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HOW TO GET THOSE 
CO-OPERATIVE ADS 

l t is not necessary to wait for the 
employment of a field secretary before 
starting on the development of what 
will prove the big money-maker under 
a field secretary-that is the develop
ment of co-operative advertising. 
Every publisher should start at once 
on a survey of his local stores finding 
out what manufacturers pay a portion 
of the advertising expense for their re
tailers. 

A recent article in the Iowa Press 
Bulletin, is so to the point and so di
rectly outlines what the officers of the 
Minnesota Editorial associat:on have 
been trying to get over to the mem
bers that it is reprinted here in full: 

Did you hear Fred 'vV. Andersen, 
"the miracle merchant," say that you 
should get your local dealer to request 
the wholesalers and manufacturers 
and jobbers to advertise in the local 
papers to help him dispose of special 
En es of goods to the consumers? 

Well, that's what he said, only be 
made it stronger by saying that when 
salesmen come to him to get him to 
handle their goods he now tells them 
that he will not take the goods unless 
he can have some help in advertising 
them. 

Andersen made more than. the same 
talk which your managing director has 
been making to members of this asso
ciation now for the past four months. 
He amplified it and drove it straight 
home to the publishers at the recent 
great convention of the l. P. A. 

Miracle Man's Plan 
"You don't get anything unless you 

ask for it, and you can get this adver
t:sing if you go after it," said this 
miracle merchant who docs over $Joo,
ooo worth of business in a town of 
1300 people every yea1·. "Go to your 
local dealer and ask him for the names 
of concerns selling him certain Jines 
of goods. Ask your merchant to help 
you get some advertising in your pa
pe1· for those lines, Ask him to write 
some letters to the wholesalers re
questing advertising in the local pa
per. No, better than that, you ask 
him for some of hi~ letterheads anti 
1 hen you write the letters and ask the 
merchant to sign them. He will do it; 
if he doesn't, he isn't half alive. Get 
him to demand of the salesmen who 
come in that he must have some ad
vertising help to dispose of these 
goods, and he'll get it. He may not 
get it all in newspaper advertising, 
but he will get a lot of it for you. I 
tell these salesmen that, for I know 
what this advertising will do for me, 
and I want it, and if I don't get it I 
will get the goods from somebody that 
will help me. If they furnish me with 
special advertising matter and sam-
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TELL YOUR TROUBLES 
TO AMONG OURSELVES 

President Mitchell Suggests Plan 
Whereby Editors May Get Assist

ance Through Its Columns 

To the Editors of Minnesota: 
Among Ourselves has virtually been 

turned over to the Minnesota Edi
torial association as a source of in
formation, but the executive commit
tee at a meetmg held at the state fair 
grounds on September I I expressed the 
Deiicf that the newspaper men gener
ally were not availing themselves of 
the opportunity presented. 

l t has been suggested, and the idea 
has been heartily approved, that a 
column be devoted each month to 
newspaper problems, such as would 
some day be handled by a field secre
tary. 

lf you have a complicated job on 
which you want prices, send it in and 
such men as E. K. Whiting, ] im Mor
rison or Leslie Whitcomb will go 
over it for you. If you have a prob
lem in advertising or an inquiry re
garding a nationally advertised product 
Herman Roe and the president of the 
association will be glad to secure the 
desired information. Other problems 
will be distributed to men who are in 
a position to give expert advice. 

In this way not only can Among 
Ourselves be made of more use to the 
fraternity but an opportunity will be 
given to demonstrate in a practical 
manner what a field secretary can 
do in Minnesota. 

For the present seud ·your questions 
to W. P. Kirkwood, care University 
Farm, St. Paul. He will see that they 
reach the proper hands and each 
month some of the questions and 
answers will be published. 11'1ore time 
will be required than will be needed 
when a field secretary's office is es
tablished, but the results will be inter
t'sting. 

'vVe earnestly hope that the ncws
papc1· ·~ditors of the state will avail 
themselves of this chance to get in
formation and that a large number of 
inquiries will be received. 

l'ra terually yours, 
H. Z. MITCHELL, 

Bemidji, Minn. 
President Ivfinncsota Editorial Assn. 

After 63 Years 
The Hastings Gazette, which for 63 

years has been published by Irving 
Todd, Sr., and Irving Todd, ] r., has 
passed out of the hands of the Todd 
family. It was recently sold to S. W. 
Isham ·who for r2 years has been 
business manager, with Irving Todd, 
Jr., in general charge. The Gazette 
was established 68 years ago. 

"HUNCHES" THAT BEAT 
OUTSIDE SOLICITORS 

Every town of any size is annually 
solicited by smooth promoters who 
sell an idea to the local advertisers, 
allow the local printer to get a small 
percentage of the receipts by doing a 
Job of. pnnting, but go out of the town 
with the big end of the collections, 
says H. Z. Mitchell, president of the 
Minnesota Editorial association. 
Many of these ideas have some merit 
and it is difficult to show a merchant 
why he should not participate. The 
best way for the local printer to combat 
this evil is to anticipate the outside 
solicitor and go after the job himself, 
selling the service at a far more rea
sonable price that the outside man 
must of necessity get. 

Among Ourselves will be glad to 
pass on to its readers ideas that have 
been worked with success so that the 
outside solicitor will find the field cov
ered. 

Here are a few which, Mr. Mitchell 
says, have been successful this year: 

Secure a copy of the hotel laws 
that must be posted in every room in 
every hotel in the state. Lay out a neat 
card with the laws in the center, the 
name of the hotel at the top and al
low a space for any ge1:ieral informa
tion that the hotel may want to give. 
Sell the surrounding spaces to the 
merchants. Make your changes for 
each hotel and devote a little time to 
making th.e card one that the hotel 
man will want in his rooms. Outside 
solicitors are getting as high as $4 and 
$5 a space for sixteen spaces while the 
printing cost is but $25 for the job. 
Two or three dollars a space will give 
the local printer ample compensation 
for his time. Try it. 

Bus schedules are now becoming 
permanent. Watch your town for the 
results of any hearings before the State 
Railroad and \Varehouse commission 
that may affect the bus lines and then 
get out a snappy card with the bus 
schedules on one side and the indi
vidual advertisement of a business 
house on the other. This idea can be 
sold to restaurants, hotels, and other 
business establishments, or a large 
card can be prepared for posting. A 
combination of the two ideas should 
prove a winner giving each advertiser 
on the big card a certain number of 
the small cards for his own distribu
tion. 

Get yonr local football schedule, the 
nearest college, and, perhaps, the state 
university schedules and print them on 
a card, using the back for an adver
tisement for a men's clothing or sport
ing goods store. 

A local page featuring the names, 
local addresses and telephone numbers 
of the school teachers can be filled 
with advertisements from firms who 

(Continued on page 2, Col. 2) 
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ADVERTISING FARM 
PRODUCTS 

The problem of advertising farm 
products has been made the subject 
of a study by the North Dakota Col~ 
lege of Agriculture, and the results 
have been set forth in a highly inter
esting bulletin by Alva H. Benton, 
formerly a member of the staff of the 
Minnesota College of Agriculture. 
Doubtless copies of the bulletin can be 
obtained on application to the North 
Dakota .institution, Fargo. 

The time is coming when the farmer 
will do a lot more advertising
through the press, through the use of 
letterheads, and by other uses of print
ing. But he will have to be educated 
as to the value of advertising and 
in effective methods. The man most 
interested in getting the farmer to ad
vertise is the country publisher. The 
bulletin issued by the North Dakota 
College of Agriculture should prove 
a good textbook for the country pub
lisher in beginning a campaign for the 
education of the farmer in the art of 
advertising. 

HOTALING AS ADVOCATE 

Did you read that statement of the 
country printer's case with regard to 
government envelopes, by H. C. Hotal
ing, before the joint postal commis
sion in St. Paul? The statement was 
printed in the September S issue of the 
Publishers' Auxiliary, and it was a 
masterpiece. 

MINNESOTA EDITOR 

If nothing else but the Minnesota 
Editor had come out of the editors' 
headquarters at the recent Minnesota 
State Fair, the work of providing and 
arranging for the headquarters would 
have been well worth while. The 
paper-16 pages, S columns to the 
page-contains a wealth of material of 
interest to every Minnesota editor 
who· thinks sometimes of his craft. 
Every editor, after reading this pub
lication, ought to file it away among 
his cherished documents. 

The Minnesota Editor was not pub
lished daily this year but was confined 
to one issue for distributiori on Friday, 
September II, which was designated 
as Editors' Day at the fair. 

·From the headquarters, however, is
sued much more than the Minnesota 
Editor. The place radiated good 
cheer and, judging from the registra
tion book, attracted large numbers of 
Minnesota publishers. 

Frank A. Day as chairman of the 
editorial committee in charge of the 
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headquarters acted as genial host-in
c~ief, assisted by L. C. Hodgson, 
Victor R. Fortmann, and Thomas E. 
Steward. For the afternoon of Edi
tors' Day a section of the grandstand 
had been set apart for the use of the 
visiting editors and a lively group 
gathered to take in the program of 
Herman Roe's big show. 

~fhe idea of a headquarters for the 
editors of the state at the state fair is 
excellent and its possibilities should be 
further developed. All that was 
needed this year to make the venture 
a huge success was the presence of a 
lot more of the state's editors. 

RUTLEDGE TURNS TO FARM 

Minnesota's editors will regret to 
learn that A. G. Rutledge, is ill and 
has been compelled to give up his posi
tion at the State Trammg School, Red 
Wmg. He has moved to his farm on 
'1 urtlc River near Bemidji. 

Mr. Rutledge will not, however de
vote himself entirely to farming 'hav
ing associated himself with Th~ Be
midji Daily Pioneer as a field man. 
His many friends wish his speedy re
covery to full health. 

WITH PAPER 35 YEARS 

The Publishers' Auxiliary's facts 
about employes who stick, bring from 
Herman lfoe of. the Northfield News a 
statement to the effect that the News 
has a man with a 35-year record. Has 
anyone a better record-anyone in 
1V1!11nesota? 

R. L. Nedry has sold the Wahkon 
Booster to C. A. Bratlien, who was 
formerly employed by the Booster. 

The Janesville Argus \recently 
bought the printing shop of the Ev
erett-Aughenbaugh company at Wa
seca and has added the equipment to 
that of the Argus plant at Janesville. 

Miss \i\!ilma Janet Lee, daughter 
of Rudolph Lee of the Long Prairie 
Leader, and Charles Bayer Johnson 
of Willmar were marr:ed at the home 
of the bride's parents on August 25. 
. Claude Dickinson, at one time pub

lisher of the Sherburn Advance
Standard, died at the home of his 
parents at S'torm Lake, Iowa, August 
14. Mr. Dickinson was 33 years old 
and had been in poor health for some 
time. 

The Norman County Herald is now 
published on Friday instead of 
Wednesday. 

Miss Marian Scheers has beeu made 
city editor of the Herald-Tribune, 
Akeley. 

(Continued from page I, Col. 3) 

want to welcome the educators and 
also provides useful information. 

If you can get a mailing list of the 
teachers in your county you can sell 
a direct-by-mail job to a number of 
your merchants. 

What ideas arc you working? You 
will be helping your brother publisher 
by sending them to Among Ourselves 
so we may pass them on and thus keep 
the solicitor from outside from holding 
up our local merchants. Write out an 
idea NOW and send it along to 
Among Ourselves. 

ILLINOIS U. PUTS ON 
A NEWSPAPER CONTEST 

The outcome of the national com
munity newspaper contest put on by 
the University of Illinois, entries for 
which closed S'eptember 30, will be 
watched with great interest by news
paper publishers. 

The contest, announcement of which 
<vas made through the Publishers' 
Auxiliary and other mediums, is for 
weekly newspapers and for daily pa
pers published in cities or communi
ites of less than 50,000 population. 
The weeklies and dailies are in two 
separate classes and an award will be 
made to each. 

The rules for the contest were ex
ceedingly simple. All that was neces
sary was that copies of two consecu
tive issues should be wrapped and 
mailed to 109 University Hall, Urbana, 
Ill., and marked either "National Con
test-Daily Paper," or "National Con
test-Weekly Paper." Judgment will 
be rendered on all-around excellence 
on tlw basis of opportunity. 

It is hoped that many Minnesota 
papers have entered this contest, inas
much as the high quality both of Min
nesota's weekly and minor daily pa
pers should give Minnesota an ex
cellent chance to win. 

(Continued from page I, Col. I) 
pies to he distributed, I make them 
print my name on it, and then I mail 
these outside of the local paper's ter
ritory and I do the advertising myself 
in the paper. I know it-I work it, 
and so can you and your merchants. 
This is advertising the merchants want 
and it will do more to sell the goods 
than all the big advertising they put 
out over the nation." 

Agency Man's View 
And another piece of evidence along' 

this line is better yet. 01'le of the 
greatest advertising agencies in Chi
cago agrees that right here is the best 
thing local newspapers can do to get 
more national advertising. One of the 
heads of this agency was asked by an 
Iowa local newspaper man what he 
might do more than he was doing to 
get a line on national advertising. The 
newspaper man had been working this 
plan of local dealer co-operation and 
told him about writing the letters. The 
agency man said: 

"That is the hcst thing you can doi· 
We can't attend to all such mail in our 
office, and letters would go into the 
waste paper basket, h11t the manufac, 
turer anrl wholesaler must look at thC' 
local dealers' letters. Tt is they whom 
the manufacturer is most interested in 
because thl'y distribute the goods to 
the consumer. Y otl get out letters 
along that line from every dealer in 
your town, asking for advertising 
locally in the home pa1wr, and don't 
stop with that, hut get them to write 
such letters once each month, or you 
do it for them. It will grow on them 
and finally the merchant will rehlse 
to take on lines of goods that do not 
carry some arlvertising help locally. It 
is the best thing you can do, and it 
will bring them to you." 

Now, brother publishers, we have' 
thought this thing out so Jong and 

(Continued on page 3, Col. 2) 



ELK RIVER CONCERN 
BEATS M. 0. HOUSES 

The Sherburne County Star-News 
for S'eptember IO prints a news item 
calling attention to certain educa
tional advertising done by Davis 
Brothers, merchants in Elk River, in 
a successful effort to compete with 
mail order houses. 

The same issue of the Star-News 
contains one of these advertisements 
which is reproduced below: 

Do You Know 
that a distant . concern makes 
the statement that a saving of 
at least 20 per cent can be 
made if Outing Flannel is pur
chased of them. Fearing this 
statement will be somewhat mis
leading to a lot of our customers 
we offer a little comparison .. 

Their price for best grade 
Outing Flannel, firmly woven 
of fine quality cotton yarns, 
fleeced on both sides, 36 inches 
wide and heavy weight for 
cold winter wear, is $2.50 for 
a IO yard bolt, plus postage of 
roe extra. Or in other words, 
26c per yard is the cost to you, 
BUT TO GET THIS PRICE 
YOU MUST BUY NO LESS 
THAN ro YARDS. 

Our price for a quality that 
will compare with theirs, 36 
inches wide, in both light and 
dark patterns, is only 25c a 
Y~4 AND YOU CAN BUY 
AS LITTLE AS YOU WISH. 
We wish to state, however, that 
our price for 10 yards, assorted 
any way you desire, is only 
$2.40, as compared with theirs 
of $2.60. 

Can you understand now why 
we must dispute their statement? 
Instead of saving 20 per cent, 
you actually lose 2oc on the ro 
yard purchase, if you buy from 
them. 

You will be needing plenty of 
warm garments made from fine 
quality outing flannel, and here 
is the place to buy it. 

Davis Brothers 
Elk River, Minnesota 

This advertisement is such a good 
illustration of a thing which Among 
Ourselves has contended for, that it 
is impossible to refrain from using it 
to re-emphasize a sound position. 
This position is that straight intimate 
talk through a well planned adver
tisement, backed by good goods and 
good service, make the problem of 
meeting mail order house competition 
comparatively easy. 

The Sherburne County Star-News 
says that the series of ads run by 
Davis Brothers has brought results. 
Naturally it would bring results. It 
is a perfectly safe bet that the house
wives of Elk River and Sherburne 
county who receive the Star News are 
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looking for each week's advertisement 
by this concern. When they get it 
they compare prices with those in the 
mail order house catalogs and if 
Davis Brothers' prices are as repre
sented in comparison with those of the 
mail order houses-and, of course, 
they must be-the housewives needing 
the articles advertised deal with Davis 
Brothers rather than the mail order 
houses. 

If country merchants the state over 
could be taught to do this kind of 
advertising, the frequent iappeal to 
people to do their shopping at home 
would be superfluous. 

BJORNSON HONO~ED; 
PRESS IS PLEASED 

The appointment of Gunnar B. 
Bjornson of The Minneota Mascot as 
a member of the State Tax Commis
sion to succeed the late Samuel Lord 
meets with the general approval of 
the Minnesota newspapers. 

Mr. Bjornson possesses the quali
ties which should make him a valu
able member of the commission. He 
is keen, alert, and has had a good deal 
of legislative experience. As a news
paper man, moreover, and editor of 
the Minnesota Mascot for more than 
25 years, he has been a close student 
of the affairs of the state, so that he 
will bring to his new position a mind 
familiar with the problems involved. 

Mr. Bjornson was born in Iceland in 
1872 and came to America when four 
years old. He has lived in Lyon 
county for 48 years. He served in the 
Minnesota legislature in 1913 and 
again in 1915 and was at one time 
chairman of the state central republi
can committee. In the last election he 
was active in campaigning for Gov. 
Theodore Christianson and was a can
didate for congress· in the seventh dis
trict. 

Dwiwoody Students Placed 
The Dunwoody News in a recent 

issue reported the placing of five of 
its students or former students in 
places as linotype operators, four of 
them in Minnesota and one in Illi
n01s. Dunwoody ought to be encour
aged in its effort to supply operators 
of this kind. The demand is likely to 
mcrease. 

(Continued from page 2, Col. 3) 

have so much evidence to make us 
think it is the one big way in which 
we can combat the great magazine 
pi;opaganda that has "sold" the space
buyers and big concerns on national 
advertising that we want to pep you 
up on it. Some merchants are indiffer
('11t about helping you get the business 
this way, but they are wrong and will 
wake up. Get a few accounts of this 
kind started and the other local deal
ers will soon get in the game with you. 
It may take time, but good things 
often do. You sell the local dealer on 
national advertising to help him local
ly and you have at the same time sold 
him on the value of your newspaper 
as an advertising medium. If you 
can't do it, there is something lacking 
in co-operation between you and your 
local dealers. 
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NEW RICHLAND STAR 
ADVANCES AD RATES 

The New Richland Star has in
creased its advertising rates to 25 
cents a column-inch. This is a step 
on the part of the Star toward bring
ing its advertising rates into line with 
those approved by the National Edi
torial association, and it is felt that 
every newspaper in Minnesota whose 
rates are not already up to the sched
ule should be promptly advanced. 

It takes courage to increase one's 
ad rates but the step is one which any 
business man can easily understand 
if the facts are properly explained. 
Reasonable advertisers, therefore, 
would not be inclined to object, and 
unreasonable advertisers, if they did 
object, would soon fall into line. 

Californian Does It 
A recent issue of The Publishers' 

Auxiliary tells a story of Victor F. 
Green, a California publisher who, after 
much hesitation, decided to push his 
rates up to those called for by the 
National Editorial association, for a 
paper of his circulation. In taking 
the step he wrote a letter which he 
sent to all of his advertisers. He says 
that no advertiser reduced his space 
and that though some competitors in 
his field received not more than two
thirds of his rates, he sufferei:l. no 
harm through their competition. 

Mr. Green's Jetter to his advertisers 
was a frank statement of the situation. 
It is fair to assume that a similar let
ter sent out by Minnesota publishers 
would receive the approval of sensible 
business men. 

Situation Frankly Stated 
A part of the letter is reprinted be

low as a suggestion to Minnesota pub
lishers who may be contemplating 
making an advance: 
Dear Sir: 

In accordance with the advertising rates set 
hy the National Editorial association for news
papers with a circulation of from 500 to 1,000 
(in which class the Submarine belongs), the 
advertising rates of the Coachella Valley Sub· 
marine will be raised, beginning January x, 
.r 925,. to 30 cents per single column inch per 
mserhon for regular monthly advertising and 
35 cents for single insertions. 

After a careful check of the cost of pro
ducing the Submarine we find that our job 
department has to carry a heavy part of the 
cost of publication. This is not fair to either 
dypartment, and we are therefore, compelled 
either to make this raise, suspend publication, 
or publish the Submarine at a loss, which we 
cannot affo1·d to do. 

During the past seven years we have tried 
to make the paper a benefit to the entire val
ley. We have partly succeeded, but have not 
done as much as we should if we had received 
more liberal patronage in advertising from our 
local merchants. 

Stop and think for a moment what this val
ley V•touhl he without a newspaper. What do 
you look to when you plan any improvement 
or entertainment? Through what instrument 
was the thing most vital to the valley heralded 
during the senatorial campaig11? Where 
would we get without a newspaper? I know 
you will agree with me when I say we would 
be severely handicapped. 

Value of Advertising 
Now, newspaper advertisin,~- i~ the most val

uable merchandise that you buy and it should 
be given the same careful attention which vo.u 
give to buying salable merchandise. Do you 
do this, or tlo you say: "Well. I will have 
to donate to the local pap'r-r"? Too many pay 
no attention to their advertising and then com
plain that "advertising doesn't pav ." 

Honest advertising does pay if it is given 
any chance. It must be in regularly and the 
reading matter changed. If you wish to ad
vertise bargains, see that they are bargainst 
not something that you wish to get rid of, 
which no one will buy. 

.· 
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SMALL BOOK, BUT 
HAS THE "PUNCH" 

A revised edition of the Blue Ribbon 
List of the Iowa Press association, is
sued last July, recently came to the 
desk of Among Ourselves. It is just 
the kind of thing the Minnesota Edi
torial association should have. It is 
all quality and without frills. It is to 
be regretted that it cannot be repro
duced here for study by Minnesota's 
publishers. Some description of it, 
however, may be worth while. 

The list is published in the form of 
a booklet of 20 pages exclusive of 
cover. The front and back pages of 
the cover and the inside of the back 
cover are used to advertise Iowa. Fol
lowing the title, "Blue Ribbon List 
of the Iowa Press Association, July 
1925," on the front cover in display type 
is mention of Iowa as the "two bil
lion dollar state." Iowa's new wealth 
in coin, grain, livestock, minerals, and 
manufactured products for 1925 being 
estimated to be worth two billion 
dollars-"money that will be spent in 
improvements and family comforts, 
more than that of any other state." 
After this comes a statement that Iowa 
newspapers are read in every home 
and that Iowa leads in literacy and has 
few paupers. The back cover is taken 
up with a brief statement as to Iowa's 
soundness financially. The inside of 
the back cover sets forth reasons why 
Iowa is a great market for advertised 
products. 

Heart of Book is List 
The heart of the book, however, is 

the inside of the front cover and the 
succeeding pages giving the addresses, 
names, per line rate for local 11otices, 
inch display rate, and agents' commis
sions of the papers on the select list. 

The inside of the front cover ex
plains the list. It says that the rates 
quoted are pledged to be the lowest 
given any advertising agency; that 
commissions allowed are only to those 
agencies which develop business and 
have a recognized standing; that no 
organization expense is added to the 
rates, and that the rates are for the 
use of electros or pla_tes, extra charges 
being made for composition. The 
statement is also included that most 
Iowa newspapers are equipped to use 
mats for the casting of cuts and 
plates. The explanation is signed by 
G. L. Caswell, managing director at 
Ames, Iowa, who asks that any 
abuses or misrepresentations of the 
list be reported to him. 

315 Papers Represented 
The list includes the names of 315 

of Iowa's newspapers, those newspa
pers of the state which are willing to 
meet the requirements fixed by the 
association for eligibility. 

Mr. Caswell is authority for the 
statement that this little booklet is 
kept on file by practically all of the 
advertising agencies of the country 
and is the guide of such agencies in 
advertising through local papers in 
the state of Iowa. 

One thing which might be added 
to the booklet as a means of drawing 
national advertising woµld be a map 
of Iowa with the locations of the dif
ferent papers indicated by dots. Such 
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a map would show advertisers who 
wish to reach the public of this two 
billion dollar state, how thoroughly 
the state is blanketed and how, 
through the local press, practically the 
whole population can be reached. This 
with a very little study of the rates 
and of papers, would enable the adver
tiser to organize an effective adver
tising campaign for the state. 

Iowa has been able to put over this 
plan through the employment of Mr. 
Caswell. He is the man who "does 
things" for the Iowa Press associa
ton, and he is the kind of man Min
nesota should have in planning the 
establishment of a field secretary's 
office. · 

THIRD CLASS RATE, 
AID TO WEEKLIES 

Something of a commotion is being 
created in manufacturing and whole
sale circles by the increase in the postal 
rates on third class matter. This is 
because manufacturers and jobbers see 
in the increase an obstacle to direct
by-mail follow-ups of national adver
tising campaigns. 

The question is: \tVhy don't they use 
the local weekhes for their follow-up, 
instead of circulars sent through the 
mails? 

Their chance lies in the local weekly. 
That is the feeling of Among Our

selves. It is the feeling of H. Z. 
Mitchell, president of the Minnesota 
Editorial association, who was asked 
by Among Ourselves for an opinion, 
and who promptly responded with the 
following discuss10n 0£ the subject: 

"In my opinion, manufacturers and 
wholesalers are needlessly alarmed 
over the effect that the increase in the 
mailing cost of private mailing cards 
and circulars will have on the ability 
of the country merchant to turn his 
stock. 

"Their alarm is needless, if they 
will seriously consider the objec,t that 
they have wisher! to attain by so lib
erally supplying the merchant with this 
mail material, and the other available 
and far more efficient means of attain
ing this objective. 

"Every manufacturer whose distri
bution is limited to one store in a com
munity is ready to admit that it is 
now absolutely essential to inform the 
prospective customer where the article 
so liberally advertised in national pub
lications can he purchased in his near
est trading center. To do this, the 
manufacturer has encouraged the mer
chant to send out illustrated circulars, 
advertising pamphlets and postal cards, 
often asking only for the mailing list 
and assuming the entire cost of the dis
tribution. 
·"The results have been encouraging, 

so encouraging that to the average 
manufacturer the problem of 'dealer 
hook-up' appears solved. 

"Many manufacturers have, how
ever, substituted country newspaper 
advertising for the direct-by-mail cam
paign. That their results have been 
even more satisfactory is apparent 
from the increasing number who are 
changing, and from their apparent de
sire to keep the results to themselves, 
knowing, as they do, that it some
times does not pay to pass on a sue-

cessful trade secret to their com
petitors. A city-trained publicity man 
who does not appreciate the thor
oughness with which the average 
country paper covers the community 
may have some difiiculty to appreciat
ing the advantages of the newspaper 
advertising method over the circular . 
campaign but to the man· familiar with 
the country field it is an open secret. 

""It is a peculiar town in which the 
newspapers do not reach ALL OF 
THE READING PUBLIC. The cir
cular sent out by the manufacturer is 
handsomely illustrated because the 
manufacturer knows that he must do 
something to attract the attention of 
the prospect and insure attention. The 
newspaper provides this reader inter
est by its news service and features. 
The cost of printing and mailing five 
hundred circulars would, in the aver
age Minnesota community, pay for a 
good sizul advertisement that would 
reach many times five hundred even 
if it had to be inserted in two papers. 

'"The increased mailing rates may 
have a trifling effect on the income 
of the job department of the average 
weekly, !mt this decrease will be more 
than offset by the increase in co-op
erative advertising if the newspaper
men are alert enough to take advantage 
of the situation and point out to the 
manufacturers the logical and natural 
remedy. 

""A field secretary in Minnesota right 
at this time could earn his yearly sal
ary in one month's educational cam
paign directed at the manufcturers of 
the northwest alone." 

Knutson a Publisher 
Congressman Harold Knutson, 

Sixth Minnesota District, has bought 
from th(! estate of William E. Verity 
the Wadena Pioneer Journal, and has 
already assumed control. H. E. 
Bowen is editor-manager during Mr. 
Knutson's absence. It is said that 
the price of the property was $30,000. 

Ben L. Johnson of Duluth has pur
chased of Peter Bjorra the Herald 
of Lancaster, Minn. 

Homer F. Ehle has sold the Minne
tonka Pilot, published at Mound, 
Minn., to S. Brazman of Minneapolis. 
L. M. Wicklander of Minneapolis will 
be the managing editor under Mr. 
Brazman. The publication day will 
he Thursday instead of Wednesday. 
ML Ehle will retire from the news
paper business. 

John La Freniere, son of A. L. La
Fren:ere of the Grand Rapids Inde
pendent, has leased the Hill City 
News. 

A. H. Carlisle has suspended the 
publication of the Trommald Times 
and moved his equipment to McGreg
or, where he will publish the Mc
Gregor Pilot-Review. 

The Marshall News-Messenger is
sued a "noon extra" announcing the 
Shenandoah catastrophe, receiving the 
news by radio. 

The White Bear Press has installed 
a new press with automatic feeder. 

The Brainerd Dispatch now has the 
full leased wire service of the Unit. 
Press association. 
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