to display 
the solid merits of the Himmobile 
to the public. Our advertising 
campaign for 192 7 will be In
creased in accordance with the 
increasing popularity of the Hup-' 
mobile six and eight cylinder 
cars.

Very truly yours.
Gambill Motor Company, Inc.

President

D
URING November and Decem

ber a year .ago, Hupmobile em
ployed a new policy to stimulate 

its sales. Full page advertisements in 
The Tribune took the place of smaller 
space and less advertising. The result 
was an increase in volume of 123% over 
the same two months of the previous 

year.
So successful did that experiment prove 
that Hupmobile continued to use large 
copy and to concentrate its advertising 
more than ever in The Chicago Tribune. 
And the result?
— Hupmobile gains million and 

a half —
Hupmobile gained in volume in the 
Chicago district $1,403,067 during the 
first ten months of 1926. Sales of the 
Gambill Motor Company, Chicago dis
tributors, increased from $4,308,499 for 
the first ten months of 1925 to $5,711,
567 for the corresponding period of 
1926, a gain of 24 per cent.
"Of the assistance rendered by adver
tising in accomplishing this result,” 
said Charles E. Gambill, president of 
the Gambill Motor Company, "the 
greater part of the credit, from an

advertising standpoint, can undoubt
edly go to The Tribune, for we have 
used considerably more space in The 
Tribune than in any other Chicago 
newspaper.” For years Hupmobile has 
used The Tribune as the backbone of 
its advertising campaign in Chicago. 
It has spent more of its advertising 
appropriation in The Tribune than in 
all other newspapers combined.
In 1926 this reliance on Tribune power 
has been greater than ever, as the fol
lowing lineage figures show:

Vse of Chicago newspapers by 
Hupmobile during the first 10 
months of 1926:

Lines
Chicago Tribune ...........95,609
News ..............28,108
Herald-Examiner ...........23.414
Post ....................................14,460
American ............................ 9,308
Journal ..............................1,428

The Chicago Tribune carries twice as 
much automobile lineage as its nearest 
competitor. In 52 Sunday issues it 
carries more automobile lineage than 
any other Chicago newspaper in its 
entire year. It is the one great sales 
producing medium in The Chicago Ter
ritory for automobile advertisers and 
for automobile buyers.

Tribuneit
THE WORLD’S GREATEST NEWSPAPER
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What a Whale of a 
Difference the 
One Cent Makes 

^Apologies to TatiwaJ

Each month Free Press readers 
gladly pay approximately $58,500 
more than they are asked to pay for 
any other Detroit newspaper, for 
the privilege and the pleasure of 
having The Free Press served up 
with the bacon and eggs.

<L
This extra cent folks pay for their 
copy of The Free Press is the little 
coin worth a million dollars to the 
merchants, manufacturers, whole
salers, jobbers, and others who 
advertise to these same people. We 
emphasize the words advertise to, 
for so many mediums only permit 
the advertiser an opportunity to 

advertise at people. There is a 
difference.

This extra cent doesn't at all convey 
any suggestion that the list of those 
who purchase The Free Press is a 
replica of the roster of the Social 
Register. But it does go a long 
journey in assisting those who buy 
newspaper space for purposes of 
turning over merchandise stocks, 
to pick out of the heterogeneous, 
"Joseph’s Coat”, Babel-tongued 
mass of Detroit’s population, the 
intelligent families that anyone 
with anything to sell, can depend 
upon for profitable and permanent
business. <1
The Detroit Free Press reaches 
practically every intelligent family 
of buying consequence in the 428 
cities, towns and villages that com
prise the Detroit market, any one 
of which is less than a hundred 
eighty minutes from the Detroit 
City Hall. By concentrating to sell 
these same people — these same 
somebodys in every block, in every 
corner of this great market through 
The Free Press, you eventually in
fluence and sell everybody.

VERREE & 
National

New York

CONKLIN, Inc. 
Representatives

San Francisco



First in Reader^Interest^
HE typical table of 
contents above 

explains the breadth 
of interest in N P N 
editorial pages, and 
lists some of the 
names of the N P N

editorial staff—the 
largest in the field. 
But to get the quality 
of the editorial style, 
the promptness with 
which all new devel
opments are covered

and the authoritative 
accuracyofallreports, 
ask any oil executive. 
He will tell you what 
NATIONAL PETRO
LEUM NEWS means 
in the oil industry.

NATIONAL PETROLEUM NEWS




