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WHAT THE NEIGHBORS

THE
say about

DAILY NEWS
Best friends are often our severest 
critics. The man next door knows us 
pretty much as we are. It is almost 
impossible to fool the immediate 
family.

So when “home folks" and “neigh­
bors’’ alike approve the character and
effectiveness of 
placing in its 
columns more 
a d v e r tising 
than in any 
other Chicago 
week-day 
n e w sp a per, 
their judg­
ment is im­
portant.

The Daily News by

Daily News is, the class of readers it 
reaches, the response that advertising 
in its columns evokes.
Western national advertisers — rep­
resenting American industry from 
Pittsburgh to the Pacific — also 
choose The Daily News above every 
other Chicago week-day newspaper. 
And these arc our “neighbors." Their

WESTERN NATIONAL ADVERTISING 
The Chicago Daily News carried 1,581,021 lines 
of Western national advertising for the first 
eight months of 1927; 26,212 lines more than 
the highest week-day morning paper; 442,765 
lines more than the next evening newspaper.

Local 
tisers 
The 
N ews 
every 
C h i

adver- 
prefer

Daily 
above 

other 
c a g o

week-day 
n e w spa per- 
They are our

LOCAL ADVERTISING
The Chicago Daily News carried 8,204,737 lines 
of Local ad\ertising in this period; 2,193,700 
lines more than the highest week-day morning 
newspaper; 2,290,857 lines more than the next 
evening newspaper.

TOTAL DISPLAY ADVERTISING
The Chicago Daily News carried 10,810,166 
lines of loial display advertising for this 
period; 1,821,191 lines more than the highest 
week-day morning newspaper; 2,909,448 lines 
more than the next evening newspaper.

“home folks." They
live within our circulation territory
—know the type of newspaper The

THE CHICAGO
Advertising . TV?™
Representatives: iio’e. «d'st?*

CHICAGO
Woodward & Kelly 

360 N. Michigan Ave.
MEMBER OF THE 100,000

j u d gment 
speaks elo­
quently of the 
prestige of 
The Dail y 
News in an 
ever widening 
field.

There are 
m any e v i- 
dences that 
The Daily 
News is a 
good news­
paper and an
effective 
vertising 
d i u m.

a d-
me­

B ti t
none of them is more 
than the fact that those 
it best value it most.

DAILY
DETROIT

Woodward & Kelly 
408 Fine Arts Bldg.

GROVP OF AMERICAN CITIES

convincing 
who know

NEWS
SAN FRANCISCO 
C. Geo. Krogness 

253 First National Bank Bldg.

Average Daily Net Paid Circulation for the First Six Months of 1927, 441,414

Published every other Wednesday by Advertising Fortnightly, Inc., 9 East 38th St.. New York, N. Y. Subscription price 53.00 per
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DO YOU PAY

’800,000
for a single magazine page advertisement?

. .. So me advertisers do!

C
ONSIDER two advertisers 
in the same field. The first 
invests $8,ooo in a single 

magazine page, which his agency 
fills with such skillful copy that the 
pane interests the 2,600,000 readers 
of the magazine and influences their 
buying 'habits.

The second advertiser also in­
vests $8,000 in a page in the same 
magazine. But his agency prepares 
a dull and hard-to-read advertise­
ment which interests only 26,000 
readers. One one-hundredth as many 
as those who read the first adver­
tiser’s page.

Obviously, the second advertiser, 
with his mediocre copy, would be 
forced to buy 100 pages in order 

to reach as many people as the first 
advertiser reached with 1 page. 
From the standpoint of value re­
ceived, the second advertiser is 
paying $800,000 for a page that 
costs the first advertiser $8,000.

An exaggeration?—Perhaps. Yet 
not nearly as far-fetched as many 
complacent advertisers believe. For 
the day has long since passed when 
any advertisement gets a reading. 
Competition for reader attention 
has grown too strenuous.

Business executives, in choosing 
an agency, would do well to re­
member that they get no more 
circulation in a magazine or news­
paper than their advertising is able 
to interest.

Joseph Richards Company, inc.
257 Dark ^Avenue, York Qity
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“NEWS years
Exclusive f”

American Appraisal Co. Jelke Good Luck Margarine Philco Batteries
Armstrong's Linoleum Kayser’s Silk Gloves Phoenix Brand Foods
Beeman’s Gum Keds Pillsbury’s Flour
Borden's Milk Kellogg’s Corn Flakes Pittsburgh Plate Glass Co.
Burgess Batteries Kellogg’s Pep Post Toasties
B. V. D. Underwear Kraft Cheese Products Ralston Cereals
Calif. Fruit Growers Exchange Larvex R. C. A. Radio
Clicquot Club Ginger Ale Lifebuoy Soap Rinso *
Columbia Phonograph Records Lux Sacco Fertilizer ■
Del Monte Fruits Maxwell House Coffee Salada Tea
El Vampiro Morton’s Salt Sunsweet Prunes
Flamingo Chocolate Icing Mulkey’s Salt Tanglefoot
Florence Oil Stoves Nebro’s Herpicide Tintex
Gastenbury Underwear Nicholson Files Uskide Soles
Ingersoll Watches Old Dutch Cleanser Van Heusen Collars
Interwoven Socks Orange Squeeze Virginia Sweet Pancake Flour

SUCCESSFUL national advertisers — keen experienced buyers of space, familiar with, 
the true newspaper conditions in every market throughout the nation — concentrate their 
Indianapolis newspaper advertising in The NEWS. . . . Note the many products listed 

above, all of which have been advertised in The NEWS exclusively for three years or more.

To anyone familiar with the facts, the reasons are obvious. . . . The NEWS has the 
largest daily circulation in Indiana. The NEWS has over 81% coverage of all Indianapolis 
families. The NEWS city circulation is 93% home-delivered to regular subscribers. The 
NEWS is the outstanding leader, year after year, in volume of national, local and classified 
advertising. The NEWS conveys to all its advertisers a prestige — a powerful good will — 
that can be obtained from no other source.

“NEWS exclusive” means more than good results. It means maximum results with 
minimum advertising cost.
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Everybody’s Business
By Floyd W. Parsons

@ Ewing Gallo«ay

The sand blaster at work

Air and Ils 
Possibilities

T
HIS is the Age of 
Air. The devel­
op m e n t of air 
travel and radio and 
processes for getting 
an abundance of cheap 
oxygen, will not mark 

the end of the story. 
Out of the atmosphere 
will come still more 
wonders to amaze us.

Being creatures of 
land and water, it is 
not surprising we have 
given our chief atten­
tion to the earth and 
its oceans. Now we 
find we must either 
reckon with the air, or 
restrict our advances 
in the field of science.

Speed in transporta­
tion has become an ele­
ment of greatest value. 
There are only three 
media through which 
we can travel, and 
many of the possibili­
ties of two of these— 
earth and water—have 
already been exhausted. 
Fast trains on rail­
roads operate on about the same schedules they did a 
quarter of a century ago. In fact, our fastest trains 
were faster years ago than they are now. Also 
through thè water we seem to be approaching the limit 
of onr speed accomplishments. Air travel still offers 
unlimited opportunities.

It does not require any large exercise of our imagi­
nation to visualize an early era when the earth’s oceans 
will be literally bridged with floating landing fields, re­
pair and fueling stations for air machines, and ade­
quate accommodations for travelers who would tarry 
on their way. Planes for travel over land will be cheap 
in price due to quantity production, and most of the 
hazards will be taken out of flying. As has always 
been true in the case of a radical departure in current 
customs, no one is now able to comprehend the full 
effects of such a revolution in life generally. The motor 
car entirely upset realty values and air travel will 
bring about another and even more extensive revision 
of land prices. Mountain tops will probably sell at a 
premium.

But there is another sort of recognition we must give 
to the great mass of gas that enshrouds the earth. The 
sun’s radiations would be fatal to our bodies if there 
were no atmosphere to intercept and protect us from 
certain classes of destructive light waves. We would 
be without food to eat if the air did not make possible 
nature’s most fundamental process which is the fixa­
tion of carbon by plant life in every part of the earth. 

We call this process 
photo-synthesis. What 
this really means is 
that green plants 
through utilizing sun­
light in some strange 
way are able to con­
sume for their suste­
nance and growth the 
small amount of car­
bon dioxide normally 
in air.

Although this puz­
zling accomplishment 
on the part of nature 
has baffled man in all 
of his attempts to du­
plicate the feat, we rec­
ognize that the possi- 
bilitiei- lor iature ex­
periments in this field 
are tremendous. The 
average plant utilizes 
only one per cent of the 
solar energy that falls 
on it. Supposing we 
should find a way to in­
crease this efficiency 
even in a small way, 
the result in food pro­
duction alone would be 
of unmeasured value. 
It was proved conclu­
sively during the War 
that plant growth can

be greatly accelerated and the final yield increased by 
adding carbon dioxide to the surrounding air. The re­
sults are even more favorable when at the same time 
we also supply high temperatures and greater light 
intensity.
' The final outcome of this line of research will be 
farming methods enabling us to produce cereals, vege­
tables and flowers in a fraction of the time now re­
quired for such plants to reach maturity. Recent ex­
periments with combinations of daylight supplemented 
with h'gh-intensity artificial light, providing 24-hour 
illumination, proved beyond doubt that under such con­
ditions many plants can be grown from seed to matur­
ity in a remarkably short time. Spring wheat has been 
brought to maturity in 35 days by using this method.

But not all varieties of plants will stand up'under 
the strain of constant growth. When the tomato is put 
on a 24-hour schedule, it wilts and dies in about two 
weeks. Twelve hours of daylight with six hours of 
artificial light, making an 18-hour day, is as long a 
period of photosynthesis as the tomato can stand. Let­
tuce will produce a large head in three weeks on an 
18-hour schedule, but after this length of time it sends 
up a seed stalk. On a 12-hour growing day the lettuce 
produces no seed stalk at all. Red clover, like spring 
wheat, is able to withstand a 24,-hour day, and in one 
instance a crop of clover was grown from seed to 
flower in 38 days. Such investigations are leading to 

[CONTINUED ON PAGE 52]
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The News Is Detroit’s 
HOME Newspaper—

82% of Detroit homes taking any English newspaper take The News
A survey of 77,056 representative 

Detroit homes has recently been com­
pleted. Forty men were employed 
two months to make this survey and 
every item of information was check­
ed for accuracy. The resùlts of the 
survey proved conclusively The De­

troit News’ assertion that it is the 
home newspaper of Detroit. Of all 
homes taking any English newspaper 
The News was found in 82%, the 
morning paper in 26% and the second 
evening paper in 52%.

The News, moreover, duplicates 85% of the morning paper’s 
coverage and 66% of the second evening paper’s coverage, 
proving that in Detroit you can get maximum returns at the 
lowest cost by concentrating in Detroit’s HOME newspaper

The Detroit News
For 54 years Detroit’s HOME newspaper

354,000 Sunday Circulation 330,000 Weekday Circulation
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Give Me a Fulcrum 75

Ai R CH I MEDES of Syracuse, 

1 jL now deceased, got a sterling 

kick out of his mechanical discov­

eries. Playing around with crow bars 

and bricks, he discovered the prin­

ciple of leverage in the days when 

that was front-page news.

“'I'he bar is powerful as tar as it 

goes,” he explained, “but it’s not 

much good without this little gadget 

to rest it on. However, with a proper 

fulcrum—why, just give me a ful­

crum and I’ll move the world!”

Nobody gave him one, nor did he 

find any, so our old world has stuck 

to its trolley. But he started a tribe 

of fulcrum hunters. You meet them 

everyv here today. Some ol them 

don’t know that a fulcrum is what 

they need, but they want it badly. 

Discussing their sales problems, 

puzzled executives tell us,“We think 

our advertising is sound and we have 

a first-rank sales organization—yet 

we’re not getting half the sales vol­

ume that we should. Why is it that
J

we don’t pry more business out of 

our market?”

For the same reason, dear sirs, that 

Archimedes failed to budge the 

world. No fulcrum.

The Newcomb organization is in 

business to supply the missing ful­

crum. Our specialized work is the 

filling of that empty point in the 

marketing line-up on which the 

crowbar force of men and advertis­

ing can become a world-moving 

power for profitable sales.

Advertising alone won’t do it; per­

sonal selling alone won’t do it—and 

every day it becomes more and more 

difficult for those two forces (as ordi­

narily organized) to do it even to­

gether. \\ hen this condition faces 

a business, the fulcrum must be found, 

or sales will continue to decrease 

and selling costs continue to mount.

We don’t keep a supply of ready-made fulcrums, 
for there are no such things. Each problem pre­
sented for our solution is individual—often unique. 
I he records that show how James F. Newcomb 
& C’o. Inc. goes about the job of discovering what 
to do for a client, howto do it, and why, are always 

open to interested inquirers.

James F. Newcomb & Co.
Direct Advertising :: M erchandising
330 S E V E N T H AVENUE, NEW YORK,

Telephone PENnsylvania 7200

INC.
Counsel 
N . Y .
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To Select the Proper 
Advertising Mediums—You Need 

STANDARD RATE & DATA SERVICE
It gives up-to-the­

minute information on 
rates, discounts, color 
and cover charges, spe­
cial positions, classified 
advertising and read­
ing notices, closing
dates, page and column sizes— 
and circulations on publications 
in the United States and 
Canada.

The rate-cards and circula­
tion statements are practically 
duplicated and placed in one 
convenient volume.

Published Monthly
—supplemented with bulle­

tins—and, covers daily news­
papers, farm papers, general

magazines, business 
papers, religious and 
foreign language publi­
cations.

Confidence
Every great business

enterprise, that has endured 
over a span of time, has been 
founded upon—and, has pros­
pered through—the confidence 
of those comprising the market 
to which it sought to sell its 
merchandise or service—confi­
dence in honor, intelligence, 
appreciation and goodwill!

During the short span of eight years 
STANDARD RATE & DATA SER­
VICE has done what it has taken other 
successful fhstitutions many years to 
accomplish.

................ USE THIS COUPON.............. -..................................................................i
I I 

Special 15-Day Approval Order !
STANDARD RATE & DATA SERVICE,
536 Lake Shore Drive, .......................................................................................... 192....
Chicago, Illinois.

Gentlemen: You may send to us, prepaid, a copy of the current number of Standard Rate & Data Service, together with all bulletins 
issued since it was published for “IS days” use. Unless we return it at the end of fifteen days you may bill us for $30.00, which is the 
cost of one year’s subscription. The issue we receive is to he considered the initial number to he followed by a revised copy on the first 
of each month. The Service is to be maintained accurately by bulletins issued every other day.

Firm Name....*......................................................................................................... Street Address.. .........................................................................................................

City .............................................................................................................................. State ...............................................................................................................................

Individual Signing Order.......................................................................................Official Position ................................................
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Sell Portland ...

Portland merchants have learned 
through long experience that the 
Journal possesses dominant pull­
ing power in the Portland market.
Department stores are the most 
careful buyers of space in the busi- 
ness.The Journal is unquestionably 
the choice of every Portland de­

partment store-—for six consecutive 
years it has led in department store 
advertising.
A majority of Portland’s leading 
specialty merchants place the bulk 
of their advertising in the Journal, 
because it reaches and sells the 
market they must cover.

If you would sell Portland, use the Journal!

Journal
Portland,Oregon

BENJAMIN & KENTNOR COMPANY, Special Representatives
CHICAGO NEW YORK LOS ANGELES SAN FRANCISCO PHILADELPHIA

Lake State Bank Bldg. 2 West 45th Street 401 Van Nuys Bldg. 58 Sutter Street 1524 Chestnut Street

4027
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All things masculinely beautiful are in the realm of Mr. Paus. Particularly machinery. There is a beautiful relationship between the mighty thews 
afthe symbolic figure and the steel muscles of wheels and gear and chain and engine in the Certain-teed advertisements.

And incidentally this series is a gaod example af in tell tgen t advertis ing art-direction.

“God increase Herbert Paus.” 
For the reason that his every 
poster is a beautiful mural. 
And in faith to that robust 
art—every poster-mural of 
Herbert Paus is full of the 
spirit of glorious legend. Be­
cause his color is as daring as 
the scale of his monumental 
figures. (Daring—but beau­
tifully arranged.) Because his

feeling for line in mass and an over-all decorative 
composition stirs in you a feeling of strange elation. 
For these good artistic reasons the admirers of fine 
poster art might wish Mr. Paus that rich Celtic

blessing. “God increase Herbert Paus.” Especially 
his Posters.

Art for Commerce, particularly in the infrequent 
Posters that represent that art in this country—is 
either just mediocre, or else “faddish”—following 
some art style that enjoys the passing vogue.

One type of poster art continues unaffected by 
the fickleness of the sensation makers. It is based on 
excellent draughtsmanship. Bold, masterful color, 
well arranged. Equally good arrangement of detail 
in composition. And a strong sense of ornament. 
There have been and there are a number of artists 
that are so capable. Penfield, Falls, Leyendecker, 
Wildhack, Cooper, Treidler — some others. And 
very representative—Herbert Paus.

P A

THE WALKER ENGRAVING COMPANY
MEMBER AMERICAN PHOTO-ENGRAVERS ASSOCIATION

We borrow from the theme of the illustra­
tion, in proof that a poster by Mr. Paus is 
ever the ideal mural for a temple of industry. 
The force of mechanical science is nowhere 
more evident than in the laboratory of the

engraver who subjects it to the greater force 
of intelligent human guidance. Art, here, 
is the master — Science, the lackey.
NUMBER TWLNTY'THREE OF THE SERIES

WILL BE GEORGE WRIGHT
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Automobile Leadership

ROM January to June, 1927, twenty'four automobile 

manufacturerS'placed advertising in ten publications

constituting the class magazine field. Of the 24 manufac'

turers, 16 used Town &? Country, and one more account

has been added to the list since July 1, 1927, making a total

of 17:

Buick Motor Co.

Cadillac Motor Co.

Chevrolet Motor Co.

Chrysler Motor Co.

Dodge Bros., Inc.

Franklin Automobile Co.

Lincoln Motor Co.

Marmon Motor Co.

The White

Nash Motors Co.

Packard Motor Car Co.

Pierce-Arrow Motor Car Co.

Rolls-Royce of America, Inc.

F. B. Stearns Co.

Studebaker Corporation

Stutz Motor Car Co.

Willys-Overland, Inc.

Company

Town & Country
NEW YORK, 119 West 40th Street

CHICAGO, Wrigley Building

LONDON, 11 Haymarket, S. W. 1

SAN FRANCISCO, 822 Kohl Bldg.

BOSTON, 5 Winthrop Sq.

MILAN, Via Bossi, 10

PARIS, 60 Rue Caumartin
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The
Boston Market
9^' in Size ■ • 4^ in Wealth

Measured by population 
alone Boston ranks ninth 

among great cities. But measured by 
total wealth—Boston is fourth in 
sales importance—outstripped only 
by the much more populous cities of 
New York, Chicago and Philadelphia.

In Boston’s Key Market live 388,000 
families worth $9,000 each—a tre­
mendous concentration of people and 
wealth.

From this Key Market—within a 
twelve-mile radius of Boston’s City 
Hall — the Boston department stores 
draw three-quarters of their total busi­
ness. In it retail outlets of every 
description are most numerous and 
most prosperous.

Here the Globe dominates
In this key area the Globe concentrates 
its circulation. Here the Sunday Globe 
has a larger circulation than any other 
Boston paper. The circulation of the 
daily Globe exceeds the Sunday.

Successful advertisers recognize this 
leadership by placing more lineage in 
the Globe than in any other paper.

The Globe stands out as a leader be­
cause it covers Boston’s buying group 
—every day in the week. The reason 
for this day in and day out hold upon 
its readers is that the Globe appeals to 
all classes of Boston people—regard- 
1 essof race, creed or political affiliations.

Men like the Globe’s impartial editorial 
discussions—the facts in general news, free 
from bias. Women find in the Globe a 
Household Department that guides them in 
their daily problems.

These people form Boston’s buying 
group. To reach them the Globe must be 
the back-bone of every Boston advertising 
campaign.

Our new booklet, “Boston—4th Market," con­
tains valuable sales data about the Boston 
market. We shall be ¿lad to send you a copy 
on request.

The Boston Globe
The Qlobe sells Boston’s Buying Qroup

Audited Net Paid Circulation for 6 months ending March 31st, 1927 — Daily 286,361.... Sunday 333,452
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^^STONISHMENT is the essence of advertis- 
/t ing and wise is the advertiser who selects 

I J his illustrations with this in mind.

The increasing popularity of essentially modern 
illustrations, such as this scratchboard work by 
the well-known Zero, reveals the new spirit abroad 
in advertising.

Need we say further that the engraver, as well 
as the artist, should be selected only after the 
most serious consideration?

gotham photo-engraving co«
INCOMPARABLE

229-239 west 28th street telephone longam 3595-3596 new york, n. y.
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CEREMONY attends the presentation of 
t his book to members of the Gruen Watch 
Makers Guild. To receive a copy ol the 

Guild Book, they must ask for it—and the Gruen 
Watch Company has spared no effort to make it 
well worth asking for. Conspicuous among its
many impressive features is its Molloy Made
Cover, fashioned in the character of mediaeval
hand-tooled leather, to instill the respect and 
admiration called for by the Gruen plan.

THE DAVID J. MOLLOY COMPANY
2863 North Western Avenue 

CHICAGO 
Branch Offices in Principal Cities

“But,” you observe, “that is a special cover. 
It would not do for my book.”

Every Molloy Made Cover is a special cover, 
sir, designed with full consideration for the re­
quirements of each book. A letter of inquiry from 
you will bring prompt response, with samples and 
suggestions for the treatment of your own purpose, 
without obligation to you.

COMMERCIAL COVERS FOR EVERY PURPOSE
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12 Points of Distinction in 
The Atlantic Monthly

VIII

CIRCULATION 110,000 NET 
PAID A.B.C. WITH SUB­
STANTIAL BONUS.

PRESTIGE OF THE 
ATLANTIC’S EDITORS

A list of The ATLANTIC’S editors beginning with 
James Russell Lowell in 1857 is a roll call of America’s 
most distinguished men of letters.
Their discernment as to what topics have appealed to 
contemporary eminent leaders in commerce, finance, and 
the professions accounts for the constant expansion in 
influence and prestige of THE ATLANTIC MONTHLY. 
This is reflected today in the largest circulation yet 
achieved by The Atlantic—a circulation of unsurpassed 
buying power, offering remarkable bonus values at your 
current advertising rates.

Buy on a Rising Tide

THE ATLANTIC MONTHLY
A Quality Group Magazine

8 Arlington Street Boston, Mass.
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©Clark Trucktractor Company

THE laborer requires tools and 
machinery before he can work; 
the industries that hire him and 

the industries that supply him and 
his employers with all the intri­
cate equipment essential to the 
elaborate needs of modern manu­
facturing offer alike to the world 
of selling the great industrial 
market. Strangely enough this 
market in spite of its importance 
is by no means as well known or 
understood as is the consumer 
market with which it is often con­
fused and from which it contains 
significant differentiations. That 
marketing in this field may be at­
tacked with a more certain knowl­
edge of the elements peculiar to it 
Melvin T. Copeland, professor of 
marketing at the Harvard School 
of Business Administration, has 
written on this subject a series of 
papers of which the leading arti­
cle in this issue is the first.
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Alaska 
Almonds 
Apples 
Apple Butter 
Apple Sauce 
Animal Spray 
Antiseptics 
Apricots 
Artichokes 
Asparagus 
Asphalt 
Axle Grease

Bacon 
Bangor, Maine 
Basemen (Windows 
Beans
Beets 
Belt Dressing 
Berkshire County, 

Mass.
Blackberries 
Books 
Borax 
Boric Acid 
Boric Talcum 

Powder
Brake Drums 
Breakfast Food

Calculating 
Machines

Camphor Ice 
Camphorated

Cream 
Candles 
Candle Holders 
Candy 
Caramels 
Carrots 
Carriage Oil 
Catsup 
Channels 
Cheese Coating 
Cherries 
Chewing Gum 
Chili Peppers 
Chili Sauce 
Chocolate 
Chocolate Bars 
Cigars 
Clamps 
Cleaning Pads 
Clutch Discs 
Coal Doors 
Coffee 
Cold Formed

Channels and 
Angles

Cold Cream 
Commercial Banks

Corn
Corner Beads 
Crackers 
Cranberry Sauce 
Crank Cases 
Crayons
Cream Separator 
Crow Repellant 
Crushed Pineapple 
Cultivator Parts 
Cup Grease 
Cylinder Oil

Depilatory 
Dish Washing

Powder 
Disinfectant 
Douglas, Arizona 
Drains
Dry Milk 
Drygoods Store

Electric Light
Service

Electric Power 
Service

Electric Railway 
Service

Electric
Refrigerators 

Encyclopedia 
Erie, Pennsylvania 
Evaporated Milk 
Expanded Metal

Factory Sites 
Farm Paper 
Farms
Fibre Grease 
Floor Dressing
Flour
Fly Spray 
Fuel Oil 
Furnace Oil 
Furniture Polish 
Floor Wax 
Fruit Cake 
Fruit Drops 
Furrow and Gong

Wheels

Gasoline
Gasoline Engine 

Oil
Gasoline Rail Cars 
Ginger Ale 
Glenwood Springs, 

Colorado
Graphite Lubricant 
Grease

Hair Tonic 
Hair Groom 
Ham 
Harness Oil 
Harrow tooth

Clamps 
Harvester Oil 
Hawaiian Islands 
Hominy 
Honey 
Hoof Oil 
Hotels 
Household

Lubricant 
Housing Covers 
Hub Flanges

Ice Cream 
Industrial Car

Wheels 
Insecticide 
Ironing Wax

Jams
Jasper National

Park 
Jellies 
Joist Pin Anchors

Kerosene

Land Roller Heads 
Lever Latches 
Lift Truck

Platforms 
Lima Beans 
Live Stock Oil

Macaroni
Machine Guard

& Factory Parti­
tion Material

Magazine 
Malted Milk 
Maritime

Provinces 
Marmalades 
Meats
Metal Lathing
Milk Products
Milking Machines 
Mineral Oil 
Mineral Water 
Mints
Motor Buses 
Motor Oil 
Motor Trucks 
Motorized Fire

Apparatus

Liov •

Municipal Water 
Service

Mustard

Noodles

Oil Cookstoves 
Oil Heaters 
Ointment 
Olives
Optical Products
Ovens

Paints
Paraffine Wax 

(Refined)
Peaches
Peanut Butter 
Pears
Peas
Petroleum Jellies 
Phoenix, Arizona 
Pickles 
Pimentos 
Pineapples 
Pipe Joints 
Platform Boxes 
Plows
Plumbers’ Thread 

Cutting Oil
Plums
Pork and Beans 
Poultry House

Spray _
Preserved Milk
Preserves 
Pressed Steel 
Prunes
Pumpkin

Radiator Shells
Radio Broad­

casting Stations
Radio Store 
Railways 
Raisins 
Real Estate 
Redwood Lumber 
Roof Spray

Salad Oil 
Salmon 
San Diego, 

California
Santa Barbara, 

California
Santa Monica, 

California

Sauerkraut
Savings Bank
Seats
Securities
Separator Oil
Shampoo
Shelled Walnuts
Skin Lotion
Sliced Bacon
Sliced Beef
Sliced Pineapple
Soap Chips
Spaghetti
Spices
Spinach
Sprouts
Squash
State of California
State of Maine
Step 1 langers
Steel Budging
Steel Platforms
Strawberries
String Beans 
Stucco Mesh 
Sweet Potatoes

Tank and Barrel
Heads

Tea
Throat Spray 
Tin Foil 
Tool Boxes
Tomatoes
Tomato Sauce
Tours
Trains
Transit Service
Tree Spray
Trust Service 1
Tucson, Arizona 
Tuna Fish

Underwear

Vanishing Cream
Vegetable

Shortening
Vermicelli

Walnuts
Water Heaters
Washing Machines
Washing Machine

Soap
Weight Boxes
Wheel Discs
Wicks

Yosemite Park

THE H.K.MCCANN COMPANY 
cMi>crtising

New Ì ork Cleveland ÙiTiFi
Chicago Los Angeles

San Francisco

Seattle Denver
Montreal Toronto ;
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Alert Marketing in the 
Industrial Field
By Melvin T. Copeland

ALERTNESS in marketing mani- 
/% fests itself first in a compre- 

J. A-hension of the market to be 
served. It manifests itself secondly 
in an understanding of the motives 
which induce users or consumers to 
buy a particular product or to pat-
ronize a particular 
firm. Its third mani­
festation appears in 
the adaptation of the 
product or service to 
the requirements of 
the market. Then 
follow the selection of 
channels of distribu­
tion, the setting up of 
an effective market­
ing organization, the 
recognition of re- 

| sponsibility for guid­
ing and aiding sales­
men, the formulation 
of plans for sales pro­
motion and advertis­
ing—if the product is 
advertisable—the de­
termining of brand 
and trade-mark poli­
cies. and finally the
adoption of price policies which not 
only will assure a profitable return 
to the business, but aid actively in 
sales promotion as well.

“Goods well made are half-sold,” 
to paraphrase an old adage; but the 
selling is fully as important as the 
making. Profits can be reaped only 

when the marketing of the goods is 
completed and when it is done effec­
tively. These statements hold as 
truly’ for industrial goods as for con­
sumers’ goods.

The importance of marketing ef­
forts to the prosperity of an indi­

0 Ewing Galloway

vidual business is indicated by the 
basic position which sales estimates 
occupy in a company’s budget. Dur­
ing the last ten years, various types 
of businesses have made a good deal 
of progress in the budgeting of their 
operations. The purpose of a budget 
is to facilitate control of purchases, 

inventories, and operating costs. 
This the budget does by serving as 
a thoroughly coordinated plan with 
which actual performance can be 
checked. In the preparation of a 
budget, the proper starting point is 
an estimate of sales. Sales are the 

least controllable fac­
tor in the budget and 
furnish the most use­
ful guide in controll­
ing purchases, inven­
tories, and operating 
expenses. For bud­
geting purposes, sales 
must be estimated, 
and the amount of 
sales which a com­
pany can expect to 
secure is largely con­
trolled by the market­
ing methods used.

A business can jus­
tify its existence only 
by producing an ar­
ticle or by rendering 
a service which others 
wish to buy. From a 
practical standpoint, 
a man engaged in 

manufacturing, for instance, cannot 
expect to succeed if he undertakes to 
produce merely those things which 
he likes to produce in the way he 
likes to produce them. To operate 
a real business enterprise, he must 
carry on production, not to please 
himself, but to please his potential 
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customers. Unless he does please 
them, he cannot hope to hold their 
patronage. Inasmuch as competition 
is pressing in most industries, a 
manufacturer, to succeed, must be 
alert to sense what the market re­
quires.

Within the last two years, because 
of insensitiveness to changing mar­
ket requirements, a company which 
manufactures pumps faced a 
crisis which has necessitated 
a complete reorganization of 
its marketing program. This 
company, which is of medium 
size, had a strong reputation 
at one time for the production 
of pumps of the duplex and 
triplex types. Then the cen­
trifugal pump came upon the 
market and was taken up by 
competitors who were alert to 
market conditions, and those 
competitors cut into the com­
pany’s sales. The company 
struggled for nearly ten years 
to hold business by methods 
that were becoming more and 
more costly and which were 
not productive.

Now, however, the company 
is modernizing its line of 
pumps, eliminating many of 
the irregular types and sizes 
which it had been making in 
job lots, and is guiding its 
program by a careful market­
ing study. The company had 
attributed its difficulties to its 
production methods, whereas 
the real fault lay with its 
failure to comprehend the re­
quirements of its market and 
to adopt a suitable merchan­
dising and selling program. 
The new plan which is being 
introduced already has en­
abled the company to reduce 
its inventory one-third, and it 
is clearly evident that the 
company will be able to re­
duce its manufacturing costs 
and also to increase its sales 
volume.

THE experience of this 
pump manufacturing com­
pany, forced by vicissitude to 

take a new approach to its 
operating problems, is not un­
common. Prior to this change 
of attitude the company had been 
governed largely by what it desired 
to make and by tradition rather than 
by an understanding of what its 
potential customers desired. In nu­
merous instances, furthermore, 
manufacturers are still operating as 
traders, order takers, or job pro­
ducers, without careful and sys­
tematic planning of their marketing 

activities. Among those who re­
main in business, however, a trans­
formation in point of view similar to 
that experienced by the pump manu­
facturer is gradually occurring. 
This is true both in the field of con­
sumers’ goods and in the field of 
industrial marketing. In the textile 
industry, to cite one of many ex­
amples, a few companies are begin­

MELVIN T. COPELAND, Professor of Market­
ing of the Harvard Business School, is widely 
recognized as an authority in the complex field of 

business. The accompanying is the first of a series 
of twelve articles upon the various phases of in­
dustrial marketing which give to this intricate 
subject the most comprehensive treatment it has 
ever received in print. These will run in consecu­
tive issues of Advertising and Sellino for tbe next 
six months.

The following brief record will serve further to 
identify Professor Copeland, although his standing 
is already well known:

Graduate of- Bowdoin College, Class of 1906. 
A.M. 1907, and Ph.D., 1910, Harvard. Member of 
the faculty of the Harvard Business School since 
1912. Professor of Marketing since 1919. Consult­
ing economist for several large companies. Direc­
tor of the Harvard Bureau of Business Research, 
1916-1926. During that time superintended studies 
of the cost of doing business in various retail and 
wholesale trades and also special studies, such as 
international comparison of cotton cloth prices and 
distribution of textiles. 1917-18, Executive Secre­
tary, Conservation Division, War Industries Board, 
which developed the program of industrial simpli­
fication for aiding industry in meeting war-time 
conditions. Author, The Cotton Manufacturing 
Industry of the United Stales, Business Statistics, 
Principles of Merchandising, Problems in Market­
ing, Editor of Volume Ill, Harvard Business Re­
ports. Author of numerous articles published in 
professional and trade journals. Chairman of the 
Jury on the Bok Awards, 1925-27.

ning to manifest alertness in mar­
keting; others will be forced to 
follow their example.

In arriving at an understanding 
of his market, it is necessary for a 
manufacturer to ascertain just where 
his particular market lies, what the 
requirements of each segment of the 
market are, what its limitations are, 
and where latent demand exists. A 

good example of success in the loca­
tion of a potential market is fur­
nished by the experience of a 
company which was manufacturing 
a variety of industrial products. As 
a result of careful study of the op­
portunities for selling products of 
the general type that it was making, 
the company decided that its best 
markets lay among public utility 

companies and mining com­
panies. Accordingly, the com­
pany is specializing on five 
classes of products which can 
be sold in those markets. This 
companj' is more prosperous 
than some of its competitors 
which are following a pro­
miscuous marketing program.

ANOTHER example of the 
..discovery of limitations to 
a market is furnished by the 

Standard Conveyor Company. 
In an article published in Sys­
tem in November, 1926, Mr. 
H. L. Donahower, president of 
that company, stated that, un­
til within a year of the time 
when he was writing, his com­
pany maintained a list of over 
120,000 prospective customers. 
When the sales promotion 
manager of the company be­
gan to examine this list, he 
concluded that many of the so- 
called prospects were not op­
erating on a large enough 
scale to require use of elabo­
rate conveyor installations. 
As a result of the sales pro­
motion manager’s analysis, 
which extended over about a 
year’s time, the company re­
duced the prospective cus­
tomers on its list from over 
120,000 to 39,000. This de­
termination of the limitations 
of the potential market un­
doubtedly was of great assis­
tance to the company in 
laying out an effective mar­
keting program and in avoid­
ing wasteful sales effort.

The third example to be 
cited is that of a small new­
comer in the ventilating fan 
business who was able to gain 
advantage over several large 
competitors through compre­
hension of market possibilities 

and limitations. This company, some 
years ago, began to manufacture 
mining equipment, including among 
other products ventilating fans for 
coal mines. The company gave spe­
cial attention to the marketing of the I 
fans, adjusting its product with care 
to the requirements of the coal min­
ing companies and telling those com­
panies about the product in their I

[CONTINUED ON PAGE 64]
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Cigarette Advertising Blazes 
the New Trail
By Kenneth M. Goode

T
O keep the United States happy 
takes 90,000,000,000 cigarettes 
a year. Through good times 
and bad the industry grows about 

ten per cent a year. This is more 
than twice the normal increase of the 
average business. To make real 
profits, a popular fifteen-cent ciga­
rette must sell about 15,000,000,000 
a year. Since the retail price of 
cigarettes runs but a little under a 
cent apiece, the $900,000,000 mar­
ket offers advertising a magnificent 
field.

Now remember that cigarettes are
about the only article in which
brands are practically indistinguish­
able except by the maker’s mark. At 
the same time, paradoxically, ciga­
rettes are practically the only article 
universally asked for by name. Add 
also the fact that popular taste in 

, cigarettes seems to swing in fickle
fashion every five years, apparently
regardless of merit or promotion 

J men. Keep all this in mind, and 
you will begin to appreciate the set­
ting of the great cigarette “war” 
everyone is talking about.

Even then you will still have to 
consider what might be called the 
political situation. George J. Whal- 

I How to Start the Day Wrong : :

otti

?
tt

s» 
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.rf

SF en, with his United Cigar Store 
chain, and D. A. Schulte, with his 
own stores and his far reaching mer­
chandising interests, join to make 
the greatest tobacco combination the 

world has ever seen. Add the Loril- 
lard Company’s courageous resolve 
to buy itself a market for a popular 
fifteen-cent brand, absolutely regard­
less of cost. Add the Union Tobacco 
Company’s response with an entire­
ly new cigarette “radically different

Luckies First
for Flavor and Goodness

Then note the verdict of 11,105* doctors
T T THAT 1« th» quality that Mano Chunky. Floranca Eaalon. Mana
* * Rappold. RainiJd Werrwnth. Giuwppe DaLuca. Fntil

Wu'um Hado, and othar.tamoua «injwrv aftora. brewkaatm and
pu Me »peabun haw found that make» LUCKY STRIKES dellcht- 
fu! and ot no poaaitik* injury to their voice» ?

For the anawrr turned tomcckcal man «nd uked them Una queabon:
Deth,*} Own y»w upintn.» ^»bLUCKY STRIKE

11,105 doctors answered this question 'YES.*
Conaxte what these mean, oonaidei that they repreaent thr>

No Throat Irritation-No Cough.

from present day blends.” And 
finally picture for yourself all the 
chain grocery stores, from A. & P. 
down, selling fifteen-eent cigarettes 
at two packs for a quarter.

In the old days when an editor was 
mightier than the circulation man, 
George Horace Lorimer used to take 
great pride in keeping away from all 
other editors. They, he said, were 
meeting at lunch—and editing maga­

zines for each other. He wanted 
to be free to edit the Saturday Eve­
ning Post for the man who wouldn’t 
recognize an editorial coup if he met 
it on Main Street.

Much the same situation lasted for 
years in cigarette advertising. The 
gigantic selling was largely concen­
trated in the hands of half a dozen 
exceptionally strong men. They 
were primarily practical tobacco 
men. Where selling occupied their 
minds at all, it was in terms of stores 
—stores were the natural dynamos 
to pump tobacco into the people’s 
pockets. Store windows, naturally, 
became the inspiration for all the 
early tobacco promotion. Small 
wonder then that cigarette advertis­
ing gradually developed a technique 
all its own. Even the newspapers 
echoed the influence of the window 
display. And everywhere was seen 
the mould of the lithographer and 
billboard artist.

The copy, too, developed qualities 
that reflected the tobacco barons 
themselves. It seldom stooped to 
wheedle or coax or even to persuade.

|CONTINUED ON PAGE 76]

NThe Highest ' 

Quality Cigarette 
ever solde 

y
¿jhnee Eve raised Cain with Adam 
ZA’dogs have been man’s best 
friend. But nobody loves a dog 
only because he doesn't bite ( 
and nobody smokes a cigarette 

friendly to your throat — but 
they’re master-blended for people 
who smoke for pleasure.....h—

BARKING DOG^
CIGARETTES

They Never Bite.!
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Six Principles for Appropriating 
Advertising Funds

With Special Application to Industrial and Association Advertising

By Malcolm McGhie
Principle 1. Appropriate for 
A fl certi sing—As a Legitimate 
Current Sales Expense or as 
an Investment in Future Sales

S
OUND advertising does 
one (and usually both) of 
two things:

Affects current sales (either 
through increasing sales volume or 
decreasing sales cost.)

Consolidates future sales by con­
solidating recognition and good 
will.

Apparently these simple 
functions are not as well un­
derstood as they should be. 
When appropriations are 
made, it is surprising in what 
ways advertising is sometimes 
considered as an expense; for 
example— 
as a charge against “net available 

for dividends after taxes" 
as admission to the “band wagon” 
as charity 
as personal display 
as a luxury, and so on

Nobody ever questions 
transportation o f finished 
goods, or insurance of goods 
in transit, as regular operat­
ing expenses, nor salesmen’s 
salaries as regular sales ex­
penses. Yet when it comes 
to advertising, they set up the 
expense as something differ­
ent, although actually it is 
usually used to do some of the 
work formerly done by sales­
men.

When advertising is planned for 
effect on current sales, set it up 
as a current sales expense and ex­
pect current sales returns. Where 
it is planned for investment in 
future sales, appropriate the funds 
and expect the returns on an in­
vestment basis. Until the advertiser 
determines to appropriate for ad­
vertising in this way, and gets these 
results from his expenditure, he is 
not really ready to advertise.

Principle 2. Appropriate lo Reach 
Specific Objectives

Advertising money spent for the 
spending is usually grossly inefficient. 
Where waste exists in advertising

Editor s Note

THE accompanying article by Mr. McGhie 
was presented as a paper at ihe annual 
meeting of American Trade Association Execu­

tives. Air. McGhie is a member of the market­
ing counsellor’s staff of the McGraw-Hill Pub­
lishing Company. The essence of the paper can 
be expressed in the six key paragraphs found 
below:

“The approprialion should he built around 
the following six principles:”
1. Advertising expenditure should always be appropri­

ated either as legitimate current sales expense, or as 
an investment in future business—or as a combination 
of both.

2. The appropriation should always be founded on ihe 
kind and amount of advertising necessary to accom­
plish certain objectives. Past figures and experience 
can well be used as guides or checks, but should not 
be the underlying control of the approprialion.

3. If the minimum expenditure required lo accomplish 
ihe set objective is too large a sum, trim ihe appro­
prialion by trimming ihe objective, rather than by 
aiming at ihe original objective with inadequate effort.

4. Budget the appropriation carefully for all legitimate 
advertising expenditure. Hold ihe advertising account 
as sacred as any other account. The budget may in­
clude sub-appropriations for separale departments.

5. Plan ihe appropriation as far as possible on long-term 
objectives, wilh intelligent provision for flexibility to 
meet changing conditions.

6. Where possible, and where circumstances demand, 
budget a reserve for contingencies or unforeseen spe­
cial effort, the needs for which arise belween fiscal 
dates.

it ean generally be traced to an at­
titude of “so much per cent, how shall 
we spend it?” While most men who 
are at all familiar with advertising 
principles rarely go to this excess, 
the unfortunate psychological effect 
of first setting aside a sum and later 
planning what to do with it is con­
siderable. This backward approach 
usually appropriates either too much 
or too little — rarely the right 
amount. Set the appropriation to 
pay for the job to be done. If it is 
necessary to trim the appropriation, 
first trim the job, but keep the same 
amount of advertising per “unit of 
objective.”

The Objective. Impractical objec­

tives are obviously ruled out. 
Practical objectives can al­
ways be drafted. They can be 
founded on reasonable expec­
tancy in the light of past sales 
volume, business conditions, 
or the “feel” of the market. 
Or they can be worked out 
more thoroughly by study of 
each market, past volume in 
that market, recent and prob­
able growth, possible volume 
which could be reached 
through a given effort, and so 
on. When an objective is set 
in this way, it should natur­
ally be checked for its prac­
ticability, against special com­
petitive situations, fundamen­
tal market changes, sectional 
slumps, etc.

The following are the types 
of objective usually set. Dif­
ferent objectives often occur 
in different markets, and the 
final objective may combine 
a number of those listed:

To increase sales volume by a 
certain percentage.

To decrease sales cost by a cer­
tain percentage.

To purchase a desired number of 
inquiries or sales.

To add a desired number of new 
customers or distributors. .

To dispose of a given inventory.
To gain a certain degree of recog­

nition. To establish new products.

These objectives can all be 
expressed in figures, and at 

the end of the year the results can 
also be measured in figures. To com­
pare the results with the original 
objective provides figures and exper­
ience upon which to base future ob­
jectives and appropriations.

Some objectives are abstract. They 
must be set and measured by judg­
ment. in abstract terms. But they 
are none the less practical. For ex­
ample,

To lick certain resistances.
Tn correct false impressions.
To form or correct buying habits.
To clothe an organization or sales force 

with a definite personality.
To build prestige and confidence.

The Plan and the Appropria­
tion. With a practical objective 

[CONTINUED ON PAGE 881
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How Shall We Put More Pull Into 
Our Advertising for 1928?

By Ray Giles

A
BOUT this time of the 
year the big shove be­

gins. Plans are. laid for 
the year ahead. The. proofs 

of expiring 1927 are tacked to 
the bulletin board. We all 
gather around, roll up our 
sleeves, polish our spectacles, 
sharpen up the pencils, fish 
out yellow pads, and go 
through the various other 
preliminaries to settling down 
to sober thought about copy 
plans for 1928,

If the advertising man has 
New Year’s resolutions to 
make, now is the time. Janu­
ary will be very much too 
late.

But getting back to those 
1927 proofs. They are not so 
bad, to lie sure; but are they, 
after all, any too good? Of 
course the best advertisement 
in the world looks pretty sad 
to the creative group that la­
bored over it, threw out prelimina­
ries, revised the first acceptable 
draft, re-wrote it into a text that re­
ceived approval. For an advertise­
ment runs much the same course as 
an amateur theatrical performance. 
By the time the dress rehearsal is 
reached and the one irrevocable per­
formance ready to put before the 
public, the whole affair has gone 
stale to those who participate. They 
have seen it too much and too often. 
The recollection of its crude begin­
nings is still too active in their 
nemories. The struggle for polish 
ind apparent spontaneity has been 
so great that they are sure the per- 
'ormance lumbers along too clumsily 
o even get by.

And so it is with the advertise- 
nents of 1927. We saw the rough 
ireliminary sketches and copy, the 
econd to tenth revisions, the finals, 
he finished art, the proofs in type 
nd then the advertisements as they 
ame out in the magazines and news- 
■apers, Now we look at the product 
nd wonder how on earth we worked 
p high blood pressure over such 
tuff one short year ago! Well, may­
e we can redeem ourselves in 1928.

But another thing comes up. Per­
haps the business hasn’t shown such 
spectacular advances. And some 
one voices the hope of all present 
when he says, “How can we get more 
pull from our advertising for 1928?” 
So it seems timely to put down some 
of the reasons why advertising fails 
to pull as hard as it might. And to 
make this article helpful I am as­
suming that these may be some of 
the most serious defects that are 
found in advertisement writing. We 
are looking here at copy technique 
only, not at such factors as competi­
tive disadvantages in the goods, mar­
keting short-comings, poorly chosen 
mediums or other reasons for copy 
failure which lie outside of the copy 
itself.

A
S we sit about exchanging ideas 
.and comments, several doubts 
have come into my mind. I will raise 
them one by one in the hope that 

they will help you as much as they 
helped me.

Did we really appeal to the read­
er’s own selfish interest in himself? 
That’s my first question. One of the 
best copy writers I have ever known 

was a man who helped me a 
great deal when 1 was trying 
to break in. His simple for­
mula was summed up in the 
injunction to remember that 
everyone is selfish. We all 
know that isn’t entirely true, 
but for practical purposes we 
ought to feel that way when 
we sit clown to write those 
advertisements for 1928. Even 
the philanthropist has his off 
clays when the serpent of self­
ishness claws at his bosom. 
Let’s not run the risk of 
catching him on an off day 
with some copy built to sat­
isfy our own selfishness in­
stead of his.

Quite seriously, though, 
there is a vast amount of ad­
vertising that calmly assumes 
that people read ads just for 
the fun of it. The headlines 
never reach out to the selfish 
interests of the reader. Some­

times, even, a big display name of 
the product tops off the copy with 
no heading at all. Only last night a 
cigarette advertisement appeared 
with a significant and effective mes­
sage. But there was no headline that 
baited us to read—only a huge name 
of the cigarette on top with a gen­
eral boast in a headline beneath. 
The appeal to the reader’s self inter­
est was nicely buried in smaller type 
beneath.

And so it is with many of us. We 
fail to appeal to basic wants not 
quite sure as to which want we can 
appeal to most effectively. We fail to 
test out appeals in personal sales­
manship before attempting to make 
them sell in print. Let’s remember 
the other fellow’s selfishness for 1928.

Next—“Did we really pass out in­
formation of real value?” Was there 
a paragraph of real news in our half­
page of copy? Was there some odd 
fact that repaid him for reading it? 
Was there new light on old facts? 
Was there something so interesting 
that he remembered it even if he 
was not at the moment in the mar­
ket for what we had to sell? Ex­
amples: A tool manufacturer offers 
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a plan for making a work bench. 
You are interested in that, even 
though you may not soon need more 
tools. Or a shortening advertise­
ment gives pointers on making pie 
which arrest you even if you are 
wedded to a rival product.

Then we might ask, “Were wc 
over-reaching in telling the reader 
what he should do?’’ Did we tell 
him to “insist on X----- ; accept no 
substitutes”? Now, really, life is 
too short to go out fighting one mer­
chant after another.

Did we attempt to sell him too big 
a package at the start? Advertise­
ments have been known to attempt 

that. Did we lose out through that 
over-reaching claim that “a woman 
is no more beautiful than her hair” 
(.Put a horse-hair wig on Miss Amer­
ica and she will still be something 
to look at!) or “a car is no better 
than its steering gear”? as though 
there weren’t times when brake lin­
ing was all-in-all!

And perhaps I am wondering— 
“Did we look too obviously like ad­
vertisers?’’ Did we smash the eye 
with stud-horse type? Did we put 
artificial enthusiasm into the mouths 
of grinning faces? Did we shovel in 
the outworn clichés of Adland such 
as “Buy today and use tomorrow”? 

“Another epoch-making achievement 
in making X----- ”? For 1928, let’s 
remember that the public is getting 
so sophisticated about advertising 
that it almost makes you shudder 
just to think of it.

“Did we omit necessary pictures 
and descriptions of product?” In al­
most any group of miscellaneous ad­
vertisements you can find some that 
leave too much to the imagination. 
For example, haven’t you seen un­
derwear copy that really didn’t tell 
you how it felt and what the weight 
was? Haven’t you seen sealed pack­
ages of commodities when the con- 

[CONTINUED ON PAGE 481

The Most Momentous Question 
Facing Our Business Today: 

“What Are We Going to Do to Stem the Rising
Tide of Exaggeration in Advertising?”

By R. L. Hurst
Vice-President, George Batten Corporation, Chicago

T
HE more one studies the pre­
vailing tendency toward exag­
geration in advertising, the 
more convinced he becomes that it is 

by far the most momentous question 
to all advertising interests.

Advertisers, publishers and agents 
are common stockholders in the pub­
lic’s belief in advertising, and when 
that belief is shaken or confidence in 
the truth of advertising statements 
is impaired, all advertising interests 
lose through the decrease in adver­
tising efficiency.

There isn’t any question about the 
fact that the trend toward exaggera­
tion is costing advertisers more mil­
lions of dollars each year in round, 
hard currency. This is, of course, 
the result of competition. Adver­
tisers and agencies strain in the 
effort to create interest. With some 
it becomes a regular practice. A 
statement was recently made by a 
so-called advertising man to one of 
our clients that “exaggeration is the 
life of advertising.”

It would be a very bad thing if 
many men in advertising held this 
point of view, but it would seem that 
more and more are drifting in that 
way. On the billboards Camel is 

proclaiming that Camel advertising 
tells the truth.

In a recent advertisement in The 
Saturday Evening Post, the U. S. 
Rubber Company said that “these 
statements are facts, not advertising 
copy.” To anyone who reads that, 
it must be clear that the U. S. 
Rubber Company indicts the general 
truth of advertising statements.

The publishers tell me that their 
censorship difficulties are rapidly 
mounting and in many cases are 
quite out of hand. Let business have 
another slump and in the high-pres­
sure anxiety to get immediate sales, 
you will see further increase in ex­
aggeration in advertising.

The only way to curb this tendency 
is by education. It must be pointed 
out to all of the stockholders in ad­
vertising good will that the effect of 
exaggeration may eventually weaken 
the most powerful leverage they now 
have against competition. It could 
lead to a legislative curb. It exposes 
the whole advertising business to 
action on the part of Congress and 
legislators, to proposals of wide-eyed 
dreamers of the inauguration of a 
Will Hays in the advertising business 
and to continued increase in the dis­

count with which the public reads 
advertising statements.

I have heard men say that since 
the public is going to discount the 
statement anyway, it should be made 
stronger so that its actual effect may 
be more nearly that which is de­
served. Taking all factors into con­
sideration, it is high time that an 
alarm be sounded. While but a small 
part of the advertising body is in­
fected, let us remember that this 
infection is more than a “gray 
spectre.” It is a process of rot, 
actually in effect at the heart of our 
business.

Each advertising meeting is an op­
portunity for clarifying discussion. 
Each convention may well deal with 
the fallaciousness of over-statement. 
Each publication may devote con­
tinuous attention to the subject, call­
ing upon a variety of contributors 
for a variety of viewpoints. Through 
such education, through placing this 
vital subject in the center of the ad­
vertising forum, exaggeration will 
decrease and such practices will be 
held beyond the pale. The combina­
tion of authoritative factors would 
accomplish the reform most needed 
in advertising practice.
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Marketing By Zones
By H. A, Haring

I
N a previous article it was main­
tained that “every smokestack is 
a potential advertiser.” When, 
however, the owner of the smoke­

stack begins to think of advertising 
as standing, in the organization 
chart over his desk, at a par with 
his sales force, he is plunged into 
new terrors.

The unadvertised product is sold 
where customers can be found. If 
marketed through others than the 
maker himself (jobbers, chains, or 
mail-order), the manufacturer often 
does not know what are the ultimate 
outlets into consumption. An Akron 
tire maker, as an illustration, was 
selling a third of all his output in 
Texas and almost nothing in Ohio. 
The original promoter of the com­
pany, and its first president, had a 
flair for Texas and Oklahoma. He 
knew that country well and had 
found it easier to establish jobbing 
connections in this distant market. 
It remained for a successor to ferret 
out the fact that the tires were be­
ing re-jobbed in Chicago and were 
actually being used 
within Ohio in large 
numbers.

If the manufac­
turer has nation-wide 
distribution, his ad­
vertising program is 
set for him. The re­
maining problem is 
that of manner of 

[attack; that is, what 
media to use. Even 
for the smokestack 
without national dis­
tr i b u t i o n , first 

) thoughts are apt to 
be of “national” ad­
vertising coverage. 
Every business man 
knows of the smash­
ing successes where 
an unknown product 
has suddenly been 
marketed through 

I daring methods so as 
to make a million in 
the first year. This 
wild conception as to 
the immediate re­
turns of national ad­
vertising requires 
pruning to an extent 
that agencies and so­

licitors never guess. Next to the 
idea of being “too small to adver­
tise” the most current belief of non­
advertisers (at least among those 
personally encountered) is some­
thing of this sort: “If some one 
would loan me the money to push 
this thing, I could do what Gillette 
and Wrigley did.”

Misconceptions of this sort abound 
behind desks down there by the 
smokestacks. Yet it is to the solicit­
ors for national advertising that we 
owe much of the nation-wide vision 
of our market. The general publica­
tions cover this country with their 
space solicitors. These men are 
“selling” advertising ideas on a 
nation-wide basis. They are creative 
salesmen of advertising, and with it 
of national distribution. Possibly a 
bank president of Pittsburgh, in a 
luncheon talk, hit off this thought as 
squarely as any could do:

“I can name a dozen manufac­
turers, doing business with our bank, 
who never thought of national dis­
tribution until some energetic so­

© BBOWN BROS.

THE small factory is often decisively ruined or obscurely 
stagnant because of a misconception that is all too common: 
the management feels that advertising must be national or noth­

ing. Yet there exists for it a system indicated by Mr. Haring by 
which markets can be found, developed, and efficiently made use 
of in a way whose essential logic assures satisfactory results

licitor tried to sign them up for 
national advertising. Until that day 
they had gone on making goods and 
selling them where they could. Th? 
solicitor wakened up their slumber­
ing habits. A lot of them never will 
do national advertising, but every 
one of them knows there is such a 
thing as an American market that 
is bigger than the Pittsburgh dis­
trict.”

When such a manufacturer as Mr 
Atwater Kent determined, in 1922, 
to expand his radio making, it was 
possible to launch a campaign of na­
tional advertising. His resources, 
his aggressiveness, his reputation 
for quality products and his experi­
ence in kindred lines were an as­
surance of success. Beyond all these 
qualities, he already possessed out­
lets of distribution at all centers. 
Hence, with a previous radio output 
of but a few thousand sets, he was 
yet justified in expending hundreds 
of thousands for advertising. The 
results were as one would antici­
pate. There never was the least 

question as to the 
outcome.

Mr. Kent is typical 
of the rare few.

More typical of 
the ordinary concern 
wras a factory which 
in 1924 faced a 
dilemma. This com­
pany made winter­
fronts for automo­
biles. Their product 
was good. To perfect 
machinery for fabri­
cation had taken four 
months longer than 
schedule; to get their 
plant into production 
had run them well 
into August. Both 
delays had eaten into 
their capital of $50,­
000, which had, how­
ever, been augmented 
by borrowing another 
$25,000. They knew 
no way to market 
their product in the 
short season ahead, 
other than through 
national copy. What 
was their awakening 
may be visualized 

[CONTINUED ON PAGE 91]
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My Life in Advertising—™

Puffed Grains and Quaker Oats
By Claude C. Hopkins

O
NE of my greatest successes 
came about through advertis­
ing puffed wheat and puffed 
rice. And it came about in this way: 

Mr. H. P. Crowell, the president 
of The Quaker Oats Co., was a friend 
of an old associate of mine. That 
associate urged Mr. Crowell to learn 
what I could do to help him. So one 
day Mr. Crowell called me to his 
office and said something like this: 
“We have our long-established ad­
vertising connections, and they are 
satisfactory. But we have many 
lines not advertised. If you can find 
one which offers opportunity, we will 
experiment with you. We will spend 
$50,000 or more to prove out your 
ideas.”

I looked over the line and I found 
two appealing products. One was 
called Puffed Rice, the other, Wheat 
Berries. The rice was selling at ten 
cents then, and the wheat was ad­
vertised at seven cents. The sales 
had been declining. The makers 
were convinced that the products 
could not succeed.

I selected those products because 
of their unique appeals. I urged 
them to change the name of Wheat 
Berries to Puffed Wheat so that we 
could advertise the two puffed grains 
together. I asked them to change 
prices, so that Puffed Rice sold at 
fifteen cents and Puffed Wheat at ten 
cents. This added an average of 
$1.25 per case to their billing price. 
That extra gave us an advertising 
appropriation. I was sure that extra 
price would not reduce the sale, in 
view of our advertising efforts. And 
it gave us a fund to develop new 
users.

I went to the plants where these 
puffed grains were made. Professor 
A. P. Anderson, the inventor of 
puffed grains, accompanied me. 
During nights on the train and days 
in the factories, we studied the pos­
sibilities.

I learned the reason for puffing. 
It exploded every food cell. I proved 
that it multiplied the grains to eight 
times normal size. It made every 
atom available as food.

I watched the process, where the 
grains were shot from guns. And I 
coined the phrase, “Foods shot from 
guns.”

That idea aroused ridicule. One 
of the greatest advertisers in the 
country wrote an article about it in 
Printers’ Ink. He said that of all 
the follies evolved in food advertis­
ing, this certainly was the worst. 
The idea of appealing to women on a 
“Food shot from guns” was the 
theory of an imbecile.

But that theory proved attractive. 
It aroused curiosity. And that is 
the greatest incentive we know in 
dealing with human nature.

THE theories behind this puffed 
grain campaign are worthy of 
deep consideration, for it proved it­

self the most successful campaign 
ever conducted on cereals. It made 
Puffed Wheat and Puffed Rice the 
largest money-earners in the field of 
breakfast foods.

First, I established a personality: 
Prof. A. P. Anderson. I have al­
ways done that wherever possible. 
Personalities appeal, while soulless 
corporations do not. Make a man 
famous, and you make his creation 
famous. All of us love to study men 
and their accomplishments.

Then in every ad I pictured these 
grains eight times normal size. I 
made people want to see them.

I told the reason for the puffing. 
In every grain we created 125,000,­
000 steam explosions—one for every 
food cell. Thus all the elements were 
fitted for digestion. I combined 

every inducement, every appeal which 
these food products might offer.

Puffed grains had been advertised 
for years, and with increasing dis­
appointment; advertised as one of 
countless cereal foods. Nothing was 
cited to give them particular inter­
est or distinction. The new methods 
made them unique. They aroused 
curiosity. No one could read a puffed 
grain advertisement without wish­
ing to see those grains. And the 
test won constant users.

Then we distributed millions of 
samples promiscuously. The sam­
ples themselves did not win many 
users. We had to first establish an 
interest, a respect.

So we stopped giving samples to 
uninterested people. Nobody gains 
much in that way. Then we pub­
lished ads in tens of millions of 
magazines, each with a coupon good 
at any grocery store for a package 
of Puffed Wheat or Puffed Rice. The 
people first read our story. If they 
cut out the coupon, it was because 
our story had interested. Those peo­
ple welcomed the package, and they 
found what they looked for in it. 
That is so in all sampling.

We learned much from another ex­
periment. We published tens of mil­
lions of ads which offered Puffed 
Wheat free to anyone who bought 
Puffed Rice. The offer was ineffec­
tive, as all such offers are. It meant 
simply a price reduction. It is just 
as hard to sell at a half-price as a 
full price to people not converted. 
All our millions of ads along those 
lines brought us very few new users.

So advertisers always find it. A 
coupon good for half the price is 
very small inducement. A coupon 
which requires ten cents for a sam­
ple appeals to a small percentage. 
Remember that you are the seller. 
You are trying to win customers. 
Then make a trial easy to the peopl 
whom you interest. Don’t ask them 
to pay for your efforts to sell them.

Economy on this point multiplies 
the cost of selling. Inquiries for free 
samples may cost twenty-five cents 
each. Ask ten cents for the sample, 
and the inquiries may cost you $1.25 
or more. To gain that ten cents, you 
may be losing one dollar. And you 
may start only one-fifth as many 

[CONTINUED ON PAGE 56]
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Drawn by Vladimar Bobritsky. Courtesy of 
Steinway & Sons and N. w. Ayer & Son

Trademark for Wyko Projector Company by 
Lucian Bernhard

Polly Hill, artist; A. Jaeckel & Co. client; 
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Border illustration drawn by Chappell for The 
Drake, New York. Huber Hoge, Inc., advertising 

agents
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Frank Trufax’s Letters 
to His Salesmen

By A. Jos. Newman
L .

Analyze V our Territory
To My Salesmen:

“Mr. Trufax, I cover five 
counties and when I say 
‘cover,’ I mean COVER. You 
say you want me to get 50 
additional customers. Well, 
with all resjiect to you, Nir. 
Trufax, it can’t be done.” So 
said one of you boys the other 
day when we were talking 
about increasing our volume 
of business.

I go along with S. M. Vauc- 
lain’s (President of Baldwin 
Locomotive Works) ideas of 
building business—he says, 
“The secret of selling is not 
altogether getting bigger 
orders so much so as in get­
ting more customers.”

Well, to be absolutely fair, 
I’ll grant it’s easy enough to say we 
want “more customers” but first we 
must ascertain if it is possible to get 
more customers.

How can this be determined? 
There must be some basis of figuring 
and surely we need not depend upon 
mere guessing to find out if in any 
territory more customers can be 
secured.

You take N. A. Daze, the sales­
man I was talking to for instance. 
He was sincere in saying “it can’t 
be done,” but how does he know? 
What knowledge has he actually got 
as to the potential customers in his 
territory and on what basis does he 
compute? Just to illustrate, I asked 
.him what was the population of 
Easton, one of the good towns in his 
territory.

He said, “Around about 18.000.” 
Population is 32,000.

I asked him, “How many cigar 
outlets in a town about the size of 
Easton?’’ He parried—“Well, some 
towns about the size of Easton would 
have more than other towns the same 
size and some towns would have less.” 
He sure was on thick ice in that 
answer.

You see, boys, what 1 am getting 
at is that most always we “guess”

General Sales Manager. Bayuk Cigar.*. Inc., Philadelphia

Editor’s Note

WE publish herewith two more of the letters 
written bl A. Joseph Newman under the 
name of Frank Trufax. Frank Trufax is an 

imaginary distributor who writes to his sales­
men every now and then on subjects of vital 
interest. Each letter treats a real problem in 
the daih work of the jobber's salesman and 
does much to remove some of the kinks of the 
distribution problem. In the two letters pub­
lished hercBlr. Trufax gives bis views on the 
following questions:

"Does a salesman really need guess how many 
potential customers of his product are in bis 
territory? Ami furthermore, need he endeavor 
to figure without facts the possible sales of his 
product in his territory ?’

on vital matters of this kind and yet 
we can get real concrete dope on the 
number of potential customers in any 
territory.

Let me analyze N. A. Daze’s terri­
tory for you and you can follow 
through and get the same data on 
your own stamping grounds.

Daze has five counties for us. He 
has 290 customers. We want fifty 
more and Daze has time to get ’em 
and hold ’em without skimping his 
present bread-earners. Now the 
point is—is it possible to actually 
get fifty more? All right—let’s go.

The population of Daze’s five coun­
ties is 130,000. In that population, 
there are at least 520 outlets for 
cigars. At least 520. We have 290 
and a straight possibility of securing 
230 more. Out of the 230 we are 
not selling, can Daze get fifty? I’ll 
say he can and so said he when we 
tackled the subject with facts in­
stead of fiction.

I hear you say^ ‘Fine, Mr. Tru­
fax, but where do you get that eye- 
epener that there are 520 outlets for 
cigars in a population of 130,000?”

On statistics just as accurate as 
the U. S. Government Census, there 
is an absolute minimum of 4 cigar 
outlets for every 1000 population. 

That is, a town or territory 
of 20,000 population has a 
minimum of eighty places 
selling cigars. A town or 
territory of 100,000 popula­
tion has 400 places selling 
cigars and so on. Some sec­
tions of the country have a 
higher average than four to a 
1000—some have as high as 
eight to a 1000, but you can 
bank on a minimum of four to 
a 100U in any territory.

Now, take your own terri­
tory. How many customers 
have you? What is population 
of territory? How many 
should you have?

Maybe, you have all the 
customers you should have— 
maybe, you haven’t. Why not 
find out? Say, facts show you 
possibility of 200 more. Dis­

count the 200. Cut out a certain 
number to eliminate the undesirable 
accounts you wouldn’t want for a 
gift—cut out so many more for other 
sane reasons and then you’ll have 
so many that you can get and then 
go get ’em. You’ll find it a hcl- 
uvacite easier to do that which you 
KNOW can be done than to give a 
tussle to that which you think 
MIGHT be done.

While I was writing this so-called 
sales letter, Rilly Kecpatem bounced 
in the office to ask—“How many 
cigars can be sold in my territory?’’ 
That’s another good question, Billy, 
and the answer need not be a guess.

How many of you are interested 
in that question? Drop me a line, 
please. Best regards, boys.

Yours, factfully, 
Frank Trufax.

No Guesswork
To My Salesmen:

“In a territory of, say, a million 
population, how many cigars are 
consumed annually?”

“AU right. Teacher, the answer is 
55,742,312 cigars. Ask me another.” 

Then, the question can’t be 
answered? Oh, yes! But—it eannot 

[continued on page 63]
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Your Money Isn’t Worth It
Being a Morning in the Existence of Mrs. S. F. J. Sclilink-Chase

Dramatized by Marsh K. Powers
SCENE—A break­

fast table.
Mr. S-C: Gosh, this 

oatmeal is pretty 
punk.

Mrs. S-C: Yes— 
I’m afraid it is, dear, 
but I don’t know what 
to do about it. It 
seems to spoil so 
since we started to 
buy it in bulk to save 
money and I don’t 
believe it is quite as 
clean when we get it. 
Perhaps if we could 
add a large, mouse­
proof, cool room to 
the basement, that 
would help. We really 
need more storage 
space nowadays and 
I don’t think a new 
room would cost more 
than $500. Our house 
wasn’t designed for 
our new way of living.

Mr. S-C (ignoring the digres­
sion) : Well, don’t serve this stuff 
again or we’ll be paying doctors’ 
bills. (Changing subject abruptly) 
Say, can’t we meet out at the club 
this afternoon and shoot a round or 
two?

Mrs. S-C: Oh, I’m so sorry but I 
just can’t make it.

Mr. S-C (miffed) : For Lord’s 
sake, why can’t you ever do any­
thing I ask?

Mrs S-C: Well, today it’s be­
cause I’ve just got to make tooth 
paste, some face lotion and some sil­
ver polish and we haven’t any ma­
terials in the house.

Mr. S-C: That shouldn’t take even 
all morning. Just run around the 
corner to Nabor’s Drug Store, get 
the stuff and throw it together.

Mrs. S-C: But you don’t under­
stand at all. Ever since you began 
io insist on my getting my money’s 
worth Mr. Nabor isn’t at all pleasant 
to deal with. I never go to him any 
more. He says he can’t take time 
from his profitable customers to 
measuring out and wrapping up 
three cents’ worth of this, a dime’s 
worth of that and a nickel each of

“Let me tell you here and notv your money isn't north it”

four or five other things for me. 
I’m pretty nearly ashamed to go 
into any drug store any more and 
it always takes me half an hour to 
get everything one of your formulas 
calls for. And last week when I 
spoiled the first batch of that per­
spiration recipe I could hardly force 
myself to go back. Sometimes I 
really wonder if it . . . (She breaks 
off.)

Mr. S-C: Oh, all right—if you 
don’t want to play golf, don’t. I’ll 
find some one else.

Mrs. S-C : Before you leave, dear, 
I do wish you would go up into the 
big storage room and see if we have 
everything I’ll be needing for the 
floor-wax next week. I’m not exact­
ly sure what formula you said to 
use—I thought you said it was No. 
18,876-C but that seems to be a 
waterproofing dope for basements.

Mr. S-C (rattling his newspaper 
ostentatiously) : Yumph.

Mrs. S-C (hopefully) : And, while 
you’re up there, see if you can see 
any way we can put up some more 
shelves. With all the carboys and 
big cans and crocks and things we 

keep getting under 
this system, I don’t 
see how the house is 
going to hold every­
thing. When we get 
enough to save any 
real money, the quan­
tities are so incon­
venient.

Mr. S-C: Yumph.
Mrs. S-C: And I 

bought those scales 
you wanted but the 
kitchen’s so crowded 
I wish you’d find a 
place for them. 
(Plaintively) Am I 
to weigh EVERY­
THING I buy?

Mr. S-C: Uh- 
Yumph.

A clock strikes.
Mr. S-C (jumping 

to his feet): Did you 
take that spot off my 
driving coat?

Mrs. S-C (flush­
ing) : Y-y-y-yes—at any rate, I 
tried. I got the spot off but the 
cleaner made a bigger stain. I 
think maybe we didn’t get that last 
batch just right—either it isn’t 
clean or we put something in that 
shouldn’t be there. Maybe I got 
hold of the citronella bottle instead 
of that carbon-tetra-something-or- 
other. It’s so hard to keep them all 
straight. I spoiled one of my dresses 
with it and I don’t know yet whether 
Dyer’s can fix your coat so that 
you’ll want to wear it. Did the Gov­
ernment department you got that 
formula from guarantee it against 
damaging fabrics?

Mr. S-C (huffily) : Of course not 
—it costs money to guarantee things 
and we’re saving money. That’s the 
Big Idea in not buying branded 
goods.

Mrs. S-C (uncertainly) : Well, I 
just wanted to know. It just seems 
to me all the fun’s gone out of life 
since you took this tack. I never 
spent so much time in the kitchen 
since we were married as I do now. 
Frieda is so used to prepared foods 
that she threatens to leave if we 
don’t go back to some of them. And 

[CONTINUED ON PAGE 60]
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The 1927-28 Farm Market

ABOUT one-fourth of the inhabitants of the United 
States—some 27,900,000 people in all—live on 

farms. Their income totals over $12,000,(100,000 a year.
A good proportion of this income is available to spend 

for things among which the farmer may pick and 
choose. That is to say, when all his necessary expendi­
tures are made, he has a sizable surplus left for pur­
chasing many things that he does not really have to 
have, but which he wants to have—and he chooses these 
items from a long list of possible purchases.

The amount of this surplus of purchasing power for 
this year—much of which will be spent during the 
1927-28 winter and the spring of 1928—has been esti­
mated at close to $1,000,000,000. This amount repre­
sents many advertisers’ opportunity for sales in the 
rural markets of this country.

The farmer is greatly influenced by advertising. He 
is, in fact, largely dependent upon the advertising pages 
of magazines and newspapers for his information about 
new luxuries and conveniences for the farm and for his 
household—for all the varied things that directly serve 
to improve his standard of living.

With the probable exception of certain sections where 
the corn crop is not so good, the farm market in the 
United States as a whole this year should encourage all 
advertisers to farmers to expect good returns—from 
thoroughly informative advertising of the kind that 
farmers like to read.

Watch Regional Organizations

AMERICAN organizing genius asserts itself in many 
t ways. Not only do we have scores of trade and 
technical associations, but also we have regional agricul­

tural organizations that take in definite parts of states. 
There is, for example, Southeast Kansas, Inc.

This regional “combine” was organized in March, 
192G. It embraces nine counties in Southeast Kansas, 
with headquarters at Parsons, Kans. Its function 
thus far has been primarily development of the poultry 
and egg business. Commercial hatcheries are being 
established in almost every community within these 
nine counties. And the car loadings from this district 
are increasing fast, carrying poultry and eggs to east­
ern markets.

Such developments are of considerable interest to 
many advertisers. They give rise to new marketing 
problems and they open up more active markets for 
many of the comforts and conveniences of life. South­
eastern Kansas, for instance, should already be a better 
market for hundreds of advertised products than it was 
before the farmers of that region were organized to 
secure a larger and steadier income from a greater out­
put of poultry and eggs—produced at lower costs 

through more intelligent handling of their production 
as well as their marketing problems.

Incidentally, regional organization of this kind lifts 
competition up into the plane where group advertising 
can be profitably employed.

Thirty-Nine Years Ago and Now

FIGURES being its daily grist, the Wall Street Jour­
nal has worked out a most interesting comparison 
between 1887 and 192G; just thirty-nine years apart; 

little more than one generation of American life. Or­
dinarily such contrasts would not be profitable, but as 
the war period has proved itself such an amazing 
change-maker, it is really necessary occasionally to 
emphasize how fast we have traveled, in order to keep 
ourselves up-to-date.

First, take bank clearings, which measure the relative 
volume of business transacted then and now; 52G bil­
lions in 192G as against eighty-four in 1887! The 
money in circulation is five billions today as against 
one and one-third billions then; a per capita circulation 
of $42.62 as compared with $22.45. The bank deposits 
rose from one to twenty billions; oil production rose 
from twenty-nine to 743 million barrels; wheat and 
corn production doubled; and our exports rose from less 
than one billion to five billions.

There now remains but to compute advertising vol­
ume to complete the Wall Street Journal's picture. Ac­
cording to J. George Frederick in his book “Masters 
of Advertising Copy,” the volume was approximately 
$80,000,000 in 1887, and is today about $1,300,000,000, 
an increase of sixteen to one; many times any other 
increase in thirty-nine years.

The American Center of Industry

ALTHOUGH we are used to the phrase “center of 
population,” we are not used to the term “center 
of industry”—meaning the geographical location which 

is the “middle” of the manufacture of the country.
The Government Geological Survey has just finished 

a new calculation, to see how much it has changed, and 
finds that it has moved 75 miles southwest. It was 110 
miles east of Chicago, on the Indiana boundary, in 
1908. By 1918 it had moved 50 miles nearer Chicago, 
but now it is 25 miles southwest, at a point about 50 
miles southeast of Chicago. Obviously industry is 
trecking westward, with a slant south.

The center of population is in Owen County, south­
western Indiana, 170 miles south of the center of in­
dustry, while the geographical center is at about the 
center of the northern boundary line of Kansas, 640 
miles west by south of the center of industry.
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The Coming Competition 
With Europe
By Dr. Julius Klein

Director, Bureau of Foreign and Domestic Commerce

O
NE of the first 
r e percussions 

of the business 
comeback of Europe is 

the increasingly evi­
dent preparation for 
an aggressive drive 
for foreign markets— 
not simply the recov­
ery of pre-war trade 
but rather to capital­
ize the vastly in­
creased new oppor­
tunities which have 
developed since 1918. 
Foreign trade has al­
ways represented a 
far greater proportion 
of the commercial life 
of Europe than is the 
case in this country; 
at least fifty to 
eighty-five per cent of 
the trade of each Eu­
ropean nation lies be­
yond its borders as compared with 
about ten or twelve per cent in the 
case of the United States. The re­
habilitation and expansion not sim­
ply of exports and imports but of all 
factors in international business — 
improved cable service, new radio 
connections, international air traffic, 
better shipping, new overseas invest­
ments—constitute, therefore, a prime 
element in the economic revival of 
the Old World.

American merchants, manufactur­
ers, bankers, and shippers are thus 
confronted with a new Europe of 
vastly more effective competitive po­
tentiality, whose past operations can 
by no means be used as an index to 
what we may expect during the com­
ing months and years. Here are 
just a few random evidences of this 
change: France is today the world’s 
leading exporter of iron and steel 
products ( she was far in the rear in 
1913). German electrical and chem­
ical manufacturing has enormously 
expanded, partly as a result of the

Portions of an address delivered before 
the Export Managers’ Club and the Na­
tional Credit Men’s Association.

Courtesy Canadian Pacific Railway

war and these changes have profound­
ly altered and strengthened her place 
in world trade. The hydro-electric 
development in Italy and France is 
three or four times as great as in 
1912. Britain has made an as­
tounding recovery from the depres­
sion of last year and is marshalling 
the vast economic strength of her 
overseas dominions, colonies, and 
mandated territories in a manner 
which promises most vigorous rivalry 
with any American trade expansion. 
The foreign trade of the Empire is 
more than double that of ihe United 
States and the overseas holdings of 
British investors, though temporar­
ily retarded by the war, now total up­
ward of 20 billion dollars compared 
with the approximately eleven and 
one-half billions of American foreign 
investments.

THERE have been loud lamenta­
tions of late that post-war devel­
opments in one or two desirable mar­

kets have impaired the sales of some 
European commodities which were 
more or less prominent in pre-war 
trade. In most cases a careful scru­

on overseas 
returns from

tiny will reveal the 
fact that the loss of 
these items is actually 
far less important 
than has been as­
sumed and that they 
are more than com­
pensated for by cer­
tain so-called “invisi­
ble” items of the 
international traffic 
which do not appear 
on the balance sheets 
of merchandise sta­
tistics.

Indeed, the Euro­
pean business world 
is beginning to real­
ize more and more 
that much of its fu­
ture competitive pow­
er in adjusting inter­
national balance is to 
lie in the field of “in­
visible” items: profits 
insurance operations, 
various services and 

from the performance of distrib­
utive functions for other nationals 
as middlemen, commission mer­
chants, agents, etc. There are, of 
course, other more commonly men­
tioned elements in this category of 
imponderables which contribute ma­
terially toward the balancing of Eu­
ropean commitments, notably remit­
tances of her emigrants in the 
United States which totaled two hun­
dred and eighty-seven million dol­
lars in 1926, to say nothing of the 
increasing returns from similar 
sources in South America and the 
exploitation of tourist traffic which 
is rapidly becoming one of the lead­
ing European “industries.” The 
United States is involved as a debtor 
in each of these important functions. 
So far as our own trade is concerned, 
we shall probably always resort in 
some measure to the facilities of 
Europe for cables, insurance, and 
certain distributive functions, es­
pecially in various colonial markets. 

All of these elements are con­
tributing materially to the increasing

[CONTINUED ON PAGE 72]
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BRUCE BARTOS

RoV S. durstine ALEX F. OSBORN

BARTON, DURSTINE & OSBORN
incorporated

of about two hundred and fifty people among whom are these

account executives and department heads

James Adams B. E. Giffen Allyn B. McIntire
Mary L. Alexander Geo. F. Gouge John Hiram McKee
Joseph Alger Louis F. Grant Walter G. Miller
John D. Anderson E. Dorothy Greig Frederick H. Nichols
Kenneth Andrews Girard Hammond Loretta V. O’Neill
J. A. Archbald, jr. Mabel P. Hanford A. M. Orme
R. P. Bagg Chester E. Haring Alex F. ()sborn
W. R. Baker, jr. F. W. Hatch Leslie S. Pearl
F. T. Baldwin Boynton Hayward Grace A. Pearson
Bruce Barton Roland I 1 intermeister T. Arnold Rau
Carl Burger P. M. Hollister James Rorty
Heyworth Campbell F. G. Hubbard C. A. Ryerson
H. G. Canda Matthew Hufnagel Mary Scanlan
A. D. Chiquoine, jr. Gustave E. Hult Paul J. Senft
Thoreau Cronyn S. P. Irvin Leicester H. Sherrill
J. Davis Danforth Rob’t N. Kina I rene Smith
Webster David 
Clarence Davis 
A. H. Deute

D. P. Kingston 
Wm. C. Magee 
Fred B. Manchee

J. Burton Stevens 
William M. Strong 
William M. Sullivan
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B. C. Duffy 
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Carolyn T. March 
Elmer Mason

A. A. Trenchard 
Anne M. Vesely

Harriet Elias Thomas E. Maytham Charles Wadsworth
G. G. Flory G. F. McAndrew D. B. Wheeler
Herbert G. Foster Frank J. McCullough C. S. Woollev
K. D. Frankenstein Frank W. McGuirk |. H. Wright

‘Boston: 30 Newbury Stree t 4P Buffalo: 220 Delaware Avenue
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Some of the Fundamentals of 
Headline Writing

Notes for a Lecture Before an Agency Copy Staff

By Ralph McKinley

S
EVENTY-FIVE per cent effec­
tiveness of an ad is in head­
line. Maybe. Certainly it’s 
important. Some insist on long 

heads. Some short.. That’s like 
argument on long and short copy. 
Gets nowhere.

There are all kinds of headlines. 
Forty-seven different ways to classify 
them according to what you wish.

One of my classifications is “One 
Word” or “One Phrase” headlines. 
Look at this haberdashery page en­
titled “On Shipboard.” Entitled is 
right. Then here’s a food house 
with an “institutional” page also 
entitled “Confidence.” Saw issue of 
Home Journal short time ago that 
had two advertisements of food 
houses headed “Confidence.” Here’s 
another “Entitled” head. Fire in­
surance page. Says “The Tempter.” 
Not so good, these.

Another kind of headline is the 
“News” headline. Takes name from 
newspaper heads. Here’s an origi­
nal : “Police Guard Held in Payroll 
Murder.” In advertising, “News” 
headlines run something like these: 
“Right and Wrong Ways of Remov­
ing Cold Cream.” “How Corns Are 
Conquered by the Opera Ballet.” 
“An Amazing New Principle for 
Cleaning Your Delicate Novelty 
Footwear.” Sometimes a “One 
Phrase” headline is a “News” head­
line too, and a terribly good one al­
though it only names the product. 
Will any advertisement get more at­
tention and reading action than the 
first one with this caption: “The 
New Ford Car.” News heads are 
subject to all kinds of sub-classifica­
tions. Won’t go into that now.

Lots of testimonial advertising 
now. That’s bringing lots of “Tes­
timonial” headlines. Here are some: 
“Six months ago I was miserable, 
unhappy.” “772 New York State 
Doctors declare: ‘Cream of Tartar 
Baking Powder is most healthful.’ ” 
“ ‘The most luxurious one could pro­
vide,’ says Mrs. Howard Linn, prom­

inent society woman of Chicago.”
Some folks think the headline 

should be a short advertisement of 
itself, like this: “Old Dutch safe­
guards your family with Healthful 
Cleanliness and protects porcelain 
and enamel,” or this, “You can trust 
the name ‘Squibb’ as you trust your 
physician.”

People who insist on this kind of 
headline say public doesn’t read ad­
vertisements—that you’ve got to tell 
everything quick. These adver­
tisers often defeat own purposes— 
bellow so loud no one hears what 
they say. Here are more “Tell 
Everything,” or “Yell Everything” 
headlines: “Seiberling All-Treads, 
More Rubber—More Cotton—MORE 
TIRE,” “Flit will completely rid 
your homes of Flies and Mosquitoes.”

Advertising men who insist 
.on this kind of headline are coat 
tail grabbers. They yell “Hey!” as 

reader runs by. Try to substitute 
noise for interest. Admit there’s 
nothing much to say, except what 
headline whoops.

But don’t be too sure all such are 
N. G. Sometimes you see headlines 
that would be improved if product 
were named and head told more. 
Here’s an appetite headline that may 
refer to baked beans, crackers, 
cookies or, as it happens to, Grape 
Nuts. It reads: “Baked to golden­
brown crispness . . . baked to nut­
like sweetness, this is a food made 
famous by flavor.”

Think though, if it were my 
money, I’d pass up the “Tell Every­
thing” heads and spend it on copy 
with headlines like these:

“Complexions are loveliest when 
they have this simple care.”

“Women were quick to discover 
it! today the favorite salad dressing 
everywhere.”

“The best jam or jelly now is made 
with only one minute’s boiling.”

“Pies men like—and a quicker way 
to make them.”

Refer back to the news heads and 
testimonial heads. Many of these 
good, too.

But probably best headlines of all, 
those which are seductive—and are 
keyed to illustration. Repeat keyed 
to illustration. Like “Gay times-for 
guests when the drain chokes up,” 
“Dry when he wakes up,” “All for 
Science,” (Ivory Soap boy bathtub), 
“Waste’s Red Figures Turned to 
Black,” “All the king’s horses and 
all the king’s men cannot hurt ‘61’ 
Floor Varnish,” “In ten minutes they 
will be dead.”

I think probably these last seven 
headlines are best of all for in these 
advertisements two attention getters 
—headline and illustration—work 
together to coax the reader into the 
text.

To get this kind of advertise­
ments, however, we must stop think­
ing of copy as one unit and art as 
another unit.

We must write things that can be 
illustrated. Copy that will bring 
pictures into the minds of the men 
in the art department.

When we do that we will have bet­
ter headlines and better advertise­
ments.

I do think folks will read your copy 
when you write headlines like these. 
And the more of your copy they 
read, the more time they spend 
thinking about your message, the 
more your client will get out of it.

Believe that a headline on a maga­
zine advertisement is good or bad 
to the degree that it encourages the 
reader to read the copy which fol­
lows it.

If the headline coaxes or pushes 
the reader into the text it is good. 
If it doesn’t, it’s bad.

If I were trying to set down a 
formula for headline writing that 
formula would read something like 
this:

Write headlines that will coax or 
push the reader into the text.
I would use the same formula in 

[CONTINUED ON PAGE 62]
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(jhe Railway Service

Largest Rail Program 
in the World

THE purchase of 300,000 tons of steel was 
recently authorized by the Pennsylvania Rail­

road for use in 1928. While this is the largest rail 
program authorized in any year by any railway in 
the world its magnitude may be appreciated by the 
fact that this quantity of rail is sufficient to lay a 
double track line between Philadelphia and Chicago.

This is but an indication of the size of steam rail­
way purchases that annually include locomotives, 
cars and appliances; machine tools and shop equip­
ment; bridge, building and track materials and 
tools and labor saving devices; and electrical mate­
rials and equipment for use in practically every 
branch of railway service.

In reaching the steam railway market the five 
Simmons-Boardman departmental publications that 
comprise the Railway Service. Unit can aid you 
materially, for each one is devoted exclusively to 
the interests of one of the five branches of railway 
service.

Simmons-Boardman Publishing Company
“The House of Transportation”,

30 Church Street New York, N. Y.
105 W. Adams St., Chicago
Mandeville, La. San Francisco

6007 Euclid Avenue, Cleveland
Washington, D. C. London
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Are the Railroads Overlooking 
Their Advertising Opportunity?

By Ernest John

A
 STREAK of steel, a mighty 
thunder of wheels, a billow of 
spray as she fills her water 
tanks and then two glowing red 

spots fading into the West, to the 
sharp staccato of clicking rail joints.

That’s the obvious high light in 
the railroad’s picture—the appeal of 
its crack trains. But, as an adver­
tising man with more than twenty 
years’ of practice, I wonder why most 
railroad advertising never gets any 
further—if indeed it gets as far as 
this one advertising effort.

Have I grown callous to this thrill­
ing spectacle? Not at all.

The thing happens every night, and 
not a stone’s throw from my garage. 
Summer, winter, seed-time or har­
vest, hot or cold, blizzard or thunder­
storm—nothing makes any appreci­
able difference. I can call off the 
minutes on my watch and tell you 
when she’ll go racing through. 
What’s more, I do it often.

She comes suddenly around a beau­
tiful curve—she literally “bursts in­
to view”—and the weather must be 
very bad or I must be very low in 
my mind if I do not stop other occu­
pations long enough to enjoy that ex­
alted moment.

That’s how I feel about one of the 
famous trains of the country, and so 
it may be conceded that I do not lack 
appreciation. Still I wonder why it 
is that such railroads as make any 
widespread advertising effort feature 
so little when they have so much to 
feature.

A railroad is a business. It doesn’t 
happen to be confined within four 
walls; it may not have the same cen­
tralization, but it is susceptible nev­
ertheless to the same influences and 
responds to the same stimuli as 
other businesses. That it is less 
centralized makes widespread public 
appreciation and public acceptance 
the more imperative.

The case of the railroad, as is the 
case of all large corporations, is com­
plicated by infrequency of contact, 
and of all such business organiza­
tions the railroad probably would be 
voted the most impersonal. Hence

Mr. John was for many vears Adver­
tising Manager of the V ictor Talk­
ing Machine Company. He is now 
associated with the McLain-Simpers 

Organization of Philadelphia

there is a greater need of offsets.
At this point I shall perhaps be 

reminded that the railroads do make 
a persistent effort and spend both 
time and money to offset unfortunate 
occurrences. No doubt—but why so 
secretive?

The man who makes the welkin 
ring with the tale of sufferings im­
posed upon him by’ some railroad, 
has never in my experience hired a 
hall to tell how pleasant a recom­
pense was subsequently provided. It 
is reasonably certain that if the rail­
road does not tell its own story—so 
that he who runs may read—then the 
story will not be told.

Important as these unfortunate 
occurrences may’ be in the aggregate, 
they’ would be relatively harmless if 
the policy of the railroad was to keep 
itself “sold.”

Heretofore, with possibly an ex­

ception or two, the purpose of most 
railroad advertising has been to in­
crease or stabilize passenger traffic 
by featuring the advantages of crack 
trains or the attractiveness of cer­
tain resorts or routes. Most of this 

'has been good; much of it excellent;
and no doubt it has accomplished its 
purpose in a satisfactory measure.

There have been other advertising 
or publicity efforts; for instance 
those which for the greater part tend 
to show that railroads do not make 
exorbitant profits. This, too, serves 
a purpose; but an advertising effort 
which takes the defensive attitude to 
a disproportionate extent will con­
quer few new worlds, whether of 
good-will or of increased receipts.

No program of such restricted 
scope can be adequate to bring to 
realization the advertising oppor­
tunities possessed by any railroad.

The development of freight and 
passenger traffic, the building of 
good-will in the commercial sense, 
the reduction of accidents through 
education of both public and em­
ployee, the tonic effect upon the rail­
road’s organization of having its 
ideas of personal service emphasized 
to the public—each of these is desir­
able in itself; but the sum of them all 
still falls short of the accomplish­
ment that is possible for an institu­
tion of such importance and such far- 
reaching influence.

WHEN we consider the extent 
and character of the territory 
served by a railroad; the degree to 

which industry, commerce and agri­
culture are affected by it; the mil­
lions of people who are largely de­
pendent upon it for the everyday’ 
comforts and necessities of life—it 
is hard to believe that any advertis­
ing objective, however ambitious, 
can be beyond the bounds of reason­
able expectation.

Is it so hard, really, to see a rail­
road as the dominant, constructive 
influence throughout the territory it 
serves, as a determining factor in 
economic, industrial and social prob­
lems?

[CONTINUED ON PAGE 54]
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To Scare, or Not to Scare?
Is Not Scare Copy the Logical Appeal in Insurance Advertising?

By Laurence G. Sherman

E
VERY time.it fails to my lot to 
escort my three-year-old son to 
his room for the afternoon nap, 
I am confronted by an analogy be­

tween that particular situation and 
the business of advertising some 
kinds of insurance. My heir-appar­
ent regards his nap as a hateful de­
vice invented by grown-ups with no 
sense of perspective, who take sav­
age pleasure in shooing him off to his 
room for a couple of unproductive 
hours just when the day is going 
most excellently. All my arguments 
as to his health, sweetness of dispo­
sition at supper time and the like, 
have no effect on his opinion.

There is only one cogent argu­
ment. That is the sight of the 
bright orange gas-tank measure kept 
on the kitchen cabinet for similar 
persuasive purposes. Logic, appeal 
to reason, pleading — pouf! They 
don’t make first base. But one brief 
brandishing of the measuring stick 
alters his point of view miraculously. 
Scare copy sells him that little white 
bed so effectively that he scoots up­
stairs with one eye warily covering 
his retreat.

I cannot escape making a compari­
son of this nap-time negative appeal 
with the business of advertising in­
surance. I am sure that I am in the 
decided minority when I lift up my 
voice in praise of negative insurance 
copy; but when we take the situation 
to pieces, the essence of the whole 
business is composed of emotional 
impulse in far greater proportion 
than the cold workings of logic. The 
real whip, after all is said and done, 
is the economic fear of death or dis­
aster and the subsequent privation 
of the individual or his family. So 
I wonder a good many times when I 
read the carefully fabricated life in­
surance advertisements which sedu­
lously avoid all moribund gestures 
in urging the benefits of creating an 
estate, if it isn’t going around Robin 
Hood’s barn to tell a story, the sub­
stance of which is really this: “If 
you die, will your wife and children 
suffer financial hardship?”

Of course, no one would be eccen­
tric enough to suggest that all kinds 
of life insurance be advertised with

THE inside of this booklet put 
out by the Century Indemnity 
Company of Hartford, Conn., reads:

Thal paralyzing moment . . . ihe sudden 
looming of a frightened face . . . llie 
screech of brakes ... a desperate wrench 
at the wheel . . . loo late. . . . It’s all 
over: your savings . . your home . . . 
plaiH for your children's education . . . 
everything you have been planning, work­
ing. and hoping for . . gone . . because 
you felt you could gel by without public 
liability insurance on your automobile.

a background of economic pressure 
induced by fear of death. There are 
forms of insurance which contem­
plate the actual preservation of life 
as the big urge in buying. Annui­
ties aren’t any good to the man who 
dies before he is due to cash in on 
his policy. And many of the big, im­
portant policies are sold to men who 
are simply fitting one more unit into 

their genera] estate scheme; men 
whose families would be comfortably 
situated through sheer inheritance 
of accumulated wealth. To this man 
nothing but the banking side of in­
surance would appeal; the death con­
tingency is useful only as a guaran­
tee that his plans will not miscarry 
if he is suddenly removed from his 
endeavors.

And there are a good many men 
in not such affluent circumstances 
who have a clear-headed understand­
ing of insurance as a means to inde­
pendence in old age, and who per­
haps will be incited to action by the 
purely logical life insurance adver­
tisements picturing retirement in 
comfort at the age of 65 or so.

YET there is an insistent under­
tone beneath the whole works; 
the undertone of life’s uncertainty. 

No man of 35 can picture himself as 
being a failure at 65. Something is 
going to break that will make him 
independent. If he could be guaran­
teed absolutely that he would live to 
the age of 70, I wonder if he would 
buy any form of life insurance ex­
cept possibly an annuity. All the ac­
crued benefits which life insurance 
will some day pour into his own lap 
are really by-products. The real 
thought that impels him to buy his 
insurance is the reflection that be­
fore another birthday, his wife and 
his family may be facing the future 
without his income, or his plans for 
a well balanced and well regulated 
estate may be instantly demolished.

Life insurance is a shield against , 
financial havoc wrought by death. All 
the ramifications and specialized de­
velopments in the way of payment 
methods, income arrangements, and 
educational schemes are just trim­
mings added to the main structure.

This being true, is it really such 
bad taste to come right out and talk 
turkey about the pure essence of life 
insurance, which is a simple state­
ment that in the midst of life we are 
in death? I know it sounds mourn­
ful and depressing. Rut The Phoe­
nix Mutual Life Insurance Company 
is managing to put it over pretty 
adroitly in some of their copy. They 

[continued on page 86]
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“Adequate retail 
representation 
and dealer cooperation in push­
ing your line are necessary ad­
juncts to a national campaign.

"The retailer has the strategic 
position, and his aid must be 
obtained. His interest must be 
aroused and carefully continued.

TRUE
TALK

"The retailer speaks with a voice 
of authority to the people of his 
community. They look to him 
for that refinement of merchan­
dising—service. He is nearest 
the consumer. He extends credit 
to customers who would be un­
known to the manufacturer. He 
makes possible small purchases. 
He shows goods in alluring dis­
play. He performs direct ser­
vice, aiding in selection and mak­
ing exchanges readily. His boys 
carry baskets to the neighboring 
farms, or his motor trucks de­
liver swiftly for miles around.”

FROM SELL­
ING FORCES, 
CURTIS PUB­
LISHING CO.

First win an audience with the man ivho can make or break your success. 
Then show him rvhy and hoiv he can make real money ivith your product. 
In the dry goods and department store market, this man is the merchant. 
His selections are guided by constant use of his business papers.

Dry Goods Economist
239 W. 39th STREET, NEW YORK

OFFICES IN PRINCIPAL CITIES

The most effective, most economical way to reach and influence dry goods and department stores
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The Baker’s Dozen In
Agency Service

Some of the Things an Agency Does Besides “Advertising”

By An Agency President

I
T happened after a particularly 
busy day during which a half­
dozen non-routine matters had 
wreaked such havoc with your pres­

ent scribe’s plans that his intended 
program had “gang” aft and widely 
“a-gley.” In campus language, “ex­
tra-curriculum activities” had played 
hob with my normal assignments for 
the day.

That evening we were on the ter­
race of a neighbor’s home and had 
just been introduced to a newcomer 
to the vicinity and his better half. 
When the feminine contingent had 
withdrawn indoors, to inspect a re­
cent purchase of our hostess in the 
millinery line, and the masculine re­
mainder had placed matches to their 
favorite smokes, the newcomer asked 
me a question.

“And what business are you in, 
Mr. M----- T’

“Oh, I’m an advertising agent,” I 
replied.

“Advertising agent?” he repeated 
with very obvious interest. “As I 
understand it, that means that you 
prepare advertising for various ad­
vertisers and then place it with the 
magazines, newspapers and so forth. 
That’s all an agency does, isn’t it?”

I admit that I was tired, mentally 
and physically. I plead guilty to 
playing false to my associates and 
contemporaries in my particular field 
of activity. And I confess that I 
answered, in apparently sprightly 
and cheerful agreement, “Yes—that 
covers it. That’s what we do.”

Later, when I was more relaxed 
and partially rested, I regretted all 
that I had left unsaid.

By the time I had entrusted my 
head to what should have been a 
drowsy pillow I was wide-awake 
with a sense of irritation and resent­
ment at my inquirer’s lack of under­
standing, even though I had fumbled 
a wide-open opportunity to enlighten 
him.

Before I finally coaxed myself into 
dreamland I had mentally tabulated 
the more recent services we had ren­

dered which could not, by any stretch 
of the definition, be included under 
“just handling advertising.”

And since it seems to me that even 
among the readers of Advertising 
& Selling there are unquestionably 
many who have only an incomplete 
picture of the ramified activities of 
an agency organization, I believe 
that that midnight-made mental 
tabulation, slightly expanded as to 
details, should prove of some interest.

The agency which performed the 
services which are listed later serves 
twenty clients. It is not a. “big 
agency” in the sense of its total 
dollar-volume. On the other hand, 
it is not a small agency, since its or­
ganization numbers well up into the 
twenties, all departments included. 
Whether we are more or less active 
in rendering extra-services or above 
or below average in our watchful­
ness for opportunities, I, of course, 
cannot say.

IF, however, our business is as­
sumed to be somewhere near the 
“grand average” in size and volume 

and reasonably typical in energy, 
then this tabulation gives some pic­
ture and some measure of the “non­
advertising services” rendered by 
the more-than-one-thousand agencies 
now operating between the Atlantic 
and Pacific coasts. If you keep in 
mind that this tabulation covers less 
than a half-year and then multiply it 
by 1000, the total gives a rather 
comprehensive — and impressive — 
picture of the influence of agencies 
on American businesses in other- 
than-advertising matters.

In the tabulation are included only 
the more interesting of the “outside 
services” recently rendered. A few 
of these were undertaken at the 
client’s suggestion, the lion’s share 
on our own initiative, but onlj where 
specifically stated did any part of 
the service involved appear on an 
invoice to the client in question.

1. For Client A, initiated the pre­
liminary negotiations and assisted in 

the later developments which led to a 
$50,000 sale to another of our clients.

2. At the request of Client I! called 
on his largest customer and, from the 
interview, discovered the reasons be­
hind a radical and unfavorable change 
of attitude on the customer’s part.

3. Recommended to Client C a 
change of company name. The recom­
mendation was adopted and has proved 
highly beneficial.

4. Initiated and prepared a program 
of Salesmen’s Contests for Client D, 
which is now in successful and produc­
tive operation. (Compensation under 
supplemental service fee.)

5. Brought Client E, owner of a 
patent, into touch with a manufac­
turer who is now financing E’s produc­
tion.

6. When Client F was invited to ad­
dress an association of his customers 
and prospects on an important mer­
chandising topic, he called on us for 
assistance and a member of our organ­
ization wrote and delivered the mes­
sage. (Billed on a time-and-travel 
basis.)

7. Sought and found a suitable new 
product for Client B to manufacture. 
Deal fell through only when owner 
made his terms inacceptable.

8. Initiated a program for improv­
ing Client G’s entire line of packages 
—the improvements embodying rad­
ical changes both in the design and 
construction of containers and in the 
materials used, and redesigning of la­
bels. (No charge for preliminary work 
—balance of assignment handled on 
standard basis.)

9. Conceived the possibility of secur­
ing for Client II an “educational ex­
hibit” under the auspices of a public 
institution and arranged for its ap­
pearance.

10. Initiated and made the presenta­
tion to Client I of a cooperative plan 
which, if adopted after engineering 
tests are completed, will result in Cli­
ent J’s product becoming a standard 
part of I’s product.

11. Repeated above with Client K.
12. Prepared a bulletin for the guid­

ance of salesmen of Client L on the 
subject of selling to one class of cus­
tomers, which Client L has published 
in book form for permanent useful­
ness. (Compensation under supple­
mental service fee.)

13. Was instrumental in securing 
for Client H an invitation to prepare 
an article on his specialty to appear in 
a prominent magazine (the invitation 
being deflected from one of his com­
petitors).

14. Conceived, developed and sub- 
[CONTINUED ON PAGE 55]
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The Record oi’ 
36 

Advertisers
Just 36 advertisers ol drug store products keved their copy in 

Smart Set during 1926. Of these . . .

hare wriVen telling us of the extremely loiv cost at 
which Smart Set produced inquiries anti sales for 
them.

are iarestiug far more money and in most cases using 
larger space in Smart Set than in 1926.

hare made hoary cuts in the ichole magazine field, 
and 5 of these Iuuk so fur used no space at all in the 
principal magazines during 1927.

hare made agency changes during the past year, 
accompanied ivith an entire change in their adrertis-

Certainly. a startling record of results—and for commodities 

other than drug products. Smart Set will produce results just 

as effectively for it reaches the responsive, younger buying element 

—buyers of everything from soup to silverware, from perfumes 

to automobiles.
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For Immediate Release
By Robert Douglas

P
OOR old “publicity”—what­
ever that may be. Its lot is 
certainly a hard one. Watch 
the trade papers of the newspaper 

business if you want to see what is 
happening. The editors are on the 
warpath, armed with blue pencils, 
shears, and editorial invectives.

This is no news event; the edi­
torial war on publicity is a con­
tinuous affair, smouldering all the 
time, except when some incident 
provokes its burst into flame. And 
the future outlook is for more of the 
same, for the two forces which 
started the feud, long ago, continue 
to wrangle over each incident, while 
they busily provide more incidents 
like it. Publicity always has been, 
and still is being, abused. As long 
as the abuse continues so long will 
the quarrel continue between the 
men who write publicity material 
and the editors who receive it. And 
yet, to a by-stander, the quarrel 
seems entirely unnecessary. Like 
all quarrels, it is born of a misun­
derstanding of the other fellow’s 
viewpoint. It ought to be no harder 
to bring peace to the warring fac­
tions than to—well, than to get the 
lion and the lamb to lie down to­
gether.

Before we try to discover what the 
fight is all about, and what can be 
done about it, let me set down a few 
dogmatic opinions on the subject of 
publicity.

(1) We need a common interpre­
tation of what “publicity” is, when 
the word is used in the sense in 
which we are now considering it. 
The dictionary definition of “pub­
licity” heads off in a totally different 
direction. The publicity which Prof. 
W. Z. Ripley urges for corporations 
is more nearly in line with our in­
terpretation. An excellent text book 
on Public Relations uses “public re­
lations” as a synonym for publicity. 
An advertising man considers ad­
vertising and publicity as two wholly 
different things, but a great many 
other people use the two words 
interchangeably, without knowing 
whether they mean one thing or the 
other.

Suppose we define publicity, here, 
at least for our own purposes, and 
adhere to that interpretation 
throughout this discussion. Let us 

define honest-to-goodness publicity 
news of a company or organization, 
its affairs and activities, sent by an 
interested person, to newspapers for 
free publication.” So simple a def­
inition requires enlarging, of course, 
but only the word “news” needs ex­
amination now. Which brings up 
the second point.

(2) Ninety per cent of the stuff 
sent out in the shape of publicity 
material is rubbish. The percentage 
of rubbish would have decreased long 
ago if the newspapers had not pub­
lished so much of it. As long as 
newspapers accept rubbish, people 
will write it and send it out. Which 
brings up the question of responsi­
bility for the present situation.

(3) Publicity writers and news­
papers alike must share the blame. 
The writers have tried every con­
ceivable trick to get free space, and 
the newspapers now are on their 
guard. But the newspapers con­
tinue to invite publicity material by 
the puff articles which appear in 
every issue. They are both defiant 
and yielding.

(4) The advertising man or agent 
who sends a press story along with 
his advertising order is doing all he 
can to make the situation worse. 
The only contributing evil of equal 
importance is the voluntary offer of 
a newspaper to run a story along 
with an advertisement. The adver­
tising man is demanding something 
he has no right to expect; the news­
paper is deliberately lowering the 
value of its columns and decreasing 
its own self-respect.

(5) Publicity writers should learn 
the genuine news value of their 
news, and shape their releases ac­
cordingly. If they decline to do this, 
they have no cause for complaint if 
editors do it for them, using what 
is good and rejecting what is rub­
bish.

(6) Editors should forget old 
grievances and not class as rubbish 
everything that comes to their desks 
in the form of press notices. In 
other words, they too, should gage 
the news value of the item, and give 
it a fair chance in competition with 
other news, regardless of the source 
from which it comes.

A prominent newspaper in the

Middle West has a form postal card 
with which it acknowledges every 
piece of publicity matter received. 
The postcard shows a table, piled 
high with bundles of manuscript. 
The caption below says, “If you don’t 
see your publicity stuff in our col­
umns, it is in this pile.”

Publicity men ought to keep that 
photograph in mind. If any news­
paper in the country is receiving 
press matter in such volume as to 
load a table in a short space of time, 
it is obvious that editors have no 
time either for careful hunting to 
find the news or for careful editing 
to make it presentable. The burden 
of editing, therefore, is clearly up 
to the man who writes the stuff. 
This burden involves three obliga­
tions: first, to judge impartially the 
news value of what he intends to 
write; second, to discard the rubbish 
before it is ever written and to write 
the real news in usable form; third, 
by these means to reduce the volume 
and improve the character of the 
stuff he sends out.

rpHE other half of the way to 
X peace is up to the editors. Their 

new code must include these obliga­
tions: First, to treat news as news 
and to give the publicity man’s news 
an even break; second, to treat all 
publicity alike in this respect and to 
weigh its value solely on its news 
merit; third, not to break down the 
system and bring confusion again by 
publishing rubbish—anybody’s rub­
bish.

A few examples may clarify the 
principles these generalities intend 
to describe. Let us take, first, a re­
cent case in which the editor is the 
guilty party. It will illustrate the 
state of mind into which editors have 
lashed themselves in their fury over 
past indignities. The Evaporated 
Milk Association sent out, as part 
of its publicity service, a Hallowe’en 
feature for the women’s page. It is 
well written, appropriately illus­
trated and contains an introductory 
paragraph about Hallowe’en and 
then four good recipes for party re­
freshments. Three of the recipes 
call for “evaporated milk,” and one 
calls for “cooked salad dressing.” It 
is thoroughly good stuff for a house­
hold page, and only a suspicious 

[CONTINUED ON PAGE 70]
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of Plenty
O

UT of the soil springs wealth! 
Wealth for Kansas City! Wealth 
for the whole Southwest! Wealth 

accruing to this fortunate territory from 
a corn crop exceeding by far all recent 
previous yields!

Every day increasingly optimistic re­
turns come in from the corn lands. Pres­
ent estimates predict 1,067 million bush­
els for the territory as against 881 
million bushels last year. The combined 
yield of Missouri, Kansas, Nebraska and 
Oklahoma exceeds all records for the 
past fifteen years.

Nor is this all! A kind fate has de­
creed that high prices for corn shall 
stride hand in hand with the magnifi­
cent yield. Big yield—high prices! 
Magic words which summon the genii 
of prosperity to turn a golden flow of 
wealth into the Southwest. This com­
bination of circumstances soon will un­
leash more than 800 million dollars of 
buying power in the territory!

o» 
< CuCOu

Tap the Corn Wealth of the 
Southwest Through

THE KANSAS CITY STAR 
and The Weekly Kansas City Star

The Kansas City Star and The Weekly Kansas Chy Star saturate the prosperous Southwest with 
amazing thoroughness. The Kansas City Star, with nearly a quarter of a million circulation twice 
daily, completely covers Greater Kansas City and suburban territory. The Weekly Kansas City Star, 
with nearly half a million circulation, reaches the rural two-thirds of the Southwest not reached by 
metropolitan daily newspapers. In combination these two great newspapers have nearly a million cir­
culation throughout the seven states surrounding Kansas City. This vast circulation is available at the 
lowest advertising rate, considering circulation, in America.

Plan your campaigns now—
Get your share of the corn money!

THE KANSAS CITY STAR

New York Office, 15 East 40th St. Lexington 10122. Chicago Office, 1418 Century Bldg. Wabash 1067
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The 8pt. Page

W
E Americans haven’t much im­
agination, after all. This sum­
mer Jirs. Bodkins and I took a 
1500-mile motor trip through New 
England, and one of the things that 
both of us marked was the paucity of 
imagination in the signs along the 

roadway, and the names of the towns, 
and the streets in the towns.

Main Street, Maple Street, Walnut 
Street, Elm Street, Center Street . . . 
Main Street, Maple Street, Walnut 
Street, Elm Street, Center Street.

East Conway, North Conway, South 
Conway, Conway Center.

Antiques . . . Antiques . . . Antiques.
Tourists Accommodated . . . Tour­

ists Accommodated . . . Tourists Ac­
commodated.

We had quite given up hope of any 
variation in the monotony (save for 
the crude attempts at being clever in 
the matter of heralding hot dogs), 
when we rounded a curve and beheld 
an antique shop bearing a sign read­
ing: “Early New Hampshire Furni­
ture.”

“That,” said Mrs. Bodkins, “is the 
only sign so far on this trip that has 
made me want to stop. It is both ap­
propriate to the place and pictur­
esque.”

“Appropriate to the place—and pic­
turesque,” mused I to myself. “A very 
good specification for a sign.”

—8-pt—
Another advertising man has written 

a novel—my young friend Leon Kel­
ley of the Farnsworth & Brown agency. 
It is called “Margherita,” and it is re­
freshing to discover that it is not of 
the world of commerce as might have 
been expected of an advertising man’s 
novel—though not of Leon Kelley’s, if 
you know him. He has done a rather 
exquisite etching of a woman’s mind.

While the blurb sheet, that Putnam’s 
send out on “Margherita” classing it 
with “Monsieur Beaucaire,” “Parnassus 
on Wheels,” and “Lolly Willowes,” is 
rather overwarm in its enthusiasm, 
there is no gainsaying that the book 
has a certain appeal and individuality 
which lift it out of the ordinary run 
of novels.

I have a feeling that Leon Kelley will 
persist at novel writing—he is that 
kind of a young man—and that he will 
develop a style and a technique that 
will be Leon Kelley’s and his alone.

—8-pt—
This is a young magazine. It is kept 

young purposely, because advertising 
is young.

Yet we here in the editorial offices 
had never realized quite so consciously 
what we are striving to do as when we 
received a letter from Chicago this 
morning from one of the old “war­
horses” of advertising, of whom the 
Editor has requested an article.

We older fellows, who have met with 
some dt gree of success in advertising work, 
usually flatter ourselves that the younger 
men like, to have us tell them things that 
seem importtint to us as guide posts for 
their advancement.

But, after all, I wonder if it is not better 
for them to ride on tile front seat of tile 
pathfinder car and direct their search lights 
ahead, down the rough, unending advertising 
road—rather than to ask them to follow us 
and keep their eyes on our tail light.

Advertising, too much so, has been a game 
of "follow th,- leader." It ought to be more 
of “lead the leaders.”

And so I am going to ask you to excuse 
me from the personal gratification of carry­
ing out your suggested assignment and’I 
propose, instead, that you get the younger, 
the trail-blazers, to write articles that will 
make us gray-heads wish we were again 
young in the business.

Isn’t that an interesting- point of 
view, and a gracious one? Of course, 
our correspondent cannot escape so 
easily—for his very letter proves that 
while he may be gray around the tem­
ples, what’s beneath is as young as ad­
vertising. We shall have an article 
from his pen shortly, or I shall be dis­
appointed in the persuasive powers of 
the Editor!

—8-pt—

Have you ever stopped to think what 
a morbid world this would be without 
advertising ?

Think of the novels that we (or our 
wives) read. And of the stories. How 
many of them are happy ?

Mostly they are unpleasant, and 
leave a sense of hopelessness or dis­
gust.

It seems that unless they did this 
they would not be “literature.”

Thank Heaven, the advertising pages 
smile! They may be commercial, but 
certainly they are cheerful.

Between “Elmer Gantry” and a Con- 
goleum advertisement, there is little 
question which will contribute most to 
the national happiness!

—8-pt—

I sometimes wonder, just what sort 
of items you who read this page like 
best to find here.

Do you prefer the ones which stick 
closest to advertising and selling? Or 
do you like to wander more afield? Are 
my occasional reminiscences boresome, 
and do I offend by seeming egotistical, 
when at heart I am quite human and 
humble?

I sometimes wonder.

This question of whether or not 
executives should answer their tele­
phones themselves seems to have two 
sides to it. The publication on this 
page of the item about the New York 
American’s policy has stirred up both 
camps. Sample communications sub­
mitted herewith.

From a secretary to the president:
Dear Mr. Bodkins:

Unfortunately, I did not give the fourth 
cheer for the New York American's letter 
in regard to executives answering the tele­
phone. I should have felt like a tremend­
ously poor spoi t if I had.

Look in on this moving picture if you will.
The president is talking to BIG CUS­

TOMER from the West, try to sell him 
the idea of buying more goods than he did 
last season. He has reached the psychologi­
cal moment and the phone rings. A voice 
asks for the President and the following 
conversation takes place:

"I represent Local No. 7 of railway 
yardmen We have a couple of fellows go­
ing up to Saranac. We're fitting them out 
and wonder if you will be willing to supply 
them with a couple of hats? We know you 
don't like to advertise in our magazine and 
thought this would be a good way of letting 
you out.”

After explanations the president resumes 
the conversation with BIG CUSTOMER but 
has to work up enthusiasm again. Just at 
the psychological moment again another call 
comes in. Etc., etc.

Now, in all fairness to business progress 
DON'T you think such calls should have 
been intercepted before reaching the presi­
dent?

Anna M. Anderson.

This from the Director of Public Re­
lations of the Union Trust Company, 
Detroit.
Dear Odds:

In your most interesting 8-Pt. Page, on 
August 24, you printed Air. Clarence R. 
Lindner's letter written to the personnel 
of the New York American, in which he 
suggests that the best way for the Ameri­
can to cultivate the good-will of the cus­
tomers of the institution is to say that 
officers answer the telephone without too 
much delay.

You gave three cheers for the letter 
and you asked if you heard a fourth. Here 
is the fourth. President Frank W. Blair 
of the Union Trust Company long ago issued 
absolute instructions that every one of our 
fifty-six officers should answer his own tele­
phone. under all circumstances, and should 
not permit his secretary or stenographer 
to do so.

This rule is absolutely insisted upon by 
Mr. Blair and we are very proud of the 
fact that the Union Trust Company main­
tains what we believe to be the good-will 
of all the people with whom we do business.

I congratulate you upon printing Mr. 
Lindner’s letter and hope that the excellent 
example which he is inculcating in the New 
York American will be more generally 
broadcast among responsible business 
houses.

Homer Guck.

J can’t help it if people simply won’t 
agree on things!
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How to Put More Pull Into Our Ads
[CONTINUED FROM PAGE 24]

tents themselves were what you were 
interested in? Each advertisement for 
1928 should be a complete sales talk. 
If you once leave Mister and Missus 
up in the air after reading one of your 
advertisements, they may never read 
another!

AND—“Did we include the price and 
tell him how and where to buy?” 

Many commodities may be safely ad­
vertised without any mention of price. 
In some cases—such as chewing gum— 
all products are priced alike. The cus­
tomary price is known and taken for 
granted. No mention is necessary. But 
there are cases where failure to men­
tion price has been almost fatal. In 
buying a great range of goods from 
shoes to automobiles, we have a price 
limit in mind beyond which we do not 
go. If we buy $10 shoes of a staple 
type, an advertisement which fails to 
mention price range leaves us uncer­
tain as to whether we want to buy. 
It is much the same with underwear; 
the advertisement may well get us all 
worked up, but if price is omitted we 
may feel that the clerk will ask $10 a 
suit when we are not yet convinced 
that we want to pay more than $0.

And when we mention price, let’s be 
as definite as possible. A manufacturer 
who once advertised simply “3 for 25,” 
found that quite a few possible cus­
tomers thought he meant “$3 for 25” 
instead of “3 for 25c.” Another com­
pany which sold goods on the partial 
payment plan, advertised “10 down” 
to the lowbrows and discovered that 
some of them thought he meant “S10 
and lower” because “$10 and up” al­
ways meant “810 and higher”!

I hope we won't have to say yes to 
the question—“Did we order them to 
buy without telling them why?" I 
know there are advertising men who 
believe that commands are more effec­
tive than explanation, persuasion or 
inference. They think that an assump­
tion of authority is never lost on the 
poor moron. He loves to be bossed. 

But for every one who loves to be 
bossed there are at least two who are 
so darned contrary that when you try 
to boss them about they do just the 
other thing. So if we must order them 
to buy, let’s at least explain why,

“Did we fail to arouse curiosity?” 
is a pertinent question as we look at 
the headlines for 1928. The number of 
headlines that still fail to do that is 
astonishing. So many are mere state­
ments which give the whole works 
away. One example: “Nothing but 
quality can account for such popu­
larity.” Now why on earth should we 
read further? We know that fellow 
is going to claim superiority to every 
competitive product. We look for the 
same from “The Ultimate in Riding 
Luxury.” If you insist that no one 
reads anything but headlines, write a 
good informative headline and stop 
there. But if you want to get a read­
ing beyond that, counle the headline 
with some provocative sub-head or 
other bait. A headline that is simply 
a complete statement implies that the 

copy below merely amplifies the one 
headline thought and so stops reading 
then and there.

“Did we finish without leaving them 
with something to think about?” In 
planning advertising I have usually 
urged that each text be a complete 
sale. But a really good piece of copy 
also leaves just a little to the imagina­
tion—something that starts an inter­
esting train of thought. It is a diffi­
cult point to cover in a few words. _ It 
may be “the mysterious element which 
is so valuable in art.” It may be a 
subtle implication that there are still 
a lot of points in favor of the product 
which have been left unsaid. We must 
be complete but still not too photogra­
phically so. The most effective paint­
ings and music leave something to the 
imagination. This may not be so with 
drill presses or copper gutters, but it 
may mean a world of difference in the 
case of a dinner jacket or a bottle of 
perfume,

“ TAZD we get hung in mid-air be­
U tween our fear of long copy and 

our inability to deliver the message in 
short copy?" Here is a book subject. 
On the one hand is the fact that there is 
a very noticeable trend toward longer’ 
copy among the more successful adver­
tisers. On the other side of the fence 
are the lusty shouts that “no one reads 
long copy.” From most jobbers and 
many salesmen, this latter shout at 
times becomes siren-like. It is too 
big a subject to cover here, hut 
there is one simple fact that is worth 
a mountain of argument. Here it is, 
brown and hot from the griddle: A sin- 
glc convinced reader is worth a dozen 
mildly interested ones. One reader of a 
complete sales talk of 250 words may 
buy more of your goods than a dozen 
who are simply tickled a bit with a 
fifty-word talk that is inconclusive. It 
isn’t “readers” we want for 1928—it's 
customers!

As for short copy, some very success­
ful products have thrived on it—from 
Dodge Brothers cars down to Life­
Savers. This is no plea for either short 
or long copy or such. The hope is 
merely (1) that we won’t fear long 
copy if only long copy can tell an effec­
tive story, (2) that we won’t fear to 
use a single sentence if that sentence 
tells enough to sell the goods, and (3) 
that we refuse to compromise on middle 
measures if that sacrifices both the 
crispness of short copy and the com­
pleteness of long.

Another: “Were we all cold facts 
with no warm emotion?” Then put 
that in reverse: “TCere we all warm 
emotion with no cold facts?” This 
mere reminder should be enough.

Since the general public is getting 
more and more hard-boiled about re­
sponding to advertising, we will want 
to ask “Is every statement about the 
product believable?” The conflicting 
claims made for today’s tooth pastes 
can't all be sound. The claim is some­
times made that “you may pay more 
but you can’t get a better----- than 
----- and sometimes we can’t believe 

that either. Of a $1,500 car, we read 
that “When better cars are built ------ 
will build them” and that’s pretty hard 
to swallow in face of the price limita­
tion. We read in the news columns 
that this famous person denies her 
endorsement of a certain cigarette ami 
that another got a big sum for endors­
ing a beauty preparation; and we grow 
suspicious of all testimonials. Apart 
from such elements in advertising are 
the truthful statements which we must 
avoid at times merely because they 
sound suspicious. For example, the 
tobaccos used in one cigar that is sold 
at from 10c. to 15c., cost as much per 
pound as the tobaccos used in any 
50c. imported cigar. But the advertiser 
rightly wonders if the public would 
believe that statement, and so decides 
to omit it from his advertising.

“Did we waste too many words in 
the introductions of our copy?” The 
first quarter of an amateur’s copy can 
usually be cut out entirely, the only 
noticeable change being a marked gain 
in directness and strength. The best 
salesmen in person or in print usually 
plunge right into the heart of their 
message.

“Did we fail to picture the product 
in use?” Shoes are rarely pictured in 
use. Tools are not always pictured in 
use. Too often the product is de­
scribed merely from the manufacturing 
standpoint. We cannot always allow 
our audience to sample the goods them­
selves but we can at least write about 
them so that the reader mentally goes 
through the sampling process. We 
appeal directly to his senses, make him 
see, feel, smell and taste the goods and 
hear what others say about them. We 
picture the product in his home in­
stead of describing it as it looks on 
the dealer’s shelves.
“JAID we look too much to prece- 

•L' dents established by competitive 
advertising?”

Did we show a big half tone of our 
tire simply because all the other tire 
companies do that? Do we talk about 
our men’s clothes to college students 
merely because that has been done 
since glorious 1900? It has been said 
that the search for precedents is fatal 
to originality. That is why the legal 
type of mind is rarely successful in 
pioneering. A quick glance backward 
is all right in advertising so long as it 
is coupled with the ability to forget, 
if necessary, what one sees and treat 
with the present on the basis of its 
own needs.

At times some of the most successful 
advertising men deliberately disregard 
precedents to avoid reminding their 
audience of a competitive advertiser 
who has done the same thing better 
and for a longer period of time.

Sometimes we will want to ask, 
“Did we merely advertise our type 
of product without making our brand 
stand out in its field?” For eximpla 
in the early days of motor-tr ick ad­
vertising there was a year when nearly 
every manufacturer merely argued 
that in most cases motor trucks cost
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Iowa wholesalers and retai 
newspaper advertising in 
renters as an important fact 
ressful plan for merrhandi: 
product.

Your Distributors Can Tell You
How to make your selling plan fit the Iowa market

i
Í

I

U p-to-date, accu­
rate information 
on the Iowa mar­
ket has been con­
densed into a 32- 
page book. If 
you do business 
in Iowa, you'll be 
interested in 
reading it. Free 
to executives on 
request.

I
N checking sales plans made to order for other states, your Iowa 
distributors can often show how one or two alterations will make 

these same plans much more profitable in Iowa.
They will point out. for example, that in contrast to other states, 

Iowa’s population is more evenly divided throughout the state.
Iowa has a population of two and a half million, but no city of 

200,000 or more. As a result, commercial activity, rather than being 
concentrated in one or two tremendous centers, is divided among a 
score of important cities, each serving some particular section of Iowa.

In these key centers, retailers and wholesalers regard advertising 
in the newspaper which serves their section as an essential factor 
in a successful merchandising plan

To them, the sales-value of such advertising is definitely estab­
lished — an important reason why you will find it of vital assistance 
in shaping sales olans to secure your full share of the business from 
the rich Iowa market.

Iowa Daily Press Association
Davenport, Iowa

• I
1 mwamr.

Ames Tribune
Boone News-Republican 
Burlington Gazette 
Burlington Hawk-Eye 
Cedar Rapids Gazette &

Republican
Centerville lowegian & 

Citizen
Council Bluffs Nonpareil
Davenport Democrat & 

Leader
Davenport Times

Dubuque Telegraph­
Herald and Times 
Journal

Fort Dodge Messenger
& Chronicle

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

Republican
Mason City Globe­

Gazette & Times

Muscatine Journal & 
News-Tribune

Oelwein Register 
Oskaloosa Herald 
Ottumwa Courier 
Sioux City Journal 
Sioux City Tribune 
Washington Journal 
Waterloo Evening Courier 
Waterloo Tribune



ADVERTISING AND SELLING October 5, 1927

Consider two conditions:
1) Few buyers will think of buying until 

they know that it is to their particular advan­
tage to buy a certain product or service.

2) Few buyers will look at a dotted line se­
riously until they have confidence in the com­
pany from whom it is proposed that they buy.

Given sufficient time, good salesmen can 
overcome these obstacles. But why make them 
devote limited selling time to preliminaries 
that direct advertising can dispose of econom­
ically and effectively?

E VA N S -Wl N T E R - H E B B In c. D etr oit
822 Hancock Avenue West

The business nf the Evane-Winter-Hobb organization is the execution of direct advertising as a definite medium, for 
tbe preparation and production of which it has within itself both capable personnel and complete facilities: Marketing 
Analysis • Plan « Cnpy • Design • Art « Engraving • Letterpress and Offset Printing • Binding • Mailing

less than horse-drawn vehicles. In 
effect these manufacturers were doing 
an association type of advertising. 
This was no doubt valuable at that 
period, but one manufacturer whose 
funds were limited decided that he had 
to get the greatest possible amount of 
sales out of his advertising. Letting 
the field supply the background of 
“Mr. Business Man, we can save you 
money over horses,” he told his story 
from there on—why his chassis was 
easier to load, why his engine was more 
economical to operate, why green 
drivers could learn quickly how to 
operate his truck, and other facts 
which would interest possible buyers. 
So when we talk about our oatmeal in 
1928 let’s also put our best foot for­
ward for our own particular brand in 
addition to talking about the food 
values in oats.

Then, Did we let too many distrac­
tions enter into our advertisements?" 
Did we have a strong center of in­
terest? Did we subordinate all details 
to that central theme or idea? Or did 
we clutter the space up with post­
scripts in the way of extra paragraphs 
inside or outside of boxes, and thumb­
nail sketches of unimportant inci­
dentals put in to avoid a fight? Some 
advertisements look like chicken-pox, 
they are so spotted with name displays, 
slogans, dealer paragraphs, boxes, 
panels, bosses’ signatures, and other 
afterthoughts. If these things are 
really important, they belong in tho 
main body of the text. Scattered 
about, they make us suspect slovenly 
thinking or a mistaken faith in the 
power of a boxed paragraph to whip 
up excitement all over again after the 
body of the text is read.

‘‘JAID we try to high-hat our audi- 
J-A enee?" A great deal of advertis­

ing today is built on the Bertha M. 
Clay technique. Poor Bridget wants to 
be a lady! Of course she does, bless her 
dear’ heart. But let’s be sincere. LA’s 
remember that even servant girls are 
wiser than they used to be. This is a 
technique that can turn very sour 
through being mixed too much with 
the vinegar of cynicism. Not too high 
in the hats for 1928!

So we might go on. “Did we talk 
against one set of conditions when, the 
consumer was interested in something 
quite different?” “Did we brag and 
strut?” “Did we fail to arouse curi­
osity?" “Did we mistake placidity for 
becoming modesty?” “Did we thump 
tables under the illusion that they’d 
mistake it for real strength?” And no 
doubt you have some very personal 
questions of your own.

Lynn Ellis Io Address 
California Contention

Lynn Ellis of San Francisco, well- 
known counsellor in agency matters, 
will be the featured speaker at the 
convention of the California Advertis­
ing Service Association, to be held at 
Santa Barbara, Oct. 20-23 inclusive. 
Among the subjects to be given ex­
tended consideration will be the mooted 
two per cent cash discount by publish­
ers, in which many leading local news­
paper executives have been invited to 
participate.

j
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maga
ALL-FICTION

on

All-Fiction F^
Magazines of Clean Fiction

exceptional responsiveness of the
alert, young-minded readers of All-Fiction

was a page advertisement

NEW YORK CHICAGO BOSTON SAN FRANCISCO

zines comprising
FIELD that started things. In the copy the 
John B. Stetson Company offered to send a 
book describing their famous product and 
called "The Stetson Hat in Literature.”

After that, the deluge. "The advertiser was 
fairly flooded with requests,” says a report

An audience predominantly male, econom­
ical to reach and with a warm responsiveness 
unmatched in these days of "ad-hardened” 
readers—this is yours when you use the 
ALL-FICTION FIELD.
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XPLOSIVES
NGINEER

Stood First 
AND 

Foremost 
In Returns

T
HE quotation 
above is from an 
advertiser’s letter. He 
wrote it after checking 

the orders received di­
rectly as a result of a 
campaign run in a num­
ber of publications.

The Explosives Engi­
neer is a responsive me­
dium for advertisers 
who have something to 
sell to the mining, 
quarrying, and construc­
tion industries, because 
it is the only publication 
devoted exclusively to 
helping operators solve 
the important problem 
of using explosives safe­
ly and effectively.

For A. B. C. statement and 
rates, address The Explo­
sives Engineer, 1000 Dela­
ware Trust Building, Ji’il- 
mington, Delaware.

FORERUNNER 
OF PROGRESS

aaaaaa

Everybody’s Business
[CONTINUED FROM PAGE 5]

great economic achievements in the 
production of foods and fuels.

Although man has been surrounded 
by air since life began, centuries passed 
before this common medium was util­
ized to any considerable extent in serv­
ing the industrial purposes of civilized 
peoples. It took us a thousands years 
to discover that air possesses compres­
sibility which can be converted into a 
useful force. About 60 years ago 
George Westinghouse sat in the coach 
of a railroad train brooding over the 
delay caused by a wreck ahead. It was 
then he first conceived the idea of using 
air to operate brakes to stop moving 
vehicles. Later he started experiments 
to prove the merits of his idea and in a 
few years the first air brake was com­
pleted.

A RAILROAD superintendent offered
Westinghouse the use of an accom­

modation train made up of a locomotive 
and four cars. The air brakes were at­
tached, the train steamed out of the 
station, and in five minutes the new 
device had been subjected to an un­
expected test. As the locomotive 
emerged from a near-by tunnel, the 
engineer saw a horse and sleigh stand­
ing upon the track only a short distance 
ahead. The instantaneous application 
of the air brake brought the train to 
a sudden stop, a serious accident was 
prevented and the world had evidence 
of the wonderful work of a new me­
chanical marvel. Train control is now 
recognized as being as vital as tractive 
power, and air is the heart of the whole 
matter.

A few years after Westinghouse 
started work on his revolutionary de­
vice, a young mechanic named Ingersoll 
was riding in a horse car in New York. 
He was explaining to the man sitting 
beside him the details of an air device 
that could throw a line through a sec­
ond-story window in case of fire. On 
an opposite seat sat a prominent con­
tractor who was engaged in excavation 
work. After the mechanic had finished 
his story the contractor inquired of 
him: “Why don’t you invent something 
worth while? For instance, why not 
design a rock drill? Such a machine 
would save hand labor.”

Ingersoll replied that he could do it 
if he had $50 to make the model. The 
contractor handed him that amount of 
money, at the same time giving him 
his card and telling him to go ahead. 
The mechanic went back to the contrac­
tor for many times $50, but the ma­
chine was finally finished and put to 
practical use. Since then rock drills 
operated by air have been shipped to 
every corner of the earth.

New uses for air now run all the way 
from the harmless practice of painting 
the body of an automobile to the deadly 
act of propelling a high-explosive tor­
pedo from the tube of a battleship. It 
is compressed air that enables us to 
salvage sunken vessels, build deep foun­
dations under water, transport grain 
and other materials by means of pneu­
matic conveyors, and clean the fronts 
of buildings and even automobile pis­
tons with blasts of sand or steel grit. 

Pneumatic tie-tampers save the rail 
roads money and cotton is cheaper b( 
cause of the vacuum picking machine: 
High-pressure air plays a part in th 
long-distance transmission of gas, an 
it is not only used to increase the floi 
of petroleum from wells, but to suppl 
the force in great central telegrap 
offices that renders possible the trans 
mission of 200,000 messages dail 
through 150 tubes.

Although the most abundant of a 
nature’s elements, air still offers the it 
quisitive scientist unmeasured oppoi 
tunities for investigative work. Oxyge 
is found in the air in a perfectly fre 
state and yet we have not perfected 
way to utilize this most common ek 
ment on a large scale in concentrate 
form. Eventually cheap oxygen at 
dollar a ton will revolutionize all of th 
metal industries as well as gas mant 
facture. Laboratory practices in chen 
istry and medicine will likewise be nu 
terially improved.

For years science has discussed th 
possibility of the development of a saf 
explosive; one that would reduce th 
hazards of industry, be unworkable i 
the hands of assassins, and yet woul 
be abundant and low in cost. Liqui 
oxygen would seem to be the substanc 
sought.

Also in the earth’s great mass of a 
mosphere are a few nobles that ca 
trace back their lineage to the begii 
ring of creation. These lords of spat 
form one per cent of the air we hreati 
and not one of them ever did a lick J 
work or served a useful purpose unt, 
a few years ago. The aristocrats r 
ferred to are the noble gases, argo 
helium, neon, krypton and xenon, ai 
these five stand farthest aloof of all tl 
elements known to man. No one h. 
ever succeeded in explaining or combi 
ing any of them and in the act of re 
piration they exert no effect whatev 
upon the human body.

ARGON forms about ninety-four hu 
dredths of one per cent of the a 

Imagine the infinitesimal quantities 
which the rest occur. Of neon there 
one part in 55,000 by volume in the ai 
helium, one in 185,000; krypton, one 
20,000,000; and xenon, one in 170,00 
000. If a person were existing on xen 
alone, it would take him 2100 years 
get a normal breath.

Argon was discovered by Sir Willis 
Ramsay a third of a century ago, t 
it continued in its happy state of id. 
ness until Irving Langmuir put it 
work in electric light bulbs where t 
lazy argon not only refuses to serve 
a conductor of heat, but its density d’ 
courages the evaporation of the tun; 
ten filament. Argon now saves hum. 
ity tens of millions of dollars annua 
in lighting alone.

One of these days we will see elect! 
lights in the homes of the rich givi; 
off a strange and beautiful orange-ai 
pink glow, and inquiry will disclose tit 
the striking effect is due to the use 
the rare gas neon in the lamps e­
ployed. Krypton and xenon are yen 
long way from earning their keep, 1 
it is probable that if it were not for «
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i The leaders got together 
and a national crisis disappeared

An ominous coal strike appeared on the 
horizon ... a threatening cloud to the 
national prosperity.

A SCRIPPS-HOWARD Newspaper circu­
lated a petition, asking the President to 
appoint an impartial arbitrator and get the 
belligerents together.

A million signatures were secured. The 
President acted. A peacemaker was named. 
The leaders got together. And the black 
cloud rolled away.

There would be few wars if the leaders 
got together and smoked things out over 
their pipes, while their tempers were still 
cool . . . But the trick is to find a go- 

between, trusted by both parties, to arrange 
the harmony meeting.

That has often been the privilege and 
achievement of SCRIPPS-HOWARD News­
papers. In a controversy between Capital 
and Labor, both sides know that SCRIPPS­
HOWARD may be relied upon for a fair 
and strictly neutral attitude, until the right 
or the wrong of the issue has been justly 
determined.

But these newspapers remain impartial 
until they are sure which side has the 
righteous cause.

And that is the side they then champion 
. . . without giving or asking quarter.

NEW \ORK , Ttttzram 

CLEVELAND . . Preu 

BALTIMORE . . . Pm 

PITTSBURGH . . Preu 

COVINGTON . .

SAN FRANCISCO. Kewi 

WASHINGTON . Newt 

CINCINNALI . . . Pm

INDIAN XPOLIS . Timet

D E N V E R Ra n M:. Xeui 

DENVER . E. venin; Kttt-i 

TOLEDO . . Scan-Bee 

COLUMBUS . . Citizen

Kentuch Pm—Kentucie Edition o' Cincinnasi Pat

SCRIP PS-HOWARD
members of the audit bureau of circulations

AKRON . . Timtt-Preii

BIRMINGHAM . . Pm

MEMPHIS Preu - Scimitar

HOUSTON . . . Prtn

YOUNGSTOW N Tttmrarn 

FORT WORTH . . Preu 

OKLAHOMA CITY Keui 

EVANSVILLE .... Pmi

KNOXVILLE XtufSenttnil

EL PASO.............................Pott

SAN DIEGO . ... Sun

TER RE HAUTE . . Pott

ALBUQUERQUE . . Kew Mexico Siale Tribune

NEWSPAPERS
AND MEMBERS OF THE UNITED PRESS

ALLIED NEWSPAPERS, INC., Nation^ Representatives

ljoPARK AVENUE, NEW YORK • CHICAGO • SEATTLE • SAN FRANCISCO

PORTLAND ■ DETROIT * LOS ANGELES • ATLANTA
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Neiv England’s Second Largest Market

Rhode Island
Resources
The total resources of Rhode Island 
Banks for the year ending June 30, 
1927, were 0571,440,938.60. This 
represents a gain of 039,458,582.00 
over the previous year.

Savings accounts in Rhode Island 
Banks for the year ending June 30, 
1927, amounted to 0320,916,­
157.60, an increase of 021,799,­
450.00 over the previous year.

This prosperous and responsive 
market offers excellent sales oppor­
tunities to advertisers who use

The Providence Journal
AND

I

The Evening Bulletin
Circulation 110,042 Net Paid

In 1926, these newspapers carried 24.717,446 lines 
of paid advertising;, an increase of 1,104,527 
lines over 1925. This is 72.28% of all adver­
tising carried in Providence newspapers last vear.

Providence Journal Company
PROVIDENCE, R. I.

Representatives

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

Boston New York Chicago Los Angeles San Francisco Seattle

former gas there could be no aurora 
borealis to awe us with its weird 
beauty.

Helium, which is the most buoyant of 
gases, and so inert that no outlet can 
explode it is making possible the more 
practical use of dirigibles.

Let us therefore give thought to the 
air and its possibilities. It is our friend 
and benefactor if we would have it so. 
It is our enemy when we rob it of its 
natural moisture in barbaric heating 
practices and then draw it into our 
lungs to dry up and weaken the mem­
branes of the nose and throat. It all 
goes to show how slow we are to under­
stand and utilize even the most common 
of all nature’s bounties.

Railroads and Adver­
tising

[CONTINUED FROM PAGE 38]

Is there any good reason why it 
might not occupy the position of con­
fidential adviser to industry, and why 
it should, not get the credit for all 
these tilings?

Are there no stories in the history of 
the railroad except those of wrecks 
and law suits, crack trains and resorts? 
Who tells them? How often? To how 
many people?

I do not find it difficult to visualize 
an entirely new order, a new relation­
ship between the railroad and its pub­
lic; but before that is brought about, 
the public will have to be weaned from 
its present habit of thought. The rail­
road today is taken for granted. More­
over, as a matter of habit, it has be­
come something to growl at.

Consider for the moment an “un­
fortunate occurrence” in the concrete. 
You get off the Broadway or the Cen­
tury in Chicago or New York. You 
forget all the miracles that have been 
performed in every mile of a thousand 
miles and remember only that you’re 
twenty minutes late or that the waiter 
spilled your coffee.

Why?
Because while you know all about 

the late arrival and the spilled, coffee, 
you know nothing about the miracles. 
Because your knowledge of railroads 
and their operation is limited to your 
own journeyings and those of your 
friends, you have only fragments to 
judge by; whereas the complete pic­
ture would show that every day in the 
year railroads are doing things which 
would stir your imagination and ex­
cite your personal enthusiasm, but if 
the railroads themselves do not show 
this complete picture—it will not be 
seen.

If I am not much mistaken, the 
president of one of our great rail­
roads himself told how a child was 
given into the care of the railroad to 
be carried across the continent to wait­
ing arms. That story and others as 
yet untold should be known to every 
mother in the land—and maybe to a 
few fathers.

I have heard the story of how a 
bride and groom once had a most mar­
velous journey on a western railroad, 
made marvelous because of the per­
sonal consideration afforded; but— 
and here is the point of my story—I
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heard of it only by mere accident.
I should have heard of it by design. 

I should have heard of it and of the 
countless othei occasions when the 
railroads, instead of being soulless ma­
chines, are groups of human beings in­
terested in the other fellow’s well­
being.

Because my contacts with railroads 
have been those of a passenger rather 
than those of a shipper, I have written 
in terms of passenger- business; but 1 
can imagine no more fascinating task 
than that of delving into the freight 
archives of a railroad for “copy” with 
whieh to create business and good-will.

It is my sincere belief that all of the 
objectives touched upon and those that 
have been hinted at, can be realized 
as a logical evolution when the public 
sees the railroad as the far-reaching 
influence and vitally important factor 
in our daily life that it really is. When 
the almost unbelievable ramifications 
and the practical perfection of its 
highly complex services are appreci­
ated, when together with this true val­
uation of actual performance comes a 
humanizing of the organization, then 
the railroad will become a personalized 
friend rather than an impersonal foe.

We must become “railroad con­
scious”—a nation of interested partici­
pants in railroad affairs.

Difficult of accomplishment?
Quite possibly, but not nearly so 

difficult as the miracles whieh the rail­
roads themselves perform every day.

Baker’s Dozen in
Agency Service

[continued from page 42]
mitted to Client M, manufacturer of a 
perishable product, a radically different 
substitute for “sampling” which, when 
tested, proved far more productive as well 
as far less expensive than the actual sam­
ples previously carried by H's salesmen. 
(The new “samples" are ordered through 
us.)

15. Served as “scout” for Client A to 
discover the key individuals in an impor­
tant new project.

16. Initiated preliminary negotiations 
whereby Client C secured retail representa­
tion for the first time in an important 
locality.

17. Made three sales (all but the engi­
neering details newssary to the actual 
orders) for Client H in three widely sepa­
rated localities, totaling $2.000—one of 
which was an important first sale in a 
previously unproductive territory.

I am truly sorry, now, that I did 
not tell our new neighbor what I have 
reported here. I would like him to 
realize both how far-reaching in its 
scope agency work can be and how 
fascinatingly un-monotonous it is.

On the other hand, if this article, 
which is a direct result of my passing 
mood of that evening, has induced some 
advertiser to stop and take stock of 
the non-advertising assistance whieh 
he has received from his chosen agency 
—help whieh it is all too easy to 
forget because “thrown in” with the 
service for which the agency is specifi­
cally paid—then I will stop regretting 
my act.

And if I convince some other ad­
vertiser who is now paddling his 
own canoe without benefit of agency, 
that “there may be something in 
agency service after all,” I’ll feel that 
I have erased the black mark that 
might otherwise stand against my 
name.

Automotive Executives
find our pages most interest- 1
ing reading because of our 
authoritative information about 
their industry; our analyses of the 
financial condition of their com­
panies and those of their com­
petitors, and our intimate contact 
with many of their security 
holders.

i

They also find that 92 per cent
of our subscribers are owners of I

from one of four automobiles, of 
which 46 per cent own cars cost­
ing $3 5 00 or more.

There are only 100 important 
automobile companies in the 
United States.

^Magazine ^WallStreet
Member A. B. C.

42 BROADWAY NEW YORK
No. 8 of a Series

75% Renew Their 
Subscriptions 

The fact that practically 75% of 
its readers renew their subscrip­
tions by mail shows they get 
real value from Bakers’ Helper, 
the oldest magazine in its field.

—^Established _

Published Ttclrp a Month
431 SOUTH DEARBORN St., CHICAGO

House Organs
We arc the producers of some of the 
oldest and most successful house 
organsin the country. Write for copy
O f T H E W1L LI F E ATH E R M A GAZI N E.

The William Feather Company
605 Caxtun Building :: Cleveland, Ohio
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ADVERTISING AND 
SELLING EXPERIENCE

—at your fingers’ ends
'THUS is the indispensable advertising and 

-1 selling reference nnd home-study set. Hun­
dreds of men and women are using it to push 
themselves abend. Hundreds of experts in all 
branches of marketing have it handy for ref­
erence. Agencies throughout the country have 
these hooks in their libraries. Colleges and 
universities use the hooks as texts. If you're 
in advertising, or selling, or any branch of 
marketing, don’t be without the good this set 
can bring you.

S. Roland Hall’s 
Advertising and Selling 

Handbooks
Three Volumes, 2788 Pages, 5^4 x 8, 
Flexible Binding, 700 Illustrations, 
$2.50 in ten days and $2.00 monthly 

for six months. *

The big, well-paying jobs call for men with an 
all-around knowledge of the entire selling busi­
ness—advertising, personal salesmanship, plan­
ning, managing, etc. Add to your own experi­
ence a working command of the principles nnd 
methods that have been proved in the experi­
ences of the most successful selling organiza­
tions. You get them—hundreds of them—in

The best experience 
of leading organizations 

Covers as much ground as course costing five 
or ten times as much. Written in the most 
Instructive style, profusely illustrated with 
half-tones, line drawings, graphs, charts, maps, 
tables. Complete campaigns of many kinds 
outlined.. Thousands of sales ideas anil plans, 
time-saving methods and stimulating sugges­
tions for daily use in solving marketing prob­
lems of all kinds—manufacturer to small re­
tailer. Examples taken from scores of such 
prominent concerns as Burroughs Adding Ma­
chine Co., Kuppenheimer & Co., Morris & Co., 
National Cash Register Co.. American Radiator 
Co., Conklin Pea Manufacturing Co., Eastern 
Kodak Co., etc.

Special Price $14.50
No Money Down 

Small Monthly Payments 
Examine the Library 

for 10 Days
FREE

FREE EXAMINATION COUPON
McGraw-Hill Book Company, Inc»

370 Seventh Avenue, New York.

You may send me the HALL LIBRARY OF 
ADVERTISING AND SELLING for ten days' 
free examination.

If the books are satisfactory, I will send 
?2.50 In ten days and S2 a month until your 
special price of J 14.50 has been paid. If not 
wanted, I will write you for shipping Instruc­
tions.

Name .................................

Address ................................

City and State..........................

Position .......................................................................

Company ................................................AS-10-5-27

Puffed Grains and 
Quaker Oats 

[CONTINUED FROM PAGE 26]

users for the money that you spend. 
That is one of the greatest follies in 
advertising.

My success on puffed grains led th? 
Quaker Oats Company to ask me to 
study their other propositions. The 
main one was Quaker Oats. There I 
made one of the greatest mistakes of 
my life.

I figured that The Quaker Oats 
Company controlled a large percentage 
of the oatmeal business. If we could 
increase the consumption of oatmeal, 
we would reap most of the benefits. 
So I planned my first campaign on 
those lines.

I shall not describe the methods. 
They were far-reaching and effective, 
so far as they could go. I employed 
hundreds of men to gather data for 
me, but I was wrong. The eating of 
oatmeal has for centuries been re­
garded as important. Everybody 
knows the value of oatmeal. Those 
who do not employ it have a reason 
hard to overcome.

I ran an educational campaign 
which struck a new and appealing note. 
But it did not pay. We found that 
converting new users was a very ex­
pensive proposal. No new user would 
pay us in his lifetime the cost of his 
conversion.

That is so in many lines. For in­
stance, converting people to the tooth 
brush to secure new tooth paste users. 
New converts. I figure, eost at least 
$25. No tooth paste maker could get 
that cost back in decades.

New habits are created by general 
education. They are created largely by 
writers who occupy free space. I have 
never known of a line where individual 
advertisers could profitably change 
habits.

IF that cannot be done on a big scale, 
it certainly cannot be done on a 

small scale. Every line, every word, 
directed to that end is a waste. No 
one can profitably change habits in 
paid print. The advertiser comes in 
when those habits are changed. He 
says, “Here is the right method.”

Many millions of dollars have been 
wasted by advertisers who do not rec­
ognize that fact. They aim at people 
not yet schooled to use the products 
which they offer. The idea is fine and 
altruistic, but it never can be made to 
pay.

All my later advertising on Quaker 
Oats was aimed at oatmeal users. I 
never tried to win new users. I sim­
ply told existing users the advantages 
we offered. And we gained large re­
sults on those lines.

Our greatest results came during 
the War, when all of us were urged 
to meat substitutes; when the study of 
calories became a fad. The calories in 
Quaker Oats showed conspicuously. 
The cost per 1000 calories was about 

one-tenth the cost of meat. We doubled 
the Quaker Oats sales on that calory 
presentation.

BUT we always had in mind that the 
use of oatmeal was retarded by long 

cooking. A competitor came out with 
oats which cooked quickly, and he made 
vast inroads on our sales. Just then 
an inventor came to us with the idea 
of ready-cooked oats. We called them 
Two-Minute Oats. All they required 
was the heating.

We considered this a great solution 
of the oatmeal problem. Most of us 
wanted to adopt it immediately. But 
I urged experiments.

So we tried Two-Minute Oats in a 
few towns. We offered a package free. 
Then we wrote to the users and asked 
their opinion. The verdict was against 
us. The flavor was different from oat­
meal as they knew it. New users 
might consider it a better flavor. They 
probably would. But the regular users 
of oatmeal rebelled at the change, and 
new users were too few to consider.

So Two-Minute Oats proved a fail­
ure.

Later came the idea of oats that 
cooked in from 3 to 5 minutes. The 
flavor was not unique. Most of the di­
rectors voted against it, because Two­
Minute Oats had failed. But I urged 
them to make a test, to learn what the 
housewives said.

We named it Quick Quaker Oats and 
made tests in a few towns. We offered 
to buy the first package for trial. We 
told every user we did not care whether 
they preferred Quaker Oats or Quick 
Quaker. All we wanted to know was 
their preference. Some 90 per cent of 
those users voted for Quick Quaker. 
And now Quick Quaker gives to 
Quaker Oats a very decided advantage.

All of which teaches us lessons of 
vast importance. Our success depends 
on pleasing people. By a very inex- 1 
pensive test we can learn if we please 
them or not. We can guide our en­
deavors accordingly.

Two-Minute Oats failed because the 
unique flavor did not appeal to most 
people. But Quick Quaker gave to 
the Quaker Oats Company a new hold 
on the oatmeal business. The differ­
ence was decided by submitting the 
question to a few thousand housewives 
at small expense. That can always be 
done. One can always learn what is 
wanted, and what is not wanted, with­
out any considerable risk.

That is about the only way to ad­
vertising success. Perhaps one time in 
fifty a guess may be right. But fifty 
times in fifty an actual test tells you 
what to do and avoid.

"Pepsodent” will be the title of the 
eleventh chapter of Mr. Hopkins autobiog­
raphy, to appear in Advertising and Sell­
ing for October 19. Therein will be de­
scribed the advertising and merchandising 
principles underlying the phenomenal rise 
of that well known dentifrice.
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The Handbook of Illustrated Letters
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This Growing Recognition 

of Industrial Advertising

Within one year McGraw'Hill Pub' 
lications have gained 500 industrial 
advertisers and 3,000 industrial ad' 
vertising pages. Now 3,500 advertisers 
are using 48,000 pages annually in 
McGraw'Hill Publications to help in' 
dustry buy more intelligently.

* * * ❖

A study of this growth shows that 
old and new advertisers alike are 
recognizing more and more the business' 
building value of Industrial Advertis' 
ing. It shows, too, that their advertis' 
ing agents and bankers are recognizing 
its fundamental soundness—its min' 
imum of waste.

* * * *

Among these 500 new McGraw'Hill 
advertisers are a number of good sized 
concerns, who, after searching investi' 
gations, have discovered the importance 

of authoritative industrial publications 
to the men who buy or influence the 
buying of what they have to sell. 
These concerns are using specialized 
Industrial Advertising for the first 
time — with continuous schedules in 
McGraw'Hill Publications.

Many of these 500 new McGraw' 
Hill advertisers, however, are new' 
comers to the industrial field. Their 
capital is limited. Their advertising 
schedules are consequently small. But— 
in their ranks are the industrial leaders 
of another generation. Tomorrow—- 
bankers, lawyers and advertising agents 
will sense with pride their good fortune 
in serving them. For they are starting 
out no differently than today's leading 
industries who were little advertising 
fellows in McGraw'Hill Publications 
10, 20 and 40 years ago.
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Your Money Isn’t 
Worth It

Xie .Star 
Salesman
IN ANY line lie is the man who 

tells his story most interestingly, 
comprehensively and convincing­

ly—with the least expenditure of 
valuable time.
His greatest ally is the human eye. 
By the use of graphic stories— 
visual presentations—he concen­
trates the buyer's attention, he 
never becomes side-traeked nor 
overlooks an important point. 
Burkhardt bindings, loose-leaf 
devices, and display binders can 
set the eye to work for your sales­
men, inspire confidence iu your 
produet and definitely help to 
close sales.

Burkhardt Visual
Selling Devices

The Burkhardt Companys Inc.
Burkhardt Building

Second al Larned Delroil, Mich.

The Burkhardt Double 
Vision Display Binder—. 
first uid to visual selling. 
Folds up flut aud com­
pact. Can he set into a 
pyramid in a few sec­
onds, »' folding your 
sale s story correc tly, c on - 
cisely aud convincingly.

“Visual Selling**
A book that is creating 
widespread interest 
among sales and adver­
tising executives. Ifyou 
have not already re­
ceived your copy mere­
ly «rite ynur name ou 
your letterhead and send 
in. It is mailed without 
charge or other obliga­
tion. Size 6x9 inches, 

pages, printed in 
colors, more than 30 
bnlf-tune illustrations.

“Impressive Facts About the Gas Industry’’
With an investment of $4,000,000,000, the gas industry 
stands high among the country’s leading industries. To 

familiarize advertisers with the enormous mar­
ket which this business affords, we have pre­
pared an attractive little booklet entitled “Im­
pressive Facts about the Gas Industry.” You 

are invited to send for a copy.

Robbins Publishing Co., Inc.
9 East 38th Street New York

OA* EMGHWEERIWO 
LPPLUNCE C4TÄLOGW

[CONTINUED FROM PAGE 32] 

the minute 1 get away from the kitchen, 
then I’m either out buying odds­
and-ends to put together or else I'm up 
in the bath-room making myself all 
greasy and smelly mixing them. I 
never see the children any more—I’m 
just sort of a chemist’s assistant and I 
hate it. And I’m always burning my 
hands or spilling some of the nasty stuff 
on the floor!

Mr. S-C (soothingly) : There—there 
—but you’ll soon get used to it. Just 
remember how much money we are 
saving by keeping away from branded 
goods. You’re teaching their makers a 
lesson they need! (He reaches in his 
pocket and pulls out a cardboard box 
of—cigarettes!)

Mrs. S-C (startled) : Why, dear, I 
thought you were rolling your own!

Mr. S-C (patronizing!!/) : Oh, I just 
did that for a couple of days as a 
gesture. That way is an awful nuisance 
-nd you don’t really save much, count­
ing all you spill.

Mrs. S-C says nothing but she. is 
obviously doing some tall thinking 
in the next half minute.
Mrs. S-C: By the way, how is that 

paste you made for the office working 
out?—can you bring some home to­
night? We’ve just got to start some 
better system of labeling for our store­
room or we’ll be poisoning ourselves and 
the children.

Mr. S-C (condescendingly) : Oh, buy 
a tube somewhere. We stopped making 
it—not that it wasn’t good but it took 
too much time.

Mrs. S-C (with suspiciously sym­
pathetic interest) : But it saved money, 
didn’t it?

Mr. S-C: Yes—I mean no—(con- 
fused) it did save money, of course, but 
not as a business proposition. You seel 
our time costs money down there.

Mrs. S-C: Oh—I see. I’m to get our 
money’s worth because my time isn’t 
worth money. I’m to go back to my 
grandmother’s status as a woman witn 
no leisure and little comfort because it 
doesn’t matter what I’m doing. Next 
year I suppose you’ll want me to start 
weaving homespun for my dresses and 
pouring candle molds and twisting 
paper tapers and keeping a cow to milk 
instead of buying certified milk. (Her 
voice rises) My time isn’t worth any­
thing. I’m glad I’ve found that out. 
Just as soon as you start down-town 
this morning I’m going into our store 
rooms and a couple of hundred dollars’ 
worth of home-made dopes and incon 
venient bulk food is going to make a 
nice bon-fire in the vacant lot behind 
us. And, furthermore, this afternoon, 
while you’re playing golf, I’m going, to 
the telephone and replace it all with 
the best-known, most popular,. most 
widely advertised goods I can think of 
and I’ll get them in the most con­
venient packages that experts can de­
sign—and in just the most convenient 
quantities, too—and tomorrow noon 
I’ll meet you at the club in plenty of 
time for lunch and I won’t be too busy 
or too tired to play! But as for getting 
your money’s worth, let me tell you here 

1 and now your money isn’t worth it!
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this remarkable sei ing team 
to your business

Here are two publications that offer an ideal com­
bination lor the manufacturer who wants to cover 
the construction market thoroughly yet economically.

For Engineering News-Record and Construction 
Methods are supplementary mediums—pulling together 
in the field of civil engineering and construction. 
Under the same management, each is doing a dis­
tinctive editorial job for its own group of readers by 
means best suited to their respective needs. Work­
ing together, with a minimum of overlap, they 
saturate this market from top tn bottom.

How?

Engineering News-Record is the authoritative 
technical journal of 30,000 responsible men in even' 
branch of civil engineering and construction—engi­
neering executives, civil engineers in every capacity, 
and tbe contracting firms who handle tbe major jobs. 
For more than half a century these men have valued 
its technical articles and editorial comment, its trust­
worthy business and construction news service. It

assures the most effective possible COVERAGE of 
these key men.

Construction Methods is the monthly journal ol 
field practice and equipment used by 40,000 con­
struction men—contractors handling the large volume 
of moderate-sized jobs, field engineers, superinten­
dents, and others in charge of construction operations. 
It brings to them graphically the latest developments 
in their work. It pictures for them up-to-date con­
struction methods and shows them bow contractors 
everywhere are using most effectively modern con­
struction equipment and materials.

And through this strong appeal to this important 
group, it supplements the coverage of Engineering 
News-Record, so that the two papers effect a 
SATURATION of the specifying, recommending and 
buying factors throughout the field.

Use them together! These two publications will 
keep your advertising message before every worth­
while buying influence in the engineering, construc­
tion and allied industries with the utmost economy 
oj appropriation.

McGraw-Hill Publications
Tenth Avenue at 36th Street

New York, N. Y.
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DESPITE the fact that \ve printed 
many thousands of copies over 

and above our monthly requirements, 
the Annual Design Number of 1927 is 
sold right out.

We would suggest that you ensure for 
yourself a copy of the 1928 Special issue 
by sending in your subscription NOW 
to

THE POSTER
307 South Green Street

CHICAGO
$3.00 a Year

$3.25 for Mexico and Canada
$3.50 for all other countries

Headline Writing
[CONTINUED FROM PAGE 36J

testing first sentences. And second 
sentences. And all the other sentences 
all the way through to the end of the 
text.

I haven’t said anything about the 
pictures that take the place of head­
lines—and sometimes they do. But 
that’s another story.

Would you like a demonstration—a 
little action instead of so many words? 
Maybe you’ll believe what I say if I 
pull a rabbit, oi- a headline, out of my 
silk hat. So?

I’ll ask you to think of an advertiser 
who makes something for women to 
wear. Style appeal. Let’s start way 
back with one of the world’s oldest 
headlines. It is the one word:

“Notice”
Yes, notice is the first thing we want 

reader to do. We might get some at­
tention value by lettering the word in 
some outlandish way.

One of the many things this one word 
headline lacks is news interest. Let’s 
tack some of that on. Like this—-

“Notice
The Short Skirts”

. Now we’ve got brevity, some atten­
tion, some news interest and a hint of 
our subject. That’s important—to hint 
at our subject—not give it away, mind 
you, but hint at it. Didn’t mention 
that before. Should have.

Seems to me it would be well to get 
some of the YOU interest into our head 
if we ean. Let’s try:

“Do you 
Notice 

The Short Skirts?”
So far, so good. The headline is now 

in the form of a question. Thing that 
bothers me, though, is we haven’t got 
enough news interest. Also we’re 
rather banal. Suppose we add this— 

“Do you
Notice

The Short Skirts
Are Getting Shorter?”

That helped a lot . . . but I don't 
think our headline is right yet. It has 
some of the elements of a good one, but 
1 wonder if we can’t do something to 
make it more seductive.

Can we do something more to it so 
that it will have more pushing or coax­
ing power.

Remember, a headline is good to the 
degree that it encourages the reader to 
read the text which follows. I think 
I’ll add another phrase. So:

“Do you 
Notice 

The Short Skirts 
Are Getting Shorter— 

And Do You Know Why?”
Now I think it’s all there. It’s kind 

of long, though. Maybe it needs re­
writing. Most things do. Can we 
shorten it and hold all its value? I’ve 
done this trick before, so I think maybe 
we can. Like this:

“Why Your 
Short Skirts 

are 
Getting Shorter”

And there you are.
Have tried, in all I’ve said to do just 

one thing: Tell you to T-H-I-N-K 
before you write a headline.
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was not so vehement, so vigorous as is expected of one who narrowly misses
eternal ostracism. Loudly she bewailed the fact that being too wicked for the
proselyter’s Heaven, which because of its exclusiveness was therefore undoubt­
edly superior in every way, she was compelled to resign herself to the prospects
of a Presbyterian Paradise, more easily entered, therefore, second rate.

However, there is one compensation for a grandmother—the Proselyter’s 
Lord has no free dispensary here below.

TURN TO THE EAST

e is a modern young man. He assures me of this in flawless Eng­
lish, sitting upon the deck, legs folded Buddha-fashion, as only 
an Oriental can. It is a fact patent to anybody. Instead of square­
cornered Chinese garments, constricting the body nowhere, he 
wears a blue serge suit of Scotch weave, cut in Hong Kong by a

British tailor. His feet, noticeably small, are conspicuous in American sport 
shoes, decorated with contrasting leather fancifully stitched. From a side pocket 
protrudes a soft Italian felt hat twisted into a cone. Altogether he is pleasant to 
look upon. His dark eyes, shadowed by thick fleshy lids, do not wince from the 
sunlight as mine do. Cowering beneath a hat brim I hug the miserable ribbon of 
noon-day shade lying along the cabin wall, while unaffected, he sits upon a 
blazing white scrubbed deck, with light raining from the sky, an inverted 
molten bowl, light incessantly caught and splintered upon the points of waves. 
His teeth shine, white and firm. His flesh, neither yellow nor white, is a smooth 
olive. To the body, supple and young, angularities are alien. Gestures trail • 
gracefully from his fingertips. And about him there is a gaiety, a consistent 
gaiety, which at no time will get out of bounds, overflowing the reserve of his 
Oriental temperament.

46
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By the event of last night, already gossiped about at breakfast in the Second turn to the east 
Cabin, his gaiety may be intensified. 1 know nothing. I have heard that this 
charming youth came away from an all-night poker game in the First Cabin at 
dawn. Having won more than his passage to America he left behind him among 
others an enraged traveling salesman and a forlorn Australian bookie. Not one 
of your trumpery peddlers this salesman but a traveler in something big, loco­
motives, steel rails, tractors. It may be he directly above us, a heavy man with 
jowls, leaning upon the rail of the upper deck. The bookie, after seeing the 
Treaty Ports, is going to horse-races in Canada. At this hour upon any other day 
he and this Chinese youth have been playing mah jong for small stakes; but now 
he stands alone, blazer collar pulled up to his ears, staring at nothing. Usually 
so cheery, so needful of a sympathetic audience, there is something desolate in 
this isolation. But my companion glances neither at him nor towards the rail 
above.

This young man is fond of foreign dancing, but his performance as well as 
being curious is something of a scandal. The most intricate steps he has mastered. 
He is agile beyond any white man, but the white man’s negroid rhythms do not 
enter into him. From first to last his stepping remains unrelated to the emphasis 
of the bass drummer. And at times his dancing is subtly impertinent. It was 
found so by two wan half-grown girls traveling from mission stations in a 
country which is not home to school in America, which is for them even a 
stranger land. When he asked them to dance again they refused,glancingat him 
with startled eyes. Privately the missionaries, of whom there are many among 

i the passengers, scold; but he is guiltless, his mannerisms being common to those 
American dance-halls welcoming young Orientals.

To criticism by missionaries he would be indifferent. Already he tells me that 
he is an agnostic, adding to this the commonplace of Young China that mis­
sionaries are the tools of imperialism. He is modern in all things except in 
marriage. When he went away to an American college he had long been wed



property of her son, Thomas Lawrence Motley ( 1835—1909) of Groton, Massa­
chusetts, and at his death passed to his daughter, Maria Davis Motley, widow of

CHARLES DAVIS

Lawrence Park, Esq., of Groton.

Exhibited—
At the exhibition of Stuart’s portraits, Bos­

ton, 1828, No. 1 86.
At the Museum of Fine Arts, Boston, from

September, 1915,10 September, 1916.
A copy, made by Edgar Parker about 1885, 

is owned by Mr. Davis’ great-grandson, 
Charles Motley Clark, Esq., of Boston.

[Illustrated]
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MRS. CHARLES DAVIS
1783-1841

ELIZA, daughter of Benjamin (q.v.) and Judith (Cay) Bussey (q.v.) 
of Boston and “Woodland Hill,” Jamaica Plain, Massachusetts.

She married in Boston in 1803 Charles Davis (q.v.) of Boston.
Boston, 1808. Panel, 32%x26% inches. Life-size, half-length, showing her 

seated in an easy attitude, three-quarters left, in a gilt Empire armchair, uphol­
stered in rich old rose velvet, with her gray-blue eyes to the spectator. She wears a 
short-sleeved, high-waisted, low-necked, black velvet gown, trimmed about the 
neck with narrow white lace. Her light brown hair is parted on her forehead and 
worn in large ringlets at her temples. Her coloring is brilliant. A cord of black 
velvet passes around her head. Pier hands rest on her lap, with the fingers inter­
locked and her right forearm lies upon a cushion of the same shade as the chair 
covering. The background is plain and of brown tones.

Painted for her father, her portrait remained in his possession until his death in 
1 842, when it passed to her mother, and at her death in 1 849 it was inherited by 
Mrs. Davis’ daughter, Maria Bussey Davis (1814—1894), wife of Thomas 
Motley (1812—1895) of “Woodland Hill.” At Mrs. Motley’s death, it became 
the property of her daughter, Judith Eleanor Motley, wife of Edward Gilchrist
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i Frank Trufax's Leiters
CONTINUED FROM PAGE 31]

be answered to the point of the exact 
number of cigars consumed, and yet 
an answer can be given that will serve 
as a basis of determining approxi­
mately the possibilities of cigar sales 
in any territory.

Follow me through on this — if so 
many million people in the good old 
U. S. A. enjoy so many billions of 
cigars annually, the per capita con­
sumption would be just so many and 
that “so many” works out in round 
figures to about fifty-five cigars pel' 
capita per year.

That is, in a territory of a million 
people, about 55,000,000 eigars are 
smoked yearly. In a population of half 
a million, 27,500,000 eigars give ease 
and happiness to smokers during a 
year.

Now, boys, get me right. I’m not 
going to throw a lot of so-called inside 
info at you nor am I even attempting 
to give you other than closely estimated 
figures as founded on absolutely correct 
data furnished by the Government. All 
I offer is a method of figuring potential 
cigar sales in a territory based on the 
“law of averages” with facts as a foun­
dation instead of just guessing.

Therefore, fifty-five eigars per cap­
ita, per year is the round number to 
start your pencil working.

All right. Now, let’s get down to 
cases.

Billy Keepatem, one of our boys, 
works five counties with a total popu­
lation of 300,000 population. He says 
he gets “about twenty-five per eent of 
the cigar business in his territory.” 
About how many must he sell to hit 
the 25 per cent mark?

Approximately 10,500,000 eigars are 
sold in his territory. To get twenty- 
five per cent of this business, Billy 
would have to sell 4,125,000.

Billy does NOT “get twenty-five per 
cent of the cigar business" in his ter­
ritory, and now he admits he doesn’t.

But, do all territories afford equal 
consumption of eigars? Aren’t some 
sections better than others? I’d say 
so and because of this situation, you 
ean make proportionate allowances or 
additions to your estimated figures of 
potential sales. That is, if for good 
and valid reasons, Billy Keepatem would 
arrive at the conclusion that his terri­
tory is “ten per eent poorer eigar terri­
tory” than some other section, then de­
duct ten per eent from the potential 
sales of 4,125,000.

What percentage of the eigar busi­
ness in your territory do YOU think 
you are entitled to by reason of your 
brands, your house and because of your 
own ability? Ten per eent? Fifteen 
percent? Twenty-five per cent? What 
percent? Are you getting it? What’s the 
use of guessing? What’s to be gained by 
kidding ourselves? Let’s find out.

The procedure as outlined is not 
patented nor copyrighted—nor, by gad, 
does it. give 100 per cent accurate in­
formation BUT, I ask you. doesn't it 
give you a concrete and authentic basis 
of computing estimated sales possibili­
ties? Isn’t that better than arriving 
at a conclusion of what ean and should 
be done by were t/uessing with no facts 
to guide you? The answer is “Yes.”

Best regards, boys.
Yours, forandwithu,

Frank Trufax.

A WINTER Market 
for SUMMER

Products
Jl ST about flic 

time when the 
n o r t h e r n mer­
chant puts away 
11 i s remaining 
straw hats, bath­
ing suits ami sum- 
ni e r dresses for 
the winter, the 
Florida merchant 
sends in extra or­
ders for summer 
goods in prep­
aration for his 
biggest selling 
season.
Flu re s a year ’round market 
lor summer products in Flor­
ida and it is greater in winter 
than in summer because the 
population of the state nearly 
doubles during the tourist 
season.

In winter Florida 
has nearly three 
million people, 
residents and win­
ter visitors, who 
oiler a market for 
all kinds of sum­
mer goods—sum­
mer e I o I h i n g. 
bathing suits, fish­
ing tackle, golf 
equipment, motor 
boats, motor ears 
and the like. Here 
is an opportunity

lor the maker of summer 
products to extend his selling 
-eason.
Plan a special selling and ad­
vertising campaign for Flor­
ida during the winter months. 
And remember — von ean 
cover Florida best with —

The Associated Dailies

DeLand Dally Newt 
Fort Myers Pret* 
Fort Myers Tropical Newt 
Jacksonville Journal 
Lakeland Star-Telegram 
Miami Herald
New Smyrna Newt 
Orlando Sentinel 
Palm Peach News

of Florida
Palm Beach Post 
Pensacola News-Journal 
Plant City Courier 
St. Augustins Hrcord 
St. Petersburg Independent 
St. Petersburg Timet 
Sanford Timet 
Tampa Timet 
Tampa Tribune

—AND SO OUGHT YOU!

ADVERTISING AND SELLING
9 East 38th St., New York City
Please enter my subscription for one year at $3.00.

□ Send bill. O Check attached.

Name ................................................................................................ Position............... ........................ ..

Company .............................................................................................................................................. .. ...

Address .................................................................. City..................................... State........................
10-5-27
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Marketing in the 
Industrial Field

[CONTINUED FROM PAGE 20]

own language. As a result of these 
specialized efforts, directed at a par­
ticular market, that company has se­
cured recognition as a leading producer- 
of ventilating fans for- coal mines, 
whereas some of the large blower 
manufacturers, who have not given 
specialized attention to the mining 
market, are said to have comparatively 
little business in that field.

and §
BRIEFOLIO
Salesmefu^

¿More Sales
A sales portfolio combined with a 

handsome brief case. Compact, easily 
convertible, convenient to carry. Mer­
chandisers and salesmen are enthusi­
astic oyer the results obtained with 
Briefolio. It makes it unnecessary 
for them to carry both a brief case 

and sales portfolio 
as separate units— 
yet gives them the 
tremendous advan­
tage of visual sell­
ing.

To convert 
Briefolio from a 
brief case into a 

. display portfolio it 
is only necessary to 

fold back the base and 
press two snap-buttons into 

place. It is ready for use for 
catalogs, price lists, and other data.

Briefolio comes in one standard
size, equipped with 25 hinged display 
sheets for mounting photographs and 
other material. " ’
Briefolios 
percentage 
will close.

Send

and 
of

Equip your men with 
watch the increasing 

difficult accounts they

for
describing

request.

illustrated folder 
... Briefolio and other 

styles and types of Pyramid 
Sales Portfolios. Mailed on

Ask the Man TFho Uses One”

Michigan
Book Binding Company
Schmidt Power Bldg.. Detroit, Mich.

A MANUFACTURER’S comprehen­
sion of his market usually is re­

flected in the recognition which he se­
cures for his products. The McGraw­
Hill Company recently made a survey 
of the markets for various industrial 
products in order to ascertain the de­
gree to which different makes of goods 
were recognized by buyers in the re­
spective fields. In the market for con­
crete mixers, for example, this inquiry 
showed that two manufacturers stood 
out far ahead of their competitors in 
recognition by the contractors who 
purchase such equipment. The market 
for power shovels in the contracting 
industry was shown to be practically 
in the hands of six companies, and the 
leading company in that field was one 
which had attained its position within 
a relatively short period. In the metal 
working industries two manufacturers 
of radial drills were rated far ahead 
of other manufacturers of such equip­
ment.

In the rating of manufacturers of 
coal handling equipment by industrial 
power plants, the leader had secured an 
unusually high degree of recognition, 
and only three companies had secured 
recognition from more than ten per cent 
of the field covered, as compared with 
an average of five companies for all 
the industrial fields included in the sur­
vey. Among the manufacturers of 
Diesel engines the ratings given by in­
dustrial power plants indicated that 
there was no outstanding leader; seven 
companies received almost the same 
recognition rating. This also was true 
of the manufacturers of mine hoists. 
From these reports it would appear 
that among manufacturers of mine 
hoists and Diesel engines no company, 
as yet, has manifested conspicuous 
alertness in marketing. These ex­
amples, to which numerous others could 
be added, indicate gTeat variations in 
marketing acumen not only between 
industries but also in many cases 
within an industry.

Marketing effort is partly informa­
tional, partly stimulative, and partly 
competitive. The industrial revolution, 
which has taken place during the last 
170 years, has resulted in the establish­
ment of a large number of specialized 
producers, served by a great variety 
of distributors. Each business organiza­
tion must make purchases from many 
producers or distributors. Consider, for 
instance, the case of a cotton manu­
facturing companv. Tn building its 
plant the company has purchased build­
ing materials for construction from

numerous sources and mill machinery 
from several manufacturers who spe­
cialize in that type of equipment. To 
carry on its operations it purchases 
raw cotton and a great variety of other 
materials, supplies, and equipment, in­
cluding such items as starch, lubricants, 
brooms, ledgers and account books, 
stationery, motors, belts, gears, coal or 
oil for fuel, factory trucks, delivery 
trucks, time clocks, bobbins, shuttles, 
electric lights, baskets and other re­
ceptacles, packing cases, paint, portable 
blowers, and so on.

For every industry, a similarly di­
verse list of articles could be cited.could be cited.
Each of these items is produced by 
firms specializing in that particular 
class of products. With this network 
of potential business relationships, a 
buyer cannot purchase intelligently and 
economically without having informa­
tion regarding possible sources and the 
merits of the various articles. Nor 
can the buyer be expected to search out 
of his own accord all the types of ma­
terials, equipment, and supplies po­
tentially useful in his business, or to 
ascertain all available sources and the 
advantages of the various makes of 
products. Tt is the task of the pro­
ducer to. furnish the buyer with this 
information, either directly by sales­
men and advertising, or indirectly 
through his distributors. This informa­
tional marketing effort is especially 
necessary in the industrial field.

For goods for which the want is 
spontaneous, informational effort alone 
is sufficient to effect sales. Tt is 
rare, however, that any substantial part 
of the demand for a particular article 
or material is spontaneous. The lack 
of spontaneity in demand results from 
the difficulty of discriminating between 
information that is dependable and mis­
information and also, in even greater 
measure, from the lack of imaginative 
ability in mankind generally. The po­
tential usefulness of an unfamiliar ar­
ticle or device usually is not grasped 
by the prospective buyer until his 
imagination has been laboriously 
kindled, (Consequently, sales effort is 
necessary for stimulating the imagina­
tion and arousing latent wants. Stimu­
lative marketing effort is needed for 
developing those parts of the market 
from which satisfactory results have 
not been secured and for introducing 
new articles or old articles adapted to 
new uses. Under such circumstances it 
is incumbent upon the producers to 
stimulate the imagination of potential 
buyers to comprehend the characteris­
tics of the articles and their merits. 
This is one of the outstanding features 
of alert marketing.

THE third type of marketing effort 
is competitive. Competitive effort 

may not be necessary in the case of a 
device which is protected by a patent. 
Most goods are not covered by patents, 
however, and the buyer, when he feels 
a want, must choose the source from
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y/he November. 25 Cents

TEW JI GE1 j Illustrated
Why

I Want 
To Die 
Before

Anna

Richardson

Beginning— 

Bloody 
Ground" 
JI New Novel ofthe 

Pioneer West SUCCESS
. • < .MAGAZINE
See Slnnouncement inside

The chapter of material success is written boldly in American life but we arc only 

turning the first pages of that deeper success which is the real challenge to our cour­

age in the new age.* All that is valuable in human achievement, all that is significant 

in human progress, all that is important to human interest, we shall try to give to 

you in The New Age Illustrated.*
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More Subscribers
—and the larger size

Member A. B. C. Member A. B. P., Inc.

The Architectural Record has increased its number of 
architect and engineer subscribers to 7,202, and its lead 
over the nearest competitor to 36%. To this dominating 
position will be added, with January 1928. the advantages 
of the larger size, a new and striking typographical dress 
devised by Frederick W. Goudy, and many improvements 
in editorial presentation—all resulting in a special atten­
tion value that no other paper will enjoy.

On request—full information on The Archi­
tectural Record for 1928—latest A.B.C, Audi­
tor’s Report—nett enlarged and revised edition 
of “Selling the Architect” booklet—latest sta­
tistics on budding activity—and sample copy.

(Average Net Paid 6 months ending June, 1927—11,586)

The Architectural Record
Division F. W. Dodge Corporation

119 West Fortieth Street, New York, N. Y.

DISPATCH SETS THE 
PACE

113,678Total Circulation

City .... 
Suburban 
Country

60,216
28,937
24,525

During the first six months ot 
1927 The Columbus Dispatch 
carried more paid advertising 
than the second Columbus paper 
by 4,639,750 agate lioes.
For years The Columbus Dis­
patch has enjoyed tbe distinction 
of being first in Ohio in paid 
advertising volume.
Columbus and central Ohio is 
one of the most attractive fields 
io America for the sale of all 
kinds nf Merchandise. The wealth 
of this territory is more than 
2*4 billion dollars. 
One newspaper . . . The Colum­
bus Dispatch, can give you tbe 
key to salea in this fertile terri­
tory.
The Dispatch is first in news, 
first in circulation, and first in 
advertising.

(folumbns Wspatch

which to buy: then competition enters. 
To deal with these conditions, produc­
ers maintain competitive sales organi­
zations.

COMPETITIVE marketing effort fre­
quently results in economic waste. 

The view is still held in the United 
States, however, and correctly, I be­
lieve, that the wastes resulting from 
this competition are far more than 
counterbalanced by the gains. Compe­
tition affords a continual incentive to i 
improvement in methods and products 
and encourages the stimulation of new ' 
wants, which directly or indirectly help 
to raise the general standard of living. 
With all its wastes and discomforts, 
competition such as exists in the United 
States is far healthier than the Euro­
pean system of “rings” and “cartels." 
Some manufacturers manifest a desire 
to have the Sherman Law repealed in­
sofar as it applies to their particular 
sales activities, but few manufacturers 
indicate willingness to have that ex­
ception extended to those industries 
from which _they purchase materials 
and equipment. As a practical matter, 
the solution of the competitive problems 
in many industries must be found in 
improved marketing methods.

The examples of marketing methods 
which have been cited in this article 
are from the industrial field. As re­
gards the importance of alert market­
ing, no distinction properly can be 
made between consumers’ goods and in­
dustrial goods; it is essential for both. 
In the working out of sound marketing 
plans, however, there are significant 
differentiations between the consumer 
market and the industrial market, and 
it is on the less well-known industrial 
market that attention is to be focussed 
in this series of articles.

This is the first of a series of articles on 
industrial marketing by Professor Cope­
land. The second will appear in the follow­
ing issue.

Ice Cream Consump­
tion Gains

The ice-cream manufacturers decided 
twenty years ago that if they were to 
get anywhere they would have to get 
there together. The realization of 
common interests and common prob­
lems roused them into industrial con­
sciousness, and another industry 
stepped into the competitive ring.

The industry drafted its best brains 
for leadership, dug deep into its re­
sources, marshalled its forces into a 
solid fighting line. Today, although 
one of the youngest members of the 
dairy products family, it ranks as one 
of the foremost. Numbered in its 
ranks are approximately four thou­
sand wholesale manufacturers with a 
capital investment of close to half a 
billion dollars.

The industry is meeting outside com­
petition by the organized force of co­
operative effort and without the im­
pairment of individual initiative or 
individual sales promotion. In 1905, 
every American consumed 1.04 gallons 
of ice cream. Last year he ate more 
than double that amount, or 2.77 gal­
lons. This was due to the cooperation 
of those in the industry.—Nation’s 
Business Magazine.



October 5, 1927 ADVERTISING AND SELLING 67

agazine Advertisers 
are Buying More this Year
than Last. But buying differently

Example: Liberty’s Advertising Gain for First 6 Months of 1927 
over First 6 Months of 1926 is 83% pages more than that of 
12 Other Leaders Combined, for the same six months1 period.

Liberty's
Gain: 190% Pa^es

l liis is by far the largest gain made by any of the 
foliowin" twelve magazines:

Net Gain. 1.2
31 AG AZINES:

Figures are 
tabulated 
from Reports 
of Publishers' 
Information 

Bureau

Saturday Eaenin
Collier’s Weekly 
Literary Digest 
American Magazine 
Cosmopolitan . 
Rld Book . .

Pages
Loss I 08
Gam 
Loss 
Gam 
Gam 
Gain

59 7 s

Ladies’ Home Journal .
Good Housekeeping .

Pictorial Review 
Delineator . 
McCall's .

Gam
Gam

Gam
Gam 
Gain

Pages 

31^

70 >

Total Gain: 3085, Pages Total Loss: 201 A Pages Net Gain: 107% Pages

THERE must be reasons why advertisers are giving Liberty such pro­
nounced preference in their schedules. You will find these reasons 

explained in Liberty’s “Points of Advertising Difference.” Ask for them.

Liberty
* of Weekly for Everybody

NEW YORK
(47 Park Avenue

CHICAGO
Tribune Square

DETROIT
General Motors Building .•

BOSTON
10 High Street

SAN FRANCISCO 
820 Kohl Building



SFe OPEN FORUM
Individual Views Frankly Expressed 

r------------------------------------------------------- ----------------------------------------------------------------------------- +

Mr. Chase Declines

1HAVE your kind invitation to an­
swer certain criticisms of our book 
in the pages of Advertising and Sell­

ing.
It is evident that our minds do not 

meet and it would be rather a waste of 
time to attempt to enter into a lengthy 
debate. I am quite content to let you 
have the last word accordingly.

Stuart Chase, 
The Labor Bureau, Inc., 

New York.

Where Is the Waste in Selling?

NOW that the Federal Trade Com­
mission has ordered a sales in­

quiry, to throw the spot light on waste 
in selling, the question arises as to just 
what is the sales waste to be elimi­
nated.

Incidentally, some big manufacturers 
of the United States approached the 
Federal Government at Washington 
with the suggestion that selling as well 
as producing activities be included in 
the general movement against waste.

Such an inquiry, made by business 
men, would be constructive and prac­
tical, and would have a direct bearing 
on .practical ways and means of elimi­
nating waste in selling.

Nearly everybody admits that there’s 
a lot of waste in selling. But just 
where is it—and what can be done 
about it?

Does it lie in the fact that each of 
several competing manufacturers sends 
his salesman into the same town, where­
as one salesman could book all the or­
ders available from that town if he had 
it all to himself.

If so, then the remedy lies in agree­
ments among the competing manufac­
turers on a split-up of the market— 
which is, and should continue to be, 
illegal monopolistic restraint of free 
trade.

Therefore, that is forestalled from 
being the recognized trouble or cause of 
waste in selling, because its only rem­
edy chokes off competition—and the ad­
ministration at Washington, while 
bending the anti-trust laws, doubtless 
would not care for the responsibility of 
breaking them in two.

Then, where is the sales waste that 
can be remedied without breaking the 
law ?

The answer is that this waste lies 
mainly within the sales and advertising 
policies, plans, and methods of indi­
vidual business houses.

That there is great possibility for

eliminating selling waste by increasing 
sales efficiency—few, if any, will deny.

This is a problem for the individual 
manufacturer to solve as best he can. 
He can get much staff help from the 
Department of Commerce through its 
excellent statistical reports. But this 
problem of waste in selling is peculiar­
ly the manufacturer’s own problem. It 
is one very important avenue left open 
for him to excel in his tussle with man­
ufacturers of competing products.

Vigorous competition for sales, the 
kind of competition that many manu­
facturers have experienced in recent 
years, is the greatest hope for the elim­
ination of selling waste—and great 
progress has been made in this direc­
tion during the past five years. Fur­
thermore, it seems to be certain that 
greater progress is to come as the pro­
ducing costs of competing manufactur­
ers gradually get closer together and 
more of responsibility in earning a sat­
isfactory net profit is placed on the 
ability of the sales department to lower 
its costs per unit of product sold.

H. McJohnston, Director 
Business Management Dept., La Salle 

Extension University, Chicago.

Canadian Circulation of
American Magazines

JM. CAMPBELL says in his article, 
♦ “Canadian in name—American in 
Ownership,” that curiously enough, 

prices of American products made in 
Canada—or purchased in Canada, are 
considerably higher than in this coun­
try. There is nothing curious about 
that fact whatever. When you add the 
amount of a protective duty to an in­
voice price, you are bound to arrive at 
a higher figure.

Mr. Campbell may be right when he 
says that the natural inclination of the 
people is to buy British made goods but 
the fact remains that for the past 
twenty-five years they have been ad­
vertised to the point where the prefer­
ence is for American made goods. All 
our magazines are circulated in Canada 
and one at least of them has a circu­
lation much larger than any Canadian 
or British periodical in that country. 
Consequently, it is only to be supposed 
that the products advertised in these 
magazines would come to be in gen­
eral use in Canada.

I think we have found the ideal so­
lution for the average sized manufac­
turer who advertises and who wishes 
to sell his product in Canada. Mr,

Campbell might have found, had he 
tried, a Spur Tie in Canada at ex­
actly the same price as he paid in this 
country by reason of the fact that it is 
made in a Canadian factory, by Cana­
dian workmen, with Canadian mate­
rials and not those imported into the 
country and on which a duty had to be 
paid.

In this way we get a return on the 
tremendous excess circulation of the 
magazines we are advertising in in this 
country arid which circulation we other­
wise would be paying for with no pos­
sibility of getting any return for our 
money. The business we get represents 
a clear profit because it is done on a 
royalty basis and in addition to taking 
up the slack of our waste advertising 
circulation up there we also derive the 
benefit of having our name linked up 
with the largest company of its kind 
in Canada.

J. K. MacNeill, Sales Manager, 
Hewes & Potter, 

Boston, Mass.

Oceanic Advertising

ANEW medium for outdoor adver­
tising which to my knowledge has 
neither been commented upon nor copied 

to any extent was observed by me re­
cently on the Italian steamer “Roma.” 
With the resourcefulness, imagination 
and energy of the modern Italian, the 
line that runs this ship has used spaces 
between the portholes of the cabins on 
the promenade decks to bear framed 
posters of watering places, jewelers, 
automobiles, tourist agencies and other 
such advertisers of articles and services 
that will presumably appeal to the type 
of “prospect” who travels in the first 
class section of an expensive liner. The 
“shop” on the ocean has been with us 
for some time, but it has never played 
a prominent role in the life on the 
ships. These posters however held the 
attention without irritating the sensi­
bilities of every passenger able to leave 
his cabin. The well known monotony of 
mid-Atlantic scenery was happily enliv­
ened; no one could claim that Nature 
was in any way desecrated; and the 
tourists with their letters of credit still 
untouched could be seen constantly ex­
amining the displays from which there 
was for no one any feasible escape. 
If our Shipping Board wants to increase 
its revenues here is a chance; but let us 
not have a Gay White Way where the 
life boats now offer convenient shelter 
on moonlight nights.

Malcom Bates, 
Hartford, Conn.

•©Hi
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(i

bis way to the big show'’

A million dollar stock parade passed in front of grand stand of the Iowa State Fair.

Always a “big show,” this year the Iowa State Fair 
hung up a new attendance record .... 429,000 paid admis­
sions ................an indication of a favorable trade outlook

for Iowa. ■

All records for attendance were broken at the 1927 lova State Fair. Xot even dur­
ing the palmy years of war time prosperity was this year’s figure of 429.051 paid admissions even equalled. 
Sixty-six thousand more lowans went through the turnstiles of the Fair this year than in 1926.

The great success of this year’s State 
ground a most favorable trade outlook for Iowa this 
excellent. Iowa's factories are busy. Retailers and

Fortunately, it is no difficult task to 
backbone of a successful advertising campaign is The 
copies are daily distributed over the entire state in more 
The Des Moines Register and Tribune-Capital cov< 
other middle-western newspaper in its trade territory

Fair indicates to the business man here on the 
fall and winter. And why not? Iowa’s crops are 
jobbers are reporting large sales of merchandise.

reach this responsive market. In Iowa, the 
Des Moines Register and Tribunk-Capital. 220,000 
than a thousand towns and cities. Statistics show that 
:rs Des Moines and Iowa with greater density than any

17"Fong experience has given us an intimate knowledge of Iowa business which 
always at the disposal of agencies and advertisers. We invite ihe opportunity 

iklo present detailed fads and figures relative to market possibilities in Iowa.
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ALAND literally flowing with milk and honey, its thousands of 
hills dotted with a million heavy-milking cows. In summer these 

cattle wade in spring-fed streams and graze in green pastures; in win­
ter, they munch succulent silage in sanitary modern barns.

From this favored region comes the milk required by the teeming 
millions of the Greater City. The bulk of this milk is marketed 
through one of the world’s greatest farmer-owned organizations—the 
Dairymen’s League Cooperative Association, Inc.

It is this Association which publishes the Dairymen’s League News 
—the outstanding dairy paper of the East. Through the advertising 
columns of this paper you can reach the prosperous, progressive dairy 
farm families of this territory.

Write for Sample Copy and Rate Curd

Folded Edge Duckine and Fibre Signs 
Cloth and Paraffine Signs 

Lithographed Outdoor and Indoor 
Displays

THE JOHN IGELSTROEM COMPANY 
Maeaillon, Ohio Good Sale »men Wanted

A SALES AID
Your salesmen should show skeptical prospects the 
testimonial IctteR and orders received from satisfied 
customers—they supply proof and get the orders. 
Dont leave testimonial letters lying idle in your 
files—gne them to your men and increase sales 
th rough the ir u se Stud for a copy of Mitt today.

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

Reford Bld*.

~~The Only'Denne"  in 
Canadian * JFiVrerirr

Canada may be "Just over the 
border/' but when advertisioff 

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

A J DEHNE C. Company Ltd-
TORONTO.

Bakers Weekly
NEW YORK OFFICE—45 West 45th St. 
CHICAGO OFFICE—343 S. Dearborn St. 
Maintaining a complete research laboratory 
and experimental bakery for determining tbe 
adaptability of products to the baking industry. 
Also, a Research , Merchandising Department, 
furnishing statistics and sales analysis data.

"For Immediate
Release”

[CONTINUED FROM PAGE 44]

editor would characterize its 350 words 
as “press agent pap,” as does the news­
paper man’s paper in which it is repro­
duced and pilloried.

What a lot of publicity stuff the 
newspapers do publish, without a 
whimper! In the country the circus 
advance man still swaps the rural pub­
lisher two Annie Oakleys for a couple 
of columns of reading matter. And al­
most every newspaper in the country 
helps to perpetuate this ancient bar­
gain by publishing, daily, comments on 
the local theatrical productions and 
unlimited quantities of photoplay chat­
ter. Book publishers receive reviews 
of their new offerings in return for 
copies of the books.

(I anticipate, here, a loud wail that 
comments on the theaters and notes of 
new books are news, and that the pul>- 
lic does want this news; further, that 
the free ticket or the free book is not 
a consideration in return for the pub­
licity received. I admit that the pub­
lic wants the news; so do millions of 
women want new recipes. The question 
of consideration is beside the point, 
just now. We are considering only the 
relative value of news items from free 
sources.)

No business in the strictly commer­
cial field gets any such attention, ex­
cepting one—the automobile industry. 
It gets the lion’s share. Why all the 
world is waiting to hear of the im- 
proverd gear shift on the Soandso Six, 
and is not interested in the new 
product of a golf club manufacturer 
is something editors know, and I don’t.

I seem to be piling up evidence 
against the newspapers, but I have 
charged them with only half the blame. 
Before we dismiss them, let us just 
sum up the case against them thus: 
The newspapers are not consistent. 
They do publish a great deal of public­
ity matter; that which they publish has 
had some shifting for news value, hut 
the chief distinction which separates 
news from rubbish seems to. be the 
source from which the material ema­
nates.

What is the publicity writer’s part 
of the blame? First, he has too often 
used a club to get his rubbish printed. 
A nationally-known manufacturer of 
food products recently brought out a 
new cereal. That fact alone, because 
the company was large and conspicu­
ous and because it was adding a 
product to its established line, had a 
certain element of news—say one per 
cent. It was worth one paragraph of 
news space. The rest of its story was 
appropriate for paid space. But by 
stretching and pulling and pumping in 
air the story spread out to most of a 
column in many of the papers which 
carried the display copy. The story 
never should have been sent; the 
papers should have refused it.

A newspaper publisher, interested in 
the works of a certain writer, recently 
sent out mats of a large display adver­
tisement accompanied by a three-col­
umn news story. Editors in all parts 
of the country protested, and rightly 
raised the question as to whether the 
offending publisher would have ac­
cepted the paid space on the same basis
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in his own publication. He had no 
right to expect other newspaper men 
to accede to terms he himself would 
have indignantly refused.

What is legitimate news for a pub­
licity man to send out? The answer is 
simply, news.

A new product is news if the pub­
lic has an interest in it. The manu­
facturer’s interest is secondary, and 
of little or no consequence. A new 
building is news, but the fine cloaks and 
suits that are to be sold in the new 
building are a subject the merchant 
should present in paid space.

Recipes are news, and if they use 
evaporated milk as well as flour, su­
gar, nutmeg and the whites of a couple 
of eggs they are none the less news 
for that reason. (1 have not the re­
motest connection with the milk busi­
ness, by the way.)

The real test of the news value of 
any piece of publicity is this:

Would you I>e interested in it if you 
read the same article about someone 
else’s company or product? If not, it 
isn’t news.

I venture to prophesy that peace will 
reign when publicity men gage their 
stuff by this simple rule, and send out 
their news as news, to stand on its own 
feet without the support of an adver­
tising contract, and when editors apply 
the same open and shut policy to all 
publicity material alike, without pre­
conceived suspicions, and judge it on 
no other basis than its sheer news 
value.

This, I predict, will be one day be­
fore the blast is heard from Gabriel’s 
trump.

Or possibly one day after.

Colored Stationery 
Most Resultful

We Aave repeatedly stressed the 
desirability of using colored letterheads 
and envelopes. That they are more 
resultful than white is again borne out 
by the following:

An electrical jobbing house mailed 
processed letters on white letterheads 
and in white envelopes to a list of 
12,000 prospects. The returns were 
4 per cent. A follow up was prepared 
and the list divided into 11 groups of 
1000 names each and a different com­
bination of letterheads and envelopes 
used on each list. Nine per cent re­
turns on one group of 1000 and 48 per 
cent returns on another group were 
the high and the low in the twelve 
groups.

The complete tabulation of the re­
suits of the various groups and the 
colors used follows:

From

of List Color of Color ofResponding Letterheads Envelope's48 Pink Blue34
28 Canary Blue

Green Blue26 Pink White26 Corn Blue21 Canary WhiteIS
16

White* 
Green

White 
White14 Corn White12 White Blue9 White White

Publishedc.F, '»Ù jL*“" rauusnea bit Specialty Co., Cleveland, Ohiò. The Letter

In Nine Out of Ten
Farm Purchases

THE WOMAN MAKES 
THE DECISION
EADERS of The Farmer’s Wife are important 
factors to manufacturers of every commodity 
used in farm living. They do 90% of the pur' 
chasing for their farms; they keep the books; 

they carry on the correspondence of the farm partnership.
They represent the best buying ability, the highest intellh 
gence among country women.

Farmer’s Wife readers, when sold on your product, offer 
a big market, one which no manufacturer should overlook. 
The Farmer’s Wife is the only magazine in America 
published exclusively for farm women.

THE

Farmer s Wife
A Magazine for Farm Women

WEBB PUBLISHING COMPANY, PUBLISHERS 
St. Paul, Minnesota

IFw/ern Represenlativcs 
Standard Farm Papers, Inc. 

307 North Michigan Ave. 
Chicago. Illinois

Eastern Representatives 
Wallace C. Richardson, Inc.

250 Park Avenue 
New York City

Member Audit Bureau of Circulations
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During the NEXT
Twelve Months

Salesmen
equipped with

BAUSCH & LOMB
SALES PROJECTORS

Will have a great advantage 
over their non-equipped 
competitors. (After that 
time, their use will be al­
most universal!)

Make first use of this new 
dissolver of sales-resistance.
15 minutes explains it. Our 
representatives call on in­
vitation. Please use

BAUSCH & LOMB
OPTICAL CO.
Sales Projector Division

694 St. Paul Street, Rochester. New York

Tell us how we can make our 
selling easier with a Bausch 
& Lomb Optical Co.

SALES PROJECTOR

Name-------------------------------------------------------

Address----------------------------------------------------

ABLE MEN USE COUPONS

Competition W ith Europe 
[CONTINUED FROM PAGE 34]

strength of European traders, and in 
appraising the competitive prospects 
of America’s overseas business.

rp HE question is incidentally raised 
J- occasionally in connection with this 
European trade drive as to whether it 
is specially directed against American 
commerce. There are, of course, rare 
instances when American commerce is 
singled out for sudden and frankly dis­
criminatory restriction but these seem 
to have been inspired by exceptional 
motives. The abrupt projection of such 
detour signs across the stream of busi­
ness traffic naturally results in dislo­
cation and a loss of good will which 
is so peculiarly valuable a factor in 
international trade. In the main, how­
ever, there is very little evidence of 
any vindictive hostility in the European 
business world toward its American 
counterpart. European traders have 
fixed their minds apparently upon the 
direct objective of building up their 
own trade in their own way and insofar 
as the element of America’s export has 
entered into their calculations it has 
been rather by way of profiting by the 
general increase in overseas business 
resulting from onr effort to improve 
demand by such devices as good roads 
movements, encouragement of better' 
living standards, opening up of new raw 
material developments, etc.

There is obviously a growing appre­
ciation across the Atlantic of the mutual 
value of such efforts—an increasing re­
alization that trade begets trade and 
that the world has come a long way 
from the mediaeval conception of exces­
sive nationalistic mercantilism. Inter­
national commerce is no longer a mortal 
combat involving the annihilation of one 
of the participants; much can be gained 
by each from the successes achieved by 
the others.

This does not signify by any means 
that henceforth the marts of the.world 
are to be transformed into paradises of 
filial affection, that terms of endear­
ment are to replace the blunt, strong 
language which so often must cause the 
submarine cable to sizzle. The first 
purpose of business will still continue to 
be profit. The search for that, objec­
tive will he prosecuted with rapidly in­
creasing vigor in all parts of the world 
but the feeling is growing that better 
profits can be attained through new 
and constructive efforts of trade ex­
pansion rather than through more 
dubious methods. In fact, the real 
triumph is apt to be achieved hy that 
trading group whose economic and com­
mercial organization is the more 
resilient and quickly responsive. to 
changing opportunity and to the rapidly 
altering conditions which are now pre­
sented in international business.

A clear indication of the speed and 
effectiveness with which European 
traders are readjusting their overseas 
operations is shown by the rehabilita­
tion of the trade of Germany in certain 
highly competitive markets. In 1910 
she supplied seventeen per cent of Ar­
gentina’s imports; she is now back to 
twelve per cent and rapidly going up. 
In Brazil she supplied seventeen per 
cent of the total imports before the war 

and now has recovered fourteen per 
cent and similar figures might be cited 
in other Latin American markets. Her 
position in the Far East is likewise im­
proving rapidly; in fact, in India she 
has reached her prewar portion of seven 
per cent of the total trade. In general, 
it is significant that her exports, com­
puted on a gold basis, have scored the 
impressive increase of over sixty-one 
per cent since 1923, having risen from 
$1,453,501,000 to $2,338,670,000.

The increasing competitive ability of 
European merchants, especially in 
capitalizing the new openings in the 
American market, is shown in the sub­
stantially increased proportion of Euro­
pean exports which are now sent to the 
United States. In 1919 the United 
Kingdom sold about 5.6 per cent of its 
total exports in the United States; the 
figure was raised in 1926 to 7.4 per 
cent. French exporters found a market 
in the United States for 6.1 per cent of 
their total overseas sales in 1913 and 
are now selling nearly 6.6 per cent of 
all their exports to this country. In 
Germany a comparable increase was re­
corded—from 7.1 per cent before the 
war to 7.6 per cent today. In the case 
of Spain the increase was even more 
rapid, our share of her exports having 
risen from seven per cent to eleven per 
cent. In the case of Belgium the ex­
ploitation of our market has made per­
haps the most impressive relative gain 
of any European trade group; we took 
2.9 per cent of her total exports in 
1913 and now absorb nearly ten per 
cent. These gains are not due to ad­
vantages accruing from depreciated 
currency since that deplorable condi­
tion has largely disappeared from Eu­
rope. They are due to an alert watch­
fulness, a readiness to exploit every 
advantage afforded by the new buying 
power of the American market and, 
above all, the ability to readjust trad­
ing operations to suit new conditions.

THIS raises the question as to 
whether a comparable effort might 

be made by American traders to meet 
European competition right on its own 
ground. Proximity may be an advan­
tage to a European manufacturer in 
exploiting other Continental markets, 
but this does not mean that wc cannot 
match such a geographic factor by su­
periority in other directions. In fact, 
our manufacturers and merchants are 
already doing so. It is not generally 
realized that the exports of American 
finished manufactures to Europe have 
risen from a five-year prewar (1910­
14) average of 209 million dollars to 
591 million in 1926—a formidable in­
crease of 183 per cent, which even with 
discounts for price variations leaves a 
wide margin for actual volume increase 
in that time.

Much of this represents precisely the 
most effective type of vigilance and 
prompt exploitation of opportunities by 
American manufacturers. They have 
taken nothing for granted as to the “im­
possibility” of meeting European com­
petition right on its own threshold and 
it is that spirit which will determine the 
success of our efforts from now on both
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N DALLAS a worthwhile 
newspaper advertising com­
bination is available—The 
Dallas Morning News and

The Dallas Journal. They represent 
full market coverage and their 
special combination rate means
maximum efficiency, 
one handling.

One order,

The Dallas Morning News
The Dallas Journal

Dal I as, Texas

Advertising in LA PRENSA of Buenos Aires 
reaches all classes in the rich 

Argentine Republic

During the first seven months of 1927, LA 
PRENSA piililisliecl an average of 1,264,758 lines 
of advertising monthly, exceeding its nearest
competitor by 290,810 
chides advertising of all

In circulation also, LA 
leadership, its average

lines monthly. This 
kinds.

PRENSA maintained 
net distribution for 

first seven months being 327,851 on Sundays and 
248,670 daily and Sunday.

There are other yardsticks of newspaper value, 
notably prestige, news and features. Any journalist 
will tell you that it was excellence in these cate­
gories that first earned for LA PRENSA its repu­
tation as “South America's greatest newspaper.”

JOSHUA B. POWERS
Exclusive Advertising Representative

250 Park Avenue New York

in the rapidly expanding trade open­
ings in the Old World, as well as in the 
opportunities afforded in trans-Pacific 
and South American trade.

After all, the capacity of any given 
market for our wares is determined pri­
marily by its buying power, and there 
can be no doubt about the impressive 
improvement in Europe in this connec­
tion. As one indication, the consump­
tion of luxury articles has advanced 
rapidly. The reports of practically all 
continental cooperative associations 
show marked increases in demand for 
candies, tobacco, dried fruits, and other 
luxury or semi-luxury articles. In Ger­
many, the per capita consumption of 
beer is double that of what it was in 
1925 and that of the more expensive 
liquors has increased thirty-five per 
cent, while a recent report of the British 
Committee on National Debt and Taxa­
tion indicates improvement in the 
worker’s buying power as against pre­
war, particularly in the qualities of 
commodities which he now demands.

111-

its
the

OUR exporters are capitalizing this 
situation, as is shown by the fact 

that the sale of American canned fruits, 
and vegetables, confectionery, nuts, 
chewing gum, and honey to Europe 
which totaled $42,910,000 in 1921 had by 
1926 registered an increase of 90 per 
cent, reaching eighty million dollars in 
value. The demand for raisins has been 
systematically exploited with highly ef­
ficient and characteristically American 
advertising campaigns, sales organiza­
tions, etc., with the result that sales 
have risen from $927,000 in 1921 to 
$6,972,000 in 1926, an increase of over 
600 per cent.

In this connection it is worth noting 
that the supposedly devastating anti­
American feeling, which has been so 
dolefully lamented by an earnest group 
of professional mourners, though possi­
bly evident in other directions, has had 
no appreciable effect upon our exports 
of well known and clearly marked Amer­
ican commodities. In the case of auto­
mobiles, for example, a readily identi­
fiable American product, we find that , 
our exports to Europe rose from $8,­
265,000 worth in 1922 to the astonishing 
figures of $63,911,000 last year—clearly 
an indication of some profound emotion 
on the part of the European consumer, 
but evidently not one of bitterness to­
ward that particular American commo­
dity.

The sale of American tires in Europe, 
to take another instance, has nearly 
doubled since 1922 having risen from 
about $6,600,000 to $12,141,000 last 
year. A similar one hundred per cent 
increase was registered in typewriters; 
wheel tractors made a bound from $527,­
000 to $10,363,000; adding and calcu­
lating machines jumped from $894,000 
to $5,932,000; cash registers went from 
$1,339,000 to $3,448,000; sewing ma­
chines from $1,825,000 to $2,042,000; 
printing presses from $1,636,000 to $2,­
446,000; motion picture films from $1,­
627.000 to $2,981,000; harvesters and 
binders from $1,521,000 to $2,138,000. 
The total values of our European sales 
of these eleven conspicuously marked 
American specialties, whose identity 
could not be lost as in the case of 
cotton, wheat, or petroleum, show the 
formidable increase of some three hun­
dred per cent, having risen from $30,­
950.000 in 1922 to $116,600,000 in 1927.

There is no doubt whatever of our 
ability to take care of ourselves even in
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dominance in the Ore­
gon market—unbroken 
for 76 years.

''

UNBR.QKEN
DOMINAN
A SURE INDEX of a news­
paper’s advertising value 
is its classified advertising. 
The Oregonian prints more classified than 
all other Portland newspapers combined. 
And it leads all other papers in total adver-
tising and in circulation This is one
important phase of the Oregonian’s

h (Oiwnian
PORTLAND, OREGON

The Great N ew spaper of the Pacific N orthw est
Circulation over 104,000 daily; over 154,000 Sunday

Nationally Represented by VERREE <&. CONKLIN
New York

285 Madison Ave.
Chicago 

Steger Building
Detroit

Free Press Building
San Francisco 

Monadnock Building
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Büü l and oHOK
RECORDER

Because HOSIERY is a 
genuine inspiration to the 
sale of more stockings in 
shoe stores, The McCallum 
Hosiery Co., Northamp­
ton, Mass., is a regular

Chicago New York Philadelphia BOSTON Rochester Cincinnati St. Louis

EASTERN REPRESENTATION 
for 

Publications of Merit

John Schaefer 
Publishers' Representative

WEST 4^ St.
New York //

When Typog­
raphy of the most 
exacting nature 
is required all

Diamant’s shop— 
and it costs no more! 

Write for booklet 
—- E. M. „

Typographic Service
195 Lex. Aye. CALedonia 6741

the presence of the most strongly en­
trenched competitive positions, for there 
is brisk European competition with 
every one of these lines. In each case 
the problem resolves itself into the ap­
plication of those fundamental virtues 
which have always been conspicuous 
factors in the success of American busi­
ness. A readiness to indulge in wide­
spread, carefully planned advertising 
campaigns is peculiarly necessary at 
this time in overseas trade because of 
the need for demonstrating the special 
virtues whieh distinguish the newer 
types of American goods and services 
from their rivals. A resourceful readi­
ness to change policies or products, to 
capitalize any change in a given trade 
situation, is another outstanding factor 
in the success of many American enter­
prises in export. Though we may dep­
recate our supposedly wasteful pro­
ductive methods in some lines, we may 
well take pride in having the highest 
junk heaps of cast off machinery and 
antiquated ideas, in our impatience 
with the hindering encumbrances of the 
past. If one could scrape the dust and 
rust off the machinery of those plants 
whose managers are bemoaning the lack 
of business, one would be apt to find that 
they go back to the long forgotten pe­
riod of prewar subnormalcy. Many 
American manufactured exports have 
been eminently successful and can face 
European competition in overseas mar­
kets with calm assurance not simply 
because of up-to-date mass production 
methods, but because of the vital quali­
ties of constant vigilance and resource­
ful adaptability.

Cigarette Advertising
[CONTINUED FROM PAGE 21]

It rarely bothered to prove or even 
argue. Mostly it made magnificent 
statements. After the fashion of a 
good old poker game, it brought for­
ward one boast to meet another. It 
stood off one man’s claims to unsur­
passed quality by another’s claims to 
immeasurable popularity.

All of a sudden it jumped completely 
over the fence. Not even the flop to 
friendliness in bankers’ advertising was 
more sudden—or more startling.

The effect on the public has been 
almost instantaneous. Funny papers 
print jokes about “Mild as Hay” and 
“The Smith Brothers in Search of an 
Old Gold Salesman.” Popular songs 
ask, “Who Said Barking Dogs Won’t 
Bite?” And one enterprising citizen 
has actually gone so far as to incor­
porate a “Society for Tobacco Improve­
ment of the Voice.”

And here is how it came about. Up 
to a year ago, cigarette-advertising— 
like most other advertising—was just 
advertising: a primrose on the river’s 
edge and nothing more. Suddenly 
Lucky Strike went patent medicine. It 
dragged in 1100 doctors. It went back 
half a century to the signed testimo­
nial. But, we opine, it was neither the 
thousand doctors nor the world's great­
est voices, from Joe Humphries down, 
attributing their success to toasted to­
bacco that really did the trick. It was 
the sudden discovery by a tobacco 
advertiser that the advertisement reader 
was interested only in himself.

Just as post-war ladies gratefully 
discovered their legs, so post-war 
smokers suddenly discovered their
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430,242
Average daily and Sunday net paid sale of The 

New York Times as reported to the Post Office 
for the six months ended September 30,1927

An increase of 38,777 copies
over the corresponding six months of 1926.

Average daily and Sunday 430,242
reported September 30, 1927

Average daily and Sunday 391,465
reported September 30, 1926 ________

over last year 38,777

The present net paid sale of The New York Tinies daily 
edition is in excess of 400.000 copies, 45,000 more than last 
year. Of this gain 81% is in New York City and suburbs.

The Sunday net paid sale exceeds 660,000 a gain of 80.000 
copies over last year. Of this gain nearly 70% is in New York­
City and suburbs.

The New York Tinies is read more thoroughly than any 
other American newspaper.

Clw Nm ®Wnts
All the News Thads Fit io Print
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If you are selling anything to the Gas 
Industry, the October 22nd Issue of GAS 
AGE-RECORD is the best advertising buy 
available, because. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .

It is the special Post-Convention Issue, contain­
ing a detailed report of the events and meetings 
at the A. G. A. Convention, and therefore . . .

I T will be read attentively by gas men, after they 
have returned home—just at the time when many 
of them will be deciding on their purchases, and 
moreover.....................................................................

It will be kept as a reference, to be consulted 
throughout the year. Your page in this issue will 
hold its selling power for 12 months.

Send in your space reservation, before October 15th, to

CAS ACE-RECORD
9 East 38th St. New York

throats. And were, consequently, 
kindly disposed to any cigarette adver­
tiser who was considerate of them. At 
any rate, the new sort of advertising 
hit the old time sales as a dumdum bul­
let drills the eye of an oncoming ele­
phant.

That Lucky- Strikes’ achievement was 
not a fluke but a fundamental, Old 
Gold soon demonstrated. Phil Lennen's 
facile and ingenious advertising is done 
in a spirit exactly opposed to the pom­
pous publicity of a few years ago. But 
apt as is his “cough in a carload” slo­
gan, and clever as are Briggs’ car­
toons, the successful element in Old 
Gold is precisely the same as in Lucky 
Strikes. The public welcomes the ad­
vertiser’s recognition that its throat 
•—its cough—is more important than 
the skill of anybody’s blend or the size 
of anybody’s sales.

One of the most depressing things 
in the whole field of advertising is the 
unwillingness of the average adver­
tiser to make sure enough that his own 
method is right enough to stick through 
thick or thin. And his willingness—his 
eagerness—to follow the other fellow. 
Since Listerine so successfully dug up 
the scare appeal of Peruna and Dr. 
Munyon, four- out of five advertisers 
seem to have adopted the Truestory 
photograph and the breath-of-a-nation 
copy formula. No doubt cigarettes will 
creep closer and closer alongside. No 
doubt we shall soon be hearing that 
a faithful smoking of Turkish blends 
made Hoover what he is today, and that 
no young man can hope to become a 
Mellon except through a skillful choice 
of cigarettes.

On the other hand, we find the con­
solation that all these great fashions in 
advertising move backward and down­
ward toward the simple fundamentals 
of human nature. Fortunately for 
advertising, one more great industry 
begins to realize that it has no magic 
force. That advertising, as such, is 
not necessarily worth the paper it 
takes to print it.

Just as the nation-wide war against 
waste was about to begin, one more 
great industry discards advertising as 
a trumpet, turns away from advertis­
ing as a weapon, and takes up adver­
tising as a tool. A tool of infinite pos­
sibilities when wielded by a master 
hand, but nevertheless a tool.

National Better Busi­
ness Bureau Confers

MANAGERS and representatives of 
more than thirty Better Business 

Bureaus attended the National Better 
Business Bureau Conference held in 
New York recently. James C. Auchin- 
closs, member of the board of governors 
of the New York Stock Exchange and 
president of the National Bureau, of­
ficially welcomed the delegates, who at­
tended a lunch at the Exchange.

At the business session, the follow­
ing officers were elected: President, 
E. L. Greene; vice-president, K. Bar­
nard; secretary-treasurer, W. H. Mulli­
gan.

The following were elected to the 
board of governors: K. Barnard, De­
troit; D. Brown, Cleveland; G. Husser, 
Kansas City, Mo.; R. K. Mount, Port­
land, Ore.; and D. West, Buffalo.





Outdoor ^Advertising  through

in three dominant campaigns

also prepared the outdoor advertising.-



Your ^Advertising -Agency

excellence of the newspaper and  maga­
zine copy. It  is directed  toward  the 
same objectives by the same directing  
minds.

And as a fu rther advantage, the adver­
tiser receives from  plant owners every­
where  the  very  best service obtainable 
in plant facilities. This includes such 
im portant elements as locations, servic-
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Jane Martin Die.'
After a long illness, Jane J. Martin, 

prominent advertising woman, died on 
Sept. 21 at Maplewood, N. J.

Born in New York, Miss Martin en­
tered business as a stenographer when 
she was sixteen years old. She was 
connected in the course of her work 
with Scott & Bowne, with the Alfred 
Rose Advertising Agency, with the for­

mer Carpenter & Co., publishers’ ren- 
iesentatives, whom she served as man­
ager, and finally with Sperry & Hutch­
inson, for whom over a period of four­
teen years she was advertising man­
ager until her retirement a few years 
ago from active business work.

Miss Martin was a charter member 
of the New York League of Advertising 
Women, for two years its secretary­
treasurer, for seven years its.president, 
and since last year honorary president 
of the League. In 1919 the advertising 
women assembled at the New Orleans 
Advertising Convention conferred upon 
her a notable honor when they elected 
her to the office of woman executive 
member of the executive board of the 
International Advertising Association. 
Active among clubs and associations 
she was at various times connected with 
the Quota Club of New York, as hon­
orary president; with the Conference 
Club, with the League of Business and 
Professional Women, with the State 
Board of the National Federation of 
Business and Professional Women, with 
the City Federation of Women’s Clubs, 
and with the Women’s Press Club.

New Tax Imposed by Canadian 
Government

By a recent action the Canadian 
Board of Customs has passed down a 
ruling which changes the status of 
some forty-nine periodicals of the fic­
tion class, now entering Canada free. 
Henceforth there will be a duty of 25 
per cent, plus four per cent sales tax.

Representatives of practically all of I 
she affected publications met on Sept. 
12 to discuss the new problem. It was 
decided unanimously to increase the 
sales price in Canada in order to make 
[p for the new expense and at the 
same time to announce to readers the 
•eason for the increase.

The men tvho tvear this 
emblem have climbed 
high upon the ladder of 
success

Every member of the Shrine 
is a reader of The Shrine 
Magazine. The circulation is 
607,112 copies monthly. A 
distribution statement, by states, 
will be mailed upon request.

S 9 %

The Shrine Magazine
1440 Broadway • New York 

''Phone: Pennsylvania 7827

CHICAGO BOSTON

AfflERSEAL
ut.

CAP
AHfPICAN CAP CO.

S/Wonlyn ■ NCW yoak. j
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Men

I
F 1 were privileged to take 
my choice between money 
and able men (for business 

purposes) I would unflinchingly 
and unanimously choose men.

An able man ean take an 
almost hopeless cause and win. 
He makes what he has available 
serve his purpose.

Au unable man mil squander 
millions in futility. More busi­
nesses have been wrecked by 
falling into weak hands than by 
any other cause.

But, like, the absence of golf 
balls on the wondrous fairways 
and greens of Hades, the bell of 
it is that able men are searee. 
Believe you me, I know. I’ve 
been up against the shortage for 
years.

Another very distressing thing 
about this situation is that there 
is no reliable way in which to 
predetermine a man’s ability.

It isn't size; it isn’t shape; it 
isn t complexion, and it isn’t 
clothes. It s something liidden 
away in the skull, out of sight 
and out of reach, that makes 
ability.

lou ean try all the phrenol­
ogy, soothsaying, abracadabra 
or what have you, and you’11 
dra" T’hc as many “fallen 
arches” as the man who just 
plunges his hand into the bar­
rel, so to speak, and ¡mils out 
the first candidate he touches.

Then, if thou wouldst have 
thy business grow and thrive, 
cling to the able men (and 
women) whom good fortune 
east into thy company.

Don t let anything — short­
sightedness, false economy, poli­
ties, jealousy—wean them awav 
from you.

for 
industrial poh er 
608 S. Dearborn St.
Chicago, III.
The staff of INDUSTRIAL POWER 

,al J" bu,!t up carefully, soundly. No 
capable man has ever left us, whom it has 
been within our ability lo keep. This in 
large measure, accounts for an unusually 
swift success. *

An Advertising Classic
Says Gridley Adams in a recent issue 

of Advertising and Selling: “His 
(John E. Powers’) impress upon mer­
chandising and advertising will be felt 
for many years to come.”

Right! John E. Powers was not only 
“a most outstanding figure in the ad­
vertising world about twenty-five years 
or so ago,” he was the outstanding 
figure—not in earning power, but in 
sheer ability, courage and character. 
I know of no man in the advertising 
world of today who compares with him.

I came in contact with him only once. 
For the Brownell Car Co. of St. Louis, 
he had written a book which bore the 
title, “The Car Buyer’s Helper.” I, 
a youngster of twenty-two, just “edg­
ing” into advertising, wrote him for a 
copy. I had little expectation that my 
request would be granted. But it was. 
Not only that, but Powers wrote me a 
little note in which he made it clear 
that my name was not unknown to him. 
The book itself was a marvel. It said 
comparatively little about the cars 
which the Brownell company built: it 
said a great deal about street cars in 
general. It showed where and how 
makers of cars cheapened quality. No 
man could read “The Car Buyer’s Help­
er” without being far better qualified 
to buy cars than he had been. The 
“strategy” of the book was superb. 
Nothing finer in the way of an adver­
tising hand-book has ever been writ­
ten. Nothing finer could be written. 
It is a classic.

Lefts anti Rights
“The right sleeve is too long,” I said 

to the tailor who was giving my new 
suit a final fitting.

He measured it. Then he measured 
the left sleeve. “They’re the same 
length, exactly,” he said. And he 
showed me the tape to prove he was 
right.

“Well, then,” said I, “my left arm 
must be longer than my right.”

“Probably it is,” answered the tailor. 
“Most people’s are. Fact is, I’ve never 
run across anyone whose arms are ex­
actly the same length and I’ve been in 
this business a good many years.”

w
Poor—but dishonest. And noisy

Like many another building, the 
apartment house in which I live was 
reconstructed during the period of soar­
ing rentals which made life almost un­
endurable for the New Yorker of mod­
erate means. In the process of reeon- 
struetion, the eight room apartments 
were made into sixes and twos; and the 
seven room apartments into fours and 
threes.

The superintendent — New Yorkese 
for janitor—tells me he has ten times 
as much trouble with the occupants 
of these smaller units as with the ten­
ants of the larger ones. Not only are 
they almost always behind in their rent, 
which is bad enough, but they “have 
a party” every once in so often, which 
is worse. “If hell breaks loose ’bout 
two o’clock in the morning,” said he, 
“I know it’s them two young wimmin 
in 3F—‘writers,’ they call themselves— 
or that couple in 4D. You people in 
the fives and sixes never give no 
trouble. No!”

Is it an advertisement—or what?
Four western railroads have recently 

opened ground-floor offices on Fifth 
Avenue. Three of these roads are 
fairly prosperous; one is not.

What rentals they are paying I do 
not know. Nor have I the least idea 
what they paid for furnishings. But 
my guess is that the sum-total of these 
items would make a good-sized hole in 
a hundred thousand dollar bill. The 
thing that interests me chiefly is: Is 
any such expenditure justified? That 
is, will these railroads, as a result of 
establishing Fifth Avenue offices, gain 
enough additional business to make the 
venture a profitable one?

It is worth noting that the three 
most prosperous western railroads— 
the Burlington, Santa Fe and Union 
Pacific—show no disposition to follow 
the example which has been al them. 
But they may—you never can tell what 
a railroad will do.*

A Little Knowledge
In the window of a fish market on 

upper Broadway is a car card which 
reads:

FISH AND SEA FOOD 
Recommended by Physicians 

for its Iodine Content.
Iodine Content! Iodine Content! 

Does any sane man believe that people 
will buy fish because of its iodine con­
tent? Jamoc.
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June JO, 1927-
We said:

“• ♦ ♦ at this writing we are actually 
delivering well over 1,350,000. We anticipate 
1,400,000 the latter months of this year.”

Sept 20. 1927

l òllier’s
— now has a total net paid circulation of more 

than 1,450,000—an average increase of 22,000 copies a 
month since January 1.
—now has more than 500,000 newsstand sales.

This assures the 427 advertisers who have already 
ordered space for 1928 an excess circulation of more than 
350,000 copies per issue.

This acceptance and recognition has been established by 
carefid building on the firm basis of a sound and brilliant 
editorial program.

THE CROWELL PUBLISHING COMPANY

427
ADVERTISERS

are assured 550,000 CIRCULATION



82 ADVERTISING AND SELLING October 5, 1927

[ MR. AGENCY EXECUTIVE }

I READ IT AT THE OFFICE”

K
I UT do you really read it? Of
1 course your agency receives it 

regularly e—o—w, but if you’re not the 
lucky one to get it fresh from the en­
velope—how long does it take to reach 
you—if ever ?

Enjoy the pleasure of a personal copy, 
yours to read leisurely from cover to 
cover.

ADVERTISING and SELLING
9 East 38th St., New York

Please enter my subscription for one year (26 issues) at $3.00 and send bill.

Name .......................................................................................... Position..............................................

Company ..................................................................................................................................

Address ...........................................................................................................................................................

City ....................................................................................................... State............................................

_____________________________ 10-5-27

f ™.----------

E PHOTOSTAT SERVICE |
RAPID—ECONOMICAL

§ FACSIMILES- ENLARGEMENTS-REDUCTIONS P

. ; C-jmmeixc C.rp^rHtlnn
= Al BROADWAY . MAIOtH LANE S
S Huw A/» KIM HIT

tn rov« ttipit a

Jewish Daily Forward, New York
Jewish Daily Forward is the world's largest Jewish 
dally. A.B.C, circulation equal to combined total 
circulation of all Jewish newspapers published. A 
leader in every Jewish community throughout the 
United States. A 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.

At the conclusion 
of each volume an 
index will he pub­
lished and mailed 
to you.

International Advertis­
ing Association to 
Establish Bureau 

of Research
and Education

AT a meeting of the International 
Advertising Association at the 

Bankers Club in New York on Friday, 
September 23, plans for a five-year 
program of research in the fields of 
advertising, marketing and distribution 
were announced. The meeting was in 
the form of a luncheon, presided over 
by Francis H. Sisson, vice-president of 
the Guaranty Trust Company and 
treasurer of the International Adver­
tising Association.

Those who addressed the meeting 
were: C. K. Woodbridge, president of 
the association and president of the 
Electric Refrigeration Corporation of 
Detroit; Walter A. Strong, publisher 
of the Chicago News and chairman of 
the association’s new Committee on 
Education and Research, and E. D. 
Gibbs, advertising director of the Na­
tional Cash Register Company of Day­
ton, Ohio, and a past president of the 
association.

The Bureau of Research and Educa­
tion will be established in Chicago and 
will be under the direction of N. W. 
Barnes, associate professor of mar­
keting of the University of Chicago, 
and secretary-treasurer of the Na­
tional Association of Teachers of Mar­
keting and Advertising. The work will 
be incorporated in the regular pro­
gram of the association with a budget 
of $175,000.

The purpose of the new bureau is to 
coordinate the research and educa­
tional activities of the association’s 
affiliated groups to bring about a bet­
ter understanding of advertising. The 
bureau contemplates the formulation 
of standards for education in adver­
tising, including a statement of mini­
mum requirements for teaching adver­
tising, for practicing advertising and 
for the general use of advertising 
knowledge in business.

The plan had its inception at the 
Baltimore meeting of The Advertising 
Commission of the International Ad­
vertising Association in May and in its 
tentative form was approved by the 
commission and later by the associa­
tion at the annual convention in Den­
ver last June. A few days ago, the 
plan, in specific detail, received the 
unanimous indorsement of the execu­
tive committee of the Internationa] 
Advertising Association at its fall 
meeting in Chicago. It is subject to 
the ratification of The Advertising 
Commission at its November meeting 
in Boston.

Mr. Gibbs has accepted the chair­
manship of the Committee on Finance 
to raise the funds for the new work. 
Mr. Swartz is vice-chairman of the 
committee for New York and Homer 
J. Buckley, president, Buckley-Dement 
& Company, and president of the Ad­
vertising Council of the Chicago Asso­
ciation of Commerce, is vice-chairman 
for the West; Paul S. Armstrong, of 
the California Fruit Growers Exchange 
and president of the Advertising Club 
of Los Angeles, is vice-chairman for 
the Pacific Coast.
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A. M. Goddard 
Editor

Mrs. Alice B. Mooers 
Fancy Work

Cousin .Marion
(Mrs. Ruby Dunham) 

Talks With Girls

F. C. Sweeney, M. D. 
Mother and Baby Dept.

For 39 Years

Comfort Has Led
Advertisers to Success

Advertising history from COMFORT files 
of 30 and 40 years ago is interesting.

W. L. Douglas was making rapid strides 
with his $3 shoe.

Sapolio with familial- old sayings was 
shining up to the hearts of the housewife.

Sears Roebuck & Co., with harness and 
buggy copy was just hitching up to enter 
the field of a National institution.

Mennen was dusting around with talcum 
powder—sparring for an opening.

COMFORT was one of tbe first to prove 
to these concerns the business-building power 
of advertising.

COMFORT was the lirst magazine in the 
world to have and to hold a million circu­
lation.

COMFORT was the first to elaborate the 
departmental idea.

With the November issue COMFORT en­
ters its fortieth .year a veteran of a long and 
successful career, better able than ever to 
carry the message of advertising to the farm 
and country homes of America.

The seasoned advertiser knows that the 
so-called buying center is often made so by 
its country traders as by its local population. 
They know that

“COUNTRY COVERAGE COUNTS”
Surely a magazine that has grown so 

steadily for so long a time to such a com­
manding position in its field has proved 
through years of serving that it gives value 
and satisfaction to its readers and that it 
pays its advertisers.

Coincident with the appearance of the 
December issue the column width of COM­
FORT will be changed to meet the standard 
requirements of 13’ 3 ems.

Two columns width will be 27^ ems, 
3 columns 111 b and 1 columns 55‘U

CLASSIFIED COLUMNS will also be set 
ifi/j instead of 11’ 2 ems and type size will 
be increased from 5’4 to 6 pt.

Miss Grace Pennnck 
Cooking Department

Adin Ballou 
League of Cousins

Katherine Booth 
Pretty Girls’ Club

Lena IL Ellingwood 
Cubby Bear Stories

JULIUS MATHEWS SPECIAL AGENCY 
BOSTON—NEW YORK—DETROIT—CHICAGO

COMFORT'S Editorial 
folks are inspired with the 
motive to make every issue 
more valuable than the last.

COMFONT'S Department 
writers have developed a 
reader following that is ab­
solutely unique in the maga­
zine world.
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The

Eastman Marketing Seminar
November 9, 10, and 11

The Engineering Societies Building
29 West 39th Street 

New York

JLHIS Seminar will be a three - day study of 
market research methods, the results obtained, 
and their practical application to management.

Our purpose is to make available to business 
executives, in a condensed course of instruction, 
the accumulated experience of this organization 
in the conduct of marketing and sales surveys. 
The Seminar will be conducted by executives 
of the Eastman organization who have made 
market research and its application their life 
work.
Each day will include five study periods, in 
which subjects will be presented with an abum 
dance of practical illustration. The sixth period 
will be an open forum for discussion, and the 
consideration of practical problems presented by 
those attending. Registration will be limited to 
executives, department heads, and educators. 
The group will be restricted to sixty, to insure 
effective study and intimate discussion.

Details regarding program, terms, and registra­
tion, on request.

R' O4 EASTMAN, Incorporated
7016 Euclid Avenue 113 West 42nd Street

’ Cleveland New York

National Publishers 
Association Holds
Annual Meeting

Representatives of general, 
trade, religious and agricultural 

papers attended the Eighth Annual 
Meeting of the National Publishers As­
sociation held at Shawnee-on-Delaware, 
Pa., Sept. 20 and 21.

At the business session, A. D. Mayo, 
vice-president of the association, and 
secretary of the Crowell Publishing 
Company, acted as chairman. Roger 
W. Allen of the Finance Committee re­
ported on the finances of the associa­
tion; its general activities during the 
past year- were reviewed by the execu­
tive secretary, George C. Lucas.

An analysis of the wage situation in 
the printing industry in New York City 
was presented by John Clyde Oswald, 
managing director of the New York 
Employing Printers’ Association. He 
stated that the three-year contracts 
with the. Typographical and Pressmen’s 
unions expire Oct. 1 of this year, and 
that the employing printers had refused 
to enter into negotiations for renewal 
of any contracts until the unions had 
abandoned their demand for the forty­
hour week. T. J. Buttikofer of the In­
ternational Magazine Company called 
attention to the increasing number of 
ordinances being passed by municipal 
authorities restricting the operations of 
magazine solicitors. Although the Su­
preme Court had declared such licenses, 
even if no fee were demanded, uncon­
stitutional and interfering with inter­
state commerce, nevertheless attempts 
are being made to enforce them.

The report of the copyright commit­
tee was presented by Roger W. Allen, 
chairman. He was followed by Fred­
erick S. Bigelow, associate editor of the 
Saturday Evening Post, who gave an 
analysis of the most important bills 
presented in Congress last year provid­
ing for complete revision of our present 
copyright laws,

A. C. Pearson, chairman of the postal 
committee and chairman of the board 
of directors of the United Publishers 
Corporation, reviewed the work done 
by the association during the past year 
in an effort to have Congress pass a 
bill reducing the rates on second class 
mail to those in effect in 1920.

William I. Denning and William L. 
Daley, Washington representatives of 
the National Publishers Association, 
gave some facts in regard to the atti­
tude of Congressmen and the Post Of­
fice Department on the revision of pos­
tal rates. The following officers and 
directors were elected:

President, A. J. Baldwin, McGraw­
Hill Pub. Co., New York; first vice- 
px'esident, A, D. Mayo, Crowell Pub­
lishing Co., New York; second vice­
president. P. S. Collins, Curtis Publish­
ing Co., Philadelphia; secretary, F. L. 
Wurzburg, Conde Nast Publications, 
New York; treasurer, Roger W. Allen, 
Allen Business Papers, New York.

Directors for term expiring 1930: 
Charles Dana Gibson, Life, New York; 
Guy L. Harrington, Macfadden Publi­
cations, New York; B. A. Mackinnon, 
Pictorial Revietv, New York; Malcolm 
Muir, McGraw-Hill Pub. Co., New 
York; Henry W. Newhall, Modern 
Priscilla, Boston, Mass.; M. C. Robbins, 
Advertising and Selling, New YTork,
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Are You Neglecting Your Opportunities in 
America’s Fastest Growing Market?

A 25 Year Record
True V nine AH Property 52%
V alue Farm Property 178
Value Farm Products 220
Value Manufachircd Products -4-19
Active Colton Spindles 78

864 Leading American Corporations Have Found 
Increased Volume and Profit as a Result of

ATLANTA Location

r k 'hree fundamentals are becoming 
A- firmly established in the minds 

of executives directing sales for large 
American manufacturers.

First: That the South is growing at 
a much faster rate than the rest of the 
country as a whole.

Second: The increasing importance 
of the South as a market, coupled with 
hand-to-mouth buying, has made nec­
essary a base of supply established ata 
point offering the best facilities for 
quick service to this market.

Third: Atlanta is the most logical 
location for a branch serving the South.

The increasing prosperity of the 
South is amazing even those who are 
in close touch with conditions. Behind 
the authoritative figures shown above 
is a mighty story of economic progress.

1900 io 1926 U. S. Gain

founded upon the inherent ability of a 
people to develop the immensely rich 
resources of their section.

Distribution City
From Atlanta fifteen main railroad 

lines reach 18 million people over­
night; 70 million in 24 hours. From 
Atlanta you can render the quick fill­
in service which is the keynote of suc­
cessful merchandising today.

864 National concerns have proved 
the advantages of branch location in 
Atlanta. Their decisions to invest 
millions of dollars in Atlanta were

Southeast Gain
39.3 %
219
227
612
313

3210

This booklet giving the fundamental 
reasons for the selection of Atlanta as 
Southern Headquarters by Rational Con­
cerns, will be gladly sent to interested 
executives.

based on cold, unbiased facts, careful 
analysis and comparison. Today they 
are reaping the reward, — increased 
volume and profit.

One or more of your competitors 
are already here. Isn’t it time for jou 
to investigate the opportunities that 
Atlanta offers in your plan of mer­
chandising?

The Atlanta Industrial Bureau is 
prepared to render you complete in­
formation upon market, labor con­
ditions, raw materials, taxes, building 
costs and other factors of economy 
entering into your Southern production 
and distribution plans.

Many manufacturers owe their pre­
sent volume of Southern business to 
the authentic information furnished 
by the Atlanta Industrial Bureau. We 
can be of equal service to you. Your 
correspondence will be held in strictest 
confidence, Write today.

Industrial Bureau
165 Chamber of Commerce
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Ask your 
Banker for 
advice.

Tell other 
Bankers 
about your 
company 
and its prod­
ucts so they 
will advise 
correctly.

100,000 Rnnk Officers in 21,000 
banks read the American Bank* 

ers Association Journal.

To Scare Or Not to Scare?
[CONTINUED FROM PAGE 40]

say frankly that no one likes to think 
of death. (And isn’t it simple and 
strong to say “death” once in a wnne 
instead of using vaguely veiled refer­
ences to mortality?) They admit that 
it's an unpleasant thought—and in the 
same hreath they dismiss it in an on- 
hand way, but not until it has paused 
long enough in the reader's mind to 
make a sober impression in the middle 
of the rosy clouds of a story about an 
independent future. They are doing it 
in excellent taste. And the matter of 
taste is probably the turning point on 
which the whole controversy about 
scare copy rotates.

rpHE scare copy of other days was 
J- wisely abandoned, because it was 
horrible stuff. It smacked strongly of 
the old brimstone-hellfire revival meet­
ings when the unregenerate were given 
a strong foretaste of sulphurous wrath 
when the unregenerate were given a 
strong foretaste of sulphurous wrath 
to come and were fumigated into re­
pentance while yet there was time.

Of course such crude methods would 
be distasteful today, but no one can 
be offended at being made to think 
seriously. Every reader of national 
magazines remembers a life insurance 
advertisement a while ago that showed 
a little girl sitting on the floor, point­
ing to a magazine in her lap and asking 
her father what “lapse” means. Could 
the average father in moderate cir­
cumstances read that advertisement 
without taking serious counsel with 
himself? Could he picture himself ex­
plaining what “lapse” meant, with all 
the corollary explanation of what life 
insurance is and does, without feeling 
uncomfortable if he knew his own life 

American Bankers
Association Journal

Edited by Janies E. Clark 
110 East 42n<l St., New York City 

Advertising Managers
ALDEN B. BAXTER. 110 East 42nd St., 

New York City.
CHARLES H. RA YELL. 332 S. La Salle 

St., Chicago, III.
STANLEY IKERD, 129 W. 2nd St., Los

Angeles
(MEMBER A.B.C.)

insurance was inadequate? I, for one, 
have long wanted to give three cheers 
for the Prudential Life Insurance Com­
pany for so vividly presenting the true 
essence of life insurance in such un­
forgettable pictures. The little boy 
selling papers in a winter twilight— 
‘ His _ father let his life insurance 
lapse.” The little chap in the orphan 
home, timidly twisting his cap and tell­
ing the visitors—“They said father let 
his life insurance lapse.” Does that get 
under your skin, or doesn’t it?

If you are the average man, with 
no independent means for your family 
to fall back on, which appeal would be 
more likely to jolt you into action : 
The rather hazily pleasant mental pic­
ture of your son bucking the line for 
i touchdown eighteen years from now 
—going to college because you took out 
m educational policy when he was 
;hree—or the torturing thought that on 
lis fourteenth birthday, perhaps, that 
itinging picture in the Prudential ad­
vertisement might be a portrait to the 
ife of your boy? Of course you want 
zour son to go to college. And you ad- 
nit the excellent features of a plan that 
vill assure his education. But the sharp 
>rod of urgency isn’t provided in tell- 
ng you all these fine things. You ex- 
iect to prosper, and persistently you 
iut the thought of death out of your 
nind. The thing that will make you 
vake up to action and shake off the 
itate of placid inactive acquiescence, is 

the cold chill of the thought that per­
haps day after tomorrow the shrouded 
figure with the scissors will have for­
ever taken away your opportunity to do 
for your boy by clipping your silver 
cord.

In the field of casualty insurance, a 
good hair-raising scare is often the only 
appeal that will get across. In selling­
automobile public liability insurance, 
for example, you encounter a situation 
in which plain logic is powerless. The 
man who could be moved by logic has 
already moved himself. He wouldn’t 
drive a mile without plenty of insur­
ance, and he doesn’t take his cai- from 
the dealer’s hands until all that has 
been attended to. The man who prob­
ably needs the insurance most finds it 
hard work to make ends meet without 
paying out twenty-five dollars or thirty 
dollars for an intangible life insurance. 
He will agree that the insurance is a 
good thing. But when it stacks up 
against realities like tires, oil, gas, 
windshield wipers and general upkeep, 
the competition is too stiff. It is going 
to take a hair-raising jolt to make him 
choose to pay for insurance instead of 
a spare tire, perhaps.

THE folder illustrated in this article 
is something of an experiment in 

putting the case-hardened prospect be­
hind the wheel of an automobile which 
is running down a pedestrian. It por­
trays the fear-distorted image of the 
victim-to be as it blurs before the brain 
of the driver at the instant when 
calamity is inevitable. The copy inside 
is intended to carry out the thought of 
breathless, disjointed terror at “that 
paralyzing moment.” This particular 
scare folder had the virtue of being- 
either well liked or cordially detested. 
There was no middle ground. The re­
actions of different classes of people to 
whom it was shown bear out pretty well 
the premise that scare appeal is all 
bosh to the man who buys from the 
standpoint of reason—but that it does 
the trick for the man who won’t listen 
to logic. The substantial citizens who 
consider liability insurance as neces­
sary as tires regarded the folder as 
being frankly pretty rotten. Yet in 
the field, where it is given to the man 
for whom it is intended, it apparently 
is ringing the hell, for it is now in its 
third large edition after seven months 
of circulation.

Casualty companies who write in­
dustrial insurance generally issue bul­
letins to post in factories in an effort 
to lessen industrial accidents. Some of 
these bulletins would mortally offend 
the sensitive spirit of the white collared 
critic who lives and works far from 
the sweaty atmosphere of steam ham­
mers and bull ladles slopping molten 
steel. Such bulletins are honestly out 
to scare careless workers into being 
careful. A very unlovely safety poster 
comes to mind on this subject. It is 
a photograph of one Joe Plasikowski’s 
right hand, showing the wages of neg­
lect in the matter of ignoring a steel 
sliver in his finger. The hand looks 
startlingly like several sweet potatoes 
Lunched together, and it constitutes an 
excellent reminder to Wladislaw Bom-
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bolitski to go to the shop doctor and see 
about the sliver in his own thumb. Re­
volting? Oh, very! It violates all 
rules of polite good taste. But taste 
is relative, and if that ghastly picture 
saves Air. Bombolitski’s hand, it is in 
very good taste indeed. It’s another 
case of knowing who’s got to be scared, 
and how to scare him.

N' 0 discussion of scare copy in in­
JA surance would be complete without 
mention of that grand old bugaboo of 
them all, the Hartford Fire Hellion. 
Ralph McKinley pigeon-holed him very 
neatly in the caption of his recent ar­
ticle in Advertising & Selling—“He’s 
Good Because He’s Bad.” Ghoulish as 
is the Hellion, is he really out to scare 
us? Doesn’t he rather inspire the sober 
thought that is the chief end of all 
good scare copy? I’ve never been 
covered with goosetlesh after seeing 
that black-and-red spook planking foot 
down on the unprotected roof of a 
house. But fire is an ever-present 
menace, and the Hellion keeps it always 
in mind. He is spectacular and unfor­
gettable. He gets us to read the copy 
underneath, which isn’t an hysterical 
fear-message, but simple facts simply 
stated.

/Aside from the Hellion’s value as a 
scarecrow, I wonder if he isn't worth 
more purely as an outstanding trade 
character, symbolic of the basic job of 
fire insurance. If I were to go into an 
insurance agency to buy fire insurance, 
I don’t think my acceptance of a Hart­
ford Fire policy would be the result of 
any panic, or of any very serious 
thought of the consequences of fire. 
When the agent offered me a Hartford 
policy, the accumulated impressions 
made by the Hellion would all click to­
gether, and the Hartford Fire, as an old 
acquaintance through years of consist­
ent repetition of the Hellion, would be 
the easiest thing to accept. If I rea­
soned it out, I should probably say “The 
others are all good, I suppose—but I 
know the Hartford.” Just because the 
Hellion wouldn’t let me forget the 
Hartford.

Probably most of the outcries against 
scare copy in any kind of advertising 
have been revulsions against bad taste 
employed in the scaring. Mere rattling 
of skeletons may be repugnant, or may 
simply evoke the raucous laugh. 
Neither of which reactions leads to the 
merry jingle of the cash register. The 
Prudential copy, to me, is the quintes­
sence of scare copy; scare copy with 
the fine Italian touch of the Borgias, 
because it makes the reader scare him­
self. The “paralyzing moment” folder 
and the infected hand poster are out 
and out bugaboos, directed at people 
who won’t listen to anything else but 
the eerie screech of a banshee.

It seems to me that the foregoing 
paragraph is the answer to the ques­
tion of whether scare copy is proper 
and effective in advertising insurance. 
It is easy enough to dismiss it with the 
statement that scare copy is all wrong. 
In a sense, all insurance copy is essen­
tially scare advertising, varying only 
in its flavor and intensity. You can’t 
talk safety without having a state of 
danger from which to be free. With 
human nature what it is, I can’t es­
cape the notion that the direct presen­
tation of the ailment ought to make 
the best background for the cure, pro­
vided the proper degree of finesse is 
employed in mixing the ingredients.

CINCINNATI
Overnight from nearly all cities

HOTEL GIBSON
1,000 ROOMS $2.50 Up

America y Logical Convention o

Headquarters

2 Mammoth Ball Rooms
Seating Over 1000 Each

20,000 sq. ft. Foyer Space for Displays
Accommodations for more than 2500 guests

WRITE FOR BOOKLET
RALPH HITZ, Manager

HENRY FORD Says—
"An employer who is .going somewhere always attracts the right kind of employe.”

I Want a Job
with a congenial and progressive organization "going somewhere.”
I cannot otter the "atmosphere” and "prestige” of a nice-sounding title or a large salary. 
However. I can offer you ability, intelligence, integrity and willingness tr* work and grow 
with the growth of the business. I can offer you broad and very varied experience in 
advertising, publishing and salcs-promotion work in Chicago, New York, and in traveling 
the Eastern States.
I have written a great amount of copy; sold merchandise to the trade and to consumers; 
sold advertising space in magazines; newspapers, farm and trade journals; created and 
managed an advertising service department for a group of trade journals.

Any employer interested in IFhat I Know more than Who I Know and who will be willing 
to give me an opportunity to work and prove my worth to his business is invited to 
write me a brief outline of the joh for which he needs an efficient and dependable man. 
It does not have to he strictly advertising work. Any job requiring commonsense and 
all-round business experience in a small or medium-size (but growing) concern will 
interest me.
f am an American. Gentile. Single. Active and in good health. Right in the prime of 
life and willing to start at a modest salary.
Address: Box No. 484, Advertising and Selling. 9 East 38th St., New York City.

I
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I
■Jl.T is all very well 

to be a highly regarded voice 
in farm affairs for 87 years— 
a paper that for almost a cen­
tury has been welcomed in fa­
mous Southern manor houses 
—but we hold it equally as 
important to be indispensable 
to those younger spirits that 
are writing new pages in our 
agricultural history.

One subscriber writes us that 
he would not be without it for 
$150.00 a year.

Another writes, “I started 
farming eighteen years ago on 
a rented farm, one horse, two 
cows, and today I have 568 
acres, 75 head cows and heif­
ers and it is all paid for. I 
have been a constant reader 
of the Southern Planter all 
this time and wish to give it 
due credit for my success.”

There’s a more important 
term than even “reader inter­
est”—it’s “reader friendship'” 
which the Southern Planter 
evidently has. It means that 
your advertising is hospitably 
received in over 200,000 
homes in Virginia and her 
neighbor states. The South­
ern Planter, Richmond, Va. 
Established 1840.

Advertising 
Appropriations 

[continued from page 22]

jective set, the next step is to deter­
mine the kind and amount of advertis­
ing needed to do the job. Where the 
manufacturer has an advertising de­
partment this is their job. Drawing up 
the plan is also the special province of 
the advertising agency, trained and 
experienced in just this work. The 
plan should be built on a basis of de­
partments, industries, or products. It 
should be complete in all major detail 
involving expense, before the final cost 
is figured. The blanket total obtained, 
with all legitimate overhead and prep­
aration costs figured in, is the appro­
priation.

With these considerations, the inad­
equacy of the “percentage of sales” 
method should be apparent. Advertising 
requirements for different products, for 
different departments, or for different 
markets rarely correspond to set per­
centages, due to unusual expenses neces­
sary to launch new products, to support 
weak products, to overcome special re­
sistances, and so on.

The use of percentage figures for 
guidance or check is perfectly justifi­
able, so long as the objective and the 
advertising requirements are clearly 
pictured. The advertiser should be 
careful, however, that his percentage 
figures are reliable. The figures given 
by groups of advertisers are often not 
comparable, due to the fact that no two 
organizations are quite alike, due to 
the variation in factors which affect 
the sales plan, and due to the wide di­
vergence of items included by adver­
tisers in their advertising appropria­
tions.

Caution should always be observed 
that the advertiser knows just what is 
included in the figures that he uses. In 
referring to percentage figures given 
by groups of advertisers, these figures 
should be regarded as minimum, due 
to the fact that the majority of adver­
tisers appropriate much less for adver­
tising than they actually need.

As previously mentioned, appro­
priating for specific objectives has pro­
found advantages. It forces the adver­
tiser to set an objective, it forces him 
to make a complete plan at the start, 
and it enables him to weigh his plan 
intelligently in relation to its cost. These 
advantages are being recognized more 
clearly every day by progressive man­
ufacturers.

Principle 3. If Necessary to Trim 
the Appropriation. Trim the Objec­

tive First

Sometimes advertisers follow sound 
business methods in every business 
function, except their advertising. Here 
they seriously reduce the efficiency of 
their money by playing with theories 
or rule-of-thumb methods instead of 
following commonsense principles and 
sound methods.

If the advertising plan to reach a cer­

tain sales objective has been properly 
drawn up at first, no piece of it can be 
subtracted without correspondingly re­
ducing the likelihood of reaching that 
objective. When the appropriation adds 
up to a larger figure than the adver­
tiser should rightly use from his work­
ing funds, it simply means that his ob­
jective has been set too high for that 
year. Obviously he cannot thin out the 
advertising effort and still expect to 
reach the same objective—not until ad­
vertising goes into performing miracles. 
The common sense move is to go back 
and set a practical objective that can 
actually be accomplished with the funds 
available. Sometimes an objective 
cannot be modified at all and still re­
main practical, in which case it should 
be postponed altogether until sufficient 
funds accumulate to do it right.

Principle 4. Budget the Appropria­
tion

The application of budget control to 
advertising funds is widely used, espe­
cially among the larger advertisers. It 
should be used by all advertisers. In 
addition to providing a written plan for 
income and outgo, it settles without ar­
gument the frequent questions of how 
to charge different advertising expendi­
tures so as to reflect true results from 
efforts on each product or department. 
If seriously undertaken, it will protect 
the advertising account from being 
what it sometimes becomes, a dump 
for hundreds of miscellaneous items.

The budget can be prepared along 
with the process of setting the objective 
and drawing up the plan to get the final 
appropriation figure. Where a num­
ber of sales departments exist, each 
department should have its own objec­
tive, plan, appropriation, and in many 
cases its own budget. In addition to 
being divided by departments, the 
budget is also often divided according 
to products or markets.

Where the advertising for all depart­
ments, products or markets is handled 
as one campaign, each charge on the 
budget should be carefully thought out 
to avoid confusing charges between de­
partments which would lead to false 
result and profit figures at the end of 
the year. In some companies each prod­
uct group has its own campaign, sep­
arately drawn up, handled, and 
budgeted.

For the sake of simple business effi­
ciency, as well as faith in the adver­
tising work, the budget which has been 
carefully drawn, should be conscien­
tiously adhered to. Increasing the ex­
penditure over budgeted amounts should 
be surrounded with certain fixed for­
malities, such as requiring the depart­
ment manager, advertising manager, or 
advertising agency, to present a “Re­
quest for Additional Appropriation,” in 
which the reasons and purposes must 
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be fully stated in order to secure ap­
proval.

Principle 5. Plan the Appropriation 
ns Far as Possible on Long-Term 

Objectives

Long-term thinking has probably 
always existed in business, but actual 
long-term planning is more recent. It 
is now gaining wider acceptance in ad­
vertising work, as reflected in the fact 
that more companies every year are ap­
propriating on a basis of several years, 
in some cases five years or more.

Sales executives agree that many a 
hard sales and advertising job cannot 
possibly be put over in a single year. 
Once a long-term objective is set and 
planned for, it is wisest to set the ap­
propriation on the same basis. If the 
executive is able to get his appropria­
tion regularly every twelve months no 
harm is done by having it on this basis. 
It may also be advisable for fiscal 
reasons. But if there is danger of the 
appropriation being curtailed in the 
second or third year, the original ob­
jective and plan may easily be upset. 
Obviously every long-term plan or ap­
propriation should provide for common­
sense flexibility and modification as 
changing conditions may demand or as 
progress may require. Wider adoption 
of long-term planning in advertising 
work will help industrial advertising to 
do its real work effectively and effi­
ciently.

Principle 6. Budget a Reserve for 
Contingencies

Of course, the main argument for a 
reserve fund is that the advertiser 
should have something on hand to take 
care of emergencies or special oppor­
tunities that cannot be predicted and 
provided for when the original budget 
is drawn. The nature of these con­
tingencies will vary somewhat in dif­
ferent types of company, but the follow­
ing are apt to occur:

1. Necessity fnr bolstering weak spots, 
territorially, by products, or by markets.

2. Necessity for meeting unforeseen 
strategic moves by competitors.

3. To bring out new products. This Is 
not so common as other contingencies, since 
new product campaigns are usually planned 
well in advance.

4. Rise in advertising cost: unforeseen 
advances in printing and engraving costs, 
etc.

5. Faulty advance accounting, a lament­
able but occasional contingency causing 
original figures tn be exceeded.

6. Special drives not planned in advance. 
Reserves are often made for this purpose 
alone, so that the advertiser can seize 
opportunities for unusual results or can put 
extra pressure in certain quarters as oc­
casion arises.

7. Necessity to change advertising plans 
at increased cost. This should not happen, 
but must be provided for when it occurs 
as a real necessity.

Whether or not to maintain a reserve 
fund seem to be controversial among 
advertisers. The school opposed to any 
kind of reserve either recognizes no 
emergencies, or feels that a reserve is a 
temptation to spend money wastefullv. 
One advertiser says “we decide the ap­
propriation scientifically and then 
follow an undeviating policy. In this 
way we avoid temptations to go off on 
appealing tangents.” Another puts it, 
“by adhering strictly to original plans, 
we are now inclined to fall for new 
ideas which may have advertising merit 
but do not fit into our plans.” This

OPENINGS 
for 

ADVERTISING 
SALESMEN
The Public Ledger of Philadelphia has openings 
for salesmen of advertising space, which offer 
opportunity for men of ability and the right 
habits of thought.

These men need not be salesmen with years of 
experience and long records. In fact, younger 
men are more desired.

We are adding to our present organization, men 
who can learn the modern way of selling news­
paper advertising space by being of service tn 
the advertiser—

2. In presenting facts in rela­
tion to his business

2. In offering sound advice re* 
garding the market, and

3. The best way to develop 
sales in that market

Young men from 25 to 35 years of age, having 
had a college education or technical merchan­
dising or marketing education of some sort, and 
a year or two of experience in advertising agency 
work, or newspaper space selling, or in merchan­
dising, or in actual wholesale merchandise 
selling, or experience as factory salesmen, could 
qualify.

Apply by letter, giving an outline of your qual­
ifications, as you see them, paralleling our 
requirements.

I. R. PARSONS
Advertising Director

PUBLIC LEDGER
PHILADELPHIA

Selling your 
Services?

9000 POTENTIAL 
BUYERS

IN

The Market 
Place

LAUNDRIES
LW tremend-.d^ quantities >4 
plant, electrical, office, automobile 
delivery and other equipment.
Over M.OVC.UW) is bong rained
■sdverti^ and sell the laundries tu 
the public.
The Laundry Fujinu^e Will Ft I Jou- 
bled in Leto Than Four Yb^v limit
There is an oppun unity lor everyone 
wh.!^e jJnjducl Dlr Services can Iji used 
by power laun Iries.
Tbs Launi mv J.-urxal
—nxinthly trade j"iirnnl—wer Jiu 
papes, cover» th h in J uutry. For copy, 
rates, etc., a Jdreea

The S t arch r num Publishing Co.
411 Cumm-eniil a^iure, iCiQK.j(Tfaa(ig Chk<
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ROCHESTER, JV. y.
has a German-speaking popula­

tion of

47,282
according to the 1920 U» S. 

Census. There are

74,719 GERMANS
within the 40-mile radius of 

Rochester
Rochester has also received a big share 
of the 260,000 Germans, Austrians, 
Czechoslovakians and Swiss who have 
come to the U. S. since 1923.

ROCHESTER'S GERMAN DAILY

ABENDPOST
Lj Klebahn Franklin A. Wales 

12 East 41st St. 140 S. Dearborn St.
New York Chicago

Eastern Adv. Rep. Western Adv. Rep.

Oral Hygiene 
goes every place

The circulation that goes all 
the way . . . reaches every dentist 
whose name can be secured . . . 
East and West, North and South 
. . . Oral Hygiene goes every 
place, not just some places.

Oral Hygiene
Every Dentist Every Month

1116 Wolfendale Street, N. S. 
PITTSBURGH, PA.

CHICAGO: W. B. Conant, Peoples Gas Bldg., 
Harrison 8449.

NEW YORK: Stuart M. Stanley, 62 West 4 5th St., 
Vanderbilt 3 7 58.

ST. LOOTS: A. D. McKinney, Syndicate Trust Bldg.. 
Olive 4 3.

SAN FRANCISCO: Roger A. Johnstone, 155 Mont 
gornery St.. Kearny 808 6. 

school seems to feel that judgment is 
excellent when making the original plan 
but that it can’t be trusted afterwards. 
Obviously, to administer advertising 
funds at all, the sales or advertising 
executives must be able, most of the 
time at least, to recognize an emergency, 
or to tell a real opportunity from a 
temptation.

Other advertisers prefer to meet 
emergencies by appropriating new 
funds. This method amounts virtually 
to maintaining a reserve, and is gen­
erally used where the appropriation is 
not actually budgeted.

The majority of advertisers acknowl­
edge occasional emergencies and pro­
vide in some way for them. As a matter 
of principle it seems best to call a re­
serve a reserve. Budget it as such, over 
and above the cost of the basic adver­
tising plan, and meet all emergencies 
out of it, not of funds planned for- other 
effort. The reserve can be amply pro­
tected by making certain formalities 
and checks necessary before it can be 
used.

Book Publishers Consolidate

Announcement has been made of 
a mergel’ between Doubleday, Page 

& Company and the George H. Doran 
Company, with a total capitalization 
of between $5,000,000 and $6,000,000. 
The Doran company will contribute to 
the capitalization approximately $1,­
250,000; Doubleday, Page & Company, 
which a few years ago absorbed the 
London firm of William Heinemann, 
Limited, will contribute the balance of 
the capitalization and one-half of the 
2000 active titles.

Until Jan. 1, 1928, when the consol­
idation will become effective through 
an exchange of stock certificates and 
by a joint directorate, the two houses 
will be operated as at present, as sep­
arate units. From that date on the 
company will be conducted: in Amer­
ica, as Doubleday, Doran & Company, 
Incorporated; in Great Britain, as 
William Heinemann. Limited. The ex­
ecutive offices will be at Garden City, 
Long Island, N. Y., 244 Madison Ave­
nue, New York, N. Y„ and 99 Great 
Russell Street, London. The publish­
ing plants will l>e at Garden City, 
Long Island, N. Y., and at Kings- 
wood, Surrey, England.

The following magazines are pub­
lished by Doubleday, Page & Co.: 
World’s JForfc, Country Life, Garden 
and Home Builder, Radio Broadcast, 
American Sketch, Short Stories, Fron­
tier Stories, West Weekly, Educational 
Review, el Echo, Spain, and Le Petit 
Journal, France.

The companies and subsidiaries in­
cluded in the merger’ are, in America: 
Doubleday, Page & Company, George 
H. Doran Company, Nelson Doubleday, 
Inc., Garden City Publishing Company, 
and Doubleday, Page Book Shops, Inc.; 
in England: William Heinemann, Lim­
ited; The World’s Work. Limited: and 
William Heinemann (Medical Books), 
Limited.

The directors of the corporation will 
be: F. N. Doubleday, George H. Do­
ran, John J. Hessian, Stanley M. 
Rinehart, Jr., John Farrar, Harry E. 
Maule, Donald McDonald, Theodore 
Byard, Nelson Doubleday, S. A. Ever­
itt, Russell Doubleday, W. J. Neal, 
Reginald T. Townsend, W. H. Eaton, 
C. S. Evans, Henry L. Jones.

“The Red Book”
The Standard Advertising Register 

aims to furnish

Accurate and Timely Information
about National Advertisers and Agencies -

IT HITS THE MARK
Its Listings are the Most Complete, Best Planned, 

and most Accurate of any Service

Put ihe Register in Your
Reference Library

Publishers, Agencies and all serving 
National Advertisers

Can Use the Register to Create Business

National Register Pub. Co.
. R. W. Ferrel, Manager

15 Moore Si..............................................Yew York
140 S. Dearborn St............. .................. Chicago
209 California Si..... . .Son Francisco
925 Walnul St. ... ................... Philadelphia
7 Waler St.......  ................................Boston



I op coats or furniture, ra* 
dio or mufflers, rotng ravine 
pictures them accurately. 
((The rotogravure repre­
sentative of your newspaper 
can give you very interest­
ing facts about the pulling 
power of his lotogravon 
section and what it will 
do to increase your sales.



lOTOGRAVURE sections are
I published every week in fifty-two

cities of North America by these
eighty-two newspapers

* Albany Knickerbocker Press
♦Atlanta Constitution
♦Atlanta Journal
♦Baltimore Sun
♦Birmingham News
♦Boston Herald
♦Boston Traveler
*BuSalo Courier Express
♦BuSalo Sunday Times
Chicago Daily News

♦Chicago Jewish Daily
Forward

♦Chicago Sunday Tribune
♦Cincinnati Enquirer
♦Cleveland News
♦Cleveland Plain Dealer
♦Denver Rocky Mountain

News
♦Des Moines Sundav Register
♦Detroit Free Press
♦Detroit News
♦Fort Wayne News-Sentinel
♦Fresno Bee
♦Habana, Cuba, Diario De La

Marina
♦Hartford Courant
♦Houston Chronicle
♦Houston Post-Dispatch
♦Indianapolis Sunday Star
♦Kansas City Journal Post
♦Kansas City Star
♦Long Beach, Calif., Press

Telegram

♦Los Angeles Sunday Times 
♦Louisville Courier Journal 
♦Louisville Sunday Herald

Post
Memphis Commercial Appeal 
Mexico City, El Excelsior

♦Mexico City, El Universal
♦Miami Daily News 
♦Milwaukee Journal 
♦Minneapolis Journal 
♦Minneapolis Tribune 
♦Montreal La Patrie

Montreal La Presse 
♦Montreal Standard 
♦Nashville Banner 
♦Newark Sunday Call 
♦New Bedford Sunday

Standard
♦New Orleans Times Picayune 

New York Bollettino Della 
Sera

♦New York Corriere 
D’America

♦New York Evening Graphic
♦New York Jewish Daily

Forward
♦New York MorningTelegraph 

New York II Progresso
Italo Americano

♦New York Evening Post 
New York Herald Tribune

♦New York Times

♦New York Sunday News
♦New York World
♦Omaha Sunday Bee
♦Peoria Journal Transcript 
♦Peoria Star
♦Philadelphia L’Opinione 
♦Philadelphia Inquirer 
♦Philadelphia Public Ledger

& North American 
♦Providence Sunday Journal 
♦Richmond, Va, Times-

Dispatch
♦Rochester Democrat 

Chronicle
♦ St. Louis Globe-Democrat
♦ St. Louis Post Dispatch
♦ St. Paul Daily News 
♦St.Paul Sunday Pioneer Press 
♦San Francisco Chronicle 
♦Seattle Daily Times 
♦South Bend News Times 
♦Springfield, Mass, Union­

Republican
♦Syracuse Herald
♦Syracuse Post Standard 
♦Toledo Sunday Time«
♦Toronto Star Weekly 
♦Washington Post 
♦Washington Sunday Star 
♦Waterbury Sunday

Republican
♦Wichita Sunday Eagle 
♦Youngstown, O, Vindicator

r«u.s ROTO PL AT E p«oa
the perfect paper for rotogravure printing is supplied 

by Kimberly-Clark Company to above 
papers marked with a star

kimberly-Çlark (bmpany
V Established 1872

Neenah, Wis.

NEW YORK CHICAGO
208 S. La Salle Street 

LOS ANGELES
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Marketing by Zones
[CONTINUED FROM PAGE 25] WANTED:

from the statement of the manage­
ment:

"When we sat down and figured 
what the magazine advertising would 
cost we did not have money enough!”

"Impatient to grow quickly, they all 
are.” These are the words of a well- 
known banker. “They see in national 
advertising one means to fast expan­
sion. Then, when they arc advised by 
publishers of the uselessness of ‘spurt 
advertising’ and realize that a campaign 
would eat up their entire capital in 
one year, they rush to the other ex­
treme of opinion that ‘1’11 have to wait 
’till I’m big enough to stand the pace.’ ”

Thanks, however, to the newspapers, 
another set of advertising solicitation 
has come into the field. All the vague­
ness of national copy vanishes when the 
struggling manufacturer is told :

"All newspaper advertising must in 
final analysis be local advertising, de­
signed to sell merchandise or service to 
individual readers of the paper. News­
paper copy does not vaguely build good­
will. The ad in the paper today usually 
produces sales tomorrow.”

'THE smokestack, unable to finance 
J- and unprepared to benefit from a 
national campaign, can yet do a zone 
job near at home. And by extending 
its efforts to other zones as it achieves 
its initial objectives, eventually will 
be able to sell and advertise nationally.

Zone marketing is, actually, the his­
tory of marketing. Gradual growth 
outwards into farther and farther 
eenters was the only possible method in 
all the decades before advertising en­
abled us to speed up all distribution. In 
our plunge into nation-wide conceptions 
it is easy to overlook the unnumbered 
concerns which must still follow the 
slow process of growth from within. In 
our tribute to outstanding successes 
through bold and costly national adver­
tising, we lose sight of all the others 
who have tried and failed. Equally do 
wc miss recalling to mind all the grief 
and financial losses buried in the his­
tory of good products, rightly devised 
but wfbngly marketed, with bankruptcy 
and reorganizations as steps in the final 
success—steps which usually squeeze 
out the original geniuses and transfer 
ownership to hands more practical 
though less inventive.

Zone marketing is one of the advan­
tages of the newspaper. Only the local 
medium can parallel printed selling 
with the shoe leather of a district sales 
office.

These statements are obvious to any 
publisher or agency—so obvious, in 
fact, that they fail to see that others 
do not know them at all. To the local 
department store and local retailer, 
these truths are known; to the user of 
classified space they are likewise fa­
miliar. But to the harassed manufac­
turer, wishing to advertise but alarmed 
at the risks, these facts are, somehow, 
so obvious that they have been over­
looked to large measure. Lest this be 
misinterpreted, we hasten to add that 
this ignorance applies to the non­
advertising manufacturer who sees no 

other choice than the alternative be­
tween costly national campaigns and 
nothing at all, implicating ignorance 
to the many who already follow zone 
marketing.

Zone marketing, with parallel local 
advertising, is the golden opportunity 
for the manufacturer who thinks him­
self too small to advertise, for those 
who want to grow, as also for the one 
whose distribution is less than national 
or whose product fits the requirements 
of but part of the country. Not only is 
the opportunity given; zone marketing 
is the common-sense procedure. Many 
manufacturers, as is well known, 
though leaders in their field, yet prefer 
the lower selling and advertising costs 
of concentrated markets over the more 
scattered national market. Of this class 
are Calumet in baking powders, 
Holland in furnaces, Maytag in wash­
ing machines, Standard Oil in lubricants 
and motor fuels—each doing, probably, 
the largest volume of its class in the 
country.

\ PROGRESSIVE lumber yard and 
A sawmill company, enjoying highly 
favoring freight rates, for three years 
studied a venture into “ready-cut 
homes.” For a radius of 1000-1200 
miles they could discern a distinct ad­
vantage over the Bay City makers— 
the more favorable freight offsetting 
their higher production costs. Through­
out those three years, every ingenuity 
they could muster was directed on 
plans to cut costs to a point where 
they could compete in the market, it 
being their intention to “lick Bay City 
off the map.” Better counsel, however, 
prevailed. They are. instead, concen­
trating their sales efforts to a radius 
of one-fifth of the 1000 miles, sup­
ported by parallel advertising, with 
the result that volume of sales is al­
ready three times their fondest antici­
pations.

An Ohio maker of office wire baskets 
died suddenly ten or twelve years ago. 
His business fell into the hands of 
a brother. Quickly the brother dis­
covered that what had been the boast 
of the owner was a great danger. He 
had been selling in carload lots to three 
Detroit concerns and two New York 
department stores. Further than these 
five, the humming factory had not a 
sales connection. Death of the owner 
had been hastened, as it proved, by the 
threat of losing the Ford account, which 
was the largest outlet; and this did 
eventuate shortly after the change in 
management. Forty per cent of the 
market disappeared with the loss of 
that customer.

All selling had been done by the 
former owner in person and the brother 
was no salesman. Sound advice, never­
theless, saved the situation. Again it 
was a case of the obvious thing which 
had been overlooked.

With a dozen years of successful man­
ufacturing behind it that smokestack 
had never cultivated the market right 
at home. The goods had always gone 
in carloads to distant buyers. Not a 
retailer in the home city had ever

Newspaper 
Promotion 
Manager

The Business Manager of 
the leading and dominate 
newspaper in a medium­
sized, highly prosperous 
western city has asked us to 
suRgest the name of a suit­
able promotion manager.

This paper is looking for a 
young man about twenty- 
five years of age who can 
write good copy about a 
newspaper and its market; a 
young man whose mind 
naturally runs to practical 
and alert ways of building 
circulation through the 
printed word; of continual­
ly selling rhe editorial con­
tact and the features to its 
readers; a young man who 
can translate the market op­
portunities through the 
printed word to local, na­
tional and classified adver­
tisers.

The man selected will 
probably have had similar 
newspaper or agency experi­
ence. He will be bright, in­
telligent and a fundamental 
thinker. He will not only 
be able to quickly pick up 
and improve on suggested 
ideas, but he will constantly 
be offering ideas of his own.

This position offers an un­
usual opportunity because 
the paper, though compara­
tively young, is substantial­
ly entrenched in one of the 
country’s best junior mar­
kets. The only limit to 
future growth and opportu­
nity is the ability of the 
man. The initial salary will 
be $60.00 a week.

Please write a letter, fully 
setting forth the reasons 
why you believe you are 
fitted for this opportunity. 
State previous experience 
and give references. All 
correspondence will be held 
in the strictest confidence.

C
JUSTIN F. BARBOUR 

Western Manager
Advertising & Selling
122 So. Michigan Ave.

Chicago, Illinois
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Rata for advertisements inserted in this department is $3.00 per inch. Minimum charge $1.50. 
Forms close Saturday noon before date of issue.

Help ITanted

SALES EXECUTIVE
Thoroughly experienced in handling salesmen 
and sales promotion—familiar with Sales Depart­
ment routine and a good correspondent with con* 
.-structive ideas, is open for connection with a 
reliable firm. Ilas had wide experience in han- 

• dling sales pi several national advertisers and 
•can supply convincing references. Address Box 
No. 483, Advertising and Selling, 9 East 38th St., 
LNew York City.

ASSOCIATE EDITOR for monthly magazine 
going to producers and users of printing for sales 
purposes. Must have had experience in prepar­
ing and selling campaigns of printed matter and 
understand the printers problems. Editorial ex­
perience essential. State age, background and 
starting salary needed. J. C. ASPLEY, DART­
NELL CORPORATION, 4660 Ravenswood 
Ave., Chicago.

SPECIALTY SALESMEN WANTED
One of the oldest and best established manufac­
turers of decalcomanias and transparencies has 
some very rich territory just now open for the 
right type of specialty or sign salesmen. If you 
are the type of man to sell quality products 
strictly on their merits regardless of price, we 
will support you with price schedules that will 
make sales doubly sure. Such territories as 
Boston, Philadelphia, Cincinnati, Kansas City, 
Omaha, Minneapolis or St. Paul, Denver, Dallas, 
New Orleans, Louisville and Richmond are open 
—but not for long. If you measure up write 
promptly, giving full details in your first letter. 
Address Box 485, Advertising and Selling, 9 
East 38th Street, New York City.

Position IP an ted

A MAN

A man whose work has attracted attention in his 
industry and who is now doing important work 
tfor a large corporation.

A man who can plan, write and layout your 
advertising the way you want it done.

A man who can put your ideas and your thoughts 
into result producing advertising campaigns.

A man whose experience will save your money 
on art work and production.

A man whose selling, engineering and advertising 
experience of fifteen years qualifies him for the 
position of advertising manager (probably for 
some industrial advertiser), or copy writer for 
some agency.
If this man interests you let him tell you his 
story. He is thirty-five years old, married, and 
his hobbies are gardening, birds and writing 
fiction.
Address Box 480. Advertising and Selling, 9 
East 38th Street, New York City.

“GIBBONS knows CANADA’
J. J. GIBBONS Limited, Advertising Agents 

TORONTO HAMILTON MONTREAL LONDON. ÉNG. WINNIPEG

Positions TT anted

ADVERTISING — MERCHANDISING 
SALES PROMOTION — SELLING 

Advertising executive—age 29—experienced all 
phases advertising—merchandising—-sales promo­
tion—sales management—desires association with 
national advertiser.

Worked with retailer, jobber and tbeir sales 
organizations. Now advertising and assistant 
sales manager of prominent manufacturer with 
factory chain stores and national distribution.

Has university education, fundamental business 
background, ability to produce results and suf­
ficient energy and perspective to plan and com­
pletely execute successful retail and national sales 
and advertising campaigns.

Present earnings $5,700.00.
Address Box No. 481, Advertising and Selling, 

9 East 38th Street, New York City.

SALES AND ADV. EXECUTIVE WITH 
THE FOLLOWING EXPERIENCE

IS AVAILABLE
10 years as advertising and sales promotion 

man with a large manufacturing company.
11 months in the Publicity Division of the 

U. S. Marine Corps. e
7 years in newspaper editorial and advertising 

work.
This man has developed and conducted a suc­

cessful statewide advertising and sales promotion 
campaign for an organization of retailers..

He has also taken over the salesmanship of a 
laundry which was losing money four years ago 
and which today is the best paying laundry 
property in its territory and one of the out­
standing laundries in the. country.

Box No. 482. Advertising and Selling, 9 East 
38th Street, New York City.

Press CAtppings

FRANK G. WHISTON AND ASSOCIATES 

offer reHable National or regional press clipping 
service. Branch offices Everywhere. General 
offices. One Terrace. Buffalo. N. Y.

Stationery and Printing

STATIONERY AND PRINTING
Save money on Stationery, Printing and Office 
Supplies. Tell us your requirements and we will 
be pleased to quote lowest prices. Champion 
Stationery and Printing Co., 125 Church Street, 
New York City, Phone Barclay 1295.

Multigraphmg

Quality and Quantity Multigraphing, 
Addressing, Filling In. Folding. Etc.

DEHAAN circular LETTER CO., INC.
120 W. 42nd St.. New York City

Telephone Wis. 5483 

stocked, much less displayed, the prod­
uct. But, now tactics were altered. The 
local newspaper (community of 15,000) 
was used to tell neighbors of the prod­
uct, parallelled with persuading local 
merchants to stock the line. Today 
after some ten years, zoning has gone 
on progressively out over Ohio. Even 
today, however, less than 24 Ohio 
counties have been cultivated; but the 
factory does not know a shut-down and 
has been three times enlarged. During 
1926, for each dollar in advertising ef­
fort has come an offsetting sale of forty 
dollars within the parallel territory.

“'T'HE terror of those big contracts
1 worried my brother into his 

grave,” declares the present manager. 
"But now we are independent. We 
stand just where Ivory and Buick do. 
We are king in the tiny world of this 
section of Ohio for our line.”

Advertising remains, indeed, the op­
portunity of the small smokestack. Ad­
vertising, not national to begin with, 
but zoned to parallel distribution. 
Marketing by zones, follows the vision 
of this country as a succession of local 
markets, each fairly well defined with 
some city as center. Within such a re­
stricted area newspapers can tie selling 
effort to advertising as no national me­
dium can hope to do—or claim to do— 
thus keeping advertising in its rightful 
place as an adjunct to selling.

‘‘Wholesale markets,” declares the 
government’s atlas of wholesale 
grocers, “tend to be those of some news­
paper coverage,” but the smokestack 
that tries to market by zones must not 
overlook that inconspicuous word “tend” 
in the quoted sentence. For practical 
coverage it is usually wise not to de­
pend wholly on coverage through the 
single dominant paper of the principal 
city. Usually, for products going to 
individuals, this coverage must be sup­
plemented in outlying communities by 
space in local papers of those communi­
ties, with their lower rates and their 
ability to get close to the hearts of 
their own people.

With marketing by zones, further­
more, the appeal has possibilities that 
are out of the question with the so- 
called “national” copy. It can be made 
distinctive, with many touches of local 
application. It can be made as vital 
as the newspaper itself; crammed with 
timeliness. Selling points may be con­
verted into copy with real news value. 
The newspaper has the inestimable ad­
vantage of displaying in “the store 
window of the town” a product locally 
made, to a local body of prospects. All 
the turns of pay-day, crop-moving sea­
son. school or holiday, athletic and 
social occasions, climatic and racial pe­
culiarities—everything local, in fact— 
may be utilized to the utmost of flexi­
bility. . .

Advertising of this sort, beginning 
¡-mall and local but headed to become big 
and national, lies ahead in tremendous 
volume. To the solicitor or the agency 
such slow growth from tiny beginnings 
presents the discouragement of negli­
gible return for immense effort, viewed 
as a source of immediate income. Con­
sidered, of course, with eye to the long 
future, these struggling smokestack ac­
counts hold all the promise of budding 
youth.

Manufacturers, too, who have suc­
ceeded through zone marketing where 
every insertion is tied intimately with 
the sales curve beget a loyalty to the in-
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dividual medium. Of Calumet, three 1 
publishers in as many cities have made 
an identical remark: "And they never 
forget that town; they never quit their 
local advertising.”

Akin to zone marketing is. of course, 
marketing within any limited field. 
The limited market is not necessarily 
a newspaper market—state farm 
papers and publications of single in­
dustrial groups present a similar meth­
od, with “zoning” for a group rather 
than for a geographical area. The 
maker of confectioners’ equipment, of 
coal mine machinery, of chemical ap­
paratus, uses, of course, the appropri­
ate publications to reach his specialized 
market. The smokestack needs, first 
of all, to identify and isolate its mar­
ket; then to objectify the most effective 
manner of touching that market.

This Is the second of a group of articles 
written by .Mr Haring on the marketing 
problem of rhe small manufacturer. The 
third will appear In an early issue.

Advertisers’ Index

Advertising X Selling 
Aja\ Photo Print Co.
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70
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\nirriran Banker« Variation Journal. 86

Kansas City Star ........................................  45
Kimberly-Clark Co.............Insert bet. 90-91

Pub. Co, 79

Architectural Record ...................
\ssociah-d Dailies of Herida . .

Atlantic Monthk ............................

[6]

.. 79

.. 66

.. 63

.. 16
67

Insert bet. 86-87

Obituary

Baker'- Helper ................................
Baker's Weekly ................................
Barton. Durstine & Osborn, Inc. 
Bauer Type Foundry, Inc............  
Bausch & Lomb Optical Co. .. 
Bloomington Daily Pantagrapli . 
Boot and Shoe Recorder ............. 
Boston Globe ..................................  
Building Supply New- .................
Burkhardt Co.. Inc..........................

70
35

73
76

95
60

[m]
McCann Co., H. K...............
McGraw-Hill Book Co., Ine 
McGraw-Hill Co.......................

.. 18

.. 56 
. 58-59

McMillan. Inc., Walter C..Insert bet. 51-55
Magazine of Business ....
Magazine of Wall Street 
Market Place ........................
Morgenthaler Linotype Co.
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Arthur Eastman Clifford, who was 
for more than thirty-five years ac­
tively engaged in industrial and trade 
publishing, died Sept. 20.

Born in Gilmanton, N. H., in 1868, 
Mr. Clifford began his publishing ca­
reer in New York as business manager 
of the American Exporter. In 1892 he 
became business manager of Electrical 
World, then a Johnson publication, 
and two years later business manager 
of Street Railway Journal, one of the 
first McGraw Publishing Corporation 
papers, which he left a year later in 
order to return to his former position 
on Electrical World. When this paper

Miehigan Bookbinding Co.
Molloy Co.. David J..........

61

Carfill Co. 66
Chicago Daily Sews.. .Inside Front Cover
Chicago Tribune ...................
City of Atlanta ........................

i Collier’s Magazine .................
Columbus Dispatch ...............

I Comfort Magazine .................
Commerce Photo-Print Corp,

Dairymen’» League New» 
Dallas Morning News ... 
Donne X Co., Ltd.. A. J.

was taken over in 1899 by the 
Graw Publishing Corporation he 
mained on it as business manager.

Up to 1923 he continued with 
Graw-Hill publications, most of

Mc- 
re-

Me­
tile

Des Moines Register
Capital .......................

Detroit Free Pres».........
Detroit News ...............

102
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81
66
83
82

70

Tribune-
70
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In-ide Back Cover
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Oregon Journal

90
65
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75

9

time as business manager of Elec­
trical World but also serving, among 
other activities, as assistant to J. H. 
McGraw. In November, 1923, he re­
signed from McGraw-Hill to become 
business manager of Automotive In­
dustries, a position in which he was 
active at the time of his death.

Diamant Typographic Service. E. M. 
Dill & Collins ............................................. 
Dry Goods Economist ..............................

Eastman Co.. R. O. 
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American Society of Sales 
Executives Elect Officers

Richards Co.. Ine., Ji 
Rochester Abendposl

3
90

[/]
The annual meeting of the Amer­

ican Society of Sales Executives was 
held at Buckwood Inn, Shawnee-on- 
Delaware, Pa., Sept. 22, 23, 24. The 
following officers were elected for the 
ensuing year: Chairman, G. R. Cain, 
Swift & Co., Chicago, 111.; treasurer, 
F. C. Beckwith, Hamilton Watch Co., 
Lancaster, Pa.; secretary, Frank Hay­
den, Becton-Dickinson & Co., Ruther­
ford, N. J.

These three officers and the follow­
ing additional members comprise the 
executive committee: W. R. Cummings, 
Monroe Calculating Machine Co., 
Orange, N. J.; M. L. Havey, New Jer­
sey Zinc Co., New York, N. Y.; G. W. 
Smith, Oneida Community, Ltd., 
Oneida, N. Y.; and F. P. Valentine, 
American Telephone & Telegraph Co., 
New York, N. Y.

Farmer’* Wife ........................
Feather Co., Wm.....................
Federal Advertising Agency

[g]
Gay Age-Record .............
Gibbon. Ltd.. J. J..............
Gibyon Hotel ................. .
Gotham Photo-Engraving

Igel|troem Co.. Jolin
Indianapolis News .
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Iowa Daily Pr< ,s A

Til
Jewish Daily’ Forward
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Simmons Boardman Co..............
Smart Set .......................................
Southern Planter .................
Southern Ruralist .....................
Standard Paper .Mfg. Co............  
Standard Rato & Data Sen ice 
Starrhrooin Publishing Co. . .

Town & Country

Walker Engraving Co.....................
Webb Publishing Co.......................
West Virginia Pulp & Paper Co.
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99
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43

47

8
89
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II
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The NEWS DIGEST
A complete digest of the news of advertising and selling is here compiled 
for quick and convenient reference The Editor will be glad to receive 
items of news for inclusion in this department So Address Advertising 
and Selling, Number Nine East Thirty-eighth Street, New York City

CHANGES IN PERSONNEL (Advertisers, etc.)

Name Former Company and Position Now Associated With Position
John B. English.........John Wanamaker, New York, Ass’t Adv. Mgr..Hahne & Co., Newark, 

N. J.......................................... Sales and Adv. Mgr.
Alvin Dessau ...........Goodell-Pratt Co., Greenfield, Mass., General 

Sales Mgr.............................Borden, Sales Company,
Inc., New York................. Sales Dept.

Charles C. Mercer... National Steel Fabric Co., Pittsburgh, Pa., 
Sales Counsel ....................Same Company...................Adv. Mgr.

Robert L. Glose.........National Steel Fabric Co., Pittsburgh, Pa., 
Sales Agent ......................Same Company...................Sales Mgr.

C. G. McDonough .. . Kelly Springfield Truck & Bus Corp., Spring-
HClU, Ddlcb . .....................................................................• • • ■ ÜC1UC11 LIULlt kJVl

Rochester, N. Y...................Director of Sales
Frederic Kammann.. Gillette Publishing Co., Chicago, Adv. Mgr.... Arctic Nu Air Corp., 

Minneapolis, Minn..............Sales Mgr.
Howard O. Frye.........Walter Baker & Company, Inc., Dorchester,

1UUSS., 2T.UV. UtpL.............................................................................................................. .... UÙLUUI All»..,

New York ..........................Adv. Dept.
N. R. Crawford.........Industrial Works, Bay City, Mich., Director of 

Sales .................................. Resigned
Charles L. Reierson.. Remington Arms Co., New York, President. .. Gilbert & Bennett Manu­

facturing Co., Chicago ..General Sales Agent
Peter P. Carney.........The Remington Arms Co., New York, Adv. and 

Publicity Director ...........Resigned
E. F. Amos ...............Nestle Food Co., New York, Sales Mgr............. United Milk Products _ 

Corp., Cleveland, Ohio ...Vice-Pres., New York
Katherine Gimnane. .Gotham Silk Hosiery Co., Inc., New York, 

Sales Promotion .............. Same Company ..................Adv. Mgr.
Donald Vance ...........National Screw & Manufacturing Co., Cleve-

lanci, vino ................................... ......................................................... cilclliuu utuw vu.,
Cleveland, Ohio ...............Adv. Dept., In Charge of 

Production
L. B. Krick ............... Calvin Standford Adv. Agency, Atlanta.............. Citrus Products Co., Chi­

cago ..................................... Adv. Mgr.
J. J. Hilt..................... Racine Radiator Co., Racine, Wis.......................... Y'oung Radiator Co., Ra­

cine, Wis................................ Sales Mgr.
Louis E. Shecter.........The Joseph Katz Co., Baltimore, Member of 

Firm..............................Hecht Bros. Stores, Balti­
more and New York..........Adv. Director and Coun­

sellor
Stephen I. Miller. ... American Bankers’Association, New York, Nat’l

Men, New York ...............Executive Mgr. (effective
Nov. 1)

CHANGES IN PERSONNEL— (Agencies, etc.)
Name Former Company and Position Now Associated With Position
Paul R. Eager...........Hahne & Co., Newark, N. J., Adv. and Sales 

Mgr..........................................Amos Parrish & Co.,
New York ......................... Associate Director

C. M. Sommers...........E. A. White Organization, New York, 
Adv. Mgr...............................Reuter Advertising Agen­

cy, New York ....................Merchandising Service
Manager

George F. Lord .........Chevrolet Motor Co., Detroit, Adv. Mgr............... Colin Campbell Corp., 
New York .......................... Partner

Colin Campbell .........Chevrolet Motor Co., Detroit, Vice-President ..Colin Campbell Corp., 
New York .......................... Partner

S. J. Hanick .............Reuben H. Donnelley Corp..........................................S. J. Hanick Co., Phila­
delphia .................................President

Harold W. Cooke . . .J. B. Colt Co., New York, Adv. and Sales Mgr..N. W. Ayer & Son, Phila­
delphia ................................ Plan Dept.
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Lumber Yard 
or

building ^Lerc hant?
By Dr. Wilson Compton, 

SECRETARY-M ANAGER
National Lumber Manufacturers Association

(l-rom a recent address to the National Lumber Manu- 
factiirers Association)

“ 1 here has been a striking transformation in the I 
position of the retail lumber dealer. Formerly I 
the retail dealer, in fact, as well as in name, was I 
a dealer in lumber. Tn the rural line yards other I 
supplementary' materials were regularly handled; I 
but usually not materials in direct competition I 
with lumber. Tn larger towns and cities, a few I 
lumber yards continue to handle lumber only, I 
while the builders supply yards handle diversified I 
building material. But the number is small and I 
growing smaller.”
“Speaking in general terms, the retail lumber I 
dealers arc in fact no longer lumbermen. They ’ 
are friendly to lumber. They always have been. ' 
They formerly were partisan to lumber. A few I 
still arc. Most are not and they will not be.
“The transformation of the typical retail yard 1 
from a lumber yard to a distributor of diversified I 
building materials has been gradual, not spectacu- I 
lar. but almost universal.’’

Because Building Supply News impartially discusses the advantages and^uses of all 
building materials it is natural that it would be the favorite journal of retailers dealing 
tn any and all character of building supplies. Therefore, it is not surprising that the 
more than 8,000 building supply dealers now reading this paper include a larger number 
of dealers handling lumber than the lumber dealer circulation of any other publication 
reporting to the A. B. C. If your product enters into the construction or maintenance 
of any character of building, we can show you how to successfully ^market it.

“Edited for the Merchant of the "Building Industry”
407 South Dearborn Street. CHICAGO 

New York Member! A. B. C. and A. B. P. Cleveland
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CHANGES IN PERSONNEL—(Agencies, etc., continued)
Name Fortner Company and Position Now Associated With Position
John L. Boyd.............N. W. Ayer & Son, San Francisco, Cal................. Geyer Company, Dayton,

Ohio .......................................Account Executive
Dudley H. Brattin ...Millis Adv. Co., Indianapolis, Ind.........................Geyer Company, Dayton,

Ohio ......................................Account Executive
T. 0. Warfield ...........Warfield Advertising Co., Omaha, Neb..................Ferry-Hanly Adv. Co.,

Inc.. New York .................Account Executive
Bruce W. Elliott........ Moser & Cotins, Utica, N. Y......................................Chappelow Advertising

Co., St. Louis ...................Copy
Beni. F. Meyers........Livermore & Knight Co., Inc., New York............. James F. Newcomb & Co.,

New York ......................... Member of Staff
Joseph Epstein...........Item-Tribune, New Orleans......................................Fitzgerald Adv. Agcy.,

Inc.,

L. H. Coloney.............General Chemical Co., New York.............................Street & Finney, Inc.,
New York ...........................Vice-Pres.

Heuwy C. Colby.........Frank Presbrey Co., Inc., New York...................... Olmstead, Perrin & Lef-
fingwell, Inc., New York..Acc’t Executive

Tom F. Blackburn ... J. Walter Thompson Co., Chicago..........................Carroll Dean Murphy,
Inc., Chicago ..................... Copy

Janies A. Hausman ..Henri, Hurst & McDonald, Chicago ..................... Carroll Dean Murphy,
Inc., Chicago .....................Production Manager

E. F. Kennedy...........National City Company, N. Y. Representative
111 OUUlzXimil ivLJ ILMLy ...................... . UICIL ZxUV.j

Inc., New Orleans ............Vice-Pres. 
Ralph Richmond ...National Board of Fire Underwriters, New

York, Ass’t Director of Public Relations.............Z. L. Potter Co., Syra­
cuse, N. Y..............................Copy Chie

Robert Hunt .............United Press, New York ..........................................Casey-Lewis Co., Nash­
ville, Tenn..........................Copy

CHANGES IN PERSONNEL— (Media, etc.)
Name Former Company and Position Now Associated With Position
Paul Ray ................... E. Katz Special Adv. Agency, Chicago,

Hl. Salesman ................................................................Same Company, Detroit
Branch Salesman

G. J. Dietrich ...........The Farm Journal, Philadelphia, Salesman. ...E. Katz Special Adv. 
Agency, Chicago................ Salesman

Roy M. McDonald... Henri, Hurst & McDonald, Chicago................... Gillette Publishing Co.,
Chicago ..............................Adv. Mgr.

R. W. DeMott ...........Experimenter Publishing Company, Inc., and
The Consrad Co., Inc., New York, Secretary 
and Business Mgr....................................................... Resigned

Stroud Galey ...........American Magazine, New York, Representa­
tive ...................................... Forum, New York ............ Western Advertising Mgr.

P. J. Flannery .........Brooklyn Citizen, Brooklyn, N. Y., Adv. Man­
ager ....................................New York Sun ...................Adv. Representative,

Brooklyn
W. J. Dougherty... .The Music Trades, New York, Managing 

Editor ..................................Same Company................... General Manager
U. J. Kraemer.........Cleveland Press, Cleveland, Ohio .........................Baltimore Post .................. Advertising Manager
E. G. Cooke ..............Cooke & Hance, Detroit ............................................The Mulford Co., Detroit. Sales Dept.
Leonard A. Hecht...Baltimore Post, Baltimore, Adv. Mgr...................Baltimore News, Balti­

more ..................................... Display Adv. Staff
Arvin L. Wheaton... Localized Advertising Corp., Detroit, Repre­

sentative ........................... The Mulford Company.
Detroit ................................Representative

Mrs. Kenneth S. Kirk­
land ..............................The Butteriek Quarterlies, New York, Adv.

Dept.................................................................................. Children, The Magazine
for Parents, New York. . .Adv. Staff

W. C. Weber...............Philadelphia Record, Philadelphia, Book Dept.. Charles Scribner’s Sons. 
New York .......................... In charge Book Adv.

, • . - Dept.
W. L. Ettinger........... Frank Presbrey Co., Inc., New York....................The Outlook, New York..Adv. Mgr.
A. L. Carmical...........Chicago American, Chicago, Promotion Mgr... Chicago Herald and Ex- ।

aminer, Chicago ...............Promotion Mgr.
Miss J. C. Coburn. ..LaSalle & Koch Co., Toledo, Ohio......................... Harper’s Bazar, New

York......................................Promotion and Merchan-
’ ' ' dise Mgr.

Wallace Meyer .........Charles Scribner’s Sons. New York, in charge ; -
Book Adv. Dept....................... .. Resigned
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Ban advertisement by
CHARLES W. HOYT, President, CHARLES W. HOYT COMPANY

WHEN the representative of a 
class paper appears before an 
advertiser he is armed with 

figures, charts, and mnps. He states 
the extent of his circulation in 
certified figures; he indicates where 
those purchasers of the paper 
are located; he presents lists of 
subscribers to show the character of 
the circulation. Then he stops, con­
tent. He has demonstrated to his 
satisfaction the three ’’dimensions” of 
his publication : "How many,” 
“Where” and “Who.”

E I WERE HIS STAFF

Rut the really wise advertiser is not 
satisfied There remains unconsidered 
a fourth and very important dimen­
sion. “Do these people actually read 
your paper?” he shrewdly asks. “Do 
they look forward to its arrival? Do 
they read it as soon as it has come? 
Or do they feel chat it won’t matter 
if it lies around for a while un­
opened?”

In any of the class fields it is easy 
to discover the size of a circulation, 
how it is distributed and of what it 
consists. Those qualities are easily 
judged from standard tabulations; 
but whether the subscribers are really 
reading the publication is very much 
less evident. There is, however, one 
simple and significant rule of thumb 
to follow: Make an estimate of the 
editor.

WHO DID IT?

Why did the Ladies Hoaie Journal 
have so amazing a growth? What 
made the American Magazine go 
ahead in leaps and bounds? What 
made The Saturday Evening Post, the 
most remarkable of all weeklies? 
Were not their striking successes due 
to editors of the type of Bok, Siddall 
and Lorimer?

This editor has a staff of eleven 
contributing editors, a staff of a qual­
ity such as would in itself assure his 
paper’s being read. Who can resist 
reading whatever Earnest Elmo 
Calkins writes? Who is there among 
all the authors of marketing articles 
who writes as welt as “Bob” Upde­
graff? When Kenneth Goode makes 
a comment, all listen to what he says. 
Nobody who has heard or read an 
opinion of G. Lynn Sumner will fail 
co be interested in his published 
thoughts. When Charles Austin Bates 
takes up his pen, all of us stop, look 
and listen.

To make sure that his circulation 
consists of readers, Mr. Kendall has 
assembled this remarkable contrib­
uting staff. To depend upon chem 
would satisfy the average editor; but 
it does not satisfy \d\ERT1S!ng AND 

Selling. It scours the advertising 
world for feature articles; it keeps at 
its search for the unusual and the 
worthwhile. It secured one of the 
most remarkable biographies of ad­
vertising experience which has ever 
been published. It induced that bril­
liant advertising man Claude C. 
Hopkins to write the experiences of 
his life, a series that grips the atten­
tion—and holds it. '

IN ONE ISSUE

Those great editors were never 
satisfied until they had secured the 
definitely best, the most unusual and 
the most provocative articles to be 
had. Bok traveled over the entire 
world in his search for feature arti­
cles. Lorimer demanded the greatest 
from the market of business romances. 
Siddall secured the intimate life 
stories of the most interesting and 
successful people. As a result their 
publications were not mere desk and 
table decorations.

To have your advertisement read it 
must be in a medium that is itself 
read. To have readers who really 
read it is apparent that there must 
be the right sort of an editor—a man 
who has a keen instinct for what will 
interest his subscribers. Advertising 
and Selling is fortunate. It has such 
an editor, one who is not a mere “desk 
editor.” It has an editor who is in 
constant, close contact with advertis­
ing men; one who keeps his ear to 
the ground, who anticipates future 
wants accurately and then wisely stops 
when they have been supplied.

Nobody in the advertising field is 
either so busy or so successful that he 
can resist the demands of Kendall. 
In one issue alone we may read arti­
cles by Theodore F. MacManus, a 
leader among advertising agencies, by 
Benjamin Jefferson, the originator of 
the Milline, and by F. G. Hubbard, 
another leader in advertising agency 
circles. Here are three authoritative 
writers any one of whom used as a 
feature might alone carry an issue of 
an ordinary publication.

Q. E. D.

Illllllllllllllllll

So the representative of \d\ertis- 
ing \nd Selling should have a very 
easy job. He can quickly demontrate 
in the customary way the three di­
mensions of his circulation. That 
should be enough. But if he is deal­
ing with a very cautious buyer, he 
has a powerful advantage over most 
of his fellows. He can prove chat he 
has the fourth dimension.

If I were a representative of 
Advertising and Selling I would pre­
pare a list of contributors and their 
contributions. It would leave no 
doubt that as to whether my paper 
possessed that great quality—Read­
ability.
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CHANGES IN PERSONNEL-(Media, etc., continued)
Name Former Company and Position Now Associated With Position
Thomas F. Kilroe.... Furniture Record, Eastern Territory................... Engineering and Contract­

ing, Chicago, III..................N. Y. Representative
W. L. Ralston...........McGraw-Hill Co., Cleveland, Ohio...........................Engineering and Contract­

ing, Chicago, Ill................... Representative
A. F. Seested.............The Star, Kansas City, Mo., First Vice-Pres, 

and General Mgr..............Same Company .................. President
F. W. Maas.................The Magazine Advertiser, New York, Adv. Mgr.Aviation Stories & Me­

chanics, New York ..........Adv. Mgr.
J. H. Kyle................... E. M. Burke, Inc., New Y'ork......................................Paul Block, Inc., New

York .................................... Solicitor

Name

CHANGES IN AGENCIES AND NEW ADVERTISING ACCOUNTS
Address Product Now Advertising Through

The Marine Trust Company...........Buffalo

R. B. Boak Co....................................Chicago ...................
The Swanson Co................................. Newark, Ohio ...
Siebel Institute of Technology... Chicago ...............  
Reliable Knitting Works ...............Milwaukee ............

Quinlan & Tyson, Inc.......................Chicago ...................

*Philip Morris Co., Ltd., Inc.......... New York ..............

Automotive Lighting & Ignition 
Co.....................................................Chicago ..................

The Shirtcraft Company, Inc......... New York ..............

Bennett Better-Built Homes...........North Tonawanda,
N. Y.........................

Pass & Seymour................................Syracuse, N. Y'. .,

Protectahood Corp..............................Auburn, N. Y. ...

Dexter Poultry Co............................. New York ..............
Lebolt & Company........................... New York ..............

The Chicago Record Co.....................Chicago ..................

E. A. Kline & Co...............................New York ..............
Gillette Safety Razor Co................ Boston .....................

The Vermont Marble Co.................Proctor, Vt..............
The Illinois Watch Co....................... Springfield, Ill. ..
The Mohawk Corp, of Ill................ Chicago ..................
Cosmo Products, Inc......................... Chicago ..................
The Royal Easy Chair Co...............Sturgis, Mich. ... 
Florence Stove Co..............................Boston ....................

Finance ..........................Barton, Durstine & Osborn, Inc., Buf­
falo

Prefet Sardines .........The Quinlan Co., Chicago
Drug Products.............The Quinlan Co., Chicago
School ............................Carroll Dean Murphy, Inc., Chicago
Knitted Caps and
Scarfs ............................Carroll Dean Murphy, Inc., Chicago
Real Estate and Mort­
gage Bonds ................. Carroll Dean Murphy, Inc., Chicago
Barking Dog Cig­
arettes ............................Tuthill Adv. Agency, New Y’ork

Automobile Lamp
Bulbs ...............................Hurja-Johnson-Huwen, Inc., Chicago
Everfit Collar Equipped 
Shirt ...............................Charles W. Hoyt Co., Inc., New Y'ork 

.Better-Built Homes . .Z. L. Potter Co., Syracuse, N. Y.
Porcelain Lighting 
Fixtures ....................... Z. L. Potter Co., Syracuse, N. Y.
Asbestos Inner Lining
for Automobile Hoods.Z. L. Potter Co., Syracuse, N. Y.
Poultry ......................... Frank Presbrey Co., New York
Jewelry ..........................The Wide World Advertising Corp.,

New York
“Black Patti,” Phono­
graph Records ............ Reed G. Landis Company, Chicago 
Medalist Cigars ...........Federal Advertising Agency, New York 
Gilette Razors .............Barton, Durstine & Osborn, Inc.

(Effective Jan. 1, 1928)
Marble ............................The Kenyon Co., Inc., Boston
Watches ....................... D’Arcy Advertising Co., St. Louis, Mo.
Radios ............................John H. Dunham Co., Chicago
Cosmo Hair Dressing. .Pickus-Weiss, Inc., Chicago
Royal Easy Chairs.... Campbell-Ewald Co., Inc., Detroit 
Heaters and Ovens.... Cowan, Dempsey & Dengler, Inc., New 

York
The Meadow Brook Nurseries, Inc.Englewood, N. J...........Nursery .......................... Charles W. Hoyt Co., Inc., New York
Roethlisberger & Co...........................New York ...................... Cheese ............................. Cecil, Warwick & Cecil, New York
Automotive Equipment Assn.......... Chicago .........................Automotive Equip­

ment .................................The Reed G. Landis Co., Chicago
Pioneer Packing Co............................Seattle ............................ Minced Sea Clams . ...H. K. McCann Co., Seattle
The Pausin Engineering Co....... Newark, N. J....................Octacone Radio Loud

Speakers ........................ John 0. Powers Co., New York
New Haven Copper Company.... Seymour, Conn..............Copper .............................0. S. Tyson & Co., Inc., New York
Tyson & Company, Inc......................Paris, Tenn......................Perfume .........................Frankel-Rose Company, Chicago
Jacobson Mantel & Ornament Co..New York ..................... Ornaments .................... C. J. Oliphant Adv. Agency, Inc., New

York
The Easton Trust Co........................ Easton, Pa........................Finance ...........................John Clark Sims Co., Philadelphia
Shu-Milk Products Corp...................Newark, N. J..................Dressings for Foot­

wear .................................Paris & Peart, New York
•Not to be confused with the advertising for Marlboro Cigarettes, English Ovals, Players, Philip Morris, which continue to be handled 

by Picard, Bradner, Brown, Inc., New York.
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^fhe Unfettered Voice of 

American Business

WITH tbe increasing complexity of American business 
comes the ever-increasing demand for clear thinking, 

founded on unbiased, undistorted facts.f In October
Page 1 of the 

Shaw Airplane Log

LhMEL. hangar and mainte 
I nance costs, landing-held 

facilities and their accessibility 
Io business centers, time-sav­
ing effected, influence of 
weather conditions - all these 
are being carefully recorded in 
the cner.iti.on of the Shaw 
Publications' test ship that 
Business may find Ihe answer 
to its queslinn. "Can the air­
plane be adapted to our busi­
ness’" You will find Page 1 
of this Log in Thf Magazine 
of Business for Oitober.

"To Merge or 
Not to Merge’’

H THE.N is a merger justi- 
’ ’ lied? Can sales volume 

be bought rather than built ? 
Does the merger offer a prac­
tical solution to rapidly rising 
sales and distribution costs’ 
Two presidents of companies 
who have faced and answered 
this problem explain their de­
cisions in The Magazine of 
Business for October. Both 
answers are based on thorough 
analyses of all pertinent fac 
tors; yet these two companie 
made opposite decisions. You 
will want tn read both sides of

And the bias of class interest, of group against group, of section 
against section-all these tend to warp the interpretation of 
significant facts and developments as they are given to tbe 
business men of the nation.

Standing alone in its service to American business is The 
Magazine of Business. It knows no subservience to any 
interest—to any group of interests - save one, the inti rusts of 
American business men as a whole.

Moreover its direction is taken, not from any one individual or 
from any special group. Rather it touches and interprets all 
business. For thc>e 21,000 men of The Council on The Trend 
of Business - leaders in all lines of Industry, Commerce and 
Finance in every section of the country — are the personal repre­
sentatives of all business. And in The Magazine or Business 
the business men of the country find unfettered voice.

It is this freedom from restraining influence - this ability to 
interpret business to business, as Business really is. that has 
brought the greatest subscriber audience. Xo other magazine 
with service to business readers” as its sole appeal ever ap­
proached the 210.000 net paid circulation of The Magazine 
of Business.

A \V. Shaw Company, Ca^s, Huron and Erie Streets, Chicago; I Park Avenue, 
New York City

this story in The Mag \zine 
of B”s’xfss for October, now

“WHERE BUSINESS LEADERS TALK WITH BUSINESS LEADERS**
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CHANGES IN AGENCIES AND NEW ADVERTISING ACCOUNTS (Continued)
Name Address Product Now Advertising Through
B. A. Ballou & Co., Inc.....................Providence .................... Jewelry ...........................Larchar-Horton Co., Providence
The Metal Ware Corp.....................Two Rivers, Wis............Household Appliances.The Buchen Co., Chicago
Liggett Building Barber Shop ...New York..................... Barber Shop ................ Hazard Advertising Corp., New York
Economy Puniping Machinery Co. Chicago and Joliet. ... Pumping Machinery .. Carroll Dean Murphy, Inc., Chicago 
Kathryn Murray, Inc....................... Chicago ........................... Cosmetics ........................Carroll Dean Murphy, Inc., Chicago
Arlington Park National Jockey

Club ................................................Chicago.............................Jockey Club....................Vanderhoof & Co., Chicago
The Hayes Body Co...........................Grand Rapids, Mich.. .Automobile Bodies. . ..C. C. Winningham, Inc., Detroit
The Kelly Case Corp........................Chicago.............................Sample Cases ................ Frankel-Rose Co., Chicago

PUBLICATION CHANGES AND APPOINTMENTS
The Herald, Washington, D. C........................Has appointed E. M. Burke, Inc., New York, as its national advertising repre­

sentative.
The American, Baltimore. Md....................... Has appointed E. M. Burke, Inc., New York, as its national advertising repre­

sentative.
The Mercury-Register, Oroville, Cal.............Has appointed M. C. Mogensen & Co., Inc., New York, as its national adver­

tising representative.
Warren C. Platt .................................................Publisher of the National Petroleum News, Cleveland, Ohio, has purchased

Town & Country Club News, a monthly publication with circulation in and 
around Cleveland.

Nassau Daily Star, Lynbrook, N. Y............ Has appointed the George B. David Co., New York, as advertising representa­
tive in Eastern and Western territories.

The Ledger, Noblesville, Ind...........................Has appointed Scheerer, Inc., New York and Chicago, as its national adver­
tising representative.

The Talbot Publications, Des Moines, Iowa. Have appointed A. G. Krahe as New York advertising representative, and 
F. W. Henkel as Chicago representative.

The Oroville Mercury Publishing Company, 
Oroville, Cal.................................................. Has purchased the Oroville Register, which is consolidated with the Oroville

Mercury, and known as the Oroville Mercury-Register.
The Lawyer & Banker Magazine, New

Orleans, La., and Detroit, Mich...................Has taken over the Central Law Journal, St. Louis, Mo. The new magazine
will continue to be known as The Lawyer & Banker Magazine.

The Daily Pantagraph, Bloomington, Ill.... Has purchased The Daily Bulletin, Bloomington, Ill. The new newspaper will 
continue to be known as The Daily Pantagraph, with a half-sized heading, The 
Daily Bulletin, superimposed below.

MISCELLANEOUS
Engineering & Contracting Publishing Co., 

Chicago ......................................................... Name changed to Gillette Publishing Co.
Irwin Jordan Rose Co., Inc., Advertising 

Agency, New York ..................................Has consolidated with the Palmer Gantert Co., New York. The new company
will continue to be known as Irwin Jordan Rose Co., Inc.

Doubleday, Page & Co., New York, Pub­
lisher ............................................................. Has consolidated with the George H. Doran Co., New York. The new company

will be known as Doubleday, Doran & Co., Inc.
Success Magazine, New York..........................Name changed to New Age Illustrated.

NEW ADVERTISING AGENCIES AND SERVICES, ETC.
Colin Campbell Corp............ 420 Lexington Ave., New York ......... Business Counsel.. Colin Campbell and George F. Lord
S. J. Hanick Co..................... Philadelphia ............................................. Window Display

Service ................... Samuel J. Hanick
*The Fashion Co-ordination 

Bureau, Inc.....................247 Park Ave., New York...................... Fashion Service ..J. Sherwood Smith, Pres.; Lucy Park,
Vice-Pres.; Rene Clark, Sec’y, and 
R. P. Clayberger, Treasurer

The Rule-Williams Adver­
tising Agency .............Worcester, Mass.........................................Advertising............Edgar W. Rule and Otis Carl Williams
•Associated with Calkins and Holden, Inc., New York, Advertising Agency.

CHANGES IN ADDRESSES
Advertising Agencies and Services, Publications, etc.

Name Business From ' To

Martin-Gessner, Inc...................Advertising ...........................1208 Pere Marquette Bldg.,
New Orleans................................ Canal Bank Bldg., New Orleans
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Brown Bros.
" . . St. Louis . . 2000 Industrial Plants With Problems in 

Heat-Treating . . "

Industrial Gas
delivers—intact—the market 

for industrial gas equipment 

and heat-control apparatus.

T
HERE is a vast number of industrial plants in 
this country that are handicapped with various 
problems in the application or control of heat in 

their manufacturing processes. Such plants are naturally 
the preferred prospects lor gas fuel, and therefore for 
all manner of gas equipment and heat-control apparatus. 
And in every case, the responsible officials and influential 
employees in these plants are being soundly educated 
to the advantages of gas heating, through the magazine 
INDUSTRIAL GAS.

Which means just this—that if ynu are a manufacturer ol 
any sort of equipment that can be used to solve the prob­
lem of heat in manufacture, your whale primary market 
is delivered to you here, intact. INDUSTRIAL GAS 
covers your market 100%; every copy registers high in 
positive advertising value. Circulation is carefully mea­
sured to your market, in this way: the Laclede Gas 

Light Company of St. Louis, for example, found that there 
are 2000 of the city’s industrial plants that have problems 
in heat-treating, to which problems the adoption of gas 
fuel guarantees a permanent solution. These are the 
firms in St. Louis to which INDUSTRIAL GAS is being 
sent—and they are the best and only prospects in this 
city fnr the manulacture of gas equipment or heat-control 
apparatus. Among them are such concerns as the Amer­
ican Stove Company, Chevrolet Motor Company, Federal 
Truck Company, Lambert Pharmaca! Company, Mnon 
Motor Cars, and Mack Motor Trucks. Any circulation 
beyond these 2000 is waste circulation.

And so on, all over the country. St. Louis is just one of 
the industrial cities in which INDUSTRIAL GAS has 
complete command ol the market for industrial gas 
equipment. With such a conveyance for your adver­
tising, your campaign in this market is certain to succeed 
from the first.

This ts the second advertisement of a series citing some of the industrial cities in Which 

INDUSTRIAL GAS has 10 OY coVerage of the market for gas equipment and heat-control apparatus.

Industrial Gas
Published by the Robbins Publishing Company, Inc.

9 East 38th Street New York City



Reproduced Jr gm the Century Magazine of February, 189 0.

The Entire Union Army at any 
period of the Civil War did not equal the 
host that buys The Tribune every Sunday
With the nation torn asunder and brother fighting brother over 
the questions of national Union and slavery, the North and 
South stretched their resources to the limit in the Civil War. 
The North exhausted every expedient to obtain volunteers— 
maintained a rigorous draft—and poured every man it could 
obtain into the battle areas of Virginia, Tennessee, Mississippi 
and Georgia, until the persistent hammering of Grant and Sher­
man finally brought the bloody struggle to an end.
And yet, with its resources strained to the utmost, the North 
never once, in the entire four years, had as many men in the 
field as buy The Chicago Tribune every Sunday!

IT takes comparison with great events, and the great hosts of history, 
to give reality to the tremendous figures involved in describing Tribune 

circulation.

On one bloody day July 3, 1863 the two widely separated struggles 
of Gettysburg and Vicksburg saved the Union. Yet the 283.000 men who 
participated on both sides in these gigantic struggles would form only 
a small part of The Tribune’s present day circulation.

Add to them the 105.000 men Grant led into the Wilderness in ’61 to 
“fight it out on this Une if il takes all summer”—add the 62.000 with 
which Lee opposed him and the city and suburban circulation only of 
The Daily Tribune would provide numbers enough for both sides of oil 
these struggles, with enough left over to equal the number in the two-day 
triumphal parade of the Grand Army of the Republic through Washington 
after the war was ended!

When it comes to The Sunday Tribune, we must use the entire Civil War 
to get comparisons, Imagine the «lays of 1862 when both sides were 
at peak strength---- Grant feeling his way down the Tennessee toward his 
bloody check at Shiloh—Buell hastening lo his aid—McClellan’s army of

the Potomac trying to hammer westward along the Peninsula—the forces 
in West Virginia, Missouri, everywhere.

Picture al! the men in the field of oil the Union armies at any one time 
in the wai----- and you wouldn’t have as many' as Buy The Chicago 
Tribune every Sunday!

In four long years of bloody fighting the boys in blue fought through 
to victory. In the bloodless battles of commerce, The Chicago Trihune 
hammers through, e%ery day, with any sales message you want carried 
to a dominating percentage of the buyers in Chicago and the Chicago 
trading territory.
The Daily Tribune carries your sales messages to 595,815 buyers in 
Chicago and suburbs alone—-reaches 60% of the families in Chicago 
-----61% of the families within Chicago and suburbs. No other Chicago 
daily reaches as many with its TOTAL circulation.

The Sunday Tribune’s city and suburban circulation of 696.310 reaches 
71% nf the families in Chicago and suburbs. Its country circulation of 
396.279 reaches 20 to 80% of the families in 517 cities and towns of 
more than 1000 population in the five stales of The Chicago territory. No 
newspaper in America not owned by The Tribune can equal The Sunday 
Tribune’s t«ital circulation of 1,092.589.
Such coverage gives advertisers an opportunity to place their sales 
messages before a dominating percentage of the buyers of America s 

richest market!

tribune
THE WORLD'S GREATEST NEWSPAPER

Circulation: 781,521 Daily: 1,092,589 Sunday




