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DR. VATSON ADIRSSSES H/RTFORD /DVERTISING CLUB

"How Advertising can help Iunsurance and its problem of Selling"
was the subject of Dr. Vatson's address bebre the Hartford .ldver-
tising Club on November 20th, at vhich several insurance execu-
tives were present.

Mr. Latshaw, advertising director of Butterick, spoxe on the
subject of "How the Vomen's lfagazines can help insurance com-
panies in their selling problems."

Mr. Philip Burnet, President of the Continental Life Insurance
Company, then spoke on "How the Insurance Companies Feel About It.”

The first part of his address took up the various difficulties
in the way of advertising insurance; the last part was an eloquent
appeal for the help of advertising.

A general discussion followed, vhich was partieipated in by insur-
ancc executives and by advertising mex.

* = * B * * *

The Vomen's Copy Department is plamning a series of luncheons to

be given for the various people to vhom they are irdebted for much
information and help on & variety of practical subjects.

The first of these was given on Friday, November 23rd, in our own
kitchen, for Mrs. [iildred lladdqcks Bentlyr, Director of Good House-
keeping Institute, and her assistant, Miss liarsh; Miss Emma H. Gunther,
Professor of Household Administration a~d Miss L, Ray Balderston, head
of the Laundry Depertment at Teachers' College. 1liss Fleming, Miss
Anderson, lliss Casseres, Miss Dewey, Mrse dutchison, Miss Coit, IMiss
Olzerdem =rd IJiss Boughton represenrted the compauy.

Miss Gunther amd Iliss Balderston were very much impressed with the
kitchen. They asized permission to bri:ng the class i:: Housewifery
to see it axnd perheps also a2 group of Oriental students, most of
vhom get their idecs of /‘mericcn home life from either 2 hall bed-
room or from the exhibits at the lletropolitan lmseum.

Another luncheon is plamed in Jamuary for liss ley B. Van Arsdale,
Director of the Department of Foods and Cookery at Teachers' College:
her assistant, lMfiss lfonroe, who is head of the llarkcting Class;

Miss Bertha Shapleigh, axd lLiss Anna Barrovs. The last two named
are among the best known food demonstrators in the country.
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CINCIINIATI OFFICE NEWS

RICHARDSQW SALES MEETING

Our client, The Richardson Roofing Company. held a sales meeting at
its offices in Lockland last week. I% was actended by the district
cles managers and executives of The Richardscn Compaay ard by ITr.
tanton, Mr. Henderson and lir. Grcom of J. i/alter TLcmpsoxn Company.

The sales managers from the various territories reported that the
advertising campaign in 1923 on Richardson Roofing had enabled them
to secure big increases in their voiume of sales. Everyone who at-
tended the meeting was enthusiastic about the advertising and plans
were agreed upor for a much larger campaign for 1924.

CINCINNATI MARKET AND LEDIZ INVESTIGATION
PRESENTED TO CLEVELAND CHAPTER OF THE TAYLGR SOCIETY*

Mr. Groom was the speaker at the regular monthly meeting of the Cleve-

land Chapter of the Taylor Society held this week in Cleveland. His
subject was, "The Coordination of Production with Sales and Advertising."

There was a large attendconce of the members of the Cleveland Chapter
and the discussion which followed the presentation of our Cincinnati
market and media investigavioa irdiceted 2 comsiderzble inierect in
this subject by the audieace.

* The faylor Scciety is the ilaticvael crgunirzasiovn of preduciisa engiveers
ensaged in considering the prirnciples of Scientific management devel-
oped by the late Frederick ., Taylor
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Miss Monroe, instructor in llerketing at Teachers' College, was so
interested in Mr. V/alker's article, "The Great ‘merican Cupboardr"

in the November News Bulletin, that she requested several extra copies
to put on the required reading list of her class.

She wishes to receive the Bulletin regularly in the future as she
considers it very good material for class reading.
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CHICAGQ IEVS

HOOSIER XITCHEN CABINET CAINPAIGN TO APPEAR EXCLUSIVELY
IN VOMEN'S MAGAZINES

Ve took over the Hoosier Kitchen Cabinet account quite suddenly in
Jure. Ve were required to fill the space for the fall months. Ve
dié this while we were making an investigation. V2 used the schedule
that had already been outlined by the Hoosier Cumpany, no changes
were madg.

Of outstanding ianterest on the Hoosier Kitchen Cabiuet account are
the two following facts: That the new schedule covers nothing but
wonen's magazines and that for the first time, Hoosier copy is to

make a direct appeal to women.

Kitchen cabinet mamfacturers in the past have spent at least half
of their appropriation, and sometimes more, in the Saturday Evening
Poste This is the first time that any kitchen cabinet mamufacturer
has put his entire appropriation into vomen's publications. We be-
lieve that within a few months, other cabinet manufacturers will
follow our lead. It is our opinion that a good many of them would
like to conceptrate more in women's publicztions, but are afraid

to make the move, because they feel the dealers would think they
were mot among the big adverticsers. DBcalers will see less of the
Hoosier advertisiang, but we believe that they will feel some of it,
due to the pressure being exerted through the women's magazines.

Previous copy had all dealt entirely with statements to the effect
that "this cabinet will save more steps than any other cabinet.!’
The new Hoosier copy is plamned on an entirely different basis. The
first appearance will be in the February women's publications.

KILEARFLAX BUSINESS INCREASES 50% ANNUALLY

The Xlearflax Linen Rug Company, whose advertising account we tock
over two years ago, has made a 50% increase in their business in each
of those years. Ve are now planning a 50% increase for the third year
and the chances seem even greater to make the third year sugcessfule.

SCHOLL

Indications are that in another year The Dr. Scholl Zinc Pad bueiness
will be as large, and perhaps larger, than the original Scholl Foot
Appliance business. The advertising apptropriation has more than tripled
in eighteen months. This is interesting in view of the fact that the
test campaign for these pads in the State of Visconsin was started only
on September 20, 1921. A few months later, we had National distribution
and the investigation shows that we ramked at that time about third or
fourth in the corn remedy field. It may be noted that Zinc Pads camnot
be classed as medical. They have a distinct advantage over all é6ther
corn remedies in that they do not contain the caustic or corrosive acid.
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CEICAGO OFFICE IEVS (Continued)

Mr Youag was Chairman at the meeting of tae Viestern Council of

the American ‘ssociaiion of Advertising Lgencies, which took place
in Chicago, November 23rd. lMr. Resor made hic initial speech as
Pres.deat of the A.A.%.A. This speech will appecr in the December
Nevws Bulletine. A

Mr. Young called attention to the fact that this meeting was the
largest ever held.

About 200 attended the dinner, James 0'Shaughunessy, Secretary of
the Association, traced the growth of advertising and prediced that
more than 2 billion dollars would be spent on advertising in 1924,
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The Pollak Foundation for Economic Research has issued recently the
second volume in its series of‘®ublications." This is & study of
"Money" by William Tirufant Fosier and Waddill Catchings, Chapter
XVIII on the Circuit Flow of Money hes a footnote referring to our
Prize Essay Contest. It says:

"The J« Walter Thompson Comnany, of New York
City, is to be comended for its efforts to
stimulate interest ia tue messuremnent of

the fiow cf money ‘nio consumers' hands. The
Company offered a prize for studies, subvmitted
before September 30, 1923, of A Statistical
Index of the Purchasing Power of Consuners in
the United Statesa"

The announcement circular setting forth the purposes of the contest
is then quoted to the extent of about a pase, end this paragraph
then follows:

"This ammouncement emphasizes the necessity of
measurements of the ouying capacity of consumers
as a2 basis for intelligent marizet plans. Such
smeasurements, ia our view of the subject, have

a much wider significance: they are essential

to an understanding of 211 the major problems of
economics. Yet, as we have said in Chapter XVIII,
most of this region is virgin ground.®



