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Between now and Christmas you will have

sme of your lowest advertising months of
the year, if your newspaper fits the pattern
drawn from the experience of 45 average
HEWSpapers.
; Now is the time, then, to get after your
{ath‘ertim‘m plan with them to bring part of
the heavy December advertising load back
into November.

Leonard Watt, in his study of the local
[alvertising of 45 newspapers, found 109 bus-
| iness classifications, 35 of which account for
8 per cent of the total volume of advertis-
ingin the survey. So for these 85 classifica-
tions, Mr. Watt made special charts to indi-
Gte in which months various businesses did
their most advertising, which months tllcy
| idvertised least.

The 35 categories, which will pml)elhly
fun’cr the greatest percentage of your adver-
ing volume, include everything from groc-
tries to livestock and ]multry dealers, movie
leaters, banks, clothing and dry goods
Sores, insurance and funeral firms, jewelry
ud real estate dealers.
1 In the average weekly studied, the month
OF Jﬂ“"ill‘y produces the lowest volume of
dlsl)l‘rly advertising. The advertising depart-
et must therefore make special sales plans
0 bring up the January volume. January,
lor &vample, is a high volume month for
innly 6 businesses, aver: ge for 10, and low
r 19, Obviously special study must be

nade of ; ;
e of the 19 businesses which normally
e Joy,

LlUSE(l car firms, for example, are low in
[inuary . .
Wary but high for the following four

months
i nths. It would be to the advantage of
“used car dealers, to initiate the adver-
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Many Highlights In Advertising Surveys

tising campaign a month earlier and spread
the advertising appropriation out over a
longer period.

Similar adjustments would seem possible
in numerous other business classifications,
to the mutual advantage of the newspaper
and the advertisers.

The average performance of insurance
firms advertising in newspapers shows an
unusual number of rises and falls—indicating
heavy advertising some months, very light
other months. The fluctuation doesn’t make
sense, either for the insurance agency or for
the newspaper. There is no reason why an
aggressive newspaper publisher couldn’t get
a steady, year-round contract from insurance
agents, who do not (lepen(l on seasons to sell
their merchandise.

Women’s and men’s clothing stores, dry
goods stores, even furniture stores will nat-
urally put most of their advertising appro-
priations in the weeks before the gift-giving
holidays or during time when thoughts turn
to wearing apparel. Thus, just before Easter
and Christmas, these stores will use more
advertising with an expected slump in be-
tween. Educating the advertiser to spread
out the appropriation a little more will help
the merchant and the newspaper.

However, some businesses fluctuate with
no more reasons than the insurance firms
mentioned above. Movie theaters show heav-
ier advertising in March, July, and Decem-
ber, with low spells in between. Banks ad-
vertise more in January, April and July.
Drug stores build up to a December peak;
electric appliances stores to a May high.

Service stations advertise most in June,
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August, and December; funeral parlors, in
July and December.

Once you know the fluctuation of your
advertising for each month of the year, it will
be easier to map out a selling program that
will spread out the heavy advertising of
April, September, and December through
other months.

To find out how you stand so that you can
initiate your program of leveling out your
heavy advertising weeks and building the
light ones, why not make a list of the bus-
inesses advertising in your paper? Make as
many different categories, such as groceries,
women’s clothing, dry goods, general mer-
chandise, as you think you will need. Put
all grocery stores in the same category, for
instance, to indicate the trend.

Take your newspaper file for last year (or
for any year you think average), measure
each local ad. and list the total number of
inches in the proper business category.
Count co-operative ads in their own cate-
gory. Don’t overlook your own promotion
ads.

From the totals, you can find how much
business you did for the whole year, for
each month in each of the various business
categories. Simple graphs drawn from your
figures will show at a glance which are your
high advertising months, which are low.

These figures will be the starting point in
developing a sound advertising program.

The more advertising sources you have in
your paper, the larger the overall average
volume per source—this is the startling theory
advanced in Leonard Watt's thesis after a
study of 109 advertising sources in 45
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(Editor’s Note: These are two of a series
of articles based on material gathered by
Leonard B. Watt, Jr., assistant professor in
the LSU School of Journalism, and used in
his thesis, “The Seasonality of Rural News-
paper Advertising.”) :

weekly and semi-weekly newspapers of the
country.

This theory is surprising since newspapers
may naturally be expected to put their
greatest sales effort on the merchants who
would use the largest amount of space in
their communities and to develop the sources
which would produce the largest annual
space volume. The expected result of that
type sales effort would be to reduce the
overall average volume for each new source
added.

Many of the newspapers studied were
found to have a reduced average volume per
source, but an exactly opposite ecect was
produced in a sufficient number to bring
about the theory that the more sources cul-
tivated, the larger the average volume per
source.

In attempting to explain the theory, Watt
reached two conclusions.

1. Appearance of a new space user has a
tendency to encourage old space users to
increase their volume.

2. New space users show a tendency to
buy space in a volume equal to or exceed-
ing the average volume of the sources al-
ready using space.

In his study of small town newspaper ad-
vertising, Watt selected 45 weekly and semi-
weekly newspapers throughout the country
for a year's study. Louisiana furnished 18 of
the newspapers; South Dakota, Oklahemz,
Ohio, and New Jersey, each were re. ve-
sented by 2 newspapers; while 19 other states
had one representative each.

The newspapers are published in com-
munities of all types and populations. While
they may not be a valid cross-section of the
weekly newspaper communities, they have
typical retail merchandise outlets and local
advertising staffs making contacts with these
businesses.

Watt measured every, local ad in every
issuc of the 45 newspapers for one year. He
found 109 types of users of local display ad-
vertising space—from chain groceries to live-
stock—and put each ad in the proper
category.

A high correlation exists between total
advertising volume of each newspaper and
the number of individual users of advertis-
ing space. The inevitable conclusion is that
the small newspaper cannot hope to attain
its maximum potential volume without de-
veloping the maximum potential number
of advertising sources within the community.

We know that many large dailies get their
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huge advertising volumes from a compara-
tively small number of advertising sources
within the community. In the limited retail
trade basins in which small newspapers must
operate, great volume can be obtained-only
through cultivation of the entire field of
prospects.

Figures would indicate that an increase
in the number of advertising sources may
increase the average volume per source. Watt
does not give a set explanation for this
startling trend. He does suggest some pos-
sibilities.

The local display advertising department
of a newspaper is likely to classify its poten-
tial sources as regular or irregular adver-
tisers, and non-advertising establishments.

To attain maximum volume, the small

newspaper advertising department will di-
rect its sales effort along three lines:

1. Increase the volume of regular users
by selling more space per issue.

2. Increase the volume of intermittent
users by encouraging them to use space at
regular or more frequent intervals.

3. Bring non-advertising establishments
into the fold of regular or intermittent users.

Watt places emphasis upon the effort to
encourage greater frequency and the con-
tinuous effort to increase the space of the
user in each issue of the newspaper.

Special rate discounts, both volume and
frequency, through use of contract rate
structures will encourage increase in volume
of regular users, increase in frequency of
intermittent advertisers.

If a newspaper with a contract rate struc-
ture then makes a sales drive for new users
and actual new sales are made on a high
frequency basis, it appears logical that the
avi

ge volume per source might hold up
well or even increase, thus prproving Watt's
theory.

[}
Blanchard Buys
Illinois Newspaper

Charles A. Blanchard, representative and
maintenance engineer for the Mergenthaler
Linotype Company in the Kentucky terri-
tory for twenty years, resigned and has taken
possession of the Hamilton Press, Hamilton,
Illinois, an influential community weekly in
the western section of the state. He began
his editorial duties on November 1.

Charley is well known and liked in all
newspaper and printing offices in the state
and his ready smile and wit will be missed
by his many friends who wish him success
in his new capacity.

On moving his family from Louisville,
Charley asked The Press to bid his friends
farewell for him and to invite them “to drop
in” his modern newspaper plant.
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Paul Chisholm New
Linotype Representative

The Mergenthaler Lintoype Company g
nounces the appointment of Paul S, Q!
holm, Louisville, as its new rcpresenmi\‘t(
in Kentucky. |

Paul was born and raised in Owenshoy|
where his father operated a job priming'
shop. He served his apprenticeship on

Owensboro Inquirer, later worked on (i
Henderson Journal-Gleaner, and as m!
chinist-operator on the Danville, I
Republican. \

He enlisted in the Army in 1942 g
served as chief of the Letterpress and Con
position sections of the Field Prinling Plany
at Fort Knox until his discharge in O(tober,‘

He has been studying for his new dutis
at the Chicago office of the Linotype Com
pany, and will be calling on Kentucky prin:
ers the middle of November.

The Press joins in wishing him success it
this important work.

Editor Flem Smith
Dies From Accident

Flem D. Smith, 38 years old, editor anf
publisher of the Georgetown News, did
October 1 at a Lexington hospital follog
ing the accidental discharge from a shotgul
a few hours previously. He was taking
gun from a closet in his home, preparatol
to going squirrel hunting, when the hml[
accident occurred. The charge penelrnletl
his chest. |

He was a native of Pineville, and W8
graduated from Georgetown College in 19
He purchased the News soon after his gl‘ild"
uation and moved the paper into the build-
ing with the Georgetown Times, both papes
using the same mechanical plant. The Times
is owned and published by Mus. Smith and
her aunt, Miss Lila Bell.

Smith is survived also by a son, Flem D
Smith, Jr., 11; five other brothers, Sawjé
A. Smith, Covington, former 105 55 district
attorney for the Eastern Kentucky Distric
Ed Smith, Pineville; George Smith, chiug"
ton; Woodson Smith, Harlan, and Garret
Smith, Hamilton, Ohio, and two sisters, M,
C. C. Byrley, Pineville, and Mrs. Ver
Sewell, Louisville. 4

The Press voices the sympathy of the €
tire newspaper fraternity in the stat¢ to (he

surviving family.

. 3
Announcement was made the last of U
month that Elbridge Biggs had purch

i f hi i . Huil
the interest of his partner, Alvis G. Hi]‘m
rank

(

and become sole owner of the F
Favorite.
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WANTED:
- A Meatier Chicken

Early this month in Lexington, Kentucky, representative leaders of

the nation’s 2 billion-dollar poultry industry met at the invitation of A & P.

The purpose of the meeting was to lay down plans for a three-year
national contest designed to provide the American public with finer eating

chickens than they have ever enjoyed before.

An award of $5,000 provided by A & P will go to the poultryman who
comes closest to meeting the specifications set down by poultry leaders for the
ideal meat-type chicken . . . a fast-growing chicken with broader breast and
meatier drumsticks . . . a chicken comparable to the broad-breasted turkey
that has contributed so much to the prosperity of that branch of the poultry

industry.

This project is typical of A & P’s constant efforts since 1859 to give
American customers finer food and thus build broader markets for the pro-

ducts of America’s farms.

It is because of these eighty-six years of experience and experiment
in finding new and better ways of feeding America that today the men and

women of A & P are doing the nation’s most efficient job of food distribution.

A & P FOOD STORES
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By A. ROBBINS, Jr.
Publisher, Hopewell (Va.) News
Former KPA President

For a great many years we have talked
about getting more national advertising for
weeklies. Now and then some group would
make a start, as the VPA did with Virginia
weeklies. But it became apparent that what-
ever was done must be done on a national
scale.

Today it is being done, through the Na-
tional Editorial Association and its affiliate,
Newspaper Advertising Service. For the first
time solid progress is being made. High
agency men think that the volume of na-
tional advertising in weeklies can be tripled,
if we follow through. If the total volume of
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national advertising goes up after the war,
as is expected, the weeklies” share might well
be four times what it is now.

But not all weeklies will share in this big
increase. First of all we have a job to do.
We must get solidly behind the NEA and
NAS. After all they are our own organiza-
tions, working for us, and if we cannot give
them unanimous and wholehearted support,
what can we expect of the agencies and na-
tional advertisers?
national advertisers
want facts about the weekly field. To supply
these, NEA and NAS have set up a Research
and Promotion Bureau.

The agencies and

This is going to
cost money, but it must be done and if every
weekly will support it, it will not cost any-
one very much. You will soon be hearing
more about this bureau and will again be
asked to join with your fellow weekly pub-
lishers in supporting it.
Great Step Forward

This Research and Promotion Bureau is
a great step forward in the weekly field. For
many years the daily newspapers, through
the American Newspaper Publishers Asso-
ciation, have supported a similar institution,
the Bureau of Advertising. They enlarged
this last year and raised a half million dol-
lars to make studies of daily newspaper fields.
All other media are spending large sums of
money on research and promotion.

But to start with, we think about $

5,000
a year will go a long way to gather and pre-
sent facts about the weekly field. This would
be only $25 a year if a thousand weeklies
joined in. Out of eight to nine thousand
weekly newspapers in the there
ought to be four thousand willing to sup-
port this bureau, but to start with if a
thousand will voluntarily come forward to
support it, the committee will be satisfied.

Of course this bureau is not going to do
the job alone. There are a lot of other
things we must do. But one big complaint of
the agency executives is that they do not have
the facts and figures to present to national
advertisers to sell the weekly field. Our mil-
line rate is much higher than that of dailies,
on the whole, and we must prove to adver-
tisers that our papers are worth more; that
they are better read by more people per
copy; that smaller space in a weekly will
produce as good results proportionately;
that they are actually the best and in many
cases, the only way, to reach the smaller
towns, cities and rural areas.

Through NAS we have removed one stum-
bling block. The agencies have always com-
plained of the high expense and tremendous
detail in handling campaigns with a large
number of weeklies. Now they can get a
campaign on the “one-order, one-bill, one-
check” plan through NAS. But some papers

nation,
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even complain about that, when it happeml comm1
that to get an account NAS has to take oy | KPA,
some papers already receiving the busineg| (jon.
direct. This business of commissions on ney throug
accounts only is a real drawback, for many the “0
times it is hard to draw the line and often‘ operat
an agency will not work up a new accoum. cost to
unless NAS agrees to take over an olf+ un re
account. will g
I wish all of you could sit in sometime y Just ab
a meeting of the NAS directors and find out, the bu
first hand some of the headaches. For in tion 0!
stance, a certain big agency was using about | puild 1
200 weekly newspapers for a certain nationl . 4 greaf
advertising account. That was the only ac | Jate a
count they had which was using any weeklies, | Tho
But through the work that NEA and NAS| NAS a
have done they became interested in week | throug
lies. They proposed to increase the number | the sh
of weeklies used by this one account to over | lies de:
400, if NAS would take over the entire lis, |
and they stated they had another national

account they could swing into the weekly b
field, if this worked out successfully. 0f G
The board of directors hesitated to take| Arch
it on, for Don Eck knew that the first Lhing\mnnugi
that would happen would be a large group  has tal
of those 200 papers now getting the account|ager o
would write in to the agency and demand} George
that it continue to come direct. They would| succeed
raise such a stink that the agency would be | Frye
come disgusted and stay out of the weeklj 10 his
field as far as it was able. Exactly that same|1cporte
thing has happened. Every letter of com- | family
plaint to an agency is a black eye for the , success,
entire weekly field, and hurts the chances
of every weekly paper in the country of 1 Sell (

ceiving more national advertising. If at anj'
time anything comes up you don’t like, write
to your state association or Don Eck at NAS, Why
and bawl They will try © ' week
straighten it out to your satisfaction. But lewspa

n

them out.

don’t write the agency. stitute

Another point of complaint has been that {and oy,
through the NASstate setup payment 5 | alatiop
slower. That is perfectly true. When you | Four
get business direct from the agency you get | than hg
paid promptly so they can take the 2% fﬂi}‘ The ay
discount. The agencies pay it out of their tiery d
own money, for they have not yet collected | 4 Sp
from the advertiser. Neither NAS or KPA it fq
has sufficient reserve money to do this. Theyiing the
must wait until they collect from the adver | profit
tiser. I hope the time will come when NAS( yq |
will be so big and handle so much adver jiene 5
tising for you that it can build up 1‘(:SCT\V'CS alf 3 ¢
and make prompt payment as the agend® hody Te
do. But remember that both NAS and KPA Prompt
are you. You own them and you run them: Evcry
They are fighting your battles and in Ilhf Years ¢
long run it will pay you to do anyt‘h{“g'}’ﬂrems,
necessary to support them, even to waitith | the hoy
sixty days for your money, if necessary- 4 [tuthfy]

You know that NAS takes only an 8¢fperiogi
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vhen it hﬂ])pen:l cmmission. When accounts come through
has to take oy [ KPA, 3.3% of that goes to the state associa-
ng the busing| ¢on. The bulk of NAS business is handled
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missions on ney through state press associations which have
vback, for many the “one-order, one-bill, one-check” plan in
 line and often| gperation. In states which do not, the added
' @ New account| cost to NAS eats up the 3.3% anyhow. You
¢ over an qlf; qn readily guess that neither NAS nor KPA
will get rich on such commissions. They
- in sometime just about cover the actual cost of handling
ors and find ou, he business, leaving very little for promo-
daches. For in| (jon of new business and nothing at all to
was using about | puild up a reserve. It may be that in time
certain nationg | a greater volume will allow NAS to accumu-
1s the only ac | 1ate a little reserve.
ng any weeklies, | I hope you will give your full support to
NEA and NAS| NAS and KPA in their present efforts. Only
rested in week | through strong, united action can we get

ase the number | the share of national advertising that week-

account to over

lies deserve.
r the entire lis, | ®

nother national
nto the weekly
cessfully.

Frye Assumes Editorship

0f Georgetown Times

esitated to take| Archie S. Frye, Jr. for the past three years
't the first ming\managing editor of the Somerset Journal,
e a large group ( has taken over the duties as business man-
ting the account|ager of the Georgetown Times and the
cy and demand| Georgetown News, and editor of the Times,
:('It. They would | succeeding the late Flem Smith.

gency would be| Frye’s home is in Georgetown and, prior
t of the weekly, 0 his duties in Somerset, he served as a
xactly that sameficporter on the Times. He has moved his
 letter of com[fimily to that city. We wish him every
ack eye for the  success.

irts the chances

7 —®
e country of 1¢ 5 : :
ell
tising. If at anj Circulation

don': like, wii| 00 Weekly Benefit

don Eck at NAS | Why does a family spend about four cenis
ey will try lo‘;l week to get a subscription to a weekly
atisfaction. But lewspaper? Answers to this question con-

situte a sales story that needs telling over
nt has been lhf[ ad over if we are to get and hold the cir-
up payment 5lalition we need. Here are some thoughts.
rue. When yo' | Four cents a week means just a little more
- agency you get | than half a cent a day. It's a small amount.

(/A H 2 .
ake the 2% caslh The average child wastes more than that
it out of thell |every day.
d

not yet colled® | & gpecia) gale advertising a thirty-cent
r NAS or KPr\;ilem for 23 cents, will save seven cents, pay-
to do this. Thef ling the cost of the newspaper, and giving a
from the ad¥er |profit of (hree cens.
-ome when NASL Yo, Pay more than three cents a day to
so much adver ftent 5 07 The home newspaper costs
uild up reSCr‘:“ half 3 cen a day; and did you ever see any-
as the agend® body reading a book who didn’t lay it aside
) NAS and KPA Momptly when the newspaper came?
d you run then: Very member of the family, from nine
etles and in 1€ ljars of age up—children, parents, grand-
to do anythils arents, g, something of great interest in
even to Waitil e hope newspaper. That can’t be said

if necessary: "”fthIIY about any book or any other
es only an 8. Periodica].
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It costs more per week for any of the fol-
lowing than it does for your home news-
paper: four cigarettes, five ounces of beer,
one package of gum, a bar of candy, one
cigar, a cup of coffee.

When you've finished reading your news-
paper, every other member of the household
can still use it. You can’t say that about
gum, candy or tobacco.—Wisconsin Press.

Prs Svs Spc
N Ths Stry

Publisher Frank Barlow in his “Duck
Tracks” column of the Dresden Enterprise
reprinted a newsprint conservation piece
that we must pass on:

The Dallas News recently published a
masterpiece on “Prnt Conservin” that weekly
papers having so much trouble with WPB
quotas on newsprint will do well to emulate.
It reads:

A stry n Th Nws begn. ‘Hv u sn th nw
phn bk? Th rptr was kddng th Dlls Trphn
Cmpny abt th abbrvtns n th nw phy drtery.
Bt rlly thr is a gd thot n it. Mch hs bn writtn
abt rfmed spling as a svr of spc. Pssbly ths
sld b a gd pln. But it wld be a bttr pln if it
wer crrd frehr. If a systm of abbryns wr adptd
as mch as 50 pct of spc cld be savd.

N acnt tms, mct wrtng ws n code, nd wth
mny omssons of wrds. Wrtng labrsly n Ing-
hnd, they gkly adptd a systm of code to sav
bth tim and spc. Ths was the nr pratc n
Hbrw and 2 Iss extnt n Egtn nd evn n Ltn.
Th prtng art wth spdn tpsttng brgt the
splin-out of wrds bck nto vog. Bt a code sch
as is usd her wld sav mch sps and prmit th
us of a mch Irgr typ. Fr xampl, by th us of
ths systm, the ntir nws sectn of Th Nws cld
b set in 8-pt nstd of 7-pt typ without los of
spc. Ths wild b a bon 2 pepl wth bd ays.,
spclly th old pepl.

Bt u ma sa. “It wid be mpsbl 2 gt pepl 2
lern th nw systm. Towvr, it widnt b so bd
as u mght thnk. U cn read ths, cn’t u? Or
cn u.—DIls Nws.

Do You Have A Good,
Workable ““Morgue’’?

We read the other day of what struck us
as a simple but good plan for an informa-
tion file, or morgue—something that is an

invaluable aid in accurate news writing.
This file started out as a cardboard box with
cardboard separations for the 26 letters of
the alphabet—or it could be housed in a
desk drawer if no regular file is available.
Save No. 10 envelopes coming into the office
and cut them open on one side. Then type
on the very edge the family name such as
“Adams,” “Anderson” and place it under
the proper letter of the alphabet.  These
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envelopes may be made up as the clipping
progresses. The paper should be clipped
completely for local news, each clipping
stamped with the date of the issue, and then
filed away in the envelope.

If a lot of clippings about one family ac-
cumulate make a file envelope for the
“Adams, Robert” family. It will probably
be a year before the community is so well
covered that you do not have to add more
envelopes each time you clip. As you go
along and have a few minutes, put genealogy
slips into each envelope with the informa-
tion of the names of those in the Adams
family, who they married, the names of their
children. etc. This should save valuable time
in checking at some future date. There
should also be envelopes for each club,
church and fraternal organization, all lead-
ing business houses, city or town govern-
ment, schools, etc.

For a weekly newspaper, it takes only half
a day a week to keep the file up properly.
This looks like a lot of time right now, but
if you can wangle the time to start it or to
bring your own file up-to-date it will pay
off in time saved in the future. Besides the
newspaper staff, the file can be of value to
the public. A new principal or superin-
tendent of schools might consult it to recall
events of the preceding months or a min-
ister, asked to conduct a funeral when they
know little of the family. could consult the
file on the family (or particular person).

Want Ad Promotion
Will Increase Revenue

Want Ads are, have been, and will be a
mighty source of direct and indirect news-
paper revenue.

Because a column or more of Want Ads
bring in revenue on their own account; be-
cause they are high in reader interest and
therefore help keep up circulation; because
they are a prestige builder in the eyes of dis-
play advertisers: and because some Want
Adders may grow into display users.

The best way to sell Want Ads
them, and the next best way is to encourage
people to buy them.

Two much neglected channels of encour-
agement are these:

s to sell

1. Very few newspapers make it easy for
their readers and friends to buy Want Ads.
I don’t believe more than 20% of the MEA
members carry in a noticeable and easily
readable manner at the top of the Want Ad
section a clear statement of rates and pol-
icies; and I don’t believe 5% give the tele-
phone number or location of the newspaper
office. Strangers are even more likely to
want to use Want Ads than your well-estab-
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lished friends who know how to reach you,
and even they forget.

2. Not even 19 of the MEA members
publish result items. There are lots of
human interest stories connected with Want
Ads, and they can be used both for reader
interest and to stimulate Want Ad sales.

So why not tell how to phone or where
to bring Want Ads, and exactly what they'll
cost: Rate per word, minimum, cash or
credit policy, service charge on blind or
keyed ads, deadline, and so on.

In this connection, it would be commend-

ably wise to refuse so-calied reader notices,
and to discourage display mixed up with
the Want Ads—keep 'em simple! Also to fix
a specific charge, by word, line, or item,
for Cards of Thanks and In Memoriam
verses or items. Also—revolutionary thought
—to discourage “standing” Want Ads; be-
cause they get tiresome, the worn face spoils
the appearance of the section, and readers

are turned away; three weeks, certainly not
over four, ought to be the limit for any ad,
which should then be reworded and re-set.
Finally, what’s the difference between
Want Ads and Classified, and what should
you call 'em? Your guess may be far better
than mine, but I think these little reader-
and-revenue pullers are Want Ads until
more than a page of them makes careful
classification mnecessary, then they become
Classified Ads, and I think the average
weekly newspaper should promote them as
Want Ads—everybody wants something, but
we sometimes get fed up on being classified.
—Minnesota Editorial Association.

®
Sub. Sales Story
Needs Repetition

How to get subscribers to renew their sub-
scriptions  promptly is always a problem.
Bob Cull of the Frederick (Okla.) Leader
uses a system that makes it so easy for them
that there is only a small percentage of lag-
gards. Here is what he does:

“I combined a convenient all-purpose
check, made payable to the Leader with
space for the name of the bank in the lower
left hand corner, with the regular circula-
tion notice. We use this form on both the
two weeks and one week notices. The check
can be detached along perforated lines.

“As an added feature, the name and ad-
dress of the subscriber to whom the notice
has gone, appears in the upper left corner
of the blank check. When it arrives back in
the office in a postage paid envelope, it is
casy to write the renewal into subscription
records and be sure it hits the correct index
card.

“I may be over-enthusiastic about the sys-
tem, but if you could see the thousands of
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these checks flow back into the office every
year like we do here at the Leader, you
would be sold on it too.

“By having the convenient check attached,

and enclosing an addressed postage-paid en-

velope, about 75 percent of our renewals
return to the desk here in three to four
days. The system has reduced our “second
notice” mailings to almost zero, because we
make it so darned convenient for the sub-
scriber to renew on his first notice.

“We vary the forms, of course, as to rate
to cover our in-county, state and out of state
rates. We also use different wording on two
weeks notices and expiration notices. But
every subscription notice of any kind that
we send out has the convenient little per-
forated check attached, and it is interesting
to watch them flow back into the office.

“This isn't so much a ‘dollar puller’ as it
is a ‘dollar saver! But the old adage, ‘A
dollar saved is a dollar made,” might still go.”

With labor saving and time saving devices
being publicized as a “must” to the readers
of YOUR paper, how about adopting this
method? Both newspaper and subscriber
benefit by it.

[}
Special Editions
Deserve Consideration

Quite a few newspapers already are think-
ing in terms of special sections and special
editions on Armistice Day, Thanksgiving
and Christmas, in connection with the re-
turn of servicemen and women to home
communities.

Why not get to work right now on a
special edition that will record the story of
the contribution of your community and
your county toward helping to win the war?
Make it a complete story of the coudibu-
tions on the home front, as well as the sac-
rifices by the young men in the armed forces.
[t could be told in texts and pictures. Pros-
pects would be almost every firm in the cir-
culation territory, each one of which would
want to pay tribute to its own employees.
It has been suggested that newspapers should
take their time on this sort of an historical
edition and make it something that the com-
munity would want to preserve.

Selective Service Boards can furnish an of-

ficial list of the people who entered the.

armed forces from your county. You can
1C-
rifice—The Honor Roll—and, of course, it
would not be difficult to get a biographical
sketch of each one and the story about how
they gave their lives.

get a list of all who made the :auprcmé

Another story could be written around the
meritorious service awards given to local
heroes. Here is an opportunity for news-
papers ‘to use the many cuts of servicemen
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’ Under normal conditions, printing trades

and Publishing Division has announced.

In explaining the delay in completion of
priming trades machinery, WPB said that
machinery of this type is very complicated
ad cannot be made and assembled quickly.
Ordinarily it 1‘cquires from six to eight
months to complete a printing machine and
hip it when plants are in normal opera-
tion. But under present conditions, involv-
ing clearing plants of war inventories, fix-
wres and tools and securing castings and
other materials, it will take longer to get
into regular operation, WPB said.. Many
manufacturers report serious difficulties in
getting castings, which represent 75 per cent
by weight of the finished machines.

mated monthly production will be about

| Indications are that by June, 1946, esti-

$6,400,000, WPB revealed.

machinery is completed and shipped at a
nate of over $4,000,000 worth a month (the
1939 figure), but production and shipments
wtaled only $2,000,000 last month. The
value of the total output of printing equip-
ment builders during the past eighteen
months has ranged from $42,000,000 to
38,000,000 per quarter, or at the rate of
$180,000,000 per annum. Few of the prod-
udts delivered, however, were printing ma-
thinery; over 84 per cent were gun mounts,
recoil mechanisms, shells, radar
tquipment, range finding apparatus and
machine tools.

The total overall value of each
months” shipments equalled the value of a
Whole year’s shipment of pre-war produc-
ton of printing machinery alone.

For the first seven months of 1945, print-
g machinery manufacturers were 82.5 per
{nt converted to war work, against an aver-
¢ of 32.6 per cent for 60 industries pro-
’dlf(fling metal products before the war, WPB
| said,

rockets,

four

Linwood T. Noyes, Ironwood Daily Globe
ad president of the AN.P.A., via Editor
kl’ub]isher: “As a basic consideration for
£ post-war goal, a program which should
Yart noy, newspapers and newspaper men
‘sh‘)Uld assume the offensive rather than the
I lefensive iy, dealing with those critics who
leride the job the press has done and twist
i misrepresent public thought regarding
the Press. The newspapers have done such
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printing.

THE FRANKLIN PRINTING CATALOG
1—Furnishes a plain guide to all the details of valuing

2—Is reliable always. For 28 years it has served thou-
sands of successful printers.

3—Helps avoid the pitfalls of error common to the
pencil-and-scratch-pad method of figuring. The Cat-
alog remembers when you forget.

4—Is simple yet complete and understandable.

5—Is constantly in the process of revision—keeping
always abreast of costs and changing processes.

Test the Catalog in your own office.
Send for the free trial offer.

PORTE PUBLISHING COMPANY

Salt Lake City 5, Utah

an excellent job that it is logical that at-
tacks upon them should come from that
particular group whose personal and, in
most cases, selfish ambitions have been
thwarted. Why shouldn’t these critics yell
to high heaven? The better the job for all,
the more certain elements squirm and cast

aspersions.”

ABC insures circulation futures.

The McClure Agency
Phone 4431 Eminence, Ky.

Kentucky Newspaper Sales
Appraisals Consultants

THROUGH THE GATES
of UNDERSTANDING

pass the millions of small, yet powerful
guardians of future generations—Linotype
matrices. Not limited to any single tongue,
nor yet a hundred, today, Linotype speaks
in more than eight hundred tongues.

So, the great task of transforming the
though*s of well-informed and thoroughly
balanced men into the printed word falls
more and more upon the Linotype. The
Linotype is truly universal, as a machine

and as a2 medium.

To do the job effectively, perhaps you
should be thinking about BLUE STREAK

LINOTYPES.

&= LINOTYPE =

29 RYERSON STREET - BROOKLYN 5, N. Y.

Linotype Electra Bold with Bodoni Bold
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BUILDING
A Better Home

A mounting awareness of the need for sound industrial growth is evi-
dent throughout Kentucky.

It is reflected in editorial comment, in announced objectives of civic
groups, educational leaders and many local forum groups.

Our farmers, who comprise the backbone of the state’s economy, re-
alize industry means better markets for their produce, increased job oppor-
tunities for their children, more tax funds for better schools and other func-
tions of local, county and state governments.

The question, then, is not do we want more industry but what are we
going to do to get it.

The K. U. Organization recognizes a dual responsibility to the com-
munities it serves. First, we must supply dependable, low-cost electric service,
meeting all current needs and anticipating future demands. Second, we are
fully aware of our responsibility as a citizen of the community to help it grow
and prosper.

In fulfillment of that obligation, we have evolved a plan of action which
we call a “’Better Towns Program.”

It is set forth in detail in a brochure tilted, “’Setting The Stage For A
Better Home Town,’’ which is being distributed to business, civic and farm
leaders in the area we serve in Kentucky.

The plan is suggestive, not admonitory. We believe it will work well
if the whole community gets behind it. Our role, as we see it, is not to lead
or direct such an effort but to cooperate wholeheartedly in it.

Your support is vital to its success, as an editor and as a leading citizen.

If you have not received a copy of the brochure, we will be pleased to
send you one upon request to our Lexington office. We hope you will find
it helpful and stimulating in planning the postwar progress of your com-

bt AH

)
e President

KENTUCKY UTILITIES. COMPANY

Incorporated

159 West Main Street, Lexington 3, Ky.

Supplying Low-Cost Electricity To Home, Office, Factory
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