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Advertising Under Test 
Conditions in Chicago

ADVERTISING is made profitable to an unusual 
u. degree in Chicago by The Chicago Daily News, 

which offers the advertiser opportunity of conducting 
his campaign under circumstances approximating 
“laboratory conditions.”

His advertising expenditure is concentrated almost 
wholly upon his immediate market—the area necessarily 
cultivated by his salesforce as a unit. The 94% concen
tration of The Daily News circulation in Chicago and 
suburbs assures that.

He thoroughly covers the “advertisers’ market”—the 
great majority of financially competent citizens of Chi
cago. This is assured by the 400,000 circulation of The 
Chicago Daily News, and its reading in nearly every 
worth while home in Chicago by the various members 
of the family.

His advertising is placed side by side with the bulk of 
the advertising of local merchants in the medium to 
which the buying public of Chicago habitually looks 
for merchandise news that is essentially complete.
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Page 5—The News Digest
National Industrial
I dver tiser s A ssociat ion
Has invited all industrial advertisers 

i America to make exhibits at the an
ual meeting, which will be held at the 
idgewater Beach Hotel, Chicago, Oc- 
ober 13 and 14. Ezra W. Clark, P. O. 
lox 14. Buchanan, Mich., is chairman 
f the Exhibit Committee.

ohn J. Carr
Associated with Rand, McNally & 

ompany eighteen years, has resigned 
s assistant manager Eastern branches 
3 join Andrew H. Kellogg Company, 
rinters and lithographers, New York.

deKinney Company
Chicago, will direct advertising for 

’he National Funeral Directors Asso- 
iation, the Chicago Utility Garment 
Corporation, and Dovenmuehle, Incor- 
•orated, investment bonds, all of Chi- 
ago. 

—
'.arlton E. Williams
Recently with Manternach Company, 

lartford, Conn., now associated with 
ohn W. Odlin Company, Inc., Worces- 
er, Mass.

Western Shade Cloth Company 
Ippoints George Batten Company 

The Western Shade Cloth Company, 
Chicago, manufacturers of window 
hades and shade cloth, has appointed 
Jeorge Batten Company as counsel in 
he advertising and merchandising of 
ts products. Service will be given by 
:he Chicago office of this agency.

Rogers & Company
Chicago, appointed A. Earle Higgins 

lirector of sales. He was recently 
sales promotion manager Henry Lin- 
lenmeyer & Son, New York. E. W. 
Birr, formerly assistant secretary of 
Union Bank Company, Kansas City, 
Mo., has joined the sales staff.

Rosenberg Company
Chicago, will serve as advertising 

.•ounsel to The Goldsmith Clothing 
Company, St. Louis.

Advertising Craftsmen, Ine.
New York agency organized by Max 

A. Haber and Sidney A. Siegel to spe
cialize in layout, typography and ad
vertising production.

Leonard W. Smith
Recently treasurer of The Dunlop

Ward Advertising Company, Cleveland, 
and present chairman of the Cleveland 
<’hapter of the American Association 
of Advertising Agencies, will become, 

.with its September issue, president of 
The Mailbag, direct advertising mail 
journal published at Cleveland. Wil
iam Feather retains his interest and 

becomes secretary and treasurer.

The Thumbnail
Business Review

INCREASES in corn, wheat and hog 
prices are having a marked effect on 
business sentiment, not only in fann

ing states, but over the country as a 
whole. Wheat leads the march to pros
perity. Estimates of the world’s export
able surplus of this grain are around 725,
000.000 bushels, which is 25,000,000 bushels 
below anticipated world requirements. 
Fanners will receive from 10 to 25 per 
cent more for their products this year 
than in 1923. The cotton states, too, are 
prospering. Western farmers are paying 
their debts.

<[ There is an improved demand for iron 
and steel products. Railroads have come 
into the market for rails and other equip
ment. Car loadings, however, are still 
about 10 per cent below this time last 
vear. Automobile manufacturers appear to 
be satisfied with the way things are going 
and expect to increase production in the 
fall. Outlook for textiles is better than 
it has been in months. Low inventories 
in many lines signify increased operations 
as soon as buying starts.

<1 Chain stores did more business in July 
of this year than they did in July a year 
ago. The Woolworth Company’s volume 
of business in July of this year increased 
SI,948,472 over the same month in 1923. 
Basic commodity prices are advancing. 
During last week in July index registered 
an increase of 3.3 per cent over the rec
ord of the week previous. Reports to the 
Federal Reserve system show that bank de
posits increased $1,250,000,000 from March 
I to July 15.

<[ Changes are all for the better, although 
there is no boom apparent. Indications 
point to a broad recovery of business in 
general late in the fall. Alex Moss.

Keelor A Hall Company
Cincinnati, will direct advertising 

for The Faraway Radio Company, and 
the Co-Operative Pure Milk Associa
tion, which controls the French Bros- 
Bauer Company, distributors of milk 
products; both are Cincinnati organi
zations.

Chauncey Laurence Williams
Cleveland representative of the F. W. 

Dodge Company, publishers of the Ar
chitectural Record, New York, died 
May 7.

Fred J. H orsley
. Formerly with Linde Paper Com

pany, Newark, N. J., succeeds Bruce 
Kleinsmid as director of sales Blake, 
Muffet & Towne, paper supply house, 
Los Angeles.

Harvey Advertising Agency
Atlanta, Ga., will direct advertising 

for Freeze-Bacon Hosiery Mills, Hen
derson, N. C., and Shuptrine Company, 
Savannah, Ga.

Lord & Thomas
John Cole, co-manager of San Fran

cisco office, has been promoted to New 
York office. Franklin Bell, of Los An
geles office, succeeds Mr, Cole in San 
Francisco. In the management of the 
San Francisco office Mr. Bell will be 
associated with Dwight Jennings, who 
has been co-manager. Account of Cal
ifornia Prune and Apricot Growers 
Association, San Jose, will hereafter 
be handled from San Francisco.

If alker & Co.
Outdoor advertisers, Detroit, have 

added John W. Marshall, Andrew Rich
ardson and John B. Patterson to staff.

F. C. Eibell
In charge of technical advertising 

and publicity Yale & Towne Manufac
turing Company, Stamford, Conn., has 
resigned as of August 15.

C. F. Bouldin Co.
Los Angeles, Cal., has been ap

pointed Pacific Coast representative of 
the Messenger of the Sacred Heart, 
Catholic monthly published in New 
York.

Eric JI ilburn Smith
Formerly central station salesman 

and assistant manager of St. Louis of
fice of General Electric Company, has 
joined staff of Ray D. Lillibridge, Inc., 
New Y’ork. He will specialize in devel
oping relations of clients with electric 
utilities.

Women’s Veto Service, Ine.
Coincident with removal to 1823 

Broadway, New York, announces that 
Helen M. Hill, formerly of Alco-Gra- 
vure, and past president of the League 
of Advertising Women of New York, 
is vice-president and a director. Kath
erine A. Clark, former secretary of 
Smith, Sturgis & Moore, Inc., New 
York, is secretary-treasurer and a di
rector. Mrs. Ida Clyde Clarke, founder 
of organization, continues as president. 
[additional news on other pages]
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Not how exclusive, !
but how inclusive,

N mansions along Fifth Avenue, 
Lake Shore Drive and on Rit
tenhouse Square, there are an
cestral portraits — painted by

masters.
Perhaps one of these American an

cestors, sitting before a Gilbert Stuart, 
said, like Oliver Cromwell sitting before 
Lely, “Paint me as I am. Put in every 
wrinkle and scar or I shall not pay you a 
shilling.”

It is not in the homes where ancestra 
portraits hang on brocaded walls—not i 
the homes that buy Raphaels, Rubens 
and Corots—that American advertiser/ 
seeking great volumes of sales, find thei.
markets.

If you are such an advertiser, manu 
facturing something to sell to the masse: 
yours is a snapshot market—a mark« 
among the millions of homes that ha\ 
learned through advertising to “Koda 
As They Go.”

llN thousands of other homes through
out this land, there are old photograph 
albums, reverently preserved.

These are the portrait galleries of the 
average American family—the domestic 
archives in which are preserved the tra
ditions and the memories of bygone days.

But the art of photography has de
veloped marvelously since the time of 
Louis J. M. Daguerre, discoverer of not 
a few of the fundamentals on which mod
ern photography is based.

Now, there are millions of other 
albums in other homes, containing mil
lions of snapshots which will preserve 
for posterity a history of the habits and 
customs of our own day.

These albums have been put on 
living-room tables by advertising in the 
magazines which have the widest and 
the most popular appeal.

VT

True Story reaches one home out c 
every thirteen in the United States—11 [ 
is read by one out of every twenty-thre, P 
people in this country, surely a conserve . 
tive estimate. । n

WE do not know how many painting ~ 

of great value you might sell throug1 I 
advertising in True Story, for advertising 
is a wonderful thing. It reaches height
of purchasing power of which no adve^ . 
tiser can make an accurate estimate.

But, we do know that two millioi r 
True Story homes must be fed, clothed 1 
entertained and educated.

The results that True Story’s adveil . 
tisers now get prove that the readers i . 
these homes are young, responsive an 
alert.

They “Kodak As They Go”—and thq | 
buy on the way. ' i

1 1

True Story
Magazine *
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imobile quality.

hi 1 as Cadillac’s remarkable sales leader- 
>h:> proves, the great majority of buyers 
)i he finer cars are convinced that the 
«nillac does represent the standard of

Lclilac’s chief advertising purpose, there- 
oi, has been to give expression to the 
aw which owners and non-owners alike

years the Cadillac Motor Car 
ompany has devoted itself to making 

itinest and most dependable automobile 
II; it is possible to build.

The Campbell-Ewald organization oi 160 people, 
with financial and physical facilities of the largest 
advertising organization between New York and

Tirtain for the Cadillac, and thus to 
!xind its leadership.
11 Campbell-Ewald Company’s pleasant 
irilege to have assisted Cadillac in the 

Advertising
Well Directed

Chicago, and a volume of business placing it 
among the first ten agencies in the country, is at 
your service to handle large or small accounts. 
At any time, anywhere, we’ll be glad to talk with 
you. There will be no obligation on either side.

’oaration of its advertising.

CAMPBELL-EWALD COMPANY

New York Chicago Los Angeles San FranciscoToronto Dayton

H. T. Ewald, Pres.
E. St. Elmo Lewis, Vice-Pres. c/ldv ertising J. Fred Woodruff, Treas. & Qen’l Mgr. 

General Offices, Detroit, Michigan
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How Much of That 

$1,000,000,000 
Will You Get? II

JgETWEEN now and Jan.
1 st, 1925, the farmers and 

small town people will have 
$1,000,000,000 extra, due 
to present crop and live 
stock prices.
Between now and Jan. 1st, 
1925, sixteen issues of the 
Christian Herald are avail
able. Through them you 
can reach over 200,000 
farmers and small town 
families.

$950 a page
$1.50 a line

CHRISTIAN HERALD, New York, N. Y.
GRAHAM PATTERSON, Publisher Paul Maynard, Adv. Manager
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T
HE Graphic Arts Exposition 
and Fifth Annual Convention 
of the International Associa
tion of Printing House Craftsmen, 
to be held jointly in Milwaukee. 
August 18 to 23, promises to be 
the largest gathering of craftsmen 
in the history of the movement. 

The Milwaukee committee is mak
ing arrangements to care for from 
ten to twelve thousand delegates, 
who will come from all parts of 
the world.

Morning sessions will be taken 
up with business meetings, at 
which important addresses will be 
made by leaders in the graphic 
arts industries from the United 
States and Canada. Afternoons 
will be given over to various enter
tainments and visits to the exposi
tion, which houses exhibits of the 
latest appliances and apparatus 
used in the printing and allied in
dustries.
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^Avoiding the Pitfalls

THE product had not been sold in the United States.
The manufacturer was entirely unfamiliar with this 

market. The best sales channels were not what might have 
been anticipated. Other manufacturers had met with dis
aster through unsound practices encountered in the trade. 

Our knowledge of the situation has enabled us to direct 
the initial merchandising of the product into safe channels.

We are frequently in a position to help in solving sales 
problems as well as those of advertising.

THE H.K.MCCANN COMPANY
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Moving the Factory to Reduce
Manufacturing Costs

Discussing a Problem of Vital Importance to All Sales and 
Advertising Executives Interested in Bringing Down 

the Costs of Production and Marketing

By Roger F. Davidson
WENTY years ago, the idea 
that plant location had any
thing to do with an advertis

ing man’s or sales manager’s inter- 
<ests would have been thought fan
tastic. But today competition and 
close figuring on selling 
costs, margins, distribu
tion policies and condi
tions are well-nigh uni
versal; and relocation of 
manufacturing plants is 
one of the important poli
cies involved in the tasks 
of a broad-gauge sales 
executive.

When, some years ago, 
the western shoe manu
facturers began to grow 
bigger than most of the 
New England shoe 
houses, the business 
world began to sit up and 
take notice of the strat
egy of location as it 
affected selling. More 
recently the textile mills 
an d their migration 
southward have stirred 

, up interest; while even 
- still more recently the de

velopment of Pacific Coast manufac
turing has provided other thrills to 
those not yet awake to the fact that 
geography has much to do with suc
cess. The recent movings of pub
lishing plants is simply an indica

WITH the steady growth of the country, and the 
changing complexion of population, industrial 
plants that were located strategically fifty, or even fif

teen, years ago, are now operating in sections where 
they do not belong. Executives in many lines of indus
try have come to recognize this fact, which accounts in 
great measure for the uprooting of entire manufactur
ing plants from what was formerly fertile soil and their 
transplanting in a more favorable environment, where 
they have a better chance to take root and flourish in 
the face of high labor costs and keen competition. 
New England, once the greatest shoe-producing section 
in tbe United States, is fast losing its place to some of 
our Western States, while tbe migration of textile plants 
to tbe South during the recent past has furnished fur
ther food for thought. As time goes on the necessity 
of eliminating waste in transportation and locating a 
plant close to its raw material and labor supply will 
become even more paramount than it is today. In the 
next half-eentury the industrial map of the United 
States will show startling and most revolutionary changes.

tion of similar shifts in other lines 
of industry.

Bluntly speaking, this country is 
today suffering rather extensively 
from industrial mislocation. We 
started from a colonial scheme 

barely more than a hun
dred years ago in which 
New England was the 
absolute industrial cen
ter. The covered wagons 
for seventy-five years 
afterward—and the rail
roads for the last fifty or 
sixty years—took people 
west, but industry was 
much slower to follow. 
New England was the 
principal supplier of 
manufactured goods for 
many decades; but even 
New England was suffer
ing from mislocation.

In the pre-steam days, 
factories had been built 
where there was water
power—which meant up 
in the hills and out-of- 
the-way valleys. Then 
coal and steam-power ar
rived—and the ridicu
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lous double-haulage began. The 
railways hauled hides from the far 
west or cotton from the south into 
a New England valley, and also coal, 
and then hauled the finished goods 
many miles back on the same road. 
So not only has it been necessary to 
take some industries away from 
New England, but also to relocate 
some of the industries that stayed 
there!

The people on the Pacific Coast 
have for years paid an extra cost on 
much goods manufactured in the 
east, because of the long overland 
haul. And on goods for which it 

had superlative raw material—fur
niture, for instance. The Pacific 
Coast is a great world-lumber sup
ply source—and yet it was buying 
furniture made 2500 miles east
ward! No wonder there has been 
considerable Pacific Coast develop
ment of furniture manufacture. The 
same was true of many food items. 
Special western plants are now oper
ated by famous advertisers—Ivory 
Soap, for one.

The key to this whole development 
has naturally been population. The 
center of population has steadily 
moved definitely westward. It was 

in Baltimore in 1790. The] it 
migrated slowly through WestVir 
ginia, to Chillicothe, Ohio, to Cicin 
nati, Ohio, and by 1910 it’hac 
reached Bloomington. Between i91( 
and 1920 the movement westrari 
was only 9.8 miles; whereas bekeei 
1900 and 1910 it had moved 39 nles 
indicating the tendency noO ti 
stabilize, for a long time at fast 
since immigration is cut downam 
the population movement is to'an 
already established centers, mhei 
than long migrations such afwi 
used to have.

[CONTINUED ON PAG: 44

New Window Merchandising Id® 
Sells More Stationery j 

>f créât- portrait of some promtHE problem of
ing a window display 
idea that will surely 

sell merchandise right from 
the dealer’s window is one 
that has confronted the na
tional advertiser for many 
years. There has seemed 
to be no sure way of hitch
ing the window display idea 
to the merchandise in such 
fashion as to make them 
work together of necessity.

But a new window display 
created by Eaton, Crane & 
Pike Company, social sta
tionery manufacturers, has 
seemingly solved the prob
lem, in a limited way at 
least. Briefly, the idea be
hind the display is a graph- 
o 1 o g y character - reading 
service which is definitely 
tied up to two special boxes 
of writing paper, one of 
Crane’s Linen Lawn and the
other 
Linen.

Eaton’s Highland
Each of these two

special boxes, known as 
“graphology boxes,” bears 
a label on the box end read
ing:

Send this end of box cover 
with one dollar attached to 
your letter written on Eaton’s 
land Linen (or Crane’s Linen

GEORGE M COHAN
..Has tremendously keen sense of humor... 

sees matters as a whole as well as in detail.... 
He is liberal minded, enthusiastic,genial... "

High- 
Lawn)

to Eaton, Crane & Pike Co., Dept. G, 
225 Fifth Ave., New York, for a char
acter interpretation as indicated by 
your handwriting.

The only way this character read
ing service is being promoted at 
present is by means of dealer win
dow displays furnished, free of cost,

with a special window display. The 
main feature of the display is a 
large centerpiece, measuring 28 
inches wide and 40 inches high, litho
graphed in ten colors, reproducing a 
striking oil painting.

Accompanying this large center
piece, or background, are six smaller 
cutouts, each of which features the

pr mi
actor or actress or nvit 
star, and on the card Wtl 
each picture is a facsjih 
letter in the artist’s Iwi 
handwriting, with aniex 
planation of the charts 
traits revealed by his ojhei 
writing. These pictures!™ 
character readings givejal 
ity to the display and ijeci 
a popular note that ,dd: 
tremendously to its apeal 

Another unit of theflis 
play is a placard printi ir 
display type offering tojur 
nish a character readifl t( 
the purchaser of a be, oi 
either D 302 Crane’s Iner 
Lawn or F 500 Esin's 
Highland Linen, for a pd 
erate service fee.

When set up in a de.ir’s 
window, with piles of thi|wc 
graphology boxes, this ¡Jis- 
play is a self-containecld- 
vertising and sales plan the 
consumer cannot take alor 
on the display without |re- 
suiting in a definite say of 
one of the particular ick- 
ages of merchandise fea
tured in the window, ^nd 
if he or she subsequitly 

interests friends in this graph<og.v 
service as a result of the charter 
reading obtained (which resu is 
an important by-product of njly 
every sale), the friends must »ur- 
chase one of these special boxJof 
stationery, thus continuing thi in
fluence of a dealer’s display ven 
after it may have been removed!
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Teaching the Retailer How 
to Sell the Goods

By Joseph Ewing

Ml
i yrANUFACTURERS, in 
1/1 working for the betterment 
y | of the condition of their 
■tail dealers, put too much stress 
1 the non-essential sides of re
filing and too little on the most 
riportant. This is not an idle 
atement; it is based on observa- 
on and experience.
The efficiency of accounting 

■stems and stock records, the
■lative number of light units 
irown on the merchandise by a 
iven type of fixture, the displayi»

ari : 
faaj

E merchandise in shelves, count- 
:s and cabinets—all of these 
ide into insignificance if the per
mal side of the selling is not
ght. And this side of retail 

filing is not right. Foi right 
riling depends on the right kind

J] salespeople. And that store is 
exception which has competent 

(ilespeople, trained to serve both 
istomer and store to the great- 

irst advantage of both.
■Hi Their lack of competence is not 
rid fault of the clerks. Rare in- 
eed is the clerk who can develop 

aii|jimself into a salesman with
! Milt intelligent outside assistance, 
’sll To better this condition as it af- 
Eihicts our line of products we have 
til>t about what we consider a ra- 

onal plan, temperately balanced, 
id bound to bring about the re-

¡.J ilts we feel the need of. It is in 
■ a sense radical; and for the very 
M rason that it is unpretentious, I 
>^1 ;el that it may contain some con- 
1[(| 'active help for the other fellow 
utS ho, like ourselves, may not feel 
. notified in entering any ambitious 
ari!an bring about the results by 
is lending money freely. As we size it 
j Ip, the situation can be met quite as

Tectively by unpretentious but in- 
¡¡lligent effort as it can by any radi-

■Wnl, expensive departures.
real} Our approach has simply been that 
fMi? emphasizing to our salesmen the 
st| ecessity of helping the dealer to 

¡11 our goods by teaching his sales
® icple about them. The corollary 

ay I as been to provide our salesmen 
i ith the opportunity of doing a bit

Joseph Ewing
General Sales Manager, Phillips- 

Jones Corporation

of educational work among the re
tail sales forces in his territory.

An ordinarily energetic salesman 
is a good deal like a bull pup in dis
position ; he wants to get an order 
from one customer, then dash on to 
the next likely source of an order. 
And in general this tendency is to 
be commended, in contrast with that 
of the lazy man who tries to get by.

WHILE we have pretty well suc
ceeded in eliminating the drone 
salesman, we are deliberately en

couraging the energetic man to de
vote a bit more of his energy in 
each place, rather than try to get 
over too much territory less thor
oughly. We have been giving a great 
deal of attention to convincing our 
salesmen that, in the long run, they 
will sell more goods to a merchant 
by spending time to teach him and 
his salesmen how to sell the goods.

We have been talking it up to our 

salesmen in our regional sales 
meetings and in personal face-to- 
face talks. We have been giving 
the subject lots of space both in 
our salesmen’s house organ and 
in our general sales letters. And 
the idea is beginning to take hold.

Unquestionably the retail sales
man is the weakest link in retail
ing; that is far from an original 
idea. But it seems to us that the 
merchant is more to blame for 
this than are his employees. Our 
retail salespeople in the United 
States lack the finish, the tech
nique which can only come from 
skillful training by experts.

The most striking proof of this 
is afforded by the contrast which 
we find in the better grade of 
British shops. Take, as an ex
ample, the experience of a friend 
of mine who, during a short stay 
in England, was invited to a high 
society garden party.

He was not equipped for the 
affair. He needed a top hat. So 
he proceeded to the best hatter he 
knew of in London.

The salesman who met him was 
very much the gentleman, well- 

dressed, courteous, but not subser
vient. His very manner, so my 
friend reported, radiated confidence 
in himself as an expert in whatever 
matter might have brought the 
American into the shop.

My friend told the salesman what 
he wanted. The salesman measured 
his head, stood off ten feet or so to 
squint at the customer through half
closed eyes, studied his profile from 
both sides, and marked down some 
scrt of facts on the sheet which al
ready bore the measurements. Then 
he said, “Very well, sir. We shall 
have your hat for you in a fort
night.”

“Good heavens, that will do me 
no good!” exclaimed my friend, “I 
need this hat for a garden party to
morrow.”

“Then we can hardly equip you 
as we should like to,” explained the 
clerk. “We had of course planned 
to make a hat which would exactly 
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suit you.” But he scurried off, 
brought back with him another man, 
and stated the situation. “This gen
tleman must have a top hat to wear 
tomorrow, so we cannot make his 
hat for him. Do you suppose that 
we could fit him with a proper hat 
out of stock?”

“Hm. Not at all usual,” demurred 
the second. “But we can surely do 
something about it. Let me see, 
now—doesn’t he remind you of Lord 
Blank?”

“Quite,” assented the first. 
“Rather a remarkable resemblance. 
And I believe the head-size is the 
same. I shall get one of Lord Blank’s 
hats and see how it suits.” So off 
he trotted once more.

“Does that mean that you keep a 
stock of hats made up in advance for 
your customers?” inquired my 
friend.

“Oh, indeed,” agreed the manager, 
as my friend later identified him. 
"But Lord Blank is now in India, so 
that we could safely let you have 

one of his hats, and make up another 
for him before he returns.”

The final result was that my 
friend purchased one of his lord
ship’s hats, paying £8 for it. The 
question of a stock hat was never 
brought up during the transaction. 
Yet my friend found on inquiry, 
after he had emerged from the shop 
and shaken off his trance, that the 
shop dealt in a very good grade of 
top hats at £4 6s. The salesmanship 
had been so excellent that he had 
utterly failed to think of this con
tingency. And he has been ever
lastingly grateful to the shop ever 
since; for while all of his previous 
experiences with toppers had been 
unsatisfactory, and of a kind to con
vince him that he and toppers were 
never intended to get along together 
in harmony, he has found that 
everyone tells him how good he looks 
in this one.

Perhaps this incident is rather one 
of extremes; one cannot hope to find 
this super-selling in every shop in 

the British Isles. But one can, al I 
does, find a much higher class 11 
sales skill and knowledge of mo j 
chandise everywhere there than > ] 
is likely to encounter in this cou- 
try. My experience points in the o * 
rection of this conclusion; so doj I 
that of almost everyone with whci | 
I have ever discussed the subject. >

And what is the reason for i' I 
Simply that the British merchai 
takes seriously the question of t; 
sort of employees he will allow i I 
represent him in dealings with L L 
public. He chooses the employ; I 
carefully, and then takes infini: I 
pains to teach him the facts he nee. 
to know.

American merchants, on the oth; . 
hand—if we except a few of tj ■ 
larger institutions which attempt » 
pick help scientifically and to educa; 1 
new employees before they go behiij j 
the counters to sell—generally hi; . 
the first likely looking fellow wb : 
comes along, show him where to loc 

[CONTINUED ON PAGE 6<.

Albert Hall, London, during the night of the reception and ball given by the Lord Mayor to the delegates i
attending the convention of the Associated Advertising Clubs of the World. In the inset are shown the
Lord Mayor, the Lady Mayoress, Mr. and Mrs. Lou Holland, the Sheriff aud friends iu the Lord Mayor's
box. The. occasion was one of the few times Albert Hall was devoted to other than a municipal function |
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T importance of Research in
Industrial Advertising

By Alfred M. Staehle
HE importance of research
in industrial advertising has 
never been sufficiently appre- 

31}

ited by manufacturers selling 
dustria! markets. The value 
finite knowledge of the total 
irtial market for any product 

to 
of 
or 
is

I»

>vious, and therefore the desira- 
lity of securing this knowledge is 
ually apparent. The sources from 
hich such information may be se- 
ired are, however, not always read
? discernible. The problems at- 
tiding any particular investigation 

_ e usually distinctly individual and 
~ merally different in some respects 

om others. It is, therefore, im- 
issible to establish any formula for 
le solution of all problems of mar- 
•t analyses, but it is possible to 
iggest certain means for acquiring 
diable and helpful data from which 
> build sound sales plans.
Among the most valuable and 

Isily accessible, as well as the most 
■liable and authentic of these 
>urces, are the government statis- 
cs periodically issued by almost all 
overnments. Accurate estimates 
f the relative values of various 
larkets can thus be obtained, and 
rom the detailed figures of each in- 
ustry information may be gathered 
s to the number of wage earners in 
ich industry, the cost of materials, 
ae value of products, number of 
atablishments, capital invested, 
mount of power used, whether 
team or electric, whether the power 
I purchased or generated, some in- 
ormation as to the materials pur
chased, geographical data as to the 
nation of manufacturing plants, 
nd many other interesting and 
aluable facts.

I Even of greater importance is the 
act that these statistics are usually 
omparatively presented with re
pect to other years; thus the rise 
r decline and trend of any industry 
nd many of its phases are clearly 
hown. I hazard a guess that there 
s hardly an industrial advertiser 
vho could not improve his merchan- 
lising methods in some way, by a
Portions of an address before the London 

Convention of the A. A. C. of W.

Alfred M. Staehle
Publicity Department, IP estinghouse 

Electric & Manufacturing Co.

careful study of such statistics. 
They act in a sense as a measuring 
stick for sales effort, and provide an 
important portion of the answer to 
the question, “How much shall I 
spend in this industry as compared 
to another?”

THE publisher of trade and tech
nical journals represents another 
avenue for the securing of evidence 

as to the extent of the market of 
particular industries. If the pub
lisher thoroughly knows his busi
ness, he is in a position to provide 
sales and advertising data and view
points of the greatest value. His 
knowledge is not only the result of 
compilation but also of intimate con
tact with the very persons whose 
buying habits we wish to study. In 
many cases, he can provide statistics 
more up-to-date than government 
statistics. The publisher is in a po
sition to feel the pulse of the in
dustry he serves, and to advise re
garding its slightest fluctuation, as 
well as to predict intelligently its 
future activity. He can point the 
way to new and unsuspected mar

kets. He often has a better measure 
of the strength of competition than 
anyone else; he knows its strong and 
weak points.

AS a means of assembling specific 
| facts regarding any industry or 
market, the well-known question

naire method has its meritorious 
points. This method is particularly 
useful for securing replies to specific 
questions practically unanswerable 
in any other way. There are certain 
dangers in its use which must be 
taken into consideration. Frequent
ly the returns are so meager from 
the standpoint of percentage of re
plies received that false premises 
are established. The opinion of a 
small minority of any group may not 
represent the thought of the ma
jority, nor even the average. Un
doubtedly, many plans have failed 
on account of false conclusions be
ing reached from too few returns.

The construction of the question
naire itself is a matter which must 
be given more than casual attention. 
Lack of clearness, too many ques
tions, too intimate questions, fear of 
resultant publicity on the part of 
the person answering and questions 
requiring too much effort to answer 
are some of the causes for question
naire failure.

If the results of the questionnaire 
are to be used also as sales evidence, 
it is highly desirable that the in
vestigation be made by an outside 
agency. Self-conducted question
naire campaigns lack the weight of 
conviction attending those directed 
by an apparently impartial organiza
tion.

All statistical data, whether se
cured from government figures, pub
lishers, questionnaires or other 
sources, must be carefully analyzed 
and intelligently used. One of the 
gravest dangers of the incorrect use 
of figures, of this kind, is the false 
conclusion often reached regarding 
the so-called “average buyer.” For 
example: a manufacturer of a farm 
lighting plant consults his farm sta
tistics and finds that in a certain 
state there are 150,000 farms. From 

[CONTINUED ON PAGE 64]
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Fire’s handwriting on the wall
The steadily rising curve of the Fire Loss 
Chart means extravagance and wasteful* 
ne«. Siner the Armist.ee we paid for firehalf 
as much as wc have paid on our War Debts.

These and other startling facts are re
corded in an unusual book—

The Red Plague
which every property owner should send for 
and tead Ir vividly pictures and describes a 
dangerous sh uarinn—and prtltnls a remedy.

The Hartford furnishes in addition to 
sound insurance a complete Fire Prevention 
Service that frequently reduces the cose oi 
insurance.The Hartford's financia) ■ «sources 
are sufficient to meet every conringencv 
It promptly pays every just claim.

You can get Hartford Service plus Hart
ford Insurance at no greater cost than the 
usual premium. Call upon the Hanford 
agent near you Wn« direct to us for the 
booklet. It is free.

Keep Fire Out
Your own vigilance and fire fight- without orwithin. Carry protection 

" against all kinds of loss in this old,ing equipment may prevent a fire ---------------------------
from ever starting in your prop- strong, well-known Company.
erty. Yet a careless neighbor 
cao place you a od your busi
ness in danger.

Guard against tbe entrance 
of fire. Also insure against loss 
by fire, whether it comes from

experienced men, well quali
fied and williog to serve you. 
Your local Hartford ageot 
will help you keep fire out. 
See him today.

Hartford Agents are capable.

HARTFORD FIRE INSURANCE COMPANY, Hartford. Coonecitcut
IS. H"tfT4Firr hmnr Hartf-d »4 Ciw •'Ui fmum/Jf wry fir* rf

RENE CLARK’S happy combination of artlessness and shrewdness in the use of color has done more 
to dramatize fire than all the squirting nozz.les and fire helmets used in the, past fifteen years. And 

it is refreshing to sei' a symbolic figure handled in some other way (han as a hairy hunkv in a leopard 
skin. The use of honeycomb wires of a reinforced window as a decorative textnrc is fine craftsmanship.

Armist.ee
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How a Popular Product Protects 
a Technical Business

! .. „
The Foote-Burt Company, Makers of Machine Tools, 

Insure Their Future with a Washing Machine

By Robert R. Updegraff

r
HE Foote-Burt Company, of 
Cleveland, is well known in 
every automobile plant in the 
ountry. It has pioneered in the de
igning of high-production machin- 
Iry used in the automotive industry, 
deluding cylinder boring ma- 
hines, piston turning ma- 
hines, valve grinding ma- 

hines, valve hole drilling 
nachines, and many types of 
ray-drilling, way-tapping and 
nultiple spindle drilling ma- 
hines.

All these machines are what 
night be called “custom- 

’nade” products, for nearly 90 
>er cent are built to order to 
■ustomers’ specifications. The 
:ompany has a line of stand- 
ird machines, but in nearly 
¡very case orders call for 
ome slight change at least, 
vhich takes the machines out 
>f the “stock” class.

1 In fact, since 1892 the 
?oote-Burt Company has lit- 
trally placed its plant and its 
mgineering skill at the ser
vice of the automotive and 
illied industries. If a motor 
:ar maker—Mr. Ford, for ex- 
imple—wanted a new drilling 
nachine that would drill 
.ylinder blocks from six di

rections at once, he had but 
o put it up to this company 
ind in time the machine 
rould be forthcoming, built 
d fit Mr. Ford’s specification.

The business had long grown and 
■rospered on the basis of this highly 
pecialized service to industry. But 
he officers of the company were 

forward looking men, and as they 
¡urveyed their very limited market 
hey asked themselves what would 
iappen to their business should the 
mtomotive industry ever experience 
i severe and prolonged period of de- 
iression. They resolved to be pre- 
)ared for such an eventuality, and 

began to study the potentialities of 
their plant in relation, not to an
other industrial market, but to a 
popular market. They believed their 
business would be safeguarded best 
if, to complement their industrial

THE whole trend of modern education is 
toward the “case” method. A principle is 
developed and then a definite “case” introduced 

to show the principle in actual operation. The 
same principle is equally applicable to editorial 
presentation.

There have appeared in recent issues of this 
publication several articles on industrial mar
keting, establishing certain principles in connec
tion with the marketing of products and mate
rials which move from industry to industry. 
One of these articles [“The First Two Steps in 
Industrial Marketing,” April 23, 1924] stressed 
the importance of deciding whether a business 
is to make a standardized product or line of 
products, to be sold as such on the volume and 
price basis, or whether it is to operate on the 
principle of the custom tailor, making what 
industry wants and charging for made-to- 
measure service. In another article [“A Progres
sive Policy for Industrial Marketing,” July 30, 
1924] the need of looking ahead and anticipat
ing the uncertainties of industrial markets was 
stressed.

Both of these points—and a number of others 
as well—are covered in this article, which forms 
what might be called a “case” from current 
business.—The Editor.

line, they had a product selling to 
the general public.

Along about 1920 their study and 
planning crystallized. They decided 
to bring out a high-grade washing 
machine, a product which they could 
make in their plant to excellent ad
vantage, yet one not dependent for 
its market on the state of any par
ticular industry or any special sec
tion of the country.

The Bell Washer and Wringer 
Company of Cleveland had spent 

several years in the development of 
an electric vacuum cup washing ma
chine, and had sold a great many of 
them. Upon investigation, the Foote- 
Burt Company decided their machine 
was the one they wanted, and they 

therefore purchased the Bell 
Washer and Wringer Company 
outright.

Along about this same 
time, strangely enough, the 
business depression of 1920 
struck the automotive indus
try. Though the company 
had planned for just such an 
eventuality, its officers little 
dreamed that their plans 
would so closely synchronize 
with business conditions, and 
that their washing machine 
would help them to weather 
this depression because of its 
broad consumer market.

No sooner was the new 
washing machine on the mar
ket than the management 
again began to look forward, 
this time to a still better 
washing machine. The first 
Aerobell was a very conven
ient and efficient machine, 
but its mechanical construc
tion did not satisfy these en
gineers who had been so long 
associated with the automo
tive industry where high pro
duction with small tolerances 
was a necessity. They de
cided to design an improved 

washing machine and, reversing the 
policy followed for so many years in 
their industrial line, to use auto
motive quantity production methods, 
and to concentrate on one model, so 
that every part would be standard.

This they did, and a year and a 
half later the new standardized 
washing machine was in production 
and ready for the market.

Meanwhile the automotive indus
try had “come back” and the com
pany found itself with two busi-
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Since 1892 the Foote-Burt Company have been making machines 
like the one shown above. There are only a few customers for a 
machine of this type, so the company decided to protect their busi
ness by manufacturing a product they could sell to the masses. 
“Let’s go to the Matinee,” is the title page of a booklet descriptive 
of the Foote-Burt Company’s new product—washing machines

nesses—one “popular” in character 
and the other industrial. The prob
lem was so to organize these two 
businesses, as to manufacturing and 
marketing functions, that they could 
both be run efficiently, taking full 
advantage of the facilities of the 
plant and organization for each line, 
but avoiding any conflict of funda
mental principles either in manu
facturing or marketing.

This the company has done very 
successfully. In the manufacturing 
end the regular equipment of the 
plant has been utilized so far as 
possible. All operations such as 
gear generating, machining of small 
parts, grinding and hardening, are 
handled by the same men, using the 
same machines, as are employed in 
making machine tool parts. And the 
same receiving and shipping depart
ments serve both businesses.

But when it comes to assembling, 
the washing machine is handled as 
an entirely separate business, with 
a separate assembling department 
operated on a standardized quantity 
production basis by men who are 
specially trained to that type of pro
duction. And of course separate 
costs are kept all the way through, 
so that the two businesses stand “on 
their own” as to bookkeeping.

Much the same policy is followed 
in marketing the two lines. The 
same sales and advertising organ
ization at the home office takes care 
of the marketing of both, but there 

are separate sales-order departments 
for the machine tool line and the 
washing machine. But the outside 
sales organizations are completely 
separate, without any connection be
tween the washing machine salesmen 
and the machine tool representatives. 
They are as distinct as though they 
represented different companies.

I am informed by M. C. Wickham, 
advertising manager of the Foote-

Trademarks and Crime

STILL another human blessing 
opens up to trademarking and 
advertising — namely, easier 
crime detection! Murderers of the 

Frank boy in Chicago were located 
by means of a pair of spectacles 
dropped. Unfortunately, there was 
no trademark on them, which might 
greatly have accelerated the catch
ing of the murderers.

Luckily, however, a particular type 
of hinge made by a single Brooklyn 
firm was on the spectacles, and the 
makers were able to indicate three 
dealers in Chicago to whom they 
sold, from which one was singled 
out because the spectacles were a 
short-temple model. The opticians 
then located the purchaser from 
their records.

In the Anna Aumueller murder 
case a pillow-ticking bearing the tag 
of the manufacturer was the clue 

Burt Company, to whom I am i- 
debted for the facts in connectin 
with this interesting business c- 
velopment, that with the revival f 
the automotive business and the co- 
sequent return to a normal demail 
for machine tools, the twin bui
nesses have run along together ver 
smoothly and successfully.

If this were one of those busine; 
romances of fiction, the tail wocl 
now be wagging the dog—the was-1 
ing machine business would ha; 
overshadowed the old business; bt 
as it is strictly a fact story from ct- 
rent business, let us be satisfied wii 
the realities: the washing machij 
business has shown a steady growi 
from the start, and now amounts ) 
about one-third of the total businei. 
It stands today as a form of busine) 
insurance, protecting the compay 
against the hazard connected wii 
any business which is depended 
upon the prosperity of any one f 
two industries. And at the san 
time it fits in with the Foote-But 
Company’s production processes 11 
affords steadier work for many I 
its machines and men in maki^ 
standard parts. By so doing a 
automatically reduces the overhel • 
chargeable against the machine td . 
business.

On the other hand, the washiii ■ 
machine business enjoys the benec 
of a highly trained engineering sti . 
and the facilities of an exceptional ■ 
well equipped manufacturing plat 
without having to carry the ent» ; 
overhead of such a staff and such) 
plant, which would be a severe fina- 
cial handicap to any new enterprik 

leading to the murderer’s arre- 
Modern crime detection omits ) 

detail, including microscopic te,. 
In the famous Kraus will case tp 
precise typewriter used to forget 
will was located by means of t| 
sample of typing; while the watt
mark on the bond paper used enabli 
detectives and experts to folic 
through from paper mill to pi- 
chaser. ,

This is an age of publicity f' 
merchandise so intense that crim
inals find it next to impossible It 
to leave some trace of themselvt 
if they leave any physical article l- 
hind. Even in an age of quanta 
production of standardized mercha- 
dise, the criminal who leaves a’ 
purchase of his behind leaves a ch, 
for the merchandise world is a grct 
gallery, lighted by the trademark, i ' 
which hiding is next to impossib.
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iThe Advertising Wagon 
and the Star

By Robert Cortes Holliday
r Y VERY once in awhile 
1-^ since time began some- 

1 I J body has set out to start 
omething. A religion, per- 
aps, a revolution, or some- 
hing like that.

Now persons who have givenNow persons who have given 
articular notice to such mat
ers have observed that to
arry anything on several 
hings are required. A well 
iuilt organization, it has al- 
rays appeared, is a useful 

ihing to have in hand. And a 
ood cause, it seems, has in the 
mg run much the better bet- 
ing chance over a bad one. 
'hat is, if you really haven’t 
tiything worthwhile to sell 
ou’re going to get found out 
i the end, and will have to 
hut up shop, whether you’re 

poet or a Presidential can
idate.
But one of the prime things 

or success in carrying on, it 
s quite evident, is some kind 
f a symbol—a cross, a flag,
he mark of Aldus the printer, 
he celebrated “white lock” of 
immie Whistler, Roosevelt’s
big stick,” the elephant of the 
.merican Republican party, 
’eople, the way they are made, 
ave to have something to tie 
p. Otherwise, they are more 
ban likely to forget today that 
esterday you set out to start 
imething. A man can get in- 
¿rested in something which 
ecomes familiar to him. He 
ecognizes a repetition of the 
nne picture as an acquaint- 
nce. He loves, when it appeals 
3 him, a familiar figure. It 
'as not for nothing that Na- 
oleon always appeared in a 
flabby overcoat and on a 
■eager white horse (amid re- 
olendent officers), nor that 
harlie Chaplin’s affecting mous- 
(che and shoes remain the same. 
They created what scientific ad- 

jrtising men today have come to 
ill “an established atmosphere and 
i.vout style” for the purpose of “vis- 
al influence.” And anybody will

Robert Cortes Holliday
Born in Indianapolis. Began as a magazine illus
trator, did work for Scribner’s—next, bookseller in 
Scribner's store; then, assistant literary editor, New 
York Tribune; with in succession, editorial depart
ments of Doubleday, Page & Company, George H. 
Doran Company, Henry Holt & Company; editor, 
1919-1920, The Bookman; staff writer, 1921, Leslies’ 
Weekly; feature writer, 1921, McNaught Syndicate; 
regular contributor book criticism, 1923, to Life; 
frequent contributor to various magazines and news
papers. Author of: “Booth Tarkington.” 1918; 
“Walking-Stick Papers,” 1918; “Joyce Kilmer, a 
Memoir,” 1918; “Peeps at People,” 1919; “Broome 
Street Straws,” 1919; “Men and Books and Cities,” 
1920; “Turns About Town,” 1921; “A Chat About 
Samuel Merwin,” 1921; “In the Neighborhood of 
Murray Hill,” 1922; “The Business of Writing,” 
1922. Now with Barton, Durstine & Osborn.

admit that they have not been so 
bad in “sustaining reader interest.” 
They, each in his way, put up right 
off a “central thought”; and, being 
no slouches in the way of persistence, 
they held on toward a magnificent 
“cumulative effect.” In short, they

“trademarked their advertise
ments.”

We say, for instance, “Na
poleonic,” and we say “to 
kodak”—same sort of thing: 
the words by dint of continual 
knocking about have been 
caught in the woof of the lan
guage. Little drops of water, 
little grains of sand, make the 
mighty ocean, and so on. Ham
mer, hammer, hammer. Indi
viduality. Distinctive charac
ter. And the rest of it. Great 
geniuses in advertising in
stinctively knew the ropes long, 
long before the advent of the 
advertising profession. As ever 
in any art, what is as fresh as 
the morning is as old as the 
eternal hills.

rriHE lesson today is this:
I You (or I) may have start

ed something. Our tastes may 
run to business, and perhaps w’e 
have set up a store, or are en
gaged in the manufacture of 
a certain product. We know 
we’ve got something good, and 
we naturally want to tell people 
about it. Now if we tell some
thing about ourselves to a per
son who is busy about some
thing else (as most people are) 
he probably won’t hear a bit of 
what we say. We have to keep 
on telling him. Then after 
awhile he’ll begin to think that 
maybe something is being said 
to him. And he’ll look up. The 
remarkable point about this is 
that when he looks up he will 
remember to have heard what 
we have been saying to him all 
the while.

Learned university profes
sors talk forever and a day 
about something which they 
call Psychology. Learned ad

vertising men have written copiously 
about a thing which they call “con
tinuity” in advertising. There is no 
need, however, for simple natures 
like ourselves being thus grand, 
gloomy and peculiar. We merely 
want to be known, and remembered.

[CONTINUED ON PAGE 50]
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Ten Simple Rules for Improving 
Direct Advertising

By Verne Burnett
Secretary, Institutional Advertising Committee

I

THE average user of direct ad
vertising can make this me
dium more effective if he will 
obey certain fundamental principles. 

These are neither mysterious nor 
complicated; rather, they are sc 
obvious and simple that they are 
often overlooked.

Ten principles are set down in the 
following paragraphs. More could 
be added, but observance of those 
given should help to eliminate most 
of the defective forms of direct ad
vertising one sees today. They 
apply to nearly all direct advertis
ing campaigns which use the mails.

1. Analyze Your Market. Most 
persons rush into a direct advertis
ing campaign. They get a sudden 
hunch that this medium will be just' 
the thing to cure their merchandis
ing ills. “How soon can it be run 
off the press and got into the post
office? We’re off; let’s go!”

This method of starting a direct 
advertising campaign means that no 
foundation has been prepared upon 
which to erect a stable structure. 
The basis of nearly all successful ad
vertising and selling lies in prelim
inary analysis.

Analysis might show that for cer
tain kinds of products direct adver
tising is not the best medium to use 
at a stated time. Careful study may 
reveal that a campaign released for 
a certain city or section of a city 
will create a demand for which there 
is insufficient distribution. Or it 
might show that an appeal intended 
primarily to interest men should be 
extended so as to appeal just as 
strongly to women.

2. Draw Up Your Complete Pro
gram. Before putting high pressure 
on artists and printers, any direct 
advertiser might save himself a lot 
of grief by designing a general pro
gram of the campaign clear through 
the follow-up system, if one is to be 
used. Every little detail, of course, 
cannot be drafted in advance, but 
certainly the lines of march can be

General Motors Corporation

plotted so that victory is more sure. 
A direct campaign without a fairly 
definite program might well be lik
ened to a mob, instead of to a thor
oughly drilled army.

A complete program should in
clude the conclusions reached from 
the preliminary analysis. It should 
show why. Not only why direct 
advertising should be used in prefer
ence to other forms of advertising 
or selling, but why the certain kind 
of direct advertising that has been 
chosen is preferable to any other. 
Perhaps letters should have been 
used; or booklets? Perhaps some- 
■thing else. But in any case, it pays 
to know the why of the situation.
; Then we come to the adverb 
where. Where is the proper field of 
distribution? If a campaign is to 
be designed for a tailoring firm in 
.a part of the city away from the 
main business section, where should 
the letters be sent ? From how large 
a radius do men come to have suits 
tailored? If it is a case of selling 
motor vehicles to farmers through 
dealers, should the mailing list in
clude a county where there are no 
dealers? And so on. Distribution 
maps should be studied with great 
care. Trying to cover a zone 10 or 
15 per cent beyond the real business 
radius, may be just costly enough to 
take the profit out of a campaign.

THEN comes the study of when.
The early bird doesn’t always 

catch the worm. Sometimes a cam
paign to sell spring clothes has been 
started so far in advance that pros
pects forget about the advertising 
before winter actually ends. More 
often a campaign starts too late.

Last, and by no means least, we 
arrive at how. This is the point 
where most of the unsuccessful di
rect advertising campaigns start. 
In reality it should follow most of 
the other preliminary planning and 
analysis.

3. Get the Best Possible Lists.

One of the main troubles with ma- * 
ing lists is the fact that they are rl . 
only incomplete at the outset, t't 
that new prospects are not added 3 
fast as they might be. This is pq 
ticularly true in certain lines f 
business where dealers’ lists ¿3 
sought.

Where from 20 to 40 per cent I . 
the prospects change their address's 
at least once a year, and where fro 
20 to 40 per cent more prospects i- 
pear on the scene, as is the case 1 
many lines of business, one can I- 
agine what a proposition it is to ft 
lists which are accurate in the fift 
place and then keep them so.

IN addition to this basic trouble^ 
the human element in preparq 
lists. This results in names bei* 

misspelled—using a “Mr.” instead/ . 
“Dr.”; calling Jesse Smith “Mis,’ 
instead of “Mr.”; using the wroz . 
initials and so on.

One embarrassing case occurii 
in the campaign of an automobe . 
company in St. Louis. Letters we . 
being addressed by hand to re
dents on an important street call/ . 
“Pershing Avenue.” This street If ' 
fore the war was called “Berlin A’,- I 
nue.” The girls who were doing te 
addressing either maliciously or aa | 
joke used the designation of “Beri 
Avenue" to some seventy or eigl/ I 
names. This resulted in a storm/ . 
protest from the prospects.

The cheapest kind of help is son
times the most expensive in workij . 
on lists for a direct mail campaif.

4. Make Certain That Lists Ae 
Kept Up to Date. Certain adv-1 
tisers have found that they could <t , 
the costs of their campaign if tly 
did not have to pay for perpeti,! . 
repair work on lists. A little stu? । 
would have shown them that te 
waste involved in mailing matter0 , 
wrong addresses is much more cos? 
in most cases than spending a lite 
more to have the lists as nearly f 
curate as possible in the first pla>

[CONTINUED ON PAGE £]
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Don Smith Goes West
What Happened to a Star Salesman Who Couldn’t Rid 

Himself of Back-Home Traditions

By H. J. Mountrey

U ’ANY eastern executives often 
wonder why it is that such 
a large percentage of eastern

•ained men have a reversal of form 
'hen sent into far western terri- 

19

jries.
It is a fact that salesmen who 

ave been able to run up record 
ales in markets like New York, 
I'ennsylvania, etc., peter out com- 
letely when sent into markets like 
irizona, Nevada, Utah and the 
i'acific Coast states. While this con
ition is puzzling to many sales 
Managers, it is simply a case of 
electing men who are of the type 
nd temperament that will adjust 
hemselves to western provincialism.

I can best illustrate this with the 
iase of Donald Smith, who as the 
jp-notch salesman on the metro- 
olitan force of a large food prod-uiiLdii 1U1LU ui a idigu iuuu pi v 
ct house, had proved himself a 
ure-fire producer. One hour after 
ieing hired he was put to work and 
n less than two months’ time had
Pushed his way to the top of a force 
d about thirty-five men. For a 
»’hole year he held this position as 
he star salesman of the entire force. 

II Just about that time his firm 
uddenly found it necessary to throw 

larger sales force into Oregon. 
?hey figured there would be con- 
iderable time lost if their district 
nanager hired and trained his own 
orce, so they decided to send him 
few of their well grounded, estab- 

ished producers from New York. 
Jon Smith was given a ticket to 
Portland and a raise in salary, and 
old that the firm looked to him to 
et the pace for the other ten or 
welve men in that territory.

Right from the very start Smith 
vent into a decided slump. Week 
Liter week his sales were far behind 
^e poorest of the local talent and, 
■liter exhausting every effort to get 
lim going in his old form, his firm 
finally had to pull him back to New 
fork.

Here is how the district manager, 
in oldtimer on the Pacific Coast, ex
Hains this reversal of form: “Don 
s not particularly to blame. He is

just as good a salesman today as 
when he left New York, but he is 
not of the type and personality that 
wears well in some parts of the 
west. Perhaps I should have kept 
him in the city for a while, where 
the trade is more metropolitan in 
character, but instead I sent him 
into the back country, along the Cas
cade Mountains, where the mer
chants are old established westerners 
and to whom a man of Smith’s type 
is particularly irritating. Don could 
not at any time forget, nor would 
he let any one else forget, that he 
was from New York.

“ATTHEN a merchant asked himVY how he liked the west, Smith 
would launch into an obnoxious com
parison of 42nd and Broadway with 
Main Street, and at great length ex
plain how there was no place like 
‘little old Manhattan.’ In the first 
place, comparisons of that kind are 
rank poison to our small town mer
chants. They quite naturally resent 
having their provincialism held up 

to implied ridicule. Secondly, their 
action was that here was a man for 
whom the west had no appeal or 
attraction and who would probably 
soon be heading back east where he 
belonged, so why give him an order 
which they could better save for a 
man who was more a part of them
selves? So Smith would find that 
about fifteen minutes after leaving 
the store some jobber’s salesman 
would come in and book the order.

I THEN arranged for Smith to 
travel with some of the jobbing 

salesmen, feeling that this associa
tion with a known native would off
set his lack of tact. But man after 
man would tire of his New York 
prattle and ditch him cold at the 
end of a few hours. Time and again 
I pointed out to Smith that he was 
selling goods and not New York, but 
by the time he had pulled himself 
together he had completely ruined 
his chances with that trade.”

There would not be much signifi
cance in this were it not for the 
fact that it is anything but an 
isolated case. We see a continual 
procession of men who have made 
reputations as star producers sent 
into the far west by eastern firms, 
who find that in a short time they 
have the alternative of firing them 
or pulling them back to their old 
territories. And the explanation 
pointed out in the above case is not 
apparent to the sales manager who 
looks for the reason in sales re
ports.

Invariably only one man out of 
fifty brought up on a New York 
sales force and who has never been 
farther west than Trenton is able 
to absorb and adjust himself to 
western mannerisms and methods. 
This is not only true of specialty 
men calling on the retail trade, but 
also of many sales managers them
selves.

About a month ago I was sitting 
in the office of a jobber in Santa 
Rosa, N. M., a typical desert “tank 
town.” Off on a side road, with 
two trains a day, this particular 

[CONTINUED ON PAGE 40]
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Luring the Casual Reader
A Picture Idea That Might Be Used in Advertising Machinery 

or Kitchen Cabinets or Automobiles

By J. R. VForthington
HE illustration repro
duced on this page is 
from The B undharist, 

and illustrates a section of 
a Wilton rug. As you will 
have noticed already, this rug 
is liberally spotted with num
bered circles. Each of these 
circles surrounds a wild
flower, there being twenty- 
five different flowers in the 
pattern of this rug. This is 
interesting in itself, but in 
the application of this num
bered circle lies its chief in
terest to advertisers.

These twenty-five numbers 
refer to a table listing the 
twenty-five flowers, and this 
table in turn is supplemented 
by twenty-five copy para
graphs, each paragraph giv
ing some interesting fact 
about the flower of that num
ber.

For example, No. 3 refers 
to the water hyacinth, and 
the paragraph reads:
No. 3. Lining the shores of the 
St. Johns River and many of 
the lakes and sluggish streams 
of Florida, the water hyacinth 
may be seen in masses varying 
from fifty to several hundred 
feet wide. The plant is a na
tive of Brazil, and it was 
thought that it was about 1890 
that it was introduced into Flor
ida.

So well is this descriptive 
idea worked out that one is 
lured into studying the pat
tern of the rug in great de
tail, with the result that it 
establishes itself in one’s mind as a
rug of distinction, far above the or
dinary.

This idea might well be applied 
to illustrations of other products— 
machinery, electric household utili
ties, automobiles, kitchen cabinets 
and many other things. Adapting it 
to, let us say, an automatic weighing 
and packaging machine, thenumbered, 
circles might be placed at each point 
on the picture of the machine where 
some particularly difficult operation

If an advertisement or a salesman should 
merely call attention to the fact that this 
is a “wildflower” rug, ice should be only 
passively interested; but when every flower 
in the rug is “sold” to us by means of a 
paragraph of copy, the rug takes on indi
viduality and becomes something to be 
desired. Any one of a dozen other types 
of products, from steam engines to fireless 

cookers, might be featured thus

is performed, or where some special 
invention has been incorporated, or 
where trouble or danger has been 
eliminated, or some weakness over
come.

Then, instead of resting content 
to label these points, carry the idea 
further: devote to each numbered 
circle a paragraph telling what hap
pens at this point, how and when 
and why this particular feature of 
the machine was worked out, and 
what it means to the user. As an 

imaginary example, one par; 
’ graph might read somethin 

like this:
No. 5. At this point the packag 
has been formed and filled ar 
the top flaps are pushed dow 
by these automatic roller arm 
In the old type of packaging m< 
chine this was always a troub'. 
point. But on June 18, 192. 
our engineering staff workc 
out the Neff patent which do; 
away with all this trouble.

By describing the functioi 
of each important part of tt' 
machine, and then going o 
to tell how it came to I 
worked out, who solved th 
problem, when it was pe. 
fected, and any other point 
of interest, a picture s 
treated could be made t 
serve as a complete sales cai 
vass.

We are all familiar wit 
the type of salesman who pn 
sents his product or h: 
proposition interestingly poir 
by point, with here and thei 
some special bit of inform? 
tion, or some fact or figure c' 
name or date that gives hi 
solicitation a reality that car 
ries conviction. We kno’* 
that some men have the happ 
faculty of making us se 
everything there is in a ru 
or a picture or a house or a 
automobile or a piece of fui 
niture. And seeing it, we ajl 
preciate it—and generally dt 
sire it.

That such a job of sellin' 
can be done by a picture th

makers of this wildflower rug hav1 
proved.

The secret lies in the fact tha1 
such a picture has a far stronger ap
peal than any mere illustration, n1 
matter how attractive. It has wha 
might be termed a special “interes' 
factor” which lures the reader int 
studying it for himself or herself 
much as a picture puzzle does. I 
holds and sustains the reader’s in 
terest. Every minute of this sort o 
study is a minute of self-selling.
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The Editorial Page
"he Psychological Reaction.
I'T^\ON’T ‘sympathize’ with the prospect,” says a I )1 recent bulletin sent out by a large concern 

Jr selling through the retailer, and goes on to 
five some good advice to salesmen on the dangers of 
ailing in with the dealer’s tendency to pity himself on 
he score of high prices, taxes, etc. Too many sales
nen, out of a desire to seem to agree with the prospect, 
oin him in creating an atmosphere of gloom over 
lolitics, income taxes, governmental scandals, or what 
lot, in the midst of which it looks like a monumental 
folly to place an order for goods. The successful sales
nan, the bulletin points out, must be a bringer of good 
idings, not the reverse; and the attitude of “Yes, ain’t 
t awful!” is generally the prelude to a turn-down. It 
s nut amiss for all of us to remind ourselves at times 
hat the calamities, scandals, crimes, and so forth that 
iccupy so much space in the newspapers are news 
'limply because they are unusual, and that the normal 
endency of life is all the other way.

|l . . .
^lacing Visitors at Their Ease

IN Scribner’s, Edward T. Mitchell tells of his first 
interview with Charles A. Dana of the New York 
Sun, when having spoken the usual platitude about 

encroaching on a busy man’s time the great editor 
irew forward a rush-bottomed chair and put the young 
nan at his ease w’ith the remark that “Doomsday was 
still a long way off.” We have progressed since that 
day and age! Many of our big executives of today 
appear to be possessed with the obsession that Dooms
day is due within the next five minutes, and the gentle 
art of placing visitors at ease is at a premium in certain 
offices. And we sometimes wonder which loses the 

I most; the caller who goes away with his best ideas still 
unexpressed, or the callee who has endured an interrup- 

' ition without finding out what it was really all about.

Salesmen Are Still Human
g A N ounce of facts is worth a pound of ‘special /A compensation,’” said a successful sales man

I [ 1 A. ager the other day. “We make a varied line 
of products, and it is frequently necessary to get the 
salesmen to put special effort behind certain goods for 
a time, not always those which are the easiest to sell, 
or the most profitable in commissions. For a long 

. ¡time we tried out a system of special compensation for 
a limited period, with fairly good results; but at the 
end of each season there were always disputes and con
troversies that made trouble. Then one day, the presi- 
(dent sat down and wrote a friendly letter to the sales
men, telling them exactly why it was necessary to push 
a certain line, and saying nothing about special com
pensation whatever. He gave them the real facts and 
figures, so that they could understand the company’s 
position fully, and the results were surprising to every
body. We found that the majority of our men would 
give service to the company willingly and graciously 
under the new conditions, that we couldn’t bribe them 

to give without the knowledge of why it was required 
of them.”

A small thing perhaps, but success in business is 
made up of a multitude of just such small things. The 
difference between working for a company and working 
with it may seem trifling, but the difference in the 
human reaction to it is often far from trifling. And 
salesmen, as we sometimes need to be reminded, are still 
human.

Intolerance
T'HY is it,” writes the vice-president of a 

A / Detroit corporation, “that advertising men, 
V V as a class, are so jealous and spiteful of 

one another’s success? I have listened to engineers 
and lawyers comment in a generous way about the work 
of their competitors. But I have never yet heard an 
advertising man praise another’s work. Why is it?”

If this executive’s viewpoint is correct—and many 
of our readers will doubtless agree that it is—it ex
plains, in part, why advertising men as a class are 
regarded with cynical tolerance by the heads of some 
businesses. Advertising men roar lustily in defense 
of advertising whenever it is criticized. But unless there 
is a greater desire on the part of those who engage in 
it to help one another sincerely and constructively, 
advertising will never raise itself to the professional 
standard—with the professional ideals and ethics that 
some of us hope for it.

Will Drug Stores Return 
to Prescriptions?

CAREFUL observers tell us that there is a marked 
tendency in the drug trade to get away from the 
specialty and novelty atmosphere, and to empha
size more clearly the professional side of the business. 

The Colleges of Pharmacy are vigorously encouraging 
the idea, and are endeavoring to enlist the support of 
the medical profession and manufacturing chemists in 
discouraging the tendency of the druggist to make his 
store a catch-all for general merchandise. What will 
come of it is perhaps a question, but at least it is worth 
watching.

Your Attitude—and His

THE development of standardized, trademarked 
commodities has to a large extent rendered obso
lete the peculiar function of the retailer as a 
selector of grades and qualities to suit his individual 

market. Hence the tendency to regard him more and 
more in the light of a mere distributor who must re
spond, willy-nilly, to an organized demand in the public 
mind.

The man who meets his customers face to face is in 
an infinitely superior position to one who meets them 
on a printed page. In the secret places of your heart 
you may, if you like, regard the retailer as a slot
machine, but it doesn’t do to let him suspect it. A slot
machine can’t talk back.
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Advertising and the Evil 
of Unjust Cancellation Orders

By E. P. Cochrane

AC E R T A I N manufac
turer who has been par
ticularly keen in his 
denunciation of the widely 

prevalent returned goods and 
cancellation evil was sitting 
in his office not long ago 
orating about it.

“It is a practice that is 
absolutely undermining busi
ness, and the fact that busi
ness men are guilty of it 
shows what a dreadfully lax 
point of view we’ve gotten 
into since the war,” he flung 
at me vigorously.

Just then the telephone 
rang.

“Oh, it’s you, Jones,” he 
said. “I just wanted you to 
know that business conditions 
are such that we can’t con
tinue that space contract. 
We’ll have to let up on our 
advertising for a while.

“What? . . . Oh, yes, I’m aware 
of that. But when we signed it, 
we naturally didn’t anticipate the 
slump. Sorry. Goodbye.”

And then he was actually about 
to go on with his story—when I 
stopped him short.

“Pardon me for eavesdropping,” 
I said, “but didn’t you just cancel 
an advertising contract over the 
phone?”

“Well-er,” he said, “I’d hardly 
call it cancelled. I’m just cutting 
down a little bit.”

“But you had a real honest-to- 
goodness contract for a certain 
amount of space, didn’t you?” I per
sisted.

“Ye-es, we did,” he reluctantly 
admitted, “but—”

“No buts about it,” I followed up. 
“I’m just interested enough in this 
subject to look at it accurately. The 
very evil you’re complaining of is 
nothing more nor less than the atti
tude you yourself take. It seems to 
depend largely on whose ox is being 
gored. It’s a state of mind where 
business men follow their desires 
rather than their pledged word. And 
particularly it is regarded by some 
that advertising contracts are not

WHAT, precisely, is the returned goods and 
unjust cancellation evil? The thing starts 
back at the roots of business, the attitude of the 

consumer. The woman who sends back a 
blouse which she has purchased in the hypnotic 
fervor of the bargain sale; the merchant who, 
confronted by forgotten or iwexpected difficul
ties, wires a cancellation order to his whole
saler; the wholesaler who, in turn, rescinds his 
order from the manufacturer; the manufacturer 
who, finding his cherished outlets closed, fran
tically refuses to accept a shipment of raw 
material are, in most cases, upstanding, God
fearing members of their community. An ac
cusation of dishonesty would be received with 
just indignation and denial. And yet . . . Some
one has to pay for the added cost of doing busi
ness on this basis, and Mr. Cochrane in this 
article points out that industry as a whole, and 
manufacturers and retailers, would be benefited 
if the practice were eliminated by mass action.

real contracts.” I think I set him 
thinking along a new line, for al
though he had practiced what he 
preached in regard to merchandise 
orders, he had not extended his 
principles to advertising. It is pre
cisely this sort of discrimination be
tween contracts you ivill or will not 
honor that has caused the unjust can
cellation evil to grow and, spread, 
among even business houses of honor 
and probity.

THE evil is a real one. Recently 
there was formed in the textile 
trades a special association, inter

locking with all other textile trade 
associations, to combat it. A college 
professor had first probed into the 
situation and presented his findings, 
which were alarming. The chemical 
trades have been particularly upset 
about it, for it seems that raw ma
terials and basic industries are the 
ones usually hardest hit.

Advertising gets the same pre
judicial discrimination; always has, 
as a matter of fact. Business men 
knife into advertising appropriations 
and even into advertising “con
tracts” with great suddenness and 
without much scruple, if they can 

“get away” with it. Advei ■ 
tising, however, is hurt in 
more fundamental way by th 
general cancellation evil, i: 
the fact, as is explained fur 
ther on, that the feverish up 
and downs of business ar 
caused to a considerable ex 
tent by cancellations. Rapii 
ups and downs in business dr 
not make for the best inter 
ests of advertising and hole 
down the general level of ad 
vertising volume.

The effects of returns ant 
cancellations are far-reachinj 
and highly important from ai 
economic standpoint. Many : 
manufacturer o r retailer, 
struggling vainly to rid hi 
books of “red,” wonders fl 
the real double standard o 
morality is not somethin! 
quite apart from its acceptei 
meaning. Are the ethics o 

business different and unrelated t< 
the ethics of personal conduct? 0: 
has the dollar some subtle but de 
grading influence which makes mos 
of us view it and its working witl 
different eyes?

The margin between pathos an< 
comedy, between love and hate, ha: 
its counterpart in the margin be 
tween carelessness and dishonesty 
The careless buyer may wreak mud 
havoc and cause much loss. The in 
stinct of self-protection may be re 
sponsible for the haste with whicl 
the average person “passes th« 
buck” when confronted with a possi 
ble money loss, but this particula) 
instinct is a peculiarly selfish one

The game of business should b( 
one of give and take equally, but 
there is a marked preponderance ol 
“give.”

If you ask the retailer what h( 
thinks of “returns” he is quite 
likely to be threatened with apoplexy 
because of the inadequacy of lan
guage as an expression of feeling 
When you ask the manufacture! 
what he thinks, he can, by referring 
back no further than 1920 and 1921 
prove to you that the pot still per
sists in calling the kettle black. Th«
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number of retailers who cancelled 
orders during that stormy period 
would read like a commercial census. 
And the manufacturer is quite likely 
to overlook the number of times 
when he rang for a messenger boy 
to convey with such haste as seemed 
physically possible the news that he 
was already filled up with goods and 
could not and would not take an
other dollar’s worth of material for 
more.

A vicious circle, indeed, and with
out remedy save for the “honor sys
tem.” Even when goods are deliv
ered and paid for there is no as
surance that it will not come merrily 
home again, with full expectation of 
the welcoming aroma of the fatted 
calf. Perhaps the retailer bought 
too much ; perhaps the fickleness of 
demand has made it “dead stock,” 
perhaps a hundred good reasons why 

it should be passed back to its source 
and turned into cash or credit in
stead of liability. The wholesaler 
may have to repack the whole lot 
before it is salable once more. Or 
he may, provided demand be fickle 
enough, never be able to sell it. 
Why worry? One wholesale drug
gist got back some twenty carloads 
like that in 1921, which cost him well 
over a quarter of a million dollars 
before they were ready to fare forth 
again. In 1920 the rubber interests 
of Akron cancelled orders for chemi
cals amounting to over $2,000,000. 
These had been bought on contract, 
which is the real foundation of big 
business. If such contracts to buy 
are worthless, it is not remarkable 
that the cost of living is high. How 
else can production be maintained 
at a proper level?

There is, of course, a certain ele

ment of chance in all business, bi! 
the reduction of this to the lowe? 
possible point is economic salvatioi 
Just as long as destructive fluctu: 
tions, called in their downwar 1 
course panics and in their upwar 
flights prosperity, continue to be a< 
cepted as inevitable—just that Ion 
will prices be high and the futui1 
of industry be uncertain.

There is a general complaint thr 
all lines of business are ovei 
crowded. And a perfectly just con 
plaint it is. There isn’t much doul, 
that there are too many manufai 
turers and too many distributor ' 
There is both over-production an 
over-buying. And why not? Wif 
the cancellation situation as it is, a 
of them can afford to gamble. Ordt 
the stuff and try and sell it. If I 
happens to come out that way, all :

[CONTINUED ON PAGE 54

Advertising Helps Solve an 
Irrigation Problem

CALIFORNIA’S light 
rainfall during the winter 
of 1923-24 recently 
brought about a situation in 

the southern part of the state 
that caused two of the most 
prominent of national adver
tisers to join hands in a mutual 
effort to maintain the usual 
volume of business and assure 
the quality of the crops.

The majority of the electric
ity in Southern California is 
generated by hydro - electric 
plants, dependent upon water 
for their source of supply. The 
extreme light rainfall last win
ter was not sufficient to feed 
these plants throughout the 
summer’s dry season, the result 
being a shortage in electricity 
that for a while threatened to 
hamper the prosperity that has 
for so long been a characteris
tic of this section.

A power commissioner, ap
pointed to control the supply 
of electricity in this time of 
need, insisted on a 25 per cent 
cut in power in all places where 
it was used to any extent. Street 
lighting, street railways, industrial 
plants, etc., all curtailed in an effort 
to save enough electricity to span 
the dry gap until fall rains com
menced. Agricultural interests found

Two People to One Light
—it can be done quite easily and will help

Farmers Save Their Crops!
THAT big rablc lamp with 

ihrcc lights going goes 
light enough for (mo to read— 

w hy burn an extra one ar extra 
Cost io tout

That one light turned our in 
man) homes will help thou- 
tank of farmers.

They need it badly—do you 
need ir as much?

Wc know that public-spir
ited pcttplc will respond to this 
request

It t» a chtnee for you to help in
1t c«t* you really ncuhing and 

il >» really vital lo the farmer non
The undesigned G tower» Aim» 

ciali»nt rcprewnnng I4U00 lam 
■lie», appeal m the public »pirued 
«■men» .11 Un Angele» lo practice 
nt elecrncin so ihai ihe power 
«liai to agi KU hural production
lion it needed

California Fruit Growers Exchange 
California Walnut Growers Association

• Save Electricity to Save the Crops

that this cut was going to impair the 
crops seriously. Lack of electricity 
to pump the irrigation water from 
its new low level would affect the 
quality of the crops, as well as the 
size. Realizing that an emergency of

= this kind called for immi 
diate constructive action d 
some kind, the California Fru 
Growers Exchange and Cal 
fornia Walnut Growers Ass< 
ciation joined hands to launc: 
a special advertising campaig 
in the city of Los Angelei 
urging the people to conserve 
sufficient amount of power i 
the home to permit the agri 
cultural sections to get th 
amount that they needed.

While it is, of course, impo; 
sible to check up the actu. 
work done by this advertising 
and therefore to make a del 
nite statement as to just ho 
effective it proved in this crisi 
the fact that the entire con 
munity became interested ar 
cooperated, talked about it, ar 
even “reprimanded” aesociatt 
who burned too many unnece. 
sary lights, seems to point 1 
the success of this effort. |

Temporary cuts in strei 
railway power, street lightin; 
advertising display lightins 
etc., together with this appe; 

to the people to conserve in tl 
homes, resulted in sufficient savir 
of electricity to supply the farme 
with the amount they needed to i: 
sure size and quality of crops. A 
other advertising accomplishmen'
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Vacation Announcement
Beginning August 11th, our offices— 
East and JVest—are closed for a 
period of two weeks, until August 
23rd—for the Summer vacation.

Our experience last year proved this to be a much 
better idea than to allot “individual” vacations, 
which string along thru the summer and handi
cap the entire organization in the efficient hand
ling of their work.
We sincerely extend a wish to our friends—

“May you, this year, have the most 
pleasant vacation you've ever had!"

STANDARD RATE & DATA SERVICE
XJieAfefionalvfufliority

CHICAGO L0S ANGELES
NEW YORK SAN FRANCISCO
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Technique of the Okay
By Walter M. Lockenbrook

AN advertising agent in Cincin
nati recently received a curi

. ous request. The president of 
a food-product house for which this 
agency works wrote in: “I have just 
decided to cut down our advertising 
committee, largely because I am 
afraid that we have been overwhelm
ing you lately with our own ideas 
and putting them over by sheer num
bers and quantity of salesmanship. 
When Mr. A----- (the agency ac
count executive) and Mr. J-----  (the 
agency copywriter) come down with 
advertisements for approval they 
are greeted by a committee consist
ing of our advertising manager, his 
assistant, our general sales manager, 
the brand sales manager, and my
self.”

Condensing the balance of the let
ter, the president’s idea was this: 
The agency was retained for its su
perior understanding of advertising 
to the consumer—their outside view
point. But when the two agency 
men submitted copy they were out
numbered 2% to 1 by executives 
connected with the manufacturer. 
From the discussions that ensued, 
the advertising was apt to emerge 
with too much of the manufacturing 
viewpoint. The head of the busi
ness decided therefore that it would 
be better to cut down his own okay
ing committee to two people.

This, no doubt, is an unusual 
handling of an unusual situation, 
but it raises an interesting point: 
What is the best procedure in affix
ing the okay?

A FEW agencies never submit copy 
until it is actually in proof form, 
all set up, with pictures in ’n every

thin’. But this is fairly rare. It is, 
however, the ideal way in some cases 
—particularly where the advertiser 
is not very good at picturing in his 
own mind just how the advertise
ment will look in final form. Words 
take on a different significance as 
they make each step from speech to 
handwriting, from handwriting to 
typewriter, and from typewriter to 
print.

The better the physical appear
ance of both layout and copy, the 
easier the okay seems to come. That 
is why the most experienced adver
tising men are the strongest advo

cates of finely finished layouts and 
beautifully typed copy. The person 
to whom they are submitted just 
hates to soil such offerings with 
scribbled changes!

* * *

THE perfectly grand thing about 
this advertising business is that 
few will admit that they haven’t any 

talent at it. It's like a cold—every
one can suggest a sure-fire remedy, 
though not two in twenty remedies 
may be alike. The advertising man
ager for a machinery house must 
submit all advertisements to three 
people—the sales manager, the chief 
engineer, and the president. He had 
a hard time of it for years. With 
perfect sincerity each one could 
often show him how to do it better. 
But today things are simpler. To 
each piece of copy is attached a blue 
slip. It reads:

O.K.
For Sales policy............................ 

(Salesmanager signs here) 

For technical accuracy................  
(Engineer signs here)

From house standpoint...............
(President signs here)

He has sold his employer on the 
idea that this is the right policy and 
results seem to prove it.

* * *

ONE advertiser who is listed 
among the seventy-five biggest 
in the country, insists upon inspect

ing all copy submitted him in its 
“cold” state. He claims that it is 
bad business to discuss an adver
tisement with either his advertising ■ 
manager or his advertising agent 
before he has gone over it and 
formed his own judgment indepen
dently. His feeling is that he must 
try to see the advertisement in the 
same way that the consumer would 
see it. “Where the advertising man 
submits copy,” he says, “and ex
plains his aims and why the text is 
worded in a certain way, he is prej
udicing me in advance in his favor. 
He will get no such chance with the 
person who reads the advertisement 
when it appears in the magazines. 
Again, some advertising men like to 
read aloud the copy they are sub
mitting. That, too, I consider bad 

practice. The reading may mak 
the copy seem much more effects 
than it will appear when it gets int 
cold type.”

And so, in this case, the copy an 
layouts are delivered without an 
explanation. The advertising mai, 
ager approves them. Then the sale 
manager goes over them. Final] 
the president gets his look. If snag 
are struck, the advertising manage 
and the agent may come into the pi< 
ture again. “But we rarely ha\ 
difficulty,” says the advertiser, “bi 
cause we discuss things so thorougl 
ly before the copy is written th? 
when it comes through we are rare], 
critical except in minor respects.”

An agency executive once said i 
me: “There are two kinds of advei 
tising writers. The first is alway 
busy with his pencil and when give 
a job starts in immediately to pr< 
duce copy. Then he patches, ri 
writes, and maybe fills the wash! 
paper basket before his product i 
ready to submit. The second kin 
of writer when given a job puts h 
feet actually or figuratively on tl 
window-sill or perhaps goes out ar.1 
walks in the park. He is thinkin. 
He may make a few notes. Then 1 
writes his copy. And because 1 
has thought so thoroughly, he doi 
not need to rewrite much. Nor do< 
the client have any misgivings wh; 
he sees the copy.” This is simp 
another aspect of the previously d 
scribed point in okaying; to sum 
up—a thought in time saves nine r 
writes and is a great help when tl 
copy is ready to okay.

* * *

SHOULD the copy be submits 
by the man who wrote it or by 
so-called “contact” man? It all d 

pends.
One agency believes it destructi’1 

to the morale of the copy man 
have his work submitted by anothe 
Their belief is that the writ 
should be there to protect his chi 
and trim its hair himself shou 
such trimming become necessar 
And this agency is one of the for 
largest.

But in another of the four large: 
the copy man is hardly ever prese 
when copy is submitted for oka 
Why not? Well, the executives s: 
that their copy men are primari 

[CONTINUED ON PAGE 5f
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Increase 300 per cent

Upward and Upward
The graph shows the increase in ad

vertising lineage of The Christian 
Science Monitor from January, 1922, 
to June, 1924, inclusive.

If this newspaper did not prove its 
value as an advertising medium, could 
this upeurve have been maintained for 
two years and a half?

Boston Office and Nine Branch Offices at Your Service, to Shove
You IV hat the Monitor Can Do for You—or, if You Are an Agency 
Man, for the Clients IVhose Appropriations You Are Investing.

The Christian Science Monitor
An International Daily Newspaper 

Member A.B.C.

Publication Office, 107 Falmouth St., Boston, Mass.

BRANCH ADVERTISING OFFICES
New York.
Cleveland..
Detroit....
Chicago. ..

...........270 Madison Ave. 
1658 Union Trust Bldg. 
..................455 Book Bldg.
..1458 McCormick Bldg. 

London....... .2

Kansas City...........
San Francisco.........
Los Angeles............
Seattle ...................

Adelphi Terrace, W. C. 2

.705 Commerce Bldg. 
...625 Market Street 

.620 Van Nuys Bldg. 

....763 Empire Bldg.

S
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Mathematics vs. Psychology 
in Advertising

By E. T. Gundlach

STUDY of magazine advertising 
from 1918 to 1924 reveals 
marked changes in the funda
mentals of copy. In 1918 and 1919, 

“atmosphere advertisements” pre
dominated—attractive illustrations, 
artistic borders, clever slogans, 
“type effects” (with the effect of 
illegibility), copy “bristling” with 
brevity, alleged argumentation con
densed into half-sentence rhetoric— 
these were the characteristics of the 
era of “boom” advertising—when 
the income tax collector lost 80 per 
cent and the advertiser paid only 20 
per cent for his “publicity.”

Then, aftbr the orgy of buying, 
came the period of frantic selling, or 
rather of frantic effort to sell. With 
the factories in danger of shutting 
down, and the goods stocked high on 
the shelves, the merchants and the 
manufacturers concerned themselves 
but little with “institutional” adver
tising. When the pocketbook groaned, 
the advertiser, whose copy had satis
fied his vanity, pleasing him rather 
than attracting his customer, began 
to wonder and question.

Thus came about the greatest 
change in style of copy ever seen 
within a brief period of advertising. 
Solicitors forgot to talk about a 
“vision” and “institutional pres
tige”; they told the man who made 
the goods to advertise for the pur
pose of selling them. The old ideas 
of salesmanship on paper, of “show 
me” copy, of proved results, came 
hack with a rush.

The old ideas, yes; but in a new 
and better form, developed through 
the period in which institutional 
pages had shown not a 100 per cent 
value, yet more than a 20 per cent 
value. The old ideas, but not the 
old “cheap” mail-order ideas. We 
should say rather the old principles, 
the unerring, simple principles of 
selling by the printed word, which 
at all times resemble closely a form 
of selling by mail.

So in 1924 we see that new kind 
of copy predominating, yes, almost 
ubiquitous, in the magazine field. 
Attractive illustrations are used, 
more attractive than ever; but they 
illustrate the goods the house is sell

ing. (Example: Gruen Watches.) 
Clever slogans are sometimes used, 
but there is a point to the slogan; 
not a banal witticism, but a vital 
fact of interest to the prospective 
buyer. (Example: Florence Oil 
Range.) “Type effects” are used, 
but for the purpose of bringing out 
the message, and of making it 
clearer, not less legible. (Example: 
Parker Pen.)

Above all, copy bristling with real 
argument, copy that says something, 
has supplanted the institutional ap
peal. (Examples: Sunkist Oranges, 
Palm Olive, the new Cream of Wheat 
campaign, Paramount Pictures, the 
new Ivory Soap publicity, and scores 
and scores of others.)*

Another marked change inevitable 
in connection with every step toward 
true salesmanship on paper, is the 
increase by several hundred per cent 
of coupon advertising or other copy 
in which a reply is invited. The 
Saturday Evening Post from a few 
issues picked at random (February) 
carried four times as many pages, 
half pages, and quarter pages of 
coupon copy in 1924 as in the corre
sponding period in 1914. Here are 
the comparisons from four issues:

Half
Pages anil Full
Quarters Pages Totals

February, 1914.... IS 3 21
February, 1919.... 9 12 21
February. 1924.... 45 37 82

This is exclusive of an enormous 
growth of inquiry lines in copy with
out use of actual coupon. The coupon 
is really not a fundamental; it is 
merely a device to increase the num
ber of inquiries and to facilitate 
checking of keyed results.

Besides the increase in inquiry 
advertising, there is a sweeping 
growth of other copy seeking direct 
action, sometimes by way of turning 
orders into dealers or even by in
viting direct sales in territories 
where dealers refuse to sell or in
sist upon being laggards.

♦There are still many advertisers whose 
message is brief: and in some cases it may 
he better that little be said, since a simple 
assertion is better than a flat, silly, or, 
worst of all, a specious argument. But in 
general, on an article regarding which the 
seller would naturally talk at some length, 
the advertiser today is putting at least a 

- reasonably complete summary of his talk 
into print.

The importance of this last chanj 
of advertising policies—to secw 
action rather than mere impressk 
—the change upon which in fin 
analysis all other changes are bas( 
—can hardly be exaggerated. Whj 
Because it forces the evolution fro 
the hackneyed deductive method 
inductive reasoning on publicity 
from theorization to a record of r 
suits; from psychological vagarii 
to mathematics.

The minute you put a coupon ( 
copy and try that coupon on diffe 
ent kinds of copy—theorizir 
ceases; facts sweep away “opinions 
The kind of copy that pays step I1 
step crowds out the other. Soon i: 
stitutional “bunk,” artistic, no 
sense, and fallacies about brevit 
are relegated to the backgroun 
The copywriter creates ideas, but 1 
constantly revises his ideas on tl 
basis of reports from the clerks wl 
count the coupons.

IN connection with this evolutk 
of policy, the principles alreat 
established in mail-order advert)- 
are of value.
Among the fundamentals whi 

all advertisers can safely adopt i 
the basis of mail-order experien1 
are perhaps only the following: '

A headline designed to attract o; 
of a mass of readers, the few wi 
may become prospects—not a headlii, 
therefore, that is attractive to t- 
largest percentage of readers, b. 
rather to the largest percentage ' 
prospects.

Illustrations that illustrate what yl 
are talking about—not illustratioi 
that display the artist’s skill; for b 
edification of magazine readers in ge- 
eral.

Copy that argues, appeals, reasoi, 
or in some other way holds and inte- 
ests the prospect—not copy, thereto, 
that attracts and entertains the large 
percentage of casual readers.

.In appeal designed to bring tc 
prospects by telephone or through) 
store call or by mail in touch with t' 
advertised goods—not an effort in t‘ 
copy, therefore, to make a sale, but > 
produce an inquiry.*

»Sometimes the sale may be the objecti. 
but in 99 cases out of 100 it is not. T 
point is that the mail-order man has leant 
from sad experience that ho must know S 
objective clearly and that the publicity ■ 
vertiser should be equally clear. "Wi- 
bling" on this one point spells disaster T 
an otherwise excellent piece of copy.

[CONTINUED ON PAGE 6|
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THE INTERRUPTING IDEA

JEAN JACQUES ROUSSEAU
“ Every general ilea is purely intellectual; let the imag

ination play with it, and it becomes a particular idea."

Advertising’s 
Someday

Some day there will come a man in whom 
are met the experience of the years, the pre
science of the prophet, and the voice of the 
leader.

And he will give form to his burning con
viction, somewhat as follows:

“ I have made a decision about advertising.

“You may take your nice advertisements, 
your impeccable advertisements, your sub
tle advertisements. Take of all them. They 
influence no one but him who creates them.

“You may take your cold advertisements, 
your fact advertisements, your reasoned ad
vertisements. They persuade no one but 
him who writes them.

“Such advertisements do not generate any 
more power than a dummy dynamo. But —

“Give me advertisements that are human, 
—that stir human imaginations, that play 
upon human emotions, that rouse human 
tendencies.

“Reason? Yes, but reason only sanctions.

“Look at the masterpieces of literature,— 
the writings which have moved entire ages, 
entire nations. What is the secret of their 
power? They trafficked not with cold cer
tainties or vague subtleties; they dealt in 
men’s hopes, aspirations, doubts, and fears. 
They were alive.

“ Look at the masters of oratory,—the men 
who swayed vast congregatioi s of people. 
Did they talk as lawyers presenting briefs, 
or announcers only stating facts? No, they 
appealed to their human audiences where 
they were most human.

“My advertising must be built around an 
idea. Without an idea, an advertisement is 
just words, just pictures. With an idea, a 
real idea, it is a force that causes things to 
happen. The world’s greatest wars have been 
waged over ideas; the world’s greatest move
ments have been hitched to ideas. An idea 
is mental dynamite.

“And that idea must be dramatized. It must 
be made Interrupting. Pictures! — but pic
tures which put the idea into the human 
drama. Copy! But vivid, pulsing paragraphs 
which make the idea live, move, compel.

“The advertisement which gives wings to 
the imagination, which looses thq.emotions, 
— that is the advertisement I must have.

“ Produce it for me, and I will show you ac
tion in the minds and markets of the world.”

For ten years, Federal has proposed and 
preached and practiced the Interrupting 
Idea; and in its current campaign for Can
adian Pacific World Cruises you see such an 
idea — Gateway Ports of the World—elab
orated w:th the enthusiasm that Interrupt
ing Ideas always induce.

“The Interrupting Idea” is also issued 
as an independent publication, printed on fine 
paper. Executives who wish to receive it reg
ularly are invited to write to the Federal 
Advertising Agency, Six East Thirty
ninth Street, New York.
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Anent—The CONSUMER 1»
ONCE a man had a hundred thousand dol

lars to spend in advertising women’s 
hosiery. Naturally, before deciding where

and how, he got all the facts. He found that

“What abouth 
“What can I d I 
and what ther’7

$100,000 his money would buy one page in three lead
ing women’s magazines for five insertions in
black and white. In this way he could reach

He studied thify 
fact-and-figun h

1 page

5 times

5 million 
families

20%cov’ge

33% effect

7% power

a grand total of something like five 
families or get a twenty percent cover
age of the country’s possible pur
chasers.
This man was wise and he went 
further—into the stores where the 
women he knew went for hosiery, 
into other stores where his laundress 
bought hers. He sent many assist
ants to do likewise. At length he de
cided that even if every reader of his 
advertising were “sold” (golden 
dream) not over one-third of the total 
could find his product where the final 
sales are made. More figuring, with 
a definite decision that the net power 
of his advertising might conceivably 
reach seven percent, could not go 
higher.
There is no knock at consumer ad
vertising in this, even in relation to 
lines where the merchant’s judgment 
predecides the brand, but our busi
ness (and everybody’s business) de
mands that we make every dollar do 
all the hard work it can. Read what 
our hero actually did with his money.

(The “dry goods” merchants of this country already have a 
clientele of a hundred million purchasers! The favor of 
the merchant, who buys in advance of consumer preference, 
who at all times controls community buying, is essential— 

first, last and always. q The ECONOMIST QROUP 
regularly reaches 45,000 executives and buyers in 35,000 
foremost stores, located in over 10,000 centers and doing 
75% of the total business done in dry goods and allied lines. 

S “It is easier by far for a thousand stores to influence a 
million people than vice versa.’’)

learn what heoi

The ECOTfl
DRY GOODS EC3Î 
MERCHANT-EC(N
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ice of DEALER Advertising
tprs?” said he. 
t the merchant,

ap orders to his 
I ras amazed to 
I hlf his original

WlrjnäAdler^c

sum. For fifty thousand dollars he could buy 
a two-page spread with extra color, in twenty- 
six issues of all five editions of the ECONO
MIST GROUP, whose merchant-subscrib
ers pretty well predecide the purchasers of 
twenty million families. He learned that the 
ECONOMIST GROUP covers the stores 
that do seventy-five percent of the total busi

ness done in dry goods and allied 
lines. He found that his advertising 
might be ninety-seven percent effi
cient (since in 97 cases out of every 
100, the judgment of the professional 
buyer, not the request of the shopper, 
decides the brand bought). Apply
ing efficiency to coverage, he arrived 
at a final figure of almost seventy- 
three percent possible power. “Let’s 
go!” said he, and he did—with glori
ous success.

This is not an unusual case. Results 
in a market so powerful, so earnest, 
so alert are quick and tremendous. 
Where product and policy are right, 
where promotion is wisely planned, 
advertising to the merchant can do 
almost everything.

Think of the consumer influence of the 
merchant’s selection, the merchant’s 
personality, the merchant’s promo
tion! Think of the piled-up power of 
dealer advertising !

$50,000

2 pages
(with color)

26 times

20 million 
families

75%cov’ge

97% effect

73% power

r GROUP
l National, Weekly) 
: Zoned, Fortnightly)

These other business papers, also the leaders 
in their various Gelds, are published by the

UNITED PUBLISHERS CORPORATION
The Iron Age, Hardware Age, Hardware Buyers Ca
talog and Directory, El Automovil Americano, The 
American Automobile, Automobile Trade Directory, 
Motor Age, Automotive Industries, Motor World, 
Motor Transport, Distribution and Warehousing, Boot 
& Shoe Recorder, Automobile Trade Journal, Com
mercial Car Journal, Chilton Automobile Directory, 
Chilton Tractor & Equipment Journal, Chilton Tractor 
& Implement Index.

TEXTILE 
jmvubm©«
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Producing Dealer’s Display 
Cards That Get Used

By Ralph B. Milbourne

HAVE you ever taxed the Sales 
Department for their inabil
ity to get up display cards on 
counters, walls, or in windows, and 

had them come back at you with ex
planations for their “failure” which 
somehow didn’t quite satisfy? That 
was a problem with three advertis
ing managers who as old friends 
meet periodically to discuss their 
difficulties. Their lines differed 
widely and are distributed through 
entirely different classes of retail
ers. And yet they found that com
ments from the trade on their dealer 
displays were very much the same.

One of these three houses has 
over 16,000 customers on its books. 
Another has 12,000 dealers. The 
third sells his line through only 
6000 outlets. All enjoy a business 
of national scope.

These gentlemen hit upon the idea 
of conducting a joint investigation. 
They felt that they might get more 
valuable information if they simply 
asked the dealer in a general way to 
tell what forms of display cards 
most appealed to him, what kind he 
nearly always put up, and what kind 
he nearly always threw away.

Evolving a questionnaire, each ad
vertising manager sent it to one 
hundred dealers on his company’s 
books. So three hundred dealers 
were covered. They were evenly dis
tributed throughout the country and 
represented all types of outlets from 
the crossroads general store to the 
highly specialized metropolitan 
shop. Some dealers did not answer. 
So other dealers were written to 
until three hundred dealers in all 
had turned in answers.

Some of the surprises that came 
to the investigators were these:

That practically one-third of the 
dealers said they did not favor the 
use of manufacturer’s display cards. 
That 265 of the 300 retailers de
clared that nearly all display ma
terial was too large. That the aver
age display card is merely a re
minder and thus actually has no 
selling value.

These and other points will be
considered here.

The idea of “reminding” the con
sumer of a product at the point of 
sale is responsible for a great deal 
of waste in store cards and displays. 
Representative of many comments is 
the criticism of a Texas dealer who 
was formerly an advertising so
licitor with one of the newspapers. 
“Sell ’em—don’t tell ’em,” he writes, 
“should be the test for store cards. 
Too many displays supplied by the 
manufacturer merely remind. A 
card that says ‘Jones’ Laundry Soap 
goes further’ is better than a card 
that merely says ‘Jones’ Laundry 
Soap.’ As a dealer I would expect 
the card to be still more productive 
if it says ‘Ask us for Jones’ Soap. 
It goes further.’ ” This comment 
illustrates three successive steps in 
display cards:

1. The mere reminder.
2. Reminder plus sales point.
3. Reminder that brings dealer 

into the picture and includes selling 
point.

The more thoughtful dealers seem 
to prefer the third type of display, 
and Type 3 usually stays up a lot 
longer than Type 2, while Type 1 is 
too commonly thrown away.

In short, the best display is that 
which the dealer instantly feels will 
help him sell the goods. Brand 
name alone is not sufficient.

NEARLY every manufacturer 
sells through high-grade and 
low-grade dealers, exclusive shops 
and cheap stores. And of course 

there is the intermediate trade. One 
manufacturer has found that it pays 
handsomely to get up different types 
of trims for these different types of 
dealers. Formerly he straddled— 
aimed his trims at the middle class 
store. High-grade dealers said they 
“weren’t dignified enough.” Cheap 
stores said they “weren’t attractive 
(flashy or showy) enough.” Today 
this advertiser produces two sets of 
displays, one set somewhat dignified 
and the other in brighter colors and 
of more pronounced design. He 
was at first inclined to continue his 
middle-course cards for the middle
class trade, but he found by expe

rience that either of the other two 
types of displays were very accepta
ble to the individual retailer in 
middle class.

GENERALLY speaking, the bet
ter type of dealer is not exactly 
eager to put up manufacturers’ dis
plays. This is proved out in a simple 

way by the fact that displays, cards, 
etc., are used most freely in the 
poorer parts of the average city. To 
get the dealers in the better streets 
to use the manufacturer’s store ad
vertising material these test ques
tions may be helpful in any prepara
tion work. I make no attempt to list 
them in the order of their impor
tance, as this will vary in different ‘ 
types of businesses and with varying 
types of retailers.

1. Does the display logically and 
unselfishly fit in with the retailer’s. 
business? Good dealers resent mak
ing their stores mere posting loca
tions for the manufacturer.

2. Does the display fit in with the 
manufacturer’s advertising in maga
zines, newspapers, or other media? 
Manufacturers are sometimes tempt
ed to accept a freak design sub-, 
mitted by a printing house which 
may not at all join hands with the 
regular advertising.

3. Has a method been worked out 
which will enlist the interest of the 
salesmen in getting the displays up?

4. Is the appeal in the display 
timely?

5. Is the size known to be suit- I 
able? In cases of doubt it may be 
well to submit sample sketches to a 
number of dealers before producing 
the finished designs.

6. Is the text as brief as possible- 
and yet containing a sales point? | V

7. Is the display material packed 
in such a way that it will reach the 
user in perfect condition?

8. Is some means devised where
by the dealer will be interested in * 
advance in the display and thus more 
apt to use it?

9. Is the display so simple that a 
fairly intelligent boy can put it up?

10. Is it strong enough to with
stand extra rough handling either >

[CONTINUED ON PAGE 59]
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A Billion Dollars More!
That is the present estimate of 
the increase in value of the 
farm crops for 1924.

This vast increase in the pur
chasing power of the farmer 
is sure to be felt by merchants 
the country over. Those who 
will most benefit by it are 
advertisers who present their 
products to him through a 

publication which reaches all 
sections of the country and 
which has his full confidence.

With over 1,200,000 national 
circulation, and a record 
showing nearly 50 years of 
service to farm people, The 
Farm Journal has gained for 
itself the position of being 
first in the farm field.

NEW YORK PHILADELPHIA CHICAGO SEATTLE SAN FRANCISCO LOS ANGELES
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How Do They Bi
By Price?—c1

PURCHASERS advanced in years are notorious bargain-hunters. The normal I I 
conservatism of age makes price the prime factor.

The time was when a shopping tour was a glorious adventure in possession. I 
Today, dimmed enthusiasms make it only an investigation of values.

The comment now follows the conventional form of—
“How much is this? Really? Why I saw the same thing yesterday at Black- | 

wood’s for 67 cents! Have you nothing else?”
To be sure, such purchasers must not be neglected—if the factor of price plays 

an all-important place in your selling plans.
But—

Photopl^
Predominant win}

James R. C®
c. w. vu

750 N. Michigan Avenue, Chicago 221 West 57tl
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Your Product?
I ’reference ?

WOULDN’T you rather sell to those who buy from preference ^from the 
pride of possession rather than prejudice about price1

These “preference purchasers” are the young men and women of America in 
the age-group of from 18 to 30.

With these eagerly-minded buyers, price is not the primary consideration. It 
is prestige that plays the predominant part in influencing the final decision. Warm 
instincts stir; enthusiasm triumphs over calculation.

It is this rich “preference market” that is offered to reputable advertisers by 
Photoplay Magazine. Your sales-messages in its pages go straight to the buying 
hearts of the country, hearts which still beat high when an appeal is made to any 
of the instincts that dominate Youth.

Magazine
Age Group 

)l her
'brig Manager

Bk 127 Federal Street, Boston
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Sook 
that will 
help you

Pittsford’s Manual 
for Advertisers

A greatly enlarged edition of Pittsford’s Ad- 
Type Manual. 224 pages of helpful, concise 
information for producers of advertising. 
Practical, non-technical and fully illustrated.
Not intended for promiscuous distribution, 
but will be gladly sent — without cost or 
obligation—to executives and buyers of print
ing in Chicago and vicinity, who write for a 
copy on company stationery, giving name, 
address and official connection. To all others, 
the price of this advertising text book is $2.jo.

BEN C. PITTSFORD COMPANY • CHICAGO 
433 South Dearborn Street

TYPOGRAPHERS

How about an agency’s own adver
tising? If it doesn’t sell its 
own goods by advertising, why pay 
it to experiment with yours?

See Berrien’s Big Black Book

©

Don Smith Goes West
।

[CONTINUED FROM PAGE 23]
• 

jobber is not overrun with salesmen; 
and typical western merchants of . 
this kind like to do business in an 
unhurried, informal way. Booking 
an order is somewhat of a cere
monial, preceded with a certain I 
amount of shirt-sleeve sociability, a 
discussion of politics, crops and gen
eral gossip. They enjoy being 
friendly, and it is usual procedure 
to just “visit” the first day without 
mention of business. Then the fol- . 
lowing day you are expected to open i 
right up with your order book and 
pencil and get down to work. A 
man calling on trade of this char- ’ 
acter can rarely sell them the first . 
time, as they want to feel you are 
permanent and that you are going ' 
to be thoroughly honest and square ' 
before they will do business with ■ 
you. The high-pressure salesman j 
finds his dynamite quite ineffective , 
until about the third call.

ON this particular occasion, while 
the jobber and myself were try
ing to elect the next President be

tween us, the ’phone rang and the 
man on the other end of the ’phone 
introduced himself as the sales man 1
ager of a Chicago canned meat house, i 
waiting to make an appointment 
for an immediate interview. The , 
jobber told him to come right over, 
and he sure did. He bustled in with . 
all the dramatic self-assurance of a 
typical eastern executive, laid his 
card on the desk with a flourish, 
pulled out his watch and started off 
with: “Mr. Brown, I dislike to hurry 
you, but I expect to sell you on my : 
proposition in fifteen minutes. The 
only train out leaves in twenty, and 
I must catch it or I will be stuck 
in this ‘burg’ over night.”

Right there he committed the un- ■ 
pardonable sin of hurrying a west- ( 
ern merchant with eastern tactics. I 
I could see Brown get red behind 
the ears, and that high-pressure . 
S. M. was through before he started, 
He caught his train, without remov
ing his yellow gloves to soil the 
order book, and when he left Brown 
simply remarked: “I was waiting 
for a salesman from that house to 
call, as I wrote them I wanted to 
take on the line; but he was in such 
a hurry to catch his train I didn’t 
want to make him stay in this ‘burg’ 
over night just to write up my 
order.” And you can be sure it will 
be a long time before this jobber 
stocks that line.

In Brown’s modest explanation we
get a flash of the psychology of the

Goode & Berrien,
Advertising Counsel, 19 West 44th Street, New York
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typical western small town mer
chant. Solid, easy-going citizens 
who want people they do business 
with to be as friendly as they are 
themselves.

It takes the average eastern sales
man a full year to adjust himself 
to these conditions. There is one 
district manager on the Coast who 
is particularly successful in absorb
ing men from the eastern force. He 
makes it a point always to have 
such a man first travel for two or 
three months with one of his old 
native salesmen and listen in with
out doing much actual selling. This 
oldtimer is thoroughly posted and 
knows what is expected of him, and 
he takes a keen delight in remold
ing any promising young chap. On 
the other hand, if the eastern man 
has been sent out with a successful 
record and in the way of a promo
tion, he is led to believe that in view 
of his success he is expected to use 
his ears as an observer and make 
recommendations for building up the 
territory. In that way there is no 
slap at the man’s pride, and in two 
or three months the transformation 
takes place insidiously. The next 
step is to put him to work in one 
of the larger Coast cities for five or 
six months, and by that time he has 
forgotten his New York mental as-
sociations and it is usually safe 
send him into the back country 
the Rocky Mountain territory.

We are constantly hearing 
young men who feel the urge

to 
or

of 
to

come west. To these I want to point 
out the obvious moral in this story. 
By all means take Horace Greeley’s 
advice, but don’t forget that when 
in Rome you are supposed to do as 
the Romans do. Otherwise buy a 
return trip ticket and save money 
for the firm.

The Lumber Manufacturer 
and Dealer

New name for Lumber, formerly 
published weekly in St. Louis. Publi
cation has recently established branch 
offices in Birmingham, Ala., and Se
attle. Wash. Will appear fortnightly 
in the future.

Glaser & Murks, Inc.
Boston, have been appointed adver-

tising counsel to Nichols & Stone Com
pany, makers of Windsor chairs, ~ ’
ner, Mass., and for the Town 
Company, Boston.

Gard- 
Taxi

Stephen B. Brigham
Formerly with the American office

of The Northcliffe Press, has been ap
pointed American representative of 
The Oceanic and European editions of 
The Chicago Tribune, with offices at 
512 Fifth Avenue, New York.

Fall Schedules
A DVERTISERS that are to 

be represented in the Cin
cinnati market this Fall are us
ing The Enquirer to bring their 
message to Cincinnatians.

They are using The Enquirer 
both daily and Sunday because 
it is the one paper that reaches
everybody. A recent survey
showed that it goes into 104,000 
out of 106,000 homes.

National Advertisers are follow
ing the lead of Local Advertisers 
—and are buying not only the 
circulation of a newspaper but
what it
power.

represents in buying

The

CINCINNATI
ENQUIRER
One of theWorld’s (greatest Newspapers

I. A. KLEIN 
50 E. 42nd St. 

New York

I. A. KLEIN
76 W. Monroe St.

Chicago

R. J. BIDWELL CO.
742 Market St. 
San Francisco
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MY son, Odds, Jr., aged seven, is 
just arrived at the point where 
he makes a good advertising 
laboratory. He is an omnivorous reader 

of the advertisements in the children’s 
publications he receives, and every 
once in a while he is so impressed with 
one that he reads it aloud to his mother 
or me.

Only last Sunday I was taken on an 
advertising pilgrimage to the Beechnut 
plant at Canajoharie; and at the same 
sitting I was regaled with a list of the 
valuable prizes—free prizes—one pub
lication would give a boy for securing 
only four subscriptions.

But what I started out to tell was the 
jolt it gave me recently when the lad 
asked skeptically of a certain adver
tisement he had just read, “Is that a 
true story?” In my childhood, type 
had all the authority necessary to 
establish truth; but apparently the 
present generation of seven-year-olds 
has grown much more literarily and 
advertisingly sophisticated!

Copywriters on children’s accounts 
please note!

S. Keith Evans writes: “Dear
Brother Bodkins—You may remember 
that the original name of the Pilgrim 
Publicity Association was ‘The Boston 
Ad Men’s Club,’ and it met at Rowe’s 
Wharf ‘At the Sign of Four Lanterns.’ 
It was not as dignified as this new 
name, ‘Advertising Club of Boston,’ 
sounds; but it certainly was a fine old 
club ■ ’ ’ —to belong to.” 

was, indeed!
—8-pt—

It

I bought a book today and in it 
I found a slip reading:

“This volume is the product of the 
most approved practices in book
making. Editing and proofreading 
have been done with utmost care. The 
type matter is easily readable and is 
well printed on a paper selected to re
duce eye strain to a minimum. The 
binding is durable and business-like in 
its uniformity.

“These things combine to make this 
volume a genuine example of book 
craftsmanship—a substantial guar
antee of the valuable information it 
holds.”

This brief appreciation made me see 
the book with new eyes. It seemed 
much more individual as a volume, 
and worthy of greater respect than one 
accords an ordinary book.

“Why do not more manufacturers 
accompany their products with some 
such appreciation as this?” I asked 
myself. “If people could be made to

THE ô-pt PAG
Bodkins

I see by the papers that the electrical 
appliance people in solemn convention 
assembled have voted to abolish the 
term “broadcasting” in favor of 
“radiocasting.”

Now it will be interesting to see how 
long it will take to get the new term 
into our language and edge the old one 
out.

What with Life and Liberty, all that 
is needed now to make our newsstands 
complete is for some enterprising pub
lisher to bring out a magazine styled, 
The Pursuit of Happiness!

“Why are nearly all American adver
tisers so deadly serious in their adver
tisements?” I asked myself as I studied 
this group of humorous Swedish lino
leum advertisements which I ran across 
in the Armstrong Cork Company’s 
little paper, Linoleum Logic:

ANDRA
IS LINOLEUM-MAGASIN

LINOLEUM
lAgata

GÖTEBORGS 
LINOLEUM-MAGAPED«

^lUNOlXUH
' " Di .'J #i

MIN

In my cub days I was told solemnly 
that humor was a dangerous tool for 
advertising men to use. But I’ve never 
been completely convinced. If it is 
dangerous, I think perhaps it is the 
kind of danger represented by a very 
sharp knife—dangerous in the hands 
of an inexperienced youngster, but 
mighty effective in the hands of a 
skilled carver who knows how to use 
its keen edge for his purposes.

see the pains and quality and integrity 
that go into many products, they would 
hold them in much higher regard, and 
he wonderful word-of-mouth advertis
ers for those products.”

They tell a good story on the saxa- 
phone player of a jazz orchestra that 
played one night at a Chicago ball. 
This saxaphonist had something on his 
hip, and between pieces he slipped out 
onto a dark balcony and sampled it 
generously.

As the evening wore on his playing 
grew worse and worse. Finally he 
made such a sour mess of one piece 
that several of the dancers sought out 
the chairman of the dance committee 
and urged him to do something about 
it. The chairman, a young man more 
celebrated for his social prowess than 
for his physical courage, reluctantly 
approached the saxaphone player, 
determined to say something so sharp 
that it would serve the double purpose 
of bringing him to his sober senses, 
and stopping the trips to the balcony.

“Say,” he began, addressing the 
player in his severest tone—

“Huh?” demanded the drunken 
player, leering so belligerently at the 
young man in the boiled shirt that the 
shirt seemed suddenly to be about three 
sizes too big.

“Wha-a-a-what was that piece you 
just played?” stammered the social 
lion, abruptly changing his mind about 
his speech as he cowered before the 
saxaphonist’s bloodshot gaze.

The saxaphonist tried to focus on 
his music, then shook his head and 
turned to the leader at the piano. “Bill, 
here’s young man wants know wha’ 
was piece we jus’ played.”

“On the Back Porch,” announced i 
the leader.

“Funny,” declared the saxaphonist,; [ 
again focusing his unsteady gaze on 
the music on the rack in front of him, ll 
“I was playin’ ‘The National Blues.’” H

There seem to be quite a number of | 
saxaphone players going around the 
business world these days playing “The 
National Blues,” while the real orches- j 
tra of business is busy playing a piece 
that is in tune with the inherently | 
sound and prosperous condition of the 1 
country.

The next time one of these gloomy- 
minded saxaphonists begins his dirge 
in your presence let him talk for a few ! 
minutes; then break in on him abruptly I 
and tell him this story!
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Usino- Advertising as a* & o g§ rg
Direct Sales Tool 2

A N idea of the manner in which 
1 /\ the Kalamazoo Loose Leaf 

Binder Company is using its 
advertising as a direct sales tool 
may be had from the illustration 
below. When the company’s first 
advertisement appeared in the 
Saturday Evening Post, the sales
men were sent a list of all Kalama- 
joo customers who had an adver- 

■ tisement in the same issue. The 
salesmen were supplied with 
stickers reading “A User of Kala
mazoo,” and were instructed to paste

2

2

2

2

2

2

2

2

2

?

\ 2

Washing Machines
Radio Sets Complete 
Kitchen Ware
Toys and Wheel Goods 
Rags and Floor Coverings

□ 
□

□
□

HAT do you actually know about the 
markets for your goods? Not the retail 
outlets you’ve been selling year in and 

year out, but the possibilities for increasing your 
sales in a new direction.

2

2

2

2

2

2

2

2

2

2

them upon each advertisement of 
the companies listed.

Salesmen of most products are 
always meeting the question “Who 
(Uses It?” and the Kalamazoo field 

I men were quick to sense the value 
of this method of presenting a list 
of users. Some of the salesmen have 
worked out a complete “first call” 
presentation of the line without 
resorting to the sample case. As 
they turn the pages of the maga
zine with the stickers pasted up, 
they call attention to this or that 
customer who is using a certain 
product for a certain purpose.

I The salesmen are unanimous in 
agreeing that this original method 
of presentation is a novel and 
decided advantage over the old plan 
of printing a list of users. It affords 
the salesman an opportunity for 
.direct work without the necessity of 
breaking too much ground.

2

s
2

2

Thomas R. Shipp
Formerly Washington representative 

'of the William H. Rankin Advertising 
(Agency, has been appointed managing 

director of their southeast division, 
with headquarters in Washington.

Result—greater production. Better quality 
at a lower price is then possible because of lower 
operating expense. Walch sales in present out
lets spurt ahead when that happens.

Above are listed five products whose big op
portunity is NOW, in the furniture store. Check the 
one you make or sell. Return this advertisement 
to us with your name on the margin. We’ll tell you 
frankly what is being done and what can be done to 
stimulate buying in the furniture field.

OKe Qrand'Rapids
FURNITURE RECORD

Grand Rapids, Michigan

2

2

2

2

£

2

2

2
*MM M M MMMMMM M *

$15.00

.. ' ■

HANTS 0

The one complete Buyers’ Guide, 4300 pages, 
9 x 12, aims to include all manufacturers, re
gardless of advertising patronage, but se

cures preferred attention for advertisers. 
The only one in the “Paid” Circulation 

class, the only A.B.C. Member.

THE BUYERS MASTER"KEY
TO ALL AMERICAN SOURCES OF SUPPLY

yy aniea, oraerea, piiiu lor ana
by those imiwrtant buyers in all 11 ne a which 

demand the best aa a rule, they use it exclusively—aub- 
stantlal foreign circulation. More than 2000 advertiser»— 
Including many of the biggest mnnnfacturera, financial 
Institutions, etc.

Thnmas Publishing Company, 461 Eighth Ave., New York



44 ADVERTISING AND SELLING FORTNIGHTLY August 13, 1924...........— —I..I. ...........................................................................................................II I ........ _ I ,

AUTOMATIC - MOTION 
COLOR-ILLUMINATION 

without Mechanism

Animated Signs-Displays 
designed to help sell 
your Product in the win
dow or on the counter.

Ask About Our

“MYSTIC MIRROR” 
a novel method of attracting atten
tion to your Product. Write for 
particulars or visit our office to 
see for yourself.

ANIMATED PRODUCTS 
CORPORATION

19 W.27" St NewYork

öfo STAN DARD 
ADVERTISING 
REGISTER,

Gives You This Service:
l.The Standard Advertising 

Register listing 7,500 na
tional advertisers.

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

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

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

5. Special Bulletins. Latest 
campaign news, etc.

6. Service Bureau. Other in
formation by mail and tele
graph.

Write or Phone

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

799 Broadway, New York City 
Tel. Stuyvesant 8346

Moving Factory to Reduce 
Manufacturing Costs

[CONTINUED FROM PAGE 14]

It is readily seen, then, that here
tofore the aspect of marketing and 
distribution in the United States 
was one of constant change of base, 
geographically speaking. But today 
we are ready to “settle down.” The 
settlements have grown into towns, 
which have later grown into cities, 
with a concentration of buyers. 
Other changes have come.

THE same is true of other factors.
New methods of working, new 

sources of power, new machinery 
have been developed and have 
changed the old conditions. The 
factory that was strategically lo
cated fifty, or even fifteen or twenty 
years ago, is now compelled to work 
under a stifling overhead because of 
these changes. A new one must be 
started under more advantageous 
conditions if it is to live at all.

Competition daily becomes more 
intense; fractional adjustments are 
more and more compulsory. To 
meet them it is essential that costs 
be kept as low as possible. This is 
an era of large quantity production 
and low price. “More for your 
money than others can offer” is the 
modern slogan. With foreign com
petition this is especially important 
because of the relatively much 
higher cost of labor in this country. 
To add an unnecessary location 
burden atop of a handicap of high 
labor cost is doubly dangerous. The 
best possible location is a natural 
advantage which every manufac
turer should have. Even if he be 
fortunate enough to be independent 
of competition, he is, rarely indeed, 
superior or indifferent to added 
profits.

A considerable number of Ameri
can manufacturers are at present 
accepting as inevitable an overhead 
which is from 10 to 20 per cent 
higher than it need be. They are 
either paying too much for their 
power, too much for the delivery of 
their raw material, too high a price 
for the type of labor required, or the 
distribution cost after the goods is 
made is too high, due to an abnormal 
distance from the center of distribu
tion. The fault may lie chiefly in 
labor turnover, which is traditionally 
costly and which might be obviated 
or reduced by a relocation.

A detailed comparison of location 

factors is often illuminating as to 
comparative profits. The manufac- : 
turer who is located at a disadvan
tage and who is operating upon a 
dangerously narrow profit may be 
quite as capable a manager, have as 
good as or better a product, and as 
comprehensive a distribution as his 
competitors who are making bigger If 
profits without such hard work. By j 
calculating where his costs are 
higher, it is often possible to greatly ' 
increase his money-making power by 
changing his location. \

Of first importance is a reckoning 
of nearness to source of raw mate
rials, and the point of greatest near
ness to market. The cotton industry 
is an instance where it has, in many 
cases, been found more profitable to 
move nearer the source of raw ma
terials, which was also nearer to the 
center of distribution. There has 
been, in the last decade, a decided 
increase in the number of cotton 
manufacturers who have removed 
their manufacturing, either in whole 
or in part, to the South. Sometimes, 
as the market is enlarged, the cost of 
shipments goes up alarmingly be
cause shipping is done over the 
longest distance instead of the 
shortest.

IN choosing a new location, careful 
investigation not only of exist
ing conditions, but also of the trend 
and possibility of change is required. 

While it is impossible to foresee 
every contingency, many of them are 
written plain if time is taken to 
observe them. The waning of power 
supply, the tendencies in production 
of raw material, the mutations of 
the market—all of these things are 
worth study.

In general, the relative costs of 
transporting raw material and fin
ished product, kind and quantity of 
labor supply needed for the most 
economic operations, source of 
power, living conditions, cost of 
space and convenience of site, build
ing conditions, and similar factors 
are of first importance in consider
ing either a new location or a re
location. The fact that some enter-i < , 
prising and over-enthusiastic com- ' 
munity offers ground at little or no a 
cost is no indication that it would k 
not be ultimately more profitable to U 
go two or three hundred miles away |
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—especially the Young Folks

THERE may have been an era outside of 
Sunday school books when children were 
seen and not heard—much; when the 

adolescent male had to sprout whiskers and the 
female gather wrinkles before they became 
accredited members of society. But times, as the 

song writers remind us, have changed since 
father was a boy. Ever since the war the 
so-called younger generation has been on 
the cosmic consciousness and conscience. 
A girl now enters society at an age which 
previously entitled her only to give up 
dolls. Young men move faster and earn 
more in business than their fathers did. 
(How long have some of you hoary adver

tising men who read this been out of college?)
In consequence of these social changes, the 

young idea must be reckoned as an advertising 
target of first importance.

Consider the course of the Sweeneys, the 
average American family. Along about the time 
the wolf has been scared from the door and 
progeny are advancing in age', in grace perhaps, 
and in what is assumed to be an education, Mr. 
and Mrs. Sweeney have settled down. Mr. 
Sweeney enjoys a deserved feeling of accomplish
ment at having found some place in the world. 
He still has his ambitions, but in his heart he 
knows he will never be a world-beater. Other 
men may go farther, fare better, find more money, 
live in larger houses, make the front pages, smoke 
better cigars without inciting him to envy or 
inspiring him to effort. And Mrs. Sweeney has 
begun to admit that she is getting—well, a little 
stout; and has definitely abandoned any ambition 
of becoming a movie actress, a business woman, a 
perfect housekeeper or of knocking the Four 
Hundred for a goal. Mr. and Mrs. Sweeney are 
sedative with middle age. The starry heights, 
green pastures and far calls no longer move or 
molest them.

* * *

AT THIS point Nature gets in several good 
licks at replenishing the earth with new 

k. aspirations, dewy dreams, incandescent 
illusions and fresh assortments of the goods and 

chattels of this world—via the ignorant, ambi
tious and intense younger generation.

This new force is first felt at home. The 
Brussels carpet that still looks as good to Ma and 
Pa as the day it came from the mail order house, 
gives way to the juniors’ propaganda for rug 
replacements. The mission furniture with 
the indomitable upholstery elegantly fin
ished in imitation leather, is given the 
raspberry by the growing daughters; they 
drag Ma down to see something swell in 
mohair or brocatelle. And if the bankroll 
can possibly stand the strain the elders are 
gradually apprised of the fact that an 
automobile is an imperative essential.

While the Old Man still raises Cain with his 
tailor trying to get a fifty-dollar suit at the pre
war price, his sons overbid him on an outfit that 
includes plus fours. Ma will still snoop around 
the Bargain Basement while her married daughter 
takes over from a modiste a modest model at an 
immodest price. Many a girl whose mother 
haggled over the price of ham hocks can phone an 
order for petit pois, marrons glace, and antipasti 
without stuttering. The hard earned dollar of 
middle age moves nimbly as a nickel when youth 
starts to spend it. All this may be Bad News if 
you are the Old Man, but it must be good news 
if you are a business man because it means new 
markets.

TELL IT to Sweeney, the young Sweeneys, 
and make sales for today and tomorrow. 
Tell It first in New York where there are 

most young people, the most incomes, the most 
opportunities to make money, the most induce
ments to ambition, advancement and emulation.

Tell It first in The News, which not only has 
more readers than any other daily newspaper in 
America but probably more young readers (under 
thirty) than any other newspaper in the world. 
The circulation carries the message farthest and 
the tabloid page with its high visibility and atten
tion value carries it quickest—and at lowest cost. 
Get the facts.

“¿00,0°°

TELL IT TO SWEENEY has been issued in folder 
form. Write for the series on your business letterhead.

JYkw York's TictureJsiewspaper
25 Park Place, New York 7 S. Dearborn Street, Chicago
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and pay a seemingly exorbitant price 
for a site.

As in everything else, first cheap
ness is no indication of worth. It 
may turn out that, where female 
labor is needed, the men who make 
up the population are either too 
prosperous or there is too large a 
proportion of men without families 
or some other cause which will crip
ple the factory because the labor 
supply is limited and therefore both 
costly and uncertain. If there are 
other factories employing female 
labor it may be found that there is 
no supply at all. If a more or less 
specialized type of worker is in de
mand, it is better to locate where 
similar types are already settled. 
Bringing new ones into the com
munity is not always successful, and 
always expensive.

Transportation conditions are al
ways important. Competition of 
transportation lines is usually de
sirable, as any other situation often 
puts the manufacturer more or less 
at the mercy of the road as regards 
shipping facilities, while the road, 
in turn, is at the mercy of other in
fluences which may work hardship 
on the individual manufacturer. 
The probable location of the market, 
the distance from which raw mate
rial must be brought, shipping fa
cilities at intervening points—all 
these have their bearing.

AT one time when the balance of 
.the population was in and about 
New England, about all that needed 
to be considered was cheap power. 

As the population spread, however, 
and new sources of material were 
developed, many factories outgrew 
their old water-power, and found 
themselves at a tremendous disad
vantage as to location. Both un
finished and finished materials had 
to travel necessary miles, through a 
“neck” of the continent to their re
spective destinations, and many of 
these manufacturers have either 
moved away, in whole or in part, or 
have shown excessive costs.

Discoveries of natural gas have 
often drawn, with the sugar of low 
power cost, many industrial flies 
which have been left entangled and 
helpless with the waning of the 
power supply. Many of these have 
found, to their cost, that low power 
cost did not offset other rises. Only 
by a consideration of all important 
factors entering into cost of produc
tion can location be determined with 
any degree of assurance that the 
choice will, at least, minimize the 
difficulties as much as possible.

The choice between country (or 
small town) locations and city loca

tions involves rather more than the 
possible advantages of cheap lane 
and plenty of air. It may be thai 
there are no possibilities for living 
quarters for workers, that the com-, 
munity offers nothing in the way of 
amusement, or that certain churches 
are not represented. These things 
can be brought, but the cost of do 
ing so may be higher than the rela 
tive cost of differently chosen land 
not only in actual money outlay bu; 
in labor turnover during the forma 
tive period. If a city is chosen, cos: 
of living for workers, shipping o: 
local transportation congestion oi 
power costs and so on may be decid, 
ing factors.

CTLIMATIG conditions also hav< 
J their bearing, not only upon th 
actual manufacturing processes, bu' 
upon the workers. It is climate tha 

has concentrated manufacture s> 
markedly within certain sections o 
the United States; less than one 
fourth of the whole country. Bu, 
also in this section there is the great, 
est possible opportunity for workers 
so that where the invigorating mod 
erate climate is not a factor an, 
cheap labor is desired, the location o. 
a manufacturing plant outside thi, 
area might have great advantages 
Some other point where there is .. 
surplus of the type of labor require 
could succeed in reducing costs be 
yond any saving to be effected in th 
more densely populated section. ■

The gradual scattering of popv 
lation has also effected many change' 
in the way of enlarging plants b 
the establishment of branch mam 
factoring plants. Kansas City, fo( 
example, has become a sort of inter 
mediary point where much goods i, 
sold in the Southwest, and ha 
gained many large plants in thi 
way. By establishing a differer 
plant, the costs of shipping are r< 
duced as low as possible. Whereve' •’ 
refrigerated shipping is necessary 
regional distribution of plants i, 
essential if wide distribution is i 
be obtained.

Many manufacturers who hav 
indicated manufacturing and sellin 
ability in their own more or le? 
limited districts could repeat the1, 
success by establishing plants i 
various carefully chosen places i 
order to serve other districts. Tl 
market in one part of the country i 
for most products, just as good i 
the market in any other. This 
the theory upon which all the gre; 
chain organizations have been bui 
and they are illustrative of its su 
cess. Perhaps a better example 
the establishment of a Sears, Ro 
buck factory in Philadelphia. 1
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he layman it would appear that the 
•eal market for mail-order selling 
ies in the great farm districts, and 
t is true that it was from such diS- 
ricts that the company builded up 
ts business. But it is now found 
.hat the East, with a little cultiva- 
ion, offers great possibilities in 
spite of the frequency of shopping 
centers; and the company feels 
justified in building a plant to take 
•are of this territory and thus cut 
town shipping costs and delay. As 
i matter of fact, New York City 
tself, with a shop on every corner 
(almost) is, itself, a very good 
patron of the great mail-order 
nouses!I It comes to be a question of 
which, to the individual manufac
turer, is of first importance in en- 
ibling him to operate economically 
ind profitably, and if it is found that 
his location is actively against his 
success, it is certainly justifiable to 
simply transplant the whole business 
dsewhere, just as a plant dying in 
infertile soil can be placed elsewhere 
and flourish. A careful weighing of 
important facts will indicate where 
the point of success lies; and such 
an analysis and such a change would 
put the flush of health into many 
■low languishing businesses.

J. T. Roberts
Recently advertising manager of The 

Columbus Enquirer-Sun, has been ap
pointed vice-president and sales di
rector for the Southland Pecan Com
pany of that city.

Answer these questions!
Can your newspaper reproductions 

be improved!
Are you paying more than is neces

sary for Plates and Mats!
Do you believe the manufacturer 

who specializes in one thing can give 
you BETTER SERVICE!

Your answer determines your interest in Gagnier— 
Equipped with the world's largest Stereotype Foun
dry-a day and night shift of well-trained workmen, 
special machinery (much of which has been invented 
by the Gagnier organization), we produce the highest 
quality Plates and Mats at a very low cost.
With Gagnier Plates and Mats you get Gagnier 
Service. A Service too comprehensive to tell about. 
You must use it to know its. full value.
Let us give you actual evidence of Gagnier Service.

. Send us an order, large or small, easy or difficult, 
and see how we handle it.

If you advertise in newspapers we can show 
you how to save time and money on your 
Plates and Mats. Outline your require
ments. Let us quote Prices. No obligation.

GAGNIER STEREOTYPE FOUNDRY
The Gagnier Corporation

NEW YORK DETROIT CHICAGO
51 E. 42nd St. 222 N. Michigan Ave.

Paul G. Hobart
j Formerly with The W. E. Long Co., 
appointed advertising counsellor, in 
:harge of analysis, plan and copy de
partment of the F. W. Bond Company, 
Chicago.

lljred Austin
New York, will direct advertising 

for the Gropper Knitting Mills, neck
wear, same city.

GAGNIER
Jhe SLcoani^ed Standard

Allied Newspapers, Inc.
| Publishers’ representatives, New 
York, have established a branch at 

;215 Higgins Building, Los Angeles, 
which will be managed by Charles H. 
Moody, formerly advertising manager 
for The Western Farmer and Better 
Fruit, Portland, Ore.

H. K. McCann Company
Los Angeles branch will direct a 

ampaign in national publications for 
the Salt River Valley-Arizona Club of 
t'hoenix; will also direct advertising 
for. the California Coast Highway As
sociation.

“INCREASING DIRECT 
ADVERTISING RETURNS”

A New Book by Flint McNaughton 

Here is a book YOU need. Filled with 
practical, result-producing information. 
Outlines plaos for increasing returns in 
¡equities and sales; winning jobbers, 
creating demaod, etc. Shows adver
tising fundamentals. Explains right 
practices and winning methods. How 
to increase pulhng power in inquiry 
aod order cards, coupons, order blanks, 
etc. Analyzes coupons in magazines 
and trade papers. Just the informa
tion all ambitious advertisers want and 
can turn into profit. Illustrated by 
reproductions ot 201 advertisements. 
220 pp. Cloth. At Live Bookstores.

ENGRAVED 
LITHOGRAPHED

SEND FOR 
PRICES & SAMPLES

Selling Aid, 1304 Jackson Blvd., Chicug<

MOR’RJS orí
Ffche Arts
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Shifting Currents of Reader 
Responsiveness
By JFilliam Dunn Barrett

A FEW weeks since, a well- 
known New York newspaper 

„changed ownership and liter
ally overnight became a different 

paper—different in type dress, dif
ferent in its editorial page, different 
in its news, different in its features, 
different in just about all the ways 
a newspaper could be different, save 
in size and name.

From the public’s standpoint all 
these differences created a new news
paper personality. From the adver
tiser’s they create a new problem in 
space buying. This problem has to 
do with reader responsiveness, that 
intangible quality which determines 
the value of any publication as an 
advertising medium. Whereas the 
reader responsiveness of the old 
paper was a known quality among 
the advertisers who used it, the new 
paper is now in process of estab
lishing the reader responsiveness of 
its new personality.

This change was so abrupt that 
it could not be overlooked. But what 
of the dozens of publications—news
papers, magazines, business papers, 
farm journals—that are changing in 
reader responsiveness under our 
eyes all the time, yet so gradually 
that the change is scarcely notice
able? Need advertisers concern 
themselves with such changes?

For answer, consider the experi
ence of a certain mail-order adver
tiser. Ten years ago this advertiser 
finally dropped a well-known wo
man’s magazine from his magazine 
list because year after year it had 
failed to produce catalog inquiries at 
a profitable figure. For the next 
ten years nothing could prevail upon 
him to use that magazine. He had 
given it a thorough trial, he insisted, 
and it had fallen down.

Last year his advertising agency 
induced him to add the magazine to 
his list. In the ten years since 
he used it last it has apparently 
changed little. Its name is the 
same. Its size and form are the 
same. Its typography is the same. 
It is edited by the same editor. It 
has increased in circulation only to 

the extent of a normal ten-year 
growth, and its advertising rate has 
increased proportionately. In short, 
to all outward appearances the pub
lication has not changed in any im
portant respect during the past ten 
years. Yet when the season’s re
turns were in this magazine headed 
the mail-order advertiser’s list with 
the lowest cost per catalog inquiry 
of any of the eight magazines he 
used. In fact, whereas his next 
best medium (and the one which has 
been his best for five years) brought 
inquiries at .249, this magazine 
established a record low cost of .145. 
Had this result been obtained from 
one insertion only, he would have re
garded it as a freak result; but the 
second month (which is never so 
good with this advertiser) the newly 
discovered magazine produced in
quiries at .208 as against .302 for 
the publication which had headed 
his list for five years.

PUZZLED, this advertiser inves
tigated and discovered that some 
six or seven years ago the owners of 
the magazine under consideration 

became worried over the fact that 
theirs was not a responsive circula
tion and they took some very definite 
steps to develop a circulation with 
greater reader responsiveness. (Just 
how they did it is their own secret, 
but there can be no questioning the 
accomplishment.)

The mail-order advertiser is now 
reproaching himself for not having 
used this publication for the past 
five years.

On the other hand, this same ad
vertiser is seeing another magazine 
that has for years stood well up on 
his list gradually sink to the bottom. 
It has not actually gone back in cir
culation, but it has not gone ahead 
much, and for some reason its cir
culation is not as responsive as it 
used to be.

This fluctuation of reader respon
siveness is going on all the time in 
connection with all classes of periodi
cals. The experienced space buyer 
knows that a publication name is 

only a name, and that as an adver 
tising medium it is not the namt 
that counts, but the number and re
sponsiveness of its readers, in rela 
tion to the line rate.

Responsiveness depend;
largely on personality. Some 

magazines and newspapers hav»' 
warm, outflowing personalities that 
develop a reciprocal attitude on th« 
reader’s part that carries over intc 
the advertising pages. Others art 
more quiet and retiring, but friendlj 
and confidence inspiring, like a quiet 
and confidence-inspiring salesman 
Still others are cold and manage t( 
hold their readers aloof, as do som< 
salesmen.

This brings us to one of the mosf 
effective tests we can apply to de-; 
termine the reader responsiveness! 
of a periodical in advance of its use 
or in the absence of definite knowl 
edge of results obtained by othei 
advertisers in the same or som» 
similar line. That test is to meas 
ure the periodical against thes» 
questions:

What kind of salesman is this 
periodical editorially? Does it sue* 
ceed in selling its own news, its owi 
articles, its own stories, its own edi 
torials, its own features, to its ' 
readers? Has it developed a confi 
dence-inspiring personality to whicl 
readers would naturally respond? 1

It is the need of knowing th« 
answers to these questions thai 
makes the space-buyer’s job mon 
than a job of buying space. For h 
is not space, but reader responsive 
ness that advertisers must buy ii 
they are to invest their mone} 
wisely, and reader responsiveness 
fluctuates with changing ownership 
changing management, changing 
editors, changing editorial aims an< 
policies.

All this may seem very obvious 
but it is by keeping such obvious 
considerations in our minds all ths 
time that we keep alert to the shift 
ing currents of reader responsive 
ness in the periodicals we are usinf 
or perhaps should be using.



August 13, 1924 ADVERTISING AND SELLING FORTNIGHTLY

Program of Graphic 
Arts Exposition

fT^HE tentative program of the
I Graphic Arts Exposition and 

• Fifth Annual Convention of the 
International Association of Printing 
House Craftsmen, which is to be held 
in Milwaukee, Wis., August 18 to 23, is 
as follows:

Monday, August 18
10.30 a. m. to 12.30 p. m.

Reception-—Registration.
Convention called to order by William H.

Badke, President of the Milwaukee Club.
Invocation by Rabbi Samuel Hirshberg or 

• Rev. Gustav Stearns.
Address of Welcome by Hon. Daniel W. 

Hoan, Mayor of Milwaukee.
Response to Address of Welcome by Perry 

R. Long. First President of the Interna- 
«itional Association.

Formal opening of convention by Harvey 
H. Weber, President of the International
Association.

Appointment of committees.
Report of Credentials Committee.
Roll call of delegates.
Resolutions and amendments received and 

referred to proper committees.
Open forum.

1.30 p. m.
Opening of Exposition 

J Opening Address by Hon. John J. Blaine, 
Governor of Wisconsin.

- Exposition closes 10.00 p. m.
Tuesday, August 19

9.00 a. m. to 12.00 m.
Roll call and officers' reports.
Address by George K. Horn, President of 

the United Typothetae.
Report of Committee on Resolutions and 

Amendments.
Address, "The Relation of Technical 

Schools to the Craftsmen/’ by Dr. C. A. 
«Prosser. Director, Dunwoody Institute.

। Further resolutions and amendments re
ceived and referred to proper committees.

Address, "Cooperative Educational Ef
fort,’’ by John Clyde Oswald, Publisher, 
The American Printer.

Open forum.
Exposition 1.00 to 10.00 p. ni.

¡
Entertainment

Afternoon—2.00 p. m. Ladies visit indus
trial plant.

6.30 p. m. Banquet and ball.
Evening—S.30 p. m. Fireworks display 

at Baseball Park.
Wednesday, August 20

Roll call and report of Committee on 
i Officers’ Reports.

Address, "The Duty of One Man to An
other," by Rev. A. C. Fox, S.J., President 
Marquette University.

Reports of district representatives.
Report of Finance Committee.
Report of Committee on Resolutions and 

Amendments.
Address, "The Education of the Future 

Compositor," by James M. Lynch. President
elect International Typographical Union.

Further resolutions and amendments re
ceived and referred to proper committees.

Exposition 1.30 p. m. to 10.00 p. m.
Entertainment

Afternoon and evening, trip to Waukesha 
Beach.

Thursday, August 21
Roll call and report of Committee on Con

stitution and By-Laws.
Address, "Educating the Apprentice,’’ by 

Leighton Hawkins, Director of Educational 
Bureau, United Typothetæ of America.

Report of Committee on Resolutions and 
Amendments.

Address, "History of Printing," by John 
I M. Niven. City Attorney of Milwaukee.

Selection of next meeting place.
Election and installation of officers.

I Adjournment.
Exposition 1.00 p. m. to 10.00 p. m.

Entertainment
Afternoon—2.30 p. m. Ladies’ automobile 

trip through city.
Evening—8.15 p. m. Ladies' theater party.
Gentlemen—Smoker.

Friday and Saturday
Friday and Saturday Exposition.
10.00 a. m. to 10.00 p. m.

His voice is big and sonorous. He has a way when talking, of 
pounding the table, if one is near. If not, he chiropractors 
your lame shoulder.
If what he says doesn’t particularly impress you, his laying on 
of hands, he figures will.
He is a “good-looker” and a “loud-sayer” and has all the ear
marks of being a double page spread in colors. But when you 
come to add him up, he is just a space eater.
His wife, Aunt Sylvia, in contrast is but 5 feet tall, weighs 
only 95 pounds, and has a sweet clear, convincing voice, that 
makes you think of a vesper bell. She never raises it, but you 
always seem to hear what she says. She never clears her throat 
when she comes in a room, but you always feci and welcome 
her presence.
With advertisements as with folks, it has always seemed to us 
that it is quality that counts.
The Message is the thing.
That’s why we believe copy is paramount.
The size of the Ad. should be dictated by the size of the message, 
and not by the size of the appropriation.
If you agree, you will doubtless find we have other things in 
common.

¿iTHiLL Advertising Ageng
L. W. C. TUTHILL, President

1133 BROADWAY 
NEW YORK

hr SffdVerttsiiuj Sdesicpis

(Jelephone ,__
Madison. Square 7267

Harold W Simmonds 
37 East 28th Street 

vAeii'fyorfc Oily

Ubsters,U\CagazinctS fAM/spapertfilwstratioiis
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1
One of our clients has 

ordered another 15,000 
display cartons. His first 
order was for 10,000. 
Every carton means a 
$3.00 order. It stands to 
reason our mail cam
paigns must be getting big 
results or this client 
wouldn’t need so many 
boxes to fill orders. If 
you want more sales thru 
direct mail advertising, 
place your order now for 
September delivery. We 
are four weeks behind or
ders now.
Edward H» Schulze, Inc. 37 floorWoolworth Building; New York

Color in your 
Advertisement

Appropriate color is 
a vital asset to most 

u successful advertise
ments. Besides attracting the 

eye of the reader, it radiates 
the character of your product 
—it makes a definite impres
sion upon the mind of the 
reader. , - . >.
The principles governing color are 
qu;te as important as the principles 
which govern any other force. 
Every shade and hue embodies cer
tain powers of impression—negative 
and positive.

In choosing appropriate color for 
your booklet, circular, insert, cata. 
logue, etc., we invite you to con
sider our suggestions. You can 
place your color problems in our 
care—as other successful advertisers 
are doing.

SUPERIOR
COLOR. COMPANY?

CARL F SCHWENKER.Fr« 
«Makers efSuperior Printing Platts 

209-219 West 38“Street

The Advertising Wagon 
and the Star

[CONTINUED FROM PAGE 21]

In the little matter, therefore, of 
our producing a permanent impres
sion on the popular mind we’re not 
such dumbbells as not to know that 
talking about ourselves in a hap
hazard way won’t get us much for- 
rarder. The advertiser whose adver
tisements are not in some way 
trademarked sails a rudderless 
course. A brilliantly coined name 
like “Uneeda,” or the perpetual use 
of an actual name like “Ford,” has 
ofttimes gone a long way in winning 
—and holding—public attention. A 
hypothetical Eskimo, or Don-Mar- 
quisian Aunt Jemima, frequently 
serves mighty well in keeping the 
audience from walking out on the 
show. A striking slogan such as 
“A Skin You Love to Touch,” or 
“Built Like a Skyscraper,” has been 
made to bring home a good deal of 
bacon. And a fundamental appeal 
aimed at some universal weakness of 
the flesh, such as susceptibility to 
fear, pride, embarrassment, desire 
for success and so on, continuously 
applied, has done much in piercing 
through.

AGAIN, there is much more to the 
springs of successful life than 

just signs and symbols. There is 
subtlety. Without the aid of any mys

tic emblem, like (let’s say) the old
time cigar-store Indian, the cumu
lative value of continuity in the 
physical appearance of advertising 
—as they say, the “format”—it is 
quite observable makes an effective 
call to human nature. The consistent 
use of a typographic or illustrative 
style (as employed, for one example, 
in the LaFayette layouts) is a flash 
in advertising which says, “Here’s 
another message from so-and-so.”

This “ family resemblance ” 
throughout one’s public appearances 
has been fairly well proved by many 
veteran advertisers—from Adam on 
down to Messrs. Hart, Schaffner & 
Marx—to have just as great a value 
as the patent trademark. “Tickle 
your type and make it talk,” is a 
dictum of a great typographer. A 
style of type-face, or the repetition, 
maybe, of a distinctive border, may 
be made in time to tell instantly of 
the great name-blown-in-the-bottle 
brand.

Further, there is the manner of 

saying. Tiffany never says anything 
but “Diamonds, Pearls.” To say 
more would be to detract from that 
consummate smartness of effect. In 
fact, it would probably be ruinous. 
The casual reader of the papers spots 
Lord & Taylor as readily as he 
would Doug and Mary.

Continuity may be retained by an 
advertiser through years of cam
paigning, without sacrifice of va
riety. Witness: Campbell Soups, 
Yale locks, Mazda lamps, Camel. 
Other examples, various. The de
vice is a durable idea. In the case 
of Mazda, for instance, the theme of, 
so to say, the Greek chorus is Light.

MEN have risen to great power 
by riding day in and day out 
just a few simple ideas. Mr. Coolidge 
is such a man. He is not “full of 

ideas,” as the popular expression 
puts it; but he is full of his ideas. 
In his speeches the same thoughts 
recur perpetually. He finds them 
applicable to any problem. And they 
are Coolidge.

Let it be remembered, too, that 
often the advertiser is likely to tire 
of his make-up long before the pub
lie does—he sees it much more. 
Maybe Napoleon sometimes yearned 
to give his old clothes to the poor. 
And one has frequently heard of 
celebrated actors and novelists who 
grew weary, at times, of themselves 
as the world loved them.

In a word—let us, who would make 
ourselves memorable, hitch our 
wagon to an idea, and follow that 
idea as it were a star.

' pan

D'Arcy Advertising Co.
St. Louis, will direct advertising for 

the Wallace Pencil Company, that city.

U. S. Advertising Corporation
Toledo, has appointed M. N. Pierce 

space buyer.

Tuttle
Agency at Greenville, N. C., has 

been appointed advertising counsel to 
Kenilworth Inn, that city.

Simpson Advertising Co., Inc.
St. Louis, will direct advertising for 

the B & H Laboratories, disinfectants, 
and Economy Heat Company, oil burn
ers, both of that city.





the Pans Opera tn i860 by means of a so-called 
magic mirror, which consisted of a parabolic mir
ror with anelectric arc at the focus. An electro
magnetoperated by a thumb switch permitted the 
carbon electrodes of the arc to be snapped together 
at w'ill, thus producing flashes like lightning.

to install illuminating gas, to arrange 
for its manufacture on their premises. 
At first the methods of manufacture 
and control were rough and impro-

Figure —The first electric spotlight was ap
parently the one here shown. It was employed tn 
the Paris Opera in connection« ich the production 
of “Moses" in i860.

EACH fresh advance, each new 
mechanical development, 

each improvement in principle, we 
pictured and described so simply 
and clearly that the theatre pro
motor and his banker and his ar
chitect, as well as his electrical 
counsel, could understand Ward 
Leonard equipment and weigh its 
advantages intelligently against 
the equipment of competing mak
ers—a thing that no ordinary tech
nical catalog or booklet would ac
complish.

Thus the first “objective” was 
to create understanding and lav a 
solid foundation on which to build 
an advertising and sales program.

This is but one of many interesting 
problems worked out by our “objective" 
method during our 2.5 years of agency 
service.

r. L. tic T M 1 C C O 1» .X M V

vised,and though gas provided more 
illumination than candles or oil 
lamps it did not come into general 
use until about 1850.

LIGHT CONTROL
The value of gas lighting in the 

theatre was due, not so much to its 
greater illuminating power, as to its 
being subject to regulation and con
trol . The new system and its develop-

THE modern theatre switch
board dimmer is a piece of 
complex apparatus that presents 

peculiar marketing difficulties in
asmuch as the purchase of such 
equipment is often dictated by men 
of non-technical minds. Therefore, 
part of our work for the Ward 
Leonard Electric Company was to 
reduce the theory and practice of 
theatre lighting to ABC form and 
furnish these clients with virtu
ally a complete, illustrated sales 
canvass on their equipment.

This we did, after considerable 
research, by preparing a compre
hensive and exceedingly readable 
story of the development of thea
tre lighting, starting with the old 
time "cresset” which served as a 
holder for blazing pine knots, and 
carrying the reader step by step 
down to the present modern Ward 
Leonard switchboard apparatus.

WARD LEONARD

Bank of Ward Leonard Vicrohm plates, controlling the reactance dimmers shown below. 
The center picture on the opposite page shows this pilot dimmer with the pilot switches 
and steel front added. This is the largest and finest auditorium in che Um ted States, having 
a seating capacity of il,coo persons. The dimmer is the largest in the world. Total load 
connected to dimmers, 900 kw. The pilot board shown in the center of the opposite page 
controls the contactor hoard in the basement. This was bullc by the Cleveland Switch
hoard Company.

The Ward Leonard 
Reactance Dimmers 
installed at the rear 
of the contactor 
board in the base
ment of the Cleve
land Auditorium. 
These are con trolled 
hv che bank of Vic
rohm places, shown 
above, and regulace 
che lamps of scage 
and house from full 
brilliancy to black 
ouc. This is chefirsc 
installation of its 
kind and has been in 
operation for about 
one year giving per
fect satisfaction.
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1 The Impulse to Buy
By A. Holmes, Ph.D.

Professor of Psychology, University of Pennsylvania

THOSE who have watched 
masses of people buying ar
ticles know that much of the 
transaction is merely impulsive. It 

is not the deliberate and well-sea
soned action of a man or woman who 
has thought long and profoundly 
upon the purchase in all its phases 
and consequences.

The inborn impulses to buy are 
often instinctive. How completely 
the ordinary man—and especially the 
ordinary woman — with natural 
tastes and ideas are delivered into 
the hands of the advertiser will be 
seen by a very brief notice of such 

■ instincts themselves. This can best 
be shown by defining instincts. Dr. 
Wm. McDougall, Professor of Psy
chology in Harvard University, in his 
“Social Psychology,” says: “We may, 
then, define an instinct as an in
herited or innate psychophysical dis
position which determines its pos
sessor to perceive and to pay atten
tion to, objects of a certain class, to 
experience an emotional excitement 

i of a particular quality upon perceiv
ing such an object, and to act in re
gard to it in a particular manner, or, 
at least, to experience an impulse to 
such action.”

Here, at the very foundation of 
human nature, born in men and 
women, is all the material the artist 
in publicity desires for making an 
effective appeal to prospective cus
tomers. No advertiser needs to 
“create” interest. Interest is already 
created. A great reservoir of atten
tion stands ready to be tapped by 
the conduits of the advertiser and 
conducted to the article which he 
wishes to sell. The passer-by is de
termined to perceive and to pay at- 

.tention to his advertisement. No- 
ibody can keep him from doing that 
if the sign is rightly made; if it be
longs to “objects of a certain class.” 

] Likewise a feeling follows imme
diately upon the perception and the 

■ attention to such an object. The feel
ing itself will either continue the at
tention or stop it; either hold the 
readers' eyes enchained or turn them 
away to more pleasant objects. The 

'shape, position, color, content will all 
■contribute their share to either at
tracting and holding the reader or to 
; turning him away.
! To show just what appeal is right, 
we will have to know enough about 
the instincts in detail to recognize 

them, at least. Dr. McDougall gives 
a list of them:

I. Unfavorable.—Flight and its 
emotion, fear; pugnacity and anger; 
self-suppression and humility.

II. Favorable.—Self-assertion and 
elation; sex and all its emotions; pa
rental instinct and all its emotions; 
imitation; suggestion ; sympathy; 
curiosity and wonder.

Each one of the foregoing in
stincts with their feelings would de
mand a volume in explanation and ap
plication of their traits to sign-writ
ing. I can only point out the obvious 
fact that it would be fatal to arouse 
some of them by any piece of pub
licity seeking to make sales. “Flight 
and Fear!” What more contrary to 
the true buying impulse. Yet they 
can be innocently aroused by adver
tising. Sometimes several instincts 
are aroused at once. Some advertise
ments do that, even though the 
writer has no intention of arousing 
any secondary feelings. It is a subtle 
fault. The sex instincts are over
worked. Curiosity and wonder by 
means of novelty are much sought 
for. Imitation is appealed to widely, 
especially in fashions. Suggestion is 
everywhere present, sometimes in a 
subtle and refined form, sometimes 
destroying its own efficacy by the 
very loudness and broadness of its 
appeal. Sympathy often is appealed 
to by charitable organizations. “Sup
pose Nobody Cared!” is an appeal of 
one welfare society. A little boy 
holding out his arms and saying, 
“Come back soon, Daddy!” will drive 
almost any traveling man to take out 
travelers’ insurance.

It is from material like this that 
human action is made. These are the 
deep springs of decision. From these 
instincts spring immediate action; 
by them are our thoughts guided and 
determined to a large extent; from 
them in various mixtures we make 
our characters, building upon them 
mixtures of emotions, ideas and de
cisions to action which become ha
bitual in our lives and which consti
tute those great and complex masses 
of consciousness which we call sen
timents. In the handling of such 
human material the advertiser is do
ing far more than merely selling. 
Enormous spiritual by-products flow 
from his work. Whole communities 
are lifted to higher planes of tastes 
and endowed with new desires and 
more refined judgments in all things.
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No. 2 of a Series

Figure it out for

How many cans of Old Dutch 
Cleanser do your folks use up each 
month ?

Is a cleansing soap less used in a 
clean home ? Or a lawn mower less 
used on a well-kept lawn I Or shav
ing soap or an alarm clock less pop
ular with successful men ?

— Jfoj of course they aren’t. If 
anything, these things are used and 
used up oftener in Q. G. homes than 
elsewhere.

Lines of least resistance are good 
lines to follow in advertising. The 
line leading to pocketbooks is the 
line to results. .

The Quality Group
ATLANTIC MONTHLY REVIEW OF REVIEWS
harper’s magazine scribner’s magazine

world’s work

68i Fifth Ave. Quality'^ New York

___ _____ V COVERS 7_________
TheQuality Market

Hotel St. James
109-13 West45th Street,Times Square

NEW YORK, N. Y.
C/7n hotel of 
quiet dignity, 
having the at
mosphere and 
appointments 
of a well condi
tioned home.
Much favored 
by women trav
eling without 
escort.

’Rates and Booklet on application 
W. JOHNSON QUINN

For 15 years the leading best equipped 
business research organization.
Surveys and special investigations— 
dealer questionnaires anywhere in 
U. S. $1.50 per dealer, 75c consumer.
Industry researches on over 300 lines 
available at $150 and upward.

BUSINESS 
BOURSE

J. GEORGE FREDERICK, President
15 W. 37th St., New York, N. Y.
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Ten Simple Rules foi 
Direct Advertising

[CONTINUED FROM PAGE 22]
Few direct advertisers will get th1 

results they hope for unless the 
comply with the laws of commo' 
sense. And one of these laws is ot 
viously the keeping of mailing list 
as up to date as possible.

5. Coordinate with Other Sellin 
Efforts. Many direct advertisin 
campaigns fly off at a tangent. The 
fail to capitalize on magazine, news’ 
paper, outdoor and other advertisin- 
which may be used to push the proc1 
uct.

Sometimes a campaign will wot 
along entirely different themes
stress sales points scarcely touche 
upon in the other forms of advertis 
ing or salesmanship. While such 1 
campaign may bring good result 
its chances are far better if it tic 
up with the other merchandising el 
forts of the company by putting ovt 
one or more important sales point;

IT is unwise for an advertiser 1 
expect the reader to remembt 
more than one or two basic thinj1 

about any particular product. Co 
centration upon a basic sales idea ' 
becoming more and more essenti' 
in advertising.

6. Observe Highest Principles ■ 
Advertising. The other day a pie1 
of promotion matter was sent 0 
by one of the best known magazin 
in this country. The publication I 
renowned for its prestige, its refin; 
ment, its discriminating type ' 
readers. Yet the direct advertisii 
appeared on low grade paper, pooit 
executed and entirely out of kee- 
ing with the reputation of the ma- 
azine, or even with the promote 
matter it had issued formerly. The; 
may have been some deep laid pll 
behind it, but the surface impre 
sion was almost bound to be u- 
favorable; and the surface impre 
sion is about all one can hope ) 
put over. There is just as mui 
need for care in layout, typograpf 
and art work in direct advertisil 
as in any other form of publici;.

7. Time Mailings Precisely. CD 
large advertising-by-mail campaii 
started in the late fall. Two f 
three printers were engaged p 
get out the different mailing piec'. 
The November piece was printed'! 
month too early and the Octolr 
piece was a month too late, whin 
meant that the introductory late fl 
booklet was issued after the winty 
follow-up book had been mailed a 
advance of its schedule.
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Prospects forget a product quickly, 
oo long a lapse in its advertising
ay result in its oblivion so far as 
ost prospects are concerned. The 
italic forgets most of the good
lings said about a product, but has 
strange way of remembering any- 
ling that is unfavorable. Getting 
ailings out at the exact time when 
ley are most needed is vital to the 
iccess of most campaigns.

I
I

8. Make Sure Your Campaign Is 
aking Hold. Some campaigns are 

if such a nature that return post- 
irds or some other check-up as to 
¡suits are available. But many cam- 
ligns of a good will nature, or along 
ither general lines, require con
ant inquiry among dealers, sales- 
ien or prospects. Sometimes a re- 
irn postcard can be used in such 
campaign as a check-up to see how 
lings are going.
9. Give a, Campaign a Fair Trial. 

ust when an advertiser is almost 
'•red unto death with his campaign, 
le chances are that it is beginning
i go over big with the prospects, 
n advertiser sees so much of the 
unpaign, and in so many differ- 
nt forms—dummies, proofs, final 
roofs, etc.—that it wears him out.

"T takes time to make a real dent 
.in the public mind. A campaign 
hould be given a fair trial before

is put into the discard. Many 
impaigns would have proved suc- 
assful if they had been continued 
nly a little longer.

10. Follow Through. As in golf, 
ne of the main things in direct ad- 
ertising is to follow through, or 
ather, to follow-up. Each inquiry 
hould be developed for all it is 
•orth
Further, a system should be estab- 

.shed and maintained that will as
ure each inquiry being run down 
a the ground. Frequently an ad- 
ertiser will get inquiries and mere- 
/ acknowledge them by letter or 
nth a booklet, although he has sales

men who might just as well make 
thorough personal canvass of all 

/ho took the trouble to get in touch 
/ith the company.

Sometimes a campaign which is 
un for a period of several months 
; left hanging in the air when it 
light better have ended with some 
iort of appeal—some method of 
hecking up the effectiveness of the 
/hole campaign.

i
A thorough follow-up in some 
'ases is just as important as the 
•reliminary analysis. Prospects 
hould be given an opportunity to 
«press themselves, if practicable, 
rhe way should be made perfectly 

lear for them to buy.

Bound copies of Volume II 
are now ready. C. A few 
copies of Volume 1 are still 
available. C, The price is 
$5, which includes postage.
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Lavoris has used Oral Hy
giene lull-pages to reach the 
entire dental profession.

Oral 
Hygiene

PITTSBURGH. PA.

CHICAGO. Peoples Gas Bldgr.: NEW YORK. Flat 
iron Bldg.; ST. LOUIS. Syndicate Trust Bldg.; 

LOS ANGELES, Chapman Bldg.

Efficiency 
and economy

can 
go together

'^/E prove this state
ment every day— 

by getting real results 
from conservative appro
priations.

IRVIN F. PASCHALL
INCORPORATED

Advertising Counsel 
Me CORM1CK BUILDING 

CHICAGO

Advertising and Unjust 
Cancellation Orders

[continued from page 28]

well and good and a nice profit is 
written on the ledger. If not, then 
turn it back and get credit for it. 
And there you are.

When the department store hangs 
up a sign, “No credits and no 
C.O.D.’s,” the goods is sold to the 
woman of judgment who knows 
what she wants and what she can 
afford to pay. It doesn’t stop the 
sale, however. And elimination of 
cancellations would not—and could 
not—stop commerce. The man who 
can go into business on a “long 
credit and cancellation” basis does 
so lightly and carelessly. If he 
wants to make good and has the 
ability, the manufacturer would be 
justified in his attitude. But how 
many of them do? One maker of 
men’s goods maintains a complete 
force for the sole purpose of salvag
ing whatever is possible out of the 
wrecks of such enterprises. And 
probably a great many others do the 
same thing. Someone has to pay for 
this, of course. The ultimate con
sumer is the logical person to assume 
the burden, and he does. He pays a 
cent or two cents more for each item 
than would be necessary if it were 
not for the incompetence of dis
honest dealers who cost the manu
facturer money. And yet that manu
facturer is an old and conservative 
one who would be scandalized at the 
accusation that he was an accessory 
after the fact in any dishonest prac
tice.

When things get too bad, he 
calls anathema on the dishonest re
tailers and cancels his advertising 
contract until things get better. 
The advertiser cancels the space con
tracts, and the price of a newspaper 
goes up a penny.

IS it simpler to let the cancellation 
cost go on and on, penetrating 
into every furtherest corner of com
merce and let the consumer foot the 

bill? That all depends on the exact 
length of suffering which said con
sumer will endure. There is con
siderable indication that this is 
unlimited. However, that is an as
sumption without basis in actual 
fact. There was a time when it 
would have been difficult, if not im
possible, to convince the average 
person that the mark could descend 

to the inconceivable depths which i I 
reached. It would be still more dif ( 
ficult to convince anyone that th 
dollar could, under certain condi, I 
tions, follow a similar course. Le1 
us hope that it never can. But 
nothing is, as we know, impossible J

THE tremendous natural advan | 
tages of this country do not,aftei ■ 
all, give it immunity from disaste I 
when the manipulation of those re 

sources is perverted either through # 
carelessness, indifference or igne 
rance. The upright and honest con [ 
duct of business is of considerably U 
more importance than the uprigh 
and honest conduct of a single indi 
vidual. Anything can be accom; 
plished provided it is desired an, 
striven for by the mass. Mere de 
sire is not enough. We have ha 
some remarkable examples of accom ' 
plishment by the minority wh> 
worked for what they wanted ir 
stead of merely wishing for it. An 
single factor in commerce is read 
and anxious to expound on the evil, 
of cancellation, but it has never bee 
seriously attacked by the mass. I1 
is of greater economic important , 
than appears on the surface, as an J 
thing which will work to the stabi 
ization of prices and the eliminatioi I 
of chance in business is of the ui 
most importance.

Nothing can make every person i * 
the world honest. Indeed, to do s ; 
would destroy one of the importar ' 
factors in self-appreciation. But th 
number of honest people is in th 
majority and their concerted actio'' 
would be highly effective toward a 
enduring stabilization of business a 
a whole.

Advertising is viewed gingerly b' 
boards of directors in times of ui 
certainty and rapid fluctuation. I 
thrives best when plans can be mad 
a long time ahead, and not dis t 
turbed: when a well-reasoned ot L 
program can be developed withoi ■ 
the machinery being suddenly» 
jammed by a monkey wrench throw 
into the gears today, or a wild-eye 
speed undertaken tomorrow. I 
every way it is possible for thei 
to do so, it is to advertising men 
advantage to back this movement 1 
eliminate the evil of unjust cance 
lations.
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Technique of the Okay
[CONTINUED FROM PAGE 30]

writing men, not salesmen. And 
salesmanship may be necessary even 
when the best of copy is submitted.

t
v;

ONE of the well-known figures in 
the advertising world absolutely 
refuses to patch copy. If the manu

facturer makes fairly extensive 
criticisms, he says, “All right, we 
will throw that one out.” Some 
consider this a pose. They think 
this writer is assuming superiority
in refusing to meet the critic half 
way. But they’re wrong. The 

V writer simply feels that patched 
4 copy is no more attractive than

patched trousers. Perhaps he is not 
entirely right, but mixed personali
ties in an advertisement seldom add 
to strength.

The advertisement doesn’t deserve 
,an okay until it is a well thought 
out, well expressed, well dressed 
unit. And when it reaches this 
point its okay usually gravitates to 
it as easily and naturally as water 
flows down hill.

Churchill-Hall. Ine.
New York, appointed advertising 

counsel to Multibestos Company, lined 
brake shoes. Walpole, Mass.

Patterson-Andress Co., Inc.
New York, will direct advertising for 

American Sole & Belting Leather Tan
ners, Inc., same city.

C. H. Fernald
Formerly professor of advertising, 

University of North Carolina, is now 
instructor in advertising at University 
of Illinois, Urbana, Ill. .

Henry M. Cunningham
Formerly trade and markets editor 

of Electrical World, has been appointed 
to take charge of publication advertis
ing and sales promotion literature is
sued by the Robert Bosch Magneto 
Company, Inc., New York. Mr. Cun
ningham has been connected with the 
Bosch organization since May.

Ray D. Ldlibridge, Inc.
Has been appointed advertising coun

sel to the following divisions of the 
Chase Companies, Inc., Waterbury, 
Conn.: Chase Metal Works, brass 
pipes, tubing, sheets, etc.; Waterbury 
Manufacturing Company, brass parts; 
and the Noera Manufacturing Com
pany, hand pumps, oil cans, etc.

A. E. Priest
Formerly with the Blaine Thompson 

Agency, Dayton, Ohio, is now asso
ciated with Tuttle, Greensboro, N. C.

NEW YORK 
110 West 34th Street 
George V. Rumage 

Eastern Representative

CHICAGO 
1018 So. Wabash Ave. 

C. E. Gardner 
Advertising Manager

■ l"Wvs

Teachers are Good 
Mail Order Buyers
Normal Instructor-Primary Plans 
purely on its merits as a business 
producer in direct returns, has 
established itself on the list of pub
lications in which mail order adver
tisers are regularly using full page 
space. The experience of these 
advertisers in successfully selling a 
wide variety of products (see illus
tration) through Normal Instruc
tor - Primary Plans is evidence 
that it is not a class publication, but 
one which will deliver results on 
many general propositions as well 
as on articles appealing strictly to 
teachers.

Circulation 84% in places 
under 5000 population. 
(The mail order field.)

F. A. OWEN PUBLISHING COMPANY, 
DANSVILLE, N. Y.

HORMAL MRUCTOR
Sia PRIMARY PLATiS

A. B. C. Applicant

Notice!
Keep a file of your issues of

Advertising and Selling Fortnightly

At the conclusion of each volume an 
index will he published
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AKRON, OHIO
Is An Ideal Try

Out Field

Its cosmopoli
tan population 
—the average 
wage and sal
ary being far 
above that in 
other cities of 
its size, affords 
the advertising 
agency an op
portunity to 
place its client’s 
message before 
various classes 
of readers, in 
which will be 
found the par
ticular element 
to whom it 
wishes to ap
peal.

The

Akron Beacon 
Journal

Is so far ahead in circulation 
that all doubt as to which 
paper to use is automatically 

removed.

Represented by 

M. C. WATSON 
270 Madison Ave.

NEW YORK

STORY, BROOKS & FINLEY 
Room 62G London Guarantee 

Accident Bldg.
360 N. Michigan Blvd. 

CHICAGO, ILL.

Eliminating Guesswork 
in Merchandising

IT is significant that one of the 
fundamental reasons underlying 
the growth of the United States 
as an industrial nation is our insis

tence upon knowing rather than 
guessing. Patient research workers 
in the chemical laboratories of our 
manufacturing plants and technical 
colleges have by their discoveries 
made life better and easier to live. 
Business men are coming more and 
more to look upon the laboratory for 
light on the problems of manufac
ture, so that it seems quite in keep
ing with the spirit of the times that 
Filene’s, the well-known Boston de
partment store, some time ago es
tablished a chemical laboratory for 
the purpose of testing many of the 
materials it merchandises.

Every part of the huge store uses 
the services of the laboratory. The 
restaurant makes daily tests of milk 
and cream, while the garment shops 
constantly determine the strength, 
fastness, purity and other qualities 
of the fabrics it makes up into 
clothes. In fact, in the men’s and 
boys’ shops all the garments are la
boratory tested throughout. Prac
tically everything sold in the baby 
shops, from talcum powder to coats, 
is first sent through the laboratory 
so that its quality may be deter
mined.

In March of this year, the Filene 
laboratory made 2138 tests, an aver
age of about 85 analyses a day. Sam

ples of merchandise are first jkt I 
through an analytical test and tin 
later a check-up is made with Ie 
articles when they are deliveri. 
The laboratory, located on the nf 
of the store building, contains a :'ll 
equipment of microscopes, chemal 
balances, and other instruments^ 
precision, and is under the supeii- 
sion of an expert from the Masa- 
chusetts Institute of Technology.

One of the most important picas 
of apparatus is an abraisal or rb- 
bing machine, which tests the Wir
ing qualities of a fabric by puttjg 
a piece of the cloth through exa|y 
the same experience it will encourar 
in actual usage. In this way he 
choice for materials that will rme 
the best clothes for active youg- 
sters is determined from km/n 
facts.

The laboratory tests materials ot 
only for their wearing qualities, ■ 
for fading, washing, the effectof 
perspiration, sizing, weighting, n- 
sile strength, waterproofing, shie, 
mud spots, shrinkage, wool, cotm, 
silk, fiber, linen, camel’s hair, thnds 
per inch, etc. This insures thatbe 
store gets not only the best of 
merchandise for its customers, 'it 
guarantees to the customer full vue 
for the money expended. It nuns 
the elimination of waste thrcgh 
faulty manufacture and the creang 
of goodwill for a product througbhe . 
rendering of consumer satisfactin.
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Recently Published
By Charles Austin Bates, New 

I fork.—“Does Advertising Pay the 
| Jnosumcr?” Twenty-six short talks 
. >n advertising, embodying fundamental 
I acts and aims. Price, 25c.

By American Newspaper Publish- 
:rs’ Association, New York.—“What 
t Costs to Buy Space,” by the Bureau 
if Advertising in conjunction with 
Editor & Publisher. Analysis of circu- 
ations and rates of various newspap
irs, trade and class publications, com- 
)ared by market groups.

By Department of the Interior, 
Jttawa, Canada. — Third Edition of 
‘Compact Facts, Canada, 1924,” by the 
Natural Resources Intelligence Service. 
Thirty-page booklet of skeletonized in
formation relative to Canada’s popula
tion, finances, exports, agricultural and 
uining production, etc.

By Domestic Distribution Depart- 
WENT OF THE CHAMBER OF COMMERCE 
pF the United States, Washington, 
(D. C.—Leaflet explaining the activities 

1 of the Better Grocers’ Bureau of the 
National Association of Retail Grocers. 

J The Bureau is described as “a compre- 
tensive effort to develop and maintain 
a fundamental as well as advanced and 
-pecialized educational service for the 
retail food distributing business.”

By' General Electric Company, 
Schenectady, N. Y.—“General Electric 

(Publicity, 1924.” A comprehensive 
review of the company’s various phases 
if advertising, accompanied by re
productions, tables and graphs. The 
main purpose underlying the book is to 
show that the many aspects of General 
Electric publicity are bound together 
oy one common purpose—service to the 
public. The contents page lists more 
.han twenty different forms of pub
licity which the company is engaged 
lin developing. 11% x 14% in., 110 
pages, illustrated.

By New York Evening Journal.— 
“Sales.Manual of the New York Mar
ket,” a comprehensive and exhaustive 
analysis of the metropolitan market for 
sales executives, advertising directors 
and advertising agencies. The book is 
(divided into three sections, one devoted 
to characteristics of population and the 
physical size of the market in compari
son with others, one to merchandising 
methods and accomplishments, the third 
to a tabulation of retail outlets. Tables, 
(graphs and charts are given and a 
routed list of all suburban towns and 
territory, to be used in conjunction with 
'a sales manager’s map of the market 
which accompanies the book.

By Ben C. Pittsford Company, Chi
cago.—“Pittsford’s Manual for Adver
tisers.” The buyer of printing and ad- 

Jvertising who seeks a basic knowledge 
■ of copy, type, layout, paper, etc., will 
find it in comprehensive form in this 
handy volume of 224 pages, written by 
one who has had a quarter century 
'experience in the handling of type. It 
is thoroughly practical and should 
'prove of advantage to all who are in
terested in improving the physical ap
pearance of their advertising and 

j printing. Will be sent to executives 
and buyers of printing in Chicago who 
write for a copy on company station
ery. 4% x 7 in., 224 pages, illustrated.

TOO BUSY TO COMPLAIN —
The Eastern farmer (of New York, New Jersey, 

Pennsylvania and New England) gets very little 
newspaper publicity for he goes on quietly pro
ducing products for which he has an immediate 
market.

He sells dairy products, fruit, garden truck, live 
stock and poultry to nearby large cities—which ex-
plains why his average income 
average for the entire country.

This market, whose products 
1% to two billions in value, is

last year was the

yearly total from 
very responsive to

advertising. It cannot be adequately covered with
out adding to your list RURAL LIFE and Farm 
Stock Journal, which now has 80,000 subscribers 
(and is increasing by four to five thousand each 
month) and has a record of 43 years of service to 
the farmers of this section. Member of A. B. C.

Rates are 50c. 
a column. Four

RURAL LIFE
8 North Water St.

S

{] a
G

per agate line. 186 agate lines to 
columns to the page.

and Farm
THOMAS II. CHILD, Eastern Representative, 1111

Phone, Ashland 7725
HARRY R. FISHER, Western Representative, 700

Phone. State 4550

Important Market
Öl’ Bathing Suits

0I
S

Stock Journal
Rochester, N. Y.

Fuller Bldg., New York City

G

Mailers Bldg., Chicago, Ill.

The annual regatta at Biloxi, Miss., this year attracted crowds of 
spectators. There were 49 different boats entered for the races, 
making 12 different classes.
This part of the Mississippi Gulf Coast is the South’s most beautiful and 
popular water resort. Here, every kind of out-door sport is enjoyed prac
tically all thru the year. And here is a ready market for all articles connected 
with boating, fishing and swimming.
Bathing Suit Manufacturers, take notice! Use the advertising columns of the 
Daily Herald and you will get immediate and profitable results.

The SDaily Herald
BILOXI MISSISSIPPI GULFPORT

Geo. W. Wilkes’ Sons, Publishers

Jewish Daily Forward, NewYork 
Jewiah Dally Forward Is the world's largest Jewish 
daily. A.B.C. circulation equel to combined total 
circulation of all Jewish newspapers published. A 
leader In every Jewish community throughout the 
United States. A Home paper of distinction. A 
result producer of undisputed merit. Carries the 
largest volume of local and national advertising. 
Renders effective merchandising service. Rates on 
request.

THE WORLD IN PHOTOS
Just added Burton Holmes, De Cou, and Hine 
collections to my vast and rapidly growing list 
of subjects, making 150.000. for house organs, 
advertisements, magazines, trade papers, books.
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Display 
Forms

for

ADVERTISING 
AND SELLING 
FORTNIGHTLY 
close one week 
preceding publica
tion date.

Classified forms 
close Saturday be
fore date of issue.

Space reservations 
for the Angnst 
27th issue must ! 
reach ns not later ! 
than August 20th

I and copy f o r - 
warded at once 
will help us give 
you a good posi
tion.

Classified Adver- 
| tisements for this 

issue will be ac
cepted August 23.

Advertising
and Selling

FORTNIGHTLY

52 Vanderbilt Avenue 
New York

The Trademark Clinic
(Letters that are addressed to Roy W. Johnson, Trade-\ 

mark Editor, Advertising and Selling Fortnightly, 52 1 
Vanderbilt Avenue, New York, asking specific trade. I 
mark questions, will be answered promptly by mail/

By Roy W, Johnson
Bernard L. Clark, New York—Are there 

any statistics available as to the value of 
well-known trademarks? I recollect having 
seen something of the sort in print, but 
cannot locate it.

A trademark is of no value whatever 
except in connection with the business 
it serves to identify, and the moment it 
is separated from the business it ceases 
to exist as a trademark. The word 
“Kodak,” attached to a product of the 
Eastman Kodak Company, is undoubt
edly of considerable value, but the same 
word attached to the product of any 
other trader is worse than worthless be
cause it is a fraud. It is as impossible 
to place any separate valuation upon it 
as it would be to appraise the “value” 
of the signature of J. P. Morgan.

It is quite true that trademark rights 
are sometimes appraised, but only 
when the business is on the point of 
changing hands or going into liquida
tion, and then only as a part of the 
general good will of the business. Oc
casionally you see an item in a balance 
sheet referring to “trademarks, patents 
and good will,” or something of the 
sort, but the figures are purely arbi
trary estimates to meet the exigencies 
of bookkeeping. The usual practice is 
to omit this item entirely, or to set it 
down at one dollar. A trademark, in 
other words, has no separate intrinsic 
value, and it is futile to quote figures 
which belong entirely in the realm of 
metaphysics.

* * *
A. D. C., Minneapolis—We are every year 

originating special styles in garments to 
which we give distinctive names—such as 
"Campus,” “Sorority," and so on. All are 
sold under the general trademark that 
covers the whole line. We find that these 
style names are being copied more or less, 
and would like to know if there is any way 
to prevent this, whether by registration or 
otherwise.

If the style names are actually at
tached to the garments, by labels or 
otherwise, they are probably register
able as trademarks. That will help to 
remedy the situation to this extent, 
that it will provide a somewhat better 
position from which to inaugurate legal 
action for infringement, and it may 
possibly scare somebody off who would 
otherwise be inclined to infringe. Other
wise the situation will remain practi
cally where it is now. In any legal ac
tion, moreover, the question is likely to 
arise as to whether these words are 
trademarks (i. e., marks of origin), or 
merely “grade marks” or “style marks,” 
indicative of something aside from 
origin. In all probability, I should say 
that the best way to prevent the con
fusion would be to abandon the use of 
fanciful names entirely in this connec
tion, and distinguish the styles in the 
conventional way.

Generally speaking, there is nothin 
to be gained by creating subordinat 
trademarks for the different “models 
or “styles” or “grades” in a particula 
line, and it often causes a great deal o. 
trouble. It is likely to cause confusio 
in the minds of the consuming publi 
because, in place of a single distinctly 
mark of identification, there are per. 
haps half a dozen different marks, an 
different combinations of marks. A 
of this makes the line harder to recog 
nize, and increases the chances of over 
looking the main trademark entirelj 
Moreover, it increases the opportunitie 
for infringement enormously, an 
makes it necessary to defend half 
dozen different positions at once.

The job of prosecuting infringers i 
no holiday excursion, and is common!, 
more expensive than most people im 
agine, so that business men are wis 
not to invite any more opportunitie 
for it than are absolutely necessary, 
have actually heard men claim that 
reduplication of trademarks on th 
same line of goods was a “safeguard. 
It is just about the same sort of i 
safeguard that would be represented b; 
an indefinite number of different per 
sonal signatures at the bank. If ther 
is one trademark and one only b; 
which goods can be identified, it is com 
paratively easy to distinguish the gen 
uine. But if the number of genuini 
trademarks is indefinite, who can tel 
where to draw the line? Not the ordi 
nary, casual consumer at all events.

Sometimes, of course, the use of sub 
ordinate trademarks can scarcely bi 
avoided. The National Biscuit Com 
pany, for example, finds it necessary t< 
give the public a means of identifying 
the particular kind of product that i: 
wanted, as well as a general mark ol 
origin, and it is advisable to use fanci 
ful names which can be protected 
Many other concerns are in a similai 
position. But where it is possible t< 
avoid reduplication it is wise to do so 
especially when the subordinate trade 
mark is used in connection with a spe
cial style of goods which may last no 
longer than a few years at the most.

* * *
There have been a number of case; 

in which manufacturers have iniaginec 
that they were buying trademarl 
rights as a separate commodity, onl) 
to find that they had acquired nothing 
whatever. And in many other cases 
the purchaser of only a part of a busi
ness has later discovered that instead 
of being the exclusive owner of the 
trademark, he was obliged to share the 
use of it with the original proprietor.
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1 honestly believe that we are on the 
verge of a very successful organization 
as we are rapidly reaching the point 
where the textile men are coming to us. 
I am quite sure that it is only a short 
time before we will make a glorious suc
cess of D-13* and it should be a great 
credit to you and your paper to be the 
first to recognize the possibility and 
give prominence to the report of its 
doliberations.

SA committee for the standardization 
of textile testing.

D-13
The above quotation is of interest 
simply because it refers to a type of 
editorial service, the significance of 
which is not always appreciated by 
advertisers.
This service is something more than 
news service or technical service— 
both vital in themselves. It is a 
service which attempts to lead the in
dustry—to seek and find ways of 
placing the industry on a higher, 
more efficient basis. As in the case 
mentioned above, industry is some
times slow to grasp the importance 
of new tendencies. It must be taught 
—it must be guided.

and T. W.
That TEXTILE WORLD is able to
render this type of super-service ' 
may be due to the bird’s-eye view en
joyed by its editors—perhaps it is 
due to the make-up of the editors 
themselves.
Whatever the case, it indicates that 
TEXTILE WORLD is a power in 
the textile industry—an important 
factor in its development. As such 
it has the admiration, respect and , 
CONFIDENCE of its readers.
This reader CONFIDENCE is 
about the biggest thing TEXTILE 
WORLD can offer to its advertisers.

TextileWkl
Audit Bureau of Circulations 

Associated Business Papers, Inc.

334 Fourth Ave., New York
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Dealer’s Display Cards 
That Get Used

[CONTINUED FROM PAGE 36 | 
during transit or when it is at its 
destination?

11. Will it be delivered at a time 
when the dealer will be most in
clined to use it?

12. Will the display be effective 
without any need of extra window 
trimming which the dealer may not 
want to do?

13. Is the mailing list—dealers’ 
names and addresses — absolutely 
correct ?

14. If the display is expensive and 
transferred from store to store, will 
it withstand sunlight as well as 
rough handling? Is it free from 
extraneous dingbats and doofiddles 
which may be broken off or mis
placed ?

’ The manufacturer who can really 
1 put himself in the dealer’s place is 

the one who has the least trouble in 
getting his displays put up and given 
a fair run for their money.

Such a manufacturer asks him
self: “Would I be glad to put that 
display in my own store, if I had 
one?”

If he is a real genius he is fa
miliar with the material being of
fered to his dealers by other manu
facturers, in other as well as com
petitive lines, and the question may 
then be: “Why should I put this sign 
up in preference to any others that 
were offered me this week?”

I. B. S puff ord
President of The Spafford Co., Inc., 

Boston agency, has been elected vice
president and director of the Emerson 
Shoe Company, Rockland, Mass. —
Post and Dispatch

Two Houston papers have been 
merged and will be known as the Post
Dispatch. The new paper will appear 
mornings and Sundays. Ross L. Ster- 
ing, who held the controlling interest 
n the Dispatch, heads the group who 
lurchased the Post from Roy G. Wat
son. William P. Hobby, former gov- 
■rnor of Texas and publisher of the 
Beaumont Enterprise and Journal, is 
^resident. Ray L. Dudley, president 
if the Gulf Publishing Company, is 
ilso associated with Mr. Sterling.

Kendall Banning
Has been appointed vice-president 

•nd editorial director of Leslie-Judge 
ompany, New York, publishers of 
udge and Film Fun. He is also edi
orial director and vice-president of 
Jew Fiction Publishing Corporation, 
ublishers of Snappy Stories and Live 
'tories, and is editor of Popular Radio.

ne CHURCH 
MARKET♦

ne CHURCH DOES NOT CLOSE 
When Business Slumps♦

SHE SPENDS $500,000,000 ANNUALLY

BUILDING—REMODELING—OUTFITTING 
Churches — Parish Halls — Parsonages — 

Parochial Schools

YOU, TOO,
CAN REACH THIS MARKET THROUGH

The EXPOSITOR
The Preachers’ Trade Journal since 1800

A

F. M. BARTON, PUB. 
CAXTON BUILDING 
CLEVELAND, OHIO

Chicago:
37 S. Wabash

New York:
17 W. 42d St.

BROWN’S DIRECTORY
OF 

AMERICAN GAS COMPANIES
IS NOW READY FOR DISTRIBUTION 

$10.00 a Copy 

$7.50 to Gas Companies 

ROBBINS PUBLISHING COMPANY
52 Vanderbilt Ave., New York City
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PROVE IT!
SHOW THE LETTER
Your salesmen should show skeptical prospects 
testimonial letters received from, satisfied custom
ers—it supplies proof and gets the order. Don’t 
leave testimonial letters lying idle in your files— 
give them to your men and increase sales thru 
their use. Successful salesmen want and will use 
them.

TTriie far samples and prices
AJAX PHOTO PRINT CO., 31 W. Adams Street, Chicago

BOOT AND SHOE RECORDER
BOSTON

•'The Great National Shoe Weekly/* The Indta- 
penaahlo id viier on ahoe atylea aod ahoe merchan- 
dlalag of tha beat-rated retail ahoe merchante of 
thia eountry. Circulation 13.423 coplea weekly. 
( Member A. B. C.) Flrat choice of the advertfaer 
of ahoet. leathers» hoalery or ahoe-atore goods. 
Member Aasoefated Business Papers, Inc.

' The Only'Denne'út .
// Before you pion to advertía e tn

oak our advice on methods and media. ■ 
Our counsel la baaed on years of prec- ■ 
tfcal experience In the Canadian field. ■ 

[AJDENHE C. Company Ltd J 
217 Bay Street, TORONTO.

CRAM CUTS—
for booklets, house 
organs and adver
tising.

$1.00 each
THE CRAM STUDIOS, 

B-109, Muskegon, Mich.

MULTIGRAPH RELINKED
Our process costs only 

a dozen. Try it. A ^W*r£F** trial order will convince 
you that it is the best 

Re-Inking you can buy.
Send 2 Ribbons to be Re-Inked at our expense 

W, SCOTT INGRAM, Inc.
Dipt C.. 65 West Bresdwny NEW YORK CITY

LUMBERMEN
offer power plant equipment and 
mill accessory firms; building ma
terial and truck manufacturers a 
big sales field. For surveys ask

Anman/iiwrnian
Est. 1873 CHICAGO, ILL.

I

Teaching the Retailer 
How to Sell the Goods

[CONTINUED FROM PAGE 16]

for the price tags, and set him to 
work. Even the large stores gen
erally devote 90 per cent of their at
tention to teaching the new worker 
the routine of the store systems— 
how to fill in a sales slip, what 
tc do when a customer desires to 
make an even exchange, and so on. 
The knowledge of selling methods, 
and of the merchandise itself, is 
simply assumed to have been born 
in the new clerk.

That is why so many of the people 
behind retail counters in this coun
try are clerks, instead of salesmen 
and saleswomen.

So much for the condition which 
exists. How can the individual man
ufacturer better it, insofar as it 
slows up the movement of his prod
uct from factory to consumer?

WE are trying to meet the con
dition by getting our salesmen 
to spend more time with the individ
ual store. Take one class of our sales

men, the class composed of men who 
carry a full line of all our products 
except shirts and work-shirts, and 
who sell in medium-sized towns. 
Such a salesman has a territory of 
the medium-sized towns in a fairly 
densely settled district, and only 
those towns which may be reached 
on good automobile highways.

Central Illinois is such a district. 
The salesman gets over a whole list 
of towns such as Decatur, Bloom
ington, Champaign, Danville, Pon
tiac, Joliet. And he calls on the 
substantial class of merchants.

We tell this man: “Don’t worry 
about hitting every store in a town 
which may possibly sell three dozen 
collars a month. You will get a 
whole lot further by passing up 
these little stores until you have 
lined up the better outlets. Spend 
every minute you can possibly af
ford in working with the better 
merchants, and especially in showing 
their salespeople how to sell our 
goods. In that way you will in
crease your sales volume much 
faster than you can in any other 
way.”

It works out that way, too. The 
salesmen are spending their time 
with these better stores, and are in 
many instances doubling and treb
ling the volume from a store.

Not infrequently we encounter 
the merchant who says, “I don’t 
vzant you taking up my salespeople’s 
time, and getting them to push your 
line and no other. We are here to 
give the people what they want.” .1

“All right,” our man comes back i 
at him. “You were pretty hard to j 
sell, weren’t you? Your whole train
ing has been to resist any salesman ; 
who comes to you and wants you to 
buy anything new. If you didn’t 
resist, you would have failed long 
ago. ;

“If I know the advantages of my 
line well enough to sell you, a hard- . 
boiled buyer, I am certainly the man . 
to show your salespeople how to sell 
it to the consumer. It isn’t that I 
want to get a monopoly on every-j 
thing you sell in our line; I wish 
that all our competitors would do, 
the same thing for you. It would, 
build up your departments, and we’d 
all get more business—including, 
you, ourselves, and our competitors, i 
What I’m after is for you to let a' 
little information get through to, 
your salespeople so that they will be, 
able to sell more goods, and make 
more profits for you.”

THE argument is, we think, logi-, 
cal. And it generally convinces 
the merchant or buyer. So the sales-; 
man gets a chance at the store’s 

salespeople in our departments’ 
either then or very soon.

When the collar clerks begin to 
listen to the salesman, hardly one in 
twenty knows the Van Heusen as. 
anything more than “just another, 
semi-soft collar.” Experience has 
proved this to us; and it would have 
surprised us if our own experiences, 
in buying our collars in stores had 
not already proved it to most of our' 
executive force.

Our man tells those clerks about 
the origin of our collar, how it was* 
invented. He points out the curve' 
in the weave, shows a sample of the 
narrow curved fabric the way it 
comes from the looms. He explains 
the break that is woven in so the. 
collar will fold naturally; he shows 
samples of the different collar styles, 
and points out their differences. 
Then he emphasizes that the differ
ent models are net made for the sake 
of variety, but because each one is 
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■ade to fit some one of the ten most 
requently encountered types of 
tale neck.
Before he gets through, those 

ail salespeople know at least 
igh spots of the reasons why 

the
we

eel that our collar is entitled to 
ireference. They are equipped to 
elp the customer who comes in with 

“I wish I could 
collar, but they 
The clerk now 

to fit his neck.

he common remark : 
vear a Van Heusen 
3ok rotten on me.” 
hows him the style
That is exactly how we are going 

bout it, with all our classes of sales
men. In some classes we are, of 
nurse, finding it easier to get re- 
ults than in others. Some types of 
tores are almost impossible to get 
y; others work well with the help
ul salesman from our house.
And, as I said, we are doing noth- 

ng radical or spectacular. We are 
imply working with the stores 

Vhich will let us, and are doing it 
hrough our salesmen who have a di- 
•ect interest in up-grading the col
ar, shirt, night-wear and under- 
vear salesmanship of the folks be- 
lind the counters.

The astounding fact about it is 
hat it pays us, despite the unpre- 
entious scale on which we do it. 
klso, it pays our dealers.

Simpson Advertising Company
St. Louis, selected to direct advertis- 

ng for the American Security Credit 
Company, national protection service 
or credits and collections, same city.

°acific Rural Press
San Francisco, commencing with is- 

ue of August 16, absorbed the circu- 
ation of the California Farmer, Los 
kngeles, which it recently purchased.

4. H. Peck Companv
Kalamazoo, Mich., is successor to 

’eck & Staake, the latter having with- 
cawn from the partnership.

Tilliam Karpen
Formerly Eastern advertising man

ger of Radio Merchandising, New 
’ork, is now associated with Davidson 
i Hevey, publishers’ representatives, 
ame city.

tdvertising Men
Honored by France

At a Paris banquet, attended by 700 
.dvertising men, the French -Minister 
>f the Interior presented the Cross of 
he Legion of Honor to Jesse II. Neal,
xecutive secretary of the Associated 
business Papers, Inc., and to H. H. 
Charles, president of the Advertising 
-lub of New York.

¡Baker Advertising Agency, Ltd.
Toronto, Ont., Canada, has been ap- 

>ointed advertising counsel to Thos. J. 
apton, Ltd., same city.

The Dealers’Own Paper
“The Dealers’ Own Paper”— 
shows a NET PAID circulation 
of 4,924 in our June 30 state
ment to the Audit Bureau of 
Circulation — over 90 Çc to 
building supply dealers!
BUILDING SUPPLY NEWS is 
not only the leader — it's 
traveling in a class by itself— 
far ahead of any competition. 
If you'll give us the opportunity, 
we'll show you that your adver
tising in BUILDING SUPPLY NEWS 
keeps you before a greater poten
tial market than you can get thru 
other sources with ten times our

Will You Let Us Prove It?

BUILDING SUPPLY NEWS
405 Old Colony Bldg., CHICAGO

More NET PAID Circulation than any other dealer paper in the building field.

Prestige
Ç Just as John Wanamaker and Marshall Field gained everlasting 
Prestige as merchandisers, through Confidence and Service, so has THE 
ROTARIAN gained Prestige in the advertising field by the same methods.
<J The success of THE ROTARIAN is really remarkable, but it owes its 
success and Prestige entirely to a persistent and consistent effort to hold 
the Confidence of its readers and advertisers by rendering real Service.

THE
Advertising Manager 
Frank R. Jennings 

221 East 20th Street 
Chicago

The Magi' 'H of Service

CHICAGO
Member Audit Bureau of Circulations

Subscription price: »1.50 in U. S., Newfoundland, Cuba and other countries to which minimum postnl rates apply; $1.75 In Canada; $2 In all other countries.
Published Monthly by Rotary International

Advertising One of the Tools of Marketing

In order to accomplish its purpose, advertising must coordi
nate with the entire selling plan.

A complete survey of marketing possibilities is a necessary 
preliminary before an advertising campaign may be definitely 
accepted.

We have no advertising agency affiliations. It is our function 
to make marketing surveys independently and to recommend the 
one best method in each instance.

FREDERICK A. HANNAH AND ASSOCIATES
32 W. 40th ST., NEW YORK

IMPING

j A lv T A N Eastern Representatives: X Con-tantine & Jackson
7 West 16th Street 

New York
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Action
“TET’S have a little 

I .action on it,” is 
J—A sometimes the last
minute order. And all 
is hustle and bustle 
with the printer, the 
electrotyper and en
graver.
But in one small office 
there sits a man who 
could have given 
quicker “action” and 
perhaps saved both 
worry and money. 
Much last-minute “ac
tion” all along the line 
might have been pre
cluded if he had been 
called into his cus
tomer’s office, some 
weeks ago, to talk over 
plans for the printed 
matter, before they as
sumed definite form.
Not only do your photo
engraver’s suggestions 
tend to save time by 
preventing disappoint
ments and mistakes, but 
they add distinction and 
force to your printed 
message — and lessen 
costs.

Gatchel & 
Manning, Inc. 

C. A. STINSON, President 

PHOTO-ENGRAVERS 
Philadelphia

The Market Hasn't
, Been Scratched

I PRESUME that all these amazing 
stories one hears about the radio are 
quite true—that “millions” really 
listen to the music and speeches and 
what not that are broadcasted nightly. 
Yet in a pilgrimage which is of six 
weeks’ duration and has led me 
through sections of four states and 
into innumerable homes and hotels, I 

i have heard only one radio and seen 
only one house equipped to receive 
aerial messages.

Granting without argument that all 
that radio enthusiasts say about the 
popularity of the radio is true, it is 
equally true that the market “hasn’t 
been scratched.”

A Bad Year for Summer Hotels
This is not a good year for summer 

resort hotels; and I have an idea that 
next year—and the year after, too— 

\ won’t be any better. The automobile, 
so hotel people tell me, has upset 
everything.

One man with whom I talked yester
day had this to say: “We are crowded 
to the roof, Saturday and Sunday, and 
empty or nearly empty, from Monday 
until Friday. People don’t make long 
stays as they used to. I have only one 
guest who will spend the entire summer 
with me. Ten years ago, I had fifty. 
There is no money in this business, any 
more.”

An Orchestra of Business Men
Twice this year, it has been my 

good fortune to attend concerts given 
। by the Brooklyn Orchestral Society, 
i which as you may know, is composed 

almost entirely of amateur musicians.
Its active membership comprises real 

estate agents, bankers, physicians, ad
vertising men, merchants, etc., etc., all 
of them sufficiently interested in music 
to be willing to devote several hours a 
week to rehearsing and practice.

My judgment in matters of music is 
valueless, but it seems to me that the 
Brooklyn Orchestral Society plays as

i tonishingly well. But that does not in
terest me half as much as the fact that 
men of affairs, as these men are, should

Through a combination of circun 
stances for which he was in no wa 
responsible a man whom I have know' 
for many years found himself out < 
a job three years or so ago.

He is no longer young, has workej 
hard all his life and has an incon! 
of perhaps $2,500 a year from inves 
ments. For these reasons he was M 
dined not to reenter business.

“I believed I had earned the rigl 
to live my life in my own way,” 1 
told me. “As you know,” he added, 1 
have had an exceptionally varied ar 
interesting career; and it seemc 
logical to suppose that I could suppl 
ment my income by writing articles c 
business topics.”

Well, he started in. For five hour 
a day, five days a week, he worked I 
industriously and systematically as 1 
had ever done. Knowing the publis] 
ing field thoroughly, he did not mal 
the mistake which many writers mak 
of sending his articles to the wroi 
publications. No! He sent them 
the right publications; and with ver 
few exceptions they were accepted al 
eventually published.

Nevertheless, at the end of a yea 
H-------- abandoned the joys of autho 
ship—not because his articles were n. 
published; not because they were n. 
paid for, but because of the fact th, 
months elapsed between the time ! 
wrote an article and the time he w 
paid for it.

“I’d mail a manuscript in March 
he said, “I’d be advised in May 
June that it was accepted. I’d 1 
paid; for it in September. That got ■ 
my nerves. I never knew where, 
stood. Some months my income fr<i 
my pen would amount to $250. Oth' 
months it was less than $50. J' 
total earnings from the writing I d'> 
in 1922, were $1,760—almost exaci' 
the amount I had figured they woil 
be. But the trouble was that soli 
of the articles I wrote in 1922 we> 
not paid for until well on in 1923.”

I wonder if it would do any good i 
bring this matter to the attention ! 
Senator Walsh. He and his associail 
are investigating pretty nearly ever 
thing. Why not editors? However! 
specifically except the editor of D 
Fortnightly. He pays “on the nai

Jamoc.
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Advertising Calendar
August 18-23—Milwaukee Graphic 

Arts Exposition and Annual Conven
tion International Association of 
Printing House Craftsmen, Audi
torium, Milwaukee.

August 26-28—Annual Convention 
National Council of Traveling Sales

* men’s Associations, Hotel Pennsyl
vania, New York.

September 17—Fall meeting. Inter
state Circulation Managers Associa
tion of Pennsylvania, New Jersey, 
Maryland, Delaware, District of Co
lumbia and West Virginia, Hotel 
Sylvania, Philadelphia.

September 22-25—Advertising Spe
cialty Association Convention, Chi
cago, HI.

September 29-October 1—First An
nual Convention, Window Display 
Advertising Association, Cleveland, 
Ohio.

October 12—Financial Advertisers’ 
Association Convention, Richmond, 
Va.

October 13, 14—Annual Conven
tion and Exhibit, National Indus
trial Advertising Association, Edge
water Beach Hotel, Chicago, Ill.

October 14—Meeting of Executive 
Board, American Association of Ad
vertising Agencies. Chicago, Ill.

! October 15, 16—Annual meeting, 
American Association of Advertising 
Agencies, Chicago, Ill.

October 16, 17—Annual Conven- 
i tion. Audit Bureau of Circulations, 
Chicago, Ill.

October 27-28—National Conven
tion, Mail Advertising Service As- 

¡sociation, William Penn Hotel, Pitts
burgh, Pa.

October 29, 30, 31—Annual Con
vention of the Direct Mail Advertis
ing Association, Pittsburgh, Pa.

November, 10-15—Second Advertis-
1 ing Exposition. New York.

November 17-19—Annual Meeting, 
Association of National Advertisers, 
Inc., Ambassador Hotel, Atlantic City, 
New Jersey.

The Editor will be glad to receive, 
In advance, for lieting In the Adver
tising Calendar, dates of activities of 

i, national interest to advertisers.

] I
vermore & Knight Company

¡Providence, have appointed as man- 
?r of their Boston office Franklin L. 
rney, formerly with the Curtis Pub- 

■ - ling Company, Philadelphia.
lost, Landis & Kohn

appointed national advertising rep- 
rentative for the Times-Journal, Sel- 
i.,Ala.

¡¡th & Ferris
•os Angeles, will direct advertising 

i the Sunset Specialty Company, au- 
। lobile windshields.

exander F. Osborn
’ice-president in charge Buffalo of

>, Barton, Durstine & Osborn, has 
1 n elected a director of the Wildroot 
'iiipany, Inc., hair tonic and liquid 

■mpoo.

1 la jar &■ Prorost
s the new name of The Capital Ad- 

'tising Company, New York. Per
- nel remains unchanged.
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fetters That Qome In
The ¿Morning’s ¿Mail

“I look forward to reading each issue 
of the Fortnightly. I like the thorough
ness of its articles and the crisp man
ner in which they are written. They 
are stimulating as well as substantial.”

Advertising 
and Selling 

FORTNIGHTLY

Research in 
Industrial AdvertisidI 

[CONTINUED FROM PAGE 17] ।
the total acreage he calculates tjt i 
the “average” farm has 100 acis,i]| 
just the right size for the sale if 
farm lighting plants. He decides^] 
turn his selling and advertisJI. 
effort on that state. Later he fils» 
that only one-quarter of the fans]: 
are 100 acres or larger, and tha®« 
this number many already sec.-e 
electricity from central stations 
have extended their lines to naif 
districts. It also develops tha'a 
considerable percentage of the fans 
are not occupied by owners butiy] 
renters. A person merely renttgi 
a farm is not especially interesid] 
in spending a great deal of moy 
to improve his landlord’s propey« 
The campaign in that territryp 
would naturally not be a succisl. 
Failure would be due to two erred 
first, false deductions regarding ¡ie : 
“average” farm; and second, ie 
lack of complete data on all essenall' 
phases of the subject.

I do not wish to minimize pit 
value of statistics by pointingto| 
such an example, but rather to ,nl’ 
phasize the fact that statistics nst 
be used with intelligence and w 
cretion. More advertising dolts. 
are probably wasted due to no any- 
ses of the market being made tan] 
to false analyses. Particularly il 
this true, I believe, of industrial d] 
vertising. The reason may be tat,- 
in so-called national advertising,*ve 
usually deal in larger sums, and eel 
that consequently more care nd. 
study is required. This is no d'bt 
true to a certain extent, but fam 
the consideration of advertising ffi- 
ciency the proper expenditure of 
$100 is as important as the pner 
expenditure of $1,000.

Accurate knowledge of the rnaaet 
is the first fundamental to succesfu| 
advertising. It is the basis of.ny 
sales plan—the compass pointin'to 
the true course. Without it, acer- 
tising is in exactly the same preiea
ment as a ship without a comps; 
it may get there or it may nA 
probably not. To carry the snil| 
further, statistical research, by 
means of such methods as I av® 
pointed out, will chart the ’uj 
course of advertising just as thoH 
mariners charted the seas by setch- 
ing for new lands.

™ •

C. J. Ollendorf Company
Chicago, is to conduct advertin? 

for the Witter Water Company, led- 
icinal mineral waters, that city. ,1
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How Shall We Pay Our 
Salesmen ?

IN any one business there is usu
ally one best way of paying sales
men, states an interesting analy
sis of the subject made by the Black

man Company, New York, and issued 
in folder form as part of a series? 
of copyrighted memorandums on 

, f matters that are of interest to ad- I 
vertisers, present or potential. Ex
plaining the reason for the issuance 
of the data, the folder enumerates 

J fifteen representative methods that 
are in vogue for compensating the 

1 field force. Leading advantages and 
disadvantages are summarized. The 
following suggestions are outlined:

If extremely enterprising and aggres
sive salesmanship is required commis
sion, bonus or profit-sharing arrange
ments are advisable. These may either 
be the basis of the plan or in addition 
to a salary. In a lesser degree a prize 
contest may serve to attract this type 
of salesman.

Custom in the field will determine in 
many employers’ minds the methods to 
be adopted. Yet this may easily be a 
mistake. Salesmen often wish to go to 
another field or to a new employer in 
the same field largely because the 
method of remuneration seems more 
attractive.

In general the fewer the elements in 
the remuneration plan the better. Com
plicated plans which require elaborate 
figuring do not seem to be favored by 
the salesmen.

In the consideration of any plan 
of payment, some of the points which 
should be carefully considered are:

Is the plan attractive enough to win 
desirable recruits?

Will it hold good salesmen over a 
period of years ?

Does it assure adequate coverage of 
old trade?

Will it assure coverage of every 
worthwhile prospective customer?

Does it insure adherence to the house 
policies ? .

Does it assure sufficient steady income 
to prevent worry on the part of the 
salesman?

Is there proper reward for house 
loyalty, good general business judg
ment and length of service?

Does the plan assure proper selling 
of various sizes and items in the line?

Is the method of payment sufficiently 
clear and clean cut?

Is there provision for prompt recog
nition of any sudden growth in the 
salesman’s abilities?

Is there leeway for the house in case 
general business conditions make high 
remuneration impossible?

.....

Ray D. Lillibridge. Inc.
Appointed advertising representatives 

of the O. K. Chick Hatchery, French
town, N. J.

New Jersey Newspapers, Inc.
Appointed M. C. Gilbert manager of 

Philadelphia office, in the Wurlitzer 
Building.

Rate for advertisements inserted in this department is 36 cents a line—6 pt. type. When larger 
type is used charge is based on 6 pt. line space basis. Minimum charge $1.80. Forms close Saturday 

noon before date of issue.

Business Opportunities Position Wanted

Ask for your copy of our Bulletin at 
your home address. Harris-Dibble Com
pany, 345 Madison Ave., NewYork City.

BUSINESS PAPER
This paper is not the only one in its field, and 
it is not the leader. But it is regarded very 
favorably by the field and, has considerable busi
ness under contract. Present owners desire a 
man who would be interested in purchasing an 
interest and who has the ability to help develop 
this paper. Address ”A. M.” Box 166, Adv. 
and Selling Fort., 52 Vanderbilt Ave., New 
York City.

Help Wanted

ADVERTISING AND SALES 
PROMOTION MANAGER

High grade woman's specialty shop in a large 
middle east town. An applicant must have edu
cation. culture and background of metropolitan 
experience. Box 164, Advertising and Selling 
Fortnightly, 52 Vandprbilt Ave., New York City

CIRCULATION MANAGER
A young man thoroughly familiar with every 
phase of circulation work. . One , who knows 
how to get subscriptions. This position requires 
a man who has arrived but is looking for a 
large field. State age. experience, etc. to Box 
165, Adv. and Selling Fort., 52 Vanderbilt Ave., 
New York City.

To meet expansion needs we want an Assistant 
Advertising Manager. The man we seek must 
be between the ages of 25-35 and have proved 
his ability to successfully handle the position. 
There is an unexcelled opportunity for the man 
who qualifies. Address “Advertising Manager.” 
Box 170, Adv. and. Selling Fort., 52 Vanderhilt 
Ave., New York City.

Position Wanted

ADVERTISING MANAGER OR 
ASSISTANT

possessing more than the necessary qualifications 
for a $3,500 job. Doe« all his sleeping at night. 
Aged 32. Good personality. “S. P.,” 286 Fort 
Washington Avenue, New York.

ADVERTISING AGENCIES!
We serve through surveys and special investi
gations—dealers'—consumers—industries. Wor
cester or Worcester County or anywhere in 
New England. Dependable research work. 
Finkel Business Builders, 12 May, Worcester, 
Mass.

ARTIST
All around man with ability for lettering, figure 
and layout work, can also do retouching. De
sires permanent position with chance. to grow. 
Have samples of my work for your inspection. 
Am 26, married. Available at once. Box 169, 
Adv. and Selling Fort., 52 Vanderbilt Ave., 
New York City.

EXECUTIVE
Broad general business experience of 15 years, 
principally, in advertising field. Thoroughly 
grounded in merchandising and sales. Equipped 
with the knowledge of the principles which 
underlie successful business from experience as 
agency manager, magazine business manager, 
general manager of manufacturing concern, etc. 
35 and married. Desire position where I can 
make my own opportunity by demonstrating 
my ability to solve problems and build for 
organization success with vision and resource
fulness. RH. Room 2003, 20 Broad St., New 
York.

COPY AND LAYOUT MAN
I'm looking for a real opportunity. Am anxious 
to connect with an agency in New York City. 
Have had. four years’ experience at writing copy 
and preparing layouts. Box 171, Adv. and Sell
ing Fort., 52 Vanderbilt Ave., New York City.

SOME WESTERN AGENCY 
will be able to profit by the orders the doctor 
gave my wife: “Go at once to where the air 
is thin and dry.” We’re going.
I’m thirty, aud have ten years’ of real news
paper and agency experience to offer. Am copy 
chief in Middle West now. Let’s talk it over! 
Box 167, Adv. and Selling Fort., 52 Vanderbilt 
Ave., New York City.

Miscellaneous

For your little daughter—a cheerfully comfort
able country home on the Sound. Excellent 
schools nearh}'. Careful motherly supervision. 
Preliminary interview in New York. Cornelia 
1’. Lathrop, 42 Fifth Ave., New York City.



ADVERTISING AND SELLING FORTNIGHTLY August 13, 1924 I 

------------------ - ------=

Advertisers’ Index
I Mathematics versus 

Psychology 
[CONTINUED FROM PAGE 32]

[«]
Ajax Photo Print Co...................................... 60
Alexander Film Co........................................... 48
American Lumberman ............................... 60
American Photo Engraving Assn............ 67 
Animated Products Co..................................... 44
Architectural Record, The ........................ 46
Automobile Trade Journal

Insert Bet. 42 and 43

[b]
Bakers Weekly .................................................. 46
Barton, Dnrstine & Osborn. Inc................ 27
Beacon Journal, The .................................... 56
Boot & Shoe Recorder ............................... 60
Building Supply News ................................. 61
Business Bourse .............................................. 52

[c]
Campbell-Ewald Co.......................................... 9
Chicago Daily News ...................................... 2
Chilton Company. .Insert Bet. 42 and 43
Christian Herald ........................................... 10
Christian Science Monitor ...................... 31
Cincinnati Enquirer ...................................... 41
Cram Studios, The ......................................... 60

[d]
Daily Herald, The ......................................... 57
Denne & Co., Ltd., A. J.................................. 60

[e]
Economist Group .........................................34-35
Expositor, The ..................................................  59

E/J
Fann Journal, The ......................................... 37
Federal Advertising Agency ...................  33

Gagnier Stereotype Foundry .................... 47
Galloway, Ewing ............................................. 57
Gas Age-Record ............................................. 63
Gatchell & Manning, Inc.................................. 62
Goode & Berrien, Inc...................................... 40
Grand Rapids Furniture Record .......... 43
Gude Co., O. J........................ Insert Facing 58

Hannah & Associates, F. A........... 46 and 61

[Í]
Igelstroem Co., The J.......................................46
Indianapolis News ......................................... 4
Ingram. W. Scott ............................................. 60

DI
Jardine, W............................................................... 60
Jewish Daily Forward .................................. 57

EH
Lillibridge, Inc., Ray D.

Insert Bet. 50 and 51

[m]
McCann Co., H. K............................................. 12
McGraw-Hill Co.................................................. 7
Market Place ..................................................... 65
Morrison .............................................................. 47

["]
National Miller .............................................. 46
National Petroleum News .......................... 68
National Register Publishing Co............. 44
Nation’s Business ............................................. 6
New York Daily News ............................... 45
Normal Instructor and Primary Plans. 55

[o]
Oral Hygiene ..................................................... 51

[P]
Paschall Co., I. F............................................... 54
Photoplay Magazine .................................. 38-39
Pittsford Co., Ben C........................................ 40

[q]
Quality Group, The ...................................... 52

D]
Radio Digest ..................................................... 53
Richards Co., Joseph .................................. 3
Rotarian. The .................................................. 61
Rural Life and Farm Stock Journal... 57

D]
Schulze, Edward H........................................... 50
Selling Aid .......................................................... 47
Shaw, Keith ....................................................... 46
Simmonds & Barrett Co.................................. 49
Standard Rate & Data Service ................. 29
St. James Hotel ................................................ 52
Superior Color Co............................................. 50

DI
Thomas Publishing Co................................... 43
Tanki Service Bureau ................................. 46
Textile World .................... Insert Facing 59
True Story Magazine. The ........................ 8
Tiithill Advertising Agency ...................... 49

[a]
United Publishers’ Corp............................34-35
United Publishers’ Corp.. Automotive

Division ............ Insert Bet. 42 and 43

Beyond these fundamentals, there I 
are some incidentals that perhaps I 
are known—e.g., repetition in vari- I 
ous languages of the keynote to back I 
up the main point, rather than an | 
array of the largest number of I 
points; and e.g., the value of indi- I 
rection such as testimonials, refer- I 
ences; and e.g., language of asser- I 
tion put into relative classes, t.e., I 
not putting the main claim into a | 
direct sentence as is ordinarily I 
maintained by “psychological ex- ] 
perts” whose theories have never I 
been checked up by a single figure.

Put all of these fundamentals and | 
incidentals together, and the pub- 1 
licity advertiser has a slight basis I 
upon which to begin to build his own I 
structure. But that structure can- I 
not be built upon set principles I 
which some mail-order men claim to ] 
know from alpha to omega. The I 
mail-order expert must not presume I 
to know a priori, the kind of copy I 
needed by any particular advertiser; I 
on the contrary each campaign must I 
be a growth nurtured by expert- I 
ments with the particularistic ex- I 
periments of each advertiser.

CARE must be exercised by the, I 
advertiser whose copy is de-1 I 
signed for other than exclusively; I 

immediate results, not to exagger- I 
ate the pertinency of the lessons I 
taught in mail-order practice; for 1 
in the latter the “offer” and the im-, 1 
mediate action are of overwhelming 
importance and the ultimate effect, I 
while by no means a mere incidental, I 
applies more to the sale itself and I 
less to the copy than in the case of | 
so-called publicity.

Furthermore, every advertising 1 
campaign means a new problem. I 
Even in the mail-order businesses, I 
there are only a few universal basic I 
factors, and for each mail-order busi- 1 
ness, the years and years of tested I 
results present few ready baked I 
formulas. They present in large de- ( 
gree only the method, by which the । 
advertiser can, with greater safety I 
and closer approximation to cer- 1 
tainty, work out the kind of copy I 
that best fits in with his particular I 
business. He never reaches the 1 
point where knowledge becomes fixed 1 
and experiment ceases.

So, all the more on copy which is I 
designed only incidentally for an im 
mediate record of effect (and muci' 1 
publicity cannot hope even for that) i 
the advertiser’s problems are indi-, I 
dividual.



The Birth of the Best Seller
By James AVvllen
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EORGE DU MAURIER, 
। author of the immortal 
p “Trilby” and “Peter 
I Ibbetson” was the in

ventor of the “best 
seller” among books.

Du Maurier had the felicity to be 
an accomplished artist as well as a 
spinner of yarns.

“Trilby” caught the fancy like a 
new fashion, when it appeared with 
Du Maurier’s illustrations. The story 
was serialized in Harper’s Magazine.

The speedy acceptance of “Trilby” 
was due in large and certain meas
ure to the pictures which illustrated 
the text. And so the best seller was 
born. Folk have not changed greatly 
since Du Maurier’s boutonniere and 
diamond days. I predict that all live 
publishers will soon return to his 
way of winning the readers’ market.

With our electrical methods of 

distribution a picture on the artist’s 
easel may gladden the eyes of mil
lions within a fortnight. An idea 
conceived on Monday can be a living 
thought of the masses by week-end.

Any picture thrown off by brush, 
pen or pencil may be reproduced 
with absolute fidelity and amazing 
rapidity. The photo-engraving pro
cess resolves thought into action 
like a vitalizing chemical.

George Du Maurier evidently be
lieved that “Your Story in Picture 
Leaves Nothing Untold.” Alert busi
ness men and publishers are using 
more and better engravings.

In a little booklet for the Amer
ican Photo-Engravers Association, I 
tell you how the engraving craft is 
protecting your interests. Ask your 
engraver or the American Photo
Engravers Association for a copy of 
"The 'Relighted Lamp of "Paid Revere.”

AMERICAN PHOTOENGRAVERS
©ASSOCIATION®

GENERAL OFFICES * 8 6 3 MONADNOCK. BLOCK 4 CHICAGO
Copyrighted 1914. American PhotoEngravers Association






