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Fertile Field For Food Manufacturers 
C Seven thousand retail grocers supply 3,000,000 people, all of whom are located 
within a radius of 40 miles of the center of Chicago. 

Chicago’s retail grocers believe in newspaper advertising and are quick to co-operate 
with the manufacturer who advertises. 

Chicago’s pe pie are responsive to food advertising in The Chicago Tribune. 

What 4 Food Manufacturers 
Have Done In Chicago 

Following is a brief statement of what four food manufacturers have done in Chicago with 
Tribune campaigns and assistance. 

Emmart’s Pearl Hominy 
With confidence in his product and in the assistance The 

Tribune’s Merchandising Service Department would render, Mr. 
Emmart concluded to invest in a test campaign in The Chicago 
Tribune. Before negotiating with The Tribune “Emmart's Pearl 
Hominy" was on sale at /SO stores. On the strength of the 
proposed Tribune Campaign Mr. Emmart's salesmen were able to 
increase this number to about 1000. Previously several jobbers 
had refused to handle his product. After the advertising had been 
running a short time these same jobbers recognized a “live seller,” 
and are now filling orders as fast as they come in. Old and new 
dealers alike report a satisfactory volume of sales. This advertising 
has been running but a short time, yet Mr. Emmart reports that 
his sales have doubled over the same pieriod last year. 

Airline Honey 
“Airline Honey” was practically an unknown product in the 

Chicago market. On the strength of a proposed Tribune campaign 
the A. I. Root Company were able to secure 750 dealers to handle 
their “Airline Honey.” Since the advertising began they have in¬ 
creased this number to about 1000. The sales to date on “Airline 
Honey” through these dealers have run well up into five figures. 

Pillsbury’s Health Bran 
This bran is a new product just put on the market. The 

advertising began in The Tribune February 1. Proofs of the ad¬ 
vertising were furnished the salesmen to submit to grocers, and 
although the campaign is only one month old (March 1), over 
1200 dealers are selling “Pillsbury’s Health Bran.” In instances 
where it was difficult to secure a one-case order,—the retailers 
being inclined to await a demand,—repeat orders as large as 10 
cases wete received before the campaign had progressed ten days 

Pioneer Minced Sea Clams 
This product had been on the market for a number of years, 

and at one time enjoyed a large sale in Chicago. However of 
late years there had, been no unusual selling effort behind this 
product, with the result that the sales had droppied to a stagnant 
stage. Deciding to revive the piopularity of this product salesmen 
were sent out to call on the trade, equipped with proofs of a pro- 
piosed Tribune campaign. They succe^ed not only in securing 
co-operation from old dealers in the form of prominent displays, 
but were able to opien many new accounts. The advertising has 
been running for about three months and Pioneei clams are now 
moving fast. 

We Will Help You Do The Same 
Through its Mercharidising Service Department The Tribune is prepared to assist any adver¬ 

tising agent or manufacturer in analyzing Chicago—facts and data on which to build a successful Tribune 
advertising campaign are at your disposal. This department has helped others,—it can help you. In 
writing please state the name and character of your product. 

The World’s Greatest Newspaper 
(Trade Mark Registered) 

Member Audit Bureau of Circulations 

Eastern Advertising Office: 251 Fifth Avenue, New York City Pacific Coast Advertising Office: 742 Market Street, San Francisco 
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The NEW YORK 
EVENING POST 

LEADS all the New York evening newspapers in 
the Effectiveness of its Advertisements, as 
shown by the amount of Display Adver¬ 
tising carried in proportion to Circulation. 

[See Government Reports for 6 Months Ending April 1st, 1915] 

In proportion to circulation The N E W YORK 
EVENING POST carried over THIRTEEN 
TIMES AS MUCH advertising as the seventh 
paper (which has the largest circulation). 

The NEW YORK EVENING POST carried 
Nine times as much advertising as the sixth paper 

Eight '' " '' " . " “ fifth '' 

Five " " '' " " fourth 
Four '' “ " “ " “ second and 

third papers 

Don’t let talk about “Class” or "Mass” confuse 
you. A newspaper is either one or the other. 
You cannot take a bottle of ink and throw it 
into a barrel of water and still write with it. 
Nor will the taste of the water be improved I 

Next two papers 

43 i 43 I 
Fifth Sixth II M j Seventh 

20 ^esey Street 

New York 

McCormick Bldg. 
Chicago 
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SUNDAY PRESS ONE CENT 

Frank A. Munsey Cuts the Price of His 

New York Newspaper From Five Cents 

to a I^enny—Thinks Public is Tired 

of Big Issues Filled With Flub-dub 

—Will Confine Contents to News Ex- 

'' rtnsively—^Advertisers’ Experience. 

Beginning May 23 the Sunday issue of 
the New York Press will be sold at one 
cent a copy. This will be a radical de- 
l)arture from the practice that has hetui 
in force in this metropolis for many years 
of selling the Sunday e<iition of all the 
standard newspapers at 5 cents. The 
Sunday department of the Press will he 
altolished. The last time the experiment 
was tried of publishing a Sunday paper 
at a penny it was by the Morning .Vd- 
vertiser in the middle nineties and scored 
a failure. 

In speaking about the innovation Frank 
A. Munsey, the owner of the Press, said 
to a representative of The Editok and 
Publisher: “I have carefully analyzed 
the newspaper situation here in New 
York from every angle and have come to 
the conclusion that there is a fighting 
chance to make a success of a Sunday 
paper that is sold for one cent a copy. 
There are only a few first class cities in 
which such a newspaper could be made 
to pay—such cities, for instance, as Phila¬ 
delphia, Baltimore and Chicago. I am 
already publishing Sunday papers in 
i'hiladelphia and Washington, but they 
are afternoon editions and" do not there¬ 
fore compete with the regular iiKpriiing 
issues. 

THE METROPOLITAN HELD. 

“In New York and the immediate 
vicinity there are between eight and ten 
million *p«ople who can be reached by the 
local papers. Out of this number I be¬ 
lieve there are many who would buy a 
Sunday newspaper that is filled with 
news instead of flub dub, and costs only 
a penny. 1 purchase all the leading Sun¬ 
day papers, not for the purpose of rend¬ 
ing the mass of feature stuff they contain, 
but to get the news. I throw away the 
sections that are loaded down with trash 
and confine my attention to those that 
contain the news of the day and hour. 

“I believe there are thousands of peojile 
in this community who, like myself, are 
tired of wading through a mass of mat¬ 
ter that is without vital interest or pur¬ 
pose. 

“The Sunday Press, such as I propose 
to publish, will contain a minimum of 
twenty-four pages and will he the best 
newspaper Issued in New York. It will 
have an enlarged dramatic deiiartment, 
an unusually excellent ‘sporting deiiart- 
ment, a very strong financial department 
and a comprehensive real estate depart¬ 
ment. The telegraiih and local news fields 
will be covered by the ablest writers wt> 
can secure. 

ADVERTISERS’ EXPERIENCE- 

“The last regular Sunday newsiiaper 
to be sold for a cent was the Morning 
Advertiser ba<-k in the nineties. The ex- 
jperiment was a failure ami the reasons 
were not far to seek. The regular week 
day issues were not popular and com¬ 
manded little attention. Hence the Sun¬ 
day edition even at the low price at which 
it was iskued made little impression on 
the reading public. 

“Moreover, at that time the big Sun¬ 
day editions put out by older newspapers, 
with their colored comic supplements, 
their jipnsationnl^specinl articles and il¬ 
lustrated features, bei'ause of their 
novelty made a strong aiipeal and com¬ 
pletely overshadowed the Sunday Morning 
.\dvertiser. 

"But that was many years ago. The 
novelty of the big issues has worn off, and 
the public is, 1 believe, tired of the end¬ 
less pages of miscellaneous matter with 
which the Sunday papers are now filled. 
The proof of this is seen in the notable 
decline in the circulation of nearly all of 
them here in New York. If such papers 
as the World, the American and the 
Herald, which command the services of 
the best artists, the most famous writers 
and use the costliest methods of color 
printing, cannot hold the circulation they 
once had, what I'hance has a later comer 
in the field, like the Press, to compete 
with them upon their own ground? 

“As I have already said I have analyzed 
the situation with much care and have 
considered it from every view point, and 
have finally concluded that what the 
public want is not more reading matter 
in their Sunday newspaper, but less, and 
of better (piality. The news of the day. 
when properly written and presented, is 
more appealing to the average, intelligent 
man or woman than anything else that 
can be given them in a daily newspaper. 
It is because of this fact and in response 
to what I believe is an urgent need that 
the Sunday Press will be devoted solely 
to the publication of news. I may, of 
course, be mistaken, but the correctness 
of my conclusions can only be determined 
by giving the experiment a fair trial, for 
after all an ounce of experience is worth 
a pound of theory at any time.” 

CARS STRIPPED OF “ADS.” 

Brooklyn Rapid Transit Company Tears 

Out Every Card in Quarrel 

Over Contract 

Failure of tlie Brooklyn H:i])id Tran¬ 
sit (’oinpany and the Intercity Car Ad¬ 
vertising Company to agree on a new 
contract led to one of the oddest situa¬ 
tions that has been met with for years 
in an American city. 

At midnight, when the old contract ex¬ 
pired, the railroad company sent out 
large forces of men who stripiied every 
advertisement from all its hundreds of 
ears and scores of stations. Every pos¬ 
ter was covered up with blank white 
paiM'r and all the newsstands were closed. 

The railroad conipany, taking the stand 
that the prices proviiled in the old con¬ 
tract were ridiculously low, refused to 
renew the contract and the advertising 

■company, which had an option to renew 
the contract for five years, refused to 
submit new and higher figures. 

Lafe Young .\rrested 

Lafayette Young, editor of the Des 
.Moines Iowa Capital and former United 
States Senator, who is aiding as war 
correspondent for his paper, was ar¬ 
rested at Innsbruck, .Vustria, on May .’5, 
on a suspicion of espionage. When his 
captors found out who he was they re¬ 
leased him and apologized and he is re¬ 
ported ns having no cotniilaint to make. 

Lansing Evening Press Solti 

Art! E. Richardson, former mayor of 
Saginaw, has purchased the I./nnsuig 
Evening Press of William Thomson of 
Battle Creek, and will take immediate 
possession of the newspaper property. He 
will make Lansing his home, and plans 
to move there in the near ftiture. 

Mr. Richardson has been a resident of 
Michigan all his life, having been born in 
Saginaw where he was educated in the 
public schools. He later attended the 
TTniversity of Michigan, being a graduate 
of the engineeritig department. He is 
largely interested in limber lands in 
Michigan and also in the West. 

PAPER TRADE CONDITIONS 

Mills Running at Slightly Less Than 

Normal Output - Future Bright 

News paper manufacturers throughout 
the country are totlay running their 
mills only Lo jier cent, below their full 
production, and are convinced that by 
fall conditions will have returned to nor¬ 
mal. The manufacturers were particu¬ 
larly hard hit by the war because of 
the number of fiu'cign newspapers which 
suspended publication, since they could 
get no jiaper to print on, and also be¬ 
cause of the decrease in the number of 
pages ])rintcd by American papers, due 
to their loss of advertising. 

Commercial business has improved so 
steadily in the past two or three months 
that the publishers of daily papers are 
commencing to get back their lost ad¬ 
vertising and are beginning to increase 
the number of jiages of their publica¬ 
tions. When the war is over the presses 
tif the foreign newsjtapers are bound to 
resume, and when they do foreign pub¬ 
lishers will have to dejiend upon the 
news mills of the United States and Can¬ 
ada for their supply of newspaper. This 
means that when tlie crop of orders does 
come, it will be in abundance. 

It is claimed that the tariff has had 
a disastrous effect on the sale of news 
[lapcr. For the last eight months of 
1!H4 there were 21(i,7o4 tons of news 
print and chea|> book paper im|>orted 
from foreign countries, with a value of 
$8,485,014. This is a serious burden for 
one comparatively small industry to 
bear and the manufacturers are appar¬ 
ently justified in looking forward to bet¬ 
ter things, when, with all these handi¬ 
caps, they can still run their mills at 
such a smaller pt^rcentage than their 
usual output. 

Increases in freight rates on paper 
from New England points to New York 
and adjacent places, in less than carload 
lots, Irtive just been authorized by the In¬ 
terstate Cmimnerce Commission. The in¬ 
creases range from 0 to 12 cents per 100 
l>ounds. 

The coniiuission says that the railroads 
asserted and the protestants admitted 
that the present rates from New England 
])oints to New Y’ork on the traffic in¬ 
volved were abnormally low. The in¬ 
creases were proposed a year ago by the 
substitution of class rates for commodity 
rates. The new rates liecome elfective 
May 25. 

ROY L. McCARDELL WINS PRIZE 

$10,000 for Photo Play Scenario Coes 

to New York World Humorist 

Roy L. .McCardell, author and humor¬ 
ist. who is on the New York Evening 
and Sunday World, wrote the winning 
scenario in the contest just chised by an 
association of newspapers in connection 
with the Amtu'ican Film .Manufacturing 
(’ompany. 

'I'lie title of the [ilay is “The Diamond 
from the Sky.” Thousands of manu 
scrijtts were submitted, and one of tin' 
rules specified that each should be signed 
by a number, and the committee that 
picked the winner did not know the name 
of the author. 

Chns. R. Tyong. one of the jiroprietors 
and editors of the Chester Times and 
'I'he Morning Republican, of Chester, 
Pa., has bought the Passaic Daily Her¬ 
ald, of Passaic, N. .T., and took posses¬ 
sion May 1. He has associated with him 
two or three prominent newspaper men 
in the ownership of the Herald, and one 
of these will reside in Passaic ns soon 
as he can make arrangements. 

CENSORED TO DEATH 

President Roy W. Howard of the United 

Press AssociationsTellsWhyEnglishmen 

Do Not Appreciate the Situation at the 

Front—The .\ttitude of the Germans 

Toward Correspondents—Will Irwin’s 

Thrilling Description of Ypres Battle. 

Roy W. Howard, iiresident of the 
United Press Associations, returned to 
.New York on Monday after a three 
months’ tour of the United Press Bu¬ 
reaus and field stations in England, 
France, Russia, Germany, Belgium and 
Italy. During the tour Mr. Howard vis¬ 
ited the front and the foremost trenches 
of both the German anti the allied armies, 
and was given exceptional opportunities 
for first-hand observation of conditions 
at the opening of the spring camiiiiign. 

He brought back with him to America 
some new impressions of the great Euro- 
liean war that are of especial interest to 
journalists everywhere. One of the most 
important of these is his belief that the 
war may last for two or tliree years. The 
belligerent nations are, he says, somewhat 
resentful of .-Vmcrica’s offices to bring 
about jjeace, and want the government 
"to mind its own business” and let them 
alone. In talking with a representative 
of The Editor and Publisher he saitl: 

don’t co.mprehend the price. 

“Up to this time the average English¬ 
man has not comprehended the price he 
will have to pay for a crushed (Jermany. 
England has not yet suffered as Germany 
and France have suffered because relative¬ 
ly her contribution of troops has been 
small. The press censorship has 
stupidly prevented him from getting a 
thrill that would come from a full kiiowl- 
etlge of the facts. As a result, Englantl 
is rapidly approaching a point where she 
must choose between one of three courses 
—abolish her press censorship and give 
her newspapers an opportunity to double 
or triple the present volimtary army 
through a stirring of British patriotism, 
resort to conscription and in that way ob¬ 
tain the needed number, or make up her 
mind to abandon her ideas of decisively 
ilefeating Germany. 

“F.nglishmen have liecn accustomed to 
a free pri'ss. They have heen accustomed 
to a high order of journalism—newspaper 
stories that were real literature. They 
have been accustomed to descriiitive 
stories and to writing with action in it. 
They have been accustomed to In'ing 
thrilled and to having their emotions 
stiireil as only high-class journalism can 
stir the emotions of .a nation. For years 
this situation obtained. Then came the 
war anti F'ngland’s great crisis. Over 
night everything was changed. A jiress 
censorship was established, the stupidity 
of which is nowhere so thoroughly rec¬ 
ognized as in Great Britain itself. 

.SAITAIUABDINO SECRETS. 

“No sane jierson in England objecteil 
to or jirotested against a censorship that 
would safe-guard the nation’s military 
secrets. What they diil object to, what 
they are objecting to, anti what they will 
object to until the evil is removed, is a 
press censorship which has robbed a na¬ 
tion of the thrills and patriotic ins]tira- 
tion to which it is entitled as a partial 
compensation for the trementlous sacri¬ 
fice it is making. What Englishmen ob¬ 
ject to is the substitution of formal 
official reports written by government 
bureaucrats and crammed down the 
throats of a news-hungry nation ns a 
substitute for real news prepared by 
newspapermen. 

"Over night the mental diet of a nation 
— the mental food the people got from 

(Continued on page 1037.) 
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NATIONAL ADVERTISERS IN SESSION 

National Assoriation Holds Its Annual Meeting in Cleveland—Half the Member¬ 

ship Present—President Tipper’s Address—Work of Audit Bureau of 

Circulations Approved— 

rert Mail 

"The most successful nieidiu;; tlie As 
sociutioii of National Advertisers has 
ever held,” is the unauiiiiuus opinion of all 
those representatives of nieniliership con- 
ivrns and other officials from their com¬ 
panies who attended the semi-annual 
meetino of the association on Thursday, 
Friday and Saturday of last week at the 
Motel Statler, Cleveiand. 

When the first session was called to 
order hy I’resident Tip|HT on Thiirsrlay 
morning, Kl.'i niemiH-rs out of a total 
niemU-rship of 22(1 were in their places. 
Siihseipient arrivals brought the total at¬ 
tendance up to 128 men. At the last 
session on .Saturday morning, 114 mem- 
liers were present. It is the strongest 
index of the value of the association 
and of its meetings when nearly (Kl ja-r 
cent, of the entire memlKTship from all 
liarts of the country attrMnU**! this semi¬ 
annual meeting. 

.\fter routine matters hail lieen dis- 
IMisial of. President Tipper made his re- 
|Mut on the genera! situation confronting 
the association both in regard to the 
work started in the last six months and 
its future development, lie spoke of the 
increasing reipiiremeiits of the associa¬ 
tion’s s<-rvice, tijion the work of the sev¬ 
eral coinmittws, and of the great possi- 
hilitii-s of the association’s work in con- 
m-ction with the Assca-iated Advertising 
Clubs of the World. 

ASSTK'IATIOX’S work t’XtQl'E IX 

rllARAtTKK. 

In concluding he said that the associa¬ 
tion has possibilities of Incoming the 
most valuable business organization de¬ 
voting attention to the sales and adver¬ 
tising end of business that exists in this 
country. The work whi<-h it had done in 
this conius-tion is evidence of the future 
possibilities which lie within it. More 
than ever, he said, it se«*med to him to- 
<lay that the problems la*fore the manu- 
faiturer in connection with the sales 
|iromotion of his giaals demand the co- 
oja-rative effort which is so-ured through 
the business-like organization of the As¬ 
sociation of National .Advertisers and its 

-Interesting Exhibit of Di- 

Advertising. 

strict attendame to the things which 
count. 

He '.said that while he looked forward 
in common with most business men to a 
great improvement over the present de¬ 
pressed condition he did not la‘lieve that 
it would la* possible to return to the 
former careless metluals of marketing 
giaals. A demand will la- made upon 
manufacturers for increased ettieiency, 
for increa.sed knowledge, for more care¬ 
ful investigation, and for decision and 
judgment foundeil more tirmly upon 
searching study. 

These probabilities of the future 
spelleil the possible greatness of an asso¬ 
ciation of the character of the .Associa¬ 
tion of National Advertisers. There was 
no doubt in his mind that today it gives 
to its mcinlK-rs a service greater in pro¬ 
portion than that of any other associa¬ 
tion in the marketing field. It has more 
vitality and it possesses more iKitential 
<-nergy. 

Sr-cretary-Treasurer I’atman made a 
brief rejxirt on organization matters at 
head(|uartcrs, the healthy condition of 
the association’s finances, the increasing 
memi>ership, and office jilans for the next 
six months. 

CIBCrLATIOX AUDIT WORK SIKCI-:88KUL- 

The Circulation .Audit ('•ommittee pre¬ 
sented a valuable rejiort as to progress 
of work on certified, standardizerl circu- 
laticm audits since the annual meeting 
last OctolK-r, the steaily success a<-hieved, 
and the future development of the plan. 

The committee said that some confu¬ 
sion existed among |iuhlishers as to the 
attitude of advertisers in regard to audit 
re|)orts. The association ajijiroves of the 
.A. B. C. rejMirts on circulations and puh- 
lishers a<‘cept them without (piestion. 
The fidlowing resolutions were adojited; 

(1 > "Kosolvcd. That this mooting express 
Us heartiest appreciation and approval of 
the work thus far accomplished and the 
methods employed In circulation audit work 
by the .\udit Itureau of Circulations. 

(2) “Itesolved. That It Is the s»-nse of 
this meeting that we urge all memls-rs in 
placing their individual advertising to pro¬ 

tect their own interests and do their share 
in eliminating circulation-statement abuses 
liy nspiesting audited circulation statements 
from all pulilications they use in accord¬ 
ance with the standards established by tbc 
.Vssociatlon of National .\dvertisers. 

‘•.\nd, that niemla-rs lx- warned to scruti¬ 
nize all circulation statements purporting 
to have been audit(-<i under the direction of 
the .Association of National .Advertisers and 
to s<‘e that such statements Ix-ar the coun¬ 
ter-signature of the tb-cretary of the .Asso¬ 
ciation of National Advertisers.” 

The report from the Conventions, Ex¬ 
hibits and Fairs Committee contained no 
s|)ecific rt-eommeiidatiou, covers all fields 
represented in the association, and placed 
liefore the members a mass of detailed 
information worth several thousand dol¬ 
lars to individual advertisers. 

DIRECT MAIL ADVEKTIHINO REPORT. 

The l)irt*ct Mail Advertising and House 
Organs Committee’s report was also a 
progress rejmrt covering the work done 
in arranging for the issuance at an early 
date of authoritative articles by mem- 
Ikts of the committee on pertinent jirob- 
lems in dire(‘t mail and house organ 
work, haseil upon information secured 
from the memliers and from outsi<le 
sources. Another part of the committee’s 
work was seen at the meeting in an ex¬ 
hibit of more than sixty complete cam¬ 
paigns of direct mail advertising litera¬ 
ture and an efpial numlier of complete 
sets of house organs selected by the 
memla-rs as typical instances of their 
work. A live lioiir session on Friday 
evening was devoted to a clinic on a 
mimla*r of these exhibits arbitrarily 
selected and to Round Table Discussion 
on a great variety of cpiestions and prob¬ 
lems i-onnected with that kind of work. 

EN.10VABI,E “0ET-T0«ETIIER” DINNER. 

On Thursday evening, a ‘Tlet-Together” 
Dinner, open to memlH*rs, their assist¬ 
ants, and other officials of memliership 
concerns was held. This dinner and the 
entertainment provided, consisted of ad¬ 
vertising stunts, songs and musical selec¬ 
tions. The programme was arranged hy 
Tim Thrift, of the .American Multigraph 
Sales Company, and a committee of 
Cleveland memlters. Wm. fl. Rose, presi- 
<lent of the Cleveland Advertising Club, 
and Ralston F. Smith, another member 
of that club, contributed very materially 
t«> the success of the evening. 

BI« WORK ON RESALE PRICES SUBJECT. 

Wm. H. Ingersoll on P'riday morning 

delivered a very valuable exposition on 
the resale prices subject. In this address 
Mr. Ingersoll went over the main points 
of the decisions reiideretl in legal cases 
on price maintenance since the last meet¬ 
ing of the association. He pointed out 
very clearly that the rights of the manu¬ 
facturers, who have created a market 
through advertising to consumers, to pro¬ 
tect the good-will so created from injury 
by price-cutting had not been considered 
in any one of these decisions, and in fact 
by any decisions since price maintenance 
suits were instituted. All these cases 
hinged upon the right of a patentee or 
owner of a secret process to monopolize 
his market, whereas, the fundamental 
consideration in price-cutting is the 
enormity of the injury to the already 
established good-will of the manufac¬ 
turer who has created a market among 
the consumers by advertising and hy 
identifying his product. 

He also pointed out that all decisions 
in trade-mark cases had been based upon 
the fundamental or basic point that the 
trade-mark itself is not pro|terty, hut 
simply an identification of the property 
interest of the owner and that it cannot 
l>e assigned, licensed or otherwise dis¬ 
posed of unless the good-will and phys¬ 
ical property of the business accompany 
it. It would be a fraud u)>on the con¬ 
suming public if it were otherwise. For 
the last twenty years, records of the ad¬ 
vertising done by a concern in connection 
with its trade-mark have always been 
considered an important part of this evi¬ 
dence and the use and value of the trade¬ 
mark. 

UO-OPERATIVE WORK WITH A. A. C. OF W, 

The work of the Association of Na¬ 
tional Advertisers as the general adver¬ 
tisers’ department of the Associated Ad¬ 
vertising Clubs was then taken up. The 
association elected W. H. Ingersoll, who 
is also chairman of the National Com¬ 
mission, of Robt. H. Ingersoll & Bro., 
New York City; O. C. Harn, of the Na¬ 
tional Lead Company, New A’ork City; 
and O. B. Sharpe, of the DeLaval Sepa¬ 
rator Co., New York City, as its repre¬ 
sentatives on the National Commission. 

Mid-day, the Cleveland Advertising 
Club gave a dinner and reception to the 
members of the Association of National 
.Advertisers. The meeting was addressed 
by President Tipper, O. B. Sharpe. A. C. 
lieiley, E. A. Walton, L. R. Greene, 

(Cotitinurrl ok pa(/e 1040.) 

IMPRESSIONS OF THE BARNES-ROOSEVFXT TRIAL, BY T. E. POWERS, IN THE NEW YORK AMERICAN. 
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Some Interesting Facts About 
Boston and New England 

Metropolitan Boston has a population of more than 1 .olKMKK). 

Within 25 miles of the State House, the eenter of Boston, there is 
a population of over 2,()00,(XX). 

Within 50 miles of the State House there is a population of practi¬ 
cally 5,5(X),(XX). This, after New York, is the greatest population in a 50- 
inile circle in the United States. Within 50 miles of their centers Phila¬ 
delphia and Chicago have each less than 5,(XX),(XX) population. 

The population of the New England States all tributary to Boston, 
constitutes 7.12 per cent, of the total population of the United States. . 

Boston and its adjacent trading territory stands first in per capita 
wages, first in per capita wealth, last in the proportion of citizens not 
speaking English. 

. The Boston Evening American now has a net paid circulation of 
over 4(K),(XX) per day. The Boston Sunday American now has a net 
paid circulation of over 335,(XX). 

Through the American, with its home-going evTiiing and Sunday 
circulation, you can reach a closely knit grouj) of educated people who 
spend for the luxuries as well as the necessities of life more than 
$18,(XX),(XX) per week and who have to draw on in savings and other 
banks more than $278,(XX),(XX). 

These people will buy your goods if you persistently show them 
why they would find it profitable so to do. You can not reach any large 
part of these people except through the Boston American, their home 
newspaper. 

Evening and Sunday 

New England's Greatest Home Newspaper 
N«w York Office 

1789 Broodway 80 Summer Street Boston 
Chicago Office 

504 Hearst Bldg. 
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CROWN STAMP CO. QUITS 

Supplied a Thousand Stores With Little 

Rosy Stickers- President Crow Ap¬ 

proves of Position Taken hy Editor & 

Publisher—“Public (>annot Be Fooled’’ 

Coupons as Circulation Getters. 

(ttprrinl VorrvHjKtmlfnrf.) 

I’liii.AiiKi.iMiiA. .May <■>.—The Crown 
(red) TradiiiK Stamp Company, a sul»- 
sidiary of the .Vcine Tea (Nimpany, ojaM'at- 
in>; gnavry stores an<l supplying also 
the Bell chain of l.">4 groceries and some 
(;,<KK» small retail grocery, <igar and other 
shops, announced on Monday that it 
would no longer <'ontinue to issue the 
cunning little rosy stickers which have 
for the past ten years Ikhmi the side- 
strei‘t hous«?-wives’ joy. This move, 
according to the Puhlic Ivcdger, Philadel- 
(diia's mpidly-getting-to-l>e-national news- 
liaiter, “is directly in line with the 
campaign hegun some time ago by The 
Kpitok AM) PI BI-ISIIKK against so-called 
profit-sharing coupons,” and marks the 
advance of a wave of intelligent under¬ 
standing of healthy trade conditions, both 
on the part of the public and the business 
managers. 

puouabi.e ekeect- 

Sim-e the Crown Company had so large 
a fcdlowing and was more or less th<^ 
lead<*r of loc-al stamp concerns, the action 
of its directors will undoubtedly have a 
marked effect on the present situation. 
The “yellow” trading stamp is now used 
principally by two chains of groceries, 
which numl)er 188 stores and by Lit’s 
department store. 

According to IVilliam Crow, president 
of the Crown Company, the move has 
t)een under consideration for some time, 
stamps having been experimentally dis- 
cciutinued from their stores in Beading 
and Trenton two months ago. In an in¬ 
terview with The Editok and Peb- 
i.ishek’s correspondent he expressed him¬ 
self approving of the ])osition taken by 
this journal, although he insisted that the 
puriHise of the change was that focsl 
price's might be made lower and that for 
the present at leasr their newspaper ad¬ 
vertising appropriation would remain the 
same. His comments on the general sub¬ 
ject were interesting. 

“The day of the trading stamp is gone,” 
he said. “It lasted for ten years and the 
first firms to take up the idea secured a 
certain advantage. But when it got so 
that stamps could Ite had in every direc¬ 
tion it was the t)eginning of the end. The 
public has advanced in intelligence. 
IVople. especially women, are thinking 
more. They know the coat must be de¬ 
ducted somewhere. They cannot be 
fooled. It was just a passing business 
phase, and it’s practically over.” 

angiek duke’s connection. 

Over here we have had an additional 
fdlip in the fact that Angier Duke, who 
for a time managed the gift department 
of the United Cigar Stores Company, re¬ 
cently married, as the whole country 
knows, the charming young daughter of 
“Tony” Drexel-Biddle, of Bible class and 
I)ugilistic fame. whose grandfather. 
Anthony J. Drexel, was so close a friend 
to George W. Child.s, owner of the Ix'dger, 
and who himself once upon a time served 
a reportorial apprenticeship on the (so- 
to-speak) family paper. 

Since there has been so much talk of 
the action of Marshall Field in discon¬ 
tinuing the sale of coupon goods, it is to 
l)e strongly emphasized that our own 
Wanamaker has never allowed such mer¬ 
chandise place in his stores. It is also 
worth while for New York to recall that 
“Wanamaker” means Philadelphia, the 
New York store having been established 
some years after the perfect organization 
of the local house had been accomplished. 
(This is just by way of emphasizing the 
Philadelphia-made way of conducting 
business.) 

Certain of the local paiiers have been 
addicted to the coupon evil as a circula 
tion-getter. Chief among these have be.on 
the Evening Telegraph and the Press, 
which in the past have vied with each 
other in devising awards and pre.sents 
which might catch the fanc.v of the elu¬ 
sive and earnestly desired subscriber. 

Since the advent of Samuel W. Meek as 
mamiger the Press has given up such 
metluMls, which it really never had any 
need for, and is bending the efforts of its 
talented staff solely toward the produc¬ 
tion of as lively and progressive a news- 
papt*r as one would wish to see. The 
lAHlger has never taken to rewarding its 
readers with cuckoo clo<-ks or college 
cushions, and there are others. An im- 
|H>rtant official of one i)ai»er who prefers 
to Ik* deus ex machina rather than face 
the limelight, says: 

“We have never had recourse to 
various circulation sclu'ines, exce|)t as a 
matter of prote<‘tion. M’e do not care for 
or originate such devices, preferring to 
deiM>nd on giving <iur readers the very 
best news and feature service possible 
rather than to ♦K'onomize in those depart¬ 
ments and make tij) the deficiency with 
incons<>4|uentinl premiums. M'hen there 
has been a sjK'cial wave of couiK)n-giving 
we have fallen in line in onler to hold 
our own and satisfy such of our readers 
as were attracted by that sort of thing, 
hut we have stoiiped it at the first |)os- 
sible moment. We make the best paper 
we can. First and foremost, that is our 
chief care and we expect to hold and in¬ 
crease our circulation by this means 
alone.” 

The North American does things in its 
own sweet way regarding couiwns and 
circulation schemes, just as it does about 
everything else, while the Inquirer frankly 
goes in for that sort of thing, just ns it 
maintains a most generotis attitude to¬ 
wards every variety of advertising, in¬ 
cluding “personals” and Pastor Russell, 
whom the Press eliminated some time 
ago. by the way. but to whom the 'I'ele- 
grai)h still gives house room. It remains 
that the I>edger. the Record and the 
Bulletin are the cleanest papers in town 
when it comes to the present reckoning. 

Ilarr.v P. Wilson, night editor of the 
Record, has returned from a month’s trip 
to the Pacific coast. He left Philadelphia 
on the maiden voyage of the “Northern 
Pacific.” which was built at Cramp’s 
ship-yard for the coasting service between 
the Golden Gate and the Columbia River. 

WHY NOT REDUCE PRICES ? 

President .Straus, of the Retail Dry Goods 

Association, Hits the Nail on the Head. 

(The following excerpts are from an ad¬ 
dress delivered Before the National Dry 
(lOods .\ssociation hv Uerey Straus, presi¬ 
dent of the Ketail Itry Goods .\sso<*lation 
of New York.] 

'The New York papers have been ca)*ry 
ing for the past month or six weeks 
lengthy advertisements of coupon distrib¬ 
uting companies. These consist of long- 
winded statements and specious argu¬ 
ments justifying the enclosing of jire- 
mium coupons in the different lines of 
merchandise. 'These advertisements were 
evidently the opening guns of a campaign 
to spread a new gospel of giving some¬ 
thing for nothing. The.v also signalize 
an attempt to induce manufacturers to 
try another method of stepping in be¬ 
tween the retail distributor and his 
patrons. 

Why should a retailer sell merchandise 
that contains as an inducement to (he 
consumer a slip of paper that is claimed 
to represent an actual 4 iier cent, dis¬ 
count. or the eciuivalent of an S per cent, 
discount in merchandise? If there he n 
real marqin of profit to juxtify xueh a 
{lift from the manufneturer to the eon- 
siimer, •leotiM it not he better from any 
xqunre denliny point of view, to reduee 
the priee to the retailer eorrexpondingly 
and enable him to pass the advantage on 
to the eonxumerf 

There are only certain consumers who 
take an interest in the premiums for 
which the coupons are exchangeable. The 
others—and I suspect the.v are the vast 
majority—pay the increased price and re¬ 
ceive no return for the increase. It is 
merely another attempt to befog the 
direct appeal for patronage on the basis 
of quality and value. As retail distrib¬ 
utors we department store men must com¬ 
bat this questionable attempt to put us 
in the class of mere manufacturers’ 
agents who are to hand out branded mer¬ 
chandise to a clientele created by unbusi- 
ness-like methods that are sure to be 

short-lived in their apiieal. As soon as 
the puhlic realize that they have been 
betrayed, the inno<-ent merchant will be 
made to suffer with the guilty manufac¬ 
turer. 

'The mission of the retail distributor is 
to obtain the merchandise that the con¬ 
sumer demands as near the source of sup¬ 
ply as possible and then to place it with¬ 
in easy reach of the consumer with as 
small an increase in price as good service 
and legitimate profits will iiermit. 'To 
live up to this formula re<iuires the eradi¬ 
cation of iiremium wupons, trading 
stamps, extravagances of all kinds, and 
the development of every possible short¬ 
cut that expert management can devise. 
Following tills road has brought the de¬ 
partment store to its present high de- 
velopment. 'To stray into the by-paths 
that are lighted by the will-o’-the-wisp 
of illegitimate profits will as surely lead 
to decadence. 

COUPON BUSINESS A PARASITE 

T. S. Fettinger Maintains It Is a Tax on 

Present and Prospective Sales. 

'Theodore S. Fettinger, advertising 
agent, of Newark, N. J., writes: 

“Undoubtedly, the coupon business is, 
as you say, a menace to advertising, but 
perhaps not so much a menace to adver¬ 
tising as to business itself. It does not 
matter much what form the coupon busi¬ 
ness takes on. it acts as a parasite and 
eats away, first, the character of a busi¬ 
ness. or of a product, and then into its 
very vitals. 

“'The coupon is distinctly an artificial 
stimulant, and does not possess the quali¬ 
ties inherent in legitimate advertising 
that makes for substantial business 
growth and builds an asset. 'The coupon 
is an actual tax on all of the business 
already built, and all that is developed 
through its use. 

“.ludicious advertising first builds 
business, then holds it, and goes on with 
its work of developing new business with¬ 

out remaining a tax on all the business 
done. 'The coupon business ought to be 
killed for the protection of business itself. 
Surely, we have seen examples enough, 
particularly, in the retail field, to prove 
the destructive force of the coupon.” 

DISTRIBUTION 
The problem of distribution is lessened 
for advertisers who come into the Greater 
I’ittsbiirgh field if they use 

The Pittsburgh Gazette Times 
Morning andf Sunday 

Pittsburgh Chronicle 

Telegraph 
Evening except Sunday 

22>^c. Per Agate Line 
is the flat combination rate for both jia- 
pers. For further information or co¬ 
operation write. 

URBAN E. DICE. 
Foreign Advertising Manager, 

Pittsburgh, Pe. 
J. C. Wilberding, 

225 Fifth .\venue.New York City 
J. M. Rranham Company 

919 Mailers’ Building.Chicago 
Chemical Building..-.St. Louis 

THE NEW HAVEN 

Times-Leader 
is the leading ono-eent daily newspaper of 
ConnectIfUt and the only ono-eent paper In 
the State which has the full Associated 
Press leased wire service. 

The only evening paper In New Haven, 
member of Audit Bureau of Circulations. 

Bryant. Griffiths and Fredericks 
226 Fifth Ave. 716 Peoples Gas Bldg. 

New York Chicago 

IN 

Colorado Springs 

THE TELEGRAPH 
J. p. McKinney &, son 

New York Chicago 

Do You Want More Business 

From The Pacific Coast? 

An experienced, successful advertising ‘' man, 

leaving New York on or about June 5 for an ex¬ 

tended tour of the Pacific Coast will undertake 

special commissions, promotion work and solici¬ 

tation of advertising for fine or two additional 

publications. 

Thorough knowledge of the territory and its 

potentialities; aetjuainted with the larger biLsi- 

ness interests, Advertisers and Agencies. 

I can emphasize the selling power of your pub¬ 

lication in a way that will produce results. 

Itinerary includes all Coast Cities and Resorts 

and principal points en route. 

Particulars on retpiest and hy interview. 

Address until June 5, 

NEW BUSINESS, ■ .. 

Care of The Editor and Publisher, 

New York. 
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PROPAGATING NATIONAL PUBLICITY 

Full Text of the Second Annual Report of the Committee in Charge 

of the Bureau of Advertising to the American Newspaper 

Publishers’ Association Convention, April 21, 22,23,1915. 

To the President and Members of the 
American Newspaper Publishers’ 
Association: 

(Sentlemcn: 
Your committee, reappointed for an¬ 

other year at the 1914 convention, or¬ 
ganized at a meeting on April 24, 1914, 
be re-electing Mr. J. F. MacKay chair¬ 
man. An executive committee, consisting 
of Messrs. John R. Rathom, Louis Wiley, 
Fleming Newbold and David B. Plum, 
was appointed. 

Subsequent meetings of the committee 
in charge were held on October 22, 1914, 
and February 25, 1915. 

At the close of business March 31, 
1915, there were 292 newspapers actively 
supporting the bureau. Of these 126 are 
members of the A. N. P. A. 

The following table shows the mem¬ 
bership by classes: 

UNITED STATES. 

One hundred and seven subscribers at 
$24 per year, 37 at $48, 41 at $72, 18 at 
$96, 19 at $120, 15 at $144, 10 at $192, 
8 at $240, 2 at $336, 8 at $480. 

CANADA. 

Seven subscribers at $24 per year, 6 
at $36, 4 at $48, 3 at $60, 1 at $72, 3 
at $120, 3 at $168. 

During the year there were 72 resigna¬ 
tions and 24 were dropped as delinquents. 
The loss in membership by classes was as 
follows: 

UNITED STATES. 

Forty-six subscribers at $24 per year, 
12 at $48, 8 at $72, 4 at $96, 4 at $144, 
3 at $192, 1 at $240, 3 at $336, 5 at 
$480. 

CANADA. 

Six subscribers at $24 per year, 1 at 
$60, 2 at $72, 1 at $120. 

New Memberships received during the 
year numbered 24. These were as fol¬ 
lows, by classes: 

UNITED STATES. 

Fifteen subscribers at $24 per year, 3 
at $48, 1 at $72, 8 at $96, 1 at $144, 1 at 
$192, 1 at $240, 1 at $480. 

CANADA. 

One subscriber at $24 per year and two 
at $36. 

The bureau’s books have been audited 
up to the close of business March 31, 
1915. A statement covering the audit 
accompanies this report. It will be noted 
that the bureau kept within its Income 
and that it closes its fiscal year with a 
surplus. On our present basis of income 
and expenditure, however, we cannot hope 
to maintain this surplus, and even with¬ 
out extending its work the bureau will 
need more funds. 

PRINTED MATTER ISSUED. 

The issuing of articles for daily pub¬ 
lication on the subject of advertising has 
continued to be one of the functions of 
the bureau. These articles have been 
helpful not only to individual publishers 
in developing local business, but also in 
advertising the work of the bureau in a 
national way. 

During the year more than 50,000 let¬ 
ters, circulars and pieces of printed mat¬ 
ter were sent by the bureau to advertisers, 
agents and newspapers. The matter sent 
out included illustrated booklets, plans of 
campaigns, data on local conditions, a 
directory of national advertisers, etc. 

CALIFORNIA EXPOSITIONS. 

Throughout the year the bureau has 
made persistent efforts to induce the 
Board of Managers of the two California 
expositions to appropriate funds for ad¬ 
vertising. Acting with a joint committee 
appointed by the Periodical Publishers’ 
Association, your committee prepared and 
signed a presentment on the subject of 
advertising, laying it before the Board of 
Directors of the Panama-Pacific Exposi¬ 
tion at San Francisco, through Mr. Harry 
Chandler, of Loa Angeles, representing 

the newspapers, and Mr. William Wood- 
head, of San Francisco, representing the 
magazines. 

In spite of the able efforts of these 
two gentlemen, there is no prospect at 
present of inducing the managers of 
the San Francisco Exposition to adver¬ 
tise. They have made the point re¬ 
peatedly that the newspapers have been 
so liberal in the amount of free pub¬ 
licity printed about the Exposition that 
there is no need for a paid advertising 
campaign. 

An appropriation for magazine adver¬ 
tising was made by the San Diego Ex¬ 
position management, and at the same 
time a semi-official announcement was is¬ 
sued to the effect that a similar sum 
would be appropriated for newspaper ad¬ 
vertising in January, 1915. 

Williams & Cunnyngham, advertising 
agents, of Chicago, issued a letter to 
newspapers, dated December 1, 1914, and 
enclosed a contract for San Diego Ex¬ 
position advertising which, they explained, 
was to be held pending orders for in¬ 
sertions. In this connection the agency 
said that the exposition management had 
authorized them to check up the amount 
of free publicity printed by the news¬ 
papers to whom they sent the contracts, 
and, to quote the agency, “where there 
has been shown a disposition to co-operate 
by referring in the reading columns to 
the San Diego Exposition, we are in¬ 
structed to issue supplementary orders 
and go ahead.” 

It is understood that a number of 
publishers were induced to print articles 
about the exposition on the strength of 
this offer, but, so far as can be learned, 
no advertising orders have been sent to 
new'spapers against the Williams & 
fiunnyngham contract, and it is said that 
no advertising will be forthcoming. 

Your committee cites this incident be¬ 
cause of the widespread interest aroused 
in the subject of exposition advertising, 
and, furthermore, to give point to its 
oft repeated assertion that concerted ac¬ 
tion is vital amongst publishers on the 
question of free publicity and kindred 
subjects. 

A. A. C. OF W. CONVENTION. 

The Bureau of Advertising assumed 
responsibility for the exhibit on hehalf of 
newspapers at the Toronto convention of 
the Associated Advertising Clubs of the 
World, in .Tune, 1914. The bureau’s work 
represented Ihe sole effort of the news¬ 
paper as a national medium at that 
convention. 

WORK IN CONNECTION WITH WAR. 

With the outbreak of the war in 
Europe, the bureau found some special 
opportunity for useful effort. A few 
days after the beginning of hostilities it 
co-operated with the Canadian Press As¬ 
sociation in issuing what were known as 
“flood Cheer” editorials to the news¬ 
papers. 

Several hanking institutions wrote to 
the bureau or to individual newspapers 
commending this series of advertisements 
and asking for permission to use them in 
advertising campaigns of their own. 

Following this, the bureau took up a 
definite plan to bring before American 
manufacturers the opportunities offered 
by the war situation. A series of letters 
was sent to various interests whose op¬ 
portunities were most likely to be en¬ 
hanced by war conditions. These in¬ 
cluded brewers, table water producers, 
wine growers, olive oil manufacturers, toy 
makers, glove and corset manufacturers, 
etc. In a number of instances, corre¬ 
spondence was begun and personal inter¬ 
views followed. Sectional campaigns 
were started by several of the manufac¬ 
turers and the bureau was able to be of 
service in a number of these cases. 

The bureau made a point of keeping in 
touch with various “Made in America” 
movements, and used its best endeavors 
to divert these plans from the free public¬ 
ity propaganda which most of them 

originally entailed, to legitimate advertis¬ 
ing campaigns. 

A special effort was made to develop 
some advertising among cotton growers 
and manufacturers. But in this we were 
confronted by the belief on the part of 
those interested in the industry that the 
newspapers should give up their columns 
to exploiting cotton for “patriotic mo¬ 
tives.” In .spite of this, the bureau was 
able to be of important service in this 
direction, and the movement was un¬ 
doubtedly instrumental in increasing the 
amount of retail advertising of white 
goods. 

WINDOW DISPLAY MOVEMENT. 

In August, 1914, the bureau started 
what proved to be the most significant 
feature in its year’s program. 

Almost since its organization, the 
bureau has endeavored to work up through 
the newspapers an interest among local 
retailers in newspaper advertised pro¬ 
ducts. Many of its subscribers had de¬ 
veloped an understanding with their local 
merchants on the subject of newspaper 
advertised products, and the bureau de¬ 
termined to make a national demonstra¬ 
tion to show general advertisers to what 
an extent this co-operative local work 
had been carried. 

As noted before, the idea for National 
Newspaper Window Display Week was 
suggested by the remarkable effect of the 
local window display plan at the Toronto 
convention of the A. A. C. of W. 

National Newspaper Window Display 
Week was an unqualified success. More 
than three hundred centers of population 
observed the plan, and it is estimated that 
fully .30,000 window displays were ob¬ 
tained. Many cities failed to send in a 
report, so it is probable that the move¬ 
ment was carried farther than even these 
figures indicate. 

DEALER INTEREST. 

It Is not too much to say that the 
newspaper window display movement, and 
the idea behind it, gave a keener point to 
our solicitation for newspapers among 
advertisers than anything we had done 
previously. In a word, it “gave us 
solicitation,” and most of the interest that 
we have aroused among national adver¬ 
tisers is based upon this work. 

Representatives of mediums of adver¬ 
tising in competition with the newspapers 
continually make a point of “dealer in¬ 
fluence.” The advertiser is asked to use 
this, that, or the other medium because 
of the effect it will have on the retailer. 
Many users of space in national publica¬ 
tions of general circulation confess freely 
that they use this space not so much to 
create consumer demand, hut because they 
expect to he able to gain the support of 
the retailer. 

One instance of the interest of dealers 
in newspaper advertising is worth citing: 

An executive oTficcr of a corporation, 
spending a large sum of money in national 
publications, recently confessed himself 
skeptical on the subject of dealer interest 
in advertising. A representative of the 
bureau had been explaining to him the 
significance of the window display move¬ 
ment. and the advertiser in question as¬ 
serted that it would not be possible to 
show him any widespread interest among 
his dealers in the company’s advertising 
plans. 

The bureau asked one hundred leading 
newspapers to send representatives each 
to interview half a dozen dealers handling 
the product in question, and a remarkable 
collection of responses was obtained. The 
complete frankness of these replies, and 
the vast difference in character, empha¬ 
sized their accuracy and their freedom 
from bias. 

The advertiser in question, who is still 
debating with the bureau the possibilities 
of a newspaper campaign, now complains 
that he is embarrassed with requests from 
his dealers that he employ the newspapers 
hereafter as his national medium. 

In this connection your committee 
quotes the following from Bulletin No. 
77, issued by the bureau: 

THE WORK ON THE RETAILER. 

“The recent solicitations of the bureau 
emphasize the fact that the interest of 
national advertisers in newspapers today 
very largely centers in the work that 

publishers have done to focus the atten¬ 
tion of retailers upon newspaper adver¬ 
tised goods,” etc., etc. 

SOLICITATION AND DEVELOPMENT. 

So far as its present facilities for per¬ 
sonal solicitation permit, the bureau is 
in intimate touch with a constantly grow¬ 
ing number of national advertisers. Its 
services are sought more and more by 
manufacturers with advertising problems 
on their hands, and it is enabled to build 
up a better appreciation of the value of 
newspaper space through the help that it 
is constantly rendering. 

Frequently the bureau’s work is of a 
confidential character and may be referred 
to only in a vague way through our 
bulletins. Advertisers often guard against 
premature announcement of their plans, 
owing to a fear of competition, and a 
desire to avoid the deluge of solicitation 
that is bound to follow the story of a 
campaign. 

At the same time the bureau is per¬ 
mitted to report a number of instances of 
its work in the national field. 

The advent of Wooltex into the news¬ 
papers in February, 1915, was the occa¬ 
sion for enthusiasm among publishers in 
four hundred cities. This product is 
made by the H. Black Company of Cleve¬ 
land, and it has been advertised exclu¬ 
sively in women’s magazines for a num¬ 
ber of years past. 

At the suggestion of Mr. C. C. Rose¬ 
water, of the Omaha Bee, the bureau was 
asked by the H. Black Company to con¬ 
duct an investigation showing the pos¬ 
sibilities of advertising a line like Wool¬ 
tex and demonstrating the successes of 
kindred lines advertised in the newspapers. 

A brief covering these points was pre¬ 
pared and submitted by the bureau, and 
a newspaper campaign was decided upon 
by the H. Black Company soon after¬ 
ward. The bureau announced this cam¬ 
paign in its weekly bulletin No. 79, Jan¬ 
uary 16, 1915. 

The contracts placed this spring 
amounted to about 6,000 lines in each 
case, and one or more newspapers in 400 
cities were employed. A fall campaign 
on a larger basis is understood to be 
planned for next September. 

Armour & Company, encouraged by 
the disposition of newspapers to interest 
retailers in newspaper advertised prod¬ 
ucts, as evidenced by the work of the 
Bureau, have been conducting a cam¬ 
paign in twenty-two cities in as many 
states. 

The Armour campaign is one of the 
most interesting ever conducted by a na¬ 
tional advertiser. It is an institutional 
campaign—that is. it advertises the house 
of Armour and all its products. About 
60,000 lines of space is being employed in 
each newspaper used and, in spite of the 
fact that it was launched at a rather un- 
propitious business period, the advertising 
has been uniformity successful. ' 

The General Roofing Manufacturing 
Company, whose experimental campaign 
in newspapers was touched upon In our 
1914 report, has extended Its advertising 
in the dailies all over the United States 
and Canada. The list of newspapers 
used has been steadily increased, until 
it is now close to the thousand mark. 
This advertising has also been very suc¬ 
cessful. 

In a recent statement issued by George 
M. Brown, president of the General Roof¬ 
ing Manufacturing Company, it was said 
that, notwithstanding unfavorable busi¬ 
ness conditions, the concern had shown an 
increase of 70 per cent, in its business in 
the last fiscal year. 

SAVING A $250,000 ACCOUNT. 

One of the biggest efforts of the Bu¬ 
reau during the year, and the one thing 
which probably meant most to news¬ 
papers in immediate returns, was the 
service that it rendered in bringing back 
to the newspapers an account which 
amounted to more than $350,000 last 
year. 

Unfortunately for the bureau’s per- 
feclly natural desire to advertise itself, 
the name of this account must be with¬ 
held in accordance with the promise mado 
to the advertiser, although the details of 
the case are fully known to the members 

(Continued on newt page.) 
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of your oommittee. It is of interest to 
note that the account referred to slipped 
out of the newspai)ers. and representatives 
of the bureau were shown in a confidential 
way reasons for the withdrawal. After 
three months’ hard work, which inclnded 
the gathering of exhaustive data and the 
l)reparation of new advertising copy, the 
bureau had the satisfaction of seeing the 
advertising resumed, and the copy is now 
api)earing regularly. The appropriation 
for 1915 is expected to run well over the 
quarter million mark. 

At the invitation of the Ferro Machine 
& Foundry Ck)mpany, Cleveland, Ohio, 
the bnreau conduct^ an investigation 
concerning the number of dwellings in 
various localities costing $10,000 each or 
more. This investigation was conducted 
to assist the company in marketing a 
hardware specialty. The burean’s plans 
and recommendations are now before the 
officers of the company. 

THEY WILL “PAY FOR IT.” 

Following up a bulletin of the Free 
Publicity Department of the A. N. P. A., 
the bureau endeavored to interest the 
Crown Cork & Seal Company of Italti- 
more in a general newspaper advertising 
campaign. This company felt that it had 
a message for the public which should be 
printed by the newspapers, and the bureau 
emphasized the necessity and the im¬ 
portance of printing this message in dis¬ 
play advertisements rather than press 
agent articles. A number of conferences 
have been had and data has been sub¬ 
mitted. At the last conference, held a 
few weeks ago, the advertising manager 
of the company instructed his agency to 
prepare a newspaper campaign for about 
twenty cities. 'The bureau is co-operating 
to further the campaign. 

The bureau is working with a New 
England manufacturer of confectionery 
on the details of a newspaper campaign. 
This manufactnrer was negotiating for 
a national magazine campaign when, 
through one of the subscribing members, 
a representative of the bureau was put 
in touch with him. The adverti.ser in 
this case has shown a desire to leave his 
problem largely in the bureau’s hands. 

The Scott 'Tissue Paper Company of 
Philadelphia requested an interview with 
the bureau some months ago, having been 
interested in work done in connection 
with Window Display W(*ek. This ad¬ 
vertiser was induced to inaugurate a 
newspaper campaign in the middle west, 
but a difficulty arose when a type of co¬ 
operation which the burean deemed dan¬ 
gerous was suggested to tbe newspapers. 
As in all other cases of this kind, the 
bureau took a firm stand, and, while it 
notified the list of newspapers that the 
advertising was about to l)e placed, it 
also warned them to look carefnlly into 
the conditions of the contract and urged 
them against granting concessions which, 
in the judgment of the bureau, were not 
in accord with tlie l)est interests of the 
newspaper business. 

A persistent effort has l>een made by 
the bureau to interest the Proctor & 
Gamble Company of Cincinnati, Ohio, in 
nerwspaper advertising on a larger scale. 
To further this, the bureau has been of 
service to the advertiser, and is doing 
all it can to emphasize to the Proctor 
& Gamble Company the big dealer interest 
in newspaper advertised products. 

The services of the bureau were 
sought in connection with a newspaper 
campaign of the California Walnut 
Growers’ .Association, which was nego¬ 
tiated b.v Mr. Harry Chandler of your 
committee. The bureau communicated 
with the newspapers that were selected 
to carry this business in the cities chosen 
for the experiment, and obtained reports 
showing the results of the campaign for 
the guidance of the Walnut Growers’ 
.Association in future efforts of this kind. 
It is expected that there will be a larger 
campaign in the fall by this association 
for its product. “.Tumbo AValnufs.” 

INVESTIGATING Fl’RNtTl'RE MARKET. 

At the request of a Boston advertising 
agency, the bureau conducted an inves¬ 
tigation of market conditions for a 
Grand Rapids manufacturer of furniture, 
who is planning a campaign in tbe near 
future. A conference with a representa¬ 

tive of the bureau has been arranged for 
by the agency and the client. 

The advice of the bureau was aought 
in connection with a campaign planned 
by the distilling interests of the country. 
This acc-ount emanated from Baltimore, 
Md., and is Isdng handled by the Moses 
Advertising Service of that city. The 
bureau’s counsel was sought particularly 
as to the kind of cojjy to be run. The 
bureau was asked in this case, as it has 
be<‘n in many others, to prepare a list of 
newspapers, but, according to its usual 
custom, declined to do this. 

The White Ro< k Mineral Springs Coin- 
pan.v obtained the assistance of the bureau 
in gathering data preliminary to a news- 
pajier campaign in the middle west, 
which was started soon after the l)egin- 
ning of the Great War. 

.At the request of the II. K. McCann 
Company, the bureau conducted an in¬ 
vestigation and prepared a brief on the 
possibilities of advertising a brand of 
aluminum ware. The matter is still 
pending with this agency’s client. In 
this connection it is interesting to note 
that a newspap«>r campaign was started 
in Iwhaif of the Wear-Ever aluminum 
utensils soon after our investigation was 
completed. ' 

The bureau gave its help and advice to 
Krementz & Company in connection with 
an experimental newspaper campaign. 

Assistance is Iwing given by the bureau 
in coniwtion with the plans of the Na¬ 
tional .\sso<-iation of Slacaroni Manu¬ 
facturers. an organization which is con¬ 
templating an advertising campaign. 

The bureau did some work in con¬ 
nection with the National Association of 
Life ITnderwriters in an effort to bring 
about a general camtmign for life insur¬ 
ance. 

.MANY MINOR A< TIVITIES. 

Further iiistanc<‘s of the bureau’s ac¬ 
tivity in serving advertisers may be 
briefly summarized as follows: 

A brief on the possibilities of mer¬ 
chandizing a gas apidiance for a public 
servic-e <-orporalion in New .Jersey. 

.V brief on life insurance advertising 
made at the re<|uest of a publisher and 
afterward used by two advertising 
agencies. 

Various briefs on tbe methods of con¬ 
ducting local advertising campaigns sub¬ 
mitted at the request of subscribing mem¬ 
bers of the bureau. 

.\n investigation of the baseball and 
moving-picture advertising situations 
conducted for the Iveiiefit of subscribing 
memlvers. 

Compilation of newspaper advertising 
sucT'esses with a view of establishing a 
I>ermanent file of reference. 

.A brief for a manufacturer who has in 
preparation a ctinipaign to advertise 
suspenders. 

The bureau is engaged in proving to 
one of the largest hardware concerns in 
the country that the dealers handling this 
compan.v’s prodticts prefer newspaper 
advertising to the kind of general public¬ 
ity the firm is now emidoying. 

Tlie dire<'tor and the associate director 
of the bureau have visited advertisers in 
thirt.v-five of the larger cities, the lines 
of manufacture including men's and 
women’s clothing, flour, boots and shoes, 
corsets, candy, toilet articles, underwear, 
automobiles and accessories, hardware, 
proprietary medicines, beer, varnish, 
breakfast fmals. temperance beverages, 
paper goods, etc. 

In virtually every line named there are 
one or more promising newspaper pros¬ 
pects. 

RECOM MENPATIONS. 

The experiences of the Bureau in the 
past year impress your committee with 
the necessity for making certain urgent 
recommendations to every newspaper 
publisher in the United States and Can¬ 
ada. The principle underlying every one 
of these recommendations is the stand¬ 
ardization idea, the'value of which con¬ 
fronts the Bureau on every hand. The 
absence of certain universally accepted 
rules of practice represents in our judg¬ 
ment the chief weakness of the news¬ 
papers as a collective business organiza¬ 
tion. 

In urging strongly upon all members 
of the A. N. P. A., as well as publishers 

generally, the necessity for supporting 
the Bureau of Advertising, your com¬ 
mittee desires to dwell as fully upon the 
opportunity for common lines of action 
offered by such an organization as upon 
any other phase of its work. 

In this direction the bureau serves the 
double purpose of giving to general ad¬ 
vertisers a national view of newspapers 
and to newspapers a broad conception of 
the needs of national advertisers. It 
demonstrates to publishers the influence 
of individual action upon the industry as 
a whole. It encourages by example the 
adoption of sound principles, and, in the 
same way warns against practices found 
to be undesirable. 

The Bureau of Ailrerttslng neerta more 
funds to enable It to do, In a still larger 
wa.v, the work It has so Kucc<‘ssfull.v carried 
out In the past two years within the limits 
of small r<*OHrce8. There Is scarcely a.city 
of imiiortance In which a representative of 
the bureau might not profitably be emidoyi“d 
at this moment talking newspapers to an 
advertiser or a firm that should be adver¬ 
tising. A statistical department is liadly 
needed; so is a copy department. The work 
the bureau has done in these dtrections 
merely emphasizes Its opportunity to be use¬ 
ful in « bigger way when adetpiate funds 
are available. .A western office In Chicago 
is ime of the Immediate needs of the bureau, 
anil, while it will tax our present reaoiircea 
to maintain this liranch, your committee 
feels It Is absolutely essential and Is plan¬ 
ning to start It immediately. 

As your committee has said before, we 
must have more funds, and to tids end 
members are earnestly requested to do every¬ 
thing In their power to Interest other pub¬ 
lishers in the work of tbe bureau. 

Your committee diM^s not desire to recom¬ 
mend an Increase In rates at this time, be¬ 
lieving that It will be possible, on the 
strength of the work tlie bureau lias done, 
to bring In a large nnmlier of newspapers 
not now subsi-ribing. But only through the 
help of the publishers affiliateil with the or¬ 
ganization can we obtain the new* member¬ 
ships which we require to give ns adispiate 
financial support. 

FREE PUBLICITY. 

Your committi-c in r(“eommendlng that the 
fight against free publicity he waged more 
vigorously than ever, wishes to commend the 
excellent work done by the Free Piildlcity 
Itepartment of the A. X. P. A., and to ex¬ 
press the hope that the Burean of .Adver¬ 
tising will be enaldisl to continue Its etforls 
to co-opi‘rate with that department. The 
free publicity question. In oiir Judgment, is 
one of the chief obstacles to the further 
siiecess of ncwstiapers in the national ad¬ 
vertising field. Millions of dollars worth of 
space are given awa.v by publishers an¬ 
nually. If the bars against free publicity 
were kept up rigidly for a very few months, 
iiewspaiier advertising receipts would ad¬ 
vance tiotlcealdy. 

Some advertising agencies In soliciting ac¬ 
counts urge among their claims their par¬ 
ticular aldlity to get free space from pub¬ 
lishers. One agent sends out for free 
puldieatlon an Interview with a client who 
In the ititerview tssistg his own business and 
that of three other concerns—all clients, b.v 
the way, of the agent. A representative of 
the bureau who railed upon the free apace- 
seeking firm, was told that the man he 
wanted to see was busy writing a page ad 
for a magazine, and could not (lie dlstiirlHsl. 
There Is an element of grim humor in this 
extierlence Hint gives point to the necessity 
for abolishing the press agent. 

One frank agent told the director of the 
bureau recently: ‘T can w'ork the newspapers 
for anything I want In the way of free stnIT. 
simply tiecause lhe.v will not stand together. 
So I give the dailies the free publicity and 
the magazines get the business.’’ 

The free publicity question also has Its 
psychological side. An “easy mark’’ loses 
not only his money, but the respect of his 
neighliors as well. ’ITie ease with which so 
many publishers are ’’worked for free stuff” 
gives advertisers and agencies a gissl exettse 
for ludding lightly the claims of the news¬ 
paper as a national advertising metliiim. 

ADVERTISING RATES. 
The committee urges upon all publishers 

the serious consideration of the question of 
advertising rates. There Is a I)ellcf prev¬ 
alent amongst advertising agencies — and 
there is certainly some ground for this 
belief—that the rates quoted on many rate 
cards do not mean very much. Recently a 
big account change,! hands and the new 
agent decided to place the advertising In 
newspapers instead of In magazines. Then 
he wrote a letter to a Hat of publishers 
and offered them a ridiculously low price for 
a certain amount of space, asserting that 
his client couldn’t possibly afford to pay 
more. One publisher, who decided to keep 
the bureau posted on this matter, declined 
the offer and sent the agent a rate card. 
.After a few days the agent came back and 
offered twice as much for the space as his 
original figure. The publisher again de¬ 
clined, and It will only be a matter of a 
few days more before the publisher receives 
a contract at his regular rate. 

’The agency in question took the ground, 
when interviewed about this matter of bunt¬ 
ing for Itargaln rates, that ”it didn't hurt 
to try.” The agent said furthermore. ’’You 
may be sure that we never ask for conces¬ 
sions In rates unless there Is some precedent 
for It. I venture to say that I have never 
written to a newspaper making a bargain 
offer unless I knew there was a ‘soft spot' 
somewhere In that newspaper’s rate card.” 

Your committee earnestly asks all pub¬ 

lishers to simplify their rate cards and to 
stick absolutely and unqualifiedly to tbe 
rates quoted. This is recommended not 
alone fur ethical reasons, but because the 
newspaper that stands by Its guns in this 
direction nearly always wins the respect of 
Its clients, and with that respect comes 
more business. 

Your committee again recommends tliat 
the A. N. I’. A. prepare and advocate a 
uniforiii style of advertising contract and 
rate <*iird. Your committee suggests further 
that the Bureau of Advertising l)e permltteil 
to co-operate in this work. 

LOC.AL ORGANIZATIHN. 

Your committee respectfully draws the at¬ 
tention of publishers generally to the neces¬ 
sity for hsal organizations. The advantages 
of such organizations are many and obvious, 
liiit your committee, in making the recom¬ 
mendation, concerns itself only with their 
value in developing advertising. 

Is,cal organization will tend to minimize 
the destructive competition In which the 
local representatives of most newspapers 
indulge in soliciting business. To quote one 
advertiser in this direction may be pertinent: 

“When I am contemplating a news¬ 
paper advertising campaign 1 frequently 
do HU with a dread of the consequences, 
because 1 know tliat the first appearance 
of my advertisement in one newspaper 
will be followed by a savage solicitation 
from the others who did not get the 
order. T<k> often this solicitation con¬ 
sists cbletly In ‘knocking’ the other 
fellow. 

“Many an nilvertiser Is discouraged 
with the whole newspaper situation and 
often distrustful of newspapers generally 
as a result of a sidicitatiun of that 
character.’’ 
IsK-al organization should simplify the 

treatment of the free publicity problem, and 
will pn>ve an imiHirtant factor In extending 
as well as limiting the co-operation asked 
for by national advertisers. 

Till* window display in Toronto, in con¬ 
nection with the .Advertising Clubs conven¬ 
tion gave the puldishers of that city an 
excellent op|Hirtunlly to prove the effective¬ 
ness of orgaiiizetl effort among newspapers 
In a community. 

THE ’’(’LEANfP’ MOVEMENT. 
Your committee recommends to publishers 

the careful consideration of the ‘‘clean-up” 
movement. The elimination of so-called 
“undesirable'’ advertising entails the teinisv 
rary sacrifice of loislness, but. In the 
otwervatlon of the bureau, tliat loss Is 
Invariably made up quickly by tbe advent 
of desirable liiisln<>ss. ami a newspaper that 
has cleaned up its columns usually finds 
tliat the movement has been a remarkably 
goisl Investment. 

.A representative of the bureau sal in 
Hie ottice of one puldisher when an ad¬ 
vertiser, who was using a competitive news 
paper, called and transferred his business 
with the remark, ”I want you to have this 
|l••ca^lse you liave cleanetl up your adver¬ 
tising columns. I am tlretl of swing my 
omipany's advertisement next to some of 
the rotten stuff your competitor prints.” 

Your commit lee is glad to note that there 
Is no decrease in the number of service 
advertising agencies—that Is, agencies that 
are endeavoring to obtain results for their 
clients rather than easy commissions for 
themselves. It Is suggested to puiyisbers 
that lliey co-operate with these service 
agencies wher<‘ver (losslble. It tnay he said 
In passing that these service agencies do 
not specialize as press agents for their 
clients. They do not make contracts with 
newspapers for the minimum rate, knowing 
that they cannot use the amount of space 
i-ontracted for, but hoping that they may 
get the belter of the controversy that Is 
sure to follow when the short-rate Idll Is 
presented. 

THE COUPON MENACE. 
Your committee takes this opportunity to 

draw the attention of publishers to tbe 
giving away by manufacturers and retailers 
of primiiums and profit-sharing coupons. AA'e 
regard tbe growth of this custom as de¬ 
moralizing to sound business and as a 
distinct menace to newspa|H>r advertising. 
Willie some definite plan of action will yet 
have to be devised to meet this situation, 
.vour committee urges every newspaper puli- 
Usher to consider carefnlly all movements 
looking to the elimination through legislative 
action, of tbe giving of premiums and 
coupons. 

In a number of <nmmunities the giving 
of premiums by advertisers has lieen 
prohibited b.v law. Your committee knows 
of a large amount of advertising that has 
lieen diverted from legitimate channels to 
the purchase of couisms. Not the least of 
the evils of tliis situation is the fact that 
manufacturers using coiiiions are offering 
premiums to their customers rather than 
deiiending upon the qualil.v of products. 

Tbe creation of a public sentiment against 
the gift enterprises of all kinds should ts- 
encouraged. 

IMPROA’ET) METHODS. 

In connection with the generalization that 
Is often made to the effect that the news, 
paper business Is poorly conducted, your 
committee submits that It has found evi¬ 
dence in the past year of slip-shod methods 
that fairly merit the attention of publishers. 
In virtually every well-regulated business 
organization letters are answered the day 
they are received. This is not the case in 
a great many newspaper offices, however. 
Agents and advertisers complain continually 
that they are iinalde to get answers from 
putdlshers to legitimate and luislnessllke 
inquiries. 

Your committee could cite many examples 
of this, but It will mercDtkrefcr to the fact 
that following Window Display Week one 
Of the hardest Jobs the bureau bad was to 
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nbtato adequate reporti) from many newH- 
papera that bad been at pains and Holin' 
expense to obsetye the display but coubi 
not find time to send In a brief note about 
It. 

In closing this report your committee 
wishes to express its thanks to the officers 
of the A. N. P. A. for courtesies extended 
during the year; to express Its hearty ap¬ 
preciation of the co-operatlTC help given It 
by the Six Point League of New York, the 
Newspaper Representatives’ Association of 
Chicago, and special representatives of news¬ 
papers generally. 

Your committee, also desires to thank the 
newspapers subscribing to the Bureau of 
.Vdvertislng for helping the Bureau to make 
its work effective during the year. 

FINANCIAL STATEMENT. 

Statement of Assets and Liabilities as of 
March 31, 1915. 

ASSETS. 

Cash In Bank. $6,030.88 
Petty Cash . 16.31 
Due from Members. 3,733.00 
riirnlture & Fixtures. 518.84 

-$10,290.03 

LIABILITIES. 

Uni'S charged but not acerued. $3,794.00 
I'npaid Expenses . 475.91 
Bureau Luncheon Account.. 15.00 

—:-  4.284.91 
Balance, being surplus at March 
,31, 1915 . $6,014.12 

I hereby certify that, in my opinion, the above 
statement of Assets and Liabilities correctly 
shows the condition of the Bureau of Advertis¬ 
ing at March 31, 1915, and that the attached 
Income Account correctly shows the operations 
of the Bureau of Advertising for the period from 
April 1, 1914, to March 31, 1915. 

A detailed report of my examination of the 
accounts of the Bureau of Advertising has been 
rendered under this date to William A. Thom¬ 
son. Director. 

(Signed) II. GREENMAN, 
Certified Public Accountant, 

New Y’ork, .Vprll 14, 1916. 
Income Account, April 1, 1914, to March 

31, 1916. 

GROSS INCOME. 

Meinliera’ dues, as charged, leas 
amount written off ns nncolleetllile. $2.'i,742.00 

Sale of Newspapers, as collected.... 4.38 
Sale of Blmlcrs. as collected. 5.00 
Sale of Signs, an collected. ,30.91 
Sale of Dlrei'torlr's. as collected.... 39.00 
Interest, as collected. 86.29 

Total Gross Income.$25,907.68 

EXPENSES. 

Salaries . $14,973.88 
Printing . 2..5.30.09 
Rent . 2,121.00 
I’ostage . 1.681.67 
Traveling Expense . 1,.509..56 
Advertising talks . 1,000.50 
Toronto Convention Epensc. 320.15 
I'elcgrams . 2.58.73 
Telephone . 2,52.72 
Miscellaneous Expense. 228.85 
.\dvertl8lng . 217.60 
Stationery . 179.12 
Newspaiier Window Displays 138.30 
Accounting . 75.00 
A. N. P. A. Convention 

Expense . 42.60 
Petty tash Stolen from 

Office . 22.00 
Committee Expense . 12.25 
Legal Expenses . 10.00 

Total Expenses Paid.... $25,,574.02 
Depreciation — Furniture 

and Fixtures . 129.70 

Total Expense! $2.').703.72 

$203.86 
Deduct excess of Unpaid Expenses at 

March 31, 1915, over March 31, 
1914 . 139.82 

Net Income . $64.04 

POST-DISPATCH'S NEW BUILDING. 

St. Louis Newspaper to Erect New Home 

at a cost of $400,000. 

Plans have been completed by the St. 
lAiuis (Mo.) Post-Dispatch for the erec¬ 
tion of a new building in 1916, to be the 
future home of the paper. Work will be 
begun in January and it is expected that 
the building will be ready for occupancy 
in a year’s time. The cost is placed at 
$400,000. 

The new home of the Post-Dispatch 
will be six or eight stories high with 
basement and sub-basement and will have 
ground dimensions of 126 feet by 100 feet. 
Not less than 90,000 square feet of floor 
space will be used by the paper, the rest 
will be occupied by offices. 

New presses, with a maximum capacity 
of 600,000 copies of the largest edition of 
the Sunday Post-Dispatch, will be in¬ 
stalled. New automatic stereotyping 
equipment and new composing room 
equipment will also be placed in the 
building. The first floor will be occupied 
by the counting room, a display room for 
one or two presses and at the rear, the 
shipping and newspaper delivery room. 

The Post-Dispatch has outgrown four 
homes in thirty-seven years. 

N. Y. Globe’s Sunday Concerts. 

A series of popular priced Sunday 
evening concerts at which some of the 
best known artists in the musical pro¬ 
fession will appear, is the latest enterprise 
of the New York (N. Y.) Globe. The 
first concert will be given on May 9. at 
tbe Tw’elfth Regiment Armory, 61st 
street and Columbus avenue. Miss Mary 
.Jordan, of the Century Opera Company; 
Herman Weil, of the Metropolitan Opera 
Company, and Arkady Ronrstin, the 
Russian violinist, are on the programme 
for the opening night. Maximillian 
Pilzer, Concert Master of the Phil¬ 
harmonic Society, will conduct the Sym¬ 
phony Orchestra of sixty pieces. The 
cost of tickets for the concerts will range 
from fifteen cents to one dollar if the 
purchaser presents a Globe coupon, 
otherwise from twentv-five cents to 
.$1.10. 

Eagle’s Child Photo Contest. 

The Panama-Pacific Child Photograph 
Contest conducted by tbe Brooklyn Daily 
Eagle reached its climax on May .'1, when 
the names of the medal winners were 
announced. Over twenty-two hundred 
photographs of Brooklyn’s finest children 
were submitted. The contestants were 
divided into four classes, according to 
age. the winners in each class receiving 
gold and silver medals. Character, in¬ 
telligence. beauty and health were tbe 
qualities considered in the awarding of 
the prizes. The entire collection of photo¬ 
graphs has been shipped to San Fran¬ 
cisco. to be entered in the National Child 
Photograph Contest at the Panama- 
Pacific Exposition. 

The Corning (N. Y.) Evening lA'ader 
has let the contract for the erection of 
a three-story fire-proof building to lie 
used as a new home for the paper. 'Fhe 
T.eader will move into its new home on 
September 1. 

The headquarters of the Special Stand¬ 
ing Committee of the A. N. P. A., of 
which IT. N. Kellogg is chairman, in Tn- 
dianaoplis have lieen moved from the 
State TJfe to the Occidental Building. 

“A vi'orlrt of farts IIph mitHirte 
and beyond tlie world of words.” 

Proving its circulation to be the largest of 
the better kind in the New York Evening 
field. THE GLOBE sells it strictly as a com- 
modity and has forced many of its com¬ 
petitors to do the same. 

That is why THE GLOBE costs 

less per line per thousand. 

Average net paid circulation for 
year ended April 30. 1915. 1M,929 

Net paid olrculatlon for April. 1915 188,300 

This Was Indeed Hard Lurk. 

Alark Goodwin. Washington corre¬ 
spondent of the Galveston and Dallas 
News, relates one of the hardest luck 
stories on a friend of his that has been 
heard in Washington for some time. Tie 
says a friend of his down in Texas was 
in very hard luck, and every time he 
needed money he would pawn or sell 
something, until at last he had only his 
horse left, with which he hated very 
much to part. However, he took it to 
the auctioneer and had him put up for 
sale. Eighty-five dollars had lieen bid 
on him and the auctioneer was crying 
“going once, going twice.” and was about 
to say the words a third time—when tbe 
horse dropped dead. 

Moves Into New Quarters. 

The Vancouver (B. C.) World recentl.v 
moved its entire mechanical plant and 
offices into another building hetw’een sun¬ 
down Saturday night and sunrise Monday 
morning. While the editorial rooms and 
business offices were in running order by 
Monday night, the World will he printed 
on the Sun presses until its own plant is 
properly installed. The circulation of the 
recently suspended Evening .Tournal has 
been taken over by the World. 

Sixty! 
One of the first things everybody was 

taught was that sixty seconds make one min- 
ute, and sixty minutes make an hour. 

Sixty represents something! 
Every day a watch ticks 86,400 times—in 

a year it ticks 31,536,000 times. 
The NEW YORK AMERICAN is read 

332,000 times a day—121,180,000 times a 
year. 

This represents only the actual buyers of 
the paper. 

How many read it is conjecture—but 
since a newspaper’s circulation represents 
one buyer to every five inhabitants, it is con¬ 
servative to say that at least two persons 
read every copy of a newspaper that is sold. 

The buyers of the NEW YORK AMERI¬ 
CAN, daily and Sunday, represent ONE- 
SIXTIETH of all the buyers of newspapers 
in the United States. 

It is one tick of the reading public’s watch. 
All of the other newspapers in the land 

represent fifty-nine ticks. 
It is something to be a representative of as 

big a thing as the sixtieth of this country. 
Business men should take into account the 

value of having their advertisements appear 
where at least 664,000 pairs of eyes have a 
chance to read them. 

Particularly should they consider the cost 
of reaching such a wonderful constituency 
of readers. 

It is so small an amount per reader that it 
is ridiculous when you come to think of it. 

If you spent as much as $332 per day, it 
would cost you only ONE-TENTH OF ONE 
CENT PER BUYER of the paper. 

If you spend as little as $33.20 per day, it 
would cost you only ONE-HUNDREDTH 
OF ONE CENT PER BUYER. 

And whether you spend $332 per day or 
$33.20 per day, or less—you are welcome to 
the advertising columns of the NEW YORK 
AMERICAN, and you will be accorded the • 
same privileges and the same treatment. 

Your advertisement will reach every 
reader of the paper—it will not fail to give 
you a return for your money. 

Have a NEW YORK AMERICAN repre¬ 
sentative call to see you. A telegram from 
out of town will meet with immediate re¬ 
sponse—ditto a telephone—2000 Beekman. 

New York American 
DAILY and SUNDAY 

Member Audit Bureau of Circulations 
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EFFECT OF WAR ON ENGLISH NEWSPAPERS 

Circulations Have Boomed Enormously, But Advertising Has Been Re¬ 

duced 331-3 Per Cent, Although Rates Have Been Cut— 

Paper Supply Satisfactory 

By Frederick Grundy. 

(Bpecial Corretpondenoe.) 

London, April 13, 1915.—No sound¬ 
ing roof answers more quickly than does 
a newspaper oflSce when the word “War” 
is whispered. No war has broken so sud¬ 
denly upon the London Press as the gi¬ 
gantic struggle which now engages the 
minds of the whole civilized world. 

It may be interesting—now that this 
war of nations is well into its ninth 
month—to consider the effects it has had 
upon the Press of London from the purely 
business point of view. It is impossible 
in an article of this length to go into 
details, to quote figures, and give an ac¬ 
countant’s report; but there is no dif¬ 
ficulty in rapidly taking a glance at a 
few of those points which will most in¬ 
terest the readers of this journal. 

The question of circulation at once 
occurs to the mind. One may say at once 
that the circulation of the London press 
has gone up enormously. Some papers, 
of course, have increased their circula¬ 
tions to a huge extent. The opening of 
the war found the Times but recently 
reduced to 2 cents. This reduction, fol¬ 
lowing on a brilliant advertisement cam¬ 
paign, immediately sent up the circula¬ 
tion of the Times to such an extent that 
Printing House Square was unable to 
cope with the demand made upon it. 
With the war, this huge circulation has 
been maintained. 

Alt CIRCULATIONS UP. 

With one, or possibly two exceptions, 
the circulation of all the morning papers 
has been increased. The evening papers 
have increased their circulations rela¬ 
tively to an even greater extent. With¬ 
out pretending to quote absolute figures, 
it is safe to say—for example—that the 
Evening News is running to its million— 
which probably means an increase of at 
least 100 per cent. Papers which were, 
to put it mildly, “in the doldrum.s,” hav#, 
since the war began, found themselves 
sailing with quite a cheerful breeze. 

The weekly papers which, it is hardly 
necessary to say, are so very different 
in character and in the functions they 
fulfil, from those of the United States, 
show a more interesting development 
under war conditions even than the daily 
press. The serious weeklies—such as the 
Graphic, Illustrated Ix)ndon News, and 
the Sphere—have made a most extraor¬ 
dinary increase in circulation. Weekly 
journals of this kind, as is well known, 
are extremely hard to move; but one of 
the papers mentioned has increased its 
weekly circulation from about 45,000 to 
80,000, 

CLASS PAPERS SUFFER. 

On the other hand, the lighter weeklies, 
which make a feature of theatrical news 
and pictures, of society news and pictures, 
combined with humorous illustrations, 
have suffered. It is fairly safe to say 
that, with the exception of that great 
British institution Punch, all these lighter 
weeklies have suffered. It is, of course, 
open to the critical-minded to say that 
Punch should be ranked with the serious 
productions of this city. Perhaps the 
most notable example of what war can 
do for a paper is to be found in the case 
of Land and Water. At the beginning of 
the war this country-house paper was 
certainly in a very weak condition. Its 
ingenious director added to its title, “The 
Great War by.” He engaged Hilare Bel¬ 
loc to write “The W'ar by Land”; F. T. 
.lane to write “The War by Water,” and 
BO rapid was the demand for “The Great 
War by T>and and Water” that the fortu¬ 
nate proprietors are still catching up 
with it! 

A very surprising feature in the news¬ 
paper world since the outbreak of war 
has been the launching of three absf)- 
lutely new London papers. T.,ast month 
the proprietors of the enterprising half¬ 
penny Daily Illustrated, the Daily 
Sketch, after a fortnight’s notice, pro¬ 

duced a Sunday illustrated paper on the 
same lines, called the Sunday Herald. 
The at least equally enterprising proprie¬ 
tors of the Daily Mirror—with only four 
days’ notice—produced one week ahead 
of the Sunday Herald the Sunday Pic¬ 
torial. Both these papers at once leaped 
into a circulation of over a million. 

SUNDAY PICTORIALS SUCCESS. 

The Sunday Pictorial is now doing a 
million and a half; and the circulation 
of both papers seems as-sured. A new 
afternoon Ix>ndon paper has also made 
its appearance in the shape of the Eve¬ 
ning Echo and Chronicle, from the of¬ 
fices of the Daily Chronicle. This pa¬ 
per, too, commanded immediate success. 
The other Sunday newspapers of Ijondon 
that sent forth all over the provinces huge 
editions of a Sunday paper on Fridays 
and Saturdays have somewhat suffered 
since the war began. 

'The effect of the war upon the staffs 
of the London papers must, of course, be 
of considerable interest to their fellow 
craftsmen in other countries. The edi¬ 
torial staffs have been practically unaf¬ 
fected ; the business staffs, in some cases 
have been reduced, the reduction occur¬ 
ring chiefly at the tail-end. The mechani¬ 
cal forces have, on the whole, probably 
been Increased rather than decreased. 
London newspapers, like every other Brit¬ 
ish business concern, have, since the war 
began, suffered considerable loss of good 
men from the all-compelling force of 
Kitchener’s armies. 

NEWSPAPERMEN IN THE WAR. 

When the percentage of men in va¬ 
rious businesses is reckoned up. it will 
probably be found that the newspaper¬ 
men will provide a figure at least equal 
to that of any other business. 'The writ¬ 
ing man who has suffered most has been 
the odd-job man of journalism, the free¬ 
lance who. without being really attached 
to any journal, has a regular market for 
his stuff in several quarters. The war 
has worked serious damage upon this 
numerous and entertaining class of con¬ 
tributors to the English Press. 

Advertising, of course, was dealt a seri¬ 
ous blow before even a gun was fired. 
Latterly, there has been a recovery. But. 
generally speaking, ordinary advertising 
has been reduced by 50 per cent. 'The 
damage, however, is not actually so greaf 
as this, for advertising which has sprung 
out of the war reduces this loss very 
considerably. The best authorities say 
that the actual reduction of advertising 
in the newspapers today is about 331-3 
per cent., hut against this must he put 
the fact that rates all round have been 
cut. 

WAR AD RATES PREVAH.. 

All advertising today is at war rates. 
Advertisements on hoardings, by booklet 
and so forth, has gone hy the hoard. The 
reduction may safely he put at 90 per 
cent. Most of this kind of advertising 
that one sees is that of newspapers and 
of the Government urging the Britisher 
to enlist. From one end of the British 
Isles to the other the pictorial poster ap¬ 
pealing to the Englishman’s patriotism, 
has displaced the appeal of the pill, the 
soap, and the thousand other commodi¬ 
ties that interested him in the days of 
peace. Incidentally, this affords an ex- 
eellent example of the relative values of 
advertisements in the press and advertise¬ 
ments through other mediums. 

.\t the beginning of the war Fleet 
street had some uneasy moments when it 
thought of paper. This anxiety was soon 
dispelled. Taking it all round, the price 
of paper now has not increased hy more 
than 15 per cent, to 20 per cent., which | 
is really due to the increase in freight 
rates. England held the sens and saved 
the paper situation! The price of ink 
is practically unaffected by the war. 

FEW FREE rOPIFH SENT TO FRONT. 

To return for a moment to the matter 

of circulation, the increases which have 
been mentioned are in no way due to a 
free circulation of papers among the 
troops at the front. Generally speaking, 
publishers only send direct to the trenches 
in the case of subscribers. The Daily 
Mirror sends a number of presentation 
papers to the Tommies, but its auditors 
do not allow this circulation to be reck¬ 
oned in its more than a million and a 
half daily circulation. If there were 
any real need to send free copies of news¬ 
papers to the men on active service, there 
is no douht but that the English news¬ 
papers would be glad to provide them. 

But in this wonderful war the English 
soldier can get his newspaper if he wants 
one, from home, as regularly if not quite 
so quickly as he got it in times of peace. 
'The writer receives from friends at the 
front letters postmarked 2:45 p. m. 
London, which are also stamped with a 
date of the previous day at the front. 
'These have frequently come in answer to 
letters which had been posted in Ijondon 
at such a time as to show that the Tx)n- 
don letter had taken no longer time in 
reaching the front than the reply had 
taken in getting to Ijondon. 

NO OLD-TIME CORRESPONDENTS. 

Long before this war broke out, there 
were those who had prophesied that the 
day of the war correspondent was over. 
This war has gone far to justify that 
prophecy. No war correspondent has 
made himself conspicuous purely as a 
war correspondent, simply because no 
correspondent is allowed to see any war. 
At the very beginning when gallant lit¬ 
tle Belgium was holding up the Germans 
the war correspondent had a chance. He 
could go to Bnissels. take up his quarters 
in a first-class hotel, and after an early 
breakfast take a comfortable train to the 
front and come back with his story in time 
for dinner. 

In those early days the French allowed 
a war correspondent to see something. 
But this was very soon stopped. The 
war correspondent today is divided into 
two classes, one class is accredited and 
taken on a personally conducted tour 
round the hack of the front, the other 
sticks to some frontier town and collects 
what he can from refugees and travellers. 
The man who can get an interesting inter¬ 
view or write a picturesque story of his 
Cook’s tour round the trenches is about 
the only one who can get anything of 
real interest or importance. 

CONCERNING THE CENSOR.SnrP. 

It can he seen from this that the task 
set to a newspaper of providing its read¬ 
ers with interesting news is more than 
difficult. The restrictions fplaced upon 
news hy the censorship makes these dif¬ 
ficulties even greater. In the middle of 
last month the Press Bureau issued a 
notice “To the Press.” in which it stated 
“there appears to he some misapprehen¬ 
sion in the Press as to the functions of 
the Press Bureau, and it is desirable to 
make the matter plain.” 

The memorandum then goes on to say 
that the primary duty of the staff of the 
Press Bureau is “to censor all Press mat¬ 
ters submitted, this is done by naval, 
militar.v and civil officers under the di¬ 
rection of the director and his assistant. 
All Press cable messages to, from, or 
through I.iondon pass through the office, 
of necessil.v, and are duly censored in ac¬ 
cordance with the substance from the 
various departments of State. Such Press 
articles and illustrations ns are submitted 
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BUSINESS CONDITIONS ARE MUCH BETTER 

Editors in Many States Report Greater Activity in Advertising and 

Commercial Enterprises. 

LTbe tullowing Inturvlcws, wliicli were 
obtaiued duriUK tbe recent A. 1*. and A. N. 
i'. A. conventions from visitlni; editors, are 
biglily siKnIlicant, as they indicate that 
business is rapidly recovering from tbe re¬ 
cent depression, and will shortly reach 
normal conditions.—Kd.J 

M. U. De y<»iHg, puhliaher of the 
Han Francisco Chronicle—“Ban Fran¬ 
cisco is proud of the success that lias 
thus far attended the Fanama-l’acitic Kx- 
position. The first month there was an 
attendance of over two million, breaking 
all records for world’s fairs in this coun¬ 
try. The receipts gave them a profit of 
$BO,tK)U above expenses, which is some- 
tliiug most unusual when you come to 
consider the daily expenses are in the 
vicinity of $19,UUO. If this same volume 
of attendance is kept up proportionately 
during the remainder of the year, the ex¬ 
position will show a profit instead of a 
deficit. The influx of so many visitors 
is, of course, having a stimulating effect 
upon local business. 

“Business of the Chronicle was un¬ 
usually good last year. We made twice 

Jackson (Alich.) Patriot—“The business 
outlook in Jackson is very much better 
than it was. Beginning about February 
1, the various manufacturiug concerns of 
the city began to put on their full force 
of men, thus taking up a large number of 
unemployed who had been out of work 
since the war started. At the present 
time all the factories are working on full 
time and have enough orders ahead to 
keep them busy fur a lung time to come. 
The Mutual Motor Company, represent¬ 
ing tbe consolidation of the companies 
manufacturing the Marion and imperial 
cars, is meeting with great success. The 
stimulation in business is, of course, help¬ 
ing advertising. In fact, on Fridays we 
are compelled to expand from a twelve 
page paper to a sixteen page paper in 
order to accommodate the advertising 
nearly every week, and on some occa¬ 
sions we have been obliged to decline ad¬ 
vertising because we could nut take care 
of it. We are running ahead on ail our 
records and therefore are well satisfied 
with the present outlook.’’ 

tic demand for their output are not doing 
as much as they could or would under 
normal conditions. 'The war orders, while 
not fully equal to the demand that ob¬ 
tains in all lines in normal times, are, 
neverlfieless, sufliciently large to give us 
all encouragement in regard to the future, 
it now looks as though some of the con¬ 
cerns that nave been running on part time 
will shortly be compelled to return to full 
time. Ketail merchants have noticed that 
while trade of last summer and fall 
slumped very materially, it began to im¬ 
prove around Christmas time; in fact, 
sales during that period were very heavy 
and largely for cash. The advertising of 
the Itepublicaii naturally fell off during 
the fall, but since the beginning of the 
year it has picked up very satisfactorily 
and since March it has been excellent; 
in fact, it is fast approaching the point 
of breaking records. Our circulation re¬ 
mains about the same.” 

J, F. Grist, business manager of the 
Topeka (.Kan.) Capital—“Recently we 
made up a statement which shows the 
following information : From the total ex¬ 
pense, including all departments, we de¬ 
ducted all receipts excepting advertising, 
figuring that the advertising department 
should carry the balance of all other ex¬ 
penses. We then divided the number of 

to that department, and the head of each 
department is held responsible for the eco¬ 
nomical administration of that part of the 
plant under his jurisdiction. We, of 
course, give credit to the circulation de¬ 
partment for all money received from that 
source and we give credit to the advertis¬ 
ing department for all income from ad¬ 
vertisements.” 

EFFECT OF WAR IN 
ENGLAND 

(Concluded from page 1026.) 

tions under the Defence of the Realm 

ISSUED ON AUTHORITY. 

The memorandum then explains that 
instructions given to the press from time 
to time in confidential notices, “either 
prohibitory or advisory, are issued at the 
instance of the great departments who 
alone have power to take proceedings 
against those who evade or ignore them.” 

In practice the clearest information 
that the press can get from the censor¬ 
ship as to what it may publish or may 
not, is a vague direction that nothing 
that may be useful to the enemy or an¬ 
noying to the allies must be printed. The 

as much money as we did before. This 
year we will probably do much better 
than we did last year. The circulation 
shows a healthy growth, i have urged 
upon publishers at the convention to visit 
the exposition and see what we have been 
able to do in assembling one of the most 
wonderful collections of manufactured 
goods and agricultural products ever col¬ 
lected anywhere in tbe world. No one 
can visit the exposition without feeling 
proud of their country.” 

Victor F. Lawson, editor and publisher 
of the Chicago Daily News—“1 have read 
the article on the coupon evil and think 
that it presents a very serious condition, 
i am inclined to believe that tbe present 
situation is only temporary although, of 
course, i may be mistaken.” 

James M. Thomson, publisher of the 
New Orleans (La.) Item—“'The business 
depression has been a good thing for us 
in the South. We realize it now that it 
has passed, it has given us a chance to 
take account of stock and to strengthen 
our position. At present business is 
within 10 per cent, of normal, in cir¬ 
culation and advertising, the Item is 
about where it was a year ago. A num¬ 
ber of things have contributed to bring 
about this condition, especially in regard 
to circulation. We have had a big local 
story that has run for several months 
and this has boosted sales. 

“Rice and cotton are up in price, but 
lumber, one of our leading industries, is 
off. \Ve believe that as soon as the war 
is over the demand for lumber is going 
to keep tbe mills in our section of the 
country very busy. A great volume of 
grain is going through the port of New 
Orleans for Europe and elsewhere. Ship¬ 
ments of cotton are also satisfactory. 
Within a year we will be farther ahead in 
the volume of business transacted than 
anything we have had in a long time. 

"The strikes that we have bad in our 
newspaper ofiices have interfered with 
our prosperity to some extent, but our 
offices are now all manned by union 
printers and in many respects our organi¬ 
zations are as strong as they have ever 
been. Of course some of the men now 
occupying executive positions have not 
had the experience of tbe men who left 
us. It is going to take a little while to 
break them into our ways of doing things, 
but I am certain in the near future our 
offices will be in a most satisfactory con¬ 
dition. 

“'The paper America that was started 
by the printers who left our employ has 
succeeded in working up a good circula¬ 
tion but it does not seem to be able to 
get much advertising, and therefore must 
be a source of great expense to those 
who are backing it. Probably the paper 
has taken some circulation we would have 
bad, had there been no strike, but not 
enough to seriously affect us.” 

UUo W. Whittaker, business manager 

E. IS. Jeffrees, of the Greensboro (N. 
C.) Daily News—“'The general outlook in 
the newspaper business throughout North 
Carolina and the entire South is very sat¬ 
isfactory. Greensboro and the surround¬ 
ing towns are not so dependent on the 
sale of the cotton crop as some of the 
Southern cities, for although we manu¬ 
facture cotton cloth, we have a number 
of other industries, principally furniture 
making. 'Therefore we were not so hard 
hit by the war as we would otherwise 
have been, had our principal revenue been 
drawn from the sale of cotton. 

“Uur volume of advertising, both local 
and foreign, shows an encouraging in¬ 
crease over that of last year. Unlike 
many newspapers in the Southern field 
we have not been compelled to carry our 
local advertising on long time credits, so 
that our cash returns have equalled our 
increase in advertising. VV’e have not 
printed a liquor advertisement in five 
years, and I doubt if one has been printed 
in the State during the year just passed. 

“'The work which 'The Editor and 
Publisher did in tbe compiling of the 
Government circulation statements was 
fine and shoulij be appreciated by all 
newspaper publishers. I also read with 
the greatest interest the article concern- 
iug the coupon as a menace to newspaper 
advertising, in your issue of April 17. 
'This is a matter worthy of the greatest 
consideration from ail newspapers. 'The 
Greensboro retail merchants some few 
years ago voluntarily abrogated the giv¬ 
ing of trading stamps and although the 
coupon menace has not as yet seriously 
threatened us, our newspapers will be 
ready to place an iron heel on its neck 
the moment its ugly head is raised from 
the ground in our vicinity.” 

Charles L. Shlcss, editor Beaumont 
(Tex.) Journal—“We haven’t felt the 
hard times as much in our section of the 
State as they have elsewhere. We are 
not in the cotton belt. Ours is an oil and 
rice district. The market for these prod¬ 
ucts has been excellent and, as a result, 
our people are prosperous. Beaumont has 
a population of about 25,000 and the 
suburban territory 5,000 more. The Jour¬ 
nal has a circulation of 0,000 copies and 
is going ahead in good shape. Uur ad¬ 
vertising gains during the year have been 
very satisfactory.” 

Vt'illtam J, Pape, editor and publisher 
Waterbary (Conn.) llcpuhlican—“'The 
business depression which followed the 
outbreak of the war reached its bottom 
mark just before Christmas and since 
then it has been steadily improving. Our 
manufacturers have been receiving an un¬ 
usual volume of war orders. Some of 
them, in fact, have more than they can 
possibly take care of with their present 
equipment. This has stimulated business 
in tbe city, and things are looking very 
bright at the present time. A few manu¬ 
facturers that have to rely upon a domes- 

inches of paid advertising into the balance 
that was left after deducting the circula¬ 
tion department receipts, which gives us 
the cost per inch of our advertising. We 
find that each publisher has a different 
plan for analyzing the cost of production. 

“We keep the cost of production down 
to the lowest possible figure in our plant, 
tlu expense of each department is charged 

exception to this is only when a definite 
instruction is given that such and such 
a topic must not be referred to at all. 
What the censorship thinks may be useful 
to the enemy, annoying to the allies, or 
detrimintal to the British cause, has, up 
to date, baffled the combined intelligence 
of the whole of the press of Great Brit¬ 
ain. 

Circulation Plus Results! 
There you have the Whole Story 
of the Advertising Success of the 

SAN FRANCISCO 
CHRONICLE 

Haskins & Sells, Certified Public Accountants and 
Auditors for THE ASSOCIATION OF NATIONAL 
ADVERTISERS, INC., New York City, embracing 
the active advertising managers of the United States, 
have audited the books, accounts and records of The 
Chronicle, and report as follows for the 

Year Ending December 31, 1914 

WE HEREBY CERTIFY that the average distribution 
of circulation of the San Francisco Chronicle for the period 
indicated, January 1-December 31, 1914 (exclusive of all 
papers unsold and returned), is as follows: 

Daily Sunday 
Paid circulation—In San Francisco. 33,336 38,017 
Paid circulation—In suburbs. 23,495 26,482 
Paid circulation—In country . 32,413 40,101 

TOTAL NET PAID. 89,244 104,600 
Free circulation . 1,659 2,239 

TOTAL AVERAGE CIRCULATION 
of San Francisco Chronicle. 90,903 106,839 

We Blanket Northern California 
With a single exception, there is no other metro¬ 
politan morning newspaper within a wide radius 
—Los Angeles, 500 miles to the south; Portland, 
Ore., 800 miles to the north; Denver, 1,400 miles 
to the east. Our traveling population in Northern 
California alone is A Million and a Half. Reach 
them through the 

San Francisco Chronicle 
EASTERN OFFICES: 

WILUAMS, LAWRENCE & CRESMER CO. 
New York—Brunswick Building, 225 Fifth Avenue 

Chicago—Harris Trust Building, 111 West Monroe Street 

fr 
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“Oh. may I be strong and brave today. 
And I be kind and true, 

And greet all men in a gracious way, 
M'itjc frank good cheer in the things I say, 

And love the things I do.” 

NEW YORK’S NEW .4I)VERTI.SING LAW. 

So little was said ia the iiewspaiK-rs alxPit the pas¬ 

sage by the New York I>esislattire of the new law to 

prevent fraudulent advertising that thousands of 

business men at the present nioinent are unaware of 

its existence. .And yet it is. without doubt, one of 

the strongest measures of the kind adopted by any 

state. 

An examination of the analysis of the statute printed 

on another page shows that while the old law apjilied 

only to false or misleading statements in newspaiters, 

circulars, form letters, or other publications, the new 

law covers every conr-eivable form of advertising, in¬ 

cluding billboards, signs, placards, labels and tags. 

Again, the old law provided no punishment for its 

infraction,.simply treating it as a misdemeanor, while 

the new lew fixes a minimum fine of $25 and a maxi¬ 

mum of $1,000, or imprisonment for not more than 

one year, or both. 
Before its final passage the Senate Committee on 

Codes inserted the word '“knowingly” in the text. 

Home claim that this word kills the force of the law 

because of the difficulty involved in proving that an 

adyertiser has “knowingly” made fal.«e sUitements. 

Uoe thing is certain and that is that it places the 

burden, in any prose<-ution under the law, of showing 

affirmatively that the false statement was made pur- 

IHMely. 

Under the new law, which was drafted by Hnn-e 

M. Falconer, attorney for the Fifth .Avenue Associa¬ 

tion, it will i>e i>os8ible to put an end to the fake sales 

in fake shops along the city’s busiest thoroughfares. 

It will also strengthen the campaign against all 

fraudulent or misrepresentative advertising that is 

now l>eing carried on by the live advertising clubs of 

the state. 

BASEBALL FREE PLBI.ICITY 

The baseball season is on onee more, and many 

of the newspapers are humping themselves to Issmt 

the games for the benefit of "the owners of the several 

clubs. Although they do little or no advertising in 

the newspapers the magnates are showing a 'liH|>osi- 

lion to tell the publishers what they shall and shall 

not do in bulletining the several plays in the games as 

they occur. For instance the directors of the Federal 

Baseball Club have requested the Baltimore News not 

to display, play for play, on its scoreboard the games 

the local club plays at home, on the ground that it 

lessens the attendance at the park, and the publishers 

have agreed to grant the request. No one can blame 

the News for consenting to assist in making the home 

team a financial succ-ess. Local pride counts even if 

it does cost something. 

Public interest in baseball, which is as frequently 

called the “national game,” is such that the news- 

paiier that fails to give the results of the games played 

makes a mistake. Every daily that is a live paper 

and pretends to rec-ord sporting news must print some¬ 

thing about the games, but is it good business to give 

five and six columns? 

Of course the more you print the better the club 

owners will like your newspaper. They do not have 

to pay the reiiorters, the compositors, the pressnn-n 

and the circulation men who are employed in getting 

out its baseball extras. It’s your own money you are 

sitending—not theirs. The important points in the 

playing of any important game can be given in a col¬ 

umn or, at the outside, in a column and a half. It is 

only the “cranks” that care about the details, niue- 

tenths of those who are interested being content with 

the final score. 

In a personal letter to the editor a correspondent 

brought out a curious fact concerning recent Iwoks on 

advertising, namely, that nearly all of the examples 

cited to illustrate different advertising principles have 

i)een taken from the magazines instead of the news- 

pai)ers. Probably the reason for this is that it is easier 

to find in the magazines more tj’pographicnlly attract¬ 

ive advertisements than in the newspapers. As the 

present tendency of advertising is toward the news¬ 

papers, suid as it is with the newspapers that the re¬ 

tailers must deal exclusively, and the national adver¬ 

tisers to a large degree, it would seem that a more 

general use of newspaper examples would be prefer¬ 

able in books of instruction on advertising. This is a 

matter of considerable Importance, and should receive 

the careful attention of those writers who contemplate 

the preparation of new works on the subject. 

The La Porte (Ind.) Herald calls attention to the 

change that has come in newspaper practice since the; 

war began regarding the use of the personal pronoun. 

The war corresiwndents are not allowed to follow the 

example of the British, French and German journal¬ 

ists who freely use the pronoun I in their dispatches. 

The sporting writers have also, in a number of in- 

slanc«*s, adopted the use of the pronoun. There is no 

valid reason why this should not be done. A story 

is always more interesting when written in the first 

person, providing the writer is not self-conceited and 

shows be<'oming modesty in whatever statements he 

makes. 

'I'he preparations already made for the Ad Club 

t'onventiou to be held in Chicago next month indicate 

that this year’s event will overtop those of previous 

seasfms. Owing to the size of the attendance—there 

will be not less than 3,0(X), and probably more—and in 

order that every delegafi" shall be able to hear the 

topif-s discussed in which he is specially interested, 

the greater part of the time will l>e devoted to the 

sessions of the eighteen departments covering every 

[•base of advertising. One of the features of the week 

will be a conference of the teachers of advertising—the 

first to l)e held in this country. Already a score or 

more of the leading teachers in the universities and 

schools have signifie<l their intention of being present. 

Every man and woman who is interested in advertis¬ 

ing, and especially those who are engaged in the busi¬ 

ness, should take advantage of the opportunities that 

will Ite presentefl at Chicago to add to their store of 

knowledge on this vital subject. Certainly no one who 

goes to the convention for the purpose of ac(|uiring 

information that will be of real value to him and nut 

for the |>ur|K)se of having a jolly good time, <-an fail 

to l»e iM-nefitted. 

ALL ALONG THE ROW 
TOLD BY A TYPO. 

.At a place where the compositors on the morning 
papers gather, after the last edition'has gone to press, 
this story was told by an old typo: 

Some years ago, a tramp printer landed in a little 
town dead broke, but with unshattered nerve. He 
waudere<l into a little job office and. persuaded the 
owner to trust him for some small posters, saying he 
would set up the matter himself. 

That night he went forth and posted up all over 
town a sheet reading as follows: 

He 

Is Coming 

This set all the peojile to tolking and speculating, 
and the next night he p<istcd up another slmet which 
read : 

He 

Is A Wonder 

This poster increased the' popular excitement, and 
on the next day it was followed by a third announce¬ 
ment : 

He 

Is Here 

'The last of the series of posters said : 

He 

Will Be at the 

Opera House 

Tonight. 

'Lhat night there was an immense crowd before 
the opera house and a great rush when the doors 
were opened. The tramp printer was in the box- 
office with the proprietor, whom he soon paid, and 
then began to stow away bills and silver all over 
his person. 

AVhen the house could hold no more, the printer 
closed the box office and went out. Ten minutes later 
the curtain arose, and the audience which had awaited 
its ascent with breathless excitement, saw suspended 
from one of the borders a big sign which said: 

He 

Has Gone 

And he hud. 

conueknino the trail. 

.A correspondent, writing to us, mentions the fa<‘t 
that only one reporter has yet been converted by Billy 
Sunday, and asks us if we think that a reporter can 
be a good Christian? We certainly do, although pos¬ 
sibly be might not get a job on the Jewish Morning 
Journal. 

live matter. 

Jess Willard of Kansas. 

FROM THE SKINNERSVILLE SIGNAL. 

“We do not believe in newspatiers giving away 
premiums. We tried it once and it was not a success. 
On one occasion a good talker persuaded us to pur¬ 
chase a job lot of Corn Eradicator. We thought it a 
good scheme, and published a coupon good for one box 
of the Eradicator. They went like hot cakes, but a 
few days later we witnessed the sad sight of several 
hundred of our readers hobbling about the town on 
blistered and swollen feet, and shaking their fists at 
the Signal office as they passed by. We lost two 
hundred subscribers on that premium scheme and not 
a subscriber lost a corn. Since then we have de- 
l>ended on live news and unpurchasable editorials to 
gain circulation. Get on our list and be happy.*' 

Tom W. Jackbon. 

CARPE DIEM. 

Now is the time to advertise 
'I'he swatter that will knock ont flies— 
And other things you have in 8U)ck— 
And give dull times a Willard knock. 

Tom W. Jackson. 
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PERSONALS. 
Williaiii Kaiulol|)li Hears! and Mrs. 

Hears!, who have l)eeu absent from New 
York for several weeks, have returned to 
the city. I>uring tlieir absence they spent 
considerable time at the San ITrancisco 
Kxiiosiiioii and on their way home visited 
.\tlanta where they attended the several 
|)erformunces of grand opera given by the 
.Metropolitan Dpera Company last week. 

Frank A. Munsey has denied the trutli 
of a despatch from I»ndon that he has 
offered the Red Cross Fund $.■»(),(kK) for 
the right to name a sitter to la; painted 
by Sargent. 

Frank B. Flaherty, publisher of the 
New York Herald, returned on Sunday 
last from a trip to Paris and Nice, where 
he went to see Janies Gordon Bennett. 

R. Ilolderby, Jr., for the past ten 
years business manager of the Richmond 
(Va.) Evening .Tournal, has severed his 
connection with that newspaper, to go 
into the real estate business. Mr. Ilold¬ 
erby was one of the organizers of the 
•lournal comiiauy. As a token of the 
esteem in which the office force held Mr. 
Ilolderby he was presented with a silver 
Iiitcher when the announcement was made 
that he would leave the comiiany. The 
presentation speech was made by John D. 
.Murrell. 

.1. .T. Richardson, one of tlie owners of 
tile Davenport (la.) Daily Democrat, 
paid his one hundredth visit to New York 
this week. .Mr. Richardson has been con¬ 
nected with the IX-moerat 56 years, 
which comes pretty near breaking the 
record for continuous service. He began 
as an apprentice in 1859. 

Harry S. Brown, chairman of the Ex¬ 
ecutive Committee of the New York Her¬ 
ald, returned this week much improved in 
health from a month’s trip to Esse.x 
County, New York. 

Paul R. Wendt, a Philadelphia news¬ 
paper man, has been appointed superin¬ 
tendent of Independence Hall in that 
city. 

William F. Miller, editor-in-chief of 
the Sterling (Ill.) Gazette^ has resigned 
to liecome managing editor of the Daily 
Standard of that city. Harold E. Ward, 
of Freeport, 111., succeeds Mr. Miller as 
editor of the Gazette. 

Leslie A. Higgins, formerly of the 
Omaha (Neb.) World-IIerald staff, is 
now editor of two Omaha magazines, the 
Motorist and the Tradesman. 

John Colton, dramatic editor of the 
Minneapolis (Minn.) Nows, after a week 
spent in treading the theatrical boards, 
is now publishing articles about his ex- 
jieriences. 

Robert M. Sturgeon, a York, Pa., 
newspaper man, has accepted a position 
with the Lancaster (Pa.) News-,lournal. 

Amos B. Kellogg, managing editor of 
the .\berdeen (S. Dakota) American, has 
resigned. Mr. Kellogg will be associated 
witii H. B. Watkins, of that city, in the 
management of the Watkins Service. 

•lohn E. Gilbreath has been appointed 
city editor of the Cliattanooga (Tenn.) 
Times, succeeding J. L. Chivington. who 
lias been named secretary to Mayor Jesse 
M. Littleton, of Cliattanooga. 

(diaries, R. Bacon, a Philadelphia news¬ 
paper man, has been reappointed chief 
of the New Jersey State Bureau of 
Shell Fisheries. 

WEDDING BELLS. 

Robert Edwin Turner, business man¬ 
ager of the Norfolk (Va.) Virginian- 
Pilot. and Miss Liieile GroA-es Milliter, 
wer(‘ married at the Montioello Hotel, 
Norfolk, on Ajtril 26. 

.loseph Shaplen, a Philadelphia, Pa., 
newspaper man, and Miss Sophia E. 
Modeil, were married at the home of 
the bride’s imrents in that city on 
.Ajiril 25. 

Nathan Strauss, Jr., editor of Puck, 
and Miss Helen Emlie Sachs, were mar¬ 
ried in Temple B<‘th-El, in New York 
('ity, on Ajtril 20. 

Guy 11. Jenkins, a Saginaw, Mich., 
newsjtaper man, and 'Miss Esther H. 
Schulz, were married in that city on 
Ajtril 25. 

.M. Joseph Hahn, of the Utica (N. Y.) 
Observer staff, and Miss Nora M. Rocke, 
were married in St. .loseph's ( liiirch, 
Utica, (tn .April 28. 

IN NEW YORK TOWN. 

.Lthn P. Gavit, inanaKiiig editor of the 
Evening Post, has just returned from a 
three day's fishing trip in the northern 
part of the state. He rejtorts the best of 
luck—“but, say, that one 1 almost 
caught,’’ etc. 

George E. Hughes, city editor of the 
Globe, says that this back to Nature 
stunt is no good. Mr. Hughes has a farm 
near Plainfield, N. J., on which he care¬ 
fully laid out and planted an asjtaragus 
bed. Some days after, when the asparagi 
were beginning to bud, or shoot, or what¬ 
ever it is they do, Mr. Hughes instructed 
his hired man to weed the bed, with the 
result that the man weeded up all the 
asparagus plants. It is the unanimous 
opinion of the Globe staff that as a farmer 
.Mr. Hughes is a fine city editor. 

Jason Rogers, publisher of the Globe, 
has posted a notice in the editorial rooms 
asking the co-operation of all members of 
the staff in his campaign to make May 8 
“Straw Hat Day.” Won’t it be a shame 
if it rains! 

Caleb Marsh Van Hamm, editor of the 
Chicago I^xaminer, will return next week 
to the staff of the American, of which he 
was formerly managing editor. 

William Henry Beers, who has been 
associate editor of the Fourth Estate for 
some time, has resigned to become gen¬ 
eral manager of the American Thrift 
Society, 50 Broad street. New York. 

E. C. Purcells, for fifteen years with 
the McClure Newspaper Syndicate, is 
now in charge of the Syndicate Depart¬ 
ment of the New York Tribune. 

CHICAGO personals! 

AVilliam D. Boyce, president of the 
W. D. Boyce Publishing Company, has 
returned from Eurojte where he went as 
war correspondent for his jiapers, the 
Chicago Saturday Blade and the Indian¬ 
apolis Sun. Impressed with the bene¬ 
ficial effects of prohibition of the liquor 
traffic, as Mr. Boyce observed it on the 
continent, he has ordered liquor advertise¬ 
ments out of all his publications, includ¬ 
ing F'armiug Business and the Chicago 
Ledger. 

Walter Niebuhr, publisher of the Lin¬ 
coln (Ill.) Daily Courier, and Progres¬ 
sive parly leader in Illinois, will go to 
Berlin next week as correspondent of the 
AVestern Newspaper .Association and the 
Chicago Tribune. Mr. Niebuhr expects 
to obtain stories on the political side of 
the war from the German standpoint and 
does not plan on spending much time at 
or near the front. During his absence 
the Courier will be directed by Wayne 
Calhoun. 

Robert II. Rohde, rewrite man on the 
Tribune, has returned to work after three 
weeks in the hospital where he sub¬ 
mitted to a throat operation. 

Paul Murphy, a son of AV. .1. Murjihy, 
jiublisher of the Minneajtolis Tribune, has 
joined the local staff of the Chicago 
Tribune. 

Robert AA'. .Alaxwell, of the Examiner 
coiiy desk, addressed the Chicago chajner 
of the Swarthmore college alumni at the 
University club at luncheon Tuesday. 
.Air. Maxwell represented the Ignited 
States at the Olympic games at Athens 
in 1904 and for four years has coached 
the Swarthmore football team. 

Bessie Rowland James, formerly of the 
Examiner, has iKM-ome assistant publicity 
manager of the United Photoplays Com- 
imny, which is erecting a $50,000 studio 
here. Its principals are believers in 
iiew8|)a|)er advertising and are planning 
an extensive publicity campaign. 

President Charles H. Porter, of the 
.Advertising .Assisdation of Chicago, and 
Mrs. Porter, have returned from a month’s! 
sojourn on the Pacific coast where Mr. 
Porter went fo arouse enthusiasm in the 
June convention. 

E. F’. A’ounger has jidned the staff of 
the Herald News Bureau. 

Miss Marian Bowlan has resigned as 
sis-iety editor of the Journal and her 
jilnee has Ih>cu fflle<l by Miss Magda 
Frances. 

Julian B. Arnold, son of the late Sir 
Edwin .Arnold, who disclosed his identity 
recently after a year’s residence in Chi¬ 
cago under an assumed name, pursuant 
to a gigantic financial failure in Eng¬ 
land, lectured on his father’s works at 
the I’ress Club this we»‘k. 

E. Marshall Young, formerly managing 
editor of the oldest weekly newspajier on 
the Pacific coast, the San F'rancisco 
News-Letter, has joined the Journal staff. 
AA’ith AA’. N. Burkhardt, assistant city 
editor, he is conducting the Journal’s 
University Extension Course. 

Thomas Steep, of the Associated I’ress, 
has been transferred from the Chicago 
office to Vera Cruz, Mex. 

C. Ray Stephenson, formerly with the 
Assoidated Press at Milwaukee, AA’is., has 
been transferred to the Chicago bureau. 

WASHINGTON PERSONALS. 

Bond P. Geddes, chief of the Capitol 
staff of the United Press, is in Syracuse 
coverin'; the Barnes-Roosevelt libel suit 
trial for his assoidation. 

Oscar King Davis, formerly chief of 
the New York Times Bureau, more re¬ 
cently publicity agent for the Progressive 
party and special AA’ashington corre¬ 
spondent, is now writing news stories 
from Japan. 

Morton M. Milford, member of the 
staff of the Indianapolis News, and Tom 
Shijip, a well-known newspaper man, 
are traveling to Indiana by automobile. 

The news of the death of AA’illiam G. 
Nicholas, former AA'ashington correspond¬ 
ent for the Chicago Evening Post, In- 
dianajiolis Journal and other pajiers, was 
received in AA'ashington with deep regret 
by his many friends and former associ¬ 
ates. 

Frank 1. AA’hitehead. of the AA’ashing¬ 
ton Post, is at Old Point Ckimfort cover¬ 
ing the A’irginia Bankers’ .Association 
meeting. 

Joseph (\ Breitenstein, formerly of the 
Canton (Ohio) Rejiository and Canton 
Daily News, who has been holding an 
important position in the office of the 
secretary of the Senate, has been aj>- 
jKiinted .Assistant United States District 
.Attorney for the Northern District ot 
Ohio, wiWi headquarters at (^eveland. 
He will leave AA'ashington May 1.5. 

Otto Praeger, jmstmaster of AA'ashing¬ 
ton, formerly AA’ashington corresjiondent 
for the Dallas (Tex.) News, has issued 
his first annual report, which shows that 
he has saved the government over a hun¬ 
dred thousand dollars since his incum¬ 
bency. 

President AA'ilson has received a very 
handsome copy of the San Francisco Call 
jirinted on silk. This cojiy contains a 
life-size bust of the President printed 
on the front page, and was one of the 
edition of the paper in which the invi¬ 
tation of the San Francisco Exposition 
was extended to the President. 

Oliver Owen Kuhn, prominent cor- 
resjxindeut for local and Oklahoma 
)>apers. was married to Miss I.a'onor 
Rivero, daughter of the Cuban minister 
to Italy, on the fifth of .April. 

Frank B. I.ord, correspondent of Nor¬ 
man E. Mack’s National Demo<'ratic 
Monthly, and president of the National 
Press Club, accompanied the Congres¬ 
sional jiarty to Hawaii, leaving AA’ashing¬ 
ton last Tuesday. The Congressional 
party goes as the guests of the Hawaiian 
government. 

Henry M. Pindell. jiublisher of the 
Peoria (111.) .lournal, who was aji- 
jiointed American ambassador to Russia, 
but resigned shortly after his confirm.".- 
tion. has lieen in AA’ashington for the 
last few days. Mr. Pindell will leave 
in a few days for Eurojie. and his sev¬ 
eral conferences with the Se<'retary of 
State gave rise to the belief that he 
would be sent abroad on a secret mis¬ 
sion. This was denietl at the State De 
jiartment. 

Major C. F're<l Cook, general news 
manager of the AA'ashington Star, it 
is rumored, will shortly lie apiniinled the 
<'ommanding officer of the militia of the 
District of Columbia. 

Rolx'rt D. Heinel. memlx'r of the staff 
of the “Nation’s Business.” is now the 
chairman of the publicity committee of 
the National Press Club. 

OBITUARY NOTES 

Lee j. RoEUfcK. who was a.ssociated 
with his father, AA’alter S. Roebuck, in 
the publication of the Bellefoutain (Ohio) 
Index-Republican, died in Toledo, O., 
.April 25, aged 42 years. 

Geokoe AA’. A\’.\tkixs, a former proof¬ 
reader on the Boston (Mass.) Herald. 
I’rovidence (R. I.) Post and the New 
A’ork (N. A’.) Sun and Times, died in 
Portsmouth, N. IL, on .April 27, aged 72 
years. 

Caklos H. Smith, founder of the 
Elgin (Ill.) Daily News, died in St. 
Petersburg, Fla., on .April 26, aged 66 
years. 

J. F’liEUERUK Kuun, for many years 
managing editor of the Newark (N. J.) 
F'reie Zeitung, died at his home in Newark 
on .April 29. aged 69 years. 

.Akthub Hoeber, for many years art 
critic of the New York (N. Y.) Globe, 
died at his home in Nutley, N. J., on 
April 29, aged 61 years. Mr. Hoeber was 
the author of “Treasurers of the Metro- 
jiolitan Museum,” “Painting in the Nine¬ 
teenth Century in France, Italy, Sjiaiu 
and Belgium,” and recently finished a 
volume to be called “Barbizon Painters." 

AA’illiam Gabdi.neb Nichola.s, a fi¬ 
nancial writer for leading newsfiajiers. 
died at his home in New York City on 
May 3. Mr. Nicholas had had a lengthy 
experience with AA’estern newspapers and 
was a former AA’ashington corresjiondent 
of the Chicago (Ill.) Evening Post. 

James FAiiu tiiLu Ht nsox, for thirty- 
three years an editorial writer on the 
Pittsburgh (Pa.) Dispatch, died at his 
home in Ben .Avon, a suburb of Pitts¬ 
burgh, on May 3, aged 69 years. .Air. 
Hudson was the author of several Inioks 
on railway and financial problems, among 
them being "The Railways and the Re¬ 
public,” and “.A Silver Symjiosium.” 

FlL\NtTS Sw’iGERT, editor and publisher 
of the New York Mercantile and Financial 
Times, died at his home in New A’ork 
City, on .April 30, aged 66 years. Mr. 
Swigert was formerly a member of the 
staff of the Brooklyn (N. Y.) l>aily 
Fhtgle and of several other New A’ork 
pajiers. He founded the Mercantile and 
Financial Times in 1875. 

.Andrew A’an Orden Ubmy, for more 
than a quarter of a century general man¬ 
ager of the lAiuis A’. Urmy .Advertising 
Agency, 41 Park Row, New York City, 
died at his home on Staten Island, on 
May 4. Mr. Urmy, who was 85 years 
old, served in Comjiany I, Twelfth Regi¬ 
ment. New A'ork Volunteers throughout 
the Civil AA’ar. 

F'rank Martin Davies, a banker and 
broker, son-in-law of E. M. O’Neill, vice- 
president of the Pittsburgh Desjiatch 
Publishing Company, died at his home in 
New A’ork, May 2. He was a memlier of 
the firm of Davies, Thompson & Co., of 
140 Broadway. 

South .Africa Represented Here, 

A representative of a syndicate of 
“leading South African newspapers” is 
now in the United States to give -Ameri¬ 
can tnamifactnrers information in regard 
to South .Africa in connection with ad¬ 
vertising. He states that he is in posi¬ 
tion to present facts concerning South 
.African conditions and the opjKirtunities 
there for .American goods. His address 
may lie had from the Bureau of Foreign 
and Domestic Commerce and its 
branches. 

N. Y. Tribune Men Honored. 

AA’illiam Barker, for fifty years cashier 
of the Tribune .Association, was presented 
on May 5 with a handsome Swiss watch, 
inscribed, “To AA’illiam Barker, from his 
friends on The Tribune, May 15, 1865- 
1915.” G. A’ernon Rogers, general man¬ 
ager, made the presentation speech and 
the gift came as a complete surprise to 
Mr. Barker, who will continue at his 
post. 

Mrs. Mary Craig Sinclair, wife of Up¬ 
ton Sinclair, the novelist, is rej>orte«l to 
have sued practically every daily news- 
jiaper which a year ago jirinted a story 
alleging that she had b»'en arrested in 
New A’ork City in connection with a 
demonstration in front of John D. Rocke¬ 
feller’s office. 
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INTENSIVE CULTIVATION OE THICKLY POP 
New York State offers one of the best “prospects” to be fo 

advertising will produce more per dollar spent than c; 

miles. All this can be done by any n 

NEW YORK STATE D Manufacturers everywhere are realizing, more and 
more, that the great question of successfully and econom¬ 
ically advertising a product of any kind will never be 
solved until after the equally important point of distribu¬ 
tion is disposed of. 

All of the advertising imaginable will do nothing more 
than make people ask for the article advertised, and it is 
human nature that, when the article asked for is not ob¬ 
tainable where asked for, a substitute will be taken in the 
majority of cases. 

That is one of the fundamental merchandising truths 
that, hidden for years by the glitter of “general publicity” 
and the old wheeze of advertising creating a demajid that 
will force the dealer to stock up, is being brought to light 
and, polished off, is outshining the lesser lights. 

“Zone advertising,” so called because it can be prac¬ 
ticed in any given territory, is gaining in popularity daily. 
It is logical. It can be done with a minimum of “lost 
motion.” It can be watched and watched closely. 

And in choosing a “zone” no manufacturer can afford 
to overlook the great zone of New York State. Start from 
any point you wish, get your goods in any city or town and 

get them in where they have a chance, then advertise in 
the local paper, and you will have connected your product 
with your customer, through the customer’s home paper, 

and linked the product with a local dealer. 

This kind of intensive cultivation of one city will dem¬ 

onstrate its efficacy and then the “zone” may be increased 
to take in adjoining localities. 

And in no other “zone” can a manufacturer find as 
many “worth while” localities as may be found in New 

York state. At once one of the most thickly populated and 
prosperous states of the Union, the possibilities in New 
York state are greater, the rewards greater than can be 
found in any other similar area of territory. 

The manufacturer who has New York state thor¬ 
oughly cultivated, thoroughly covered, is ready to go into 
new territory, but there is no other place as well worth 

cultivating. 

In developing a market in New York state the manu¬ 
facturer will find the newspapers named in this advertise¬ 
ment organized to help, in every way, the development 

work. 

City Paper 
Albany Journal (E). 
Albany Times-Union (E). 
Albany Knickerbocker-Press (M).. 
Albany Knickerbocker-Press (S)... 
Auburn Citizen (E). 
Binghamton Press-Leader (E). 
Brooklyn Eagle (E&S) 3c. 

Brooklyn Standard-Union (E). 
Brooklyn Standard-Union (S). 

Brooklyn Daily Times (E) 

Advertis¬ 
ing Rate 

for 
Circulation 2,500 lines 

Advertis¬ 
ing Rate - 

for 
10,000 lines 

°°°Courier (M) t59,669 ( 
Buttalor oooEnqyirer (E) t50,323 j 
Buffalo “"Courier (S). 
Buffalo News (E). 

Buffalo Times (E&S) . 

Elmira Star-Gazette (E). 

Gloversville Herald (M). 
Gloversville Leader-Republican (E) 
Ithaca Journal (E). 
Lockport Union-Sun (E). 
Mount Vernon Daily Argus. 

New York Globe (E). 

“16,982 .05 .035 1 Nc\ 

“41,165 .06 .06 Ne\ 
“38,511 .05 .05 Nev 
“30,000 .05 .05 Ncm 

“6,580 .0178 .0135 Ne\ 

“25,817 .05 .04 
Ne\ 

“44,227 .16 .16 
Roc 
CrVi 

““61,970 .15 .15 
dcn 
Tro 

““71,254 .15 .15 Wa 
41,050 .11 .09 Wa 

tl09,992 .14 .12 

t83,357 .14 .12 
“104,281 .15 .14 

000 

“57,008 .09 .08 

“19,577 .035 .03 t 
“7,060 .02 .015 , 
“5,349 .0143 .0107 ttt 

“5,750 .025 .015 
“5,230 .0157 .012 
“5,279 .0214 .015 

“185,471 .28 .28 

New York newspapers serve advertiser 
their business known lo( 

Twenty-four (24) leading magazines, with circiii 
Canada, have in the State of New York alone a com! 

In order to obtain this New York State circulatior 
culation of these magazines, in as much as it is iiianife 
states or by zones. 

Therefore, the advertiser who wishes to buy the 
New York must pay the combined rate of these niaga 

< 
Now, assuming that the national advertiser could 

combined rate is $79.56 per line, he will find that the 1, 
State from these magazines cost him a total of SS.'H 

Comparing the cost of this New York magazine ci 
trated newspaper circulation around which this adver 
line the advertiser can buy a newspaper circulation of 
newspapers a bonus of 510,970 circulation at less than 

General advertisers, agents and space buyers seek 
tions and distribution facilities in New York City and 
dominant newspapers listed above will aid and assist v 
nicate with THE EDITOR AND PUHLISIIER AX 
Suite 1117 World Building, New York. Phones Peek 
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OPULATED TERRITORY MOST PROFITABLE 
>e found anywhere, a prospect where properly merchandised 

an can he fonnd in any other equal area of square 

ny manufacturer with the help of these 

DAILY NEWSPAPERS 
:is- 
ite .. 

ines 
)35 I 
X 

35 
35 
3135 
34 
16 

15 
15 

)9 

12 

12 
14 

)8 

)3 

>15 

)107 
)15 
112 

115 
!8 

Advertis- Advertis- 
ing Rate ing Rate 

for for 
City Paper Circulation 2,500 lines 10,000 lines 

New York Evening Post (E). t31,189 .18 .16 
New York Times (M&S). “298,248 .45 .405 
New York Mail (E). ° 157,044 .32 .29 
New York World (M) 1 
New York World (S) f. °391,944 .40 .40 

New York World (E). “385,505 .40 .40 
Rochester Union & Advertiser (E) “38,715 .08 .055 
Schenectady Gazette (M). ttt21,118 .06 .04 
Troy Record (M&E). ♦♦22,670 .035 .035 
Watertown Standard (E). “10,621 .021 .0142 
Watertown Times (E). “13,700 .02 .02 

2,336,664 3.7452 3.4554 
“Government Report. 

°“Average net paid sworn to by publisher. 
“““Only Buffalo papers, Publisher states, examined daily and 

Sunday by A. A. A. 
tPublisher’s signed statement of average gross figures on file 

, in this office, 
tttAverage Gross A. A. A. Audit. 

*Net paid figures supplied by Publisher. 
♦♦Average net paid A. A. A. Audit. 

Other circulation ratings are from Nelson Chesman’s Rate 
Book for 1914. 

New York State population, 9,113,279. 

rlisers in the dual capacity of making 

n locally and nationally. 

1 circulation scattered all over the United States and 
a combined circulation of 1,787,119. 

nilation, it is necessary, however, to buy the entire cir- 
nianifestly impossible for them to sell circulation by 

uy the 1,787,119 maj^azine circulation in the State of 
c luaj^azines, which is $79.56 per line. 

* could use all the circulations of the magazines, whose 
t the 1,787,119 circulation which he gets in New York 
$8. H per line. 

izine circulation with the cost of the combined concen- 
advertisement is written, we find that for $3.4504 per 

ion of 2,336,664. On this l)asis, the advertiser gets in 
5 than half the cost of the magazine circulation. 

rs seeking further light in respect to marketing condi- 
ty and New York State and the degree to which the 
Eissist with local co-operation, are re(|ue.sted to commti- 

AND JOURNALIST, The Newspai)er Advocate, 
s Heekman 4330 and 4331. 

There is a tremendous advertising force in these news¬ 
papers. They stand for the best of everything in their com¬ 
munities, and can “deliver the goods” to the manufacturer 
at a less rate per sale than the sales can be procured for in 
any other way. 

The old idea of buying advertising space “by the thou¬ 
sand” is losing force just as is the old way of developing a 
market by advertising before it is merchandised. Space is 
computed as being worth “so much per sale” rather than 
so much per thousand, and that basis of measurement is 
the one thing that is changing the force of all advertising 
and increasing the national advertising in daily papers 
while the magazines are showing a corresponding loss. 

There are certain commodities that can stand maga¬ 
zine space. That fact must not be lost sight of. But, un¬ 
less a product has practically universal distribution, there 
is so much waste space in magazine advertising that the 
cost “per sale” is very high, indeed. 

The newspaper publishers named here will help YOU 
get YOUR commodity before THEIR readers, and they 
will help you get your merchandise on the shelves of the 
stores of their cities, so that when your advertising appears 
it can deliver the goods. 

That is a service that is worth almost anything to the 
man who wants to distribute goods. It is a service that not 
only helps the advertiser-, but it helps the papers, because 
it makes the advertising valuable to the advertiser, and 
advertisers are prone to stay with advertising that pays. 

You may call it “conservation,” you may call it “con¬ 
centration,” but no matter how or what you call it, it is 
hard headed business philosophy, this getting the product 
and the consumer together with as little lost motion as 
possible, and that is what can be done by First a Selling 
Campaign in New York state, or a part of it, followed by 
an advertising campaign, CONCENTRATED, and kept 
within the bounds of the territory where it can produce. 

Any manufacturer who is interested in developing 
territory, and wants to start in territory where the ex¬ 
pense of development is comparatively small, and where 
the possibilities of development are very great, indeed, can 
get a lot of valuable information by asking THE EDITOR 
AND PUBLISHER to supply it. It will be done without 
any cost, and it will be a revelation. 
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PROFITABLE NEWSPAPER ADVERTISING 

Altman's—The Most Dignified, Highest Grade Copy in the Department 
Store Business. An Example of Playing to Form Decade After Decade 

By H. R. Drummond. 

MirnxKI KIJKIKS.WI 
l^reslHent, H. Altman 6c Co. 

WliatV ill a iiaiiu*? It wan a good 
many years ajjo that Shakesjieare spniiig 
this query on the gentle and iiiisiis|>ectiiig 
|)iiblie, and in so doing he started some¬ 
thing. 

\\ hat’8 in a name? Well, it depends 
a great deal on the name; then it de- 
IM-nds on how that name is used or mis- 
iiseil. There are names and names, you 
know. 

Altman's. Ah, there’s a name to con¬ 
jure with. What's in it? A whole lot. 
.More, in fact, than there is in any other 
name in retail dry goods circles in Xew 
York. 

Altman’s could be sjwlled diirereiitly, 
and still be recognized by the New 
Yorker and the stranger within the gates. 
It could lie sjielled ‘'Class” or "Quality” 
or ‘'Style,” and still it would lie Altman’s. 

.Mtnian’s is not the oldest store in 
New York, but it is admittedly the finest. 
It is the standard, absolute, unassaibHl, 
nnqnestioned. 

STARTED MANY YEARS AGO. 

It was a good many ymrs ago that 
Iteiijamin Altman started this business. 
The first store was on Third avenue, near 
Teiitti street. In the early seventies the 
store was moved to Sixth avenue, be¬ 
tween Twenty-first and Twenty-se<'ond 
streets, and in lh7<! it was inovisl to 
Nineteenth street and Sixth avenue, 
where for thirty years it set standards, 
and very high standards, tim, for other 
stores to follow, and^most of them fol¬ 
lowed a long way behin<l. 

Keeping store and setting standards 
was not all that Mr. Altman did, how¬ 
ever. He laiilt an organization. He in- 
ciilcat<‘d his standards and ideas in the 
niimls of the men assoinated with him; 
he took young men and made merchants 
out of them; he taught them how to do 
things as he wanted things done, and all 
the time he set standards. 

Ten years ago Altman’s pioneered a 
movement to Fifth avenue, and it is 
amusing to see how many other big 
stores have moved into that district, 
keeping in the “Altman zone,” so to 
sp<-ak. 

Last year the store was largely in- 
crea8<‘d in size, ami still it .is not too 
big for the growing business. 

Due to Mr. Altman’s guidance; due to 
the loyalty and co-operation his jier- 
sonality commanded, the organization is 
so well built up.' so cohesive, so well 
trained that the .\Itnian spirit g«*s on 
just alioiit the same. 

BIG MAN NOW CONTROLS. 

The present head of the business, 
Michael Freidsaiu, has almost a lifetime 

of intimate e\{K‘rieiice in this store back 
of him, and is carrying out the Altman 
policy ill a thoroughly capable maniier. 

And what of Altman’s advertising? It 
is the most distinctively distinctive ad¬ 
vertising in New York. It is dillereiit. 
It is "old fashioned,” if you please. It 
has not been "modernized,” and probably 
never will be, for it is good advertising 
—for .Xltman's. 

It has not changed materially from 
the advertising that was read by the 
motlHMs and grandmothers of the pres¬ 
ent generation, who were driven to the 
store in a carriage, drawn by a team of 
mutclnsl horses and with liverieil coach¬ 
man and footman sitting with painful 
dign ity on the front seat, smartly clad 
in livery, silk hats with cockades, skin¬ 
tight white trousers and patent leather 
boots. 

Times have changed, but customs and 
systi ms as to Altman’s advertising have 
not. The old way seems to lie the right 
wav—at least for Altman’s, and is still 
folio v.ed. 

EARLY ADVERTISING. 

Karly in business Altman’s began ad¬ 
vertising. In those days advertis¬ 
ing was not as it is today. Con- 
ditii.ns were different. Newspaper pub¬ 
lishers made arbitrary rules that must 
Ik- followed. To the advertising man of 
the present time it seems as if newspaper 
men did everything possible to keep mer¬ 
chants from advertising. There were 
arbitrary rules as to space, size, type 
formation, etc., that seem maddening 
to the advertising men of today. 

Altman’s, of course, followed those 
rules, as did other advertisers. The 
first advertising was one column wide, 
then canie the two-column style, and 
down the years, slowly but surely, that 
copy has grown until now four, live and 
even six-column ads are run. 

Hut the “style” has not changed ma¬ 
terially. It is, probably, the most digni¬ 
fied advertising in the city tiwlay. It 
seems to lie written authoritatively 
rather than afiologetically. There is no 
Mjuivocation in it. There are no in- 
neiidos in it. It is more like a formal 
invitation than like a “heart to heart 
talk.” 

original idea followed. 

Altman's original idea was to cater to 
the high class trade, and the original idea 
has lieen religiously lived up to during 
all the years. 

Even during this age of “The Marvel¬ 
ous Methods of Modern Merchandising” 
the .Xltman advertising is much as it 
was twenty or even thirty years ago. 

Altman’s, to the general public, has 
one meaning, and only one. It means 
ipiality. It is synonymous with quality, 
with stability, with dependability and 
with traditions and the glory of bygone 
days. Due can still see the fro<-k-coated 
fliMtr men, the broad aisles unlittered 
with “sales tables” and the general at¬ 
mosphere of quiet dignity. 

So with the advertising. It follows the 
style, the inake-np and the general idea 
originated when storekeeping was a si-ri- 
0118 business. 

Altman’s advertising has been criti¬ 
cised. Some there are who say that it is 
stilted, that it lacks the “intimate 
touch,” that it is dignifiedly formal. 
Well, it is, and it should be, for if it 
were not it would not breathe the spirit 
of the store. 

There is nothing intimate or personal 
at Altman’s. There is courtesy a plenty, 
but it is dignified courtesy. The cus¬ 
tomer is impressed with the idea that 
she is not there to “save money,” but, 
rather, to secure merchandise that is au¬ 
thoritative, distinctive and measures up 
in every way to the highest standanls. 

NO apologetic ADVERTISING. 

There are no apologies for merchandise 
in Altman’s advertising. No long drawn- 
out explanations of special piirchasi-s 

S. Altmnn & Qln. 

VC introducing ■ charming novelty in the 

“Petit Trianon” Dresses & Skirts 

in a variety of attractive models made up In 
pretty flowered prints and cretonnes. In 
some Instances there are becoming shade 
hats and quaint reticules to harmonize with 
these dainty Summer garments, which will 
prove both comfortable and picturesque (or 

the morning stroll on the beach or In the 
garden, or (or boating, tennis, and all the 
pastimes of the countryside. 

Knglish-typc Smocks, trimmed to match the 
"Petit Trianon” Skirts, over which they 
may be worn, arc also being shown. 

(Cotton Drvsscs, Third Floor) 

9tf)l) Aarmir • SUbisim Anrnur 

3411) anil 35tb Mrrrti Nnn Vork 

A .-'.tMl'I.E OF AI.T.\1AN'S ADVF.RTISING. 

nuolc from prominent inaiiufacturcrs who 
closed out the season's surplus at a very 
low price. The iiiij>ression, rather, is 
that in choosing at Altman’s you are 
choosing from the newest, the best, the 
most desirable, rather than from the 
leavings. 

Altman’s advertising, like the atmos¬ 
phere of the entire establishment, 
breaths standard, and only one standard. 

There are many stores carrying fine 
merchandise, but in most of them one 
finds basements where cheaper lines, 
“bargains” and “job lots” are sold. Not 
so at Altman’s. There seems to be but 
one standard there. 

I’icliard S. Jackson, the advertising 
Mienager, has Ijeeii connected with the 
.Altman organization practically all of 
his luisiness life, and has had charge of 
the advertising for many years. He 
knows the angle from which to approach 
any subject, and follows the ideas and 
ideals of the store splendidly. 

There is a rule at Altman’s that all 
merchandise must move rapidly. There 
is a time limit for [iractically everything, 
and the few “sales” that are held are for 
the readjustment of stocks, the keeping 
tliem clean and up to date, rather than 
the disposal of stocks bought for sale 
purposes. 

NO COMPARATIVE PRICES. ' 

There are no comparative prices used 
in .Altman’s advertising. 

This policy was determined because it 
was found that, no matter how much 
care was taken in verifying prices, mis¬ 
statements did occasionally creep in, 
probably due to the over-enthusiasm of 
buyers, and the safest way was to elimi¬ 
nate them entirely. 

Altman’s advertising is delilierate. 
r»ipy must be in the advertising depart¬ 
ment a week Is-forp it appears in the 
jiajK-rs. That gives the advertising de- 
]>artnient ample time to cheek up and 
verify every statement. .All advertise¬ 
ments are set on the premises, and the 
perfect proof is sent to the newspapers. 

The big idea at Altmans’ is that com¬ 
paratively small copy in many papers is 
iietter than big copy in fewer papers. 
There is a dignified lack of ostentation 
in the copy, in the statements made, in 
everything, a dignified lack of ostenta¬ 
tion that fairly breaths authority and 
leaves no room to challenge anything. 

It would be a foolish man, indeed, who 
would suggest that tlie Altman style of 
•advertising would lie profitable for any 
other store to follow. It wouldn’t. Tt 
simjdy would not fit. It lielongs to .Alt¬ 
man’s and to no one else. 

NEWSPAPF.HS GET 90 PER CENT. 

.Altman’s advertising has grown with 
the store. There has lieen no spurts, no 
attempts to foree things; the growth 
has been natural. Over 90 per cent, of 
the advertising appropriation is s|K-iit in 
daily papers. And it is good advertising 
—at least for .Altman’s. 

IF you are intending to do 
some national advertising, 
the Promotion Department 

of the Shaffer Group of news¬ 
papers will gladly assist you 
with information regarding the 
trade territories in which these 
newspapers are located. 

Chicago Evening Post 
Indianapolis Star 
Muncie Star 
Terre Haute Star 
Rocky Mountain News 
Denver Times 
Louisville Herald 

PROMOTION DEPT. 
SHAFFER GROUP 

12 S. Market Street, Chicago 

THE SEATTLE TIMES 
“The Beit That Money Coa Buy” 

Daily, 73,000 
Sunday, 90,000 

57,000 in Seattle 
A copy to every family. 

I.arg;p8t circulation by many tboiiKaiuls of 
liny daily or Sunday paper on the North 
Pacific Coast. 

Dnrini; 1914, the Times led the P. I. 
Iiy .'I.MlO.OOO agate lines. The Times gained 
SS.tXiU lines and P. I. lost 650,000 linos. 

Larfeit Qmsatity Beit Qatiity Circnlatien 

The S. C. Bekwith Special Agency 
Sole Foreign Represontatlves 

New York (%icago St. Louii 

Cl|!rago lExamtn^r 
The Sunday issue of the Chi¬ 

cago Examiner is sold in 4100 

towns and cities in the great 

Central West—a much wider 

territorial distribution for its 

outside circulation than any 

other Chicago newspaper. 

DAILY, 222,887 

SUNDAY, 501,277 

Member Audit Bureau of Circulations 
2 

IL PROGRESSO ITALO- 
AMERICANO 

Established 1880 

(Member Audit Bureau of Circulations) 
Daily average net gain in circulation 

over last postomce statement, 
^ 16,000 copies. 

11 Progresso Italo-Americano enjoys 
the distinction of being the largest and 
most successful Italian paper among 
the Italians in the United States, which 
means among a responsive and re¬ 
sponsible class with purchasing power 
to buy advertised goods. 

IL PROGRESSO ITALO-AMERICANO 
CHAV. CARLO BARSOTTI, 

Ed. and Pub. 
42 Elm Street, New York City 1 

Weekly Review of 
Finance 

Exclusive rights for re-publica- 
tion of copyrighted weekly table, 
showing review of finance ip 
world’s principal markets, open 
in a niiinber of cities. If used 
Monday morning, telegraph 
tolls may be avoided by special 
arrangement. Write today to 
the Syndicate Department, The 
New York Evening Post, New 
York. 
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CIRCULATION NEWS, VIEWS AND OBSERVATIONS 

Being a Department Edited by a Regular Circulation Man and 

Designed to be Helpful to Circulation Managers Everywhere 

By Harvester 

A E. MacKinnon, presi- 
dent of the I. C. M. A., 

who for some time has been 
conueeted with the eireulation 
department of the New York 
World as idea and ])lan man, 
has resigned and been made 
vice-president of tlie Hamil¬ 
ton Corporation and assistant 
to President t'aldwell of tlie 
Sperry lliitcliins Trading 
Stamp Comiiany. It is nnder- 
sto<Ki that Mr. .MacKinnon 
will continue in ollice of 
president of the 1. C. .M. 
during the balance of his 
term, his sins'essor Is-ing 
chosen at the .Iiine conven¬ 
tion. 

'piIE Newsboys’ Home Club ten days’ campaign to raise 
$2i50,f)00 or more began on ^lay 4. 'I'lie head<iuarters 

are Hoorn No. h’20, M'orld Building. 'I'his fund will be in¬ 
vested in site, building and necessary equii)ment. Martin W. 
Littleton, the famous New York lawyer, is chairman t)f the 
campaign executive committee. At luncheon at the City 
Lunch Club on April 2.‘1, Mr. .Tames McKernan, circulation 
manager of the New York World, was named chairman of a 
committee of New York Circulation Managers, and Daniel 
Nichol, of the New Y’ork Evening Mail, was named secretary. 
This auxiliary committee has been called into being by the 
executive committee to devise ways and means of securing 
proper street publicity. Mr. McKernan’s committee held a 
meeting at Whyte’s on April 2(5, at which the following com¬ 
mittees were appointed by the chairman: 

Street Publicity Features, Cars, in Subways and Trains— 
James McKernan, of New York World; Samuel Paul Booth, 
Cilobe; Fenton Dowling, American. 

(Jeneral Publicity—K. B. McClean, New York Evening 
Post; Samuel Paul Booth, Globe; Edward Barry, Sun; Mr. 
Keyes, Tribune, and Daniel Nichol, Mail. 

Theatre Programmes—Victor Rieburg, circulation manager 
Morning Telegraph, and .T. A. Johns, assistant circulation 
manager, Times. 

Bill Posters—Messrs. McKernan, Dowling and Keyes. 
Committee on News Companies—Messrs. McKernan, Barry, 

Keyes, Johnson and William Hoffman, circulation manager 
Staats-Zeitung. 

* • * 

T'HE official bulletin of the International Ciretdation Man¬ 
agers’ Association for April, in 8(5-page form, has just 

been distributed. The leading article is by the president, 
A. E. MacKinnon, and is entitled “1915 Convention. Every¬ 
body Ready—All Aboard!’’ Mr. MacKinnon’s letter states 
that in completing plans for the convention he recently held 
meetings in Montreal, Toronto, Detroit and Grand Rapids. 
He points out that E. S. Dobson, promotion manager of the 
Detroit News, and chairman of the Transportation Committee 
of the 1. C. M. A., is arranging for transportation from De¬ 
troit to Buffalo over the D. & B. line, but in the absence of 
A. A. Schantz, the general passenger agent of this line, it is 
impossible at this time to state whether the circulators will 
be accommodated with transimrtation in exchange for adver¬ 
tising. Mr. Dobson also has under way arrangements for 
transportation of circulators and their wives from Niagara 
P'alls through the Gorge to liewiston. Transportation from 
liewiston to Montreal will be furnished by the Canadian 
Steamship Lines, lAd. The trip from Montr*>nl to Murray 
Bay and return will cost lf24, which includes meals and rooms, 
steamer and hotel. 'This is an especially low price secured by 
Mr. MacKinnon from Manager Henry. From Murray Bay 
tbe party will move on the steamer “Sagunay,” after a trip 
down the lower St. I.awrence, stopping at old French towns 
en rou4e and proceeding to the Sagunay River past Capes 
Trinity and Eternity, and possibly as far as Chicoutinie. For 
this additonal trip an extra charge of $(> will be made for 
meals and stateroom. Tbe party will return to Quebec on 
Friday, where entertainment will he provided by the Quebec 
members. This will include a side trip to Falls Montmorency 
and the shrine of St. Anne Beaupre. Leaving Quelmc on Fri¬ 
day night for a moonlight trip the party will arrive at Mont¬ 
real Saturday morning, the 2(5th, to be entertained all day 
Saturday by the lo<‘al Montreal members. It is idanned to 
give them a trip about the city and to have dinner on the 
mountain. 

* * * 

TN a letter concerning the forthcoming convention of the 
^ International Circulation Managers’ Association, W. F. 
Chapman, manager of the Improvement Bureau of Minne¬ 
apolis, Minn., writes The Editou and PtrnMsifER ns follows: 

“I am glad to learn that the question of admitting circu¬ 
lation managers of weekly and monthly publications to mem- 
l)ership in the International Circulation Managers’ Associa¬ 
tion will come up for discussion again at the coming conven¬ 

tion. It certainly seems as if this a.ssociation to carry out 
its lH*8t and highest purposes of usefulness should admit to 
membership circulation managers of publications other than 
daily newspapers. 

“As to the name. International Circulation ^Managers’ As 
sociation does not indicate the true character of the present 
Ixsly. It does not include all circulation managers, but only 
(irculation managers of daily papers. 

“'nu-re is a way mentioned by Mr. Schmid in which the 
association can be enlarged and still produce only results that 
will he good. Why not divide the association into different 
departments as after the manner of the Minneapolis Adver¬ 
tising Forum—one of the .Vsso<-iated .Advertising Clubs of 
.America—divides its membership. In this way, the impor¬ 
tance of each group of men is recognized, every member is 
given something to do by the chairman of his department, and 
all feel that they have something to give to the association, 
and because of this all are working together to produce big 
results. You will remember that the .Minneapolis Advertising 
Forum is the club which won the 'I'nith 'Trophy at the last 
convention, and this indicates sufficiently that it is active. 

“1 have the privilege of membership in the 1. C. M. A. for 
a short time and derived great benefit from it. Conversation 
and discussion with other managers tend to raise the standard 
of work done by any circulation manager of a publication. 

“Since coming into the trade paper business I have met 
several circulation managers of trade papers who are doing 
the best possible work and who live up to a high standard 
of business in their efforts to secure circulation, such as the 
association desires. It- is true that the circulation of a trade 
paper is small as compared to the daily newspaper, but it 
takes just as much work to get it, and when secured in the 
right way it is as good as gold. 

“Anyone who had the privilege of listening to the excellent 
papers on circulation work read.at the convention of the 
Federation of Trade I’ress Associations last September will 
admit that it would be to the advantage of the Circulation 
Managers’ Asso<4ation to have the authors of these papers as 
fellow members.’’ 

* « * 

piCTURE-SOLVlNG competitions are once more part of a 
newspajter’s equipment for incieasing circulation and jiro- 

moting general interest. The revi\ing of these popular pas¬ 
times seemed to The Editor and 1’ublisiier a matter of such 
interest to newspaperdom that a representative called at the 
offices of the Booklovers’ Sales Company, Inc., in New York- 
City. and there obtained a history of the way in which the 
games were restored. 

One of the high officials of the company made the following 
statement: 

“All forms of picture games which were conducted under 
ntles used prior to 1915 were for some technical reason 
stopped by the imtoffice dej^artment. 'This decision was ac¬ 
cepted as final by newspapers, and by all those promoting pic¬ 
ture solving competitions. 

“Like the rest, we accepted the ruling against the old form 
of contest, but, unlike the rest, we did not give up the ghost. 
AVe began to develop a new and greater game, and finally 
brought to the attention of the postoffice^department a set of 
rules that were accepted in the early part of 1915. 

“It is beginning to be well known what progress this new 
picture game is making on the Evening Mail of New Y'ork, the 
Times-l’icayune of New Orleans and the Commercial-Appeal 
of Memphis, for instance. 

“The future of the picture game looks rosy. Few people 
consider that there are more than .5,(XK),9<X) people who have 
pla.ved the picture game—who are educated to like it, and to 
look for it. 

“'There are signs that those who took up and operated pic¬ 
ture games in the past, and then went back to their former 
oi-ciipations when the postal decree was promulgalcd, are 
beginning to show signs of life again, now that we have, by 
the sweat of our brows, restored the eompi'tilions. 

“These people have a sad disappointment in store for them. 
We are so safeguarded that our rights to our picture game 
and its plan are invulnerable, and we mean to bring to an 
issue any attempt to misuse our game. Not only are our 
rules, our copy, our books and features copyrighted and pro¬ 
tected throughout, but we have, in advance, the tn'st legal 
iiislructions as to our rights, and so we will Im; able to net 
at any time, quickly and with foreknowledge. 

“We know what the game is, because it is our game; we 
know how to operate it so that all snags will be avoided ; we 
know how to conduct it in such a way that It will always 
be an effective part of every newspajier’s annual life. 

“There are no missteps in our way of conducting our pic¬ 
ture game—alt that has been worked out in every detail. But 
our copy, even, is copyrighted. 

“f)ur advice to every publisher is that he makes searching 
inquiry of every man who comes offering a picture-solving 
eomiHitition—find out if he knows just how to carry it through 
and end it properly.’’ 

.A signed letter from the management of the Mail states 
that the paper put on 15.(X)0 new readers simultaneously with 
the aiinouneement of the picture game, and this figure has 
been largely increased since the game got under way. 

lUBIDWEllCO. 
Pacific Coast Representative 

of 

Coe An^rlre Ctmre 

l^ortland ®rrgontan 

epattlr PoBt-Intrlligpnrrr 

#pakane epokreman-Sruirut 

Clfe editor and |pubItBt;rr (Sr. f.) 

Portland Crlrgram 

Ctiirago Cribunr 

et. Couie Ililabr-Brmocrat 

Kaneae (Eitg #tar 

®ntaba Crr 

Srnurr Nruie 

ealt Cabr Hrrald-firpubliran 

742 Market Street 
SAN FRANCISCO 

Topeka 

Daily Capital 
Average net paid circula¬ 
tion for six months ending 
October 1, 1914 (Sworn) 

32,917 

TOPEKA, KAN. Publisher 

THE 
ORANGE 
LEADER 

Is the only Pally (EviMiing) and Weekly 
rap< r piibli^ihpd in 

OKAMGE. TEXAS 
and Orange County, niid the only paper that 
i-ovci-K the rh-hest srrtlon (»f Southeast Texas 
ainl Snnthwest Ix>iilKi«nfl. 

“Circulation booki open to nil" 
THE LEADER PRINTING CO. 

Orange. Tezna 
W. II. Stark, Owner. 

Hugh K. Taylor, Mgr. 
i'orelgu ReprexentatiTes 

Reliert W. Sykes, Jr. Walter U. Clark 
1 Madison Are., Advertising Bldg., 
New York. Chleago, 111. 

Connecticut's Biggest and Best 

Daily Newspaper 

Slir Hartfnrli 
Hartford, Conn. 

THE TIMES’ circulation is Sc, circulation 

Home ciiculation 

“One paper in tbe home ia worth 

a hundred on the highway.” 

KELLY-SMITH COMPANY 
Representatives 

220 Fifth Ave. Lytton Bldg, 
New York Chicago 

Deutsches Journal 
The N. Y. German 
Journal is Americans 
Greatest German Newspaper 
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INTERNATIONAL AGENCY 

C. L. Lloyd Advocates an Organization 

That Can Haiulle World-Wide 

Business. 

That the time is ripe for the organizing 
of an international advertising agency is 
the contention of Charles L. Lloyd, for- 
inerely of Lloyd & Co., who has just re¬ 
turned to New York after a residence of 
a niiiuber of years in London. .Mr. Lloyd 
believes that advertising opportunities for 
America have never been as numerous in 
foreign countries as at the present time. 

CHARI.BS I- LI>OYD 

In discussing the subject with a repre¬ 
sentative of TiiE Editor and Publisher 
a few days ago, Mr. Lloyd said: 

“Advertising today is not solely an 
American, English, French or German 
business. It is world-wide in its scope, 
and touches every field of activity. It 
has taken its plac-e as a power to be reck¬ 
oned with among the leaders in banking, 
engineering, manufacturing, merchandis¬ 
ing and other commercial lines. We are 
too apt to think of advertising from a na¬ 
tional viewpoint rather than an inter¬ 
national. 

“Can you tell me the world’s business 
turnover for a year as compared with the 
turnover in advertising? I’robably not. 
Why should there not be an advertising 
agency, world-wide in its scope, just as 
Bradstr*>els, the American Express Co. 
or Cook’s, and many more institutions 
having activities in many countries? It 
is purely a question of organization and 
8|>ecialized knowledge. The institutions 
I have mentioned have been built upon 
organization and service. An interna¬ 
tional organization can be built upon 
these same lines. Our agencies in this 
country possess knowledge of conditions 
in localized territory. They know bow 
to prepare copy and furni.sh service, and 
these have made them the most eflScient 
in the world. An extension of this serv¬ 
ice to include other countries now seems 
desirable. 

“There are plenty of world-wide adver¬ 
tisers, many more than most people who 
are unfamiliar with the field would be¬ 
lieve possible. We have Pear’s soap, 4711 
cologne, Beecham’s pills, Dewar’s Scotch 
whiskey, Tapton’s tea. Eastman kodaks, 
grape nuts, etc., but there is no agency 
capable of handling all the advertising 
of these concerns in the thirty countries 
in which they are selling their goods. 
Such an organization does not exist, and 
it is up to the Americans, as leaders in 
the advanced science of advertising, to 
enter and occupy this field. 

“My idea would l)e to have branch of¬ 
fices located in each of the countries, in 
which would be employed men who are 
familiar wdth local conditions, and who 
could make the several branches pay 
their own-rvay through the local national 
business which it handles, and act as a 
feeder to the entire organization with the 
international accounts which it produces. 

“What an advantage such an organiza¬ 
tion would be to an American manufac¬ 

turer! It would be able to lay before 
him a complete plan for entering for¬ 
eign fields intelligently, advise him as to 
merchandising methods, the amount of 
advertising investment necessary, and 
furnish any other information he might 
require. 

“At present an American agency that 
handles extensive national advertising is 
obliged to turn over any foreign business 
that develops to a foreign agency because 
he has no facilities of his own for han¬ 
dling the business. Some accounts that 
.American agencies cannot handle, other 
than those already named, are Palm Olive 
soap, Paris garters, Kigley’s spearmint 
gum, B. V. D. men’s underwear, Overland 
cars, Colgate’s products. Old Dutch 
Cleanser and Sapolio. 'These accounts 
are lost to American agencies because 
they have no English or European or¬ 
ganizations of their own to take care of 
them. 

“The advantage of such an interna¬ 
tional agency to the advertiser, as I have 
suggested, is tremendous. He would then 
be obliged to do business with but one 
agency, instead of several. His advertis¬ 
ing campaign would be simplified, and, 
moreover, he would save considerable 
money, becsiuse it would be possible for 
an agency of such world-wide connections 
to do business at a lower cost than 
through several agencies. 

“I think that the time is ripe for the 
organization of such an agency as I have 
indicated. Here is a new line of develop¬ 
ment that ought to appeal to live, pro¬ 
gressive, advertising men. It is distinct¬ 
ive in character, and now is the best time 
to start building such an organization, for 
when the war ends the best opportunity 
in a hundred years will arrive for the 
American manufacturer to enter the for¬ 
eign field and establish himself in many 
l)rofitable markets.” 

NEW ADVERTISING LAW. 

Passed by Both Branches of New York 

Legislature and Up to Governor. 

An interesting and valuable bill 
strengthening the New Y’ork State Penal 
I.aw on Fraudulent Advertising was 
passed by the State Legislature during 
the last week of its session, and is now 
before Governor Whitman for his signa¬ 
ture. It was drawn by Bruce M. Fal¬ 
coner, as attorney for the Fifth Avenue 
Association, of which Robert Grier Cooke 
is president, was introduced in the Legis¬ 
lature at the request of that association 
by Senator Ogden L. Mills, and later re¬ 
ceived the strong endorsement of the 
Merchants’ Association of New York 
City. 

The chief differences between the old 
and the new law are as follows: 

(1) The old law referred only to false 
or misleading statements made in “a 
newspaper, circular, circular or form let¬ 
ter, or other publication.” The new law 
covers every conceivable form of adver¬ 
tising or of making statements to the 
public, including bill-boards, signs, plac¬ 
ards, cards, labels and tags. Fraudulent 
bankruptcy signs, “Selling Out” signs 
and many other misleading window signs 
which have become in evidence in New 
York City especially will thus be in¬ 
cluded. 

(2) The old law confined itself to 
fraudulent advertisements concerning 
quantity, quality, value and three or four 
other enumerated classes of statements 
concerning merchandise, and a few speci¬ 
fied classes of statements about real 
estate, such as extent, location, owner¬ 
ship, etc. The new law is sweeping and 
covers every kind of false statement or 
fraudulent advertisement, regardless as 
to what particular subject the statement 
refers to. 

(3) The old law applied only to state¬ 
ments made in connection with merchan¬ 
dise and real estate. The new law ap¬ 
plies not only to merchandise and real 
estate but also to service, or anything 
offered to the public not only for sale, as 
appears to be the meaning of the present 
law, but with intent to induce the pub¬ 
lic in any manner to enter into any obli¬ 
gation relating thereto. 

(4) The old law specified no punish¬ 
ment and simply made the offense a mis¬ 

demeanor. In New York State punish¬ 
ment for a misdemeanor is imprisonment 
for not more than one year, or a fine of 
not more than $.'>00, or Iroth. The pro- 
|)osed law provided for a minimum fine 
of $2.') and a maximum of $1,000, or im¬ 
prisonment for not more than one year, 
or both. It therefore makes it impos¬ 
sible for the offender to escape with a 
fine of less than $25, and increases the 
maximum fine from $500 to $1,000. 

The bill, as sent up to Albany by the 
Fifth Avenue Association, was amended 
by the Senate Committee on Codes by 
inserting the word “knowingly,” thus 
apparently placing upon the State the 
burden, in any prosecution under the law, 
of showing affirmatively that the false 
statement in question was made “know¬ 
ingly.” As amended it was reported out 
and passed by the Senate and sent over 
to the Assembly. Here it struck a snag, 
and was defeated. Only 54 votes were 
cast in favor of the bill, 76 being the 
number requisite for its passage. Its 
defeat was thought to be due to lack of 
full understanding of its provisions. 

Then the Fifth Avenue Association, 
the Merchants’ Association, Assembly- 
man Cliarles E. Rice, Jr., who handled 
the bill in the lower house, and Assem¬ 
blyman Francis R. Stoddard, Jr., did 
some effective work with the legislators, 
as a result of which the bill was taken 
off the table and passed by a vote of 92 
to 28, within a week after it had been 
defeated. There is every reason to be¬ 
lieve that Governor Whitman w'iil sign 
the bill and thus effectuate the accom¬ 
plishment of a reform which is only one 
evidence of an aroused nation-wide pub¬ 
lic opinion toward crooked mercantile 
practices in general and crooked adver¬ 
tising methods in particular. 

PHILADELPHIA WANTS A. A, C. W. 

Poor Richard Club's Enthusiastic Greet¬ 

ing Pleases William Woodhead. 

The members of the Poor Richard Club, 
of Philadelphia, Pa., last week gave a 
dinner and reception on the roof of the 
Adelphia Hotel, in that city, in honor of 
William Woodhead, president of the As¬ 
sociated Advertising Clubs of the World. 
The meeting' was called so that President 
Wodhead might get first hand impressions 
of the seriousness with which Philadelphia 
is seeking the 1916 convention of the 
Associated .Ydvertising Clubs. 

Nearly two hundred members of the 
club attended the dinner, at which the 
speakers, besides the guest of honor, 
were: Howard B. French, vice-president 
of the Chamber of Commerce t Cyrus H. 
K. Curtis, C. W. Summerfield, Jarvis A. 
Wood, E. J. Cattell, city statistician; 
Professor Herbert W. Hess, of the Uni¬ 
versity of Pennsylvania ; George Nowland, 
Irvin Paschall, Rowe Stewart, and 
Charles Blum, secretary of the Advertis¬ 
ing Agents’ Association. 

The success of the meeting may be 
judged from the remarks of President 
Woodhead, who said: “If you continue 
to show this spirit at the Chicago con¬ 
vention in June you will return to 
Philadelphia with the 1916 convention of 
the Associated Advertising Clubs of the 
World.” 

A special train will carry one hundred 
members of the Poor Richard Club to the 
big Ad. Club convention in Chicago. 

NEW YORK TRIBUNE CHANGE. 

W. G. Woodward Made Advertising 

Manager. 

W. G. Wo(Klward has been appointed 
advertising manager of the New York 
Tribune, effective May 4. 

Mr. Woodward began his advertising 
career in 1909 in the real estate depart¬ 
ment of the Baltimore (Md.) News. In 
1910 he was made classified advertising 
manager and in 1911 went into the gen¬ 
eral display department. In January, 
1912, he started an automobile depart¬ 
ment and was transferred to the New 
York Press in December. 

He joined the Tribune staff in June, 
1914. 

Canadian Press Clippings 
The problem of covering the Canadian 

Pield is answered by obtaining the service of 

The Dominion Press 
Clipping Agency 

which gives the clippings on all matters of 
interest to you. printed in over 95 per cent, 
of the newspapers and publications of CAN¬ 
ADA. 

We cover every foot of Canada and New¬ 
foundland at our bead office. 

74-7« CHURCH ST., TORONTO, CAN. 

Price of service, regular press clipping 
rates—special rates and discounts to Trade 
and Newspapers. 

We can increase your business— 
you want it increased. 

You have thought of press clip¬ 
pings yourself. But let us tell you 
how press clippings can be made a 
business-builder for you. 

BURRELLE 
60-62 Warren Street, New York City 

Established a Quarter of a Century 

Most Far Reaching Newspaper 
Reading Concern in Existence 

ATLAS PRESS 
CUPPING BUREAU 

CHARLES HEMSTREET, Manager 

We furnish everything that looks 
like a press clipping from all over 
the world. 

Our Motto—RESULTS COUNT 

218 East 42nd Street New York 

- THE 

EMPIRE STATE 
ENGRAVING 
COMPANY 

165 WILLIAM STREET 
NEW YORK 

Open Day and Night 

Tel. 3880 Beekman 

THE 
PROVIDENCE 

JOURNAL 
use a Scott Multi LInit Double 
Quadruple Press. It suits their 
requirements and would suit yours 
also. 

Let Us Figure It Out for You. 

Walter Scott & Co. 
Plainfield, N. J. 
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MAINE EDITORS MEET IN CONFERENCE 

First Newspaper Institute Held at the State University—Dr. Talcott 

Williams, George W. Norton and Oliver L. Hall Make Addresses — 

List of Those Who Registered and Attended the Sessions. 

(Special Correspondence.) 
Obono, May 1.—The Newspaper In¬ 

stitute held at the University of Maine on 
April 23 and 24 was the pioneer of such 
conventions east of the Ohio river. The 
success of the event assures its being a 
future annual feature of the University 
activities. Over thirty representative 
newspaper men from all parts of the state 
participated in the three sessions and de¬ 
rived much benefit from the various prac¬ 
tical speeches and round table discussions. 
As both daily and weekly newspaper 
editors were present, all sides of the 
newspaper business received their share 
of practical comment. 

In the afternoon session of April 23 
Francois J. Kueny, who was for four 
years with the Western Advertising Com¬ 
pany of St. Louis, spoke on national ad¬ 
vertising. He was followed by C. H. 
Fogg, of the Aroostook Times, of Iloulton, 
who described the workings of a country 
newspaper. W. B. Reed, business man¬ 
ager of the Bangor Daily News, brought 
out in his talk many points that are 
worthy of consideration by the advertis¬ 
ing manager. The question of the in¬ 
dependence of the job shop was handled 
by J. II. Ogier, of the Camden Herald. 
The indirect association of the editorial 
with the advertising department was ably 
discussed by A. G. Staples, of the I^ewis- 
ton .Tournal, F. B. Nichols, of the Bath 
'limes, and O. L. Hall, of the Bangor 
Commercial. 

The evening session of April 23, a 
banquet, prepared and served by the home 
economics department of the University, 
was attended by the same quota of visit¬ 
ors, with the addition of a few late 
comers that were present in the afternoon. 
After dinner speeches pertaining to press 
matters followed the dinner. The feature 
of the evening was the speech given by 
Talcott Williams, director of the Pulitzer 
School of Journalism, Cojumbia Univer¬ 
sity. The earnest manner in which Dr. 
Williams lauded the profession to which 
he has devoted his life made a deep im¬ 
pression upon his hearers. He said that 
the time is coming when life to the head 
of the university, of the wide-reaching 
department store, of the great newspaper 
wilt mean, not what he himself reaps, 
but what he sows—and the harvest of 

justified in her child—a free press; and 
the press, in raising the nation’s sons to 
her standard of honor, had accomplished 
what no other agency could. 

AMERICAN PRESS ATTITUDE. 

Then the speaker told of the attitude 
of the American press—a press strong, 
calm and dispassionate, and which, 
swayed by neither bitterness or hate, has 
given the news of all sides and of every 
nation; at the same time, day by day, 
voicing the verdict of the American peo¬ 
ple. And it has been able to do this be¬ 
cause each journalist, as an individual, 
has been taught to meditate, interpret 
and pass judgment, to avoid bitterness, 
and to place the public welfare above his 
own. 

“Thus,” said the speaker, “could the 
American press discharge its duty and 
recall a world, insensate through war, to 
those great principles which have guided 
our nation. * * * The newspaper man,” 
he said in closing, “should have an 
academic training. He must know 
economics, that he may not be fooled by 
the sophistry of demagogues; he must 
know literature, the structures of govern¬ 
ment, the politics and policies of nations. 
The world must be to him as a traveled 
field; for standards that may satisfy 
othef callings will not do for ours. The 
future of the American people is in the 
hands of the educated journalist.” 

Saturday morning T>r. Williams spoke 
again, this time on advertising, and pre¬ 
sented a most comprehensive view of the 
present status of that business. At this 
session speeches were also given by L. T. 
Smith of the Bangor Daily News, G. W. 
Norton of the Portland Evening Express- 
Advertiser, and O. L. Hall of the Bangor 
Commercial. 

Mr. Norton, in his speech on the news¬ 
paper, said in part: “It is, of course, a 
record of current events, impartial, just, 
accurate. It is the people’s teacher of 
geography, history, law and economics. 
It is a treatise on sociology, a textbook 
on logic and rhetoric. It is modern lit¬ 
erature at its heat. It is, next to the 
Bible, a guide for daily living. It pro¬ 
motes good morals, good citizenshij), 
neighborly kindness, charity and truth. 

COMMERCIALISM OUTDISTANCED. 

of departments. The publisher can do 
with mediocrity everywhere else better 
than he can among the men who repre¬ 
sent his paper to the public.” 

The newspaper men who registered at 
the Institute were: 

Arthur G. Staples, lx>wIston Journal; 
R. T. Patten. Independent-Reporter, Skow- 
hogan; A. H. Jones, Courier-Gazette, Rock¬ 
land ; Walter B. Reed, Dally News, Bangor; 
F. B. Nichols. Times, Bath ; Oliver H. Hall, 
Commercial, Bangor; Oscar A. Shepard. 
Dally News. Bangor; J. 11. Ogier, Herald. 
Camden; C. W. Robhlns, Enterprise, Old 
Town ; Charles A. Pllsbury, Belfast. 

Irving C. Moulton, Register, Guilford; 
George F. Huff, Gazette, Dexter; F. W. 
Sanborn, Advertiser, Norway; Henry C. 
Prince, Bulletin, Madison; George W. 
Norton, Rxprcss-.\dvertlser, Portland ; .John 
Francis Sprague. Sprague’s Journal of 
Maine History, Dover: Charles H. Fogg, 
Times, Iloulton; F. G. Swett, Washington, 
D. C. 

W. A. Hennessy Bangor; Simon 0’lx>nry, 
.Tr., Commercial. Bangor; John P. iciannl- 
gan. Commercial, Bangor: Otto II. Nelson. 
Commercial, Bangor; Henry A. Farnham, 
Commercial, Bangor : B. E. Fraser, Bangor ; 
Liston P. Evans, Dover: George H. Rich¬ 
ardson, Old Town ; A. H. Brown, Old Town. 

Helpful to Teachers of Journalism. 

Prof. Willard G. Bleyer, in charge of 
the course in Journalism at the Uni¬ 
versity of Wisconsin, writes 'The Editor 

AND Publisher: “Every week after I 
have looked over The Editor and Pub¬ 
lisher I feel like sitting down and telling 
you what an excellent paper you are 
turning out, and how helpful it is to 
teachers of journalism. In taking my 
students through the -Associated Press 
office in Chicago last Friday I referred 
to the new A. P. schedule, and the news 
editor, who was guiding our party, was 
interested to know where I had heard 
of the change in hours. I had the satis¬ 
faction in telling him that I had seen it 
in The Editor and Publisher.” 

German Newspapers Suspend. 

The war has caused the suspension of 
8G4 German newspapers of all classes, 
daily, semi-weekly and weekly. To sup¬ 
ply the deficiency in news matter, the 
government has made arrangements to 
furnish the papers with “patent outsides” 
containing all war news, while the editors 
fill the empty space with home news. 

HELP WANTED 
Adfcrtisements under this classification fifteen 

cents per line, each insertion. Count six 
words to the line. 

$5,000 CASH 
buys substantial interest in dominant 

daily of city of 20,000. Owner prefers 

man competent to act as business 

manager, advertising solicitor or news 

editor. Proposition L. Y. 

C. M, PALMER 
Newspaper Properties 

225 Fifth Ave., New York 

ACTIVITY 
This firm has just added to its record 

two sales of Daily newspaper proper¬ 
ties in New York State, to wit; 

The Poughkeepsie News-Press, an im¬ 
portant morning newspaper, sold to the 
owner of the Poughkeepsie Eagle. 

The Peekskill Evening News, sold to 
a prominent citizen of Peekskill. 

In both these transfers the respective 
owners and buyers were intimately 
known to each other, yet our services 
were considered necessary. 

The conclusion to be drawn from 
these facts is that “acquaintanceship” 
is not all that is required to sell and 
consolidate newspaper properties. 

A few of the absolute essentials of 
this difficult work are: 

1st, An intimate knowledge of 
the publishing business in 
adjusting values. 

2nd, Integrity in trading meth¬ 
ods. 

3rd, Diplomacy in conducting 
negotiations which owner 
and buyer do not always 
exercise in direct contact. 

HARWELL, CANNON 
McCarthy, 

Newspaper & MtTgazine Properties, 

Times Building, New York 

SITUATIONS WANTED 

.Advertisements under this classification ten 

cents per line each insertion. Count six 
words to the line. 

which will be reaped by others. There 
is not a newspaper man who does not 
realize that this is the crux of his calling; 
that he must think last of himself, first 
of his public. 

The vital relations between press and 
public of the two English-speaking na¬ 
tions were never so great as during the 
past nine months; for in this time of 
trial for the one nation, and of suspense 
for the other, the public has turned to 
its newspapers as never before. 

FULL PAGE “ads” FAIL. 

When recruits failed to enlist in the 
English army, the government tried the 
experiment of inserting full-page adver¬ 
tisements calling for volunteers and mak¬ 
ing fervent appeal to patriotism. Still 
the volunteers failed to come. England 
was fighting for its life; three million 
men were needed : yet twenty-three days 
elapsed, and but 100,000 came forward. 

As a result there was a conference 
between the leader of the nation and the 
leader of the press. “Let us print tfic 
news,” lAird Kitchener was told. “You’ll 
never get men on the strength of adver¬ 
tisements. You will get them if we can 
print the facts.” “It would not do,” 
Ivord Kitchener answered ; and he pointed 
out the danger of newspaper reports 
falling into the hands of the enemy. 
“Not the news of the campaigns and 
stratagems,” said the leader of the press, 
“but news of the soldier at his work, in 
battle, in retreat or advance, in trench 
or in camp—-the human side.” 

Within nine days 100.000 had enlisted ; 
in the next seven days another 100,000; 
and now the needed three million are in 
the field or the training camps. 'Oius 
democracy, in this great climax, was 

“This mission leaves little chance for 
commercialism. It leaves far behind the 
times a certain Maine publisher who not 
long ago referred to the reading matter 
in his paper as ‘dope to run around the 
ads.’ 'The newspapers have been grow¬ 
ing to bcpomc what they are. They did 
not always strive to reach any such 
standard of excellence. The news eol- 
umns must he crowded with information, 
not hare details and detached items of 
fact, but living, throbbing stories of the 
life of the world. First of the w’orld 
at home, then of the larger world. I 
object to the definition of news as given 
in the Standard Dictionary which de¬ 
clares news to he ‘fresh information con¬ 
cerning something that has recently 
taken place, usually at a distanee.’ 

“I object to the idea that news must 
come from a distance. The telegraph in¬ 
strument in the news rooms does not 
tick off the all-important news to any 
city daily. The accounts of the things 
that have happened at home are of the 
first importance. 

the local reporter’s importance. 

“The local reporter is the important 
factor in the newspaper office, even 
though its publisher does have his heart 
set upon his dividends. For it is of the 
home happenings that his elients desire 
to read. Little did the eiib reporter 
understand newspaper psychology when, 
sent to report a big fire, he returned in 
disgust and told his city editor that it 
was no use to write that story, every¬ 
body in town was there to see the fire 
for himself. 

“I place, then, the reporter as the key¬ 
stone of the newspaper arch. It doesn’t 
make bo much difference about the heads 

WANTED 

A SUNDAY 
EDITOR 

MUST BE A 
RIG MAN FOR 
BIG WORK 

ADDRESS D 1478 

FOR SALE 
Advertisements under this classification fifteen 

cents per line, each insertion. Count six 
words to the line. 

FOB SALE—At an exceptional bargain. 
Mlghtly nsert hlgh aiH'pil thirty-two page cylinder 
Duplex printing press. In iierfect condition. 
Owners having consolidated and using larger 
press. Write for prlee and particulars. A. 
.McNeil. Jr., Post Puldishing Company, Bridge¬ 
port. Conn. 

“ mTscellaneous ] 
Advertisements under this classification, ten 

cents per line each insertion. Count six 
words to the line. 

WANTED. 
Ever.v Fslltor who deslrea to get the right 

dope on Billy Sunday, the great evangelist, who 
hits Paterson April ith. to send 2li rents for a 
five weeks’ subscription to the Paterson Press, 
the city's most iuHueutial newspaper. 

Ttie Harris lllldde Comimny announces that It 
has removed its ofBces to the Burrelle Building, 
171 Madison Avenne, corner of S3rd Street, 
New York, N. Y. Telephone Murray Hill 8110. 

Live, up to (late successful advertising man¬ 
ager wishes to make change—experience metro¬ 
politan dallies—thoroughly competent—knows 
how to handle deiiartment to get l)C8t reaults— 
total alwtainer. Address Advertising Manager, 
Flat 1, 356 Garfield Avenue, Chicago. 

AssiK-iate editor, now having full charge of 
editorial |>aj{c on New York paper in one of 
larger up-State cities, will accept editorial 
position. Indcpendcitt or Democratic papers 
preferred. Unexceptional references as to 
character and ability. Desire larger field. 
Strong writer, wide range. Editorials re¬ 
printed by leading papers. New York or East 
preferred, but will go where best opening 
apia-ars, for permanent, congenial position. 
•Not a cheap man, nor a “job hunter.” Present 
position [K-rtnanent if desired. Address Asso¬ 
ciate Editor, care Editor and Publisher. 

Newspaper Superintendent—Responsible man 
who takes actual charge of producing the 
paiier, relieving the manager of all labor, me¬ 
chanical and kindred worries, allowing him tu 
concentrate on hiisincss-getting. 

.•\n opiiortunity for a live publisher. Now 
employed. Age 31. Married. Practical. Ad- 
ilrcss D 1473, care The Editor and Publisher. 

LEGAL NOTICE 

To THE Stockhoi.ders of The Editor and 
Publisher Company: 

The annual meeting of the stockholders of 
The Editor and Publisher Company will be 
held at the general offices of the corporation. 
Suite 1117 Pulitzer Building, 63 Park Row, 
New York City, on Wednesday, May 12, 1915, 
at II o’clock a. m., for the election of one 
director to serve for three years and two in¬ 
spectors of election to serve at the next meet¬ 
ing and for the transaction of such other husi> 
ness as may properly come before said iiKding. 

James W. Brown, 
President. 

Frank LbRoy Blanchard, 
Secretary. 
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Daily and Sunday 

CIRCULATION 
IN PITTSBURG 

Foreign Adrertiaing Repreeentetire* 

I. A. KLEIN, Metropolitan Tower, N. Y. 

JOHN GLASS, Peoples Gas Bld^., (hica^o 

PITTSBURG A’ TOP O’ THE WORLD 

PRESS 
Being observations, pertinent and impertinent, principally about newspaper 

advertising and advertisers. 

There is no Duplication or Substi¬ 
tution in 

Pittsburg Leader 
Circulation 

Ask us about the Pittsburgh Terri¬ 
tory and in what way the Leader is 
the important paper. 

VERREE & CONKLIN 
Foreign Representatire* 

Steger Building Brunswick Bu'Iding 

CHICAGO NEW YORK 

IN PITTSBURGH 
Our Cofnp«tilort 

Are amase«l at the srewth in Circulation 

and Advertising being made by 

The Post and The Sun 
WHY? 

Tlie Pittsburgh Post and Tlu* Pitts- 
t»urgb Sun are today the iN^st newgpa|N*rs 
ill Pittsburgh. The most whle awake, up- 
to-date daily papers ever puldished in that 
city, and the great public is realtaing the 
fact more and more everj’ day. 

CONE* LORENZEN A WOODMAN 

Special Repreaentativea 

Now York rb*troit Kansas City ChU ngo 

Get the Best Always 

Pittsburg Bispotrli 
Greater Pittsburg’s Greatest 

Newspaper 
WALLACE a. BROOKE. 

BrunRwtck Buililing, New York 

HORACE M. FORD. 
I’eople’s Gas Building, Chiragn 

II. C. ROOK, 
Real Eetate Trtiat Building, riiiladelpliia 

Buffalo News 
EDWARD H. BUTLER 

Editor and Publisher 

“The only Buffalo newspaper that 
censors its advertising columns. 
Many of our advertisers use our 
columns exclusively. The above is 
one of the many reasons why.” 

Foreitn Advertising Retresentalives 

KEI.LY-SMITH COMP.WV 

.’JO Fifth .\venue Lytton Building 

NEW YORK CHICAGO 

YOU MUST USE THE 

LOS ANGELES 
EXAMINER 

to coTsr Hio GREAT SOUTHWEST 

MOu' THAnT*.**^ 150,000 

'P'EAR HAS BEEN EXPRESSED in certain quarters that there is a grow- 
^ ing attempt to commercialize journalism—that the so-called “dollar 
journalism” is gaining headway—but such expressions are absolutely un¬ 
called for—and there r.eally seems to be little or no danger of the journalists 
of the sanctum sanctorum and the newspaper men of the sordid business 
office getting close enough together to ever scrape even a bowing 
acquaintance. 

Your average journalist scorns sordid commercialism and looks down 
with pitying contempt from his lofty height upon the crass persons who toil 
in and about the several apartments of the business office. 

At the same time your average newspaper man, who is hustling for 
business for his paper, snortingly refers to the journalists as “by products,” 
“parasites” and “long hairs.” 

Should the newspaper man find a place where a bit of a story would 
do his paper good in the eyes of aa advertiser, or where the suppression of a 
story would make life’s walk easy for him, and hint such a thing upstairs, 
he would immediately be accused of trying to strangle the press and com¬ 
mercialize the news columns. 

Should he discover a “planted” or “loaded” story and point it out to the 
brains department, aforesaid brains department would at once recognize 
this story as a pippin and play it strong for a scare head and preferred posi¬ 
tion—just to show the business office that it could not interfere with the 
editorial department and the heaven endowed genius that guided its destiny 
under the weighty title of journalist. 

For some time now newspaper men, particularly the members of the 
American Newspaper Publishers’ Association, have labored diligently in 
an almost fruitless effort to abrogate the free space grafter. In some in¬ 
stances, particularly in the smaller cities, there have been results—for jour¬ 
nalists and newspaper men are closer together in smaller cities than they are 
in the really big places—^but the journalist of smaller cities naturally looks 
to journalists of New York, Chicago, Philadelphia and Boston to set the 
pace, and the work of reform is consequently slow. 

Advertising agents have gone on record as having said that they buy 
space in magazines for their clients because they want the space, and have 
to buy it, and that they do not buy newspaper space because they can get 
it free. 

There are men aplenty who are making good livings writing “stories” 
that get past editors and get into the “news” columns, obviating the neces¬ 
sity of using the advertising columns of newspapers. 

Newspaper men recognize this condition and deplore it, but seem to 
be powerless in their efforts to get journalists to see it. 

There is one advertising agency that has a contract which specifies that 
it shall be paid “agent’s commission” for all free write-ups obtained. 

Two particularly glaring press agent stunts which have recently been 
“pulled off” in New York City and Boston are splendid specimens of how 
journalists are worked and how newspaper men have to pay the price. 

D. W. Griffith produced a big moving picture which he labeled “The 
Birth of a Nation.” It is a great picture. It is a picture that has received 
universal praise, and is being shown at two dollars a seat at the Liberty 
Theatre, New York, and Tremont Temple, Boston. 

It was liberally advertised and liberal press notices were given—and 
then came the “plant.” 

The picture follows Thomas Dixon’s novel “The Clansman,” and 
Dixon’s love and affection for “niggers” is plainly shown. So the busy 
little publicity agent “planted” indignation meetings, held by “prominent 
colored people,” who protested vigorously against the showing of the pic¬ 
ture—and New York and Boston journalists immediately fell hard for it 
and gave it first page, scare head, top of column position free write-ups— 
and seemed to think it was “news.” 

There was nothing particularly new in the stunt. Olga Nethersole 
worked the press of the country to a fare you well along the same lines, 
when “Sapho" was heralded as indecent and filled houses for her wherever 
she went. 

Newspaper men generally recognized this as a salted mine, but were 
powerless to prevent journalists from making themselves the laughing stock 
of printers, newsboys and readers, who recognized the whole thing as a 
plant. 

Susanna Crocraft, a mail order beauty doctor of Chicago, who has been 
a magazine advertiser for years—using from one inch to one page space to 
exploit her automatic weight regulator—has never been particularly keen for 
newspaper space, particularly if it cost her any money. 

But on April 27 the New York Evening World commenced a series of 
five articles, interviews with this woman. 

These interviews were written by Margaret Moore Marshall, and in 
them Susanna gave much interesting data and information regarding her 
“system.” 

Each article was profusely illustrated with pen sketches and each article 
carried a half-tone picture of Susanna Crocraft—a reproduction of one of 
the pictures used in her magazine advertisements, linking the stories with 
the ads, for Susanna Crocraft’s ads, like Mennen’s Talcum ads, are used 
principally to familiarize the general public with a face. 

Now this is press agent stuff of the most glaring kind, and excited 
curiosity which led to inquiry. 

In the business office of The World inquiry was made as to “how it hap¬ 
pened” and the answer was given that it was up to the editorial department 
—and that it would be safe to bet any amount that the business office was 
no at fault. 

In the journalistic, or brains department, the investigator got clear to 
the inner temple, or sanctum sanctorum, where the information was im¬ 
parted, direct from the throne itself, that it was nobody’s business why the 
stuff was run, and that his journalist’s majesty did not care one tinker’s 
whoop what the business office thought of the stunt. 

This may be journalism—probably is, but it is hard, very, very hard, for 
a newspaper man to understand journalism, while journalists never will 
understand the newspaper business. 

Meantime, advertisers will continue paying real money for magazine 
space and working newspapers for free space—such is journalism. 

“From Press to 
Home Within the 

S Hour” 

Universal Home circulation 

is what makes the Eveninj^ 

Star of Washington, D. C., 

the great advertising me¬ 

dium that it is. 

MAT NUMBER 
The New York Times 

CURRENT HISTORY 
A Monthly Magazine 

THE EUROPEAN WAR. 
The current number, now on the news 
stands, maintains the hish standards set 
by previous issues. 

General Sir John French's Own Story— 
The Surrender of Przemysl^—Battie of 
the Dardanelles—Official Story of Two 
Sea Fights—Chronology of the War, 
and many other articles combining to 
give a complete representation of the 
war up to date. 

25 Cents a Copy—$8.00 a Tear 

The hew Virk Times Cirreit History 
Times Square New York 

DETROIT 
SATURDAY NIGHT 
is in itself a guarantee of its advertised 
product.^. It is unnecessary for the ad¬ 
vertiser to discuss the honesty or relia¬ 
bility of his goods. The fact that the 
advertising was accepted by DETROIT 
SATURDAY NIGHT is sufficient guar¬ 
antee to its readers. 

Foreign Advertising Representatives 

G. LOGAN PAYNE CO. 

74S .M:ir.|iiette Building, Chicago 

2i’0 Fifth Ave., New York City 

Pidilii'ity Building, Boston 

The lewish Morning Journal 
NEW YORK CITY 

(The Only Jewish Morning Paper) 
The sworn net paid average dally circulation 

of 
The Jewish Morning Journal for 110 
six iiiontlis ending March .11, 1015, 116,"JO 
The Jewish Morning Journal enjoys the dis- 
linetion of having the largest clreulaUon of 
any Jewish paper among the Americanised 
Jews, widcli means among the ts-st purchas¬ 
ing element of the Jewish people. 
The Jewish Morning Journal prints more 

HELP WANTED ADS. 
than any paper in the elty, excepting 

the New York World. 
I. S. WALLIS & SON, West’n Representatives 

11:46 First National Bank Bldg., Chicago. 

^ork 
^upning illaU 
enjoys the confidence of its 
readers. 

Its readers have a hiiyiiiR 
power, per capita, second to 
that of no other daily paper 
published in America. 

Its average net paid circula¬ 
tion for April was in excess of 

156,000 
A desirable advertising medium. 

Ttif NEW ORLEANS ITEM 
Accepts advertising on the ab¬ 

solute guarantee of the largest 

net paid circulation of any New 

Orleans newspaper or no pay. 

THF. JOHN BUDD COM FAN Y 
Advprtisififf Representatives 

New York Chicago St. Louia 
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CHICAGO NEWS BUDGET. 

Woodhead Declares Successful Advertis¬ 

ing’s Greatest Enemy Is the Quack and 

Faker—Big Delegation to Convention 

from Frisco—Press Club Golf Tourna¬ 

ment—Blackmore and Katz New Firm 

of Specials—The Post’s Anniversary. 

{Special Correspomience.) 

CiiiCAtiO, May 4.—The success of busi¬ 
ness enterprises is linked iuseparnbly 
with judicious advertising, William Wood- 
head, president of the Associated Adver¬ 
tising Clubs of the World, told the mem¬ 
bers of the ways and means committee of 
I lie Association of Commerce wiien he 
addressed them on April 28 at the Hotel 
La Salle. 

Mr. Woodhead was in Chi(*hgo arrang¬ 
ing for the world’s convention of adver¬ 
tising clubs which meets hero ue.\i month, 
lie urged the prohibition by iiublishers of 
(|uestionable advertisements. Driye out 
the quacks in the interest of advertising’s 
good name, he said. 

"No commercial activity,” said he. “is 
so closely connected with every other 
(ommercial or industrial enterprise the 
world over, nor is any single line of busi¬ 
ness so interwoven into the fabric of our 
modern life, as that of advertising. 

‘ The greatest enemy to successful ad- 
\ertising and to successful business is 
the quack and the faker, and the more 
money they contribute the greater the 
loss. Every time a man or woman is 
cheated ‘by a bogus advertisencnt the 
pulling power of all advertisirg is so 
much weakeue<l, because the faker and 
the imblisher accepting the advertise¬ 
ment have taught just so many more 
peo|)le to distrust all advertising. There 
will be more advertisers, and they will 
gel more and quicker results when the 
([inu-ks and the fakers are driven out of 
business, and these associated advertising 
<lubs arc driving them out of btisiness 
somewhere every day.” 

.Vecordiug to reports re<'eived at the 
convention headquarters, Texas will send 
one of the largest state delegations to the 
Eleventh Annual Convention of the As¬ 
sociated Advertising Clubs of the World 
which opens its four days’ session in 
(’hicago .Tune 20. 

The On-to-Chicago committee which 
dis<Misses i)rogrt*ss at its weekly luncheons, 
today gave out something of the conven¬ 
tion activities of the lione Star State 
which is preparing to “take in” this con¬ 
vention as it never has before. 

The ITallas .\dvertising I.eague is set¬ 
ting an example for the creation of en¬ 
thusiasm. A local On-to-Chicago com¬ 
mittee has been formed and a special 
meeting of the league recently was called 
under its auspices, in which the "travel 
spirit” was thoroughly inculcated in 
members by a series of short, snappy 
talks. 

Fort Worth, the home of .\. L. Schu- 
man. exe<'utive committeeman of the na¬ 
tional asa(x4ation, already has the hall 
rolling. Reports of increased activity 
likewise come from San Antonio. Hous¬ 
ton. El I’aso, and Beaumont. The “'Pexas 
spe<'ial” train will arrive on .Tune lit. 

In resiMUise to a flood of inquiries as to 
nsluced passenger rates for the conven¬ 
tion Secretary Florea, of the local con- 
\ention <-onimiltee. announces he has ob¬ 
tained promises of reduced fares from 
every railway passenger association in 
the country. 

"So no matter where the ad man lives,” 
says Mr. Florea, “he can be ac< om- 
imxlaled. .V flat iwo-cent rate for 
trtneled miles will obtain from most 
points in the country.” 

Chairman Ttunlap. of the local com¬ 
mittee. last week addressed the St. T.ouis 
•Xdvi'rtising Club, which will bring .‘100 
St. Louisans to the convention. 

’I'he .lunior Advertising Association is 
(dalining a dinner dance to be beld as 
soon as the organization’s membershin 
reaches Itkt, which will lie within thirty 
days. 

'I’be Press (''liib golf tournament, con- 
<-luded last week at .Tackson I'ark, leaves 
1^. .1. Lavin, head of the 'rribune art de¬ 
partment and Howard M. Briceland. 
manager of the Tribune news bureau, tied 

for the cup with scores of 8G strokes 
each. / The date for the playoff has not 
been set. Paul Hammett, managing 
editor of the Drovers .Tournal, was second 
with 91, and Basil G. Wyrick, night news 
editor of the Associated Press, third, with 
a score of 92. 

M. O. Blackmore and Meyer Katz have 
organized the firm of Blackmore & Katz, 
publishers’ representatives. For eleven 
years Mr. Blackmore was advertising 
manager of the Inland Printer and also 
advertising manager of Inland Stationer 
and Business Equipment .Tournal. Mr. 
Katz was associated with him on the 
latter journal. 

Charles M. Carr, business manager of 
the Carr Advertising Service, announces 
the addition to his firm of the Smyth 
IMioto Studio, advertising specialists. 

The Post celebrated its twenty-fifth an¬ 
niversary on April 29 with a ninety-page 
edition. There are a few members of tlie 
original Post staff still working for the 
paper. 

Percy Andrese, vice-president of the 
American Association of F'oreign Lan¬ 
guage Newspapers, addressed the Traffic 
Club last week on “Personal Lilierty.” 

“The Song Bird,” a play written by 
Frederick and Mrs. Hatten, dramatic 
critics of the Herald, is experiencing a 
successful run at the Grand Opera House. 

A bill to permit newspajiers to receive 
railroad transportation in exebange for 
advertising is now before the 'State legis¬ 
lature. 

Local newspajier illustrators have start¬ 
ed plans for a celebration at some hotel, 
yet to be selei-ted. on May 29. 

Former City .Vttorney Piotrowski ad¬ 
dressed the Press Club on the war last 
week. He predicted that a new Poland 
will arise after jieace is declared. 

I). .T. Levin and H. M. Briceland tied 
for the first place in a contest for the 
Press Club golf trophy last week. 

'I’he Press Club is to book the produc¬ 
tion of a drama by local actors, to be 
given at the Auditorium May 2fi. 

PRESS ASSOCIATIONS 

'Fhe Pocket Publishers’ League, con¬ 
sisting of the editors of Southern In¬ 
diana, will hold its quarterly meeting 
in Booneville. Ind., on !May 8. 

'I'lie Press (tlub of St. Ijouis, Mo., has 
set ,Tune 17 as the date for its third 
annual frolic. As in former vears, a 
program of military, aquatic, drill, 
cabaret and other entertaining features 
will be provided. 

'I'homas R. Marshall, Vice-President 
of the United States, was the guest of 
honor at the formal opening of the New 
Orleans, TjO., Press Club on May 6. A 
number of mayors of neighlioring eities 
and governors from nearby states were 
present at the ceremony. 

The Press Club, of Ixis Angeles, Cal., 
has reorganized and moved into new 
quarters at 814 South Spring street. R. 
T. Van Ettisch, city editor of the 
Examiner, has been elected president of 
the organization. 

The Executive Committee of the Ar¬ 
kansas Press .Association has decided to 
-hold the annual meeting of the Associa¬ 
tion in Harrison, .\rk., on May 17 and 
IS. .An excursion trip to various towns 
in the state will follow the meeting. 

The Pittsburgh Press Club has pur¬ 
chased a three-story brick building 
which will be remodeled extensively for 
the club’s headquarters. Since its for¬ 
mation several years ago the club has 
iH'cn very iirosperous with a constantly 
increasing membership. 

The annual convention of the South 
Carolina Press Association will lie held 
at Chick S)irings. .Tune 28. 29 and .“lO. 
The morning sessions will 1h' devoted 
to papers by meinla-rs and the afternoon 
ami evening sessions to addresses by in¬ 
vited speakers. .Among those who will 
address the meeting are .lolm L. Mc- 
l.aiirin, Al. T.. Bonham, Rev. ,T. I). Crain, 
Rev. Plato T. Durham and S. P. G. Hard¬ 
ing, a director of the national reserve 
bank system. 

CENSORED TO DEATH 
(Continued from page 1019.) 

newsiiapers was changed. .Alental indi¬ 
gestion resulted, with indigestion’s usual 
attendants — peevishness, discomfiture 
and uneasiness. As a result, instead of 
England being engulfed in a wave of 
patriotism as is France and is Germany, 
she is today but half-acquainted with 
and half-enthused over the war. A na¬ 
tion whose patriotism has never lieen 
questioned, is distressed by unsatisfac¬ 
tory enlistments, labor troubles which 
are hampering the movements of her 
troops and the supplying of her ammuni¬ 
tion. A large portion of the population 
is turning to the results of football 
.matches and horse races before looking 
at the latest casualty lists. The govern¬ 
ment which is responsible for the pres¬ 
ent conditions is seeking everywhere, ex¬ 
cept in the right place, for the real cause 
of the unsatisfactory situation. 

"Meanwhile it is turning a deaf ear to 
Lord Northcliffe and other English ex¬ 
perts on publicity and the art of captur¬ 
ing public interest and attention; refus¬ 
ing to listen to newspaper men who 
know that British enthusiasm is being 
wet-blanketed and British people Indiig 
placed in an absurd position before the 
world. And all because a blundering 
bureaucrat cannot recognize that the 
youngest reporter who has grasped the 
essentials of human interest writing can 
do more to stir a nation with a thousand 
word descriptive story than a statesman 
employing as his medium a laboriously 
penned ‘White paper.’ 

DISTOKTED ENGLISH VIEW’. 

“As a result of a scarcity of real news- 
jiaper information from the front, the 
English peojile have been given an en¬ 
tirely distorted idea of the importance 
of the part played by their troops on the 
Continent. They have not been able to 
appreciate what has been done by the 
French troops, and in consequence have 
an exaggerated importance of the jiart 
played by their own troops. On the other 
hand, the French, officers and men, and 
the general public arc generous to a fault 
in their expressed appreciation of what 
the English have done, and even lean 
over backwards in their extremely mod¬ 
est depreciation of their own part in the 
Allies’ efforts. 

“The ahsurdity of the Flnglish censor¬ 
ship and the attendant newsgathering 
conditions which it has imposed has prob¬ 
ably not been better illustrated than by 
the case of AVill Irwin, and his story of 
the battle of the Ypres. 

\ CRITICAL DAY IN STRUGGLE. 

“There can be little doubt but tiuit 
when the final history of the war is writ¬ 
ten. October 31 will stand out as one of 
the most crucial days of the struggle. 
It was on this day that the Germans 
threw a force of srx hundred thousand 
men against a thin little line of English 
'ronimies whose total numher did not ex¬ 
ceed a hundred and twenty thousand 
men. On this day Sir .loliii French, quit¬ 
ting his automobile and fighting in the 
trenches shoulder to shoulder with liis 
own men, prevented a retri-at of the Brit¬ 
ish, took advantage of a tactical hliinder 
on the part of a German commander and 
wrote his own name big in English mili¬ 
tary history. 

‘•AVill Irwin landed in Ixmdon in Feh- 
niary, and with an American reporter’s 
nose for news, began to get a line on the 
really s|HM'tacular happenings of October 
31. He jiiirsucd his investigations, talked 
to soldiers who had been in the fight, in¬ 
terviewed friends of Sir .Tohn French 
and the other officers who participateil, 
and finally wrote a story of the day’s 
conflict which, printed in the London 
ITaily Mail, stirred England as no other 
piece of writing since the outbreak of the 
war. The result was that the article 
was published in pamphlet form, circu¬ 
lated all over the British Empire, and 
the sale of it has already mounted into 
the millions. .As a result. Irwin was re¬ 
tained hv the Daily Mail, and is now 
furnishing Englishmen with thrillers in 
fhe form of narratives of events that 
happened weeks and months ago—events 
which, but for the censorship, would have 

appeared with intensified interest at the 
time they were actually happening. 

“From the outset of tlie war, the 
French Government has shown much 
more of a disposition to favor newspaper¬ 
men, especially American newspapermen, 
than has the British Government. They 
have la'cn restrained, however, to a very 
large extent by the everywhere prevalent 
determination to have complete co-opera¬ 
tion with the English. 'I'he fact that 
lAird Kitchener has been violently op¬ 
posed to having corresjiondents at the 
English front—-Kitchener himself is lo¬ 
cated in London, and consequently his 
own popularity does not suffer by reason 
of the scarcity of correspondents on the 
firing line—has caused the French to go 
much slower in the matter of courtesies 
to American newspapermen than would 
naturally have been the case. Recently, 
however, the French have broken away 
a bit, and so far as the United Press is 
concerned at least, we have had no recent 
cause for complaint. 

A newspaperman’s paradise. 

“Germany, however, has become the 
American newspaperman’s paradise. 'I'he 
Germans are frankly striving for Ameri¬ 
can popular sentiment. 'I'liough .Ameri¬ 
can newspaper methods are certainly far 
renioviHl from German methods, the Ger¬ 
man Government has been exceedingly 
shrewd in recognizing that to secure pub¬ 
licity in America, it must resort to 
.American methods and not attempt to 
accomplish its purposes through German 
methods ap]ilied in this country. .As a 
result of this determination, the doors 
have been thrown open to .American 
newspapermen, and they have lieen 
given every courtesy. They have not 
only been taken to the front and per¬ 
mitted to visit all the German lines, but 
wherever it has lieen possible, the estab¬ 
lished -American correspondents in Ger¬ 
many — es|)ecially those representing 
-American press associations—liave Im'cii 

taken to the front at times when it 
seemed most likely that they would be 
present while important engagements 
were on. Even the intensely bitter an¬ 
tipathy of German officialdom to the at¬ 
titude of the American Government on 
various questions of the war has not 
prevented the German soldier in the field 
from receiving the -American newspaper 
man as a hail fellow well met -and ex¬ 
tending to him every possible courtesy 
and consideration. 

VALUIXESS COMMUNIQUES. 

For American newspapermen in the 
war zone, the one great mystery is the 
attention and consideration .American 
newspaper publishers give to the official 
communiques from the various countries. 
In Europe, interest in these communiques 
is secondary to most any other class of 
war news. It is generally recognized 
that all of the foreign governments use 
these communiques not only for the dis¬ 
semination of such news ns is unim¬ 
portant if true, hut they also use them 
for the circulation of certain misstate¬ 
ments of facts which they are anxious to 
get to the enemy. Each country knows 
that its communiques are picked up and 
printed in the countries of the enemv. 
and the instances which have lieen 
proven are innumerable where the com¬ 
muniques have contained statements sent 
out for the delilierate purpose of mislead¬ 
ing the enemy. Even those people in 
Europe who in times past were in the 
habit of regarding all newspapermen as 
disciples of Baron AluiKdiaiisen have now 
come to admit that when it comes to 
plain and fancy lying, the gentlemen 
who write the official communique have 
the most skillful newspaper fakirs 
backed into the amateur class. 

Business Men -Advertise Jamaica. 

•T. r. Monaghan. I'nited States Consul 
at Kingston. .Tamaica. AA’. I., reports that 
an aggressive advertising campaign is 
being waged by the business men of the 
island, to encourage tourists to come 
there. A Travel Assoidation, organized 
four years ago. which has been allowed 

annually by the government, is 
this year seeking twice this sum to carry 
on its work. Hotel proprietors and mer¬ 
chants arc of course very active in this 
field. 
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Allpn Adv. Agency (Inc.), 116 W. :{2d St., 
N. Y. City. 

American Sports I’lib. Co. (Inc.), 21 War¬ 
ren St., n! Y. City. 

Amsterdam Adv. Agency (Inc.), 1178 Broad¬ 
way, N. Y. City. 

Anfenger, Ix>uls E., Fullerton Bldg., St. 
Louis, Mo. 

Arkenberg-Mactaen Co. (Inc.), Produce Ex¬ 
change Bldg., Toledo, Ohio (Classified). 

.Armstrong, Collin, Incorporated, ll.'j Broad¬ 
way, N. Y'. City. 

.\tla8 Adv. Agency (Inc.), 4.00 Fourth Ave., 
N. Y. City. 

Ayer, X. W., tc Son. 300 Chestnut St., Phil¬ 
adelphia. Pa.; Fifth ave.. Bldg., N. Y. 
City. 

A.vera. II. B., & Co., 164 h^-^ral St., Boston, 
Mass 

B 
Baer, .Toseph K. (Inc.), 347 Fifth Ave., N. 

Y. Clt.v. 
Bailey-IIemington Co. (Inc.), Hippodrome 

Bldg., Cleveland, O. 
Baker .Ydv. Agency, I,td. (Inc.), 16-20 Wel¬ 

lington St., East Toronto, Ont. 
Ballard Adv. (jo. (Inc.), 1328 Broadway, 

N. Y. CItv. 
Barber. J. W.. Adv. Agency (Inc.), 338 

IVashington St., Boston, Mass. 
Barnes. Je.in Dean, 354 Fourth Ave., N. Y. 

City. 
Basham, Thomas E., Co. (Inc.), Intcr- 

Southem Life Bldg., liouisvllle. Ky. 
Bates Adv Co. (Inc.), 15 Spruce St., N, 

Y. City. 
Bates, J. n., Adv. Agency, 292 Main St., 

Springfield, Mass. 
Batten, Geo. Co. (Inc.), Fourth Ave. Bldg., 

N. Y. City. 
Baver-Stroud Corporation, 200 Fifth .\ve., 

N. Y. City. 
Benson, Campbell & Slaten, Com Exchange 

Bank Bldg., Chicago, III. 
Blrch-Fleld & Co. (Lnc.), 110 W. 40th St., 

N. Y. City. 
Blackburn Adv. .\gency, Patterson Bldg., 

Dayton, O. 
Blackman-Ross Co, (Inc.), 95 Madison Ave., 

Jf. Y. City. 
Blalne-Thompson Co. (Inc.), Fourth Nat. 

Bank Bldg., Cincinnati. O. 
Bloomingdale-Weller Adv. Agency, 1420 

Chestnut St., Philadelphia. Pa. 
Blum, Charles. .\dv. Corporation (Inc.), 008 

Chestnut St.. Philadelphia. Pa. 
Bond. Arthur T., 20 Central St., Boston, 

Mass. 
Boston News Bureau Co. (Inc.), 30 Kilby 

Street, Boston. Mass. 
Bowers, Thos. M., Adv. Agency, Rector 

Bldg., (jhicago. III. 
Brackett-Parker Co. (Inc.), 77 Franklin St., 

Boston. Mass. 
Bromfield & Field (Inc.), 171 Madison Ave., 

N. Y. City. 
Brooks, S. M. .Ydv. Agency, State Bank 

Bldg., Uttle Rock. Ark. 
Buchanan, John, Adv. Agency, 176 Federal 

St., Boston, Mass. 
C 

Calkins & Holden (Inc.), 250 Fifth Ave., 
N. Y. City. 

Campbell Ewald Co. (Inc.), 117 W. Fort 
St.. Bank Bldg.. Detroit. Mich. 

Canadian Advertising. Ltd. (Inc.), 4 Hos¬ 
pital St., Montreal, Canada. 

Capehart's Mslknown Methf>ds (Inc.), 4.50 
Fourth .4ve., N. Y". City. 

Carpenter & Corcoran (Inc.), 26 Cortlandt 
St, N. Y. Clt.v. 

Chambers Agency (Inc.), Malson Blanche 
Bldg.. New Orleans, I.*. 

Cn>appelow Adv. Co. (Inc.), International 
Life Bldg., St liouls. Mo. 

Charles Adv. Service (Inc.), 23-25 E. 26th 
St.. N. Y. City. 

Cheltenham Adv. Service (Inc.), 160 Fifth 
Ave., N. Y. City. 

Chesman, Nelson, & Co. (Inc.), 1127 Pine 
St., St I,ouls. Mo.: Goddard Bldg.. Chi¬ 
cago. HI.; Fifth Ave. Bldg.. N. Y. City; 
Times Bldg., Chattanooga, Tenn. 

Chiirchlll-Hall, Inc., .50 Union Square, N. Y. 
City. 

Clark Whitcraft Co. (Inc,), 41 So. 1.5th St, 
1‘hiladelphia, Pa. 

Clarke. E. H., Adv. Agency (Inc.l. Steger 
l(iiilding. Chicago, ill.; 37 W. 3!tth St., 
N. Y. City. 

Clough. John U Adv. Agency, Menhants 
Bank Bldg.. Indianapolis, tnd. 

Cochrane. Witt K., Adv. Agency (Inc.), 
Boyce Bldg.. Chicago, III. 

Colton. Wendell P. (Inc.), 165 Broadway, 
N. Y. City. , 

Cone, Andrew, Gen. Adv. Agency (Inc.), 
Tribune Bldg., N. Y. City. 

Constantine Adv. Co. (Inc.), Glot)e Bldg., 
Seattle, Wash. 

Cooke k Joems Adv. Agency, 110 So. Dear¬ 
born St., Chicago, III. 

Cooper Adv. Co. (Inc.), Bankers' Invest¬ 
ment Bldg., San Francisco, Cal. 

Corning Adv. Agency, Dispatch Bldg., St 
I'aiil, Minn. 

Cowen Co. (Inc.), 60 I.’nlon S^piare, N. Y. 
City; John H sn^'CM'k Kf^wton, Makr. 

Cramer-Krasselt Co. (Inc.), ,354 Milwaukee 
St.. Milwaukee, WIs. 

Cro.hv-Chlcago (Inc.), Pullman Bldg., Chi 
caro. III. 

Cnish. .1. II.. Adv. Co. (Inc.), 1.524 Chestnut 
St . I'blladeipbia, Pa. 

D 
Dake Adv. Agency (Inc.), 4.32 South Main 

St, I/>8 Angeles, Cal.; 121 Second St., 
San Francisco, CaL. 

Daken Adv. Agency, White-Henry Bldg., 
Seattle, Wash. 

Danielson & Son. 96 Westminster St., Provi¬ 
dence, R. I. 

D’Arcy .\dv. Co. (Inc.), International IJfe 
Bl(lg., St. Louis, Mo. 

Darlow Adv. Co. (Inc.), City Nat. Bank 
Bldg, Omaha, Neb. 

Daiichy Co. (Inc.), 9 Murray St. N. Y. 
City. 

Davis, J. W., Railway Exchange Bldg., Chi¬ 
cago, HI. 

Debevolse, Foster, Co. (Inc.), 15 W. 38th 
St., N. Y. City. 

Decker, Henry, Ltd., Fuller Bldg., N. Y. 
City. 

Desbarats Adv. Agency, Ltd., Unity Bldg., 
Montreal, Canada. 

Dietz, Ottomar. .4dv. Bureau (E. E. Neuge- 
bauer), 140 Nassau St., N. Y'. City. 

Dobbs, William F., Danbury, Conn. 
Dollenma.ver Adv. Agency (Inc.), Lincoln 

Bldg., Minneapolis, Minn. 
Donovan & .\rmstrong. Commonwealth Bldg., 

Philadelphia, Pa. 
Doremus & Co. (Inc.), 44 Broad St., N. Y. 

City. 
Doremus & Morse, .50 Pine ,St.. N. y. City. 
Dorland Adv. Agency. Presston Bldg.. At¬ 

lantic City, N. J.; 306 Fifth Ave., N. Y. 
City. 

Dought.v, Chas. I*, 621 Main St., Cln- 
natl, O. 

Dukelow & Walker Co. (Inc.), 246 Waslv- 
Ington St., Boston. Mass. 

Dunlap-Ward Adv. Co. (Inc.), 123 W. Mad¬ 
ison St., Chicago. Ill. 

Dunne, Desmond Co. (Inc.), 30 B. 42d St., 
N Y. City. 

Dver, Geo. L. Co. (Inc.), 42 Broadway, 
N. Y. City. 

E 

Earnshaw-I,ent Co. (Inc.), SO Maiden I.<ane, 
N. Y. City. 

Eddy, Louis O., Marshall Field Bldg., Chi¬ 
cago, III. 

Edwards, Geo. W.. & Co., 328 Chestnut St., 
Philadelphia. Pa. 

Elliott, A. R. (Inc.), 62 W. Broadway, N. Y. 
City. 

Ellis, A. W., Co., 10 High St.. Boston, Maas. 
Erickson Co. (Inc.), 381 Fourth Ave., N. Y. 

City. 
Erickson. E. N., Adv. Agency, 21 Park Row, 

N. T. City. 
Erwin-Wasey & .Tefferson (Inc.), 168 No. 

Michigan Blvd., Chicago, III. 
Bwing fc Miles (Inc.), 1482 Broadway, 

N. Y. City. 

F 
Fairfax. H W.. World Bldg.. N. Y. City. 
Fenton & Gardiner (lnc.), 286 Filth .Vvc., 

N. Y. City. 
Ferry-Hanly-Schott Adv. Co. (Inc.), Com¬ 

merce Bldg.. Kansas Clt.v, Mo. 
Fettlnger, Theo. S.. Adv. Agency, 790 Broad 

St., Newark. N. .T. 
Finch, li .1.. Adv. Agency, Inc., 1364 Broad¬ 

way. N. Y. City. 
Finney, W. B., Adv. Co., Keith & Perry 

Bldg.. Kansas City. Mo. 
FMsher-Stelnbruegge Adv. Co. (lnc.), 1627 

Washington Ave.. St. Ix)uls, Mo. 
Foley. Richard A.. Adv. Agency (Inc.), Bul¬ 

letin Bldg., Philadelphia, Pa. 
Fowler Simpson Co. (Inc.), 1900 Euclid 

Ave., Cleveland, O. 
FYank, Albert. A Co., (Inc.), 26 Beaver 

St.. N. Y. CItv. 
Fuller. Chas. H.. Co. (Inc.l, 623 So. 

Wabash Ave., Chicago, HI.; Morgan 
Bldg., BnfTalo, N. Y. 

F'uller A Smith, Engineers Bldg., Cleve¬ 
land, O. 

G 

Gagnler .Ydv. Service, Grajihic Arts Bldg., 
Toronto. Can. 

Gardner .Ydv. Co. (Inc.), Kinloch Bldg., St. 
I,oul8. Mo. 

Globe Adv. .Agency (Inc.). 85 Washington 
St., South Norwalk. Conn. 

Goldsmith Co.. 207 Market St.. Newark, 
N. J. 

Gould, M. P., Co., 120 West 32d SI., N. Y. 
Clt.v. 

Goulston. Ernest .1., Adv. Agenc.v, 18 Tre- 
mont St., Boston, Mass. 

Gray. F'. A.. Adv. Co., Dwight Bldg., Kan¬ 
sas City. Mo. 

Green. Carl M.. Co. (lnc.). Free Press Bldg., 
Detroit, Mich. 

Greve. S.. .Agenc.y, Oppenhelm Bldg.. St. 
Paul, Minn. 

Greenleaf Co. (Inc.), 18.5 Devonshire St., 
Boston. Mass. 

Guenther. Rudolph (Inc.), 115 Broadway, 
N. Y. Clt.v. 

Guenther-Bradford Co. (Inc.), 64 W. Ran¬ 
dolph St.. Chicago, III. 

Gundlach .Adv. Co. (Inc.), Peoples Gas 
Bldg., Chicago. HI. 

H 

Hamilton, J. R., .Adv. Agenc.v, Hears! Bldg., 
Chicago, HI. 

Hanlf-Metzger (Inc.), 95 Madison .Ave., 
N. Y. City. 

Hannah, Henry King. 277 Broadway, N. Y". 
City. 

Hanser Agenc.v. Kinney Bldg.. Newark. N..I. 
Haulenbeek, G H., Adv. Agency (Inc.), 2 

W. 45th St., N. Y. City. 
Haven, Edwin H., 175 .5th Ave.. N. Y. City. 
Hays Adv. Agenc.v, 196 Main St., Burling 

ton, Vt. 
Hibson A Bro,, 116 Nassau St.. N. Y. City. 
Hicks Adv. Agency (Inc.), 132 Nassau St, 

N. Y. City. 

Hill, W. S., Co. (Inc.), Vandergrlft Bldg., 
Pittsburgh, Pa. 

Hill, Albert P., Co. (Inc.), First National 
Bank Bldg., Pittsburgh, Pa. 

Holmes. F'rances, 524 South Spring St., Los 
Angeles, Cal. 

Honig Adv. Service, Wells Fargo Bldg., San 
Francisco, Cal. 

Hoopes, E. M., 1303 Rodney St., Wilming¬ 
ton, Del. 

Hoops Adv, Co, (Inc.), Tribune Bldg., Chi¬ 
cago, III. 

Houghton, Walter I*, Adv,, Agency (Inc.), 
381 4th Ave., N. Y. City. 

Howard, E. T., Co., Inc,, 432 Fourth Ave., 
N. Y. City. 

Howland, H. S., Adv. Agency, Inc., 20 
Broad St., N. Y. City. 

Hoyt's Service, Inc., l2o W. 32d St., N. Y. 
(jity; 14 Kilby St., Boston, Mass. 

Hull, W. H. H., A Co. (Inc.), Tribune Bldg., 
N. Y, City. 

Humphrey, H. B., Co. (Inc.), 44 Federal 
St., Boston. Mass. 

Husband A Thomas Co. (Inc.), 25 E. Wash¬ 
ington St., Chicago, III. 

I 

Ireland Adv. Agency (Inc.), 136 So. Fourth 
St., I'hiladelphia, Pa. 

Ironmonger, C., Adv. Agency, 18-20 Vesey 
St, N. Y. City. 

J 
Johnson Adv. Corporation (Inc.), 20 E. 

Jackson Boulevard, Chicago, HI. 
Johnson, Chas. J., 52 Broadway, N. Y'. City. 
Johnson-Dallls Co. (Inc,), Greenfield Bldg., 

Atlanta, Ga. 
Johnston-Ayres Co. (Inc.), 525 Market St, 

San FY-anclsco, Cal. 
Jones, Wylie B., Adv, Agency (Inc.), Bing¬ 

hamton, N. Y 

K 

Kastor, H. W., A Sons Adv. Co. (Inc.), Mer¬ 
cantile National Bank Bldg., St. I>ouls, 
Mo.; Lytton Bldg., Chicago, Ill.; (Com¬ 
mercial Trust Bldg., Kansas City, Mo. 

Kay, J. Roland, Co. (Inc.), 123 W. Madi¬ 
son St., Chicago, Ill. 

Keane, N. W., 99 Nassau St. N. Y. City. 
Klernan, F'rank A Co., 189 Broadway, N. Y. 

City 
Klrtland, B. F., .4dv. Agency, Lytton Bldg., 

Chicago, HI. 
Klein, Chas. T., 2.30 W. 99.th St, N. Y. City. 
Koch, Otto J., .\dv. Agency (Inc.), Uni¬ 

versity Bldg., Milwaukee, WIs. 
Kollock, Edward D., 201 Devonshire St, 

Boston, Mass. 

L 

Lawyers’ .4dv. Co. (Inc.), 95 Liberty St, 
N. Y. City. 

1.. eddy, John M., 41 Park Row, N. Y’. City. 
1.. ee, L. K., Dispatch Bldg., St. Paul, Minn. 
Lesan, H. E., Adv. Agency (Inc.). 440 

Fourth Ave., N. Y. (jlty; Old (Colony 
Bldg., Chicago, Ill. 

I.«vey, H. H., Marbrldge Bldg., N. Y. City. 
Levin A Bradt Adv. Agency, 1269 Broad¬ 

way, N. Y. City. 
I.«wls Agency (Inc.), District National 

Bank Bldg., Washington, D. C. 
I-ord A Thomas (Inc.), Mailers Bldg., Chi¬ 

cago, HI.; 341 Fifth Ave., N. Y. City. 
Ix(yd, Sam, Adv. Agency, 246 FYilton St, 

Brooklyn. N. Y. 
Lyddon A Hanforcl Co. (Inc.), Cutler Bldg., 

Rochester, N. Y.; 200 Fifth Ave., N. Y. 
City, 

M 

McAtamney, Hugh Co., Woolworth Bldg., 
N. Y, City. 

McCann, H. K., Co. (Inc.), 61 Broadway, 
N. Y. City. 

McGuckln, Eugene, Co., 105 No. 13th St, 
Philadelphia, Pa. , 

Mc.Tunkin, Wm. D., Adv. Agency (Inc.), 35 
So. Dearborn St, Chicago, Ilf. 

McKim, A., Ltd., I.*ke of the Woods Bldg., 
Montreal, Can. 

McMullen, Roht M., Co. (Inc.), Cambridge 
Bldg., N. Y, Clt.v. 

Maclay A Mullally Bros., 60 Broadway, 
N. Y. City. 

MacManus (;o. (Inc.), Detroit Journal 
Bldg., Detroit, Mich. 

MacMartin A(lv, Co., Security Bank Bldg., 
Minneapolis, Minn. 

Macnherson-McCurd.v. Ltd. (Inc.), Bell 
Block, Winnipeg, Can. 

Mahin Adv. Co. (Inc.), 104 S. Michigan 
Ave., Chicago, III., 30 E. 42nd St., N. Y. 
City. 

Mallory, Mitchell A Faust (Inc.), Security 
Bldg., Chleaito, III. 

Marsh, Edward H., Adv. Agency, Besse 
Bldg., Springfield, Mass. 

Massengale Adv. Agency (Inc.), Candler 
Bldg., Atlanta, Ga. 

Mathews, R. A., Adv. Corp., 140 So. Dear¬ 
born St, Chicago, HI. 

Matos-Menz Adv. Co. (Inc.), Bulletin Bldg., 
Philadelphia, Pa.; Tribune Bldg., N. Y. 
City. 

Metropolitan Adv. Co. (Inc.), 6 Wall St., 
N. Y. City. 

Mitchell, Geo. L., A Staff (Inc.), 421 Chest¬ 
nut St, Philadelphia, Pa. 

Moffett-Lynch Adv. Co. (Inc.), Munsey 
Bldg., Baltimore. 

Morgan, J. W., Adv. Agency, 44 E. 23d St., 
N. Y. City. 

Morris, Herbert M., Adv. Agency, 400 Chest¬ 
nut St, Philadelphia, Pa. 

.Morse Adv, Agency, .35 Milwaukee Ave. W., 
Detroit, Mich. 

Morse International Agency (Inc.), Dodd- 
Mead Bldg., N. Y. CI(.v. 

Moses Adv. Service, M(!nRey Bldg., Balti¬ 
more, Md. 

Moss chase Co. (Inc.), 110 Franklin St., 
Buffalo. N. Y. 

Muller, J. P., A Co, (Inc.), 220 West 42d 
St., N. Y. Clt.v. 

Mumrn-Romer Co. (Inc.), Spahr Bldg., Co¬ 
lumbus, O. 

Murray Hill Adv. Agency, 200 B. 23d St., 
N t. City. 

Murray, John F., Adv. Agency (Inc.), 
Battery Place, N. Y. City. 

17 

N 

Newltt Adv, Agency (Inc.), Hollingsworth 
Bldg., Los Angeles, Cal. 

Nicbolas-Flnn Adv, Co. (Inc.), 222 South 
SUte St, Chicago, Ill.; 71 W, 23d St, 
N. Y, City. 

Nolley Adv. Agency (Inc.), Light, Lombard 
and Balderston Sts., Baltimore, Md.; 
1328 Broadway, N. Y’. City. 

Norrls-Patterson, Ltd., Mall Bldg., Toronto, 
Can. 

Northwestern .Adv, Agency, Essex Bldg., St. 
Paul, Minn. 

O 
O’Keefe, P. F’., Adv. Agency, 43 Tremont St, 

Boston, Mass. 
O’Malley Adv. A Selling Co., Old South 

Bldg., Boston, Mass. , 
O’Shaughnessy Adv. Co. (Inc.), Westmin¬ 

ster Bldg., Chicago, HI 
Oman A Smith (Inc.), Bulletin Bldg., Phil¬ 

adelphia, Pa.; Oppenhclmer Adv. Agency, 
Fort Smith, Ark. 

Oppenhclmer Adv, Agency, Port Smith, Ark. 

P 

Palmer Adv. Service, Butte, Mont. 
I’earsall, W. Montague, 203 Broadway, N. Y. 

Clt.v. 
Philadelphia News Bureau, 432 Sansom St., 

I’hilacielphia, Pa. 
Picard A Co., Inc., 286 FTfth Ave., N. Y. 

City. 
Plattner, M., 93 Nassau St., N. Y. City. 
Pomeroy Advertising, Brunswick Bldg., 

N. Y, City. 
Potts-Turnbull Adv, Co. (Inc.), Gloyd Bldg., 

Kansas City, Mo. 
Powers, John O., Co. (Inc.), 11 W. 25th St., 

N. Y, City. 
Pownlng, Geo. G., A Son (Inc.), New 

Haven, Conn. 
Presbrey, Frank, Co. (Inc.), 456 Fourth 

Ave., N. Y. City. 
Procter A Collier Co. (Inc.), Commercial 

Tribune Bldg., Cincinnati, O.; 16 E. 33d 
St., N. Y. Clt.v. 

R 
Read-Miller Co. (Inc.), 102So. Broad¬ 

way, Los Angeles, Cal. 
Reardon Adv. Co. (Inc.), Quincy Bldg., 

Denver, Colo. 
Remington, B. P., Agency, 1280 Main St, 

Buffalo, N. Y. 
Richards, Jos. A., A Staff (Inc.), 9 E. 40th 

St., N. Y. City. 
Roberts A MacAvlnche, 30 No. Dearborn 

St., (niicago, HI. 
Rose, Irwin Jordan, 39 W. 32d St., N. Y. 

City, 
Rowland Adv. Agency (Inc.), 1790 Broad¬ 

way, N. Y. City. 
Rowlatt, P., Albany; 26-28 Adelaide St, 

West, Toronto, Can. 
Ruland, O. W., 70 5th Ave., N. Y. City. 
Ruthrauff A Ryan, 450 Fourth Ave., N. Y. 

City. 
S 

St. Clair, Wm. G., Co., Witherspoon Bldg., 
Philadelphia, Pa. 

St. Paul Adv. Co., St. Paul, Minn. 
Sandlass, L. A., 7 Clay St, Baltimore, Md. 
Savage, Geo. M., Adv, Agency, Newberry 

Bldg., lYetrolt, Mich. 
Scheck, Adv. Agency, 9 Clinton St, Newark, 

N. J. 
Seaman, Frank (Inc.), 116 W. 32d St, N. Y. 

City. 
Seeds, Russel M., Co. (Inc.), Central Union 

Telephone Bldg., Indianapolis, Ind. 
Sehe Adv, Agency, City Hall Square Bldg., 

Chicago, in. 
Shaffer, J, Albert, Star Bldg., Washington, 

D. C. 
Sharpe, W. W., A Co. (Inc.), 99 Nassau St., 

N. Y, City. 
Shaughnessy, M, J., A Co„ Temple Court, 

N. Y. City. 
Shaw Adv. Co., Transportation Bldg., Chi¬ 

cago, III. 
Sherman A Bryan (Inc.), 79 Fifth Ave., 

N. Y. City. 
Sherwood, B. R., 367 Fulton St, Brooklyn, 

N. Y. 
Shumway, Franklin P., Co. (Inc.), 373 

Washington St, Boston, Mass. 
Sldener-Van Riper Adv. Co. (Inc.), Mer¬ 

chants Bank Bldg., Indianapolis, Ind. 
Siegfried Co. (Inc.), 60 Church St., N. Y". 

City. 
Simpson, Showalter A Barker (Inc.), Van¬ 

dergrlft Bldg., Pittsburgh, Pa. 
Singleton, J, F,, Co., Citizens Bldg., Cleve¬ 

land, O 
.Smith, C., Brewer, Adv. Agency, 85 Devon¬ 

shire St., Boston, Mass. 
Smith, E., Everett, Adv. Agency, Mutual 

Life Bldg., Philadelphia. Pa. 
Snitzicr Adv. Co. (Inc.), Hearst Bldg., Chi¬ 

cago, HI. 
Sommer, Fred. N., 810 Broad St, Newark, 

N. J. 
Spafford Adv. Agency, John Hancock Bldg., 

Boston, Mass. 
Sparrow Adv. Agency, American Trust 

Bldg., Birmingham. Ala. 
Stack Adv. Agency (Inc.), Heyworth Bldg., 

Chicago, Ill. 
Standlsh, G. S., Adv. Agency, Uipham Bldg., 

Providence, R. I. 
Sternberg, H. Sumner, Co., Inc., 381 Fourth 

Ave., N. Y. City. 
Stevens, Hermon W., Agency, Globe Bldg., 

Boston. Mass. 
Stewart-Davls Adv. Agency, Kesner Bldg., 

Chicago. III. 
Stiles. William A., Adv.. Agenc.v, 123 W. 

Madison St, Chicago, HI. 
Stockman, A. M., Adv. Agency, 20 Vesey 

SI., N. Y. Clt.v. 
Storm. J. P.. 35 W. .39th St.. N. Y. City. 
Strang A Prosser Adv. Agency, Alaska 

Bldg.. Seattle. Wash. 
Street A Finney (lnc.), 171 Madison Ave, 

N. Y. Clt.v. 
{Continued on page 1042.) 
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AD FIELD PERSONALS. 
H. L. Whitteniore, manager of the 

slice department of the O’Sullivan Rub- 
lier Heel Company, of New York City, 
has been appointed advertising manager 
of the Autocar Company, of Ardmore, 
Pa. 

Francis 1). Rowmaii, advertising man¬ 
ager of the Carborundum Company, 
Niagara Falls, N. Y., addressed the mem- 
liers of the Hen Franklin Club of Cleve¬ 
land, Ohio, at the closing meeting and 
liaiupiet of the season, on April 27. 

(leorge Crittenden, formerly advertis¬ 
ing manager of the Krit Motor Car Coni- 
paiiy, of l>;troit, Mich., has liecome head 
of the sales promotion department of the 
Regal Auto Company of that city. 

.Mfred O. I>unk has been appointed ad¬ 
vertising manager of the Puritan Ma¬ 
chine Company of Detroit, Mich. 

Herbert R. Hyman, former publicity 
director of the Hobbs-Merrill Company, 
has been appointed advertising super¬ 
visor of the Cole Motor Car Company of 
Indianapolis, Ind. 

M. C. Meigs, former advertising man¬ 
ager of the J. I. Case Threshing Ma¬ 
chine Company, is now a member of the 
sales force of Ijord & Thomas, Chicago, 
111. 

.1. P. Heck, publicity manager of the 
I'niversal Portland Cement (’ompany, of 
Chicago, has resigned. He is succeeded 
by Robert F'. Hall, who for several years 
has been connected with the sales de¬ 
partment of the Universal Company. Mr. 
Heck has been with the company for 
eight years. 

W. E. Reynolds, advertising manager 
of the Lindell Dry (Joods (Company, St. 
lionis. writes: “I appreciate much the 
circulation statements published in cur¬ 
rent issue. Fine!” 

11. E. Denegar has resigned his posi¬ 
tion as publicity and convention director 
of Asbury Park, N. .T., where he has 
•served the municipal authorities the past 
nine years. lie has organized a pub¬ 
licity and tourist bureau for the .Tersey 
coast resorts and will have headquarters 
in New York. 

Frank M. Eldridge, who has had con¬ 
siderable experience in agency work, has 
been api>ointed advertising manager of 
the Puritan Machine Company, New 
York. 

Claude .\bel, formerly of New York 
.\merlcan. has joined the advertising 
staff of the New York Press. 

Charles J. Hrill, sporting writer on 
the Oklahoman, Oklahoma City, has re¬ 
signed to become associated with .less 
Willard ns publicity agent. 

R. .T. Sylvia, who has been connected 
with the New York office of the Pliiladel- 
phia (Pa.) Press since NovenilK>r, 1012, 
has resigned to accept a position on the 
Hoston Glol)e advertising staff. Hoston 
is Mr. Sylvia’s old home, and he is mak¬ 
ing the change principally on that ac¬ 
count. 

E. St. F'lmo Lewis, formerly advertisitig 
manager of the Hitrrotighs Adding Ma- 
<'hine Co., and now vice-]>resident of the 
.\rt Metal Construction Co. of .Tamestown, 
N. Y'., has been elected president of the 
Hoard of Commerce of that city. 

(Jleeson Murphy, for the last few years 
manager of the Detroit (Mich.) branch 
of the H. K. McCjtnn Company of New 
Y’ork City, has resigned, and is now as¬ 
sociated with Carl S. von Poettgen, of 
Detroit. 

■Mfred D. Dunk, former manager of 
New Y^ork City and Denver, Colo., ad¬ 
vertising agencies, has l)een engaged ns 
advertising manager of the Puritati Ma¬ 
chine Company, of Detroit, Mich. 

Robert F. Hall has be»-n elected pub¬ 
licity manager of the Universal Port¬ 
land Cement Company, with headquar¬ 
ters in Wiicago, Ill. Ylr. Hall has been 
connected with the sales department of 
the company for the past six years. 

Frederick K. Reybold, of the Philadel¬ 
phia North American, has been made 
managing editor of the Wilmington (Del.) 
Every Evening. 

YValter Mueller, sales and advertising 
manager of the wholesale perfume depart¬ 
ment of A. A. Y'antine & Co., Inc., was 
elected secretary of the .Manufacturing 
Perfumers’ Association of the United 
States, at their annual meeting in New 
Y'ork City, April 27 to 29. 

R. H. Dort, formerly manager of for¬ 
eign advertising for the Albany (N. Y'.) 
Knickerbocker Press, has been apjmint- 
ed advertising manager of the Dort Mo¬ 
tor Company of F'lint, Mich. 

H. W. Sehl, formerly associated with 
Stanley Clague in the advertising busi¬ 
ness in (Chicago, 111., has ojieiied the Sehl 
Advertising Agency in that city. 

De Forrest Porter, for many years en¬ 
gaged in advertising work in Huffalo, 
N. Y'., has opened an agency of his own 
in that city. Mr. Porter is just con¬ 
cluding a successful term as ])resi(lent of 
the Huffalo Ad Club. 

NEW Al) INCORPORATIONS. 

Dovkh, Dkl.—Attraction Advertising 
Company ; >,(KX). P. R. llansell. Phil¬ 
adelphia, and George II. H. Martin and 
S. C. Seymour, Camden, N. .1. 

Ci.KVKi.ANi), O.—The Poi)ular Products 
Profit-Sharing Company; .To- 
sepb II. Dyer. A. C. Armstrong. .1. 15. 
■Merrian, L. E. .Tones, YY’. D. tSardner, 
YY’illiam G. Rippey, YY’. II. Redwine. 

Nkw Y'ork, N. Y.—Y’an Hens<'bolen 
.Ydvertising .Ygeney ; .$ir).0(M). F’’. R. and 
.1. C. Y'an Henschoten, Syracuse. N. Y’. 

LIVE AI) CLUB NEWS. 

The Advertising Club, of St. T.ouis, 
Ylo., is organizing a baseball team from 
its seven hundred members, each of 
whom will l)e given a try-out. The 
nine’s principal engagement will l>e in 
Chicago on Jtme 20, when it will play the 
Chicago -Advertising CTub’s team. 

The .Yssociation of National Adver¬ 
tisers affiliated with the Association of 
-Ydverlising Clubs of the YY’orld. held a 
three-day session at the Hotel Statler. in 
(leveland, Ohio, beginning April 28. One 
Imndred and ten representatives of na¬ 
tional advertisers were in attendance. 

A code of principles to govern the 
stand of the Fort Worth (Texas) Ad 
Men's dub on all advertising schemes is 
being prepared by a s])ecial club eommit- 
tee. This action is being taken as a 
means of protecting the Fort YY’orth mer¬ 
chants from fake advertising schemes. 

The Y’oungstown (Ohio) .Advertising 
Club has selected May 18 as the date for 
holding their first Press night. A ban¬ 
quet will be given at which representa¬ 
tives of all civic organizations and a 

numt)er of well known newspaper men 
will Ih“ the speakers. 

The Haltimore Advertising Club held a 
large and enthusiastic meeting last week 
on the roof garden of the Emerson Hotel 
in connection with their campaign to ob¬ 
tain a thousand new members. Mayor 
Preston and Col. .1. YY’. Hook addressed 
the gathering and the preformers at the 
llil)podrome and the members of the 
-Aliorn Dpera Conqiany furnished some 
tine entertainment. 

The YY’estern -Advertising Golfers’ As¬ 
sociation, of Chicago, is planning a 
monthly series of one-day golf tourna¬ 
ments to be In’hl througliout the sum¬ 
mer and fall. The first one will be staged 
this month. 

Bratlfield to king Motor Co. 
11. C. Hradtield. of Indianapolis, Ind., 

formerly advertising manager of the Cole 
Motor tYir C-o., has joined the organiza¬ 
tion of the King Motor Car Co. of De¬ 
troit, Mich. 

Air. Hradtield is an enthusiastic advo¬ 
cate of newspaper advertising for auto¬ 
mobiles, and will no doubt produce some 
big business in his new connection. 

Dilchelt vs. Hoge, re Coupons. 

The New Y’ork .Advertising YIen’s 
League, at the .Aldine Club on Ylay 11, 
will listen to an address by S. 11. Ditch- 
ett, editi.r of the Dry Goods Economist, 
in oiqH)sition to the profit-sharing cou¬ 
pon. I'A Hunter lloge, of Frank Seaman, 
Inc., will speak in favor of the coujion 
l)lan. 

Huntsman Moves Up. 

R. F'. R. Huntsman is getting up in 
New Y’ork business circles. Ills latest 
move is to a suite of offices on the -Itith 
floor of the YY’oolwortb Tower. He has 
taken the Manhattan office of the Brook¬ 
lyn Standard Union with him. 

PUBLISHER’S NOTICE. 
Siitwcrlpt Ion r Two Dollars a .Tear In the 

I'liitefi StntoR and rolonial I'oHKORHionR, a 
yoar in Canada and fon*i>rn. 

It Ih suRfceatod that tlio puidiration ahoiild 
!*i* inailod to the homo addnss to insuro pn>mpt 
delivery. 

Tlie Kdltor and Puldisher pa>re eontalna G72 
a^’ate Uries, 1G8 on four. 

The eoluinns are 13 pleaf*. 
.XdvertiRinp Kates: Transient Display, 2.V. 

ail acate line. 
1 Iheral diseouiits are allowed on either time 

or Npaee contrnetH. 
Small advertlKpinents umler proi>er elasslflea- 

tloii Yvill he ehnnred a« folh»w»: For Sale and 
Help Wanted, fifteen cents a line; KnsIneRs Op- 
lH»rtuni(y and Miscellaneous, twenty-five cents 
a line. «ind Situations Wantetl. ten cents a line, 
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The Kdltor ami I'lihllsher can he found on 
sale each week a! tie followiiu; news-stnds: 
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1 astuueiit eiitranee to Suhway: Krentano’R lhN»k 
Store. Twcnty-Rixtii Street and Fifth .\venue 
and Maek’s. i»|)iH>sitc Macy’s on Tlilrty-fourth 

Street. 
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Streets. 
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Street. 
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teenth Street, N. W. 
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Cleveland—Schmeiier’R News Store. SuperU*r 
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Detroit —Solomon News Co.. GO T arm'd Street. 

W. 
San Frauclsi-o R. .1. Rldwell (’o., 7-42 Market 

Street. 
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CANADIAN JOTTINGS. 

Newspaper Scrap at Montreal—Russia 

Wants War Cartoons—Effect of War 

Taxes on Advertising—Campaigns to 

Provide Smokes for Soldiers—Several 

Libel Suits Brought by Postmaster 

General Attract Much Attention. 

(Special Corre»pondrnee.) 

Tobosto, May 2.—Montreal newHpai)er 
ciirleK are exen-iaed at present over an 
altercation in which the Daily Mail and 
the Herald-Telegraph are involved. Two 
directors of the former pai)er sold to the 
Dominion (lovernment certain pnii)erty 
lying near the Grand Trunk Station, to 
l)e used as a sub-postal station. The 
Herald-Telegraph published articles com¬ 
menting on the transaction, charging 
among other things, that an excessive 
price had been paid for the proi»erty. 
Ijtst Friday, on the complaint of M. E. 
Nicholls, managing director of the Daily 
Mail, a summons was issued, calling upon 
11. Gordon Smith, managing editor, and 
H. H. I>eithead, secretary-treasurer of the 
Herald Publishing Co., to appear before 
the court and answer a charge of 
criminal libel. The court also granted a 
lietltion for a warrant to search the 
Herald premises for the original manu¬ 
scripts of the alleged libelous articles. 

RUSSIA WANTS CLIPPINGS. 

A somewhat unique order was receive<l 
re<entl.v by the press clipping department 
of the Might Directories, Ltd., Toronto. 
The liussian (iovernment asked for clip¬ 
pings of all carbsms which have api)eared 
in t'anadian newspapers bearing on the 
war. Some of them are to be pla(“ed on 
file in a museum in 1‘etrograd, while 
others are to be reproduced in Russian 
pai»ers. 

11. K. Willmot, for several years rej)- 
resentative of the Toronto Glolw* in the 
Press tJallery of the tintario Legislature, 
has rec<‘ived an apisjintment as publicity 
agent of the wnw'rvative party in the 
provime with a nominal position on the 
(slitorial staff of the Toronto News. 

Canada’s new war taxes came into 
effect recently. There is now a one-<-ent 
imiK)st on all first-class mail matter, to 
be prepaid by a siiei'ial stamp. News- 
pa|>er publishers anticipate that some of 
the money which went heretofore into cir¬ 
culars will be diverted into the advertis¬ 
ing columns of the press. 

.T. E. Scott, circulation superintendent 
of the Glolie and a memlier of the staff 
for 2r> years, was presiuited with a sec¬ 
tional bookcase and an engraved gold 
wati-h on leaving to accept a similar posi¬ 
tion with Toronto Saturday Night. 

Following the example of the Calgary 
Herald; the Regina fjeader, Montreal 
Gazette and Ottawa .Tournal have started 
cigarette and tobacco campaigns for 
('anadian soldiers in over-seas sendee. 
Subscriptions of 2.'> cents or $1 are askeii 
for. for which packages containing ci¬ 
garettes. tobacco and matches are sent 
from fjondon, freight and duty free, to 
the troops at the front. Tlie names of 
donors are published in the papers and 
they have the privilege of enclosing a 
card with each package. 

POSTMASTER WANTS DAMAGES. 

The Montreal Herald and !>> Soleil, 
of Quebec, are being sued for liliel by 
former Postmaster-General Pelletier in 
connection with statements made relative 
to the purchase of property near the 
Bonaventure Station. Montreal, for pos¬ 
tal purposes. The Herald charged that 
the transaction involved a conspiracy to 
hold up the government for a much 
greater sum than the property was worth 
and that revelation concerning it led to 
the resignation of a federal minister, Mr. 
Pelletier’s name being implied. 

Considerable apprehension is being felt 
at the moment over the condition of W. 
M. O’Beirne. publisher of the Stratford 
Beacon and president of the Canadian 
Press Association, who sutfered a stroke 
of paralysis last week. The seriousness 
of the case may be judged from the fact 
that a request has <-ome to the head otfice 
of the association that some one should 
be named to take over Mr. O’Beirne’s 
duties for the balance of his term and a 

meeting of the managing board has been 
called for the purpose. 

At least two young Canadian news- 
pai)ermen lost their lives last week in the 
Battle of Langemark, in which the 
Canadian division was engaged. Lieut. 
.Joseph Adolph Dansereau, who was ad¬ 
jutant of the 48th Highlanders of To¬ 
ronto at the time of his death, was a son 
of C. A. Dansereau, editor of Montreal 
Ija. Presse; Ideut. Harvey B. McGuire 
was a son of B. McGuire, e<litor of the 
Orangeville Banner. Both were talented 
young journalists and very popular. 

COBKESPONDENT.S BITTURN. 

The Canadian war correspondents are 
straggling home, having come to the con¬ 
clusion that it was quite useless to stay 
where they could not pick up even a 
crumb of news. W. Marchingtoi^ of the 
Toronto Globe; C. Beresford Topp, of the 
.Mail and Empire, and J. A. Mcliaren, of 
the World, are all hack this week. 

INDIANA EDITORS MEET, 

New Organization Formed at Two Day 

Conference at State University. 

President William L. Bryan, of Indiana 
University, welcomed over one hundred 
newspaper men from all parts of the 
State at the opening session of the In¬ 
diana Newspaper Conference, held at the 
I'niversity of Indiana, at Bloomington, 
«)n April 29. Mrs. Mindwell C. Wilson, 
of the Carroll County Citizen, responded. 

The meetings were crowded full of 
discussions of te<'hnical newspai»er prob¬ 
lems. Richard Waldo, advertising mana¬ 
ger of the New York Tribune, and Don 
C. Seitz, of the New York World, were 
unable to Ite present, but their papers 
on “Putting the Newspaiter on the Adver¬ 
tising Map” and “Making Small Papers 
Pay Profits’’ were read. Among the 
speakers who addressed the conference 
were: Claude D. McVey, T.«hanon Pio¬ 
neer, on “The Country Correspondence”: 
IT. H. Smith, of Indiana Universit.v,. on 
“A Cost System for the Country News¬ 
paper” ; George B. IxK-kwood, Muncie 
National Republican, on “The Editorial 
Page,” and .Julian Hogate, of the Dan¬ 
ville Republican, on “The Obligation 
Upon tbe J’ress.” 

The Bloomington Chamber of Com¬ 
merce were the hosts of the editors at a 
banquet on the night of April 29. San¬ 
ford F. Tetir, president of the Chamber 
of Commerce, was toastmaster, the speak¬ 
ers on this orrasion being Miss JJlanclie 
C. Foster, president of the Women’s 
I’ress Club of Indiana ; Charles C. Sefrit, 
Washington Herald ; Congressman Henry 

Barnhart; .J. Warfield, I>adoga 
Jjeader. president Indiana Asswiated 
Weeklies; A. W. McKeard, of Indianapo¬ 
lis. and Oscar H. Cravens. Bloomington 
World. 

A preliminary organization of what is 
intended to l)e a iiermanent non-political 
association was formed. The members of 
this organization feel that a great deal of 
time is wasted at e«litorial association 
meetings and hope to establish permanent 
headquarters at Indianapolis, where they 
may seriously discuss real newspaper 
problems. The officers of the association 
are: Charles G. Sefrit, Washington 
Herald, president; Miss Blanche C. Fos¬ 
ter. vice-president; Jjew’ G. Ellingham. 
Decatur Democrat, secretary, and Mrs. 
Mindwell C. Wilson, treasurer. 

Peekskill Evening News Sold. 

Within the last few da.vs a contract has 
l>een executed by which the ownership of 
the Peekskill (N. Y.) Evening News 
was transferred by the estate of Ralph 
W. Shertzinger to W. H. H. MacKellar. 
of Peekskill. During the life time of Mr. 
Shertzinger. the Evening News was one 
of the most important small dailies of the 
Hudson Valley and under the ownership 
of Mr. MacKellar, who is a prominent 
business man of Peekskill, the paper 
should continue its prosperous condition. 
Mr. MacKellar has had some newspaper 
experience on the Evening News. This 
transfer was effected through Harwell, 
Cannon & McCarth.v. newspaper brokers. 
Times Building, New York City. 

BOSTON’S ACTIVITIES. 

Travel Coupons Extensively Advertised 

in the Daily Newspapers—Pilgrims to 

Visit New Haven and Put on a Show 

—Women’s Publicity Cluh Meets A 

Few Personals About the Live Ones. 

(Special Correspondence.) 

Boston, May 5.—The big feature in 
newspaper advertising during the past 
week has been the large amount of space 
used by the New England Trade Travel 
Company in calling the attention of the 
women of New England to their “travel 
coupons.” The advertising states that 
the company “offers a mile of travel for 
a dollar of trade.” The idea is for 
women to patronize certain stores, where 
coupons may be obtained. When a suf¬ 
ficient number of these coupons have 
been collected they may be exchani^etl 
for railroad, steamlxiat or trolley tickets. 
Wood, Putnam & Wood are placing this 
advertising. 

The New’ Haven Publicity Club has 
invited the Pilgrim Publicity Association 
to put on a show at their meeting May 
19. The “show crowd” of the P. P. A. 
has accepted this invitation and is mak¬ 
ing plans, under the direction of Carroll 
Swan, for one of the best shows ever 
staged by the P. 1’. A. The members 
who went to Springfield recently in a 
special car to attend a meeting of the 
Springfield Publicity Association made 
a gieat hit with the show they put on. 

W. Carroll Hill, who has been doing 
the publicity work for the Suffs, has re¬ 
signed. The position is now being filled 
by William ^fcMasters, who has written 
the Gale & Kent tailoring advertising 
for years. Mr. Hill is now doing general 
publicity work. 

The Riker .Jaynes Company is using 
hundreds of lines of space in the Boston 
newspapers on a spring campaign. 

In an address before the Women’s Pub¬ 
licity Club at the Thorndike the Rev. 
William H. Van Allen declared that there 
is too miudi lying in business, politics and 
social life. Rev. Van Allen was speaking 
on the subject of “Truth.” Mrs. George 
B. Gallup presided at the luncheon and 
meeting. Among other speakers at the 
luncheon were Mr. Gallup, newly elected 
president of the P. P. A.; Major Patrick 
O’Keefe, retiring president, and William 
Woodhead of San Francisco. Mrs. 
Eleanor H. Porter was guest of hono^ 

The reproach that Americans regard 
the truth carelessly Dr. Van Allen attrib¬ 
uted to the fact that American humor, 
whieh encourages exaggeration and tbe 
use of the hyperbole, is inisunderstood 
by other nations and to the American 
habit of wishing to say something pleas¬ 
ing at the sacrifice of our real feelings. 

Mr. IVoodhead said, among other 
things, that every woman is a l)orn ad¬ 
vertiser. “Two-thirds of the advertising 
written by men could be just as well 
done by women l)ecause it is advertising 
women’s apparel. Truth is the great 
business principle of advertising, and 
Mrs. Consumer holds the key to the 
situation. When she insists on getting 
the value of her money from that mo¬ 
ment advertising will be truthful.” 

H. F. Brock, city editor of the Post, 
recently addressed the students of Harry 
B. Centers’ class in journalism at Bos¬ 
ton University. Mr. Brock talked for 
alwut an hour on newspaper work as 
viewed from the position of the city 
desk. 

H. Lyman Armes, of the Post, ns the 
result of his success in developing the 
“Build Now” campaign. is being 
swamped with various kinds of offers and 
pro]>ositions from all kinds of trade pub¬ 
lications that deal with the various rami¬ 
fications of the building trades. He has 
accepted the position of Boston and New 
England representative of the New York 
J.,umJ)er Trade .Journal. 

.1. D. Doyle, formerly telegraph editor 
of the Bakersfield Californian, Bakers¬ 
field. Cal., has recently joined the Post 
staff as a reporter. JJoyle graduate<l 
from Dartmouth College in 1912, and is 
a New England man, but has J>een in the 
newspa|>er business in California ever 
since that time. Roy Atkinson. 

NATIONAL ADVERTISERS 
(Conlinued from page 1020.) 

(k'orge S. Parker, O. C. Harn, >S. Roland 
Hall and Wm. H. Ingersoll. 

RESOLUTION ON AGENCY RELATIONS. 

At the afternoon session on Friday, 
the Executive Committee presented a re¬ 
port showing the progress that had heen 
made with respect to agency relations. 
Expressions were taken from memliers 
present on various matters connected 
with the service and methods of payment 
of advertising agencies. The association 
unanimously passed the following resolu¬ 
tion: 

“Whereas, This Association has taken a 
position adverse to the prevailing advertis¬ 
ing agency system, 

“.And whereas, while there has been since 

our last declaration a commendable effort 
upon the part of some publishers and of 
some agencies to better conditions, never¬ 
theless none of the steps so far taken reach 
to the root of the objection, 

“Be it therefore resolved. That we re¬ 
affirm our conviction that some change 
should be made so that the compeOMtion 
for the agency service may be fitted to the 
amount and quality of the service rendered 
and may be a matter of agreement between 
the agent and the advertiser rather than 
between the publisher and the agent.” 

A very interesting address on “Color 
in Relation to Advertising” was made by 
Arthur F. Allen, of New York City, which 
was illustrated by scientific demonstra¬ 
tions of relative color values, the deter¬ 
mination of colors to an exact degree, 
etc. 

Wednesday, Thursday and Friday, 
Round Table IJiscussions on a great many 
questions and problems of particular iii 
terest to individual members present 
were held during the three days’ meeting. 

A resolution was also passed extend¬ 
ing to the members of the Cleveland Ad¬ 
vertising Club and Tim Thrift, chairman 
of the Cleveland Programme Committee, 
its most cordial appreciation and thanks 
for the excellent arrangements for the 
success of the meeting and the splendid 
entertainment it had received at their 
hands. 

Invitations to hold the next meeting of 
the association in their cities were re¬ 
ceived from the Merchants’ Association 
of New York, the mayor of Biiflalo, the 
Buffalo Cliamber of Commerce, the 
Greater Dayton Association, the Cincin¬ 
nati Board of Trade, and numerous other 
organizations. 

SIX POINT LEAGUE LUNCHEON. 

Major O’Keefe of Boston Tells of a Big 

Advertising Market. 

The Six Point League luncheon at the 
Martinique Hotel last Tuesday was ad¬ 
dressed by Major Patrick F. O’Keefe, of 
Boston, Mass., past president of the Pil¬ 
grim Ibiblicity Association, who took oc¬ 
casion to bring to the attention of his 
hearers the truly wonderful possibilities 
of New England as a fertile field for the 
cultivation of advertising. 

He gave some startling statistical 
data, showing, for instance, that New 
England is one-fiftieth the area of the 
United States; that it has one-four¬ 
teenth of the population and produces 
one-seventh of the manufactured pro<l- 
ucts. One-half of the textile mills of the 
country are in New England; .30 per 
cent, of the cotton goods, one-third of 
the woolen goo<la and two-thirds of the 
shoes of the country are produced in 
New England and other manufacturing 
industries proportionately. 

He pointed out that the present gen¬ 
eration of New England business men 
are breaking away from precedent and 
are relying more and more upon up-to- 
date advertising methods rather than 
tradition to create new business. 

Dan A. Carroll was appointed to repre¬ 
sent the Six Point I.eague on the board 
of the Bureau of .Advertising of the 
A. N. P. A. 

Ixuiis Gilman was appointed chairman 
of a.committee composed of W. C. Bates, 
E. S. Cone. W. G. Carpenter and S. C. 
.Stevens appointtsl to investigate and re¬ 
port on the premium evil and its prob¬ 
able effect on newspaper advertising. 
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LIVE TOPICS DISCUSSED BY OUR READERS 
(Under this eaptlou we will print each week letters from oiir readers on subjects of 

interest connected with newspaper puldisbiiiK and advertising. Any publisher who de¬ 
sires help In the sidution of his problems, or who lias pronounced views on any subject 
<-onnected with the Imsiness, is Invited to isiiitiihute to this column. We are confident 
that such a i-oliium i-aii be made of ttreat value throiiKh the co-operation of our 
readers.—Bd.l 

What a Line of Type Costs 
* Nkwark, Ohio, Daily Advocate, 

April 19, 1915. 
The l^DITOR AND PCBLISHER. 

I have rend with Interest the article of 
Mr. Bartlett on the “Cost of a Line of 
'I'ype” and the comments of other publishers. 

I am a member of the Columbus Ben 
Franklin Club, and I have always con¬ 
sidered the publishing of a newspaper In 
the same light I would If you brought me 
iin order for 1,000 envelopes or 1,000 
booklets. 

If you treat the newspaper the same as 
you do job work Und I can see no reason 
why you should not) then the total cost, 
less the receipts from your subscription, 
must give you the net cost of the white 
space. For example: 

Supimslng It costs you $100 a day to 
print 1,000 copies of an eight-page paper 
all news matter, no advertising. You 
would have a cost of $2,600 for 26 Issues, 
•r one month. You would have to charge 
your subscribers $2.60 per month if you had 
1,000 subscribers In order to meet the 
actual costs of printing. 

Now you find that you can sell space In 
your paper up to, say, 40 per cent, of your 
space. You know It Is Impossible to sell 
the 1,000 copies to subscribers at $2.60 to 
meet your expenses, so you decide on making 
the price say 50 cents a month. You will 
now have an income of $500 from your 
circulation. 

It costs you $2,600 to produce the paper; 
you get $500 from subscribers ; this leaves 
you $2,100 net cost. Now go a step 
further. You have In an eight-page paper 
each page containing 140 inches or a total 
of 1,120 inches each Issue and for 26 issues 
29,120 Inches you fill with news matter or 
advertising. It Is considered best to carry 
about 40 per cent, advertising and 60 per 
cent. news. B'orty per cent of 29,120 Inches 
equals 11,648 Inches you can carry in 
advertising during the month. 

We found above that It cost us $2,100 to 
produce the 1,000 copies after selling the 
1,000 copies to subscribers at 50 cents a 
month. This will give us a net cost of 
approximately 18 cents an inch in order to 
get back the original cost of printing. 

I cannot see how you can change this 
especially on a country daily. Circum¬ 
stances may alter cases In large metro¬ 
politan dallies. 

I have no data to give exact figures, but 
I expect to have, since In the shop where I 
am employed we have a cost system es¬ 
tablished in the Job department alone. 

I find the great trouble with country 
printers is that they are afraid to get to¬ 
gether and talk and help one another as 
other business men do. Most printers want 
to get together and establish prices Instead 
of trying to help each other solve their 
problems. This Is gradually being changed 
by the organizations, such as the Ohio 
Printers’ Federation, Ben Franklin Clubs, 
etc. The only way to find out what a line 
»f type costs is to adopt a cost system and 
nin It for a couple of years then strike 
an average. Once this is done you can 
then apeak with some authority as to what 
a “Line of Type Costs.” 

W. J. Bower.s. 

Wants the Ad Men Included 
'' Chicaoo, April 18, 1915. 

The Editor and Publisher : Knowing 
nothing of “the primrose path of higher ad¬ 
vertising” and being no full-fledged news¬ 
paper man, my efforts in both fields having 
lieen of a desultory character, it is obvious 
that I am not speaking for myself, when 
urging the care taking of superannuated 
and Indigent ad writers In connection with 
the Home for .Tournallsts, as proposed by 
.John Brisben W’alker. 

When I was In New Y’ork I hroachwl the 
matter to Mr. Tom Dreler and had some 
correspondence with Mr. S. C. Dobbs. The 
latter, the quintessence of kindness, seemed 
to be of the opinion that admen and ad- 
wrlters. too, were engaged In so lucrative a 
pursuit that they hardly ever knew a period 
of Impecunloslty, nor are they likely to 
ever face the hunger wolf. I took Issue with 
Mr. Dobbs at the time. I disstmt from his 
view now. 

It Is probable that .vou. who have a liv¬ 
ing Interest In this matter, and every one 
of your readers, would consistently support 
the claim of an adwriter, who, having 
(Town old in the service, and not having 
laid up the proverbial nest egg, who asked 
for bed and bread on the score of funda¬ 
mentally faithful service. Just as readily as 
you would those of the Simon-pure news 
writer. 

The distinction of being a newspaper man 
with all Its halo of fame and glory may he 
in part compensation for the labor, hut It 
doe* not stand to reason that newspaper 

men are drawing less wampum than ad- 
wrlters, averaging both occupations. I 
cannot find any but a sentimental reason 
why newspaper men should have a “Home" 
and adwriters not—except that adwriting 
is commercialized, while news reporting is 
not, the latter being somewhat of a myth, 
though Francis Ilackett might hold that 
newspaper men are less mercenary than ad¬ 
writers. I believe. It's nip and tuck with 
the odds favoring the nip. 

If the home is to be a defense against 
the bleak, beggary days which come In a 
large degree to all who rely on the pen for 
a livelihood, then by immutable first prln- 
<lples the asylum should be equally for all 
branches of the so-called writing profession. 

Hilton Z. Sonneborn. 

RENDERED A GREAT SERVICE 
(The following are some of the recently 

received expressions oil appreciation con¬ 
cerning the publication in these columns of 
the government statements of circulation 
and ownership.—Ed.] 

O. ir. Holmes, of the Prances 
Holmes Advertising Agency, Los -Iw- 
gcles. Cal.—“The list of government 
statements of all daily newspaiiers, con¬ 
tained in this issue of The Editor and 

I’l.'iiLisiiER, should be of very great 
convenience to an advertising agency, 
and we shall certainly place it on file 
for future reference. 

Richard A. Foley, Advertising Agency, 
Inc., Philadelphia, Pa.—“This was a very 
good thing for you to do, and it is in¬ 
formation which should prove of con¬ 
siderable value to advertisers and adver¬ 
tising agencies.” 

H. IV. Doremus, of the Doremus and 
Morse Advertising Agency, New York. 
—“It certainly showed a great deal of 

enterprise on the part of The Editor 

AND ruBLisiiEK to get this mass of val¬ 

uable information together for the ben¬ 

efit of those interested.” 

E. M. Fugazzi, of the E. P. Rem¬ 
ington Agency, Buffalo, N. Y.—“We 
were very much pleased to secure a 
co|).v of The Editor and Publisher 

containing the statements made by the 
various newsiiaiiers to the government. 
We have endeavored b.v direc't corre- 
s))ondence to get this from the pub¬ 
lishers, and there were quite a number 
of them that failed to respond. We 
have already referred to this quite fre- 
(|uently, and it no doubt will prove val¬ 
uable to many- others who have any¬ 
thing to do with the selection of medi¬ 
ums, for the purchasing of advertising 
space.” 

./. C. Benson, the Dorland Advertising 
.igcncy, Atlantic City.—“We consider 
your publication of the sworn statements 
of the daily newspapers of the United 
States, as presented by your publication, 
to he of strong value, and the compact 
form in which these statements appear 
make a ready reference and a useful 
one. We shall keep this number on file 
with our circulation data and feel that it 
will be a decided time-saver.” 

Tricks Played on the Devil. 

F. D. Caruthers, assistant business 
manager of the New York World, tells 
this story of his “devil” days in a news¬ 
paper office in Paris, Ky. 

“One of the stunts was to send the 
devil from the Paris Post Office to the In¬ 
telligencer office, now consolidated as 
the Post-Intelligencer, for an ‘artificial 
thin space.’ 

“Each office used to ‘wet down’ its 
pile of paper, liefore printing on Wash¬ 
ington hand press. A laiard was put 
on paper, and a square block of granite, 
weighing about 80 pounds, would lie 
placed on the board as a weight. 

“This granite block would be placed 
in a gunny sack and the ‘new boy’ would 
drag it across the public square from 
an office on the southeast corner. Of 
course, work stopped in both offices and 
the windows were full watching the boy 
drag his load. 

“Some one of us always had to see 
that the block got back home. The new 
l)oy would mutiny. 

“As some comic artist has said, ‘Them 
was the happy days.’ ” 

CHANGES IN INTEREST 

Kokomo, Ind.—Frank 1). Miller, a 

local business man, is now president of 
the comiiany owning and publishing the 
Dispatch. 

UicHMOND, Va.—A. U. Ilolderby, Jr., 
for the past ten years business manager 
of the Evening Joiirnal, has disposed of 
his interest in the pajier to Col. A. H. 
Williams, of this city, and will enter the 
real estate business here. 

El 1’aso, Tex.—F. Wyche Greer, gen¬ 
eral manager of the Times, has purchased 
that paper from the El Paso Times Com¬ 
pany. The consideration was given as 
$1100,000. 

Dunkirk, X. Y.—C. J. Sprague, pro¬ 
prietor of the .lamestown (N. Y.) Demo¬ 
cratic Daily News has purchased the 
Herald. 

.Toliet, III.—The Daily News has sus¬ 
pended publication and its circulation 
and assets have been largely taken over 
by the Evening Herald. Congressman 
Ira C. Copely, owner of the Herald, who 
luirchased the News some time ago, de¬ 
cided to publish only one evening paper 
here. 

•■Vtchison, Kan.—A stock company 
comiHisM'd of Sheffield Ingalls, Wilbur C. 
Hawk. (). A. Simmons and A. S. and 
E. P. Andereck has been organized to 
succeed Andereck Brothers as owners and 
publishers of the Daily Champion. 

Houston, Tex-—The printing plant of 

the Telegram Publishing Company was 
sold at public auction on April 22, by 
a receiver. It is announced that a stock 
company is being formed to issue a new 
morning paper. 

Shelbyvtlle, Ind.—John J. Wingate, 
editor of the .Morning News, has dis¬ 
posed of his interest in the paper to 
Ixiuis E. Holtman, Gleiidon F. Hackney, 
and Emil and .Joseph lieutgeiieau. Mr. 
Wingate, who has been connected with 
Indiana newspaiiers for more than fifty 
years, will retire. 

NEW INCORPORATIONS. 

New York City.—Rogers Silverware 
.Advertising Bureau. $10,t)0Q; advertising, 
premium stamps. H. H. Waller, W. A. 
Winter, C. D. Clark. 

Troy, N. Y.—Byron G. Moon Com¬ 
pany, $5,000; advertising. K. D. Groes- 
heck, E. H. Walker, Byron G. Moon. 

Shawnee, Okla.—The News-Herald 
Puhlishing Company has been incor¬ 
porated with a capital stock of $25,(KM). 
Incorporators; Otis B. Weaver, M. 
.Ternigan and I.i. Cranston. This com¬ 
pany will publi.sh the News-Herald as a 
daily morning paper, and is formed by 
the consolidation of the two companies 
formerly publishing the News, an after¬ 
noon Republi<*an paper, and the Herald, 
a morning Democratic paper. 

The Multiple 
Linotype Way Is the 

Modern Way 

It needs the .same kind of skill 

and g^enius to set type well by 

hand that it takes to set type 

well on the Linotype. The 

hand compositor, who fails in 

appreciation of beauty of type 

form and arrangement, fails 

by hand—he would also fail 

with the Linotype 

MERGENTHALER LINOTYPE COMPANY 

TRIBUNE BUILDING, NEW YORK 

rillCAr.O S.\N FR.\NCISCO NEW ORLE.ANS 

( A.\.\DI.\X LINOTYPE, LI.MITED, TORONTO 

A new moatkly maRazine devotad to the Jitney intereel* 

There are many thousands of Jitney busses in CONSTANT use. 

Tremendous mileage—Large orders from dealers and manufacturers 

—A new field for advertisers. Write for particulars. 

PALMER PUBLISHING COMPANY 
225 nFTH AVENUE. NEW YORK 
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TIPS FOR THE AD MANAGER. 

Cowfii Coinjmiiy, 50 L'liioii smiare, 
New ^ork City, is puttiiig out larj^e 
i-opy lor 1’. Ltii'illard Company (.Murad). 

ISroiiitiold <Jt Field, liic., 171 Madison 
avenue, New York, are placing a ten- 
iucli advertisement in a list ot eastern 
daily ne\vbpa{H-rs for the Department of 
Tours, (Jliicago, Union Pacific and North¬ 
western Line. 

.lean Dean Barnes, 354 Fourth avenue. 
New \ork tlty, will shortly place or¬ 
ders with the same list of papers as la-t 
year foi H. I’riestly & (Jo., “I'riestl.i 
Craveiiette .Mohair Suits,” and C'ouit- 
auld's "Cravenette Escorts,” 354 Fourth 
avenue. New York CHty. 

The .Masseiigale .Advertising .Agency, 
Candler Building, .Atlanta, Oa., and 
D'.Arcy .Ad\ertising (Joinpany, Interna¬ 
tional Life Building, .'st. Louis, Mo., are 
again making eontracts with a large list 
of newspapers for the Coco Cola (Jom- 
paiiy of .Atlanta. 

.Arthur \\'<aalward, Longacre Buihling. 
New York City, is jdacing cla-sitied or¬ 
ders with some Southern newspapers for 
Blanchard Brothers, Inc., King II. (ier- 
lach, l!ith and Eighth avenue, Br(Htklvn, 
N. Y. 

(ieorge Batten Company, Fourth .Ave¬ 
nue Building. New York t'ity, it is re- 
jiorted, will shortly issue orders to news- 
pa|M‘rs for the (Jliipiot Cluh (Joinpany, 
•■( . C. C.” Products, Millis, Mass. 

Calkins & Holden, 250 Fifth avenue. 
New York City, are issuing copy to a se- 
lei ted list of newspafiers for II. J. Heinz 
&. Co., “Heinz Pnxlucts,” Pittsburgh, Pa. 

E. l>'l!oy Pelletier, Detroit, Mich., is 
rejMirted to have charge of the newspaja-i 
advertising of the Reo Autoniohile Com¬ 
pany. Di'troit, Mich. 

.1. AValler Thompson Company, 44 Ea»t 
2:{<l street. .New A'ork City, is making 

1. contracts with a seler-ted list of 
newspa|>*Ts for C. .1. Moffett .Aledicine 
( onipuny, St. Ixiuis, Mo. 

.Morse international .Agency, Fourth 
avenue and .‘toth street. New York City, 
generally place orders alsuit this time of 
the year for the Kumford (Jhemical Com¬ 
pany. “llor-ford's .Acid Phosphate,” Prov- 
iilencr*, R. I. 

(ieorge I... Dyer Company, 42 Broadway, 
New AOik City, is sending out orders to 
some Eastern newspap<-rs for the AA'ick 
Nairow Fabric Company, “W'ii'k's Hat 
Bands," Philadelphia, Pa. 

A\'. T. Hanson Company, “Dr. AA’illianis’ 
Pink Pills,” Schenei'tady, N. A'., has re¬ 
new e<l a few contracts where they have 
expired. 

StriH-t & Finney. 171 Mailison avenue. 
New A'ork City, are sending out orders 
to newspa|»ers where the County Derry 
Linen Com|iany. “D»*rryvale Linen,” 3fitl 
Broadway, New A’ork (Aty, secure agents. 

Jos. AA'eil Company, Jenkins .Arcade 
Buihling, Pittsburgh, Pa., is issuing or¬ 
ders to a sidectisl list of new'spa|M‘rs for 

New Orleans States 
Swera Het Paid Circulation for 6 Months 

Endinff March tl, 1915 

33,796 Daily 
Oaia ever Octobsr 1, 1914 . 525 copies 
Morninc popor LOST.7.045 copies 

Other eTcaiBc paper LOST.7,872 copies 
W> s'uirautce the liraest white home de- 

liTcr-sl erenliiK < IrciiUtion In the trade ter¬ 
ritory of New Orleena. 

Ti> reaeh e Israe majority of the trade 
proa|iertii In the Wm'sI territory the States is 
the loKleel and eeoiMMnIc medium. 

’ ('ir-'ilitinn data sent on reqnest. 

j THE S. C. BECKWITH SPEOAL AGENCY I Role Fiireiirn Representstlreo 

Xew Terfc Chiooffo St. Lonis 

the Giant Tire (Jompaiiy, “Giant .Auto 
'hires,” .Akron, Ohio. 

Johnson .Adveitising Corporation, 2(1 FJ. 
Jackson Blvd., (Jhicugo, III., is forwarding 
orders to newspapers in some Western 
cities for the ('anadian Pacific R. R. Com¬ 
pany of ( hicago. New A'ork City and 
.Montreal, Canada. 

'1 he .’sterling (ium Company, 2(HJ Fifth 
avenue, .New A'oik City, and the Aeolian 
('ompany, 211 West 42d street. New York 
City, have (raiisferrtsl their accounts to 
the Blackman-Ross Company, 95 .Madison 
aviiiuc, New York City. 

Cuipeiiter & (Joreoran, 2(5 Cortlandt 
street. New York City, are placing or¬ 
ders with a few Eastern papers for the 
\\ hile Tar Comjiany, “AA’hite Tar Moth- 
priKif Bags,” 104 John street, New York 
( ity. 

Dunlap-Ward .Advertising Company, 
123 West Madison avenue, Chicago, 111., 
is making 5,iKK) 1. contracts with news- 
pa jiers in the Western zone for the Heg- 
miith LalHiratory Company, “Noxema.” 

-lohii M. Iji'ddy, 41 Park Row, New 
A'ork City, is again |daeiiig copy with 
mail order newspapers for the Corliss 
l.imli S|s'ciaUy Coiiipaiiy, 140 West 42d 
street, .New York (Sty. 

I.yddon & Hanford, (Sitler Building, 
RfH-iiester, N. are sending out orders 
to newspapers in cities where the Roch¬ 
ester Candy Works. “Declara Camly,” 
RiH-lu-ster, N. A'., have distrihiition. 

Jones-Morton. Johnstown Trust Ruild- 
iiig, .ToliiistowII. Pa., it is reported, will 
shortly put out orders with Pennsylvania 
newspapers for the National Radiator 
('ompany, .lohnstown. Pa. 

Frank Preshrey Company, J.'iti Fourth 
axeiiiie. New A'ork ('ity, is placing or¬ 
ders with large city newspapers for the 
.lime iiiiiiiIht of Hearst's Magazine, lilt 
West 4<ith street. New A'ork Citv. 

RKCOGM/KI) AGEMS 
(Vonrhiilctl friim /mi/r 1II3S.) 

Tavlor rrltchflcliM’lagiic <’<>. (Iiic.l, Itrooks 
Bldg., riiicago. III.; Fuller Itlilg., X. Y. 
City. 

Thomas .Aflv. Scrvii-c line.), Florida l.lfc 
Bldg.. Jacksonville. Fla. 

'riioniiison-Carroll ('<>. (Ine.l, D-adcr News 
Bldg.. Cleveland. 11. 

Tlioniiison. .1., Walter Co. (Inc.), 44 E. 2.td 
St.. X, A'. I'lty : l.ylton Kldg.. Chicago, 
III. ; 201 Di'vonsldre St., Iloston. Mass. 

Tohias Bros., 2.->H Ilroiidway, .N. A'. City. 
Tomer .\dv. .Ageiiey. line.), 204 Washing¬ 

ton Ht.. Boston. Mass. 
Toiizaliti, Chas. II.. .\geney (Inc.). Kesner 

Bldg., Chicago. 111. 
Tnicy-l’arry Co. (In<-.). Isifaycde Bldg., 

Philadelphia. Pit. 
Trades .Adv. Agency (Inc.l. 11S2 Broadway, 

X. y. Cltv. 
C 

frmy, latuis A'., 41 P.srk Itow, X. City. 

A’an Cleve Co. (Inc ). 1700 Broadway, X. A'. 
City. 

A'an Ilaagcn Adv. .Agency, 1420 Chestnut 
St., I’hriadclphiii. I‘a. 

A'olkmann, M.. Adv.. Ageiii'V, ti Beekiiniti 
St. N. A'. City. 

A’reeland. E. E. (Inc.l. .‘l.M) West .ISth SI., 
N. Y. City. 

W 
AA'ade, .Adv. Agency, Old Colony Bldg.. Chi¬ 

cago, III. 
Wales Adv. Co.. 12.'. E. 2:td St.. X. Y. City. 
Walker .Adv. .Agency, ll!.", K>-artiy St., Sun 

Franclsi’o. Cal. 
Walker, Ihidle.v, & Co.. I'coph-s Oas Bldg.. 

Chicago. III. 
WnIkcr-I/ingfcIlow Co. t Inc.l, .'li.'i Boylston 

St., Boston. Mass. 
Walton .Adv. & Fig. Co., t." Exchange St., 

Boston. Mass. 
Weil. Joseph. Co., Jenkins .Arcade Bldg., 

I’lttshiirgh. I’n. 
Wetherald. Jas. T., 221 Coliimhiis .Ave., Bos¬ 

ton. Mass. 
Williams, l-'red C.. lOS Fulton St., X. 

City. 
Williams & Ciinnyngham (Inc.), .'iO E. 

Madison St., Cldcago, HI. 
Wilson, O. C., Adv. Co. (Inc.I, llearst Bldg., 

Chicago, III. 
Wlnehiirgh. M.. & Co., .".Tl! Fifth Avc., 

X. Y. City. 
Wood, Putnam & AA’otsI Co. (Inc.l. Ill 

IF-vonshlre St. Boston. Mass. 
AA'rlgliley Adv. Agency, 111 W. Washington 

St., (jhicago. III. 
Y 

A'onng. Ilenrl & Hurst (Inc.), Pi-oplcs Gag 
Bldg.. Chlmgo, III. 

7. 

Zohlan. James, 226 Fifth Ave.. N. Y. City. 

# “ABOVE BOARD CIRCUUTIONS” ^ 
The following newspapers are members of the .Audit Bureau of Circula¬ 

tions and grant the right to the organization to examine, through qualified 
auditors or independent auditing concerns, who are certified public account¬ 
ants, any and all hills, news-agents’ and dealers’ reports, papers and other 
records considered by the Board of Control necessary to show the quantity 
of circulation, the sources from which it is secured, and where it is dis¬ 
tributed. 

ALABAMA. 

NBWS .BirtninKbam 
Averat^o oirrnlatiuii for 1914; nailj. 36.2<'i5: 
Sunday, 37,702. I*rinttsl 2.207,^f4 llnon more ad- 
TortiKlng than ita neareat poiiifietltor in 1914. 

ARIZONA. 

GAZETTE .Phoenix 
(Averaf^e Clrc. Ck-t. 1, 1914, 6,125) 

CALIFORNIA. 
EXAMINKIt .I>0B Angeles 
A. B. C. Audit reiNirts sbuw largi-st Morning and 
Sunday clroiilatioii. Greatest Home Delivery. 

BUI.I.ETIX .San Franoiseo 

GEORGIA. 

JOUItXAL (CIr. .’■.7..V11I.Atlanta 

CIlItOXK'IJj .Augiiata 

IJSIIGBB .  ColuiuhiiH 

ILLINOIS. _ 

IIEUAUI .Joliet 

STAR (Clrnilalion 21,5S(I|.Peoria 

KEGISTKlt A: I.KAIIEI!.lies Moines 
EVENING TIIIIU'NE.Des Moines 
Essential to i-overing Des Moiiu-s and vicinity. 

THE TI.MES JOL'BXAI.Duhiniue 

SC(X1;SSFUI. FARMING.IH-s Moines 
Tuo.iaai eireiilatioii giiarauteeil or no pay. 
Ui-aebes more farmers in the North Central 
States than are reached liy any otlier puldica- 
tion. 

KENTUCKY. 
.MASONIC HOME JOCUNAI.Ixmisville. Ky. 
I Semi Monthly, 32 to 04 pages.) Guaranteed 
largest circulation of any Masonic publication in 
tile world. In excesa of {Nt.OOCt «M>pie8 iiiontlily. 

LOUISIANA. 
tTmKS PICAYUNK.New Orleans 

MARYLAND, 
THE SI X .~77_7., T.. . .. .7 .Baltimore 
IIhk a coiiibiiKsl net p.'iid eiri'iilatioii of 145,502 
4*<9|ib>a daily. llo.fUMi of whieh g(» I'lto boinea in 

Baltitnorf Gity and SiiiMiay net paid, 
“7.370. 

MICHIGAN. 
I*A'I liloT <No Monday laam')..!..Jackson 
.\venige 1hr(4> tiiontliK ending Mareh 31, 1915: 
I>ally. lI.34fG Suiidsiy. 13.1<>4. Menil>er “Amer- 
i«aii Newapnper Aaa'n.*’ “Gilt Edge New’S- 
|m|>epa.** and A. II. C. 

THE STATE JOUUNAI.I^Anslng 
1.4‘ndiiig afteriHion dally of Central Michigan; 

three (ditlona two eonta. 
tfimrantiHMl net cheulation, 15.00f». 

MINNESOTA. 

TKIItr.NE. Morning and Evening... .MiimeaiK>lla 

MISSOURI. 

NEW JERSEY. 

PRESS (Circulation 7,!I4.">|.Aslmry Park 

PRI'^tS-CHRONICIJ'; .Pateraon 

COPItlERXEWS .PlainBeld 

NEW YORK. 

(OPUIEK & ENQPIltER.Buffalo 
IE PIlOtiRESSO ITAl.O AMEKU'ANO.New York 

I’IaAIN DEAIjEU.IMeveland 
Cireulatioii for Mareh, 191.5: 

Hally . 128.6J-7 
Sunday . 105.JW2 

VINHICATOU .Youngstown 

PENNSYLVANIA. 

TI.MES .Erie 

DAILY DEMO( It.VT .Johnstown 

TIMt^-S LEADER .Wilkes-Barre 

SOUTH CAROLINA. 

DAILY MAH.Anderson 

TENNESSEE. 

BANNER .Nashville 

TEXAS. 

ENTERPRISE .Beaumont 
Covers East Texas and West Ixuilstana 

STAB-TELEGRAM .Fort Worth 
Net Paid Clroiilation, 35.0U0 dally. Over 60% 
more net paid city elreiilatlon and over 6,0(KI 
more net paid Sunday circulation tlian any other 
palter In Fort Worth. 

CHRONICLE .Houston 
I'he Chronicle guarantees a elreiilatlon of il.l.iaai 
dally and 4o,UUu Sunday. 

POST .Houston 
Over S0% city elreiilatlon to n-gillar siitiserih- 

ers by earlier, llie “Home Puixt” of South 
Texas, .‘Ul.liOu giiaraiitoetl. 

TELEGRAM .Temple 
Net paid cirruIaHon over O.OIS). 

HEUALD-UEPUBLICAN.Salt Ijike City 

WASHINGTON. 

POST INTELLIGENCER .Seattle 

CANADA. 

BRITISH COLUMBIA. 

POST DISPATCH .St. Ixtula WOULD .Vancouver 

MONTANA. ONTARIO. 

MI.SER .Butte FREE PRESS .London 

ROLL OF HONOR 
The following publishers guarantee circulation and willingly grant any advertiser 

the privilege of a careful and exhaustive investigation. 

ILLINOIS. 

SKANDINAVEN .Chicago 

INDIANA. 

THE AVE MARIA. 

NEW YORK, 
- EVENING NEWS.Buffalo 
.Chicago _ 

BOLI.ETTINO DELLA SERA.New York 

_ PENNSYLVANIA. 
.Notre Ihiine I'IMEB ..Chester 

NEBRASKA. QUEBEC._ 
-- -- I..A PUBMSE . 5Iontr«iil 
l-REIB PREVSE (CIr. .IJm-oln .\v. elre., 1»12. 114,.771; ’13, 127,722; ’14, 140,342 

Bichard A. Foley Advertising Agency, Roliert & MacAvinche, .30 North Dear- 
Biilletiii Building, Philadelphia, Pa., is is- liorn street, Chicago, Ill., are making 
sniiig new sehedules for Liggett & Myers 10.000 liRC, eontracts with some news- 
Tohacco Company, “Velvet Jim Smoking papers iii ltne Western zone for F. W. 
Toliaccn,” etc., St. Txuiis, Mo., anil New Devoe aTrt C. T. Reynolds (Vunpany, 
York City. paints, etc.' 
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— Publishers — 

ON TO CHICAGO IN JUNE 
is the Slogan of the 

Allied Trades 
on account of 

The Third National Exposition of the Printers, Advertising, 
Publishing, lithographing. Paper, Business Equipment, 
Stationery, Paper Box Manufacturers, and All Allied Trades 

BEING HELD in the COLISEUM, JUNE 19th to 26th 

“CONVENTION WEEK” 
of the Associated Ad Clubs of the World 

Also the International Association of Manufacturing Photo-Engravers 

Do you realize this Gigantic Exposition is only about six 
weeks away and a large part of the space is sold? 

Among those who have contracted for and reserved space to date are Manufacturers of Printing Presses, Folding Machines, 
Perforating Machines, Numbering Machines, Offset Printing Presses, Jlinding Machines, .Stitching Machines, Paper Box 
Making Machines, Mailing Machines, Printing Inks, Pajjer, I’aper Boxes, Paper Knives, Paper Trucks and Scales, Baleing 
Presses, Electric Motors, Printers Blocks and Register Hooks, Gold Leaf, Engraving, Lithographing, Photo-Engraving, 
Printing and Printing Trade Publications. 

Will You Be Among the Progressive Concerns Who Will Take Part? 

Better arrange now so that you will get your share of the 
orders, leads and publicity to be obtained through 

an exhibit in this Exposition 

Be prepared to “Ride on the crest of the wave of Prosperity” which is coming, 
hy taking space in this Exposition. 

For marked diagrams and all particulars address— 

NATIONAL EXPOSITION COMPANY, Inc. 
HARRY A. COCHRANE, President 

Suite 1305, Advertising Bldg. Telephone, Randolph sss Chicago, Illinois 
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ARE YOUR COMICS 
MAKING GOOD? 

THE BACKBONE of the circulation of the Sunday paper is the Comic Supplement. 

IF YOUR Comic Supplement is not right nothing else in your paper will take its place 

as a circulation builder. 

The Right Sort of Page makes more friends and the wrong sort of page loses more 

friends for a paper than any other single feature appearing in it. 

IN THE COURSE of fifteen years we have tested, rejected and accepted, with the 

result that we now control a combination of pages that have proven their capacity to 

“MAKE GOOD.” 

Here they are:— 

Comic Pages 
Supplied in mat form or four-page printed parts. 

Cory’s Kids, by J. Campbell Cory 
Home Wanted by a Baby, by Clare Victor Dwiggins 
Hank and His Animal Friends, by Walt McDougall 
Pa’s Imported Son-in-Law, by E. W. Carey 
The Doings of the Van Loons, by Fred 1. Leipziger 
Dem Boys, by “Karls” 

J. CAMPBELL CORY, the creator of “Cory’s 
Kids,” is one of the most famous cartoonists in the United 
States. His cartoon work during 1897 on The New York 
Evening Journal brought him into prominence and his rise 
was meteoric. 

DURING THE Spanish War he was cartoonist on The 
New York Evening World; later he became cartoonist 
for the Scripps-McRae papers, after which he joined the 
staff of The Chicago Journal. He is now producing comic 
work exclusively for us. We believe that his “Cory’s 
Kids’’ is destined to be the big kid comic of the near future. 

THE PAGES in which Cory introduces “The Gang’’ 
of real boys, full of genuine boy fun and stunts, have more 
laughs to the square inch than yards of the old-time, im¬ 
possible, sla{>stick youngsters. 

DURING THE last twenty years the work of Clare 
Victor Dwiggins has appeared in the leading papers of 
the country. His “Home Wanted by a Baby’’ was such 
a remarkable success as a daily strip that we are now put¬ 
ting it out as a full page in four colors. Every Sunday 
Dwiggins’ delightful baby “Tags” is to be found on a 
different doorstep, looking for the ideal home. Its experi¬ 
ences give the artist an opportunity to express the satire, 
philosophy and humor for which he is justly famous. 

WALT McDOUGALL is too well known as the “Dean 
of Comic Artists” to need any further commendation 
from us. It suffices to say that the years only add to the 
public interest in and appreciation of “Hank and His 
Animal Friends.” 

E. W. CAREY is doing his best work in “Pa’s Imported 
Son-in-Law,” and he has done some mighty good work 
for the leading New York and Chicago papers. He has 
recently introduced the famous film actor, Charlie Chap¬ 
lin, into the series. Since then the fun has been faster and 
more furious than ever. It would be difficult to conceive 
of a more humorous combination than the languid, aristo¬ 
cratic, tea-drinking Englishman, who is the Imported Son- 
in-Law, and the irrepressible Charlie Chaplin. 

FOR NINETEEN YEARS Fred I. Leipziger was 
cartoonist for the Detroit News. For four years we have 
been syndicating his Sunday page and daily strip “The 
Doings of the Van Loons.” Papers that have been pub¬ 
lishing it for years, such as TTie Kansas City Journal and 
The Louisville Courier-Journal, have tried to give their 
readers a change. But the readers would not submit to a 
substitution. They had to resume the Van Loons. 

“He Laughs Best Who Laughs Last.” 

Our G>mics Laugh Best When the Circulation Reports Come In 
Next week we will tell you our record in daily comics and announce a remarkable new series which we will 

release shortly. In the meantime, we will be glad to send you samples of both Sunday and daily comics. 

McCLURE NEWSPAPER SYNDICATE, 45 We.t 34th street. New York 
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