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know the value of a smile and a
kindly spoken word in present day
business transactions. There's a
hundred such employees—at least
one always ready to efficiently ad-
minister to your wants.

&

A SCHOOL BANK

Organize a school bank in
your community and have the
deposits made at your bank.
It will be a lot of trouble, but
perhaps, looking at it in a
broad way and building for the |
future, it will be good adver-|
tising for you.

Facts concerning a school
bank organized at I.eonia, N. |
J., may be of interest in this |
connection. The Board of Edu-|
cation passed this resolution: |

Resolved, That the supervising
principal be and hereby is author-
{zed and instructed to open an ac- |
count for the Leonia Public|
Schools with the First National
Bank of Edgewater, N. J., and to
deposit therein all of the moneys
recelved belonging to various
school organizations, together with
the savings fund account deposit-
ed by the school children; such
account to be in the name of the
Leonia School Bank, and moneys
deposited therein to be withdrawn
only by checks signed by the
bank manager and countersigned
by the supervising principal. Be
it further

Resolved. That the supervising
principal shall appoint one teacher
as bank manager and that the
supervising principal be required
to submit to the Board of Educa-
tion each month a statement of
the bank's business for the calen-
dar month.

The newspaper account goes
on to say:

Mrs. Nellle Gammon, one of
the Commercial teachers, will
serve as bank manager, and the

students of the office and advanced
stenographic classes will conduct
the bank’s actual business. The
boys’ manual treining department
will make all the furniture and
equipment of the bank.

After January 1, 1919, all school
funds will be taken care of
through the school bank. This
includes the funds of the school
paper, Athletic Association and
Book and Mask Club.

In addition the pupils of both
schools will be encouraged to open
savings accounts which will earn
four per cent, payable quarterly.

In all respects the proceedings
of the school bank will duplicate,
as nearly as possible, those of a
National Bank. The regulations
governing the deposits of savings
accounts will be announced later
to the pupils and parents.

The Board of Education has a
two-fold purpose in establishing
the school bank. It will give the
high school commercial depart-
ment practical business experience
and will serve as an encourage-
ment for thrift and savings.
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of your boys and girls?
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success.
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When the conservative Boston savings banks use up-to-date copy in
liberal newspaper space, bank advertising may be said to have
won the last trench

PRODUCTIVE
ING POLICY OF A 24-
HOUR BANK

By CharrLes ABBoTT GODDARD

N advantage that the

twenty-four-hour bank en-
joys is that it has all the usual
talking points used by banks
in their advertising, plus others
peculiar to an all-night and
after regular banking hours
service.

For that reason the Hellman
Bank of l.os Angeles plays up
the “plus” part of its service.
The publicity of the bank and
its branches is under the man-
agement of Mr. D. R. Bran-
ham, who creates the campaigns
personally. Aside from the
policy of playing up the “plus”
features Mr. Branham plans his
advertisements in series. This
is done in order that each ad-
vertisement will gain cumula-
tive effect from its fellows in
the series. A series is not run
over two months; sometimes it
runs for no longer than a
month. The reason for this is
that Mr. Branham feels that
the series as well as an indi-
vidual advertiseemnt will “play
out.”

The series that is being run

ADVERTIS- | as this is written is called the

“IF” series and will make a run
of about two months. Each ad-

| vertisement preserves the con-

tinuity feature common to the
Hellman series. Each ad-
vertisement deals with some
emergency that impresses the
advantages of the all night
bank. These incidents are so
common, so liable to happen to
Mr. Average Man, that one or
more advertisements of the se-
ries is bound to strike a re-
sponsive chord; perhaps will
hit some experience that has
befallen the reader.

Take the  advertisement
headed “If you get a telegram
tonight that requires hasty

preparation and the catching
of the early morning train, will
you have funds available im-
mediately?” That is very hu-
man, isn’t it?

Then there’s the one that
deals with the losing of the
purse “tonight.” Another, “If
it required cash to close a deal
tonight.”  Still another, “If
the motor cop gets you to-
night” Notice that the word
“tonight” is used throughout to
drive home the idea with full

force.
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Some of the Hellman Bank ads that set people thinking

In order to get an idea as
to how the advertising pulled
an evening insertion of an ad-
vertisement of the series, under
the title, “If your husband died
tonight,” was keyed. A book,
not ordinarily asked for by the
average person, “Salient Points
Governing the Distribution of
Property,” was illustrated and
readers were asked to call for
the book. Over 180 persons
called for the book.

Appreciating the cumulative
effect still further, the bank di-
vides its advertising between
the morning and evening pa-
pers. It does not, however, al-
ternate, as many advertisers do.
It runs in the evening papers
for six months and then runs
in the morning papers. In this
way the interest is not broken
and the habit of reading the
advertisements is more easily
developed than if the chain
were broken by more distant
insertions.

The series that preceded the
“IF” series was one that fea-
tured a fictitious military char-
acter, “General Thrift.” This
started out with teaser inser-
tions and then brought out the
“general.” From his mouth
came points about the services

of the bank. Several years ago
the bank ran another fictitious

character, “Mr. Thoughtful
Business  Man.” He ran
through quite a series and

usually was shown in the act of
telling a younger man or an
associate about what some one
feature of the bank had meant
to him. The advertisements
were real human interest pieces:
and had the effect of a third.
party boosting the bank.

The year ending with Novem-:
ber, 1918, showed a gain of |
$2,000,000 in deposits. In ten |
years the bank has gotten 43,-
000 depositors. In the Liberty
Bond sales the bank has sold |
to 26,000 individual buyers, be- |
ing second to the Security
Trust and Savings Bank, which |
sold to 28,000. In the district
there were in round figures'
200,000 individual buyers. The
bank has three branches and
but recently remodeled the par-
ent banking house. About 90
new accounts are opened each
day, and about three-fifths of
the bank’s savings account]|
business is done after the regu--
lar hours of the ordinary bank,
that is, from 4 p. m. to mid-
night. The night business

is steadily increasing in vol-
ume and in proportion—
showing the effect of the
constant hammering on this
service. The large room of
the main house, at Sixth and
Main Streets, on Saturday
nights resembles a bargain day
crowd. The effect of the serv-
ice on the weekly pay envelope
is readily seen. On the other

‘hand, other classes drive up in

numbers in cars at late hours.

In addition to newspapers
the bank uses the billboards.
These are painted on paper
stock and give the bank some
striking boards that are dis-
tinctly the bank’s own adver-
tisements. The work is done
in the sign shop and duplicates
of each design are economically
done by the “shining through”
process. By this method the
original design is placed behind
the blank sheet on which the
duplicate is to be painted and
before strong lights. The de-
sign shines through, enabling
the painter to work quickly
and accurately without having
to trace or refer to a miniature
design.

15
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Member Federal Reserve System
To the Public:
In less than five years the
INTERNATIONAL TRUST COMPANY

Has increased the amount of its Deposits from under
Seven Million Dollars to more than Twenty-two Mil-
lion Dotlars; it has increased the number of its De-
positors from Fifty-five Hundred and Twelve to Sev-
enty-four ‘Hundred and Fifty-four (7454) in the Com-
mercial Department, and Forty-six Hundred and
Fifty-one (4651) in the Savings Department. .

Through its Officers and their Assistants it has
tried to do its full duty to the Country and the Com-
munity in times of Peale and War. During this period
of Growth and Development, it has not paid out a
single dollar In Commissions™or otherwise to secure

new

as depended entirely upon Quality

than are paid by other safe,
ing institutions. Its Board

. r approval of 2
ty»:led by a Banking

of Service to produce results.
does it propose to pay, higher interes rates on

tive of the best business brains in Boston, and they are
all vitally interested in the success of the Company.

If you believe in Democracy in Business—in sup-
porting an Absolutely Jodependent Bank; in showing
lpohcy which recognizes the duty
nstitution to the Publk. it Is sug-

It has never paid,. mg
sound, conservative -
of Directors is representa-

inthel

ested that you become 2 Dep
%‘mst Company.

115 Sammer Stieet:

., Gl Zheceg?

Nationel, State asid' City 6f Béeton Depository ,

President.

An ad with dominant personality and strong appeal

PERSONALITY

After all it is personality
that counts, and your per-
sonality is very much what
you decide early in life it
shall be. Personality em-
braces the qualities of neat-
ness, cheerfulness, courtesy,
alertness, patience, unself-
ishness and appreciation of
human nature. These qual-
ities spell efficiency, and, al-
ways, efficiency spells suc-
cess.—George M. Reynolds.

&

ENTHUSIASM BORN
OF FAITH

“A bank that
to take up constructive
advertising should enter
the field with enthusiasm,
determination and perse-
verance. Unless there is
an enthusiasm born of
faith in the bank’s mission
of public service and sup-

18

is going

ported by ambition to widen
its scope with every turn of
the wheel, the great founda-
tion stone is missing. Un-
less there is a spirit of de-
termination and persever-
ance that will brook no dis-
appointment, and a patience
that is willing to wait for
results, it were better the
bank did not venture forth.
Many banks have tried a lit-
tle advertising and aban-
doned the policy because the
results did not seem to fol-
low fast.”—M. E. Holder-

ness.
©]

“I saw some stock offered
at one cent a share,” said
Mrs. Wombat. “Well?”
“Would you invest?” “It’s
hard to tell about stocks.
Some go up, others go
down.” “How can it go
down at that price?”’—Lou-
isville Courier-Journal.

Books on Bank Advertising

Bank Window Advertising. By
W. R. Morehouse. Illustrates
and describes many displays
which can be adopted by enter-
prising banks to an endless va-
riety of subjects. Price, $2.50,
postpaid.

Bank Deposit Building. By W. R
Morehouse. Contains practical
and proved methods of increas-
ing your business and holdlng it
Coplously illustrated. 260 pages
Price, $3.00, postpaid,

Bank Letters. By W. R. More-
house. Contains 82 actual let-
ters reproduced by multigraph,
designed to meet every need of
ordinary bank correspondence.
Price, $5.00, postpaid.

The New Business
By T. D. MacGregor.
how a bank can systematically
cultivate and secure new busi-
ness from varfous sources. Il-
lustrated with forms, etc. Price,
$1.00, delivered.

Pushing Your Business. By T. D.
MacGregor. Explains the prin.
ciples and practice of financial
advertising, illustrating various
methods and showing mechan-
ical detail of writing copy. 200
pages. Price, $1.60, postpaid.

2000 Polnu for Financial Adver-

T. D. MacGregor.
conta.lnl 2,000 suggestions for
the wording of as many bank
ads. Adapted to the use of
commercial banks, trust compa-
nles, safe deposit companies and
savings banks. 170 pages
Price, $1.75, postpaid.

Bank Advert! hlnx Plans, By T. D.
MacGregor. Describes hundreds
of plans, other than newspaper
advertising, which banks have
successfully used in bullding
business. 200 pages. Price,
$2.50, postpald.

Describes

SPECIAL OFFER

For a limited time we
wﬂl present a copy of
Morehouse’s
"Wntten Examinations
for Bank Employees,”
free with every order
for Mr. Morehouse’s
"Bank Letters.”

A full description of
the “Examinations” ap-
pears in May issue of
BOOK TALKS and
the “Bank Letters” are
already being used to
advantage by a steadily
increasing number of
bankers.

Five dollars for both
“Bank Letters” and
“Examinations.” Order
early.

THE BANKERS PUB-

LISHING CO.
253 Broadway, N. Y.
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ADVERTISING AS AN
INVESTMENT
By Lorixe C. Peepe
By THE VERY NATURE of his
profession, the banker ‘is called
upon to demonstrate conserva-
tism in all of his judgments.
Conservative estimates of values

and conservative views on eco-
nomic conditions are essential!
to the safe-guarding of the in-|
terests which he represents. At
the same time, misapplication
of conservatism to bank adver-
tising is a serious reflection on:
the sound business judgment of

many bankers. i

In the first place banks, gen-,

erally speaking, were about
twenty-five years behind the

times in waking up to the valuei
of advertising as an investment :

for financial institutions. And
now that the first principles
have been accepted and the
average modern bank is able to!
pass a reasonable advertising '
appropriation at its annual
meeting, despite usual resist-
ance on the part of the ultra-|
conservative members of the
board, banks are still erring on
the side of conservatism, as is

(
i

|

** Taking Our Boys Back ”* is good
business

patriotism and also good

tionate to the investment.
Undeniably, the bank official

has the right to pass on all copy
to be used with a view to check-
ing and protecting the policies
of the institution and it is,
moreover, his duty to do so,
but it is also his duty to find

evidenced by the style of ad-, skilled advertising men who can

verttsing which many
electing to employ.

are:

carry his message to the public

iin such a form that it will pro-

Many have yet to learn that|duce business and accounts for

an advertisement must be
viewed through the eye of the
prospective client and that ad-
vertising of interest to the pro-
fessional banker is seldom of
interest to the layman. Like-
wise the reverse is true. The
advertisement which impresses
the public is often odious to the
banker. As long as banks in-
sist on spending their appropri-
ations in publishing advertising
copy, written primarily to!
please and flatter themselves,|
so long will they continue to,
“misappropriate” the funds of
their stockholders, and so long

the bank fully commensurate
with the money invested. In di-
i recting this work the official
should be broad enough to com-
pletely smother his personal
caprice and prejudice. Were
the full weight of the combined
criticism resulting from the pre-
conceptions and prejudgments
of a staff of bank officials to

proposed by a live advertising
manager, the results produced
would doubtless resemble the
remains of a village which had
been visited by an earthquake,
a cyclone and a shrapnel bar-

will the returns be dispropor-

rage,

L

fall upon each piece of copy !

There are throughout the
country a number of banks that
have grasped the full signifi-
cance of advertising from the
investment point of view and
that not only devote their best
thought and energies to this
side of their work, but devise
as well, intricate and practical
systems for checking up the
actual financial returns which
their investments are netting
them.

1t is hoped that this brochure
on conservatism will, therefore,
be accepted as & bit of a pros-
pectus in favor of moving the
yearly advertising budget out
of the speculative and into the
investment class.

&
BECAUSE

Tue SecoNp NatioNaL Baxk,
Toledo, in a series of small but
excellent newspaper ads gives
the following reasons why vari-
ous depositors came to that in-
| stitution:

|  +Because I value the Advice of
such an old and successful Bank.”
“Because I have not forgotten
the Good Turn you did me 40
years ago.”
‘“Because so many Men - who
have done Big Things Bank Here."
“Because a Man is known by
the Bank Account he keeps.’’
‘““Because you have made such a
Success of your Business.”
“Because you seem to appreci-
ate my Business.”

&

SIDELIGHTS ON
TISING

Tuis philosophical versification
on the subject of advertising is
lculled from one of our country

i exchanges:

1
1

When the dust is on the counter
and the cobweb's on the shelf,
there's no one in the store but
{your own disheartened self, and
| your stock is getting shelf-worn,
|and everything looks stale, and
'bllls enough are coming in to
| make a banker pale. Oh! then
{is the time a fellow is a feelin’
kind o' blue, and is puzzled with
the thought of the proper thing to
do. In such a situation but one
remedy applies. If you want to
get the customers, you've got to
advertise,

ADVER-

1

1
i
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HE amount of bank ad-!

vertising literature pro-
duced annually must be very
large in the aggregate. Leav-
ing thc matter of quality!
aside it is very interesting:
to consider this subject fromf
a quantity standpoint. How
many million booklets, how!
many tons of circulars are’
put out every year by thcl
thirty-odd thousand financial
institutions in this country:
and Canada? Even if only
every other ton of this mat-,
ter receives a careful read-
ing (which may be a high
estimate) it cannot help but
have a profound influence on
the economic education of
the people. We are thriftier
and more systematic in our
financial affairs than we
would be if the banks were
not so solicitous of our
temporal welfare. The great The striking cover of TNT, the new house organ of the Northern
aim of advertising banks! Trust Ce., Ch'ca@

ought to be to make their|- o S
printed messages so attrac-|thracite. -\mong the bank food, but the “orld-mde
tive that they will be read|advertising characters now needs are going to continue
and acted upon favorably. tin the limelight are “Mr. to be very great and we are
'Thrift” and *Miss Four still urged to stimulate pro-

& Percent.” The former works; duction. Probably this year
PERSONIFICATION is a device|for a Western bank and the there will be more agricul-
sometimes used effectivelvllattn for a Southern mshtu-!tural contests and exhibi-
in bank advertising. In the|tion. May their shadows tions than ever under the

good old days before the!never grow less. auspices of banks in agricul-
Government took over the! & tural districts. Not the least

railroads and put a stop to! important of the ways in

the advertising efforts of the| Tiie coirEraTION of bank- which the bank can be of

different roads, the classic|ers and farmers is an old service to the farmer is in

illustration of personification |but ever new topic. It looks helping him keep his finan-

in advertising was ‘“Phoebe |as if this year there would be cial records by means of a

Snow” of the Road of An-|a plethora of some kinds of 'checking account. There is
1N
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quite a movement to increase
system on the farm and a
bank account is one of the
important means to that end.

&

SAVING AND LIFE INSURANCE | 3
are both handmaidens of
thrift. They are not com-|
petitive, but supplementary
to each other. A Cleveland
bank advertises a plan to
make the payment of life in-
surance premiums easy. The
plan is simply to deposit
weekly in a savings account
so that when the annual or
semi-annual premium is due
the money will be on hand,
to meet it. People are urged'
to pay the premium annual-!
ly, taking advantage of the:
better rate secured in thisg
way and also receive interest!
instead of paying it.

&

A cerTalN New York City;
trust company used space in|
about sixty programs in one'
vear. The money spent in
that way might almost as
well have been burnt up as
far as any advertising bene-' ~

fit derived from such public- S3me

E—BANKING PUBLICITY
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0 $130,000 BONDS
s (Rodoery on 224 Story of™
et Pittsburg Building
A is Puzzle.

oo | Detectives Work on Beliet
. That It }}::.me-llan

sor

AY |-y P PaneXew Yors Tumes Lonsod --;

e FITTEBURG. Feb. 27.—The wmia-
chinery of

n

' ectiven o

the Pittaburg burean g
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ERHAPS the valuc of the securitics now locked in your office
P safe doesn't run into such a big figure—but—

h 1,000 worth or cven $100 worth, better put them in 2
glzod:p:s‘i': I:)x in the strong vault at The Cleveland Trust Company.
Here is provided every possible safeguard against theft or fire.

Today is the time—tomorrow may be too latel

The
Cleveland
Trust Company
Resoarces over $63,000,000.

Another one of those “scoop” ads for which the news of the day
furnishes so many good texts

for it whether it is seen it vourself get somebody to

ity is concerned. The only and read by all the readers help you who knows how to

satisfaction is that perhaps
some worthy causes were

{of the paper or by only part handle type, illustration and
of them.

Your object then language to get the best pos-

helped and some good de-
positors pleased. But it is
too bad that such expendi-

should be to endeavor to get
as nearly 100 per cent. circu-
lation for your advertise-

-sible results from these tools.
.The additional cost will be
-taken care of by the in-

tures have to be charged up Ment as possible. Is it not creased results from the ad-

to advertising.

&

YoUR ADVERTISING

costs you a certain amount|cent.?
of money. You pay just the|copy.

|reasonable to say that an ad-
(vertisement read by 80 per
,Icent. of the possible readers
'is worth twice as much as

space’one read by only 40 per

The answer is good
If you can’t produce

vertising.
o

A GooD MANY BANKS have
not yet given enough
. thought to the importance
jof using a distinctive typo-

19
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graphical style in their ad-
vertising. This means not
only to use the same style of
set-up and signature every
time, but also to have a style
that no other advertiser
uses. That is what creates
personality and atmosphere
for the advertising with re-
sultant benefit to the adver-
tiser. It increases the value
of the advertising space.
That is, such a distinctive
advertisement in five-inch
double-column space may be
worth as much as an ordi-
nary advertisement using
twice the space, the smaller
advertisement having more
pulling power per inch than
the larger ome, not so well
planned and executed.

&

WILL THE coMING of prohi-
bition help make bank ad-
vertising more resultful? We
believe it will and are sup-
ported in our belief by
Thomas H. Brewer, presi-
dent, of the Fidelity  Nation-
al Bank of Spokane, who
says: “On March 4, 1914,
in the happy days of booze,
Spokane’s bank deposits
were $30,998,302. On March
4, 1918, they had grown to
$44,471,216. Bank clear-
ings in 1917 over 1914 were
an increase of 69 per cent.
and bank transactions
showed a jump of 73 per
cent.” Charles E. Marr,
who operates six or seven
busy groceries scattered over
the city, says that “Easily
fifteen per cent. of our fifty
per cent. increase in trade
over three years ago is due
to prohibition.”
20

36 Banks in 33 Cities

At Yoar Service For Foreign Trade

IPYOUI.UNNBBWMM&WMWDC&.NNM

cities of the United Btates and Canada shown

befow, and you desire to

extend your market to-the export fleld, you will find the officers ¢f cas of
our stockholding banks-resdy to render you personal service. This closs sme-

lations abreed.

ciation s of the utmost

tage in p

ting your trade

Imperts ohd caperts financed, drafis and latiers of credit isewed, bille
4““-"““'&—;*“
1oals of merchandiss, or any other foreign bonting business iremsscted

—

How one company shows its chain of banks ready for service

HOW BANKS ARE AD-
VERTISING

A coop poINT is brought out in
an advertisement of the Ladd
& Tilton Bank, Portland, Ore.,
as follows:

A WONDERFUL THING

is coming to this country as a
result of war conditions. A nation
that has borne the reputation of

spendthrift, waster, has been
learning to save. Even the little
children set the example, and

people who have never owned a
bond in all their lives before
proudly display their Liberty Loan
buttons.

What an effect these habits of
saving and thrift i{f persevered in
after the war are going to have
on our National life, How the per-
centage of paupers will decrease,
and the number of charitable in-
stitutions lessen. The message
which the banks have aiways
tried to dellver to the peuple will
at last have been heeded.

IN ANOTHER coLUMN is repro-
duced a map from the state-
ment folder of the Mercantile
Bank of the Americas, showing
the graphic way in which the
portions of the world in which
the bank has branches and
agencies is portrayed. Now
that the United States is con-

ducting so large a part of the
financial business of the world,
the banker has to get out his
geography frequently, and so
the use of maps in bank adver-
tising is becoming more and
more common.

A New mEA in bank advertising
is a folder on one of the inside
pages of which is tipped a
photograph of Col. William
Leckie, the new president, is-
sued by the Bluefield National
Bank of Bluefield, W. Va. “In-
troducing our new President,
elected January, 1919,” is the
title en the front cover.

“AND IT CAME TO PaAss” is the
title of an advertising folder
issued by the Seattle National
Bank. The text of the folder
is in Biblical style and recounts
the doings of Ole of the Tribe
of Hanson, Norseman. It is a
clever and timely piece of work.

Tae Fimesr Nationar Bawx of
Boston has issued a special cir-
cular on the Internationa]
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Trade Mark Registration Bu-
reau of Havana, giving the full
text of regulations as estab-
lished by treaty between coun-
tries of the Northern Group of
the Western Hemisphere.
Proper care in the registration
of trade-marks has much to do
with increasing and holding our
foreign trade, and this is a spe-
cial feature of the Commercial
Service Department of the First
National Bank.

Tae Fmst NatioNaL Baxx of
Berwick, Pa., has issued a book-
let in commemoration of the
fifty years of service as cashier
of S. C. Jayne. The front
cover bears this quotation from
ILongfellow: “We judge our-
selves by what we feel capable
of doing, while others judge us
by what we have already done.”

THE ADVERTISING MANAGER oOf
the Cleveland Trust Co., Cleve-
land, O., was responsible for a
very successful “scoop” ad
which is reproduced in another
column of this issue of Banking
Publicity. The ad explains it-
self. A careful reading of the
daily newspaper will supply
any bank with plenty of mate-
rial for advertising of this sort,
which wins by its timeliness.

Tue Nationar Baxx or Coy-
mence in St. Louis, having add-
ed a trust department to its
many forms of service, issues a
little booklet entitled “A New
Service From An Old Bank,”
explaining the aims and pur-
poses of the department.

MempersHIP in the Federal
Reserve System is made much
of by some banks in their ad-
vertising and it certainly is
something worth talking about.
The Citizens Bank of Metter,
Ga., does it in this way:

FEDERAL RESERVE BANK
MEMBERSHIP IS BEST
PROTECTIO)

The management of the Citizens
Bank, Metter, Ga., is approved by
the Federal Reserve Bank, the
strongest financial institution in

the world.

The officers of this bank would
naturally use every precaution,
such as insurance and bonds, for
their own protection, because they
have their own money In it. Then
the United States Government, the

Training His Children

to Be

Good

Business Citizens

il

NE of our customers whose face we see

ind

gularly at the d

is a foreigner who bas been in this country only a few years. Yet
he bas built up an enviable interest account for himeelf, and has started
one for each of his several children. He brings them in regularly to

deposit the money which they have

earned.

This is the best business training which can be given to children. Are

such

Start one now. You

yours receiving it? We wel

will be surprised to see how rapidly money accumulates when you

deposit regularly.

Utica
& DEeposit CoMPANY

Genesee, LaFayette and Seneca Streets

TRuUST

Starting the children in ways of thrift is the surest road to independence
in later life

county and city carry large ac-
counts with this bank. They de-
Foslt here because they know it

s safe.

To get an idea of what is be-
hind the CiMzens Bank, Metter,
Ga., read the statement of the
Federal Reserve Bank, Atlanta.
The Federal Reserve Bank of At-
lanta is the fountain head of all
the member banks in this section.
The Citizens Bank, Metter, Ga.,

after being examined by Govern- |

ment officials, was found to be in
good condition and was the first
bank in this section to be accepted
as a member of the Federal Re-
serve Bank.

FroM THE sTATEMENT folder of
the National State and City
Bank, Richmond:

WE WANT THIS BANK TO BB
DIFFERENT

To breathe a different spirit, to
reflect a different attitude than s
said to prevail in some financial in-
stitutions.

‘We desire that this shall be a
bank of willing, cheerful service—
broad in its views, generous in f{ts
sympathies, helpful in its strength—
conservative only when conservation
is necessary to maintain that
strength.

We want the conscientious inter-
est that we hold for the welfare
of our customers to be the magnet
which will attract and hold the
patronage of a discriminating and
nppmclntive public.

We that this spirit shall
prevail in every department and
reflected in the helpful attitude of
every employee.

This has
past. It will continue to be our aim
and purpose in the future.

been our endeavor in the

THE HOUSE ORGANS
GeErHARD M. Dani, vice-presi-
dent of the Chase National
Bank of New York, has an ar-
ticle on “The New Dollar Di-
plomacy,” in the current issue
of The Chase, the monthly pub-
{lication of the Chase National.

THE HISTORICAL ARTICLES pub-
lished in The Mettco Meteor,
i the publication of the Metro-
politan Trust Co., New York,
have attracted much attention
by their interesting composition
and the excellence of their il-
lustrations. The current issue
contains “Notes on Early New
York as a Shipping Port,” by
Norman Mason, one of the most
interesting of the series.

DuriNe THE wAaR TNT was sup-
posed by the colored troops to
stand for “Travel, Niggah,
Travel,” but in Chicago it
stands for Northern Trust Com-
pany and the new house organ
which was launched in January.

be | The cover of the new publica-

| tion is reproduced in another
| column, and the inside pages
. are editorially and typograph-
81
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This map is part of a statement folder of the Mercantile Bank of the Americas, and a graphic portrayal of the

ically worthy of that strong in-
stitution.

Tae Lmserty NatioNaL Baxk,
New York, is another of the
banks that has found it neces-
sary to establish a house publi-
cation, and the result is The
Liberty Torch, of which Volume
I, No. 1, was issued in Febru-
ary, 1919. This publication is
unusually handsome typograph-
ically, and contains much inter-
esting matter. Among the il-
lustrations is one of Col. Har-
vey D. Gibson, president of the
Bank and American Red Cross
Commissioner for France, ad-
dressing a group of workers
just arrived from America.

Uxper THE TiTLE Of 3rd District
News, the Hibernia Bank and
Trust Co. of New Orleans is is-
suing a monthly house publica-
tion in the interest of its Indus-
trial Branch.

&

SIMPLICITY AND RANGE
Among many recent testimo-
nials in favor of the books of
one of our most successful au-
thors, we print the following:

Gentlemen:

I am pleased to enclose herewith
my check covering balance due on
my bill for books. These books are
all splendid, but especially am I
pleased with ‘‘The Practical Work
of a Bank’” and * Cominercial Paper”,
their simplicity and wide range is
8o great.

JOSEPH P. CHAPMAN.

Waterloo, Ia., Feb. 26, 1919,
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'you pay two per cent. on in-

geography of its service
EVERYTHING IS NEWS |
TO SOMEBODY

A\ SENIOR OFFICER, said M. E.,
Holderness of St. Louis, in one,
of his recent addresses, once|
laughed at me because I ap-
pended the address to my bank
advertisement. He said, “Do
you suppose there is any poor
simp in this neck of the woods
who doesn’t know that our bank
has made this corner famous?”
My answer to that unhappy
question was this—I never ran
one ad. after that without giv-
ing the exact location of the
bank:

Everybody doesn’t know that
vour bank is located at the cor-
ner of Goose and Spruce streets,
everybody doesn't know that
you will accept a checking ac-
count with a balance of $100.
Everybody doesn’t know that

active halances or three per
cent. on savings. Everybody
doesn't know what a traveler's
check is. Everybody doesn’t
know who your president is and
why you pay him $10,000 a year.
Everybody doesn't know who
yvour directors are, and why
their connections make your
bank a safe place to carry an
account.

In fact, there is somebody to
whom any information about

THE PERSONAL
EQUATION

THE PERSONAL EQUATION IS
something which cannot be dis-
regarded in connection with
bank advertising. Take direc-
tors, for instance. Usually
they are considered one of the
best assets of a banking inst:-
tution. When you have a good
board it ought to be featured
in your advertising from time to
time. We reproduce some good
advertisements of that kind
and commend them to the at-
tention of other banks having
a directorate of which they are
proud and the individual mem-
bers of which are prominent,
successful and respected in the
community.

On this same subject, the
“Little Schoolmaster” in Prisl-
ers’ Ink the other day repro-
duced an Irving National ad
and added by way of comment:

What the Irving National Bank
has done is not new; it has beed
done by banks before. But it is
one of those simple, obvious
things that ought to be done, the
Schoolmaster belleves, every time
a bank falls back on the listing
of its board of directors as lb‘*
subject for an advertisemen:
The Schoolmaster refers to the
matter of introducing each of the
directors by mentloning his bus-
ness connection.

There is nothing interesting °’
calculated to inspire confidence
about a mere list of names. Most
of these names mean little if anf-
thing to the average newspaper
reador, or even to the averax

vour bank would be news.

business man. But when the list
{18 explained—the men Introduced
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—as is the case in the Irving Na-
tional Bank advertisement, the
board of directors turns from a
cold, lifeless skeleton to a thing
of flesh and blood, and it begins
to talk,

One has a feeling that it would|
be very fine to trust one’s funds!
and financial affairs to the hands
of & group of men like the presi-
dent of Belding Bros, & Co., the
manufacturers of sewing silks,
and to the vice-president of the
famous Childs string of restau-
rants, and to the vice-president of
E. 1. du Pont de Nemours & Co.,
and to the president of Borden's
Condensed Milk Co., and to F.
W. Woolworth, the millionalre
ten-cent store man, and twenty-
three other men who are well and
very favorably known for their
business acumen, once their con-
nection is stated. Of course, not
every bank can boast representa-
tives of such prominent businesses,
but men of lesser prominence are
quite as impressive in lesser cities|
to the public of those cities.

And what happier heading for!
such a 1ist of business-men direc-|
tors than the one which tops this!
advertisement—*''An active direc-’
torate!"’

i

How leading banks make use of the ‘‘ Personal Equation " by idvertlsing the personnel of the institutions

HOW YOUR CREDIT CAN|ing of figures. On the other
BE STRENGTHENED | hand, the less your bank knows
AT YOUR BANK Eabout your business, the more
T 18 Nor often that there is ;z?lﬁg;l:diit must be in granting
enough meat in a single bank ° Wwith these facts in mind, the
advertisement for a whole article.| Mercantile Trust & Deposit
But recently the Mercantile| Company has established one
Trust & Deposit Co. of New| special aim.
York published a large adver-! It aims to maintain a close
tisement in the New York. relationship with its depositors.
Times, which we quote, believ-

nly by such close relation-
ing that it will prove of interest ShiP, we feel, can we serve de-
and value to all bank adver-,

i positors to the full extent war-
tisers:

ranted by their affairs, and by
. sound banking practice. Our
When it comes to a matter | credit policy is conservative.
of extending your credit, your | We desire, however, to over-
bank is in this position: look no sound ground for
Close familiarity with your  credit extension.
business will often put yourl To illustrate :—
bank in a position to extend |1. Buying raw material at a
you credit which would not close price may be very im-
be warranted on the cold show- portant to your business.
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KEOZIE AVENUE & 1877 STREET
CARITAL § 290.900.00.

itors it can share this
information and Relp
them to decide busimess
policies.
The success of the Mercan-
tile Trust & Deposit Com-
pany, which has been marked,
we attribute to three things:

1. Sound bank manage-
ment.

2. A directorate of men
who represent diversi-
fied lines of business
and are thus able to
sympathize with many
business viewpoints.

sumeLLG $80.000.00

omecrons

CHICAGO

TO LIBERTY LOAX BOWD SUBSCAIBERS.

Millicns of people bave purchased Liberty
Bonds on the Partial Payment Plan, and bave
disccvered how easy it is t0 save SYSTEMATICALLY,

cook by weok. 8. A spirit of personal re-
In this comnection, and now at the dawa of lationshi between the
S e e ey eitiee bank and its depositors

We cordially invite any
business which seeks such a
relationship to talk its af-
fairs over with us.

We desire especially to
establish relations with busi-
ness of the sound progressive
sort, in the gro of which
we may have opportunity to
assist, as occasion offers.

The officers of the bank
will be found most easily
reached for a personal inter-
view without unnecessary
formality.

Are you going to joim the army of new savers!

James J. Eill, the great builder of the Northe
went, once said, “If you want %0 kuow shether you
sre going to succeed - tbe test is easy. Are you
able to save money! If mot, drop out. You will
surely 10se. TYou may sot tbimk it, dut you wild
lose as sure as you live."

Once get the saviag hadit and, unless you are
an exception to the gemeral rwlo, you will fiad
that saviag money is As easy as speading momey.

The individusl who tms back of him a saviags
bank account, t0 be depended upon im say emergency,
1s morelly, ‘as well as fimancially, & betser
citizen than the one whe lives from hend %0 mooth
and canmot command capital.

It you éo not possess ome of our opea an ‘oday,
with st least $1.00, and give us the pleasure of bandisg you a KEAL SAVINGS BOOK,
to stars you on the road %0 success.

Books on Bank Advertising

Bank Window Ad By
W. R. Morehouse. Illustrates
and describes many display
which can be adopted by eater-

i prising banks to an endless v3-
riety of subjects. Price, $15.

- postpaid.
Bullding. By W. &

e velcomes the opportwmity of lorﬁn you.

President,
Making the Liberty Bond buyer a permanent patron of the Savings
Department—how one bank is working it out by mail

Sometimes you mvalr need
to borrow more heavily than
usual in order to take ad-
vantage of the market.
If your bank’ already
knows the conditions
surrounding your busi-
ness, it can intelligently
and promptly act om

24

If your bank knows the
conditions surrounding
your business, it can ap-
preciate whether added |
credit is warranted. !

4. Application to your bank |

for greater credit may;
mean that your business is |

Bank Let

Bank
Morehouse. Contains practicsl

and proved methods of increas-
ing your business and holding it
Copiously illustrated. 250 pages
Price, $3.00, postpaid.
ters. By W. R. More-
house. Contains 82 actual let-
ters reproduced by multigraph
designed to meet every noded of
ordinary bank co ndence.
Price, $5.00, poctp:‘l.d.“’o
Business De

in a bad way, or, quite to | The New

your request for funds. the contrary, it may indi-; By T. D. MacGregor. Dseﬂbrl
2. Large, sound customers may | cate a healthy state of | DOw e bank can systematicaly
at times be slow in making growth. | ness from :‘dom sources m::
is ¢ lustrated with f
payments. If your bank is in close| lustrated with forma etc
This may leave you touch with your busi-| 2000 Points for Financial Adver
;"0’;: 0{ ,:d"d’h If your ness condition it kmows | tising By T. D. MacGreg:
ank already has a line promptly how to inter-| Gontalns 12,000 suggestio
on your customers and pret prozunt: for ex- :ha:. 'om?p‘tegf to :::nym.w:-kr
their business habits, it tended credit. et:mmer;:h(l‘ bu:‘l:., trust fom:‘ld
can_act intelligently on |5 A well managed bank gets| mavinge . oonke 1o o
","‘m “:’“d under these from many sources infor- g‘:};,";:.-:‘i?;i‘ﬁp..{' oB D
circumasiances. mation which throws a help- | Pushing Your ess. By °.
8. With prices up where they ful light on business anp«i 5;&2"3{' ,,m‘c‘.m:,'::.:::x
areknow, it takes more economic conditions. n.dv&r&l’:hc. duu:tnlun: nﬂo-m
working capital to run a If a bank is on closs| To° and showing mechil.
business. terme with ite depos-| agen Price 3160 postpetd.
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IMAGINATION THE AD-
VERTISING MANAGER’S
GREATEST ASSET

By Franx Wruson, Publicity
Manager Guaranty Trust and
Savings Bank, Los Angeles
Way 1s rr that a feeling of dis-
trust is aroused in the minds of
many of our biggest business
men at the mention of the
word “imagination?” Is it be-
cause the word has lost its
meaning? More probably be-
cause its meaning is not clearly
understood, and imagination is
deemed by many as suitable
only for the “movie” director,

scenarsoist or fiction writer.
This is a most unhappy mis-
conception. Imagination is a
great force, one of the great-
est. The advertising man uses
it every day in the building of

his copy. He rightly under-|

stands its power and trains his
imagination to the highest de-
gree of excellence and profits
exceedingly by so doing.

A few minutes’ study on the
value of imagination will con-
vince any intelligent mortal of
the truth of the above state-
ment and it is strictly in ac-
cordance with facts to state
that the exceptionally classical
advertisements of to-day are
the result of the constructive
imagination of their builders.

Imagination is purely a
mental function and may be
defined as “thoight building”;
in the beginning it is essential
that the idea should be tested
and proved unassailable in the
mental furnace; when this is
done, the thought-building can
proceed in accordance with the
laws of reason, one thought be-
gets other thoughts—-one mental
image begets another mental
fmage, and as these images are
flashed across the conciousness
they become fixed in the mind
and are subject in their turn
to the fires of reason. This

Your Wife’s Welfare

This makes a strong appeal to the'W
married man

process is continued until some
mental structure (or image) of
outstanding merit is brought
into prominence. Then comes
the task of transferring the
mental image to the actual or
material hard-boiled facts, and
the image born of the imagina-
tion is launched, as it were, in
its completed form for the bene-
fit of better business.
Imagination is a great force

in every stage of advertising;
it is of such vast importance)
that its usefulness cannot be,
over-estimated, and employers|
and all those concerned with|
that true progress of the world
of business would be wise if
they realized its power, and
brought it more and more into
the every-day problems of busi-
ness.

To-day, more than ever, we
need to develop our mental
powers, to think big thoughts,
to have great constructive
imagination, in order that we
may grasp the greatness of the
tasks that are drawing closer
every minute.

&%
DOUBLE THEIR SPACE
AN APPRECIATIVE publicity man-

ager of a well-known trust com-

pany in the Middle West writes
this department as follows:

I wish to thank you for your
kind words regarding this Com-
pany’'s recent newspaper adver-
tisements in the Banking Pub-
licity section of The Bankers
Magaszine. You may be iInterest-
ed to know that since. your com-
ment I have prevailed upon our
officers to double our space,

&

STREET CAR ADVERTIS-
ING IN CANADA

O~E oF THE Vancouver banks
has been running a series of °
educational advertising in the
street cars, designed to stim-
ulate savings deposit business.
The manager of the bank thus
reports his experience to the
Financial Post, Toronto:

If a manager of a store were
to advertise a certain article ex-
tensively, and that article had a
phenomenal sale, without being
able to trace the sales directly to
the advertisement, he would have
to conclude that a large percent-
age of the sales were the result
of that advertising. I am in that
position. Our savings deposit
business has gone up in jumps
during the last twelve months,
and several factors have contrib-
uted to this.

One is, that each member of my
staff, as well as myself, makes a
practice of remembering the name
of a customer—no small proposi-
tion in a down-town office of this
size. I find that it goes a long
way towards making a customer
feel a personal connection with
his banker, a relationship that will
mightily increase the ‘‘goodwill”
of the bank.

Another factor that has made
for increased deposits is this: we
have several large logging ac-
counts in the bank here. On sev-
eral occasions I have gone out
to the logging camps, and per-
sonally met many of the loggers.
In this way I have personally got-
ten many good savings accounts
for the bank from prospects who
had little banking experience and
had always fought shy of any
banking proposition.

Then there were our car adver-
tisements. These were run in a
series. The first a direct appeal
to the hundreds making big wages
in the shipyards to save it ‘“while
it was coming.” Then I followed
this up by others directed at par-
ticular industries—often mention-
ing the weekly total payroll, and
suggesting the question of what
percentage was saved, and banked.

As I sald, our savings deposits
have Increased several hundred

(Continued en page 8)
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ABOOST to advertising
has been given by Di-
rector General Roger W.
Babson of the Information
and Education Service of the
U. S. Department of Labor.
He says that it is the desire
of that department to stimu-
late business by suggesting
to present advertisers that
they increase their space,
and to prospective advertis-
ers that they bring their
plans to a head and start ad-
vertising immediately.

&

It 18 A wise PLAN to learn
why accounts are being
closed in your savings de-
partment, if such is the case.
A New England banker does
this by sending a personal
letter to owners of closed
accounts, enclosing a printed
card containing several pos-
sible reasons for closing an
account, and asking the erst-
while depositor to make a
check mark against the par-
ticular cause in his case.
Replies are being received
from about one-third and in
no case so far has the reason
for closing been on account
of discourtesy or lack of
satisfaction with the bank.
In most cases, being out of
work or leaving town are the
reasons assigned.

&

SpEAKING of unemployment,
there is no disguising the
fact that it is becoming more
common in different sections
of the country, and it is a
fact that must be reckoned
with in determining the line
26

63 YEARS OF

“”

Tuz NationaL Parx Banx

Niw Yorx Crryand of the
Unrreo Statesd
Starting out on its 64th

year, this bank plans, by
means of a series of adver-
tisements in this and other
newspapers, to keep the
public informed concern-
ing the constructive poli-
cics and the business serv-
ices of this institution—

out the country, with mu-
rual satifaction and profie.

SERVICE TO

BUSINESS AND INDUSTRY

ON MONDAY, MARCH 31, 1856

HE PARK BANK™ t
-* the head of Beekman Street, opposite the Park,
said the newspaper announcement of that time.

ON MONDAY, MARCH 31, 1919

opened for business “at

THE
NATIONAL PARK BANK
OF NEW YORK
Resources over $250,000,000

A Jate comer in the newspaper advertisingifield, but making up for lost
time in liberal space and excellence of copy

of argument or appeal to be
used in bank advertising at
the moment. The consensus
of opinion seems to be that
the period of readjustment
and labor difficulties need
not be a long one. This is
the way such things work.
The Norfolk & Western
Railroad recently laid off
about 1,000 at its Roancke
shops and on the division
running up to the Pocohon-
tas coal fields. The explana-
tion was that the demand
for coal had fallen off on ac-
count of the mild weather
and the cessation of war in-
dustries.  Therefore the

railroad was not as busy
hauling coal as it had been
for several years, so not as
many men were needed
But as soon as our regular
industries are able to take
up the slack caused by the
stoppage of war business,
the demand for coal will re-
vive and the railroad busi-
ness will be better and men
can be taken back, In the
meantime, let banks adver-
tise to induce workers to
save money in season and
out of season, so that they
may always have something
to fall back upon in times of
adversity.
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A BartiMore bank puts up
a clever argument in one of
its newspaper advertise-
ments on the text, “Why we
want many small business
deposits.” In brief, the ar
gument is, “The more de
positors we have the more
business friends we shall
have and the more avenues
for obtaining new custom-
ers and friends. Also de-
posits distributed over &
great many accounts are
more likely to remain steady
in volume than if distributed
over a few big accounts.”

&

THE coONTINUANCE of the
strong W. S. S. advertising
this year is helping along
the whole thrift idea and
ought to make savings adver-
tising of banks more effec-
tive than it otherwise would
be. We believe that was the
case last year and there is
no good reason why it
should not be so now.

&

THE ASSOCIATED ADVERTIS-
ING CrLuss oF THE WoRLD
are making a strong fight
against fraudulent advertis-
ers, especially advertisers
who are trying to extort
money from the gullible for
worthless investment propo-
sitions. Naturally bankers
will want to support these
efforts and it would be es-
pecially helpful if every
bank advertiser in the coun-
try would run an anti-fraud
advertisement in its news-
paper space at least once a
quarter. The Administra-
tive Committee of the Amer-
ican Bankers Association has
officially gone on record as
commending the Associated
Advertising Clubs of the
World for their work along
this line and the committee

Another New York bank that is late in starting, but has started right

has lent “its moral encour-
agement and support to the
further progress of this cam-
paign for truth in advertis-
ing.” &

ALL BOND DEALERS are con-
fident of active markets in
old and new bonds from now
on and extensive advertising
along these lines may be
looked for. It will be edu-
cative advertising, and in
our opinion it will have to be
of a stronger type than the
investment advertising which
was done in pre-war days
before we had become ac-
customed to the forceful ad-
vertising of Liberty Bonds.

&

By THE way, this month sees
the launching of the Vie-
tory Loan campaign and
bankers will again, perhaps
for the last time in this gen-

. ing advertising agency.

eration, have the opportu-
nity to help their Govern-
ment market these very nec-
essary securities. Let us ex-
cel all previous records in
the way we advertise these
bonds. Perhaps we will
need to, perhaps we won't,
but in any event, let us do

it.
&
ADVERTISING AS AN IN-
VESTMENT

Advertising s an investment
that ylelds a return in proportion
to the skill with which it fis
planned and executed. If you
have never thought of it in this
light and would like confirmation,
ask any great national advertiser
what valuation he puts on his
trade-mark and how much his ad-
vertising has returned in divi-
dends.

THE ForecoiNg paragraph is
an argument put out by a lead-
It is
cogent enough to interest bank-
ers, as their case is no different
in principle from that of the
manufacturer.
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HOW BANKS ARE AD- |
VERTISING i

A ~Nuxser of banks have adopt-
ed the slogan or trade mark,;
“The Home of Thrift.” It may
take its place alongside of|
“The Bank of Personal Serv-l
ice” as one of our most popular
bank slogans. l

WHERE A BANK owns an office!
building, the renting of it is
often one of the tasks of the
advertising department, a.nd_:
when the building is fully oc-
cupied, that fact can be used|
in the advertising of the bank.!
How one bank did it is shown|

in this advertisement of the:
Farmers and Merchants Bank,}

Stockton, Cal.: |

ONE HUNDRED PER CENT.|
RENTED

The Farmers and Merchants Bank
Building Is 100 Per Cent.
Rented |
This practical evidence of Stock- |
ton's development is, we must ad-
mit, most gratifying. |
Our only regret is that we have |
not been able to accommodate nu-
merous applicants for offices in the;
buflding. I
Stockton and San Joaquin coun-
ty are on the threshold of marked
development and this insfitution
stands ready at all times to play
its part in helping our community
grow. .
THE FARMERS AND MER-
CHANTS BANK

THE BLOoTTER i5, par excellence,
a good medium for a bank’s
neighborhood advertising. Here
is the copy used on a blotter by
the Minneapolis State Bank:

RIGHT IN YOUR NEIGHBOR-
HOOD

In the Lake street district there
is only one bank that {8 a mem-
ber of the Minneapolis Clearing
House Association. That institu-
tion is the Minneapolis State
Bank.

It is one of the nine Minneap-
olis banks that have met all of
the rigid requirements with which
a bank must comply in order to
be admitted to Clearing House
membership.

If you desire to carry your bank
account with a soundly managed,
strong bank, open either a Check-
ing or Savings Account with the
Minneapolis State Bank.

Its location is convenient to
you—right in your own neighbor-
hood. Step in any time and make
your wants known.

MINNEAPOLIS STATE BANK

IN HIs ANNUAL report to stock-
holders, the president of a large
trust company calls attention

Your Banking Friends
USINESS friends are valuable to the
business man in proportion as they belp

him to succeed in his own business.
Banking friends can be the most valuable of

industry that ensbles them to see the relation

2 to

, and their d

of one b
and

f fy be of resl

urvieou')lbenw

9

business man.

The oficers of the National Union Bonk wish
to be cousidered the banking friends of our

customers.

PHILLIPS LEE GOLDSDOROUGH, Presidegt

NATIONAL

UNION BANK

of Maryland

In the National Usion thers is Strength
Fayette near Charies

e~

This Baltimore bank makes a good point

efforts in the changed condi-
tions resulting from the war, as
follows:

Whereas, In former years Iits
most important features were the
handling of the funds and trust
accounts of large corporations,
railroads, etc., a class of business
which has been reduced, during
the past year especial attention
has been given to commercial and
private business, with the result
that 6,406 new accounts, bringing
substantial deposits, have been
added. The development of ¢this
new business has been an iInter-
esting feature of the year’'s activi-
ties, and we have now organized
the necessary credit and service
departments to handle it efficient-
ly. The success of these efforts
largely accounts for the increased
number of new accounts and @&
volume of deposits to offset the
losses incurred in the withdrawal
of railroad, foreign government,
and other business.

THE ROYAL BANK OF CANADA
sought the codperation of its
shareholders in a dignified
folder, the copy of which read
as follows:

The Shareholders of the bank
are its proprietors, and as such
are respectfully reminded of their
sentimental and financial interest
in its growth. The progress of
past years, and of 1918 in particu-
lar. has been highly gratifyving,
and the outlook is promising; but
it lles in the power of the share-
holders as individuals to enhance
the success of future operations
by diverting business to the bank.
The growth of earnings is large-
ly dependent upon increase of de-
posits, and any holder of shares
can contribute to the bank's de-
velopment and consequent In-
crease in earning power by gain-

to the result of new business
28

ing new deposits for it through

personal effort. Co-operation with
the board of directors and the of-
ficers of the bank in this respect
is earnestly invited.
CoxcerNiNg its trade letter,
the Old National Bank of Spo-
kane informs recipients:

The Trade Letter enclosed here-
with {s furnished without charge
to  the bank's customers and
friends and will be mailed to any
address upon request. The aim of
the letter is to give business men
a picture of existing conditions in
the world of finance and industry.
We will be pleased to recelve sug-
gestions and would appreciate a
frank expression of opinion as to
whether what we publish is of in-
terest to you.

“A BANK'S GREATEST ASSET,” aC-
cording to an advertisement of
the Chemical National Bank of
New York, cannot be expressed
in figures, but lies in its history
of service and sound business
principles.

FraNk N. SHULTZ, president of
a bank in Wenatchee, Wash,
hits the nail on the head in
this signed advertisement head-
ed “Requirements for a Win-

ning Wenatchee”:

Every good citizen has at heart
the welfare of the community in
which he lives. He wants it to
grow and prosper and become 3
better place in which to live and
do business. And in bringing
about these conditions, every citl-
zen has a duty to perform. Some
may have larger opportunities
than others, but all have a dis-
tinet part.

GLOOMY PESSIMISTS HEAVY
HANDICAPS

That no community has a place
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for the ‘grouch,” the “chronic
kicker’* or the “knocker” is com-
monly admitted. The pessimist is
never the town-builder. The inan
who has faith in his town and
its future; who carries about with
him a cheerful spirit of optimism
that encourages his weak-hearted
neighbor; who lends his support
to every movement for the up-
building of his town along every
worthy line; who will not admft
there’s a better place on God's
green foot-stool in which to live;
who will take time from his per-
sonal business to give to the
town's development and who rec-
ognizes the fact that his individu-
al prosperity links up with that
of the town is the genuine town-
builder.

COMMUNITY SPIRIT THE
CHIEF FACTOR

The business or professional
man who shuts himself within the
four walls of office or store and
gives no thought to the general
business interests of the commu-
nity is a liability, not an asset to
that community. Wenatchee, for-
tunately, i{s not encumbered in
that way. Our people are loyal,
our business men unselfishly de-
voted to the interests of the city.
Everywhere Wenatchee has the
reputation of being an aggressive,
busy city with a future. That
future will be realized if, rising
above immediate personal interests,
every citizen and every firm unites
whole-heartedly in a ‘bigger and
better Wenatchee’* movement.

Tae Orp Coroxy Trusr Co., Bos-
ton, has done a service by print-
Ing and distributing in pamphlet
form the Constitution of the
League of Nations and the en-
tire text of the Lodge-Lowell
debate in Boston.

To THE suBsEcT of “Wills” have
been added recently two excel-
lent booklets among others,—
“The Twentieth Century Will,”
by the newly-organized trust
department of the National
Bank of Commerce in St. Louis,
and “Why the Trust Company
as Executor,” by the Central
Trust Co. of Illinois, Chicago.

For THE CONVENIENCE of the
commercial traveler in Latin-
America, the Irving National
Bank, New York, has prepared
a pocket edition of its Com-
mercial Map of Latin-America.
This edition gives in easily
available form details concern-
ing area, population, imports,
exports, facilities of transporta-
tion, communication and com-
merce, elevation, distribution
of products, rainfall and other
forms of information relating
to Latin-American trade.

A Suggestion as to
Future Tax Returns

HIS COMPANY acting es agent can be

of grest amistance in making out Income
Tax Returns during the years to come. Such
an arrengement will furnish relief from detail
and responsibility, and afford protection aguinst
Joss. Through our Trust Department we:

Purchase and sell securities
Render periodical  statements

55 Cedar Street
Madison Ave.
« T e “ T et

After this year's experience with
tax returns, this ad ought to
bring results

FROM CURRENT ADVER-
TISING

MercaNTiLE TrUsT AND DEPOSIT!
Co., New York: |

The business errors we list be-
low are quite famliliar to you.

They explain why willed prop-
erty so ‘often slips out of inexpe-
rienced hands.

Nine everyday busiriess errors:

1. Neglecting to get receipts
when bills are paid in cash.

. Neglecting to keep receipts
where they can be locatea.

. Neglecting to check up items

in current bills.

Inability to keep checkbook

balanced.

- W N

ing credit accounts.
. Careless handling of valuable
business papers.
‘'Signing documents without |
knowing their contents,
Tendency to establish living
expenses which would exceed
income and eat irto savings.
. Tendency to invest money
on dangerous hearsay—with-
out proper knowledge of
facts.

You can insure sound, careful
business management for your es-
tate by appointing the Mercantile
Trust and Deposft Company ex-
ecutor under your will,

LincoLy Trusr Co., New York:
SOLVING OVERPRODUCTION

® 2w

©

While domestic buying walits
cautiously upon a lowering of]
prices, American manufacturers

can often find a ready market for
their war-expanded output in the
export fleld.

Among other things, our ex-
tensive foreign connections fre-
quently enable us to refer to our:.

Too easy optimism in start-

customers direct inquiries for
goods from representative concerns
in all parts of the world.

Tamp NatioNar Bawxk, St.

Louis:

BANKERS ARE BEQUESTED

When your friends start to St.
Louls—for a visit or to locate—
glve them letters of introduction
to us. We will give them a genu-
inely friendly welcome, and recip-
rocate the favor.

Un~1ox Natioxar Bawxk, Phila-
delphia:

LET TIME WORK FOR YOU

Our BSavings Fund Department
was created to give a service
which became urgent, where you
can deposit your surplus funds.
Do you have a savings account?
If not, why not? The habit of
saving was inspired by the sale
of Liberty Loan Bonds, and it
should be encouraged. We allow
three per cent. on all saving ac-
counts, and will be glad to have
you and your employees open an

account.
&
THE VICTORY LOAN

Crrizens of America, attention!
The eyes of the world are on
the United States of America.
Our wealth is the surprise of
the age. The culminating mira-
cle of the centuries is the im-
mediate and hearty response to
the call for billions. The mir-
acle consists not in the fabu-
lous amount of money repre-
sented in America’s response,
but in the fact that this money
is not for the aggrandizement
of our own country, not for

CAPITAL AND SURPLUS
MR Capital and Surpius of a Bank or Trust
Company represents the investment of the
stockholders in the institution.
The ter the percentage of capital and surphas
na::’ummhmemﬁyhm
From the last published reports of State and
National Banks the following figures wre obsain-

able:
.::::-.:-...E!

Mariw Trest

Comnpany $15,000,000 F°Y )
AR other Bufinle

R i 16385000 12776900 1000

The ratio of our Capital und Surplus to deposits is
twice that of all other Buffalo Banks combined.

Mr. Henry J. Auer, Vice-President or Mr. Percy W.
Darby, Secretary at our Head Office or the Mane-
gers of our Beanch Offices will be glad %0 consult
with you regarding the opening of an accpunt.

]
THE MARINE TRUST COMPANY
of BUFFALO

SIXTY.NINTH YEAR OF SERVICE
CAPITAL AND SURPLUS, FIFTEEN WILLION DOLLARS

A point that is not always strongly
enough emphasized
29
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commercial supremacy, not for
power to command or control,
but for the benefit and blessing
of other nations. These billions
have been raised to make right-
eousness a reality among the na-
tions of the earth.
. & @

The Victory Loan is about to
be launched. What shall be our
answer to this call? Every
condition of right and duty
and honor demands that Amer-
jcan citizens shall promptly
take up this loan. New nations
have recently arisen which will
require protection and direction.
Multitudes of people have been
left hopelessly destitute, and
this country is called upon to
render governmental assistance
entirely apart from voluntary
philanthropic enterprises.

- - -

We are entering upon an era
of great prosperity. We can
safely venture, with the cer-
tainty of winning out. Remem-
ber, your investment introduces
no hazard. Any bank will ac-
cept government bonds as col-
lateral if money is desired. Any
investment house will, in an
hour’s time, change your bond
into money if the circumstances
require it. There must be no
failure, for failure would bring
a shadow upon our national rec-
ord. We will hold up our heads
in self-respect by sustaining the
Government in her present ap-
peal. Our patriotism, our pride,
and even our self-interest must
insure the success of the Vic-
tory Liberty Loan of the
United States.

&
PATRIOTIC SERVICE FOR
AMERICAN BANKS
Some BaNks are doing this
with certain restrictions, for
their depositors, but that is not
enough. The present depositor
is not the man you are look-
ing for, but the non-depositor,
the person who carries his
money in a belt or stuffs it
into a mattress or some other
hiding place, is the one you
must convince. The man who
knows enough to keep his earn-
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Nambor oight of & sories
F and city seem to meet in th Min-
neapolis fruit and produce district to this is one
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Mndiﬁ“ﬂ
and produce firms of
's 8 and
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from

aing of the war.

ahoteh of eno of the
n the esmmission
neighborboed.

i‘;

begianiog have mlharhll and
mdoaoﬂoodndgmdd and to other measures for the wine

The Northwestern National Bank
MINNEAPOLIS.

Another good specimen of the constructive advertising of this
progressive institution

ings in & savings bank is al-
ready converted to the gospel
of thrift, but the hoarder, who
has the frugal habits, but is
ignorant or suspicious of the
American savings banks, is
worth cultivating.

If every bank in the country |
would give free care to the
Liberty Bonds of small holders,
whether depositors or not, such
action would help float the loan
to an appreciable degree, and
would lessen the traffic in bonds
that is tending to hold them
below par.

Furthermore, it would draw
to the bank many people who
would otherwise never enter its
doors, and once the shyness of
the foreign non-depositor is
overcome, the way is paved for
future accounts.

connection with

ADVERTISING SAFE-
KEEPING OF SECURITIES

A seavice rendered by most
trust companies which is not
advertised as much as it should
be is that of custodian or the
safe-keeping of securities, as it
is usually called.

Following are some good
points that could be brought
out in advertising such a de
partment:

Making investments and lookios
after investment securities s 00
small task even under the most
favorable circumstances.

It your property is extensive I
your other business interests Of
the state of your health do 2ot
permit you to take personal
charge of all the detail work I
such matters, OF
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if you are planning to be away
from home for a long period and
want to be relifeved of the care of
your property, you will ind the

SAFE-KEEPING SERVICE

of this trust company just what
you need.

This service includes the safe-
guarding of the actual bonds,
mortgages, stock certificates, etc.,
in our vaults where they are not
in danger of loss or destruction by
fire, theft or carelessness.

It includes also the handling of
details 1n connection with each
separate document or security—
such work as collecting and cred-
iting to your account, or remitting
to you, the income and principal
when they become due; carrying
out your orders touching the pur-
chase, sale or delivery of securi-
ties on your account; and making
out declarations of ownership in
accordance with the Federal Tax
laws.

On account of our exceptional
facilities for obtaining informa-
tion in regard to investments, we
are not only in a position to give
our clients sound advice along
those lines, but we also strive to
keep owners of securities informed
as to called bonds; rights to sub-
scribe to additional stock: extra,
increased, reduced or passed divi-
dends; receiverships: the appoint-
ment of protective and reorgani-

Butiors Srancte Pulus Svun e Setsrd Aven
Meshomss Ollenr Well Soosr wad Brvndwrsy

L ]
The bridge is the connecting link

The era of new ideas

zation committees; and any other
matters coming to our attention
which have a direct bearing upon
the interests of those whose secu-
ritles we are holding in our safe-
keeping department.

ADVANTAGES OF THBE
SERVICE

While the actual physical pro-
tection of your securities in our
keeping is just as great as if you
kept them locked up in your safe
deposit box, there is also the ad-
ditional advantage of avallability
at all times even if you are ab-
sent or incapacitated by illness.
Bx mail or wire you can direct
the sale of any of your securitles
or their withdrawal for use as col-
lateral for a loan.

The most approved methods are
used to insure the genuineness of
instructions received touching the

disposition of securities Iin our
hands,
Our safe-keeping service is

equally advantageous to firms and
corporations as to individuals, as
it saves them the expense of pro-
viding a place sufficliently safe for
the storage of securities and pos-
sibly also the expense of bonding
employees who might have the
handling of the securities. By
using our service a firm can have

CHARGES FOR THE SERVICE

The cost of the service ren-
dered by our Safe-keeping Dzpart-
ment can be stated only when we
know about fiow much work to
be called for {n specific cases.
Sometimes a flat charge of so
much per annum {is made; in
others the charge is calculated
of the securities left in our care.

In any event, the charges' are
moderate and the service very
valuable. You are invited to con-
fer with us personally or write
for more definite information con-
cerning how we can relieve you
of a great deal of work and worry,
which is unavoidable if you have
the whole care of your own secu-

ritles.
¢ ]
LETTERS TO DEPOSITORS

ONE oF THE FUNCTIONS of a
bank’s Publicity or New Busi-
ness Department is to send out
form letters covering situations
that arise in connection with
depositors’ accounts, especially
when an analysis of accounts is
being made regularly.
Following are two letters
which might serve as models,
the first to accounts found to
be profitable and the other to
those of the opposite kind:

Letter No. 1

My Dear Mr, ——:

By analyzing the acoounts main-
tained with us by depositors we
have found that some accounts
are profitable and others are un-
profitable. We are happy to say
that the analysis shows that your
account is a desirable one; that

its investments as readily
sible to the proper officers as its
cash on deposit in the bank,

Information regarding foreign cities
makes interesting copy

81
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A good pointer from the trust department

you maintain a balance sufficient-
ly large to pay us for handling the
detalls connected with your ac-
count and to allow us a little mar-
gin of profit. This letter has the
object of telllng you that we are
glad from a business viewpoint
as well as from the standpoint
of sentiment to have your bank-
ing business.

The letter has another object
also, namely, to let you know that
we should be very glad to receive
any personal trust business which
you may have,

If you have made your will,
naming an executor and trustee, it
will be a very simple matter for
you, by means of a codicil, to sub-
stitute this Company as executor
and trustee.

If you have not yet made a will,
we urge upon you the importance
of doing so without further post-
ponement, and we invite you to in-
struct your lawyer to write this
Company into the will as executor
and trustee.

If you feel that it is important
that a friend or member o€ your
family be appointed as executor
and trustee, we invite you to name
this Company as co-executor and
<co-trustee, in order that the friend
or family member may be relieved
of the burden of management,
while at the same time being in
close touch with all the affairs of
the estate.

We belleve that your dealings
with us In the past have justified
your complete confildence in us,
and we therefore have no hesita-
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tion in calling this matter to your
attentlon. The undersigned, or
some other officer of the Company,
will be very glad to talk over
with you, in strictest confldence,
this important matter.

Very truly yours,

PRESIDENT.
Letter No. 2
My Dear Mr. .
We have just completed an

analysis of the accounts of our
depositors with a view of deter-
mining which accourts are profit-
able for us to handle and which
are unprofitable.

It affords us regret to find that
your balance has decreased to a
point where it {s not in itself prof-
itable for us to handle, and we are
writing you in all friendliness to
ask if it will not be possible for
you materially to increase your de-
posit so that our business rela-
tionship will continue to be mu-
tually profitable as well as friend-
ly and pleasant.

It it 18 not convenient for you
to increase your deposit, will you
not at least do what you can to
send new business to us? You
may be able to influence the plac-
ing of much larger business than
your own with us and in this way
make your connection with this
Company much more valuable to
us than the analysis of your ac-
count would seem to indicate.

We assure you of our apprecia-
tion ef the business you have given
us. We like to have you as a

customer, and we trust you will
regard this letter as an evidence
of that fact as well as of our de-
sire to receive more business from
you in the future than we have
in the past.
Very truly yours,
PRESIDENT.

&

Street Car Advertising in

Canada
(Continued from page 1)

per cent. in a comparatively short
time; we have used the dailly pa-
pers, and the rural papers, and
the street cars, and of the per-
centage of increase that can be
crédited to advertising—a large
share must, I think, go to the
cards in the cars.

&

THE NEW BUSINESS DE-
PARTMENT

“The New Business Depart-

ment” is a delightful little book

and will be worth a good deal

to me.—Guy C. Philips, Arkan

sas Répresentative. Mississippi

. Valley Trust Co.

Books on Bank Advertising

Bank Window Advertising. By
W. R. Morehouse. Illustrates
and describes many displays
which can be adopted by enter-
prising banks to an endless va-
riety of subjects. Price, $2.60,
postpaid.

Bank Deposit Building. By W. R
Morehouse. Contains practical
and proved methods of increas-
ing your business and holding it
Copiously {llustrated. 250 pages

Price, $3.00, postpaid.
Bank Letters. By W. R. More-
house. Contains 82 actual le-

ters reproduced by multigraph
designed to meet every mneed of

ordinary bank correspondence.
Price, 85.00 po.tp.ld
The New Bust g

By T. D. MacGre:or. "Describes
how a bank can systematically
cultivate and secure new busi-
ness from various sources. I-
lustrated with forms, etc. Price,
$1.00, delivered.

2000 Points for Financial Adver-
tising. By T. D. MacGregor.
Oonta.lnl 2.000 suggestions for
the wording of as many bank
ads. Adapted to the use of
commercial banks, trust comps-
nies, safe deposit companies and

savings banks. 170 peages
Price, $1.75, postpaid.
Pushing Your Business. By T. D.

MacGregor. Explains the prin-
ciples and practice of financial
advertising, {llustrating variouws
methods and showing mechan-
fcal detail of writing copy. 200
pages. Price, $1.50, poltpdd.
Bank Advertising Plans. By T. D.
MacGregor. Dcoorlb.o hundreds
of plans, other than newspaper
advertising, which banks have
successfully used ian bullding
business. 300 pages. Price,
$3.50, postpald
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A modern bank is a financial
department store. X

Anyone who knows banking The advantage of a good banking BEING FRIENDLY
knows that every bank has a connection

New Business Department. Its
function is to increase the bank's
clientele. But this is not an ar-
ticle on the New Business Depart-
ment—

A self-satisfled man, grown less
liberal with flowers, chocolates,
and theatre tickets shortly after
being married to the lady of his
choice, and by her chided for his
changed attitude, replied witn
great conceit at the fancied wit
of his remark, ‘You don’t run
after a car when you have caught
it.” Some banks and many busi-
ness men adopt such an attitude

toward their customers—toward
the business they have already
caught.

There Is an ‘“Old Business De-
partment” in every bank. Every
{ndividual in the organization is a
member of it; each one at times
manager of it. When a customer
steps inside the door and asks a
question of any of us, we imme-
diately and automatically become
manager of the ““Old Business De-
partment.”

If we are at all times our best
selves in respect to courtesy, will-
ingness, and helpfulness, when f{t
is our turn to manage the “Old
Buslness Department,’” the depart-
ment will make good and imme-
diately show the good results of
our management.

From analysis of data and rec-
ords of the bank, there is dis-
closed the fact that more than
two-thirds of the bank’'s new
business is developed through the
recommendation of those already
doing business with the institu-
tion.

There is little of greater impor-
tance to a bank or to anyone con-
nected with it than the *“Old
Business Department,” for what
is the old business of a bank?
Why, it's the whole works; it's
nothing more or less than the
bank f{tself.

HONOR YOUR LOCAL
HEROES

THis YEAR, Memorial Day is
bound to be observed more ex-
tensively in this country than
ever before in our history, cer-
tainly more so than in any re-
cent year. In the recent pa-
rade of the 27th Division in
New York there was carried a
large flag containing about 1,700
gold stars for the boys of that
one division who had paid the
last full measure of their devo-
tion on the fields of France.|
Our casualty list is a large one/
and every section of our coun-
try has representatives on the
roll of honor.

Banks and trust companies
may well devote their advertis-
ing space on that day to a suit-
able tribute to their fallen
heroes of their communities.
Plan now to do it.

&
EFFECT OF THE WAR
UPON ADVERTISING

Tue Business Digest digests
Walter B. Cherry’s Printers’

Ink article on the effect of the

A Goop ARGUMENT in behalf of
the souvenir or good will meth-
od of supplementing regular
advertising is put out by the
Walker-Longfellow Co., Boston.
Here it is:

A pleasant smile—a friendly
letter—a little gift—a remem-
brance; these things go far with
customers, for customers, you
know, are human.

The biggest bank's biggest do-
positor {s human. The littlest
drug store’'s littlest customer
human—you and I are human.

Let us admit and recognize this
fact. Let us keep In touch, let
us be friendly with our custom-
ers; not just at Christmas or on
New Year's day—but all the time,

Customers are good fellows, all
of them: occasionally & little ex-
acting perhaps, just as you and 1
are apt to be, but everything con-
sidered they are pretty good
chaps.

They give you orders—they help
you pay your rent—they contrib-
ute towards your fncome—they
keep your business running.

Of course you give your custom-
ers good service but your competi-
tors offer them good service, too.
So it customers stick by you—
stick by them.

Think of them not as your cus-
tomers, but as individual human
beings—men who Jaugh and scold,
who work and play, who have
their pleasures and their grieve
ances, their momentt- of sadness,

eir days of content.
m’l‘hlnkyof them as Biil and Sam
and Dick—as {ndividual
who help make up the world we
live in.

And who
you.

buy their goods of
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T has been well said that
there are just two ways of
increasing basiness. One is
to annex a little bigger frac-
tion of the total amount of
business that now exists, and
the other is to go out and dig
up business that never exist-
ed before. The first is com-
petitive business, and the
second is constructive busi-
ness. Both are legitimate
and good advertising helps
them both.
o]

BaNks wanting to advertise
W. S. S. and their own sav-
ings departments can get a
good deal of material from
the Government Loan Or-
ganization. For instance, in
the Second Federal Reserve
District, there is issued a bi-
weekly 4-page paper en-
titled, “The Victory Note,”
whlch is sent free to all
workers of the Loan Organi-
zation in the District. It
contains a lot of good snap-
py thrift talk and patriotic
ideas.
]

BankeRs should be interest-
ed in advertising not only as
it affects the development of
their own busmess, but also
as a factor in the business of
merchants and manufac-
turers who are their deposi-
tors. The Chicago Tribune
puts it this way:

“Bankers are often the
Supreme Court which sits in
judgment on advertising ap-
propriations. They say to
the merchant or manufac-

3

Success for Young Men

OST MEN are agreed on the. underlying
factors that contribute to making a young
man successful.
Many vety sound and plain statements about success
have been made by men who were successful.
For instance, Jas. J. Hill, emopire railroad builder, said :
“If you want to know whether you are destined
to be a sucoess or not, you ean easily find out.
‘The test is simple and is infallible. Are you able
to save money P If not, drop out. You will lose.
You may think not, but you will lose as sure
a8 fate, for the seed of success is not in you*

‘With logical saving there should go band in hand a
sound judgment as to how you can benefit miost as
s remlt of your thrife.

We believe that to establish early i your life &

deposit sccount with a

8 bank such as ours, and

w&dnmhpm:tkmthnmr
Wumﬂqvmmhmamdy
increasing amet in your busines Life,

‘We have an our books the deposit accounts of many
high<lass and deserving young men and we are
always glad to welcoms others,

‘Why not come in and Jet us talk this mstter over

with yoo?

NATIONAL BANK
New Yark City

Total Resources over 8150,000,000

One of an excellent series of bank advertisements addressed especially
to young business men, who, as many banks have found, are
well worth cultivating

turer: ‘You may advertise,’
or ‘You may not, ‘Curtail
your advertxsmg, or Cease
advertising.’

“Surely it is the duty of
such a man who wields such
a power to know advertising
—to appreciate its relation
to merchandising—to have a
sympathetic understanding
of its function in modern
business — to realize the
infinite variations possible
in its application.”

&

Goop TasTE in the propor-
tion, typography, and illus-
tration of advertisements is
a quality which every bank
advertiser should endeavor
to cultivate. Learn types,

get familiar with the best
forms of commercial art and
try to get the best results
from printer and artist by
codperating with them un-
derstandingly.

&

THE WORD “psychology” has
been one to conjure with in
advertising. It has also been
abused more or less in that
connection. But there is
something to it nevertheless.
For instance, take the matter
of sending a letter to the
stockholders of a bank urg-
ing their codperation in get-
ting new business. One bank
which had been in the habit
of sending such a letter with
the dividend check came to
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the conclusion that the letter
wouldn’t get much attention
in competition with the
check, so now it sends the
letter a week or two after
the dividend has been paid
and has found it more re-
sultful.

ONE oF the first things to do
if you are planning a new
business department (of
course, after reading our
book, “The New Business
Department”) is to decide
on a system of cards for
your central file and follow-
up records. We recommend
that you get the illustrated
catalogs put out by the
concerns that specialize in
that sort of thinrg. Studying
samples of what other banks
have done and are doing
* along that line will certainly
help you. An active, sys-
tematic mailing list and fol-
low-up record as maintained
on cards may be made an im-
portant factor in a bank’s
growth. The campaign for
new customers is effective
because it is intelligent, con-
sistent and definite. The
progress made with any
given prospect can thus be
definitely known, and that is
a great advantage.

&

THE BANKER’s obligation to
the community is something
which should be kept in
mind in all bank advertising
efforts. A southern banker,
Fred Collins, cashier of the
Milan Banking Co., Milan,
Tenn., puts it well in this
way:

“I try to remember that
the good-will of the com-
munity is the real asset; that
our business comes from the

OHIO TO THE FRONT

_ In the new era of foreign trade expan-
sion Ohio should have an important part.

- To aid the manufacturers, merchants
and producers of the Buckeye State to
develop their import and export business
is the aim of the First National Bank of
Cleveland, the largest Bank in Ohio.

It 1s sending to Europe W. E. Guenn,
Director of its Commercial Service
Bureau, who willstudy general busi-
ness conditions and gather such *
special information as Ohio manu-
facturers request.

The First National Bank 1s a con-
stituent member of the American

To Study

ng:rtnmnpe ties

American Foreign Banking Corporation, which
Foreign is owned and controlled by a few of
Banking the largest banks in the country,
Corporation with resources of more than two
billion dollars.
The Foreign Department of this
bank has been developed under the
Foreign management of.J. G. Geddes, for-
Department merly'of the Union Bank of Canada,
Services, and s able to offer the broadest
forcign trade banking-facilities pos-
sible.
Manuf merchants, exporters and

importers are invited to take up with our
Foreign Department ia person or by corre-
spondence, their foreign trade problems.

A National Bank with an International Business

Fl RS NATIONAL BANK

TRUST & SAVINGS Co
9072300 Exnid Ave = rowr the Sqnare
Cleveland

Combined Resources -$125,000,000

Meeting new conditions in Ohio

community and must con-
tinue to come from the com-
munity; that enlightened
service to the community in-
evitably carries with it the
right kind of service to the
individual and carries with it
the continued patronage of
the community and the con-
tinued success of my bank.”

THE usE of good paper stock
and good printing puts life
into your advertising matter.
It makes your prospect glad
to receive your literature
and increases the probabil-
ity of its receiving a careful
reading. Extra expense in
this matter is casting your
bread upon the waters, and
35
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the chances are you won't
have to wait many days for
it to return.

&

HOW BANKS ARE AD-
VERTISING

Tax Owp CoroNy Trusr Co.’s
(Boston) Publicity Department
has distributed approximately
40,000 copies of “The League
of Nations” and 50,000 copies
of “The Lodge-Lowell Debate.”
The Department announces a
new edition of its booklet, “War
Loans of the United States,”
which contains all the revisions
in the matter of tax exemptions
made effective by the new Vic-
tory Loan Act.

A reature of the recent Sec-
ond Anniversary Shareholders’
Luncheon given by the Bluefield
(W. Va.) National Bank was
the menu printed on one of the
customer’s monthly statements.
A complete list of the stock-
holders, as well as the officers,
directors and employees was
also printed with the menu.

AN INTERESTING new publica-
tion of the National Park
Bank’s Publicity Department is
“Battle Fields of Yesterday,”
~ with maps, President Wilson’s
peace conditions, the Allies’
armistice terms, etc.

Tre axe with which Abraham
Lincoln did some of his rail-
splitting was exhibited in a
glass case in the lobby of the
Third National Bank of St.
Louis. It was borrowed from
the owner, Mrs. Vandaveer, 98
years old, of Montgomery City,
Mo. With the exhibit are sev-
eral, Lincoln quotations on
thrift.

Trae First NatioNarL Banxk of
New Haven, Conn., sent out a
folder stating that it had over
10,000 depositors, but that “we
are not too large to take a per-
sonal interest in the business
and financial problems of those
of our depositors who wish to
consult us about them. It is the
desire of the First National to

Plan and Act for the
Victories of Peace

WITH the end of military-struggle an accomplished
fact, a new sruggle looms before the Nation.
To the probl and ial

tion the bnnne- men of America must address tlmm:lv-
with the same earnestness and vigor which they gave
to our war program.

The thdroughness and promp with which we apply
ourselves now to forﬂgn trade problems will, in great
measure, determine our business future. Foreign coun-
trics have not failed to lay their phm for that commer-

cial petition which must itably follow the cessa-
tion of hostilities.

This Company has already published, in & series of
pamphlcts, the resules of a comprehensive study of the
preparations which have been and are being made by
other countries. These papers have now been collected
into a booklet of 164 pages, which will bg available for
free distribution within a few days. We shall be glad
to receive and place on Hle your request for a copy of
this booklet

The Gnunmy Trust Company of New York, !hroogh it
Foreign Department and For:lxn Trade Bnruu is pre-
pased to render a P service to

and merchants in the handling and extension of their
international trade; and in assisting them in entering the
foreign field.

Your inquiries as to how we can serve you will be

welcomed.

Guaranty Trust Company of New York
140 Broadway

LONDON OFFICES
(x4

FIFTH AVE. OFFICE
AR Ave. & 24

8 Ls. Grasvenes P8 W,

v.x] orrick
Row dhe Bulieee, 1 & 3
TOURS OPFICE
Bue Boeame Pula. 7

Capital and Surplus $50,000,000 Resources ever $600,000,000

In time of war prepare for peace

be a thoroughly helpful institu-
tion and it seeks your codpera-
tion to that end. Let us get
better acquainted to our mutual
advantage in these times when
every waste motion ought to be
eliminated and all should get to-
gether to make permanent our
personal local and pational
prosperity.”

It received back one of them
with this handwritten inscrip-
tion:

May one of the 10,000 suggest
that one or two seats be placed
around in bank for those who
have occasion to wait for a par-
ticular person In bank or for
:(;n;e matter that has to be looked

This suggestion was followed
by the bank and a comfortable
seat has been placed in the
lobby.

Tre GuaraNty Trusr Co. of
New York calls attention to
the public service of its Pub-
licity Department in that it pre-

pares, for the benefit of custom-
ers and others, digests of State
and Federal laws relating to
taxation, governmental require-
ments, etc.; issues pamphlets on
financial and economic subjects
of timely interest, and furnishes
information on business ques-
tions.

THe Peorres Trust aANp Guar-
axty Co. of Hackensack, N. J,
has issued a convenient income
record book for the use of per-
sons desiring to keep a careful
record to enable them to make
the filing of their income tax
return next year as painless an
operation as possible. The book-
let contained some. advertising
of the company and an invits-
tion to consult it in regard to
investments.

THE HARRIMAN NartroNaL Baxx
put its shoulder to the mer-
chant’s wheel i1 a recent adver-
tisement headed “Pay Your
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Bills Promptly,” in which it
said, in part:

A large grocery house or dry-
goods establishment, for example,
deals with many more than 60,-
000 accounts, charge customers,
whose aggregate of indebtedness
at all times to the merchant runs
into hundreds of thousands of
dollars. Correctly multiplying
these figures for the country at
large, the hundreds of millions of
dollars thus tied up would, if re-
leagsed by prompt payment of
bills, release a corresponding
amount of credit so urgently
needed for the prosecution of the
war. The actual saving in post-
age, letter writing, bookkeeping
and other labor would be impor-
tant.

Tuae NatioNaL Bank or Com-
merce has put out an interest-
ing aid for its friends in the
shape of a guide for use in pre-
paring income tax ownership
certificates which are to be at-
tached to coupons presented for
collection. The guide reduces
to tabular form the provisions
of the law regarding such col-
lection, and shows promptly the
form required in each case and
the manner of execution de-

manded.

TaE poLicY of the First Na-
tional Bank of Clarksville,
Tenn., which is to develop the
personality of every individual
connected with the service of
the bank and promote closer
acquaintanceship between the
bank and its patrons, is newly
illustrated in a recent reprint
in pamphlet form of a series of

advertisements called “Who’s
Who in The First National
Bank of Clarksville.” This is

in response to the gratifying in-
terest of friends in the original
advertisement series.

A raTE addition to the Library
of Banking issued by the Cleve-
land Trust Co. is “A Brief
History of Banks and Bank-
ing.” The limitations of the
booklet made necessary extreme
condensation, but the effect is
one of ease and adequacy and
there is even room for an at-
tractive advertisement of this
company itself at the back.

Sairy BUT truthful legends of
Old Boston are being perpetu-
ated in the State Street Trust
Co.’s issue, “Some Merchants

Two Periods
in One Bank’s History

IN NINETEEN HUNDRED AND FOURTEEN, THE NAME

OF KOUNTZE, long prominent in American finance, became
actively identified with one of the oldest banks in commercial New
York. This institution—now the Atlantic National Bank—has a
history of no small interest fo the New York merchant of toda V.

In 1829—90 years ago—there was organized for the convenience of
New York business men of thosé days the Merchants Exchange Bank.
This bank, which was n:h’omlizedy in 1865, was closely associated
with the great districts wherein the produce, shipping, shoe and
leather, dry goods and hardware businesses were conducted, More
than 30 years ago, Phineas C. Lounsbury, former Govefnor of Con-
necticut and 2 promis shoe facturer, was elected to the
presidensy.

\lwhcn the Kountze inferests becime identified with the bank, Governor

'y was chosen chai of the board and Herman D. Kountze
esident. The name was changed to the Attantic National Bank.
lew Departments were added and others stréngthened and enlarged.

The Atlantic. National Bank secks to serve the business man. [t
offers him facilities to meet his every banking requirement, both

domestic and foreign.

It fosters the spirit of constructive cooperation

which in these' rapidly moving times counts {remendously in the

progress of American business.

o ational Bank
CityHell

Historically Interesting as well as good advertising copy

and Sea Captains of Old Bos-
ton”—“being a collection of
sketches of notable men and
mercantile houses prominent
during the early half of the
nineteenth century in the com-
merce and shipping of Boston.”
The chronicles are put together
with taste, and are richly treat-
ed pictorially. What with the
clipper ships and the old full-
rigged verses, one can almost
taste the mackerel sky.

IN THE 25th of the series of
pamphlets published by the
Irving National Bank of New
York, the important idea de-
veloped is “the adaptability of
the principle of codperation in
providing the necessary facili-
ties, both at home and abroad,
through which to build up
American foreign trade and
fiscal connections. The subject
is not discussed as a theory,
but from the standpoint of

practical operation, based upon

the distinctive policies which
have been logically and success-
fully pursued by the Irving
National Bank through its spe-

cialized departments dealing
with foreign trade and banking
service.”

&

THE HOUSE ORGANS

Over THE TraIL is the name of
a new house organ by the Live
Stock State Bank, North Port-
land, Ore., creditable alike for
its typography and the excel-
lence of its editorial matter.
“The Future of Live Stock
Value” and “What Will the
Post Bellum Cattle Market
Be?” are indications of the
value of this publication to its
readers.

First Citizenship is the ap-
appropriate title of the new
bank publication of the First
and Citizens National Bank,
Elizabeth City, N. C. Assistant
Cashier Marshall H. Jones, the
editor, has hit upon this excel-
lent plan for securing a careful
reading of his new bulletin:

As a stimulus to secure a more
universal consideration and appre-
j clatlon of the worth-while mes-
i sages this little bulletin may
Icarry. the bank will, after the
publication of the first six issues,

87
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award a substantial savings ac-
count of $10.00 to the man, wom-
an, boy or girl, who submits the
best short appreclation of some
worthy influence this little bulle-
tin has had. The rules of the
contest will be published later, and
the artices submitted in the con-
test will be published. Contest-
ants will be required to state that
they have kept up with the bulle-
tin.

TNT, the new house organ
of the Northern Trust Co., Chi-
cago, is one of the best of the
bank publications, editorially
and typographically, perhaps
because one special feature at
least was borrowed from The
Bankers Magazine.

&

FROM CURRENT ADVER-
TISING

GarrFIELD NATIONAL BANK, New
York:
A BANK'S VALUE

is measured by its usefuness to
the community it serves. A neigh-
borly bank, giving personal atten-
tion to its clients and having the
added advantage of being located
in the heart of the world's great-
est business district, asks you to
test its usefulness.

CraTTaN00GA (TENN.) SavinNes
Bank:

UNCLE SAM'S ARMY OF
SAVERS

Uncle Sam has the largest army
of money savers Iin the world.
Have you enlisted? Now is your
best opportunity to become a
money saver. When you have a
surplus as a result of good prices,
steady work or income from other
sources, deposit a part of your
money for future use or for &an
investment in property. Join the
millions of people who belong to
Uncle Sam’s army of money 8sav-
ers.

—
HOW A THOUSAND DOLLARS
WAS LOST

A man who received a legacy
kept the money in his home until
his death. At that time the ad-
ministrator of his estate discov-
ered that the money would have
earned over a thousand dollars if
it had been deposited in an inter-
est-bearing account at the bank.
This comfortable sum was lost as
a result of the money being idle
during its owner's life.

MONEY LOST BY FIRE

There is always danger of loss
when money is kept at home.
Money that has been destroyed by
fire cannot be redeemed. In order
to redeem currency, a mutilated
bill must be sent to Washington
and if there is enough of it left to
identify it, the money will be re.

deemed. This is rarely possible
in case of fire. Everybody who
receives and pays out money

should have a checking account
38

A W. PICKFORD, Asmistant Cashior

Around Philadelphia

are some_of the greatest of our couptry’s new industries.
Immense ship building yards at Hog Island, Cornwalls,
Bristol, Gloucester, Camden and Chester; huge munition
factories at Essington, Eddystone and Peansgrove; tre-
mendous steel mills at Newcastle and Claymont; fuel oil
plants at Point Breeze and Marcus Hook—all of these empha-
size the importance of Philadelphia as one of America’s
greatest business communities. It naturally follows that
Philadelphia is one of the nation’s greatest financial centers.

Wit.h resources of more than $90,000.000, the Girard
National Baok is in a particularly advantageous position
to properly handle your Philadelphia accounts
We offer our facilities to the business men of America.

The Girard National Bank
Philadelphia

JOSEPH WAYNE. Jr. President
EVAN RANDOLPH, Vico-Presidest and Cashier ALFRED BARRATT. Amistsnt Cashiar

WALTER P. FRENCH Assistant Coshior

DAVID ). MYERS, Assistant Cashier

Great industries need big banks and big banks beget great industries

and deposit all money received
and pay all expenses by check.
This plan is the surest and safest
way of protecting money agalnat
loss by fire,

THE INCOME OF FARMERS
SWELLS BANK DEPOSITS

Every year, when the farmers
sell their produce, the volume of
bank deposits is greatly increased.
Those farmers who reap the har-
vest SHOULD have the largest
bank accounts. It oftemn occurs,
however, that a farmer who has
smaller flelds and proportionately
smaller harvests has the most
money in the bank. Such a
farmer deposits a part of all of
his income and his constant de-
positing and plans for saving
show large results. The thrifty
farmer should have his money,
just as he does his hay and grains.
Begin now.

NatioNaL Baxk or THE Rek-
pusLic, Chicago:

Maintenance of individuality |is
an inherent principle,

THE NATIONAL BANK OF THE
REPUBLIC

of Chicago organized, developed
and conducted on the principle of
constructive and conservative
banking along progressive lines,
has preserved its individuality in-
tact during a period of over a
quarter of a century when the
tendency to consolidation has
been general. It has galned a lit-
tle each day in strength, in scope,
and in the confildence of a public
which has recognized the right re-
lationship between service
recompense. With the co-opers-
tion of the friends it has made,
to whom it acknowledges itself In-
debted for whatever success it has
attained, it expects to continue to
grow, both in its capacity and its
opportunity to serve, and to that
end invites the patronage to
which it belleves It has proved
itself entitled.

Some folks pays dey bills wid
cash, some wid checks, and some
wid reluctance.”—Cally Ryland.
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CHEERY COPY

SaviNGgs BANK copy must be
cheery copy. It must appeal
to the ambitious and hopeful
side of human nature. It must
depart from the formal, lugu-
brious, beware-ye copy that is
so frequently used by savings
banks in their appeals to a
spendthrift public. How often
do we see diagrams portraying
such doleful facts as that only
four men who are twenty-five
to-day will be in independent
circumstances when they reach
sixty-five years of age. The
natural optimism of human na-
ture forbids that such argu-
ments shall have a deep appeal.
Prove to the average healthy
man by irrefutable statistics
that nine hundred ninety-nine
men of his class out of each
thousand will be in the poor
house at sixty-five, and still, un-
less that man be in the dol-
drums on account of a “hang-
over” or a quarrel with his
wife, he will proceed confl-
dently and serenely on his way,
in the innate disbelief that he,
John Doe, being now of sound
mind and ample funds, can pos-
sibly be among the nine hun-
dred ninety-nine. — John G@.
Lonsdale, in Financial Adver-
tisers’ Association Bulletin.

&

REAL ESTATE LOAN ADS.
J. V. Horpax, advertising
manager of the Chattanooga
(Tenn.) Savings Bank, sends
this department some sample

'OK BAL — BEAs RSTATM Abdsce
,(otnerl.r ocoupied by W. H. -AAyve, a

1 beine (9) nun rooms, 8I1 modern con-
:?nk:ren., Grouads includé four lots, 3w
ft. frunt. Garden; fryit tre
Ong must sce this Lhowe to
Call Mrs. W. H. Payne, ¥

be financed by mueans of a loal oo
the property.

E CHATTANOOGA <Aumne
BANK

James Busding

EAL ESTATE IMPRL . e ...l

HOR- u(.n—ui:u. TATE
room in \omul ark,
LM‘NWx Bath, clectrie ugnu. sewW-

eng- 1ot .lﬁl“. on “M paved I"ﬁ

Dllo'
real estate loan ads. which he
scatters through the real estate

Pittsburgh ready to help along the great movement

advertising pages of the local
papers. As eye-catchers, these
ads. have been a great success.

&

DRIVES
The Liberty Loan man came the
i

rat,
With glue at his fingers' ena,
So I pledged myself, till my bank-
roll burst,
To the plea of—Lend! Lend!!
Lend! .
The War Work clarion was the
next:
I'll be broke as long as I live,
Through the machinations of men
whose text
Was simply—Give! Give! Give!,

‘et these things are gone, so we'd
best forget
‘What has passed.
heartstrings break
When

I think of the tax drive
To the tune of—Take! Take!

But my

that we’'ll get,
Take!

—The Evening Post.

SYSTEMATIZE YOUR NEW
BUSINESS EFFORTS

To organize and make effec-
tive your “new business” work,
use

“THE NEW BUSINESS

DEPARTMENT”
By T. D. MacGregor

One large bank bought six
copies of this handy book and
uses it as the basis for all its
new business efforts. Just as
valuable for smaller banks.

Price $1.00 postpaid.

BANKERS PUBLISHING

CO., NEW YORK CITY.

Ask for circulars of Mac-
Gregor’s other books, “Pushing
Your Business,” “2,000 Points
for Financial Advertising,”
“Bank Advertising Plans,” and
“The Book of Thrift.”

39
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Literature that will help the prospective customer makes good
advertising copy

EDUCATION

SOUND banking is not the
result of chance. It is
not conducted by guesswork
nor can it be achieved by
superficial knowledge of the
subject. To win advance-
ment it is not enough to be

proficient in bookkeeping, |
accountancy and such limit-

ed phases of the routine
work necessary in banking
transactions. If a bank em-
ployee devotes himself sole-
ly to his routine duties, no
matter how conscientious his
services may be, he cannot
visualize either himself or
his work in their true im-
portance in banking. Neither
can he see clearly his own
opportunities for advance-
ment. It is only by broad-
ening his vision and increas-
ing his capabilities and un-
40

i derstanding through con-
' tinued education that he can
do so.—J. 8. Alezander.

| &

|HAvE vou ever tried to cul-
tivate your stockholders and
/induce them to become busi-
| ness-getters for your bank?
Try a letter to them with
your next dividend notice or
check. It ought to be easy
to convince them that by
helping the bank they are
helping themselves.

&

WOMEN cusToMERS usually
are very loyal to the bank
where they are treated right.
.For that reason it pays to
|make it pleasant for your
| women depositors. Don’t
'make it too hard for them.

One of the best advertise-
ments you can have for your
bank is to have customers go
out into the community and
tell of the good treatment
received at your imstitution.

&

A WOMAN BANKER'S
CREED
Miss L. G. Jones, cashier of
the National Bank of Cuba in
New York—the first woman
bank cashier in the metropolis—
has this creed for success:

Work! Bank work is exacting.
It requires the best of the capa-
bilities the bank worker possesses
Subordinate self and outside In-
terests for the interests of the
bank. Too many women do not
succeed in business because they
do not take business seriously
enough. To get to the top in
banking women must have an &p-
titude, either natural or acquired,
for figures and financial problems.
Study every avallable source of
financial information.

Books on Bank Advertising

Bank Window Advertising. By
W. R. Morehouse. Illustrates
and describes many displays
which can be adopted by enter-
prising banks to an_endless va-
riety of subjects. Price, $2.5¢,
postpaid.

Bank Deposit Building. By W. B
Morehouse. Contains practical
and proved methods of incress-
ing your business and holding it
Coplously illustrated. 260 pages
Price, $3.00, postpaid.

Bank Letters. By W. R. More-
house. Contains 82 actual let-
ters reproduced by multigraph
designed to meet every need of
ordinary bank correspondence
Price, $56.00, postpald.

The New Business
By T. D. MacGregor. Describes
how a bank can systematically
cultivate and secure new busi-
ness from various sources. Il-
lustrated with forms, etc. Prica,
$1.00, delivered.

2000 Points for Financial Adver-
tising. y T. D. MacGregor:
Contalns 2,000 suggestions for
the wording of as many bank
ads. Adapted to the use of
commercial banks, trust compa-
nies, safe deposit companies and
savings banks. 170 pages
Price, $1.75, postpaid.

Pushing Your Business. By T. D.

MacGregor. Explains the prin-
ciples and practice of financial
advertising, illustrating various
methods and showing mechan-
ical detail of writing copy. 304
pages. Price, $1.50, postpald

Bank Advertising Plans. By T. D.
MacGregor. Deecribes hundreds
of plans, other than newspaper
advertising, which banks have
successfully used in building
business. 200 pages. Prioce,
$2.60, postpatd.



Ranking ablici

Special Section of The Bankers Magazine

JUNE 1919

BUILDING BANKS BY
MAIL

THE VALUE OF THE LETTER
WHICH GETS IN AT EXACTLY
THE RIGHT TIME

By PauL KeArRNEY

THE power of the postage stamp
is amazing. In the year 1918 it
earned for Butler Brothers
$8,100,000. In the same year
the gross sales of two Chi-
cago concerns amounted to
about $275,000,000. There are
approximately 25,000,000 fami-
lies in this country that buy
merchandise without seeing a
salesman!

Forty million letters are
mailed every day in the United
States. And those letters are
building business. Are they
working for you?

They should be if they aren’t.
For it is so easy to realize on
the returns of good-will and
publicity that the postage stamp
can bring, it is a downright sin
to miss those opportunities.

The fundamental truth of a
mail campaign of any nature is
that it pulls strongest when it
hits the mark at the right time
—the psychological moment.
There is a point of contact for
every approach. The man who
connects delicately with that
point forms a circuit from the
other fellow’s pocket to his own.
The law of the line of least re-
sistance isn’t confined to the
physics laboratory.

It is the law upon which this
article is based. “Making it
easy to buy” applies to the
banking business as truly as it
does to the dry goods field or
the hardware line. The basis of
that emotion, if it be such a
thing, is making it easy to think
about your institution. That is
good-will. And good-will is the
most valuable asset you have;
more valuable, by far, than the
building in which you work!

Here is a letter which meets

these requirements; it reaches
the point of contact; it makes
it easy to think about your in-
stitution; it creates the favor-
able impression essential to the
satisfled supporter.

It goes to a family which has
just been enriched by a new
arrival:

It surely was a pleasant surprise
to learn that the..(name)..family
had recently been introduced to a
new member. Congratulations are
certainly in order.

One seldom connects a bank or
a banker with such an occasion
but, strange to say, it is in a semi-
professional strain that this letter
is written. You may have thought
that First National service was re-

stricted to grown-ups—but it
tsn't! !
At least, it hasn't been since we

ran across an idea that is too good
to keep.

It originated with a lucky man
lke yourself who had just been
presented with a ‘bouncing boy."”
He opened an account with his lo-
cal bank, in the boy's name, and
deposited ten dollars,

“His first present,”” was his ex-
planation. *“We'll continue drop-
ping a little in every once in a
while. When he needs it, he’ll
have something to start on.’

Isn't that a splendid thought?
We have never seen anything more
practical or logical. That man
started right at the beginning—he
not only lays something aside for
his son when it is easiest for him
to do so, but he has also inaugu-
rated a powerful object lesson in
thrift. It won't take long for
that youngster to appreciate it as
he grows older.

The idea, we repeat, is too good
to keep. Perhaps you can make
use of it

Considering the chances you
have of making an immediate
acquaintance, the certainties you
have of creating a favorable im-
pression of the quality of serv-
ice you render, and the dollars
and cents value of the personal
publicity this man will lend your
bank and its business-like
methods, you can well afford to
spend the ten or eleven cents
this letter may cost.

Another opportunity for ex-
actly the same kind of mission-
ary work is offered by the fam-
ily which has just moved into
your town. Newcomers are not
acquainted — consequently, they

appreciate any friendly offices

anyone may perform in remov-
ing the coldness of a strange
town.

This letter could hardly miss
the point:

This is the very first opportunity
we have had to drop in and say,
“How do you do!"

Speaking - strictly as neighbors,
we are mighty glad to have you
with us. We are all proud of
Blankville, and it feels good to
welcome you to a town you will
be sure to enjoy.

From a business standpoint, at
least for the present, we will be
able to offer you considerable as-
sistance in making your residence
here convenient and pleasant.
The First National Bank's service
has been developed to the happy
stage where its friends secure the
maximum satisfaction on a mini-

| mum of effort.

‘We are located on the northwest
corner of Fifth and North streets
—right on the Putnam avenue
trolley line. Nothing could please
us more than a little informal chat
with you when you find yourself
completely settled.

With this letter (which is not
intended to solicit immediate
business) would go a little pam-
phlet or booket containing such
information as a stranger in
your town would find invalu-
able. It might include a list of
merchants of every description,
provided the town is not too
large. That, in itself, would be
handy. But to broaden your
service, suppose you included
with this information the fol-
lowing data:

1. A list of the churches, with

the names and addresses of their
astors and assistants, together
with the hours of regular Sunday
and week-day services.

2. 'A list of clubs, fraternal or-
ders, and other soclally active in-
stitutions.

3. A completely indexed list of
hotels, restaurants, moving picture
houses, theatres, libraries, amuse-
ment parks, lecture halls. schools,
hospitals, garages, dentists, doc-
tors (divided as to surgical, med-
fcal, osteopathic, etc., taxi head-
quarters, livery stables, etc.

4. A list of trolley, rallroad and
bus lines, with a deacription of the
routes, fares and an outline of
some good pleasure trips.

5. Map of state, road map of
county, and a series of flve or ten
desirable motor trips.

6. Emergency telephone num-
bers, to which are devoted a full
page, including: Fire department,
police department, health depart-

(Continued on page 6)
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HE success of the Victory
Loan, as well as that of

the four preceding Liberty
Loans, was due to many dif-
ferent factors, but we doubt
if any class of our citizen-
ship can lay greater claim to
credit for that success than
the bankers and the adver-
tising men. It may not be
generally known, but it is
claimed for the profession of
advertising that it employs!
more educated brains, direct-!

which used one of the official
Victory Loan pictures in an|
advertisement of the notes|
was called to task by an ex-’
soldier because the picture
showed American soldiers
marching in a heavy rain
with their rifles in the posi-
tion of “right shoulder)
arms,” whereas, under such!
weather conditions, the piece |
would be held in a way to|
prevent water from gettingl
inside the gun and injuring

it.
&

A VERY successful merchant,;
Tom Witten, president of
the National Hardware As-
sociation, said: “I would

21 PERSONS WERE KILLED

a2 P =

'OW many of them had emsrcised e right ©
distribute their property as they desred?

By making e wiil you can exarcise thet right. Other-
‘Wise your property will be distriduted eccording ©
law and those benefiting under the lsw mwy mt
be those whom you wish 10 receive your propery.
Take the first step t0-day—Now! Cal or wriw fx
our WILL booidet which will enabie yos %o quckly
guther the information which your atcrowy wil re-
quire %0 draw your will
regarding & plan br Ow ecwnemicd
administration of your Eset et in-

Consultations
and effective
ited with;

LN

OBELL } B ’,m v-r-—
L
THE MARINE TRUST COMPANY
of BUFFALO

SXTYNITM YRAR OP MEVES
CAPITAL AND SURPLUS
FIFTEEN MILLION DOLLARS

A striking picture and a convincing

ing the expenditure of more; just as_soon lose the good argument

millions of dollars, than any will of my best customer as -
other single profession in the!to lose the good will of the|only surface attention, l?“t
world. In the past year or|children.” He found it/add culture and personality
two many thousands of dol-!profitable to employ extra|to her beauty, and she leaves
lars of that money have been 1 labor to repair without a lasting impression.
for the advertising of banks, |charge all the crippled toy &
and especially to advertise|carts in town. His trade|
the willingness of those in-!grew, for where the children THE Americanization move-
stitutions to coGperate in the! went, there went the parents ment is a highly important
financing of the war. jalso. This is a good “hunch”'one just now, and banks can
!for the banker. Why not' have a hand in it if they will
& ‘make it easy for children to For example, advertising
Because art is becoming;ha"e a savings account atispace can be taken in foreign
more and more a vital ele-i vour bank? Some banks!language newspapers alfd
ment in advertising it is ve,.yihave a children’s account used to good advantage in
important for the advertis-|Window, with a step in front;giving the foreign born ad-
ing bank to select its illus-'of it to make it easy for!vice on such things as Amer-

trations with the same care
as is exercised in regard to!
advertising plans and copy. |
It costs more to use good.
illustrations, but it is worth
more, because it increases
the number of readers of
your advertisements by mak-
ing them more attractive to
the eye. But one can’t be
too careful about accuracy in
pictures. A Pittsburgh bank |
42

them to deposit.
o]

ADVERTISING must not sim-
ply skim the surface; it must
strike deeply and with con-
viction, says the Ambassa-
dor, the house organ of a pa-
per manufacturing concern.
This is a good thought. A
shallow-minded woman, no
matter how beautiful, gets

'ican securities, banking serv-
ice, insurance, real estate,
and home ownership.

| &

{IN UReING increased adver-
tising effort at this time, the
U. S. Department of Labor
says: “‘Advertising must be-
come the forethought of

peace to insure prosperity.
Advertising anticipates, ad-
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vertising discounts, advertis-
ing compels. Advertising is
the surest, quickest, and most
economical selling force
known to industry to-day.
The power of an idea multi-
plied in millions of minds
moves governments or goods,
as the case may be.”

&

SaviNgs inevitably increase
the purchasing power of
those who save. That is the
answer that a banker should
make to any local merchant
who objects to savings ad-
vertising as likely to hurt his
business. You do run across
such individuals occasion-

ally.
&

Here is an illustration of
the psychology of advertis-
ing: A set of gray enam-
elled nursery chairs in a cer-
tain furniture store did not
sell even at $7.50 until a
stencil of blue ducks wad-
dling along the piece at the
back moved them quickly.
The electric toasters in an-
other store weren’t moving
until they were taken from
their orange-colored back-
ground and set with a dainty
chinaware breakfast outfit
on a mahogany tea wagon,
and nicely browned slices of
toast were poised on the top
of them. Then they sold in
a week. A new Italian de-
positor in a Chicago bank
was taken in hand by an in-
telligent new business man,
and was shown the big vault,
the workings of the door
with the time lock, and the
piles of currency. This ocu-
lar demonstration induced

Use of attractive copy in placing a new branch on the map

him to produce from some-
where on his person (the
money was warm, the teller
said) five hundred dollars
additional, which he de-
posited in the bank.

&

HOW BANKERS ARE AD-
VERTISING

ONE or THE BEsT advertisers
among safe deposit concerns is
the Safe Deposit Co. of New
York. It claims to be “First in
the world—chartered 1861; first
in experience—over fifty-eight
years; first in ventilation.”
Concerning the latter feature, it
advertises: “Having provided
every security, we have added
to the comforts of our patrons
by installing a $15,000 air cool-
ing plant that effectively keeps
the temperature of vaults and
coupon rooms uniformly at 78
degrees Fahrenheit.”

Sour BaNks make a feature
of encouraging young business
men. The Guaranty Bank &

Trust Co., of Beaumont, Tex.,
says in one of its advertise-
ments: “The young men of
Beaumont will be the builders
of Greater Beaumont. We es-
pecially invite the banking busi-
ness of young men, and assure
you of friendly service and our
hearty codperation in all your
meritorious business undertak-
ings.”

Baxks and trust companies
in Cleveland recently ran a co-
operative advertising campaign
of thirty-six insertions of a half
page each in the leading Cleve-
land dailies. The advertise-
ments had such headings as
these: “Listen, Elizabeth”;
“Why Is a Bum?”; “Tame Your
Wild Dollars”; “Do You Tempt
Thieves?”, which are certainly
unconventional, but the adver-
tising was resultful.

Speakixe of unconventionality,
a certain New York trust com-
pany has started something new
in the way of alliterative head-
mgs, und is apparently going
bravely down through the al-

43



THE BANKERS MAGAZINE—BANKING PUBLICITY

phabet. People are talking
about the advertising, and, as
the old saying is, better be
damned than not mentioned at
all

Tre National City Bank of
New York has recently an-
nounced a plan for financing
advertising in foreign coun-
tries, and from an article pub-
lished in its house organ, The
Americas, we quote the follow-
ing extract:

The picture (the subject is mo-
tion pictures) is the most powerful
factor in advertising. ©* ¢ We
ought to have movie films of our
normal manufacturers—the thou-
sands of workpeople going in and
out, the great plants, particularly
our Integrated, mechanically con-
nected plants, the processes of &
hundred kinds. Some of our indi-
vidual manufacturers will make a
world-market in that way.

Tue Continental and Commer-
cial National Bank and thel
Continental and Commercial|
Trust Company of Chicago have
launched an extensive local and|

“Has He Made Good at Home?”

[ TR W VS

vERY "
relations with you

pammn

to
must show that he has

made good at home; must prove that he has the
confidence of those people who have known him
longest and most intimately,

If this bank, in soliciting your busines, comes
a3 a stranger, we should be put to the test. Do
we pass it sucoessfully in pointing out that more
than one-fourth of all the banks in our Federal

Reserve Dintrict carry accounts with us?

Tie National Bank 2]’ Commerce

in Saint Louis

Resources over $85,000,000.00

LT T T e

{1

il

A good test of efficlency and service put in a catchy way

and other banking institutions

'howevor. were more satl-fnctory.ltlon, for it was impressed upoa

all, and eapecially upon the non-

national advertising campaign.| have begun advertising on a small | saving classes, the advantages of

For this purpose the affiliated|
institutions are to be known as|
the Continental and Commercial |
Banks. A. D. Welton, formerly
with the American Bankers’ As-|
sociation, is in charge of the ad-|

vertising, and has the codpera-| pe

tion of two well-known adver-|
tising agencies — Edwin Bird
Wilson, Inc., New York, in the!
national advertising, and Lord!
& Thomas, Chicago, in the local
advertising. Among the points
to be brought out in the adver-
tising is the strong and strate-
gical position of the Continental
and Commercial Banks for the
handling of local, national, and
international banking of every
description.

RoBerT S. BARRETT, commercial
attache at Buenos Aires, in
Commerce Reports gives this in-
teresting account of how an
American bank (presumably the
National City Bank of New
York) blazed an advertising
trail in Argentina:

The marked success of an adver-
tising campaign conducted by the
Buenos Aires branch of an Amer-
fcan bank was a surprise to the
Argentlne public as well as a

shock to the dignity of many of
the other banks. The results,
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scale.

In October, 1917, the campaign
was started, and within fourteen
months, by means of newspaper
and magazine advertisements,
posters, window transfers, and
signs in street cars and subways,
appealing to workmen, children,
and smal] investors, the depositors
the savings department num-
bered over 7,600, and the amount
to their credit was about 4,500,000
pesos ($1,912,600 United States
currency).

Posters and signs were placed in
the largest factories and an ur-
rangements made with the man-
ager of several to make thelr
New Year presents to the em-
ployees In the form of saving ac-
counts. Over fifty per cent. of the
men kept the accounts in the
bank, and a large number of those
who drew them out are now re-
opening them.

A large Increase noted at the
end of 1918, when 1,640 new ac-
counts were gained in December,
was principally due to the distri-
bution of small savings banks or
boxes which were lent to those
opening .an account of § pesos or
more, although accounts may be
started with an initial deposit as
small as 1 peso. Interest is paid
at the rate of four per cent. per
annum after sixty days, and fis
computed quarterly.

At first two men only were em.
ployed in the savings department,
but this number has been In-
creased to eleven. The accounts
are kept by a modern card sys-
tem, which enables the work to be
handled easily and without loas ot
time.

Outside of the advertising that
the bank is receiving, and the fa-
vorable results and prestige from
a banker's point of view, the whole
idea has been beneficial to the na-

| saving money. The plan is no¥
|belng taken up by some other
Ibanks in Buenos Afres.

Tre Guaranty Trust Co. of
| New York sent out a compars-
jtive yield indicator for use in
i the Victory Liberty Loan cam-
paign. This device enabled one
‘to tell at a glance the income
ivalue of tax-exempt securities
:as compared with those subject
to the mormal Federal income
tax and surtaxes of 1919. By
use of it the investor can deter-
mine, without calculation, the
yield which would be required
from fully taxable investments
to give the same net return as
tax-exempt investments.

TaE People’s Bank, Ltd., Hilo,
T. H., Carol S. Reid, publicity
manager, sends this department
some excellent specimens of
local newspaper advertising
showing that it is preaching the
same gospel of Thrift and Pa-
triotism that is being taught by
the banks in other parts of the
country.

Tre American National Bank,
Richmond, has sent out a little
booklet entitled “Make Your
Dollars Work,” by Cally Ry-
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Liberty

Bonds

ina
“Pinch”

T IS never necessary to sell Liberty Bonds to raise
money on them. We will lend you a reasonable sum

of money on your bonds at
‘To sell them does not impair the

Liberty Bonds, but it does help to depress the market price.
It is therefore as much your patriotic duty to hold them as it is
to buy them. If in need of money come to us.

Bonds lost or stolen can be cashed by the holder. We will keep
yours in oxr vanlt without charge, if desired.

THE CHATTANOOGA SAVINGS BANK
Commercial

Sevings

a fair rate of interest.
safety or intrinsic value of

Trust

This is the kind of advertising that may keep many from sacrificing their Liberty Bonds

land, author of Aunt Jemimy’s
Bank Maxims, one of the latest
of which is, “Folks ’lows dat
money talks, but de onlies’ word
it ever say to dis nigger is—
‘gOOd’bye.’ ”»

THAT BANK ADVERTISING in Aus-
tralia is quite up to date is
shown by two interesting book-
lets just received from the Com-
monwealth Bank of Australia.
One bears on the cover a map
of Australia, with a cut of the
bank building and “Our Service
to You,” and the other is of ob-
long shape, with the bank build-
ing shown in the ring of a large
key bearing the legend, “The
Master Key to Thrift.”

Tue First National Bank of
Youngsville, Pa., is serving its
farmer customers by sending a
committee to Michigan to buy
pure bred cows for the local
dairymen.

A coop booklet is “A Little
Journey Through the Chatta-
nooga Savings Bank,” showing
the various activities of the
bank and its various forms of
service.

Tue Luzerne County National
Bank of Wilkes-Barre uses large
space in the local papers to
advertise the acceptance of Lib-
erty Bonds at par or face value
for deposit on savings accounts.
The depositor agrees to leave
the bonds on deposit at least
one year and the bank pays
three per cent. interest. This

is better than selling the bonds!
below par or exchanging them|
for worthless stocks. It is also
one more instance of real serv-'
ice on the part of the banks to
the public.

CoMMEMORATING its one hun-
dred and twentieth anniversary,
the Bank of the Manhattan Co.,|
New York, has issued a book!
containing more than four hun-|
dred autographs of leading citi- !
zens of New York at the close|
of the eighteenth century, these
being reproduced in facsimile,
from the signatures of the orig-
inal subscribers to the capital|
stock of the Manhattan Co. as
signed by them in the original
subscription book which was
opened for public subscriptions
April 22, 1799.

“Wny Not Own Your Own
Home?” and “Once in a Life-
time” are titles of two good.
folders of the Commercial Sav-'
ings & Trust Co., Toledo, the|
latter referring to the services
of the trust department.

AN EXCELLENT new booklet of
the Fifth Avenuc Bank, New
York, bears the title, “Wanted
—Your Inquiry?” “The man-
ner in which we meet customers’;
special inquiries gives the only
true test of how we can serve
them,” and “Whatever your
financial problems may be, in-
quire! For there lies our prac-
tical advantage to you,” are
quotations indicating on what
grounds the booklet is built.

POST, SED NON PROPTER

Leox Bocqueraz, president of
the French American Bank of
Savings, San Francisco, takes
exception to an item in the
March issue of Banking Pub-
licity, in which a Spokane bank
president attributes to the com-
ing of prohibition some of the
heavy increase in bank deposits
in that city.

Mr. Bocqueraz’s letter follows:

Editor, “Banking Publicity’:

Post, sed mnom propter.

This lLatin saying, a warning
agalinst premature and rash con-
clusions, is suggested to me by the
remarks of Mr. Thos. H. Brewer,
which you reproduce in your
March number. It is inferred that
to prohibition is due the gratify-
ing increase In deposits experi-
enced by his bank during the past
year.

California is not dry as yet and
fan Francisco remains very wet,
yet our bank, during the past four
years, can report at lcast as great
a proportionate increase in de-
posits; as from $6,040,649 to $10,-
195,694, Other banks in San
Francisco have done as well.

Poss, sed nom propter.

LEON BOCQUERAZ.

&
THE HOUSE ORGANS

Commerce Monthly is now the
regular publication of the Na-
tional Bank of Commerce in
New York, its prototype of the
same name now becoming Com-~
merce Comments, and circulat-
ing exclusively among the bank’s
staff. The new publication is of
ample page and large, hand-
some type, and the editorial ex-
cellence of the articles is in
keeping with the standard of
output established by this great
institution.
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Woodlawn Bank Notes, pub-
lished by the Woodlawn Trust
& Savings Bank, Chicago, de-
votes its current issue to a gen-
eral banking guide, giving all
kinds of useful information
about the bank, and especially
valuable to those who are open-
ing a bank account for the first

time.
&
PERSONAL

Frank Wison, advertising
manager of the Scandinavian
American Bank, Tacoma, has
been elected president of the
newly-formed Tacoma Adver-
tising Club.

W. Frank McCrurg, formerly
vice-president and for eight
years advertising director of the
Redpath Chautauquas, has re-
signed to become manager of
the advertising department of
the Fort Dearborn National
Bank and the Fort Dearborn
Trust and Savings Bank, Chi-

cago.
&
FROM CURRENT ADVER-
TISING

Peorre’s Banxk, L., Hilo, T.
H.:

ECONOMY IS NOT MEANNESS;
IT IS MANAGEMENT!

This bank takes care of your
savings, pays good interest on your
money, and when you get ready to
invest your surprlus, stands ready
to give you unprejudiced advice as
to how to put it out to the best
advantage,

NatronaL Park Bank, New
York:

The value of persona] acquaint-
ance and relationship between our
officers and our customers has
always been recognized by this in-
stitution. It was foreseen that as
the bank grew larger the tendency
might be to reduce business trans-
actions to a mere mechanical
routine, and thus lose this val-
uable personal contact. To over-
come this possibility it has been
our policy to keep in close touch
with our customers and to ascer-
tain and conform whenever pos-
sible to their requirements.

CraTranooca (TENN.) SaviNas
Bank:

REAL SERVICE

Any bank can please that class
of persons who drift about through
t'>”: taking everything as it comes,

ut—

We are pleasing those who ap-
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of a United States

turity, taxation or rate.

The Banker’s Sixth Sense

Caution should always enter into the§lection of investmenta.
In some proposed investments, less caution is needed than in others.

. The
thou%anﬁmumun security of the investment.
Individual requirements would investigate minor points, such as ma-

Government Bond does not require

All intelligent persons would recognize jmmediately the matchiess
security of the investment. i v e
Why?
Because a U Goverament Bond is the direct ob-
ligation of the United States, a over
a century old, the high ial rating
Caution should be used in exchanging the obligations of
richest country in the world, for stocks of the un-
howngnemﬂnnlmd are based largely on

This sixth sense is
ty’s eighteen banks.

The element of caution is peculiarly your banker’s sixth sense.
represented in the personnel of all of Page Coun-

Page County Bankers invite the use of it.

Page County Banker’s Ass’n.

A good piece of cooperative advertising by the Page County (Iowa)

Bankers Association
preciate courtesy, accuracy, | manufacturing interests, facts and
promptness, and personal atten-|figures on school and other local
tion. activities.

Your account is solicited.

GARFIELD NATIONAL BANK, New
York:
FORESIGHT

in business—preparing today to
meet the needs of. to-morrow—de-
mands that your banking connec-
tions should be chosen with the
future requirements of your busi-
ness in mind.

Orp  NaTtroNaL BANK AND
Ux~rton Trust Co., Spokane:

CONCENTRATE

ALL YOUR MONRY MATTERS

It is the unmistakable tendency
of the times for busy men to sys-
tematize their finances through
concentrating them—selecting an
institution as representative that
has unlimited scope and will be
equal to any contingency. Have
you adopted this practical policy?

&
BUILDING BANKS BY MAIL

T 77 (Continued from page 1)

ment, gas and electric light com-
pany, hospitals, physicians, plumb-
crs, clergymen, and others if nec-
¢BSAary. In some cases it would be
well to leave a blank space for the
individua] numbers, since a man’s
location in town will control the
accessibllity of doctors and similar
fndividuals. Standard numbers
could be printed in.

7. Points of interest, historical
notes on town, publicity for local

8. Include standings of town in
enlistments, Red Cross and Liberty
Loan drives, if they are favorable

9. Print excerpts from town,
state and county ordinances per-
taining to trafic and speed laws;
school, election, and tax require-
ments, and any special regulations
peculiar to the district.

10. Make the book pay for it-
self by selling a full-page adver-
tisement to leading merchants in
every line. You thus virtually
recommend the best in each busi-
ness—something the stranger will
appreclate.

Although there is nothing par-
ticularly new or startling about
this idea, it is advocated be-
cause so few banks make it
work for them now. And itisa
money-maker — for good will
and public opinion are measured
by the dollar mark.

Following this same trend of
thought, you come to the “newly-
wed” letter. Not original, it is
true. Used by other business
men, certainly. But none the
less valuable for the banker,
nevertheless. It might go:

mn our
iR e Al
:l!:;‘:rgro: l:;nwzlotu\mt?lotho flood of

greetings had subsided a bit. The
diturevca in dates works no dif-

Finoass: |

N
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Combining good advertising copy with attractive illustrations and display

ference In the earnestness of the
wish.

And we were a bit selfish—we
thought we would have a better
chance to be heard!

The fact that you are undoubt-
edly more settled now than you

were & month or more ago makes
this the preferable time to suggest
that you will find us ready and
able to render a most convenient
service in the banking line.

A checking account, for in-
stance, will be as much to Mrs.

s convenience as to your
own—we need not elaborate on
that.

Your additlonal responsibllities,
too, will make a Safe Deposit Box
an actual necessity. If only used
to protect your insurance papers,
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the precaution would be inval-
uable.

These are small things, but im-
portant. Along greater lines we
are just as well prepared to con-
sult with you or offer advice omn
financial matters. There may be
a time when you will see fit to
borrow or lend money; to invest
or sell your holdings.

In any of these cases we should
feel happy to know that you felt
at liberty to consult with us.

The fact that you will wait
for a month or two before writ-
ing to this man will help you in
just the manner your letter
mentions—the flood of “greet-
ings,” which includes tons of ad-
vertising matter, will have died
down to a mere ripple.

Commencement season could
hardly be overlooked in this
connection. The other business
men do not overlook it—why
not take some of the profits that
exist? Here’s how:

At this time next month your
son will be slipping back into his
room now and then to steal one
more look at that diploma.

It is truly a “g-r-r-r-and and
glorious feeling,” as the cartoonist
has it. And we don't blame you
one bit for feeling just as proud of
him as he does.

As a matter of fact, we share
the fecling so thoroughly that the
suggestion which follows rather
takes the form of an obligution on
our part to pass it along:

Why not start him in on &
bank account?

Instead of spending the money
you and ‘*mother’” had intended
to use in buying one or more
gifts, deposit it in his name, and
present him with the bank book
when the time comes. You
might even include some other
folks who you know are golng
to give something, too.

It will give him a substantial
beginning and a first class object
lesson in THRIFT. Is there
anything more desirable?

‘We don’t claim the ideas for our
own. Other folks in other places
use it. Some have made a PRAC-
TICE out of it, adding a little
more to the deposit whenever that
seems easiest. Can you concelve
of children, raised in that sort of
environment, being spendthrifts?

You might talk this suggestion
over with Mrs...(name).. It is
so splendid that we don't want to
risk your missing it.

Perhaps this fond parent
never thought of that! If he
hasn’t, he will surely consider it,
for the thought is good. If he
has, he will think just that much
more of your methods—because
you agree with him.

Another field, practically un-
worked from this angle, lies in
your local high schools, acad-
emy, or other higher institu-
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tions. You can easily find out
when the Senior Class elects its
officers, and you can at the same
time learn the name and ad-
dress of the president. A let-
ter like the following ought to
add to your acquaintances:

Things are probably beginning
to hum, now that the new Senior
Class officers have been installed
under the direction of thair ca-
pable President,

Busy days ahead! Lots of work
and detalls for ‘“the chief,” mak-
ing a complete organization a ne-
cessity.

Finances constitute such a
mighty important item of that or-
ganization we are anxious for you
to learn just how much we¢ can
help you in this particular respect.

A checking account, for in-
stance, is one solution of money
troubles. The First National has
the facilities essential to such a
service. Suppose you think it
over and bring it up at the next
executive meeting. The prominent
advantages are:

1. Cash entries are made out
when the check is drawn—
not when the individual hap-
pens to remember that he
paid out such-and-such an
amount,

2. Stubbs always show your ex-
act balance on hand.

3. No trouble with recelpts;
cancelled checks are legal
recelpts.

Unnecessary to handle cum-
bersome lump sums.

6. Your money earns per
c;nt interest, instead of lying
idle.

You might drop in the next time
vou are in our neighborhood. And
it might be well to bring your
Treasurer along.

You can see, at a glance, that
the actual cash profits from the
sale of your services to this par
ticular organization would not
be great. But the good-will
earned pays a powerfully large
rate of interest.

The same idea can be applied
to clubs, fraternal organiza-
tions, and other social institu-
tions. It broadens your ac-
quaintance!

In some cases, perhaps, you
could in this manner solicit the
business of the management
committee handling some large
affair—maybe a church bazaar,
carnival, or a commercial con-
vention. If the Chairman re-
ceived this letter, you would
profit thereby:

As soon as we learned that you
nad been chosen Chairman of the
‘ommittee in charge of the
t occurred to us that the First
National might be of assistance to
vou in taking care of some of the
letails of your work.

Handling the money usually re-

sults in considerable loes of time
on the part of the Chairman of the
average committee; the little bills
and the small expenditures are the
ones which cause the confusion.

You can reduce the labor and
responsibility connected with this
one item by opening & checking
account and disbursing your cash
by check!

The convenlence of such a sim-
ple arrangement is extremely sat-
isfactory—your cash entries, Te-
celpts, balance on hand, and other
essential records are always easy
to get at. Nothing goes astray
and nothing s left to inexact
memories or happy chance.

Of course there will be no
charge for this little service. All
we ask is that you call 8340 at
your first opportunity. We'll fix
up everything then.

So much for individual letters
aimed at a specific contact
point. They can’t be beaten—
they carry three possible prof-
its: Immediate sale, personal
publicity, good-will. And their
effectiveness is increased one
hundred per cent. over the gen-
eral letter because they land at
the right time—at the psycho-
logical moment.

Books on Bank Advertising

Bank Window Advertising. By
W. R. Morehouse. Illustrates
and describes many displays
which can be adopted by enter-
prising banks to an_endless va-
riety of subjects. Price, $2.50.

postpald.

Bank Deposit Building, By W. R.
Morehouse. Contains practical
and proved methods of incress-
ing your business and holding it
Copiously illustrated. 250 pages
Price, $3.00, postpald.

Bank Letters. By W. R. More-
house. Contains 82 actual let-
ters reproduced by multigraph,
designed to meet every need of
ordinary bank correspondence
Price, $6.00, postpald

The New Business Departmenat.
By T. D. MacGregor. Describes
how a bank can systematically
cultivate and secure new busi-
ness from varfous sources. Il-
lustrated with forma, etc. Price,
$1.00, delivered.

2000 Points for Financial Adver
tising. By T. D. MacGregor.
Contalns 3,000 suggestions for
the wording of as many bank
ads. Adapted to the use of
commercial banks, trust compa-
nles, safe deposit companies and
savings banks. 170 pages.
Price, $1.76, postpaid.

Pushing Your Businesa. By T. D.
MacGregor. Explains the prine
ciples and practice of financial
advertising, illustrating various
methods and showing mechan-
fcal detall of writink copy. 200
pages. Price. $1.50. postpald.

Bank Advertlsing Plans. By T. D.
MacGregor. Deecribes hundreds
of plans, other than newspaper
advertising, which banke have
successfully used (n bullding
business. 200 pages Price,
$3.50, postpaid
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BANK WINDOW ATTEN- Etion was a war map of Europe.|pendicularly, parallel with the

TION GETTERS

ADVERTISING by means
of window displays is be-
coming more and more common
as modern bank buildings are.
equipped with windows that:
adapt themselves to this pur- |
pose. There is no reason why |
a bank should not profit by the
crowds passing its doors, as
well as the department store or
the cigar store.

W. R. Morehouse, in his new
book, “Bank Window Advertis--
ing,” just issued from our book
department, illustrates and de-
scribes many plans for increas-'
ing a bank’s business by means
of window displays and the
publishers have already been .
surprised and gratified by the |
amount of interest shown in this
subject. X

Charles A. Goddard, writing’
from California recently, de-
scribes some new displays by
one of the Los Angeles banks. |
That there is plenty of interest}
in anything that grows is shown
by the number of passersby |
who stop to look into these win-
dows.

In one window of each street |
on which the bank opens is a
display of plates of growing
seeds. These included lettuce,
pumpkin, radish, alfalfa, sweet
peas, clover and a number of
others, all marked. Beside the
seed windows is a double card.
One side of it reads:

The development of these prize'
seeds requires dally attention

and constant ADDING of
WATER to insure a steady
growth.

The other side of the card
reads:

The development of your sav-
ings account likewise requires
daily attention and constant
ADDING of MONEY to insure
steady growth.

In another window an attrac-

Another window undoubtedly is
responsible for the many re-
quests at the information desk
for a folder under the title,
“Taxes.” To attract attention
to this window a half-dozen
dummy hand grenades were
shown. This card appeared in
addition to one explaining the
grenades:
DO YOU KNOW—

—when the first installment of
the city and county taxes is

payable?

—when the second installment
is due?

—when they become delin-
quent?

—what the penalty is for de-
linquency ?

THESE FREE FOLDERS

GIVE FULL PARTICULARS.
INQUIRE AgElNFORMATION
SK.

The bank had two windows
devoted to checking accounts
when the writer visited them.
One of these contained a card
which explained that “A check’s
face value is determined by the
written amount when the fig-
ures disagree.” A pile of 8-
page booklets bearing the title,
“Checks and Deposits,” was
placed at either side of the

i card, and passersby were asked
'to call at the information desk

for copies of the booklet. An-
other checking account window
was arranged on another street.
The card in this one read:
a few pointers on
CHECKS
—and how to use them.
Properly executed and protect-
ed a check will save time and
money and inconvenience in
your businss dealings.
—ask for booklet

“‘Checks and Deposits’
at information window.

HANDY WINDOWS IN THIS BANK

One feature of this bank’s
windows worthy of attention is
their construction. Each win-
dow has a frosted glass panel
inside. This panel is fastened
to a cross-bar by brass rings.
Thus it may be let hang per-

plate glass of the window, giv-
ing the stationary appearance
common to many banks. This
is desirable when no display is
being used. When a display is
to be put in the panel is turned
back on the cross-bar which
acts as a pivot. When the dis-
play is put in the panel is
dropped down to an oblique an-
gle and the two lower corners
supported by small upright
pieces. Many banks are up
against it when displays are
considered.
&

ACCRUED INTEREST
ACCOUNTING

Tae Comprrorrer’s demand for
an accurate accounting of in-
terest collected but not earned,
etc., has found many banks all
at sea with regard to the book-
keeping methods to be adopted
in order to provide a correct
statement daily. This want has
been admirably met by our new
book, “Accrued Interest Re-
ceivable and Payable,” by How-
ard M. Jefferson, auditor of the
Federal Reserve Bank of New
York. The little book, which
sells for $1, is one of our handy
Bank Department Series and
explains plainly and simply the
methods of accounting neces-
sary to accomplish the desired
purpose. Forms in two colors
show the bookkeeping method
and in a very understandable
way the whole matter is made
clear. The demand for the book
has already called for a third

edition.
&

Reading furnishes the mind
only with materials of knowl-
edge; it is thinking makes what
we read ours.—John Locke.
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ONE EFFecT of the great
war is going to be a renas-
cence of education. The
spirit of inquiry is abroad.
People and peoples are alert
to-day as they have never
been before. The period of
reconstruction is going to be
a period of study and inves-
tigation for progress and
better methods. More than
ever bankers. will want to
read and profit from the ex-
perience of others. The
study of finance, economics
and practical banking from
now on will be more reward-
ing than ever.

e

Tre GovErRNMENT has now
removed all of the war-time
paper restrictions as they
applied to book publishers.
The Bankers Publishing Co.
is therefore prepared to go
ahead with some plans tem-
porarily interrupted by the
governmental  regulations
and will have important an-
nouncements to make from
time to time concerning new
books of interest to bankers.

o]

MANY BANKERS seem to be
of the opinion that the end
of the war and the return of
bank men from service
abroad will not mean the im-
mediate dismissal of all the
women who have been tak-
ing the place of male work-
ers in the banks. Those who
will stay are those who have
shown natural aptitude in

the work and a desire to
prepare themselves thor-
oughly for it. A woman who
herself has succeeded in
bank work is of the opinion
that, given judgment, per-
sistence and a willingness to
learn, there is nothing to pre-
vent women from rising to
really important positions in
banking if they work hard
to get ahead.

&

THE HINGES of a door that
is never used get rusty and
the door opens hard when
the attempt is finally made
to use it. Imagine several
doors before your mind, Mr.
Banker, with these names
over them: FiNnance, Music,
ArT, LITERATURE, RECREA-
TIoN. Undoubtedly in your
case the one that opens most
easily is that labeled
“Finance.” But if you close
your mind to those other
things their doorways will
be increasingly hard to use.
Perhaps after years of dis-
use it would be entirely im-
possible for you to use some
of those “doors,” and you
would fail to get pleasure
and benefit from them no
matter how much you might
want to do so. Of course,
we are especially interested
in the banker’s reading. We
do not maintain that it
should consist entirely, or
even largely, of books on
finance and banking. We
recommend likewise the mas-
terpieces of general litera-
ture, past and present—
poetry, fiction,  history.
There is such a thing as
imagination in business and
the successful banker has it,
not to the extent of imagin-
ing security that does not ex-
ist, but the imagination pos-

The New Business
Department

By T. D. MACGREGOR

Author of “Pushing Your Business,”
*2000 Points for Financial Advertis-
ers,” “Bank Advertising Plans,” “The
Book of Thrift.”

HBE “intensive” cultivation of
present customers of a bank
and the systematizing of

efforts to secure new ones are the

keynotes of this book by T. D.

MacGregor, the well-known writer

on financial advertising.

This handy volume, the tonrtg
of the “Bank Department Serle:.’
is largely the fruit of the author’s
having been for some time an
portant member of the Dem
ment of Publicity and New
ness of the Guaranty Trust Co.

While some of the ideas and
methods suitable for use in push-
ing the business of the largest
trust company in the world—with
resources of over $500,000,000—
undoubtedly would not be adapt-
able to the requirements of the
avera, bank or trust company,
still e principles and practice
in general are the same no mat-
ter what the present size of the
institution to developed.

“The New Business D%r!-
ment” is unique in its fleld. There
is absolutely no other published
work on this subject. If you want
to have a concise yet complete
idea of how to conduct a Depart-
ment in your bank, la or small,
you need this book as an in-
spiration and guide. It is worth
many times its price—one dollar
—to any bank or trust company
that wants to make the most of
its opportunities of development

k Publishing C
B.aﬁg.kro-d;nyn,‘l(e:tmg:.

Please unc% for free examina-

Name

1 Address
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sessed by the man of vision,
the banker who can forecast
the future success of an en-
terprise that is well founded
and that has the elements of |

® |
“ExXPERIENCE: in that all our |
knowledge is founded; and
from that it ultimately de-l
rives itself,” said Johni
Locke. Learning by the ex-.
perience of others wherever
it is possible to do so is one
of the secrets of success in
every line, but particularly
in banking. And where can
the experience of others be
studied so well, so conven-
iently, so safely, so inexpens-
ively as in books? That is
the rationale, the raison
d’etre of the Book Depart-
ment of the Bankers Pub-
lishing Co. We are here to
serve the bankers and others
in securing any book they:
want. We publish a good|
many ourselves and can|
promptly secure those of
other publishers. Do not|
hesitate to write us for ad-
vice in the matter of finan-
cial books.

success in it.

We are always:
glad of the opportunity to:
submit suitable lists for your|
consideration, without!
charge to you.

@ 1
THERE 18 every indication of -
a big boom coming in the
advertising business. Some
authorities are of the opin-|
ion that before this new year |
is very old advertising—|
both local and national—
will be in greater volume
than ever before. Bankers, |
in common with other ad-%
vertisers, are taking up new |
advertising plans in earnest. |
For those who are looking|
into this matter with new or!

Are You Prepared to Com-
ply With the Comptroller’s
Request for an Accurate
Statement of Your Un-
earned Discount and In-
terest Earned But Not
Collected?

The Comptroller of the Currency has given
notice that beginning January 1, 1919, Na-
tional Banks will be obliged to keep their books
in such shape that accurate statements may be
made as to unearned discount and interest
earned but not collected.

For several months past we have had in
preparation one of our Bankers’ Handy Series,
showing in a simple, practical and easily under-
stood way how to do the necessary bookkeeping
to answer correctly items 21 and 27 on the
Comptroller’s Call.

The titlz of the book is “ACCRUED IN-
TEREST RECEIVABLE AND PAY-
ABLE,” by Howard M. Jefferson, Auditor
of the Federal Reserve Bank of New York.
It answers just the questions every bank will
ask. Forms in colors show bookkeeping meth-
ods and make the whole matter clear. 100
pages, bound in boards. Price $1.00.

THE BANKERS PUBLISHING CO.,
253 Broadway, New York.

8pecial prices for quantity lots bearing imprint of Bank for
distribution

Bankers Publishing Co.,
253 Broadway, New York.

Enclosed is $1.00 for which send us one copy
of Jefferson’s *‘Accrued Interest Receivable and Pay-
able,”” with the privilege of returning if not satisfactory.

(Signed) ..o eeeeae
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renewed interest at this time
we recommend the purchase
and study of our quite com-
plete library of bank adver-
tising books. We call special
attention to the books by T.
D. MacGregor, and W. R.
Morehouse, more fully de-
scribed elsewhere in this is-
sue of Book Talks. By using
these practical volumes you
quickly and cheaply get the
benefit of some very valuable
experience of other banks
and bankers along this line.
In the case of “2000 Points
for Financial Advertising”
you secure the ready-made
material to enable you to pre-
pare quickly hundreds ot
strong, dignified and effec-
tive advertisements or adver-
tising letters for your own
bank or trust company.
And Mr. Morehouse’s new
book, “Bank Window Ad-
vertising,” is especially time-
ly just now.

&
BANK LIBRARIES

No mopeeN and up-to-date bank
is complete in its equipment
without a library for the use
of its officers and employees.
Such a library should include
not only the current periodicals
giving information of banking,
economic and financial affairs,
but a selection of the best books
on these subjects.

The slight expense of such a
library is amply compensated
for in the increased interest and
greater efficiency of the em-
ployees and indeed, too, in th
prevention of costly errors by
the knowledge thus acquired.

Many banks are availing
themselves of our suggestions
and selections for complete li-
braries and for the nucleus of
such a collection to be added to
from time to time.

Our “Bank Library of One
‘Hundred Books” is undoubted-
ly the best collection for this

The
Law

of Bank
Checks

By John E. Brady

Or TRE NEw York Bar

A Useful Book for Every Practical Banker

Covers the entire body of law relative to checks. Will k
.t:w bu:ker out of legal difficulty and save him many h:el:
its costs.

Some phases of bank check law made clear by thss book:

ALTERED CHECKS INDORSEMENTS
FRAUDULENT INDORSER’S LIABIL-
iy
ECKS DRAWER'’S LIABILITY
MEMORANDUM RIGHTS OF HOLDER
CHECKS PRESENTMENT FOR
Cﬂggﬁi‘ AS ASSIGN- PAYMENT
NOTICE OF DISH
GHECKAsoeT  pmoTesr 0%
DEPOSIT OF CHECKS
POSTDATED CHECKS COLLECTIONS
STALE CHECKS PAYMENT
TRAVELERS CHRCKS STOPPING PAYMENT

LOST AND STOLEN COLLECTION

CHECKS THROU
NEGOTIABILITY ING HO%%E CLEAR-
SIGNATURE AND CERTIFICATION

FORM EFFECT OF
CONSIDERATION INSOLVENCY

475 pages, bound in library buckram; price $4, postpaid
BANKERS PUBLISHING COMPANY
253 Broadway, New York

FREE EXAMINATION COUPON

Bankers Pusrisaing Co.,
258 Broadway, New York.

You may send us one copy of “The Law of
Bank Checks,” by John E. Brady, for examination.
If satisfactory, we will remit the price, $4.00;
otherwise we will return to you in 5 days in good
condition.

(1) eereeeeinnnn
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purpose. If the bank does not
want to purchase the entire col-
lection at once it is a good
thing to make a start and
gradually acquire the complete

library.
A copy of our booklet, “Bank
Library of One Hundred

Books,” and further informa-
tion will on this general subject
be gladly supplied by this De-
partment for the asking.

&

EDUCATIONAL WORK
AMONG THE SOLDIERS

Ixn the splendid educational
work now being carried on
among the soldiers and sailors
stationed abroad there . are
many who wish to take up or
continue banking studies.
Among other wise provisions
made for this work by the
American Library Association
is the purchase of a large num-
ber of copies of Kniffin’s “Prac-
tical Work of a Bank.” No
better book could have been se-
lected for the men who wish to

improve their fitness for bank-|

ing positions and who expect to
take up or resume bank work
when they return home. This
department is also supplying

many books for more advanced |

study.
&
FOREIGN TRADE LIBRA-
RIES

Tre Fmsr NatoNnar Baxk of
Chicago has equipped a com-
plete foreign trade department
and has secured the services of
Dr. Walter Lichtenstein as for-
eign trade adviser. An impor-
tant part of the machinery of

this department is a foreign

trade library and reading room,
an indispensable adjunct. The
Bankers Publishing Co. is pre-

pared to equip banks with for-
eign trade libraries and suggest |

courses of reading on this all-
important subject.

&
An ounce of experience is
worth a ton of theory.—Wil-
liam Q. McAdoo.

1

JUST ISSUED

Bank Law and

- Taxation Digest
By MILTON W. HARRISON

Secretary 8avings Bank Section American Bankers
Association, Assistant Educational Director
American Institute of Banking

A CAREFUL COMPILATION OF THE BANKING AND
TAXATION LAWS OF THE VARIOUS STATES

Part I is arranged in chart form, with parallel
columns, so that the laws of the various states on any
subject may be easily compared. The commercial
laws covered are those a knowledge of which is re-
quired by most bankers in their every-day business.

Covering as this does, in convenient form
for reference to the laws of any state, all the
law required by the busy banker in his daily
work, Part I alone is worth the price of the
book.

Part II by its arrangement of the laws of each
state under similar headings also permits of easy com-
parison and study of the varations in state require-
ments.

Part III is an unusually valuable contribution to
the discussion of bank taxation in the various states,
which will be useful alike to the student and to the
banker.

Substantially bound in buckram, 7 x 10 ins., clear,
readable type.  Price, $2.50 by mail postpaid.
Copies sent on approval. Use blank below.

THE BANKERS PUBLISHING COMPANY
253 BroaDWAY, NEw YORK

BANKERs PusLisHiNG CoMPANY, 253 Broapway, NEw York

Please send for free examination Mr. Harrison's “Bank
LAaw AND TaAxaTioN DicesT.” After five days’ examination
I will either return it or remit the price, $2.50.

BT
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AN AGRICULTURAL
LIBRARY

Tue Prorre’s StaTe Bank of
Rossville, Kansas, has installed
an agricultural library with
state and government farming
reports and booklets as a basis.
With such material kept up-to-
date and conveniently arranged,
the library should prove popu-
lar and a valuable aid to wide-
awake farmers, besides showing
the bank’s interest in the cus-
tomer’s welfare.

&

BANK LIBRARY OF 10
BOOKS

ANOTHER progressive bank has
started a library with the Book
Department’s selection of the|
Best Hundred Books. The|
First National Bank of St. Paul!
is the latest to join the ranks;
of those eager to give their em- |
ployees the best material to be|
had on banking subjects. As:
a business and educational
proposition it is a $200 invest-
ment that cannot be reckoned in;
actual dollars and cents only,|
but in the efficiency and well-
being of the institution itself.|

&

A BANK CIRCULATING |
LIBRARY

Nor aLw the libraries maintained |
by banks are for the use of the
employees alone. The Farmers
State Bank of Marquette, Neb.,!
announces its purpose of main-|
taining at its own expense a|
set of books from the state li-|
brary, consisting of high-class!
fiction for people of all ages.;
This is but another instance of
“service” on the part of the.
community bank. |

o]
WEIGH YOURSELF

“Perhaps the best thing you
can do is to take a few min-
utes after dinner some night
and weigh yourself. A good
mental inventory and a first-
class survey of the possibilities
presented by the organization

of which you are now a part

Bank Deposit Building

Practical and Proved Methods of Increasing
Your Business and Holding It

By W. R. MOREHOUSE

Aassistant Cashier Guaranty Trust and Savings Bank, Los Angeles,
Cal.; Vice-President Financial Advertisers Association

HE BANKERS PUBLISHING COMPANY
announces the publication of ‘‘Bank Deposit Building:
Practical and Proved Methods of Increasing Your Business
and Holding It,”” by W. R. Morehouse. The book is
just off the press and ready for immediate delivery.

“Bank Deposit Building,” as its name implies, deals
with building bank deposits—not in the sense of a spectacu-
lar increase by forced methods—here to-day and gone to-
morrow—but building for permanent growth. This is the
keynote of Mr. Morehouse’s book and attention is paid
tt; holding old business as well as to winning it in the first
place.

There is nothing theoretical about Mr. Morehouse’s
book. All the methods recommended have been tried and
found successful. Mr. Morehouse is himself one of the
officials of a bank that has been highly successful and on
account of his knowledge of advertising matters has been
chosen Vice-President of the Financial Advertisers’ Associ-
ation and Editor of the Bulletin, which deals exclusively
with bank advertising. Mr. Morehouse is also well known
to bankers on account of his frequent contributions to

. THE BANKERS MAGAZINE.

At this time when strong and united efforts are being
made far and wide to promote thrift and saving, the study
of a book like “Bank Deposit Building” will not only
stimulate the banker’s patriotic duty, but will add to his
legitimate profits as well—a combination of ‘‘doing good
and making money,” as Benjamin Franklin once put it.

“Bank Deposit Building” is a handsomely bound book
of 260 pages, printed on fine paper, with more than 40
illustrations. The price is $3.00 and return of the blank
below will bring a copy for personal examination.

THE BANKERS PUBLISHING CO.
253 Broadway, New York, U. S. A.

DATE...oivieineerenosennonnnanns cereraaenns
BANKERs PusLisHING OCoO.,
253 Broadway, New York.
Please send for free examination a copy of Mr. More
house’s “Bank Deposit Building.” After five days’ examina-
tion I will either return the book or remit the price, $3.00.
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may disclose a lot of things
which have heretofore been un-
known to you or your friends.

“Get a brand new grip upon
yourself and make up ‘your
mind that to-morrow will be a
better day, so far as you are
personally concerned, than all
of the other days that have
preceded it. If your backbone
is of the spaghetti variety, 1
urge you to strengthen it

ickly. Get the ‘I will’ spirit
thoroughly injected into your
system and then go forth with
a determination to conquer
new worlds. Don’t try to do
all of your conquering in one
day. Do a little to-day and a
little more to-morrow. Neither
worlds nor men are created in
a day. The making of a worth-
while world or a worthwhile
man is a big job which takes
time, and a lot of it”—
Charles R. Wiers. |

o |
BOOKS RECEIVED

ComMERCIAL BANKING PrACTICE
Uxper THE FEDERAL RESERVE
Acr. Revised edition. Na-
tional Bank of Commerce,
New York.

BiBLiocrAPHY OF ForeleN TrADE
PusLicaTioNs. By Herbert
Stanley Shuey, lecturer in
commerce, University of Cali-
fornia. The TenBosch Co.,
San Francisco.

BANk AND Pusric Hovrmpays
TrarOoUGHOUT THE WORLD.
Revised edition, 1919. Guar-
anty Trust Co., New York.

Shows principal holidays in all
states and countries and is of |
particular interest to bankers, |
merchants and manufacturers |
having to do with international
trade.

TaE ProBLEMS oF Peace. By
William A. Gaston. Nation-
al Shawmut Bank, Boston.

A study of the essential needs
of Masachusetts during the re-
construction period.

Lerrers oF Creprt. By Owen
F. Hershey. Reprinted from
the Harvard Law Review.
American Steel Export Co.,
New York.

&

Reading without purpose is
sauntering, not exercise.—

Bulwer-Lytton.

JUST ISSUED

Bank
Window
Advertising

By W. R. Morehouse

Assistant Cashier Guaran-
ty Trust & Savings Bank,

Los Angeles; President
Financial Advertisers As-
sociation.

HE BANKERS PUBLISHING CO.
announce the publication of the first book
on the important subject of Bank Win-

dow Advertising. This modern development
is making rapid headway among enterprising
banks which wish to increase their deposits by
every legitimate method.

Mr. Morehouse’s book is based, as was his
“Bank Deposit Building,” on practical expe-
rience in result-getting methods, and the dis-
plays described are those which have been tried
and found successful.

Full instructions are given for preparing the
displays and many photographs of windows
are reproduced, as well as a great variety of
specimen cards for window use.

Handsomely bound in red cloth, 7 x 10,
150 pages. Price, $2.50 postpaid. Use
coupon below and ask to have a copy sent on
approval.

The Bankers Publishing Co., 253 Broadway, New York

BANKERS PUBLISHING CO., 2563 Broadway, New York

We are interested in Bank Window Advertising and would like to
8ee a copy of Mr. Morehouse's book on that subject. Please forward &
copy with the understanding that we will either return it after five
days’ examination or remit the price, $2.50.
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Examine These Banking Books At Qur Risk

VERY one of the books listed below is crammed full of valuable in-

formation and progressive ideas and methods for increasing your

efficiency as a banker. Read over the brief descriptions: below and select
the ones that you want to examine at our expense.

The Practical Work ¢f & Bank. By Willlam H.
Kniffin, Jr. Covers every phase and detail ef
the operation of & modern bank. There isn't
« single practical banking problem or dou'll
of bank administration that this book doesn’t
take up carefully and describe in detail. Tells
how to increase the efficiency of & bank—
how to make the work run more smoothly—
how to get the most out of equipment. 600
pages. Fully {llustrated and indexed. Price,
$5.00, delivered.

Trust Companies; Their Organization, Growth
t. By Clay Herrick. Describes
fn detall the actual organisation and opera-
tion of eve department of & modern trust
oompany. ontains & variety of tables and
charts which make it indispensable for every
trust company officer. The author was for
many years comnected with the Cleveland
Trust Company in important capacities and
speaks with authority. 600 pages. Price,
$4.00, postpaid.

The Law of Bank Checks. By John Edson
Brady. A complete explanation of the rules
of law applicable to the issuance, delivery,
transfer, collection, payment, etc., of bank
checks and the rights and responsibilities of
banks in dealing with these Instruments.
Full text of the Negotiable Instruments Law.
now in force in 46 setates, showing the
changes made in the statute by the different
states. Carefully indexed. 460 pages. Price,
$4.00, postpald.

Bank Letters. By W. R. Morehouse, Publicity
Manager of the Guaranty Trust and Savings
Bank of Los Angeles. 82 actual letters, re-
produced by multigraph, designed to meet
every need of ordinary bank correspondence.
Special attention given to letters which build
business for banks, create good will, and in-
crease deposits. All the letters have actu-
ally been used and tested by the author and
are the result of a long study of this im-
portant subject. Price, $5.00, postpaid.

BANKERS PUBLISHING CO..
363 Broadway, New York:

Send on the following books on banking and I
will try them eut. If I den't ind them satisfac-
W{h‘l may return the beeks within five days at
YO expense. I enclose one dollar merely as a
deposit te be refunded witheut quibble or question
should I return the books. If I decide to keep
t?o;:’l I wihl‘l remit the balance in monthly payments
of eac

(Consult list above for exact titles and flll in your
selection here.)

1) BANK ... e itrreeiieeeaaaas

W LT

Yeu may place my name on your list to receive
BOOK TALKS each month.

Commercial Paper, Acoeptances, and the Analy-
sis of Credit Statements, By Willlam H.
Knifin, Jr. This is e thoroughly practical
book, understandable alike by the banking
.student as well as the man higher up. Con-
tains seventy pages of actual financial state-
ments, some favorable, some unfavorable,
with complete analyses printed om facing
pages, explaining in detail why it is safe or
unsafe to invest in the paper. 162 pages.
Price, $2.50, postpaid.

2000 Points for Financial Advertising. By T. D.
MacGregor This book writes your bank ad-
vertising copy for you. It contains 3000 sug-
gestions for the wording of as many bank ads
—strong copy bringing out vital points in a
clear and concise way. Adapted to the use
of commercial banks, trust companies, safe
deposit companies and savings banks. 170
pages. Price, $1.75, postpaid.

The New Business Department. By T. D. Mao-
Gregor. Tells how to organize and operate a
new business department that will help youw
not only In getting new accounts, but alse
in holding and making old ones more profi-
able. The book is based on the methods
used in the most successful banks in the
country and s {llustrated with up-to-date
forms. Price, $1.00, delivered.

The Filing Departmeat. By J. Arthur Cramer.
Bank - Department Series. Describes and 1il-
lustrates a system of filing for banks whiech
will enable the banker to have immediate
access to all of the correspondence and
records bearing on any particular transac-
tion. Author has made a careful study and
investigation of the subject. 100 pages. Co-
piously {llustrated and indexed. Price, $1.00.
delivered.

The Elements of Foreign Exchange. By Fraok-
lin HEscher. Gives a clear understanding of
the causes which affect the movement of for-
eign exchange, its influence on the money
and security market, etc. The book is ele-
mentary and i{s designed for the reader who
wants to get a clear idea of how foreign
exchange works without going too deeply into
it. Seventh Edition. Price. $1.36, postpaid

How to Examine Simply fill in the
These Valuable title of the books
Banking Books ' you want for exam-
at Our Expense ination on the free

examination coupon
at the left. Look them over and see if
they are not all that we have claimed.

See if they won’t be an actual help to

you in your everyday work. At your

own desk decide for yourself. And if
you don’t find that they will be helpful,
return them at our expense and we will
refund your deposit without quibble or
question. For every title is sold subject
to approval after full five days’ exam-
ination. Do not delay! Tear off the

coupon and mail Topay.
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CARTER GLASS, THE |
STUDENT

UR new Secretary of the

Treasury, Carter Glass of
Virginia, is a student as well
as a politician. In fact, it is
probably true that he is more
of a scholar than he is a politi-
cian, or at least that his suc-:
cess is due more to his study
and research than to any po-
litical strategy that has marked
his career.

Primarily an editor and a
publisher, rather than a banker,
Mr. Glass has long been inter-
ested in financial and economic
matters. When he was made|
a member of the banking com-
mittee of the House of Repre-: Books for Soldiers
sentatives, he began an intensive Copyright 1919 American Library Association
study of banking problems. It! ™ - : _— ) N
is said that for ten vears as €poch-making event in our finance and allied subjects. All
Congressman he never made a| financial history, but it also these numerous sources of
single speech in the House, but: marked the triumph of a stu-| printed matter are secured as
he was biding his time and add-: dent, the consummation of aisoon as issued, so that the in-
ing to his wealth of financial| decade of intensive study of ;furmation on any subject is as
knowledge by his extensive | banking and financial prob-;completc as possible. The ma-
reading and research. i lems. terial, when received, is checked,

When President Wilson be- & read, selected, indexed, cata-
became Chairman of the Com-‘ REFERENCFE,

came President and Mr. Glass| logued, clipped, filed or shelved,
LIBRARIES “°ndy for reference when need-
mittee on Banking and Curren- : AN
cy, the fruits of his long study | FOR BANK PEOPLE
began to appear. He and the|I~¥ NEw York there are a num-
President agreed that our cur-| ber of model financial reference
rency system needed reforming, |libraries. Two of them are per-
and Mr. Glass then began the: haps worthy of special descrip-
preparation of a comprehensive | tion—the American Bankers
currency bill to accomplish that | Association Reference Library
purpose. and that of the Guaranty Trust
How well that has been done{Co. The A. B. A. Library re-
everybody now realizes. Theiceives regularly all important
Federal Reserve System will|financial and economic journals,
always be a monument to theincluding several British and
foresight and studiously ac-jone in the French language.
quired wisdom of our present|Other information, chiefly sta-
Chief Executive and Secretary | tistical, can only be found in
of the Treasury.
When Mr. Glass took the! lications.

Every effort is made

floor of the House of Repre-| to obtain all pamphlet literature

sentatives on September 10,| published on current financial
1918, to expound the new cur-|questions. Another source of
rency measure, it was really anlknowledge is the books on

' United States Government pub-'

It might be interesting to
mention a few questions, select-
,ed from the requests which
thave been satisfactorily dis-
‘posed of within the last two
“months, which will indicate the
'scope of the subjects covered
by the information in the Li-
i brary:

,l Statistics on Liberty I.oan
subscriptions.

Pamphlets on acceptances.

Foreign exchange as related
to imports; sample forms of
documents.

Foreign exchange; material
and list of books.

New business advertising for
a women’s department.

Credit statements; material.

(Continued on page 6)





