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National Newspaper Week
Assures New Opportunities

The first annual National Newspaper
‘Week will be observed October 1 to 7,
William N. FHardy, manager of the Penn-
sylvania Newspaper Publishers associa-
tion and chairman of the committee
in charge of promotion, has announced.

The promotion is an outgrowth of
suggestions made by speakers at several
newspaper publishers’ association con-
ventions during the last two years that
the press needed a better public rela-
tion program. It is sponsored by News-
paper Association Managers, Inc., comi-
prised of the executive officers of twenty-
seven national, state and regional pub-
lishers’ associations.

All newspapers of the country will be
asked to develop local programs from
suggestions sent them by the committee.
In addition, mats and proofs of at least
two mnewspaper promotion advertise-
ments will be made available to every
daily and weekly newspaper.

Builds Goodwill

Pennsylvania, California, and other
state press associations have held News-
paper Prestige Weeks for several years.
These “weeks” have built good will for
the newspapers and have made the pub-
lishers promotion-minded all the year,
the committee states.

A preliminary bulletin to publishers’
association managers announcing the
promotion quotes Lee A. White of the
Detroit News as follows:

“We must admit an extraordinary
fact—that the most pervasive and effect-
ual agency of communication yet de-
veloped by man has fallen short of its
opportunity and its obligation to de-
velop and understanding relationship
between itself and its public.

“We have permitted the public to
misconstrue its own precious frecdom
of inquiry and expression as a doubtful
and dangerous license, bestowed on us
by shortsighted forefathers.

“We have allowed our motives, man-
ners, and methods to be misinterpreted.

“Our sins of commission are numerous
enough, but our sins of omission are too
numerous to catalog.”

The committee in charge of the pro-
motion is William N. Hardy, manager
of the Pennsylvania Newspaper Pub-
lishers’ association, chairman; John B.
Long, California Newspaper Publishers’
assosiation; Arne Rae, National Editor-

ial association; Gene Alleman, Michi-
gan Press association, and Doyle L.
Buckles, Alabama Press association.
Suggestions for Local Promotion

Some of the suggestions made by the
committee as suitable for local develop-
ment include:

Editorial and advertising promotion
directed to consumers; freedom of the
press; truth in advertising, pre-eminence
of newspapers in the news field; de-
pendability of war and diplomatic news;
advertising’s contribution to the Ameri-
can way of living; local advertising suc-
cess stories.

Plant visitations, speeeches before civ-
ic clubs and women’s groups; coopera-
tion of the clergy; use of promotion to
be furnished by wire services and by sev-
eral other national organizations; pic-
tures of staffs and of newspaper func-
tions; and display of old newspapers and
of foreign newspapers before and after
the days of dictators.

The committee sets forth that it has
tried to suggest practical plans for both
dailies and weeklies, from the smallest
to the largest. It is not disirable for
any paper to try to develop too many
ideas, the committee says, adding that
quality will get better results than quan-
tity.

Special WNU Service

The committee announced that the
Western Newspaper Union will send out
a great deal of material which can be
used during Newspaper week. Much of
it will be in mat form and deserves con-
sideration because great pains have been
taken to develop it. WNU expects to
offer statements by leading citizens on
the preeminence of newspapers in both
the news and advertising fields.

Complete success of Newspaper week,
the committee points out, will depend
on the localization of ideas that will
enhance the prestige of the press. The
committee lists a number of suggestions
contained in a bulletin by Newspaper
Association Managers, Inc., as follows.

VISI'TS TO PLANTS—In states where
newspaper weeks have been observed,
plant visitations, open house, have left
a favorable and lasting impression of
the newspaper. Advertisers may be re-
ceived in the daytime readers at night,
or on different days. It is suggested that
young people be invited in school or

college groups.
See Paper Printed

In one place, a civic club met in 4
composing room during noon hour ajq
saw a report of the meeting written,
edited, set in type, etc., so that the mep.
bers read the story before they left,

Be sure to have someone explain the

functions of the newspaper to visitors

they will be especially interested i
daily-paper plants to hear about hoy
their local paper receives and handles
war news.

* A story of the newspaper as explained
to visitors by a guide could very wéll
be printed in your newspaper. Empha
size the part of the paper plays in the eco-
nomic life of the community, number
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of pay envelopes every week, taxes, sup:

plies, etc., as well as the public service
rendered. And don’t lose the oppor
tunity to impress advertisers about the
careful attention given to their problems,
Something about cost of publishing the
newspaper could properly be cited.
A splendid way to capitalize on plant
visitations is to have an illustrated
booklet printed, to be given to every
visitor. It could be entitled, “Through

the ——— Plant;” “A Visit to the Home
of Your Newspaper—The ———" or
“The Story of The ———."

Advance Announcements
Be sure to print several advance an-

nouncements about your Open House on |

page one.
vOnc paper issu.ed an eight-page sec
tion on fine-quality book paper, pro-
fusely illustrated, without a line of ad-
vertising, devoted to the story of the

——t

gy

i

paper. Every detail of operation was told

in words and pictures.

Another won praise with an exhibit
of 800 old newspapers from all over
the world.

News wire services will send out pro-
motion material about war coverage
which can be used to supplement ads
which every daily and weekly newspa
per is asked to prepare to promote its
own service—wire, feature, editorial, 10-
cal coverage and what-have-you.

Try to have speakers talk on some
newspaper subject before, service clubs,
civic and educational groups and the
like. Make arrangements early.

Arrange well in advance to have cler
gymen refer to Press service or to the
Four Freedoms in October 6 sermons
and have those sermons reported.

Ask Movie To Help

Ask your local movie house to ruf
slides during Newspaper week. Sug
gested copy: “National Newspaper week,
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October 1-8. A free press is YOUR Amer-
ican Birthright. Keep It Inviolate.”
Arrange attractive newspaper

plays in your.wmdow.

Some publishers have drawn atten-
tion to their newspapers by offering prizes
for best essays on the press written by
students during National Newspaper
week.

Conduct local forum, like old-fash-
jioned town meeting, where any phase
of any topic of current interest could
be discussed. Print full report. Big
possibilitics.

Governors, mayors and other local
officials can be induced to issue state-
ments about press prestige and public
service journalism, if desired.

If you operate a radio station, have
some local personage broadcast a news-
paper message.

Invite local citizens outside newspa-
per offices to write promotion ads. Sub-
jects: “The Newspapers’ Contribution
to Civic Progress.” ““The Newspaper as
a Guide for Living.” “Comics and Their
Place in the Sun.” “The Newspaper and
Women.” “Why I Read the Editorials.”
“Newspaper Advertising by a Depart-
ment Store Man.” “What a Free Press
Means to a Reader.”

Valuable

Run at least one newspaper editorial
during the week: Suggested topics: “De-
mocracy’s First Line of Defense;” “The
People Must Be Kept Informed;” “The
War Correspondent;” “A  Free Press
Means Freedom;” “The Pre-eminence of
Newspapers in the News Field;” “The
Value of Your Newspaper to You;” “The
Newspaper’s Payroll and Tax Biil;”
“The Influence of the Small-Town
Newspzlpcr;" “What a Good Newspaper
Means;” “The Power of Newspaper Ad-
vertising;” and “The Newspaper Boy.”

Print Jocal editorials to remind read-
as of the place of the newspaper in com-
munity life. During the last year, the
press has many times proved that it is
the last refuge of justice when civic au-
thorities fail. It has been found the
mainstay in social and charitable work.
Ithas hunted out unfaithful public serv-
s, It has demonstrated that it Has
& soul by providing vacation funds for
needy children, Christmas cheer and
Whatnot.

dis-

Lditorials

Do your readers know how many acres
O.l newsprint is required for a single edi-
tion; how many pounds of ink used an-
nually; how many pounds of molten
'Jpe metal go into a single edition; how
Many full-time and part-time employees;
tal number of years’ service of entire
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personnel and average period of service;
the rank of your industry in comparison
to other industries of the city based on
total annual payroll? Not many of them.
Tell them.

Entire productiony of paper could
be turned over to business or profession-
al or women’s groups. One Colorado
weekly succeeded in getting 47 leading
citizens to submit articles on local ac-
tivities, including two editorials which
were copied widely. Good for weeklies.
Advertising Material

If any publisher wants sound adver-
tising material to use in a talk before a
consumer group to offset anti-advertising
doctrine that may have been preached,
he will be supplied with it by writing
to Mr. John Benson. president, Ameri-
can Association of Advertising Agencies,
420 Lexington avenue, New York city.
Good for groups of teachers.

Have advertising department get lo-
cal success stories from advertisers and
run in story or ad form. See Bureau of
Advertising material and trade papers
for same thing nationally.

Schedule some of the 1940 advertising
messages of the Chamber of Commerce
of the United States if you have not al-
ready run them. If you have not seen
them write for proofs: Chamber of
Commerce of the United States, Wash-
ington, D. C.

How newspapers have freed their col-
umns of untruthful advertising to pro-
tect readers is also worthy of treatment
in promotion copy and in local talks.

Contact local advertising clubs to
learn how they can tie in with Nets-
paper week programs.

Print interviews with merchants on
how they have built their business
through newspaper advertising; with
housewives on how they save money by
reading newspaper advertising.

An editorial could be written on “Ad-
vertising’s Contribution to the American
Way of Living.”

‘Iirst Line of Defense’

A general theme adopted for the na-
tional part of the program is. “The
Press Constitutes the First Line of De-
fense in the Battle for the Maintenance
of Democracy.” Metro Associated Serv-
ices, 275 Seventh avenue, New York city,
will carry out this theme in two ads
which will be part of their October serv-
ice, mailed in September. This
supplementary release included two -
sizable advertisements, one for dailies
and the other for weeklies. Proofs of
this supplementary release and mats of
illustrations contained in it will be sent
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to all subscribers of the Metro News-
paper Service, and will also be offered,
free, upon request to any newspaper
anywhere in the United States—whether
it be daily or weekly. Publishers need
only to fill out and mail to Metro the
necessary coupon. In addition, in-
quirers will receive, free, a copy of the
Newspaper Week edition of “Plus Busi-
ness,” Metro's official publication. Ap-
proximately three pages of “Plus Busi-
ness’ will be devoted to the aims of Na-
tional Newspaper week, and to sugges-
tions for both daily and weekly news-
papers on how best to promote the work.
This edition of “Plus Business’ will
serve also to explain the use of the free
supplementary services.

In addition to the above and for the
erclusive use of subscribers to Metro
Newspaper Service, another sizable ad-
vertisements will be included in the regu-
lar pages of the October issue of Metro
Newspaper Service.

Meyer Both service for Octover, which
also was mailed about September 10.
included several ads that have been
prepared especially for use during Na-
tional Newspaper week. Subscribers to
this service are asked to watch for this
material.

The Chicago Tribune Mat Service
also has prepared special National
Newspaper week copy and art work to
be sent out in its October release. Rich-
ard Foster of Rush, N. Y., is to send Na-
tional Newspaper week copy in both
his September and October releases.

Let’s put Newspaper Week across in
a big way in Kentucky.

If machines are a menace to civiliza-
tion, why do so many unemployed girls
refuse to do housework and seek jobs
in factories?

Suggest Making Mats
Of All Standing Matter

The Candian Weekly Newspapers As-
sociation Bulletin suggests that one way
to cut investment, reduce type wear, in-
sure standing matter against being pied,
and to handle many advertisements and
some editorial matter with less cost—is
to make mats of all standing matter,
heads, signatures, and frequently used
cuts. Stero plates are then cast from the
mats as need and original type is releas-
ed.

Two mats are made from each piece
so if one is spoiled, another is available.
Type matter and cuts are grouped so as
to utilize the largest matrix paper the
equipment will handle.
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Official Publication of the Kentucky
Press Association

Victor R. Portmann, Editor-Publisher
Printed On The Kernel Press, Lexington

Press Association Officers
Gracean M. Pedley, President, Eddyville Herald ;
Russell Dyche, Vice-Pres., London Sentinel-Echo.
J. Curtis Alcock, Sec.-Tres., Messenger, Danville

Executive Committee
Harry ILee Waterfield, Clinton Gazette, chair-
man; Tyler Munford, Morganfield Advocate;
Vance Armentrout, Louisville Courier-Journal;
Joe Richardson, Glasgow Times; Edward Ham-
lett, Columbia News; Vernon Richardson, Dan-
ville Advocate; Fred B. Wachs, Lexington Her-
ald-TLeader ; Victor R. Portmann, Kentucky Press,
Lexington; T. T. Wilson, Cynthiana ILog Cabin}
Frank Bell, Bedford Democrat; Walker Robin-
son, Paintsville Herald; Chauncey Forgey, Ash-
land Independent; Robert I. Elkin, Lancaster,
Honorary.
Legislative Committee

Tyler Munford, Morganfield Advocate, chairman;
Harry Lee Waterfield, Clinton Gazette ; Thomas
R. Underwood, Lexington Herald; Harry.War_d,
Paducah Sun-Democrat; George R. Joplin Jr.,
Somerset Commonwealth; Cecil Williams, Somer-
set Journal.

Newspaper Exhibit Committee
Victor R. Portmann, Kentucky Press, chairman;
Vaughn Spencer, Kentucky Farm Journal, Louis-
ville; Robert Simpson, Frankfort Journal; Mrs.
Harold Browning, Williamsburg  Republican ;
Miss Jane Hutton, Harrodsburg Herald.

NATIONAL €DITORIAL _
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Women Read Papers More
Carefully That Men, Daily
Newspaper Survey Shows

Women are much more thoro in their
reading of newspapers than men, a sur-
vey of the November 16 issue of the
Daily Oklahoman shows.

The survey, the ninth of American

" newspapers made by the Advertising

Research foundation, showed that the
percentage of women who read some or
all of newspaper stories and advertise-
ments was higher for all departments of
of the newspaper except sports and fi-
nnancial news.

A total of 218 men and 231 women,
chosen with respect to geographical lo-
cation and occupational groups to form
a cross-section of readers of the Okla-
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homan, were interviewed in the survey.

Following is the summary of the read-
er stops by pages, showing the percent-
age of adults, men and women, who re-
called having read any editorial or ad-
vertising content of the page:

Page Content Men Women
18iGeneral snews s et - 9% 99%
2 General news & advertising 8 84
3 General news & advertising 43 83
4 General news & advertising 2 86
5 General news & advertising 52 53
6 General news & advertising ... 72 84
7 General news & advertising ... 17 87
8 Women's page & advertising . 17 84
10 Editorial page and cartoon . T4 8
11 General news, radio, amuse

ment advertising ______ 81

12 General news & advertising 86
13 Sport news ... 3 49
14 Sport news & advertising 37
15 Oil news, comics, advertising 83
16 Classifled advertising 56 68
17 Classified ads & comics 54 48
18 Classified, financial, comics 62 65
19 Financial news .. e 13 4
20 General news & advertising 2 84

Of the front page, the survey reported
that “Newsday,” a summary but not an
index of the day’s news, in column one,
attracts 41 per cent of the men and 29
per cent of the women. The ‘“weather
ear” topping this column rated attention
from 32 per cent of the men and 29 per
cent of the women, but a brief weather
story near the bottom of the page at-
tracted 49 percent of the men and 61 per
cent of the women.

Pictures as attention getters rated high,
the percentages ranging from 66 to 89
per cent among the men and 83 to 89
per cent among the women for three
one-column cuts.

On page 2 the survey noted one sur-
prising fact—a small below-the-fold ad-
vertisement for a department store at-
tracted 88 per cent of the women read-
ers, as compared with 16 per cent for a
larger space and supposedly better posi-
tion,” the report comments

The lead editorial in the newspaper
was read by 19 per cent of the men and
14 per cent of the women, and the rat-
ings for the other editorials ranged from
13 to 15 per cent for men and from 8
to 11 per cent for women. The editorial
cartoon’s showing was men, 68 per cent;
women, 73 per cent.

Georgia Court Sets aside
Columbus Chain Store Levy

Superior Court Judge W. E. Thomas,
of Valdosta, Georgia granted a perman-
ent interlocutory injunction against the
collection of the Columbus special chain
store license taxi The tax called for a
siding scale from $25 to $400 per store,
depending upon the number of units in
a chain, and was in the nature of a
moderation of a tax imposing an assess-
ment of $1,200 per store that had been
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invalidated last year by the Georgia Sy
preme Court.

Judge Thomas held that the city couldv

not collect the tax for four reasons:
It failed to recognize the state require-
ment that municipal
“reasonable;” it violated the uniform.

ity clause of the state constitution; jt |

lacked the authority to tax “a mere in.
cident” of a business, and it lacked
power to classify for taxation businesses
operated outside the state.

High court decisions generally haye

shown no sympathy for discriminatory

chain store taxes. In addition to the two
reversals of such legislation in Columbus,
a municipal tax on chain stores in Au-
gusta, Ga., was set aside last year, and
were also set aside by judicial decision,

The trend against this sort of taxation
has been marked during the past two
years in the legislatures as well as the
courts. Although 32 state assemblies con-
sidered more than 100 anti-chain store
bills in 1939, not one new measure of
this kind was passed.

State Journal Seeks Printing Injunction

An injunction to prevent state agen-
cies from doing any printing or mani-
fold work in violation of its contract to
handle state printing was sought late
in August by the State Journal Company
Inc., of Frankfort.

The company, which grosses an amount
estimated by State Controller Frank D.
Peterson at $175,000 to $200,000 annual-
ly under the four-year state contract
signed with it Jan. 1, 1939, alleged it
was being deprived of “legitimate and
proper profits.”

Its petition to Franklin Circuit Gourt
named Gov. Keen Johnson and 11 state
agency heads defendants and asserted
the agencies “are not entitled to producé
or print printed matter in the nature of
forms, letter heads, envelopes pamphlets
or other miscellaneous printing x x X."

Tom Wallace, editor of 1'he Louisville
Times, has been named to the national
advisory council of American Defenders
of Freedom, Inc.

A Kentucky paper, on every envelope
which goes out from the office, carries
the slogan, “Everybody Reads Newspd
pers.” That slogan has punch. It would
be a smart thing if all newspaper pub
lishers carried the slogan on all ifs
printed matter as well as in every issu
of the newspaper.—Colorado Editor.
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seorgia Sy | Study Girculation Problems
| for Increased, Sure Revenue

 city could § Undoubtedly, you always are on the

2 reaso.n S utlook for ways to make more money—
e requm’} ‘o get more net revenue— from your
naans be énewspaper. Hundreds of publishers the
: ur.uform.‘ ast few years have proved what all of us
1tution; jt

know: That your circulation is a reve-
. ue “gold mine,” says Flyod Hockenhull-
L ‘ publisher of Circulation Managemen?

a mere in- |

businesses magazine, in an article in a current is-
B “ e of the National Publisher.
ljf“ Yy Dave The money you make from your circu-
ltlmtllrxlattory lation, experience shows, depends upon
o the two ;
Col Y0 fhree things:
2 l?ml:;ls' 1. Your field.
rES M AU 9 your efforts to get circulation pro-
year, and it
1[ dec1519n. 3. Your subscription rate.
L taxation ’ In your field, can you get new and re-
past two | newal subscriptions by direct-mail? If so,
ell as the

1blies con-
hain store
easure of

 you can be sure that you will make a
f handsome profit from your circulation
if you use a planned direct-mail pro-
gram.

Most important factor of all is the sec-
ond: Your efforts to get circulation pro-
fit. Obviously, if you put forth no cir-

njunction 4 laion efforts, you can’t expect to make
tate agen- § much circulation money.

or mani- What Is Your Rate?

ontract to But what about your subscription
ught lae | mate? Is it high enough? If you raised
Company | your rate, would you make more net

drculation profit and would you hold

namount | Yyour present circulation total? Let’s take

Frank D. | a look.

0 annual- A weekly newspaper at $1 a year costs
contract § the reader less than two cents a week.

alleged it § One at $1.50 a year costs the reader only

mate and | a fraction of a cent more than two cents

a week. And if you have been thinking
uit Court ' that a $2-a-year subscription rate is
1 11 state S “high ” figure it out: At $2 a year, the

asserted - paper actually costs the reader about a

) produce ! penny a day—less than four cents a week!
nature of l So if you raise your rate 50 cents a
amphlets | Jar, you inflict upon each subscriber
e n extra charge of about one-seventh of

dcent a day. How much of a burden is
|

Louisville 4 that to any subscriber—even the poorest?

national  Yet, an increase of 50 cents a year means
Yefenders 1 d grossrevenue gain of $500 for you on

| tvery 1,000 subscriptions.

| .NOW, what about increasing subscrip-
envelope A tion rates? For my own publication, Cir-
e, carries | Clation Management Magazine, I re-
Newspa- | tently queried 200 newspaper publishers
It would ' Who had raised rates. One of them put
per pub- . It well, when he wrote: “Raising your
, all i Hte s like taking the first dive from the
ery issu¢ | SWimming-hole spring-board. It’s all
ditor. lght after you make the jump. The

|
|
|
|
{

THE KENTUCKY PRESS

worst part is thinking about it.”

Over 100 daily papers raised rates in
1939. Twenty per cent lost not more
than 5 per cent of their circulation.
Nearly 17 per cent lost no circulation.
Most of the other losses were small.

Losses Are Slight

But these losses came right after the
increase. Then circulation began to go
up. And nearly 30 per cent say that they
not only regained the lost circulation
but actually went to new highs. Most of
the others at least regained their former
circulation total.

However, raising rates is not all beer
and skittles. What happens depends pret-
ty much on how you publicize the rate
increase and what circulation efforts you
make afterward. If you make a big noise
about the rate-increase; if you tell your
readers how much your expenses are up
and how you are just “forced” to in-
crease the price of the newspaper; and
then if you stand by and let nature take
its course—experience shows you prob-
ably will lose circulation and instead of
getting more net revenue, you'll get less.
I know of one paper that raised its rate
and soon lost half its circulation.

Q.—How should you publicize a rate-
increase?

A.—According to experience, be quiet
about it. Make a simple announcement
and let it go at that. People won’t think
much about it (you might be surprised
at how many aren’t conscious of a rate-
increase. unless you force it upon their
attention.

Q.—What about reasons-why?

A.—Go “easy” on reasons-why and ex-
planations. Above all, do not stress your
own personal reasons—such as higher
taxes and higher expenses. Instead, stress
the good points of your newspaper, and
how each subscriber and his whole fam-
ily benefit from it at a cost of only a
few cents a week.

Q.—We have a hard-enough time get-
ting our money at $1.50 a year. How
could we ever get $2?

A.—The reason many publishers do
not get a net circulation revenue in ra-
tion to their subscription list is that they
do not make much effort to get circula-
tion money. Example: They send either
no renewal notices or only a few very
perfunctory ones, usually to the effect
that, “You haven’t renewed and if you
don’t soon, we will have to stop your
paper.” They pay high commissions to
solicitors, instead of getting subscriptions
by mail and through club-raisers. They
expdct a good paper to “sell itself”
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(which no newspaper or periodical does)
and expect people to subscribe or renew
of their own volition.

If you make an effort to make money
from circulation, hundreds of publish-
ers say that the price, within reason,
makes little difference. You can get $2
a year about as casily as $1.50—if you
make a planned effort.

Let’s suppose you have 1,000 expira-
tions a year. With a series of six or
seven good renewal letters, you can re-
new at least 800 of them by mail. If you
use one of the tried-and-proved prompt-
ness stimulants, such as a few extra
weeks or an inexpensive premium for
promptness, your total cost of getting
800 renewals out of 1,000 expirations
won't be more than 35 cents apiece.

And you can get 80 per cent renewals
at a cost of not more than 35 cents each,
whether your rate is $1 or 1.50 or $2,
according to general experience.

Now, if your rate is $1, your net rev-
enue from 1,000 expirations (800 re-
newals costing a maximum of 35 cents
each) is $520.

If your rate is $1.50, your net revenue
per thousand expirations is $920.

And if your rate is $2 a year, your
net revenue per thousand expirations
is $1,320.

No one can say that a rate increase
will make more circulation profit in ev-
ery specific case. But others’ experience
is that it usually will, if:

1. You have a paper that is worth,
say half-a-cent a day (or $2 a year). My
guess is you do have it.

2. You precede your rate-increase with
intelligent promotion, showing how peo-
ple benefit from taking your paper.
(Printing testimonials and letters from
readers praising your paper is one good
promotion idea).

3. You don’t ballyhoo the increase
with a lot of publicity.

4. You soft-pedal reasons for the in-
crease.

5. You do no heavy circulation promo-
tion for 30 days or so after the increase,
then start a planned circulation pro-
gram, which includes: A series of good
renewal letters, sent on regular sched-
ule; easy-to-use club-raiser offers that get
profiitable subscriptions from readers
and correspondents; direct-mail solicita-
tion for new circulation.

It’s 100 to 1 if you do these things, you
will make a lot more circulation money
than you did before you raised your
rates, and will hold your present circu-
lation total or will increase it.
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Jessamine Journal Sold
To Nicholasville Group

The Jassamine Journal, weekly Nich-
olasville newspaper which has been in
the hands of the McCarty family for 56
years has been sold by McCarty and Com-
pany, publishers, to two attorneys and
two business men, it was announced
August 16.

Purchasers were listed as John C.
Watts, county attorney; Phil Clements
and R. M. Hunter Jr., merchants, and
City Attorney R. L. Bronaugh. City
Judge Leving Y. McCarty, who succeeded
his mother, Mrs. Harry McCarty, as edi-
tor of the Journal, will continue as edi-
tor under the new management, it was
announced. The paper will be issued on
Fridays as in the past.

The Journal was purchased 56 years
ago by the late Col. H. M. McCarty.
After his death, his son Harry M. Mc-
Carty died in 1922, the paper was left
to his widow and two sons, Harry and
Leving Y. McCarty. The soss have been
operating the newspaper since their
mother was injured in an automobile ac-
cident two years ago.

Editor Byrne Allen Evans,
Russellville News-Democrat, Dies

Byrne Allen Evans, 47, editor and pub-
lisher of the Russellville News-Democrat
for the last ten years, died August 7, after
an illness of several months.
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He was born July 21, 1893, in Simpson
County, and was yet a boy when his par-
ents moved to Russellville. Later, in
1930, he purchased the News-Democrat
from A. G. Rhea.

He was commissiosed as a second licu-
tenant of artillery after attending an
Army training camp in 1918. A charter
member of the local American Legion
post, he was its commander at his death.

Mr. Evans was a member of the Logan
County Board of Election Commissioners
and the City Council. He was one of the
most outstanding citizens of Russellville.

Myrs. James B. Stears Dies

Mrs. Martha Van Cleve Stears, 85,
widow of James B. Stears, former edi-
tor of the Nicholasville News and one
of Kentucky’s best-known newspapermen
died in August at the home of her
daughter, Mrs. J. Collis Ringo, 225
Kingsway drive, Lexington. Mr. Stears
was one-time president of the Kentucky
Press Association and former postmaster
at Nicholasville.

The Echo, a new tabloid weekly, made
its appearance at LaGrange, during the
past month. Lloyd Tinnon, formerly of
Lexington Leader, is the editor-pub-
lisher.

It is always fashionable to be sensible.

Happ yfr@] Birthday

a4l

e

Every day is some

newspaper’s birthday. And one day each year is your paper’s

day to shout.

How’s it standing the years? Does it still have that fresh
look? Does it get the attention it used to? Or do folks say it’s

“had its day”’?

Slipping, holding its own, or leading the field, dress it up in
one of those five famous Linotype Legibility Faces and watch

it step out!

Youll get “many happy returns” for the day you dress

your news columns in Excelsior, Ionic, Opticon, Paragon or

Textype. One of them is custom designed to suit your prefer-

ence and fill your needs.

THE @LINOTYPE=) LEGIBILITY GROUP

Linotype Excelsior and Caslon Old Face
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Initiative

The world bestows its big prizes, both
in money and honors, for but one thin
And that is Initiative. What is Initiative
I'll tell you: It is doing the right thing
without being told. But next to doihg
the right thing without being told s
to do it when you are told once. THat
is to say, carry the Message to Garcia:
those who can carry a message get high
honors, but their pay is not always in
proportion. Next, there are those who
never do a thing until they are told twice:
such get no honors and small pay.Next.
there are those who do the right thing
only when necessity kicks them from
behind, and these get indifference in-
stead of honors, and a pitttance for pay.
This kind spends most of its time pol-
ishing a bench with a hard-luck story.
Then, still lower down in the scale
than this, we have the fellow who will
not do the right thing even when some
one goes along to show him how and
stays to see that he does it: he is always
out of a jib, and receives the contempt
he deserves, unless he happens to have
a rich Pa, in which case Destiny pa-
tiently awaits around the corner with a
stuffed club. To which class do you be-
long?—ELBERT HUBBARD

Linotype machinists, operators and
students will be interested to learn that
a book of much value to them—*“Lino-
type Machine Principles’—is now on
the press and that copies may soon be
had from any Linotype agency at $3.00
a copy.

This new book, the official Linotype
manual, has been planned as a reference
manual on the principles of Linotype
construction, operation and mainte-
nance. It includes, simply but through-
ly, the essential technical data on the
Linotype, arranged in the sequence of
the basic mechanisms, parts and func
tions of the machine. (Thirty-six chap-
ters, 474 pages, plus a detailed index).

The volume was prepared under the
close supervision of an editorial com-
mittee comprising engineers and tech-
nicians on the Linotype company’s slaff
at Brooklyn, and a plant machinist of
many years’ experience in the mainte-
nance of newspaper and commercial
Linotype batteries. The text and illus:
tartions have been independently read
and checked by several others who have
contributed, as critical reviewers, thé
experience of operators, machinistsl
printers and teachers. The methods 0f
of writing and illustration have been
kept simple and brief.
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‘| Ten Tips for Ad Sellers

- Several years ago Harry Simmons, na-
.onally known advertising man, formu-
Jated 10 commandments, offering sound
advice to salesmen, that are just applica-
ple today as when they were written.
They follow:

1. Sell the service trinity—the firm,
the product, and yourself.

2. Keep your chin up. Talk success.
Enthusiasm is contagious.

3. Know your story and stick to it.
Make it sparkle with interest.

4. Play the three ty’s—loyalty, honesty,
activity.

5. Sell merchandise, not merely ad-
vertising. Give your customers sales pro-
motion ideas.

6. Keep your territory and your ter-
ritory will keep you. You only get out
what you put in.

7. Follow through on your follow-up.
Don’t be afraid to make repeat calls.
The harder it is to sell the prospect, the
harder it will be for any other salesman
to get him away from you.

8. Keep up the courage of your con-
victions. It is your business to help your
customers’ business.

[ 9. Don’t be afraid to ask for advertis-
| ing.

10. Remember your advertising facil-
i ities.

The Lexington Herald and Leader re-
 cently released a statement to readers, ad-
vertisers, and contributors of publicity
on the papor’s new “publicity policy.”

It is reported that the step was taken
“to make better papers, and to keep pace
with practices that good newspapers all
over the country have adopted, to create
better mediums for advertisers and bet-
ter reading for readers.”

There are fourteen points in the gen-
| eral news classification lishting events to

;vhich no publicity shall be given as fol-

ows:

“No Publicity” List
1. Fashion shows, cooking schools, gar-
‘ den schools, or similar promotion of any
- kind originated by or connected with any
| business,

2. Beauty specialists.

3. Pictures or news stories of salesmen

Ot managers who change jobs, unless the
Prominence of the individual clearly
Makes the change a matter of general
| Interest,
4. Pictures or stories of new members
' of business organizations, including
thain units, except in cases where the
Subject is obviously newsworthy.
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5. Pictures either of interiors or ex-
teriors of new business houses, except
through such advertising tieups as men-
tioned later and except in cases where
a genuine news interest surrounds the
project.

6. Entertainment of prominent peo-
ple by stores.

7. Pictures of merchandise as publicity
for either retailers or distributors

8. Bridge parties or classes conducted
commercially by individuals.

9. Recitals by private commercial clas-
ses at such institutions as Eastern State
hospital and the Veterans’ hospital.

10. Trick automobiles, robots, stunts
and all similar promotion.

I1. Promotion on the part of stores
which feature the Junior League or other
social organizations.

12. Auto races, carnivals, fairs, flow-
er shows and similar projects unless pro-
moted as civic enterprises whose pro-
ceeds go exclusively to charitable or civic
purposes.

13. Insurance stories, photographic
contests, travel, and resort promotion.

14. Winners of prizes in sales contests.

Limited publicity will be given to dra-
matic production, store openings, deal-
ers’ meetings when the attendance is 100
or more, or when the presence of promi-
nent people or other elements make the
events clearly worthy of space. In sports,
no commercial names shall be used to
designate teams in any branch of ath-
letics.

Tells Ways to Improve
Appearance of Personals

Some weekly publishers have been ex-
perimenting with devices to give their
personals better play, says Bruce McCoy
in a recent Louisiana Press association
bulletin. Some of the devices have been
successful; others have not. But any-
thing that will focus more attention o
and increase readability of your name
columns is certainly worth a try.

Here’s a list of devices that have workec
successtully in many weeklies:

1. Use bold face, caps or upper-lower,
on all names.

2. Liberal use of sub-heads.

3. Liberal leading of items themselves
and more leading between paragraphs.

4. Variation of type in column. For
example: set first item usual body type,
next item indent and bold face, another
item body type, then one indent and
italits and so on down the column.

5. Use of stars, asterisks, jim dashes
and all sorts of gadgets between para-
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graphs to break up the solid mass.

6. Instead of using a standing head
pull out the best items and use them in
a boxed head or give them regular dis-
play heads.

BUSINESS DIRECTORY

ELECTION SUPPLIES

For Special Elections - All The Time
For Primary Elections - In August
For Regular Elections - In November

“Superior Election Supplies for
Fellow Kentucky Printers”

RUSSEL DYCHE
LONDON, KY.

Louisville Paper Company
“A PAPER FOR EVERY NEED”
Permanized Bond Papers — Howard Bond —
Maxwell Bond—Cherokee News (Blue-White)

Southeastern Paper Co.
Hammermill Products In Fine Papers

Guy B. Roush, Representative
125 Hillcrest, Louisville

Imperial Type Metal

H. L. Felix, 1648 Sutton Ave., Mt. Wash-
ington, Cincinnati Ohio

Immediate Shipments From

THE DICKSON COMPANY
234 W. Main St. Louisville

CINCINNATI MERCHANDISE W HOUSE
7 W. Front St. Cincinnati, O.

QBush C](;rebs @o.

INCORPORATED

LOUISVILLE, KY.

Everything for PRINTERS
except paper

ELECTROTYPES ...
. . . ENGRAVINGS
SUPPLIES . ..
. . . MACHINERY

ED WEEKS
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* x x America 1s busz'ly

buz'lding a defense of her freedom

THIS freadom of ours—freedom of
action, freedom of thought, fre-dom
from fear and oppression, freedcm of
enterprise—is the most precious thing
in the world to protect.

Electric service will play a big patt
in this great program of strengthening
our defenses. Your electric company is
teady NOW to do its full share in any
task this community may be called upon
to perform.

We're ready because for years we
have planned far in advance in order to
meet your ever-increasing demands for
electrical service.

Because of this we have built power
capacity in advance of any demands in
the community.

To assure constant power under all
conditions our several sources of elec-

INCORPORATED

PRESS

tricity are linked together so that the
switch at your finger-tip controls power
from many sources. If one should fail,
it is but a split second until a new source
of power is at your bidding.

The highly skilled and trained staff
of people who have built up your elec-
tric service, and who are setving you
from day to day, are eager for any
new task.

It is through these people, and this
marvelous system of inter-connected
power plants and distribution lines they
have puilt, that we are ready to do
our part.

Meanwhile, we have not forgotten
that our job 1n the tuture, as in the past,
is to improve our service and its useful-
ness to you, and pring more ot the good
things of life to more people at less cost.

engaged in
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