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PREFACE,

The material for this thesis has been gathered
from personal letters, accompanied by a questionaire, which
were sent to the advertising managers of thirty-five newspap-
ers throughout the country and Canada, 8

After a thorough Invesﬁigation it was found
that there are no books that dwell directly on the sub-
jeet and the questionaire and letter that follow directly
after the bibliography were sent to gain the imformation,

Many of the advertising managers went to a leng-
thy discussion on the subject but the majority of answers
were returned, written on the back of the questionairé. These
were very meager in the imformation that they conveyed.

Tworarticles, one appearing in the April, 28,

1928 issue of The Editor and Publisher, and anothér appear=
ing in the December 1ssue of Printers Ink Monthly were the
only articles to be found in print that dwelt in any way

with the subject.

* M LI N AN A S ML IL AL
B R R R R b K It



i 1

Gl L R0 LR e i s el

At et Sl 2ot L s e

The
The
The
The
The
The
The
The
The
The
The
The
The
The
The
The
The
The
The
The
The

he

he
The
The
The
The
The
The
The

The R

The
The
The
Phe
The

Printers Ink Montth, December, 1027,
% 4

Daily

BIBLIOGRAPHY

Paper

New Mexico State Tribune,
Boston Post,
Capitol Times,
Birmingham Post,
Chicago Tribune,
Daily News,
Cincinnati Post,
Cincinnatl Enquirer,
Cleveland Press,
Free Press,

Denver Post,
Houston Press,
Indianapolis Star,
Kansas City Star,
News Sentine
Louisville dburier,
Evenin erald ,
ews ,
Journal ,

Tribune

Gazette |

fimes,

Eveﬂing World ,

Times=Picayune,

Tribune,

Press,

Puplic Ledger,

Chronicle,

Times-Dispatch,

ocky “ountain Express,

Post-Dispathh,

Gl&be-Democrat

Examiner,

Daily Chronicle,
ioneer-Press

Articles.

York City,

Editor and Publisher, April, 28, 1928,

Gity, N.Y.

City

Albuquerque,
Boston,
Washington,
Birmingham,
Chicago,
Chicago,
Cinecinnati,
Cinecinnati,
Cleveland,
Detroit,
Denver,
Houston,
Indianapolis,
Kansas City,
Knoxville,
Louisville,
Los Angeles,
Miami,
Milwaukee,
Minneapolis,
Montreal,

New York bity
New Y, rk City
ew York City,
ew Orléans,

Oakland,
Pitteburgh
Philedelaphia,
Quebec,
Richmond
Benvwer,

St. Louis,

St. Louis,

San Francisco,
Spokgne,

St Taul,

State.

New Mexico

Mass.

D.c.

Ala.

. LR

i 1 8
Ohio.
Ohio.
Ohio.
Mich,
Colo,
Texas,
Ind,

Mo.

Tenn,

Ky.
Cilif.
Fla.

Wis,
Minn,
Canada
New York,
Néw York,
New York.

- La.

Calif,
Pa

Fa .,
Canada.
Va.
Colo.
Mo,

Mo,
Calif, :
aBhington,
Minn,

Romer Publishing Co, New

Times Building, New York



THE LETTER.,

Milwaukee, Wis,
Ap», 15, 1928,

The Advertising manager.
(Name of the Paper).
(City and State.)

Dear Sir;

My gurpose in writing to you is to gain imformation Sor
a thesis that am preparing for a Bachelor of Fhilosophy degree in
Journalism, I am making o survey of the various letropolitan dailies

throughout the country and €anada in an endeavor to get the necess-

ary imformation, :

; The subject of the thesis is;=-- "The Attitude of
the Metropolitan Daily toward Neighborhood Advertising." As far as
I know it is a subject which has never been taken up to any full ex-
tent and is today a thing which is becoming very popular,

Many papers are making a speciality of neighbor-
hood advertising. The Chieago Tribune in its Sunday edition for
Chicago contains a special section (Metropolitan section) for the
benefit of its readers and in this section, besides short features,
comic verse and columns it has advertising that covers the various
sections of the city. HMerchants of all trades are regresented in
this section and so far it has been very successful his sectidn i s

for the Chicago readers only and c¢annot be had in the editions that
go through the mail, :

If you could assist me in this work by answering
the enclosed questions your help will be %reatly appreciated., Hop=-
ing to have a reply from you at your earliest convenience and thank=-
ing you in advance for your kinédness I remain,

Very truly yours,



BErea oo o

Tng

1.

6.
Te

8.

10.

12,

THE QUEST TONATRE,

Attitude of the Metropolitan Daily Toward Neighborhood Advertising

Do you solicit advertising from neighborhood é;ores? .{obbers or
retailers? : ; e / : |

If not, why not and if so, why?

What is your attitude toward this? Personal and Business,

Do you issue & house orgén or & paper of any kind to dealers
announcing a campaign about to commence? -

What compensa&tion do you receive from these dealers, directly or
indirectly?

1f you have done this, or do it, is it successful? Why or why not'

Do you use an agency to plan this organ or produce it through your
own firm?

Is the cost, or approximate cost of this worth the return you re-

ceive from 1t?

Would you from your experienoe encourage neighborhood advertising

in Metropolitan dailies? Yes or no &nd why?

Does your paper do it and what success have you had with 1t?

_--11. Ccan you give me the names of any'papers, that to your knowiedge ey

courage 1it?
can you refer me to any books or articlcs published on the subjec!

in question?




To insure an increase in his business, re-
tain the good will of the people, the neighborhood merchant
must advertise his store and his product, Neighborhood adver-
tising today is becoming very popular in the metropolitan daily
and many of the dailies are.bidding for the advertising of
chain stores, It is good business for the paper, These mer-
chants, owners of the chain store, look for the paper with
the largest circuvlation to bring them the most return for
the money invested in the advertisement inserted in the dailly.
The merchant who operates a store 'on his own,' as it were,
is becoming to know that if he advertises in the métrOpolitan
daily instead of the neighborhood sheet it will bring pres-
tiege to his business and draw new customers to his counter,

The neighborhood merchant's  are the men who
own stores in the outlying districts of the city whether they
be grocery, drug, electrical supply, plumbing or clothing
stores,

: Neighborhood advertising means these stores
removed from the heart of the city that édvertise in the papers
that will be carried throughout the city.

: A survey made of thirty-five metropolitan

dailies of which there were twenty-five answers gives one a



fair idea of the tremendous manner in which neighborhood ad-
vertising in the metropolitan daily is steadily increasing.

Ten or twenty years ago the neighborhood
merchant would never think of advertising his store or wares
in the metropolitan daily, Today as business prospers the
merchant looks to increase his business and feels that he can
do so by advertising in the metropolitan daily of his city.

There is bound to be a result for the mer=
chant who attempts this scheme of advertising, as will be seen
from the results of the survey recently conducted.

Question number one in the survey was as
follows;=-- "Do you solicit advertising from neighborhood
stores? J,bbers or retailers?” Out of the twenty-five ans-
wers received there %ere only four papers who did not solicit
advertising from the neighborhood store, jobber or retailer.
The answers of those who do not solicit this advertising var=-
ied. .

The advertising manager of the Denver Post
replied in answer to the questionjy=-- "Denver not being a
large city and all districts being able to get down town with
a riding time not exceeding fifteen or thirty minutes, there
i1s’, not the excuse for the neighborhood stofes that exist in
larger cities where the districts are much greater."

' The Detroit Free Press, according to Otis
Morse, advertising manager has tried the scheme, He says;
" so far in Detroit we have not found such a scheme to be

practical.” He contends that few, if any, of the neighbor-



hood stores could purchase advantageously the circulation of
a meﬁropolitan newspaper.

Mr. W,P, Clark of the Merchandising Service
Bureau at the Sgn Francisco Exdminer says; "Théy solicit ad-
vertising from the larger stores in the Mission district but
not from other storés to any great degree, Such a move was
not found to be profitable to either the paper br the mer-
chant, At one time the Examiner published a special section
for the Mission district but has discontinued to do so,"

- The New York Sun does not solicit advertis-
ing from the neighborhood stores primarily because théy have
no special news sections devoted to particular neighborhoods,
They dovhowever carry chain store advertising.:

These four papers are out numbered by eleven
others who do solicit advertising from the neighborhood store
and have found it profitable,

The St. Louis Post=Dispatch solicits adver-
tising from neighborhood stores, jobhers and retailers, "to
give these stores the opportunity to share in the profits of
advertising and to increase the lineage of the paper." It
has been tried in St. Louls for a number of vears and has been
found to be very successful.

‘ The ChicagovDaily News solicits advertising
from selected retailers but not from jobBers. They pick only
these selected retailers because they are convinced that they

can use the advertising of the Daily News profitsbley. The

jobbers are only contracted for educational purposes so that
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they can co-operate intelligently with the News in influenc-
ing business in its favor,

The Chicago Tribune, every day 1is increasing
their volume of neighborhood advertising, They always carry
an advertisement of the various chain stores that are spread
throughout the city. Walgreen and MacLean Drug companies in=-
sert in one issue of the Tribune from one to five advertises
ments varying in size from two column éﬁ inches to a quarter
page and even a page, In its Sunday edition it carries a
special section, the Metropolitan section, that is placed
in all the papers B@hat are to be sold in Chicago, and con=
tains a considerable amount of neighborhood advertising,

"This section," according to Mip, William
Donahue, "was initiated in the Tribune in February 1926 and
is confined to the Sunday editions only. Advertisements
for this section are solicited by Tribune men, and the first
year we published over a million lines of advertising in
this section. 7The plan is as follows;

"The same news matter appears in all three
sections, but the advertising for the south side appears only
in the sections distributéd on the south side, the advertising
for the west side appears only in the west section and the ad-
vertising for the nobth side appears only in the north section.
This has never been tried in the daily papers and we doubt whet=-
her it would be mechanically possible to do so in a city like
Chicago, but it is mechanically possible Sunday by reason of
the fact that sections can be printed two or three days in ad;

vance of Bublication, and as all Sunday papers are made up
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of various sections, you can readily see that the mechanical

problem is not as great on Sunday as it would be during the

week,"

_ A unique scheme is offered to the neighbor-
hood advertiser by the Cleveland Press., In regard to the
scheme, William S, Cady, advertising manager of the Press
says; "We allow neighborhood advertisers a reduction of appro-
ximately 25% in rate, which enables them to use our space
profitably. These accounts are building up in a very material
way all the time,"

7 ' The New York *imes, according to B.T. Butter-
worth, advertising manager, issues as a regular part of its
Sunday edition of the Times, a rotogravure section in tabloid
form covering four distinet suburban territories in and: around
New York City. A phamplet that is sent out by the advertising
department to the prospective buyers of space contains the
following paragraph:

"For one-half cent apiece advertisers can
place a beautifully illustrated full-page rotogravure an-
nouncement in 350,000 homes in specified areas of the metro-
politan district of Greater New York, through these four Sub-
urban Rotogrévure Pieture Sections; New Jersey, Staten Island;
Westchester and Connecticut; Brooklyn and Lohg Island and
Bronx-Harlem-ashington Heights," ;

The Kansas City Star, cérries neighborhood
advertising but to no great extent except on Saturday when it

issues four pages of advertising from stores throughout the

city. This consists of advertising from grocery stores and



meat markets,
- Advertisements of this type are attractive
and many of them are placed by advertising firms,

The Albuquerque Yew Mexico State Tribune
solicits advertisements from such stores as have been men=-
tioned but tl'iey say that they cannot consider them as neigh-
borhood stores for the reason that the town is too smakl
and the small dealer advertises in the large daily of the city
as well as the merchant of the larger stores.

The Houston Press of Houston, Texas also
solicits advertising from these dealers but to what extent
this advertising existdis unknown because the adwvertising
manager failed to state this in the answer he submitted to
the quéstionnaire sent to him,

The Times-Picayune of New Orleans, lLa., also
solicits advertising from these dealers, as does the Pioneer
Press of St., Paul, Minn., and the Cincinatti Post,

The papers themselves offer several reasons |
for soliciting and not soliciting frdm these dealers. The
Times-Picayune offers as their reason that it is in line with
their general sales policy. On the contrary the Detroit Free
Press claims that few, if any, of the neighborhood stores
could purchase aevantageously the circulation of a metropol-
itan newspaper. The dealers of Detroit contend that for the
rate asked, even if it was low, there would be a tremendous
waste in his advertising. The paper itself claims that they
canpsee whgre there would be any mutual advantage in so doing.

I doubt that the scheme has been given a
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fair trial in Detroit for all the cities that the plan has
been tried in have found it to be very satisfactory and it
not only increases the lineage of the paper but it invariably
brings prestiege to the dealer. People who see his ( the
merchants) advertisement in the paper are attracted by the r
fact that he is able to spend the money to insert an adver-
tisement in the metropolitan daily and if he can afford to
do that he must carry goods that brings the people to the
store 8o increase his business, thus enabling the merchant
to place an advertisement of that type., It is bound to in-
crease the business 8f the dealer,

Further the Detroit Free Press claims that
it is not practical for neighborhood stores to use metropoli-
tan newspaper circulation, If it is not practical why thi;
is it that it has proven to be such a success in New York,
Chicago and other cities? Surely the size of the city makes
no difference,

The Chicsgo Daily News handles their neigh=-
borhood advertising in a unique manner, They have a chart of
the city and the chart is divided into eertain sections or
neighborhoods. Trained investigators, employed by the News
are sent to the different neighborhoods and investigate the
business of the dealers. If the business is found to be éuf-
ficient in size to warrant an advertisement being placed in
the paper, thﬁﬁ the paper itself draws up the add and insert§
it in the paper after it has been submitted to the dealer for
criticism and approval., They do not solicit from stores or
dealers whom they are convinced cannot use the space profitab-

ly.
e
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The Chicago Daily News encourages neighbor=-
hood advertising. It is thought that the time is near at
hand when the neighborhood dealer will be using the Metro=-
politan daily for his advertising rather than the neighbor-
hood publication.

Contrary to the News we have the New York
Sun who does not solicit advertising from these dealers pure-
ly for the reason that they have mo special mews sections
devoted to particular neighborhoods, They do however carry
advertising from Brooklyn, Newark, Jersey City and other near-
by cities but these they do not consider as neighborhoods,

The personal opinion of H.,B. Fairchild, ad-
vertising manager of the NMg/ York Sun is in his own words;

" I do not know that I should encourage neighborhood adver=-
tising for metropolitan dailtes except in certain centralized
news sections appealing to par'ticulhar neighborhoods, The
cost would be prohibitive,"

It is true that the price asked for the adver=-
tisement 1is higher than it would be for the neighborhood sheet
but the return for the money infrested in the metropolitan
daily would be more than equal to the money expanded for the
space purchased,

The argument placed by the advertising man-
ager of the “un is found to be weak on this point, Regarde-
less of the fact that the :un does not carry certsin sections
for certain mmighborhoods it would be to their advantage to
carry this neighborhood advertising for the circulation of the
Sun would surely attract the attention of the readers and they

would be swayed by the advertisement if it were drawn up in
e T R T T B T 0 e L T G TR M R




o

an attrsctive manner, ?t does not necessarily have to be a
large display advertisement but if it were so much the better.
A small notice is many times much more attractive than a
large advertisement with display. If there is an appealing
message to convey to the public and the appeal is made in a
pleasing manner it will without a doubt attract the attention
of the reading public., An advertisement placed just one time
is naturally not going to bring results, This is known to
be a fact for even clagsified ads that are pun just one time
command no attention., The people look for the ad many times
and the message it conveys will play on their powers until
they are forced by the appeal made to them to try the product
or patronize the store, )

On the otherhand we have in l\‘évw»’x’o:r'lzc City,
The Times, a paper that is known the world over for its won-
derful way of presenting the news. Their slogan "All the
new s that is fit to print" is indeed a good one. .They COm=
mand the attention of the public with that one slogan. They
must command this attention in order to have the circulation
and the appeal when the paper is the success that it has been,
That 1is why and one of the best reasons that they have had such
wonderful success with the neighborhood advertising that the y
do. It is true that this neighborhood advertising is done
only in the Sunday sections of the Times, Whether it is only
in one issue of the paper or in all 1ssués the féct remains
that it has been a success and it would without a doubt be a

success &f advertising of this kind were run in the daily

issues of the Tisames.



It seems to be a general rule now that the
papers of all lafge cities are going after neighborhood
advertising. It is a paying proposition to the paper and
to the advertiser, If it is a paying proposition in one city
than there is no reason why it should not pay in other cities
if it is handled in the right manner, .

It is the policy of the Indianapolis Star,
never to make use of neighborhood advertising except when a
theatre or new store is to be opened, and they give as their
reason for this that the local merchant®want to boom their
business,

I do not doubt the sincerity of the paper
is so doing but it seems to be a bad policy and a very fRjglty
argument, Is 1t only when a store op ens or a theatre opens
that the merchant wents to boom his business., The average
merchant is ever desireous of making his business boom regard=-
less of the fact that there is a new theatre or store opening.
It seems to be a way of getting free publtcity. The advertis-
ing manager in his answer to the questionaire did not state
whether this publicity is paid for or not but as a rule when
a new theatre or store opend it is usually the policy of the
papérs in the city to give them the publicity without any com-
pensation for it is and may be classed as news, It (publicity)

naturally inereases their lineage. A merchant that cennot get

advertising in any other manner than the way mentioned sbove
seems to be lacking something in his business. If he pays
for advertising when a new theatre in his seetion is being open=-

ed thin he can surely advertise as a regular part of his bus=-
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iness. He cannot and will not increase his business if he
does not advertise,

The Star further claims that the rate ask=
ed for mdvertising in their paper is too high to pay any neigh-
borhood store for the amount of results they would obtain in
their locality.

If the papergdwho hold this attitude could
do as the Cleveland Press does-- offer the neighborhood adver=-
tiser a discount of 25% on the space they probably would not
lose money, By this method they can entice the merchant to
advertise and still increase their lineage and meke a profit
on the ad,

Mr. R.A.Barrows, Promotion “anager of the
Kansas City Star, says that the Star runs four to five pages
of meat and grocery store ads on Saturdays. They are trying
to convince the meechant that he shonld advertise every day.
Quotaing from His letter--"Metropolitan newspapers with large
circulations like that of the Star are confronted with the ser=
ious problems in attempting to serve the advertising needs of
the neighborhood store.," They have to buek the merchant and
there is their serious problem end stumbling block. Continus
ing he says;

"The outlying merchants as a class contend
that they cannot afford to pay the same advertising rates as
the down-town merchants pay and they give as their reason
that the down-town merchant can benefit by the eatiee popu-
lation of the city and the circulation of the newspaper,
whereas the neighborhood merchant dan draw only from a lime-

ited distriet."
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If the neighborhood merchant can af “ord to
insert advertising in one issue of the paper.for a big business
on Saturday he can increase and hold this business if he were
to insert ads of a similar nature every day. 1t seems that
the merchant considers his business to be a success only one
day out of the week when he inserts advertising copy for the
week=end issue of the paper. If, and he should insert his copy
every day of the week he would without a doubt see an increase
in his business despite the amount of money that he expands
for sdvertising of this nature. is return for the investment
in the advertising will more than justify the money expanded
if he will continue to advertise in the daily paper.

The neighborhood merchant must, if he intends
to incregse his business, give the daily paper. a fair chance
to help him increase it. If he advertises only one day of the
week he cannot expect the people to remember his store or the
particular product which he is handling. %o must continue to
drive this into the minds of the poeple and show them a unique
feature of the product, The only me:ns that he has of driving
this into to the minds of the people is by advertising. The
newspaper as we know is one of the best advertising media that
can be had. Would national advertisers bother with running
an ad in the paper day after day if they fouhd it to be of no
avail to them? The answer to the question is plain to be
seen, Why t@ﬁh should not the neighborhood merchant keep this
in mind and incresse his business,

The national advertiser inserts his copy in
the newspaper not only to draw the attention of the srticle

to the public but there is a message that is contained there
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for the dealer, He sees the advertisement, his customer comes
to his store and asks for this particular product that he has
seen advertised in the paper. If the merchant falls to have
it on his shelf he has lost a sale and perhaps a customer be-
cause the customer will go out of the store with the feeling=-
'he never has sanything thet you want."

The customer cannot be blamed for the atti-
tude that he takes but still the merchant wili endeavor to lay
the blame on him by saying,=--'well I had something else that
was just as good.' The customer does not want 's omething
that was just as good!, he wants the artiecle which he waw
advertised.

The personal opinion of many advertising
managers are worth notging-- ‘

Mr, William B, Cady, advertising manager for
the @leveland Press says," I believe any store in a position
to serve a neighborhood of any conseQuence whatever, can, even
though at a disadvantage, employ space in a metropolitan news-
paper." : :

I doubt, despéte lr, Chady's view péint, tha t
the neighborhood store would be at a disadvantage. If, as he
says, the store is one of any consequence, thﬁn it would be
to great advangage to advertise and increase the business,

The Detppit Free Press, contrary to the view
of the Cleveland Press claims that it is not practical for the
neighborhood stores to use metropolitan newspaper circulation,
Why thﬂn is it that neighborhood advertising has been such

a success in such cities as New Yorl, Chicago, and other cities

that it has been gried in?
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Surely these papers would not carry on this kind of promotion
work if it were not successful,

The Detroit Rree Press contends that the
only manner in which neighborhood stores could be soid success=
fully would be through issging editions to cover only certsin
city districts or sections, which in practically all cases °
would be impractical and prohibitive,

Mr, William Donahue, local display manager
for the Chicago Tribune tells us that the Metropolitan section
was initisted into the Tribune in Febpuary 1926 and withing
one year in this section alone they published over a mil 'ion
lines of advertising.

In view of the fact that the avertising,
for the first year this plan was in effect, ineressed a mil-
lion lines shows that it was a success and it is to be eon=-
sidered as such,

Such a plan would be carried on throughout
the week in the Tribune but due to the fact that all mechan=-
ical equiptment is put into play for the daily editions it is
impossible for them to carry out this plan, ‘

It can readily be seen from this that the
Tribune company sees where it would be to the advantage of the
merchant as well as to the newspaper to encourage neighborhood
advertising provided that the mechanical facdlities were poss=-
ible and the circulation of the ﬁaper great enough to warrant
such a plan,

Almost all newspapers without exqeption send.

to neighborhood merchants, amerchant's newapaper, broadsides,
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letters and imformation anrouncing the opening of a campaign,
ways and me-ns to increase their business, ideas with which
to work up attractive window displays and bhe reports on what
the wholesaler and manvfacturer is doing to help the merchant
increase his business.

"The Store" issued as a trade paper by the
Times-Picayune of “‘ew Orleans contains in its “arch 1928 issue,
the following articles;--"Qumlity canned foods campaign launched
here." It is an interesting article on goods to be featused
during the month and tells the grocer, meat dealer and others
that deal with eatibles, of the things that they shoudd feature
during the campaign to increase their busimess,

» "fhe Store" 1is a month2y paper for the '
retail merchant of New Orleans, Louisisna and Mississippi, pub=-
lished by the “erchandising Bureau of the Times-Picayune.

The Btore invites @Bontributions of articles by its readers.
Metropolitan dailies would not take the

time to issue trade papers of this kind if it were not for the

betterment of the neighborhood merchant. None of theme papers

charge for this service but it is a way which they have for

urging the neighborhood merchant to advertise in the paper,
The St.Paul Pioneer Press also issues A

trade paper for the benefit of the neighborhood merchant,

"The Retailers' Bulletin" as it is known is the size of the

ordinary newspaper-- eight columns wide énd thenty-three

inches in length. This papef is issued onee a month in the

interest of national advertisers and the retail grocers in the

city of St,Paml and the state of Minnesosa. This pap er does
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not &ell the neighborhood merchant what he should db as much
as 1t tells him of the activities of the manmfecturers from
whom he buys his products, Foom this standpoint the merchant
can see and know what to expect from his wholesaler., The
plans for national campaigns are announced and the results are
given in deteil, This is all of interest to the neighborhood
merchant and by careful reading of the paper he can profit

much,

There appeared recextly in the 'Editor and
Publisher!an.article entitled-~- 'Cleveland Press Survey Shows
Retailers of 38 “itles Tncreasing Use of Dailies."

The following excerpt is taken from the
article;‘

"Retail stores of 38 cities have bhown a
distinct trend toward newspaper advertising and away from car
cards, billboards, circulars, package inserts and novelities
over a period of five years, The surves took up 720 stores
(retail) of 14 classes.

"Car cards showed the heaviest loss as an
advertising medium, with billboards and circulard following,"

. Inclvded in the survey were such cities as;
Detroit, St. Louis, Baltimore, Pittsburgh, Boston, WWahsington
sanFrancisco, “incinnatti and Milwaukee.

This is just another proof that the neighbor-
hood merchant is tending to reach out to the newspaper as a
media for advertising to help him inceease his business, He

cannot do it alqne, advertising in magazines would be of no

aveil to him, circulars and car cards are failing in their
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purpose and as a last means and a most profiteble one the
retall merchant realized that he must go to the newspaper
for aid in his problem,

In the December 1927 issue of Printers Ink
monthly there was a lemghty article written by J.J. Wither=-
sp_don entitled, "The fubure of the independent Neighborhood
Store." This article,interesting to the neighborhood dealer,
showed how, unless he takes the proper steps at the proper tipge
and has courage he will be in time virtuélly run out of business
by the chain store. He cites many examples where the chain
store has overpowered the individual merchant and drové him
from his stsnd and in later paragraphs he shows how the neigh-
borhood merchant gave the chain store such a great amownt of
competition that it finally had to withdraw from the vicinity.

The power that rests in the freindship that
is developed between the merchant and his customer through
years 68 doing business togeiher is not to be killed by the
chain store if it is handéled in the proper manner, It 13'
true that the merchant cannot offer goods for the same price
as the chain store but if he has the personality, the goods
and the quality of the goods that his customer is desireous of
having they will pay the few cents difference and remain to
do business with the merchant,

Mr, Witherspoon failed or é::; not mention
that advertising should be used as a means to show competition
to the chain store and failed to show the neighborhood merchant

that his trade can be increased by the use of local newspaper

advertisinge.
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The manufacturer advertises his wears in nat-
ional magazines that are carried into the homes of millions
of people but it is impossiBle for him to tell in these ad=-
vertisements the names of the dealers in each city that carries
his particular brand of merchandise., These merchants besides
placing these advertisements in the national magazines send
out form letters, circulars, widdow displays and the like to
the merchant, the newspaper sends out a retailers bulletin
to the dealers announeing a campaign about to start for one
of these products that are nationally advertised, It is up
to the merchant thffn, if he expects to sell this merchandise

and increase his business, to advertise the article and his
store to the p'blie and the best medium that he can posdibly
get to carry this message into the homes of the people is
the lecal newspaper. It is by flar the best media that can b e
used for the reason that the newspaper is read by more than
niﬁﬁ%y percent of the population of the eity. It is a publiec
utility in this sense.

The merc'nat does his part by sharing the
greater part of the burden, that of carrying on the natiomal
advertising campaign, costing millions of dollars without a
doubt., This campaign he carries not only in the national
magazines but in the newspapers as well., The newspaper encour-
ages the merchant to sell the merchandise by sending him the
retailers bulletin announcing the opening of a campaign and
telling him how he can increase his salés.

The neighborhood dealer thﬁﬁ is to carry
out his share of the campaign by letting his eustomers
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know that he is carrying this nationally advertised product,
carrying on this advertising campaign with his own means in

the local newspaper, If he expects to increase his business
and keep the good wiil of the people and gain the good will

of the manufacturer he must advertise and this gdvertising
should be done in the local newspaper. It is encouraged by

the newspapers at large as has been shown in the foregoing pages
andiif: it were not practiced and encouraged it is a sure sign
that it would get no encouragement, It is becoming a necess=-
ity to the neighborhood dealer to alvertise in the newspaper
and since it is beocoming a necessity and it 1is being encouraged

it should be practiced.

Gataiaraid
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