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SEABISCUIT-WAR ADMIRAL DUEL
—= —A CBS SPORTS EXCLUSIVE

On May 30, the long-awaited meeting of Seabiscuit

and War Admiral will focus holiday-attention of a nation on

Belmont's festive track. Exclusively through Columbia Network

- . facilities, sports fans of all America will share the best seat in
the crowded grandstand; will follow every detail in this $100,000 duel
between Man-of-War's Son and Grand-son. Bryan Field broadcasting.
More than 10,000,000 CBS listeners heard Lawrin race to gallant victory
in the Kentucky Derby, May 7. More millions, through June, July,
August and September, will hear the most important races of the sea-
son as they are run at Aqueduct, Belmont, Empire, Jamaica and

Saratoga. They will be covered in detail by Bryan Field; broad-

cast exclusively over the Golumbia Broadcasting System.

CBS AUDIENCE FIRST TO LEARN ANSWER

Greatest meeting of collegiate crews in the country is the
annual regatta at Poughkeepsie on the Hudson. Rowing enthy-

siasts wonder if this year, with its bumper crop of good crews,

will produce a successful challenger to Washington's suprem-
acy. Columbia's audience, early in the evening of June 27 e 5
will be the first to learn the answer. For Columbia alone __ :
will be seated in the officials’ launches, on the train, ____,”"ﬁ"‘,*x
and at reserved vantage points along the /.

_— -~

course...broadcasting the race as it happens!
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They Praised
The ADVERTISER’S
SKETCH BOOK of 1937

Dear Mr. Rosenberg:

The SKETCH BOOK is unique, to say the least. It
is beautifully printed and contains a world of informa-
tion and some observations personal and otherwise that
are illuminating. Yours very truly,

WILLIAM C. D’ARCY, President
D’Arcy Advertising Co., St. Louis, Mo.

Dear Mr. Davis:

I am grateful to both you and “Rosie” for sending
me a copy of The SKETCH BOOK. It comes up to all
advance notices and 1 think you’ve turned out a per-
fectly swell job.

Ex-Lax is a subscriber to The ADVERTISER and a
copy of it is placed on my desk every month. I think
it is getting better and better all the time.

Sincerely,
NAT C. WILDMAN, Adv. Mgr,
Ex-Lax, Inc. (Now with Joseph Katz
Ageney, N. Y.) Brooklyn, N. Y.

Gentlemen:

We want to offer you our compliments on The
ADVERTISER’S SKETCH BOOK. We assure you that
your magazine, as well as The SKETCH BOOK, is very
much read in this office and it is a pleasure to pass
your invoice for another year’s subscription to The
ADVERTISER.

Very truly yours,

B. F. KLEIN, Vice President

The Nivison-Weiskopf Co., Lithographers,
Cincinnati

Dear Mr. Rosenberg:

All in all the most interesting and readable publica-
tion to reach my desk. There’s a real tang and zest
to the whole book.

CARL HAVERLIN, Sales Manager
KFI-KECA, Los Angeles, California

Dear “Rosie”:

I just want to express the hope that I’'m still on the
list to receive a copy of The SKETCH BOOK without
gnawing out the coupon from the inside cover of the
May issue of The ADVERTISER.

One reason is that I like to keep The- ADVERTISERS
for future reference, and the other is I’m anxious to
see The SKETCH BOOK.

With kind personal regards, I am Sincerely,

W. B. “DOC” GEISSINGER, Adv. Mgr.
California Fruit Growers Exchange
Los Angeles

Dear Mr. Rosenberg:

Thanks kindly for the copy of “The ADVERTISER’S
SKETCH BOOK.” This is a very interesting book and
I have routed it through the hands of all the employees
of this Branch. Very truly yours,

W. D. PATTERSON, Branch Manager
The White Motor Co., Spokane, Wash.

Dear Manny:

Your “SKETCH BOOK?” is an excellent pictorial
record of important happenings in the advertising
business in 1937.

You are to be congratulated upon it, Manny, and I
sincerely hope you plan to continue this new feature.
It j8 of very definite benefit to advertising.

Cordially yours,

FRANCIS N. McGEHEE,

General Advertising Director

The Cleveland Press (Now Scripps-
Howard Ohio Div. Genl. Adv. Dir.)
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THANK YOU

to an Appreciative Audience . . .

. . . It was at the earnest suggestion of
top men in the advertising field that
The ADVERTISER undertook to pro-
duce the first SKETCH BOOK in 1937.
They appealed unanimously for an an-
nual case-bound book which would pri-
marily preserve the many sketches of
their personalities that we draw the
country over, throughout the year.

.+« The initial appearance of The
SKETCH BOOK brought such resound-
ing salvos of applause from every type
of reader of The ADVERTISER, that we
had no choice but to continue this extra
service to our subscribers. Therefore,
this second volume.

... To all you appreciative readers,
The ADVERTISER’S Editor expresses
profound thanks, and gratification that

our extra effort and that of our es-
teemed contributors and collaborators,

are serving a genuine purpose. For the
funection of The ADVERTISER’S
SKETCH BOOK is three-fold: it fur-
nishes our subscribers with current ref-
erence material, also with illuminating
text, practically applicable; and pro-
gressively, it is compiling « unique
history of advertising.

. . . Your reaction to this book, as it was
last year, will be greatly appreciated.

Sincerely,

The ADVERTISER

/”dnuel koﬂenéeti

Ediior & Publisher
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GREETINGS 1938
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ADVERTISE AT THE PUIHT-UF-USE
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SENSATIONALSPEC-TRU-TONEPROCESS -
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Revolutionary . . new . . différent + ¢ in ,keef:i;'lg with pr'o'gre':'srﬁnr a.nAd.',t_her
times; Milprint’s new SPEC-TRU-TONE PROCESS is the answer *» 2
long-felt need for: faithtul, rapid copying and fine d=%a « cep*>" uctmm in
color photography as well as all other 11e: ims. ¢ Mulprint i~ rig ?m'ur-y
proud of the salad reprodt'ct. on on &e_réﬂ “se sile .. an example of

what yo- u av Jx ~~ct from SPEC-1 AL.TONE. 5 » » »

Ny

*Color Photograph
by Pohlman Studios

While foday FOR DETAILED INFORMATION REGARDING ...

BN Zooityped by
MILPRINT

QUALITY REPRODUCTIONS . . . RAPIDLY AND ECONOMICALLY!

PLANTS: MILWAUKEE . . PHILADELPHIA . . LOS ANGELES . . OFFICES IN ALL PRINCIPAL CITIES
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Cleveland Chamber of Commerce Crescent Market

1 it the Creseent Market
it is the result of the com-
gures of Cleveland ecivie
tions, publie utilities and
sociations. It's the market
Cleveland serves—the fifth
market in the country.
nough—or is it =0 odd—
nary coverage boundaries
 Stations WHK and WOLE
and coincide with those of
rent Market almost exactly.

n The Apvmzmisaz’s SKETCH BOOK—1938

To time buyers who have many
=lations in many markets to con-
sider, it simplifies matier= to know
that WHR and WOLE are the
Metropolitan (Jeveland stations to
be cho<en at a fair cost—and no
extra cost for “waste coverage.”

WHK and W({LE serve this Cres-
cent as no other (Jeveland stations
can—because they sarve Metro-
politan (leveland inierest= with

www americanradiohistorv com

program structures of direet ap-
peal to the locality in which their
audience lives. WHEK and WCLE
sell becanse they scrve the Crescent

Market.
T IiF A
{ i
’(E“'_'ﬂ-‘
E K Copestec, VicePrex == Gez Mg

K K SBoci=Ser Scies Ms=
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1e Cleveland Chamber of Commerce Crescent Market

y call it the Creseent Markef
anse it is the result of the eom-
ed  figures of Cleveland ecivie
anizations, publie utilitics and
¢ associations. [t's the market
ater (leveland serves—the fifth
itest market in the country.
llv enough—or is it 50 odd—
primary coverage boundaries
tadio Stations WHK and W(CILE
Jeveland coincide with those of
Crescent Market almost exactly,

4 maw 1t im The Apwmerisza’s SKETCH BOOK—1938

To time buvers who have many
stations in many markéei~ lo con-
gider, it stmplifies matiers to know
that WHK and WCLE are the
¥etropolitan (eveland <tation- to
be chosen at a fair cost—amd no
extra cost for ““waste coverage.”™

WHRK and WCLE serve this Cres
cent as no other (Jeveland «tation=
can—becuuse they serve Metro-
politan (develand interesis with
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program structures of direct ap-
peal to the focality in which their

mdiemce lives. WHE and WAE
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The ADVERTISER’S
SKETCH BOOK—1938 . ..

WILLIAM
C- D’ARCY

President,

The

DARCY
ADITERTISING
COMPANY,

St. Louis, Mo,

Volume 9, Number 6-a of The ADVERTISER
Volume 2 of The ADVERTISER'S SKETCH BOOK

“ADVERTISING Is As Old

Page 11

As CIVILIZATION...”

Famed Adverdising Ageney Chicel
Lditorializes  On The Subjcct Of
Advcr[ising And Printing . . . Huas

Advanced Economic And Human Relations

T is admitted that advertising is the power of an

idea multiplied, but this multiplication is some-

thing that we might put particular emphasis on
this year, because it is the three hundredth anniversary
of the Art of Printing, in America.

It may be something of a common thought that ad-
vertising as we see it today is something of the recent
past. "T'he facts, however, are that advertising is as old
as civilization. Man, in his primitive state, made use
of signs to reveal and followed signs to obtain. s he
learned to evaluate the symbols of nature, he began to
make headway.

Advertising, as it is reflected today in the printed
word, is simply a greater refinement of the cruder
svmbols from which man once gained his sense of
values.

The modernized tools of advertising have enabled
advertising to contribute substantially to almost every-
thing we use or do or are associated with, Advertising
today is the forethought of business, not in any sense
the afterthought.

In the record of the long effort toward improvement,
cconomically and socially, advertising has been an ar-
ticulate instrument that, when properly used, has not
only justified itself, but nceds no defense. The power
of an idea is the raw material of advertising, and must
be defined, refined and made compatible with the poli-
cies and purposes of business and management, Today
it plays an indispensable part in the intelligent promo-
tion of any worthy product or service.

www americanradiohistorvy com
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Making NEW

%

calost odiols are Victor rlislh!

l* 2 i

Record Player for
Every Member

i d

MEKE AIE THE PRIVILEGES ALL

Regular Record
Dividends

HOW YOU JOIN THE SOCIETY
AND ENJOY ITS PRIVILEGES YOUR HOME IS YOUR CONCERT HALL ‘
!

SOCIENY MEMBERS ENIN

Year's Subseription to
Victor Record Review

o

1

w« £
Victor Record Booklet, -

Consultation Service

AP s ek

C W prrionad attewinm, o et

i

PROFITS In An OLD Business...

RCA-Victor Record Sales Leap 575% On Promornion Plan That

Follows Theme ol Book-ol-the-Monch Ciub ...

Backed by Huge

Advernsing Appropriation—Vicror In Past 40 Years Invested
885,000,000 In Advertising

By JAMES G. SCHNELL
ITIt the advent of radio
onc of the most profitable
of  American  industries

was destined to be temporarily for-

gotten by noveltv-minded  \meri-
cans, forever i search of some-
thing new.

The surprise of the industrial
and music world today is the star-
tling comeback of \ictor records.
Once more they are “smart”—are
selling by the millions from New
York to Hollvwaood. like the stars
that fell on Alabama, the meteoric
upward tlight of record sales in the
past four years has astonished the
most optimistic seller of music. No
need to bore you with statstics—
the simple tact that annual record
sales have increased 373% in less
than four vears tells the tale-
But why?

This phenomenal rise can not be
attributed  to advertising  alone.
More and more RCA Victor ren
hized that the people were hungry
for music. Public appreciation of
music was growing.  Broadeasting,
music  appreciation  in - schools,
musicils in the movies all contrib-
uted. The desire was there and
1t was up to advertising to bring

The Apverriser's SKISTCITI

BOOK-—1938

Victor Record Div, RC.1 Mfg. Co.,

out this desire, to show the people
where and how they could get the
best in recorded music.

S0 radio—exciting,  mysterious,
promising new gratitication of the
universal desire for music did not
sowul the death knell of records.
lustead, radio became the phono
graph’s greatest allv, by creating a
vast new audience with an appetite
for music which only records could
supply.  RCA Victor’s advertising
began to shout aloud about new
technical developments and incred
ibly precise methods of recording
and reproducing practically every
great and popular music  artist.
Once more the Victor dog heard
“His Master’'s Voice” the Ameri
can public. The tide wus rising
and the satls were set.

Gradually the interest of the pub-
lic was agamn centered on records
as month after month, outstand-
g newspapers and magazines car-
ried the message of Victor records
and phonograph-radios to millions
of American music lovers. The ads
featured the central theme of mu
sic in the home continuing to pre-
scnt RCA Victor records and record
plavers as one way to get “the

Page 12
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Camden, N'. I

music vou want when you want ir.”’
Records whetted musical appetites
for more.

Curious and interesting was the
Victrola’s marriage to radio—the
very same factor that caused its
temporary decline. Radio has been
used by RC\ to give record music
new nnpetus and sttt it toward a
future more glorious than the past.
The Magic Kev Hour, the only full
Lour coast-1o-const progrim spon-
sored by any phonograph-radio
manuftacturer, continued to feature
famous \ietor recording artists and
promote the idea of music in the
home. As the record husiness grew,
more and more expenditures were
made  for advertising.  Toscanim
directed a series of ten hroadcasts
on a natnon-wide hookup, the most
sensational radio scoop of all times.

Famous Victor arusts were fen-
tured on great commercial pro-

grams throughout the year. On
ten stations throughout the nation,
forty-five minutes every night in
the week was devoted 10 recorded
NMUSIC programs,

No newspaper or magazine runs
cditorial copy unless it 1s sure of
its readers’ demand.  Todav, as a

®

The RCA-Victor
Record plan  that
increased  phono-
graph and record
sales sky ligh in
mid-recession and
continnes  lo -
crease record salcs.
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result of the tremendous impact
of RCA Victor's adverusing, 300
newspapers and magazines feature
regular record reviews,

Advertising copy centered Amer-
ica’s mterest on atbum sales as well
as single record sales, The trend
15 to buy complete symphonic or
complete operatic selections, Al-
bums are even made of popular
muste classics. Thus, once again
dealers and distributors are clamor-
myg for an RCA Victor franchise.

To help these dealers, RCA Vie-
tor s supplving many store dis-
plavs, window posters and  other
store helps. These large posters
are  Dhthographed  copies,  with
added sales information of the pic-
tures used on the outside of al-
bums for sales of svmphonies and
Fach  display,  measuring
about 42 inches by 24 inches, is a
brithant artist’s conception of the
stgnitficant features of the musical
masterpicee of the month,  This
series 1x without question, the most
successful, most highly prized, most
effective window or store display
ever offered to music merchants.

In October of last vear, a six
page section entitled “Listen™ was
devoted to records m LIS maga-
zine. This magazine within a mag-
azine told the story with pictures
of records”  starthng  come-back,
showed how records were made and
combined with the story an attrac-
tive favout ot merchandise and a
subtle sales appeal.

\fter months of merchandising
experinients, RCA Victor has devel-
oped a stmple promotional sales ptan
which s already accclerating the
national development of the record
business by providing an immediate
widespread distribution of  Victor
Record Plavers at no cost to the
consumer.  This plan is known as

operas,

the Victor Record Soctety, a plan
that benetits all. The  consumer
gets “the music he wants when he
wants 1t the dealer gets addi-

record business and RCA
of a po-

tional
Victor gets the “plus’
tential sales tn the mithons,

To recetve the Vietrola attach-
ment the customer merely buvs Vie-
tor records of his own selection
the amount of 89.00, and joins the
Victor Record Society at a cost of
S6.00. In return he recetves a
record plaver valued at 81495 and
the following benefits: .\ one year
subscription to the Victor Record
Society Review : free consultation
and advice from the Musical Diree-
tor of RCA Victor on how to
buikd his own Victor record k-
brary. and the Vietor record hook-
let, THE MUSIC AMERICA
LOVES BEST. He is also eligible
for Victor record dividends up to
$6.00, the cost of his membership.

To exercise this privilege  he
must continue {0 purchase Victor
records up to a list value of $60.00
at the rate of not less than 8100
per week.,  For each $15.60 up to
$60.00 i Victor record purchases.
the Victor record dealer handhing
the contract is to give to the So-
ciety member Victor records of the
customer’s sclection, to the value
of &1.50.  Purchases have to be
made from that one Victor dealer.

In a factory-conducted test 80%
of those joining the Victor Record
Society were neie record customers,
so the Soctety 15 “eracking”™ a new
market.  Also, the deater has addi-
tional store trathe created by the re-
turn trips of cach member.  The
dealer will eventually enjoy -
creased sales of phonograph-radios,
for 62% of the members said they
planned to eventually buy a phono-
graph-radio, and that the record
plaver was regarded only as a0 step
ping stone 1o a better mstrument.

Backed by a huge advertising ap-
propriation. 1s the Victor Record
Society a good plan?  Is it more
than a shot in the dark?  Before
1t took on a national scope, 1t was
guaranteed by actual tests in Wil

mington, Delaware, and other plans
were tried out in the following mar-
kets: Chicago, DBoston, Charlotte,
Los  Angeles, Milwaukee, Seattle
and many others. Four dealers par-
ticipated in the Wilmington exper-
ment and i only eight weeks they
signed up one member for every
250 homes in the entire city (80%
of which were new record custom-
ers) and created a potential of 60%
of the members who planed to
purchase combination madels at an
average price of 817600, Project-
ed nationally one member for every
250 homes means 120,000 Victor
Record Soctety members ina per-
iod of a vear, representing poten-
tial record sales of  88.280.060.00
and phonograph sales of
$12.672.000.00.

To support this program the fa-
cilities of the Magic Kev Program,
of Victor record programs and spe-
cial spots on the air are being used.
A large scale cooperative advertis-
ing program has bheen worked out
with RCA Victor distributors and
mats are  furnished  for dealer's
use,  Prominent mention will be
made in a large number of out-
standing  national  publications,
both magazines of a general nature
and those with a special appeal to
the student and music tover, These
mclude LIFE, COLLIER™S, SAT-
URDAY EVENING POST,
SCRIBNERS and AMERICAN
MUSIC LOVER.D Display and di-
rect mail matertal will be furnished,

This  program s undoubtedly
the most far-reaching in the long
hne of RCA Victor's advertising
ventures  which  date back  forty
vears, at a total expenditure of
S83.000,000.00.

And o, today, radio and Vie-
trola will jomn in giving the Amer-
ican public “the music they want
when they want 11”7 and s Mas-
ter’s Voree™ is once again supreme
m the fickd of musteal entertain-
ment in the home.

radho

Arturo Toscanini, the
world's  greatest Macestro,
gtzing 10 grand  programs
orer NBC. broad cast world-
wide, had a tremendous of -
feet on the popularity of
fine recordings.  Sketches
drawen at the 2nd broadcast,
al NBC, New York City,
v Manel Rosenberg

The ADVERTISER'S
SKETCIH DOOK
1038 Page 13
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CALVERT’s Chief
Airs Liquor Industry’s
Advertising Problems...

‘)(7 I''H the advent of repeal the
lignor industry was faced with
a ~itnation unique in the history

of American business : a tremendous po-
tential market but only the merest skele-
ton of experienced personnel. Within a
period of four vears this industry hasz
been put in motion,  Other industries of
a similar size have usually been built up
through decades of trial and error, ex-
periment  and training; traditions are
built throngh the vears; best practice as
developed  through resource, inmtiative,
ingenuity and precedent,

In the liquor industry, however, we
had to get under way without any ex-
periment, without committing too many
errors, and without tradition in the pure-
Iv business sense. We were, for the
most  part, left  with only  resource,
mitiative and ingenuity to go oon. It
was, and is, a great problem. How
great | oam going to try to reveal by
some contrasts with another industry.

Most of us in the Hquor industry, for
the reason | have just mentioned, are
drawing to some extent upon our non-
liquor experience. My own merchandis-
ing background i~ identified with food,
and though some of the more or less
mechanical clements such as distributor
<etup are roughly similar, the two in-
dustries are at such great variance that
I find myseli Toreed to blaze new trails,
in my own experience at least, inomeet-
problems  of  merchandising

ing the
liquors,

Into onr hands, after repeal, was de-
livered the problem not alone of sething
a given number of cases cevery month,
but the problem of doing that and at the
same time huilding for the industry a
new respeet in the minds of the public,
We had, and have, all the dithiculties of
a food merchandising organization, and
the added one of treading gently in or-
der not 1o offend those opposed to the
use of liquor. In spite of overwhelm:
ing revulsion against prohibition, there
was still considerable antagonism to the
liquor industry as such, Tt was regard-
vd with no small <uspicion. It hecamie
our duty, then, to raise the social status
of the liquor industry, so to speak, so
far a~ public opinion was concerned.
This i~ ~till one of onr problems,

It can be ~cen that this is in sharp

The ApverTisir's SKETCH BOOK—1938

The food
manufacturer i~ accepted as a natural

contrast to the food indnstry,

part of the husiness world.  His prac-
tices for the most part are pretty well
established and he is iree to move with
complete assurance since he is not wors-
g under a cloud of doubt on the part
of the public. The food manufacturer
i1s dealing in a product which 15 of
conrse untversally accepted as a neces
sary clement in Life. 1t is troly a mass
commodity,

The food manufacturer aims his story
at every reading man, woman and child,
In broad terms, his problem resolves it-
self into presenting a generally aceepted
product in a new form, new package, or
for a new use or adaptation; or he may
simply build his promotion on a pro-
gram of friendliness. This is not to say
that competition s not vigorous and
keen in the foods industry, 1t s, of
course, but two very important clements
are climinated at the start: necessity for
clementary education; and  unthinking
and perhaps unreasoning  opposition to
the produet as such.

The public is generally quite unac-
quamted with Tiquor. A\ small propor
tion knows that there are various types;
an even smaller proportion knows the
nature of these types. And there is an
even smaller, but  extremely  vigorous
proportion which constitute the dry ele-
ment. So much propaganda has been
leveled at liguor that, except among the
well-informed, it is not recognized that
it can be anvthing but possibly undesir-
able.  In the liquor industry we must
get across the hurning truth that a man
who drinks does not necessarily drink to
UXCeSS,

There is a saving among the medical
profession that many a man has “dug
his grave with his teeth,” which is to say
that many people cat to excess or un-
wisely and o ruin their health that they
die untimely deaths. This s true, and
vet there is no fear of food. There is
not, because its uses rather  than its
abuses are recognized,

Our problem is to raize the liquor in-
dustry to that same high repute. We
must do for ourselves the work which
nature and custom did for foods—let
the public know that there is a normal
place in a normal life for liquor; no

. Page 14
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“The liquor industry must
employ  mass  medivms  to
reacl a linited market”

Lach Advertisemene Is Submiceed
to Washingron For Comment And
Approval . .. Liquor Advertising
Laws Dely the Rulesof Advertising

By W, W, WACHTEL

President, Caleert I)i.\',illl'ril'.\', Ine., AYED

more than food need lquor be used ab-
normally. 1t is a problem oi education
against the greatest odds an industry
can have, Tor the regulations which sur-
round us are unimaginable to any out-
side the industry,

These regulations are too many even
to list in this brief account, but they do
inchide one which is worth noting @ 1t 1s
forbidden for a liquor distiller even to
imply in his advertising anything which
may suggest that by comparison e is
turning out a superior product. The
purpose of this is readily seen, even sym-
pathized with, hut in operation it pre-
vents the telling of a story which the
consuming public has a right to know.

At Calvert, for example, we have
<atisfied ourselves that whiskey blended
as we do it is a superior product. We
have reason to believe that this lighter
whiskey contains fewer undesirable in-
gredients than do straight whiskies, Cal-
vert blends have low congeneric content,
and it is through the reduction of these
congeneries—tannins,  aldehydes,  Tusel
oils, and o forth—that Calvert produces
a more desirable product.  And  yet,
though we know these things are true,
we camnot tell them to the public: a
valuable phase of our advertising story
15 definitely closed to us.

IFurther, the public is prone to think
of the lquor industry as one which seeks
a mass appeal. We do not. We have
here a point of difference between liguor
and food, which might escape the casuval
observer. The liguor industry must em-
ploy a mass type of etfort in order to
reach a relatively limited segment of the
public. That iz to say, when we Iy
space in a mass cirenlation publication,
we know that many readers of that pub-
lication arc not and never will he buyers
of our products.

Ours must be a highly specialized ap-
peal which, through the use of mass
medin, reaches and is aimed at only that
portion of the adult poputation who are
liquor consumers.  Among these, if we
are to huild and hold the respeet of the
public, we must preach the story of
moderation as well as excellence of a
product—an anomoly in modern mer-
chandising. Our appeal, then, must be
<o skillfully  executed that we reach
these and still do not give offense to
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Creative ability and productive skill of
a high order worked ha=ad in hand in
the production of the outstanding dis-

play pieces illustrated on this page.

Their universal acceptance by retailers
is one reason why so mary advertisers

come back to us time citer time for

another display.

Durcy gov |
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OHI O S - WE T a]/ld D RY AREAS o The 1938 issue of the Olio et and Dry dreas map,

m No sale of g, Bone iy,

- Mo aale of fuguor by - the cglass

I T Nale of hquar permitied by - the
~ — gtaws and through pukage stores.

Spectacular ... On
the skyxline of seo-
cral cities Calierl's
massice Cspecs”
Tlash this message.
A eritical PO
comment made 1t
mandatlory lo
chanye the original
messaye: “Clear
II('(H[.\'." to I'(‘d(l.'
“Clever Heads”

The ADVERTISER'S

Compiled by

The Cleveland Press

Deparemont ot Liguoor Controt

those who are opposed to liquor on prin-
ciple.

These, then, are a few of the points
which set the liquor industry apart from

its contemporaries. They are  serious
points and present interesting prohlems
to us who are engaged in solving them.
It iz like playing an old game but with
new rules,

Aside from the Tact that cach of our
advertisements ix submitted to Washing-
ton for comment and approval, there are
further regulations on the part of many

DBOORK—1938 | |

SKETCH

All intorounon turnished s the Ohio

published by The Cleveland Press.
another advertising and merchandising problem to the
Maps and information such as this major
Neripps-lloicard nea :
ated by the sales cxccutives of such corporations as

distiller.

e (oprey of this map—in colors
are apatlable to national adoer-
tisers and therr agencies. ) line
to Harold Rosene, General _Hd-
crtising  Iir., The  Cleeeland
Press— menttomng The  Noveg-
FISER—Iy sufficient.

states s to what kind of adsertising i~
acceptable, Fven more restrictive are
the <tate rules and regulations of what
can he done in the way of point-of-pur-
chase promotion.  No industry is so Him-
ited and the dittienlties that surround us
develop a need for resourcefulness with-
out evading cither the letter or the spirit
of the law,  So Tar as advertising regu-
lations are concerned, hoth Federal and
State, 1 opersonally have the feeling that
some of  them might he applied  with
value to advertising in general. 1 ocan-
not help hut feel that the trend in certain
campaigns of advertising now extant is
so at variance with goad taste, with fair-
ness to competition and in harmony with
lllll)lik‘ lL'()(D(I.

Take for example a certain recent ad-
vertising campaign which repeated over
and over again a picture of a young man
in a lingering kiss with his sweetheart,
(My thirteen-yvear-old  boy  wants  to
know why the girt closes hier eves when
she is being kissed)  ludging from gen-

[ REiL N - B 1B

hrﬂgon.’ let tonight
lo you tormorrow. i |

Page 10
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Lach State uﬂ]'rs

spaper issies are keenly appreci-

(.(III\‘V[. el oal.

cral public comment one hears concern-
ing this and several other current cam-
paigns, it iz not unreasonahle to helieve
that the censoring of adyertising may he
induced by such procedure.

On the merchandising side the liguor
industry has been foremost in its fair
trade practices and has heen a leader in
the program of helping to proteet the
margins of proht for wholesaler and re-
tailer alike. Needless to say this has
been a very courageous step Torward
. conrageous when one considers the
dangers of price maintenance produced
by the activities of those in retail dis-
tribution channels who are opposed in
principle.

In the food business, for example, most
food manufacturers would be afraid 1o
adopt the policy of price maintenance.
Their fears wonld he based upon a lack
of interest in the promotion of their
products on the part of the large chain
distributors. \What frightens them even
more however i~ the definite possibility
of holding an nmbrella over their small-
er competitors within the industry as
well as the fear that such a program
might encourage and  further develop
private labels. The liquor industry has
shown rare courage indeed in risking
these two  hazards, helieving that the
benefit for the many is more important
than the interests of the few,

Diespite these differences hetween the
liquor industry and those older and mores
firmly e~tallished, the fundamental prin-
ciples of advertising and selling remain
the <same. Those who have come into
the liguor industry from other businesses
may have hesitated for quite some time
for fear these differences might prove
imsurmountable. My own  ohservation
has been that sound bhusiness practice,
direetion of advertising and selling are
substantially the <ame and a rounded
business experienced in another industry
i~ applicable to this four-vear-ohkl busi-
ness of ours. Many people have com-
mented upon the improving standards of
practice, the higher ideals, the more sub-
stantial building that is taking place in
the liquor feld and it i not unreason-
able to assume that within a short space
of time . . . much shorter than many
people expecet the liquor industry
as such will be able to rear its head and
compare its practices and ideals with any
other Jusiness,

Truck Poster . . .
A owmering bill-
board; round and
about Boston a
a truck carried this
unique Calvert 21-
Sheet,
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OUTDOOR ADVERTISING INCORPORATED

60 East 42nd Street . . New York

SALES OFFICES

Atlanta Cleveland Philadelphia
Baltimore Detroit St. Louis
Boston Houston Los Angeles
Chicago San Francisco

THE NATIONAL REPRESENTATIVE FOR
OUTDOOR ADVERTISING

Outdoor Advertising Incorporated is the national sales representa-
tive for the outdoor industry. Its efforts are concentrated on the
development of a wider and more profitable use of the outdoor

medium by national advertisers.

[t maintains a widespread sales organization of experienced out-
door advertising executives to sell the medium to national adver-

tisers.

It prepares descriptive literature in explanation of outdoor adver-

tising, its classifications, uses, and achievements.
It conducts market investigations and studies. Collects first-hand
information through field surveys, and prepares specific plans for

the use of the medium.

It maintains a large and capable copy and art staff for the creation

of designs for outdoor campaigns, and for advisory purposes.

Its representatives cooperate with national advertisers, advertising
agencies, and outdoor selling companies in the best use of the

medium through all phases of the campaign.

Say you saw it in The Avvertiser's SKETCH BOOK—1938 . . . Please— The Apvermiser’'s SKETCH BOOK—1938 . . . Page 17
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WALTER SWERTFAGER

Director of Advertising, Sales Promaotion and Public Relations,

SEAGRAM DISTILLERS, [Ine., York, OBSERIES:

Neaw

SEAGRAM’S FRANK CAMPAIGN

Proves mez'mble Venture

Aimed To Foster Moderation, Powerful  Advertisements
() T . A G . <. B -
Our :’_("II‘(‘A_"“;‘)}f‘-"(_”’l"’r’;“_’ create retail Increased  Regard  For Firm's Product Sceks To
Vo Yok Cie Build Foundation Of Good MWill Towards Liquor Industry
T was not intended to he clever ad-
vertising when Seagram bought space advertising may be directed to influence to the regulations, which in a sense
to tell the public to use whiskey only the man who is already a con- means  that it adliere to best practice
moderately. \We were not trying to be simer. It s important enough to repeat with respect to its social obligations.
shrewd; we were making a sincere ef- ‘0 still another way: Liquor advertising And Captain Alexander has done that
fort to reduce stilt further that small n:ust be direeted only toward masculine with marked success,
minority who, by abusing the privilege adults who are present  consumers, Let me make it clear that progressive
that was returned to them with repeal, To administer these regulations na- distillers applaud the legislation which
bring the distilling industry under an tionally there was set up in Washington is clearly designed to give the industry
undeserved shadow. A< is so often the a Federal Alcohol  Ndministration, the a place of dignity in the commumity
case with a sincere effort, however, it head of which exercises almost ahsolute even though at first blush some of the
turned out to he some of the most pro- power of interpretation. The industry regulations may scem to he restrictive.
ductive advertising Seagram  has ever has been singularly fortunate in that the Progressive distilers even went further
done. IFederal Veohol Administrator, Captain alony those hnes than the laws possibly
That must be clarified. CGur adver- WO S0 Alexander, has approached  his could: They organized themselves into
tising must create retail sales, of course, problem with great wisdom and fore- an association—The Distilled Spirits In-
and when, in 1934, we ran our first hearance. His is the problem of seeing stitute—one aim of which is to act in an
"moderation” copy, “\We  Who  Make to it that the whole industry conforms advisory capacity with respect to good
Whiskey Say: Drink  Moderately,” it
aroused  constderable  curiosity. . How
could that sell whiskey? Later we ran
others of similar basic nature, such as,
“We Don't Want Bread Money,” “Drrink-
mg and Driving Do Not Mix." More
recently we have run one under the cap-
tion, “Pay Your Bills Fir<t.” To make
our aim clear [ shall have to mention
some things which set the distilled spirits
industry apart from itz brother indus-
tries,
The country wias still celebrating re-
peal, four years ago, when it hecame
evident, both inside  the industry  and
outside, that an entirely new attitude
toward liquor would characterize the
reborn distilling industry, [t was clear
that prohibition had resulted from re-
vulston against certain abuses in the
old days, and that no one would toler-
ate a revival of those abuses, least of
all the industry itself which better than
any one else understood all the impli- °
(-a'li‘uns m repeal. o ) Large Display
o minimize the possibility of a re- Locortisenent
turn of the pre-prohibition abuses, very gy L_“”“”
rigid laws were enacted nationally, hy i "“N"/’“Ij"':": 5
the States and in the municipalities, '”fl agasmes WE DON T WANT BREAD MONEY
Not a few of these laws relate to the this  campaiyn
ot a tew ot the \ “
L R . of Modera-
advertising of distilled spirits and deal ro,
B N . tion” drewe tre- Liquor 1< a luxury—one of the good things of life. 1o be bought  want 10 sell whishey w0 anvone who buys ¢ at a sacnifice of the
with both the general theory on which X
Ii(lll()l‘ :ulvvrlidng must he ]lilN'(l. and ";(’fld()u.\ a (I"' and cnjoyed only alter the necesmties arc provided. Whoever  necessities or decenaies. We arc not being ideatisuc. The House
with certain \‘[I('l'iﬁl‘ lhings which must (I(:,:;:.'_'fr“‘”’ﬂ"‘l;l aceds bread for himself or his famaly, should not buy whiskey.  of Seagram counsels abstinence for some and moderation for all
or .““1-“. not he done "l l‘err.\'lllg. it out. {I;\, :“1,;,,‘.,\"“";";“) The persons we want for our regular customers have defimte  because such counscl 1s good business. Abiding prospenty for
Briefly it may be explained in this way: : i
- [ ¥ I 0 noen thricout incomes and definte obligations. They do not cxcecd the onc nor  our business can be built only by the repeat orders of our wise
No liquor advertising or promotion may .
be of such nature that it would tend to the nation. acglect the other. We make sales to such persons with 3 clear  freads We dow't uant bread momey’
widen the circle of consumers. liquor conscience because Seagram whiskics are well worth all they cost
10 those who can atford the luxury of moderate use. We don't THE HOUSE OF SEAGRAB{
The Avvierriser's SKETCH BOOK—1938 Page 18 e
FINE WHISK(ILS SINCE 1837
SIS == e
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( OLD type will tell more and sell more with the
help of a warm, informal human interest picture.

Photographs by EINSON have the warmth and

The ADVERTISER'S
SKETCH BOOK
. 1938
Page 19

appeal that will win readers for your story and

consumer-friends for your product.

I ————— = T e s e e
Former head of the photo department of one of

the nation's leading display creatcrs, EINSON
produces pictures that help to move merchandise,
make Sales.

BERNARD A. EINSON

Commercial Photographer
—— 509 FIFTH AVENUE—-NEW YORK CITY —
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until the necessities of living are provided
—and paid for. Bills for grocerics. ..
clothes ... shoes ... rent. .. light .. . heat
.. bills such as these have the
first call on America’s payroll.

We don't want to sell whiskey to anyone
who buys it at a sacrifice of the necessities
of life. Whiskcy is a luxury and should
be treated as such. Fine whiskey can play

PAY YOUR BILLS FIRST

No person should spend a cent for liquor

a pleasing part in the scheme of gracious  «pay your bills first.”

.- THE HOUSE OF SEAGRAM ---

Hoce Hherkies Siace 7857

Cape 1918, Scagram.tho wep barcumne Ofhers & 3

taste in advertising and probable public
reaction to it

Now it should he clear that our prob-
lem does call for an unusual advertising
approach. There are deeper significances,
however, and 1 am tonching on them
brietly because they are important to an
understanding  of the motives back of
Scagram's moderation series.

The one thing, more than any other,
that the progressive  distiller—and, in-
deed, the more thoughtiul portions of
the publie, too—wished to eliminate was
the debasement of a pleasant lixury
which may contribute to gracious living.
Whiskey should do that. It i< a luxury
for those who wish it And we know
that the drunkard and the drinker who
buys whiskey when he cannot atford it,
are our industry’s worst encemices,

Of course, we are also aware that
these enemies are not phenomena of re-
peal. There are and alwayvs have been
some who would abuse liquor. The dry
era failed to change that and, in fact,
conditions  during the dry era were
charged with ereating more new drink-
ers, more disrespect for law, and more
drunkenness among  the vouth of the
country than cven the darkest of the
ages prior to 1919, The point 15, how-
ever, that we knew that with the advent
of repeal drunkenness and itz related
evils would not be charged up to the

The Apvermiser's SKISTCH BOOK—1938

living ... but only when taken in moder-
ation and only after che bills are paid.
This statement may scem contrary to
our sclf interest. Actually it is not. As one
of Amcrica’s leading distillers we recognize
a dchnite social responsibility. The very
cexistence of legalized liquor in this coun-
try depends upon the civilized manner in
which it is consumed. In the long run, we

believe, it is good business for us to say

other  striking
page  message 1o
{iguor consumers
which like the pre-
ceding  Ncagram
“Moderation”  ad-
verlisemaents  hani-
mered home a
message  that s
quined  greal good
will for the entire

Liquor Industry.

weaknesses of the individuals concerned ;
they would be marked down against the
distilled  spirits industry. Unfair—yes,
but that is the way it works.

Our  first moderation  advertisement
was fairly spectacnlar in a sense, for it
wias a complete break with the past.
Dogmatic theorists could say it was had
advertising  becanse ina way it owas
negative: It~ purjose, at least, was to
fimit the market rather than to expand
it. \We hoped that would he the effect.
and 1 think it was. But our interest was
in the future, not in the immediate sales
cifeets.

For fear I may he misunderstood as
asserting that we are being objectively
altruistie, let me say that we regard 1t
as good business 1o do evervthing we
can to assure a sound foundation for
the industry as a whole, a sound rela-
tionship with the public. \We are in
business to sell whiskey, hut not at the
expense of critical public reaction which
in the end could be very damaging to
the industry of which we are a part.
Whether it wished to be so or not, we
believe, the distilled spirits industry by
its very nature and history is in the po-
sition of having to be socially-minded.

Our aim, then, in this moderation ad-
vertising, has been to impress on the
public conscionsness a desire to avoid
excesses which would redound to the

Page 20
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disadvantage of the industry, and 1o
take an active step in imviting the at-
tention ot the industry itseli 1o the op-
portunities in the fickd of sueh educa-
tion. That the effort has been effective
I hope to demonstrate.

We approached our carly moderation
advertising with some trepidation. \We
knew there were dangers in it: not the
least  danger  was that  our sineerity
would he suspected ; another was in the
reaction of our own salesmen, whole-
salers and retailers. When that adver-
tising first broke it was not at all un-
usual to hear the question, “Does Sea-
wram want to ~ell whiskey or not®”
Here is the answer from a recent bulle-
tin to all Scagram salesmen and  dis-
tributors:

“Does Seagram want 1o ~ell whiskey?

“Make no mistake abont it—we do.

“And we want to be in business a
long time from now. And we feel vou
do, too.

“And we want the liquor industry 1o
he healthy a long time from now, We
believe yon feel the same wayv about
TUR ’

"Now we tell the publie 'av Your
Bills First. \Why?

“Becanse we know—and so do yvou—
that if business ix not good generally,
a lot of liquor people are not going to
stay in business very long.  And  we
know husiness will not he good unless
the public does pay it~ bhills —and payvs
them hefore it binys liquor. Before we
can he a part of a healthy business <et-
up the grocery store, the shoe store.
the clothing store, and all those other
stores, and individuals, have got 1o he
healthy. If they are not, it will show
in our own sales and in vours, And do
vou think we are gaining the friendship
of the grocer, the shoe man, the cloth-
ing man, and the public—not only for
Sceagram, but for the whole liquor in-
dustry? You know we are. And vou
know how much we all need that iriend-
ship.

“The liquor industry will never sur-
vive on the drunkard and the fellow who
drinks up all his pay. They are our
worst enemies. They are human adver-
tisements for the drys.

“But the liquor industry can and will
prosper when its customers are the fel-
low who has a couple of drinks and
goes home to his wife or out to a ~how,
and the fellow who takes a bottle home
and has a couple of high balls with his
friends—and pay~ his hills,

“—hecause when those bills are paid,
wages are paid, and when wages are paid,
business i good—vyour business  and
ours.”

So. today the moderation advertising
is generally accepted inside the industry
as sound business, even among the ear-
lier erities of it,

Public reaction is even more tangible.
I mmplied in the beginning of this dis-
cussion that this advertising has proven
to bhe some of the most productive we
have ever done. To be that it must, of
course, accomplish the purpose we had
in mind : Help consolidate public opimion
favorably toward the distilled spirits in-
dustry. We have direct evidence that it
has done so.

Our ~chedule of this type il(]\'(‘rli\'illg
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Phone Chor wo,.\’ Thued ond Pl $1 00t

THE CHA'TFIELD PAPER CORPORATION
CINCINNATI OHIO

ey THE WOELD'S LARGEST MAEERE OF ADVERTISING PLATES
)7_77':_ DL0 ELECTROTYPE CO.

FLUFFED DRY
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rag It et cober

! CUSTOM FINISHED
T Wedeante

PULL SALES with
PULLMATCH Advertising!

e No matter what your product may be—let us demonstrate how well we
can design a PULLMATCH Business Card, Die Cut Card, Folder, or Blotter to increase

its advertising effect.

® Write today for samples and prices. Send picture of product or trade-

mark for special design. No obligations.

ALFRED M. MAY COMPANY

SALES DIVISION FOR PULLMATCH CARD CO.

817 Main Street, Cincinnati, Ohio
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This Advertisement appeared in 154 of the
leading newspapers in the United States

We who make whiskey
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Seagram’s

of the series,

also national
bined  total

has varied to some extent with cach one
In the Tatest, “Pay Your
Bills First,” we used daily newspapers
in key markets through the country . .,

magazines  with a com-
circulation  of

more  than

12000000 readers.,

But the reprints ran to hundreds of
thousands,  We  received  hundreds  of
letters commending  the advertisement.
It has ~o far evoked a great many fa-
vorable cditorials, and they are at this
time ~till pouring in: as far as we have
found out there has not been a single
untfarvorable one.  \ score or more puh-

l’()pul;lr

l)ispl'.ly .

Blended LUhiskey

( istinctive whiskey of
taze éou?m'[ and /u// favor —
Smocth and mellow:
BLFNDED ANU BOT I ED BY
Josepr E SEAGRAM & Sons.Inc

LAWRENCEDIWURG IND
<

Leads

Secuen
BlendedglUhiskey

U istinctive wh ishey c;/
tate /50?(7((8! and{ foll fluvor -
Amooth and mellow
BLENDED AND BOTTLED BY

JOSEPH E.SEAGRAM & SONS.INC.
LAWRENCEiLRG IND

"cbs

Neagran's 3-Crowen and T-Crown labels are distinctice and al-

tractice. 1hile there i omuch o the desion ensemble the nane

In Sales...

and brand is readily legible at a gloee.

Inctdentally the Cleve-

land Press reported 3-Crown’™ leads o blended brand sales in
Ohio State Liquor Ntores.

® luother poicerful cditorial type Scagram advertise-
ment that did a splendid turn for the cutire liquor

mdustry.

lications such as Chamber of Commeree
papers, asked and reccived permission
to reprint, And, under the caption, “.\
New  High  In Liquor  Advertising.”
Reader’s Digest reprinted the copy. In
one state a group of ministers  passed
a resolution commending our effort.,

All in all, T doubt that any distiller
has ever received a greater volume of
voluntary  commendatory  public  reac-
tions, | regard this as all the more
unusual because whatever novelty there
was in the idea in the beginning, 1t has
gone after four years, and  yet this
Latest advertisement hrought a greater

CAgYram «

80 YEARS OF LEADERSHIP

shie Times ahe phem

Tobskinrs

aulf “iwllew

dehuge of commendation than did any
that preceded it

When T said it proved to be the most
productive adyertising we had ever done,
| meant something more than that, how-
ever; | meant that it genuinely conforms
to the highest adeal of liguor advertising.
It does not widen the cirele of drinkers,
it does appeal directly to the masculine
adult who is a present user. [t does
bring large segments of the public into
active support of our industry and thus
insure its future. But in addition to
that, and what we did not look for, it
did sell whiskey for Seagram.

Here's o Seagran's used weindows display ax part of a 8250600 concentration of adivertising
ro mark their SOt amteersary, Adverticing Manager SNewcertfager turned the coent into a
mjor merchandising  promotion, depending  heavily upon this cxecllent, graphic display,
lithographed by Kindred, Macl.can & Co., New York.

The rich theme, rich colors and

beautiful reproduction won quick dealer acceptance throughowt the nation. The display Hed
i perfectly with the conterpicee art which was reproduced as a t-color, double-page adier-
tieement in scecral general magasines.

The Avverrtiser's SKETCH DOOK—1938
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The AvveErriser's
SKETCH BOOK
1938
Paye 24

Famous P'ress dgents such as the
late Dexter Followes haie furthered
the nanic and fame of both Ringling
Brothers and Barmon <& Bailey. The
gentus on the carly days of the 3
Ringling Bros, coas 1 illard 1), Corey,
seated, Tooking over the 1938 selied-
wle in preparation at Sarasota, Flori-
du, the winter quarters of the circus.
e the seene are Henry Rinaling
North, 1" 0 and Genl. Ade. Mayr.,
neplicee of the Ringling quintette, next
is the writer of this article, Frank
Braden, feature woriter cxtraordinary,
and  Roland  Butler, R-B & Bl
woted Prege Chicf and a skilled artist.

Jutler, general press agent, with his

Selliﬂg the Circus tO 51:.11'!" (l:"l'i.llllk.-“\l'\:'lfllfl]. ]:IC:H.I- slt'n-.\.
120,000,000 Americans . ..

and Allen Lester—contracting press
agent— spend about 200,000 annu-

allv in newspaper display advertis-

mg.
Spending Fortune  Fach Season In Newspapers, These display ads are scheduled’
Posters, Heralds, Radio, World's Bigeese Show's two weeks ahead of the show by

Income Must Exceed Dailv Cost of $17.000 . . . IS S S S LS NG

Staff

the No. 1 advertising car. lLester
also plants the prelimimary publicity
with city editors and other editorial
desks. Rotating cities eight davs he-
hind b are Buter, Braden and
Wilson,  with  Tenry  Ringling
No:th, i his capacity of public re-
lations director, assisting.  1Rach of

Employvs 96 On Advertising-Publicity

By FRANK BRADEN

Press Agent, Ringling Bros. and Barncn & Bailey Circus.,

RINGING the Big Show —
Ringling Bros. and Barnum

& Bailey circus —to town s

combined shows, FFven Gargantua
the Gireat, the world's most terrify-
ing living creature, and Bring "1

the three story men s in charge of
his publicity campaign i his own
cities 1 advance of the show and

big business. Selling it 1o the great
Amierican public cach scason is
itzelf a task requirtng the services
of nincty-six newspaper, radio and
outdoor advertising men.

Diespite the fact that The Greatest
Show on Earth Titerally scours the
world cach winter for its army of
features and feature acts, the ad-
vertising forces of the show keep
the title paramount in display ad-
vertisements, billing paper and on
the air. First to meet the eve m
all vistble mediums 1s the greatest
amusement title of all time —Ring-
ling Bros. and Barnum & Daley

Back Alive Frank Buck. this vear’s
outstanding headhiners, give way to
the might of the magic name with
the magie “draw.”

Display ads, stories, hilling and
radio smash away day after day on
the who, when and where campaign
—the name of the show. the lot lo-
cation and when it will exhibiy,
Backing up these mperative essen-
tials is the host of features with
the show, a colorful and exciting
background to e¢nthuse those who
stop and regale their eyes with the
pictured glories of the Big Show,

With  the newspapers,  Roland

www americanradiohistorvy com

on show day or days. In this set-up
the story man 18 there show davs
to take care of the newspapermen
woiderfully  evervwhere
take care of him,

who =0

There arve two advertsing rail-
road cars ahead —one and  two
weeks i oadvance of the show, re-
spectively. Using these as mother
ships are two fleets of five motor
trucks cach, which Wil the cities
and surrounding towns and country,
In addittion to the cars and their
trucks are two brigades of Inllers,
who ride regular passenger trains
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Barnuwm &~ Bui-
Il'.\".\' t"'i!li’lll’ trad.e-
mark poster alicays
depicted  the oot
eran circus duct,

from stand to stand, There are 80
bilting men i all, and they are un-
der the direction of Arthur [ op-
per. general  outdoor  advertising
director,
cration with Joe ¢

who works m close con -
" Donahue. trathe
director,

Iopper™s men post, together with
the contracts allotted local Hillpost-
ing plants. between two and three
million sheets of paper vearly of 24
20 sheet, 1o sheet, 12 sheet,
9 sheet, 8 sheet,
a3 sheet display, with window
lithographs additonal. Cloth han-
ners, tacked high on the sides of
buildings, are also traditional, Two

~heet,

O sheet, 4 sheet,

million
alds, with covers i eolor,
tributed in the 1300 cities playved
duriyg the season.

The radio activities of the show,
amd they are many and cffective,
Beverly Kelley,

lo-page  rotogravure  her-

are dis-

are directed ]))' I,
who travels three days ahead of the
circus, doubling hack on lus larger
ard  more  mportant cities for
hroadeasts with the performimg per-
Kelley has attractive pro-
and he makes the

somnel,
grams on the air,
most of them,
The show's management consid-
ers newspaper, outdoor ad radio

campaigns of about cqual value,

These  departments work inde-
Iu‘mlclll]_\' of one another, vel l]lC)'
mamtain  close haison for  the

achicvement of the utimost effective-
ness.

The show has eliminated all so-
called novelty
street perambulators, <ky

campaigns, such as
writing,
shorts,

~creen tranlers and sereen

atrplane trailing streamers, as com
paratively futile for the Targest ¢

cus. With the Big Show moving on
its four trains ol one hundrea
double-length ratlroad - car
mehtly on Jumps of 100 miles aver
age, such medims of advertising
have Jong since been Tound inade-
(quate.

steed

Shoppers” guides, shopping
advertising shects, window sporting
bulletins and  similar methods of
heralding the show are out. 'ronuo-
tional exploitation gags of nundigni-

fed and dubious nature have also

BROS

FABULOUS PAGEANT OF COMBINED
ORIENTAL MAGNIFICENCE

The MAHARAJAU'S
REGAL RIC!PTION FOR

j FRANK BUCK
f ON HiS rmumumr RETURN
# FROM r;e JUNGLE

INTRODUCING o " . J?
=AIC~K A-i.r\l! o P £ 7 CREATED. COSTUMED
FRAN VCK CHARLES L=MAIRE

WORLOS FOREMOST DESIGNER
OF SUPER SPECTACLES

v AND PRODUCED BY
AT E\IERV PERFO“MANCE

Phis il ceon the adwiration of critical tohn Ringling Norvth, circus President,

For its desion and dithographic nierit, colorfully featiring

CNepal” the big oentree

RINUM)
353&0&@37

COMBINED SHOWS

scenes T drasos box-ofiice patronage.

E@D[U@EEDD]@

-
L

ThIE ™ «
MO

TEREN "
VENE

CREATURES

THE
LARGEST ¢\
GORILLA
EVER
EHIBITED

7 I \y
@&@@&m?@& The Greai

Iierce Gargantua the Great, poicerful gorilla, is cicidly depicted i this 1-Nheet

poster.
capecially designed bruck,

The

o aotgie animal ) staroof e JUSN

“hig top” i owaintabicd inoan
canlt steel barred and glass panclicd  avr conditioned

DR]@&UDH ©
BROS 5 -

|

L‘TﬂrchEM
UNTORND L A g

CAPNIRED N MALAYAN FASTNESSES BY BRING EM BAO( ALIVE FRANK BUCK FOR THE GREATEST SHOW Oﬂ EARTH

°
Ficreest of all wmals inoa circus showe are the Black Leopards. Too wnaccount -
ables thelr act weas withdrawon, This dynamic poster weas splopdidly draan from

life by Wl Nharp, a skilltul aninal artist.

The Aoverriser's SKITTCH BPOOK—1Y38
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RIDTICIING BROS |

W ORI SSRGS sTl SO AV S

TRADE MARK POSTERS...

These poster designs further indicate the ability of the circus adeertising nmien to appreciate th
needs of outdoor adsvertising today—the specdmng motorist—cxcellent  prospect for the circus boa
office must be told and sold on the show at a passing glance. Poster designs of this type—highlighted
name, striking closc-up of subject-—docs the job, where the old-time “picture cverything i the cirens”
bill wvould cortainly fail to give o definite tmpression o traffic

Likescise national advertisers, automobile, gasoluic, becr, food ad men ¢t al., indicate this valued
wunderstanding of good sales producing posters.  (Sec designs on page 1335 and elsewhiere throughout
this cdition.)

The original idea for this poster wwas conceived by Mrs. Charles Ringling, widow of the late Ring
ling advertising execcutive. and the working draicmy wwoas made by the late Charles Livingston Bul!
Likewcise Mrs. Rngling designed the Polar Bear poster and many other attractive past and current

hillings cniployed by the Ringlng shozos

been given the gate. The Big Show  and their worth estabhished hevona
goes in for legitimate advertising  question.  Anyway, they fll the
only inall its fast moving, massed  world’s largest big top in fan
etfforts. Newspapers, billposting and  weather and bad. That’s the an
radio have been thoronghlv tried  swer.

heauily
.>¢Z,”oor‘
bi
N
4 4 -3
ﬂ)bllcu “\
N+ ' e
\ he
N S Nortk/ .
brothars.. =~ Avale
“They head the i Graduate,
..m_»ﬁies& Stow On- “Budd,
Eartt” '€Ur\d¢db7’ - Ncrtl/

these Uncles twd- would. makz
ey d ﬁan 7( HO)fwood

" John, qulmq North L‘
¢ r et
fres RINGLING BRoOS - 7}4 *&z;dyq‘f‘*or*tbk ¥ s
BARNUM & BAILEY P oSt &IT LSy Rdwnl
4 oduer‘clsmg Z(’:?S L3 )Y S
m’/")‘udrfr-fm«&&(ﬁ 2N - A
% Z ~.
N

Wit asmall
Gardert swake
he scares the
Gorilla- into ins
Cell

ter H Hland- Gorilla

éo";to“é;u.xt S :gL AfTiIcE- - R"
Gargantua 7he GREAT—S H#is yeans greatest attraction,
Fosters, magarine covers; cartoomists, news camera were, ftd- Hirtegreat Copy-

wwWw americanradiohistorv com

o Roland Buller  pub
licizes  the  cireus—h
develops.  designs the
SeAson hillings  and
plans the newspaper ad
lavouts and copy.

Circus Chicels
And Their Star
Attractions. ..

Back stuge, under the big
top at Madison Square Gar-
den, New York Civ, Th
AIVERTISER'S SKETCH  Bnok
Lditor, Manuel Rosenbery,
drewe these sketches of the
R B-B Circus Iveen
tices and their rare, fea

tired anomal altraction

The ADVERTISER
SKETCI{ BROOK
1938

Page 26

.
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Fres.

Clezeldand L L

RUCKS are no
“ugly ducklings™ of

longer  the
the high-
Iusiness executives, in
such different ticlds as de-
partment stores and otl companies,

Wiy,
widely

have come to realize
that trucks offer a great deal of po-
tential advertising value that 1< no
less etfective hecause it is free.

It costs no more to
truck that is a
“rolling billboard™
just an ungainly wheels.
Robert 150 Black, president of The
White Motor Company and newly
clected chairman of the Automo-
bile  Manufacturers  Association’s

for instance,

operate i
prestige-huilding
than one that is
bhox on

Chatrman.
vance of truck designs i the appreciation of
the cxecutives who spend millions for adeer-
Hsingy.

ADVERTISERS RECOGNIZE VALUE

AAnintervica

Hhite

ROBERT F. BLACK
The White

Cleaeland,
notes ad-

Motor Co.,

AME Truck Dizo e

The ADVERTISER'S
SKNIEETCH BOOK
1938— Paye 27

Of STREAMLINED TRUCKS...

White's Presidene Cires Increased Demand For

“Moving

Billboards™.

Gulf

Refining

Co.

Trucks

Striking Example, Featuring Orange Disc Trade Mark

cwith ROBER'T F.

Motor Co.,

Mr. Dlack and the ensuing chat we
had together gave me an entirely
new conception o the importance
being attached to truck appearance
by every conceivable type of busi-
ness,

As the first step toward builiding
trucks with advertising value in
their appearance, White developed
the first streambined truck in Amer-
wia. 1t was just one light duty
model in White's complete line of
than fifty ditferent models,
but its success was =0 immediate
and impressive that Mr. Dlack de-
cided to extend streamlining
through the entire line,

niore

Today. the types of  business

which are going in for streamlined

trucks in largest volume include:
oil companies,  department  stores
and retail businesses of all kinds,

BILACK, President The
Cleveland, by COIL. 1)( N R. l ASON

the beauty and advertising value of

the new Whites.  Many  national
advertisers with distinetive colors,
such as the Gulf Refining Com-

pany’s Usign of the orange dise,”
are using their well-publicized trade
mark colors on their new trucks to
marked advantage,

The demand for distinetive body
destgns suited 1o the individual re-
quirements of different businesses
hax made it necessary for White
to establish a department at the
general offices, in Cleveland, to fur-
nish style and color suggestions to
This
s available to exceutives and is of-
fered without obligation.  Inquiries
should be addressel either 1o NMr,
Black or to Vice-I'resident . N,
Dauman, who heads the White sales
particular

prospective owners. service

organization  and  takes

truck  committee. iz credited  with food and drug manufactures, bot- pride in the number of national ad-
having been the first manutacturer tlers, brewers, bakers, ice cream vertisers who have adopted White

for their “rolling hill-
during the past year,

value suggestions

<ought out

to recognize the advertising
of motor trucks. So |

and dairy firms, and newspapers.

New color combinations enhance hoards™

Super Advertising Medium ... Fhe famed cry of “Here comes the Show Boat ! alowg the Ohio and Mississippi Rivers is being repluced
today with the cry “Here comes the Southern Clipper '™ which is o date the greatest of all advertising wnits on wheels. Not only docs
the Southern Clipper do a marvelons adzertising 1ob for Grove Laboratorics’ products, St Louis, according to Advertising Manager Lon
Isracl, it also gives a piay to quite o group of national adzertisers—an 8-day 1 altham clock, Standard Sanitary fivtires, first aid supplics
by Jolmson & Jolmson, electric roaster by 1 estinghonse, toweels by Cannon, blunkets by Kenwood, cte. This owtstanding adiertising
wmedivm. a flaxhing. streamlined 1 hite motor trick, Model T00M . contains all the conzeniences of a modern home and broadcasting station

SOUT HERN

7% . -7"!1

o

—— et

. —_— R b T amvnr.‘—mrarhnhlemrv com-
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MANUIL
ROSENBERG

Artist Griger drese this background i an encient Guild 1 atchmaker's quar-
ters in Necilzerland, for Gruen Watch Co. 10 was one of an excellent series
published almost a decade ago o sezeral general magasines.

The
ADVERTISER'S
SKETCH BOOK
—1938
Page 28

D
=iy |
MEXT TIME SEY ITHYL ... & SITINE NUM FOE TODE MORIY

N this complex busy world it is rare
I that the head of o great corporation

nnds the time and oceasion to wan-
der off with the artist who i~ commis-
stoned 1o ereate a series of historieal
illustraticns apropos of the excentive's
business.

In the instance of the famons series
of ancient watchimakers created by 17
R, Gruger for the Gruen Watchmakers
Ciuild, almost a decade past, the artist
chose to go to Switzerland and the Ger-
man Black Forest villages o find  the
old cuild rooms of carly 1oth century
watcheraftsmen.  NMr. Fred F. Gruen,
then president of The Gruen Co, Cin-
cinnati, had planned a ~imilar trip and
arranged to meet the noted artist on his
jorrney for authentic <cenery.

“MWe omet at Basel in Switzerland,”
Mr. Gruen told  the  writer, "and 1
found Mr. Gruger, who is & man of my
age, a omost charming personality. His
love for detail without the mechanical
delineation thereot is the most delight-
ful part of his work.”

Another noted personality in the ad-
vertising world, Paul Mellroy, Adver-
tising Manager of Iihyl Gasoline Cor-
poration, New York, whose advertising

HE DARED TO ENTER THE
FORBIDDEN INTERIOR OF

budget runs into millions annually, jour-
veved with the photographer and color
plate cquipment on part of the many
trips  the camera artist, madels, and
props took 1o produce the background
for the current intriguing
Ethyl magazine advertisements.

These journeys, McElroy informed
The Novekmisek, carried them o New
Fogland,  into Pennsylvania  mining
arcis, then out 1o the desert in \rizona,
and California mission country, to the
Northwest and to many other
spots where they made a Tew hundred

series of

~cenie

solor prints from which the total ot
les~ than a  dozen iHustrations  were
finally  ~elected,  making  a commend-

able and distinetive series of Fthyl ad-
vertisements.

Hiram Walker's Canadian Club, like
all popular liquors, is not limited to
nationalities. In the illustration below,
we see a reproduction of a tavern in
the colorful Balkans. We have seen
such taverns in our travels through
Jugo-Stavia and indeed the country side
is far more fascinating than the tumble
down villages. so well depicted in this
color photograph. In this advertisement,
Canadian Club informs the reader of

www americanradiohistorvy com

Around The World To
Stage An Advertisement. . .

Pennsvivania, China, The Balkans and Medi-
ceval Swiss Guild Quarters Inspired Back-
erounds for Effcetive Advertisements . . .

their ambassadorship in X7 countries—
quite a market coverage, unquestionably,
for any product, liquid or otherwise.

\With war ravaged China occupying
the front page of today’s newspapers,
and over the radio, Camel Cigarcttes
opportunely presented James 1 Clark,
explorer, enjoving Camels on his jour-
ney through China,

This part of China is very evidently
off the bheaten trail and bevond the war
sone L. hat irs China, and in the news,
none the less,

Shrewdly, no National advertiser has
presented @ background scene in flowery
old Japan.  The wd chief with his car to
the ground i~ well aware of the gen-
cral attitude of  the American Public
toward aggressor nations .. . it~ thumbs
down on all of them for pictorial back-
grounds and friendh publicity other-
wise,

With today’s reader a cosmopolite in
hi< ambitions and knowtedge, hearing of
forcign nations and from them almost
daily over the radio, reading about them
in the daily  newspapers and  popular
magazines, ~such as e Life. Look,
National Geographic, Trazel. et al, and
them  every nite—or
once a week —in the movies, the wise
advertiser knows he can gain their full-
st attention  with apropos,  authentic
forcign  backgronnds.

Most readers worth catering to hayve
the urge and desire to know  and ~ee
more of  foreign lands. Therefore a
good camera shot or painting romantic-
atly depicting a spot heyvond the readers
horizon will gain his rapt attention . . .
and merease the advertiser’s chances of
~elling his produet.

Alert to this fact many smart adver-
tisers have and  will continue o ~tep
around the wcorld to staye an adzertise-
ment. And, paradosically — knowing
where to buy yonr photo-prints—it quite
often costs much less than staging it in
vour own back vard!

>k'k'illg scenes of

1.

Lthyl's Ad-Chief, smiling Pand Me-
droyv, hicd to Dennsylvanta’s coal
country to aid in colorfilmng  this

EXWWITN

>

In fur off China— far bexond the

Shanghai battle  scurred  arca, this

tustration was filmed for Camel's

cigarclte advertisement backing  cx-

plorer derome [ Clark’s testimony
that he acts o Hift with o Camel.

2

BN
In the Balkans—on the Greek and
Slazic border this camera painled
buckaround tells the tale of Hiram
1Walker's Canadian Club’s popularity.
The Greeks had a word for it

it's “hottoms up”™  the USCL
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SPORT
HOLLYWOOD
— BROADWAY

$rRdNes MRNBENDY

THE BIG LITTI

A SKRETCH ROOK

Going Places

“PIC” enjoys a unique status in the graphic magazine field.
“I’1C* is established, clean, alive ., . .
the faets about the inside of entertainment

and dramatically presents
namely, Sports,

Hollvwood, Broadwav and Radio. That's why “PIC” is going
) ) \ \ 8

places!

500,000 A.B.C. guaranteed “*spenders” offer advertisers a
“Double Reading Time™* that spells buving poewer for vour

advertising dollar.

The publishers of PIC” appreciate the necessity of “slow-
. - I . 143
ing down the reader’ and as a leader in trends, “PIC” revolu-
tionizes the picture magazine business by contracting four
; R  d A
prominent writers of nation-wide repute,

HEYW0OD BROUN

nationally famous wit and
news commenlalor, shori
slory  writer, gentleman
farmer and Editor of
“The Nutmeg.™

JOE WILLIAMS

Sporis Editor of the New
York World-Telegram, and
authority  on  evervthing
from paddle tennis 1o
boxing.

RUSSEL CROUSE

author  and  playwright,
man - about - Hollywood,
jack of both trades, Holly-

wood and Broadway.

GRAHAM McNAMEE

radio’s Grade A voice and
personality. World famous
announcer and Edior of
Universal News Reel.

With columnists like these “PIC" is trulv going places!
ye I

Advertisers get the ideal man-
market when they buy “PIC.”
907} of its readers are men at a
volume buying age. 35¢, pay
an income tax and 90 are col-
lege or high school educated.

*The tirer reading le quick reading: 1the second read
ing is thorough reading

Represented by Street & Smith, Ine,

NEW YORK -t CHICAGO

The Apvierriser’s SKETCH ROOK-—1938
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T'his is your advertising con-
scious market and it will buy
vour product if properly ap-
proached.

Investigate this medium today.
It will be well worth your while.

Page 29
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HOW To Get YOUR SHARE
Of Sales In World Markets. ..

Noted Aurthority On Export Business, Rechr Cautions U. S,
On For
Handled Sales

Procedure

Millions In

Manufacrurers
Profirnbly

l{CPI'CSCﬂf'.IIiOl] e

Abroad For GPI

By WILLITANM RECHT

OMES have been written on the
T,\ulqc(‘l of export ., . will he writ-

ten ... and yet the subject matter
is inexhaustible,  Export indicates dis-
tance, and distance requires perspective,
literally as well as figuratively, which
varies with cach individual accordingly.
In other words, we see things different-
Iy, and what follows is the way I sce
it, if I may make my modest contribu-
tion on this fascinating topic.

Many a glowing story of the possibili-
ties for business extension has been ad-
vanced by professional Export Man-
agers (free lance agents) to both job-
bers  and  manufacturers.  Naturally,
progressive firms evidence interest and
many make trials which result in suc-
cessful sales. With the scent of sales
now keener than ever, the tendency is
to plunge heavily into foreign sales,
thereby taking risks which the manu-
facturer would never dream of if he
apphied to these sales the same common
sense methods he applies to domestic
sales. Odd, isn't it, hut is there any rea-
son why good husiness policy should
differ in any respect from that used in
the domestic market?

Let’s go along further with the hypo-
thetical case outlined above.

Often a manufacturer is over-con-
fident and finds himseli in a difficult po-
sition hecause without proper investiga-
tion he has extended credit to some for-
eign firms who are unable to satisfy
their accounts payable. There are times,
however, when certain countries place
an embargo on the exporting of foreign
currency and the dollar is not obtainable
for merchandise shipped until such re-
striction is removed,

The man who may have been respon-
sible for the sale is perhaps a newly
appointed export man, employed because
of the possibility of his securing addi-
tional business. He is generally able to
make a satisfactory explanation as to
why the account has not been paid, but
the fact remains that the manufacturer
realizing that he is unable to collect for
the value of goods shipped, becomes dis-
couraged and adopts a policy that all
export business must be handled on cash
payments in U. S, Al only. Thus, “The
horse stolem and the barn locked,” this
manufacturer settles upon a policy con-
demning all foreign purchasers,

It would be well to look upon the
situation a little more clearly, in making
a comparison as to what would actually
occur in the domestic field were this
same firm desirous of employing a sales
manager, The management would make

reputation  of  their  business  depends
greatly on this individual, they must
have someone who would devote his
time and cfforts to the expansion of
their husiness on a basis of good sound
business judgment. 1aving secured a
man of that type, he is generally as-
sisted in his efforts by a Credit Man-
ager to relieve him of the responsibility
of investigating the credit standing of
prospective customers. The Credit Man-
ager protects the firm against credit
losses in every way possible. DBoth of
these men generally carn salaries com-
mensurate with their respective capaci-
ties.

Strange as it may seem, when firms
employ the services of an export man
they are often told the largest demand
for their products will be in the South
American countries where mostly Span-
ish is spoken. They are further in-
formed that in order to operate success-
fully they must employ a man who has
a thorough knowledge of the Spanish
language, an understanding of the psy-
chology of the Latin mind, and a knowl-
edge of such terms as ci.f, fas, ¢ & f
and other terms used in the foreign field.
A gentleman is found with these quali-
fications, and hecause he may be a for-
eigner, the management overlooks cer-
tain requisites they would expect in their
Sales Manager and Credit Manager. On
the other hand, they will expect this Ex-
port Manager to do the work of both
of these men, and as Credit Manager,
he is often given authority to dictate
policies for the firm the world over
without knowing the policy of the firm
lie represents.

He may be a native of South America
and vet he will dictate the policy of his
newly acquired employer as he sees fit,
to the new Furopean customers, who,

General Manayer, Export Division, General Printing ITnk Corp., New York

expecting to be dealt with in the Ameri-
can manter, are very often surprised at
the type of letters and policies expressed
in correspondence. Therefore, before
long much trouble is experienced, with
the result that the export business is
closed down by the manufacturers, be-
lieving that satisiactory husiness can
only be sccured in the American market.

ANl of this is written with the hope
that the reader will consider the im-
portance of foreign markets, and in his
foreign sales, will adopt a policy on the
same sound hasis as that of his domestic
business.

The question is, how can this be ac-
complished ?

First, it is necessary to know if the
article which is being offered is superior
to that made in any other country. It
is not necessary that the article compete
in price, although it will soon be found
that foreign firms will make price com-
parisons with the desire of bringing the
price down of that particular product.
Therefore, it is necessary to make an
investigation to find out whether or not
the product is marketable, and this
should be determined on the superiority
of the product, rather than on price.

This investigation, ii the expense per-
mits, should be made by someone who
is experienced in the particular business,
and who will visit the potential markets
and learn first hand the market possi-
hility of that item in the various coun-
tries. 1t is preferable that the man se-
lected for this work be well known to
the management, and after this survey
has been made, he should continue to
handle the foreign business. He should
have the qualifications, which in the

opinion of the management, can be de-
pended upon for forming a careful sur-
vey and will enable him to carry on the

llows Pond's uses display material to assist its retuilers over the seas. Using a basic
“counterette,” lithographed by Oberley & Newell, Lithograph Corp., N. Y., the arrows and
discs carry copy in English, Spanish and Dutch specially slanted for cach foreign market.

a thorough search to find a man possess-

ing personality, suitable experience, ex-

ccutive ability and honesty. In that the

The ApvERTISER'S SKETCH BOOK—1938 . . . Page 30
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business in the future. his line in the proper manner he must restrictions. We, in the United States,
This man who eventually will be the expect to pay a liberal commission. are in an excellent position to sell freely
Export Manager should have the com- It i< important to mention, that to es- without heing molested and our con-
binwed ability of your Credit and Sales tablish a business for the future, it is tracts interfered  with, Our  foreign
Managers. He should know the policies well to realize that only manufacturers buyers know they have every possible
of the firm that he represents, their or exclusive manufacturer’s representa- protection when entering into an agree-
method  of  passing upon credit, and tives can establish foreign business for ment with an American manufacturer
should have the ability to deal with for- the future. In other words, it is useless who has the reputation for honest and
cign customers with the same dignity for a jobber to solicit or make an at- fair dealing. Our natural resources as
that is applied in yvour domestic husi- tempt to secure foreign business it the well as our methods of mass production
ness. While the knowledge of languages manufacturer  whose merchandise  he appeal to all of our foreign friends—
1s an asset, it is not entirely necessary selts s akso secking foreign business, and thev are our potential customers—
i he has the opportumity to secure the or intends 1o do so in the very near one and all,
proper translations of his correspond- future. Mt ois a mistaken idea, that a Another fact to consider these dav~
ence, so that the firm’s policies are ex- jobber can introduce his line because 8 R0 S GRos S e il
pressed in the foreign tongue as ade- there is very little chance that he will 1o compete with at a disadvantage to
quately as possible and can be under- conflict with the manufacturer secking ourselves due to their ability to manu-
stoad by the foreign buyer. This export the ~ame market. Foreign buvers are facture at extremely low prices, are now
man should also be able to interpret and keen and are always desirous of con- concerned  with more pressing matters
respect the instructions of foreign ac- tacting  the  manufacturer  direct, or .. the manuiacture of munitions. This
counts in the same manner as any of through his exclusive foreign represen- has also caused a scarcity of technicians
the domestic accounts. In covering for- tative. Therefore, it i~ natural to as- in the various foreign countries involved
eign territories and making foreign con- sunte that eventually the buyer will he and that, together with the decrees by
tacts it is absobhitely essential that the able 1o make a price comparison be- these governments prohibiting the ex-
same dignity be interpreted in your for- tween the manufacturers’ and jobbers' portation of products which contain raw
eign accounts through this man, since he prices, which may logically show a varia- materials needed for martial require-
i~ the direct representative of the or- tion which will cause the foreign buyer ments, places us in an excellent position
ganization by whom he is employed. to believe that the jobber is charging to ~ecure additional husiness, if  our
It is necessary that he instill by per- him an exorbitant price for the article, foreign accounts are given the same at-
~onal contact, the comfidence his firm en- As previousty mentioned, those firms tention and consideration given to our
jovs in the local market, Success of having  products  of  superior  quality, local accounts, )
fnrc.ign husiness depends greatly on this even though they may be cnnsirlcr_ahly In conclusion, the answer to the query
medium, more  expensive  than the same  item AWy btain v dhare of the Fx-
[f the manufacturer feels that he is manufactured in foreign countries, will ¥ ot obtam your share ol the fx
unable to employ a high calibre man, find that the time for the sale of these port Ruqm-w.r b LR O IS e
the second choiee is the appointment of items today is better insofar as we are son why ““.s should nat he dccom-
a commission house of repute, who is concerned, than it has been for a good plished, but it st be horne in- mind
well rated financially and willing to pay many vears. An olwious reason is that that cvery customer, no matter where
for the merchandise in the U, S be- the foreign huyers prefer to place thair he may be, expects service and value
sides assuming all credit and exchange business in coumtries where they know equal to that of any other purchaser,
risks. In this case, if the manufacturer their order or agreement between buyer regardless of where or in what part of
1s convineed that this firm can introduce and seller is not subject to governmental the world he may be located.
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Globe Circling Observations On Advertising

and Markets for American Products . . .

By NI ASCHAM GREEXNE

The Advertiser’s Correspondent Returning  From Lighteen

Months' World Study Dramartises Forei

en Economic

=

Impressions ... Reports Ostracism of Japanese Made Goods
Duc to War and Commercial Piracy

Chicf Forcign Correspondent, The Avverriser, Bangkok, Siam

By going around the world during the
past year and a half, The -ldvertiser's
correspondent has had an cxecllent op-
portunity to obscrve to what an extent
advertising makes the world go round.
Secing the United States, New York fo
"ancouier, Canada, by car, then cross-
ing the Pacific wia {lonolulu, Japan,
China, Hong-Kong, the Philippines, then
the Federated Malay States, including
the port citics, Singapore and Penang,
residing  in Bungkok, Siam, wisiting
matchlcss  cAugkor in French  Indo
China, Cexlon, Bombay, Sucz, Cairo,
Port Said, Iden, Malta, Marsecilles, the
south of France, Paris flving to London
and the Statendam to New York again,
makes one realize what a world force
advertising is—how far-flung the mes-
~Sdygc it carrics. Greene iy now back on
the job in Bangkok, Stam, scrving the
Royal Siamese Goiernment on tmpor-
tant internal matters—lditor's Note.

DVERTISING reinforeing intelli-
gent salesmanship places a Singer
Sewing Machine in the open door-

way of a mud hut in a Chinese village,
sends FFords and Chevrolets circulating
over the excellent highways of French
Indo China and the Federated Malay
States and makes it possible for you to
light vour favorite cigarette as a dis-
traction to the furnace heat of grim,
almost tree-less Aden,

Local customs, traditions, prejudices,
climatic conditions, matters of language
and means of communication and trans-
port modify the presentation, but the
text is essentially the same, Our product
is good, for the reasons stated, useful,
cither as a necessity or an embellishment
of life-—come and see it and be con-
vinced. In the more remote sections of
the world, there is less of bringing the
goods to the customer’s door, less “iree
trial”, due to the ditheulty of transporta-
tion. The customer who presents him-
self is, at least, genuinely curious if not
defimitely interested and this preliminary
spade  work s accomplished by good
advertising,

The merchandising picture in the Far
EFast is naturally changing as the result
of the Sino-Japanese war. Evervone is
aware of Japan's determined  economic
penetration of the Philippines to which
she iz geographically  linked by the
Island of Formosa. Her onslaught on
the markets of the East through con-
sistent advertizsing has been equally de-
termined and rather irresistible since she
has worked day and night to turn out
what The World and his wife needs or
wishes at astonishingly low prices.

Many persons have come to resent,
however, the amazing fecundity  and

The ApverTiser's SKETCH BOOK

facility of Japanese copyists who have
an extremely clever wiay of disregard-
ing patents and copyrights, This factor,
plus the subtlety of Japan's industrial-
ists who insinuate themselves into fac-
tories abroad where they pick the best
brains of the manufacturing world, had
already lost for Japan the regard of an
intelligent purchasing class in the East,
This is particularly true of those who
are concerned with world trends.

The syvmpathy in the present more
than unfortunate situation is so gen-
erally pro-Chinese that the number of
private individuals who are uncompro-
misingly refusing to buy Japanese goods
is significant and is increasing daily.
Even those who do not share this preju-
dice are now beginning to turn to other
markets becanse the war sitnation con-
stitutes a serious threat to shipping. To
a considerable extent, private individuals
with whom 1 talked on this trip are
also boveotting German goods hecause
of their disapproval of the present
régime in Germany.

Becanse of the colonies and protec-
torates held by their respective coun-
tries, the Far East is a natural for Eng-
lish, French and Duteh products. Never-
theless Bombay, the gateway to India, is
one of the best markets in the Orient
for American goods. Unlike the South
Mmerican countries, India has tremen-
dous middle class purchasing power and
it is this class which constitutes the
backbone of the nation, lLuxuries sell,
but to a lesser extent than in the South
American countries and it is more often
the necessities of life which bulk large
sales. Due perhaps to the ever-present
dissatisfaction with British rule, which
the objective observer generally  con-
siders ill-advised, there are fewer ad-
monitions in India to—“Buy British”.
This slogan was once whose complete
aplomh 1 admired during my four years’
residence in South America.  Particu-
larly in the Argentine, much of whose
development was paid for by British
capital. this motto is flaunted with no
specifications as to the superiority of
the advertised English product.

American products have the advantage
of an accumulation of good will in the
East, due to several factors, including
our obvious lack of political ambitions
in that part of the world, their merit,
the manner in which they are adver-
tised and presented.

In aiming at the Chinese market, one
of the first considerations should be
packaging. Nothing in China is cver
wasted and the same is true of Siam,
which, in addition to the thrifty Siamese
has a Chinese population of  500,000.

Fmpty Pond’s Cold Cream jars and
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Elizabeth  Arden powder boxes live
through a series of reincarnations. An
ex-Camphell's soup tin holds a lotus
flower before a humble, wayside shrine
or contains the mosquito larva on which
Siam's famous fighting fish are fed.
Many times the thought has occurred
to me that America’s greatest gift ‘o
the world is the Standard Oil  tin
Emptied. it has a long and honorable
carcer as anvthing from a roasting pan
in Istanbul to a water pail in Bangkok.
H Palmolive soap is shipped in a case
which can be turned into a cradle for
his first born son, vou may be sure
that the small Chinese tradesman (and
business in the Orient is largely in the
hands of small shopkeepers) will plug
that brand above all others,

1 picked up an interesting sidelight on
the effect of indirect advertising in Aden
where both novice and seasoned stamp
collectors were vying with cach other
to purchase the new Aden stamps. The
initiates confessed that their inter-
est had been stimulated by President
Roosevelt and Postmaster General Far-
lev's  enthusiasm  for  collecting.  The
same new and old collectors scurried
ashore to visit the stamp marts of
Malta where they announced that the
Goodvear and Goodrich  signs  looked
“pretty good to them”,

On the homeward swing, 1 saw as
much of France's largest attempt to date
at national advertising and political pro-
paganda as my exposition feet would
permit, It is significant that the German
and Soviet buildings oceupy  strategic
positions near the Trocadero which 1
am enough of a reactionary to prefer
before it had its face lifted. The kEx-
position showed the same subtlety, the
same indirectness and  suggestiveness
that is characteristic of French adver-
tising.  “Celtiques Cigarettes” for ex-
ample, are advertised by a page of fine
art. Week Fnd Cigarettes get an ex-
cellent sales reception although they sell
at seven frances, a high price for twenty
Freneh cigarettes, Tobacco shops say
this is because they are “well presented”
in a ncat hlue, white and gold flat paper
box that is the equivalent of a cigarette
case, keeping tobacco crumbs ont of
vour pocket or handbag. Veedol Motor
O1il, strangely enough, is advertised hy
an exquisite armchair with only a few
accompanying words of text to the
cffect that, like the armchair, Veedol is
the work of artists in their line. St
Raphael Quinquina, a refreshing drink,
is recommended by means of a brief
text and a pleasing photograph of a
poplar-hordered  motor  road  implyving
that a “man can raise a thirst” in France
as well as “Somewhere East of Suez”.


www.americanradiohistory.com

That
Parricula rl)'

Huge

W hile 2500 1izes took adiantage of this
generons—2 for onc—proposition, a few of the
“traveling Salesmen”™ took advantage of the
offer and a monber of highly amusing domestic
repercissions folloteed.
New York City and other newespapers, *

The Feminine Approach...

United Air Lines Campaign Proves

Wives  Affect

“Buving

Success,  Wich  Repear

By ESTTIER SEMWARD

(44 LL the fear of flving i< on the
Agrnnml." That might well be
the newest advertising  slogan
of a great airline system. Tt was the
spontancous remark of a4 woman step-
ping out of 4 New York to Chicago
transport and overheard by the presi-
dent of the airline who describes it
as the best advertisement for flying
that he had heard.

Almost everyone is emotional on the
subject of Hying before the first flight
i a commercial transport. Particu-
larly women hut after the first flight,
all  pre-conceived  notions about  the
“adventure” of flying give way to a
realization  that, in the hands of the
commercial companies today, flving is
a4 practical science, with not hali so
much of the emotional romance appeal
as a train ride in the days of the iron
horse.

The igwigs in this field of transpor-
tation discovered that the way to “sel”
the men on an idea, i~ via the women.
It i~ no lie that the female of the
species can be more deadly than the
male and when they set out to win a
point, with  their admiring hushands,
doting ~weethearts, or even their adult
sons, they can impart a high degree of
enthusiasm or they can be equally ob-
stimate “aginners” by using wily women’s
wiayvs of extracting promises from their
men.

The very reecent “wives' campaign” of
the United  Nir Lines bears out  this
new approach in advertising, This com-
pany realized  that they were dealing
with a psychological factor and there-
fore appealed to men prospects through
women and being a double-edged blade
they also sold the women, hook, line
and sinker.

This ~eries of advertisements by the
United Air Lines ran all over the coun-
try and featured free transportation to
the  wives  of  lyving  hu<bands. Tt
brought amazing results, not only in the
vast mumbers that took advantage of
this offer hut it “sold” these women
on the merits of traveling by air and
established their confidenee in this mode
of travel for their “men-folk.”

Habits™—
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you wouldn't fecl that way, f  Chicagoor Philadclphia, between  and o the wir. You will fly an
you were acquainted with wr  February 1and March 1, we wall  outst.nding scenic route over
transportation as we know 1t present you a ticket to fly with which United planes have made
today. him, without charge! more than 40,000 trips,
A trained stew- Your husband knows that Muake your plans
ardess, whoisalso United’s policy now 1s to fly at now lo aceepl our
-- a registered gradu- least 1, mile above terrain on italion. You will
ate nurse, answers  every flight — a recording baro- :I"_' 2 he enthusiastic after
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makes your trip a glamorous ex- have twin engines so powerful tesy fhight. Wives' — phone or
perience. You may bring along  that only 50% of their horse:  write Umted Air Lines (address
children under two without  power 1s used. helow) for spccml women’s
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At the oftices of  the Umted  Air with instant success and moa survey

Lines they  stated  that  their normal
pereentige of  WOmen  passengers  in-
creased from 25 to 353% and that they
made many warm friends among the
“euests”  during period  of  the “iree
wives” and had in their hles hundreds
ol enthusiastic and  unsolicited  letters
from women all over the country, This
campaign was the delight of brides and
crooms  who took advantage of  this
offer in taking an unforgettable honey-
moon, Many older women also ook trips
with their husbands; among these was
NMroand Mrs. Siewert Bus of Chicago,
aged eighty-one and eighty-two  respec-
tively. Mrs. Bus was quoted as saying
that during her cighty-one years, life
had held many delightiul surprises and
memories but this topped them all, She
regrets, she said, that she had heen
born in the horse and buggy era and
remarked that she felt ten years young-
er for her flving holiday.

The plant to run this series of ads
originated in their San Francisco of-
fice and was first tried on the San
Francisco-Los  Angeles  run. It met

The Apverrtiser’s SKIETCH
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made later it showed that two  hun-
dred  wives  who aceepted  the  offer
were ~o enthusiastic that they made the
return trip; 7: of these women had
never Hown before and of the remain-

ing 23%, 13% had not tlown  since
1933, their chief reason  being  their
dizsatisiaction with the relatively un-

comfortable planes which were in opera-
tion prior to the Mainliners.

Indeed there can be no further com-
plaints on that score if comiort was
keeping those women on the ground.
The newest ships, the Mainliners, are
the last word in comfort and even Inx-
iury.  They are so quiet and smooth
fiving at higher levels that one could
not he more comfortable at home in a
lounge chair.  In even what appears
to be had weather to the lay-eve (but
really isn't to the government weather
forccasters who do not release any
planes in even doubtiul weather) the
flights  have lost all excitement that
used to put flving under the heading
of adventure. It is just a pleasant,
quick. clean and <afe means of reach-

Turn to
page 147

BOOK—1938 . . . Page 33
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Competition Of Media...

I:l'l\’(,)l‘li offers the world a the  previous  decade.  In o other

good example of the evil of

girding our loins for fierce
competitton. It seems to us, and
we have been around a bit—if you
can call repeated visits to 30 differ-
ent countries “a bit"—that there is
room on this terrestrial sphere for
all and opportunity  for peaceful
expanston.

However, there are leaders, dic-
tators  and  democrats. too, who
must have sword-swinging room!
It is they who build large armies,
navies and air forces to destroy
their neighbors, eventually  reduce
themselves to shadows of their am-
bitious greatness.

The same attitude seems to have
penetrated the tield of advertising
and  has developed a  reaction
trom certamm magazine tactors to-
wards radio—and other media that,
far from gaining space for the at-
tackers, has tended to awaken ad-
vertisers to the value of the medium
under attack. A boomerang  that
may prove costly to the aggressors!

Viewing advertising over a half-
century  of 1ts development, we
come to the conclusion that nothing
stops progress in this field, as evi-
denced by the growth of outdoor
advertising, followed by the devel-
opment of newspaper advertising,
the advancement that  magazines
have made and then radio, window
displays and direet mail. Factoally,
they all advanced even tho the
newer medium took the front spot
at one period over the leader of
that period. Yet, the history of
advertising revenues of all the men-
tioned media indicates that, rather
than taking a loss, cach generally
gained over the volume record of

words, newer and more advertising
mediums developed greater appre-
ciation for advertising and hoosted
the total dollar volume placed. This
15 due to the fact that alert manu-
facturers,  businessmen, bankers,
insurance organizations and new
industries, who were sold on the
value of advertising, by one me-
dium or another, soon reatized its
powerful sales force. And devel-
oping new business enabled the ad-
vertiser to spend more and more
income  for advertising  purposes.
And logically, they ventured into
additional forms of advertising,

Therefore, we decry  the at-
tack that certain magazines are
leveling against their newest rival,
Radio, and frankly advise thent to
wake up to the fact their attack
renders them open to ridicule, from
the very national advertisers they
hope to dissuade from using the
new competitive medium,

They will proht far more by
showing the actual values they have
gained and continue to produce for
their clients, many of whom will
continue to use hoth mediums re-
vardless of their attack.  Getting
new business, which is ever neces-
sarv, as well as maintaining  the
old accounts should be the goal of
the efforts and advertising dollars
of the media men.

The same clever copy writer who
wrote the attacks on the broad-
casting industry as an advertising
medium, for the publishing house
of a leading group of magazines, is
now in the agency business and we
are certain he will recommend ra-
dio to any client that he feels will
profit by investment in radio over

magazine advertising.  He  could
aptly use his unusual skill in creat-
g a theme for his magazine client
that will bring national advertisers
their  way, without wasting the
client’s monev—Ilike King Canute—
forbidding the sea of advertising
media progress to advance.

Advertising, like other things in
life, seems to travel in a ¢yvele. We
note  that  Outdoor advertising
again has gained in the turn of the
cyvele and today boasts of as much
dollar volume business as at any
time in its history. . (excepting
the fabulous 1929 period). It gain-
ed this business by improving its
position and proving 1o national
advertisers, via the new Trathe
Audit Bureau survevs, the power-
ful, low cost circulation value 1t
otfers. Window display lithography
has also made such a move, via the
ANA, NAAAA and LNA Window
display study, thus gaining much
new business and fine regard of
their prospective and actual clients.

This rejuvenation of respect can
also be accomplished by Magazines,
and Newspapers, too, for they more
than any other mediums built to-
day’s  great nationally  advertised
products into the minds and hearts
of the world’s largest market—the
U.S.A. They deserve the advertis-
er’s dollar and he is more than will-
ing to give it to them, if they keep
up in front in the advertising pa-
rade, aiding him to meet sales com-
petition and gain sales advantages.

Not by fighting new, competitive
media, but by proving and improv-
ing one’s own medium’s power as a
sales factor can linage success be
gained and retained in this ever
progressive world.
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EDITOR S
NOTE: Erection
of the 50,000-
watt transmitter
for WWL, New
Orleans, has
proceeded  with
such alacrity the
famed station
nill broadcast
under this new
power beginning
in nid - summer,

1938.

Aboze are seen the bowlevards, busy docks and skyline of Miami, IFlorida.
Sttlar seenes grect the Northern traveler and warket secking excentive in many cities thruout the South. today.

NSouthern cities cvidence yreal prosperily.

DEEP SOUTH—Greatest NEW Market
Within Our Border . ..

(]hcmurg\'. Federal Power l)cvcl()pmcnrs. Arce Replacing,
Coton as King... Enriching the Souch, Offering Bountilul

Sales Opportunicies tor Nationally Sold  Producrts

The Avverrtiser's SKETCH

By L. M. MacMILLAN

New Orleans

LERT merchandisers are looking

South these days. Smart money

has already begun to locate there
—and anyone with a product to <l
might profitably investigate for himscli.
Its time for a re-appraisal.

It was "\Way down Sonth in de land
o COTTON" a gencration ago. But
even then King Cotton had begun to
fail his too loyal subjects: for con-
stant planting of the Sowh's one cash
crop was exhausting the fertility of the
soil, and the South was not industrial-
1zed.

Came poverty and low wages. A few
industries moved South to  take ad-
vantage ol cheap labor, bhut the South,
as a market, was not o "hot.”

It's a different story today. The cyvele
is turning, swiftly, thrillingly.  Wealth
in natural resourees, untold and un-
taj ped, sull remains in this garden spot
of North America.  Thi~ time  there
will be scientific conservation—as there
has been scientific rescarch and devel-
opment during the lean years now ended.
Social and Inmuanitarian influences are
going to see to it that the laboring man
prospers, There's your market.

In Georgia, where King Cotton once
reigned supreme, and in Florida, North
and South Carolina, Alabama, Missis-

BOOK—1938 .

sippi, - Lonisiana,  Texas, Southeastern
Oklahoma and Arkansas, sccond growth
pine trees—200,00,000 acres of them—
long considered valuable only for the
extraction of tarpentine, today have be-
conte the nucleus of a southern news-
print industry that will not only <upply
the  United  States newspapers more
cheaply than foreizn sources, hut can
furnish an export husiness running into
the millions; rehabilitating the poverts -
stricken people in the pine helt,

The st consideration  is the  real
meentive that has burned constant and
bright in the great heart and  keen
brain of Dr. Charles Holmes Herty of
Savannah, thru the decades of rescarch
and experiment.

Twenty years ago, hefore the wood
pulp value of the trees was known, Dr.
terty was already working for con-
servation. His “cup and  gutter”™ sys-
temn of turpentining ~aved the South vast

forest tracts which would otherwise
have been dost thru improper tree tap-
ping.

It was about that time that he hegan
to wonder whether the resin content of
the pine was really too high to permit
its use in the manufacture of white
paper. Ten vears later he was inves-
tigating. By 1932 he had established
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the fact that the resin was high only in
trees 20 and 23 vears obd; that trees
cut ~tll young before the center heart-
wood had formed, had little more resin
than the northern spruce or fir.

He knew that the trees grow twice
as fast in the South as they do in the
North he knew that forests had
to be thinmed for the proper growing
ol tmber—that there was no market
for the young trees which would be
wdeal for pulpwood. And most thrilling
of all, he knew that there was enough
standing timber in the South that with
proper conservation and replanting, with
the fire hazard under control, the pulp-
wood market would be supplied ever-
lastingly  without denuding the forests
Nothing could stop him after that,

By 1932 he had gained the financial
backing of the Chemical Foundation, the
City of Savannah, and the Georgia
Legislature and went about setting up a
laboratory—really  a  semi-commercial
paper  mill,  on  the  wateriront  at
Savannah.

Next vear, the Southern Newspaper
I'ublishers” Ass'n. hecame vitally inter-
ested and gave further assistance, Many

editions of southern newspapers were
printed, very satisfactorily, on  paper
manufactured in the laboratory mill,
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Authonity has just been granted fon S'fafwn WWL to
(ncheate (t4 powex jlzom 10,000 ta 50,000 watts day and night.

On the choice frequency of 850 kc this will make WWL one of |

the most outstanding radio stations in the United States.

W ith new transmitting equipment and a new antenna system, the voice
of WWL will cover approximately 43,535 square miles—its good
service area has a population of approximately 2,000,000 persons—

many of whom do not receive primary service from other stations.

WWNL broadcasts an unusually well balanced schedule of Columbia

network and local programs to Louisiana, Mississippi, Arkansas,

Alabama and West Texas.

It's your best buy for complete coverage of the South Central United

States—where sales can be increased.

CBS CBS

NEW ORLEANS , LOUISIANA
VINCENT F- CALLAHAN g’&wﬁ/ﬂw%

Noational &’szM.me o £-KATZ SPECIAL ADVERTISING AGENCY

KETCH BOOK The ApverTiser's SKETCH BOOK-—1938 Puge 37
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The NEW
South . ..

Random  Sketches
draien in the deep,
sunny South by

Manuel Rosenberg

BAC/\' in early Colonial days, the South was the center of wmuch culture and historic activities.
Tho Boston and other New England citics are cited in our history books, Charleston, S. C. and
other Southern cities did much to frame the valiant Colonial history of the United States.

The Civil War—1860-65—destroved the well-carned position of the Southern stales in our national
history and there followed decades of downzcard irends economically. Today howcever, due to chem-
urgy—the scicnce of developing industrial products from products of the soil—this arca of the U. S. A.
is again proving a greal market for goods manufactured in the North. And, too, it is further making
new wealth for the nation and the world. There is @ NEW South, and national advertisers are be-
coming fast aware of that fact; reaching the South’s population via all forms of advertising, notably
radio, newspapers and ouldoor postings.
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@® Southern newspapers are daily
Southern pine, in the mills erected
than Canadian newsprint and for
well. This front page of Savanna

emploving newsprint made from
to date. Tonnage cost is far lower
practical purposes serves equally
h Evening Press was printed on

paper produced in Dr. Herty's laboratorv at Savannah.

where experiments are stll going on.
Soon northern publishers also began to
get excited about the possibility of buy-
ing newsprint for $15 a ton less than
the Canadian price.

Southern pine has been used in the
manufacture of Kraft paper for some
time; eleven new mills having opened
up in the South during the past few
years, The $3,000,000 unit of a pro-
jected $9,000,000 plant of the Container
Corp. of America at IFernandina, IFlor-
ida, was dedicated to Dr. Herty in
January of 1938, when a plaque was
unveiled in his honor. At that time Dr.
Herty said:

“The era of Kraft-paper development
in the South is but the curtain raiser
of still greater industries that are to
come in the form of white paper. This
pine of the South has all the properties
that will make it valuable for bhook
paper, for bond paper and for ravon,
but above all for newsprint, The great-
est prize ahead for the South, for its
greatest industrial advancement, is go-
ing to be newsprint, Our good friends
out in the woods will be among those
to henefit by this development. They
will have a market for a new crop—
pine trees.”

It has been estimated that at least
half a million workers can find direct
permanent employment in the Southern
forests, thus providing a living for two
million people.

Dr. Herty's dream of commercial
newsprint manufacture in the South is
coming true outside the laboratory. The
first mill, a $7.300,000 project which re-
fused proffered Iederal aid, is now
under construction near Lutton, Texas,
its first vear's output already sold under

The Avvertiser’s SKETCH BOOK—1938

contract to newspapers of the southwest.

A dynamic dreamer we found this
erect, quick-thinking twinkly-eyed scien-
tist of many degrees and honors. Paper
mill exeeutives and other visitors had
arrived to watch an experimental batch
of paper go through the mill. There
were many demands upon his attention
and only a few minutes beiore he had 1o
rush away to catch a train—that day we
visited the laboratory at Savannah. But
with true Southern charm he made us
weleome while he glowingly spoke of
the progress that has been made,

"Nl we have to do is take advantage
of what Nature will do for us,” he be-
gan, explaining that in the past farmers
had been getting a meager income for
the turpentine privilege on their lands
where trees that had escaped fire aver-
aged about 17 to the acre. Great strides
have been made in fire prevention and
control, Farmers have learned that they
can just as well have 400 trees to the
acre, that turpentine cutting slows up
growth only about 23% and that there
will be a market for the voung trees
when they thin their land for timber
arowth,

Dr. Herty was happy about the con-
struction of a rayon pulp plant  at
Fernandina, Florida which gives em-
plovment to 11,000 men; but he wants
more newsprint mills in the South,

“It is cheaper to make paper in the
south than anywhere else,” he said.
“Costs are low because of the tre-
mendous amount of raw materials and
other manufacturing advantages, What
I want to see is mills here. That means
employment  for people not now em-
ploved, increase in wealth, increase in
general prosperity.  Tell your readers,
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whatever helps the South helps the
whole country!”

Perhaps the farming of pine trees
and the employment made possible by
the kraft mills already in operation and
the newsprint mills of the near future
will be one of the biggest sources of
general prosperity in “de land o' Cot-
ton,” but pine trees are only a part of
Nature’s bounty to the Soutlh,

From Mississippi and  Texas mines
pour the world's greatest supply of
sulphur, Sulphur is used in great quan-
tities in the manufacture of paper, mn

other industries, for agriculture and
munitions.
Oil s flowing i Texas, northern

Louisiana around Shreveport, in Gkla-
Iroma and Arkansas, to the extent that
it must be reduced in order to maintain
a stable market. New fields constantly
being discovered in Sounthern Louisiana
are being held in reserve.

Just recently (May, 1938) the ceramic
laboratory of TV A at Norris, Tenn,
reported discovery of a thousand years’
supply of a fine white clay suitable for
china plates to match the translucent
quality of fine English dinner ware.
The clay comes from North Carolina,
and assays as the purest of its kind
known in the world. The laboratory
has been working day and night for
three years to develop mass production
methods and a new type of electric
furnace. Here's natural wealth and an-
other new industry to bring wages and
increased buying power to the South—
and to combat a market now held by
cheap Oriental labor.

IFederal funds have helped the South,
of course, as they have helped the rest
of the country. But there's a lot more
to be said. The South is awake—am-
hitious—going places. Take New Or-
leans for example. In 1930 the city
was in technical bankruptey in the Fed-
eral Courts. On March 4th, 1938, New
Orleans was on a cash basis for the
first time in its history. Quoting from
popular  Mayor Robt. S, Maestri's
Statement on Finances dated March 5th:

“The liquidation of the old bank loans,
which at the time this administration
took office totalled over six millions of
dollars, was completed with the pay-
ment on March 4 of $30R,00837 to the
American Bank and Trust Co. which
held the last of the City's notes

“Every penny owing the banks has
now heen paid off; all of the old out-
standing hills have been eleared up and
current bills are being discounted. Since
Jannary 1st, 1937, the City has been
operating on a cash basis and has found
it unnecessary to make any new bank
loans. . . .

“The manner in which the com-
munity responded to the strenuous ef-
forts which this Administration found
itself compelled to make, to collect
old taxes that had been outstanding
for years; the spirit with which our
appeals for the prompt payment of
current taxes, so that we might be
able to carry on, on a cash basis with-
out recourse to new bank loans were
answered . . . in these ways and in
every other way, the cooperation
which the Administration has met
with on all sides, has been most heart-
ening and encouraging ..."”
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(,()-()PCI“A(JOI] LI on e HHudson Motor account at Brooke, Smuth & French, Detroit: (1. to R) Rudolph Csufin. Art Dir.. 11, B. Selleck
Createee, 101 James, Hudsow's ddvertising [irector, George lolnston, Contact. Guy C. Swith, ice Pres. 1 H. Ollmacher (standing) Viee Pres.,
Weston T, Creatiee and A L Terry, Servia

Collaboration . . . on the Chezrolet schedude at Campbell-Ezcald,
Detroit: seated around conference tab I.to R) C. I'. Fisken, Cheoro
let's Adv. Mgr, IV, E. LHoaller, Genl. Sales Myr., Feliv Doran Jr., Asst
Genl. Sales Mgr., Asst. ddw. Mgr., Ed. Hedner, Natl. Dir. of Service and
Verchandising. all representing Chevrolet; Campbell-Ewald Agency cxee-
whices: ORI hite, toe H. Neebe, Robt. 1. Crooker and R. C. Campbell.

Planning Motor Advertising Campaigns . . .

IZRIZ'S how it 1s done in the Motor Citv
by the major advertising agencv chiefs
and their chents

oncentration . . ., . ' . .
C ,e I ; Fach campaign runs into seven hgures and
the  Ponliae  campaign  al lovs AL X e
MacManus, Lohn & Adams cmplovs = media. ) o
Detrait: Tommy Stia Chevrolet’s schedule is largest and initially
nins of Henry  Noutaine, planned 1o spend $1,000.000 monthlv. par
I:’:'im p l}l p ’,‘"";',‘ J"(’,‘I{I:’ ricularly in newspapers, magazines, radio and
5 c L 5 - .. o . v
MacMlanus' chief directing outdoor advertising. The Recession” cur
Pontiue  account. Belot tailed the origmal plans of each; however.
Pontiac’s Genl. Sales Mgr before 1938 has neared its end they all will
C. P. Simpson checks copy sive their original plans we anticipate
with Ade. Mgr. F. A" Bud” HEVIvE LAl | 5w 4 p
Berend. -and hope
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with the right tools for the job

X'I'HOH(H GH JOB — without skimping
f and in the face of urgent demands for
specd that’s whae proper tool. mean in most

any nndertaking voiur can manne.

That's exactly what Station WTIC means to
advertisers who  want 10 make the most of
Southern New Enghand’s vich, responsive wmar.
1.000.000

50,000 watts do a geand job

ket  of nearly people For one
thing, Wl
of  penetrating  thoroughly  all  throagh  this
arca—az  shown by Jan-kv and Bailev's ae

curale  survey.,

First in Popularity
Az for the popularity ol thiz tep-rank station
Ross Federal's  investigation  shows  that
60% of the families in the Hartford marke:
prefer WIS

neat most popudar station in this area. And

a= compared to 21% for the

why wouldnt they-—when 14 0wt of 20 ol the

country’s most popular programe are carri o

by WTIC —(according 10 Sales Management).

v

»r
i, s1an0 S04 aeenpotl.
o Lo¥¢ 4 d‘}i:u‘ @
S~ "‘u )
o (3¢ 'D[%w'r 5= ~75 - JANSKY LBAILEY
q/&-—o-‘—-i Tl R SURVEY

And Look at These Other Firsts
for WTI(
First in number of network adver-
tisers,

in number of national spot ad-
vertisers,

in number of local advertisers.,

o, if vou want to do a thorengh selling jolb
in thiz rich Southern New England VMarket
vour first choice is WTIC!

Write todav for our interesting 32-puge
brochure wiving full details on the Ross
Foderal Survey and facts about the WTIC
billion dollar marker.

WTIC

THE TRAVELERS 3ROADCASTING SERVICE CORP.

Paul W. Morency, General Manager

CHICAGO

DETROIT

National Representatives: Weed & Cu.
NEW YORK

50,000 WATTS
HARTFORD, CONN.

Member NBC Red Network and Yankee Network

James F. Clancy, Business Manager

SAN FRANCISCO

ay vou say in The ADVERTISER

SKETCH BOOK -1938

lense The Apvertiscr's SKIETCH POOKN—1938
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BBD&O What to do with a multi-million dollar appropriation for Ethvl Gasoline Corp, NOV2 Herd's the Batten, Barton, Durstine &
. . Oshorn planning hoard all primed acith the ansicers as Ethyl's Merchandising Chicf. clezer Paud Meldroy, gives it his criticat
1 l‘"""ng COkay nd Qs alveady being spent for 25000 CSkippy™ 24-Sheet postings. (7300 monthly) millions of magazine pages—
Board general, farm and trade jonwrnals. Scenc—specially posed for The AIWERTISER, depicting @ Ethyl's ad excotives and #BBNEGO's

opcratizes. Left- around the table: # N 1. Chignoine, @ Coard Taylor, @ 'aul MceElroy, # Henry Canda, # Matthew Hof-

& Echyl

Getting Away From the Point...

You Can't Sell a Reader Who Has To
Guess What Your Ad's Abour ... Be

Serious,

By ROBERT UHI.

The Apveriiser's SKETCH

EDITOR'S NOTE—Uh, New
York copyicriter, cxpresses him-
self on the point of copy and
theme—stresses need  of  selling
copy tn todax’s battle for business.

ERHAPS you have heard the

story of the ecarnest young

writer who appeared before an
editor and demanded to know why
his manuscripts were always re-
jected. The editor kindly explained
that his stories took too long get-
ting started,

“The first line should catch the
reader’s eve,” said the editor. “It
should get him into the story im-
mediately. Say something unusual
in that first line; something that
will make the reader continue read-
ing.”

The next day the young writer
appeared with another manuscript.
The first line read, “‘What the
hell said the Duchess, who up to
that time had not entered the con-
versation.”

Which 1s a pretty long-winded
way to start this story. The point
is that too many advertising copy-
writers today have a “Duchess”
complex. They strain their fertile
imaginations to the lmit to get
some striking idea for the headline,

BOOK-—1938

Advises

Uhl

whether or not there is any con-
nection with the product they're
advertising. They have bLeen told
too often that an advertisement
must gain First: Attention. Sec-
ond: Interest. Third: Believability.
( Believability, being listed last, is
considered least important.)

No mention is made of the only
true fundamental of advertising.
Advertising is selling! 1t’s been
shouted so often that no one pays
any attention to it. As a result, we
see headlines and copy straying far
afield.

We're making too much of a
game of advertising. Selling is a
serious business. It has to be, be-
cause for the average American to-
day, buying is a serious business.
The job of the copvwriter is not
only to make the prospective con-
sumer see and read an advertise-
ment. It’s to make him want some-
thing so badly that he’ll shell out
his hard-earned coin to get it.

So tell him what it is, Mister!
What vou're selling, and what he
gets! You're not fooling him when
vou reproduce a masterpiece from
the Louvre and quote Shelley for
vour headline. He knows vou’re
trving to sell him something. When
you try to sneak vour sales argu-
ment in under cover of a humorous
or artistic camouflage, he rightly

Chief

(J()p\'
o
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nagel, @ Russell Weston, # Al Strasser, # George Bliss, @ Edwin N. Down~, (1 Harry Kaley, # S Costa.

gets suspicious. 1f he reads only
the headline, let him learn sonie-
thing about vour product, if it's
only the name.

This fact was illustrated in a re-
cent copy test for a food product.
IZight  different  headlines were
tested. There were economy, health,
taste, humor and other appeals, The
vianning headline was commonplace
and matter-of-fact. No one would
have sclected it off-hand as the
winner.  Put it had one hig virtue
the others lacked. Tt said, dis-
tinctly and positivelv, just what the
product was. Tt won by a large
margin,

One common way in which copy-
writers seek the unusual is through
humor.

Taking a humorous, joking slant
in your copy is about the worst way
to gain believability, without which
no advertisement is worth a cent.

The reader may chuckle over the
copy. He may think that the fel-
low who wrote it was clever. But
when you come to vour selling ar-
gument, as vou must in the end.
that reader isn’t going to take vou
or your product seriously. You've
persuaded him to read vour copy
by tickling his ribs, not by making
him want something. When you
stop being funny, he stops reading.
Your “Seriously, now,” kills all his
interest, because you've already
created a different mood.

Advertising space costs money.
It has to sell something to justifv
itself. The best way to sell is to
tell the customer, right off, what
he gets!
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Magazines Showing Largest
Newsstand Gains Are

FAWCETT WOMEN’S GROUP

Gain and Loss Figures
for Mass Market Media
With Over 100,000
Newsstand Circulation*

MAGAZINE GAIN OR LOSS
True Confessions . . 240,348 Gain
Hollywood. . . . . . 11800 Gain

87.H8 Gain
71.5310 Gain
55.337 Gain
141,390 Gain
43,699 Gain
35.820 Gain
1.589 Gain
1.499 Gain
1.198 Gain

Movie Story. . . . .
Scereen Book .
Romantic Magazine .
Motion Picture . . .
Phowplay . . . . ..
Movie Mirror. . . . .
True Romances A
True Fxperiences. . .
love & Romance. . .

Picture Play . . . . . 81 lLoss
True Story. . . . . . 13.833 Loss
Screen Romances. . . 15.222 Loss
Sereenland . . . . . . 25,591 Loss
Silver Sercen. . . . . 46,593 Loss
Radio Stars . . . . . 50.646 Loss
Modern Screen. . . . 58571 Loss
Maodern Romances . . 70.479 Loss

*Figures are from Publishers’ A.B.C.
statement for last 6 months of 1937,
compared to same period of 1936-
are newsstand sales only and do not
include subsceriptions.

FAWCETT

SCREEN BOOK
HOLLYWOOD

TRUE CONFESSIONS

F all monthly magazines having over 100,000 A.B.C. newsstand

circulation, the six comprising Faweett Women’s Group ranked
among the first ten in newsstand gains for the last 6 months of 1937,
compared to the same period of 1936 —with True Confessions topping
the entire list!

@Of all mass market media, with over 100,000 newsstand sales, ALL
Fawcett Women's Group Magazines led the field in newsstand gains.

Of all Group magazines with over 100,000 newsstand sales, sold in
Syndicate Stores. Fawcett Women's Group GAINED 600,833 news-
stand or 92.7% of the total gains. Women’s Group B accounted
for the balance. Group C showed a newsstand LOSS of 185,696,
and Group D lost 72,186.

When young women—>56.7% housewives, 81.3% of whom have chil-
dren—show their preference for Fawcett Women’s Group until it has
by far the largest on demand sale ever achieved in the entire woman’s
field, and is increasing at a greater rate than any other magazine of a
similar type—sales opportunities for advertisers climb to new heights.

Yet Faweett Women's Group delivers this huge circulation (2,625,644
average net paid for 6 months ending December 31, 1937),91.7% of
which is newsstand, at the lowest cost per page per thousand of all
woman’s media,

WOMEN’S GROUP

MOTION PICTURE ROMANTIC MAGAZINE

MOVIE STORY

FAWCETT PUBLICATIONS - INC

NEW YORK e oo

CHICAGO

Say vou saw it in The Apvertiser’'s SKETCH BOOK—1938

. LOS ANGELES s SAN FRANCISCO e
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ALLAN
I AMIES

Pioncer i Public Relations and  Publicity
copy devclopment for National adiertisers.

PUBLICITY . ..

Here’s HOW!

Publicist. Ames Wipes Away
Miasma Of

Surrounding

Mvstery

Practice . ..

Public  Relations  Copy

Todayv's Urgent Need

By ALLAN P AMES

of dmes & Norre, New York

The Apve

113 RISATY plenty in the magazines

and newspapers about publicity,” a

Large advertiser <aid to me recent-
Iv. "No one has 1o sell me on the idea
that  business, and  husiness generally,
aeed to cultivate a better public under-
standding. I recounize that we have a
story which cannot be told fully through
advertising alone. 1 grant that many
of our problems would ~olve themselves
: the people who buy our products, and
onr distributors, and even our employes,
knew more about us. There is no ques-
tion at this juncture, that better public
relations are needed. Bot why doesn’t
~omebody o into details abont
methods? What I want to know is ffoge
To Do 11!

His complaint 1« well taken — and
comes at an opportune ~tage in the de-
velopment of publicity procedure. Ko
a long time publicity was treated by
many of its practitioners as i mysteri-
ous, almost mystical, force that was he-
ing manipulated through secret chan-
nels by ineluctable initates, This of
conrse, wis undiluted  hooey. Certain
purveyors of puldicity services no doult
~till adhere to this Tantastic notion in

TiseR's SKETCH BOOK—1938

order too magnify the value of their
work.  But that attitude i~ Tast giving
way hefore a4 more mature and maore re-
sponsible conception  of  the  publicity
bismess,

Today there should be no more secrets
about the “how™ of publicity than there
are about the “how™ of advertising. s
a relatively new  profession—my own
firm, in it~ sixteenth sear, ranks among
the  pioncers —the rdes are ~till in
process of Tormation.  But it~ major
procedures and techniques are part of a
straightiorward methad  of  promotion,
whether for a product, a service, a
movement, 4 man or an o orzanization.
The miasma of  mystery s clearing
away.

I the present-day practice of  pub-
licity a st of facts can be conveved to
the public effeetively only i it has
authentic merit. P'ublivity no longer pre-
tends to be a miracle man. It cannot
tran~mute dross into cold, Precisely as
no amount of advertising can sell a
product  that i~ patently inferior, no
dosage of publicity can huild up an in-
ferior personality or institution,

The timwe i~ past, too, when puldicity
could resort to fancitul peudonyms and
other artiul dodges, In ninety-nine cases
ont of a hamdred, if a ~tory cannot he
told Tully and frankly, withont conceal-
ment of its source or s purpose, it
~hould not be told at all. The Tunction
of the public relations counsel, indeed,
i~ to ~ce to it that such a story re-
main untold, ~ince it would only hoom-
crang in the long run.

The basie principle ot etfective pro-
cedure today i~ this: .\ company or an
entire industry, hecause of its special-
izedd knowledge  and  facilities, has a
wealth of information not available 1o
ontsiders, In it~ own interests, hut in
the interests also of the general publice,
it therefore provides a mechanism for
wealth of imformatien not available to
the newspapers, periodicals, radio, and
other  media of  public  information,
There is ne need for camoutlage. On the
contrary, the material and  points of
view heing publicized gain in authority
hecause of the authority of their source.
Good publicity, in other words, is con-
ducted in terms of service to the public.

Like the majority of well estabhished
publicity practitioners, we have learned
that the best way to make a client or a
prospect comprehend  this much misim-
derstood subject is to give him illustra-
tions from our actual experiences. We
try to ~trip the false glamor from the
husiness, and lay bare the mechanics of
the worke In what follows | have at-
temptesd 1o do the same, ~electing from
our Nles a few “case studies” typifving
a variety of problems,

* * *

The Spice Industry faced the need
of overcoming prejudice against spices
and stimulating a wholesome  demand,
We presented a “basic” on which the
entire publicity work for that industry
now rests. This was nothing more com-
pheated than the idea that American
cooking needs more flavor; that better
tlavored  foods are pleasanter to eat,
caster to digest, and also casier to s~cell;
and, finally, that the best way to inject
more Havor into American cookery and
the processing and cooking of American
Toods i~ to use more spices and  use

. DPage 4

wwwW americanradiohistorvy com

them, morcover, mare <killinlly and dis-
criminatingly.

It did not take long 1o discover that
the importers and grinders and packers
ol spices, were quite witling to acknowl-
cdge that “more tavor™ was a hig cali-
bre dden, displased a lively interest in
the methods by which we introduced
that idea into the minds of the Amer-
ican consumer. The Test Kitchen work
by which we developed recipes for spice
dishes made a particular appeal. Ao
the methods by which we placed these
recipes in the hands of the editors of
women’s magazines and women's pages
and the sustaiming program talks we pre-
pared for managers of radio houschold
forums, We have discovered, in fact,
that next to the proof that a client's
publicity i< reaching the desired  goal,
the information that convinees him that
he had made a good investment i~ 2
detailed deseription of how this i~ done.

ok %

Tow a totally different type of proh-
lem was ~olved with the instrumentali-
ties of publicity i~ illustrated by our ex-
perience with a new hotel, one of the
largest in the metropolis where it stood,
which hecame the victim of a malicious
whispering campaign. Unsupported
rumor~ were being spread: that hali of
it~ rooms were vacant hut lLighted  at
mght to create the illusion of  ocen-
pancy: that, in fact, bhankruptey was
near,

The truth was that the hotel was
prospering.  Nevertheless it reguired
sotie argument to convinee the owners
that the success of their hotel <hould
be emphasized by demonstration rather
than by assertion. The daily activities
of the hostelry were rich in news ma-
terial. The management had a record
of achicvement that could be  drama-
tized. The campaign that followed there-
fore ignored the rumors of failure and
concerned it~eli only with publicizing
the unique featnres of the hotel's oper-
ation, the prominence of it~ guests, the
significarce of activities centered within
its wallse There was no need to strain
for effects—the raw <tulf of interesting
news was at hand and necded only 1o be
utilized.

In a ~urprisingly short time that hotel
became the hest-known hostelry in its
city and the whispers of failure died un-
der the impact of prosperity  newes
emanating irom the place,

x % %

The owner of a new tooth powder
formula asked us to stdy his product
with a view to finding whether it con-
tained anything  that hited it out of
the u~ual run of new dentitrices. We
found 1hat the Tasis of this prepara-
tion wa~ a well known substance famil-
iar to every dentist for its antiseptic
properties hut awkward to use hecause
of it unpleasant taste. Our client had
found a way to chiminate this taste. Al-
though at first he was opposed to reveal-
ing the constituents of his preparation,
we perstaded him, after ~ome argument,
to tell his story to the dentists of the
country in ~imple, unvarnished language.
A\ nation-wide sampling campaign accom-
panied by literature of this type made
thi< dentifrice one of the most snecess-
ful inits line, aml it is <l going strong.
The entire campaign of publicity promo-
tion, in other words, was directed to the
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Jentists only. Its success amony  the
dental profession ~oom manifested itsel?
in a consumer demand, <o that at pres-
ent it i~ heing extensively advertised to
cotisumers,

* x x

The element of public serviee a~ the
rock-bottom Tomudation of an cllective
publicity campaign i~ especially i evi-
dence in the work we hianve done tor
the soap industry. In few other indns-
tries, of course, is the Tunction so ¢lear-
hv beneticial. Soape has ever heen a sort
of  larometer  of  civilization,  hecause
soap means cleanliness, and cleanliness
in turn i~ a central ingredient of health
and beanty. 10 any industry had a rizht
to complaceney it wias the soap industry.

The  educational  publicity campaign,
which has been under way tor many
vears, aims to co-operate with all who
have a common interest in the raising of
cleanliness standards throughout the na-
ton or are engaged in teaching the fun-
damentals of cleanliness, .\ few of the
regilar ~crvices will indicate the nature
of thi~ co-operation: A monthly Talle-
tin of authoritative information on as-
pects of hasic cleanliness i~ distributed
to domestic ~cienee teachers, home econ-
omists, health authorities, lecturers on
health  sithjeets, ete. Radio talks on
cleanliness are distributed—on  request
only—to directors of homemaking hours,
to heanty and health commentators, anid

other  broadeasters  concerned  with
honschold and personal cleanliness. News
and features of direet value to the eli-
tors ¢f women's pages, beanty svndi-
cates, health services, arc devel-
oped and  made  wvailable. Material,
photograph~ and other collaboration is
provided to magazine editors and writers
interested inany phase of personal fas-
tidliousness, home cleanliness, aundering,
or commmity cleanliness. Over and
above these services, the ~oap industry
co-aperites  with other industries  for
the achievement of common objectives:
with public utilities in relation to their
ot water apparatus  promotion;  with
makers of  various textiles irom  the
angle of proper washing; with health
oreanizations in terms of soap-and-wi-

etey,

ter measures against disease.
* %k

A publicity classic worth referring to
in conclusion, hecanse it indicates a
trasic technique, harks back to the time
when the sweet foods interests o the
country  were confronted with a $12,-
000,000 advertising campaign destructive
of their welfare. This campaign rested
on a slogan urging Americans to reach
for a certain brand of cigarette “instead
of a sweet.” Nicotine, it might be said,
had taken the offensive against sugar,
fegal action was too slow a process to
meet the challenge.  Advertising?  Yes,
S12,000,000 to counteract $F12,000000. An

appeal to publishers to reject the ad-
vertisimg 2 Twelve million dollars can Jdo
no wrong !

The publicity undertaken introduced a
new  strategy. The first step was the
arganization  of & national  campaign
committee representing all the food in-
terests wWhose interests were endangeraed,
This was done on so widespread a scale
that the general public quickly  recog-
mzed the lattle as one of tood against
cluarcttes. The  second step o was a
counter-attack against the weakest part
ol the eneny's line, viz, radio broad-
casting, a medium licensed for use on
the basis of public ~ervice to he ren-
dered. The third step was the exposure
of the practice of purchased testimon-
tal~ by which the anti-tood  campaign
was huttressed,

The campaign waged by this commit-
tee hrought many child welfare organi-

zations, public health aonthorities and
other influential social groups to  the
side of the food interests. The ciga-

rette attick was soon publicly denounced
in Congress, The immediate resnlt was
the foreed abandonment of one of the
most striking ~logans ever used in ciga-
rette advertising. .\ result even more
significant—and again  the clement of
public service was decisive—was a uo-
ticcalde  improvement  in advertising
cthies that has henefited all American
industry.

-
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National Event...

Publicity of the finest is attained by
Cheorolet Motor Co., Detroit, via ifs
contrelled famed Soap Box Derby

contests. This is indeed a wcorthy \Gran'pb[nwi,
publicity cvent that mutually serves some good—
the Publisher—as a circulation fea- wheals —Can

ture—the N\owert1ser and the vouth-
ful contestant. The N\iwerTiser's editor
corered the big coent at Akron, Ohio,
and testifies to ity cxcellence as o
newspaper cireulation stunt, publicity
feature and o fascinating  story o
corer. ’

o NVarming up to Chevrolet's fumed
Noap Box Derby: cartooned by Man-
uel Rosinberg. for The NiwerTisen.

make > rade

Roblem o> Lafayette, Ind,
dad whose son used pops
i;zel fo:,: brake —whe ther
use the sole to padie-
1o, the Soap box derby entront '
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Confessions Of A Press Agent...

Accncy Press Chief ‘Tells of His Trials and

Tribulations . . . Novel

Effores at Fostering

Publicity for Ad Clients Foiled by “The Breaks™”

By RUSSELL E. PIERCE

Fditorial Director, Cecil, Warwick & Legler, Tne, NOY.

Emor's Nove: Public Relations authority Plerce last year atiended

an international public relations conclave in Russia.
. bt wee hope Pieree gave them a pomt

knowe the Art of Propaganda .

The Bolshetviks

or two on how best to reach the great American Public.

A BUNCH of us boys were whoopin’

it up the other day in the back room of
Pete's delicatessen, the publicity expres-
Gon* was prevalent and there seemed
to be much ado about ~omething as this
wis one meal we weren’t chargiug to
anvone,  So listen bartender, "make it
a cherry coca cola an' a tuny fish sam-
wich!™  Anyway after casting our lots
in memory of Barnum (the best of our
tribe) we as a group of promulgated
boy scouts decided to take down our
hair and confess that knowing our stuff
wa~ only half the game. Fate and luck
heing the other side of the chestnut,

(Dear reader: We allow you a pause
here for that much nursed expression
“so-what.”")

To <ay that the agency director and
his like must be a magician is siding
under a rock. e carries the notehes or
many and variable trades in his helt and
i~ able to put his experience to work at
a moment’s notice .., which is a stead-
fast neurosis, Henee, the “Press Man,”
as we will <ee, confines himseli, not to
the lie of the ordinary individual, bt
to that of the “screw-hall™ or in other
<hoart words of no amount of import,
“Words, words, word<!" Quoth the
Raven, or was it Apple Anny?

At times the results of even the best
planned  publicity  campaigns  can  be
found hiding on the hack page of the
corset section, While some other short
iem yvou knocked out just to pass the
time of day might cream the headlines
n ne mean styvle.

Last <pring 1 was called into a con-
ference concerning the exploitation pos-
~thilities of one of our radio shows,
The vehiele o which being a cast of
cngers supporting one of the country's
most prominent baritones, Careful plans
were Jaid with the usual amount of
boiler-plate prettied up and a
agamn good series of features worked
out. One oi the major points of the
program was to take the entire cast to
the home town of the featured haritone
and to put on a show revealing the <o-
called “facts of liie¢™ behind the micro-
1 hone.

Private, air-cooled  train-cars were
chartered, bannered busses arranged so
as 1o meet the train and also a repre-
sentative  delegation from  the  home
town, Things couldn’t have run more
~smoothly. The mavor gave an excellent
speech and the key to the ety was

uleas

TBPH(‘] Pan

The Apvertisrr’s SKEETCH

BOORK—T93R

proffered to the home town boy that
made good, allowing me a wealth of
photographic material that 1 had visions
of placing on the front page of those
144 papers with a circulation of fifty
theusand; 272 with twenty-five thousand
o over; the 5,137 around 10,000, and
the 1,790 others whose circulation fools
around a thousand or over. Well any-
way vou can’t blame me for dreaming.
After the performance that night | left
the group and thumbed it back to New
York, getting five stories off to the
cditors that I thought would make swell
copy. Well they weren’t bad, and the
results were fair, but nothing like those
anticipated. They just about justified
the whole expedition.

Three days later a spot story  was
needed (as they usually are), and find-
ing nothing that | could purloin irom
the purple editions, T hit on an incident
which happened the morning the entire
cast had had breakfast on the train,

The famous singer in question and |
had been sitting across the hreakfast
table from each other, and 1 noticed a
tic of a peculiar vellow hue gracing his
prominent breast. “How come the yel-
iow tie this morning ™ 1 asked. “Oh,
that,” he answered, “well, just to match
the volk of my morning eggs.”

Stretching  the incident into a 200
word story and giving it the headline,
“Singer Wears  Clothes To  Matceh
Meals" T shot it out with the idea that,
well, it might find the bottom of some
column and that's about all. Allowing
for the fact that the clipping services
generally get their papers as fourth-
class mail it was about ten days hefore
any notice of the article came in. Also,
not being on the lookout for anything
particular on this short varn, I was not
only pleasantly surprised but was prac-
tically forced out of my office from the
amonmt of clippings received on  the
story, It seemed that every paper in the
country had picked it up in one way or
another which goes to show that
prosperity may he around the corner
after all. Oh, yea!

Although the fact is true that a good
many publicity campaigns start in yvour
conference room the actual workings of
them take you far abeld, and many
times far enough to add a grey hair or
two—or miayhe three: after all, at this
point we're too busy to notice.

This fall 1 took my annunal trip
around the country, passing a little good
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cheer here and there to the news hoys
—but I had only time to reach Chicago
when the long arm of the conference
room snatched me by the collar with the
following telegram : “Client arrives Chi-

cago in three days; we expect big
things” Now this client, who happened
to be a particular pet of mine (we all
have them), was not only a stickler on
publicity, but the slightest move the
wrong way meant disaster in the home
office.

Canceling future appointments in St
Louis and Kansas City, 1 started the
ball rolling for the great arrival. City
editors thought it would make good
copy, as the personality in question was
internationally known, and [ had five
news  photographers lined up ready to
grect the plane at 9 am. of a Monday
morning.

Due to the fact that the Chicago air-
port i~ about an hour’s ride from the
city, | told the photographers 1 would
send a special car to their homes at R
am. on the day of arrival, and 1 would
follow later from the hotel.

Monday morning, with that nice Chi-
cago chill rolling up my bhack. I dis-
patched the photographers’ car and was
about to follow fAfteen minutes later
when a telegram arrived, “Client ar-
riving Treenticth Century 8:535."—\Well,
figure it out for vourseli! For the last
three days, T had heen working to get
the hest papers in town to cover the
arrival; created the good will of the
editors, allowing them to think that
cvervthing was in order, and, 1o polish
it off. had s<ent all of my available
photographers thirty miles to the air-
port leaving me with nothing but a
melancholy  smile to greet the client
with at the railroad station. “Death
where was thy sting?” And as the sav-
ing goes, “A little child  shall lead
them” At this point T certainly needed
a little leading.

Dretermined to at least do something.
I called the publicity director of the
hotel explaining my distress and won-
dered if he might have some photog-
rapher up his sleeve that could  he
routed out of hed at X:15 am. As luck
would have it, and 1 mean luck in this
case, there happened to be an amatcur
photographer staying there in the same
hotel,  Interrupting  his peaceful slum-
her, and with honeyed words of woe,
I got the amateur and his camera to the
station Just in time to catch the chent
stepping off the train. The prints were
soon on the editor’s desk with words of
apology from  me. which  apparently
were quite unnecessary, as the boys that
had gone to the air field at my expense
had run into a good story which had
reason to make cvervone happy. es-
pecially me, as where <hould the “pix™

RUSSIEELL
PIERCE

—on the air
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of the chient land bt on the front page.

At this point consult vour astrology
book.
Another  “thrashing  sledge’ that

swings into our life only too often is
the breaking of world news events just
when we think the best publicity story
of our carcers is ready for release.

August 30th, 1933, one of the fore-
most operatic and screen stars was ar-
riving aboard the Nex, and yours truly,
with the cooperation of the star’s mo-
tion picture company, went to town in
no small way to plan a harbor reception
for the diva.

We even got the Mayor to welcome
her to the city and present her with a
floral bouquet. Harbor craft tooted for
hours; an airplane grected her with mile
high smoke letters, masses of reporters
and  cameramen  greeted her as  she
stepped off the boat. It was a royal
sky, sea, and land grecting. On the
crest of a wave 1 went back to the city
desk of one of the larger New York
papers, only to find that the most la-
mentable news episode of that vear had
just flashed across the wires.

Tragedy had struck Belgium’s Royal
family for the second time in less than
two vears, An auto accident near Lake
I.ucerne had taken the life of Queen
Astrid, wife of lLeopold T11 of Belgium.
Re-write men were pounding out copy
by the vard, double trucks of the day's
news were shifted to back pages, and
the fruits of our plans were lucky to
find space on the classified page. Fate,
hick or what have vou, as vou see made
the essence of vears of experience be-
come a fHoating svllable through time
and space.

Handling the stars themselves some-
times calls for every inch of diplomacy
m one's make-up, a little bullving at the
right time and a chin that can take it.
This same star in question made her
New York radio debut last vear. At
that particular date the City's clevator
strike was in full swing with every
news  photographer  in town  rushing

from apartment to apartment digging
up human interest shots,

Selling a bill of goods to the editors
on the fact that the incident would
make good copy, I managed to get a
few photographers off their beat and at
the studio a half hour hefore the pro-
gram went on the air. The Hollywood
diva was giving her larynx a polishing
back stage, and, much to the acute vexa-

tion of this writer, refused to  be
photographed.  No amount of wailing
on my part would turn her decision

which meant just one thing, “Nuts to
vou, Pierce.” All hut two of the boys
left for parts unknown and the only
reason the others didn’t go was that the
doors had heen locked. My newly ac-

“Decorative Trust” —

N the editor’s note concerning the
fact that I might have given the
Soviet Othcials “a point or two on
how best to reach the great American
P'ublic,” T might say that the Soviet
propaganda machine runs an even race
with Great Britain in trying to catch the
interest, and strum the heart-strings of
America. Since the Washington Dureau
of the International News Service re-
vealed the contents of a secret diplo-
matic document which showed in de-
tail the pledges entered into by the
World War Allies prior to America’s
entrance, there is little doubt in the mind
of the puldic that they are now bheing
subjected to some very fancy tear-jerk-
ing propaganda from foreign powers,
During my stay in Moscow with Bob
Mecker of the Netropolitan  Sunday
Newspaper Svndicate we were fortunate
enough to get information that allowed
me a story claimed as a world
scoop. As usual it was quite by chance.
and will prove again that well-devised
plans sometimes end up in a hed of red
tape. During the various press confer-
ences I attended there 1 found that the
trade of advertising had taken a <mall

well
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“lzdrastvitcha
Tovarish™, ..

MONG our many sketching
A adventures as chicf artist
for the Seripps-lloicard neies-
papers the period of travel in
Russia (1929) is not to be for-
aotten. Despite being arrested 3
tomes—suspected of bevig a for-
cign spy—a Chinese one at that

we managed 1o get out of the
land of the Sovicts with a good-
Iy bateh of drazcings . . . thanks
to the aid of Chicf United Press
Correspondent  Lugene  Lyons,
withor of best sellers: “Assign-
mcnt In Utopia”™ Here's an epi-
sode of the  jowrnex—Manuel

Rosenbera, The \DVERTISER.
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quired “headaend’ was now on the air.

Taking into consideration the old say-
ing “An Eyve for an Eye and a Tooth
for a Tooth” 1 decided that this be-
trayal of a timorousness for the spot-
hght was most likely about to mute the
cry of favorable publicity. . . . So, stick-
ing my tongue in my check | ordered
pictures taken during her performance
with 1,300 peaple lTooking on. . . What
could she do?

P50 Although affable and kindly to
me in public . .. T am now the forgotten
man when bevond the gaze of the popu-
lace . which proves nothing except
that—The job of forming the mold of
public opinion is anything but a dull
affair!

Russia’s Ad Agency . ..

foothold in the Sowviet regime. What a
story !

A country whose axioms were based
on the surrender of private enterprise,
whose trade credo was determined to
do away with so-called capitalistic ex-
penditures such as sales promotion and
advertising, was advertising., The actual
story, as news, is now slightly moth cat-
en. However, getting it can be hlamed
cither on Soviet bureaucracy, luck, or
what have you. Concerning the import
of the story it was comparatively easy
to get. 1t probably was due to the fact
that out of the vast number of Soviet
officials 1 managed to see the right one.
(1f anyone thinks that is an cvervday
feat in Moscow thev are invited to try
it . .. they may borrow my compass,
maps, and Russian Grammar, clementary
at that.)

The news of this advertising  first
leaked my way when I found myvself
building mountains of obstacles. 1 went
from one official to the other, talked
wheat, transportation, rehahilitation, bt
no advertising. I scarched Moscow from
the outskirts to the Kremlin Wall (note
I state wall), and the word “advertising”
was not mentioned. Then, one bright
afternoon walking along Gorky Street,
I ran into an ex-Ilungarian revolutionist
whom | had known when assigned by a
wire service in southern Russia back in
1930, After bantering back and forth
with the usual “this is a small world”
tyvpe of talk, T mentioned my prohlem,
and to my amazement he informed me
that advertising had been carried on for
two vears under the name of the so-
called “Decoration Trust,” As [ found
out later, this name i~ used hecause the
activities of the trust also have to do
with the decorations of the city, al-
though they function as an advertising
ageney.  The entire story, which had
luin dormant these two years, was re-
vealed in a very simple and unexciting
manner. [ interviewed the head of the
decoration trust, who was more than
happy to give me all the facts about So-
viet promotion, and in turn | told him
a few tales concerning our own methods.
The simplicity of the interview intrigued
me as much as it might have if it had
been gained through the aid of political
red tape and such. And, adding to my
astonishment, at the termination of the
meeting  he casually remarked, “Yon
know, Fnglish, French, and German of-
fices have been trying to get this in-
formation for two years” . <0 please
fignre it out for yvourselt dear reader

perhaps it's the star vou're born
under . L that’s as good an excuse as
any.
POOK

1U3R 8 ,'(lglt‘ 44-
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Well

Proves Plant Operator’s Most Power-

Edited  Emplove’s  Journal

Moulding Favorable

ful Medium For Combarring Discord

“PUBLIC RELATIONS”

...Opd_\ ke Cires Successful Organs

and Operating Resules

Via Houwuse Orgrms e

The ApvertiserR’s SNIETCH

NI< of the immediate public re-

lations problems of business to-

day centers on employer-employee
relations, Mr. Harold 11 Swift, Vice-
President of Swift & Company has a
phrase that expresses the point  ex-
actly ;

It is not enough to give employees
a square deal—they must be shown that
they are gelling i1

Mr. Swift's very potent  statement
strikes right hetween the eves of every
American business man, especially every
head of ecach business enterprise! NMr.
Lewis L Brown, President of  Johns-
Atanville Co. outlined a similar philoso-
phy in his outstanding address before
the Association of National Advertisers
last fall. Such statements are definitely
backed up by tangible action on the
part of many leading manutacturers
today.  Of course, the first thing to he
sure of iz the mamtenance of:

1. Good working conditions in your

plant.

2. Adequate lighting, heating, rest and
health facilities.

Reasonably modern equipment.

A\ payroll  that conforms  with
current standards in your industry.
An attitude of fairness toward
vour personnel.

6. A vacation policy for salaried and

long-term-of-service employees.

7. Insurance, credit union, education

or athletic opportunities.

“Surprisinghv”™  enough,  those  seven
(and still more) features have been in
active practice for yvears in the majority
of  Amvcrican mdustries.  Such a list
reads like a summary of your own serv-
ices to the public, for both scem so
commonplace to you, who are so close
to your picture.  You don’t hesitate for
a moment to publicize your services to
the publie, for in that strata lies your
imniediate income, ]

>

an

Yet so many fac-
tories have thus far failed to interpret
their own emplovee policies and wel-
fare activitics to their own personnel!
Strangely enongh, it is dittienlt, 11 not
sometimes  impossible for the masses
to comprehend a good thing when they
are right in the nadst of it As one
worker told me less than a month ago,
1 didn’t realize what a good job | had
1 quit with the rest of the punks.”
That was merely one ol those cases
where he and the other “punks™ tost
a lot of wages for positively no good
reason, and the management lost a lot
of production, delivery promises, goaod-
will, profit, and general business for
what they thouaht was no good reason,

BOOK-—1038

WAL K. OPDYKIS

Cites need for and merit of
House Organ as worthicst aid in
cementing better relations betzotvt

employver-cmployes.

The local community in which that fac-
tory was located suffered to the point
of near exhaustion,—irom the harber
shop and grocer to the garage and
drug store. Yet nobody in that town
knew what it was all about! IFurther-
more, when the employees agreed to
resume work, the management found
that  practically  one-quarter  of  the
crowd was missing.  They had found
jobs elsewhere!  So Mr. Management
was Taced with the hiring and training
of new people, a proecess which, to say
the least, is “messy™ and expensive for
all conecerned.

1 believe the entire American public
can he relied upon to exercise good
judgment, PROVIDING THE FACTS
ARE PROPERLY PRESENTED. The
people in your plant inwardly beg for
constructive news and information. 1t
is impossible to visit the plant of
the Cleveland Graphite Bronze Co. and
leave it without awarceness of the per-
sonality of its president, Ben. F. Hop-
kins, The effect of that personality on
personnel has every man in the plant
working \WITH Mr. Hopking, NOT
FOR HIM. Searching for further and
more tangible canses of this wholesome
camaraderie, one need go no further
than the model employed's rest rooms,
gante rooms, completely cquipped  hos-
pital, ete. Nothing new about the idea,
except  perhaps  that  such  assets are
clearly brought to the employees™ atten-
tion in a manner which appeals to their
sense of fair play and appreciation,

Likewise, there is nothing new about
“the power of the pen™, exeept that
these same potent powers may be ap-
plied to employee house organs of the
correctly  tailored  editorial type. The
cost of a modest, though ethicacions em-
ployee publication for one year can he
bt a fraction of your monthly clectric
power  billl—or  one skilled  laborer's
vearly wage! However, do not be mis-
led by the low cost alone. Ninety per
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By WM. K. OPDYKL

Pres. WWm. K. Opdvke Co

Boston,  formerly  Cldeertising

Manager, Harren  Telechron
Co., Ashland, Mlass.

cent ol the sueeessful results to be ob-
tained Trom such a medium will he due
to the editor and his knowledge of psy-
chological "horse sense” as applied to
vonr problems (which differ but slightly
and only i detail drom general em-
ployee editorial formulae). What, then,
of the editor? What sort of a chap
should he be?

To hegin with, it is but natural to in-
sist upon definite experience i this very
spectalized  field of  editorial endeavor.
You cannot expect or countenance guess-
work or theory to do the job, You most
certainly  cannot have your editor too
close to your or any other picture, for
this will not build and retain full reader
interest. Then, do not forget that plant
papers  are brought  into employee’s
homes, where they are read by another
vitally  important  labor influence,—the
wife and family of cach worker! In
1930 the number of employee magazines
produced by professional editors,— (peo-
ple engaged solely in editorial or adver-
tising work) was few; 329% of the total.
The period between 1930 and 1934 clean-
ed out a good many of the publications
produced  directly by the third vice-
president, the secrctary and treasurer,
and the personnel manager. During that
period, the pereentage of professional
cditors increased, when honse organ
mortality was highest. In the last few
vears, the increased number of maga-
zines has paced the increased number
of professional editors,  In 1930, 63%
of the house organs was produced by
professionals, and that figure is gradu-
ally increasing as managements obtain
a better knowledge of the vast poten-
tialities  which exist in this  activity,
Probably more than 1000 employee pub-
lications are in existence today,—with
every evidence that this fickd of activity
will increase by justifiable leaps and
hounds,

Your editor should possess these qual-
ificattons, at least: vouth, and a broad
knowledge of the various sections and
peoples in the United States,—hbest oh-
tained by extensive travelling. A good,
though not necessarily degreed educa-
tion. A better-than-"average”  family
hackground,—proeferably obtained in ad-
vertising, publicity, and promotion ¢ir-
cles. This fellow may sound ke some-
thing of a snob.—hut permit me to be
LEMPHATIC on that point. The answer
is POSITIVELY “NO™ If he has any
traces of snobbishness, it's just too had !
Yet he MUST command genuine RE-
SPECT, even while he sips a lager or
an ale with the boys on a IFriday or
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Saturday neght ! ~ounds like a big order
to et ahold of such a man, docesn't 1t?
The answer to that i~ ENIPEHINTL-
CALLY »YEST,

Ii sou wrie today to the cae hun-
dred largest national advertisers (for
that classification meludes faciory, office,
neld <ales, mill <ervice and association
oreanizations), yvou will nnd, o your
surprise or otherwise, that better than
7000 or them have, are now, or are
about to publish employee house or-
can~ i~ the pivot-post ol ther manage-
ment’s employee relations polic’es. [t s
all in keeping with the new era of things,
and inomy humble apinion s s the
lirst tangible, constructive ~tep on the
part  of  husiness toward i thorongh
cleanup ol our cconomic wanderings.

Ta quote from parts of a tew let-
ters | have received Trome top-notehers
i varions lines of busmess:

FIROXN N FOOD COMI'ANY
ter written in February, 1938)
“Perhaps that question C\hat has your
with plant papers as
an intluence npon your oraanization =)
can best be answered by saving that at
no time in the I8 vears that we have
~pent money Tor plant pubhcations have
we been more than at the
present time that management must have
a meaans whereby it can <peak to ats
cmploaees and that no hetter medinm
his et been found than a plant pab-
lication in which employees are inter-
ested.”

FIRON AN AUTONMOBILE MANLU-
FACTURER: (letter written in Febru-
ary, 1938y

"\ darge percentage ol emplovees keep
all back  numbers,  as gquestionnaires

(let-

experience heen

com ineed

intluence constractav e, I these
iy~ of rather dificult Tabor conditions,
it hies Leen perhiag < the only absolutely
neutral meeting ground ol varions fac-
tor<. \\hile no diveet comment on labor
relations or labor conditions i~ made,
we helieve it to e a stabilizing influence
o value”

FIRONE N STEEER MELL: (letter writ-
ten i February, 193%)

“The hest evidenee | ocan sulimit as to
the value of this tpe of work in con-
nection  with  employee relationship s
the tact that ¢—— ) has issued a pub-
lication for well over 25 vears, ... One
of the best evidences of employee inter-
estin this paper i~ that when it is dis-
tributed you never tnd any copies Iyving
around  the entrances to the plants or
The men take the paper home
with them and their famibes are just
as much interested as are the men them-
selyves”

CEmror’s Nork:—The steel mill, 1rom
whose letter the above  excerpts are
quoted, has never, inoits history, suf-
fered a single strike!)

FRON N MILK PRODUCER: Cletter
written in February, 1938)

“The fact that the (———) ha~ heen
published continnously for twenty yvears
would indicate that it has been Tound
well worth-while™”

FRON v MANUFACTURER  OF
FLECTRICNL DEVICES: (letter
written in Felruary, 193%)

“The ( ———) has been published sinee
1914, andd it~ popularity has inereased
with the yvears. There i~ no other me-
divm through which our entire organi-
zatton can get togerther onee s month to

RINWNEY

ollices,

exchimge news items of Company and
I'ersonal interest: swap varms and jokes,
and read about the odher fellow's fish-
ine or hunting experience, hobbies, ete.”

“how ooa sull larger percentage pass

their magazines along to relatives and
fricnds: and we get very vigorots com-
plaints when magazines gooastray, fs

Responsibility. . .
S— Moners ut1vEse o bt i o hoe

The Industrial City. ..

Is 1 A1E o e cmbimtrad com

cm—
mabt hets are me memploree = om smaple
Rt e whania

1 Employees ...

—
[Te——"

WakTIR o bom mptons v en o 800

Bread Butter and Jam i T
for 13 000.000 People Wages an Hours . ..
* = e
Co||ect|ve Bargaining ... 5
M P e
e S
GENERAL §3 ELECTRIC s

e g e 11e eapmnetlel re sad (10 ebigatives 1
e e b the e Ah e vl gt ol ege b

€1 et ot - - L
M e oo (R po phe are gashered (ugethet coad wirk 1o ren k

P - tur me

W e the bass €an see what's ahcad foe bim, why,

General Blectric’s “Public Relutions”™ acoertising iicssaacs i e

carned deserivd acclaim Goodrich Rubber Company in
dealing ot s oorkers has taken a step toricard and  pre-
sonts the pictwre of Bmployer and Lomphoyee relationsiinp in
tricndiy, understandable text,

At all, his ob's nopronic dither, nat thew: days,

Thas ad-message repeated in cmptovee honse-
wrauny wonld doomeh for o needed  harmony
i basiness, iedustry and fabor relations today.

The Novierriser's SKETCH
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W hen things arc good for basines, they're good

1 van vount on stcady work,

Whea hds garnng prchad acan | pushed araund,
Tve Tearnad 1ty (e toe pie o warry toue,

X dac ot us who arc div hehind the cars don't
okt any caigher e she boss than we have
o, figunng ot s to oar own e,

Fooks 1o mc e would b betiee for the countey
amd dcHows ke us ot polmaans got the ame s,
suppesc shes do break busines dowa wirh all this
satping and regalating and aang—whos aheads =

FIROGNM N TEXTHLE NELL:
written in February, 1938
“\t the present time, this job is heing
done Iy the (—— =) Department, al-
thouzh we do hope in the fature to
hitv e it issued ont of our (——) mill
Tor whose employees it is published, b
i pretty hard 1o give you any idea of
the intluence of the publication because
we hate resuwmed tssuing 1only i the
pust couple of months, Prior to that
fie i had not been pablished for about
fice years”
(Fntior's Notk:
above quotation are editor’s)
FRON v MAINUFACTURER S OF
MACHENES: detter written in Febru-
ary, 1038)
“\\ e have tommd that an employee house
organ more than pays Tor dselic Dy
distributing (———1 cach month to our
Ficld Organization a~ well as Home -
hiee and Factory, we belicve we are ty-
ing  the two Oraanizations closer to-
cether o one g family’s \We strive
to publish in each issue, news ol anter-
st to hoth, Ao we ary to let the
IField know what the Factory is doing
and  viee This fosters a better
wderstanding all around. You would
bhe ~urprised to find out how mueh in-
terest the wives and members of the
familics take in the Company and s
activities.”

(letter

Italics at end o)

VUTrsiL

Your employees—how much power @t
their disposal ? The answer is " Plenty
of  power’—nwore CONSTRUCTIVE
posver than it has thus far been indus-
try's pledsure to experience! 1t i nn-
Tortunate indeed that, up to this time,—
~o many plants have taken the attitnde
that “unless @ labor emergeney exists,
all s well™. In that respect,—and  in
that respect alone, some of onr \meri-
can husinessmen have carried on a hazy
resembliance to the Louis” of Franee!

TRE SETUPDAT IVINING FOST

at makes sense to me!”

A/I W Bt T aan Calk comoentios, but 'se notaed
thin—

N1 daa's Ll for thes bunk about busimaes bong
a bogaymun —ment bosiess Fknow 0 K.

Anyhow, 1 thay knaw some thars off the ror

vaton, why oot name b and bong ‘em o cnate

the othues 0 death,

Hhus e

-

Scams @ obe thac would he baeter than scanmg all

Faay that bocause W ot dapvts bavaues, burts e

w1 punlsibed n

NATION'S BUSINESS

L
Y 1 e v - ¥
it

Sens
1100 SuBINIS Singe read
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WHY Are Newspapers

Gradually Taking Second Place
To Radio Broadcasting?. ..

Rankin Advises Publishers Lo Demand 13 Weeks™ Schedules
(A La Radio Time)., Giving, Them Fuller ()ppm'runi[\' To Prove

Sales Power... Cites Compararive NC\\'sp.lpcr-R.ldiu Cost Figures

By COL. WILLIANM H. RANKIN
President, W, 1. Rankin Co., Newe York,

EDITOR'S NOTE:  Col. Rankin has in the past 20 years

created or supervised the placing of $30.000000 in

daily nescspaper advertising and did much of the pro-
neer work in creating commercial broadcasting.

COTLAWNL L RANKIN

Faned buyer of Newspaper Space
and First Buyer of Radio Time. e
presents able adzice to neiespapers.

new spapers: U7 per cent used Tess tha.
20,000 lines and 999 per cent placed Tess
than 30,000 lines, Only one organization
among the 2,602 national  advertisers

HERE 13 NOTHING that ane a pauwe, hall page or guarter page once
man buys and  another one sells every 3 months and @ change from laree
that dees not have its angle of copy to varied sized advertisements s
human appeal through  daily,  Sundas, the way to get the o0 to 753 addi-
How-

or weekly newspaper advertising, tional readers,

That applies today, next week, next
month and next year as well as it did
imoany year dJduring the past ten. not-
withstanding the great competition radio
i~ giving new spapers, Provided all news-
paper adyertising men will cooperate and
juin with the Burean of  Ndvertising

United  Front Movement,  newspapers
will gain more adyvertising locally
and  nationally . . . than amy other
medium.

It s the duty of  the Advertising
Drirector and the \dvertising Nueney to
~etise the pilse of buyers and Tearn that
advertising now to get the same sales
results must reach o) to 7377 more
readers per dollar spent in advertising
to reach as many real huvers as a vear
ago. Sometimes this may e done by
mereasing the size of space to use il
pages periodically,

There s no adsertisement so power-
ful as a Ml page advertisement in new s-
papers when prepared by men of ex-
perience, zood Judgment and ability to
write copy with the real human appeal.
Advertisement Noo 3 of the Red Star
Line, becanse of its real lnunan appeal.
brought more inquiries at less cost than
any other Red Star advertisement during
the past yvear. In four day > 384 prospects
sent in the coupon from the New York
Nin, Saturday, February 20th, 1Few na-
tional advertisers can atford a steady
dict of full paze copy. In season, even
medium size advertisers will find qull
page  copya profitable  investment!
Oftentimes one tull page used in news-
papers at the right time will ot only
pay for itselt but double the vahie of
the  ~smaller follow once or
twice a week for at least 13 weeks,

There is no advertising, however, that
will IDI'U(IlICL' such consistent sales results
for the right kind of product as small
copy, O or 70 lines single column, and
sote double column, daily or two or
three times a week for 130 20, 39 or
32 weeks in the vear, With larger copy,

copy to

The Apverriser's SKETCH BOOK—1938

Preferred  position will
Iielp, too! as it does many of our cus-
tomers on paze 2 of The New York
Tines at 182 per line, whereas the
run of paper rate is Y0e a line, and well
worth the additional charee tor page 2
position,

Don Bridge, Mdvertising Director of
The New York Times, wrote an article
last sear in which he stated:

“An anaylsis, made by an advertising
agency, of the schedules  of  national
advertisers Cincluding general and ito-
motive)  that appeared during a1l
vear in 330 newspapers  measured I
Meaedia Records showed that:

324 % were less than LOOO lines

30.0 % 1,00 to 3000 Tines
7N Y S0 to o007
30 % TO0000 o 20000
7 TO20,000 to 30,000

A2 TOALKO o 100,000

00 %

“Summarized, the haures show that:
firts -two per cent of the national adver-
tisers ased less than LOOO Jines in the
vear: 89 per ocent purchased 3000 fines
or less; Y6 per cent used T lines or
less: 99 per cent bought less than 20000
lines and 993 per ecent used Jess than
SOO00 Tines,

“1is olvions, theretfore, that differ-
entials caleulated on the basis orf 100K,
20,000-, or 30,000-line contracts are not
dgnificant and that the comparisons on
the 3000-line basis do not atfect the &
per cent of the sehedules that are less
ihan 3000 lines,  Unfortunately, much
of the heat was generated, partieularly
prior to the stadies by the A0 A A\
and the N0 N AL by comparing gross
general rates with minimum  retail net
rates,

“The survey of 2692 national adver-
ti~sing accounts, completed v the Asso-
ciation  of  National  Ndvertisers,  dis-
closed almost similar results. Tt showed
that Yo% ot the national advertisers
nsed less than 10,000 lines in individual

100,000 or more lines

Page 30
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purchased 30,000 lines or more,
ever, space of 0000 Tines s very
regquirement for a o retailer to
rate — and

micndest
meet toocarn the minimum
NENY nes spapers require far larger con-
tracts. Obviously, comparison hetween
eceneral rates and  the minimum  retail
rates are not Justified.

“\While the preceding figures are aver-
aces of more than 330 newspapers
one ease and of 2,092 national adver-
tising accomnt~ in the other 0 might be
thonght that they are not typical of the
larger newspapers publishing the ereat-
e~t valumes of national newspaper ad-
vertising, Such an assumption wanld he
incorrect,

“The New  York  Times publishes
more national  advertising  linage  than
amy publication, newspaper or magazine.
Yet, 1026 of it~ 1,631 national adver-
tisers or 63 per cent placed tess than
1.000 lines in that newspaper in a tull
vear,

83 % nsed less than 3000 Tines

93 on o
07 20,000
PURL/Z2 30,000

Therein lies the reason for the present
need for more advertising tor the news-
papers. The 329 that ased Lo lines
or less, provided they were properly
<old on newspaper advertising on a 13,
20 or 32 week basis, non-cancellable,
would have brought increased sales so
that the percentage of cost of adver-
tising would have been mnch less per
SLOO spent than the results would show
on a basis of LOOOY lines or less nsed.

Radio and other media who sell space
on a non-cancellable basis .0 13, 26, 39
or 32 weeks .. oare wise ... this
fact keeps advertisers from canceling in
Jull periods and most often the reason
for cancellation is eliminated during the
tollowing 13, 20, or 39 week period
That, too, should he the case with news-
papers . .. non-cancellable contracts, But
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The “REGISTER"”
is available in
either the Product
or Geographical
form,

The Dependable Sales

he Standard Advertising Register, first

published in 1916, has long been recog-
nized as the leading advertising directory.
It provides all the essential data for directing
solicitation or promotion to the 12,000 na-
tional and sectional advertisers and their
advertising agencies.

The data on each advertiser includes: firm
name with street and city address; capitali-
zation in many instances; articles advertised;
names and titles of officials and executives,
with particular attention to those in control
of advertising activities, sales managers, pro-
motion managers, advertising managers, buy-
ers of printing. The name of the Agency or
Agencies placing the advertising and the ac-
counts executed is shown. Territory covered
and methods of distribution of the adver-
tisers products is another valuable feature.

An exclusive feature in the Standard Ad-
vertising Register is the 1937 expenditures
of each advertiser in Magazines, Farm Papers
and Radio from the audit of Publishers’ In-

Please

Aid
formation Bureau, Inc. Exclusive contracts
with other advertising statistical organiza-
tions, such as, Advertising Checking Bureau

in addition to the resources of our own or-
ganization, insure completness and accuracy.

THE AGENCY LIST

The Agency List is
published three times
a year, April, August
and December. It
lists about 1,800
agencies, their offi-
cials, Space Buyers,
Production Managers,
Radio Directors, Art
Directors, as well as
the list of accounts
the Agency serves.

W'rite our nearest office

NATIONAL REGISTER

PUBLISHING CO,, INC.
333 N. Michigan Ave. 330 W. 42nd Street
CHICAGO NEW YORK

The Apviertiser's SKETCH BOOK—1938
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THE RED BOOK..."THE ADVERTISING WHO'S WHO"

Say you ~aw it in The AoviriisFr's SKETCH BOOK 1038
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we must fiad @ reason for making non-
cancellable contracts. 1 heheve a 10%
bots in space could be made the reason
and many advertisers would sign a non-
cancellable contract to cet a 0% bonus
of additional space. Radio and  other
media climinate the greatest cause of
all Tailures in advertising: Tryving 1o do
too much in too short a time. 1§ an
advertiser could  capture a market in
30 or 60 davs, that would be too casy.
Their competitor could use twice the
space and take the market away in 30
to o0 day s—provided his product and
his advertising copy were as good or
hetter,

The best insurance of  success, for
daily newspaper advertising,  can be
written in the home office of the news-
papers by telling the advertiser who can
atford to do more not to use LOOO line
campaigns or one or two months adver-
tising cach vear in newspapers, You can-
ot do 1t in the street cars or on the
radio, and they avoid cancellations which
always come first to newspapers when
husiness recedes, not because the adver-
tiser wishes to drop his newspaper ad-
vertising first but because it can he done
asily, e, cancellation of contract.

Newspapers” greatest competitor, the
one that makes national advertisers use
the magazines, radio or other media,
i the statement often heard: It costs
too much  to advertise nationally  in
newspapers. It does, i yvou try to use
page. hali page, or one-quarter page
advertisements once a week for a vear.
If newspaper advertising exectives will
get together and Tet all national adver-
tisers know what a campaign in two
newspapers in cach of, sav, 100 ¢ities in
the UL SOAL will cost onee a week, twice
a week and daily, and offer to <ell snch
campaign only on a 13, 26, 39 or 32
week  basis . then wateh results in
sales grow and wateh the newspapers
get many times the number of national
advertising campaigns,

This can be done seetionally. Divide
the comtry into 13 sections and  give
the advertisers and the agencies the cost
of such campaiens and tell them the
merchandising and sales help newspapers
will give to non-cancellable  contracts.
Some of the Parker Herbex copy, ad-
vertisements Nos, 4 and 3, show what
we are doing in newspapers for them in
sectional “tested”™ campaigns,

During the past vear, we have in-
creasaed the sales of three of our clients.
One by using small copy in newspapers
on a 32 tme basis, Another by small
copy with full page ads once a month
i the best season for their sales. \
page advertisement in The New York

Teliraary 26th,
bronght more inquiries and coupon re-
turns for a §189 sale than a page in the
<anme newspaper last May, and this ad-
vertiser never hefore Tast May used any-
thing but <mall copy. The third adver-
tiser s selling a $2.50 item and through
the help of his advertising, January and
IFebrmary were the hest <ales months in
10 vears and this concern has Leen in
business since 1R93,

May | orepeat a suggestion 1 have
made  to all newspaper  exeautives  a
dozen times in the past ten vears? For
a month cach vear, forzet your own
newspaper and vour competitor's news-

1U3R

paper, and the newspaper man's bughear
—radio!

Sell newspapers as the real primary
national advertising media and have the
New York, Chicago, Boston and Coast
representatives put on a drive for 30
days to sell newspaper advertising cam-
paigns ranging in size from $23,000 to
SLOVOO0.  Tave the Chicazo advertis-
ing men work two weeks in New York
calling on advertisers, and let the New
York men work two weeks in Chicago.
Fach group will learn a lot from Chi-
cago and New York experience . L.
and  Chicago  advertisers can learn a
ureat deal from New York special rep-
resentatives, and certainly New York ad-
vertisers can learn a lot about result-
producing  campaigns in newspapers as
told by that fine gronp of Chicago news-
paper men and representatives,

IHave the newspapers evervwhere de-
vote a column a day to this subject . . .
on page 2 or 3. Make this The National
Month Campaign of “The United Front
Campaign.” Tell the stortes of adver-
tisers, or nearly all of them, who use
newspapers consistently and  persistently
the vear around.  Radio  stations are
their own hest advertising  solicitors,
and the daily newspaper and its contents,
plux  its own  newspaper  advertising
should every day be a newspaper’s hest
advertising salesman,

Then call on new advertisers, Work
with the agencies who will support the
newspapers  and  their  representatives,
Recommend them to advertise just as
radio and magazine men recommend the
agencies that favor them to their favorite
national advertising president or adver-
tising  managers,  Make that part of
“The United Front Campaign.™  Make
the newspapers more human in their
appeal to advertisers, Tave a real news-
paper revival month and wateh the con-
verts come down  the sawdust  trail,
Newspapers need an \dvertising Billy
Sunday who believes and can preach the
wospel of more and  better newspaper
advertising  with as much  enthusiasm
and belier and ability as Billv Sunday
had n his day . . . or Tom Balmer had
for magazines or for street cars when
Barron Collier paid him $30,000 a vear,
and that was when 1 started as a cub
advertising man in 1909 in Chicago. In
those days, Charles 10 Billson, M. Lee
Starke, Co DL Bertolet and lohn Glass
were the headliners in the battle for
supremacy of newspapers over all other
media .o and great battlers they were,
too!

FLike radio, there s a davtime and
maeht-time andience who  reads news-
papers. Small news style copy appeals
more directhy to the davtime readers,
while attractively  displayed  and  well
written copy appeals to the after-6 PO,
readers. This is ilustrated by the Fssex
House 70 hne advertisement which will
show vonr what 1 mean when 1 :ay
“Davtinie” advertising . Adv, No. 1
.. and Noo 2 will show the kind of
copy Tor readers after 6 1. M. or on
Sunday,

1T vou really want to know why day-
time radio broadeasting is paving adver-
tisers so well, listen to the one nrinute,
two minute and Afteen minuate program
and hear the Announcer tell the listeners
.. .onot one time . L, but two, three or
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four times the reason why they shouid
buy the product advertised. Notice how
much  stronger  the  reason-why-vous-
should-buy Commercials arve in the dav-
time than they are at m . and
how much more conmmercial selling i<
done on the air by day than by night!
Whereas, it does not seem polite to ask
readers to buy more than once in a
newspaper  advertisement. These day-
time spot radio programs are like the
reader news style copy of  the patent
medicine advertising day ~ of daily news-
paper advertising. They nhirst invite vou
to by .. L then ask you directly to
buy and finally insist that yvou bin
the product produced Iy the advertiser
who pavs the bill for the radio hroad-
cast . ..oand they get fine results! The
same copy technique is ased L as n
mail order style newspaper copy .., and
it pays on the radio and it will pay in
daily newspapers, too, Take away Trom
these $3,000, £10,000 and $20,000 a week
talent on radio programs—the hard driv-
g sales and advertising commercials
from one to two minutes three times
every  half  hour—and the advertiser
would at once know that it is not the
program or the stars that sclls goods
over the radio ...t is the well written,
persistent reason why copy s used in
the Commercials, 11 these same Com-
mercials were used in daily newspaper
copy, preferred  position. they would
bring better resubts than they do on the
radio.  Actual tests show that twice as
many people will answer a radio pro-
gram if they are asked to do so twice or
three times, than if they are asked onhy
once. Mavbe that idea would help in
newspaper copy, too!

Get a stenographic report of a full
day’s commercial broadeasting from 6
ANL to 6 P and yvon will see what
I mean, and understand why Procter &
Gumble will spend $5,000,000 this vear
on daytime radio. Then Tet all the news-
paper men figure ont what HeWwspapers
could do for I' & G with this same
FA000000 and 1 believe this amount in-
vested o newspaper advertising in large
and small towns will <ell more zoods
and create more goodwill than via the
radio!

Radio has attracted the hest brains in
advertising,  sclling  and  especially i
commercial copy writing . . . men of
experience, Newspapers shonld do like-
wise. We need a new crop of known
advertising writers to emphasize the im-
portance of copy. Research men, lavout
and merchandising men have ponshed the
copyvwriter to the background . . . Innt
not for long. | am <ure T know a dozen
really great writers of copy i as nmam
zood agencies awaiting the copy revival,
and there are a dozen more hidden away
in newspaper, magazine and radio or-
canizations, They should all be given a
chance to speak up and to join the United
IFront Newspaper Ndvertising Drive In
writing copy that will lielp <ell news-
paper advertising, sav, it May, June or
July .. Land then, with hard work and
cooperation among all newspaper men
and belief in newspapers as the real ad-
vertising medium locally and nationally
they will again attain and  hold  the
leadership they deserve,

Advertising  ageney men, when  they
spend their own money for advertising
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11E weorld’s foreniost industrialist, Henry Ford, tand his son) made o 3-sentence specch
5 . . A go the publishers who have appreciated the poicerful tmpetus his practical appreciation of
ANPA—1938 New York ity e shuce s rtont mscunds, e medime et om0 :
- newsfaper advertising space has neant tocards their medivms’ cohmne. Ford, wchom Manuel
Rosenbery, editor of The Novewriser, has wtercicieed and sketehed sezeral times in the past
NOth Guests . . oo dv(‘_u'(/v.\‘. uul:’_l()"(l/‘/n_'rl the aboze sketch, drazen in .\"':\' )'fn'lc.. ().I]I(.‘” /*11/»/1'(‘.11/1'011, 1:({':'(‘)'11'.\‘{'11_(/
and political celebritics from coast to coust wecre the object of his fucile pencil, at this all-im-
portant couyress of the lmerican Newspaper Publishers' . lssociation,
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A Trio of Smart Sales l’r()ducing Adver-
vsements in Newspapers and Magazines,

craated by the Wm. H. Rankin asencey o
. S U Adv. Na 3
One of the many advertioing
aceonnts deceloped by Col. Rau-
\idv, Nov |l kin into adeertising suecesses
consistent publication  adzertis-
L),

The type of hotei adiertise-
ment that indicates dignity and
refinement and stands oul agains:
competitive adeertisenents on AR

. o lm\v ll Hdlf

NVITATION
A couponed ocean liner ad that

browalt  splendid  Dnguiries  and (47 yorr ctre crnleresled rn

resulted inomany bookings. 4 /) Al YN T
7 . 2 . - .
/(eruy one fe Sty roomt (/// )////I I I4 I{ I; n

Jrernished cr wnfiernished  IXDIVIDUALIZED TREATMENTS
. Hair abused by too many permanents . . .
@yﬂ& z felehiened freerlnienls 0¥ ¢ Gyer bleaching and dyeing. .. brittle, dry

VIA RED STAR LING . . . N
_//”/'/()' ‘07()‘”//”””() Py — or oily hair quickly takes on new life
v : ’ » and lléstre from thles}f mabrvelous treat-
o ments® £ven normal hair becomes more
4 //"//,m'l' (5‘4‘40"' %(m" rore beautiful. The reason for this is that there
’ //’ / is an individual, separate scieptiﬁc Pa_r!u:r
ar for (clofex (’(""’/’””"(7’ Herbex formula for every hair condition
. . . and texture...and the length of the hair
ety eile {you le ’HJ/"’('/ (4424 is treated before and «fter shampooing.

/)/1.(1(/(;/ /,7, ratiliced (,/,(, A A course of Parker Herbex Individualized
treatments will make your hair glamorous

...lovely... healthy. Ask your hairdresser.

Responds to

menls noer: on I/I:)///(ly, e

Iz . . .

N " / 5 For complete information write for

lealest /7 /4 f// Steane.  ftree 40 pfge book ‘“Hair Hygiene."
ONE CLASS RUN-OF-THE-SHIP .

s|g9ue Oscar Wintrab, Aanaging “Director Save your Wave
ROUND TRIP—TOURIST CLASS IS TOP with Herbex WAVESAVER
Al e L L (o eI v d s e e 1w et %, . Reg. U. S. Patent Office
g 9 . -~ PR R
™, ot ten e i ESSEX ‘J:»,‘LL‘J HOUSE Herbex Wavesaver vull save your wave. Just
BTG spray . . . comb thro ¢fh and your wave

20 P — .. comes back fresher and crisper than ever.
WHERE SMART NEW YORKERS MEET Herbex Wavesaver and Hair Conditioner

" " i _ tfor all types of hair) is now for the first
TOPS" n open air dining - the Outdoor ond Indoor time available for home use. Introductory 30

CASINO-ON-THE-PARK treatment kit, $2.95 value. If your hairdresser

; d $2.50 to address below.
{air-conditioned) can’tsupply yousend $2 ©

R Luncheon — Cocktoil Hour — Dinner and Supper, Address Gladys Gilbert

R teaturing Richard Himber and his Orchestra
ToZoTo 160 centrat park sourn PARKER HERBEX STUDIOS
- N ) 607 FIFTH AVENUE NEW YORK.N. Y,

P T o Cliy and Wit —y

*RED STAR LINE*?

8 stamirein cind
17 sarniev siace o iy sheve Sugvr o

"Newspapers (and mayazines) should wsist on 13 tine” sehedules to cnable their
medivn to proze thetr ability (o cqual the sales force of radio, reiterates dgeney Chicf
Kankin .. these adeertisements have had emple opportunity to “pan ont” and hase

paid woell

i newspapers, follow the example of pay the advertiser at a mimmum of cost ~ell even more goads in 1938 than the
Mr.o Wilhiam Stmpson, the able adver- per insertion. I'his plan, conpled with did i 19370 Then double the wdyvertis-
tising director of the great Philadelphia the adea of selling non-cancellable con- ing wid ~clhing ability of every man who
Bulletin, They use small copy . .. 36 tracts covering 13, 260, 39 and 32 week has the right to he known as a news-
to 100 hines single, 2 or 3 times a0 week. perinds, 10 followed will eventually dou- paper advertising ~alesman. Twice the
Over the years | obelieve the Bulletie, Ile the hnage front national advertisers number  of  calls per day i what's
under Mro Stimpson’s guidanee, has done for any daily, Sunday or weeklv news needed D NTter all, ivs hard work, plas
more to make small copy successinl ... vaper. The United Front Campaign o1 experience and the use of yonr head as
with posiiion on pages with advertising the Bureau of Advertising of the AN, well as your hands and teet that will
or editorial content of  similar appeal oA under the fine leadership of 1L S bring <uceess to all who use them well
. than any other newspaper. Friendlyv of The New York Spn, Frank cven i 1938,
In closing, the hest sngeestion 1 ocan . Tripp of the Gannett new spapers and

eive toall newspaper  pubhsoers s the hkalle and  efbheient William A, I this s done, it will not he long
Stidy the William Simpson plan of tak- Thom~on <hould and will have the sup- hefore newspapers will again be known
e care of the smaller advertiser, 18 port ol newspaper publishers, adyvertisers as the Noo 1T omedinm dor local and
lines twice a week i~ Better for the ad- aml advertising agencies. national advertising and radio and other
vertiser 10 times than 1000 lines onee Moral: When better Tisiess <eems mediums will also profit thereln . News-
a month or twice, Too much emphasis far away, concentrate and plan to make paper advertisineg well used in connec-
has been jlaced on large, well displayed., advertising of the reason why kind reach tion with any one or more competitive
lot~ of white ~pace . .. page, hali-page double the number of readers at the medinms doubles the value and  <ales
and quarter page .. .and too littde em- same cost, Newspaper advertising is the producimg power of the advertising in
phasis aad oo litde tme have been vy medinm that i~ Hexible enongh to other medinme.

ziven to making newspaper advertising do thi~—and enable good advertisers 1o GI I
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WORLD'S

LARGEST

A

SII\CE quality is dependent upon the
skill of the hands and the knowledge of the
minds that produce it, Rapid’s unmatched crafts-
manship in the making of electrotypes, stereo-
types and mats clearly explains why so many
advertisers who once use Rapid duplicates find
they can never again be completely satisfied
with less than Rapid Quality.

(L ELECTROTYPE CO.

c I N C I N N A T I

NEW YORK - CHICAGO - DETROIT A\TLANTA - SAN FRANCISCO
Atlantic Electrotype & Stereotype Co. . . 228 . 15th St., New York

Holtschneider Bros. .. 300 loward Street, San Francisco
Northern Electrotype Co. 11 Burroughs Avenue, Detroit
Philadelphia Mat & Plate Co. 213 N Juniper St., Philadelphia

MAKERS OF ADVERTISING PLATES
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Pulpifiction of vester-decades that made fam - and fortune for the house of Street & Smith,
stnee its establishiment back in pre-Civtl War yeass. Many of the great soriters of this and pust
decades realized their first appedrance in print in these and other SN publications. Notably.
inslec’s Magazine printed O, HenrX's first story.  Rudyard Kipling, Zane Grex, 1 G0 Hells,

Mary Roberts Rinchart, lHkewise, werote for SES pulps.

“EDITORS Make Magazines Successful
Advertising Mediums. . . .

b

Streer & Smith’s Nored F_ngim‘cr-l’rcsi(lcnl Discourses On What
Makes The Wheels Go

Volume Circularion . .

Round In The Maintenance Of Larec

Historic Firm Plans Outstanding

Improvements In Al Streer & Smith Publications . ..

Allen
N. Y. By

Strect &
| ASON

.. Grammer, Pres.

COL. DON

An Interview with

Smith Publications,

Newe Yook Gy Lo
ee A \GAZINES are ontertainment™ oot Treasnrer after bulding along Street & Smith mavazines hetter m con-
declared the white haired, alert with  the  “American Institution™  for tents and appearance and <o maintain for

liie

Abvikiisi ks SKI

cugineer wha direets the oper-

ations of the vast Street & Smith pub-
lishing plant in the heart of Greenwicl
Vitiage, in downtown New York, The
caterprise was e lively soungster when
the Cil \War Trohe out tack in 1860
avd bie firm has mamtamed  a grand
pace despite competition, panics, trends,
but it could not withstand the foree of
life itself within it~ own enterprise and
thus the Grim Reaper made it mandatory
Tor this oldest of American fiction pub-
lishing houses to step outside its own
fannniy circle and pluck a genins from the
sialt ot another great airile publishing
anterprise—the Curtis Pablishing Com-
pane, Philadelphia—to steer its conrse
mward and ypward in this 20th century,
They chose high and well when they
mched Allen Lo Gramumer Tor the post
of P'resident. At the Curtis organization
he held down the tash of Seeretary and

TCH BOORK-—1938

more than 20 years, Grammer came to
his previons employers irom i snceess-
ful carecr a~ a mechanical and industrial
engineer. Once he cot into the publish-
iz world the fascination overtook him
and  has claimed fum heart and  ~onl
Thus the irm of Street & Smith not
only has an able engineer directing its
operations which invoke much that i~ the
work of an engincer, bt also a man of
cditorial and advertising mind and back-
cround it~ qu the saddle,

This latter phase is extremcdy impor-
tant to the house of  Street & Smth
tor it~ publications have been hddd in
high regard by the general reading pub-
Ie, and it has enjoyed the contidence and
cood will of the advertiser and adyertis-
ing Traternity  ever ~since 1t hegan the
publication of the New York Weekls
m 8335,

Ao Grammer proposes to mako the
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yvaars to come the enviable reputation of
thi~ publi<hing house, which as My, Her-
hert Putmam, Librarian of Congress, has
said. has done more than any other
single mthienee to imenleate the love of
reading in the great mass of American
population,

But back to the formula of magazine
publishing and our interview with Presi-
dent Grammer. \We enjoyed this disens-
~ion, being Tellows i the same <phere
of operations and  thots that jelled in
recoenition of their evident truism.

“We have a great many publications
here at Street & Smith,” observed  the
cngineer as he swerved his swivel chair
about, pointing to the cover pages of
~everal whose portrait cover originals by
Maodest Stein and other artists, hung on
the walls of the wide room. There in
the rack. back of his Teft <shoulder, on a
neat pancl-hike <heli of  the S0 & X
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Vacarion
Numaez

Noted artists painicd the cover pages of this irio of Street &
Thev were amony the most popi-

Nutith magazines of vesteryear.
lar “entertainment” of therr duy

the early years of this

wentictle contury.

monthly, ~emi-monthly and weckly edi-
tions of their outpnt brightly called our
attention  to  themselves. Fach a unit
operating under a stafi of ceditors who
are responsible for the success of their
own output, came under consideration,

“An editor makes or breaks his maga-
7ine,” observed Grammer, 11 you hasve
the right man of abihity and the will to
work, his magazine’s  circulation  will
<how that fact. If not, 1t 1~ of course
imperative to get the right man,

“Good editors may Le dithieult 1o find
bt the result obtained under good edi-
terial direction i~ obvious, There is a
spark of genius in the man who sue-
cossfully edits @ magazine, for only on
it~ editortal merit does at attain and
matntain adequate cirenlation .. . and go
forward.

“Here at 8 & N we feel we have a
finc ~tafi of editors: their records have
proven that. We encourage and help them
to improve their editorial and physeal
content. We have the means and are of
a mind to push forward by proper, in-
telligent expenditures.”

Mr. Grammer i1z of the opinion that
the ~o-called pulp mazazines published
by Street & Smith are apt to be under-
estimated by advertisers generally, 1t
i~ e that there are a Howd of com-
petitive magazines on the stands, hut a
moment’s reflection as to why this sate
of affairs exists results in the convietion
that Street & Smith have what many
others desire. Meeting all comers, ask-
ing no favors or spectal privileges, Street
& Smith have maintained their huge cir-
culations to a4 most surprising  extent.
The urge which President Grammer has
—to make hetter magazines—is going to
~ct @ pace for all pulp magazine pub-
lishers that is going to be distinetly harl
to follow.

Street & Smith have doveloped more
famous writers than am other <ingle
publishing house. Mention of even a few
of these is impressive. O Henry 'S first
story was published by Ainslee’s Maga-
sine, owned by Ntrect & Smith, and he
contined 1o write for them for more
than ten years, Then there were Zane
Grey, James Oliver Corwood, Mary Rob-
s Rinehart, Rudsard Kipling, Anna
Katharine Green, Fdear Wallace, Peter

B Kayne, Ho GoAWells, Henry C0 Row-
land and lFrank 1. Packard. There are
hundreds of  others who  undoubtedly
have made the American public  the
arcatest readers of fction who either
began with the Street & Smith maga-
zines or contributed to them along the
way to fame.

Happily, the “Fiction  Factory,”  as
Ntreet & Smith's plant has heen aptly
catled 1< ~till developing writer<, who are
coing to he Tamous this vear, next year
or the yvear after.

The quality of Street & Smith's cir-
culation has never been seriously af-
fected, Dbecanse they have never per-
mitted the common or immoral <tory 1o
tind a place in any of their magazines,

Therefore, when it comes to appealing
to a vast andience of more than aver-
age intelhgenee and with a tremendous
huying power, numbering the rich as
well as the poor but all with evident
desire to read, the Street & Smith pub-
heations offer an alert andience to the
national advertiser.

To <ell this message and to prove the
value of the Street & Smith group, Mr.
Grammer will rely upon an able adver-
tising director—C. W, Chuabh™ Fuller.
“Chubl™ has @ record for results and a
bhackground of friend<hip and esteem in
advertising cireles. It opens the door
wide for him to submit his tremendous
offering.

\With his characteristic energy “Chalih™
has arranged for added personnel and
for new office accommaodations in New
York, Chicagao, and on the Pacific Coast.
Many of these folks who have been wel-
comued into the existing organization are
well known to advertisers. We know
“Chubb™ has <omething to sell and will
do just that.

Mr. Grammer <aid that hiz ambition
Is to gi\'l' the advertiser the areatest
possihle coverage at a minimum  cost.
Plans are now ready for adoption which
will make the Street & Smith pulp paper
magazines distinctive in their elass from
an advertising ~tandpoint,

“Our plant i~ modern, and we intend
to improve it when and i1 better equip
ment i~ made available,” he declared.

One thing i~ certain—the Street §
Smith L0000 circulation will prove

WwWWwW americanradiohistorv com

Strecet & Smith's GRAMNDMIER

On his shoulders lics the mantle
of a rich publishing hevitage ...
and many  magazines.  Fstab-
lished in 1835, by Messrs, Ntrect
and Smith, the S8 Publications
have made estecmed  publication
and literary Distory in . lnerica.

powerful selling medium for the adver-
tiser when he wakens to the fact that
these  publications are hought at  the
newsstands  becavse  their purchasers
want them. They enter homes in cities,
~suburbs and on farms—and are con-
sidered weleome guests by entire fam-
ilies,

The ADVERTISER'S
SKETCH POOK
— 1038 —
Page 39
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spapers that hace profitably solvea
wpapers, the igh cost of

plates and other production factors, vital to a liewire newespaper today.

They arc dotng a great job primting <

Wills, Mt ernon, N Y.
Jor newspapers.

oblain a copy, gratis.

/3.

Book will be highly appreciated.

da the Offset press. Hebendorfer-

has published complete data on like operations
A dine o L. \
In weriting mention of The

).. ul”
'SONKETCH

I ernon,
AIDVERTISE

Hiebendorfer, M,

Newspapers

Via OFFSET . . .

New Offser Presses Enable Small Town Publications

1o Publish Circulation

Pictorial Fearures
()pp()rrunirv lo

Lavour At Small

Change,

Building Art And Ocher

...Gives Adverdsers Last Minure

lmpruvc Copy, Arr,

Iixpcnsc

By JOHN B. WEBENDORFER

eee-Pres., HWebendorfer-117ills Co.,

DEFINITE swing toward the off-

set process in the produsdgie of

small  semi-weekly  and  weekly
newspapers  in osmall  communities
throughont the entire country is gain-
mg new impetus with the reading pub-
lic's increasing preference for entertain-
ment, news, and advertising in piclur-
tal form. One look at the glllupmg cir-
culation figures of such magazines as
Look, Life. Pic, Click, Photo, and o
on, gives absolute proof of the trend,
the demand, and the actual marketability
of tabloid news, [t is easy to conceive
then, that unless local newspapers get
on the photo hand wagon and sell some-
thing besides white space, they will he-
come ohsolete.

The focal  newspaper’s  answer, s
many papers trom coast to coast have
mereasingly  demonstrated, lies o the
offset process, The trend toward off<et,
for those papers, i~ a natural one, for
it provides a medium by which they can
hoth ~pecdily and cconomically maintain
the pictorial pace in journalism set by
the newly sprimg but already universally
read Upicture magazines". IFor the local
~heet,  photographicallv—with  a small
camera—covering the one thounsand and
one activities of it~ comnumity, ofiset
has everything in i< favor. 1t requires
no ctched plates for pictures, and color
1038

STCH DOOIK

Mount

Pernon, N. YV,

i~ taken in its stride. .\ minimum amount
of make-ready drops the cost, and forms
are a paste-up job. As a matter of fact,
a sharp pair of scissors and a paste pot
are playing a mighty dramatic part today
in the weekly offset printed newspaper

< helbd,

Add to that the advent of the autto-
matically  justifying  typewriter  which
has printer’s type, upon which experi-

1 work s practically  completed,
and you sce that offset is fully capable
of meeting the publisher’s need in the
new turn journalism has taken. This fact
was forcefully called to the attention of
pubilishers with the installation of the
first web reel fed offset press for new s-
paper work in the plant of a hitadel-
phia  publishing company recently.

Excellent examples of the use of ofi-
set i the newspaper fcld are evideneed
by the large number of  small papers
adopting this process,

Watertown Reminder,

South Dakota

Worthing  Reminder,

Minnesota.
Dunn County
Menominee,

Watertown,
Waorthington,

Mictorial
\Wisconsin

Messenzer,

The Owatonnan, Owatonna, Minne-
~oti
The Rock Sprines Record, Rock

Springs, Wyoming

/'(l!/(' 6H)
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The rapid development of varable
spacing npewriters handling pleasine
type faces and units Tor setting up lis-
play matter, conpled with the use of
the candid cameras, are gaiming national
mterest.

One of the most interesting features
adopted by one of these papers is a
crocery ~tore ad. The text matter andd
the signature ents are arranged  pre-
viotsly and apparently just hefore go-
e to press blanks are filled in with
hand lettering giving the names of var-
ot~ grocery products and their prices.
This ts @ hot ~pot last-minute make-up
and would he very ditheult to handle hy
any other process,

I'resent equipment is available to meet
any purse (rom  the small circulation
papers which find it cconomical to put
i the sheet wype press, up to the larger
papers which find it necessary to install
welr offset presses,

The regular web offset press built
on the unit type of construction  to
handle 4, 8, and 1o-page new spaper size,
or cquivalent i tablowd, 8 16, and 32
pages, These presses are made to take
magazine or  newspaper folding  units,
Our speads are runming approximately
10,500 per hour, and Jor smaller sup-
plements our machines are running 25,-
000 per hour—the sky looks like the
limit for future production.

When we Arst pioneered the develop-
ment ol the rotary gravure press in the
carly davs, it was only possible o de-
liver an R-page supplement at 2000 per
hour with all the heating  equipment,
fans, and radiators to assist in drying
the ink on the paper. In those carly
days, copper cevhinders would start 1o
break down around 73,000 impressions.
Cooperation of  the ink houses, paper
concerns, and press manufacturers, has
bronght about the development of not
only monotone work hut multi-color sup-
plements that run 18,000 to 20,000 copics
per hour, And exvlinders have heen de-
veloped for some of the large mail or-
der catalogs which are handling  runs
into the millions. This same Ane cooper-
ation  may  lead immediately to tre-
mendouslv inereased  speeds for litho-
araphic or offset equipnment.

One paper took 40 to 48 hours to
print by letter-press and is now litho-
graphed in only 6 to 8 hours, The qual-
ity of this paper is of the offset stand-
ard, having a soft photographic effect
unattainable through other methods. [t
ha< color borders and tones in multi-
color effects are heing obtained,

1t is no idle hoast that picture supple-
ments are giving  averawe increases in
circilation to sonme newspapers amount-
ine to more than 25 per cent. Iree cir-
culation i a trend to e considered
well, Certainly  any  advertising man,
any advertiser with the blood of show-
manship running through his veins wants
to lay his copy right in the midst of
interest. This i~ the progressive puh-
lisher's honanza—it i~ his new <tep
achievement,

It takes no real streteh of the imagina-
tion, cither, to foresee the time when
an otiset plate will <tand up with the
same sold guarantee of a stereo plate.
When that time comes, Tong run daily
newspapers mav also  step, profitably,
mto the offset held
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DAN GERBER, Vice-Pres. & Adv. Dir. GERBER FOOD PRODUCTS, Fremoni, Mich. (with The ADVER-
TISER “up his sleeve”). W.IWW. “Bill” WACHTEL, President CALY ERT DISTILLERIES, Inc., New York. TOM
DRISCOLL, Former Adv. Mgr. ARMOUR & CO., Chicago. LEO NEJELSKI, Adv. Mgr. SWIFT & CO., Chicago.

The FOUR MUSKETEERS of ADVERTISING...

The Four Musketeers—(pronounced Must-Get-Their’s)

meaning

“must-get-their” copy of The ADVERTISER every month . . . and
The ADVERTISER’S SKETCH BOOK every year!

ERIOUSLY, the above quartette is but a
sample of the excellent readership The AD-
VERTISER enjoys.

And it is but a sample of the more than
6500 additional readers who receive monthly
each issue of The ADVERTISER and avidly
note its contents—and advertisements . . . (so
our advertisers have informed us, based on
results they've received from space in each
issue) .

One of our famed subscribers—the Kroger
Chain, called our attention to the fact that 24
advertising and sales executives in their or-
ganization read The ADVERTISER each is-
sue — We checked further — at Procter &
Camble, and learned that 22 in the advertis-
ing department were readers — of The AD-
VERTISER . . . we made a survey—discovered
that the largest list for the monthly was at
the vast R. R. Donnelley Printing plant at Chi-
cago—38 major executives and sales and pro-
duction men read The ADVERTISER. We

could go on discoursing on this evidence but
enough—you who have advertised in The
ADVERTISER know that our pages at $155
per page ($130-12t. rate) pay a large profit
in results. We also want new clients to en-
joy our splendid circulation . . . make this your
invitation. Forms close each month on the
25th preceding date of issue . . . General Of-
fice: Cincinnati—

The ADVERTISER

MONTHLY IN THE INTEREST OF GOOD ADVERTISING
Offices:
CINCINNATI: 3557 Bogart Ave., AVON 6825
R. Maxwell Jason, Adv. Mgr.

NEW YORK: 11 West 42nd St., PENN. 6-3265
L. M. MacMillan-Lester Blumner

CHICAGO: 1138 Lake Shore Dr., DEL. 9083
Lorraine Dean

® SUBSCRIPTION . . . 83 per vear, includes also a
copy of The Avvernser’s SKETCH BOOK

wwWw americanradiohistorvy com
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Famous American Trade-Marks
Priceless To Advertiser:
“Valued at $1.”

Frade-Marks In Action=In Magazines,
J\‘C\\'sp.lpcrs, I)ispl.l\'s, Posters . .. Comments

By The Ad-Chicts Who  Control  Fhem

By
HE  Famoons Nmericam Trade- g
Mark, inddlibly engraving itseli on MICHAEL
the public mind through vears of GRIMNM

~reat repetition with its inconspicu-

aus  vet authoritative endorsement -
labeling  every  conceivable  form  of This cwrrent striking recteal of the famed Victor Phonograph trade-mark,
graphic  advertising  expression,  with prauited i London, iy indecd presenting a trade mark woith wmnch force. Added
minimum art and  copy ~ilently,  con- thereto is a more than 830000000 ad: crtising neestment, placed during the
~tantly doing a ~clling job— the Famons past 10 vears. (See RCA-Uictor article, page 12-13)  Lacelleatly Lithographed.
dmerican Trade-Mark is calued at cr- UON Pras & Litheo ol Brooklyn, produced this cffectic e window and counter
actly 81 display.

The sale< volume Tor which the trade-
mark alone is responsible wonld jproh-
ably rim imto millions o dollars annu- Enthisiastic testimonials 1or the trade- many yvears listed our trade-mark at a
allve Advertisers tell The Niarrti~ig mark come from its users, and The \p- value of five million dollars, hut about
the actual value of their trade-marks can virnistr o parades here some Famons fve vears awo this was wiped off our
hardly he estimated, Taf hecatise—in the Vmerican Trade-Mark< with comments haoks and it i~ now listed o line with
words of Fred Witt, Vdvertising Mau- from their advertising excentives, indi- sood accountine practice at one dollar.
ager of Thompson Products, Tne., Cleye- cating the real worth and prestize which “We hnow that from a number of
land—"u trade-mark i~ one of those ag- the trade-mark has gained  Tor itselr, survess  which  have  heen made the
Zravating intangibles”, the mamority of having gained those asset~ for its em- Trnmpeter—ao - man on i horse, as he s
the nation’s trade-mark-tamons adyver- plovers, more  familiarly known—rates high in
tisers give this asset the nominal salue acceptance and constmer interest all over
o only X on their hooks “in accord- the United States.”
ance with cood accounting practice.” "W oare very dnterested in the st FoRORICTIER, Ndvertising Director,

A~ an effertive advertising deviee, the that yvou are planning on the financial Hart Schatfner & Marx, Chicago
Famaus Nmerican Trade-Mark i~ nn- apraeeciation of the trade-mark, and 1o
approached. Simple in the extreme, and vive vonoan idea of what was behind
anriched with sienificance by persistent the development of our own trade-mark, “Our own trade-marks (alb of them
use i dvertising, it has heen endowed we are enclosing a look  that was includinge trade names) are Hsted on our
with the power to comvey a story in- primted several aears ago. hooks at a total value of $1L00.0 This,
stantanconsly. “We too, like other manufacturers, for however, is the value that appears on

.

Nuown the weorld over fs this animated MGV oM etro-Golda yn

Mavery filn Trade-Mark, e woas a real ee lion e a movie
coo, wear Hollvicood 22 years ago, writes MG s Dictz,

10 yibe in e pood
old UsA
Ao wwaranseed

III llaﬂ schatfner & Marx

.

This Hart Schanner o Mary gallant

Nutght  trade mark hi-spotted  the

poster stan at Brest, Pranee, that ac-

tiadly thridled the UN dowghboys em-

harking for “home™ after the drois-
Hoe—Noi, 19N

'| sm..). dothes are ready
:

A sign that a Regiment cheered

Just a pumted sign on the nall of an ancient building
in France! "Not much of o thrill in that,” you'll sav

soldicrs dogeweary trom a and the otlur ports of «mbare

Long hike, dripping wer hation oo britnee, we hoped
from an alldas disnpour,brobe  (hev'd be more than merely
it cheers at st of it You'd  messages that fet the boss know
nate thought they had come  hevd find our Jothes— i Iinh,
unavpeetediv on o Starae ot all wool, guarantedd  rads bor
Libens o Brost them whan they 01 home

That sign represonicd “God' We are glad they feel as they
countn ' —a ghimpse of home dvaboutit Nihese signs of oury
that had pone actos the sea e over thers gve vut hovs a hitde
mect them ghimpse of “hak home” that

wheers, we're more than repmd

When oo placd our signs 0 —even it chat 1s the one and only
the prominent kations in Brast,  thung those signs do

Hart Schaffner & Marx

\'FT.{ regmantof Amenican Bordeaon, St Nuzaee, Nanter,

Jhe Aoviknsek’s SKETCH BOOK—1938 . flage 02
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1O 200veoex
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+ETHOR2* 0@

verval Electric Refriaerator poster “al 4 MANUEL ROSENBERG
1 ltar (] de Mark "~ E WALKER HARTLEY
> /-2l ‘ [ ' HARFER 4 BROTHE g \mi7__
( ntal. 9L‘EH‘I}L"H nyow '
kittens and Peake on onr vearly eal 1~ lor the ~tandard i~ oranag "Moo list our trade-mark at 8L on
endars, wing cards and other vario il black.” 1 porate hook< We would dike
lireet mail and promotional picees R DAWWIS, evaluate our trade-mark at a handsome
“Our latest use of Chessie is to em \~st 1o General Ndvertising Manazer, 2T, we know it is worth muel
ploy he identity the route of our line Hestinghouse Electrie &~ Mg, Co Fhe antomotive and aireraft parts we
Our current natiomal  advertising Tea l<ast Pitt<bureh, I make are all of ~teel or other metal al
ires the “Chessie Corrud (.)u:‘ trad rk is rolled
WALTER S [ACKSON. JOHNSON X JOHNSON ~tamped o these parts with hardened
Vdvertising M nager, “The trade-mark which appears on our b DU (UL “I\“r rq‘,m
Chesapeak [ Ohiio Lines, Cleveland letterhe “l' e well fe o @ areat many lced on all <heli hoxes., :lnp]lmg car
i “ ‘ e tons and other containers

WESTINGIHOUSE FLIECTRI of our products, particularly our Red

I RED AT, Ndvertising Manager,

Thompson Products, Ine., Cleveland

“The Westinghouse trade-mark i~ car by this company in the vear ot its Tound
riced on corporate books at a very nomi 1, [886. Years later, in 1903, it tool METRO GOLDWYN MAYER
nal figure. While we teel it i< undondt a ~pecial act of Congress to anthoriz )
cdly of very great value to the company, our continued and perpetual use ot 1t “Ihe valne of the .\lx"trl'-(ﬂ'l‘l\\'.‘"'
it would he very ditticnlt to express its And vou may well imagme how m Maver trade-mark 1+ not !l\lml specitic
value in actual dollars, \We nuse onr wirtant that was to us. Iy among onr assets in Anancial state
trade-mark i all outdoor advertising, on “\We carry the trade-mark o ur ments. However, the Lion i< an nter
all of the ~siens on our buildings, and woks along with other intangiides, at national symbol and it value i~ inesttm
as an identification on our jobhers’, deal the modest fizure of $1.000 But you can thle, One can only cuess. 1 <hould <ay,
ers’ distrilintors’ agents” locations well iimagine how much we woulld take ifhand, that it i~ probably the hest
It as also used guite extensively on o to part with it. There are Tew trade known trade-mark in the world,
ENAMEL varions products, on our letterheads and marks in \merica o well known .and “This lfilllk-"lill'!\ ha~ l'ﬁ"f ”'l usg 17'"
torms: in fact, m nearly all company ~o closely identified in the minds of con 22 vears. It use has been as an intros
iterature we produce. The trade-mark ~sumers with the nature of the products ductory toall pictures released by the
in it~ present torm has been in continu on which they appear.” motion pictire distributing company ofr
ous tse sinee 1910 and i an evolution o H.AW. RODIEN. Viee-'resident, Loew's, h I ‘-‘mlmlizc.\ the hrand
a previons trade-mark which consisted foliynson Jolvison, “NMetro-Goldwyn=-Mayer Pictures”™ — and
ot a direl closing the name \West New Brunswick, N i~ used in publication advertising amd
inghouse, and h had heen used also by many theatres, who <how MG
ack as Taroas I8YA Tt adapts itseli to THOMPSON 'RODUCTS pictures.”
black and white or color use, anmd w . HOWARD DIETZ,
1 Indian tepee ll\".\"l o, capitalizime Tetro-Goldsevn-Maver ict
" t.lu- mitial letters of “Thompson Prod New York City
uets” was adopted in 19280 Previonshy
w ® merely the special Tettering T as GENTFRAL FLECTRIC
estln house see it in the present trade-mar 1~ en
loaed “Our principal trade-mark, the G-F
MAZDA IAMPS ' nogram, has heen used since 18949,
"?J‘Uf 7'[1/0/}1051/85 L extinghowse Disple atures its simple 1 :m:l'l n\mu\l.\_ llll'nll\.l.l a(l\vrli\m_:. pro
Trade Mark—a i e e s mation, and its application to products,
that o L ¢ wiaht” o has become widely known, Itois
cluded i the design all General e

ameplate and Tabel markings. It s
al~o embodicd in the product itself, an
appears on all containers, packages, <hip
ping material, and, of course, on al
Company documents, literature, and ad

“I haven't the <lightest wdea what
i~ worth, <o Tet’s say it i~ worth a lot
Mayhe you have an acquaintance whao s
an accountant and who could figure it
ut for you from our published balance
shect and operating ~tatement~. In any
cyent, prize it very "

ol LANG, Ady, Dir,
( dal Ldectie Co o Schenectady, NOY

Frade Marks do Cinerease™<lere’s " Chesst
s Chesapeake & Ohio’s popula
niark I reg S TRNTIN veo sl

Ihe Apverriser’'s SKNETCH POOK- 1938
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and music (of course) by ‘

J. T. WARD WL [ @ 'F. C. SOWELL
PRESIDENT » V. P. & Gen. Mgr.
5,000 WATTS
MEMBER STATION C.B. S.

PAUL H. RAYMER & COMPANY
NATIONAL REPRESENTATIVES
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\ ANY a clezer advertisenment woas a Cpipe dream”™ of one or otlier of the aboze not
ANA—1937 M5 G o . e

ables tn the ficld of netional adeertising . and they do love their pipes, as these
sketches by Editor Manuel Rosenberg indicate. However, on this occasion—at the . |s-
sociation of Nattonal ldeertisers’ annual conference, at ot Springs, a., these famed
. crecutizes were more lerested in CPublic Relations™ discussions as proposed by Jolins
“P][/)[]“ Manzille's president, Lewets Browen oo and they haee sinee, created many pages of adaer-
tisting copy et that theme as a cttal back grownd.
R(’[(lfl.(lll.\‘ L ./_mlu..\'H“\' and Capital must battle the 4.Iv.\‘!rm‘fir'c.u‘r/iI‘(lIm'.' “Public Relations™ m/-r'vr:
lisiig is a strong weapon to combat el destructize nfluenees wndermining cconowic
welfare of our nation,

HOT SPRINGSOVA

The Novereser's SKETCH BOOK—1932 . . | Page 65
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OW SIGNS

Corp.to window-advertise Del Monte products.

In orchard reds, garden greens and brilliant
gold —they invite you in thousands of shop-
ping centers to “"Come in and do your gar-
dening with a shopping bag.”

Whatever your Brand or Service—Meyercord
artistry and creative skill will provide the
proper identification. Decalcomania window
signs will tell your story three years or more

. . simply, pointedly, with the compelling
power of color. .. at surprisingly modest prices.

THE MEVERCORD C0. 5323 West Lake St., Chicago DECALCOMANIA

WINDOW S51GHNS » TRUCK LETTERING » NAME PLATES « DECORATIOMNS
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Dack in 1930 when Cdrthir Kuduer, of New York, who might have become a

StﬁtCSll]anShlp Iﬂ rical of lohn McCormick, Lacorence Tibbett, Cornso, et al, instead he became a

Ad NP~ fving . Adeertising Agency chief, handed his gacel and Chairmanship of the Amer
V(,rtISlng . . e o . . : .. ) i

ican clss'uoof cldvertising L lyencics over o his suceessor Raymond Rubicam, he

stressed the tmportance of Strateay and Statesmanship in Advertising ..o 1 splen-

Sketehes draen at The did speaker and a pine subject, Nudner delivered a poiwcerful micssage to his

Greenbriar, TSN, by olleagucs.  Today, more than coer before, we need Statesmanship among our

the ditor

L e AN ERT LR Adzertising yecutives. e have one fine statesman in the halls of Congress,
B A\prer ey [ ! ! !

Bruce Barton of BBDEO, Newwe York. el us vole to have more!
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KFPY

SPOKANE
CBS

RENDERING A PUBLIC SERVICE
IN THE
PACIFIC NORTHWEST

KXL KPFA KRSC

PORTLAND HELENA SEATTLE

80% of the Listeners in the Pacific Northwest with a Single Contract

paciéic Northweit éove’za:ie gtou/a

National Representative—Gene Furgason & Co., New York, Chicago, Detroit, Kansas City

Information at any member stalion Office address, Box 1956, Butte, Montana
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AA AA 1938 A\' hi:th_\' .I.IH/‘UI.'[(IIII in the Ifcl.u' of adiertising u.\'.lhr <‘ul:'crli.\'in_1/ dYeHCY cxee-
e D — wtice himsclf, are the media men woho deal wetth i and see to 1 that his
oy . . G advertising incssage s propevly handled o the cartons medivims of advertising.
White ‘SUIPI”“' ‘SP'.'":""\‘ W v Here woe ./w'v.n'ul SO 41)_/' I/l‘;c j-'m'vmu.\'l csupplvmenT of the business of .l(/:'(')'li:\'-
“SU lvnlcn" my .. lm/.q .\'/‘riu/\'/in.g/ nj 4.ul.<liliunul ./\.'r.\'m'm/iliu.\' .\'/\'('I('ln'(/./'.\' Manuel Roscn-
Pp . coc Lerg. editor, Tlhie ADVERTINER, at White Sulploor -0 duving the 215t annual
congention of the hmerican . ssoctation of ddeertising Agencics, at wohich Gilbert

Ninney, V01 Walter Thowpson, N0 Y. icas clected chairman,

The Avirniser's SKETCH DOOK-=193% 0 0 Puge 70

www americanradiohistorv com



www.americanradiohistory.com

“They tell me I'm a smart merchandiser—

shucks, all a grocer has to do in Cincinnati

is to tie in with WS A1 advertisers.”

WSAI CINCINNATI
e National Spot Representative TRANSAMERICAN

NEW YORK CHICAGO HOLLYWOOD
Say vel t Aoverrisex's SKETCH BOOK [Te ApverTistr's SKETCH BOONK - 1938 . Page 71
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Senor and Senora Geissuger
at thetr weedding cclebration on
“Docs™ ranch i Southern Cuali-
fornia.  Note “Doc's”™ brand
marks on their forcheads—>it's
an old  Spanish Custom™ .
mayhe! Incidentally  Nenora
“Doc” s oalso an Cadvertising

man"—nce Barbara ennox,

SUNKIST Picks
A Radio Natural ...

After 10 Years Of Scudy, Early Rising Adv. Megr.
Picks A Breakfast Hour For His Message ... And

Tests It Over 1l Kev Stations, With Profitable Resules

By W. B. *DOC™ GEISSINGER

Adeertising Manager, California Fruit Groweers Exchange, Los lngeles

Editor’'s Note. When Sunkist went on the air last fall it made radio head-
lines, for there was a well-defined f[eeling in the trade that W. B. “Doc”
Geissinger, the astute advertising manager of the California Fruit Growers
Exchange, just couldn’t be sold radio. Doc has a deserved reputation for
his penetrating ability to let the air out of a sales talk unless it is backed up
by incontrovertible evidence. and it has been rumored that he felt that radio,
in its youthful exuberance, had been a bit enthusiastic in certain claims.
For that reason the following article from Mr. Geissinger's pen, telling
how Sunkist quietly conducted its own surveys and tests, picked a radio
“natural,” is especially interesting.

OR the past 10 vears we have
Flvccn testing  radio. surveving

radio, and trving out radio pro-
grams in an endeavor to find one
which fitted our needs and which
could be put on the air at a cost
that scemed 1o us to promise re-
turns commensurate with the mvest-
ment. We had pretty well defined
objectives in mind, and we have
heen rather stubborn m refusing to
lower our sights,

IFirst, we msisted on reaching the
entire family, We realize, of course,
that the housewife is the most im-
portant member of the fanily from
our standpoint, hut father and the
children have a lot of mfluence, too,
in keeping orange  juice on the
hreakfast table in place of the num-
crous canned  substitutes, and  we
can’t atford 1o pass them up in any
of our major campaigns. That
pretty well ruled out a davtime pro-
grann However, we tested some
davtime programs, just to be sure.
They worked out pretty well in
number of listeners, fiom coinet-
dental checks, and in response to
a variety of offers, but they didn’t
seem to put any perceptible “umph™
in our salex which we carefully

The Avverriser's SKETCH BOOK—1938

checked, store by store, There were
a variety of explanations for this
state of affairs, but none of them
removed the fact,

A omight-time show, if the time
was carly enough, would of course
reach all the family, but that, 1oo.
presented a set of ditheulties. First
off was the matter of the inflexibil-
ity of the contract. You can't put
on a nmight-time radio show, espe-
cially in this era of super-colossals,
without conunitting vourself to an
mportant expenditure for a def-
mite period. Sinee our growers have
to have fruit to ship before they
can appropriate advertising funds,
and sinee, even here in California,
there are some time acts of God or
Mother Nature that can suddenty
restrict our crops (and henee our
funds). we have 1o maimtain o
reasonable degree of flexibility in
our advertising  program,  that
mikes these tron-clad contracts haz-
ardous to us. FFurthermore, we're
just a lot of farmers and the way
these city folks toss figures around
when they are talking costs on
these  gigantics seems just about
cacrilegious to us,

Jut  spite of our gloom when

Page 72
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thev'd hring an the estimates aftes
the auditions, we felt that there
must he come way we could use
radio and use it effectively without
spending  a trammload  of  oranges
cevery time we went on the air,
Jeing farmers, we're carly risers,
some of us, and since it's lonesome
out on the ranch we sometimes turn
on some of those earlvy morming
“Rise and Shine™ programs, and we
ot the idea that mavhe other peo-
ple did, oo, 0 we made some in-
quirtes about it. There wasn't much
information.  Some local programs
seemed to have a following. There
were sonte other startling claims for
sales results but there weren't any
authentic audience ficures—no co-
incidental checks—no Crossley rat-
g, You can’t call people up at
that time of the morning and ask
them whether their radio is turned
on, ete.. unless vou want to be re-
sponsible for a lot of hurned o
telephones, so we made a house to
house survey of a representative
cross-section  to find out in this
manuer what their listening habits
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PRESIDENT, WROTE TRAVELOGUES
WHICH BILL HAY BROAPCAST ON
JWMAQ. LATER HE RELPED
PIONEER TRANSCRIPTION CANPAIGNS
b | WITH A SERIES OY TRE LATE

% >

'\r\‘\\‘ b b | ~h

i\ A LIFE SAVER~
‘ 7) WHB's DAILY BROADCASTS
V;,{'% FROM K.C's NORTRSIDE

MUNICIPAL COURT BEGINNING
IN FEBR/ARY, 1932, WERE
FOLLOWED BY A 25% REDUCTION
LN MOTOR CAR AIPENT FATALITIES
FOR 1932 AS COMPAREDTO 1931/

AND IT'S STILL SAVING LIVES!

W H B - WHeRE Heap

‘HE ENJOYS HELPING CAPT, BILL MOORE

LINERS BEQIN !

L} o EE
ACE, OF "EASY ACES’, THAR

¢ I'h

E£ARL BURTNETT FOR LOOSE-
WILES. [N 1931 HE SoLD GoeD-
MAN ACE ANY “£ASYACES" TO

THEIR FIRST {MPORTANT SPONSOR:"

RESIGNEO AS AN ADVERTISING

AGENCY PARTNER ToHEAO WHB,
HE 1S ALSO PRESIDENT OF
TRAVELUX LTD., AND RIS HOBBY (S TRAVEL.

., /

JOUN T
SCHILLING
HAVE BEEN CHIEF ENGINEER
AND GENERAL MANAGER OF
WHB FOR NEARLY SIXTEEN YEARS.
] OLDEST RADIO STATION TEAM
IN AMERICA,

HENRY “GOLDIE" @
GOLDENBERG

SELL”"HOWIE WING’, ""TORCHWY S

THOMPION" G ANGELS IN BLUE"

—HAS “TOMBSTONE ", BUZZ JORPAN" T
AND OTHER SHOWS enNTAP !

WA

WoROS (Now wWH
b SPITALNY), TES,
so«aco‘;{“;cs"‘f:l E(S)’ PAUL “"WHBs STAFF FROLIC'™= MIDDLE WESTS OLDEST RADIO
:;C:::ms, LEITH STEVENS, PROGRAM HAS BEEN BROADCAST FoR 2,272 CONSECUTIVE

WEEK DAYS. ALMOST EIGHT YEARS! STILL POPULAR!!

THE WHB
MUSICAL CLOCK

\ METRONOME HAS
7 K,, ,. w;T} Z N\ A 7/~ TIKED 26967600
860 KILOCYCLES*|000 L) < AN 3 / Cx ‘TIMES TO KEEP
KANSAS CITY'S DOMINANT N/ =728

KANSAS CITIANS ON
THE DOTY (N TRE

2-7.00'000 MORNING.
TICKS!

DAY T/IME SSTAT/ON
ON THE AIR DAILY « DAWN TO DUSK
John T. Schilling, General Manager
Don Davis, President

“THIS IS THE MUTUAL BROADCASTING SYSTEM"
Apvekriser's SKETCH BOORK-— 1938 . Page 7
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Seenes at the “Last Rowndup™ in Southern Cali-
fornia as “Orange Rancher Takes a Brde” Left
—Don Belding— 0t e Lord & Thomas (on
Nunkist.)  The Bride o Groom—and  them's
crange juices phes Legt: T Fonda (brother of
Hewry Fonda, Move Star) the lad woho produces
the Sunkist Radio Nhoweo (. ed Pals). Bottom
Foft: " Marshal™ Tar Campbell 1 orld Broad-
cating Co. Right: “Nherin™ R 20 1 Her st
Fde Vlar., Sunkist

® . trio g citeetive Sunkist Palanees,
created and produced by 170N Color
Drocess, Ino 0 New York Part of
the 193 Program innocation (eis
singer freseuted foo Sunkist ooutlets
throwgliout the United States, T hese
colorful 'oint of Sale permancnt
Dlastic Cellulose Stgns hace won
windoie spoce from coast to coast,
doing « maror Sunbict sellivg job

Ihe Aovienisrr's SKETCH BOOK —193R%

were—and from those who listened,
what Teatures they preferred.

We found out that a surprisingly
large number of people did listen 1o
those carly morning programs. and
we Tound out what they Tiked. They
were very defimte about what they
wanted, which was a great helpan
planning & program to have the
widest appeal.

We had already checked  costs,
and we ielt that they were reason-
able enough <o that we could have o
fair chance 1o sell some oi our
oranges and lemons at a profiit, pro-
vided our show clicked.

I haven't covered the angle, from
our standpoint, that appealed to us
maost. The principal use for oranges
15 juice, and far and away the most
orange juice is served at breakfast,
Reaching the family just hefore or
during breakfast we felt sure was
the real prychological time for us
to wet moour hest hicks. 1 we
couldn’t say thing= that would make
them glad they were serving orange
juice, or sorry they didn’t and re-
solve 1o do it next day, then we'd
need  Rome new copy o wriers,
Furthermare, we'd reach the house-
wife hefore she had made up her
shapping list or her menus for the
dav. We wouldn’t have 1o suggest
“Buy some tomorrow” we could
say UGet them today.”™

One of the most impaortant uses
for lemons, too, comes first thing in
the morming—lemon  juice  with
witer or with water and  baking
soda as a laxative and alkalinizer.
Anocarly morning program was a
natural for that use, too, as well axs
the best time 1o get lemons on the
dav’s shopping hist,

Another assct of an early morn-
My program, in our apinion, i< the
fact that vou aren’t nearly as re-
stricted in vour use of commercials,
provided they are properly handled,
Inasmuch as we were naive cnough
oo want to sell some frut on the

Page 74
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Stations on the Tniagal “Sunkist”

26 Weeks Test Last...

KWK oo St Lonis
WOAN o Pittsburgh
WOAL Lo Philadelphia
WORY oo Cincinnati
WEEL oo Boston
WEBR ool oL Baltimore
WRKEBW Buffalo
WIHK .o o Clezeland
WIRE oo . ndianapolis
\\.( N \'(‘?U(H'l\'
CKRLIA oo I indsor, Canada

Detroit

atr, that appealed to us,

IFor all these reasons we con-
chuded that, for us, an carly morn-
ing program came as close 1o oa
natural as we could ind in radio.
While it would not fit the require-
ments of most products it certainly
seemed to e ours,

The program started last Novem-
her—a half-hour, 6 mornings cach
week= onocleven stations in the
Fasgt and Middle West. In order
to fit our I'qu]il'('lll('lll.\' of coverage
and conform to available time, it s
transeribed. Nen Carpenter and
Bill Goodwin, two of Tlollvwood s
ace network announcers, are fea-
tured, Lots of brisk popular music,
and various service features which
our survevs disclosed ax wanted, are
cut in by local announcers. Con-
texts are used to build up the audi-
cnce as owell as supply returns for
checking.  Requests for various
tunes are acknowledged by name,
to give the local flavor to the hroad-
Cists,

Results havan't heen sensational,
but we've checked them carerully
and they're QUKL with us. We're
finding out how to make them bet-
ter as we po along, And we have
vet to fimd any program at all com-
parable that has as low a cost per
thousand hsteners.

K3
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