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SPEED I Adventure on silver wings outfaces 
the sun. The whirring blades of commerce anni
hilate time and distance. Swift couriers of every 
modern enterprise follow the wind-roads to the ends 
of the earth. And the song that sings on wing and 
strut and aileron is speed—speed—speed—the motif 
of the new age, the tempo of the new world sym
phony. .

For the swift transaction of every news and 
business enterprise The Chicago Daily News

has purchased and placed at the disposal of 
its various departments a modern airplane.
Shirley J. Short, named by the International 
League of Aviators as the airman rendering 
the world’s most valuable service in 1926, 
winner of the world-famous Harmon trophy, 
has been engaged as staff pilot.
Plane and pilot, augmenting the communica
tion facilities of The Daily News, will assist 
in further developing that efficiency and dis
patch in the collection and dissemination of 
the news which has always been typical of
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Nash Overland Oldsmobile 
W illys-Knight^'Or^^H^^ Moon 
Oakland ^yHupmobile Pontiac 
^General Motors Studebaker

Hudson-Essex Cadillac^S\

Peerless i¿u^^AVatson Stabilator
Marmon
Chevrolet

Tydol 
Auburn 
Durant

12,000 lines of automotive advertising 
in 1922—and 198,000 in 1927* 1600% 
linage gain in six years at rates in
creased by more than joor 0 * largest 
automotive linage gain in New I ork 
morning field in 1927 * and largest 
money gain in automotive advertising 
of any New York newspaper.

This record is simply recognition of The 
News as an improved merchandising utility 
by an industn vitally dependent on mer
chandising! From an experiment to the 
largest, most efficient, most important and 
economical medium in New York within 
eight years is a record that any advertiser 
must consider. And 1928 is a good year for 
ne« considerations! jg

THE 3 NEWS
New York's Picture Newspaper

25 Park Place, New York Tribune Tower, Chicago

Erskine 
Socony 
Simoniz 
^>Ford 
Elcar^ 
^Butck 
LaSalle

Gabriel Snubbers Indian Motocycle 
Whiz Products Steelcote Enamel
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The INDIANAPOLIS NEWS carried more 

advertising in 1927 in these important 
classifications than any other Indianapolis 
newspaper :

TOTAL LOCAL DISPLAY 
TOTAL NATIONAL DISPLAY 
TOTAL CLASSIFIED
GRAND TOTAL ADVERTISING

Automotive
Beverages
Department Stores

Drug Stores
Food aud Grocery Products 
Furniture
Hardware and Building
Jewelry
Leather Gifts, etc.
Men’s Wear
Miscellaneous

Musical
Office Appliances
Publications
Radio
Shoes
Tobacco Products
Toilet Articles
Women’s Wear

—and in these classifications, The NEWS carried 
more advertising than the combined total of all other 
Indianapolis newspapers (the NEWS 6 issues a week 
against a combined field of 13 issues a week):

TOTAL LOCAL DISPLAY
TOTAL NATIONAL DISPLAY
Beverages
Department Stores
Drug Stores

Food and Grocery Products
Hardware and Building
Jewelry
Office Appliances
Publications

Radio
Shoes
Tobacco Products
Toilet Articles
Women’s Wear

The Indianapolis News 
WLU The Indianapolis Radius

DON. BRIDGE, Advertising Manager

NEW YORK: DAN A. CARROLL CHICAGO: J. E. LUTZ
110 East 42nd Street The Tower Building

NEWS 1927 CIRCULATION WAS LARGEST IN VEILS 58-YEAR HISTORY



February 22, 1928 ADVERTISING & SELLING 5

EVERYBODY’S
formed into a mass of separated fiber 
that needs only the application of pres
sine t>> convert it into artificial boards 
suitable for use in automobile doors,

BUSINESS
FLOYD W. PARSONS

Miracle-Makers

A
LL about us are evidences of the 

never-ending effort of science 
- to improve practices, create 
new values and provide gieater com

forts. So amazing are the reports of 
current developments that one cannot 
help feeling a keen desire to expe
rience the joys of the life that’s com
ing.

Here is a fellow who has produced 
a synthetic sun, shining for only the 
fraction of a second, but having a 
temperature greater than that of the 
hottest star. Over there is a c hap who 
is giving new wood an antique finish 
—creating an appearance of age al
most instantly by painting the wood 
with a mixture of hydrogen peroxide 
and hydrochloric acid.

Ont in Pittsburgh in engineer has 
demonstrated a method to regulate 
street lights by radio waves, turning 
the lights on and off at will. Donn at 
Princeton recently they were strug
gling with the problem of getting 
nitrogen from air, and purely by acci
dent stumbled on a method of con
trolling a supply of positive electrical 
atoms both quantitatively and quali
tatively. This disclosure opens an en
tirely new field of research that will 
likely effect large economies in the 
chemistry of many industries.

Mr. Edison and his organization are 
deeply engrossed in the problem of 
getting rubber from weeds, so that the 
I uited States will not be cut off from 
a source of rubber in case of a future 
war. It already appears that before 
long our fanners will be sowing and 
harvesting a variety of milkweed whi< h 
will be sent to factories whire the 
rubber content will be extracted by 
machine methods Even now we are 
getting a small quantity of rubber 
from the guavule shrub grown in 
California. But Mr. Edison wants to 
use a plant that will mature faster, and 
the lowly milkweed looks as though it 

is the best bet at the present moment.
It was not very long ago when 

William II. Mason, one of Mi. Edi
son’s pupils, decided tc devote his 

Courtesy Caterpillar Tractor Co.

NEW WAYS . . .

© Ewlnp Galloway 

. . . FOR OLD

talents to the development of the 
lumber industry. In a short time 
he perfected a process for extract
ing resin and turpentine from sawed 
boards. Now he conies forward with 
a scheme that employs high-pres
sure steam to explode ordinary saw
mill waste from guns in such a way 
that the worthless chips are trans

card tables, desks and radio cabinets.
Having no grain, this synthetic prod
uct is many times stronger than is 
wood a< ross the grain.

Here we have a material that prom
ises innumerable applications running 
all the way from pressed brick for the 
builder to a new source of wood pulp 
to be used by the paper maker.

Each day it bei nines clearer that 
science has made ‘"change' the vital 
factor in the conduct of piactically 
every line of business. \\ here is there 
an industry as old as that engaged in 
produi tug foods, and yet we are wit-

nessing such an un
ending succession of 
vital disclosures in 
this basic field of en
terprise that the out
look is changing with 
kaleidoscopic rapid
ity.

It was only a com- 
parativ ely few years 
back when even sci
entists believed that 
but ten chemical ele
ments were necessary 
for the normal 
growth of crops. Now 
we know that at least 
eight other elements, 
although generally 
occurring in minute 
quantities, are ex
tremely important in 
the life processes of 
plants. In many soils 
the content of man
ganese sulphate is 
less than one hun
dred-thousandth part, 
and yet if you take 
this substam e out of 
the soil, such things 
as barley seedlings 
fail to it e v e 1 o p 
chlorophyll and turn 
yellow. Other metals 
like copper, arsenic 

and zinc are equally essential to the 
healthy growth of certain varieties of 
plant life.

The green leaf of the plant that once 
seemed so common, is now regarded 
by science as the world’s most won
derful chemical factory and power
house. So far as evidence now shows, 
the vitamins [Continued on page 40]
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BUILDING materials- house furnish
ings and equipment -these are prod

ucts that must be sold to individual homes.
The average house compared with the 

average apartment has two mor» mouths to 
feed—three more rooms to furnish.

This very situation sometimes causes the 
advertiser in large cities to pick a paper 
with a large “outside’’ circulation. But this 
“country " circulation frequently is mislead
ing. It may consist of small hamlets—or it 
may be large cities.

How the Boston market differs 
from other great cities

Boston is unique among large cities because of 
its large percentage of individual homes.

In Municipal Boston only 65% of the popu
lation are apartment dw'ellers against an esti
mated 97% in Manhattan.

And Municipal Boston is less than half the true 
“City” of Boston. Within the 12-mile Clearing 
House Parcel Delivery area, comprising 22 cities 
and towns (exclusive of Municipal Boston) we 
find the astonishing average of 72 homes per 100 
families.

When we extend the radius to 30 miles (“city” 

and “suburban’’ circulation) the proportion rises 
still higher—80 homes for every 100 families.

Here the Globe is strongest
Here is a gigantic market of 2,716,000 people— 
offering rich possibilities for advertisers of furni
ture, paints, wall boards, furnaces—as well as 
food and clothing. •

73% of the Sunday Globe’s circulation is dis
tributed within this city and suburban area. 
There the Sunday Globe leads in 91 cities and 
towns—almost three times as many as its near
est competitor. In this area the percentage of 
theDailyGlobe’s circulation is even higher—81%.

The Globe has gained this leadership because 
it is primarily a family paper. The large amount 
of space and excellent features devoted to the 
house—and to children make the Globe a paper 
that appeals to that group of Boston people who 
live in their own hemes.

The Globe covers a cross section of people that 
represent Boston’s best buying power. It appeals 
to all classes—without regard to race, creed or 
political affiliation. To put your message before 
the people who make up this great home mar
ket vou must use the Boston Globe first.

Tlie Boston Globe
Ç[he Qlobe sells Boston^

Our booklet, “The Individual Home 
—the best market for any advertiser, ” 
contains complete, interesting infor
mation about Boston homes. ITrite 
for it on your business letterhead.

H°rne

Publisher’s Statement Net Paid Circulation for 6 months ending Sept 30, 1927—Daily 293,482 .... Sunday 329,518
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Where There’s a Jam 
There’s a Key

This statement will be read by a num
ber of executives whose duties are to increase sales and 
to decrease sales expense.

Probably all of them have profound faith in the 
value of their respective products Many of them are 
making serene and satisfactory progress. But some of 
them have a troubled feeling that neither their sales
men nor their sales dollars are delivering enough power 
to keep the sales curve climbing. These are the men 
to whom we would talk.

We can help them. There may remain nary a dollar 
of their advertising budget. No matter. Advertising 
may not enter into the picture at all.

When a log drive gets into a jam that stops all 
progress, sure-footed, experienced analysts hunt tor the 
key log, snag it out ot the tangle and release the whole 
mass to the current. Marketing experts do the same for 
sales. The key to the jam may lie in some detail 
apparently insignificant but actually of life-or-death 
importance. The cure may be found in some move 
totally unrelated to advertising. The average adver
tising agency doesn’t even look toward it. The 
thoroughgoing, experienced marketing organization 
can’t miss it.

We suggest here merely an invitation to explain our service and pre
sent evidence of our capability. If need for it exists, the need will be 
apparent. No argument or artifice will make it seem to exist.

r r
James F. Newcomb Co. inc.

Advertising * Merchandising
330 SEVENTH AVENUE, NEW YORK, N.Y.

Telephone PENnsylvania 7200
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WHEN conditions in the metal working 
industries due either to working conditions 
or marketing plans demand a change in 
equipment - be it a matter of design . . . 
production or plant operation . . . you’ll 
find a reader of American Machinist who 
is vitally concerned.

It may concern the change from carbon to 
alloy steel for parts of a huge steam shovel 
{design} or choosing of equipment for the 
fabrication of parts for a typewriter {pro
duction) or a matter of handling material

from one machine to another—{plant op
eration) . . . these are the matters that the 
readers of American Machinist have con
trol over.

Articles such as ' Time-Saving Devices in 
the Boston & Maine Railroad Shops” . . . 
“Press tools make Automotive Accessories” 
. . . “Material-Handling Appliances in a 
Modern Department” . . . can only interest 
men who have the power to specify changes 
in methods, materials and parts and equip
ment in the metal-working industries.« ?

These, then, are the men 
whom you can reach through American 
Machinist. Further details may be had by 
writing to any of the district offices of the 
McGraw-Hill Publishing Company, Inc.

: American Machinist,
A McGraw-Hill Publication

Tenth Avenue at 36th Street, New York, N. Y.



February 22, 1928 ADVERTISING & SELLING 9

Some of The Detroit News Methods of 
Advertising Co-operation

Broadsides
Personal Merchandising 
Monthly Trade Paper 
Letters of Introduction 
Letters to Trade

Salesmen’s Portfolios 
Talks to Sales Force 
Up-to-Date Route Books 
Up-to-Date Route Maps 
Group Window Displays 
Window Posters in Color

«¿flaking Detroit 
Easier to Sell
jf*NTERING the Detroit market "cold” has 

been obviated for national advertisers by 
The Detroit News- Its system of co-operation 
not only prepares the local retail outlets for 
going sled-length into selling the advertised 
article, but provides the manufacturers’ 
representatives with the best possible recep
tion. A Detroit News introduction, because 
it connotes a productive campaign in the 
home newspaper, immediately produces a 
glad hand for your salesman. The Detroit 
News method of co-operation is to fit the 
individual need of the -advertiser. Among 
the many links in the chain of co-operative 
effort are listed above some of those most 
commonly furnished to advertisers or cm- 
ploved in their behalf.

The Detroit News
Nou 570,000 Sunday Circulation The HOME newspaper Nou 5 50,000 Weekday Circulation

New York Office 
I. A. KLEIN 
50 E. 42nd St.

Chicago Offic e 
J. E. LUTZ 

6 North Michigan
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Analyze Your Markets— 
But Do the Job Right

Z^NE of the sanest — surest 
trends in present day indus

trial advertising is towards 
greater market analysis. So- 
called “blue sky advertising” is 
on the wane. The progressive 
industrial advertiser, today, con
siders precise “range-finding” 
activities one of his most valuable 
prerogatives. His whole adver
tising plan is geared accordingly.

Study your markets by all means 
—but dig deep. Avoid anything 
that smacks of a “blanket indus
trial analysis.” Take the textile 
industry. Here is a whale of a 
market—the second industry of 
the land. Don't hide its light un
der a bushel of lesser markets. 
It deserves nothing short of 
strong cultivation. Consider, if

you will, a market having more 
than $6,000,000,000 in invested 
capital—a market withal that’s 
easy to reach.

Textile World is the organ of this 
great industry. It is national 
and international in scope—com
plete coverage is achieved.

“How To Sell To Textile Mills” 
—a booklet, will aid you in your 
market analysis. Write for it.

Largest net paid circulation and at the 
highest subscription price in the textile field

334 FOURTH AVE., NEW YORK

Member 
Audit Bureau of 

Circulations

Member 
Associated Business 

Papers, Inc.
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Where beauty begins
• >1 HAVE learned that Beauty brings business—that beautiful advertising ri 

Beautv—and that you ean attain it. Y ou has»- learned that printed matter as a creator 

of beautiful atmosphere around a product is altogether too valuable a sales-producer 

to be cheapened. You have decided to dress up your catalog, your circular, your 

magazine—to strengthen your printed matter with tin Beaut) that comes from r eally 

well-done illustrations, hue engravings and skilled typography.

Don’t forget that the very foundation of all printing is Paper. Hie first essential 

of good printing is good paper. To achieve beauty in printing, specify a beautiful 

paper—a coated paper . . . one of the Cantine group. That’s where Beauty begins.

Sample book anil name of nearest distributor ou request. 
Also details of the (Cantutr Atuorirs, made quarterly for 
best work done on any (.antine Paper. \ ou are cordially 
invited lo enter these contests, \ddress our Dept. 3'18.

THE MARTIN CANTINE COMPANY 
Specialists in Coated Papers since 1388

New Y ork Office, 501 Fifth AvenueMills at Saugerties. New York

COATED 
PAPERS

Can fold Ashokan EsopusWM rotoiao «a&ulaaAMD Quatre HQ I tMAMEL BOOK « J smama «OC"

Velvetone Litho CIS
* IDA FID CM* SID*
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¿Business Leaders Say It With Lineage:—

"1928 is a Good Year”
Last month, pointing out to readers of 
Printers’ Ink that the March issue of GOOD 
HOUSEKEEPING carried a heavier volume of 
advertising than any previous year, we said that 
we believed this to be unmistakable evidence 
of a strong faith on the part of business lead
ers that 1928 would be a good business year. 
This belief is now further emphasized by the 
fact that the April issue of GOOD HOUSE
KEEPING has just closed with the largest volume 
of advertising GOOD HOUSEKEEPING has 
ever carried. It not only exceeds the amount of 
advertising in the April issue of last year but 
it is the largest volume of advertising that 
Good Housekeeping has ever carried in 
any month of any year.

Good Housekeeping
Chicago Boston New York Detroit San Francisco
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IS IT DONN BYRNE 
HIMSELF IS SPEAKING?

A ND of a sudden there was a great maloning, 
21- all down across the dudley field. And 
there came that huge man O’Malley, he who 
had made the sun to shine, or so they say, and 
with him his leprechaun (Schlachna Na Verna), 
they both singing with the harps a’wail. When
ever did man born of woman see the likes of it 
and how it has taken the great city, and al! the 
proud lads and lassies therein, this New Yorker 
of ours, sure guide to all that’s gayest in the big 
town, girt in by her fourfold waters?

“And where under heaven’s stars can one find 
this paper’s peer for the telling of the tale of the 
rare stuffs and fine, the gauds for fair women 
with the pale hands of them and the baubles for 
the men of brawn?

“Is not the calling of the roll of those who 
make advertisement to them who go up and 
down through the town’s smart shops a very 
sign and token of all that men do rightly deem 
success?

“Sholom Aleichem!”
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The name, Improved Columbian Clasp, 
and the size number are always printed 

on the lower flap.

with a "THOUSAND” uses
Hare you thought of them ALL?

T
HE uses for Improved Columbian 
Clasp Envelopes are by no means 
limited t<> the mailing of catalogs and 
booklets. .

The optician—for the eyeglass cases 
he mails; the hardware man and the 
“5 & 10” — for screws and bolts; the 
specialty shop- for notions small

wares, gloves, neckwear; the 
automobile service station—for 

small light parts. Improved Colum
bian Clasp Envelopes save wrapping 
and paper — twine and time. Your 
printer and stationer can supply you.

UNITED STATES ENVELOPE COMPANY
The world's largest manufacturers of envelopes 

SPRINGFIELD, MASSACHUSETTS

With 14 manufacturing divisions covering the country

Improved
COLUMBIAN CLASP ENVELOPES
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Local Experts Favor
the

Akron Beacon Journal
Keen department store advertising managers, 
who live and work right in the Akron Market, 
look for immediate returns on their advertising 
dollar.

The larger part of that dollar, in 1927, was spent in the
Akron Beacon Journal, which carried 16.8% more department 
store advertising in six days than did the second paper in seven 
days.*

You couldn’t obtain a more expert opinion if you sent your
secretary to Akron for a lengthy study of the market.

The Akron Beacon Journal is, similarly, the best medium
for your sales message to the Akron Market.

AKRON BEACON JOURNAL
Member oj the 100,000 Group oj American Cities

{ STORY, BROOKS & FINLEY, Representatives T1 
New York Philadelphia I

Chicago Los Angeles San Francisco JU

'’'Akron Beacon Journal Department Store Linage for 1927—2,978,665
Second Akron Paper’s Department Store Linage for 192”—2,550,064
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WORLD'S Q R E A T E S T

Thomas J. Webb
Coffee Company

“{2^ INCE using no 
Chicago newspaper 
but Ihe Tribune,” 

says Thomas J. Webb, 
president of the Thomas J. 
We b b Coffee Company, 
“its efficiency as an adver
tising medium for reaching 
housewives has been clearly 
demonstrated. It is un
questionably first in Chi
cago. We consider its con
tinued use a necessary in
surance for maintaining the 
prestige of our house and 
the increasing demand for 
our product.

“The Tribune Book of 
Facts has been my bible. 
We have based our entire 
merchandising c ampaign on 
its recommendations . . . 
Tribune coverage in Chi

’Since ueing The Tribune exclusively

re have secured 85^ distribution in the

Chicago market. The Tribune*s efficiency

as an advertising medium for reaching

housewives has been clearly demonstrated,

It is unquestionably first in Chicago,

cago and the forty mile 
radius is greater than that 
of any other Chicago news
paper ... 75 per cent of 
our total sales are in this 
territory.

“Since we began using 
The Tribune exclusively 
we have secured 85 per 
cent distribution in the 
Chicago market. I believe 
this sets a precedent in 
coffee merchandising. I be
lieve, too, that we have the 
largest selling brand of 
coffee in Chicago. It is my 
aim to make my house in 
coffee, like The Tribune in 
influence: supreme in Chi
cago.”

During 1927 The Tri
bune gamed more local 
grocery lineage than all

CN^E FF S PAPE R

other Chicago newspa
pers combined. \nd of 
the 6+ national food 
advertisers, using 5000 
or more lines in Chi
cago new spapers in 
1927, 35 spent more of 
their advertising ap
propriation in The 
Tribune than in any
other Chicago news

paper. This is more than 
twice the number of adver
tisers who „•.pent more in the 
second C hicago newspaper 
and more than four times as
many as in the third paper. 
The Daily Tribune alone 
gained 190% more local 
grocery lineage than the 
two leading evening news
papers combined.

Grocery products adver
tisers, local and national 
combined, spent more
in The
Tribune in 
1 927 than 
in any other 
Chicago 
newspaper.

A Tribune man will be
glad to present the facts in 
greater detail.

THE WORLD’S GREATEST NEWSPAPER
January Circulation 793,352 daily, 1,175,240 Sunday
First in Advertising First in Circulation
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M. C Robbins, President Offices:
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FIVE years ago, Edward Bok, 
formerly editor of The Ladies 
Home Journal, offered a series of 

annual awards “to encourage merit 
and stimulate improvement in ad
vertising as one of the most im
portant forces in our modern life.” 
The Gold Medal for 1927 is 
awarded to James H. McGraw, 
president of the McGraw-Hill Pub
lishing Company, New York, for 
distinguished contemporary ser
vice to advertising. Complete de
tails and reproductions of the 
eight winning advertisements are 
presented in this issue, together
with a detailed review by 
George Burton Hotchkiss, 
served as a member of the 
vard Awards Jury for 1927.

Prof, 
who 
Har-

I II. Moore. General Manager
9 EAST 38th STREET, NI W Y ORK C I T Y

Telephone: Caledonia 9770
New York: F. K. Krftschmar, Chester L. Ric e CZ veland: A. F. Lindquist, 405 Swetland Bldg. Superior 1817 
Chicago: Justin F. Barbour, 410 N. Michigan Blvd. Superior 3016. New Orleans: H. H. Marsh, Mandeville, La. 

London: 66 and 67 shoe Lane, E. C. 4; Telephone Holborn 1900
Subscription Prices: V. S. A. and Possessions and Canada ?3.00 Foreign $4.00 a year. 15 cents a copy

Member \udit Bureau of Circulations and Associated Business Papers. Inc. 
Copyright, 1928, By Advertising Fortnightly, Inc.
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MICH.

fff * 'Yy*
Aff ö

On the
Rim of Lake Michigan 

It is natural to think of national advertising as a unit 
force, but from the angle of the marketing expert, all 
advertising is but local advertising after all. No matter 
what the form of medium, the message must be absorbed 
locally, just as the goods must be bought locally. A recent 
check-up along this line revealed an interesting degree 
of thoroughness. Clients of The U K McCann Company 
were found to be running campaigns in 803 towns in the 
four states that rim Lake Michigan In four states only.
In newspapers only. And only counting those campaigns 
w hich happened to be running in the current month.

THE H.K.MCCANN COMPANY
cAd9ertising

NEW YORK 
CHICAGO

CLEVELAND
LOS ANGELES

SAN FRANCISCO

SEATTLE DENVER
MONTREAL TORONTO
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How Consolidations Are Changing
the Map of Business

WILLARD SNOW

S
O rapidly are mergers and con
solidations being formed that 
they seem to be growing in geo
metric progression. In fact, they are 

effecting profound changes in the 
modern business world.

Thev are changing even more pro
foundly the sales organization of the* 
country, and raising new 
problems in sales manage 
ment. As Fred Shiblev. 
vice-president of the Bank 
ers’ Trust Company, New 
York, said the other dav 
“Consolidation is tending 
strongh toward cutting 
down the number 
men.” Ibis in 

of sales
itself is

a very striking develop
ment.

But modern consolida
tion is doing many other 
things to the selling situa
tion, and a new technique 
is being developed to meet 
the unusual status created 
by the merging of from 
two to ten sales organiza
tions, often under the most 
delii ate and difficult cir
cumstances.

Offhand, the simple so
lution would appear to be 
to discharge all, or nearly 
all, of the sales organiza
tions of the consolidated

companies, and really ‘‘merge” the 
sales activities in the same way that 
the capital of the consolidation is 
merged into one. Hut experience in 
the past twenty-five years has shown 
that the selling end of consolidation is 
the “live end”; the unknown A in the 
equation, and financial men have grad well as

thi' order of the day. V hugeConsolidations arc

Drawn by Hugh Ferris 
for McCall's Magazine

market demands huge tools. Small businesses may still 
work up tradem irk goodwill, but they soon come to the 
consolidation point if they are to travel the great road 
Lu a complete national market.

ually come to have a very high respect 
for the intricacies and subtleties of 
the marketing end.

\ arious methods have been used in 
the past. Consolidation itself, as a 
method, has had its difficulties because 
of the sharp, jealous indiv idualities, as 

indiv ¡dual trademark names, 
which have had to be 
merged. Yu example of 
the difficulties and methods 
of other days is seen in the 
National Lead Company. 
This merger, accomplished 
w ith great difficulty, was in 
sui h delicate shape that it 
was really not a merger, 
but a loose federation, with 
the individual companies 
proudly desirous of con
tinuing their individuality. 
Thus the famous Dutch 
Boy Painter—a mere trade
mark name and picture— 
w.is strategic ally worked 
out as ihe diplomatic link, 
to be used not in place of, 
but in conjunction with 
the “Red Seal” and other 
brands of the constituent 
companies. Ihe business 
had been in a highly com
petitive and sectional state, 
and the various companies 
had vainly attempted be
fore. the consolidation, to 
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secure supremacy over each other. 
The financial detail of the consoli 
dation was simple; it was the market
ing factor which was'complex. The. 
officers and sales staffs were kept in
tact, and they proceeded as before, the 
old brands being allowed their wonted 
position on the ends of the kegs. The 
Dutch Boy mark was put on the sides 
of the kegs in addition, and national 

advertising undertaken, under a central 
advertising department. In four or 
five years the dealers began to specify 
‘ Dutch Boy” and forget the sectional 
marks. Meantime, instead of a gen
eral salesmanager there was a “chair
man of the sales committee” I who was 
also advertising manager). The sales 
committee was comprised of the chief 
marketing executives of the individual 

companies. These also decided adver
tising policy: although each local 
company had an “advertising mana
ger” for minor advertising work. The 
National Lead Company has been a 
brilliant success, and the loose fed 
eration plan of maintaining separate 
entities and sales organizations is 
shown to be practical.

But it [Continued on page 44]

i- : 
I

An Advertising Man in Paris |
E A R N E S T E L M O C A L K I N S I

O
NE of the characteristics of a foreign city 
whic h most impress a visiting advertising man. 
however holiday his spirit, is the manner in 

which things are sold. Here in Paris the method of 
selling goods and of displaying them in shop win
dows is quite different from ours, but not necessarily 
less efficient on that account. One thing that strikes 
a visitor to a great city like Paris is the convenience 
of access—the markets, for instance. The neighbor
hood of my hotel is the district bordering the 
Champs-Elysées, corresponding to that stretch be
tween Fifth and Park Avenues above Fifty-ninth 
Street in New York; in other words, a fine residen
tial quarter. On Saturday morning the quay border
ing the Seine was inv aded by a large market, the 
stands reaching for blocks, selling everything edible. 
They resembled the hucksters’ carts that line Hester 
Street in New York except that in this case the 
viands sold were the higher-priced ones, such as 
would naturally be bought in a neighborhood like 
this. Big department stores, such as the Magazins 
du louvre or au Printemps, have counters on the 
sidewalks surrounding the stores, where is sold seem
ingly every artic le of wear, usually at special price
like oui basement bargains The words “occasion 
or “solde’ appeal frequently on placards. The sales
men who attend to these outdoor counters are recog
nized by their black skull caps. The Parisian does 
all of his living possible out of doors, and even in 
January the marble-topped tables in front of the 
cafes are occupied.

Even in France the new lord car is making some
thing of a stir. The page newspaper advertisements, 
which were recently run in our country, have been 
repeale d here in the French newspapers, as well as 
in the- sheets printed in English. The effect is star
tling as there are no full-page advertisements in 
French newspapers, a ten-inch double being a large 
space. The effect of the Fmd display is alien and

, im —i.i » vu nJ »»mi™ ■ iiw is — 

exotic, contrasting sharply with the typical French 1 
typography. An exhibition of the new cars was held 1
at Luna Park, near the Porte Maillot, the front gate |

of Paris. Luna Park is, of course, copied from our 
own amusement enterprise at Coney Island, and is ■ 
an illustration of the way a nation begins by assimi- : 
lating the least desirable features ot another nature. s

There was at least one new Ford at this exhibi- : 
tion, for it came over on the ship with us, brought 
bv Alexandre Lie, the director of the Ford interests :
in France, as baggage, uncrated, the quickest way j
he could get it here. In the theater at Luna Park, j 
which holds about five hundred, a him of the mak
ing of the new car was shown to a crowded audi
ence, while hundreds waited then turn outside. The 
prices for the new cars range from 22.500 francs 
for the roadster up to 31,700 francs for the sedan. 
One wonders just what these prices mean to the 
french people, for in dollar- at present exchange 
thev are, roughly, $900 to $1,260. And, naturally, a 
franc means more to the French than four cents 
mean to us.

I did not go to the exhibition, but I visited the 
Ford plant at Asineres, on the banks of the Seine 
outside Paris. It is not an impressive place, com
pared, for instance, with the Citroen plant nearby. 
Citroen is often called the Henry Ford of France, 
and his little cars, -miller and of less horsepower 
than the ford, are seen everywhere. French cars are 
taxed according to horsepower, which accounts for 
the low rating of the native product.

American motor cars are making considerable ef
fort in this market. Un a short run out toward Chan
tilly I saw as many bulletins advertising American 
cars- Buick. ( hrysler, Willys-Knight and Oakland- 
as all the French advertising, and while the French 
bulletins cluttered up the landscape, too, I < ould 
bear them with greater equanimity than I could the 
American ones. !
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VIEW OF TUI HARVARD BASEBALL CAGE SHOWING MOUNTED EXHIBITS

More Than 4000 Advertisements 
Entered for Harvard Awards

GEORGE BURTON HOTCHKISS, M . A.
Chairman, Department of Marketing, New York University

[Editor’s Note. Professor Hotch
kiss uas a member of the jury that 
made the Harvard Advertising Awards 
this year. The other members were: 
M. T. Copeland, Professor of Market
ing, Harvard Business School. Chair
man; Neil H. Borden, Assistant Pro
fessor of Advertising, Harvard Bus
iness School; Frank Brauchet, tdver- 
tising Director, Crowell Publishing 
Company, New York; George M. Bur
bach, Advertising Manager, “Post-Dis
patch,” St. Louis; J. K. Fraser, The 
Blackman Company, New York; 
Henry Lewis Johnson, Graphic Arts 
Company, Boston; T. J. McManis, 
Assistant Manager of Publicity De
partment, General Electric Company, 
Schenectady, A. Y.; Fred T. Single
ton, Evans-U inter-Hebb, Inc., Detroit; 
H. L. Staples, President, Staples and 
Staples, Inc,. Richmond, Fa.; and 
Henry H. Taylor, Taylor & Taylor, 
San Francisco.]

A
NA ON I who is skeptical of the 
value of the Harvard Advertis- 

sing Awards would find it an il
luminating experiencf to serve as a 

member of the Jury. I rom the two- 
day session he would emerge a little 
brain-lagged—and possibly foot-sore 
—but with a conviction that the 

Awards are doing much to improve 
the standards of advertising practice. 
His review of the representative cross
section of modern advei tising shown 
by the entries would impress him with 
the large amount of fine and compe
tent advertising that is being pub
lished, and the small amount that 
is 100 per cent perfei t in all re
spe> ts.

( nfortunately, the members of the 
Jury are the onlv ones who can see 
the whole picture. It cannot be shown 
by the announcement of the Awards 
with any explanation that can accom
pany it. Fo be appreciated the 
Awards must be seen against the back
ground of the competition.

rIHlE material brought to the atten- 
1- tion of the Jury this year com 

prised about four thousand advertise
ments, some of which were submitted 
as parts ot campaigns and others for 
individual \wards. This material was 
arranged on long racks occupying a 
large part of the floor space in the 
Han ard baseball cage. Merely to in
spect this material, without careful 
study of the copy or the accompany
ing briefs, required considerable time 
and n" small amount of leg work. 
Hence the preliminary work of sifting 

out the less deserving entries was en
trusted to committees. These commit
tees reported their findings to the Jury 
on the afternoon of the second day, 
and then the Awards were made by 
the complete Jury.

F
OR a few Awards the < hoice of 
the Jury was unanimous. Other 
Awards were made only after extended 
discussion and some compromise. This 

was inevitable, in view of the fact that 
the members of the Jury wen- drawn 
from many different fields and repre
sented widely different interests and 
viewpoints. The surprising thing was 
not that there were differences of 
opinion, but that the Jury was so com
pletely actuated by a desire to make 
the Awards to the most deserving, re
gardless of personal prejudices, bias
ing fac tors, or even the fear that the 
justice of the \vvard might not be self- 
t-v ide nt to the general public when 
announced.

I'he award of the Gold Medal needs 
no comment.

Several men received highly favor
able consideration, and it is no dis
par.i.'onient of their abilities and ser
vices to say that they were slightly 
overshadowed by the distinguished 
publisher who was finally chosen.
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National Campaign of Institutional 
Character

Among the campaigns of institu
tional advertising, that of the Canadian 
Pacific Railway was thought to be 
really outstanding. A brief accom
panying the campaign showed the ne
cessity of educating the Canadian 
public regarding the great part which 
the railroad had played hi the history 
of their country. This task was sue 
cessfully accomplished by an impres
sive series of advertisements which 
consistently maintained the general 
theme while securing considerable va
riety in presentation. Possibly they

Does Business Want Women 
Writers?

J. D. EATON 
Pacific Railways Advertising Company, Oakland, Cal.

P
HILIP E SPANE, in the Jan
uary 25th issue of Advertising 
& Selling, says that the public 
wants women writers.

He proves his positive assertion by 
quoting a long list of best sellers of 
fiction which were written by women 
in direct competition with men.

Hurrah! Three cheers and a tiger 
for the female of the species. But 
before Mr. (or Miss) Spane commits 
the business of writing advertisements 
to our lovely, duly admired and res
pected lady friends entirely let us 
dignify his (or her) enthusiastic re
marks with another thought or two:

Unfortunately for Mr. (or Miss) 
Spane’s proposal, advertising appro
priations are for most pait in the 
hands of hard-hearted, haul-headed 
business men. Most of these fellows 
may be very dull, it is true. Perhaps 
not one in a thousand could wiite a 
brilliant literary article But, oh boy! 
They surely do write the “loveliest” 
checks—and they know how to make 
the stuff that makes the checks so 
desirable, even to the women.

Now, these prosaic male “money 
grubbers,” these “low-brows” who are 
perhaps tolerated by the female in 
telligentsia because thev seem so neces
sary in providing wives and daughters 
with the money needed to pay for the 
products turned out by the literary in 
dividuals, seem to look upon advertis
ing as salesmanship in print.

might seem open to criticism as not 
providing so strong an invitation to 
reading as would be desirable for copy 
of such length. However, the audience 
to which they were directed unques
tionably had a stronger incentive for 
reading them than an American audi
ence would have.

National Campaign Advertising a 
Specific Product

The task of choosing the most ef
fective campaign for an individual 
product was more difficult. Many of 
the most distinguished campaigns of 
the year [Continued on page 70]

These fellow* just naturally take the 
attitude that they are not spending 
money for advertising simply to 
amuse, or entertain the public. Rather, 
they expect every advertising dollar 
that is sent out to return pronto—and 
bring back another one with it.

Being practic al, these men argue 
that advertising is not worth its salt 
unless it functions in a very definite 
manner toward selling something.

These captains of industry also 
argue that no one • an be much of a 
salesman unless he has the commercial 
instinct.

There you are! Women writers 
with the commercial instinct are so' 
rare that the exception only makes the 
deficiency the more noticeable. While 
the feminine mind may be imagina
tive, and while no mere male in his 
right senses would attempt to com
pete with a woman when it comes to 
conversation, still and withal, adver
tising spate is too costly to be pur
chased for the sole purpose of giving 
people an opportunity to display their 
fine writing abilities.

As a one-time copy chief, I have 
been approached often by ambitious 
female* who wanted to “break into the 
advertising game.”

XX hen asked why they thought they 
were fitted for such woik the replies 
were monotonously alike — usually 
somewhat as follows:

“Oh. I know I would adore the 

work! I just love to write. I have 
majored in English at the University 
and my compositions have all been so 
complimented.”

“But, did you ever sell anything? 
Would you like to solicit advertising, 
or work as a salesgirl? Do you like 
business?” thev would be asked.

N
INE times out of ten a negative re

ply would be promptly given. In 
fact, the questioner would receive a 
look of indignation for even suggest

ing such things.
Such applicants would then be told 

that thev were probably fitted to be
come famous novelists, poets or scen
ario writers — but that the business 
world returned success to only those 
interested in business.

Mr. (or Miss) Spane is reminded 
that advertising is indicated only as 
the means to an end. It is a tool to 
be used by a person trained in busi
ness. XX hen it is placed in the hands 
of people who have no training in 
business, or no sympathy with the 
commercial world, it cannot function 
with profit.

There is much said about getting 
the feminine viewpoint incorporated 
into advertisements directed toward 
women buyers.

My reply is this: Know your subject 
and the mental attitude of those you 
hope to influence before starting to 
write an advertisement. If the wliter 
has this knowledge, and the ability to 
write a convincing selling argument, 
the sex question is of little importance.

Men usually write the kind of love 
letters women lead with the most inter
est. If men can sell themselves to 
women, cannot thev also sell other, 
and probably more worthy things to 
women? Xnd have thev not been do
ing so?

Which sex has been the most suc
cessful in creating styles, and market
ing women’s apparel?

Which sex directs and operates the 
largest department stores, millinery 
shops, and other business enterprises 
depending upon the pationage of 
women almost entirely?

Who invent* and < ornpounds even 
such intimate things as face powders, 
cold creams, lipsticks and other toilet
ries for the ladies?

How could Mr. (or Miss) Spane, so 
carelessly recommend the abolishment 
of men as advertising writers and ca
terers to womankind? Even the women 
would object if his theories were put 
into practice.
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JAMES H. McGRAW

Recipient of the Gold Medal 4warded “for Distinguished 
Contemporary Service to Advertising”

The Harvard Advertising Awards 
for 1927

To James H. McGraw, President, McGraw-Hill Publish
ing Company. New York: the gold medal for “distin
guished contemporary services to advertising.”

To Mrs. Erma Perham Proetz, Gardner Advertising 
Company. St. Louis, for the campaign of Pet Milk, a 
product of the Pet Milk Company: an award of $20()(i 
for “the campaign most conspicuous lor the excellence 
of its planning and execution which sought publicity 
on a national scale or over a large territory for a 
specific produit.”

To Ronalds Advertising Agency, Limited, Montreal, for 
the campaign of the Canadian Pacific Railway, prepared 
bv W. P. Tuttle: an award of $2000 for “the campaign 
most conspicuous for the excellence of its planning and 
exerutiun which sought publicity on a national scale 
or over a large territory for an institution.'

To Barton, Durstine i Osborn, Inc., New Xork for the 
campaign of R. H. Macy & Company, Inc., prepared by 
Paul Hollister: an award of $2000 for “the most run- 
spicuous campaign which sought publicity in a rela
tively limited territory or in a single locality.”

To J. XX alter Thompson ( ompany, New York, for the 
advertising research titled “Retail Shopping Xreas : 
an award of $2000 for “the most conspicuous research 
the purpose of which was to produce information of 
general value in furthering the knowledge and practice 
of advertising.”

To Davis & Geck, Inc.. Brooklyn, N. Y., for the campaign 
of D & G Sutures: an award of $2000 for “the most 
conspicuous campaign for industrial products which 
sought publicity primarily through the media of indus
trial, trade, or professional journals.”

To Barton, Durstine & Osborn, Inc., New York, for an 
advertisement of Marshall Held & Company, pi t pared 
by Thoreau Cronyn, titled “Even So Simple a Thing 
as a Handkerchief”: an award of $1000 for “the ad
vertisement most effective in its use of text as the chief 
means of délit Pung its message.”

To Thoma-. M. Cleland, New York, for an advertisement 
of the Cadillac Motor Car Company, titled “Cadillac 
Creates a \ew Luxury in Motoring”: an award of 
$Ui(i(i for “the advertisement must effective in its use 
of pictorial illustration as the chief means of delivering 
its message.”

To Calkins & Holden, Inc., New York, for an advertise
ment of the Southern Cotton Oil C ompany’s product, 
Wesson Oil, titled “And That’s Why Women Really 
Prefer it”: an award of $10u() for “the advertisement 
most effective in its combination of text and illustra
tion.”

l o the Ford Motor Company tor an advertisement of the 
Ford • ar, titled “Important Facts About the New Ford 
Car”: an award of $1000 for “the advertisement most 
effective in its use of typography.”



21 ADVERTISING & SEILING February 22, ¡928

FANCY SUCH FANCY GROCERIES

IT IS not enough. u, thi* day of ent-and-run. when 
every child a wedded to "cnl-ulut'a-art-iiefori.- 
yotL1" merely to uv tint Mocy'» has many and fancy 

groceriesat ealroordirury cash »vinga The very foun
dations of discriminating appetite arc at stoke. Unless 
wc speak out. wtiat is to beiaunc of tbe Noble Art of

Best campaign in a limited territory or single locality: 
to Barton, Durstine & Osborn, Inc., New York, for 
(he campaign of R. H. Macy & Company, prepared by 
Paul Hollister.

Most effective use of pictorial illustration: to 
Thomas M. Cleland, New York, for advertisement 
of the Cadillac Motor Car Company.

IMPORTANT FACTS ABOUT
THE NEW FORD CAR 

Complete details of the new model 
will be available this FRIDAY

in this city
ùooabtv he orse rd tbe axwr impor- 
mot davi m thè mori Life oi tbe 
■uetXBobdr mdustrv Oc dui day. 
compiere denib of thè oew Ford 
w-iU he ivulibir lo thu dry.

You »di bc surpnsed wbea you 
gei tbe (irti about tbe nem Ford 
rat. fot you oever bave dreamed tha» 
auffa 1 ready bar ai could be pro- 
doced ai a lev prue Al Henry Ford 
himseU up~.

'The oew Ford car embqdiea thè 
bear resulti oi ouz erpeigcnce in 
makmg 15.000.000 icromob dea. Wc 
coosider n our must importane riso 
tributino rbus far to tbe progres* cf 
tbe maeoe mdusrrv. re tbe peospency 
pi che country, and to che dady 
wetiare ol aulLxxu ni people '

Tbe oew Feed car u danncily • 
oew and madera cv, deugned to 
mere otte and modero eoodiootu. 
Ir is more than * oew automo
bile. Ir b che advaocvd ripetano* 
cf * wbofly oew idea in modero, 
erooomical trnMpwrtaooo.

A» enbrtly un1 car 
rw ettry respect

The cruouic you te» n—ride in b — 
you »ad reali»» 'bai ir il no» i mere 
rvfinemro» ot che former model T

taf S» nuv tdrf Mmy ieirures of 
it ire cachisi ve Ford de-reJopment* 
beane ire wboUy oew in ruromobile 
pratile e There ■< ootbing qwir 
Idre it io quali rv ind pnee

l 40-bone power regine Ir wüJ 
do 5 5 and 60 mdes an hour warb 
caie and hai actually nm 63 miles in 
hot* o« road resta It u quiet 
aod imootb running il gU tpeedl 
. Ir u remarkably quark ce tbe 
gre-away b Lw ipecully de- 
■igeed mechanical four-wheel 
fola It ber bydrauBc ibocl 
absorbera. Ir bu i wandud. 
•electret gru ihift . Il o quxk 
and easy to bandle in nafte and 
■teadr «od aure °0 de op™ ™d- 
... Ir runa 20 co 30 ortica oo 1 
gallon of gasoline. depending oo 
your speed. . And it bu tbe 
gamma usd reliability char you need 
fa» mile-after-mile and joraftH- 
far «erri«.
Tbe sn. Ford car will sell at 

a sarfmsm^ly loss frrsa
TFben you think of gxb (catms M 
these, you think maoonrrriy aitai 
coating much mo«» rfaao tbe oew Ford. 
The low pnev a u raMgsaJ u the 
appearance aod ptsfomaace cf -be

Best national campaign for a specific product: to 
Mrs. Erma Perham Proetz, Gardner idvertising 
Company, St. Louis, for campaign of the Pet Milk 
Company.

way rt can aacape being so, for it a 
tbe mm recai of all we have learned 
about moeoe car budding in tbe life
time ot the Ford buameaa

Some of tbe features of tbe 
ueu Ford car

tn thia connection we call you» 
particular »«corion to tbe oew 
engine tbe new pump, rplaah and 
gravtry ad rvwpn, tbe mulo plc dry
diac clutch; tbe oew pump and 
dbctmu-aypbcm rooUng irnm. tbe 
Wcw birrery, coil and dz«tribotor

and miousum unaprung weight 
which combcoe with the bydnubc 
•bode iboorbcn ro make the new 
Ford tueb io easy'tiding cae. tbe 
irvcrenihlc rrreong gear, with tbe 
cohuna and the houaog cd the weer 
dig gear merhanma welded toro a 
■ingle all-«eel cne tbe aeamleaa. ill 
■reel torque rube the new ooe-pKze, 
welded. <te«1»poke wbeelt, the 
fhree-quartm-bcuong rear ule m ■ 
forged-wed bousing of cxce^ximl 
•crrxigdn tbe theft-proof cotnodcnoJ 
luck, and the al urn mum pinot» 
wtudi were aderrrd sRa rarsv rAo 
bo-uiac cd these Light wmght and 
bear -conducting qoalitia.

Steel forging» ate need dMuwgboel

■ü._
M am At km mln tf
mt n B.OOOjDOO
«II»■«tifo W» «wader a tur ttgU 
up Ta ir cru* itaTi»» lbw ffrr u At 

prtgna tf At gllw jutuUry, u At
•( md u At

Auff ttlfut tf milAu tf pmpk--

c«c»pr. of coirne, for tbe engin» 
cfginga More «eel forgings, m fata, 
■re <aed in tbe oew Ford than m 
ilmon toy other car, regirdlei» 
of price.
Wa au able to tell this new Ford 
cat at a low price because we hive 
found oew ways » give you gteuet 
value without a great increase in our 
own costa Because we own our 
own orc mines, coal mines and 
timber land» and the sourer of meut 
of our nw materials Because we 
ante vrrruallr atry put used in the 
new Ford car Because rt u tbe Ford 
pobey to mike a «mill prodt oe ■ 
large number of mn, ruber than • 
large profo oo a small cumber cd art.

There « notbmg Ube it tn 
quality or pria

No ocher manufacturer can pomibly 
dugibc-ile the new Ford car u the 
Ford price because oo other mams- 
faerver doo bonnes tbe way we 
do. The public made tha bunoew 
penible Wc believe we should 
share our proba with the ptibbr by 
roatiBually giva g greater and gram 
value for tbe mooev

There are good sod nibsnntul rnn- 
lem, therefore, why tbe oew Ford 
CU • tbe mort oautual value ever 
odered m a low-price Car

By ill means, learn about tbe oew 
Ford on Friday when it io ofbcully 
announced in tha city Too wOj know 
thro that dwse-w ootfamg quit» Ube rt 
anywhere in quality ud price.it adel It haa cw Ä Tsar a no

FORD MOTOR COMPANY. Detroit, Michigan

Advertisement most effective ill use of typography: 
to the Ford Motor Csr Company, Detroit.
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CANADIAN^v^PA c I F I c
ÜL AF • r «one MI

Advertisement most effective in combination of 
text and illustration: to Calkins & Holden, Inc., 
New 1 ork, for advertisement of Southern Cotton 
Oil ( ompany.

Best national campaign of an institutional character: to 
Ronalds im ertising Agency, Ltd.. Montreal, for 
Canadian Pacific Railway campaign, prepared by U . P. 
Tuttle.

Best campaign of an industrial prod
uct through media of industrial, trade 
or professional journals: to Dam- & 
Geck, Inc, Brooklyn, N. Y.

EVEN SO 
SIMPLE A THING AS A 

HANDKERCHIEF
‘ S’ A handkerchief acridoitally dropped at the feet''' 

of her lover sent Avne Boleyn to the scaffold.
A Czarina of Russia paid $2500 for a hand

kerchief which had been sixty years tn the making
In the days of dtiMlry a knight earned his lady’s 

handkerchief  a t the point of his lance, uhemx come, 
the guidon.

iQhe English name was originally "enverduefl'a 
veil for iheltead English gentlemen adooux)hand
kerchiefs along with snuff, for concealment of a 
sneexe was a fine art

§o"then’s magic in the web of tt.” as EhheHo 
said—a romance behind even so simple a thing as

^a hondkerduef ,
Ai Field's you may soe handkerchiefs that have fluttered 

down from all over the world, in thousands of styles. We 
send several buyers abroad every year lust far handker
chiefs. From France thev bring a myriad of esquisito nov
elties. From Ireland, where grows the time with flower as 
blue as Irish skid and Irish eves they take tho output of 
an entire factory, made to our designs.

Id SwitaTrlatid, a large bondkerclucl industry 1» under 
Our own direction.

Wo send Irish linen around the world — to Porta Rico 
and China, for inslanre —to be mode into handkerchlefs- 
Italy, Madeira. Switzerland and Japan, also fashion hand
kerchiefs for us — meh In Its own wnv- In Belgian and 
French mHagea, and in our own faciorv nt Zion, Lacemakers 
ply llietr ancient art for tho grail fimtlon of our customers.

When you remember that tho section on file first floor 
where you will find the ¡mndkcrclilcfa [from $65 for Bel
gian rote point face down to 25 rents for worthy linen} is 
only ono of the AJO sections of the Unre which are being 
replenished continually tn much the umr way, you know 
»omething of ihe secret of completeness that through 
arvrrity-fr.c years lias been building Field's.

MARSHALL FIELD & COMPANY
StvcHif fifth Year

Advertisement most effective in use of text: to Barton, 
Durstine & Osborn. Inc, New York, for advertisement 
of Marshall Field A Company, prepared by Thoreau 
Cronyn.
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Advertising and the Maintenance 
of Prosperity

JAMES II. McGRAW 
President, The McGraw-Hill Publishing Company, New 1 ork

A
T EACH stage of the business 
situation, advertising takes on 

-new significance and new obliga
tions. More and more, advertising be

comes essential to the economical 
movement of goods, from industry to 
industry, from producer or 
merchant to consumer. 
More and more does adver
tising guide preference for 
commodities and services 
that, interwoven, form the 
very warp and woof of our 
civilization.

Hence, at these milestones 
of advertising appraisement 
which Mr. Bok has so hap
pily placed in our journey 
toward a larger national 
well-being, it is fitting that 
we re-examine advertising, 
with particular reference to 
the current situation.

At present the volume of 
trade is large. But compe
tition is throttling; and 
profits, in some quarters, 
are declining. Some indus
tries are despairing of cus
tomers. Has advertising, 
now so generally used, 
proved ineffective in main
taining full prosperity? Or 
have we as yet failed to 
fully appropriate the power 
of this great force? Lower
ed profits and idle capacity 
are not the concern of the 
stockholder alone. The pub
lic as a whole—employing 
and employed, as well as investor— 
suffers a set-back when profits are 
squeezed and wares go a-begging.

In considering the broader, as well 
as the more effective, use of advertis
ing, it may well be questioned whether 
any product, however staple at first 
sight it may appear, is without ele
ments of distinction. A product is 
endowed with the qualities of its 

makers, and no organization is entire
ly devoid of personality. Ihe very 
fact of survival in a competitive mar
ket is proof that there is distinctive 
ness in product oi service. There are 
such individual factors as company

TAMES H. McGRAW, fourth recipient of 
" the Harvard Advertising Xwards Gold 
Medal for “distinguished contemporary 
services to advertising,” was born m Pana
ma, Chautauqua County, New York, in 
1860, and came into publishing from the 
principalship of an upstate school. He 
purchased his first paper—the Street Rail
way Journal (now the Electric Railway 
Journal) — in 1888. In presenting the 
medal. Professor 0. VI. 'X Sprague. Acting 
Dean of the Harvard Business School, laid 
particular stress upon XIr. McGraw’s 
pioneer work in the recognition of adver
tising’s relation lo marketing and upon hi« 
lifelong s( rvice in thf upbuilding of higher 
standards in advertising in the business 
press of the country

Following are excerpts from Mr. Mc
Graws address of acceptance, which, due 
to his absence m the south was read for 
him by Malcolm Muir, vice president 
of the McGraw-Hill Publishing Company.

reliability, assurance of progressive 
product improvement through intelli
gent engineering or painstaking re
search, ability to assist buyers by 
prompt deliveries, competence of rep
resentatives to advise on use and ap
plication of the product and on the 
condition of the market. There are 
a hundred respects in which firms dif
fer from each other. All these affect 
the willingness of the buyer to take 
one manufacturer’s product lather 

than another’s, even though the prod
ucts appear to be similar.

It is apparent that the very plan
ning of advertising causes a most 
searching examination of products to 
determine the distim tive elements, if, 

perchance, there be no mar
ket distinction, then, at the 
very least, advertising may 
guarantee a continuance of 
quality. The market posi
tion of certain brands of 
flour, bread, soap, cement, 
brass, industrial belting— 
the prosperity attending 
their makers—is eloquent 
testimony of advertising’s ef
fectiveness in the staple 
field. It has endowed run- 
of-product with a special 
character, and through the 
guarantee of sustained quali
ty, advertising has made 
specialties w ithin staples.

True, advertising does not 
confer full immunity from 
price considerations and 
consequent narrow profits 
and halting markets, but it 
does shift the competition to 
bases of quality ind use. It 
puts the battle on the seller’s 
rather than the buyer’s 
ground, but at the same time 
it proves a boon to the buy
er be< ause of insistence on 
q u a 1 i t y. The slogan, 
‘‘Quality is remembered 
long after price is forgot
ten,” already accepted as a 

principle by industrial consumers, 
suggests distinct social advantages to 
consumers at large.

* * «

Advertising failures have resulted 
less from lapses in advertising tech
nique than from advertising misap
plied. Advertising cannot create 
qualities. Xdvertising cannot give 
market standing to a product where 
market [Continued on page 50]
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Making More Sales for the
“Best Seller”

[Editor’s Note. The firm 
of Simon & Schuster, though 
comparatively young in the 
book publishing field, has in 
the last two years scored three 
outstanding successes. The 
Cross ¡Ford Puzzle Books 
sold well over a million 
copies; the Durant “Story of 
Philosophy” sold 225,00(1 
(thereby confounding all the 
prophets); and “T ruder 
Horn” has passed the 100,000 
mark and is still going strong. 
In this article, which we print 
by courtesy of The Atlantic 
Bookshelf, Mr. Simon dis
cusses the methods that have 
been used in advertising these 
and other Simon & Schuster 
books.]

T
HIS is not an attempt 
to lay down rules as to 
how a book, or books, 
should be advertised. It is 

my purpose merely to tell of 
the methods Mr. Schuster and 
I have used to advertise some 
of our books. These methods 
have been successful with 
books that of their own accord would 
doubtless have enjoyed substantial 
sales even without advertising. I 
seriously doubt whether they could be 
used profitably on books that did not 
contain that mysterious, inherent, in
tangible x-quality that makes people 
like a book and talk about it, thus 
starting it off on a best-seller career 
without the push of advertising. In 
other words, best-sellers are not made, 
they happen—and advertising makes 
them sell better.

Therefore, let us divide this paper 
into two parts:

1. The part dealing with a book 
that is about to be published

2. The part dealing with a book 
that has been published for a week 
or mon- and begins to sell—in other

RICHARD L . SIMON
Simon & Schuster, /Veu? lark

words, a book that seems to have that 
mysterious x-quality.

I
ABOUT a month before a book is 
\ released Mr. Schuster and I fix 

the advertising appropriation. The 
amount is determined by various fac
tors:

I. The size of the first printing 
(which in turn has been based upon 
an estimate of the advance sale). It 
is surprising how closely we can pre
dict what the advance sale of a book 
will be. We seldom err more than 
15 per cent.

Generally the initial printing is be
tween 50 and 100 per cent greater than 
the advance sale. Thus, if an advance 
sale of 1800 copies is expected, the 

initial printing is 3000 copies.
2. The price-per-copy we 

can afford to spend. If royal 
ty or manufacturing costs are 
low, we can naturally afford 
more advertising per copy 
than otherwise. Generally we 
figure on about 10 per cent of 
the retail price as the initial 
advertising appropriation. 
Thus, in the case of a $3 book 
whose first printing is 5000 
copies, the appropriation is 
$1,500.

3. An intuition or hunch 
about a book. This some
times causes us to increase 
(never to decrease) the price- 
per-copy appropriation. For 
instance, we are about to pub
lish a $2 book, the first print
ing of which is 2000 copies. 
So little can be done with 
$400, which would be the 
regular appropriation on the 
10 per cent basis, that we 
decide, because we have a 
hunch the book has a chance, 
to allot an arbitrary initial 
advertising fund, say of $750.

We do not base our appro
priation on the number of copies we 
have to sell to cover an advance to 
an author. As a matter of fact, in 
only one instance have we published 
a book whose advance sale did not 
cover the advance royalty. In that 
instance the advance royalty was too 
large to be economically sound. We 
wanted that book, and paid the ad
vance. But, if anything, we made the 
per-copy advertising appropriation as 
low as possible to minimize losses. 
It seems to us that a literary agent 
who is zealous of his clients’ interest 
should insist on a minimum advertis
ing guarantee rather than a large ad
vance royalty payment. An advance 
should be based upon the amount of 
financing required by an author be
tween the [Continued on page 76]
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Business Is Getting Public
And the Industrial Manufacturer Must Learn to Think in Terms of Public Opinion 

and Capitalize "Third Party Interference”

S. T. SCOFIELD
.Manager Advertising Department, F airbanks, Morse & Co., Chicago

ff/NNE of the 
I (foremost 

paragraphs in 
the unwritten busi
ness constitution of the 
old school industrial 
manufacturer was what 
he termed the confi
dential relations be
tween himself and his 
customers,” recent
ly remarked a man w ho 
is in close touch with 
an unusual number of 
business executives.

“Not long ago,” he 
continued, “I was in 
the office of the chief 
executive of a business 
that answers to the 
popular description of 
being old and estab
lished. It is now in 
the hands of a third 
generation manager of 
lifelong and very thor
ough training in his 
inherited business. For 
the sake of placing 
him industrially, we’ll 
say he is a manufacturer of steam 
boiler equipment for stationary and 
marine service, although he isn’t. He 
is conservative and hardheaded, and 
would be generally considered safe. 
He thinks in terms of individual cus
tomers, rather than of his industry as 
a whole and solicits orders individu
ally, combing the field of power users 
as he knows it, yet scarcely ever c on
sciously deviating from beaten paths 
really to develop business. He patron
izes the engineering press with a 
brevity of statement designed to reflect 
the dignity of his house, which is to 
say in a spirit of patronage toward 
both the engineering press and its 
readers. ‘The designs of Spaulding 
Boilers for their various purposes,’ 
says a typical advertisement, ‘embodv 
the engineering and fabrication ex
perience of three generations in the

Photograph by Arthur Blanc

“Business is getting too public,’' protested tbe chief executive 
of a large manufacturing plant recently. “Our sales engineer 
finds himself sitting in not only with the prospects’ engineers 
but with outside advisory engineers who often are national 
operator-. We don't need the*e outside advisers now any more 
than we ever did. But in thev come, and then what happens?”

development of this tvpe of equip
ment.’ ”

“This man is worried today over the 
universal intrusion of a third party 
into what all his industrial tradition 
has led him to feel is his private busi
ness. He was grumbling to me about 
this as we talked.

“Business is getting too public,” he 
protested. “When this business was 
founded, and even when I was a 
youngster in it, there were just two 
people, besides ourselves, who con
cerned themselves with any sales 
transaction of ours—our customer and 
the competitive boiler manufacturer. 
If the installation performed all right 
we could shut the door on our com 
petitor. H< could find out practic illv 
nothing about our deal. If there 
happened to be some trouble, per
haps he could get his foot in the door 

and listen in on us. 
Usually, though, we 
could keep him 
squeezed out to the 
point at which all he 
could do was backbite 
a little

“XX hat happens to
day when a job of any 
size requiring boiler 
equipment is pro
jected? A dozen tech
nical papers, repre
senting a dozen differ
ent angles, hop on it. 
Thev discuss, with the 
greatest intimacy, the 
probable engineering 
phases of the project 
—phases which form
erly were never pub
licly hawked about. 
I very Tom, Dick and 
Harrv is quoted on it: 
from the promoters, 
bankers or under
writers through the 
whole lange of civil, 
mechanical and op
erating engineers 

down to the construction organi
zations Then it reaches the point of 
actual quotation. Our sales engi
neer finds himself sitting in not only 
with the prospects’ engineers but also 
with outside advisory engineers who 
often are national operators. We don’t 
need these outside advisers now any 
more than we ever did. We know 
steam application. But in they come, 
and then what happens? XX hy, we 
find that for about thirty days our 
biggest job is, not to sell boiler equip
ment. but to ‘sell’ steam itself as the 
proper method.

“Suppose we’ve patiently ‘sold’ all 
these experts steam as a method, and 
finally have sold our own equipment 
what then? Well, back come the 
technical papers in full force, mull
ing over all the considerations we 
have been [Continued on page 60]
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Two Lopsided I iewpoints

REVIEWING “What Price Adver
- rising” in the New York II orld. 

Brute Barton writes:
“Among the prevalent points ot 

view toward advertising there are two 
which are lopsided and pernicious. 
One treats the whole business as an 
economic waste and looks back fondly 
to the good old days when the cat 
slept snugly in the open < racker-bar
rel and mother made her own soap 
and everybody, presumably, saved a 
great deal more money and was in 
«very way happier.

“Writers who give forth this point 
of view are comparativ elv • young. 
Thev have no personal experience of 
the good old days. They do not take 
occasion to explain how it is that, in 
spite of the wastes of packaged goods 
and trade-marked merchandise, the 
savings banks are fuller than ever. 
They are not interested in presenting 
any of the positive achievements of 
advertising. Their criticism is made 
up of a series of fault-findings and 
finger-pointings and, while thev do 
expose much that is wasteful and de
serving of censure, the same critical 
method applied to law or medicine, 
or even the ministry, would produce 
an equally drab picture.

“The other point of view gives the 
thoughtful advertising man more 
trouble. It is held by those who con
ceive that this new force is some mod 
ern magic, that an advertising agency 
is a place where miracles are common
place. and that one has onlv to per
suade an advertising man to wave his 
magi«- wand over any batl«jred silk 
hat in order to produce aolden rab
bits. AVe advertising agents could 
bear up manfully under the attacks 
of our critics if we could be spared 
the visits of those who assume that, 
by merely doing our stuff, we can 
double the endowment of colleges, 
elect unpopular candidates Io office, 
and persuade the public to buy any
thing at all.”

In spite of the wild hullaballoo 
raised against “Your Money’s Worth” 
we think its publication will have a 
tonic effect upon advertising people in 

accustoming them to having their 
works and beliefs challenged. Bus
iness is reaching a point where most 
of its ac< epted traditions are going to 
be critic ally examined.

I he greater evil of the' tw«« that Mi. 
Barton describes is. in our opinion, 
the viewpoint that regards advertising 
as infallible Fhere would be more 
successful advertisers todav if some 
persuasiv e but over-confident agent y 
or publication representative hadn't 
sold a campaign guaranteed to per
form a modem miracle over night.

Veic Peaks for the 
Chain Store

WHILE E. A. Filene was pre
dicting in arc address the forma

tion of chains of a hundred or more 
department stores which would rival 
the (reneral .Motors Corporation in 
size, the 1927 record of the present 
chain stores was being calculated. It 
is a remarkable record.

Four chains of five and ten cent 
stores- - Woolworth, Kresge, Kress and 
McCrory—have rolled up a combined 
volume during the past 15 years of 
3820 millions of dollars in sales. The 
1927 sales for these four reached 503 
millions, as against. 458 in 1920 and 
371 in 1924. The increase for J 927 
over 1926 was ’.>.9 per cent, or 138 
per c ent over 1913. \\ oolworth now 
has 1589 stores, 109 having been 
opened last year. The four companies 
together have 2127 stores.

Some of these companies are not 
“five anil tens” strictly, but 5 cents to 
a dollar. The 31 per cent increase 
shown by the Penney stores the 
greatest of any chain store growth in 
1927—indicates a definite trend to 
this tv pe of store. This is particularly 
indicated by the new great chain just 
starting, “Schulte's I nited Five Cent 
to (hie Hollar Stores,” backed by 
Schulte and I nited ( igar Stores.
• Obviously the entire complexion of 
merchandising distribution is due to 
change, and the relation of branded, 
advertised merchandise to this de
velopment is v ital indeed. No wonder 
that the scene is called “the battle 
for consumer loyalty!”

Mere handise Designing 
as an Agency Sen ice

PRIOR to 1900, any package label 
that ‘‘described the contents” was 

considered adequate. Generally speak
ing. labels had no particular advertis
ing significance Then some adver
tising man, summoned to prepare a 
series of advertisements, daringly sug
gested that the label design could be 
improved. Labels came to be regarded 
as a part of advertising, and later the 
shape, design and c onstruction < >1 the 
package itself developed sale- signifi
cance.

At present we seem to be in a period 
when the color of merchandise is tak
ing on a new-found sales meaning. 
Doubtless it had its origin in the de
velopment of the simplified and highly 
colored lacquers first used on auto
mobiles. Fountain pens and pencils, 
typewriters, kitchen utensils, washing 
machines and many household devices 
appear in bright and bewitching 
colors. Interest in the “popularity 
tables” of colors that come to us in
dicates that this movement is still in 
its infancy.

There is a step beyond this new
found use of color that, curiously 
enough, is in. many cases coming to 
be regarded as an advertising function 
—the design of the merchandise itself. 
\\ e hav e recently examined a surpris
ing variety of articles, the designs and 
colors for which came out of advertis«- 
ing workshops These include such 
unrelated produ« ts as glassware, heat
ing devices, towels, cigarette boxes, 
china, interior woodwork, fabrics, 
clocks. Emphasis is placed on beau
ty and salability instead of manu
facturing simplicitv or convenience.

Some of the larger agencies frank
ly admit that thev intend to feature 
merchandise designing as a part of 
their service. \\ <th increasing sales 
pressure and improved public taste, 
product appearance is becoming more 
important every day. We think those 
engaged in the business of advertising 
can afford to give immediate atten
tion to the subject. In our estimation 
it will be one of advertising’s most 
valuable contributions to business.
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Missionary Work and Technical Sales
Service in Industrial Markets

MELVIN T. COPELAND

I
N industrial marketing, missionary 
sales work comprises such activi
ties as training dealers’ salesmen 
by demonstration of sales methods, 

securing introductory orders from 
users who are expected to reorder 
from dealers, assisting 
dealers in securing or
ders from large plants, 
and acquainting arch
itects and consulting 
engineers with the 
merits of particular 
products. The use of 
missionary salesmen 
on an extensive scale 
is a comparatively re
cent development in 
industrial marketing, 
as well as in the mar
keting of consumers' 
goods. One of the 
most common reasons 
for the adoption of the 
practice in industrial 
marketing has been a 
belief on the part of 
manufacturers seeking 
more effective distrib
ution through dealers that the dealers 
and the dealers’ salesmen were neg
lecting particular products or that the 
dealers’ salesmen did not possess ade
quate technical knowledge to promote 
sales properly. The use of missionary 
salesmen has been one of the means 
by which manufacturers of industrial 
goods, who have used dealer distribu
tion, have sought to impart their sales 
messages to operating officials and 
staff executives in companies large 
enough to have articulated manage
ment organizations.

The circumstances which have oc
casioned the adoption of missionary 
sales methods by various companies 
are illustrated specifically by the ex
perience of a company manufacturing 
oils and other lubricants. For a long 
period this company had not had a 
well-defined distribution policy; it 
bad drifted. The company produced 
a wide variety of lubricants, many of 

which served highly specialized mar
kets, such as paper mills, foundries, 
steel plants, metal mines, and textile 
plants. When users sought to buy di
rectly from the company, their orders 
were accepted. In several markets.

linoleum Block by William A. Kermode

however, sales were made chiefly to 
mill supply firms. When the com
pany began, about ten years ago, to 
formulate aggressive sales plans it 
concluded that it could advantageous
ly secure a much larger volume of dis
tribution through mill supply firms 
and other dealers of that type than 
had been attained theretofore.

A
l 1ER the dealers had placed the
-company’s lubricants in stock, 

however, sales did not expand as ra
pidly as had been expected. The 
company then c on< luded that the snag 
which its plans had struck was the 
lack on the part of the dealers’ sales
men of technical knowledge regarding 
its products. riir company conse
quently inaugurated a program of em
ploying missionary salesmen to travel 
with the dealers’ salesmen to show 
them, by actual demonstration in the 
field, how users should be instructed 

regarding the company’s lubricants 
and how to stimulate sales. This com
pany’s experience is one which has 
be en part« ularly common in indus
trial marketing.

Such missionary work as that just 
cited is expensive and 
subject to pitfall«. A 
dealer’s salesman has 
many items to sell; 
hence a manufactur
er’s salesman travel
ing with a dealer’s 
salesman can utilize 
only a fraction of his 
time in demonstration 
a n d instruction re
garding the best meth
ods of selling the com
pany’s product. With 
a continual turnover 
of dealers’ salesmen, 
moreover, such an 
educational campaign 
is almost endless. If 
all m a n u f a c - 
turers whose goods a 
dealer carries were to 
attempt to carry out 

such a program, the dealer’s salesmen 
would be constantly burdened with 
traveling companions. When such a 
program has been carried out by a 
manufacturer, furthermore, theie c om
monly has been a tendency for the 
dealers to rely more and more on the 
missionary salesmen to secure orders. 
In other words, this use of missionary 
salesmen tends to have just the op
posite effect of that anticipated; it 
causes neglect rather than stimulus of 
sales by dr alers’ salesmen.

The answer to the problem which so 
many companies have attempted to 
solve by employing missionary sales
men to assist dealers’ salesmen prob
ably is twofold: first, group confer
ences between the manufacturer and 
each dealer’s salesmen when the deal
er takes on a line requiring technical 
knowledge or a knack of demonstra
tion; second, effective advertising to 
users to lighten the task of dealers*
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salesmen. When these methods do not 
suffice and a company finds it neces
sary to duplicate the sales efforts of 
dealers’ salesmen and to carry on ne
gotiations with operating executives, 
it should face the problem of whether 
its products do not require direct mar
keting instead of distribution through 
dealers.

NUMEROUS manufacturers em
ploy missionary salesmen to ex
pound the merits of their products to 

architects and consulting engineers, 
who do not purchase materials or 
equipment on their own account but 
who do influence many purchases. The 
recommendations of these consultants 
carry weight with buyers on large 
construction undertakings, and govern 
the construction and equipment pur
chases of many medium and small 
scale manufacturers. How to convey 
the proper sales message to these con
sultants is still an unsolved problem 
for many a manufacturer. The influ 
ential architects and consulting engi
neers are busy men, who sometimes are 
not disposed to grant much time to 
missionary salesmen. From a manu
facturer’s standpoint, furthermore, the 
fact that the architects and consulting 
engineers do not place orders makes 
the problem of controlling the activ
ities of the missionary salesmen excep
tionally difficult. It is almost impos
sible to ascertain whether or not a 
salesman assigned to such work is ac
complishing results commensurate 
with the expense incurred. These are 
circumstances which seem to call for 
the use of advertising to an increasing 
extent. In those cases where adver
tising has been tried for this purpose 
without satisfactory results, the fault 
may have been with the type of adver
tising employed.

Architects and consulting engineers 
are interested in plain, unexaggerated 
statements of facts which will enable 
them to determine whether a particu
lar kind of material or a particular 
type of equipment is suited to their 
clients’ needs. Their object primarily 
is to give dependable advice to their 
clients, and to render the best advice 
they must be acquainted with all the 
newest developments in their respec
tive fields. Since the actual demon
stration of a new piece of equipment 
or of a new type of material can best 
be handled by personal interview, with 
an opportunity for questions and spe
cial explanations, there is a field in 
which the services of missionary sales

men can be used to advantage. Direct 
mail literature, properly prepared, 
and professional journal advertising, 
nevertheless, can aid in the solution 
of this problem. A company which 
manufactures a special tvpe of shin
gles, for example, was able to place

Cmirtety ••(’hfitirl A Meiallurxic.il E'nxincenng”

The modern industrial salesman 
has to roll up his sleeves and make 
himself temporarily a part of the 
industrial buyer’s organization. 
Here is a salesman showing the 
chemical engineer of a raw uiat«'- 
rials manufacturer what an electri
cally controlled dryer accomplishes, 
using the manufacturer's own prod
ucts for the demonstration.

its business on a firm fooling by ad
vertising in a journal circulating 
among architects after having failed 
lo secure satisfactory results with mis
sionary salesmen. As advertising 
methods are improved, more and more 
of the work done bv missionary sales
men in numerous industries probably 
will be taken over bv advertising.

1 he future of missionary selling, of 

the types just discussed, appears to be 
problematical. Undoubtedly there 
are circumstances which properly give 
it a place, at least temporarily, in the 
sales programs of various manufac
turers; but plans which rely upon that 
method of stimulating sales should be 
adopted with caution and the oppor
tunities for using advertising for mis
sionary work should be examined 
with especial care.

Technical sales service, in contrast 
to missionary sc Hing, aims to aid 
potential users of a company’s prod
ucts in determining the designs and 
specifications of equipment or ma
terials best suited to the users’ indi
vidual needs. Technical sales service 
deals with the individualized buying 
problems of parti« ular users, whereas 
missionary selling either seeks to help 
de.d«rs sell goods that they have 
bought or are expected to buy or at
tempts to influent e such ancillary buy
ing factors as architects and consult
ing engineers. Technical sales ser
vice usually is rendered only upon re
quest and does not duplicate the sales 
efforts of distributers. The results 
attained bv technical sales service usu
ally can be checked up with a fair 
degree of accuracy, since in many 
instanc es it is possible for the com
panies giving the service lo ascertain 
either direc tly or indirectly whether 
or not their products are purchased by 
each recipient of such service.

TECHNICAL sales service is ren
dered most extensively in the mar
keting of expensive installations, par

ticularly those macle to order, and fab
ricating parts of specialized charac 
ter. Technical sales service also is 
offered by manufacturers of some 
types of accessory equipment and oc
casionally bv manufacturers of opei 
ating supplies, fabricating materials, 
and process materials. For rendering 
such sen ic e a manufacturer employs 
a staff of engineers, designers, or other 
spec tally trained experts whose task is 
not primarily to write orders but 
rather upon invitation to sludy special 
problems of potential customers and 
to prepare recommendations as to the 
type of equipment or material to be 
purehased for solving those problems; 
m the case ot fabricating materials 
and process materials the re« ommen 
dations may include advice as to 
methods of utilization, as. for instance, 
in the machining of .in alloy material. 
This ser- [Continued on page 52]

Meiallurxic.il
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38,384 Net Paid-
in the Steam Railway 

Industry

IN spite of the fact that no single publication endeavoring to 
‘‘blanket the field” has ever exceeded a 10,000 net paid cir

culation in the steam railway industry, the five Sinunons-Board- 
man departmental railway publications that comprise the Rail
way Service Unit have a total of 38,384 net paid subscribers.

All 
A.B.C. 

und 
A.B.P.

There’s a reason! Within the railway industry are a number 
of departments, each one being almost an industry unto itself 
and the viewpoints and interests of the technical officers in the 
various departments vary widely regarding railway problems.

Consequently, the railway executives, operating officials, pur
chasing officers and department heads have found in the Rail
way Age a publication that is interesting to them from cover 
to cover, dealing with railway problems from the operating 
standpoint. The more than 86 per cent renewals is proof.

Likewise the technical officers have found in the Railway Me
chanical Engineer, Railway Engineering and Maintenance, 
Railway Electrical Engineer and Railway Signaling, publica
tions that are devoted exclusively to railway problems from the 
standpoint of their own department.

The answer to the problem of complete coverage in the steam 
railway industry, therefore, has proved to be departmental pub
lications, each one devoted exclusively to the interests of one of 
the five branches of railway service. And the editorial policy 
that has made possible the securing of this intensive coverage 
of the railway industry has developed a means for manufac
turers to reach without waste the particular railway men who 
can and do specify and influence the purchase of their products.

Simmons - Boardman Publishing Company
“The House of Transportation"

30 Church Street
105 West Adams St., Chicago

Washington, D. C.

New York, N. Y.
6007 Euclid Ave., Cleveland
San Francisco

The Railway 
Service Unit
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The Obligations of Business 
Research

PAUL T. CHE RIN GT ON
Director of Research, J. IF alter Thompson Co., New York

R
ESE ARCH is a particularly 
widely favored term in busi
ness just at the present time, 
but it is not unduly terrifying when 

one realizes how much it resembles 
plain, old-fashioned, painstaking 
acquirement of first-hand knowl
edge. The Encyclopaadia Britan
nica without intentional humor says 
that the word research is derived 
from the Latin “re-circare.” While 
perhaps some of the work which 
now passes under the name of re
search consists mainly in going 
around in circles, the fact remains 
that there is a serious and useful 
group of activities bearing the name 
of business research which are, in 
effect, nothing more nor less than 
the painstaking establishment of 
facts about business and doing some 
logical reasoning from them.

I

It is difficult to appreciate fully 
how thin the partition has become 
between many branches of science 
and the processes of business. The 
telephone for example, is primarily 
a scientific instrument but its valut 
to mankind comes mainly from the 
fact that this scientific instrument 
has been incorporated into every
day life and into the conduct of 
every-day business. Similarly, elec
tric motors, electric lights, automo
biles, aircraft, radio communication 
and many other recent inventions have 
been fitted into the ordinary process 
of existence, whereas if invented a few 
generations ago these devices proba
bly would have created a limited 
amount of local wonder as laboratory 
accomplishments, like Franklin’s work 
in electricity, and main real discov
eries of previous ages. We are fortu
nate that these were invented in an 
age when no progress is complete un
til it is put to work. Today diphtheria 
antitoxin, typhoid serum, insulin and 
other medical discover ies are put on a 
commercial basis in a surprisingly

© Underwood & Underwood

This article was presented as an address 
by Mr. Cherington at the Harvard Adver
tising Award dinner on February 17. 
Luder his direction the J. Walter Thomp
son Company published “Retail Shop
ping Areas,” tin- work receiving the 
award for the best research in 1927 “of 
general value in furthering the knowledge 
and science ot advertising.”

short time after they have passed 
through the laboratory experimental 
stage. A surprising number of the 
great advances of pure science find 
themselves swiftly caught up in the 
processes of daily life. A few days 
ago in New York some of the reseat ch 
staff of the telephone company gave a 
demonstration before a group of 
scientists in which the smashing of 
atoms one against the other was heard 
by the roomful who likened the sound 
to a crash of thunder. What the sig
nificance of these new developments is 
going to be in the way of improving 
life does not yet appear. Perhaps the 
most significant thing is that .in op 
erating public service corporation

feels that it is wise, even necessary, 
to keep pioneers working in the 
physics of sound listening to the 
queer doings of atoms well in ad
vance of practical application of 
their discoveries.

'Ihe General Electric Company, 
some of the Standard Oil Com
panies. the DuPont interests and 
many other progressive American 
business concerns have research 
work continuously in progress. In 
the same way. through trade organ
izations, a number of crafts are 
working out their common prob
lems- Ihe tungsten filament, the 
use of argon in lamp globes, the 
many new devices which have made 
the long distance telephone prac- 
tic able, the ini reased use of atmos
pheric gases, helium, the new high 
temperature welding arc. improve
ments in lubber vulcanization, new 
methods in the refining of petro
leum, agricultural uses for sulphur, 
new forms of paints and enamels, a 
new conception of the effects of 
moisture on foods, new uses for the 
high temperature electric furnace, 
the < ommercial production of alum
inum, the celluloid photographic 
film- - all these and many others 
make up an impressive body of di
rect contributions of scientific re

search to business enterprises in the 
I nited Stalos within twenty-five years.

II

In the field of industrial organiza
tion and management there has been 
advance keeping pace with progress 
in applied science. The work of Tay
lor and other individual students has 
greatly modified many features of in
dustrial organization, and to these 
contributions have been added the im
portant discussions of current prob
lems from a social angle such as have 
been made by bodies like the Nation
al Bureau of Economic Research and 
the National Industrial Conference 
Board. [f ontinued on page 74]
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T H E

NEW CADILLAC
PRESENTED BY

U P P E R C U CADILLAC

Distinguished by Richness and Power

Njw York

NOW ON VIEW AT ALL SHOW-ROOMS 

AND AT THE CADILLAC SALON

10 EAST 57th STREET

MCMXXVII

J hen are times when ultra-modern means seem inappropriate to the correct expression of an advertising message. The title 
page of a rare old book inspired the preparation ofthis announcement of Uppercu Cadillac. The Federal Advertising Agency, 
Inc., of 6 East 39 th Street, New ) ork. is proud to acknowledge its frequent indebtedness to the older sources of inspiration.
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Interest Begins at Home
It hen You Are Looking for a New Appeal in Your Advertising Are You Neglecting the 

Object of Your Prospects’ Greatest Concern—Themselves?

PHILIP E . SPANE

W
E hear a great deal about ad
vertising men getting stale; 
but we seldom hear much 
about them getting fresh. And yet 

the craze for freshness— -novelty for 
noveltv's sake—is likelv to be a graver 
danger' in Advertising's next decade 
than the spectre of staleness. And 
this is not merely a temporary symp
tom of the passing age of jazz. Con
trary to general opinion, it has al
ways been easier for mankind to move 
forward than to stand still. Nature 
abhors vacuums and dead levels; and 
the advertising man is only obeying 
a law of life when he grows tired of 
old appeals, tried methods and tested 
certainties.

We look at last year's advertising 
campaign, and we say: “Yes, it was 
good stuff. It got the business. But 
we can't do that again. Let's have 
something new'.”

And the result, as a rule, is that in
stead of getting something new, we get 
something old. We ramble through 
romance and history and science in 
search of some character, some situa
tion, some phrase that will give a new 
(old) twist to our sales story, and 
when we have decided on a series based 
on quotations from the Bible or from 
Shakespeare, or on the biographies of 
famous heroes, we preen ourselves and 
exclaim: “There, now. That's never 
been done before. That’ll get them.” 

This is not a fanciful statement.
Quite recently the general sales mana
ger of a concern manufacturing a hard
ware product outlined his company’s 
advertising policy as follows: “We 
start from a point about as remote 
from our real business as could well 
be imagined—and half the fun, for 
ourselves and for our readers, is in 
finding out by what verbal acrobatics 
we can, in less than a hundred words, 
leap the interval and wind up talking 
about the real point of the whole ad
vertisement.”

A« a prize example of the search 
for a contact-point of “human inter
est” as far away from the prospect as

possible, it mar be worth while to 
quote one of the company's advertise
ments. Each piece of copy has as its 
theme a well-known superstition. One 
contains an illustration of a married 
couple, accoutred with pith-helmet*, 
jaunting across a desert. A lion, ram
pant. is seen in the background charg
ing toward them. The copy reads:

The above world traveller noted in his 
wife's Kosmetic Kit a rabbit’s foot.

So with that bravado characteristic of 
the poorer half he chucks it and starts a 
dissertation on the wisdom of sailing on 
uncharted seas.

‘'Now, when I get home,” he says, “I am 
going into the .................. appliance business.
I know that everyone will tell me that un
less I use............... as the ............... material
I can never hope to get a lion’s share of the 
business—but I’ll show them.”

He didn’t.
The lion didn’t give him a chance to.

Ihe policy which produced this ad
vertise mt nt is exactly the reverse of 
that adv ocated recently by a large ad
vertising agency in a very sound ad
vertisement, u Inch was headed—“Tell 
them what thev want to know, not 
what you want to say.”

P
UT in such simple words, the idea 
seems so obvious and trite that one 
would expect it to be basic everyw’here 
in the advertising business. And yet 

you will see a whole series of adver
tisements cavorting around the Adam 
and Eve story, not because the pros
pects of the advertiser want to know 
something about Adam and I v e, but 
because somebody connected with the 
campaign “wanted to say” something 
different, something new (old), some
thing startling.

The men who go to these extremes 
defend themselves behind the straw 
dummy of “human interest” which can 
be pushed into any kind of shape and 
blamed for almost any error of judg
ment.

If one were to judge from the adver
tising produced by so many devotees 
of “human interest” it would appear 
that the interests of human beings are 
almost invariably centered upon events 
and characters and objects existing at 
the other side of the globe or several 
thousand years back in time. It never

seems to occur to anyone that human 
beings are interested in their own lives.

Whenever I see an advertisement 
which opens with a reference to Alad
din or to the time when Cheops built 
the pyramids, I am tempted to send 
the advertiser (and the agency) a copy 
of “What’s Wrong with the World,” 
marked at page 56 where G. K. Ches
terton says:

. . . of all the modern notions gener
ated by mere wealth the worst is this: the 
notion that domesticity is dull and tame. 
Inside the home (they say) is dead decorum 
and routine; outside is adventure and vari
ety. This is indeed a rich man’s opinion. 
. . . And because he, the luxurious man, 
dictates the tone of nearly all “advanced” 
and “progressive” thought, w’e have almost 
forgotten what a home really means to the 
overwhelming millions of mankind.

For the truth is, that to the moderately 
poor the home is the only place of anarchy. 
It is the only spot on the earth where a man 
can alter arrangements suddenly, make an 
experiment or indulge in a whim. Every
where else he goes he must accept the strict 
rules of the shop, inn, club, or museum that 
he happens to enter. He can eat his meals 
on the floor in his own house if he likes. 
. . . For a plain, hard-working man the 
home is not the one tame place in the 
world of adventure. It is the one wild place 
in the world of rules and set tasks. The 
home is the one place where he can put 
the carpet on the ceiling or the slates on 
the floor if he wants to.

As so often happens, this quotation 
from a book that has nothing to do 
with advertising offers more stimulus 
to the advertising imagination than 
mm h of the writing and talk within 
the business itself.

This ability of Chesterton to stand 
on his head most of the time is an 
acquirement which advertising men 
should develop and prize.

If these extremists in human inter
est. for example, would only be ex
treme enough; if in their search for 
the new (which is really the search 
for the old i they would only go far 
enough either backwards or forwrards, 
they would find that both the oldest 
thing and the newest thing in human 
interest is the human family. There 
is nothing cider in history than the 
family.

(nd. of course, the newest thing, the 
thing that has happened much later 
than this morning’s red hot news
paper, is the beginning of a family 
son« where with the birth of some
body’s baby.
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BUYERS

AND EXECUTIVES
from the best stores visit us every day . . . 
interviewing the market editor . . . checking 
buving sources for merchandise to clothe tens 
of thousands of the best families . . . discuss
ing some new feature of store operation with 
the store service editor . . . obtaining the 
latest information on store returns from the
research editor . . . viewing the latest Paris 
showings in the fashion department . . . (36.
121 such impiiries answered last year) . . . 
and so it continues daily . . . this large staff 
of merchandise and merchandising editors 
kept constantly busy anticipating and answer
ing merchants’ requirements . . . always 
equipped to give 100% cooperation . . . which 
is why the Economist has close, intimate con
tact with merchants and buvers ... a weekly *
contact with about 10.000 of the best stores in 
the land ... a contact wise manufacturers 
use to their advantage.

*******
The most effective, most eco
nomical iva v to reach and 
influence department stores.

DRY GOODS ECONOMIST
239 W. 39ili Si., New York. N.Y. Offices in Principal Cities
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The Ghost of Industrial
Obsolescence

DAVID SARNOFF
Vice-President and General Manager, Radio Corporation of America

W
E are still largely in the 
throes of ancient conceptions 
of the forces that make for 
or against industrial and commercial 

growth. Competition is still wor
shipped as the life of trade, denounced 
as an uneconomic force, embraced as 
a balance between buying and selling 
interest—nursed upon one hand and 
hated upon the other. Mass produc
tion is still offered as a cure-all for 
failing markets and ailing sales. More 
lately high pressure salesmanship, 
which would solve all distribution 
problems with one fell swoop has been 
currying favor with many industrial 
elements.

More recently, too, there has been 
raised before us the spectre of gigan
tic competition as between industry 
and industry, wherein wheat and meat 
are to struggle for primacy, where 
coal and oil are to engage in a com
bat, where coffee and milk are to race 
for the public cup, wherein cotton and 
silk are to fight for favor.

Now no one can properly decry the 
study of these forces by business ex
ecutives and the proper adjustment of 
them in industry, but the attempt to 
pigeonhole each, in its own permanent 
compartment, in a world of constantly 
shifting elements, is an uncertain pro
cedure.

Without desiring to commit an eco
nomic heresy, the question might be 
raised whether competition, in the 
popular sense, is the modern spur to 
industrial progress. It bears no per
manently constructive or destructive 
relation to industry. Instances could 
be cited to fit either circumstance.

In the shift of great industrial 
forces, it is not always clear whether 
the dog of mass production is wagged 
by the tail of high-pressure salesman
ship, or vice versa. There are industrial 
situations where both are equally true.

Portions of an address made by Mr. 
Sarnoff before a recent meeting of the 
University Club, Boston.

Instead of a gory battlefield, the 
struggle between the giants of indus
try for the public eat and the public 
purse, brought to a focus by the “new 
competition,” may well result in a love 
feast. Aided by present-day machin
ery of education and exploitation, both 
wheat and meat, for instance, in their 
struggle for supremacy, may be found 
to have forged ahead in public favor.

All these are forces which to a large 
extent automatically adjust and bal
ance themselves.

The industrial history of the past 
five years in the United States furn
ishes concrete examples of the new 
and the old outlook toward supplan- 
tive competition.

No better instance of industrial 
adaptation can be < tied than 1 hr pres
ent situation in the phonograph indus
try. For the fact of the matter is that 
while the phonograph of the pre-radio 
age is thoroughly dead, the modern 
phonograph industry is both alive and

flourishing, ft is true that when radii' 
broadcasting first appeared on the 
horizon there were many factors in 
the phonograph industry who could 
not conceive that the new art would 
ever advance beyond the novelty stage. 
To them it seemed impossible that 
radio within the space of five years 
could achieve a state of program or
ganization, artistic efficiency and tech
nical development that would make 
its service a welcome feature in mil
lions of homes.

Fortunately, there were factors on 
both sides who could not fail to see 
what the impetus of the new art of 
music and speech transmission might 
bring to the phonograph. Nor could 
those of the radio industry ignore the 
advantages of association with an art 
and an industry that could do much 
to complete the picture of music and 
education in millions of homes.

Today the products of both the 
phonograph and radio industries are 
often housed in the same cabinet, dis
tributed by the same wholesaler and 
sold by the same dealer. In the manu
facture of records, in acoustical repro
duction, and in various modes of oper
ation, the phonograph of today is 
really a new musical reproducing in
strument, born of the association of 
an old and a new industry. There is 
room, it has been proved, for a service 
that brings into the home the organ
ized programs of the air, and one that 
reproduces a program to the individ
ual choice of the listener.

Consider the industrial and scien
tific vision of a great American insti
tution in the communications field. 
The American Telephone & Telegraph 
Company did not retire within the 
shell of industrial self-sufficiency when 
radio began to rise as an outstanding 
communications force. (*n the con
trary, it has contributed very greatly 
to the development of an art which a 
less broad-visioned policy might have 
led it to [Continued on page 48]
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New Wealth
■ in The Kansas City

Federal Reserve District
1927 ...........................$3,416,341,000
1926 ................................. $3,019,573,000
Gain $396,768,000

I
N 1927 the Kansas City Federal Reserve 
District produced in new wealth from the 

soil $3,416,341.000. A gain over 1926 of nearly 
400 million dollars!

ADVERTISING 

GAINS
Total Paid Advertising in agate 
lines, for the evening, morning and 
Sunday editions:

January. 1928 2,111,989
January, 1927 2,075,379

GAIN . ...............36,610

This wealth stands for something very tan
gible. It is not book value or bank clearings 
or assets transferred from one column to an
other. Each dollar is counted only once. It 
is real and spendable.

It was all produced from the soil—wheat, 
corn, cattle, hogs, sheep, oil—basic commodi
ties. It is new money, this three billion dol
lars. It will go into the purchase of motor 
cars, phonographs, foodstuffs, toilet prepara
tions, clothing, radios, and the other luxuries 
and necessaries of modern living.

Tap this great fund of spending power—the 
urban market with The Daily and Sunday 
Kansas City Star; the rural market with The 
Weekly Kansas City Star. Excluding only 
the city of St. Louis, one out of every two 
families in all of Missouri and all of Kansas 
are reached by The Star, either Daily or 
Weekly.

THE KANSAS CITY STAR
EVENING 254,180

trerage Net Paid Circulation for January

MORNING 250,497

THE WEEKLY STAR 473,017

SUNDAY 293,217
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Everybody’s Business
[Continued from page 5]

are made mainly and probably exclu
sively bv plants. The calories con
tained in vegetable matter are put there 
by a process of nature called photo
synthesis. Of all the solar energy that 
falls on green plants, only one per 
cent is now utilized. W hat a tremen
dous benefit it would be to humanity 
if a way could be found to increase the 
efficiency of nature’s method of utiliz
ing sunlight even a fraction of a per 
cent. Already we know that plant 
growth can be accelerated by increas
ing the carbon dioxide supply, light 
intensity, and the temperature of the 
surrounding atmosphere.

THE outcome from new knowledge 
resulting from this type of pio
neering will be methods permitting the 

more rapid growth of trees and vege
tables, lower costs for producing food
stuffs, and the conversion of far more 
sun energy into mechanical power. Re
gions of abandoned farms such as ex
ist in New England will again buzz 
with the activity of an agriculture re
born. It will be as necessary for the 
farmer to have a technical training as 
it is for the engineer and the doctor. 
Farming will be a profession, not a 
trade.

All of this points to radical changes 
in current practices. A few cubic feet 
of gas costing less than fifty cents will 
be sufficient to effect a remarkable 
change in a whole carload of green 
produce. New methods of quick freez
ing that will allow large quantities of 
canned and boxed fish and meats to 
be submerged for a moment in liquid 
air will permit householders to buy 
steaks, chops and poultry in package 
form from the nearby grocery or 
delicatessen.

The rapid freezing of fish is already 
a commercial success, giving Middle
west families all the advantages of 
Coastal residents so far as fresh sea
food is concerned. V ith dozens of 
other preservative methods coming 
into early use, we will witness as great 
a change in the grocery as has taken 
place in the drug stoie The brand 
on a food package will be sufficient to 
insure that the contents are choice, and 
the cold storage plant will be far less 
of a necessity.

No longer are we satisfied to put 
up with an inconvenience or submit to 
a nuisance. e started in to con
struct buildings of steel and right 
away we found that the new plan had 
ushered in a bedlam of noise caused 
by riveting. Quickly there developed 
a demand that the noise be eliminated. 
Research was undertaken and a process 
of electric welding perfected so speed
ily that already we have steel build
ings constructed without rivets.

Not all engineers are agreed that the 
new methods are as trustworthy as the 
old. But let no one doubt that the 
use of gas, electricity, or a method of 
pressure riveting will completely do 
away with hammering. There is no 
safety for any corporation that em
ploys a practice that constitutes a 
nuisance. The noise of riveting has 
done more than all else to develop arc 
welding, which process is already mak
ing it possible to manufacture at a 
lower cost a wide range of products 
that have heretofore been made out of 
castings or with rivets.

EXPERTS tell me that arc welding 
can be applied to ninety per cent 
of all machinery and that the resulting 

saving would exceed twenty per < t nt of 
the present-day < ost of such apparatus. 
The head of oui largest electrical con
cern stated recently that the substitu
tion of structural steel for castings in 
their own products was saving them 
more than a million dollars a year. 
This is a lemarkable achievement in 
view of the fact that this company has 
so far applied electric welding only 
to one-tenth of I he mat bines and parts 
to which it will eventually apply it.

Then there is that astonishing dis
covery that permits the molding of 
rubber with electricity. Rubber can 
now be electroh ticallv deposited onto 
metal or ceramic molds in a way re
sembling the electro-plating of metals. 
This new process will soon be giving 
us inner tubes for automobile tires, 
bathing caps, tobacco p<>u< hes. hot- 
water bottles and hundreds of other 
rubber articles of highest quality. We 
have long used rubber to keep elec
tricity' where it belongs; now we will 
employ' electricity to put rubber where 
we want it.

In the fuel field, as elsewhere, there 
are no end of opportunities for the ex
ercise of inventive genius. \ if w years 
ago it was considered good practice to 
get a kilowatt-hour of electric power 
from three pounds of coal. Now there 
is a new plant in Cincinnati that is 
producing this same unit of energy 
from less than one pound of coal. Up 
at Rochester a gas company is cool
ing its coke without the use of water, 
thereby saving the sensible heat of the 
coke heretofore wasted by wet quench
ing. A half-dozen processes are being 
employed in a small way to extract a 
good quality of fuel oil from a cheap 
grade of coal, while out in Ohio they 
are manufacturing amyl acetate from 
natural gasoline, a process that will 
greatly benefit the lacquer industry.

IXVISIBLE rays of all kinds are be
ing employed for numberless pur
poses. The bombardment of electrons 

from c athode rays dries fresh paint 
quickly. Alterations in the writing 
< ontained in documents can be detected 
instantly by ultra-violet rays. This 
same type ol invisible light will reveal 
whether pearls are artificial, diamonds 
false, or a letter has been opened ami 
later resealed by some postal thief.

A growing use of invisible light is 
in the production of spectacular ef
fects. Recently the sunken garden of 
a hotel park was floodlighted with 
lamps giving off ultra-violet rays. The 
surrounding flowers and shrubbery had 
bee n sprayed with luminescent paints 
containing t hemicals having the prop
erty to absorb short rays and send 
them forth in longer waves that were 
visible. This produced a beautiful ef
fect, for every leaf and flower glowed 
in various colors in the smiounding 
darkness. I ven the water ol the foun
tain in the center of the garden was 
treated with similar < hemicals so that 
it sparkled in the beams of “black’’ 
light. Hundreds of people walked 
through this amazing garden with 
teeth and eyeballs rendered fluorescent 
bv the strange rays. Even c lothes that 
had been colored with aniline dyes 
glowed under the stimulation of the 
invisible vibrations.

Truly it is a time of miracles. A 
day when the fellow in the laboratory 
playing with spark« rays and test 
tubes is more to be feared than a 
king's armv. Research has become 
the touchstone of business success. It 
pays huge dividends to its faithlul ad
vocates. but is relentless in destroying 
those who deny its supremacy.
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IOWA

Mason City is the loca
tion of this standing
room-only scene. And 
you can find plenty of 
similar activity in any of 
the score of cities which 
sene as Iowa’s key trad
: ng centers.

SPENDS MILLIONS
Where She Wants to Spend It

M vats—in that single 
word you have the corner
stone of modern spending. 
Whether on Fifth Ave
nue in New York or on 
Federal Avenue in Mason 
City, women may not 
want the things they need, 
but they can always man
age to “need” the things 
they want.

This rich market, with 
two and a half million 
people, but no city of more 
than 175,000, responds to 
complete advertising cover
age in key trading centers.

In this picture of hundreds of women 
waiting to spend money for clothes, execu
tives who question the corpulence of Iowa’s 
pocket-book can find a ready answer:

“Iowa spends millions—where she wants 
to spend it.”

Since Iowa's buying power is well above 
the national average, companies who con
centrate their sales attack on responsive 
territories are going after more Iowa busi
ness in 1928.

From any standpoint, 
Iowa is a market worth 
winning. Yet winning it 
is not an open-and-shut 
proposition. Certain un
usual features of the mar
ket must be considered in 
laying your plans.

Here is a state with two 
and a half million people, 
but no city of more than

175,000. Rather than being concentrated in 
one or two metropolitan centers, commer
cial activity is distributed among a group 
of important cities, each serving some par
ticular section of the state.

In going after the Iowa market, news
paper advertisers have learned that no single 
paper, or two or three papers, can do the 
job alone. Thorough coverage of Iowa’s 
key centers is necessary in making Iowa 
want what you have to sell.

IOWA DAILY PRESS ASSOCIATION
Davenport. Iowa

Ames ............................. Tribune
Boone .... News-Repub li can 
Burlington ............ .. . Gazette
Burlington ............ Hawk-Eye
Cedar Rapids

Gazette & Republican 
Centerville

lowegian ft Citizen

Council Bluffs.........Nonpareil
Davenport 

Democrat & Leader
Davenport ...................... Times
Dubuque. Telegraph-Herald 

and Times-Journal
Fort Dodge 

Messenger & Chronicle

Fort Madison...........Democrat 
Iowa City......... Press Citizen 
Keokuk........................Gate City
Marshalltown

Times-Republican
Mason City.... Globe-Gazette 
Muscatine

Journal ft News-Tribune

Oelwein ...................... Register
Oskaloosa ..................... Herald
Ottumwa ....................... Courier
Sioux City.......................Journal
Sioux City......................Tribune
Washington ................. Journal
Waterloo.... Evening Courier 
Waterloo ...................  . Tribune
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The Radio Round Table, sponsored by 
The Eveready Hour recently in New York, 
at which radio critics unbosomed themselves 
as to what is the matter with some radio 
programs, brought out one point that should 
be bioadcast to all advertising writers—that 
that radio program is most successful which 
does not strive to please all its hearers at 
the same time.

The weakness of so much advertising lies 
in the fact that it is aimed to interest every
body. That cannot be done, and so long 
as it cannot, the logical thing to do is to 
make an advertisement overwhelmingly in
teresting to that comparatively limited group 
which that particular advertisement, in the 
particular medium in which it is to be 
run, can hope to interest.

Why is it so difficult for us to use horse 
sense in advertising?

THREE lusty cheers for the Plasterers’ 
Union of Chicago! They are going to 
try out the 5 day week in a Serious 

Way!
According to the Chicago Trib. the union 

has negotiated a contract with the Employ
ing Plasterers’ Association for a three- 
months’ trial of the proposition. Both sides 
have agreed that if the tryout is a success 
it will be continued.

I heartily indorse this idea. It will give 
the plasterers, a wealthy class of men, a 
whole business day each week to devote to 
spending money, and thus increase markets 
for chewing tobacco, radio sets, theatei 
tickets, automobiles, and whateverelse-you- 
have-for-a-plasterer-to-do-when-he - is - not • 
plastering.

If I had my prayer wheel—which I 
haven’t yet, unfortunately—I should fix up 
a prayer for the success of this experiment 
and start the wheel rolling.

—8-pt—
A Chicago reader has written the Editor of 

this publication a note suggesting that “some 
time when you are talking with Odds Bod
kins you might suggest to him that the 
name of the 8-Pt. Page he changed to 
‘Simple Confessions.’ ’’

I don’t mind the “confessions,” but I re
sent that word “simple”!

—8-pt—
“This strikes me as being very good busi

ness,” quoth Mrs. Bodkins, handing me a 
slip which she had just found in the box 
of laundry she had been unpacking.

This is what the slip said:
NOTICE

There are some stains on this article which 
defy the most skilled method of removal. 
We take this means of notifying you that 
this condition has not been overlooked.

The very best has been done.
Westchester Valet.

Very good business it seemed to me, too. 
I wonder that more companies do not talk 
more naturally to their patrons in the 
packages they send them.

-8-pt—
Research men will be interested in this 

translation of what I understand is an old 
Chinese proverb:

Life is the art of drawing sufficient con
clusions from insufficient premises.”

Verily, it is just that!

The Advertising Club of Boston is doing 
an interesting job of publicity. Every Tues
day noon the singing and speaking at its 
weekly luncheon at the Hotel Bellevue are 
broadcast throughout New England from 
WNAC.

Many people tune in on these luncheons 
rather regularly as the speakers are gen
erally well worth hearing.

Over a period of months these listeners are 
bound to gather a considerable apprecia
tion of advertising and its place in the 
scheme of life.

■ 8 pt -
N. W. Ayer & Son seem to have kept ever

lastingly at it until they had to have a new 
building. Of course, the new building had 
to have a corner stone.

This picture shows the laying on February 
4 by Wilfred W. Fry, senior partner of the 
firm, with Thomas McKnight, who has kept

everlastingly at it with Ayer for 51 years, 
assisting.

Reading left to right, the group consists 
of: Adam Kessler. Jr.: Mrs. Anna Ayer Fry, 
daughter of F. Wayland Ayer, founder of 
the business: Wilfred W Fry; William M. 
Armistead; James M. Mathes and Thomas 
McKnight.

Into the corner stone were placed the 
Bible of the founder of the firm, wrapped 
in an American flag; the current issues of 
Philadelphia publications; a collection of 
proofs of the advertising of clients of the 
Ayer agency; a copy of the American News
paper Annual and Directory, published by 
the firm; a list of the entire Ayer organiza
tion; a history of the business; a copy of 
the firm’s seal; a list of the firm's clients; 
photographs and biographies of members of 
the firm, past and present: and numerous 
other articles and documents.

—8-pt—
These very interesting figures on the 

growth of rotogravure advertising have just 
come into my possession:
Rotogravure Advertising Growth 

1921— 6,330,091 agate lines 
1922— 8,781,751 agate lines 
1923—10,030,383 agate lines 
1924—12,865,265 agate lines 
1925—14,518,691 agate lines 
1926—17,966,490 agate lines 
1927—19,851,784 agate lines 
W hat a place the rotogravure section has 

come to play in the American newspaper, 
anyway!

-8-pt —

From Classified section of New York 
paper:

FRENCH NOBLEMAN wishes 
to sell old and unique collection 
of 125,000 tin soldiers. No. 
50400/34 Havas Besançon, Doubs, 
France.

Picture the perplexity of the make-up man 
in trying to classify this!

Should he introduce a new heading, 
ARMIES FOR SALE, or put it under SAL
VATION ARMY, on the theory that the 
sale of the tin soldiers is No. 50400,/34’s 
only chance of financial salvation?

—8-pt—

The City Administration of Berlin has 
turned obvious!

Bernard Lichtenberg sends me a little 
four-page folder which is handed out at im
portant street corners and distributed in 
Berlin banks, business offices and hotels, 
and which explains the traffic signal lights 
and attempts to educate the pedestrian as 
to how to protect his life and limbs while 
crossing streets.

B. L. says he is particularly taken with 
rules 8, 9 and 10. And then, fortunately for 
me, he goes on to translate:

“No. 8 says: Don’t swear at traffic con
gestion; think instead of how you can help 
alleviate it.

“No. 9 suggests: Help children, cripples 
and the ignorant in getting safely through 
traffic.

“No. 10 charges: Do not set a bad ex
ample on the street. Do unto others as you 
expect others to do unto you.”

Come right down to it, the Golden Rule 
is the best of all traffic rules, anyway! Bruce 
Barton might write another best seller on 
’The Traffic Rule Nobody Knows.”
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What an Advertising 

Agency Should Do

A N advertising agency is supposed to know more than anybody 
else about how to sell things by advertising.

It may have a lot of other abilities that come in handy— 
research, merchandising, and what not—but its one exclusive job 
is up there in the first paragraph.

Just as a doctor is let alone with his bottles and a lawyer with 
his briefs, so should an advertising agency be let alone if it can do 
this one job superlatively well—and fired if it can't.

In order to sell tilings by advertising all an agency needs to 
know is human nature: all it needs to use is commonsense; its 
only tools are words and pictures.

A et so rare are these abilities that there will always be difficulty' 
in getting good advertising, just as there is always difficulty’ 
in getting good stories or great art.

Like literature and art, their new little brother advertising is 
easy’ to dabble in and hard to excel in. VII three are done excel- 
lentlv well onlv by those who are born knowing how to do them.

GROESBECK-HEARN, Inc.
An Advertising Agency Primarily Interested in Sales

415 Lexington Ave.
New York City

Members. American Association of Advertising Agencies 
Members, National Outdoor Advertising Bureau
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How Consolidations Are
Changing Business

[Continued from page 20]

must not be overlooked that the 
National Lead “set-up” had the 
characteristics of a sectionalized. re
gional group, with regional factories 
and sales organizations, which were in 
effect like states in a political body, 
or like somewhat independent branch 
territory groups of sales organizations, 
non-competitive in their respective re
gions. This plan is ideal for consoli
dations of paint, or cement, or stove 
and range companies; in fact for all 
manufacturers of heavy goods, espe
cially if the companies merged fit to
gether territorially.

The position in which a real merger 
of non-regional and national organ
izations finds itself is something else 
again. The sales organizations are 
likely to be directly competitive and 
more or less duplications of each other. 
\\ hat is to be done in such cases?

There are two answers. One is the 
answer of consolidations like the Pos
tum Company, which is the most thor
oughly up-to-date answer; clear-cut 
and efficient. The Postum consolida
tion operates three distributing com
panies. Some of these are built on the 
nucleus of an alert inherited sales or
ganization, like the Richard Hellman 
Mayonnaise Company. These three 
distributing organizations s i m p I y 
“swallow” the sales forces of the new 
companies brought into the merger 
from time to time. The best sales ma
terial is winnowed out and retained: 
the remainder scrapped. Individuality 
«5 a sales organization—or, as anv 
kind of organization—is not continued.

T^HE following products are now 
J- controlled by the Postum Com

pany: Postum, Grape-Nuts, Walter 
Baker's Cocoa and Chocolate. Post 
Toasties, Bran Chocolate, Postum 
Bran, Log Cabin Syrup, Franklin 
Baker’s Cocoanut, Hellman’s Blue 
Ribbon Mayonnaise, Minute Tapioca. 
Isle-Heart Bros. Atlas Flour. Jell-O.

Ihe theory of such a method is 
unassailablv sound. It prevents too 
vast a central organization. Armom 
S Company,—which while not a 

merger’’ precisely, was at one time a 

verv multiple group—one had twenty- 
four separate sales managers, and a 
rather top-heavv centralized sales 
organization. I suspect that this had 
at least something to do with the dif
ficulties in which this famous packer 
found himself in late years. There 
are apparently limits to the central
izing possibilities in a large organiza
tion. The DuPont interests long ago 
discovered this, and after a rather 
hectic and protracted period of trial 
and error, decentralized its many 
interests, from a marketing point of 
viewr. On the other hand there is 
doubtless a danger limit in decentral
ization as well.

T^HE Postum system is a midway
I method which seems to achieve 

many of the values of both. It keeps 
each distributing unit concentrated 
upon a limited group of products. No 
salesman can give very spec ialized at
tention to any one of dozens of spe
cialties. He hops from one to .mother 
in his mind with too facile agility un
til this agility becomes an alibi, There 
are indeed wiseacres in the sales man
agement held who insist that it is 
sound for a company making various 
articles to have a separate group of 
salesmen for every article; even if 
such a salesman walks in upon a 
dealer on the heels of another sales
man who has canvassed the same 
dealer for one of the same company's 
other lines. But 1 am not one of those 
wiseacres. I insist that there must be 
a greater degree of sales concentra
tion. to develop more economy in the 
sales field.

Marketing economy is in fact one 
of the main objectives of consolida
tion. This can never be accomplished 
by a mere factual consolidation of 
capital, factories and sales forces. It 
is achieved with red success only 
when consumer acceptance and there
fore also dealer acceptance, arc built 
up through concentrated advertising 
and wisely shaped sales organization.

This brings us to the handling of 
the advertising department, under the 
type of consolidation plan I have 

been describing. The practice is not 
to continue separate advertising de
partments. but to combine all adver
tising activity under one advertising 
manager. How, then is decentraliz
ing of advertising practice attained? 
It is done, in many instances, by 
having sub-advertising managers in 
charge of special products or groups 
of products. Furthermore, in many 
instances, there is a di tierent adver
tising agency for each one of the 
products or groups of products. This 
permits greater variety of treatment 
and greater mental concentration. But 
the principles of sound organization 
require that there be a general adver
tising manager, just as there is needed 
a general sales manager.

I have already described in Adver
tising & Selling (page 21, Feb. 9, 
19271 how the Postum organization 
operates: how it gives great care to 
function; how’ it has a separate plan
ning sales manager at headquarters for 
every article sold; and how the execu
tion of sales plans is in charge of a 
department separate from these plan
ning sales managers, namely an exe
cuting sales department. This is the 
modern, efficient method in a notable 
consolidation of the “circular” type.

NOW as to the second method which
is a compromise -where there is 

no real centralizing of marketing. This 
method is sometimes the most strate
gic and practicable at the moment of 
consolidation. It is frankly a make
shift; a concession to the politics of 
the situation, rather than an applica
tion of strict efficiency and economy. 
Under this plan the sales organiza
tions of the weakest members of the 
consolidation may be scrapped en
tirely but those of the able and suc
cessful ones are retained in full with 
their individuality, as perhaps also is 
the name of the company. Sepa
rate sales managers, sales conventions 
and sales operation are used almost as 
before consolidation, which remains 
mainly financial. Some of the most 
frequent strategic reasons for this 
plan are:
(1 > that a subsidiary company makes a 

lower grade of goods;
(2> that it appeals to a different clientele 

or reaches a different field:
(3) that the former owners are still active 

and demand some retention of individu
ality.

It may also be that the new com
pany is the "fighting brand” of the 
consolidation, and the merger is de-
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owa is PAVING
600 MILES this year

In 1928 the Iowa Highway Commission is 
building six hundred miles of paving—gravel
ing an additional three hundred or more miles 
—and grading and bridging five hundred 
miles!
Only one other state, Illinois, has ever built 
more paving in a single year than Iowa is 
building this year.
By the end of this year Iowa will have 1600 
miles of paved roads—3300 miles gravel faced 
and 1440 miles of permanently graded roads !

Improved roads and the motor car are making 
revolutionary changes in the rural sections of 
Iowa. The farm is now next door to the small 
town and the town is only a few hours’ ride 
from Des Moines.

Within three hours from Des Moines.via auto, 
live more than a million lowans. These peo
ple receive their copies of The Register and 
Tribune just as regularly as do residents of 
Des Moines—thanks to improved roads, motor 
trucks and excellent rail transportation.

More than two hundred and twenty-five thousand copies* of 
The Register and Tribune are sold every week day—99ci 
in Iowa. No other daily newspaper published within a hun
dred miles of Des Moines has 20,000 circulation. Write for 
booklet showing our circulation in every town and county 
in Iowa.

The Des Moines Register and Tribune
*Net paid average circulation for January was 229,854
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sired to be kept in the background. 
\gain, there max be legal reasons for 
pussyfooting. In either case the strict 
financial economy of a single sales 
organization is outweighed by the con
sideration of strategy; and in such 
cases separate sales and advertising 
departments are retained.

Dru0.1opics
Breaks Its Own 

Record
THE February issue of DRUG TOPICS contains more 

advertising than any previous issue and more adver
tising of drug store products than has ever previously been 
published by any magazine in the world.

This is the largest issue of DRUG TOPICS both in adver
tising and total circulation ever printed.

It contains more advertising than the total of the next six 
largest national drug trade papers combined.

It is definite proof of the confidence of drug trade adver
tisers in the ability of DRUG TOPICS to win dealer 
awareness for their products.

A recent exhaustive survey shows that 72% of drug store 
owners say they follow the advertising in DRUG TOPICS 
more closely than in any other publication and are in
fluenced by it in the choice of the merchandise they sell.

If your product is now sold, or can be sold to, or through 
drug stores, you owe it to yourself to investigate DRUG 
TOPICS Service. Our close contact and intimate knowledge 
of the drug trade are at your service—Write or ’phone.

Dru^lbpics
The National Magazine of the Drug Trade

TOPICS PUBLISHING COMPANY, Inc.
Also Publishers of IT holesale Druggist, Display Topics, Drug Trade News

291 Broadway, New York
Atlanta Boston Chicago Cleveland St. Louis San Francisco

THUS if a typewriter company 
buys another typewriter company, 
or a shoe company another shoe com

pany, it does not necessarily follow 
that such a purely horizontal consoli
dation should demand forthwith cen
tralization of all marketing and adver
tising activity.

When a soap company buys a 
shoe polish—constituting the “circu
lar” type of consolidation -then strat
egy may call for separateness, al
though, as in the case of “Gold Dust,” 
which carried onb one or two aitides, 
the salesmen can very readily handle 
another article, however seemingly 
unrelated, since they are both sold 
through grocers. If “Gold Dust ” had 

j had a dozen or twenty different 
। soap products to sell, the addition of 
I a shoe polish might have called for 

separateness, from the point of view 
of strategic sales organization policy. 
If the shoe polish had not been pur
chased outright and thus fully cen
tralized. and if a diplomacy of placa- 
tion of individual interests had been 
necessitated, strategy might again 
have called for separateness. But 
George K. Morrow of “Gold Dust” is 
a modern type of consolidator. He 
is after real efficiency, therefore he 
bought trade mark good will outright, 
and at once eliminated not only all 
encumbering bulk goods business but 
also encumbering individual interests 
which might force an uneconomic 
straddling of policy. This is not al
ways possible, of course. Consolida
tions are often built slowly, painfully 
and by stages. The history of consoli
dation is strewn with failures and near
failures; some of them due to being 
based merely on financial promotion 
ideas and not on marketing, produc
tion and administrative economy.

Consolidations are the order of the 
day, industrially, and 1 am of the 
belief that we are to sec even greater 
developments of the idea. A huge 
market demands huge tools. Small 
businesses may still work up trade
mark good will, but they soon come 
to the consolidation point if they are 
to travel the great road to a complete 
national market.
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There

NEW YORK CHICAGO BOSTON SAN FRANCISCO

All-Fiction
Magazines of Clean Fiction

from the doors of the factory which 
makes products for men. It runs 
directly across the ALL-FICTION 
FIELD.

The magazines that comprise the 
All-Fiction Field are feeders for the 
machines that supply the needs of 
men. All the way from tooth-pastes 
to touring cars!
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You were wondering the other 
day how we could really get somewhere 
with architects. There may be an idea in 
this.

"It’s a book about Old Gothic lime
stone and it’s packed with illustrations, 
ideas and information. I understand it 
is one of a series, but in itself it is my 
idea of something that architects will 
keep and use. Now the point is why 
couldn’t we present our story in some 
such manner?”

"Pretty expensive, isn’t it?”
"Let’s find out. I’ll talk things over 

with Evans -Winter-Hebb.”

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

The buxines of thr F vnn»-Wint«r-Hebb organization is the execution of direct advertieing ae a definite medium, for the 

preparation and production of which it has within itself both capable personnel and complete facilities: Marketing 
Analysis . Plan . Copy . Design • Art • Fngraving • Letterpress and Offset Printing . Binding • Mailing

The Ghost of Indus
trial Obsolescence
[Continued from page 38]

neglect. It secured in radio valuable 
patent rights, so that some of the de
velopments of the new art of wireless 
< ommunication might be adapted to 
the serv ice of point-to-point wire com
munication, and so that its laborator
ies might have the unrestricted right 
of way for further development.

The American Telephone and Te le- 
graph Company saw in radio the in- 
v isible connecting link that would 
make telephony possible across the 

j seas, and thus it gave the world its 
hrst commercial transatlantic tele
phone service.

In broadcasting it joined wires and 
I wireless into a complete communica

tion unit and thus contributed much 
to the upbuilding of the art of broad
casting.

rINHERE is dawning, it would seem, 
-L a new attitude on the part of in

dustry towards supplantive competi
tion, whose first faint beginnings rise 
out of the laboratory. That leading 
elements in the automotive industry 
should interest themselves in aircraft 
development and production is a 
splendid sign of the times.

The new day of swiftly moving 
scientific progress and rapid technical 
achievement calls for industrial flex
ibility rather than rigid stablization—- 
flexibility that makes for open-minded 
executives in control of great indus- 
tnal enterprises, for greater creative
ness in production and sales plans 
based upon the changing conditions 
of industry, for the constant improve
ment ol commodity, equipment or 
serv ict in order to meet rising public 
standards.

The new day of progress demands 
the adoption by industry of larger 
plans for research- research that will 
give a proper balance of industrial 
insurance. For no industry involving 
the sciences can be called permanently 
sound whose technic 11 achievements 
are entirely at an end.

Fortunate the industry broad-gauged 
enough to rec ognize in each new scien
tific and technical development a 
beneficial wraith, rather than a demon 
of obsolescence whose breath means 
decay and whose touch means extinc
tion.
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toona
REAL

TRY-OUT CITY
AOVERTlSfo

«hi
’»O

I
F YOU are at all hesitant about the value of 
Newspaper Advertising, and you wish to play 

safe before obligating yourself with a large ad
vertising appropriation, “Try out the Altoona 

Market.”
Y ou can do it with small cost and determine the 
reception your product will receive with the 
average American Public.

Altoona is a typical American industrial city 
located in the heart of a rich agricultural district, 
where less than 7% of its families are foreign 
born.

The people are industrious and intelligent, and 
their standards of living compare with those of 
the average well to do American city, as shown 
from a recent thorough investigation of the 
Altoona Market.

Advertising in the MIRROR, Altoona’s leading influential newspaper which 
is delivered to the homes of the people living within a radius of 25 miles, reaches 
both the city and country folks. Their response to your advertising will tell you 
the true story whether or not it is worth your while to invest more money to 
reach the consumer all over the country. And if you need help from the dealer 
we will show you how you can get it.

Bltoona SlRtrror
ALTOONA, PA.

Business Direct FRED G. PEARCE. Advertising Manager
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EXPLOSIVES 
Ingin EER

REACHING THE
MINING,

QUARRYING AND
CONSTRUCTION

INDUSTRIES 
WITH UNUSUAL

PERSUASIVENESS

IX any group of industrial pub
lications The Explosives En
gineer stands out because of 

the distinction of its physical 
make-up, and the excellence of 
its editorial material.

From its inception, its editors 
have believed that attractive ap
pearance and editing would be as 
important in securing real reader- 
interest in the industrial field as 
it has proved to be in more popu
lar fields. This belief has been 
justified.

If you haven't seen a copy of 
The Explosives Engineer, send 
for one, and a glance through its 
pages will give you one good 
reason for the unusual respon
siveness of its readers to adver
tising.

Another reason is that it is the 
only publication devoted to a sub
ject of major importance to the 
mining, quarrying, and construc
tion industries—the promotion of 
safe and efficient practice in 
blasting.

If you have anything to sell to 
these industries, The Explosives 
Engineer will present your mes
sage with more than ordinary 
persuasiveness.

The Explosives Engineer 
Member A.B.C.

1000 Delaware Trust Building 
Wilmington, Delaware

FORERUNNER 
OF PROGRESS

AAAAAA

Advertising and Prosperity
[Continued from page 26]

value does not exist. It is sheer folly 
to assume that a product will take on 
compelling qualities if only they be 
claimed in advertising. Advertising 
can express, develop and amplify what 
is already present. It can stimulate 
the seed of product or service per
sonality to growth and vigor. It can
not create the seed.

For businesses with products that 
match the needs of the times, advertis
ing is a beneficent instrument; for 
those with products that have no right 
ful market claim, advertising is either 
corrective or fatal. And to soundness 
of product or service, there must be 
added soundness of marketing method, 
if advertising is to be an effective in
strument of prosperity.

Distribution costs are being sub
poenaed before the court of public 
opinion: and too often advertising 
has had to bear the unjust odium of 
marketing’s shortcomings. The logi
cal markets may have been wrongly- 
appraised. Distribution was attempted 
under conditions that made the cost 
prohibitive. Differences in buying 
habits according to fie Ids or industries 
have been overlooked. Appeals to 
buyers have not been valid. Distribu
tion channels have not been effective
ly organized. The sales force has 
been inadequate, ineffective or mis
handled. Yet of advertising is ex
pected the impossible delivery of 
economical distribution.

It is to the credit of many advertis
ing men that they have been among 
the leaders in the adoption of modern 
marketing methods and that, in large 
numbers, they are competent counsel
ors on marketing plans.

We, therefore, have a grave respon
sibility- toward those to whom we offer 
advertising counsel. Effective adver
tising must be reared on two sturdy 
foundations: the first, a product or 
service which meets existent or un
expressed needs of the market; the 
second, a waste-free marketing plan 
for reaching responsible buyers.

But sound advertising is a remedy 
for faltering business not alone in 
spurring the profitable filling of buy
ers’ present wants. XX e have come to 
see that the very development of our 
social strut ture depends upon the rap

id enlargement of needs and the intro
duction of new produt ts.

Through the adoption of production 
economies, principally the greater use 
of power and the fmits of research, 
established industries constantly re
duce the numbers of their employees 
per unit of product. The surplus 
workers thus thrown off by older in
dustries must be absorbed into new 
ones; otherwise we shall have wide
spread unemplov ment, lowered stand
ards of living, suffering, discontent. 
It is the role of consumer advertising 
quickly to introduce new products to 
a mass market, and thus create new 
demands for surplus labor.

The automobile, the motion picture, 
rayon, and a score of like products 
could not have been made servants of 
our common life so quickly had it nol 
been for the penetration of advertis
ing into every nook and corner of this 
country and through every purchasing 
level.

The very essence of the business 
press is an intimate relationship with 
an understanding of the industry or 
trade served. The significance of its 
editorial counsel finds reflection in the 
use of its advertising pages. Over 
inter-industry transactions, the indus
trial paper throws an effective net, 
tapping in for every industry on its 
supply channels, and affording the 
supplier a direct contact with his mar
ket. Ihe buyer uses the industrial 
paper as a tool of operation, making 
it the channel through which he se
lects the materials and equipment for 
the efficient manufacture of his prod
uct.

That the advertising world is fully 
aware of the importance of the busi
ness paper in serving industry, trade 
and the public, as an ally of the con
sumer medium, is indicated by the 
award of this medal, this high honor, 
to a business paper publisher tonight.

For myself and my colleagues in 
business paper advertising, I pledge 
vou our best endeavors in a continu 
ance of study, research and experi
ment, to correct misapplication of 
advertising, to make it a 'till more ef
fective tool of business, and a still 
more beneficent agent in adv ancing 
the public welfare.
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To Be Pasted in the 
Copy W riter’s Derby

K U r H McKIM F \

THE primary pm pose of advertis 
ing is to sell good* to the public.

If it is to sell, idvertising must be 
read as well as seen.

Aon can be very emphatic when you 
are talking to a woman fnce to face. Il 
is harder for her to get away than to 
stay. Common courtesy leads her to 
keep within ear range long enough, at 
least, to hear some of what you have 
to say no matter how loudly you 
shout about a dull subject.

The printed advertisement is some
thing else again.

Madame does not have to read a 
single word unless, through self-in
terest, she wants to. You are not there 
holding her hand or holding her eve. 
You are not there to gesture.

She doesn’t have to even look at 
you. let alone listen to v ou.

And she can see you—and leave 
you—in a split-second.

She is not discourteous when she 
leaves for you aie not tht le to see the 
lightning flick of the eye with which 
she dismisses you and all your works 
the very second that you become un
interesting.

There are a hundred possibilities 
of interest for her instantly at hand.

Copy must be interesting—to the 
reader—ex ei x single word of it.

League of Advertising 
W omen of New York to Hold

Dance
The annual dinner and dance of the 

League of Advertising omen of New 
York will be held on Tuesday evening, 
March 20, hi the grand ballroom of 
the Hotel Astor.

Florence Ficke, of the Periodical 
Publishers’ Association, 8 West 40th 
Street, is chairman of the Committee 
on Arrangements which includes Min
na Hall Carothers, Emily E. Connor, 
Mildred Kallfelz, Ida Clark. Kathleen 
Goldsmith, Anna M. McLean, Marcia 
Meyers, Helen Rockey and E Isie \A il- 
son.

Reservations are limited to 1000, 
and must be received not later than 
March 15 hy Elsie Wilson, treasurer, 
care of American Radiator Company. 
40 West U)th Street, New York Ihe 
tickets are six dollars.

“Style!
“Hell!
“Chester has no

‘STYLE’!”
—said one of his old clients 

to a prospective one—

HE takes his style from the thing his 
client has to sell and the story his 

client wants to tell.

“Readers don’t say, ‘My, what a fine ad,’ 
of what he has written!

“They say. ‘What a fine thing to buy!’ of 
the product or service he writes about!”

Walter Chester
220 W. 42nd ST., NEW YORK

ITriter and Counsellor to Sophisticated Agents and Advertisers

I
 American Exporters and Manufacturers

Are you helping your Agents build a strong and sturdy business, for 
your products here in Peru?

The visit of your Representative is not sufficient, your foreign competitors [3 
are slowly but surely gaining ground. §

The importance of forceful advertising here in Peru is an established fact, s 
if you are to hold your place in this large and progressive market.

The house of Belmont is at your service, let it handle your advertising for g 
you. %

A. J. BELMONT & CO. |
General Advertising Agents. Cable Address: "FERMA”

Calle Pando 719, Dept. Ill, P. O. Box 1860 8
LIMA, PERU, SOUTH AMERICA 3
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BOOKS 
for the BUSINESS MAN 

Can now be obtained by mail 
from one convenient, reliable source

n
AVE you neglected to read Chase and Schlink’s 
much discussed "Your Money’s V7orth’ ? Or 
Claude Hopkins’ "My Life in Advertising”? Or 

the Goode-Powel "What About Advertising?” which 
Earnest Elmo Calkins says is "one of the best books 

on advertising ever written”?
Let us suggest a list of three or four really important 
books on business for your winter’s reading. Or tell 
us what subject you are most interested in and we shall 
suggest the best book from our complete library. We 
have them all—the standard reference and the new 
much-talked-about book on every business subject— 
sales direction, advertising, selling-by-mail, window dis
play, advertising art, printing, research, co-operative 
advertising, warehousing.

CHECK THIS RECENT LIST 
HOW MANY HAVEN’T YOU READ?

My Life in Advertising
Claude Hopkins ...........$3.00

Window Display Advertising
Carl Percy .....................$3.50

What About Advertising?
Goode and Powel........$3.50

Warehousing
H. A. Haring ...........$10.00

Book of Sales Management
S. Roland Hall ......... $5.00

Your Money’s Worth
Chase-Schlink ............ $2.00

We also have lists of inexpensive books for 
distribution among sales and office staffs.

Robbins Publications Book Service
9 East 38th Street New York, N. Y.

SPACE SALESMAN AVAILABLE

T
HIS man has been a business builder for ten years—has 
secured orders and maintained contacts with distinction 
and success.

Now busy and highly regarded, but hopes to find work that 
carries more satisfaction and better earnings.

Agency and advertisers’ contacts are in New York territory.
Straight thinker with mature business judgment.
College graduate.
Address Box 516, Advertising and Selling, 9 East 38th St., 

New York.

Missionary Work in 
Industrial Markets

[Continued from page 32] 

vice is rendered without charge to a 
prospective customer.

Among manufacturers of conveying 
systems for plant installations, who 
usually market their products direct
ly. it is common practice to offer en
gineering and designing service to 
prospective customers. A conveying 
system usually has to be adapted not 
oidy to the kind of materials to be 
transported but also to the layout of 
the plant in which it is to be installed. 
When a plant refrigerating system is 
to be installed by a company requir
ing such equipment it likewise is nec
essary to have the equipment suited to 
the technical needs of the user and 
also adapted to the plant layout. Man
ufacturers of plant refrigerating 
equipment consequently offer technic
al sales service. A third example of a 
similar sort is furnished by companies 
which manufacture steam turbines and 
large units of power equipment.

IN such instances as those just cited 
the buyers’ requirements are indi
vidualized and highly technical, 'fhere 

is an advantage to a buyer in having 
the advice of specialists on the prob
lems involved. From the selling com
pany’s standpoint, it is important that 
the equipment installed yields satisfac
tory results, since such satisfaction 
will enhance the company’s reputation 
among other potential purchasers of 
such equipment. These a>e the basic 
reasons for the rendering of technical 
sales service under such circumstances. 
So long as indiv ¡dualized problems of 
this sort continue to arise so long will 
technical sales service be needed for 
dealing with them.

When a company puts a new type 
of equipment on the market, it may 
find that it can lessen sales resistance 
for that equipment by offering tech
nical sales service. The motor bus is 
a new tvpe of equipment which illus
trates this point. A company, which 
manufactures motor busses and sells 
directly to operating companies, main
tains a force of engineer« whose ser
vii es are available to companies or 
promoters contemplating the estab
lishment of new bus lines. These en
gineers study the traffic conditions of 
a pai tii ular locality, render a report 
on the practicability of opening a bus 
line, and state the type of equipment
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280 years of selling 
Packedjn a single day/

John jones is an average specialty salesman. He makes

twenty calls a day works five days a week (reporting to the

office on Saturday morning) J and fifty weeks a year (with

two weeks out for vacation). 2 We’ll say he holds his job for
twenty years and then 

grandson succeeds his son.

turns it over to his son. Then his

Well, by the time his great-
great-great-great-great-great-great-great- great-gueat-great-grandson 

would be finishing his selling career 280 years from now, the
Jones salesmen would have made almost as many selling calls as 
the Sunday News does in one Sunday. The Sunday News,
with more than 1,400,000 circulation every Sunday transcends time 
and shrinks space in making sales. The largest Circulation in 

America covers the richest market in America as no other adver

tising medium or sales force can! And it presents the advertiser’s 
message as no other medium does—in a readable small-size Sunday 
paper on the visible small-size Sunday page—at a lower cost! I;

\^T7 XX ■ 1 WT 25 Park Place, New York
IMllVl O New X ork’s Picture Newspaper Tribune Tower, Chicago
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New England’s Second Largest Market

Providence 
Payrolls

Payroll checks on Providence Clearing 
House banks during 1927 amounted to 
$137,599,000.00, an average of more 
than $2,646,000.00 per week. These 
figures are for Providence banks only 
and do not include branches in other 
cities. (Figures furnished by Brown 
Bureau of Business Research J These 
figures do not include salaries or wages 
paid by individual check or direct from 
cash drawers.
Providence is the trading center of 
Rhode Island. Three-fourths of the 
state’s population live within a fifteen 
mile radius of this city.

The Providence Journal 
and

The Evening Bulletin
with a combined circulation of more 
than 114,000 cover Providence thor
oughly and go into the great majority of 
English speaking homes in the state. 
The circulation of these newspapers is 
greater than that of the other eight Eng
lish language dailies in Rhode Island 
combined. They offer advertisers ade
quate coverage of the prosperous Rhode 
Island market at a minimum cost.

Providence Journal Company
PROVIDENCE, R. I.

Representatives
Chas. H. Eddy Company R. J. Bidwell Company

New York Boston Chicago San Francisco Los Angeles Seattle

best suited to the conditions at hand.
A somewhat analogous melhud is 

employed by a company which manu
factures a chemical compound for use 
in plants which have large quantities 
of parts or materials to be cleaned in 
bulk. The company’s technical rep
resentatives can be called in by man
ufacture! s who are desirous of ascer
taining the practical possibilities of 
improving their methods of cleaning 
materials or parts in process.

WHEN technical sales service is 
offered by a manufacturer of a 
new type of equipment or a new type 

<>f material, the purpose is not only to 
supply technical knowledge lacked 
by prospective buyer but also to speed 
up sales by overcoming inertia. The 
stimulative sales influence in such in
stances probably is as great as the in
formational service. In cases where 
the newness of the type of equipment 
or material is one of the chief reasons 
for rendering technical sales service, 
the force <>f that service is likely to 
slacken as the newness wears off and 
the use of the equipment or material 
becomes more and more widely ac
cepted as standaid practice.

When a company which distributes 
its products through jobbers or deal
ers offers teihnical sales service, the 
serv ice usually has something of a 
missionary character, since one of its 
chief aims is to foster distribution, 
(hie example of technical sales ser- 
v ice rendered by a company which 
distributes its product through deal
ers is furnished by a company manu
facturing book paper. The company 
sells its product to jobbers who re
sell it largely to job printers for use 
in preparing booklets and pamphlets 
of many sorts. The company grants 
exclusive franchises to its distributers 
which afford to each protection in the 
city in which he is located. The com
pany prepays freight on all shipments 
to distributers. It has standardized 
its products; and it advertises exten
sively to manufacturers and others 
who are poll utial customers of job 
printers. (he company employs a 
small group of field men who do not 
solicit orders but who furnish tech
nical assistance to printers. The whole 
marketing plan employed by this com
pany has been thoroughly successful 
because it was carefully worked out 
and its various parts well coordinated. 
Technical sales service properly fitted 
in to that plan.

Another successful plan of much
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NOT
"like we did for

HOOFTUS GOOFTUS

in 1915...

GEORGE 

BATTEN 

COMPANY 

Inc.

Advertising' 

+ 

N E W YORK 

CHIC 4 G O 

BOSTON

For untold centuries, it seems, the victims 
of the Chinese bandits have been asked to 
kneel in order that the ceremony of be
heading might be completed.

But. recently, these bandits took prisoner 
one Dr. Frank Price of the Nanking Theo
logical Seminary Requested lo knee), Dr. 
Price somewhat stubbornly remained 
standing. \ second, a third, and evenlualh 
a seventh request lo kneel was politely but 
firmi« denied.

The bandits were battled by this defiance 
of a time-honored custom. They knew but 
one method of beheading a man, and it re
quired that the victim kneel in a certain 
attitude and the executioner— an artist and 
a craftsman—swing his snickersnee in an 
arc prescribed by tradition.

Dr Price is alive today.
.............. One of the advantages in using 
voung writers of advertising copy is their 
willingness to try the new and unusual.

Thev have no long-established traditions 
to protect. They di< not know a dozen 
reasons why a thing cannot b< done.

When a new -troke is proposed, they 
do not «ay, '"Oh, yes. I know. Some thing 
like what I did for Hooftus Gooftus in 
1915.”

That is one reason why our Copy Depart
ment is largely composed of young writer« 
—men and women in their late twenties 
and early thirties.

knd tin re's another reason for using 
young writers iu advertising. If you will 
glance through the pages of any magazine, 
sou are largely inclined to the conclusion 
that most advertised productswill be bought 
by people under forty

They're (he ones whose needs arc daily 
changing . hav ing babies—feeding, cloth
ing- rearing children—building houses— 
furnishing homes—buyingcars—ae quiring 
the- properties and habits with which to 
w ork through middle- and later life.

There are activities in adve rti'ing—plenty 
of them- -where age is a distinct asset.

Bal too much of it is often a handicap in 
the wore! business—the business of selling 
in print to young buyers.
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Tressions

BAUER TYPE FOUNDRY CJnc

rirahona

LA PRENSA 
of Buenos Aires 

PUBLIC SERVICES

So famous are the public services of LA PRENSA that a 
great American newspaper sent a representative to Buenos 
Aires several years ago for the sole purpose of studying them.

These services have been established for many years. 
They include a complete music school, medical and surgical 
clinics in charge of leading specialists, a legal consultation 
bureau with a staff of lawyers in attendance, assembly rooms 
for meetings of citizens and for lecture courses, a public 
library, an industrial chemistry bureau, an agricultural and 
stock-raising bureau and others.

The services are all free to the public. They are used by 
many people daily, both rich and poor. They were estab
lished to meet public needs, and have served very largely to 
establish the prestige of LA PRENSA on an unusually high 
plane.

Exclusive Advertising Representative

JOSHUA B. POWERS
14, Cockspur Street, LONDON, S.W.l 250 Park Avenue, NEW YORK

D E S I G

the same sort is used by a metal man
ufacturing company which produces 
an alloy especially resistant to corro
sion and heat. It is a fabricating ma- 
teiial sold to manufacturers of a great 
variety of equipment. The metal is 
distributed, in the form of toils, pigs, 
or sheets, entirely through indepen
dent metal jobbers ami supply firms. 
'I he metal jobbers, about fifteen in 
number, are lot ated in the large in
dustrial centers. They carry exten
sive warehouse stocks. The supply 
firms are located in smaller cities and 
carrv less elaborate stocks. The com
pany has no branch sales offices and 
does not employ salesmen for the so
licitation of orders. The < ompany 
does have a crew of technical special
ists in the field, however, to advise 
manufacturers how to apply, handle, 
and machine the metal. Each held 
man is a specialist in one or two fields. 
This i ompany is performing a sales 
promotion task which clearly belongs 
to it rathet than to the distributers.

Tyler, in his ‘’Chemical Engineer
ing Economics” ' p. 192), states: ‘‘The 
producers of ‘accelerators’ for the vul
canization of rubber rely largely on 
their technical field service to develop 
sales and create sustained demand for 
the product. Other examples of tech
nic al service are found in the market
ing of lubrii ating oils and greases, 
technical paints, dyestuffs, tanning 
materials, explosives, sy nthetic plas
tics. organic solvents, industrial gases 
and acid-resisting alloys.”

ONE of the large lumber producing 
companies offers an advisory ser
vice to manufacturers on their crating 

and packing problems. 1'hat company 
apparently expects in this wav to stim 
ulate among users an interest in the 
kind of lumber it produces which will 
enable it to secure broader and more 
intensive distribution bv inducing a 
larger number of dealers to carry its 
products in stock.

The examples whieh have been 
given by no means exhaust the list of 
industries in which technic al sales ser
vice is utilized in industrial marketing. 
Thev do indicate, however, some of 
the conditions under which technical 
sales service properly finds a place in 
a manufacturer’s program of sales 
promotion.

1 lie tw o chief obstac les that may be 
enc ountered in offering technic al sales 
service ire the possible antagonism of 
consulting engineers and the cost of 
the service. The grounds on which
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SALESMANAGERS

This is one of Amelias 
Most Profitable Markets

Dispatch Coverage
City
The Dispatch City (Greater Colum
bus) circulation for the 6 months* 
period ending Sept. 30, 1927, was 
6/7 of the number of occupied 
family domiciles in Greater Colum
bus. More than 75% of this 
Greater Columbus Circulation is 
home delivered.

I rban Lorerage
Among the families in the 77 larg
est cities and towns in the Great 
Central Ohio Market, including 
Columbus, the Dispatch has a com
bined average coverage of one paper 
to every 1.8 families.

Trading Area Coverage
Among all the families in the Great 
Central Ohio Market, the Dispatch 
has an average combined coverage 
in and out of Columbus of one 
paper to every 2.8 families.

Executives in charge 
OF SALES and advertising 
find it far more economical 

to exploit the Great Central Ohio 
Market than any other market of 
similar size.
Unexcelled transportation facilities per
mit sales representatives to cover Whole
sale and Retail Outlets with a minimum 
of time and selling expense. The in
tense coverage of the Columbus Dis
patch creates a low-cost consumer de
mand. Both advantages combine to 
bring richer profits to sales and adver
tising effort.

WHOLESALE and 
RETAIL OUTLETS 

A detailed tabulation of Columbus 
and Central Ohio retail outlets is 
provided in "A Study of All Ameri
can Markets,’* published by the 
100,000 Group of American Cities, 
Inc., of which the Dispatch is a 
member. Further information fur
nished upon request to this news
paper.

Transportation Facilities
Railroads
Seven trunk lines with 18 divisions 
enter Columbus. 152 passenger 
trains enter and leave the Union 
Station daily. 12 passenger trains 
enter and leave the Broad St. Station 
daily.

Electric Railways
Supplementing the railroads are 9 
traction lines supplying fast and fre
quent electric trolley service to all 
parts of central Ohio.

Bus Lines
Feeding and supplementing the rail
road and traction lines are bus lines 
which operate 170 cars daily in every 
direction from the city.

Highways
Eleven main highways and three sec
ondary highways radiate in all di
rections from Columbus. These in
terlace with good roads all over the 
territory offering a dependable means 
of transportation for representatives 
who travel by automobile.

Columbus ilispatch.
HARVEY R YOUNG 

j Director

OHIO’S GREATEST HOME DAILY’

Paid Circulation 117,077
O'MARA and ORMSBEE, Inc. 

National Rrprrtentatlm
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Booth Newspaper Cities
of Michigan

Saginaw
1920 Census 61,903 

Present Estimate

75,688
Saginaw, Michigan’s fourth city, 
is the center of the fertile Sagi
naw Valley, which has always 
been the source of wealth and 
prosperity. Its fine stores are 
liberally patronized by the en
tire population.

How Many of the 35,000 
Families in This Trading 
Area Buy Your Products?

Saginaw is a splendid market 
and should be on every national 
advertiser’s schedule for 1928.

THE SAGINAW 
DAILY NEWS 

daily and Sunday is the only 
newspaper in Saginaw and Sagi
naw county and has a daily cir
culation of

26,156
A. B. C. Net Paid for year 1927.

This is the second of a series
ing the principal cities of the Booth Newspaper Area. 
Watch for other announcements in> subsequent issues.

THE BOOTH PUBLISHING CO.
Grand Rapids Press Saginaw Daily News 

Hint Daily Journal Kalamazoo Gazette
I. A. KLEIN, Eastern Representative

50 East 42nd St., New York

Motor Truck Fleets 
for Bakeries

More and more bakeries are motor
izing their delivery fleets. To reach 
this fertile market for motor trucks, 
use BAKERS' HELPER, which 
covers the major buying power of 
the bakery field. Ask for facts on 
this coverage.

Published Every Other IF cek
431 SOUTH DEARBORN St., CHICAGO

Kalamazoo
1920 Census 48,487

Present Estimate

68,000
For 96 years the Kalamazoo Ga
zette has been growing with this 
territory, aiding its development 
and serving the interests of all 
of its people. It is the one news
paper that completely dominates 
Southwestern Michigan.

THE KALAMAZOO 
GAZETTE

is published in the city of Kala
mazoo--- midway between Chica
go and Detroit. It serves a terri
tory rich in commercial and in
dustrial possibilities. Thickly 
populated, covered with a net
work of good roads, steam and 
electric lines, this area offers un
usual opportunities to national 
advertisers.

A. B. C. Net Paid Daily Average 
Circulation 3 months ending 

Sept. 30, 1927

28,577
of advertisements featur-

Jackson Citizen Patriot Muskegon Chronicle 

Ray City Daily Times Ann Arbor Daily News
J. E. LUTZ, Western Representative

6 North Michigan Ave., Chicago

House Organs
Why not send a friendly house organ 
to your customers? It pays. Some of 
our users have been mailing out house 
organs every month for twenty years. 
Write for a copy of the William Feather 
Magazine.

The William Feather Company
605 Caxton Building, Cleveland, Ohio 

consulting engineers max’ take offense 
are obvious. When a company de
sires to retain the good will of consult
ing engineers, therefore, it must be 
hesitant about offering free engineer
ing service by its own stall. The cost 
of rendering technical service is high, 
provided it is well done and unless 
it is xvell done it is a boomerang. The 
preparation of engineering plans as 
part of the sales serxice for a large 
power installation, fur example, some
times costs manxr thousand dollars; 
and on less elaborate piujeits the cost 
of free seix ice often is proportionately 
high, f ailure to restrict their service 
properly has caused embarrassment 
to seve ral manufacturers. In order to 
guard against abuse of its offer of 
technical sales service, one company 
xvhich manufactures grinders requires 
blue piints to be submitted with each 
request for special advice; if there is 
doubt regarding the integrity of the 
intentions of the potential customer 
requesting the service, the company, 
furthermore, has an inquiry made 
through its sales organization before 
the xvork is undertaken.

The sue cess of several companies in 
offering technical sales serv ice proves 
the worth of that method of sales pro
motion under spec ial circumstances. 
It is one means of furnishing operat 
ing officials and staff executives of 
companies that are prospective cus
tomers w ith tlie technical information 
thev need on a company’s product,

This is the eighth of a series of articles 
by Professor Copeland on Industrial Mar
keting. The ninth will appear in an early 
issue.

National Trade Journals, Inc. 
Acquires Ten Trade Papers
National Trade Journals, Inc., N< w 

York, a new $1.000,000 enterprise, has 
recently been started. Ihey have ac
quired and will publish ten trade 
journals under unified management, 
although the journals serve diversified 
industries. The diversification of in
dustries gives the company great sta
bility inasmuch as a possible let down 
in one or two of the industries served 
by these publications will not materi
ally affect the earnings of the group.

The publications are: Building Age 
and National Builder, Butchers Advo
cate and Market Journal, Canning 
Age, Cement Mill & Quarry, Motor 
Boat. National Cleaner and Dyer, Oil 
Engine Power, Sporting Goods Jour
nal. Fishing Gazette, Motorship.
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New Book by Percy on
Window Display

Window Display Advertising, by Carl 
Percy. John Day Company, New York. 
$3.50.

S
j I >IU and window display ad
vertising, which constitutes the 
major portion of that group of 
media customarily referred to as 

“dealer helps,” must henceforth be 
considered one of the major forms of 
advertising. Oue of the leading ad
vertisers todav ranks it as equal in 
important e to magazines and news
papers.

In his new book. “W indow Display 
Advertising,” Carl Peri y estimates the 
annual expenditures for this form of 
display material at $100.0110,Out). This 
fact alone justifies its being so con
sidered, and may be one reason why 
it is arousing so much interest on all 
side« and why advertisers are i on- 
tinually seeking more data and in
formation on how to use it more effi
ciently .

Great strides have been made from 
the uot-so-far-away days of preparing 
a “sop to the dealer” to the large cam
paigns that are now regularly planned 
with completely installed displays in 
the windows of selected lists of deal
ers. How effective this medium can 
become when intelligently planned 
and executed is well covered in this 
textbook for the advertiser, advertis
ing agent, and the producer of display 
material.

As former chairman of the Research 
Committee of the National W mdow 
Display Advertising Association, Mr. 
Percv made extensive investigations 
into the reactions of the dealer in his 
acceptance of the manufacturer s offer 
of assistam • in helping him to create 
better selling windows. Since then 
he has conducted considerable re
search work for his clients. He now 
discloses for the first time what really 
happens when advertisers' displays 
are shown in a retail window.

For instance, the results are given 
of a check made in one store covering 
a period of 26 weeks prior to the use 
of the display. Sales of the product 
featured during this period were 26 
units. A display was shown in the 
window for two weeks. The sales 
during the subsequent 26 weeks were 

78 units, or a net gain of 52 directly 
attributable to the display. 'I he 
revenue gained was SI 1.56 and the 
share of the cost for the display was 
$1.50.

“Il is interesting to note,” com
ments Mr. Percy, “that the total sales 
in this town (including all the stores) 
almost doubled while the windows 
were m. and almost tripled dining the 
two weeks alter the windows were re 
moved.”

Many other equally valuable tables 
are given in the book.

There is an interesting and much 
needed chapter on creating ideas and 
the selling strategy which should be 
built into window displays. As Jerry 
Mi Quade, editor of Display Topics, 
recently said: “Why place a display in 
a window with a few bromide words 
that have no selling punch?” 'This 
chapter should help correct muih of 
the lazy thinking that has found its 
way into the preparation of display 
material in the past.

“W indow Display Advertising” is to 
the point, it is well illustrated, it 
summarizes the best practice in use 
today, and it throws considerable new 
light on an increasingly important 
form of advertising.

C i Acate.

Trade School Classified
Advertising Limited

The Better Business Bureau of ( hi- 
oago ha» played a large part in bring
ing about the new ruling of the clas
sified managers of the Chicago news
papers. After learning of many def
inite cases in which the guaranteeing 
of positions to prospective students ot 
trade schools was used as a ruse to 
get large enrollments, the managers 
have unanimously agreed to the fol 
lowing:

That it will be necessary for every 
trade school using the classified col 
umns to omit from their advertising 
the assurance of placing a prospective 
student in a position unless he is qual
ified as a graduate of the school, and 
then put him to work in a position m 
a line in which he was instructed.

Hotel
48th St., West of Broadway 

450 Rooms, 450 Baths
Larger and Comfortable

RATES $4.00, $5.00 and $6.00
Curtis A. Hale

Managing Director

LAUNDRIES
. Use tremendous quantities of steam . 

plant, electrical, office, automobile 
delivery and other equipment. 
Over $4,000,000 is being raised to 
advertise and sell the laundries to 
the public;
The Laundry Business Will Be Dou
bled in Less Than Four Years’ Time!,, 
There is an opportunity for everyone 
whose product or services can be used 
by power laundries.
TheStarchroi mLaundry Journal 
—monthly trade journal -over 200 
pages, covers this industry For copy, 
rates, etc., address

The Starchroom Publishing Co.
. 421 Commercial Square, Cincinnati,. Ohio

TheTaxi Weekly Cab Industry
NEW YORK EDITION goes to 10.000 taxicab 
Individual, fleet and company operators. Issued 
Mondays.
NATIONAL EDITION, ready January 1. 1928, goes 
to 4.00 0 fleet and company operators throughout the 
U. S. Issued Wednesdays.

Published in Its Own Printing Plant at 

54 West 74th Street^—New York City

CLASSIFIED ADVERTISERS !
MAIL ORDER ADVERTISERS!

TRADE JOURNAL ADVERTISERS !
1 Send for FREE copy of our NEW 192 8 "Advertisers 

Rate and Data Guide." 36 page directory contains dis
I play and classified rates of best producing magazine» 

nnd newspapers.
Write today for your copy of the Guide.

E. H. BROWN ADVERTISING AGENCY
Dept. F, 140 S. Dearborn St., Chicago, Ill.
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Squibb's “Bottled Sunlight” 
shines upon the entire den
tal profession each month 
from an Oral Hygiene page.

A second page is devoted |l 
to Squibb’s Dental Cream JJ

Oral Hygiene
Every Dentist Every Month

1116 Woltendale Street. N. S.
PITTSBURGH. PA.

CHICAGO: W B. Conant. Peoples Gas Bld«.. 
Harrison sits.

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 Mont
gomery St.. Kearny 8086.

Plus 
Layouts

Beautiful illustrations 
and interesting, forceful 
copy are fine—as far as 
they go. To attain full 
value they must have 
the support of distin
guished. out of the 
ordinary “layouts

^Cargill CompanyGrand Ra pid s

Business Is Getting Public
[Continued from page 28]

| obliged to cover. The ones represent
ing disgruntled opinion are rooting 
about, trying to find a loose coiner 
of the proposition to pull up again. 
All this nosiness mind you, about our 

i business. A dozen, or more, groups 
of engineers read these articles and 
discuss the outcome pro and con. 
We’re getting to have about as much

I privacy in our business as a society 
I divorce.’"

“TTS getting distasteful!” I sug
I gested.
‘‘Distasteful, nothing!” he snorted. 

"It’s getting expensive; that's what
1 it’s getting. The cost of this kind of 

selling is eating up all our profits.”
i I wonder if that same third party 

interference couldn't be capitalized?” 
I asked him, reflectively " After all. 
it’s only a form of public opinion, and 
the manufacturers of domestic con
sumer products at least, have succeed
ed pretty thoroughly in putting public 
opinion to work for them.”

He quickly displayed a good insight 
into that point of view. “Yes,” he 
said, “I know what they’ve done. 
Phey’ve taken a product of wide ap
peal, lending itself to thorough and 
often elaborate distribution machinery 
by means of which they’ve saturated 
the field until every prospect that sees 
their advertising can be immediately 
supplied. Then, they’ve blanketed the 
country with their advertising. Out 
of a million circulation, eight hundred 
thousand are prospects, and out of the 
eight hundred thousand, maybe, two 
hundred thousand a dav sec the adver
tising and. possibly a hundred thou
sand buy. But that hundred thousand 
gives the advertiser a volume that 
satisfies hrs distributors and crowds 
hrs factory. Easy enough. He can 
deal in big figures. But what chance 
have I with a line that can’t be dis
tributed, with a field of perhaps from 
thirty to fifty thousand prospects, only 
two dozen or so of whom are current
ly active?”

“True enough,” I said, “but I’m in
clined to think this domestic consumer 
manufacturer has found out some
thing else that it might pay you to 
think about; he’s found out how to 
think in terms of public opinion and 

shape his policies accordingly. He's 
found that it isn't sufficient to rate his 
advertising in terms of how many peo
ple probably see it each day. The 
advertising effect doesn’t travel in 
radial lines between himself ami a 
million individuals; it travels through 
the public in a circuit. A and E and 
Q. who actually read the advertise
ment, are in some form of communica
tion oi influential < ontact with the 
rest of the alphabet. who may not actu
ally see the advertisement at all but 
react to it just the same, through their 
observation and emulation of the buy
ing habits of A, E, or (I. As a result 
a favorable public opinion is built up 
among a given million, nine hundred 
thousand of whom might not be con
scious of ever having seen the adver
tising. That kind of a result would 
do you a lot of good in relation to 
these iiiduslri.il groups now ‘intruding 
in vour affairs.’ In other words, if 
you could cause your prestige to circu
late through the industrial public to 
an extent that would turn what you’re 
calling public intrusion to public 
support, think what it would mean to 
you. And you have an organized pub
lic to deal with which ought to make 
it simpler: a public that is a great 
mosaic of groups; organized thought 
groups -engineering groups—produc
tion gioups—financing groups—a 
public that deriv es and disseminates 
its opinion partly through the media 
of many publications, and as many 
annual gatherings in convention. A 
favorable industrial public opinion 
means lower selling costs for you just 
as it does for the general advertiser.

WOl LDN I it be more profitable 
to study business development 
from that angle rather than to limit 

your vision constantly to the two 
dozen or so prospects who mav be 
currently active? Wouldn’t it be bet
ter to consider the matter from that 
angle, i ather than to mourn a van
ished privac y ?”

The telephone rang.
“Fhis is Mr. Black of the Packer's 

Journal, Mr. Spaulding. I’m speaking 
foi Mr. Koss, secretary of the Fruit 
Packer’s Association. 1 am commis
sioned to ask you to speak before thr

iiiduslri.il
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Ihelkavt^lndomZMarket
-thelëmîiW  ̂rêd hj

' ■ M TERRE HAUTE II /llk /iiih i; r
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Of all Indianapolis 
papers. The Indianap
olis Star has the largest 
daily circulation in

—8 of the 9 counties ad
jacent to Marion (In
dianapolis).

—15 of the 22 counties 
in the 45-mile zone.

—33 of the 51 counties 
tn th^ T 5-mile zone.

—56 or the 92 counties 
In the state.

- INDIANAPOLIS—the geographical,
political and commercial center 
of the state.

MUNCIE—50 miles northeast of In
dianapolis.

TERRE HAUTE—68 miles south
west of Indianapolis.

AND THE STAR in each city is the 
only morning newspaper, and in two 
of them—Indianapolis and Muncie— 
the only Sunday paper.

These three newspapers offer adver
tisers a circulation of 156,713 daily, 
and 178,916 Sunday. Using the 
three means a concession of 4c an 

$ agate line to the advertiser.

The Star League of Indiana
Represented in Chicago, New York, Boston, Philadelphia and Atlanta by the

KELLY-SMITH COMPANY
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WE OURSELVES

DISGUISE it in any way possible, yet every 
advertisement is put out with the hope and 
desire to get business. That is why we adver
tise. li e want more work, and if you will let 
us talk to you about your printing problems 
we are confident that we can help you—better 
still, we can prove it.

THE MARCHBANKS PRESS
114 EAST THIRTEENTH STREET, NEW YORK

STUYVESANT 1197

Association’s convention next month 
on ‘The Application of Higher Steam 
Pressure in the Packing Industry.’ It’s 
an excellent opportunity to have vour 
company represented before these im
portant buyers.”

“Thank vou very mu< h ' replied 
Mr. Spaulding, with some irritation. 
“I m a manufacturer of boiler equip
ment. not a packer. No. no,” he con
tinued; “sorry, but it can't be done.”

“Confound it,” he grumbled, as he 
hung up the receiver, “that's the sec
ond association this week that h vs 
asked me to talk It keeps me going 
hard enough to keep up with my own 
business.”

“Vou re getting more and more of 
these request- every year?” I asked.

“Every month, it seems.” he grunt
ed. absently.

“Have you a record of the associa
tions to « hich jou have recently been 
asked to speak?”

HE passed my request along to his 
secretary who, after a few mo
ments produced a penciled list.

It showed a miscellaneous assort
ment of associations, comprising a city 
manager’s organization, an organiza
tion of tow-boat owners and opera
tors, a gathering of i< e and re
frigeration engineers, a laundry own
ers’ association, an inland waterways 
convention, and a meeting of land 
drainage commissioners.

“Have vou sold equipment to all of 
these classes of people?’ I inquired. 
Ho took the list ami glanced over it 
briefly. Yes, they’re all in our gen
eral run of business.” he replied.

I selected one of the groups that 
seemed to form about the thinnest and 
most highly special market. How 
about this land drainage group?' I 
inquired. “How do you go about sell
ing them?”

He waved me aside with some im
patience. “See Dow,” he said.

I hunted up Dow, a senior sales en
gineer, and put my question.

“Yes,” said Dow, “we had a heck of 
a time on that job. Everybody horned 
into it, and bi fore we got through we 
didn't know whether we were in the 
boilei business Or were promoting a 
haven for superannuated bullfrogs. 
We first got in touch with it through a 
local promoter who owned some of 
the Lind,” he continued. “It looked 
like a good power job, and so we did 
something that this company ordi
nal ilv doesn’t do. We got together
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Advertisers who 
have ordered space in Colliers

Now
1,600,000with more than 650,000 on the newsstands

Since June 1925, Collier’s circulation has 
steadily increased — showing a growth to 
date of 568,359. Note that eachsix months’ 
period has registered an emphatic gain — 
there are no fluctuations in the circulation 
curve — and the chart tells a story of con
sistent progress resulting from a brilliant 
but sound editorial program.

Collier’s Growth

kN OLLIER'S, today, puts an extra quarter 
million or an extra half million families into 
the market of those advertisers who last year 
looked ahead and ordered space for 1928.
In other words, it gives them 1,600,000 
homes—whereas they contracted to buy 
only 1,100,000—or 1.350,000—depending 
on the date space was reserved.
Collier’s newsstand sales have grown so fast 
that they have outrun all office forecasts and 
our own organization repeatedly overnight 
has been forced to revise figures, plans, me
chanical and traffic arrangements.
Three times in the past twelve months our 
promises to advertisers have been made good 
far in advance of expectations—and the end 
is not yet in sight.
Today we are delivering 1,600,000 with 
more than 650,000 on the newsstands.
And the most gratifying feature to those 
advertisers who in 1928 will reap their share 
of the profits incident to Collier’s progress 
—is the fact that this growth, although dra
matic, has been steady and consistent—as 
shown by the chart opposite.
THE (ROW ILL PUBLISHING COMPANY 

NI. W A ORK
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“THE WORLD IS GOOD . . . 
THE PEOPLE ARE GOOD”

Jack, I'm here. And I'm certainly glad to be 
living. Got up this morning with the sun, did five 
miles (five was the word) and came back to break
fast. Man, that breakfast! You never produced 
anything like that at camp, even in your best mo
ments. They tell us we’re to eat at the same table 
every day. That pleases Margaret; I rather like 
it myself, because it makes things seem more like 
home. . . . This whole place gives you a satisfied 
feeling. It’s our first time down, but they treat us 
like old friends. If I know anything, we’ll be old 
friends—from now on.

We'd like to send you a booklet about Chalfonte- 
Haddon Hall. Will you write for a copy?(HAIFONTE'HaDDONHaE 

ATLANTIC CITY
AMERICAN PLAN

LEEDS & LIPPINCOTT COMPANY.
* 4

"Business" (says Mr. Virgil Jordan of 
the National Industrial Conference)"is 
not a machine run by mechanical laws • 
•••••••• It involves a lar^e amount of 
human nature and instinct.

BY APPOINTMENT

KENNETH M. G( )( )DE Graybar r^duJ^new York 
LEXINGTON 3444

with some other non - competitive 
equipment manufacturers to lend what 
cooperation we could, through the 
< ontacts of our men, m getting the dis
trict organized. Ihe first opposition 
we met was from an association active 
in the protection of wild life; not met- 
iopolitan wild life, but that of fish, 
birds and game. These people gave 
us quite a battle, both by personal in
fluence m the district and through the 
newspapers. We had to meet their op
position squarely, with the bankers, 
with the landowners in the district 
and with individuals having influence 
with the public, because to finance the 
enterprise bonds had to be sold; the 
banks had to handle those bonds and 
had tn have a receptive public opinion.

WE met it by showing, first, the 
ample provisions being made by 
the state for the preservation of wild 

life. We followed this up with figures 
as to the appreciation in land values 
invariably following drainage enter
prises, showing that it is not uncom
mon for such appreciation to amount 
to as much as 300 per cent. We 
pointed out the increased tax revenue 
derivable from it and the stability of 
the project, from the public invest
ment angle. We finally got the dis
trict organized and the commissioners 
appointed. An engineer was employed, 
a survey made and plans drawn. The 
question of the pumping plant was 
taken up and the real battle began.

“We found that we were up against 
not only a hard battle with our direct 
competitors but also a fight to sustain 
steam as the method to be used. The 
elec trie power companies and the Die
sel engine manufacturers were on the 
job, and we found that they had been 
on it as long as we had. It became a 
three-< ornered light on the method of 
pon er generation to be employed, 
rhat part of the battle was along well
drawn lines, but we had to fight it 
with one eve on our own field.”

“Is this alignment on the selling 
part of the job representative of the 
alignments on most of your jobs?” I 
asked. “I’m disregarding the promo
tion part for the menu nt,’ 1 added.

'The factors might shift a bit,” he 
said. “Some of these groups might 
not appear but others would. The set
up is probably representative of a 
great number of deals?”

‘What is the greatest single aid in 
soiling such a situation?’' I ventured, 
half expecting to be accused of asking 
a foolish question
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E DailvMetalTr
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AvüüO B HEADING 
TO VALLETS . SftTT STEU. I Mi BCTW, m or «unte
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The Highroad to a New Qroup 
of Industrial Buyers

We live in a new world from the days of ’61 
when guns boomed at Fort Sumter. Within the 
span of a lifetime has come the telephone, the 
radio, the vacuum cleaner, the Twentieth Cen
tury Limited, the automobile, the airplane, and 
a host of other marvels, all of which have been 
brought to their present state of perfection 
through the development of the modem abrasive 
wheel and grinding machine. It is the grinding 
machine which has made possible the quantity 
production of quality products.

Realizing the key position which grinding occupies in 
modem manufacturing, seven years ago Abrasive Industry, 
a monthly magazine devoted solely to abrasive engineering 
problems, was established by The Penton Publishing Co.

Today it is recognized throughout the world as the grind
ing, buffing and polishing authority—the only publication 
of its kind in America. As such it dovetails into a specific 
branch of the great metalworking field served completely by 
the House of Penton through its other publications. Il oh 
Trade Review, Daily Metal Trade, and The Foundry.

Through ABRASn E Indi st ri , the House of Penton brings 
to manufacturers of wheels, grinding machines, and shop 
equipment generally a new group of industrial buyers who 
look to this publication for the highly specialized informa
tion they can obtain nowhere else.

The Penton Publishing Co
Penton Building Cleveland, Ohio

The Penton Press—Printers of newspapers, business 
papers, national magazines, books, catalogs, etc.

M.mtvr. Audit Bureau of Circulations Member. Associated Busmess Papers.
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Modern Farm 
Women Read 

THE 
Farmer’s Wife

W
ITH its thoroughly rural viewpoint, The Farmer’s

Wife is often the only magazine read by the 
modern farm woman. City magazines have a metropol
itan air that is not appealing to the rural woman.

She is up-to-date, progressive, and eagerly acquiring 
one “labor-saver” after another for her home. Frequently 
she must take her local dealer’s word for the make of de
vice she buys, because she never sees the advertisements 
in city magazines. -

The ideal way to reach the modem farm woman 
in the prosperous rural districts is through her own 
magazine. The Farmer’s Wife is the only magazine in 
America publish d exclusively for farm women.

Farmer s Wife 
A Magazine for Farm Women

WEBB PUBLISHING COMPANY, PUBLISHERS
St. Paul, Minnesota

Western Representatives Eastern Representatives

Standard Farm Papers, Inc. Wallace C. Richardson, Inc.
307 North Michigan Ave. 250 Park Avenue

Chicago. Illinois New York City
Member Audit Bureau of Circulations

He came right back with the snap of 
a man who had been thinking along 
the same line. “Standing,” he said; 
“high standing of our company in the 
steam poxver field; something xve 
haven’t got enough of.”

“Another word for favorable public 
opinion in the industrial fields of 
xvhich these groups are a part.’'

“AVES,” he said, “which is largely
JL a matter of being in your in

dustry. You know,” he continued 
thoughtfully, “a concern can operate 
within a given industry without ever 
being really a part of it. You can 
keep on taking out of an industry 
without ever putting am thing back in 
and manage to get along. But the time 
always comes when you pay for it. 
To be really in an industry to be 
recognized as constructive and author
itative in it, you’ve got to contribute 
to the advanc ement of it. and the 
amount of standing you get is in direct 
proportion to your contributions. All 
general industries are interrelated in 
thought.” he went on. “If you’re an 
outstanding figure in your own indus
try and your oxvn industry is impor
tant enough, you become an outstand
ing figure in all interrelated indus
tries."

“How can you contribute so liber
ally and still maintain the privacy in 
vour oxvn business?”

“Privacy!” he said. "There isn’t 
any such thing any more.”

“The re s you and the < ustomer, and 
industrial public opinion—three par
ties,” I suggested.

‘That’s it." he assented.
I caught Mr. Spaulding in a leisure 

moment and sketched over the synop
sis of the drainage job as I had got it 
from Dow. He assented. “Yes,” he 
said, “max be they aren’t all that 
tough. But it’s a fairly representatix e 
case ’

“Well,” I said, “it sec ms to me that 
it merely means that you’ve got to be 
bigger men, that’s all. You’ve got to 
grow as industry grows. Part of being 
a big man is in your abilitx to enlist 
others. Part of the job that is ahead 
will test your ability to enlist indus
trial public opinion.

‘ This isn’t original advice,” I con
tinued. “I got it from one of your 
own men.” I proceeded to review the 
rest of my conversation with Don

“It seems to me,” I continued, "that 
this is just another of those cases in 
which, if you need something, you pay 
for it whether you get it or not. You’re



February 22, 1928 ADVERTISING & S F I L I N G 67

paying for the favor of industrial pub
lic opinion in your rising sales costs. 
You might as well step out and claim 
it. And when you've claimed it, don’t 
try lo keep it sitting in your anteroom. 
It won t stay there. There is no longer 
any privacy in business, so you might 
as well put the intruder to work. A 
good way to start is to call up these 
associations and tell them that you’re 
glad to find that you’ll be able to ac
cept their invitations to speak, afte 
all. After tb.rt I ll put you in touch 
with a high-grade industrial advertis
ing organization.”

Mr. Spaulding was thoughtful for 
a moment. “Yes,” he said finally, 
“that all may be good theory. But 
this is my business. I’m in the busi 
ness of making boilers—good boilers. 
Boilers can be sold, and to hell with 
the uplift stuff.”

Unfortunately, throughout industry 
there still remain a few Spauldings. 
Vet in the main, manufacturers have 
come to agree that business today de
pends, not upon hoyv machines are 
operated but upon how men think and 
act. They realize that men are think
ing and acting today in great organ
ized thought groups, and that no
where is this more thoroughly true 
than in industrial operations. They 
realize that these thought groups con
stitute a great, composite industrial 
public opinion whose endorsement is 
the life of industrial selling. This in
dustrial public opinion is the power
ful modern third party in industrial 
negotiations. It can no longer be shut 
out, and a half-hearted alliance with 
it is not effective. How best to give it 
a partnership in the business is one of 
the problems being solved by the in
dustrial manufacturers of today.

Ayer’s Annual for 1928 
Published

“More newspapers were published 
in tb>- United States in 1927 than 
during the previous year, although 
the total number of publications of 
all classes was slightly less than in 
1926.”

The American Newspaper Annual 
& Directory, published by N. W. \yer 
& Son, Philadelphia, Pa., revealed this 
fact, and in addition stated. “News 
papers are now published in 10,762 
communities, an increase of 59 over 
1926. During the same period the 
total of newspapers, magazines and 
trade papers decreased by 72.”

ONE or (»0,000 PHO1OGR \PHS

SOME of our best juvenile and baity photographs 
are made when the camera man is not going after 

any particular expression or pose. They are ‘•■caught' 
when the child is going about its business of living 
and being happy.

That's one reason why such studies from this col
lection are in wide demand for advertising campaigns 
and magazine iUustrctions. They have the finesse 
of specially posed work plus the natural expressions 
that are most difficult to bring out on short notice.

This collection has the proportions and variety to 
fill QI ICKLY the most exacting needs of the < ditor 
and advertiser. Describe your needs fully and let us 
submit prints—UNPUBLISHED IF'ORK II NECES
SARY.

H. Armstrong Roberts
4209 Locust Stileet ,lMl| Philadelphia, Pa.

—The Only" Denn« in ~ 
Canadian Advertising
border,” but when advertising 

there you need a Canadian Agency 
thoroughly conversant with local con
ditions. Let us tell you why.

A J DENNE C. Company Ltd
Reford Bldg. TORONTO

Jewish Daily Forward. New York
Jewish Dally Forward is the world’« largest Jewish 
dally. A.B.C. circulation equal to combined total 
circulation of all Jewish newspapers published. A 
leader in every Jewish community throughout the 
United States. A Homo paper of distinction. A 
result producer of undisputed merit. Carries the 
largest volume of local and national advertising. 
Renders effective merchandising service. Rates oo 
request.

Bakers Weekly New’York’City 
NEW YORK OFFICE—45 West 45th St. 
CHICAGO OFFICE—343 S. Dearborn Si. 
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.

| PHOTOSTAT SERVICE |
■ RAPID—ECONOMIC AL

FACSIMILES ENLARGEMENTS- REDUCTIONS j 
I Commerce Photo-Print Corporation si 
1 42 BROADWAY W MAIDEM LANE =
g Hanovtr 1993 " - Jehu 3697 s



THE OPEN FORUM
INDIVIDUAL VIEWS FRANKLY EXPRESSED

,4dvertising s Greatest
Necessity—and Opportunity

A ou don't hesitate to lay the cards 
on the table and publish both sides of 
a storv. There has been a tendency in 
the past for editors to assume that all 
advertising is good advertising—to 
talk only about successes and say noth
ing about advertising failures.

A. W. Spaulding 
President
Hartford Advertising Club

"If Brevity Be the Soul 
of IT it, Chop On"

Brevity is most desirable, it seems 
to me, as most of us are pretty busy 
and haven’t time to trim the "fat off 
the chop. ... I have come to feel 
that Advertising & Selling contains 
more edible, nourishing meat than any 
other “Advertising” publication, and 1 
have had nearly all of them from 
their start.

Francis A. Wilson 
Interwoven Stocking Co. 
New York

Facts Get Filed Forever
You are making Advertising & 

Selling so valuable in informatory 
ways that no man interested in adver
tising can afford to miss reading it 
and filing away extracts from the 
issues.

Jason Rogers
General Manager
Kansas City Journal-Post

H hat About It, Mr. MacIntyre?
I am wondering whether Mr. Flint 

MacIntyre was really seeking informa
tion in his letter published in your 
issue of February 8th. in which he 
expressed a wish for women copy 
writers, or was just indulging in a bit 
of innocent hyperbole?

In his closing paragraph, Mr. Mac
Intyre says, “The last meeting of the 
League of Advertising Women was de
voted to a snappy discussion of 
astrology.” Mr. MacIntyre is misin
formed. Ihe last meeting of the 
League of Advertising Women was 
held on January 1.7, at the Advertis
ing Club and was a joint meeting with 
the Home Economics Association (a 
yearly event). The advertising “stars’ 

who addressed the meeting were Mrs. 
Mildred Maddocks Bentley, director of 
Delineator Institute, Miss Marjorie M. 
Hazeltine, director Home Economics 
for Hill Brothers, and Mr. Ralph 
“Starr” Butler, director Sales and 
Mi rchandising. The Postum Company. 
New’ York. All three had their feet 
very much on the ground, and de
livered very interesting and instruc 
live talks. Seriously. Mr. MacIntyre, 
you don’t think Mr. Butler talked 
about the stars! -

Perhaps Mr. MacIntyre confused 
one of our Wednesday luncheons with 
our monthly dinner meetings. The 
subjects covered at these meetings 
range far afield, touching a great di 
versity of subjects, serving to keep 
our members informed on everything 
that is going on in the world, both in 
and out of the advertising field. As
trology is a widely discussed subject 
and quite naturally our members are 
interested in it and want to hear 
about it.

I doubt whether Mr. MacIntyre has 
ever attended one of our meetings. I 
know that in the four years I have 
acted as treasurer, I cannot recall re
ceiving a reservation in his name.

Elsie E. Wilson 
Treasurer 
League of Advertising Il'omen 
New York

And Here's Another!
I would like to answer Mr. Flint 

MacIntyre's letter and ask: Why not 
give some of us a chance beyond the 
tiresome "Yes, when we have some 
copy with woman’s appeal”—meaning 
perfumes, and sich.

Women are people. We do sense 
the thrill of finding the core of a sell
ing problem and telling it to the 
world. The home may be our “place 
but the world of achievement is our 
play ground.

An ability to mold language into 
good selling talk is not confined to 
our lords and masters. Civen tin 
dope, however technical, a woman can 
do the rest frequently as well as a 
man.

Give some of us a real chance.
Henriette Weber 
New York City

Mr. Broun Takes Exception
I note that in your issue of Januaiy 

11, Mr. 1 E. McGivena does not 
agree with Mr. Claude Hopkins’ state
ment that “frivolity has no place in 
advertising—nor humor,” and that he 
cites Omega Oil in support of his 
criticism.

Will Mr. McGivena tell us where 
those Omega Oil geese are now roost
ing? Or is this reference one of his 
justifiable jokes?

Seth Broun
New York City

From Sir Hubert Himself
May I compliment you on your 

January 11 issue, particularly on the 
improvement in typographic.il appear- 
am e ?

Somehow this seems an unusually 
good number. Am I wiong. or did 
il make a good score? Perhaps I ad
mire it because it did not contain any
thing from me. Setting aside Upde
graff’s illuminating article, with its 
kind allusion to me and its very in
genious attitude toward this new cam
paign against bunk. I was particularly 
struck with Kenneth Goode’s putting 
it up so sharply to the banker, Mc- 
Givena’s very able characterization of 
Claude Hopkins’ book, and that one 
about giving us old chaps a chance 
to buy things, by George Price. Really 
you are doing an excellent job, and 
I know lots of advertising meji who 
think so.

Earnest Elmo Calkins 
Calkins & Holden 
New York

Mr. Goode's Mind
Double-T racks

Conceding that my taste is debased 
and inauthentic, I still wish to say 
that I believe your February Sth issue 
is the best looking one I’ve seen.

It’s interesting looking and nicely- 
broken up.

On the other hand, in spite of that 
same depraved and uncultivated taste. 
I must agree with my friend Mr. Marsh 
K Powers in say ing 1 find the maga
zine at every point distinctly harder 
to read.

K. M. Goode 
New Yorl

typographic.il
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Three Plants Located 
for National Service

THE BECK ENGRAVING CO.
New York
461 Sth Ave.

Philadelphia 
7th and Sansom Sts.

Chicago 
21st and Calumet Ave.
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Over 4000 Advertisements 
Submitted for Awards 

[Continued from page 22]

were not entered. Some of the well 
executed campaigns that were entered 
had to be disqualified for medical 
claims of controversial character or 
other ethical considerations. Other 
campaigns were eliminated for weak
nesses in execution or for failure to 
show convincing ev idence of effective
ness. The award was finally made to 
the Pet Milk campaign. (Advertise
ments by this company had received 
awards in previous years, but the Jury 
was specifically instructed to disregard 
previous awards in all cases.) The 
S-shaped layout was not thought to 
measure up to the highest artistic stand
ards. but this treatment maintained 
continuity with the advertising of for
mer years and was therefore desirable. 
Taking into consideration every fac
tor, including coordination of effort, 
soundness of planning and execution, 
ability to handle its message effective
ly through copy and text, and evidence 
of satisfactory results, this campaign 
lated highest among those submitted.

Local Campaigns
Macy s was considered the most 

meritorious local campaign because of 
its completeness and general excel
lence. It exhibited many different va
rieties of appeal, each suited for its 
particular purpose and yet harmoni
ous with the others. Its illustrations, 
typography and copy were considered 
a credit to any store. The record of 
its achievement was satisfactory.

Industrial Campaigns
The Davis & Geek campaign won 

the Industrial Award over more ex
tensive campaigns because it had han
dled a small but difficult job in a very 
effective way. The historical adver
tisements featuring great events in sur
gery contained interesting and valu
able information that lost nothing 
in execution. The photography and 
the simple dignity of layout were 
thought to compare favorably with the 
best of general magazine advertising. 
The more conventional advertise
ments associating the product with 
hospitals where it is used, also had 
real distinction of treatment.

Research
The book entitled ‘‘Retail Shopping 

Areas’’ was considered an outstanding 
example of good research that has the 
merit of being valuable and useful to 
everybody.

Distinguished Individual Adver
tisements

The competition for distinguished 
individual advertisements in four 
classifications was extremely keen. It 
was strengthened by the fact that the 
Jury considered not only the adver
tisements specifically entered for these 
Awards and those which were included 
in the campaigns entered, but also a 
number of advertisements that were 
brought to tlieir attention without the 
knowledge or consent of the adver
tisers or their agencies. Two of the 
Awards, in fact, were made for adver
tisements that had not been entered 
by the advertiser or his agency.

The Award for the advertisement 
most effective in its use of text as the 
chief means of delivering its message 
was made unanimously to Thoreau 
Cronyn of Barton, Durstine & Os
born, New York, for the Marshall 
Field advertisement titled “Even So 
Simple A Thing As A Handkerchief.” 
This was considered particularly meri
torious because its effect was due en
tirely to the magic of the copywriter. 
The substance of the message itself 
was available to any writer in any 
store in the country. The message 
did not profit from any background 
of previous interest on the part of 
the public or any timeliness of ap
pearance, nor did it have the assist
ance of illustrations or other atten
tion incentives. Moreover, it was well 
constructed and written interestingly, 
but with commendable restraint. Il 
was difficult, of course, to compare a 
piece of copy having an institutional 
purpose with one intended to sell a 
specific article of merchandise. Nev
ertheless, the Jury felt that no other 
piece of copy accomplished its task 
quite so supremely well as did this 
one.

The Award for the advertisement 

most effective in its use of pictorial 
illustration as the chief means of de
livering its message was made to the 
Cadillac advertisement titled “A New 
Luxury in Motoring,” the work of 
Thomas M. Cleland. The subject shows 
the car in an imposing setting with a 
fine architectural treatment. It creates 
an association between buildings of 
imposing grandeur and a fine motor 
car. While the effect of such an illus
tration is subtle and not appreciated 
by everybody, the Jury considered that 
it would be felt by those at whom the 
message was aimed. The technique 
of the artist here is highly modern and 
individual and yet not eccentric or 
sensational. He has struck a new note 
in automobile advertising which has 
received the compliment of imitation 
by others.

The Award for the advertisement 
most effective in its combination of 
text and illustration as a means of 
delivering its message caused consid
erable difficulty on account of the 
large number of meritorious adver
tisements of widely different varieties. 
In the end the ¿Vward was given to 
the Wesson Company for the adver
tisement titled “ Mid That Is Why 
Women Really Prefer It.” The art 
treatment here is entirely suitable for 
a food product and vet very different 
from the usual conventional handling 
of products in this field. The copy is 
distinctly feminine in tone with a sim
plicity and restraint of style that har
monizes admirably with the spirit of 
the illustration. The original was in 
colors and suffers from black-and- 
white reproduction, which fails to 
bring out the golden color of the oil 
that supplies the keynote of the text. 
This golden color received its empha
sis in the illustration, not bv increase 
of quantity or intensity, but by artis
tic subordination of the other colors.

The Award for the advertisement 
most effective in typography was made 
to the Ford advertisement. This had 
not been entered by the agency or 
advertiser nor was the Jury able to 
find its equal among the advertise 
ments directly entered. It may seem 
that the typographer here had the 
relatively simple task of displaying a 
piece of copy that was almost certain 
to be read in view of the interest sur
rounding the announcement. How
ever, the task of displaying so much 
material with simple beauty and dig
nity and with absolute legibility is not 
so easy in practice as in theory. More-
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First in Advertising Gains

for 1927 IAMONG THE THIRTEEN 
LEADING MAGAZINES

IIBERTY consistently led in advertising gains throughout 1927. For the first three months, 
j I iberty gained 73 pages: for the first six months. Liberty's gain was 190 pages; gain for the 

first nine months was 232 pages — and Liberty closed the year with a gain of 260 pages.
Liberty’s gains for each three-month period and for the year as a whole, consistently exceeded 

any individual gain—as well as the combined net gain—of the 12 other leading magazines.
Comparison of advertising change for 1927 over 1926 is shown in the following table, compiled 

from Reports of Publishers' Information Bureau.

Liberty..................................................
Delineator.................................................

A Ic Call's.......................................................

Pictorial Review..................................... 

Cosmopolitan........................................... 

Collier's....................................................... 

American.......................................................

GAIN

GAIN

GAIN

GAIN

GAIN

GAIN

CAIN

Pages 

260*
131
96
41
23
17

2

Ladies' Home Journal...............................

Red Book.......................................................

Woman’s Home Companion . . . .

Good Housekeeping...............................

Literary Digest...........................................

S vt i rday Evening Post.........................

Pages

GUN 1

LOSS 3
LOSS 46
LOSS 62
LOSS 159
LOSS 172

(*Fractions disregarded throughout list}

L
IBERTY enters upon its fourth year first in advertising gains and second in 
j advertising volume among all national magazines. 732 advertisers used 
Iibirty in 1927. As of January hr-i . 1123 advertisers had bought space in Liberty 
for 1928. In 1927,145 products were advertised exclusively in Liberty, as regards 

the 13 magazines listed above. Liberty carried more drug and toilet goods adver
tising than any of the olln r 12 magazines. It gained more pages of automotive, 
automotive accessory, radio, clothing, shoe, food and beverage advertising in 
1927 than any of the other 12 magazines.

Advertisers’ growing preference for Liberty’ is dm to Liberty s "Points of 
Advertising Difference,’’ one of which is: 9*’ NEWS-DEALER < IKI I LATION— 
Every Buyer a Reader. X buy ot space in 1 iberty is a buy in pulling power. 
Proof sent oil request to any advertiser or advertising agent.

Liberty
evf »PeeVy for Everybody

NEW YORK 
247 Park Avenue

CHICAGO
Tribune Tower

DETROIT 
General Motors Bldg.

BOSTON
10 High Street 

SAN FRANCISCO 
820 Kohl Building
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TEXAS—IS AN EMPIRE OF 265,896 SQUARE MILES

All Roads Lead to — 
Fort Worth

FIRST IN

Railways—Highways—Airways

STAR-TELEGRAM— 
RECORD -TELEGRAM

Over 125,000 Daily and Sunday 
SUPREME IN WEST TEXAS

A market with a population of over 
2,000,000, worth your serious consider
ation. Oil—Cotton—Grain and Live
stock make it a market that is rich, in
dustrious and responsive. A market 
that is commercially active every month 
in the year. What better could you ask 
as a place to introduce your product ?

The STAR-TELEGRAM—RECORD
TELEGRAM has a circulation larger 
than any three or four papers in West 
Texas. We do not claim to cover Texas 
and you will have to use two papers to 
get good coverage of North Texas even. 
But we do cover Fort Worth and West 
Texas intensively and thoroughly.

JUST A NEWSPAPER
Covering more than 1,100 towns

FortWth seârTeeecrvi 
Record-Telegram

Daily and Sunday

More Than 125,000 Daily and Sunday 
Largest Circulation in Texas

AMON G. CARTER A. L. SHUMAN
President and Publisher Vice President and Adv. Director

Charter Member Audit Bureau of Circulations

over, the typographer had resisted the 
temptation to over-emphasis and over- 
si nsationalism in use of type. It was 
felt by the Jury that this typography 
was a pleasant contrast to that usually 
employed in automobile advertisings 
and a model to be studied b^ any ad
vertiser with profit. Moreover, the 
results were achieved, not by hand 
lettering or ornament, and not by any 
new and exclusive type style, but by 
means that were within the reach of 
all. Among the meritorious details 
were the excellent spacing and the ju
dicious use of sub-titles of precisely 
the right contrasting < haracter.

This brief summary necessarily 
omits mention of the lesser merits of 
the w inning campaigns and advertise
ments. It also fails to touch upon 
the faults of their rivals—or what 
seemed to the Jury men to be faults— 
although a discussion of these might 
be illuminating. All that can be said is 
that the Jury had little use foi the 
freakish or eccentric, ami that from 
first to last the question was. "How 
well does it do its job?”

N. Y. U. Advertising Men 
Elect Officers

The New York University adver
tising men held a meeting at the Ad
vertising Llub of New \>>rk, in which 
they elected the following officers:

Honorary president, George Burton 
Hotchkiss; president, Robert Degen, 
George Borgfeldt & Co.; vice-pres
ident Douglas Taylor, Printers’ Ink. 
secretary, Otto Kleppner, The Klepp- 
ner Co.; treasurer, Robert Levenson, 
I. \\ Smith & Sons.

I he I xecutive Committee consists 
of the following: V. A. Schmitz, H. 
K. McCann I ompany; Warren Perry, 
Vendex, Inc.; Willis B. Parsons, J. F. 
Newcomb & Co., Inc.; J. M. Jones, 
National Lead Co.; Frank W. Towns
hend. The Erickson Co.; Jerome Wein
stein, International Press; L. W. Grel- 
lerup, George Batten Co.

England’s Advertising Regis
ter Published

The “Advertising Register,” London, 
[ ngland. has published its 1928 direc
tory. The book is comprised of a 
directory of advertisers keyed by 
trades and classified territorially, and 
a list of advertising agents, with 
some of the accounts for which they 
are responsible.
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1928
A Larger Window Display Year Than 
Ever Before in Advertising History

1927 has been a banner year.
Many new products 

were introduced and featured thru
the quick, direct and inexpensive 
method of window display.

Old, established products were

A thorough survey of our 
clients’ plans shows that an even 
greater use of window and 
counter displays is being con
sidered for 1928.

Its recognition by the Adver-
brought more forcibly to the pub- tising Agencies as a Major
He’s attention thru the increased 
use of this “point-of-sale” adver
tising, tying up even more closely 
with the national campaign.

Window displays were of a 
higher calibre—finer art work, 
more careful plan
ning and more in
telligent direction 
resulting in a closer 
realization of the 
display’s job — 
the selling of 
merchandise.

Medium causes Window 
Display to be included more 
and more in the Advertising 
Budget.

Year by year the importance of 
window display in the advertising 

scheme becomes 
more apparent— 
year by year its 
use becomes more 
wide-spread—and 
1928 will prove to 
be the banner year 
of them all!

EINSON-FREEMAN CO., inc
Jtjthographers

OFFICES AND COMPLETE MANUFACTURING PLANT

511-519 East 72nd Street • New York City
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$4,000 to $12,000 
Income Opportunity 
In Your Home City
Settled man with some advertising 
and specialty sales experience—will 
find here an opportunity to enter into 
a lucrative business that brings big 
returns.
We will help the right man establish 
a direct by mail advertising service in 
one of several cities of 100,000 popu
lation and over; the business will be 
patterned, equipped and fashioned 
after our 11-year-old Chicago organi
zation.
Small investment required. All 
equipment is modern in every re
spect ; this business is completely or
ganized. Our method of turning out 
work will amaze you.
$2,500 to $7,500 starts you in a busi
ness today that will take care of you 
later; complete information without 
obligation. If you are really ready to 
build a business for yourself write, 
giving age, experience and refer
ences. Box A, Advertising & Sell
ing, 410 North Michigan Ave., 
Chicago, Ill.

“Arlington Operated”

HOTEL 
ANSONIA

Broadway, 73rd to 74th Sts., 
NEW YORK CITY

12 minutes from Penn, and Grand 
Central Stations

5 minutes to Theatres and Shopping 
Districts

1260 ROOMS (All Outside) 
New York's most complete hotel. 
Everything for comfort and con
venience of our guests.

TWO RESTAURANTS
Open from 6:30 A. M. until mid
night. Music, Dancing, 2 Radio 
Orchestras, Ladies’ Turkish Bath, 
Beauty Parlor. Drug Store. Barber 
Shop, Stock Broker’s Office. All in 
the Ansonia Hotel.

TRANSIENT RATES
300 Rooms and Bath. . .$4.00 per day 
Large Double Rooms,

Twin Beds, Bath .... $6.00 per day 
Parlor, Bedroom and

Bath (2 persons) . . . .$7.00 per day 
Special Weekly and Monthly Rates 
A restful hotel—away from all the noise 
and '‘dirt’' of the “Roaring Forties.” 
No coal smoke; our steam plant equipped 
oil fuel. Coolest Hotel in New York in 
Summer.

THE ANSONIA
IN CONJUNCTION WITH THE 

Hotels Colonial, Anderson. Richmond 
and Cosmopolitan

“Arlington Operated”

Business Research
[Continued from page 34]

Quite as important as the social 
changes implied in thesi advances in 
applied science are those changes oi a 
more purely economic character, hav
ing to do with the marketing of prod
ucts. Each great change in production 
increases the quantity or improves the 
quality of the supply of goods to be 
consumed. What, in the meantime, is 
happening to the demand side of the 
equation? Suppose electric lights are 
better than before, the glass bottles 
cheaper and car wheels more trust
worthy; will demand respond to the 
improvement merely upon discovery 
of the betterment in actual use or must 
the betterment be brought to the con
sumer’s attention? Will the new im
provements find their own place in the 
market, or should the economic and 
social advance represented by the im
provement be brought to the attention 
of users artificially? The rapid ad
vances of production due to scientific 
betterments cannot be passed on to the 
public at large without wasteful delay 
unless knowledge of these improve
ments is spread and the market per
suaded to supplant the old and fairly 
competent with the new and improved 
device. Improvements are made rap
idly. but they are adopted only against 
resistance. II they are to be passed on 
to large numbers of people with rea
sonable celerity, both the production 
and the distribution of the better goods 
must swiftly follow the improvement. 
This is a marketing task, and involves 
knowledge of the facts about markets.

Ill
The field of market research in its 

various branches is a relatively new 
one, but with the changes in industry 
the old methods of marketing cannot 
longer serve. Revolutionary changes 
in the conduct of commerce are in 
process before our very eyes. In many 
ways the overthrow of the accepted 
practices of merchandise distribution 
now going on is as momentous as the 
series of changes in industrial organ
ization and operation through the nine
teenth century. Just as the shift from 
household to factory production in
volved many collateral social and eco
nomic adjustments, so tin change from 
personal selling on a small scale to 

impersonal selling on a large scale 
necessarily is accompanied by new and 
difficult problems. It is with an appre
ciation of the revolutionary nature of 
the present condition in commerce that 
market study in the United States has 
been undertaken.

IV

Advertising is one of the most wide
ly accepted of modern marketing de
vices. But it is not an activity apart. 
It cannot be separated from its envi
ronment.

The background for any intelligent 
examination of advertising in these 
days must include a recognition of 
modern conditions of supply on the 
one hand and modern conditions of 
demand on the other. Fundamentally 
these may be entirely like those con
ditions on which the generally ac
cepted economic principles are based, 
but in their external expressions they 
show complexities and modified inter
actions which are relatively new. First 
of all there is the pressure of all those 
many influences, in addition to any 
actual demand for the product, tempt
ing producers to over-supply. Avail
able capital, efficient equipment, a fluid 
labor supply, easy access to huge mar
kets, a fair supply of administrative 
brains, and, above all, plenty of stim
ulating examples of success, are the 
sort of incentives constantly at work 
leading to over-production. In the 
second place, many influences of a 
new type—quite aside fiom advertis
ing—are at work modifying what 
might be called the “natural” course 
of demand. Travel, wide circulation 
of magazines and newspapers, the 
reading columns of which command a 
following; the moving picture, the 
radio, the automobile, the country 
club, the tempting offerings of well- 
stocked stores, the larger surplus for 
free spending all make the consumer’s 
will a thing moved by many influences 
outside of his actual needs.

It is against this background that 
advertising of the modern type must 
be examined. These things would all 
go on if nobody made anv effort to 
reach consumers with advertising mes
sages. Production is not an activity 
coaxed hesitatingly from one small
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venture to another by a well-expressed 
and limited demand; it is headlong 
and willful plunging, hoping to win 
a big stake in the business of prophecy 
as applied on a sweeping scale and 
backed bv ample resources. Consump
tion is no longer a thing of needs, but 
a matter of choices freely exercised. 
The consumer's dollar is not a coin 
wholly mortgaged to the necessary task 
of providing a bare living. It has in 
it a generous segment to be spent at 
the consumer’s own option as to what 
he will buv, and when he will buy, 
and where.

TO come into this sort of an eco
nomic situation and attempt to 
control the < onsumers’ expenditures in 

a measure by idling him about mer
chandise for sale may be superfluous, 
it may even at times be unjustified; 
but if these messages about any spe
cific goods are true, if tbe goods are 
worthy, and if the conveying of the 
message helps the consumer to choose 
more wisely, the worst that can be said 
of the practice is that it is “one more 
influence,” and it may be a veritab 1e 
godsend in a Babel of urgency.

Advertising research is a form of 
market research—it could not have de
veloped in an age of under-production, 
and it would find meagre material in a 
market made up of marginal consum
ers. But in present conditions of pro
duction and consumption there is room 
for unbiased knowledge of the work
ings of this force for the modification 
of demand. And it is this which ad
vertising research is called upon to 
produce.

The responsibilities of advertising 
research are the responsibilities fall
ing on any research. I'o find the truth 
no matter how obscure, to recognize it 
no matter in what strange form it mav 
present itself, to f"imalate it honestly, 
to slate it unmistakably, and to reason 
from it remorselessly and without re
gard to prejudices.

E. R. Crowe Elected Director 
ot’ Publishers’ Fiscal

Corporation
E. R. Crow, president of E. R. 

Crowe & Co., Inc., New \ork and 
t c i< ago, has been elected to the Board 
of Directors of the Publishers’ Fiscal 
Corporation. This company publishes 
the Clayton Magazines, which consti
tute seven of the Men's List of the 
Newsstand Group.

What they are saying 
about the “new” Record

An advertiser says:
“Tho best evidence of our opinion of tho ‘new’ Record Is the fact that wo have 
cut out our advertising from two other architectural magazines and concentrated 
entirely In The Architectural Record."

A professor of architecture says:
"I tender you my heartiest congratulations on tho ’new’ record. 1 think we were 
al! sorry to seo the old format disappear, but in its place you have certainly given 
us a gorgeous volume. . . . The wonderful series of photographs1. I have looked 
through them many times and still find them the most Inspirational thing on my 
table. Tile measured drawings reproduced in halftone I find perfect.”

An architect says;
“We wish to congratulate you on the January number of The Architectual Record. 
It is of extraordinary interest and admirably produced.” .

An advertising agency says:
"Will you accept my heartiest congratulations on the ’new’ Architectural Record? 
It is a splendid publication.”

An architect says:
”1 was delighted with my copy of the ‘new’ Architectural Record. I feel It has 
pained tremendously in presentation, attractiveness and interest.”

An advertising counsellor says:
“I have gone over the whole magazine and am glad to tell you that I never saw a 
more completely improved publication. You are to be congratulated.”

An advertiser says:
"I want to compliment you on the fine appearance of the ‘new’ Record. There is 
no question but that this size magazine is much preferable. The plates are inspir
ing and altogether I think you have a wonderful combination.”

An architect says:
"I have just seen the ‘new’ Architectural Record and feel it is very handsome and 
a splendid beginning for the new format. Both text and photographs are surely way 
above what are to be found in any other American architectural magazine.”

On request, to interested manufacturers and their advertising agencies—sample 
copy, latest building statistics, our booklet, "Selling the Architect,” and most 
recent A.B.C. reports. The Record is a member of both A.B.C. and A.B.P., Inc.

The Architectural Record
Division F. W. Dodge Corporation

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

New Yorks newest and most 
beautifully Furnished hotel. 
Accommodating 1034 guests

Equal Distance from Pennsylvania 
and Grand Central Stations.

1 ...Broadway at 63rdSt...

ROOM WITH PD1VATE BATH

ALL OUTSIDE ROOMS•__ ri
Folded Edge Duckine and Fibre Signs 

Cloth and Paraffine Sign* 
Lithographed Outdoor and Indoor

Displays
THE JOHN ICELSTROEM COMPANY 
Massillon, Ohio Good Salesmen Wanted

with Trade Publiai
fir Jampl f fbpirr Adretr

KNIT GOODS' PUBLISHING CORP 
05 ^orth Ffrttt New Ybrk City

The NEIL HOUSE
The newest and now the leading hotel in

COLUMBUS, OHIO 
Opposite the State Capitol 

655 Rooms — 655 Baths
Rates from £2.50 per day European Plan

Headquarters Old Colony Club; also 
Republican and Democratic Committees.

Frederick W. Bergman, Managing Director
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Making More Sales for the 
“Best Seller”
[Continued from page 27]

time of the signing of the contract and 
the first royalty date. It should not 
be regarded as an “evidence of good 
faith.” If the good faith is doubted, 
the agent or author should seek a pub
lisher whom he can trust beyond a 
cash-down payment.

LET us take that $750 which we are
I using to sell 2000 copies of a $2 

book. This must be divided many 
ways. In the first place, the book must 
be advertised to the trade. From $50 
to $100 is about the right amount. The 
cost of composition and art work on 
the advertisements must be taken into 
consideration. This varies also from 
$50 to $100. There are other inci
dental expenses. But let us say that 
$600 of the appropriation remains. 
Sometimes half or one-third of this is 
used in the preparation of circulars. 
Sometimes a good part of it is taken 
up in list advertising (as part of a 
full page advertisement, say, in The 
New York Times or The Atlantic 
Monthly). But let us again be gen
erous and say that $600 still remains 
for the regular advertising space 
What media shall be use?

It is obvious that the most valuable 
space to a particular book is in a me
dium whose readers would be most in
terested in that particular book. To 
take some concrete instances:

When Doubleday-Doran publish a 
book by Christopher Morley thev will, 
of course, advertise fairly heavily in 
The Saturday Review of Literature. 
“Jalna” would very likely be adver
tised in The Atlantic Monthly. Don 
Seitz’s biography of Joseph Pulitzer 
was naturally advertised in the New 
York World, and Peter Arno’s 
“Whoops Dearie” in The New Yorker. 
This is so patent that further examples 
are unnecessary. The point I make, 
though, is that if these specialized me
dia are used too heavily, only a small 
appropriation will remain for other 
media that also may have a fairly im
mediate audience. In general, we 
allow about half for the obvious “tie- 
up” medium and circularization, leav
ing the rest available for distribution 

among other media that we believe 
nearly always sell some books.

I have come more and more to the 
conclusion that it is best to concentrate 
advertising in as few media as possi
ble. The intensity of the attack is thus 
immeasurably enhanced. The total, ef
fect is more dramatic, because you can 
take larger space and repeat your ad
vertisements. Without some repetition 
a campaign is woefully handicapped.

Let us say that the book we have to 
advertise can stand an appropriation 
of $500, beyond the cost of composi
tion, art work, special circularization 
and special tie-up media. In this case 
we generally announce the book in 
very small space in two or three me
dia. This will take up perhaps $150. 
The balance of $350 will be used in 
further small space advertisements. 
But these will be concentrated in one 
medium, such as the Book Review of 
The New York Times, or the “page 
opposite” of the W arid.

It must be borne in mind, of course, 
that the program outlined above is for 
initial advertising only—the advertis
ing by which we test the selling poten
tialities of a new book.

IT is at this stage of the game that 
reviews are carefully watched, and 
reorders (if any) observed through a 

magnifying glass. Since this article 
confines itself to the advertising rather 
than the publicity and bookstore sell
ing of a new book, 1 will pass rather 
quickly over these two points. Of the 
two. the latter seems to me to be the 
more important as a bell wether for 
further advertising. Often a book re
ceives superl ative reviews, yet the pub
lic is left unimpressed. But when 
bookstores telephone for more copies, 
we know that further advertising is 
likely to be in order. At this stage of 
the game we trv to find out from those 
who have read the book exactly what 
about the book appt tied most strong
ly. Also, we interview booksellers, 
asking them what kind of people are 
buying the book, and what they say 
about it. The booksellers give us in
valuable help in this way. Often 

booksellers write to us saying that a 
new book seems to be “catching on.” 
l ew things are more heartening to a 
publisher than letters of this sort.

THERE are one or two booksellers 
in almost every city who are quick 
on the trigger. Other booksellers may 

eventually buy more copies of a book, 
once it has caught on, but I believe it 
is due to this increasing group of alert 
booksellers that publishers owe the 
eventual large sales of a partii ular 
title that arrives unheralded. Not only 
do thev start a book in a community, 
but they bolster up a publisher’s en
thusiasm and faith at the zero hour 
of the book’» career.

An effective way (though it is some
times very costly) to start a book is 
through circularization of lists. The 
author of the book can generally sug
gest the best possible lists. When we 
published I enz on Bridge,” Mr. Lenz 
supplied us with a list of bridge play
ers. I am certain that this circulariza
tion started his book on the road to 
success. It had been out three mouths 
before we mailed the circulars. It 
had then sold less than 1500 copies. 
Sales jumped to 3000 copies three 
weeks after the circular was out. The 
1500 increase was due one-third to 
direct returns, and two-thirds to book
sellers’ orders. Since that time we 
have sold 12.000 more copies of “Lenz 
on Bridge.” I must add that these 
additional copies were sold bee ause 
the book was further helped bv ad
vertising. But the returns front the 
circulars proved to us that the book 
could be sold, and justified us in pro
moting a further advertising cam
paign. Another book that was started 
via the direct-by-mail route was “The 
Story of Philosophy.” Di. Durant 
furnished us with a list of students at 
The Labor Temple, where he taught. 
The response was excellent, and imme
diately put into circulation about 150 
copies. The first “Cross Word Puzzle 
Book" was started in the same way.

BEFORE we advertised “Lenz on
Bridge,” only a few copies had 

been sold. We then solicited orders 
direct, sold about 500 copies, and since 
then booksellers have sold 12,000 ad
ditional copies. While 500 copies were 
not sold through booksellers, this $1,
250 direct business helped defray part 
of the cost of circularizing and con
vinced us that a large advertising pro
gram would be profitable. It was; and 
bookseller«’ sales on “Lenz on Bridge”
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LITTLE DRAMAS IN T HF LIFE OF A GREAT NEWSPAPER SYSTEM

The Eggnog .... that shook up 
the city government

A husband, visiting his wife at the munic
ipal hospital, listened to her complaint 
about the watery quality of the milk used 
in her eggnog. ..The husband forwarded 
her complaint to the SCRIPPS-HOW LRD 
editor.

An in vesrigationrevealed that apolitical 
clique was selling the hospital skimmed 
milk at the price of rich milk . . . and 
ge-tting a juicy rake-off from the dairies.

This led to a militant probe of the whole 
city administration, which was found to 
be freighted with graft, inefficiency ind 
extravagance. The daily stories, printed 
by the SCRIPPS-HOW \RD Newspaper, of 
hospital patients neglected, city funds 
misappropriated and criminal misman
agement generally, aroused the public to 
impressive action.

The leading citizens wlunteeredfor mu
nicipal duty; the reigning commission was 
overthrown; and a city ma^gger of unques- 
ioned ability and honesty was elected.

Not only the hospital, but the entire citv, 
-was happily rid of abuses long tolerated. 
This is no isolated example of the service 
rendered by SCRIPPS-HOWARD News
papers. In 2 5 cities, SCRIPPS-HOW \RD 
editors are leading the fight for public 
welfare against individual avarice and 
selfishness . . . It is a fight that pays, not 
only in reader-loyalty and confidence, 
but in the resultant re ider-responsive- 
ness which more than 2,500,000 families 
give, both to SCRIPPS-HOVC \RD News
papers and their advertising columns.

PAINTED FOR SC KI PPS-H O W A K « NEWSPAPERS BV SAVI TEPPER

NEW YORK . 7 titcram 

CLEVELAND . . Pratt 

BALTIMORE . . . Patt 

PITTSBURGH . . Prttt 

COVINGTON .

SAN FRANCISCO. News 

WASHINGTON . Newt 

CINCINNATI . . . Patt 

INDIANAPOLIS . Timet

DENVER Rach Mt. Ntwr 

DENVER . Eftninc Newt 

TOLEDO . . Newi-Bte 

COLUMBUS . . Citizen

. Kentucky Port—Kentucky Edition of Cincinnati Port

SCRIPPS-HOWARD
MEMBERS OF THE AUDIT BUREAU OF CIRCULATIONS

AKRON . . Timer-Preu YOUNGSTOWN Trite ram KNOXVILLE Newr-Sentine

BIRMINGHAM . . Port FORT WORTH . . Preu EL PASO.......................... Pott

MEMPHIS Preu-Scimitar OKLAHOMA CH Y News SAN DIEGO .... Sun

HOUSTON . . . Preis EVANSVILLE .... Press TERRE HAUTE . . Port

ALBUQUERQUE . . . New Mexico Statt Tribune

NEWS PAPERS
AND MEMBERS. OF THE UNITED PRESS

NATIONAL ADVERTISING DEPARTMENT 
Stuart S. Schuyler, director

150 PARK AVENUE, NEW YORK • CHICAGO - SEATTLE • SAN FRANCISCO
PORTLAND ■ DETROIT LOS ANGELES ■ ATLANTA
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have been at least $25,000 more than 
they would have been otherwise. The 
question may be asked: “Why didn’t 
you mention the bookseller in your 
circular?” (for we didn’t). The an
swer is two-fold:

a. It would have been impossible to 
judge the response, and in this case a 
further advertising campaign was 
based entirely on the response.

b. The appropriation for the book 
is always small at the outset. If re
turns come in direct, the extra profit 
is again added to the appropriation.

Perhaps a further justification is in 
order on the Durant book. The cir
cular went to a class of people who 
could not well afford a five dollar 
book. Even though the price was re
duced by only 10 per cent the people 
circularized realized that an effort had 
been made to give Dr. Durant’s own 
pupils a special chance to have the 
book at a price just a little more with
in their means.

HERE, then, is the cardinal point:
A book, to sell, must be talked 

about. If people won’t discuss it, no 
amount of advertising will sell it. For 
this reason we felt justified in direct 
circularization and, in the case of “The 
Story of Philosophy,” offering a spe
cial price. Once a book has an audi
ence, all our advertising is writtfn for 
a bookstore sale. But to create an im
mediate audience, however small, we 
believe these extra-bookseller means 
are justified. The chief thing in get
ting a book started is to get it talked 
about. And to get it talked about we 
must have it read by some group—- 
the more articulate, the better. If the 
book has the appeal, the r< st will 
largely take care of its« 11.

The question now arises: Shall the 
advertising for a new book appear be
fore reviews have come out? The an
swer is sometimes yes, and sometimes 
possibly no.

1 es:
1. When it is a new book by an 

author who is already known.
2. When it is an unusual type of 

book on which there is a special storv 
to tell in the advertisement right off 
the bat.

Possibly No:
1. When it is a first novel.
2. When it is a biography, or simi

lar non-fiction book without an im
mediately obvious advertising appeal 
that simply cannot be kept out of type.

I say possibly No, since we have al- 
waw advertised immediately a book 

was published. But I think it might 
have been wiser to wait for a few re 
views. What has sometimes happened 
is that good quotable reviews have ap
peared after the advertising budget 
had been exhausted, and no further 
advertising appropriation seemed wise 
in view of lack of reorders. This was 
embarrassing. Although we believed 
the book had little chance of catching 
on, the author almost invariably felt 
that the world wanted to hear about 
the marvelous reviews his book had 
evoked. Time after time we have 
scheduled further advertisements, em
bodying the reviews, only to find that 
they did no good whatsoever. But it’s 
certainly hard to convince an author. 
I now believe that it would have been 
wiser and more economical on our 
part if we had waited until a few re
views had appeared before making the 
initial schedule.

Speaking of the author’s point of 
view on advertising, we have found 
it advisable to discuss the situation 
frankly at the time the book is ac
cepted for publication. We tell him 
approximately what he may expect in 
the way of initial advertising, and ex
plain that additional advertising will 
depend on the actual sales momentum 
of the book itself. This compels us to 
gauge our own faith in the book well 
in advance, saves our accountant from 
prematurely gray hairs, and eliminates 
untold quantities of heart-ache on the 
part of the author.

II
We now’ come to the stage where 

a book has been out a week or more, 
and apparently shows signs of life, 
as evidenced by reorders from the 
trade. Further advertising is advisa
ble—immediately—to keep the book 
before the public. Instead of general
izing, let me take a concrete example 
of a book that fell into that class and 
say what we did in the way of further 
advertising. Since it is clearest in my 
own mind, let me take “Trader Horn.”

I BELIEVE it was due chiefly to the 
excellent publicity department of 

the Literary Guild that this book re
ceived immediate reviews, most of 
them large space. The reviews, in fact, 
appeared almost simultaneously with 
our first advertisements. They were 
superlatively enthusiastic, quotable, 
and, in the jargon of J'ariety, full of 
“sell.” And the book started to sell 
immediately. The first edition had 
been three thousand < opies. We had 

appropriated $1,200 for advertising 
(10 per cent of the retail price of $4 
multiplied by the number of copies of 
the first edition, in this case 3000.)

The review’s were so excellent that 
we went to press immediately with an
other edition of 3000 copies, and au
tomatically added $1,200 more to the 
advertising appropriation. Since only 
$700 of the $1,200 scheduled on the 
first budget had been used, $500 re
mained to be added to the. additional 
$1.20i). We decided that over two- 
thirds of this appropriation could be 
most profitably used for a full-page 
announcement in The New York 
Times Book Review. The balance we- 
used for further small space copy in 
the media in which advertisements for 
“Trader Hern” had already appeared.

THE book continued to sell. We 
continued to appropriate 40 cents 
for every copy sold. By the time 10.

000 copies were sold, $4,000 in adver
tising had been scheduled. After the
first 10,000, the per-copy budget was- 
reduced, first to 36 cents, then to 32 
cents. Quantitatively we didn’t adver
tise any less. " Trader Horn” simply 
continued to sell at a faster rate. At 
this stage of the game $4,000 of ad
vertising sold more than 10,000 
copies. By the time December tame,, 
our adv^ising budget per copy had 
come down to 32 cents. In December, 
sales ran far ahead of advertising, so- 
that on Jan. 1 the per copy appropria
tion went down to 27 cents. We have 
pledged ourselves to spend no less 
than 6 prr cent of the retail price on 
“Trader Horn” as long as it continues 
to sell. We did exactly the same on 
"Ihe Story of Philosophy.” For the 
first few months the per copy appro
priation was 50 cents (10 per cent of 
the retail price). In October, 1926- 
(the book was published in May), due 
to increasing sales, this figure had 
gone down to 10 cents. In December 
it went down to 30 cents (again 6 
per cent of the retail price), and for a 
year it has remained at 6 per cent. 
In 1927 we sold 90,000 copies of ‘The 
Story of Philosophy,” spending 30' 
cents a copy for advertising, or a total 
of $27,000.

W e now come to the question of 
what to do when a book has already 
started and economy m advertising 
space is no longer of primary consid
eration—in othei words, how write the 
advertisements that will help make a 
good seller an even better seller.

If there is any one thing we bear in
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What Constitutes Waste-Free Selling
in the Civil Engineering and Construction Field?

Visualize, if you please, two distinct types of men
One is the chief engineer of a nationally famous 
contracting firm, the other his assistant in charge 
of a job down in Florida.
Clearly their business habits and reading needs are CONSTRUCTION quite a little different, though both have a common ENGINEERING 
basic interest, and both buy the products you sellMETHODS in the Civil Engineering and Construction Field. NEWS-RECORD

Monthly to 32,000 The question is, how many of these men are there. Weekly to 30,000 
and how can you reach them directly and econom
ically with your advertising?
In that question is the nub of your sales problem. 
In it, too, has been our objective in building the 
circulation of Engineering News-Record and Con
struction Methods. And in answering it for our
selves we have answered it for you.
The 62,000 readers of Engineering News-Record 
and Construction Methods include the bulk of the 
worthwhile buyers and buying influences of both 
types, each being reached through the medium of 
the editorial service which best meets his individual 
needs and his reading tastes.

McGraw-Hill Publishing Company, Inc., New York, Chicago, Philadelphia, Cleveland, St. Louis, San Francisco, London
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Rate for advertisements inserted in this department is $3.00 per inch. Minimum charge $1.50. 
Forms close Saturday noon before date of issue.

Positions W anted
Young woman, college graduate, wants position 
with publishing company or advertising agency 
in New York City. Has had experience as a 
general correspondent and assistant in the adver
tising department of a class publishing company. 
Knowledge of lay-out and make-up. Details re
garding personality, background and capability 
will be furnished on request. For an interview, 
■write Box 515. Advertising & Selling, 9 East 
38th Street, New York City.

SITUATION WANTED
1927 College graduate seeks advertising position 
in Metropolitan district. Has had little profes
sional experience while in College doing adver
tising for local business and social activities. 
Also did literary and art work for school and 
college publications. Can write copy and draw 
in all mediums and can produce samples on 
request. Can choose types and make layouts. 
Will learn rapidly. Address Box 508, Adver
tising & Selling, 9 East 38th St., New York 
City.

SUCCESSFUL ADVERTISING SALESMAN
College education, newspaper training, now asso
ciated with leading publisher of shoe trade 
journals, wishes to associate with consumer 
medium where his knowledge of advertising, his 
ability as a salesman, his acquaintance in the shoe 
and leather trade, his acquaintance with adver
tising agencies, his knowledge of merchandising 
problems df the shoe and leather industry can be 
applied to advantage. Box 513, Advertising & 
Selling, 9 East 38th St., New York City.

EDITOR, trade journal experience, familiar out
side contacts, college education, newspaper train
ing, wants progressive opening. Knows adver
tising cooperation. Address Box 509, Adver
tising & Selling, 9 East 38th St., New York 
City.

YOUNG ARTIST WANTS CONNECTION
Where there is a chance to grow, desires oppor
tunity to demonstrate his ability in creating sell
ing ideas. Thorough knowledge of directing and 
buying art work, visualizing, and working up 
AA-1 layouts. Business contacts have been with 
important executives, who will furnish highest 
references as to ability, character, and agreeable 
personality. Box 510, Advertising & Selling, 
9 East 38th St., New York City.

OPPORTUNITY to learn and copyrite with a 
Southern Agency. Salary subordinate to ser
vices — broad education—single—serious—indus
trious — analytical — enthusiastic — temperament. 
Address Box No. 512. Advertising & Selling, 
9 East 38th St., New York, N. Y.

Production, contact, estimator, Christian; mar
ried: five years compositor; three years produc
tion man; wants opportunity in or near New 
York; salary secondary. Address Box 517, 
Advertising & Selling, 9 East 38th St., New 
York City.

Help Wanted
ADVERTISING SOLICITOR

Successful, long-established free circulation maga
zine covering high class industrial field wants 
man 25 to 35 years old capable of qualifying 
quickly as either eastern or middle western repre- 
sentativr. Previous experience advertising man- 

r, space salesman, or agency work desirable.
Satisfactory method of compensation arranged. 
Give complete experience to date, present salary, 
location preferred, age, married or single, educa
ti 'U. religion, clubs. All applications confiden- 
• il Address Box 514, Advertising & Selling, 
9 East 38th St., New York City.

Help Wanted
London Art Studio wishes to appoint agent 
capable of selling advertising photographs in 
America. A real salesman with good connections 
amongst advertising and publishing firms might 
suit, or a mutual agency arrangement with an 
American commercial studio of good standing 
would be considered. First-class references re
quired and offered. Write confidentially, giving 
detailed particulars of connections and scope, to 
The Governing Director, Castudio Ltd., Russell 
Chambers, Covent Garden, London, W.C. 2. 
England.

Book Service
Let us suggest to you a list of three or four 
really important books. Tell us the subjects 
you are most interested in. and we shall suggest 
the best books. Our library is complete—we 
have them all—on every business subject.
Robbins Publications Book Service, 9 East 38th 
Street, New York City.

Publishers' Re presen tat ir e 
IIanted

Established monthly business magazine sub
scribed to by Texas business men wants pub
lishers’ representative to sell space for it. Pre
fers concern with offices in principal cities. 
Box 511, Advertising & Selling, 9 East 38th 
St., New York City.

Advertising Service

Letter duplicating at cut prices. Complete mail
ing campaigns. Copy writing, sales letters, etc., 
printing, multigraphing and mailing service. 
Est. 1907. Free price list. Write today, Haynes 
Adv. Co., Dept. 3, Omaha.

Patronize THE JUNGLE SHOP!
| A rhyme is memory’s safest prop.

Aifrc to please ad agencies!
Cheyney, 40 Eastern. Grand Rapids, Mich.
Ed., “Contemporary Verse,” $1.50 per year.

Stationery and Printing

STATIONERY AND PRINTING
Save money on Stationery, Printing and Office 
Supplies. Tell us your requirements and we will 
be pleased to quote lowest prices. Champion 
Stationery and Printing Co., 125 Church Street. 
New York City, Phone Barclay 1295.

Multigraphing

Quality and Quantity Multigraphing, 
Addressing, Filling In, Folding, Etc.

DEHAAN CIRCULAR LETTER CO., INC.
120 W. 42nd St., New York City 

Telephone Wis. 5483 

mind in preparing copy it is this: 
each advertisement, no matter how big 
or small, must have one (and just one) 
central or dominant idea behind it. 
This is the headline, so to speak, and 
the rest of the advertisement is built 
around it. Or to put it another way, 
this is the basic theme, around which 
all the variations are built. Fortu
nately, in our office, there are no others 
to consult. I say fortunately, for 
whenever several people are asked for 
their opinions, the result is likely to 
be disastrous. Mr. A will want to 
emphasize this point, and Mr. B that. 
By the time we c ome to G or H no real 
advertisement will remain.

LET me illustrate what I mean by 
J “basic theme.”

Perhaps some of those who read this 
article will remember a few of the 
large advertisements we have run on 
“Trader Horn.” There was one in 
which we featured the dramatic inci
dent of the 73-year-old tinware ped
dler trying to sell a gridiron, and 
eventually writing a best seller. 
There was another in which we fea
tured the expectations ami thrills of a 
reader who was planning to read 
"Trader Horn” tonight, There was 
another in which we featured the min- 
ute-b\ -minute reactions and adven
tures of a typical “Trader Hom” 
reader while engrossed in its pages.

In each case there was one central 
thought, featured in headline (and 
possibly in illustration) which was de
veloped throughout the text. Had we 
tried to combine several of the ideas 
in one advertisement, we w ould have 
produced not an advertisement that 
was several times as good, but simply 
a hoJce-podge.

How should reviews of the book be 
featured in the advertisements? Some
times it is relatively unimportant. If 
the copy of the advertisement itself 
leads naturally to reviews, we use 
them. Or if there is plenty of extra 
room on the page that can be used 
without crowding, we use them. But 
as a rule, we keep reviews in the back
ground, unless the central idea of the 
advertisement is the reviews which a 
particular book has received.

Occasionally we feature the physical 
book itself. We reproduce a picture 
of it, describe its appearance, give 
part of the table of contents, tell the 
reader how many pages and illustra
tions it contains, discuss the type-face 
used, and the quality of the paper and 
binding. Often we feature the manu- 
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factoring of the book, where it is 
made, how many pounds or tons of 
paper were used in making an edition. 
We believe tin public is interested in 
these details, this belief being based 
largely on the fact that so many peo
ple we meet seem to want to be in the 
publishing business, and are generous 
in their suggestions as to what, would 
make a good book, how it ought to 
be sold, manufactured and advertised.

Many booksellers have told me that 
they believe publishers place coupons 
at the bottom of advertisements to 
get direct orders. I doubt if that is 
correct. Judging from our own ex
perience a coupon makes little differ
ence w hen the reader is directed to "the 
bookstore, or the publisher.” We once 
took a double page spread in The 
New York Times on “The Story of 
Philosophy.” It cost us more than 
$2,200. The advertisement had a 
coupon in it, to be sent to the book
seller and, in cases where no book
seller was conveniently available, to 
the publishers. We received only five 
direct coupon orders. Shortly there
after, we ran a quarter page adver
tisement on the same book without a 
coupon, and fifteen orders came in 
with the advertisement pinned to it. 
I am sure booksellers will bear me 
out when I say that most of the ad
vertisements torn out of periodicals 
and presented at bookstores are com
plete advertisements, not the coupons 
that are part of the adv ertisements.

What, then, is the use of a coupon? 
Chiefly, to test the relative pulling 
powers of different media. If we run 
the same advertisement with a coupon 
in The Atlantic Monthly and Harper s 
and find that one medium brings back 
a measurably larger number of or
ders or inquiries, we conclude that the 
mon productive medium (costs being 
equal) is the better medium for that 
particular book, or that type of book.

Mac Lean Buys Shepard 
interests

In our last issue we stated in the 
News Digest that the Mac Lt an Pub
lishing Company. Ltd., Toronto, Ont., 
purchased The Inland Printer, Chi
cago. The item should have stated that 
the Mac Lean Publishing Company has 
purchased the Shepard interests only, 
and that Horace T. Hunter, vice-presi
dent of the \Iac Lt an Publishing Com
pany, has succeeded Mrs. Jennie 0. 
Sh< pard as president.
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THE NEWS DIGEST
A complete digest of the news of advertising and selling is here compiled for quick and convenient
reference. The Editor will be glad to receive items of news for inclusion in this department.

Address Advertising & Selling, 9 East 38th Street, New York.
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CHANGES IN PERSONNEL— [Advertisers, etc..
Name Former Company and Position Now Associated With Position
John M. Bickel..............Magazine Repeating Razor Co., New York, Ass’t Gen. 

Sales Mgr.................................... Servel Sales, Inc., New York Adv. & Sales Promotion Mgr.
George W. Cushing.... American Press Association, New York, Detroit Mgr.. Graham-Paige Motors Corp., 

Detroit, Mich.Adv. Mgr.
William B. E. Birkett. . Burroughs Adding Machine Co., Detroit, Mich...........Larrowe Milling Co., Detroit,

Mich. ........................................Adv. Dept.
P. C. Doyle ....................American Metal Cap Co., Brooklyn, N. Y., Sales Mgr. .Same Company......................... Vice-Pres.
J C. Coffey....................Coronado Hotel, St. Louis, Mo., Adv. Mgr......................Frigidaire Corp., Dayton,

Ohio ..........................................Sales Promotion Dept., Direct
. . Mail

J. I Pedder.............. Westinghouse Electric Ä Mfg. Co.. East Pittsburgh, Pa., 
Publicity Dept............................Frigidaire Corp., Dayton,

Ohio ..........................................Sales Promotion Dept., Sales
Bulletin

George Urquhart..........Bankers’ Trust Co., New York, Ass’t Vice-Pres. American Piano Co., New
York ........................................ Pres.

C. A. Wagner.............. American Piano Co., New York, Pres................................Resigned
Herman J. Redfield United Publishers Corp., New York, Sec’y-Treas. National Trade Journals, Inc.,

New York.................................. Pres. & Treas.
N J. Donovan................Frank Presbrey Co., Inc., New York, Acc’t Mgr............. Brief English Systems, Inc.,

New York ..............................Vice-Pres. & Dir.
Shepard G. Barclay . John H. Smith Publishing Corp., New York, Gen. Mgr.Same Company........................Pres. & Treas.
Theodore Feinstein . . Harry M. Frost Co., Inc., Boston, Mass., Member of

Boston, Mass........................... Adv. Mgr.
W. B. Morris..................Munsingwear Corp., Chicago, Ill., Adv. Mgr.............. Resigned
George C. Hubb............Dodge Bros., Detroit, Mich., Adv. Mgr.............................. The Pierce Arrow Motor Car

Co.. Buffalo, N. Y...................Ass’t to Pres.
Frank V. Goodman ...Sonora Phonograph Co., New York, Vice-Pres. & East- \

ern Sales Mgr..........................................................................American Bosch Magneto
Corp., Springfield, Mass Sales Mgr. of Radio Div.

Ray L. Speicher............Atwater Kent Mfg. Co.. Philadelphia, Pa., Adv. Dept. . Freed-Eisemann Radio Corp., 
New York.............................. Adv. Mgr.

R. R. Smith.................... Freed-Eisemann Radio Corp., New York, Adv. Mgr. Geuting’s Shoe Co., Phila
delphia. Pa.................................Adv. Mgr.

Alfred W. Fischer........Altorfer Bros. Co., Peoria, Ill ............................................. Conlon Corp., Chicago, Ill.. . Vice-Pres, in Charge of Sales
& Adv.

J. F. McManemin..........Electric Household Utilities Corp, Chicago, Ill., Adv. 
'Igr . ................... i ,nlon Corp. Chicago, 111.. . Adv. Mgr.

Bennett Chapple ............ American Rolling Mill Co., Middletown, Ohio, Publicity 
Dir. ............................................ Same Company ......................... Vice-Pres, in Charge of Adv.

Leo H. Steinhauer..........Foster & Kleuser Adv. Agcy, Seattle, Wash...................... Grunbaum Bros. Furniture
Co., Inc., Seattle, W ash........Adv. Mgr.

John T. Kelley................Bureau of Economics, Washington, D. C., Adv. and 
Statistical Work .............................................’........................Commonwealth Bond Corp.,

New York ............................ Adv. Mgr.
M. F. Schmitt................Rolls Royce of America, Inc., New York.........................Canada Dry Ginger Ale, Inc.,

New York................................Adv. Dept.
Maxwell S. Dane ........Stern Bros., New York. In Charge of Men’s Clothing 

'■o ..................................... Same Company......................... Ass’t Adv. Mgr.

CHANGES IN PERSONNEL—[Agencies, etc.]
Name Former Company and Position Now Associated With Position
Thomas F. Lannin........Wm. H. Rankin Co., Chicago, Ill........................................The Frank M. Comrie Co.,

Chicago, III...............................A’ice-Pres. & Dir.
Mitchell Dyer................W’ahl-Eversharp Co., Chicago, Ill., Adv............................. Gale & Pietsch, Inc., Chicago,

Ill................................................ Member of Staff
R. M. Newcomb............ Joseph Richards Co., Inc., New York, Vice-Pres...............J. Walter Thompson Co., Inc.,

New York ..............................Member of Staff
Gerald C. Smith............Andrew Cone Adv. Agcy., Inc., New York, Vice-Pres.. . Lyon Adv. Agcy., Inc., New

York ........................................ Acc’t Executive
George W. Elliott. . . , Ferry-Hanly Adv. Co., Inc., Kansas City, Mo................Honig-Cooper Co., Inc., Los 

Angeles, Cal............................... Prod. Mgr.
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U. S. Department of Commerce 
Confirms Atlanta’s Place as 

Distribution City

Percent coverage from Atlanta branch offices of 86 national concerns, 
selected by the Department of Commerce survey as typical of the 

more than 900 that serve the South from Distribution City.

FOR YEARS business men have watched the
South. They saw its industry grow 202.9% 

in twelve years, while the entire United States 
developed 158.6% industrially. They saw agri
culture slip the one-crop yoke and become 
stable, prosperous. And realizing that here was 
a market not to be neglected, cast about for a 
proper point from which to serve it most 
economically.

More than 900 of these famous concerns, 
studying the field with care, have chosen/Atlanta. 
Now comes the Domestic Commerce Division 
of the U. S. Department of Commerce and 
dispassionately surveys this swiftly growing 
market. Emerging from the facts, gathered 
over many months of intensive study, is evi
dence that these 900 great concerns have chosen 
wisely—overwhelming evidence of Atlanta’s 
importance in the plans of every business that 
pretends to thorough cover
age of aZZits active markets.

Sales offices here bring 
bigger volume, because men 
and merchandise may be 
more efficiently routed over

the rich territory. Southern merchants, 
buying hand to mouth as elsewhere, 
have learned to look to Atlanta 
branches for the service to which 
they are entitled.

Branch factories spring from sales 
experience in the territory. Obviously 
the market is here. Obviously goods 
made here under the economies of 
efficient Southern labor, low taxes, 
plentiful and cheap raw materials, low

cost power, will have a dual “edge” on goods 
long-hauled from congested, high-cost centers. 
And these branch factories grow, prosper and 
multiply.

Atlanta is ready to show you why it is im
portant to your business—to any business that 
must pay dividends. Without cost or obligation, 
and in the strictest confidence, the Atlanta In
dustrial Bureau will make a special survey of 
this region from your standpoint. Item by 
item, the Bureau will show how you can save 
money on operation and make money on sales.

A brief note from you will bring this infor 
mation promptly.

Executive officers of interested concerns may secure the 
Southeastern Survey from any office of the Department of 
Commerce, or by writing us on their letterheads.

Write INDUSTRIAL BUREAU
11 Chamber of Commerce

Atlanta
Indus trial Headquarters of the South Î __i é
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THE NEWS DIGEST (Continued)
CHANGES IN PERSONNEL —(Agencies, etc., continued)
Name Former Company and Position Note Associated JTith Position

W. J. Noble..................Williams & Cunnyngham, Inc., Chicago, Ill.......... Porter - Eastman - Byrne Co.,
Chicago, Ill............ .............Acc’t Executive

Paul R. Nystrom.........Retail Research Association, New York, Dir. ............Amos Parish & Co., New-
York ................................... Associate Dir.

(Effective March 1>
II. A. Sweeney.............. The W. E. Long Co., Chicago, Ill., Prod. Mgr. . . . G. H. Robinson Co., Chicago,

Ill............... ........................Adv. & Sales Promotion Mgr.
Henry T. Bourne.........The H. K. McCann Co., Cleveland. Ohio, Media Dept. The Griswold-Eshleman Co.,

Cleveland, Ohio ..................Space Buyer
Philip G. Gilmore....... Capehart-Carey Corp., New York, Vice-Pres. ..Griffin, Johnson & Mann.

Inc., New York................... Member of Staff
W E. Stanley...............E. T. Sadler Co.. Chicago, Ill., Acc't Executive The John H. Dunham Co.,

Chicago, Ill. ......... Contact
D T. Carlisle.......... George Batten Co., Inc., Boston, Mass................ ........ Same Company.........................New York Office
Roderick W. Classen . Frank B. White Co., Chicago, 111., Advisory Board Same Company........................ Mgr. of Industrial Adv.
Allred C. Houser.........Yellow Truck & Coach Co., Chicago, Ill., Adv. Mgr... . The Ouinlan Co., Chicago,

Ill............................................ Acc’t Executive
John M. Hamilton.......Salorex Corp., Detroit, Mich., Sales Mgr. ................... The Quinlan Co., Chicago,

Ill............................................ Acc’t Executive
Rollo Fogarty .............. Tribune, Chicago, Ill., Bus. Survey Dept. ..........The Quinlan Co., Chicago,

Ill............................................Prod. Mgr.
H. A. Sweeney.............. The W. E. Long Co., Chicago, Ill., Prod. Mgr................G. H Robinson Co., Chicago,

Ill............................................Sales Promotion Dir.
G. E. Fullerton.............. Krichbaum-Liggett Co., Cleveland, Ohio, Acc't 

Executive ............................... Same Company.......................Sec’y & Dir.
S. Ray Jones ................ J. Jay Fuller Adv. Agcy., Buffalo, N. Y., Vice-Pres. Adams, Hildreth & Davis,

Buffalo, N. Y......................Vice-Pres.
O. E. McIntyre............ The Charles William Stores, Inc., Brooklyn, N. Y., _

Vice-Pres. ............................... ................................ H. S. Howland Adv. Agcy.,' Y
Inc., New York......................Vice-Pres. & Gen. Mgr.

James R. Branson.........News, Indianapolis, Ind., City Editor ...........................Millis Adv. Co., Inc.,..Indian
apolis, Ind.  Copy & Contact

Mary Shaunty.............. Potts-Turnbull Co., Inc., Kansas City, Mo.......................Millis Adv. Co., Inc.,..Indian
apolis, Ind  Copy & Contact

Anita Kepler .............. Citrus Fruit Products Co., Chicago, Ill., Adv. Dir . Millis Adv. Co., Inc., Indian
apolis, Ind............................ Copy & Contact

Joseph H. Crawley .... The Prest-O-Lite Co., Inc.. Indianapolis, Ind., Gen. 
Office Mgr....... ......................Millis Adv. Co., Inc., Indian-

• apolis, Ind. ......................... Copy & Contact
Wallace Moore.............Society for Electrical Development, Rochester, N. Y.: 

Sec’y ..................................... Millis Adv. Co., Inc., Indian
apolis, Ind.......................... Copy & Contact

R. W. Sparks.............. Times, Indianapolis, Ind., Ass’t Managing Editor..........Millis Adv. Co., Inc., Indian
apolis, Ind. ...........................Copy & Contact

Philip Clarkson Pack .. Philip Clarkson Pack Adv., Ann Arbor, Mich., Pres Turner-Wagener Co., Inc.,
Chicago, Ill. ......................Vice-Pres. & Dir.

Gladys Hall ................ Stanley E. Gunnison, Inc., New York, Copy................. The Lawrence Fertig Co.,
Inc., New York.....................Copy

Raymond Hawley . . Metropolitan Body Corp., Bridgeport, Conn., Vice-Pres.Hanff - Metzger, Inc., New
York ......... ......... ......... Contact

R. N. Price ................K. L. Hamman Adv., Inc., Oakland. Cal.. In Charte of
Credits, Finances & Accounting H. E. Lesan Adv. Agcy., Inc..

New York ...........................Head of Financial & Account
ing Depts.

CHANGES IN PERSONNEL-[Media, etc.)
Name Former Company and Position Now Associated IFith Position

Charles McCahill .........Journal-American. Rochester, N. Y., Publisher...............American, New York Vice-Pres. In Charge of Adv.
Joseph A. Plummer .. The Angus Co., New York, Treas. & Gen. Mgr. Same Company ....................Pres.
Samuel A. Moss........... Lord & Thomas and Logan, Inc., New York. Art Dir. Einson-Freeman Co.. New

York .................................. Art Dir.
R. C. Mower Will Howell & Associates, Chicago. Ill.. Partner Manz Corp.. Chicago. Ill. Vice-Pres. & Sales Mgr.
Charles S. Mott ...........Topics Publishing Co., Inc., New York, Sales Rep. ..Same Company....................Vice-Pres.
V. J. Rogers ................Topics Publishing Co., Inc., New York, Sales Mgr Same Company ....................Vice-Pres.
Samuel A. Gardner . . . Liberty, New York, Boston Office ................................Same Company ....................Mgr. of New England Div.
II. E. McManus.........News and American, Baltimore. Md., Adv. Dir. Sun - Telegraph, Pittsburgh,

Pa.............................................Adv. Dir.
A. K. Isreeli .............. General Motors Corp,. Argentina, S. A., Adv. Mgr Inter-Racial Press of Amer

ica, Inc., New York .........Vice-Pres.
Maurice J. Coughlan Journal, New York ............ Inter-Racial Press of Amer- •

ica, Inc., New York...........Adv. Staff
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He represents 73.4% of the entire population 
of the state. He smiles because of the biggest 
corn crop in the state since 1915 ... . because of 
a $16,000,000 increase over 1926 in income from 
his cotton .... because his livestock has been 
worth $14,302,000 more this year than last.

There are 178,428 farmers like him who read 
The Oklahoma Farmer-Stockman each issue 
. . . . twice eath month. They represent a 
market well worth cultivating .... intimately. 
Go after these sales in 1928.

Carl Williams 
Cditor

U'OKLAHOMA

f^Oklahoma City*1*

Ralph Miller 
ddu Mgr

Published by THE OKLAHOMA PUBLISHING COMPANY

Also Publishing IHf DAILY OKLAHOMAN and OKLAHOMA ( II\ TIMES

E. KATZ SPECIAL ADVERTISING AGENCY
NEW YORK CHICAGO DETROIT KANSAS CITY ATLANTA SAN FRANCISCO
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THE NEWS DIGEST (Continued)
CHANGES IN PERSONNEL— [Media, etc., continued]
Name Former Company and Position Now Associated With Position
O. D. Keep..................... Time, New York, Adv. & Circulation Depts...................... Same Company ....................... In Charge of Copy
Ross Anderson................Record, Philadelphia, Pa., In Charge of Gen. Promotion

& Merchandising ..................................................................Same Company ....................... Foreign Adv. Mgr.
Fred A. Healy................Curtis Publishing Co., Philadelphia, Pa., Mgr. of De

troit Office ...................... ...... Same Company ........................Mgr. of New York Office
Shelton P. Hubbard.... Drug Topics, New York, Adv. Dept................................... American Druggist, New

York .........................................Adv. Staff
Earl Gaines ...................News, San Francisco, Cal., Display Adv. Mgr................Same Company ....................... Adv. Mgr.
R. S. McMichael............W orld & Evening World, New York, Nat’l Adv. Mgr. . Roy Barnhill, Inc., New York . Gen. Mgr. of Newspaper List
Joseph C. Gries............. Manz Corp., Chicago, Ill., Sales Mgr................................. Same Company .......................Vice-Pres, in Charge of Sales
Robert Hitchings ..........Record, Philadelphia, Pa., Adv. Dept.................................Same Comoany .......................Local Adv. Mgr.
Frederick Franklin........General Electric Supply Co., Cleveland, Ohio, Mgr. of

Lamp Dept. . ..................................................................Time, New York..................... Promotion Dept., In Charge
of Research

T. H. Frazier..................Times, New Bedford, Mass., Adv. Mgr.............................. Herald Tribune, New York Nat’l Adv. Dept.

CHANGES IN AGENCIES AND NEW ADVERTISING ACCOUNTS
Name
The Griffin Mfg. Co., Inc...........

Rae D. Henkle, Inc.....................
C. Nestle Co..................................
Tidewater Terminals ..................

The Jordan-Lyman Co................
Servel Sales, Inc.................... ..

Neverbreak Trunk Co.................. 
The Standard Envelope Mfg. Co

Baker & Bennett Co.....................
Conlon Corp...................................
Landon Radiator Co.....................

Address Product Now Advertising Through
New York.......................... Shoe Polish & Lotion

Cream ................................Peck Adv. Agcy., Inc., New York
New York.......................... Publishers ....................... Robinson, Lightfoot & Co., Inc., New York
New York ........................Permanent Hair Wave... J. Walter Thompson Co., Inc., New Y'ork
Philadelphia, Pa................Steamship Terminal Op

erators & Warehouses... Charles C. Green Adv. Agcy., Inc., Philadel
phia, Pa.

Boston, Mass.....................Finance ...............................Albert Frank & Co., Boston, Mass.
New York ........................Electrolux, Gasless Re

frigerator ........................... George Batten Co., Inc., New York
Newark, N. J.....................Trunks ................................. Small, Lowell, Inc., New York.
Cleveland, Pittsburgh &
Nashville ........................... Silvertone Clasp En- John S. King Co., Inc., Cleveland, Ohio,

velopes ................................
New York............................ Gray Goose Golf Balls. . .Grant & Wadsworth, Inc., New York.
Chicago, ILL ......................Elec. Washing Machines . Henry Hurst / McDonald, Chicago, Ill.
North Tonawanda, N. Y . Radiators ..........................Adams, Hildreth & Davis, Buffalo, N. Y.

Frontier Mfg. Co....................................... North Tonawanda, N. Y Oak Motor Oil...................Adams, Hildreth & Davis, Buffalo, N. Y.
The Bookhouse for Children ................ Chicago, Ill......................... Publisher ............................McQuinn & Beach, Inc., Chicago, III.
Breyer Ice Cream Co................................Philadelphia, Pa................. Ice Cream .........................McKee & Albright, Philadelphia, Pa.
Burt Mfg. Co.............................................Akron, Ohio....................... Ventilators, Oil Filters &

Exhaust Heads..................Lddy & Clark, Inc., Akron, Ohio
Blue Bell Overall Co............................... Greensboro, N. C...............Overalls.............. Joseph E. Hanson Co., Inc., Newark, N. J.
American Aluminum Ware Co..............Newark, N. J....................... Aluminum Ware................Joseph E. Hanson Co., Inc., Newark, N. J.
Dictograph Products Corp..................... New York............................ Acousticon ......................... Harrison J. Cowan Adv. Agcy., New York.
Marietta Concrete Corp..........................Marietta, Ohio ................. Silos, Storage Bins, Brood

ers, & Maconco Building 
Block ..................................Krichbaum-Liggett Co., Cleveland, Ohio

Virginia Lee, Inc..................................... Cleveland, Ohio ............... Greaseless Speed Make
up ........................................ Groesbeck-Hearn, Inc., New \ork

The Wood Shovel & Tool Co............... Piqua, Ohio ....................... Molybdenum Shovels,
Spades, and Scoops..........The John S. King Co., Inc., Cleveland, Ohio

The Bromley-Shepard Co., Inc..............Lowell, Mass....................... Women’s Dresses ............. Albert Frank & Co., Boston. Mass.
The Henry S. Wampole Co................... Baltimore, Md..................... Extract of Cod Liver Oil The Quinlan Co., Chicago, Ill.
The Standard Drug & Sales Co...........Philadelphia, Pa.................Muscletone .........................The Quinlan Co., Chicago, Ill.
Ludlow S. Sherwood................................Chicago, Ill...........................Insurance ...........................The Quinlan Co., Chicago, Ill.
W. G. Lloyd Co........................................Chicago, Ill.......................... Adco Binders . ....... ...The Quinlan Co., Chicago, 111.
Watt Inginecring Co................. ........ Chicago, 111. .. Construction . The Quinlan < o Chicago, I11
Philadelphia Lawn Mower Co., Inc. ..Philadelphia, Pa................Lawn Mowers ................. The Fugene McGuckin Co., Philadelphia, Pa.
Theo. Audel & Co....................................New York ............................Educational Books .... Robin-on, Lightfoot & Co., Inc., New York
Ruby Lane, Inc.......................................New York ...........................Chain Stores ..................... The Lawrence Fertig Co., Inc., New York
Golden Rule Shoes, Inc..........................New York ...........................Shoes ....................... The Lawrence Fertig Co., Inc., New York
Northwestern Terra Cotta Co...............
Smith, Drum & Co...................................

Otto Engine Works ................................

Chicago, Ill......................... Architectural Terra Cotta McJunkin Adv. Co., Chicago, Ill.
Philadelphia, Pa............... Textile & Laundry 

Machinery . R. E. Lovekin Corp., Philadelphia, Pa.
Philadelphia, Pa...............Stationary Diesel Engines.R. E. Lovekin Corp., Philadelphia, Pa.
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Beginning 
with the issue of March 
7th,KEYED COPY will 
appear once a month in 
Advertising & Selling 
as a department of ad
vertising case-method 
studies conducted by 
Carroll Rheinstrom.

Editor

The key to the study of effective advertising is not "How do you like it?” but "What did it do?’’ 
KEYED COPY' reproduces advertisements and tells the actual results with facts and figures.
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THE NEWS DIGEST (Continued)
CHANGES IN AGENCIES AND NEW ADVERTISING ACCOUNTS [Continued]
Name Address Product Now Advertising Through

Mears-Kane-Ofeldt, Inc.......................  Philadelphia, Pa. ....... Gas Steam Boilers & XV a
ter Heaters .................... R. E. Lovekin Corp.. Philadelphia, Pa.

Frederick Iron & Steel Co .............. Frederick. Md. ........... Centrifugal & Diaphragm
Pumps ............................R. E. Lovekin Corp., Philadelphia, Pa.

Auto-Prime Pump Co............................. Cleveland, Ohio ..............Home Water Systems . RuthrauS & Ryan, Ine., Chicago, Ill.
Protexwel Corp......................................Chicago, Ill ................. Waterproof Fabrics.......... Ruthrauff & Ryan, Inc., Chicago, III.
Medallion Modes ............................... New York ........................Dresses ............................M. Spivak Adv. Agcy., New York
Anaklein, Inc.........................................New York ................ Dresses ...........................M. Spivak Adv. Agcy., New "York
Greater Insurance Exchange Building Chicago, Ill. ...............Office Building ............... Albert Frank & Co., Chicago, Ill.
Harrell Laboratories..................... Chicago, Ill. ...................Neophen .......................... The Quinlan Company, Chicago, Ill.
The Battery Equipment & Supply Co. Chicago, 111....................Battery Supplies ..... Frank M. Comrie Co., Chicago, Ill.

PUBLICATION CHANGES AND APPOINTMENTS
National Trade Journals, Inc., New York............ Has been formed from the merging of the following magazines: Building Age & Na

tional Builder, Butchers Advocate & Market Journal, Canning Age, Cement Mill & 
Quarry, Motor Boat, Motorship, National Cleaner & Dyer, Oil Engine Power, Fishing 
Gazette and Sporting Goods Journal.

The American Girl, New York...............................Has appointed Harry E. Hyde, Philadelphia, Pa., as its advertising representative in
the Philadelphia territory and south to Washington territory.

The American Girl, New York.............................Has appointed Hallett E. Cole, Pasadena, Cal., as its Pacific Coast advertising repre
sentative.

Children, The Magazine for Parents, New York .. Has appointed Blanchard-Nichols-Coleman, Chicago, Ill., as its mid western adver
tising representative.

Uusi Suomi, Helsingfors, Finland.........................Has appointed Joshua B. Powers. New York, as its advertising representative in the
United States and England.

Svenska Dagbladet, Stockholm, Sweden.............. Has appointed Joshua B. Powers. New York, as its advertising representative in the
United States and England.

Long Island Community Newspapers, L. I,, N. Y. . Have appointed Roy Barnhill, Inc., New York, as their national advertising representative. 
Nature Magazine, Washington, D. C. ..................Has appointed Blanchard-Nichols-Coleman, Chicago, Ill., as its mid-western advertising

representative.
Star-Bulletin, Honolulu, Hawaii ..................... Has appointed R. J. Bidwell Co.. San Francisco. Cal., as its Pacific Coast Representative.

MISCELLANEOUS .
John H. Smith Publishing Corp., New York . Name changed to Auction Bridge Magazine, Inc.. New York. 
Julian J. Behr Co., Inc., Cincinati, Ohio............ Has opened a new office at 93 Fifth Ave., New York. M. A. Abel will be manager of the 

office.
Kelly-Smith & Co., New York ...............................Will open a new office in Atlanta, Ga. Joel Chandler Harris. Jr., will be in charge of

the office. (Effective March 1)
Blanchard-Nichols-Coleman, San Francisco, Cal. Has opened a new office in Chicago. Ill. Mr. Straud B. Galey will be the resident man

ager of this office.

NEW ADVERTISING AGENCIES AND SERVICES
Jordan Advertising Abroad, Inc. 11 West 42nd St., NewYork ..................Advertising ..............G. R. Jordan
Merchandising Art Service .. 31 E. 27th St., New York.............................Art Service ............ Dan Hassinger.
Maxwell Bauer, Artists......... 145 West 45th St., New York......................Art Service................Maxwell Bauer

CHANGES IN ADDRESSES [Advertising Agencies and Services, Publications, eie.]
Name Business From To

Chain Store Age ..............  Publication ...........

Auction Bridge Magazine, Inc........ Publishers   
Marschalk & Pratt, Inc.................... Advertising ...........
H. S. Howland Adv. Agcy., Inc Advertising .........

NEW PUBLICATIONS
Name Published by

The Atlantic Bookshelf......... Atlantic Monthly Co. .
Oriental Rug Magazine Oriental Rug Magazine

Publishing Co. ...........

................35 South Dearborn St., Chicago, 
Ill. ......................224 South Michigan Ave., Chicago,

Ill.
.......  30 Ferry St., New York..................19 West 44th St., New York 
................ 49 West 45th St., New York...........  369 Lexington Ave., New York. 
................ 20 Broad St., New York .............. 2 Park Ave., New York

Address First Issue Issuance Page Type Size

200 Fifth Ave., New York . . Feb. 15 8 times a year 5% x 8 inches

Fisk Bldg., New York ..................Jan...................Monthly ... . 7 x 10 inches
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To Select the Proper 
Advertising Mediums—You Need 

STANDARD RATE & DATA SERVICE
It gives up-to-the

minute information on 
rates, discounts, color 
and cover charges, spe
cial positions, classified 
advertising and read
ing notices, closing
dates, page and column sizes— 
and circulations on publications 
in the United States and 
Canada.

The rate-cards and circula
tion statements are practically 
duplicated and placed in one 
convenient volume.

Published Monthly
—supplemented with bulle

tins—and covers daily news
papers, farm papers, general

magazines, business 
papers, religious and 
foreign language publi
cations.

Confidence
Every great business

enterprise, that has endured 
over a span of time, has been 
founded upon—and has pros
pered through—the confidence 
of those comprising the market 
to which it sought to sell its 
merchandise or service—confi
dence in honor, intelligence, 
appreciation and goodwill!

During the short span of eight years 
STANDARD RATE & DATA SER
VICE has done what it has taken other 
successful institutions many years to 
accomplish.

(TEAR OFF ON THIS LINE)

Special 30-l)ay Approval Order
Standard Rate & Data Service, 
536 Lake Shore Drive, 19 2
Chicago, Illinois.

You may send us—prepaid—the current number of Standard Rate & Data Service, together with all bulletins since it was issued, 
which we are to have the privilege of using 30 days.

II ,we are n°t convinced of the value of this Service at the end of that time, we shall return the issue and our obligation is ended 
Otherwise, you may consider us subscribers and send a revised copy each month for one year. The Service is to be maintained by 
bulletins issued every other day. 7

Firm Name .................................................................................................................... Street Address .......................................................................................................

City ..................................................................................................................................State . ... .................... ................................. .......................

Individual Signing Order.........................................................................................Official Position ..........................................................................................................



90 ADVERTISING & SELLING February 22, 1928'

Keeping in Step 

with the Modern

Tempo

if AS refrigeration, gas house
heating units, laundry appliances, radiant 
heaters, heat control ranges, automatic 
water heaters, 60,000 industrial applica
tions—these are only a few indications 
of how the gas industry is in step with the 
modern tempo.

Walk into the average gas company 
office today and compare it with that of 
not so many years ago. Gone are the ram
shackle buildings housing a nondescript 
group of dust-covered appliances. In their 
place are spacious edifices where immac
ulate and sparkling appliances are ar
ranged anti displayed with the technique 
of an up-to-date department store.

You’ll find other innovations, too. 
Courteous, intelligent salesmen. And a 
home service department, where, in a 
bright kitchen, a lady in white con
ducts classes in the fine art of cooking 
and many phases of home economics. 
Through this and manifold activities the 
gas company has become a community 
center of education and service.

The same spirit is reflected by the 
manufacturers closely affiliated with 
this great industry. They are striving 
more than ever before to improve and 
perfect their appliances and equipment 
so that the ultimate of service and econ
omy can be enjoyed by the consumers.

THIS WILL BE THE NEW HOME OF THE 
CONSOLIDATED CAS COMPANY OF NEW YORK

As a result of this alertness to chang
ing needs, the gas industry has within the 
space of a few years taken its place in 
the front rank of major markets. To
day it serves 15,000.000 homes and 
is expanding at the yearly rate of 600,000 
new customers.

Comprised of 1700 units, each a good
size market, it represents a big oppor
tunity to the manufacturer seeking a 
stable, expanding outlet for his product.

More detailed 
information?

We"ll gladly send it*

A weekly, Gas Age-Record 
is first in news interest. Also, 
it is first in constructive leader
ship. This has given it circula
tion and advertising dominance.

GAS AGE-RECORD
9 East 38th Street. New York




