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A city with twenty-six railroads entering its gates. A city on the banks of
the Father of Waters. A city with nearly a dozen electric lines radiating into
the wealthy manufacturing agricultural districts of Missouri and Illinois.

A city with hard-surfaced roads bearing automobile traffic from through-
out the country—and this city the mecca.

We investigated the circulation records of the Globe-Democrat in the
territory surrounding St. Louis.

And we found that this newspaper was the one big influence of the dis-
trict. Every morning it goes out to these people to keep them in direct touch
with the events of the world.

As one writer, in a recent article in the National Geographic Magazine
has said, ““to tens of thousands” throughout this district ““the Globe-Democrat
is guide, philosopher and friend.”

Now this great circulation, mind you, supplements the circulation within
the city limits of St. Louis.

It gives to the advertiser an advantage offered by no other St. Louis
newspaper.

Suppose you are manufacturing a line of toilet goods.

You sell through drug stores, department stores, beauty parlors. You
seek wide distribution.

By advertising in the Globe-Democrat you can reach your prospective
customers not only in St. Louis, but in towns and cities throughout the St.
Louis market.

And you reach not only the individual buyer. You reach also the retail
dealer, and the jobber, too.

Think what this means in your efforts to show your dealers what support
you are giving them. And think of the economy of time, money, and energy.

Your advertising in the Globe-Democrat exerts its influence in Columbia,
100 miles away—St. Charles, Mo., twenty miles away—Taylorville, Ill., in
Murphysboro—in short, in all the towns within 150 miles of St. Louis.

And the people you reach can buy merchandise either at their local stores
or at the St. Louis stores.

For remember, with such easy access to St. Louis these out-of-town
people pay frequent visits to the metropolis.

Just how frequent?

Well, we’ve made a check of railroad, interurban, and automobile traffic
coming into St. Louis.

We find that on an average there are 34,019 out-of-town people coming
into St. Louis every day. Most of them come from within 150 miles. This
means more than 1,000,000 visitors a month. More than 12,000,000 a year.

If all the people of Detroit should decide to visit St. Louis this month the
influx would not be great as the one which pours in every month.

The 49th State, we call it. It’s a circle with a radius of 150 miles. The
population exceeds 45 millions. It has more resources than any other state
can show.

The 49th State comprises sections of five states—Missouri, Illinois,
Kentucky, Tennessee, and Arkansas.

A compact, wealthy, aggressive district.

Bigger in area than Alabama, Connecticut, Massachussets, Maryland,
Rhode Island and Deleware combined.
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Greater in population than Colorado, Kansas, Vermont, and West Vir-
ginia combined.

And we are advertising this 49th state.

We’ve taken the principal towns one by one. We’ve found out their
principal resources. We’ve tabulated their retail outlets.

So many grocers, so many druggists, so many hardware stores, so many
auto dealers, etc.

We’ve prepared a series of advertisements each reproducing a view of the
down town section in a given town, and then telling of its market possibilities.
And we’ve shown how the Globe-Democrat serves each of these towns as no
other metropolitian paper does.

You’ve seen some of these advertisements, I presume. We’ve run them
in our columns, and in the columns of Printer’s Ink, Sales Management, West
ern Advertising, National Advertising, Standard Rate and Data Service.

We’ve put them all out in portfolio form, and sent them to our complete
mailing list of 11,000 advertisers and manufacturers.

We’ve done these advertisers a definite service in analyzing the territory
for them. We’ve shown sales managers what they can expect in the way of
retail outlets in the 49th State.

And we’ve given to people in the 49th State a new consciousness of what
this district stands for.

Our work is showing results.

We’ve linked St. Louis and its tributary towns inseparably. The people
in those towns have become interested in our campaign. They have felt the
compliment of seeing the names and pictures of those towns published broad-
cast with remarks as to their importance in the community.

And we at the Globe-Democrat have felt the good effect. The St. Louis
Chamber of Commerce has asked for copies of our portfolio to display to
business men seeking information on the St. Louis market.

Mind you, we have planned our own campaign to reinforce a somewhat
smaller one which the St. Louis Chamber of Commerce is running.

We’ve tried to link the two together—for the glory of St. Louis—and
the Globe-Democrat.

You’ll hear interesting things from the 49th State. It’s a most remarkable
commonwealth. The more we study it the bigger it seems.

And if you motor to St. Louis, this summer, you’ll see along the road
giant bulletin boards, reproducing the map of the 49th State, and telling you
more about it. You’ll know when you reach the 49th State. The towns of the
49th State are flourishing. The farms of the 49th State are rich and fertile.

And in the center is St. Louis, the hub of the United States—the city with
a history in tradition, and a future richer still in possibilities.
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Advertising From the Retailer's Standpoint
By PauL Harris
McLaughlin Brothers Furniture Company, Boonville

If I were to attempt to place a dollar and cents valuation upon the
amount of money that is wasted annually, monthly or even weekly by retail
advertisers throughout the country it might be appalling, even to men as
closely associated with advertising as you men are. I can say and give author-
ity for the statement I make that even in our own progressive community of
about 6,000 population the number of retailers who buy advertising space
judiciously can almost be counted on the fingers of one hand. I shall not
attempt to analyze the causes for this situation other than to say that the
waste is not willful on the part of the purchaser of advertising, but more be-
cause of his inexperience in the advertising field. A ray of hope lies in the fact
that it is possible for retailers to obtain for a small outlay of money one or a
number of the many syndicated advertising services that are now on the
market. The surface of the possibilities for better retail advertising has hardly
been scratched, however. The strides made in the near future toward that
goal will be very rapid indeed as compared with those in the past.

My advertising experience has had to do with the retail furniture business.
In many ways the furniture business offers more alluring possibilities and more
outlets for creative thought and expression to the amibitous advertiser than
many other retail businesses. This is due somewhat to the fact that the public
has a somewhat confused idea as to whether furniture is a necessity or a
luxury.

Our company opened a branch store in Boonville almost two years ago.
Our experiences in this connection have given us first-hand demonstration of
the effectiveness of advertising. Our initial appropriation for this purpose was
what might seem to a great many stores an exorbitant one. The amount was
determined in advance at 4 per cent of our anticipated gross business. We
now spend a definite percentage for advertising each month of the gross sales
for the corresponding month a year ago. This varies somewhat, due to special
drives we make at propitious times during which some article or articles are
spotlighted.

The success of this program is that if it is true, as government experts
say, that 535 per cent of the Nation’s annual expenditures goes for home
furnishings then it is a fact that during our first year we did approximartely
40 per cent of the business in our line in our trade radius.

For various reasons we selected the newspaper as the medium that would
carry the major bulk of our publicity. The notable reason is that the decision
to buy articles that go into the home receives its inspiration in the home. Itis
into the home the newspaper goes, and particularly in the medium and small
sized towns, that newspaper is read not only by father, mother, sister and
brother but by grandfather and grandmother as well. Therefore with a news-
paper having a circulation of 2,000 we. have potentially eight to ten thousand
readers.

This is what we expect of our newspaper advertising:

First: Tosellgoods. Occasionally other typesof advertising should berun,
but primarily an advertisement should do its share towards making a satis-
factory number of sales. We check every ad and if we find that it is not selling
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its share of the goods we change it. Advertising can be checked if done over a
long-enough period.

Second: We aim to make our advertising simple because advertising easy
to read is easy to buy from; and by the same token advertising that is hard to
read, rarely, if ever pulls. Retail advertisers are going to have to clean house.
Tricks belong to the stage and not to advertising. A little extra time spent to
make layouts easy to the eye is a paying investment. People will look longer
and with more interest at things simple and beautiful than things tricky and
blotched. Just as stores have found it profitable to dress their windows
attractively and in a systematic manner, so have they found it profitable to
avoid helter-skelter, hit-or-miss advertising.

Third: Keep it sound. Bear down heavily on che truth. By conservative
yet forceful statements in all your advertising let it become a natural assump-
tion on the part of the community that your publicity is dependable. Some
retailers, absolutely truthful men otherwise, would be the biggest liars in the
world if their advertising were believed letter for letter. I know a good honest
dry goods man who has a small but substantial store whose sale was advertised
recently as “‘the biggest event of its kind ever staged.”

Fourth: Be sure to get vour money’s worth for the space you buy, and
buy space as soundly and with as much forethought and discretion as any
other purchase vital to your business. Of course, merchants are sometimes
unable to refuse to buy publicity that is of doubtful value to them. In cases of
this kind the money spent should not be charged entirely to advertising. At
least a part of it should be charged to donations. I might say that our firm
rarely mdulges in the luxury of buying space in group pages, a mild sort of
curse that is so dear to the average newspaper advertising manager. I might
say here that if the average retailer negotiated his lease, bought his merchan-
dise and ran his business in general in the same manner as he purchases
advertising space, he would not survive ninety days. Space should be used to
the utmost—not necessarily the largest amount of space but the steady use of
it. Prepare each ad carefully. Make it clear, clean and pointed. Give it more
time, better illustrations, better typography, and always better copy.

Fifth: Plan your sales campaign—which means planning your advertis-
ing. Be forever and eternally sharing ideas that can result in good sales publi-
city for your store, and at the same time will add to the future prestige and
good will.

Good newspaper advertising is that which is easy to read and is dressed
in harmonious fonts of type correctly spaced, with a sensible proportion of
whice space balanced by the reading matter or text somewhat centered. This
centering of the text matter is to make the general appearance of the ad
harmonious, and, more important, to make it easy to read. Illustrations should
as accurately as possible portray the article described in the text. They should
be up to date, and if it is at all possible to depict action in them it should be
done. By action, I mean this: take the illustration of a kitchen cabinet, a
pretty woman dressed in a clean frock might be sitting easily on a stool in
front of it; or if it is a go cart, it might have a smiling baby sitting contentedly
in it. The headline should be as compelling as possible and must in some
truthful and effective sales manner compel the reader’s attention and make
him want to read farther. Right there on the headline the average retail
advertiser could spend a lot more thought. I tell you that a strong forceful
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headline that has news value enough to arouse interest and has a desire-
treating value and a certain amount of sales value is worth a lot more than all
the reams of editorial copy so dear to the copy writer’s heart.

Now my model advertisement, in addition to having news value and sales
value, must be written in a clear concise style just the same as were the ad-
vertiser talking to his prospect across the counter. Of course it is not possible
or advisable to attempt to bring all phases of advertising invo every ad. In
the case of a bargain, a simple statement of the facts set out isusually sufficient.

Wich our pretty advertisement all prepared and properly laid out we
take it co the newspaper, and what rthe mechanical deparcment does’t do to it
can’t be told. It looks no more like the child of our dreams chan a stray cur.
However, we are not wholly blameless; but if I were a newspaper man I be-
lieve that I would go into a session with myself. I mightsay: “Now the Satur-
day Evening Post has a circulation of about 2,400,000 copies or about 10,000,
000 readers. It has about 250 regular advertisers and it is known that 75 per
cent of these advertisers dominate their respective industries. Surely these
people have found out and are using to the best advantage the right principle
of adverusing. Now their readers are my readers, so I am going to study their
ads and analyze them and chen have my mechanical department do the same
and see if I can’t give my clients even better ads than they expect.”

Very early it became necessary to decide whether or not our store should
have a formal opening. You know the kind: cut flowers, orchestra, punch,
lemonade and a receiving line. Now these things are very nice. They cost a
lot of money and may be good for some businesses, but I doubt it. I have yet
co see one of che large retail chain stores opening up a new branch with a lot of
hurrah and flamboyancy. One very successful small store slipped into town,
set about in a businesslike manner to preparing its store and getting a stock of
merchandise on display. When they were ready they bought a good mailing
list. They circularized their community thoroughly. They purchased a
nominal amount of newspaper space. All of this cost less money than an open-
ing would have, and their store was a success from the word go. It is my
opinion that if they had held a formal opening they would still have been
obliged to do the same amount of advertising to tell the community of their
business policies and the quality of their merchandise. The plan we adopted
was the one I have just described.

While most of our advertising is of what we call the picture and price
variety, or, in other words advertising designed to obtain direct results, we
find it necessary periodically to run institutional advertising. Our opinion is
that the best time to run such advertising is on Sunday, mainly because the
reader has more time to read such publicity. Our institutional advertising in
the newspapers is augmented by a monthly store magazine. I might say that
we are becoming more thoroughly sold on this type of advertising. I under-
stand chat this opinion is being generally conceded by stores that have given it
a thorough trial.

We occasionally use circulars. A division of opinion arises among retailers
as to the merits of circular advertising. While it is no doubt good, the effective-
ness depending among other things on the quality of the copy writing, we do
not spend a large amount for it. It is cheaper and perhaps thar is the reason
we do not use it extensively, believing that in advertising as in anyching else
one gets just what one pays for and no more.
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We write personal lecters to prospects. We absolutely avoid any stereo-
typed forms in this publicity and go the limit to make each letter a personal
message. It is signed in ink by the member of our organization whose name
should carry some weight wich the prospect. We even take pains to mention
the prospect’s name once or twice in the letter. In fact, we make it ring true
as a personal message.

Newspaper men should not blame retailers too harshly for taking an
occasional fling at billboard advertising. The proposition is presented to chem
ofttimes in such an alluring manner, and it is significant that the leaders in the
national advertising field use ic effectively. It is hard to resist the inclination
o try it. I doubr seriously if the average small retailers can afford it. Itis very
expensive, not only in the first cost but in the upkeep.

One kind of billboard advertising that I believe is very good is street car
advertising. The reader is not whisking by at 30 or 40 miles an hour, but is
sitting often for quite a time alone with a receptive mind, and really gecs a
diversion out of reading the car cards.

I referred at 1he start of this talk to the many helps that are available to
the retailer. There are the newspaper cut services. There is one service in
particular—an advertising review. Its editors skim the cream of the best
retail advertising of the country, recopy it and syndicate it so that the small
retailer can afford co buy it. It tells of good things that have been tried and
proved successful. It is also full of advertising don’ts.

There is always the assistance of the newspaper staff advertising man.
I might say that there are times when the ad man can unwittingly do the
retailer a harm by being too ready to write his copy for him. I don’t care how
good he is, it is doubtful whether, with his multitude of other daily duties, he
can give enough attendon to writing effective copy as the retailer with his more
intimate knowledge of the merchandise offered.

Every editor should help the merchants in this community by printing
buy-at-home campaigns. This statement sounds like an old chestnut, for
haven’t editors always fought the mail-order houses? But there are as many
more untried, subtle manners in which this thought can be driven home as
there are new and untried avenues for the retailers to become more efficient
advertisers.

I want to tell you briefly of our retail merchants association in Boon-
ville. We have monthly Dollar Sales Days. Interest is aroused in these events
by holding merchants’ carnivals on the evening before. These carnivals draw
crowds down to our business section. The merchants make especially attrac-
tive window displays. By having a free article bearing a number in each
window it is possible to have nearly every person on the street see every
merchant’s display. Numbers are passed to the crowd. If anyone can find a
corresponding number on an article in the window it is his free. This looking
at the windows by the crowd gives each merchant a chance to have his bar-
gains spotlighted. A committee passes on the genuineness of the bargains
before they are offered. The merchants’ carnival presents different entertain-
ment each month. Good natured rivalry between tug-of-war teams and similar
events from neighboring towns adds to the value of the sales promotion. There
are gentlemen in this hall who, I am sure, will bear me out when I say that we
usually have close to 3,000 visitors to the merchants’ carnivals.
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Co-Operation Among Country Newspapers for
National Advertising

By Herman Ror

Northfield, Minn.
President, Country Newspapers Association, Inc.

A pamphlet entitled, “Some Phases of the Labor Problem,” which reached
the editorial desk recently, contained an imposing list of vexing questions
which confront the laboring man. Through collective bargaining, or co-oper-
ation, he is trying to solve his problems. The working man has nothmg to sell
but his labor power and he unites with others of his craft in a union, giving his
representatives authority to sell his labor power at a certain price.

Farming as a business has suffered much of late because it has not been
profitable enough. For months the best brains of the country have been
earnestly seeking a remedy for the condition in which our basic mdustry,
agriculture, finds itself today. The farm _journal with the largest circulation in
America declared in its July, 1923, issue: “Co-operative Marketing of farm
products intelligently directed by its members is positively a panacea for
every known economic trouble of farmers.”

Wonderful progress has already been made in the organization of farmers’
co-operatives. The total number of farmers’ business organizations on April 1
in the United States was 10,160.

There are 300,000 American cotton growers selling their cotton through
their own marketing association. There are 240,000 American tobacco growers
selling their tobacco through their own association. California has 58 co-
operative selling agencies, organized on the commodity marketing plan,
bringing the grower a higher price for his product and prosperity to his
community and state.

“When will the publishers of country newspapers get rogether as
have the citrus growers of the West and the dairymen of the East to
make their several small businesses one co-operative business, big
enough to make itself heard and felt? If they cannot and do not, the
outlook is not bright for the publishers of small papers.”

This challenge to the publishers of country newspapers appeared in the
July, 1922, issue of The Service Sheet, published monthly by the New York
State College of Agriculture at Cornell University, Ithaca, N. Y. It was
inspired by the claim made by a Middle West magazine, having a special
appeal to women, that it was the most effective medium for reaching some
4,490 towns of less than 5,000 population.

The challenge had already been accepted by a group of progressive
publishers from states in the upper Mississippi Valley who, in the summer of
1922, launched a co-operative association based on the following plan, which
was submitted to publishers of country newspapers:

Publishers will be organized by states, each state to name a mem-
ber of a board of directors, the directors to form an incorporated na-
tional organization. Executive officers and a central board of manag-
ers will be elected, who will be charged with the responsibility of mak-
ing arrangements for offices in New York and Chicago through which
the business of the Association will be conducted.
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To finance the association through the organization stagea mem-
bership fee of $10 from all papers with more than 1,000 subscribers
and $5 from papers whose circulation is under 1,000 will be asked. It
is estimated that country publishers who have urged their farmer
subscribers to organize co-operative agencies as the solution of their
marketing problems will be eager to support a similar agency of their
own.

To finance our own co-operative association which is to act as
our representative in the centers where orders for national advertis-
ing are secured, it is proposed that the members be charged acommis-
sion of 15 per cent on the business secured. After paying expenses of
the organization a refund of the membership fee will be made out of
the first surplus; after this amount is returned a dividend will be paid,
based on the amount of advertising secured for each paper.

The response was very gratifying. Hundreds of publishers gave evidence
of their interest in the movement. The desire for such an organization, owned
and controlled by the publishers themselves, had been expressed by publishers
individually and indicaced by the action taken by several state press associa-
tions in instructing their executive officers or appointing special committees
to study the problem of securing efficient representation for country news-
papers in the national advertising field at the lowest possible cost.

The promoters of the movement, encouraged by the response to the
initial outline of the plan, proceeded to perfect the organization. A non-stock,
non-profit association was incorporated under the laws of the state of Illinois.
The official name of the organization is CoUNTRY NEWSPAPERS ASSOCIATION,
Inc.

The management of CouNTRY NEWsPAPERS AssociaTion, Inc., is vested
in a board of seven direcrtors.

Active members, or publishers who pledge themselves to pay an annual
membership fee, based on circulation, until the association becomes self-
sustaining through commissions earned on advertising handled, have the
right to vote.

Publishers who do not contribute to the support of the association but
who wish to affiliate with it and designate it as the representative of their
papers in the national advertising field, may become associate members but
have no right to vote for the officers or on questions of policy and management.

Country NEWsPAPERS AssociaTion, Inc., has been officially indorsed
by the following organizations by vote of the members gathered in annual
convengion:

Wisconsin Press Associacion.

Towa Press Association.

Minnesota Editorial Association.
Oklahoma Press Association.
Oregon State Editorial Association.
Massachusetts Press Association.
Buckeye Press Association.
Michigan Press Association.

CounTry NEwspaPERs AssociaTioN, Inc., has opened offices in New
York and Chicago. A rate book, issued last November, lists 2,392 country
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weeklies whose publishers signed cards authorizing the co-operative associa-
tion to represent their papers in the national advertising field. However, the
fact that not half of these publishers made the co-operative association their
exclusive representative weakens the list and proves a handicap in many
ways. Dual representation is confusing and inconsistent. The publisher
should affiliate with his own co-operative association and stand behind it
100 per cent or tie up with some privately owned firm. He should accept
business only from one representative. Straddling the fence in the hope of
getting business from several representatives will get him nowhere.

In the first half year of its existence CounTRy NEWSPAPER ASSOCIATION,
Inc., sent to over 1,200 papers orders obtained from 23 of the largest advertis-
ing agencies. These orders represented 26 different national advertising
accounts. They were not for large amounts but showed that the agencies
were ready to give recognition to the co-operative infant at the outset.

Can a co-operative association serving country newspapers along the
lines outlined be made a success? The answer to that question is entirely in
the hands of the publishers themselves.

The president of a large corporation which manufactures farm implements,
himself keenly interested in seeing farmers perfect their own marketing
associations, recently said:

“The fundamental trouble with these movements is the fact that
the American farmer is the most pronounced individualist in the
world and ic seems that nothing short of his actually going broke will
bring him to the point of furthering any real co-operative movement.”

As a pronounced individualist, however, the farmer has nothing on the
country publisher—as anyone can cestify who has had as much experience as
I have had in various official capacities in state and national press associations
whose aim is to improve the craft. A state association president recently
described che difficulty very aptly in his annual address as follows:

“One great trouble with newspaper makers, particularly of coun-
try newspaper makers, is that chey are so interested in boosting the
other fellow’s game that we forget our own and let it go by default.
We work for our town, our county, our stace and the nation; we work
for the school, the church, the lodge, the club; we urge everybody else
to organize and accomplish things; but we let our own organization,
perhaps more vital than any of the others, wither for lack of support,
when the fact is that if we paid first attention to our own organization
and our own business we would be in much better shape in a brief time
to help all the others more than we do now.”

Country publishers are sorely in need of education regarding several
phases of their business but, taken as a whole, if there is any one subject they
are confused about it is that of national advertising. The functions of the ad-
vertising agency, of the special representative, the commissions involved, why
a special representative is necessary—this in spite of the fact that perhaps 75
per cent of the national business received would come to your paper and mine
even if we had no representative—and other phases of the subject are not
clearly understood by the publisher of the country weekly. And with over
11,500 of us scattered over 48 states it is no simple or inexpensive matter to
set out to educace them.
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In that connection I would direct your attention to the fact that 50 per
cent of the country newspapers are credited to the 14 of the 48 states lying in
the heart of America. And it is in these 14 states, by the way, that the co-
operative spirit among farmers is predominant, a condition which is reflected
by the numerical strength of CounTy NEwspaPErs AssociaTion, Inc., in
those states, as shown in the following table:

No. of Country Members in
Newspapers Co-operative Assn.
T1N0TS e e 645 ... 92
Iowa 573 S .. 245
Minnesota.. 531 e 216
MISSOUIT ce oo e oo 526 e 116
Kansas..o ool 482
Ohio.... .. 470
Nebraska .o 441
Wisconsin.............. e 387 ... 106
Michigan ... 360 97
Indiana...... o BB 61
Oklahoma..cooooooo 350 e 58
South Dakota.......coooooo. 304 32
North Dakota..............._.._.._. 156 e 54
Colorado. oo 144 ... 55

5720 1457

Many publishers entertain the fear that they will lose some of the busi-
ness they have been receiving from the national field if they cut loose from
other representatives entirely and affiliate with the co-operative association.
There is absolutely nothing to this bogey but it’s not so easy to dispel the idea
from the minds of the publishers. Lining up 100 per cent for the co-operative
association will involve no loss of business to the publisher but will result in
his getting more orders direct and hence mean more revenue for him. I can
cite my own paper’s experience to prove my assertion. I accept business from
the national field only through CounTry NEWSPAPERS ASSOCIATION, Inc.,
or direct from the agency. My paper did not lose a single account that it
carried in previous years during 1923 but did show an increase in gross receipts
of $500 over 1922.

CounTRy NEWSPAPERS ASSOCIATION, Inc., is not yet two years old.
From close contact with several farmers’ co-operative associations and a
knowledge of their struggles, temporary setbacks and ultimate success, it is
interesting to note how similar to theirs is the experience of this association
launched by country publishers.

Opposition to the movement within the ranks of the publishers themselves
has been negligible; in fact, recent developments have served to rally them to
the support of CounTRy NEWSPAPERS ASSOCIATION, Inc. Unfortunately,
lack of funds has not made it possible to capitalize on that sentiment to any
great extent. As is true of all such co-operative movements the aggressive
and insidious opposition has come from firms whose business would be af-
fected by its success. No stone has been left unturned to help contribute to its
failure.
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Recent developments in several of the more progressive and effectively
organized states points the way to the success of some such form of co-oper-
ative effort as the plan embodied in CounTRy NEWSPAPERS AssocCIATION, INc.
Publishers of country newspapers are demonstrating that they can co-operate
in maintaining field secretaries and a central office through which to clear their
local problems. It will be a logical development to make this service agent and
his office the connecting link between the publisher and his representative in
the national field.

Co-operation among Country Newspapers for National Advertising?
Most emphatically—yes! The strongest state press associations have indorsed
it. The ablest and brainiest men in the country weekly field, the presidents
and secretaries of our co-operative state organizations, publishers of sound
judgment, poise and vision, heartily approve and recommend it.

“The country weekly,” quoting H. Z. Mitchell, a brilliant publisher of a
bright Minnesota weekly, “is today the Cinderella of the World of Journalism.
For years we sat in the ashes of public tolerance, garbed in rags of unpaid
publicity with the smudges of unbusinesslike methods marring our natural
beauty. We were lorded over by our big sisters, the city daily and the national
magazine, forced to accept the scraps from their tables, sustaining ourselves
with the business they did not want or could not get. We were useful just as
the Cinderella of the fairy tale was, handy to have in our own little community
where we were called upon to perform the most menial tasks but of the parlor
we saw little and of the world less.

“The arrival of our fairy godmother, the War, changed our viewpoint
for the increased prosperity in all lines of business reflected itself in the country
newspaper office. We adopred better business methods, Franklin price lists,
proved ourselves most valuable in service to our country and for the first time
in our lives wore for a while the glass slipper of national advertising. Our
appearance improved and as might be expected we then proved attractive to
the fairy prince, the ultimate consumer, whose will is law and who is even now
seeking his Cinderella. Cinderella of the fairy story, you will remember, sat
demurely by the hearth waiting for the heralds of the prince to seek her out
but we are somewhat more brazen and today the country weekly, the modern
Cinderella, is standing on one foot, the other extended through the doorway
asking for the slipper that will enable her to take her rightful place in society.
Unfortunately for us, however, our Big Sisters have assumed the same un-
dignified position and the silvery sheen of their silken hose has so dazzled the
eyes of the heralds of the prince, the advertising agents, that they are fitting
the slipper on every foot but that covered by the rough homespun sock.”

By co-operation and by fraternal teamwork as individuals and as state
groups, we publishers can gain the coveted slipper for our modern Cinderella
and win for the country weekly the recognition it deserves. Whether we live
and strive and serve in the North Star state or the “Show Me” state, our
interests are mutual. Publishers of Missouri must joint with us of Minnesota,
of Michigan, of Montana and all other states, if the goal is to be reached.
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The New Information

By StaniLey REesor

President, J. Walter Thompson Company, New York City

The same great underlying changes that have transformed the whole
fabric of our lives within the last fifty years have affected the news columns
and advertising columns alike.

The time was when the information in the news columns was wholly
local—the news of the communities and of the immediate vicinity. Today,
local news is no longer adequate. The news the paper prints is world-wide.
To gacher this single-handed would present an impossible and prohibitively
costly work for any paper. To supply it, therefore, various press services have
been developed—Associated, United, and so on, who have their representa-
tives throughout the entire world.

In the advertising columns the nature of the information and the need
for it have changed in identically the same way. Today, your family and mine
no longer make the things we use. Few of these things are even made in the
communities in which we live. We know nothing about their making nor the
people who make them, and the variety of articles we use has multiplied a
thousand-fold. By no stretch of the imagination could you and I hope to be
expert judges of all the things we use.

We buy almost entirely by brand whether it is soap or collars, furnaces,
automobiles or roofing. That is why much more than formerly we must be
told by those who do know, how these products are made and what they have
to commend them—just what the brands we select really represent.

Perhaps you will excuse a little story that strikes home somewhat at
newspaper men, because it does make the point. At a recent dinner, ex-
Secretary Houston said that he always marveled at the ability of journalists
to write on a variety of subjects. As he grew older, he said, he realized that
this was responsible for the finality with which they wrote or spoke because
we usually speak with finality about things concerning which we know little.

The point of this story lies not in its pleasantry on newspaper men but
it"does show clearly why the average clerk speaks with such finality on the
many different items which he sells. It is the same lack of real knowledge that
makes for this finality. This is in no sense a criticism of the clerk. He is caught
in a situation beyond his control.

The average hardware store carries from six to ten thousand items; the
average drug store, five thousand; and the average grocery store, one thou-
sand. No human being can know the relative values of any such number of
items as this.

Recently in New York with a stop watch we timed the transactions at
several busy drug stores during rush hours. The clerks at these stores average
32 sales per hour each—less than two minutes for each complete transaction.
It would be clearly impossible to point out to an inquiring customer the value
of the article that would best suit his needs. In other words, the customer has
been informed before he comes in.

You, yourself, have had this experience almost every day—in buying
such articles as toothpaste and shaving soap. When you go into the store you



48 UN1vERsITY OF MI1ssourr BULLETIN

already know what you want and ask for it by name. You do not rely on the
clerk. Consciously or unconsciously you have received a message direct from
the manufacturer.

In buying products of this type you are perhaps not fully aware of the
limitations to the information that can be given out over the retail counter.
It is when you come to select articles of higher price—less frequently pur-
chased—such as furnaces or household equipment, that you will feel the urgent
need of more complete facts.

A neighbor of ours has been for some time trying to select an electric
range for a new home. The dealer in the city recommends one particular type
highly, but the local dealers in the country where the home is located condemn
it completely.

This woman now faces the problem of securing additional information
and evidence direct from the makers. As Dr. Wesley Mitchell, the economist,
said in his brilliant pamphlet, “The Backward Art of Spending Money,” no
one can be expected to judge the values of everything from toys to medicine.

To supply the information about merchandise which we all need, organ-
ization has been developed just as the press association has been developed
to meet the need of gathering and distributing news.

The advertising in daily papers can, in general, be divided into two class-
es. The advertising of the local dealers and department stores is, for the most
part, a series of announcements of certain articles or the featuring of special
prices.

The other kind of advertising is that of the manufacturer. It is this type
of advertising—usually national in scope—which presents particular problems,
and for which a highly specialized type of organization has been developed.
These organizations are the advertising agencies.

The advertising agencies are organized for and trained in the study of
markets and the buying habits of the different sections of the public. In the
recent study of a single commodity one agency interviewed 1,267 usersof that
kind of a commodity in their homes in 116 towns in 18 states; 82 wholesalers
were called upon and 669 retailers. Altogether six investigators were in the
field for over ten weeks.

In marketing commodities the advertising agencies work wich manu-
facturers just as lawyers do on legal questions. With a knowledge of the needs
of the public, they interpret the advantages of commodities which meet these
needs. They supply the information vital to the public for intelligent purchas-
ing. And they afford manufacturers a highly specialized service, which, like
the news service to the papers, would be prohibitively expensive and impos-
sible to secure on any other basis.

With the needs of the public and the advantages of the product definitely
established, it would seem simple to explain these advantages in a series of
advertisements and insert these advertisements in newspapers, magazines,
farm papers, billboards, etc. But it is not so simple as it appears.

There are 105 million people in the United States, 25,000 publications,
7,000 cities and towns with bill-posting plants.

What part of chese people shall be approached first? What publications
and what other forms of advertising shall be used? What space and what
frequency? Above all else, how shall the message about the product be express-
ed?
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It is rather amusing today to read Mr. Ford’s testimony in his auto-
biography, that it was not sufficient for him to announce that he had per-
fected a practical motor car at a popular price. It is difficult to realize that it
was only with the greatest effort that he was able at first to sell them at all.
Mr. Ford then goes on to say thac people never have taken voluntarily to
new things. Whether or not this is historically true, it is a fact today that
new things do not sell of their own accord.

It is not enough merely to bring a new product to the attention of the
people who will use it. It is the character of the message which is of primary
importance. It must be expressed so interestingly, from the viewpoinc of
their own needs or desires, that it will overcome their objections and prej-
udices and bring them to the point of buying.

To convince people of the desirability of a new commodicy today is a
costly undertaking—so costly that in many lines the dealer refuses pointblank
to undertake the job. Your druggist’s answer to a manufacturer, if the latter
had developed a new and valuable product for the teeth and gums, for instance,
a product of genuine merit, would be: “I will buy it when I have a call for it.”
That means when the manufacturer had convinced you that his product was
what you needed and that when, as a result, you had gone to the druggist’s
and asked for it—then and only then, would the druggist buy a supply of it
from the manufacturer. This is exactly the experience that Pebecco went
through.

Take another example—in the grocery field. A product that you all know
of and one that your mothers and sisters genuinely value. When the first
attempts were made to put Lux on the market, it was discovered that the
grocer would not buy. At that time there were two general kinds of soap
other than toilet svap—bar soaps and soap powders. Clearly, Lux was not a
bar soap, and hence, according to the reasoning of both retailers and whole-
sales, it must be a soap powder. This reasoning persisted, in spite of the fact
that when the package was opened and the contents shown to the dealer, it
was an entirely different product—a flake and not a powder.

For this package which the dealer insisted on looking upon as a soap
powder, the price was higher than that of packages of actual soap powders;
hence the dealer said it was not a good buy. In the face of this, it was impos-
sible to get the dealer to handle it until the advantages of the new product
were explained directly to the women of the country. As a result of telling
women about Lux through advertising, it is now used in probably 80 per cent
or more of the homes in the country.

This successful distribution of information on Lux has not only afforded
the American public the advantages of a new method of washing woolens,
silks and sheer fabrics with very much better results and great savings in time
and money; it also has achieved another equally important end. The great
volume of sales developed on this single product has made possible the econ-
omies that always come with large scale production. Advertising, in other
words, is simply a form of large-scale selling.

Right here in your own state you have an instance of the tremendous
economies of large-scale production. In St. Louis, the shoe center of the world,
shoes are being made to sell at from $5 to $11 a pair, whereas custom-made
shoes sells at $34 a pair. The day will come when this tremendous business
will be insured and further economies secured, by informing the public every-
where of the advantages of the best of these brands.
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Of course the very success of a product invites competition. To maintain
and increase the large volume which makes the economies of large-scale
production possible, the manufacturer must insure his volume against compe-
tition by continuing to keep the public informed of the advantages of his
product. Fortunately, continuous advertising serves another great purpose,
as the old product is always new to the oncoming generation. There are
approximately one and a half million people coming of age every year in this
country. In addition to that, of course, must be added the large influx of
immigration.

An additional reason for continuous advertising lies in the fact that even
when a product has established leadership in a recognized field, the point of
saturation is frequently still far off. With all the selling and advertising effort
put behind toothbrushes, careful estimates show the surprising fact that only
20 per cent of our population actually use them.

In the life insurance field the total average amount of the policies held by
each person insured is only $1,375.

It is because of the need of continuously presenting one product or one
service that the problem of the advertising agency in disseminating infor-
mation which will be read is more complicated in some ways than that of the
news columns. Each day the newspaper editor has fresh material. The ad-
vertising agency must keep the same set of facts ever interesting by fresh
approach, and in advertising, repetition is just as necessary as in any other
form of education. And yet, of course, to make this repetition real and not
nominal it must be interesting—the advertisement must win a reading. Where
the editor must interest the readers of a single publication, the advertising
agency must interest the readers of dozens and in some cases hundreds and
thousands of publications of every kind. On the other hand, the agency has
the great advantage of working on a very limited number of problems at any
one time, as compared with the great volume on which the newspaper must be
informed.

This problem, then, of getting and distributing informarion in the
advertising columns is probably quite as complicated as that of the news and
editorial pages. How is it being done? Who are the agencies that do this work ?

Clearly enough, all agencies cannot have all of the necessary qualifications
There are all kinds of agencies just as there are all kinds of doctors, lawyers,
newspaper and business men. The very good, the good, the mediocre and the
bad. There are agencies which compare favorably on all of these points with
the highest type of organization, either professional or industrial.

Granted the initial ability, training is counting for more and more each
vear. The best advertising men, like the best physicians, are those who have
had a general experience in all phases of advertising work before they start
specializing. As in all businesses and professions, the universities are being
called on more and more for men to take up this work. Even the faculties
themselves have been called upon to provide men. In one agency there are
110 university graduates, of whom seven have their degrees as doctors of
philosophy.

Not a few men have found their way from journalism into advertising
work. Quite a number have made conspicuous successes. Where they have
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not been happy it has usually been because before making the change they
saw the similarities but did not recognize the differences. In advertising,
although there is each day a greater and greater opportunity for a very high
order of literary work, yet, in the last analysis, every advertisement is a
business message, subject to all the limitations and inhibitions which that
carries with it. Every advertisement is edited with this end in view. To any
of you men who combine with your literary interest an equal or greater interest
in business, the advertising world will always hold open its doors and bid you
a very cordial welcome.

There are large agencies and small, just as there are large and small
newspapers—agencies consisting of a few people and agencies of from 300 to
400 people. There are in the United States some 1200 agencies. Of these the
American Association of Advertising Agencies includes in its membership
134. These 134 do perhaps 60 to 70 per cent of the business done by the
entire number. In the seven vears of its existence the association has done
much to promote a higher and higher standard of work and to achieve very
substantial economies. A better understanding of this has developed between
publishers and agents. Here again Missouri gives an illustration of this progres
I think the association was helpful in furthering the use of mats by country
publications. Mats are now used generally by the rural publishers in the state.
After two years’ work, the Missouri Press Association has succeeded in build-
ing up a membership of about 400 daily and weekly papers, outside of the
metropolitan dailies.

By working together these publishers are now furnishing information and
co-operation to a degree that would be out of the question if the members were
working alone. All of these movements take time but they show results.
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How to Get the Business and Collect the Money
By Cuarres M. MEREDITH

The Free Press ,Quakertown, Pa.

This is the most important address of this convention. Not the longest
address nor the best address, but the most important address. Just look at che
subject: “How to Get the Business and Collect the Money.” If there is
anything more of a practical nature connected with the publishing business
I fail to recognize it.

It does not make any difference how much the publishers lie and blow
about their large circulations, and their high advertising rates, and their job
work prices, and their columns of advertising—if they don’t collect cheir
money all the effort is wasted.

Things have changed since I went into the printing business about thirty-
five years ago. My boss thought that he was doing fine if he could get togecher
a dollar and a half to hire a livery team to go out into the highways and the
byways collecting his subscriptions. And if he could get the money together
to go to Philadelphia every Friday for two reams of paper for the next week’s
edition he was well pleased.

On the other hand, in 1923 one beautiful fall day I went up to Buck
Hill Falls Inn for the convention of the Bucks-Montgomery County Press
League. Irode up in my Jewett sedan. We made all the hills on high and the
beautiful varnish glistened in the summer day. Everything was exactly as
the Jewett catalog exemplifies and when I got up to the porch of the Buck
Hill Falls Inn I got off and looked at that Jewett. I was well pleased. I be-
lieve there was a kind of a glow above my dome and the guests of the hotel
came out on the first-floor porch, and also on the second-floor porch and it
seemed to me that I cculd sense their appreciation of the situation; but, while
I was there absorbed in conscious pride, up came the Haywood Brothers of
Conshohocken, not in a Jewett, but in a Lincoln sedan, and furthermore in
the front seat was a darky chauffeur, and, like the Queen of Sheba, my crest
fell and there was no more spirit in me.

Some weeks after that I took my associate editor on a tour of the news-
paper offices of the two counties of Bucks and Montgomery, Pennsylvania,
and when we got to the Robinson Brothers, at Hatfield, we found their back
yard all littered up with high-class automobiles. Ernest Robinson has two
Peerlesses and is a bank president. Penrose has two Pierce-Arrows and is
president of a trust company and is now touring Europe. Charlie Baum of
Perkasie has a villa at Ocean City and William Hoover of Bryn Mawr, has a
villa at Atlantic City. Ralph Beaver Strassburger has just putup$1,400 fora
book of biography and genealogy concerning his ancestors. The other day at
a meeting of the Bucks-Montgomery Press League, at Norristown, up to the
curb drove Hillgass & Son of Pennsburg in a Packard limousine. All country
weekly publishers! How do they get that way? Why, only by making their
collections.

We have in our town a well-intentioned, young man formerly our most
popular and prominent bootlegger but he got religion and is now an evangel-
ist. The other day he visited the editor at Hatfield and offered to sell him a
cake of soap, I think, for 15 cents and after this transaction was closed he
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said to the Hatfield editor that that was just a stall; what he really wanted
was to have the Hatfield editor to do some printing for him.

“What is your price for a thousand tracts?”’ said the evangelist.

““$3.50 per thousand,” said the Hatfield editor.

“Oh! That’s much too high,” said the evangelist. “Up in Quakertown I
can get them for a great deal less money than that.”

“Do you mean to tell me,” said the Hatfield editor, “that Charlie Mere-
dith will print you a thousand tracts for less than $3.50?”

“Oh! no,” said the evangelist, “Not he. He’shard boiled and cold blooded.
He wants to be a millionaire.”

At first 1 was rather flattered by this story, but come to think of it I do
not exactly approve of that kind of judgment in the community nor do I
think I deserve it either, because I was chairman of a drive which raised
$100,000 for Grandview Hospital, I was chairman of the New World Move-
ment in our church which went over the top and I was chairman of sixteen or
eighteen districts in the county raising $7,000 for Armenian Relief.

Now, I wanted to say that after you have made your collections don’t
waste them. Don’t buy from all these blue-eyed, fair-haired salesmen who lean
their elbows on your counter and want to wish on you this, or that, or some-
thing else.

For instance I have no Miller saw trimmer or feeder. I took that money
and went to Florida with the National Editorial Association. Maybe Mr.
Miller was in Florida when I was but he did not travel with me. Nor do I
have any Goss-Comet press. I don’t see the necessity of a Goss-Comet press
for me when I can get my Potter press run a whole week for $9 or $10 by an
apprentice; so I took that money and went to Montana, Yellowstone Park
and Glacier Park with the National Editorial Association. Maybe Mr. Goss
and Mr. Comet were in Montana but their paths did not cross my trail. Nor
do I have an auto caster at $12.50 a month. I took that money and bought a
Jewett sedan and am here.

One can buy a lot of local commercial, historical and philosophical
material from our best local writers for $12.50 a month, and when it comes to
editorial and special features, why, we “roll our own”’ regardless of what we
can get in plate form or mat form from national celebrities.

I was up to Browning & Bachman, the Allentown Clothiers, early in the
year and we signed up for our annual contract, and after this was signed the
advertising manager said, “Do you use mats?”

And I said, “No, we can’t use mats.”

He said, “Well, then I will have to send you cuts and copy.”

And Isaid, “Yes,” easy and casual, and that transaction was over.

I can’t see why I should cast plates and install a machine at the same
rate as we are getting now because I can’t raise our rate. But with these old-
fashioned statements of mine, Quakertown Free Press is a paper not to be
ashamed of. It has 3,500 subscribers at $2 a year and we are not making any
practical effort to have a large circulation. Two dollars a year means that the
subscriber is getting about all there is in it as a paper and to raise the rates at
this time is an impossibility; so we are just letting her go. But we have from
sixteen to twenty pages every week and seventy to one hundred columns of
advertising and we are not giving any thought at all to the publishing of a
daily because we prefer a fat weekly to a bumptious but attentuated little
daily.
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It seems to me that I have been in the collection business all my life.
When father died mother was left in straightened circumstances and so she
pretended to be a milliner, and then it was my duty as a little boy to carry to
the ladies of the town their completed bonnets. Bonnets in those days—not
hats nor creations as now. I would take the bonnet and put it on the doorstep
and ring the bell and beat it down the street. After while I grew bolder and
rang the bell and passed the bill to the lady. After while I grew more brazen
still and handed in the bonnet and the bill and informed the customer that
mother’s account at Kohn, Adler & Co., and Schoeneman Brothers and Dana-
baum & Elliot was pressing and if the bonnet customer could arrange I would
like to take the money along home to mother.

Then when I became a printer’s apprentice my boss used to send me out
collecting subscriptions. I would walk fourteen miles one day to Bucksville
by one road and back the next day a different road. Other weeks I would go
to Bedminster, and Argus; stop at every house on the road; try to get them
to subscribe for the paper; try to make a collection; and try to get so many
want ads during the trip that the expenses of the day’s campaign would be met.

Then after a while the good citizens of Bucks County, Pennsylvania,
with a population of 86,000 elected me sheriff. When I used to make those
collections in Bucksville and Bedminster I would go to a man and say that
his dollar was due and he would agree that it was due but his wife had just
bought a kitchen cabinet and had paid the first installment and they were out
of funds that day but he would be over Friday and square up with the boss;
but he did not come. So when I would go visiting next year I would say, “Two
dollars is due,” and he would agree, but he had just paid his life insurance and
was without funds but they were going to get some more money and bring it in
in a few weeks. But they didn’t. Then when I would go around the third year
he would say “Three dollars. Isit? Are you sure of that? How time flies.”

“Yes.”

Well the hired man had the pip or something, he would say, and they
could not get the hay to town. “But we are going over there to sell the hay and
do all our spring buying and then we will stop in and fix you up.” But he
didn’t. And when I would go the fourth year he would swear, and his hired
man would swear and the dog would bark, that it was only three years instead
of the four I asked for. Then we would compromise and I would take $3.50 and
go away with neither of us satisfied.

But when I was elected sheriff things changed. Darn the kitchen cabinet,
and the insurance, and the hired man’s pip. Armed with a writ for a hundred
dollars or a thousand dollars I would go on the premises, collect the money or
start something. That was experience to gird up the loins, thank God and take
courage. It has benefited my morale, ever since.
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The Telephone as an Aid to Fournalism
By Percy ReEDMUND

General Manager, Southwestern Bell Telephone Co., St. Louis.

It was the newspapers of the country that made the telephone famous
over night. Alexander Graham Bell had exhibited his “speaking telephone,” as
it was then called, at the Philadelphia Exposition. Dom Pedro, emperor of
Brazil, inspected the exhibit and listened in on the line. “My God, it talks,”
he exclaimed.

Dom Pedro, it should be explained, was the Theodore Roosevelt of his
day. Anything he said or did was good first-page copy. So when Dom Pedro
praised the telephone, the newspapers began to give large amounts of space to
the wonderful discovery.

It is a far cry from that day to this. Few if any reperters on big city
newspapers are now actively engaged in newspaper work who were in harness
prior to the advent of the telephone in 1879. The reporter of today may have
his hands full but the veteran of 1879 had them more than full. It was neces-
sary for the newspaper man of yesteryear to have good strong legs, for he had a
considerable amount of walking to do. Horse cars and hansom cabs and some-
times hired messengers were pressed into service, but at best the gathering of
news was a slow, laborious task. Police reporters used to make the rounds of
every police station in the city. Elections were sometimes in doubt for days.

Newspaper men live at the ends of telephones today. Batteries of them
may be found in every city room in the country. Indeed the city editor in some
cases seldom sees the reporter to whom he daily gives instructions over the
telephone. There is one St. Louis newspaper man who is said to have never
been inside the office of his paper in the last ten years.

I do not believe there is any question but that telephones have been one
of the mightiest forces in developing the newspaper of today. This condition
has not been brought about by chance. It has been a logical development
hastened by the ever-increasing desire for speed.

One thing that has contributed largely to the rapidity with which this
force has been utilized are the many marvelous inventions discovered by the
Bell System scientists who today are at work by the score in obscure laborator-
ies striving to add other refinements and perfections to the science of communi-
cation.

I refer to such things as the carrier current apparatus which enables as
many as five telephone messages or twenty telegraph messages to be trans-
mitted simultaneously over the same long-distance circuit. In addition there
is the principle of compositing which permits an ordinary long-distance tele-
phone circuit to carry four telegraph messages in addition to the usual tele-
phone message.

Then, there is the “repeater,” a device which actually rejuvenates feeble
speech currents. A long-distance telephone line is thus divided in sections of
separate lines vonnected end to end. At the end of each section the repeater
takes the feeble currents and sends them to the next section in strengthened
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intensity and without distortion. This is done so effectively that the voice of a
speaker in San Francisco is readily recognizable to a friend in Havana although
it has been repeated twenty or more times in its journey over 5,000 miles of
wire and submarine cable.

All those things have been of vital interest to newspapers. An illustration
of how dramatically they have served in emergency was given a month or so
ago when every telephone and telegraph line radiating out of Chicago, with one
exception, was damaged by a violent sleet storm. The one exception was a line
to St. Louis that miraculously had held up. This was Chicago’s one strand of
communication with the outside world for hours.

Naturally the congestion on the wire was tremendous. So it was “du-
plexed”” and shortly it was carrying the entire load of news, reports, messages
and all the other traffic developing from the situation. The world was able to
know promptly the extent of the damage in Chicago because one long wire was
able to withstand the pressure and carry by means of these modern inventions
the load of traffic imposed on it.

As ever editor knows, most of the leased wire reports of the news gathering
associations such as the Associated Press, the United Press and the Inter-
national News Service came in over the telephone company wires. So that
whether you take a full leased-wire report or receive a “‘pony” report over
long-distance you have continually before you an illustration of the aid that
the telephone is rendering in making possible the prompt regular issue of a
newsy publication.

It is indeed peculiar that the advantage of the telephone should have
been so promptly and completely recognized as an invaluable aid in the gather-
ing and preparation of news and at the same time so little heed given to its
possibilities as a business-getter. The news department of the modern news-
paper today, be it large or small, would feel seriously hampered without the
telephone, but the business office today is continuing to use it in much the
same way as was done ten years ago.

With but few exceptions no great forward strides have been made in
utilizing the telephone as a selling force. The newspaper has two things to sell
—circulation and white space. How many of you here have ever made a
serious effort to sell advertisements or subscriptions by telephone? No doubt
many of you have placed a few sporadic half-hearted calls to friends or former
customers but how many have gone out after new business, have invaded new
territory, have solicited new prospects by telephone?

It reminds me of the cartoon that showed a book salesman trying to sell a
farmer an encyclopedia on farming. The farmer, a tall unshaven individual,
shifted the last ounce of his weight to a tree and answered:

“Young man, I air’t farmin’ now as well as I know how.”
b

1 believe there is a hint here for all of us. The world has accumulated a lot
of knowledge in the last few thousand years, but not very much of it is being
used.

By using long-distance the business man can effectually and directly
handle a selling force, large or small. He can inspire its members with his own
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personality. He can provide them with the most effective follow-up. It’s the
new way of selling as a matter of fact—the modern way—building business by
wire.

It has not been an easy task to bring that fact home to business men as a
whole. Many have been mightly conservative and skeptical.

The answer to the question as to whether it can be done 1s that it has been
done. There’s a rug concern in St. Louis that covers the United States by tele-
phone in its search for new customers. There’s a match company in Kansas
City whose salesmen cover two or three times as much territory as they would
otherwise be able to through agency of long-distance. When they come into
a headquarters town they immediately place a long series of sequence calls for
surrounding territory.

There’s a soap company—if I were to mention the name you would find
it had a familiar ring—that is just beginning to try out the idea. On the first
trial the sales far exceeded the expectations of the sales manager of the soap
firm. “It was a revelation,”” he said.

Last Christmas and the year before the Wahl Pencil people, the makers of
Eversharp Pencils, kept their dealers’ stocks complete during the Christmas
rush by long distance. They called every dealer every night if necessary and
rushed express shipments to cover his day-to-day sales. They have found that
long-distance paid.

Now, let’s get down into the newspaper business. How can long-distance
save or make money for you. That, I take it, is the question in which you are
interested. Let me cite the case of the St. Joseph Gazette which recently
doubled its country circulation and increased its local circulation largely
through a campaign handled exclusively over the telephone.

Sitting at his desk in his shirt sleeves and cooled by an electric fan, the
advertising manager of the Daily International at Douglas, Ariz., sold a com-
plete twelve-page section of advertising from surrounding towns over long-
distance. In many instances he took the wording of copy over the wire without
moving from his desk. They figured up the cost of the telephone calls later and
found that they were but 12 per cent of the profits.

Money can be saved by proper use of “station-to-station’ calls in the
news department. A paper in Springfield, Ohio, has reported that considerable
savings have been affected by having their correspondents call them on a
“station-to-station” basis. This it should be explained consists of placing a
call by number instead of name in somewhat the same manner as a local call is
placed. This was called to the attention of the St. Louis newspapers some
time ago and one—the Post-Dispatch—is introducing the new system.

It all gets back to the fundamental necessity of knowing something about
the other fellow’s business and I believe that a whole lot of good could be
accomplished if newspaper people in general familiarized themselves to a
greater extent with the telephone company in their own town and gathered a
little information on how the wheels go round.

For instance it would help all of you, to take a trip through your local
telephone exchange and watch the operators at work and have the manager
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explain to you in nontechnical phrases just how telephone connections are
completed and why you get wrong numbers and how cut-offs happen and all
the other thousand and one things that irritate you when you use the phone.
Go and see the manager when you get home and ask him to take you through
if you have not already had the experience. Get acquainted with him. He may
be a good fellow.

Besides, he is a mighty good news source for any editor to know. Although
the telephone company is prohibited by law from giving out any information
passing over its wires in private conversations there are many items of in-
formation that come to him, especially at times of emergency, in a perfectly
legitimate way.

And about these wrong numbers. Let me say this. It is hard enough to
meet the lack of understanding of those who simply do not know how the
system is operated and have no conception of the manifold difficulties involved
and how hard the telephone forces strive to maintain good service; but the
cruelest thing of all is the habit of joke writers and comedians taking a crack
at the telephone company just for the sake of getting a laugh and harping con-
tinually on the idea that all telephone service is slow and careless and that the
operators are indifferent and rather prefer giving wrong numbers.

There is a glorious, inspiring story in the men and women and the mechan-
ism that help to make possible the universal telephone service that we know
today. There is a wonderful organization “behind the scenes” which makes it
possible for us to send our voices ringing over the distance spaces to one person
in a hundred million that we wish to reach.
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About Fiction
Writing for Young People

By Miss Catna WELLs
Qakland, Cal.

There is nothing too good for the child—it takes the very best there is to
be even good enough. There is no talent too great and strong, too fine and
subtle, to contribute seriously to his reading and entertainment.

The successful child’s story, like all other good stories, should be written
primarily to entertain. Some misguided persons imagine one writes stories,
especially children’s stories, to point out a moral. Never! One preaches ser-
mons and gives lectures for that. As Robert Louis Stevenson said: “We don’t
have to make our neighbor good; we have to make him happy, if we may.”
Of course, making him happy is making him good, wise and everything else
that is best.

The right sort of a child’s story must carry knowledge. This is at the
desire, not of the editor nor the parent, but of the child, who is always hungry
to know—the child with his ceaseless questioning, his eternal why’s. A child’s
story must not deal with fear nor death, it must not leave a bad taste in the
mouth, but must always show the powers of good working in harmony toward
the right. Nor is this at the editor’s demand, but at the child’s. Children are
fairer judges of the right, the true, the honorable, than we, it sometimes seems
to me. There’s an old saying that children tell che truth always. I doubt that,
but I know they demand the truth of you. Nor can an empty child’s story be
covered up with fine writing, overloaded with adjectives and adverbs, with
risque settings or other similar devices employed on grown-ups. Children
tolerate no confusion of the picture or point at issue. They see clearly and to
the heart of things. They go at their stories as they do at their Christmas
packages, stripping off the useless tinsel and paper to clutch at the precious
gift inside.

A child’s story should be as carefully worked out in regard to plot con-
struction, suspense, angle of narration and characterization as the best grown-
up story. It must have quite as much “punch,” if not more. Its diction must
be alive and stirring, approaching as nearly as possible to the brevity, clarity
and imagery of the Bible.

Which reminds me that editors and bookdealers say there’s a big demand
for good retold Bible stories for the very small child, such stories as the wise
mother selects of her own accord to tell her babies. The head of the children’s
section of Paul Elder’s—the famous and artistic bookshop of the Pacific Coast
—said it was amazing how many children choose Bible stories of their own
accord. But is it? Doesn’t it just prove, as I’ve said before, that children
appreciate the best? '

Another bit of gossip from those who deal in books is that children are
reacting from an overdose of animal stories, while these have done inestimable
good in teaching fearlessness of, as well as sympathy and understanding for,
the dumb creatures. The woman of tomorrow is less likely to scream at a
mouse after being read to sleep with Burgess’ tale of the field mouse. Children
know when they’ve had enough and when every paper they turn to has a new
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type of animal story, it is small wonder that they ask, as one little boy put it,
for stories of ““folks just like me.”

I have been told that more money can be made out of writing a successful
child’s book than in any other field of fiction. Personally, I don’t know. But
a successful grown-up story may have a tremendous sale this month and be
unread next. A child’s book goes on, like a moist snowball, growing bigger and
bigger with each turn-—one child reads it and tells it to his little brother, who
passes it on to someone else. Mothers give their children and grandchildren
the books they themselves read and loved. Such books are never laid aside.
Tennyson may some day be unread, but Mother Goose never will.

The ideal length for a young child’s story is from seven to eight thousand
words, but in many cases the same characters and setting are used in a group
of independent stories.

Another thing: one should never attempt to write down to children, be-
cause it just can’t be done honestly and keep the true balance. Why, neither
vou nor I nor any other grown-up is the superior of a child. Just remember
that once perhaps “you were wise as he, but that was very long ago.”

Not long ago someone said to me, “Don’t you ever intend to write real
stories?”” I wish that person would set himself to writing a group of success-
ful children’s stories. If he made the hill he’d have cause for pride; if he failed
—well, he’d have the experience, which is never amiss with any of us. Dr. John
Adams, a distinguished writer and lecturer from London, recently said it
always amused him to hear writers speak slightingly of certain popular-priced,
widely read magazines, intimating that they were of a mind to sell stories to
such; for he knew from hard-earned experience that this was not as easy a
thing to do as they seemed to fancy.

Many of the biggest minds of the world have not only felt it beneath
their dignity to write children’s stories, but have taken pride in doing so. And
what has Kipling done better than his Jungle stories? Remember Mary
Dodge’s classic, “Hans Brinker’’; Frank Stockton, Richard Harding Davis
and Mark Twain wrote for children. So have Ellis Parker Butler and Booth
Tarkington. And I challenge you to show me any other story by our fellow
member and former president, Louis Dodge, that surpasses in delicacy and
artistic beauty the exquisite little boys’ story, “The Sandman’s Forest.” These
are all professional writers, but the author of the “Immortal Alice” was a
great mathematician. And Derrick N. Lehmer, head of mathematics at the
University of California, writes adorable nonsense poems for 5-year-olds.
Moreover he sells them to good magazines. And our new Secretary of the
Navy, Curtis D. Wilbur, of San Francisco, formerly chief justice of California,
has published several volumes of bedtime stories.

I like best to write of little country children among wild and domestic
animals. Any person who has not known the country in his youth has been
cheated. Later on one can learn the witchery of the movies, the bright lights,
the cafes, but unless one knows the songs of birds at dawn and sunset, the
smell of cropped clover, the friendliness of young calves and pigs and colts,
the joy of little brush-hidden paths, unless one sees these in his youth he is
likely to go down to his grave very ignorant, it seems to me.

I have confined my talk to writing for the very young child. But after
all, the principles are the same whether you write for the child, the youth, the
grown-up—if you just put real blood into a story, make it alive, it will certain-
ly sell. A writer once said to me, “I can’t do children stories well, you see,
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I've never been around children much.” Why, she didn’t know that the one
child who helps you to write is the child you used to be. If youcan’t remember
how it felt to plow into deep mud with your best shoes, to wade creeks and
climb trees, and things like that, then you can’t tell another about it. For here,
as in every other class of writing, if there isn’t something inside of you that
thrills to the things you write of, you don’t make the hill, regardless of effort,
any more than a car can go over the top without gas.

A primary teacher of Pasadena, Cal., said that for the last five years she
has had her children read Robert Louis Stevenson’s “Child’s Garden of Verse”
and then let each child select his favorite poem. Every year the most popular
poem has been that little two-stanza thing called “Windy Nights”:

Whenever the moon and stars are set,
Whenever the wind is high,

All nightlongin the dark and wet,

A man goesriding by.

Latein the night when the fires are out,
Why does he gallop and gallop by?

Whenever the trees are crying aloud,
And ships are tossed at sea,

By, on the highway,low and loud,
By at a gallop goes he.

By at the gallop he goes and then

By he comes back at the gallop again.

She wondered at its popularity. But can’t you see, these lines throb and
beat with action, mystery, suspense; they thrill our imagination till one falls
asleep wondering why at a gallop he goes back again. And if you don’t wonder
—don’t bother writing children’s stories.

I asked the editors of some of our leading juvenile magazines for some
message for you. William Fayal Clark, editor of St. Nicholas, says that their
great need is for good stories and articles for children of high-school age, the
same to range from 3,500 to 5,000 words, though shorter articles are welcomed.
They aim to instruct and entertain, but do not care to have articles written
in story form, just straight-out facts, with a small amount of material for the
very young child. This magazine has a set policy, due to the fact, I believe,
that in more than fifty years it has had but two editors.

B. C. Oswald, of John Martin, writes that his magazine isthe outgrowth
of the John Martin letters which flourished for several years and whose per-
sonal quality is still retained in the present magazine. Its stories are often in-
structive with classical, historic and nature tales, but it never fails to find the
fanciful and welcomes pure merry nonsense. Its strives tolet no unconstructive
lines or ideas creep in. All the material is selected with four points in mind:
appeal, humor, influence, structure.

A new child’s magazine has started in Berkeley, Cal. I met the editors
and received many favors from them and incidentally two checks for the only
stories I had for them.

The Youth’s Companion gave me some very good advice. They said,
“Do not write a story and then begin to look for some magazine that will
publish it. Decide upon the magazine in whose columns you wish to appear;
study that magazine carefully to discover the sort of thing it publishes; try to
absorb its point of view; determine whether it advocates stories of love, ad-
venture, travel, detective, children, adolescent, adult, humor and so on, and
then write your story for that magazine.”
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Why Writers Should Be Philosophers

By Jay WiLLiam Hupsown

Author of *“ Nowhere Else in the World”; ““ Abbe Picrre”; * The Truths We
Live By”.

Every supreme writer of any civilization has been in a broad sense, a
philosopher. Name the greatest writers and you are likely to name the great-
est philosophers of the age in which they wrote. They reflect a philosophic
point of view—an interpretation of life. To see beneath mere appearance,
into the reality of things, is the philosopher’s business; to see the universe in
the large, rather than in its fragments.

Dante, who some say is the greatest poet that ever lived, was also the
greatest philosopher of the Middle Ages in that he understood the spirit of the
Middle Ages and expressed its philosophy better than any other man.

Shakespeare was not a mere reporter of life but expressed the English
philosophy of life.

Thomas Hardy, English novelist, has a philosophy of life, consistent,
specific, that gives a special quality to all his work.

Tennyson lived in an age where theology and science were at war, and
his poems reflect a philosophy born of this struggle which has recently renewed
itself.

It is a most interesting phenomenon, explain it as you will, that nearly
every great novelist and poet has probed beneath the surface and had a
philosophy of life.

No great novelist has merely given us instances and such, but all have
told us what life meant in terms of a point of view.

Frank Norris said a novel must tell a story, must reveal characters, and
must prove something. After having read a really great novel, you not only
have read a story but have attained an intellectual conviction of something,
you have interpreted life in terms of the author.

America has been condemned by foreigners, and by Americans, too, as
having no art at all that is characteristically American; perhaps the dubious
beginnings of a distinctive architecture; but no really great schools of painting
or of sculpture; while our music is still in its infancy.

But America has one art that has been expressing itself quite generally
and with some degree of merit: the art of fiction writing. And this art is
today the most popular esthetic expression of civilization, this the one art in
which we Americans are finding conspicuous expression. From 50 to more than
90 per cent of the books drawn from our public libraries are books of fiction.
No other one art is so influencing and moulding our institutions at the present
time. Now, the novel has never before been the chief artistic expression of any
age. It was always something else: sometimes painting; sometimes sculpture;
sometimes architecture; sometimes the drama and poetry; but not the novel.
By the way, the term “art” is too often narrowly applied merely to painting
and the fine arts. But literature too is one of the fine arts. It is the finest art of
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all, from the standpoint of having at its command more unities of more
varieties than has any other art. The writer is free from many things that
restrain the other arts, such as utilitarian considerations which interfere with
the note of pure beauty.

The one thing that makes a piece of literature great is that indefinable
thing called life, that moves through words and that transfigures them— life,
that is not merely a reporter, but an interpreter, painting the color of your
own soul into this expression of yourself, transforming your people and plots
and circumstances.

The writer has an articulate outlook on life, or he is nothing. The literary
man, as an artist, is always interpreting his characters. He doesn’t hold the
mirror up to nature. Before a writer can hope to be a story writer of high skill
or force, he has to become more or less of a philosopher.

The American novelist must study his own civilization in order to portray
American society as it is in its real meaning. For instance, our democracy has
transformed woman until she shares with man many aspirations, and love
between men and women has become subtly changed in its manifestations.

Many of the novels of love today are not truly realistic. They are not
true to American life as it is. The prevalent lack of the tragic ending is not
true to democracy, which is in itself full of tragedies though most eyes are shut
to them. Most people want to read novels in which everything turns out
pleasantly, yet tragedy is the note through which art finds highest expression.
“That novel ends well which ends faithfully,” said William Dean Howells.

We Americans look upon beauty as something that is imposed upon
civilization. Righteousness and truth we want, but beauty we leave for the
few. Yet a civilization is chiefly remembered because of its arts.
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What Writers Should Know
By T.C.O’DonNELL
Editor, Writer’s Digest

The first point I want to make is this—that every writer must have a
distinctive, personal point of view—#is personal attitude toward life, Ais
personal philosophy, %is slant on things, on people, on events. It doesn’t
matter in the slightest degree so far as effective work is concerned, what that
attitude toward life is. He may be a believer in revealed religion; or he may be
a rationalist; or even an agnostic; in art he may be a realist or an idealist—
or he may hold that all art is a nuisance; in politics he may be a Democrat or
a Republican, or he may eschew politics altogether. But you can’t get along
without it. To do solid, vital work, to do poems and stories and feature
writing with color and personality, giving them that quality of interestingness
and differentness that editors are combing their mail for, you have to get hold
of a point of view—somewhere, by some hook or crook.

Not that you will ever mention your point of view in your work. That
isn’t the idea; that isn’t what it’s for—it’s to organize yourself, your ideas,
your emotions, your motives, and to give point and direction and unity to
everything that you write.

Now, then, see what follows. One of the big anxieties of the beginning
writer, and of a lot of the rest of us, too, is vocabulary—how to get a big one.
And yet, when you get hold of this business of an attitude toward life as the
basis of your writing, your vocabulary will take care of itself. You won’t need
to worry about words. There will gravitate to and cluster around that point
of view of yours all the words you can possibly use—long words or short ones,
according as you choose your attitude toward things—whimsical words or
solemn ones, gray ones, or vivid, colorful words—musical words, or rugged,
forceful ones.

But it isn’t enough just to let words gravitate to us. We have to acquire
a love for them—for their own sake. Words, you know, are to the writer
what pigments are to the painter. Show me a good painter and I will show
you a man whose big passion is his love for his paints—as paints. He loves
to see them squirming out of their tubes; he loves the smell of them and
the sight of them; he loves the feel, the ooziness of them, he likes to get them
over his hands and daubed all over his smock.

That must be precisely the love of the writer for words; he must love to
fondle them and teach them tricks, and even play tricks on them. They may
have no pedigree, some of them—homeless waifs that he picks up on the street,
but that do have color and character.

Take the stories and the articles and the poems that are written around
whimsical titles as a single proof what I am getting at—read Lewis Carroll
with this thought in mind, and Oliver Herford, and Burges Johnson, and
Gelett Burgess, and Gilbert K. Chesterton, or Stevenson, or Dickens—read
these men, with their love for words, just s words, and ask yourselves if they
could by any chance ever run short of ideas.

Also—ask yourself if you can conceive of these men ever being bothered
about technique. No, the technique also takes care of itself—these writers
don’t have to get their technique out of books on writing. They “roll their

”»

own.
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Now the writer who has got this far in a philosophy of writing has become
an interpreter. Whether he writes a lyrical poem about a sunset or a whimsical
one about his neighbor’s Ford, whether he writes an article for the household
department about how to make Swiss chard go twice as far, or a story—no
matter what he writes about, it is interesting because he is interpreting that
thing in terms of his own way of looking at things, in terms of his attitude
toward life. And that, let me tell you in all earnestness, is what interests every
editor who is worth his salt. Your personality, your ego—that is the thing that
wins the editors, and the reading public.

The story writer who is the interpreter will seldom send to the editor a
story about the prodigal son who came home and paid off the mortgage, or
the prodigal son who didn’t, leaving the dutiful daughter to do it, or the story
about the trouble in the steel mills, or the banker’s son who married his father’s
stenographer, who turned out to be an heiress to an English estate. Yet all of
these are stories that have been sent to me for criticism within the past week,
most of them having been actually sent out to editors, and of course rejected.

The editors reject such stories because their very subjects, stale as they
are, are the hall-marks of an unoriginal mind. But let an editor come across in
his mail a story about the girl who lives next door to you, whose character and
personality you have been interpreting to yourself in terms of your outlook on
life, and told with the words that have clustered around your point of view, and
you have his attention right at the start. It will grip him, and he knows it
will grip the reader, not because it is filled with so-called gripping situtaions,
not because you have the girl run over by a speeding automobile, not because
two men engage in a revolver duel over her, or because she rushes to the jail
with a reprieve just as her sweetheart is to be led to the electric chair—it will
grip him because your reaction to her grips him. Itis you, not she, who grips
him.

And now I come to a question that I want to touch upon for a moment—
plot. It will help you to keep the business of plot-making clear in your mind
if you will remember that the basis of all plot is conflict. A plot is always in
the nature of a triangle. That doesn’t mean that it must necessarily be tri-
angular in the sense of there being two men who want the same woman, or two
women who want the same man. It may be a man who desires a certain thing
or condition, and in steps a man or woman, or condition, and stands between
him and the object of his desire—there you have conflict. Or a man may want
a certain woman, and a condition confronts him and produces the conflict
element. You see, you there have the triangular arrangement all the way
through. Each situation as it arises, is merely a climax leading up to what
seems for the moment to be victory—first for one, and then the other of the
two conflicting elements of your triangle, only you pull a string, and victory
seems as doubtful as ever as your story goes off in a new direction to another
climax—and so on to the end, when, in a big climactic situation, the victory
is won.

That seems simple enough, and that is my point in this paper—the fact
that when the story is about you, when it is your interpretation of your charac-
ters, that constitutes the big interest in the story, your task is a/ways simple.

In the brief time allotted me, I have not been able, obviously, to go into
specific questions that each of you may have. I have, on the other hand, tried
to cover, inadequately I am aware, a subject that has caused me very genuine
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pain, as in my daily work I read stories and poems and other forms of writing
that just miss fire—because the writer doesn’t let the fire burn inside him—
with plots that are passable or even, good and writing that is grammatical
and according to the best principles of books on rhetoric, but that is little more
than a collection of words picked out of a thesaurus instead of dictated by the
writer’s way of looking at things.

But—if I get over today just this one idea, that it is you you are selling,
and not your stories, you will find the whole business of writing clearing up be-
magic.

(From another address by Mr. O’ Donnell, “Writing the Feature Article.”’)

Now let us consider for a moment certain qualities imparted by news-
paper writing that make a man a better fiction writer.

First comes a mental alertness that always distinguishes the successful
newspaper writer, manifesting itself in the form of entertaining diction, bright,
vivacious dialogue, and up-to-the-minute allusions and figures. I am not
saying that these qualities are confined to newspaper-trained fiction writers—
merely that the newspaper cultivates in one an alertness, a keenness of mind
that is particularly adapted to the modern story, which in turn must adapt
itself to the modern audience, demanding as it does that it be entertained
rather than stirred emotionally.

And this brings me to a second quality which is closely related to alertness
of mind, a quality that is unfortunately left out of all discussions of short-
story writing. I refer to sophistication. I am not going to argue the point as to
whether the modern public is or is not becoming over-sophisticated. The moral-
ists are having a merry time with the subject, but in the meantime the public
goes on becoming more and more sophisticated; more and more they demand a
sophisticated note in their fiction, and a sophisticated point of view in their
writers.

Again the newspaper man learns human nature. He knows, not one or
two types or classes of people, but he is brought into contact with a// classes.
He knows what a hod-carrier will do who suddenly comes into possession of a
thousand-dollar legacy. He knows what a politician will do when confronted
with an opportunity to turn a hundred-thousand-dollar graft deal.

Also one acquires, beginning with the day he goes to the police court for
his first story, a “news sense,” that unerring instinct that tells one whether a
given incident has or has not a value as news. If it Aas, all well and good; if it
has not, and news is scarce, the newspaper writer makes it take on news value—
if he has the newspaper instinct he will quickly find some news peg on which to
hang his story, some slant that will tie the story up with the day’s events and
make it of appealing interest as mews. This “news sense” developes in the
fiction writer and becomes a “‘story sense,” which not only tells him when he
has hit upon material for a fiction story, but also enables him to see in a situa-
tion a story that would be passed up often by writers without his training.

And closely akin to this is the development of a ““sense of story values.” A
man who is trained to know whether a news story is worth a stickful, or a
column, is going to know whether he has a Saturday Evening Post length or a
Brief Stories length. This will save him a lot of postage and many heart-aches
when he gets into the fiction game. And the same sense will tell him whether
he has the #ind of story for the Post or for Western Stories, say.
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And lastly, the newspaper man learns how to write. He learns that the
English language is a means to an end; that its main purpose is to do things
for him. He is never afraid nor in awe of it, and makes it jump through hoops,
and sit up and bark for prepositions and things. All this scandalizes the pur-
ists, of course, but endears him to editors who like forceful, vivid writing.

Now, how does this connect up with writing the feature article? In this,
that the writing of all feature material should be looked upon a as further
opportunity to develop fiction technique. Leg-work has served to develop
the news and story sense and has afforded a sound and practical training for
writing. But the newspaper worker who approaches feature writing with a
desire to make it contribute to his fiction writing equipment will not only find
what he seeks, but also will do his bit toward improving the quality of America
feature writing.
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Cramped Style
By Mgrs. Mary Brake Woobson
The Kansas City Star

First of all, what is cramped style?

Cramped style is the thing that makes much deep disturbance in the
literary world. It is the direct cause for frequent attacks of malignant and
terrible mutterings among editors and many deaths by apoplexy among
writers. It usually seizes one midway between a perfectly corking opening
sentence and a smashing final one. It is no respecter of persons, time or place.

Allied with cramped style is writers’ cramp—now usually confined to the
pocketbook in these days of our Lord and the typewriter—which it has licked
to a standstill while cramped quarters and even the green apple variety are
backed clear off the board.

Cramped style is either forced on one or it just comes naturally. Its cause
is due to one of two things: By the author’s being overly painstaking about
cramming all the letters in the alphabet into a given number of words and all
the words in the world into the smallest space possible, or it is caused by the
editor. Yes, the brutal editor, who takes a nice, juicy, overdone pet story of,
say seven thousand words, and nonchalantly scrawls across it that most
malicious and atrocious sentence, “Boil down to two hundred and fifty words
and let us see it again.” Usually he has no desire on earth to see the thing
again. Usually it’s the last thing on earth he does want, but he craftily knows
it is a forlorn hope held out that will have one of two effects: either the guile-
less and trusting author, anxious to please yet determined not to sacrifice any
of the wonderful thoughts he has written down, will spend much time in really
trying to cramp his style of saying seven thousand words worth of things into
two hundred words worth of nothing, (in which event he will die of the cramp-
ing, or the editor will be a very old man before he “sees it again”) or else the
author will regret that he has only seven thousand words to sacrifice for his
art and refuse to be driven into lack of generosity in the matter at all. Both of
which let the editor out very nicely, you see.

Newspapers and newspaper writing are another direct cause for cramped
style of the most virulent kind. The author writes with all the freedom and
fire in him, “A rim of light showed along the ridge of the hill and slowly the
majestic moon climbed the steps of the heavens, silvering the trees and all the
peaceful landscape of the sleeping valley and making it a wordless song of
praise to the Creator.”

The newspaper editor or copy reader, in that straightforward way of
newspapers makes the writer say, ‘““The moon rose,” and lets it go at that—
allin a day’s work. No amount of argument will change him.

Too, taken all in all, cramped style, pernicious as it is, is largely one of
those well-known circumstances over which the author has no control—un-
doubtedly he should struggle against it—undoubtedly he should, and frequent-
ly he does, fight it with all the fire and valor and words known to the craft.
Frequently he even fights it with words unknown to the craft and masquerad-
ing under the name of phonetic spelling.

I may as well say, though, after a long and weary battle myself, with any
number of words, in trying to gain freedom and to release myself from cramped
style, that I am forced to the conclusion that there is but one way to entirely
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eradicate and permanently cure the malady. That is a dime’s worth of nitro-
glycerin under every newspaper office in the world and to shoot at sunrise every
magazine and newspaper editor, except those present. These drastic measures
and these alone will break the fetters binding the poor writer and give him
freedom to putter amongst as many words as his heart desires—at least until
a new crop of editors and newspapers come along.
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Literary Possibilities in Missouri History
By Froyp C. SHOEMAKER

Secretary, State Historical Society of Missouri

“The Crisis,” by Winston Churchill, is the best book ever written that
deals with St. Louis. “Order Number 11” was also written about Missouri.
Mark Twain’s books are essentially Missouri books in regard to settings and
characters. Harold Bell Wright’s “Shepherd of the Hills” is a novel dealing
with Missouri life. But the surface has as yet been only scratched and the
possibilities are unlimited.

Missouri history covers two centuries. There are many subjects that
might be taken up and their possibilities shown. For instance, the amalga-
mation of two races here between 1800 and 1820, 50 per cent pure-blooded
French and 50 per cent English and Scotch-Irish. Then the immigration that
poured into the state, thousands of persons of the best blood from the South,
indicates why Missouri became for decades a southern state. Germans and
Irish came in by the tens of thousands. Americans from the East and the
North poured in, and altered the political complexion of state and country.

The Santa Fe trade was entirely a Missouri enterprise, carried on by
Missourians, but has never been developed in stories. The Pony Express was
instituted by Missourians in Missouri. Doniphan’s Expedition of 1846-47,
which is unparalleled in history, included a thousand Missourians who went
across the deserts of Kansas, Colorado and New Mexico, meeting serious
hardships, on through to El Paso and down into Old Mexico, fighting battles
every week. But they loved to fight and came out on top, losing less than one-
tenth of their organization. This has never been treated in literature.

The most interesting subject in Missouri literature, however, is the
typical Missourian. He is hard to describe accurately. Mark Twain has come
nearer to writing of the exact life and characters of Missouri than anyone else.
The typical Missourian has characteristics and traits which have marked him,
his conservatism being the most predominant. This trait is found expressed
in many lines of his activity. He has held faith with the old times and things.
This is true in religion as no sect has ever been developed on this account in
Missouri. In politics it is the same way. Though he may not believe entirely
in the party to which he has given allegiance, the Missourian will seldom go
into an untried party. Third parties have never been encouraged and have
not gained much headway in Missouri.

In finance, too, is this conservative instinct, one might almost call it,
found. More banks are in Missouri than in any other state in the Union but in
percentage of failures the state ranks low. Between 1810 and 1860 the entire
Nation needed money badly and this condition caused many wildcat banks,
issuing currency which was not redeemable at 5 cents on the dollar later on.
Missouri chartered no wildcat banks and issued no wildcat currency. She did
establish a state bank that was the only one in the Mississippi Valley which
redeemed its money in gold on demand, this being between the years of 1837
and 1865, as long as it was in existence. It became the standard of banking in
the Mississippi Valley, though not in one of the richest states.

This conservatism has found expression in the nicknames to be found in
this state, though no nickname has stood for any length of time, as there seems
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to be no uniformity in the state. Various terms at different times have been
applied to Missouri and most of them have been forgotten.

“Pukes’ was the first nickname applied to Missourians and was in vogue
from about 1820 to 1830. The name originated when thousands of Missourians
left the state for Illinois and other fields.

“Pikers” was the next name applied to Missourians and lasted for a
quarter of a century. Then the entire state was called the “Bullion” state,
because it was the only state that made legal tender of hard money only.

From 1870 to 1890 Missouri was termed the “Robber” state on account
of the bandit reputation received through the press, but the nickname was not
accepted by Missourians.

“Showme” is now in vogue as the nickname of Missouri but this is grad-
ually losing its hold and some sections of the state are making concerted ef-
forts to do away with it.

Conservatism is again evident in that a Missourian is hard to arouse and
hard to convince. After a proposition is once proved to a typical native he
will go to the limit and fight it out to the end, but until it has been conclusively
shown to him that the matter will succeed he will have nothing to do with it.
The backwardness in rural public schools is a glaring example of this. Mis-
sourians held faith in the old institutions which had been perfectly satisfac-
tory to their forebears and which suited them. They had to be shown that
public education supported by taxation would be successful before they would
take the initiative and proceed with this more modern idea.

Missourians didn’t want the Civil War, but when it came the record of
this state was unsurpassed by any other in the country; hence another subtle
characteristic of the Missourian which is his peculiar fighting quality. One
Missouri regiment would not surrender to the Union at the close of the War
but marched down into Mexico and foughr the rebels there.

This fighting characteristic of Missourians is noticed also in politics.
However right a politician may be, he will lose if he is not a fighter. Thomas
Benton was a man of this type. Mark Twain fought for justice and democracy.
Although Missouri has a state flag, she has no official state song. Efforts have
been made for decades to find a state song suitable to Missouri, but so far none
has been successful.

The third characteristic of the typical Missourian is his seriousness. He
is meditarive, philosophical and seldom hurried.

The Missourians’ independent attitude and carelessness of che rest of the
world stands out, too. He goes his way, which has been the tried way and
sometimes not as progressive as other ways, fundamentally independent.

A fifth characteristic of the typical Missourian is that he is essentially a
follower of men rather than of measures. Missourians frequently follow fight-
ing leaders whether they approve of their measures or not.

Things are changing gradually, though, and Missourians are becoming
more advanced all the time. Owing to the fact, however, that one-third of the
state is in the Ozarks and is comparatively undeveloped, there will long be a
pioneer coloring to the Missourian.
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Missouri Literary Material for Missourians
CompiLep By Miss CATHERINE CRANMER
Late of New York City

The expressions in this article were obtained personally by Miss Cranmer
through interviews with these Missouri-born authors.

Orrick Johns considers himself more a playwright and novelist than a
poet. He attributes to Missouri full credit for all of the best lyrics he has
written in his book called “Country Rhymes.” He says he feels a great many
fiction writers don’t get the individual character in their novels which is so
subtle and not easy to put over in fiction that is prevalent among the people
who live in Missouri. This state seems to have a distinct set of traits and
characteristics all its own, and is harder to write honestly about than any
other part of the country. Mr Johns says that in his own fiction he is more
interested in ideas than in his types and characters, digging out the fundamen-
tal truths as he sees them.

Of all Missouri, Sara Teasdale knows St. Louis best and almost only.
Her family were river people and she has been brought up to respect and to
know river tradition. Miss Teasdale thinks the Ozarks is the loveliest country
in the north. Sulphur Springs in the Ozarks inspired her to write “Places”
and old St. Louis down by the levee was her setting in “Flaming Shadows.”

Augustus Thomas, the executive officer of the Producing Managers
Association in New York, has written and produced sixty-one plays, drawing
largely on Missouri material, while Temple Bailey says she has used Missouri
as the theme of many of her stories.

The simplest small-town material in Missouri is the stuff that pleases
Rupert Hughes most about his native state. Besides being a popular writer,
Mr. Hughes writes many songs. He used Lancaster, Mo., for the setting of
one story in which he made the hero a livery-stable keeper. He wrote a Civil
War story about the Battle of Wilson Creek in Missouri, in which atmosphere
he was brought up. One of his recent stories was about his preparatory school
days at St. Charles, Mo.

Fannie Hurst comes back to Missouri not so much for inspiration as for
material. She is perpetually dissatisfied with her work and always tries to make
the next product better and as near to her idea of perfection as she can. This
is the chief influence in her work. She advises that young writers should read
other writers less, but gather all possible information that will strengthen their
own fiction, as one struggling young writer will not learn much from the stuff
another in the same fix has written.

7o0e Akins has not drawn so much on Missouri for material but thinks if
she had to start over again she would pick St. Louis as a background, because
more than any other other city with the exception of Boston and Baltimore,
St. Louis has distinct social traditions which are unsurpassed in this country.
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