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PUBLIC CONFIDENCE 
GREATEST FACTOR

TRUTH SHOULD BE 
KEYNOTE OF ADS

5mHERE’S A BUNGCLEAN PAGES ARE 
THE BEST POLICY

HOW AD AGENTS 
à F LP EACH OTHER

0:.:

3
l Confidence of Magazine Sub

scribers Should Always 
Be Protected.

QUALITY THAT COUNTS
nvestigations Into Fraudu
lent Advertising Have Been 

Conducted Successfully.

Ex-Senator L. Young Exem
plifies This by Timely 

Illustration.

A FORWARD MOVEMENT
« i.

Report of Committee to For
mulate Standard of Prac

tice is Adopted.

Bold Belief That Good of 
Each is Good of All, ' 

Says M. P. Gould.

IMPROVE CONDITIONS

Newspapers Should Not Ad
vertise Shady or Shoddy 

Goods.

FOR THE PUBLIC GOOD
Advertising Agent is Render

ing Great Service to Con
sumer and Producer.

Faker is Now Being Driven 
Out of Business, Says 

E. L. Clifford.

I

f »:

.
W. C. Freeman, advertising editor of 1 

The New York Globe, presided at the 
afternoon session of the newspaper f 
branch, In the Horticultural Building. 
■Before the regular addresses | 
begun the report of tho committee to 
formulate a standard of practice was 
read. Mr. Freeman remarked In sup
port of the new standard that it was 
the most forward movement ever un
dertaken by any number of newspaper
men In the world.

Considerable discussion followed, but 
all of a congratulatory character, and 
the motion after being made was In
terrupted by ex-Senator L. Young, Des 
Moines.

“Public confidence,” he paid, “is the 
greatest factor' to the developing of a 
successful newspaper business. It Is 
more important than franchises, build
ings, system or capital—and without 
it nothing can be done."

He then related a story which had 
brought (borne *> him the absolute 
necessity for a newspaper to know the 
character of advertisements offered to 
it A woman had come to his office 
one day, and pointing to an article 
which claimed that cancer could be 
cured, demanded if In Mr. Young's 
opinion it could be cured. He explain
ed that cancer could not be cured at 
the present day, whereupon she de
manded:

"Then why did you print that ad
vert lenient?"

“That was enough," said the ex- 
Senator, “and I saw to tt that it did 
not appear again. It was a lesson to 
me.”

"The Standards of Advertising Copy 
from an Editorial Viewpoint,” by- C. J. 
Mebren of New York, brought forth 
the outstanding point that the confi
dence of the subscribers and consumers 
should be protected,>and that the dan
ger line copy problems should be 
strictly upheld. The publishers and 
editors should sit In together and ap
proach advertising copy with an open 
mind, so that they can see that the 
products can be set forth to their true 
light The truth In advertising should 
be maintained at all costs, altho the 
action may seem radical. He went on 
to show how the uplifting of the 
magasine will eventually show thq ad
vertiser that he needs the magazine 
to reach the consumer.

“The editorial policy of the journal 
forces the quality of Its readers to be
lieve to it with the result that if the 
manufacturer studies It he can reach 
the required field."

The above was the outstanding fea
ture of Andrew N. Fox's of Chicago 
address on “How the publisher and the 
advertising manager of the manufac
turer can co-dperate to the best ad
vantage."

Too much advertising was done, he 
■aid. because the other fellow was doing 
At, and tf the publisher was wise he 
would get together with the advertis
ing manager and show him that be Is 
using up surplus energy, and so he will 
have a live advertiser boosting him 
and his magazine.

BrneitiVMadison of Chicago, dis
cussing the question of “Determining 
the Advertising Value of Technical and 
Trade Publications,” very strongly im
pressed hie audience with the fact that 
advertisements that tended to reach 
the consumer requesting enquiries were 
in many cases a failure. He advocated 
more solid thought advertisements 
which would, bring the product before 
the public. His point was that to so 
much as the sales results were not 
very easily traced, he believed that the 
value to the salesman was almost In
valuable.

A paper on “The Buying Power of 
an Audience." delivered by R R Shu
man of Chicago, vehemently .ex
pounded the fact that the audience or 
the mailing list does not necessarily 
depend upon the quantity or. numbers,

certified and the subscribers should be 
classified to the advertisers.

Mr. Shuman went on to say that if

i According to M. P. Gould, head of 
Mie well known New York Advert! s- 
jtog Agency, a great majority of the 
(advertising agents from New York 
Ctty are In common accord on the one 
point that the good of each is the 
good of all.

"The agents have passed thru the 
of ruinous, reckless competi

tion,” he said to The World, and have 
learned by experience that the best 
Interests of the advertiser, the best 
Interests of -the advertising agents 
Sad the best Interests of the adver
tising medium all lie in an adherence 
by the agents to standards of practice 
Such as will be promulgated at this 
convention.

The advertising agent finds him
self in a peculiar position. He rend- 

service to the advertiser by help- 
the advertiser to use advertising 

mediums In the right way. He rend- 
service to the advertising medium 

by helping them to put their house In 
order, eliminating bad practices and 
giving the advertiser full value re
ceived. In other words, the advertising 
agents of New York—and so far as 
«toi be learned, from the whole 
country—are of one opinion that it Is 
to the best Interests of the agents 
themselves to Improve their product.

"Now the product of an advertising 
agency is not merely designs, plates 
and copy, nor Is It merely the placing 
of contracts In advertising mediums. 
The advertising agent sells all of the 
mgvice that an advertising medium 
—- give. The better the medium the 
better the service. The more the agent 
— assist In, standardizing the medi
um. the more service he is rendering 
to Iris client.

"The advertising agent le Improving 
another product of his. He not only 
has to sell the / advertising medium 
with Its designS, plates and copy, to 
Ube advertiser, but he Is a larger 
factor in selling the goods -of the 
maker to the consumer. The agents 
are now rendering an even greater 
service than before in the way they 
are standardizing packages, goods and 
methods of merchandising. In that re
spect they are also improving their 
product.

“It has been toy 
with end work with 
bets of the Association of New York 
Advertising Agents during the past 
five years.: It ihae also been my
privilege of meeting with the advertts- 
i„« nta of Chicago and Philadel- 
TSKÎâ, and -wlttr-qrrtte n Pew of tho 
agents of Boston and all other locali
ties. I feel free to state that it la 

desire and the united 
purpose of a dominant majority of 
the agents of all of these different 
localities to make sacrifices. If neces
sary, toward Improving all advertising 
conditions during the year 1914.”

Elbert H. Baker of Cleveland, Ohio, 
president and general manager of The 
Cleveland Plaindealeh, president of the 
American Newspaper Publishers’ As
sociation, in his address on “Improv
ing and Safeguarding Relatione Be
tween Advertising1 Agents and News
papers; Standardizing Newspaper 
Practice,” made an inspiring appeal 
for greater legitimacy in newspaper 
work. “We must stand fast In mind 
and character,” he said, “and not have 
either political or business bias. We 
must be Indefatigable fix pursuance of 
public good. The pith of this address 
Is sincerity—sincerity alike to adver
tisers and to readers—newspaper work 
Is bound to advance if it keeps as,its 
watchword—sincerity," he concluded 
amidst a burst of applause.

John" M. Imrie, secretary of the Can
adian Press Association, made a very 
interesting address. In which he gave 
a resume of the progress of newspaper 
work and advertising in Canada dur
ing the past few years.

With “Clean Pages the Beet Policy” 
as the title of his address, E. L. Clif
ford, advertising manager of The 
Minneapolis Journal, made a great im
pression by declaring that not only 
were they “the best policy, but the only 
policy."

"The dirtier the person, or business 
or newspaper is the less efficient are 
they. Soap and water are used in this 
country more than bread,” he cried, 
amid loud cheers.

“The newspapers belong to the peo
ple,” ho continued, "and as such It Is 
just as much of a crime for the news
paper to advertise shoddy goods as it 
is for the manufacturer to sell them, 
and It with the seller is equally liable. 
If editors would 
heart' talks of some of these 'liver-to- 
llver* patent medicine fakirs they 
would go out after them with a six- 
foot club, and that would not be long 
enough.” ,

“A newspaper is a searchlight, with 
a machine gun behind it, but like the 
ancient Achilles, it has a vulnerable 
spot. That spot is the loss of public 
confidence.”

"The fakir is bein 
business,” he went on; “he Is going to 
have the can tied to him for ^ood.” 
-tT.wuglKflM ■ “Modern burines»--Ye 
based on confidence, and as such mod
ern newspapers must be such that we 
can read them and -read them all to 
our wives or sweethearts without 
shame. A clean newspaper goes to 
the clean home, and the clean home Is 
the Sceptre that makes or breaks the 
newspaper—or any kind of business.”
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I These fourteen delegatee from the Louisiana town are pulling off Some good stunts.
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% TRUTH BEST PAYS 

THE ADVERTISER
NO MORE SLEEP 

FOR NOVA SCOTU
MISLEADING ADS 

UNDER THE BAN
; s )

Dependable Standard of Ut
most Value for House 

Organ.

Admen From the East Visit 
the Convention and Are « 

Awakened.

Efficiency of Business House 
Organs Gained by Remov

ing Handicaps.

“We are • moat concerned with the 
commandment "Thou eh alt not lie.* " 
This was the cogent statement made 
by R. D. Carpenter in bis paper be
fore the house organ department yes
terday afternoon, on “Maintaining a 
Dependable Standard” for those pub
lications. That troth to advertising 
pays was, be stated, imbued into all 
the large manufacturing plants and 
department stores In the country. No 
evidence was needed to emphasize the 
-value of a dependable standard; the 
experience of firms which have made a 
national reputation for reliability were 
sufficient in themselves, without any 
further credentials' being necessary. 
"In house organ advertising an ounce 
of Integrity Is worth a pound of clever
ness,” asserted Mr. Carpenter.

Methods at making up the mailing 
list of the .house organ, and means of 
Increasing its efficiency aroused most - 
discussion among the members of the 
house organ; department. The men 
who have met with the greatest suc
cess In the United States gave advice 
on Jww to moke that, class of publics-"iftmmÿ'së'iûî. «s
editor was the subject of considerable 
comment Some took the stand that 
the newspaper man made the best edi
tor of one of these publications, while 
others were of the opinion that the 
salesman route was the best Means 
of getting responses from the retail 
merchants was under discussion, and 
Mr. Ingersoll, of the Ingersoli Watch 
Co., had the results of some experi
mental ideas which he worked out..

It was advisable, the house organ 
men agreed, to have the color scheme 
as attractive as possible, and to this 
end it was advised that as nearly as 
possible they may be In keeping with 
the season of the year In which the 
book was Issued. Attractiveness was 
the keynote to Its success.

NOW IN THE RANKSWith the object of increasing the ef
ficiency of house organs and to re
move the handicaps of unbusinesslike 
methods, a standard of practice was 
drawn up by the departmental bureau 
on house organs, which was later 
adopted in the general session. The 
slogan adopted by the department was; 
“The more I bring to the discuss tone 
the more I get out of them." The 
ethics of the publishing of the house 
organ were under discussion, and the 
standards of practice as finally drafted 
were in much different form from the 
standard which was tentatively drawn

f

Delegates From Maritimes 
Join Apostles of Clean 

Advertising.
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lit Amid all the drum beating, the tu
mult and the shouting from the far 
and middle west comes to the ad men’s 
convention a potent, tho somewhat 
characteristic - conservative note of pro
nounced awakening from our farthest 
east. Save for a copious distribution 
of solid literature, the maritime pro
vinces have been considerably mute 
since the opening of the big get-to
gether.

Down in Nova Scotia the cradle of 
representative government, and a host 
of other history-making Institutions, 
the people have seemed quite content 
to enjoy the even tenor of their way 
since away back there when the flag 
England! and the flag of France waved 
In war’s alternate chance. They take 
pride In their historic landmarks still 
—their Loulsburg, their Port Royal, 

Grand Pre. their crumbling forts
ânarftBfiW nmutt. Up tua vSrr
few years ago these bluenosee thought 
more of the memory of a Howe, a 
Cornwallis, a Bulkley or a Haliburton, 
than they did of those all-essential 
innovations that grease the wheels Of 
progress. : Day before yesterday they 
woke up. Today young blood is in the 
saddle. They have thrown off that 
aura of the lethargic 
they have caught step 
century progress.

Comes now the councils of the 
princes of world advertising, what may 
well and properly be termed the re
presentative cream of the Nova Cco- 
tlan publicity movement; and certain
ly from the biggest newspapers east 
of Montreal. Yesterday W. H. Den
nis, manager of The Halifax 
Herald ând The Evening Mall, Edgar 
E. Kelley, special writer for those 
papers, 
of The
arrived In Toronto from the maritime 
metropolis. These are names, * no 
doubt, new to ad men and citizens of 
this city, alike; but dqwn by the sea 
they are synonymous with down-to- 
the-minufe publicity methods and 
standards. The Dennis’ brothers are 
sons of Senator Dennis, owner of those 
Journals, himself one of the best known 
journalists In. the Dominion; while Mr. 
Kelley Is spoken of in the maritime 
profession as "the bes( newspaperman 
east of the Quebec boundary," and will 
be remembered as a magazine writer of 
prominence. W. H. Dennis and E. R. 
Dennis have lifted the burden from 
the shoulders of the more illustrious 
member of the family. They were 
never made the favorites of a namby- 
pamby training. They learned the 
business “from the case up,” and since 
college days hustled with the cubs and 
the printers’ “devils.”

Advertising the East.
These three young progressives come 

to Toronto “all swelled up” over their 
own province. They speak of Halifax 
as “The Capital of the Province of 
Perpetual Prosperity" ; take fine pride 
In their splendid harbor. In the new 
ocean terminals In course of conetruc-

Hi}
I, up.

The ‘clauses which aroused most 
discussion referred to -confining the 
house organ strictly to the house's 
business, in order to eliminate building 
up the personal reputation of any in
dividuals at the business house’s ex- 

The policy of publishing the

H li
read the "heart-to- the ad men would only study their 

mailing lists more so that they could 
Individualize them to the advertiser j 
the results would be greatly more eat- ; 
1 «factory.
• Lewis H. Clements of Toledo spoke ot 
the vigilance movement and outlined 
the great work of the new committee.
He showed how the Investigations 
against fraudulent advertising had 
been going on and the successful re
sults. He asked hie audience to help 
the committee in seeing that the money 
of- the country goes into legitimate en-

the right channels, and the country 
and the citizens are benefited Instead of 
being debauched. -

I i:
■
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iP pense.
unvarnished truth at all times was 
made a cardinal principle of the 
standard drawn up. The promotion of 
a spirit of optimism was aimed at, 
in order to make the house organ suc
cessful without derogatory reference 
to competitors.

All advertisements tending to mis
lead were put strictly under the ban, 
as not 
the ho

i
,

privilege to meet 
all of the mem-

-■: ,s t
driven out off

narrylny mit the alms for which 
use orgaff WTmWUmeg-.---------------is MAY ALTER AGE LIMIT.

:* the common
Chairman McTaggart has called a 

tne board of ecfuca-epeclal meeting of 
tlon for 7, o’clock tomorrow night to 
deal with the superannuation age limit.

According to city hall reports the 
outlook is favorable for the motion per
mitting the rè-engagoment of super
annuated teachers by the year being 
adopted; also for the re-engaging of 
Miss Gray as principal of Hester How 
School, but tt will require a two-thirds 
majority, and the absence of one op
ponent of the age limit may make the 
superannuations as previously adopted 
final.

'I LOOKING THEIR BEST
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i| TAXES WERE REDUCED.-j
■ r > The court of -revision allowed a reduc

tion of $60 In the taxes of Mary Barrett, 
and advised her to write to the chief of 
police and medical health officer, and tell 
them of the conditions existing near her 
place. The lady owns property at 758 
East Queen street, as well as 766, 760 
and 762 East Queen street, and 
she declared that living next to her 
premises were 15 Italians and two horses, 
and the odors arising from these places 
were extremely obnoxious.

DOWN WENT THE PRICE
OF NICE COLD MILK

E and Eric R. Dennis, manager 
Weekly Mail and Homestead,

■' iÜI
5'!

That big, dark stranger, with the big 
black gun shot up the restaurant at 
the Exhibition grounds yesterday at 
noon. This may not have been dir
ectly responsible, but If it was 6000 
thirsty delegatee should thank him for 
it—the price of milk came down from 
10 cents to 6 Cents par-glass at 1 o’clock.

Some of tbe_sdhc# frt>m out El Paso 
way jiredict thlrf is the first pebble In 
a general landslide of prices for eats. 
Everybody, hojjçs ItJk.
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CONDUCTORQ.T.R. FINED.

Robert McFadden, G.T.R. conductor,' 
was fined $1 and costs in the police court 
yesterday because he obstructed Bay 
street with an engine for the space of 
seven minutes. The defence was that 
there were too many freight cars on the 
train.

1

if: I!
ittlon there, and costing a round $86,- 

000.000; and a great, and equally par
donable pride In the fact that Nova 
Scotia gave to Canada her present 
first minister. Sir Robert Laird Borden, 
Sir Charles Tupper and a splendid 
army of dominant Canadian states
men, who have writ their names large 
on the pages of world history.

Toronto is sincere in a cordial wel
come to this little Nova Scotian dele
gation. Ad men of America will take 
Nova Scotia’s- advent Into their ranks 
as an earnest of a whole-hearted sym- 
pthetic support.

FAILED TO OBEY SIGNALS.

For neglecting to obey the policeman 
at the corner of Yonge and King streets, 
William Reid, street railway motorman, 
was charged In the police court yester
day, and remanded for sentence till called on.

Fort Worth delegates with their two “Sacred Bulls.” „
là.

CLEAN POLICIES 
AND TRUE AUDITS

PRICE IS UNABLE 
TO ATTEND HERE

This is the delegation from a live Texas town.

MINNEAPOLIS MEN CONFIDENCE MUST 
STRONG BOOSTERS BE MAINTAINED

PLAYED BALL ON STREET. -
John Marshall and Joseph Chapman 

wer© fined $2 each in the police court 
yesterday because they were disorderly 
on John street by playing ball

I
Magazine Men Have Commit

ted Themselves to Wide 
Open Competition.

President of St. Louis League 
Detained by His Son’s 

Illness.

i ! i
» <

THE DELEGATES FROM ST. LOUIS,*■! Jesse H. Neal of Cleveland 
Told of Mail Order

They Want the Convention 
Year After Next and Give 

Reasons Why.

! -

I 'mm..
Efficiency. I i v- .L. Price president of the St. Louis 

Advertlsihg Men’s League, and one of the 
foremost ad. men of the Western United 
States, will not be able to attend the 
vention of Associated Ad. Clubs here, ac
cording to a telegram received last night 
by the St. Louis delegates. Mr. Price, 
who Is vice-president and chairman of 
the executive committee of the National 
Candy,Company of St. Louis, was detain- 
™ on account of Illness of his son. He 
was scheduled to give several addresses 
before the Toronto convention, and his 
absence. It Is said, will be regretted 
eedlngly by many visiting ad. men.
W. Appleton Ferree of Nelson-Chesman 

ompany, and George Walker of the Mul
tiplex Fixture Company of St Louis, are 
cheduled to speak at the convention. 

"The Future of the Specialized Store” 
will be the subject of Mr. Ferree’e ad
dress.

Among the St. Louie delegates attend
ing the convention are the following : H 
S. Gardner, president Gardner Advertis
ing Company; Charles R. Ketchum, cir
culation manager. Farm Progress; C. L. 
Griggs and wife. Nelson. Cheeman A Co.; 
George Walker, Multiolex Fixture Com- 
ndny: F. Garrison. The Drygoodsman; 
Claude J. Potter, The Drygoodsman: G. 
R. Bllckhahn, Lambert Pharmacal Com
pany; J. H. Hoblemsn. Nugent Bros.’ 
Drygoods Comeany; Humphrey. Sullivan, 
Southwestern T. A R. Company; R. M 
Kellogg, assistant sales manager, - Sim
mons Hardware Company: 3. F. Semple, 
vice-president, Simmons Hardware Com
pany; W. Appleton Ferree. Nelson-Ches
man Company: Glenn W. Hutchinson,

Definite statements and Independent ’ 
circulation audits shewing the quanti
ty and distribution erf their publics- | 
tiens was the decision finally arrived ■ 
at by the departmental session on 
magazines. The point was debated I 
as to whether all data should be pub- a 
liehed, or whether It should be reason- 1 
ably limited. There was a consider
able portion which was not of Interest 
to the public, and It was decided to ] 
give out these figures In an abbreviated 
form, which would give all the essential jj 
information in a brief compass rf j 
space. -• 1

By another clause of the standard 
of practice the magazine men agreed a 
to exert all their influence in behalf j 
of a clean editorial policy, and to keep 
that policy free from advertising In- i 
fluence Opposition to free press bur- f 
eau» and all other agencies for free 1 
publicity was made an essential point 
of the policy of the magazine adver- 
tising men, and heated speeches were | 
made by some of the delegates against |jj 
this form of publicity.

"We commit ourselves to open com
petition,” was the emphatic déclara- , 
tlon of Lee Maxwell, chairman o< to*
IPUfly.InA _,

:-r:! ■
con-ri,IT$ h On the subject of "Locating and 

Maintaining Confidence,” Jesse H. 
Neal, of the Root Newspaper Associa
tion, Cleveland, speaking before the 
direct advertising session in the Horti
cultural building, said: “In the busi
ness world confidence is paramount. 
It Is the foundation of the entire 
commercial system, and more than 
anything; else is at the bottom of 
successful selling by mall. The lack 
of confidence In business can wreck a 
concern," he said, “and most all the 
business (panics ore caused by tibe 
lack of confidence on the part of the 
public, sometimes where it is not de
served.”

Continuing th^ speaker dealt with 
the "faker” who sells his wares by 
mail, who la commonly known as the 
“confidence man.” The chief poeb- 
offlee Inspector of the U. 8. A., In his 
report of 1918, stated that in three 
years the mail order swindlers had 
cleaned up $188,008,8041

“Minneapolis in 1916" was the cry 
yesterday of delegates to the big ad 
men’s convention from the central 
northwestern cities of the United 
States. A large body of Minneapolis 
boosters, headed by Mac Martjn, presi
dent of their Ad Club, paraded about 
the Exhibition ground yesterday call
ing for votes for their city. Many 
reasons why were given. Speaking 
the facilities Minneapolis affords at a 
large convention yesterday Mr. Mar
tin said:

“We are about the m.ost central 
point to be reached by Canada and the 
United States. The changing of the 
name of the Associated Ad Clubs of 
America to the Associated Ad Clubs 
of the World is significant, and a meet
ing lqJ916 at Minneapolis will be with
in easy reach of all delegates. The 
city has 16 flrst-closs hotels, three of 
which are of the million dollar type. 
These could accommodate a large con
tention. The university grounds, com
prising 80 acres, would be the site of
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