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As Men Read
So They Smoke

At home in the evening, reading his favorite evening paper— 
slippered feet elevated to permit the proper flow of thought—and 
cigar, pipe or cigarette g'oing good—that’s the time, place and 
circumstance 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. Tn Chicago it is the Daily News. That advertisers of 
tobacco products realize this is shown by the follow ing table :

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

Advertiser Product Agate Lines

Congress Cigar Co. La Palina Cigars 5,800
G II P Cigai Co. El Producto Cigars 7,402
General Cigar Co. Wm. Penn Cigars 2,910
Moos, J & B Co. Childs Cigars 2,307
Webster Cigar Co. Webster Cigars 1,740
American Tobacco Omar Cigarettes 7,600
Congress Cigar Co. Palina Cigarettes 9,185
Liggett & Myers T obacco Co. Chesterfield Cigarettes 22.023
Lorillard Co. London Life and Murad Cig. 36,708
Tobacco Products Co. Melachrino Cigarettes 2,290
American Tobacco Co. Tuxedo Tobacco 3,920
Falk Tobacco Co. Herbert Tareyton Cigarettes 2,240
American Tobacco Co. Lucky Strike Cigarettes 2,440

Total 106,565 lines

Reach the man through his favorite 
home newspaper—

THE CHICAGO OAILY NEWS
First in Chi

Published every other Wednesday by Advertising Fortnightly ' ""....... York, N. Y. Subscription price $3.00 per
Vninmn F Mn R. Rntered as second class mi t New York under Act of March 3. 1X79.
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What do they think of you — 
in Altoona, Keokuk and Spokane?

IN Altoona, today, one woman spoke to 
another about your goods. Or perhaps 

it was about your competitor’s goods.
In Keokuk, a clerk handed out a package 

of your product. Or perhaps it was some 
one else’s product.

In Spokane, a jobber told a retailer why 
he liked y our policies. Or it may have been 
the other firm’s policies he favored.

If only you could know what your market 
really thinks about your goods! Then— 
sales resistance which now eats up your sales
men’s time could be minimized. Then— 
advertising which now does not interest your 
possible customers could be made to do so.

Why not get these facts? Why not re
duce sales resistance? Why not make every 
advertising dollar produce more?

Before we undertake advertising for a 
manufacturer, unless the facts are unmistak
ably clear, we make a Richards Field Survey 
to get the complete truth about his position. 
In a Richards Field Survey, we go to the 
consumer, to the retailer, to the wholesaler, 
and find out just what each thinks about the 
product and competitive products.

The fresh, unbiased information thus se
cured is bound in a book which we call a 
Richards Book of Facts. For the manufac

turer for whom compiled, his Richards Book 
of Facts becomes the foundation of knowl
edge upon which sales and advertising poli
cies are planned.

The soundness of basing advertising and 
sales work upon information thus acquired 
has been proved over and over again. For 
example, a manufacturer of a certain domestic 
utility used by practically every housewife 
had been advertising its mechanical features.

To his astonishment, a survey disclosed the 
fact that women were not primarily inter
ested in the working efficiency of the article. 
Nearly 100% of those interviewed said that 
they would switch to another brand if it 
better met their requirements in one partic
ular. And this feature had nothing to do 
with the product’s efficiency!

We would like to prepare advertising for 
you based upon the solid foundation of a 
Richards Book of Facts. Let us show you 
what we can do as demonstrated by what we 
are doing for our clients.

You will be interested in a booklet which 
wc recently published, "Business Research.” 
Write for a copy.

JOSEPH RICHARDS COMPANY, ING 
253 Park Avenue -at? New York City

An Advertising Agency Established 1874 
Mmbtr AMERICAN ASSOCIATION ADVERTISING AGENCIES

RICHARD S Facts first—then ^Advertising”
AX Trade MARR REG. ^X
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10NG before gold was discovered in Alaska. The 
Indianapolis News was producing it for its adver

tisers. It has done so continuously since 1869.
With the energy, intelligence and rich productivity 
of the teeming Middle West to draw from, adver
tisers in The Indianapolis News today find wealth 
in a golden stream of sales.
No other newspaper in Indiana, daily or Sunday, 
equals the circulation of 1 he News. No other 
Indianapolis newspaper has ever approached its ad
vertising endorsement. Last year I'he Indianapolis 
News carried more advertising than all other Indian
apolis newspapers combined—in less than half as many 
issues. And th,e year her )re, too.

INDIANA J 6] AS NEWS
& -------r—---------------- *—■ ; $

DAN A. CARROT BIRANK T. CARROLL J. E. LUTZ,
©A. 110 East -tM St.. New York. tanager The Towei Bldg., Chicago
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Page 5—The News Digest
“Success” Magazine

Announces the election as vice-presi
dent of Lou E. Holland, for the past 
three years pi evident of the Associated 
Advertising Clubs of the World. Sher
man Rogers, associate editor, has been 
elected vice-president of Success, and 
T. S. Trobell has been appointed adver
tising director.

“Dearborn Independent”
Announces a change of nolicy begin

ning with the O cober 3 issue of the 
magazine. It will be enlarged from 32 
to 48 pages and advertising will be ac
cepted for the first time since Henry 
Ford has owned the property.

Audit Bureau of Circulations
Announces that the date for the an

nual “A. B. C. Week” has been defi
nitely set for October 12-17. The two- 
day convention sessions of the Bureau 
will close the week on October 15 and 
16. The Inland Press Association will 
open the week with a two-day session; 
th< Associated Business Papers, Inc., 
will meet from the 13th to 15th, anil 
the Agricultural Publishers Associa' 
tion on the 15th. The Association of 
Foreign Language Newspapers is plan
ning a luncheon exclusively for the ed
itors. of foreign language newspapers, 
and the Western Council of the Ameri
can Association of Advertising Agen
cies will be hosts to the visiting pub
lishers at a luncheon on October 15th. 
The annual dinner will be held on the 
16th

Klau-Van Pietersom-
Dunlap-Younggreen, Inc.

Milwaukee, will direct advertising 
for the following concerns: Milwaukee 
Tank Works, manufacturers of gaso
line filling station equipment, oil sys
tems, tanks and air :ompressors; Bel
gium Shoe Company, Belgium, Wis., 
makers of an orthopedic shoe; Kemp
smith Manufacturing Company, Mil
waukee, manufacturers of milling ma
chines, ¡>nd the Ryd-E-Z Spring Com
pany, New York, makers of truck and 
automobile springs.

W. C. Bittel
For the past eleven years production 

manager of the Federal Advertising 
Agency, Inc., New York, has joined the 
Charles B. Knox Gelatine Company, 
Johnstown, N. Y., as general manager 
with particular direction over advertis
ing and sales.

George J. Callahan
Executive director of Sharpe & Com

pany, New York advertising -igents, 
has resigned to accept the position of 
publicity director and advertising man
ager of William Kennelly, Inc., same 
city, real estate auctioneers.

The Thumbnail 
Business Review
By Floyd IF. Parsons

PRACTICALLY .ill of the business 
barometers indicate i continuance of 
trade acth i*y. Building goes on st n 
record rate. Preliminary figure" for July 

indicate a construction volume amounting 
to $650.000.000. All previous records were 
broken by thr nation’s total of approxi
mately $3,700,000,000 (or building con 
«traction in the seven months which ended 
August 1. It is doubtful if such a strong 
situation has ever prevailed before, and 
this fact provides assurance that prosperity 
in all allied lin« s will continue during 
the Autumn months. The greatest re
gional activity in building has taken place 
in the South where the July gains in 
many sections were as much as 75 per 
cent over last year.

The railroads are gaining in earning 
power. The outlay of more than $2,000,
000.000 for r lilrond improvements has 
made it possible for the managements of 
th<* different carriers to affect material 
savings in operating costs. That even a 
larger volume of business is anticipated 
this Fall is indicated by the further plac
ing of large orders for additional cars, 
engines and other equipment. With car 
loadings now in the million-car-a-wek 
classification, it is not rarprising that rail
road officials should feel optimistic.
6 The record totals of bonds now being 
called in advance of maturity also indi
cate the underlying strength of many of 
our corporations. The outlook is for no<- 
mal crops in both volume and value, nd 
as a result the manufacturers of farm im
plements are enjoying the best selling 
season in years. In Furope the crop out
look is also reassuring and trade activity 
overseas, generally, is increasing.

Charles C. Green
Advertising Agency. Inc.

Philadelphia office, will direct adver
tising for the Cliveden Company, same 
city, distributors of knitted goods and 
silk wear undergarments.

Campbell-Ewald Company
Chicago office, will direct advertising 

for the Illinois Brass Manufacturing 
Company, same city, makers of exhaust 
horns.

Norman F. D’Evelyn
San Francisco, will direct advertising 

for the following financial concerns of 
that city: Ferguson-Kennedy, Inc., spe
cialists in California securities; Thomas 
C. Davies, investment oonds; Stever Ac 
Company 'nembers of San Francisco 
Stock and Bond Exchange, and West 
American Finance Companj

E. H. Bennett
_ For the past ten years on the adver

tising staff of the Jewelers’ Circular, 
has been appointed general manager of 
Housewares, published by Demares t 
Publications, Inc., New York.

M. H. Seixas
For the past six years space buyer 

with Frank Seaman, Inc., New York ad 
vertising agency, has become associated 
with the New York office of Hal T. 
Boulden & Associates, Inc., publishers’ 
representatives.

Power, Alexander &
Jenkin.* Company

Detroit, will act as advertising coun
sel for the U. S. Truck Company, Cin
cinnati.

H ard C. Maybom
General business manager of the 

Southwest group of the Scripps
Howard Newspapers has opened a 
regional advertising office in Dallas, 
Tex. E. A. Tapscott, formerly adver
tising manager of the Oklahoma City 
News, has been appointed Dallas repre
sentative.

Johnston-Ayres Company
San Francisco advertising agency, 

announces the consolidation with it of 
Evans & Barnhill, Inr , same city. The 
combined business will be administered 
under the name .f the Johnston-Ayres 
Company with offices in the First Na
tional Bank Building.

C. P. McDonald Company, Inc.
New York, will direct advertising 

for the Sailors’ Snug Harbor and the 
J. H. Taylor Construction Company, 
same city.

Robert E. Ramsay
Of the Robert E. Ramsay Organi

zation, has been appointed chairman 
of the “On to Boston” Committee 
of the New York Advertising Club, 
organized to promote the club’s repre
sentation at the convention of the Di
rect Mail Advertising Association, to 
be held in Boston, October 28-30.

[ADDITIONAL NEWS ON OTHER PAGES]
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is the Fifth

A
THE NEW TORK TIMES. MONDAT. MAY 4, 1925.

firing Reporter 
it* th. lift of Hu Wtu.it 
'YS' if Mura* LuulmMf

business duel 
and stupid?

l writer of fiction said to the editor pf Nation’s Business 
Athe other day: ,

«You must get fiction into your magazine. 1 he 
man is tired. He needs adventure, pretty girls,detective stones. 
If it were not for us story-tellers, American busines« men
would die of dry rot!”

Nonsense'
Even while the writer folk conjure up 

hair-breadth ’scapes, the business man 
is living a grander «imance all his own.

From morning until night, adven
ture touches him on every side. -His 
daily mail is Chapter I of an all day plot. 
He dobs not need synthetic 

romance.
He finds his thipment of alarm 

clocks held up in the fastnesses at the 
Himalaya-! because he did not pack for 
mule-back.

He sees a little-used element, needed 
by the ton for automobiles, discovered 
in the sea by a fellow business man, 
and he turns a ship into a floating 
factory.1 .

He sees a Detroit mechanic who 
figured out twenty years ago that the 
automobile must not be a rich man’s 
luxury, and as a result has become the 
richest man in the world.

Romance? Adventure? Excitement? 
The business man lives it, cats it, 
sleepsit. He is an actor in the dram» 
of the human race—a drama that takes 
in the heavens above, and the earth 
beneath,and the waters under the earth Hi GETS a glimmer of what commer

cial transportation by air will meanERS

; 1— F~yNfoMW-By WUli. a. F»«!)
_ . - - .. .__ * k Finirlww 1a—ri ’ —

if thete 
th*« » 
to my

n full 
urkish 
of all

—all m the May issue of

NATIONS 
ss

to his business.*
He witches the failure of d Fed

eral Trade Commission, proceeding on 
the theory that all business is crooked 
and he relishes the recent revolution 
in that body.*

He sees our federal Reserve System 
threatened, and learns of the play of 
forces that surround it*

He senses t he 200 items of cost, which 
in this modern day go into a $9.50

pair of shoes, and enjoys it when the 
facts, in their nakedness, convert a po
tential .Bolshevik.*

He knows that lots ofo earrhingii 
bunk;7 and he is surprised to find how 
l,ara it is to give away 70 million dol
lars intelligently •

He sees in Florida ind its gold rah* 
new Golconda of quick-made fortunes.

He revels in the adventure of wheat 
and its answer to the politicians.1®

He stands beside our 500 million 
dollar heap of ashes, and wonders—

He sees both sides of die question of 
restoring German property,“ and when 
some long-haired socialist calls him a 
money-grubber, he answers. Yes, 
but-^“

Tired? Bored?

The AMERICAN business man was 
never more keenly alive to eco
nomic questions. He finds thrilling read

ing in the literature of business writreC 
in a human way—as one business man 
talks to another.

That is why, in a very short time, 
183,000 business men have discovered 
Nation’s Business.

It contains no love stories. But 
romance live« in its pages for those 
who read it. .

Nation’s business is a monthly 
magarine. published by the largest, 

business 'rgu'wn. in the world. It 
is founded on the belief th*< anything 
not for the good of the public is not 
for the good of business. Its circula
tion fivi years ago was 55,000; today 
it is 183,000.

mehfspacer announce 
menis being rm- 
bq NMIOtis ßltSidESS 
in Une — ‘

New York Times1 
Chicago Doty News 

wei/ela*icf Plow Dealer 
Kansas Ga Star 
. j arid MBRLK THORPS, EXttr _____

PUBLISHED MONTHLY BY THE CHAMBER OF COMMERCE OF THE UNITED 5TATBS, WASHINGTON. D. C
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Judge Gary Says — “The South 
Is Coming Into Her Own Again”

TN a letter to Richard H. Edmonds, president of 
Manufacturers’ Record, Judge Gary wrote as follows—

In answer to your telegram of today, permit me to say that I have been 
spending considerable time in Birmingham and vicinity during the last two or 
three months, and have been very agreeably surprised by the new developments 
which are to be seen. The South is “coming into her own’ again.

Apparently the people are prosperous, there is a good deal of new building, 
the population is increasing, the farm products are becoming more diversified 
and the lands are better cultivated than I have heretofore noticed. What strikes 
me most forcibly is the conservative attitude of the people generally. I have 
heard some very good speeches by distinguished Southern gentlemen in favor of 
the observance of law and order, the cooperation of different interests and the 
determination to add to the strength, prosperity and influence of the whole 
South. I have been through the Southern country considerably during the last 
thirty-five or forty years and have noticed the changes for the better which have 
been appearing from year to year, but my last visit gave me a better impression 
of the present conditions and future prospects of the South than any I have 
made before.

As you know, our immense iron and steel plant at Birmingham has been and 
is growing in capacity by leaps and bounds. We have there one of the finest plants 
in the world, and with the great quantity of raw products available, including 
particularly iron ore, coal and stone, there is no reason why it should not con
tinue to increase in proportions.

In short, I have a very high opinion of Alabama, especially Birmingham, 
and more especially our own organization, which I consider as fine as any that can 
be found anywhere in this country or any other country.

Net Paid Circulation Now in Excess of

76,000 Daily 86,000 Sunday

She Birmingham New
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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TJTAVE you been told that 
unless you have $100,000 

to spend you’d better not start 
advertising ?

We can start you on $15,000, 
provided you have a quality 
product sold to people of means 
and taste.

Ask us to show you what the 
above sum can be made to 
produce through the Conde 
Nast Group of magazines.

VOGUE 
VANITY FAIR 

HOUSE & GARDEN

THE CONDE NAST GROUP
All members af the Audit Bureau of Circulations
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The Lure of the Lake.

SINCE the days of Le Sieur de la Mothe Cadillac
—men have set sail in ships from Detroit, the 

“city of the straits.”
Scarce does the first robin of spring answer the croak
ing of the frogs along the scenic banks of Belle Isle, 
before new thousands of Detroiters and Detroit visitors 
embark on lake and river voyages.
They go to Cleveland and Buffalo. Mackinac Island 
and Chicago on the great ships of the D & C—to the 
historic waters of Put-in-Bay on the Ashley and 
Dustin line—to Belle Isle and Bob-Lo on the boats of 
the Detroit and Windsor Fen} ■ Company—and to Port 
Huron and the St. Clair Flats on the White Star fleet.
They go in answer to the. perennial lure of the lakes 
—and because, for upward to fifteen years, they have 
been reminded to go in advertisements prepared by 
the Campbell-Ewald Company.

The Campbell-Ewald organization of 175 
people, owned entirely by the men who 
operate it, with a volume of business 
placing it among the first ten agencies in 
the country, is at your service to handle 
large or small accounts. At any time, 
anywhere, we’ll be glad to talk with you.

CAMPBELL - EWALD COMPANY
^Advertising

E. St. Elmo Lewis, Vice-Pres.

Guy C. Brown, Vice-Pres, and Sec'y

J. Fred Woodruff, Treas. and Gen. Mgr.

DETROIT, MICHIGAN

NEW YORK 

CHICAGO

TORONTO

LOS ANGELES

SAN FRANCISCO 

CINCINNATI

© c. B. Co., 1925 eddvertising Well ¿Directed
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Again - -
A Capture!

Recently The Designer Now, The Delineator
startled the magazine 
world by securing for its 
readers Sinclair Lewis’s 
first novel in three years, 
“Arrowsmith." This,the 
first of his really serious 
stories to be published 
in serial form, is hailed 
as greater than “Main 
Street" or “Babbitt," 
and today is a best-seller 
on two continents.

is publishing the latest 
novel by A. S. M. Hutch
inson, “One Increasing 
Purpose.” Itwillbepub- 
lished in book form in the 
fall. It is already being 
advertised. It, too, will 
be a best-seller—like “If 
Winter Comes,” which 
The Delineator also gave 
its readers first.

Delineator Readers—and Designer Readers—know their favorites by name

Do They Know Your Products I

THE DELINEATOR >
—> THE DESIGNER

(The Butterick Combination)
CHICAGO NEW YORK SAN FRANCISCO
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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 are magnificent. 38.6% of the 
homes in Buffalo are owned by the families 
living in them—a fact indicating the substan
tial character of rhe 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

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 selection, furnishing and decoration of 
homes that will particularly fit the needs of 
individual families of varying incomes. The

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 papers

Biffalo Evening News
AB.C Mur. 31, 1925

129,777
EDWARD H. BUTLER. Editor «nd Publisher
KELLY-SMITH COMPANY, Nation«! Representatives

Marbridge Bldg., New York N. Y

Present Average 
134,283

Lytton Bldg.. Chicago, Ill.
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At Largest Evening
Circulation in New England

Draw Your Own Conclusions/
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Former Bricklayer 
Now Earning

$ 12,000 a Year
"Whto I inrollid with th® International 
Correspondence School», 1 was a brick
layer and I didn’t know a thing about 
blueprint*. Today 1 have my own con
tracting bus Ine* > and 1 am able to fig
ure the meet difficult job* and execute 
them to the satisfaction of everyone 
concerned. My income ie between 
«12,000 and «19,000 a year. It cer
tainly was a lucky day for me when 1 
•ent la that 1. C. 3. coupon.’*

Tbu’s a true story at what just one student of 
the International Correspondence Schools has done. 
There are thousands of others. Every mail bring» 
letters from men and women telling of increases m 
ncome and salary due directly to spare-time study.

One hour a day spent with the L C. S., In the 
quiet of your own home, will prepare you for »uccaa 
in the work you like best.

Mail the tonpon for Fit» Imkiat
~ — less OUT —

INTERNATIONAL CORRESPONDENCE SCHOOLS 
BOX B523-E SCRANTON, PA.

eaa qualify ter the pMtttaa,

rI'HE International Correspon- 
* dence Schools have developed an 

efficient system of keyed adver
tisements whereby they may study 
accurately each individual inser
tion and check up on its results. 
G. Lynn Sumner, in the lead ar
ticle of this issue, relates some of 
their experiences and describes 
some of the rather surprising dis
coveries made regarding keyed 
advertising in general and mul
tiple insertions in particular.

M. C. ROBBINS, Publisher
J. H, MOORES General Manager

Offices: 9 EAST 38th STREET, NEW YORK
Telephone: Caledonia 9770
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F K KRETSCHMAR 

A. M FRANKL)*.
San Francisco: 

W. A. DOUGLASS, 32 Market St 
Garfield 244 <

Cwvhland: 
A. El LINDQUIST 

405 Swetland Bldg.: Superior 1817

CwTPino • 
JUSTIN F. BARBOUR 

Peoples Gas Bldg.; Wabash <000 
London:

66 ind 67 Shoe. Lane a C. 
Telephone Holborn 1900

Nbw Orleans:
H. H. ARSII 

Mandeville, Louisiana
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MEADOWBROOK Hats, made in Cali
fornia by the Simon Millinery Com
pany, reflect the spirit of sport of this 

great American playground. There is that 
clean-cut smartness about them that is the 
very making of a sport hat; the warm color
fulness that comes from sunny beaches. No 
wonder they won local success instantly.

But Meadowbrook Hats have gone much 
farther. With all the trends of fashion flow
ing westward from New York, they alone 
in the field of Women’s Wear bucked the 
tide, and spread eastward. Now, after only 
four years of advertising they are nation
ally known and nationally asked for.

The well merited success of a quality prod-r 
uct,of course. But their success was speeded 
up and assured by the right kind of adver
tising, carefully planned, tastefully exe
cuted. Just another instance of Truth — 
well told.

THE H.K.MCCANN COMPANY 
(Advertising

NEW YORK CLEVELAND SAN FRANCISCO DENVER 
Chicago Los Angeles Montreal Toronto
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Does a Quartet Get More 
Attention Than a Solo?

Bv G. Lynn Sumner

O
NE day, several years ago, 
when I was advertising man
ager of the Internationa] 
Correspondence Schools, a member 

of the Board of Directors 
called me on the phone. 
“I have just been looking 
through Review of Re
views," he said, “and I 
find two I. C. S. adver
tisements in the same 

. issue. Isn’t that a waste 
of money?”

Now that was a per
fectly natural question 
for that director or any
one else to ask. For of 
course he did not know 
that we had been con
ducting tests over a long 
period and had made dis
coveries which resulted 
in our adopting a policy 
of multiple advertising 
in several magazines; 
that is, the use of two or 
more pieces of copy in 
the same issue.

Possibly I should say 
right here for the benefit 
of those few who may 
not be familiar with 
“keyed” advertising, that 
each I. C. S. advertise
ment is individually 
keyed so that it may be 
definitely credited with

the inquiries and sales it produces. 
Not merely is each publication 
keyed but each issue and each piece 
of copy. Many different key sys

© Brown Bros.

IT is curious to notice how many people in the world 
are left-handed when it comes to reading a magazine. 
This factor conies to light quite forcibly in the case 

where a number of separately keyed advertisements 
are placed in the same issue. While those placed near 
the center of the advertising pages have been compara
tively low in productivity of inquiries, those near the 
front and back have drawu well, regardless of copy

tems are used by different adver
tisers. In the case of the I. C. S., 
box numbers are used in the address 
in the coupon. Every individual in

sertion is given a dis
tinctive box number and 
that number is not used 
again anywhere in I. C. 
S. advertising for four 
years.

Previous to the time of 
the experiments I speak 
of, it had been customary, 
when a magazine was 
producing well, gradually 
to increase the size of 
space used in an en
deavor to get the maxi
mum number of inquiries 
from its leaders. For 
example, a magazine 
might first be used with 
quarter-page space. If 
that paid on the basis of 
a required number of 
inquiries with some to 
spare, the space was in
creased to one-half page. 
If that paid well, the 
space was increased to a 
full page. And in a few 
instances, where a full 
page was very produc
tive, the space was in
creased to a double 
spread.

Then one day, as an
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experiment, we departed from this 
policy. A magazine which carried 
a considerable volume of advertising 
had paid well on half-page space and 
had drawn its reward of a full-page 
insertion. This did a fair job but 
did not pull twice as many inquiries 
as the half The next 
time it came up on the 
schedule, we gave it two 
half-page units, different 
in illustration and copy, 
but carrying, of course, 
the same familiar coupon 
with about forty listed 
subjects. Both adver
tisements paid out, each 
producing practically the 
same number of leads 
that a single half-page 
had produced previously. 
The two halves together 
did substantially better 
than the single full page.

In the next issue we 
could catch we scheduled 
three half-page units— 
and they all paid. In the 
next, we scheduled four 
halves—and again they 
all paid. By this time we 
were getting almost four 
times as many inquiries 
from this publication 
each month as we had re
ceived when we were 
using one half-page ad
vertisement, and we were 
getting them all at rea
sonable cost.

Then we began carry
ing the test into other 
magazines, particularly 
those bulky with advertis
ing. Wherever we used 
multiple insertions we re
quested the publisher to 
distribute the different 
pieces of copy well 
through the advertising 
sections.

Gradually we reached 
what seemed to be the 
saturation point on vari
ous magazines so far as 
the number of insertions 
possible in a single issue 
was concerned, but not 
until we had found that 
in three publications we 
could profitably carry as 
many as eight different 
advertisements each 
month. In some, the limit was four, 
in others three; a great many never 
were able to pay out on more than a 
single insertion pei’ issue.

In magazines of the same general 
class, however, the number of multi
ple insertions that could be used 
profitably was just about in propor

tion to tne total number of adver
tising pages in the publication.

Now here was an interesting ap
plication of that “good old law of 
averages.” The first duty of any 
advertisement is to get attention.
If it is not seen, it Tvill not be read. chances

THIS chart represent» a composite report on three 
years’ advertising in one publication. Eight dif
ferent pieces of copy were used in each issue, a total of 

288 separately keyed insertions in 36 issues. Each of 
the three lines represents one year’s advertising and 
each individual position represents the average num
ber of inquiries produced each month in that year by 
the advertisement occupying the indicated position in 
the issue. For example, the first advertisement in the 
magazine is shown always to be the most productive 
and from there production declines directly in relation 
to position until the next to the last advertisement

and if it is not read, it certainly 
never will be answered.

One half- page advertisement 
among a hundred pages of advertis
ing in an issue going to a million 
people will be seen by a certain num
ber of readers, it will be read by a 
certain lesser number, and draw an 

answer from a certain still smaller 
number. It will be overlooked en
tirely by a considerable portion of 
all who receive that issue. If the 
number of advertising pages is two 
hundred instead of one hundred the 

of the single half-page 
advertisement being seen, 
read and answered are 
all somewhat reduced. 
If, in the “double size 
issue,” the same propo
sition is presented twice, 
the chance for attention, 
interest, and response, 
theoretically at least, 
should be approximately 
maintained. And each 
additional insertion, up 
to a certain saturation 
point, will catch the at
tention and interest of 
an added group of 
readers.

What a fine thing it 
would be if the problem 
of getting known adver
tising results were as 
simple as all this might 
indicate. Think how 
much more time there 
would be for golf if you 
needed only to take two 
half-page advertisements 
and a million readers, 
mix thoroughly to insure 
circulation, set in a cool 
place for one month and 
have a definitely known 
result at the end of that 
period. But unfortun
ately even keyed adver
tising is not so simple as 
that. Space and circula
tion are only two ingre
dients in a very compli
cated recipe. The vary
ing effectiveness in copy 
appeal can—and often 
does—upset all other cal
culations. Good copy— 
above all, interesting 
copy—can claim atten
tion though caught in 
an avalanche of mediocre 
competition.

There is still another 
factor which enters more 
into results, possibly 
more than most adver
tisers realize. It entered 
into our tests of multiple 
insertions and provided 

an elusive complicating element 
that for a time had us guessing.

While testing to find the satura
tion point on the number of inser
tions we could use in a single issue 
we were also testing copy. An ad
vertisement that seemed to be a par
ticularly good producer would be

[CONTINUED ON PAGE 58]
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Courtesy Gloucester Chamber at Commerce

TYPICAL scenes in Gloucester. Mass., from which port operates one of the largest fishing fleets in 
the Atlantic. Photograph above to the left shows a portion of the fleet lying in after an expedition 
to the Grand Banks. Above to the right is shown the cleaning process being carried on in one of the 

many plants which the town boasts. A number of the best known firms dealing in prepared and 
preserved fish products, many of them extensive advertisers, are located in Gloucester

The Object Lesson of the Oyster
By J. ( George Frederick

ERMONS in stones” may now 
^^be read by sales and advertis- 
)<ying men as “sermons in oys

ters.”
Not long ago the final chapter 

was written to a modern merchan
dising tragedy—the mar
keting of oysters. The 
Maryland State Depart
ment of Health, in co
operation with the oyster 
packers of the State, who 
have been under u shadow 
since the typhoid epi
demic (which was laid to 
the oyster), have now 
taken the step that was 
logical long. ago. Com
plete protection from im
purity, and a system 
of identifying markings, 
traceable from consumer 
to packer, have been ac
complished. A serial 
number is assigned to 
each packer, and respon
sibility for quality is now 
placed as definitely as it 
is with Heinz pickles or 
Campbell’s Soups. The 
further interesting thing 
is that this is a voluntary 
action, not a legal com
pulsion.

The time is ripe for 
bringing the sea food in-

dustry within the fold of modern
ized, advertised food products.

There is no primary food market 
quite so disorganized as the oyster 
and fish market; no article of such 
universal consumption and desira

© Ewing Galloway

FRESH fish is being bandied and sold in a manner 
which has not been changed or much improved 
upon in the course of a whole century. The resultant 

danger of infection is not desirable from a public 
health point of view and constitutes a continual menace 
to the business as a whole, as is illustrated by the oyster 
situation, which recently reached a long pending climax

bility which is so poorly merchan
dised. Even canned fish is better 
merchandised than fresh fish; and 
as for a comparison with meat or 
dairy or bakery products, the con
trast is shocking

Fish is an article of 
food that is particularly 
and especially perishable. 
It, therefore, should be 
handled with more care 
than is used with meat, 
dairy and bakery prod
ucts. But the fact re
mains that fish is being 
handled and sold in a 
manner that hasn’t been 
changed o r improved 
much in a whole century. 
Fish get to consumers in 
precisely the same primi
tive manner that they 
got to Alexander Hamil
ton’s table in the days of 
our colonial history.

For want of the sim
plest of modern methods 
—a fish exchange—the 
captains of fishing 
smacks coming to New 
York piers often lie in 
the harbor for days with 
their highly perishable 
cargoes, waiting for bet
ter prices. The result is 
not desirable from a

[CONTINUED ON PAGE 52}
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Sales Manuals That Make Good

Getting the Salesmen to 
Use Them

By Will Hunter Morgan

WHERE salesmen fail to use a 
sales manual a reason very 
generally given is that it has 

too much of the “home-office” feeling 
and not enough of the real spirit of 
the “field.” More and more manu
facturers are waking up to this 
danger. One experienced sales man
ager with whom I talked a few 
months ago said flatly, “The only 
kind of a sales manual which sales
men will really use is the one which 
has been prepared out of their own 
daily experience.” He didn’t mean 
that the home office should not add 
its wisdom to the material so pro
vided, but his way of preparing 
sales manuals both begins and ends 
with the salesmen themselves. Briefly 
put, here is his method of procedure: 
■ In preparing a new manual, he 
first of all gets up a brief outline 
covering the proposed contents. This 
outline is multigraphed. A copy is 
sent to every salesman. With it 
goes a note explaining that the house 
is working on a new manual. Each 
salesman is asked to make any sug
gestions that occur to him as to what 
should be included. The outline is 
referred to as a very tentative list of 
the things that seem advisable in 
such a book.

The salesman is asked to make 
comments on the points put down. 
He is asked to specify what he thinks 
are the five most important factors 
to be considered in preparing the 
manual.

“In many cases,” confesses this 
executive, “the salesman’s sugges
tions and comments are not particu
larly worth while. But the proceed- 
ure serves two very valuable pur
poses. For one thing it makes sure 
that no really worth while contribu
tions will be overlooked. And it 
makes the salesmen feel more that 
we are trying to meet their needs 
rather than attempting to cram 
something down their throats.”

After the returns are in, they are 
gone over carefully. There may be 
diversity of opinion on certain 
points. In some cases this sales

manager has found it wise to put 
up certain questions for a vote from 
the sales force.

When the text and layouts are in 
shape three of the most successful 
salesmen are brought into the home 
office for a few days to go over the 
whole job before it is sent out to the 
printer. The other men know that 
this is being done. The result is that 
when the finished book gets into the 
field the salesmen feel that the book 
is pretty much their book and that 
they have almost a moral responsi
bility to use it—which is just about 
the best .feeling a salesman can have 
from the standpoint of his employer.

THERE are, of course, possible 
variations of this plan. Where 
the sales force is localized there may 

be face-to-face meetings on the sub
ject. Or where there is a sales con
vention of a national or zone selling 
staff, the men may be advised well 
beforehand that a manual is under 
way and that they will be requested 
to give suggestions at the forthcom
ing meeting. In one other case I 
know of, the salesmen were asked 
to elect their own committee of three 
to work with the sales manager and 
the advertising manager in the pro
duction of a new manual.

With the type of manual that is 
opened up in front of the dealer 
there is another important factor to 
be considered in getting the manual 
used. The material inside the book 
should be of such a nature that it 
is good for more than one showing 
with the dealer. There is such a 
thing as having this type of manual 
too simple and too brief. The result 
may be that the salesman carries it 
for only one or two trips and leaves 
it at home thereafter. For this rea
son it is well to include material 
which the salesman must occasionally 
refer to—useful statistics, testimon
ials, etc. One sales manual contains 
over a hundred different selling 
stunts which the dealer can employ 
to build up his sales of this particu
lar product—special selling schemes, 

window displays, and advertising 
helps. Obviously the salesman can
not go over the entire lot of these 
ideas in one sitting. Obviously also 
if he takes up only two or three each 
time he talks with a particular 
dealer he has enough of this mate
rial to put something interesting 
into from thirty to fifty interviews! 
No wonder he continues to refer to 
his sales manual.

Where the sales manual is in loose
leaf form the problem of keeping in
terest alive may be solved in another 
way From time to time sections of 
the manual may be retired and new 
ones provided to replace them. Thus 
the manual is constantly renewing 
itself—is ever fresh and interesting 
to both the salesman and his cus
tomers.

Some sales manuals fail to be used 
because they may cover a business 
in a general way but the selling 
problems in different territories dif
fer so widely that the manual is not 
as helpful as it might be. One com
pany has peculiar and individual 
problems in New England and also 
in the Southwest. They have found 
it advisable to get up three different 
manuals for that reason. One man
ual won’t cover the diverse needs of 
all territories.

ANOTHER company gets up a 
general manual but has four 

different supplements for use under 
varying conditions. In calling on 
one class of trade the salesman can 
confine himself to one small conve
nient folder instead of having to leaf 
through a large size manual. This 
is not only an advantage from the 
standpoint of the salesman. It is 
valuable to the dealer also. It saves 
his time. It also enlists his cooper
ative interest to a greater extent 
because the one little book makes the 
proposition seem simpler and easier 
than the bringing out of a big, fat 
manual.

A large jobber in the food spe
cialty field provide* his men with a 
rather bulky, catalogy sort of man- 

[CONTINUED ON PAGE 74]
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Sr Hing Where the Profits Are
By William R. Basset

President, Miller, Franklin. Basset & Company

N
ET profits meas
ured in dollars fre
quently decrease as 
the volume of sales in

creases. In reaching after 
greater volume, products 
which are sold at a loss 
are added to the line. To 
sell every possible retail 
outlet is less profitable 
than to choose a few good 
ones. Nearly every con
cern which achieves na
tional distribution sells 
at a heavy loss in some of 
the outlying territories. 
Economists account for 
this by citing what they 
call “the law of diminish
ing returns.” Every busi
ness man might profit
ably give an hour to 
studying this law.

Few of the well-known 
concerns which success
fully cover the entire 
country achieved national 
distribution by a spec
tacular, sudden splurge. 
It was with them, rather, 
a gradual growth, start
ing with their home town, 
spreading to the state 
and then - to the near-by 
states, and consolidating 
each position as it was 
taken.

There are three prin
cipal reasons for attempt
ing to sell over too wide 
a territory—pride, adver
tising in periodicals of 
national circulation, 
which, unless much of the circula
tion that is paid for is to be wasted, 
must be accompanied by national 
distribution, and the general lack of 
knowledge as to what it costs to sell.

The first two reasons are so ob
vious that I am passing them over 
with mere mention.

I believe, however, that I can be 
of constructive help by describing a 
method which gives accurate and in
formative figures on the cost of sell
ing. If used intelligently the figures 
will safeguard profits by telling 
manufacturers where and to whom 
to sell.

I am convinced that the most ex

4
I

Courtesy New York Edison Company

NEARLY every concern which achieves national dis
tribution sells al a heavy los« in some of the terri
tories remote from the home office. Because an eastern 

company may sell in New York al a sales cost of 8 per 
cent, to assume that this figure holds good for the 
national sales cost is an error which is only too com
mon. Any manufacturer would do well to study his 
market carefully and discover exactly where his profits 
lie, both with respect to geography and the «ales prac
ticality of the line, before attempting to gain national 
distribution by' a sudden, spectacular advertising splurge

pensive of all business mistakes 
arise from determining the cost of 
selling as a percentage of the sales. 
There is practically no end to the 
trouble such an alleged cost will 
lead to if it is regarded as gospel 
truth.

Take the small business which is 
selling say $300,000 a year in a 
small territory in the vicinity of the 
plant. Its total cost of selling is 
$24,000 a year, which gives, as com
monly figured, a selling expense of 
8 per cent. If this figure has been 
maintained for three or four years 
most people assume that some occult 
power has ordained that 8 per cent 

shall now and forever be 
the selling expense for 
that business provided 
some nefarious outside 
influence like cut-throat 
competition does not 
knock it into a cocked 
hat.

It follows, according to 
that line of reasoning, 
that $1,000,000 worth of 
business can be secured 
at a selling cost not 
greater than $80,000, and 
$10,000,000 worth (which 
is what national distribu
tion would mean) for 
$800,000. In fact, since 
in the factory increased 
volume often brings a 
lower rate of overhead, it 
is usually expected that 
with national distribution 
the percentage cost of 
selling will go down. Per
haps it would drop to 7 
per cent or even to 6 per 
cent—who knows?

That is the sort of 
erroneous conclusion 
which even the best of 
reasoning is apt to lead 
to when based on wrong 
fundamental information.

For one thing, if a per
centage cost of selling, 
such as 8 per cent, means 
anything it must mean 
that to sell $100 worth of 
goods costs $8, regard
less. Yet it may cost 
nothing to sell an old cus
tomer who sends his $100 

order through the mail, and it may 
cost $500 to open a new account with 
an order of the same size.

It is natural to assume so long as 
the per cent cost of selling is less 
than the gross profit that all sales 
are profitable sales.

Based on that erroneous conclu
sion a manufacturer I know made 
strenuous efforts to open up new re
tail outlets for his product. He 
wanted to extend to the inhabitants 
of every hamlet the boon of being 
able to buy his product. “Let not 
even a crossroads store escape us,” 
might well have been his slogan.

Sales w ent up. but to his chagrin, 
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net profits dropped. The upset was 
as astonishing to him as the defeat 
of an odds-on favorite. He decided 
that there must have been a mistake 
in the calculation.

As a matter of fact the additions, 
subtractions and other arithmetical 
processes had been correctly per
formed. The adding machine was 
not to blame. The fault was that an 
assumption had been made which 
was simply not so. It cost more to 
sell in some territories than in 
others, certain classes of dealers 
were bound to be unprofitable, cer
tain outlets that could have been 
made profitable were, through igno
rance of their possibilities, not 
given the help they needed, and old 
established customers were neg
lected in order to secure new dealers 
who could not become profitable cus
tomers for a couple of years.

There is only one way to show up 
such conditions beyond the possibil
ity of argument. That is to find out 

how much it costs to have a sales
man make a call. In some parts of 
the country a salesman for this com
pany could make only one call a day 
at a cost ranging from $80 to $130 
per call.

When the manufacturer was first 
shown these figures he derided them.

“That is ridiculous,” he chortled. 
“Not one of those men get more 
than $60 a week salary nor more 
than $75 a week for expenses. Their 
total cost for a week is about what 
you say it is for a day.”

Thus were we plunged into an 
explanation of the elements of over
head which we have made many 
times before both as it affects manu
facturing and selling. Usually the 
direct cost of salesman—his salary 
and expenses—is much the smallest 
part of the total.

It is not possible in a short article 
to describe in detail all of the calcu
lations that must be made to de
termine the cost per call for even 

one business. It will be apparent, 
however, that each man must bear a 
fair share of the general sales ex
pense.

lie must be supervised There is 
expense in the general and branch 
sales offices for clerks, stenograph
ers, rent and supplies. The officers 
of the company, such as the presi
dent, give some of their time to sales 
problems, so the salesmen must bear 
part of that cost.

Presumably the advertising makes 
his way easier, so he should be 
charged with some part of it, the 
amount to be determined in ways 
which will hardly be the same for 
any two concerns. Sometimes it 
may be right to charge him with a 
share of the general advertising. 
Certainly any direct advertising sent 
to the people he sells will be borne 
by him. And usually any advertising 
which he furnishes to his retailers 
should enter into the cost per call.

[CONTINUED ON PAGE 42]

The Trend in the Use of Color
By Richard 4. Dunne

I
F the use of color in 
magazine advertis
ing increases at its 
present rate, what will 

the situation be five 
years from now?

Even now, more than 
one page in every three 
in the leading women’s 
magazines is in color, ac
cording to the following 
statement based on fig
ures obtained from the 
publishers of these 
magazines. If the pres
ent rate of increase is 
merely maintained by 
1930 more than three 
out of every five adver
tisements, and by 1935 
virtually all the adver
tisements in these pub
lications will be in color.

Figures for the fol
lowing women’s maga
zines were studied : 
Ladies’ Home Journal, 
Woman’s Home Com
panion, Pictorial Re
view, Good Housekeep
ing, Butterick Combina
tion and McCall’s. In

Reprinted with permission 
from J. Walter Thompson 
News Rultetin.

Per 
Cent 
Color
35.17 
35.2
35.
15.
33.7 
29.

r

Total 
Linage 
967,201 
549,838 
56b 677 
651,830 
322,320 
402,735

-1924----
Color 

Linage 
431,800 
206,720 
196,040 
146,718

25,800 
135,320

Per 
Cent 
Color 
44.64 
37. f 
34.6 
22.
39.0 
34.

30 5 3,460,601 1,242,398 35.9
11.6 530,319 04,350 12.1
11. 29U.897 32,175 11.

8.8 324,377 33,462 10.3
10.6 1,145,593 129,987 11.3
26.06 3,605,094 1,144,410 31.75

22.1 4,750,687 1,274,427 26.8

25.8 8,211,288 2,516,825 30 6

Table Showing the Rate of Increase for Each Type of 
Advertising in the Ten Magazines

Total Linage
Total Color 

Linage
Black 

and White
1924 ... .................... 8,211,288 2,516,825 5,694,463
1923 ... ..................... 7,769,361 2,002,409 5,766,952
Increase .................... 441,927 514,416 72,489
Per Cent of Increase 5.7 25.7 Decrease 1.3

A comparison similar to the above fo: the six women’s magazines is 
shown hereunder as ’he largest use of color is in these magazines

Total Linage
Total Color 

Linage
Black 

and White
1924 ................ ? 460,601 1,242,298 2,218,203
1923 .............. .......... 3,398,044 1,036,bio 2,361,068
Increase ........ .......... 62,557 205,322 Decrease 142,865
Per Cent ........ .......... 5.4 19.8 6.0

Statement Showing Comparison of Total Linage, Amount 
and Percentage in Color fot 1923, 1924

Total for two lower 
groups..............  4,371,317 965,433

f

Total 
Linage

-1923----
Color 

Linage
Ladies’ Home JI.. . 
Woman’s H. Comp. 
Pict. Review______  
Good Housek’p’g... 
Butterick Comb_...... 
McCall's _________

937,629
514,565 
550,967 
633,225 
312,120 
449,538

329,800
180,880
192,800

96,096
105,400
132,000

American ................
Cosmopolitan..........
Red Book ................

3,398,044 1,036,976
525,155 60,918
258,953 27,885
337,963 30,030

Sat. Eve. Post........
1,122,071
3,249,246

118,833
846,600

Total for all three 
groups ............... 7,769,361 2,002,409

this group the color ad
vertising has increased 
from 30.5 per cent of 
the total advertising 
linage in 1923 to 35.9 
per cent in 1924. This 
increase of 5.4 per cent 
inay not at first glance 
seem large. But if this 
rate of increase is mere
ly maintained, in five 
years over 60 per cent 
and m ten years virtu
ally 90 per cent of the 
total advertising linage 
in these magazines will 
be in color.

The other publications 
studied, namely the 
American, Red Book and 
Cosmopolitan magazines, 
and the Saturday Eve
ning Post, also showed 
an increase in the pro
portion of color adver
tisements, the latter’s 
increase being the 
highest in percentage.

By what new means 
will the most enter
prising advertising men 
make their advertise
ments emerge into domi
nance from amidst that 
ultimate blaze of color?
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Using the Motion Picture in 
Public Utilities Advertising 

By Arthur II illiams
Vice-President, The New York Edison Company

HE most difficult thing in the 
wor'd to overcome is human 
inertia — that reluctance to 

abandon the habits and devices of 
the past in favor of the new, the 
improved methods which the march 
of civilization brings to our very 
doors. The housewife bends over 
her washtub and ironing board sim
ply because her mother and grand
mother did so before her. The fact 
that this manual labor on her part 
is no longer necessary does not come 
spontaneously to her attention. She 
hears vaguely of modern inventions 
but these in many instances seem 
infinitely remote from her world. 
And she is reluctant to experiment 
with the unknown.

Of all the elements that have be
come a part of our present day life, 
electricity is the most difficult for 
the mass to visualize. It would be 

color. It 
right to 
what we 
ing, how

is their 
know 

are do
we are

fulfilling that ob
ligation, and look 
upon it as our 
duty to show them.

Courtesy Visugraphic Pictures, Inc.

difficult to overstate the impor
tance of the part which this great 
element plays in our present civil
ization, and its importance is in
creasing from year to year. For 
this very reason it is highly desira
ble that people understand electric
ity for what it actually is. To 
promote this understanding in the 
most popular and comprehensive 
manner is the end to attain which 
The New York Edison Company has 
resorted to the motion picture.

It is our privilege to hold what is 
probably the most valuable and most 
responsible franchise in the world: 
the franchise of the city of New 
York. We cannot allow ourselves to 
look lightly upon the tremendous 
responsibilities and obligations 
which this thrusts upon us. We 
consider that every person in our
city is a part owner of this fran

chise, regardless 
of race, creed or

Entirely aside from the technical 
aspect of the question, there is a 
human side which is of even greater 
importance. There was a time not 
so long ago when we could meet our 
customers in person and talk over 
any grievances which they might 
have. By personal contact in this 
way, most misunderstandings were 
quickly cleared up. But as we grow 
in size we are forced apart. Next to 
actual contact which is now ren
dered impossible, advertising offers 
to industry its most satisfactory 
means of reaching the public clearly 
and with mutual understanding.

With this in mind we have pre
pared a number of short films de
picting various phases of The New 
York Edison Company service and 
what it means or can mean. These 
fall roughly into two classes: the 
purely technical films which show 
where electrical power comes from, 
how it is generated and distributed, 
and the tremendous task which the 
company has assumed in order to in
sure continuity of this service at all 
times; and, second, the films which 
show the actual application of this 
power to everyday living conditions. 
In this latter group there is a high 

[continued on page 38]

scenes from the latest film of The 
New York Edison Company, entitled 

“Saving the Day.” This production takes 
up the home life and household problems 
of the average American wife of limited 
means. Beginning with Sunday evening, 
she is shown al every step of her weekly 
washing until Tuesday evening, when the 
ironing is finally finished. How electricity 
will solve her problems is then piclurized
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'LONDON’S TRAMWAYS

FOR THAMES SHIPPING AND WREN ARCHITECTURE SERVICES
36 38 4o 30 62 68 jo

DESIGNED AT THE ICC. CENTRAL SC HOM OF ARTS AND CRAFTS ,
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26-28-82
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ALL TRAM SERVICES
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ALIGHT AT GROSVENOR RD.

WITH one brilliant exception, in the case of the Chicago Rapid Transit 1 ompany, American trac
tion company pouters are negligible, both in quality and quantity. The British go in for this sort 
of thing far more intensively, The art work is lh< best that can be obtained and the effectiveness is 

greatly enhanced by the really remarkable color effects. I’hese range from brilliant splotches of cye- 
compelling reds anil greens to the most delicate and subtle of pastel shades. By departing from the 
rules,” “O called, the British have produced something really fine and worthwhile. Ind. incidentally, 
they make one really want to travel in the London trams. I heir existence seems altogether justified.
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When Should You Use Color 
in Your Advertising?

Why the Mail Order Houses Use Color in Some
Cases and Not in ()thers

By Ralph K. Wadsworth

I
F most of ns had our 
way we would prefer 
to produce our adver
tising in colors. An ad

vertisement in a maga
zine, a circular or a 
catalog always appears 
much more attractive 
that way, and the mer
chandise stands out from 
the page.

But when you begin to 
figure costs, that is an
other story. The use of 
color usually requires a 
much more expensive 
paper, such as enamel 
coated stock; the art 
work runs into more 
money; color plates cost 
several times those of 
black and white; and 
finally there is the addi
tional presswork.

The cheapest form of 
catalog reproduction you 
can employ is that used 
on most of their black 
and white pages by Sears 
Roebuck and Montgomery 
Ward & Co. This calls 
for a 19 pound or 22% 
pound newsprint. On the 
basis of a four million 
run it figures out at ap
proximately $3,000. This 
includes art work, prep
aration, plates, postage 
and such items. But 
when you step into the 
four-color class, imme
diately your costs jump 
and you pay about 
$17,000 for the same run.

Under the circum
stances does color pay? 
And if so, when can you make it 
pay? Obviously, if a black and 
white mail order page costing 
$3.00(t brought in $30,000 sales on 
merchandise that could only stand a 
10 per cent selling cost, a color page

THE increased cost of color pages is only justified by 
a corresponding increase in sales. On certain par
ticular types of merchandise this is realized while on 

others the profits are eaten up by the costs. By careful 
study and clear-sighted merchandising the mail order 
houses have solved their problems of when to use color 
pages in their catalogs and when to leave them alone

of the same items must produce 
$170,000 sales, or the use of color 
will eat up your profit.

On the other hand, if a $3,000 
black and white page brought in 
$60,000, and you could afford a 10

per cent cost of sales, it 
might be good policy to 
use a $17,000 color page, 
even though it brought 
but three times the busi
n e s s. The added net 
profit on the larger vol
ume would more than 
make up for the added 
cost of sales.

When you examine a 
mail order catalog you 
will notice that color is 
employed on some lines 
and not on others. Color, 
or for that matter any 
form of catalog reproduc
tion, is employed by such 
firms as Sears Roebuck 
and Montgomery Ward 
on a scientific basis. Its 
only justification is the 
production of an increase 
in sales corresponding to 
the increased cost. So 
when you see color lim
ited to fashions, rugs, 
dress goods and sweaters, 
for example, you can be 
sure that this is in ac
cordance with years of 
tested experiment, which 
it would be well to con
sider when applying color 
to your own line.

Some items show up to 
much greater advantage 
in colors than in black 
and white. A color page 
for rugs easily has six 
times the sales value of 
a black and white repro
duction of the same mer
chandise. Yet you could 
not expect this to apply 
to an automobile tire or 

a sewing machine. Four-color 
printing will enhance the appear
ance of any merchandise, but not 
always to the same degree.

Whether you sell to the retailer 
or to the consumer, you will find

[continued on page 78]
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A Suggestion for Mr. Fiske
By Kenneth M. Goode

P
INK paint and black ink, glar
ing lights and thundering 
presses; calls for the second 
act and curses from the City Editor, 

have long been an old story to the 
public.

Stage and newspaper 
writers lost no time 
exploiting in their own 
businesses the general 
public’s universal pas
sion for getting behind 
scenes.

Even the motion pic
tures have wavered 
from the old tradition 
that harmful disillusion 
might result from 
showing a man in 
President suspenders 
and three days’ whis
kers directing with a 
megaphone the coquet
ries of Cleopatra await
ing Antony alone in 
her boudoir.

Kleig lights and one
way towns have lost 
their novelty along with 
the techniques of the 
earlier arts, and any 
modern twelve-year-old 
Merton can describe a 
motion picture camera 
in technical detail.

Now the behind scenes 
movement sweeps into 
the advertising field. 
The desire to do-it-with- 
out-a-make-up is among 
us. Statements that ten
years ago were handled cautiously 
even in the advertising trade papers 
are today boldly printed for public 
readers in the daily newspapers.

The old slogan of our trade, win 
or lose, "It pays to advertise!” is be
ing honeycombed and undermined.

Two able and competent advertis
ing agencies are actually in friendly 
conflict on a title for public con
sumption. Their rival advertise
ments are both about “The Limita- 
tions(l) of Advertising.”

With one colossal coincident 
stride, the Metropolitan Life Insur
ance Company swings into the move
ment. “The Magic of Print,” n 
page advertisement in the August 
magazines, warns people not to be
lieve anything merely because some

one else has set it up in type.
Thus, in the same month, we find 

an advertising agency warning pros
pects not to expect too much from 
what they put into advertising, and 
a big advertiser warning the public

The Magic of Print
•T’Hi old patent-medicine fakir 

who held forth on street comers 
fat night with his flambeau torch 
and his amazing, rapid-fire lingo 
knew well the magic of print And 
the army of quacks who followed
him have made use of the same magic. 
Most men and wdmen accept with
out question printed statements 
which they might discredit were the 
same words spoken.

Never before m the known history 
of the world has there been such an 
orgy of fake “cures" as there is today 
We are living in so wonderful an 
age—such marvelous scientific dis
coveries have been made—such 
amazing feats have been accomplished 
—that people believe almost any
thing is possible. The “quacks“ are 
quick to take advantage of this cre
dulity. You will find them trailing 
along in the wake of every announce
ment of important medical research, 
with false claims of their "discov
eries", their fake mechanical appli
ances and special treatments, their 
“health institutes" and their offers of 
free diagnosis and treatment by mail

Millions for Fake "Cures”
Fake-mediane labels are more cau
tious than they used to be. The U.S.
Government, through the Federal
Food and Drugs Act, forbids false or misleading statements on 
the trade package But this Act does not prohibit lying 
statements in advertisements, circulars, or window displays.
The vultures who prey on the sick rarely exploit “cure-alls“ 
today They are too clever for that. Instead, they advertise 
different remedies each guaranteed to cure a specific disease 
—tuberculosis, cancer, diabetes, kidney trouble, blood dis
eases, skin eruptions, epilepsy and almost every other serious 
ailment And the dollars—millions of them every year— 
roll in to enrich these ghoulish quacks whose profits are 
tolled from human lives. They trade upon the fear

of death and heartlessly swindle 
the last penny from desperate, sick 
people.
But even worse than this theft of 
money is the murderous waste of 
precious tim e for whic h these quacks 
are responsible. Sick folk are piti
fully easy victims. They experiment 
and hope—tragically—until it is too 
late. Waiting even a few weeks to 
try out a new patent medicine or a 
course of treatments at some dubious 
“health institute“, may mean death 
which might have been prevented 
by the right medical care.

Cancer and Consumption 
“Cures”
Of late there has been a renewed 
wave of advertising of specific cancer 
and tuberculosis “cures"—the most 
despicable and cruel of all fraud« 
perpetrated upon sick people. No 
medicine has ever been found that 
can be depended upon to cure these 
diseases — despite seemingly sub
stantiated claims of manufacturers. 
Testimonials count for little. Many 
quark* are still using testimonials 
signed by people who died years 
ago from the very diseases of 
which they claimed they had been 
cured.

When a core for tuberculosis or cancer is found 
it will not be necessary for the discoverer to ad
vertise. Any experimenter who finds a remedy 
for either of these scourges will be acclaimed the 
greatest benefactor of our generation. Magazines 
and newspapers everywhere will shout the 
glorious news of his discovery. Instead of being 
crowded away in a few inches of advertising 
•pace, the story will blaze in front-page headlines! 
Do not be deceived by the magic of print. Avoid 
advertised "cures". If you are sick see your doctor.

advertising is concerned, the Post, 
Digest, World’s Work and the like 
are veritable cathedrals of virtue. 
As for Collier’s, it campaigned 
against these same patent medicines 
twenty years ago.

The proper place for 
a policeman keeping 
people out of a gambling 
house is at the front 
door, not in the next 
block. If Mr. Fiske 
wishes to have some 
real fun with his mas
terly advertisement let 
him take it into the 
slums. Let him run it 
—or, them, if he can 
get a series equally 
good, in a dozen publi
cations that don’t pro
tect their readers 
against advertised 
cures.

A hungry cat in a 
cellar full of fat mice 
could hardly cause a 
greater panic—or do 
more good—than the 
"Magic of Print” 
might in these maga
zines that would have 
either to refuse so mag
nificent a patron as the 
Metropolitan or jeopar
dize the revenue from 
their back door patent 
medicine advertising.

This idea of offering 
advertising revenue to 
publications that offend

is, I admit, not an ordinary practice. 
If a few properly directed insertions 
could drive out, or even nullify, a 
few hundred of the advertisements 
actually at their work, it would 
transcend all “Limitations,” and 
demonstrate not only the magic of 
print but the miracle of advertising. 

Incidentally the Metropolitan is 
demonstrating in this series the al
most neglected fact that an adver
tisement can be “institutional” and 
still have a definite point. Because 
it doesn’t directly advertise policies 
for sale, this advertisement doesn’t 
feel obliged to sell nothing at all. It 
has one idea it seeks to sell, “If ydu 
are sick, call your doctor,” and puts 
its whole weight skilfully and di
rectly behind it.

Published by
METROPOLITAN LIFE INSl RANCE COMPANY - NEW YORK
Biggest in the World, More Assets,More Policyholders, More Insurance in force, More newlnsurance each year

not to expect too much from what 
they get out of it.

Were it not that the good publica
tions already rid of patent medicine 
advertising really deserve the ap
propriation, I would venture to sug
gest to Mr. Fiske an interesting 
experiment:

“The Magic of Print” is too ex
cellent and too powerful an exam
ple of its own title to be allowed to 
die with only one flutter in the 
really well behaved magazines.

Why not extend its usefulness to 
half a dozen of the publications that 
still carry the questionable adver
tising the Metropolitan so admirably 
exposes?

One doesn’t send missionaries into 
the churches. So far as unreliable
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To Save the Public’s Money

WE learn that the Investment Bankers Associa
tion of America is contemplating a campaign of 
paid advertising to educate the public as to how and 

why to make dependable investments, and to show peo
ple how to save some of the half a billion dollars that 
it is estimated is sunk every year in wild-cat stocks 
and other worthless investments.

This is another of those broad uses of advertising 
that will serve as a social benefit as well as a stimulus 
to the investment business. Such a campaign would 
have stood out fifteen years ago as a radical departure; 
today it is accepted, by the public and the advertising 
fraternity alike, in a matter-of-fact way that in itself 
serves to remind us how much advertising has broad
ened in a few brief years.

Charring Yesterdav to Foretell Tomorrow

THE president of a large and very old company in 
the clothing field disclosed to us recently that his 
company had, after careful research into the sales 

records for nearly two generations back, developed a 
set of charts which promise to take out of his business 
much of the element of chance which he had always 
supposed was inescapable in a business where style is 
a major factor.

These charts show that in this company’s field nearly 
all of the elements involved, such as color, cut, ma
terials, etc., follow pretty definite cycles, and that from 
the past it is possible to foretell quite definitely what 
is likely to be most acceptable to the public in any given 
season, if indeed it is not actually demanded.

“With these charts we can go ahead with an assur
ance that quite amazes us,” remarked this president; 
“and that assurance is in itself added insurance that 
our business will prosper during any given season, for 
it gives our salesforce a sense of authority and con
viction that they transfer to their customers, and their 
customers in turn transfer to the clerks in the stores 
where our merchandise is to be sold In short, they 
both foretell and fortify. The surprising part is that 
it has taken us so long to make this discovery; it makes 
me wonder if we are not groping into the future in 
respect to other factors of our business when we might 
be charting our yesterdays to foretell our tomorrows.”

The Other Half of Simplification

THE National Electric Light Association, cooperat
ing with the Division of Simplified Practice of 
the Department of Commerce, is about to reduce the 

number of sizes and styles of electric light bulbs from 
the forty-five now in use to five standard sizes and 
styles.

There is nothing particularly significant in this step 
as it is in line with the broad trend toward simplifica
tion. But there is significance in the further fact that 
an advertising campaign is to be inaugurated to inform 
the general public of this step and point out the advan
tages and economies accruing from this simplification.

Actual physical simplification is only half of the

simplification program; the other half is to enlighten 
the consumer as to what simplification means to him in 
terms of lower prices or better values.

Other industries may well follow the lead of the elec
trical industry in its double program of simplification 
and education.

e^s
Congress Lends a Listening Ear

WHEN the present postal rates were established 
by Congress it was with the provision that they 
should prevail only until a joint committee, of the 

Senate and the House should be able to make a careful 
investigation and recommend legislation for permanent 
rates.

This committee began its hearings in Washington on 
July 20, and then embarked on a listening pilgrimage 
extending from New England to Minneapolis, starting 
with Atlanta, Ga., and moving next to Philadelphia. 
Following is the remaining schedule of its hearings, 
as nearly as can be determined in advance:

August 3 to August 8—New York, Assembly Room, Wal
dorf-Astoria.

August 10 to August 13—Boston, Assembly Room, Hotel
Touraine.

August 14—Augusta, Me., Assembly Room, Augusta 
House.

August 15—Augusta continued (morning only).
August 17—Buffalo, N. Y., Assembly Room, Hotel Statler.
August 18—Buffalo continued (morning only).
August 19 to August 26—Chicago, Assembly Room, Con- 

gres<> Hotel.
August 27 to August 29—St. Paul and Minneapolis.
This committee is earnestly seeking light on the 

question of postal rates, and expressly urges every 
business man who has ideas or suggestions that will 
contribute to a sound solution to this vexed problem to 
appear at any one of these hearings and present his 
ideas or suggestions. No invitation is necessary; the 
committee will lend a listening ear to any who present 
themselves.

Now is the time for business to make itself heard on 
the postal question—or forever hold its peace

Left-Handed Luring!SAYS the Chicago Retailer: “In order to persuade 
farmers to come to town for special days, a Kansas 
general store sent a right-hand cotton glove by mail to 

300 farmers. The customers were asked to call at the 
store to receive the left-hand glove. They came.”

Might not many businesses develop adaptations of 
this idea for sampling purposes or to stimulate personal 
visits of prospects to the stores or branches where their 
products are sold?

England Holds Its First Convention

NEARLY one thousand men and women interested 
in advertising assembled at Harrogate early in 
July in the first British Advertising Convention. Ap

parently the seed of the London Convention of last 
summer fell upon good ground, and from now on we 
may expect to see rapid growth in organized advertis
ing across the water.
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Are You One of Advertising’s 
Overspenders?
By Robert R. Updegra/I

T
HERE arc at least four adver
tisers in America who are fre
quently accused of “overspend
ing.” They are: The Victor Talking 

Machine Company, The Congoleum 
Company, Wrigley, and Joseph 
Campbell Company. Their advertis
ing appropriations run over a million 
dollars annually. Their advertise
ments seem to be everywhere—and 
nearly always in big space and prom
inent locations.

There are, on the other hand, lit
erally hundreds of advertisers in 
America who come in the class of 
the concern referred to by a New 
York advertising agency executive 
the other day in speaking of the offi
cers of a certain company: “They are 
still trying to find out how not to 
advertise without not advertising.” 

Those in the first group are try
ing to find out how to spend move 
money in advertising, with profit. 
The second group are spending as 
little money as they can and still 
make a showing and keep their 
names before the public. They be
lieve themselves wise spenders be
cause they spend so very cautiously 
—or perhaps reluctantly is a better 
word.

The bald truth is that these re
luctant spenders are, as a class, the 
real overspenders in advertising: 
they overspend and by underspend
ing. Whereas The Congoleum Com
pany, Wrigley, The Victor Talking 
Machine Company and Joseph Camp
bell Company, and half a 
dozen other of the very 
largest advertisers, are 
buying results very 
cheaply with their mil
lion-dollar appropriations 
because they are mixing 
generalship with their 
dollars.

Make no mistake: this 
is no brief for million
dollar appropriations. 
There have been advertis
ing appropriations run
ning into six and seven 
figures that represented 
gross overspending. But 
for every advertiser who . 

has overspent in this way there are 
perhaps fifty or a hundred adver
tisers who have overspent by under
spending. It is going on every day, 
this kind of overspending, in every 
field of advertising — newspapers, 
magazines, business papers, tech
nical journals, outdoor advertising, 
direct-by-mail advertising, street
car advertising, and all the other 
forms or mediums of advertising, 
individually and taken together.

The overspending usually begins 
when the responsible executives of a 
business start to answer the ques
tion, “How much shall we spend in 
advertising?”

There are a dozen ways of estab
lishing an advertising appropriation, 
and most of them are fundamentally 
wrong. Not that they are wrong in 
method: basing an appropriation on 
a percentage of anticipated sales, or 
on a certain unit of the product, or 
on a certain percentage of the pre
vious year’s profits, or on a certain 
percentage of the previous year’s 
sales, or any one of the other com
mon methods of determining appro
priations is good so far as method 
is concerned. But they are all wrong 
in approach. They remind one of a 
man laying down $18.45 at a ticket 
window and asking for that much 
worth of railroad ticket. If he is 
just 615 miles from his desired des
tination and the rate is three cents 
a mile, his travel appropriation is 
adequate, for that figures $18.45;

AAAA
’ i—Potential business available to a given advertiser.
li ■ - Must do this much business to “get by.”
C -Can do this much business without advertising, but

I not very profitably.
D—Must raise business to dotted lines. But why stop 

there? Big profits are made on the business in 
the peak.

B C

but if he is three thousand miles 
from his desired destination, he 
might better have saved his $18.45 
—or else revised his ideas and 
planned a shorter trip, but one with 
just as definite a destination.

Let us consider a case in point. 
Some years ago, a new and meritori
ous baking powder was introduced 
in the United States. The very 
large sum of one hundred thousand 
dollars was set aside for an adver
tising campaign to introduce this 
baking powder. A national cam
paign was started and everything 
went well—until the hundred thou
sand dollars was gone. The new 
baking powder was only about half 
way to its destination—National 
Distribution—but its trip was over, 
for no more money was available for 
advertising.

One hundred thousand dollars is a 
large appropriation—but not for a 
two hundred thousand dollar trip.

About the only people who re
member that baking powder now are 
the men who put up the hundred 
thousand dollars; and memories are 
all they have left to show for the 
two hundred thousand dollar trip 
they started to take with a one hun
dred thousand dollar ticket.

Had they selected for their desti
nation a less remote point—say 
North Atlantic States Distribution, 
their one hundred thousand dollars 
would have carried them through 
and. with the momentum gained and 

D

the income from current 
sales, they could then 
have bought a ticket for 
the next destination— 
South Atlantic States 
Distribution or Middle 
West States Distribution, 
and continued their jour
ney, by stages, until they 
would have reached Na
tional Distribution.

The point is, there is 
but one really sound and 
sensible way to arrive at 
a proper figure for an ad
vertising appropriation 
and that is to approach
the problem on the
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more logical basis of :

(a) The distance to be 
traveled

(b) The force necessary 
to travel that dis
tance

(c) The cost of operat
ing that force

Naturally, due allow
ance must be made for 
the ability, and even the 
willingness of the adver
tiser to spend money, and 
no one can make that de
cision for him. But the 
question of willingness or 
unwillingness, ability or 
lack of ability to appro
priate a given sum, should 
come after the distance 
to be covered, the force 
necessary to cover that 
distance, and the cost of 
operating that force have 
been analyzed.

The primary question 
should never be, “How 
much should we spend?” 
but “How far can we 
go?” or “What is our 
destination ?”

That is the basis upon 
which the Congoleum 
Company and Wrigley 
and Joseph Campbell 
Company and several 
other large and notably 
successful advertisers 
have brought their busi
nesses to their present 
huge sizes. It is just as 
possible to apply the necessary 
checks against wastefulness and 
rashness of expenditure when spend
ing a million dollars as it is when 
dealing with an appropriation of 
more modest proportions.

As pointed out by Howard Dick
inson some five or six years ago, in 
planning advertising we should come 
as near as possible to analyzing the 
problem of the advertiser in terms 
of foot-pound dollars.

Of course, it is difficult—in fact, 
impossible—to measure mental sug
gestion force exactly in terms of 
horse-power units. But it is possi
ble to get a fairly accurate measure 
if we understand the following ele
ments :

(a) Size and quality of circulations, 
which can now be determined 
fairly accurately, thanks to the 
Audit Bureau of Circulations 
and the spirit of cooperation 
among publishers and otheT ven
dors of advertising space

(b) Relative power of different sizes 
or units of space and frequency 
of insertions, which can be esti
mated with reasonable accuracy

CAMPBELL’S products—soup and pork and beans— 
are advertised regularly in so many publications 

that the first right-hand advertising page following the 
text is popularly known as “The Campbell Soup Page.” 
Campbell’s have fitted their advertising appropriation 
to their advertising objective. This is not overspending

(c) Relative power of appeal of the 
right kinds of illustrations, dis
play and copy, as compared with 
that which is not so good

(d) Momentum, already acquired. 
(Prestige, past and present 
sales, consumer readiness to ac
cept and dealer willingness to 
handle, to use a commodity sold 
at retail as an example)

(e) “Kinetic energy,” or the power 
of a body in motion to do work

IN business as in physics, mo
mentum varies with the velocity, 
mass being constant; while the 

kinetic energy—the energy of the 
body in motion—varies with the 
square of the velocity.

All of which means, put very sim
ply, that if the velocity of a moving 
object is increased from one to two 
feet per second, you have four times 
the kinetic energy; and if the veloc
ity is increased ten-fold, you have 
one hundred times the kinetic en
ergy—the power to do work.

The momentum of a gun in recoil 
and of a projectile in flight may be 
the same, but the kinetic energy of 

the projectile is vastly 
greater, because of its 
high velocity; it can do 
more work, crush more 
rock, generate more heat, 
or whatever it is required 
to do.

And just as high ve
locity is important in do
ing physical work effi
ciently, so is high velocity 
important in putting 
ideas across through ad
vertising. If the mass is 
large (a sound, desirable, 
accessible product or 
proposition), and the ve
locity is high (a suffi
ciency of advertising 
space, good use of that 
space, and sufficient fre
quency of advertisements, 
with other things—trade
pushing forces—used in 
proportion) you have 
high kinetic energy or 
power to accomplish 
work.

Mass in physics is the 
load to be lifted or moved; 
therefore, it is logical to 
say that in business, mass 
is the product embracing 
the elements, intrinsic 
merit, value of merchan
dise, and proposed total 
output. Velocity in physics 
is quantity of motion or 
speed; in business it is 
represented by the vigor 
of the use of all business 
promotion forces, such as 

the use of salesmen, advertising, 
collateral work, help of jobbers, deal
ers, and the pulling power of de
mand.

This is scientific and can be de
pended upon. It explains why prac
tically all campaigns that are based 
upon “high velocity” exploitation of 
substantial merchandise are highly 
successful

It explains why the million dollar 
appropriations mentioned in the 
opening paragraph of this article 
are not overspending but, rather, 
very shrewd spending. The adver
tiser who is able to run big space 
with frequent insertions multiplies 
the return per dollar expended at a 
high rate because he follows a policy 
that produces high kinetic energy— 
the power to do work.

Look at the problem another way. 
Diagram A represents the potential 
business available to, let us say, a 
maker of cutlery. Diagram B repre
sents the amount of business he 
must do to “get by”—pay manufac
turing costs and his overhead. With
out doing any advertising he may 

[CONTINUED ON PAGE 68]
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W hen Advertising Gets Your Goat 
Try Playwriting 

By Kane Campbell

I
SN’T it the toughest job in the 
world getting Mr. Jinks’s okay 
on a four-color back cover?

Yes, it is—not!
Wouldn’t it l»e grand and glorious 

to chuck the whole business, duck 
advertising managers, sales man
agers, vice-presidents and clients in 
general, hie yourself to the Great 
North Woods, write nnt> play every 
year, mail it to a producer and just 
reek with royalties?

And the answer to that, in the 
language of the Media 
and Persians, is, “Is zat 
so?”

In my balmy days I 
led the quiet, peaceful 
life of an advertising 
man. Of course I had 
an Idea that some day 
I should write one Great 
Play merely as my con
tribution to posterity. I 
went to see many cur
rent offerings in order to 
fortify myself with prac
tical information against 
the writing of that Great 
Play. I bought copies of 
the plays I went to see 
and subjected them to 
careful analyses. I began 
to have a curious pro
fessional feeling as I 
watched those dextrous
puppets breathe life into some lucky 
fellow's mere words. It was lots of 
fun.

Then, my Idea went to my head.
The reading of “Elizabeth’s” 

novel, “The Enchanted April,” was 
the fatal step. I thought the story 
would make a good play and I was 
sure 1 was just the fellow to dash it 
off I wrote to the author of the 
book asking permission to drama
tize. The author, very courteously, 
replied that perhaps it would be 
better were I first to make my 
dramatization of her property and 
submit it for approval.

I shall pass very quickly over the 
next two years: over months of 
calculating, gruelling, perspiring 
hours spent in producing a first 
draft which obtained for a producer

the precious dramatic rights of the 
book itself; over more months of 
rewriting, polishing, developing, 
and storing or throwing away at 
least ten suitcases full of dialogue 
and stage direction. And I shall re
sume the slow motion at the point 
where the eyes of my producer be
gan frequently to hover around the 
desk calendar; as if, after all, this 
thing might be produced on one of 
those dates. Who could tell?

I was thrilled at the business with

acts and there are only six chairs in 
the set, the heroine must sit in one 
of six places—discounting laps be
cause it wasn’t that kind of a play— 
when the hero asks her to marry 
him. At one time or another I had 
written the heroine in every one of 
those six places. It was just possi
ble that I had a word too much here 
and there; but nothing more.

Again, is zat so?
The producer’s eyes shifted from 

the calendar to the forty-seventh ver
sion of my act first which 
lay open on the desk. 
“Auth,” she said—we
knew each other so well 
we called each other by 
the first part of our first 
names—“Auth, the stuff 
you have written for the 
first five minutes of the 
first act means nothing 
You’ve got to move that 
scene to the third act.”

I sighed resignedly, be
cause we had gone over 
all that when Davis was 
running for President.

“Pro,” I said, with the 
best advertising-selling 
catch m my voice you 
ever heard, “you have 
been in this business 
even longer than I have, 
but you’re wrong, Pro,

you’re wrong. When I wrote that 
stuff in there I knew it meant 
nothing. I wanted it to mean 
nothing. Why did I want it to 
mean nothing? Because, Pro, we 
are writing this play for a New 
York audience in a mid-town theater 
and New York audiences never get 
to mid-town theaters in time to see 
the first five minutes of any play. 
Now if you were going to bring this 
play into the Century, 'way uptown, 
or the Greenwich Village, ’way 
downtown, I wouldn’t have made 
that first five minutes mean nothing. 
You can’t have that scene in the 
third act, because . . . etc., 
etc., for one hour and fifty-four 
minutes.

“Well,” the producer finally said, 
“you may be right, but,” as her eye

the calendar. I was sure my manu
script was practically perfect. A 
simple calculation by the permuta
tions and combinations I had 
learned at preparatory school, and 
which, with the arrogance of youth, 
I had been sure I should never use, 
proved that I couldn’t possibly be 
asked to make another single altera
tion in construction.

If you grant that it takes any 
hero at least two seconds to enter, 
and that a play can’t be more 
than a hundred and fifty min
utes long, it is possible for the 
hero to enter only in a hundred 
and fifty divided by—figure it out 
for yourself—places. At one time 
or another I had written the hero’s 
entrance in that many places. And 
if you use the same set in all three

[CONTINUED ON PAGE 45]
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In this part of Winton Place, 
for example, are 157 residence 
buildings. Here, 99 Enquirers 

are delivered every day.

Mis. Winton Place
...a modernflower in on old fashioned garden

N.B.
This advertise
ment is one of a 
series appearing 
as a full page in 
The Enquirer. 
Each advertise
ment personalizes 
a Cincinnati 
suburb by describ
ing the type of 
woman character
istic of that sub
urb: in each ad
vertisement, too, 
The Enquirer's 
coverage of the 
district is shown.

What a picture' Marigold and phlox, larkspur and Canterbury 
bells—a bewildering maze of beauty—the Old-Fashioned at its 
loveliest! You half expect a Colonial maid to come dancing forth 
from the roses. But no—there beside the sundial is a trim, ultra
modern figure It is Mrs. Winton Place.

As she turns toward the house, your mind again skips back to 
far-off yesterdays. It is such a gallant old house. But enter with 
Mrs. Winton Place. Another surprise! That console radio cannot 
be a year old. The silverware on the buffet is of a brand-new 
pattern.

And Mrs. Winton Place's life is just as modern as the interior 
of her home. Mothers’ clubs and bridge teas, church bazaars and 
musicales—all these claim her time. But brimming with activity 
as her days are, the after-breakfast hour is always reserved for The 
Daily Enquirer. Most of her neighbors follow this custom, too. 
For in this community are 561 residence buildings; here, 314 Daily 
Enquirers are delivered.

It goes without saying that Mrs. Winton Place is a valued 
customer of many Cincinnati stores. But her wants are countless 
—many other merchants have things she would be willing to buy. 
Of course she cannot guess what they are—you, Mr. Advertiser, 
must tell her. Tell her in the paper she reads every day—The Daily 
Enquirer!

I. A. KLEIN 
New York Chicago

R. J. BIDWELL CO.
San Francisco Los Angeles

The CINCINNATI

ENQUIRER
“Qoes to the home, stays in the home”
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Written by Our Readers
Mr. Hustacc Comments 
on Censorship

Edison Storage Battery- Co., 
Orange, N. J.

August 3, 1925.
To the Editor:

William E. Cameron’s article on 
publication censorship in the July 29 
issue of Advertising and Selling 
Fortnighhtly contains some interest
ing statements and arguments.

If Mr. Cameron wishes any assis
tance in “hanging the censor” I shall 
be very glad to supply it.

At the present time we are engaged 
in acrimonious controversy with sev
eral trade papers who assume not only 

, to censor advertising with regard to 
the truth of the statements contained, 
but also wish to have us omit from our 
advertising any explanation of why 
Edison Steel-Alkaline Batteries justify 
a higher first price than the common 
variety of lead-acid battery.

The comparative copy “bug-a-boo” 
has reached the point where the pos
sible effectiveness of advertising copy 
has been cut way below normal and 
“institutional” advertising seems to be 
demanded as a protection to the pub

I lisher from the fear of contract can
cellation upon the part of competitors, 

» regardless of its value to the concern 
1 paying the bills.

The attitude seems to be that point- 
I ing out any revolutionary change in a 

product must be either untruthful or 
II “unethical.” Those who read your 

copy may consider your product 
■ superior to the competitor’s and as a 

consequence the sales of the latter will 
drop and their advertising be less effec- 

[ tive, thus making it ’ikely that the ad
vertising may be entirely discontinued, 
with thi result of temporary loss to 
the publisher and the advertising 

ii agencies.
It is nn axiom of sound economics 

that any invention which does a cer
tain piece of work quicker, better or 
more cheaply than existing machinery 
will eventually supplant the old design. 
The incandescent lamp succeeded the 
open gas flame in most offices, factories 
and homes. The motor truck is play
ing hob with the railroads on short 
hauls. The mathematical machine is 
doing the work of the old time ac
countant. In industry, at any rate, 
evolution is a proved fact.

Advertising cannot hold back eco
nomic progress but advertising can 
hasten it. The very men who assert 
you must not use comparative copy 
also assert with equal fervor that ad
vertising is the chosen instrument of 
progress, thus presenting, to my mind, 
two contradictory views.

Eventually there will be more space 
sold, and more agents’ commissions, 
and more money for salaries for those

who use advertising as a sales 
weapon.

Isn’t that a more far-seeing attitude 
for advertising progress than that pre
sented by the censor?

Very truly yours,
A. M. Hustace, 

Advertising Manager.

A South African Viewpoint of 
Quality vs. Price

William H. Major, 
Advertising Agent, 

Cape Town, South Africa.
14th June, 1925

To the Editor:
This long deferred pleasure has been 

crystallized into fact by “Henry Eck
hardt’s” words on “Mere Quality” in 
your first April issue.

I am advertising for a firm who ope- 
rat es a chain of Drapery stores in South 
Africa, and our word is “PRICE." 
Searching for a fresh angle with which 
to tickle the Public’s palate, it occurred 
to ine recently to shed a little “White 
Light” on the “Quality” big drum, 
which is beaten to death in this city as 
elsewhere.

Opening the Fortnightly a few days 
.ater, it was good to find how Mr. 
Eckhardt’s views coincided with my 
own. My actual experience is, that 
whenever I have put the soft pedal on 
our price appeal and ventured into the 
realms of Atmosphere and Quality, a 
falling in sales has resulted.

This quality “Bogey” nas been a 
thorn in my flesh for a long time. Read
ing many of the Publicity journals of 
England and America, I have won
dered why the dissertations of those 
who write in them are nearly always 
directed at the man who is advertising 
to a “Quality” public, for whom Price 
is supposed to be no object.

It would seem, indeed, that this is a 
world of Quality Goods, Quality Buy
ers, Quality Sellers and Quality every
thing else. Mr. Eckhardt has put his 
finger on one of the flies in this oint
ment, because humanity, rich, middle 
class or poor, are, what they are, when 
it comes to getting value for money 
paid, or owed.

And there is another aspect of the 
question which may not perhaps be so 
apparent to rich America as it is to 
middle class and poor South Africa.

We are, compared with your stand
ards, a poor community. Two-thirds 
of the population of this city cannot af
ford to buy first grade goods even ac
cording to our Cape Town standards, 
where a 25 guinea frock is considered a 
very expensive item indeed, and nine 
guinea suits are only for the very, and 
few elite.

“What am I going to do about this?” 
says the advertisement man whose

work is pointed toward the mass of 
the people who must have food and 
clothes and blankets, etc., albeit they 
cannot, and in many cases do not even 
want to buy “Quality” goods.

Turning to his journals for help and 
inspiration, what does he find? Qual
ity—quality is thundered at him from 
all quarters of the globe. He is told 
that Quality alone pays. He is told to 
spend his employer’s good money on 
educating his Public up to wanting 
something they CANNOT buy. Put up 
ip well rounded phrases, it sounds 
grand; but if it isn’t (as far as he is 
concerned) what you good people call 
pure unadulterated Bunk, please tell 
me.

Come out of the clouds, you adver
tising mentors. Get down to Mother 
Earth and feel the pulse of the Public 
whose quality horizon is restricted by 
the limitations of their mentality, en
vironment and spending powers—for 
they are here.

This planet, Sir, is inhabited by peo
ple of vastly differing qualities. There 
is room, and there are goods for us all, 
and so soon as the Advertising High 
command of the World take due cog
nizance of this pungent fact, so soon 
will the millions now wasted on “Qual
ity Only” advertising be directed into 
more profitable channels..

So now you have my little grouse, 
Mr. Editor, and to it may I add a sin
cere appreciation of the Fortnightly 
as a guide, philosopher and friend.

William H. Major

Memorable Words!
Rogers Peet Company 

New York
July 29, 1925.

To the Editor:
When jour issue of today interrupted 

my work this morning, I became par
ticularly interested in what Henry 
Eckhardt had to say about putting 
words together for memorable effect, 
especially where he says “Who can 
hear ‘The Mikado’ and not go away, 
phonographing for the rest of his 
life: ‘Kingdoms animal, vegetable and 
mineral’?”

Well, sir, since he wants to know, T 
can do just that, and I bet I can find 
eight or nine—say fifteen, in round 
numbers—thousand other men who feel 
as T do about it.

But we all can go hear “The Pirates 
of Penzance” and thoroughly enjoy lis
tening to the Major General when, 
about the middle of the first act, he 
sings of (are you listening, Mr. Eck
hardt?) “matters vegetable, animal 
and mineral ”

Yours, in the interests of Memorable 
Words Week,

A. C. M. Azoy, Jr.
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THE INTERRUPTING IDEA
NUMBER TWENTY-NINE NEW YORK AUGUST I925

Wtlliam James

There are certain common lines, along which men are 
inflammable by ideas.

Painless
Reading- Matter

In the editorial platform of the New York Eve
ning Post, written in 1801, is this:

“The design of this newspaper is to diffuse 
among the people correct information.”

The editorial platform of the average publication 
of 1925 vintage is this: “To entertain.” 
Today is the day of painless reading-matter.
And the most painless “reading-matter” of all is 
the picture.

Newspapers and magazines arc therefore steadily 
increasing the proportion of “pictorials,” and 
steadily decreasing the length of articles and 
stories.
Most advertisers are following suit.
They pay upwards of $ 10,000 for a double-page 
spread, and fill most of it with picture.
They buy a $2,000 painting by some famous 
illustrator, yet hardly inquire into the text.
They have their advertisements done as studies 
in design, and are perfectly content to have their 
copy relegated to a “color” in the composition.

§
But the advertiser’s problem differs from that of 
the publisher’s. He is trying to sell goods.
When the great American Purchasing Agent, 

the American woman, buys an article, that sale 
is the result of a process something like this:

I. Developing the need.
2. Discovering the product or products 

which meet this need.
3. Comparison.
4. Conviction and sale.

A picture, even a layout, helps wonderfully in 
the first step,— developing the need. It helps 
wonderfully in the second step—drawing atten
tion to the product. But when the sale-process 
comes down to the third step, comparison, the 
Purchasing Agent wants to know:

— what the product will do?
—how well will it do this?
—why?

In a sentence—
She wants the 1 nt eresting facts about an interesting 
performance.

Now, a picture can rarely state facts about a 
product.

A picture can rarely describe excellence of per
formance, or give reasons why.

A picture can rarely draw comparisons, or point 
out distinctions.
A picture can rarely secure conviction, or induce 
action.

It takes copy to do these things. .
That is why few advertisements can have more 
sell than their copy.

§
Federal has prepared for Belding’s Silks a new 
campaign which women have called “stunning.” 
Beautiful fashion drawings and beautiful typog
raphy make women feel that here is a message 
for the discriminating.
Yet this is the lesser strength of these advertise
ments.
The copy emphasizes “Belding’s Silks Wear 
Well.” It explains the deception in weighted 
silks. It gives a real reason, an “interrupting” 
reason, for insisting on Belding’s Silks.
'That is as it should be.
That is as all advertisements should be—as all 
Federal advertisements are.

§
“The Interrupting Idea” is also issued as an in
dependent 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 York.
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This Intangible Thing Called 
Reader Confidence

By Harry Tipper

T
HE actuary cannot tell 
any better than the rest 
of us when any particu
lar individual may die, but he 

can say with a remarkable ac
curacy how many people will 
die of typhoid within a given 
period and he can tell whether 
the causes of death are chang
ing, and to what extent, 
whether life expectancy is in
creasing or diminishing. In
dividually, that is of little 
concern to us who are inter
ested primarily in our own 
cases, but we get the benefit of 
the rates on the insurance and 
the medical knowledge.

Similarly, the publisher can
not tell you to what extent 
the individual reader will 
browse through the publica
tion. He does not know what 
the individual reader will buy 
or when. He does know 
whether the desire for the pub
lication is increasing or de
creasing, whether the interest 
is keener or not so intense. 
He knows that in this year 
about so many people will buy 
the publication, and that cer
tain types of editorial matter 
will make his book readable 
and authoritative. He does know 
how much his subscribers will pur
chase in general and what.

We are fond of considering that 
individuals, whether in business or 
social affairs, have many interests 
in common. From the fact that they 
have many common necessities 
which are practical requirements of 
day to day life, we argue that there 
are many common interests, but as a 
matter of fact, the practical evidence 
does not support this view. Out of 
hundreds of people that the indi
vidual may meet, most of them re
main shadowy acquaintances; a 
small number, in comparison, enter 
the individual social circle and be
come friends in the general accept
ance of the term; but there are very 
few to whom we are willing to give 
up our real confidences and to talk 
at large about our ambitions and

Harry Tipper
General Hales Manager, General Motors Export Co.

desires. In other words, out of the 
number of people with whom even 
the most lonely come in contact, it 
is difficult to pick out just a few 
who may be regarded as real friends 
and with whom the conversation can 
be free, frank and confidential. In 
ordinary life, therefore, we are lim
ited to a very few topics of con
versation and, of these few, only one 
or two are permanently interesting.

I
WAS at a reception not very long 
ago, which gathered out of the 
suburban vicinity in which I live 
200 or 300 people who represent the 

most responsible and intelligent of 
that town. Circulating around and 
dipping into one conversation and 
then another, just to see what was 
the burden of the talk, it was no
ticeable that among the men the 
shift and change of their remarks 

always brought the conversa
tion back to business, to eco
nomic conditions and to the 
practical affairs with which 
the man has to deal. One or 
two other subjects were of con
siderable interest—f or i n- 
stance, golf and automobiles— 
but the conversation could 
always be brought back and 
kept alive by business. Among 
the women the same thing was 
true, only the business of most 
of the women dealt with the 
household, so that the conver
sation came back to servants, 
schools and the exigencies of 
social life which constitute the 
woman’s practical activities in 
such a place. In other words, 
there are few deep interests in 
life and there are fewer in
terests which can be talked 
about with any degree of con
fidence in a crowd.

People see only those things 
in which they are interested 
and their concentration is di
rectly in proportion to the 
interest and definitely asso
ciated with the interest. I 
read a golfing magazine be
cause I still have aspirations 
to be a golfer, despite the dis

couragements, but it would be use
less to advertise a business proposi
tion to me in that magazine My 
attention is so closely identified with 
the associated interest that I should 
pass, almost automatically, anything 
which did not deal with the field of 
activity with which that publication 
is associated in my mind.

This fact about the subscriber to 
a publication and the definite limita
tions of interest in reading is one 
of the points which we have not con
sidered to any great extent in exam
ining the value of a particular me
dium in connection with our work.

There is no deeper interest than the 
interest in business and there is nb 
type of reading which receives the 
considered attention given to in
formation about business, yet by a 
curious anomaly we are more easily 
convinced of the interest displayed 

[continued on page 54]
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"Business 4 nul y sis anti Forecast Section'.

BUSINESS LOOKS FOR FALL RECOVERY
Expect firmer prices and better buying after summer inactivity is over
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“THE FINEST THIRST I EVER KNEW”
(A Symposium by Eminent Artists)

III.—The Thirst that Saved a Life 
By W. HEATH ROBINSON

“Safety Thirst” might almost be the title to Heath Robinson’s 
thriller. At any rate the reverend gentleman who was to have 
Erovided the solids for the Cannibal King's banquet could thank 

is lucky stars that the liquids he had thoughtfully packed proved 
so effective a diversion.
It would be difficult to find a (Jrink that accords with a good 
thirst so well as Barclay’s Lager. It has the true Lager flavour, 
and in the refreshing coolness that abides in its clear amber 
depths there is satisfaction beyond word'.

LICHT OR DARK

BARCLAY. PERKINS & CO., LTD., SOUTHWARK. LONDON 8.B.1

“THE FINEST THIRST I EVER KNEW” 
(A Symposium by Eminent Artists)

VI.—Captain Coe’s Finals
By WILL OWEN

Seafaring men, like camels, can go a long time without a drink. At any 
rate when they're at sea. Ashore the sailor's thirst is proverbial, and here 
his resemblance to the camel, who loads up in advance of a voyage, 
becomes even more marked. As a means of coping with both present and 
prospective thirsts there are few drinks so agreeably efficacious as Barclay’s 
Lager. Cooling, invigorating, satisfying, it is the equal of any Lager that 
any country has yet produced.

LIGHT OR DARK

BARCLAY. PERKINS * CO., LTD., SOUTHWARK. LONDON, S.B.1

(\)py That Illustrates Pictures

T
O the average American mind 
the advertisements reproduced 
here will probably bring mem
ories, fond or otherwise, of the care

free days before the coming of the 
Great Drought—those pre-Volstead 
days when one might call a beer a 
beer without going into fractional 
percentages. The benighted British, 
however, still boast about their 
thirst and advertise its remedy. We 
reproduce these samples, not with 
an idea of heaping coals of fire, but 
because they seem to us admirable 
examples of an advertising idea 
which appears to be indigenously 
English, and because we rather en
joyed them for their own sakes, 
possibly with a certain vicarious 
smacking of the lips.

There is a pronounced imperson
ality about all American advertising 
which we have come to take more 
or less for granted. Who writes the

By Frank Hough
copy for certain advertisements? 
The agencies involved could tell you, 
but who in the layman class gives a 
hang? The name of the artist often 
appears scrawled in some obscure 
corner of the illustration, but in 
most cases it remains a mere name, 
even when it can be deciphered at 
all. About the only definite per
sonality in American advertising 
upon whom we can lay a figurative 
finge»- is the testimonial lady from 
Bococus, Arkansas, who lost fifty 
pounds in three days. Bui our in
terest in her is generally dissipated 
by one look at her photographs— 
before and after.

In England, however, an artist 
becomes a definite personality. It 
is his picture that tells the adver
tising story and it is this picture 
around which the text is written, 
very frequently by the artist him
self. Thus our version of the 

process is reversed: the illustration 
becomes the text and the text be
comes the illustration. The caption 
of the advertisement is the caption 
of the picture, and below it in 
smaller type is the artist’s name— 
“By So-and-So.” In each case in 
this particular series—“The Finest 
Thirst I Ever Knew”—he is an 
“eminent” artist. (See italics under 
series title.) Just what is the con
notation of that ambiguous ad
jective in this particular case we 
are not prepared to state. In 
America artists are good, bad or 
indifferent—seldom if ever eminent. 
But the word has a pleasant sound 
and if we are to judge by Will 
Owen, W. Heath Robinson and sev
eral others whose works we have at 
hand, eminence is a quality much to 
be desired in advertising. It would 
seem to indicate a certain keen 
human insight, an ability to express

[CONTINUED ON PAGE 76]
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¿giftlfilieWtpSpof
^^The place where husinesshas been 

^ood Einftt consecutive months.

Farm prices in Kansas are very satisfactory. 
Present crop conditions and the outlook for fall 
crops are excellent.
Kansas is a good market and everything indi
cates that it will continue to be good.
During every month this year Kansas Farmer 
has made advertising gains over the corre
sponding month of last year.

KANSAS FARMER1 > ■ AND MAIL & BREEZE - -
Published by Arthur Capper 

Topeka-Kansas
Chicago Detroit New York Philadelphia Cleveland Kansas City St. Louis San Francisco
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Using the Motion Picture in Public 
Utilities Advertising

[CONTINUED FROM PAGE 21]

Courtesy Visugraphlc Pictures, Inc.

A number of the films illus
trate the actual application of 
the power to everyday house

hold tasks

human interest element which holds 
a strong personal appeal, and this 
may be used as an opening wedge 
with which to enter 
the consciousness of 
the individual.

Typical of this 
class of films is the 
one entitled “Why 
Husbands Come 
Home.” This is actu
ally a miniature one- 
reel photoplay. The 
title is a poignant 
but inoffensive trav
esty on a certain type 
of lurid melodra
matic “movie” title. 
The story deals with 
a young woman who, 
though her husband 
runs his office with 
the most up to date 
equipment available, 
is herself a slave to 
the old- fashioned 
form of housework. 
The thread of the 
plot hangs upon her 
discovery of the 
power and practica
bility of electrical 
equipment through a 
visit to her hus-

band’s office during his absence, and 
her application of this power in her 
own home. We are not preaching a 
sermon and we are not selling a 
specific product. We are merely 
telling a human little story, illus
trating the solution to a present day 
human problem, and we try to tell 
it in a human way, with light 
touches of humor here and there 
and as little as possible of heavy 
drama and technical exposition.

Our latest film takes up both sides 
of the proposition. It aims to show 
the manufacture, distribution and 
utilization of the power from the 
mining of the crude elements to the 
practical application by the average 
small user. Thus, the first scene 
shows the actual mining of the coal, 
its shipment to 1 he generating 
plant, and then the many phases of 
the manufacture of the power. It 
even shows the importation of the 
fuel from abroad during domestic 
coal strikes. The company must 
keep functioning at all costs. It can 
spare no expense where its service is 
concerned, and it does spare no ex
pense. It is the public’s right to know

1N presenting the human side of the question a miniature 
photoplay is used with scenario, cast and all the para
phernalia of the studios. Above is a scene taken "on location 

during the filming of “Why Husbands Come Home,” typical 
of The New York Edison Company’s “human interest” films

Courtesy N. Y. Edison Co.

Films dealing with the manu
facture of the power show 
each step of the long, compli

cated process

this and our right to show them. 
From there the story is carried to 

the home of a typical American 
family. There is no 
plot to this story, 
and not the most 
minute detail of a 
single scene is faked. 
It is photo-realism in 
the literal sense—an 
absolutely sincere 
cross-section of 
American life.

There are millions 
of such homes in the 
country, varying only 
in details. The prob
lem that confronted 
the photographers, 
however, consisted in 
finding such a home 
wherein conditions 
were suitable for 
photography and 
such a family which 
would be willing to 
act in the piece. 
These difficulties 
were finally sur
mounted, and the 
picture, true in every 
detail, was created.

The first scene 
takes place on a Sun-

[CONTINUED ON PAGE 50]
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RECENTLY I spent several eve
nings with Otis Skinner, not in 

"person, but within the pages of 
his book, Footlights and Spotlights. 
In this book lie recites an incident told 
him by Joseph Jefferson which inter
ested me keenly, not only as concerning 
the moot question as to how keenly the 
actor should feel the emotion of the 
part he plays, but, as applied to adver
tising: how far can sheer integrity of 
purpose take the place of professional 
skill in the writing of copy?

Here is Jefferson’s illuminating 
story:

“One night in The Fool’s Revenge I 
became aware that my acting had gone 
beyond a merely mechanical perform
ance of the Jester. It was all real to 
me. I was Bertuccio. The love and 
tenderness I expressed for Fiortlelisa 
were my own love and tenderness; it 
war my own malevolence that I spat 
out against the Duke, and my own 
anguish which shrieked at the discov
ery of my daughter’s 'betrayal. It was 
an entirely new experience. I came off 
the last scene with tears streaming 
down my cheeks and my body racked 
with emotion. While I was recalling 
myself in a kind of wonder that it had 
truly happened—in a theater, before an 
audience—my own daughter, whe had 
been watching the play from a box, 
came running up in some alarm. She 
put her hand on my forehead, felt my 
hands and said: ‘Father, what’s the 
matter with you?’ I was pleased in
deed. She had felt it too. ‘I did play 
it well, didn't I?’ I cried. ‘Play it well! 
That was the worst performance of 
Bertuccio you ever gave in your whole 
life!”’

—8-pt—
Discussing this same point at an

other place in the book, Skinner says:
“I was learning the lesson that every 

actor must learn in his storm and 
stress—that an emotional debauch is 
not an expression of feeling in acting. 
That he should feel the emotion of his 
scene is unimportant if his audience re
mains unmoved. They are the ones to 
supply the emotion; his the art that 
supplies the suggestion.”

All of which is worth mental rumina
tion

Not long since, the editor of this pub
lication wrote an erudite editorial on 
the Pennsylvania Railroad’s latest in
spiration—the giving of names to its 
fast freight trains instead of designat
ing them by numbers. Creating greater

THE Q-pt PAG
Bodkins

train individuality, as it were, and giv
ing the freight trains publicity.

This morning’s paper carries the in
telligence that already the naming of 
these trains has resulted in improving 
their time records.

It seems to be impossible to adver
tise any product or service without it 
resulting promptly in improvement in 
that product or service. That is almost 
a Law of Advertising!

—8-pt—
I have made a most interesting dis

covery concerning Lydia E. Pinkham, 
our old friend who, according to the 
testimonials, used to send whole news
paper columns of women to bed re
freshed every night after a hard day 
over the washtub, as a result of taking 
only one or two bottles of her vegetable 
compound—I say, I have discovered 
that Lydia has gone to college!

For witness this, snipped from a col
lege publication:

HER BIGGEST COLLEGE DANCE

Mcppcd forth upon the rhnee floor. By her ; thepopubu
foorboll player who had invited her to the biggest college dance 
of die year. She h»d looked forward <o thi» moment for wceki

Lijdia L Rnkliam's 
Vegetable Compound

5 The sky waa «raked with rhe fir« light of dawn when rhe 
dance ended and the football man eacorted her and her chap- 
ctooe to the hotel where they were «tying

5 The college girl was tired, bur it was the delicious wcanncaa 
of well-earned alecp, Her feet ached; but that was to be 
expected. She seared herself on the sofa in bet room and 
hugged her knees with delight

5 "Wasn't it wonderfulshe exclaimed to ihe sleepy and bored 
chaperone "I never felt better than I do right this minute."

Verily, it is a jazz age in advertis
ing as well as in art and music!

—8-pt.—
The old scheme of placing a hand- 

painted thermometer of heroic size out
side of a theater with the “mercury” 
conveniently painted fifteen or twenty 
degrees cooler than street temperature 
has lost much of its potency because 
the public has become suspicious of 
painted temperature«.

But now comes the Rivoli Theater, 
New York, with a scheme for banishing 
this suspicion by scientific means, as it 
were. Outside on the sidewalk it 
has mounted a recording thermometer 
which shows the temperature inside 
the theater at the moment and at any 
previous time during the day. How 
much more convincing “copy” this 
than a theatrical press agent could 
write.

—8-pt.—

Such national issues as the recent 
agitation for increased pay for postal 
employees, which resulted in the pas
sage of a bill by Congress raising 
postal salaries all along the line, are 
apt to be regarded merely as political 
deals which in the end serve to in
crease our taxes without being of any 
practical benefit.

That such is not the case is brought 
out interestingly by the experience of 
Postmaster Dunn of Scarsdale, N. Y., 
with whom I lunched today. Last fall 
when Postmaster Dunn advertised an 
examination for Post Office workers, 
not a single applicant appeared on the 
day set for the examination, though 
the matter had been given wide pub
licity. Whereas, this spring, after the 
rate of pay had been increased from 
$1,400 to $1,700, the Postmaster told 
me that when he. advertised this same 
examination, twenty-one applicants ap
peared on the appointed day, and a 
better class of men, for the most part, 
than usually applied.

The quality of the postal service in 
any community is governed largely by 
the personal intelligence and capacity 
of the men making up the postal force, 
and this in turn is governed by the 
number of men from which a selection 
can be made when positions are open.

If the Scardalc Postmaster’s recent 
examination is any indication of the 
effectiveness of the increased postal 
salaries in attracting men, as it seems 
to be, then the matter ceases to be a 
vague political machination and be
comes of practical local benefit to each 
community, and of real value to the 
busines« world.



August 12, 1925 ADVERTISING AND SELLING FORTNIGHTLY 41

The Farm Journal 
Has Always Been 

a 
Monthly

The Farm Journal was 
founded as a monthly—in 
1877* And in all the years 
since, it has continued to 
be a monthly because that 
is the ideal frequency of 
issue for a general farm 
paper*
As a monthly The Farm 
Journal has built up the 
largest circulation in the 
farm paper field. Its big 
production in circulation 
and lineage makes pos
sible its lower manufactur
ing and overhead cost per 
thousand circulation.

This big saving is devoted 
to better reading matter, 
better paper and better 
printing—to producing a 
publication that is more 
interesting, that stays in the 
home longer and secures 
repeated attention. To the 
advertiser this means a 
longer period of influence 
per insertion.
All that is said now with 
such unanimity in favor 
of monthly general farm 
papers has been true of 
The Farm Journal for 
nearly 50 years.

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.

Ik farm Journal
first 1 in the farm field

PHILADELPHIA NEW YORK CHICAGO BOSTON SEATTLE SAN FRANCISCO LOS ANGELES
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Selling Where the Profits Are
[CONTINUED FROM PAGE 20]

When all of these proper items of 
selling expense are figured in it is not 
hard to see why the cost per call often 
runs over $100 as it did for the manu
facturer whose problems I am describ
ing.

The owners of this concern were con
vinced that all wholesalers were about 
as useful to the economic system as 
is a tape-worm to the human body. 
Consequently they went direct to the 
retailer in all territories.

WHEN the sales in the territories 
west of Denver were charged 
with the actual cost of selling on the 

cost per eall basis instead of with thé 
percent selling cost for the company as 
a whole, it became evident that fully a 
third of the net profit made in the 
East was being lost in the West.

As a result the company approached 
several strategically located jobbers in 
the West who, between them, could ef
fectively cover the territory. These 
jobbers were wdlling to handle the line 
on a margin which left the manufac
turer an entirely satisfactory profit. 
Because the jobbers’ salesmen were 
already traveling the territory with 
other lines the jobbers could make a 
profit. Everybody was happy.

By applying the cost per call to all 
retailers it was found that a substan
tial number of the Eastern retailers 
were as productive of losses as was 
the entire Western territory. For the 
purpose of analysis it was found that 
all retailers could be conveniently and 
informatively grouped into five classes: 
namely, those buying less than $100 
worth of the product in a year, those 
whose purchases were from $100 to 
$500, those between $500 and $1,000, 
$1,000 to $2,000, and those who bought 
more than $2,000 worth.

In one of the eastern territories the 
company sold to 51 dealers. The net 
profit for the territory was 18 per cent 
of the sales which had always seemed 
satisfactory until our analysis showed, 
for the first time, what it might be. 
Twenty-one of the agents, comprising 
the two classes which bought less than 
$500 worth of goods a year, succeeded 
in causing the manufacturer a loss of 
$3,000 which was 53 per cent of the 
sales. The $500 to $1,000 class gave 
a net profit of 1.5 per cent, the $1,000 
to $2,000 class a profit of 20 per cent 
while those who bought more than 
$2,000 of goods per year made a profit 
for the manufacturer of 30 per cent.

Had 37 of the unproductive retailers 
been dropped entirely, the territory 
then containing only 14 dealers would 
have returned net profits of $13,000 as 
against only $11,000 from 51 customers.

Even more important than this im
mediate increase in net profits would 
be the release of 119 days of the sales-

nian’s time which he was spending 
with the unprofitable dealers. The cost 
per day for the salesman in this ter
ritory was $75.

The smallest dealers averaged two 
days of a salesman’s tune each year. 
As they bought on the average only 
$90 worth of product it is apparent 
where the profit went. The dealers in 
the highest class averaged purchases 
of $4,500 a year but took up only an 
average of seven days a year.

The territory which I have described 
is not a particularly horrible example 
ctiosen to prove my contention. It was 
fairly typical. A few were slightly 
better—most, however, were far worse.

FOR example, in another territory 
a loss was registered by all dealers 
who bought less than $1,000 yearly. 

Thus 57 accounts out of 69 were a dead 
loss, fu one territory 74 per cent of 
the dealers accounted for only 26 per 
cent of the sales, yet 60 per cent of the 
total selling expense was spent on them 
In another territory 81 per cent of the 
sales came from 25 per cent of the 
customers and in another 70 per cent 
of the sales were made to 24 per cent 
of the retailers.

The cost per call indicated the treat
ment needed. For one thing it was at 
once apparent that a dealer must buy 
$370 worth of the product to warrant 
a salesman in making two calls upon 
him in a year. To justify three calls 
a year purchases of $550 must be forth
coming.

The first step in turning sales into 
net profits was to decide, with the help 
of the salesman and the branch man
ager, which of the accounts under 
$1,000 a year were susceptible to such 
stimulation as would raise them to the 
next higher class, and which were hope
less. Those which offered no hope of 
growth were turned over to nearby 
jobbers whose salesmen could handle 
the business at a lower selling cost. 
The others were temporarily given 
more of the salesman’s time in the 
effort to bring them up to a profitable 
volume.

The desirability of giving more at
tention to the profitable old dealers 
was pointed out in another way, once 
the cost of selling was based upon the 
cost per call.

It appeared in cold figures that an 
order of any size from an old account 
was far more orofitable than one from 
a new dealer. Yet this company spent, 
in round figures, a quarter of a million 
dollars a year merely to replace the 
dealers who had left the fold. Many 
of them strayed because they felt they 
were not getting the attention they 
should get and believed that other man
ufacturers would value their orders 
more highly. ■

Others were poorly chosen in the first 
place due to the pressure which was 
put upon the salesmen to get new deal
ers. The sole test of the desirability 
of a prospective dealer had keen his 
rating by Dun or Bradstreet. These 
agencies are excellent guides as to 
credit but they do not pretend to tell 
whether a merchant can sell goods in 
profitable volume.

Blind reliance upon credit ratings 
is a prolific cause of selling troubles. 
In the first place, as already suggest
ed, a good rating may result in selling 
to a retailer who is a dead one. On 
the other hand the fear of having to 
write off a few bad debts often shuts 
out business which would return a 
profit.

Consider, for example, a concern 
which for years had been very rigid 
in its credit policy. A great many 
of the contractors who are the users 
of the commodity which it makes have 
no credit rating and are notoriously 
poor business men. The concern abso
lutely refused to sell to them, over
looking the fact that some one—prob
ably a competitor—was supplying their 
needs.

THIS concern’s product was sold at 
a gross profit of 30 per cent on the 
selling price.

A very careful study of the market 
which was shut out because of a deter
mination to keep credit losses below 
1 per cent showed several interesting 
things. One was that by lowering the 
bars to the point where only $4 out of 
every $5 of the new business was rea
sonably sure to be collected, an ad
ditional volume of $500,000 would be 
secured with no additional selling cost. 
In other words the credit department 
had been refusing one-ninth of the bus
iness which the existing selling force 
could sell although 80 per cent of what 
was turned down could probably be 
collected. The company had been do
ing a business of $1,000,1X10 at a sell
ing cost of $1,200,000. Even though 
bad debts on the extra $500,000 amount
ed to 20 per cent, the company’s net 
profits would increase $100,U00.

The suggestion that this policy be 
followed brought forth terrible wails 
from the credit department and the 
treasurer. The sales department was 
for the idea from the start and in time, 
the owners decided that an extra $100,
000 in dividends was more to be de
sired than a self-satisfied credit depart
ment.

Pride in the ability to keep losses 
low is sometimes very costly. It is 
entirely possible to eliminate bad debts 
entirely by the simple procedure of re
fusing to sell anything to any one. 
Ridiculous you say? Only in degree. 
As long as net profits can be increased
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Tradition-bound
is Market-blind!

Ask any man what kind of materials the mining industry 
buys and he will answer: “Drills, blasting powder, smelt
ing and refining equipment and that sort of thing.”

Tradition limits his opinion. He does not know that this 
industry purchases in quantity a thousand-and-one items of 
equipment and supplies that are vital to its prospecting, de
velopment, mining, transportation, hoisting, storage, con
centrating, smelting and refining operations. He does not 
realize that this industry’s average purchases per company 
are the highest of any of the other raw product producers.

The tradition established by old-fashioned methods has 
prevented many a manufacturer from visualizing the modern 
mining industry as a profitable market for his product.

In the interest of reducing marketing expense to the 
mining industry and buying expense within the mining in
dustry, Engineering and Mining Journal-Press has pre
pared a Mining Marketing Survey.

This Survey shows present sales opportunities and also the 
trends and probable future of the mining industry.

Back of this Survey is the reputation of a McGraw-Hill 
publication which has served the mining industry for 65 
years.

If you have been tradition-bound as to your sales oppor
tunities in the mining industry, this Survey will clear away 

• your market-blindness.

Engineering and Mining 
— Journal-Press

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

—a McCjraw-Hill publication
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A seasoned staff
To advertisers coming in contact with this 
direct advertising organization for the 
first time, the Evans-Winter-Hebb staff 
of merchandising men is a revelation.

And advertisers who regularly employ 
the services of this organization find in 
this seasoned staff the source of valuable 
contributions to their advertising plans.

To you, as an advertiser, the significance 
of this personnel lies in its breadth and 
in its cumulative experience, in its solid 
foundation and in the fact that, while it 
is well grounded in all phases of adver
tising, it confines its entire energies and 
abilities to one branch of advertising— 
direct advertising.

The Evans-Winter-Hebb staff derives 
its quality from its association with un
questioned leaders in many lines of mer
chandising. It derives its authority from 
the results of its practice.

Evans-Winter-Hebb Inc Detroit
822 Hancock Avenue West

The Evens -Winter-Hebb organization has within itself complete facilities for 
the planning and production of direct advertising and other printing: Ahilysi"

Plan • Copy • Design • Art • Pho ' Engi iving - Letterpress and 
Offset Printing ■ Binding • Mailing

1 what difference does it make what the 
credit losses amount to?

The brunt of determining to whom 
credit should be given is put upon the 
salesmen as they are in the best posi
tion to make investigations on the spot. 
This is sometimes dangerous, for sales
men are notoriously over-optimistic. 
But a way was worked out which has 
been entirely satisfactory.

THIS concern paid each of its sales
men a salary and expenses to
gether with a bonus at the end of the 

year dependent upon such factors as 
net profits, comprehensiveness of his 
reports, success in developing dealers 
and so on. For each achievement he is 
credited with a certain number of 
points, and for each failure, points are 
taken from him. His business sagacity 
in granting credits is invoked by debit
ing him, if the account goes bad, with 
double the number of points he would 
otherwise have realized from that ac
count. The bonus on the account makes 
him eager to sell; the penalty keeps 
him from being too eager. Such a pen
alty will also lead him to do some diplo
matic collection work on a shaky ac
count.

All of these changes in selling pol
icies came as the result of applying 
sound principles of cost accounting to 
selling expense. A fault common to 
many businesses is to spend goon money 
in gathering statistics which tell noth
ing of value nor even of interest. The 
same basic figures which, presented in 
one form mean nothing, will often if 
grouped in another fashion point the 
way to greatly increased profits. To 
know what percentage of the receipts 
was expended in selling expense 's of 
no value. But to reduce this figure to 
a cost per call or per salesman’s day 
and then apply this figure to the ac
tivities of the sales department in vari
ous ways is bound to throw light on a 
dark subject.

There is hardly a large business that 
has come under my observation but 
what could make more money by doing 
less business. Sometimes the losses 
come in manufacturing, through mak
ing certain lines at a loss. Sometimes 
where all lines carry a satisfactory 
margin of profit the losses come 
through trying to sell in poor terri
tories or to unprofitable customers.

The function of intelligent cost fig
ures is to show where and how both 
the gains and the losses are made. 
When that is known almost anyone is 
capable of correcting what is wrong.

■ ■
Power, Alexander & 
Jenkins Company

Detroit, will act as advertising coun
sel for the Niles Manufacturing Com
pany, Ypsilanti, Mich., makers of ->at- 
tery chargers; Commercial National 
Company of Detroit, land contracts and 
mortgages; Detroit industrial Vehicle 
Corporation, trucks for milk delivery; 
Misner Manufacturing Company, toilet 
preparations, and George F. Minto Ai 

_ Company, wholesale clothing.
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When Advertising 
Gets \ our Goat

[CONTINUED FROM PAGE 30] 
caught something else, “I’m sure you’re 
wrong about this.

“You see here where you have the 
girl move to tho left and say, ‘Ah!’? 
That’s wrong. It’ll never get over. She 
must move down-stage and say, ‘Oh!’, 
and very long drawn out.”

“Pro,” I replied, quick like, for I 
had been expecting that particular 
piece of sales-resistance for months, 
“I put that ‘Ah!’ in there for a very 
definite reason: it leads up to some
thing. Now, ‘Oh!’ wouldn’t lead up to 
anything. . .”; etc., etc., for three 
hours.

And they weren’t all; those three 
hours. Writing and selling plays, as 
yon may by this time suspect, is not 
writing and selling advertising.

In the first place, one advertisement 
may be far from what it should be 
without endangering the business or 
the product it advertises, or even the 
particular campaign of which it is a 
part. And being wrong, it may still 
be printed and do no harm—no, not 
even to the agency, under certain con
ditions. But when a play fails, the 
works have been shot. There is no 
come back. Each play is a business in 
itself.

STILL worse, a very large percen- 
। tage of the success of a play is 
dependent upon its first night in New 

York. Everything that is done on or to 
a play, every bit of work, every bit of 
money spent, are all cast to the four 
winds at one throw. If the play is 
“off” the first night, ten to one that is 
the end. If anything is radically 
wrong there can be no patching, no fix
ing. The critics have had their say. 
Either a good play has come to town, 
or a bad one.

So, before a producer reaches that 
rare and dangerous stage where he 
takes an author’s maunscript, says, 
“It will do,” and states that it will open 
in the Giltmore Theatre on Forty- 
nmph Street on such and such a date, 
said producer has weighed, measured 
and examined every word, line, scene 
and character in that manuscript, in
side, outside, topside and bottom. The 
author has had to sell that, manuscript 
so well that the producer is not only 
willing, but anxious to spend from 
twenty to sixty thousand dollars of his 
own, or somebody else’s money just to 
bring the production into a New York 
theatre.

All of which is a simple exordium; 
if you get what I mean.

Afte.' the producer utters the 
epochal, “It will do,” he, either alone, 
or with the help of the author, has to 
convince the backer (the man with the 
most of the money) that he, the 
backer, will never forgive himself if 
he doesn’t put up for this one. The 
booking offices which grant theatre 
reservations for the preliminary try-

Over 
Half a million lines 

Gain

In the first six 
months of 1925,

The Detroit Times 
gained

689,220lines
This tells where we 
stand in Detroit.

The Detroit Times 
Evening 5>unda,

235,000 280.000
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Sdii Vficir Own Paper
THE Dairymen’s League News expresses the composite thought 
of its readers. For these men are also the owners and backers 
of this farmer-controlled paper. They direct the editorial policy 
and in a large measure supply the contents. More than any other 
paper, it embodies their aspirations and ideals.

Their wives, too, are eager readers of the Household Depart
ment and keep up a lively correspondence with our editorial staff.

This intimacy fosters an absolute confidence in the sincerity of 
the Dairymen’s League News which is extended to its advertisers. 
Such confidence is reinforced by the standing guarantee of this 
paper to protect its readers from loss through fraudulent ad
vertisements.

Consider that these 70,000 dairymen of the New York City 
Milk Shed command the largest fluid milk market in the country. 
They receive a dependable year-round income from milk which 
is augmented at this season through the sale of wheat and other 
cash crops.

Milk receipts supply the necessities; cash crops often the lux
uries. Now is the time to advertise radio outfits, phonographs, 
pianos and other home comforts as well as staple dairy supplies.

A request will bring you Sample Copy and Rate Card

NEW YORK 
120 W. 42nd Street 

F. M. Tibbitts. Bus. Mor. 
0. E. Everett, Adv. Mor. 

Phone Wisconsin 6081

Dairymens ague)News CHICAGO: 
10 S. La Salle Street

John D. Ross 
Phone State 3652

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

out of two or three weeks on the road 
have to be sold. A New York theatre 
owner has to be convinced, not only that 
the play itself is right, but that the 
combination of the play, the cast, the 
producer, the director, the author, the 
scene designer and the methods of each 
will bring in enough money every week 
to assure him his rent. Each member 
of the cast, both before he is hired and 
after, has to be sold on his part and on 
the whole play. The director has to be 
sold. The press agent has to be sold. 
The business manager has to be sold. 
Everybody you ever knew has to be 
sold and most of them have at least 
two “good suggestions” at least one of 
which it would be fatal not to adopt. 
In fact, if you happen to be the author, 
you begin to wonder whether there is 
anybody left who will buy tickets for 
the darn thing.

HOWEVER, my producer, Miss Ro
salie Stewart, assures me that we 
have left a few people for ticket buying 

purposes. Miss Stewart has been in the 
business of producing full-length plays 
for just three years and within that 
short time she nas had three substantial 
successes: “The Torchbearers,” “Meet 
the Wife” and “The Show-Off.” Ex
cept that it would be just my luck, I 
have no reason to believe that she will 
not continue to do as well in the future 
as she has in the past.

If you are not anxious to see this 
piece played, I am, so my next jump 
will be to the opening.

It happened in Milwaukee one day in 
June. We were there for a try-out of 
one week, after which the play was to 
be brought back to New York, fixed 
up and held until fall. Of course there 
were rehearsals and all that sort of 
thing; but that was to be expected.

Just after the last rehearsal, mentally 
black and blue, thinking that all the 
pep I ever hud was gone, I stood be
side the director. He held in his hand 
a strange, frayed, garbled, marked, 
blue-penciled thing which had once been 
my finished, final, complete, inviolable 
manuscript. Not one of the players had 
been able to remember all of his lines. 
There was not, two hours before the 
first curtain, any rain for the first act, 
thud off left for the second nor railing 
for the steps used in both. There was 
no cushion for the second act scene 
where The Hero Proposes To The 
Heroine and She Misconstrues His In
tentions. It was just too bad. I wanted 
to weep, but—why? It would soon be 
over. The audience would never sit 
through the thing. It was dumb, un
funny.

But the curtain did go up.
For the first ten minutes I was 

sorry. At the end of fifteen minutes I 
didn’t care. At the place in the sec
ond act where a big laugh at a situa
tion “stopped the show,” I thought it 
was just as well. At the final curtain, 
J was sure that, given a few more 
years to rewrite the weak spots, I 
might make something out of the piece. 
That was Sunday night.

By sunrise Monday I had rewritten
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Unless a product or a paper, through service, 
holds the confidence of the controlling organiza
tions of an industry it cannot achieve leadership.

National Electric Light Association 
—prnately owned public utilitie 
which generate 95% of electric powc 
consumed

American Institute of Electrical En
gineers, — engineers associated with 
the various branches of the profession.

Electrical Supply Jobbers Associa
tion, — wholesale distributors of elec
trical supplies and appliances.

Associated Manufacturers of Elec
trical Supplies,— embracing wiring, 
insulating and conducting material 
and equipmenr.

Electric Power Club,—manufacturers 
oi major equipment such as trans
formers, motors, control apparatus- 
etc.

E.M.C.
Electrical Manufacturers Club, 
— executives of the electrical manu
facturing industry.

Illuminating Engineering Society — 
engineers specializing in the art and 
science of lighting.

Association of Electragisis Interna
tional,—leading large and small elec
trical contractors and dealers.

A McGRAW-HILL PUBLICATION
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Telling It to the Boy Scouts

Articles Like This Bring Sales !
At appropriate times 
during the year, Boys' 
Life publishes articles 
advising Scouts on the 
equipment for their 
various seasonal activi
ties. Articles like these, 
telling the boys exactly 
what they need for 
camping, hiking, winter 
sport, etc., are bound to 
bring sales to the mer
chants with which the 
boys deal.

At the same time, there 
is no doubt that a fa
vorable effect is felt by 
advertisers i n Boys’ 
Life who offer similar 
products. The tie-up 
is direct and effective. 
Boys’ Life readers are 
always interested in 
products to help them 
work and play. Their 
advertising response at 
all times is encourag
ing and profitable.

Boys’ -Life
THf BOY SCOUTS'MAGAZINE

200 Fifth Avn. 
Now York, N. Y.

Union Bank Bldg. 
Lo* Angele*, Cnl

37 So. Waba*h Ave.
Chicago. Ill.

PLAIN, PRINTED OR LITHOGRAPHED 
FOR EVERY PURPOSE

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

■* it shoots up the 
sales-cume— 

it's an
Ellt/ON FDEEMZ1M 
WINDOW DI/PlflY

the first act; it was changed for Mon
day’s performance.

By Tuesday noon the box office had 
practically sold out for the week.

On Wednesday night I left town.
When Miss Stewart returned to New 

York at the end of the run, she gave 
me a manuscript. In it, a red mark 
had been placed at every point in the 
dialogue and business where audiences 
had laughed. Most of these red marks 
occurred in the middle of characters’ 
speeches, or in the middle of sentences, 
and there were dozens of them. So, 
every sentence and speech so affected 
had to be rewritten to make the word 
or phrase which had been laughed at 
occur at the end of its sentence or 
speech. That, of course, to allow each 
character to finish every speech be
fore the audience starts laughing.

THEN, bad scenes were rewritten, 
parts were developed, newspaper 
criticisms checked and the whole busi

ness sold all over again.
We are, as I write, ready to open 

in New York in August after a short 
run on the road. It will be a relief to 
be an advertising man again; to have 
nothing more harrowing to do every 
month than to write a few color pages 
and get Mr. Jinks’s okay on them. The 
few suggestions of vice-presidents, 
sales managers and office boys Mr. 
Jinks will ask me to incorporate in my 
copy will not be in the least annoying. 
After all, Mr. Jinks must think I know 
something about writing copy or he 
wouldn’t trust me with his.

“But think of the money you may 
make from this play,” you say.

“May is perfectly correct,” is my 
answer; “and it will be for three years 
work if I do make it.”

“Then think of the Fame!” you in
sist.

“Fame!” I snort—yes, snort!
Listen!
At an early performance during the 

try-out I saw a man connected with the 
play sitting down front with a young 
lady. She was very beautiful indeed. 
I felt that one of those Great Moments 
of Life was near at hand. She was 

’ going to meet me; the man who had 
made all this possible. The AUTHOR! 
She would be impressed. And I should, 
to revert to the classics, Go Big!

She met me.
The Beautiful Lady gave me one 

quick, unregistering glance, mumbled 
a short “How dee do!”, took the ann of 
her escort and led him towards the 
stage entrance.

As I stood alone watching their 
backs recede, I heard her caution him: 
“Don’t forget now; you are going to 
show me how the Property Man makes 
the steam come up out of the floor in 
the second act! You promised!”
r-_r _ _ -i_-n
Barton, Dutstine & Osborn, Inc.

New York, will direct advertising for 
Hinds Honey and Almond Cream and 
other A. S Hinds product« now be
ing manufactured by the Lehn & Fink 
Products Company, New York.
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Who Owns 
4,000,000 Radio Sets?

IX YE A.RS ago there wasn’t a radio set on the market; 
today there are more than 4,000.000 radios in actual 
daily operation. Six years ago there wasn't a maga
zine called TRUE STORY; today 2,000,000 people 
monthly step up to 50,000 newsstands and laying

down a quarter, say, “I want TRUE STORY.”

The Radio is here to stay—it is a necessity 
TRUE STORY is here to stay— 

it is a necessity 
Each is supreme in its field

TRUE STORY is quite as neces
sary to the public as it is to those 
who advertise to the public.
And since TRUE STORY is 
unique in its editorial appeal—like 
no other magazine—it delivers to 
its advertisers a market essentially 
new, in that no magazine ever be
fore covered it. And TRUE STOR\ is 
the only magazine that is covering this 
market thoroughly now.

Authentic figures, with respect to 
duplication of circulation, are diffi
cult to compile. But all the investi
gations TRUE STORY has made, 
or that have been made by any 
other organization with respect to 
this angle of space buying, shows 
that TRUE STORY duplicates a 
comparatively small percentage of 
any other magazine’s readers.
That is one reason why we call it 
“The Necessary Two Million.”

“GREATEST COVERAGE—LOWEST COST”
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OF THE BEST 
RETAILERS 

°f . 
Women’s, Misses’, Children’s 

and Infants’
READY-TO-WEAR 
AND TEXTILES

READ
NUGENTS 

Every Week 

and pay 06 for the privilege 
Published by 

THE ALLEN BUSINESS PAPERS, INC. 
1225 Broadway New York

Motion Picture in Public 
I tilities Ad vertising 

[CONTINUED FROM PAGF 38]

day night. The wife is preparing for 
the weekly washing which is to start 
on the following day. She puts the 
clothes in to soak over night with all 
the various preparations which are 
necessary. She rises early the next 
morning and gets breakfast for her 
husband and little daughter. When 
the husband has gone off to work and 
the little girl to school, the wife sets 
about the long ordeal of rubbing at an 
old-fashioned washboard. At noon, she 
stops long enough to prepare luncheon 
for the daughter, then puts in the rest 
of the afternoon over the washtub and 
wringer. As evening approaches and 
the task draws to a weary conclusion, 
she is shown out upon the fire escape, 
hanging the clothes on the line to dry.

THERE is an interrupting thought, 
a disturbing thought. This woman 
has been working all day in a warm, 

moist atmosphere, and now she steps 
into the cold air out-of-doors. She had 
little time to protect herself properly 
from these elements—is probably too 
tired even to think of it, anyway. She 
is exposed to colds, pneumonia and any 
of a number of diseases to which a per
son in such a condition is susceptible. 
Yet millions of women go through this 
week in and week out. Think for a 
moment what this may mean to Amer
ican womanhood.

By the time she has finally finished 
the washing and prepared the evening 
meal, she is dead-tired. She is poorly 
equipped to serve as an inspirational 
companion for her daughter. Her hus
band, after a hard day’s work, can find 
little pleasant congeniality in such a 
home.

Tuesday shows her ironing the work 
which she washed the day before. 
Back-breaking work in a hot, oppres
sive atmosphere. Again evening finds 
her in a state of exhaustion, worn out 
by drudgery And so on through the 
week.

This phase of the picture, however, 
stops at this point. The next scene 
shows the same woman in the same 
kitchen on another Monday. It is the 
same kitchen, as I said, but now it has 
been fitted out in every detail with 
modern electric labor-saving appli
ances. The woman goes through her 
daily routine by the simple means of 
pressing electrical buttons with a min
imum of actual labor. The. washing, 
wringing and drying are done by the 
machines, and the entire operation com
pleted before the morning is over. The 
electric iron comes into service and by 
two o’clock this phase has been success
fully carried through. When the little 

girl comes home from school, she finds 
her mother as fresh as she had been in 
the early morning, and all ready to 
spend the rest of the afternoon at the 
movies, in the park, or anywhere else 
the daughter may wish to go. Two 
days’ work has been done in a half a 
day, and the exhausting effects have 
been eliminated entirely.

But this is expensive, you say. Such 
is still the opinion in many quarters, 
and it is a delusion of the worst kind. 
This woman’s husband is the average 
working man. He may be a brick
layer, a plumber or a clerk. Perhaps 
he is making ten dollars a day; perhaps 
a good deal less. That half day’s work 
of his wife’s, aside from the initial ex
penditure for the equipment and its in
stallation, has cost him approximately 
four cents. That is what the value of 
her two days of hard labor in the fetid 
kitchen has been worth in the past. 
This is an actual fact, but how many 
persons realize it?

After all, the true function of mod
ern invention is not the improvement 
of the individual but of the mass. The 
kings of the old days, living in pomp 
with thousands of vassals and enor
mous castles, did not even have bath
rooms—luxuries that the most humble 
can have today. Advertising, as the 
tool of modern invention, has a duty 
which is in large part altruistic in 
bringing to the attention of the people 
at large all new developments which 
are to the interests of the people.

FURTHERMORE, advertising can 
not only keep the masses up to date 
on developments, but it can arouse that 

instinct inherent in all human beings, 
but generally latent, to improve them
selves. Show a person something that 
he does not already know, and you 
arouse in him not only the desire to 
master this new thing, but to learn 
more along that line on his own initia
tive. And the motion picture not only 
shows this graphically, but stirs the 
imagination as perhaps no other me
dium of the present day can stir it.

■These pictures compose a part of our 
advertising campaign—but only a part. 
Wo have set aside a special appropria
tion for their support which hao noth
ing whatever to do with our regular ad
vertising budget. Far from causing us 
to cut aown on our other advertising, 
these pictures have rather caused us to 
increase our regular appropriation.

The pictures themselves are adver
tised by direct mail. We have a little 
folder which is sent around to such or
ganizations as might be interested in 
showing the pictures, either purely for
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PHOTO-ENGRAVING
PICTURES THE INN OF DREAMS

Camera Study by Mattia Edwarde Hewitt Photograph by oourtaay of Berkey & Gay Furniture Co.

A COMMENTARY BY JAMES WALLEN 

ON THE EDUCATIONAL CAMPAIGNS OF THE 

FURNITURE MAKERS

Nearly every home today is a 
miniature hotel. Its appoint
ments are as fine as those of the 
most palatial hostelry.

The desire and the realization 
of the modern home came thru 
the vigorous publicity that has 
been given beautiful cabinetry 
during the last decade.

We are ‘‘the heirs of all the 
ages” in home plenishings and 
interior decoration largely be
cause photo-engraving has 
brought before our eyes the 
wealth of the centuries.

Furniture catalogs merit a place 

in the library. They have a pic
torial beauty once confined to 
limited editions and rare tomes.

Like the chronicle of the furni
ture makers “Your Story in Pic
ture Leaves Nothing Untold.” 
The photo-engraver is both the 
historian and l he prophet of 
every industry.

The American Photo-Engrav
ers Association invites you to 
read its booklet, “The Relighted 
Lamp of Paul Revere.” Copies 
may be had from Association 
members or from the general 
offices at Chicago.

AMERICAN PHOTO'ENGRAVERS
©ASSOCIATION«

C I N I R A 1 OFFICES • 8 6 3 MONADNOCK BLOCK ♦ C li I C A O O

Copyright, 1925, American Pboio-Engravtrs Association
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entertainment or purely for educa
tional reasons. Such an organization 
may have any one or al) of the films 
free for the asking. To make the pro
gram complete, we often send around 
a film of legitimate motion picture 
drama where it is desired. We have 
retained an efficient lecturer who ac
companies oui films with short, perti
nent talks, and a special operator fully 
equipped to do the projection work in a 
thorough manner which will comply 
with the fire laws of the city. Schools 
and colleges, civil and religious organ
izations, and in several cases depart 
ment stores have availed themselves of 
our offer, and their unsolicited testi
monials indicate that they have been 
highly pleased with the showings. When 
the John Wanamaker store exhibited 
four of our films we advertised the 
event ourselves in all New York City 
newspapers This showing went off so 
well that Bloomingdale’s asked for a 
similar showing and featured the event 
in their own advertisements in addition 
to our announcements. Last year we 
put on exhibitions in the parks for the 
benefit of the school children, and these 
were highly successful. At present we 
are showing the films on the average 
of three times a week. If we were to 
advertise our offer in the papers, we 
believe that we would be literally 
swamped with orders.

The motion picture is the finest me
dium which we have for a certain type 
of advertising. However, no medium 
which we now have or of which I can 
conceive at present can approach the 
printed word for all around effective
ness. There is something clean-cut and 
sharply defined about it for which 
there is no substitute. An advertiser 
in a publication makes a definite prom
ise to his reader. It is in writing, so 
to speak, and constitutes a contract. 
He must make good that promise or he 
will be foredoomed to failure. When 
our company inserts such an advertise
ment, it has the effect of putting every
one in the entire organization upon his 
toes to make good, and everyone is in
spired thereby to even greater than 
ordinary efforts. Advertising is a great 
constructive driving force in our na
tional life which cannot be replaced. 
And in advertising there is no substi
tute for press.

ountain pen users
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H. A. Haworth
Who has been advertising manager 

of the Whole Grain Wheat Company, 
Chicago, has returned to the advertis
ing counsellors’ staff of the McGraw
Hill Company. Mr. Haworth was de
tached from the McGraw-Hill Com
pany in 1922 to handle the advertising 
of the Surplus Property Committee of 
the War Department. He has been 
in Chicago since the disbanding of the 
committee.

Hicks Advertising Agency
New York, will direct advertising 

for Golding Fabrics Corporation, same 
city, manufacturers of silk sheets and 
pillow slips.

in Milwau-of merchandise sol
hose brands which have 

been/consistently /advertised in
kee.

^Read by more Milwaukee and 
Wisconsin people than any 
other publication in the 'world.

is on

volume/ in

The/ Journal lea
By using
vertikers/sell

in popularity, 
newspaper, ad- 
largest possible 
market at the

vertising cost per sale.

ILLUSTRATIVE 
PHOTOGRAPHY
CAIO »L0O i CLIVI

‘h PHOTOCRATT COMPA

Research on 
Sales Finance
A remarkably complete analysis and 
investigation of -ale- cost, sales 
budgeting, advertising appropriation
making, price making, price main
tenance, discounts, terms, etc. Over 
100 typewritten pages, with forms. 
Price £125.00. Table of Contents 
free.

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

Tel: Fitzroy 6720
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Press-Tested 
Electrotypes 
The Test Proof Tells

The Reilly system 
of test proofing all 
plates means no 
extra cost to you. It’s 
a part of our regular 
process of making 
electrotypes.

Object Lesson of the 
( )yster

[CONTINUED FROM PAGE 17]

public health point of view, and the 
grave danger even from a business 
standpoint of such conditions is illus
trated in the oyster situation. A Fish 
Exchange would remedy many other 
wastes and abuses.

Next is the more difficult work of 
setting up distributive plants and ma
chinery which would function so as to 
put modern principles of high grade 
merchandising to work in the fish in
dustry. The various associations should 
be brought into a unit for the purpose, 
and a campaign for better sanitary 
handling of fish developed. In these 
days of cheap tile, plenty of water, 
white clothing for food handlers and 
modern plumbing, there isn’t an excuse 
in the world for the dirty, ill-smelling, 
carelessly handled fish which one sees 
on every hand, and which is one of the 
explanations why the public eats less 
fish than it might and constantly har
bors the fear of infection. The sale of 
fish can be doubled and quadrupled in 
any city if the right sanitary merchan
dising plans are carried out.

The Test Proof Tells

REILLY 
Electrotype Co. 
209 West 38th Street, New York 
TELEPHONE FITZROY 0840

PROVE IT!
SHOW THE LETTER

If your salesmen wold show akaDtlaei prospect* 
the testimonial letters and orders received from 
Mtlsfled customers. It would remove doubt and 
get the order. Don’t leave testimonial ietten 
lying idle in your die»—give them to your mtn 
and increase your sale« thru their use.

Write fir «nd rricet.

BOOT AND SHOE RECORDER
BOSTON

"Th* Great Nitlonil Sbo« Weekly.** the indls- 
pemabl« *dvl»er on ihoe «tylei and shoe merehsn- 
dUinc of th« beat-rated retail ihoe merchant* of 
thia country. Circulation 18.42S copie* weekly. 
(Member A. B. C.) Pint eboloe of the advertiser 
of ahoea. leathers, hosiery or shoe-store goods. 
Member Associated Business Papers. Inc.

ADVERTISING could be used a great 
.dual more effectively to educate the 
public to indulge more freely its in

herent love of fish. The appetite does 
not even have to be created. Fish and 
fruit are the earliest and most natural 
foods of man—even more natural than 
red meat. The variety of available sea 
f jod is dazzling to the most jaded of 
epicurean palates, and the cost of it is 
within the reach of the poorest.

Women know little about preparing 
fish—thanks to the inert fishing indus
try. The average housewife simply 
fries her fish—when any good fisher
man-camper knows u fish should be 
broiled. Note what the packing houses 
have done to educate women on meat; 
what the canned goods men are doing 
to educate women in tincan cookery; 
what the spaghetti, the fruit, even the 
sauerkraut men are doing to make 
their goods appear frequently and ap- 
petizingly on family tables. A Fish 
Cookery Education Division should be 
organized to prepare recipes in plenty; 
women should be educated on the dif
ferences in fish, with colored fish 
charts and booklets; the restaurants 
should be campaigned to offer more 
fish dishes.

The American people should be made 
to eat fish regularly. Modern science 
brings to their tables every’ other deli
cacy of a perishable nature; “spratten,” 
a delectable canned fish from Russia; 
fruit from many countries, even grapes 
from. South America and eggs from 
China. Fish, too, can be brought to 
every table by the right merchandising 
methods The meat supply is visibly 
diminishing. Fish in its many varieties 
is the logical alter native.
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Hlie New
4.500.000Plant

Home Daily
A 45% Increase

In Circulation
during die past four years has made necessary this new and larger 
home for the Columbus Dispatch, located on South Third Street, 
opposite the State Capitol in the heart of growing Columbus, a 95 
percent American-born citv of 300.000. with a per capita wealth 
of $3,045.
This entire five story modernly equipped building, designed for straight 
line operation, is the last word in newspaper efficiency, with over sixty- 
two thousand square feet of floor space that will be

DEVOTED EXCLUSIVELY TO PUBLISHING THE DISPATCH
—THE FIRST NEWSPAPER IN OHIO IN PAID 

ADVERTISING VOLUME

105,819 PAID CIRCULATION 
LARGEST IN CENTRAL OHIO
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The Modern 
Methods 

of 
Market Research

This Intangible Thing 
(Jailed Reader Confidence

[CONTINUED FROM PAGE 34]

White has made MARKET ANALYSIS 
a real “How’* book. It is practical from 
preface to index—filled to the covers with 
specific advice and workable ideas. The 
book has “use” written all over it.

Seventy-nine charts, diagrams, sample 
letters and questionnaires are given to 
show you how market research work has 
been done by others, and to give you a 
plan of campaign for a survey of your 
own.

Just Out
NEW SECOND EDI HON

MARKET
ANALYSIS

By Percival White
Research Engineer

438 pages, 514 x 8; 79 charts and 
diagrams, $4.00 net, postpaid
This book will prove a helpful guide for 

all who are interested in the scientific 
analysis and organization of markets. It 
gets right into the very heart of the sub
ject. It enables the executive to turn the 
spotlight upon his marketing problems—it 
tells him how and where to get the facts 
he needs—how to analyze them—how to 
use them profitably.
• All of the material has been brought up- 
to-date. in line completely with modern 
methods and requirements.

Four new chapters of special interest 
are:

Organizations for Market Research
Agency Market Research
Industrial and Community Surveys
Newspaper Surveys

A big book, and a valu
able one, on one of the 
biggest problems in 
business today—the 
determination of 
markets.

FREE EXAMINATION COUPON
McGRAW-HILL BOOK CO., INC. 
370 Seventh Ave., New York

See 
it free. 
Mail this 
coupon.

Send me for 10 days’ free examination: 
White's MARKET ANALYSIS. $4.00. 

I agree to remit for the book or to return 
it, postpaid, within ten days’ of receipt.
Name ......................................................................
Address ..............................
Position .......... .. .........................................................
Company .......................................................

A. F. 8-12-25

by the individual in entertainment, 
general education and general infor
mative type of reading. We mistake 
surface attention for depth of interest, 
despite the fact that the trend of 
thought and conversation, the habit of 
activity and the necessities of life re
quire the individual to spend most of 
his time and energy on the business of 
business.

SIMILARLY it is true that most 
men in business are trying to in
crease their information about their 

own businesses. They may not be stu
dents but by conversation with men in 
the same lines, by reading various 
types of publications dealing with their 
situation and by other means, they are 
endeavoring to seize for themselves 
some of the experience of those who 
have gone farther and secured more 
authority, without having to wade 
through all the difficulties which were 
required in the development of the 
earlier education.

This individual subscriber, whose pic
ture we endeavor to secure by scrutiny 
of the A. B. C. statements and such ex
amination as we can make of the edi
torial policy of the publication, is in
terested, therefore, only in the author
ity of the information which he may 
secure and the applicability of this to 
his problems. He is not vitally con
cerned with the other fellow, any more 
than the insured is particularly inter
ested in the actuary’s statement regard
ing the death rate. This subscriber 
is not interested in general develop
ments as such, but he is very much in
terested in solving his business prob
lems and, if possible, with a minimum 
amount of grief. He reads, along these 
lines, in the hope and expectancy that 
he will get additional light upon these 
problems and how to deal with then».

Curiously enough, however, his tastes 
get mixed up with his desire for infor
mation. His attitude of mind develops 
a different approach to the information 
and he does not use the publication 
for his considered attention, which 
meets his ideas of authority bin not 
his tastes in approach. For instance, 
the advertising man may be engaged 
in the food business and he may read 
publications devoted to both the food 
and the advertising business. So long 
as he is an advertising man in his ap
proach to the problem, his considered 
attention will be given to the advertis
ing method of conveying the informa
tion. If in the course of his develop
ment he becomes more interested in the 
food and less interested in the adver
tising, his considered attention will 
change. Any man who knows business 

can sit down and think of examples of 
this kind.

Of course this subscriber also desires, 
more than anything, to be assured of 
the authority of the information dealt 
with in the publication. He has no 
means of checking up its value alto
gether; he must either accept or reject 
its discussions to some extent and it 
is important, therefore, that he should 
be able confidently to depend upon the 
authority and capacity of the publica
tion. As a matter of fact, the degree 
of authority of the publication can be 
used as a measuring stick with which 
to determine the depth of the concen
tration upon that publication upon the 
part of the subscribers, or conversely 
the depth of interest is indicative of 
the degree of authority.

THIS is not always adequately ex
plained by the examination of the 
-physical circulation. Business men in 

their search for information may sub
scribe to several publications which 
have some bearing upon their busi
ness, but none of these publications 
uossesses the same degree of authority 
or the same degree1 of influence and, as 
a conseauence, the consideration given 
by the individual subscriber varies 
from the casual and frivolous to the 
concentrated and considered.

I remember some years ago when I 
was buying advertising, it was part of 
my duty to clear the subscriptions for 
the publications received by the execu
tives and officers and to route these. 
Two papers went through the entire 
principal executive organization. One 
of them always came back with nota
tions, marginal notes or some com
ment; the other rarely had any indica
tions of interest, yet the number of 
subscribers in that concern was ex
actly the same for both papers. I 
knew that the reading attention and, 
therefore, the value to the advertiser 
was entirely different.

After all, this subscriber we are 
talking about views the advertising in 
the same way that he views the text— 
as a means of information. This type 
of information is just as necessary for 
his business as the discussions in the 
editorial columns. The equipment, the 
products and the processes of his busi
ness are dependent upon the right phys
ical material development.

It is not often that the subscriber 
himself recognizes the almost auto
matic transfer of authority from the 
reading to the advertising pages and 
the strong association between the 
two, but it is operative and it is an im
portant value to the advertiser in his
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When Should 
DEALER -TO - CONSUMER 

Direct Mail Be Used 1
Broadly speaking dealer-to-consumer direct mail can be profitably used 

—when the product retails for &50 or more, 
—when I he product is sold by specializing dealers, 
—when prospective consumers must be selected and 

appealed to as individuals, 
—when the dealer’s profit per sale is sufficient to have 

localized sales promotion expense charged against 
it and paid for in whole or part by the dealer.

This is true for the same reason that 
manufacturers of relatively high priced 
articles who are represented locally by 
one or a few specializing dealers divert 
most of their publication appropriation 
into newspaper advertising. The dealer 
must be identified and merchandised as 
much as the product itself. Localized 
advertising is highly essential.

But, on the other hand, makers of goods 
sold at drug and grocery stores, sold on 
most every corner in every city, town 
and hamlet, spend more money in 
national magazines than in local news
papers—because the dealer needs no 
identification, consumers are in daily 
contact with the point of sale. Localized 
advertising is not so essential.

Direct Mail for the specializing dealer to 
his handpicked, selected list of pros
pects permits him to focus and intensify 
his selling effort thereby reinforcing the

newspaper space used locally by the 
m anufacturer.
Almost without exception the leading 
manufacturers of musical instruments, 
household electrical specialties, high 
class furniture, jewelry, silverware, office 
equipment and automobiles find dealer- 
to-consumer campaigns indispensable.
Many of these big national campaigns 
are handled and distributed by Electro
graph because this organization has 
specialized in this form of advertising 
and sales promotion since its inception. 
Because of its long experience Electro
graph can advise you on the type of 
campaign best fitted for your product, 
your particular scheme of merchandising 
and your dealer organization.
Write for Electrogiaph exhibits or 
dealer educational campaigns and 
samples of successful dealer-to-consumer 
localized and individualized campaigns.

Electrograph is the country’s largest producer of quality Direct Mail—capacity one-half 
million individualized, localized and stamped mailing pieces of uniform quality in a single 
day—produced by an organization of over four hundred skilled Direct Mail specialists.

THE ELECTROGRAPH COMPANY
725 West Grand Boulevard ■ Detroit, Michigan

Individualiaxd 
distributed)
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Member A. B. G Member A. B. P-

“If I were buying space in 
architectural journals,” said the 
architect, “in order to get archi
tects to specify some kind of 
product or equipment that I 
made, I wouldn’t trust to an im
pression. I’d get the very latest 
authentic figures on the number 
of architects reached—such as 
the A.B.C. Auditors Reports.”
Ask us for the latest statistics on building activity—for a copy 
of our gb-page booklet, “Selling the Architect"—and for data on 
the circulation and service of The Architectural Record.

(Net Paid 6 months ending June, 1925—11660)

The Architectural Record
119 West Fortieth Street, New York, N. Y.

Big Things Coming Our Way
Almost every day now there is an announcement of a new develop
ment which is bringing more people and more money to the Missis
sippi Gulf Coast. One of the “big ones” lately is the $5,000,000 
Edgewater Gulf Hotel and resort.
National Advertisers can 
progres. and prosperity 
sissippi Coast by telling 
their products through

share in the 
ot the Mis- 
the story of 
The Daily

The < Daily Herald
GULFPORT MISSISSIPPI

Geo. W. Wilkes’ Sons, Publishers
BILOXI

Be gure to gen(j yOur oy anj yOur new
r address one week before date of issue with 
V which the change is to take effect.

Herald—it goer daily into over 5,000 
homes on the Mississippi Coast. 
Through it you can broadcast your 
message to this ever-growing and 
prosperous group. 

consideration of the buying of adver
tising.

As a matter of fact, this subscriber 
nas bought the publication because he 
believes it will give him information 
which is correct, reliable and authori
tative. If he does not receive the sort 
of information that he can apply to his 
own problem, he ceases to use the 
publication, even though he may con
tinue to subscribe for it. If it proves 
up to his requirements, he gives it his 
considered attention, whether that at
tention be for a few minutes or for 
several hours.

The value of the information which 
he may receive from the publication is 
■sufficient to outweigh very rapidly any 
money involved in the subscription 
price, so that he will subscribe to pub
lications on the chance that they may 
give up to him things which are of ser
vice, but his concentrated attention is 
given only to the publication which 
has proved its value and which he as
sociates with authoritative understand
ing in his field.

[This is the first of a series of articles 
dealing with the problems of the business 
paper publisher. The second article will 
appear in an early issue.]

Guy P. Gannett
Publisher of the Portland, Me., 

Press-Herald and the Waterville, Me., 
Sentinel, has purchased two .ther 
Portland papers, the Express and the 
Sunday Telegram, from 'Col. Fred N. 
Dow and William H Dov According 
to an announcement by Mr. Gannett 
the Sunday Telegram will be consoli
dated with the Sunday edition of the 
Press-Herald.

Lehn & Fink Products Company
Is the name of a new holding com

pany which brings under one nead the 
total resources of Lehn & Fink, Inc., 
New York, and the A. S. Hinds Com
pany, Portland, Me. Both concerns 
have been extensive national adver
tisers, the former manufacturing 
Pebeco tooth paste and Lysol disin
fectant, and the latter making Hi.ids 
Honey and Almond Cream as well as 
other vanishing creams' and lotion's. 
The manufacturing of both former 
concerns will hereafter be centered it 
the Lehn & Fink plant, Bloomfield, 
N. J.

JI ilson-Western
Sporting Goods Company

Is the name of a new concern which 
has been formed by the consolidation 
of the properties of the Thomas E. 
Wilson & Company and the Western 
Sporting Goods Manufacturing Com
pany, both of Chicago. L. B. Icely, 
formerly president of Thomas E. Wil
son & Company, is the president of the 
consolidated firm, and D. Levinson, 
formerly secretary of tne Western 
Sporting Goods Manufacturing Com
pany, is the new vice-president In 
addition. W. L. Robb and G. H. Morris 
of the Wilson Company, and S. Levin
son and I. B. Ungar of the Western 
Company will continue under the new 
organization. Both trademarked lines 
will be continued.
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THE LIMITATIONS OF
ADVERTISING

Don’t think advertising will attain the impossible. It 
is not the whole thing in business. Where you find 
a business successfully advertised, there also will you 
find a product and particularly a management that would 
succeed without advertising. The advertising has brought 
a larger success, and in a shorter time.

Unless your product has qualities for success in its appeal 
and cost, and unless you yourself have the qualities 
requisite to successful, aggressive management, no adver
tising expert can help you much. But with those 
advantages, you can profitably employ experienced adver
tising counsel, much as ships use the service of pilots 
in leaving and entering port.

Here we have men of seasoned ability and of long 
experience in merchandising and advertising. Consulta
tion involves no obligation.

"What is Advertising” a series of which the above is one has been 
published under this title. The entire series will be sent upon request.

^Advertising and ^Merchandising
GENERAL MOTORS BUILDING

DETROIT
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THE SO'TURDHY
EVE? ^POST

axihli»

CnjOj casc

"i t sanction by equipping witil 

q- Goodiich 
d*,vert°wn Balloons

The Canadian Market demands 
specialized advertising counsel 

and service—which is our job. Let 
us tell you how we can help.

> advertisement prepared by the Wm. H. 
'L Rankin Company for Goodrich Silvertown 
Balloons, one of the many products manufac
tured by The B. F. Goodrich Rubber Company 
whose advertising on tires, footwear, hose, 
belting, packing, drug sundries, radio special
ties and miscellaneous products we have suc
cessfully handled since 1912.

~rhe Only Denne in 
Canadian * ’

A*J DENNE C- Company Ltd- 
Reford Bldg. TOTtONTO

LUMBERMEN
offer power plant equipment and 
mill accessory firms; buildingma
terial and truck manufacturers a 
big sales field. For surveys ask

Aitieriranfaiuitrmaii
Est. 1873 CHICAGO, ILL

CO Promotion BALLOONS
There’s a definite way to make 
Toyco Promotion Balloons in
crease sales. Ask us to tell you how.

Writ» Salat Strvic» Dct’t.

Bakers Weekly city
NEW YORK OFFICE—45 West 45th St. 
CHICAGO OFFICE—343 S. Dearbora 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.

Does a Quartet Get 
More Attention?
[CONTINUED FROM PAGE 16] 

repeated after a lapse of three or four 
months and on the average would re
peat its previous good performance. 
Occasionally, however, the same piece 
of copy would show an amazing vari
ance in pulling power in the same pub
lication. In some one month it would 
pull not only stronger than any other 
advertisement in the issue but actually 
twice as strong as any other. When re
peated later it would be only an aver
age producer. Once in a while its rec- 1 
ord card would show it to be the poorest 
producer of the month.

ANOTHER discovery threw a mys
terious factor into the calculations.

When the record was made up for all 
the advertising done in one issue of one 
“multiple” medium for a certain month, 
showing the number of inquiries pro
duced by each of eight different adver
tisements, one piece of copy would in- 
rariably have produced far more leads 
than any other. Why? We set out to 
find the answer.

Fortunately, some years before we 
had established a custom in clipping 
and filing our advertisements of tak
ing out of the magazine not merely 
the advertisement itself but the entire 
page on which it appealed. This gave 
us as a matter of record the position 
of the advertisement on the page and 
the page number.

Seeking the elusive factor that seemed 
to be stimulating one particular piece 
of copy each month, we compiled a 
statement of the inquiries received from 
all our advertising by months m one 
publication for a period of three years. 
In each issue we had used from six to 
eight different pieces of copy. The re
port showed returns on 267 different 
advertisements. Then we went through 
the clipping file and opposite each ad
vertisement on the list we noted the 
number of the page on which it ap
peared. And suddenly the “mystery” 
became so simple that even a detective 
in a crook play could have solved it. 
Every month for thirty-six consecutive 
months, with six to eight advertise
ments in each issue, the first advertise
ment in the magazine had produced far 
more inquiries than any other. Yes, 
no matter what piece of copy drew first 
position when the publisher spread 
them through the book, that advertise
ment pulled by far the largest number 
of replies.

This evidence so clearly indicated the 
attention value of position that we im
mediately began a study of all returns 
where we were using multiple advertis
ing to locate those sections of a publi
cation which seem to have the greatest 
attention value. Possibly nothing pre
sents the result of this study quite so 
clearly as the charts which accompany 
this article. They indicate that on the 
average:
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The best results were invariably se
cured from the first advertisement.

The next best results were secured 
from the second advertisement.

An advertisement appearing toward 
the end of the first advertising section 
produced better results than one in the 
middle of that section.

An advertisement at the extreme 
back of the issue produced better than 
one in the middle of the back advertis
ing section. This is particularly inter
esting, but did you ever notice how 
many people in running through a 
magazine hold it in the right hand and 
start looking at it from back to front, 
letting the pages fall away one by one 
from under the left thumb? There 
seems to be an amazing number of left 
handed folks in the world, when it 
comes to magazine reading. Did you 
ever stop to think that they see first 
those advertisements on and just in
side the back cover?

Here and now, I desire to rise and 
disclaim any intent to propose that 
hereafter all advertisers using double 
spreads divide their space neatly into 
eight equal parts and spray them 
through the issue. Likewise, I disclaim 
any intent to propose that all advertis
ers endeavor to get position in the 
front of the book.

A full page or a double spread or a 
color page may be the very best unit 
of space for your product. And I 
know, too, that on the average publish
ers do the very best they possibly can 
for regular advertisers in the way of 
position.

I present these experiences and re
sults merely as intensely interesting in
dications of reader response and of the 
influence of a host of contributing fac
tors upon results.

--- -------1 ■ ———— ..........--^3

Campbell-Ewald Company
Detroit, will direct advertising for 

the Webster Cigar Company, Kleiner 
Cigar Company and Otto Eisenlohr & 
Brothers, all of Detro;t, manufacturers 
respectively of the Webster, the Tom 
Moore and the Cinco brands of cigars.

E. R. Crowe & Company, Inc.
Magazine management, announce the 

appointment of E. F. Lethen as western 
manager of Popular Radio, and N. D. 
Campbell as western manager of the 
Newsstand group of magazines.

F. J. Ross Company, Inc.
New York, will direct advertising for 

the new de luxe New York-Miami run 
to be inaugurated in October by the 
Pacific Steamship Company, operating 
the Admiral Line of steamships.

National Specialties Libraries 
Assot iation

Financial Group, announces the elec
tion of the following officers for the 
coming year: Chairman Miss Marga
ret Reynolds, First National Bank, 
Milwaukee; vice-chairman. Miss Alice 
M. Scheck, First National Bank, Los 
Angeles; secretary, Miss Eleanor Cav
anaugh, Standard Statistics Company, 
New York.

standard of quality set by large 
national advertisers is most exact

ing. Only an advertising agency with 
facile pen, fine talent, long experience 
and expert facilities can successfully 
and continuously measure up to them. 
The prestige of the Wm. H. Rankin 
Company’s clientele and the distinc
tive character of the campaigns pre
pared by it testify to an ability and ser
vice unusually fine. If performance is 
the gauge of an advertising agency, as 
it is of a product, then the Wm. H. 
Rankin Company deserves the most 
serious consideration.

An interesting booklet on "Telephotography” sent on request

Wm.H.

RANKIN
COMPANYj^^jg

342 Madison Avenue 
New York City

Telephone: Murray Hill 9300
Albee Bldg. Peoples Savings Bank Bldg.

Washington Akron
San Francisco

Folded Edge Ducldne and Fibre Signs 
Cloth and Paraffine Signs 

Lithographed Outdoor and Indoor 
Displays

THE JOHN IGELSTROEM COMPANY 
MunHon, Ohio Good Sa'wmen Wanted

National Miller
Established 1895

A Monthly Business and Technical Journal cov
ering the Flour. Feed and Cereal Mills. The 
only A. B. C. and A. B. P. paper in the field.

630 W. JACKSON BLVD., CHICAGO

Tribune Tower 
Chicago, Ill. 

Telephone: Randolf 6600
Bankers Trust Bldg. 

Philadelphia
London

32 Front St. It est 
Toronto

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

A TAYLOR THERMOMETER 
ADVERTISES 24 HOURS EVERY DAY 
Agents whose clients’ products are in 
keeping with thermometer advertising 
recommend Taylor Outdoor or Indoor 
Advertising Thermometers. All year round 
publicity, because of universal human 
interest In temperature. 
Write for catalog and quantity prices.

Jaytor Brothers Comjwjf^
«QOHSSEKB.tUn N-SS

(Division of Taylor Instrument Companies!
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Of interest only to men in 
Chicago, or who know the 

Chicago market

The Man 
we want 
isn’t looking for a job 
He is successful and 
thinks he is satisfied

-but READ THIS 
and decide whether 
you are "our” man

If you have wanted a 
business of your own 
—here’s an opportunity that 

offers most of the advan
tages and practically none 
of the difficulties of start
ing a business for yourself.

If you know advertising 
and merchandising
—here's a chance to make that 

knowledge pay you well.

If you can sell accounts 
and can keep them sold 
—here’s the best opening you 

have ever had to become an 
executive in an established, 
growing, capable organiz
ation.

If you want to build an 
income in five figures 
—here’s where you can do it 

just as fast as your ability 
will permit.

If you want to get paid for 
something you don’t earn 
—here’s where your interest 

in this opportunity stops.
If you are protestant,married, 
someplace between the 30 and 
40 milepost, aggressive, clean 
and the kind that “licks” ob
stacles, your chances for the 
position are much enhanced.
This organization is rendering a complete 
sales counsel and advertising service in 
Direct Advertising — Dealer Service — 
Trade Paper and Newspaper. It is 
marked as one of the comers in Its field.

It is not a new organization.
Our own people know this is being run. 
Replies will be held in strict confidence. 
Please write frankly and in detail. You 
will be given an opportunity to investi
gate us before interview, if you wish.

Address F. B.
Advertising 9 Selling Fortnightly 

1328 Peoples Qas Bldg, 
Chicago *

—and Now 
Concerning Copy

There isn’t any advertiser who has 
more fun with a single column than 
Jim Henry of Mennen’s, nor one who 
has it more consistently. His talk about 
dermutation is not altogether clear, but 
he probably feels that dermutation is 
the halitosis of his particular party. 
There is undoubtedly a convincing ar
gument concealed somewhere in its syl
lables, but the deadly seriousness of 
it doesn’t prevent him from sugar- 
coating it with such stunt-writing as 
this:

“Noiseless typewriter, tasteless cas
tor oil, seedless orange, wireless talking, 
cussless shaving! Even with heatless 
water Mennen’s Shaving C'eam cre
ates limitless lather with effortless ease. 
Dermutation makes each tough whis
ker spineless—defenceless before the 
razor. The result: painless shaving 
and priceless comfort. A peerless buy 
at 50c.”

Some day we’ll have to go back to 
Mennen’s.

tan

When an advertiser (Oh, all right, 
Gillette) tells me that my “razor must 
offer no excuse on three counts if it is 
to give the really perfect shave—com
fort, safety, speed”—he excites me just 
as much as the shoemaker who says 
that his shoes give comfort and fit and 
service. There is no perfect shave, 
and there is no perfect shoe advertise
ment.

tan

You can be pretty sure that the star
eyed friend who puts you at your ease 
by saying, “Why you know, I find my
self reading the advertisements first in 
the Saturday Evening Post!" is pos 
sessed only of a desire to be altogether 
big. It is your duty to encourage and 
guide his reading. Lorimer won’t 
mind. Lorimer will get him in the end.

tan

If you fill in all the trial size shav
ing soap coupons to be found in the 
pages of almost any one general maga
zine, and if they last as long as the 
coupons say, and if the manufacturers 
really send them, and you use them pa
tiently up, it will be a good four months 
before anyone makes a full-size sale. 
Why couldn’t they all cut out samples 
and make more money, and perhaps 
even shave a nickel off the full-size 
price?

tan

Believe it or not, Bruce Barton has 
at last written a good piece of copy. 
For selling stock—or rather bonds. 
Two pages facing, in the American 
Magazine, selling bonds for the Broad
way Temple. Dr. Reisner’s sanctuary 

away up town, which quite in the spirit 
of the times is to provide the preaching 
and hearing of religion with all mod
ern improvements, including a 34-foot 
illuminated and revolving cross at the 
top. The copy, as has been said, is sin
cere and persuasive—a superb exam
ple of how advertising should be work
ing more often than it is. Being a 
craftsman, the writer of it took several 
of the sure-fire brushes of the stock
promotion rainbow-painter’s method, 
cleaned them well in gasoline, and made 
a really daring picture of the value 
of the investment.

But down in the last tiny corner of 
the coupon was the smartest stroke of 
all: in a trapezoidal space whose area 
is roughly % in. by 14 in., you find, 
in 2-point italics, this—

p. s. John D. Rockefeller, Jr., hat 
agreed to take the last $250,000 of 
the Bands.

When all the returns are in and the 
issue is oversubscribed, a lot of ad
vertisement-makers will want to know 
how many of the purchasers saw that 
note. Then they will take the informa
tion and rub it in the noses of certain 
obstructors of advertising who say 
“folks won’t read fine print.”

tan

If anyone tells you that nobody 
reads fine print, suggest that lie ask 
Monsieur Conde Nast how many bibe
lots, camisoles and bijoux lie has sold 
through those little postage-stamp 
captions in 6-pt. italic in Vogue.

can

“Their copy is beautiful stuff,” said 
a man who reads it, of the output of a 
great agency. “They make me realize 
that the thing they’re advertising will 
do me lots of good, but 1 never am 
quite sure whether to rub it in my 
scalp, or take it three times a day, or 
go for a ride in it.”

can

The other night the president of the 
United Fruit Company said that his 
company was looking for some way in 
which it might advertise its product 
by means of music—say a popular 
song.

tan

An eminent copy-writer who was 
tired of “resting” was given the appli
cation-form of a great agency to fill 
out. After four pages of serried 
questions, he came to one that asked 
what, above all other things in the 
world, he would like to do if he could 
have his way. He wrote, naturally and 
simply, “Nothing, you poor nut,” and 
did not get the job. It is better so.
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IN NEW YORK—THE WORLD’S GREATEST MARKET

Leads AU Evening Newspapers.

For the month of July, The Sun led its nearest I I
evening competitor by 21,260 lines in total adver
tising.

For the month of July, The Sun, publishing six 
days a week, led all other New York newspapers 
—evening and morning—Daily and Sunday in
cluded—in Manhattan Department Store Adver
tising.

For the first seven months of 1925, The Sun has 
carried a greater volume of Manhattan Depart
ment Store Advertising, six days a week, than any 
New York evening or morning newspaper, Daily 
and Sunday combined.

For the first seven months of 1925, The Sun has 
carried 480,672 lines more of National Advertising 
than any other New York evening newspaper.

The Sun’s gain in National Advertising for the 
first seven months of 1925 is nearly double the com
bined gains of all other New York evening news
papers.

All figures quoted are as of July 31, 1925^ furnished by the 
Statistical Department of the New York Evening Post, Inc.

The Sun is an independent, vigorous, sane and wholesome newspaper 
enjoying the respect and confidence of both its readers and advertisers

280 Broadway New ì ork
CHICAGO BOSTON SAN FRANCISCO WASHINGTON, D. C.

208 La Salir St. Old South Building First National Bank Building Munsey Building
LONDON PARIS

>0-11 Fleet St. 49 Avcnue de l’Opera
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Waitings

Aladdin WritingiStrathlaid Booklet
Strathmore De Luxe

WHICH PAPEK?
The Strathmore Croup Plan 

Tells
JapansBooks BondsCOVEI\S

Bay Path Cover Bay Path Book Bay Path Imperial
Bay Path Bond 
Blandford Band 
Strathmore

Multicopy Bond
Bay Path Pellum

THE • PKE STIG E • G KO U P
Alexandra Deckle 

EdgeNarrow Width 
Old Cloister Cover 
Rhododendron Cover 
Strathmore Munsell 

Cover

Alexandra Book
Alexandra Deckle

Edge Narrow Width
Blandford Book

Alexandra Japan Alexis Bond
Saxon Bond

Alexandra Brilliant
Strathmore Snowdrift 
Telanian Extra

Super 
Woronoco Damask

TH E ♦ DISTINGUI SH E D ♦GKOUP
Old Stratford

Parchment Cover 
Strathmore Deckle
EdgeNarrow Width

Old Stratford Book 
Strathmore Charcoal 
Strathmore Deckle 
Edge Narrow Width

American Japan 
Parchment

Strathmore Japan

Strathmore Deed
Strathmore

Parchment
Woronoco Bond

Stiathmore Script

G KO U P
Aladdin Cover 
Araby Cover 
Bannockburn Cover 
Parquetry Cover 
Strathlaid Booklet 
Strathmore Brochure 
Strathmore De Luxe

STRATHMORE EXPRESSIVE PAPERS
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In Sharper Focus

Biggest August in 15 
years—-because Oral 
Hygiene gives big
gest value.

Oral Hygiene
Every Dentist Every Month 

PITTSBURGH. PA.
CHICAGO: W. B. CONANT. Peoples Ges Bldg.

Harrison 844 8
NW YORK: STUART M. STANLEY, 53 Park Place, 

Barclay 854 7
ST. LOUIS: A. D. McKINNEY, Syndicate Trust Bldg.. 

Olive 43
LOS ANGELES: E. G. LENZNER. 922 Chapman Bldg., 

Vandike 5238

In

SOUTH BEND
It’s the

NEWS-TIMES

Our local advertis
ing rates are 10% 
higher than the 
second paper. •
Wc lead in local 
advertising.

Member of A.B.C.

Represented by

IxMwiztn & Thonipwin, Inc. 
New York

CMcarn San Francisco

Paul M. Hollister
By Bernard Lichtenberg

BLINK and Blank were two news
paper men, obscure key-pushers 
but ambitious to be known more 

prominently along newspaper row. 
Not having succeeded in reaching any 
degree of prominence through their 
ability and hard work, they arranged 
a long-pull publicity stunt between 
themselves which bordered on the 
Mutual - Admiration - Society methods. 
Whenever Blink’s nam. was mentioned, 
Blank would say, “Blink? Oh! you 
mean the great Blink?” When the

other fellow’s name passed anybody’s 
lips, Blink would say, “Blank? Oh! 
you mean the great Blank?” And so 
pretty soon down in newspaper row, 
and later beyond those narrow con
fines, both Blink and Blank made mar
velous reputations without any direct 
relation to the amount of their con
tributions to newspaper history.

In a July issue of “Fortnightly” Mr. 
Paul Hollister wrote a very compli
mentary piece in this here column 
about one Bernard Lichtenberg. Now 
true to the tradition of Blink and 
Blank, but without his knowledge or 
consent, it is my turn to biograph Paul 
Hollister.

Mr. Paul Merrick Hollister was born 
in Grand Rapids, about 35 years ago. 
He went to Middlesex Academy, then 
to Harvard where he was graduated 
in the class of ’13.

At Harvard he was all in one and 
one in all. He was head of the 
Lampoon Board, and president of the 
Hasty Pudding Club (this organization 
is not the official baker “by appoint
ment to” the Crimson-robed habitues 
at Cambridge but as you know, gives 
musical shows which have been highly 
praised even by critics). On the Var

sity football squad he was considered, 
and still is, as one of the best drop 

' kickers in generations of football. He 
was a memner of the Delphic Club, the 
Phoenix, Dramatic, the Signet Society, 
the 0. K. Society, the D. K. E. Society 
and of the Institute of 1770; also a 
member of the Editorial Staff of rhe 
Harvard Crimson. That’s all the record 
shows him to have been active in, al- 
thougn if I have missed any clubs, 
societies or othei unpedimenta to col
lege culture Paul Hollister did not. He 
also must have attended classes there 
because, as the tnosf popular man in 
his class, he delivered the Ivy Oration 
at graduation.

After graduation, he worked on a 
Grand Rapids newspaper for a couple 
of '-ears, and this early training has 
had u big influence on his modes and 
morals. Then he was sent on a three 
months’ tour in South America to ob
serve conditions and traveled that 
place from coast to coast and from 
neck to toe. Then he tried his hand 
ai selling. His first prospect was Miss 
Marion Hengerer of Boston. “He got 
the job.” In November, 1915, his pros
pect and he were married—with full 
intentions ana sacrea promises on his 
part to settle down. 'I hen he went 
with the H. K. McCann Company for 
three years and since Jan. 1, 1919, 
when Barton, L'urstine & Osborn 
opened their office, he has been with 
them. During the first years of this 
new baby agency’. Bruce Barton and 
Roy Durstine divided all the work 
equally among themselves and the two 
or three othei executivei who started 
with them. The work being equally 
divided, Paul Hollister was Production 
Manager, Art Director, Contact Man 
on a good percentagi of the four ac
counts in the shop Copy Chief, and 
Customers’ Entertainer, because he 
could tell all the old stories better than 
any of the others.
. For the hist four years, he has been 
in Boston as Manager of the New Eng
land office of Barton, Durstine & Os
born. There, in the austere atmos
phere of New England, his wife and 
two children are having an easier time 
keeping him from inaulging in the 
higher criticisms of mankind and from 
frying to .ave advertising from the 
extremes of intellectual poverty and 
cultural plutocracy.

A® an advertising man, he writes un
usual advertising copy. But he also 
writes other things. His book “Famous 
Colonial Houses” illustrated by James 
Preston, is very successful. As a con
tribution to the literature of the War 
he wrote, among other things 
“Throttled—the Detection of the Ger
man and Anarchist Bomb Plotters in 
the U. S. A.” in collaboration with 
Inspector Tunney, and ‘The Secret 
Service of America, 1914-1918” in 
collaboration with John Price Jones.

Paul Merrick Hollister as Author, 
Advertising Man, Athlete, and Enter
tainer, is high-grade. But as a man 
and a friend he’s six feet above criti
cism.
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“I have succeeded,' said the purchasing agent, with 
evident exultation, “in getting our next lot of 
stationery for thirty-five cents a thousand less than 
we paid last time. Here are estimates from eighteen 
different houses. But I’ll have to watch this chap to 
see we get a good job. He certainly has figured low.”

The president picked up the sample 
sheets and fingered them thoughtfully.

"As a purchasing agent you have done 
exactly right,” he said. "But now look at 
this business a moment as I have to look 
at it, as a salesman that is, concerned with 
the kind of impression it makes on our 
customers.

"Take this group of buildings, for in
stance, the tapestry brick, the white stone 
bonding, the carefully spaced windows, 
the stretches of grass between them 
Consider the mural paintings in our recep
tion hall,each one picturing some interesting 
and colorful aspect of our work We could 
have built factories which would have 

served our purpose for many thousand 
dollars less.

"Now our letters are seen by many more 
people than will ever see our factory. Our 
correspondence is a part of the fabric of 
our business of which our factory is another 
part. Can we consistently spend thousands 
to make the place where we work look so 
well, and save thirty-five cents a thousand 
on our letterheads?”

"What would you suggest ?”
"I suggest that you pick from the 

eighteen names you have there one you 
know does good work—not the highest, 
certainly not the cheapest, and ask him 
to figure on Crane’s Bond.”

CRANE O COMPANY, inc., DALTON, MASSACHUSETTS



66 ADVERTISING AND SELLING FORTNIGHTLY August 12, 1925

Can Your Catalog 
Compete ith This?

SUPPOSE this catalog shown above 
is your competitor’s. If yours is 
placed beside it and a prospect for 

the commodity you handle wishes the 
final assuring glance that usually pre
cedes a sale—which will he reach for?

Your catalog is, in most cases, the 
sole point of contact between you and 
the buyer. In the prospect’s mind your 
product is saddled with the impression 
given by the catalog—that of quality or 
mediocrity.

Your product deserves a proper dis
play. A Smith-made Art-Leather Cov
er will dress it up and secure it the rec
ognition it merits.

Send us a copy of your catalog and 
tell us how many you issue. Without 
obligation we will put a Smith-made 
Art-Leather Cover on it and suggest i 
color and embossing arrangement. Both 
the low cost and the personality with 
which this cover will clothe your cata
log will surprise you.

Send it to us today so that we can 
present the complete picture as soon as 
possible.

During recent months, we have made 
more than 150,000 Smith-made, Art
Leather Catalog Covers, Salesmen’s 
Portfolios, Display Cases, Window and 
Counter Signs for:

Audit Bureau of Circulations 
Brunswick-Balke-Collender Co. 

♦Butler Brothers
♦•♦Devoe & Ray no I ds Co.

♦♦First National Bank, Chicago 
Hart, Schaffner & Marx

■•♦♦♦♦John A. Hertel Publishing Co.
B. Kuppenheimer Co.

•♦♦La Salle Extension University 
Mansfield Tire & Rubber Co.

♦•♦ Morgan Sash & Door Co.
♦♦♦♦♦National Tailoring Co.

♦♦♦Peck & Hill Co.
•♦Joseph T. Reyerson Co.

’♦♦••♦♦Stone & Field Corporation
United States Military Academy 
Western Printing & Litho. Co.

<♦)Indicates number of repeat orders.

THE S. K. SMITH CO.
148 No. Well» Si.

Chicago, III.

Digest of A. N. A. E.
Proceedings

National Officers
Prbjident

FRANK T. CARROLL 
Advertising Manager, The Indianapolis 
News.

Vicb-Prbeiident
WM. E. DONAHUE

Mgr. Local Display Adv., The Chicago 
Tribune

Secretary-Treasurer
DON BRIDGE

ilgr Merchandising and National Adver
tising, The Indianapolis News.

Directors
A. L. SHUMAN

Vice-Pres, and Adv. Mgr. The Ft. Worth 
Star-Telegram.

HARVEY R. YOUNG
Director and Adv. Director, The Colum
bus Dispatch.

CARL P. SLANE
Publisher, The Peoria Journal-Transcript.

JOSEPH W. SIMPSON
National Adv. Dept., The Philadelphia 
Bulletin.

RALPH A. TURNQUIST
Advertising Manager, The Milwaukee 
Journal.

W. J. HOFMANN
Advertising Manager, The Portland Ore
gonian.

A. L. POORMAN 
Advertising Manager, The Providence 
Journal-Bulletin.

FRANK T. CARROLL
Advertising Manager, The Indianapolis 
News.

WM. E. DONAHUE
Mgr. Local Display Advertising, The 
Chicago Tribune.

Members of National Commission 
A. A. C. of W.

GEO. M. BURBACH
Advertising Manager, The St. Louis Post
Dispatch.

A. L. SHUMAN
Vice-President and Advertising Manager, 
The Ft. Worth Star-Telegram.

L. B. PALMER
Mgr. American Newspaper Publishers 
Association.

Representative, Joint Assembly 
A. A. C. of W.

W. E. DONAHUE
Mgr. Local Display Advertising, The 
Chicago Tribune.

Advisory Council
E. J. SLEMONS •

Business Manager, The Grand Rapids

H. A. SPRAGUE
Business Manager, The St. Joseph News
Press

A. G. NEWMYER
General Manager, The New Orleans Item
Tribune.

RALPH A. TURNQUIST
Advertising Manager, The Milwaukee 
Journal.

HARRY T. WATTS
Business Manager, The Des Moines 
Register-Tribune-News.

J. K. GROOM
Mgr. National Advertising, Northern Illi
nois Group.

GEO. M. BURBACH
Advertising Manager, The St. Louis Post
Dispatch.

M. F. AROHIME
Advertising Manager, The Louisville 
Courier-Journal and Times.

A. L. POORMAN
Advertising Manager, The Providence 
Journal-Bulletin.

A. L. SHUMAN
Vice-President and Adv. Mgr., The Ft. 
Worth Star-Telegram.

C. E. BENNETT
Advertising Manager, The Cincinnati 
Times-Star.

ED. L. HILL
The St. Louis Globe Democrat.

CHAS. S. BATES
Advertising Manager, The Miami Herald.

A. L. CARMICAL
Director of Publicity and Promotion, The 
Chicago Evening American.

FRANK T. CARROLL
Advertising Manager, The Indianapolis 
News.

Committee on Agency Relations
HARVEY R. YOUNG, Chairman

Advertising Director, The Columbus Dis
patch.

WM. H. DODGE
President, Allied Newspapers, Inc.

F. J. OEXMAN
Mgr. National Advertising. The Cincin
nati Times-Star.

Speakers Bureau
WM. E. DONAHUE

Mgr. Local Display Advertising, The Chi
cago Tribune.

Idea Exchange Bulletin
JAMES W. FISK, Chairman

I
 Advertising Manager, The Cincinnati 

Post.
State Vice-Presidents

Canada (Alberta)
GEORGE B. COOPER

Advertising Manager, The Edmonton 
Journal.

Canada (Ontario)
R. K. STOKES

Advertising Manager, The Toronto Globe.
Canada (Nova Scotia)
C. P. GREENE

Advertising Manager, The Halifax Chron
icle.

Hawaii
H. S. HAYWARD

General Business Manager, The Honolulu 
Star-Bulletin.

Philippine Islands
CARSON TAYLOR

Publisher, The Manila Bulletin.
Arizona
WESLEY W. KNORPP

Business Manager, The Phoenix Repub
lican.

Arkansas .
FRED W. ALLSOPP

General Manager, Arkansas Gazette 
(Little Rock).

California
JACOB ADLER

I Business Manager, San Francisco Call 
and Post.

Colorado
F. I. CARRUTHERS

1 Advertising Manager, The Denver Post.
Connecticut
I. B. MYERS

Business Manager, The Waterbury Re
publican and American.

District of Columbia
COL. LE ROY W. HERRON 

Advertising Manager, The Washington 
Star.

Delaware
CLARENCE J. PYLE

General Manager, The Wilmington Jour
nal & News.

Florida
JOHN OTHEN

Advertising Manager, The Jackson
ville Journal.

Georgia
T. B. FRENCH

Advertising Manager, The Atlanta Con
stitution.

Illinois
A. J. McFAUL 

Assistant Publisher, The Chicago Her
ald & Examiner.

Indiana
W. S. BOWMAN _ „

Advertising Manager, The South Bend 
Tribune.

Iowa
LAFE YOUNG, JR. 

General Manager, 
Capital.

The Des Moines



Exactness of reproduction is the standard by which the 
artist’s work is judged. Likewise, a true reproduction of 
the artist’s original is the standard by which coated paper 
is judged. Marquette Enamel enjoys an enviable reputation 
for bringing out the best in the finest-screen halftones.

Design by E. A. WILSON

See reverse side for list of Westvaco Distributors

Mill Price List
"^Ivo-Enamel 

FHaropetk Enamel 
Sterling Enamel 

^f^stmont Enamel 
Uestvaco Folding Enamel 

Pinnacle Extra Strong 
Embossing Enamel 
Z^steacoJdea/ L/tha 
''HestvacO Satin')) Fiite 

Translucent
^lestvacoCbatedFbstCard 

ClearSpr ingSuper
ClwrSpringEnglish Finish 

Clear \'pnngText 
Super 

sMestvaco$l.F 
°TfejhacoEggshell 

CJiinercoDond 
Origapfriting 

'FeshacoJTF'meogmph 
^festvacoIndejcErisM 

’’Westvaco'FbstCctrd



The Mill Price List
Distributors of

Westvaco Mill Brand Papers

The Chatfield & Woods Co. io W. Glenn Street, Atlanta, Ga.
The Arnold-Roberts Co Augusta, Me.
Bradley-Reese Co. 308 W. Pratt Street, Baltimore, Md.
Graham Paper Co. 1716 Avenue B, Birmingham, Ala.
The Arnold-Roberts Co. 180 Congress Street, Boston, Mass.
The Union Paper & Twine Co., 559-561 E. Swan Street, Buffalo, N. Y. 
Bradner Smith & Co. 333 S. Desplaines Street, Chicago, III.
West Virginia Pulp & Paper Co. 731 Sherman Street, Chicago, III. 
The Chatfield & Woods Co. 3rd, Plum & Pearl Sts., Cincinnati, 0. 
The Union Paper & Twine Co., 116-118 St. Clair Ave.,N.W ,Cleveland,O.
Graham Paper Co. 411 Lacy Street, Dallas, Texas
Carpenter Paper Co. of Iowa, 106-1 11 Seventh St.Vi.iduct, Dt s Moines, la. 
The Union Paper & Twine Co. 551 E. Fort Street, Detroit, Mich.

' Graham Paper Co. 101 Anthony Street, El Paso, Texas
Graham Paper Co. Houston, Texas
Graham Paper Co. 6th & Broadway, Kansas City, Mo.
The E. A Bouer Co. 175-185 Hanover Street, Milwaukee, Wis.
Graham Paper Co., 607 Washington Avenue, South, Minneapolis, Minn. 
Graham Paper Co. 111 Second Avenue, N., Nashville, Tenn. :
The Arnold-Roberts Co. 511 Chapel Street, New Haven, Conn.
Graham Paper Co., S. Peters, Gravier & Fulton Streets, New Orleans, La. 
Beekman Paper and Card Co., Inc., 318 West 39th St., NewYork, N. Y. 
West Virginia Pulp 8c Paper Co., too Fifth Avenue, New York, N. Y.
Carpenter Paper Co. 9th & Harney Streets., Omaha, Neb.
Lindsay Bros., Inc 419 S. Front Street, Philadelphia, Pa.
The Chatfield & Woods Co., md & Liberty Avenues, Pittsburgh, Pa. 
The Arnold-Roberts Co. 86 Weybosset Street, Providence, R. I.
Richmond Paper Co., Inc. 101 Governor Street, Richmond, Va.
The Union Paper & Twine Co.
Graham Paper Co.
Graham Paper Co.
R. P. Andrews Paper Co.
R. P. Andrews Paper Co.

Rochester, N. Y.
1014 Spruce Street, St. Louis, Ai»
16 East 4th Street, St. Paul, Minn

704 ist Street, S. E., Washington, D. C.
York, Pa.

Nianufactuved by
West Virginia Pulp & Paper Company
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Kansas
CHAS. L. NICHOLSON I

Advertising Manager, The Hutchinson 
Daily News.

Kentucky
H. E. ROBERTS

Advertising Manager, The Lexington 
Leader.

Louisiana
L F. BLACKBURN 

Advertising Manager, The New Or
leans Times-Picayune.

Maine
FRED H. DRINKWATER

Advertising Manager, The Portland 
Express & Telegram.

Maryland
W. S. SCHMICK

Business Manager, The Baltimore Sun.
Massachusetts
WM. F. ROGERS

Advertising Manager, The Boston 
Transcript.

Michigan
OTIS MORSE

Advertising Manager, The Detroit Free 
Press.

Minnesota
E. I. HARLAN 

Advertising Manager, The Minneapolis 
Journal.

Mississippi
W. G. JOHNSON

General Manager, The Jackson Daily 
News.

Missouri
W. COURTRIGHT SMITH

National Adv. Dept., The Kansas City 
Journal-Post.

Montana
JOE L. MARKHAM

Business Manager. The Anaconda 
Standard.

Nebraska
JAMES A. AUSTIN

Advertising Manager, The Omaha Bee.
Nevada
JOE F. MCDONALD

Business Manager, The Reno State 
Journal.

New Jersey
EUGENE W. FARRELL

Business and Advertising Manager, The 
Newark News.

New Mexico
JOSEPH TAUSEK

General Manager, The Albuquerque 
Journal.

New York
R. H. SCHOOLEY

Advertising Manager, The New York 
Herald-Tribune.

North Carolina
J. H. TURNER 

Classified Advertising Manager, The 
Raleigh News & Observer.

North Dakota
N. B. BLACK

Publisher, The Fargo Forum.
Ohio
H. W. ROBERTS

Advertising Manager, The Cleveland 
Plain Dealer.

Oklahoma
H. E. DREIER

Advertising Manager, The Oklahoma 
City Oklahoman & Times.

Oregon
W. F. HESSIAN

Dir. National Adv., The Portland Jour
nal.

Pennsylvania
ROWE STEWART

General Manager, The Philadelphia 
Record.

Rhode Island
CHAS. O. BLACK

General Manager, The Pawtucket
Times.

South Carolina
WM. P. ETCHISON

Advertising Manager, The Columbia 
State.

South Dakota
C. F. McCANNON
Advertising Manager, The Rapid City 
Daily Journal.

Tennessee
G. W. RITCHIE

Advertising Manager, The Memphis 
Commercial Appeal.

Texas
MARCELLUS E. FOSTER

Publisher, The Houston Chronicle.
Utah
H. F. ROBINSON

Business Manager. The Salt Lake City 
Tribune.

Virginia
THOMAS T. JONES

Advertising Manager, The Richmond 
Times-Dispatch.

Washington
G. W. ROCHE

Advertising Manager, The Spokane 
Daily Chronicle.

The Spok Ln <1 ust ry

Directory of 
and the Gas 

Catalogue.

x 000,000 people— 
nearly half the popula' 
tion of the country— 
are served by gas thru 
10,000,000 meters. The 
scope and size of this 
industry is tremendous. 
And it can be covered 
99-47% by Gas Age
Record.

Record
Street,
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VOCATIONAL SCHOOLS use 
the latest type machinery and 
purchase annually hundreds of thou

sands of dollars worth of material, sup
plies. and equipment

In these schools are trained the com
ing foremen and junior executives in 
the furniture and woodworking industry.

When you advertise in The Furniture 
Manufacturer & Artisan this magazine 
not only carries your message to nearly 
every worthwhile furniture factory in 
the United States and a number of fac
tories abroad—it is also read in over a 
thousand vocational schools.

Let us tell you more about ‘‘killing 
two birds with one stone.”

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

S& STAN DARD 
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 I5"O advertising agen
cies, their personnel <ind 
accounts of 600 leading 
agencies.

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

5. Special Bulletins. Latest 
campaign news, etc.

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

Write or Phon*-

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

15 Moore St. New York City 
Tel. Bowling Green 7966

One of Advertising’s 
Overspenders?

[CONTINUED FROM PAGE 28]

do a volume of business represented by 
C, which represents the business in an 
unprofitable state, with more overhead 
than it can stand to carry.

Now let us say he decider to adver
tise. His advertising must raise the 
line of the business at least to the 
point indicated in Diagram D—the 
same line as represented by Diagram 
B—if he is to “get by.”

The question is, not, How much shall 
we put into advertising? but How 
much will it cost to raise that line?

I ET us use $1.00 as a unit (repre- 
| j senting $10 or $100 or $100,000 or 

$1,000,000). Let us say it will cost 
$1.00 according to the best analysis he 
and his advertising agent can make. 
Suppose he feels pinched and decides 
arbitrarily that all he can spend this 
year is 65c.

That is what a great many adver
tisers do: and when they do it they are 
overspending by underspending. They 
are buying a ticket short of their des
tination.

But suppose he studies this diagram 
and discovers that the little white 
peak at the top of the triangle repre
sents potential profits, with the over
head nearly all paid for when he gets 
past that dotted line? He begins to 
realize two things

First, that he dares not fall short 
of the dotted line or he will 
be wasting part of his ad
vertising money

Second, that if he wants to make 
real money he must force 
his business volume up into 
the peak of the pyramid

How can he cover the first point: in
sure reaching the dotted line?

By spending the $1.00 his analysis 
tells him is required, and then by add
ing, say, 10c as a margin of safety or 
insurance, just us an engineer figures 
on a factor of safety in planning a steel 
bridge.

His appropriation will then be $1.10 
—an amount that will insure his 

reaching the dotted line. And because 
it will insure that—and not merely 
because $1.10 is a large appropriation 
or a great sum of money—he will be 
spending wisely. Whereas, if he spent 
65c or 70c or even 90c, he will be 
overspending, not because 65c or 70c 
or 90c is not a great deal of money, 
but because it is not sufficient to pay 
the way to the dotted line. He will be 
overspending by underspending.

This principle applies to every kind 
of a business and to businesses of 
every size. It applies to great na

tional campaigns and to the smallest 
direct-by-mail. or local newspaper or 
trade journal campaign

What you feel like spending has 
nothing to do with the problem. What 
you need to spend to reach a given 
point has all to do with it. .

In the World War the General Staffs 
set objectives and then they concen
trated their men and guns and air
planes and transport on the problem 
of reaching those objectives. If they 
underestimated the resistance, or if 
they had too few men or munitions, 
they fell short of their objectives, with 
serious consequences.

As the war progressed the generals 
learned their lesson: that no amount 
of wishing or of personal enthusiasm 
or of self-deception as to the resist
ance to be overcome, the valor of their 
forces or the nature of the ground to 
be captured, could take the place of 
adequate troops, munitions and trans
port. And so they stopped throwing 
away their men and their munitions 
on risky objectives; they set attainable 
objectives, and sent in enough men, 
with enough munitions and transport 
to insure reaching those objectives.

SETTING objectives is just as im
portant in marketing merchandise 
or service as in warfare. Yet how often 

otherwise shrewd business men let 
themselves be fooled into looking at 
the number of dollars they believe they 
can afford to spend instead of at the 
distance to he traveled.

Some three or four years since, an 
association of manufacturers, which 
must for obvious reasons be unnamed, 
held a very serious meeting to consider 
the advisability of a cooperative adver
tising campaign during their big selling 
season, the advertisements to be aimed 
at the general public to stimulate the 
buying of their product for certain 
purposes.

The secretary of the association pre
sented a carefully worked out plan, 
together with an estimate of how much 
it would cost to put over the cam
paign the first season. The members 
liked the plan; they decided to go 
ahead. But when it came to the ap
propriation they shook their heads 
dubiously. XYZ thousand dollars was 
a heap of money. “Only a cent a case 
for total output of the industry,” the 
secretary pointed out.

But somehow they couldn’t see it in 
those terms; they could see only the 
big total—XYZ thousand dollars. They 
would think it over.

Next day the two biggest men of 
the industry got together at luncheon



August 12, 1925 ADVERTISING AND SELLING FORTNIGHTLY 69

And The Paper by Cantine/
YOUR sales literature! Expensive illustrations by a pro

fessional artist, persuasive text by a well-paid writer, 
printing by skilled typographers and—to give the whole job 

the impressiveness and sales value it should have—coated 
paper by Can tine!

The returns on your investment in printed matter depend 
much upon the paper you use—the very foundation of every 
piece of printing you buy.

Cantine’s Coated Papers represent nearly forty years of spe
cializing in the manufacture of fine coated papers exclusively. 
A book of sample papers and the name of a nearby jobber will 
be sent upon request.

The Martin Cantine Company
Saugerties, New Yor\

COATED 
PAPERS

CanfoldHiwimi rountto 
AND MUNTINC QUAurv

Ashokan Esopus Velvetone
uui rvn,

Litho CIS
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%0 of a cent 
PER PROSPECT

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 and Collections 
Music Publishers 
Music Racks 
Hymn Boards 
Choir Stalls 
Choir Vestments 
Chimes

Etc.

\ our A d will go exclusive
ly to the Buyers m this 
wealthy field at 3/10 cent 
per buyer or $75.00 a page.

To insure proof lor .cor
rection. your copy should be 
in not later than September 
1st. _

May we send you our rate 
card—card of distribution 
by states and a complimen
tary copy of the EXPOSI
TOR?

Tlie EXPOSITOR
701-710 Caxtou Bldg., 

Cleveland, Ohio
New lurk Chicago

17 W . 42d Si. 37 S. Wabash

and talked over the plan as one busi
ness man with another, and they de
cided that XY thousand dollars was 
enough to try to assess themselves and 
their fellow members. The secretary 
was a good scout and all that, but he 
didn’t know how hard it was to make 
money and his ideas were not quite 
“practical” when it came to settling 
big questions like this.

And so, after the manner of asso
ciations, the question of the appropria
tion was settled arbitrarily by those 
two leaders in the industry, then and 
there They would spend XY thousand 
dollars, which was just two-thirds of 
the XYZ appropriation recommended.

A MEETING was called, the matter 
was voted upon and carried. A 
committee was appointed to cooperate 

with the secretary in working out the 
campaign.

The committee had not worked very 
long before the members began to real
ize that XY thousand dollars was just 
about two-thirds of what was needed 
to do even a fairly good job. But ap
parently the only thing to do was go 
ahead and do the best they could with 
what they had.

They decided that they couldn’t cut 
the list any, for it was a minimum list 
already. They would have to take 
smaller spaces and less frequent in
sert ions. But at that they could “make 
it look like a whale of a campaign,” as 
one member expressed it, oy adding up 
the total circulations of the publica
tions to be used, multiply the number 
of advertisements to be run by the 
total circulation of the publications to 
be used, showing the whole thing 
graphically, with smashing pictures of 
the publications and enlarged proofs of 
the advertisements, in a big broadside 
which they would send out to the 
dealers. Also get out an impressive 
portfolio for the salesmen of each of 
the companies forming the'association, 
for them to carry with them and show 
to their customers.

And so. at the direction of the com
mittee and with mucn adding and 
multiplying, the secretary worked out 
the enormous figures of the campaign, 
and even the members of the commit
tee were amazed when they saw the 
figures. They certainly were impres
sive. And the diagrams and graphs 
worked out from them fascinated them. 
Those figures and graphs would wake 
up the trade all right.

Well, the selling season came on and 
the campaign started. The selling sea
son passed and the campaign stopped. 
And nobody concerned was able to see 
that anything special had happened.

Yet something had happened: a 
group of manufacturers forming an 
association had overspent in advertis
ing. And they had overspent because 
they had underspent Z thousand dol
lars. The Z thousand dollars would 
have increased the velocity to a degree 
sufficient to have impressed the cam
paign on the public mind.

The impressive circulation figures 
and the imposing graphs had fooled 

no one but the men who had drawn 
them up.

They never do any more; they have 
to be backed up by advertising that 
registers as impressively on the public 
as the figures and graphs are expected 
to register on the trade.

What does all this mean: That a 
firm must have a million dollars before 
an advertising campaign should be 
undertaken?

Not at all; but that nine hundred 
thousand dollars is overspending if the 
distance to be traveled requires a mil
lion dollars’ worth of velocity; and 
that an extra hundred thousand dol
lars added to that million as a margin 
of safety is likely to increase velocity 
all out of proportion to itself. The 
directing genius of one of the million 
dollar businesses mentioned previously 
told me recently that every time they 
had added a hundred thousand dollars 
to their advertising appropriation 
they had added half a million dollars 
to their sales; and that they had done 
this six times and would continue to 
do it if they could ever get caught up 
on orders!

And what applies to a million dollars 
applies also to two hundred thousand 
or fifty thousand or ten thousand or 
one thousand.

ANY amount is overspending to the 
extent that it is underspending, no 
matter how small or how large the 

business or the appropriation.
Not: How much shall we spend? 

But: How far shall wc try to go this 
year or this season—or this month- -or 
(luring the next five years?—is the 
first consideration.

Do you want 2000 new dealers this 
year? Or to add 100,000 cases to your 
sales volume by 1925? Or to develop 
distribution in New England? Or to 
move seventy-six carloads of building 
materials? Or to give the public—of 
the United States, or of a state, or a 
single city—a sample of youi product? 
Or to move men and women to con
tribute sixty thousand dollars to a 
charity ? Or to fill a theater eight 
times a week? Or to fill so many pages 
or columns in your periodical with ad
vertising? Or to sell the capacity of 
a transcontinental train? Or to make 
your business the biggest factor in the 
industry?

Or what?
After you have decided that, then 

you can begin to figure intelligently on 
the distance to be traveled and the re
sistance to be overcome; and you can 
then plan your sales effort and your 
advertising appropriation, so that 
your advertising and your other forms 
of sales energy will develop sufficient 
velocity to carry you to your objective.

Always remembering that a five or 
ten per cent margin of safety is seldom 
oversiiending, while five or ten per cent 
short of the necessary appropriation is 
overspending.

Reprinted from first issue of Advertising 
Fortnightly, May 9, 1923. In view of the 
fact that our circulation has more than 
tripled since then this should be new 
material for many of our readers.
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Cancel“HotWeather”in 20 States!
Rent Sales Cars at 85 Saunders Branches

it's the *ammer. ’ammer, 'ammer on the 'ot sidewalks ' 
that slows up your salesmen these days. More 
calls made in comfort mean steady sales volume

WITHOUT a dime of capital investment, you can furnish 
each salesman a new car for aggressive Summer selling.

You pay only for the actual miles he drives—the calls and 
sales made.

These cars have been placed in the best sales centers of 
20 States you now cover. They are all ready to turn over to 
your men. Please instruct them to accept delivery at once 
and use Saunders System cars to keep up the daily calls and 
sales volume during hot weather. Where business has moved 
out to the country and Summer resorts, your men can run it 
down with a minimum of time and expense.

Saunders Drive-It-Yourself System rents gear-shift and 
Ford coupes, sedans and touring cars on a mileage basis. 
Each salesman drives privately a clean, new, splendid-running 
car, as if it were his own or company car. Standard insurance 
protects you against liability, fire, theft, collision and prop
erty damage above $15. We can also supply you with detailed 
reports of his mileage, daily starting and quitting time, 
expense incurred, and with Traveler’s Identification Cards, 
good at eighty-five Saunders System stations in 20 States.

Combined with rail service between major towns, this 
service nets you the lowest possible traveling expense, and 
preserves the real advantages of motorized selling. Just 
direct your salesmen to use Saunders System and write us 
for the Traveler’s Cards.

ALABAMA AND GEORGIA

ILLINOIS, INDIANA 
AND MISSOURI

SAUNDERS DRIVE-IT-YOURSELF CO., Inc
Executive Offices! 316 Saunders Bldg., Kansas City■ Mo.

-TEN YEARS Ot PRACTICAL OPERATION"

Eastern Dirt. Illinois Kentucky Norwood
Baltimore (2) 
Richmond, Va. 
Washington,D.C.Ì3)

Galesburg 
Mohne

Louisville (3)
Kansas & Miuouri

Springfield 
Toledo

Peoria Kansas City (3) Oklahoma
Alabama

Birmingham (4) 
Bessemer

Rockford 
Rock Island 
Springfield

St. Joseph 
St. Louis 
Topeka

Oklahoma City 
Tulsa

Mobile Indiana Wichita Tennessee
Montgomery (2)
Tuscaloosa (2) Evansville

Indianapolis (2)
Michigan 

Detroit
Chattanooga (2) 
Knoxville

Colorado Terre Haute Nebraska Memphis
Colorado Springs Vincennes Lincoln Nashville (2)
Denver Iowa Omaha Ö) Texas
Pueblo Cedar Rapids Ohio Dallas

Georgia Council Bluffs Akron Houston
Atlants (21 
Athena

Davenport 
Des Moines

Cincinnati (3)
Cleveland (2) Wisconsin

Columbus Sioux City Columbus (3) Milwaukee (2)
Dayton Sheboygan

yAUNDERS
Drive It Yourself ;
^SYSTEM

©

Bock/b
Chieko

11 NNLSSEE

The circles indicate a 35 mile driving radius
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" Thanx”
IT isn’t such a trivial thing when 

a man pauses in the welter of 
things he has to do in this 

crowded age and takes pen in hand 
to offer a word of friendly approval 
and encouragement.

A number of industrial advertising 
men have taken the trouble to write 
the author of this series of adver
tisements I am running in “Adver
tising & Selling Fortnightly,” com
menting favorably on their tone.

For these kindnesses I give my 
sincere thanks.

I am appreciative and proud of the 
letters received.

One particularly encourages me. 
Its writer is a man who has bought 
“tons and tons” of space for a very 
large concern whose products are 
advertised in both the general and 
the industrial fields.

He surely knows where«! he 
writes. He wrote:

“1 take my pen in hand to write 
you a letter to tell you how much I 
have enjoyed reading your ads in 
‘Advertising & Selling Fortnightly.’ 
Especially the one headed 'Selection’ 
'July 15, 1925). I really think that 
you have the broad idea of selling 
a publication; that is, ‘by their fruits 
ye shall know them,’ rather than cold, 
meaningless figure. I say meaning
less because an A. B. C. statement, 
for instance, may be interpreted in 
many ways, depending upon the 
resourcefulness of the salesman. I’ve 
met hundreds of them and 1 know. 
If buyers of space will read your 
essays seriously the) will learn a lot 
about buying advertising.

“So pin this posey on your coat 
and believe me when I say thal I 
am serious.”

There is, indeed, a lot of hoakuiu 
in the sale of advertising space. This 
probably because many of the pub
lishers have their sales forces so 
highlj organized and engage such 
skillful mei> for the work. A tip I 
fain would give some publishers 
would be to engage equally as skill
ful men in some of lb- other depart
ments. Then publications would be 
more effective and less skill would 
be required to sell space in them and 
to keep it sold.

440 So. Dearborn St.
Chicago III.

INDUSTRIAL POWER is mil balanced. 
It docs not spend a disproportionate amount 
of its income in tales expense. As a proof 
of this we would like to send veu our book
let W"t Writes INDUSTRIAL POWER." 
Malt we have your permission!

Moral: Be a Flat-Dweller
Of the 114,000,000 men, women and 

children who constitute the population 
of the United States, perhaps ten mil
lions live in apartments.

Am I correct—or nearly so—in my 
belief that nine-tenths of the stories 
which are published in the nationally- 
circulated periodicals are written by 
flat-dwellers?

Right now, undoubtedly, hundreds of 
men and women in New York apart
ments are grinding out tales of wild 
life on the plains or of bloody doings 
on the Spanish Main. These people, 
perhaps, have never been west of Buf
falo or south of Washington. N< mat
ter! They live in a flat! That, ap
parently, is one of the qualifications 
for writing fiction.

In 1965
A recent issue of the Saturday 

Evening Post contained 114 full-page 
advertisements, 37 of which were of 
automobiles, tires or automobile acces
sories

That same issue contained 35 half
page advertisements, two of which 
were of automobile accessories and 39 
quarter-page advertisements, five of 
them of automobile accessories.

In other words, pretty nearly thirty 
per cent of the advertising space in 
this particular issue of the “S. E. P.” 
was used to exploit motor cars and 
the things that the motor car has made 
possible.

The inventor of the internal-combus
tion engine hadn’t the ghost of an idea 
that, some day, men would spend a 
quarter of a million dollars to adver
tise in. one issue of one publication the 
children of the child of his brain.

Doubtless, in some bare room, some 
other inventor is at work at some de
vice or process which will be as revo
lutionary as Selden’s. Doubtless, too, 
thirty or forty years hence, it will bulk 
as large in the public eye as the auto
mobile does now.

Too Bad!
A small but very high-class drug 

store in my neighborhood has closed its 
doors. A receiver is in charge.

Of the twenty or more drug stores 

in this part of New York City, it was, 
I believe, the one which came nearest 
to conforming to “ethical” standards. 
It had no cigar-stand, no lunch coun
ter, no soda fountain. It carried no 
books or stationery, no alarm clocks or 
candies. It was, as I say, “ethical.”
And it has gone out of business.

Not in Accord with Fact
I read recently a statement to the 

general effect that when, after years 
of effort, a New Yorker gets on a 
$30,000 a year salary basis, he can 
live almost as well as the man in a 
city of 30,000 who is paid $40 00 a 
week.

It is lime this bubble was punctured, 
for it is not in accord with fact.

Rents in New York are high. In 
many cases, they are outrageously 
high. And the temptation to spend 
money is far greater than in other 
cities. But, with few exceptions, the 
necessities of life cost less—not more— 
in New York than in smaller cities.

The New York housewife can buy 
vegetables, fruits and groceries cheaper 
than can her sister in Springfield, 
Ohio. Clothes, too, cost less. And 
shoes. And hats. And hosiery. And 
drugs. And street-car fares.

Half a dozen times a year I have 
an opportunity to compare prices here 
and elsewhere. I know what I am 
talking about.

The Market Place
The criticism which Europeans 

oftenest make of this country is that 
we have carried standardization to 
absurd extremes. “Americans dress 
alike," they say. “They look alike. 
They think alike.”

There is a lot of truth in these state
ments.

The explanation, it seems to me, is 
that to an extent far greater than its 
population and importance justify, one 
city—New York—influences the rest 
of the United States.

Less than 6 per cent of the popula
tion of the United States live in New 
York; but, I’ll venture to say, more 
than 60 per cent of the ideas which in
fluence American men and women are 
born here - or if not that, are sent 
forth from here.

The inventor of cross-word puzzles 
lives, we’ll say, in Dover, Del. But 
doos he try to market cross-word puz
zles from his home town? No! He 
comes to New York. The creator of a 
new fashion or device does likewise.

The “distributive” facilities are here.
Jamoc.
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Every Agency Man knew what every hardware man 
knows, HardwareAgp would be on every hardware list.

The Human Side
of a

Great Business 
Publication

Back oj 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.

Charles P. Catlin. Contributing Editor 
(Practical Merchandising)

NT HUSIASM and ability, backed 
by unlimited energy are the out
standing characteristics of Chas. 
P. Catlin, nationally known 
merchandiser, advertise!, and

salesman, whose rare power to instil these 
attributes in others has drawn him into the 
HARDWARE AGE Editorial family.
Thirty-two years of hardware merchan
dising experience are packed into his 
straight-from-tlie-shoulder messages on 
"Turning Dull Days Into Profits.” These 
articles are full of practical, sales stimulating 
pointers, high in cash register value.
Catlin's experiences range from inside 
man, road salesman, departmental mana
ger and buyer in a national hardware job
bing house, to sales promotion manager and 
merchandiser for widely known manufac
turers.

As a salesman, he personally installed 
hundreds of display windows, planned hun
dreds of special sales and suggested con
structive selling methods to thousands of 
men behind retail hardware counters. As 
sales promotion manager he is responsible 
for many sales-producing ideas used by 
hardware jobbers, salesmen and merchants 
throughout the country.
He knows the problems if the retailer, the 
jobber, the salesman, the manufacturer, 
and he shares that knowledge with his 
readers.
Charley Catlin’s articles inspiringly point 
the way to greater profits through clean-cut 
efficient merchandising methods. His con
tributions hold an important place in the 
thorough, practical business-building service 
HARDWARE AGE brings to its readers 
each week.

"The Most Influential Hardware Taper"

259 West 39th Street
A.B. R

New York. City
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Tor accurate, 
full information 
atout poster art. 
there is only one 
authoritative 
publication in 
two continents

________________

POSTER
307 S. Green St. Chicago

Sample copy 3Œ 
^ree Dollars Nearly

Advertising Typographers

The PITTSFORD plant 
serves primarily as a 
quality typographic shop 
for particular advertisers. 
We set type and artisti
cally group illustration, 
type and decoration — 
and deliver the whole as 
a single unir—the com
pleted advertisement.

Ben C. Pittsford Company
431 South Dearborn St.

Phone Harrison 7131

The Complete Boole on

Engraving and Printing
(Second Printing)

This is a veritable encyclo
pedia setting forth in usable 
form the essentials of all 
methods and processes. Hun
dreds of examples, sug
gestions and reference fea
tures. Tells how to choose 
kind of art, process of repro
duction, plates, paper, color, 
etc. A mine of Information 
for the advertising man, 
artist, printer, engraver, 
lithographer, paper man, 
photographer, salesman or 
student who wishes to get 
ahead. 840 Pages—Over l&uJ 
Illustrations—35 Related Sub
jects.

Sent on approval—no advance payment. Write 
lor FREE prospectus showing sample pages, etc.
COMMERCIAL ENGRAVING PUB. COMPANY 
Dept. SV Indlanapoll«» Ind.

Getting the Salesmen 
to Use Them

[CONTINUED FROM PAGE 18]

ual. He knows how salesmen are tempted 
to leave such a manual at home. So he 
writes teaser letters periodically to the 
trade. He tells them to be sure and 
ask his salesman next time to show 
them what’s on page 14 of the jobber’s 
book. The salesman knows when the 
letters go and what they say. So he 
feels that he cannot afford to leave the 
manual at home.

Another general principle in getting 
the manual used is involved in the fact 
that the salesman is constantly being 
bombarded by buyer’s objections and 
being turned down by hard-boiled pros
pective customers. It’s a great life if 
you don’t weaken. The salesman’s lot 
—like that of the well-known Gilbert 
& Sullivan constable—is not a happy 
one, happy one! Away from the suc
cessful home-office atmosphere he is 
particularly subject to discouragement. 
So, again, the sales manual that gets 
used most is the one to which the 
salesman can turn on Blue Monday 
and in it find the good strong selling 
points that resell him all over again 
on the value of his line, the integrity 
of his house, and the fact that he is a 
damned lucky fellow to have such a 
good proposition. Sometimes, even a 
bit of inspirational talk won’t go amiss, 
though good hard facts seem to suit 
the average salesman best.

SINCE the sales manual is often pri
marily for the training of men there 
is at times a danger of producing it so 

that it is extremely interesting and 
useful to the new men on the sales 
force but tame and “old stuff” to the 
older men. For this reason, the manu
script should be criticised with this 
question in mind, “Will this manual be 
really helpful to our most experienced 
salesmen as well as to our new re
cruits?”

The last suggestion that T have to 
offer in connection with getting the 
sales manual used is this . In hard ser
vice manuals are sure to become soiled. 
After a time pages may be torn or 
missing. For this reason some execu
tives periodically call in all copies for 
inspection. Damaged or lost pages are 
replaced. Or an entire new copy may 
be supplied. The good salesman doesn’t 
like to use or exhibit a soiled or dog
eared manual. Neither is the dealer 
favorably impressed by it. If you are 
smart enough, or lucky enough to pro
duce a sales manual which is really 
used by both your salesmen and the 
trade, it nays to keep all copies in fresh 
and inviting condition.

[This is the third and last of a series 
article- bv Mr. Morgan. Th’ first of the 
series appeared in the Fortnightly, of 
June 17.]

The Clark Collard Company
Chicago, will direct advertising for 

the Jiffy Sales Company, same city.

for Sample (bpier address
KNIT GOODS PUBLISHING CORP.

93 Worth Street Hew Ybrk City

The advantages of your institution, 
your product, or your service depend 
on known facts. It is by convey ing 
these facts through well worded text 
and compelling illustration that sales 
result through advertising.

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

Fred’k Lowenheim
Illustrator 

226 WEST 47th ST. . 
NEW YORK CITY

CHICK ERING 8 8 8 0

Eg» roUR roptex

At the conclusion of 
each volume m index 
will be published and 
mailed to you.

ns
EMPIRE
NewYork's newest and most 
beautifully furnished hotel- 

■accomodating 1034 Quests 
Broadway at 63-Stroct.

ROOM WITH PRIVATE BATH-
*350

X ALL OUTSIDE UOOMS ,
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Another Pathéscope Business Film is described here

“Qood Teeth—Qood Health "
A Pathéscope Production, 

is an integral part of the educational work of

FOUR years ago we produced for Colgate & Com
pany a film under this title, which is still going 
strong, with a constantly increasing demand—striking 

testimony to the effectiveness and economy of Busi
ness Films, when properly made and intelligently used. 
Still stronger PROOF of its success with films and its
satisfaction with Pathéscope 
recent order for

methods is this client’s

ANOTHER COMPLETE MOTION PICTURE

CARTOON COMEDY

ENGINEERING AND MECHANICAL
Alpha Portland Cement Company
American Brass Company
A. M. Byers Company
General Electric Company 
Hercules Fowder Co.
Linde Air Products Company
Lock Joint Pipe Company
Mosier Safe Company
National Slate Association
National Tube Co.
Okonite Company
Otis Elevato. Company
Plymouth Cordage Company
Reading Iron Company
Robins Conveying Belt Company 
John A. Roebling Company 
Chas. A. Schieren Company

Some of the other clients we have
Tide Water Oh Sales Corporation 
U. S. Cast Iron Pipe ft Fdry. Co. 
Westinghouse Lamp Company

FOOD PRODUCTS
Franklin Baker Company (Coconut) 
E. F. Drew & Company (Spredit) 
F. ntenac Breweries Ltd., Canada 
Hills Bros. (Dromedary Dates) 
C. F Mueller Company (Macaroni) 
Comet Rice Company

TEXTILES
Bigelow-Hartford Carpet Company 
Boston Woven Hose & Rubber Co. 
I he Standard Textile Products Co. 
U. S. Finishing Company

served
SERVICE

American Gas & Electric Company 
Atlantic City Electric Compan" 
Commercial Cable Company 
International Mercantile Marine 
Ohio Power Company • 
Postal Telegraph Company 
Radio C "•poration if America 
United Light & Power Company 
Chattanooga Gas Company

MISCELLANEOUS
Brooklyn Commercial Body Co. 
Foamite-Childs Corporation 
Kirkman 1 Sons 
McGraw-Hill Company 
Owen Bottle Company 
Charity, College and Community

We invite an opportunity to show, either at your office or the Pathescope Salon, 
what we have done for others in your industry, and what we can do for you.

INDUSTRIAL FILM DIVISION

THE PATHÉSCOPE CO. OF AMERICA, Inc.
Suite 1829, Aeolian Building . 35 West 42nd Street, New York
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The

BooK: QâdillâC
DETROIT’S FINEST HOTEL

Modern Aids to Business
To the man or woman visiting Detroit on business, the 
Book-Cadillac offers unexcelled facilities for economy 
of time and effort.
Restaurant equipment is unusually complete, ranging 
from the attractive Coffee Shop, with cafeteria service, 
to the cosmopolitan Venetian Dining Room, Blue 
Room and English Grill.
For effective display of merchandise, thirty-eight large 
sample rooms are available. Each is an outside room 
and is equipped with door bed and dressing room.

1200 Outside Rooms with Bath
Rates 4 an<i UP

475 Rooms at $4 and $5 Sample Rooms $5 and $8 
Special $1.25 Luncheon and $2.00 Dinner served in 
English (frill and Blue Room. Club Breakfast, 85c 
and $1. Eighteen shops and broker’s office in build
ing; Barber Shop and Beauty Parlor operated by 
Terminal Barber Shops; Private Conference Rooms.

THE BOOK-CADILLAC HOTEL COMPANY, DETROIT 
ROY CARRUTHERS, President

WASHINGTON BOULEVARD AT MICHIGAN AVENUE

House Organs
We are the producers of some of the 
oldest and most successful house 
organs in the country. Write for copy 
of The William 1 father Magazine.

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

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, 008 S. Wabash Ave„ 

Chicago

TESTIMONIALS
M . .... ■ ■ -.zv - • • • V. . .. ■

Orders, checks, maps, reports, blueprints, etc. 
PHOTOSTAT prints are convincing photographic 
facsimiles—produced without plates.

Send for Samplet.
Bent pricet—Quickett service.

Commerce Photo Print Corporation
80 Maiden Lane New York City

Copy That Illustrates 
Pictures

[CONTINUED FROM PAGE 36]

a great deal in a limited space, which 
should have great pulling power on this 
side of the ocean as well as on the pro
verbially tight little isle.

Advertising is, after all, largely a 
science of ideas. We Americans, in our 
pursuit of the original and novel, turn 
to famous writers for scintillating copy; 
we go in for elaborate, eye-compelling 
layouts, and in doing so we sometimes 
lose sight of the thing to be advertised. 
Not so Barclay’s Lager. The thirst pre
dominates throughout. Even we, thou
sands of miles away, find our sneaking 
envy of Captain Coe and Mr. Heath 
Robinson’s ostrich-trousered cannibals 
rather overshadowing our sympathy for 
the reverend gentleman who is doing a 
Nurmi in the general direction of the 
great open spaces.

Lesan-Carr Advertising Agency
St. Petersburg, Florida, will direct 

advertising for the Grower’s Sales Com
pany, a new marketing organization 
for Florida citrus fruits.

Edgar Hein
Formerly with the advertising ser

vice bureau of the Chilton Class 
Journal Company, has joined the pro
duction department of Myers-Beeson- 
Golden, Inc., New York advertising 
agency.

Kuhlman Electric Company
Bay City Mich., has appointed the 

Stevens Sales Company of Salt Lake 
City, Utah, as district representatives 
for Utah and adjacent territory to 
handle Kuhlman power, distribution and 
street lighting transformers.

Herbert C. Lyon
Formerly advertising manager of the 

International Confectioner and on the 
:taffs of Frank Seaman, Inc., 0. J. 

Gude and Poster Advertising Company, 
has joined the staff of James F. New
comb & Company, Inc., of New York, 
direct advertising.

Cornish Advertising Agency
Tampa, Florida, will direct adver

tising for the Diamond Sand Company, 
Diamond, Florida.

The Clark Collard Company
Chicago, will act as advertising 

counsel for the Ravenswood Novelty 
Company, same city, manufacturers of 
candy flower novelties, etc.

Milton D. Straus
Has been appointed assistant to the 

president of the Gray Manufacturing 
Company of Detroit, formerly the Gray 
Motor Corporation.

Hicks Advertising Agency
New York, will direct advertising for 

the Taximotors Service Corporation, 
Inc., same city.
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TEXTILE WORLD

The Textile World Analyst consists 
of charts, market analyses, forecasts, 
summary and “question box.'

I. Hopes of 20c cotton have been killed by 
damage to the crop in the Southwest.

2. In the near future cotton prices will hold 
firm within a range not far from present levels.

3. A moderate recovery in cotton textile

Adequate Supplias of Raw 
Cotton Do Not Warrant 

His her Prices

SUMMARY — COTTON
manufacturing is forecast, based on stable raw 
material and improved demand for cloth

4. Firm to rising markets for yarns and gray 
goods within sixty days, The lower crop esti
mate should bring better buying.

Forecasting the Future for 
Textile Manufacturers

As a result of modern advancements in the art of statistical 
analysis, business executives are no longer so much interested 
in what has been as they are in what will be. Market, reporting is 
being superseded by market forecasting.

And now Textile World, leading the procession as always, has 
created tvhat is proving to be the most scientific method yet de
vised for forecasting the future supply, demand and prices of 
cotton, wool, silk and their products.

The inauguration of the Textile II orld Analyst as a regular weekly 
feature of Textile World marks an epoch in industrial publishing.

This new department is under the direction of Dr. Lewis Haney, 
Director of New York University Business Research Bureau.

The spontaneous reader interest created by the Analyst is an extra 
dividend to Textile World’s advertisers.

A copy of this 
survey will be sent 
on request to any 
manufacturer or 
agent offering an 
industrial product 
or service.

NATIONAL

ricci;

Ligeti net pnùi circulation in th* textil* fitld

Audit Bureau of Circulations 
Associated Business Papers, Inc.

334 Fourth Avenue, New York
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For a
Better —

Technical q 
Advertising c
N I A A ।
Convention A
Hotel Chalfonte

Atlantic Citv 1 
Oct. 19-20-21

INDUSTRIAL
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It takes real 
experience to get 
results like these:
From a Business
Paper Publisher:

“The job is a splendid one, and we have re
ceived and will continue to receive material 
benefits. The fact that nearly 75% of your 
recommendations have been effected is about 
the finest recommendation of the real service 
you have rendered which could be given.”

From a General
Sales Manager:

“The writer has used this survey to very 
great advantage In fact the data hat I have 
been able to put into letter form which I would 
not have had were it wot for- this survey, is 
largely responsible for the very large business 
we are doing in Philadelphia and many other 
large cities throughout the country.”

From a Prominent
National Advertiser:

“Just one fact alone was worth in after re
sults many times what the whole survey cost 
us. It enabled us to cut out a lot of lost tno- •
tion on the part of our salesmen and on the 
part of jobbers’ salesmen ”

From a Magazine 
Publisher;

“The survey Eastman made for us was 
largely responsible for the largest advertising 
revenue we ever had.”

Eastman Service embraces:
/Situation Study and Report. An 

• organized review of the client’s sales 
organization, selling costs, saJes policies, 

sales management, plans, methods and 
problems.

Such a study may be made indepen
dently, or as a preliminary to a market 
survey—it is a necessary preliminary if 
recommendations are required.

Cost to the usual business is approxi
mately $1,000 plus traveling expense.

2 Market Survey. An Eastman Report 
• on your market is as complete and 
authentic as the audit of a certified public 

accountant. It substitutes facts for guess
work as the basis for your sales and ad
vertising plans.

R. O. EASTMAN, Incorporated
Cleveland

New York Office: 17 West Forty-second Street, Penna. 6621

The size of the job, and consequent 
cost, vary with the requirements.

O' Sales Service. On occasion, we take
• over the entire responsibility—or serve 

as an auxiliary to the sales department— 
in carrying out the selling plans developed 
from the survey.

This service is generally rendered on a 
monthly fee, plus costs.

We are not an advertising agency, and 
do not render advertising service.

Consultation at our offices without 
charge. At clients’ or prospective clients’ 
offices, where travel is involved, there is 
a moderate charge for time and expense.

When Should You
Use Color?

[CONTINUED FROM PAGE 23] 

that the same principles of color mer
chandising apply. In this connection it 
must be borne in mind that when you 
are addressing a highly specialized list 
of buyers of some particular class of 
goods, you generally have a larger 
margin of safety and can sometimes 
employ color where a house with a 
general line would not be able to obtain 
quite the sales commensurate with the 
increased costs.

A good example of the way color can 
increase the selling value of certain 
merchandise is that of the page of 
shoes illustrated in this article. On a 
good average season a page cf this type 
can be depended upon to produce $300,
000 to $500,000 sales. In Montgomery 
Ward’s catalog one season the best 
fashion page was in colors and sold 
$238,000 worth of coats. The highest 
sale from a black and white page that 
year in fashions was $82,000.

This is the rosy side of the picture.

Unfortunately color pages do 
not always pay. In the same 
Montgomery Ward catalog, for ex

ample, was one color page in fashions 
that only produced $66,000 of business 
and a second which brought but $43,000. 
This was chiefly due to a poor selection 
of styles for those pages that season.

Because your investment when using 
color is so great, you must give special 
attention to the merchandising of these 
pages. The items you feature must be 
selected with a view to having the 
widest appeal to your market. They 
must be within the most popular price 
ranges and at the same time they must 
be articles that can be displayed to the 
greatest advantage in colors.

In cataloging such items on a color 
page you will often find that your de
scriptions take up a considerable por
tion of your space, often to the extent 
of a full third. Many mail order firms 
get around this apparent waste of color 
space by crowding the page with illus
trations and putting the descriptions 
on the cheaper black and white page 
facing. This makes it somewhat more 
difficult for your customers to order 
(a violation of a mail order principle) 
but in the end it is safer to merchan
dise a color page in this manner.

In laying out a color page this way 
care must be taken to make each item 
stand out from the rest. One method 
is to employ contrasting colors for the 
items close to each other.

Besides the use of three or four-color 
printing, there are cases where you can 
employ two colors to advantage. Not 
all items require as many as four 
colors.

Red is often employed as a second 
color in mail order and direct mail 
literature to give it the form of an un
usual announcement such as a sale. 
Used in this manner full advantage 
must be taken of the second color in
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of the

(AUDIT BUREAU OF CIRCULATIONS) 
'Will be held ni the 

Hotel LaSalle Chicago 
October 15M6- 

NINETEEN TWENTY FIVE 

"»DINNER 
cNjiqHT OF OCTORCN.

^Will be of the—

Hotel LaSalle
(-JA4aÀe respirations
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order to justify the increased expense.
The use of colot gives you another 

advantage entirely apart from the im
mediate sales, and that is to add pres
tige and to dress up your catalog or 
literature. Your color pages enhance 
the general worth of your ordinary 
black and white pages. While color is 
a great help in selling merchandise, 
almost any experienced mail order man 
car cite cases where one item in black 
and white outsold a similar article re
produced in colors. In other words, 
color is not always the chief sales fac
tor. It is a powerful help, but other 
features such as style, quality or price 
should not be lost sight of.

There is hardly a manufacturer or 
wholesaler today who does not use ad
vertising literature of some sort. Some 
of it is designed to bring in leads for 
salesmen to close or for dealers to take 
care of. Other literature is prepared 
for the purpose of producing mail 
orders from the dealer.

The manufacturer or wholesaler usu
ally has a wider margin of costs to 
play with. It is much easier to in
fluence sales through the regular chan
nels of trade than to create orders by 
mail. However, the experience of the 
mail order houses cited before will 
serve as a good guide, for all selling is 
based on the same fundamentals of hu
man psychology.

. — ........■

J. Douglas Gessford
Formerly general manager of the 

weekly and daily newspapers of O’Fla- 
herty’s suburban list, and Eastern man
ager of Charm, has joined the organ
ization of Joseph E. Hanson Co, Inc, 
Newark, N. J, advertising agency, in 
the capacity of account executive.

Concrete Publishing Company
Has been formed in Chicago for the 

purpose of publishing Concrete and 
Building Materials. E. E. Haight, for 
the past eighteen years connected with 
The Class Journal Company, is presi
dent of the new organization. Fred D. 
Porter, treasurer, and John C. Langtry, 
secretary, are president and vice-pres
ident respectively of Porter-Bede I .ang- 
try Company, publishers of the Na
tional Real Estate Journal. Concrete 
and Building Materials were purchased 
by the new company from R. Marshall 
of Cleveland. The August issues of 
both publications will be issued from 
the Chicago office.

The Talbot Publications
De.« Moines, Iowa, publishers of The 

Iowa Farmer and Com Belt Farmer, 
announce the appointment of the fol
lowing representatives for these two 
publications: New York representative, 
J. Irland Wood; Kansas City, Messrs. 
Davies & Dillon; Los Angeles and San 
Francisco, H. H. Conger Company.

Edwin V err all
For several years with the advertis

ing service of the McGraw-Hill Com
pany and who has more recently been 
conducting an advertising service of 
his own in Chicago, has joined the staff 
of Russell T. Gray, advertising engi
neers. same city, where he will special
ize in electrical accounts.
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Chicago Advertising 
Men Hold Goll

Tournament

THE Advertising Council of The 
Chicago Association of Commerce 
held its first annual golf tourna
ment on Thursday, July 23, at the 

Evergreen Golf Club. Seventeen prizes 
were offered by various members of the 
Council and the entries were divided 
into five classes, thus giving every one 
the opportunity of winning n prize. 
More than one hundred members en
tered the competition, which was for 
eighteen holes.

The prize for the lowest net score 
was a beautiful sixteen-inch cup of
fered by the Advertising Typographers 
of Chicago. This cup must be won 
three years in succession in order to be 
retained as a permanent prize. This 
year’s winner was William M. Parkes, 
with a score of 71. R. C. Wilson, with 
a low gross score of 76, won a hand
some golf bag, presented by the Kuhl 
& Bent Company.

Other winners of various prizes in 
the different classes were: F. Guy Da 
vis, C. H. Jones, K. G. McKiernan, Ho
mer J. Buckley, P. S. Van Auken, C. 
Dockstader. S. R. Tiedman, E. Dahn, T. 
Heuchling, W D. McJunkin, Joseph M. 
Krause, A. L. Weber and Ben C. Pitts
ford. Guest prizes were won by J. 
Clark Collard, 'C. W. Doheny, W. B. 
Egan and J. Williams.

Dinner was served at 7:30 in the 
Beverly Gardens. Music was furnished 
by a special orchestra and the members 
of the Chicago Association of Com
merce Glee Club.

“Automotive Daily News”
New York, innounces the appoint

ment of Don Wallace Robinson, for
merly advertising manager of the 
Chevrolet Motor Company and later 
of the Samson Tractor Company, both 
divisions of General Motors Corpora
tion, as managing ditor. Walter 
Boynton, for the past three years head 
of the publicity bureau of General 
Motors Corporation, has been placed in 
charge of the editorial bureau of the 
Automotive Daily News in Detroit.

The Robert E. Ramsay 
Organization

Is the name of a new service or
ganization whioh has been formed in 
New York by Robert E. Ramsay who 
until recently was vice-president of 
James F. Newcomb & Company. The 
new organizatior will handle sales pro
motion work. Offices are located in the 
Berkeley Building, 19 West 44th Street.

Bauerlein, Incorporated
New Orleans, will direct the united 

advertising of the Fruit Dispatch Com
pany, Standard. Fruit and Steamship 
Company, and Cuyamel Fruit Com
pany in an extensive campaign to pro
mote the popularity of the banana as 
a food.

Rate for advertisement. {esci’H m tbi deportment ie 36 cents s line 6 pt type. Minimum 
81.80 V'rme loe. Saturday noon before date of lasue.

Business Opportunities

An unusual mail order opportunity reaching 
40,000 of the best consumer buyers . in the 
United States. The entire cost is only 1c. a 
name including postage direct to the consumer. 
John H. Smith Publishing Corporation, 154 
Nassau St., New York City.

FOR SALE
Stock on hand and Copyrights of Mail Order 
Publishing Business, of extreme interest to Re
tail Merchants, especially those who have busi
nesses in smaller Communities. Also Film 
Rights of these Publications, which have un
limited possibilities for rental of Films to 
Chambers of Commerce, Rotary and Kiwanis 
Clubs and other Business Men’s Organizations 
to campaign for “BUYING AT HOME” and 
keeping business in their towns. Can be sold 
separately or together. This proposition has 
great Economic value, and will bring tremendous 
returns upon the investment. Legitimate reason 
for selling. Address—C. M. Lansing, Room 
759, McCormick Bldg., Chicago, Ills.

ESTABLISHED TRADE PUBLICATION, 
doing business of over $45,000, now available; 
in big field, price $35,000, $10.000; balance, 
terms. HARRIS-DIBBLE COMPANY, 345 
Madison Avenue, New York City.

Branch Office Service

NEW YORK MAIL ADDRESS 82.00 
MONTH’ v

Other services $3.00 up. Office services. Tele
phone messages taken $5.00. Write for circular. 
Room 501, 32 Union Square, Telephone Stuy- 
vesant 8300.

Miscellaneous

AGENTS’ names neatly typewritten from our 
one day old inquiry letters. Price right.

K. WORLD
166 W. Washington, Chicago

Position Wanted

COPY WRITER
University Graduate; 5 years’ agency experience; 
know art and can buy; understand production, 
altho primarily a copywriter. Age 25 ; Christian; 
single; references. Box 293, Adv. and Selling 
Fort., 9 East 38th St., New York City.

ADVERTISING MAN—PERSONAL 
SERVICE

Forceful writer; 10 years’ successful experience; 
know space, art work, engineering, printing; part 
time basis. Box No. 285, Adv. and Selling 
Fort., 9 East 38th St., New York City.

I m BJB Q N S kno w s C A NAD A” I J I Gibbons ‘Limited
Y TORONTO______________ MONIRBaL__________________________ WINNIPEG

Position Wanted

We know a good man for a concern that want* 
its advertising geared up. Personally—He’s 35, 
married, owns his own home, Christian, keen, 
likable. In business—For years he’s been ad
vertising manager of a large corporation who 
sold nationally and advertised the same way. 
The corporation is fading from the picture, due 
to a revolution in the industry, but the experi
ence gained by this man is available and valuable. 
Mr. L. will let you make your own terms for 
the first 90 days. Let us put you in touch with 
him. Address Box No. 284, Adv. and Selling 
Fort., 9 East 38th St., New York City.

Correspondent—Assistant Sales Manager desires 
change after Sept. 1. Knowledge of advertising 
and printing, excellent references, unlimited am
bition. Age 26, married, present salary $55. 
Box 295, care of Adv. and Selling Fort., 9 East 
38th St., New York City.

Help Wanted

Solicitors for advertising in publishing field for 
New York City, Boston, Philadelphia and other 
cities. New trade paper with rapidly growing 
circulation. Good opening for men who know 
field in their cities. Book Dealers’ Weekly, 730 
Fifth Ave., New York. Frederick Moore, Pub.

PRINTING SALESMAN—Old established con
cern, having one of the best equipped plants in 
State for the manufacturing of loose leaf, blank
books and commercial forms, has an opening for 
real salesman now earning $5,000 per year; 
drawing account against commission. Box 294, 
Adv. and Selling Fort., 9 East 38th St., New 
York City.

Service

Quality and Quantity Multigraphing, 
Addressing, Filling In, Folding, Etc.

DEHAAN CIRCULAR LETTER CO., INC.
14 West 40th St., New York City.

Telephone Penn. 3566.

LET ME WRITE YOUR LETTER I— 
IT WILL PAY YOU BETTER!

I write letters that produce profits, business, 
orders, remittances, collections, positions 1— 
Reasonable. Write—HENRY BAUMANN, 
1936 Grove St., Brooklyn, N. Y.
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“To rise above mediocrity——requires enthusiasm 
and a determination not to be satisfied with anything short 

of one's ideals.”

Drawn by Harold Nelson for Dewar’s

HE product of our plant is the 
best l hat our years of ex
perience, the finest of modern 

equipment, and the skill of our en
graver-craftsmen can produce. Quan
tity production is not demanded here.

Quality is. This policy, consistently 
maintained, has brought us a wide and 
enthusiastic clientele in the advertising 
field. We are sure that you. too. will 
be pleased vvith our service once you 
try it. Let us prove our ability.

<&ie EMPIRE STATE ENGRAVING COMPANY
165-167 William Street. New Yor\'-^o
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TIME moves to CLEVELAND
WHY? Because TIME is committed to the news of the week—a national 
newspaper in magazine form, to be read the same week it is written. This 
was barely possible from New York as long as the circulation remained small— 
but now, with TIME's circulation soon to cross the 100,000 mark, it becomes 
impossible from the Atlantic coast.
From Cleveland, however, it can be done! Cleveland offers the distribution 
facilities that will enable TIME to reach Chicago, Boston, St. Louis, New 
York and Washington overnight.
Thus TIME will continue to go to press Tuesday morning and to be read the 
Friday, Saturday and Sunday immediately following. It is but pardonable 
pride to point out that this is a feat without parallel in modern publishing.
Although our advertising headquarters will remain in New York, your coopera
tion in sending copy and cuts for the August 31st and subsequent issues direct 
to TIME “Advertising," Penton Building, Cleveland, Ohio, will be greatly 
appreciated.

Robert L Johnson, Advertising Manager
TIME, 236 East 39th St., New York, N. Y.

REPRESENTATIVES
Western New England Southern

POWERS AND STONE, SWEENEY & PRICE, F. J. DUSOSSOIT,
38 South Dearborn Street, 127 Federal Street, 1502 Land Title Building,
Chicago, Ill. Boston, Mass. Philadelphia, Pa.

The Weekly News-Magazine



Accounting Systems
Adding Machines 
Addressing Machines 
Advertising

(Space, signs, etc.) 
Advertising Service 
Air Compressors 
Audits
Auto Accessories
Auto Parts
Auto Repair Equipment 
Automobiles

Banking Services
Barrels 
Belting 
Boilers 
Bookkeeping Machines 
Bookkeeping Supplies 
Bottles
Brick and Clay Products 
Brooms—Brushes 
Building Materials 
Buildings

Cable
Cafeterias 
Calendars 
Call Systems 
Camp Supplies 
Canned Goods 
Cans

Ledgers
Litharge 
Lithography 
Lockers 
Locomotives 
Lubricators 
Lumber

Machine Tools 
Machinery 
Mailing Lists 
Maps
Marine Insurance 
Marine Supplies 
Meats
Medical Supplies 
Metal Doors 
Meters 
Mill Supplies 
Motor Trucks

Novelties, Advertising

Office Forms
Office Supplies 
Oil Burners 
Oil Engines 
Overalls

Car Repair Tools 
Carbon Paper 
Cartons
Cash Registers
Casing (pipe) 
Castings 
Cement
Chain
Check Protectors 
Chemicals 
Commercial Art 
Compressors 
Conduit
Cooling Systems 
Cranes
Crates

Packages 
Packing 
Paint

220 out of 20,000
Paper 
Partitions 
Paving 
Pipe 
Pipe Fittings 
Pipe Tools
Playground Equip

ment

Dictating Machines
Display Racks
Ditching Machines
Draughting Room Supplies
Drill Presses
Drilling Tools
Drinking Fountains
Dwellings

Electrical Material
Electric Motors
Engineering Equipment
Engineering Services
Explosives
Export Services

TWENTY thousand separate 
items is the estimate made by 

one oil company of the classifica
tion of its purchasing department 
warehouse stocks. And there are 
still other items bought that are 
not warehoused.

Plumbing and Heating 
Portable Tools 
Pneumatic Tools 
Posters
Power Plants
Pressure Regulators
Printing
Pumps (many types)

Radial Drills
Radio
Railroad Tickets
Real Estate
Recording Devices
Refractories
Refrigerating Mchry.
Research
Resistance Grids
RestaurantEquipment
Riveters
Road Making Machry.
Roofing
Rope
Rubbish Cans

Fans
Faucets
Fences
Filing Equipment
Filters
Financing
Fire Alarm Systems
Fire Brick
Fire Engines
Fire Extinguishers
Fire Prevention Devices
First Aid Equipment
Floodlights
Flooring
Food Stuffs
Forges
Forgings
Furniture

Gas Engines
Gaskets
Gasoline Engines
Gauges
General Mdse, (for Com

pany stores)
Generators
Grease Guns
Groceries

Hardware, Building
Heaters
Hoists
Hose, Metal, Rubber
Hospitals, Emergency
Hotel Service
House Organs
Houses

Irik
Insulation
Insurance
Intercommunicating

Telephones
Inventory Records

Janitor Supplies
Joints (pipe)

Kitchen Equipment 
Kitchenware

Labels
Laboratory Equipment
Lampguards
Lamps 
Lathes
Lead, Sheet

Down the sides of this page are 
listed 220 representative com
modities and services purchased in 
quantity by the Oil Industry. Is 
yours there?

If so, don’t under-estimate the 
Oil Industry’s consumption of it 
Let us give you an accurate and 
detailed report of this specialized 
and self-contained market.

Simply report your interest at 
any one of our service offices.

NATIONAL PETROLEUM NEWS
812 HURON ROAD CLEVELAND

District Offices: 
TULSA, OKLAHOMA . . 608 Bank of Commerce Building
CHICAGO............................................... 360 North Michigan Avenue
NEW YORK............................................... 342 Madison Avenue
HOUSTON, TEXAS....................................... 608 West Building

Safes
Safety Apparatus 
Safety Switches 
Sales Books 
Sample Kits
Sash
Scales
Sheet Metal 
Shelving
Ship Chandlery 
Ships
Signs
Sprinkler Systems 
Stationery
Steam Engines 
Steam Specialties 
Steel, Fabricated 
Steel Buildings 
Stencils
Stills
Street Lighting Fix

tures
Structural Iron 
Sulphuric Acid 
Surety Bonds 
Switchboards

Tableware 
Tank Cars 
Tank Wagons 
Tanks
Tents
Threading Tools 
Tile
Time Clocks
Tires
Toilets
Tools
Tractors
Trailers 
Transformers 
Typewriter Ribbons 
Tj pewriters

Valves
Vaults
Ventilating Equipment
Ventilators

Wall Board
Watchmen’s Systems 
Water Purifiers 
Welding Apparatus 
Welfare Equipment 
Wire
Wire Glass
Wood Preservatives 
Wrenches

NATIONAL PETROLEUM NEWS
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