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Roush Proofs 
The court to which two Cleveland 

newspaper men appealed after a jail 

sentence for contempt of court de- 

cided that perhaps the trial judge 

was somewhat ruffled and agitated, 

and therefore not in condition to 
pass with true judicial impartiality 

on the case. In other words, the 

editors were not in contempt, though 
they may have been contemptuous. 

* ck ok 

William Cooper Procter, the Ivory 

soap tycoon, was referred to in Ap- 

VERTISING AGE as the head of an 

advertising agency. If this were so, 

he’d have a ready-made slogan that 

would be just the thing: “Ninety- 

nine and forty-four hundredths per 

cent pure.” 
ak * ck 

William R. Basset thinks the big 

trouble with the textile industry is 

speculation. But if you were de- 

pendent on how high skirts were to 
go, and whether petticoats would be 

plus or minus, just how would you 

plan to avoid speculating on the re- 

sult? ‘ 
* * * 

Paul Hoffman, vice-president of 

Studebaker, assures us that the na- 

tional income of eight billion dol- 

lars a month is unimpaired. But 

after Uncle Sam does his stuff on 

March 15, almost any sort of income 

is just about flat on its back. 
* * ” 

Department stores in Cleveland 

are Operating their own advertising 

néWspaper and are now selling com- 
mercial printing as well. The retort 

courteous would be for the newspa- 

pers and printers to start a co-opera- 

tive department store. 
ok * * 

According to some national adver- 

tisers who have been experiencing 

newspaper service, about all that is 

left for the publishers to do is to 

maput salesmen behind the counters 
eee and wrap up the packages for the 

“ customers. 
a + * 

H. F. Gilhofer told St. Louis ad- 
vertising men last week that out- 
door advertising is the only medium 

you don’t have to pay to see. Mr. 

Gilhofer is invited to inspect the 

contents of his own waste-basket. 

* * as 

Sears, Roebuck & Co. admit that 

they don’t catalog anything for 

which there is not an established 

trade. Apparently their motto is, 

“You create the demand and we'll 

take care of the business.” 

* ok ok 

The Literary Digest is taking a 

poll of sentiment to which 20,000,000 

people have been asked to contribute. 

It seems to be a humidity test, and 

the answer will be ‘wet,’ “moist” 

or “dry.” 
* * 

Pepsodent fears that only about 

20 per cent of the population are 

Using any kind of tooth-paste. Can't 

they persuade Amos ’n Andy to put 

in a good word for them? 
* * * 

Railroads, the traffic manager of 

the Pennsylvania says, require more 
M&gressive salesmanship. Well, I’m 
Oen to a demonstration ride on the 

Broadway Limited. 
* * * 

“You spend sixteen hours a day in 

fothes—get some fun out of them,” 
Mgeest Hart, Schaffner & Marx. 

Here’s an unsolicited boost for 
Mntzen swim-suits. 

s * * 

Dr. Julius Klein says that beauty 

B giving industry some new points 
Mview. The Ziegfeld point of view 
Mill remains the most popular, how- 

er. 
4 Copy Cus. 

CHAIN ATTAGK 
RESUMED WITH 
RENEWED FURY 

Wave a Sentiment Sweeps 
Over Country 

Many national advertisers have be- 

lieved that local attacks on chains 

have merely represented a natural 

resentment by independent mer- 

chants. 

During the past week, however, 

what appears to be a wave of public 

anti-chain sentiment has swept over 

the country. The most remarkable 

developments have been at Shreve- 

port. 

Henderson vs. “Journal.” 

Shreveport, La., March 14.—(By 

Wire) — Contenting himself with 

warning W. K. Henderson, of the 

Hello World Broadcasting Company, 

against “attempting to foment a boy- 

cott against the properties under my 

direction,” and adding that “I will 

not permit this newspaper to ‘bandy 

billingsgate with blackguards,’ ” 

Douglas Attaway, president and gen- 

eral manager of the Shreveport Jour- 

nal, has maintained silence during 

ithe past week. ae 
In the same issue of the Journal, 

employes of the paper took a paid 

advertisement, attacking Henderson 

on the score of his well known antip- 

athy to union labor. Following this, 

the Shreveport Trades and Labor 

Council published an advertisement 

in both the Journal and Shreveport 

Times stating that the union “re- 

sents the vituperations and _ villifica- 

tions heaped upon Douglas Attaway 

and the newspaper which he so ably 

and fairly manages.” 

Henderson’s ire was aroused when 

the Journal accepted an advertise- 

ment from Clarence Saunders, of 

Piggly Wiggly fame, captioned “Rat 

Henderson,” and easily matching 

Henderson's own style in vituperative 

quality. ‘ 

The Shreveport Times rejected the 

same advertisement, which, however, 

appeared in a large list of Southern 

newspapers, including those of Hous- 

ton, Memphis, and Dallas. 

Henderson, who previously criti- 

cised the Times, in spite of the fact 

that it broadcasts news _ bulletins 

nightly over KWKH, now lauds that 

publication for its high standards of 

journalism. 

Henderson's favorite term for the 

chain store is “daylight burglar.” 

The Journal is a “midnight burglar,” 

he alleges. : 

Publisher Attaway’s open letter to 

Henderson followed a vote of the 

Shreveport independent furniture 

stores to boycott the Journal and ad- 

vertise exclusively in the Times. 

Crusader at Grand Rapids. 

Grand Rapids, March 14.—Winfield 

H. Caslow is lashing the chains over 

Station WASH and addressing meet- 

ings of independent merchants be- 

tween times. 

His favorite subject is, “Can the 

Syndicate Be Whipped? And How!” 

Mr. Caslow is a graduate of a local 

furniture factory, but he has made 

this city ““Caslow-conscious.” 

Organize at Minneapolis. 

Minneapolis, March 14.—The Break 

the Chains Association has _ been 

formed here with E. S. Cary, criminal 

lawyer, broadcasting over two radio 

stations in an effort to arouse pub- 

lic sentiment. 

Washington, March 14—(By wire) 
—The use of automatic vending ma- 

chines, placed, not in some exist- 

ing retail center,. but in the apart- 

ment buildings which house so many 

thousands of city dwellers, may re- 

volutionize existing merchandising 

methods of convenience products. 

This is the significant suggestion 

of J. A. G. Pennington, of the special- 

ties division of the Department of 

Commerce. 

Several manufacturers are ready to 

put this plan into execution in the 

near future, Mr. Pennington said. 

While it is looked upon by some 

as an “emergency shopping idea,” 

others 

broader possibilities. 

“Emergency shopping, as conceived 

by exponents of automatic retailing,” 

explained Mr. Pennington, “entails 

the dispensing of such commodities 

as bread, milk, razor blades, drug 

specialties, and many other articles 

which are frequently needed in a 

hurry. 

Brings Conveniences Closer 

“The convenience afforded to apart- 

ment dwellers in making these ne- 

cessities immediately available at all 

hours of the day or night should re- 

sult in stimulating the use of auto- 

matic venders.” 

At the recent annual exposition 

of coin-machine operators and man- 

ufacturers, the latter revealed plans 

to enter the field of perishable food- 

stuffs by incorporating refrigerating 

units in vending machines to retail 

beverages, ice cream, frozen confec- 

tions, etc. Some of the leading bey- 

erage manufacturers are watching 

closely experiments directed at the 

development of miniature automatic 

soda fountains which mix carbonated 

water and syrups. 

regard it as pregnant with. 

Automatic Vending 
to ‘Cliff-Dwellers’ 

Looms on Horizon 
The automatic vending industry is 

in a state of flux, but its members 

have been quick to see some of their 

early mistakes and to realize that 

quality is a paramount issue as far 

as selling through machines is con- 

cerned, 

In some instances, manufacturers 

are selling their entire output to na- 

tional advertisers. In others, they 

are undertaking the manufacture of 

the goods their machines are de- 

signed to vend. 

“The development of coin machines 

to fit various commodities, especially 

electrically-operated devices, is an- 

other development which is receiving 

serious attention,’ said Mr. Penning- 

ton, in discussing the situation. 

Changing Merchandising Map 

“The trend toward the electric 

phonograph and radio, the latter op- 

erated by coins and permitting free 

selection of stations is already ap- 

parent. Some progress has been re- 

ported in adapting electric apparatus, 

notably electric washers, to coin op- 

eration. 

“The industry is still faced with 
two major problems, however.-These 

are the slug evil and the question 

of coin adjustment. 

“While a slug detecting device has 
been developed, few machines have 

yet been equipped with this feature, 

manufacturers being largely of the 

opinion that the present price dis- 

courages its adoption. 

“The necessity of adjusting ma- 

chines to keep up with the current 

prices of commodities which fluctuate 

is another problem.” 

Mr. Pennington said that adjust- 

able coin chutes now in process of 

development, will probably solve this 

question in the near future, however. 

New York, March 14.—(By Wire)— 

After a study of more than a year on 

the use of radio as an advertising 

medium, the Association of National 

Advertisers, Inc., will begin to check 

broadcasts in the immediate future. 

The new plan will be carried out 

by Crossley, Inc., a national re- 

search organization, under the direc- 

tion of a committee made up of Lee 

H. Bristol, of the Bristol-Myers Com- 

pany, chairman; Martin P. Rice, 

General Electric Company; D. P. 

Smelser, Procter & Gamble Co.; J. 5S. 

Johnson, Johnson & Johnson; and 

M. F. Rigby, Studebaker Corporation 

of America. 

In addition, an advisory commit- 

tee of agency men includes Roy S. 

Durstine, L. Ames Brown and John 

U. Reber. 

For checking purposes, the United 

States has been divided into 50 zones 

and continuous field work in each 

will be conducted for a year, starting 

March 16, on the March 15 programs. 

Personal interviews will be ob- 

tained from set owners on hours of 

listening, stations received, programs 

heard, those most enjoyed, number 

of listeners per set, ete. Over 52,000 

A. N. A. Will Analyze 
Radio ‘Circulation’ 

such interviews will be held during 

the year. 

Attempts will be made to average 

the circulation from this data and 

learn the regular zone of influence of 

each station and the number of lis- 

teners who can be reached regularly 

by it. 

The radio committee of the A. N. 

A. is headed by Guy C. Smith, Libby, 

MeNeill & Libby, Chicago, who suc- 

ceeded S. E. Conybeare, of the Arm- 

strong Cork Company, who initiated 

the work. 

Others on the committee are Mr. 

Bristol; D. M. Bauer, Atwater Kent 

Mfg. Co.; J. E. D. Benedict, Metro- 

politan Life Insurance Co.; D. D. 

Davis, Washburn-Crosby Co.; W. T. 

Eastwood, Stromberg-Carlson Tele- 

phone Mfg. Co.; G. C. Furness, Na- 
tional Carbon Company; Carlton 

Healy, Eastman Kodak Co., Edwin B. 

Loveland, Stanco, Inc.; R. M. Mae- 

Donald, Bradley Knitting Co. 

Allyn B. MelIntire, Pepperell Mfg. 

Co.; D. B. Stetler, Standard Brands, 

Inc.; J. M. Allen, Bristol-Myers Co.; 

M. M. Davidson, Interwoven Stock- 

ing Co.; Fred H. Ward, Jewel Tea 

Co.; Frank LeRoy Blanchard, Henry 

L. Doherty & Co., and Kenyon Steven- 

son, Armstrong Cork Co. 

SILVERSMITHS 
GALL BLUFF OF 

ADVERTISING 
Guild Launches Test Campaign 

in Washington 

Washington, March 14.—The Ster- 

ling Silversmiths’ Guild of America, 

New York, is going to test this thing 

called advertising. A local campaign 

was launched March 2 to see whether 

or not it is possible to increase sales 

of sterling silver. If, at the end of 

a year, sales have increased, in com- 

parison with other cities where no 

such advertising is being done, the 

Guild will go into the thing on a big 

scale. 

The relative effectiveness of dif- 

ferent mediums will also be deter- 

mined, it is hoped. 

To Spend $85,000 

The campaign involves the expen- 

diture of $85,000 here this year. It 

is in charge of a committee composed 

of George H. Davis, vice-president 

and sales manager of Rogers, Lunt 

& Bowlen Co.; W. A. Kinsman, pres- 

ident and general manager of the 

Towle Manufacturing Co.; Craig D. 

Munson, manager of the stefling” 
division of the International Silver 

Company, and Harry B. O’Brien, vice- 

president of The Gorham Company. — 

The results will be judged by 

“measuring rods.” One is a direct 

comparison of sales in Boston, De- 

troit and Washington for 1927, 1928, 

1929 and 1930; another a weighted 

comparison of bank clearings, de- 

partment store trade, and the total 

business of five leading jewelry 

stores. 

Using Rotogravure 

The advertising provides for full 

pages in the rotogravure sections of 

the Washington Post and Washing- 

ton Star. Full pages also will be used 

in The Washingtonian, a monthly. 

The plan also embraces lectures, 

publicity and radio with a view to 

determining the most effective type 

of promotion effort. A woman lec- 

turer, on full time, will come to 

Washington to lecture and make ra- 

dio addresses; and there will be an 

intensive campaign of local advertis- 

ing and direct-mail work. 

One of the features of the plan 

will be the guild purchasing plan for 

instalments, to be handled on Com- 

mercial Credit Corporation contracts, 

the purchaser paying the carrying 

charge. Each participating store will 

be required to extend instalment 

privileges to all customers request- 

ing them. 

Another feature will be a prize con- ~ 
test, with various sterling prizes for 

the best letters on the subject. “What 

I think of this vogue for Sterling.” 

Will Hold Style Shows 

Each participating store will be 

required to give to manufacturers a 

list of all customers purchasing 

sterling during the past three years, 

each manufacturer to get only the 

names of purchasers of his products. 

The manufacturers will send to each 

name, at stated intervals, a series of 

letters, the first enclosing a catalog 

and suggesting purchases to complete 

the sets originally bought, the sec- 

ond suggesting hollowware, and. the 

third, Christmas goods. The store 

will pay ten cents for each name sup- 

plied manufacturers as its contribu- 

tion to the cost of the campaign. 

It is expected that two style shows 
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will be staged by the Guild—one tn 

the spring and one in early fall. In 

addition, each store is required to 

make a special sterling window dis- 

play one week in each month, three 

interior displays during the year, 

and continuously display the partici- 

pating sign which will be adopted. 

The “unit plan” will be sponsored 

to push the purchase of silver in ser- 

vices, and every effort will be made 

to show how cheaply such services 
can be had. It is planned to have 

minimum instalment sales of $100, of 

which $25 will be paid down and the 

remainder carried under monthly in- 

stalments of approximately $7.50. 

Local stores may advertise indi- 

vidually, coupling up with the guild, 

whose name will appear on all adver- 

tising used during the campaign, but 

this is not compulsory and merchants 

may advertise any way they see fit. 

Salesmen, however, will be required 

to make out a “source of interest” 

slip for each sale; stores will have 

to furnish figures of past sales as a 

basis for comparison; and salesper- 

sons will have to take a course in 

salesmanship which will include two 

evening lectures. 

Plan Weekly Reports 

Alexander Vincent, secretary of 

the Guild, will have complete and ac- 

tive supervision of the work in the 

capacity of regional director. Ac- 

cording to Mr. Vincent, the Guild is 

properly undertaking this experi- 

mental work to determine for the 

benefit of the individual sterling sil- 

ver manufacturers the relative and 

collective value of their advertising, 

sales helps, and similar material, a 

trial which would be too costly and 

disturbing for a single company to 

attempt. With the active assistance 

of the local jewelers, the effectiveness 

of each separate promotiona: activity 

will be thoroughly checked. 

Washington was selected as a city 

having a population as nearly repre- 

sentative of all kinds and classes of 

people as any in the United States. 

Moreover, it has an active local jew- 

elers’ association through which the 

plan can function; it is a community 

of much home entertainment, has 

a large number of schools and clubs, 

and is already a large consumer of 

sterling silver. 

Nebraska Driver 
Law Is Upheld 
by Supreme Court 
Lincoln, Neb., March 14.—A Ne- 

braska statute denying to a person 

under 16 years old the right to a li- 

cense to drive an automobile has 

been held valid by the State Supreme 
Court. The ruling was made follow- 

ing an effort to compel the issuance 

of a driver's license. 

Section 5, chapter 148, of the laws 

of 1929, reads as follows: 

“If the application to operate a mo- 

tor vehicle required by this act dis- 

closes that the applicant for such 

license suffers from a physical defect 

or defects of a character which may 

affect the safety of operation of a 

motor vehicle, the examiner may re- 

quire applicant to show cause why 

the license should be granted, and 

may require the applicant through 

such personal examination and dem- 

onstration as may be prescribed by 

the department of public works to 

show the necessary ability to safely 

operate a motor vehicle on the public 

highway. 

“If the examiner be satisfied, after 

such demonstration, that such appli- 

cant has the ability to safely operate 

a motor vehicle, license may be is- 

sued to the applicant, subject, how- 

ever, to a limitation to operate only 

such motor vehicles as the license 

shall designate at the discretion of 

the department of Public Works. 

“No license shall, under any cir- 

cumstances, be issued to any person 

who has not attained the age of full 

16 years.” 

The law took effect January 1. 

Secretary of Commerce 
to Talk to Editors 

Julius Barnes, chairman of the 
National Business Survey Confer- 
ence, will address the National Con- 
ference of Business Paper Editors at 
its meeting in Washington March 31. 
A conference with Secretary of Labor 
Davis on the status of employment 
and a dinner with Secretary of Com- 
merce Lamont are on the program. 

I 

Subscribe Now! 

dvertising Age 
THE NATIONAL NEWSPAPER OF ADVERTISING 

will keep you 

significant developments in all 

branches of advertising. | 

$1 a Year---52 Issues 

Use the 

posted on the 

Coupon! 

Advertising Age, 
537 S. Dearborn St., 
Chicago 

You may enter my subscription for one year. I 
enclose $1 (check, currency, or money order.) 

EES ads 6h oe 4b nel ale Gh ane bao 

ADVERTISING AGE 

Qualitative 

Qualitative appraisal of advertis- 

ing mediums is a research job which 

the American Association of Adver- 

tising Agencies is now engaged in 

on a large scale. F. R. Gamble, ex- 

ecutive secretary of the organization, 

outlined the work of the research 

bureau and the policies back of it in 
an address before the Chicago Ad- 

vertising Council March 13. 

“Qualitative appraisal of maga- 

zines and newspapers,” he asserted, 

“is a function which belongs to the 

buyer and not to the seller of space. 

It should be an impartial and scien- 

tific job, undertaken by a body which 

has no business interest in the re- 

sults, which has nothing to sell, no 

pet theories to support. 

“The A. A. A. A. is an admirable 

body for this work; it is already 

well-equipped to do it; has the meth- 

ods and the personnel; it is com- 

pletely disinterested, and wants to 
know the facts, whatever they may 

be and whomever they favor.” 

The big job now being done py the 

Four A’s is in the field of newspa- 

per analysis, following a magazine 

survey several years ago. The first 

survey, in New York, was made in 

1927 and 1928. That has been fol- 

lowed by similar surveys in Detroit, 

Washington and Boston. Negotia- 

tions are now pending with papers 

in other cities, including Chicago. 

Newspapers Bear Cost 

The newspapers in each instance 

bear the cost of the work, which is 

divided in proportion to the amount 

of national advertising each paper 

carries. Only two eligible newspa- 

pers have thus far refused to partici- 

pate, Mr. Gamble said. 

Farm papers and business papers 

have suggested that similar surveys 

be made in their fields. 

The survey method used in the 

newspaper investigations was devised 

by Dr. Daniel Starch, formerly of 

Harvard University, who is the head 

of the research department, and was 

described by Mr. Gamble as follows: 

“The city and suburban area to be 

surveyed is divided into subdivisions 

with known population figures. The 

total number of interviews to be 

made—a minimum number sufficient 

to give statistical accuracy, but 

not a fixed percentage—is distributed 

among these subdivisions in accord- 

ance with population. 

“The interviewers with question- 

naires go into the subdivisions and 
make properly scattered calls. Type 

of district, scattering of interviews, 

supervision of interviewers are 

checked by highly trained field in- 

spectors on our regular staff. 

Ascertain Buying Power 

“The questions asked, besides those 

about newspapers, include queries 

about the occupations of the earners 

Survey 
is Duty of Buyer, 
Not Seller: Gamble 

in the family, and data on the rental 

value of the home. From employes 

we obtain amounts of salaries and 

wages paid for various occupations. 

Dr. Starch has been compiling basic 

data on incomes for a number of 

years. These figures together give 

accurate income results. 

“The first 500 interviewers are tab- 

ulated and charted, then the next 

500. Variations are noted. Succes- 

sive groups of 500 are charted un- 

til our chart-lines, which may start 

with zigzagging and irregularity, 

straighten out and extend nearly 

horizontally across the chart page. 

Then we are sure that the result 

arrived at is statistically accurate 

and that additional interviews would 

merely extend the lines still further 

with no appreciable gain in accuracy. 

“In one recent study the variation 

of the figures of the first 500 inter- 

views from the final result averaged 

11 per cent. When 3,500 interviews 

had been made the variation was 

less than 3 per cent. At 4,500 inter- 

views the results had stabilized. 

Results Are Accurate 

“We make another cross-check of 

our newspaper studies. Our angle of 

a few thousand interviews must be 

very accurately taken if we are to 

project it to the height of a distant 

building representing the entire 

population of the area. If we add to 

the families in a city who read one 

or more of the néwspapers the fam- 

ilies reading no newspapers, or only 

foreign papers, the total should equal 

the total number of families in the 

area. In Detroit this checked 99.51 
per cent. An amazingly accurate re- 

sult!” 
Mr. Gamble gave figures from the 

New York newspaper survey to show 

the kind of information developed 

regarding each publication, indicat- 

ing the percentage of its readers in 

each family income group, and the 

percentage of coverage in each group 

supplied by its circulation. For ex- 

ample, he said, the New York Times 

was found to have 1 per cent of its 

circulation among families with in- 

comes of less than $1,000 per year; 

12.4 per cent with families of from 

$1,000 to $2,000; 39.2 per cent in the 

$2,000-to-$5,000 group; 28.6 per cent 

in the $5,000-to-$10,000 group, and 

18.8 per cent in the group above 

$10,000. 

Covers High-Income Group 

Of the total number of families in 

each group, the Times was found to 

give coverage of 2.4 in the first 

group; 5.2 per cent in the next; 

13.5 per cent in the $2000-$5000 

group; 51.3 per cent in the $5,000- 

$10,000 group, and 60.2 per cent in 

the group with family incomes over 

$10,000. 

This is the kind of information re- 

March 15, 1939 
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Chain Groceries 

Selling Gillettes 

Just to prove that it wil 
handle anything that offers a 

profit and a quick turnover, 

the National Tea Company jg 
featuring the new Gillette ra. 
zor in many of its stores. 

The National’s price on the 

dollar razor is 89 cents. 

— 

garding buying power and Coverage 

which the association hopes to de 
velop regarding the newspapers in 

the leading cities, along with figures 

on overlapping of circulations, data 

regarding men and women readers 

and English-speaking and foreign 
readers. 

Mr. Gamble urged publishers to 
devote their efforts to selling adver. 

tising which can influence their true 

markets, rather than wasting effort 
selling advertising which “doesn’t 
belong.” 

“One great benefit to flow from 
a better knowledge of advertising 
values,” he said, “is a material re 

duction in selling effort and selling 
expense of publications. So much of 

it is futile, a sheer waste of time and 

money. The less a buyer knows, the 
more effort must be made by the 
seller, at the expense of both. Just as 

long as the facts are unknown, par. 
tisanship and plausibility will pre 

vail, and impose upon advertising the 

heavy burden of sifting out the facts 
by experience. 

“Building Failures” 

“Getting an advertiser into the 

wrong publication is of no lasting 

advantage to a publisher. He merely 
builds a failure. It is the part of 
good selling to find your true market 

and then push that market hard. To 
help find true markets, we are build. 

ing up in advertising a body of facts 

and appraisals for all practitioners to 

know and use.” 

Mr. Gamble paid a tribute to the 

A. B. C. in the quantitative side of 

advertising, and said that its work 

is in sharp contrast with the condi- 

tion in many countries, where circv- 

lation figures are not given out by 

the publishers. A step forward, he 

said, is being made in the form of cir- 

culation audits for the country 

weekly newspapers. 

Following the meeting of the Ad- 
vertising Council, Mr. Gamble had 

a conference with the space-buyers 

of the Western agencies which are 

members of his organization. The 

Four A’s has 185 members, with 250 

offices, and they place, according to 

Mr. Gamble’s estimate, 80 per cent 

of the national advertising. 

One-Man Cars O.K.’d 
The Railroad Commission of Wis- 

consin has authorized the Milwaukee 
Electric Railway & Light Company 
to operate one-man street cars. 

“No public service commission in 
any state,” the Federal court was 
quoted, “now refuses the use of one 
man safety cars.” 
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Climbing Cycles of Industrial Production 
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PRODUCTION FORECAST BY MONEY RATES 
The chart shows how future business conditions are accurately forecast by Alvan T. Simonds, presi- 

dent of the Simonds Saw and Steel Co., Fitchburg, Mass. 

.Each major movement of industrial production is preceded and forecast by a corresponding move 

ment of money rates. According to this system, present money rates predict a major upswing of produc- 

tion to begin at about the middle of 1930. 
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REFRIGERATOR 
APPROPRIATION 

IS 6 MILLION 

Go-ordination Key to General 
Electric Drive 

Cleveland, March 14.—The General 
Electric Company will spend $6,000,- 
000 for electric refrigeration advertis- 
ing and sales promotion this year. 
One-third of the appropriation will 

go into newspapers, $1,500,000 into 
direct mail and about the same sum 

into general magazines. 

Thirty-five of the latter are being 

used, full pages being the rule. News- 

paper space usually runs 15 inches 
on three columns. 

A small fortune will be spent on 

radio advertising and the campaign 

will be supported by outdoor adver- 
tising. 

While the advertising will shoot at 

the big home market, the other nu- 

merous uses of electric refrigeration, 

in factories and business houses, have 

not been overlooked. 

Localizing Magazines 

Walter J. Daily, sales promotion 

manager of the electric refrigeration 

division, regards magazine adver- 

tising as the backbone of the cam- 

paign. Mr. Daily has probably gone 

much farther than the average na- 

tional advertiser in analyzing the cir- 

culation, by states and other units 

of the magazines used in the adver- 

tising, and co-ordinating the newspa- 

per copy with it, with special empha- 

sis on timeliness. 

Included in the magazine list are 

The Saturday Evening Post, Liberty, 

American Magazine, Time, Scribner's, 

Harper's, World’s Work, The Golden 

Book, National Geographic, Review 

of Reviews, Cosmopolitan, Atlantic 

Monthly, Ladies’ Home Journal, Pic- 

torial Review, Woman's Home Com- 

panion, Good Housekeeping, House 

Beautiful, The American Home, Arts 

and Decorations, Better Homes and 

Gardens, Country Life, Vanity Fair, 

House and Garden. 

The advertising is based primarily 

on the company’s estimate of the 

market. Mr. Daily’s plan book car- 

ries a map of the United States. 

Black figures in every state show the 

potential, as estimated by the com- 

pany, and red figures indicate the per- 

centage of advertising scheduled for 

that state. The two figures have a 

definite relation. 

“Plan A” provides for a dovetail- 

ing of magazine and newspaper ad- 

vertising. The newspaper space is 

paid for jointly by the distributor 

and the company. 

“Plan B” provides a series of 

newspaper advertisements for the use 

of distributors and dealers. Again, 

the cost is divided among distributor, 

dealer and the company. If the local 

dealer wishes to be relieved of advera 

tising routine, the company will write 

the copy and place the business. 

A special matrix and stereotype ser- 

vice is provided for dealers wishing 

to handle their own advertising. 

Specializes Direct Mail 

The company has also gone farther 

in specializing its direct mail than 

most others. Every direct mail piece 

is localized with the dealer’s name. 

Stress is laid on bracketing special 

Classes of prospects and sending 

them the literature which covers 

their problems, following this with 

Personal calls. Dealers and distrib- 

utors bear part of the cost of this 

effort. 

The accuracy with which the com- 

Dany is using its advertising ’75’s to 

shoot at a known target is demon- 
strated for the benefit of salesmen in 

the “S. P. Sales-Promotion Plan 
Book,” a 90-page volume. This book 
is also something of a sales manual, 

designed for the guidance of the com- 
Pany’s thousands of salesmen, includ- 
ing the 150 members of the organ- 
ization’s select club, “The Toppers.” 
Another medium which salesmen 

like to use is “An All-Steel Story,” 

“HOLD YOUR HORSES! THE TOPPERS ARE COMING” 

“The Toppers” are the select group of salesmen of the electric refrigeration division of the General Electric 

Company. They gave Cleveland residents a treat at tieir recent sales convention, when they staged a 
parade. The forthcoming event was advertised in tie: Cleveland dailies. 

matic account of the replacement of 

wood by steel in all G.-E. refrigera- 

tor cabinets. 

Mr. Daily has a staff of 52 persons 

in his advertising department. 

“Good salesmen deserve the sup- 

port of intelligent advertising,” he 

said. “Average salesmen must have 

ky 
Other Supporting Material 

Other advertising to be done tn- 

cludes the use of folders for farmers, 

memorandum pads, shipping labels, 

bridge score pads, playing cards, 

matches, toy refrigerators, cigars, 

tape-measures, pencils, lantern slides 

for neighborhood theaters and spe- 

cial coats for salesmen and attend- 

ants to wear at expositions. 

A special lot of material has been 

developed for the water cooler mar- 

ket. 

The booklets cover apartment sales, 

the safeguarding of food and health, 

how to get sales by telephone, how 

to make an appealing dessert in a 

few minutes, and how to tie in with 

the city telephone directory. There 

is even a special booklet to win the 

friendship and interest of children. 

Another campaign includes four 

cards, to be mailed to men at their 

offices as a pre-Christmas reminder. 

Press Association 
Beats Container Bill 

Frankfort, Ky., March 14.—Largely 
as the result of the work of the Ken- 
tucky Press Association, the Legisla- 
ture adjourned without action on a 
bill which would have been a blow 
to food manufacturers. 
The measure, aimed at chain stores, 

provided that the exact weight of 
every package of food must be indi- 
cated on the label. 

B. B. D. O. in Minneapolis 
Minneapolis, March 14.—Affiliation 

of Harrison-Guthrie, Inc., local ad- 
vertising agency, with Batten, Bar- 
ton, Durstine & Osborn, New York, 
has been accomplished and Harrison- 
Guthrie will serve as the North- 
western office of the New York 
agency. 

Murray K. Guthrie has become a 
vice-president of B. B. D. O. 

“P.-I.”” Has Peach 
The Seattle Post-Intelligencer has 

begun publication of a peach edition. 
A parade of thirty decorated automo- 
biles led by police and state high- 
way patrolmen, with an airplane es- 
cort, was one of the features of the 
promotional publicity. One of the 
most beautiful girls in the city, se- 
lected as Miss Peach, was presented 
with a wrist watch. 

Cowan Promoted 
Con G. Cowan, who has been statis- 

tician of the California Walnut Grow- 
ers Association, Los Angeles, has 
been appointed advertising manager. 

Heads Montreal Office 
J. M. Hewitt has been appointed 

manager of the Montreal office of J. 
: Gibbons, Ltd. He succeeds Frank 

. Tees. 

Joins Consolidated 
C. P. Sutcliffe has joined the Mon- 

& motion picture which give a dra- 
treal office of the Consolidated Adver- 
tising Service. 

Public Hall. 
Here they are passing the 

Promoted by Ahrens 
Kenneth S. Kaull, advertising rep- 

resentative of the Ahrens Publishing 
Company, New York, has been ap- 
pointed advertising manager of 
Restaurant Management, one of the 
Ahrens group. 

Young Leaves Boston 
William C. Young, Northeastern 

manager of the Woman’s Home Com- 
panion, has been transferred from 
Boston to New York, where he will 
have new work. He has been suc- 
ceeded at Boston by F. P. Ives. 

Court Reverses 
Federal Trade’s 
Ruling on Labels 

New York, March 14.—That por- 
tion of an order of the Federal 
Trade Commission requiring a varn- 

ish manufacturer to indicate on 
labels and in his advertising the in- 

gredients in his product has been 

held unwarranted by the Circuit 
Court of Appeals. 

The defendant was L. F. Casoff, 
who advertised his product as 
“shellac,” though the varnish was 

not composed entirely of shellac 
gum. 

The court held that it would be 
sufficient to prevent a fraud upon 

the public if he advertises the prod- 
uct as “shellac substitute,” accom- 

panied by the statement that it is 
not 100 per cent shellac. 

“American” Stages 
Home Beautiful Contest 

The Chicago Evening American has 
announced a Home Beautifying con- 
test, with cash prizes of $1,500. Sep- 
arate awards will be given for living 
rooms, bedrooms, and other parts of 
a five-room house. 
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HEN Old Anthony Comstock died 

W. lot of good people gave a lengthy 

sigh and exclaimed: “Well, that’s the end 

of that!”” Making it one of the silliest sighs 

in history. For it wasn’t the end of that at all: 

It was just the beginning. Old Anthony’s 

ginger-whiskered ghost goes tramping 

through Boston Common this very minute 

mumbling: “‘Libidinous—Lascivious—Lewd.” 

We blush as we write it, but the truth is 

Old Anthony made us all rather interested 

in this sex business. You’re told not to think 

about it and that makes you want to think 

about it and that makes it good and mys- 

terious and then a policeman walks up and 

says: 

“Ah-ha, thinking of Voltaire’s ‘Candide,’ 

eh? It will be better if you come without 

a struggle.” 

And you say indignantly: ‘‘I was not! I was 

thinking if three tons would carry us through 

the winter.” . 

SCRIBNER’S 

A gnost murmurs 
(% 

44 iBIDINOUS — 
LASCIVIOUS — 

LEWD,, 
And then your uncle or cousin or some- 

body has to come down and arrange for bail. 

Which is all preparatory to saying that if 

you don’t read “Comstock Stalks” in April 

Scribner’s, you needn’t ask us again to 

recommend a good article to you. You'll 

find out a lot of things about this censorship 

you didn’t know, and you’ll be a bit cautious 

about saying damn over the phone in Texas. 

Also you'll read about the hilarious Claflin 

sisters and the marvelous George Francis 

Train who got tangled up in the Claflin- 

Comstock row and announced from jail that 

on his discharge he would establish a Com- 

mune and as his first act hang all members 

of Congress. 

(Proving that Mr. Train would have made 

an ideal White House secretary and that 

Will Rogers didn’t think that one up 

after all.) 
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Beauty Makes 
Sears, Roebuck & Co., who are 

among the most skillful merchandis- 

ers in the nation, have been mak- 

ing a-definite effort in the direction 

of better-looking products, epecially 

ong the cheaper grades. Dr. A. 
. Snow, merchandise analysis di- 

rector of the company, said recently 

that because a thing is cheap, there 

is no reason why it should be ugly. 

To stress his point, he emphasized 

the fact that Woolworth has suc- 

ceeded in turning out a line of low- 

priced glassware which has looks as 

well as utility to commend it. 

Dr. Julius Klein, Assistant Secre- 

tary of Commerce, stressed the same 

idea last week in one of his inter- 
esting radio talks, pointing out that 

artistic design is becoming a vital 

factor in merchandising. 

Broadening the Dentifrice Market 
A striking commentary upon the 

tendency of manufacturers to con- 

centrate upon a limited competitive 

market instead of striking out for 

the broader fields which remain to 
be developed is supplied in the state- 

ment of the Pepsodent Company that 

probably only 20 per cent of the 

population use any sort of denti- 

frice. 
The tremendous amount of denti- 

frice advertising, much of it of a 

competitive nature, intended to bring 

about substitution of one brand for 

another, seems to have had compar- 

atively little effect upon the 80 per 

cent market which is not using 

tooth-pastes. 

It has been common-place for 

some years for dentists to refer to 

the limited number of people who 

practice oral hygiene through reg- 

ular use of the tooth-brush, tooth- 

pastes or service by dental experts. 

Tests made during the war showed 

William Howard Taft 
One of the monuments to the mem- 

ory of William Howard Taft, former 

president, chief justice and secretary 

of war, who died in Washington, 

March 8, was not referred to in 

many of the accounts of his death 

which appeared in the daily press. 
It is the Bureau of Foreign and 

Domestic Commerce, the arm of the 

United States Government through 

which the foreign trade of the coun- 

try has been promoted. It was es- 

tablished during his administration 

as president, and he signed the bill 

creating it as a part of the Depart- 

ment of Commerce in 1912. 

Foreign trade is one of the most 
necessary parts of American com- 

merce. It is the safety-valve for 
products in excess of domestic con- 

Good Business 

So much has been said about the 

use of color in selling goods that 

for too many color means art, and 

a change of design is merely the ad- 

dition of a line of colors. Color has 

its place in the design, and the use 

of color as a means of making goods 

more attractive is obviously impor- 

tant, but it should be remembered 

that this is only one item in design. 

Improved design considers the en- 

tire product, including the container. 

The objective is a successful com- 

bination of utility and good looks. 

Sears, Roebuck & Co. are render- 

ing a service to all business in em- 

phasizing the fact that beauty should 

not be the possession of high-priced 

merchandise alone, but that good de- 

sign can give the quality of attrac- 

tive appearance to any product, no 

matter how modest its cost. 

that only a small percentage of the 

soldiers had teeth which were in 

good condition and showed the re- 

sults of regular care. 

The present dentifrice market is 

undoubtedly large. But if the facts 

are as indicated, some of the adver- 

tising effort which is now being de- 

voted entirely to present users of 

the product, in order to maintain de- 

mand or bring about substitution of 

one brand for another, might well 

be employed in reaching and influ- 

encing the 80 per cent group of non- 

users. 

Here is an opportunity for real 

merchandising ability to manifest it- 

self, through appeals, methods and 

mediums which will reach not the 

submerged tenth, but the large body 

of people with ample incomes for the 

purchase of tooth-paste and tooth- 

brushes, who are at present not con- 

vinced that they need these aids to 

health and hygiene. 

sumption, the balance-wheel for im- 

ports and the outlet for much of the 

energy and ambition of American 

manufacturing. The work of the Bu- 

reau of Foreign and Domestic Com- 

merce in assisting American com- 

panies to extend their business 

abroad has been of tremendous 

value, and the splendid increases in 

the volume of exports have demon- 

strated it. 

Justice Taft was keenly interested 

in this phase of American develop- 

ment, and while his signature upon 

the bill which established the bureau 

may have been largely a formality, 

the work of this division of the De- 

partment of Commerce may well 

represent as permanent a monument 

to his memory as any that will be 

ADVERTISING AGE 

Information for 
Advertisers 

The following documents may be 

secured without charge by any na- 

tional advertising manager or agency 

from the companies sponsoring them, 

or through ADVERTISING AGE. 

21. The Hospital Field. 

An interesting analysis of the big 

hospital field and how to reach it. 

This eight-page folder indicates that 

none of the existing publications has 

complete coverage of the buying 

power of the field and that it is nec- 

essary to use two or more papers to 
do a good job. Published by Hos- 

pital Management, Chicago. 

44. Kabel 

A 16-page booklet showing the full 

Kabel family cut so far, including 

Kabel, Kabel Bold, Zeppelin, which 

is an inlined Kabel, and a prelimi- 

nary showing of Kabel Light Italic. 

Kabel Bold Italic is also announced 
for future issue. This is a complete 

display of these serifless type faces, 

which are considered among the best 

of the modern letters. Published by 

the Continental Typefounders Asso- 
ciation, New York. ; 

45. Art and Utility 
This is a beautifully prepared book 

issued by the Irving-Pitt Manufac- 
turing Company, Kansas City, show- 

ing Irpico process covers for catalogs, 

sales manuals, etc. The binding is a 

sample of this cover, which resembles 

tooled leather. An interesting fea- 

ture is a series of illustrations of 

standardized designs with blank pan- 

els, which can be used for layouts. 

The borders and panels are inter- 

changeable, which permits many com- 

binations without the expense of 
special dies. 

46. Loupe (a magnifying glass) 

The name given to a series of con- 

fidential reports prepared for adver- 

tisers and advertising agents, each 

covering a separate market for 

jewelry. These include an analysis 

of circulation in addition to the mar- 

ket analysis and are unusual for 

their brevity, simplicity and frank- 

ness. Issued by The Jewelers’ Cir- 

cular; New York. 

47. The New Era in Food Distribu- 

tion 

A report of a discussion on food 

advertising and food distribution 

problems at a luncheon tendered to 

food distributors and advertising 

executives by The Food Trades Pub- 

lishing Co., Chicago, by which com- 

pany the booklet is issued. 

48. The Art of Photo-Engraving 

A reprinting in the form of a 64- 

page booklet of the section, “The Art 

and Process of Photo-Engraving,” 

which formed a part of “Achievement 

in Photo-Engraving and Letter Press 

Printing” published by subscription in 

1927 at $10 a copy. A complete and 

profusely illustrated description of 

how photo-engravings of all kinds are 

made. Gives information that every 

buyer of engravings will find invalu- 

able, and includes a glossary of 

words and terms used in the photo- 

engraving business. Published by the 

American Photo-Engravers Associa- 

tion but procurable only from mem- 

bers. 

49. American Resorts. 

A pocket size booklet of 18 pages 

giving a comprehensive market an- 

alysis of the resort industry in 

America, in the preparation of which 

11,000 such establishments were in- 

vestigated. Published by American 

Resorts, Chicage. 

50. Facts About the Golf Market. 

A folder which presents the major 

sport business from the standpoint of 

golf club investment, expenditures, 

buying practices, selling channels, 

growth and future. Published by 

Golfdom, Chicago. 

53. The Market Ahead 
A folder which estimates the mar- 

ket for electric household appliances 

by comparing the number now in 

use with 19,721,486—the number of 

wired homes in the United States. 

Published by Electrical Merchandis- 

March 15, 1939 
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THE EARLY DAYS OF ADVERTISING—MAILING 
THE HOUSE ORGAN 

A cust of wind blinded us, the wheelbarrow hit a post 
and the house organs tumbled into the gutter. I still 

remember the sensation. So this was advertising! 

From “Confessions of a Copywriter.’ 

Does United States 
Need an I. S. M. A.? 

To the Editor: Behind the indi- 

vidual efforts now being made by 

British sales executives to re-estab- 

lish the prestige of British products 

in world markets, there is working an 

association of great influence in na- 

tional sales education. It is the In- 

corporated Sales Managers Associa- 

tion, which has no parallel in the 

United States. 

This association has grown in a 

few short years from a small organi- 

zation of sales executives, meeting in 

London, to a nation-wide incorpo- 

rated society embracing in its mem- 

bership most of the large manufac- 

turing and selling companies of Brit- 

ain. It co-operates with the British 

Government itself to raise the stand- 

ard of British sales methods. 

American sales executives who 

have contacted this remarkable or- 

ganization are beginning to wonder 

why the United States should not 

have an ISMA (the familiar diminu- 

tive of the British association). 

These executives point out that 

the United States has little to learn 

in the organization of the advertis- 

ing profession and there seems no 

good reason why the sales branch 

should not reach a similar state of 

organization. 

What is the answer? A contention 

that geographically America is too 

big does not hold water. If advertis- 

ing men can overcome this handicap, 

so can sales managers. In the ranks 

of American selling there are men 

who have done bigger jobs than or- 

ganizing an American ISMA. 

Some prominent sales executives 

believe that the United States has no 

need of such an organization. But 

the need will remain until the United 

States has licked every selling prob- 

lem, at home and abroad. 

The ISMA has eight branches. 

They are in London, Manchester, 

Bristol, Birmingham, Newcastle, 

Glasgow, Leeds and Liverpool. One 

is being established at Sheffield and 

others are contemplated. 

The association maintains a com- 

erected of stone. ing, New York. 

prehensive reference library and pub- 

lishes its own organ, “ISMA Month- 

February 22, 

Voice of the Advertiser 
ly.” Membership is restricted to 

sales executives. " 

Among its patrons are some of the 

most eminent men in Great Britain, 

headed by His Grace the Duke of 

Sutherland, and including Lord Lev- 

erhulme, head of Lever Brothers, 

Ltd., and Lord Melchett, head of the 

Mond interests. 

Two years ago an official commit- 

tee was appointéd to investigate and 

report on education in salesmanship 

in Great Britain. After months of 

research this committee made def- 

inite recommendations regarding 

methods of teaching salesmanship in 
universities and schools. 

Stanley Talbot is general secretary 

of the ISMA. Only last fall repre 

sentatives of the organization toured 

Canada to study business possibili- 

ties and study sales methods there. 

A. JARvIs, 

Toronto, Ont. 
= . om 

Dead or Only Sleeping? 
To the Editor: In your issue of 

I noticed an editorial 

saying that advertisers are just be 

ginning to wake up to the value of 

the farmer's trade. 

Where have all of the smart city 

advertising experts been for the last 

ten years? Why don’t they get in an 

automobile, get out in the country 

and see what the farmers are doing, 

and get a slant on American agricul- 

ture? 

They are asleep, they are dead 
when they overlook this tremendous 

thing. Today there is no city and no 

country. I defy you to pick out the 

country people in any crowd. You 

can’t do it. They wear the same kind 

of clothes, look the same, act the same 

and talk the same language as any 

other intelligent Americans. 

Mino C. REYNOLDS, 

Editor, Burlington Suburban List, 
Burlington, Vt. 

* * “ 

Filling a Need 
To the Editor: I have been look 

ing over ADVERTISING AGE and want to 

congratulate you on its attractive a> 

pearance. It seems to me that it is 
filling a long-felt need. 

W. J. CANDLER, 

Director of Merchandising, 

Thomsen-Ellis Co., Baltimore. 
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IFE’ ENLISTS 
ADVERTISING IN 
WAR FOR REPEAL 

Remarkable Campaign Opened 
in N.Y, 

New York, March 14—In a full- 

page advertisement published in the 

New York Times Wednesday morn- 
ing Life inaugurated what is ex- 
pected to develop into a nation-wide 
advertising campaign designed to or- 
ganize public opinion for the repeal 

of the eighteenth amendment. 
If the advertisement in the Times 

achieves its purpose, the national 
campaign will be one of the most 
unusual that has ever been con- 

jucted. It will be a co-operative af- 

fair financed by those who favor 

the repeal of prohibition. In _ its 

advertisement Life announced the 

organization of the Life war chest, 
and appended a coupon which read- 

ers were requested to fill out and re- 

turn with any donation they desired 

to make to finance the campaign. 

In this way Life expects to re- 

ceive a sufficient sum to make pos- 

sible a nation-wide appeal to the 

American public in newspapers and 

general magazines, and in so doing 
focus the attention of the law-maker 

upon the sentiment of the country. 
“This advertisement,” an official 

of Life pointed out, “is a concise 

statement of our platform on a 

question which is agitating the en- 

tire country, and sounds a clarion 

that is sorely needed to crystallize 

public opinion and start a house- 
cleaning. 

“Editorially, Life was opposed to 

the eighteenth amendment before its 

enactment. When it was finally writ- 

ten into the constitution, we awaited 

the results. When it became ap- 

parent that prohibition only meant 

exchanging the saloon for the boot- 

legger and the speakeasy, Life once 
more took up the fight. 

“To temporize with prohibition 

longer is only to prolong and multi- 

ply its evils, and its defeat is a job 

that we believe advertising can do in 

a hurry.” 

Baltimore Announces 
Award 

The Baltimore Club of Printing 
House Craftsmen will make an an- 
nual award, probably in the form of 
a trophy, to the person who makes 
the greatest contribution to the ad- 
vancement of any of the graphic. 
arts during the present year. Every 
member of the industry will be eli- 
gible. 
The Baltimore club will invite the 

presidents of the United Typothetae 
of America, International Associa- 
tion of Printing House Craftsmen, 
and the national organizations of 
book-binders, photo-engravers and 
other bodies to act as a jury. 

$1,000 for Bread Name 
Seattle, March 14.—The Izzard 

Company will pay $1,000 to the man 
who names its new bread. Samples 
of the bread were drawn by lot ata 
Meeting of the Seattle Advertising 
Club, the winners also getting entry 
blanks entitling them to submit 
names. 

Style Experts Divide 
Lewis & Hall, engaged in fashion 

Promotion and publicity in New 
York, have divided. Mrs. Carolyn T. 
R. Lewis has taken over the studio 
at 230 East 50th street and Mrs. Hall 

has established the Chandler Hall 
Services at 35 Fifth avenue. 

Select Pickering 
James W. Pickering has been ap- 

Pointed advertising manager of the 
Quackenbush Company, Paterson, 
N. J. He has been with Arnold, 
Constable & Co., New York. 

E. S. Riedel Goes Up 
Edgar S. Riedel has been appoint- 

ed assistant manager in charge of 
the Majestic tube division of the 
Grigsby-Grunow Company, Chicago. 

Liberty, as depicted in the “Life” advertisement 

Automotive Industry 
Is Divided on Radio 

Philadelphia, March 14.—While 
there are important exceptions, the 

majority of manufacturers of auto- 

mobiles do not believe there is a pub- 

lic demand for radios as original 

equipment on their cars, according to 

a survey by Automobile Trade Jour- 

nal and Motor Age, which said: 

“This survey revealed that a num- 

ber of manufacturers will introduce 

cars either with radio as optional 

equipment or with the installation 
already made. 

“The number of manufacturers who 

have taken no steps for the installa- 

tion of radio, however, is probably 

larger. Several automobile executives 

stated positively that they could see 

no indication of public demand of suf- 

ficient strength to warrant any meas- 

ures for the provision of radios in 

their cars at this moment.” 

However, the publication reported 

that in addition to the receiving sets 

for automobiles placed in production 

by the Delco-Remy Corporation and 

by the Automobile Radio Corpora- 

tion, the American Bosch Magneto 

Corporation introduced its new prod- 

uct in New York recently. Other 

companies are planning to enter the 

field. 

Alfred P. Sloan, Jr., president of 

the General Motors Corporation, was 

quoted as follows: 

“New Cadillac and LaSalle cars 

have been designed for radio installa- 

tion and thousands of installations al- 

ready have been ¢ontracted for by 

dealers. As quickly as possible the 

same facilities will be available for 

other makes of General Motors cars.” 

For several weeks the Transitone, 

the radio receiving set manufactured 

by the Automobile Radio Corporation 

of New York, has been incorporated 

as standard equipment on Dodge 

Brothers Senior Six models and on 

Dodge Brothers motor coaches. 

More recently Mr. Chrysler an- 

nounced that the closed models of the 

Chrysler ‘‘70” and “77” lines were 

being wired for the installation of 

radio receiving sets at the owner’s 

option. Mr. Chrysler’s statement said 

in part: 

“After exhaustive tests on the road 

and in the laboratory by engineers of 

the Chrysler Corporation, the Transi- 

tone radio was found to provide per- 

fect reception under all conditions 

imposed by motor car installation. 

Its inclusion as an engineered unit in 

Chrysler cars was immediately di- 

rected.” 

Get Surgical Account 
Becton, Dickinson & Co., Ruther- 

ford, N. J. manufacturers of B-D 
fever thermometers and surgical sup- 
plies, have appointed Redfield-Coupe, 
Inc., New York, to direct their ac- 
count. Magazines, trade papers and 
direct mail will be used. 

Alexander Club Elects 
The Alexandria, Minn., Advertis- 

ing Club held its annual meeting, 
electing O. G. Englund, president 
and J. L. Fitzgerald, vice-president. 
The directors are Kk. I. Chan, J. B. 
Cowing, H. J. Longaker, N. H. Ren- 
ner and A. W. Unumb. 

Heads Baltimore Bank 
Robert O. Bonnell has resigned as 

vice-president of Industrial Savings 
Trust Company, St. Louis, to become 

president of the Morris Plan Bank 
at Baltimore. He has been promi- 
nent in St. Louis advertising circles. 

Erk’s Duties Enlarged 
H. D. Erk, advertising manager 

of the Lape & Adler Company, Co- 
lumbus, has also been placed in 
charge of advertising for the Julian 
& Kokenge Company of Cincinnati. 

Magazine to Give 
$10,000 to Scientist 

Popular Science Monthly, New 
York, will give $10,000 to the Amer- 
ican whose work in science is con- 
sidered of greatest potential benefit 
to the world. The award will be an 
annual one, the first being sched- 
uled for the fall of 1930. 

Chairmen Appointed 
John Henry Coon, chairman of the 

Sales Managers’ Conference of the 
Advertising Club of Baltimore, has 
named the following committee 
chairmen: membership, Clifford 
Stowe; program, Bryce W. Gillespie, 
entertainment, Claude Barrett. 

Editor Is Vice-President 
George H. Priest, Jr., editor of the 

American Paint Journal Company, St. 
Louis, has been made vice-president. 
August F. Voss has been made secre- 
tary. G. L. Anderson is now adver- 
tising manager. 

Starts Muncie Agency 
_M. Ray Applegate has established 
an advertising agency in Muncie, Ind. 

KELLEY TELLS 
OF NEW FIELDS 
OF ADVERTISING 

Morning Sessions Only at 
Spokane Meeting 

Seattle, March 4—A vivid picture 

of undeveloped opportunities in ad- 

vertising was presented to the Seat- 

tle Advertising Club by Raymond P. 

Kelley, president of the Pacific Ad- 

vertising Clubs Association, speaking 

on “Advertising’s Next Big Job.” 

“Our government has a tremen- 

dous collection of valuable data and 

facts on many subjects, but try to 

get any of it and see how hard it is,” 

said Mr. Kelley. 

“The government should advertise 

so that every business man will know 

what facts he can get and how to get 

them. 

“Some progress has already been 

made in advertising against war. It 

has been said that if the great pow- 

ers could only learn the full truth 

about each other, wars would cease. 

“A Texas town, bothered by a long 

dry spell that was ruining crops, ran 

full page newspaper copy advertising 

for rain. They got it. 

How Others Do It 

“In Des Moines, a bad storm 

brought down many live wires, mak- 

ing the streets particularly danger- 

ous for children. The city imme- 

diately advertised the fact and lives 

were saved. 

“A certain grand jury advertised 

for facts. 

“IT am told that William Allen 

White, famous editor of Bmporia, 

Kan., was at one time faced with 

several lonely evenings when his 

wife was called away to attend a 

sick relative so he advertised in his 

paper that he was open to receive 

dinner invitations. He got thirty the 

first day. 

“A hardware man whose divorced 
wife obtained $250 alimony adver- 

tised a special sale each month so 

that he could pay it. 

“We should undertake to advertise 

advertising. The best way to go 

about it is through our associations. 

Advertising Achievement Week last. 

year was a good thing, and in re- 

peating it this year we should do a 

better job of it. Our clubs are schools 

from which business and civic work- 

ers graduate. The Los Angeles Ad- 

vertising Club for several years 

raised $1,000 a year for a school of 

merchandising and the movement 

thus started has become a big school 

costing $24,000 a year to operate. 

“Now about our Pacific Advertising 

Clubs Association convention in Spo- 

kane June 22. The theme will be 

‘The Problem of Bringing the Con- 

sumer Into the Picture.’ We are go- 

ing to pick three three-minute speak- 

ers who will speak respectively on 

saving for the consumer, protecting 

the consumer, and educating the con- 

sumer. All sessions will be held in 

the morning and all meetings will be 

at the Davenport hotel. We must 

show that advertising pays cash, edu- 

cational, cultural and spiritual divi- 
dénds.” 

Has Perfection Account 
The advertising account of the 

Perfection Manufacturing Company, 
of St. Louis, has been placed with 
the Chappelow Advertising Company. 
For twenty years the company has 
placed national advertising behind 
its Rock-A-Bye nursery swings and 
baby carriages. © 

Buy Pompeian Company 
Toronto, March 14 — Harold F. 

(Carload) Ritchie has purchased the 
Pompeian Company from the Col- 
gate-Palmolive-Peet Company. Asso- 
ciated with him in bringing Pom- 
peian to Canada were Shoemaker 
Brothers, Elmira, N. Y. 

Joins Daken Agency 
Tom J. Harter, who has been with 

the Los Angeles Examiner, has 
joined the Daken Advertising Agency, 
of Seattle. yr? 

The New Era in FOOD 

DISTRIBUTION 

Covering all the major 

factors in the wholesale dis- 

tribution of food. A modern 

business journal in tune with 

the progressive and chang- 

ing tempo of business. A 

perfect medium for the ad- 

vertising of everything sold 

through the large food dis- 

tribution channels—and for 

the advertising of machines 

and methods to expedite the 

food distribution process. 

FOOD TRADES PUBLISHING CO., Inc 

37 West Van Buren Street, Chicago 

55 West 42nd Street, New York City 

681 Market Street, San Francisco 

$$ Three Billion $$ 
and more will be spent by the 
American public in search of rest, 
recreation, and health during 1930. 

The operators of resorts and hotels 
will in turn spend a large portion of 
this sum for food, equipment, and 
supplies. : 

This rich and rapidly growing in- 
dustry is completely covered by 

American Resorts 

Write for your copy of a compre- 
hensive survey of this industry which 
we have just completed. 

Patterson Publishing Co. 
5 South Wabash Avenue 

CHICAGO 

Also publishers of The American 
Restaurant Magazine—the recognized 

authority in its field. 

el 

Over 5,000 industrial execu- 
tives who each annually direct the 
handling of an average of 506,- 
000 tons of merchandise and 
materials, and over 2,200 trans- 
portation executives read the 
TRAFFIC WORLD. 

VATTUC 

orld 
H. W. KELLOGG, Adv. Mgr. 

418 S. Market Street 
Chicago, Ill. 

New York Office 51 E. 42nd Street 
News Bureau Washington, D. C. 

Traffic In All Its Phases 
Material Handling, Packing, Ware- 
housing, Air, Motor, Rail and Water 
Transport. 

A REAL HELP 
for You 

Ir You BUY, sell, or have a part in the pro- 
duction of engraving or printing, you neeu 

“Commercial Engraving and Printing” 
By Charles W. Hackleman 

This is a remarkable book now in daily 
by thousands of printers, advertising men, pun- 
lishers, photographers, artists, engravers, salese 
men, teachers, students and othe. 

840 pages—1500 illustrations 
35 related subjects 

It will answer questions about photographs. 
drawings, processes of engraving, electrotyping, 

ods of printing, paper, type, color, ink, 
layout, size, form, design, retouching, grouping, 
copper plates, steel dies, bossing, st i 
cutting dies, photo-gelatin, photogravure, ro- 
tary photogravure, posters, folding, binding. 
and a thousand and one questions and problems 
about what can be done, what cannot be done, 
and how it can be done best, quickest and least 
expensively. 

Tt will help you to get ahead making 
’ your ce more valuable be Fs oe 

Write for FREE illustrated prospectus show- 
ing sample pages, full outline of contents, ap- 
proval offer and other information, which will 
be mailed without obligating you in any way. 

Advertising Age 
THE NATIONAL NEWSPAPER OF ADVERTISING 

537 S. Dearborn St. — Chicago 
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Will Compile Data 
on House Organs 

The House Organ Bureau 

has been formed in Chicago 

by Phil Lamar Anderson to as- 

semble and disseminate facts 

about house organs published 

in that city. 

A survey is now being made 

to determine the facts about 

such papers published in the 

Windy City. 

THE LETTER SHOP, Inc. 
Addressing, Multigraphing, 
Mimeographing, Individual 

Letters 
Telephone Wab. 8655-8656 

440 So. Dearborn §&t., Chicago, Ill. 

We Reach the Market! 

If you have a sales story to 
tell the furniture industry, 

The 

FURNITURE 
JOURNAL 
Is your logical medium 

The reader confidence in this popu- 
lar trade. monthly assures your 
message an interested audience. 

Member 

Audit Bureau of Circulations 
Associated Business Papers 

Publication and Advertising Offices 

666 Lake Shore Drive 
Chicago 

(In the Tower of the American 
Furniture Mart) 

Jel! a 
50,000 

SUBSCRIBERS 
leS Women’ Wear Dally 

I5|0000 
READERS 

Cream! 
HOSPITAL MANAGEMENT reaches 

the cream of its field, all over the 
country—the leading institutions ev- 
erywhere. comprising the best in 
quality and the bulk of the market 
in quantity. 

Recent surveys of our circulation 
in two of the largest cities in the 
country, one in the East and one in 
the West, are available to those in- 
terested in this rich market. They 
lead strikingly and convincingly to 
the conclusion suggested above. 

You can reach the hospital market 
with high efficiency and economy 
through HOSPITAL MANAGEMENT, 
receiving without additional charge a 
complete sales service—directory, 
daily information bulletin and Jlist- 
ing of your literature. 

Let us help you get your share of 
one hundred spent 
every month by the hospitals. 

HOSPITAL 
MANAGEMENT 

Member A.B.C.—A.B.P. 

537 S. Dearborn Street 
Chicago, III. 

KELLOGG’S SON 
IS A CHIP OFF 
OF OLD BLOCK 

How He Injected Advertising 

Into Seed Field 

It is a well known fact among 

seedsmen that field seeds cannot be 

advertised effectively. But the Warren- 

Teed Seed Company, of Chicago, pro- 

ducers of Gold Seal processed crop 

seeds, doubled its sales during the 

year just ended, by a campaign di- 

rected to farmers. 

“Prior to our entry into the field 

in January, 1928,” said Lloyd Kee- 

nan, advertising manager of the com- 

pany, “60 per cent of the crop seed 

used in this country was either 

home-grown or obtained by barter 

from neighbors. The competition 

among dealers for the remainder of 

the business was on the basis of 

price only. 

“Very little attention had been 

paid to establishing good-will for 

trade-marked seeds, and dealers be- 

lieved that any money spent for ad- 

vertising would be thrown away. 

Seeds were seeds and price alone 

would always rule the situation. 

“We came into the field with a 

better product, which, although it 

was cheaper to use, cost more money 

because of the expense involved in 

removing weed seeds and impurities. 

Introducing J. L. Kellogg 

“Fortunately for us, our company 

is headed by John L. Kellogg, son of 

the founder of the Battle Creek ce- 

real company. Mr. Kellogg is a well 

known exponent of advertising and 

he decided upon a campaign directed 

to the farmer and designed also to 

bring the seed dealer into the lime- 

light. 

“We prepared a booklet of 34 pages 

describing the Warren process and 

the advantages of using pure crop 

seeds for profit in farming. We dis- 

tributed 100,000 copies to farmers 

and a de luxe edition to 5,000 key 

agriculturists. Due to the soundness 

and value of the pure seed program 

and the novelty of the presentation, 

we received numerous comments and 

established many relationships with 

agricultural authorities that have 

been invaluable in subsequent opera- 

tions.” 

The campaign for the first year, 

timed to the start of the seed selling 

season in November, made use of 

farm papers covering the middle west, 

radio broadcasts over WBBM, trade 

papers, direct mail, dealer helps and 

contests. 

Reaching Farmer by Radio 
“Farm paper copy for the first half 

of the season was educational,” said 

Mr. Keenan. ‘Thereafter selling ar- 

gumemts were employed. The adver- 

tisements referred to our radio pro- 

grams over WBBM daily at 1:00 

P. M., just before the farmer leaves 

the house for his afternoon’s work. 

“In both the farm papers and radio 

programs we announced the free dis- 

tribution of educational literature 

and our contest for a farm slogan, 

for which we are offering a first prize 

of a Ford car and a second of an 

R. C. A. radio. From 150 to 250 

requests for literature and entries 

for the contest have been received 

each day. These returns are utilized 

to interest desirable dealers in our 

exclusive dealer proposition. 

“When a dealer is appointed, we 

turn over to him the returns from 

our advertising in his territory, to- 

gether with material for follow-up. 

Other methods of co-operating with 

the dealer include sending direct mail 

to lists furnished by him, samples of 

seeds in small transparent cellophane 

envelopes for free distribution, agri- 

cultural show displays as needed and 

local newspaper advertising, for 

which we furnish mats and cuts and 
pay half the cost without limit as to 

quantity.” 

Interesting Educators 
A scholarship contest is also pro- 

ducing splendid results from the pub- 

licity standpoint, in as much as it 
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Trade Wars 

Help Nobody 
Washington, March 14— 

“Trade wars help nobody,” 

said Miss Ruth Van Deman, of 

the Federal Bureau of Home 

Economics, in denying that 

aluminumware is dangerous to 

health. 

Miss Deman suggested that 

this idea was advanced by 

manufacturers of competitive 

material, and added: 

“Trade fights of this kind 

merely serve to befuddle the 

public.” 

necessitates the co-operation of edu- 

cators and parents. To the young 

man or woman in Illinois who names 

99 weed seeds, of which illustrations 

are furnished, and who submits the 

best essay on, “The Best Way to 

Fight the Evil of Weeds,’ the com- 

pany gives a two year's scholarship, 

including expenses, in the agricul- 

tural college at Urbana. This contest 

will be conducted annually. 

“Our advertising to the farmer in- 

dicated that he should and can be 

appealed to in the same way as any 

other business man,” said Mr. Kee- 

nan. “Results confirm ou? belief that 

it is a grave error to underrate the 

intelligence of the farmer and to as- 

sume that he cannot appreciate ana- 

lytical copy.” 

Mr. Kellogg's views on advertising, 

as expressed by Mr. Keenan, are that 

there should be no set program or 

fixed appropriation, but that any 

means and any amount of money 

necessary to do the job should be em- 

ployed as circumstances dictate. 

The company's advertising is di- 

rected by Will Howell and Associates, 

Inc., Chicago. 

The list of mediums included IIli- 

nois Farmer, Indiana Farmers’ Guide, 

Wisconsin Agriculturist & Farmer, 

Ohio Farmer, Michigan Farmer, 

Prairie Farmer, Seed Trade News, 

Seed World, Grain Dealers Journal, 

Co-operative Manager & Farmer, 

and Who Is Wha in Grain and Feed. 

Territory’s Size 
No Sales Index, 

Hurley Finds 
The victory of J. P. Banks in the 

contest staged by the Hurley Ma- 

chine Company, of Chicago, manufac- 

turer of the Thor washer, has con- 

vinced the company that the size of 

the territory has nothing to do with 

results in selling specialties. 

Mr. Banks labors in Bethlehem, 

Conn., a town of 600, but he is her- 

alded by Hurley as “the Champion 

Thor salesman of America.” 

The Hurley Machine Company 

spent $75,000 to find the champion 

salesman. The medium was its sec- 

ond international sales contest, in 

which 871 jobbers’ salesmen and 9,- 

368 retail Thor salesmen enrolled. 

Over 60,000 Thor units were sold 

during the quarter. 

The conclusion of the Hurley Ma- 

chine Company is that “The hard- 

est worker makes the most sales.” 

Hat Campaign Canceled 
New York, March 14.—A $4,000,000 

advertising campaign proposed by the 
Hat Institute to increase consumption 
of men’s hats has been canceled, at 
least temporarily. Some other type 
of campaign will be substituted, ac- 
cording to Secretary Warren S. 
Smith. 

$100 for Peace Poster 
The Peace Committee of the Wom- 

en’s Organization of Central Syna- 
gogue, 35 East 62d street, New York, 
is offering $100 for the best peace 
poster received in its contest, which 
closes April 15. Second and third 
prizes are also provided. 

Holeproof in Australia 
The Holeproof Hosiery Company 

(Australia) has been organized to 
market full-fashioned and circular 
knit hosiery manufactured by Staley 
& Staley, Melbourne, it is announced 
by W. W. Freschl, New York, vice-! 
president in charge of foreign sales. 

— 

Russian Lumber 1 

Is Flooding U. §. 
Spokane, March 14—An ava. 

lanche of surprisingly good 

Russian lumber is flooding the 
United States, |. N. Tate, sales 

manager of the Weyerhaeuser 

Sales Company, told the West. 

ern Retail Lumbermen’s Asso. 

ciation. 

This is “an increasing peril 

to our standing forests and 

lumber industry,” he said. 

Carroll Rheinstrom 

Mr. Rheinstrom, who is Western ad- 
vertising manager of “True Story,” 
will address the Women’s Advertis- 
ing Club of Chicago March 20. He 
will stage his famous guessing con- 
test, based on actual and estimated 
results of advertising copy to be dis- 

played 

airbanks, Morse 
Have Been at It 

for a Century 

Fairbanks, Morse & Co., Chicago, 

are one of the few American manu- 

facturers who can celebrate a hun- 

dred years of business activity. The 

date of their centennial is March 21, 

1930, and the event is being accom- 

panied by a special advertising cam- 

paign. The company manufactures 

scales, Diesel engines, motors, pumps, 

ete. 

“Beginning the second century of 

an ideal,” is the key-line featuring 

the centennial idea in much of the 

copy. 

The advertising is running in a list 

of 90 industrial and business papers 

which are regularly employed in the 

company’s advertising, in addition to 

Nation's Business, Forbes’ Magazine, 

Time and The Business Week, for 

the general business field, and Wall 

Street Journal, New York, and Chi- 

cago Journal of Commerce, for 

finance. 

The company was founded at St. 

Johnsbury, Vt., in 1830, and the ac- 

tual celebration of the completion of 

the first hundred years by the com- 

pany will be held there July 2, 3 

and 4, because of uncertain weather 

conditions earlier in the year. Calvin 

Coolidge is one of those who have 

accepted invitations to participate in 

the event. 

William B. Hovey is president of 

Fairbanks, Morse & Co., R. W. Bacon 

is advertising manager. The adver- 

tising is placed by the industrial ad- 

vertising division of Henri, Hurst & 

McDonald, Ine., of which A. L. 

Decker is manager. 

Studying Export Trade 
F. W. Swanson is traveling through 

Europe studying foreign markets in 
behalf of several American com- 
panies who are turning serious at- 
tention to export business. He will 
visit Sweden, Norway, Denmark, and 
other countries. 

Men’s Wear Show in N. Y. 
The National Men's Wear Show, the 

first event of the kind, will be held 
in New York April 26-May 10. It will 
be for consumers and will be in 
charge of Merchandise Fairs, Inc. 

Directs Appliance Sales 
George J. Reichert has been ap- 

pointed appliance sales manager of 
the Niagara & Eastern Power Corpo- 
ration, Buffalo, succeeding Frank A. 
Coupal, resigned. 

Kahn Starts — 
The Kahn Tailoring Company of 

Indianapolis, has begun publication 
of “The Bulletin,” to reach 3,000 mer- 
chants who distribute the company’s 
products. The first issue contained 
four pages. 

Country Needs a 
_Prince of Wales 
to Lead Styles 
“What this country needs is a 

recognized fashion leader, such ag 

the Prince of Wales,” Dr. Douglas 

S. Freeman, editor of the Richmond 

News Leader, told the Virginia As. 

sociation of Retail Clothiers and 

Furnishers at its recent meeting. 
Lacking such a figure, Dr. Free. 

man believed that the best procedure 

is to concentrate on key men in 

every community, persuading them 

to set a good example by dressing 
correctly. 

“Unfortunately, the men in _ the 

White House are not the models of 

correctness they should be,” said the 

editor, as quoted by Men's Wear. 

“President Harding was one of the 

very few who knew how to wear 

clothes.” 

Dr. Freeman said that his paper 

makes it a rule in taking pictures 

always to photograph well dressed 

men at full length to emphasize the 

correctness of their attire. When 

subjects are not well dressed, the 

photographs show them sitting down 

or the halftone is made to include 

only their heads. 

Rate Situation 

to Be Aired in 
N.Y. March 26 

New York, March 14.—An exhaus- 

tive survey of the differential rate 

problem has been completed by the 

research department of the Advertis- 

ing Federation of America, and the 

results will be presented to publish- 

ers at a meeting in the Hotel St. 

Regis, March 26, it was announced 

by Nathaniel W. Barnes, director of 

the bureau. 

The meeting has been called by 

Walter A. Strong, publisher of the 

Chicago Daily News and chairman 

of the board of governors of the A. 

F. A. In addition to publishers of 

newspapers in cities of more than 

100,000 population, the meeting will 

be attended by officers of the Ameri- 

can Association of Advertising Agen- 

cies and the Association of National 

Advertisers, 

A recommendation will be made 

that additional evidence be gathered 

by impartial investigators, and a plan 

for such a study will be outlined. 

The survey just completed indi- 

cates that the reason national adver- 

tising rates seem too high in many 

newspapers is because local’ rates 

are too low. 

Tolman Transfers 
Lee Tolman has resigned as as- 

sistant advertising manager of Hart, 
Schaffner & Marx, Chicago, to be- 
come advertising and sales promotion 
manager of the H. A. Seinsheimer 
Company, Cincinnati. 

With the “Minneapolis 
Journal” 

T. Norman Williams has been ap- 
pointed advertising manager of the 
Minneapolis Journal. He succeeds 
Rhey T. Snodgrass, resigned. 

President’s Son on Road 
Henry F. Goldsmith, son of the 

president of P. Goldsmith Sons Com- 
pany, Cincinnati, has become a sales: 

man for the company. He is a grad- 
uate of the University of PennsyF 
vania. ; 
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Proof 
o the Pudding 
MELLEL LATED L LEELA 

Lucky Strikes carried the 

American Tobacco Company to 

new high earnings in 1929. The 
company’s report, just issued, 

shows a net of $30,231,348, af- 

ter all taxes had been paid. 

The increase over 1928 net 

profit was $5,165,048, or ap- 
proximately 20 per cent. 

After ‘deducting preferred divi- 
dends of $5,161,982, and interest on 

ponds amounting to $48,678, the com- 
pany paid on its two classes of com- 
mon stock four quarterly dividends 

of $2, or 4 per cent each, plus an 

extra dividend of $2, or 4 per cent a 

share, making $10, or 20 per cent per 

share. 
* o - 

Sales of the Kelvinator Corpora- 
tion, Detroit, are running 50 per cent 

ahead of 1929, the company reports. 

Both the home and commercial mar- 

kets for electric refrigerators have 

shown improvement. The company 

is particularly optimistic about the 

future of its portable ice cream cabt- 

net. 
* + - 

The Elgin National Watch Com- 
pany increased net profit from $1,- 

749,401 in 1928 to $1,972,971 in 1929. 

This is equivalent to $4.93 a share 

on 400,000 shares of $25 par capital 

stock, as compared with $4.37 in 

1928. 
* * wv 

Demands for new locomotives by 

railroads in 1929 gave the American 

Locomotive Company a net profit of 

$6,851,300, equal after preferred divi- 

dends to $5.40 on the common stock, 

as compared with $1.92 in 1928. 

President William Woodlin said that 

unfilled orders on January 1 totaled 

$17,834,363, against $18,978,879 a year 

ago. 
* * * 

Both sales and net profit of the 
Westinghouse Dlectric & Mfg. Co. 

were higher in 1929 than the pre- 

ceding year. Sales were increased 

to $216,364,588 and net profit amount- 

ed to $27,062,611. The volume of 

unfilled orders on January 15 was 

$62,025,000, a gain of about $15,000,- 

000 over last year. 
. * * 

The company’s most prosperous 

year is reported by Kenneth F. Mac- 

Lellan, president of the United Bis- 

cuit Company of America in his re- 

port to stockholders. Earnings of 

the company in 1929, exclusive of 

subsidiaries acquired during the year, 

were $2,570,769. The earnings on 

common stock were $4.39. 
* * * 

The Valspar Corporation has been 
formed as a holding company for the 

varied interests of Valentine & Co., 

in the United States and abroad, and 

to acquire new units. Sales of the 

companies in the Valspar group in 

1929 were between $11,000,000 and 

$12,000,000 and President Valentine 

Pulsifer believes this volume will be 

rapidly increased. 
* * * 

In spite of an increase in volume, 
Bunte Bros., Chicago, were unable to 

make as good a net profit showing as 

in 1928. Net sales in 1929 amounted 

to $6,924,201, against $6,803,486 in 

1928. Net dropped from $534,145 to 

$500,694, due to increased costs, sell- 

ing expense and tax reserve. 

Joins Redfield-Coupe 
Bertrand L. Chapman, formerly 

manager of the New York World 
merchandising department and later 
with the Robert M. McMullen Com- 
pany, has joined Redfield-Coupe, Inc., 

McGraw-Hill Had 

vertising revenues. 

Satisfactory Net, 
Gross in 1929| Advertising 

The annual report of the McGraw- 

Hill Publishing Company, Inc., New 

York, for 1929 shows sales of $13,378,-|Seevers interrupted the flow of copy 

141, including subscription and ad-|long enough to make the jaunt to 

These figures do| Mexico City with the local advertis- 

| ing Clubs of the World. She is a 

Women in 

St. Louis, March 14.—Miss Helen 

ing club, but she is back on the job 

now. 

Miss Seevers is a free lance copy- 

writer. While she is a specialist in 

fashion, she can and does write copy 

about almost anything. She has in- 

creased the annual output of litera- 

ture with letters, house organs, 

magazine articles and newspaper 

copy. 

She has some of the most sought 

for accounts in St. Louis, which keep 

her fairly busy. She has, however, 

managed to find time to boost the 

profession in which she is a lumi- 

nary. Among her present tasks is 

responsibility for the publication of 

the Women’s Advertising Club of St. 

Louis, “Admission,” and publicity for 

the Federation of Women’s Advertis- 

member of the educational commit- 

tee of the local organization, and is 

| 

Helen Seevers 

Outside of all this, Miss Seevers 

is of the type said to be most pre- 

ferred by discriminating gentlemen. 

She is also charged with being the 

possessor of a dreamy look, but she 

disclaims all responsibility, averring 

that she is merely putting herself in 

a receptive mood for an idea for an- 

James H. McGraw 

not include the operations of The 

Business Week, System and Food In- 

dustries. Net income for the year 

was $2,273,858. Dividends are being 

paid on the common stock, which is 
listed on the New York Stock Ex- 

change, at the rate of $2 a share. 

In pointing out the opportunities 

of the business publishing field, 

James H. McGraw, chairman of the 

board, and Malcolm Muir, president, 

said: 

“With the passing of some of the 

illusions of the ‘new era’ state of 

mind, American business returns 

with renewed energy and sharpened 

intelligence to the problems of main- 

taining continued sound and well- 

balanced economic growth. 

“The readjustment of business has 

brought with it a clearer conscious- 

ness of the difficulties as well as the 

opportunities, the problems as well 

as the prospects that lie ahead. There 

is no weakening of fundamental con- 

fidence in the future of the country 

but there is fresh realization that the 

future depends, as always, upon the 

intelligent and thorough utilization 

of management, men, money, machin- 

ery and materials. 

“In consequence, American busi- 

ness enters upon the new year with 

a keener appetite for facts and a 

more urgent demand for guidance in 

dealing with its problems. For a 

great publishing organization in the 

business field, this not only offers ex- 

ceptional opportunities of leader- 

ship, but imposes great responsibili- 

ties of service.” 

Handling Tours Account 
The Kerr-McCarthy Advertising 

Service, New York, has been ap- 
pointed to handle the account of 
Tauck Motor Tours of that city. The 
company is supplementing its regu- 
lar service with special tours to Vir- 
ginia and elsewhere. Newspapers 
will be used. 

The same agency is placing news- 
paper copy for a group of St. Augus- 
tine hotels. 

Stuart Phillips Weds 
Stuart Grosvenor Phillips, adver- 

tising manager of the Dole Valve 
Company, Chicago, married Miss 
Christine B. Young on March 8, 

New York Advertising Agency, asS}at the First Presbyterian Church, 
vice-president. 

Appointed by Ky. Paper 
Ralph .R. Mulligan has been ap- 

pointed Eastern representative by the 
Ashland, Ky., Independent. The C. 
J. Anderson Special Agency will act 
as Western representatives. . 

Has Industrial Account 
The Burke Electric Company, Erie, 

Pa., manufacturer of electric welding 
apparatus, has placed its account with 
the Yount Company, of Erie. 
hess papers and direct mail will be 
used, 

Oak Park, IIl. 

“Southwestern Purchaser” 
Moves 

The Southwestern Purchaser has 
moved publication offices from Dal- 
las to Houston. The Dallas quarters 
will be retained as a branch. 

Directs Candy Copy 
W. Murray Metten has been ap- 

pointed advertising manager of the 
Busi- | Norris Candy Company, Atlanta. He 

was national advertising manager of 
the Asheville, N. C. Citizen. 

a former vice-president. 

Advertising Man 
Captures Collier’s 

Fiction Award 

Cincinnati, March 13—The $1,000 

prize award of Collier’s magazine for 

the best finish to the uncompleted 

story of the late H. C. Witwer, 

“Kings Up,” has been won by M. J. 

Whitmar, of the advertising depart- 

ment of the Union Gas & Electric Co., 

of this city. 

Several thousand submitted stories 

to the publication. 

Mr. Whitmar is only 23 years old. 
He came to Cincinnati to study com- 

mercial engineering at the University 

of Cincinnati, but after a year left 

to join the public utility company. 

Directors of Press Club 
William Maynard of the Mosby 

Company and Frank Rostock, of the 
Cincinnati Post, were elected direc- 
tors of the Cuvier Press Club, Cin- 
cinnati, at the annual meeting. 

New Offices for St. Regis 
The New York offices of the St. 

Regis Paper Company have been 
moved to the Lincoln building at 60 
East 42d street. The telephone num- 

other campaign. ber is Vanderbilt 8511. 

...- Another Notable Achievement .... 

Complete Newspaper Markets 

An industrial and retail outlet analysis—listing in 

county arrangement all cities and country towns 

in which newspapers are published. 

A 264-page, fact-filled volume which every ad- 

vertising manager, sales manager, account execu- 

tive, space buyer and research man should own. 

Complete Newspaper Markets is the supreme work of its 
kind, differing from all previous market surveys in that 

S It includes retail outlet and essential market data relative to 
ALL newspaper cities and towns of whatever size, big and small, 
daily and weekly. 

2. 

3. 

It combines, in tabulated form, market facts with industrial 
data, thus showing at a glance, not only the marketing possibili- 
ties, but also the character of any given newspaper town. 

It makes instantly apparent the entire retail and industrial 
story of each individual county in the country, indicating at the 
same time the newspaper coverage. 

Complete Newspaper Markets offers accurate, easy, 
quick reference. 

Complete Newspaper Markets sells for $5. 
- a year’s subscription to The American Press. 

Please end me a copy of Complete 

Newspaper Markets at a price of $5, 

which includes a year’s subscription 

to The American Press. 

remit upon receipt of your bill. 

I will 

The American Press 
225 West 39th St., New York 

This includes 
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STRONG DEALERS 
NEEDED TO PUT 
PUNCH IN RADIO 

Banker Tells of Retailers’ 

Delinquencies 

New York, March 14.—Pointing out 

that finance companies have been 

forced to co-operate more closely 

with radio dealers than at any time 

in the past, an unnamed banker sum- 

marized the reason for most of the 
industry's troubles in the current is- 

sue of Radio Retailing. 

His list is as follows: 

1. Dealers are under-capitalized. 

They do not fully appreciate the nec- 

essity for a fair amount of money to 

operate a business successfully. It 
is a daily occurrence to find ‘n the of- 

fices of finance companies individuals 

with as little as $1,500 who are estab- 

lishing themselves as dealers and are 

seeking an outlet for their time sales 

contracts. On paper this type of in 

dividual consistently figures large 
profits and small expenses, and as 

those of experience know, the calcula- 

tions are a disappointment, almost 

invariably. 

2. Dealers with an already estab- 
lished business in an entirely for- 
eign line frequently run their radio 

departments as an adjunct. An appli- 

cation recently came from a newly 

enfranchised dealer, whose chief in- 

terest is a delicatessen store. 

8. Experience points. to the fact 
that the dealer organization is pri- 

marily a sales unit and particular 
emphasis is laid on this aspect of 
the business. Volume has been the 

universal cry, and perhaps they ab- 

sorb this attitude from the leaders of 

Pierces 
THE WALLS 

of the 

Advertising World 
Advertising _ 
Procedure 

By Otto KLEepPNER 
President, The Kleppner Co., Inc. 
Advertising Agency, New York 

Presents a thorough, up-to-date 
treatment of: the subject, and 
pierces the walls of the advertis- 
ing world, to show how ideas are 
transformed into “copy.” 

The book is practical. It is writ- 
ten by an experienced advertis- 
ae mee and is based upon the 
Advertising Spiral. This Spiral isa 
very simple principle, but it clari- 
fies the most important part of 
perertoing. the creating of the 
idea, 

Profusely illustrated. Contains 
tabulated charts, a glossary of 
advertising terms, and a bibli- 
ography. 

539 pp., 6 x 9, $5.00. 

Mail coupon 

Advertising Age 
THE NATIONAL NEWSPAPER OF ADVERTISING 

537 S. Dearborn St. CHICAGO 

ADVERTISING AGE 
537 S. Dearsorn Sr. 
Cuicaco, ILL. 
Gentlemen: 

IN accordance with your offer, you may 
send me a copy of 

Kleppner’s 
Advertising Procedure 

Within FIVE days, I will either remit 
$5.00 in full payment, or return the book 
to you. 

eee eee ee ee eee eee 

industry. Little do they appreciate 

that profits are the results to be 
looked for at the end of a fiscal 

period, else they would devote more 

time to credits and collections. 

Future Sales Unknown 

4. This attitude frequently results 

in a business outgrowing its manager 

and ultimately a lack of system 

throughout. Budget systems are un- 

known. No effort is made to prophesy 

his sales for succeeding months, and 

hence the dealer cannot know his 

inventory needs. Definite lines of 
eredit are not established with 

finance companies, and hence he has 

no definite plans for outlets for his 

paper. Service departments are unor- 

ganized and are overburdened by rea- 

son of faulty installations. 

5. The average dealer is woefully 

eareless concerning records of his 

business. Lacking a wide business 

experience, it is difficult for him to 

appreciate the necessity of bookkeep- 

ing records and the justification of 

its expense. Five hundred dollars 

annual expense for auditing seems to 

him entirely out of proportion to the 

benefit to be gained, although he will 

deliver two sets worth $500 to un- 

known people without hesitation. 

No Check on Buyers 

6. The average dealer does not in- 

vestigate his purchasers. The fallacy 

of this is obvious and will not be 

dwelt upon. Retailers often ‘‘give” 

their merchandise away with no in- 

formation concerning the purchaser’s 

ability to pay, and no supplementary 

information through which the pur- 

chaser might be traced if he moved 
from the address at which the deliv- 

ery was made. The result is that col- 

lections are slow and expensive and 

the loss ratio heavy. 

7. Canvassing needs the closest of 

scrutiny. 

As employed by the dealer inter- 

ested primarily in volume, and with 

a large number of men selling, it is 

difficult to control the type of busi- 

ness brought in by them. Thus ex- 

pensive sets will be sold to people 

who cannot afford them, to the ulti- 

mate grief of the dealer. Salesmen 

of this type are interested particu- 

larly in commissions, and if these are 

paid at the time a sale is consum- 

mated, subterfuge is frequently re- 

sorted to. 

In brief, canvassing too often re- 

sults in ‘‘forced’”’ sales, leaving collec- 

tion difficulties and losses in their 

trail. 

8. Collection systems are inefficient. 

With dealers not realizing the im- 

portance of prompt collection efforts, 

they are very likely to procrastinate. 

Some dealers maintain no collection 

system, and others a hunt-and-find 

system for locating delinquent ac- 

counts. 

Until a worthwhile due data sys- 

tem is established, their problem is 

not solved. Any item allowed to run 

for thirty days makes it that much 

more difficult to bring up to date be- 

cause the customer is getting deeper 

in debt. The average dealer does not 

appreciate the necessity for engaging 

a collector to bring in past due 

moneys, and its efficacy should be 

impressed upon them. 

For Larger Down Payments 

9. Initial payments have had a 

steady tendency downward. Orig- 

inally, 25 per cent was demanded, 

and subsequently, it dropped to 15 

per cent, which is customary for a 

large number of dealers today, par- 

ticularly those who depend upon a 

finance company for their outlet. 

Many today are talking in terms of 

a 10 per cent down-payment—even 

the $10 down payment is reported. 

Experiences in other fields of in- 

stalment sales should be a lesson to 

the radio trade. Unless the purchaser 

has worth-while equity in the com- 

modity, he will value it little, and 

its loss means nothing to him. A 

definite change in policy toward 

larger down-payments is inevitable. 

10. Dealers sell contracts to too 

many finance companies. With four 

and five lines of credit, it is difficult 

for any one finance company to know 

the dealer’s position and the aggre- 

gate of credit extended. The concen- 

tration of credit with one or two com- 

panies at most would be beneficial. 

11. As a result of his eagerness 
for volume, it is easy for a dealer 

to over-expand. Branches are opened 

too early in the lifetime of the busi- 

ness and these prove to be expensive 

in. operation. More than that, it is 

difficult to find efficient managers and 

direct control by the proprietor is 

lost. 

Information at 

Point of Sale, 
Allied Project 

The Allied Newspapers Corpora- 

tion has been formed in Chicago to 

provide a tie-up between nationally 

advertised products and the consumer 

by indicating local sources of supply 

to the latter. 

The company, headed by E. G. 
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PHILCO radio 
With Phileo Bal- 
anced Unit Radio 
you obtain true ‘ 
reproduction — vi g & 
the human voice py ¢ } 
New Vhilco Con- 4 
sole has a genuine built-in Electro- 
Dyuamic speaker, acoustic equalizers, 
push pull amplification. Only’$112 less 
tubes. A most remarkable value! 

KELLEY Floran S Radio Co 215 § Main 
Mishawaka ...ceesceccccecccccess O18 
MIAMI Radio & Electric Co 
166 Miami. .ccccccccccccgecsccccccd -G2ak 
SOUTH BEND Philco Co Inc 
211 N Main...ccccccccccsccceve scm ahs 

How manufacturers and dealers 

hook-up under new plan 

Knight, believes that an organized 

method of showing the public where 

advertised products may be bought 

will not only provide an essential 
link between the manufacturer and 

the consumer, but will reduce substi- 

tution. Many buyers, on finding that 

an advertised article is not carried by 

a given store, will accept another, Mr. 

Knight pointed out. 

The project is summed up in its 

title, ‘“‘Ad-Information Service.” Na- 

tional advertisers will be expected to 

advertise consistently in special 

panels which will be published in 

daily newspapers under this heading. 

Local dealers will take one line un- 

der the manufacturer’s trade-mark 

or listing, each paying for his own 
share of the advertising. 

This newspaper advertising ‘will 

Radio Retailing. 

entitle the manufacturer and dealer 

to personal information service to be 

maintained by newspapers operating 

under the franchise plan of the Al- 

lied Newspapers Corporation. Any 

consumer calling that paper for the 

name of a local dealer will be given 

the information at once. He will 

also be supplied with literature, 

mailed by the local paper. 

The following newspapers have 

been given franchises: 

Illinois: Aurora Beacon-News, 

Bloomington Pantagraph, Elgin 

Courier-News, Joliet Heruld-News, 

Kewanee Star-Courier, Peoria Jour- 

nal-Transcript, Rockford Register-Ga- 

zette and Star, Springfield Illinois 

State Journal and Waukegan Daily 

Sun. ; 

Indiana: South Bend News-Times. 

Iowa: Davenport Democrat and 

Leader. 

Wisconsin: Kenosha News, La 

Crosse Tribune, Madison Wisconsin 

State Journal, Manitowoc Herald- 

News, Racine Times-Call, Sheboygan 

Press, Janesville Gazette. 

O. K. 
The owner of the O. K. Shoe 

Repair Company, Chicago, 

came to this country not so 

long ago, but he has the idea 

already. 

A sign in the front of his es- 
tablishment offers a special in- 

ducement to the public to 

dress up. He will clean your 

hat, press your suit, and give 

you a shine—all for $1! 

Ten New Members 
in St. Louis Club 

St. Louis, March 13.—The St. Louis 
Advertising Club has elected ten 
new members. They are: 
Adolph B. Hill, Hill-Hentschel Com- 

pany; R. G. Shelp, R. L. Polk Com- 
pany; Clifford F. Broeder, Automo- 
tive Merchandising; E. A. Hiffman, 
Hiffman Display Advertising Co.; 
Mark M. Dodson, The Gerlach-Bark- 
low Co.; -William G. Eiben, Eiben 
Hudson-Essex Co.; Edwin S. Zach- 
anos, Baxter-Ramsey ‘Moulding Co.; 
Thos. C. Woodward, Lawton, Byrne & 
Bruner Insurance Agency; John M. 
Lamoureaux, Warwick Typographers, 
Inc.; C. C. Butler, Hotel Chase. 

Joins Lamb Agency 
H. T. Salzer, formerly of the 

Breeding, Murray & Salzer Advertis- 
ing Agency, Philadelphia, is now as- 
sociated with the James G. Lamb 
Advertising Company of that city, 
succeeding H. A. Engleman, resigned. 

Tuthill Agency Retained 
Tuthill Advertising Agency of New 

York has been retained by the East- 
wood Wire Corporation, Belleville, N. 
J. Business papers and direct mail 
will be used. 

Appointed by “Auto” 
The John D. Hamilton Company, 

Inc., of New York has been appointed 
by Auto, Spanish illustrated automo- 
tive publication of Madrid, as adver- 
tising representatives for the United 
States. 

—_ —_—_— 

6é Intellectual 
P 3? 

How the Costs of Demonstrating Mount Theft”’ Starts 

1. Getting the Set Into 3. Reconditioning and Depreciation Type Face War 
the Prospect’s Home Polishing, repairing, etc. ...... Sie 0CUC~«<éaR;C(<+é*@i‘C“i«éAME wee 
Delivery car ......... 80 Depreciation of set ......... 2.97 New York, March 14.—“Intellectual 
ecg ala aaa 1.57 Depreciation of tubes ........ 1.70 theft,” charged recently by Profes. 
the nar ada =a CRED RA ORES 21 4 Seki sor Rudolph Koch against the Amer. 

cue reneectsews ; 1. RE eA rr $5.99 ican Type Founders Company in a 
3 ” recent article in the German paper 

Your sales expense if the Total cost of demonstration, Gebrauchgraphik, has been answered 
prospect buys ........... $4.51 if no sale is made ....... $13.43 by President Joseph F. Gillick. 

— Professor Koch made the specific 

2. Taking th Set Back 4. Additional Expense charge that the American company 

if Né Sal, I a d and Inconvenience ; imitated, in its Rivoli series, the 
1 fe oO e Is Made _ — number of days set is Koch-Antiqua face, sold in the United 

ivery ee ee ge Oe ee States under the name of Eve. 

Two men’s time .. 1.06 Average number of calls made to President Gillick pointed out, in 
Material used or left . 1.07 home Dalal Gs aS ak oo his response, that both faces were de- 

— Average number of hours of rived from a Calligraphic design of 
Total $2.93 store time OpGMt ..... 065.005. Swiss origin, first used in the six- 

teenth century and are therefore the 

common property of the art of let- 

tering. 

“Had not American printing trade 

periodicals, acquiesced, by their si- 

lence, in the piracies of type designs 

when their practice began 40 years 

ago,” said Mr. Gillick, “there would 

long ago have been adequate legal 

design protection for type founders, 

composing machine manufacturers 

and type designers. 

“Our company and American type 

designers have been injured much 

more by long-continued American 

piracies than they ever could be by 

German piracies, numerous as they 

are.” . 

The American Type Founders Com- 

pany, its president said, recently 

found itself in competition in the 

United States with type faces origi- 

nated by it and manufactured in 

Europe at wage costs a little less 

than one-fourth those paid to type 

casters in America. 

“We found 37 piracies of type 

series originated by us, in recently- 

issued specimen books of German 

founders,” he said. 

In addition there are 86 small 

foundries in the United States, Mr. 

Gillick said, “none of which will en- 

ter into a gentleman’s agreement be- 

cause it would be fatal to them.” 

Foreign Maker of 
Shoes Opens Five 

Chicago Stores 

The manufacturer of Bata shoes, 

credited by retailers with making % 

of 1 per cent of all the women’s shoes 

sold in the United States last year, 

has established five stores in Chicago 

and will open more in the near fu- 

ture. 

While entering the retail field, the 

Bata company has not abandoned its 

method of distributing to dealers in 

other cities with whom it is not com- 

peting. Under this arrangement, it 

is believed that the company will in- 

crease its percentage of the total busi- 

ness to a marked degree. 

The Bata shoe stores are being ad- 

vertised widely, with The Chicago 

Tribune as the primary medium. 

The shoes retail at the uniform price 

of $3.95. 

Importation of foreign shoes has 

doubled recently. In a _ six-months 

period of 1929 the value was $8,977,- 

000 against $4,599,000 for the corres- 

ponding period of 1928. 

The Chicago situation may have a 

repercussion in the tariff debate in 

Washington. 

Made Advertising Manager 
Max Lovell, formerly with the 

Mitchell Advertising Agency, Minne- 

apolis, has been made advertising 
manager of the C. H. Wills Motor 
Corporation, manufacturers of trucks 
and buses. 

Chicago Publishers to Meet 
The Chicago Business Papers As- 

sociation will give a complimentary 
luncheon to executives of its mem- 
ber organizations on March 17 at the 

Union League Club. 

Building Survey Meets 
A meeting of the National Build- 

ing Survey Conference will be held 
at the Blackstone Hotel, Chicago, 
March 27, the first session beginning 
at 10 o’clock. 
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cial research department of Swift & 

_ Profit of $7 per $100 of sales from 

March 15, 1930 
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MUST COMPLETE 
TRADE COVERAGE 
SUPPORT COPY? 

Cowan Takes Negative Side 
of Question 

Must National advertising, to be 

effective, be based on complete trade 

coverage? 
This is the nub of the problem of. 

many manufacturers who are adver- 

tising and selling on a national basis, 

Donald R. G. Cowan, of the commer- 

Donald R. G. Cowan 

Co., Chicago, told the National As- 

sociation of Teachers of Marketing 

recently. 

Mr. Cowan said that in some indus- 

tries, some of the outstanding suc- 

«esses have long since abandoned 

complete trade coverage. 

“In answer to their successful ex- 

perience,” he said, “it is often argued 

that their products are different and 

therefore can be merchandised differ- 

ently. It has required facts to shake 

this belief, and some of these facts 

have been supplied by the Depart- 

ment of Commerce in its trial census 

of distribution in eleven cities. 

“In the packing business, H. C. 

Greer, of the Institute of American 

Meat Packers, analyzed the business 

of several branch houses and car 

routes to determine the volume sold 

and the cost to sell to different sized 

dealers. . His study revealed that 

while the average retail order was 

about $35, over half the orders were 

for less than $15, and in the aggre- 

gate represented only about 10 per 

cent of the total volume. 

“When all orders of less than $50 

are considered, we find about four- 

fifths of all orders in number, but 

only about one-third of the total 

volume. The remaining one-fifth of 

all orders account for practically 

two-thirds of the total volume. 

“With regard to selling expense, it 

was shown that the out-of-pocket ex- 

pense to sell, not including fixed 

costs, averaged $4 per $100 of sales. 

This expense varied within wide 

limits. 

“If we deduct an estimated gross 

the expenses calculated by Mr. Greer, 

an indication of the monthly losses 

incurred in selling small dealers and 

the profits gained from large dealers 

may be obtained. This situation is 

covered by the accompanying table.” 

Studies made by the University 

of Buffalo have shown that it is rare 

for a small dealer to develop into a 

large one. While this does happen, 

losses incurred in selling small deal- 

ers will not be recouped later in the 

majority of cases, Mr. Cowan pointed 

out. 

“It is mecessary, therefore, for 

sales managers either to reduce the 

selling expense and service given to 

small accounts to the point where a 

|| designed to reward customers who 

ADVERTISING AGE 

Deduct $7 per $100 of sales to 

or loss per $100 sales. 

Size of Monthly 

Accounts. 

Raith I c's oié'o's 6.054 's Caw eee ee 

Ss KE tehta cig hg bd Saks C8'O 4 ve ne 

$100 to 

$200 to 
$300 to 

$500 to 

Over $2000 
*Loss, 

ee 

Profitableness of Different Sized Accounts 

Average Expense Net Profit or Loss 

per $100 Sales. 

arrive at the estimated net profit 

Estimated Average 

per $100 Sales. 

- $37.00 *$30.00 
- 16.00 * 9.00 
- 10.50 * 3.50 
- 17.90 ° 90 

5.70 1.30 
- 4,50 2.50 
- 3.65 3.35 
- 2.85 4.15 
- 2.25 4.75 

Van Heusen Will 
Continue 1929 
Profit-Sharing 

New York, March 14.—Following 

the outstanding success of the 1929 

Van Heusen dealer's profit-sharing 

plan, the Phillips-Jones Corporation 

announced its continuance for 1930. 

Thousands of dealers earned divi- 

dend checks last year. 

“Van Heusen is the only semi-soft 

collar on the market,” the company 

said, “whose sales are substantial 

and on the increase. We have decided 

again to use purchases of 1928 as a 

base upon which to calculate the 

cash dividend due for increased pur- 

chases in 1930. 

“The profit-sharing plan has been 

have striven to contribute to the suc- 

cess of this company. There are cer- 

tain dealers who have co-operated 

with us by giving window displays 

and in other ways pushing our prod- 

uct so that their volume has been in- 

creasing.” 

The profit-sharing plan operates as 

follows: 

Plan 1. If 1930 net purchases of 

Van Heusen collars are 25 per cent 

more than 1928 net purchases the 

company will pay a cash dividend of 
10 per cent of the increase. 

In Plan 2 a 7% per cent dividend 

is paid on net purchases of more 

than 15 per cent and less than 25 

per cent. 

Plan 3 provides for a 5 per cent 

dividend on net purchases of mote 

than 1 per cent and less than 15 per 

cent. 

Wenssls Club 
Will Elect in May 

Preparations for the annual elec- 
tion of officers of the Women’s Adver- 
tising Club of Chicago, to be held in 
May, are under way. The nominat- 
ing committee is as follows: 

Laura A. Johnson, chairman; Mary 
Derbyshire, Camille Rathbun, Mrs. 
William Gary Brown, Marguerite 
Heinrichs. 

Elections Committee: Ida Muriset, 
chairman; Eloise Smith, Hilda 
Smith, Mildred Webster, Estelle Cal- 
lopy Hau. 

The following are new members: 
Ellen Kebby, Advertising Age; Ra- 
chel H. Davis, Advertising Service 
Company; Mercedes Janet Hurst, 
Commonwealth Edison Company; 
Adelaide Johnson, Smith Typewriter 
Sales Corporation. 

Houston Attends 
Cincinnati Meeting 

Cincinnati, March 14.—Herbert S. 
Houston, three times president of 
the Associated Advertising Clubs of 
the World, was a guest at last week’s 
meeting of the Advertisers’ Club of 
Cincinnati. Mr. Houston is now with 
the Cosmos Broadcasting Company. 

Another guest was Henry Wein- 
berger, vice-president of the Colum- 
bia Broadcasting System. 

Robert C. Fay, of the Paper Users 
Standardization Bureau, spoke on 
“The Cash Value of An Idea,” sayings 
that most ideas are too expensive for 
practical use. 

Start Teachers’ Paper 
The Crim Publishing Company, At- 

lanta, has begun publication of Crim ’s 
Magazine, a monthly for teachers and 
school officials. 

profit can be made or deliberately to 

stop selling them,” he said. 

“In many instances, expenditures 

may be advantageously shifted to in- 

Los Angeles Club to 
Have 1,000 Members 

The Advertising Club of Los An- 
geles now has almost 800 members 
and the number will be increased to 
1,000. Each member is authorized to 
get another, the initiation fee being 
dispensed with, but a quarter’s dues 
being paid in advance. 

Joins Selling Agency 
Clinton B. Todley has resigned as 

director of advertising of the McCal- 
lum Hosiery Company, Northampton, 
Mass., to accept the same role with 
Parker, Wilder & Co., selling agents 
of New York. The change is effective 
April 1. 

Stein Shoulders 
the Burden of An 

Entire Industry 

Emphasizing a health measure in- 

volving the use of other products 

as well as its own is the unselfish 

feature of current advertising carried 

by A. Stein & Co., Chicago, manufac- 

turers of Paris garters, belts and 

suspenders for men, Hickory garters 

for children, and Hickory girdles and 

sanitary specialties for women. 

This unusual plan is employed in 
the campaign on Hickory garters for 

children. The company recently re- 

leased full pages in leading maga- 

zines advocating that children wear 

long stockings during the cold 

months. The advertisements quoted 

at length from the opinions of medi- 

cal specialists on the subject and re- 

vealed the identity and purpose of 

the advertiser only by brief mention 

of Hickory garters in the closing 

paragraph. The publicity resembled 

the co-operative advertising done by 

trade and manufacturing associa- 

tions, and could logically be spon- 

sored by either a hosiery or garter 

group. 
“Authorities have repeatedly 

brought to our attention the injurious 

9 

effects of the fad of dressing children 
in short socks in winter,” said Joseph 
M. Kraus, advertising manager of 

the company. 

“It seemed to us that the presenta- 

tion of this vital message should be 

the function of other business inter- 

ests that have more at stake. As 

nothing of the kind has been at- 
tempted, however, we believe that we 

should endeavor to render this serv- 

ice to the public ourselves. 

“The idea is an experiment, and 
it is too early to gauge results. We 

make sock garters, as well as stock- 

ing garters, but whether the advertis- 

ing will sell more garters of one style 
or another is not a matter of great 
importance. 

“We do know that the message is be- 
ing read with appreciation by parents, 

and we believe the good-will earned 

in this way will stand us in good 

stead. If our action should encour- 

age other interests in the field to fol- 

low the same path, it will be addi- 

tional cause for satisfaction.” ’ 

Denver Financiers 
Join for Advertising 

A co-operative financial advertising 
campaign will appear in Denver 
about April 1. The series will en- 
deavor to restore confidence in busi- 
ness. The Cusack-White Company is 
writing the copy. ' 
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_ MARKET DATA 
| BOOK 

FOR 1930 
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find new MARKETS 
in 1930 

In the press of competition for business in 1930, 

you need this information that will point your 

way to new markets, better outlets for your goods. 

~a a6 § > aet* 

too FORT NED Kem 

Let The Market Data Book be your guide! 

In this single volume are figures on a hundred 

major fields—data on production, distribution, 

buying set-ups, buying seasons, developments 
3 " affecting buying— 

~ 
se ee ee Compiled from more than a thousand sources— 

Condensed into immediately available form— 

Indexed for easy reference— 

crease coverage of the larger dealers.” 

USERS TELL US: 
“To locate new markets for the 

sale of our machinery, and to 
select the most logical publication 
to reach the prospect in this in- 
dustry, we read and consult The 
Market Data Book.” 

“As a quick reference for facts 
on various markets we find The 
Market Data Book to be invalu- 
able and use it regularly.” 

“A very sound idea of tying up 
an analysis of publications along 
with market analysis . . . You are 
accomplishing a valuable thing 
when you combine these two an- 
alyses under one cover.” 

“Our sales work must be care- 
fully planned due to the many 
lines in which our products may 
be used and we always refer to 
The Market Data Book for defin- 
ite information.” 

“We find this book of value in 
studying markets and as a refer- 
ence book for magazines which 
cover particular fields.” 

“We use The Market Data Book 
continually.” 

“We have been using The Mar- 
ket Data Book for the last three 
years almost continually and 
would not be able to get along 
without it.” 

“Of all the annual volumes per- 
taining to advertising, this publi- 

a. 

Authentic in every detail— 

And a complete directory of business publications, 

grouped by fields covered, with essential informa- 

tion on rates, circulations, mechanical specifica- 
tions, etc. 

Every advertising and agency man needs this 

book at his elbow—every day! It saves time and 
energy—it incorporates market studies in every 

field of industry and business. It gives the user 
in one volume more vital data than a full tier of 
filing drawers. 

The new 1930 edition, just issued, is available. 

Fill in the coupon below for your FREE copy 
TODAY. 

>>>>>>>>HOW TO GET IT! 
Use this form in ordering your FREE copy of The Market Data Book 

cation is by far the most valuable 
extant from our standpoint.” 

“We have been using your Mar- 
ket Data Book for several years 
and find it of great help in map- 
ping out our advertising cam- 
paigns.” 

“We find data such as you have 
compiled invaluable to us.” 

“In constant use—a thoroughly 
reliable reference book.” 

“Has always been very helpful 
to us.” 

Class & Industrial Marketing, 
537 South Dearborn Street, Chicago 

Please enter my subscription to 
lass & Industrial Marke for 
e year, for which I enclose $2.00, 

send me without charge one 
copy of the new 1930 edition of 
The Market Data Book. 
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TOYS 
WITH IDEA OF A 
SUGAR CAMPAIGN 
Company Had Sales of 
$143,000,000 Last Year 
New York, March 12.—The possi- 

bilities of advertising as a means of 

increasing consumption of sugar and 

thus meeting the problems caused by 

excess capacity in the sugar refining 

industry are indicated in marked de- 

gree in the annual report of the 

American Sugar Refining Company, 

released here today by Earl D. Babst, 

chairman of the board. 

In his statement to his 40,000 

stockholders, Mr. Babst shows a def- 

inite increase both in total and per 

capita consumption of sugar in the 

United States. The consumption in 

1929 was 4,954,340 tons, as compared 

with 4,505,395 tons in 1928, and the 

per capita consumption was 108.13 

pounds in 1929 compared with 104.27 

pounds in 1928. The total consump- 

tion was the largest in the period of 
1924-1929 covered by the report. 

Fifty-Fifty Now 

“We delivered over 800,000,000 

pounds of Domino and Franklin pack- 

age sugars,” said Mr. Babst, “a record 

for all time, but about an equal quan- 

tity of our sugar still goes in bulk 

form to the households. So there is 

plenty of room for co-operative effort 

in showing, for delivery and house- 

hold use, the advantage of package 

sugars over sugar in bulk, handled 

over variable scales into fragile pa- 

per bags. No matter where or how 

measured, the purchase of package 

sugars is always more economical for 

the household than bulk sugars. 

“There can be no finer form of com- 

petition than the effort to win public 

approval under trade-marks and trade 

names, and no finer opportunity for 

co-operative efforts of stockholders. 

“Where you find that grocers or 

manufacturers have difficulty in se- 

curing our brands or service, a letter 

to the president will secure the im- 

mediate co-operation of the manage- 

ment.” 

A part of the report deals with the 

activities of the Sugar Institute, of 

which Fred G. Taylor is acting execu- 

tive secretary. 

Work of Sugar Institute 

“Among the activities of the Sugar 

Institute,’ Mr. Taylor said, “have 

been those of research and advertis- 

ing, the latter having been conducted 

as a national campaign of educa- 

tional character. This campaign is 

being extended and continued with 

the assistance of professional and 

scientific agencies and the co-opera- 

tion of related industries. The re- 

search effort, devoted to the nutri- 

tional value and dietetic significance 

of sugar, is also being continued.” 

The company’s total earnings from 

operations during 1929 amounted to 

$8,166,361.47. Returns from invest- 

ments and other sources. brought the 

total income up to $9,571,301.17. After 

providing for taxes, depreciation, in- 

terest and the regular 7 per cent on 

preferred stock, the total income 

yielded $7.77 for the common stock 

as against $7.60 a year ago. Total 

sales amounted to $143,000,000. 

'The advertising of the American 

Sugar Refining Company is handled 

by N. W. Ayer & Son, Philadelphia. 

Wilkens to Head 
Washington Invasion 

John A. Wilkens has been ap- 
pointed general chairman of the On- 
to-Washington committee of the Ad- 
vertising Club of New York. D. Mor- 
ris Jones is chairman of the pub- 
licity committee. 

The New York delegation will make 
its headquarters at the Hotel Wash- 
ington during the A. F. A. meeting. 

Start “The New Freeman” 
The New Freeman appeared March 

15 from New York. The publisher 
is Suzanne La Follette, formerly 
editor of The Freeman. It is a 
weekly. 
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Some of the Figures Unearthed in the Recent Food Census in 
Louisville 

Move to Dismiss 
Radio Complaint 
Proves Futile 

Washington, March 13.—The Fed- 

eral Radio Commission has refused 

to dismiss a complaint charging the 

Radio Corporation of America with 

infringing anti-trust acts. The Com- 

mission also denied the company’s 

request for a hearing on the motion 

and ordered that taking of testimony 

in the case be postponed. 

The Commission indicated that be- 

fore taking testimony, it will await 

the outcome of pending court pro- 

ceedings against R. C. A. 

This action involves the same 

charges as those made by the Com- 

mission: that R. C. A. required 

manufacturers to purchase from it 

the vacuum tubes necessary for 

initial installation and operation of 

the sets they manufactured. 

The Radio Corporation of America 

contended in its motion that Clause 

9 has not been enforced by it for 

more than 18 months and that the 

company is, in fact, actually aiding 

tube competitors by licensing them 

under its tube patents. There is 

no danger of a monopoly in the 

radio field, it asserted. 

Portland’s New M embers 
Ten new members have joined the 

Advertising Club of Portland, Ore. 
The list includes Harry Dorman, Ed- 
wards Furniture Company; James R. 
Dugan, Dugan Taxicab Company; E. 
O. Estep, Western Union Telegraph 
Co.; Ashley Harkness, Schmidt Litho- 
graphing Co.; Alan J. Mekelburg, Ad- 
vertising Art School. 

R. Allan Rinehart, Beaver Engrav- 
ing Co.; J. N. Robinson, Western 
Dairy Products Co.; W. E. Travis, 
Oregon Gasoline Stations, Inc.; Elmo 
S. White, White Publishing Co., and 
Miss Eleanor Cannon, H. Liebes & Co. 

Goes with Traub 
Elmer R. Bornman, who was with 

the Campbell-Ewald Company, De- 
troit agency, for eight years, has be- 
come advertising manager of the 
Traub Manufacturing Company, De- 
troit, makers of engagement and 
wedding rings. 

“Army Supplies” 
Banned on 

Civilian Goods 

Washington, March 14.— 

Merchandise that has never 

been the property of the 

United States Government 

must not be advertised as 

“Army and Navy surplus sup- 

plies,” the Federal Trade Com- 

mission has held. Nathaniel 

Abraham, of San Francisco, 

has been ordered to “cease and 

desist” from the practice. 

Prize for Miss Pfeiffer 
Miss Marie Pfeiffer was given first 

award for the best series of letters in 
an exhibition sponsored by the Wom- 
en’s Advertising Club of Baltimore. 
Miss Pfeiffer’s effort was in behalf 
of laundry service. 

The Women’s Club was in charge 
of the weekly luncheon of the Adver- 
tising Club of Baltimore. The address 
of the day was by Miss Ruth Mason, 
home economics editor of the New 
York Journal. 

Two for Ullman 
A. H. Wirz, Inc., Chester, Pa., man- 

ufacturer of collapsible tubes and 
sprinkler tops for the drug, perfum- 
ery, and toilet preparations trade, 
has placed its advertising account 
with Roland G. E. Ullman, Philadel- 
phia. 

Another account now handled by 
this agency is that of the American 
Die & Tool Co., Reading, which will 
use business papers, direct mail and 
newspapers. 

Plan Campaign for 
Metal Products| 

The Olean Metal Cabinet Works, 
Inc., Olean, N. Y., manufacturers of 
steel kitchen cases and metal prod- 
ucts, have placed their advertising 
account with the Buffalo office of 
Lyddon, Hanford and. Kimball, Inc, 

Pittsburgh’s Committee 
R. B. McDaniel, president of the 

Pittsburgh Advertising Club, has ap- 
pointed Edgar D. Mason, vice-presi- 
dent of the Albert P. Hill Company, 
Inec., as chairman of the On-to-Wash- 
ington committee. 

German Catalog 
Pulls 65 Per 

Cent of Orders 

Fairbury, Neb., March 14.— 

Carl Sonderegger issues cata- 

logs in English and German. 

The latter is responsible for 

65 per cent of his business. 

Mr. Sonderegger conducts a 

nursery and deals with the 
consumer only. He employs 
no solicitors and depends en- 

tirely on the catalogs for busi- 

ness. 

Peabody in Charge 
of Program for 
A.N.A. Meeting 

The Association of National Adver- 

tisers has appointed Stuart Peabody, 

advertising manager of The Borden 

| ——————_________ 

Stuart Peabody 

Company, Inc., New York, as chair- 

man of the program committee for 

the association’s semi-annual meet- 

ing at French Lick Springs, Ind., 

May 5-7. 

W. A. Grove, manager of advertis- 

ing and sales promotion of Edison 

General Electric Appliance Company, 

Chicago is associate chairman. 

The following are members of the 

committee: Allyn B. MelIntire, Pep- 

perell Manufacturing Company; Wil- 

liam W. Tomlinson, Scott Paper 

Company; J. W. Longnecker, Hart- 

ford Fire Insurance Company; Dr. 

M. W. Tapley, E. R. Squibb & Sons; 

W. L. Marshall, Radio-Victor Corpor- 

ation of America; Arthur Kane, The 

House of Tre-Jur, Inc.; J. M. Holmes, 

A. G. Spalding & Bros. 

Charles W. Staudinger, Anheuser- 

Busch, Ine.; Hal Johnson, The Wahl 

Company; P. J. Kelly, The B. F. 

Goodrich Rubber Company; George 

H. Corey, The Cleveland Twist Drill 

Company; Ed. Lowe Gouedy, The 

Eagle-Picher Lead Company; Stan- 

ley P. Seward, The White Company; 

Walter S. Rowe, Estate Stove Com- 

pany. 

Has Industrial Account 
The Tabor Manufacturing Company 

of Philadelphia, maker of a complete 
line of foundry molding machines 
and the Tabor oil heating system, 
has appointed the Jerome B. Gray 
Advertising Agency, of that city, to 
direct its account. Business papers 
and direct mail will be used. 
Howard Law, of the Biddle Press, 

has joined the Gray agency as ac- 
count executive. 

Schools Will Build 
Transmitting Stations 

Washington, March 14.—Two tech- 
nical schools have been given per- 
mits to erect experimental transmit- 
ting stations. They are Massachu- 
setts Institute of Technology and 
Ohio State University. 

Agency Opens Branch 
George Harrison Phelps, Inc., De- 

troit, has opened a branch in Grand 
Rapids, with Oliver A. Wallace as 
manager. Mr. Wallace was advertis- 
ing manager of Berkey & Gay until 
its merger with the Simmons Com- 
pany. . 

Have Christmas 
Greetings Place 

in Business? 

That the dragging of Christmas 
greetings into business gives him a 

“severe pain in the neck” is the 
sentiment expressed by E. H. Crane, 
president of The Vermont Printing 

Co., Brattleboro, Vt. 

“I wonder if there aren’t many 
who feel, as I do, that the dragging 
of Christmas greetings into businegs 
is unfitting,” said Mr. Crane. “Ip. 

stead of adding to the joy of Christ. 

mas, they irritate and annoy. I re 

ceive a great many Christmas cards 

and unless they are from persona] 

friends they go into the waste 
basket.” 

As an example of such greetings 
and the reaction they sometimes cre 

ate, Mr. Crane, in a letter to the 

American Printer, said he replied te 

a characteristic Christmas telegram 
received from a manufacturer as 

follows: . 

“We have received your holiday 
telegram, and as much as we regret 

to say it, it gives us a severe pain 

in the neck. We have two of your 

machines in our plant, one of which 

is obsolete and which you have dis- 

continued manufacturing. The other 

we are unable to use to full advan- 

tage because the machine is out of 
order.” 

After commenting further on the 

manufacturer’s lack of service, Mr. 

Crane said: 
“Frankly, this kind of service does 

not satisfy us, an it wili take more 
than a Christmas telegram to retain 

our good will.” 

McCuarrach Urges 
Showmanship in 
Retail Display 
New York, March 14.—The injec- 

tion of more showmanship and 

dramatic appeal into the retail ap- 

parel trade is being urged by the Mc- 

Currach Organization, New York. 

“Merchandising style does not end 

with the mere showing of style mer- 

chandise,” said J. C. McCurrach, in 

a recent advertisement to the trade. 

“It should be ‘staged’ like a play 

with the proper lighting effects and 

backgrounds that will set it off and 

dramatize it. 

“For instance; if the retailer pur- 

chases an important new style in 

neckwear, it will be very foolish for 

him to take that new merchandise 

and stick it in the back of some 

cases. If he has the instincts of the 

showman, which every _ retailer 

should have, he will take that idea 

and build a presentation around it 

that will make it seem as important 

to the consumer as it does to the 
retailer. 

“That retailer will invest the new 

merchandise with a glamour and a 

history that enriches the merchan- 

dise in the imagination of the ulti- 

mate purchaser.” 

“News-Record” Loses 
Advertising Manager 

Isaac Standish Holbrook, manager 
of advertising for Engineering News- 
Record and Construction Methods, 
New York, died March 7 in Victoria 
hospital, Miami, where he had gone 
early in the winter to recuperate 
from illness. 

Mr. Holbrook, who was 54 years 
old, began his career with the old 
Cassier’s Magazine. 

New Dodge Publication 
The F. W. Dodge Corporation, New 

York, will begin publication of Gen- 
eral Building Contractor in July. 
Theodore Crane, professor in build- 
ing and architectural construction at 
Yale, will be editor-in-chief, with 
Peter A. Stone, now editor of The 
American Contractor, Chicago, as 
managing editor. , 

Editorial offices of The American 
Contractor will be closed. 

Form Texas Club 
The Valley Advertising Club has 

been formed at Harlingen, Texas, and 
will affiliate with the Advertising 
Federation of America. A. E. Prince 
is temporary chairman. 
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’ by most advertising men as an ideal 

March 15, 1930 ADVERTISING AGE 

THAT DIME FOR 
A DAILY SHINE 
IS PROSPERITY 

Will Advertising Be Used ot 
Bring It Back? 

New York, March 14.—‘“Too much 

emphasis is placed on big business,” 
said Earnest Elmo Calkins in the 
March Review of Reviews. 

“The country prospers by that 
daily round of small expenditures, 
the grist of groceries, toilet articles, 

dry goods and clothing they buy. Let 

the housewives begin to pare their 
daily budgets, substitute a boiling 

piece for the weekly roast, make 
over little Mary’s frock instead of 
buying a new one, and business be- 
gins to fall off.” 

Mr. Calkins’ article was headed 
“Now is the time to advertise” and it 
occupied a leading place in the 

Review of Reviews. It is regarded 

exposition of advertising’s role in 

the scheme of things, because’ the 

writer brought it close to the hearth. 

“The time has come to use adver- 

tising as it was intended to be used, 

to stimulate business,” said Mr. Cal- 

kins. “Never has there been a time 

for a cleaner test. There are no 

adverse factors except the mental 

hazard of last year’s stock slump in 

men’s minds. The obstacle is psy- 

chological, not physical. 

Control of Prosperity? 

“We are in a position to learn 

whether we can control prosperity. 

When your car loses momentum on 

a hill you give it more gas. Business 

has lost some of its momentum. The 

remedy is more gas—more adver- 

tising. 

“Last year’s volume moved an enor- 

mous total of goods, but this year 

more is needed. The increase should 

be a hundred or two hundred mil- 

lion, whatever the grade demands. 

But instead of talking about it in big 

round numbers, let every manufac- 
turer and every retailer consider his 

own plans closely and ask himself 

whether he is planning to spend 

enough to bring this year’s sales up 

to last year’s or above them. 

“How many of those captains of 

industry who sat in on President 

Hoover’s council went home from 

that meeting and increased their own 

advertising appropriation?” 

One did, at least, according to Mr. 

Calkins. He was Clarence Mott Wool- 

ley, chairman of the board of the 

American Radiator & Standard Sant- 

tary Corporation. 

“Many businesses are unadver- 

tised,” he continued. “There is no 

half-way house. The _ advertising 

must be equal to the opportunity. Too 

little is better than none at all. 

“Two recent instances of great 

growth of sales following liberal ad- 

vertising are Lucky Strikes and Lis- 

terine. George W. Hill, president of 

the American Cigar Company, de- 

fended ‘Lucky Strike copy, saying 

no other style had produced so many 

sales. He should have explained that 

on no other style of copy had he 

spent a million dollars a month. 

Courage Did It 

“The story of Listerine is similar. 

A product in no wise superior to 
Many others has been built up into 

an astounding success by Mr. Lam- 

bert’s belief in advertising. The un- 
thinking credit halitosis with the 

growth, but halitosis was an incident. 

The idea merely gave Mr. Lambert 

courage to spend more on Listerine 

than had ever been spent on a sim- 

ilar product.” 

“This year advertising is more 
needed, not because people have less 

to spend but because they hesitate to 

spend it. It will be a fine test of ad- 

vertising. It is far more logical to 

advertise when sales are hard than 

when they are easy. Yet many other- 

wise logical manufacturers curtail 

advertising at the first sign of a busi- 

hess cloud. 

“That has not been so evident this 

ALONE ON BROADWAY WITH THEIR MEMORIES 

% 
See. Lynn Duotey 

ly learned something, but we are not 

yet quite at the point of increasing 

advertising in proportion to the dif- 

ficulties to be overcome. Two hun- 

dred and forty members of the Asso- 

ciation of National Advertisers, 

whose advertising totalled $186,000,- 

000 in 1929, plan to spend $206,000,- 

000 in 1930, an increase of $20,000,- 

000, or 11 per cent. 

“But $200,000,000 is a small part of 

the billion-and-a-half or more which 

advertisers spend annually. The bulk 

of that is local—department stores, 

drug stores, shoe stores, in every city 

and village, in local newspapers. 

Keeping Up Morale 

“Such expenditure is as necessary 

for keeping up buying morale as the 

more conspicuous efforts of national 

advertisers, and harder to get at—it 

is controlled by more units, the re- 

tailers of the smaller towns and 

cities, and even of the metropolitan 

centers, who are perhaps not so close 

to sources of inspiration and more ex- 

posed to local pessimism. 

“Each may think ‘My advertising 

is but a small part of the whole. I'll 

play safe, cut down this year, and see 

how things go.’ Multiply such doubt- 

ing Thomases by the number of re- 

tail storekeepers and you have upon 

you the only thing which is to be 

feared at this moment—a psychologi- 

cal business depression. 

“Few business men, even those 

who employ it, rate advertising high- 

ly enough. Advertising has never 

failed. Much wrongly conceived, 

misapplied advertising has failed; 

there has been inexcusable waste in 

even the most efficient, but as a 

method of distributing goods on such 

a scale that all the benefits of mass 

production are possible, advertising 

has not yet failed.” 

McQuiston Announces 
Westinghouse Changes 

East Pittsburgh, March 14 — J. C. 
McQuiston, general advertising man- 
ager of the Westinghouse Electric & 
Mfg. Co., has announced three im- 
portant appointments. 

Marshall Adams, formerly sales 
promotion manager of the domestic 
appliance department, with head- 
quarters in Mansfield, Ohio, becomes 
assistant general advertising man- 
ager, with headquarters at East 
Pittsburgh. 

A. B. Zerby, formerly assistant to 
general advertising manager, has 
been appointed director of advertis- 
ing production. 

R. R. Davis, also a former assist- 
ant to Mr. McQuiston, has been ap- 
pointed editor-in-chief of the adver- 
tising department. 

Announce Plans for 
Pittsburgh Exhibition 

Rules and regulations covering the 
third annual exhibit of the Pitts- 
burgh Advertising Club to be held 
from April 28 to May 2, have been 
announced. 

Arrangements have been made to 
take exhibits as quickly as they are 
prepared. No limit is placed on the 
number of exhibits from one com- 
pany. The classifications for the ex- 
hibition are: Advertisements, Adver- 
tising Printing and Direct Mail, Signs 
and Posters. 

An entrance fee of $1.00 per mount- 
ing will be charged with one speci- 
men to a mounting unless otherwise 
specified. Specimens’ should be 
mounted on black cover stock, double 
thick, antique or ripple finish. 

Entry blanks may be obtained from 
the following Pittsburgh members: 

Robert D. Dette, Park Building; 
Jim Coullie, Alling & Cory Co.; Miss 
Edith Mansmann, 5911 Penn Ave.; 

year as in the past. We have evident- 

Detroit Exiles 
Form N.Y.Club; 
Meet on Friday 

New York, March 14.—Detroit ad- 

vertising men and a few who aren’t 

advertising men but are from De- 

troit, have formed the Exiles’ Club, 

Unincorporated, and will meet month- 

ly to condole over the absence of a 

Rock of Elba, or other appropriate 

scenery. 

Just to show that they don’t care 

what happens to them, the members 

selected Friday for their meetings. 

The last one in each month will wit- 

ness the gathering. 

The membership includes two ex- 

presidents of the Adcraft Club of De- 

triot, and one former secretary. 

It is growing rapidly, applications 

having been received from E. L. Car- 

roll, S. A. E. Journal; David Erwin, 

advertising manager, General Mo- 

tors Export Corporation; Ed Shipper, 

Automotive Daily News; H. G. Weav- 

er, General Motors Corporation; 

Clarence Budington Kelland, a novel. 

ist; and Verne Burnett, who almost 

became a novelist after leaving Gen- 

eral Motors, but decided to be assis- 

tant to the president of General 

Foods instead. 

Talking Movies 
Now Within Reach 
of Advertisers 

A demonstration of portable sound 

movies featured the March 10 meet- 

ing of the Engineering Advertisers’ 

Association of Chicago, held at the 

Press Club. The demonstration was 

made with Bell & Howell equipment 

and sound films produced by the Bur- 

ton Holmes Lectures, Inc. 

H. F. Barrows, advertising man- 

ager of the Austin-Western Road Ma- 

chinery Company, Chicago, who is 

president of the E. A. A., said in in- 

troducing the demonstration that the 

cost of films and equipment in the 

sound movie field is being reduced to 

a point which makes the idea prac- 

ticable for the average industrial ad- 

vertiser. 

“Smell is one of the most dictative 

of man’s senses,” G. D. Gaw, presi- 

dent of the Gaw-O’Hara Envelope 

Company, of Chicago, told members 

of the association. 

Mr. Gaw discussed the merchan- 

dising value of envelopes. He said 

envelope manufacturers have learned 

to select proper paper stocks for en- 

velopes to carry catalogs and bro- 

chures of nearly all sizes and shapes, 

they have learned to apply color and 

artwork to making envelopes attrac- 

tive so that they will not pass un- 

opened across the executive’s desk, 

and now they are learning how to 

apply suggestive odors to envelopes. 

G. D. Conlee, chief engineer of the 

Republic Flow Meters Company, Chi- 

cago, gave the industrial advertisers 

an engineer’s viewpoint on advertis- 

ing. He asserted that engineers use 

business paper advertising for cur- 

rent reference purposes. Direct re- 

sults do not indicate the true value 

of advertising, he said, because the 

engineer may buy the product months 

after he has actually been sold on it 

through printed messages. 

In most cases it would be difficult 

to trace the effectiveness of adver- 

Advertising Club News 

Style Book Replaced 

by Half-Dozen Folders 
The style book produced for 

many years by Hart Schaffner 

& Marx, Chicago, for distribu- 

tion to the public through 

clothing dealers, has been 

superseded by six folders of 

four pages each. 

The folders will be issued 

through the entire season. 
The cover has room for the 

printing of prices of the fea- 

tured line, as well as the im- 

print of the dealer’s name. 

Aetna Will Rent 
Talking Cartoon 

New York, March 14.—The Aetna 

Life Insurance Company has com- 

pleted a talking cartoon which will 

be rented to salesmen for $3.25 for 

two weeks. The film, 125 feet long, 

is a “trailer,” which can be hitched 

to any standard length reel. 

It can be used by any theater 
equipped with the Western Electric 

system. The name of the local 

agent is placed on the end. 

—_ 

National Carbon 
Using Inserts in 

Trade Papers 
New York, March 14.—The Na- 

tional Carbon Company, manufac- 

turers of Everyready Raytheon 

tubes, recently inaugurated what is 

thought to be the most extensive ad- 

vertising campaigns on radio tubes 

ever conducted in business papers, 

using four-page, three-color inserts 

in eleven journals going to radio 

dealers. 

The first three pages of the insert 

featured the tubes while the last page 

was devoted to a description of an at- 

tractive dealer display which is free 

to retailers handling this product. 

While there is no definite tie-up 

with the company’s consumer adver- 

tising in the general magazines and 

newspapers, later business paper ad- 

vertisements will emphasize the ex- 

tensive national campaign the com- 

pany is conducting. 

The papers used in this campaign 

include Radio Retailing, Radio, Radio 

Broadcast, Talking Machine World, 

Radio Music Merchant, Electrical 

Merchandising, Hardware Age, Elec- 

trical Dealer, Radio Service Man, 

Jobbers Salesman and Talking Ma- 

chine and Radio Journal. 

N. W. Ayer & Son are placing ‘the 

advertising. 

Erwin & Wasey Move 
Erwin, Wasey & Co. have occupied 

their new offices on the eighth and 
ninth floors of the new Carbide & 
Carbon building, Chicago. The 
move was made necessary by an 
augmented creative staff and an in- 
creasing volume of business, accord- 
ing to Chester Foust, vice-president 
and general manager. 

Get Community Accounts 
The Joseph E. Hanson Advertising 

Company, Newark, N. J., will direct 
the advertising of the Chamber of 
Commerce and Civics of the Oranges 
and Maplewood. Over $100,000 will 
be invested. Local and metropolitan 
newspapers will be used. 

BOUND-INDEXED 
Handy to File 

MEDIA ANALYSIS 
For Primary Field 

WEEKLY SERVICE 
On New Advertisers 

maiden. 

General Magazine Field, 
These are the Primary Media and show you 
the scope and consumer approach of your 

competitors for public favor. 

245 Fifth Avenue, New York 
7 Water Street, Boston 

The National 
Advertising 

Records 
SELLING—is the major problem of our time, and ADVERTISING is its hand 

The Sales Strategy and Advertising Policy of each national’ advertiser 
unfold before your eyes month by month, if you are a subscriber to 

THE NATIONAL ADVERTISING RECORDS 
The primary media field is accurately and thoroughly checked for you month by month 

No ADVERTISER, AGENCY, or PUBLISHER can affor 

NATIONAL ADVERTISING RECORDS 
Confer today with our nearest office and have them shown to you. 

Special Reports Compiled on A pplication. ’ 

The COST is small, the SERVICE is great! 

NATIONAL REGISTER PUBLISHING CO. 
NEW YORK, N. Y. — Sole Sales Agent 

BOUND-INDEXED 
Handy for Reference 

YEARLY COMPARISON 
Since 1924 

ANALYTICAL TABLES 
In Each Field 

Farm Field, Radiocasting 
The strength and ‘watiiedin of each publica- 
tion is accurately plotted for you in each 

iven field. 
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WHEELER SEED CO 
AAT, CALIFORNIA 

Consider 
THE 

SEED TRADE 

serving more than 41,000,- 
000 customers through 
Seed, Hardwate stores and 
other dealer trade in the 
agricultural and horticul- 
tural fields. 

May we furnish you with 
a survey of what Seed 
World readers sell? Here 
is a trade which is anxious 
to sell additional lines. 

This information on re- 
quest. Ask for this survey, 
which has just been com- 
pleted. Mention line in 
which you are interested. 

SEED 
1018 S. WABASH AVE. 

Benjamin I. Davis, Jr., 422 First Ave. tising in influencing sales, he said. 

WORLD 
CHICAGO, ILL. 
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This Robot has brains 

© 

We have built up a system for the making and delivering 
of electrotypes as near to a perfect machine as modern 

knowledge can make it. In its precise and accurate func- 
tioning, it is as cold and logical as an adding machine. 

There is one vital difference. The men of our organiza- 
tion have brains and a sympathy with their work that 

enables them to do things that are forever beyond the 
power of machinery. 

When the unexpected happens, the last-minute change, 
the failure of some human element—quite frequently our 
executives or workmen will meet the situation and the 

trouble vanishes. 

We accept the full responsibility of making electrotypes 
with the highest reproductive qualities, packing them and 
shipping them to the destination you require—and on time. 

Whether it is a single minimum line plate electro or 
full-pages in a thousand newspapers does not affect the 
responsibility we assume. 

And nowhere else will you buy electrotypes, stereos or 

mats in quantities at lower prices than you pay us. 

REILLY ELECTROTYPE COMPANY 
DIVISION OF ELECTROGRAPHIC CORPORATION 

216 EAST FORTY-FIFTH STREET, NEW YORK CITY 

Branch: 80 LAFAYETTE STREET 

Advertisers may place orders for Electrotypes, Stereotypes and 

Mats for National advertising and dealer use through us or di- 

rect with our Associated Companies at the lowest possible prices. 

IN DETROIT: IN CHICAGO: IN INDIANAPOLIs: 

Reilly Electrotype Co., of Detroit Independent Ad-plate Co. Advance-Wright Electrotype Corp. 
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