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Preface 

a S A GENERAL PROPOSITION 
we make this statement: any newspaper, anywhere, can gain 
a Million Lines a year, for at least three years, if it Plans Its 
Work and Works Its Plan, intelligently, energetically, and 
consistently on all classifications of advertising." The state
ment's author, Walter Gregory Bryan, demonstrated its 
validity over a quarter of a century. The Big Plan, common 
to newspaper organization and management today, was to 
promote advertising, to "advertise advertising." 

Mr. Bryan was for a time publisher of the leading 
Hearst newspaper, the New York American. He increased 
advertising revenue to about $1,165,000 in nine months, an 
increase of $522,000 over the American's revenue for its best 
previous year. "OK," William Randolph Hearst noted on a 
memo, "to use my name as a reference as to the quality, in
tegrity, and effectiveness of your work." 

In 1954 the School of Journalism of the University of 
Missouri was fortunate to come into possession of the files, 
scrapbooks and miscellaneous materials compiled by Mr. 
Bryan during his career. This was through the generosity of 
Miss Isabel Bryan, a surviving sister. 

The Bryan Collection is a treasury of the history of ad
vertising promotion's development. While no exact monetary 
value can be placed on it, the Collection has been said to 
represent an investment in time, study, and art work worth 
a quarter-million dollars. No serious student of advertising 
promotion can afford to pass up this panorama of its 
development. 

It is interesting to note that Mr. Bryan had close re
lations with the University of Missouri. His office was 
located in Columbia in 1911. During that year Mr. Bryan 
worked with Dr. A.H.R. Fairchild of the English Depart
ment in the study of personalizing words as advertising copy 
activators. The idea they experimented with was to take 
such a sentence as "The trees extended from the house to the 
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lake," and put action into it by personalizing thus: "The 
trees ran from the house to the lake." 

Here there is some reason to believe that the two men 
were in the vanguard of the many who came later to write 
on various aspects of readability. 

The writers recall Mr. Bryan and three associates work
ing over ten piE:ces of advertising copy for which they had 
paid an expert copy writer one thousand dollars . They spent 
hours in conference and rewriting, and the resulting text was 
entirely different from the original. The results were im
pressive in reader response, and, it follows, in the develop
ment of more income for the source they promoted. 

When Mr. Bryan departed from Columbia, he took with 
him as an employee Joseph Chasnoff, first advertising in
structor in the School of Journalism. After service with the 
Bryan Organization, Mr. Chasnoff joined the St. Louis 
Republic as promotion manager, one of the first positions of 
its kind in newspaper history. 

The school in a sense is recompensed by the Bryan Col
lection for the loss of its first advertising instructor. 

L . Mitchell White and Brent Williams 

About the authors: Brent Williams was a. member of the 
Bryan Organization. He was, pri01· to retirement, adtJertising 
counselor and director of promotion for the St . Louis Post
Dispatch. He litJes at Fulton, Missouri. 

L. Mitchell White was a schoolmate of Walter G. Bryan 
at Westminster College, Fulton, Mo. Mr. White, publisher 
of the Mexico (Mo.) Ledger, closely followed Mr. Bryan's 
career both as friend and interested newspaperman. 
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was not just another successful advertising man. Successful 
he was, tremendously so. But his place in the history of 
American journalism is not based merely on his success but 
on the path he pioneered in vitalizing newspaper advertising 
space, display and classified, in the marketing habits of 
readers. 

If advertising is a key cog in the intricate machinery 
that is American free enterprise, then Walter Bryan's stature 
begins to come into focus. The strength of free enterprise is 
that it is for masses of people-all of us. What he did was 
take advertising-the merchant's message-from the cold 
announcement stage and transform it into a vital, living, 
over-the-counter sales force. 

Today the ideas pioneered by Mr. Bryan are accepted 
advertising procedure. But when lanky, hard-working 
Walter Bryan hurried down Main St., U.S.A., they were 
revolutionary. The validity of his ideas was at first doubted 
by many publishers. 

This man from Missouri was more than an advertising 
man. He gave extra meaning to sales, the strength of free 
enterprise. He implemented the mass production lines of 
great industrial centers. He blazed the trees from the wilder
ness of plenty for only the few to today's supermarkets 
teeming with cart-filling customers. 

A native of Fulton, Missouri, Mr. Bryan was born Sep
tember 8, 1877. His first association with newspapers came 
when, as a small boy, he sold the Pennsylvania Grit and the 
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Saturday Blade. This youthful undertaking revealed that he 
had abundant energy, ability to plan in detail, and a deter
mination to be thorough. 

He was graduated from Kemper Military Academy 
(Boonville, Missouri) with highest honors. Prized posses
sions throughout his life were a hunting-case gold watch and 
a gold medal the Academy awarded him for outstanding 
scholastic achievement. 

His college was Westminster in his home town, Fulton. 
Management of the college newspaper was given him be
cause no one else wanted it. It was entirely a student enter
prise, any profit made belonging to the manager-as did 
any losses. The paper's history of losses made it unattractive. 
Young Bryan studied the potentialities and decided the 
paper should pay a profit. From the first issue under his 
editorship, the paper did just that. 

It was during his management of the cpllege publica
tion that the idea of "service to advertisers" came to him. 
Some of the merchants enjoying considerable student trade 

Postcard messages to advertisers pointed up 

important Bryan ideas usually in 
the form of terse epi9rams. 

"Some people suspend their adver
tising during the dull seasons. 
Th;it' s what n1akcs the dull seasons." 

The Tribune prints far more adver
tising than any other Chicago paper. 

The World'a Gr-teat Newapaper 
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Advertising 
The Record-Herald Does Not Want 

[Jou keep good company when you adver
tise in The Record-Herald. The advertising of 
get-rich-quick concerns is not accepted, nor will the 
advertising of any individual or corporation be published 

if there is the slightest reason to believe that the advertiser intends 
to impose upon the public. Nor will The Record-Herald permit 
the use of its columns for--

AdVerli•ing that •ell• a commodity of que.lionable quality

AdvcrtWng that cater• :wlely lo an unde•irable cla•s
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element-

AdVerti•inj of que•tionable minml{, oil or indu•lrial •locks-

The adVerti•ing of a concern that ref u•e• to liVe up to the 
•iatemenl3 contained in it• adoerti•ing-

Medical adVerti•ing that i• indecent or •ugge•tioe. 
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We do not solicit the advertising 
enumerated. in the prccedina paraarapha 
becauae we do not believe in it. 

pcal-1he only kind The R..:ord-Herald 
place$ before its rcaden. 
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The judicious exercise of econ· 
omy is the 6ut lcnon of business. 
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Record-Herald readers are 
quality· teekcn, primuily - economiuu, 
1CC011darily. 

And with them it is a rule that 
the best i1 11cnerally the dieapcst. 

But Record-Herald advertising 
will increue the busine.s of all lcgitimale 
advertitcra. 

Such advertisers strive continu
owly to raise the standard of their mer .. 
chandisc and their terviec. 

And yet, in many establish
ments, the profits of the buslncu eo to 
cover leaks in advertisin1. 

Simply because of a preeon· 
ccivcd, thoui(htlcss idea that the hou.e, ln 
its advcrtisin&, ouefit to attempt to reach 
everybody-an expensive delusion, ninety· 
nine times out of one hundred. 
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The Record-Herald does not 
claim to reach everybody. It docs claim. 
without fear of suc:ceuful contradiction, lo 

have the ucond largcll circulalion in the 
Chica10 mornin1 new1papcr field-a circu· 
lation that believes in the sincerity of the 
paper, and that therefore respond. to honest 
advertising in ill columns-a circulation 
ranain11 from 150,000 to 160,000 a day 
(Sunday over 200,000) , and that is one of 
the 6r.r: eiebt mom in& newsea_pcr circulation.t 
of 150,000 or more in the United Statco. 
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One of the earliest newspaper 
self-censorship advertisements. Bryan prepared this 

for the Chicago Record-Herald, July 5, 1913. 
(Reduced from 9xl6".) 
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I Am Advertising 

lour Day 
ON, Sq>t. 

I came into being as the spoken language came; slowly, gradually and to 
meet an urgent need. I have been worked for evil, but mostly I have 
worked for good. I can still be worked for evil, but each day it grows more 
difficult to so misuse me. 
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I am at once a tool and a living force. If you use me wisely, I am a tool 
in your employ. If you misuse me, my double edge will injure or destroy 
you. If you do not use me, I am a force that works against the aims and 
purposes that animate your business. 
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I speak a thousand tongues and have a million voices. 

I am the ambassador ol civilization, the handmaiden 
ol acicncc and the fatf.er ol invention. 
I have peopled the prairie, and with my aid commerce 
has Laid twin rails of gleaming steel in a gridiron acrou 
the continent and stretched a network of copper into 
the far comers of the globe. 
I am the friend of humanity-for I have filled the 
commoner's life ..;th a hundred comforts denied the 
Irina ol yesterday. 
I have brought dean food. healthful warmth, music, 
convenience and comfort into a hundred million home.. 
I laugh at tariffs and remake lawa. 
I have scaled the walls of the farmer's isolation and 
linlr.ed him to the world ol outer interests. 
I build great factories and people them with happy 
men and women who k>ve the labor I create. 

I am a bridie that spans all distance and brings the 
whole world to your door, ready and eaa« to buy 
your wares. 

1 have mack merchant princes out of com er shop
keepers and piled the wealth of a Monte CO.to into 
the laps of those who know my power. 

I 6nd new markets and gather the good. of the world 
into a handful of printed paa:e•. 

I fathered the penny <1eWSp&per. 
I am either the friend or the foe to Competition-so 
he who finds me first is both lucky and wioe. 
'Where it cost cents to hire me yesterday it costs 
quarters today, and will cost dollars tomorrow. But 
whoK>ever uses me had best have sente; for I repay 
ignorance with loss and wisdom with tbe wealth ol 
Croesus. 

I spcll tcfVice. economy, abundance and opportunity: 
for I am the one and only univeraal alphabeL 
I live in every opoken word and printed line-in 
every thouaht that moves man to action and C'\lery 
deed that &splays character. 

I Am Advermina ! 

Createat Qa ali t y-Q a anti t y Circulat'ion 
MOltE THAN 2•0 , 000 DAILY - OVER '110,000 SUNDAY 
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"I am Advertising" was produced as a full-page spread 
in 1913. It has been called the first full definition 
of advertising ever to be printed. 
(Reduced from 17xl9".) 
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A classic piece of advertising copy. 
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Copyrighted by Bryan in 1914, this still stands as the finest 
tribute ever paid classified advertising. 
(Reduced from 16x21 ".) 
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had neither knowledge nor time to write advertisements. So 
the staff, under Mr. Bryan, commenced to write advertise
ments that were easily sold to the merchants. 

A particularly hard problem in redressing an advertise
ment was posed by a barbershop owned by two elderly 
colored barbers profiting for many years from college trade. 
They could not, however, resist this new copy: "We have 
shaved and bathed three generations of gentlemen." 

Walter Bryan's experience with advertisers on the col
lege paper undoubtedly led him in later years to establish on 
a metropolitian newspaper what probably was the first ad
vertisers' service bureau in the United States. This is pre
sently considered a necessary and profitable department of 
practically every paper of size in the country. 

His second newspaper connection was as local news re
porter for Fulton's daily paper. He quiGkly advanced to city 
editor. His work attracted the attention of the Kansas City 
Times. This paper hired him as a reporter, then lost him to 
the advertising department of the Kansas City Journal. 

Given charge of resort and school and college adver
tising, Mr. Bryan advanced this department to a point where 
it carried a larger volume of such advertising than any other 
newspaper in the United States. Appointed advertising man
ager of the I ournal, he proceeded to establish, as previously 
mentioned, likely the first advertisers' service bureau in the 
metropolitian daily field. It paid. 

During his connection with this newspaper, he first ex
perimented with what he called "advertising advertising". 
It was his theory that subscribers who did read the adver
tisements could be convinced, through "advertising adver
tising,'' that reading the advertisements was an informative 
and money-saving undertaking. 

Another Bryan theory was that by increasing the num
ber of subscribers who read the advertisements the adver
tisers could derive benefits identical to those of increased 
circulation. 

To illustrate, he used arbitrary figures and emphasized 
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CJhe Challenr)e of f?pr~ 
Spring challenges every man in 
St. Louis to discard every vestige of 
Winter and clothe himself in new 
garments as befits a season of beauty 
and renewed life. 
New clothes are inspirational in effect upon the 
wea~er. They beget a self-confidence which is the 
mainspring of success. 

Spring clothes, then, should be regarded as an in
,·estment, and care should be given ·to make sure 
that the investment pays its utmost in soul satisfac
tion and service. 

In making sure the results of your clothes in,·est
ments there is no better aid at hand than the cloth
.ing announcements in the Post-Dispatch. 

St. Louis merchants ha,·e taken am pie thought for 
the Spring and Summer needs of the discriminating 
men and wome~ of this community, and they ha,·e 
made sure that 111 supplying these needs thev are 
also supplying garments of the most desirable.form, 
fashion and fabric. 

In reading their a11110l!ncements and following the 
suggestions contained in them, the buyer is making 
his assurance of satisfaction in his clothes pur
chases doubly sure. 
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The St. Louis Post-Dispatch buttresses 
the advertising ot clothing merchants. April, 1923. 
(Reduced from Bxl!l" .) 
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that they were arbitrary. Suppose, for example, a newspaper 
had a circulation of 100,000 and sixty-five per cent read the 
advertisements . That would mean, to the advertiser, that 
65,000 subscribers were ad readers. If, through advertising 
advertising, an additional fifteen per cent could be made ad 
readers, that would add 9,750 to total advertisement reader
ship without any increased circulation expense or ad rate 
increase. 

It was conclusively proved that weak interest in certain 
classifications could be noticeably strengthened through ad
vertising the advantages of reading the advertising in those 
classifications. Unfortunately, the percentage of increased 
interest could not be measured. It was, however, proved that 
reader interest increased to a point making the advertising 
more profitable to the advertiser. 

Between positions on the Kansas City Journal and the 
Chicago Tribune, Mr. Bryan worked w'ith Dr. A.H.R. Fair
child of the English Department, University of Missouri, on 
language uses for better advertising copy. During this 

Bryan m::zdP. the penny post-card a medium 
for repeating and repeating and repeating again 
sound sales messages - long before there 
was radio to adopt the idea. 

YEAR in and year out The Tribune 

carries far more advertising than any 

other Chicago paper. You cannot impugn 

the judgment of those who win. But you 

can "cash in" on their experience by start

ing a campaign NOW. 

\Jl],e <!tl]ic~ga \lrihnne 
The World's Greatest Newspaper 
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Go After the Kind of People 
You Want in Your Store 

[IDUSINESS is a battle. And the 
master of business is the man who thinks-plans
directs the fight with the cool and calculating eye of an experienced 
general. Competition is daily becoming keener in every line of 

trade. Scientific methods are demanded in every department of business. And 
all commercial organizations lead to definite and centralized effort. 

In no other feature of modern business is 
the expediency of concentration so universally emphasized 
as in the advertising end. Topsy-turvy publicity will quickly eat up the 
profits. In order to create a demand for an article through newspaper adver
tising you must first formulate a specific proposition for the right people. 

This accomplished, you next seek an 
economical and effective vehicle of publicity for the market
ing of your goods. The selection of your medium should be made with regard 
to the character of the merchandise you are offering. If you are engaged in 
distributing goods of the better grade, you know that your logical field of sale 
is that of the substantial, prosperous class of people-the folks who can 
appreciate and afford your wares. 

Your problem is to reach possible buyers 
-and no others. 
Maximum results at minimum cost-that's the New York 
American's claim on your advertising appropriation. 

Ntw lofKili~rican 
Greatest Quality-Quantity Circulation 
MORE THAN 210,000 DAILY--OVER 750,000 SUNDAY 
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Typical Bryan simplicity in a message directed to careless 
advertisers as well as to non-advertisers. 
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Bryan prepared hundreds of such advertisements, 
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Shoes for 
the Growing 
Generation 
Ill CHOOL days are here. That 
l!t)I means school shoes, for the 

great army of young feet which 
tramp daily into grade and high schools, 
colleges and universities, must be well 
shod if it is to carry on efficiently. 

Shoes are more than a means of protec
tion. Properly fitted, they insure the 
health and comfort which help to make 
strong men and women. Carelessly 
chosen, they lay the foundation. for 
broken arches. flat feet and scores of 
foot troubles that mean a slowing up of 
the mental processes and endless physi
ca 1 suffering. 

The pride of youth in an attractive ap
pearance is strong and should be en
couraged. The shoes of the bovs and 
girls, therefore, no less than tho~ of the 
young college men and women, should 
combine absolute comfort with correct 
lines and attractive styles, and should 
be suitable for the occasion. 

Such shoes the merchants of Spokane 
are specializing in right now. 

Parents concerned with insuring to their 
children the utmost in health and hap
piness, will find it easy to make the right 
selection and secure the proper fit by 
taking or sending them to the shoe 
stores anct shoe departments advertis
ing-in 

THE SPOK&WAN•REYIEW 
'The New.paper of the Home 

in lM ________ _. 

Arizona E 
48th Stat« 

WASHING:· 
Arizona Territ 
forty.eighth st. 

Aft.er tht• f. 

Here the Spo.lr::ane (Wash.) Spokesman-Review implements 
the advertising of shoe .stores. 
(Reduced from 9x16".) 
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D HE encouragement of Thrift 
helps the individual in money 
matters in the realm of earning, 

spending, saving, investing and giving. 
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It is based on the following t en.point creed : 

Work and earn. 
Make a budget. 
Record expenditures. 
Have a bank account. 
Carry life insurance. 

Own your home. 
Make a will. 
Invest in safe securities. 
Pay bills promptly. 
Share with others. 

To accomplish these much desired things start a Savings 
account To.day. The Banks, Trust Companies and Saving 
Institutions advertising in The World extend their every 
facility. 

It will pay you to read and heed their announcements be· 
cause they indicate the rig ht road to success and future 
Independence. To continue in the right direction and for 
all financial news and information, read regula rly the 
Financial pages of 

A Constructive Newspaper 
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The New York World. February 2, 1928, µsed this Bryan piece 
to encourage aclverti&ing of financial institutions by appealing 
tor financial news and advertising leadership. 
(Reduced from 9x15".) 
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period, 1911-1912, according to his sister, Miss Isabel Bryan, 
"he developed plans for the service which he called 'Adver
tising Newspaper Advertising'." The Bryan Organization 
Service was established early in 1913, with offices in the old 
Chicago Daily News building. The Service functioned for 
twenty years, counting 35 newspapers as clients, and ceased 
operations in 1933. 

One of Mr. Bryan's newspaper clients led its field in 
circulation and in display and classified advertising with 
the exception of the real estate classification, where it ran 
second. There was no reason for this position except, per
haps, in the minds of the real estate advertisers. What fol
lows is a typical action of the Bryan Organization. 

Commencing with a series of advertisements announc
ing "Real Estate Week," the newspaper stimulated reader 
interest. Real estate advertisers were informed of the pro
motion through letters enclosing proofs of the advertise
ments and circulars emphasizing the newspaper's leadership 
in circulation. Other classifications of advertising were 
mailed at frequent intervals. The advertising salesmen were 
given daily explanations of the campaign as it progressed. 

"Real Estate Week" succeeded in increasing linage and 
results to advertisers. Advertising calling the readers' atten
tion to the real estate advertising was continued in a modest 
way for several months. That campaign began a leadership 
in real estate advertising that has continued for more than 
twenty-five years. 

There were numerous instances of leadership being won 
for various classifications of display and classified advertising 
through publicity promotions by the Bryan Organization. 
Regarded as more important, however, was the general in
crease in reader-interest in newspaper advertising. It is sig
nificant that all-or almost all-of the newspapers variously 
served by the Bryan Organization later established or en
larged their own promotion departments. 

This list of newspapers served by the Bryan Organiza
tion Service represents some outstanding publications in the 
United States: 
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Atlanta Georgian-American 
Boston American 
Birmingham News 
Chicago Daily News 
Chicago Record-Herald 
Chicago Examine1· 
Chicago T ribune 
Cleveland Plain-Dealer 
Denver Post 
Dallas News 
Fort Worth Record 
Harrisburg Pat1·iot and News 
Kansas City Journal-Post 
Los Angeles Examiner 
M emphis Comme1·cial Appeal 
Milwaukee News and Tribune 
Minneapolis Tribtme 

New York American 
New York World 
Philadelphia Bulletin 
Philadelphia North American 
Philadelphia Public Ledger 
Philadelphia Record 
Portland News-Press-Herald 
Portland T eleg1·am 
San Francisco Bulletin 
San Francvisco Examine1· 
Spokesman Review 
St. Louis Post-Dispatch 
St. Louis Star 
Tulsa World 
Group of Pennsylvania News
papers through P.N.P.A. 

More than one newspaper in a city was not served 
sjmultaneously. 

Mr. Bryan's service to the Hearst newspapers so im
pressed William Randolph Hearst that he prevailed upon 
the advertising promoter to go to Atlanta and take over as 
publisher of the ailing Georgian-American. Here was ample 
opportunity for the exercise of his long-time study of effi
ciencies in newspaper management and production. In due 
time Mr. Bryan lifted the Georgian-American from the red. 
His reward was promotion to the publishership of the New 
York American, and this promotion was later capped by 
election to membership in the general management of all 
Hearst publications. 

His spectacular success did not diminish Mr. Bryan's 
long cherished ambition to publish a genuinely country
styled newspaper in the nation's largest city. In 1933 The 
Villager made its bow to Greenwich Village, New York. It 
was announced as "A Weekly Newspaper Reflecting the 
Finest Traditions of Washington Square and Greenwich 
Village." Following the pattern of most new publications, 
The Villager had its up-and-downs, but now, 1956, after 
twenty-two years of continous publication, it is regarded 
as a profitable newspaper property. Its unusual character 
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has made it the subject of numerous magazine articles. 
Walter Gregory Bryan died in 1941. The Villager has 

been continued by his sister, Miss Isabel Bryan, who has 
faithfully and successfully observed the principles and in
tegrity with which Mr. Bryan endowed it. 

Careful student of journalism, able publisher, and, 
above all, a powerful force in creating greater interest in 
reading of advertising-Walter Gregory Bryan, 1877-1941. 






