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Rough Proofs 
The chairman of the arrange- 

ments committee for the National 
Air Races, held recently in Chicago, 
reported that the “feature of the 
meet was the publicity it received.” 
Implying that the advertising was 
better than the product? 

* * * 

Listerine is advertising the plight 
of a queen who had halitosis in 120 
B. C. and was given the gate by her 
royal boy friend. How these old 
scandals do hang on! 

* * * 

Listerine still holds the germ 
championship. The copy agrees to 
slaughter 200,000,000 of these pesky 
critters with each shot of the prod- 
uct which made Lord Lister famous. 
Airway is breaking into the lime- 
light with the same sort of appeal, 
but thus far has found only 500,000 
germs per gram in the vacuum 
cleaner bags it protests against. 
Airway will have to do better if it 
expects to make its prospects suffi- 
ciently germ-conscious. 

* * * 

One of the magazine stalwarts 
who has been talking market re- 
search for so many years that mem- 
ory runneth not to the contrary was 

the subject of a discussion between a 
couple of harassed advertising man- 
agers the other day. 
“Has Dulby made you market- 

conscious?” asked one of them with 
a grin. 

“Yes,” was the reply, “but he has 
also made me Dulby-unconscious.” 

* * * 

“He won’t even run for the 8:15,” 
says Absorbine, Jr., disparagingly. 
This implies that running for the 
8:15 is awfully good sport, but ex- 
perienced commuters assert that it 
is really nothing to get excited 
about. 

The Chicago Cubs are having @ 
hard time sticking around the top 
of the National League, but they 
should remember that as represen- 
tatives of William Wrigley, Jr., 
sticking should be one of the best 
things they do. 

* * * 

The Encyclopedia Brittanica fea- 
tures in its advertising the inclusion 
in the new edition of “500 new 
maps.” The offer should be adver- 
tised in Modern Beauty Shop. 

* * * 

Wings cigarettes are to be adver- 
tised by the Voice of the Sky, we 
are told. Not knocking, but wouldn’t 
you think this advertiser would pre- 
fer a bit of smoky sky-writing? 

* * * 

The New York Central; in its 
series on “Who’s Who on the 20th 
Century,” described William Wrig- 
ley, Jr., as “president of the William 
Wrigley, Jr., Company, director of 
the First National Bank and other 
important financial houses.” Did the 
New York Central ever hear of the 
Chicago Cubs? 

* * * 

Westinghouse proposes promotion 
of foreign trade by broadcasting 
American radio programs to South 
America. I’ll bet they'll broadcast 
right back, “No spik Inglis.” 

Copy Cus. 

SALES MANAGER 
MUST MANAGE, 
EXPERT INSISTS 

“Don't Ask Privates to Do 
Staff Work” 

Detroit, Mich., Sept. 11.—The 
business of an army staff is to cre- 
ate a plan of battle. The business 
of the line officer and of his men is 
merely to carry out the orders com- 
ing from headquarters. 

American business is suffering 
from the fact that the buck privates 
in the field have to do the work of 
the staff as well as the line. 

These ideas were expressed in an 
address here by Westley M. Inger- 
soll, assistant advertising manager 
of the Remington Rand Business 
Service, Inc., Buffalo. Mr. Ingersoll 
indicated that the American home 
manager is engaging much of the 
attention of the Remington Rand 
staff and that a typewriter in every 
home is the final objective of the 
organization and its $1,500,000 ad- 
vertising appropriation. 

“Today’s challenge,” he said, 
for creative sales direction—not the 
kind which places blind reliance on 
pep meetings and ginger letters to 
rouse a lagging sales organization 
in the face of a buyers’ strike. 

Burden on Management 
“To build a business success, you 

must belong to the school that puts 
responsibility squarely on the shoul- 
ders of management, and is commit- 
ted to the proposition that you don’t 
need stars and supermen to sell 
goods.” 

Mr. Ingersoll said that the Amer- 
ican Tobacco Company works out its 
selling plans through its sales man- 
agers, who themselves try out the 
ideas in the field. If and when the 
plans are perfected, they are re- 
vealed to the supervisors, who, in 
turn, teach them to the salesmen. 
The results are judged on the basis 
of what the salesmen accomplish. 
Failure is a headquarters failure. 

“The Great Atlantic & Pacific Tea 
Company,” said the speaker, “has 
found that their best managers are 
men who have failed as independent 
dealers. A considerable proportion 
of men are unable to direct a busi- 
ness successfully. But if this direc- 
tion comes from above, they develop 
into successful salesmen. Creative 
sales management demands that re- 
sourcefulness be supplied from 
above—that sales managers really 
manage!” 

“In selling, the old law of cause 
and effect is still operative,” he 
concluded. 

“The buyer’s attention must be 
attracted, his interest gained, his 
desire aroused and action insured. 
Somebody or something must supply 
the power to top these hurdles. 
Sometimes advertising will do it, but 
usually it is the salesman’s job. If 
advertising attracts attention and 
gains interest, it has done its work. 
The salesman must finish the task. 
“Management everywhere in this 

country should be in control of what 
goes on during those precious min- 
utes when the salesman is in touch 
with the prospect. That accom- 
plished, there will be more sales, 
fewer failures.” 

Holeproof 

New York, Sept. 11—The Hole- 
proof Hosiery Company’s unique 
color harmony chart books for men’s 
and women’s ensembles, which have 
created a sensation in trade circles, 
are a major development in the serv- 
ice inaugurated five years ago. 
Free ensembling advice from many 
sources is now available to dealers, 
but they attach great importance 
to the Holeproof contribution be- 
cause it has proved an authentic ad- 
vance guide to color fashions and is 
so prepared as to be remarkably 
practical as a retail selling aid. 

“In the first place,” said a repre- 
sentative of the company, “ the en- 
semble idea dates from the time 
when milady’s wardrobe was limited 
to a fig leaf, a leopard skin and a 

coat of tan. It involves nothing 
more or less than every woman’s 
anxiety to appear as attractive as 

she can and to have the greatest 
possible variety in her costumes. 

What Ensemble Means 

“If there is anything new about 
“jg|the ensemble idca it is that sales 

hungry manufacturers and dealers 
have misinterpreted the rapidly ris- 
ing artistic standards in dress to 
mean that there is now a glorious 
opportunity to ‘sell ’em one of every- 
thing to match.’ 

“In other words, the misunder- 
standing prevails in some quarters 
that women don’t want to buy just 
a frock, hose or a hat any more, but 

are resigned to the necessity of 
either buying a complete outfit or 

doing without. 
“The true situation is that women 

generally are sold on the fact that 
many of the artistic possibilities of 
dress depend upon how well the 
various parts of the complete cos- 
tume are harmonized in color and 
design. But women are still limited 
in the amount they can spend, and 
the significance of the ensemble to 
them lies in the care they must ex- 
ercise in buying each garment to ob- 
tain the greatest possible number 
of complete costumes. 

“Instead of simplifying the prob- 
lem of keeping up sales volume, the 
ensemble factor has complicated it. 
It is now obligatory for the dealer 
selling the popular trade to render a 
service’hitherto limited to the exclu- 
sive shop, and he faces the addi- 
tional difficulty of making the serv- 

Hosiery 
To Advertise Famous 
Ensemble Color Chart 

ice practical for buyers from a lower 
economic stratum. 

“The dealer who, instead of re- 
garding ensemble selling simply as 
a short cut to more sales, has com- 
bined it with an appeal to thrift 
fares the best. 

How Chart Functions 
“Such dealers have boosted their 

sales by using our color ensemble 
charts to show customers how to 
select a hat that can be used with 
three ensembles instead of one or 
two. These charts, which make use 
of actual materials, and which are 
vouched for by fashion authorities, 
help to interest and convince cus- 
tomers. 

“Also, with the growing impor- 
tance of the ensemble, there has 
developed extreme caution on the 
part of the clothing buyer. If he 
fails to stock goods that will be in 
demand, he obviously cannot expect 
to do business, and if, on the other 
hand, he loads up with the wrong 
colors, the results will be much more 
tragic than would have been the 
case a few years ago. Here is where 
our service has again lent a helping 
hand.” 

The Holeproof Hosiery Company 
has studied trends in color fashions 
for years. That its findings might 
be utilized by dealers, it brought out 
about five years ago an unpreten- 
tious panel on which small swatches 
of popular suit, coat and dress tex- 
tiles were grouped with a sample of 
hosiery fabric in a harmonizing 
shade. 

The dealers showed enthusiasm, 
so the company obliged with a larger 
panel the next year and elaborated 
the service thenceforth in accord- 
ance with the interest shown by the 
dealers and the use they made of 
it. The third year the company fur- 
nished some seven or eight textile 
groups, each mounted on a separate 
panel. The next year the guide was 
furnished in the form of a loose 
leaf portfolio. 

This year’s book is hard bound 
and contains 28 pages 10x13. The 
average group shows two coat fab- 
ries, two suit fabrics, two hat felts, 
four dress materials, two shoe lea- 
thers and one hosiery fabric. The 
swatches are mounted on the right 
hand page, and the opposing page 

(Continued on page 12) 

in industry and business. 

nificant,” said Mr. Tilton. 

Eastman to Publish Photographic Magazine 
Rochester, N. Y., Sept. 12—The Eastman Kodak Company will shortly 

begin publication of a magazine to be devoted to the uses of photography 

The magazine will go to executives of the principal industrial con- 
cerns of the country. It will be largely pictorial and will show by means 
of current examples how photography is used in advertising and sales 
work, and in various phases of factory production. 

The first issue will appear in January, 1931. 

“Deadhead” Mail Unimportant, Says Tilton 
Detroit, Sept. 12—Free mail of all classes, if rated at the regular 

postal rates, would produce only $9,900,000 annual revenue, F. A. 
Third Assistant Postmaster General, said in an address here. 

“Instances of abuse of the free mail privilege are almost insig- 

Tilton, 

Now Publicity Directors Have Organization 
New York, Sept. 12—The Publicity Directors Association of America 

has been formed here, with Aaron Singer as president. 
.! objectives will be to create a code of ethics. 

One of its first 

NEWSPAPERS OF 
LOUISIANA USE 
NEW DEFINITION 

N. A. E. A. Standard Is Effec- 
tive October 15 

Indianapolis, Ind., Sept. 12—Pub- 
lishers of the major Louisiana news- 
papers have adopted the retail-gen- 

Don Bridge, president of the 
Association of Newspaper Ad- 
vertising Executives. 

eral definition of advertising devel- 
oped by the Newspaper Advertising 
Executives Association and will put 
it into effect October 15, according 
to word received here. 

The newspapers of each city in 
Louisiana, however, reserve the 
right to interpret the definition in 
the light of local conditions, it is 
said. 

The list of newspapers adopting 
this definition includes the [tem, 
Morning Tribune, Times-Picayune 
and Daily States, of New Orleans; 
State Times and Morning Advocate, 
Baton Rouge; Journal and Times, 
Shreveport; News-Star, Post and 
Morning World, Monroe; and others. 

Back of the Louisiana situation is 
said to be the desire of the publish- 
ers “to provide a fundamental basis 
upon which advertising of a common 
commodity, distributed in a common 
fashion, can be given a common 
rate.” 

The Louisiana newspapers, like 
those of the other cities, have been 
concerned chiefly over the automo- 
tive and other fields, where the fran- 
chise system prevails. Under this 
system, it is charged, many auto- 
mobile manufacturers have been ob- 
taining national advertising at local 
rates. 

Don Bridge, advertising director 
of the Indianapolis News, is presi- 
dent of the Newspaper Advertising 
Executives Association. Mr. Bridge 
believes that the first step in a solu- 
tion of the local-national rate con- 
troversy is to have a complete un- 
derstanding as to what constitutes 
retail and general advertising re- 
spectively. ~ 

“Qur definition was intended to 
answer this important question,” he 
said. “Obviously it is advantageous 
to advertisers, agencies and publica- 
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alone owns and controls. 

are involved. 

some manufacturer. 

THE N. A. E. A. RATE DEFINITION 
“Newspaper rates are better designated as retail and general 

rather than as local and national. 

“An advertiser shall be entitled to retail rates only when he sells 
direct to the consumer through one or more retail stores which he 

“If the retailer named is also territory jobber, wholesaler or dis- 
tributor, the advertising is not local retail copy. 

“Retail rates apply to co-operative advertising confined strictly 
to a group of bona fide retail advertisers, provided the advertising 
is paid for by the merchants involved. General rates apply to all 
co-operative advertising where both retail and general advertisers 

“General rates apply to advertising over the signatures of two 
or more retailers, of separate ownership, offering the products of 

“General rates apply to all advertising other than that of strictly 
bona fide retailers, selling at retail exclusively, paid entirely by 
themselves, and offering goods or services to the customer at out- 
lets owned by themselves without reference to whether the copy is 
placed direct or through an advertising agency.” 

tions to have the rulings of individ- 
ual newspapers coincide as nearly as 
possible on definition. 

“The N. A. E. A. does not con- 
tend that the definition is 100 per 
cent perfect, and that it covers every 
conceivable advertising campaign in 
a clear-cut manner.” 

Mr. Bridge pointed out, however, 
that the association has been work- 
ing on the general problem for sev- 
eral years, and that the resolution 

adopted last May was the fruit of 
much labor by several different com- 
mittees. 

“The fact that the same general 
principle was adopted and recom- 
mended by three entirely separate 
committees, and the recommenda- 
tions were approved by three en- 
tirely different conventions, indi- 
cates that the basic principle is cor- 
rect,” said Mr. Bridge. 

“By ‘correct’ we refer not only to 
the interests of newspapers, but of 
advertising agencies, general adver- 
tisers and retail advertisers.” 

Loses Life in Duel 
Charles Patterson, 52, advertis- 

ing manager of a large Southern 
furniture store, lost his life in a 
duel in New Orleans September 5. 
Mr. Patterson formerly served the 
Birmingham News. 

Million Dollar 
Cigar Campaign 
Proposedin N.Y. 

New York, Sept. 11—If the efforts 
of their president, John H. Duys, 
are successful, the Associated Cigar 
Manufacturers and Leaf Tobacco 
Dealers will spend $1,000,000 to cre- 
ate new cigar smokers. Mr. Duys 
would assess members of the associ- 
ation 15 cents per thousand on their 
cutput of five-cent cigars, and 25 
cents per thousand on _ ten-cent 
cigars. 

The Associated Cigar Manufac- 
turers produce about 70 per cent of 
the country’s cigars. 

In a letter to members Mr. Duys 
explained that the American Cigar 
Company and the P. Lorillard Com- 
pany, which jointly produce 1,200,- 
000,000 cigars and cheroots, are not 
members of the organization, be- 
cause of their cigarette interests. 

Mr. Duys pointed out that the to- 
bacco appetite of the public is in- 
creasing, and that the failure of 

cigars to grow with cigarettes Is the 
fault of the manufacturers of the 
former. 

SERVICE 
Walker & Co., qualified through 

close contact with the expansion 

of the Detroit area over a period 

of forty-five years, are in a position 

to recommend poster, bulletin and 

electric spectacular displays 

based upon an intelligent analysis 

of the market, its consumer accept- 

ance and distribution practices. 

Coupled with this service, Walker 

& Co. offer sales promotion assist- 

ance to increase the effectiveness 

of every outdoor selling message. 

WALKER & (10. 

88 Custer Ave., Detroit 

and 46 Progressive Michigan Cities 

COPYWRITER WHO 
LOVES IT WILL 
DO GOOD J0B 

Keep Describes Amateur Spirit 
in Advertising 

St. Louis, Mo., Sept. 9.—Adver- 
tising need not be louder and fun- 
nier, but it must be fresher and 

~~ 

LE MOMENT MALENCONTREUX 

[THE UNFORTUNATE MOMENT] 

When you have met your “belle o 

wére™ (mother-in-law) at the station 

and have shidded into the “lec” (pro- ¢ 

nounced lake). Do not worry mais non! 

be nonchalant... © 
LIGHT A MURAD 

Feonouncno remrhect OF é 
PESKRIMINATING SmOKERS 

“Good Copy,” Says Keep 

more spontaneous, if it is to hold 
public interest, O. D. Keep, sales 
promotion manager of Time and 
Fortune, told the Advertising Club 
of St. Louis at the Hotel Statler 
today. 

Mr. Keep said that the success of 
Time encouraged him to offer his 
recipe. Time had 15,000 circulation 
its first year (1923). It now has 
300,000. From $16,000 worth of ad- 
vertising handled in 1923 it has 
scaled up to $2,500,000, which will 
be the 1930 revenue from this 
source. 

Since Mr. Keep entered the pub- 
lishing field fresh from Williams 
College, his brother alumni from 
that institution turned up in large 
numbers for the meeting. Douglas 
V. Martin, Jr., of the St. Louis 
Globe-Democrat, introduced each 
Williams graduate, with mention of 
the class year and achievements of 
each. He also introduced a number 
of newspaper representatives. 

Doing It for Love 

“My theory,” said Mr. Keep, “is 
that if advertising is to do a better 
selling job, it must get a new view- 
point. I call it the amateur spirit. 
This word does not denote that one 
is crude or unskilled. It merely sug- 
gests a real interest. One dictionary 
says that an amateur is one who 
practices an art for the love of it. 

“The cynical mind is quite preva- 
lent today. It is best disarmed with 
simplicity. 

“Advertising must claim less. It 
must deal in fewer superlatives. It 
is difficult to fool all of the people 
even some of the time. 

“There is a strong need that ad- 
vertising seem less _ professional. 
Most advertising reads as if it has 
been built in a brain factory, by a 
fellow with a towel around his head 
and only 30 minutes to do it in. 

“Advertising should make a 
greater use of the art of simplicity. 
It should be less circumlocutory. 

“Finally, it must be more humor- 
ous and perhaps less funny. It must 
not take itself too seriously.” 

Mr. Keep said that a study of 
current advertising campaigns 
showed that a very small percentage 
have been marked by the qualities 
he had stressed. 

Macy’s Did It 
“There are some, however, which 

have this peculiar gift of freshness 
and spontaneity,” he said. “Out- 
standing among these few is Macy’s, 
New York. Macy’s was and is a 
store where those who wish to econ- 
omize wend their way. By an amaz- 

GIVES FORMULA FOR 
COPYWRITERS 

O. D. Keep 

ing advertising campaign, it has be- 
come, also, a store where the 
wealthy love to go and come back to 
report with glee that they saved 
$2.50 on something. 

“Macy’s did it with advertising 
which is simple, direct, naive—abso- 
lutely disarming to the hyper-criti- 
cal mind.” 

Flit copy was held up as another 
example of advertising that causes 
a quiet smile, a favorable impres- 
sion, and a silent decision to buy it 
should the need arise for a product 
in its class. Mr. Keep also endorsed 
Murad advertising, in spite of the 
criticism of some experts who say 
its humor has nothing to do with 
the product and therefore is not 
helpful. 

“The ‘future shadow’ campaign 
of the American Tobacco Company,” 
said Mr. Keep, “is the bunk. But it 
is such complete and gorgeous bunk 
that it is worth while. George 
Washington Hill, the author of this 
advertising, has called attention to 
the product in a novel way. The 
advertising is not funny, but it is 
amusing. That is the strength of 
the advertising and the secret of 
the big 1930 earnings of the adver- 
tiser.” 

Quaker State Oil and Armstrong 
Cork were other products indicated 
by Mr. Keep as possessing a qual- 
ity which make them faintly lumi- 
nous in the dark sea of advertising. 
Aetna insurance copy was placed 
in the same class. 

Pachydermic Copy 

“These campaigns are exceptions 
to the rule,” said the speaker. “Most 
manufacturers are sticking to pon- 
derous copy that is hard to read and 
often not worth the effort. Copy of 

this kind confirms the cynical mind, 
instead of disarming it. 
“When you find an advertising 

campaign that is also a selling cam- 
paign, you will find back of it some 
personality filled with joy and gusto. 
If you haven’t that kind of person 
in your organization, you would do 
well to go out and get one. 

“With all its faults, the Lucky 
Strike advertising has vitality.” 

Mr. Keep said that Time was 
started in 1923 by two college lads 
who didn’t know it couldn’t be done, 
They out-talked some of their 
friends to the extent of $86,000, and 
hired a small office in an old brew- 
ery. They hired other young en- 
thusiasts who didn’t care about the 
remuneration as long as there was a 
chance to let off some steam. 

The Copper Kettle 

“Perhaps the key to the whole 
thing was the fact that in the middle 
of the office there was a big copper 
kettle, into which cigarette butts 
were tossed. When the kettle was 
full, it was emptied, this ritual tak- 
ing place every two weeks or so.” 

The only rule in the office was’: 
“Don’t send out any piece of promo- 
tion you didn’t enjoy writing.” 

Mr. Keep cited other instances of 
the amateur spirit. 
“Jean Borotra, the bounding 

Basque, is an example,” he said, 
“His opponents are playing to beat 
Borotra. Borotra himself is playing 
because he likes to play tennis. He 
is the kind of person who would be 
an amateur in advertising—practic- 
ing an art for the love of it. 

“Charles Lindbergh is another. 
When he consented to write a book 
telling of his Atlantic flight, he 
wrote it without the aid of a ghost. 

“Lindbergh’s father-in-law, 
Dwight Morrow, is another. He is 
always one ahead of the profes- 
sional politicians, because he says 
the thing that’s in his mind, letting 
the results be what they may. His 
popularity is inexplicable to the men 
he is beating every time he runs 
against them. 

“This amateur spirit 
needed in advertising.” 

Concluding, he gave his audience 
a hint as to how the publications he 
represents got their names: 

“There is a time or tide in the 
affairs of men which, taken at the 
flood, leads on to fortune.” 

is badly 

“Bayonne Times” Now 
Alone in Field 

The Bayonne (N. J.) Times has 
acquired the Bayonne Evening News 
and merged it under the name of the 
Bayonne Times-News. The merger 
leaves the 60-year-old paper alone in 
its field. Sydney A. and Herman 
Lazarus are the publishers. 

De Puy 
Publications 

+ 5 

BANKING and INSURANCE 

Business Awaits You 
In This Rich Insurance Field 

USINESS is better in the high producing 
NORTHWESTERN 

BANKER 
35th Year 

Des MoINnes 

MID-WESTERN 
BANKER 
20th Year 
MILWAUKEE 

Middle-west, and that is where the Un- 
derwriters Review serves as the “personal 

insurance magazine” for alert agents and insur- 
ance executives. The advertising value of this 
publication is demonstrated by the number of 
representative organizations who already have 
used it over a period of time. 

If you are interested in this rich territory, 
place your message where it will be read and 

CENTRAL WESTERN 
BANKER 
25th Year 
OMAHA 

IOWA BANK 
DIRECTORY 

20th Year 
Des MoINnes 

UNDERWRITERS DES MOINES: 

REVIEW 55 Seventh Street 

37th Year William H. Maas 
Des Mortnes i Fi 

Frank P. ome. 
25 45th te: w. 
pkey : 

Lewis, 

acted upon. Let the Underwriters Review take 
care of your advertising needs in this worth- 
while territory. 

UNDERWRITERS REVIEW 
One of the DePuy Publications 

Reaches the insurance men 
of the Middle-west 
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Lux Creates Furor 
With Free Samples 
for Chicago Women 

With the appearance in the roto- 
gravure section of the Chicago Trib- 
une of September 7 of a coupon en- 
titling the reader to one free pack- 
age of Lux, advertising men are 
speculating as to whether or not 

Lever Brothers Company is prepar- 
ing to enter upon the greatest sam- 
pling campaign in history. 

The full-page advertisement car- 
rying the coupon appeared in no 
other city, it is said. The rush of 

coupon holders to the nearest store 
was reported to have begun early 
Monday morning and to have lasted 
during the entire week in Chicago. 

The Lux offer followed one made 
in the Chicago territory recently by 
the Colgate-Palmolive-Peet Com- 

pany. In its direct mail, the com- 
pany enclosed a handsome coupon, 
good for one package of Palmolive 
Beads, provided the holder  pur- 
chased a cake of Palmolive soap for 
ten cents. 

No Strings Attached 
Lever Brothers apparently decided 

to go one better, offering the pack- 
age of Lux without any restrictions 
whatever, except that the user of the 
coupon sign her name. This plan 
gives the company a very interesting 
mailing list. 

The duel between Lux and Beads 
is attracting comment but these 
products are not alone in the field by 

- any means. Kirk’s American Fam- 
ily soap, recently transferred to the 

ownership of the Procter & Gamble 
Company, is doing some skirmishing, 
and is, as usual, giving an excellent 
account of itself. One recent piece 
of Kirk copy caused competing soap 
copywriters to receive severe criti- 
cism from their superiors, when it 
intimated that Kirk soap not only 
makes the family wash easy, but it 

actually exercises a healing influence 
on reddened hands. The Kirk copy- 
writer is said to have received a 
raise in pay. 

The Lux sampling plan recalls 
other recent merchandising develop- 
ments of a somewhat similar char- 
acter. One of these was the gift to 
America’s 12-year old children of 
500,000 cameras by the Eastman 
Kodak Company of Rochester, N. Y. 

Somewhat in the same vein, the 
Gillette Safety Razor Campany and 
Colgate-Palmolive-Peet are co-ope- 
rating to secure distribution of Col- 
gate shaving cream and the Gillette 
razor at such a low combination 
price that wide distribution is 
assured. 

Fourth Biggest Advertiser 

The battle for the soap market 
has been waged more fervently this 
year than ever before. In the maga- 
zine field, advertising of soaps and 
household supplies ranks fourth in 
importance, $6,699,000 having been 
expended during the first eight 
months of 1930. Not all of this was 
for soap, but a large percentage 
was. 

Lever Brothers Company has 
spent $802,400 in promoting Lux 
soap flakes and Rinso via the maga- 
zines this year. Colgate & Co. have 
spent $411,000 on Super Suds. Fels 
& Co. have spent $444,000 on Fels 
Naphtha laundry soap. The Procter 
& Gamble Company leads the pro- 
cession with an _ investment of 
$1,555,000 for its various household 
soaps. 

Most of these advertisers have 
spent as much or more in news- 
papers and other forms of pro- 
motion. 

Grisby-Grunow 
Get Leads from 
Present Owners 

Borrowing a leaf from the experi- 
ence of automobile manufacturers, 

the Grigsby-Grunow Company, Chi- 
cago, is emphasizing the value of 
leads secured from present owners 
of Majestic sets. The chief value of 
this system, the company believes, is 
that such leads give the dealer an 
accurate line on the financial con- 
dition of the prospect, in many in- 
stances making it possible to sell a 
much higher priced set than would 
otherwise be sold. 
An elaborate system has been de- 

veloped by which prizes will be 
awarded to the Majestic owners 
contributing names which are de- 
veloped into sales. 
Grigsby-Grunow’s fall sales school 

has been instituted, the distributor 
and the dealer dividing the expense 
of the salesman while he is in Chi- 
cago. 

The company remains adamant on 
the subject of tone control and has 
warned dealers against incorporat- 
ing such “gadgets” in Majestic’ sets. 
“Operating a properly designed 

radio receiver with a good audio 
amplitier and a good speaker, with 
any type of a tone control, would be 
about as consistent as going to an 
art gallery and viewing the master- 
pieces in paintings with red or green 
glasses,” said the company. 

Handy to Address 
Advertising Women 

Jamison Handy, president of the 
Jam Handy Picture Service, will be 
the speaker at the first fall meet- 
Ing of the Women’s Advertising 
Club of Chicago, to be held at the 
pensress Hotel at 6:30 September 

Paul Van Auken, manager of the 
International Direct Mail Advertis- 
ing Association, will give an out- 
line of the coming convention in Mil- 
waukee, 

Add Eight Members 
on Convention Eve 

Eight new members have joined 
the Financial Advertisers Associa- 
tion, Chicago, on the eve of the or- 
ganization’s Louisville convention. 
The additions are: 

Corporate members: Chicago Bank 
of Commerce, represented by Oliver 
W. Reese; Indiana State Bank, In- 
diana Harbor, Ind., Paul P. Kox- 
acik; Webster & Atlas National 
Bank, Boston, Raymond B. Cox; 
Trust Company of New Jersey, Jer- 
sey City, Walter B. French; Inves- 
tors Equity Corp., Toronto, M. J. 
Patton. 

Individual members: Peter Michel- 
son, Bank of Italy, San Francisco; 
F. L. Torney, Slayton-Learoyd, Inc. 
Boston, and Henry L. Badger, Web- 
ster & Atlas National Bank, Boston. 

Join “Hotel Journal” 
Eric Thiele, formerly with Auto- 

mobile Digest, Cincinnati, has joined 
the advertising staff of American 
Hotel Journal, Chicago. 

Edward J. Hyland is an addition 
to the executive .staff. He was 
formerly advertising manager of the 
Evening Herald, Champaign, IIl. 

Low to Address 
Industrial Group 

Charles Low will be the speaker 
at the September 15 meeting of the 
Engineering Advertisers’ Associa- 
tion, Chicago. J. R. Hopkins, adver- 
tising manager of the Chicago Belt- 
ing Company, who is in charge of 
the programs, has completed the: 
schedule for the entire club year. 

Lee Heads Printers 
Montague Lee, president of Lee 

& Phillips, Inc., New York, has been 
elected president of the New York 
Employing Printers Association. 
Mr. Lee has been a director of the 
organization, and is prominent in 
the councils of other printing groups. 

Pearson to Speak 
Earle Pearson, general manager 

of the Advertising Federation of 
America, New York, will address the 
Advertising Club of Pittsfield, Mass., 
September 16. 

MERGING 

A. W. Erickson 
Mr. Erickson is founder and 

president of the Erickson Company, 
New York, soon to merge with the 

Arthur Acheson, 
Colorful Figure, 
Is Dead in East 

New York, Sept. 11—In the death 
of Arthur Acheson September 5 at 
his home at Ardsley-on-Hudson, ad- 
vertising lost one of its resourceful 
characters. Mr. Acheson was cred- 
ited, among other achievements, 
with the creation of the slogan, 
“Goodyear Means Good Wear” for 
the Goodyear Tire & Rubber Com- 
pany. 

A traveler over the globe, Mr. 
Acheson’s genius was enlisted in be- 
half of other American products. He 
was with the Quaker Oats Company 
about 25 years ago and was en- 
trusted with the introductory adver- 
tising and sales work when that 
company added Australia to its list 
of export markets. 

If advertising was his vocation, 
his admiration for Shakespeare ab- 
sorbed almost as much of his time. 
Mr. Acheson was a prolific writer, 
dividing his talents between his two 

were “Trade-Mark Advertising As 
an Investment,” “Shakespeare’s Son- 
net Story,” “Belief-Building Adver- 
tising” and “Shakespeare and the 
Rival Poet.” 

Mr. Acheson was a son of Ireland 
and a graduate of Trinity College. 
During his career, he was associated 
with the Christian Herald, the Pos- 
ter Advertising Company, the Curtis 
Publications, and various advertis- 
ing agencies. At the time of. his 
death at the age of 67, he was an 
account executive with the General 
Outdoor Advertising Company. 

League Resumes Work 
The first dinner meeting of the 

fall will be held by the League of 
Advertising Women, New York, 
September 16 at the Advertisin 
Club’s quarters. The styling an 
merchandising of home furnishings 
will be the topic. 

French Line Appoints 
The French Line (Compagnie 

Generale Transatlantique) has ap- 
pointed Batten, Barton, Durstine & 
Osborn, New York, as its American 
advertising agency, effective Janu- 

H. K. McCann Company. loves. Among products of his pen |ary 1. 

No. 27 of a Series 

lt Seems That 

Scribner’s Magazine 

Published a Story— 

HIS ADVERTISEMENT for September 

Scribner's will appear only a few days 

before the October issue is on the stands. 

Weeks being what they are, that is inev- 

itable. Every week can’t be the first week 

in a month. 

But actuated by a deep, Machiavellian 

motive, we have kept our best talking 

point to the last. For this advertisement is 

on the featured novel “Many Thousands 
Gone” by John Peale Bishop which is pub- 
lished complete in the September number. 

By every sensible consideration that should 

have been the subject of the first Septem- 

ber advertisement. 

You will not miss your lunch in astonish- 

ment when we tell you that we have been 

making quite a play on these complete 

novels. They are the big news among the 

quality magazines just now and we spend 

a lot of time standing around prominent 

corners allowing people to slap us on the 

back about them. 

The real reason for being so modest 

about the Bishop novel is because we felt 

that after you read “S. S. San Pedro” by 
James Gould Cozzens in the August num- 

ber, nothing could keep you from the 

second. 

There is always a chance (remote, nat- 

urally) that we may be wrong, hence this 

belated reminder that the Bishop story is 

@ grand story, which you are only cutting 

off your nose, etc., if you miss. 

As a matter of truth, there is no sense in 

being modest about the $5,000 prize con- 
test (which closes September 20). It has 

been an astonishing success. We are writing 

this on August 18 and the total of manu- 
scripts received is 687, with a month to 

go. Out of the first 500, we selected three. 

You can either say “only three!” or “you 
really found three?” There were many 

passable stories but we have hunted for 

exceptional ones and are finding them, 

heaven be praised! 

We are going to publish one of them 

complete in each issue so long as we can 

find exceptional ones. AND NOT ONE MONTH 

LONGER. You can bank on that. Novels of the 

highest quality or none at all. 

if you haven't already done it, read the 

Bishop story in September and keep an 

eye out for the Grace Flandravu story in 

October. 

Better still, take a hand in one of our 

reader contests and give your editorial 

opinion of these long stories. The details 

are among the front advertising pages of 

the magazine, and the swamping after the 

“§. S. San Pedro” novel still has us groggy. 
What they didn’t say about that one! 

SEPTEMBER 

SCRIBNER’S 
“SCRIBNER'S MAGAZINE TODAY IS FAR AND AWAY THE BEST OF THE MONTHLIES. FOR IT IS THE 

MOST ROUNDED, THE MOST UP-TO-DATE, AND THE MOST SATISFYING.”’— BOSTON TRANSCRIPT 
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Selective Distribution and 

Advertising 
So much attention has been paid 

of late to the necessity of hooking 
up advertising with sales efforts 
that an interesting problem is pre- 
sented in the case of the manufac- 
turer who decides definitely that it 
does not pay him to cultivate certain 
types of retail accounts through per- 
sonal sales efforts. 

If he proceeds to eliminate them, 
through reducing his sales efforts to 
the vanishing point, and thus ceases 
to have distribution facilities for 
many of the consumers who read 
his advertising, what is the result? 
Obviously, the advertising becomes 
of smaller value, competition cap- 
tures that trade, and he is out of 
that portion of his market. 

His answer, of course, is that the 
business was unprofitable, and that 
he is concentrating his efforts on 
business which produces a net profit, 
rather than merely adds to the total 
volume of sales. He is willing, he 
says, to let the other fellow have the 
business which is sure to produce 
a loss. 

However, we wonder if the prob- 
lem needs so radical a solution as 
that implied in the preceding state- 
ment, which corresponds closely to 
some of the policies which are now 
being put into effect by well-known 
national advertisers. Is complete 
abandonment of the business neces- 
sary—or is a different method of 
handling it not in order? 

Coca-Cola is somewhat responsible 
for the intensive study of the rela- 
tive value of sales outlets now going 
on in so many big organizations. 
But Coca-Cola has not, as far as we 
have been able to observe, reduced 

the number of its retail outlets. It 
still wants fairly universal distribu- 

tion. Yet, because some outlets are 
worth more than others. Coca-Cola 
is reducing the amount of personal 
sales effort expended upon the little 
fellows, and increasing the amount 
directed toward the important stores, 
where present and potential volume 
is large. 

But suppose the account is one 
which requires a disproportionate 
amount of effort, regardless of the 
way calls are reduced and other sales 
efforts scaled down? Is it to be dis- 
carded completely and the consum- 
ers who are in its zone of influence 
thrown out of the picture as far as 
advertising effectiveness and actual 
buying are concerned? 

It seems to us that if advertising 
is actually mass selling, and if it is 
doing its part of the work, it ought 
to be possible, through good trade 
advertising, and through direct mail 
and sales promotion efforts gener- 
ally, to handle the smaller accounts 
in a way which will eliminate per- 
sonal sales expense, but will keep 
those accounts alive. 

The matter of credit ratings, col- 
lection and delivery problems, etc., is 
something else, of course. It is part 
of the problem of the distributor, in 
most cases. But if the distributor is 
willing to serve the small account, 

in the less profitable market, should 
the manufacturer, advertising gen- 
erally, toss a portion of his advertis- 
ing value into the discard? 

Isn’t the problem rather one of 
adapting to that kind of business 
an advertising and sales promotion 
method that will be less expensive 
than the personal kind, but will still 
hold the market, maintain distribu- 
tion and supply service to the con- 
sumer? 

Hint to Club Secretaries 
The open season for advertising 

speech-making is at hand. 
During the next few months mil- 

lions of announcements will be 
printed, asserting that hundreds of 
speakers have “messages” of impor- 
tance for business men. Numerous 
chairmen will present to more or less 
skeptical audiences speakers who 
have come from far and near to tell 
what’s what and why. They will 
view with alarm and point with 
pride. They will crack jokes and 
they will perspire. They will speak 
while ice-cream is melting and pie- 
forks are being rattled against 
chinaware. 

And after all the speakers have 
retired in good order, more or less, 

and their hearers have gone back to 
their desks, what of it? 

We are wondering whether all the 
advertising clubs and associations 
which are going to unleash so much 
eloquence upon their members have 
a real purpose in doing so, or are 
planning simply to go through a 
number of accustomed motions. If 
the latter, a lot of paper, printing, 

postage and personal energy might 
be saved to good advantage. 

On the other hand, a good talk 
on a practical subject by someone 
who knows what it’s all about can 
serve a mighty useful purpose. 
Which is it going to be? 

Club and association secretaries 
have a hard job. They have a diffi- 
cult time persuading successful men 
to speak, and an equally difficult 
time persuading others to listen. 
They try to make programs which 
are informative and helpful, and ad- 
mit that sometimes the crop of 
lemons is all too plentiful. 

There are two good suggestions 
which might be made at this time 
to these hard-worked secretaries: 

First, don’t invite people who have 
axes to grind. They are likely to 
grind them. 

Second, have subjects of impor- 
tance discussed by people of experi- 
ence. You can get along better with- 
out eloquence than experience. A 
case record containing the actual 
facts of an authentic experience is 
worth several tons of blah. 

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. 

145. Seven Steps to Success in 
Direct Selling. 

If this 30-page booklet may be 
believed, the Fuller man is not only 
representative of an American social 
institution but of a method of sell- 
ing as firmly entrenched within the 
safe borders of systematic and tried 
procedure as is banking, manufac- 
turing or transportation. The meth- 
ods of successful direct to the con- 
sumer organizations are discussed 
in detail, with expert appreciation 
of the principles involved and their 
interest to the uninitiated. Pub- 
lished by the Phil Gordon Agency, 
Chicago. 

146. The Problem of Textile Adver- 
tising. * 

The lack of profits in the cotton 
goods industry have been widely 
publicized by stubborn mill hands 
at Marion and elsewhere. Allyn B. 
McIntire, vice-president of the Pep- 
perell Manufacturing Company, 
Boston, pointedly intimated in his 
address to the National Association 
of Cotton Manufacturers that the 
immediate need is for judicious 
advertising and merchandising pro- 
cedure that will benefit the indi- 
vidual mill and the industry as a 
whole. The Calvin Stanford Adver- 
tising Agency, Atlanta, has printed 
the address in a handsome book. 

147. Type vs. Hand Lettering. 

A pamphlet issued by the Conti- 
nental Typefounders Association, 
Inc., New York, to suggest the sub- 
stitution of the new Gloria type for 
hand lettering under certain condi- 
tions. Judging from the appear- 
ance of the sample layouts, Gloria 
will prove a boon to the advertising 
production manager confronted with 
the omnipresent problem of keep- 
ing quality up and cost down. 

148. Blacker Than Black. 

This is a descriptive folder ac- 
companied by samples of Falpaco 
Black, a coated cardboard with a 
deep lusterless black finish. Used 
for printing, it gives a distinctive 
and beautiful effect of relief. The 
Falulah Paper Company, Fitchburg, 
Mass., will supply advertising men 
with sample sheets and suggestions 
for special uses in the art depart- 
ment. 

149. Type Faces and Interesting 
Highlights on the Graphic 
Arts. 

The Rosenow Company, Chicago, 
has made a major contribution to 
advertising with a 220-page, ex- 
pertly printed, hard-bound book. It 
is not only invaluable to the adver- 
tising production manager desiring 
a practical working knowledge of 
the graphic arts but an object les- 
son to all advertising men as to 
what can be accomplished by the 
judicious expenditure of talent and 
money. The book discusses plan- 
ning, layout, illustrations, copy, 
engravings, composition, paper, 
presswork and binding, supple- 
mented with informative illustra- 
tions, a chapter on the development 
of type, specimens of the best adver- 
tising type faces, a glossary of 
terms and symbols and useful price 
scales. 

95. Market Analysis of Amusemeni 
Park Management and 
Aquatics. 

Breaks down the field by, parks 
commercial pools, beaches, etc. In- 
cludes a description of the buying 
and operating methods of the sev- 
eral classifications and a list of 
articles bought in this field. Pub- 
lished by Amusement Park Manage- 
ment and Aquatics, New York. 

Has It Come to This? 

| WANT To PAY 

CACH FOR THIS 

"RApIO - 

Sorey, BUT 1 Don't 
KNOW HOW TO GO ABOUT 

SELLING ONE FOR CASH 

—College Humor 

Voice of the peur 
Halitosis Versus 

Advertisementosis 
To the Editor: The attached arti- 

cle about halitosis from the Septem- 
ber issue of the Osteopathic Maga- 
zine, Chicago, is very interesting in 
that it invents a new word, “adver- 
tisementosis.” 

It is, however, pretty good evi- 
dence of the power of advertising. 

FRANK M. ComrRIE, 
Pres., Frank M. Comrie Co., 

Chicago. 

Query: I have halitosis and a 
coated tongue. The back of my 
tongue is covered with white lumps 
and pimples and I do not know what 
to do for either condition. (H. H., 
Conn.). 

Answer: You are suffering not 
from halitosis but from “advertise- 
mentosis.” Possibly there are cases 
of sour and fetid breath but they are 
less frequent than advertisements 
would lead us to believe. 

In general, a coated tongue does 
not cause bad breath; a frequent 
cause is constipation and intestinal 
poisoning. Such conditions have to 
be treated in order to obtain intes- 
tinal elimination and then the breath 
is better. Many cases of coated 
tongue occur in individuals who are 
afraid to eat. A missed meal or two 
usually causes a coated tongue. 

The white pimples on the back of 
your tongue may be a little larger 
than normal but they are supposed 
to be there and your tongue would 
not function if it were as smooth as 
you think it should be. Spend less 
time examining your tongue and 
more time in open air exercise and 
eat a diet of plenty of fruits and 
vegetables. 

If, after building up your system 
you still insist that your breath is 
fetid, go to a specialist and have 
your nose and throat examined, as 
occasionally disorders in the back 
part of the nose will cause an odor. 
Don’t blame your tongue. 

* * * 

Davenport Dentists 
Educating Public 

To the Editor: In connection with 
your story of how Little Rock Den- 
tists are using newspaper advertis- 
ing to reach the public it may inter- 
est you to know that the Davenport 
District Dental Society has just com- 
pleted a twenty weeks radio educa- 
tional program under the general 
title of “Talent and Teeth.” 

This program was of fifteen min- 
utes duration one morning a week 
and the talks included every possible 
advisory idea on teeth and the 
mouth. Free booklets supplied by 

the Iowa state university were 
mailed out to those writing in. 

The requests were most gratifying 
in number, and, although the com- 
paign was not colored by any adver- 
tising, its results were considered 
adequate for the cost. 

Louis G. DE ARMAND, 
Davenport, Iowa. 

* * * 

For Cleaner Copy 
and Saner Business 

To the Editor: I am sure you will 
be interested in two articles printed 
in our September issue. The first 
is an analysis of a recent cut-price 
sale advertisement by a department 
store. I only trust that we shall 
avoid a law suit over the article. 

The second is outstanding in its 
good common sense, being entitled, 
“Can Times of Depression Be 
Avoided?” 

My motive in sending you this 
marked copy is to assure you that 
you are not alone in your fight for 
cleaner and better advertising and 
bigger and saner business. 

R. W. Dow, 
Editor, Trunks and Leather Goods, 

New York. 
* * * 

Referred to Four A’s 
To the Editor: In a recent issue 

of ADVERTISING AGE, there appeared 
a chart headed “Per cent of news- 
paper circulation to families in each 
income class in Boston and suburbs 
combined.” 

In looking this over very carefully 
we are at a loss to account for the 
fact that the percentage figures 
shown horizontally for each news- 
paper total over 100 per cent. Per- 
haps you will explain the reason 
for this. 

’ E. A. TUTTLE, 
Adv. Dept., Cunard Line, New York. 

* * * 

Joy Smoke Is Back 
To the Editor: While we appreci- 

ate the interest it has aroused, there 
is nothing unusual or significant in 
the reappearance of Prince Albert 
advertising, following the compara- 
tively short period of inactivity. 

While the history of Prince Al- 
bert advertising has been one of 
almost continuous appearance since 
its first introduction in 1908, there 
have been occasional periods in 
which the activity has not been as 
great as at other times. 

Prince Albert continues to be the 
favorite smoking tobacco of the na- 
tion—“The National Joy Smoke”’— 
each year showing sales mounting 
to new heights. 

F. W. KuUNTz, 
N. W. Ayer & Son, Philadelphia. 
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Esterbrook Announces 
New Dealer Contest 

Prizes totalling $700 will be given 
by the Esterbrook Pen Company, 
Camden, N. J. for the best letters 
from retailers and their salesmen 
telling how they use Esterbrook 
pens to build up their business. The 
contest closes November 15. 

The company stresses the fact 
that it doesn’t want essays, but is 
after simple narratives of profitable 
business experiences. 

“Etcetera” Makes Bow 
Etcetera is a new monthly now 

being published in Toronto. It will 
be devoted, according to the initial 
announcement, to the interests of 
“thought.” 

No. 10 
IN A SERIES OF 

Information Bulletins 
ON THE ARCHITECTURAL PROFESSION 

4 

NE very common difh- 
culty among those about 

to build lies in the inability of 
most laymen to visualize what 
the architect’s preliminary 
sketches indicate. Drawings 
remain Greek to’ the client, 
just as does the tailor’s crude 
patterns. It is hard indeed to 
picture the finished result to 
which they are leading. It is 
of the utmost importance, 
however, that the client should 
realize their general signifi- 
cance, the sizes of rooms con- 
templated, the matters of com- 
munication and interrelation- 
ships involved. Comparison of 
the tentative rooms with exist- 
ing rooms—rooms that can be 
inspected and measured—fre- 
quently helps. Prolonged and 
careful study of the early 
drawings, until these do bring 
understanding, is the client's 
duty and responsibility. 

We have put some facts of 
this kind into a little booklet, 
“This Man, the Architect.” 
We shall be glad to send a 
copy of this upon request, 
without charge, to anyone who 
is interested. Please enclose a 
self-addressed stamped en- 
velope. 

a? ae 
Publishers of 

ARCHITECTURE 
— the professional journal—and 

of books on architecture 

, ! 
CHARLES SCRIBNER'S SONS 
597 FIFTH AVE., NEW YORK 

Please send without charge a copy of 

**This Man the Architect”’ 
ee ee Nee coe mt emcees Name Seems ames tee Mamta 

SPECIAL TRAIN 
CHARTERED FOR 
FINANCIAL MEET 

F, A. A. Going to Louisville in 
Style 

A special train will steam out of 
Chicago next Tuesday night Louis- 
ville-bound for the annual conven- 
tion of the Financial Advertisers 
Association, heralded as the most 
brilliant in the history of the organ- 
ization. Preston E. Reed, secretary 
of the organization, reports that the 
convention will be run on the same 
rigid schedule as the Bankers’ Spe- 
cial, with due regard to the numer- 
ous entertainment features. 

Prior to the meeting, interest cen- 
ters around the selection for third 
vice-president of the Financial Ad- 
vertisers Association. The organiza- 
tion has a peculiar habit of making 
its vice-presidents work, and when 
one finally gets to the top of the 
heap, where he is eligible for the 
presidency, he knows all of the ins 
and outs, nooks and crannies, of the 
F. A. A. The third vice-president 
usually gets an annual promotion 
and eventually becomes boss of the 
a ee 

Louisville members of the organ- 
ization are reported to have sur- 
passed themselves in making enter- 
tainment arrangements. The Louis- 
ville delegation is made up of F. C. 
Adams, Walter Distelhorst, A. R. 
Furnish, A. J. Howard, R. C. Riebel, 
Otto C. Ruth, Jr., Ralph C. Strother 
and Ralph L. Watters. 

Here is an outline of the program: 

WEDNESDAY, SEPT. 17 

9:00 A. M.—Registration. 
10:30 A. M.—Directors meeting. 
12:30 P. M.—Luncheon, grand ball 

room, Brown hotel. 
1:30 P. Mi—General session, grand 

ball room. 
7:30 P. M.—River boat trip. 

THURSDAY, SEPT. 18 

10:00 A. M.—Departmental sessions. 
(A) Large city depart- 

mental: 
Trust develop- 

ment. 
Trust advertising. 

(B) Small city depart- 
mental: 

Advertising fund- 
amentals. 

Savings advertis- 
ings. 

12:30 P. M—Advertising exhibit 
luncheon. 

2:30 P. M.—Departmental sessions. 
(A) Large city depart- 

mental: 
Commercial ad- 

vertising. 
New business. 

(B) Medium city de- 
mental: 

Research. 
6:30 P. M.—Dinner and round table 

discussion for trust de- 
velopment men, invest- 
ment members, and 
new business man- 
agers. 

FRIDAY, SEPT. 19 
10:00 A. M.—Departmental sessions. 

(A) Medium city de- 
partmental: 

Commercial ad- 
vertising. 

Savings depart- 
ment. 

(B) Small city depart- 
mental: 

Trust develop- 
ment. 

P. M.—General luncheon. 
P. M.—Departmental sessions. 

(A) Medium city de- 
partmental: 

Trust advertising. 
Investment. 

(B) Large city depart- 
mental: 

Savings advertising. 
Investment adver- 

tising. 
7:30 P. M.—Annual banquet, danc- 

ing. 

12:30 
2:30 

THE TIME AND PLACE FOR REFRIGERATOR SALES 

Time of day sales were closed Place where sales were closed 

%e % 
%e F 70 %e , Prospect’s Retail Husbands’ 

Morning Afternoon Evening eaten pin alien 

ALL DISTRIBUTORS ...... 41.6 25.7 32.7 58.6 26.3 15.2 

Above Average... 2 ssscccee 39 23 38 64 22 14 

Average oo ccccccccccces oo 47 25 28 51 25 24 

Below Average ...--+++++-- 52 26 22 49 43 8 

Some of the facts uncovered by the refrigerator division of the General Electric Company 
in analyzing 1,000 sales. 

“FOLLOW ME” 

A. E. Bryson, president of the 
Financial Advertisers’ Associ- 

ation, who will invade Louis- 

ville with his hosts next week. 

SATURDAY, SEPT. 20 

10:00 A. M.—Departmental sessions. 
(A) Investment de- 

partmental. 
(B) Small city depart- 

mental: 
New business. 
Investments. 

12:30 P. M.—Luncheon and business 
session. 

The detailed program shows a 
skillful mixture of financial adver- 
tising experts with those who have 
gained renown in the general adver- 
tising field. In the first class there 
are E. Fred Johnson, vice-president 
of the Exchange Trust Co., Tulsa, 
Okla.; C. Vivian Anderson, presi- 
dent, Ohio Life Underwriters Assn., 
Cincinnati; Merrill J. Campbell, 
Marine Trust Co., Buffalo; Wayne 
Hummer, president, La Salle Na- 
— Bank & Trust Co., La Salle, 

? 

Ruth Pearse, advertising man- 
ager, First Wisconsin National 
Bank, Milwaukee; F. R. Kerman, 
Transamerica Corp., San Francisco; 
R. E. McDougall, Provident Trust 
Co., Philadelphia; Don Knowlton, 
Union Trust Co., Cleveland, and 
many others. 

From General Field 

From the general advertising 
field will come William A. Kittredge, 
director of design and typography, 
R. R. Donnelley & Sons Co., Chi- 
cago; B. C. Forbes, editor, Forbes 
Magazine, New York; Paul T. Cher- 
ington, J. Walter Thompson Co., 
New York; F. A. Arnold, director of 
development, National Broadcasting 
Co., New York; Ralph Starr But- 
ler, of General Foods Corporation, 
and several others. 

The exhibit of financial advertis- 
ing will again be an outstanding 
feature. 

A. E. Bryson, of Halsey, Stuart 
& Co., Chicago, is president of the 
Financial Advertisers Association, 
other officers being F. R. Kerman, 
Transamerica Corp., San Francisco, 
first vice-president; C. H. McMahon, 
First National Bank, Detroit, sec- 
ond vice-president; H. A. Lyon, 
Bankers Trust Co., New York, third 
vice-president and E. A. Hintz, Peo- 
ples Trust & Savings Bank, Chicago, 
treasurer. 

Export Trade 
To Argentina 

To Continue 

Washington, D. C., Sept. 11—The 

political upheaval in Argentina is 

not expected to have any appreci- 

able effect on American exports to 

that country, the Latin American 

section of the Department of Com- 
merce indicated. 

The disturbances are of such a 

nature that no great change in the 

industrial or agricultural life of the 

nation are likely. 

Argentina has become one of the 
leading export markets for Amer- 

ican goods and is also an important 

source of American imports. The 
United Sfates furnishes the Latin 

country with more than 25 per cent 
of its total imports, and buys from 
Argentina the bulk of this country’s 
flaxseed requirements and a consid- 

erable quantity of wool, hides and 

skins, according to the division. 

Argentina is one of the principal 

markets for American automobiles 

and is a heavy purchaser of Ameri- 

can motion picture films, farm 

equipment, office appliances, and va- 

rious kinds of manufactured goods. 

American investments in Argen- 
tina total approximately $800,000,- 
000, according to the Finance and 
Investment Division. Of this 
amount, more than half is in loans 
and the remainder in commercial 
enterprises. 

RUPERT THOMAS 

Educate the ultimate 
Consumer 

By all means but don’t overlook 
the architect if your product is 
in the building field. 

Leave your consumer campaign 
alone if it is 100%, but scruti- 
nize carefully your architectural 
advertising. 

Estimate the importance of the 
architects’ approval and balance 
against that the money you are 
investing to convince him of the 
merits of your product. Ten to 
one you will agree that, in pro- 
portion, the architect is being 
slighted. 

We have facts that may interest 
you. 

Rupert Thomas, -4dvertising 
11 W. 42nd St., New York 

An agency specializing in build- 
ing materials and equipment 

Market Ss 

‘that-- 

i You aaa not ‘on 
any. newspaper's 
word yor it! 

Consult Milwaukee A dv er 

tisers and Milwaukee Agen- 
cies Who Know Their Home 

you, almost to a man : 

a 

Dd 

: “ You Need the News” 

“WISCONSIN NEWS 
MILWAUKEE 

5 ae ; 

930 a hese 

— 

SSS... —_—_ et. 

Po Ss a < 
| ] 7 

| ‘ iene 4 - és ae f me . ae east i 
; 

2 aa ae ge 
; 

| | _F we oo 
as Meer ke tee i bl 

: ‘ = co. °C ss 

4 _ ee * | 
z We 6 yo ae. at 

a oe So ihn ae | i 
an 4 é es 

y 
a a 

umor wa ; bs ae ie : 

5 —. we ae 
ee , a ess 
‘aieetea salen ™ v 2%, 

a 

— a - 
lt ; 

| rie Os pas ‘% a > hg oe ae. 
epee = : = ta 

aiieial Fen a. aoe 
elie: Sn ea 

fying | ES EL a 

com- 

dver- Ag, 
Jered a 

a 
Boe 

[owa. | oo, 

Po 

7 | 

| 

ness : 

1 will k 

‘inted 
Re 

first 
Te 7 

-price : 
‘ment ee ee Loe ee es Be ie ? Beige Le ee & fe x 

cle. ee O as e iy - si No e Medium Can| 
m.. |b ; we Ey poo 

| equately Cover the| i 
this 

: 

that ‘ ra ~ : ee aug 

* an Rich Milwaukee Market ie r and . | ae 

con Ca ner 
o00ds, = me : | rea 

York. ie | a 

7 Po 

Fe : : } 
| 

j 

| 

| . ZL; we P| | 
: , 

a 
5 oe ‘ be Apap, 3 | fe eo 3 s 

| ae 7 = Ba. * 
| Fe ms eo ‘ : ; 

re | | 
a | | | 
Prez host Bi te - 

| 
he 5g 28 hig Side 9 Wt ang 
& ene doce gat the pond when } eg 
bye © Kticay Sink Wha, | | . 
herein we ge Dukes LJ : Canes the ae hag meted ~ Rlees Facts, hg farch . 

of 

Bean Pee j 
= 

a & ao & = a 

- Li 
‘ 

~_- _— AND MA! | | a 

cae ;poNn { 
3 

“= sOv 
S 

Pd F “‘fHE Cc j SS 

TEAR oF 
: 

| : 
| 4 J ~ 

: . SSS 

SS 

ae ate bcd Ss <a eee pian Ma eo oid Bese see ae pei bu ak 35 fae an pS 

213 ok ea Brats Bae Rei aS Se? tape ee BUR Deepa oS oe ca a gaa Vee near i 7 : ees oe 
=) mete ee ate a EN Re 4 ee renee PORK ies =o) ar oe ee ee oS; aes ae 



ADVERTISING AGE September 13, 1930 

CITY DIRECTORY 
HELD PRIMARY 

AID TO SALES 
Publishers Point to Some of 

Its Attributes 

Detroit, Mich., Sept. 11—City di- 
rectories, with their almost endless 
columns of names of consumers, are 
rapidly becoming the bosom com- 
panion and helpmate of the sales 
promotion manager in the national 
field. This fact was emphasized re- 
peatedly during the 32nd annual 
convention of the Association of 
North American Directory Publish- 
ers at the Fort Shelby Hotel here. 

This gathering brought represen- 
tatives from practically every direc- 
tory publishing house in the United 
States and Canada. 

The central theme of the meeting 
was how to make the city directory 
a still more efficient piece of equip- 
ment as far as the national mar- 
keter is concerned. 

To the aggressive advertising 
man, the city directory is more than 
a mass of names, it was demon- 

strated. Will Frank Davis, presi- 
dent of Greenough & Co., Boston, 
indicated some of the myriad uses 
for the volume in one of the out- 
standing addresses of the four-day 
gathering. 

Used by Chains 

The chain store operators have 
used the city directory to tremen- 
dous advantage in selecting loca- 
tions, he said, while most of the 
independents were opening stores’ 
wherever there happened to be one 
for rent. 

According to this speaker, the city 
directory makes available a tremen- 
dous mass of information which the 
chain stores are clever enough to 
use, while many other organizations 
get the same data only after expen- 
sive individual surveys. 

However, according to Roy F. 
Wrigley, of Vancouver, B. C., some 
leading national advertisers have 
availed themselves of this informa- 
tion and have been able to become 
leaders in their field partly because 
of the intelligent application of the 
facts thus uncovered. 

H. J. Farnham, of the Price & 
Lee Company, New Haven, Conn., 
proposed that the publishers contact 
educational institutions with the idea 
of having the city directory used as 
a text book. 

He said that the city directory 
gives the student an intimate picture 
of his city, and instills in the child 
the patriotism, understanding and 
civic pride which accompany knowl- 
edge. 

Cities Compared 

Charles R. Silber, vice-president 
of R. L. Polk & Co., Detroit, pro- 
vided a comparative analysis of 
cities of various sizes and character- 
istics, and of cities of similar sizes 
and types in widely separated sec- 
tions of the country. This informa- 
tion, available from city directories, 
may be used by sales managers in 
determining potential sales, as well 
as in tracing the reasons for dis- 
crepancies in volume of business in 
communities of the same size, he 
said. 

Development of the pocket street 
guide and map activities of members 
of the association, inaugurated a 
year ago, was discussed. Action was 
taken to improve the uniform Ar- 
row street guides, now published 
nationally and to extend the publi- 
cation of Arrow street maps and 
guides in standardized form. 

T. F. Lannin Becomes 
Agency Vice-President 

The appointment of Thomas F. 
Lannin as vice-president and direc- 
tor of sales has been announced by 
the Albert L. Lauer Company, Chi- 
eago. Mr. Lannin will specialize in 
automotive, heating and ventilating 
advertising. 

DIRECTORY PUBLISHERS INSPECT DETROIT 

Prominent among those at the convention of the Association 
of North American Directory Publishers this week were, from 
left to right, L. S. Caron, Louisville, a trustee; J. L. Hill, Jr., 
Richmond, Va., first vice-president; W. H. McPharlan, R. L. 
Polk & Co., Detroit, chairman of the standardization committee; 
and E. J. Loranger, executive secretary-treasurer, New York. 

Debate Label on 
Sub-Standard 
Canned Foods 

Washington, D. C., Sept. 11—“Be- 
low U. S. Standard.” This may be 
the label adopted by the Department 
of Agriculture for canned foods 
which fall below standards promul- 
gated by the Food and Drugs Ad- 
ministration. 

The Canner’s Bill, amending the 
Federal Foods and Drug Act, pro- 
vided that a statement must appear 
on every package indicating that 
the contents are sub-standard. 

“It is obviously the intent of Con- 
gress,” said W. G. Campbell, direc- 
tor of regulatory work, “that this 
statement shall clearly inform the 
purchaser that the product does not 
conform to the standard, but it is 
also apparent that the designation 
is not to be of such a stigmatizing 
character as to convey the impres- 
sion that the product is unfit for 
food. 

“In other words, it is recognized, 
in the amendment, that there are 

classes of canned food products 
which, while not of a quality en- 
titling them to be sold as U. S. 
Standard, are none the less legal 
within the meaning of the Food and 
Drugs Act if sold under an inform- 
ing type of label.” 

The Food and Drug Administra- 
tion has sought, from many sources, 
including manufacturers, distribut- 
ers, and consumers, suggestions as 
to the proper type of designation to 
be recommended for adoption by the 
Secretary. Numerous suggestions 
have been received. 

Although no final decision on the 
question of an appropriate designa- 
tion has been reached, many of those 
who have been consulted believe that 
the simple statement “Below U. S. 
Standard,” prominently and conspic- 
uously displayed on the label will 
meet the requirements of the law. 
It is urged that this statement has 
the merit of brevity. 

Those who propose it believe that 
as a result of the interpretation 
which the Department would make 
public, it would be accepted prompt- 
ly and that the information would 
be applied by the consuming public 
intelligently in the purchase of 
canned foods. This proposed desig- 
nation has not been adopted by the 
Department, but it is quite probable 
that it will be one of those put for- 
ward for discussion when public 
hearings are announced. 

Appointed by Zapon 
The Zapon Company, Stamford, 

Conn., manufacturer of lacquers and 
enamels, has appointed J. P. Muller 
& Co., New York, to direct its adver- 
tising. 

Johnson’s New Work 
After eight years in the sales 

department of the Los Angeles office 
of Foster and Kleiser Company, O. 
V. Johnson has become an account 
executive with the Dana Jones Com- 
pany, of Los Angeles. He will speci- 
alize in outdoor advertising. 

41.7 Per Cent 
Buy Golf Clubs 
by Their Name 

New York, Sept. 11.—Golf club 
advertising has a batting average 
of .417, to mix some metaphors and 

to quote Sporting Goods Illustrated 
and Journal. The publication asked 
dealers whether customers usually 
call for a specific make when buying 
golf clubs. Thirty-two said yes; 45 
replied in the negative and 16 said 
“Sometimes.” 

Another question was: “What 
make of golf clubs do the majority 
of buyers ask for by name?” The 
answers: Brand A, 24; Brand B, 
31; Brand C, 4; Brand D, 2; Brand 
E, 4; Brand F, 3; Brand G, 5. 

The value of dealers’ opinions as 
to any specific advertisement or 
campaign may be deduced from the 
following, when checked against the 
preceding question and answer: 

“What golf club manufacturer do 
you believe does the best national ad- 
vertising?” Brand A, 22; Brand 

B, 26; Brand C, 2; Brand D, 11; 
Brand E, 2; Brand F, 6; Brand G, 
5; Brand H, 2. 

Dealers were also asked what fac- 
tors influenced them to handle cer- 
tain makes, in preference to others. 
The answers indicated high quality 
as the chief consideration; customer 
demand and better advertising 
(which is which?) as the next two; 
and better discounts, closer coopera- 
tion, and better delivery as the final 
three. 

Other questions propounded and 
the answers: 

Does the matched set idea help 
you sell more golf clubs? Yes, 75; 
no, 16. 

Do you sell many golf clubs at 
Christmas? Yes, 53; no, 37. 

Do you find much sales resistance 
to high-priced clubs? Yes, 48; 
no, 45. 

Do women buy many golf clubs 
for men as presents? Yes, 6; no, 
77; at Christmas, 9. 

With Texas League 
L. A. Graham has joined the New 

York staff of the Texas Daily Press 
League, Inc., representatives of 
Texas newspapers. Mr. Graham 
has been with the Julius Matthews 
Company, newspaper representa- 
tives. 

R. Siggins, formerly of the New 
Process Company, also has joined 
the Texas Daily Press League. 

Hauser Transfers 
After more than 20 years of 

service with the Sterling Engraving 
Co., New York, William K. Hauser 
has become vice-president of the 
General Photo Engraving Corp., of 
that city. 

The latter was organized about a 
month ago by Harry Flowers, also 
a Sterling product. 

Open New Library 
The new library of the Reading 

(Pa.) Advertisers Club was opened 
to members: September 12. The 
library is situated at 17 North Fifth 
street. 
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TRUTH ABOUT 
ADVERTISING’ 
A. F. A. SLOGAN 

Hodges Announces Plans for 

New Crusade 

Boston, Mass., Sept. 9—Though 
the fight for truth in advertising has 
been won, the job is only half done, 
Gilbert T. Hodges, of the New York 
Sun, president of the Advertising 
Federation of America, told the Ad- 
vertising Club of Boston today. 

“Truth About Advertising” is the 
new slogan which must be adopted, 
Mr. Hodges said. 

“The great task which faces the 
Advertising Federation today is to 
sell the nation the truth about ad- 
vertising,” he asserted. 

“This is a task that will call for 
the best energy we have, the finest 
brains from within the ranks of ad- 
vertising, and it is a task that will 
prove hopeless unless we have back 
of us the keenest co-operation, sym- 
athy and help of every advertising 

club in the country. 

“The battle we have to fight is a 
battle against ignorance, misunder- 
standing and misrepresentation. In 
spite of the campaigns we have con- 
ducted since the beginning of the 

century, there still remain those who 
sneer at advertising and who rail 
because so much space in news- 
papers and magazines is taken by 
advertising. 

Still Some Doubters 

“There are still those who believe 
that the mere fact that an article is 
advertised places that article under 
suspicion. They go on the theory 
that if it were a commodity of qual- 
ity, it would not have to be adver- 
tised.” 

Mr. Hodges said that educators 
and pseudo-economists are among 
those who are always ready to cast 
a stone at advertising. Others who 
are only half believers are manufac- 
turers who accept advertising as an 
expense such as rent, and who, at 
the first sign of trouble, cut their 
advertising appropriations with the 
false idea that they are taking a 
step toward economy. 

Mr. Hodges explained the plan by 
which the facts developed by the 
Federation’s Bureau of Education 
and Research will be given circula- 
tion. 

“The Federation is mobilizing an 
army of volunteer speakers from 
among the men whose accomplish- 
ments in business have given them 
the leadership and confidence of the 
public,” he said. 

“These men will take these basic 
messages and build around them 
personal presentation which they 
will deliver before every Advertis- 
ing Club in America, large and small 
alike. 

“Over 100 such speakers will 
travel on carefully arranged itiner- 
aries which will insure at least six 

WILL SELL DOUBTERS 
~~ 

res 

Gilbert T. Hodges 

notable addresses before every affili- 
ated club between now and the first 
of May. 

Ask Joint Meetings 

“We are asking the clubs through- 
out the Federation to arrange joint 
meetings with the other clubs and 
organizations of each community so 
that a representative audience of 
business men will greet these out- 
standing figures. In this way we be- 
lieve that hundreds of thousands of 
manufacturers, retailers, bankers— 
national and local advertisers—will 

hear the answers to the carping 
critics and to those who have in 
ignorance spoken against our pro- 
fession. 

“The standing of the speakers will 
insure wide attention being given to 
their utterances by local newspapers, 
advertising journals and the busi- 
ness press throughout the country. 
Thus will the gospel we wish enun- 
ciated be spread abroad. 

“Firmly I believe that this plan 
promises the very widest success. It 
will open the eyes of business and 
the public as never before to the 
value of advertising and we have 
every hope that the plan will result 
in improved technique in the use of 
advertising among the thousands of 
members of our affiliated clubs.” 

Paul Block Announces 
New Toledo Line-up 

Following the purchase of the 
Toledo Times by Paul Block, a num- 
ber of changes has been announced. 
The Times equipment has _ been 
moved to the building occupied by 
the Toledo Blade, afternoon paper 
owned by Mr. Block. The Times con- 
tinues as a morning paper. 

R. C. Patterson, who has been 
president of the Times Publishing 
Company, becomes vice-president and 
general manager of the new com- 
pany, of which Mr. Block is presi- 
dent. John D. Dun is vice-presi- 
dent and associate editor. 

Joins Denver Club 
Clyde Smith, of the Daniel-Smith 

Engraving Company, is a new mem- 
ber of the Advertising Club of 
Denver. 

Court Destlaa 
State Law Is 
Business Drag 

Hartford, Conn., Sept. 11—The 
District Court laid a restraining 
hand on the arm of the Governor 
and other executive officers of this 
state, to prevent them from enforc- 

ing certain sections of an act passed 
by the Legislature purporting to es- 
tablish standards for lubricating oil. 

The decision was of interest be- 
cause it appears to interrupt the 

tendency of individual states to wrap 
so many restrictions around sales 
that the national advertiser is con- 
fronted with a different puzzle for 
every section of the country. 

“It seems clear that the act is a 
burden on interstate commerce,” re- 
marked the court. “It prevents both 
possession and sale even in the 
original packages of oil refined in 
other states and shipped into Con- 
necticut. 

“The absence of an expressed in- 
tent to regulate interstate com- 
merce cannot save the act where the 
natural and inevitable effect and op- 
eration of the statute is to impose 
unreasonable burdens upon it.” 

Wherewith, the court issued a 
permanent injunction. 

Plan Switch Copy 
R. W. Cramer & Co., New York, 

manufacturers of Sauter’ time 
switches, have retained the New 
York office of the P. F. O’Keefe 
Advertising Agency. 

--- and what a year... 

THE BUSINESS WEEK 
The Journal of Business News and Interpretation 

September 10, 1930 

And What A Year! 

Just a year ago this week, when the confident 
crowds came back to Wall Street from the 
Labor Day holiday to send stock prices stagger- 
ing up to the peak which they never touched 
before, or since, The Business Week stepped 

onto the platform with some very bad news 
to which no one paid any attention. 
On the first page of that first issue we said 

production and prices were declining, and trade 

even more; that money rates were critical; that 

security speculation had eaten nearly all its 
credit cake; and that the stock market was. 
properly apprehensive of “the inevitable re- 
adjustment that draws near.” 
On the last page we said that for five years 

American business has been in the grip of an 
apocalyptic, holy-rolling exaltation over the 

unparalleled prosperity of the “new era’; that 
discussions of economic conditions had carried 
us into a cloudland of fantasy where all ap- 
praisal of present and future accomplishment 
was suffused with the vague implication that a 
North American millenium was imminent; and 

that clear, critical, realistic recognition of cur- 

rent problems and perplexities was rare. 
And so, with a warning whoop and a skep- 

tical scowl, we were born into the business 
world at the apex of an epoch of easy pros- 
perity, facing from the first what no new busi- 
ness periodical had ever faced before—-a period 
of depression, difficulty, and doubt, a complete 

reversal of the conditions that gave it birth. 
We have followed through, step by step, the 

successive stages of this spectacular evapora- 
tion of the New Era illusion, fearlessly frank, 

remorselessly realistic in recording the news and 
interpreting the meaning of this great read- 
justment in American and world business life 
and thought, relentlessly resisting and firmly 
fighting off the defeatism and fatalism to which 
the shock of readjustment has given rise. 

Tough as the task and unusual as the oppor- 
tunity of this first year have been, they are for 

us but the beginning. We have said, and still 

believe, that what business has so far suffered 

has been a relatively mild recession, more seti- 
ous in its shock to our sensibilities than in its 
actual economic effects. Though, as we foresaw 

two months ago, the painful process of recovery 

has tentatively set in, the peril of prolonged 
depression is not past, and the real problems 
of business readjustment have been barely ap- 
proached. Even though we escape that peril 
by prompt application of proper public policies 
and energetic exercise of individual business 
initiative, these problems will remain. 

The picture of prospective domestic and 
world economic and political conditions has 
been critically changed. Governmental policies 
toward business are everywhere in transition; 
new forms of social control in economic affairs 
are spreading abroad; new factors affecting in- 
ternational trade have arisen; agriculture in all 
countries is in process of radical reorganization; 
the rate of population growth and market ex- 
pansion has begun decisively to decline; the 
structure of industry, trade, and finance is being 

reshaped by new forces of technology and com- 
petition; complex questions of credit and price 

control have emerged and press for solution. 
In all the flux and confusion that face 

business in this new and uncertain future, the 
need for rapid, realistic reporting and interpre- 
tation of the news will be more intense than 
ever. There will probably be few booms to 
bark about; there will certainly be many de- 
feats and difficulties to face and fight against. 
On its first birthday The Business Week, tested 
in a year of trial, looks forward to the frolic or 
the fray, alert, untiring, open-minded, unafraid. 

The same to you! 

Published weekly by the McGraw-Hill Publishing Company, Inc 
Tenth Avenue and 36th Street, New York. Tel. Medallion 0700. 
Price 15 cents. Subscription rate, $5.00 a year: foreign, $6.60 

Publishing Divecior, Jay E, Mason 

Managing Editor, Marc A. Rose News Editor, Ralph B. Smith 
Economist, Virgil Jordan Art Director, Perry Githens 
Marketing, O. Fred Rost Finance, D. B. Woodward 
Aviation, E. P. Warner Induvtridl Production, K. W. Stillman 
Transportation and Utilities, Cameron A, Kupertsou 

F. . A. Huxley R. 1. Carlson j. F. 
Washington. Paul Wooton 
Furopean News Director. Elbert Baldwin 
7 Boulevard Haussmann, Paris Cable Address; Busweek, Paris 

and what accomplishment! 

E began with the promise to deliver some- 
thing that Business needed badly — never 

had before — the rapid, realistic reporting and 
interpretation of national and world-wide busi- 
ness news. 

Readers tell us that we have fulfilled that promise. 
The Business Week has lifted business news out 
of the calendar into the clock. It has achieved a 
recognition far beyond its single year. It is de- 
pendable, fast, vigorous, courageous — loaded 
with news of surprising diversity and scope. It 
has become the most widely quoted journalistic 
voice of business in this country. It has that 
quality which men call ‘‘guts.”’ 

At the same time The Business Week has at- 
tracted and built an audience of the ‘‘aces”’ of 
business without parallel in publishing. This has 
been possible only because of the compelling in- 
terest and immediate usefulness of everything 
this paper prints. 

If you are spending money to reach business ex- 
ecutives The Business Week is now important to 
you. There are only two questions you need ask 
us—‘**Have you got ’em?’’—‘‘Do they read it?’’ 

THE BUSINESS WEEK 
McGRAW-HILL PUBLISHING COMPANY, Inc. 

Tenth Avenue and 36th Street, New York 
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DAYTON. OF 
TAKING ANOTHER LOOK AT | 

TD 
Two years ago our Field Editor made 

an intimate survey of the retail shoe 

business in Dayton, Ohio. 

Recently he decided to take another 

look at this prosperous city to see 

what progress had taken place. 

He found that an increase of eleven 

per cent in population has been more 

than matched by an increase of seven- 

teen per cent in retail footwear sales; 

that the number of retail shoe outlets 

remains unchanged ; and that the per- 

centage of downtown sales made by 

Recorder subscribers has 

from eighty to ninety-three. 

increased 

These and other facts are included 

in the September issue of our monthly 

bulletin on retail shoe distribution— 

“The Look-In”. 

Ask us to put your name on our 

mailing list for regular issues. 

BOOT and SHOE 

RECORDER *35 A.B. P. 

The Great National Shoe Weekly 

A Unit of the United Business Publishers, Inc. 
Chicago Boston 

Cincinnati Two-Thirty-Nine West Thirty-Ninth Street Philadelphia 
St. Louis Rochester 

NEW YORK 

will 

$1 a Year---52 Issues 

Advertising Age 
THE NATIONAL NEWSPAPER OF ADVERTISING 

significant developments in all 

branches of advertising. 

Subscribe Now! 

keep you posted on the 

Use the Coupon! 

Chicago 

Advertising Age, 
537 S. Dearborn St., 

You may enter my subscription for one year. I 
enclose $1 (check, currency, or money order.) 
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STETSON TELLS 
PLANS FOR NEW 
WOMEN’S HATS 

To Create New Distributing 

Organization 

Philadelphia, Sept. 4.—The 
changed social status of women is 
chiefly responsible for the John B. 
Stetson Company’s decision to man- 
ufacture hats for women. Women 
now join with men in virtually all 
their outdoor sports in all weathers, 
an executive said. This is evidence 
that their conception of headwear 
has changed with the greater free- 
dom of the sex. 

Stetson headgear for men has 
been a trade leader for 65 years. 
With the first shipment of women’s 
hats August 29, the company now 
has the distinction of being engaged 
in the sale of every type of head- 
wear worn by men and women. The 
women’s line is the fourth division 
to be added in the past two years, 
the others being straws and body 
hats, silk and opera hats, and caps 
of various materials. 

The spokesman for the company 
said of the latest enterprise: 

Plans Incomplete 

“We are feeling our way slowly 
and it will be a month or more be- 
fore we will be in a position to make 
a detailed announcement of our 
sales and advertising plans. We 
have used space in but two publica- 
tions, Vogue and Millinery Trade 
Review. The advertisements are 
page size and the number of me- 
diums will be increased as circum- 
stances warrant. 

“A separate designing and dis- 
tributing organization will handle 
the women’s hat line. The merchan- 
dise will be placed with exclusive 
millinery stores, in certain depart- 
ment stores handling women’s cloth- 
ing and accessories, and, possibly, 
in certain men’s wear establishments 
already stocking some women’s mer- 
chandise, but it will not be placed 
in shops now carrying men’s ‘wear 
exclusively. 

“Up to the present, we have not 
even placed our line of women’s hats 
in our Philadelphia retail store, and 
it may be some weeks before this 
is done. The main salesroom will be 
at 358 Fifth Avenue, New York. 

“The hats will be styled weekly 
to meet the fashion trend as it de- 
velops, and the operating system 
will be so designed that shipments 
of hats may be made, as a rule, 
within 24 hours. The retail price of 
this merchandise will be from $7.50 
up, and there will be models in all 
textures for town, travel and sport 
wear.” 

O. B. Carter, for the past five 
years in charge of the women’s hat 
division of the Crofut & Knapp 
Company, is the head of this divi- 
sion in the Stetson organization. He 
has been notably successful in pro- 
moting styled goods. 

Pocket Machine Shop 
To Be Advertised 

The Flash Sales Corp., Chicago, 
will conduct an advertising cam- 
paign on the Pli-Rench, known as 
“the pocket machine shop.” Van- 
derhoof & Co., Chicago agency in 
charge of the campaign, will use 
popular scientific magazines, farm 
and technical papers, and hardware 
publications. 

Names Representatives 
The Vancouver (B. C.) Star has 

named W. H. Stockwell as Chicago 
representative, with Charles E. 
Miller, Inc., in charge of New York 
territory. 

Changes to Evening 
The Cleburne (Texas) Review has 

changed from a morning to an eve- 
ning paper, at the same time chang- 
ing the name to the Times-Review. 

Wanamaker Rules 
on Advertising 

Still Hold Good 

New York, Sept. 11—In his 
“Business Biography of John Wana- 
maker,” Joseph H. Appel epitomizes 
the Wanamaker advertising policy 
to show that, although it was for- 
mulated twenty years ago, it is still 
practical and may be applied to oth- 
ers besides retailers. Here are some 
of the planks in this platform: 

The facts and reasons for the 
buying of any merchandise shall not 
be kept a secret from the advertis- 
ing department. 

The receipt of interesting goods 
in the receiving room is a signal to 
notify advertising to come and make 
proper inspection. 

Copy shall be written only by 
those who have personally inspected 
the goods and talked with the 
buyers. 

Each advertisement shall be 
checked for accuracy of statement, 
language, terseness, tone, and tact. 

Editorials and all institutional 
copy shall be prepared well in ad- 
vance for use as needed. 
Commonplace and trite heads shall 

always be avoided. 
Headings shall tell what’s to sell 

and say it enthusiastically. 
Understate and never exaggerate. 
If a bare statement is likely to 

be unbelieved, explain to establish 
confidence. 

Always give the reason for a spe- 
cial price or extra quality. 

Use short, direct, vigorous sen- 
tences—unhackneyed, though plain, 
words. 

Tell the whole truth, though it 
hurts. Conceal nothing the custo- 
mer has a right to know. 
Remember that advertising costs 

more than a cablegram—save un- 
necessary words. 

Don’t overload advertising with 
descriptions, prices and other de- 
tails. 

Write only enough to bring the 
customer to the store—and see she is 
not disappointed when she comes. 

Don’t use such small type that old 
people cannot read it. 
Remember always that, next to 

merchandise and service, it is the 
advertisement that adds to or de- 
tracts from a store’s reputation and 
character. 

Advertise each article for the good 
of the whole store, not merely for 
the good of the article. 

There must be harmony in the ar- 
rangement of items in the advertis- 
ing—no diamonds up against dish- 
pans. 

Copy should be especially pre- 
pared for the particular clientele of 
the medium to be used. 

The members of the advertising 
force shall specialize in certain de- 
partments. 

To Advertise Toys 
The Gibbs Manufacturing Co., 

Canton, O., manufacturers of toys 
and novelties, has placed its adver- 
tising with Clark-McDaniel-Fisher 
& Spelman, Inc., of Cleveland and 
Akron. 

Several new items will be adver- 
tised in children’s magazines, export 
and business papers, and direct mail. 

Linn H. Mitchell Dead 
Linn H. Mitchell, publisher’s rep- 

resentative, died recently in Chi- 
cago. For ten years Mr. Mitchel] 
represented a group of leading poul- 
try publications, including “OK” 
Poultry Culture, The Waverly Trio, 
Poultry Item, Dixie Poultry Journal 
and Hatchery Tribune. He formerly 
served in the farm paper field. 

Mr. Mitchell, who was 62 years 
old, came to Chicago from Louisville 
20 years ago. 

Gets Pump Account 
The Lecourtenay Company, New- 

ark, N. J., manufacturer of centri- 
fugal pumps, has placed its adver- 
vanes with O. S. Tyson & Co., New 

or 

REDUCE YOUR COST(] 
OF SELLING by using Direct Mail— 

peiders, Blotters, Boskiete, Catalogs, etc., etc. 
TheMa —month ly magazine— 

|publisited continously since 1915—is entirely 
devoted to Direct Mai! Advertising and Selling. 
Tells how to reduce selling cost. fail of of ry 
business ideas, information and facts. 
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8East 13% Street. 

The Ambassador is the 
pied-a-terre of many of 
the most important 
personalties in adver- 
tising, banking and in- 

dustrial circles. 
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PARK AVENUE at 51st STREET 

NEW YORK 

ATLANTIC CITY LOS ANGELES PALM BEACH 

A Compete 
Photo Engraving Service 

from the creation of the idea 

to the finished engraving \ 

General Photo Engraving Corp. 
235 East 45th Street GQ New York | 

Harry Flowers, Pres. cos William K. Hauser, Vice-Pres. 
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RED SCHOOL IS 
HUGE MARKET 

Washington, D. C., Sept. 11—The 
American youth, turning reluctant 

steps toward the citadel of learning, 

is symbolic of a gigantic market, 
M. M. Proffitt, of the United States 
Department of Education, pointed 
out. 

American public schools are now 
spending $382,000,000 a year for 
grounds and buildings alone, this ex- 
pert reported. 

Supplies, such as chalk, pencils, 
ink, writing paper, and a multitude 
of other miscellaneous items aggre- 

gate an annual expenditure of over 
$38,000,000. 

The added burden of supplying 
free textbooks, now accepted as an 
educational responsibility in most 
states, involves an expenditure to 
publishers of almost $25,000,000 an- 
nually. 

Another expense involves trans- 
portation of pupils, Mr. Proffitt 
pointed out. The building of roads 
and the use of buses for transporting 
pupils have introduced these fixed 
charges upon the states, which are 
spending approximately $40,000,000 
to transport pupils. The amount of 
gasoline and oil consumed by the 
public schools is steadily increasing 
as new roads are constructed and 
more buses are placed in educational 
service. 

Upkeep of the American school 
now approaches $75,000,000 annu- 
ally, and in this miscellaneous cate- 
gory fall a multitude of articles and 
innumerable services, it was pointed 
out. 

Fuel, light, and power alone, the 
statistical division declared, exceed 
over $50,000,000 annually as a part 
of school maintenance. 

Tremendous Sums Spent 

Not only are the public schools ex- 
pending about $977,300,000 annually 
for buildings, grounds, supplies, and 
maintenance, but they employ over 
830,000 teachers in the elementary 
and secondary grades who receive 
salaries amounting to over $1,200,- 
000,000. 

In handling the problems of pur- 
chasing, Mr. Proffitt said, states and 
cities have adopted different plans. 
In some states there is a central 
purchasing agency which is the 
buyer for the schools as well as the 
other agencies of the state. Other 
states and cities leave the purchas- 
ing to the school boards, while in 
still other places, the burden falls 
upon the superintendent or in iso- 
lated places even upon the principal 
of the individual school. 

The demands of the schools as im- 
portant consumers of various com- 

modities are _ significant, it was 
pointed out, because they are either 
increasing as the programs of edu- 
cation expand, or they will eventu- 
ally be constant since the school 
population needs will not diminish. 

Production of 
Fountain Pens 
Shows Big Gain 

Washington, D. C., Sept. 11—The 
‘vigorous advertising campaigns 
waged by manufacturers of foun- 

‘tain pens are reflected in the census 
report for 1929. The value of foun- 
tain and stylographic pens and pen 
points made in that year was $33,- 
923,444, a gain of 32.3 per cent over 
1927, the previous census year. 

Production of fountain pens 
amounted to 96,681 gross, valued at 
$22,283,699; of stylographic pens, 
1,945 gross, worth $284,688; and of 
fountain pen desk sets, 393,683, 
worth $2,377,343. 
A new figure included in the 1929 

census reports is “ratio of cost of 
materials, containers, etc., to value 
of products.” On this basis, the 
fountain pen industry has made 
great strides forward since 1927, the 
ratio for that year being 40.5 per 
cent, compared with 33.0 per cent 
in 1929, 

THINK this merger of the two leading building pub- 
lications is a most important move in the right 

direction . . . one strong publication covering a very def- 
inite field . . . permitting concentration of advertising in 
one publication of dominant influence.” This comment is 

typical of the letters which have been received from scores 
of manufacturers since the merger was announced. It 

expresses in a few words the objective of this merger, 
which ranks among the greatest ever consummated in the 

field of business paper publishing. 

The enthusiastic response from all quarters is further 

evidence of the prestige and prominence which each 
publication has enjoyed during its long history of service 
in one of the country’s most important industries... 
more than a quarter century in the case of AMERICAN 
BurILpEr, and more than fifty-three years in the case of 

BUILDING AGE. 

The merger of AMERICAN BUILDER and BUILDING AGE 
not only provides the building industry, for the first time, 
with one master building medium, but with a publication 
possessing such exceptional assets and prestige, resources 
and personnel as to permit unprecedented publishing 
service for subscriber and advertiser alike. 

With the October 1930 issue, the new merged publica- 
tion will make its first appearance under the name — 
“AMERICAN BuILpER and Burip1ne AGE.” Its new, dis- 
tinctive format will express the beauty of building; the 
editorial content will completely embrace the manifold 
phases of the building industry; and more than 100,000 
copies will be distributed to subscribers of both AMERICAN 

BurLpEr and BurLpine AGE. 

100, 000 
i @) 

A member of the National Shelter 
Group, the Audit Bureau of Cir- 
culations, and the Associated 
Business Papers, Inc. Published 
by the American Builder Publish- 
ing Corporation, a subsidiary of 
the Simmons-Boardman Publish- 
ing Corporation, 105 W. Adams 
Street, Chicago;30 Church Street, 
New York; 215 Market Street, 
San Francisco. 

A Simmons-Boardman Publication 
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TAXI WEEKLY 
The trade newspaper of the 

taxicab industry 

=—_—_—_ 

STREET TRAFFIC 

NEWS 

Eastern authority on street 
and highway traffic 

GASOLINE 
RETAILER 

National trade newspaper 
of the gas and oil 

distributor 

All Published at 

54 West 74th St. 

NEW YORK 

Throwing Mud 

at Private Labels 

An editorial with this title ap- 

peared in the September issue 

of The New Era in FOOD 

DISTRIBUTION. It has cre- 

ated a great deal of favorable 

comment because it strikes a 

fundamental note in one of to- 

day’s perplexing problems in 

the distribution of food. Send 

for a copy. 

The New Era in 

FOOD DISTRIBUTION 

37 W. Van Buren St., Chicago 

295 Madison Ave., New York 

= | 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 — 
terested in this rich market. 
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 list- 
ing of your literature. 

ao Let us help you get your share of 
one hund on dollars spent 

: every month by the hospitals. 

HOSPITAL 
MANAGEMENT 

Member A.B.C.—A.B.P. 

537 S. Dearborn Street 
Chicago, IIl. 

Always say 
ep & A” 

—because our out-of-town 
customers are just as en- 

thusiasticasare the Chicago 

concerns we serve— just as 
much impressed with the 

quality of our plates and 
mats and the high type of 

service we render. 

Partridge & Anderson 
Company 

Electros - Stereos - Mats 

. 

712 FEDERAL STREET . CHICAGO 

TYPOGRAPHERS WHO PROVE IT WITH PROOFS 

Here, quality i in typography is not 

something that, for a whim or a lack. 

aside like a worn-out — to quote 

the thud-and- Seamer melodrama of 

he Nineties. We aim to be one of 

the Cornelians who believe in the 

supreme sway of style. Everything 

we do we like to do with a touch, 

a finish, a manner that make even 

the six-inch set-up stand out among 

its tellc its Fellows in the sprawl of pees. 

LEE & PHILLIPS, INC. 
228 EAST FORTY- FIFTH STREET, NEW YORK 

Successors t to 

FREDERICK NELSON | 1 PHILLIPS, I Inc. 

GRAPHIC TYPESETTING COW. « C ° ‘CAXION TYPOGI RAPHERS, | Inc. 

BROOKLYN EAGLE HAS A NEW NEST 
Oo ——— 

The new and old homes of the Brooklyn E agle, the former now being occupied, give that 
newspaper one of the finest plants in the country. The new seven-story structure cost $1,500,000 
and another million was spent for equipment. 

RAILROADS JOIN 
HANDS TO MAKE 
TRAINS FAMOUS 

“Columbine” Wins Success in 

Three Months 

Combining the use of newspaper 
advertising with elaborate bro- 
chures, direct mail invitations and a 
variety of appealing printed matter, 
the Chicago & North Western-Union 
Pacific Railways have placed their 
new “Columbine,” in the front rank 
of America’s fine fleet of trains 
within three and one-half months’ 
time. 

The Columbine was designed as 
the standard bearer of the state of 
Colorado, a moving advertisement of 
that commonwealth. Previous to its 
installation the full co-operation of 
the governor and other state officials 
of Colorado was secured. It was en- 
dorsed as the traveling salesman of 
the Rockies. 

The observation car is painted in 
the colors of the state of Colorado 
and carries the Colorado state seal. 
The columbine is the state flower 
of Colorado and the train has as its 
slogan, “The Flower of Travel 
Comfort.” 

Large space in newspapers in Chi- 
cago, Omaha, and Denver was used 
before the inauguration of this new 
equipment to announce that it 
would be on exhibition in these 
cities. The Caples Company, the 
agency handling the accounts also 
sent direct mail pieces to a selected 
list. The day of exhibition was made 
a civic affair in Denver. In Omaha, 
where the equipment was built, the 
mayor issued a proclamation. 

Other Publicity Used 

Every means of calling the exhi- 
bition to the attention of the public 
was used. In Chicago, suburban pas- 
sengers on their homegoing trains 
were given little slips announcing 
the display. Stickers were placed on 
the menus in the station restaurants 
and lunch rooms. Publicity releases 
were furnished city and suburban 
papers. 
A special display of Colorado wild 

life was staged in the North West- 
ern station in Chicago for several 
weeks before the exhibition and al- 
lowed to remain for some time after 
the train went into service. 

In all three cities where the train 

was exhibited, a continuous stream 
of interested people went through 
“The Columbine” during the display 
period. 

All these things drew people to 
see this train and helped publicise 
the state of Colorado, but the real 
selling job was done by the equip- 
ment itself. The Columbine was de- 
signed from coaches to Colorado 
Club car with the state flower of 
Colorado as the motif. The carpet- 
ing, the interior paint job, and the 
furniture carry out this idea. 

The stationery, the dining room 
china, the etched glass partition in 
the lounge car, the uniforms of the 
attendants, the periodical covers, the 
framed pictures in the cars streng- 
then this idea. 

The Pullman cars have been 
named for state flowers and trees. 
A mounted Colorado bass hangs over 
the barber’s chair. The menu fea- 
tures as many Colorado items as 
possible. The lamp shades have a 
suggestion of the Columbine. The 
ornamental drum sign on the rear 
of the train has a beautiful repro- 
duction of the state flower behind 
the lettering “The Columbine.” 

All these things have combined 
to give this train a personality. It 
is more than ten or twelve cars of 
moving equipment—it is The Colum- 
bine, and as such is usually men- 
tioned by name in the Middle West. 

Shoes on Air 
The Adrian X-Ray Shoe Fitter 

Co., a subsidiary of the Weyenberg 
Shoe Mfg. Co., Milwaukee, has con- 
tracted for a Thursday evening 
broadcast over WTMJ for 13 weeks. 
The Frohne Sisters will be featured. 

N. N. E. Moves 
National Newspaper Enterprises, 

Inc., has moved its New York office 
to 450 Fourth avenue, the telephone 
number being Bogardus 7830. The 
organization conducts beauty, charm 
and cooking schools for 200 news- 
papers. 

A PERSONNEL SERVICE FOR THE 
ADVERTISING PROFESSION 

Confidential, painstaking attention to the indi- 
vidual problems of each client. An interview will 
convince you that we can get you the right con 
nection. While we operate under the emplepmsens 
agency law, our methods are unlike any other 
agency. 

PROFESSIONAL & OFFICE SERVICE 
(Agency) 

Gurney Chrysler, 
527 Fifth Avenue, New York 

Prop. 
Murray Hill 10488 

PROVE IT! 
SHOW HIM THE LETTERS 
If your salesmen could show skeptical prospects the 
testimonial letters and orders you receive from satis- 
fied customers, it would remove doubt and get the 
orders. Do not allow testimonial letters ?, le idle 
in your files—give copies to your men and increase 
sales thru their use. Write for samples and prices 

AJAX PHOTO PRINT CO., 33 W. Adams St., Chicage 

We found out 
what you advertising managers and agencies wanted to 

know about 

THE GOLF MARKET 
—then we set to work 

on the most thorough business survey ever made of this 
great and active market 

—with the result that 

GOLFDOM’S SURVEY of the GOLF MARKET 
will enable you to appraise your golf market possibilities 

correctly, completely and quickly. 

Copies of GOLFDOM’S SURVEY will be available 
September 15th. 

The 

Write for yours. 

Business 4 Journal of Golf 
NEW YORK 236 North Clark Street LOS ANGELES 

20 Vesey Street CHICAGO 122 E. 7th Street 
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Advertising 

Lillian M. Callahan 

New York, Sept. 11.—As publicity 
director, assistant advertising man- 
ager and stylist for H. R. Mallinson 
& Co., manufacturers of silks and 
other fabrics, Lillian M. Callahan is 
meeting with considerable success in 

they feel able to supervise their 
dressmakers in designing costumes. 

America is [eptuces a four- 
page fortnightly paper for the 
use of affiliated clubs. The 
front and back covers are left 
open for local use. About 2,500 
- are being consumed thus 
ar. 

educating women to the point where 

han direct to the customers and 
saleswomen on the floor, in which 
she suggests the style, color, and 
material to be worn by individual 
types of women, encourages numer- 
ous questions from her listeners. 
The years of research which Miss 
Callahan has devoted to the study 
of feminine attire qualifies her to 
answer these inquiries expertly. She 
is assisted by three models who fea- 
ture the latest modes. 

“Contacting the customer direct 
is the most effective means of adver- 
tising in every phase of business,” 
Miss Callahan said. 

“In our particular field, this con- 
tact is almost a necessity. I believe 
a greater number of women would 
employ their own dressmakers if 
they could feel more confident in 
their selection of color, style and 
material as suited to their person- 
alities. This is the assurance our 
fashion shows instill. 

“One of my models is a size 40, 
a figure which has been most accu- 
rately called, ‘What about me?’, and 
it is about this form that most ques- 
tions are asked. 

to Utility 

New York, Sept. 11—A fact not 
generally known, even among adver- 
tising men, judging from some of 
the recent hue and cry, is that the 
Outdoor Advertising Association of 
America maintains a fellowship at 
the University of Wisconsin to study 
the question, among others, of beau- 
tifying advertising locations. 

Another secret, apparently, is that 
outdoor organized outdoor advertis- 
ing has no connection with promis- 
cuous tacking or pasting of signs 
along highways, utilizing any struc- 
ture that is convenient. 

These facts were pointed out in a 
recent bulletin of the association, 
which said: 

“In some sections, members of the 
Outdoor Advertising Association of 
America already have completed 
many of their landscaping plans. A 
well-kept lawn, trees, some low 
shrubs, and a few brilliant flowers 
placed artistically here and there 
between the boards and the walk 
form an attractive little park in 
front of the new standard structure 
in its frame of green lattice-work. 

“Often, through the addition of a 
few benches, this little setting be- 
comes more than a pleasing picture; 
it forms a cool and easily accessible 
resting place in business and shop- 
ping districts. 

“In other parts of the country, 
this work of beautifying the loca- 

the mother either shops or rests 
after shopping.” 

World’s Biggest Sign? 
A sign used at the National Air 

Races in Chicago by the Shell Pe- 
troleum Corporation was believed to 
have been the world’s largest. It 
was a half mile long and 16 feet 
high, and carried the message, “Wel- 
come—Shell Gasoline and Motor 
Oils.” It was made of canvas. 

Exchange to Advertise 
The New York Produce Exchange 

has retained Albert Frank & Co., 
agency of that city, to prepare an 
advertising campaign to inform the 
public of the organization’s func- 
tions. Newspapers will be used. 

Will Serve Insurance 
Young & Rubicam, New York, 

have been retained for special serv- 
ice by the Travelers Insurance Co., 
Hartford, Conn. No general adver- 
tising is planned at present. 

thi hild might desi 
Wo m @ n i n A. F. A. Has P Outdoor Experts pred in the cons of ties ste Bn C| - fj a 

Sone York ane ue to Add Beaut close to shopping districts where assi id 
Advertising Federation of y the child may amuse himself while 

Advertising 

A charge of 40 cents a line is 
made for advertising in this depart- 
ment, the minimum charge being $2. 

CALIFORNIA BUSINESS NEWS 
Accurate information about any industrial 
field; market articles; special reports; 
personal news. Space or time basis. 
leadquarters in Los Angeles with experi- 

enced representatives San Francisco and 
other cities, covering state. Inquiry in- 
vited from class, trade, industrial publica- 
tions. Address Box 48, care of Apvertis- 
1nG AGE. 

HOOVEN LETTERS, Inc. 
352 Fourth Ave., New York City 

Lexington 6162 
Estab. 1917 Horace H. Nahm, Pres. 

100 Hooven Automatic Typewriters 

Operating Day and Night 

Addressing, Signing, Multigraphing, Mailing 

RADIO 

R 

broadcasts, 

var cum 

WHO? 
Over a period of 20 weeks, a manu- 

facturer, using morning half-hour 

induced 61,000 women 
panes oe 

Vitter Desinn her ten years with Mallin-|.. "ee yectinntion by women) on. was commenced mare secenily, to call at department stores to meet 
nber : h that mass production has made each : : : 7 

po son, Miss Callahan has created hun-| (1. 4 carbon copy of the other in| >ut as the experiments carried on by his representatives. He also added 
ening dreds of original shades by combin- appearance, sales of fabrics over the the Link Fellowship near completion, wr il 

ing from 2 to 75 variations of color ‘ . the members of the Association, 400 new desirable retailers who had veeks, tid “ retail counter reflect a steady in- sesiid tap tho senalie af Maak aes 

— ‘Miss Callahan ushers in each new pot ad Ay ols mw $ Cuan Se iments, are themselves completing not carried his line before. 

i loading department stores in the | Sans ane teases The complete story my be scored from in leading departme 
rises, East and throughout the Middle on high standard of beauty. No.1 SCOTT HOWE BOWEN , Inc. 
office West. ——— - the event is} Heads Agency Publicity P agg of asin d grand nam yer Radio Station Representatives 
phone made throug e local newspapers! 64:. Peabody Swift has been ap-|4"en’s Playgrounds and flower an Chrysler Building, New York 
The in advance of the —, ied pointed manager of the publicity de- ne, = 4 oo. the Fisher Bldg. Boker Hotel 10 High Street 

harm The fifth of this series of fashion | ,artment of James F. Newcomb &| rounds in bac he 7 Detroit, Mich. Dallas, Texas Boston, Mass. news- shows, now taking place, is the|(Co, New York. He comes to New-| have become avai able for public use 180 N. Michigan Ave. Integrity Bide. 

most elaborate staged thus far. A| comb from the publicity department | as well as those in front. Chutes, 
short talk delivered by Miss Calla- of N. W. Ayer & Son. merry-go-rounds, sandpiles, every- 

Chicago, Illinois Philadelphia, Pa. 

CURTIS J. HARRISON 
Western 

Advertising Manager 

The answer is that Photo- 

play has an impetus of 

Business is Still Good at Photoplay 
In the first nine issues of 

1930, Photoplay shows 

gains over the rollicking 
year of 1929 in newsstand 

sales, advertising lineage 
and income. 

growth and reader enthu- 
siasm sufficient to over- 
come the bugaboo of 
temporary depression. 

Photoplay’s market of 

young women is least 
affected by hard times. 

JAMES R. QUIRK, Publisher 

PHOTOPLAY 
Predominant with Young Women in the 18 to 30 Age Group 

919 N. Michigan Ave., Chicago, III. 

HERBERT J. DONOHOE 

Eastern 

Advertising Manager 

221 W. 57th St., New York, N. Y. 
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Holeproof Hosiery 
To Advertise Famous 
Ensemble Color Chart 

(Continued from page 1) 

contains a water color painting of a 
model attired in fabrics selected 
from the group. 

The materials used in the combi- 
nation are indexed, so that the 
groups can be studied together as 
well as separately. By referring to 
the book, it is learned that one pair 
of shoes of a certain color will har- 
monize with several ensembles. It 
is a curious fact that the book makes 
no apparent effort to call attention 
to the Holeproof Hosiery Company 
or its product. If anything, it ap- 
“pears that the subject of hosiery 
has not been given sufficient atten- 
tion. 

In the beginning the charts were 
concerned with current fashions and 
and made suggestions for the cor- 
rect shades of hosiery to correspond. 
Observing the hesitancy of the buy- 
ers in making early season pur- 
chases for fear that they might err 
in the selection of the correct colors, 
the company conceived the idea of 
combining the color harmonizing 
suggestions with authentic advance 
information in color fashions. For 
a time Lucile of Paris was retained 
to act as color style adviser, and 
her recommendations were incorpo- 
rated in the swatch charts and 
passed along to the dealers as quick- 
ly as possible. 

Manufacturers Co-operate 
The present method, developed 

two years ago, is more thorough. 
Miss Gladys Suthen Kiplinger, a 
leading fashion expert, was engaged 
as the company’s style adviser. She 
makes semi-annual trips to Paris 
and confers not only with the dozen 
textile and leather houses mentioned 
in the book as collaborators but with 
all the leading manufacturers in 
these lines in the country. 

Miss Kiplinger’s procedure is to 
request of each collaborating house 
a certain number of samples of the 
materials they will feature the com- 
ing season, classified as to color. The 
same request is made of all other 
important houses and changes are 
made in the master selection if it 
does not agree with the trend dis- 
closed by the samples and the color 
fashions forecast by the early Paris 
shows. 

Manufacturers have come to attach 
great importance to Miss Kiplinger’s 
selections and to lend every co-ope- 
ration. The service is recognized as 
a clearing house for important in- 
formation, on which the manufac- 
turing, wholesale and retail trade 
can rely. 

_ Admiration of the beautiful books 
put out this year and appreciation 
of their usefulness is by no means 
confined to the hosiery trade. In 
fact, it is likely that buyers in other 
lines, display managers, textile man- 
ufacturers, etc., are just as much 
obligated to the company as are the 
hosiery men. The situation has 
caused a widespread and insistent 
demand for the books and created 
a problem for the publishers. At 
present these books are probably 
the most borrowed pieces of trade 
literature in existence. 

A Best Seller 
Not only have other than hosiery 

buyers used the book to advantage, 
but the customers of retail stores 
have attempted to borrow it for con- 
sultation while buying other items 
for their ensemble. As a result, the 
company has adopted the rule that 
the book, costing $5 to produce, shall 
be made available only to hosiery 
buyers. 

Now that the demand has been 
created, however, it is likely that 
manufacturers in the other lines 
represented will arrange to furnish 
the service to buyers in their lines. 

A practical solution might be for 
the associated industries to subsidize 
the Holeproof fashion department, 

providing the company is willing to 
relinquish its position as a color 
fashion arbiter. 

It is likely that the Holeproof col- 
or ensemble books will be lost or 
worn out twice as fast when they 
are featured in the company’s adver- 
tising of women’s hosiery for the 
first time in October. A schedule of 
page advertisements in full color for 
Harper’s. and Vogue includes men- 
tion of the book and the suggestion 
that the reader get in touch with 
Holeproof dealers and make use of it. 

Ensemble for Men 

The color ensemble book for men 
is new this season. It shows seven 
ensemble groups selected by Miss 
Kiplinger to guide the women of 
America in outfitting the boy friend, 
as well as those few brave males 
who have the temerity to pick their 
own. 

Manufacturers who have collabo- 
rated in producing the women’s 
book are the Crofut & Knapp Com- 
pany, the Amalgamated Leather 
Company, Grison (A. Combe et 
Fils), F. Hecht & Company, the 
New Castle Leather Company, San- 

dalari, Bianchini Ferier, Cheney 
Brothers, Haas Brothers Fabrics 
Corporation, Stehli Silks Corpora- 
tion and the Julius Forstmann Cor- 
poration. 

The materials in the men’s ensem- 
bles have been contributed by the 
Crofut & Knapp Company. John B. 
Stetson Company, David and John 
Anderson, the McCurrach Organiza- 
tion, John Wilson Textiles, J. S. 
Barnet & Sons, the Bachrach Com- 
pany, Franc-Strohmenger & Cowan, 
and the Hickey-Freeman Company. 

Outdoor Company 
Will ‘Advertise 

Advertising”’ 

San Francisco, Cal., Sept. 11— 
While there has been much talk in 
advertising circles about “advertis- 
ing advertising,” the Foster and 
Kleiser Company, outdoor advertis- 
ing concern, proposes to translate 

the conversation into action. 

George W. Kleiser told the San 
Francisco Advertising Club that his 
company has already created an 
educational department in charge of 
E. Lloyd Lomax, and has also em- 
ployed a_ recognized advertising 
agency to execute the plan. 

In addition to the company’s own 
billboards, it is hoped to utilize 
metropolitan and country newspa- 
pers, through an exchange of space, 
and radio, by a similar method. 

“On our panels,” said Mr. Kleiser, 
“we expect to attract attention to 
the entire program and to empha- 
size the advertising standards and 
ideals of our company. 

“In the newspapers we will fea- 
ture the contest idea and offer prizes 
for the best 500-word story on ‘How 
Advertising Has Increased My Hap- 
piness.’ As a result of this contest 
we hope to secure many suggestions 
for furthering our program. 

“Through the radio we will reach 
people who are interested in flowers, 
gardening and the scenic beauty of 
the Pacific Coast, and we will tell 
them how advertising aids these en- 
joyments.” 

Mr. Kleiser made a plea for fair- 
ness to outdoor advertising, urging 

@ | his audience to differentiate between 
standardized and promiscuous ad- 
vertising of this type. 

Joins Atlanta Agency 
Robert H. Scott, who has been 

assistant to the publisher of the 
Atlanta Georgian-American, has be- 
come vice-president of Eastman, 
Scott & Co., Atlanta agency. 

Price in Copy 
Helps to Sell 
Boys’ Clothing 

New York, Sept. 11—The bene- 
ficial effect of basing promotion on 
specific price lines is shown in a 
study of boys’ clothing departments 
made by the committee on lagging 
departments of the sales promotion 
division of the National Retail Dry 
Goods Association. 

According to the study, in which 
60 per cent of the stores reporting 
showed an increase in sales and 40 
per cent a decrease, 37 of the stores 

that made a good showing had spe- 
cial sales events and 23 of the stores 
whose sales declined used this type 
of promotion. Thirty-one of the suc- 
cessful stores based their campaigns 
on specific price lines but only 16 
of the stores showing a decrease 
used this policy. Prestige campaigns 
were used by 8 and style campaigns 
by 12 of the stores which increased 
their sales. Five stores used each 
of these methods but showed a 
decrease. 

Direct mail campaigns were used 
by an equal number in each group. 
Nearly twice as many of those show- 
ing increases directed their mailings 

Pee-Wee Golf 
Invades Canada 

Winnipeg, Man., Sept. 11.— 
This city is going in for minia- 
ture golf in a whole-hearted 
way. Three stores in the heart 
of the city are being converted 
into indoor courses. An aban- 
doned department store is to . 
boast three such courses. 

to the parents or the boys them- 
selves. Six stores showing an in- 
crease used radio, street car and 
other forms of advertising and only 
one which showed a decrease ven- 
tured into these fields. 

The less successful stores spent 
more in proportion to sales for pub- 
licity than those which showed an 
increase, but this does not mean that 
the amounts spent were larger— 
merely the ratio to the resulting 
sales. The stores showing an in- 
crease in volume of sales spent 3.9 
per cent on publicity while stores 
showing a decrease spent 4.56 per 
cent. Seventeen of the stores show- 
ing an increase stated that they had 
new styles in boys clothing, while 
only 8 of those showing a decrease 
offered anything that was a novelty. 

According to both groups the larg- 
est business is done in December in 

these departments, even where ng 
special effort is made to promote 
the Christmas trade. 

Aviation, styles and sportswear 
for camp, skiing and other activities 
which require special clothing play 
an important part in boys depart 
ment promotions. Many youths in 
their teens want to prove that they 
are “grown up” by buying their 
clothing in men’s departments, ae. 
cording to the survey. The succesg 
ful stores do most of their camp 
business with mothers rather than 
with the boys themselves. 

Newspaper Engraver 
Starts Own Business 

After 30 years with the engraving 
departments of Seattle newspapers, 
Charles H. Horrocks has entered the 
commercial field with the formation 
of the Quality Engraving Company, 

Associated with him is George 
S. Clark, who has been with the 
Cowles Publishing Co., Spokane, 
farm papers. 

Insurance Campaign 
Planned in Seattle 

Arnold-Morgan Advertising, Inc., 
Seattle, has been selected’to handle 
an advertising campaign for the 
General America Group, of Seattle, 
Newspapers, direct mail, and nu- 
merous selling helps will be em- 
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at the threshold 
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The finest catalog, or the most persuasive 

sales letter, cannot hurdle the mental barrier 

created in prospects’ minds by down-at-the- 

heel envelopes—the inevitable result of pay- 

ing too little to obtain envelopes that perform 

satisfactorily. 

While the total cost of a catalog, or other 

mail matter, with its envelope is only increased 

a trifle by using the best of envelopes, the 

effectiveness is increased a thousandfold. 

ENVELOPES 
are just Good Business 

ENVELOPE MANUFACTURERS’ ASSOCIATION OF AMERICA .. . 19 WEST FORTY-FOURTH STREET, NEW YORK CITY, NEW YORK 

TRY THIS! take your colored pencils and rough 

in some color in the above envelope design. 

See how effectively you can make your 
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