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to any selling organization if requested on busi-

Circulation more than 400,000 Daily, 700,000 Sunday

market 
circula- 

adver-

FOR detailed proof of the above statements, (in
cludine the circulation ot The Tribune in each of 
more than 7000 towns), read the BOOK OF

Michigan ami Wisconsin —known

Here is a market that is entitled to a fifth 
your total advertising appropriation because

To Buyers of
National Advertising

ONLY four weekly publications on this con
tinent have larger circulations than The 

Chicago Sunday Tribune. Three of the*e are 
magazines, the other a New York newspaper.

In the five rich states of Illinois, Indiana. Iowa,

its wealth and population, aud in 
The Chicago Tribune has no rival 
tion, and prestige, aud economy as 
tising force.

Chicago Territory — the largest of these pub
lications does not reach half as many people as 
doe-- The Tribune.



PREJUDICE A short time ago advertisers generally doubted the effec
tiveness of any medium in the Directory Class.

PROOF
In substantially every instance where Thomas' Register has succeeded in getting a 

trial this prejudice has been overcome. As far as this Register is 
concerned, actual tests having demonstrated that advertising published 
therein once a year produces as continuous returns throughout the year, 
and of at least as great volume as though repeated in every issue dur
weekly or monthly periodicals.

PREDOMINANT

PATRONAGE

I Comas’ ieciSTCR.
I /Mow

«Tbc

The last edition (11th) has 5980 advertisements, and 2315 
separate advertisers, nearly all of whom are renewals, hav
ing become permanent patrons, through actual test and 
against prejuice.

This patronage has never been exceeded by any trade pub
lication weekly, monthly, or any other kind, and, with one 
exception, none has ever come within 50r< of equalling it.

THE only work that instantly furnishes a 
complete list of all the Manufacturers and 
primary sources of supply for any conceivable 

article, or kind of article, more than 70,000.

Member Audit Bureau of Circulations

W RKISTIR Aims to list all manufacturers irrespective 
of their advertising or subscription patronage

THE öllYERS MASTER KEY
TO ALL AMERICAN SOURCES OF SUPPLY

A volume of 1500 pages, 9x 12, $15.00
Published once a year. Used in the 

offices of a large portion of the import
ant concerns in all lines thousands of

times each day by Purchasing Agents, Foremen, Superintendents and others having to 
do with ordering or specifying.

IT is used for locating sources of supply as instinctively as the clock is consulted for 
the time of day. Descriptive and other advertising matter therein automatically 

comes to the attention of buyers at the important moment when they are interested.

Circulation 80% Domestic—20<; Foreign. Its Circulation is 99-T paid

THOMAS PUBLISHING COMPANY
129 LAFAYETTE STREET, NEW YORK CITY

CHICAGO—20 W. Jackson Blvd BOSTON—Allston Square SAN FRANCISCO—433 California St. TORONTO—ot Constance St.

OVERSEAS OFFICES AND AGENCIES: London. Paris. Amsterdam, Kristiania. Madrid. Genoa. Calcutta, Sydney. Soerabaia, Singa
pore, Manila. Johannesburg, Cape Town, Durban, Honolulu, Saigon, Shanghai. Kobe, Rio de Janeiro, Buenos Aires, Havana, San 

Juan, Mexico City.



New Orleans

WRITE

Entered as

Reach the Vital 
Prosperous Field-The City Proper

Large Circulation Concentrated in the City
Suburban New Orleans is too limited 

and scattered to economically merchandise 
and advertise to.

The city circulation of The New Orle
ans States will produce quick, more profit
able returns at a lower cost.

Want More Information?
k We’ll Gladly Furnish It. A

f Start
Your Southern Campaigns

An Active
Buying Market

Dealers alive to advan
tages of handling adver
tised products.

Residents of city re- 
k sponsive to advertising. J

\ ADVERTISING/ DIRECTOR!

use

New Orleans States

30th year. No. 2. Issued weekly. 
March 3, 1879. Price. 15c

SUNDAY

New Orleans
STATES
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THE COMPANY 
YOU KEEP!

(Extracts from letter)

In making a general review of our advertising results I encoun
tered some data that I thought might prove of interest to you.
I find that Photoplay Magazine, - -------- - and the —
are thus far the three aces for both inquiries and sales.
I believe that the cleanness of your advertising columns has had 
a great deal to do with the results we have obtained. It is re
grettable that--------------- accept so much questionable adver
tising, some of which borders on the fraudulent. e were forced 
to discontinue using one of these magainzes because of the fraudu
lent claims a---- ----- - had been permitted to make in its
advertising.
The influence of association is a factor that should not be over
looked by national advertisers. It goes without saving that we are 
not ashamed oi the company we keep when we use Photoplay 
Magazine, and that's why our 1920 appropriation calls for greatly 
increased space in your publication.

The following representative concerns are using PHOTOPLAY 
on schedule:

THE ALADDIN COMPANY 
AMERICAN CHICLE CO.
F. R. ARNOLD & CO.. (LADorine) 
APPERSON BROS AUTOMOBILE CO. 
BAUER & BLACK 
BONNIE B COMPANY 
BRUNSWICKBALKE-COLLENDER CO. 
BURSON KNITTING CO.
B. V. D. COMPANY
CHENEY TALKING MACHINE CO.
COCA-COLA COMPANY
COLGATE & CO.
CUDAHY PACKING CO.
DE FREE CHEMICAL CO.
W. L. DOUGLAS SHOE CO.
EASTMAN KODAK CO.
FAMOUS PLAYERS-LASKY CORP.
CHAS. E. HIRES COMPANY
HOLEPROOF HOSIERY COMPANY 
ANDREW JERGENS CO.
KELLOGG TOATED CORN FLAKE CO.
TAMES S. KIRK & CO.

LEXINGTON MOTOR CO.
LYON & HEALY
MELLIN’S FOOD CO.
MINT PRODUCTS CO.
M U N SI NG W E A R CORPORA TI O N
NATIONAL BISCUIT CO.
NORTHAM WARREN CORP. (Cutex)
ORANGE-CRUSH 
PALMOLIVE CO. 
PEPSODENT CO. 
POMPEIAN MFG. CO. 
PRUDENTIAL INSURANCE CO. 
OU AKER OATS CO.
SANITOL CHEMICAL LABORATORIES 
ALFRED H. SMITH CO. (Djer Kiso 
STEGER & SONS PIANO CO.
SWIFT & CO.
UNITED DRUG CO. (Jonteel)
VAN CAMP PRODUCT CO.
VICTOR TALKING MACHINE CO. 
STEPHEN F. WHITMAN & SON, INC. 
W INTO N COM PA NY

Let the liante stick in your mind, it’s imitated 

PHOTOPLAY 
The Magazine of the Fifth Estate

JAMES R. QUIRK. PUBLISHER 

W. M. HART 
ADVERTISING MANAGER

350 NORTH CLARK ST., CHICAGO NEW YORK OFFICE, 25 WEST 45TH ST.
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The Transportation Situation and How It Affects 
National Advertisers

Existing Conditions Are Nullifying the “Law of 
Supply and Demand” and Call for Expert Mar
keting Judgment, As a Closely Related Problem

By WILLIAM B. COLVER*
Member of the Federal Trade Commission

THE THEORY and practice 
of the art of advertising 

needs neither bouquets nor explana
tion. It has been demonstrated as 
to its power, its usefulness and its 
economy in the public interest so 
that it no more needs explanation, 
interpretation or laudation than does 
the law of gravitation: I am going 
to try to show, however, the very 
direct and intimate relation 'which 
advertising has to transportation.

Nothing has been more talked of 
for the last few years than “the law 
of supply and»emand.’’ To hear 
>ome of the things that are said 
about this wonderful law of sup- 
plv and demand one would think 
that it worked automatically and, if 
allowed so to work, it would solve 
every industrial, commercial and fin
ancial problem and cure every busi
ness disease known to man.

However, if we pry up the cover 
and poke around inside to see what 
makes the wheels go around, we 
find that it is not such a wonderful 
nor supernatural nor superhuman 
machine after all. We find that it 
is not automatic and will not run 
of its own accord.

ADVERTISING, THE MOTIVE POWER

The initial impulse which sets the 
law of supply and demand in oper
ation is a human desire for the pos
session bv an individual of some
thing which he has not and which 
somebody else has. As that desire 
is awakened and directed at the 
same time and in many minds, a 

* From an address before the Washington 
Advertising Club, delivered Tuesday, June 29.

definite demand for some specific 
thing is created and the wheels-of 
the law of supply and demand should 
begin to go around.

The mainspring which gives this 
impulse and the most powerful fac
tor. aside from the most primitive 
of normal wants,—is advertising.

Without advertising demand is a 
sluggish current, moving slowly in a 
crooked, rock-strewn and weed- 
choked channel. With advertising, 
demand becomes a rushing torrent, 
held within rigid banks and running 
straight to its destination, with a 
power and an energy capable of 
turning the wheels of industry and 
of enlarging the volume of produc
tion and speeding up distribution.

Advertising, however, itself, rests 
upon one single foundation stone. 
That is results. And results are the 
motive power which drives the ad
vertising machine.

Now then, however intelligently 
and however liberally- the magic 
power of advertising may be in
voked, and however constant a 
strong demand for given goods may
be created thereby, unless the de
mand so created can be satisfied by
supply, the advertising has failed to 
produce its results.

This brings us to transportation 
because transportation is the con
necting link between supply and de
mand and unless supply can be car
ried to demand, the law of supply 
and demand is paralyzed and the 
mighty mainspring of advertising is 
powerless to make the wheels go 
around.

I talked to the head of a great 
concern just the other day. He is 

one of the greatest advertisers in 
the United States and he manufac
tures an identified and nationally ad
vertised product. Wise advertising 
and sustained quality' of product 
over many years has created a good
will which, with continued advertis
ing. must result in a continued and 
ever growing demand, a demand 
that can only be met by- an ever
increasing supply. But this concern, 
although it is making great addi
tions to its manufacturing facilities 
to meet an insistent demand on the 
part of the public much greater 
than its present ability to supply, 
finds itself over-sold on its books 
and yet with more than a million 
dollars worth of finished product 
boxed and crated and unable to be 
moved for lack of transportation.

If this concern shall continue its 
national advertising, it will only do 
so on the basis of faith; it cannot 
expect results. It cannot reap the 
results from the advertising already- 
done and the money alreadv invest
ed.

This is true from one end of the 
country to the other and it touches 
every commodity.

Hundreds of millions of dollars 
are tied up in merchandise which is 
in side-tracked cars seeking vainly 
to function as the supply- which will 
meet a demand which has been 
definitely created. Money is tight 
and getting tighter and the working 
capital of American business is tied 
up in stocks which cannot be moved, 
while scanty stocks, which can be 
moved, are bid for at ridiculous 
prices.



Page 4 Advertising & Selling

W hen the railroad ceases to deliv
er goods, advertising ceases to de
liver results; and when supply is 
unable to reach and satisfy demand, 
then the law of supply and demand 
is not working any more than it is 
with respect to the green cheese 
market and the moon. For if the 
moon is made of green cheese, it 
cannot be gotten to an earthly mar
ket and it might just as well be 
made of putty.

¿advertising and transportation
Here we are at the end of June. 

One-fifth of the season of lake navi
gation is gone and one-tenth of the 
needed coal for next winter’s supply 
has been moved to the head of the 
Lakes. This, unless remedied, means 
untold suffering and industrial shut
downs in the Northwest next winter. 
The industries of New England are 
actually closing down now, in mid
summer, for lack of coal. The num
ber of open-top cars delivered at the 
coal mines is now and always has 
been, the absolute measure of the 
possible production of the mines. 
And in this month of June, the 
most favorable from a weather 
standpoint, both as to production 
and transportation, the coal mines 
by and large were alloted about 15 
per cent of the cars which they 
needed, the coal miners nominally 
receiving a wage so high as to seem 
unheard of and, being able to work 
only one day a week, see their fam
ilies going hungry. A scale of wages 
per hour does not mean much unless 
we know how many hours are to 
be worked or how manv davs.

Margin per ton to the producer 
or distributor may mean profiteering 
or it may mean an actual loss, de
pending entirely upon volume of 
business.

Since 1916 you have heard a 
continual clamor about “car short
age’’ and that is taken to mean that 
there are not enough cars and that 
the poor, starved railroads ought to 
have more cars. The fact is that 
if the available open-top cars, after 
liberal allowance to other industries 
requiring such cars had been made, 
were loaded with coal and moved at 
canal boat speed, being allowed 20 
days for a round-trip and being 
allowed shop-time for repairs in ex
cess of the requirements of experi
ence, there are enough cars now on 
the tracks to move all the coal that 
this country could possibly use and 
have a surplus equipment which 
would take care of over 50 million 
additional tons, or nearly a 10 per 
cent over-load factor of safetv.

THE CONTINGENT FACTORS

Without coal how can goods be 

made? Without coal how can 
goods be distributed? Without dis
tribution how can goods be deliv
ered? Without delivery how can 
demand be satisfied by supply? 
Without the satisfaction of demand 
by supply how can advertising show 
results? Who is going to buv ad
vertising unless he knows he is go
ing to get results? That seems to 
put you gentlemen on the freight 
train.

Within a few days we will begin 
to harvest a new crop of wheat 
and 20 per cent of their last year's 
crop is still in the hands of Kansas 
farmers because they have not been 
able to get cars to move that wheat. 
Other sections of the country are 
similarly situated. The farmers have 
borrowed money on this 1919 wheat. 
The bankers cannot finance the 1920 
crop until the loans on the 1919 crop 
are paid. Those loans cannot be 
paid unless the grain can get to 
market. And yet we hear predic
tions of $25.00 flour and 25 cent 
bread.

So far as I know, there is just 
one thing upon which both the be
lievers in private ownership of rail
roads and the believers in Govern
ment ownership of railroads fully 
and absolutely agree. It is that 
maximum efficiency can only be had 
from the railroads of the country if 
these railroads are one operating 
unit.

So long as the railroads are oper
ated separately, with separate own
ership of motive power and rolling 
stock, no railroad, not even the rich
est one, can operate profitably and 
with reasonable rates if it has to 
supply itself with a motive power 
and rolling stock equipment capable 
of taking care of its peak load.

FOR UNIT HANDLING

The great commodities of the 
country are produced and consumed 
seasonally and sectionally. No one 
knows that better than the advertis
ing expert. When the railroads are 
operated separately, there are stated 
times in the year when much of 
the equipment of each road lies idle 
and there are other times and sea
sons in the year when all its equip
ments falls far short of the require
ments of the traffic of any given 
road. The rolling stock, and more 
especially the motive power equip
ment, under separate operation, is 
divided up into water-tight compart
ments. If the Government is to 
supply the credit for a great in
crease in the number of locomotives 
and cars and if the millions and 
millions of dollars which have been 
set aside for that purpose are em

ployed by treating the railroads as 
separate operating entities, in the 
end no road will have, or can afford 
to have, a complete and adequate 
equipment and we will only have 
put, out of the public purse, a little 
more in each water-tight compart
ment with a very fair chance of 
having accomplished nothing more 
than an addition to seasonal and 
regional congestion.

1 f the government is to aid the 
railroads in obtaining more locomo
tives and more cars, it would seem 
to me that the interest of the public 
and of the roads would best be 
served by having this additional and 
Government-supplied equipment han
dled as a unit so that it may be 
mobilized in those sections of the 
country where seasonal movements 
of freight are on.

If the ghastly transportation tan
gle were cleared up, advertising 
would still have remaining in its 
path an obstacle which it must sur
mount, or better still remove, before 
it can reach a 100 per cent delivery 
of results—which is its end and aim. 
It would have to meet and over
come an unreasonable, unhealthy 
and indecent price structure before 
it could return full results to the 
advertiser.

So then, advertising and advertis
ing men should be and must be, in
terested in the subject of taxation.

ADVERTISING AND TAXATION

We have had a perfectly good 
war and now we must arrange to 
pay 30 or 40 billions of dollars for 
it. If the burden of paying that 
debt is laid upon business, and if 
we are to continue to tax industry, 
effort, energy and productivity, then 
those taxes and all of them, are 
going to be reflected back into sales 
prices which the consumer must pay 
before advertising can deliver re
sults. If. on the other hand, we 
should choose to tax idleness and 
inaction and failure to produce, we 
should cease to penalize productive 
effort and to give bonuses to specu
lation and to disuse. That would 
be distinctly good for advertising.

Let us look at some of these 
taxes. The excess profits tax was 
never a revenue measure and it is 
a penalty upon economy, upon con
servative capitalization and upon 
quantity production. It is one of 
the cornerstones in the present in
tolerable price structure. It is passed 
on and multiplied step by step and 
turn-over by turn-over each time 
disguised, and the disguise in the 
end costing you and me and all the 
rest of us as consumers, many times 

(Continued on page 22)
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Postal Concession Proposed for Advertisers’ Proofs
Second-Class Rate, Provided In the Summers Bill, Is 
Cause of General Discussion Among Manufacturers, 
Agencies and Publishers As to Possible Effects

PROOFS for advertisers and ad 
vertising agents transmitted in 

the mails at second-class rates. 
This is the latest remedy that has 
been proposed at Washington for 
the relief of the paper shortage and 
it is one that is scheduled to have 
the attention of Congress promptly 
upon the reassemblage of that body 
in December. The proposal to 
open the U. S. mails to separate 
advertising proofs on the same 
tenus and conditions under which 
publishers now mail complete copies 
of their newspapers and periodicals 
is calculated to prove of some in
terest to advertisers through its 
bearing on the acute paper short
age. Even more interesting, how
ever, from the professional adver
tising standpoint, is the possible in
fluence of the contemplated new ar
rangement upon various phases of 
advertising practice.

Primarily the suggestion that has 
been made to Congress, and that 
has received the unqualified ap
proval of the Committee on Post 
Office and Post Roads of the House 
of Representatives, is that adver
tisers and their agents would for 
“check up’’ and similar purposes 
be quite as well served by proofs 
as by means of complete copies of 
the issues containing insertions of 
advertisements. And inasmuch as 
the postal committee figured that 
over 25,000 publications in the 
United States send out at least a 
few advertisers’ copies of each is
sue the conclusion was reached that 
a postal concession that would in
duce the substitution of proofs for 
full-fledged newspaper or magazine 
copies would not only relieve the 
strain upon the nation’s paper re
sources but would also result in a 
substantial reduction of what the 
committee is pleased to denominate 
an “unprofitable class of mail.”

THOSE WHO MAY BENEFIT

Whereas the essence of the bill, 
known officially as H. R. 14119 
(Union Calendar No. 355), is the 
grant of cut rates in the mails to 
“single sheets or portions thereof 
from any publication entered as 
second-class matter” the act is very 
broadly drawn and there is oppor
tunity for conjecture whether the

By WALDON FAWCETT
effect of the new arrangement 
would not be to materially reduce 
the expenses of mailing for adver
tisers whose practice it is to broad
cast to distributors, sales agents, 
retailers, etc., considerable numbers 
of advance proofs of impending na
tional advertising. The question 
may arise, should the pending bill 
be approved as reported, whether 
advertisers who distribute proofs in 
quantity may not be enabled to cut 
their postage bills by allowing 
newspaper and periodical publish
ers to mail proofs direct. The out
come in this quarter will depend 
entirely upon the official interpreta
tion that would in due course be 
given to the phrase “or their 
agents” as it appears in the con
templated statute, following the 
word “advertisers.”

That the great body of adver
tisers throughout the country has 
not been appraised that Congress 
has been quietly going ahead with 
a proposition of such significance is 
due to the circumstance that the 
new' bill to fix rates of postage on 
advertisers’ printed matter was con
sidered and reported out by the 
Post Office Committee early in 
June, in the midst of the turmoil of 
the closing days of the Congress
ional session, when it was easy for 
any but the most conspicuous legis
lative proposals to be obscured. 
That the postal committee required, 
however, but one day’s deliberation 
to reach a decision to recommend 
the passage of this act indicates the 
preponderance of sentiment in the 
committee in its favor.

how advertisers regard the 
plan

The author of the bill that would 
give privileged status in the mails 
to advertising proofs is Congress
man John W. Summers, w'hose vo
cation is that of banker at Walla 
Walla, Wash. He was rather in
sistent that the Post Office Com
mittee take up the proposal, despite 
the fact that adjournment of the 
session was at hand and so con
vincing a case did he make, w'ith 
the support of other witnesses who 
appeared before the committee, that 
House Report No. 1078, which ac
companies the bill as reported, pre

dicts that “the saving in paper 
would run into thousands of tons.”

It was recognized, in the dis
cussions that took place in com
mittee that not all advertisers and 
advertising agencies might take 
kindly to the plan of receiving only 
proofs of their respective adver
tisements instead of complete cop
ies of the mediums carrying the ad
vertisements. Promise was made 
that many an advertiser may de
mand to be "shown” the position 
of his advertisement and its gen
eral appearance as it appears in the 
complete newspaper or periodical. 
Or again the advertiser might log
ically rely upon the accustomed un
abridged copies to afford compar
ison of his copy with that of com
petitors and to keep him in touch 
with the trade situation generally. 
Advertising agencies especially, it 
was surmised, might, for the sake 
of inspiration, or similar reasons, 
prefer to have in hand complete 
copies of all mediums rather than 
proofs only of their own produc
tions. -i

The champion of the new scheme 
was, in a measure, primed, in his 
appearance before the postal com
mittee, for just such objections. 
First of all, he submitted in evi
dence the replies to thirty-nine let
ters sent out by his home town 
newspaper, the Walla Walla Bulle
tin, in which inquiry had been made 
as to whether single sheets would 
be satisfactory to “foreign” adver
tisers. Eight of the advertisers and 
agents who replied declared that 
they wanted the entire paper be
cause they desired to see what com
petitors were doing. Twelve re
plies indicated that proofs or sin
gle sheets would be satisfactory and 
that it would suffice to have these 
sent once a week, and nineteen 
buyers of space advised that the 
purposes of verification would be 
served if they received proofs once 
a month.

supporting the proposal

Backing up the verdict of the 
advertisers in the Walla Walla 
newspaper were expressions of en
dorsement from a number of pub
lishers and advertising agencies.
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The Chicago Tribune went on rec
ord as “heartily in agreement" and 
expressions of approval were like
wise registered by the Louisville 
Courier-Journal, Nashville Tennes
sean, New York Evening Post, 
Springfield Republican, and others. 
The publisher of the Waterloo 
Evening Courier of Waterloo, 
Iowa, figured out that, in his case, 
the substitution of proofs for com
plete copies would mean a saving 
on white paper and postage that 
would aggregate $375.

By odd coincidence, the N. P. 
Gould Company, of 60 West 
Thirty-fifth Street, New York, pro
jected this same idea of paper con
servation through the use of ad
vertising proofs at about the same 
time that the suggestion first took 
form at the Capitol. There was 
furnished to the postal committee 
a copy of a letter the Gould Com
pany had sent out, early in May, 
to various publishers declaring the 
satisfaction of this firm with the 
growing practice of sending to 
agencies page proofs in lieu of com
plete copies. The letter empha
sized the fact that cooperation was 
needed in the advertising business 
to cut down the waste of paper 
and asked united action. Having, 
al the time, no intimation of a pos
sible concession of second class 
rates, the correspondent for the 
Gould Coinpan v said it was imma
terial to his firm whether the “tear 
sheets" were sent in envelopes at 
first-class rates of postage or were 
transmitted through a private dis
tributive service which is special
izing in this field.

The Stack Advertising Agency 
of Chicago sent to Washington an 
endorsement of the pending bill in 
which it was stated that page proofs 
would be quite as acceptable to this 
concern as complete copies and 
"will, no doubt, result in consider
able saving to all concerned.” In
cident to the discussion of the ad
vertising agency end of the propo
sition, it was brought out that a 
large proportion of “advertisers’ 
copies,” as now constituted, are 
mailed to New York, Chicago and 
other leading cities where advertis
ing agencies are concentrated and a 
supplementary consideration that 
moved the postal committee to rec
ommend the bill was the prospect 
of affording some slight relief in 
these cities where the post office 
facilities are so sadly overburdened. 
In making its report to the Com
mittee of the Whole House the 
postal body had stated that pub
lishers, if given the privilege of 
mailing advertising proofs at sec

ond class rates, would undoubtedlv 
adopt a system of inclosing each 
single sheet in an unsealed envelop 
properly labeled and, the opinion is 
advanced that such envelopes would 
be much easier handled in the post 
offices and by the carriers than the 
bulky complete copies.

PRACTISE REMAINS OPTIONAL

The system proposed by the Sum
mers Bill, being entirely voluntary 
or optional, may be expected to en
counter little objection from the ad
vertisers and agencies that do not 
take kindly to the proposal. It 
was, however, only by a narrow 
squeak that there missed incorpor
ation in the act a provision that 
would have made it, in the estima
tion of many advertisers and pub
lishers, a case of a cure that would 
be worse than the disease. During 
the consideration of the proposal 
by the committee, the Chairman, 
Representative Halvor Steenerson, 
asked the Postmaster General for 
his views on the subject and Mr. 
Burleson came back with the sug
gestion that the use of proofs in
stead of complete copies be made 
mandatory.

The Postmaster General told the 
Committee that both publishers and 
advertisers "are continually impor
tuning" his department to be per
mitted to mail at second class rates 
whatever number of copies of a 
publication may be desired for 
checking purposes instead of the 
one copy of each issue for each 
advertiser that is allowed under the 
law as it now stands. Therefore 
the head of the Post Office Depart
ment favored stipulation in the con
templated new law that only the 
portion of the publication bearing 
the advertisement of an individual 
could be mailed to him by publish
ers at second-class zone rates on 
account of and in proof of inser
tion. His idea was that it would be 
well to incorporate in the act a pro
vision to the effect that “complete 
copies of publications sent bv pub
lishers to advertisers shall not be 
regarded as subscribers’ copies un
less payment is made therefor in 
addition to any payment for the 
insertion of an advertisement.”

Opposition to the Postmaster 
General's scheme followed close 
upon the heels of the draft of the 
amendment he advocated, Fleming 
Newbold, business manager of the 
Washington, D. C., Evening Star, 
when consulted by the postal com
mittee with respect to the Depart
ment’s proposal declared: "If the 
bill were made mandatory there 
would be endless discussion and 

confusion. It would never work, 
in my opinion.” In the end the 
committee reported out the bill as 
originally introduced, depending up
on the clause making the mailings 
subject to such rules and regula
tion? as the Postmaster (¡eneral mav 
prescribe to prevent any abuse of 
the privilege that would tend to 
stretch the concession beyond bona
fide advertising proofs.

Mention Company ( harged with “Un
fair Competition”

Alleging that the Menncn Company of 
Newark, N. J., makes a discrimination 
in price between customers, the Federal 
Trade Commission has brought a charge 
of unfair competition against the com
pany.

"The commission’s complaint is direct
ed to respondent's plan of allowing to the 
trade certain discounts in the marketing 
of its products whereby its customers are 
classified into groups according to a basis 
of selection established by the respondent. 
It is averred that under this plan, to cus
tomers falling within one group, Menncn 
allows certain quantity discounts on pur
chases and to such customers as come 
within other groups, Menncn refuses all 
discounts, irrespective of the quantity of 
goods purchased and thereby making, it is 
alleged, a discrimination in price between 
customers.”

The commission has also cited the 
Philadelphia W holesale Drug Company, a 
purchasing company for some 800 drug
gists, on the charge of unfair competition, 
alleging that they' have discriminated 
against the products of the Menncn Com
pany, because the Mennen Company re
fuses to allow them the same discount on 
quantity purchases as allowed other pur
chasers.

Preparing for Out-Door \dvertising 
Convention

Preparations are already being made 
lor the annual convention of the Outdoor 
Advertising Association, which will be 
held at Cleveland, Ohio, September 14, 15 
and 16.

C. Johnston Smith of Cleveland has 
been appointed chairman of the conven
tion committee on which are: Leonard 
Dreyfuss of New York and H. E. Erick
son of ( hicago; R. L. W hitton, general 
sales manager of the Thos. Cusack Co.. 
Chicago, is chairmad of the program 
committee, and Harry Walker, president 
of Walker & Co., Detroit, will have 
charge of the exhibits.

Advertising Teachers Elect Officers
H. D. Kitson, of Indiana University, 

was elected president of the National As
sociation of Teachers of Advertising, at 
the recent conference of that body in In
dianapolis. E. H. Gardner, of the Uni
versity of Wisconsin, was chosen vice
president, and E. J. Kilduff, of New York 
University, was elected secretary-treas
urer.

The directors elected was as follows : 
H. W. Hess, University of Pennsylvania. 
MacMartin, University of Minnesota, and 
N. W. Barnes, University of Chicago.

It was voted to meet each year here
after with the Association of Collegiate 
Schools of Commerce instead of the As
sociated Advertising Clubs of the World.
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"The Walrus and the Carpenter”—They Both 
Make "Human” Copy

One Fascinated You in the Old Geog’aphy Yesterday and the
Other’s Helping a Tool Advertising Campaign Grip Today

By ARTHUR JOYCE

MAKE it human!” That’s the 
cry nowadays. It’s the “hu

man interest appeal” that’s wanted 
everywhere in advertising. No mat
ter what the product, to “get across” 
it obviously must have the “human 
touch.” That accounts, in a meas
ure. for the almost universal use of 
illustrated advertising and for the 
more recent development of “copy” 
in colors.

You remember when y'ou were a 
youngster going to school how the 
"big geog’aphy” struck home. First 
thing you did when you got “up” 
to the higher grades and got that 
“geog’aphy" as a part of your study
outfit, was to rush home and plant 
vourself in the comer with the book 
in your lap.

Remember how you turned the 
pages and looked over every one of 
the pictures? You weren’t impress
ed strongly with the text matter. 
You figured you’d get that dished 
up to you in the schoolroom. Whv 
anticipate what you knew very well 
the teacher would make sure you 
“devoured” in y-our regular school 
sessions ?

ENVYING THE ESQUIMOS

And remember when you turned 
over to the chapter dealing with the 
inhabitants of the Arctic Circle how 
vou envied those Esquimos in their 
fur outfits—especially' if it happened 
to be Februarv—and there was snow 
on the ground and y'Oti’d heard “dad
dy” insist that mother couldn’t have 
that fur coat because it was so high- 
priced ? Sure, you do !

“Them were the happy' days.” 
Then’s when the “human interest” 
appeal first struck home. You liked 
that Esquimo picture. But you liked 
the one on the next page even better, 
because it showed real action. One 
of the Esquimos had gone on a 
hunting trip and had caught up with 
a big walrus. He had “spread" it 
and the rope was pulled taut as Mr. 
Esquimo glided over the ice on his 
snowshoes in the direction of his 
catch. Oh, boy. Remember, how 
many times you wished you were 
up there in that Arctic Circle region, 
xvith no “cops” in sight and with the 
walruses sporting ’round everywhere 
just waiting for someone to please 
come out and catch ’em?

Well—you haven’t lost that “hu
man touch.” As a matter of fact, 
as you grew older the “human ap
peal” developed more strongly. And. 
nowadays, if it isn’t human, it very' 
likely isn't read.

Putting the “human touch” into 
hardware “copy” seems far-fetched, 
doesn’t it? But, Fayette R. Plumb, 
Inc., Philadelphia, has done it suc
cessfully in a series of consumer ad
vertising, produced by' the Donovan- 
Armstrong Agency- of Philadelphia, 
that’s now being nationally' circu
lated. This “copy” has lifted ham
mers, hatchets, sledges and axes out 

The very “ Human '* copy used to demonstrate high utility and at the same time engender 
friendly familiarity

of the commonplace and has sur
rounded them with a “human ap
peal” that is unusually’ compelling.

HARDWARE THAT’S “HUMAN”

Under ordinary conditions a ham
mer is merely a hammer and an axe 
is an axe. What more could be said 
about either of them, except that the 
particular hammer or axe being ad
vertised is “the best’ in the market; 
that it comes in so many sizes and 
the consumer may' get the hammer 
or axe upon payment of so much 
currency to his local dealer.'

Plumb officials see the “human 
appeal” in every’ tool they’ make.
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And they ue taking pains to stress 
this "appeal ’ in full-page advertise
ments in cok -s that are running 
weekly in the Saturday Evening 
Post. The “ads,’ ?f course, show 
various types of toois made at the 
Plumb plant. But they show more! 
Thev picture the tools in use by the 
tvpes of workmen who use them. 
Thev show how the tools are made 
and explain why certain raw prod
ucts are utilized to get the accurate 
results that the expert user of tools 
wants in a hammer or axe, a hatchet 
or sledge.

One of the “humanizing" features 
of this advertising which has made 
a strong appeal to the men who use 
tools is the manner in which em
phasis has been laid on the paM that 
practical workingmen have played in 
the construction of Plumb tools. 
"Made for Mechanics by Mechan
ics," reads the headline upon one of 
the Plumb pages in the Post and the 
copv follows in this way:

Who knows best how a tool should be 
made? The man who uses it, every 
time '

Mechanics designed Plumb hammers; 
it was a mechanic who suggested plac
ing the head off center in the Ball Pein 
hammer to give greater weight behind 
the striking face, that did 95 per cent of 
ihe work. Another advised the ball of 
the hammer be cone-shaped to spread a 
rivet and not “mash" it. Still another 
suggested an oblong eye to take a wider, 
stronger handle to prevent handle break
age.

WHAT THE WOODSMEN ADVISED

On another page presenting, in 
conjunction, the case for the Plumb 
r.ail hammer and the Plumb one- 
piece axe, the advertiser says to the 
reader:

A few years ago, we decided that the 
mechanics of this country could help us 
in designing a nail hammer that would 
be entirely free from faults.

Expert workmen in every part of the 
country were glad to contribute their 
ideas. As a result we have the perfect 
f LUMB Hammer.

And again:
Before the dies for PLUMB OXE— 

Piece were cut, we sent representatives 
of our factory to the big logging camps 
where they remained for months learn
ing just what “professional” choppers 
wanted in an Axe.

A little inquiry revealed the fact that 
no XEW Axe was considered fit for 
use until an expert grinder had reshaped 
and resharpened it.

The information gained from the men 
who actually live by chopping enabled us 
to develop the most perfect chopping axe 
ever made—the PLUMB ONE-Piece 
Axe.

When a tool-user reads copv like 
that he is going to put down his 
paper with the feeling that he, as 
one of the “mechanics of this coun

try,” or as one of the “men who ac
tually live by chopping,” has himself 
had a hand in designing the Plumb 
hammer or axe. The Plumb tool 
has been made his tool and he has

An advertisement that carries a forceful quality 
message

sold himself on its qualities.
“enthusiastic” copy

By humanizing the story of the 
building of Plumb tools, by empha
sizing the element of precision that 
goes into every process in their con
struction, above all by approaching 
the discussion of each special Plumb 
feature like “the off-center head,” 
the “cone-shaped ball,” the “extra

This page-copy carries the combined appeals 
of easy practicability, familiarity with trade

mark, and mechanical “points”

curve and short split” of the nail 
hammer,” and so on down the list 
with a fine air of novelty and sur
prise, the advertiser has succeeded 
in lifting Plumb tools out of the 
common run of hammers and hat
chets, sledges and axes. He says, in 

effect: "Why, here’s something 
that you as a keen mechanic or 
woodsman ought to be enthusiastic 
about. We’re enthusiastic about it. 
Here’s a hammer or an axe that, 
head and handle, ball and bit has 
been made just for men like you 
who want something better. It's the 
tool you have been waiting for.”

And the Plumb sales records tell 
us that he is getting his enthusiasm 
over. --------------

Educational Films Will I se Natural 
Colors

National advertisers may now display 
their goods in natural colors upon the 
counter of the motion picture screen. 
The Rothackcr Film Mfg. Company has 
obtained the exclusive rights to use 
Prizma natural-color film in industrial 
and educational pictures.

Prizma can display any product in its 
true natural colors. As a rule, the en
tire industrial or educational picture will 
not be Prizma—only the high spots or 
climaxes. For example, the operations 
of a textile mill showing how a product 
is made would be in black and white, but 
scenes of the finished product would be 
portrayed in its natural color, as it ap
pears to the eye. Several Rothackcr cli
ents already are planning to send Prizma 
films to the United States Trade Exposi
tion in Buenos Aires and Rio de Janeiro 
next year.

Levey Starts film Company
Harry Levey, for three years manager 

of the industrial and educational depart
ment of the Universal Film Company, 
has resigned that position to head a pro
duction organization of his own, which 
will be devoted to the making of this type 
of motion picture.

Connected with Mr. Levey’s organiza
tion are; Don Carlos Ellis, formerly 
head of the film service of the Depart
ment of Agriculture; Mrs. Henry Mos
kowitz, secretarr of the New York State 
Reconstruction Commission and the Gov
ernor's Labor Board; Ben Lake, Harry 
Fraser, George Utell, Al Karpen, Willard 
Van der Veer, Henry Clay Grant, How
ard Greene, Chester C Kleber, Mortimer 
M. Flanders, Tom De Baryshe and 
others. The firm has been organized on 
a cooperative, profit-sharing basis, each 
employee who remains with the company 
six months becoming a partner.

Besides making special pictures, the 
new company will release one two-reel 
feature, picture a month which will em
body an educational idea. This series 
will be called “Truth Productions," 
named after the slogan of the Associated 
Advertising Clubs of the World.

Mr. Levey has been retained by the 
Association of Chemical Industries to 
make a series of pictures showing the 
history of dyes, explosives, medicines, 
automobiles, aeroplanes, paint, leather, 
electrical supplies and food preservatives

Temporary offices for Harry Levey, 
Inc., have been opened at the Hotel As
tor. while the permanent offices are being 
equipped. Production studios are at 209 
East 124 Street, New York.

“ System ” Will Have Own Building
In the latter part of July, the A. W. 

Shaw Company will move from its pres 
ent quarters at Madison and Wabash in 
(. hicago, to its own new building, located 
at Cass, Huron and Erie streets.
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Why the New York Central Advertises
The Public Owns This Great Utility and the 
Printed Message Is An Accounting of 
Stewardship, As Well As a Business Builder

By A. H. SMITH
President of the New York Central Lines

THE New York Central lines are 
advertising, primarily, for the 

same reason which induces any good, 
far-sighted business concern to ad
vertise. They wish to acquaint the 
public with the facts concerning the 
service they are able to offer, so that 
they may obtain the 
business to which 
that service entitles 
them.

With the return 
of the railroads to 
their owners, the 
transportation s y s
tems of the country 
have again become 
competitive. Each 
will carry passen
gers and freight and 
prosper according to 
the equipment, the 
facilities and the or
ganization it is able 
to place at the dis
posal of the public.

There is another 
reason for advertis
ing. This is a new 
era in railroading. 
One page in the his
tory of railroading 
in this country has 
been written. With 
the return of the 
roads by the govern
ment and the pass
age of the new 
Transportation Act, 
a fresh page is be
fore us. Conditions 
governing the man
agement of the rail
roads differ com
pletely now from 
what they were in 
the past. The at
titude of the public 
toward railroads, 
the future of the roads themselves, 
which, in effect, means the future of 
the industrial system of America, 
will depend largely on the degree of 
understanding by the public of the 
railroads and the conditions they 
now face.

In the opening advertisement of 
those the New York Central lines are 
now running, this paragraph was 
written:

"We purpose to discuss frankly 
with the public our policies, our 
ideals, our service, our equipment, 
our personnel. We want to retain 
old friends and to make new ones on 
the basis of thorough knowledge and 
understanding. Thus we can serve 

A. H SMITH

the public as it should be served by 
a modern, efficient railroad.”

It is our desire to have the pub
lic know fully and accurately what 
our policies are, why they have been 
adopted, what our problems are, 
what our ideals are, how nearly we 
come to realization of them and why 
we may not come more nearly to 
that realization.

“There has been a great deal of 

talk in America about government 
ownership of railroads—that is, pub
lic ownership. The fact is that the 
public owns the railroads today, 
through the ownership of their se
curities by individuals and such 
groups of individuals as savings 

banks, insurance 
companies and the 
like. The public not 
only owns the rail
roads, but the pub
lic now controls 
them, through the 
enlarged p o w e r s 
and functions of the 
Interstate 
Commerce Commis
sion, to a greater de
gree than ever be
fore. Their man
agement, their op
e r a t i o n, their re
ceipts, their profits, 
are under the super
vision and control 
of the public’s of- 
fi c i a 1 representa
tives.

Because of these 
conditions, we are 
advertising. Our ad
vertising is, so to 
speak, an account
ing of our steward
ship. We feel that 
it is due to the pub
lic and due to us.

We believe that it 
will inevitably pro
mote a greater de
gree of understand
ing of the far-reach
ing and important 
problems of our 
lines today, and so 
will bring about a 
solution of those 
problems advantage

ous to us and to the public which we 
serve- by service to which we are 
able to continue operating our roads.

We feel sure, from comment which 
comes to us, that it is doing just 
that, and in this day to build up 
friendship for our system and enlist 
the cooperation of the public is to 
take a long step forward toward bet
ter times for American industry' and 
the American people.
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How the Multigraph Made Good in France
Patient Effort Required to Revise French Selling 
Ideas Has Been Well Worth the Time and Trouble 
in the Volume of Sales Thus Created

An Authorized Interview with

O. JOHN JOB
Sales Director of the International Multigraph Company

YOU CAN’T BUY a Multi
graph unless you need it,” 

has become one of the best-known 
slogans in American advertising, 
and its truth reflects the broad and 
wise policy of service which has 
characterized the activities of the 
American Multigraph Sales Com
pany and which has been largely re
sponsible for the Multigraph’s suc
cess in demonstrating its usefulness.

The export business of the Inter
national Multigraph Company began 
in 1908 in England, spreading to Ger
many in 1909 and to France in the 
same year. The policy of proving 
the machine’s usefulness before ac
cepting an order was held to in the 
export field as rigidly as at home. 
The French are a conservative na
tion, and it soon was found that 
it was not enough for the Paris 
office simply to announce that Mon
sieur le Directeur positively would 
not be allowed to buy a Multigraph 
unless his company needed it, but 
that it was a good stiff problem to 
make him realize that he should 
buy it when he did need it!

The task of building the sales and 
service organization for the Multi
graph in France fell to O. John 
fob. an American, who had long 
lived in England and who was ex
perienced in the sale of office ap
pliances all over the continent of 
Europe. So, to Mr. Job I went, 
to find out just how he had ar
rived at success in overcoming, for 
the Multigraph, the proverbial 
I- rench prejudice against new meth
ods.

MANY OBSTACLES OVERCOME

The first sales efforts in Paris 
revealed manx- obstacles xvhich are 
tvpical of the difficulties which lie 
before every American manufact
urer entering the French field, and 
the solving of which are a matter 
of interest to every exporter, pres
ent or prospective. It was found 
that the most effective methods for 
creating sales at home not only 
failed to produce results, but ac
tually caused offense in dealing with 
the head of a French concern.

At home, the salesman had gone 
directly to the point of telling the 
prospect that the Multigraph might

By LOI IS H. FROHMAN
be able to cause marked economies 
in the prospect’s printing bills, but 
that he the salesman, would like to 
have the prospect meet him half 
way, for his own sake, and show 
the salesman what printed matter 
he used during a year, and what 
his printer's bills amounted to. With 
this data betore him, the intelligent 
salesman could quickly determine 
where the Multigraph’s utility lay 
for that concern, and he could pre
sent comparative figures to prove 
his sales argument for the machine.

What then could be a better 
method to follow with the French 
prospects as well? Proverbially 
thrifty, this demonstrated economy 
surely would appeal to any French
man and close the deal. And it 
might have—if the salesman ever 
had gotten as far as preparing his 
little table of comparisons. But here 
the obstacles arose! “Sir, you wish 
to see all the printing that is exe
cuted for the personal use of my 
business? Sir! You demand to know 
how much I choose to pay to my 
printer? Ah! that is too much— 
that is MY affair! Sir, I must 
request that you be sufficiently 
obliging to leave my office!”

It was soon convincingly demon
strated that co-operation with the 
prospect in his problems would not 
be successful in France. Any ques
tion concerning his business invari- 
ablx' aroused suspicion and brought 
guarded replies, if any. Sometimes 
general figures on economy could 
be left for the prospect to make his 
own comparisons, and draw his own 
conclusions, but a decision would be 
difficult to obtain.

The same methods had been fol
lowed quite satisfactorily for a long 
number of years, and there would 
therefore appear to be no need for a 
change. Here was a great stumb
ling block in the road of progress 
—tradition. They had done with- 
oui the Multigraph; others were 
doing without it—wh\- do different
ly? '

TURNING THE THOUGHT ABOUT

In this very argument against in
stalling the machine was finally 
found the most powerful selling 
force FOR it. The sales appeal 

was completely changed and cen
tered upon citing the example of 
large and prominent concerns who 
were using the machine with suc
cess, thereby establishing a prece
dent for the new prospect to do 
likewise.

This change of approach proved 
effective, although at first reference 
xvas limited to American concerns 
known in France. The first import- 
tant sales were several months in 
being closed, but here example 
made others easier and the business 
grew, until the outbreak of the war 
cut down both orders and deliv
eries. The Paris office remained 
open even through the periods when 
the German onrush threatened the 
city and many other businesses were 
momentarily abandoned.

With a diminished force and 
practically nothing to sell, the prin
cipal activity during this period was 
the maintenance of a service de
partment for the machines already 
sold.

But groundwork for the future 
could be done, even at a time when 
only essential business activities 
were going forward, when trans
portation was difficult and when 
the factory in Cleveland had turned 
its entire output to war production, 
making thousands of time fuses for 
“75" shells per day. Enough ma
chines xvere retained in the Paris 
office for demonstration, and sales 
xvere made for deliver}' in an un
certain and distant future.

After the signing of the armis
tice. shipments commenced again 
and sales have kept far ahead of 
deliveries ever since. This is due 
to the preparation work done by 
the small sales force during the 
war, when they had nothing to sell 
and when many sales organizations 
had shut doxvn entirely.

The salesmen in the Paris office 
are French, but they have been 
trained in the American principles 
of selling as well as thoroughly 
familiarized with the operation of 
the machine and its man}' possibili
ties for usefulness.

TRAINING THE SELLING FORCE
A new salesman is given a two 

x.eeks' course of instruction before
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he is sent out. Then he is as
signed a definite and intensive terri
tory, given a list of a few good 
prospects to start on, and goes 
forth. Beyond this start, the sales
man finds his own prospects. How
ever, he is required to do two 
things; he must remain within his 
territory and he must turn in a re
port of every new prospect with the 
name of the buyer, to be added to 
the mailing list.

Mr. Job has frequent chats with 
his salesmen and in checking their 
prospects gives them helpful sug
gestions for their follow-up, and 
keeps the principles of constructive 
salesmanship constantly before 
them.

The foregoing outline of Mr. 
Jobs selling principles will not 
sound in the least original or per
haps even interesting if you have 
not tried to direct a French sales 
force yourself. If you have done 
so, however, you will realize what 
tact it requires, and how totally 
different is the foreign conception 
of selling which Mr. Job had to 
change.

The French salesman is first of 
all in business for himself. He 
may represent a large house but 
unless he is a member of the firm, 
his commission is his only interest, 
and in principle he carries his busi
ness in his hat. He may be selling 
motor trucks, but if he hears of 
someone who wants to buy a large 
quantity of madras shirting or 
leather or sugar, he will negotiate 
a meeting between buyer and seller 
and expect a commission for his 
pains. Or it may be merely an in
troduction of one friend to another 
but if business results he will have 
his little rake-off.

In France no one seems above 
accepting a little tip. If you give 
an extra penny to the street-car 
conductor or the postman, he will 
raise his cap and thank you pro
fusely. On the higher levels, it 
takes on the dignity of a “commis
sion” or a share in the profits from 
the deal, but the principle is the 
same right up to the bank presi
dent.

FRENCH IDEAS OF COMMISSIONS

I am tempted to digress far 
enough to tell you of an American 
friend who was here with the army 
and had enjoyed the acquaintance 
of a fine old French gentleman and 
his family. Fie happened to be able 
to do a business favor for this 
Frenchman which netted the latter 
a good profit. The old gentleman 
was delighted but desired to pay my 
friend a" share of his gains. When 

the American explained that what 
he had done was very simple, that 
it had been a pleasure, and that he 
wanted no money for it, the whole 
family at first insisted, thinking that 
my friend had not understood. Then 
they became extremely puzzled by 
such a lack of good sense in an 
American who is the most practical 
of persons, and this condition lasted 
for several days. Finally the old 
gentleman saw the light, as he 
thought; if the American did not 
take money, then is must be because 
he wanted something else; what 
could that be ? Ah! he knew.

The next time the young officer 
visited the house the air of un
certainty was gone and the family 
was more cordial than ever before. 
But soon he found himself bound 
to offer refusals more delicate yet 
more emphatic than ever. The 
Frenchman had decided that if my 
voung friend would not accept 
money, it was because he desired 
instead, the hand of his daughter! 
After an uncomfortable half-hour, 
the family was convinced that 
Americans will do things for their 
friends without thought of personal 
reward, but that particular friend
ship was severely strained.

The members of the Multigraph 
Paris sales force have become used 
to American methods. They turn in 
their reports so that the office can 
build an accurate mailing list for fol
low-up letters and literature. But 
they require constant help in the way 
of practical suggestions to meet any 
new circumstances in their selling.

It is very difficult to bring the 
French salesman out of the “order 
taker” class into the field of con
structive selling; to make him see the 
possibility of two orders where only 
one grew before. The same short
coming is evident in French advertis
ing. The poster is the most general 
form, and newspaper and magazine 
copy follow the most primitive style 
of poster copy as well.

The extent of French “copy-ap
peal” is to fix the name of the prod
uct in the public mind. Many of the 
first advertising successes in the 
United States were made in this way 
for household articles of general con
sumption. It is limited, however, to 
products for which there is a fixed 
demand and for which it is just a 
choice of asking for one brand or 
for another. If a man has his mind 
made up that he cannot do another 
day without a new stove for his par
lor, there are several makes that will 
clang for his attention from the last 
page of his newspaper, from the 
walls of the subway station, and 

from the fence he passes on his 
home. But should he not be positive
ly determined to buy a stove of some 
sort at any cost, there is nothing in 
French advertising to make him re
alize the comfort he is missing or the 
daily waste of fuel that is going on 
in his home until he buys a Hades 
Heater. In short, in selling or in ad
vertising, the French will compete 
for a share of an existing market, 
but they never, never think of broad
ening that demand or of creating a 
new one.

The Multigraph Company is not 
the only American firm employing 
French salesmen. Many others have 
found it the most satisfactory plan, 
but they are doing the same educa
tional work as Mr. Job. This foun
dation work is done for the benefit of 
the firms employing the salesmen, but 
it is bound in time to have a broad 
effect on all French merchandising. 
When the day comes that the prin
ciples of service in selling are learned 
and practised, it will be due to those 
who, with patience, now are showing 
the way.

“Kaladians” Have Special Edition
“Kalamazoo at a late hour this after

noon is absolutely brainless.”
This statement, which made Kalamazoo 

citizens stare when they read it in an 
extra edition of the Kalamazoo (Ind.) 
Gazette on the afternoon of Thursday, 
June 24, was the Gazette’s unique way of 
announcing that the Kalamazoo Adver
tising League had pulled up stakes and 
moved to Gull Lake for its annual outing.

A full front page of the extra edition 
given over to the Kaladians and their 
“doings,” with cartoons, personalia, a 
picture of Clifford V. Buttlemen, Presi
dent of the League, and eight crowded 
Kaladian columns of humorous ‘‘news 
matter” provided a unique record of the 
outing.

Sales for 1919 Nearly Doubled
The National Acme Company reports 

May sales totaled $1,712,994. against 
$825,084 in May, 1919, and net profits 
$560,987, compared with $212,525. For 
five months ended May 31, sales were 
$8,017,039, against $4,427,633 in the 1919 
period and net profits, $2,647,971, against 

■ $1,260,585. 

O. J. Gude Erects Largest Typewriter
The largest electric typewriter in the 

world has been erected at Broadway and 
46th street, New1 York, by the O. J. 
Gude Company, in a spectacular electric 
display featuring the Hooven typewriter. 
It is 28 feet by 35 feet and includes 
1,578 globes.

Maddock, Manager of A. P. Hill Co.
R. S. Maddock, formerly in charge of 

all advertising and sales promotion work 
for Lowe Brothers Company, Dayton, 
Ohio, has joined the Albert P. Hill Co., 
Pittsburgh advertising agency, in the 
capacity of general manager.

Edward O'Fallon, Jr., formerly of the 
D'Arcy Advertising Company, and the 
Mergenthaler Linotype Company, is now 
a member of the Hill copy staff.
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Collier's
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1 r<t a copy

Watch Collier’s

Kelly-Springfield 
and Collier’s

/ Collier’s has been 
I chosen as a leading 

factor in the 
Kelly-Springfield 
national advertis
ing campaign.
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We Just Wonder When Reading Advertisements—

Slight dabuiahuns by Artist Stanley on mudc suggestions found in the Cornell “Widow”

Lee W. Maxwell Wins Golf Tourna
ment—Elected President

1 cc W Maxwell, vice-president of the 
Crowell Publishing Company, in defeat
ing R. G. Worthington with a score of 
79, won the tournament of the American 
Golf Association of Advertising Interests 
held at Shawnee-on-Delaware, recently. 
Maxwell beat Roy Barnhill in the semi
finals and Worthington won from Paul 
Lewis.

For the 1920 season, the association 
elected the following officers: Lee W. 
Maxwell, president, W. G. O’Brien, first 
vice-president; Frank Finney, second 
vice-president; and Ray Wilkins, secre
tary and treasurer.

The following summary of the tourna
ment gives the winners in each flight:

First flight won by Lee \V. Maxwell, 
defeating R. G. Worthington, 4 and 2 
in 36 holes.

Second flight won by D. L. Hedges, 
defeating G. P. Hedges, 3 and 2.

Third flight won by R. C Hollie, de- 
teating W. G. Lasher, 6 and 5.

Fourth flight won by Frank Nye. de
feating R. H. Tibbs. 5 and 3.

Fifth flight xvon by F. C. Little (this 
is the famous hole in one), defeating T. 
I Conklin, 4 and 3.

The Beaten eight of the first sixteen 
was xvon by E. W. Conklin.

The Beaten eight of the second sixteen 
was won by C. E. Titchner.

The Beaten eight of the third sixteen 
was won by R. G. Ward.

The beaten eight of the fourth sixteen 
was xvon by F. L. Wurzburg.

The Beaten eight of the fifth sixteen 
was won by Guy Bolte.

The low net of the Saturday handicap 
tournament xvas xvon by E. K. Gordon.

The women’s putting contest was won 
by Mrs. Bird, with a remarkable score 
of 31.

Wales Agency Girls Defeat Men in 
Baseball

The ladies’ baseball team of the Wales 
Adx-ertising Co., New York, xvhich xvas 
formed last year, defeated the men’s 
team by the score, 7-6, at the annual out
ing of the agency, held at Bear Mountain 
last Saturday. A feature of the close, 
well-played game xvas a fast triple play 
by the men’s team.

An original souvernir of the outing 
xvas a little paper, called “The Prints of 
Wales.’’ It was gotten out by the “under
lings’’ of the agency without the knowl
edge or sanction of the executives, and 
was filled xvith advertisements burlesqued 
in real humorous style modern adver
tising.

Duluth Advertising Club Elects
A. H. Weigel, of the Duluth Glass 

Block Store, has been elected president 
of the Duluth, Minn., Advertising Chib. 
John Shadbolt, of the Stone, Ordean, 
Wells Co., was made vice-president; A. 
T. S. Yates, Andresen Ryan Coffee Co., 
secretary, and Louis G. Castle, Northern 
National Bank, treasurer.

Michigan Press Women Elect Officers
Helen Ashton Williams, of Grand Rap

ids, xvas elected president of the Michigan 
Women's Press Association, at the con
vention at Jackson, Mich., recently. Oth
ers elected were: Vice-presidents, Mrs. 

Fred Gage, Battle Creek; Mrs. Eleanor 
Gage, Saginaw; Irene Pomeroy Shields, 
Bay City; Florence Brooks. Jackson; 
Mina H. Varnum, Detroit; recording sec
retary, Clara D. Pierson, Stanton; cor
responding secretary, Maybcl Grissonx, 
Grand Ledge.

Street & Finney Hold Picnic
The employees of Street & Finney, New 

York adxertising agency, motored <m 
Monday to Rye, N. Y., where xvater 
sports, dancing and baseball were en
joyed, not to say anything about the 
“eats” and lemonade with real sugar in it.

South Bend Advertising Club Re-elects 
Mac Donald

At the annual meeting of the South 
Bend Advertising Club, C. A. MacDonald 
was reelected president, Lew Fleming 
was elected vice-president, H. R. Paxton 
was chosen secretary and W. G. Jeschke 
was made treasurer.

Lnited Cigar Sales and Earnings 
Increase

United Cigar Stores Companv sales 
during May were Sb,823,443. a new high 
record, exceeding the corresponding 
month last year by $1,447,043 or 27.6 per 
cent. Net earnings of the company for 
May showed an increase over 100 per 
cent, compared with the same month last 
year. -----------

“ System ” Opens in Cleveland
Happer Payne has opened a Cleveland 

branch office for System, at 514 National 
City Building. Mr. Payne will repre
sent the publication in Northern Ohio 
and Detroit.
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The Problem of Selling a Long Line
There Must Be Some String That Will 
Keep the “Beads of Your Business” Linked
Together, and This May Help Provide One

By J. K. FRASER
Vict Prtsident, the Blackman Company, New York

AX EXPERIENCED sales 
manager says—"I can always 
tell whether a company is under 

manufacturing domination or under 
selling domination by the length of 
its line.”

He has found, he says, that man
ufacturing control tends to produce 
a big unwieldly line of merchan
dise. Selling control, on the other 
hand, tends to produce a compact 
line, which can readily be handled 
through the sales force,

I have checked this observation 
against my own experience and can
not concur. I know companies 
whose sales forces are constantly 
calling for new items to meet com
petition. I know companies whose 
manufacturing department is con
stantly making new items to cover 
some field dominated by a com
petitor. _

In some cases the manufacturing 
end exercises a wise veto on goods 
the sales department wants. In 
other cases the sales department 
keeps up a constant plea to hold 
down the line.

If, as an outsider, you have at
tended a sales meeting of a long- 
line house, the chances are you 
have felt as if you were inside a 
kaleidoscope.

THE EXCHANGE OF VIEWS

The man from Indiana takes the 
floor and harps on the demerits of 
N o. 7-11.

The gentleman from Mississippi 
would like to see a change in Xo. 
7-11-44-

Mr. Metropolitan salesman puts 
in a plea for a new No. 1001 to sat
isfy the East Side trade.

Item by item the black sheep are 
brought out and exercised; the good 
old stands-bys are patted on the 
back; the swarm of fledglings for 
next season’s catalog are sifted 
through a screen of tired, scattered 
minds.

Each turn of the conversation 
seems to develop a new sales pat
tern to be studied. Each pattern 
seems to have little or no relation 
lo the others.

The jobbing salesman has long 
been held up as the last gasp in 
passive salesmanship.

His long line casts the die.
In some mysterious way, his 

brother, who carries a long line for 
some manufacturer, is expected to 
rise out of the mire and vitalize 
everv item in the thick catalogue 
he carries.

It can't be done.
It isn’t done.
We have all heard of the man 

who could not see the forest on ac
count of the trees. In his groping, 
lie should have the sympathy of the 
long-line sales force which can t 
see its selling story on account of 
the merchandise.

the string of business beads
To illustrate the point, I have 

had strung up a small handful of 
irregular shaped and sized beads.

Before the thread was run 
through, we had merely a bunch 
of beads, each rolling around at its 
own will, none subject to influence 
from the others. The thread made 
them cohesive.

In that thread, lies the selling 
salvation of the long-line house.

Somewhere in every line there is 
a selling thread, perhaps slender, 
which will string through every 
item in the line. If the thread were 
not there, the items couldn’t come 
out of the same business organiza
tion. Until that thread is found 
and used, we will have a sales 
force selling scattered, unrelated 
items in place of a sales force which 
is really selling a line.

But where is the thread? What 
is it ? How can it be put into, use
ful selling form?

These are no problems for the 
average salesman on the road to 
wrestle with.

Thev are problems for the best 
executive minds in the business— 
those with the fullest access to the 
whole philosophy of the business 
undertaking.

ADVERTISING THE THREAD 
OF THE "LONG LINE”

Advertising has wonderful pos
sibilities for supplying at least one 
strong strand in this thread. But 
to supply even a strand, the adver
tising must be studied with the 
thread problem in mind. Then it 
must be adapted to the working 
mind of the average sales force.

I once talked with a long-line 
manufacturer who complained that 

his men sold too many of their low- 
priced, low-profit goods, and too 
few from the high-priced, high
profit end.

THE FEATURES WERE "BURIED”

In the search for clews I asked 
for typical order sheets. These or
ders sheets all started with the low- 
priced goods and continued down 
the sheet to the point where the 
salesmen succumbed to writer’s 
cramp, or the buyer lost his breath.

One or two items from the profit 
line were then tucked onto the end 
of an impressive looking order— 
the kind of order that was turning 
this manufacturer into a sales pes
simist.

As the order sheets all began and 
ended in the same way, I naturally 
asked to see the catalogue. And 
there was the answer.

The printing press had guided 
this company’s whole selling pro
cedure backwards. The plot of the 
catalogue opened on page one with 
the lowest priced competitive staples 
in the line. Along toward the mid
dle it warmed up to some of the 
medium grade goods. The curious 
buyer who wanted to know how the 
plot really ended could turn to the 
back pages and there find tucked 
away, just before "Finis,” the high 
quality goods that this company 
most wanted to sell.

The house had simply not studied 
its own problem of selling a line. 
Il made items, priced items, preach
ed items. Then it turned the sales
men loose to do their best with a 
misguided catalogue hung about 
their necks.

The case, of course, is extreme. 
It tvpifies, however, a tack of ex
ecutive study of line-selling, which 
is getting many a long-line sales 
force into trouble.

We are coming into times when 
salesmen must go back to work. 
The long-line house should recog
nize that a most important part of 
the salesman's work must be done 
for him.

The sales force, unaided, will 
never effectively handle the scat
tered handful of beads.

It needs a selling thread to string 
them on.

You must supply it.
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“ Suppose Your Name is Joe,” Are You Sold on The 
Sales Talk of This Folder?

How the Pratt & Lambert Company’s Charlie Ritter Broad
side Is Attracting Dealer Attention and Selling 61 Varnish

By L. II. HARVEY
Assistant Advertising Manager, Pratt & Lambert, Inc.

IF A DL ALER were reading your 
broadside, and one of those really 

“welcome” salesmen walked in, 
would he keep on reading your 
broadside, or would he drop it and 
chat with the genial traveller?

Mighty few of us would stake our 
bet against the salesman. “He’s hu
man,” you say. “You can’t expect 
cold type to carry the warmth and 
interest of a red-blooded man—a 
man who knows his trade and has 
won their personal interest.”

But that doesn't mean that our 
printed matter must necessarily lack 
that breath of humanity which puts 
the vital spark of action into the per
sonal solicitation. Suppose our 
broadsides are created with the men
tal slant of the salesman— suppose a 
salesman wrote them just as he 
would talk to a dealer. Couldn’t he 
get his personality, his man-to-man 
conviction, across to the dealer with 
the same earnestness as he would in 
a personal call?

“SUPPOSE YOUR NAME IS JOE”

That’s the idea of the “Charley 
Ritter” folder. Charley Ritter is one 
of the Pratt & Lambert Salesmen—a 
man whose personality is apparent in 
his photograph. So Charley does all 
the talking in this broadside—not a 
“nice, little mess of words” but plain, 
straight selling talk.

The folder starts with a self cover 
which portrays Charley’s genial pro
file in generous proportions. No 
time is lost, Charlie starts right in 
and says, “Suppose your name is 
Joe—and mine is Charlie.” It’s just 
the frank, simple introduction of a 
good salesman to a good business 
man.

Opening up the folder, the dealer 
is greeted by a full figure view of 
C harlie, with arm extended to shake 
hands. Salesman-like, he develops 
his good opening like this :

“And suppose I come into your store, 
give you my hand, and say, ‘Hello Joel’ 
—You’ve known me a long time, and 
we’re old friends. We’ve done business 
together for years, or perhaps wc 
haven’t, but. anyway, you know me so 
well that you are glad to call me Charlie 
and I call you Toe!

“This trip I come along and say, “Joe, 
he good enough to give me five minutes 

of your time—just five minutes and I’m 
through.

"Joe, we’ve got a pet child in our fam
ily—the Pratt & Lambert Family. That 
pet child is *6l' Floor Varnish and that 
pot child is just about grown up now and 
is ready to go to work for you. Since we 
added the line of colors two years ago 
the sales of “6i’ have tripled. That’s a 
fact, Joe, and the most of the dealers who 
handle it have tripled their sales on ‘61’ 
and some have done even better!’’
SELLING THE NATIONAL ADVERTISING

From that point, Charlie goes over 
all the details with Joe. In one place, 
Charlie is shown holding a display 
rack in his hand. Two other views 
show him pointing to the assortments 
and selling helps that are included in 
two introductory propositions.

The folder opens us, as a final 
smash, to a big spread where a life
size, full-face picture of smiling 
Charlie appears holding in his hand 
full-size reproductions of the “6i” 
ads in general magazines. Continu
ing in salesman-language, Charlie 
points out the size of this campaign, 
reaching some eight million circula
tion each month, and makes the deal
er see how the campaign works for 
him. Let’s listen a moment to some 
points of Charlie’s exposition of this 
campaign:

“Now, Joe, here’s where wc come to the 
Main Tent! Just feast your eyes on these 
magazine ads! Aren’t they winners? 
Won’t they help sell ‘6l’ for you, with 
your store all lit up with that big giant 
window display or that Local Mailing and 
Sampling Campaign and the free sample 
cans working for you on the sid< ?

REAL SALES TALK

“I know, Joe, that you may not be as 
strong for the magazine advertising as 
you are for the display matter or the 
sample cans, but, Joe, it’s the big national 
advertising that really puts the punch be
hind a product. It builds reputation, char
acter and prestige for a product and the 
dealer that handles it.

“And these ads will be working for you 
in your town every month this spring. 
These magazines go to the same kind of 
people in your town as those who come 
into your store and are your best cus
tomers. Bear that in mind, Joe. This 
tremendous magazine advertising would 
not be worth anything to us if it didn’t 
reach the right class of people in your 
town—in every town—and help you sell 
‘61.’ That’s why we want you and every 
other live dealer with us.

“I’ll say to you, Joe, that when you 
hitch up with ‘6l’ you certainly have some 
advertising, as well as real varnish back 
of you.’’

Then the broadside closes with a 
picture of Charlies going over the 
assortment sheet with Joe. Here’s 
Charlie’s final talk:

“You come along with us, Joe. We 
need you and you need us. We can prove 
that you need us if you will just give 
us the opportunity, and send in the Post 
Card. Good-bye, Joe; and send the Post 
Card.’’

HOW THE FOLDER GOT ACROSS

The post card preserves the con
tinuity of the idea because another 
pose of Charlie is on it, pencil in 
hand, picking out the place for the 
signature and a “sign here, please.” 
The address side of the post card is 
to “Charlie,” care of Pratt & Lam
bert.

Now, did this folder get across? 
Yes, measured in actual post card 
returns it pulled a higher percentage 
than any of its predecessors. Meas
ured in dealer interest, this folder 
seemed to develop an exceptional 
amount of comment. Letters are 
still coming in addressed and writ
ten to “Charlie” or “Friend Charlie,” 
and these communications all have 
that spirit of lessened restraint that 
comes after a salesman and dealer 
get to really know each other.

Needless to say, the sales force 
evinced exceptional interest in this 
mailing. And as they called on the 
trade for months afterwards they 
were twitted by the dealers about 
“Charlie.” These comments often 
took the form of good-natured 
banter about what a good-looking 
fellow Charlie was. and so on, but 
they all clearly showed that the deal
ers had felt something of the per
sonality of Charlie. The gap be
tween manufacturer and dealer had 
been bridged to that extent, at least, 
and the dealers, consequently, were 
that much more willing to give the 
men a real hearing. Charlie, in print, 
found the road to the dealer’s good 
will, just as Charlie, in person, is do
ing every day.

Ideal Stencil Machine Account With 
Gardner Agency

The Ideal Stencil Machine Company, 
Belleville, Ill., has placed its adver
tising account with the Gardner Adver
tising Company of St. Louis and an in
creased appropriation is being consid
ered.
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Announcing
t/io formation of"
HARRY LEVEY
CORPORATION 

'JAoducorsandjDistrijSuiorsof
INDUSTRIAL 
EDUCATIONAL
FILMS

Mr. Harry Levey announces his resignation as Manager of 
the LTniversal Film Manufacturing Company, Industrial 
Department, and the formation of Harry Levey Corpora
tion, Producers and Distributors of Industrial-Educational 
Films, xvith general offices in Xew A’ork City.
The determination to separate industrial-educational from 
amusement production is, in a large measure, the result of 
the advice of our good friends among advertising and sales 
managers and business executives who have convinced us 
that the past close connection between the amusement and 
the industrial departments has been detrimental to the best 
interests of industrial and educational films.
The personnel of the organization is practically the same as 
that associated xvith Mr. Levey before his resignation. It 
consists of well-known directors, scenario writers, camera
men, editors and technical artists. Merchandising and pub
licity departments are manned by experts. Studio and dis
tribution facilities are the best obtainable.
Arrangements have been completed by Harry Levey Cor
poration for the production and distribution of industrial- 
educational films through both theatrical and non-theatrical 
channels. Theatrical distribution facilities have been ma
terially increased by removing the limitations of one-or
ganization distribution.

HARRY LEVEY CORPORATION 
(Producers and (O) is tri/air tors o/^
/ndusfriai <2>c)u cation a/ cfilms

NEW YORK CITY
Until the completion of neze offices temporary head

quarters are located at 16'52 Broadway, New York
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Calling on Science for "Hit-the-Spot” Advertising
How a Scientist’s Vision of Half a Century Ago Applied 
to Advertising Opens Up New Sources of Copj Interest

By BURTON BIGELOW

WAY BACK in eighteen-hun- 
dred-and-something Edward 

L. Youmans, a professor in Yale, 
acquired the presentiment that sci
ence could be popularized, provided 
you sugar-coated the pill and made 
it entertaining while you were mak
ing it instructive.

Youmans was a scientist by in
stinct. It was he who introduced 
Herbert Spencer to the world and 
gave Darwinism its first send-off in 
this country, while all Europe was 
jeering at the Englishman and his 
"fool theories."

Youmans was the father of all 
the present-day popular, non-techni- 
cal scientific sheets. He started the 
I’ pular Science Monthly on faith 
—and made it pay.

His idea, briefly stated, was to 
popularize science and make it pal
atable, interesting and understand
able. He believed the people were 
hungry for real knowledge and 
eager for science if put in the 
proper dosage and dress.

Y’oumans knew the relation be
tween science and the daily lives of 
human beings. He saw the romance 
- -or shall we say the human in
terest in science. He reduced it to 
simple terms and gave it to the peo
ple in a series of popular lectures 
that made him an attraction second 
c.nly to Beecher and other “spell
binders” of the period.

This professor with the urge to 
disseminate science filled a popular 
educational niche that never had 
been filled before and drew audi
ences whose interest in the speaker 
was more genuine and sustained 
than that induced by any oratory. 
His idea was not only sound—it 
was tremendouslv successful.
FEW ADVERTISERS SEIZE THIS CHANCE

Yet, after all these years, there 
are but few advertisers cashing in 
on the copy possibilities of popular 
science as discovered by this Yale 
professor,

A study of almost any advertised 
product will reveal a link between 
science and the product. With 
that link established, it is compara
tively easy to connect science as 
applied to your product, with the 
user and his interest.

One of the most interesting series 
of advertisements with a strictly 
scientific trend, are those of Arthur 
D. Little, Inc. of Cambridge, Mass.

It seems almost probable that the 
writer of those advertisements is 
familiar with Y’oumans' lectures. 
One advertisement in particular, 
headed: “Chemistry and the Y’ellow 
Snow” suggests Y’oumans' "The 
Chemistry of a Sunbeam" and is 
just as interesting.

“Few people ever have seen yellow 
snow,” it begins, a statement with which 
we can all agree. “But the people of Wis- 

When can we drop 
the quotation marks 

from the phrase 
Business Farmer”?

conin remember a yellow snowstorm and 
they also recall how it puzzled them. At 
least they were puzzled, until chemistry 
explained it. A chemist examined the 
flakes by microscope and found that they 
contained over thirty different minerals. 
Then he conferred with a mineralogist, 
who determined their source. So it was 
proved that the yellow snow was due to 
a sandsorm in Texas arising into the up
per atmosphere and then intermingling 
with snow in the more northerly latitudes 
of Wisconsin.'’
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Would it not be difficult to im
prove on that for popularizing a 
scientific subject? And would it 
not be difficult too, to find an ad
vertisement higher in interest value?

‘‘But,” says the Average Adver
tiser, “these folks are chemists. 
That is their business. There is no 
science in my business !”

Which, of course, simply proves 
one of three things :

(1) The advertiser doesn’t know 
much about science.

(2) He doesn’t know his busi
ness and his product thoroughly.

(3) He doesn’t see the relation 
between the two.

It is probably expecting too much 
to insist that the Average Adver

tiser instantly see the relation be
tween science and his product. Yet 
when shown that relation, he is 
quite apt to turn a bit crimson 
about the ears and give himself a 
silent cussing-out for not seeing it 
all the time.

Apropos of the really close rela
tion existing between apparently un
related facts, it is said that the 
scientist Huxley, a devotee of Dar
winism and a friend of the author 
of “The Origin of Species” at one 
time got himself into “hot water” 
with his scientific society by pro
pounding what seemed to be a very 
foolish question regarding the rela
tion of seemingly unrelated things.

The fact which Huxley used to 

trip up his high-brow colleagues is 
1 elated at length in "The Origin of 
Species” from which work Huxley 
no doubt had secured it, propound
ing it to his scientific associates for 
the probable purpose of testing their 
familiarity with Darwin’s theory.

Huxley’s question, brought down 
to date, was something like this: 
“What is the relation of a yellozv 
cur to a field of red cloveri’”

The scientists gave Huxley the 
glassy stare, asked the doorman to 
lead him to the nearest outlet with 
a red light thereover market “Exit” 
and promptly voted to throw him 
out of the society for such un
scientific behavior.”

HOW HUXLEY WORKED IT OUT

All the while Huxley was giving 
them the merry ha! ha! up the 
nether sleeve, and later, in order 
that the fun might not be confined 
to too few, wrote a pamphlet an
swering his own question.

The answer showed that there 
was a very close relation between 
the dog and the field of red clover, 
to-wit: The fertility of the clover 
depended upon the presence of a 
sufficient number of humble bees to 
carry on the distribution of the 
pollen necessary to the process of 
fertilization. The number and pres
ence of the bees in turn depended 
upon the activity of the field mice, 
who destroyed the comb and made 
life miserable for the bees. Fur
thermore, the peace and plenty of 
the field mice depended upon 
whether or not there was a cat 
domiciled in the vicinity, for be it 
understood, the cat made things 
merry for the field mice. And the 
yellow cur—a'h, he was the key 
to the whole situation—for if he 
abode in the neighborhood, the cat 
soon left, and with the cat gone, 
the mice were busy and multiplied 
-—and as they multiplied, the bees 
diminished, and as the bees dimin
ished, the clover failed to be ferti
lized and the crop was a failure. 
Therefore, it is quite easy to see 
that a yellow cur in the neighbor
hood of a field of red clover meant 
a crop failure.

Such is the close relation of 
seemingly unrelated things.

If this example seems far-fetched 
and exaggerated, suppose vou ask 
your printer to-morrow to tell you 
the relation between cows and half 
tones. Not any happen-stance re
lation he may think of, but a con
stant and ever-present relation. I’ll 
wager he can’t do it. Yet the 
relation is clearly defined. Find it 
for yourself in another of those 
Arthur Little advertisements head
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ed : “Chemistry and the Astonished 
Cow" which is reproduced below:

“The cow made the milk for use in the 
family—in her own family. She thought 
she knew all about it. She was resentful 
and surprised when the farmer ran it 
ihrough a separator and made butter from 
the cream, but she was astonished when 
the chemist got to work on rhe skimmed 
milk which the farmer threw away. She 
had never heard of milk sugar or casein; 
and the idea that billiard balls and back 
combs and knife handles and adhesives 
f ar coated paper were hidden away in this 
same milk and only needed chemistry to 
¡’ring them out, was altogether new to 
her."

Thus you see, that to the man 
who really knows, cows and chem
istry are closely related to half
tones inasmuch as casein is nec
essary to coated paper and coated 
paper required for halftones.

Which only goes to prove that 
there is a link between business and 
science—if you can find it.

SCIENCE AND THE KODAK

New let’s take something seem
ingly more prosaic. This time a 
Kodak. From the Kodak to its big 
brother is but a step—and we have 
an advertisement: "Weighing the 
Stars by Photography." You will 
agree that it is hard to swallow 
your curiosity until you have read 
more about how it is done. And 
the copy sustains the interest which 
the headline has arounsed. Note 
this:

“Xight by night the camera, a silent 
sentinel, watches the heavens with never- 
failing eye. Across two hundred and 
forty thousand miles of space the Moon 
yields up its secrets—shadowy, dry ocean 
bi ds, vast craters of long-dead volcanoes, 
walled plains, mighty mountains. In the 
far reaches of the Milky Way, a comet 
flashes—and the photographic plate re
cords its brief appearance.’’

Does that get interest i It does— 
new, fresh, lively interest that 
makes the product something more 
than a collection of leather, brass, 
cloth and glass. Truly' in this 
case, they have “hitched their wag
on to a star 1”

Few enough are the current ex
amples of popular science injected 
into advertising to enliven its in
terest value. But whenever you do 
find such examples, you find them 
interesting.

Bausch & Lomb have touched the 
spot—at least once—in an advertise
ment headed:

“A piece of glass—just a bit of sand 
and of salt—exactly combined, sarefully 
melted, skillfully formed and polished— 
a FENS!’’

Dozens of other copy ideas with 
science as the base, lay like un
discovered gold-—just beneath the 
surface of superficial thinking. Take 

for instance, the campaign of the 
Magnesia Manufacturers. Magnesia 
is an insulator, so they tell us. It 
prevents the waste of heat units 
from transmission pipes.

Out of my' window the other 
day, I saw a splendid heading for 
a Magnesia advertisement—a head
ing of dramatic interest. All I saw 
was a broad dark streak in the 
snow—but in my mind there was 
an instant connection between that 
dark streak and the cold feet I 
had been nursing all day. The 
thought is this: If steam-pipes con
veying heat to a small building, 
lose enough heat when buried deep- 
Iv underground, to make a streak 
fifteen feet wide in the snow a 
dozen feet above them, then the 
loss of heat units between my office 
and the heating plant fifteen squares 
away, must be tremendous.

FOR EFFICIENT HEATING PLANT 
“copy”

An appropriate illustration with 
a heading: “The Dark Streak 
Through the Snow”—and text to 
explain its cause—and show how 
proper Magnesia insulation would 
prevent the loss, would arouse in
telligent and thoughtful interest on 
the subject of Magnesia as an in
sulating agent.

Take another example. We all 
know, for instance, that vibration 
is the ruin of machinery. Suppose 
you are marketing a service or a 
product to reduce vibration. Here 
are tremendous possibilities for in
terest by linking science to the ad
vertising message and working out 
copy along the lines of vibration and 
its effects. Imagine an advertise
ment headed: “The Violinist Who 
Wrecked a Bridge.” Impossible, 
you may say. Impossible or not, 
the fact remains that there is hid
den in nine out of every ten prop
ositions, possibilities for copy' ap
peals fully as dramatic as this — 
which suggests that the continued 
vibration of a violin string set into 
action forces which eventually de
stroyed a bridge.

Thought reveals almost unlimited 
possibilities for gripping, dramatic 
copy through the aid of science. 
Take for instance, two accidents 
that gave the world great inven
tions—the rubber tire and the phon
ograph. When other copy appeals 
get old and prosaic, would not 
science linked to the product bring 
a fresh angle? For example: “An 
Accident Which Carpeted the Road
ways of the World With Rubber.” 
Can’t you almost write the copy 
for that advertisement this minute? 
“An Accident That Brings Caruso 
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to Your Home at Your Command.”
Ponder the possibilities of popu

larized science—and in a single day 
you’ll find a dozen times as many 
good ideas as have been here sug
gested. And the best of it is—not 
that they will be dramatic or thrill
ing or new—but that the reader 
public will read them and take a 
new and freshened interest in the 
product to which the popularized 
science is linked.

Gorham ( ompanj Reorganizes
Tihe Gorham Manufacturing Co. has 

reorganized as a holding company for the 
following subsidiaries: the Mount Ver
non Co., Silversmiths, Inc., William B. 
Durgin Co., Concord, N. H.; Whiting 
Manufacturing Co., Bridgeport, and the 
William B. Kerr Co. of X’ewark, N. J.

The reorganization plans provide for 
the taking over of all manufacturing 
plants by the Gorham Manufacturing Co., 
centering all production and leaving each 
of the subsidiary companies to develop 
its own markets with its own sales or
ganization. H. A. MacFarland was elect
ed president of the Gorham Manufac
turing Co., to succeed John S. Holbrook, 
who was made chairman of the board of 
directors, a new position.

Iowa Paper Sold
Paul S. Junkin publisher of the Crea

tion, Iowa, Daily Advertiser-Gazette, has 
sold the paper to DeWitte Sowers, busi
ness manager, and W. A. Roseberry, for 
fourteen years head of the mechanical de
partment. Mr. Junkin recently acquired 
the Ft. Madison, Iowa, Daily Democrat, 
and it is reported that he contemplates 
buying a still larger morning and evening 
paper in Iowa.

Advertising Agency Issues Book on 
“ Population and Distribution ”

The J. Walter Thompson Company has 
published an interesting and helpful vol
ume called “Population and Its Distribu
tion,’’ containing 218 pages of statistics 
compiled for advertisers from the United 
States Bureau of Census figures. The 
book is likely to prove a very handy vol
ume for all who are engaged in adver
tising and selling. The figures include 
the population and number of families in 
each slate, together with the percentage 
oi urban and rural. The book furnishes 
a classified list, by sizes, of all incor
porated cities and towns of 500 inhabit
ants and over, of which there are more 
than 9,000. It also gives the number of 
farms operated by their owners and, in 
addition, by cities and states, the num
ber of wholesale and retail dealers in 
the more important trades. The J. W. 
Thompson Company makes the interest
ing statement that over 2,000 firms in 
204 lines of business are using “Popula
tion and Its Distribution.”

Assistant Advertising Manager for 
Ford, Dead

Thomas E. Sloan, assistant advertising 
manager for the Ford Motor Company, 
died on Wednesday of last week, in De
troit, after two months’ illness from tu
berculosis. He entered the Ford plant 
seven years ago, working first in the au
diting department.
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“Ten Men from Texas”
Open Permanent Offices 

In New York and Chicago

HOW about Texas ? How about the
Great Southwest? To answer these 

questions and many more, Ten Alen from 
Texas have opened permanent New York 
and Chicago offices. Transplanted from the 
fertile Southwest, teeming with prosperity, 
these Ten Men from Texas are ready to 
meet you, to make it easy for you to learn 
all about Texas and the Great Southwest.

Do you want to learn about this vast 
market? Do you want to know its needs, 
its tastes, and the conditions that surround 
its local trade? Do you want merchandising 
facts and figures based on research and 
personal contact? If you do ask for one of 
the Ten Men from Texas at either their 
New York or Chicago offices. They are 
from Texas, and know the Great Southwest.

Read the Following and Get Your Merchandising Details from Ten Men from Texas
The story of the Southwest 

today astounds the person whose 
information is based on prewar 
conditions—1912 is almost as far 
away as the geography and his
tory of our school days.
King Cotton—Texas now pro

duces one-fourth of all the 
cotton grown in the United 
States. The 1919 cotton crop 
of Texas reached a total of 
3,064,977 bales. (“ Grimier’s 
Report of March 20th, 1920.”) 
Valued at $613,913,000.

New Wealth—Texas produced
over two billion dollars new 
wealth from agriculture, live 
stock, and oil in 1919. Of this 
amount, $1,076,163,000 came 
from agriculture alone.

A Third of a
Texas in 1919 
845,000 more

Billion More— 
produced $368,- 
in agricultural

products than in 1918. This 
means that the purchasing 
power of Texas farmers is 
more than a third of a billion 
dollars greater in 1920 than 
it was in 1919.

Texas an Oil Fountain—Texas 
became the second oil-produc
ing state in 1919. The year’s 
production exceeded 90,000,000 
barrels, or one-fourth the 
country’s total. The Southwest 
is now the leading oil-produc
ing territory in the whole 
world.

A Fifty Per Cent Jump—The 
general business growth of 
Texas in the summer and fall 
periods of 1919 was greater 
than in any other state—a 
fifty per cent jump over the 
same periods in the previous 
year.

Swelling the Total—Oklahoma 

produced over $500,000,000 in 
agricultural products in 1919 
Arkansas, Louisiana, and Nev 
Mexico together produc'-'- 
nearly a billion more.

The Southwest Needs Your 
Goods—The channels for dis
tribution are clear. Eighty- 
three out of every hundred 
persons live in towns of 5,000 
or under and on the farms. It 
it an agricultural country and 
the wealth comes from agri
culture.

Ten Men from Texas will tell 
you gladly about the stores 
that supply this Five Billion 
Dollar market with goods. 
They know this market from 
the Mississippi River to the 
Arizona border. They know 
what the market wants, and 
how you can put your goods 
into Southwestern homes.

NEW Y’ORK: 1 Madison Ave., Room 346—Phone Gramercy 5948 
CHICAGO: 616 South Michigan Ave.—Phone Harrison 3942 

Home Office: DALLAS, TEXAS

HOLLANDS 
MAGAZINE

Read by the women 
in 200,000 homes in 
the towns of the 
Great Southwest.

FkRM AND 
RANCH

Read on more than 
100,000 of the lead
ing farms and 
ranches of the 
Great Southwest.
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Transportation and 
Advertising

(Continued from page 4) 

more than the tax itself.
W'e hear talk of increasing the 

percentages in the upper brackets 
of the income tax schedule, especial
ly with reference to raising another 
billion or two or three to provide a 
general soldier bonus. It is quite 
easy and extemely popular to say 
“tax the rich.” But what we are 
actually doing, now, is to tax the 
capital of the rich out of productive 
enterprises and into non-productive. 
As the law stands, a man with a 
$20,000 income can invest in state 
or municipal bonds, non-taxable, at 
4 J 2 per cent and with practically no 
risk, while to net the same rate of

Keeping. Up. With 
The Times

A FACT A WEEK

By Authority 
of the 

Director of the United 
States Bureau of the 

Census 
we announce 

the present population 
of 

JUashington, D. C., 
as

437,571

The Washington Times
WASHINGTON, D. C.

income any investment in industry 
or trade must yield him 5 1-3 per 
cent—to say nothing of the element 
of risk. The man with $50,000 in
come must receive 6p2 per cent 
from his productive investment in 
order to be able to pay his tax and 
yet net the 4 J 2 that the non-taxable 
offers him. The $100,000 income 
must earn 10% per cent and the 
$50,000 income must earn 15 per 
cent in order to net the sure 4% 
per cent that the non-taxable state 
and municipal bonds pay.

Do these roads lead toward quan
tity production with lowered costs 
and prices and useful employment 
for every man and every dollar? 
Or do they lead to an orgy of public 
expenditures and a steady reduction 
of production?

I am for public works but only 
when we can afford them and only 
in a reasonable proportion to the 
total national expenditure. I would 
rather see a new factory built in a 
town than a new postoffice or a new 
city hall. I would rather see a new 
silo than a new concrete culvert. 
I am for good roads but I would 
rather see the good road run from 
a mill to a freight depot than from 
the sheriff's office to the cemetery’.

Reed Joins Edwin Bird Wilson
Edwin Bird Wilson, Inc., financial ad

xertising agency, New York, announces 
that George K. Reed xvho has been for 
a number of years manager of Rand Mc
Nally Bankers Directory, Blue Book, has 
joined their organization and will take 
charge of the Chicago office and territory.

Previous to going with Rand McNally 
& Co., Mr. Reed was advertising manager 
of the merged Colonial Trust Company, 
the Columbia National Bank, and the 
Germania Savings Bank, noxv the Citizens 
Savings Bank.

About ten years ago Mr. Reed and Ed
win Bird Wilson were connected in bank
ing institutions in Pittsburgh, whose 
building almost adjourned. Together they 
organized the Bankers Ad Association of 
Pittsburgh, which is now known as the 
Bankers Club. Both of them are grad
uates of Princeton University, having at
tended that institution at the same time.

( hartes W. Burt Joins J. D. Bates
Charles W. Burt, who for fifteen years 

has been New England manager of the 
advertising department of the Phelps 
Publishing Company and the Orange 
Judd Company, has resigned that posi
tion to associate himself with the J. D. 
Bates Advertising Agency of Spring
field, Mass.

Kreitzburg is “ Exide ” Advertising 
Manager

A. B. Kreitzburg, assistant advertis
ing manager of the Electric Storage Bat
tery Company, Philadelphia, has been 
appointed manager of the advertising de
partment.

Carl H. Reed, advertising manager, 
has been appointed manager of the pub
lication division, having charge of the 
production and distribution of all printed 
matter issued by the company.

Briggs Resigns from J. Roland Kay
Ernest Briggs, for nearly six years 

with J. Roland Kay, international ad
vertising agency, Chicago, has resigned 
his position as New Y’ork manager to 
become manager for Great Britain for 
\X m. Demuth & Co., the pipe manu
facturers.

Previous to his work in New Y'ork, 
Mr. Briggs for four years was foreign 
manager for the Kay organization.

Miss Greenfield in Insurance Publicity 
Work

The Liberty Mutual Insurance Com
pany, of Bvston, Mass., announces the 
appointment of Miss Julia Greenfield as 
assistant to Robert P. Ashley, manager 
of the publicity department.

This department is newly created and 
contemplates, in addition to an extensive 
advertising campaign, the preparation of 
articles and booklets, as well as the pub
lication of a house organ, to be known 
as "The Bellman.”

Miss Greenfield was previously con
nected with C R. Larson and staff of 
New York City and with the Benjamin J. 
Sweetland advertising agency, as secre
tary and general manager.

Christy Walsh Joins Jan Patten, Inc.
Christy’ Walsh, editor of Punch, the 

publication of the Maxwell-Chalmers 
Company, Detroit, has resigned his posi
tion to go with Van Patten, Inc., New 
4 ork. On behalf of the adxertising de
partment, Gordon Muir, advertising man
ager of the Maxwell organization, pre
sented Mr. Walsh with a gold fountain 
pen.

Plumb Goes with Worcester “Post”
John A. Plumb, advertising manager 

for the Worcester (Mass.) Telegram, 
has resigned his position. At present Mr. 
Plumb is connected with the Worcester 
Evening Post in an advisory capacity.

C. Armstrong, President, Returning
Frank Smith, president of Collin Arm- 

stBing, Inc., is now cn route to New 
York from London, after having spent 
about six xveeks in the English metro
polis.

Advertising Manager Now Sales Head
H. W. Prentis, Jr., advertising man

ager of the Armstrong Cork Co. & Insu
lation Company, has been sales manager 
of the Linoleum division of the com
pany. This department has been central- 
lized in Lancaster, Pa., under the name 
ol the Armstrong Cork Company’.

Will Advertise Summer I nderwear 
All Year 'Round

One of the features of a national ad
xertising campaign which Topkis Broth
ers Company, Wilmington, Del., manu
facturers of athletic underwear for men, 
women and children, is the plan to ad- 
xertise the men's athletic underwear all 
year around. This is a marked depart
ure from the usual methods of sum
mer underwear manufacturers. It is 
customary’ for them to confine their 
publicity to the late spring and early 
summer months.

An extensive trade investigation made 
by Donovan-Armstrong, Philadelphia, 
who are handling the Topkis account, 
revealed the growing tendency among 
the men in the larger cities to wear 
athletic underwear twelve months in the 
year. The Topkis advertisements will 
appear in six magazines of the general 
field.
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Fitz-Gibbon, N Y., “American” Adver
tising Head

On Monday, June 28, D. Fitzgibbon 
assumed the advertising managership of 
the New York American. Mr. Fitzgib
bon until March of this year was adver
tising manager of the New York 51« 
and the Evening Sun. On March 8, he 
became advertising manager of the New 
York Telegram, which position he now 
leaves.

Joins Associated Business Papers, Inc.
James N. Cummings, until recently ad

vertising manager of Gilbert & Barker, 
Springfield, Mass., joined the headquar
ter's office of the Associated Business 
Papers, Inc., New York.

Norris with “Review of Reviews” 
in Chicago

Julian R. Norris, formerly in the New 
York office of the Review of Reviews, 
has been transferred to the Chicago office 
of the organization.

Joins John J. Morgan Agency
Denis A. McCarthy, an author and 

poet, has become a member of the copy 
department of the John J. Morgan Ad
vertising Agency, Boston.

Will Manage Ferry-Hanley Art 
Department

Fred F. McCaleb has been placed in 
charge of the art department of the Fer
ry-Hanly Advertising Company at New 
Orleans.

Represents Bayonne (N. J.) “Times”
Payne, Burns & Smith, Inc., and G. 

I.ogan Payne Co., have been appointed 
the foreign representatives for the Bay
onne (N. J.) Times.

“Nebraska Farmer” with Standard 
Farm Papers

On July- I, the Nebraska Farmer of 
Lincoln, Nebraska, will become a mem
ber of . the Standard Farm Paper Asso
ciation, and will be represented in Chi
cago by the Standard Farm Papers, Inc., 
and in New York City by Wallace C. 
Richardson, Inc.

New A. B. P. Member
Potver Fanning Dealer, St. Joseph, 

Mich., has been admitted to membership 
in the Associated Business Papers, Inc.

Gray7 Crane Goes with Critchfield & Co.
Gray Crane, formerly western manager 

of Holland's Magazine and later with 
the Scientific American, has been added 
to the soliciting staff of Critchfield & Co., 
in Chicago.

Dippy & Aitkin Get Seven New 
Accounts

Accounts which the Dippy & Aitkin, 
advertising agency- in Philadelphia, has 
recently secured are: Dixie Wood Com
pany, Trenton. N. J.; Girard Trust Co., 
Philadelphia; Natures Studio, Baltimore; 
Tobey & Kirk, New York City; The 
Trexler Co., Philadelphia; The Twinlock 
Co., Philadelphia, and Reus Bros. Co., 
Baltimore.

Two New Accounts for Walter B. Snow
New accounts recently’ placed with 

Walter B. Snow & Staff, Boston, include 
the Pneumatic Scale Corporation, Ltd., 
manufacturers of packaging machinery, 
and the Cutter & Wood Supply Co., 
manufacturers of “Super Six” reamers, 
both of Boston.

Johnston-Ay res Obtains Five New 
Accounts

Johnston-Ayres Co., San Francisco ad
vertising agency, has obtained five new 
accounts and also enlarged its offices 
considerably. The accounts are: Herzog 
Electric and Engineering Co., Walker 
Moror Car Specialties Co., William Bros. 
Aircraft Corporation; Chancelor & Ly’ons, 
and Hughson-Bacon Co., of Oakland, 
California.

Meredith & Co. Gets Two Accounts
Meredith & Co., Inc., Troy, N. Y., ad

vertising agency, has taken charge of the 
advertising of Corliss, Coon & Co., mak
ers of Corliss-Coon shirts and collars, at 
Troy, and of the J. T. Robertson Com
pany, soap manufacturers, Syracuse.

Frowert Co. Gets Perfume Account
The Percival K. Frowert Co., New 

York, has been appointed to place the 
advertising of Coty, French Perfumer.

Dr. LeGear Medicine Account with 
Western Advertising Company

The Dr. L. E. LeGear Medicine Com
pany, St. Louis, Mo., with an appropria
tion estimated at $150,000, has placed its 
account with the Western Advertising 
Company’, in that city’.

OWEN H. FLEMING

Even before Owen Fleming 
graduated from Princeton Uni
versity, he made up his mind 
to enter the Advertising pro
fession when he was ready to 
start his business career.

He has represented newspa
pers, Scribner’s Magazine, and 
the People’s Home Journal, 
and for the last seven years 
has been a member of my or
ganization.

No man in the advertising 
profession has finer qualities 
than Owen Fleming, and it is 
a great pleasure to have him 
associated with me.

Serial Adv. No. 11

Champblanc Account with Peck Agency
The advertising account of the Champ

blanc Co., Patterson, N. J., manufactur
ers of Champblanc and Champrouge bev
erages, has been secured by the Peck 
Advertising Agency, New York.

Will Advertise Nu-Way Milker
The Nu-Way Milker Company, of Syr

acuse, N. Y., has engaged the services 
of the Martin V. Kelley Co., Toledo, for 
its advertising campaigns.

New Advertising Man for “ Better 
Farming ”

D. K. Murfree, formerly’ with the Chi
cago Herald and the Chicago Tribune, 
has been added to the advertising staff 
of Better Farming, Chicago.

M. C. Young, formerly general man
ager, who was in charge of the adver
tising department, has severed his con
nection with the paper to enter the auto 
accessory field with headquarters in Pitts
burgh.

Clark, Art Director, Thomas’ Service
R. F. Clark, formerly with the Morse 

International Agency, New York, on 
July 1 took charge of the art depart
ment of The Thomas Advertising Serv
ice, Jacksonville, Fla.

The Rochester 
Democrat 

& Chronicle
The DEMOCRAT and 

CHRONICLE is the big dom
inant result-producing news
paper of Rochester. On 
“ keyed ” copy, special sales or 
“ coupon ’’ advertising both na
tional advertisers and local 
merchants unite in saying that

DEMOCRAT” pulls 
three to ten to one better 
any other Rochester pa-

“The 
from 
than 
per.

Results count and to get re
sults in Rochester advertisers 
must use the DEMOCRAT 
and CHRONICLE. Many 
advertisers use it exclusively 
— and successfully.
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“I believe in the 
Business Journals”

Edward N. Hurley
In this concise statement, Mr. Edward N. Hurley, Presi

dent of the Hurley Machine Company, Chicago, fornici iy 
Chairman of the U. S. Shipping Board, and prior to that 
Chairman of the Federal Trade Commission, summed up the 
part the business papers can play in facilitating the economic 
distribution of materials and manufactured goods from one 
industry to another, in his speech before the Associated 
Advertising Clubs of the World at Indianapolis. Mr. Hurley
said :
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“When I was Chairman of the Federal 
Trade Commission, I made it a point to have 
the principal trade papers in the United 
States sent to me regularly. These were read 
not only by myself, but by the entire staff, 
so that we might have a finger on the pulse of 
the country’s industry.

“Advertising agencies placing national 
and international advertising could well in
sist on every man in their employ reading 
the trade journals of the industries of their 
clients so that they may keep themselves 
currently informed on the conditions in the 
businesses for which they are writing copy.

“I believe in the business journals. I have 
been closely associated with the work of 
many and have made a study of them, and I 
am firmly convinced of the editorial strength 
and value of many of these publications.”

The 11 McGraw-Hill
Power Coal Age
American Machinist
Electrical World
Electrical Merchandising
Journal of Electricity
Electric Railway Journal
Engineering News-Record
Ingeniería Internacional 
Engineering & Mining Journal 
Chemical & Metallurgical Engineering

Publications
McGRAW-HILL CO., INC.,

Tenth Ave. at 36th St., N. Y.
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The Tribes of the 
Himalaya Mountains 
Never Destroy a Picture



July 3, 1920 Page 27

What About The Lower Half of Your Letter?
The Imprinting of a Cordial Line, or a Frank 
Trade-Statement, Will Utilize Valuable Space 
Too Often Left an Undeveloped Waste

By PAUL W. KEARNEY

PRACTICALLY every book writ
ten on the broad subject of cor

respondence devotes more or less at
tention to the preparation of the 
letter-head. To put attractiveness, 
dignity, quality, strength and char
acter into the top of the sheet upon 
which your letter is written, observ
ing, at the same time, the common 
laws of consistency, propriety and 
taste is a problem worth serious 
consideration.

The good letter-head is no longer 
done in a hurry’ by anybody who 
happens to fall heir to the job. In 
cases where proper thought is given 
to the subject, it is common to so
licit the assistance of the staff artist 
or, perhaps, the advice of the print
er, if he be the sort of a man who 
specializes in artistic work.

In short, a great deal of money is 
being spent to-day on the mastery of 
fundamentals in designing letter
heads, and while that is all fitting 
and proper, it can not be amiss to 
suggest that we spread a little of 
that effort and attention further 
down the page to the lower half of 
the sheet.

In the vast majority of cases the 
lower half of the letter-head is 
ignored entirely. The space from 
the termination of the typewriting to 
the bottom of the page is altogether 
wasted because it is allowed to re
main blank.

UTILIZING WASTE SPACE

It occurs that nothing could be 
more feasible than utilizing this little 
strip of paper to good advantage. I 
can think of innumerable ways in 
which it might be put to work ( and 
no good reason why’ it shouldn’t be 
so long as reason prevails). The in
spection of the letter-heads of some 
250 national advertisers in the last 
few weeks lends strength to mv 
opinion that the lower half of the 
letter is neglected, for out of these 
250, not more than 30 made any 
decent attempt to use the opportun
ity, and only a few of the 30 ap
proached the full possibilities.

Une of the most common things 
we see at the bottom of the page 
is the legend: “Not responsible for 
delays due to strikes, war or the ac
tion of the elements.” Even such 
a prosaic sentence as this is worthy' 

of mention now since it is some
thing more than the average and 
suggests expansive development. 
Why not flavor it with some of this 
well-known institutional stuff by 
making it read: “A disaster beyond 
our control is the only thing that 
can interfere with the service we 
continually strive to render.”

FOR PURPOSE OF ECONOMY

There are many phases of the 
economy of the bottom of the letter
head. Another is the more or less 
common idea of listing branch 
offices or factories or agents in this 
particular space. The chief argu
ment for that is that it avoids con
fusion, relieves the top of the sheet 
from over-crowding and makes it 
unnecessary’ to string the names all 
over the margins in that too fre
quently sloppy style. The General 
I-¡reproofing Company, of Youngs
town. is one advocate of the sugges
tion just made, and the Black Cat 
Textile Company, Kenosha, AVis., is 
also numbered among the users of 
the idea.

Letters from the Keystone Steel 
& Wire Company, Peoria, Ill., offer 
another suggestion, combining the 

■two just made in some degree. They 
show a reproduction of the original 
Keystone plant of 1889, running 
under the cut the line about their 
responsibility in case of strikes.

Several organizations, I notice, 
have adopted this lower section of 
the page for the display of their 
slogan. The California Walnut 
Growers Association, for instance 
prints in this space: "Diamond 
Brand 'Walnuts—Please Particular 
People.” The Leebold Candy Com
pany has its popularized slogan done 
in red script, while the Scott Paper 
Company, of Chester, Pa., follows 
the same thought by printing on the 
bottom part of the paper: “Scot 
Tissue Products for Personal Hy
giene.”

A very clever version of this same 
stunt is used by the National Bis
cuit Company—“P. S.: Uneeda Bis
cuit.” The very last thing your 
eye sees as you finish one of their 
letters is one more impression of 
that famous trade name statement.

Two other concerns use the lower 
half of the letter to sell their prod

ucts. One is Samuel Cabot, Inc., of 
Boston, who says there: “All pack
ages bear our trade mark. Beware 
of worthless and inflammable imita
tions.” Emphasis is given this ad
monition by printing it in red ink.

The other company in mind in 
this connection is the Warren Paper 
Company, Boston, whose line lends 
itself very well to the idea. Their 
letter-heads are samples of the dif
ferent grades of paper manufactured 
by them, and on the bottom of each 
is a little bit of text somewhat like 
this:

“This is Warrens Cameo, Se
pia, 75® weight. It permits 
the use of halftone illustration ; 
saves wear on typewriter type; 
makes a large number of legible 
carbons. Send for a sample 
package of 100 sheets.”
The brand name and details dif

fer, naturally, when the brand is 
changed.

MOVING DAY FOR THE TRADE-MARK

Instead of using a slogan or a 
selling talk, other folks have moved 
the trade-mark itself down from the 
top of the page. In some cases they 
are embossed, in others printed in 
color. Among those who have de
parted thus from the strictly con
ventional are the Welch Grape Juice 
Company ; N. \\ . Ayer, advertising 
agents; the Willard Storage Battery 
Company, and others. A still diff
erent conception of that idea is the 
use of an association stamp or seal 
like the Rotary Club, A. A. C. W., 
National Credit Men’s Association, 
etc.

A rather direct sales point applied 
to this customary “waste space” has 
been adopted by Thomas A. Edison, 
Inc., in the words: “Dictated to the 
Ediphone”—featuring their dictating 
machines.

From still another angle we find 
the lower half of the letter quite 
adaptable to seasonable, timely or 
special uses. One such thought is 
the printing of holiday greetings or 
the hooking up with national events 
such as charitable drives or political 
movements. In the past I recall 
different concerns having used just 
such a stunt during “daylight sav
ing” agitations, Red Cross roll calls, 
and other events. Even though I 



Page 28 .Advertising it Selling

saw it a vear ago, I remember that 
the New Orleans Item letter bore 
this little line in red: “The 1919 
Convention of the Associated Ad
vertising Clubs of the \\ orld will be 
held in New Orleans. Hope to 
see you!"

The bare fact that it sticks in my 
mind so clearly is strong evidence to 
support my contention that the idea 
is splendid advertising.

Two other very clever timely uses 
of the lower half of the letter-head 
'nave come to my attention. One 
was done by the National Lamp 
Works at Nela Park during a sales 

Princess
for CATALOGS

“NOTHING BETTER” IS THE PRINTER’S
HONEST IMPRESSION OF PRINCESS

Its Splendid Printing Qualities 
Are Only Equaled By Its Durability

SAFE and conservative buying of paper is more of a necessity than 
ever these days. The best costs comparatively little more than any 
ordinary stock but there’s an infinite amount of difference in quality.

Princess Cover Paper represents the safest and most satisfactory 
in cover stocks. Its rich and dignified beauty makes an unfailing ap
peal to the business man. Princess stock is practically indestructible; 
the toughness of the fibre insures splendid printing and embossing re
sults, and supplies a wear-proof cover for hard-used catalogs, booklets 
and folders.

campaign that was being conducted 
under the title, “Brighter Business 
Boom.” The letters to dealers car
ried a little cartoon showing a 
crowd of customers pushing around 
the window of a retailer’s store in 
which a National Lamp Display had 
been placed for the drive. With a 
slight touch of humor it got across 
well. Another national advertiser, 
Robt. H. Ingersoll & Bro., used the 
same idea a long while ago in a 
special campaign letter, the illustra
tion being in black and not being a 
cartoon in the ordinary sense of the 
word.

The other idea to which I have 
referred was used by the Macbeth
Evans Glass Company, of Pitts
burgh. During 1919, which was 
its golden anniversary', it printed in 
gold on the bottom of each letter
head :

"Founded during the recon
struction Period following the 
Civil IFar, our Faith in Ameri
ca, unwavering and unbroken 
for Fifty Years, is unshaken at 
this time of World Wide Re
constrution.”
Still another example of the use 

of the letter-head for special ends 
is presented by Landsburg & Bro., 
of Washington, who use this last 
portion of the sheet to further a 
movement to secure votes for the 
residents of the District of Colum
bia.

A NOTE OF CORDIALITY

There are quite a few other ideas 
and examples showing what can or 
might be done in this respect. It 
isn’t a bad thought to say, on the 
bottom of the page: "This letter 
is from the office of the Credit 
Manager," or, "Address your reply 
to ...........................”

Yet undoubtedly the cleverest and 
most valuable suggestion gathered in 
this little search for white-space 
economists lies in that angle of the 
question illustrated by the True 
Shape Hosiery Company, of Phila
delphia. After I finished a letter 
received from them, I noticed, in 
small type at the bottom of the 
page:

When you are in Philadelphia 
drop in and see us.
The remainder of the text told 

how one could reach the plant from 
the Broad Street Station, and that 
part of it added an earnest touch to 
the first half. The reaction was 
most gratifying, for it has left a 
firm desire within me to do just that 
thing the next time I get to their 
stamping ground.

From this single suggestion, back
ed up by the others, you can cal
culate that the possibilities of the 
lower half of the letter-head are 
vast.

A forceful business building piece of literature advertising your 
respective line, covered with Princess stock, will make a lasting appeal 
to the recipient. Made in a range of twelve rich and practical covers 
“Princess” will furnish the necessary attention-getting value to your 
catalog.

Let us send you a Sample Book of Prin
ces> Cover Paper. Also ask for a copy 
of XTRA, Dexter’s unusual house organ.

C. H. DEXTER & SONS, Inc.

John Budd Manager in Hospital
Meredith P. Martin, southeastern man

ager for the John Budd Company, news
paper representatives, has returned to 
a hospital in Atlanta for another oper
ation. He was recently operated on for 
appendicitis.

WINDSOR LOCKS CONNECTICUT
Machinery Account for Williams & 

Cunnynham
Williams & Cunnynham. Chicago, have 

secured rhe account of the Austin Ma
chinery Company in that city.
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Watch Out for Your Trade Mark
in South America

The River Plate American, published 
in Buenos Aires, .Argentina, tells in the 
following how the valuable trade marks 
and names of this country are being 
registered there, and issues an import
ant warning to those who are about to 
advertise their goods in South Amer
ica or who contemplate advertising in 
the future. It says American manu
facturers who come down here and un
dertake to make use of the same trade 
names for their goods that belong to 
them at home should be extremely care
ful that such a name hasn’t already been 
registered in this republic by somebody 
else.

The American concern that produces 
tin “Beetemal" motorcycle, for instance, 
having duly copyrighted the word 
“Beetemal” in the United States and 
having come to feel that that word is 
as much its property as its plant or its 
motorcycles or its bank account, is liable 
to forget that its title isn’t recognized 
here unless the prescribed registration 
formalities have been attended to. 
Furthermore, suppose the name was al
ready registered in .Argentina prior to 
the American “Beetemal” company’s ad
vent in the republic—in that case the 
American concern can’t use the name 
here at all, except by arrangement with 
the individual who registered it orig
inally.

“But why,” the “Beetemal” people 
will ask, “should anybody have taken 
the trouble to register the name “Beet
emal” in the Argentina Republic before 
any “Beetemal” products were being 
sent here from the United States?”

Easy enough; it probably occurred to 
said individual, at the time he did the 
registering, that later on the “Beetemal” 
folks would decide to enter the Argen
tine market with their justly highly- 
thought-of motorcycles and THEN, in 
order to use the valuable trade name 
of these motorcyles they’d have to fix 
HIM.

This was a plan that occurred to quite 
a number of people awhile ago, when it 
began to look as if American manufac
turers would begin to want to develop 
the Argentine market before long. So 
they simply went through all the maga
zines and directories and catalogues and 
other literature that they could find, 
making a list of trade names of Amer
ican products and then farseeingly went 
and registered them, after which they 
simply sat down and waited for the 
names’ originators in the United States 
to get ready to open branches or es
tablish agencies here.

So the only safe way for an American 
concern to proceed, when it does reach 
>uch a decision, is to have a good pat
ent lawyer investigate to see whether his 
trade name is already on the records. 
If it isn't, the American concern should 
register it promptly. If it is, the con
cern has no option but to come to terms 
with those who registered it or else call 
its goods something else so far as Ar
gentina :s concerned.

There have been cases of companies 
which failed to take these precautions 
and which launched expensive publicity 
campaigns only to find out too late, not 
only that they weren’t entitled to con
tinue to advertise their goods under the 
name they thought they were, but that 

they were liable for damages for hav
ing already infringed the other man’s 
legal rights. 
Piggly-Wiggly Sues Hoggly-Woggly
The Piggly-Wiggly Corporation, with 

headquarters in Memphis, Tenn., opera
ting a chain of stores in many cities, 
recently filed suit in United States Dis
trict Court in St. Louis, to enjoin 
Charles Tamme, Jr., President of the 
Hoggly-Woggly Stores, from using the 
name Hoggly-Woggly, charging that by 
so doing he is trading on the reputation 
of the other organization. The petition 
states that the Memphis Corporation has 
spent large sums of money in advertis
ing the name of the grocery stores and 

charges that the St. Louis concern has 
impaired the business through employ
ing a similar name. The Piggly-Wiggly 
Company asks that the Hoggly-Woggly 
( ompany be ordered to pay over to it 
all income derived through the use of 
the name.

Sphinx Club Announces Dinner Dates
The Sphinx Club of Xew York has 

announced its dinner dates for the sea
son 1920-1921, its 25th anniversary year. 
Dinners will be held on the second 
Tuesday of each month beginning in 
October and extending to April, 1921.

MacDonald, V ictor Sales Manager
John S. MacDonald, for sixteen years 

with the Victor Talking Machine Co., 
has been made sales manager. Edward 
J. Dingley, head of the machine order 
department, has been made assistant 
sales manager.
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What Women Are Doing in Advertising
Minna Hall Simmons, a Business Accelerator
Who Rose From the Depths of Pedagogy 
to An Advertising Agency of Her Own

“I put txvo pigtails on the top 
of my head, lengthened my skirts 
and, at sixteen, joined the teaching 
staff of my business school, in
structing, at first night classes and 
then classes both day and night, in 
the mysteries of Sir Isaac Pitman’s 
stenographic hieroglyphics. Most of 
my pupils xvere older than I:"

estimate department of Rogers & 
Company, given charge of supply 
purchasing, did investigation work- 
on cost systems on the side, and 
in two and a half years had trip
led her initial salary. BUT—

That, apparently, is where life 
began for Miss Minna Hall Sim
mons, vice-president of th 
League of Advertising Women 
at the point where her busine; 
career began. At all events, 
memory. lapse at that point wa 
the lady s answer to Advertising 
& Selling’s reiteration (by inti
mation) of the popular movie in
quiry^ "Should a woman tell her 
past?” We know of that past 
only that it was spent in New 
York City where she was "born 
and bred," and was graduated 
.'om the public grade schools and 
irom Morris High School.

Thus, we first behold Miss Sim

“Coming into contact with many of 
the leading advertising managers of the 
country, who were customers of Rogers 
& Co., I began to feel the stirrings of

mons—known in those davs\nd 
2oC^s!,0nall-v even in these, as

"Peggy," and
Sirmme —straining to the far 

call ot a business career • at the 
same time, engaged in draping

n° ShUt 0Ut
louder call ot youthful follv in
viting to youthful diversions.
on ambitions to enter up
on a business career, I soon gave up 
hacking and went with Rogers & Co 
high- grade catalogue printed m \ew

ork and Chicago,

T hen, ambition stirred again 
and, in April, 1918, Miss Simmons 
went with John Campbell & Com
pany, manufacturers of aniline 
dye stuffs, to work under the sign 
of the camel, the work, as she 
told us, "including the preparation 
of all copy for use in technical 
publications, as well as the hand
ling of all the direct advertising,

PLUS (while our eyes grew big
ger and bigger and our jaw drop
ped lower and lower in gaping 
astonishment) the buying and 
selling for an affiliated factory 
making dye-stuff intermediates.”

When, in the same conversa
tion—almost in the same para
graph—Miss Simmons told us. 
very seriously, that it was her 
firm belief that women in busi
ness should not receive special 
treatment because they were wo
men, we wondered what, in her 
experience, had ever led her to 
believe that women do receive 
special treatment, unless by “re
ceiving special treatment" she 
meant “being kept specially busy.”

an ambition to 
in some form.’’

No sooner

work

stirred than done—

\\ hich statement, 
shows that we were 
our assumption that

stenographer." 
of course, 
mistaken in 
Miss Sim-

mens entered the path “of peda
gogy under the impression that 
she was beginning a business ca
reer thereby. Of course, teaching 
was never “business” to this busi
ness woman. Her Webster had 
taught her that "business” was 
“any particular occupation or em
ployment habitually engaged in, 
esp. for livelihood or gain,” and a 
little experience must have made it 
all too clear that teaching is one 
profession that one does not, in 
cold, sober sanity, enter into “esp. 
for livelihood or gain.” So she 
became a stenographer, learned a 
great deal about printing in her 
spare time, was graduated into the

and done brown. Six and nearly 
seven years have elapsed since 
Miss Simmons began to think in 
agate lines and column inches and 
during that period she has learned 
to look out from practically every 
angle of the business, which, by 
\\ ebster, Worcester and gosh, is 
a business “esp. for livelihood or 
gain.”

AS ACCELERATOR.

Her agency experience has cov
ered estimating and contracting, 
the management of the mechanical 
production department of the John 
O. Powers Company, copy writing 
and “accelerating.” For three 
years, she was "accelerator” for 
the Blackman - Ross Company, 
"stepping on it” for this firm in
volving the co-relation of all data 
concerning the various stages of 
campaigns and the speeding up of 
the departments working on that 
data.

HAS HER OWN AGENCY NOW

Yet this job—or shall we sav 
these jobs?—did not keep her spe
cially busy and she continued to

write the weekly illustrated New 
York fashion letter for women, 
which, for these last three and a
half she has syndicated
throughout the United States and 
Canada. Nor did it divert her 
from the straight course that she 
had been steering all along toward 
her ultimate goal—the opening of 
an agency of her own. Today, she 
has reached that goal, though, per
haps, we ought not to call it the 
ultimate one. Taking the Camp
bell account with her. she has 
recently opened the Minna Hall Sim-
nions agency 
Thirty-eighth 
her slogan :

at West
street, adopting as 

“The woman’s view-
point backed by a long experience 
in all branches of advertising.”

That ought about to cover the 
story of the business ambitions of 
Minna Hall Simmons, yet we 
leave our subject with the uncom
fortable suspicion that we have had 
the wrong slant on it, and her, all 
along. Are all the manifestations 
of business ambitions but side
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THIS PICTURE TELLS WHY WE ARE!
This picture of “Peaches” and her family at the shrine 
of Liberty gives the clue to The Farm Journal's leader
ship. It is because we play up to folks rather than to 
fat hogs, because we emphasize the human-being side 
of farm life. Farmers aren’t always pitching hay, even 
at $40 a ton. The wife isn’t always gathering eggs,

The Farm
15 E. 10th Street, Washington Square,

New York Philadelphia

at $1.15 a dozen, as they were last winter. The young
sters aren’t always picking strawberries, which the Bilt
more retails at 80 cents a portion. They make their 
living, our farmers do, but they take thought of the hu
manities, too. And it’s because Wilmer- Atkinson recog
nized this that today the most widely-read farm paper is

Journal
Crocker Bldg., Mailers Bldg.,
San Francisco Chicago
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lines after all? We know, in 
strict confidence with the rest of 
the League of Advertising Women 
that the vice-president’s particu
lar five-starred ambitions are “to 
mother some lonesome kiddies, live 
in the country and have loads of 

time to write”; and that her pet 
hobbies are the three R’s of the 
feminihe good fellow—• reading, 
riding and rowing. We also know, 
with the rest of the advertising 
world what she has done in the 
League of Advertising Women to 

demonstrate that (advertising) 
women are people. And where 
one has broad ambitions, hobbies 
and achievements like these to 
one's credit, why should business 
dominate the tale—even business 
"esp. for livelihood or gain?”

Stabilizing the Demand through Advertising
Consistent Publicity Creates New 
Uses and New Users and Does Away 
W ith Seasonal Demands in Many Cases

By LLOYD D. HERROLD

THE rapid expansion of adver
tising into all lines of business 

during the last twenty years is am
ple proof that advertising stabilizes 
demand for products. Manufactur
ers, who have used national advertis
ing for years, consider that the sta
bilizing of the demand for their prod- 
ruts is the most valuable benefit de
rived from advertising. Advertising 
stabilizes the demand for products in 
various ways. By extending the sea
son in which the goods are sold it 
often creates a year round demand 
for the goods. New uses for the 
products other than those for which 
the product was originally manufac- 
,uied, as well as, new tvpes of users 
for the product are discovered 
through advertising. Wide distribu
tion is as necessary for a product in 
order that the demand may be stable, 
as is a permanent class of buyers for 
the product. Both of these are ob
tained through advertising.

I shall present here the opinions 
of several advertising agencies and 
advertising managers for nationally 
advertised products upon the ques
tion : “Has advertising stabilized the 
demand for your products?” Then 
I shall discuss seasonal goods by 
presenting the results obtained from 
the question, “Has it done so by ex
tending the season during which the 
goods are sold?”

Finally, I shall present the answers 
to the following questions which ap
pear in the letter sent out in the 
course of the investigation:

Has it extended the uses of the 
product or discovered new types of 
users ?

Has it overcome fluctuation in de
mand due to sectional variations in 
business conditions?

Has it secured a more permanent 
class of buyers?

Advertising agencies, advertising 
managers, and advertising experts in 
various lines of business agree that

Giving Us the 0-0
In the attached article, which is 

a small portion of a thesis prepared 
by Lloyd D. Herrold and presented 
I or the degree of Bachelor of Arts 
al the University of Wisconsin, the 
author touches upon a topic of in
terest to the advertising field: stabil
izing the market.

The work was the result of an ex
haustive study of the actual practices 
and results witnessed by numerous 
advertising men, many of whom are 
quoted herein.

You will be interested in what Mr. 
Herrold has found to be the con
census of opinion on this subject 

- -THE EDITOR.

one of the most valuable effects of 
advertising is its stabilizing quality.

Herbert Everett, of the William 
H. Rankin Company, of Chicago, 
holds the opinion that if advertising 
did not stabilize demand that there 
would be no excuse for the exist
ence of the advertising agencies. 
“This stabilization can maintain its 
equilibrium only by advertising, for 
competitive advertising is constantly 
trying to push it off its balance. 
There is a point where competition, 
as expressed in advertising, becomes 
as destructive and wasteful as, up to 
that point, it is constructive and eco
nomical.” "Emphatically, advertis
ing has been one of the most stabil
izing factors in our client's business.” 
is the unanimous statement from 
Fuller & Smith, of Cleveland; N. W. 
Ayer & Son, J. Walter Thompson 
Company. Street & Finney, Inc., of 
New York, and Erwin & Wasey, of 
Chicago.

EVENING OFF THE MARKET

The experience of the Valentine & 
Company, makers of Valspar and 
other products of national distribu

tion, has been that advertising tends 
to stabilize the market and create a 
consistent increase in the sales of 
varnish in proportion to the adver
tising. "The largest sales in the his
tory of Valspar have been during 
April, 1919. We find that our ad
vertising creates a demand which re
flects in the dealer’s sales and thus 
aids us in retaining our dealers and 
a consistent market for our product.”

A. M. Candee, advertising man
ager of the National Enameling & 
Stamping Company, of Milwaukee, 
states "Our distribution is very gen
eral : we go through the jobber most
ly and through him to the retail 
trade, but we are advertising to the 
trade so as to familiarize the retail
ers more with our product and with 
our trade-mark. Probably the de
mand for our products has been sta
bilized in this manner. Advertising 
has undoubtedly secured for us wider 
distribution among the retail trade 
who buy of the jobber.” The de
mand for the South Bend Watch has 
increased tremendously during the 
period that the South Bend Watch 
Company has been most actively ad
vertising. Advertising has assisted 
in stabilizing the demand for this 
make of watches. In the case of 
seasonal products the stabilizing ef
fect of advertising is difficult to de
termine. Aladdin Readi-cut Houses 
belong to this class. The business 
of the Alladin Company is wholly 
and entirely founded and maintained 
upon advertising alone. There are 
no agents, representatives, distribut
ors, or any other form of sales plans 
except advertising. The Joseph 
Campbell Company, manufacturers 
of Campbell’s soup; William Wrig
ley Jr. Company, makers of Wrig
ley’s gum ; Henry Sonneborn & Co,. 
Inc., makers of Styleplus Clothes; 
Andrew Jergens Company, makers 
of Woodbury’s Facial Soap and oth
er products; Lambert Pharmacia!
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Company, manufacturers of the anti
septic listerine ; and the J. B. W ill
iams Company, makers of the Will
iams toilet articles, recognize the sta
bilizing quality of advertising in the 
demand for their products. "\\ e be
lieve strongly that advertising is an 
influence in stabilizing a business. 
We believe it stabilizes investment in 
the business," writes C. C. Parlin. of 
the Curtis Publishing Company. 
“For example, we believe that adver
tising has done much to stabilize the 
value of the orange groves in Cali
fornia and in the stock of many in
dustrial companies. W e also believe 
that it stabilizes markets making 
them less subject to fluctuation and 
putting them more on a year round 
proposition."

IX SEASONAL LINES

Advertising does sometimes over
come the fluctuations due to seasonal 
goods, but not always. The J. Wal
ter Thompson Company has a client 
manufacturing a.food product w hich 
for vears was looked upon as an art
icle to be sold only in the winter, 
and in fact, was generally consumed 
only in the winter. For many years 
the advertising only appeared five 
months of the year. By extending 
the advertising to a twelve-months 
schedule it was found that the art
icle could be sold in the summer 
months to a considerable extent; and 
the gap between winter and summer 
sales has now been materially short
ened. On the other hand, this com
pany has dealt with certain toilet art-

Did He Really Want Them?

EVERY once in a while a manufacturer de
cides not to send letters to the retail trade 

in the Indianapolis Radius after he learns that the 
cost of producing the letters and the postage 
will have to be paid by him. This policy is de
termined upon by The News as a protection to 
both the retailer and to itself. Does a manufac
turer really want letters to the trade if they are 
not worth 3 or 4 cents apiece to him?

THE INDIANAPOLIS NEWS
New York Office

DAN A. CARROLL 
Tribune Building 

FRANK T. CARROLL
Advertising Manager

VER TISING ON A THREE - Y E AR BASIS

icles whose sales depends to a con
siderable extent upon the weather. 
One such article is in greatest de
mand when the weather is hottest. 
A cool summer will affect the sales 
in spite of advertising. In an effort 
to overcome this, the company is now 
launching a campaign to try to give 
the public an idea about the article 
that will lessen the influence of 
weather upon the sales. To what 
extent it can be done remains to be 
seen. Another of the clients of the 
I. W alter Thompson Company whose 
business is affected by seasonal de
mand is a manufacturer of women's 
shoes. Such a manufacturer is more 
or less at the mercy of the customs 
established in the entire trade in 
which he deals. He can only fill in 
the valleys of his production line by 
bringing out new products or by 
changing in the buying custom 
throughout the whole trade. There 
is a general effort being made 
throughout all such trades to bring 
about these changes.

When the product has a seasonal 
tendency, it has been the experience 
of the Fuller & Smith Company, of 
Cleveland, that advertising may be 
made an important instrument to
wards effecting a more even distri
bution of the sales throughout the 
vear or what is termed a "flatten
ing of the curve.” In occasional in
div ¡dual instances this effect has been 
quite spectacular. Street & Finney, 
X. W. Aver & Sons, and the Will
iam H. Rankin Company believe that 
in some cases advertising has stabil-

Chicago Office
J. E. LUTZ

First National Bank Building 

i ed the demand for products by ex
tending the season in which the goods 
are sold.

two "winter foods" now selling 
IN SUMMER

Advertising has apparently result
ed in an all-year-round demand for 
(.'ampbell's soups. For a time it was 
felt that soups were possibly not as 
much used in the summer as in the 
cooler weather, but this condition no 
longer exists. Aunt Jemima Pan
cake Flour now is a year-round 
seller because advertising was used 
as a means of educating the consum
ers to extended use of pancakes. 
Dromedary dates now are used 
throughout the year, although at one 
time they were consumed only in 
certain seasons. The season for the 
sale of various types of Toledo 
Scales are fairly well-defined; yet 
there is a demand for all types in all 
seasons. Any advertising which is 
done to stimulate demand in an off
season stimulates it proportionately 
in the more favorable season. A 
circular sent out now may not have 
any apparent results until six months 
from now when the prospect’s sea
son opens up.

Art Metal (tffice Furniture is not 
a seasonal product, but it is frequent- 
Iv sold in large contracts. By adver
tising the number of orders is in
creased, although the size of each or
der decreases The demand for 
Palmolive Soap and Woodbury’s Fa
cial Soap is practically the same the 
vear round. In the case of the lat
ter. December is possibly the lightest 
month in shipping soap caused by 
the fact that dealers only buy suf
ficient amounts to carry them over 
the holidays because of the lack of 
space for the sale of holiday mer
chandise. There is no particular sea
son for the sale of "Listerine.” On
ly to a limited extent has advertising 
extended the season in which the U. 
S. Rubber goods are sold. Aladdin- 
Readi-cut Houses are seasonal -be
cause building construction is a sea
sonable business.

The whole tendency in advertising 
is to level the peaks and valleys of 
sales seasons. This tendency was 
not a conscious one in the early days 
of advertising, but the companies 
who have consistently advertised for 
a number of years find their record
ers coming in between seasons, and 
their seasons lengthen. There are 
some freak illustrations, as in the 
case of the B.V.D. people and the 
Chalmers Underwear people. Both 
of these concerns advertise summer 
undergarments the year round. Curi- 
ouslv enough, a large part of the peo
ple have responsed to wearing light 
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weight undergarments the year 
round. This may be an unusual case, 
but nevertheless it illustrates the 
point. When a company depends 
upon salesmanship only, the orders 
are apt to follow the salesman on his 
trips through the territory. Re
orders and fill-ins are apt to be held 
until the salesman's next trip. With 
a standardized advertised article, the 
dealer gets into the habit of ordering 
at regular intervals and a salesman’s 
call is not such an event as in the 
case of articles that are not stand
ardized and for which a steady call 
is not experienced.

EXTENDING THE USES OF A PRODUCT

N. W. Ayer & Son, the William 
H. Rankin Company, Street & Fin
ney Company, Inc., and Fuller & 
Smith recognize that advertising has 
extended the use of products. The 
growth of the Joseph Campbell Com
pany indicates that advertising has 
extended the use for Campbell’s 
soups. Of course soups were origin
ally used as soups only, but today 
Campbell’s soups are used in the 
making of sauces and in connection 
with the preparation of other dishes. 
Advertising has won great respect 
for Styleplus Clothes and has discov
ered two new classes of users. By 
leading people who usually pay less 
tc pay a little more so as to get the 
Styleplus quality, and by influencing 
people who are in the habit of paying 
more to economize on a Styleplus 
suit to see whether or not it gives sat
isfaction, new types of users have 
been found. Xot only has advertis
ing extended the use of the Kohler 
enameled plumbing ware, but it has 
educated the public to the desirabil
ity of better sanitation. Whenever 
the Toledo Scales Company hears of 
a new use for a Toledo Scale it goes 
after that new field. Consequently 
the advertising of Toledo Scale has 
led to the discovery of new types of 
users, but at the same time new types 
of users here and there have led to 
the company's advertising in their 
field Advertising directs attention 
to Listerine of those who have never 
used it and often suggests new uses 
for it to those who are using it for 
some particular purpose or purposes.

The Wahl Company, makers of 
Eversharp products; Aunt Jemima 
Mills Company, makers of Aunt 
Jemima Pancake Flour; the Palm
olive Company, makers of Palmolive 
products ; Andrew Jergens Company, 
makers of Woodbury's Facial Soap; 
Valentine & Co., makers of Valspar; 
the IT. S Rubber Company, makers 
of rubber products; Twinplex Sales 
Company, makers of Twinplex Ra
zor Blade Strappers; the Mint 

Products Company, makers of Life
savers, the candy mints; and J. B. 
Williams Company, makers of Will
iams toilet products, appreciate the 
fact that advertising of their prod
ucts has extended the uses and dis
covered new types of users.

The main appeal of the Robert H. 
Ingersoll & Bro., during the past 
years has been in finding new types 
of users for Ingersoll watches. For 
instance, the company believes that 
most people should have an extra 
watch, one that they can use out of 
doors. Wrist-watches of special 
types for men and an ivory-like case 
which makes the watches serve as a 
desk or dresser clock are now be

The Inevitable Result—SALES
Successful merchandising means reaching and 
IMPRESSING the average person, with above the 
average advertising.

Poster Advertising combines opportunity:
ist—to place your sales message at strategic 

points.

2nd—to reach all of the reading public.

3rd—to IMPRESS through size and color.

Nordhem Service brings to you every phase of 
adequate Poster Advertising service.

IVAN’B-NORDHEM COMPANY 
‘OxterAdvertising. Onnted o’ Electrical ‘Displays 

im. the Zlnited States & Sanada.

9

ing advertised by the company. In 
the case of Shur-on Optical Goods 
it is quite difficult to give advertising 
anv credit for finding new users. But 
advertising has educated every exist
ing class of citizen to a greater ap
preciation of eyesight from an ef
ficiency standpoint as well as from 
the standpoint of health.

ADVERTISING SECURES WIDER DIS
TRIBUTION

Where an advertiser has a national 
or an international outlet for his 
product, he becomes independent to 
a large extent of local conditions or 
local disturbances. In fact, the whole 
basic conception of national adver
tising is a general pressure exerted 
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against a national or international 
market, usually supplemented bv in
tensive local work where conditions 
are sub-normal. Advertising un
questionably secures wider distribu
tion for products. This is not uni
versally so, because products of some 
types cannot be pushed in territories 
for which they are not adapted, but 
it resistance to buying is mental 
rather than physical, continued ad
vertising will break this resistance 
and make a market eventually for 
goods in territories that have not pre
viously been natural consumers.

■Eversharp products have secured 
wider distribution, even a world-wide 
distribution through advertising. 
Slight fluctuations in demand for 
Aunt Jemima Pancake Flour have 
been overcome by advertising and 
wider distribution secured. Sec
tional variations in business condi
tions have no effect upon the produc
tion plans of the Joseph Campbell 
Company because of its widespread 
distribution over the country. The 
¡Mint Products Company, Lambert 
Pharmacal Company, J. B. Williams 
Company, Valentine & Co., Art Me
tal Company, and Palmolive Com
pany, feel that there is no doubt that 
advertising has secured wider dis
tribution for their products. Inger
soll watches are now sold in practi
cally every city, town and village, 
and even the cross-road stores in the 
country. Business conditions scarce
ly effect the sales of Ingersoll watch
es. Wider distribution than ever be
fore is waiting for Westclox as soon 
as the company is in a position to 
supply the demand. It is safe to as
sume that advertising of Westclox 
has played an important part in cre
ating this demand. Advertising has 
not, according to R. S. Butler, se
cured wider distribution so as to 
overcome fluctuation in demand due 
to sectional variations in business 
conditions in the U. S. Rubber goods.

ADVERTISING SECURES PERMANENT 
CLASS OF BUYERS

If advertising had not secured a 
more permanent class of buyers, 
every advertiser who spent a consid
erable amount of money over a series 
of years would have made a most 
unprofitable investment. Advertis
ing cannot possible pay for itself on 
a single sale or what is known as a 
one-time order. It must create per
manent buyers in order to be profit
able. There have been failures in 
advertising, many' of them, but so 
have there been in manufacturing 
and in merchandising.

Advertising has secured a more 
permanent class of buyers for the U. 
S Rubber Goods. This is partic
ularly true in tire advertising. Cer

tainly the advertising of the U. S. 
Rubber Company has resulted in ob
taining a relatively stable market for 
these goods. The Wahl Company, 
Joseph Campbell Company, Palm
olive Company, Henry Sonneborn & 
Sons, Kohler Company, Art Metal 
Company, Andrew Jergens Com
pany, the Mints Products Company, 
and the J. B. Williams Company 
have received more permanent buy
ers of their products through adver
tising. Advertising has given the 
Valentine Company a permanent 
class of buyers who in a large major
ity of cases use large quantities of 
\ alspar each year. Through adver
tising Westclox has secured better 
recognition with the dealers. By 
creating prestige for Aunt Jemima 
Pancake Flour which influences the 
retailer in constantly carrying it in 
stock, advertising has secured per
manent buyers for this product. 
"The best advertisement for Lis- 
terine is Listerme" and Listerine 
makes its own market when oppor
tunity is once afforded.

Roughly speaking there are 500,
000 counter scales prospects in the 
United States today, and at least 
150,000 heavy capacity scale pro
spects. The counter scales pro
spects duplicate themselves every ten 
years. This information is not avail
able for the heavy capacity scales. 
The advertising of the Toledo Scales 
Company has undoubtedly done its 
part in securing repeat orders, but so 

.lias the merits of the product itself.
It would be difficult to prove that 

the Toledo Scales Company has a 
permanent class of buyers, let along 
state that advertising has secured a 
more permanent class of buyers. 
This product is not like underwear, 
hosiery, food products, and such im
mediately consumable products for 
which there must be repeating de
mand.

Advertising does stabilize the de
mand for products. Often it stabil
izes the demand for products by ex
tending the season during which the 
goods are sold. Many manufactur
ers as well as advertising agencies 
recognize this effect of advertising. 
Because advertising has secured new 
types of users, extended the uses of 
products, obtained wider distribu
tion, and secured a permanent class 
of buyers, for goods that have 
been nationally advertised, the de
mand has been much greater. An 
increased demand resulting from 
wider use of the product tends to 
stabilize the business. Thus, adver
tising does stabilize demand for 
products by extending the season 
over which they are sold, by discov
ering new uses for the products and 

new types of users, by securing 
wider distribution, and by obtaining 
a more permanent class of buyers 
for the products.

Building for Perfection in 224 Lines
Under the title, “224 Lines," the Qual

ity Group of magazines has just brought 
out for distribution among advertisers a 
service booklet of fabricated advertise
ments designed to show the artistic and 
commercial potentialities of the standard 
size pages used by the periodicals in this 
group. Under ihe direction of Louis C. 
Pedlar, a long list of visualizers, art 
directors and layout experts, whose co
operation is acknowledged in ihe pre
face, have made sixty-two essays in black 
and white at the perfection which the 
publishers declare is attainable in the 
5%" wide by 8" deep size.

The book is intended to show in con
crete form the possibilities of fully utiliz
ing the advertising pages of the Quality 
Group by composing the advertisement to 
get the maximum advantage out of the 
particular shape and dimensions offered 
The 62 specimen advertisements of ficti
ons products of classes commonly adver
tised in these magazines art all built on 
the one idea: “To make a definite thing 
for a definite purpose and to dissipate a 
theory which prevails that any advertise
ment can be adapted to any space or ant' 
medium.”

“It is not possible,” the preface tells 
us, “to get the best results from a lay- 
cut that has been reduced or expanded to 
fit a space for which it was not origin
ally intended. The proportions are dif
ferent ; new values and techniques are 
called for. What, in a larger page, looks 
virile and strong loses astonishingly in 
reduction. A smaller advertisement 
‘thrown up’ is either disproportionately 
strong or is lacking in a wanted delicacy, 
these magazines.

“No engineer would think of placing a 
Ford motor on a Rolls-Royce chassis and 
expect a finished, salable product. Or 
vice versa...........”

By inference, the advertisement intend
ed for Atlantic Monthly. Century, Har
per’s Magazine, Review of Reviews, 
Scribner's or World’s Work, should be 
built for the standard-size page used in

The 62 examples of advertisements so 
built are more persuasive than the state
ment of principle in the preface. Not 
only are full-page examples given but the 
page is split up to show what can be done 
in the half-page, quarter-page and smaller 
sizes. Throughout, the note of composi
tion to the space is struck impressively, 
and specialists in illustration, typography, 
decoration and lay-out have cooperated 
to show how effectively, in this space, in 
this type of magazine, the advertisement 
can be made to express the commodity it 
it is is presenting to the public. Con
versely, they have suggested with aston- 
idiing success that a 224-line page is an 
ideal vehicle for an ideal arrangement of 
the elements of expression and appeal 
at their command.

Among those who have suggested or 
executed the compositions of type, or type 
and illustration, of type and decoration or 
of all three of the elements of the black 
and white advertisement in this little 
volume, designed as the text book of 224- 
line page, are Ben Nash. Gordon Grant. 
F. Vaux Wilson, Benjamin Sherbow, 
Richard WaLh. Everett Currier, A. B. 
Sullivan, Walter Whitehead, A. C. M. 
Azov. Jr., a^d George Woltz.
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An American’s View of the Commercial 
Value of the Dutch East Indies

An Editorial From the Java “Motoi- 
Age” Commenting on the Viewpoint of 
a Writer in “Advertising & Selling”

IN an article titled, “A Ripe For
eign Field for American Adver

tising,” which appeared in a recent 
issue of Advertising & Selling, 
Mr. J. W. Evans gives an interest
ing criticism over trade conditions in 
the Dutch East Indies. Beginning 
with a very lucid statement about 
these regions, Mr. Evans says: One 
of the most attractive and promis
ing fields in the world for the Amer
ican manufacturer and for the ad
vertiser with a sales message is the 
Dutch East Indies.

The Dutch East Indies like and want 
American goods. They have a popula
tion of 50,000,000 people to consume 
them. They have 750,000 square miles 
of territory to put them into. They 
are signalling to us from across the 
Pacific to come into their market place 
and stay there, now that the world war 
has made us trade with them direct in
stead of by way of Europe. And since 
the path is open they want it made as 
broad and straight as possible.

Their total export and import trade 
in 1917 was dl. 520,000,000. It is still 
growing.

In 1918 we sent them dl. 20,000,000 
worth of manufactured goods, and they 
sent us dl. 80,000,000 worth of their 
products—products we have to have, 
such as tea, coffee, quinine, coprah, rub
ber, and the like. That dl. 20,000,000 is 
eight times the figures of 1915. The dl. 
80,000,000 is sixteen times the figure of 
1913

So far, Mr. Evans.
True, as the Dutch East Indies is 

not a producing country at all, we 
must import all manufactured goods 
from abroad.

Before the outbreak of the war 
90 per cent of the imports were Ger
man, America did very little with 
us; all that we knew of America was 
American boots and California can
ned fruits.

During the war naturally nothing 
could be imported from Europe, not 
to mention Germany. We were, lit
erally speaking, forced to look for 
other sources of supply, and natur
ally again we knocked at the nearest 
door, in this case Japan, which soon 
proved a failure, in so far that the 
stuff they sent us was usually in
ferior to the sample, so that we soon 
lost faith, and looked out for another 
purveyor.

America being the next door, we 
tried her, and this time with luckier 
results. America has supplied us the 
last four years with all our wants; 

you cannot walk inside a shop now 
and ask for a certain article, without 
being sure to see the familiar “Made 
in U. S. A.” on it. As a proof that 
Uncle Sam’s products have made 
good in the Dutch East Indies note 
the fact that unscrupulous firms have 
articles made in Japan, that sell here 
as of American origin: “imitation is 
the sincerest form of flattery,” we 
would say. We recently walked in
to a shop to buy a certain article, we 
were shown it and were nearly con
vinced that it was “Made in Amer
ica,” but when we took another sam
ple out of the original case it was 
packed in, the wrapping betrayed its 
origin; it was wrapped in Japanese 
newspaper.

Now, America has a strong hold 
on the Dutch East Indian market, 
but she has to take some lessons if 
she is intent on keeping it.

Firstly, we want to mention her 
export packing, which, as a rule, is 
very poor. We know of many cases 
where shipments arrived in such a 
desolate condition that nothing could 
be done with them. This was over
looked in wartime when curtailed 
losses could easily be made good on 
another shipment. But will this be 
the case in normal times? When 
competition grows and every loss 
counts? We should think not.

Another question which American 
exporters must not overlook, is the 
mode of transportation. We know 
of many shipments which arrived 
here seemingly in good condition, 
but after opening of the case, the 
contents proved to have been stolen; 
several cases we know of, were 
shipped on American merchant ves
sels. Now what could be done to 
stop this matter, seemingly small, 
but of great importance to consignees 
and which must affect the exporters 
and shippers? It is true insurance 
covers the losses, but the loss of one 
shipment means a lot to the con
signee out here who has waited six 
months for the stuff he is badly in 
need of, and what will be the result 
if this ill is not treated in time? Well 
the result will be that the exporters 
will be instructed not to ship by 
American vessels, which means 
losses to the American merchant 
fleet. One good way would be to 

have lectures held to the crew show
ing them the unpatriotic action of 
having the good name of the Amer
ican merchant fleet stained in foreign 
countries; this will certainly urge the 
men to handle the goods entrusted 
to their care, with more considera
tion. During the war the Americans 
have proved their willingness to help 
win the war. Will they not be will
ing to help win the world trade ? We 
are sure they will.

CHANCE TO GET AHEAD OF THE CROWD

Any .Xmerican exporter, any 
American salesman, any American 
capitalist (says Mr. Evans further), 
who thinks he can afford to let such 
facts as that go without at least a 
vigorous and thoroughgoing investi
gation simply misses his guess. For, 
granting that he has something 
which the Dutch East wants, he 
passes up a unique chance to estab
lish himself now before the crowd 
arrives.

One reason the opportunity is 
unique is the welcome we are already 
receiving in that region. There is 
no sign there of the unfriendliness 
and distrust which is so evident 
when we try to do business in South 
America. They don’t steal our trade 
marks. They don’t take it for grant
ed that we want to gobble them up. 
The field is in contrast, too, to a 
country like China because condi
tions there are settled and stable and 
the man who goes there, either with 
goods or with capital takes no 
chances. And this, in a new com
mercial field is a very rare condition, 
indeed.

The Dutch East Indies is a market 
for practically every main necessity 
we manufacture. A look at the con
sular reports of the United States 
Department of Commerce shows 
how their demands run all the way 
from the most ordinary utensils of 
daily life to enormous machines for 
oil and sugar mills, mines and rail
ways.

One of the most surprising things 
about this market has been the de
velopment in the last few years of 
a demand for machine tools—and 
yet if you ask a machine tool man 
if he has thought of the Dutch East 
he will probably tell you positively 
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that they use no machine tools be
cause they are an agricultural peo
ple who import all their machinery. 
The truth is that when, during the 
war, they couldn’t get or have made 
new parts for the immense number 
of German-made machines used in 
the Dutch East, they had to import 
machine tools and make those parts 
themselves. And that gave them a 
start; so that now they are finding 
it good business to make lots of 
small machine parts instead of im
porting them.

About 30 per cent of our exports 
to the Dutch East are steel and iron 
goods. And the growth of sugar 
mills and oil mills, the opening of 
mines, the development of water 
power, the steady extension of rail
roads, the putting in of water sys
tems, are causing the demands to 
grow apace. Also the general stand
ard of living among the natives is 
rising at a rate so perceptible that 
nobody with articles to sell there can 
afford to be blind to it. Fifty mil
lion—that’s half the population of 
the United States; and 35,000,000 of 
them are concentrated right in Java 
—an area one-third as great as Cali
fornia. .And outside of Java lies the 
vast stretches of the whole archipel
ago, 3,000 miles long afield for 
growth and development indeed.

A PECULIAR SALES PROBLEM

The sales problem in the Dutch 
East is peculiar. The tremendous 
distances to be covered in a chain of 
Glands as great as the journey from 
San Francisco to Xew York, makes

Recognition
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the traveling salesman a costly lux
ury. The method generally followed 
is the stationing of a representative 
in Java, where the population num
bers 700 to the square mile. Such 
a representative, besides being in 
touch with the banks and the big 
commercial forces of the island, can 
utilize the retail system by which 
Chinese and Arab traders reach out 
to the remotest parts of the archipel
ago.

In pointing out this sales method 
M r. Evans has overlooked one big 
factor, that trade with the Chinese 
and Arabs necessitates the giving of 
credits; as a Chinaman never buys 
cash, a representative representing 
American house in America and hav
ing no stocks, will not be able to sell 
to Chinese or Arabs; to do this he 
must have stock to sell from. It is 
from our point of view, preferable 
to have settled business houses do 
this business for them. As these 
houses who have for years done this 
sort of business know from experi
ence how to distinguish the bad from 
the good elements. If American 
houses persist in doing this business 
themselves, then one good piece of 
advise is: Come over and open your 
own branch here and deliver the 
goods in Java, but on no account sell 
to Chinese or Arabs goods on sam
ple that will have to be delivered 
after months of waiting, because a 
Chinaman changes his mind as often 
as we do our shirts.

The colonial government of the 
Dutch East Indies has recently sent 
to the United States a special trade 

CHICAGO Advertising Manager
Great Britain Frank R. Jennings

Thos. Stephenson 910 So. Michigan Blvd., Chicago
Charlotte St, Edinburgh, Scotland

commissioner to impress on Ameri
can business men and bankers not 
only the inviting nature of the field, 
but also the need for proper credit 
adjustments in our banking system 
to enable merchants in the Dutch 
East to trade with us on a credit 
basis.

They picked their biggest man for 
the job. He is Mr. K. F. van den 
Berg, managing director of the bank 
of Java, and foremost financial au
thority in the Dutch East Indies.

Mr. van den Berg’s message has 
already been delivered in the right 
quarter. There is every reason to 
think that the adjustments he sought 
will be accomplished, and that the 
way for a continuation of this great 
trade which the war brought to us, 
will be made clear.

This, then is the time for indivi
dual business men to act—not merely 
with reference to the export trade, 
but with reference also to the field 
in the Dutch East for the safe and 
profitable investment of capital.

Industrial Films at the Rialto
A brand new idea in the exhibition of 

high class industrial motion-pictures has 
been evolved by Camilla Donworth, 
President of “Films-of-Business,” who 
has entered into an arrangement with 
the Rialto Theatre by which that place 
of amusement will be turned into a 
temple of industry on Tuesday and 
Thursday mornings from io to 12. On 
these days, the theatre will be devoted 
to special programs of films dealing 
with Americanization, vocatiofcl work, 
science, industry, sales, ship, psychology, 
merchandising, made by several com
panies.

Admission to these entertainments is 
free. tickets for the show being 
distributed by the merchants and man
ufacturers whose films are to be shown, 
or they may be had at the door on ap
plication. High class music and well 
known singers will add variety to the 
entertainment between the films.

The first showing of this new ven
ture, which promises to revolutionize 
the distribution of industrial pictures, 
was on Thursday, July 1st.

The first program showed “The Mak
ing of Spaghetti, One of the 57 Vari
eties" shown by H. J. Heinz. “The 
Manufacture of Ink, Carbon Paper, 
Typewriter Ribbons and Paste” dis
played by the Stafford Ink Company. 
“The Electric Heart,” a graphic display 
of a new power issued by the Prest-O- 
Lite Company; “A Mouthful of Wis
dom," a striking lesson in dentology; 
“Clothes and the Girl,” a film especially 
designed to appeal to the feminine mind. 
“Three Types of Men,” a study in 
physiology’ and a series of modern man
ufacturing films shown under the aus
pices of the Y. M. C. A.

Several of these films have been made 
by a wonderful new color process.

New Advertising Club in Missouri
An Advertising Club has been formed 

in Mount Vernon, Mo., under the name 
of the Mount Vernon Advertising Club. 
C. O. Cance is president, and H. E. 
Reitz, secretary and treasurer.
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Fred A. Dennison, of “Butterick 
Quarterlies,” Dies

Fred A. Dennison, known to the ad
vertising fraternity as ‘‘Denny’ because 
of his unfailing enthusiasm, died in the 
Lake View Hospital, Chicago, on June 
12, after an operation—the necessity for 
which he did not even suspect twenty- 
four hours before.

Mr. Dennison was born May 22, 1870, 
ar Bellville, Ontario, and began his com
mercial life with the First National Bank 
of Mason City, Iowa, and was afterwards 
connected with the sales departments of 
such well known firms as Remington 
Tvpewriter Company, Smith Premier 
Typewriter Company, National Cash 
Register Company, and the Lovell Manu
facturing Company, where he made en
viable sales records.

In the advertising field he represented 
Farm and Fireside, Associate Farm Pa
pers, the Butterick Trio, and at the time 
of his death was in charge of the adver
tising of the Butterick Quarterlies for 
\\ ;stern territory. Few men had a wider 
personal acquaintance among advertisers 
and advertising men. both East and 
West, and none enjoyed a better reputa
tion for clean work, sound methods and 
high principles.

Mr. Dennison is survived by his wife, 
Gertrude Walker Dennison, and one 
daughter, Helen. He was buried June 
16. at Erie, Pa., Mrs. Dennison's former 
home.

J. K. Ohl, “Telegram” Editor, Dies
Josiah Kingsley Ohl, editor of the 

Evening Telegram and formerly editor 
of the New York Herald, died Sunday 
morning at his home in New York, of 
heart disease. He was 57 years old.

Mr. Ohl, was born in Brownsville, Pa. 
in 1887 after graduation from Kenyon 
College he became a reporter on the At
lanta Constitution. When serving as city 
editor in 1897 he went to Washington as 
correspondent for the Constitution and 
the London Daily Telegraph- During 
that time he was also attached to the 
Washington Bureau of the New York 
Herald in which latter capacity he served 
until 1006. In 1907 he was sent to China 
as correspondent for the New York Her
ald and for nearly ten years represented 
that newspaper in the Far East, his work 
taking him from China to Japan, Korea, 
the Philippines and India.

Upon his return to the United States 
Mr. Ohl became identified with the edi
torial department of the Herald and from 
the death of James Gordon Bennett to 
the amalgamation of the Herald with 
the Sun was editorial director of the 
Il raid. Since that time he had been 
chief editorial writer on the Evening 
7 legram.

Mr. Ohl is survived by his wife and a 
married daughter. 

E. H. Morse, Advertising Man, Dead
tdmund H. Morse, erstwhile member 

of the advertising agency of Doremus & 
Morse, and for many years engaged in 
financial advertising, died of tuberculosis 
on Friday of last week in New York 
City. He was about 43 years old. Nearly 
twenty years ago, Mr. Morse was adver
tising manager of the ¡Tall Street .Jour
nal. He left to go with the advertising 
agency of Doremus & Co., and after a 
short time went to join H. \\. Doremus 
in advertising work. Thev formed the 
agency of Doremus & Morse and for

many years ago through monev difficul
ties the partnership was dissolved and 
their business was taken over by Russell 
Law, now of the advertising firm of 
Guenther-Law, Inc. Mr. Morse shortly 
after became associated with the Presto 
Plate Service, a newspaper service, which 
the N. E. A. of Cleveland bought about 
two vears ago.

Mr. Morse after his wife’s death sev
eral years ago married again, but at 
the time of his death was separated from 
his second wife. Funeral services were 
held on Monday at Canandaigua. N A 
where the body was taken for burial.

Strength of Organization
Experience of over forty years 

has developed, executive ability. 
Scientific advancement has brought 
the telephone from a crude experi
ment to one of the most perfected 
of all mechanical devices. Engi
neering has mastered countless 
problems involved in the distribu
tion of service. Construction has 
carried the telephone into the most 
remote corners of the country. 
Operative skill has combined the 
efforts of executives, scientists, en
gineers and commercial manage
ment. These with vision and fore
sight are the powers which unite in 
the accomplishment of the Bell 
Telephone System.

Working in the closest cooperation

American Telephone and Telegraph
And Associated Companies

One Policy One System

Charles H. Dickson Dead
Charles Hugh Dickson, of the adver

tising staff of the New York Journal of 
Commerce, with which he had been con
nected for 41 years, died on Friday of 
last week, in his sixty-fifth year. Heart 
failure was the cause.

Former Editor of "Christian 
Advocate” Dies

The Rev. Dr. George Peck Eckman, 
formerly editor of the Christian Advo
cate. and a prominent figure in Methodist 
Episcopal circles, dropped dead in Scran
ton. Pa., on Monday afternoon.

with its chiefs is the nation-wide 
organization of telephone employees. 
Nothing less than finest loyalty, the 
most untiring devotion, the recog
nition of the great importance of 
their work, coupled with a fixed 
determination to serve faithfully; 
nothing less than this unified strength 
which has been so wonderfully dis
played by the management and em
ployees of the Bell telephone could 
have carried the system through the 
years of strain which began with 
the war and have not passed.

Hardly ever has public service 
required so long and severe a test of 
a business organization. Never has 
an army responded with more hearty 
united and loyal support.

Company

Universal Service
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The New Profession of "Sales Engineering” and 
Its Service for Better Merchandising

How the Winchester Repeating Arms Company Is Making It 
a Vital Component of Its Expanded Post-War Organization

SCIENTIFIC production needs 
two things very fundamentally. 

It needs general plans and general 
schedules for tools, processes, ma
terials, labor, and finances. Those 
things the sales department has some 
measure of effect upon, to say the 
least. There is a peculiar inter-de
pendence of sales and production, 
not always recognized but always 
existing. If the business is to pros
per neither can absolutely control or 
dominate its policies over any con
siderable period of time. There is 
necessarily a considerable adjust
ment needed between the manufac
turing facilities and the market de
mands. I think I am safe in stat
ing that sales is the natural point of 
origin of new projects in a business 
because most of the new projects 
come from somewhere out in the 
field.

FLATTENING THE PEAKS

Then, too, there is always a major 
problem of flattening the peaks in 
both production and distribution. 
There is the job of interpreting con
sumer demands to the factory en
gineers. Someone must do that. 
There are certain definite obligations 
upon sales. First, to discover new 
uses and new markets for the prod
uct. Second, and perhaps least ob
served of all, there must be a deter
mined effort to resist pressure of 
any kind that will tend to break down 
massed production.

Third, there is a further obliga
tion upon the sales to expand sea
sonal or territorial limitations. 
There are, however, some obligations 
upon the factory. These are not al
ways observed. One is, to maintain 
delivery schedules—no small task in 
these days of labor or lack of labor 
that most of us are experiencing.

The factory also has the task of 
maintaining or increasing the qual
ity of the product.

Now there is a widespread recog
nition of the function of engineering 
in production. We recognize most 
of us the essential differences be
tween the planning, which is the en- 

*From an address delivered by Mr. Freeland 
on the subject of “The Coordination of Sales 
with Scientific Production" before the Taylor 
Society in New York.

By W. E. FREELAND
Sales Engineer, Winchester Repeating Arms Co. 

gineering, and the production in the 
factory organizations. We recog
nize that there are required special 
psychological, temperamental adap
tations on the part of the men who 
are to operate the two sides. It has 
not been so well recognized, however, 
that there is a definite function for 
engineering in sales and I want to 
interject here that when the Win
chester Arms (.'ompany uses the term 
"Sales Engineer” it does not use it in 
the sense so frequently used in the 
technical papers of a salesman who 
goes out to do technical installation 
of a manufactured product or a ma
chine. We use it in a sense parallel 
to that of ‘‘manufacturing engineer."

You will remember that we had a 
huge war plant. We had in our em
ploy perhaps twenty-two thousand 
hands at the time of the armistice. 
We went down to seven thousand in 
a remarkably short period of time 
and resumed piece production with 
considerable speed. But we had a 
plant and plant facilities enlarged 
four times beyond the stage that they 
were in 1914. That niant must be 
filled with new production.

BUILDING SALES THROUGH

EFFICIENCY
We operate on a rather individual 

modification of the Taylor system of 
scientific management, in our plant 
commonly spoken of as the Oder- 
man system of philosophy of man
agement because Mr. Oderman, our 
president, first installed it in some of 
the Navy Yards of this country'. 
When we faced this great task of 
filling up the partially vacant fac
tory' with new production, he imme
diately' instituted an organization 
which we called, “The Sales Engi
neering Department.” His reason 
for that institution was precisely the 
same reason that has brought about 
the distinction between the manufac
turing engineers and the manufac
turing organization. He attempted 
to put men of the certain psychologi
cal makeup into the planning work 
which became the sales engineering 
and the men of the driving, forceful, 
operating type into what we call sales 
production.

I suppose I will be challenged 
somewhat, but I think many will 

honestly agree with me that the com
bination of both the planning and 
production aptitudes and tempera
ments in any one sales manager is 
extremely rare just as it is rare in 
the factory' end. The man is either 
strong in one direction or in the 
other, and if he is to make a success 
must surround himself with men 
who will supplement and fill up the 
deficiencies.

Now sales engineering with us has 
changed its color just a little since 
we first organized it because we have 
become now tilie master planning 
group for the entire organization, 
and that is where we reach our real 
work as coordinators.

Generally speaking, the work of 
the sales engineers is months in ad
vance of that of the operating de
partments. In other words, th 
planning for future projects is the 
work of sales engineering. The 
planning of current projects is the 
work of sales production.

It must not be overlooked, too, 
in our talk about setting up a sales 
engineering department that there is 
a very close and very natural alli
ance between the sales engineers and 
the advertising department, both do
ing a rather peculiar and closely al
lied creative type of work.

MAKING A MASTER PLAN

I have said that we were a mas
ter planning group. What are the 
elements of a master plan that will 
affect and guide a whole organiza
tion? In the first place, the master 
planners must necessarily' have close 
contact with all parts of the organ
ization. They' must have, or must 
create, facilities for study of markets 
and of consumer demands. They 
must make an intensive study of 
economic trends. They must make a 
study of the factory' facilities either 
present or potential.

After these preliminary studies it 
becomes their dutv to select the items 
and lines to be manufactured. Hav
ing done this, it is up to them to 
present this matter in such a way 
that the operating parts of the or
ganization can go to work in some 
coordinated manner. Therefore, the 
sales engineers must determine the
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elements of the problem and their 
proper sequence in the order of 
work. Having done this, they must 
then write a general plan which will 
allocate the work to the various di
visions of the organization and set 
up the bounds so that there will be 
little or no overlapping of effort.

Now, let me come down specific- 
allv to the way in which we touch 
various parts of our organization. 
We have the usual statistical depart
ment with its machines and its train
ed men, and we do not undertake 
to do any of their work for them. 
Hut we do undertake to interpret the 
basic statistics that we have them 
gather for us and turn them into 
workable reports for the benefit of 
the operating sales organization. 
For the benefit of this sales produc
tion staff we make field surveys of 
new production that should be ad
ded to our line. \\ e make field sur
veys to ascertain where new markets 
may exist. We make field surveys, 
too, to determine new uses for our 
old products, and we try to keep an 
car to the ground while we are out 
in the field. We try to do some in
tensive thinking in our offices to
ward accomplishing further refine
ments in our line of production.

FIELD SURVEYS

Then, too, because we have built 
up a staff of research men—and I 
challenge anyone to deny that the 
ax erage salesman is not a research 
man- -we undertake to ascertain for 
the benefit of the entire organization 
the reaction of the dealers and the 
consumers towards our products and 
also our selling methods because 
some of the worst reactions that we 
have discovered are not directed to
wards our products, but are dirette ’ 
toward the method by which we at
tempt to sell them.

When vou go into an extensive 
line of production, as we are going 
in. manufacturing cutlery, fishing 
tackle, flashlights and batteries, too's 
of various kinds, skates, various 
kinds of sporting goods, you cai 
imagine that we run into the prob
lem of seasonal and territorial de
mands. It quite obviously becomes 
a large part of our task clearly tn 
ascertain what are these seasonal 
and territorial limitations.

Then, too, in these days, of pro
test against existing prices, partic
ularly as we are situated in one of 
the branches of industry where 
prices are still climbing, it is quite 
necessary that we know very closely 
about price changes and price trends. 
Also we have to keep an eye on com
petitive activities. We have several 

xery lively and very efficient com
petitors.

Another thing that we have to do, 
and it is no small task, in fact it has 
become one of our great problems, 
is the study of packing and shipping 
methods. Those who have tried to 
get labels, shipping boxes of almost 
any kind, cartons have some realiza
tion of what it means to put three 
01 four thousand new products on 
to the market at the rate of twenty- 
five or thirty or forty a xveek and 
attempt to get packing material and 
get it right for all these various 
products, particularly xvhen you are 
trving to put them out as a family 
of products and carry through the 
entire packing certain attractive 
merchandising ideas.

FOR DEALERS- SERVICE

Now, for this sales production 
crew, we do another thing, an es
sential thing. We try to give them 
advance reports on new products 
anil changes in old products that 
that will affect sales efforts, try to 
give them this so far in advance 
that they can do some intelligent 
sales planning. We carry on in the 
Winchester organization a xery ex
tensive dealer service, and we un
dertake to do for the sales produc
tion such engineering work or give 
them such assistance in the engineer
ing phases of the work as is pos
sible. This applies to getting up ex
hibits, and the preparation of sales
men's equipment; all these things 
which the technician must have a 
hand in and, in our case, they dele
gate those over to the sales engineer
ing staff.

We render such assistance as we 
can in convention and club work. 
We keep up an adxisory inspection 
of the sales efforts and results. Not 
that we have power to control their 
actions because a functional type of 
business is founded primarily upon 
a theory of cooperation. There is 
very little control in our business of 
one department by another. A man 
must cooperate or drop out. We do 
special research work of all kinds 
for this sales production staff for 
the reason that they have not the 
men nor the training for that type 
of work.

And last of all, xve retain the final 
approx-al on all models of nexx- prod
ucts and on all new packing. After 
the manufacturing engineers in the 
factory have got through with their 
work on samples it must come back 
to the sales end for its final approxal 
and that final approval rests xvith us. 
But that is a matter of organization 
liecause it happens only rarely that 

we pass final inspection or final ap
proxal upon a new product until we 
have caned into conierence the men 
who later will have to sell that prod
uct. In other words, we try at the 
time to sell this new product to them 
because if they do not believe that it 
is correct in design or correct in fin
ish or correct in any part of its 
manufacture, thex- will never put 
themselves in a position to get back 
of it strongly when it comes to the 
distribution. That again, I say, 
must be built upon a spirit of co
operation.

CONTACT WITH ADXERTISING

Sales engineering has some con
tact with adxertising. It consists 
largelx in certain merchandizing 
studies, and by that I mean studies 
of the methods of merchandizing in 
regard to display, even to pricing. 
\\ e have control of the pricing in 
the sales engineering organization. 
I don't know whether that is per
manently so or not, but for the pres
ent we are holding it there. We try 
to furnish the advertising department 
with all immediate technical infor
mation for any kind of publication 
that it may issue. We do for it 
special field or advisory service as 
we do for all other parts of the or
ganization, and we provide ven
specific reports on seasonal and ter
ritorial variations in consumer de
mands. ■ Those who are familiar 
xvitih the money that has been wasted 
in improper adxertising will realize 
just hoxx- essential that is to the ad
xertising men. I do not mean that 
they cannot secure it from other 
sources, but they cannot secure it so 
accurately from other sources as we 
are able to furnish it to them. And 
perhaps that needs a bit of explana
tion.

We are building up a chain of 
hardware stores in this country. In 
fact xve are building up two chains 
oi hardware stores. Combined hard
ware and sporting goods stores, if 
you please. We purpose having one 
agent in every toxvn in the United 
States large enough to support a de
sirable agent. That agent will have 
the exclusix-e sale of all of our net' 
products, but not of our old line of 
guns and ammunition. We purpose 
having eventually in every city of 
50,000 or over stores of our own. 
Some of those stores are now open 
in Nexx' England.

These agents are stockholders in 
our business only in a small xvay, 
but nevertheless it gives them a real 
interest. Having them, we are able 
to go out into any section of the 
countrx’ and get some very specific
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How does a man get into business for himself ?
A MAN may be a first- 

class salesman, and re
main a salesman all his life.

He may be a first-class 
accountant; or engineer; or 
superintendent; or depart
mental head and—in spite of 
all his ability and hard work 
—never rise beyond.

How is it that so few men 
are able to jump over the de
partmental barriers and es
tablish themselves in their 
own business?

The career ot J. H. Hansen, 
President of the J. H. Hansen 
Cadillac Company, of Oma
ha, answers that question.

Front salesman to president

XTHEN I located in Nebraska as a 
’ ’ salesman for the Cadillac automo

bile,” Mr. Hansen wrote recently to the 
Alexander Hamilton Institute, “a rep
resentative of the Institute found me, 
and persuaded me that I might just as 
well try for the big prizes in business 
as for one of the mediocre ones. The 
decision to enrol in the Modern Busi
ness Course and Service was a turning 
point in my life.

“I knew something about selling al
ready. But now I began to see busi
ness as a whole, and the relation of 
each department to it. Advertising and 
costs; accounting and office organiza
tion ; the control of men and corpora
tion finance—all these elements, which 
are necessary if a man is to succeed in 

business for himself, came to me with 
the Institute’s help.

“When the opportunity arrived I was 
ready for it. We organized our com
pany and the first year did more than 
a million-dollar business.

“In my judgment, the reason why so 
many men never get into business for 
themselves or fail after they do get in, 
is because they are not prepared for 
their opportunity when it comes.”

Trained and sure of step
'THE man who masters the prin- 
r ciples and acquaints himself 

with the practices of modern bus
iness acquires the vision and cour
age needed to take the big step— 
vision to see and know opportun
ity when it is presented, and cour
age to decide how to act.

To him the elements of success 
and causes of failure become axi
omatic. He has learned what to 
do, and what to avoid doing.

Ignorance of the fundamentals 
which are the keystone of success
ful business practice is the cause 
of most business failures.

You have asked yourself, “How 
can I get into business for my
self?” Mr. Hansen and thousands 
of others have answered that ques
tion for you. Their records speak, 
with the eloquence of accomp
lished success, this message to 
you:

“Train yourself; learn business 
as a whole rather than the details 
of a single phase of it. Master 
the fundamental principles of all 
business so that you can with con

fidence meet opportunity when it 
comes to you.”

The Alexander Hamilton Insti
tute is engaged in fitting men to 
be ready for their opportunities.

To the man who knows just one 
department, it gives the whole 
background of modern business.

The Advisory Council
E'DUCATIONAL and business 

authority of the highest type 
are represented on the Institute’s 
Advisory Council, which consists 
of:

Frank A. Vanderlip, the financier; 
General Coleman duPont, the well- 
known business executive; John Hays 
Hammond, the eminent engineer; 
Jeremiah W. Jenks, the statistician 
and economist; and Joseph French 
Johnson, Dean of the New York 
University School of Commerce.
“ Forging Ahead in Business ”

TPO SAVE ypur time the Institute has an
swered every question that is likely to oc

cur to you about the Modern Business Course 
and Service in a 116-page book, entitled 
“ Forging Ahead in Business.” It is a book 
that should be in every ambitious man’s library 
;— a veritable guide to business progress. And 
it is offered entirely without obligation; send 
for your copy today.

Alexander Hamilton Institute
503 Astor Place New York

Send me “Forging Ahead in 
Business" without obligation.
Name ..........................................................

Print here
Business
Address .....................................................

Business ................... .. ...............................

Position ....................................................  
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reports given to us by men who are 
friends and have a selfish interest in 
our welfare. There are few sales 
organizations thus happily placed.

WAREHOUSE RELATIONS

Now, sales engineering has a lit
tle to do with the warehouse depart
ment in our organization. The ware
house department is an entirely sep
arate thing reporting directly to the 
general manager, and having some 
control over what the warehouse 
men also term "merchandizing," 
which is the distribution problem 
and the maintenance of stocks and 
the placing of orders on the factory. 
In other words, they become also a 
buffer between the factory and the 
sales organization. We furnish 
them with the initial sales require
ments on all new products. We give 
them early information of unusual 
demands or unusual trends. We 
give them the same interpretation of 
basic statistics that we furnish to 
sales production, and we do for them 
occasionally some field service.

One of our closest tie-ins verv 
naturally is with the manufacturing 
engineers because our work is to se
lect the line and their work is tn 
develop. We give them specifica
tions of our new products. These 
specifications are fairly minute. We 
have the responsibility for the stand
ardization of lines. I do not know 
whether you appreciate just what 
that means unless vou have been in 
a business similar to some of the 
new ones that we are engaging in.

Prior to the war one bf the largest 
pocket knife manufacturers in this 
country made over six thousand dif
ferent patterns of knives. We think 
—we haven't tested it out thor
oughly vet. but we have somewhat 
—we think that we are covering 
every need of this country with a 
sufficiently diverse line of pocket 
knives with one hundred and twentv- 
nine patterns and the best evidence 
that we are on the right path is 
that the largest hardware jobber in 
this country controls a pocket knife 
factor}' and he has followed our lead 
and gone us one better by goiiw 
down to one hundred and sixteen 
patterns.

STANDARDIZING LINES

Another evidence of wlhat stand
ardization means in our adventure 
in the manufacture of flashlights. 
We carried standardization there to 
what every one thought was beyond 
reason. «About a month ago our 
largest competitors, the men who 
have practically dominated the flash
light field, reduced their line from 
seventy-seven patterns to thirty- 

three. In other lines we have like
wise been followed by competitive 
manufacturers wlho have welcomed 
our lead in this great problem of 
standardization, because standard
ization means two things: It means 
an increase in the size of the orders 
that you can place on the factory 
in one lot, and it means a smaller 
investment and a more frequent 
turnover for the dealer who has t<> 
carry those goods. Both consider
ations mount into large sunt of 
money.

We furnish to the manufacturing 
engineers the specifications for pack
ing methods. We procure for them 
competitors’ products as samples, 
not always the easiest task although 
it sounds very easy. We give them 
the specifications for marketing the 
product, always a point of conten
tion and something in which the 
merchandizing element is the su
preme element and not the factory 
considerations.

To give you an illustration of that, 
we are undertaking to put upon all 
of our products the symbol number 
by which we mark them on our fac
tory orders, which is controlled bv 
our accounting, and already, in the 
short space of time we have been 
busy at this, we have four articles 
in the trade press of the countrv 
commenting upon our stand in this 
regard and calling upon other manu
facturers of hardware to follow in 
our steps.

STRAIGHTENING OUT SCHEDULES

When projects conflict as thev 
sometimes do due to the failure of 
schedule, we then advise the manu
facturing engineers as to the prior
ity of the various projects concerned. 
We give them, naturally, certain ad
vice or service in the development of 
new products because the men work
ing with us have had very fine sales 
experience and really know quite 
well the consumer demand that ex
ists, and they also know because they 
have been making a study of all the 
points of merit in competitive lines. 
Starting out as we are. new. without 
any traditions or any precedence, we 
are able to combine those points of 
merit into a single industry in a wav 
what few other manufacturers have 
been privileged to do.

We have occasion very frequently 
to secure field tests of new products 
for the manufacturing engineers, 
find out if their work is accurate or 
if certain new ideas are worth while. 
We give them specific reports on 
initial quantities because initial 
quantities mean allocation of floor 
space, purchase of equipment and 
the making of the master plans for 

the products. We give them infor
mation of the peak load periods be
cause we inay not have to tune up 
to meet the peak load if it can be 
foreseen and properly planned. For 
instance, the manufacture of flash
light batteries. A battery itself is 
of comparatively short life after it is 
assembled. But you can make com
ponents the year round and store 
them and then it becomes a question 
of balancing the investment in ma
chinery against the investment in in
ventory to find out how far you need 
to equip.

\\ e notify the manufacturing en
gineers of probable expansion of 
demand because on their shoulders 
rests the expansion of any of the 
shops. We notify them, of course, 
of the market reaction toward the 
product. In other words, we play 
very close with them. We try to be 
eyes and ears and legs for them be
cause we get out in contact with 
the public and with the dealers and 
they rarely do. We can perform for 
them a very important service.

THE COORDINATING JOB

We have had a great deal of ad
vertising. The result of that is we 
are flooded with suggestions of prod
ucts that we ought to make, coming 
from other concerns and a host of 
inventors and the sales engineers— 
I would almost like to say unfor
tunately—digest that material and 
pass upon it and usually reject it.

The sales engineers and the manu
facturing organization do not come 
quite so closely in contact because 
the manufacturing engineers reallv 
do all the preparation work and all 
the planning and any changes that 
may come about will usually come 
about through the manufacturing en
gineers and not through the manu
facturing organization. But we do 
give to the manufacturing organiza
tion copies of all of our reports that 
can be of interest or instruction to 
them. We search sometimes for out
side sources of manufacturing in
formation, and we are particularly 
lenient in making approval of 
changes in designs or processes 
which will help to overcome manu
facturing difficulties. And that is 
where we meet one of the prettiest 
jobs of coordination that we have, 
because the sales production crew 
says, “The thing must absolutely be 
thus and so.” The manufacturing 
engineers think sometimes that they 
can make it “thus and so.” But when 
it comes down to a matter of taking 
it out of the laboratory and putting 
it into the shops something comes 
up which prevents its being made 
precisely as was planned.
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We frequently have to hold a joint 
conference with the manufacturing 
executives and the sales executives 
and conduct a sort of a League of 
Nations affair while we try to mod
ify the opinions of both until we 
have arrived at a working prog
ramme. In the process of time this 
is becoming a very easy thing to do 
and now both organization» are com
ing to leave the adjustment to our 
discretion. We have the final ap
proval, anyway, but we try to carry 
through that same spirit of coopera
tion.

HELPING THE PURCHASER

We have a very little contact with 
purchasing. We occasionally do 
some field work for that department 
to find out where certain venders of 
pure components can be found. 
We occasionally try to find out 
when and where the competitor is 
getting certain raw materials. That 
is only because a flexible field 
staff has not been established, and 
most of these organizations do not 
have one.

In closing, I want to point out 
that there is an essential difference 
between sales planning from the 
viewpoint of sales interest and. sales 
training alone, and from the view
point of training and interest in 
sales production and finance. Our 
experience has shown us thus: that 
the men who come out from the 
field of straight sales work rarely 
make good sales engineers. Some 
of the men who have developed 
best as sales engineers have come 
straight out from our factory work 
and are men who have been de
sirous of getting over into sales 
work and have been doing some 
studying and some reading—in 
other words, have trained them
selves somewhat, but have not had 
the experience. We find that the 
knowledge and the contact with the 
factory is peculiarly vital and that 
the salesman is very, very slow in 
accumulating any experience that 
helps him to establish those con
tacts. •

SOME OF THE RESULTS

The results of our setting up a 
sales engineering organization are 
briefly these: that we have, as I 
say, in a comparatively short space 
of time, introduced several major 
lines of products. We are under
taking to do in three or four years 
what most of our competitors have 
spent anywhere from one to three 
or four generations in doing.

We have worked off into the 
problems of standardization as few 
have ever attempted, and the other 

people are following in our foot
steps. We have a good many of 
these lines and products well on 
production now and, with two ex
ceptions, we have not had occasion 
to reject a single one of the things 
determined upon in the beginning— 
showing how thorough was out
work.

We have succeeded in building 
up a bridge between sales and fac
tory in an organization fifty years 
or more old, where the factory was, 
prior to the advent of these new 
products, the dominant power in 
establishing policies, because the 
public was of such a nature and the 
sales end had been so long and 
so thoroughly established that there 
was almost no new sales planning 
necessary.

Therefore, policies came from the 
factory, representing the factory 
thinking. Due to the compara
tively narrow limitations of the 
field and a very remarkable good 
will that had been built up, this 
course was eminently successful. It 
would not apply in any factory 
newly organized, and to all intents 
and purposes, all of our work on 
new products is setting up abso
lutely new factories.

Would Apply Efficiency Methods to 
Salesmanship

A move to supplement “scientific man
agement” with “scientific sales opera
tions" that is' of the first importance to 
American industry was made on Friday, 
June 25, when the Taylor Society, or
ganized in 1911 to promote the science 
of management, called a conference of 
salesmanagers at the Engineering So
cieties Building in New X ork to discuss 
“The Control of Sales Operations by 
Standards Based on Job Analysis.” The 
outcome of this conference, which was 
looked upon as only a preliminary 
meeting to introduce the problem, was 
the appointment, on the motion of E. 
St. Elmo Lewis, vice-president of the 
Campbell-Ewald Co., of four committees 
from among the two hundred sales
managers and production men present 
at the conference to outline a program 
and policy to be presented at a big con
ference to be called some time in 
October.

During the morning session at the 
Engineering Societies Building the con
ference was addressed by Henry S. 
Dennison, president of the Dennison 
Manufacturing Co. and president of the 
Taylor Society, who talked on the 
problem of applying efficiency methods 
to salesmanship. W. E. Freeland, sales 
engineer of the Winchester Repeating 
Arms Co., on the subject of coordina
ting sales with scientific production and 
by John M. Bruce, of Webb, Kendall & 
Bruce who dealt more specifically with 
the salesman’s job and its control 
through standards based on analysis 
of it. _

Luncheon at Keene’s Chop House fol
lowed the morning session, after which 
the tables were pushed back and the 

(Continued on next page)
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Classified Advertisements
EXECUTIVE SECRETARY—a national asso

ciation of manufacturers with headquarters in 
Chicago invites confidential correspondence from 
men competent and fully qualified for executive 
secretarial duties. Salary to start $2,400 to 
$3,000, based on experience in work required. 
Some knowledge of advertising will be helpful. 
Give outline of full business career, references, 
whether married or single, age, etc., first letter. 
Address: B. C., care of Guenther-Bradford' & 
Co.. Tribune Bldg., Chicago. Ill.

We specialize in house to house 
distributing of 

Advertising Literature
and Advertising Samples

We solicit your account
JAMES T. CASSIDY 

106 No. Front St., PHILADELPHIA, PA. 
Write for our paper “FACTS”

OSTAGE
The 25c monthly magazine that 
tells how to transact business by 
mail — Advertising, Selling, Collecting,

Catalogs, Booklets, Circulars, Letters, Office 
Systems, Money Saving Ideas. Since 1916 the 
official magazine of The Direct Mail Advertising 
Association. 6 months $1.00 ; 1 year $2.00.
POSTAGE • 18 East 18th St., New York City

Topeka Daily Capital
Sworn government report OF* J 
for 6 months ending Apr. ¿is I

TOp“LSAS

THE JEWELERS’ C1KUULAK 
New York, has for many years 
published more advertising 
than have the seven other 
jewelry journals combined.

Paper for Letterheads

LETTERS 
MAY BE 
BETTER

but they can never be best 
unless they are written on 
the right kind of paper.

BERKSHIRE TYPEWRITER PAPERS
A Bulin.il Paper For Every Bueine»» Ute

EATON. CRANE & PIKE COMPANY 
New York Pittsfield Boston
San Francisco Chicago

Blotters

" To make Better Letters 
Use Our Better Blotters ”
Famous World and Reliance Brand«

THE ALBEMARLE PAPER MFG. CO.
Richmond, Va.

Mailing Lists

Mailing Lists 
Commercial, Automobile, Investors or 

any classification wanted
TRADE CIRCULAR ADDRESSING CO.

166 W. Adams St., Chicago
References: Agency Books or any bank or busi

ness house in Chicago.

( Continued from preceding page) 
afternoon devoted to a discussion of the 
subject by speakers from the floor. A 
feature of the afternoon program was a 
talk by ( 1’. Statibach ot the Bur
ri mghs Adding Machine Company on 
the subject ot “A Scientific Basis for 
Salesmens Quota." Those present at 
the meeting and those who took part in 
the discussions included sales managers 
and production men of country-wide 
reputation.

Can’t Use “Collier's Weekly” Story 
As An Advertisement

Judge Henry D. Clayton, of Alabama, 
has granted a temporary injunction to 
the P. F. (oilier Company, of Xew 
York City, enjoining the Preston Mot
ors Corporation, one of the largest man- 
ulacturing automobile concerns in the 
South, from tising as an advertisement 
or publishing wholly or in part a story 
which appeared in Collier’s Weekly last 
April, entitled, "Wanted—Two Million 
Cars." Suit was filed against the com
pany for infringement of copyright.

Atlanta Agency to Represent Trade 
Papers

The Mitchell-Meriweather Agency has 
been organized in Atlanta to represent 
various trade journals in advertising in 
the Southeastern field. Harry Mitchell, 
head of the company, has had many 
years of experience in foreign adver- 
1'ine. especially Latin-American, hav

ing been born in Mexico, and will spe
cialize in this work. Mr. Mitchell was 
formerly connected with La Hacienda, 
the Spanish agricultural journal pub
lished at Buffalo, X. Y.

Sackheim and Scherman Agency 
Formed

Max Sackheim and Harry Scherman 
have organized the advertising agency 
of Sackheim and Scherman and, on 
July i, opened offices at 44 East Twenty- 
third Street, Xew York.

Mr. Sackheim for nearly five years 
has been in charge of copy and pro
duction for Ruthrauff & Ryan, Xew 
York.

Mr. Scherman was also with Ruth- 
tauff & Ryan, but formerly with the J. 
Walter Thompson Co. Ruthrauff & 
Ryan have transferred eight accounts 
to the new agency.

Billboards Are “Taboo'1 in I- londa 
County

Billboards are taboo by official action 
of the county commissioners in the 
county of Duval, Florida, one of the 
first in the South to take this action. A 
resolution has been adopted by the com
missioners declaring that all billboards, 
signs, etc., that obstruct the view along 
any of the county highways must be re- 
mOed by August 1st, or the commiss
ioners will cause their removal and de
struction. 
To Give Newspapers. False Informa

tion May Be a Crime
The giving of false information to 

any newspaper will become a crime in 
the state of Georgia if a bill now before 
the State Legislature is passed, and 

there is every indication that it will 
piss for both houses, it is reported, will 
support the bill. Recently an Atlanta 
new paper published a news item re
garding an engagement announcement, 
and as a result ol it the young lady in 
the case committed suicide. The story 
was entirely false. Other cases of this 
kind have occurred throughout the 
state, prompted mostly, it is said, by 
motn es of revenge, though mone have 
had so tragical an ending as the one 
cited above. It is to put a stop to this 
contemptible practice that the bill was 
designed.

Georgia Papers May Curtail 
Advertising Further

A further curtailment of advertising 
to conserve white print paper will prob- 
abh comprise one of the important res
olutions adopted by the Georgia Press 
Association, at the annual convention in 
Carrollton. Ga., July 19 to 21. Virtually 
all newspapers in the state are now 
members of the association and this is 
the thirty-fourth annual meeting. At a 
special meeting held some time ago the 
ratio of reading matter to advertising 
was reduced to conserve paper, and as 
the situation still remains acute it is be
lieved further stringent action will be 
taken. The executive committee at a 
meeting in Atlanta June 26th, voted not 
to change the dates originally decided 
upon for the meeting. It had been sug
gested that the dates be changed as the 
Southern Publishers’ Association meets 
at Asheville, X*. C., at the same time.

Barrett Will Duett t oreign Trade 
School

John Barrett, director general of the 
Pan American Union, has initiated, with 
the approval of Secretary J. W. Alex
ander of the Department of Commerce, 
a "Plattsburg" for Pan American and 
Foreign Commerce. An intensive course 
of 30 days will be given from July 19 
to August 21. Information may be se
cured from the executive director of the 
school at 1000 Vermont Avenue, Wash
ington, D. C.

Newsprint Situation Improving
According to a report issued by the 

Federal Trade Commission this week, 
the newsprint situation is improving. 
The improvement is attributed largely to 
settlement of labor difficulties in the 
mills and the consequent increased pro
duction.

The increase in the domestic produc
tion of newsprint in May, 1920, over 
May. 1919. amounted to more than 22 
per cent for the total print and more 
than 24 per cent for .the standard news. 
Mill stocks during May, 1920, increased 
also.

OLD ESTABLISHED FIRM OF 
WHOLESALE TEA MERCHANTS 
WILLING TO TAKE UP SELLING 
AGENCY IN THE U. S. CANNED 
GOODS OR ALLIED TRADES. 
SOUND REFERENCES GIVEN.

J. D. WALSH & CO.
BLACKBURN, ENGLAND

' Gl B B ON S KN O WS C ANA DAMONTREAL TORONTO " WINNIPEG
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Davidson, Advertising Manager, 
"Maryland I armcr

Wilbur L Davidson, Jortnerh with 
Pierce’s Farm ll'ecklies, at Chicago, has 
recently become associated with the 
Maryland Farmer, Baltimore, as adver- 
HMiig manager.

McElhone, Business Manager, Curtis 
Business Papers

Arthur J. McElhone, publicity manager 
01 the Class journal puuiicalion>, Motor 
Age, Motor ll'orld. Automotive Indus
tries, etc., has recently been appointed 
business manager of the Curtis Business 
Papers, Inc., publishing Tractor & Imple
ment Topics and Tractor & Implement 
Exporter. These papers are being reor
ganized under an entirely new manage
ment—editorial as will asMdv ertising and 
ci rculation.

v ice-prcsidcncy o'' the Vick Chemical Co., 
Greensboro, N. C was reported in a 
recent issue of this magazine on July 1, 
took up his new duties, vvhich includes 
those of director of advertising. Mr. 
Balliet was formerly directing partner 
of the E. P. Remington Advertising 
Agency, Buffalo, N. Y.„ and assistant 
treasurer of the Foster-Milburn Co.

Shumway Sends Schedules
The Franklin P. Shumway Company, 

Boston, Mass., is sending out schedules 
to New England dailies and weeklies 
for Bryant & Stratton Business College. 
To a large list of dailies and women’s 
monthly publications schedules are being 
sent for the spices and Bell’s Dressing 
of the D. & L. Slade Companv. Four

months’ orders have been booked fol
lile Pacific mills.

Florida Citrus Exchange Doubles 
Appropriation

The results of the advertising of the 
Florida Citrus Exchange for a greater 
consumption of grapefruit were so satis
factory during the shipping season just 
ended that the board of directors has 
doubled the appropriation for next year. 
. As heretofore, most of the fund will be 
expended in the newspapers of cities in 
vvhich there is distribution of Sealdsweet 
fruit. The advertising of the Florida 
Citrus Exchange is planned and placed 
by The Thomas Advertising Service, 
Jacksonville.

Loomis Made Directing Editor of 
Tractor Papers

Fred M. Loomis, one of the best known 
editorial writers in the r arm-PvW,r iieicl, 
who has been for some years a member 
of the editorial staff of Motor Age, Mo
tor ll'orld and Automotive Industries, 
has accepted the directing editorship of 
the Curtis Business Papers, Inc., Tractor 
& Implement Topics and Tractor C- 1m- 
pKmciit Exporter. Mr. Loomis will take 
over his new duties early in July.

Seattle Has Advertising Club
The advertising men of Seattle have 

just organized a Seattle Advertising Club, 
which will affiliate with the Pacific Coast 
Advertising Men’s Association and with 
the Associated Advertising Clubs of the 
W orld. R. E. Morgan, advertising man
ager of Frederick & Nelson, has been 
elected president of the club. Other of
ficers arc: R. M. Radford, advertising 
manaaer of the Bon Marche, first vice
president; H, G. Stibbs, Carnation Milk 
Products Company, second vice-presi
dent ; E. P. Kohl, advertising department 
Carnation Milk Products Company, sec
retary; W. E. Crane, Washington Mutual 
Savings Bank, treasurer.

The following were elected directors: 
I.. S Moore, the Post-Intelligencer: E. 
F. Woodman, Woodman Advertising 
Agency; H. C. Sieck, Botsford, Constan
tine & Tyler Advertising Agency; Wk 
A. Simonds, Northwest Motorist; A. J. 
Izzard, Izzard Advertising Agency; W'. 
T. Prosser, Strang & Prosser Advertis
ing Agency; J. M. Finley, Finley Adver
tising Agency.

Advertising Jacksonville As a Port
Following a recent trade excursion 

through the Middle West, of representa
tives of the South Atlantic ports, the port 
publicity committee of the city commis
sion of Jacksonville, Fla., is advertising 
in the newspapers of that territory.

A few export and shipping trade jour
nals also will be used on this campaign, 
vvhich is intended to promote a greater 
use of the port of Jacksonville. The ac
count is handled by The Thomas Adver
tising Service.

H. Belden Joseph Resigns
H. Bilden Joseph, assistant advertis

ing manager of the Kelly-Springfield 
Tire Companv since 1914, has resigned 
his position. As yet he has no definite 
plans for the future.

Balliet, Director of Advertising, for 
Vick Chemical Co.

Carl J. Balliet. whose election to the

Trucks — and Paper
From wood yard to mill, from rags to beater, from 

factory to freight car, trucks of all sorts and descriptions 
are the vital connecting links in the chain that turns pulp 
into paper. Hand haul or motor driven; little industrial 
platforms carrying 50 lbs. from machine to shipping room, 
or great goliaths of freight carriers handling 5 tons over 
rough roads—all are essential to the manufacture and dis
tribution of the product of this important industry.

More than one thousand pulp and paper mills are exert
ing every effort and straining every industrial sinew to 
meet the urgent demand for production and more produc
tion. Speed is the order of the day.

And the orders for the day from the purchasing de
partment are likely to include trucks, too. So, if vou sell 
motor trucks, hand trucks, elevating trucks, tractors, 
tiailers or accessories, right now is the time to tell your 
message to the men who make paper and read

PAPER
The Production Journal of the Industry.

471 FOURTH AVE-, NEW YORK CITY
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Qualifications of a Successful 
Salesman

In an address before the salesmanship 
department of the Chicago Advertising 
Council recently, Dr. J. M. Fitzgerald, 
who has been a vocational counselor for 
large business organizations, told how to 
judge personality and gave qualifications 
which he believed the successful sales
man should possess. He said in part:

"A man’s mental personality can be 
determined by his training, his educa
tion, his sense of humor, his resource
fulness to certain demands made upon 
him, and by the force and character of 
his thinking, or by the lack of these. 
His spiritual personality can be deter
mined by his affection, his sympathy, his 
enthusiasm, his interest in others and 
his capacity for conscientious action, or 
bv the lack of these.

“The salesman should, first of all, be 
friendly. He should be energetic. He 
should be a student of business. He 
should haxe self confidence and pride 
that he may carry his goods or his serx- 
ices to men who stand high in their 
profession or business without any feel
ing of cringing and certainly with no 
sense of lordliness out of proportion to 
the requirements. He should feel hope- ‘ 
ful and work with a firm purpose in 
order that he does not work half
heartedly.

“He should be an observing man, a 
man who, when he passes through the 
country, can read from these farms and 
these homes and out-buildings, the up
keep of the farms, the roads and bridg
es, as he passes along, the class of 
people living there. He should be able 
to say from the railroad facilities about 
how much business is done in a town. 
He should be able to make some sort 
of an estimate of the people from the 
kind of service they tolerate, the back
wardness or forwardness, vou might say, 
of the facilities. He should be able, as, 
he passes along the street, to see from 
the buildings what kind of business is 
carried on in them. As he passes 
through the door, he should be able to 
see, from the windows and the goods 
displayed on the counter and in the 
showcases, and the people there, what 
sort of men he is going to deal with. 
He should be a fact observing and an
alyzing type of man or he is not a 
good salesman.’’

Calendar of Coming Events
July 12-14 —Annual Convention and 

Style Show, the Retail Shoe Deal
ers of New York State, Onondaga 
Hotel, Syracuse, N. Y.

July 12-15—Twenty-third Annual Con
vention, International Association 
of Display Men, Detroit, Mich.

July 12-16—Annual Convention Poster 
Advertising Association, Hotel Stat
ler, St. Louis, Mo.

July 14—National Garment Retailers' 
Association Convention, New Y’ork.

July 14—Manufacturers' Aircraft Asso
ciation Convention, New Y'ork.

July 19-26—Convention Wall Paper 
Manufacturers’ Association, New 
Y’ork.

July 10-21—Southern Publishers’ Asso
ciation Meeting, Asheville, N C.

July 19-21—Thirty-Fourth Annual Con
vention, Georgia Press Association, 
Carrollton, Ga.

July 26-31—Merchandise Exhibit, Grand 
Central Palace. New York.

Bush Advertising Service Given Over 
to Hoy me

The Bush Advertising Service, Inc., 
New Y’ork, headed by Irving T. Bush, of 
the Bush Terminal and Sales Building, 
has been gix-en up. Robert Hox'me, Inc., 
New Y’ork, is reported to have taken 
over many of the Bush agency’s accounts, 
which numbered in all more than twentv- 
five.

“Telegram” and “Evening Sun” 
Now 3c.

On July 1. the price of the Evening 
Telegram and Evening Sun in New Y’ork 
was advanced to 3 cents. Frank A. 
Munsey, in announcing the increase, said 
that it xvas due to the abnormal cost of 
materials and the abnormal cost of la
bor, and that if the costs do not stop 
mounting the nexx* price of three cent; 
“’will, of necessity, soon be a thing of 
history." •





EFFICIENT 
SERVICE
The proper presentation of outdoor adver
tising requires unusual care in space selec
tion, design, execution, construction and 
maintenance. That advertisers may be 
assured of efficient country-wide service, 
plants are maintained at
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