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As Men Read
So They Smoke

At home in the evening, reading his favorite evening paper—slip
pered feet elevated to permit the proper flow of thought—and cigar, 
pipe or cigarette going good—that’s the time, place and circum
stance in which to sell your prospect on the merits of tobacco, or any 
product that appeals to a man.

And the medium through which to sell him is his favorite evening 
paper. In Chicago it is The Daily News. That advertisers of 
tobacco products realize this is shown by the following table:

The following tobacco advertisers used The Daily News lineage 
opposite their names in the first 5 months of 1925:

Advertiser Product Agate Lines
Congress Cigar Co. La Palina Cigars 4140
G H P Cigar Co. El Producto Cigars 6156
General Cigar Co. Wm. Penn Cigar« 2910
Moss J & B Co. Childs Cigars 1916
\\ ebster Cigar Co. \\ ebster Cigars J 300
American Tobacco Co. Omar Cigarettes 6650
Congress Cigar Co. Palina Cigarettes 1705
Liggett & Meyers Tobacco Co. Chesterfield Cigarettes 22023
Lorillard Co. London Life and Murad Cig. 31502
Tobacco Products Co. Melachrino Cigarettes 2290
American Tobacco Co. Tuxedo Tobacco 3920
Falk Tobacco Co. Herbert Tareyton Cigarettes 2240
American Tobacco Co. Lucky Strike Cigarettes 2440

Total 92492 lines

Reach the man through his favorite 
home newspaper—

THE CHICAGO DAILY NEWS
First in Chicago

r*uhHuhod uvorv nthor Wpdnpsdnv hv Advertisintr Rnrtnie’htlv. Tnc.. fl Rast 3Rth St.. Npw York. N Y. SuhscrÌDtion DI'Íí’P $3.00 Der
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A book about your business

by the folks who 
buy your goods

In a long experience, we have compiled 
many "Books of Fads” for individual 
manufadurers. They cover many in
dustries and many channels of trade: 
groceries, drugs, furniture, shoes, etc.

HOW often have you thumbed hope
fully through books on marketing 

only to lay them aside because they did 
not apply to your particular problems? 
How often have you wished that some
where you might turn to a volume and 
find answers to the intricate questions 
of your own business?

There is such a book. Its name is 
the Richards Book of Facts. Your copy 
of this book does not exist as yet, be
cause, unlike any other book, a Richards 
Book of F acts is prepared for the indi
vidual manufacturer. It presents a study 
of that manufacturer’s product and 
marketing methods as disclosed by a 
field survey in which hundreds, some
times thousands, of consumers, retailers, 
and wholesalers are interviewed.

When your Richards Book of Facts 
is made, you will find in it, not theory.

not out-of-date accounts of someone’s 
else business, but trustworthy informa
tion to guide you and us in the making 
of advertising and sales plans.

As one manufacturer says about his 
Richards Book of Facts, “We feel that 
it insures our money will not be spent 
until results are certain.”

We will gladly tell you how a 
Richards Book of Facts maybe prepared 
for your business and used as the basis of 
the advertising which we do for you.

A copy of our new booklet entitled 
“Business Research,” which describes 
the place of research in modern business, 
will be sent free on request. Address

JOSEPH RICHARDS COMPANY, me.
253 Park Avenue New York City

ofn ofdverriiing of gene, Established 18^4

_ ==^===! .. ........... ..  ■ s. .

Richards Facts first—then .Advertising
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FOR radio merchan
disers, Indiana offers 
a splendid market.

The Indianapolis Radius is 
that part of central Indi
ana comprising the trad» 
tog territory of Indian
apolis. 1,992,713 people 
live to this area and all of 
them are sufficiently pros
perous and modern in 
their standards of living 
to be interested in radio.
Industries are so diversi
fied to this territory that 
a slowing up of one is al
ways counterbalanced by 
increased production to 
another. Indiana, eleventh 
to population, ranks ninth 
to value of manufactured 
products, thirteenth to 
value of agricultural crops, 
and fourteenth to value of 
mine and quarry products 
—a remarkably even di
vision of Industry, which 
guarantees stability of 
purchasing power.
The Indianapolis Radius Is 
a rich section of a wealthy 
state. And to the Indian
apolis Radius the circula
tion of The Indianapolis 
News is concentrated. This 
circulation of The Indian
apolis News is the largest 
in Indiana—larger every 
week day than the second 
Indianapolis newspaper on 
Sunday.

R
ECOGNIZED for generations as the home medium, the 

evening newspaper takes the radio merchandiser’s mes
. sage straight to the proper place at the right time.

Radio advertising in the evening newspaper reaches the family 
group, assembled before the loud speaker, just prior to the 
first announcement. Could any medium be better timed?

Indiana, where I.os Angeles is heard as clearly and as easily as 
Schenectady, is full of radio fans. For years past, these fans have 
depended upon The Indianapolis News for radio information. 
And they have not been disappointed. To serve them better, 
The News a few months ago established an enlarged editorial 
department under the direction of Wm. Stokes, the Radio 
Editor. ■

To merchandise radio in the Indianapolis Radius—Indianapo
lis and its trading territory—just one advertising cost is neces
sary: space in The Indianapolis News. Hoosiers respond to 
radio advertising in The Indianapolis News just as promptly 
and as completely as they do to other classifications

Year after year, The Indianapolis News carries more total 
advertising than all other Indianapolis newspapers combined— 
and does it with less than half as many issues.

During the first five months of 1925, the only period for which 
officiai figures are available, national radio advertisers pur
chased nearly twice as much space in 129 issues of The Indian
apolis News as was used in all other Indianapolis newspapers 
combined in 280 issues.

% Indianapolis News
Neu York Office F rank TCari olL Advertising Manager Chicago Office

DAN A. CARROLL J. E. LUTZ
110 East 42nd Street The Tower Building
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Page 5—The News Digest
National Advertising Commission

Associated Advertising Clubs of 
the World, announces the appoint
ment of members to a Legislative 
Committee and a Standardization and 
Educational Committee on Extension 
and Development of Advertising 
Courses in Schools and Colleges. In 
order that the committees may meet 
without too much travel on the part 
of the members, the former has beer, 
appointed entirely from the West and 
the latter entirely from the East. The 
memberships are as follows: Legisla
tive—Homer J. Buckley, Buckley, 
Dement & Company, Chicago, Chair
man: George M Burbach, St. Louis 
Post-Dispatch; Julius Holl, Link-Belt 
Company, Chicago; Theodore R. 
Gerlach, Gerlach-Barklow Company, 
Joliet, HL; Guy S. Cooke, First 
National Bank, Chicago; C. T. Fair
banks, Edwards & Deutsch, Chicago. 
Standardization — Frank L e Roy 
Blanchard, Henry L. Doherty Com
pany, New York; Harry Tipper, Gen
eral Motor Export Corporation, New- 
York; Robert E. Ramsay, James F. 
Newcomb & Company, Inc., New 
York.

Irvin F. Paschall, Inc.
Chicago, will direct advertising for 

the Illinois Band & Supply Company, 
Aurora, Ill., sellers of poultry supplies 
by mail.

Gordon Anderson
Formerly connected with the art 

departments of Frank Seaman, Inc., 
and Joseph Richards Company, has 
joined the art staff of the F. I. Ross 
Company, Inc., also of New York.

Street & Finney
New York, will direct advertising 

tor the Empire Bond & Mortgage Com
pany, same city.

Gridley Adams
Of Rogers & Company, Inc,, New 

York, has been appointed executive 
secretary of the National Council of 
Business Mail. Users with headquarters 
in the same city. This organization is 
composed of upwards of fifty of the 
1 argest business houses which utilize 
the mails extensively and has been 
formed for the purpose of presenting 
a solid front in working for equitable 
postal rates.

The Associated Business 
Papers. Inc.

Will hold its annual convention in 
Chicago, Oct. 13-15. The annual meet
ing . of the National Conference of 
Business Paper Editors will be held at 
the same time.

The Thumbnail 
Business Review

By Floyd W. Parsons

FUNDAMENTAL conditions are show
ing a steady improvement and the 
outlook for satisfactory business in 
the fall is most encouraging. Nearly all 

crops made good progress in June. Winter 
wheat is 200,000,000 husheb short of last 
year’s yield, but so far as the fanner is 
concerned, this deficit is balanced hi u 
higher price for the cereal. Spring wheat 
is doing well and com has almost entirely 
recovered from the setback it received 
during ’he freak cold spell in May.
C. Buildiu; operations continue upon a 
record scale. Production in the iron and 
steel industry is being maintained at a 
much higher level than previileil during 
the v ann months of last year. Metal mar
kets are improving, with prices fairly 
strong in both copper and lead. The out
look in textiles is more hopeful.
C Probabl) the most important develop
ment «luring the past fortnight is the con
troversy that has arisen in the coal in
dustry. It is quite possible that we will 
run into trouble in the coal fields this 
fall Stocks of bituminous coal are at a 
very low level i38,000,000 tons), while 
there is not much more than a million 
tons of hard coal available for use in 
stoves and furnace«
41 There is boiling discontent in the mindi 
of the coal workers as well as on the pan 
of th«, operators. The miners are well 
supplied with funds to finance a fight. 
The teil point at issue is the preservation 
of the union, rather tlian the rate of pay 
of the men.
4 John Lewis is the most capable labor 
lender in the United States. He is fearless 
of personase', or legislature and has an 
army of follower« that will stick to the 
end. The coal outlook is much worse than 
surface indications and newspaper stories 
lead one to believe

Charles C. Green Advertising 
Agency, Inc.

Philadelphia office, will direct adver
tising for the Wanamaker Institute of 
Industries, same city.

W M. Engelman
Formerly space buyer for Goode & 

Berrien, Inc., has joined Pedlar & 
Ryan, Inc., in the same capacity.

“New York American* 
“Chicago Herald and Examiner”

National advertising departments, 
will be combined and operated as one 
unit with office" in New York, Chicago 
and Boston E. N. Chalfant will be 
director of national advertising; Wil
bur L. Arthur, associate director of 
national advertising; F. R. Levings, 
Western manager; H. R Wheeler, New 
England manager; E. V. C off rain, as
sociate manager. All will be under- the 
direction of E. M. Alexander, vice
president of the New York American.

Fecheimer, Frank and 
Spedden, Inc.
_ Is the name of i new agency formed 
in Detroit by S M. Fecheimer, presi
dent of the Industrial Advertising 
Company, Emanuel G. Frank, manager 
of the copy department of Campbell
Ewald, and Roland G Spedden, man- 
iger of the retail department of the 
latter agency. They hold the positions 
of president, vice-president and secre
tary, respectively, of the new organ
ization.

Robert Ferris
Ha- been appointed Chicago man

ager for Lighting Fixtures & Lighting, 
Lamps, and Buyers Directory and 
Catalog of the Lighting Trade, all 
published in New York.

Lyddon & Hanford Company
New York office, will direct advertis- 

'ng for C. S. Merton & Company, manu
facturers of men’s caps.

Campbell-Ewald Company
Detroit, will direct advertising for 

fhe Crossley Radio Corporation, Cin
cinnati, marketers of Armstrong Re
generative receivers.

Street Railway Advertising Com
pany of New Jersey

Of which Barron G. Collier is presi
dent, has been awarded the contract 
for the advertising and vending privi
lege.« on all the line« of the Inter
borough Rapid Transit Company. New 
York, for a period of eighteen years 
The signing of the contract followed 
the opening of bids under thr auspices 
of the Transit Commission. The Col
lier concern outbid Artemas Ward, 
inc., the former holder of the conces
sion, by $1,010,000 over the period of 
the contract. The Chicago Elevated 
Advertising Company also bid

[additional news on other fxges]
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Zi tAe ySurtk

wewspeper announce^ 
mc/iXs being ru^ 
bq MHOfis RUSIAS

WE DON’T BITE 
the COIN TODAf 
BUSINESS is selfish and crooked, shouts

D agitator in Madison Square. _ * houses a great
Just back of him, the. the £aith and confidence

I insurance company, ^^enaud women customers.

S„ a ma» will keep his »«A 
This business confidence is dw fou^

kssmss»|| “ ^.y^-felt of «tide he
| whhedto '“y’^VlXtosee’tfit 

31 while the seller bit the coin to see u it 
i| was all its face implied.
41 /"’tntumes passed. The buyer learnM11 C J to buy from a sample. Ht said,
41 "Send me a dozen like this.Ml ^le hid confidence ‘hat the «io«« 31 would be like the sample. The seller, on31 wouiu I me first. j im
al afrwd'to buy raw materials and pay my

,1 “c«.™»» r“"d'c^'&deadSX ijl The buy,. no longer demanded to see / i sample. He believed in the »Jesmins
description. And the seller didI not de 

____ mand pay on delivery. He said. Take 
P— rhirtv days to turn around» F______ l hl 1 confidence in the integrity

Let this confidence be ever so slightly

aslow-dow-W^ 
^d^if^^ * *,e ‘° kee? 
^eirwoni.Tiwy^on’ t know what arti
ficial legislative handicaps may
^^¿goX-enottheonlyoffend.

bv a customer, blames tne„1 Lesaler the manufacturer, th

r,,. , business men themselves help 
TTo shake public confidence in their 

^eri^an industry hasitsfaul^ 
thev deserve criticism. There are bus 
ne J men in it today who are still.throw- 
backs to the middle ages, who still make 

to bite the coin. .

of the other.

Today goods amounting to billion 
of dollars are bought and sold by 
the printed word. Payment is made: by 

of paperonabank.sometimes 
thousands of miles away.

Who now fears that his “»J11 '* 
watered or his sugar sanded’You buy a 
t < rd or a Piet re-Arrow without ques
tioning the soundness of its mitenal 
or the8honesty of its seller. You select 

, 1<, and desigr but you t Jee on f mb 
steel and leather and mechanical stall. 
The buyer need no longer beware, the seller who Is held to account.

THE

V-r him Nation’s Business is edited. It “ marine published in Washmg- 
ton bv’thclargest business organization 
■°"he countiy, and is foundel on the 
belief that anything which is not_for 
the public good is not for the good of 
^^xecudve who doei >ot know 
Nanon’ Busine • and who will wnte 
Washington, will be told how he can 
insoect this magazine without e xpense. 
Xyear ago, 139,975 business men 
wemsu&U today th..e art 176.
705..

Chicago Daily Hews J
Qe^ia^d Qs^ier 1
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What Richard Spillane 
Thinks of Birmingham

DICHARD SPILLANE, financial editor of The New York 
American, in the latest issue of Commerce and Finance, 

writes about Birmingham as follows:
If you were asked what city is typical of the republic your reply might be 

New York, Chicago, Boston, or whatever center happened to be your home. 
But there is one New Yorker who has been over the nation from ocean to ocean, 
and the Great Lakes to the Gulf, whose unhesitating answer would be, “Bir
mingham, Ala."

Why? Because no other city of the Western world has so much natural 
wealth at its doorstep; is, proportionately, so highly industrialized and yet so 
closely allied to agriculture; because it is a blend of the North and the South, 
the East and the West; because it is young, and because it expresses vividly 
that intangible spirit which, in varying forms, you find throughout the nation.

As a city it is young, even for America, where so many cities are young. It 
didn’t come into being until after the Civil War. The petition for its charter 
wasn’t filed until a few days before Christmas, 1871. And yet today it ranks as 
one of the greatest cities of the South!

Nature has been lavish in her gifts in the Birmingham district. In only a 
few sections of the globe are there such a diverse number of rich deposits of 
mineral wealth. Of coal there is a vast quantity. Of iron ore there is sufficient 
to meet the needs of a century or more Coal, iron ore and limestone—three 
major requisites for steel making are in abundance on either side of Jones valley, 
of which Birmingham is the Gate. As if that were not enough, the forests fur
nish 127 varieties of timber, from pine, oak. and poplar to lesser growths, while 
the farms yield cotton, com, oats, peas, sweet potatoes sorghum and sugar cane.

Net Paid Circulation Greater Than

77,000 Daily 87,000 Sunday

Bmninijhnm News
THE SOUTH'S GREATEST NEWSPAPER

KELLY-SMITH CO. 
New York

NATIONAL REPRESENTATIVES
J. C. HARRIS, Jr. 

Atlanta
KELLY-SMITH CO. 

Chicago
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HTHE tastes of our readers are 
very, very simple.

They want nothing but the best. 
The Conde Nast Group of maga
zines display nothing but the best 
. . . the newest . . . the smartest. 
Our people read them with one 
idea in mind:

“How shall I spend some money? 
Where shall I go this season ? What 
shall I wear? How shall I enter
tain my guests ?' ’

Every one of these ideas represents 
an expenditure of money. Such 
buying is encouraged by all of our 
magazines.

VOGUE
VANITY FAIR 

HOUSE & GARDEN

THE CONDE NAST GROUP
All members of the Audit Bureau of Circulations
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Buffalo the Wonder City of America

The City of

Beautiful Homes
Buffalo is a home loving city. It has 130,726 
homes. Most of them are attractive. Many are 
beautiful. Some arc magnificent. 38.6% of the 
homes in Buffalo are owned by the families 
living in them—a fact indicating the substan
tial character of the city and its worth as a 
market for advertised goods.

During July the News 
will throw open for the 
inspection of its readers 
nine different homes. 
All will be new homes, 
completely furnished by 
the merchants of Buf
falo, They will be lo
cated in the several 
different residential sec
tions of Buffalo. This 
is not an advertising 
“stunt”—not a line of 
copy will be solicited. 
It will be a genuinely 
constructive effort on 
the part of the News to 
educate its readers in
the selection, furnishing and decoration of 
homes that will particularly fit the needs of 
individual families of varying incomes. The

price range of these 
homes will be from 
$7250 to $32,000.
In August, 1914, a 
similar homes beautiful 
exhibit was sponsored 
by the News. With 
only three homes on 
display for one week 
there were more than 
150,000 visitors — more 
than twenty-five per 
cent of the entire popu
lation of the city. 
The results of last 
year’s exhibit were im
mensely pleasing to 
News readers and to

the merchants and realtors who participated. 
They are co-operating this year in even greater 
measure.

Greatest Circulation in 
New York State Outside 

of New York City The News Is Buffalo's Home Newspaper
Carries 45.56% of all 
advertising in the six 

Buffalo daily paper*

Buffalo Evening News
A.B.C. Mar. 31, 1925 

129,777
EDWARD H BUTLER, Editor and Publisher
KELLY-SMITH COMPANY, National Rrpmentativr«

Marbridgo Btdf., New York, N. Y.

Present Average
131,283

Lytton Bldg., Chicago, I1L



10 ADVERTISING AND SELLING FORTNIGHTLY July 15, 1925

In More Than 60 Colleges!
The New Butterick Cook Book has been 
adopted as a text by more than sixty colleges, 
universities, and state normal schools.

its
Authoritative!

Newspapers endorse it, Women’s 
Institutes recommend it. Women 
everywhere praise it. In thousands 
and thousands of homes it is a 
helpful, prized possession.

Because It’s
(i)—“More than a cook book—it is a gold mine of information.”

(COLUMBUS, (O.) DISPATCH)

(2)—“A valuable addition to every housewife’s kitchen library.”
(NEWARK, (N.J.) STAR EAGLE)

(3)—“A dependable guide, counselor and friend.”
(BALTIMORE, (MD.) NEWS)

It is just one more proof} This great new cook book is a Delineator product, prepared under 
th* evatlhmm inf TL® the supervision of Martha Van Rensselaer, Editor of The Delin-

’ • . eator’s Home Making Department and Co-director of the New
Delineator’s Service. York State College of Home Economics at Cornell University.

THE DELINEATOR and THE DESIGNER
(The Butterick Combination)

Chicago New York San Francisco
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Mrs* Newport
. . . flower oj a famous family

N.B.
This advertisement 
is one of a series 
appearing as a full 
page in The En
quirer. Each ad
vertisement p e r- 
sonalizes a Cincin
nati suburb by 
describing the type 
of woman charac
teristic of that 
suburb ; in each 
advertisement, too, 
The Enquirer’s 
coverage of the 
district is shown.

Years ago a village blossomed at the mouth of the Licking River. It 
was a pretty village, with big white houses at one end .... In one 
of the white houses Mrs. Newport's ancestors dwelt, and lived the life 
of the Southern aristocrat.

Then came the march of Industry. The town grew lustily. To
day, the white houses have given way to stores—but in a new home, 
farther out, Mrs. Newport lives the tranquil life of old. Last week, 
there was a party for her daughter, just home from college. Tomorrow, 
Mrs. Newport and the children will depart for their summer cottage 
at Ryland.

But one companion of Mrs. Newport's days in town will follow 
her. It is The Daily Enquirer. Each morning she turns to it for the 
news of the day; each morning it fills the hour between breakfast and 
the shopping trip.

Nor is Mrs. Newport alone in this custom. In one section of her 
community, for instance, are 401 residence buildings. Here, 272 Daily 
Enquirers are delivered.

Any merchant desiring to increase sales must give consideration 
to Mrs. Newport. With the foregoing figures before him, he must 
give consideration, too, to The Enquirer.

I. A. KLHN B. J. BIDWELL CO.
New York Chleage San Francisca Lri Ac gain

The CINCINNATI

ENQUIRER
“Qoes to the home, stays in the home”
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G. Lynn Sumner

WITH the mature experience 
of fifteen years in charge 
of sales and advertising for 

the Internationa) Cotweepondence 
School i and as vice-pre sident of 
the Woman’s Institute, Mr. Sum
ner speaks with authority. As 
contributing editor to the Fort
nigh ilk he will apnear regular
ly in our columns. In this issue 
apjiears the first article of a series 
which will be of the utmost use
fulness to our readers. Besides 
being a recognized authority in his 
field, Mr. Sumner possesses a flu
ent and concise prose style which 
makes his writing highly interest
ing ana readable entirely apart 
from the aptness of its context.

M. C. ROBBINS, Publisher
J. H. MOORE, General Manager
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FFiciAL Washington presses a button.
opening a theatre in New York or a power 
plant in Colorado. Similarly you can set in 
motion the machinery of advertising in any 
or every part of the country.

There is a McCann Company office within 
easy reach of your headquarters. Make 
connection through it with the McCann 
system. You will find a nation-wide circuit, 
all set up, which provides that accurate, di
rect and personal control of local contacts so 
necessary to the successful marketing of na
tionally advertised products. National adver
tising requires a “National” agency.

THE H.K.MrCANN COMPANY 
cJdiïertising

NEW YORK CLEVELAND SAN FRANCISCO DENVER

CHICAGO LOS ANGELES MONTREAL TORONTO
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Good Old Law of Averages
How You Can Make It W ork for You in Personal 

or Printed Selling

By G. Lynn Sumner

I
N the month of 
August, 1921, 
there were 59 sui
cides in the City of 

New York. In the 
month of August, 
1922, there were also 
59 suicides in the 
City of New York.

A remarkable coin
cidence? Not at all. 
Simply a striking ex
ample of the princi
ple that under the 
same influences or 
conditions people act 
with surprising uni
formity. For the 
most remarkable 
thing about people is 
—not that they are 
so different, but that 
so many of them are 
so much alike.

If you should con
stitute yourself a 
sort of census taker 
on your own account 
and should go out 
and ''.all from house 
to house until you 
had met and seen and 
talked with 5000
women, you would find that out of 
that 5000 a certain percentage would 
have red hair, a certain percentage 
would like Norma Talmadge better 
than Gloria Swanson, a certain per

THE most remarkable thing about people is not that they 
are so different, but that so many of them are ao much 
alike, so uniform in their actions. In every crowd of a given 

size there will be a certain number of persons who will buy the 
product you have to sell. There is a law of averages that will 
work for every advertiser and every salesman, and they should 
use it as a laboratory lest for each proposed selling plan

centage would wear a 5A shoe, a 
certain percentage would have little 
daughters by the name of Mabel, 
and a certain percentage would buy 
what you had to sell. And if, when 

you had completed 
your canvass of the 
first 5000 women, 
you went out and 
made exactly the 
same canvass of an
other 5000, you would 
find that with amaz
ing fidelity the per
centages on your first 
test would hold true 
on the second. It is 
the good old law' of 
averages at work.

This law is the 
basis of all selling, 
whether by salesmen, 
by direct mail, or by 
periodical advertis
ing.

I recall mailing a 
letter to 6000 names 
taken from tele
phone directories. 
The needed return 
was 1.5 per cent. The 
test pulled 1,6 per 
cent. This was satis
factory with a slight 
margin of safety. So 
the same letter was 
mailed to additional
telephone directory 

names until a total of 600 000 had 
been circularized. The returns 
never fell below 1.4 per cent nor 
rose above 1.8 per cent. At the end 
of a year it was almost exactly 1.6
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ENTERPRISES which have been among I lie most 
persistent friends of the good old law of aver

ages. Chain stores and news stands have reduced 
pedestrian traffic to a fine science. They know ap
proximately how many people pass any given corner 
of their city every week day of the year and how

© Brown Bros, 

many out of every hundred of these buy the products 
which they are selling. Pushcart peddlers have estab
lished their stores on a mobile base and can take 
advantage of whatever variations may result because 
of lime of day or season Io follow their markets. 
Where the crowds are, you may be sure they will be

per cent. The original test had re
peated its original performance a 
hundred times. The law of aver
ages was at work.

Recently I received a circular let
ter from a life insurance company, 
with a return inquiry card enclosed 
which invited me to send for an at
tractive booklet on “planning your 
future.” I signed and mailed it. 
Some two or three weeks later I was 
told that a man was waiting to see 
me and had brought a book I had 
sent for. The incident of the letter 
had slipped my mind completely and 
I asked him in. He was a genial 
chap and not the least bit disturbed 
when he found I was interested in 
the plan only from an advertising 
standpoint and not as a prospective 
buyer of insurance.

Then he told me exactly how he 
had worked out a law of averages 
that enabled him to use the plan 
with a certainty of result. He sent 
each month to his home 011100 a cer
tain number of names of substantial 
business men. The home office 
mailed out the letter I had received. 
A certain percentage of replies—3 
per cent in this ease—came back. 
These in turn were referred to the 
local representative so that he might 
personally deliver the booklet. A 
certain percentage of the people he 
reached he was able to sell.

Now of course up to this point this 
is just an ordinary business creating 
method that has been used, with 
variations, by many selling organ
izations. But here is the important 
application of it in this instance.

This particular salesman, after an 
experience of several months, found 
that when he divided the total 
amount of insurance sold to these 
prospects, he had sold an average of 
$1,500 for every inquiry he had re
ceived. As he received three in
quiries from each one hundred 
names circularized, he was, there
fore, selling an average of $4,500 for 
each one hundred names sent in. In 
other words, every time he sent a 
name to his company to circularize 
for him he set in motion a sales 
effort that on the average and with 
the usual aggressive and intelligent 
follow-througn, was certain to result 
in the sale of $45 worth of insur
ance. So by consistently using this 
plan he took much of the hit and 
miss element out of his work and 
was definitely able to develop a cer
tain needed volume of sales each 
month by sending to his home office 
a certain number of names. He had 
discovered the infallibility of the 
law of averages and had put it to 
work.

I KNOW a salesmanager of a large 
printing plant who has worked out 
a very definite formula for his men 

on a similar basis. There are usu
ally three steps in the sale of con
tract printing. First, the initial 
call to make a new contact or to get 
specifications for a bid; second, the 
quoting of a price; third, the se
curing of the contract. This plant 
is located in a highly competitive 
field where most jobs are submitted 
to several printers.

Study of an experience table 
showed that the plant was getting 8 
per cent of the business on which it 
quoted. In order for any one of its 
salesmen to produce a satisfactory 
amount of business it was neces
sary, therefore, for him to quote on 
enough business so that 8 per cent 
of that amount would be a satisfac
tory sales volume. And in order to 
quote on a certain average volume 
per day, it was absolutely necessary 
to keep seeing new people and mak
ing new contacts

“The hardest job I have with any 
salesman,” this salesmanager said 
to me, “is to keep him from concen
trating on some one big job and to 
get him to work on the law of aver
ages instead. When a salesman sets 
his mind on landing some particu
lar big contract, it may absorb his 
time and attention for weeks. If 
he gets it, of course, everything is 
lovely, but if he loses it, he is so 
disappointed that he has to begin all 
over again.

“But once you get a salesman to 
realize that if he just sees enough 
people, and quotes on a certain vol
ume. the business he needs is bound 
to come, he has an enormous advan
tage over the big game hunter. For 
one thing, he learns to plan his work 
and work his plan, and what is 
equally important, the loss of no ene 
contract is going to disturb him at 
all, because he knows the law of 
averages will make it up in some 
other quarter.”

I do not want to give the impres
sion that working the law of aver-

[CONTINUED nN PAGE 66]
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Where a Mail Order House
Makes Its Profit
By Ralph, K. Wadsworth

M
OST of us take price for 
granted We know it as 
either high, “reasonable,” or 
low, and we seldom stop to think 

how the seller arrived at it.
Not so the successful merchant or 

manufacturer. If you belong in his 
class you have probably found it one 
of the hardest problems in your 
business. On the careful pricing of 
your line may depend the difference 
between profit and loss, between 
future growth and dissolution. If 
you raise prices, usually you lose 
business. If you make them too low, 
you sacrifice your profits.

A typical case is that of a large 
department in a Chicago mail order 
house. This department handles 
household items sell
ing between $15 and 
$200, and has been 
doing an annual 
business of $4,000,
000 to $6,000,000

Somehow or other 
it never showed any 
real profit. Some 
years there would be 
a small net profit, but 
at other times that 
department showed 
in the red. The de
partment head was 
well thought of and 
considered a compe
tent man. He knew 
his line thoroughly, 
seemed to carry 
goods that were up- 
to-date and in de
mand, but in spite of 
that his business could not make a 
real profit. He explained that he 
couldn’t raise prices because compe
tition would not permit it. Finally, 
the president of the company de
cided to make a change—at least to 
give another man a chance to see 
what he could do. The result was 
that the next season showed a good 
net profit

How was the new buying head 
able to do this? Chiefly by a better 
pricing of his line. On those items 
where competition was keen he cut 
prices slightly under those of his 

Selling to the Consumer 
The smaller unit of sale in
creases operating and selling 
expense and decreases turn
over, thus requiring more 

gross profit.

competitors. On other staple items, 
however, he added certain improve
ments to justify raising prices to 
make up for the loss on the leaders. 
These improvements didn’t cost 
much but they made customers feel 
that his articles were worth much 
more. Where, for example, an ad
ditional feature cost him $1, he was 
able to raise the price $5 higher.

Another effect of adding these 
special features to his goods was to 
lift them out of direct competition 
with his competitors’ merchandise 
and to enable him to secure his full 
gross profit. Thus, the new buyer 
by a better pricing arrangement did 
what his predecessor had failed to 
do, and lifted his department into 

How the Mail Order Sales Dollar Is Divided

Selling to the Dealer 
Larger volume per order makes 
for lower operating and selling 
expenses. Total average gross 
2614% against 33J4% for con

sumer selling.

one of the producers of real profit 
for that business.

No single factor you can think of 
is so powerful in the selling world 
as the argument of price. People 
will walk blocks to patronize a store 
if it saves them a few cents. The 
cut-rate drug stores, department 
stores and chain stores are good ex
amples of this.

Likewise price is the biggest 
sales argument the mail order 
houses have. Before making their 
purchases it is common practice for 
customers to shop . by comparing 

various catalogs. It is quite proba
ble that 50 per cent of Sears Roe
buck customers consult a Mont
gomery Ward catalog at one time or 
another before ordering, and vice 
versa.

Therefore, as a mail order de
partment head your first considera
tion is to see that your prices meet 
those of competition; and of course 
any successful manufacturer or 
merchant must do likewise. But 
when you start to set prices to meet 
competition you are faced with the 
problem of making net profit. If 
you can’t make it you will soon be 
out of business.

Gross profit in the mail order 
houses is always figured against the 

selling price. “Mark
up,” as the term is 
generally used in re
tail stores, means 
gross profit against 
the cost. I have 
heard it applied both 
ways in the mail or
der business; so to 
avoid confusion I will 
use the term gross 
profit

Your method of fig
uring gross profit in 
the mail order busi
ness would be as fol
lows ; If an item cost 
$1 and yon sold it for 
$2. that item would 
be said to carry 50 
per cent gross profit, 
although the mark-up 
on the cost is 100 per 

cent. Figured in this way, a gross 
profit of 33 1/3 per cent represents 
a 50 per cent increase on the actual 
cost

Naturally in setting your prices 
you ask yourself: “How much gross 
profit must I have in order to con
tinue in business?” The answer will 
not be the same on all classes of 
merchandise. On some lines, such 
as in groceries, where the turnover 
is rapid, your gross profit would be as 
low as 21 per cent. In others, such as 
women’s hats, which are seasonable, 
and quickly become out of date, 

[continued on page 48]
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Sales Manuals That Make Good

Determining the Physical Form
By Will Hunter Morgan

I AST spring after months of labor 
on the part of the sales man

Jager and advertising depart
ment, one set of manufacturer’s 
salesmen went out to show their 
trade a brand new sales manual. 
The book did not contain so many 
pages; there was not a lot of read
ing in it. Actually, it could be gone 
through in a few minutes. But the 
page size was about twelve by eigh
teen inches. And when housed in 
a big, specially-made brief ease it 
looked formidable.

When this selling equipment got 
out into the field, the salesmen re
ported almost to a man that dealers 
shied away from it. The salesman 
would promise that its perusal would 
take only a few minutes, but the 
dealer didn’t believe it. He had been 
up against salesmen’s “few minutes” 
before. In many cases the salesman 
felt that the jumbo-looking manual 
actually cut off interviews. The 
dealer felt that the salesman’s prop
osition was complicated and cumber
some. He had no desire to listen to 
such.

It was suggested that the sales
man hide the portfolio where possi
ble when opening his interview, and 
not let it be seen until he had gotten 
the dealer somewhat warmed up. So 
the salesmen tried for a while to do 
this. As they went in they left the 
kit up beside rails or against the off 
sides of buyers’ desks, and even out
side the dealer’s private office. This 
helped a little but it became evident 
that the portfolio was in for being 
permanently classified as a sales
man’s white elephant.

As a last resort a half dozen new 
manuals were made with letter size 
pages. It was found that the big 
pages of the original manual could 
be photographically reduced to the 
new dimensions without much loss 
in readability. So the six loose-leaf 
smaller-size manuals were turned 
over to six salesmen selected at ran
dom. These were carried in the 
regular-size brief cases into tho 
buyers’ offices. The six manualeers 
reported back that everything was 
going “fine an’ dandy”—with a big 
emphasis on the “dandy.” The big 
scare-’em-off manuals were all called 
in and every man got one of the new 

smaller manuals in their place.
That is the most striking case I 

have ever encountered regarding the 
part played by size in getting sales 
manuals properly used. But to a 
greater or less extent the size and 
physical constitution of a given sales 
manual has a great deal to do with 
the way in which the buyer regards 
it and the salesman makes use of it.

Here are some of the points to be 
considered in giving the sales man
ual its physical form:

1. Size. The question of size has 
been covered in part in the expe
rience already related. It is true, 
however, that in some cases a large 
page size is justified.

In one ease I know of, the sales 
talk centers very largely around the 
advertising. Full pages are used in 
large-page publications. Copy is 
wordy. Reduction of the advertise
ments is a questionable procedure. 
Due to peculiar trade reasons the 
dealer can usually he interested in 
the advertising of this particular 
product much more than in adver
tising of the other goods he carries. 
A large-page portfolio gets over.

Another case where bulky man
uals are seldom a handicap exists in 
the case of houses which sell through 
exclusive agencies. If the dealer is 
interested in an exclusive agency 
proposition, whether it be men’s 
hats or player pianos, he probably 
will find plenty of time to go into 
the matter thoroughly with the 
salesman. And the subject, if the 
buyer gets warmed up, is so impor
tant that he will want to discuss all 
the details.

STILL another type of situation 
justifying the behemoth sales 
manual exists where the sales man

ual must be virtually a sample dis
play, giving large pictures of pat
terns and products so that the dealer 
can see in them the details of the 
line. If it saves the dealer a trip to 
the hotel tn see samples, he doesn’t 
mind how big the sales manual may 
he so long as he can handle it con
veniently.

On the other hand, if it is neces
sary for the salesman to carry a 
bulky sample case every effort 
should be made to keep any sales 

manual small. In some cases it is 
incorporated into the sample case, 
making one thing to be carried 
rather than two.

A sales manager who has made a 
special study of the preparation of 
manuals says, “In my opinion the 
sales manual should be made as 
small as possible without sacrificing 
good points which may require 
large pictures or diagrams. In 
working out a manual I find it good 
practice to look at each illustration 
with the thought of serving it up in 
the smallest possible size. I prefer 
a pocket size sales manual of one 
hundred pages to a fifty page man
ual having pages twice as big. One 
of the salesman’s best chances to 
study his manual may occur during 
train rides. If the book tucks 
easily in his coat pocket he is more 
strongly tempted to get it out when 
riding and study it. If the manual 
is larger than letter page size he 
will not, in my opinion. The very 
hulk of it prevents.”

THIS is a point well worth consid
ering. One sales manager even 
presents the company’s full-page ad

vertisements in miniature size. It 
happens in this case that the adver
tisements are simple in makeup, 
having brief texts in large type, and 
simple pictures. Even under this 
marked reduction they can be read 
with a fair degree of ease and the 
general effect of the advertising is 
well conveyed. Apparently the re
duction does not make the dealer 
think any less of the advertising.

Perhaps the question as to size 
is best summed up by a friend of 
mine who is advertising manager 
for a manufacturer of food special
ties. He says, “From childhood we 
are brought up on moderate-sized 
books, the school geography being 
one of the few exceptions. The 
books we use most are apt to be 
those that are easiest to handle, as
suming that the contents are inter
esting.”

2. Typography. One sales manual 
that looked fine when examined in 
a well-lighted office proved to be a 
"hard reader” when taken into the 
field. Garages and hardware dealers 
were the salesmen’s prospects. Their

rn/\KTTT*TTTI?ri AXT DAPP TAI



July 15, 1925 ADVERTISING AND SELIING FORTNIGHTLY 19

We Return, Express Collect
Hoys Manufacturers Are Cutting Their Returned 

Goods Losses

By John Marion Schlachter

T
HE returned goods problem is 
having a definite influence 
upon the cost of doing busi

ness. It has taken rank with the 
rise in commodities and is sharing 
in the spread of general costs. So 
great is the burden that companies 
not infrequently figure it as part of 
the overhead and are constantly 
striving to recjuce the practice and 
thereby lessen the drag.

Inasmuch as there is always more 
or less loss on returned articles be
cause they have become old and un
salable, there should be some further 
charges against the returned goods 
cost. It has been calculated that the 
costs amount to more than 5 per 
cent of the value of 
the merchandise sent 
back, which is indeed 
a discouraging fig
ure.

A manufacturer of 
roofing materials, 
paper sundries and 
like products, who 
does a direct busi
ness in his local mar
ket, is meeting with 
success in overcom
ing the return prac
tice. He is making 
it as difficult as pos
sible to return goods 
because he feels that 
a great deal of ad
vantage is taken of a 
too easy facility lor 
returns, particularly 
on a declining inar- 
ket or when trade is
more slow than usual.

No goods are ac
cepted by his receiv
ing department unless 
accompanied by his 
authority form. If a 
customer wants to 
return goods he must 
advise the house 
of his intention. If 
agreeable, a permit 
with all the details 
thereon is sent. No 
driver will pick up 

any goods to be returned without 
the customer giving him the order 
which has been received through 
the mail.

A Pennsylvania company has a 
plan for handling returns which 
also involves definite principles. It 
does not permit a return of goods 
unless the reasons for requesting it 
are set forth in full. When the re
turn is finally allowed the charges 
and expense incurred are deducted, 
together with 10 per cent to cover 
the cost of rehandling. Where there 
is a decline in the market price that 
is also taken into consideration.
The rule, of course, applies to goods 
where the return would be material.

Courtesy American Railway Express

THE losses sustained by manufacturers and wholesalers on 
returned goods amount yearly to sums which in some cases 
are of such size as to impair the success ot the business itself, 

hi many line? of trade the retailers have developed a law unto 
themselves, abetted in their stand by the policies of a few weak- 
kneed concerns who will not stand upon their rights for t’ear of 
losing accounts. \\ ith such competitors a progressive and fair- 
minded manufacturer is apt to place himself in an uncomfort
able position with his dealers. Reputable retailers are begin
ning to appreciate the ethics of fair play involved, but in the 
meanwhile the transportation companies continue to be flooded 
with returned orders which cannot but mean losses to the man
ufacturer; losses on orders which he filled in the best of faith

If the value is small and the goods 
in first class condition, usually some 
arrangement is made as a matter of 
policy.

This system has resulted in mini
mizing returns. It is a common 
sense policy which has reduced the 
number of chronic violators and has 
made them realize that it costs 
money to take back and resell goods 
which have once been on the dealers’ 
shelves.

Again, a widely known Mid-West 
dry goods distributor believes there 
are two sides to the question of re
turned goods and, therefore, ex
presses this view:

“We have not been arbitrary with 
our customers in the 
past in matters of re
turned merchandise, 
preferring to look at 
the subject some
what from the stand
point of the retailers. 
They buy very large
ly from samples and 
under the encourage
ment of a good sales
man. The merchan
dise does not always 
look the same to them 
in the piece as it did 
in the sample. Some 
are over-enthusiastic 
in their buying. Then, 
a large yardage 
affects the possibility 
of selling many 
marked patterns in a 
small town. Also,
market conditions
are always a factor.

“Having these 
things in mind, 
where the customer 
is not a chronic re
turner we treat the 
question rather lib
erally. Wo have to 
take into account 
always the fact that 
the deliveries from 
the jobber are rarely 
complete and that 
desirable stocks turn
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ing rapidly make almost imperative 
some substitutions. It is almost im
possible except in some special cases 
to show that the retailer’s order was 
filled absolutely and exactly as sub
mitted to the wholesaler. We fancy 
that in the above we have made out 
a pretty good case for the retailer to 
return goods.

“Now, as to how we handle the 
matter. We know pretty well those 
people who are chronic returners. 
We are perhaps more careful in the 
filling of their orders than in the fill
ing of orders for others. We have 
written letters to them, taking up in 
detail the matter of sending back 
goods. We pursue an educational 
policy with our salesmen on the sub

ject. In flagrant cases we receive 
the goods and hold them subject to 
our customers’ orders and in some 
cases have returned to a customer. 
We do not reject the goods, as this 
would result in their being put in 
storage by the railroad companies 
and cause a large ultimate loss to 
someone

“We have an idea that through this 
policy we have educated our clientèle 
to the point where we have minimized 
the return of merchandise.”

To be sure, different lines of busi
ness require different treatments. 
Not every house can follow the same 
unvarying course. However, the 
principle involved is the same. For 
that reason a close cooperation be

tween manufacturers or jobbers who 
sell the same customer will prevent 
Smith & Co., from using the old 
argument—“Blank Mfg. Co., took 
back a lot of their goods that did not 
sell. I don’t see why you can’t take 
yours hack, too.”

The retail dealer is apparently a 
law unto himself; besides, many 
manufacturers are too fearful of the 
loss of trade to insist too much upon 
the “square deal.” However, they 
may point out repeatedly the injus
tice of the practice, the added ex
pense to the cost of doing business, 
and the fact that merchandise re
turned generally comes back in such 
condition that frequently it cannot 

[CONTINUED ON PAGE 50]

A Short Course in Selling Via 
the Advertising Pages

T
O he help
ful without 
being pa
tronizing is the 

policy which un
derlies the cur
rent campaign of 
Improved Asbes- 
tocel which the 
Johns - Man
ville Company is 
conduct ing 
in business pub
lications. The 
aim of this cam
paign is to reach 
the dealers, the 
men who actually 
sell the product 
directly to the 
consumers, and to 
give them con
structive and in
structive lessons in how to sell it.

Plumbers and heating contractors 
—typical Asbestocel dealers—are 
frequently poor merchandisers. 
Their principal business is the hand
ling of staples. Asbestocel, says 
Johns-Manville, is not a staple. It 
is a product superior to any in its 
line; in short, a specialty. It has 
distinct advantages which it, alone, 
possesses, and these advantages 
make highly effective selling points 
if the dealer can be made to drive 
them home intelligently to prospec
tive buyers.

The campaign in question is run
ning its second year at the present 
time, and the series has reached

twenty advertisements. Each bears 
the head, “Selling Asbestocel,” while 
directly below this in the upper left 
hand corner is a small type panel 
set on a bias which bears the serial 
number of the advertisement to
gether with a short note, stating 
the purpose of the campaign and re
ferring the dealer to a booklet, 
“How to Sell and Apply Improved 
Asbestocel Insulation.”

The specimen advertisements re
produced here are typical of the 
series. Most of the illustrations are 
halftones reproduced from drawings 
which demonstrate the various sell
ing points which can be scored upon 
the prospect, generally hinging upon 

the waste of heat 
brought about by 
insufficient insu
lation of the 
pipes and heating 
apparatus. Other 
advertise
ments reproduce 
specimen e s t i - 
mate sheets and 
tables which list 
the pounds of 
coal which may 
be saved per 
linear foot of 
pipe or per 
square foot of 
boiler surface by 
the use of Asbes
tocel insulation. 
One prints a 
specimen sales 
letter which may 

be modified easily to suit local con
ditions; another reproduces a photo
graph of an effective window dis
play; still another offers the dealer 
the plates for any of a series of 
advertisements which he may have 
for use in his local newspapers.

The text in each case is direct and 
reasonably terse. Every advertise
ment teaches a valuable and under
standable sales lesson. Several of 
them feature the national advertising 
of Asbestocel which Johns-Manville, 
Inc., carries and which ties up admir
ably with any independent advertis
ing or sales effort which the dealer 
may care to enter into in his par
ticular territory.
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The Travel Poster Exhibition 
at the Art Center

T
HE Summer Exhibition of 
Travel Posters was held in 
June-July at the Art Center, 
New York.

Chicago dominated the exhibition. 
In fact, without Chicago, there 
would scarcely have been an exhibi
tion. The main gallery was a pro
cession of “North Shore of Chi
cago,” “Elevated of Chicago,” 
“Rapid Transit of Chicago,” “Pub
lic Service Corporation of Northern 
Illinois.”

Thus, the exhibition sooke vol
umes of poster art at the head of 
Lake Michigan. But all it had for 
the rest of the country was a weak, 
small voice.

The prize winners and honorable 
mentions were as fbllows:

“The Gateway lo Chicago,” by Nor
man Erickson. Published by the Chi
cago Rapid Transit Company.

“Royal Mail to Europe,’1 by Austir 
Cooper. Publi: ied by the Royal Mail 
Steam Packet Company.

“By the North Shore Line,” by Er
win Metzl. Published by the Chicago, 
North Shore & Milwaukee R. R.

“Power Must Always Flow ” by Os
car Rabe Hanson. Published by the

Public Service Company of Northern 
Illinois.

“Federal Building,” by Willar I 
Frederic Elmes. Published by the Chi
cago Rapid Transit Company.

The Jury of Selection consisted 
of the following: Mr. H. L. Sparks, 
representing the Society of Illus
trators and the American Institute 
of Graphic Arts; Mr. Walter White
head, president of the Art Directors 
Club; Mr. Joseph H. Chapin, art 
director of Charles Scribner’s Sons; 
Mr. Ray Greenleaf, art director, 
Artemas Ward, Inc.; Mr. Heyworth 
Campbell, art director, The Conde 
Nast Publications, and Mr. Burton 
Emmett of the Newell-Emmett 
Company.

Considering the exhibition gen
erally, the American Express Com
pany had some good things. These 
were those wagon and truck posters 
which most of us know from sudden 
near-contacts on the streets. Cana
dian Pacific exhibited a few posters 
reminiscent of those superb French 
railway posters. Canadian Pacific 
also had an elephant in gorgeous 

trappings, who picturized the lure 
of world cruising.

The Honorable Mention poster 
which was exhibited by the Royal 
Mail was a creditable piece of work
manship, but it could never claim 
originality of dramatic, interest.

And for the rest of the exhibition 
—Chicago.

Most of the Chicago posters were 
poster renderings of specific places 
or activities. They were simple in 
subject and simple in mass. Letter
ing was kept to a minimum. Color 
effects were often quite striking.

One Chicago poster, in particular, 
impressed. Perhaps, as a work of 
art, it did not equal others. But it 
attained one quality no other poster 
had. This was the poster, “Power 
must always flow” The vivid fork 
of lightning, the ominous dark of 
the landscape, the lone lineman 
climbing up the pole—here was 
drama.

Another thing which must be said 
for the Chicago posters is this: the 
lithography was uniformly good. 
This is a hopeful sign. No poster 

[CONTINUED ON PAGE 57]
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WHEN Hendrik Van Loon wrote the story of mankind he made it graphic by pictures 
done with hie own ample hands—crude, simple pictures, which the intelligentsia promptly 
claimed as “arty” for fear some low-brow would claim it first. Van Loon is the sort of person 

who talks well unassisted, anil better with a pencil. So is Don Herold. He is full of adver
tising notions. He is the author of Life’s “Andy Consumer” series, words and music. And he 
is the illustrator of the series of newspaper advertisements by which Schulte’s Cigar Stores 
enter their claim to fame as a national institution. Here are a few which are typical
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Spellbinding the Space Buyer 
With Soundproof Figures 

By Louis C. Pedlar

RECENTLY a well - equipped 
newspaper representative was 
.addressing the executive heads 

of an advertising agency. He spoke 
with pride and enthusiasm of the 
rapid increase in circulation of his 
publication. He proved his whole 
long story in statistics and percent
ages, A few days later we heard 
the representatives of one of the 
greatest weeklies tell their story and 
prove it with startling compilations, 
punctuated and spiced with decimal 
points.

The other morning the extremely 
capable head of a group of combined 
Sunday newspapers told us the tre
mendously impressive statistics of 
his gargantuan circulation. He didn’t 
mince matters either, but adhered 
rigidly to facts and to figures and 
touched with magic fingers on per
centages and averages.

This statistical smoke wave goes 
right on, day in and day out, only 
varying with increases which slight
ly alter the complete totals and 
change the mean average percent
ages. But then it is presumed that 
any wideawake man in business will 
note these changes and correct his 
mind accordingly.

Now, it’s a pretty good accom
plishment to be able to tell the head 
of a great manufacturing institu
tion whose advertising you handle 
just why certain media have been 
selected. If you can add to his in
formation the complete range of 
statistics, including the number of 
illiterate whites and the approxi
mate estimate of the hopelessly in
sane, it will help considerably to 
increase his respect for you and at 
the same time help to while away 
his otherwise busy hours.

For instance, imagine the real joy 
that good sound information of this 
character will bring to the president 
and directors of the Unexo Manufac
turing Company. It goes something 
like this:

“Mr. President and Directors, we 
are planning to spend considerable 
money in Whosits Magazine. We be
lieve you should be acquainted with

these tremendously impressive, 
audited and certified circulation 
facts. This remarkable magazine is 
read by 2,179,326 families.

“In this vast audience there are 
823,654 boys under the age of six
teen—739.422 girl readeis under 
sixteen years of age, and the pro
portional male readers over this age 
who are guided by this publication 
exceed 2,826,452. The power that 
influences these men to be influenced 
by this magazine is the more than 
3,829,452 women readers. This 
broad survey indicates clearly 
enough that there are 7,918,980 ex
pectant readers hungrily waiting 
each week for the opportunity to 
read this, their favorite indoor 
magazine—but remember that they 
have to await their turns; each 
magazine is read by three decimal 
point seven naught two naught four 
hundred thousandths. But we have 
made no mention of the re-reading 
readers who embrace an estimated 
audience of nearly 879,359. Then 
we have to consider the week-end 
visitors and the company calling in 
the evenings on the re-reading cir
culation, giving us an additional re
reading audience of 1,692,421.

“So, Mr. President and Directors, 
by just casual consideration you will 
perceive that we have a total grand 
circulation of this splendid maga
zine exactly approximated at 11,
017,871.

** W'^ have ^^^^ed this in-VV teresting circulation total 
into alphabetical rotation of states 
starting with Alabama, going 
through Unclassified and ending at 
Miscellaneous.

“The United States Census fixes 
the number of families in these 
United States at about 24,351,676, 
or a mean average of four decimal 
point naught five persons per fam
ily. Consequently, it is evident that 
the gross circulation of Whosits 
Magazine is distributed by readers 
into an average of two decimal point 
two one hundredths per family of 
the United States.

“Think of that! An average of 
half the members of every family in 
the United States are expectant 
readers of this great publication. 
To consider that the family pei 
average consists of father and 
mother and two children, with the 
fraction consisting of in-laws and 
outlaws, you will perceive that we 
achieve maximum returns with the 
minimum investment.”

And so this pyrotechnic display of 
figures- goes on, not with one maga
zine or one newspaper, but through 
the whole list covered by the adver
tising appropriation. Is it a wonder 
that lists are slashed and the con
fusion of babel results?

THE big manufacturer who suc
cessfully carries his own con
stantly changing figures of produc

tion and selling costs in his mind 
has a burden that ultimately bends 
even the broadest of shoulders.

It goes without saying that these 
marshaled facts, figures and per
centages are important. Certainly 
every advertising space buyer wants 
to possess all available information 
on every publication that he pro
loses on an advertising list.

But then isn’t there some differ
ence between the methods of buying 
and the methods of selling?

A big manufacturer who adver
tises nationally had been solicited 
by many, many space sellers for all 
sorts of magazines. He listened to 
all of them. He bought space in 
none of them. The publications that 
he now uses extensively didn’t so
licit his business particularly. He 
solicited their help and got it. His 
advertising has been most success
ful.

This manufacturer’s slant is sim
ple enough. Says he: “The manu
facturer who makes shoes, hats or 
shirts or anything else has the 
identical problems of the publisher. 
We both manufacture a product, we 
both employ salesmen to sell this 
product. We both absolutely depend 
on repeat orders. We both aim to 
make ever-increasing consumer

[CONTINUED ON PAGE 69]
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Could ou Sell This acht 
at a (Jost of $735?

By Frank Hough

N
OT even a millionaire can 
afford to buy a hundred thou
sand dollar yacht and assume 
at the same time the tremendous 

expense which the upkeep of such 
a plaything automatically involves. 
A man must be in the multi-million
aire class before he can seriously 
consider such a step. How, then, Is 
a firm, yacht designers and brokers, 
going to dispose of such a craft in 
the shortest possible time when they 
find it on their hands with no pros
pective purchaser looming up on 
any horizon?

The firm of Henry J. Gielow, Inc., 
found itself in the position described 
above. The yacht in question was 
a luxurious craft about four years 
old which they had just overhauled 
and rebuilt in the most thorough 
fashion. It was complete in every 
detail, even to a uniformed crew; it 
was ready to put to sea at a mo
ment’s notice—but it lacked an 
owner. And in the meanwhile the 
yacht lay idle while the crew con
tinued to draw their pay and eat 
into whatever profits the broker 
might make on the sale.

Mr Gielow was a yacht designer 
and builder by profession and in 
common with the general run of 
professional men he looked askance 
upon advertising. Doctors and 
lawyers seldom advertise; it is un
ethical, they say, in the professions.

And Mr. Gielow had never adver
tised. But to the present problem 
there seemed but one answer.

What the Henry J. Gielow Com
pany finally did was to prepare a 
mail campaign of the simplest and 
most direct nature. This consisted 
of a well illustrated folder which 
briefly described the yacht and 
showed various exterior and interior

views. The folder was made up on 
attractive stock, and typography and 
art were done in the best of taste. 
There was no mention of price, and 
only the barest details of size and 
dimension were given. There were 
no plans or blueprints. There was 
no sales letter attached; simply a 
brief facsimile hand written slip: 
“To my mind this is an exceptional 
offering. If you can’t avail yourself 
of it perhaps you have a friend who 
might be interested. Thanks.” 
Signed, “MacDonald.” Then slip 
and folder were mailed special de
livery to a selected list of 632 men, 
all of them multi-millionaires.

Possibly the key to the success of 
this experiment lies in the attached 
slip; possibly it lies in the pictures 
or in the text. More probably it 
would be found in the psychology 
upon which the whole plan was con
ceived. At any rate, those 632 
folders which cost, including post
age, addressing and mailing, only 
$735, brought fifty-two replies. Nine 
days after they were put in the mail 
the yacht was sold for one hundred 
thousand dollars. And not only .was 
the yacht sold, but nineteen of the 
fifty-two men replying were inter
ested enough to request the Gielow 
company to draw up for them spe
cial plans for prospective yachts to 
be built for them to order!

Considering that the results of



“People Are Buying Brands”

A LETTER written by the Andrew Jergens Com
pany, the well-known soap makers, to the Manufac
turers Record contains this significant statement:

As a matter of fact, in the toilet goods buaines it is get
ting more and more a matter of advertising or die. It is 
impossible to do business on the old basis any longer; 
people are buying brands and not goods. We believe you 
will find this to be absolutely correct if you will take the 
trouble to check the product that have grown in sales and 
those that have died during the past ten years.

This is undoubtedly true in the toilet goods business, 
and other lines are rapidly approaching this same situa
tion. The day is fast coming when manufacturers will 
not need to stop and ask themselves whether it “pays” 
to advertise; they will know that they will have to 
advertise if they expect to build a business. They will 
realize that advertising is not a force apart but just 
as necessary and definite a function of their business 
as selling, to be handled in just as business-like a way.

If people art going to buy brands and not goods, the 
sales department will have to sell brands and not goods, 
and brands can be introduced by advertising more eco
nomically than by personal salesmanship, for advertis
ing can introduce them to the dealer and the consumer 
at the same time, thus creating a market and helping 
with the sales department’s job of establishing distri
bution at the same time.

No Excuse for this Publisher

THE manufacturer of a drug specialty recently con
sulted a certain large newspaper as to the feasibility 
of advertising his product in that paper’s territory. 

The publisher gave him every assurance that ho would 
find it profitable to launch a big advertising campaign, 
and as an indication of the potentialities cited the ex
perience of another manufacturer of an entirely dif
ferent type of speciality in the same territory who had 
“made a killing” in four months.

This publisher knew his territory thoroughly as a 
market area, but in measuring its potentialities for the 
new product he used the same measuring stick for two 
entirely different products, one appealing to people’s 
vanity, which could be sold to as many people as could 
be advertised into feeling sufficiently vain to spend two 
dollars for a package of the product, the other a specific 
remedy for a certain ailment, with only as large a po
tential market as there might be people suffering from 
that ailment.

Had not this manufacturer sought other counsel he 
would in his inexperience have shot his advertising bolt 
in the expectation of duplicating the “killing” made by 
the advertiser of the vanity product—and then stopped. 
As it is, he will advertise in this same newspaper, but 
he will do so in a much saner way, with the expectation 
of it taking perhaps three vears to accomplish what he 
had been led to suppose could be done in a few months.

Advertising will suffer so long as there remain sellers 
of space who, through ignorance, thoughtlessness or 
selfishness feed prospective advertising on such false 
hopes. It is easy enough for the business man who has 

never advertised to expect too much from advertising, 
and to spend his money without a realization of the 
psychology of markets as applied to different types of 
products; but there is no excuse for any publisher not 
taking into account such elemental marketing factors.

More Neighbors

SAID Milo C. Jones, of Jones Dairy Farm Sausage 
fame, in one of his early advertisements :

“For many years I have been making sausage for my 
neighbors. Now I am simply trying to enlarge my 
neighborhood.”

Was ever the mission of advertising better ex
pressed?

Cream of Wheat’s Challenge

LIKE a bold warrior in the olden tradition, Cream of 
/ Wheat has flung the glove of challenge at the Fed
eral Trade Commission.
The best interpretation of the law ou price mainte

nance to date has been that a very strict chalk-line 
had been demarcated, which could, however, ne walked, 
if one took care. This line Cream of Wheat dutifully 
walked—but it got one of the famous “cease and 
desist” orders, nevertheless!

This is quite enough to put fire in the eye of a com
pany traditioned by its founder, Colonel Emory Mapes, 
whose mettle is a matter of advertising history, in the 
days when he applied a rather hot poker to the circula
tion liars. Accordingly, as told elsewhere in this issue, 
Cream of Wheat (and just about on Independence Day, 
too!) issues a document to its customers which has 
something of the declarative tones of another famous 
Fourth of July manuscript.

The rights which Cream of Wheat claims for itself 
have for some time been regarded by more timid 
manufacturers as beyond the pale of legality. Others 
more strong and courageous have gone ahead on pre
cisely the Cream of Wheat formula of rights. But the 
Cream of Wheat pronouncement puts this formula 
down in black and white; it is no weak, temporizing 
thing, earmarked with a lawyer’s cautious ifs, buts 
and whereases. It is unequivocal and invigorating in 
its common sense claim of what are, after all, the 
simplest constitutional rights.

It is to be hoped that the intolerable price mainte
nance situation will be cleared up sooner as a result of 
Cream of Wheat’s courage.

A London Echo

A YEAR ago this week organized advertising was 
.gathered in London for the first truly international 
advertising convention. For several months past the 

impression has been growing upon us, from indications 
not of any great importance individually, perhaps, but 
of considerable significance when taken together, that 
the London Convention of the A. A. C. of W. did more 
than any of us of this generation are likely to realize to 
internationalize advertising thought and practice.
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The Weather That’s Coming
Long Range Weather Forecasting as a Factor in 

Industrial Planning

By Floyd W. Parsons

N
otwithstand
ing the fact that 
long-range weather 
forecasting has come in 

for considerable mention 
during the past year, re
cent developments justify 
the close attention of 
business men to this new 
science. The pages of 
history record a series of 
climatic changes and 
weather phenomena that 
gave us years of plenty 
varied with years of 
famine. Furthermore, 
those of our scientists 
who have attempted to 
interpret the meaning of 
geologic and other signs 
that connect us with the 
ages that went before 
our present civilization 
commenced, inform us 
that the earth has passed 
through alternating periods of ab
normal heat and cold. Some thou
sands of years ago the icecaps of 
the Arctics extended far into our 
temperate zones.

Now the exact causes responsible 
for these climatic changes have not 
been understood. Everyone o f 
course knows that the sun is our 
source of light and heat. But until 
recently we have not had means and 
methods available for determining 
with accuracy the quantity of heat 
the earth received from the sun per 
unit of time. Our U. S. Weather 
Bureau could tell us whether a year 
had been unusually warm or cold. 
It could forecast with reasonable 
certainty the changes that would 
take place in the weather during the 
coming week. But any prophecy 
covering the conditions that would 
prevail months later has always been 
set down by our weather sharks as 
nothing more or less than pure 
speculation.

The present effort represents an 
attempt to forecast the weather 
months and years ahead. If this 
should become possible, the benefits 
to civilization would be immeasura

Courtesy U. S. Naval Air Station

ble. We would be able to know be
forehand the coming of famine, 
droughts and other disasters, mak
ing it possible for nations to pre
pare for these emergencies. Our 
agricultural industry might shape 
its plans in accordance with prog
nostications and thus avoid tremen
dous losses. Hundreds of industries 
and thousands of corporations might 
modify their policies and thereby 
effect great savings by utilizing in a 
practical way such advance knowl
edge.

IN this age of scientific miracles, 
an achievement of this kind is not 
at all impossible. Our meteorologi

cal experts are now supplied with 
marvelous heat-measui ing devices 
that make it easy for them to deter
mine the heat we get from the sun 
per square centimeter of the earth’s 
atmosphere per minute. The in
vestigations to date have shown 
that the normal quantity of heat 
coming from the sun per unit of 
area and time is 1.94 gram calories. 
This number represents what we 
now call our solar constant. If the 
heat we get from the sun goes above 

this figure, the solar curve 
rises; if it goes below, the 
curve declines. The 
amount of heat we get is 
influenced largely by the 
number of spots on that 
portion of the sun that 
faces us.

When we get an excess 
of heat from the sun 
there is a contraction of 
the great cold water 
areas throughout the 
world. Commencing in 
1917 and continuing 
through 1920, the heat 
from the sun was ab
normal, and the solar 
constant ran up to 2.00 
and remained there until 
early in 1921. As a re
sult of this excess of 
heat, there was a ma
terial increase in the 
temperature, volume and 

current of the Gulf Stream and 
other warm currents flowing from 
the tropics.

Now the effect of any excess or 
deficiency of heat we get from the 
sun during any period is not fully 
felt for a year or two later. As a 
result of the rise in the solar con
stant that commenced in 1917, the 
Gulf Stream by the end of 1921 had 
pushed its way as far north as 79 
degrees, and its surface temperature 
showed an increase of 12 degrees 
above normal. In 1922 the seas 
north of Europe were ice free, 
glaciers melted, the migrations of 
fish to the north seas were not par
alleled in a century, and the arctic 
regions generally attained a degree 
of warmth never before known. 
The earth’s large absorption of heat 
during the four years ending with 
1920 gave us comparatively mild 
winters up until 1924.

Now we come to another period 
of climatic change. Since the first 
of January, 1922, the solar constant 
has been at an abnormally low level. 
We have not been getting our usual 
quota of heat. The result has been 
a lowering of ocean temperatures,
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the full effect of which is yet to be 
felt. A few months ago the solar 
constant curve started upward, but 
the rise did not go far. Not only 
are we still getting less than nor
mal heat from the sun, but it ap
pears that the drift of the solar 
curve is downward again. The 
longer this deficiency in heat con
tinues, the more serious will be the 
outlook. The trouble with most of 
us is that we are inclined to base 
our diagnosis of the weather on the 
temperatures prevailing each day in 
our offices and homes. When we get 
an unusually hot day, we are ready 
to agree that all of this talk about 
a drop in the solar constant is noth
ing more or less than scientific 
bunk. Toward the end of May, when 
the country suffered from a record
breaking cold spell, and damaging 
frosts occurred in hundreds of 
places, most of ue who have followed 
this work closely were quite sure 
that these long-range weather 
prophets knew just what they were 
about. A couple of weeks later, 
when it was 95 in the shade, we 
were no less convinced of the futility 
of a scientific effort of this kind. 
Such complete reversals of opinion 
always occur when one’s viewpoint 
is based almost entirely on the de
velopments of the moment.

THE thing we must get straight in 
our minds is the fact that even 
if we were to have another “year 

without a summer,” such as oc
curred in 1816, it would be perfectly 
possible for us to have at the same 
time during the summer months of 
that year some days so warm that 
all heat records would be broken. A 
condition very much of this kind 
exists today. World weather is lit
erally upside down. Last winter 
in northern Europe was a time of 
abnormal warmth; at the same time 
in southern Europe there were 
record snows and abnormal cold. 
Three weeks ago in northern Russia 
they had the heaviest snows for 
that period of the year ever re
corded in history. A few days later, 
in England, they were suffering 
from a spell of intense heat.

The second week in June, along 
the eastern coast of South America 
they had the heaviest snows in a 
generation. These snows extended 
northward to a latitude that would 
be equivalent in our country to the 
latitude of Georgia. Since June is 
the first month of winter in the 
Southern Hemisphere, these snows 
have indicated an early and severe 
winter.

All of these happenings are merely 
forerunners of what is coming. It 

is not the Northern Hemisphere, 
but the Antarctic region that we 
now recognize as the principal fac
tor in the making of world weather. 
Surrounding the South Pole is a 
great tableland having an altitude 
of nearly two miles and an area far 
greater than that of the entire con
tinent of Australia. Because of its 
high elevation this Antarctic con
tinent is particularly susceptible to 
the effects of changes in solar radia
tions. A slight increase in the heat 
we get from the sun means a ma
terial rise in atmospheric pressure 
over these high lands. A fall in the 
solar constant has a contrary effect. 
Such changes bring about variations 
of great importance in the winds 
that flow out of the Antarctic.

FLOWING out of this frozen area 
at what we call the bottom of the 
earth, are three great cold currents. 

The largest of these, and the most 
important of all ocean currents, not 
excepting the Gulf Stream, is the 
Humboldt current that runs north
ward along the west coast of South 
America. Never has the force of 
the Humboldt current been so great 
as it is today and never has it car
ried such a large amount of cold 
water from the South Pole up 
toward the tropics. It has pushed 
two degrees farther north than 
usual and has trapped the warm 
waters of the Gulf of Panama, caus
ing a heavy current of heated water 
to flow down the South American 
coast, overriding the heavier Hum
boldt stream and reaching as far 
south as the Chilean coast.

This is the most striking meteor
ological event that has happened in 
centuries. The result has been that 
immense winds, laden with moist
ure, have swept inland across Peru 
and northern Chile to the Andean 
slopes, causing heavy precipitation. 
Recent floods in Peru have not been 
equaled since the days of Pizarro, 
and rains have fallen in deserts 
where no white man had ever seen 
them before. River beds that have 
been dry for generations were filled 
with water, and villages built in 
these river beds have been swept 
away. A barren land has com
menced to bloom, indicating what 
inay be a return to this country of 
a pre-Inca climate. The records of 
history tell of the existence of an 
agricultural population that inhab
ited the ancient terraces of the 
Peruvian Andes more than 2000 
years ago. In recent ages it has 
been impossible to cultivate this 
land because of the utter lack of 
moisture and therefore the country 
could sustain no population at all.

Similar reversals of weather are 
predicted for many parts of the 
world. Many regions that have been 
wet will be dry, and other sections 
that have been arid will be sub
jected to an abundance of rain. 
Almost the entire Southern Hemi
sphere in recent months has suf
fered from a series of floods, each 
of which is traceable to abnormal 
conditions in southern oceanic cur
rents. The cold Australian current, 
rising in the Antarctic, has now 
attained a very low temperature 
and is flowing northward in in
creased volume. This cold stream 
has pushed far beyond its custo
mary limits and has hemmed in the 
warm waters of the Timor Sea off 
the north coast of Australia. This 
development has brought the heav
iest rains and floods to South Aus
tralia that have been recorded in 
86 years.

Another cold stream, known as 
the Benguela current, which also 
arises in the Antarctic and flows up 
the south Atlantic, west of Africa, 
has similarly increased in volume 
and speed, bringing northward so 
much cold water that the warm 
water of the Gulf of Guinea has 
been shut in on the African coast, 
bringing heavy floods and rains to 
Rhodesia, Portuguese East Africa 
and the Zambesi country.

FROM all of this it is evident that 
colder oceans and an increased 
flow of water from the north and 

south polar regions may bring about 
changes in oceanic and meteorologi
cal conditions that will result in 
rains and heat in most regions, 
while in other places there will be 
abnormal cold and drought. An in
evitable result of these changes is 
certain to be a dangerous disturb
ance of crop conditions in many 
parts of the world. It may be that we 
are on the edge of climatic changes 
of primary importance. A study of 
the tree-rings of California and the 
desert country of Arizona has 
proved that this western section of 
the United States enjoyed long 
periods of humidity at intervals 
during the past 4000 years. A study 
of ancient history also provides evi
dences of the movements of early 
Asiatic populations from vast areas 
which had been transformed from 
fertile lands to arid deserts. Scan
dinavia, due to the disappearance of 
the Arctic icecap, once possessed a 
warm, dry climate, under which its 
Nordic population had developed the 
civilization and liierature of the 
Bronze Age. Later there came a 
sudden change in Scandinavia to a 
cold, wet climate, which sent the en-

[CONTINUED ON PAGE 72]
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Q/ie Railway Service Unit^

AB. P.

Direct Your Message to 
the Right Railway Men

through the five departmental rail
way publications which constitute 
The Railway Service Unit.

The departmental organization in 
the railway industry and the widely 
different railway activities make it 
necessarv to gain, effectively, the 
interest and confidence of each de
partment individually.

These five railway publications ac
complish this by each one being 
devoted exclusively to the interests 
of one branch of railway service— 
and their effectiveness is shown by 
the classified circulation statements 
and the high renewal rate.

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

Simmons-Boardman Publishing Company
"The Houie of Transportation ”

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

Mandeville, Louisiana San Francisca: 74 New Montgomery St London : 34 Victoria St., S.W. 1
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Cream of WheatBuckles on Armor 
for Price Maintenance Fight

AFAMOUS advertiser —- Cream 
of Wheat—has joined the ranks 
with Colgate, Mennen, Beech

nut, etc., in carrying on the fight 
against unreasonable restrictions in 
protecting resale price.

Cream of Wheat was the recipient 
not long ago of one of the Federal 
Trade Commissions “cease and de
sist” orders, which was exception
ally drastic in prohibiting effort to 
eliminate price cutting.

Now Cream of Wheat has issued 
an announcement to its customers 
that it intends to carry the case to 
the higher courts, since it is not 
making agreements, expressed or 
implied, as to resale price, nor is it 
cooperating with agents, distrib
utors or customers to secure resale 
price observance. This is in accord
ance with the general understanding 
of the last Supreme Court decision.

But Cream of Wheat declares now 
to its customers that it considers 
the following rights lawful, and will 
fight for them until the Supreme 
Court orders otherwise:

1. It has the right, which it intends 
tc exercise, of requesting its customers 
not to sell Cream of Wheat purchased 
from it for less than a designated price.

2. It has the right, which it intends 
to exercise, where in its judgment it 
is for the best interests of the trade 
to do so, to refuse to sell to customers 
who see fit to sell, as they are free to 
do, below the minimum price requested.

3. It has the right, which it intends 
to exercise, to announce in advance to 
its customers that it may refuse to sell 
them in the event they see fit to sell 
Cream of Wheat below the minimum 
requested resale price.

4. It has the right, which it intends 
to exercise, to receive from its soliciting 
agents information as to the prices at 
which Cream of Wheat is being sold 
by its customers, and also to inform 
itself, through advertisements and 
other information publicly circulated, 
of such prices without engaging in any 
cooperative action with other cus
tomers in securing such information.

All of which makes it interesting 
to size up anew the resale price cut
ting situation, and («specially to look 
nmre closely at several plans under
taken by dealers themselves, which 
are widely credited with success in 
discouraging price pirating.

First, whal is known as the 
Minneapolis plan. It is not a manu
facturer’s defensive move against

price cutting, but a retailer’s self- 
protective drive. For years students 
of price maintenance have known 
that 98 or 99 per cent of retailers 
were against price-cutting. What is 
more logical than that retailers, en
lightened by their knowledge of mo
tives and tr ade economics, should 
“fight fire with fire”?

For years a certain Minneapolis 
department store sold groceries at 
a cut and thereby greatly disorgan
ized local grocery selling. Its 
grocery department grew very large. 
Then the Minneapolis Grocers’ Asso
ciation stepped into the picture. 
The moment the department store 
came out with its list of cut prices, 
all Minneapolis grocers at once sold 
the same goods at exactly the same 
prices as were advertised, by the de
partment store. Not lower, but at 
exactly the same prices. Nothing 
was said to connect up the move 
with the department store; but it 
soon became generally understood 
that if you saw the department 
store’s grocery advertisement, all 
you had to do was make up an order 
from it and give it to your corner 
grocer. Not only that, but the de
partment store was unable to attain 
the prestige of a bargain, since the 
consumer quickly discovered that 
the items were not “special” but 
“general”—common all over town! 
At the end of 30 days or so, the 
department store owner caine to the 
headquarters of the grocers’ associ
ation and acknowledged that he was 
beaten. He wanted to join.

THIS happened some years ago.
Today the Minneapolis plan—by 

one name or another—is being ap
plied with success in a number of 
cities; not against department stores 
alone, but mainly against chain 
stores. The method is simply that of 
advertising and featuring carefully 
priced merchandise in the same man
ner that the chains do. Independent 
retailers have bargains to offer as 
well as have the chain stores, but 
they have not always bulletined them 
in window streamers or newspaper 
advertisements. Now they do.

The San Francisco plan, too, is the 
work of the retailers to eliminate 
the price cutter. The grocer’s asso

ciation there is strong and active, 
with a sizable sum in the treasury. 
Let a price cutter open a store in 
’Frisco, and the association at once 
calls on him officially, to try to edu
cate him. Failing in this, the war 
on him is on. The association’s 
members in the neighborhood are 
given liberal help. Four or five fel
low grocers put in time after hours 
to help dress up their windows. 
Whatever the price cutter’s cuts, the 
other stores cut lower by two or 
three cents. They have the associ
ation’s backing to “go the limit.” 
They rarely need it. The price 
cutter is doomed to inevitable de
feat. If he’s bright, he’ll repent and 
come into the ranks of the “regu
lars.” If not, he fails in rapid time.

The statistics as to the cost of 
such fights are amusing. The cost 
to the association reaches all of 
$2.85, or «ns high as $5.00 sometimes!

THE truth—as the above facts 
well illustrate—is that price cut
ting is dying a death of attrition and 

of attack on many sides. Nobody is 
its friend excepting a group of 
chains and a comparatively small 
number of retailers. The depart
ment stores are finding it constantly 
more difficult to secure standard 
goods for bargain sales; and the 
chain stores are each year cooperat
ing more loyally with advertisers. 
They see that price cutting is a 
negative practice on which they 
have no monopoly.

A disturbing factor in a few fields 
has been the imperative necessity of 
some concerns of “dumping” mer
chandise in large quantity upon de
partment stores or chains at heavy 
sacrifices. The radio field has been 
an outstanding example of this. It 
over-produced last year, and this 
spring was forced to liquidate in 
very large quantities, permitting 
the large stores to sell at prices 
much below what dealers handling 
the goods were obliged to ask for it. 
This radio situation affords an ex
ample of a yound industry, as yet 
unstabilized, which cannot hold the 
even pace and cannot exact the uni
form distributive standard which a 
long established firm in a less hectic 
line of trade can exact.
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“The best newspap 
in the world for 
thinking Americans”

Many years of experience with The New York 
Tinies and of observation of many other news
papers, both American and foreign, have satis
fied me that The New York Times is the best 
newspaper in the world for thinking Americans 
to take who want to get promptly all the news 
of the world free from guesses, comics, scan
dals, puzzles, gossip and mere speculation.

Sincerely,

Cambridge, Mass., April 24, 1925

She Nm Wrk Simes
• "All the News W5 That’s Fit to Print.”

WITHOUT COMICS WITHOUT PUZZLES
AVERAGE CIRCULATION, DAILY AND SUNDAY, 387,934

(As reported to the Post Office Department for the six months ended March 31, 1925)

Strictly a Newspaper—For Intelligent and Thoughtful People
Unequaled in Completeness and Quality of News

Its Advertising Columns Are Informative, Clean, Trustworthy 
Read The Times—It's a Liberal Education

The New York Times Accepts No Returns. Newsdealers Can Supply Only the Regular Demand. Order in Advance.
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Selling Costs of Advertised and 
^on-Advertised Goods

By J. George Frederick

A
 SHOE salesman frankly ad
mitted to me during the course 
of an argument that he would 
rather sell the shoes of a certain 

famous company at SVa per cent 
commission than those of another 
brand I named at 7 per cent. The 
latter brand was unadvertised. This 
statement, and the great economic 
truth which it implies, should prove 
an eye-opener to all salesmen who 
continually agitate for a general in
crease in the level of their commis
sions without taking the trouble to 
study the situation from its many 
angles.

Salesmen are not alone in this 
shortness of perspective; manufac
turers are often equally blind. Take, 
for instance, some inside facts about 
the hosiery field which I have gath
ered. I have selected the hosiery 
field simply as one of many possible 
examples for illustrating the point 
I am making. The facts here are 
almost identical with those concern
ing men’s ready-made clothing, 
men’s apparel, shoes, and other lines 
where the same general practice of 
payment by commission prevails. 
They make a striking example of 
the effect of sound advertising upon 
selling economics.

Class I (Composed of six manu
facturers whose hosiery brand 
names have become household words 

constant advertising-):

Per Cent Paid 
to Salesmt n

1....................................... 8
2....................................... 4
3................................... 3%
4....................................... 3%
5....................................... 3
6.. ...................................... 4

Class II (Composed of five hosiery 
manufacturers fairly well known to 
the trade, but who either do not ad
vertise at all. or advertise spasmodi

Per Cent Paid 
to Salesmen 

.................... 5
...................................... 5% 
...................................... 6 
........................................ • 7 
....................................... 7. to 10

The contrast Is definite, not only 
in the amounts paid to salesmen, but 
in the relative status of the com
panies and the soundness of their 

through

No. No. No N No. No.

rally)

No.
No.
No.

2 
3

No 4

positions. It is well to note here 
that the total sales of the five com
panies in the second group do not 
equal the volume of sales of any two 
of the companies listed in Class I.

Furthermore, the companies in 
the first group do not feel obliged to 
pay straight commissions. They 
have further capitalized on their 
consumer status by putting sales
men on a salary basis, pure and 
simple, with calculated expectations 
of results and bonuses for exceed
ing quotas. The rates quoted, there
fore, are not straight rates of com
mission as are those in the second 
group, but an approximation of the 
manufacturers’ sales costs in sala
ries and expenses of salesmen. In 
lively selling periods this percentage 
actually declines, whereas the other 
companies, selling on a strict com
mission basis, pay increased pre
miums to salesmen in flush times.

Most discussions of selling cost 
reduction through advertising lay 
stress on the economies made possi
ble in production cost through larger 
volume, or a somewhat theoretical 
reduction in sales resistance. But 
here are statistics indicating very 
definitely how the actual field cost of 
selling is reduced. A salesman for 
a house in Class I will sell annually 
about $225,000 worth of hosiery to 
earn about $7,500, which is 3 or SVa 
per cent. And he can do this with 
ease as compared with a salesman 
for a manufacturer in the second 
group who must work hard to sell 
only $75 000 annually to earn the 
same amount by straight commis
sion on a basis of 10 per cent. What 
is more, he—like the shoe salesman 
earlier referred to—will admit, if 
he is equally frank, that he would 
rather sell at 3 or 3V2 per cent for 
a good brand than at 10 per cent for 
an unknown one.

O
NE may ask how the general sell
ing cost in the hosiery field com
pares between Class I and Class II 
(advertiser and non-advertiser). 

The difference shows up even there, 
for the selling cost of the well- 
known advertiser, inclusive of ad

vertising cost, is about 11 per cent; 
whereas the non-advertiser has a 
cost of 14% per cent to 18 per cent 
—often even higher.

Is not the advertiser who spends 
2 per cent to 3% per cent on adver
tising and another 3 per cent or 3% 
per cent on salesmen’s expenses in 
the same boat, after all, with the 
non-advertiser who spends an equal 
total—say 7 per cent—for the sales
men alone? The answer should be 
fairly obvious to anyone who knows 
merchandising: the advertiser is in 
by far the better position, for these 
reasons: (1) he controls his trade 
more effectively; (2) his expendi
ture on advertising is cumulative in 
effect—it is a permanent investment 
with a book value; (3) his volume is 
invariably larger and hence his 
profits aggregate larger, even if his 
rate of profit is no higher than that 
of the non-advertiser.

A
NEW slant on business has 
been uncovered in recent years 
which lends further point to this dis
cussion. It is that in some lines of 

business increased volume is in
evitably accomplished at increased 
cost of doing business. Some years 
ago a study of a certain line of trade 
showed that those firms with annual 
volumes of business under $1,000.
000 had a cost of doing business of 
27.1 per cent, while those with a 
volume over $1,000,000 had a cost 
of 28.6 per cent. Thus the interest
ing factor comes up that the cumu
lative value of advertising and the 
lessened salesman’s cost tend to 
lower this increased cost for the ad
vertiser, whereas the non-advertiser 
must bear the burden of higher cost 
if he wants more volume. There 
are classic examples like that of 
Cream of Wheat, where advertising 
has more than hacked down the ex
pense of salesmen: it has done away 
with them altogether.

In the hosiery field there is a big 
advertiser whose total sales cost is 
15 per cent (10 per cent selling, 5 
per cent advertising)—2 to 3 per 
cent above the selling cost of many 
non-advertisers—who is paying fat
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THE INTERRUPTING IDEA
NUMBER TWENTY-EIGHT NEW YORK JULY 19Z'

BENJAMIN FRANKLIN

“ Time once lost can never he regained."

The Fourth Dimension
E. H. Harriman had just modernized the Union 
Pacific to Ogden. Now he needed some way to 
speed traffic on to the Coast.
His cash in the U. P. treasury was less than 4 
million. He borrowed 50 million, and gained 
control of Southern Pacific.
Harriman then summoned Julius Kruttschnitt, 
General Manager of Southern Pacific. In a 2-hour 
conference, he laid out improvements calling for 
18 million more. Kruttschnitt asked how fast he 
should spent it.
Replied Harriman- “In a week.”

§
Most enterprises of Harriman’s day planned for 
the balance sheet of a year. .
Harriman himself and modern enterprises oftoday 
plan for the progress curve of the years.
Failure, to them, is a decelerating curve, like this:

Temporary success is an accelerating-decelerating 
curve, like this:

When a business man gets his eye on these 
progress curves, he gets a new viewpoint on 
everything about his business.
Time is no longer something which gwes merely 
yearlv output, turnover,dividends. It becomes the 
4th dimension. It determines something which 
profoundly affects—and often supersedes — all 
other factors. That something is acceleration.

§
Thus, American business generally has developed 
three of its outstanding characteristics,—namely, 
its vision in aiming at acceleration; its patience 
in preparing for acceleration; its courage in invest
ing in acceleration.
And thus, America has become the land of ad
vertising. Advertising is acceleration’s motor. 
It brings next year’s volume this year. It con
denses ten year’s growth into five years. It wins 
the markets of tomorrow for today.

§
This “acceleration” concept of advertising was 
never better expressed than by a man much in 
today’s business eye. He said:
“Whether this advertising costs us a few per 
cent more or a few per cent less—makes no 
difference.
“We want progress. We want progress in 1925, 
—fori925 can never be brought backagain. This 
progress—this year — is vastly more important 
than a 2 % or 3 saving. For it may eventually be the 
meansofa profit many times more,yearafteryear ”

§
This man* has commissioned Federal to direct 
and execute his “advertising drive on 1925.” 
Federal has the merchandising skill,—to give the 
advertisingdirection. It has the Interrupting Ideas, 
— to give the advertising penetrating power. It 
plans aggressive campaigns,— to give the adver
tising producing power. These are the trinity 
which builds “acceleration.”
*D. A. Schulte, President A. Schulte Cigar Stores, Secr’y Park & 
Tilford, Dunhill of London.

§
“The Interrupting Idea” is also issued as an in
dependi nt publication, printed on Strathmore Paper. 
Executives who wish to receive it regularly are in
vited to write to the Federal Advertising 
Agency, Six East Thirty-ninth Street, New Tork.
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dividends while the non-advertisers 
are constantly on the verge of in
solvency. Further, there are mills in 
the same field which have virtually 
no selling cost (selling through job
bers on contract) who are, neverthe
less, exceedingly envious of the high 
sales cost, direct-selling mills which 
have achieved a far stronger position.

It should be clear from all this 
that the policy is the thing, in the 
hosiery as in any other field, and that 
selling cost is a matter of “relativity” 
after all. A concern with the right 

view and the right methods might, 
for a period of development, spend 
18 per cent or even 20 per cent on 
selling cost and show an operating 
loss, but go serenely on its way, 
knowing that it is capitalizing itself 
toward a sound position—like a loco
motive using steam to start a train 
at a rate that it could not hope or 
expect to continue once the inertia of 
a dead start is overcome. This is not 
a particularly “advanced” policy to
day. There are firms which are 
going even to a greater extreme: 

that of capitalizing a new article’s 
future by selling it at an operating 
loss until that time when its lower 
price will automatically have created 
the wider market and superior com
petitive status which the low price 
must bring.

The matters discussed here in
volve policies whose scale is tremen
dously broad. When more manufac
turers have come to comprehend all 
the possibilities which are implied, 
there will be more sound business; 
and. incidentally, more advertisers.

Morons vs. Monkeyshiners
Bv Kenneth M. Goode

J
UST as a child likes to see its 
face in a mirror, so we grown
ups like to see our own names in 
print. This is universal; as true of 

big men as of small towns.
Still more gratifying to see our 

names in print — even if only a 
letterhead—as a part of important 
causes and great concerns. The title 
“Vice-President,” for example, saves 
the corporations of America millions 
of dollars a year in salaries.

Most gratifying of all, of course, 
is to get our names into the news
papers in connection with some 
great struggle: with Dempsey
Gibbons at Shelby or the Moron
Monkeyshiners at Dayton.

To many earnest Americans, un
relieved by a saving sense of humor, 
all great issues of Truth, Religion, 
Science, Free Speech, etc., seem 
focussed, as through a burning 
glass, on the little Tennessee town. 
As a matter of fact these great ab
stracts are infinitely absent from the 
one and only simple question in
volved: whether people who pay for 
the schools have the right ..to say, 
through their representatives, what 
their own children are to be taught 
—a question decided without much 
fuss in our New York Public 
Schools.

So far as scientific truth is con
cerned, Tennessee’s opinion of Evo
lution will have about as much effect 
as a new-born sardine swimming 
against the tides of the Atlantic 
Ocean. :

Whether the Scopes case was con
ceived in iniquity with an eye to the 
newspapers or whether it merely 
incubated in their genial limelight, 
Dayton has apparently picturesquely 
and dramatically enthroned that

Kenneth M. Goode

magnificent catch-word “monkey” 
and handed the whole, fat, juicy 
mess to the newspapers in a thin, 
dry July. So we may expect to see 
the one time “Smith’s Cross Roads” 
get nt least as many columns of free 
publicity as the League of Nations 
in its vital days.

Cheap fireworks burn quickly. 
But as a discouraging consequence 
we may, perhaps, look for a stupid 
resurgence of the wave of publicity 
seekers from cities all over the 
United States. Amateur press
agents and half-baked experts, en
couraged by Dayton’s coup, may 
soon be having Reno rise in defense 
of the doctrine of the Immaculate 
Conception, and Sing Sing gravely 

debating—through the press—man’s 
inalienable rights to Liberty.

Sophisticated newspaper- editors 
may be trusted to handle the situ
ation; and advertising men should 
be the very last to resent this in
herent impulse to get into print.

Nowadays it is the fashion to de
cry the press-agent. He is instinc
tively recognized as an enemy who 
tries to furnish free the same space 
that advertising men work so hard 
to have people pay for

Yet the most ethical advertising 
man and the wildest eyed press
agent are, so to speak, related ex
actly as are man and monkey. Not 
direct descendants in either case, 
but concomitant progeny of a com
mon cause.

Both press-agents and advertising 
men live on income derived from 
somebody’s desire to have his name, 
his goods, his town, in print. And, 
in more cases than we willingly ad
mit, even to ourselves, that naive 
vanity we deride in Shelby and Day
ton, mingles in alarmingly large 
proportions with the recognized 
commercial urge.

This, naturally leaves the legiti
mate advertising man but one sure 
way to rise above his press-agent 
cousin, child of the common an
cestor.

Just and only so far as the adver
tising man’s conscience and pro
fessional skill can guarantee actual 
profits of a size, celerity, certainty 
and regularity fairly comparable 
with those from an equal invest
ment in any other branch of his 
client’s business, just that far it 
seems to me, can he safely look 
down on his spectacular rivals at 
Dayton.
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Every Representative 
of the advertising depart
ment of The Iron Age 
carries a most interesting 
Pocket Manuals one 
that you should see.

Ask about it — take 
a trip thru the Metal 
Trades-know the tremen
dous markets therein and 
how they can be reached.

There is only one way to 
see this information-* and

Charter Member
A.B.C. A.B.P.

that's by getting in touch 
with The Iron Age repre
sentative in your territo
ry. No other copies of this 
manual are in existence.

The Iron Agw 
Advertising Representatives

Chi ear o, Otis Bldr................................................Franklin 0203........... F. S. Wayne
Pittsburrh, Park Bldr................ ..................... .Atlantic 1832..... .W. B. Robinson
Cleveland, Guardian Bld*. .. .........Main 6432................ .. Emerson Findley
Cincinnati, First National Bank Bldg... .Main 5020. . . ... .D. G. Gardner
Boston, Park Square Bldr........................... .. Back Bay 2530... .H. E. Barr
Philadelphia, Widener Bldr........................... .Rittenhouse 3437.. .Charles Lundberg
Buffalo« Ellicott Sq............... .. ...................... Seneca 2035.............. Ik L. Herman
Detroit, 7338 Woodward Ave.........................Empire 4890......... .. .Peirce Lewis
Hartford, Conn., P. O. Box 81... .......... ...... D. C. Warren
Northern New Jersey, Elmwood Hotel, 

East Oranre, N. J...................*.................Orange 1461.......W.C. Sweetser
New York, 239 West Thirty-ninth St.. Penn, 3200.............. .F. W. Schult*,

C. L. Rice, E. Sinnock
San Francisco, 320 Market St.......................... Garfield 2444..............W. A. Douglass
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Written by Our Readers
Names and Addresses '■ 
s Th? Joseph Katz Company

Baltimore, Md.
June 20, 1925.

To the Editor:
Now ! know why I like the Fort

nightly. It tells a story with names 
and addresses—“That Night at the 
Stuyvesant's,” for example.

Joseph Katz.

Mr. Frost Takes Pen in Hand
Fairlee, Vermont

May 20, 1925.
To the Circulation Managers

I don't suppose any magazine could 
be intrinsically much more useless to 
me than yours—in its matter, and es
pecially in its basic assumption that 
the forcing of the output of mass pro
duction on the market is an important _ 
thing, and that the having of this junk' 
is the mpreme good of life. I’m afraid 
I’m one of these “overtrained” des
picables that your writers take a crack 
at so often.

Frankly, what landed me was the 
familial face and name of 'K. Goode. 
I thought a lot of him back in college 
and fraternity days—we even col
laborated on a play once—and it was 
too good a chance to get in touch with 
what he’s up to now. My very best to 
him!

Like Thoreau, I like to live my life 
with wide margins. I’m not “efficient.” 
God forbid! Therefore I have time to 
write a long, impudent, useless letter 
once in a while when the spirit moves 
me. Sometimes I write for publication. 
I paid my respects to this “selling” 
idea in a story in Scribner’s, July, 1923 
—so I’ve had my say in print too. The 
Fortnightly- irritates me mildly, and 
I’m not sure but it may draw out an
other such eruption.

For three months or so in summer I 
conduct a little laboratory course in 
“business” here now, partly for the 
modest sum there is in it, partly for 
what I can learn by it. I’m president, 
general manager, treasurer, advertis
ing manager, salesman, superintendent, 
foreman, and the entire. force clear 
down to night watchman and office 
boy. That’s all right. Every problem 
that can come up in a big business 
comes up in miniature here—including 
the publicity end. I experiment. If an 
experiment backfires no bones are 
broken. The explosion is only test-tube 
size. But it is just as significant as if 
it killed me.

This is interesting. I’m getting 
ideas. I begin to sec why one business 
venture grows enormously and four go 
to the wall; I’m surprised at a lot of 
things I learn. I never did understand 
just how and why “business” worked 
—or that in so large a proportion of

cases it didn’t work. I’m surprised that 
“publicity” is so. unimportant a factor 
where goods ami prices are right, and 
cutthroat competition is eliminated, in 
anything that the public really needs 
or wants to have.

It strikes me that a lot of your “ad
vertising and selling problems” aren’t 
really in your department at all, but 
arise because the goods are superflu
ous, are things the public would be just 
as well off without, or because the 
ground is already covered and the 
business can grow only by taking from 
existing “competitors,” or because it 
is being attempted to Lake too big a 
profit, Or ask too much to cover selling 
costs or something else that isn’t there 
in the article after the consumer gets 
it. You’ll get my ideas. We’re a na
tion of wasters. Forcing goods, spend
ing money to create artificial wants, 
is going beyond the legitimate func
tion of marketing, and in the long run 
wrecks the machine. Naturally it 
creates “problems.”

My laboratory experiments indicate 
to me that an effort to “deliver the 
goods” goes a long way farther than 
any attempt at “selling.” Business in 
this country has its eye glued a good 
deal too tightly to the idea of “making 
money ” Immediate profits loom too 
large. Big money and big business and 
mass production—call for big “selling 
campaigns”—and big overhead—and 
are likely if not braced by a monopoly 
advantage to end in a big crash. 
There’s a lot of rot talked about “ser
vice” in business, but I think too often 
it’s only talk, the money is the thing, 
and it is service after all that has got 
to hold thé structure up. Goods should 
sell themselves. If the public aren’t 
morons, and things are right, they will. 
(I decline to discuss the mental de
velopment of the American public— 
and it’s open to debate. Only if we 
are morons, we’re lost anyway.)

Pardon garrulity. As a man rather 
than as a laboratory experimenter I 
question whether multiplication of ma
terial wants at the cost of independ
ence and usually of intellectual honesty 
—speaking humanly—pays. I’m done 
myself with being some other man’s 
man. Give me liberty or give me 
death. Money won’t pay for it. The 
holding of a whip myself won’t com
pensate me for having a lash touch my 
hide. But mass production and big 
business mean that for the mass of 
men—must. Back of the rattle of tin 
Lizzies and purr of big cars (not paid 
for) and behind the cosmetics I seem 
to «mell dry rot. No thanks! 1 don’t 
wonder the rest of the world hates us.

Well! well! Here’s quite a little 
money’s worth at my 5c. a word rate! 
But I enclose check for one year which 
is what you want, so that’s ali right 
too. Sincerely,

Philip Frost.

Do We Hear a Second 
to This Motion?
Westinghouse Electric & Manufac

turing Company
1535 Sixth Street, Detroit, Mich.

June 27, 1925.
To the Editor:

Have you ever thought about putting 
Odds Bodkins’ “The 8-pt Page” into 
book form? That is, perhaps at the 
close of this year, publish those inter
esting pages under one cover?

Some of us turn to the sporting sec
tion in the dailies, others of us to the 
financial pages. And when the Fort
nightly comer to me—I turn to The 
8-pt Page

Personally, I think if Odds Bodkins’ 
writings were put in book form, they 
would make a mighty fine addition to 
any advertiser’s library. Twenty-six 
copies of the Fortnightly each year 
is an excellent addition in itself!

Maybe some of you have the same 
sort of feeling. Maybe when Decem- 
bei rolls around Odds Bodkins' name 
will be stamped in gold on the cover of 
a book that will be found in the treas
ured possession of a number of ad 
men. We’ll see.

What say?
W. Hunter Snead.

Publicity Division Manager.

Must Mr. Rountree 
Get a New Job?

Donovan- Armstrong 
Advertising

July 7, 1925.
To the Circulation Manager:

It gives me pleasure to enclose check 
for three years’ subscription to Adver
tising and Selling Fortnightly.

But why the necessity of a Circula
tion Manager? The excellent pubhea 
tion that you are putting out should 
make this job unnecessary.

Very truly yours, 
Donovan-Armstrong.

Dragging It Into the Open
McWane Cast Iron Ph® Co.,
- Birmingham, Ala.

June 22, 1925.
To the Editor:

I have just read “Orange Juice and 
Canada Dry” in your June 17th issue. 
I am certainly glad to sec this sort of 
thing begin to get publicity. While I 
have never seen conditions actually as 
bad as this hotel manager describes, I 
have seen them pretty close to it. The 
temptation to congratulate you on 
dragging it out into the open is too 
strong to resist.

Yours very truly,
A. K. Akers, 

Publicity Manage^.
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PHILADELPHIA
POPULATION

1. 9 5 2,000

This is The Hwy 
it Would Compare

NEW YORK
POPULATION 

6,000,000 
fNTERBOROUGH 

“population" 
3.000,000

CHICAGO 
POPULATION

IF THE DAILY CIRCULATION OF 
INTERBOROUGH SUBWAY AND 
ELEVATED ADVERTISING WERE 
CLASSED AS THE POPULATION 
OF A CITY — IT WOULD BE THE 
2nd LARGEST IN AMERICA /

INTERBOROUGH ADVERTISING 
Subway & Elevated Car Cards &Posters

CONTROLLED BY

ARTEMAS WARD, Inc.
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Let’s Have a Smash ”
By William E. Cameron

T
HERE have been many defini
tions of advertising, by many 
people. Nearly all of them 
have been academic—and fettered 

by pictures, in the mind’s eye of ad
vertising men and women—of what 
we would like it to be.

Let us consider the matter dis
passionately for a little while, and 
let us, if you please, turn off the 
spotlight and see things as they are 
—without paint, whitewash, gold- 
leaf or varnish. Let us, for a few 
moments, strip the flesh from its 
bones and have a look at the basic 
structure on which advertising 
should really be built.

We will all admit, no doubt, that 
to the consuming public, advertising 
is the visual presentation of mer
chandise, or of service. The laity 
has no knowledge of the intricate 
machinery which makes an adver
tisement. It knows nothing of the 
mental processes which contribute to 
the business messages printed in 
thousands of newspapers and maga
zines of one kind or another, every 
day, every week, every month. We 
must, then, define our product from 
the reader’s point of view.

And here is a new definition! Ad
vertising is interruption—interrup
tion of a determination bj a person 
to be informed, instructed, enter
tained or amused by the editorial 
content of a journal of some kind. 
That content is made up, as a rule, 
of letter-press and pictures—the 
first expressing ideas and the sec
ond illustrating them. In the midst 
of an article or a story, as the pages 
are turned, some advertiser says to 
the reader, “Just a moment, please 
—pardon the interruption, but here 
is something you ought to know. 
This is a message you ought not to 
miss. Here is merchandise you 
ought to buy—you will, when you 
have learned the facts about it.”

Now that message is intended to 
compete with the editorial message 
—which has been put together at 
tremendous cost. Famous writers 
have been paid highly because of 
their power with the pen. Equally 
talented illustrators have been paid 
for the realism and force in their 
brushes and pencils. The leader 
has paid his money to own their 
product. So, whatever of letter-

William E. Cameron

press and pictures he finds, for 
which he has not paid, he must con
sider at least subconsciously as an 
intrusion upon his purpose—to read.

To us who make advertising, the 
intrusion is legitimate—just as le
gitimate as the call of a traveling 
salesman upon the owner of the 
Blue Front Hardware Store. It is 
the right of any advertiser to sell 
his goods wherever he can. to whom
soever will buy. Business is busi
ness, and will not be denied.

S
O the advertiser has every right 
to make a mental call upon the 
reader, as the reader has every right 
to decline to be interrupted. Suc

cessful intrusion must depend upon 
the balance of power as between 
what the reader has paid to get and 
what must be to him gratuitous. 
There must be a good reason for 
asking him to leave the one for the 
other even momentarily.

The obvious method is to do it 
with bulk. It is the easiest method 
too, in the business of visualization. 
And too often, bulk is the easiest 
thing to sell to the advertiser when 
the dummy campaign is presented 
to him for his approval. The rea
son for this is a fundamental Ameri
canism. For some cause there 

seems to be an idea in our minds 
that to be good, a thing must be big. 
Why? Would not the smallest loco
motive in the world be as interest
ing as the largest one? Have you 
ever heard of a big canvas by Corot?

With us advertising people it 
seems that bulk has become a fash
ion, and advertising should not be 
governed by fashion. Selling goods 
is too difficult an undertaking for 
reliance upon whims and modes. 
The mental process is the same to
day as it was a century ago. Human 
contacts have not changed in charac
ter. There are more goods to buy 
than there were then, but desire for 
them is the same quality in humans. 
Facts must still prevail.

This fashion in advertising seems 
to dictate big pictures, big head
lines, big signatures and ornament 
laid on in big areas Back of it all 
is one thought by the advertiser, the 
agency, the artist; and the writer. 
That thought is—“Let’s Have a 
Smash.” The purpose is, of course, 
to do the unusual in layout.

And as we turn the pages of any 
magazine, we will observe that, ad- 
vertisingly, there are more smashes 
in it than anything else. So the un
usual is made the usual. The whole 
selling picture is big. Most of the 
advertisements would be easier to 
read and to understand if they were 
hung on a wall —so difficult are they 
to grasp at arm’s length. They are 
posters, if you please, in the com
pass of ten inches by twelve. Fash
ion runs riot. The exhibition is an 
eruption of layout.

Almost any advertising man will 
affirm that advertising is advanced 
salesmanship—that it does in a 
shorter time what the salesman 
would accomplish if he could make 
as many calls as does the printed 
message at the same time. Let us 
see then how he would go about it, 
if he could distribute himself into 
the consciousness of. say, a million 
readers. Would he change his tac
tics? How would the principle be 
changed ? Have we clung well to the 
principle of selling in advertising? 
Have we addressed ourselves to 
knowing more about human impulses 
and human needs? Have we ac
quainted ourselves well with selling 
information to be passed on to the
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MISSOURI RURALIST 
GAINS 21.7%

FOR the first six months of 1925 the Missouri 
Ruralist carrried 150.528 lines of commercial 
advertising. This means a gain of 26,886 lines 

or 21.7% more than the corresponding six 
months of 1924.

More advertisers each day are recognizing 
the prosperous condition of the Missouri farm 
market. This prosperous condition is reflected 
in recent U. S. Agricultural Bulletins which 
show .Missouri far in the lead in condition of 
corn, wheat and other major crops.

Cash in on this prosperous territory by 
placing your message in the Missouri Ruralist, 
the outstanding farm paper of Missouri. 150,00(1 
paid subscribers at $1.00 per line.

THE MISSOURI RURALIST 
2206 PINE STREET, ST. LOUIS, MO. 

An Arthur Capper Publication
C. H Eldredge, Adv. Mgr. John F. Case, Editor

CHICAGO NEW YORK DETROIT CLEVELAND TOPEKA KANSAS CITY
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reader? Do we really know our 
markets? Can they be sold—really 
soid-^with big pictures, big head
lines, big borders? And is the lay
out the persuading force that we 
think it is?

A salesman may be the essence of 
sartorial nicety. He may be well
built, handsome, radiant from tub
bing. He may be graceful of manner 
and as agreeable to the eye as a 
human can be—correct from his 
thoroughly combed hair to his 
glistening boots—but until he opens 
his mouth and resorts to the power 
of words, he is a layout and a pic
ture, even though he may be a hu
man smash at that.

Is competition so easy that we can 
dismiss the argument for the goods 
with a wave of the hand and a 
smash illustration of any piece of 

merchandise? Observe, please, that 
the catalog and the booklet are not 
smash product». They get down to 
facts and stay there. Most of their 
illustrations are photographic and as 
accurate as a Scottish bookkeeper. 
So are the words in the descriptions.

It must stand to reason that once 
the eye has been attracted to the 
page by sheer size, it must be a diffi
cult matter for this capricious and 
wandering organ to leave huge head
lines and huge pictures to read 
twenty lines of text in ten point, and 
ten asides in boxed six point, describ
ing ten different pieces of goods. 
The plunge is a mental shock. To 
ask a reader to take it is inconsistent.

It is submitted that type as small 
as six point is out of scale with a 
headline an inch high or a corporate 
name across two pages or a picture 

showing a landscape ten square miles 
in area.

In reading, the eye has been 
trained by long practice to do cer
tain things. It does one thing at a 
time. It immediately recognizes a 
page that is meant to be merely 
looked at or One which is meant to 
be read. The page which is obvious
ly a poster in structural character 
will be accepted as such by the eye, 
even though there has been dragged 
in by the heels the message in ten 
point.

If the creator of the piece shows 
by the use of such diminutive type 
that he considers the facts about the 
goods unimportant, the reader will 
see it also from that point of view, 
quite naturally.

Need the artistic imagination fly to 
[CONTINUED ON PAGE 54]

Another Way of Paying Salesmen
By V. L. Nash

T
HE problem of compensating 
our salesmen, like the poor, we 
have with us always. Like 
Einstein’s theory of relativity, we 

generally find all attempted solu
tions of it only relative. And in our 
business—selling automobiles—we
consequently seem to be 
searching always for an 
ideal plan, by means of 
which we can give our 
salesmen the greatest op
portunity and get the 
best results for our
selves. It is like the 
search for perpetual mo
tion machines, but not 
quite as fruitless.

In selling automobiles, 
the most common method 
of compensating sales
men is either a straight 
salary or a uniform com
mission of 5 per cent of 
sales, the latter system 
being the most general. 
But neither of these 
seemed to pan out with 
us. On a straight salary 
basis we sometimes did 
not get our money’s 
worth, while some of the more able 
salesmen did not find it satisfactory. 
The result was the constant change 
—too much of a labor turnover.

Our plan now, in operation suc
cessfully for a year, is to pay each 
of our salesmen $25 weekly, and no 
commission on any business up to

$2,000 a month. From $2,000 to 
$3,000, we pay them 1 per cent; 
from $3,000 to $1,000, we pay them 
2 per cent; from $4,000 to $5,000, 3 
per cent; from $5,000 to $6,000, 4 
per cent; from $6,000 to $7,000, 5 
per cent. A kind of sliding scale.

V. L. Nash
President, Nash Motors Company

This salary, plus these graduating 
commissions, averages out around 5 
per cent straight commission on the 
total oales sf the company effected 
by salesmen, yet some of the top 
men are able to make a higher, per
centage than 5 per cent, while some 
of the beginners or less able sales

men are at least assured something 
for honest effort. A live-wire sales
man may make as high as 7 per cent 
on his total sales for the year.

Under this sliding scale, one man 
in our organization made $1,792.54 
in six months, wheieas he would 

only have made $1,427.26 
on a straight 5 per cent 
basis. Another made 
$2,264.30 in eight 
months, whereas under 
straight commission he 
would only have earned 
$2,017.31. The oldest 
salesman in our employ 
scarcely made his salary: 
namely, $25 a week. 
These results show us 
conclusively the salesmen 
who are working and on 
the job.

Thus, briefly, by the 
use of this plan we have 
made the salesman feel 
more or less secure, but 
with only meager returns 
unless he hustles; we 
have given the really able 
and ambitious men a spe
cial premium for results 

without adding to our selling costs; 
we have reduced the labor turnover 
in our establishment, and we have 
got high-selling effort and a pretty 
certain selling cost level, without 
exceeding the universal commission 
basis which prevails in the automo
bile business.
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is your power-plant market?

THERE are nearly a hundred thou
sand power plants in the United 

States. They have a combined capacity 
of about fifty million horsepower and 

they invest over a half billion dollars 
annually in equipment, materials and 
supplies.

What do these figures mean to you? 
Nothing—unless you sell every product 
for every plant.

These power plants are scattered from 
coast to coast and from Canada to the 
gulf. Too big a territory to cover in
tensively. But they are concentrated in 
the great industrial centers — seventy- 
three per cent in less than twenty-five 
per cent of the country’s area.

Fifteen per cent of these plants have 
over eighty-five per cent of the capacity 
and do over eighty-five per cent of the 
buying.

Some are steam, some are hydro-elec
tric and some are of the internal-combus

tion class. Some burn coal; others burn 
oil. Some use stokers; some hand fire; 
and others use pulverized fuel. Some 
have engines; others have turbines. 
Some run condensing; others non-con
densing.

These plants are found in all indus
tries. Yet with the exception of the cen
tra! stations no single industrial division 
has as much as ten per cent of the capac
ity and buying power.

All of the above facts and figures defi
nitely limit your market. Until you know 
its dimensions you cannot develop your 
market without waste. And such waste 
is avoidable Others are avoiding it 
every day. Before planning a sales ami 
advertising scheme they get the facts 
about their market from POWER.

POWER can help you sound and 
weigh your market. The facts are yours 
for the asking.

POWER
A.B.C. A McGraw-Hill Publication A.B.P. 

Tenth Avenue at 36th Street, New York
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THE ô-pt PAG

I AM reading with the keenest inter
est A. B. Farquhar’s book, The 
First Million the Hardest, pub
lished in 1922 and now “out of print,” 

I understand. Not that I am learning 
from it how to make “the first mil
lion,” but I am learning much from 
contact with the mind of this man who 
started in business eighty years ago 
and knows how to “give down” what 
the years have taught him in a way 
that is both interesting and valuable.

I was interested to get his slant on 
the injection of “science” into the vari
ous phases of business. “Business has 
lost something of craftsmanship -with 
the passing of the old expert owner 
who was always there and always in
sisted upon knowing all about every
thing that was done,” he says. “The 
new way is better; it is always better 
to go about a task scientifically than 
by rule of thumb, but the new way is 
impersonal and always encounters the 
danger that spurious and not real sci
ence may be adopted. They look alike. 
Much of that which is called ‘scientific’ 
in business today reminds me of the 
old doctor who talked in a jargon that 
no one on earth understood, including 
himself—and then let some blood. No 
matter what set of learned phrases he 
employed he ended up by blood-letting, 
and the patient recovered in inverse 
proportion to the amount of attention 
the doctor paid to him! We are 
tempted to experiment with business 
formulas that will take the place of 
brains applied through hard work. 
Brains and hard work are still the 
foundation of business and are also 
the driving force that carries it on No 
substitutes will be found.”

Sometimes after I have listened to 
discussions of “scientific” marketing I 
have this same feeling. No matter 
how big one may talk, a reasonably 
good product, and good hard common 
sense in promoting and distributing it, 
are still the foundation of marketing 
success. No substitutes are likely to 
be found.

—8 pt—
A letter Scribner’s are sending out 

to promote their Handbook of Travel 
contains two paragraphs which fur
nish an interesting copy contrast. One 
tight and rather formal, the other free 
and easy:

This book contains, to the best of our 
knowledge, the most complete and concise 
compilation of travel Information that has 
ever been gathered under on< cover.

• • •
If you want to know what clothes to 

wear in Borneo, or how much it will cost

you to take your car abroad, or whether 
it is necessary to take a corkscrew with 
you when you travel—Scribner’s Handbook 
of Travel has the answer.

Why should not more copy be height
ened in effect and lifted out of medioc
rity by this sort of contrast?

It won’t write—this Mammoth Type
writer—but it surely does attract at
tention. The picture isn’t faked. Just 
how huge the machine is may be seen 
by comparison with the grown woman

close up to the base in the foreground. 
Stunt advertising, of course, but it talks 
in a popular language—Bigness!

—8-pt.—
This is the way Frank Connolly, 

manager of the Chicago office of Val
entine & Company, uses the backs of

the proof of Valentine advertisements 
which he sends out to the dealers in 
his territory:

“Why shouldn’t selling be done with 

both sides of a sheet of paper?” asks 
Connolly.

I confess, I don’t know.
—8-pt.—

Another of the English ads that in
terested me particularly is one of a 
series on “Travel for Business” being 
run by the London Midland & Scottish 
Railway. There is what might be 
termed a rhythm to this advertisement 
which is worth studying, for it seems 
to roll its message into one’s mind:

“KEEP UP WITH THE TIMES
“Visit your customers: See things 

for yourself, leave desk work to others. 
To stick to the desk is the old way of 
business. To gain true perspective is 
the new way of business.

“Visit your customers: Contact with 
customers gives insight and vision.

“Visit your customers: First-class 
travel on the L M S is best for business 
journeys. The smooth track, the steady 
train make problems grow clearer. The 
spacious coach, the freedom from in
terruption help to find a way out.

Visit your customers:
“London: Glasgow, Dundee, Aber

deen.
“London: Live rpool, Manchester,

Leeds.
“London and Birmingham, Leicester 

and Nottingham.’’
—8-pt.—

David McMillan, Alexander Hamil
ton Institute representative in New 
Zealand, writes under date of May 7:

“You will be interested in a way that 
advertising has been used in New Zea
land in recent months. Owing to a 
severe epidemic of infantile paralysis 
(a disease that is almost peculiar to 
New Zealand) the public schools did 
not open immediately after the sum
mer vacation. The matter of the 
education of the children became acute 
for they were losing a great deal of 
time. The Education Department 
(Gov’t) used the daily newspapers 
twice a week for the purposes of set
ting the children lessons, and the an
swers were mailed to the schools.

“Not a small portion of the cam
paign was devoted to the ‘selling’ of 
the parents of such a method of keep 
ing the children at their studies.”
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The Farm Journal was the 
first »mail-page farm paper. 
It established the reader
popularity of condensed size 
and eontext nearly fifty years 
before the earning of the 
first tabloid daily and it seas 
25 years successful before 
its first imitator arrived in 
the farm paper field.

Succeed and You Will Be Imitated 
Be Imitated and You Will Succeed

Soon the forty-ninth will join the ranks 
of the other forty-eight years through 
which The Farm Journal has been 
making publishing history. And the 
half century mark will find The Farm 
Journal still persistently pursuing the 
policies established at its founding: To 
be a monthly, to be brief, to have a 
small Hour hundred and fifty-line) 
page, to maintain a low subscription 
price, to sell multiple subscription-.

Yes, The Farm Journal has succeeded 
—and it has been imitated. During 
its half century of leadership many 
changes have occurred in the field of 
general farm papers. And the publica
tions which have been most successful 
are those which have adopted ixalicies 
originated by The Farm Journal. And 
still the adoption continues, constantly 
adding to the endorsement of what The 
Farm Journal has been doing since 1877.

The Farm Journal has always been a monthly, always 
been brief, always had a small page, always maintained a 
low subscription price, always sold multiple subscriptions.

Dis Hinn Journal
first 1 in the farm, field

PHILADELPHIA NEW YORK CHICAGO PISTON SEATTLE SAN FRANCISCO LOS ANGELES
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Turning an Organization's 
Errors Into Profit

By Lester H. Butler

A SHORT time ago I talked to a 
manufacturer -who had discov
ered a very grievous and em- 

harassing mistake on the part of his 
shipping department. Two of this 
manufacturer’s dealers were operating 
their businesses under the same kind 
of a name, but one was a big dealer 
with ample credit and a large sales 
volume while the other was a small 
dealer with a very meagre buying and 
selling power. Both dealers were lo
cated in the same state. The large 
dealer had placed a car-load order for 
the manufacturer’s product; the small
er dealer had ordered a small case. 
The two orders going to the shipping 
department at the same time caused 
a little confusion which resulted in the 
car-load being sent to the little dealer 
while the small case went to the big 
dealer.

The manufacturer called his sales 
manager and showed him the telegram 
he had received from the small dealer 
who had received a car-load of their 
goods in error.

“Now what are you going to do 
about this mistake?” the chief asked 
his sales manager, and the latter, tak
ing his cue from his superior’s tone, 
set his mind to working along a con
structive line.

The first thing he did was to dupli
cate the car-load order to the big 
denier and dictated a long good-will 
letter explaining how the error had 
happened. Then he telegraphed the 
little dealer to hold the car that had 
been sent to him by mistake until their 
representative arrived.

He next got in touch with the sales
man by long distance telephone and 
told him the little dealer had a car
load of their goods that he believed 
could be sold if sufficient effort was 
put behind it. Then he outlined to 
the salesman his plan and allowed him 
so much money for advertising pur
poses.

Within a week the little dealer had 
put over one of the biggest sales that' 
had ever taken place in that commun
ity. He and the salesman worked out 
local advertising plans, wrote copy, 
got cut dodgers, decorated the store 
and' windows with the goods on sale 
and altogether put over an extremely 
successful week.

The dealer found a new enthusiasm 
for his business, he became a better 
friend of the salesman and of the 
company he represented. He had dis
covered what merchandising effort! 

could do when a sufficient urge was 
back of it, for he had sold as much 
of one of the staple articles of his line 
in a week as he ordinarily had sold 
in a year.

Here was a mistake that turned out 
to be good business for the company 
that made it. The result encouraged 
the sales manager to develop a car
load selling scheme which to date hus 
resulted in four or five car-load sales 
to dealers who regularly bought in 
small case lots.

A new salesman was sent out by 
the firm of a credit manager of my 
acquaintance with a list of the best 
customers in the territory he was to 
cover. These customers were mostly 
highly rated, with large resources, 
but, by mistake, the name of a poor 
credit risk got mixed up with the good 
ones and the salesman carried it into 
the field with him.

At that time the salesmen were on 
a special drive for large stock orders 
and were calling only on the customers 
with the A-l credit rating. The new 
salesman, of course, sold a big order 
to the dealer whose name got on the 
de luxe list in error. When the order 
came to the credit department the 
manager was disturbed, for the sales
man had appended a note to the effect 
that the dealer was in urgent need of 
the goods and had planned a special 
sale on a certain date a week away.

The dealer had possibilities of de
veloping into a good account with the 
proper cultivation, but the credit de
partment had never been able to secure 
reports on him that would justify 
shipping such an order on open ac
count. The manager plainly was up 
against it — not so much from his 
standpoint as the sales standpoint 
He did not want to jeopardize the 
good will of the denier who had all 
the earmarks of being a good account 
later.

He did the logical thing. He first 
passed the order for immediate ship
ment and then hopped on a train to 
give the dealer a personal call. But 
instead of telling the dealer anything 
about the question that had come up 
over the order, he made it appear as 
if his call was for the purpose of get
ting better acquainted. He told the 
dealer frankly that as a credit man
ager of the firm he had passed many 
small orders for him and was glad 
now that he could pass a real order, 
that he had always felt he should get 

better acquainted with the firm’s cus
tomers whose names and letters he 
had seen so many times.

As they got better acquainted the 
manager began to drop occasional 
hints about credit matters. Reports 
were discussed freely and soon the 
manager had gleaned information that 
gave him a better understanding of 
the dealer’s situation. One important 
thing happened and that was that the 
credit manager made a friend of the 
dealer who became impressed by the 
confidence the firm had suddenly placed 
in him. He would not violate a trust 
on such a personal basis.

This concern has now adopted a 
plan of haling the credit manager get 
into closer personal touch with all its 
accounts and in a few weeks this 
policy has resulted in the “discovery” 
of several customers whose business 
had been held down because of In
sufficient credit information or lack 
of n basis on which confidence could 
be built.

There are mistakes in judgment that 
sometimes lead to a profitable readjust
ment of things. A sales manager I 
once knew got the idea early in his 
career that he could increase the sales 
of a certain staple commodity his firm 
manufactured by pushing the dealers 
with a special extra gross price. It 
was common practice among his com
petitors to overload dealers wherever 
possible.

The sales manager simply fell for 
the competitor’s game. He didn’t figure 
that when he sold a dealer an extra 
gross at a special price he was loading 
the dealer’s shelves with a two month’s 
supply instead of one. The salesmen, 
of course, went out and stacked up the 
orders until the firm was running over
time to turn out the goods. But when 
the dealer got loaded up he quit buy
ing and the business of the second 
month dropped off. nullifying the 
spurt that had taken place the first 
month. The sales manager had erred; 
his judgment was wrong and it didn’t 
take the president long to tell him so, 
for he had maintained a well-balanced 
production, month after month, for a 
good many years

The outcome was that the sales 
manager devised a two-week-supply 
selling campaign which was based on 
the analyses of each salesman and 
then developed a forceful advertising 
campaign around the fact that fresh 
stocks ■were always available to con-
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May 31,1923 PRINTERS’ INK 119

What Is "Class” 
Circulation ?

A FEW publishers—some advertisers—and a 
great many advertising men define ’’class'’ 

or "quality** circulation, as though it had 
some reference to, or bearing on, the social 
standing of those who comprise it.

"Class” or "quality” circulation is purely 
a commercial term. it means circulation 
among that part of the population who have 
enough money to buy what they need or 
want. As opposed to it, there is "mass" or 
"quantity” circulation, which means circula
tion among that part of the population who 
have not.

When the New York resident is financially 
able to live in ordinary comfort, he becomes 
a theatre patron. The circulation of Theatre 
Programs in New York, is. therefore, confined 
to file people who have at least enough 
monev to satisfy I heir needs. There are vari
ous methods of advertising to the others.

Programs for 60 legitimate New York theatres — 
nggregating 1,600,000 circulation monthly.

Published by

108 Wooster Street New York City
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Direct to the Right Prospect 

Advertising is no better than 
its circulation. That is why a 
particular medium is best for 
certain purposes.

Where prospects are scat
tered or where they are con
fined to limited groups, classes 
or professions, direct advertis
ing is the logical medium to 
use to reach them. And that is 
because direct advertising cir
culation can be specified and 
controlled by the advertiser.

The analysis of circulation 
problems comes early in the 
preliminary work of thisdirect 
advertising organization.

Circulation is discussed frequently in 
The Three Circles magazine. A copy 
will be sent gladly to executives

Evans-Winter - Hebb Inc. Detroit
82 2 Hancock Avenue West

The E van t-Win ter-H ebb organization has within itself complete facilities for the plan
ning and production of direct advertising and other printing: Analysis . Plan ■ Copy 
Design - Art • Photo-Engraving • Letterpress and Offset Printing ■ Binding * Mailing

il

sumers. In a short time he had in
creased the business of his concern and 
competitors had to fall in line with 
the same tactics. In this respect he 
corrected a bad practice in the indus
try—overselling, and created a bigger 
market for the industry’s goods 
through the appeal of fresh supplies.

A short time ago a retailer com
plained to a certain manufacturer that 
some goods had been received in a 
damaged condition due to poor pack
ing The retailer explained that he 
already had the goods sold and was in 
a hurry to make delivery, but couldn’t 
send out what he had received, nor 
had he the facilities to repair, the 
damage.

An accommodating correspondent 
urged him to file a claim with the 
railroad company and in the meantime 
a duplicate shipment would be made. 
The dealer waited but the duplicate 
shipment did not arrive and he lost 
his sale. He wrote again—and his 
feelings weren’t repressed any in his 
letter.

The correspondent found he had 
made a memorandum of the dealer’s 
order but had failed to put it through. 
The dealer’s good will was worth hold
ing so the correspondent decided to 
make a clean breast of the situation 
and take the blame upon himself. He 
wrote a two page letter citing the 
frailty of human nature and its ten
dency to err and begged the dealer’s 
pardon. To the top of this letter was 
pinned a check, made out to the dealer 
for the amount of the profit he lost 
through the correspondent’s mistake.

The dealer returned the check and 
with it sent a letter to the correspon
dent. This letter was full of friendly 
humor bearing on human nature. A 
strong friendship has grown between 
that dealer and the house because, as 
he had written in his letter—“I know 
it’s human to err and I want to con
tinue doing business with a concern 
that is human enough to make a mis
take once in a while and honest enough 
to acknowledge its fault and try to 
make amends for it.”

Fred AL Randall
President and treasurer of The Fred 

M. Randall Company, advertising 
agency with offices in Detroit and Chi
cago, hat been elected to the Board of 
T ustee? of Cornell University, from 
which institution he graduated in the 
class of 1900.

A. JF. Fisher
Of the Counselor’s Staff of McGraw

Hill Company, Inc., will represent En
gineering News-Record, Chemical & 
Metallurgical Engineering, Engineer
ing & Mining Journal-Press ana Coal 
Age in the St. Louis territory begin
ning August 15.

R. T. Kline
Has resigned as advertising manager 

of The William S. Merrell Company, 
Cincinnati, to become sales promotion 
manager of the Remmers-Graham Com
pany same city, manufacturer« of toilet 
soap.
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Applying the modern architects methods 
to building more sales and profits

Send for this book
We shall be glad to tell you 
more about our method of 
Planned Advertising in our 
booklet entitled—“The Prep
aration of a Marketing 
Plan.” This address deliv
ered by Mr. Hoyt before a 
group of university men,
outlines our own method 
operation.
IFe will tend this free 
executives who apply

of

to 
on

their business letterheads. 
All others, 10c a copy.

No matter what your product dr business, the methods of the 
modern architect can be applied to increase your profits.

The architect makes a preliminary survey of the land on which the 
building is to be erected. He ascertains what kind of a building his 
client should have; how many stories; how many rooms; whether 
brick, hollow tile, stone, or reinforced concrete should be used.

He prepares a plan and submits an estimate of the cost based 
on that plan.

Most important ofall, he bases his operations and plan on sound finances. 
He figures the probable income expenses, and net profit on the investment. 
That determines the soundness and the practicability of the plan. .

Our methods for increasing a client’s profits by planned adver
tising, absolutely parallel the work of the modern architect.

We too begin by making a preliminary survey of the industry. 
We ascertain what kind of advertising our client should use. We 
consider the sales objective, the media to reach that objective, the 
extent to which each is necessary, and how to make all the ele
ments dovetail with one another so as to obtain the result«—a 
certain volume of sales and profits.

As in the case of the modem architect, the most important part 
oF the plan from the client’s standpoint is a consideration of the 
sales volume to be obtained, a budget of costs, including advertising 
and selling, for the desired volume, and an estimate of net profits.

When the plan is submitted, every element is carefully gone 
over. The execution of the items is then carried out in the same 
way as the elements in an architect’s plan.

CHARLES W. HOYT COMPANY, INC
PLANNED ADVERTISING

Reg. U. S. Pat. Office
Dept. El, 116 West 32nd Street, New York

Boston Springfield, Mass-
< Chart'— M^mbe- A. A. A. 4., Member A. B. C„ Stockholder National Outdoor Bureau!
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IDEAS WANTED. Manufacturer with sheet 
metal stamping, also wood working factory, 
wants new things to make, particularly some
thing with springtime appeal, such as advertis
ing novelties, etc. Box 209, Adv. and Selling 
Fort., 52 Vanderbilt Ave., New York City.

mm
A salesman to sell space to artists. A man 
who can approach illustrators; a salesman of 
unusual courtesy, and faultless approach, plus 
a knowledge of advertising fundamentals. To 
the man who can qualify an opportunity will be 
offered paying a substantial salary and the 
privilege of building a future for himself on 
the inside of the organization. Address inquiries 
to Box 228. Adv. and; Selling Fort., 52 Vander
bilt Ave., New York City. ■

ADVERTISING MANAGER
Forceful copywriter, experienced in all mechan
ical phases of advertising, seeks position with 
firm using publication and direct mail. Box 
263, Adv. and Selling Fort., 9 East 38th St., 
New York City.

MMII
A manufacturer with ample resources and world
wide distribution of its products will purchase 
outright or manufacture and sell on a royalty 
basis any desirable articles requiring wood-work
ing, metal stamping or foundry facilities. Es
pecially interested in articles for distribution to 
the Implement, Hardware and Toy trade. Ad
dress Box No. 185, care Adv. and Selling Fort., 
52 Vanderbilt Ave.^ New York City.

THE little black book in which we 
check classified returns proves that 

The Market Place pulls.
It can be put to hundreds of uses. Help 
wanted, positions wanted, and business 
opportunities, of course.
But, thru it one manufacturer found a 
new product to make. Others have done 
similarly unusual things.
Try The Market Place and you will find 
it well worth the 36 cents a line it costs. 
Forms close Saturday noon before date 
of issue.

THE MARKET PLACE 
Advertising and Selling Fortnightly

9 East 38th Street New York

Where a Mail Order
House Makes Profit

[CONTINUED FROM PAGE 17]

your gross profit may be a» high as; 
48 per cent. Styles change rapidly, so 
you must do more guessing and carry 
a larger loss.

In determining the amount of gross 
profit you require in the mail order 
business, you must take these elements 
of cost into consideration: 1st—Operat
ing cost (cost of handling); 2nd—Sell
ing costs (catalogs, advertising); 3rd— 
Buying cost (buyers’ salaries, etc.); 
4th — Shrinkage (losses); 5th — Net 
profit.

The cost of handling different classes 
of goods varies greatly. Some items, 
such as automobile tires, are easier to- 
handle than, say, notions. However, 
your average cost of doing business by 
mail order will figure out as follows:
1—Operating expense ................  14%
2—Selling expense ...................... 8%-
3- -Buying office........................... 2%
4—Shrinkage .......................... ■ ■■ 3%
5—Net profit ............................... 6%

Total gross profit ................ 33%
Operating expense includes the cost; 

of handling and delivering the mer
chandise. It covers warehousing of 
your goods, wrapping them up and 
mailing them out. You will also charge 
to this account all clerical expenses in 
handling complaints, files, cash, book
keeping department and similar items. 
The operating department is also- 
charged with its pro rata of the sala
ries of the president and chief officers 
of the company.

In some departments your operating
expense will run as high as 17 per cent, 
but it will seldom be below 14 per cent.

In a mail order house your chief 
method of securing sales is through 
catalogs Although magazine and 
farm paper advertising plays an impor
tant part with the old established com
panies, the amount is small. Mont
gomery Ward & Company’s present ad
vertising department budget is probably 
$15,000,000 a year at this writing, of 
which I estimate not over $500,000 is. 
devoted to magazine advertising. A 
new business naturally will devote a. 
large’- share to this medium.

To selling expense you would also 
charge the salaries of the advertising 
and catalog departments, the cost of 
maintaining catalog files, postage on the- 
catalogs, general advertising, office
space used and, in fact, any item that 
enters into the securing of an order. 
Selling expense varies according to the 
class of goods. Automobile tires and 
accessories will run between 4 per cent 
and 5 per cent, and so will groceries. 
On the other hand, the jewelry de
partment will require 10 per cent;, as 
will the fashion department. The lower 
cost of the first two is due to the larger- 
volume per order in dollars and cents 
for the amount of handling required.

Under buying office expense you
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charge the cost of buying goods and 
of merchandise supei vision. It includes 
the salaries of the merchandise head 
and his buyers. As you will note, this 
element of expense is small and is fair
ly constant between 2 per cent and 3 
per cent with the various departments. 
For some departments it may be as 
low as 1% per cent.

Shrinkage is an item that always 
needs careful watching. It represents 
the difference between the selling price 
of goods and what your firm actually 
receives for them.

A stock of $100,000 worth of shoes 
might be expected to carry, say 33 1/3 
per cent gross profit. At that rate it 
should bring you sales of $150,000, At 
the end of the season, however, you will 
find that actually it brought in, say, 
only $146,000. This loss or shrinkage 
is due to a number of causes. It rep
resents damaged goods or out-of-season 
stock sold at a loss, allowances made 
to customers, theft and similar items. 
It is always present in any merchan
dising or manufacturing business and 
must be taken into consideration. While 
wc hate set the average at 3 per cent, 
in some departments it may run to 6 
per cent.

What net profit is expected? Here, 
naturally, is the meat of your whole 
business. You would like to make this 
as high as possible. Instead of 6 per 
cent, you might want to make it 10 per 
cent by raising prices, but competitive 
conditions will not warrant it. The 
amount of net profit varies with your 
line. Slow-moving merchandise gener
ally carries a larger net profit than 
staples and fast-selling items. With 
the mail order houses this net profit 
usually swings between 5 per cent and 7 
per cent on the sales. Of course, any 
saving you can make on operating cost, 
selling expense and shrinkage goes di
rectly into net profit.

At first glance this 5 per cent or 7 
per cent may not seem much, but it 
must be remembered that this is on 
your sales and not on your investment. 
With a turnover of your stock four 
times a year, that would mean at 7 per 
cent that your investment is yielding 
28 per cent. A very handsome return!

Marquette University-Milwaukee 
Journal broadcasting station. During dinner hour, 
too, and often at midnight, the radio fans prefer 
WHAD programs because of their easy reception, 
local interest, high quality and freedom from adver
tising propaganda. No wonder that the eyes of 
Wisconsin’s radio audience are focused on The 
Milwaukee Journal, for here alone they find the 
complete programs of their favorite station and all 
other radio news. Radio advertisers and all adver
tisers seeking the largest home audience in the 
Milwaukee-Wisconsin market, find that this new 
source of dependable reader interest means greater 
returns per advertising dollar.

For maximum sales volume 
at the lowest possible adver
tising cost, concentrate in

■The Milwaukee
OURNAL
FIRST- by Merit

Frederick W. Wilson
Has retired as president, ediwr and 

manager of Th, Newburgh (N. Y.) 
Daily News, with which paper he has 
been conneved for the past 37 years. 
Frederick H. Keefe succeeds him as 
publisher and general manager.

Advertising Club of 
If ilminglon, Del.

Announces the election of the fol
lowing officers for the coming year 
President, Charles H. Quackenbush; 
vice-presidents L. M. Montgomery, 
J. G. Craig, William N. Cann; secre
tary-treasurer, Hugh Carter. William 
F XXetten, G. Sellers Smith, F. Ray 
Phillips, William Cover and Elias Wet
stein were elected directors.

Research on

Methods of Making Advertising 
Appropriations
Nearly 100 typewritten pages, with 
complete forms for advertising bud
gets, and details of methods of arriv
ing at the sum to be upeut, a- prac
ticed bv various advertisers. Price: 
$75.00.

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

Tel: Fitzroy 6720

in the 
Lumber 

Field

It’s the 
Amtanfinuitmui

Established 1873 
Published Weekly CHICAGO. ILL.
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Keep Your Catalog 
Out of the Files!

TOO many files are mortuaries for 
well-intended catalogs—or rather, 
too many well-intended catalogs de

serve no better fate.
Yours may be, to the busy executive, 

“just another catalog”—another tomb
stone for the file burial ground. Or it 
may be a salesman—a real salesman—an 
on-the-desk, on-the-job salesman persuad
ing him to refer to it freauently.

Your catalog can be made to possess 
selling virtues which can be reckoned in 
terms of cash. A Smith-made Art- 
Laather Cover fitted to it will make it 
sell. Its rich, attractive appearance will 
keep it on the executive’s desk, a persua
sive reminder within easy reach.

A Smith-made Art-Leather Cover not 
only keeps your catalog from mildewing 
in the office cemetery, but its fine appear
ance also suggests the quality of your 
product and stimulates sales.

Proof is at hand. Simply send us your 
catalog and tell us how many you issue. 
Without obligation wc will fit it with a 
Smith-made Art-Leather Cover and sug
gest a color and embossing arrangement. 
Both th< low cost and the new dominant 
appeal of the catalog will astonish you. 
Send it today so that we can present the 
finished picture as soon as possible.

During recent months we have made 
more than 150,000 Smith-made Art- 
Lctther Catalog Covers, Salesmen’s Port
folios, Display Cases, Window and Coun
ter Signs for:

Audit Bureau of Circulation! 
Brunowick-Balke-Collender Co.

•Uutlei Brothers
•••Dejoe & Rarnohts Co.
••First National Hunt Chicago 

Hart, Schaffner A Marx
•••••John A. Hertel Cublishinr Co.

B. Kuppenheimer Co.
•••La Salle Extension University 

Mansfield Tire A Rubber Co
•••Morgan Sash & Door Co.

•••••National Tailoring Co.
•••Pwk A Hill Co.

•Mosepli T. Reyerson Co.
•"••••Stone A KieH Corporation

United States Military Academy 
Western Printing A Litho. Co.

(•) Indicates nomlirr of repeat ardors.

THE S. K. SMITH CO.
CHICAGO. ILLINOIS

“We Return, Express 
Collect”

[CONTINUED FROM PAGE 20 j

be put into regular stock for shipment 
again until it has been sent to the fac
tory to be redressed and recartoned. 
The retailer is very careless about 
packing goods which he returns.

A shoe manufacturing concern is
sues a catalog twice a year in which 
it states its position regarding the re
turn of merchandise in a prominent 
way on one of the front pages. Pos
itively no shoes returned without the 
firm’s permission will be accepted from 
the transportation company. In spite 
of this fact, however, dealers persist 
in sending goods back without notify
ing the company or the salesman that 
they are being sent. To top that, more 
than one dealer has declared emphati
cally, either personally or by letter, 
that he does not propose to take any 
dictation from the manufacturer, if 
there are such shoes in any shipment 
which for reasons of his own he does 
not care to keep, it is his privilege to 
send them back.

IT is the invariable practice of this 
company to refuse to take from the 
transportation company any goods re

turned for which return permission has 
not been given. If a letter from a 
merchant has been received which sets 
forth a reasonable ease, then the goods 
are taken in; otherwise not. When 
notice is received from the transporta
tion company that a merchant has re
turned goods, a printed slip is immedi
ately mailed to him together with a 
letter stating that the goods are in 
the hands of tne transportation com
pany at his risk. This is in accordance 
with the ruling of the Interstate Com
merce Commissio.n, which has been 
sustained by the court, that goods sent 
back without an order for the return 
of same, or without permission either 
of the firm or its representatives, are 
held wholly at the risk of the consignor 
or shipper. Generally speaking, when 
the manufacturer has stood fast and 
refused to budge, the dealer has come 
across with a proposition to take other 
goods in exchange or lias backed down 
from his high horse, asked that an 
exception be made in this instance, and 
promised that he would not repeat the 
offense.

The peculiar and interesting thing 
about this is that the salesman is finally 
appealed to by the dealer and comes 
to his concern begging that it take the 
goods in lest he lose the account. But 
1 do not know of an instance where 
the manufacturer has stood his ground, 
if he knew he was absolutely in the 
right, where the salesman has not been 
able to sell that merchant again. There

fore, it is a process of education, and a 
tough job at that. If the manufactur
ers and wholesalers in all lines were 
united on a policy in regard to mer
chandise returned without justifiable 
cause, they could make pretty good 
headway. But in most lines of industry 
there are what we call weak-kneed 
houses and their methods are thrown 
at the other by the merchant and the 
salesmen.

WHEN the shoe company previous
ly referred to receives notice from 
the railroad that some merchant has 

returned a consignment of goods, it is 
their custom to mail him one of their 
printed slips which sets forth clearly 
the manufacturer’s stand on the sub
ject.

IMPORTANT
Heretofore it has been quite a gen

eral practice to accept shoes returned 
for reasons given. Henceforth no goods 
will be received from the transportation 
company unless we have previously 
agreed, either by mail or through jur 
salesmen, to accept them. This plan 
works no hardship on the retail dealer 
and insures fair play to all concerned. 
Fair play is all we ask. If you have 
ground for complaint, take it up with 
our salesman. He is within reach at 
all times and his presence assures fair 
play to us both. We are willing to re
ceive goods, if for any -eason they do 
not measure up to market standards, 
or if we are at fault in the llling of 
the order, but we do object to receiv
ing goods that dealers find no not sell 
as well as they had expected, or goods 
that they want to unload because they 
happen to be overstocked. It is not 
fair to ship back to us a ease of shoes 
and merely say: “Not up to sample,” 
“Not as ordered,” etc. All correspond
ence relating to goods which you wish 
to return will bt answered promptly 
and arrangements made for adjust
ment of same with the least possible 
delay.

While manufacturers believe that a 
stiff policy never drew customers, 
nevertheless, the plan of this house is 
winning the respect of first class deal
ers throughout their territory.

The history of the past and the con
ditions which exist today warrant the 
belief that there will continue to be a 
certain percentage of dealers who will 
violate business rules, practices and 
customs until by word of mouth and 
example the gospel of the square deal 
finally seeps through and touches the 
right chord. There are occasional evi
dences of greater consideration for 
others now, which encourage our hope 
that costs of returned goods will be 
permanently lowered in the not too 
distant future.
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Coast lo Coast in 
Seven Minutes

THE first advertisement ever 
flashed across the continent by 
the newly invented telephoto
graphic process was received in New 

York recently over the American Tele
phone and Telegraph Company lines, 
-when the complete layout and text of 
an advertisement for the California 
Pear Growers’ Association was wired 
from San Francisco to New York in 
seven minutes.

The apparatus, which uses a regular 
telephone wire, is so designed as to 
transmit a picture five by seven inches, 
which is received as a negative, and 
after photographic development of the 
usual sort is virtually indistinguishable 
from an ordinary photograph.

In sending, the picture is transferred 
to a film and inserted into the trans
mitter simply by rolling it into a cyl

inder. A very small but intense beam 
of light shines through the film upon 
a photoelectric cell within. As the film 
rotates upon its axis, it progresses slow
ly past the light. In this way each 
minute section of the film affects the 
intensity of the light reaching the sen
sitive cell. This variation upon the 
cell gives rise to an electric current 
which, through the agency of a vacuum 
tube amplifier and modifier, controls 
the current flowing over the line.

At the receiving end this process is 
reversed. The current flowing in from 
the transcontinental wire operates a 
new device called a light valve, con
trolling a light beam which falls upon 
a sensitive film mounted like that at 
the other end of the line- revolving and 
passing before the light. The two films 
move at exactly the same rate of speed.

The apparatus has been evolved by 
the engineers of the American Tele
phone and Telegraph Company and the 
Bell Telephone Laboratories, Inc.

IMA S

PENNA

U ' \ * ' The Area Comprising

XDhy iDomen "Read " 
^his Dairy Paper

UNLIKE her city sister, the farm woman takes an active interest 
in her husband's business. She knows its problems, and often 
is the first to suggest needed farm improvement.

Recognizing this, the Dairymen’s League News has built up a 
strong household department. On the Home Editor’s Advisory 
Board are real farm women, leaders in their respective com
munities. An examination of the Home Department will con
vince you of its vital interest to readers.

The Dairymen’s League News appeals strongly to the woman 
as well as to the man on the dairy farm. Both have a peculiar 
interest in and affection for this paper of which they are them
selves part owners. It is published for them, and they have a 
voice tn shaping its policy.

Manufacturers of household supplies and equipment will find 
the 70,000 women readers of the Dairymen’s League News re
sponsive to their sales messages. These women are purchasing 
agents for families which maintain a high average standard of 
living. A dependable year-round income from milk, eggs and 
other produce assures them ample buying power.

The women on the prosperous dairy farms of “The New York 
City Milk Shed” are eagerly considering improvements for their 
homes. You can reach them most effectively through their own 
paper—and the cost is only 50c a line for a circulation averaging 
70,000.

Prompt reservation will assure you space in the Home Depart
ment. Better send it today.

Ask us for Sample Copy and Rate Card.

120 W. 42nd Street
F. U Tibbitts, Bu«. Mar.
0. E. Everett, Adv. Mor.

PhMW Wi seenri ■ 6081

DairVmensa gu eNews CHICAGO x 
10 S. La Salle Street 

Jehn 0. Reu 
Phene State 3652

"The Dairy Paper of the 
New YorkCity Milk-Shed"



52 ADVERTISING AND SELLING FORTNIGHTLY July 15, 1925

Telling It to the Boy Scouts

Sail into Sales With Boys’ Life

COVER to cover 
readers—avid in

terest—that’s what ad
vertisers in Boys’ Life 
really get. For it is 
the ideal boy maga
zine, covering every 
subject dear to boy 
hearts—scouting, out
door life, sports, radio, 
etc.

You can get sales thru 
Boys’ Life. It reaches 
many thousands of the 
550,000 Boy Scouts— 
live, resourceful boys 
who find ways of get
ting what they want. 
Make them desire your 
product, and watch 
sales rise.
Let us tell you more.

Boys' ILife
_________ IHE BOY SCOOTS»’MAGAZ1KE

200 Fifth Ave- 
New York, N. Y.

Union Bunk Bide 
Lot Angeles, Cal.

37 So. Wabash Ave. 
Chicago, 111.

ILLUSTRATIVI
PHOTOGRÄlPWY
CARD SUDO /

PHOTOCRAFT COMPAI

PLAIN, PRINTED OR LITHOGRAPHED 
FOR EVERY PURPOSE

Send for Samples—Prices that are Interesting 
HESSE ENVELOPE AND LITHO. CO. 
4161 North Kins»highway ST. LOUIS

Public Lu< l ets landing 
of Industry 
By Alfred Fischer

Michigan Committee on Public Utility 
information

THE idea of going directly to the 
people with the intimate prob’ems 
of an industry is a comparatively 
recent one, for, during many genera

tions, American business thought it had 
to be very secretive about its methods 
and processes. Secrecy invites suspi
cion, and this resulted regardless of 
whether there was cause for it. It re
quired vision to conceive the commer
cial advantages of public understand
ing and good will, quite irrespective of 
the public’s right to know what was 
going on in the industries which were 
developed to provide the necessities of 
life.

The service which publicity has ren
dered is one of the elements of our 
industrial system that amazes the for
eign observer. In no other country has 
it been applied as here. It has rendered 
unsalable a loaf of bread that is not 
marketed in a dustproof and finger
proof wrapper and has convinced a na
tion that that loaf is just as appetizing 
and healthful as one naked by a house
wife in a blazing hot kitchen. It has 
driven the politicians and hecklers out 
of the,' time-honored practice of med
dling and muddling in the nation’s rail
road problems. The publicists’ treat
ment of public health and sanitation 
subjects has been a very profitable thing 
for the producers of paint, disinfec
tants,, screens and fences, which prod
ucts receive great sales stimulation an

i nually through clean-up and paint-up 
campaigns. Millions of dollars are be
ing spent on publicity today by all of 
our important industries.

It is not merely good judgment to in
vite public confidence through frank 
and thorough discussion of public util
ity business wherever an audience can 
be found; it is a policy dictated by 
modern conditions. Quite apart from 
any commercial concern with publicity, 
the customers must not be allowed to 
forget that the public utility companies 
are agents., of conservation; that they 
actually preserve the nation’s coal and 
oil resources by making them yield u 
maximum of the energy they possess 
for performing man’s needful tasks.

Publicity has done its part to make 
curios of the coal scuttle and lamp 
chimney and will some day add to that 
collection the ash barrel and the ice 
pick, the broom and dish towel. The 

' public utility companies have a wonder
ful story to tell, a story of the industry 
which does more research and adopts 
the results of that research more rap
idly tharii any other. Its ■very scientific 
nature, however, makes it difficult to 

■ comprehend, and for that reason the 
companies must never cease to talk 
about it.

Portion of a repor» befon the Michigan 
Gas Association meeting, Mackinac Island, 
Mich.
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NUMBER ONE OF A SERIES GIVING GLIMPSES INTO VERMONT INDUSTRIES

One of the many reasons why this State presents 
an excellent opportunity to aggressive advertisers

The Status of The Farmer
The speculation that surrounds 

farming in the cereal producing 
states of the West does not exist 
in Vermont. For its farm products 
are demanded by the great indus
trial centers that lie within 150 miles 
of any point in the state.

The Vermont farmer has a steady 
market for his produce—milk, but
ter, eggs, fruits, maple syrup, etc. 
Couple this with the fact that both 
long haul and high freight expense 
are eliminated, and that these prod
ucts bring high prices, and you can 
realize what makes the Vermont 
fanner one of the most prosperous 
in the world.

Vuluc of Farms
$60,000,000 was the total Vermont

farm output last year. This return 
was derived from farm property val
ued at $222,736,620 divided as fol
lows: Land, $82,938,252—implements 
and machinery, $21,234,130—livestock, 
$42,385,331—buildings, $76,108,907.

Statistics Showing Prosperity
Western farmers come East and 

obtain a greater yield than they did 
in the West. Vermont farm soil is 
rich and produces profusely.

86% of Vermont’s farmers own 
their own farm«; as compared -with a 
national average of 50%. 63% have 
water piped into the house—the na
tional average is 9%. 57.6% of the 
farms have phones—38% is the na
tional average.

Merchandising The State
These prosperous farms constitute

only one-half of the total industry of 
the state. Manufacturing constitutes 
the other half. Here the position of 
the workers is as good as that of the 
farmers—they are well paid, and 
rents and living expenses are low.

This is a desirable market for you, 
and it is easily merchandised—be
cause it falls logically into six divi
sions. These districts center about 
Barre, Bennington, Brattleboro, Bur
lington, Rutland, and St. Johnsbury.

The lee ding dailies in each of these 
cities have united in the cause of 
better advertising and merchandis
ing. They have published a thorough 
33-page Survey of the state which 
.will be of great aid to you. Send 
I* >r it.

VERMONT ALLIED DAILIES
Barre Times Brattleboro Reformer .’. Bennington Banner
Burlington Free Press .’. Rutland Herald St. Johnsburv Caledonian Record
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3jo of a cent
PER PROSPECT

“Let’s Have a Smash”
[CONTINUED FROM PAGE 40]

SIXTY MILLION
American Church Mem

bers Demand Good 
Church Music and

PAY FOR IT

The EXPOSITOR 
Ministers’ Trade Journal since 1899

Covers the Church Field

The October Issue W ill Be 
the Annual

Church Music Number 
presenting unusual sales op
portunities to manufacturers 
of and dealers in

Pipe Organs 
Organ Blowers 
Reed Organs 
Pianos 
Orchestra Instruments 
Band Instruments 
Radio Outfits 
Talking Machines 
Hymn Books 
Anthems mid Collections 
Music Publishers 
Music Racks 
Hymn Boards 
Choir Stalls 
Choir Vestments 
Chimes 

Etc.

Your Ad will go exclusive
ly to the Buyers in this 
wealthy field at 3/10 cent 
per buyer or $75.00 a page.

To insure proof for cor
rection, your copy should be 
in not later I han September 
1st.

May we send you onr rate 
card—card of distribution 
by states and a compliment 
tarv copy of the EXPOSI
TOR?

The EXPOSITOR 
701-7ID Caxtou Bldg., 

Cleveland. Ohio
New York Chicago

17 W I2d St. 37 S. W .b«.!.

such heights of grandeur as are often 
essayed? Is advertising considered by 
the laity as pictures; and if so, what 
part have we advertising people had 
in giving them that understanding?

If a smash has selling power, as 
such, that power should do one thing 
and sell one product. But, generally 
speaking, whose is the smash? What 
part of it is forceful, factful proof of 
the merit of the goods or the service, 
and what part of it is technique which 
not one reader in a thousand under
stands? Most readers do not know 
whether the original drawing was 
made with a brush or a pen—whether 
it was wash, guache, oil or water 
color.

IS the advertising business a jobbing 
house for pictures—or a clearing 
house for selling information? Please 

do not misunderstand. This writing is 
not a libel on pictures nor on their 
use. They are indispensable to adver
tising. We could not do without 
graphics in some form, and there would 
be no use in disputing their value. But 
they should be only such part of an ad
vertisement as is necessary. Like 
thoughts and words and type and en
gravings, they are a part of our equip
ment—the tools of advanced salesman
ship. And the hand which uses any or 
all of this equipment should know when 
to stop.

How big must a headline be to get 
'tself read? And how big must a pic
ture be to get itself seen? You have 
forgotten, no doubt, what was the text 
of the biggest headline you have ever 
seen, but you remember that “United 
States Tires are Good Tires ” And 
that line does not appear larger than 
eighteen point at most. In its white 
space, it looks like a gem on its vel
vet bed in Tiffany’s window. It is a 
restrained expression, in thought, and 
quite as much so in size—but it is a 
smash. And it is that because it has 
been repeated so often and so quietly 
to so many people. It is an acceptable 
interruption—in perfectly understand
able and believable terms.

We are not more violent with pictures 
than we are in the use of type. We 
cause settings to be made which give 
the eye such a tortuous path to fol
low around circles, squares and irregu
lar shapes, that the business of reading 
is made unduly difficult, and the hard
est kind of optical work. Since the 
eye is the medium of engagement be 
tween the page and the brain, the page 
should be made simple in architecture 
and in thought.

We must make the goods or the ser
vice remembered as well as the maker 
or the sponsor We cannot do it ef
fectively with a clutter of layout and 
u plethora of elements. But if we pre
sent our thoughts framed in us much 

of order as there is of size, we plant 
our message, like a baib, into the 
reader’s consciousness. It is not easy 
to make him solve an advertising puz
zle of staggered lettering and queer
looking pictures—not queer to us, but 
to the average person. We should not 
ask him to work. Thal is not reason
able. And he is not interested in style 
in advertising—not a tenth as much 
as we are. Besides, some things that 
are perfectly clear to us in a smash 
are most likely to be astigmatism to 
him.

Any advertisement should be seen, 
read and understood with ease and 
sneed. There are perfectly legitimate 
smashes. They are, no doubt, the 
best kind of advertisements for things 
which need little description—a cigar, 
a cigarette, a hat, clothes, most kinds 
of foods, a soap or a roll of pepper
mints. But for things which need ex
plaining, particularly something new, 
we may do well to deal in pictures in 
words rather than in pictures in oils. 
The difficulty is that we confuse the 
character of the goods and the meth
ods; and too often fail to distinguish as 
to the treatment which should be plain 
to us in each case. We fly too readily 
to what seems unusual—forgetting 
that nearly all minds are usual and 
convinced by usual methods. A man 
walking Michigan Boulevard or Beacon 
Street clad in a red union suit would 
be most unusual. Beyond question, he 
would invite attention—and arrest.

BUT, we may say, here is an indict
ment of a great success—advertis
ing. It isn't. It is not even an accusa

tion. It is a confession. And as for 
advertising being a big success, it is— 
no doubt. But if we had doggedly clung 
to the building of it with fact and said 
—“Get thee behind me, Fashion”— 
would we have done a better job of 
selling than we can claim?

There has been during the past two 
years or a little more a big success in 
introducing a new motor cai. That car 
has sold in a big way. You see it 
wherever you go hi the selling mo
tion some other motor car makers lost 
old owners. The advertising was sim
ple, straightforward and convincing to 
the public. There was not a single 
smash used—but plenty of reasons why 
that car is good. Look over some back 
numbers and examine the Chrysler ad
vertising. Evidently it was agreeable 
interruption—and that is advanced 
salesmanship. The copy was meant to 
be read, and it was.

In campaigns like this competition 
is not shock The reader is lifted 
gently and set into an easy chair in a 
strong, soft light where he may grasp 
quickly his mental surroundings. Ue 
is not blown suddenly through a plate
glass window to And himself on all
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Memphis Press First 
In City Circulation

The Memphis Press is nineteen years old. Its pre-eminence in 
Memphis, confirmed year after year, has a solid and time-tested basis 
in public approval and reader faith. Press circulation is con
centrated in Memphis and nearby cities and towns.

City Circulations
The Press . .37.826 
Commercial

Appeal. . .34,859 
News

Scimitar. . 26.180

City Circulations’ 
Average for 6 
Months Ending

March 31, 1925

Ninety-two per cent 
of yotu advertising 
dollar invested 
til rough The Press, 
reaches Memphis 
I amilies.
Comparison of rates: 
The Press......... 8c. 
Commercial

4] t peal .... 18c. 
News Scimitar

14c. to 17c.

The Memphis Press
j ■ First in Memphis

A SCRIPPS-HOWARD NEWSPAPER

MEMBER OI THE A. B. G 
REPRESENTED IN THF NATIONAL ADVERTISING FIELD BY 

ALLIED NEWSPAPERS, INC.
New York Chicago Cleveland Cincinnati San Francisco Los Angeles Seattle
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fours, surrounded and bewildered by a 
forest of lettering, color, pictures and 
conventional acanthus leaves. Ought 
we not to be careful that the result is 
not this, when in conference we say in 
chorus—“Let’s Have a Smash!”

—I. —

Shields & Colcord, Inc.
Is the new finn name of Earl B. 

Shields, advertising, Chicago, becoming 
effective with the appointment of D. H. 
Colcord as vice-president of the organ
ization.

F P. Larger
Formerly with the Bankers Service 

Corporation, New York, has been ap
pointed to handle copy and production 
on the staff of Guy W. Hodges, Inc., 
same city, direct mail advertising.

Within the means of all
Visitors from foreign countries invariably wonder 

at the number of telephones in America. “Why is 
it,” they ask, “that nearly everybody in America 
has a telephone, while in Europe telephone service 
is found only in a limited number of offices and 
homes?”

First of all, telephone rates in the United States 
are the lowest in the world for the service given. 
Here, since the beginning, the best service for the 
greatest number of people has been the ideal. By 
constant improvement in efficiency and economy the 
Bell System has brought telephone service within 
the means of all. From the start, its rate policy has 
been to ask only enough to pay fair wages and a fair 
return on investment.

The American people are eager to adopt what
ever is useful. They have found that Bell telephone 
service, comprehensive, prompt and reliable, connect
ing them with the people they wish to reach, is worth 
far more to them than the price charged foi it.

George O. Pritchard
Formerly vice-president of the 

Philip Ritter Company, Inc., New 
York, advertising agencv, has joined 
Sackheim & Scherman, Inc., same city.

Advertising Calendar

American Telephone and Telegraph Company 
And Associated Companies

BELL SYSTEM
One Policy, One System, Universal Service

Jewish Daily Forward, New York 
Jewish Dally Forward la the world's largest Jewish 
daily. A.B.C. circulation equal to eomblnecL total 
circulation at all Jewish newspaper! published. A 
leader In every Jewish community throughout the 
United States. A Roma paper of distinction. A 
result producer at undisputed merit. Carries the 
largest volume at local and national advertising. 
Renders effective merchandising service. Rates on 
request

The wnlyDennetn 
Canadian — ^vertun

border,” but when advertising 
b there you need a Canadian Agency

thoroughly conversant with local con- 
dltions. Let us tell you why.

A-J DENNE C Company Ltd- k Keloid Blds. rOBONTU. A

July 16-18 — American Photo-En
gravers Association Convention, New 
York.

JrtY 17-18 — Conference, Better 
Business Bureaus of Pacific Coast, 
Seattle, Wash.

July 20 - 22 — Convention of the 
Pacific Coast Advertising Clubs 
(Twelfth District) at Seattle, Wash.

September 21-24 — Advertising Spe
cialty Association, Chicago, Ill.

September 22-25—National Better 
Business Commission, Indianapolis, 
Ind.

October 1-4 — International Con
gress of the Business Press, Paris, 
France.

October 2-3—Conference of Adver
tising Club Executives. Indianapolis, 
Ind.

October 5-6—Nationa, Advertising 
Commission, St. Louis, Mo

Octopfk 6-8—Convention of Win
dow Display Advertising Association, 
Chicago.

October 12-13—First district con
vention of Associated Advertising 
Clubs, Springfield, Mass

October 14-16—Financial Adver
tisers’ Association, Columbus, Ohio.

October 15-16—Audit Bureau of 
Circulations, Chicago, Ill.

October 19-21—Industrial Adver
tisers Association Convention, Atlan
tic City, N. J.

October 26-27—Convention of Mail 
Advertising Service Association Inter
national, Boston, Mass.

October 26-28 (tentative)-—Insur
ance Advertising Conference, Boston, 
Mass.

October 28-30—convention of the 
Direct Mail Advertising Association, 
Boston, Mass.

Nov- 11KBR 16-18—Annual Meeting, 
Association of National Advertisers, 
Inc., Washington, D. C.

November 22-24—Seventh District 
Convention, Associated Advertising 
Clubs of the World, Oklahoma City 
Okla

June 19-24, 1926—Twenty-second 
Annual Convention, Associated Ad
vertising Clubs of the World, Phila
delphia, Pa.

The Editor will be glad to receive, 
in advance, for listing in the Adver
tising Calendar, dates of activities of 
national interest to advertisers.
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The Travel Poster 
Exhibition 

[CONTINUED FROM PAGE 21]

illustration is better than its repro
duction. Too much good art is still 
being murdered on the lithographers 
stone.

Appropriately, in an adjoining 
room, was a collection of British travel 
posters, loaned by Mr. Louis G. 
Audette. America may lead the world 
in advertising. But she certainly 
trails Europe in travel posters.

The Europeans take a broader view 
of travel posters. The London, Mid
land and Scottish Railway, for in
stance, commissioned celebrated mem
bers of the Royal Academy to do one 
poster each. Thus were created that 
weird, luring ‘Castle in Northern Ire
land,” by Julius Olsson, that powerful 
industrial by Norman Wilkinson, and 
others.

These English also are employing im
pressionistic art, with striking results. 
“Wembley,” “For Christmas” and 
“Sutton-on-Sea” suggest whole stories, 
simply by color-and-mass impression
ism.

If some French and Swiss posters 
had been shown, Europe’s superiority 
would have been even more apparent. 
These are usually exquisite things, 
with delightfully quaint yet realistic 
effects, striking color effects, and 
subtle color harmonies.

All this is not to say that American 
poster art is hopelessly in the rear. 
But most American ability goes into 
24-sheets for cigarettes. It occupies 
itself with gorgeous girls and even 
more gorgeous men in various atti
tudes of being beautiful and non
chalant. In other words, the portrait 
painter is flourishing, but the land
scape painter is languishing. Why? 
Travel offers a hundred times the 
poster possibilities of any other sub
ject.

May more of our- travel companies 
progress from the “Subway Sun” 
stage of advertising to the Chicago 
stage!

Reliable
Counsellors

The president of a great textile manufacturing concern 
near Philadelphia asked us to name the man who was 
best fitted to become their New York representative at a 
salary of $15,000 a year.

We named the man who is now vice-president and agent 
of the corporation in question. We didn't dp it for money. 
No bill was rendered to the man or the corporation for a 
service of this kind. 'I he only thing we have to sell is sub
scriptions to and advertising space in the American Wool 
and Cotton Reporter.

We get hundreds of jobs for men in the course of a year, 
but we don't run a commercial employment agency and we 
don't make any money out of it, so we don't recommend a 
man unless he is worthy.

Nor do we solicit or carry any advertising in the American 
Wool and Cotton Reporter that doesn’t belong there. We 
doi I tell a man that there are opportunities for him in the 
textile industry unless the opportunities are patent. If you 
can’t make a success in the textile industry, we don’t want 
your advert“ing.

Within a year, a manufacturer of wooden cogs—that is, 
wooden teeth for big gears—asked us about the possibilities 
in the textile industry. We told him it offered no outlet for 
his product. We turned down this advertising——but another 
textile paper accepted and published it.

If you have something for the textile industry, if yovr prices 
and qualities are competitive, come along with us and we 
will show you something.

Standard 7 x 10 Page Established 1887
Charter Member A. B C

American
Wool and Cotton Reporter

BENNETT SERVICE
Recognized Organ of the Great Textile Manufacturing Industries of America 

The Oldest Textile Paper of Continuous Publication in the United States 
Largest Circulation in the United States of any Textile Publication

530 Atlantic Avenue 518 Johnston Bldg.
Boston Charlotte, N. C.

B. K. Hollister
Has been elected secretary of The 

Modern Hospital Publishing Company, 
Inc., Chicago.

Roger A. Johnstone
Whj has been western manage1' of 

The Modern Priscilla for the past four 
years, will open his owr office in San 
Francisco to act as coast representa
tive for The Modern Priscilla, Peoples’ 
Home Journal, Time, and Child Life.

Hecker-H-O Company, Inc.
Has been formed by the merger of 

the H-0 Cereal Company of Buffalo 
with tht Hecker Cereal Company of 
New York. The executive forces tf 
the two companies have been consoli
dated and will make their headquarters 
in Buffalo from which point the new 
company will be directed. .

House Organs 
We are »he producers of some of the most 
successful house organs in the country. 
EJited, printed, and mailed in lots of 1000 
and up at 5 to 15 cents per name permonth. 
Write for copy oFThe William Feather Magazine 

The William Feather Company 
605 Caxton Building :: Cleveland, Ohio

it gets in—
and stays in— 

it's an
EirUON-FREEMAN
WINDOW DI/PUIY

[327 E. 29th St.T Lexington 5780 I 
New York City J
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Every 
Dentist
Every 
Month

ORAL HYGIENE
Pittsburgh, Pa.

CHICAGO: W. B. Conant, Peoples Gas
Bldg., Harrison 8448.

NEW YORK: Stuart M. Stanley, 53 
Park Place, Barclay 8547.

ST. LOUIS: A. D. McKinney, Syndicate 
Trust Bldg., Olive 43.

LOS ANGELES: E. G. Lenzner, 922
Chapman Bldg., Vandike 5238.

»STANDARD 
ADVERTISING 
REGISTER-

Gives You This Service:
I. The Standard Advertising 

Register listing 7,500 na
tional advertisers.

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

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

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

5. Special Bulletins. Latest 
campaign news, etc.

6. Service Bureau. Other in
formation by mail and 
telegraph.

Write or Phone

National Register Publishing Co., Inc- 
R W. Fi rrel, Mer.

IS Monra St. Now York City 
Tel. Bowling Green 7966

In Sharper Focus
A. C. Pearson

HE won his first race at the ten
der age of three as extra man 
on the nalnitating back of a 

Kansas cow pony. Nowadays, lie pre
fers to pilot Cadillacs around Mont
clair, which he does with skill and dis
tinction, although Joe at the garage 
says Mr. I'earson doesn’t know the dif
ference between carbon and carbureter 
—and probably never will

A. C. began his business career trad
ing ■with the Indians, but not in that 
famous deal when Manhattan Island

was exchanged for a few colored beads. 
This was later, out on the prairie, 
where the redskins were not always 
so easy. As a matter of fact, A. C. 
doesn’t own all of Manhattan even 
now, but as president of the Textile 
Publishing Company and vice-president 
of the United Publishers Corporation 
and director here and there he does in
fluence some of its activities.

They say that A. C. knows everyone 
and can do anything. His record, even 
outside his own concern, backs up this 
belief—the first publisher to liecome a 
director of the Chamber of Commerce 
of the United States—the first national 
chairman of the American Publishers’ 
Conference—always active with the 
government in matters of publishing— 
director of th Merchants Association 
of New York City, director of the Bet 
ter Business Bureau of New York, and 
so on.

Success is a habit with A. C. At 
Baker University and later at North
western University law school he put 
over various original and profitable 
business coups, finding time meanwhile 
to play winning football. He wins now 
at golf - -so consistently that the U. P. 
C. Golf Club recently called a sneciai 
meeting to discuss ways and means of 

cutting his handicap—withou4 much 
success. He’s a strong tennis player— 
and those who have played with him 
will advise you to go through a i igid 
period of training before you take- him 
on. He goes fishing only in a bathing 
suit because he insists on taking n 
newspaper along and invariably has to 
dive into the lake to recapture his rod 
and line.

The snow-white halo may be mis
leading. It just means that A. C. 
puts two years’ thinking in one year’s 
time—and likes it. His formula is a 
simple one: IDEAS—RESULTS. A 
gentleman and a diplomat, he seldom 
fights. It is more pleasant and per
manent to win battles by winning men. 
A. C. is an optimist of the first water. 
Why shouldn’t he be—nobody has ever 
yet caught him on the bear side of any 
market! * * *

Louis Wiley
By Walter Sammis

LOUIS WILEY, for many years busi
. ness manager of The New York 
' Times, has a long newspaper career 

behind him. He has been, from his 
early youth, an indefatigable newspa- 
uer worker.

Born in Hornell, N. Y., when a small 
boy his family removed to Kentucky,

where he received the major part of 
his education.

His first newspaper effort was on 
The Democrat, a weekly paper in 
Mount Sterling, Ky., while attending 
school there in 1884. When a little 
over seventeen years of age, having 
come north again to Rochester, N. Y..
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OPEN SESAME!
‘ Mr. Wrong, here is your big 

chance—a billion dollar industry that 
can use your product, and you are 
leaving it unexploited.”

“Well that may be so, Mr. Wright, 
but you know that our product is 
‘high standard' and from what I 
understand we would have a tough 
time breaking in against cheaper 
competition.”

“But, that wouldn’t be the case, Mr.
Wrong. The oil industry buys on the 

publication devoted exclusively to the 
oil industry, and is popularly known 
as the oil man’s bible. Through its 
pages you may present your product 
quite as successfully as hundreds 
of other big national concerns have 
done. Many of them experimented 
cautiously at first and then, this ‘open 
sesame’ revealed a gold mine right 
under their very nose. Try it, Mr. 
Wrong. A good start would be to
write to the advertising department.

CkOil jdGdSJoURNA)

the ‘open sesame.’ It is a

I know they can tell you a 
lot of things about your op
portunity here that you 
would like to know. Try it.”

basis of quality and service 
—not price. Your problem 
has already been answered. 
The Oil and Gas Journal is

Cie On, and Gas Journal 
PRODUCING REFINING MARKETING

TULSA, OKLAHOMA
NEW YORK CITY 

30 Church St
PITTSBURGH. PA 

1003 Jone« Law Bldg.
CHICAGO 

1328 People« Gaa Bldg.



60 ADVERTISING AND SELLING FORTNIGHTLY July 15, 1925

Commercial artists | 
know the difficulties ! 
involved in preparing I 
a 24-sheet design. 
They also know the | 
latest specific infonna- i 
tion on the subject will 
befound in f |
Hie f I

POSTER!
307 S. Green St, Chicago |

Sampb copy KF '
.... Jfirre Dallan'Yearly J

The «drantages of your institution, 
your product, or your service depend 
on known facts. It i* by coni eying 
these fsets through well worded test 
end compelling illustration that sales 
result through vdvertisine

! spend much time and 
effort in expressing facts 
convincingly in my illus
trations.

Fred’k Lowenheim 
Illustrator

226 WEST 47th ST. 
NEW YORK CITY

CHICKERING 8880

KNIT GOODS PUBLISHING CORP.
SO Wbrth ftrtet Nev York City

MwtMtNiMitiiKiimiiMMRiniiininuMiMimmniRiuiiwnmnaffiiiiimwimiMnimNiMi

Mr. Wiley obtained his first reportorial 
experience on The Rochester Union and 
Advertiser. Believing that The Post 
Express would afford a better oppor
tunity, the youthful and ambitious 
young man applied there for a job and 
obtained it at six dollars a week, at 
various times filling nearly all the 
places on the city staff. Salaries in 
those days were small, compared with 
the present time, and Mr. Wiley ad
vanced to eighteen dollars a week—a 
figure regarded high for a reporter at 
that time.

Tn 1896, Mr. Wiley, feeling the urge 
of the Great City, came to New York, 
where he met Adolph S. Ochs, who was 
about to acquire the control of The New 
York Times.

Mr. Wiley has been honored both by 
home folks and foreign folks. Roches
ter University made him a Master of 
Arts; .France, Greece, Italy, Belgium, 
Roumania and Serbia have decorated 
him; his present affiliations are: Vice
President of the New York Press As
sociation; Vice-President of the 42nd 
Street Property Uv nets and Merchants 
Association; Vice-President of the La
fayette Memorial, Inc.; President of 
the Society of the Genesee; Member 
Executive Committee of the League of 
Nations Non-Partisan Association; New 
York Committee on rhe Federal City; 
American Society of the French Le 
gion of Honor, Inc.; Member Indus
trial Relations Committee of National 
Civic Federation; Director, Federated 
General Relief Committee, Inc.; Munic
ipal Art Society, New York; Broadway 
Association; Serbian Aid Committee.
• J—————U

Nelson Ches man it Company
St. Louis, will direct advertising for 

the city of Chattanooga, Tenn., through 
their office in that city. The purpose 
of this campaign is to bring new in
dustries and branch offices of Northern 
manufacturers to Chattanooga.

R. H. Van Dusen
Formerly with the New York & 

Queens Electric Light A I’owt-r Com
pany, has joined Churchill-Hall, Inc., 
New York advertising agency.

E-Z-Toon Radio Company; 
Kurz-Kasch Company

Of Indianapolis and Dayton, Ohio, 
respectively, have been consolidated 
under one head. Charles Sparks, gen
eral manager of the E-Z-Toon Com
pany, will continue business with the 
new organization.

Charles C. Green Advertising 
Agency, Inc.

Philadelphia office, will direct adver
tising for Nixon & ‘Company, same 
city, investment securities.

F. W. Lines, Jr.
Has resigned as sales and advertis

ing manager of The Shoe Retailer and 
The Hosiery Retailer.

Brooke, Smith & French, Inc.
Detroit, will direct advertising for 

The Silent Automatic Corporation, 
manufacturers of the Silent Automatic 
Oil Burner.

HOTEL
EMPIRE .

A

New York's’ newest and most 
beautifully furnished hotel - 

.accomodating 1034 Quests 
Broadway at 63" Strcat.

PRIVATE To.,
$25? Qt^T.

ROOM WITH PRIVATE BATH-
$352

. ALL OUTSIDE ROOMS .

Bakers Weekly
NEW YORK OFFICE—45 West 45th St. 
CHICAGO OFFICE—343 S. Dearborn St. 
Maintaining a complete research laboratory 
and experimental bakery for determining the 
adaptability of products to the baking in
dustry. Also a Research Merchandising De
partment, furnishing statistics and sales analy
sis data.

itor (Advertising Service^
16 WEST 3*1 TH STREET.

PWNE PENhsywwha 0'870 -i*-''- —

PROVE IT!
SHOW THE LETTER

If your talesman could show skeptical prospects 
the testimonial letters and orders received from 
satisfied customers, It would remove doubt and 
get the order. Don't leave testimonial letters 
lying Idle in your files—give them to your men 
and increase your sales thru their use.

Write tar tamplet and prieet.

AJAX PHOTO PRINT CO-, 31 W. Adams Street. Chicago

BOOT AND SHOE RECORDER
BOSTON

"The Great National Shoe Weekly." The indis
pensable adviser on shoe styles and shoe merchan
dising of the best-rated retail shoe merchants at 
this country. Circulation 13,423 copies weekly. 
(Member A. B. C.) First choice of the advertiser 
of shoes, leathers, hosiery or shoe-store goods. 
Member Associated Business Papers. Inc.

TESTIMONIALS
Orders, checks, maps, reports, blueprints, tc. 
PHOTOSTAT prints are convincing photo
graphic facsimiles — produced without platea

Send ftr Samphf 
Belt. priai—~Quichit strviu 

Commerce Photo-Print Corporation 
80 Maiden Lane New York Citv
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From an Advertiser
—and an Agency

The letters reproduced above require no com
ment. They are typical of many others. From 
the mass of letters received one fact stands out 
—“How to Sell to Textile Mills” is a real con
tribution to Industrial Marketing.
A copy of this survey will be sent to any manu
facturer or agent offering an industrial product 
or service.

Industrial Advertisers Convention
Every sales and advertising manager for industrial prod
ucts will GAIN by attending the National Industrial Ad
vertisers Convention, Atlantic City, Oct. 19-21. Get full 
details from W A. Wolf, Western Electric Co., New 
York.

Table of Contents
Chapter I—The Textile Industry.

The Marketing Problem; The Industry; Where Mills 
Are located; Their Distribution by 8iie; Size of 
the Industry.

Chapter II—What the Mills Buy.
Equipment Used in Mill Power Plants; Machinery 
and Equipment Accessory to Manufacturing Processes; 
Special Equipment; Equipment for the Comfort, 
Health and Safety of Employees; The Repair Shop.

Chapter III—Buying Habits.
Who Buys? Personnel of Mills; Their Sources of 
Information.

Chapter IV—Textile Publications.
Types of Mediums: Textile World; The Consolidated 
Textile Catalogs; The Trade Directories.

Chapter V—Services Rendered.
Definite Service to Advertisers; Conclusion; Your Plan.

Largest not paid circulation in lA« textile field

Audit Bureau of Circulations 
Associated Business Papers, Inc.

334 Fourth Avenue, Nevi York
«GMS
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VENEER manufacturers in 4,449 
B.C. didn’t do much advertising 
because most furniture manufactur

ers made their own.
Today, however, the furniture manu

facturing industry buys and consumes 
millions of feet of veneers in a year. 
Practically every piece of furniture 
that has a beautifully figured surface of 
any size—is veneered.

That’s why veneers, special inlays, 
overlays, decorative transfers and the 
like are advertised extensively in The 
Furniture Manufacturer and Artisan. 
An especially edited veneer section on 
tinted stock makes possible an advertis
ing tie-up that produces noticeable re
sults.

It’s not hard to find a buyer for the special 
burl—-but your real profit is tied up in regular 
run of stock. We’re helping a good many 
veneer houses move such stock and increase 
their profit. Write for a copy of this publica
tion and more information regarding it. You’ll 
find it worth while.

Manufacturer & Artisan 
GRAND RAPIDS, MICHIGAN 
A B. C. A. B. r.

In 

SOUTH BEND 
It’s the 

NEWS-TIMES

Our local advertis
ing rates are 10% 
higher than the 
second paper.

We lead in local 
advertising.

Member of A,B.C.

Represented by

Lorenzen & Thompson, Inc. 
New York

Chicago San Francisco

Could You Sell This Y acht 
at a Cost of $735? 

[CONTINUED FROM PAGE 24]

this selling effort will probably net in 
the end at least half a million dollars 
worth of business, the experiment may 
be characterized as unique. Possibly 
there have been other examples of ad
vertising, direct mail or otherwise, 
which have brought even greater re
turns in proportion to the expense in
volved in even less time, but this seems 
hardly likely.

A yacht is not the sort of product 
that can be disposed of by any amount 
of so-called high-poweied salesman
ship. The field for its sale is strictly 
limited and no artificial demand for 
it can be created, no new markets for 
its consumption opened up. The men 
who buy yachts are men with large 
offices and numerous secretaries, whose 
function it is, among others, to divert 
any details which might take up the 
valuable time of their employer. Few 
direct mail pieces survive this imposing 
gauntlet. And even if such a piece 
does survive, a man of this calibre is 
not to be intrigued by petty details.

Bearing these points in mind, the 
Gielow company resorted to special 
delivery mailing, rather than the cus
tomary first or second class postage. 
This was one step toward getting the 
piece past the numerous secretaries. 
The facsimile hand written slip which 
lent a highly personal touch was an
other such step. The “MacDonald” 
who signed the slip happened to bt an 
engineer in the employ of the Gielow 
company, but at first glance it would 
appear from the tone of the terse 
message that he was at least nn 

acquaintance of the man addressed. 
Multi-millionaires meet many thou
sands of men and among them prob
ably several MacDonalds who might or 
might not be interested in yachting. 
As interesting proof of this point, 
many of the letters addressed to the 
company spoke of Mr. MacDonald.

The folders were intentionally spar
ing of details. As previously stated, 
there were no plans or blue prints re
produced cn them. Their purpose was 
rather to inspire interest than to 
supply information and selling talk. 
A man who understood yachts could 
derive from the pictures a clear idea 
of the sort of boat it was, and this 
was the type of man best calculated to 
appreciate the really excellent value 
which was being presented. Once the 
prospect’s interest had been aroused 
sufficiently to write, full details and 
information were supplied by personal 
correspondence. The nineteen requests 
for plans of specially built-to-order 
yachts supply proof of the effectiveness 
of the follow-up.

This past spring had been a slack 
season for the Gielow company. The 
summer months promised to continue 
the slump. Mr. MacDonald had all 
his arrangements made to attend a 
convention. A. day or so before he was 
to start, letters began to pour in, and 
Mr. MacDonald hastily cancelled reser
vations and returned to his desk where 
he has been ever since, working over
time to cope writh w hat promises to be 
the busiest season Henry J. Gielow, 
Inc., ever experienced.
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Who Won the War?
FTER the Allied Powers had exhausted their man 
power, the United States threw a million men into 
France and had another million in this country, in 
training, ready to back up the first million.
If the draft had been selective as to wealth and

class, it is conceivable that the ex-Kaiser might now be dining 
at Versailles instead of at Doorn.

“The Necessary Two Million” 
Won the War!

It is ''The Necessary Two Million” 
that wins advertising campaigns, 
too—for though Napoleon said 
that the victory was to the heaviest 
battalions, many of his victories 
were achieved by bringing up addi
tional forces and on them rests the 
glory of his conquests.

You have been advertising in mag
azines for years, but not until now 
have you had an opportunity to 
bring up reinforcements to win 
greater market victories for you— 
and these reinforcements consist of 
TRUE STORY’S two million—a 
necessary two million—because 

you may add it to whatever you are 
using and feel that these two mil
lions. more than any other, invade 
a new market.
During the war we discovered that 
the bulwark of the nation was com
prised of men and women of simple 
life and tastes who were willing to 
give all they had to make the world 
a better place to live in.
The bulwark of TRUE STORY’S 
necessary two million is made of 
this same stern stuff. Reaching the 
two million TRUE STORY audi
ence will give you a grip on your 
market that cannot be loosened.

“GREATEST COVERAGE—LOWEST COST”
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Selection
A MOST important duty of the 

sales manager is the selection 
of salesmen. Every “lemon” 
picked means nol only the waste of 

the man’s salary but also loss of 
business from that man’s territory.

’Tis a difficult duty.
A most important duty of the ad

vertising manager is the selection of 
media. It corresponds with the above
mentioned duty of the sales manager. 
Much money can be wasted in unwise 
choices.

Some sales managers make the old, 
old mistake of judging a man by his 
clothes and his appearance.

Similarly, some ad men make the 
old, old mistake of “judging a book 
by its cover”—or its size—or the 
pretty type employed in priming it. 
The advertising manager sometimes 
falls for the promises made for a 
magazine.

But, actions speak louder than 
words—or appearances. “What have 
you done?” not “What do you claim 
you can or will do?” should be the 
insistent question. And, at that, the 
time-gap between what has been done 
and the present should not be too 
long. Requirements, conditions and 
performances change from year to 
year. Ancient history is not depend
able. A good record for a reasonable 
length of time in the immediate past 
is the best of all guides.

It is neither claims, noi “mission
ary” work, nor national consciousness, 
nor A. B. nor keeping-your-name- 
before-the-public, per se, that pay the 
dividends. It is jnst plain, ordinary, 
everyday results that count. You send 
salesmen out to sell goods. You ad
vertise for identically the same pur
pose.

In judging an advertising medium 
a safe guide is the amount of actual 
inquiries and sales produced. All 
else is vanity.

Then, reduced to its simplest 
phases, that medium is best for you 
which can produce the greatest 
amount of tangible returns per dol
lar of expense.

440 So. Dearborn St., 
Chicago. III.

INDUSTRIAL POWER stands prepared 
to show you a clean record of results in 
your own or a similar line, covering a 
reasonable length of time in the immediate 
past. Why not ask to look it over?

w
At Sea.

w.
How Do We Get That Way?

The captain of the 16,000 ton steam
ship which is carrying me across the 
Atlantic is as fine a specimen of a 
man as you will run across in many a 
day. Nearly six feet tall, broad 
shouldered, deep-chested, with magnifi
cent arms and legs, he is, as far as 
appearance goes, amply able lo take 
care of himself under every imagin
able circumstance. Yet, he tells me, 
he never goes ashore when in New 
York, without carrying a heavy cane 
with which to defend himself in Vase 
he is attacked. And he is equally 
careful to have in his possession “only 
a few shillings” in change.

I suppose that when I get to London 
I shall feel pretty much the same way. 
It is the thing that is strange to us 
that frightens us.

One or a Pair?
At breakfast this morning, I ordered 

bacon and eggs.
“One or a pair?” the steward asked.

The Perversity of Human Nature
Among the passengers on this 

steamship is a man whdm I have 
known, fairly well, for several years. 
He selected this particular vessel as 
his carrier across the Atlantic because 
its rates of passage are not unreason
ably high. And because he “put up a 
holler,” both before and since he came 
aboard, he and his wife find them
selves in possession of a stateroom 
which is considerably larger and better 
than the one he paid for.

Nevertheless, he is fairly bubbling 
over with complaints. The smoking
room closes at 11.00 p.m. “Outrage
ous,” he says. Yet all he buys, daily, 
in the way of liquid refreshment is 
one glass of beer. And he is quite dis
turbed because with it the steward 
brings only three sandwiches. He 
wants six.

He has moved his steamer chair to 
a choice position on the sun deck. 
When it rains, he wants the deck 
steward to move his chair back to the 
location on the promenade deck which 
he had formerly.

To my certain knowledge, tat has 
saved at least $350 by taking this ves- 

sei as against the Majestic or the 
Leviathan. You would think that fact 
would have some weight with him. 
Not a bit of it! For the $300 he has 
paid for the passage of his wife and 
himself, he demands what he could not 
get for $650 on one of the de luxe 
liners.

The joke of the thing is that in spite 
of the fact that “this boat isn’t in it 
with the Berengaria,” he wirelessed 
yesterday to London to reserve the 
cabin he now has for the westbound 
sailing in October! I am just mean 
enough to hope he does not get it.

They’re Not Slow! .
In common with most Americans, I 

used to think that the Englishman is 
slow of body as well as of mind.

It is possible that his thought-pro
cesses are less active than ours, though 
I am not so sure about that as I was, 
once.

But there can hardly be any doubt 
but that the Englishman’s body is 
more nearly under perfect control than 
that of the average American. The 
explanation, I think, is this: The 
Englishman does not take his exercise 
vicariously; he takes it personally, and 
he takes it seriously.

Going on, at the moment, aboard 
this steamship, are perhaps half-a- 
dozen deck-games. No American has 
a hand in any of them. It is English
men who are doing all the shuffle
boarding, the deck-golfing and the 
deck-tennising. Quick? They are like 
a bunch of young panthers.

But How Different!
Last night, as I slipped into my 

comfortable bed—berths, aboard trans
Atlantic steamships, are out-of-date, 
nowadays—my mind reverted to the 
time when Columbus set sail for the 
New World.

How long was it before he landed? 
Two months? Three months? It 
makes no difference. What is im
portant is that his cockle shell of a 
boat voyaged across the Atlantic. And 
that is all the finest and fastest ships 
of today do—they voyage across the 
Atlantic.

But how differently! Here we are 
almost within sight of the coast of 
France. For seven days and nights, 
we have fared sumptuously, slept as 
soundly as at home, danced, played 
cards— with not a pitch or roll to dis
turb one’s equilibrium.

My! But Christopher would marvel 
if he could see what has happened 
since that day ho bade farewell to 
Spain!
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Every ^ency Man knew what every hardware man 
knows,lldrdwarp Age would been every hardware list.

The Human Side

Great Business 
Publication

Back of every great enterprise is 
a human element contributed by 
those men whose experiences 
and personalities are reflected 
in that enterprise.

This is the element that molds 
opinion, creates good will and 
makes or mars its success.

William L. Crounse, Washington Correspondent

ASHINGTON is full of able cor
respondents, but few are better 
known or enjoy more intimate 
relations with the "powers that 
be" than William L Crounse.

Trained in the broad school of metropolitan 
journalism, an indefatigable worker, a 
graphic and pungent writer, his weekly let
ter from the National Capital is one of the 
outstanding editorial features of HARD
WARE AGE.

As never before in its history, Washington 
has been since 1917 the news center not 
only of the United States but of the world. 
On all matters affecting retail and whole
sale interests, both domestic and foreign, 
and of the hardware industry in particular, 
Mr. Crounse has been efficient and alert in

interpreting to our readers the politics and 
policies of our government and legislators.
Mr. Crounse, who has represented HARD
WARE AGE at Washington for the past 
thirty years, was perhaps the first news
paperman to realize the importance of busi
ness papers having representation at the 
Capital. Prior to that time, correspondence 
to trade papers from Washington was de- 
sultoiy and usually conducted as a sort of 
side line.
The high character of Crounse’s work, his 
keenness for news and his rare ability in 
interpreting events and showing their true 
significance is testified to by his large per
sonal mail from hardware men all over the 
country and the frequent consultations into 
which he is called.

“The Most Influential Hardware Paper’ ’

New York. City259 West 39th Street
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Earn More Money
through

Business Writing
THOUSANDS of men and women have 

in them the latent ability to write good 
business copy and to earn good money doing 

it.
S. Roland Hall tells you how. He gives 

you the practical training needed to take 
advantage of the profitable opportunities in 
the business writing field. He gives you in 
this library the training necessary to qualify 
for such well-paying positions as correspond
ence supervisor, collection correspondent, 
sales letter-writer, house organ editor and 
publicity writer. He tells you how to write 
business stories and articles for magazines.

S. ROLAND HALL’S

PRACTICAL 
Business Writing 
Four volumes, 1272 pages 5% x 8, fully 

illustrated, library binding.
*1.00 in ten days and *2.00 monthly for five 

months.

These four meaty volumes tell you just 
what you need to know to turn your business 
writing ability into cash. They give you 
training for work in writing business letters 
of all kinds, business magazine articles, pub
licity matter, advertisements, surveys, re
ports, etc.

SENT ON APPROVAL 
NO MONEY DOWN 
SMALL MONTHLY 

PAYMENTS
These four books present in handy-sized 

volumes the material contained in Hall’s 
Handbook of Business Correspondence and 
Hall’s Business Writing. '

McGRAW-HILL 
FREE EXAMINATION COUPON

• I| McGRAW-HIIL BOOK CO., INC. |
370 Seventh Avenue, New York.

I You may «end me the 8. ROLAND RALL 1 
| PRACTICAL BUSINESS WRITING LIBRARY ■ 
। for ten day«’ free examination.
I If the book« are «atlafactory, I will «end 11.00 | 
। in ten days and $2 a month until your special ■ 
■ price of $11.00 has been paid. If not wanted, I ■ 
। will write you for shipping instructions.
• II Signed ................................................................................... |
I I
► Address ............................   II I
* Position .................................................................................... J
1 Company.......................................................... A.F 7-15-25 J
t.w.— ...........J

Goo( I OldLaw of Averages 
[CONTINUED FROM PAGE 16]

ages makes salesmanship unneces
sary. But if an average is once 
established and the amount of effort 
required to produce a known result 
is once determined, sales ingenuity 
will show results in the improvement 
on that average. The only sales 
figures that really count are those 
that represent the total sales of the 
entire organization for the year, 
and the only individual records that 
matter much are those that show 
the average production per man per 
week or month over a long period. 
Any salesmanager would rather 
have an organization of steady pro
ducers than an aggregation sprin
kled with stars that alternately 
shine and wane.

THERE is an amazing similarity 
between a sales organization and 
a baseball team. And the shrewd old 

dopester picks the season’s winner 
not on the performances of indi
vidual stars, but on a study of the 
averages for team hitting and team 
fielding and the work of pitching 
staffs. He knows full well the worth 
of a home run king or a pitching 
star, but he also knows what hap
pens when Babe Ruth goes to the 
hospital or Sammy Gray breaks a 
thumb. October’s pennant is pretty 
likely to be found flying where 
twenty-five good players and the 
good old law of averages have been 
at work.

Now all this is more or less the 
basis for a general urge that you 
put the law of averages to work for 
you, no matter what kind of adver
tising or selling you are planning 
to do, and that means test your plan, 
your salesman, your letter, your ad
vertising, your proposition, your 
offer on an adequate and representa
tive number of people of the kind 
you hope to sell before you venture 
a large investment in it. Find out 
what the law of averages can do for 
you before you learn to your sorrow 
what it can do to you.

Here is the reason why the test is 
so necessary. You as an individual 
or I as an individual absolutely can
not foretell with assurance what a 
large group of people are going to 
think about any new product or new 
proposition. We can guess, of 
course, and the more experience we 
have had the more accurately we 
may be able to guess, but we never 
can completely submerge our own 
individual tastes and opinions.

A song writer may write one song 
that will be an enormous popular hit 
and sell a million copies. He may 
write another that seems to him to 
be just as catchy, just as full of 
sentiment, and it may fall as flat 
as the proverbial Aunt Jemima. 
But here again, the music publishers 
do not rely on spasmodic attempts 
at hits. They have some of the 
most popular jazz artists under con
tract to produce so many songs a 
year. They know that according to 
the good old law of averages, one 
out of every ten or every hundred, 
it may be, will catch the popular 
fancy and compensate for the duds.

Talking tests to direct mail users 
is like talking fire insurance policies 
in the cloak and suit trade—they 
already know all the ways to use 
them profitably. A direct mail con
vention might surprise some of the 
older heads in advertising if they 
could listen in on the laboratory 
considerations of stamped and me
tered mail, on first and third class 
postage, on filled in letters or mere 
“dear friend” salutations, on pen 
and ink or facsimile signatures, on 
white or colored stationery, and so 
on into infinite refinements of physi
cal form and copy appeal.

THE narrow and precarious bor
der line between loss and profit is 
often crossed only by the most cau

tious attention to just such details 
and the success of many a prosperous 
business selling its product or ser
vice by mail can be traced to test 
after test that finally indicated a 
profitable reaction from the market. 
Once this pay streak of response has 
been located it can be followed with 
almost an unvarying yield in sales 
and profits.

Likewise the test is no new doc
trine to the periodical advertiser 
whose life depends upon his ability 
to produce inquiries and sales or 
sales direct within a fixed limit of 
cost. Circulations are too large and 
hence space too expensive to leave 
such matters to chance. The test 
determines effectiveness of copy ap
peal, illustration, size of space, po
sition m the issue and on the page. 
And test after test has demonstrated 
that the advertisement picked as a 
“big winner” in the proof has limped 
home a lame loser on the printed 
page, while another has had a “some
thing” about it that brought it 
under the wire a profit producer in
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COMPETITION takes no vacations. It 
operates seven days a week and fifty-two 

weeks a year. Far-sighted sales executives 
recognize the fact that the mailman can be of 
invaluable assistance to the salesman. It pays 
to give direct-mail matter and sales literature 
distinction and effectiveness with modern 
illustrations, harmonious typography, fine 
presswork and Cantine’s Coated Papers.

Write for book of sample papers and information 
concerning our monthly prize contests to your 
paper jobber or direct to The Martin Cantine 
Company, Saugerties. New York, Dep’t. 177.

COATED 
PAPERS

Canfold
SUMAMe FOLD« MO 

AND RWlNTlMC QUALITY

Ashokan Esopus
RCCUtAA

Velvetone Litho Cl S
SEMMXnX-fAfy co AM COATED OH* SID*
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Gas Age-Record 
9 East 38th Street 

New York

IVe also publish Brown's Directory of 
American Gas Companies and the Gas 
Engineering and Appliance Catalogue.

THE amount oi gas 
manufactured last 

year reached the huge 
total of 418,000,000,000 
cubic feet. Tremendous 
is the only word to de
scribe the market for 
products represented by 
this enormous output. 
And still more astound
ing is the fact that one 
paper covers this field 
99.47%. It is

Cl-J

The Spokesman of the Gas Industry

। the test, and then over and over and 
over again.

And now it would seem that those 
advertisers who never »ought the 
test of response before are joining 
the procession of those who have 
found it worth while to know what 
the advertising dollar does during 
the day. The once despised coupon 
has taken on a new dignity. It is 
to be found in the most respectable 
of drawing rooms. It is finding it
self looking up from printed pages 
into the faces of members of some 
of our best families. And it is do
ing its job by bringing back to those 
who sent it forth illuminating in
formation about men and media and 
messages.

There is a law of averages that 
will work for every advertiser and 
every salesman. The problem is to 
find by test the plan that yields u 
profit and then turn it loose with the 
multiplication table. “Knowing” in 
advertising and selling is not so 
much knowing what to do to sell at 
a profit as it is knowing how to find 
out what to do Articles to follow 
in this series will present interest
ing experiences in direct return 
advertising in which tests of copy 
and media in all manner of combina
tions trailed the good old law of 
averages to his hiding place and put 
him to work.

V. George Harper
Formerly export managei of Victor 

Motors Company, St. Ix>uis, has been 
appointed manager of the Philadelphia 
territory for the American Exporter.

Arthur Rosenberg Company, Inc.
New York, will direct advertising for 

the second Radio World’s Fair, to be 
held in the 258th Field Artillery Ar
mory, New York, September 14 to 19, 
1925.

Fisher-Brown Advertising Agency
St. Louis, will direct national adver

tising for the Brown Shoe Company, 
same city.

E. W. Rutledge
Has been appointed sales manager of 

the Harry H. Packer Company of 
Cleveland, outdoor advertising. A new 
plant of the company has been opened 
at Canton, Ohio.

Outdoor Advertising Association 
of Pennsylvania

Announces the election of the follow
ing officers: president, Henry R. John
son, Reading; vice-president, Harry L. 
Carey, Phi'ndelphia; treasurer, C. A. 
Wolf, Philadelphia; secretary, Torn 
Nokes, Johnstown. Directors are: Irv
ing Rosencrans, Allentown; Nathan 
Apple, York; Oscar Funk, Lancaster; 
Max Ludwig, Newcastle, and A. Nor
rington, Pittsburgh.
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Spellbinding the Space 
Buyer

[CONTINUED FROM PAGE 23]

sales. We both advertise and have 
the common motive of creating ac
ceptance for our products. We have 
many other common points in the cost 
of production and allotment of sales.

“Now,” he continued, “if my sales
men were to go out to >ur many thou
sands of dealers and attempt to sell 
their wares by figures and percentages 
and potential market conditions as ex
pressed in numbers and circulation, we 
would surely have sides resistance.

“And yet vital figures and statistics 
exist in our business just as well as in 
the publisher’s business. We can’t do 
without them.

<«TN a way of speaking, we sell what
I might be termed the editorial con

text of our business. We sell a mer
chandising policy that aims to be of the 
greatest assistance to our dealers and to 
our customers. So when the persistent 
pursuit of this definite business policy 
brings us increased consumer sales and 
a closei and finer relationship with our 
dealers, we believe that the news value 
of our merchandising is right.

“When a publication space salesman 
approaches me on a basis of mutual 
business interests I can understand 
him fully. But when the salesman’s 
selling knowledge is wholly a matter of 
figures and percentages it is difficult to 
adjust my figures to meet his.”

A man who is now president of one 
of the great publishing houses ad
dressed several hundred dealers from 
all parts of the country assembled in a 
convention. He spoke to these men as 
fellow salesmen—he reminisced about 
his own years of sales work and then 
developed the relationship of his maga
zine to the common interests of their 
individual businesses. He never quoted 
a figui except the gross circulation of 
his publication, which was over one 
million copies per week. His appeal 
was understood by every man present. 
The publication went over big.

Just one year later, before a large 
audience of these same dealers, this 
publication president spoke again. This 
time he had charts and a long pointer. 
He developed all the details of circula
tion including the numbers of automo
bile owners, phonograph users, tele
phone subscribers and prospective radio 
purchasers. 'State by state and city by 
city he developed the relationship of 
his publication to advertising and sales. 
His audience fidgeted and coughed. 
Tht talk went flat.

It was somewhat like the walnut
shaped army rations that were de
veloped some years ago. They con
tained sufficient nourishment so that if 
eaten three times a day they would sus
tain human life indefinitely. They were 
able to compress everything into these 
small globular meals but the desire to 
eat them. Without this desire you 
would starve to death.

2

<<
<< Lots of US,” said the architect, 

read the advertising in the
RECORD—and pretty care
fully, to keep posted on the 
news about the hundred-und
one things we specify each 
time we design a building.” 
(Perhaps this is not entirely uncon
nected with the fact that the June 1925 
RECORD carried over 31% more adver
tising than June 1924.)
Ask us for the latest statistics or building activity—for a copy 
of our fjb-pagc booklet, "Selling the Architect" -and for data on 
the circulation and service of The Architectural Record.

(Net Paid 6 months ending December, 1924—11648) 

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

A completely planned catalogue will be much 
more attractive and profitable throughout 
the year than one that is just “thrown to
gether.” If your business is in the plumb
ing, heating, or engineering fields, your cata
logue can be produced by us to best advan
tage.

We are specialists in the production of cata
logues to most effectively reach these mar
kets and our experience and knowledge will 
prove most valuable. The service charge is 
most modest. Get in touch with us to-dav.

Armurni INC.Mf mur nennj to.
[ndu sir ml Adverfisina

1482 Broadwav NewTork.
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Press-Tested 
Electrotypes 
The Test Proof Tells

The Test Press searches 
out the flaw in the plate.
The Test Proof shows it
We correct it.

That’s why Reilly Press- 
Tested Electrotypes print 
perfectly.

The Test Proof Tells

REILLY 
Electrotype Co. 
209 West 38th Street, New York 
TELEPHONE FITZROY 084«

A TAYLOR THERMOMETER 
ADVERTISES 24 HOURS EVERY DAY 
Asents whose clients' products »re In 
keeping with thermometer adrertisini 
recommend Taylor Outdoor or Indoor 
Advertising Thermometers. AI! year round 
publicity, because of universal human 
intereet in temperature.
Write for catalog and quantity prices.

MOOliaOTIJlB« JU Ye N-38 
(Division or Taylor instrument Companies)

kUfcur^ions Ur Luxe
■Add

TONE and QIALITT 
io Uu Printed

OFFERED IN ELECTROS
RHE NOW IOR PROOFS

Cobh Shinn
207 Fair BkH Indian-aeolis Ind.

National Miller 
Established 1888

A Mesthly Business and Technical Journal HV- 
orlno the Fleur, Feed and Cereal Mills. The 
Mly A. B. C. and A. B. P. paper in the flold.

MO W. JACKSON BLVD CHICAGO

CATCH THE EYE!
Liven your house organs, bulle
tins, folders, cards, etc., with eye
gripping cuts—get artwork at 
cost of plates alone. Send 10c 
today for Selling Aid plans for 
increasing sales, with Proof Port
folio of advertising cuts.
Selling Aid, 808 S. Wabash Ave^ 

Chicago

Sales Manuals That 
Make Good

[CONTINUED FROM PAGE 18]

places of business are not as well illu
minated as office's or drug stores. Con
sequently the book in actual field use 
was found difficult to read. Reason
ably large type is highly advisable for 
sales manuals, there being two reasons 
why. The text should be legible in even 
the dingiest surroundings, and the type 
should be big enough so that the sales
man and the dealer can read it side by 
side in case they want to.

From the standpoint of easy read
ing, type is preferable to typewriting. 
If the manual must be typewritten, a 
black ribbon should be given prefer
ence over a blue one.

3. Loose-leaf or bound pages? The 
loose leaf form of sales manual has 
the preference in many quarters. Some 
of the cases where the use of this form 
is indicated are: (a) Where certain 
pages may need frequently to be 
changed; (b) Where conditions vary in 
different territories and different sets 
of sheets are required for that reason; 
(c) Where additional data will be sup
plied from time to time; (d) Where 
different salesmen call on different 
classes of trade and cannot use exactly 
the same form of manual; (e) Where 
one section of the manual may be used 
more heavily than the others and thus 
have its pages so torn or soiled that 
they will need replacement. The one 
section can then be replaced with a 
new one instead of discarding the 
whole manual; (f) And, of course, 
where, as in the majority of cases, 
sales forces are so small that the cost 
of a printed and bound sales manual 
may be unduly large per copy.

In general, the printed bound-book 
type of manual is used more for the 
larger sales forces and where condi
tions are so well settled and estab
lished that the need for sudden changes 
is a remote possibility. Such a type 
of book has certain advantages: (a) 
Page? cannot be lost so easily; (b) Tho 
book is apt to be more compact; (c) 
In large quantities the cost is less; 
(d) It is usually easier to read; (e) Its 
permanence of form may have the psy
chological effect of seeming more au
thoritative and substantial than the 
more home-made loose-leaf manual

4. Order. Presenting the story in 
the logical order was touched on in my 
previous text on sales manuals that 
make good. It is again brought up 
because the physical make-up of the 
individual pages has something to do 
with the matter.

If the manual is to be shown to the 
dealers, the book should open with 
those things—points or pictures— 
which have the strongest appeal to the 
dealer’s own selfish interests. From 
there work back to the manufacturer’s 
plant, processes, etc. A fairly common 
mistake is to work the other way. The 
book may open up with a photograph
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of the manufacturing plant or the 
august founder of the business and 
only after several pages will the more 
vital concerns of the dealer be touched 
on. One such manual became really 
effective only when its contents were 
reversed from their original order. 
The “you” stuff should come first—the 
“we” stuff last.

5. Eye appeal. After getting the 
manual in preliminary form it is a 
good plan to go through it to see if 
more of the text can be converted into 
pictures or graphs or at least rein
forced by them. Pictures are always 
more interesting than words.

6. Rag-tag and, bob-tail. Fold-over 
or telescoping pages should be taboo in 
making the sales manual. They tear 
and soil too easily. There is nearly 
always a way around, if it is sought. 
Side issues such as pockets in the back 
for folders should be avoided if possi
ble. The simplest book to look at and 
read is the best.

[This is the second of three articles 1 y 
Mr. M rgan on "Sales Manuals Thr Make 
Good.” The third and final installment 
which will appear in an early issue, w.ll 
deal with the problem of getting the manual 
used. ]
tr , 11 "■ " 1 _ “ “ ■ - -
Charles Blum Advertising 
Corporation

Philadelphia, m< ed on July 1st into 
new offices in the Blum Building, 1120 
Spruce Street.

Einson-Freeman Company, Inc.
Of New York, lithographers, have 

purchased the entire plant of Young 
& McGuire, Inc., same city.

John A. Barrett
Has been elected vice-president of 

the Baine' Crosby Company of Mis
souri, St. Louis, Mo.

Harry H. Field
Has resigned effective September 1st 

as American representative of the Lon
don Daily Mail to start on an inde
pendent trip around the world to study 
business conditions in various foreign 
countries.

The John S. King Company
Cleveland, will direct advertising 

for the Standard Envelope Manufac
turing Company, same city.

Nat Falk
Formerly art director of the Carey 

Craft Press, New York, has started 
his own free lance business at 171 
Madison Avenue, same city.

S. H. Quarles
Formerly Lieutenant Commander, 

U. S. Navy, has joined the New York 
busines. staff of Marine Engineering 
and Shipping Age, a Simmons-Board
man publication.

Kenneth B Groser
Formerly with Conde Nast Publica

tions, Tht Crowell Publishing Com
pany and Rufus French Inc., will take 
charge of the New York territory for 
the advertising staff of Columbia, the 
Knights of Columbus magazine.

Why Not Sell the 
Oil Burning Field?
OIL burning both 

for industrial and 
domestic purposes is 

spreading amazingly. 
Some people compare 
it with the automobile 
as of 1914. II they’re 
right, what a market! 
And they can’t be far 
wrong, for we have 
copper riveted facts 
that support them.

Perhaps some of your 
products can be sold in 
this field. Others might 
be made suitable with 
but slight changes.

Because new, it is a

If

market remarkably re
sponsive to advertising 
. . . to FUEL OIL ad
vertising FUEL OIL 
is the only publication 
in the field. It gets 
quick and tangible re
sults for its advertisers.

We’re immodest 
enough to think we 
have more information 
about selling this mar
ket than there is any 
place else. We outlined 
what we have m a 
booklet, ”5 Minutes 
with FUEL OIL.” 
We’d like to send you 
a copy Just write.

you vent information about a specific product’s 
suitability to the field, just send descriptive literature.

TOR HE AT and POWER
Publishers of the OH Trade and The Petroleum Register

350 Madison Avenue, New York
CHICAGO TULSA LOS ANGELES

you« coptes

At tlav conclusion of 
Carli volume an index 
will be published and 
mailed to you.

Qet Our Samples Before ..Ordering 

Letterheads 
“Lithographed to pndw^betler retufa for 
tour letter*—at price^Kf good printing.'* 
HIGGlN^t^LLMAR.lnc.

Manufactufynx Lithographers 
30 Ferry Street*■ New York, N. Y.

ALL BUSINESS STATIONERY FORMS 
LABELS 

ADVERTISING DISPLAYS



72 ADVERTISING AND SELLING FORTNIGHTLY July 15, 1925

Advertisers' Index
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The Weather That’s 
to Come

[CONTINUED FROM PAGE 28] 
tire population south to the ^Egean 
Sea.

Now all of these historical facts 
are of particular interest to us at 
the present time for the reason that 
we are now approaching the peak of 
the sunspot curve. This time of sun
spot maxima occurs in regular se
quence and will be readied in 1927, 
when the activity on the sun’s surface 
will be greatest. Some scientists, in 
fact, many of them, insist that the 
sun gives forth more heat at a time 
when the sunspots are most numerous. 
H. Janvrin Browne, and others who 
are giving this subject close study, in
sist that a time of sunspot maxima 
will mean lower temperatures through
out the earth, although they agree that 
the sun’s temperature at the surface 
is greatest when the spots are most 
numerous. Their contention is that 
the solar heat resulting from this in
creased activity is partly cut off from 
us at such a time. While I do not 
pretend to be an authority on the 
subject, I do believe that this latter 
deduction is based on reasoning that is 
scientifically sound.

NO matter how much or how little 
of real practical value we eventu
ally get out of this study of solar heat, 

it is indeed fortunate that a few of our 
people at last are endeavoring to use 
some of the marvelous astronomical 
devices now available to provide 
answers to age-old puzzles. Chinese 
scientists for hundreds of years have 
attached much importance to the spots 
on the sun’s surface, which they could 
only see when the brightness of the 
sun was toned down by fog at midday 
or by the horizon haze at sunrise or 
sunset. We must bear in mind that 
a large sunspot * is of such immense 
size that it represents ail area big 
enough to contain a hundred globes 
the size of the earth.

The coming sunspot maxima will be 
a time of unusually weak planetary 
tidal pull, such as happened in 1816, 
■‘the year without a summer.” This 
latter year of abnormal weather con
ditions also came at the end of a series 
of unusual years preceded by an open 
Arctic, like that of the summers of 
1921-22. But it may be discovered 
later that sunspots are a secondary 
rather than a primary influence on the 
solar constant. Perhaps other solar 
phenomena are chiefly responsible for 
the periodic changes that take place in 
the earth’s temperature. Perhaps the 
sun has its own cycle of variations of 
heat and other activities, born of its 
internal forces.

At any rate, we are coming to a 
showdown in this extremely interesting 
problem. Seven-tenths of the surface 
of the earth is covered with water 
and the temperature of this water has 
been declining steadily for three years. 
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Oceanic currents flowing from the Arc
tic and from the tropics are experienc
ing changes. Further fall in the tem
perature of the Gulf Stream might 
cause this current to sink below the cold 
Arctic current that flows south through 
the Atlantic Ocean. The salinity of the 
Gulf Stream is much greater than that 
of the Arctic current, and the question 
of which st ays . on top is a matter of 
specific gravity, rather than a question 
of temperature. If the Gulf Stream 
should sink before reaching Europe, 
the effect on that continent would be 
beyond all estimation. Instead of the 
British Isles being surrounded by water 
averaging something like CO degrees in 
temperature, they would be inclosed 
in an arctic ocean having a temper
ature of 38 degrees.

Let us hope that such a happening 
will never occur, for it would be a 
blow to our present civilization beyond 
all remedy. Nevertheless, with such 
scientific knowledge as wc now have 
at hand, and with present facilities 
for making accurate solar readings, we 
certainly would be showing little wis
dom if we failed to consider and discuss 
possibilities of such deep importance.

The next three or four months will 
bring definite answers to many ques
tions that are now uppermost in the 
minds of our long-range forecasters. 
Although the U. S. Weather Bureau 
has not gone in extensively for this 
new art, qualified scientists in our Navy 
Department are lending hearty coopera
tion for the development of valuable 
data that will help to solve this weather 
puzzle. Great banking houses, com
mercial institutions, manufacturing 
bodies and speculators in grain are 
carefully studying these forecasts of 
coming weather conditions. Maybe we 
are witnessing the birth of a great and 
valuable science. On the other hand, 
coming developments may prove that 
we are on the wrong track and that 
the entire effort is a waste of time. 
As for myself, I have faith in the con
structive character of the work and 
will be both surprised and disappointed 
if the outcome is not of great practical 
value.

e——_ ___ * - i -
Dr. A. P. McMahon

Whn has been with several publica
tions of th< International Magazine 
Company and who was at one time 
with the Van Patten Advertising 
Agency, has been appointed promotion 
manager of Good Housekeeping.

Walter C. Johnson
General manager of the Chattanoogr 

News, has been elected Dre sident of 
the Southern Newspaper Publishers 
Association, succeeding Arthur G. 
Newmyer of the New OHeans Item. 
Wiley L. Morgan, general manager of 
the Knoxville Sentinel, succeeds Mr. 
Johnson as secretary.

D. Minard Shaw, Inc.
Is the name of a new advertising 

agency which has been organized in 
New York by D. Minard Shaw, until 
recently vice-president of Jules P. 
Storm & Sons, Inc., same city.

Rate for advertisements inserted in thia department Sa 36 cents a line—< pt typ* Hinimam 
charge 11.80. Forma close Saturday noon before date of tasue

Business Opportunities

Opportunity to get your goods to attention of 
our list of 40,000 of the country’s best con
sumer buyers through direct by mail circulation, 
at small cost; write for details. John N. Smith 
Publishing Corp., 154 Nassau St., New York.

Miscellaneous

AGENTS* names neatly typewritten from our 
one day old inquiry letters. Price right.

K. WORLD
166 W. Washington, Chicago

Service

LET ME WRITE YOUR LETTER I— 
IT WILL PAY YOU BETTER I

I write letters that produce profits, business, 
orders, remittances, collections, positions!—• 
Reasonable. Write—HENRY BAUMANN.
1936 Grove St., Brooklyn, N. Y.

Quality and Quantity Multigraphing, 
Addressing, Filling In, Folding, Etc.

DEHAAN CIRCULAR LETTER CO., INC.
14 West 40th St., New York City.

Telephone Penn. 3566.

FOR $5.00
12 collection letters, complete system. 

Results or money refunded. Fair 
Box 279, 

Danville, Virginia

Position ¡Panted

ARTIST desires permanent position, successful 
talent and valuable experience in advertising 
art work. Agency, printing, engraving and 
litho house experience. $75. Box No. 281, Adv. 
and Selling Fort., 9 East 38th St., New York 
City.

MARKET AND 
MEDIA ANALYST 

University graduate, M.C.S.; consistent 
and conscientious in the pursuit of 
factual bases for plans, choice of media, 
and solicitation, seeks broader scope. 
“M. C. S,” care Box 286, Adv. and 
Selling Fortnightly, 9 East 38th St., 
New York City.

ADVERTISING MANAGER OR ASSISTANT. 
As I have been clerk, store manager, jobbers’ 
salesman, advertising manager for two chain 
stores and manufacturer, I am qualified to 
handle the advertising of a concern that wants 
an executive who knows merchandising and who 
can plan and produce effectively yet economical
ly; 15 years’ experience in radio, hardware and 
textile fields; age 35; university graduate. Box 
279, Adv. and Selling Fort., 9 East 38th St., 
New York City.

Position ¡Panted

Vice-President and General Manager for manu
facturing concern wishes new connection with 
live organization ; 7 years’ sales and advertising, 
6 years’ accounting and credit experience; age 
32. Box 291, Adv. and Selling Fort., 9 East 
38th St., New York City.

EXECUTIVE
College man, 35, Christian, 10 years* experience, 
business getter and copy man, wants position on 
salary and commission, with established agency 
having real service to sell. Controls several 
accounts. Familiar with toilet requisites, indus
trial and radio accounts. Box 288, Adv. and 
Selling Fortnightly, 9 East 38th St., New York 
City.

ADVERTISING AND SALES MANAGER 
Technical school graduate. Organized and main
tained a sales organization of my own. Metro
politan selling experience. Assistant sales 
manager with a very large hardware concern. 
Have planned and carried out salesmen and 
dealer conventions. Have managed a sales office 
of seventy people. Originated display material, 
dealer bulletins, consumer booklets and sales 
letters, contacted prospective dealers, etc. At 
present employed as advertising manager for a 
very successful major household appliance manu
facturer. Isn’t fifteen years of unusual sales 
and advertising experience worthy of your con
sideration? Box 287, Adv. and Selling Fort
nightly, 9 East 38th St., New York City.

Help ¡Panted

DIRECT MAIL
Young college man 25 to 30 preferred, who has 
written copy for and actually supervised direct 
mail campaigns. Position is with a rapidly ex
panding division of General Motors and the 
future is practically limitless. Write in detail, 
including experience, religion and salary desired 
to Box 290, Adv. and Selling Fort., 9 East 
38th St., New York City.

SALESMEN
To call on Agencies, Publishers, Advertising and 
Sales Managers; part or full time. Prospects 
know us. The suggestion is all that is neces
sary to secure orders; liberal commission; state 
territory you cover. Box 289, Adv. and Selling 
Fortnightly, 9 East 38th St., New York City.

ADVERTISING SALESMEN WANTED
Salesmen or women acquainted with syndicate 
magazines to sell leading beauty shops exclusive 
distribution on beautiful magazine. Sells for 
5c. a copy, average sale 300 for year. Can use 
several giving each exclusive territory. Big 
commissions paid on receipt of order, also in
terest in successful company as bonus. Powder 
Puff Magazine, South Bend, Ind.

CAN YOU SELL ADVERTISING 
BY MAIL?

An established business publication believes that 
a substantial volume of advertising can be sold 
by mail—principally to new advertisers, small 
advertisers and advertisers that it is not geo
graphically convenient for the salesmen to call 
upon. If you have had experience selling adver
tising by mail, please send details, salary ex
pected, etc. to Box 280, Adv. and Selling Fort., 
9 East 38th St., New York City.
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“To rise aboue mediocrity^^ requires enthusiasm 
and a determination not to be satisfied with anything short 

ofione’s ideals.”

Drawn by T. T. De Postels

QHOTOENGRAVINGS can be of 
Iwo kinds. They may be made 
with merely metal ami chemicals 
—or they may be the product 

of metals, chemicals, and brains. It is 
the latter sort that hold your eye as you 
glance thru the advertising pages of our 
magazines.

Wouldn’t vou care to have your engrav
ings of that type? Wouldn’t you care to 
have them lifted out of the prosaic rut 
of mediocrity? If you would, your end 
can be attained here. We pick our en
graver-craftsmen for their intelligence as 
well as their skill. They use both in 
their work. Put us on trial.

07^ EMPIRE STATE ENGRAVING COMPANY
165-167 William Street, New YorK,'-^
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helped

ROBERT L. JOHNSON. Advertising Mgi

236 East 39th Street New York, N. Y

100% 
period

Tes! TIME—put it on your 
next list.

IF estern
POWERS AND STONE, 
38 South Dearborn Street, 
Chicago, III.

Southern
F. J. DUSOSSOIT.
1502 Land Title Building, 
Philadelphia, Pa.

REPRESENTATIVES 
flew England 

SWEENEY & PRICE, 
127 Federal Street, 
Boston, Mass.

TIME makes a new adver
tising record. In 1924 
TIME’s advertising lineage 

was 75% ahead of 1923.
The first six months of 1925 
show TIME’s advertising in-

TIME will put your advertis 
ing message before th» 
better element in every im
portant city and town in th< 
United States.

make this record are getting 
ACTION from their use of 
TIME. They are gelling ac
tion from a class circulation 
and are buying it at mass 
rates.

crease to be nearly 
ahead of the same 
last year.
The advert isers who



Eternal 
^Éditorial

Vigilance 
maintains

THE price of hot, live news 
is high but we pay it

Wherever the news is breaking, 
our editors go in person to get the 
facts and also that human interest 
touch possible only to the story 
written on the spot from first-hand 
contact.

You can’t hold the interest of a 
busy oil executive and build up in 
him a reading habit on tardy news 
dully told.

The livest news, wired in to the 
press-room—the style and phrasing 
of able writers—the most interesting 
of photographs hot from the field— 
up-to-the-instant statistics—these 
are the things we must supply and do.

the leader
ship in 
circulation 
and readerI -,

I interest of 
b • i INational

THAT’S PART of the reason 
why N.P.N. advertising pages 
pay such continuous dividends 
to advertisers. ■

Petroleum I 
News.

NATIONAL 
PETROLEUM
Member A. B. C. Member A. B. P.

812 HURON ROAD, CLEVELAND
District Offices: 

TULSA, OKLA.
608 Bank of Commerce Building

NEW YORK

CHICAGO
360 No. Michigan Avenue 

HOUSTON, TEXAS 
608 West Building




