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. WHAT COPY WRITERS THINK ABOUT
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All clients lack imaglnatlon

-- where's my blasted inspiration!?
1&11 I'1]1 get is condemnation

e ——----—-Bahl
e Vv WAL all this foggy concentration
- Qver copy incantation
Caugse & single palpitation?
cememmsenmmeemeeneeneemeee==3120!
What to use for illustration
Within this sad appropriation
Yot produce some stimulationt
cnmemmsmmenennaeeaaennee==-=Pshaw!
-=--=such a hopeless occupation!
8till there's reason for elation
-- only six months till vacation
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NEW BUSINESS

een retained by the C. Nestle Company of New York
g ammael. The founder of the company 18

| ~ The repreaen‘oative on the account,
Iﬂ.u WaIdo § group, 1a Mr. George
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The day was saved at 1 o'clock when Gilbert Kinney - the
Resors having retired early - aanounced additional sand-
wiches and coffee. Thus reinforced the stalwart youth of

the Graybar danced on until the last rattle. Promptly at

2 the orchestra faded away and the gay revelers scattered

to the four corners of the city, to Jersey, o tae Commodore,
one lively grcup to Chilid's, while several hardy spirits
sought shelter in the Village. All agreced - it was &

FPART I

>SON EXPERIMENTS WITH "STAGGER SYSTEM"

der to help eliminate the subway and frafilic con-
tion of rush hours, many large N. Y. firms are request-
their employees to report at 15 minute intervals. On
morning after the now famous Roosevelt party, J.W.T.
oined this progressive group. Mr. Resor, Mr. Watson,

. Clark, Mr. Mims and Miss Joyce were at their posts at
1sual hour. Scanlon and Mrs. Chevers arrived shortly

~ A majority of "poor preferred stockholders"
el taggered in at 9:344 while a few art directors and COpy-
- writers rolled in about lunch time. There are many delights
"“’af{?in;thg;”stagger" system - especially after a 2 o'clock
- party! The Long Island R.R. reports marked relief while
" I.R.T. is so pleased that they are trying to jack the

,? "up‘ couple of cents already.
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"IF T CAN ENTHUSE ON A PROBLEM - I'M OFF" says Steichen

"For years I've had a great admiration for J. Walter Thompson,
They've quoted Mr. Watson, Mr.

but very little personal contact. d
"Tom" and ir. "Dick" - all isolated, mystic figures," said

Edouard Steichen, smiling his satisfaction at the array Of
wisdom and beauty that greeted him in a combined producer’s

and representative's meeting on the last day of January.
The question now is - having the contact, can he keep the

admiration!

The speaker was introduced by Stanley Resor who mentioned the
great demand for Steichen's time by other agencies, by Ford

et al and announced our good fortune in again having the

almost exclusive claim to his services for advertising pur-
poses for 1928. He suggested the possibility of making our

work more distinctive and less imitable by the use of Steichen's

photographs in both consumer and trade work.

Steichen himself was warm, genial, friendly, human, reminis-
cent, keen, outspoken, and at times critical. Stamping
Michael Angelo as the prototype of the poor, harassed com-
mercial artist, picturing Rodin as the 'Dutch Uncle' of his
own disheartened youth - he sketched for us his early trans-
ition from the palette to the camera, his constant experi-
mentation, and his sincere conviction that he may arrive by
the time he reaches 65 years of age. "I am only beginning.
This is my apprenticeship, seriously."

“TIs photography art ?' I am often asked. And usually answer,

13l EOZ[ﬂf_ths-paintings at the Metropolitan are art, yes'.

- The essence of any work of art - is creation. Something

we may call 'aliveness'. The only way I can get 'aliveness'

~into a box of matches or any object, is to 'feel' it. Now
the value of a camera is its objectivity. Two recent photo-

~ graphs will show this exactly. The one taken by a reporter
_1p:the death room at Sing Sing - Mrs. Snyder in the chair -

- gaunt, stark reality. The other, one of Hickman - as he
detrained the morning after his arrest and severe grilling.
The picture has something of Michael Angelo in it. Its

- tremendous power is simple, If ever I saw a handsome man,

“? ff§r§¢i0€ and shattered, under a great strain as in one
the Greek tragedies -~ it is this fuzzy, gray snapshot

dels present one of the toughest problems.
feel themselves right in fashionable
ue I've long recommended the
ause they're beautiful - but
ir own clothes logically.
s of reality - not
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: phic
f pic then put it up to me. The photograp :
e g t way to do 2. % 2N

: is not the eas
way of doing an ad 18 J great deal

the most complicated way. You have 10 do a f
of work. It's objective and don't think you can ake

it. Photographs patched and pasted together won't work.

They may get by the elevator man, but the result is‘
flat. And don't - don't ever pay mo $500. for a picture

and then pay someone $10 to touch it up. The air brush
spells ruin.

"You're missing some wonderful opportunities for photo-
graphic illwstration - for instance, Davy - a tree
makes a marvelous photograph. Or the Pennsylvania R.R.
t00. TI'd like to show you what could be done."

CLASS & INDUSTRIAL MARKETING

has prepared an analysis of the 1928 advertising campaisgns
of 108 representative industrial concerns. The appropria-
tion ran from .5% to 12.6% of the gross sales with an
average 01.3.21; ~This is the largest average that the
magazine has had since it has been compiling data of this

‘This appropriation was spent

‘as follows - the averages being

based on the number of advertisers number using
each type

of promotion.

‘advertising.

-mlﬂu’r-"n‘n-u,ﬂ_---a----.------—--—————---

,;5,jg;; i 1 ,;' 'ﬁusineawpapera 43.21% 100
; *73;ff§3 ;[:;i   ??‘313! Pr&mﬁtion.and DirECt Mail 26'37% 83
| ~ Own Catalogs and Bulletins 23.56% 93

. Baes Urgal . 11. 701 ¥
Eltalogn Directories s . Not given

. Ebits = 5.64% 58

L e 5.00% 30

ovelties and souvenirs 3.50% 34

| pictures 2.80% 16

- exhibits at industrial shows numbered 58, and
re ‘that they would discontinue, the others
ing their representation. The use of
'tising and direct sales work is also
1 by sixteen of those reporting.
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SATISFYING EVERYBODY

Gruen Jewelers are alike in many ways. Their stores are all
among the leading ones in their communities. Their stand -
ards are uniformly high. They all sell quality merchandise

at legitimate prices.

But in one respect they differ radically. That is, in the
kind of advertising they want for their stores.

In preparing newspaper advertisements for some 600 of these
jewelers, varied preferences are taken into account. For the

jeweler must be sold this advertising, just as he is sold any
merchandise. Under the terms of his contract with the Gruen
Dealer Service Department, he must use a particular series

of advertisements for a specified time and pay for all space
used. It is only natural that he should keep his pen off
the dotted line until he is offered a series which fits the

needs of his store.

In advertising a single product - diamords, for example -
there are several possible avenues of approach. The jeweler
may wish to present his diamonds:

1. Purely as merchandise - as so much value for
the money invested in them.

2. In terms of their convenient purchase under a
- Deferred Payment Plan.

3. By appealing to the gift-giving instinct, or
- the desire for personal adornment, or the
~ ambition to be & la mode.

4, By devoting most of the text space to institution-
al copy, trailing a merchandising caption.

5. By growing more or less poetic - eulogizing the
diamond as Nature's nearest approach to perfec-
‘tion, as the traditional concomitant of social
pleasures, etc.
o o
ch of these preferences is now met with a well-defined series
dvertisements. Each series is numbered - 100, 200, 300,
advertisements - four on the average - are prepared
nd in the series most widely used, past advertise-
with new illustrations.
h e series. This applies
1le of illustration.
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ries is emotional, the merchandis-

ing touch must be woven in bul never featured. Merchandising
copy, on the other hand, must not depart from terra firma.
Institutional copy must sell the store first and its goods

afterwards.

Where the keynote of the se

In subject matter, too, these advertisements get on the right
side of the jeweler. Far from being exclusively on Gruen
Watches, they cover the entire range of the jeweler's stock.

There are separate advertisements oni

Diamond jewelry
General jewelry
Silverware

Clocks

Vanity Cases
Smoking Accessories

etc.etc.

A1l such advertisements mention Gruen Watches or the Gruen
Guild in the copy. They may also contain a Gruen Watch cut
or rbpr@ﬁucticnaf;thefGruen_Emblem. Yet this material 1is

always subordinated to the main subject - excepl, of course,
257 to 50% of the

in straight Gruen Watch ads, comprising

ws does dealer advertising become something more than a
; ;;;_; 5¢1en or adaptation of e national ad, with space

Ju er's Name Hare".  The retailer is treated as an

ﬁ@@ﬁiﬁﬁ;ﬁ@p‘ith 3pecific;merdhandising methods, & SPGCifiC

nd of trade, and more than one article to sell. When soO
~ treated, he responds -- most generously.

Wo E. So o cincj.mati
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THE ART DEPARTMENT IN EGYPT

The Art Department of Alexandria Office has been in exist-
ence for but three weeks. Work so far has consisted

mainly of creating layouts in which can be used the Art Work
from London Office, and in adapting this latter to the
special requirements of our territory. Occasionally a fresh
piece has to be made, and as no local talent has yet been

unearthed, this has to be executed in the office.

The paths of all Art Departments are strewn with difficulties

and I believe this is the only point upon which Alexamdria
does not offer an exception. After the well-oiled wheels and

unending facilities of London office, Egypt is a trap for the
a snare for the innocent. Perhaps our greatest trouble

A1l printers are evil minded, but the
It is witn

unwary,

has been with printers.
specie out here far outshines his brother at home.

a sinking heart that yoy consign to his care the layout that

is your greatest pride, and in nervous tension await the Iirst
proof. However, by dint of much argument and many hours spent
looking over the compositor's shoulder we are just beginning

to get first proofs back that look very much like a K E S
advertisement. There is a word in Arabic pronounced "moralesh"
that is used upon every possible occasion. It 1s said with a
bland smile and a shrug of the shoulders and means "Never mind"

or "It does not matter".

Such trifles as setting your layout a centimeter or so out of
proportion are treated this way and you are met with grieved
looks when you insist upon exact reproduction.

Another serious difficulty is the scarcity of type faces and
the big gaps between the sizes of the types, but as this 1is

a very painful subject I will pass it over.

Fortunately we have an excellent engraver who does everything in

his power to help us and give us good service. Considering the
volume of work we give him he does exceedingly well and we can

certainly congratulate ourselves upon a very valuable find.

On rare occasions we are forced to resort to publication sets,
always with the most disastrous results. The classic example

is of a Persian newspaper that gave us a strange cut, (set
at an angle of 45°) took the price and made a bold headline

from it, but with a truly magnanimous gesture consented to
run our heading in small type at the commencement of the texi.
Incident ally they will be quite surprised when they hear that
we do not see eye to eye with them upon certain subjects.

| ff‘t@;!ih'?. I am afraid we have broken many hearts and by the
*““;h_mm munLged to overcome all the main obstacles in

‘;itin; over really good stuff, many a large sigh
1e up out of Egypt.

E. J.
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NZIWSPAPER CIRCULATION GROWING RAPIDLY

inclusive, morning newspapers increased

Sunday papers made the largest
of one-third.

From 1921 to 1927,

their circulamion539Z.
numerical increase 6,400,000, an increase

In the same period, there was a decrease in the number of

tP&pers, due mostly to consolidations.

rease of 337 lagging

The amount of
in 1921 would

Aggregate line rates have shown anh inc
behind the circulation increase slightly.
money necessary to buy a 20,000 line schedule

buy only 15,000 lines 1in 1927.

There was an actual decrease in the milline rate on morning

and Sunday papers. Evening papers remained the same.

irculation and rates of all daily newspapers in the U.sS.

gt

from Editor and Publisher

Circulation
1927 1621 Increase
s g Amount
Morning 14,145,823 10,144,296 4.001,527 39.45
Evening 23,820,933 18,279,400 5,541,033 30. 32
Sunday 25,469,037 19,041,413 6,427,624 33.76
e | Number of papers Decrease
et R A - 18y Amount
Horsine = %1l 427 16 B.19
Evening 1,538 3.80k 63 3.94
Sunday 526 545 19 3.49
N e e Aggregate line rates
o ‘*“;;531:,j-'__ | Increase
‘Morning  $35.628 $25.952 $9.676 37.238
Zvening ~ 78.581 60.009 18.572 30.88
Sunday 58.478 44,253 14.225 32.14
Milline rates
Decrease
Amount %
: .07 2.70

1.29
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Circulation of newspapers in 1927 reached the highest
peak since war days. Editor & Publisher explains this
was due to many unusual and stirring news events
comnanding front page attention throughout the country.
It is interesting to note the type of news the public
seeks, that which gains attention through publicity,

Daring aviation achievements lead in news interest:

Lindbergh, the "Lone Eagle" first to cross the
Atlantic in a plane.

Four planes safely crossed the Atlantic,

The Pacific was crossed twice from California to
Hawaii, ’

There were successful flights from Southern Europe
and Africa to South America.

Cutstanding international events:

Chinese revolution.

American intervention in Nicaraugua.

Unsuccessful Naval Armament Conference at Geneva
Press Ganfemnaas under auSpJ.ces of League of Nations.

4 _iha sinking of the submarine
’at rescue.

m"=7fa house fire panic at Montreal, causing
leath ff seventy-seven children.

y-four victims of schoolhouse dynamiting, by insane
'jﬂ$.3a¢h Michigan. g
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(Leading sport features, continued)

Babe Ruthis $70,000 salary. | e
Major Seagrave of England, who drove a 1,000 horsepower : &
four-ton racing auto on Daytlona Beach at 203.79 4

miles per hour.
in political life: .

President Coolidge's "I do not choose to run” _
announcement was the leading sensation. Followed e
by Governor Smith's statement of his viewson ' :
Catholicism.

The uSual-surfeit of crime news:

%nydernGTay hamicide..
&t’Lns Angelas. |

f;camnnt that oil contracts and
'heny4were illegal and

R.A.D. -New York
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40 YEARS OF "STRAIGHT SHOOUTING"
WINGS NIDESPRAPD COMENDATTION

New York publisher sends letter of congratulation..

Butterick Building, New York
February 4th, 1920

J. Walter Thompson Co.,
Graybar Building,
New York, N. Y.

Gentl emen:

At a recent meeting of the National Publishers
Association, of which I am a Director, a number of caom-
plimentary thlngs were said concerning the establishment
by your company of branches in important foreign cities.

It occurred to me that an expreSolon of wide-spread approv-
al by publishers might be of passing interest to you.

| I have had our records looked into and find our

~ company has been receiving orders from you for some forty

years, and that, as you protably know, you have come 1o

a position in the last few years of placing more business
~ with us than any other customer. As we look back on forty
.vznaxa @f;f]jftarrupted and increasingly profitable relations
: _;;[thﬁuae without ever a question arising of credit
hics, I am moved to express on behalf of this company
ar admiration for your success ard our appreciation of

Ti[ stan$in1 andorsement.

G, I trust you will accept this expression of
:%1appreciatiun and cur sincere congratulations on your move
-_into the foreign fields.

- Burely the forces which have brought you through
80 many years of continued growth to the top of your pro-
foui,m in the United States may also augur well for your
future in Europe.
With expressions of cordiality, I beg to remain
Very truly yours,
R. LATSHAW

THE BUTTERICK PUBLISHING COMPANY

76
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COMPOSITORS' WAGES GO UP -

The president of Typo explains in
letter to Harry Watts how we can
help him absorb this increased cost

Negotiations between the Employers Association and the

Compositors give the compositors an increase of $1.00
per week, each year, on January lst, from January, 1923,
to October 1st, 1932. Altho the compositors had asked

for an increase of $10.00 per week and a reduction of
hours, from 44 to 40, we mamaged to settle the contro-
versy in a way which is not a hardship to our customers;

in fact, I believe it will greatly stabilize the printing
industry.

The usual procedure when wages go up is to pass it along
to the customer. On October 1st, 1926, the compositors

and pressmen received an increase of $1.00 per week, but we
did not pass it along - we preferred to effect economies

in our shop and in that way absorb it.

We are now making an effort to absorb the recent increase
of $1.00 per week by effecting further economies and with
this in mind, we believe we can do it provided you will
co-operate with us, and I am sure you will.

One thing that has been very costly to us has been the
holding of type forms. If we can eliminate this practise,
we feel it will not be necessary to raise the hour charsge,
so on and after February 1lst, please be governed by Sections
#3 and 12 of the Trade Customs of the Advertising Typo-
graphers Group, and if you will co-operate with us vy
informing everyone in your organization that these two
sections will strictly apply, we are confident that then 1t
won't be necessary to advance our hour charge.

Respectfully yours,

€., E. Ruckstuhl, Pres.

The Typographic Service Company, Inc.

The sections mentimed read as follows:

fection 3 - Live Type Matter: Forms waiting for
final O.K. will be held for thirty days

from the date last proof was submitted
without charge for holding, after which
date it will be automatically billed.
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Any type standing longer than this period
will carry an exira charge of 1l- 10 of &
cent per square inch per day.

and Press forms: Type forms
lectrotyper after plating

and also press forms proved for reproduction
are assumed to be dead and will accordingly
be distributed. Not more than four molds
will be allowed from any type form. Foundry
forms and press forms ordered to be held
standing will be charged for - at the regular
square inch rate - of 1/10th of one cent per

square inch per day.

Section 12 = Fo”ndrl{
returned from e

?fnaa Aﬂ{aptance Corp. Wlll finance
‘the 20,000 or more Simmons dealers

ei &merican Acceptance Corp. marks a new
*w@sinaaa of Finance Corp. of America. The
in 1924, will continue to engage in the
le of mt':-.bile acceptances. The company
ta finance sales of Packard Motor Car Co.
I_Eaiwd States. In addition, it has contracts
il sales of Marmon and Franklin Motors com-
‘with Simmons Co. differs from that held
.nth ‘bha mtemoblle compa.nias in that
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BILL GROOM MCVES TO CHICAGO

William S. Groom will make his headquarters in the
Chicago office. All correspondence should be addressed
to him in Chicago, but he will still spend a portion of
his time in Cincinnati. Howard Henderson has been
appecinted as manager of the Cincinnati office.

» * » *» »

Station N. Y. 0. broadcasting:

Another J. W. T'eer joins 'Benedicts!

Hurrying east from Hollywood, Bill Ricketts married

Miss Lucy I. Woodworth, of Lansing, Mich. in Chicago, on
February 7. The bride and groom returned to New York
almost immediately and sailed Saturday, the 11lth, on the

Sai thern Cross for South America to be gone ten or twelve
weeks.

d'l * éln

‘ H;fY--ArtDirectargoaa abroad

and fanily will sail on
=_a>aywill make for the London
‘be stationed for a year. The News
the  st ef luck and h0pes they

rip in Europe, S. Hunter Richey
;ﬂm February ch after being

. o8 .9 B

__athibited last week examples of recent
is jﬂak the Bulletin Board is covered

79
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NEW YORK OFFICE GROWING

Eve Sylvia Kittleson, after annexing a B. A. at Wisconsin,

became a fashion writer for the J. L. Hudson store in
Detroit. For two years she was assistant publicity manager

for the McCall Company, and for a like period wrote copy for

the Joseph Horne Co. Now, after two years with N.W. Ayer,
she joins J. W, T. and may be found in liss Casseres' group.

Eleanor Louise Thomas graduated from the Oberlin business
college to a secretarial position for Professor Root, the
President of the American Library Association. She then
became private secretary to President Dana Pierce of the
Underwriters' Laboratories in Chicago. She has recently
migrated "back east" to help Miss Thompson.

Ruth Becker, B. A. Wellesly, did Social Service Research at
the University of Chicago. Then organization work for the

- Instruction department of Saks Fifth Avenue, and was subse-
quently assistant to the advartlslng‘managerof Kayser Silk.

Now domg investigations for J.W.T.

‘Robert M. Newcomb, Exeter, 1914 and Dartmouth, 1918, spent
three years in tha,Regular Army stationed at Panama and Camp
Hancock. Was three years with Charles W. Hoyt Inc. and four
with Jaquh‘Ric:luwn Co. in charge of copy. He recently
zned M ﬁae Pmsident 1:5 join Thompson and see the

a St. Mihiel and other front line sectors.

e war, he worked for the Newark Star as reporter, and

* the Copper Country Journal. Spent 18 months in the
1 Dept. of Western Union. Now in Media assisting

‘Deleon | Ih a.tmexed a B.S. at Cornell last June -
r_,_;.tha summer with the N.Y. State Conservation Commi ssion.

';ﬁ_f‘_'_.':,;oy_llaare, who graduated in June from the University of

Ln Tracey whose initial experience was with the Creske-
rtising Agency. For & year and a half with the

G@. and for a similar period with Kohler Indus-

pﬁntias, pradustion dealer layouts and service,

1, D.U. and B.A. Columbia 1926. Recently
oran & Co, amn 8‘80:% 1n the Equitabla

.....
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ACUTE INFLAMMATORY RADIOITIS

(a discussion upon a new advertising ailment )

Let us first ask humble pardon of Mr. Hnsign. He should
have written this, but he could never display the naive and
simple ignorance needed to discuss radio advertising as it
has been done, is being done, should be done.

With the birth of the original squawky vacuum tube trans-
mitter many men of substance became interested in radio-
casting. It was expensive, but these first broadcasters
were amateurs in the striclest sense. They thought vaguely
that radio was due to become a force in the world, but they
were not sure of any return for their service.

Came then the prOpagandist -- the radio church, the cult,
the promoter. Such stations set a bad example. They pro-
duced the first cases of radioitis. And one by one the pure
amateurs were infected. These former amateurs began rea-
soning scmethlng like this: "If publications can sell
'space' to support their editorial columns, why shouldn't
we sell 'time' to aupport our endeavor ?!" Ah-ha! an
alogy -- but thay didn't press this comparison too far
‘rushed to advertisers before the new hope dimmed.
"""ﬂﬂi{fic ‘and since advertising had
. to the printed word, why not to the
| iﬁ%ﬁi@nal Broadcasting Gampany, as

!  f¥th¥ tissue of radio the first evi-
~growth. It should be examined sub-

leaauta 1nf1&mmatory radioitis is noted in
on the acquisition of a new radio set by the
ng manager or the chairman of the Board. It af-
Lents in much the same manner as "publicity

‘jfaﬁeu the advertiser -- "If we could get our
: big ___m_“___’u |

‘he has been listening to a competitor, or
ﬁuttar lelables into the pulsating ether.
36 may be checked if the client is
u““fﬁf rtﬂie advartising from his loud

it




» e TN e A AR
T TR R TR T N
& oL, i

]. WALTER THOMPSON COMPANY

The more he hears the more ap?t

EPNSaRr. . Bav OLVER BANSVECH immediate radio gschedules.

he is to become violent and demand

The c¢linic

Here we may study the disease objectively. ‘Let us tabulate

its victims by types:

The Philanthropist. He simply " sponsors" programs. Quitece_
content to hear his name in the opening and closing ananoun

ments only. He brings the public a prograi of varying merit,
dependlng upon the degree of his philanthropy or his taste

in music and talent.

The Big-Boy. He "dominatss" rather than donates programs. ge
bores with frantic, clownish efforts to impress his wares, his
kindness of heart, his breadth of vision; that is, he bores
a stray listener or two who is reading a book and neglects
to turn the dials. No need to comment on the harm Big-Boy

-does himself the statlon the medium.

ow. He hit early upon a program of fea-
sught on. For example, the Ipana Trouba-
*,g so cailed because the package has red and
ﬁa,iti- That makes it Spanish. Here the
( out th ;,31’T-Traubadaurs are liked; the
th paate flourishes because of
no clalms no procuct

m B Dorth Orhontra, the Cli-
W down the list.

Canada m‘y ; h&s to do is to come on the air and
ot in good will. Then we will buy Canada Dry

e it's a better product for our purposc we

nd its printed advertising has successfully told

us that it is better. And Goodyear, Pennsy'vania, United
ates, Firestone and Fisk need only an orshestra and the

onal Broadcasting Company to put Goodrich in the dog

IM Pepsodent and Pebeco and Listerine and Colgate

. tmbadour or two to send the Ipana bunch to

e " orms" of the advertising world could give
birds indigestion, to say the least. Com-
”;_”,d will doesn't seem to offer
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The treatment

There is no known cure for radio inflammation. The Rocke-_
feller Foundation is working on other maladies. Per?épsti22§~
Cherington Foundation research might develop a speci ic

ment for radioitis. But the time is not yet.

Circulation, public attitude, choicest hours, rate values,
seasonal varlatlons type of audience, selective appeals --
these are but wobbly theories now freely spread by broad-
casters knowing that they may not be successfully contra-
dicted.

Yet we have accepted radio as a new medium of advertising.
Since so little is known about it and so much is already said,
may the writer risk a theory or two as to its l%mltatlons

-- and, if you please, its boundless possibilities 1

All radio "space" is editorial space. There is no adver-
tising section to be skipped or delayed until time suits
its reading. You must begin at the "Front Cover" of radio
and listen through to the end -- you may skip from station
~to station or tune out entlrelf'but while you llsten you
muat taks evarything that comes.

know that the Saturday Evening Post would find 99.9% of
‘3"4”3f£§;§g*aﬁm€cﬁeptabls as editorial matter. It gives
”ﬁdkggf“ _- It sells no publicity. If a per-
ern or an event is of sufficient importance,
ithor writes it up, the Post buys publicity

mjﬁ&fﬁblumns So daes American Magazine, and

6 e!fara ta .L.ll publlcity But this offered pub-
;;}f atrings., For your clients' good, for that of
gion1 you must not overstep the bounds of editorial
ty. But straight "name mention" (the philanthropic
r ;;”g)”is non-competitive. And our whole training, our
_20 lgency oltort has always been to sell competitively.

_Htﬁ[ flganqy copy department is asked to be very adroit --
| ~;_géitar1a11y, to produce universally pleasing con-
1ities for radio programs which establish a branded
”itluplrier to competing articles. In all this
0t reduce the interest or mar the entertainment.
z-l@aa listeners, earn ill will perhaps,
9( thﬂ praduct or the med ium,
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The J. Walter Thompson Company has 1ongbfflt2?2n;ed1$zr;:$z
f ] 1 r isi space in publicatl . :
e gt g g gty ; n most agencies.

prabably come closer to news standards tha
Yet it has always been frank advertising. If we.need§d to say
maxwell House'" nine times

"Sun-Maid" or "Fleischmann'" or

in seven paragraphs we said it nine times. We have asgemed
that our readers werc interested in our story. The me 1ab

department has assured us that the selected groups cogld e
interested. We have presumed to aid our selected audience

to more intelligent buying.
-- absolutely general

Now we have an evening radio audience : .
in nature. We can't talk shop as we would in trade COPY;
we

we can't talk "home" as we would in a woman's magazine;w
5. e

can't talk golf as we wouyld in a golfer's periodical.
must be cosmopolitan, entertaining, to man, woman, child,
black, white, spotted, rich, poor, reckless, genius, plodder,

mororn.

A1l right. Probably it can be done -- within certain bounds.
But we fear for the agency whose technique is still in the
"Picture of the factory" stage. And we fear that these
lesser minds will hurt us, as they hurt themselves. A fas-
cinating hour, cleverly contrived, which follows a botched
program would likely play to the empty air. What solace
is here, even for a Pharisee !

8ince J.W.T. is going to nurse clients with radioitis we
are all for making the nursing beneficial. But let no one
get the idea that our honest fifteen per cent is

easily. If we do a good competitive job in the "editorial”
space the radio offers there'll be many a copy department
adache to accompany every program.

coming

.,A“ | ojzg bright spot: art and mechanical departments
rejoice over advertising by radio, for it concerns
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LONDON OFFICE TAKES ON NOBILITY

31st January, 1928

Dear Mr. Resor:

s my news probably
t Cream of Wheat
And a couple

By the time you get thi
will be very stale - it 1is that we go
today - $100,000 a year for three years.
of days ago, "Muffetts" walked in:

It was very nice indeed to have Sam Meek

back looking so rested after his voyage.

we have added two very

Since yow were here :
py Department. One 18

possible people to the Women's Co
Lady Elizabeth Pelham, from a fine English family - elder

daughter of the late Earl of Chichester.. She's buckled

down and doesn't stop at anything. Recently she spent
a day acting as a Lux demonstrator in a C class store
doing washing and ironing and talking to customers!

The second addition is Audrey Lucas, daughter
of E, V. Lucas, the author. She has been writing a page
every fortnight in "Home Chat" and has done many articles
for the "Daily Mail" and other publications. This week
she is selling Swifts' Lard in a store in Nottingham

'_setting in a little ground work for her job.

b ﬂe're looking for a third person now to take
tha pf;ea ot‘ﬂiss Evans who is leaving to be married.

§%$; ”: As you know, Nicoll is here sifting down the
m and great good is coming from it, I believe.

_'Elis mnter London has been visited by black

ual fogs, heavy snows, and the worst floods
ﬂi".’_.;EMs John. To crown it all the Anglo-

. announce that the British Isles are

ppear. in May - basing their bad

yramids. In spite of everything

u‘o! fat on Roast Beef,

- B f“ﬂll Bprouta.
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