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Rough Proofs 
Stanley Tobin says that mothers in 

advertising are nearly always of the 

old ladies’ home variety. They are 

just as much a standard product as 

the doctor with a beard and the sci- 

entist with a test-tube. 
.. v v 

Medical men themselves got rid of 

peards long ago in the interests of 

sanitation and the safety razor in- 

dustry, but the advertising illustra- 

tors refuse to part with this accepted 

identification tag. 

7, v 

Cliff Ellison worried because the 

worker installing Balsam Wool in 

Architecture faced away from, in- 

stead of toward, Standard Sanitary’s 

bathtub beauty. The make-up man 

naturally didn’t want to spoil the 

Balsam Wool job. 
vvwy 

William Boyer, of Cliquot Club, 

says the public is becoming label- 

conscious. During the bootleg era 

the labels did their part to render 

consumers unconscious. 

- v 

In spite of the fact that the gold- 

fish industry now has a code, noth- 

ing of importance seems to have been 

done to protect the privacy of resi- 

dents of goldfish bowls. 

> = + 

Louis Howe writes in the American 

Magazine of the great number of let- 

ters now received at the White 

House. No matter what happens, 

F. D. R. will go down in history as 

the champion fan-mail president. 

ss v 

Heywood Broun’s newspaper guild 

has asked for a public hearing on 

the NRA schedule for editorial work- 

ers. He's probably worrying about 

days off for column conductors. 

vy v 

The two column conductors who 

never worry about hours of labor are 

Walter Lippmann, who uses his own 

speeches as column material, and 
Walter Winchell, who gets better re- 

sults by letting his Girl Friday han- 

dle the job. 

v v v 

“Advertising to again dominate 

Chicago's fair,” headlines ADVERTIS- 
ING Ack. But it is hoped the adver- 

tising at the fair won’t be dominated 

by the split-infinitive epidemic. 

, + * 

The prince of Ice-Creamia, Bor- 
den’s current advertising hero, turns 

out to be none other than the off- 

spring of O. Soglow’s popular king. 
The size of the royal family is lim- 
ited only by the willingness of ad- 

vertisers to pay transportation 
charges, 

v v v 

A stock exchange member pub- 
lishes the Declaration of Independ- 
‘nce in Washington newspapers for 
the benefit of congressmen. But with 
fall elections just ahead, congress- 
men aren't very much interested. 

v v v 

After collecting card rates for the 
Declaration of Independence, Wash- 
ington hewspaper executives ought 
to see what they can do to get Henry 
Ford t, sponsor the Constitution. 

v v v 

The Hoover Company tells house- 
Wives ty “get that new dress” first, 
instead of making a down payment 

 @ vacuum cleaner. 
Vice, byt 

cme. 

uC hot exactly necessary. 
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se ntore MacManus says “every 2 “ tising drop in the bucket must 

ar eid together as drops of water ® held together.” With a financial old oaken bucket? 

Copy Cur. 

NEW S.N. P. A. CHIEF 

E. K. Gaylord 

CODES AND COSTS 
SHARE SPOTLIGHT 
AT S.N.P. A. MEET 
Southern Publishers Elect 

E. K. Gaylord 

Asheville, N. C., May 23.—E. K. 

Gaylord, Oklahoman and Times, Okla- 

homa City, Okla., was elected presi- 

dent of the Southern Newspaper Pub- 

lishers’ Association at the 32nd an- 

nual convention of the organization 

which closed here today. 

Code discussions featured the pro- 

gram. Details of operations under 

the newspaper code were analyzed, 

with the prospect that regulations 

pertaining to editorial workers and 

carrier boys would probably be up 

for amendments shortly by Washing- 

ton. In addition, the publishers 

made it clear that they do not favor 

assuming the task of policing other 

codes through censorship of adver- 

tising copy from the standpoint of 

its compliance with industry codes. 

With the outlook for higher pro- 

duction costs, considerable sentiment 

was in evidence in favor of higher 

subscription prices rather than in- 

creased advertising rates. 

Seek Paper Mill 

A movement was also initiated to 

seek government aid in the estab- 

lishment of a southern newsprint 

mill, using pulp made from slash 

pine, a plan which technical men 

have approved as practicable. Reso- 

lutions on the subject provided, how- 

ever that manufacture should be by 

private enterprise. 

J. L. Mapes, Enterprise and Jour- 

nal, Beaumont, Tex., retiring presi- 

dent, was elected chairman of the 

board. W. C. Johnson, Chattanooga 

News, was re-elected treasurer, a post 

he has held for many years. Crans- 

ton Williams was re-elected secretary 

and manager by the board of direc- 

tors, who were chosen as follows: 

Alabama, J. E. Chappell, Birm- 

ingham News and Age-Herald; Ar- 

kansas, J. N. Heiskell, Arkansas 

Gazette, Little Rock; Florida, Jesse 

M. Elliott, Jacksonville Times-Union; 

Georgia, Herbert Porter, Atlanta 

Georgian; Kentucky, Emanuel Levi, 

Louisville Courier-Journal and Times; 

(Continued on Page 24) 

Advertising Copy Must Be 
Cleaned =e Four A’s Told 

Arthur Kudner Named Chair- 
man; Council Line-Up 

ls Rearranged 

Washington, D. C., May 24.—Ar- 

thur H. Kudner, Erwin, Wasey & 

Co., New York, was elected chairman 

of the board of the American Asso- 

ciation of Advertising Agencies at 

its concluding session yesterday. He 

succeeds W. C. D’Arcy, D’Arey Ad- 

vertising Company, St. Louis. 

Charles Daniel Frey, Charles Dan- 

iel Frey Company, Chicago, was 

elected vice-president to succeed Mr. 

Kudner, who has been vice-president 

the past year. 

Guy C. Smith, Brooke, Smith & 

French, Detroit, was elected .secre- 

tary, succeeding A. L. Billingsley, 

Fuller & Smith & Ross, Cleveland. 

E. DeWitt Hill, McCann-Erickson, 

Inc., was re-elected treasurer. 

T. L. L. Ryan, Pedlar & Ryan, Inc., 

New York, was elected a director to 

fill out Mr. Frey’s term. Other new 

directors are Mr. D’Arcy; J. N. Daw- 

son, Tracy-Locke-Dawson, New York; 

and F. B. Ryan, Ruthrauff & Ryan, 

Inec., New York. 

Members of the executive board 

named to represent councils are F. 

C. Bruns, Federal Advertising Agen- 

cy, New York Council; C. A. Oswald, 

Oswald Agency, Philadelphia, Atlan- 

tic Council; Henry B. Humphrey, H. 

B. Humphrey Company, New Eng- 

land Council; and Milton J. Blair, 

J. Walter Thompson Company, West- 

ern Council. 

New Council Line-Up 

John Benson retains the post of 

president of the Four A’s, while 

Frederic R. Gamble continues as ex- 

ecutive secretary. 

A new council was formed to in- 

clude the old Philadelphia and Bal- 

timore Councils and the eastern half 

of the former Southern Council. The 

latter council is abolished. New of- 

ficers of the councils are: 

New York Council: Frederick C. 

Bruns, Federal Advertising Agency, 

man; 

NAMED VICE-PRESIDENT 

Charles Denial Lain dl 

Inc., chairman; Paul Cornell, Geyer- 

Cornell Company, Inc., vice-chair- 

E, O. Perrin, McCann-Erickson, 

Inc., secretary-treasurer. 

New England Council: Maurice 

M. Osborne, Maurice M. Osborne, Ad- 

vertising, chairman; J. L. Lavin, 

Lavin & Co., vice-chairman; Herbert 

T. Hand, Batten, Barton, Durstine 

& Osborn, Inc., secretary-treasurer. 

All officers of this group are asso- 

ciated with Boston agencies. 

Atlantic Council: Lawrence I. 

Everling, Richard A. Foley Adver- 

tising Agency, Inc., chairman; C. 

Harold Marston, Geare-Marston, Inc., 

vice-chairman; Florence M. Dart, 

Simpers Company, secretary - treas- 

urer. These officers are connected 

with Philadelphia agencies. 

Western Council: M. J. Blair, J. 

Walter Thompson Company, chair- 

man; Z. L. Potter, Erwin, Wasey & 

Co., Ltd., vice-chairman; M. H. Need- 

ham, Needham, Louis & Brorby, Inc., 

secretary-treasurer. The men head- 

ing this group are principals in Chi- 

cago agencies. 

Last Minute News Flashes 
“Southern Weekly” Planned by Newspapers 

Asheville, N. C., May 25.—Plans were completed here this week for 

the publication of “The Southern Weekly,” to be distributed with news- 

papers in key cities of the South. 

The plan is cooperative and has been underwritten by fifteen pub- 
lishers. 

Advertising Experts to Aid Proprietary Association 
New York, May 25.—At a special meeting last night the Proprietary 

Association authorized the addition of three advertising experts to the 

requirements committee to assist in drafting a plan for self-regulation of 

advertising and sales methods. 

Frank A. Blair, vice-president of the Centaur Company, was re-elected 

president for the 21st consecutive term. Henry P. Bristol, 

was elected vice-president, 

president of Lambert Pharmacal Company. 

Company, 

Bristol-Myers 

succeeding Robert L. Lund, vice- 

Walter Bomer, Bristol-Myers 

Company, was appointed chairman of the foreign trade section. 

(Other news of the association’s plans to regulate advertising of mem- 

bers appears on Page 6 of this issue.) 

Kraft-Phenix Starts Drive on Chiffon Butter 
Pittsburgh, Pa., May 25.—First copy in a smashing drive for the new- 

est product of Kraft-Phenix Cheese Corporation—Chiffon ‘wateged. Butter 
—broke in the Sun-Telegraph and Press here today. 

The announcement copy, which will appear in other matting ‘beten, 

consisted of two half-pages run in double truck fashion. 

Necessity for More Facts 
and Less Ballyhoo in 

Copy Stressed 
(Pictures on Page 28) 

Washington, D. C., May 24.—The 

tendency of certain members of the 

administration to launch attacks on 

advertising for political purposes and 

the stupid selfishness of a few adver- 

tisers who persist in practices which 

bring discredit on all advertising 

have stirred agents and advertisers 

to a fighting mood, leaders of adver- 

tising indicated at the 17th annual 

meeting of the American Association 

of Advertising Agencies here this 

week. 

These evils and means of combat- 

ting them furnished the themes for 

addresses by W. C. D’Arcy, D’Arcy 

Advertising Company, St. Louis, re- 

tiring chairman of the A. A, A. A,, 

and Allyn B. McIntire, vice-president 

of the Pepperell Mfg. Company, Bos- 

ton, and president of the Associa- 

tion of National Advertisers. Mr. 

McIntire is the first officer of the 

A. N..A. to appear on an A. A. A. A. 

program for several years. 

Other speakers at the all-day open 

session Tuesday were Willard I. 

Thorp, recently director of the Bu- 

reau of Foreign and Domestic Com- 

merce; Alice L, Edwards, executive 

secretary, American Home Economics 

Association; Margaret Dana, special 

consultant on small town markets; 

and Dr. Paul H. Nystrom, professor 

of marketing, Columbia University. 

Asks Cleaner Advertising 

The two speakers at the banquet in 

the evening were Henry I. Harriman, 

president of the Chamber of Com- 

merce of the United States and Frank 

Crowninshield, editor of Vanity Fair. 

Following a plea for less govern- 

ment interference in business and 

advertising, Mr. D’Arcy declared that 

advertising as it is being practiced 

is losing public confidence and that, 

if a check is not put upon vulgar, 

suggestive, offensive and bombastic 

copy, the time is not far distant when 

the American consumer will kick all 
advertising out of the door. 

The storm isn’t approaching, it is 

already raging, Mr. D’Arcy said. To 

prove his point he read excerpts from 

letters of comment on advertising 

sent by subscribers to the publisher 

of a large, general magazine. 

“Most advertising does not deserve 

this public indictment,’ Mr. D’Arcy 

went on. “It is manifestly unfair 

that advertising as a whole should 

be penalized because of the spectacu- 

lar antics of a small but vociferous 

and blatant minority. We stand on 

the verge of a national nausea in- 

duced by a wave of ill-considered ad- 

vertising. 

“The sole responsibility for it lies 

squarely upon us and all advertis- 

ing. We are guilty either because of 

intentional malpractice “in” Our pro-— 

fession, inert indifference,.or lack-of 

courage to take the initiative and 
stop it. 

“I do not for a minute deny that 
spectacular tactics ean be effective; 

I merely insist that they can also 

be decent. No man can tell me that 

the way to sell a man a painting job 

on his home fs to tell him he ought 
to be ashamed to live in such a lousy 
hovel, that all the neighbors point 
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A TRUE FABLE . — 
a space buyer in all seriousness told one of 
our men that “Quality Group readers were 
too old to be any good” . His face 
became slightly red when we told him that 
the bulk of QUALITY GROUP readers 
were just about the same age as Advertis- 
ing Agency men holding responsible posi- ye 
tions. . . . A recent investigation showed 
that 519 prominent Advertising men aver- 
aged 41.1 years and who will say that they 
are not good prospects for quality products? 

70% of 350,000 —> 
subscribers of The Quality Group are over 
30—most of them plumb in the middle of 
the Age of Plenty. 

PRACTICAL HARPING ON 
the same theme furnishes information ad- 
duced from 800 New York customers of 
MACY’S / ALTMAN’S / STERN’S / Mc- 
CREERY’S / W. & J. SLOANE’S / LORD 
& TAYLOR’S / ABERCROMBIE & 
FITCH’S / SPALDING’S / De PINNA’S 
SAKS FIFTH AVENUE / BROOKS 
BROTHERS. It was discovered that 

71% of JEWELRY . SALES were made to people over 40 

70° of LUGGAGE . SALES “* a ¥ me = ae 

79% of SILVERWARE SALES “* we a “40 

66% of SPORTS GOODS . SALES wo 

65% of HOME FURNISHINGS SALES “ aw Ms “ 40 

64% of MEN’S CLOTHES SALES ‘“* - _ “40 
High Grade. 

61% of COSMETICS SALES “ = “ * 

57% of FURNITURE . SALES “ = ns “40 

If retailers by and large put the bulk of 
their effort on selling the “young market” 
there would be a lot of brand new bank- 
ruptcies. 

Applied to quality merchandise the “Youth” 
idea itself (i.e., that young people are most 
of the cat’s whiskers) is entirely bankrupt. 

RETAILERS HAVE TO KNOW _. 
what’s what and who's who and how old a 
person must be before they become regular 
purchasers of quality merchandise. 

PUT YOUR BUDGET 

on the spot . make it tell you 
the truth . . . ask it, for instance, 
why $10,980 (6 pages) shouldn't do 

a particularly good job among 350,- 
000 Q. G. readers . . . 70% of 
whom are milling about in the ad- 
vertiser’s paradise—i. e., the Age of 
Plenty. 

THE QUALITY GROUP 
HARPERS MAGAZINE SCRIBNER’S MAGAZINE 
CURRENT HISTORY FORUM MAGAZINE 

REVIEW OF REVIEWS 

597 FIFTH AVENUE, NEW YORK 

to him with shame, and everyone 

talks about it behind his back.” 

Several times in the course of his 

discussion of this subject, Mr. D’Arcy 

stressed the fact that the dangers 

which threaten advertising can be 

averted only by the advertisers them- 

selves. The present situation must 

be met, he said, with common sense, 

human decency, good advertising and 

good business. 

Mr. McIntire asserted that the un- 

justified attacks on advertising by 

reformers inside and outside of 

Washington are in reality attempts 

to undermine the foundations of 

American business, and took adver- 

tising men to task for not vigorously 

combatting these politically-inspired 

onslaughts and exposing them as 

moves to disrupt the country’s eco- 

nomic life. 

Incorporated in the defense meas- 

ures he outlined was the advice to 

business men to promote honesty in 

all manufacture, promote better un- 

derstanding and cooperation between 

the producer and the consumer, pro- 

mote better understanding and co- 

operation between business and gov- 

ernment, and promote sound and 

democratic legislation, opposing all 

forms of bureaucracy in government 

and favoring that legislation which 

protects both the consumer and busi- 

ness. 

Advertising, as well as the whole 

of business, is on the defensive, Mr. 

McIntire said, adding that he was 

tired of taking it on the chin and 

urging other advertisers to join him 

in a vigorous offensive movement in 

behalf of advertising. 

Too Much Self-Glorification 

“Honest business must resell it- 

self to the American public,” he de- 

clared. ‘Advertising which has been 

a moulder of thought and a coordina- 

tor of action to a degree once un- 

dreamed of can meet this challenge 

if it will. Advertising endowed with 

character and imbued with credibil- 

ity, advertising emanating from good 

will and good faith, advertising scin- 

tillant with truth and vibrant with 

believability, advertising devoid of 

sham and hokum, advertising pre- 

pared by the honest heart instead of 

the too active mind, can do the job. 

“There has been too much self- 

glorification in advertising, too many 

exaggerated claims. Let’s let up a 

little on the product and sell the or- 

ganization. Let’s let up on the su- 

perlatives. Understatement is usu- 

ally more impressive than overstate- 
ment. 

“The buying public is skeptical of 

bargains. The word ‘best’ has come 

to mean just nothing at all. Take 

three advertisements of three retail 

chain organizations, or three adver- 

tisements of three manufacturers, 

and try to identify the advertisers 

in the two groups. Doesn’t it make 

us all took a little silly?” 

Miss Edwards tempered her criti- 

cism of common advertising prac- 

tices with the assertion that adver- 

tising will become much more pro- 

ductive when it supplies the informa- 

tion about the product which will 

enable consumers to buy with con- 

fidence in their ability to select mer- 

chandise which will prove satisfac- 

tory. 

“With proper coordination in busi- 

ness, advertising of one kind or an- 

other could probably furnish con- 

sumers all the information about 

commodities that is needed in retail 

purchasing,” said Miss Edwards. 

“May we not hope that advertisers 

will rise to the challenge to change 

the nature of advertising from the 

psychological to the informational 

appeal?” she asked. “This would 

mark a new period of development 

in advertising and would help both 

the advertiser and the consumer in 

a changed economic world.” 

Wants More Information 

Besides lack of factual description 

of the product, Miss Edwards said 

housewives were finding fault with 

advertising because too much of it 

is based on emotional appeal, par- 

ticularly fear, because too much at- 

tention is given to adapting the emo- 

tional appeal to the type of reader 

pictured, because of exaggerations 

and misleading statements and be- 

cause of emphasis on gifts and pre- 

miums. 

An advertisement for a refrigera- 

tor, Miss Edwards suggested by way 
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F. B. Ryan, Ruthrauff & Ryan, Inc., 
one of the new Four A's directors. 

of example for correct copy writing, 

should include the name of the manu- 

facturer, usable storage space in 

cubic feet, ice capacity in pounds, 

average temperature maintained 

under standard test conditions in the 

milk compartment and in the food 

compartment, amount of ice, elec- 

tricity, gas or kerosene required to 

maintain the temperature under 

standard test conditions over a 24- 

hour period, and assurance that the 

product meets a reasonable test for 

durability. With this information 

submitted, she saw no reason why 

the advertiser should not play up 

special and distinctive features. 

Miss Dana’s philosophy of adver- 

tising had little in common with that 

of Miss Edwards. Speaking for rural 

and small town consumers, Miss 

Dana said they bitterly resent the 

picture national advertisers reveal 

of them in their copy as uncultured, 

impoverished persons, interested 

solely in the utility of indispensable 

merchandise. 

“Country people don’t buy from 

grim necessity,” she insisted. “They 

are most susceptible to appeals based 

on the pleasure and comfort the mer- 

chandise will give them. It is a mis- 

take to judge the buying power of 

the small town resident by his work- 

ing clothes.” 

Describing the recent survey of 

dwellings and their improvements in 

64 cities, one of the activities of the 

government to help business, Mr. 

Thorpe called attention to the defi- 

nitely established facts that a hous- 

ing shortage is imminent and that 

one-sixth of all houses examined 

need major repairs and 43 per cent 

require minor repairs. 

Huge Market Available 

The market for improvements is 

revealed by facts such as that 89 per 

cent of the houses have electric 

light, 66 per cent have hot and cold 

water, five per cent burn oil for fuel, 

55 per cent cook with gas and 5 

per cent with electricity, 20 per cent 

have private indoor water closets, 

and 28 per cent have neither tub nor 

shower. 

While in sympathy with funda- 

mental principles of the NRA, Dr. 

Nystrom contends that some of its 

features, particularly price-raising 

and price-fixing, have seriously re- 

tarded recovery. One effect of the 

NRA, he pointed out, has been to in- 

crease commodity prices from 50 to 

100 per cent, while total purchasing 

power has increased only 12 to 15 

per cent and individual purchasing 

power much less than that. 

“The arbitrary conditions of trad- 

ing resulting from provisions set 

down in a great many NRA codes 

has introduced a new wave of boot- 

legging in ordinary goods such as 

prevailed in the liquor’ business 

under the 18th amendment,” he said. 

“Instead of the one 18th amendment, 

the NRA has given us some 400 of 

such amendments in the form of in- 

dustrial codes covering that many 

industries, in which the effort is be- 

ing made to prevent the natural in- 

terplay of supply and demand. 

“Price- fixing provisions in the 

codes, if continued in their present 

form, will tend to keep inefficient 

plants in existence and operation. 

They will cause consumers to seek 

a 
— 

substitute products and to search fo, 

new channels through which to ob. 

tain them. Higher prices, no matter 
how artificial they may be, wij 
arouse labor’s efforts to secure 
higher wages, and so cause unneces. 

sary social unrest.” 

Mr. Harriman, whose banquet aq. 

dress was broadcast over an NBC net. 

work, told the advertising agents that 

business was striving to hold to a 
middle course, that it had admitteg 

even before the NRA was thought of. 
that the old system of unregulateg 
competition was in need of overhay). 

ing, that it recognizes the need of 
certain regulations and restraints to 

prevent recurrence of the abuses 

which did so much harm in the lag 

decade, but that it wants the kind of 

control which encourages orderly de. 

velopment and not the kind which 

results in repression and stagnatiop, 

Business leaders are objecting, he 

said, to reform efforts, which are 

causing uncertainty and checking q 

united advance. They believe that 

reforms and restraints should be cop. 

sidered in the light of practical ex. 

perience. 

“If I rightly sense the judgment of 

business men on the workings of the 

industrial recovery act,” he said, “it 

is that the law has done much good, 
that many undesirable business prac. 

tices have been eliminated, and that 

the foundation has been laid for the 
orderly conduct of business. 

“But I also sense a very widespread 

fear that an act based on the self. 

regulation of business with govern- 

ment approval of the regulations may 

become an autocratic act for the regi- 

mentation of business by the govern- 

ment. 

Too Many Codes 

“There is a feeling that too many 
codes have been adopted, that the 

entire codification of business is un- 

necessary and undesirable, that the 

codes have endeavored to regulate 

too minutely the functions of busi- 

ness, that, in the endeavor to prompt- 

ly raise wages, costs have been in- 

creased faster than the consuming 

power of the country, with resulting 

curtailment of business activity and 

a lessening of entployment, that in 

some cases the differentials in wage 

scales between different sections of 

the country have not been equitable 

and have tended to change business 

from one channel to another, and that 

the increased cost of certain articles 

has been out of proportion to the in- 

creased cost of competing articles, 

with further changes in the chan- 

nels of business.” 

Mr. D’Arcy presided at the closed 

session Wednesday morning, which 

was addressed by Dr. Miller McClin- 

tock, director, Erskine Bureau for 

Street Traffic Research, Harvard Uni- 

versity, and C. M. Jansky, Jr., pres 

ident, Institute of Radio Engineers. 

The morning meeting concluded with 

the executive session and election of 

officers. 
Members gathered after luncheol 

for a round table discussion of agel- 
cy operating problems, at which Freé- 

eric R. Gamble, executive secretary, 

presided. 

Insurance Copy 
Increased 30%, 
Redall Reports 

New York, May 25.—Arthur H. 
Redall, advertising manager, au" 
table Life of New York, submitted 
figures to the Insurance Advertisiné 

Conference here today showing 4! 
increase of more than 30 per cent !2 

newspaper and magazine advertisiNé 

by life insurance companies durité 

the past two years. 

Twelve companies are 
ducting national magazine ¢a™ 

paigns, he said, and these and se” 
eral others are placing special ne¥* 

paper copy. 

The twelve companies’ total app! 

priations for 1934 are more than dou 

ble those of five years ago, Mr. Redall 

reported. 

now con- 

Paper Firm Appoints 
Rising Paper Company, Hous 

tonic, Mass., has appointed Badge 
and Browning & Hersey, Inc., %® 
York. 
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ADVERTISING AGE 

the 

late 5 

— N WHEELS tHE MORTONS TRY 
ting OUT THEIR NEW CAR 
ti 
wage 

is of 

vr The Mortons’ new car is about to set forth on its maiden trip. Simultaneously, 

bare throughout Chicago, thousands of other typical AMERICAN families are doing 
othe something active about their automobiles, new or old. Unquestionably 1934 is 

chan an autemobile year, the like of which we haven’t seen since way back. It’s a great 

ere new car year. It’s a great dress-up year for old cars. What are you, as a manu- 

Clin: facturer of automobiles, or tires, or accessories, or just plain or fancy gadgets, 

Paes going to do about it? 
oni 

goon For example, what are you going to do about the 450,000 AMERICAN ‘families 
on of who read the Chicago American nightly? They comprise more than half your 

cheon prospects in Chicago. What’s more, they’re by far the “livelier half.’ For these 
Fred very nice families are younger on an average than any other Chicago newspaper 
etary, ° . + : audience. They get about more—see more movies, give more parties, go more 

places, do more things —than other newspaper groups of stuffier stay-home-in- 

y the-parlor conservatives. Which means, naturally enough, that they use their cars 

h, often! Which uses up gas, and oil, and tires! And cars, themselves! 

rts The American controls this, the largest active market in Chicago. It is yours for 

tt the advertising. But ignore it, and you deprive your Chicago dealers of more than 

be half their prospects. For while these bright, alert AMERICAN families are young 

tise enough to change their minds about any product, they are much too modern to 

ent i guess about automobiles—or anything. A word to the wise is ADVERTISE. 
tising 

juriné 

in dou- 

Redall 

e * J e 

ts --- gives 450.000 families Buying Ideas 
Badger 

_— NATIONAL REPRESENTATIVES: Rodney E. Boone Organization 
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Advertising’s Public Relations 
serious attention given to The 

books devoted to critical analyses of 

advertising, of which “Our Master's 

Voice,” by James Rorty, is an exam- 

ple, is a symptom of the times. 

Criticism of advertising is to be ex- 

pected, not because advertising is 

worse than heretofore (it is actually 

much better), but because all busi- 

ness is under fire, and advertising is 

an outstanding characteristic of busi- 

ness in the machine age. 

Rorty’s 

advertising as 

written on 

as unfair to 

which 

the subject, since 

book is not 

many have 

been 

his quarrel is less with advertising 

than with the entire system of which 

it is a part. That subject, while 

highly academic, is nevertheless de- 

batable. It is interesting, however, 

to note the attention his book has 

attracted, just as have others whose 

thesis has been either the economic 

unsoundness or the moral delinquen- 

cies of advertising. 

But while unfriendly attempts to 

“expose” advertising can be cata- 

logued as a product of the period of 

criticism and muckraking through 

which we are now going, it is hardly 

sufficient to dismiss them with that 

comment. Even though, obviously, 

attacks on advertising represent a 

small minority of public opinion, they 

tend, in the nature of things, to in- 

crease the size of the group which 

views with alarm, distrust or cyni- 

cism the efforts of manufacturers 

and merchants to promote the sale 

of goods through the medium of ad- 

vertising. 

Advertising represents the efforts 

of the individual enterprise to es- 

tablish friendly and mutually profit- 

able relations with the public. Ad- 

vertising as a whole, however, has 

|lacked a public relations policy, an 

|intelligent formulation of the func- 

tion of public service represented by 

sound advertising, and a definite plan 

for its presentation to the public. The 

great weakness of advertising in its 

efforts to avoid shackling regulation 

such as has been proposed to con- 

gress during the past year, has been 

the lack of a policy which could be 

regarded as truly representative of 

the business as a whole. 

Discussions of the attitude of con- 

sumers toward advertising, now be- 

ing stressed, are helpful to some ex- 

tent, but only emphasize a situation 

with which most advertisers are al- 

ready familiar: namely, that a small 

volume of advertising is sufficiently 

objectionable to arouse criticism, and 

thus interfere with the development 

of maximum effectiveness for the 

great body of legitimate advertising 

which is capable of performing a 

real public service. 

The first step in the direction of 

improved public relations for adver- 

tising, of course, is the establishment 

ot effective measures for control, 

within the industry, of objectionable 

advertising; and the next is present- 

ing, on a board scale, a statement 

of policy which will impress the pub- 

lic with the fact that advertising, 

in its proper function, is essentially 

mutual in character, serving the 

seller best only when it also renders 

a valid service to the buyer. These 

two objectives seem to us to be not 

only desirable, but well within the 

limits of practicable achievement. 

Are Higher Printing Costs Ahead ? 
In spite of the fact that workers | 

in the graphic arts industries have 

been among the highest paid of all 

skilled workers, rumors are current 

that they plan to demand, as their 

share of the blessings of the new 

deal, still higher wage scales. The 

demands even be made, it is 

asserted, by groups of workers who 

may 

are already being paid at rates far 

in excess of the minimum scales es- 

tablished in the graphic arts code. 

One essential factor in the labor 

situation which workers have not al- 

Ways realized clearly enough is that 

their chief concern is with pay en- 

velopes rather than wage rates only. 

Short and high wage 

may represent an ideal condition, 

but only if the employing industry 

is able to use enough workers enough 

hours to give all of them an ade- 

quate income. Its ability to do that 

is determined by the willingness of 

buyers to absorb the products of the 

industry at prices determined by 

hours rates 

those labor costs. 

In the production of printing for 

and publishers, 

main factors in the de- 

termination of the market. Higher 

costs at this time might easily in- 

terfere with the progress of 

ery. 

advertisers cost is 

one of the 

recov- 

Since wage rates in the graphic 

arts field are already adequate, and 

since the concern of the workers, 

like the employers, should be to in- 

crease the volume of work, attempts 

to raise wages now would be a very 

poor service to adver- 

tisers, and to the workers themselves. 

business, to 

Employers of labor in the graphic 

arts, many of whom are likewise re- 

ported eager to summarily increase 

the prices of their products and serv- 

ices, might also ponder carefully the 

effects of such a move. 

While business is undoubtedly on the 

upgrade and advertising appropri- 

ations are being enlarged, raising 

production unnecessarily 

high levels almost certainly 

prove a boomerang to the graphic 

arts industries. 

possible 

costs to 

will 
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THE HANDSOME PROFESSIONAL 
MODEL SEES THE AD FOR WHICH 

| HE PosED — THE PHOTO HAVING 
GEEN SLIGHTLY RETOUCHED To Lt 
FIT THe TEXT —— A : ae 

| ee a ee 

\ ebster in New York Herald Tribune. 

Life's darkest moment. 

oice of the Advertiser 
Much Ado About Nothing, 

Is Ehlinger’s Opinion 
To the Editor: In the May 19 issue 

of ADVERTISING AGE under the ‘Voice 

of the Advertiser’ I note with in- 

terest the letter of Mr. Frank J. Ma- 

loney of Scranton, Pa. This gentle- 

man is evidently making much ado 

about nothing and I desire at this 

time, as one of the readers who look 

forward to each issue of ADVERTISING 

AGr, to commend you especially upon 

the interesting subjects you choose 

to portray on your back pages. 

I find them all intensely interest- | 

ing and I believe Mr. Maloney is very 

much in error when he passes off so 

lightly the appeal of the two illus- 

trations he questions. They both un- 

doubtedly were very successful and 

it is a far cry to bring up such a 

weak argument in this day and age. 

More power to you and your good 

paper. 

STANLEY J. ENLINGER, 

Ehlinger & Higgs, Inc., Tulsa, Okla. | 

_ ee 

Make-up Man Saves 
Us a Subscription 

To the Editor: I am doing some- 

thing I don’t like to do—I am writ- 

ing a letter of protest. I have been 

thinking it over for some time and 

the receipt of the current 

ADVERTISING AGE this 

cided me to act. 

After glancing over the front page 

headlines and reading the bright say- 

ings of Copy Cub, I turned, as is my 

wont, to the back uncover, eagle-eye 

searching for the constant nymph 

that weekly brightens the corner 

where I’m at 

What! no nudes! It’s an out- 

rage! I'll write the editor! I'll stop 

my subscription! . . . Ill 

Then I get down to serious read- | 

ing . . . and there on page four I 

find the protest of the gentleman 

from Pennsylvania. I start boiling 

again. But wait a minute! 

There is a Santa Claus! 

up man has stepped right into the 

breech. Not four inches below this 

righteous blast is one of Mr. Stand- 

ard’s little darlings taking her regu- 

lar Saturday Night! 

Guess I won't stop 

after all. 

If, as we are told by the bigwigs, 

your paper 

issue of | 

morning de- 

Your make- | 

the mental age of the average public 

is 12 years, the mental age of adver- 

tising men ought to average at least 

16 to 18. And I don’t see how any of 

us semi-grown-ups can be greatly 

harmed by these delightful little 

ladies, even though they be without 

benefit of clothing. 

The gentleman from Pennsylvania 

says these naked truths have no place 

in a business paper . . . because you 

don’t wrap them up in reams and 

reams of words. I submit they do 

|have a place; first, because “good 

wine needs no bush,” and secondly, 

| because it’s every advertising man’s 

business to know how the other fel- 

low is selling merchandise. 

A tempest in a bathtub, I calls it. 

It reminds me of the story about the 

old lady on.the beach who rushed up 

to the parson and, pointing to a 

group of boys disporting in the water 

sans suits nearly a mile away, ex- 

|claimed indignantly: 

“Isn't it awful those naughty 

boys swimming without suits!” 

“Madam,” replied the good deacon, 

“until you mentioned it, I hadn’t 

noticed whether they were naughty 

boys or naughty girls!” 

W. A. ZIMMERMAN, 

New York. 

P. S. If you want to reform, quit 

splitting infinitives. I’m no purist— 

anything but that. When an infini- 

|tive must be split, it should be done 

with a surgeon’s scalpel, not a meat 

cleaver. For example, see your re- 

cent headline: “Advertising to Again 

| Dominate World’s Fair.” . . . It’s 

positively immoral! 

| yi ae as 

| Looking for Line to 
Sell to Farmers 

To the Editor: We have before us 

your issue dated March 24, 1934. We 

just had an idea that we thought 

would be well to submit to you and 

ask for your suggestions. 

Our business is that of selling farm 

seeds direct to farmers — mostly 

through direct mail channels. We 

were just wondering that, being edi- 

tors of publications such as yours, 

whether upon some thought on your 

part there might suggest themselves 

to you some certain lines or articles 

which we might find sale for amongst 

Information 

tor Advertisers 
The following documents may be ge 

cured without charge by any nationg) 
advertiser or advertising agency from 
the companies sponsoring them, o,- 

through ADVERTISING AGE. 

No. 600. A Three-Fold 

First Importance. 

One of the essentials of yachting 
according to this folder, issued py 

Yachting Magazine, is a good ang 

plentiful supply of liquor, wines ang 

beer, a cartoon on the back page 

showing the plight of the benighteg 
idiot who showed up at the yach 

club with a sextant and a mess of 

duffle, while all the other members 
brought nothing but a great thirst, 

lending point to the story. The size 

and type of the yachting market for 

beverages is also explained. 

Market ot 

No. 529. Let’s Count Noses. 

A booklet published by Household 
Magazine giving much valuable ip. 

formation on the size and complex. 

ion of the rural market. Retail 

sales, home and car ownership, and 

other statistics are presented jp 

graph form. 

No. 510. How Beer Jobs Are Being 

Installed. 

A book describing the selling and 

installing experiences of a Chicago 

dealer in plumbing fixtures in plac. 

ing bars and other dispensing equip- 

ment for retailers. Printed by Do 

mestic Engineering. 

No. 561. 

A portfolio introducing Albion 

Offset for letterpress and offset print 

ers, made by American Writing 

Paper Company. The samples are 

produced by both methods to show 

the comparative results. The full 

color pieces are exceptionally well 

done and carry many ideas for color 

combinations and folds. Swatches of | of 

the full line are included. 

No. 585. Behind the Charts. 

Lives up to its billing as “some 

facts presented without charts about 

the preference for NBC facilities by 

the bulk of big radio time buyers.” 

Contains also a number of advertis: 

ers’ case histories. Published by Na- 

tional Broadcasting Company. 

No. 596. The Building Maintenance 

and Management Market in New 

York. 

An analysis of the size and impor- 

tance of the building market in New 

York controlled by banks, estates, 

insurance and mortgage companies, 

real estate firms, etc. Published by 
Real Estate Record and Builders’ 

Guide. 

our farmer patrons through the 

direct mail route. 
There may have eome into thé 

market some new thing that the ger 

eral public is unable to buy in most 

every section—something that might 
appeal to the farmer. 

We just thought it would not hut 
to write you this sort of letter ant 

sort of had a “hunch” that you might 
put us in touch with some folks wh 

would be glad to have access (0 ¢ 

list of approximately 50,000 direct 
mail-minded people. This list of ou’ 

you should know is not a bought lis! 
It is one that has been built up 
many years of advertising in lo 

farm publications. 

E. M. Gopsualk, 

A. H. Hoffman, Ine. 

Landisville, Pa. 

vvwy 

Created Illustration 
To the Editor: We were pleased © 

note the reproduction of the Rhel? 

gold poster of United States Brewing 

Company which appeared in You 

May 19 issue. 

You may be interested to k10¥ 

that while the poster was no de 
; : we 

veloped under our direction, 
* P hie was created the illustration which ° 

used in it. 

R. Erreinces, 

Ettlinger Advertising 

Company, Chicas? 

Bursting Into Popularity. | 
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Significance 
Of “‘Blended’”’ 

Whisky Told 

Los Angeles, Cal., May 24.—The 

pleasant task of correcting the com- 

mon misunderstanding as to the na- 

ture of “blended” whisky has been 

assumed in this territory by the Los 

Angeles Brewing Company, distrib- 

utor for the Continental Distilling 

Corporation, of Philadelphia. Scholts 

Advertising Service is placing the 

copy, said to be the first of its kind. 

A box carried in the advertising 

of Envoy Club and Snug Harbor ex- 

plains that “blending is a much mis- 

understood word to most liquor buy- 

ers.” : 

The explanation continued: 

“In the chaos after repeal so many 

inferior whiskies with a ‘blended’ 

label have come on the market that 

to many people the term is gener- 

ally misconstrued. Scientists show 

that blending of pure, scientifically 

aged whisky with pure neutral spirits 

makes a more desirable drink than 

old process whisky—because they 

have found that it contains much less 

fusel oil than most straight whiskies. 

“Before prohibition 80 per cent of 

whisky consumed was blended, be- 

cause most people preferred a pure 

honest blend—and that condition is 

returning.” 

In advertising Dixie Belle gin, 

Continental has adopted an unusual 

plan. It offers one quart of gin, plus 

a miniature bottle, a $2.45 value for 

$1.69. It invites the public to sam- 

ple the miniature, and if not satis- 

fied, return the quart bottle and get 

a refund. 

Board Warns of 
Misleading Copy 

The Virginia Alcoholic Beverage 
Control Board has issued a warning 
to liquor manufacturers against pub- 
lishing misleading advertising. Of- 
ficials declare that any representa- 
tion that hard liquors may be sold 
by private licensees is a violation of 
the regulations. 

The statement is made coincident- 
ally with the initial appearance of 
the Virginia Licensee, “the newspa- 
per of alcoholic beverage control in 
Virginia.”” The board denies any con- 
nection with the publication. 

Directs Grombach Sales 
Thomas R. Sterck, formerly with 

Gardner Advertising Company, Wil- 
liam H. Rankin Company, Inc., and 
Jam Handy Pictures, has been made 
sales director of Jean V. Grombach, 
Inc., radio programs. 

PROGRAM FOR 
A. F. AL MEET 
IS COMPLETED 

Newspaper Advertising Men 
Also Announce Speakers 

New York, May 25.—Complete de- 

tails of the program for the meeting 

of Advertising Federation of America 

to be held in the Hotel Pennsylvania 

here June 17-20 were announced to- 

day. 

The opening luncheon on Monday, 

June 18, will be featured by addresses 

of welcome by Governor Lehman, 

Mayor LaGuardia, and Grover 

Whalen, president of the Advertising 

Club of New York, and by the key- 

note address of Edgar Kobak, vice- 

president of National Broadcasting 

Company and president of the A. F. A. 

General addresses at the opening 

session will be made by C. M. Ches- 

ter, president, General Foods Corpo- 

ration, “Responsibilities of Manage- 

In the April 26th issue of Printers’ Ink we made the statement 

that “Tax Drs Mornres Sunpvay REecister covers the whole state 

of Iowa as densely as the Detroit News covers the city of Detroit.” 

This calculation was made before the last six months A. B. C. 

statement for the Detroit News was available, and the growth of 

the Sunday News during the last six months was not taken into 

account as it should have been. 

So that the record may be clear, the 

Detroit News covers Detroit 47%. (A. 

B. C. 

Tue Des Moines Sunpay Reaister 

covers the state of Iowa 37%. 

population 2,470,939 — 635,704 fam- 

ilies—3.9 persons to a family. 

city population 

421,606 families—+4.2 persons to a fam- 

ily. City zone circulation A. B. C. 

March 31, 1934, 196,869.) 

1,770,746 10owa, 2,851.) 

circulation March 31, 1934, 235,635*. 

Circulation in Iowa, 232,784. Outside 

Congratulations to you, Detroit News, 

on your splendid circulation growth and 

coverage of the city of Detroit. But a 

37% coverage of all the families of the 

(State 

Total 

entire state of lowa is still a whale of 

a lot of coverage. 

Our face is red, but part of the glow 

is pardonable pride! 

*April average 250,474. 

NEW SCALE BRINGS BUYER AND SELLER TOGETHER 

One of the unusual features of this new scale, a product of the 
Dayton Scale Division of International Business Machines Corporation, 
is that it eliminates the usual obstruction between buyer and seller, 

and thereby creates more cordial relations. 

ment”; and Mrs. Anna Steese Rich- 

ardson, Woman’s Home Companion, 

“What 3,000,000 Women Have Taught 

Me About Advertising.” 

At the banquet to be held Tuesday 

evening President Roosevelt is sched- 

uled to be the principal speaker, al- 

though it is yet too early to deter- 

mine definitely whether or not he 

will find it possible to attend. The 

other speaker at the banquet will be 

H. V. Kaltenborn, editor and radio 

commentator. 

Secretary Wallace to Speak 

At the Wednesday general session 

the featured speaker will be Secre- 

tary of Agriculture Wallace, the re- 

mainder of the session being devoted 

to a unique “advertising clinic” dur- 

ing which John B. Kennedy will in- 

terview 11 executives in a variety of 

fields. They will discuss the various 

functions of advertising and their 

relationship to production, distribu- 

tion and merchandising. 

Those who will take part in the 

clinic are Herbert J. Tily, president, 

Strawbridge & Clothier, Philadel- 

phia; James L. Madden, vice-presi- 

dent, Metropolitan Life Insurance 

Company; Allyn B. MclIntire, vice- 

president, Pepperell Mfg. Company, 

Boston; L. R. Boulware, Easy Wash- 

ing Machine Company, Syracuse, 

N. Y.; Stuart Peabody, Borden Sales 

Company, New York; 

L. G. Peed, sales manager, De Soto 

Motor Corporation, Detroit; G. R. 

Schaeffer, Marshall Field & Co., Chi- 

cago; John A. Smith, Jr., Frank E. 

Davis Fish Company, Gloucester, 

Mass.; Aubyn Chinn, American Home 

Economics Association, Chicago; 

Mary Murphy, Ernst Kern Store, De- 

troit; T. K. Quinn, vice-president, 

General Electric Company, Schenec- 

tady, N. Y.; and Robert W. Sparks, 

assistant vice-president, Bowery Sav- 

ings Bank, New York. 

All of the general sessions will be 

broadcast. 

Newspaper Program 

The program for the meeting of 

Newspaper Advertising Executives 

Association, which will meet Monday 

and Tuesday, June 18 and 19, was 

also announced by Alvin R. Magee, 

advertising manager, Louisville Cou- 

rier-Journal and Times, the presi- 

dent. 

Speakers at the first session Mon- 

day morning and their subjects will 

be: “The Part Newspaper Advertis- 

ing Plays in Clothing and Outfitting 

Men of New York,” Leonard Heus- 

lein, advertising manager, John Da- 

vid, New York; “Newspaper Adver- 

tising,’”’ Roy S. Durstine, Batten, Bar- 

ton, Durstine & Osborn, New York; 

“The Agency Selects Newspapers,” 

Ruth Waldo, secretary of the advis- 

ory committee, J. Walter Thompson 

Company, New York. 

At the Tuesday morning session 

—- 

talks will include: ‘Opportunities 

that Newspapers Miss in Developing 

Newspaper Advertising,” Paul E. Hol- 

lister, executive vice-president, R. H, 

Macy & Co., New York; “Newspaper 

Advertising is Selling the Goods,” 

William A. Thomson, Bureau of Ad. 

vertising, American Newspaper Pub- 

lishers Association; “What the Se. 

curities Regulation Bill May Mean to 

Newspapers’ Financial Advertising,” 

C. Norman Stabler, financial editor, 

New York Herald Tribune; “The In- 

portance of Proper Censorship in 

Building Classified Lineage,” J. A. 

Finneran, classified advertising man- 

ager, New York American. 

The group will hold a luncheon 

meeting Tuesday, but speakers for 

this session have not yet been an- 

nounced. 

At the final session Tuesday after- 

noon Elisha Hanson, Washington at- 

torney for the A. N. P. A.; A. T. Falk, 

director of research, Advertising Fed- 

eration of America; and Joseph T. 

Early, associate editor, Brooklyn 

Times-Union, will take part in a sym- 

posium on “The Tendency of Govern- 

ment to Reduce Newspaper Advertis- 

ing Volume.” 

Producers of 
Medicine Get 

Reform Plank 

New York, May 24.—More rigid 
censorship over the type of products 

admitted to membership, as well as 

advertising of all products made by 

members was recommended to the 
Proprietary Association at its col 

vention here this week by Frank 4. 
Blair, president. The Proprietary A* 

sociation is made up of the manufac 
turers of about 80 per cent of the 
leading products of the package met: 

icine industry. 

A special planning committee W8 

appointed to formulate a prograD 
to be presented to the convention. 

“During the past year,” said Mr. 

Blair, “our attention has been ! 
peatedly called to items manufac 

tured, distributed and held out ® 
remedies for digeases which we! 
considered incurable. In some cas® 
there were complaints against th 
character of their advertising ™ 
sales methods. 

“The products which have caused 
complaints may be divided into t¥° 
classes. In the first are those whi 
are objectionable per se. The prod: 
ucts themselves are wrong and 2° 
matter how the advertising is P** 
pared, the items would be objectio™ 
able in and of themselves. 

“The second class might serve * 
definite purpose is properly pack: 
aged, presented and advertised, bY 
are undesirable because of the for™ 
of presentation. They work 4 hard: 
ship on the entire industry.” 
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"Tne most influential books and the truest in their influence are works of fiction. They re-arrange, they 

repeat, they clarify the lessons of life,“ said Robert Louis Stevenson 

Literature 

is Tomorrow’s 

opinion of Today’s 

GREAT 

FICTION 

From an illustration in Cosmopolitan for January, 1934 

Remote in distance, countless in number, the Chinese seemed dull laundry-men 

or chop-suey waiters until a series of novels, written in the elementally simple 

style of the Bible, showed millions of Americans that Chinese men and women 

experience the same basic griefs and joys that we do. @ Dozens of histories, 
hundreds of reports, thousands of newspaper dispatches never gave us the under- 

standing of a nation three times as populous as ours that Pearl Buck accomplished 

in her novels, “Sons” and “The Mother”. < GREAT FICTION quickens our compre- 

hension; gives us sympathy & understanding. People who read GREAT FICTION today 

find their EMOTIONS stirred, their minds active, their wishes and desires stimulated. 

~ Your advertising, projected against this Cosmopolitan background is colored 
with interest, highlighted with action. @ Persistent gain in 1934 lineage and rev- 

enue is substantial evidence of the extra value in Cosmopolitan’s GREAT FICTION. 
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BROADCAST SALES 
CONTINUE GAINS 

Chicago, May 24.—Time sales on 

radio networks during April totaled 

$3.739,719, greatly ahead of the $2,- 

465,664 sold during the same month 

of 1933, but seasonably off from the 

$4,028,082 registered in March of this 

year, the monthly analysis issued by 

National Advertising Records today 

shows. 

For the first four months of 1934, 

total radio network time sales were 

$15,144,872, almost 50 per cent over 

the $10,918,340 sold during the same 

period of 1933. 

Gives Breakdown by Chains 

Of the total sales during April, 

National Broadcasting Company ac- 

counted for $2,368,118, while Colum- 

bia Broadcasting System’s share was 

$1,371,601. 
An interesting innovation in the 

statistics presented by National Ad- 

vertising Records is a breakdown for 

each chain, showing the amount of 

time sold for day and evening pro- 

grams. In April, $3,146,491 of the 

chains’ revenue came from evening 

| 

programs, as against $863,328 from | 
day programs. 

Pepsodent Company regained its 

position as the leading buyer of net- 

work time during the month, being 

credited with an expenditure of 

$180,529. It was closely followed, how- 

ever, by Standard Brands, with total 

time purchases for its various pro- 

grams of $167,493. Other leading 

users of time during the month in- 

cluded: 

Campana Corporation, $52,580; Col- 

gate-Palmolive-Peet Company, $120,- 

289: Ford Dealers, $87,136; General 

Foods Corporation, $102,760; General 

Mills, $86,000; Andrew Jergens Com- 

pany, $57,093; Kraft-Phenix Corpora- 

tion, $51,480; Lady Esther Company, 

$79,198; Liggett & Myers Tobacco 

Company, $112,314; R. J. Reynolds 

Tobacco Company, $78,088; The Wan- 

der Company, $53,340; Wm. Wrigley 

Jr. Company $81,880. 

Shoop’s New Work 
Edward P. Shoop, formerly with 

Lord & Thomas, has joined the copy 
staff of Blackett-Sample-Hummert, 
Inc., Chicago. 

Enlarges Quarters 
Free & Sleininger, Inc., radio sta- 

tion representative, has leased larger 
quarters in the Chrysler Bldg., New 
York. 

is 

THREE PRESIDENTS OF ADVERTISING CLUBS 

J 
Left to right, Florence Griffin, Griffin Advertising, Inc., new president 
of Women's Advertising Club of Cleveland; R. J. Reynolds, Jr., new 
head of Omaha, Neb., Advertising Club; and Aubyn Chinn, National 
Dairy Council, just elected president of Women's Advertising Club 

of Chicago. 

Harris-Kaufman-Serwer 
Starts in New York 

With offices at 366 Fifth Ave., the 
agency of Harris - Kaufman - Serwer 
has opened in New York. 

Principals in the agency are Clin- 

5Southeastern 
States Talk of 

Tourist Drive 
ton G. Harris, Frank H. Kaufman, | 
both of whom were formerly with | 
The Merchandise 

Harry Serwer. 
Manager, and 

You can sell Portland's “able- 

“*A fine advertising job... the 

largest average audiences of any 

city on the Pacific Coast,’’ said 

Fortune Gallo, manager of the 

SAN CARLO GRAND OPERA 
COMPANY. 

Che 

to-buy’ families with one newspaper... 

The Oregonian .. . here’s definite proof! 

The OREGONIAN alone recently published every 

line of newspaper advertising for a 10-performance 

‘sellout’? of the SAN CARLO GRAND OPERA COM- 

PANY—7 night and 3 matinee performances in Port- 

land’s huge Civic Auditorium. 

If you want to reach and sell the Portland mar- 

ket most economically hear the story The Oregonian 

man nearest you Can present. Learn why 401 national 

and local advertisers used The Oregonian exclusively 

in 1933! 

PORTLAND, OREGON 

J. T. CROSSLEY, Advertising Director 

National Representatives, VERREE & CONKLIN, PMO <5 New York, Chicago, Detroit, San Francisco 

National Color Representatives, ASSOCIATED NEWSPAPER COLOR, Inc. 

San Frarcisco, New York, Chicago, Detroit, Los Angeles 

O N E o F A M E R I C A’S G R EAT 

| Charlotte, N. C., May 23.—Plans 

for coordinated effort by the south 

Atlantic states toward impressing the 

world with the tourist attractions of 

this section of the country, as well as 

the advantages to industry, were out- 

lined here last weekend at the first 

of a series of conferences which it 

/is hoped will terminate in the or- 
ganization of a cooperative advertis- 

ing and publicity drive. 

It was tentatively decided to chris- 

ten the organization, which plans to 

publicize the advantages of Virginia, 

North Carolina, South Carolina, Geor- 

gia and Florida, the Southern Devel- 

opment Board, and John T. Alsop, 

mayor of Jacksonville, Fla., was 

elected president of the organization. 

| Other temporary officers are Ed- 

|ward Ball, Jacksonville, treasurer; 

W. S. Lee, Charlotte, who presided 

at the conference, chairman of the 

| organization committee; and Howard 

| Coffin, Sea Island, Ga., chairman of 
|the advisory committee. 

Little Has Been Done 

| Mr. Coffin, a resort operator who 

|/made the principal plea for devel- 
opment of a strong advertising and 

|publicity drive at the meeting, de- 

_clared that the five states represented 

|/have more attractions to offer than 

any other section of the country, but 

{that they have done little or noth- 

ing to advertise themselves. 

With the exception of Florida, he 

| declared, not one of the states has 

done anything to build up tourist 

_ business, although he estimated that 

the average expenditure per day for 

_tourists passing through the terri- 

|tory is $10, and that therefore it 

would be exceptionally worth while 

to induce tourists to stay as long 

/as possible. 
Jackson Matthews and Hubert Mal- 

| kus, New York advertising and pub- 

| licity men, told the conference of the 

|results other sections of the country 

have obtained through sustained ad- 
vertising effort. 

‘Los Angeles Women 
Select New Officers 

The Los Angeles Association of 
Advertising Women has elected Mrs. 

Helen Rising, Hammon, Rising Com- 
pany, president. Other officers in- 
clude: 

Mrs. Florence Houck, Houck <Ad- 
vertising Company, vice-president: 
Martha Greenberg, I. Magnin Com- 

| pany, secretary; and Mrs. Ruth Ham- 
| ton, Gudes, Inc., treasurer. 
| New directors are Mabel Llewellyn, 
| Helen Bussey and Norma Young. 

| Does Schroeder Copy 
| Advertising in New York metro- 
politan newspapers of Schroeder 

Bros., Inc., wine and spirits import- 

ler, is being placed by Gotham Ad- 
| vertising Company, New York. 

Stelle Joins Agency 
B. Weston Stelle, who has been 

| with N. W. Aver & Son and F. Wal- 

\lis Armstrong Company, both of 
| Philadelphia, has joined Byren-Weil- 

N E W S P A P E R= S/|Weston, Ine., Philadelphia, as vice- 
i president and account executive. 

OIL MEN FORM | 
SUBSIDIARY TO 
FINANCE DRIVE 

Dixie Advertisers Is New 
Michigan Group 

Detroit, Mich., May 24.—Michigan 

members of Dixie Distributors, Inc. 

which, according to the agency, is 

the largest group of independent 

distributors of petroleum products 

in the United States, have formed 

a special corporation to finance 

an advertising program. The an. 

nouncement was made known with 

the appointment of Brooke, Smith & 

French, Detroit, to handle advertis. 

ing and merchandising activities. 

Known as Dixie Advertisers, Inc. 

the 800 Michigan retailers of Dixie 

gasoline will launch a statewide cam- 

paign next week, using newspapers 

and spot radio announcements. The 

advertising appropriation is being 

raised by placing an assessment on 

each gallon of Dixie gasoline sold in 

the state. Following the initial drive, 

which will be essentially a test cam- 

paign, the plan will be proposed for 

use by all groups in the nine middle. 

western and western states in which 

the organization is doing business, it 

was announced. 

Geared to Weather 

The advertising appeal is built 

around the fact that Dixie gasoline 

is adapted to the weather in all sec- 

tions where it is sold, and, as a re- 

sult, provides maximum efficiency 

during the various seasons of the 

year. Officials explain that this is 

accomplished through a _ blending 

process and that adjustments are 

made seasonally to meet major cli- 

matic changes. 

Fullest advantage will be taken of 

the tremendous public interest in the 

subject of weather. Weather re- 

ports will be sponsored twice daily 

over the air and newspaper copy will 

contain a weather box. Weather 

flags will be used to tie up the ad- 

vertising with Dixie sales outlets 

in the state. 

Known as Dixie weather flags, they 

have been designed especially for 

the purpose and will be displayed in 

a standard manner in front of all 

Dixie gas stations. The flags, and 

the key to their meaning, will be 

used prominently in all newspaper 

copy. 

“You can’t change the weather, 

but you can change to Dixie,” will 
be the headline of the first newspa- 

per release. 

“And when you do change to Dixie 

—we can promise you, you will get 

the finest performance your car is 

capable of giving, for Dixie—a high 

70 octane quality gasoline — is 
changed to meet changing weather 

conditions—to deliver the most pow 

er whether the season is unusually 

cold or hot, damp or dry.” 

Tyrell, Caulfield 
Join W. L. Stensgaard 

Bradley Tyrell has resigned as 
sales manager of the Bradley Knit 
ting Company to join W. L. Sten® 

gaard & Associates, Inc., as a con 
tact executive in the Chicago office. 

Other new members of the Stel® 

gaard organization are B. C. Caul- 
field, who will be a contact execullvé, 
with headquarters in Philadelphia. 
O. S. McCorison, formerly with B 

Kuppenheimer Company, who will be 

in the Chicago office; and Hugh W 

Rivers, sales representative. 

Bush to Charchill-Hall 
The Bush Terminal Company )@* 

pul advertising of its warehousing: 
manufacturing and distributing fa0* 

ities in charge of Churchill-Hall, 10° 

New York. 

Beebe’s New Accounts 

The Beebe Advertising Asen?. 
Inc., New York, has been appointet 
by the Franklin School of Busines> 
Mohonk School for Boys and al 
Rouge Hills Camp for Children. 
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A partial list of Important Advertisers in The American H eekly 

during 1932, 1933 and 1934 

\thlhiated Products 
Edna Wallace Hopper 
Neet 
Louis Philippe 

American Chicle Co. 

American Tobacco Co., The 
\rmand Company, The 
Armstrong Cork Co. 

I 
I 
I 
| 
he 

I 
I 
( 
( 

4 

( 

( 

( 

Sabbier, Inc., B. T. 
sauer & Black 

Seech-Nut Packing Co 

sorden Co., The 

urjois, Inc. 
sristol-Myers Co. 

srown & Wilhamson Corp 
hifornia Fruit Growers Exchange 

lifornia Walnut Growers Ass'n. 

liformans, Inc. 

arter’s Ink Co 
hampion Spark Plug Co 

hans Corporation 

Chesebrough Mfg. Co., Cons’d 

hieftain Mfg. Co., The 

rysler Corporation 

Dodge Bros 

Plymouth 

irch & Dwight Co. 

lorox Chemical Co. 

ca-Cola Co. 

olgate-Palmolive-Peet Co. 

Palmolive Soap 

Dental Cream 

onklin Pen Co. 

orn Products Rehning Co 

rning Glass Works 

tv, Ine. 

rosley Radio Corp., The 

urtiss Candy Co. 
Dennison Mfg. Co. 

Pontde Nemours&Co., Inc., E.1. 

istman Kodak Co. 

idicott Johnson Corp., The 

I thy! Gasoline Corp. 

erry-Morse Seed Co, 

t rederies, Inc., FE. 

General Cigar Co. 

(General Electric Co. 

eneral Foods Corp. 

Bran Cereals 

Calumet Baking Powder 

Grape-Nuts 
Jell-O 

Log Cabin Syrup 
lost Loasties 
Vostum 

eral Mills, Inc. 

eneral Motors Corp 

Chevrolet Motor Co 

Fisher Body Corp 
Oldsmobile 

Pontiac 

ck Motor Co. 

ette Safety Razor Co 

| Dust Corporation 

man, Mary ] 

1 Rubber Co., The B. I 

vear Lire & Rubber Co., Inc 

Co. He J 
Bros 

er Company, The 

bigant, Inc 

ver Co., The 

Hairpin Mfg. Co., The 

Co, Andrew 

| 

Johnson and Son, Inc., 5. C. 

Johnston Co., Robert A 
Kaufmann Bros. & Bondy, Inc 
Kelvinator Corporation 
Kleinert Rubber Co., |. B. 
Kolynos Co., The 

Kops Bros. 

Kotex Company 
Kraft-Phenix Cheese Corp 
Lea & Perrins, Inc. 

Leeming & Co., Inc., ‘Thos 

Lever Bros. Co. 
Rinso 

Lifebuoy 
Lux 
Lux Toilet Soap 

Lipton, Inc . Thomas |. 

Maiden Form Brassiere Co., Inc 

Model Brassiere Co. 

National Biscuit Co. 

National Carbon Co., Ine. 
National Dairy Products Corp 

National Radw Institute 

Norwich Pharmacal Co., The 

Numismatic Co. of Texas 
Old Dutch Cleanser 

Pabst-ert Corp 
Park & Tilford 

Parker Pen Co., The 

Patent Cereals Co., The 

Penick & Ford, Led., Inc 

Pennzoil Co., The 

Pepsodent Co., The 

Philco Radio & Television Corp 

Pineapple Producers Cooperative 
ssn, Led 

Planters Nut & Chocolate Co 

Pompeian Co., Inc., bhe 
Pond’s Creams 

Premier-Pabst Corp. 
Procter & Gamble Co., [The 

lvory Soup 

Oxydol 

Quaker Oats Company, The 

R. J. Reynolds Tobacco Co 

Royal Lace Paper Works, Inc 

Royal Typewnter Co., Inc. 
Schenley Products Co. 

Schnefel Bros., Inc. 

Scholl Mfg. Company 

Spool Cotton Co., The 

Stanco, Inc. 

Standard Brands Inc. 
Chase & Sanborn’s Coffee 
Chase & Sanborn’s Tea 
Fletischmann’s Yeast 

Royal Baking Powder 
Royal Gelatin 

Standard Oil Co., The 

Stein & Co., A. 

Sterling Products Co 

Bayer Aspinn 
Mum 
Philips Milk of Magnesia 

I hree-in-One Ort Co. 

Union Oil Co. of Caltornia 

United States Rubber Co 

Valentine & Co. 

Vanity Fair Silk Mills 

Vick Chemical Co 

W ander Co ° i] he 

Warner & Co, Wm. R 

Watkins Co., The R. L. 

Whittemore Bros. Corp 

What $16,000 buys 

in The American Weekly 

\ tull page in color more than twice the size of 

) other mayazine page in the world ... more than 

000 families at a cost of less than 4% of a cent 

r tamily . .. The attention of the entire family 

instead of a single buying factor. £ ying 

FAMILIES 
T takes millions of families to consume the 
millions of units produced by the volume 

manufacturers of automobiles, automotive ac- 
cessories, foods, wearing apparel, household 
appliances, soap, cosmetics and tobacco. 

And the publication through which to reach 
the largest number of families at one time 1s 
The American Weekly which, for the six 
months’ period ended March 31, 1934, had 
an average weekly circulation of 5,397,157. 

That is more than double the circulation of 
this publication’s nearest competitor in the 
national magazine field. 

And that tremendous circulation is con- 
centrated in the richest buying areas of the 
nation, the prime markets that consume at 
least three-fourths of all the goods the volume 
manufacturer makes and sells. 

For $16,000 you can buy a color page twice 
as big as any other magazine page and adver- 
tise to these 5,397,157 families at a cost of less 
than !/3 cent per family reached. 

That means you must regard The American 
Weekly as the Number One magazine on your 
advertising list. 

Biggest Circulation in the World 

If your advertising funds are limited, you should concen- 
trate your advertising in this Mighty Magazine where you 
can reach the greatest possible number of buyers at the 
lowest possible advertising cost per family. 

This biggest circulation in the world is also the most 
responsive circulation in the world and specific evidence 
is available to prove its consumer and dealer influence. A 
color page of the Andrew Jergens Company, featuring 
Woodbury’s Creams, published January 21, brought 
122,418 inquiries up to March 21, and three black and 

Greatest 

Circulation 

in the World 

white advertisements totaling 634 lines brought in more 
than 60,000 coupons for the Royal Lace Paper Works, Inc. 

Brown & Williamson Corporation is happy because a 
400-line advertisement in The American Weekly, last 
August, which featured a fifty-cent combination offer of 
Kool Cigarettes and a container, brought more than 
11,000 replies in three months. 

Most important is the actual influence of The American 
Weekly in the selling of merchandise ranging in price 
from 10 and 15 cents to hundreds of dollars. 

There is just one reason why more people read The 
American Weekly than any other magazine; just one 
reason why advertising in The American Weekly makes 
more sales. That is because i¢ is the most interesting maga- 
xine in the world. 

No magazine on earth has such a wide and varied 
editorial content. In each and every issue there is some- 
thing to interest and hold she attention of every member of 
the family. 

Where this Magazine goes 

The American Weekly is the largest magazine in the 
world. It is distributed through 17 great Hearst Sunday 
Newspapers. In 597 of America’s 995 towns and cities of 
10,000 population and over, The American Weekly con- 
centrates 67% of its circulation. 

In each of 134 cities, it reaches one out of every two families 

In 125 more cities, 40 to 50% of the families 

In an additional 165 cities, 30 to 40% 

In another 173 cities, 20 to 30% 

...and, in addition, more than 1,900,000 families in thousands of 
other communities, large and small, regularly buy and read The 
American Weekly. 

Where can you spend your advertising 
dollar more effectively? 

Cock-A-Doodle-Doo 
Advertising linage in The American Weekly 
in May shows a substantial increase over May, 
1933, and eleven manufacturers are using one 
or more color pages in May whose advertising 
did not appear in The American Weekly in 
color in 1933. jie 

TH ENN ERICAN 

= AWVEBKLY 
“The National Magazine with Local Influence” 

Main Office: 959 Eighth Avenue, New York City 

Branch Offices: Patmorive Bipc., Cuicaco.. 

11-250 Generat Motors Binc., Detroit . . 
. 5 Wintnrop Souare, Boston . . 

- 1138 Hanna Brioc., Crevetann . . . 
. 753 Bonnre Brat, Los Ancetes. . . 222 Mownapnocx Bipc., San Francisco 

tot Marterra Sr., ATLANTA . 1270 Arcapve Bioc., Sr. Lovuts 
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TEXACO IN WAR 
AGAINST “DUDS” 

New York, May 24. Particles of 

gasoline sprayed into the manifolds 

of motors sometimes, like shells in 

# Wartime barrage, suffer retarded 

action, a fact which gives the Texas 

Company a new theme and the 

slogan, “All action . . . the duds 

ure out,” which is now being tested 

in newspapers in the Providence 
territory. 

A bit of gasoline must be magni- 

fied millions of times to enable ap- 

preciation of this theory on slow 

gasoline. The Texas Company singles 

out and condemns the slow igniting 

particles, which hold back the full 

removed from Texaco. 

“YOU CANT WIN WITH |}maximum acceleration 

America's Speed King tells why 100% ection 

DUDS GET THE AIR “vou can’t win with duds in your 

| gasoline” and explains that duds are 

This gives 

without 

| knocking or flooding, as well as more 
| 

IN YOUR GASOLINE | power and speed without extra cost, 
says Gor Wood it is claimed. 

Illustrations in the advertisement 

included Gar Wood beside an auto- 

mobile, a doughboy guarding large 

shells, a refinery engineering scene 

and one at a Texaco filling station. 

Hanff-Metzger, Inc., is the Texaco 

agency. 

Grh, ALL ACTION. 

TEXACO FIRE-CHIEF a vertising manager, has been named 

wears why FIRE CHILE « sams 

ALL ACTION ...NO DUDS 

.. THE DUDS ARE OUT 

Royal Typewriter 
Promotes Metzger 

W. A. Metzger, advertising man- 
ager of the Royal Typewriter Com- 

pany, has been appointed manager of 

the portable department to succeed 

the late W. J. Montgomery. 

Ro Wesley H. Beckwith, assistant ad- 

explosion in cylinders and lowers 

the power of tne tuel. ia refers to 

them, for the benefit of the every 

day reader, as “duds,” employing a 

wartime word. 

Or a dud may be a “power para- = 

Seven-column copy in the new 
newspaper test campaign for the 

Texas Company. 

to succeed Mr. Metzger as advertis- 

ing manager, and he will be in 
charge of all advertising operations, 

as well as control of standard ma- 
chine promotion and advertising. In 

his new position, Mr. Metzger will 
= control all portable machine sales, 

site. 
” 

engineer who 

To the initiated, such as the| ing substantiated by 

chemist and know | expressions in a few 

much about hydrocarbons and vola-| pearing in the 

tility, flash points and the like, these| Fire Chief test copy. 

duds become “decanes.” Gar Wood In this test advertisement, which 

is satisfied to call them “duds” and|cccupies seven 

“power-parasites,” this statement be- | Company quotes 

his use of the | advertising and promotion activities. 
Mr. Metzger, who has been Royal's 

advertising manager for the past ten 

years, boasts 16 years’ service with 

paragraphs ap 

of the Texaco 

the firm, although he is only 32. 

| Beckwith joined Royal in 1929 
columns, the Texas | was appointed assistant advertising 

Wood as saying | manager two years later. 

USINESS is better—certainly. In the coun- 
B try at large it is quoted as 26% better than 
it was a year ago. In nearly every line, each 
month sees new and_ substantial increases. 
Sales are up. 

But are they up enough? Every manufac- 
turer should ask himself specifically, “Are my 

sales merely up along with my industry—or 
are they ahead of it? How do they measure 
with my competitors’ gains?” In these days, 
progress must be considered as a_ relative 
thing. Any inerease less than the average is 
a relative loss. Any gain no greater than the 
general advance is a relative standing-still. 
Only the faster steppers move ahead of the 
field. In a race where everybody travels for- 
ward, the winners must show a real turn of 
speed. 

In this ageney we are privileged to serve 
some of America’s most consistent winners. 
Many of these advertisers have been with us 
since before the depression. This group actu- 
ally went ahead during the darkest years. The 
average of all their sales showed a substantial 
gain right through the years 1929-1933. 

Other leading manufacturers came to Ruth- 
rauff & Ryan in the Troubled Thirties. They, 
too, went forward when business in general 
was sliding back. 

But wir.wers don’t rest on yesterday’s lau- 
rels. Uur clients are well out in front in the 
1934 race for leadership in their respective 
fields. 

One of them, selling the highest priced 
brand in its field, shows a gain of over 50% 
in volume of sales while the industry at large, 

SALES ARE UP 

— but are they up enough ? 

competing at an average of two-thirds of our 
client's prices, has advanced 41%. Another 
company has increased its share of the total 

business in its field by slightly over 25%. 

f 

A third manufacturer is 90.7% ahead of 
1933 on the basis of first quarter sales—and 
this in spite of the faet that 1933 had been a 

year of phenomenal growth for that manu- 
facturer. 

Still another company shows a gain of 116% 
over last year, which, in turn, was 70% ahead 
of 1932. And this in a field where the average 
gain forthe first quarter in 1934 is 40% to 50%. 

Nor are these isolated instances among the 
accomplishments of R & R clients. In the great 
majority of cases those advertisers whom we 
serve are leading their competitors where 
leadership counts today—in rate of inerease 
of sales. 

It is significant that in such successes adver- 
tising plays a major part in the selling plan. 
Our clients found that in the face of the worst 
depression conditions, results could be pro- 

duced by a sound advertising strategy, by an 
understanding of how to develop a central 
selling idea and by skill in humanizing that 
idea so as to induce response from the public. 
It is only natural that these abilities should 
be even more potent in producing results 
today. 

If a manufacturer's sales are up — but not 
up enough; if his business shows the phe- 
nomenon of going ahead while falling behind 
the leaders, it may be worth his while to talk 
with this agency. 

PUBLISHERS’ AND 
RINTERS’ STOCK 
AINS IN VALUE 

Market Price Up 234 Per 
Cent from Low Point 

New York, May 24.—Investors are 

viewing the future of advertising op- 

timistically, according to an analysis 

prepared for AbVERTISING AGE by 

Charles Schumann, Doremus & Co., 

lishing, printing and paper com- 

panies listed on the New York Stock 

Exchange have advanced 234 per 

cent since the low point in March, 

1933. 

Most of the gains have been made 

since the first of the year as a re- 

sult of factors which are steadily be- 

coming more powerful, but Mr. Schu 

mann points out that security values 

are of less than usual worth just at 

this time in estimating the prospects 

for advertising, publishing and print- 

ing because of the irregular progress 

toward recovery being made by vari- 

ous related industries. 

At the high point reached on Sept. 

1, 1929, the open market valuation 

of the stocks of paper, printing and 

publishing companies listed on the 

Exchange was some _ $804,000,000. 

After four years of falling values, 

the same group of securities had a 

Valuation of only $81,600,000) on 

March 1, 1933. 

Then the turning point was 

reached, and in the “inflationary 

talk” boom which started in the 

spring of 1933 and continued to mid- 

July, these shares jumped in value 

to $230,000,000 as of July 1, 1938. 

The break which succeeded carried 

the aggregate valuation back to 

$165,600,600 as of Nov. 1, 19338. 

Few Statistics Available 

Since then, however, the recovery 

has been more normal and the aggre- 

gate value on May 1 stood at $271,- 

800,000, the highest point reached 

since recovery. 

Except for figures covering the 

volume of advertising actually car- 

ried by newspapers and magazines, 

there are few statistics to throw 

light on the actual earnings and 

This is due primarily to the fact that 

most advertising news- 

papers and magazines are closely 

held businesses, and, therefore, are 

not obliged to make known the inti- 

mate details of their operations. 

Among the developments which 

agencies, 

aggregate value of “advertising” 

stocks is the profit of $1,449,425 re- 

ported by Curtis Publishing Com 

This figure is far below the total for 

the boom vears prior to 1929, but is 

substantially above that of $957,440 

expectations of the management ma 

terialize, the total should expand as 

time goes on. 

George H. Lorimer, president of 

the Curtis organization, in making 

public the figures, said that a sub- 

stantial increase in advertising was 

booked for the first half of 1934. The 

March 10 issue of the Saturday Eve- 

ning Post, which contained 124 pages, 

was the largest off the press in two 

years. 

A large number of small adver- 

tisers are reinstating campaigns, 

which reveals that stocks of pub-| 

profits in the advertising industry. | 

have contributed to the advance in | 

pany for the first quarter of 1934. | 

for the first quarter of 1933, and, if | 

May 26, 1934 

and, while the volume of such ad- 

vertising is small, it is encouraging. 

April lineage was 79.7 per cent 

|larger than for the corresponding 

|} month last year. 

| The Ladies’ Home Journal recently 
| published the largest issue in two 

| years, and the Country Gentleman 

| the largest in three years. The May 

|issue of the latter is more than 

| double the size of the May number 

|of last year. 

| Macfadden Publications, Inc., re- 
cently declared a dividend of $3 per 

share on its $6 preferred stock, the 

first dividend since January, 1932. 

The company is expected to show 

profits of $650,000 for the first fou 

|months of 1934 against some $400.- 

000 for the corresponding period 

last year. 

McGraw-Hill Publishing Company 

|reported net profits of $113,734 for 

the first three months of 1934, which 

compares with a loss of $30,706 for 

the first quarter of 1933. 

Gannett Company, Inc., the firm 

operating the chain of Gannett news- 

papers, reports profits for the first 

|three months of 1934 equal to about 

double those reported for the first 

quarter of 1933; while in the outdoor 

advertising field, the General Out- 

door Advertising Company reports 

that contracts signed during the 

first two months of 1984 were more 

than three times greater than the 

total signed in the corresponding 

period of 1933. 

Ask $100,000 
Budget to Run 
Dailies’ Code 

Washington, D. C., May 24.—The 

code authority for the daily newspa- 

per publishing business has asked 

approval of the NRA of a_ budget 

amounting to $100,000 for the ex- 

penses of code administration dur- 

ing the period from March 12, 1934 to 

Dec. 31, 1934. 

The basis of contribution for each 

newspaper is $15, plus $3 per thou- 

sand of circulation, with the maxi- 

mum assessment for any one publica- 

tion set at $3,060. For purposes of 

computing the assessment, the cir- 

culation of morning or evening news- 

papers will be their six-day average, 

last A. B. C. report, or lacking this, 

‘their last government statement. 

| Sunday editions of daily newspa- 

| pers will be assessed separately on 

the basis of one-sixth of their circu- 

lation, plus the base charge. A news- 

paper published on five week days 

and on Sunday will be assessed as a 

six-day paper. 

In the case of small newspapers 

having both morning and evening 

editions where assessing the base 

charge against each might impose a 

financial hardship, the code author- 

ity may consider an adjustment as 

the facts and conditions warrant, it 

is stated. 

Notice has been given that objec 

tions to either the budget proposed 

|or its basis of contribution must be 
\filed with Deputy Administrator 

George Buckley prior to June 5. 

iow Officers Sel 
for Des Moines Club 

Lawrence E. Fenlon, Des Moines 
Electric Company, has been elected 

| president of the Advertising Club, to 
succeed Harry Keller. Paul D. Pat 

'terson is the new vice-president, an( 

|A. Ray Maricle was re-elected sec 

| retary. 
| Committee chairmen are E. ™. 

|Meneough, publicity; Art Lockard. 
house; E. S. Kinney, membership: 
and Leo Lucier, vigilance. 

Send for McCandlish... 
The story behind some ofthe most beautifully 

lithographed displays and posters in America is 
that the buyer discovered that McCandlish makes 
a fetish of faithful reproduction, thus giving the 
poster the full advertising benefit ofall the beauty 
and color in the original finished sketch. For post- 
ers of any size and for advertising displays, it will 
pay youtosecorwrite A.R.McCandlish,President. 

McCANDLISH corroranion CORPORATION 

ROBERTS AVE. AND STOKLEY ST 

ROUTHRAUFF & RYAN. INC. 
ADVERTISING 

NEW YORK CHICAGO - ST. LOUIS - KANSAS CITY - DETROIT - LOS ANGELES SAN FRANCISCO 

PHILADELPHIA PA. 
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easily sold: : 
owners buildin 

Owners spending $4,000 or more in build- 
ing or modernizing their homes—360 of 
them—enter the market weekly. 

These owners want information. They give 
personal attention to the selection of the 
products to be used in building and furnish- 
ing their homes. They will live with these 
products for years. They are paying for 
them. They want and need catalogs to help 
them buy, and unless they have yours you 
are missing orders. 

These owners buy as a result of informa- 
tion obtained from catalogs. We have 
studied their buying habits for three years. 
We know how they can be sold. We have 
developed the medium to do it. More than 
40 leading firms have already contracted 
to distribute their catalogs in this new me- 
dium, Home Owners’ Catalogs. 

These owners are too widely scattered to 
be reached economically by your own sales- 
men. Mass advertising would be too waste- 
ful. You cannot depend on dealers because 
they have too many products to sell to be 
able to tell your story the way you want 
it told. You cannot buy a list of these own- 
ers. They enter the market daily. Their 
purchases are completed in a few weeks. To 
sell them—to avoid substitution—to cash in 
on your advertising and promotion—your 
catalog must be in front of them constantly 
during the vital period when buying decisions 
are being made. 

You can get low cost orders from thes? 
responsive prospects today. They are spot 
buyers with money to spend. Sell them by 
distributing your catalog in Home Owners’ 
Cataolgs. This new medium gathers these 
far-flung prospects into a compact market 
that can be sold at low cost. 

Published by F. W. 

4 

Here are the advantages 
Home Owners’ Catalogs 
offers you: 

1—You cover the market with job-by-job 
precision, new homes, homes being mod- 

ernized. 

2—You cover owners exclusively, the people 
who pay the bills. 

3—You can limit your distribution to those 
areas wherein you sell. 

4—Your catalog will be received in time to 
influence a buying decision. 

5—Your message will get attention because 
owners seek information. 

6—Your catalog will be kept until the buy- 
ing decision is made. 

7—You have ample space, 28 pages at no 
extra distribution cost, in which to tell 
your story. 

8—You give salesmen and dealers definite, 
tangible support. 

9—You pay only for catalogs delivered— 
names and addresses of owners with bill. 

Home Owners’ Catalogs is a property of 
the F. W. Dodge Corporation. Other Dodge 
properties are The Architectural Record, 

Sweet's Catalog Files, Dodge Reports, and 
Dodge Statistical Research Service. For 
more than forty years Dodge has had out- 
standing success in helping manufacturers 
sell the construction market. 

Get all the facts about this new Dodge 
property—Home Owners’ Catalogs. Find 
out why we believe it will deliver the greatest 
sales results in this market yet achieved; how 
we separate new home owners from the 
mass; what we have learned of the buying 
habits of the family about to build. Ask to 
see a sample copy. No obligation. 

Dodge Corporation 
119 West 40th Street, New York. 

Home Owners’ Catalogs is a collection of 
individual catalogs completely indexed and 
permanently bound in a handsome volume 
which is delivered to owners without cost 
when they are planning their new homes. 
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ADVERTISING AGE May 26, 1934 

Samuel Reaves 
Opens Dallas Office 

Samuel Reaves & Staff, general ad- 
vertising agency formerly of Los 
Angeles, Santa Barbara and San 

Francisco, has opened offices in the 
Gulf States Life Bldg., Dallas, Texas. 

Personnel includes Charles M. Hig- 

gins, director of research; John 
Lowe, art director; Dr. Carl H. Far- 
man, copy chief. New accounts of 

the agency are B. C. Laboratories, 

Trichicide Chemical Company, and 
Globe Life Insurance Company. 

To Keelor & Stites 
The Sparkling Carbonic Company, 

Cincinnati, maker of carbon dioxide 

gas for beverages, has placed its ad- 

vertising account with Keelor & 
Stites Company, Cincinnati. Direct 

mail, newspapers and outdoor will 
probably be used. 

Ehrlich Writes 
Volume on the 
New Typography 

New York, May 24.—-An unusual 

combination of precept and example 

is included in “The New Typography 

and Modern Layouts,” by Frederic 

Ehrlich, instructor of design and 

layout at the New York Employing 

Printers’ Association, which has just 

been published by Frederick A. 

Stokes Company. The price of the 

volume is $5. 

Mr. Ehrlich traces the growth of 

modernism in American typography 

and layout, explains the principles 

behind the “new” movement, traces 

its various stages in American print- 

ing, and explains the fundamentals 

which must be observed to create 

typography and layouts which are 

good as well as modern. 

An interesting feature of the book 

is that each section of the discussion 

has included with it a multitude of 

examples in reduced size which por- 

tray graphically the points covered 

in the text. These examples are 

grouped on separate pages, no at- 

tempt being made to _ intersperse 

them with the text. 

While the volume is probably of 

primary interest to printers and stu- 

dents of printing, its clear-cut an- 

alysis of the newer movement in ty- 

pography and layout, and 1,600 illus- 

trations of layouts and typographic 

specimens should be of value to all 

who work with type. 

Opens Chicago Office; 
Chapeck to Be Manager 

Richard C. Chapeck has been ap- 
pointed western manager of Needle- 

craft, the Home Arts Magazine. Mr. 
Chapeck has been in the Chicago 
office of McCall’s for the past 15 
years. 

In line with this appointment Nee- 
dlecraft is opening its own Chicago 

office at 307 N. Michigan Ave. 

Joins Instrument Makers 
E. Terry Gaylord has been placed 

in charge of advertising for Becton, 
Dickinson & Co., Rutherford, N. J., 
surgical instrument manufacturers. 

Outdoor Group Convenes 
The New York state outdoor ad- 

vertising association will meet May 
28-29 at Ten Eyck Hotel, Albany. 
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EXPECT TRICK 
) & J DISPLAY 
TO BOOST SALES 

New York, May 24.—-A huge wind- 

storm, which practically devastated 

Toonerville, causing a slight inter- 

ruption in traffic on the well known 

trolley line, will be reviewed in a 

two-scene, optical illusion window 

display in drug stores throughout the 

country as a way of developing sales 

for Johnson & Johnson’s Red Cross 

band-aid, pleatfold cotton, Red Cross 

Cotton bandage and adhesives. 

The display is being released June 

1 to dealers featuring these products 

in an “eye-deal merchandiser,” a 

four-sided, revolving metal unit re. 

quiring but eight inches of counter 

space. It was developed by Frank 

Presbrey Company to bring custom- 

ers, won over to the articles by na- 

tional advertising, into the store. 

With Fontaine Fox’s Toonerville 

Folks appearing in newspapers in 

almost every city and town in the 

country, the tie-up is expected to 

stimulate sales by means of smiles. 

The connection is logical. Spunky 

Edwards, the only kid who _ will 

stand up and fight with Mickey Me- 

ruire, is frequently seen in plasters 

and bandages. It is probable that 

numerous wrecks along the Tooner- 
ville Trolley right-of-way contribute 

materially each year to increased 

consumption of the type of goods 

produced by Johnson & Johnson. 

The display utilizes in a unique 

way the company’s Red Cross trade 

mark, which is transparent. When 

window shoppers do not look through 

the Red Cross, placed against the 

window glass, they see the storm as 

it mounts to the height of its fury. 

Pans, babies, dogs and adults are 

viewed in various mid-air manoeu- 

vres and the skipper struggles vali- 

antly to prop his careening caboose. 

The Other Side 

Looking through the transparent 

trade mark, window shoppers are 

treated to a glimpse of the aftermath. 

Calls for Johnson & Johnson first aid 

materials are general. A dismayed 

adult peers out the open door of the 

useful backyard shanty, wondering 

what struck and how come he’s halt 

submerged in a pond. 

A cat leads parading offspring 

from the watery place and two 

Toonerville people, still in the liquid, 

dress their wounds with Drybak ad- 

hesive, proving to themselves that it 

is waterproof, as advertised. The 

trolley car, as usual in such and 

similar cases, failed to maintain its 

upright position. 

The display was tested in Times 

Square last winter under extremely 

adverse conditions. The thermometer 

registered 14 degrees below zero 

when installed, yet police action was 

necessary to dispel the crowds that 

gathered, which, considering the fact 

that no street in the world is as satur- 

ated with amusements, electric signs 

and stunts of all kinds, speaks well 

ot the display’s attention - getting 

value, its sponsors point out. The 

drug store which loaned its windows 

reported a good increase in Red 

Cross product sales. 

The displays are supplied druggists 
free on request with the purchase of 

the “eye appeal merchandiser” and 
assortment. With it are furnished 

a three-wing panel drawn especially 
for the company and its products by 

Fontaine Fox, a large transparent 

Red Cross for attaching to the wit- 

dow, miniature side cards for mer 

chandise pyramids, pennants show 

ing Toonerville Folks for background 

or interior. 

Reach in A.A.A.A. 
Charles Dallas Reach Advertisins 

Agency, Newark, N. J., has beer 

elected to membership in the Amer! 

can Association of Advertising Agel: 

cies. 

: “cc - 9? 
Dingwall to “Esquire 
A. M. Dingwall, formerly adverts 

ing manager of Town and Country. 

has joined Esquire, in the New York 

office. 
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x 91 A% of ALL the families in = 

, Boston—and Gg 

% of ALL families in the 

43 A 32 Cities and Towns 
of over 10,000 inhabitants 

comprising Greater Boston, 
regularly read 

Ehe Boston Vos 
New England's "GOOD MORNING" for 103 Years 

ee 

aay WS RES ese hr? 

a 

ETROPOLITAN BOSTON is a concentrated market—a populous and 

prosperous community of 455,323 families—closely knit and well-to-do. 

In this area The Boston Post has developed a reader confidence and 

response which has proven, time and again, the most efficient advertising 

medium in this field. 

For more than 100 years The Boston Post has taken a very prominent place in 

the home life of the people of this community, and its advertising columns 

consistently produce outstanding results by reason of its overwhelming domi- 

nance in circulation. 

The Boston Post, practically all home-delivered, provides great family cover- 

' . age in a field that is just now especially important to advertisers because sav- 

ings bank deposits in this district ae THREE TIMES GREATER THAN 

THE NATIONAL AVERAGE. 

You can promote a VERY successful sales campaign through The Boston 

1 Post ALONE. We will be glad to discuss details anywhere. 

LATEST NET PAID DAILY AVERAGE CIRCULATIONS: 

336 62722 
n- SPECIAL REPRESENTATIVES—KELLY-SMITH COMPANY, New York, Chicago, Philadelphia, Boston, Detroit and Atlanta 

R. J. BIDWELL COMPANY, San Francisco, Los Angeles and Seattle 

: THE 
_ BOSTON 
‘i POST 
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Boston Herald {20,350 
Morning Globe 129,984 

Evening Globe 138,192 

Beston Traveler (67,317 
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CHAPPEL BROS. 
ADD NEW BEEF 
KEN-L-RATION 

Largest Horse Meat Packers: 
Change Policy 

Rockford, Ill., May 24.—The adver- 

tising war over the relative merits of | 

dog tood made from horse meat and | 

that containing only beef entered a | 

new phase this week as Chappel | 

srothers, leading exponents of 

former, announced to distributors 
and the public that they have added 

a beef Ken-L-Ration to their line. 
Distributors were apprised of the} 

new order in jumbo telegrams deliv- | 
ered by Western Union. The new 

beef Ken-L-Ration will be issued 
under a white label, while the yellow | 

label will continue to identify the 

horse-meat product, the telegrams 

said. Meanwhile, the public was 

given its first notice of the innova- 

tion in Chappel Brothers’ weekly 

broadcast over CBS. This, incident- 

ally, was the last of the season. 

P. M. Chappel, president of Chap- 
pel Brothers, is regarded as having 

played the leading role in establish- 

ing the dog food industry in this 
country. During the war Mr. Chap- 

pel was a horse buyer for the French 

government and he became ac- 

quainted with the common use of 

horse meat as dog food both in 

France and the United States. 

A Big Success 

With the cessation of hostilities, | 
Mr. Chappel won the permission of | 

the Bureau of Animal Industry at | 

Washington to pack horse meat in 

cans to be sold as dog food. He 

is credited with having invented a 

new canning process. which pre- 

vented the troubles which formerly 

harassed such packers. 

The new dog food, marketed as | 

Ken-L-Ration, scored a tremendous 

success. The label stated merely that | 

the product was “U. S. Government 

inspected.” 

The proportions of the market, 

however, attracted other manufac 

turers into it. As long as such houses 

as Wilson Brothers, Swift & Co., and 

John Morrell & Sons were packing a 

beef dog food, all went well with 

Chappel Brothers. When smaller and 
less scrupulous competitors entered 

the field, however, the was 

quickly defined. Many of these com 

peting stated their claims 

loudly over the radio, many house- 

holders and dog lovers learning for 

the first time that their favorite dog 

issue 

houses 

STILL, MAKES NEWS 

CLYDE BARROW 
BONNIE PARKER 

JOHN DILLINGER 

EWAR 
1,000.0 
With full knowledge of the rec- 

ords of Clyde Barrow, Bonnie 

Parker and John Dillinger, we are 

prepared to pay immediately, the 

sum of One Thousand Dollars, 

$1,000.00 to each or all of the 
above named persons if, as and 

when they appear in person at 

either our Dallas, Ft. Worth or 

San Antonio Stores and find a 

single flaw in any of our Certified 

Pertect Diamonds. Shaw Jewelry 
Co., Texas’ Greatest Jewelers. 

fA A 

Dillinger and his ilk still provide 
news for those advertisers seeking 
the unusual, as this advertisement, 

which ran in the "Dallas Times 
Herald" in 1,500-line space last 
week indicates. Clyde Barrow and 
his cigar-smoking lady friend met 
up with some officers this week, so 

two of the three are now out of 
the running. 

the | * 

D | 

0 

food, Ken-L-Ration, contained horse 

meat. 

Since 

perts, 

that time, according to ex- 

beef products have made 

marked inroads on the market. 

Chappel Brothers were believed to 

have handled 60 per cent of the total 

dog food business at one time. In 

the last five years, according to stu- 

dents of the field, the 

horse meat has declined until it is 

only about 30 per cent of the total. 

Maintain Own Horse Ranches 

Chappel Brothers did not sit idly 

by while this revolution was taking 

place. Their advertising featured the 

findings of chemists and scientists to 

the effect that first, horse meat is 

richest in proteins and nitrogen, and 

second, that it is the natural food 

for dogs. 

Many doting owners 

| stirred dog lovers so deeply. 
oat 

demand for | 

j 

reported to have revolted, however, 

‘against feeding their pets anything | 

would not} they themselves 

Chappel Brothers, there- 
which 

consume. 

fore, made the concession reported | 

this week. In the future, they will 

be able to appeal to the entire mar- 

/ket, avoiding the issue which has 

Chappel Brothers have been one 

lof the largest horse-breeders in the | 

‘O’Conner Back to Agency country. While some of the smaller 

|packers of horse meat are said to 

buy decrepit and diseased animals 

'for this purpose, Chappel Brothers 

have gone heavily into the breeding 

business, and have 60,000 head of 

horses on their western ranches at 

\all times, thus being able to provide 

the choicest dog food of this type. 

| An interesting sidelight is found 

}in the report that the dog market, 

of dogs are | always large, has expanded at a sur- 

| prising rate during the depression. 

Many householders who formerly 

contented themselves with merely 

owning one or two dogs, have en- 

tered the breeding business for the 

purpose of adding to their incomes. 

Their sales activities have been ap- 

parent in the increasing numbers of 

dogs brought into the world and 

placed in the hands of owners. 

C. E. O'Conner, who was associated 

with MacManus, Inc., before joining 

| Frankfort Distilleries, has returned 
to the agency, now MacManus, John 

& Adams, Inc., Detroit. 

_ Nixon Named Manager 
| Breese-Waetjen, Inc., has appointed 

| John Nixon, formerly of H. E. Lesan 

| Company, as manager of its St. Louis 

| office. 

Survey Determines 
Brand Preferences 

An investigation made under the 
supervision of the division of mar. 

keting and research of Liberty 

among liquor dealers in and around 

New York shows that there has been 

a 100 per cent increase in brand 
preference indication during the past 

four months. 
It was also found, however, that 

brand preference has been controlled 
almost entirely by the dealers and 
is consequently directed toward low. 

priced and long-profit brands. 

Glazoil Picks Agency 
Clark-MecDaniel-Fisher & Spelman, 

Inc., Cleveland, has been named to 
place advertising of the Glazoil Prod- 

ucts Company, Cleveland, maker of 
motor lubricants. Trade papers and 

direct mail will be used. 
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1 | registered delegates who arrived for|ler, director of advertising, Chrysler lead, Mr. Miller advised, and don’t ‘ 
, 

N FLECTED either one of the two-day sessions |Corporation of Canada, and president try to be too clever; bank presidents AFFILIATION HEAD 
| gathered here for the 3lst annual|of the Association of Canadian Ad- 
| convention of the Advertising Affilia- 

|tion at the Royal York Hotel Friday 
and Saturday. 

receive the NEW PRESIDENT First Toronto man to 

honor in 31 years, Walter Kiehn of 

OF AFFILIATION the J. J. Gibbons’ Advertising 

| Agency, former vice-president of the 

| Advertising Affiliation, 

to the presidency. Other officers 
elected are Robert Haywang, Pitts- 

| bur rg, first vice-president; Harold W. 

| Donahue, London, Ont., second vice- 

| president; Donald J. Thom, Buffalo, 

| secretary-treasurer. 

The 1935 convention of the organ- 

ization will be held in Pittsburgh. 

was elevated 

Large Attendance at Meeting 
In Toronto 

ronto, Ont., May 21.— Exactly 

representatives of advertising 

neies from seven major cities in 

Canada and the United States, aug- 

‘ed by approximately 200 un- 

Many Prominent Speakers 

Among the prominent speakers at 

the two-day session were A. M. Mil- 

vertisers; P. D. Saylor, president, 

Canada Dry Ginger Ale, Inc.: I. A. 

Hirschmann, director of publicity 

and advertising, Lord and Taylor, 

New York; L. J. Harrington, general 

manager, F. W. Woolworth of Can- 

ada; E. S. LaRose, Bausch and Lomb 

Optical Company, Rochester, N. Y.; 

H. Napier Moore, editor, Maclean’s 

Magazine; Lt. Col. George A. Drew, 

and Stephen Leacock, noted humorist. 

Mr. Miller stressed the fact that 

the only function of advertising is 

to sell goods, and decried efforts to 

“reform the world” with it. Many 

advertising appropriations are 

wasted, he said, because “the adver- 

tiser lets his competition spend his 

advertising appropriation.” 

Always establish or maintain a 

and prime ministers as well as others 

enjoy newspaper comics because of 

their simplicity and charm. Stress 

showmanship and follow the example 

of newspapers which must have a 

box-office appeal in every edition 

every day in order to survive, he 

added. 

Striking Contrast 

As an example of the manner in 

which the public reacts to showman- 

ship, Mr. Miller contrasted the dif- 

ference in public knowledge of Mae 

West and Madame Curie. Within 48 

hours after Mae West’s first picture 

was released, he said, everyone knew 

she was a blonde, had a _ throaty 

voice, beautiful teeth and curves, and 

her catch-phrase was on millions of 

lips, whereas the person who knew 

start biting. 

ys 

4 ‘EW YORK + CHICAGO .- 

shelter while the fishing was still good. 

Call it a day now? Not much! 

els call it a day. 

Disciples of “Ike” Walton only begin to enjoy 

themselves to the fullest extent when the fish 

Call it a day then? Not much! 

Yet business men with far more reason to 

stick to their rods, have in summers past reeled 

in their lines, removed the bait and rowed to 

This summer it’s going to be different. The 

pick-up in buying throughout the country, like 

a freshening breeze on a dead sea, has put new 

vigor into the arteries of trade. Advertisers 

are putting on pressure—not taking it off. 

Specifically, as of May 1, 1934, billed business 

and actual orders on the N BC books for the 

summer and the rest of 1934 already exceed 

our total business for the whole year of 1933. 

a4BROADCASTING COMPANY, INC. 
SAN FRANCISCO 

Walter Kiehn, new president of 
the Advertising Affiliation. 

any of the physical characteristics, 

habits or sayings of Madame Curie 
would be hard to find. 

Drawings from the experience of 

the past few years, Mr. Saylor pointed 

out some of the difficulties of main- 

taining a position of leadership dur- 

ing a depression, and declared that 

maintenance of such a position, even 

at a loss of profits, is good economics. 

It frequently pays to reduce prices 

before economic and competitive con- 

ditions make it essential, he said. 

Mr. Saylor paid a tribute to ad- 

vertising with the declaration that 

peak consumption cannot be main- 

tained without this force, and like- 

wise pointed out, somewhat wist- 

fully, that the greater the success, 

the greater the competition. 

A plea for more specific informa- 

tion in advertising and more news 

and vitality was voiced by Mr. 

Hirschmann, stressing the retail 

point of view. Don’t advertise un- 

less you can sell the product first, 

Mr. Hirschmann warned, and then 

write natural and simple advertise- 

ments which will get the right kind 

of results quickly. 

Touch the Light Side 

The need of sctentifically prepared 

forecasting and budgeting was 

stressed by E. S. LaRose of Bausch 

and Lomb Optical Company. With 

graphs and charts, he spoke on the 

importance of budgeting control in 

modern business with particular ref- 

erence to its effect on advertising 

plans. This was a comparative in- 

novation, the speaker stated, but was 

gaining increasing attention from 

the various industries and the ad- 

vertising profession. 

Mr. Leacock gave an amusing his- 

tory of advertising, took some needed 

stabs at advertising when it is bad 

but complimented its usefulness. He 

criticised outdoor advertising in the 

environs of New York, this prompt- 

ing the observation of J. J. Fuller of 

Buffalo that “billboards are much 

better seen, in our opinion, than the 

stuff they help to hide.” 
Pointing out that advertisers had 

already used as tools fiction, comic 

strips and features, Mr. Moore 

pointed out that magazine editors 

and advertisers are both showmen. 

He admonished advertisers to watch 

facts. avoid the pseudo - scientific, 

watch pictures and the calendar. 

A series of luncheons, dinner- 

dances, golf tournaments and wo- 

men’s activities provided recreation 

for those in attendance. 

At the close of the session the 

board of directors announced that 

the application of the Advertising 

and Sales Club of Kitchener-Water- 

loo, Ont., for membership in the Af- 

filiation had been acted on favorably. 

Miss Cc ollins Elected 
Nan M. ea account executive 

of Roland G. Ullman, Advertising, 
has been ia president of the 
Philadelphia Club of Advertising 
Women. Other officers are Ruth Hoge- 
land, vice president; Clare V. Fey, 
treasurer; Frances M. Suarez, cor- 
responding secretary, and Emma B. 
Mosely, recording secretary. 

Hat Maker to Ayer 
The advertising account of a Bra- 

zilian firm of men’s hat makers, S. A. 
Shapeos Mangueira, Rio de Janeiro, 
has been placed with N. W. Ayer 
& Son, Inc., Philadelphia. 
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NOTED AVIATOR 
BECOMES HEINZ’ 
STAR SALESMAN 

New Comic Copy to Feature 
Col. Roscoe Turner 

Pittsburgh, Pa., May 24.—A series 

of smashing full-color, full-page and 
half-page comics, presenting a series 

of flying adventures of Colonel Ros- 

coe Turner, will be incorporated in a 

comprehensive, coast-to-coast news- 

paper campaign which is to be 

launched Sunday by H. J. Heinz 

Company, featuring Heinz Rice 

Flakes. 

The program will get under way 
with a full page in four colors in 28 

newspapers circulating in 21 cities 

and providing a total of over 47,000,- 

000 impressions. At this time the 

participants of the adventure series, 

the flying colonel, his pet lion “Gil- 

more,” and the colonel’s two com- 
panions, little Harry Jones and his 

sister Helen, will be introduced to 

the boys and girls of the American 

public. 
The advertisement this weekend 

will announce the series which will 

begin the following week, when 

Colonel Turner starts “his daring 
flight upon a mysterious mission into 

the dark and dangerous jungles of 

Brazil.” 

“57” Gets Badges 

In order to build interest and real- 

ism, and gain the confidence of the 

youngsters, copy will stress the fact 

that Gilmore is a bona fide lion, and 

that the colonel and his pet have 

been pals ever since the lion was 

a four weeks’ old soft, fluffy, white 

kitten. 
Readers will be told that Gilmore 

has traveled more than 25,000 

miles with his master in airplanes. 

“Colonel Turner has been warned by 

famous animal trainers,” the adver- 

tisement states, “that a lion cannot 

be trained, but Gilmore, who now 
weighs 450 pounds, is still a pet.” 

Every boy and girl is urged to 

send in the large number “57” from 

the side of a Heinz Rice Flakes box 

with three cents in postage and be- 
come a charter member of the 

Colonel’s Flying Corps. Instructions 

on how to become a member and win 

promotions are included in Roscoe 

Turner’s open letter which, in part, 
states: “You can get into the corps 

right away—earn a beautiful set of 

bronze wings—-with a _ lieutenant’s 
commission. 

“And after that—listen! I'll send 

you instructions on how to become 

a Captain or Major with silver or 

gold-plated wings. You'll also receive 

a handsome certificate of membership 
with a pilot’s license, secret pass- 

word and salute of our Corps.” 

Tell of Flying Achievements 

Officials of Maxon, Inc., Detroit, 

agency in charge, declare that with 

millions of red-blooded American 

boys and girls, from New York to 

California, all eager to wear the in- 

signia, and able to earn advanced 

ranks only by persuading parents, 

friends and neighbors to buy Heinz 

Rice Flakes, it seems evident that 

Roscoe Turner’s Flying Corps will 

soon recruit a powerful and influen- 

tial army of children working hard 

to boost sales of this cereal. 
To aid in building interest, the 

introductory copy will also mention 

Roscoe Turner’s more recent flying 

achievements which have netted him 

such awards as the Harmon trophy 

for his contributions to aviation in 
1932; the Bendix trophy for his 

transcontinental race record, and 

the Thompson trophy for the race in 
1933 in which he made a thrilling 

demonstration around a pylon to 

avoid crashing into a fellow flyer. 

The subsequent adventure series, 
> beginning June 3, will be carried out 

Lives in a town of | ae 
25,000 population ~&E 
and under ... 

*He is a leader in the community—a ‘ 
key man. Usually he heads his own 

company, employs ten or more people. 

With his business friends and club 

cronies he is the Inner Circle, which in 

the aggregate is the best buying power 

in America. 

He is a quality buyer, knows that you 

get what you pay for—and he pays 

More Facts About cash for what he gets. 

*He is a Rotarian, and his favorite 

magazine is The Rotarian. 

Advertise to this cream market—at the 

low cost of $3.30 per page per thou- 

sand. It’s sure-fire for an Automobile, 

Luxury, or Thin Market Product. 

A line to The Rotarian, 211 

Wacker Drive, Chicago, will bring a 

brief, fact-ful story to your desk. 

LOI NGOS 

—_ NEAIN 

“~~ = 

The Rotarian's 

Readers: 

TAC, Own their own homes ‘ 4° ( 

69°; Own automobiles in high 
priced and medium 
priced classes. 

44Q% have traveled on ocean 
: ‘ liners. 

¥. 

6607 use trucks and automo- 
: biles in their businesses. 

78°% purchase office equip- | 
ment and supplies. 

brat | 

81% of The Rotarian's readers are 
in towns of 100,000 and under. 

————— 

YOUNGSTERS PROMISED STIRRING TIMES 

BOYS anO CIMLS 

WERE 1S A REAL PET 

) WHO IS GOING WITH US 

| AMERICA'S PREMIER ( OW OUR ADVENTURES 
AYER AND GILMORE . 

| “THE FLYING LION * 
THEY WAVE BEEN Pals 
EVER SINCE THE LION 

WAS A FOUR WEEKS OLD 
SOFT, FLUFFY, LITTLE 

KITTEN. THIS KING OF 
BEASTS HAS TRAVEL- 
LEO MORE THAN 25,000 
ALES 1M AIRPLANES 
WITH HIS MASTER . 
COL. TURNER HAS 
BEEN WARNED Gy 
FAMOUS ANIMAL 
TRAIMERS THAT A LION 
CANNOT BE TAMED, | & 
BUT CILMORE,. WHO NOW ‘ 
WEIGHS 450 POUNDS, 
1S STILL A BET, 

FLYING 
iw Toveetieiman? OF WT Wied Company 

"cout. anitiaatiiices timated al 

SF ey 
ADVENTURES | 

Tet HARMON TROSWY 
| HGHEST AMEND us avIA- 
TOw PRESENTED TO COL 

| ROSCOE Tum 1902 GY 
| oor ie 
ALE (OR Hes OUTS TAMDREL 

 CmTaguTOss 

1S. 30st. YOU Gemontorms | 
SPEED a Tek ForENG AOWHNTURTS 

LITTLE HARRY JONES AND HIS SISTER HELEN WANT TO RIDE 

WITH THE COLONEL WILL THEY GET THEIR WISH? WEXT WEEK WELL StE. | 

00 
ESE BEAU 

—- - OYS amp Gil 
| LWANT YOU TO JOIN MY FRYING | 

RPS . Mal, ME YOUR COUPON Ano ri | | 
TELL YOU HOW TO WIN PROMOTION AND | 

| BECOME A CAPTAIN OR MAJOR ‘ | 

f 
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TIFUL WINGS Wow / 
rp. hues 

Full page in colors which will introduce the new Heinz campaign 
featuring Col. Roscoe Turner this weekend. 

in four colors but will be confined 

to half pages. Each insertion will 

| carry a box announcing Roscoe Tur- 

ner’s latest flying achievement. 

Will Visit Branch Cities 

Striking window displays, store 

cards and material explaining how 

boys and girls can obtain their flying 

wings and pilot’s license, is being 

supplied to grocers so that it will be 

available immediately following the 
first appearance of the color pages. 

In building interest among the gro- 

cers, agency officials, in an elaborate 

direct mail program, refer to the tie- 

up with the flying colonel as “a pub- 

licity ‘natural.’” “Colonel Roscoe 

Turner,” grocers are told, “has re- 

ceived hundreds of columns of pub- 

licity during the past five years in 

leading American newspapers and 

periodicals. His flights and records 

have had the ‘color’ which appeals 

to newspaper men and they have 
given unstinted space to his activi- 

ties. 

“In connection with the promo- 

tion of Heinz Rice Flakes sales, 

Colonel Turner will continue to make 

record-breaking flights. His new rac- 

ing plane has already established a 

new point-to-point speed record with 

a flight of 329.4 miles per hour. 

Colonel Turner has arranged to visit 
practically every Heinz branch city 

during the coming months in connec- 

tion with his publicity plans.” 

According to the agency, with the 

exception of a short test campaign in 
which comics were used, the Rice 

Flakes program will mark the first 
occasion on which comics have been 

employed in Heinz’ extensive adver- 

tising schedules. 

Club Presents Awards 
The Women’s Advertising Club of 

Cleveland closed its advertising 
school with a graduation party in 
the Chamber of Commerce Club May 
at Scholarships in advertising 
courses were given to three win- 
ning students. 

Has Successful Drive 
A report covering the audit of the 

tonnage under control of the United 
Prune Growers of California follow- 
ing the close of the statewide sign-up 
drive showed sufficient tonnage to 
continue the organization in opera- 
tion for the coming year. 

Willis J. Abbot Dies 
Willis J. Abbot, former editor and 

/late member of the editorial board 
/of the 

Boston, died Saturday, May 19, at his 
| home in Brookline. 
| old. 

Christian Science Monitor, 

He was 71 years 

L. A. Dailies in 
Circulation War 

Los Angeles, Cal., May 24.— The 

newspaper strife in Los’ Angeles 

which has alternately flamed and 

smoldered for many months flared up 
again last week when the Los An- 

geles Times asserted in its news col- 

umns that wholesale thefts of its 

newspapers were being perpetrated, 

and that “fake police officers’ con- 

fiscated original Times bundle wrap- 

pers from the paper’s street circula- 

tors. 

The Times offered a reward of $25 

for the arrest and conviction of those 

responsible for the alleged thefts, 

and asserted that “wholesale thefts 

of newspapers and a campaign of in- 

timidation directed at circulators of 

the Los Angeles Times, have de 

veloped since the Times expose of the 

criminal methods employed to pre 
vent discovery of the fictitious char 

acter of circulation claims by the 

Los Angeles Examiner.” 
The Times alleged editorially that 

it had collected 20 tons of “unread 

Examiners” as proof of the “fictitious 

character” of its rival’s circulation. 

and that these papers had bee! 

stole from a Times warehouse. 

The Examiner thus far has de 

clined to enter the controversy ser 
ously, maintaining that its rivals 

allegations do not justify seriols 

consideration. 

The warfare, which heretofore has 

been waged principally on the |oc4! 
front, broke into national circles this 
week when numerous agence 
throughout the country received 4 

reprint of page 7 of the Times 10! 

May 11, on which the alleged bum 

glary of the Times warehouse ** 
described. 

“Memoirs” in Book Form 
The “Memoirs of Alex Smart.” bY 

A. Joseph Newman, written [0! 
Bayuk Cigars, Ince., Philadelph' 
which appeared in serial form, hav* 
been collected and published 12 4 

booklet, which is selling for 50 cent 
Inquiries may be addressed to Mckee 

& Albright, 1400 S. Penn Square 
Philadelphia, the Bayuk agency: 

Appoints Mosler 
Charles Mosler has been appointe’ 

advertising manager of Austin, Nich- 
ols & Co., Ine., Brooklyn, charged 

with advertising Long John yer 
whisky, Paddy’s Irish whisky ra 
other products and importation. - 

{cluding groceries. 
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Anybody who still thinks of this business as 

“the advertising game” has our permission 

to leave the room. For we are going to talk 
about the biology of agencies, which is not 
a fit subject for the ears of those who think 

the stork brings fat accounts to good little 
copywriters. 

There are only so many advertising accounts. Some 

new ones are born every year, even in bad years, but 

some old ones drop off every year, even in good years. 

Since 1924, as a matter of fact, the death rate has 

exceeded the birth rate. And although total expendi- 

tures increased right up to 1930, when so many pretty 

trends were twisted, the prizes—if richer—have been 

fewer. 

According to the actuarial Mr. Fehlman, in Advertis- 

ing & Selling, the largest hundred advertisers lived 

with their agencies an average of forty-two months 

(yes, 42 months). This, mind you, in the palmiest 

days of the advertising business, the lush decade from 

1920 to 1930. 

The late lean years have contributed some sadder 

statistics of their own, figures as yet uncollected on 

diminishing appropriations, killed and wounded 

accounts, and agency changes so swift and frequent 

that their painful memory still lingers. Maybe we 

shouldn’t have mentioned it. 

With fewer accounts and quicker shifts, agencies are 

discovering that their most important account is their 

own, that they have an advertising and merchandising 

job to do for themselves as big as anything in the shop. 

It is not enough to lunch with advertising managers 

and golf with prospective v. p.’s. Of course, adver- 

tising managers are important; but at least equally 

important are the men who pay the advertising man- 

agers’ salaries. 

AN AGENCY’S BEST ACCOU 

IS ITS OWN . 
For advertising agencies are not “bought” by adver- 

tising men. They are recommended or blackballed by 

men who may not know a thing about advertising, 

but who eventually make or break the agency tie-up, 

determine the appropriation, and even argue about 

copy. 

These chairmen and presidents, vice presidents and 

directors, are hard men to contact. Not just that they 

are hard to see, but that they are not always known. 

Many an agency battle has been won or lost in the 

directors’ room because the banker in the case (and 

there is almost always a banker in the case) used his 

influence. 

These important men can be reached with advertising 

like anyone else. Advertising agencies have been 

accused of letting their own children go barefoot, but 

this is not quite fair to the agencies. Until Business 

Week came along, there was no way to reach 

economically the influential, active men who control 

American business, including the advertising business. 

For agencies which want to look after the present and 

do something about the future, Business Week offers 

the place to do the necessary advertising job at a 

reasonable cost, with a coverage of the big, active 

accounts in print and on the air, the big banks, the 

leading industrial and commercial enterprises, that is 

impressive. 

BUSINESS 
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ANTS PART OF 
AUTO FEES USED 
IN ADVERTISING 

Newton Asks for Huge Safety 

Campa 
New York, May 24.-Recommenda- 

tion that one cent out of every dollar 

received by the state from motorists 

be devoted to advertising of safety 

was made before the Eastern Confer- 

ence of Motor Vehicle Administrators 
over the weekend by G. D. Newton, 

supervisor of the news bureau of the 

Travelers Insurance Company, Hart- 

ford, Conn. 

The suggestion was given more 

point by the fact that the Travelers 

itself has just launched a new type 

of safety campaign in magazines, 

from which it has been absent for 20 

years. 
Mr. Newton said early reports 

from the country at large indicated 

an average increase of from 20 to 25 
per cent in deaths from automobile 
accidents this year. If the mortality 

oo = — —— 

rate established continues through 

the year the toll will be between 

35,000 and 36,000—a new high mark 

in automobile fatalities. 

Visions $40,000,000 Fund 

Mr. Newton pointed the way to 

realization of his vision. He urged 

that the Conference submit the pro- 

posal to legislative committees and 

that public support be enlisted in 

favor of such a campaign. 

Fees and taxes paid to states by 

motorists have amounted to almost 

4 billion dollars during the five-year 

period ended in 1932, Mr. Newton 

pointed out. If one per cent of this 

were appropriated for advertising to 

reduce mortality, the available sum 

would approximate 40 million dollars. 

He would have this advertising 

placed under the auspices of state 

motor vehicle departments. 

Mr. Newton’s company, the Travel- 
ers, is using space in The Literary 

Digest to feature free tests for driv- 

The same type of copy will 

shortly appear in Collier’s and the 

Saturday Evening Post. 

There are four tests in the group. 

The first, recently announced, at- 
tracted 1,000,000 inquiries. The 

cther two have since been added, 

coupled with a fourth consisting of 

actual driving under competent ob- 

servation. 
The reason for the tests, according 

the company, is that a driver's 

ers. 

to 

Liberty 

unrecognized, often 
lead to a serious accident; known, 

they are usually corrected. The new 

campaign ties in with the Travelers’ 

slogan of “Prevention Plus Protec- 

tion!” 
The company’s agents are urged to 

use both the tests and a free — 

idiosyncrasies, 

“The Great American Gamble,” 

“door and mind openers,” saiber 

than to await requests. 

The current magazine copy, placed 

by Young & Rubicam, is the first in 

this medium for many years, though 

the Travelers has used many other 

forms of promotion. 

Milk Distributor Appoints | 
The account of the Greater New 

York-New Jersey Milk Institute, Inc., 
composed of 114 wholesale and retail 
distributors of milk, has been placed 

with Mears Advertising, Inc., New 
York. 

Anette é B. Sanger 
Alan Bridgman Sanger, Advertis- 

ing, New York, has been named to 

handle advertising of Lea Mfg. Com- 

pany, Waterbury, Conn., and Foster 
Engineering Company, Newark, N. J. 

Langseth Changes Papers 
Owen Ira Langseth, formerly ad- 

vertising manager of the Borger, 

Texas, Daily Herald, has joined the 

Pampa, Texas, Advocate in the same 

capacity. 

BRINGS THE 
TOTAL TO 

automotive advertisers 

in 1934 in 

| 
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IMMUNE TO TEMPTATION 
—, ADMAN, STARRED 

ON THE AIR, 1S 
STILL AN ADMAN 
Boston, Mass., May 24.—Nick Par- 

kyakakas, recently starred on Eddie 

Cantor’s Chase & Sanborn programs, 

and currently appearing on the Met- 

ropolitan Theater stage here, has 

been revealed as none other than | 

Harry Einstein, advertising and 

sales promotion manager of Kane’s 

Furniture Stores, a chain of 17 stores | 

located throughout New England. 
Possessing an uncanny faculty for 

imitating foreign dialects, Mr. Ein- 
stein has entertained friends for | 

years, but had insisted upon remain- | 

ing an advertising man exclusively | 

until Joe Rines, popular Boston or- 
chestra leader, refused to take “no” tone ce 

for an answer and finally secured s “Nick Parkyakakas. 

Mr. Einstein’s consent to appear as ae — = 

Rines’ guest artist for one broadcast. A. N. re Stu dy 

| 

— 

Harry Einstein, more widely known 

The character of Parkyakakas was 

created for this program. 
With flattering offers from radio Shows Changes 

organizations pouring in Mr. Ein- 

stein continued to insist that he was 

an advertising man until Eddie Can- 

tor personally, with the aid of Rines, 
persuaded him to make a guest ap-| New York, May 24.—The semiap 
pearance on the Chase & Sanborn | nual edition of the study of magazin 
hour. His success induced the pro-| circulations prepared by the Associa 
gram’s sponsors to sign him for four|tion of National Advertisers, In 
appearances, and he is now under the| which was released to members this 

personal management of Cantor. At/| week, reveals considerable fluctuatiq 

present he is appearing on the Kay |of circulation and changing of met) 

In Circulation 

Jewelry hour over the Yankee net-|ods in securing circulation. 
work, and will later be heard with} The work of compilation was } 

Cantor in a new air series. | charge of the circulations committe 

;comprising J. Seward Johnson, John 

| son & Johnson, chairman; Ralp 

| Starr Butler, General Foods Corpo 

True to First Love 

Despite his amazing success aS a 

radio goes gy Einstein insists | 
, , f . oa a tion; Wm. A. Hart, E. I. du Pont & 

« bs ‘<t O ¢ stage ) y 4 ‘ that his radio anc age Nemours & Co., Inc.; H. A. He 
| purely a jintias and that he is first Pati eels : , 

Singer Sewing Machine Compan) 
and last an advertising man. Be- || - ; 4 ; 

., | Lucien P. Locke, Ethyl Gasoline Co 
| tween shows at the Metropolitan it et Magne : ‘ 

> . : poration; Grafton B. Perkins, Lev 
is not unusual to see him poring ‘ s 

Brothers Company; R. F. Rogan 
over proofs which have been brought cashed dealin Wil octer & Cs 3 eicaies' of 
in by messengers, or telephoning en- . 7amble Company; Wilm 

| Sravers, 

| tising. 

California Packing C 

poration; William W. Tomlinson 

|Scott Paper Company. Edwa 

30 years old, | Strasssman, the headquarters 

Mr. Einstein claims veteran service | Staff, of the committe 
in advertising and allied fields, hav- | is a six months analysi 

ing started as a boy delivering adver- 

tising proofs for a Boston paper. He 

has built up an unusually extensive 

{library on humor, and is said to 

write all of his own gags. 

> yore 

printers or publishers about P. Rogers, 

some detail of his company’s adver- 

Although he is only : ot 
Is secretary 

The study 

|of the cireulations of six 

magazines, five general weeklies a 

| five general monthlies. It coverst 

four six-months periods ending 

30 and December 31, 1932, and 

and is a supplement to the 12 month: 

studies of these groups of magazile 

which four- 

wome! 

National Broadcasting 
Announces Appointments 

cover a vear period % 
} ‘ . - 
| are issued in September. 

|} John H. Bachem has been made The study reveals a_ pronounce 

|assistant to Donald S. Shaw, eastern | loss in newsstand sales in all 
sales manager of National Broadcast- groups. There has been some 
| ing Company, and F. E. Spencer, for-| crease in total net paid circulat 
;merly in local sales, will assume hak due to an dees in snot 

F : : : : ; é creasing amoun |duties on coordination of transcrip- |, ' ne a 
and local business for this de- | Ot#er than newsstand sales, tota’ | tion 

| partment. 

| AS an operations assistant coordi- 

paid has fluctuated but little. 

Comparing 1933 with 1929, th 
|nating operating activities of all magazines analyzed show a total 

y ‘ =¢ 3c twici » ¢ . ™ _ /NBC sales divisions and other de- crease of 7.3 per cent in net paid 
| partments, James V, McConnell has culation, 29.2 per cent in newsst 
| been assigned to assist Edgar Kobak, le f ee ; 

. : . Ms sales ¢ D.2 r ce ‘ate 
vice-president in charge of sales, and | *#’©8 and 9.8 per cent In ral 
Roy C. Witmer, operations head for | Page per 1,000 circulation, black § 
/all NBC sales divisions. white. There has been a tota 

Walter E. Myers, formerly man-| crease of 8.6 per cent in “Other! 

~~ of WBZ and president of the | Newsstand Sales.” 

| Boston Advertising Club, has been) ‘The greatest loss in total net 
appointed national sales representa | \. : 1] } thly 1 

me » ; ee as . ‘re , > Mids 

| tive for NBC in Boston. J. A. Hol- | — aretor heirs » ce MON = eer il 
|}man, recently with thé New York | Z!e€S included in the study. 

|'Telephone Company and formerly | crease being 15.3 per cent. The 
manager of broadcasting of the|en’s magazines lost 4.9 per cel! 

American Telephone and Telegraph | the weeklies lost 2.8 per cent. 
§ € , s rvarsv se’ . . , “c « | . . ‘ news war ny, succeeds Mr. Myers at} Gains made under other thal 

i. | Fr ner Cel 
= , | Stand classifications were 2.9 Pe 

Harry Selinger, formerly manager | » : SROaLIONS \ as 91 fort 
of the radio department of Lord @|*°F Womens magazines, ». -peklies 
Thomas, will assume duties about Monthlies and 13.3 for the weer” 
June 15 as manager of NBC's central The data is presented s0 tha 
division artists’ 

ity offered 

clients. 

reader may quickly analyze the 

acter of the circulation for eae! 
lication studied. An innovation !* 

_abbreviated page at the begun - 
each group which gives quick ¥! 

ization of the items where impo! 

changes have occurred. 

Non-members may purchase and 

new facil- 

agencies and 

service, a 

midwestern 
1 pu 

ATFSC Promotes Novy 
Frank F. Novy, machinery special | 

representative tor Chicago and cen- 
jtral territory of American Type’ . the 4 
Founders Sales Corporation, has been | 0! the study at the offices - 
appointed manager of the Cleveland | sociation in New York. 
branch. 

| 
New York, 

Vogeler Bros. Appi"! 
Issues Swatch Book Advertising of Vogeler Bros. !™: 

The Mid-States Gummed Paper | Newark, N. J., maker of Vogele 
Company has issued a swatch folder | mayonnaise, has been placed wit 
of its gummed papers divided into’ W. I. Tracy, Inc., New York. Ne 

four sections according to grades. papers will be used. 
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James Rorty Tells All in 
New Volume 

New York, May 24.—James Rorty, 

one time able-bodied copywriter and 

man many moods, is holding the 

advertising spotlight at present with 

a new book, “Our Master’s Voice.” 
The original title is said to have 

peen, “Advertising—Not to Praise.” 

At the last moment, Rorty and his 

publisher, John Day Company, de- 
= cided to paraphrase the famous Vic- 

tor slogan. 

” Rorty appears at his best as a 

satirist. When his feelings change, 

- and he dips his pen into a bowl of 

poison, the reader begins to lose his 

enthusiasm for Rorty. The time ele- 

ment has also been unkind to the 

} writer, for it appears that there was 

a4 long delay between the writing of 

yn the volume and its ultimate publica- 
tion Meanwhile, one of the pub-| 

lishers to whom Rorty refers some- | 
al what scathingly passed before a 

zin greater Judge, making the writer’s 

rela expressed opinions seem puny and 

In pointless 
this Rorty also appears at a disadvan- 

ition tage when he puts Bruce Barton un- 
neth der the microscope, ending by making 

a few sordid confessions of his own. 

$ in He admits, for instance, that he did 

ittee his best to imitate Barton and failed. 
John Most of Rorty’s charges as to the 

alph value of many advertised products 

pore have already been made by the 

nt de American Medical Association, so 

He that much of the book seems futile. 

Profit Economy Wrong 

Lieve ' Readers who become impatient 

ilmot lutions will turn to Chapter 26, 

ogan { with Rorty’s unceasing literary evo- 

Cor P which happily, is the concluding epi- 

nson f ™ Ssode in the series, to find this: 

[wal ; “‘There is nothing the matter 
rte | With advertising,’ Bruce Barton once 

ites protested, ‘that is not the matter 
alvsii With business in general.’ 
men' “Since advertising is, in the end, 
a merely a function of business man- 

ns t agement, Mr. Barton’s statement is 
Ju true, broadly speaking. It might be 

] aided that there is nothing the mat- | 
vnths ter With business that is not the mat- | 

zines ter with the professions; also, that 

1 al there is nothing the matter with 

business and the professions except 

Bee that they are obsolete as practiced 
under the limiting conditions of an 

obsolete capitalist economy. 
“Finally, there is nothing the 

a matter with the machine, with in- 

a (ustry, except that its productive 
lorees cannot be released, and its de- 
humanizing effeets controlled, under 

a profit economy.” 
: There, presumably, lies Rorty’s 
si philosophy, if he has one. 

Rorty acquired his Bruce Barton 
: ‘omplex while working for Batten, 
: Barton, Durstine & Osborn, but he 

esan his advertising career under 
fortunate auspices. In 1913, he 

equit ( desk in a small New 

York agency, where “in three days 
fearned all that any bright young 

ps ‘an needed to know about the mys- 

é 'erles of advertising copy.” 

of Rorty’s chapters is devoted 
Sacred and Profane Love,” in 

whieh lhe discusses a phase of adver- 

‘Ng Which has seldom been openly 
ached, though many advertisers 

restive under their forced as- 

‘ation with such copy. Said Rorty 
Ss Nn part 

ed 

One 

br 

sis! - In the earlier stages of feminine 

“Silene campaigns, the language of 
admen was full of euphemisms, 

sorta! 7 uuirection, ot tender solicitude 

| id-eyed wives pictured above 
‘aplions as ‘The very women 

yn le 

le s 

= ; Pies A tas they knew, are grate- 

_. ese enlightening facts.’ But 

“ently the pressure of competition 
; = SPeeded up the style. 
int - _Now It Can Be Told,’ they de- 
;., In um, and ‘Why Mince Words?’ 
ogelet ® * Some of them don’t: for example, 
q wit? “© adman for Pariogen tablets, who 
News ‘ites th e following chaste communi- 

SS = 
cation, addressed presumably to the} 

OPYW automobile trade: 

- **Pariogen tablets may be carried 

|anywhere in a_ purse, making hy- 

| sienic measures possible almost any- 

where, no other accessories or water 

being required.’ 

“It has been argued that birth con- 

trol education is a necessary social 

job, and that the admen are doing it. 

The answer to that is that they are 

doing it badly, irresponsibly and ex- 

pensively, with a huge by-product of 

abortion and other human wreckage 

and suffering.” 

tdi, Sek Mies 
The Advertising Club of Los An- 

geles will move to new quarters in 

the Biltmore Hotel the last week of 

May. 

@ A good washing with plain soap 
and water — replacement of several 
Neon tubes — and this Federal dis- 
play is ready to “carry on like new.” 

Joins General Screen 
Andrew Bryne, recently sales di- 

rector of H. R. Doughty & Associates, 
has joined the eastern office of Gen- 

eral Screen Advertising, Inc., as spe- 

cial representative for development 

of use of motion picture advertising 

by national advertisers. 

Weaver with Vick 
Norwood Weaver, recently a free 

lance writer and formerly with Cal- 

kins & Holden, Inec., has joined the 
advertising staff of the Vick Chemi- 

cal Company. 

Montclair Trust Appoints 
Edwin Bird Wilson, Inec., New 

York, has been named to place adver- 

tising of the Montclair Trust Com- 

pany, Montelair, N. J. 

es National 
Auto Show in 

’35 Suggested 

New York, May 23.—Replacement 

of the New York and Chicago auto- 

mobile shows, with the consequent 

stringing out of “dealer shows” in 

other cities over a period of many 

weeks by a single national show 

week during which new models 

would be exhibited simultaneously 

throughout the country under the 

auspices of local dealer groups is 

being considered by the National 

Automobile Chamber of Commerce. 

If the new plan, which has many 

advocates, is decided upon, the show 

will probably be held between Feb. 

15 and March 1, and organized ex- 
hibits will be staged in approxi- 
mately 100 cities. 

Advertising and promotion inter- 

ests in automotive circles are said 

to strongly favor the simultaneous 

showing plan, in the belief that it 

would not only permit more effective 

merchandising of the models on a 

national basis, but would likewise 

simplify the task of new model intro- 

duction. 

Stone Heads Club 
Harry Stone, manager of WSM, 

National Life and Accident Insur- 
ance Company station, is the newly 
elected president of the Advertising 
Club of Nashville. 

by 

Electric Sign Survives 
Chicago’s Great 
Stock Yards Fire... 

“it’s a FEDERAL!” 
W. D. KRUPKE 

Vice-President in Charge of Sales 

HE greatest fire in the city of Chicago since “The Great 

Chicago Fire” of 1871 is now a matter of history. 

Twisted steel girders and razed buildings over a vast area 

testify to the wanton destruction—and to the terrific heat 
of the conflagration. 

And yet—out of the very heart of this raging inferno—a 

Federal Electric sign emerges triumphant! 

Still “‘on duty” over the doors of the Drovers building— 

the ruins of which are shown in these unretouched photo- 
graphs—is this Federal sign—silent tribute to the superior 

construction of Federal displays! 

Federal displays are built to LAST —to withstand the 

onslaught of Time and the Elements — successfully! 

That is one reason why advertisers who KNOW, specify— 

**Federal.” 

FEDERAL ELECTRIC COMPANY, INC. 
CLAUDE NEON FEDERALCOMPANY 
225 NORTH MICHIGAN AVENUE 

BALTIMORE CINCINNATI 

CHICAGO 

DALLAS DULUTH HOUSTON INDIANAPOLIS LEXINGTON 

LOUISVILLE MILWAUKEE MINNEAPOLIS NEW ORLEANS PHILADELPHIA ST. PAUL 

ee Subsidiaries: 

FEDERAL BRILLIANT CO. CLAUDE NEON FEDERAL CO., SOUTHWEST 

St. Louis and Oklahoma City, Okla. 

Kansas City, Mo. Tulsa, Okla, Wichita, Kansas 
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Hatel Gamste 

Give Reasons 
For Selection 

Ithaca, N. Y., May 24.—Recom- 

mendations of those who have pre- 
viously patronized the hotel provide 

the largest volume of business for 
hotels, according to a survey by V. 

M. Ludewig, holder of the Harry 

Latz Fellowship at Cornell Univer- 

sity. Advertising ranked second. 

Mr. Ludewig asked 503 hotel guests 

how they happened to select their 

hostelries. 

Advertising Second Factor 

Of the total, 272, or 54.1 per cent, 
said they followed the recommenda- 

tions of those who had stopped at 

the hotel at some time in the past. 

The next largest classification was 

130, or 25.8 per cent, who said they 

came to the hotel because of its ad- 

vertising. 

This group responded as follows: 

Outdoor advertising, 36; direct mail, 
31; magazines, 30; newspapers, 20; 

Hotel Red Book, 13. 

Recommendation of another hotel 

was the third most important factor, 
52 reporting this as the reason for 

their selection. 

ee | 

COLORFUL NEW DISPLAY FOR GRUNOW 

Flexton, the new display material of Hinde & Dauch Paper Company, 
is the material used in this unusual window display for the new 

Grunow vetigerater. 

esi Snail President 
E. J. Murphy, manager of the Los 

Angeles branch of the Dictaphone 
Sales Corporation, has been elected 
president of the Sales Manager’s As- 

Oneida Pays Dividend 
The board of directors of Oneida 

Community, Ltd., Oneida, N. Y., has 
declared a dividend of 50 cents per 
share on the preferred stock, payable 
June 15. sociation, Los Angeles. 
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BACK IN 1927 the packaging industry began to show signs of a new 
trend. Today many more articles find their way to market in packages than 

ever before. And today these packages have grown up into live salesmen 

for the merchandise they bear. 

In 1927 a new publication, called Modern Packaging, was launched. It 

found ready acceptance among a multitude of manufacturers whose goods 

were, or could be, packaged. Today Modern Packaging is the publication 

of a vast packaging industry. 

With a paid circulation of just over 5,000 plus a controlled circulation 

almost as large, Modern Packaging dominates a market that now spends 

almost three billion dollars annually. 

If you have something to say about packaging to the man who has some- 

thing to sell, you will find Modern Packaging a good place to say it. 

MODERN 
PACKAGING 
427 FOURTH AVENUE 

NEW YORK CITY 

People tell us they have never seen o publication quite 

like this one. May we send you a complimentary copy? 

CONSUMPTION OF 
FOOD INCREASES 

| New York, May 24.—Food con- 

sumption in this country is running 

|ahead of a year ago on a tonnage 

basis, records of the American Insti- 

tute of Food Distribution show, de- 

spite reports of the Department of 

Commerce that dollar volume of com- 

panies operating 70 per cent of the 

chain grocery stores was up six per 

|cent in April, but tonnage was off 

| three per cent. 
The discrepancy between the fig- 

ures gathered by the two authorities 

is due to the fact that chain stores 

are temporarily not an accurate in- 

dex, according to the institute, which 

says they are not handling as great 

a percentage of the retail food move- 

ment as formerly. 

Closing of unprofitable chain stores, 

more aggressive price competition on 

staples by independents, and _ in- 

creases in the food consumption of 

rural communities, where chain 

stores are scarce, are given by the 

institute as reasons for the declining 

portion of retail food sales made by 

chains. 

Dollar Volume Up | 

New York, May 24.—Food and gro- 

cery sales made through retail gro- 

cery stores, including chains and in- 

dependents, were 14 per cent ahead 

in dollar volume the first four 

months of 1934 compared with the 
same period of 1933, a survey just 

completed by the Progressive Grocer 

indicates. Independent grocery and 

combination stores had a relatively 

higher increase—17.6 per cent—than 

the field as a whole. 
Increases in independent store 

sales by geographical sections are re- 

ported as follows: New England, 

14.2 per cent; middle Atlantic, 19.5 

per cent; south Atlantic, 24.7 per 

cent; north central, 17 per cent; 

south central, 20.7 per cent; moun- 

tain states, 17 per cent; Pacific 

states, 14.9 per cent. 

According to the study, the smaller 

independent stores doing a business 

of less than $50,000 a year had an 

average increase of 18.9 per cent, 
while independents doing more than 

$50,000 annual volume showed an in- 
crease of 16.8 per cent in dollar vol- 

ume, and the 11 leading chains in- 

creased only 6.9 per cent. 

Campbell Makes Walsh 
Air Condition Sales Head 
E. V. Walsh, former vice-president 

of Timken Silent Automatic Com- 
pany in charge of sales and adver- 
tising and before that with Interna- 
tional Time Recorder Company, has 
been made sales manager of the air 

conditioning division of the Camp- 
bell Metal Window Corporation, 

which is owned by the American Ra- 
diator & Standard Sanitary Corpora- 
tion. 

Nationwide marketing through the 
plumbing and heating trade will be 
inaugurated by the Campbell Corpo- 

ration following product development 

and air conditioning selling experi- 
mentation now in process in the New 
York area. 

Club Has Birthday 
The Advertising Club. of Spring- 

field, Mass., observed its 25th anni- 
versary at a silver jubilee dinner 

May 16 at Hotel Kimball. The Wil- 
liam Pynchon Medal for. distin- 
guished service to the city was pre- 

sented to Edward A. Hall and Elbert 
Ek. Lochridge. 

Four Appoint Bott 
Advertising of Dewoody Mfg. Com- 

pany, Pine Bluff, 
powder; American Handle Company, 

Jonesboro, Ark.; Kot-Kamper 

pany, Little Rock, and Apparatus De- 

sign Company, Little Rock, has been 

placed with Bott Advertising Agency, 

Little Rock. 

Adds Three Distributors 
The Fox River 

Appleton, Wis., 

Paper Products Company and 
& Cory as New 

its mill brands. George W. 

will handle Right-of-Way and 

Era Bonds in that city. 

Paper Company, 

Alling 

New 

SOAP AND TOWEL TEAW 

FREE 
el CANNON MPLEXION CLO 

= ot, CAMAY 
4 yore o 

The Soap of Beautiful
 Women 

Typical five-column newspaper ad. 
vertising for Camay which is now 
running in a number of important 
markets, offering a complexion 
_ om with four bars of soap. 

Conflagration 
Fails to Stop 

Drovers Daily 

—.. 

Chicago, May 24-—Though jt 

offices and plant were destroyed }y 
the fire which swept through the 

stock yards district last Saturday 

with a loss of about $10,000,000, the 
Chicago Daily Drovers Journal coy 

tinued publication without missing 
an issue. 

J. J. McMahon, of the Corn Bel 

Farm Dailies, reported that the pape 

saved its subscription list and adver. 

tising schedules. Rebuilding of the 

piant was started almost immeii: 
ately. The Chicago Daily Drover 

Journal has issued uninterruptedly 

for over 60 years. 

Station WAAF, also situated in the 

stock yards district, stayed on the air 

with a story of the fire until the 
flames came dangerously close. Four 

employes were taken out of windows 

by firemen. 
Chicago radio stations covered the 

spectacular conflagration with eye 

witness accounts, in many casé 

Ark., Mexican heat | 

Com- | 

has appointed Saxon | 

York distributors of | 

Millar | 

shelving commercial programs, whilé 

the dailies issued numerous extras 

| during the evening. 

IF ormer Rep Joins 
Goulston Agency, Boston 
Harry S. Gould has joined tit 

Goulston Company, Boston agen. 

as account executive. 
Mr. Gould was for fifteen years ¢ 

publishers’ representative with Julius 
Mathews Agency and Paul Block 4* 
sociates. 

Holds Annual Tournament 
The annual golf tournament of th 

Advertising Club of Newark, X. ! 
will be held May 24 at Crestmott 
Golf Club. Elliott M. Shumlin ' 
chairman of the golf committee. 

————— 
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ADVERTISING MEN 
bound for 

|| NEW YORK 
OU’LL have a friendly wel- 
come at the Piccadilly—one 

of New York’s newest hotels— 
a comfortable room and bath 
for as little as $2.50 the day. 
@ Meet your friends in the 
SILVER LINING, Cocktail 
Room . . dance to the rhythmic 
music of the Picadilly Orches- 
tra . . enjoy delicious food in 
the Georgian Room, at moder- 
ate cost. 

@ Business and pleasure choose 
the Piccadilly . . convenient to 
the advertising center, to the 
atres and amusements . . 4 fe¥ 
steps from quick transportation 
to every corner of the towt.. 

HOTEL PICCADILL! 
227 WEST «STH STREET, NEW YORK 

Now under Arthur Lee Direction 
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BEGIN TESTS ON 
NEW REMEDY FOR 
ATHLETE'S. FOOT 

w York, May 24.—Tests are be- 

made on a new remedy for ath- 

foot marketed by Russell, Inc., 

x" in more than a half dozen 

most of them in the west and 

eral types of copy are running 

ewspapers, bringing out the fact 

the remedy employs a new ap- 

eh to the problem in that its 

makers regard athlete’s foot as a 

condition involving growth of a 

_or tiny plant, rather than a 

pros 

gern. 

Usually only one application is 

needed, since the product is com- 
pounded specifically to kill the fun- 

cus. it is claimed. Itching, copy 

claims. stops immediately and the 

infection disappears in from a week 

to 15 days. 

One of the major problems con- 

fronted in the tests is the skepticism 

toward all cures for the 

trouble. which at one time or an- 

is said to attack nearly every 

one with varying degrees of in- 

tensity The text of the advertis- 

ing therefore, hastens to point out 

the difference in principle behind 

2X8 as compared with others used 

to ease suffering from athlete’s foot 

and announces that it “stops ath- 

foot or money back.” 

existing 

othe! 

lete s 

Samples Distributed 

\t drug stores, the retail price is 

$1 sefore starting the tests in 

other cities the product underwent 

considerable experimentation in and 

around New York where physicians, 

physical directors, nurses, coaches. 

wimming pool and gymnasium di- 

and golf club and hospital 

heads were given adequate supplies 

for trials. 

To get distribution in test cities 

retail druggists were given samples 

and supplied with display cards. Job- 

were given a dozen samples 

and told about the retail samp- 

ling and test advertising planned. 

Cities where the tests are in prog- 

Los Angeles, Tampa, Miami, 

New Orleans and a few 

rectors 

hers 

ress are 

Hou 1 

Husband & Thomas are directing 

he advertising. 

New Farm Copy 
For Grape-Nuts 

New York, May 24.—A new series 

ol advertisements in farm journals 

has been started for Grape-Nuts 
Flakes by General Foods Corpora- 

tion and at the same time the free 

beetleware spoon deal, offered early 

this starting in southern ter- 
is being made available to 

dealers in the territories, including 

New York, which have not previously 
had it. 

The farm journal series, using me- 
diums such as The Country Gentle- 
"an, Household Magazine, and Suc- 

‘ssiul Farming, is a modification of 

‘he campaign which ran last summer 
«nd Tall in magazine sections of news- 
bapers. The advertisements have been 
reduced in size and employ fewer 
sketches. Each piece of copy follows 

style but introduces a dif- 

year 
ritories 

the sam 
ferent plot 

A two-column advertisement in the 

“urrent Country Gentleman shows 

ies, taking a small boy on 

hunt with a peg-leg pirate. 

ure spot is located and after 

“ging, the boy finds a pack- 

‘se of Grape-Nuts Flakes. 
The beetleware offer through gro- 

wf sisted of a limited supply of 

tour 

4 treasy 

The tre 

mi h ( 

5S Cor 

Sentt A : : 

“Ue spoons available in five col- 

is ‘Newspaper advertisements of 
about ‘ 

‘t 1.000 lines featured the event. 

Lawrence Pump Appoints 
The James Thomas Chirurg Com- 
wl B ston, has been named to 
Pump Pg erlising of the Lawrence 
Mase Berar gped Company, Lawrence, 
1seq irect mail and space will be 

Curts in Charge of 
John Lucas Advertising 

John Lucas & Co., Ine., Philadel- 
phia paint and varnish makers, have 
appointed Charles W. Curts advertis- 
ing manager. 

Mr. Curts was recently sales and 
advertising manager of General Sci- 
entific Corporation, Chicago, and be- 
fore that was associated with J. Wal- 
ter Thompson Company and with 

Pinaud, Inc., as sales and advertising 
manager. 

Bruno-Blythe Becomes 
Bruno and Associates 

H. A. Bruno-R. R. Blythe and As- 
sociates, public relations counsel, 
New York, have dissolved after 11 
years, the firm name again becoming 
H. A. Bruno & Associates. 

Active as associates in the organ- 
ization are H. P. Kelliher and R. D. 
Gudgeon, both of whom were with 
Bruno-Blythe for a number of years, 
and Belle Levy, who was secretary 
of the old firm nine years. 

Deadly Scales 
Support Welch 
Reducing Idea 

Westfield, N. Y., May 24.—The use 

of bathroom scales in grocery stores 

as a tie-in with its “reducing” cam- 

paign has produced satisfactory re- 

sults for the Welch Grape Juice Com- 

pany in limited tests. It will prob- 

ably be expanded. 

Welch salesmen have conducted 

the experiments made thus far. 

When a feminine customer sees the 

scales, she usually becomes a willing 

victim of the salesman’s wiles. She 

steps on the scales, and the sales- 

man sorrowfully reports the results. 

Offer Free Scale 

He then directs the prospect’s at- 

tention to the near-by display of 

Welch's, suggesting that if she will 

follow the diet suggested by Welch, 

she will get happier results on her 

next weighing. 

The company authorizes grocers 

who cooperate closely in this cam- 

paign to conduct a contest in which 

the prize is a free scale. Post cards 

are provided for entrants to write 

not more than 25 words on “Why | 

prefer Welch’s grape juice.” 

These cards, while keyed to indi- 

vidual stores, are mailed to the home 

office. 

New York Audeestiiinn 
Women Install Officers 

Officers of the Advertising Women 
of New York, Inc., were installed this 
week at a dinner meeting. 

Mae Shortle, advertising counselor 
who was president last year, was re- 
elected. Laura Rosenstein, Altol 
Press and a former club treasurer, is 
vice-president. Dorothy Noyes, who 
recently opened an office as consul- 
tant in medical marketing, is record- 
ing secretary and a newly elected 
director. 

Cara Haskell Vorce, in charge of 

research for Ferry-Hanly Advertis- 

ing Company, was re-elected corre- 

sponding secretary. Florence Pet- 
tinger, registrar at Pace Institute, 
and club vice-president last year, was 
installed as treasurer. 

Waters Incorporates 
Following receipt of incorporation 

papers under New York laws. cor- 
porate meeting of Norman D. Waters 
& Associates, Inc., advertising and 
merchandising, New York, resulted 
in election of Norman D. Waters, 

president; Charles Henry Weissen- 
bach, vice-president; H. L. Waters, 
treasurer, and H. Malcolm Eiseman, 
secretary. 

Code Directory Out 
A complete list of trade associa- 

tions and code administrative agen- 
cies representing the 409 industries 
whose codes have been approved has 
been compiled by the trade associa- 
tion department of the U. S. Chamber 
of Commerce. The title is “Trade 
Associations and Code Administra- 
tive Agencies in Codified Industries.” 
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With an eye to economy” seems to be the watchword of the buyer of print- 

ing today. But even the most prudent of buyers is reluctant to compromise with 

workmanship and appearance. CHAMPLAIN BOOK helps solve the problem for 

both the printer and the buyer of printing. Made expressly to meet a definite 

demand for economical, yet distinctive printing, this group of fine book papers 

has the appearance and the printing qualities necessary to produce high grade 

work, under average print shop conditions. These factors combine with moder- 

ate price to make CHAMPLAIN BOOK a group of papers for today’s printing. 

HAR 
INTERNATIONAL PAPER COMPANY 

NEW YORK, N. Y. 22 

BRANCH OFFICES: 

CHAMPLAIN BOOK is “An INTERNATIONAL Value,” made in TEXT, laid, white 

and five delicate pastel colors —and in ENGLISH FINISH, EGGSHELL and SUPER- 

CALENDERED in white and India, in a complete range of standard sizes and 

weights. Ask your paper merchant for test sheets or write for sample book. 
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A 
Address All Requests to Sales Dept. F 

O EAST 42nd STREET, 

Atlanta + Boston + Chicago - Cleveland + Philadelphia + Pittsburgh 
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LARGE SCHEDULE 
PLANNED FOR NEW 
TENDER LEAF TEA 

New York, May 24.—The stimu- 

lating effect of tea, produced by the 

flavor-bearing oil, theol, is the basis 

campaign by Standard 

Brands, Inc., on Tender Leaf tea in 

magazines and newspapers. 

In combatting hot weather let- 

down, the company is repeating the | 

theme employed last summer by| 

Chase & Sanborn Tea. Tender Leaf 

is the suecessor to that brand. Its 

package indicates the relationship 

by carrying the Chase & Sanborn 

signature. 

A full page in colors opened the 

new hot weather series in magazines. 

This will be followed by two columns 

of a new 

monthly, black and white Maga- 

zines on the schedule are Good 

Housekeeping, Ladies’ Home Journal, 

MeCall’s Magazine, Saturday Eve- 

ning Post and Woman's Home Com- 

panion, 

Initial newspaper insertions  fol- 

lowed the copy theme of the maga- 

zine series closely. <A large list of 

is being approxi- 

mately the same as on the Chase & 

Sanborn coffee list, but insertions 

will be smaller and less frequent. 

newspapers used, 

Expect No Decrease in Market 

On the air, Tender Leaf and Royal 

desserts are being featured during 

the summer in the Baron Munchau- 

sen broadcasts. J. Walter Thompson 

Company has the account. 

Copy appeals to those who desire 

more zestful living, and, of course, 

takes into consideration the demand 

for iced tea during heat waves. Ten- 

der Leaf’s market, it is believed, will 

cups, thus slightly toning down the 

‘quickens the emotions’ phrase used 

ast year. 
“Without any undesirable after- 

effect, tea quickens the tempo of 

life,” the text of the first advertise- 

ment continues. “It pleasantly stim- 

ulates the flow of thought, and sharp- 

ens the perceptions. Gently but 

surely it brings to both body and 

mind an increased sense of well-be- 

ing and enjoyment.” 

Most highly cultivated people the 

world over have long appreciated 

these facts, the copy continues, extoll- 

ing the part played by theol with 

statements that what one likes in 

tea is this oil, which is present in 

all tea, but in varying amounts. 

“More theol is found in Tender Leaf 

tea than in any but the most costly 

blends, not ordinarily found in groc- 

ery stores,” it continues. 

The new brand is packed in two 

sizes at moderate prices. 

Four Railroads in 
Cooperative Drive 

Four railroads will run combina- 
tion copy in behalf of travel to na- 
tional parks this summer. They are 
the Missouri Pacific, Chicago, Bur- 
lington & Quincy, Western Pacific 
and Denver & Rio Grande. 

Part of the copy will be placed by 

Reincke - Ellis- Younggreen & Finn, 
Chicago; the remainder by Conner 
Advertising Company, of Denver. 

Joins Geyer-Cornell 
Rodman P. Caterson, formerly with 

Andrew Cone General Advertising 
Agency, Inc., and Dorrance, Sullivan 

& Co., Inc., has joined Geyer-Cornell 

Company, Inc., New York, as produc- 

tion man for the merchandising de- 

partment. 

Gilman Advanced 
M. M. Gilman, vice-president in 

charge of distribution of the Pack- 

ard Motor Car Company, has been 

promoted to the post of vice-presi- 
dent and general manager. 

not be lessened by stronger drinks | 

during the first summer since repeal. 

“Richer in theol, it awakens the 

senses,” says the caption under an 

illustration of a young man and 

woman posed tastefully over the tea 

| With “Liberty” 
| 

R. A. Feldon, former western ad- 

| vertising manager of Business Week, 

| has joined the eastern sales staff of 

Liberty. 

NEEDLECRAFT 

| IVestern 

The Home Arts | 

Announces | 
| 

RICHARD C, CHAPECK 

the appointment of | 

| 

| and 

the opening of its Chicago Office at 

601-02 Bell Building 

307 N. Michigan Avenue 

Chicago, III. 

MAGAZINE | 

| 

Manager | 

Getting Personal 
Ralph Starr Butler and I. S. Randall are enjoying a dry land race 

from Cleveland to Long Island Sound with their new Matthews auxil- 

iary sail boats, first stock models in this class. Butler’s boat was 

lashed to a flat car a few days ahead of Randall’s, but the latter hopes 

to even up in the water if he is second on the launching at Mamaro- 

neck. 

After many years out in the cold, Gil Hodges has finally been 

elected to the Nit-Wit club, the New York Sun's most exclusive organ- 

ization. He qualified by demanding some special shirts at a local 

retailer’s, which he was under the misapprehension had been adver- 

tised in the Sun. The copy to which he was responding had appeared 

in another newspaper and the Club was not satisfied with Gil’s explana- 

tion that he was misled by the fact the retailer was a regular Sun ad- 

vertiser. 

Awing co-workers at BBDO with his heroism, Don Velsey has re- 

mained calm all through the ordeal of becoming a father for the first 

time. His son, Donald Witherill, is not a junior. Papa’s name is 

Donald Wellington. George Gallup, Y&R, is looking for a good 
used tractor to equip his new dirt farm near Somerset, N. J. 

Harry Casey, Scripps-Howard Newspapers, and Herman Jaffe, 

Harold Nathan Press, have roared challenges to Advertising Club mem- 

bers to engage them at chess and ping-pong, respectively. Mr. Casey 

imposes no restrictions whatever, but Mr. Jaffe says his adversaries 

must make 240 pounds tableside. 

Mort Bolton, Ned Midgley and Frank Owens lave brought fresh 

laurels to BBDO by winning cash prizes in Radio Guide's puzzle con- 

test. Dan Casey and John Whalen have puzzled co-workers at 

L&T by doing their work standing several Mondays in succession. The 

agency detective cleared up the mystery with the discovery that the 

boys were strenuously practicing horsemanship week-ends. 

Frances Ingram has sailed for a Paris vacation but will probably 

devote no little time to noting the complexions the girls on the boule- 

vards are wearing with the new wind-blown styles. She'll stay at the 

Wagram and will probably be seen at Joe Zelli’s, the Dome, the Ritz 

Bar and all the other places an energetic girl is likely to wend her 

way. 

Anent the appearance of his interesting article on the Irish Sweep- 

stakes in the current Harpers Magazine, fellow workers of Jack Mc- 

Carthy at McCann-Erickson have begun afresh to twit him about that 

“overnight stop in Ireland a year ago.”’. 

Thomas W. Dewart is busy with plans to make the New York Sun's 

annual golf tournament next Sunday the most enjoyable to date. It 

will be played at the Winged Foot Country Club and the rivalry be- 

tween the business and editorial departments is at fever heat. 

The K&E tournament is scheduled for June 7, with Bill Pruessner 

and Alan Bolte in charge of arangements. Betting on the outcome 

favors Henry Eckhardt and Bill Pruessner. The providence that 

watches over advertising men saw to it that E. J. Helck, Axton-Fisher’s 

v. p. in charge of advertising, recovered from a serious illness in time 

to attend the Derby. 

Walter Emery, a. m. of the United States Rubber Company, and 

F. D. Richards, v. p. and secretary of Campbell-Ewald, and other not- 

ables attended a testimonial dinner at the Ambassador last week in 

honor of Frank Harkins, who is retiring as assistant a. m. of U. S. 

Rubber to become a. m. of the Barrett Company. 

Whatever disappointment F. S. Murphy, business manager of the 

Hartford Times, had felt because of the fact his 21-year old son, 

Warner, a student at Brown, had turned his back on the publishing 

business, has been forgotten in admiration of the lad’s ability in build- 

ing up a sizable and successful yacht brokerage business in his spare 
time. 

Among notables who attended the testimonial banquet of the 

Chicago Alumni Chapter of Sigma Chi this week were Kenneth C. 

Hogate of the Wall Street Journal, M. H. Aylesworth of NBC fame, 

and James G. Stahiman of the Nashville Banner. George Ade was 

honor guest. 

A. D. Lasker of Lord & Thomas has been named a member of 

the Illinois State Commission to the 1934 Century of 

Governor Horner. Yachting enthusiasts are scrambling for 

copies of the “yachting issue” of Boston Advertising Club's paper, 

published for its meeting this week at which Charles Francis Adams 

told all about the America’s Cup competition. 

Progress by 

W. Frank McClure, vice-president of Carroll Dean Murphy, Inc., 

and president of the Chicago Federated Advertising Club, would have 

it Known that the new organization is to be confined to advertising 

folk exclusively. “No lawyers, 

said he. 

A. E. Aveyard, executive vice-president of Lord & Thomas, Chi- 

cago, will get close to nature in the north woods during the next 90 

days. He has been given leave of absence by the agency. 

doctors, or engineers need apply,” 

Pat Murphy, eminent member of the publicity staff of General 

Motors Corporation, will make his headquarters in Chicago during 

A Century of Progress. Norman Gregg, of Erwin, Wasey & Co., has 

moved over to make room for Mr. Murphy’s desk. 

John C. Flanagan, of the Chicago staff of the St. Louis Post- 

Dispatch, is being chaffed—gently, of course—as the result of an 

item in the Chicago Tribune to the effect that a book salesman sug- 

gested “Little Man, What Now’ as appropriate reading material for 
atrip. The catch is that John is 6 feet 2 inches tall and weighs around 

250. 

_ 

COLOR EXPERT 

| 
Harry L. Gamson, production man. 

ager for Erwin, Wasey & Co., Chi. 
cago, will lead the discussion on 
"Newspaper Color Advertising” at 
the meeting of the A.N.P.A. 
mechanical division at St. Louis 

June 6. 

| 

Armour Fertilizer 

Shifts Staff Men 
William J. Gray, eastern manager 

of the Armour Fertilizer Works, At. 

lanta, Ga., who has had his offices iy 

New York, has been elected a _ vice- 

| president of the ¢ompany, with head. 
| quarters in Atlanta. 
| G. T. Cunningham and C. C. Ar. 
| ledge of the sales department at At. 
| lanta, have been made assistant gen- 

eral sales managers. 

John C. Bennett, assistant manager 

of the Baltimore office, has_ been 
named manager in charge of the San 

| Juan, Porto Rico, office. 

Vacuum Power Starts 
The Vacuum Power’ Equipment 

| Company has been organized at 1627 

| W. Fort St., Detroit, and has taken 
over the advertising, sales, distribu- 
tion and sales engineering activities 
formerly handled by Velvet Power 
Brake Company. Extensive advertis- 
ing is planned. 

O’Neill Manages Branch 
The Applegate Advertising Agency 

Muncie, Ind., has opened a_ brane 
in Indianapolis. R. S. O'Neill, for 

merly with Erwin, Wasey & Co 

Campbell-Ewald Company and 
| Brooke, Smith & French, Ince., wi! 

| be in charge. 

Editor 
W anted 

\ man of wide advertising 

or newspaper experience 
who not only can edit other 

men's work but who also 
can write good copy him- 
self. Must have keen sales 

as well as word sense. De- 
sirable he should be expert 
enced in the scheduled pro- 
duction of 12,000 to 20,000- 
word scripts through 4 

staff of writers. To sucha 
man a large Chicago orgat- 
ization producing sales ma- 
terial offers a job with an 

unlimited future and a very 
attractive present. \Vrite 
giving full details of ex 
perience and salary ideas to 
Box 459, Advertising Age: 
Chicago. 

Makes Films va Sinclair 
AudiVision, Inc., a member of the 

Trade-Ways Group, has just com- 

MASS PLAN ADVEATIS! 
HOME-TO-HOME DISTAIBUTION OF ADVERTISING AND S AMPLES 

pleted two of a series of seven pro- 
ductions for the Sinclair Refining 
Company, to be used as a training 

program for the company’s service 
station outlets. 

WL 
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Starts Boston Office 
Richard L. Fenton, who has con- 

ducted an advertising agency in his 
> bs = = e\ oe ez 

own name on the Pacific coast for the G 

past seven years, will open an office A DVE RAT 
cH! in Boston, where he formerly worked. Bo % AS t EIGHTH ST. c 

Many of America's shrewdest sales and adver- 

tising executives are putting Mass Plan . - - 

Direct-to-the-Home . . . Advertising to work 

. . « because IT DOES WORK! 
it's the Big 4. 

In Chicago 
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SIMMONS PAYS 
CHOW BILL FOR 
WHOLE INDUSTRY 
Chicago, May 24.—In a broad pro- 

motion effort from which the entire 

industry will profit, the Simmons 

Company is conducting the “Style 

of Modern Bedrooms” in 40 

major cities throughout the country. 

Though Simmons finances the show, 

it is sponsored by the Modern Amer- 

jean Guild in cooperation with Good 

Housekeeping, and competing manu- 
facturers are allowed to display their 

wares. 

The show consists of 18 complete 

pedrooms, furnished to the last de- 

tail of dresser accessories and even 

fresh flowers. Its object is to give 

the American public a new concep- 

tion of metal furniture, which as pro- 

duced by modern designers, is gay, 

colorful and simple, with little in 

eommon with the cumbersome brass 

beds of the 90’s. 

The shows are held Monday, Tues- 

day and Wednesday in each commu- 

nity, four crews operating simultane- 

ously. The Modern American Guild 

supports the show with an 800-line 

rotogravure advertisement in each 

city. This copy mentions no manu- 

facturer’s name. Much corollary ad- 

vertising is done by interested deal- 

ers. 

Show 

Show Many Products 

Though Simmons suites predomi- 

nate in these shows, the products of 

more than two dozen other manufac- 

turers are displayed. The rooms 

were designed by a board of New 

York interior decorating experts. 

The board of directors of the Mod- 

ern American Guild includes Helen 

Koues, of Good Housekeeping; Rich- 

ard Wright, editor of House ¢& Gar- 

den; Mrs. Cameron Tiffany, Lady 

Mendl, Neysa McMein, and Mrs. Bid- 

dle. 

John W. Hubbell, sales promotion 

director of the Simmons Company, 

is in charge of the shows. Mr. Hub- 

bell believes 1,000,000 people will have 

seen the shows by June 20, when they 

end, with as many more viewing the 

same furniture in their dealers’ 

stores. 

Advertising Women 
of Milwaukee Elect 

Helen Weinmann, Carmi-Lustro 

Company, has been re-elected presi- 
dent of the Women’s Advertising 
Club of Milwaukee. Mrs. Marie E. 
Barnhardt, Leader Card Works, re- 
tains the post of vice-president. 

Other officers are Alice M. Kiess- 
lich, advertising manager, American 
Lace Paper Company, secretary; 
Irma F. Mueller, Klau-Van Pietersom- 
Dunlap Associates, corresponding sec- 
retary, and Mrs. Elsie Devlin, treas- 
urer, 

Has New Subsidiary 
A new wholly-owned associate com- 

pany of General Mills, American Re- 
search Products Company, has been 
formed to succeed Sun-A-Sured, Inc. 
The headquarters of the new com- 
pany, which will act as marketing 
agent, are in Chicago. 

Starts “Fashions Art” 
A new trade quarterly, Fashions 

Art, edited by Dessie M. Barr, will 
— its initial appearance in New 
York late in June. The paper will 
ay articles not only on women’s 
— but the materials and influ- 

€s behind them. 

—— 
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Wheat Krispies, 
Newest Kellogg 
Cereal, in Debut 

Hartford, Conn., May 24.— The 

newest member of the Kellogg Com- 

pany’s family of cereals— Wheat 

Krispies — made its debut here last 

week when the company launched 

first newspaper advertising on the 

new product in the Hartford Times. 

Initial copy, placed by N. W. Ayer 

& Son, Inc., Philadelphia, the Kel- 

logg agency, ran in _ five-column 

space, and defined the new product 

as being “like popcorn, only better.” 

Kellogg submits its new cereal of 

“nourishing wheat, popped,” as the 

answer to what it declares is a 

hunger born of several years’ dearth 

of new food products. The familiar 

red and green package in which 

other Kellogg cereals are packed has 

been enhanced for the newest addi- 

tion to the family with a semi-mod- 

ern effect which emphasizes the 

newness of the product. 

“During the past few years,” the 

announcement copy declared, “not 

many new products have been put 

on the market. This is especially 

true of food products. Wheat is one 

of the finest foods grown by man. 

It supplies body fuel and building 

elements in admirable balance. 

“For years we have been working 

toward the production of a wheat 

cereal that would be unlike anything 

made before—as temptingly delicious 

as it was wholesome. Kellogg’s 

Wheat Krispies are a wholly new 

kind of ready-to-eat cereal.” 

Newspapers will be used as the 

backbone for the introduction of the 

new product, with window and 

counter displays adding punch at the 

point of sale. 

Petry Stations Meet 
Men from the stations represented 

exclusively by Edward Petry & Co., 
Chicago, held their annual meeting 
at Medinah Athletic Club May 7-9. 

Classified 

Advertising 
The rate for this department is 40 

cents a line (not agate line); mini 
mum, $2. 

POSITIONS WANTED 

Experienced editor capable of com- 

plete handling of _ self-supporting 

(customer) house organ wants simi- 

lar situation. If you are planning 

one let me give you facts and figures. 

Box 460, ADVERTISING AGE, Chicago. 

WE WANT TO place a copywriter 

who is leaving us. A year with us 

(we are well-known national color 

advertisers), three with one of the 

country’s best known advertising 

agencies, and other experience. Cap- 

able layout artist. Thirty-one, mar- 

ried. Pleasing personality. If you 

can use a copy and layout man to 

generate ideas, we suggest you let 

him call with samples. Box 462, 

ADVERTISING AGE, New York. 

Young woman with 11 year’s ex- 

perience in advertising, merchandis- 

ing, promoting, buying, packaging 

and research on fabrics, cosmetics, 

ready-to-wear, and allied lines for 

both retail and wholesale firms de- 

sires connection with agency, manu- 

facturer, magazine or store. Box 

461, ADVERTISING AGE, Chicago. 

HELP WANTED 

Wanted: Representative with es- 
tablished following in the promo 

tional field to sell created intelligent 

and productive talent of the largest 

commercial art studio in the United 

States. General Art Studio, 2400 W. 

Madison St., Chicago. 

Green-Brodie Expands 
Green-Brodie, Inc., New York agen- 

cy, has moved from the 13th to the 
15th floor of the Columbia Broad- 
casting Building, where larger quar- 
ters are available. 
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ILLUSTRATION 
The baker, a reader of Food Industries, 
buys from other readers of Food Indus- 
tries such ‘raw’ materials as: 

Butter Chocolate 
Cheese Confectionery 
Milk Nuts 
Flour Gelatine 
Flavors & Colors Cocoanut 
ruits Malt 
Jams and Jellies Baking Powder 
Pumpkin Syrups & Honey 
Corn Products Vegetable Oils 
ggs Concentrates 

Salt Mincemeat 
Yeast Lard 
Fillings Sugar 

Both the makers and the users of these 
“raw” materials buy machinery, equip- 
ment and containers from Food Indus- 

Who makes 

your lemon meringue pie? 

— 

Published by 
McGraw-Hill 

330 W. 42nd St. 

New York 

ABC-ABP 

(GUESS AGAIN!) 

mother, your cook and 

ingredients. 

beverage that we consume. 

- . + but only partly right. 
located in at least 14 states, have a hand in it. 
They make the food products that you call 

Some of them are the products 
of agriculture but ultimately all become the 
products of food processing—just as the 
finished pie itself is a product of processing. 

You may say your baker, your wife, your 
you would be right 

Many cooks, 

There’s a winding geographical past behind 
nearly every item of food, confectionery and 

Food manufacturers 
draw the “raw” materials from every corner of the 
globe, process them and distribute them two ways. 
Some of them go into trade channels and finally 
reach the home, hotel and _ restaurant. Others 

(nearly 50%) stay within the family, going directly 
to other food manufacturers for compounding and 
further processing. Thus this market of food 

manufacturers is not unlike a lot of other industrial 

markets. 

ished” products are the “raw” 
manufacturers. 

What some manufacturers make as “fin- 

materials for other 

Every reader of Food Industries is by function a 
“chef.” His title may be superintendent, engineer, 
general manager or president but he deals with com- 
mon methods of handling, preserving, processing 
and packaging food. It is his job to cater to the 
tastes and the health of a population. He pays to 
read Food Industries because its editorial and adver- 
tising pages provide him with an ever-changing fund 
of information about problems and their solutions 
in all types of food plants. 

ee PP aU ee ar Meee ee cE ee ne ae Se Ee ee ee ee a he ae Oa Re ee cg we eS ; 
ar ms ees) ao meet 5 i 7 = eee eee Se See ee , ee St % i H E : 7 ; oy et tg » é a 2 =i ue wer. Lae | 

oy ee e < aiaae 

td i: 

ee = _ ‘ ae ¥ 

5 May 26, 1934 a 
7 Nee C0000 0— maT . 

; } 4 

: Po a 

| 5 « 

. € 
= ; 

| | | 
Rin ial | 
Sry. 

Tae 

Be me 

eh: 
= pee 

ier, ae 
hs | 

ay. 
Fi 

| 

. 

oe 
tg vice 

oe 
—= ihe i. : 

cam ; 

4 
| a | | cll 

I- 2 
a 

yn ee 

‘ 7 
\. os 
i$ 

ad 

ae? 
see 

a. 
let 

= ae a 

en ce ‘ e \ red a Ee H at ot ae 
f ae —o b \ ven 

- 
. Fes oe ot 

aS t : a\N » ; i 
\t- a P 

} in ae . ae : 

ice. ——_ . a 
+a =a 

ad. 7 

Ar. 4 

Zen: a 

iger = 
eel : ga 

San ee 

“4 ‘ee 

: ; : a 

_ ( nf 4 i ee 4 
4 

"o- 

‘ y a 

Be 5 + 
Pe 

ch en ce a. 
ency | cy a 

Lor oo ae 
omsetineenime ae is 

Co | — — aa : 

" ee ag Das Pa a 

aks 
— 

. j =e 

ae 

ee =a 

ng 

ice 

et CC TTTT—— 
80 ee a ad 
n- 

oe 

. pO Bf. 
i> a 

ro- ; 2 Es 
ares 

' ee a re a 

ha el ——(i‘CCtCsCsisr 
an- 

<4 ee 
an 

ery 

rite 

ex- 

s to 

- C C 

= gine araeeseimeeosnteomatene - ee 

PLES , 

re | a og : a 
an * ; f ‘ } : - 7 w : ; 

rk | - 

go | ee 
: 4 : ang fs . : 

4 

Ps BO 
Rents. 
Sis eee 

es ey Pu fl aapetaaieston A ies Fy eae coe) fee pegs ty a etage Raia eae. ai ew ar Pie ag ii vararen RA RO eg ed Se Oe ae cee he Pras aeeey: : = ik er Ai tpdehat se a EN Fak | eR oy ic all rh $ DA 3 G8 ahtoes! belie k Oe oh? Syne 
weer Puch: ieee oo Pete t eth Fe Vga pn eee sere Oe Feiss, ie Rade cat, SAORI Tie al lee 2 ak Tar ok >t Pe Oo MEE Ce ee ne ‘ie Pe ha gel Pa ae Sta tee eX ae GO okt Saale ee ee at NP oe digo Tuin & ee we Pe fae. “ Sp Sages erat NG ai ? ee Suga ae ern ah é ioe afte : fi eaters. eam ihe e Papbes aT, © ae f<" Pa teal Sa SS 28, shes eee As reid Anan © Cee ee mop ess Yip) comraas eee? ce eeks ry > ee ees iba 4) tay 4 Soy aie Bat toe he aes 

es 8 Ba ORR RR le RS SH vce ae) Eee Bs eat ace feta a pees eS Sri 7 ee : ae ae RRs Fe ae ae ae BR AES ARM OS Dae al ME 
Oe Patra CGR a eae genes RR ASR ene ee) te nM © AW eae ge fag ae ce AA caper RUNS 2 ER eee AREY oe SEMEN es | See ee Rr Ne 
Rie PAN ad, cake ty eer ONE: : BES aro | a Nie oh ee Di hie PLD eae Pee Defy 2 ON bhi ad sa aoe ape a geese e: Et ARE FOS IE A py NN pear RA OP CUPL IN Ba 2s Soh ths Oy 2B a A ier wae eT oraA Ne Be Nese LS Magee Fe ee goa SE! 8 MCR Pal canara eee eee ea ease Pree Cee Sa AT nae ae ey OS BAS a te eS ar Aj ont 8 aA a taf 2 Zee eat 



ate 

oa 

8 

a 
eer a ae 

an ge 

age 
* 

24 

~~ reer . oe oe ee ee, eee ak on el aoe. . * ‘att PY see a Se Ses een & w We 

ADVERTISING AGE 

Wa a ae nat a ee ae ee rie 4 

May 26, 1934 
<a; 

Crowell Board Elects 
Maxwell, Other Officers 

Lee W. Maxwell has been elected 
chairman of the board of Crowell 
Publishing Company and P. F. Collier 
& Son Company, succeeding the late 
George H. Hazen. 

Other officers: Thomas H. Beck, 

president; Albert E. Winger, execu- 

tive vice-president and _ treasurer; 
Gertrude B. Lane, John S. Brehm, 

Frank Braucher, Charles J. Bevan 

and William P. Larkin, vice-presi- 

dents; and Alfred D. Mayo, secretary. 

A special executive committee of 
four men was appointed by the di- 

rectors. It consists of Messrs. Max- 
well and Beck, Albert E. Winger and 
Joseph P. Knapp. 

Joins Henry J. Kaufman 
Helen Stewart, who has been with 

stations WFBR and WCAO, 

man Advertising Agency, 

tion. 

Balti- 
more, has joined the Henry J. Kauf- 

Washing- 
ton, as supervisor of radio produc- 

W. make 
ver ood 
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KAPID COPY SERVICE 

(Vanderbilt 3-3680 
New York) plaza 3-1360 

Cleveland: Main 9335 
{State 6013-4 
)State 5980-1 

Chicago 

3,396,309 
100% 

VOLUNTARY 
PROSPECTS 

of which 1,626,203 
are adults. The 
balance are young 
women. 

The only effective 
and _ economical 

system for covering the Home Economics 
field thoroughly. 

HOME MAKERS EDUCATIONAL SERVICE 

Gerald B. Wadsworth, Directer 

Freeport New York 

> - 

@ How long will they 

are waiting to see 
selling him? 

CONVENTION ISSUE 

zine covering the convention 

$150 per page 
l-time basis 

~ CIRCULATION JUNE 

| @ How long did they spend getting there? 

@ How much must they “educate” the man they 

Advertising in THE EXECUTIVE PURCHASER 
will cut down this Time Waste! 

The EXECUTIVE PURCHASER is the only national maga- 

Purchasing Agents in Cleveiand, June 18-19-20-21. ... A con- 
vention of men who purchase BILLIONS OF DOLLARS 
worth of supplies and equipment annually. 

NO INCREASE IN RATES 

The Purchasing Agent is either the sole factor or the 
influencing factor in every sale. 

Write or wire for reservations or information. 

Ghe EXECUTIVE PURCHASER 
623 EAST ST. CLAIR AVE., CLEVELAND, OHIO 

CODES AND COSTS 
SHARE SPOTLIGHT 
AT S.N.P.A. MEET 

| 

| Louisiana, John D. Ewing, Shreve- 
| port Times; 

| Mississippi, T. M. Hederman, Jack- 

son Clarion-Ledger; North Carolina, 

J. L. Horne, Jr., Rocky Mount Tele- 

\gram; Oklahoma, Clyde E. Much- 
more, Ponca City News; South Caro- 

\lina, A. W. Huckle, Rock Hill Herald ; 

| Tennessee, Adolph Shelby Ochs, Chat- 

\tanooga Times; Texas, Ted Dealey, 

| Dallas News-Journal; Virginia, S. L. 

| Slover, Norfolk Ledger Dispatch and 

| Virginian-Pilot ; West Virginia, Rob- 

lert L. Smith, Charleston Gazette. 

(Continued from Page 1) 

Stodghill Is Thanked 

President Roosevelt sent greetings 

to the association, congratulating 

newspaper publishers upon their sup- 

port of the recovery program. 

The association discussed plans for 

the resumption of a cooperative ad- 

vertising campaign, involving the ex- 

penditure of $20,000 in 1934. In- 

creased dues to provide for expanded 

service to members were also voted. 

In adopting a resolution of thanks 

to Howard W. Stodghill, Lowisville 

Courier-Journal and Times, for his 

work for the newspaper boys of 

America, the association expressed 

its approval of the present provisions 

of the code regulating their ages and 

working conditions. Discussion at 

the convention indicated that more 

severe regulations on this subject 

may be proposed by the NRA. 

J. N. Heiskell, Gazette, Little Rock, 

Ark., read a report for the editorial 

affairs committee, in which he said 

that in spite of the standardization 

of newspapers through syndicated 

| features, they may retain their in- 

dividuality through vigorous’ edi- 

torial expression. 

J. R. Marks, circulation manager 

ARE 
THESE MEN 

YOUR 
SALESMEN 

have to wait? 

before they actually start 

CLOSING JUNE FIFTH™S 

of the National Association of 

$140 per page 
12-time basis 

ISSUE TEN THOUSAND “*" - 

N. C., made a plea for an adequate 

return to the publications from sub- 

scriptions, instead of looking exclu- 

sively to the advertiser to absorb the 

increased costs which seem to be 

ahead. 

Explain Gallup Studies 

Maj. George L. Berry, president of 

the pressmen’s union and division ad- 

ministrator of the NRA, urged study 

of newsprint manufacturing possibili- 

ties in the South, an idea which was 

warmly endorsed by Clark Howell, 

Atlanta Constitution. 

Because it was suggested that the 

federal government might be willing 

to finance the establishment of news- 

print manufacture in the south, 

Emanuel Levi, general manager of 

the Louisville Courier-Journal and 

Times, urged the amendment of the 

resolution on this subject to include 

provision for the deyelopment of the 

project through private enterprise. 

His amendment was adopted. 

H. H. Anderson, of Gallup Re- 

search, spoke at the final session on 

Sunday newspapers, basing his talk 

on material developed for the Kim- 

berly-Clark Corporation. He said that 

the recent trend of national adver- 

tising toward Sunday newspapers has 

been brought about by the appeal of 

special sections. Charts showing the 

relative reader appeal of various 

Sunday features were explained. 

Harvey Kelly, of the A. N. P. A.,, 

discussed the technical phases of the 

newspaper code from the standpoint 

of relations with labor. He is a 

member of the newspaper. labor 

board, 

Ask Code Policing 

Newspapers are being called on to 

assist in policing industry codes with 

reference to advertising, it developed 

at Monday’s session. 

The cleaners’ and dyers’ code au- 
thority has asked publishers not to 

accept the advertising copy of com- 

panies whose prices are below the 

minimum code rates, and the Atlanta 

hewspapers have agreed to this re- 

quest, 

Newspapers generally, it was indi- 

cated, have refused to accept this 

responsibility, taking the position 

that it is the job of each industry 

to do its own policing. 

Several other industries have ap- 

proached newspapers with requests 

for cooperation through the rejection 

ot copy which it is alleged violates 

code provisions in any way. 
EK. K. Gaylord, Daily Oklahoman, 

Oklahoma City, appeared to repre- 

sent the general sentiment when he 

said that to pass on code provisions 

affecting outside industries would in- 

volve prohibitive detail and expense, 

besides depriving the public, in some 
cases, of legitimate service and satis- 

factory prices. 

Major J. G. Stahlman, Nashville 

Banner, who reported for the legisla- 

tive committee, warned the publishers 

that though the passage of the Tug- 
well-Copeland bill at this session of 

congress is unlikely, it will come up 

again at the next session, and con- 

tinued opposition will be needed to 

prevent its enactment at that time. 

$.2800, the Copeland bill, is not sat- 

isfactory trom the standpoint of pub- 

lishers, he declared. 
Col. Harry M. Ayers, Anniston, 

Ala., Star, said that smaller news- 

papers should establish higher sub- 

scription rates to insure a reasonable 

return while discussing this question, 

and Captain Enoch Brown, Jr., Mem- 

phis Commercial-Appeal, discussing 

mechanical problems, strongly urged 

greater care in the handling of ad- 

vertisements to insure the best possi- 

ble presentation of the advertiser’s 

message. 

Major Stahlman, retiring as chair- 

man of the board of the association 

after seven years’ service as an offi- 

cer and director, was presented with 

a handsome silver service at the con- 

clusion of the Monday morning ses- 

sion. The presentation was made by 

Major John 8. Cohen of the Atlanta 

Journal, 

A golf tournament was held yes- 

terday. B. H. Peace, News and Pied- 

mont, Greenville, S. C., won the low 

gross for members, and George Lit- 

tle, Home Economics Service Cor- 

poration, New York, for guests. The 

prize for low net for members was 

won by Mr. Stodghill and for guests 

by C. W. Mitchell, the Branham Com- 

pany, Chicago. 

IN LIMELIGHT AT NEW YORK CLUB LUNCHEON 

ee ee 
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Through the good offices of the members pictured here, the national 
advertisers group of Advertising Club of New York last week heard 
John Murray Gibbon, dean of Canadian advertising men. Seated, 
left to right: W. D. M. Simmons, Underwood, Elliott Fisher Company; 
Mr. Gibbon, Canadian Pacific Railways; Louis Wiley, New York 
Times." Standing: Charles Speaks, Kenyon & Eckhardt, Inc.; Jack 
Lait, King Features Syndicate; Gilbert T. Hodges, "New York Sun;" 
Henry Eckhardt, Kenyon & Eckhardt; P. L. Thomson, Western Electric 

Company. 
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Appliance Makers 

with the six 
Dealers Association of the city in a 
year’s campaign to use 115,000 lines 

Angeles, is sponsoring a 

gram 
week 
Frederick Lindsley, educator and psy- 
chologist, in his interesting efforts to 
right the public on popular fallacious 

beliefs. 

\Two New Accounts for 
Phelps Engel Phelps 

The Upper Peninsula Development 
Bureau of Marquette, Mich., has ap- 
pointed Phelps Engel Phelps, Inc., 
Chicago, to place resort advertising 
in newspapers and outdoor magazines 

for June, July and August. 
The Hollywood Diet Corporation, 

Chicago, has named the same agency, 
to place copy in newspapers for Star- 
dom’s Health Diet. 

in Co-Op Campaign 
The municipally owned light plant 
Kansas City, Kans., has joined 

months old Electrical 

the Kansas City Kansan. 

All appliance dealers have sub- 
ribed for specific amounts of space 

r the year. 

Has “Bunk” Program 
The Rio Grande Oil Company, Los 

radio pro- 
“Bunk.” The _ twice-a- 
features Dr. Charles 

Two Join Blackman 
Arthur L. Terry, formerly with 

Erwin, Wasey & Co. and Critchfield 
& Co., has been named assistant office 
manager of the Blackman Company, 
Detroit. Frederick C. Hanks, who 
has been with Maxon, Inec., has also 
joined Blackman in a contact and 
executive capacity. 

called 

series 

MORE NEWS IN 

Advertising Age 
Than Any Other Publication! 

Read your own copy, and be sure of hav- 

ing the latest information on all advertising 

developments all over the country. 

$1 a year —Fifty-two issues! 

Use the coupon! 

Advertising Age, 537 S. Dearborn St., Chicago. 

I enclose $1 (cash, check or money-order) for which 
send me the National Newspaper of Advertising for one 

year. 

Name 

Company 

Street and No 
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DAILIES’ SHARE 
OF ADVERTISERS 
DOLLAR GROWING 
New York, May 24.—A report on 

newspaper, magazine and broadcast 

expenditures for 1933 compiled by 

the Bureau of Advertising, American 

Newspaper Publishers Association, 
ing 842 companies shows a bet- 

rey position for newspapers than the 

erydy revealing division of the na- 

tional advertiser’s dollar released 

earlier in the year. 

On the report issued this week was 

phased the estimate that more than 
61 per cent of the aggregate adver- 

tising 

companies went to newspapers. The 

earlier study showed 48.6 cents of 

the national advertiser’s dollar was 

in newspapers compared with 

, both 1931 and 1932. 

appropriation of the leading | 

| 
| 

Combined 1933 expenditures of the | 

companies reviewed was $113,440,000 
in newspapers. In magazines, it was 

¢49 898.626, or 26.9 per cent of the to- 

tal. and in radio, $22,368,298 or 12 

Of the 842 companies coy- 

ered in the compilation, 351 ac- 

counted for 95 per cent of the total 

expenditure. The report released to 

members detailed only the individual 

figures of the companies which spent 

$50,000 or more in newspapers. 

pel cent 

Position Is Strengthened 

Changes in companies studied and 

in number of figures available were 

not conducive to exact comparison of 

this year’s figures with those of pre- 

vious annual reports, but, such as 

they were, they indicated a ‘marked 

strengthening of the newspaper’s po- 

sition in 1933 when pictured in con- 

trast to the estimates for 1932,” the 

report said. 

“This was indicated,” it declared, 

“in the number of trade groups which 

spent more money in newspapers 

than in other mediums and the tend- 

ency of advertisers to concentrate in 

newspapers exclusively.” 

Preferred medium of 26 out of 32 

groups listed in the study was the 

newspaper, while in 1932 but 19 of 

the 30 trade groups then listed pre- 

ferred newspapers, the Bureau of Ad- 

vertising found. 

Of 340 advertisers listed by name 

in the report, 125 were using maga- 

zines, and 92 radio. Of 342 adver- 

listed individually last year, 

150 also used magazines and 111 ra- 

dio broadcasts. 

Among the trade groups for which 

expenditures of the leading advertis- 
ers were shown individually, tobacco 

headed the list with a $22,645,000 

newspaper expenditure. Other lead- 
ing groups are grocery products, 

$16,570,000; automobiles, $13,050,000; 
fasoline and motor oils, $11,275,000; 

druggists’ sundries, $8,650,000. 

tisers 

Names Mrs. Anderson 
as Club Secretary 

Mrs Dorothea Anderson has been 
appointed secretary of the Chicago 
hte rated Advertising Clubs, which 
‘aS established headquarters at the 
Hotel La Salle. 
Mrs. Anderson formerly 

“@onal Provisioner, Later she was 
“eS Thanager for an investment 
, More recently she has been 
“ahaging director of the Chamber 
“' Commeree at La Grange, II. 

served 

house, 

Livingston in New Post 
Arthur P, Livingston, who has been 

oe * the Blackman Company and 

roung Rubicam, Inc., has joined 
Marketing Counselors, Inc., 

Kk, to handle research in the 

henera] 

yew \ 

eW York area for Meredith Publish- 
mpany, 

| 
| 
| 

} 
| 

Study Possible Advances 
in Broadcasting Methods 
“Present and Impending Applica- 

tions to Education of Radio and Al- 
lied Arts,” a report of the committee 
on engineering developments of the 
National Advisory Council on Radio 
in Education, has just been published 
by University of Chicago Press. Its 
price is 75 cents. 

Although dealing primarily with 
radio’s place in education, the report 
will be of interest to advertising and 
broadcasting executives because it 

deals with the future of facsimile 
broadcasting, television, high power 
stations, etc. 

Names Rosenberg Agency 
American Store Equipment Cor- 

poration, New York and Detroit, has 

USE BUSINESS 
REPLY CARD IN 
CHICAGO BUSES 

Chicago, May 24.—Business reply 

cards attached to its advertisements 

in buses operated by the Chicago 

Motor Coach Company are coming 

back to the Cleveland & Buffalo 

Transit Company at the rate of 60 

to 70 daily, providing the usual 

golden harvest of the pioneer. 

The card is in the nature of a teaser, 

whetting the appetite of the reader, 

without identifying the advertiser, 

though the name of the boat is given. 

The card is addressed to the Chicago 

Motor Coach Company, which acts 

as a clearing house for the requests 

for literature. 

Follow-up Used 

The transit company sends the 

booklet requested, then follows up 

the inquiry with letters and tele- 

phone calls. In addition to giving 

his name, address and _ telephone 

number, the prospective traveler is 

asked to indicate the date of his 

summer vacation. 

Use of the reply cards, 50 of which 

Bus travelers who are forced to stand 

do more or less complaining about 

the height of the ceiling and a man 

of average height usually bangs his 

head against the roof a few times 

during the course of his journey. 

It is the low pitch at which the 

advertisements are placed, however, 

which makes it easy for the inter- 

ested reader to help himself to one 

of the reply cards. 

The number of actual cruises sold 

will govern the type of copy to be 

used by the transit company in the 

future. If the quality of inquiries is 

proved by a satisfactory number of 

sales, there will be no necessity for 

a change in copy. It is possible that 

too casual inquirers will have to be 

appointed the Arthur Rosenberg The company’s bus card adver-| are attached to the advertisement, | driven off by mention of the price— 

Comment wow York | tises a seven-day Great Lakes cruise.!is not without its humorous side. | $60 and up. 

re 

Mili 
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| ENTRANCE 

atin 

CODE 

THE 
YEARS 

@BETWEEND 

HE ENTRANCE to the national women’s market is 

fe the age of twenty. Before she reaches twenty, 
a woman’s buying is rather trivial. She buys only for 

herself. Her food and lodging are provided for her. 

Tue EXIT from that market is at the age of fifty. 

After she reaches fifty, a woman’s buying diminishes 

rapidly. Her home is finished, her children marrying 

and establishing homes of their own. 

The years between are the important years to the 

advertiser. In her Second-Score-and-Ten—in her 

twenties and thirties and forties—a woman marries, 

builds her home, rears her children, does the major 

buying of her lifetime. 

They are the years in which she buys food, furni- 

ture, household equipment—the years in which she 

has both the need and the incentive for beauty aids. 

Delineator reaches women in their Second-Score- 

and-Ten. It has a larger percentage of its readers in 

this buying age span than any other women’s maga- 

zine. This fact is not fortuitous or accidental. It is 

the result of a carefully formulated editorial policy 

to which Delineator has adhered since 1926. 

EARLE R. MACAUSLAND -: Advertising Director : 420 Lexington Avenue, New York City 

ha GS as EE a a OR Sa Ne RR” Caer eg ooo Soe * ee ST ee, a eo eek Ket Soe Re ee ee se Te ie Niece. fu ee CaN ita SR in Me cat ve: A He ott oy ee ape a op : RUS pees ee ne a a tu ase Be aes, 4 wi 7 mee oe ; aie! :* Ser ae ag — ca : ¥ ee PN. bier, : eee Phe, ena Ty aya ‘ Niche 4 

ra Se Be em cs J <* ¥ . * “24 id j , a j f gt js 

> ae 

oo = a pe | | 
) a Ro tn AS RA ARR tt RA A ac eae — -_ = a 5 ; — —— ~- ¢ 
{ | | s, 

: , P. 

; ¥ 4 

gies 

} i 
4 :, 3 
e Tee 

| 

i 5, 

~ ? 

| 2 

7 ee 7 

ah 

| i 
ie 

—% 
= 

Beg 
“ e 

we | . 
| ‘at 

ve ; 

| ie 
eo 

tee 
ao < 

6 
‘ } ii ae 

i aie ; dha. Hy 1 ie 
= ' ‘ee . | € ' | | ie Y 

i j cae 
i ‘ < te 

Is | ee 
nt ' 1) ae me 

D> io EXIT \ | 
Cc., ] ‘ ‘| itl a : . 

ng ee i \ 2 it — 

es ‘ : é ' | lene —_——— Be 

Wy : aa 2 ng 
: N ‘ F t ; . VE 

| | Ah 4 et a mae et 
, uted “a9 ee * ey 

ty, if i} "ii ete’ 2 
wh Ny | y ae 
ar- J , ee 

| i f ft ih 

' | | | Aly } nhl a ith ' a a. Weyer s Z fl Hy ‘} nee a 

eld bs ore # 5 rrr * arr H lt err ‘oa 
= te be \ } if f t ; 4 } a ae 

ce y of i 4 ; Pathe td | 1 : r ‘ Weil}. } 4 T1144 ; ; eg Bi 
hice : i, i bad): ' t ‘i hs Mf { H nF H ut alae th tii! : feat WM tag i a eek toe 

ny, i ans al met lis a: es) |! | Mee 3] COTTE Se A Me ak PY v J i ‘ “a yo r i hyde i , ; ; +> ais 

‘ho | “32 Satis y te dv PS 3 [ea i met tid ,) Sad ae ae 

lso a , seataeumemenenmeet — ~~, ; a a 4s 

ind =f . = A fla FPR LIE Or ORR Toa ~\ hs Pa — . 
tills: peeve Sethe sree ane’ pate s Ii, Z a & 

| > ae 

ass 
- eats 
— 

| et ae 3 

| 

ee 
pate 

| ae r 

| die 

2 ae 
| 

} a 
7 ? Pee 

4 

ad ie 

Pe a 
ea 

iM 

ee | | 

. = oy F 

: > Bs 
fer 

i a 

. ———_—_—— 

SEST_BY COMPARISON cevisensapenteceincemeeni emt tie aaa ca 
“AJAX=_ } | 

~HOTOSTAT | 
7 SET US SERVE YOU om vee 

“SWADAMS ST. CHICAGO a 

5 ES j 
a a val be + 

{hk ae 7 } : i ‘e eee ee Ns 

2 ROSELL f =a Nba ieee eat Siem 5. $F Be Sein POs ano RES . Aen NM a4 5 la Clack: deat Patan Ns Oe eae eal ge SRG Ame tee Ny Pe va LENSE AE PENG. GARE OE Were the AGO hae aN noe aba Ree Samy Bey ie oY ss et ~~ pee Ge Tee tee apie pe Ns ae si nity ares a i me ; ig ys : ms a Pea res ie le 5 cl tas ca Sey | Pelada ce hee a Ve YE neon aA Esa a Peak < ak ioe cence chia : vy bere br autes Re a : ae ps bag Ee ts nag 
eS Mas ts Be fee ia nin a ate ve 5 ail Pit haan aS Ge Ria a Uh = Na ry a nei a RE a el ee : sae ‘ey os AMARA ean aS es SIEMENS Oe acres! PES EI NO SEs eee eee hee eta ee eee 
ie ae eape att 4" 2 Svs eis cae: we ae Leman ane AS sore oS ae Gite he ee nO he Veo sé, le Ma ee A neh rea ae xa ae ret Ae m4 Seer fais ees Puna ee ome By Rio Aig rn Ae ae eee a eee | Pts Sree see LP is Seen ey y ane eee = isos 
MOEN ES Sree ee ates di ede See rt Sg At SE uLD SS aa ey TSS a eek See Pees Le A HO ae a GN OAS SRL) a ORE MD AE Sou ceg eer er ae alas ta i Sy Re Se bg pa EE Rae a ge es pho ema $65 SOE Sehr ee eevee ae mr San Ree eer mt. Smee RLS Ete AD Nee gh ara Sea ar eo ei Or Se a 

Rear y wae ponte g 2X ee eet Be ies Ae el seule dah Resa Oy oe aD at i, ’ : io I 3 Pee ee elect aoe ee foetal Lictets fay] Sa Tarbes ating aay tas foe ee Reng er AN Saige 3 a2 WR Pa ces ees eins 8 oe ak ete: Aenea See 
ee ee ete. Pe Se rk oh oo ee (> Eee LS Oe a a eee) pe Te Sse eC a oS : ‘ ,2 hte 5 ben at: We ty PAE ay. we Vy 44 Bh rte Ere 5 ve 2 Pe? SS Tee SS POLY. heat ee a Se, EE * ues! 3 by vregeiee es ‘ec ne a he we 



26 

ie . 

ADVERTISING AGE May 26, 1934 
i 

Arndt Marks Anniversary 
John Falkner Arndt & Co., Phila- 

delphia, celebrated their tenth anni- 
versary Saturday, May 19. 

_ Whether you come to New © 
York regularly or rarely, 

_ for business or pleasure, 
you'll find that the Lincoln, 
one of Gotham’s largest and 
newest hotels, offers you 
superior accommodations for 
your botel dollar in NewYork. 
@ 1400 outside rooms, each with 
bath and shower, cabinet radio 
and servidor...p/usalltheadvan- | 
tages of a4 starhotel in NewYork, — 
@69 theatres within six blocks. 

Speed—speed—and then speed! The 

which we can supply in full measure 

when needed. P. & A. men and meth- 

ods are geared to the needs of ‘34. 

We help you make deadlines; accept 

eleventh hour rush as a matter of 
course; meet emergen- 

cies witha smile and effi- 

ciency. Don’t forget us 

when in dire need or 

daily need. We do ap- 

preciate the business 

of the appreciative. 

Partridge & Anderson 
Company 

ELECTROTYPES + NICKELTYPES 

STEREOTYPES + MATRICES 

CHICAGO 

BUSY PROGRAM 
OUTLINED FOR 
A.N. A. MEETING 

Group to Gather in Chicago 
June 4-6 

New York, May 25.—The prob- 

lem of securing a better check on 

radio program effectiveness, as well 

as discussion of codes and legisla- 

tion, will feature the semi-annual 

meeting of the Association of Na- 

tional Advertisers which will be held 

at the Edgewater Beach Hotel, Chi- 

cago, June 4-6, the program for the 

meeting, released today by Paul B. 

West, managing director, reveals. 

While the meeting is not sched- 

uled to open officially until Monday 

morning, the A. N. A. board of di- 

rectors will meet Sunday afternoon, 

and the important radio group meet- 

ing, which will discuss talent costs 

and the testing of program effective- 

ness, will be held Sunday evening. 

Sessions will be held all day Mon- 

day and Tuesday, while Wednesday, 

the last day of the meeting, will be 

devoted entirely to social activities, 

inspection of the Century of Progress 

as guests of the management being 

a feature. 

All sessions of the meeting, ex- 

cept the banquet on Tuesday evening, 

will be closed. 

Monday Morning Session 

Speakers at the Monday morning 

session will include: 

“Important A. N. A. 

of Vital Interest to Advertisers,” 

President Allyn B. MelIntire, Pep- 

perell Mfg. Company; ‘Trustees’ Re- 

port on Agency Study,” Lee Bristol, 

Bristol-Myers Company, and Albert 

EK. Haase; Report of Legislative Com- 

mittee, Bernard Lichtenberg, Alex- 

ander Hamilton Institute. 

The session will wind up with a 

round table discussion of these prob- 

lems, which will be continued 

through lunch. The program for the 

Monday afternoon session is as fol- 

lows: 

“Sales Promotion—the Difference 

Between Success and Failure in Ad- 

vertising,”” W. W. Wachtel, vice-pres- 

ident, Loose-Wiles Company; “Fit- 

ting Your Sales Promotion Program 

to the Retailers’ Needs,’’ Daniel A. 

Sullivan, advertising manager, Can- 

non Mills, Inec.; “Successful Sales 

Promotion Through Jobbers’ Sales- 

men—We Say It With Pictures and 

Sales Jump,” Miles Hollister, Coca- 

Developments 

ADVERTISING CITY 
Agency men (and women), publishers’ representa- 
tives, publishers, 

raphers are finding that the Hotel Winthrop has 
large pleasant rooms, an atmosphere of peace, 
and a staff that really enjoys making guests happy. 

printers, engravers and typog- 

DAILY RATES FOR ADVERTISING MEN FROM $3 Single... 

$4 Double. SUITES FROM $5 Daily OR $115 by the Month 

HOTEL WINTHROP 
47th Street and Lexington Avenue - New York City 

A ROGER SMITH HO TE & 

Cola Company; “Synchronizing the 

Elements of Sales Promotion,” Paul 

Ryan, advertising and sales promo- 

tional manager, Shell Petroleum Cor- 

poration. 
Monday evening will be given over 

to group meetings on industrial, 

drug, food, oil and dry goods ad- 

vertising. 

To Discuss Research 

Tuesday morning the organization 

will discuss practical research, 

speeches including: 

“The Human Side of Consumer Re- 

search,” H. G. Weaver, General Mo- 

tors Corporation; “Costly Mistakes 

Commonly Made by Advertisers 

Which Endanger the Value of Trade- 

Marks,” Harry D. Nims, special coun- 

sel to du Pont & Co.; “Danger 

Ahead: The Mounting Cost of Adver- 

tising and What It Means to Adver- 

tisers,” C. H. Lang, General Electric 

Company, and chairman, A. N. A. 

Research Council; “Importance to 

All Advertisers of McClintock Re- 

search of Traffic Flow in Its Relation 

to Trade,” Stuart Peabody, The Bor- 

den Company, president, Traffic Aud- 

it Bureau. 

At the Tuesday luncheon session 

the featured speaker will be Ralph 

Starr Butler, vice-president, General 

Foods Corporation, who will relate 

“Plain Facts About Forced Combina- 

tions and Local-National Rates.” 

The afternoon session will be de- 

voted to merchandising problems, dis- 

cussion including: 

“Find Out How Your Goods Are 

Sold, Then Set Your Sales and Ad- 

vertising Policies,” Kenneth Laird, 

vice-president, The Western Com- 

pany; “Teamwork Between Sales 

and Advertising Departments Pays 

Big Dividends,” Franklin Bell, H. J. 

Heinz Company; “How We Increased 

Profits 140 Per Cent by Replacing 

the Sales Force with Direct Mail 

Methods,” C. E. Wittmack, vice-pres- 

ident and sales manager, Oshkosh 

Overall Company. 

The association’s dinner, which 

will be open to guests, will be held 

Tuesday evening. Definite announce- 

ment of speakers has not been made, 

but guests of honor will include 

Rufus C. Dawes, president of A Cen- 

tury of Progress; Major General 

Preston Brown; and Rear Admiral 

Wat Cluverius. The National Broad- 

casting Company will provide the 

entertainment. 

To Spend Day at Fair 

On Wednesday members and their 

guests will be taken from the Edge- 

water Beach Hotel to the Century of 

Progress grounds in a fleet of speed- 

boats. At the exposition ground 

there will be a specially arranged 

sightseeing tour, lunch in the Trus- 

tees’ Lounge, and an afternoon of 

entertainment. 

R. J. Flood, sales promotion man- 

ager, Gulf Refining Company, Pitts- 

burgh, is chairman of the program 

committee for the meeting, Hart 

Johnson, The Wander Company, be- 

ing vice-chairman. 

John H. Platt, Kraft-Phenix Cheese 

Corporation, is in charge of arrange- 

ments, other members of this com- 

mittee, all of whom are in Chicago, 

being: 

H. E. Delander, Crane Company; 

Marvin Harms, Premier-Pabst Sales 

Company; Mac Harlan, Household Fi- 

nance Corporation; Julius Holl, Link 

Belt Company; Elon G. Borton, La 

Salle Extension University; W. J. 

Connolly, S. C. Johnson & Son, Ine.; 

and W. A. Grove, Edison General 

Electric Appliance Company. 

Joins Reliance Graphic 
Charles Eliot Perkins, former J. 

Walter Thompson Company copy- 
writer and recently his own agency 

head, has joined the Reliance Graphic 
Corporation, New York, in charge of 
the copy and _ plan. department. 
Charles Carroll Forbes, whom he suc- 
ceeds, was transferred to Reliance’s 

dealer direct mail division. 

Governor Lehman Signs 
Milk Advertising Bill 

Governor Herbert H. Lehman on 
May 25 signed the bill appropriating 
$500,000 to advertise milk, the appro- 
priation to be repaid by a tax of one 
cent per hundred pounds, levied 
equally on producers and dealers in 
New York. 

The tax will continue until March 
31, 1935. 

RE-HOUSING IS 
NEEDED TO GIVE 
YOUTH A CHANCE 

Would Solve Two Problems, 
‘Pitkin’s View 

Chicago, May 25.—In a brief, but 

deeply significant address before the 

Chicago Federated Advertising Clubs 

today, W. B. Pitkin, professor of 

journalism at Columbia University, 

painted a sombre picture of the 
plight of youth and heavy industry in 

the United States. 

Dr. Pitkin, the author of a current 

best-seller, as well as of several 

books which have commanded the 

attention of the advertising field, 

recommended a complete re-housing 

program as the most logical way out 

of the country’s present dilemma. 

Though his subject was “The For- 

gotten Youth and Forgotten Fac- 

tory,” Dr. Pitkin evidenced deeper 

concern for the former than the 

latter. 

“As consumers,” he pointed out, 

“the younger generation has almost 

passed out of the picture. There is 

an astonishing number of young men 

and women in this country who don't 

want homes and an even larger num- 

ber who don’t want jobs!” 

Americans of Tomorrow 

The speaker estimated that there 

are between 15 and 18 million young- 

sters of between the ages of 13 and 

19 who have been unable to secure 
work. The number in their twenties 

who are at outs with the world is 

even larger, somewhere between 20 

and 22 million. This is the genera- 

tion which is expected to assume the 

job of building America. 

As a result of the inability of these 

young men and women to adjust 

themselves to a rapidly changing 

world, Dr. Pitkin expects a youth 

movement, or several such parties, 

to spring up in the United States, 

just as they have abroad. He pointed 

out that business and politics are 

more closely allied than ever before 

and looking into the future, he ex- 

pressed fear over the nature of the 

philosophy to be expressed by these 

defeated youths. 

“They have missed the basic satis- 

factions of life,” he said. “They have 

enjoyed neither jobs nor homes in 

many cases; and as a result it must 

be said that they have failed to hold 

the self-respect which is the heritage 

of the average American.” 

Facing the Facts 

The disquieting fact confronting 

every American is that between 

eight and ten million jobs must be 

created to correct this situation—to 

halt the brewing revolt of youth. 

Dr. Pitkin sees a mass re-housing 

project as the most likely means of 

attaining this end. 

“There are ten million shacks in 

the United States,” he said. “There 

are five million other cheap homes 

which should be destroyed, and there 

are two million others which have 

been built in blighted areas.” 

These 17 million homes should be 

razed to make way for modern living 

structures, he said. The United 

States, in pouring out millions for 

reconstruction, has failed to make 

more than a gesture in this direction 

thus far, Dr. Pitkin asserted. 

Advocates New Coin 
Senator Clark of Missouri has in- 

troduced a bill to authorize the coin- 
age of a two and one-half cent piece 
to be made of nickel, bearing an 
impression of Liberty on one side 
and the figure of an eagle on the 
reverse. 

“Inventions Digest’ Starts 
Inventions Digest, a bulletin serv- 

ice describing the progress and avail- 
ability of new inventions, will be 
published by Inventions Digest. Inc., 
310 S. Michigan Ave., Chicago. 

Minimum Hoars 
And Wages for 
Newsmen Fixed 

Washington, D. C., May 23.—Gep 
Hugh 8S. Johnson last weekend mage 

public an amendment to the news. 

paper code, proposed by the indus. 

try’s code authority, whereby the 

maximum work week for reporters 

and other news department employes 

not engaged in managerial or execy. 
tive capacities is set at 40 hours per 
week in cities of over 50,000, and a 
48 hours per week in cities unde 
25,000. In cities between 25,000 ang 
50,000, the maximum hours are 44. 

Additional hours may be workeg 
in cases of emergency, provided tha 
they are compensated for by the 
equivalent in time off. 

News department employes, other 

than office boys and girls and lear. 

ers, are to receive a minimum of $25 
a week in cities over 750,000; $9 

a week in cities between 500,000 ang 

750,000; $18 a week in cities betwee 

250,000 and 500,000; $16 a week jp 

cities between 50,000 and 250,000; $14 

a week in cities between 25,000 ang 

50,000; and $12 a week in towns of 

less than 25,000. 

A ROLLING STONE 
IS WORTH TWO 
IN THE BUSH 

—or something 

How’s that headline? Copy. 
man friend says, start with 
something everybody knows. 
Well, that’s over. . . I just 
wanted to say, we make very 
good photostats. Contrasty. 
Roto-tone, glossy, — direct- 
from-object and regular. 
Correct size. And MAN, 
what speed! Hey, don’t go 
‘way. I’m trying to get you 
to phone us. 

KAPID COPY SERVICE 

{Vanderbilt 3-3680 
New York ) plaza 3-1360 

Cleveland: Main 9335 

Chi (State 6013-4 
'€89° ) State 5980-1 

Stickers AND Ceals 
— 

All kinds for packaging, decorations, 

ete. Also address labels. 33 yeart 
experience. Ask for free sample 
and low prices. 

ST. LOUIS STICKER COMPANY 
1912 Pine St., St, Louis, Me. 

RADIO STATION 
REPRESENTATIVES FREE & 

SLEININGER, INC. 
CHICAGO : Ae 
180 N. Michigan Avenue © Franklin 13 
NEW YORK be : . 

Chrysler Building © Murray Hill 2-3030 

PHOTO coPY CO: 

225 N. MICHIGAN AVE 
SIA.4041 —— 

919 N. MICHIGAN AV 
/UP. 2621 

221 N.LA JALLE /TREE 
RAN. 3270 

AUTOMATIC LETTERS 
Any Quantity—Low Rates 

Th N KI Mail Advertising 
Service 

ro uckles 
Send for Free Booklet—‘Brass Knuckny 
19 Fifth Ave., Pittsburgh, Pas. a ATian 
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ADVERTISING AGE 

" «Flashes” Makes Debut 
paul Schleissner, publisher-editor 

of Topacco, Record, and Milton Krae- 
mer, managing director of the Ho- 
te] Edison, New York, will launch 
a new magazine, to be called Flashes. 

Publication offices will be at 63 Park 

Row, New York. 

Miller Rejoins Whitney 
William B. Miller, who was with 

the W. F. Whitney Company, S. Ash- 

purnham, Mass., furniture maker, 
come years ago, has returned to the 
frm as sales manager, following the 
resignation of Norman D. Vaughan. 

HSIRIBLING 
~ AND ASSOCIATES 

ISING ART 
RAL 1590 
IGAN AVE, CHICAGO 

AN 

MTT TART ANARANAN NANOS 
‘ CMY Yff/ ASA, 

For Advertising Men 

NEW RECREATION 

Here’s a tonic that banishes all 
worry about closing dates, mar- 
ket problems. 

First—a quick dash to your 
home at Standish Hall . . re- 
freshing shower. Then to horse 

. along the winding trails in 
Central Park. (Or boating, or a 
brisk walk across the North 
Meadow.) 
Home again for dinner in the 

_ excellent Standish Hall restau- 
rant. Later, the theatre . . only 
five minutes by subway! 

Recreation & Convenience 
are part of the pleasure of living at 
Standish Hall. Overlooking Manhat- 
tan Square Park, just a few steps 
from Central Park, it has advantages 
of the country plus town-house com- 
forts. Its complete hotel service is 
efficient, yet friendly. 

Apartments 
of 2, § or more rooms, conveniently 
arranged. Large closets, smart tiled 
baths. Fully equipped serving pan- 
tries and sunny exposures are 
thoughtful features. Appointments 
up-to-the-minute; rentals down-to 
earth. 
Available today, a few unfurnished 

apartments on lease . . or newly 
furnished if you prefer. See them 
for yourself—now! 

‘Stanbhigh Hall 
45 WEST 81 5'STREET-NEW YORK: 
M. Spark, Manager Arthur Lee Direction 

GUY 
need this! 

A quick and economical 
lithographic method of 
acsimile reproduction 

(Specially adapted for short 
run work) that will afford 
you a substantial saving 
on many of your printing 
requirements. 

Write or phone us for Samples 
and complete information 

Econo-print Department 
MAGILL-WEINSHEIMER COMPANY 
3B SOUTH WABASH AVENUE, CHICAGO 

Telephone Calumet 7200 

MASS PICTURES 
BRING MARKETS 
CLOSE 10 HOME 

Chicago, May 24,— That markets 

are made up of living persons and 

the copy that influences them must 

be virile and dynamic is the story to 

be told by two striking composite 

photographs shortly to adorn the re- 

ception room of Ruthrauff & Ryan. 

Though the agency quarters have 

been expanded and renovated, no fea- 

ture is more impressive than the pic- 

tures and the moral they convey. 

While similar photographs have been 

used in the New York and Detroit 

offices for some time for the benefit 

of copywriters and other agency at- 

taches, Paul E. Watson, vice-presi- 

dent and western manager, has 

varied the presentation. 

“The love of sport is probably the 

most dominant characteristic of 

Americans,” said Mr. Watson. 

“Though we may admire and extoll 

the achievements of scientists and 

other learned men, it is the physical 

feats of the trained athlete which 

stir the emotion of the masses. For 

instance, Babe Ruth will attract thou- 

sands, where Dr. Cure might speak 

to dozens.” 

Acting on this reasoning, Mr. Wat- 

son has made it possible for his staff 

to study glittering sport events and 

the crowds which attend them at 

short range. One of the photographs 

is devoted solely to outstanding com- 

petitive affairs. The International 

Golden Gloves tournament and the 

mammoth crowds it attracted is 

shown in one segment. The Ken- 

tucky Derby and the thousands who 

witnessed its running are pictured in 

another. The all-star baseball game 

staged at Comisky Park last sum- 

mer, is given a niche, as is a Notre 

Dame - Northwestern football game 

and an Olympic swimming match. 

The other photograph is also a 

composite, showing the crowds which 

gather for less strenuous events. To 

this shrine the copy man seeking for 

a powerful idea may come to study 

the faces in the pictures and ask 

himself the eternal question: “What 

is the common denominator that will 

send these thousand in quest of the 

products we are advertising, or at 

least gain acceptance for them?” 

Another feature of Ruthrauff & 

Ryan’s new quarters is a display 

window, in which all of the products 

made by the agency’s clients have 

been given positions. The window 

is so placed that every visitor to the 

offices will see it. 

A radio audition room is an addi- 
tion to the agency’s facilities. 

These legends will accompany the 

picture: “To sell them, you must 

know them,” and “Let us not forget 

our market.” 

New U.S. Bureau 
Of Advertising 
Asked by Goode 

New York, May 24.—Addressing 

the Marketing and Research Council 

of the Advertising Club of New York 

this week, Kenneth M. Goode sug- 

gested creation by the administration 

of a special department for advertis- 

ing and selling to replace “the cor- 

ner in the Department of Agricul- 

ture” now existing. 

Distribution, not destruction, is the 

answer to overproduction, he said, 

and the remedy for over-enthusiastic 

advertising is individual rebuke, 

rather than general censorship. 

“Advertising and all other selling 

will play a continuously more im- 

portant part than do its critics in 

the nation’s increasing prosperity,” 

he added, saying that stripped of its 

extravagances, it is found to repre- 

sent the more modern evolution of 

business and the dynamic distribu- 

tion that alone can salvage mass pro- 

duction. 

Shop Talk 
“Getting Personal’ has proved to be one of the most popular 

features of ADVERTISING AGE. Advertising is a business primarily 
of people, and the personal glimpses afforded by this department are 
therefore keenly interesting to many. Readers are invited to send 
items about themselves, their associates and their friends for publica- 
tion in this column. 

ana 

Edgar Kobak, vice-president in charge of sales of the National 
Broadcasting Company, was for years one of the brilliant luminaries 
of the business publishing field. While vice-president and general 
sales manager of the McGraw-Hill Publishing Company, he dem- 
onstrated his belief in the value of advertising for his own company, 
and encouraged liberal use of space in the advertising publications 
by the McGraw-Hill publications. Now that he heads NBC sales 
activities, it also is becoming an aggressive business-paper advertiser. 
Its first advertisement in a new and interesting series appeared in 
ADVERTISING AGE May 5. 

Pr A 

The convention season is now in full swing. This week, for 
example, the Four A’s met in Washington and the Southern Newspa- 
per Publishers’ Association at Asheville. Staff men reported both con- 
ventions for readers of ADVERTISING AGE. Next month the A. N. A. 
and the A. F. A. will make big advertising news and both events will 
be fully and accurately reported by the National Newspaper of Ad- 
vertising. ADVERTISING AGE has set a new standard in the handling 
of convention news, now of more importance to all advertising inter- 
ests than ever before. 

a a a 

“Voice of the Advertiser” might well be headed “Brickbats and 
Bouquets,” as the editors of ADVERTISING AGE publish all letters of 
general interest, whether critical or complimentary. Those who occa- 
sionally disagree with our policies are entitled to the expression of 
their views, and their comments are welcome. This live department, 
which is one of the features of the editorial page, is really an open 
forum for the discussion of all advertising activities. 

- AA 

ADVERTISING AGE, according to a recent tabulation, carries more 
small accounts than any other advertising journal. We are very glad 
to have the opportunity of helping advertisers with limited budgets to 
develop business in the great advertising market. Advertising agents 
have been recommending ADVERTISING AGE quite generally, noting 
that fine display and low rates will enable even a small advertising 
account to grow. 

PAA 

Have you noticed the large number of interesting pictures ap- 
pearing in each issue of ApVERTISING AGE, including both the full 
page of pictures on the back page, and those in other parts of the 
paper? Good pictures are a vital part of reporting the advertising 
parade, and our editors have carte blanche in the matter of illustra- 
tions. There were twenty-eight editorial pictures in the May 19 issue, 
and it was not at all unusual in this respect. 

PA? A 

Henry T. Ewald, like most other big men in advertising, is a regu- 
lar reader of the advertising journals. He is so much interested in 
keeping abreast of all important developments that he has copies of 
several publications forwarded to him if he is away from Detroit. 
Henry has intimated that one of the favored publications which fol- 
low him wherever he goes is ADVERTISING AGE. 

Per A 

We welcome to our pages The Boston Post, one of the great 
newspapers of America. Its initial advertisement appears in this issue. 
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m =PHOTOGRAPHIC REVIEW 

OF THE WEEK 

“Now. I'm 
Schoolgirl Complexion 

all over !” 

Display set up at the recent garden and flower show of the Illinois Garden Club by General Outdoor Ad- 
vertising Company. It is an exact reproduction of two of the company's outdoor sites in Chicago. 

ADVERTISERS AND AGENTS DISCUSS PROBLEMS THE READER WRITES 

| poe is han: 

_ £x& eae © See - 

A group of advertisers at the Four A's meeting in Washington. 
Left to right, Edward H. Gardner, R. L. Polk & Co., New York; 
F. R. Feland, Batten, Barton, Durstine & Osborn, Inc., New York; 
Allyn B. Mclntire, Pepperell Mfg. Company, Boston; Paul B. West, 
Association of National Advertisers, New York; Ben Lichtenberg, 

Alexander Hamilton Institute, New York. 

One of the current newspaper ad- 
vertisements for Cuticura Oint- 
ment. A description of this new 
campaign, which is being written 
"from the company's files,’ ap- 
peared in the April 7 issue of 

G-E EXECUTIVES APPROVE NEWEST RANGE “Advertising Age." 

HUMOR IN GLASS 

— 

P. B. Zimmerman, (right) manager of the specialty appliance sales Interesting new jars developed for 
department of G-E, and J. R. Poteat, manager range division, look mustards made by Plochman & 
over the new G-E Imperial electric range with ultra-modern styling, Harrison, Chicago, by Owens- 
aviation-type panel control, "minute minder," and other features. Illinois. 

NEW CHAIRMAN SNAPPED IN JOVIAL MOOD 

Arthur H. Kudner, Erwin, Wasey & Co., New York, new chairman of “ 
the Four A's, (second from left) snapped at the Washington meeting glo: 
with (left to right) Milton J. Blair, J. Walter Thompson Company, All 
Chicago; Frank Braucher, Crowell Publishing Company; and Fred A, like 

Healy, Curtis Publishing Company. 

READY FOR WASHINGTON BUSINESS MEETING 

[ ve ale 

7 — 
Frank Hubbard, Kimball, Hubbard & Powel, Inc., New York; John R 
Benson, Four A's president; W. C. D'Arcy, D'Arcy Advertising Com- 234 
pany, St. Louis, and retiring chairman; Leonard Dreyfuss, United ay 
Advertising Agency, New York; and Frederic R. Gamble, executive Eve 
secretary, snapped by an “Advertising Age" photographer between to : 

sessions at the Washington meeting this week. 

FIRST REAL ESTATE COPY SINCE 'WAY BACK WHEN fF = 
——- is ji 

Al IAST/- 

13,990 
In Farm and Recreation Belt of Upper Wisconsin. A Closing =p 

THIS 

ADVERTISEMENT 

WILL APPEAR ORLY 

ONCE! PLEASE KEEP 

iN MIND THE OF- 

PORTUNITY IT 

PRESENTS 

Sale of choicest lands by a reliable company which has owned this land 
for many years. Bargain sale of good land that will be long remembered. 

7 SE THE Finst Te cuoose 
COME! YOUR FARM OR SUMMER HOME! 

FARM LAND <3 YOUBUYDRET He .., 
FROM 2 om compan’ 4 

BUSINESS over a8 TEMS 

mF A 
& inearous ah 

apes bee, 
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INVEST FOR FUTURE INDEPENDENCE HOW! : rd 

LOCATION 

as DON'T WAIT To
o LONG! sill ° 

id ARRANGE YOUR VISIT NOW! 
& : on SPER To ee o ee . 
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Owes coon 

: EDWARD HINES FARM LAND CO Sols 
F » \eus we tand Office sa open at WINTER WISCONSIN 

BTHIS SALE OFFIC 0 : OU WILL BE TOG 
| Doin — 

This full page, three-color advertisement which will appear i” the 
"Chicago Sunday Tribune" of May 27, is said to be the first full pa9° 
real estate advertisement to appear in Chicago since 1929. It i 
being placed by E. H. Brown Advertising Agency for a subsidiary ° 

Edward Hines Lumber Company. 
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