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Rough Proofs 
Now that the malt companies are 

starting contests, why not offer prizes 

for the best comments on the subject, 

“Why prohibition is a success.” 

vv¥egy 

If air pressure in automobile tires 

‘were reduced, the passengers would 

get a better ride and the rubber com- 

panies would sell more tires. That's 

one form of deflation Rough Proofs 

is prepared to endorse. 

, F ¥ 

Ben Bernie, the old maestro, is now 

writing copy for his alma malta, Blue 

Ribbon malt. Pretty soon he may be 

known as the old brew-maestro. 

7 F 

Another unedited columnist, this 

time in Cincinnati, recently bewailed 

unemployment among machinists be- 

cause Uncle Sam has not recognized 

Russia and thus permitted machine 

tools to be sold to the U. S. S. R. 

What’s a mere fact to an inspired 

columnist? 

vv, 

“Safely through the critical years,” 

says the Electric Refrigeration 

Bureau, referring to babyhood, but 

most parents find the offspring most 

critical a little later on. 

7 Ff 

It’s the critical attitude of the 

youngsters, of course, that helps ad- 

vertisers to bolster up what they 

later are pleased to refer to as “con- 

sumer demand.” 

* FF F 

The farmer, suggests the Bell Sys- 

tem, “may call any one of nearly 

20,000,000 other telephones in this 

country and an additional 12,000,000 

abroad.” 

Sounds like a real opportunity for 

a busy farmer. 

7 © 

The Insurance Company of North 

America describes a fire in which 45 

people were burned to death, and 

refers to the “mitigating feature” 

supplied by fire insurance in a good 

company. Somehow or other the 

mitigating doesn’t seem to hit the 

spot. 

+ 7 

Some of these big bus terminals 

are just like railroad stations. About 

the only real difference is that you 

can understand the announcers. 

> * F 

George Ade grows tenderly senti- 

mental describing the home-like 

scene where mother, sewing-basket on 

knees, is busily darning socks under 

the lamp on the library table. About 

the only one who never appreciates 

the beauty of this scene is mother. 

". = FF 

Anyone who grows misty-eyed over 

the mental picture of a woman plying 

a needle is reminded to read again 

Thomas Hood’s poem, “The Song of 

a Shirt,” and then go prick his own 

thumb. 

+ = & 

“Why gamble?” asks G-E. 

Oh, it’s a lot of fun—you ought to 

try it some time. 

~~ «6 

Now that they’re featuring fresh 

coffee, and even advertising the 

merits of fresh gasoline, why doesn’t 

some publisher tell about the nice 

fresh white space he has for sale? 

Copy Cvs. 

Advertiser Finds Sentiment Pays Dividends 
MEDIA. STUDIES 
HELD IMPORTANT 
BY ASSOCIATION 

A. N. A. Holds Semi-Annual 
Convention 

Cincinnati, O., May 20.—‘We are 

here today but we shall be gone to- 

morrow if we cannot make a profit.” 

In these words, Lee H. Bristol. 

president of the Association of Na- 

tional Advertisers, summarized to 

the semi-annual convention the story 

of activities designed to get a dol- 

lar’s worth of advertising for every 

dollar spent. 

More than 150 members and guests 

are in attendance, testifying to cur- 

rent interest in live advertising sub- 

jects on the program. 

“Costs are being cut to the bone,” 
Mr. Bristol asserted. “We are solder- 

ing up all the holes in the oaken 

bucket which in 1928 and 1929 many 

of us were wont to regard with a 

lot of humorous disinterestedness. 

“Humorous then perhaps, but un- 

forgettable now. We are studying 

the cost of producing advertisements. 

“We are frankly scrutinizing our 

agencies, not in an unfriendly 

spirit, but helpfully, for they are 

spending our money and we have 

little enough of it to spend without 

wasting it through carelessness.” 

Mr. Bristol said the A. N. A. will 

have made 145,000 calls on radio set 

owners by the end of this year, in a 

co-operative analysis of broadcast- 

ing. Over 500,000 program mentions 

will have been tabulated. 

The radio analysis, though started 

by the A. N. A., is now financed by 

joint interests, including both agents 
and advertisers. 

Study of Magazines 

The committee on circulations ap- 

pointed at the last annual meeting 

has confined itself to the magazine 

field thus far. It has made analyses 

of the circulations of six women’s 

publications, five leading weeklies, 

and four general monthly magazines. 

The studies present a_ picture, 

among other things, of methods used 

by each publisher to obtain circula- 

tion and how those methods affect 

the quality of the circulation, Mr. 

Bristol said. 

The same committee is preparing 

two additional analyses of circula- 

tions of small town women’s maga- 

zines and of five leading architec- 

tural publications. 

“Present plans of the circulation 

committee,” he continued, “call for 

supplemental reports which will 

afford each member an opportunity 

to keep posted on current trends and 

circulations. These studies based on 

A. B. C. reports, have been received 

with keen interest and have been put 
to practical use.” 

Other magazine studies under way 

are of the methods used to determine 

duplication, value of position and 

size of copy in magazines, how long 

after the date of issue magazine ad- 

vertising produces results, how mag- 

azine advertising influences’ the 

reader, and the effectiveness, from 

(Continued on Page 6) 

To Revolut 
Advertisin 
New ‘Magna Charta’ 

ionize 
g with 

Cincinnati, O., May 20.—A 
magna charta of advertising has 
been developed ! 

Headed by Ralph Starr Butler, 
vice-president of General Foods 
Corp., New York, a joint commit- 

tee of the Association of National 

Advertisers and American Associ- 
ation of Advertising Agencies has 
developed a code of trade practices 
which, it is believed, will stem the 

tide of destructive advertising and 
restore public belief in the eternal 
truthfulness of the printed word. 

John Benson, president of the 
Four A’s, told the A. N. A. meeting 
this morning of the two years’ 
work which was necessary to de- 

velop this code. Both organiza- 
tions have endorsed the document 
and it will be announced in detail 
in the immediate future. 

It is said to hit chiefly at de- 
structively competitive advertising 

and exaggeration, which the com- 
mittee and their principals felt 
were destroying belief in, and 
hence the usefulness of advertising. 

The code gives a clean bill of 
health to testimonial advertising. 

There is nothing intrinsically 

wrong with this type of advertis- 
ing, it holds. While the same prin- 
ciples which apply to all advertis- 
ing should be applied to testi- 
monial copy, the latter. when 
truthful, is recognized as an effec- 

tive and legal tool for the adver- 

tiser. The code does not even deny 
advertisers and agencies the right 

to purchase testimonials, 
Mr. Butler, in common with 

LEADS WAY 

Ralph Starr Butler 

other leading members of the A. 
N. A., has long felt that advertis- 
ing was going down hill and that 
unless the profession itself under- 

took to discipline advertising, it 
would eventually lose its claim on 
public attention. 

This sentiment crystallized into 

action two years ago, when the A. 
N. A. and Four A’s appointed a 
committee, with Mr. Butler at its 

head, to define the bounds within 
which advertisers must stay. The 

code, evolved after long debate, is 
one that most advertisers will wish 
to follow, and which others must, 

it is asserted. 

Last Minute News Flashes 
Canaday Quits Lehn & Fink for Squibb 

New York, May 20.—W. D. Canaday, for 13 years vice-president in 

charge of advertising, Lehn & Fink 

& Sons. 

Products Co., has joined E. R. Squibb 

Foust New Chairman of Western Council 
Chicago, May 20.—Chester Foust, Erwin, Wasey & Co., was elected 

chairman of the Western Council, American Association of Advertising 
Agencies, this week. Maurice Needham, Needham, Louis & Brorby, is vice- 
chairman, and Lorry Northrup, Batten, Barton, Durstine & Osborn Corp., 

secretary-treasurer. 

Restaurant Men Protest Government Cafeterias 
Chicago, May 20.—Directors of the National Restaurant Association 

met here today to draft a protest against the Government’s proposal to in- 

stall cafeterias in postoffices in 32 cities. 

Equitable Life Appoints Newell-Emmett 
New York, May 20.—The Equitable Life Assurance Society of the 

United States has appointed Newell- 
effective immediately. 

Emmett Co. for magazine advertising, 

SALES PLANNING 
KEEPS WORKMEN 
BUSY, SATISFIED 

How Procter & Gamble Beat 
Unemployment 

——— 

Cincinnati, O., May 20.—Sentiment 

in business pays, Stockton Buzby, 
vice-president in charge of sales, 

Procter & Gamble Company, told the 

Association of National Advertisers 

today. 

It was a feeling of responsibility 

to employes which led to the remark- 

able system by which the company 

forecasts sales accurately a full year 

ahead. . 

The plan provided uninterrupted 

employment, enabling the company 

to build and maintain a highly skilled 

organization. But it also simplified 
and standardized many other opera- 

tions. 

It effected purchasing economies 

by allowing yearly contracts, with 
monthly shipments of materials and 
supplies. It made it possible for 

both financial and advertising de- 
partments to schedule operations far 
ahead. 

Salesmen know that the entire set- 

up is based on their quotas and act 

accordingly. Workmen work instead 

of wondering how long the job will 

last and where their next employ- 

ment will be. 

The Big Objective 

Procter & Gamble pioneered in 

improving working conditions for em- 

ployes. It developed, first, a profit- 

sharing, and later a pension and 

benefit plan, allowing employes to 

participate in the profits of the busi- 

ness and to be protected in sickness 

and death. Mr. Procter felt, how- 

ever, that the most important thing 

was to insure every man against in- 
termittent idleness. 

This viewpoint led in 1922 to an 

effort to distribute production evenly 

by charting sales. 

“We found,” related Mr. Buzby, 

“that the actual movement of soap 

from the retail grocery store was 

almost constant, in spite of a slight 

upturn during spring and fall house- 

cleaning. 

“Tonnage by brands was found to 

vary little in the course of a year, 

and considering the gradual rise in 

living standards and normal increase 

in population, our 24 district mana- 

gers were able to tell us accurately 

how much soap they would sell by 

brands and tonnage in the next 

quarter. 
“Production figures were estab- 

lished on this basis. By the middle 

of 1923 we were confident enough to 

shift to the present system of mak- 

ing estimates not later than Novem- 

ber 15 for the following calendar 

year. 
Minimum Schedule 

“The basis is a minimum schedule 
of 48 weeks, giving the men this 
amount of continuous employment. 

“It does not upset basic production 
schedules to have slight variations 

in monthly production by brands, 
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provided the total boxes produced is 

not changed and we have ample 

warning of these slight brand 

changes. A variation of 10 per cent 

on standard brands’ is permissible.” 

Mr. Buzby said January, February, 
July and August are subnormal 
months. March, April, November and 

December are normal, and May, 

June, September and October are 

above normal. 

The variation between subnormal 

and abnormal months is so slight, 

however, that the company has not 

had to store more than a normal 

30 days’ stock at any time in recent 

years. 
Mr. Buzby drew an interesting pic- 

ture of advertising results. 

“In 1900,” he said, “we did only 25 

per cent of our business on adver- 

tised or semi-advertised brands; 75 

per cent was the ‘price brand’ class. 

In 1931, 75 per cent of our volume 

was on advertised brands.” 

Tissue Account to 
Diener & Dorskind 

Gotham Tissue Corp., New York, 
Scientific Health Tissue Toilet Paper, 
-has placed its advertising account 
with Diener & Dorskind, Inc., New 
York. A newspaper campaign in 
eastern and southern states is 
planned. 

Garry &-Co., New York, makers 
of Garry’s Scalp Antiseptic, have 
appointed the same agency. News- 

papers will be used. 

Oil Men May Sell 
Grain in Reprisal 

Kansas oil men are organizing 
grain elevators, following insistence 
of grain interests on retailing gaso- 
line and oil. 

Sixty elevators will be erected, the 
first at Offerle, near Dodge City, ac- 
cording to present plans. 

Automotive Sales Increase 
April automotive sales were 110,- 

000 units, R. L. Polk & Co. estimate. 
This compares with 91,297 for 

March. 

Join KTM Staff 
Tom Bacon and R. L. Gunter are 

additions to KTM, Los Angeles. 

BLIND COPY IS 
USED TO MAKE 
MARKET SURVEY 

Parker Agency Finds New 
Method Economical 

Chicago, May 20.—A new use for 

advertising has been developed by 

Blackett-Sample-Hummert, Inc., Chi- 

cago agency, in its work for the 

Parker Pen Co., Janesville, Wis. 

Parker was revealed this week as 

the advertiser who used blind display 

copy in The Saturday Evening Post 

to ask the public questions about pen 

ownership, thus measuring the effec- 

tiveness of Parker advertising in one 

of the mediums used by Parker and 

many of its competitors. 

Blackett -Sample-Hummert, who 

have handled Parker advertising 

since 1923, have used a different 

method each year to determine how 

fountain pens now owned are divided 

among the public and how future pur- 

chases will be divided by brands. 

The blind advertising not only 

pulled 22,000 replies, but did so more 

economically than other methods, ac- 

cording to the agency, indicating 

possible repetition of the plan in the 

future. 

One year, the agency polled 100,000 

telephone subscribers. In another, it 

took a census of students at 66 col- 

leges and in a third, it polled maga- 

zine subscribers in 12 vocations. 

Wording of Questions 

The quarter-page copy in the Post 

asked: 

“1. What make (or brand) of 

fountain pen do you own? 

“2. If you were to buy a fountain 

pen, which make (or brand) do you 

think you would choose? 

“3. What brand of writing ink do 

what veal photos do? 
The delineation of character 

in a photograph is an art that 
roa combine the factors of — 

atience—skill and experience. | 
it takes an artist photographer 
‘to Peogee the "en a 

COMMERCIAL PHOTOGRAPHERS 
PHOTOGRAPHIC ILLUSTRATORS 

as South Wabasti Ave. 

SURVEY COPY 

An Article of daily use Free, 
in return for your answers 

to these four questions 

Help us and we will reward your favor 
A leading manufacturer of writing supphes has en 
coped us to find out what brands or mal 

w 

send your reply on the coupon below. Tear it oul now 
and receive a very useful article for your courtesy 
RECORDING & Statisticat Comroration 

222 W. Adams : 

+ What make (or brand) of fountain pen do you own? 

To ° 
> Ifyou were to,buy a fountain pen, which make (or brand) 

Procure — > 40 you think you would chaose? 
Gift + What brand of writing ink do you now use 

1 Hf you anticipate which brand will you buy 
Fill in * next? 

Information : \* 
t Street 

Requested City pm _ 
Mail to the & Statistical C 

222 W Adams Street, elare Pebeuary 23th 
Tm 

you now use? 

“4. If you anticipate changing, 
which brand will you buy next?” 

Each person replying was pre- 

sented with a 15-cent bottle of 

Quink, the Parker ink. 

Recording and Statistical Corp., 
Chicago, to which the coupons were 

directed, gave the following sum- 

mary of how 22,498 pens now in the 

hands of consumers are divided by 

brand: i 
Parker, 7,105; Waterman, 4,371; 

Sheaffer, 4,263; Conklin, 1,190; Wahl, 

1,057; Moore, 368; Swan, 348; Car- 

ter’s, 134; others, 3,017; no answer, 

645. 

Parker also led in brands which 

will be bought next, according to the 

survey, with 10,625. Sheaffer was 

next with 6,040. Parker also led in 

indicated repeat purchases, 78.98 per 

cent of present Parker owners say- 

ing they will buy Parkers when new 

pens are required. 

Sheaffer led in ink preference, with 

8,424, Parker coming fourth, with 

1,997. 

Record Locates 
Prospects for 

Refrigerators 

Detreit, Mich., May 20.—Offer of a 

free phonograph record has helped 

Leonard Refrigerator Company lo- 

cate active prospects for refrigera- 

tors. The company’s three-shot cam- 

paign in The American Weekly car- 

ried a coupon which could be re- 

deemed for the record by mail or a 

personal visit to a dealer. 

“The Hit of 1932” is a three-min- 

ute record. It includes a musical 

introduction and a straight sales talk 

emphasizing features of the Leonard 

refrigerator. Fifty thousand records 

were merchandised to dealers in an- 

ticipation of inquiries. 

The novelty of the offering is be- 

lieved to have been responsible for 

the keen demand for the discs. 

The names of local dealers were 

featured in each of the full-page ad- 

vertisements in color. This innova- 

tion was merchandised so effectively 

by Leonard that a large number of 

dealers were added to the organiza- 

tion. 

In Omaha, the distributor took a 

half dozen small advertisements to 

direct attention to the full page in 

the magazine section. 

Brooke, Smith & French handle 

the Leonard account. 

“Buddy” Hebert Follows 
in Footsteps of Dad 

Louis Hebert, Jr., son of the well 
known Chicago advertising man, and 
manager of the shopping directory 
of the Daily Trojan, published by the 
University of Southern California, 
was initiated into Alpha Delta 
Sigma, professional advertising fra- 
ternity, at Los Angeles, May 17. 
The senior Hebert conducted an 

advertising agency in Chicago for 
many years. He is now with Lin- 
coln National Life Insurance Co., 
Fort Wayne, Ind. 

Wiseman Vice-Chairman 
Mark Wiseman, Blackman Co., has 

been elected vice-chairman of the 
New York Council of the Four A’s. 
Henry Eckhardt, Kenyon & Eckhardt, 
was re-elected secretary-treasurer. 

N. 1. A. A. PICKS 
SIX CAMPAIGNS 
AT CONFERENCE 

Industrial Selling Methods 
Discussed 

Cleveland, O., May 18.—Five manu- 

facturers and one publisher won cer- 

tificates of award in the exhibit 

which featured the annual meeting 

of the National Industrial Adver- 

tisers’ Association which closed here 

today. About 150 campaigns were 

entered. 

The Link Belt Co., Chicago, won 
the award for the best campaign for 
non-productive machinery and equip- 

ment. 
Bristol Company, Waterbury, 

Conn., won the award for the best 

campaign for productive machinery 

and tools with a business paper and 

direct mail program for industrial in- 

struments for which increased pro- 

duction at decreased cost ratio was 

the principal sales appeal. 
Jenkins Bros., New York, won the 

award for the best campaign in the 

power field with a business paper 

program on valves. 

In the accessories and parts classi- 

fication Cutler-Hammer, Inc., Mil- 

waukee, won the award for its 1931 

campaign for electrical control ap- 

paratus. 
John Roebling’s Sons Co., New 

York, took the award among cam- 

paigns for materials and supplies 

with a two-color business paper se- 

ries on wire rope. 

The winner of the award for the 

best campaign by a business paper 

publisher or advertising agency was 

McGraw-Hill Publishing Co., New 

York. 

While the majority of the exhibits 

this year showed fewer units and me- 

diums being used there was a nota- 

ble improvement in typography, illus- 

tration, copy and headlines. The 

trend in copy appeared to be away 

from engineering and construction 

technicalities toward profit appeals, 

as the result of more buying of in- 

dustrial products purely for economy. 

Fall in Appropriations 

Retrenchment in industrial adver- 

tising appropriations was shown gra- 

Phically in a report read before the 

conference. For all sizes and types 

of companies the ratio of promo- 

tional expenditures fell from 3.10 per 

cent in 1931 to 2.36 in 1932. 
There was a slight increase in per- 

centages devoted to catalogs, bul- 

letins and other direct mail, and a 

decrease in business paper space ex- 

penditures from 44.49 per cent to 

39.41 per cent. 

Demand of investors that all costs, 

including business promotion expen- 

ditures be slashed, was discussed by 

Kenneth M. Goode, vice-president, 

Biow Company. 

“A manufacturer recently told me 

that he wished his company were not 

paying dividends,” said Mr. Goode. 

“IT suggested that he stop them any 

time he became lonesome. 

“He said he would like to spend 

the money right now in advertising 

to build for the future. But the pres- 

sure of investors to keep the divi- 

dend rate up in order to keep the 

stock from falling any lower will pre- 
vent any large expenditures for ad- 

vertising this year.” 

Carl Byoir, director of the “War 

Against Depression Campaign,” as- 

serted that though the campaign put 

750,000 people to work, it failed to 
attain its real objective of quicken- 

ing business recovery because of un- 

certain political conditions and lack 

of strong leadership and support. 

In a talk on selling methods, Allen 

H. Mogenson, McGraw-Hill Publish- 

ing Company, illustrated with motion 

pictures the time-studies progressive 
industrial plants are using to cut pro- 

duction costs. 

Selling of Future 

“Industrial equipment in the future 

will be sold on a strict efficiency 

HEADS N. |. A. A. 

Forrest U. Webster 

basis,” he declared, telling of a ma- 

chine tool company which sold a 

$30,000 order by re-designing the en- 

tire mechanical department for a 

manufacturer. 

Forrest U. Webster, advertising 

manager of Cutler-Hammer, Inc., Mil- 

waukee, was elected president of the 

association, succeeding Allan Brown, 

Bakelite Corp., New York. 

Other new officers: First vice- 

president, Howard F. Barrows, Aus- 

tin-Western Road Machinery Co., 

Chicago; second vice-president, 

Gregory H. Starbuck, General Elec- 
tric Co., Schenectady; third vice- 

president, R. Davison, New Jersey 

Zinc Co., New York; secretary-treas- 
urer, Herbert Stoetzel, Republic Mow 

Meters Co., Chicago. 

New directors are W. I. Brockson, 

Steel Sales Corp., Chicago; Julius 
Holl, Link Belt Co., Chicago; Fred G. 

Berling, Lunkenheimer Co., Cincin- 

nati; Kenneth C. Magers, Union Gas 

& Electric Co., Cincinnati; Glenn H. 

Eddy, Ohio Brass Co., Mansfield, O.; 

Andrew Broggini, National Carbon 
Co., Cleveland; F. O. Wyse, Bucyrus- 

Erie Co., South Milwaukee; R. A. 

Shilbauer, Chain Belt Co., Milwau- 

kee; J. R. Schmertz, Mathieson 

Chemical Co., New York; Leon H. A. 

Weaver, Superheater Co., New York; 

W. R. Kortkamp, Dill & Collins Co., 

Philadelphia; A. M. Robinson, J. G. 

Brill Co., Philadelphia; C. B. Diet- 

rich, Wagner Electric Mfg. Co., St. 

Louis; J. R. Kearney, Jr., Kearney 

Corp., St. Louis; O. R. McDonald, 

American Chain Co., Worcester, 

Mass.; Don Allshouse, Northern 

Equipment Co., Erie, Pa.; and Allan 

Brown, Bakelite Corp., New York. 

Kynett Is President 
of Poor Richard 

H. H. Kynett, Aitkin-Kynett Co., 
was elected president of the Poor 
Richard Club, Philadelphia, this 
week. 

N. A. Considine, Paper House 
of Pennsylvania, is first vice-presi- 
dent and Charles H. Eyles, president 
of Richard A. Foley Advertising 
Agency, second vice-president. Clar- 
ence W. Cramer is secretary; John 
M. Fogelsanger, treasurer; and Rowe 
Stewart, George E. Loane and 
Howard P. Kairer, directors. 

Markward Triumphs in 
Chicago Golf Meet 

H. W. (Rube) Markward, of True 
Story, scored low gross in the West- 
ern Advertising Golfers Association’s 
first tournament of the season this 
week at Midlothian, II. 

Other winners in this class were 
George Hartman, J. L. Sugden Ad- 
vertising Co.; H. Elton Pease, Stand- 
ard Show Card Service, and J. A. 
(Chief) Bender. 

Agency for Radbill 
Paris & Peart, New York, have 

been appointed by Radbill Oil Co., 
Philadelphia, which sells Penn-Rad 
motor oil primarily through grocery 
and department stores. 

Named by “Motorland” 
Maxwell Hunter has become adver- 

tising director of Motorland, San 
Francisco, succeeding Lincoln Dellar, 
who has become a publishers’ rep- 
resentative. 
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C. A. C. SPLIT-UP 
IS DESCRIBED 
IN ADVERTISING 

Chicago, May 20.—The split in the 

ranks of the Chicago Association of 

Commerce on prohibition reached the 

public via the advertising columns 

Thursday, when the American Busi- 

ness Men’s Prohibition Foundation 

presented the issue in 600 lines in 
the Chicago Tribune. McJunkin Ad- 

vertising Company placed the copy. 

Additional interest was created by 

the fact that the Advertising Council 

is a division of the Association of 

Commerce. 

The advertisement, headed, “Beer 

or Bread—Which?” began: 

“The outburst of indignation, fol- 

lowing publication of the alleged offi- 

cial ‘beer resolution’ of the executive 

committee of the Chicago Associa- 

tion of Commerce and the stinging 

rebuke administered by A. N. 

Marquis has not been assuaged by 

the lapse of time. 

“A large group of members united 

in sending a delegation to call on 

President George W. Rossiter to ex- 

press their collective disapproval.” 

Listed as members of this delega- 

tion were Dr. W. A. Evans, health 

editor of the Chicago Tribune, foe of 

the Volstead Act; C. V. Gregory, edi- 

tor of Prairie Farmer, and others 

equally prominent. Mr. Marquis is 

publisher of Who’s Who in America. 

The advertisement said a commit- 

tee of 100 has been formed to “ex- 

pose and combat false and mislead- 

ing wet propaganda and it appealed 

for funds.” 

Vermont Sugar 
Producers Will 
Create Market 

Boston, Mass., May 20.—The State 

of Vermont has set out to prove that 

modern business methods can market 

farm crops at a profit. 

The Vermont Maple Co-operative, 

Inc., has been formed at Burlington, 

with Linus Ward as general mana- 

ger, and Dorrance, Sullivan & Co., 

retained to direct the packaging and 

marketing of the 1932 crop of maple 

sugar and maple syrup. 

The new co-operative represents 

the leading farm maple producers of 

the state, controlling the major part 

of the state’s crop, which, in turn, is 

50 per cent of that of the entire 

country. 

Maple sugar and syrup will be 

graded and certified under the Ver- 

mont Agricultural Department’s seal, 

then marketed through the usual 

grocery channels. 

Advertising will start just in ad- 

vance of the seasonal market demand 

in the early fall and continue through 

the winter. 

David Howe, publisher of the Bur- 

lington Free Press, and H. Nelson 

Jackson, publisher of the Burlington 

News, helped start the new organiza- 

tion. 

Tenth District in 
Educational Movement 

Under the direction of Earl M. 
Racey, governor, the Tenth District, 
Advertising Federation of America, 
is conducting an advertising cam- 
paign to re-establish faith in adver- 
tising and-put hoarded money into 
circulation. 

Newspapers and outdoor plant 
owners are donating space. Copy is 
also prepared without charge. 

Agency for Coffee 
Zinn & Meyer, New York, are di- 

recting the advertising of Mont- 
gomery Mills, Jersey City, Lakreem 
Coffee, and X-Ray Insecticide Lab- 
oratories, New York. Both are new 
accounts. 

Dorland Gets Connolly 
Arthur F. Connolly has become 

account executive for Dorland Inter- 
national, New York. 

Even Westinghouse’s 
Advertising Agency 
Enters Big Contest 

Pittsburgh, Pa., May 18.—The plan 

of Westinghouse Electric & Mfg. Co., 

by which each employe pledges him- 

self to sell at least one of the com- 

pany’s household appliances, aroused 

intense interest when detailed before 

the Advertising Affiliation at Cleve- 

land last week by Ralph Leaven- 

worth, general advertising manager 

of Westinghouse. 

Though in effect but a short time. 

it has yielded remarkable results. 

Fuller & Smith & Ross, the com- 
pany’s agency, have been bitten by 

the germ and have joined the big 

parade. 

Sales, Morale Rise 

Mr. Leavenworth said both sales 

and morale of the 35,000 employes 
have been tremendously stimulated 

and that this type of program will be 

continued indefinitely. The com- 

pany’s 50,000 stockholders may be 

asked to participate. 

To keep it from seeming “just an- 

other merchandising department 
campaign” the program was headed 

by H. C. Thomas, assistant works 

manager at East Pittsburgh. Each 

local division is divided into teams 

of about twelve members each. 

The plan was adopted on the spur 

of the moment. Information on ap- 

pliances and rules of the contest 

were hastily printed and distributed 

by the advertising department before 
the first of the month. 

The aim is to have every employe 

sell at least one appliance during the 

month. The product may vary from 

a package of lamp bulbs to a re- 

frigerator or electric range. For 

every product sold the employe is 
given a number of points based upon 

retail selling price. 

These points entitle him to free 

merchandise. The sale, however, 

must be made to someone outside 

the Westinghouse organization, out- 

side his own immediate family, and 

must be made through a dealer at 

full retail price. The product he 

wins by points is given him direct 

by the factory. 

Thus, if an employe sells ten re- 

frigerators he gets one free, retail 

price about $180. Each point he 

earns is worth from 10 to 20 cents in 

merchandise. 

Possibilities of Drive 

One retail team in Chicago aver- 

aged $211 worth of sales per man 
before the middle of the month, If 

an average for the entire month of 

$15 per man can be reached the cam- 

paign will account for more than 

Miss Crowne Heads 
Advertising League 

Dorothy Crowne, John Budd Co., 
was elected president of the League 
of Advertising Women, New York, 
last week. Sue Flanagan is vice- 
president; Laura Rosenstein, Altol 
Press, treasurer; Florence Wall, con- 
sultant, corresponding secretary; and 
Anne Hilpert, Pedlar & Ryan, record- 
ing secretary. 

The board of directors includes the 
officers and Hazel P. Jenny, Batten, 
Barton, Durstine & Osborn; Rita Ot- 
way, New York Edison Co.; Sadie 
G. Emanuel, Commerce and Finance; 
Bernice Ormerod, Esmond Blanket 
Shop; Elsie E. Wilson, Woman’s 
Press; Ida Clarke and Mae Shortle. 

Collins Celebrates 
Friday Thirteenth 

Harry Collins, president of Collins 
& Alexander, Chicago engravers, 
underwent an emergency 

after two days’ illness. He is doing 
well at Elmhurst Hospital. 

Middishade Promotion 
Herbert J. Conhaim, who became 

advertising manager of the Middi- 
shade Co., Philadelphia, last Decem- 
ber, has been given the additional 
duties of sales manager. 

operation | 

for appendicitis at 3 A. M. May 198, | 

half a million dollars worth of busi- 

ness. 

A lapel button is given every em- 

ploye as soon as he has made his 

first sale and trophies are to be given 

the teams making the best records. 

“For the first time,’ said one ex- 

ecutive, ‘‘Westinghouse employes are 

learning what their company makes. 

Many a _ Westinghouse employe 

‘perks’ his coffee in a pot made by 

some other manufacturer. 

“Likewise, it would probably be 

surprising to find the number of 

stockholders using vacuum cleaners 

and other products of competing 

makes. This market in itself is too 

large for a manufacturer to overlook. 

But the most important effect noted 

so far is the increasing enthusiasm 

of dealers, because new customers 

have been walking into their stores 

not only to look at merchandise, but 

to buy as the result of some West- 

inghouse employe’s personal efforts.” 

Complete Study of 
Textile Industry 

Paul T. Cherington has completed 
a study of “Commercial Problems of 
the Woolen & Worsted Industries” 
for the Textile Foundation, Washing- 
ton, D. C. 

The Foundation is publishing the 
report. 

Picture Departmental 
Will Meet June 21 

The motion picture departmental 
of the Advertising Federation of 
America will meet in New York 
June 22. 

Frank Lawton, General Business 
Films, is chairman. 

Arrow Week to Be 
International Event 

International Arrow Week will be 
celebrated by Cluett, Peabody & Co., 
Troy, N. Y., May 23-28. 

The event was intended for the 
United States only, but foreign mer- 
chants insisted on participating. 

Kahl with Foodtown 
K. W. Kuhl has become sales pro- 

motion manager of Foodtown Kitch- 
ens, Inc., Chicago, cereals, succeed- 
ing H. W. Aiken, resigned. Mr. Kuhl 
was with the Wahl Co., Chicago, and 
later with Johnson Motors Co., Wau- 
kegan, Ill. 

Finish Plymouths 
in School Colors 

Detroit, Mich., May 20.— 
Plymouth Motor Corporation 
will make a special bid for 
school and college trade by fin- 
ishing Plymouth sport road- 
sters in any desired school 
colors. 

Special handling of orders 
will make any desired color 
combination available in a few 
days. 

Merge Poultry Papers 
The Baby Chick, Chicago, has 

bought Poultry Supply Dealer and 
will merge them. Burridge D. But- 
ler is publisher. E. M. Whitney, pub- 
lisher of Poultry Supply Dealer, will 
be associate editor of the merged pa- 
pers. 

Get London Terrace 
London Terrace, New York, adver- 

tised as the world’s largest apartment 
building, has placed its account with 
Kenyon & Eckhardt, New York. 

Bay “St. Nicholas” 
Kable Brothers, Mt. Morris, IIL, 

have bought St. Nicholas, juvenile 
monthly, from Scholastic-St. Nicholas 
Corp., New York. 

In the May 25th issue of The Business Week ... the 5th article on “The American Consumer Market” 

; Sonn 

Menu—I1919 1930 

presented for your inspection 

USINESS men are vitally interested 

in America’s food expenditures. And 

why not? Just look at the millions of dollars 

spent for food advertising. Despite the 

many changes in modes of living, incomes, 

fashions, since the war, the consumer still 

has to eat. And his food bill each year still 

takes a healthy slice of his annual expen- 

ditures. 

But many new factors have entered the 

food picture in recent years. For example: 

Prohibition. 

Health and dietary education. 

The desire to stay slender. 

Food advertising, with its vitamins, etc. 

The restaurant habit. 

How, if at all, have these been reflected 

since the war in the consumer’s habits of 

eating, the size of his menu, the relative 

popularity of the various food items, the 

per capita food bill? 

For the past ten years, business 

men have been guessing at the 

answer to this question. And 

the startling facts brought out 

in the next article on “The 

American Consumer Market’’ 

show that they’ve often guessed 

wrong. This article—the fifth 

of a series of twenty studies— 

appears in The Business Week 

(May 25th issue). 

This series offers business men, 

for the first time, the complete 

picture of the changes in Amer- 

ica’s buying habits during the 

years 1919 to 1930. It is the 

only study that covers ali the 

expenditures of al// the people 

in this country during that period. Its com- 

prehensiveness is indicated by the fact that 

it has broken down the consumer’s budget 

into almost a thousand items of expenditure. 

No matter what your business, there is in- 

formation in this series that will help you 

guide it with more knowledge and less guess 

work about your markets. Subscription to 

The BusinessWeek is$7.50. InCanada$10. 

THE BUSINESS WEEK 
330 West Forty-Second Street 

now running in 

Where are the Consumer’s bi 

Dollars Headed ? 

« You'll find the answer in the series, 20 

studies,‘“‘The American Consumer Market’} 

New York City 

The Business Week. 
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Will Advertising Come Back? 
The shrinkage in the volume of 

advertising now appearing in news- 

papers and magazines has caused 

misgivings here and there in the 

field. It is beginning to be suspected 

that business may have lost faith in 

advertising, and that business execu- 

tives are not using advertising as 

much as formerly because it has not 

been sold to them on the correct 

basis. 

ADVERTISING AGE does not believe 

that there is any lack of appreciation 

of the value of advertising among 

business men. Reductions in the 

volume of advertising have resulted 

in most cases not from a change of 

policy, but from the same sort of 

business conditions that have caused 

reduced sales organizations and 

lowered wage and salary lists. Re- 

duced sales and profits have forced 

reductions in expenditures, and ad- 

vertising has been cut along with 

everything else. 

Advertising agency executives, 

who are in close and intimate touch 

with manufacturers, know that there 

is a large volume of business wait- 

ing to be released, and that as soon 

as there is a definite turn upward, 

advertising activities will be tre- 

mendously stimulated and enlarged. 

The present brake on advertising vol- 

ume is therefore to be regarded not 

as evidence of any change in view- 

point on the part of management, 

but simply as a temporary lag en- 

forced by other factors in the busi- 

ness situation. 

This is a splendid time, however, 

for advertising executives to build 

up a correct appreciation and appli- 

cation of advertising, so as to elim- 

inate some of the unwise and waste- 

ful practices which were so preva- 

lent in flush times. Business man- 

agement in those days was willing 

to expect miracles of advertising; 

now it must be shown that good ad- 

vertising has its basis in sound com- 

mon sense, and needs expert guid- 

ance and control, just as much as 

personal selling. 

The assignment to advertising of 

specific tasks and objectives, and the 

elimination of some of the vague and 

mysterious operations which it was 

supposed to involve, will serve to 

put it on a sane business basis and 

open the way for more profitable use. 

After all, advertising is neither a 

luxury nor a panacea. It must be 

used by business because it offers 

the most economical and effective 

method of mass selling, and because 

personal selling is necessarily costly 

and usually inadequate. If there is 

a better way to do the job than by 

advertising, it is certain to be em- 

ployed. Thus far that substitute for 

advertising has not been found. and 

consequently the use of advertising 

will continue to expand in direct 

proportion to the importance of its 

business function. 

Advertising Men and Their Jobs 
One of the most disconcerting fea- 

tures of the present business situa- 

tion is the ease and frequency with 

which advertising men lose. their 

jobs. Many companies have found it 

necessary to curtail advertising, and 
part of the economy program has in- 

cluded dispensing with the services 

of the advertising manager. 

This is less a reflection on business 

than on advertising men. It sug- 

gests that in all too many cases these 

men have regarded themselves as 

technicians, whose function had to 

do with the production of advertis- 

ing rather than its application to a 

marketing operation. 

Turner Jones, vice-president of the 

Coca-Cola Company, emphasized this 

point in his address before the As- 

sociation of National Advertisers in 

Cincinnati this week, pointing out 

that the man who knows the busi- 

ness of his company, and to whom 

advertising has been simply the 

means to an end, is usually too val- 

uable to get along without. 

Someone in an organization must 

see advertising in relation to the 

business as a whole; must be able to 

integrate it with the other factors in 

the marketing program, and must 

see that it is working smoothly with 

the rest of the sales machine. 

As Mr. Jones also suggested, the 

advertising man who spends a min- 

imum of his time at his desk, and 

who is usually in the field contact- 

ing salesmen, dealers and the public, 

not only can do a better advertising 

job, but is more effective as the mar- 

keting executive he should really be. 

Not every advertising manager has 

the opportunity to escape from the 

shackles of routine, but the broader 

the view he takes of his task, the 

more interesting, important and vital 

to his company it is bound to be- 

come. 

Information 

for Advertisers 
The following documents may be 

secured without charge by any na- 

tional advertiser or advertising 

agency from the publishers sponsor- 

ing them, or through ADVERTISING 

AGE. 

390. Electrical Appliances in Small 

Towns. 

Household Magazine, which is pre- 

senting a series of analyses of the 

recent census of distribution, has de- 

parted from this task for the moment 

to give the results of a contest among 

its subscribers in which 626 letters 

were received. This indicated that 

80.8 per cent of the homes have elec- 

tric irons; 66.5 per cent, washing 

machines and driers; 58.8 per cent, 

vacuum cleaners; 57.2 per cent, 

radios, and so on down the list. Such 

appliances as floor polishers, hair 

driers and bottle warmers are rather 

rare, but have plenty of opportunity. 

A discussion of popularity by brands 

is even more illuminating. 

391. Facts and Figures of the Live 

Stock Field. 

Corn Belt Farm Dailies prove the 

prosperity of its readers with the as- 

sertion that meat animals are first 

in farm income. Cattle, hogs and 

sheep account for $2,455,293,000 out 

of a total revenue of $9,401,939,000. 

Milk comes second, poultry and eggs 

third. The group also gives some 

interesting figures on the type of 

farmer making up its list. 

375. Food. 

This booklet by The Household Mag- 
azine asserts that the biggest share 

of the home-cooked food market is 

found in small towns, where 150 mil- 

lion meals are cooked daily. A study 

of food preferences in various sec- 

tions of the country is an interesting 

feature. Evaporated milk, for in- 

stance, is highly popular in the West, 

but is comparatively little used in 

the North Central States. The same 

variance in consumption, according 

to sections, is seen in other parts of 

the country. 

355. 

This title probably doesn’t mean 

much to the advertiser who has no 

technical bent, but this folder from 

Chemical & Metallurgical Engineer- 

ing will clarify his understanding. 

It is the tenth of a series describing 

some of the interests and activities 

of chemical engineers and produc- 

tion men in the many industries 

linked together with a common de- 

nominator. Others available are 

Nos. 7, 8 and 9. 

The Process Industry. 

357. Analysis of the Contents of 

Nine Women’s Magazines in 1931. 

Advertisers who study the edito- 

rial background provided by maga- 

zines will be interested in this study 

by Needlecraft. Among the classifi- 

cations are fiction, special articles, 

needlework, food, fashions, home 
building and decoration, housekeep- 

ing and equipment, health and 

beauty, child health and training, 

gardening, etiquette and entertain- 

ment, editorial page, etc. 

350. Fortune’s Editorial Policy. 

This is not the real name of this 

booklet, which appears to be un- 

christened. The front cover is given 

to a tribute by Julian Johnston, “For- 

tune rises above our depressing times 

—a reflection of that old America 

we used to know, irrepressible, 

shrewd, triumphant.” This booklet 

has the unusual mission of proving 

that Fortune’s reader following is 

not confined to men at the very top 

of industry. 

297. A Lift to Market. 

This handsome booklet issued by 
Extension Magazine values the Cath- 
olic market at 11% billion dollars 
a year. The component parts of this 

market are described in detail by 
the publication, which is the official 
organ of the Catholic Church Ex- 

AWAITING AN AUDIENCE 

—Life. 
"Mother will see you now." 

Lady in Distress 
To the Editor: I enclose a two- 

dollar bill. (They tell me that a two- 

dollar bill is not good in a poker 

game, but hope you can use it for 

two subscriptions to ADVERTISING 

AGE.) Please put me on the list for 

one copy and send the other one to 

the Big Boss, Mr. J. H. Wright, 

Jamestown, N. Y. 

I have been drafted by the tele- 

phone company to conduct an adver- 

tising column to be run in the local 

newspapers each Saturday. 

The column is to consist of a series 

of intimate talks with telephone sub- 

scribers, which I am endeavoring to 

write. 

The advertising paragraphs are to 

be interspersed, now and then, with 

pithy quotations from newspapers 

and magazines on topics pertinent to 

the day, and, once in a while, with 

controversial subjects, in order to in- 

sure reader interest. 

Naturally, I am anxious to make 

this column a success, and I am sub- 

scribing for your publication because 

I believe it will be of assistance to 

me. Please be quick and get me on 

the list for I need the stimulant. 

EUNICE VARLEY CARLSON, 

Jamestown, N. Y. 

- 3 

Qualifications fcr 
Advertising Career 

To the Editor: I rush to answer 

the appeal from John Meyer of the 

George W. Mead Paper Institute, 

Madison, Wis., on how to get a job 

in the advertising field. 

As I understand it, Mr. Meyer 

wants to relay this valuable infor- 

mation to graduating classes. Hav- 

ing carried a portfolio for six years, 

seven months, five days, three hours, 

and twelve minutes, I am in a posi- 

tion to give real advice on this im- 

portant subject. 

In getting started one should not 

overlook physical perfection. It re- 

quires a strong back and legs. At 

one time we carried a_ portfolio 

known as a brief case with a cute 

handle and its weight would vary 

from four to forty pounds, depend- 

tension Society. The Catholic popu- 
lation of the United States is placed 

at 22,000,000. 

21. The Hospital Field. 

Business depression? Here’s one 

group which hasn’t heard of it. 

Hospitals are running at capacity. 

Hospital Management’s booklet tells 
all about it. 

Voice of the Advertiser 

TELEPHONE 
CROSS, = TALK 

2) CIRCUITS 

This column 1s paid for by and conducted in the 

interest of the Jamestown Telephone Corporation 

INTRODUCING A NEW COLUMN 

Hello, Jamestown. What? You 
don't know me? An introduction? 
Candidly speaking, how could you 
know me? You've never heard of 
me before but from now on, Public, 
take it from me, we're Pals. They 
named me Eunice at one time but 
for some unknown reason they've 

changed it to ‘Useless.’ So ‘‘Use- 
less” It is to you and I'll call you 
“Pub” for short, 

-How telephone company 
is advertising. 

ing on how many sample copies and 

promotional literature, circulars, 

ete., were carried. 

The portfolio has undergone an 

evolution and is carried under the 

arm. You demonstrate your alert- 

ness by the zip of the zipper which 

you use in breaking open its con- 

tents. It still requires a certain 

physical stamina to carry it around 

and the leg power is just the same. 

The second major phase is the 

mental background. Naturally, a 

group just leaving college should be 

well fortified with statistics concern- 

ing production, mass distribution, 

consumer appeal and consumer ac- 

ceptance. 

The successful aspirant should be 

able to imbibe a cocktail or two in 

the event he is invited to a social 

conference. College graduates should 

appreciate the necessity for being 

ardent smokers. It is helpful in 

whiling away many hours spent at 

ease in the reception rooms of ad- 

vertising agencies. 

If you have these essential re- 

quirements plus your original desire 

to break into advertising, here is the 

way to get a job: 

Go to the nearest milk company 

and ask for a milk route. If suc- 

cessful you will have an assured in- 

come of $50 a week and will obtain 

a knowledge of human life such as 

you would never get from advertis- 

ing. As for the future—some day 

you may own your own truck! 

TRADE PAPER SALESMAN. 
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PUBLISHERS GET 
ADVICE ON HOW 
TO ADVERTISE 

Cleveland, O., May 17.—At a pub- 

lishers’ session of the National In- 

dustrial Advertisers Association, pre- 

cided over by George O. Hays, Steel, 

Cleveland, two advertising managers 

and two agency executives offered 

suggestions. 

Gordon Riely, of the Powers-House 

Company, Cleveland, urged publishers 

to continue sales promotion and per- 

sonal contacts with agencies, point- 

ing out that many campaigns are be- 

ing planned now for release as busi- 

ness takes a turn for the better. 

“When advertising starts upward 

again,” he said, “it will come with a 

rush and agency staffs will not have 

the opportunity to listen to publish- 

ers’ representatives that they have 

now.” 

W. J. Staab, space-buyer for Fuller 

& Smith & Ross, Cleveland, told of 

the enormous waste in sales promo- 

tion material sent to agencies by 

publishers. 

Its weakness, he said, is lack of 

specific information which can be 

checked and compared and which is 

suitable for filing. He said the space- 

buyer does not object to competitive 

material, provided it deals with such 

tangible factors as circulation, line- 

age and editorial content. 

The Goodrich Reason 

H. E. Van Petten, head of the me- 

chanical rubber goods division of the 

B. F. Goodrich Rubber Company, 

Akron, O., spoke on “Why We Ad- 

vertise.” He listed ten reasons com- 

monly given as arguments for ad- 

vertising, such as keeping one’s name 

before the public, following competi- 

tion, pride, etc., and said none of 

them is a factor with Goodrich. 

“We advertise because we cannot 

know who or where our prospects 

are, because our salesmen cannot al- 

ways do a complete job of selling, and 

because there is more to business 

than selling; in brief, because per- 

sonal sales effort is often inadequate.” 

Mr. Van Petten said the present 

program of advertising for Goodrich 

mechanical goods is as large as it 

was in more prosperous years. 

Keith J. Evans, advertising mana- 

ger of Jos. T. Ryerson & Son, Inc., 

Chicago, discussed methods of evalu- 

ating advertising, suggesting that 

management is more inclined to ac- 

cept an advertising program if its 

results are given a specific dollars- 

and-cents value. Mr. Evans listed, 

besides inquiries, such items as in- 

fluence with engineers and purchas- 

ing agents, saving time of salesmen, 

maintaining competitive position, etc. 

Fafnir Has Two Agencies 
The advertising of the Fafnir Bear- 

ing Co., New Britain, Conn., will be 
directed by Wm. B. Remington, Inc., 
Springfield, Mass., newly appointed, 
and Dorrance, Sullivan & Co., Boston, 
the latter continuing to handle adver- 
tising of the Fafnir spring shackle. 

New Chicago Agency 
Heitkamp & Guernsey have taken 

quarters at 43 E. Ohio Street, Chi- 
cago, to do an agency business. How- 
ard Heitkamp was with Chilton Class 

Journal Co. 

More Trade Rules 
The shirting fabrics industry, wax 

paper industry and household furni- 
ture trade have adopted trade prac- 
tice rules, which have been accepted 
by the Federal Trade Commission. 

G. M. Drops Saving Plan 
General Motors Corp., Detroit, has 

temporarily suspended its savings 
and investment plan, which consti- 
tuted a form of employe bonus. 

Mathison Retires 
Howard C. Mathison, vice-president 

in charge of sales for Bauer & Black, 
Chicago, has retired. He was guest 
at a dinner at the Blackstone Hotel 
May 11. 

Grades Foreign Radio 
“Broadcasting Advertising in Asia, 

Africa, Australia and Oceania,” re- 
porting on the feasibility of advertis- 
ing American products by radio in 
these areas, has been published by the 
Department of Commerce. The price 
is 10 cents. 

New Work te Baker 
Lee H. D. Baker, formerly vice- 

president of the National Bank of 
Commerce, Detroit, has joined Metro- 
politan Motion Picture Co., Detroit, 
as account executive. 

Maguire Coast Choice 
Charles F. Maguire has been nom- 

inated for the presidency of the Ad- 
vertising. Club of Los Angeles. He 
is the only candidate without oppo- 
sition. 

Broun’s Free Speech 

Tripped on Waterman 
New York, May 20.—Hey- 

wood Broun, newspaper column- 

ist and exponent of free speech, 

came a cropper when he wrote 

a column about the autograph 

contest of the Waterman Co. 

He began his feature in the 

World-Telegram’s first edition: 

“The Waterman Co. is spon- 

soring an autograph contest, 

and I’m against it. It seems to 

be attracting a considerable 

amount of attention, which in- 

creases my bitterness.” 

The paragraph was killed in 

later editions. 

Lineage in 
Newspapers Is 

Below Normal 

New York, May 20.—National ad- 

vertising lineage in newspapers in 

April shared the apathy of other 

classifications, falling from 18,519,455 

for March to 16,946,228. These fig: 

ures by the New York Evening Post 

cover 115 papers in 30 cities. 

Local advertising for April aggre- 

gated 49,028,594 lines, and classified 

was 15,551,190, the total being 84,173.,- 

304. This compares with 105,590,436 

in April, 1931. 

Individual gains in national line- 

age over the same month in 1931 

were effected by the St. Louis Star, 

St. Louis Times, Boston Record, 

Baltimore American, Baltimore Post, 

Detroit Mirror, Milwaukee Leader, 

Washington Herald, Washington 

Evening News, Los Angeles Record, 

Los Angeles News, Columbus Citizen, 

and New Orleans States. 

Mahaffey Promoted 
Coming from Oakland Motor Car 

Co., where he was western sales man- 
ager, Harry Mahaffey has been ap- 
pointed assistant to L. G. Peed, gen- 
eral sales manager, DeSoto Motor 
Corp., Detroit. 

Somerville Leaves Neon 
R. V. Somerville has resigned from 

Claude Neon Lights, Inc., New York, 
and associated companies, to act as 
a consultant at 708 Carnegie Hall. 

The wise 

Space Buyer 
asks —~ 

The Third Dimension 
of Circulation 

In measuring circulation value, the number 
of readers—circulation units—is only the 

Buying power—the sec- first dimension. 

THREE 
QUESTIONS 

How many readers? 

‘What is their buying power? 
How responsive are they? 

Advertising, to be productive, must have 
readers. They must be able to buy. 

Willthey buy? Thatistheimportant question. 

ond dimension—must also be considered. 
Most important of all, however, to the ad- 
vertiser is the third dimension—Advertising 
Response. Circulation is worth more when 
composed of those who not only prefer to 
read a publication but also prefer to buy 
products advertised in it. 

Based on present circulation, and on a survey by Dr. 
Starch, there are probably about 400,000 readers of The 
Christian Science Monitor. They are both able and will- 
ing to buy—the latter due especially to the high morale 
engendered by the editorial policy of the Monitor. Fur- 
thermore, they prefer to buy, whenever possible, articles 
advertised in the Monitor. They seek out merchants who 
offer Monitor-advertised products. “Hardly a day goes 
by that we do not receive letters telling of a purchase,” 
writes an official of a well-known shoe manufacturing 
company, commenting upon the unusual response to its 
advertising in the Monitor. 

This preference springs from confidence. Readers 
of the Monitor respect the paper for its accurate and com- 
prehensive presentation of world news, its constructive 
comment, and its many educational and cultural features. 
They appreciate the standards that govern the selection 
and preparation of all such material. 
standards equally as high govern the admission of adver- 
tising to its columns. 

They know that 

Ask for More Information about the “Third Dimension of 
Circulation.” We shall be pleased to send upon request some in- 
teresting facts about the responsiveness of Monitor readers as 
shown in the experience of Monitor advertisers. 
representative to call. 

Or ask for a 

THE CHRISTIAN SCIENCE MONITOR 
A Daily Newspaper for the Home 

Published by The Christian Science Publishing Society, 107 Falmouth Street, Boston, Mass. 

F New York, New York 
270 Madison Avenue 

Detroit, Michigan 
Branch 3-101 General Motors Bldg. 

Advertising < Chicago, Illinois 
Offices 1058 McCormick Building 

St. Louis, Missouri 
1775 Railway Exchange Bldg. 

Missouri Kansas City, 
*h ife Bldg. 405 Nat. Fi 

San Francisco, C: 
625 Market Street 

Los Angeles, California 
210 West Seventh Street 

Seattle, Washington 
824 Skinner Bldg. 

Berlin, G 

q Miami, Florida, 1229 Ingraham Building 

London, E d 
1 & 2, ‘Adelphi Torace 

alifornia Paris, France 
3, Avenue de l’Opera 

ermany 
Unter den Linden 59A 

Florence, Italy 
Via Magenta 11 
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EVERY PHASE OF 
ADVERTISING ON 
A.N. A. PROGRAM 

(Continued from Page 1) 

the advertiser’s viewpoint, of the 

readers’ service departments of 

magazines. 

Work in Outdoor Field 

Mr. Bristol described the fellow- 

ship in the Albert Russel Erskine 

Bureau for Street Traffic Research 

at Harvard University established 

jointly by the A. N. A. and outdoor 
interests. Some of the studies being 

made are to find out: 

What percentage of a given conm- 

munity is outdoors daily; on what 

street or portion of streets is the 

majority of this moving public to be 

found; can a formula or rule of 

thumb accurate enough for all prac- 

tical purposes be worked out for es- 

timating this in a given city?; what 

portion of this moving public is suffi- 

ciently concentrated to make it 

economical to secure its attention; 

what are the traveling habits of the 

outdoor population, especially as re- 

lated to methods of transportation 
and time of day?; in what way can 

these findings be applied to the prob- 

lem of advertising coverage? 

Mr. Bristol said the A. N. A. is not 

interested in advertising for its own 

sake, but merely in its use as a tool. 

“Our studies on radio, for instance, 

do not mean either that we are an- 

tagonistic to or that we particularly 

favor this medium,” he said. 

“What we are trying to find out 

are the true facts, which are worth 

as much to the seller as to the 

buyer. I believe the day of the 
‘vanity’ radio program has gone, ii 
it ever existed. But we need to 

know more about the medium.” 

Hold Closed Meeting 

Yesterday’s meetings were for 

members only. The opening session 

was presided over by Stuart Pea- 

body, of the Borden Co., vice-presi- 

dent of the A. N. A. The speakers 

were Turner Jones, Coca-Cola Co., on 

“Looking Ahead of the Job”; Wil- 

liam M. Tomlinson, Scott Paper Co., 

“How Four Selling Forces Have Es- 

tablished New Sales Records for 

Scott Tissues,” and George W. Vos, 

Texas Co., “How We Introduced Fire 

Chief Gasoline.” 

P. J. Kelly, B. F. Goodrich Rub- 

ber Co., was in charge of the lunch- 

eon meeting, at which new members 

were introduced. and Arthur H. Ogle, 

Bauer & Black, was in the chair at 

the general session in the afternoon. 

At this session Johnson Rogers, 

Topics Publishing Co., presented “An 

Interpretation of What the St. Louis 

Drug Store Survey Holds for All 

Manufacturers Distributing Through 

Retailers,” and Roy Sheldon, Indus- 

trial Design, Inc., discussed “Increas- 

ing Sales by Improving Product or 

Package Design.” 

A number of group meetings, with 

the following chairmen, were then 

held: 

Industrial, Bennett Chapple, Amer- 

ican Rolling Mill Co.; Selling Prob- 

lems, Allyn B. McIntire, Pepperell 

Mfg. Co.; Circulation, Claudius G. 

Pendill, Towle Mfg. Co.; Radio, 

George W. Vos, Texas Co. 

John Ramsey, John Ramsey, Inc., 

spoke at the circulation group meet- 

ing on “The Importance of Properly 

Analyzing Magazine Circulation,” 

and Harry Prudden, Prudden, King 

& Prudden, Inc., discussed “Practices 

Newspapers Employ in Order to 

Maintain Their Circulation.” 

Hear from Radio 

Oswald F. Schuette, National As- 

sociation of Broadcasters, addressed 

the radio group on “The Effect of 

the Proposed Royalty Fees on Radio 

Advertisers”; Edgar A. Felix, radio 

consultant, spoke on “How the Ad- 

vertiser Can Determine What Is 

Real Radio Coverage,” and A. M. 

Crosley, Crosley, Inc., analyzed 

“Trends in Radio Listening Habits.” 

At dinner last night music was 

provided by the Armco band of the 

American Rolling Mill Co., and later 

the advertisers were entertained at 

a studio party by Mr. and Mrs. Alex- 

Have You 

Checked This? 

How practical is your advertising typog- 

rapher? » If he is a member of the A. T. A¥ 

he is competent to counsel you in your typo- 

graphical problems » He'll know whether 

the ad should be hand set, machine set or 

a combination of both » He'll help you and 

genuinely help you in the selection of the 

most useful face, artistically and economi- 

cally » His shop will have all the material 

necessary for the job at immediate dis- 

posal » And he'll not be prej- 

udiced counsel either » Check 

this up on your next work and 

prove it to your satisfaction. 

eo tin 

im 
= 
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Typography That 

Sets Up an Ideal 

Advertising Typographers 

of America 

*& Members are located in Boston, Chicago, Dallas, Denver, Detroit, 

Indianapolis, New Y ork, Philadelphia, Pittsburgh and Toronto, Can., 

with Nationa! Headquarters at 461 Eighth Avenue in New York City 

WANTS FEWER LAWS 

Charles R. Hook 

ander Thomson. Mr. 

president of 

Paper Co. 

Merryle Stanley Rukeyser, finan- 

cial columnist for Universal Service 

and editorial writer for the New York 

American and associated Hearst 

Newspapers, who spoke friday, en- 

dorsed the plan offered earlier in the 

year by 46 economists—the spending 

of five billion dollars on Federal, 

state and local public works, to 

create employment and purchasing 

power. 

Mr. Rukeyser criticised business 

for its unanimity in asking the Gov- 

ernment to tax the other fellow, and 

let it alone. 

Any action that will create confi- 

dence will help business, he said. 

Thomson is 

the Champion Coated 

Change in Viewpoint 

“In 1929, it was common for the 

consumer to spend more than 100 

per cent of his earned income,” he 

pointed out. “But in 1932, he is 

spending much less than 100 per cent 

of his reduced income.” 

Charles R. Hook, president of the 
American Rolling Mill Co., Middle- 

town, O., spoke Saturday, asking for 

modification of Government restric- 

tions on business. He pointed out 

that business has undergone a tre- 

mendous change since 1890, when the 

anti-Sherman law was written. 

“Strangely enough,” he said, “anti- 

trust legislation permits buyers to 

form agreements about the price they 

will pay, but denies sellers the same 

prerogative. 

“No one wants monopolies, but I 

believe the public is not opposed to 

consolidations which will stabilize 

employment and reduce costs of man- 

ufacturing and distribution. 

“A small percentage of the major 

advertising appropriations of the na- 

tion, if used jointly to advertise a 

reasonable explanation of the uneco- 

nomic and unfair workings of the 

anti-trust laws, would exert pressure 

on Congress to institute proper in- 

vestigation and unshackle business.” 

Reincke-Ellis Serves 
“Popular Mechanics” 

Popular Mechanics Magazine, Chi- 
cago, has retained C. C. Stevens, of 
Reincke-Ellis Co., as advertising 

counselor. 
The appointment renews the asso- 

ciation begun when Mr. Stevens was 
advertising manager of the Firestone 
Tire & Rubber Co. and A. L. Salis- 
bury, now advertising manager of the 
magazine, handled the tire company’s 

account. 

Pick Father’s Day Slogan 
“Father’s Day—June 19th—Show 

Dad You Remember” has been se- 
lected by the haberdashery trade as 
an official slogan for Father’s Day? 
The slogan, submitted in a nation- 
wide contest conducted by The Ameri- 

man Haberdasher, was chosen by a 
committee including Frank Casey, La 
Porte & Austin; Frank J. Doherty, 
Pedlar & Ryan, Seymour Phillips, 
Phillips, Jones Co., all of New York. 

Death Calls W. H. Yale 
William H. Yale, 60, agency owner, 

died last week at his home at New 
Haven, Conn. He was on the staff 
of the New York World for many 

years. 

A. N. A. 

Registration 

Members 

E. J. Allee, Pittsburgh Plate Glass 
Co. ; Clifton C. Andrews, Willard Storage 

Battery Co.; Philip C. Anderson, B. F. 
Goodrich Rubber Co. 

C. D. Barradale, Frostilla Co.; Elon 

G. Borton, LaSalle Extension Univer- 

sity; Kenneth Baker, Gerber Products 
Co.; A. K. Barnes, Armstrong Cork Co.; 

Charles H. Barre, The Texas Company ; 

Robert V. Beucus, The Andrew Jergens 
Co.; Robert D. Black, Black & Decker 

Mfg. Co.; F. L. Blanchard, H. L. Doherty 

Co.; Arthur H. Boylan, The Drackett 
Chemical Co.; L. H. Bristol, Bristol- 

Myers Co.; Allan Brown, Bakelite Corp. 

Edw. T. Caswall, The Climalene Co. ; 

Bennett Chapple, American Rolling Mill 
Co.; G. C. Congdon, Jones & Laughlin 

Steel Corp.; Russell L, Cook, The Globe 
Wernicke Co.; Wentworth P. Cunning- 
ham, Eagle Picher Lead Co. 

P. S. Dech, Kirkman & Son, Inc., Col- 
gate-Palmolive-Peet Co.; W. J. Daily, 

General Electric Co.; A. N. Dingee, Elec- 
tric Storage Battery Co.; R. M. Dowling, 

Spool Cotton Co.; R. Drackett, 
Drackett Chemical Co.; T. F. Driscoll, 

Armour & Co.; J. W. Dunbar, General 
Electric Co. 

H. J. Emptage, Andrew Jergens Co. 
John T. Feehan, White Motor Co.; 

Edgar H. Felix, Gates Ferguson, Postal 
Telegraph Co.; Arthur A. Fisk, Presi- 

dential Insurance Co.; George A. Fry, 

General Timber Service; A. Ellis Framp- 
ton, Hammermill Paper Co. 

A. B. Gary, National Cash Register 
Co.; W. B. Geissinger, California Fruit 

Growers Exchange; E. L. Gouedy, Eagle 

Picher Lead Co.; W. A. Grove, Edison 
General Electric Appliance Co. 

Wm. A. Hart, E. I. du Pont de 
Nemours & Co.; Mac Harlan, Household 

Finance Corp.; A. A. Herschler, Wahl 
Co.; Julius S. Holl, Link-Belt Co.; E. 

Kenneth Hunt, Champion Coated 
Paper Co. 

H. R. Ickes, Climalene Co.; H. C. 
Ilium, Wahl Co. 

H. V. Jamison, American Sheet & Tin 
Plate Co.; Turner Jones, The Coca-Cola 
Co.; M. W. Jones, Illinois Watch Co. 

Arthur H. Kaline, Libby, McNeill & 

Libby; F. W. Kastner, Fruit Dispatch 

Company; P. J. Kelly, B. F. Goodrich 
Rubber Co.; Joseph M. Kraus, A. Stein 
& Company. 

. C. Lawton, Loose-Wiles Biscuit 
Co.; W. H. Leahy, Dennison Mfg. Co.; 
Bernard Lichtenberg, Alexander Hamil- 

ton Institute; Lucien P. Locke, Ethyl 
Gasoline Corp. 

Allyn B. McIntire, Pepperell Mfg. Co.; 
Theodore Marvin, Hercules Powder Co.; 

. V. Mercer, American Rolling Mill 

Co.; A. Millard, Stanco, Inc.; H. H. Mil- 

ler, Dayton Rubber Co.; F. W. Munro, 
Hupp Motor Car Corp. 

Arthur H. Ogle, Bauer & Black. 

A. G. Packe, Sears, Roebuck & Co.; 
Stuart Peabody, Borden Co.; Claudius 

G. Pendill, Towle Silversmiths; John H. 

Platt, Kraft Phenix Cheese Corp.; W. E. 
Port, Illinois Watch Co.; Ben N. Pollak, 
Richfield Oil Corp. of N. Y. 

L. B. Richard, Western Clock Co.; R. 
S. Rogan, Procter & Gamble Co.; Walter 

S. Rowe, Estate Stove Co. 
Carroll C. Seghers, Gruen Watch 

Makers Guild; Strieder Schroffenberger, 
A. S. Boyle Co.; Walter Silbersack, The 

A. S. Boyle Co.; Florence Ellen Smith, 
Associated Apparel Industries, Inc.; W. 

H. Spindler, American Rolling Mill Co., 
Auto. Mfg. Assn.; Albert Stein, A. Stein 

& Co.; Samuel Stein, A. Stein & Co. 
N. L. Tuers, Gruen Watch Guild; Ar- 

thur L. Thexton, Seinsheimer Paper Co. ; 

Alexander Thomson, Champion Coated 
Paper Co.; Mark W. Topley, E. R. 
Squibb & Sons; R. L. Twitchell, Car- 

negie Steel Co.; W. W. Tomlinson, Scott 

Paper Co. 
Geo. W. Vos, Texas Co. 

Robert Waddell, Hamilton Watch Co.; 
L. Weigert, Ex-Lax, Inc.; B. Weitzman, 
Kirkman & Son, Inc., Colgate-Palmolive- 

Peet Co.; W. G. Werner, Procter & 
Gamble; Elmer T. Wible, Pittsburgh 

Steel Co.; William S. Wolff, Western 
Electric Co. 

Guests 

G. F. Arata, Snyder & Black; Warren 
L. Bassett, Editor &€ Publisher; Walter 
P. Burn, Bureau of Advertising, ANPA ; 
G. D. Crain, Jr., ADVERTISING AGE; Roger 

H. Ferger, Cincinnati Enquirer ; Bernard 
A. Grimes, Printers’ Ink; William M. 

Hewitt, Foreign Language Field Service 

Corp. 
Wm. C. Johnson, Snyder & Black; W. 

K. Nottingham, Cincinnati Enquirer; 

Harry J. Prudden, Prudden, King & 
Prudden; Ralph H. Quinn, Cincinnati 
Post; R. K. Strassman, American 

Weekly ; George H. Schults, Cincinnati 
Enquirer; John C. Sterling, McCall Co. ; 

Ralph Trier, New York Theatre Pro- 
gram Corp.; R. T. Whitney, Redbook. 

Late Registrations 

Warner C. Angry, Good Housekeep- 
ing. 

L. M. Barton, Major Market Newspa- 

pers; John Benson, Amer. Assn. of Ad- 

vertising Agencies; Wm. B. Benton, 

Benton & Bowles; Mortimer Berkowitz, 
American Weekly; Ray Bill, Sales Man- 

agement ; Fred O. Bohen, Meredith Pub- 

lishing Co.; W. H. Boynton, Cincinnati 

Publishing Co.; C. O. Bridwell, Outdoor 

Advertising, Inc.; T. D’A. Brophy, Ken- 

yon & Eckhardt; Helen Brown, Sterling 

Getchell, Inc.; John R. Buckley, Cosmo- 

politan ; Hudson C. Burr, Christian Sci- 
ence Monitor. 
Edmund Carrington, Butterick Pub- 

KNOX TALKS ON 
CIRCULATIONS 

Cincinnati, O., May 20.—Col. Frank 

Knox, publisher of the Chicago Daily 

News, told the Association of Na- 

tional Advertisers today that inflated 

newspaper circulations are being re- 

duced because of economic pressure 

and that the “lunatic fringe” of cir- 

culations produced by extreme com- 

petition among newspaper publishers 

is gradually disappearing. 

Col. Knox asserted that publishers 

and advertisers are equally to blame 

for the waste involved in inflated 

circulations and urged that space 

buyers pay attention to the methods 

used in building circulations as well 

as to the total figures. 

One of the worst features at pres- 

ent he said, is failure of newspapers 

to stay within their proper time 

fields. The practice of evening pa- 

pers of publishing editions as early 

as 8 o’clock in the morning and 

morning papers starting at 6 in the 

evening is expensive to the publish- 

ers and wasteful to the advertisers 

through the production of duplicated 

circulations, he insisted. 
He reported that Chicago after- 

noon newspapers have just agreed to 

issue their first editions at 10 a. m. 

and expressed the hope that the Chi- 

cago morning newspapers would 

postpone their earliest editions to 10 

or 11 p. m. He attacked the prac- 

tice of printing pre-dated editions 

for the purpose of extending circula- 

tion beyond the normal field of the 

newspaper, as well as the general 

practice of issuing too many editions. 

Col. Knox said newspaper publish- 

ers have found that contests and pre- 

miums produce circulation that is 
not permanent and has to be bought 

again and again. 

The speaker closed by asserting 

that the newspaper which shows a 

steady circulation growth based on 

the production of a service suited to 

the needs of its community has 

greater reader confidence, and ac- 

ceptance than one whose circulation 

rises and falls spasmodically. 

State Senator Paid 
By Barron Collier 

New York State Senator John A. 
Hastings testified this week before 
the Hofstadter committee investigat 
ing municipal mis-government that 
he received $10,000 a year salary 
from Barron G. Collier, Inc., adver- 
tising company specializing in car 
cards. 

He said he was employed to bring 
in “national advertising accounts” 
and that his friendship with Mayor 
Walker had nothing to do with his 
employment by the advertising com- 
pany. Barron G. Collier, president 
of the company, supported the 
Senator’s statements. 

Bock With Critchfield 
M. B. Bock, formerly with Fawcett 

Publications, Chicago, has joined the 
— office of Critchfield & 

0. 

Appoints Grey 
Nusheen, Inc., New York, has ap- 

pointed the Grey Advertising Ser- 
vice, Inc., to handle its advertising. 

lishing Co.; Arthur Cobb, Jr., Pedlar & 
Ryan. 

H. S. Davidson, Better Homes and 

Gardens; Frederick Dickinson, Lennen 

and Mitchell, Inc.; B. Leonard Dom- 
browski, Legion Publishing Co. 

R. O. Eastman, R. O. Eastman, Inc. 

J. P. Garvey, Procter & Collier Co.; 
Wm. Gillette, National Geographic 

Magazine; I. R. Greene, Tuckett To- 
bacco Co.; Harry C. Grimsley, Vanity 
Fair Silk Mills; Wm. S. Groom, Thomp- 
son-Koch Co. 

John Hansel, Jr., N. W. Ayer & Son; 
E. G. Horst, Milwaukee Journal; S. G. 
Howard, Indianapolis News. 

John L. Irvin, Cleveland Press. 
Ralph Jones, Ralph Jones Co. 

Wylie Kinney, Pictorial Review. 
Harold W. McGraw, McGraw-Hill 

Publishing Co.; Herbert Metz, Graybar 
Electric Co.; Dwight Mills, Business 

Week; Ralph R. Mulligan, R. R. Mul- 
ligan. 

Lorry Northrup, Batten, Barton, Dur- 
stine & Osborn. 

Fred Oexman, Cincinnati Times-Star ; 
Jas. O'Shaughnessy, Outdoor Advertis- 
ing Inc. 
Eugene B. Peirsel. Cosmopolitan. 
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~ OW — When Concentration of Sales Effort 

and Economy of Sales Costs 

are VITAL 

These 
REPRESENTATIVE ADVERTISERS 
have found economy for 1932 
im the Responsive Tower Audience! 

Metal Textile Corp. Renewals Chore Girl ° 
; ystic Mit Marve 

Affiliated Products Co. Midland Tire & Rubber Co. Kissproof Mum Mf, 
American Products Co. National ieee Coen. 
American Tobacco Co. Nestle Le Mur Co. 
Bastian Bros Co. Geo. H. Nowland Co. 
P. Beiersdorf & Co. Inc. Allen S. Olmstead 
a ne Myers, Inc. Olson Rug Co. 

pana i 
Caddo Co. Potions ~— 
Chieftain Mfg. Co. Faeon 
Columbia Plush & Puff Co. Proctor & Gamble Co. 
Corn Products Refining Co. Ivory Snow Kan el Rit ProductsCo. 
Crescent Mfg. Co. St. Charles Horel ee 
Crystal Chemical Co. Sitroux Importing Co. 
Ouatese Girl Smith, Kline & French 

mR} ds tlie ie. Stillman Freckel Cream Co. 
Swansales Corp. 

Deubener’s Shopping Bag, Inc. Thine Trains. Inc. 

Kwik Cosmetic Corp. 
Lewis Training Inst. 

A. J. Donahue ‘or * 
Eastern Rabbitry . ——y wasees Cosp 
Guaranteed Products Co. Wildroot Co. 

Blondex Woelfel Leather Co. 
Coolene Wyeth Chemical Co. 

Hall & Ruckel, Inc. Heather Cosmetics. 
peeen & Johnson 

ess 
Justrite Mfg. Company New Accounts 
Lehn & Fink, Inc. Affiliated Products Company 

Hind’s Honey & Almond Cream Neet, Inc. 
Lever Bros. Co. American Chicle Company 

ifebuoy Dentyne 
Rinso Annette’s Perfect Cleanser Co. 
Lux Toilet Ome. Benj Ansehl Co. 

Liggett & Myers Tobacco Co. Hariette Arms Laboratories 
Geo W. Luft & Co. Artway Studios 
Metro-Goldwyn-Mayer Auburn Rubber Co. 
Murine Bauer & Black 
Numismatic Co. Brookline Chemical Co. 
Old Mill Paper Products Co. Brooks Paper Co. 
R. J. Reynolds Co. Brown Rubber Co. 
Paul Rieger W. L. M. Clar 
Ross Chemical Co. Colgate-Palmolive-Peet Co. 
Scholl Mfg. Co. Palmolive Soa 
Seinsheimer Paper Co. Ribbon Dental Cream 
Sta-Rite Hairpin Co. Crest Specialty Co. 
Irving Vance Co. Ltd. Carl Damschinsky Labs 
Warner Bros. Pictures Delatone Company 
George P. Way Duart Mfg. Co. 
Wizard Co. Empire State Model Aircraft Co. 
Wm. Wrigley Jr. Co. General Foods Corp. 

Charlotte M Hai arlotte M. Haines Increased Schedules aieneel tie. bac. 
Wm. Herst Mfg. Co. 

Aladdin Company Hicks Laboratory 
American Chicle Company Hindu Incense Co. 
Beeman’s Houbigant, Inc. 

Armour & Co. Hubinger Co. 
Beechnut Packing Co. Hump Hair Pin Co. 
Borden Company Johnson & Johnson 
Briar Products Co., Inc. BabyProducts 
Bristol Myers Inc. Kantslip Mfg. Co* 

Sal Hepatica Kinox Co. 
Campana Corp. Lehn & Fink 
Carlyle Labs, Inc. Hind’s Treatment Line 
F. W. Clements Co. Lockwood Brackett Co. 
Comfort Mfg. Co. Marvella Curtain Co. 
Condon Bros. Philip Morris & Co. Ltd. 
Jane E. Curran Co. Mo-Zel Chemical Prod. Co. 

Pacquins Hand Cream National Cellulose Co. 
B. Davis Company National Toilet Co. 
Cocomalt New Era Portrait Co. 

Dexter-Collingbourne North American Dye Corp. 
Ericsson Razor Blade Co. Peroxide Chemical Co. 
Ex-Lax Company Poslam 
Federal Schools Proctor & Gamble Co. 
Fox Film Corp. Camay 
Franklin Institute C. A. Reed Co. 
Guy T. Gibson Reserve Remedy Co. 
Glemby Company Resinol Chemical Co. 
Mary T. Goldman Spencerian Pen Co. 
H. J. Heinz Co. Springfield Wire & Tinsel Co. 
International Typewriter Exchange Sterling Products Inc. 
lean Jordeau, Inc. Castoria 
Joubert Cie Three-in-One Oil 
Kell Company . S. Tyree Chemist 

. W. Kobi Co. nited Remedies 
Kurlash Co. Inc. Universal Pictures Corp. 

Vick Chemical Co. 
Northam Warren Corp. 

Maybelline Co. Odorono 
Menhennit Co. Ltd. R. L. Watkins Co. 
Metal Sponge Sales Corp. Ybry, Inc. 

55 Fifth Ave., New York 

3% 
1932 OVER 1931 
Ist SIX MONTHS 
(DOLLAR VOLUME) 

because ADVERTISERS 

have RECOGNIZED 

CONCENTRATION 

of all circulation (1,316,418 1931 ABC) in the 
1204 most profitable American Markets. 

VOLUNTARY CIRCULATION 

All active shopping women who buy TOWER 
MAGAZINES without sales urge of any kind. 

NO WASTE 

No Circulation delivered outside of Proven 
Sales Areas. 

No wasted copies— magazines bought volun- 
tarily to read bring greater responsiveness. 

cent per family 
$2.00 per thousand readers based on guarantee {$1.90 
per thousand based on actual delivered circulation, 
1932 A. B. C.} Tower magazines carry your message 
DIRECT to the 1204 MOST IMPORTANT RETAIL 
MARKETS. 

TOWER MAGAZINES, Inc. 
919 N. Michigan Ave., Chicago 6777 Hollywood Bivd., Hollywood 
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General Staff 
Is New Set-Up 

of Studebaker 

South Bend, Ind., May 20.—Stude- 

baker Corporation has consolidated | 

certain sales activities which it be-| 

lieves can be most efficiently per-| 
formed for all its companies by one. 

group of men, such as securing out- 

lets and wholesale orders and help- 

ing dealers make their operations 

more profitable. 

Under this plan, each company 

maintains its identity and is charged 

with its own sales promotion, in- 

cluding advertising. 

Consolidated sales activity will be 
executed by the S. P. A. R. Sales 

Corporation (Studebaker, Pierce-| 

Arrow, Rockne), of which P. G. Hoff- | 

man is president. G. M. Graham, | 

R. H. Faulkner and J. M. Cleary have 

been appointed vice-presidents. 

The new sales set-up makes imme- 

diately available to Pierce-Arrow, 

Rockne and S. P. A. truck dealers | 
facilities of 18 regional offices for- 

merly serving Studebaker only. 

Twelve of these offices operate parts 

and accessory depots and all have 

facilities for warehousing new cars. 

While The S. P. A. R. Sales Cor- 

poration will supervise and coordi- 

nate dealer policies, each individual 

company has complete freedom of 

action in determining its distribut- 

ing program. 

For example, Rockne, the low 

priced newcomer in the line will sell 

through a direct dealer organization 

without distributors and without ter- 

ritory, while Pierce-Arrow will con- 

tinue to sell through a limited num- 

|ber of large distributors. 

Likes Statler Copy, 
So Borrows Theme 

Continental Oil Co., Denver and 
Ponea City, Okla., has instituted a 
newspaper campaign, featuring its 
numerous services to motorists. 

The theme is that used by the Stat- 
|ler Hotels, one of the advertisements 
being headed, “There’s a death mes- 
sage for this man—we must catch 
him.” 

Thomason to Contact 
Paul Thomason, of the advertising 

department of B. Kuppenheimer & 
Co., Chicago, a graduate of the Chi- 
cago Academy of Fine Arts, has been 
appointed contact representative in 
representing the institution and stu- 
dents to agencies and others. 

TENTH DISTRICT IN “BUY NOW" DRIVE 

RII ALIA KI 
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Ds. 
JYING NOW! 

Newspapers and posters are being used in the 
Southwestern campaign. 

Claim “Erpi” Is Best 
Broadcasting Method 

WNAC and WAAB, key stations of 
the Yankee Network in Boston, are 
using a new acoustical system devel- 
oped by Electrical Research Products, 
Inc., and known as “ERPI.” 

It is claimed this system makes it 
possible to pick up the music at the 
point where it is most Qleasing. 

Department Stores, 
Mail for New Cream 

Glandular Laboratories of Amer- 
ica, New York, have appointed Reim- 
ers, Whitehill & Sherman, New York. 
to advertise Helated Cream. 

It will be sold through department 
stores in key cities, and elsewhere 
by mail. Magazines and newspapers 
will be used. 

Answer uis QUESTION: 

A typical “Where to Buy It” list- 
ing. It makes dealers easy to find. 

Wheve can Say it? 
Mr. Consumer sets out to buy your product. But 

will he ever find it? Or will he go to the wrong 

dealer and buy “something just as good”? 

Don’t risk losing sales this way. Tell your pros- 

pects exactly how and where to find your dealers 

—through “Where to Buy It” Service. 

List your authorized dealers under the trade 

name of your product in the classified telephone 

books wherever you have distribution. (See illustra- 

tion below.) 

The classified directory is becoming the accepted 

shopping reference throughout the nation. When 
your authorized dealers are listed in this medium 

—in a standard, uniform way — you know that 

prospects will experience no difficulty in finding 

**that local dealer.” 

“Where to Buy It” works just as effectively and 

just as economically for the smaller, sectional 

manufacturer as for the large national advertiser. 

Many of both groups now use this service. 

Ask your advertising agen 
write or telephone: Trade 

for further data. Or 
ark Service Manager, @ 

American Telephone and Telegraph Co., 195 Broad- f 
way, New York, N. Y. (EXchange 3-9800)— or 208 
W. Washington St., Chicago, Ill. (OFFicial 9300). 

EXPERT TERMS 
IT ‘CHARACTER 
MERCHANDISING’ 

Chicago, May 19.—Believing the 

retailing of women’s wear is most 

effective in an atmosphere which ex- 

cites and challenges the customer’s 

femininity, Cooper, Wells & Co., St. 

Joseph, Mich., are planning to in- 

stall departments in the larger de- 

partment and specialty stores for the 

exclusive sale of Admiration hosiery. 

The departments will be called Ad- 

miration Libraries, after the book 

boxes in which the hose is sold. The 

model department constructed in the 

Merchandise Mart begins with a gal- 

lery entered through an arched door- 

way. On either side is a French 

vitrene in which are displayed con- 

tainers suitable for gift hosiery for 

such occasions as weddings, birth- 

days and holidays. 

The period of the gallery ranges 

from Beatrice de Cusance, the origi- 

nal royal stylist of France, to Ma- 

dame Pompadour, the pictures of 

these ladies occupying places of 

honor at either end of the room. 

Create Buying Mood 

To stimulate the visitor’s imagina- 

tion, indirectly lighted displays re- 

cessed in the walls tell varied stories 

of the girl, the hosiery and the ro- 

mantic occasion. 

Incorporated in the displays and 

covering the walls are pictures of 

women, many original oils, express- 

ing all that is feminine, chic and al- 

luring. Subjects for the most part 

are pictured without hosiery and with 

little else. 

The library, or sales room, is done 

in the manner of a fine residential 

library. The walls are French gray 

mural paper, paneled and trimmed in 

chalk white; the furniture is 18th 
century French. 

The stock, in book boxes of varie- 

gated hues, is near at hand in book- 

cases, niches and book stands, the 

combination of package and setting 

dispelling every trace of commer- 

cialism. 

Further to play on the vanity of 

consumers, the library contains at 

either end a stage setting, in a deep 

circular raised cover, of vanity table, 

stool, mirror and bookstands, the lat- 

ter intended as a suggestion for car- 

ing for a personal supply of hosiery. 

Mark M. Henderson, president of 

the company, describes the plan as a 

pioneer effort in character-merchan- 

dising. 

Firestone Develops 
New Tire for Tractors 

A new tire developed by Firestone 
Tire & Rubber Company will make 
it possible for railroads to use four- 
wheel-drive tractors for switching. 

The tires are 48x12, of six-ply con- 
struction, operated at 15 pounds air 
pressure. The low pressure and large 
contact area eliminate bumping and 
jarring and provide sufficient trac- 
tion to move a long string of cars. 

Harrison President 
of Seattle Club 

W. R. Harrison has been nom- 
inated for the presidency of the Ad- 
vertising Club of Seattle. Orrin Hale 
will be first vice-president; H. O. 
Stone, second vice-president; Wilma 
Lepisto, third vice-president, and 
Jack A. Hazard, treasurer. 

Clarence Paulson, Ben J. Sweet- 
land, R. D. Friend and Thomas O. 
Eichelberger will be directors. 

Charles C. Greene 
Joins Murphy Staff 

Charles C. Greene has become an 
account executive with Carroll Dean 
Murphy, Inc., Chicago. 

He spent four years in the Chicago 
office of Albert Frank & Co. as ac- 
count executive. 

Heads Women’s Club 
Alice M. McCoart was elected pres- 

ident of the Women’s Advertising 
Club of Providence at the annual 
meeting. 
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JAMES HUBBELL 
NEW PRESIDENT 
OF AFFILIATION 

Cleveland, O., May 16.—James 

Leslie Hubbell, president of the 

Cleveland agency of that name, was 

elected president of the Advertising 

Affiliation at the closing session of 

its 29th annual meeting Saturday. 

Erie was selected for the 1933 con- 

vention. 

Other officers: First vice-president, 

Edgar P. Weber, Erie Trust Com- 

pany; second vice-president, Ralph 

Kiehm, advertising manager of 

Rogers-Majestic Corp., Toronto; sec- 

retary-treasurer, J. Jay Fuller, Moss- 

Chase Co., Buffalo, re-elected for a 

sixth term. 

One of the interesting addresses 

of the convention was delivered by 

L. D. H. Weld, director of research 

for McCann-Erickson, Ine., New 

York. 

“While there is some basis for the 

prediction that advertising agencies 

will eventually be known as ‘mer- 

chandising agencies,’” commented 

Dr. Weld, “it is a real problem as to 

how much farther agencies can go 

and still keep within their commis- 

sions. 

“They already have to charge for 

extensive market surveys. Some- 

times they have to charge for special 

media surveys. They can’t afford to 

undertake very much in the way of 

pre-testing advertisements.” 

He predicted, however, that some 

way will be found to finance the new 

responsibilities agencies are being 

forced to shoulder. 

He gave this picture of market- 

ing costs: 

“The total volume of trade in 1929, 

according to the Census of Distribu- 

tion, was 53 billions. From prelim- 

inary figures, it looks as if the cost 

of doing business in retail stores 

averaged about 26 per cent of sales. 

Cost of Retailing 

“This would mean that it cost 

nearly 14 billion dollars, or about half 

of the total national marketing bill, 

just to operate retail stores. The 

other costs are accounted for prin- 

cipally by wholesalers’ operating 

costs, manufacturers’ selling expenses 

and freight.” 

He said that between 114 and 2 bil- 
lion dollars were spent in advertis- 
ing in 1929. This is about 6.5 per 

cent of total marketing costs or a 

little over 3 per cent of total retail 

prices. The total marketing bill of 

between 25 and 30 billion dollars 

would have been much higher with- 

out advertising, he asserted. 

Russell T. Kelley, president of the 

Hamilton, Canada, agency of that 

name, gave an inspirational address. 

He asserted that if every man, 

woman and child in the United 

States and Canada who profits from 

advertising would insist on adver- 

tised goods, advertising would take 

on a new lease of life. 

Cc. E. Knoeppel, assistant to the 

president, Advisory Management 

Corp., Philadelphia, said the great 

need is not for sales, but sales at a 

profit. He said the slogan before 

every business man today is, “Bud- 

get or Bust!” 

H. F. Barnes, manager of Nela 

Park sales promotion department, 

General Electric Co., Cleveland, said 

selling is merely asking people to 

buy. In making suggestions to con- 

sumers, dealers are trained to ask 

questions which cannot be answered 

by a simple yes or no, particularly 

the latter. 

“What do you think of these new 

lamps, Mrs. Jones?” is a good ques- 

tion because it starts Mrs. Jones to 

thinking. She can not say, “No,” 

and walk out. 

Get Management Account 
Reliance Property Management, 

New York, subsidiary of S. W. Straus 
& Co., investment bankers, has ap- 
pointed Bermingham Castleman & 
Pierce. Inc., to handle its advertising. 

LEADS AFFILIATION 

James L. Hubbell 

To Represent Stations 
James L. Free and Clifford L. 

Sleininger, both formerly with Na- 
tional Radio Advertising, have formed 
Free & Sleininger, Inc., 180 N. Michi- 
gan Ave., Chicago, radio station rep- 
resentatives. 

Flip of Coin Gives 
McClenahan Victory 

A tie vote for the presidency of the 
Des Moines Advertising Club was de- 
cided by the flip of a coin, Lady Luck 
favoring Ed. A. McClenahan, Iowa 

Flour Co., over Paul Patterson. Re- 
tiring president Dan Frey chose the 
method. 

Harry Keller, Des Moines Register 
and Tribune, was elected vice-presi- 
dent; James White, Aetna Life In- 
surance Co., was re-elected secretary. 
New directors are Tom Miller, Mere- 
dith Publishing Co.; Norris Crosby, 
American Lithographic Co.; Ray Ma- 
ricle, Flynn Dairy Co., and Leo 

Lucier. 

Edwin B. Cotton Is 
Hartford President 

Edwin B. Cotton, R. S. Peck & Co., 
was elected president of the Hartford 
(Conn.) Advertising Club May 17, 
succeeding Frank C. Tindale. 

Edwin C. Schultz, Mitchell A. Kap- 
land, Edwin W. Marvin and M. C. 
Manternach were chosen vice-presi- 
dents. Fernande Fichot was _ re- 
elected secretary and Matilda Pfund, 
executive secretary. 

Agency Advances Crocker 
Samuel E. M. Crocker, Jr., has been 

made manager of the new business 
department of Kelly, Nason & Roose- 
velt, New York. 

SALT LAKE CHIEF 

Marlow L. Cummings, Jr. 

Salt Lake City, Utah, May 20.-— 

Marlow L. Cummings, Jr., advertis- 

ing director of Utah Power & Light 

Co., heads the new slate of the Salt 

Lake Advertising Club to be installed 

June 2. 

The high light of the annual meet- 

| ing was a report showing that turn- 

jing the advertising of the Salt Lake 

municipal relief over to a qualified 

agency saved time and money. H. W. 

' Pickering, in charge of the cam- 

paign, raised $65,000 for wages on 

civic projects. He got $2,500 in one 

day with a sport jamboree. 

New club _ officers: Margaret 

Hackett Mills, Keith-O’Brien Co., 

vice-president; David F. Coursey, 

Billings Service, secretary; G. S. 

Murphy, Continental National Bank 

& Trust Co., treasurer. 

New directors are Stringham A. 

Stevens, Stevens & Wallis; Marion 

C. Nelson, L. S. Gillham Co.; Mr. 

Pickering; Louis W. Larsen, Ad 

Craftsmen; Fred E. Hamlin, public- 

ity counsel. 

Anfenger Agency 
Appointed for Guns 

Browning Arms Co., St. Louis, 
maker of automatic shotguns, has 
placed its advertising with Anfenger 

| Advertising Agency of that city, an 
| affiliate of Charles Austin Bates, Inc., 
| New York. 

Joins Einson-Freeman 
Frank H. Kreamer, formerly vice- 

president in charge of sales for the 
American Lithographic Co., has 
joined the Einson-Freeman Co., Inc., 
Long Island City, N. Y. 

to spend. 

necessarily buyers. 

laid off I subscribed to. 

CASE 
(A SUBSCRIBER TO A 

NO. 97 
WOMAN’S MAGAZINE) 

oll 
(A TRUE STORY NEWSSTAND BUYER ) 

* 

CASE NO. 97. . . You can’t sell mer- 

chandise to this woman—she isn’t buying. She 

is out of the buying market because her hus- 

band is out of work. She is out of True Story 

because she can’t afford to buy it at the news- 

stand. She hasn’t entirely stopped reading mag- 

azines though, for she subscribed to a woman’s 

publication “before” her husband was laid off. 

This woman is probably no different from 

thousands of other women who subscribed to magazines at some time 

in the past. At that time they could afford to pay for the subscription 

but now they may be unemployed or clutching every penny—afraid 

Subscription circulation is sold on a long term basis. These readers 

are assembled for a period ranging from six months to three years. 

Subscription circulation takes no cognizance of the fact that the sub- 

scriber may become a non-buyer or disinterested at some time before 

the subscription expires. Subscribers are probably readers but not 

You are appropriating your advertising dollar to secure buyers for 

your merchandise—not readers for your advertising. 

Your sales must be made to families who are buying at the present 

time. Past buyers are out of your market--but they are not out of the 

subscription market. Subscription circulation offers you no assurance 

of buying power at the time your advertisement is read. Newsstand 

circulation does—that’s the difference. 

In the opposite column is a case from the True Story Keenan News- 

stand Study of a woman who still buys True Story regularly at the 

newsstand. Compare the sales possibilities of both families. 

* 

* * 

‘*T used to read True Story every month, but for the last few months I have not bought 

it. I can’t afford to buy it as my husband is out of work. He works for the...... 

Company and has had nothing to do since the first of the year. Before my husband was 

I read that every month. If it was not for the subscrip-— 

tion I couldn’t read that either because I cannot afford a magazine.’’ 

CASE NO. 
‘*My husband has a good business and although there are six in the family, we are not 

bothered by financial worries. All my children, except one, are in school. He is work- 

ing. I like True Story fine because of the real life stories in it. I found the entire 

Household Hints in this month’s issue very interesting. I lend my True Story.’’ 

CASE NO. 311. . . Youcansell merchandise to this woman— 

she is buying! She is buying True Story at the newsstand every month 

—her husband has a good business and they are not bothered by 

financial worries. 

This family is typical of newsstand readers. It is typical of the news- 

stand circulation. Newsstand readers are employed readers. They have 

money to spend and what is equally important, a willingness to spend. 

Every woman who voluntarily goes to the newsstand, money in 

hand, to buy True Story, is acknowledging her desire for the maga- 

zine, her ability to buy, her inclination to make other purchases. 

Newsstand circulation reassembles a buying market for you every 

month. The non-buying or unemployed families automatically elim- 

inate themselves; they drop out of the buying market and the news- 

stand market simultaneously. Only newsstand circulation provides 

this safeguard for you; only newsstand circulation weeds out the un- 

employed; only newsstand circulation gives the reader the option of 

discontinuing the magazine at any time and for any reason. 

Sound, logical reasoning demonstrates the superiority of news- 

stand circulation. If you prefer 

statistical data the True Story 

Keenan Newsstand Study shows 

that 98% of True Story families 

are gainfully employed; and ( Tre Story 

that 83 % of the families who no 

longer read True Story gave up 

the magazine because they 

couldn’t afford it. The complete 

study is available —if you 

haven’t seen a copy, we will 

gladly send you one. 

* * 

NEWSSTAND SALE RECHECKS THE 

POCKET-BOOK EVERY MONTH 
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And it’s great to have satis- 

faction with the quality you 

bought at the price your 

competitor gladly pays ¢ ¢ ¢« 

HEADS CLUB 

Roy Frothingham 

San Francisco, Cal., May 18.—Roy 

S. Frothingham, sales promotion 

manager, Pacific division, National 

Broadcasting Co., is the new presi- 

dent of the San Francisco Advertis- 

ing Club. He succeeds Frank Kilsby, 

who was presented with a wrist 

watch and a life membership in- 

scribed on silver. 

Led by Larry Lane, of Sunset 

Magazine, a “publishers’ parade” was 

staged at the annual meeting, every 

magazine published on the Coast be- 

ing displayed. 

Other officers: Earle V. Weller, 

Campbell-Ewald Co., vice-president; 

Miss Elmira Goldthwaite, Sherman 

Clay & Co., secretary; Charles 

Pritchard, Bonestell Co., treasurer. 

Directors: Harrison Holliway, 

KFRC-Don Lee; Nathan Danziger, 

Lagendorf’s United Bakeries; Doug- 

las McPhee, Western Advertising; 

Carl Eastman, N. W. Ayer & Son; 

J. Charles Jordan, Pacific Gas & Elec- 

tric Co. 

Bartlett’s Past 
Osborn F. Bartlett, who recently 

joined Carpenter Advertising, Cleve- 
land, as account executive, was for- 
merly advertising manager of Na- 
tional Acme Company and more re- 
cently space buyer for Sweeney & 
James Co., Cleveland agency. 

Dentist Will Trade 
W. E. Davis, advertising dentist of 

Terre Haute, Ind., is telling the world 
he will do first-class work and take 
his pay in diamonds, watches, horses, 
cattle, hogs, hay, corn, oats or other 
grain. 

Daily Has Fire Loss 
Loss of $25,000 from fire was sus- 

tained by the Centralia (Ill.) Eve- 
ning Sentinel in a blaze which at- 
tacked the business district with 
damage of $500,000 May 15. 

Get Carnegie Hall 
Carnegie Hall, Inc., New York, 

has appointed the Tuthill Advertis- 
ing Agency, Inc. to direct its adver- 
tising. Newspapers and_ trade 
papers will be used. 

Start Palm Beach Copy 
Goodall Worsted Company will 

start its summer campaign on Palm 
Beach suits May 28 in The Saturday 
Evening Post. Full pages plus one 
column will be the unit. 

Rogers for Olympics 
Will Rogers will headline for the 

All-Year Club of Southern Califor- 
nia May 22 in a Columbia program 
dedicated to the Olympic Games in 
August. 

Win Cruiser Account 
Matthews Company, Port Clinton, 

O., designer and builder of cruisers, 
has appointed Sun Advertising Co., 
Toledo, to handle its advertising. 

Baley with Studio 
James S. Baley, former advertis- 

ing manager of Central Republic 
Bank & Trust Co., Chicago, has 
joined Firks Studios, Chicago. 

Sanford Sales Manager 
Glenn A. Sanford has been named 

sales manager of Motor Wheel Corp., 
Lansing, Mich. 
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R. Deeken Wins $331 
in Derby Contest 

Though 208 persons picked the win- 
ner of the Kentucky Derby in the 
contest sponsored by the Ryan-Hamp- 
ton Tobacco Co., Louisville, Ray 
Deeken, of Louisville, won the $50 
win ticket on Burgoo King by vir- 
tue of the letter accompanying his 
selection. 

The company spent $500 for the 
tickets, while Mr. Deeken cashed his 
for $331. 

Offers New Game, 
“Trademarks, Slogans” 

Comes Ben I. Butler, 200 Fifth 
Avenue, New York, with a new game, 
“Trademarks and Puzzles.” It is 
made by E. E. Fairchild, Rochester. 
Mr. Butler owning the space rights. 

The game is played with 20 
squares, each having space for a 
trade-mark. These squares will be 
sold to advertisers. 

Plan Housewares Show 
A wholesale market for house fur- 

nishings will be held in New York 

July 24-30. 

Let the Standard 
Advertising Register 

Tell You! 
About the National Advertisers — 
Who they are — Where they are — 
When they make their appropria- 
tions — Where they place their 
copy — What Agency handles the 
account — The personnel, etc. 

Information Continually Revised 

Service consists of 
Register — Monthly Supplements — 

Agency List — Weekly Reports — 
Geographical Index 

NATIONAL REGISTER 
PUBLISHING COMPANY 
853 Broadway 140 So. Dearborn St. 
New York Chicago 

7 Water St. 929 Russ Building 
Boston San Francisco 

LITHOGRAPHERS 

Specializing 
in Wind OWand 
store display 
adverfising 

EINSON 
FREEMAN 
CO., INC. 

NEW YORK, N. Y. 
Starr & Borden Aves. 
Long Island City 

BOSTON, MASS. 
302 Park Square Bldg. 

CHICAGO, ILL. 
Wrigley Building 

A Complete 

Production Service 

TYPOGRAPHY 

ELECTROTYPES 

MATRICES 

STEREOTYPES 

PRINTING 

Western 

Newspaper Union 
NEW YORK «+ 310 East 45th St. 

CHICAGO +: 210 So. Desplaine St. 

and 34 other cities 
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ORIGINAL OF 
‘CAPPY RICKS’ IS 
DEAD ON COAST 

Resourceful Capt. Dollar 

Goes to Reward 

San Rafael, Cal., May 16.—Capt. 

Robert Dollar, lumber and shipping 

magnate and promoter extraordinary, 

who, at the age of 80, cut himself 

a big slice of the world-wide shipping 

business with a merchandising plan 

based on “passenger train ships,” 

died here today in his 88th year. 

As the inspiration for Peter B. 

Kyne’s “Cappy Ricks,” he was said 

to be one of the least imaginative 

characters of fiction. 

Capt. Dollar identified himself with 

the lumber industry at 14, when, 

newly arrived from Scotland, he be- 

came a shanty’ boy at $6 a month in 
a Canadian lumber camp. His early 

years were filled with hardships and 

disappointments. 

His first venture, made in the 

early twenties, failed, and he spent 

six or seven years of hard work in 

paying debts of $2,500 and saving 

enough to start again. Subsequent 

operations in Michigan were moder- 

ately successful, and at 44 he ac- 

quired extensive timber holdings in 

California. 

It was here he entered the ship- 

ping business, his first vessels being 

used for coastwise shipping of his 

own lumber. When the rush to the 

Klondike began in 1896 he hurriedly 

remodeled several ships for Alaskan 

passenger service. 

Tapping the Orient 

Capt. Dollar’s talent for promotion 

came into full play when he opened 

a line to China in 1901. He was then 

59. For several years he spent most 

of his time in the Orient, lining up 

shipping accounts, opening branch 

offices and charting trade possibili- 

ties. 

As he was faced with competition 

which made it almost impossible to 

obtain existing cargos on a profit- 

able basis, he went into trading on 

a large scale to keep his ships busy. 

He assembled an organization of 

hustling young men who could com- 

mand ships and taught them how to 

buy and sell. If their transactions 

netted freight charges, he was satis- 

fied, but more often than not there 

were additional profits. He over- 

looked occasional losses as a neces- 

sary evil of the method, but kept 

them at a minimum by exercising 

his own ability as a salesman when 

a skipper was stuck with an almost 

unsalable cargo. 

His selling methods were charac- 

terized by dogged persistence, it being 

not uncommon for him to follow a 

prospect from place to place keeping 

him under a steady fire of selling ar- 

gument. Even when past 80 he 

regularly climbed three flights of 

stairs to call on a small account. 

Early Object Lesson 

As an early lesson to his organiza- 

tion, Capt. Dollar made a contract 

with the Southern Pacific for oak 

railroad ties sufficient for several 

years. He bought the ties in Japan 

and freighted them in his own ships. 

As the railroad had idle ships on the 

Pacific at the time, he had the double 

satisfaction of turning a good deal 

and taking freight business from a 

competitor. 

Such coups furnished the stimulus 
for the market studies constantly 

under way in the Dollar organiza- 

tion. The fund of information gath- 

ered and the local influence built up 

enabled the foreign offices to func- 

tion as an extra-consular service for 

American manufacturers and trad- 

ers, the Captain instructing his staff 

to sample consumers and carry out 

other preliminary promotion. A ma- 

jority of the company’s freight ac- 

BANK LEADER 

Fred W. Mathison, Security Bank 
of Chicago, new president of 
Chicago Financial Advertisers. 

counts were’ secured 

through this extra service. 

Capt. Dollar obtained one of the 

first Chinese orders for American 

trucks by persuading a Chinese firm 

to open a motor truck line. Before 

the service could start, it was neces- 

sary to construct several hundred 

miles of road. 

The embryonic operators, who 

lacked capital for road construction, 

were so enthused by the Captain’s 

vision that they talked native labor- 

ers into building the road on credit. 

and held 

Long Look Ahead 

The Captain’s immediate return 

for the three weeks spent in nego- 

tiation was only the freight on three 

trucks, but he was satisfied to have 

laid the foundation for bigger busi- 

ness later. 

With announcement of round-the- 

world service in 1924, he brought out 

a time-table showing to the hour 

where each ship of the line would be 

for the ensuing two years, something 

unthought of theretofore. 

Advertising told about the time- 

table, the ships which arrived and 

departed with the regularity of crack 

passenger trains, and the pleasure of 

planning one’s own trip around the 

world, going from port to port as 

fancy suggested via the dependable 
Dollar line. 

Competitors scoffed, arguing that 

a few hours or a day made no dif- 

ference to world travelers, any way, 

but, after writing off an initial loss 

of $500,000 the appeal of the idea 

helped the Dollar line to pry away 

considerable business from _ rival 

lines operating bigger and faster 

ships. 

Bryan May Be Head 
of Mountain Club 

Wm. E. Bryan, Station KOA, Den- 
ver, is the only nominee for presi- 
dent of the Denver Advertising Club 
at present. Morris D. Townsend, 
publishers’ representative, is the only 
candidate for the vice-presidency and 
John L. Jenkins, Bunge-Jenkins, Inc., 
has no opposition for secretary-treas- 
urer. 

Six of the following will become 
directors: Hi. Benson, Public 
Service Co. of Colorado; Milton E. 
Bernet and Harold Martin, Mountain 
States Telephone & Telegraph Co.; 
J. O. Goodwin, Western Newspaper 
Union; Parkhill Harvey, Rocky 

Mountain News; Katherine Jenkins, 
Ball & Davidson; W. Curtis Jones, 
Star Printing & Label Co.; Wm. 
Loefler, Gano-Downs Co.; 

L. H. McAlister, Conoco Travel Bu- 
reau; Ann Milton, Martha Washing- 
ton Candy Co.; Chas. Roth, McCann- 
Erickson, Inc.; E. W. Stephenson, 
General Outdoor Advertising Co. 

Seymour Promoted 
After serving as art director, copy 

writer and production manager, Arn- 
old Seymour has been appointed ad- 
vertising manager of the Emporium, 
San Francisco department store. 

Laurance Hill Dead 
Laurance L.. Hill, for many years 

publicity director of Security-First 
National Bank, Los Angeles, died 
May 13. 

EPOCH DEMANDS 
NEW STYLES OF 
THOUGHT: HESS 

Says Advertisers Must Hasten 

Revolution 

Cleveland, O., May 16.—Arguing 

that old methods and policies are 

inadequate because a new era—that 

of an economic surplus—has arrived, 

Herbert W. Hess, head of the mer- 

chandising department, Wharton 

School, University of Pennsylvania, 

provided one of the feature ad- 

dresses before the Advertising Affilia- 

tion last week. 

Dr. Hess does not share the be- 

lief of many that the business ship 

will right itself of its own accord 

and proceed on its way as of yore. 

This “consumption epoch,” he as- 

serted, has created the necessity of 

new styles of thought as well as of 

new products. He demanded the 

courage “to live at the high level 

to which our own intelligence has 

brought us.” 

Dr. Hess predicted a revolution 

in our way of living and doing busi- 

ness and said the advertiser must 

not only not resist this trend, but 

hasten its consummation. 

Dr. Hess hailed instalment selling 

as a groping effort by industry to 

put its products into the hands of 

the consumer at the moment they 

will be of maximum help and enjoy- 

ment. 

He believes the public -must be 

given the leisure as well as the 

money with which to satisfy its de- 

sires. To this end, he recommends 

a working day of from 7 to 1, with 
stores doing the bulk of their sell- 

ing between 1 and 8 P. M. 

More Shopping Leisure 

“We have thwarted the art im- 

pulse which shopping implies by so 

organizing our day as to keep sales 

at a minimum,” he asserted. “That 

men are disposed to shop with their 

wives is seen in city districts where 

stores are open certain evenings. It 

takes time to satisfy one’s intelli- 

gence in the expenditure of large 

sums of money which shopping im- 

plies.” 

Life must be speeded up to the 

natural level of the age. Cities 

should be built to utilize the full 

speed of the automobile. Airports 

should be established at the center 

of the city instead of on the out- 

skirts, he believes. 

He would demolish other tradi- 

tions by encouraging early mar- 

riages. 

“There is a biological period for 

marriage and rearing a family,” he 

said. “Young people should be per- 

mitted to marry and begin payments 

extending over 20 years or more if 

in assuming these responsibilities 

they are responding to the urge 

within them to live full lives. 

“Actuarial tables of the future 

will measure potential wealth in 

terms of health as well as death.” 

He suggested that some American 

city and its surrounding area be set 

aside by the Government for testing 

his and other theories. 

Shanahan, Engraver, 
Is Omaha President 

James A. Shanahan, Baxter Bros. 
Engraving Co., was elected president 
of the Omaha Advertising Club last 
week. Sigurd Bergh, Northwestern 
Bell Telephone Co., is vice-president 
and C. C. Michelmann, also of Bell, 
secretary-treasurer. 

Ed Cochrane, Acorn Press, retiring 
president, is a director, with the of- 
ficers and Fred Archibald, Omaha 
Bee-News; Lou Long, Field-Hamil- 
ton-Smith Paper Co., and Frank Fog- 
arty, Chamber of Commerce. 

Smyth to Post 
Phillip Smyth has joined the local 

staff of the New York Evening Post, 
coming from the New York Amer- 
ican, 

“Times-Picayune” 
Advances Edition 

New Orleans Times-Picayune has 
advanced its Sunday edition to 3:30 
Saturday afternoon. 

The other two New Orleans papers 
have issued their first Sunday edi- 
tions at 4 o’clock Saturday. 

Bott Starts Organ 
Bott Advertising Agency, Little 

Rock, Ark., has started “Community 
Advertising” as a monthly. 

Forms Poster Service 
S. Bernard Josephson has formed 

the Trenton Poster Advertising Co., 
with headquarters at Newark. 

PHOTO ENGRAVING 
organization offers you a 

much more comprehensive 

service than you can get from 

which have 

equipment and fewer crafts- 

sources less 

men. If it’s fine photo- 

engraving—we can do it. 

JAHN & OLLIER 
ENGRAVING CO. 
819 W. Washington Blvd. 
Tel. MON7we 7080 

-- Going 
plaeest 

E.. the past five 
years The Des Moines 
Sunday Register has 
gained an average of 
practically 1,000 new 
subscribers a month! 

217.418 ABC 

i 
one of our cozy, cool suites 
for the summer. If your 
office is in the Grand Cen- 
tral district The Winthrop 
is mighty handy. Write, 
telephone or come in and 
look us over. 

& 

Furnished suites of from 
one to four rooms by the 
day, month, or year. Serv- 
ing pantries, frigidaire and 
large closets with every 
suite. ° 

Under Roger Smith 
Preferred Management 

Hotel Winthrop 
47th and Lexington Ave., 

New York 
Tel. Wickersham 2-1400 

~® supLer.... 

BEST BY COMPARISON 
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PHOTOGRAPHIC REVIEW 
OF THE WEEK 

FEATURES CHICAGO ART DISPLAY UP THE LADDER 

promotion manager of RCA 
Radiotron Co. and E. T. Cunning- 
ham, Inc., Harrison, N. J. He suc- 
ceeds J. W. Mclver, who has 
joined Forbes Lithograph Mfg. 

Co., Boston. 

"AT YOUR DOOR" 

: 

That is the slogan of Wolf Studios, who 
recently opened for business in New Or- 
leans with this modernized version as a 

trade-mark. 

Stevens, Sundblom and Stults displayed their art work at the Chicago 
Advertising Council Thursday, this painting for a hosiery manu- 

facturer attracting attention. 

AGENCY USES SHINING TESTIMONIAL TO CLIENT'S PRODUCT 

Aluminum chairs and aluminum leaf on the walls feature the reception room of the new home of Gard- 
ner Advertising Co., New York, in the McGraw-Hill Building. Both the Aluminum Company of America 

and McGraw-Hill are Gardner clients. 

FLEDGLING'S PLIGHT TO WIN SALES oR 

666 
1 Sats b 
& SOLn> 

This sketch, by Ben Pate, art director of Harry E. Burns & 
Co., agency of Jacksonville, Fla., lured the Monticello Drug 
Co., Jacksonville, into the color field. It has ordered 50,000 

window and 50,000 counter displays in six colors. 

HUMAN INTEREST IN PHOTOGRAPHY 

ey wd, 

a 
Budweiser 

Mate 

“Mamma wants the can with that man's picture on it," the young 

lady is insisting, according to Wolff-Cooley Studios, Chicago, who 
made the photograph for D'Arcy Advertising Co. Retouching of the 

negative gave the effect of a pencil drawing. 
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