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MAGAZINE SURVEY
Shows advantage of promotion man working
in all departments.
Done for news department .. Problem ..
Advertisement department ... Problem _____._____

What’s happened? This week’s issue has 5 national ads, inclu-
ding one full page. Colgate ( 2 ads ), Halo Shampoo and General
Mills. Seventeen pieces of copy, including 2 full pages.

Does all this do any good? Well, the only way I can answer that
is to cite our own record. In 1952 we had our best year to date.
Media Records’ 52-city report for 1953 showed that general ad-
vertising gained 5.4 %. Ours gained 9.7 % . The Media Records Re-
port for Retail Advertising showed a gain of 1.5 % in 1953. Our
retail gain was 5.6 %. Media Records’ 52-city report showed an in-
crease for total advertising of 4.2 % for 1953. Our gain in total
advertising was 8 %.

Your promotion man can help you here by preparing the mate-
rial which your representatives need to successfully sell your market.

Another organization that contributes much to the sale of news-
paper space, both local and national, is the Bureau of Advertising. I
know that my good friend, Stuart Chambers of the St. Louis Post-
Dispatch, has done a good job of selling Missouri newspapers on the
Bureau. If my count is correct, there are 20 Bureau members in the
45 Missouri cities that have daily newspapers.

The Bureau of Advertising is the voice of newspaper advertis-
ing and its voice is just as loud as you can make it. What I mean is
this, the Burean’s “Greatest Show On Earth,” “How Many Cars,
How Many Customers,” “Is Your Partner Working With You” and
“Lexington, U.S.A.,” to mention but a few of the many things the
Bureau has developed, are all great promotions to sell newspaper
advertising. But, if they are tucked away in the bottom drawer of
your desk, they’re not going to shout very loud at the advertisers in
your town. The point is this: Bureau membership is not enough. Use
the Bureau material. You’re wasting your money if 'you don’t.

Let me give you an example.

GREATEST SHOW ON EARTH
Retail Grocers
Retail Druggists
Automobile dealers
Two Largest department stores
Largest men’s store

It’s no secret that lots of excellent material developed by the
Bureau of Advertising is unused because you don’t have the time to
prepare it for your staff. When this happens you miss sales opportu-
nities and linage. I'd like to suggest that part of your promotion
man’s job is to keep abreast with the things the Bureau is producing.
He should discuss with you how new Bureau material can best be
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adapted to your selling program and prepare it for use by your staff.

And now for the final point. It’s a highly controversial one, too.
I refer, of course, to merchandising. To some newspaper men I've
talked to lately, merchandising is a dirty word. To others it means a
welcome opportunity to demonstrate how a newspaper can help an
advertiser make his copy sell more goods.

I don’t know how you feel about merchandising cooperation,
but I do know that newspapers are in the best position of all media
to assist national advertisers at the local level. This is our strongest
point. We preach quite a few sermons on our slogan, “All Business
Is Local”. Well, isn’t that what the phrase means? Doesn’t “All Busi-
ness Is Local” mean that we are closer to the local picture than any
other medium?

It’s inconceivable that some of the puny attempts at local mer-
chandising cooperation on the part of magazines and network radio
could be taken seriously by some national advertisers. But they have.
Why? Simply because, by comparison with the inept job some news-
papers were willing to do, it looked as though these media were
doing a lot.

Is there anything wrong with your helping a manufacturer ob-
tain distribution in your market?

Is there anything wrong with your arming an advertiser’s sales-
men with portfolios, containing proofs of the ads which will appear
in 'your paper, so the salesmen can show their accounts the advertis-
ing their company is running to help them sell its merchandise?

Is there anything wrong with your sponsoring a meeting of an
advertiser’s salesmen to show them how much their company’s ad-
vertising campaign will increase their sales if they merchandise it to
the dealer?

Is there anything wrong with your staff selling tie-in ads to re-
tailers so your readers will know where to buy a product they see
advertised in your paper?

Is there anything wrong, even, with calling a distributor or
dealer to find out if he has the merchandise in stock before the ad
runs, and fajls, because the merchandise was not available?

This may be still another place where your promotion man can
help. Perhaps he could suggest some new approaches to your mer-
chandising program—maybe add some showmanship to it, as has
been done with great success by some newspapers.

Merchandising is each paper’s problem, of course, but let’s not
lose our strongest point by default.

During this talk I've tried to point out to you some of the ways
in which you can use promotion to increase the effectiveness of your
selling program.

We’ve briefly previewed the new NNPA book, “How Research
Works for Newspapers”, and told you how you can obtain a copy.

We’ve reminded you that your representatives can do a better
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job for you if you give them the tools to work with.

We've urged you to make the voice of newspaper advertising a
loud, effective voice in your community by using the material the
Bureau of Advertising prepares.

We've asked you to reexamine your merchandising program, in
light of the fact that newspaper advertising’s strongest point is that it
is in the best position to give local support to nationally advertised
products.

Gentlemen, as you view the American publishing scene today,
you become convinced that the country’s most successful newspapers
are the country’s best promoted newspapers. Promotion pays off. I
can assure you that the kind of promotion I've described to you this
morning is paying off for many of America’s most successful news-
papers. You can make it pay off for you.



Newspapers Greatest Public Service in Print

Ricearp L. DEXTER

This should be, for me, one of those occasions that make such
funny reading in the New Yorker “Dreams of Glory” cartoon
series . . . an opportunity to tell a group of experienced men what’s
wrong with the way they run their business. Believe me, people tell
me how we ought to run ours. Show me a body that is warm and
breathing and I'll show you a supreme, exalted advertising expert.

Unfortunately for me, we are birds of a feather here today.
Those same bodies need be only lukewarm and you have a ram-
paging, crusading editor. So I am not going to bother to harangue
you. Call it professional courtesy, or something. Actually, in digging
up material for this talk, I’'ve reached the conclusion that you know
your business too well for this boy . . . the more I would hack
away at you, the more I'd show my ignorance.

The advertising agency has been asked to relate just what we
want from you folks and your papers. Despite a hint not to mention
one subject, let’s do, and get it over with fast: mechanical reproduc-
tion. Most of the old boys who mixed their own ink from tobacco
juice, coal tar and chimney soot are gone. Let’s just say that you
probably could pick up an occasional special ad if you can match
type to a special layout. A client has a good dealer (though small)
in your town. He wants to back him with some sort of special
coupon deal, or a tie-in with a local promotion of some kind. A
stereo or three and your honest interpretation of the layout and
everybody is happy. City composition and city engraving comes
dear these days. So dear that it could well exceed your space charges
by five times or more. Clients would rather skip it than put so
much into it. But if you can pick up a few used but usable fonts
of currently favored faces—and let the agencies know you have
them—fine. Futura Bold, Franklin Gothic Condensed, Spartan
Medium, Futura Demi, 609, Flash Bold, Stymie, Kaufman Bold
Script, Brush . . . one or two of these plus what you already have
could help a lot. Also some body type dissimilar from your news
column face.

So ends our tour into reproduction. It might be improved . . .
it has been, very much. Believe me, it’s an urban problem as well
as out-state.

On to DATA. Again, improvement is a matter of record here.
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examined closely. It just can’t pay in the long run. It is a headache
to us all, and such well-conceived, ethical groups as this are helping
to eliminate the possibilities of such shady dealer practice.

An occasional suggestion from you for the dealer to add a
few drop-in mats to his advertising can build your space sales a few
percentage points.

In times past, a utility might put out an offer to pay, say, 20%
of dealer’s ad cost in promoting an electric or gas stove, hot water
heater, or some other load-building appliance. This, plus the manu-
facturer’s 50%, could give a local dealer a large-space campaign
for small-space dollars. As the ads do their work, more goods are
sold, and so on. Some strong businesses have been built with willing
suppliers’ dollars aiding materially in the growth.

I find I have some time left, so I'll get on to that moss-grown
subject: billing. The subject may be moss-grown, but your methods
are not. We like the Missouri Press Association method. One in-
voice, accompanying tear sheets, and one check. Why shouldn’t we
love it? No doubt you folks have opinions of your own about it.
The matter of its cost to you . . . well, we like it, appreciate it,
thank you for it.

We respectfully request that you check the MPA published rates
against your own rate card and correct any discrepancies. They do
appear, and create delay and correspondence. Incidentally, by all
means, those of you who utilize the Newspaper Representatives As-
sociation check and submit corrections. Errors in this book are
enough to just about ruin it for practical desk-side use. When and
if you do issue a new rate card, make certain all your organizations,
reps and agency list gets a copy . . . everybody.
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