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J . W. T. INCREASES ITS LEAD 

Show, s teady Rain in magazine f i e l d 

The J . Walter Thompson Gorpany i s not only ma in ta in ing i t s lead but i s i n 
c r e a s i n g i t , judging by the l a t e s t r epo r t of the P u b l i s h e r ' s information 
Bureau. . A study of f i gu re s in t h i s r e p o r t shows t h a t t he J . Walter Thomp
son Company i s not only the o l d e s t and l a r g e s t , but i s a l s o one of t h e 
f a s t e s t grov/ing of the l ead ing agenc i e s . 

This r epor t shows the s tand ing of the f i f t e e n l ead ing a d v e r t i s i n g agenc ies 
in the order of the i r , es t imated revenue for t h e y e a r s 1923-1924 ard for the 
f i r s t s i x months of 1925 i n monthl ies ard the f i r s t f ive months in w e e k l i e s ; 
based on t h e i r expendi ture for d i s p l a y a d v e r t i s i n g in 30 lead.ing magazines . 

The f i gu re s i n t h e r epor t show t h a t the J . Walter Thompson Company i s not 
only the f i r s t agency in t h i s l i s t for 1925 as w e l l as for 1924 and 1923, 
t u t t h a t i t i s s t e a d i l y i n c r e a s i n g i t s s u p e r i o r i t y over the second agency. 
In 1923 i t had in t h i s f i e l d a lead of 29f. over i t s nea r e s t compe t i t o r . 
In 1924 t h i s lead was increased to 92$ . And for the f i r s t h a l f of 1925 t h i s 
lead has grown to over 107$. 

On the b a s i s of t h i s r epo r t for the f i r s t ha l f of 1925 the o rder of ranking 
of the f i f t e e n l ead ing agencies i s as fo l l ows : 

1. J. Walter Thompson 
2. Lord & Thomas 
3 . F- Wal l i s Armstrong 
4 . George Bat ten 
5 . . N. W. fyer 
6 . Blackman Co. 
7 . Er ickson Co. 
8. H. K. Mc Cann 
9 . Erwin k Was.ay 

10 . Bar ton , Durs t ine k Osborn 
1 1 . Theodore ? . Mc lehnus 
12. Campbell-Ev/ald 
1 3 . Henri-Hurst k Mc Donald 
14. Will iams k .unryngham 
1 5 . Calk ins k Holden 

ME. DUNNES :_nTlCLE IN JULY BULLETIN ATTIACTS __T_LT.-I0N 

Requests for permiss ion to r e p u b l i s h Mr. Dunne's a r t i c l e on "The Trend i n 
t h e use of Color" which appeared i n the Ju ly .Tews B u l l e t i n , have been r e 
ceived from .Advertising and S e l l i n g F o r t n i g h t l y ard from Libby Mc N e i l l & 
Libby for t h e i r house-organ, "The pyramid." Several l e t t e r s e x p r e s s i n g 
i n t e r e s t i n t h i s a r t i c l e have a l s o been rece ived by the o r g a n i z a t i o n . 
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LITERARY DIGEST CIRCULARIZES 18,000 PROSPECTS 

Builds lists from tele-phone books, automobile registration 
lists and similar coemilatiors iraieating high average purchasing power 

"Many people think that the solicitation of subscriptions by mail must be 
comparatively simple and inexpensive, but it is neither," said Mr* Ryan, 
advertising manager of The Literary Digest, in the course of a conversation 
with several members of the J. Walter Thompson Company last Thursday. Mr. 
Ryan was the guest of the Company at lunch in the New York Office. 

"How do you build your subscription lists, MT* Ryan?" asked one J. W. T. 
member. 

"Largely from telephone books, automobile registration lists ard similar 
compilations indicating a high average of purchasing power on the part of 
the consumer. That this is not a simple matter of copying becomes evident 
when it is remembered that seme telephone books contain addresses from 
tMrty or more post offices none of which are listed after the names. This 
entails a great deal of cross-checking with other directories etc. 

"It is a big task. For example, we had 300 people employed for four months 
compiling prospect lists from the automobile registration lists. 

"Our prospect list when completed contains some eighteen million names. It 
is revised every year. 

Test campaign on list of 40,000 

"Before we send circulars to the whole eighteen million we try a test cam
paign on 40,000 people - a number that we have found from experience to oe 
ample for the purpose of our test. We divide this test list according to 
the population of the various parts of the country. New Yoik, for instance, 
having cne~twolfth _-f tha population of tho Unitod State*. ;vtuld be aiiottd 
one-twelfth of the names on the test list, and so on. 

"We regard the returns from the test list as satisfactory when orders come 
in at the rate of from six to eight per thousand because the returns from 
our circularizing are not all direct returns. In fact, we regard the re
turns from these great circular ma: lings of ours as coming In various ways -
in the form of subscriptions, newsstand sales and advertising for the future. 

"In circularizing the eighteen million, we are not content with one circular 
but always send follow ups. We aim at circularizing each prospect at least 
twice and if possible three times during the year. 

•Do you find that many fo your subscribers renew their subscriptions, Mr. 
Ryan?" 

•Yes, arc. we find that with each added year that subscribers have been on 
our lists there is an increasing percentage of renewals. Of those who have 
been on our lists for five years, ninety-one percent renew their sub
scriptions for the sixth year. 
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Campaign for Boy-Sales unsatisfactory in Big Ci t ies 

"How did your campaign for boy-sales progress , Mr. Ryan?" 

"The re su l t s were by no means up to our expectations in the large c i t i e s . 
I t v/as sa t i s fac tory only in the smaller towns where the boys know the i r : 
neighbors. We expected to make a boy sale of from 300,000 to 400,000 
copies a week and spent a mill ion dol lars on the campaign to do t h i s . 
The boy s a l e s , however, amount only to from 75,000 to 80,000 a v/eek," 

Mr. Ryan then told some of the r e su l t s of The Diges t ' s "telephone i n v e s t i 
gat ion." m t h i s The Digest asked the opinion of 40,000 telephone sub
scribers as to which one of ten leading magazines they prefer red . The vote 
when totaled showed the ten magazines preferred and i t was in te res t ing to 
note that there were four women's magazines in the f i r s t t en . 

"The invest igat ion showed that the American Magazine, the Saturday Evening 
Post and The Literary Digest each had a larger family vote than a l l four 
of the women's magazines combined and i t i s reasonable to think that a gen
era l magazine has more members of a family reading i t than a magazine edited 
for one branch of the family. 

A comment v/as made by a member of the J . Walter Thompson Company to the 
effect that most women s t i l l had a prejudice against acknowledging that they 
read women's magazines, and that i t was therefore d.oubtful If such returns 
as Mr. Ryan quoted could be accepted at any thing approximating t h e i r face 
value . 

One in te res t ing r e s u l t of an invest igat ion made among Digest subscribers 
was that i t showed that there are s l igh t ly more women than men reading The 
Literary Digest . At in tervals of several years beginning 1911, The Digest 
has sent a l e t t e r to i t s subscribers asking them the d i rec t question, how 
many wo__en in your family read The Digest? 

The percentage of 1.44 was the resu l t of the f i r s t invest igat ion and each 
invest igat ion since has shown that the percentage has r i sen a few po in t s , 
the last figure being 1.66. 

This i s not an extraordinary figure and is of in te res t chiefly because i t 
shov/s us that the number of women reading The Digest i s s teadi ly increasing. 

Front Cover in color helps sales 

Mr- Ryan l a t e r spoke of the gocd re su l t s which The Digest had noticed in i t s 
c i rcula t ion increase since i t had commenced using on i t s front cover repro
ductions in color of a t t r a c t i v e paintings in place of mere odd designs. The 
Digest has received more l e t t e r s from subscribers during the las t twelve 
months commenting on the cover designs than were received in a l l the preceding 
years during which color p r in t ing has been used. The Digest has def in i te ly 
found out that front cover i l l u s t r a t i o n s printed in four colors had a far 
greater a t t en t ion value than the old covers printed in two co lo rs . 

"The fact that the front cover in four colors pleased the subscriber makes 
the outside back cover a be t t e r advert is ing purchase ard in rry opinion i t 
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has always been the bes t a d v e r t i s i n g purchase i n The D i g e s t , " sa id Mr. 
Ryan. "Next to the back cover the b e s t p l ace for co lo r a d v e r t i s i n g i s i n 
the four co lo r t e x t pages bound in the cen t e r of the magazine. 

A note r ega rd ing The D i g e s t ' s requirements fo r these f o u r - c o l o r pages w i l l 
be found elsewhere i n t h i s i s s u e . 

RAILROAD ADVERTISING CREATES GOOD -WILL PUBLICITY 

For P a c i f i c Northwest Campaign 

We have j u s t sent t o the Bur l ing ton r a i l r o a d seven l a r g e volumes of p r e s s 
a r t i c l e s r e l a t i n g to the P a c i f i c Northwest .Advertising Campaign publ i shed 
i n the newspapers of the Northwest , w r i t e s the Chicago Of f i ce . Approxi
mately 50,000 column inches of news a r t i c l e s and e d i t o r i a l s b e a r i n g on 
t M s campaign s ince i t s t a r t e d tv/o y e a r s ago, are included in these volumes. 
Since none of the a d v e r t i s i n g was placed i n p u b l i c a t i o n s of t h e Northwest , 
where these a r t i c l e s appeared, t h i s i s an e s p e c i a l l y s t r o n g t e s t i m o n i a l to 
the good-wil l c rea ted i n t h a t community by t h i s a d v e r t i s i n g campaign. The 
names of t h e th ree r a i l r o a d s sponsor ing the campaign - B u r l i n g t o n , Great 
Northwest and Northern p a c i f i c - a r e ca r r i ed in most of the a r t i c l e s aid i n 
nea r ly every case they are mentioned in a way to p r a i s e the work they are 
doing i n beha l f of t h e P a c i f i c no r thwes t . 

In t r a n s m i t t i n g t M s remarkable e x h i b i t of good-wi l l p u b l i c i t y , Mr. McQuinn 
wro te : 

"This seems to us a very impress ive e x h i b i t and v/e b e l i e v e you va 11 wish 
to p re se rve i t as a record of an extremely important phase of the p a c i f i c 
Northwest campaign. In our opin ion i t r e p r e s e n t s an ou t s t and ing a c h i e v e 
ment of an American system of r a i l r o a d s i n c u l t i v a t i n g the good-wi l l of the 
people i n t h e i r t e r r i t o r y . 

The c l i pp ings in these volumes amount to approximately 50,000 column inches 
of s p a c e . At d i s p l a y r a t e s t h i s space , e s t i m a t i n g c o n s e r v a t i v e l y , would 
cos t $50,000* At r ead ing n o t i c e r a t e s , w i th which i t more nea r ly compares, 
t h a t amount of space v/ould cos t between $100,000 and $200,000. I t should 
be borne in mind t h a t these a r t i c l e s v/ere secured by only one c l i p p i n g 
bureau ard. i t may be f a i r l y concluded t h a t a g rea t many more which appeared 
a r e not included in t h i s r e c o r d . " 

Household Guest, which ceased p u b l i c a t i o n w i t h t h e May 1925 i s s u e , has been 
purchased by Mother ' s Home Life Pub l i sh ing Company of Chicago and w i l l r e 
sume p u b l i c a t i o n commencing v/i th the October 1925 i s s u e . This i s one of the 
small town mai l order p u b l i c a t i o n s . I t s p u b l i s h e r s guarantee for i t a ne t 
c i r c u l a t i o n of 400 ,000 . 
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CUT OUT AND KEEP THIS MEMORANDUM 

I t shows color r a t e s and requirements of three leading -publications 

Since there Is occasionally some misunderstanding as to the color ra tes 
and color requirements of the Literary Digest and the Saturday Evening 
Post , the Media Department of the New York Office has prepared the f o l 
lowing memorandum giving d e t a i l s regarding them, together with a note 
on the Ladies ' Home Journal requirements for color pages. 

Literary Digest 

The Literary Digest has a four page four-color section bound in the cen
t re of each i s sue . It s e l l s these four-color text pages at $6,000 per 
page in uni ts of 13, one page to be used every four weeks. It gives as 
pos i t ion to buyers of these pages, the f i r s t ard las t pages in a l t e rna 
t ion of tMs four page sect ion, and l imits the adver t isers to the use of 
two such pages per i s sue . I t se l l s the four color center spread in th i s 
issue for $12,000. I t s e l l s these center spreads in uni ts of 6 or 13, 
one every eight v/eeks or one every four weeks. 

I t s pr ice for back covers in four colors is $8,000. 

For two-color text (non-cover) pages, the Digest charges $5,000 per page. 
I t s e l l s these in uni ts of 13, 26, or 52 inse r t ions . 

I t s e l l s inside covers in un i t s of 6 or more at the r a t e of $6,000 for 
each inser t ion in four colors and $5,000 for each inser t ion in tv/o co l 
o r s . 

Saturday Evening Post 

The following i s compiled from a l e t t e r from the Curtis Publishing Co. 
in response to our request for an o f f i c i a l statement of the i r requi re
ments. 

All two and four color single pages are sold in uni t s of t h i r 
teen, to be inserted at regular* four v/eek i n t e r v a l s . In the 
case of two-color, If a basic schedule of th i r teen color pages 
i s used, addit ional two-color pages over and above the o r ig ina l 
th i r teen can be purchased in any number and on any d.ates des i red . 

In the case of four-color pages only uni ts of th i r t een are sold . 

Two pages facing in two-color work can be bought singly or in 
as many uni ts as mey be des i red , and with or without a support
ing color schedule. These un i t s were designed to be used both 
by the continuous adver t i ser who wants dominating space, and by 
the adver t iser who has serious seasonal requirements which make 
i t advisable for Mm to put on unusual advert is ing pressure at 
cer ta in times of the year . 

The r a t e per page for two-color i s $8500, for four-color, $10,500 
per page. 
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L a d i e s ' Home Jou rna l 

The L a d l e s ' Home Journa l accep t s only co lo r pages in four c o l o r s . I t 
does not c a r r y two co lor a d v e r t i s i n g . If any a d v e r t i s e r should i n s i s t 
upon two co lo r s he would have to pay the r e g u l a r r a t e for four c o l o r s . 

This p u b l i c a t i o n r e q u i r e s , as a minimum, t h a t a t o t a l of s ix f o u r - c o l o r 
pages be used w i t h i n a y e a r , t h a t i s , w i t h i n any twelve month 's p e r i o d . 
For example, i f a schedule i s con t r ac t ed for March, A p r i l , May, September, 
October ard November of one y e a r , an o rde r fo r t h r e e pages to run the 
fo l lowing sp r ing w i l l be a c c e p t e d . Then when the fo l lowing autumn comes 
i f the a d v e r t i s e r does not wish to use more space he is» of c o u r s e , under 
no o b l i g a t i o n to do s o . 

In conc lus ion i t should be sa id tha t in most magazines o t h e r than those 
we have j u s t cons ide red , and p a r t i c u l a r l y i n those in the women's g roups , 
tv/o and four c o l o r adver t i sements can be bought in any number d e s i r e d . 

COLLIER'S WILL HAVE FOUR-COLOR PRINTING 

E f f e c t i v e v/i th the September 19 , 1925, i s s u e C o l l i e r ' s w i l l have f o u r - c o l o r 
p r i n t i n g . 

These f o u r - c o l o r pages v / i l l appear every f o u r t h week and w i l l be l imi t ed 
to four pages p e r i s s u e . The paper used w i l l be coated s tock , t h e same 
grade a s i s used in the Woman's Home Companion. These four co lo r pages 
w i l l be p r i n t e d i n t h e Crov/ell p l a n t on nev/ C o t t r e l l Mul t i - co lo r Rotary 
P r e s s e s . 

The c l o s i n g d a t e w i l l be tv/o months p r i o r to the d a t e of i s s u e . The r a t e 
for the p r e s e n t v / i l l be $5200. p e r p a g e , sub jec t to change wi thout n o t i c e . 

FARM PRODUCTS SHOW INCREASE IN PRICE 

In view of the importance of t h e p r i c e of a g r i c u l t u r a l commodities as an 
index of fu tu re bus iness c o n d i t i o n s , t he fo l lowing i t em, v/hich v/as given 
a d i s p l a y p o s i t i o n i n a r ecen t i s s u e of the B r e e d e r s ' Gaze t te , has more 
than p a r s i n g i n t e r e s t : 

"Best C a t t l e a t Chicago yards l a s t week, $14*50; same week l a s t y e a r , $11 ; 
bulk of fed c a t t l e l a s t veek , $10*50 @ 13 .50; l a s t year 09 . C 1 0 . 5 C Best 
Hogs i.ast week , $14.60; l a s t y e a r , $7 .65 . Eest lambs l a s t week, v l b . 7 5 ; 
l a s t yea r $14.15J Tha t ' s a l l . " 


