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National EDITORIAL ASSOCIATION

PROGRAM COMMITTEE MEETS

President Evans and Secretary Al-
cock met with Professors Grehan and
Portman at the university as the com-
mittee in charge of the mid-winter
meeting and editors’ short course and
outlined the program for the January
meeting in Lexington.

The dates set are Friday and Satur-
day, January 30-31, and an instructive
and interesting program has been out-
‘lined. Headliners at the meeting will
be Herman Roe, Northfield, Minn.,
field director for the National Editor-
jal association, and W. Clement Moore,
Philadelphia, expert accountant on cir-
culation audits and newspaper admin-
istration.

The complete program will be pub-
lished in the November Press. Invita-
tions will be sent to every Kentucky
publisher and editor to attend this
meeting which promises interesting
new data that will aid every editor in
his business.] The committee hopes
that every editor in the state can be
present.

* k& % %

What do you know about the terri-
tory in which your paper circulates?
Con you give a prospective advertiser
definite, concrete information that will
make it possible for him to decide
whether or not it is to his advantage
to use your paper? Do you know the
average value of farms, the average
value of farm products, the leading
farm products? Can you supply a cor-
rect list of retail trade outlets? Try
to prepare a survey of your territory
from the information you now have
and the chances are you will be as-
tonished at your limited knowledge.
The possibilities of your territory is
one of the chief things you have to

sell. You will not buy merchandise
without a chance to know something
about it. How can you ask anyone to
buy what you sell purely upon specu-
lation? If you do not have a detailed
survey of your territory, make one. If
you do not feel competent to make a
survey, or haven't the time, then em-
ploy a capable person to make it for
you. After it is once made, print it
and use it. Revise it from time to
time. Keep it up to date. This is one
of the subjects we are going to harp
upon a lot. When you get your sur-
vey completed, send this office a copy.

How many subscribers have you, how
many delinquents, how many free
copies, what territory do you cover, do
you actually cover it, is your list mak-
ing or losing money? These are some
of the questions a circulation audit an-
swers, or helps answer. You may he
putting fifteen hundred papers in the
mail when only eight hundred of them
are of any actual value to you. Every
paper that does not add strength to a
list is so much loss. There may be
weak spots in your coverage. An audit
helps find them. One man added 115
new names in a part of his territory
shown by his audit to be weak. An-
other man collected more than $800
from delinquents as a result of having
them shown up to him by an audit.
Too many publishers jump to the con-
clusion that the chief aim of an audit
is to help get more national advertis-
ing. The chief value is to the publish-
er himself. National advertising is a
by-product of circulation auditing.
Many think auditing is to wuncover
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crooks. Wrong again. One of the
chief purposes is the protection of
honest men. If a publisher deliberate-
ly falsefies his circulation statements,
if he knows he has an undesirable list,
he will have an audit. Yet he is able
to compete successfully with other non-
audited papers. The audit provides a
means for honest men to successfully
meet such competition. The time has
not yet arrived for general condemna-
tion of non-audited papers. It must
not be done. Too many honest pub-
lishers are not yet convinced of the
value of auditing. Their hesitation and
opinions must be respected. The ser-
vice is not yet general enough to be
is going to come, though, when lack
is going” to come, though, whe lack
of an audit will become a handicap.
Twenty-three states are already taking
a practical interest in auditing. All
the states will fall in line. The ser-
vice will become available to all who
desire it. This isn’t all going to be
done quickly. Patience, persistence,
educational work, showing of results,
are all necessary. We have set aside a
special department for this subject. We
propose to make circulation audits, and
circulation area surveys major activi-
ties of this magazine—The U.— 8.
Publisher and Printer.

Free publicity??? There is ‘“no sich
animal’—it’s either legitimate news or
advertising and the only man who can
decide the difference is the editor him-
self.

* 3 * #* *

It is unsafe to depend upon general-
izations in the interpretation of postal
rules and regulations pertaining to lot-
teries. The only safe thing to do, un-
less the situation is so plain that there
can be no possible chance for error,
is to get an opinion from the postal
department. One cannot rely upon
opinions given by postmasters. They
have no authority to express opinions,
or interpretations; few are competent to
do so. The general rule is that if the
element of chance enters into a pro-
ject in any way it comes under the
law and connot be legally mailed.
Chances may appear to be given ab-
solutely free, but the element of con-
sideration always enters some place.
If one does no more than write his
name on a card, or enter a store to
give his name to a clerk, such an act
is interpreted as a consideration. Pos-
sibilities of interpretation are endless.
Uniformity appears to be impossible.
Two men in the department make op-
posite decisions on the same subject.
Confusion is unavoidable. Hence the
only way to be certain is to make each
proposal an individual case, and get &
decision upon it alone. If a publisher
has a decision direct from the postal
department, then he may safely pro-
ceed.—Ole Buck.
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Circulation Audits

Reprinted from the 1930
Minutes of the National
Editorial Association

George O. Leonard, Campbell-Ewald
Company, Detroit, Member, Country
Newspaper Committee, A. A. A. A.
Mr. President, Ladies and Gentle-

men: It is a fact that Larry Kelly

should have been here but he is so
busy in New York and this was so
much of a jump that I am pinch hit-
ting for him. We have been dividing
our work. It is a real privilege to be
here and see so many people I have
met in the various state press meet-
ings. I am particularly proud to be
here, not as a representative of the

Campbell-Ewald Company, but rather

as a representative of the American

Association of Advertising Agencies.

The things I say—I shall attempt to

tell you what the agency thinks—and

the illustrations used must come most-
ly from our organization because I am
familiar with those.

The last time we appeared before
your Association was in Memphis in
1928. Since then much water has flow-
ed under the bridge, from all indica-
tions, a large part of it has also been
turning busy mill wheels to useful pur-
poses.

As I remember the Memphis session
with you, we talked about insertion or-
ders and checking copies, about in-
voices and cash discounts, about local
and foreign rate problems. It is typi-
cal of progress that we are today con-
cerned about another problem. But be-
fore we take up today’s discussion of
the audit, let us look back over the past
two or three years and see what the
hearty co-operation of agencies and
newspapers has done to the problems
we discussed at Memphis which were
so acute in those days.

If we are not mistaken, the Camp-
bell-Ewald Company was one of the
first agencies to send a representative
to state and national meetings of coun-
try newspaper publishers to discuss the
problems of bhilling, checking, etc. A
ht'tle later other agencies aided and,
still later, the  American Association of
Advertising Agencies lent its co-oper-
ation by appointing a committee to
work with press associations in the in-
terests of a greater co-ordinating of
eﬂor.ts by agencies, advertisers and
publishers. Your speaker today is one
of the members of this committee and
1s representing it at this meeting.

Dgring the past two years the co-op-
eration of publishers has been most
wholehearted and as a result of a bet-
ter understanding of one another’s
needs and problems, the task of plac-
ing advertising with many small town
papers has been greatly facilitated.
Officers and field secretaries of state
and national associations have, too, co-
operated so fully that conditions are
greatly improved and are still improy-
Ing. This does not mean that agencies
no longer have billing and checking
problems with small town newspapers,

but it does mean that, as compared
with three years ago, the situation is
most satisfying. The fine co-operation
of the country papers, in bringing this
situation about, is evidence of their
willingness to aid in improving the ma-
chinery of newspaper advertising. It is
evidence, too, that they are willing and
anxious to do those things which will
place them in an increasingly favorable
position to serve national advertisers.

And so we have all made very real
progress in understanding one anoth-
er's problems and in co-operation to
make our business relationships more
pleasing and profitable for all concern-
ed. It was the logical first step and
you are now starting to take another
and even more important step. We re-
fer of course to Audited Circulations—
our subject today.

Whereas the proper handling of in-
sertion orders, checking copies, and in-
voices, which we discussed at Memphis,
is merely a matter of the mechanical
handling of accounts in the most bus-
iness-like manner; today’s question of
the audit goes much deeper because it
has to do with basic values. An audit
concerns itself with the quantity of cir-
culation, with the distribution of cir-
culation, and with the soundness of cir-
culation. And since today’s space buy-
ing is done with values in mind more
than ever before, this a most important
consideration.

Newspapers differ radically firom
manufactured articles in that they are
not standardized products. By this I
mean that, whereas, Lucky Strikes,
Gold Dust, Atwater Kent Radios, and
Buick automobiles are standard mer-
chandise the country over and can be
purchased wholesale or retail in any
city with full knowledge of their char-
acteristics and worth, one cannot size
up a newspaper’s advertising space on
any such standardized basis. Each
newspaper serves its own peculiar com-
munity, has its own editorial and ad-
vertising policy, its own standard of
ethics, its own degree of progressive-
ness. Neither local nor national adver-
tisers have any definite way of arriving
at actual or relative worth or value,
nor can they have until the newspaper
is rightly analyzed. The purpose,
therefore, of a standardized audit is to
get and verify the vital facts about
newspaper circulations, and because
these facts and figures are standardiz-
ed and verified, to be able to determine
values and usefulness therefrom. It is,
of course, impossible to standardize
newspapers themselves but, thru an ac-
credited audit system, one can stand-
ardize measurements and comparisons
and get a pretty accurate idea of val-
ues.

It is extremely fortunate, it seems to
us, that the various state press associa-
tion, their field managers, and the N.

E. A. have progressed as far as they

have in the development of the audit.
There has been a crying need for years
for such a move but the events of the
past few months have greatly increased
the necessity for it. The days of pro-
miscuous haphazard space buying are
already past. The days of space pur-
chasing on faith and hope instead of
basic facts are fast passing. Although
I make these assertions mainly from
the standpoint of the agency and the
national advertisers, I know that to a
lesser but marked degree the same
holds true of local space buying. Keen
competition, reduced profits, high sales
expenses, have definitely changed the
attitude of the buyer of advertising
space. He demands to know more def-
initely what he is getting for his money
because today his advertising dollars
must do more work than they used to
do if he is to survive. In previous
years he may have considered adver-
tising as a thing he didn’t fully under-
stand but as something he ought to use
because others used it; today, with nar-
row margins of profit, he must be
shown if, why, and where he should do
advertising. Today he is looking for
the facts in the case.

And so I say again that this audit
movement comes none too soon to meet
the peculiar demands of the times. As
a matter of fact the country news-
paper, because of the definite and re-
stricted area in which it circulates,
might logically have been one of the
first instead of one of the last to an-
alyze its circulation and place the sell-
ing of its space on a sound and reason-
able basis.

Speaking of the present as being a
wise time to push to push the develop-
ment of the circulation audit, we want
to cite a few reasons in support of this
statement. We realize that it takes
courage and foresight on the part of
publishers to do things that cost added
money and work in a period of lessen-
ed business activity but I want to sub-
mit to you that very frequently such
is precisely the right time to do the
needed thing. In this case it seems to
be particularly so. Here are the rea-
sons that we offer. We shall first state
them briefly and later expand each
reason.

1. The space buyer and advertiser is
today demanding more facts and in-
formation about publications and their
circulations. Why not, therefore, bring
the country newspaper into a favorable
strategic position by supplying the
facts needed when they are most want-
ed—particularly since the request is
reasonable?

2. The audit will put country news-
papers in a better position to meet the
vigorous sales efforts of competitive
forms of advertising. Much pressure
is being put forth by your competition
and this aggressiveness will increase as
time goes on.
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3. The audit give country newspa-
pers a powerful selling weapon to use
in securing local advertising which, af-
ter all, is the backbone of their busi-
ness.

4. The condition of your own busi-
ness and methods you employ may not
fully satisfy you. Audits invariably
help the publisher to detect leaks and
weaknesses. Now, then, is an oppor-
tune time to put your own business on
a more effective basis. ¢

5. With verified facts and figures
about circulation at its finger tips a
newspaper can go out and sell its space
aggressively. Country newspapers have
been in a defensive selling position for
years. Why not step into an offensive
position?

Let us take these five points, one at a
time, and study and develop them a lit-
tle further.

Our first one was that the space buy-
er and advertiser is today demanding
more facts and information about pub-
lications. Why not, therefore, bring
the country newspaper into favorable
position by supplying the facts needed
when they are most wanted-—particu-
larly since the request is reasonable?

The situation here is so obvious that
it seems unnecessary to say much
about it. The facts in the case are that
both the local and the national adver-
tiser are anxious to reach down and
touch the minds of people right where
they live and if given a fair chance will
patronize country newspapers even
more liberally. In the past advertisers
have used country newspapers in spite
of the lact of information about them.
Today, and increasingly in the years to
come, every dollar spent in sales and
advertising will be carefully scrutinized
and the places where these dollars are
to be spent will be checked and dou-
ble-checked. Needless to say, proof
of values will be sought and where the
evidence to prove value is lacking it is
only human for them to turn to other
forms of advertisinfi where such evi-
dence has been made available. To
have a valnable advertising medium
and not put oneself in a position to
prove it, is almost as bad as not having
the value. Certainly it is less excus-
able.

Inasmuch as these requests for defi-
nite facts ahout country newspaper cir-
culation are admitted by all of us to
be just arnd right, it wo.a'd seem that
now is the psychological moment to put
added effort behind this audit move.
In talking with the space buyers of va-
rious advertising agencies, we are more
and more conscious of the pressure
which advertisers are placing on all of
us to furnish them with the facts and
figures which will make space buying a
businesslike procedure instead of a
haphazard undertaking.

Our second point was that the audit
puts a publisher in a better position to
meet the vigorous sales efforts of com-
petitive forms of advertising.

If you were in a space buyer’s office
for a little while you would realize how
competitive this market is. Magazine,
-outdoor advertising, direct mail, metro-
politan newspapers, and radio, are
working more intensively than ever to
get their shares and more of the avail-
able business. I do not need {o tell
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you that they are continually conduct-
ing investigations and digging up facts,
at great expense, that will prove their
right to an ever increasing proportion
of national and local expenditures.
There was a time when the country
newspaper had the advertising in the
small town and the surrounding county
pretty much to itself. Within recent
years certain types of magazines have
cultivated this field rather extensively
and billboards are appearing even in
small towns.

Among the newer developments is
the radio which ten years ago was just
beginning' but which today has an in-
come of some $43,000,000 from adver-
tising sources. Moreover, radios are
found today in the homes of nearly all
of your subscribers and here is very
real competition for local influence in
your locality. The radio advertiser can
talk very intimately to your {fellow
townsmen about products that are for
sale in your own community and it will
me only a few years—perhaps sooner
—when, with television, your subscrib-
ers can see the product and watch it
demonstrated, as they sit in their easy
chairs in their own homes, at the same
time they are listening to radio de-
scriptions and sales arguments for it.
And they will get this advertising sugar
coated with a fine program of enter-
tainment.

I merely cite these things to show
you that, in addition to the fact that a
newspaper should naturally want to
present itself in the best light of its
patrons, there is also a very real com-
petitive reason why it cannot afford to
fall behind its natural competition in
presenting a strong story to both local
and national advertisers. We cannot
halt progress and competition in busi-
ness but we can organize to at least
keep up with it. Our point here, there-
fore, is that the audit, one of the most
obvious ways of proving the strength
and acceptance of your paper in your
locality, should by all means be devel-
oped without delay.

Our third point was that the audit
gives country newspapers a selling
weapon in the securing of local adver-
tising which, after all, is the backbone
of their business. It is perfectly ob-
vious that the Ilocal advertiser—the
man who secures practically all of his
patronage from the locality in which
the country newspaper is located—can
and should use that newspaper to a
greater advantage than can any out-
sider. All his interests are bound up
in the community and his ability to
present himself and his wares favora-
bly to the people of the community
spells the degree of his success. To lo-
cal advertisers country newspapers owe
a great responsibility because the value
of advertising space is contingent up-
on the thoroughness and soundness of
the circulation. If, then, the value, of
the local newspaper is thoroughly un-
derstood by and sold to local advertis-
ers and generously and profitably used
by them, it is evidence of successful op-
eration.

The audit is of untold advantage in
developing local advertising acceptance
because of the fact that it provides you
with excellent. arguments for selling
your space. When you can show defi-
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nitely how much circulation you have;
when you can tell them exactly where
this circulation is; when you can show
that your subscribers are interested be-
cause they patronize you liberally and
pay for their subscriptions promptly;
when you can prove that you cover the
market because you can prove your cir-
culation parallels it; and when you can
show that these are verified facts;
then you are in an enviable position to
go out and sell your space to local out-
lets.

The average retailer in your town
knows very little about advertising and
many, in a vague sort of way, doubtless
consider it as somehow a necessary ex-
pense. Audited figures will enable you
to educate and develop present and po-
tential advertisers in the ways of ad-
vertising and will, without question,
greatly increase local lineage if proper-
ly used. This is not a surmise but is
the actual testimony of many small
town publishers who have given the
audit a fair test.

Audited circulations are worth many
times their cost for the value they have
in stimulating local business. It is
probably the biggest single reason for
an audit. The national advertiser will
appreciate and use your audit and will
be more likely to use your newspaper
but the local retailer, to be really suc-
cessful, must use your newspaper.

In addition to this is the fact that
anything that builds up the value of
your newspaper as a local advertising
medium is greatly to your advantage in
seeking national lineage. An aggres-
sive newspaper, well patronized by local
advertisers, has a very favorable appeal
to the out-of-town advertiser because it
is very evident that such a paper has
advertising acceptance and vigor in its
community.

Our fourth point was the relation-
ship of the audit to your own business
and included the statements that cir-
culation audits invariably aids publish-
ers in analyzing their own particular
needs, and thereby operate to greater
profit.

It is pefectly obvious that an audit
will tell you many things about your
circulation and your methods that you
ought to know. It will tell you whether
or not your total circulation is what it
should be for the size of the commun-
ity which you are attempting to serve.
It will show you what sections of your
locality, both town and rural, are not
covered as they should be; it will show
you whether you attempt to reach out
too far with your circulation, or not far
enough in consideration of the trading
territory of your town; it will show you
how much you are losing by subscrip-
tions in arrears; it will bring to light
many things about your circulation
which you have not thought of or
which you have neglected to attend to.
More than that, the regularity of the
audit will keep you informed from year
to year and permit you to revise your
plans accordingly.

Circulation facts and figures are the
very foundation of your business. They
reflect the interest in your -editorial
pages and when you go out to solicit
advertising they measure the influence
and coverage which you have to sell.
If you are furnishing editorial matter

)
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and advertising lineage to a good share
of your subscribers who are not paying
their subscriptions, it is obviously a re-
flection on your payer or your business
methods. In either case the advertiser
is the loser. The experience of many
publishers who have adopted the audit
is that the audit has given them the
opportunity and the facts to clean up
many of their circulation problems.
Just as a matter of comparison, how
long would a motor car manufacturer
be able to do business with his deal-
ers and the public if (1) he paid small
attention to the covering properly of
his sales territory; (2) if he got paid
for only a part of the cars he sold; (3)
if he claimed to include certain equip-
ment and then failed to deliver cars so
equipped; (4) if in his specifications of
the car, he advertised approximate
wheel base, incorrect horse power,
wrong size of tires; claimed a gasoline
gage on dash when there was none;
claimed weight of car to be 400 Ibs.
more than was actually the case, etc.,
and (5) if he offered no guarantee on
the material and workmanship of his
product. This is a rather far fetched
comparison perhaps, but there are
many points of similarity.

The fifth point mentioned was the
fact that, with verfied facts and flg-
ures about circulation at its finger tips,
a newspaper can go out and sell its
space aggressively.

Country newspapers, as a group,
have long been in a defensive position.
Most have failed to supply facts that
advertises wanted; some have padded
mitted other conditions that advertis-
ers and agencies had rightfully ques-
tioned. This has naturally placed coun-
try papers in a defensive position in
that they are continually trying to ex-
plain themselves out of unfortunate
situations while at the same time they
must of course, solicit advertising. The
auditing of circulation, and the facts
brought out in these audits, permit the
country newspapers to take an aggres-
sive attitude because it can prove its
worth and value. An audit substitutes
strong and constructive sales argu-
ments for weak and damaging admis-
sions of ignorance. A strong offense is
always the best defense and known
facts are always more convincing than
guesses or doubtful information. Defi-
nite and dependable knowledge about
one’s product and its market is ‘always
essential to successful selling of that
product and this is now being expected
in the selling of newspaper space. This
one point is reason enough for audited
circulation.

Such, then, are a few of the more
obvious reasons why audited circula-
tions appear to be a wise step forward
for all concerned—newspaper, adver-
tiser and agency. The cost is actually
small and when compared with its val-
ue to the publisher it is ridiculously
low. As a matter of fact, an audit can
be made a most lucrative investment

‘and pay for itself many times over in

dollars to say nothing of the personal
and professional satisfactions it will
give.

The practical value of audited circu-
lations will naturally increase as more
newspapers are audited and it is to be
hoped that the development will be
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rapid now that the pioneering has been
done and its desirability established.
Today a magazine or metropolitan
newspaper without A.B.C. figures is un-
thinkable. The time will soon come
when newspapers will be overwhelming.
Individual newspapers will shortly have
to choose whether they will join the
forward-looking group who are laying
their cards on the table face up, or
whether they will continue to leave the
agency, the advertiser, and even them-
selves, in the dark as to the character
and numbers of the cards they hold.

And let me make this one point clear
before I close. From the standpoint of
the agency and the advertiser, the aud-
iting of circulations is not looked upon
as a policing move. It is not an effort
to show up dishonest circulation fig-
ures even though that may be a by-
product. The great value and the rea-
son for its existence lie in the fact that
through an audit—authorized and
standardized—country newspapers can
prove, individually and collectively,
their influence and worth. May it be
that country newspapers will rally
round the audit standards and do
themselves and the cause of better ad-
vertising a lasting good.

THE SMALL TOWN THRIVES

Early census reports as chronicled
in the metropolitan press created the
impression that the small town is slip-
ping, that its population is on the de-
cline. A careful analysis of the re-
turns belies that impression.

A check of the census reports for
5003 towns having a population up
to 5000 shows a population gain for
the group of 1,861,121—a 23 per cent
gain over the population count of 1920.

This check of more than one-half
of all the towns of this size is an
accurate index to the population trend
in small towns.

Of . the 5003 towns checked, 3395
show substantial gains, these gains off-
setting the losses in towns that have
a smaller population now than in 1920.

A very interesting fact brought out
by this analysis is that 95 per cent of
the towns that have a good weekly
newspaper show appreciable increases
in population.

Such decreases in population as have
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appeared occur largely in the smaller
villages, which have lost residents to
the more progressive communities that
offer better church, banking and edu-
cational facilities.

Main Street, with its opportunities
for neighborly contacts, will thrive
and prosper in this machine and
motorized era.

(Clip the above and use as editorial—
Editor.)

The 1931 meeting of the National
Editorial association will be held in At-
lanta, the tentative dates being May
25 to 28. The Press hopes that every
editor in Kentucky will take his va-
cation at that time and attend this
always instructive gathering of the
nation’s leading newspapermen.

Sure, it’s all right to borrow your
neighbor’s paper until you have time
to come in and subscribe.

Tennessee newspaper men have tak-
en steps to employ a full-time field
manager by a number of their pro-
gressive memliers subscribing $10 a
month for six months. When will
Kentucky employ their manager?

MILO BENNETT

Conducts a wonderful Linotype-Inter-
type school and can develop slow op-
erators into fast operators or one of
the men or women in your office into
a fine operator. Correspondence course,
with keyboard, for home study, $28;
six to ten weeks at the practical school,
$60 to $100. Write for free school lit-
erature. Also pleased to give you name
of prominent Kentucky newspaper
publisher who knows what this school
is capable of doing for you. Address
Milo Bennett’s School, Toledo, Ohio.:

NEWSPAPER FILE SERVICE

You put us on.your mailing list. We
check and file your paper-each day and
when the binding date comes we bind
and return them at the following prices:

Daily, Three Months...... $5.00

Daily, Six Months........ 7.50

Weekly, Twelve Months... 5.00 :
We are serving publishers in all parts
of the United States. Write us for fur-
ther particulars.

MONMOUTH BLANK BOOK CO.

0. J. Forman, Prop. Monmouth, Il

an entire new line of High Grade Announcements and
Fancy Papers, the first ever shown in this territory, and
will be pleased to show you this line at any time : : :

CECIL W. BUSH

Lexington Representative
WHITAKER PAPER COMPANY

C. A. WALSH
Western Kentucky

ANNOUNCEMENTS
E We have recently added to our present line of “Eagle A”

FRANK PUND
Eastern Kentucky
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TWO ADVERTISEMENTS

On this page are given two adver-
tisements. ‘Both have the same con-
text but which one will sell the shoes?
Fortunately, the first type of ad is
gradually disappearing from the com-
munity -newspaper, but we hardly pick
up a community paper that does not
have one or two examples of “placard”
advertising in their columns.

There are two reasons for this “pla-
card” advertising, both of which are
laid directly at the door of the editor.
The first, is because the advertiser is
is always “a busy man and has not
time to writ the ad, and any old
thing will do.” The second, because
the editor will not take the time or
patience to lay out an attractive ad.
The editor should see that the ad-
vertiser is given advertising service be-
yond that of just printing the adver-
tisement.

The Western Newspaper Union has
printed an attractive booklet on layout
in advertising and every editor should
secure a supply of these books. He
should not only study this book him-
self, ‘but place a copy in the hands of
all his steady advertisers. Attractive
advertising makes an attractive news-
paper. Sell your paper first and your
paper will sell the advertiser.

Remember your press association and
cooperate. ‘An exchange suggests that
whenever a banana leaves the bunch
it gets skinned.

Our latest Style in
‘Women’s Shoes
Special at

$6.68

OCTOBER SHOE SALE

Buy your winter’s supply at this money-saving sale

Two lots Men’s Shoes Special at

The Blank Shoe Shop  ©
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OCTOBER SHOE
SALE

Now is the time to lay in your winter’s supply of shoes g

for the whole family at these money-saving lot prices '=3
= Ladies’ Shoes at . ... . . $398 £
S Ladies' Latest Style Shoes at 5668 2
§ Men’s.Shees at.. ... - $4.98 E
= Ghilonssheesat . e §1.98 =
" Blank Shoe Shop
§=illIIIIIIIIII!:IIIIHIIIIIIIIJIlIIIIlllIIl:lIIIIIlIIIIIIHIIIlI|IIIlIl!llI!IIIIlIIiIHIIIIllIIIIII!lINIIIIIIIIllIIIIIllIIIIIi_!

Three lots Women’s
Shoes—Special at

$4.98 $3.98

One Lot Children’s Shoes at $1.98
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Realizing the value of organization
among businessmen, prominent pub-
lishers thruout the nation will actively
engage in a campaign during the com-
ing months which will bring the news-
papermen of the United States closer
together than ever before. The cam-
paign will be for membership in the
National Editorial Association, largest
organization of newspapermen in the
world, and it is hoped that before the
next annual meeting, which will take
plce in Atlanta, Georgia, in May, 1931,
that at least 1,000 new members will
be secured.

The National Editorial Association,
which is now in its forty-sixth year,
has a membership of approximately
4,000. For many years it has protected
the interests of the publishers at
Washington, keeping a representative
at the national capitol at all times and
publishing regulally a letter giving in-
formation concerning national govern-
mental activities. It has an engrav-
ing service for its members thru which
large saving are made on cuts and
halftones. It is continuously conduct-
ing research work concerning costs and
other problems faced by publishers and
the results are passed on to the mem-
pers. It also offers many other in-
ducements and its membership in-
cludes many of the leading publishers
of the nation.

In order to gain 1,000 new members,
plans have heen carefully laid out,
dividing the nation into 23 districts.
So far as possible, each of these divis-
jons is to be in charge of one of the
national officers, past or present, be-
cause of their knowledge of the acti-
vities of the Association and their fa-
miliarity with its needs. Each of these
men has personally accepted the task
in the spirit of service and with a de-
termination that no stone will be left
unturned to secure the 1,000 new mem-
bers desired. Each ofl the division
captains will be loyally supported by
the state wice presidents and such
other lieutenants as are found to suc-
cessfully complete the campaign.

District No. 13 will not be as un-
lucky as some people think. It will
be in ‘charge of W. W. Aikens, the
Treasurer of the N.E.A., who is already
getting ready to see that his 50 new
members’ are obtained in his field. He
will have for his assistants the state
vice president of Indiana, A. A. Har-
grave of Rockville, and Herndon J.
Evans of Pineville, the state vice presi-
dent for Kentucky.

When a prospect becomes your cus-
tomer, he immediately becomes your
competitor’s prospect. Think it over.

Charles M. Meacham, a member of
the editorial staff of the Hopkinsville
New Era and for fifty years engaged
in journalism in that city, has pub-
lished a “History of Christian County,
Kentucky, from 1780 to 1930.” It is a
handsome book of 700 pages, profuse-
ly illustrated, and is comprehensive of
a county which at one time comprised
the territory of 21 western Kentucky
counties. It is published in cloth and
leather binding at $12.50 and $15.00
by the Marshall and Bruce company,

° Nashville, Tenn.
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Get Your
IMPERIAL
Metal Direct From

Cincinnati, Louisville, or Nashville Warehouses

The Imperial Type Metal Com

pany manufactures nothing but type

metals. This specialization has resulted in it

ual
k,Il‘lgherto unk;lown in type metal mixtures. ] Lt
is paper that you are reading, the Louisville Courier-J
, -Journal,

gggé:lg;ggei{eralféhan% tthe Lexington Leader, as well as a maJorityﬂ(;t;
s in the state, are c

ol peperin onsistent users of Imperial Metals and

The next time you need metal, get Imperial and compare the results.

CINCINNATI NASHVILLE LOUISVI
LLE
McHugh Exp. Co. Robert Chadwell Dickinson Co.
220 W. 3rd St. Trans. & Storage Co. 119 N. 4th St.
Main 1150 101 B’'dway Tel. 6-8572 City 7951
Imperial Type Metal Co.
Philadelphia New York Chicago Los Angeles

ype......

rlntlng Machinery

Complete Outfits For Large And Small Plants
Kelly Presses

LEE B. DAVISON

Traveling Representative
526 Union Street Nashville, Tenn.

(This advertisement set entirely in Bodini Bold)
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-
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i
; Boston Stitchers

$33338383383888888
1090969960009 05954999900009909009085£990092882984
149949049999 099989905698889220228892024

HAWTHORNE. BOOK |

MACHINE FINISH

1936909956049 9004

$ A NEW ADDITION TO OUR STOCK K
An inexpensive machine finish book with a good
\.vhlte color, uniform printing surface and fine bulk- 3

3 ing qualities.
Write for Samples and Quotations 3

Louisville Paper Company
(Incorporated)

i LOUISVILLE, KENTUCKY g
3388208

23333 233434
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THE JUDGMENT
OF EXPERIENCE
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.. .““The Linotype has been the
largest single factor in the suc-

cess of our business.”
W. L. LEACH, Publisher, Gas City (Ind.) Journal |

W. L. LEACH
Publisher, Gas City (Ind.) Journal

Eighteen years ago two young
men formed a partnership to
publish the Gas City, Indiana,
Journal. Their equipment was
antiquated, they had nocapital.
They borrowed some money
and boughtaused Junior Lino-
type, and for a year and a half
struggled along with it and
their other old equipment.
The policy of trying to pub-
lish a good paper with inade-
quate equipment was wrong
these men—C. E. Van Valer
and W. L. Leach—decided,
and they took steps to pro-
cure a new three-magazine
Model 8 Linotype. “Theinstal-
lation of that machine marked
definite progress toward suc-
cess” points out Mr. Leach.
“Having no capital to buy the

Linotype, we borrowed money
for the initial payment, and
the machine easily paid for it-
self in a few years.

Subscribers Asked for Aid

“We made an appeal to sub-
scribers, and started a ‘Lino-
type Fund.” Telling them all
about the new machine, we
asked each to pay a year or two
in advance on subscriptions,
to help us buy the Linotype.
Several hundred dollars came
in within a few weeks—and,
by getting out a better paper
because of ample typesetting
facilities, the Journal began
definite growth.

“Now, after more than four-
teen years’ operation,” Mr.
Leach writes, “the Model 8
Linotype is as good as new. It
has been the largest single fac-
tor in the success of our busi-
ness,” he continues. “Our cost

of upkeep has been next to
nothing; there has never been
a time when the machine has
been out of commission, or
caused any delay at a critical
moment.”

Equipment Added to Plant

That the “success” of this
organization is not an idle
phrase may be judged from
the fact that a two-revolution
cylinder press was installed to
keep pace with the Linotype,
followed by additional equip-
ment which now makes the
plant one of the best-equip-
ped in the state. And only
three short years ago Messrs.
Van Valer and Leach bought
their own 44 x 125 foot build-
ing in the business section of
Gas City, giving them con-
siderable additional space for
further expansion during the
next few years.

MERGENTHALEER EINOTLYPE

COMPANY, GCuINOTYPE )

BROOKLYN, N. Y.
SAN FRANCISCO

CHICAGO

NEW ORLEANS

CANADIAN LINOTYPE, LIMITED, TORONTO, CANADA
Representatives in the Principal Cities of the World

LINOTYPE GARAMOND

530.30.10-C




