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Come to

Stockton

On Dollar Day

Participate in the
Stockton Merchants’
Big Bargain Event.

TUESDAY

June 3rd

THE[ARMERS 2

s -

StockTOoN, CALIFORNIA
The Bank of Good Service—Member Federal Reserve
Frank A, Guernsey, President

A little unsolicited support of the merchants on their big day

executive, clerical, and business
building.

Just as surely as no chain is
stronger than its weakest link,
so in the bank when anyone of
these sections represents a rela-
tive weakness, the entire struc-
ture fails to stand the test.

The success of every financial
institution is dependent upon
establishing and maintaining
relative efficiency in each one of
these factors.

It is well recognized that no
financial institution is ever at a
standstill. It is either going
ahead or going back. While it
would appear that some finan-
cial institutions have gone
ahead without defined plans and
publicity for business building,
increasing competition, which is
everywhere being evidenced, in-
dicates clearly that the time for
what is described by some as
undeserved and unwarranted
growth is rapidly passing, if not
already gone.

The active head of a banking
organization to-day clearly dis-
cerns the necessity for the most
intelligent business-building ef-

fort and that it be continuously
administered.—Collins Publicity
Service.

&

A BANK THAT REALLY
MEANS ‘‘SERVICE” TALK
(Continued rrom pags 1)

who try to help themselves. No
time is wasted on those who do
not.

One of the first statements
made in the bank’s advertising
was: -

Our road to success will
have to be bullt with stepping
stones of the success of our
customers,

And that slogan has been often
repeated since; and, as can be
seen, religiously followed.
Codperation with retailers has
been carried on along the same
lines as codperation with the
farmers. Mr. Earnest Is quali-
fied to help this class in the
community, also. He once took
charge of a hardware store that
was not making money. He ap-
plied good business methods.
One department after another
was checked up until the one

J

that was failing to return prof-
its was located. Then the meth-
ods of conduct were revolution-
ized. The store began to make
money.

Local business men come in
Jjust as do the farmers. They
are encouraged to analyze their
businesses and to learn where the
leaks are. Sometimes it is top-
heavy expense, sometimes carry-
ing an expensive “pet” that eats
up the profits, or extensions of
credit all out of reason, or ig-
noring of overhead in making
prices. A case of the last was
seen in the case of a restaurant
man who was serving meals
35 cents that should have been
priced at 40 cents. After a talk
with the banker these men get
a new light on their businesses
which years of close contact
have failed to bring them. And
the bank gets new friends.

“Dollars and cents,” said Mr.
Farnest, “are the last consid-
eration now. We are looking
ahead five years. We are build-
ing a firm foundation of pres-
tige for the future. We wish to
have a line-up of the successful
and of men with ability.

“The average individual, if
properly placed, encouraged
and financed, will succeed. A
pat on the back at the right
time, money loaned at the right
time or advice given at the right
time will help wonderfully, as
will be shown by future results.

“Often the cold dollars and
cents bank will cold-bloodedly
turn down a proposition that
loses much money for the client.
It may even refuse a man
money that he needs to handle
a crop. He tries to handle it
with his own folks or inferior
machinery—he loses part of the
crop. There’s just that much.
production lost.”

The bank has recently been
furnished with new fixtures, and
one of the most important fea-
tures is the railing before the
office of the president and cash-
ier. It is low and the smallest
child can walk right up and
talk. Tt is purposely built thus
in order to be a contrast to the
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usual high partitions and grat-
ings. It is the “welcome” on
the doormat that backs up the
promises of the advertising.

One day in March a young
man came in to tell his troubles.
He had read in the bank’s ad-
vertising that he was invited to
come in, and that brought him
in to see the banker. He was
$700 in the hole. He had gotten
himself entangled hy mortgag-
ing the same property twice.
He was a whipped man. As
far as he was concerned it was
hands down. Mr. Earnest
talked to him straight from the
shoulder. He pointed out to the
young man that he had his life
ahead and that the future would
be just what he would make it.
If he would straighten up, face
his creditors, promise them to
make good, and let them see evi-
dence that he was going to
make good, he would come out
all right. At first the young
fellow cried, but at the end he
seemed to have lost a burden
from his shoulders. He said he
was going to make good. Two
weeks later the young man
came in. “Well,” said he, “I’ve
got my coat off to make good—
and I'm doing it.”

Such cases come up every
month, sometimes once a week.
The young man mentioned may
some day be one of the wealthi-
est men about Montrose—and it
is safe to say that he will not
forget his start.

Another source of friends is
in the school. Mr. Earnest has
made talks to the high school
pupils. His aim was not only
to teach them the qualifications
of a banker, but the offices of a
bank. After he had given one
talk the superintendent said to
him: “After that talk of yours
I have got a different view of a
bank than I ever had before.
You have never once mentioned
interest.” This adult as well as
his pupils has seen a new light.

A series of booklets covering

18 vocations is going to the pu-rectory. The names in the
pils as a service from the bank|prospect list are selected by
to those who are interested injthose who know the individuals.
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: And the message these folks
..._...-:.._: read is not a mere bid for busi-
-'."-‘:‘&7-:‘.".:.“:”5'::-‘"‘?. ness, but a real service message.

Any bank can talk service

- e ews § and advertise it, but too often
i eme s o~ et st s - § | the word is used merely out of
habit.

&

“A MAN says, ‘Well, I am going
to do this the next six months,
I am going in for a course of
& S, dom reading in law, or a course of
Secssesesenss reading in economics, or a
course of reading in some bus-
The War is Over ness science” He begins and
then a neighbor comes in, or an

.......L.?.t.,f..‘.;.o.._‘. opportunity to play a game of

e am e cards, or his wife wants to go

o e e e out and visit, or the movies are

v o o e there, or there is some other
ey guot 0 aag beninem.  Just $o mese

u‘:::u.---ud-\q—-w diversion, and oh! it is so easy

o e ol s o e ot to put the book off untilwt:
next night.”—Ez-President
The Home State Bank { |iiam H. Toft.

B 4 GERLEY, g Cem

Some of the newspaper ads that

Books on Bank Advertismg

point to Home State Bank service B.%k Window Advertisiag. By

their future work. This will be
of help to the young folks.

In 1918 the bank spent $2000
for advertising. It was not
spent in a hit-or-miss fashion or
because some newspaper so-
licitor has tied the bank to a
contract—but with the same
idea as the bank urges on the
farmer, productiveness. As the
writer saild in the first para-

. 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.

. By W. R
Bank Deposit Buillding. By

Morehouse. Contains p!

and proved methods of imcreas-
ing your business and holding it
Copiously illustrated. 350 pages
Price, $3.00, postpaid,

Bank Letters: By W. R. More

house. Contains 83 actual let-
ters reproduced by multigraph
Selefed o B Sy 2o

cOTTespo!
Price, $5.00, postpald.

graph, these small advertise-| The New Bustness

ments are well planned and have
a message. That is why they
get results. Results, not in dol-
lar savings accounts, but re-
sults in better financing by in-
dividuals and firms who are so
thankful to the Home State
Bank that they increase the
business of that bank.

The bank has a mailing list
that is used more than once a
month. This list includes the
customers and a certain quan-
tity of live prospects taken as
fillers each mailing from some
list such as the telephone di-

Department.
By T. D. MacGregor. Deacribes
how a bank can systematically
cultivate and secure new busl-
ness from various sources. I-
lustrated with forms, eto. Prios
$1.00, delivered.

2000 Points for Finamcial
tisin, T,

Adver-
LA . D, MacGregor
Contains 3,000 suggestions for

commercial banks, trust cemps-
nies, safe deposit companies and
savings banks. 170 pages
Price, $1.75, postpald. n

Pushing Your Business. By T.
MacGregor. Explains the ’ﬁi;
ciples and practice of financi!
advertising, {llustrating varioss
methods and showing mechss-
ical detail of writing copy. 3
pages. Price, $1.50, .

Bank Advertising Plans. By T.
MacGregor. Describes hundreds
of plans, other than newspaper
advertising, which banks have
successfully wused In Dbullding
business. 300 pages  Price
$2.50, postpaid.
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THE F. A. A. CONVENTION

As ~Norep elsewhere in this issue,
the annual convention of the
Financial Advertisers’ Associa-
tion will be held in New Qrleans
September 21 to 25, and no ef-
fort is being spared to make it
the most successful convention
yet held. W. R. Morehouse,
president of the association, has
sent out the following appeal
for advertising exhibits, which
ought to meet with a hearty re-

sponse:
The Financial Advertisers’ As-
soclation 18 now the largest de-

partmental in the Assoclated Ad-
vertiging Clube of the World. Be-
cause of this fact, the ten thou-
sand or more delegates who will
attend the big convention will ex-
pect to find our exhibit also the
largest and most complete of them
all.

This places a great responsibil-
ity upon every member of our
assoclation. Regardless of wheth-
er you have but a single piece of
literature or a hundred, contribute
what you have. Under no clrcum-
stances fail us this year, for our
reputation as the largest and most
influential of the departmentals of
the A. A. C. of W, {s at stake,.

NO CHARGE FOR SPACE THIS
YEAR

It will be an easy matter for
you to enter an exhibit this year.
Arrange it on e¢ither beaverboard
or heavy white or colored card-
hoard, 30 x 40 Inches, and express
ft to Mr. Bruce Baird, care Hi-
bernia Bank & Trust Co., New Or-
leans, La., expressage prepald,
and Mr, Baird will do the rest. If
possible, make your shipment not
later than August 15. If you can-
not obtain boards of this size, use
the size nearcst to the figures
given, NO LIMIT TO THE
NUMBER OF BOARDS USED—
YOU PROVIDE THE BOARDS
AND WE WILL PROVIDE THE
SPACE IN THE EXHIBITION
ROOMS.

NO RESTRICTIONS AS TO
WHAT YOU MAY EXHIBIT. We
want specimens of everi'thing you
have used to get new business or
conserve the old. The date of
publication or the¢ time when you
used the specimens submitted does
not matter—send them on.

If you do not have sufficient
number of pleces to cover one
board, iIndlicate that fact on the
enclosed postal card, stating ap-
proximately how many pleces you
will send, and space will be re-
served for you in the Grand Group
Exhibit, however, keeping your

AUGUST 1919

The Season

When you are apt to be
away for the week-end, or
off on a vacation, is the sea-
son when the summer burg-
lar thrives. And now is the
time to entrust to our keep-
ing the valuables that you
have at home or have been
kecqln in the office safe—
you'll be able to enjoy your-
self the more without the
worry about their safety,
and you may be spared a
costly lesson.

THE MERCANTILE
Safe Deposit Company
Established 1870
118 BROADWAY. NEW YORK

——
A timely ad for the Safe Deposit Co.

contribution Intact, so as to make
a good showing,
Begin now and get your exhibit

into shape for shipment before
August 15. Write Mr. Baird the
day your exhibit leaves your

hands, and make known to him
any special requests concerning
your display.
ONE OR MORE SILVER CUPS
AND OTHER AWARDS
A silver cup will be presented to
the member having the best dis-

play, and there will be other
awards. Complete information
later.

I URGE YOU TO CO-OPERATE

As president of the association,
1 earnestly request you to contrib-

ute to the exhibit at New Or-
leans. With your help the Finan-
cial Departmental can carry off

first prize as having the most in-
teresting and Instructive exhibit of
advertising literature on display at
the convention. Let us win first
honors from the twenty or more
departmentals that will compete
for first place; let's make our ex-
hibit by far the best.

Malil the enclosed card to-day,
not only because Mr. Holderness is
expecting to hear from you, but in
order that Mr. Baird may be ad-
vised of your requirements for
space.

After your report has been re-
celved by our secretary he will
make a permanent record of your
requirements and then forward
your card to me 80 that I may
know that you have responded.

If vou wish your literature re-
turned to you after the conven-
tion, so advise Mr. Balrd at the
time you notify him that your ex-
hibit I8 on the way to New
Orleans,

GOOD ADVERTISING MA-
TERIAL FOR A TRUST
COMPANY

You remember that the death
of James Gordon Bennett, the
wealthy owner of the New York
‘‘Herald,” took place not very long
ago. Here I8 a striking chaln of
Incidents that followed:

Mr. Bennett appointed his per-
sonal friend, James Stillman, an
executor. Unfortunately. Mr.
Stillman died before any progress
had been made In settling the
Bennett estate,

But it was found that he had
appointed John W. Sterling, the
famous New York lawyer, an ex-
ecutor of his cstate. Before Stir-
ling could begin work, he died
suddenly while fishing in Canada.

Sterling appointed Jamcs O.
Bloss, the New York banker, ex-
ecutor of his cstate. But within
a few weeks the third dcath in
the chain occurred. The estates
of Bennett, Stillman and Sterling
aggregated about $75,000,000.

What a frightful illustration of
how death topples over one rich
man after another—dcspite all
their financial independence and
the utmost that medical sclence
can do for thc prolongation of
human life.

THE above, from the New Eng-
land Pilot, is interesting as a
news item, but it is full of ad-
vertising material for the Trust
Department. The Old Colony
Trust Co. (Boston) News Let-
ter discovered this and com-
ments as follows: “The long,
interlocking complications that
arise after a man’s death, dur-
ing which the families are left
to shift as best they may, while
the tedious grind of untan-
gling his affairs drags through
the probate court, gives irresist-
ible force to the argument for a
trust company us your executor
—an executor who never dies or
is sick and is forever ‘on the
job.” The remedy for the pos-
sible inconveniences, even hard-
ships involved, is so simple, so
easy and so direct that nothing
can compete with it. If all this
is true, how much greater is the

value of this trust company ser-

vice for moderate estates where

delayed settlements may mean

positive calamity to the heirs?"’
67
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Tue Fourth Annual Conven-
tion of the Associated Ad-
vertising Clubs of the World,
including the Financial Ad-
vertisers’ Association, will
be held in New Orleans Sep-
tember 21 to 25. The mere
announcement of this notable
event should be sufficient to
cause a remarkable gather-
ing of progressive bank men
on this occasion. The time
has long past when there is
any question of the value of
advertising in the promotion
of thrift and the building up
of institutions which are the
life blood of business. It is
only a question now of the
best methods, and there is no
place where the best methods
of the best students of bank
advertising can be better
studied at close range and
where more real knowledge
of resultful bank advertising
can be obtained than at this
convention. Get your reser-
vation now.

&

ADVERTISING to bankers is
becoming almost as common
as advertising by bankers.
The bankers attending the
recent convention of the Ten-
nessee Bankers Association
were greeted by a newspaper
advertisement inviting them
to witness a demonstration
of a tractor, and claiming
that bankers should be inter-
ested because, “You are in-
58

terested in the proper de-
velopment of the farms in
your section and anxious to
encourage better farming
methods to overcome the ex-
isting shortage of man power
and animal power on the
farm.”

&

IN vmeiNG the use of the
trade acceptance, bankers
may well use the argument
that by signing or endorsing
trade acceptances a firm
makes itself known in chan-
nels not usually reached by
ordinary advertising. It
helps credit to have your
name well and favorably
known. Frequently the
course of a trade acceptance
is something like this: The
retailer accepts the whole-
saler's draft on him. The
wholesaler endorses it over
to the jobber, who may use
it to settle some of his in-
debtedness, and his endorsee
may then discount the ac-
ceptance at a bank, which, in
turn, may either hold, sell or
rediscount it. All through
this process the original
signer is receiving silent but
effective advertising in busi-
ness circles.

i

KiNpLY DIsPOSED customers
have frequently been known
to send in quite usable ad-
vertising suggestions. One
of the smaller New York
trust companies recently re-
ceived a letter from a de-
positor who was temporarily
out of town. He enclosed a
clipping from a New York
newspaper containing a legal

|
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One 'of Charles D. Jarvis’ good
savings bank ads

news item in which the fact
was stated that two execu-
tors of an estate had died
within an hour of each other.
The depositor thought that
was a good text for a trust
advertisement, and so did the
trust company and its adver-
tising agent, neither of which
had seen the news item no-
ticed by the lynx-eyed de-

positor.
&

THERE’S NoTHING like per-
sonal work on the part of
officers and directors to se-
cure really worthwhile ac-
counts or to keep in the good
graces of those already on
the books. A bank in 8
good-sized Southern city

I
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R
HAS BEEN CHANGED TO

AN ME HEAD'S
As cLEArR. As
A _Bee, Too!

TS,

72¢s MOSDAY _MORH NG PARADE
National prohibition will be a little more bearable if this is one of the results

20

makes a practice of having
an officer go around once in
a while and pick up one or
two directors in his car to
make a friendly call at the
office of a customer or pros-
pect. The plan works out
very well, especially as it is
in keeping with the cordial
spirit manifested by the
bank in all the dealings with
customers and the public.

&

Ir EveEry officer and em-
ployee of the bank had as
good a nose for advertising
news, so to speak, as the ad-
vertising man has, the prob-
lem of getting up interesting
and compelling copy would
be easier. But here’s an
idea which might be used to
advantage: Have the tellers
keep a record of the ques-
tions asked by customers in-
sofar as those questions are
such as might be forestalled
if the information were
brought out in the advertis-
ing. 3
]

THis 18 an idea that no mere
man would have thought of
—probably. An advertising
woman suggests that the
Safe Deposit Department
write a letter to brides point-
ing out the wisdom of put-

ting surplus wedding pres-
ents in storage, i. e, the
larger silver pieces used only
on special occasions. " The
custom is common enough,
but it has never been exten-
sively advertised.

e

FINANCIAL ADVERTIS-
ERS’ ASSOCIATION
CONVENTION

ReMEMBER, there are two classes
of bankers who are neither in-
vited nor expected to attend this
convention. First—those who
know it all, but want to keep all
their clever little methods to
themselves—F. A. A. delegates
go to conventions to teach and
to learn. What great men learn
they gladly give to others.
Fools hide their lights under the
bushels.

Second—the dead omes who
neither think nor care. There
are plenty of cemeteries where
all such will find a far more
congenial atmosphere.

You come to the convention.
Put it on your programme right
now. Let nothing swerve you
from this purpose.—M. E. Hol-
derness.

No banker or bank advertis-
ing man who is genuinely inter-
ested in bigger, better business
can afford to miss the New Or-
leans convention.

The famous old “tombstone”
type of bank advertising which
was prevalent fifteen or twenty
vears ago has been largely re-
placed by the modern, up-to-
date “good will” publicity

which the more progressive
banking institutions are now
employing.

In other words, bank adver-
tising to-day talks to the public
in real “human interest,” “red-
blooded” fashion, as though it
realy expected to receive some
consideration.—F. W. Ellsworth.

With bank advertising coming
into its own, it behooves every
prudent banker to keep in close
contact with the association.
Every banker who can possibly
go to the coming convention
should do so by all means.
Gathered there will be advertis-
ing experts of known ability—
men and women who believe in
helping each other—in giving
of their experience as well as
profiting by the experience of
others.—W. R. Morehouse.

@

AUSTRALIAN HOUSE
ORGAN

C. D. Partemrson, advertising
manager, sends us copies of
Bank Notes, the monthly staff
magazine of the Commonwealth
Bank of Australia. It is a
newsy and altogether creditable
bank publication, equal in all
respects to the best in this coun-
try. A feature of one number
is a facsimile of the reappoint-
ment of Denison Samuel King
Miller, Esq., as governor of the
bank, and a review of the re-
markable progress of the insti-
tution since Mr. Miller entered
on his duties as governor June
1, 1912.

Another interesting item shows
the method adopted by the man-
ager of the English, Scottish

59
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and Australian Bank at Tweed
Heads, N. S. W, to do business
with its customers at Coolan-
gatta, across the border in
Queensland, when all traffic be-
tween the states was stopped
during the influenza epidemic.
A cigar box,
string on either end, was used
as a “carrier.” The customer
placed his notes, cheques, etec.,
in the box on the Queensland
side, while the bank manager
drew it across to N. S. W. side
of the border, effected the nec-
essary record, and returned the
deposit slip receipt in the same

way.
L

HOW BANKS ARE AD-
VERTISING

* A userurn little booklet issued
by the Trust Department of the
National Bank of Commerce,
St. Louis, is called “The Stock-
holder and His Bank.” It cites
the various ways a stockholder
may help build up his bank,
and concludes—

That Is what a stockholder can
do for his bank. There are many
reasons why he should do it—first
of all, because it 18 his bank. He
would not fall to put the full force
of his influence behind the busi-
niess which is under his personal
direction.
tance of patronage to that busi-
ness; and he leaves no stonc¢ un-
turned in obtaining it. He loses
no opportunity to give his friends
and acquaintances a favorable im-
press of that business—because it
is his own. Yet, in a lesser de-
#rec, the bank is his business too.
He owns a part of it. If it prof-
ite, he profits.

A serviceaBre booklet by the
Federal Title & Trust Co,
Beaver Falls, Pa., is titled “Why
You Should Make a Will,” and
besides reciting the usual argu-
ments in favor of such proced-
ure gives some useful forms for
tabulating information to the
lawyer preparing the will as to
the disposal of various kinds of
property, real and personal.

Tur Farmers and Merchants
Bank, Stockton, Cal., is a well-
known community “booster.” In
a recent newspaper ad it fea-
tures San Joaquin County’s rec-

o

with a long '

He realizes the impor- !

1

4
wer, COLLON pemier, wwwd
cotton gro hast it

manufacturer, and cotton
involves consideration of the pre-war

tion of enemy and neutral
freight rates

ditio
.ply w

-ar consump-
countries, of ocean
and other phases of shipping coo-
of new crop prospects, and of the sup-
demand for cotton in this coantry

among our Allies.

We have compiled & large amount of data
which will be helpful to our clients in forming

thei, jons on future cotton prices. Our ex-
ﬂre:g.? investigators are available
or Tesearch into this or any other phase of the

cotton industry. We welcome 1inquiries from

our clients on any industrial or
subject.

SEND TOR OUR BOOKLET

“Your Bank as As Ally in the Congaest of Basicest”

INDUSTRIAL SERVICE DEPARTMENT

FaNational Bank

o
mls/Boston,

Boston bank advertising copy rivals that of the Metropolis

ord as an asparagus producing '
county, and adds:

Now is the time to get behina
all movements that mean a bigger
and better city and county. A
good way to be ready to take ad-
vantage of the opportunities this
section will offer to the investor, is
to start a savings account so you
will have the
Come in and talk this
us.

over with

Tue American Exchange Na-

tional Bank, New York, repro-
duces its recent series of
“Young Men” ads, with an ap-
propriate introduction, in an at-
tractive pamphlet of 16 pages.
These ads attracted a good deal !
of attention when run in the
daily papers. Here is one of
them:
THE ELEMENT OF TIME

A few years ago A Young man
went into a large national bank in
New Yark City for the maroenea <
opening an acecount He had 7750,

necessary capital,

1 Yards
I just issued.

He was tritely informed that de-
posits of less than $1.000 were not
acceptable, He lert crest(al_len
and deeply chagrined. The f2¥
years between that time and the
present have passed rapidly. That
same young man's account is now
very desirable. He banks with ao-
sther institution which acceptad
his business in a friendly and
helpful spirit, and the officers of
which have always been glad t
be of service and assistance to him
on the broad basis that he d-
s-rved such recognition from the
standpoint of character and worth

Our policy is in direct nppost-
tion to the experience of the
young man when trying to make
his initial deposit, as recited
above. We recognize his growing
fmportance and are glad to be °f
scrvice in such ways as we con-
sistently can,

A uvieue statement folder is
that of the National Stock
(1) National Bank.
It is of unusual
size. 11x14, and printed on
heavy paper. Inside is tipped 8
really good reproduction of the
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Stuart picture of George Wash-
ington, and a quotation is print-
ed opposite appropriate to this
reconstruction period. The lat-
est statement of the bank ap-
pears on the back cover.

AN EXCELLENT new booklet by
the Old Colony Trust Co., Bos-
ton, is “Your Financial Re-
quirements and How We Can
Meet Them.” Following a short
description of each department
and the service rendered is given
the personnel of the department,
in order to make the handling
of business more personal and
direct.

A NEw paMPHLET by the Mellon
National Bank, Pittsburgh, is
entitled “Liberty Loans,” and
gives full particulars of all the
Government bond issues, with
their income tax features, tables
of yields, and other provisions.

A New rEATURE of the publicity
of the Irving National Bank is
a “Mid-Month Review of Busi-
ness” gotten up in this bank's
usual good style, both editor-
ially and typographically.

CarrLy Ryraxp, publicity man-
ager, American National Bank,
Richmond, has recently put out
an excellent little “Household
Budget for the Housewife,”
containing in compact form in-
formation on this more than
ever vital subject.

A pracTicaL series of booklets
issued by the Pearl Street Sav-
ings and Trust Co. of Cleveland
included “Sugar Saving Hints,”
“Milk and Its Uses,” “Meat
Saving Hints,” and “The Nest
Egg,” the last mentioned being
a text-book of poultry-raising.

AN EFFECTIVE street car card is
being used by the People’s
Trust & Guaranty Co. of Hack-
ensack, N. J. It is headed
“Double Your Money at 49"
and it shows how any parent de-
positing a sum of money now
for his young child will have it
doubled by the time the child is
ready to enter college, and the

|

i
|
|
|
|
|
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The Home Woman'’s
Financial Affairs

INCE women are primarily occupied with hom,
duties, many of them are inexperienced in regard to
investments and the care of property. That is where an
institution like the FIRST TRUST & SAVINGS BANK

can help them.

We are fully prepared to manage the

property of persons who, on account of other interests,
poor health, or inexperience, do not care to look after

it themselves.

Come in and talk with our officers or write for fuller
information concerning our services in managing property

under the terms of a written agreement.

This will

place you under no obligation to employ us.

FIRST

TRUST & SAVINGS BANK

LOCUST—N. W. CORNER-SEVENTH

Women'’s financial affairs are now a matter of general interest

doubling will be done entirely
by the four per cent. semi-annu-
ally compounded interest paid
on savings accounts.

THERE 18 no excuse for anybody
being bothered by the care of
securities, as since so many na-
tional banks have installed trust
departments there is consider-
able competition in advertising
the safe-keeping or custodian
service. This is one of the fea-
tures of fiduciary work where
the institution does not have to
wait until the client dies before
making any money from him.

How ~New business is developed
by the Metropolitan Trust Co.
of New York is summarized by
the Business Digest and Invest-
ment Weekly. as follows:

When the name of a prospect
reach:s the new businigs depart-

ment, it i8 turned over to one of
the solicitors. He makes an in-
vestigation concerning the stand-
ing and business afriliations of the
prospect, in much the same way
as an Investigator in the bank's
credit department. All the infor-
mation thus obtained is carefully
noted. 1In this way the history of
the prospect is accurately devel-
oped before active solicitation is
commenced. The prospect advice,
the new account advice and the
filing card are constructed as
nearly alike as possible In order
to bring greater simplicity into
the system. The tickler card plays
an important part in that it pro-
vides automatically for the timely
development of the prospect with
no chance of anything being over-
Iooked. If the investigation of
the prospect indicates that he may
be a desirable customer, his name
is placed on the malling list,

In order to check up on the so-
licitora, a report blank s used.
‘This form helps to show the num-
ber of calls made by the solicitor
and ft tends also to avold dupli-
cation of effort on a prospect.

IT 13 A rather clever idea of the
National Bank of Commerce in
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St. Louis to advertise to out-of-
town baakers this way:

TOO MUCH “WE"
SPOILS THBE AD

Experts say “You" {is a much
better

Advertising word than “We" or
“Our’

But when WE say that OUR

constant endeavor is to make OUR
bank an Institution of superior
service, and when WE can point
to more than two thousand
pleased correspondents to-day—
doesn't that strongly indicate, Mr.
Banker, that Commerce Service
would please YOU?
Tre Universal Savings Bank,
New York, uses window dis-
plays successfully on the Lib-
erty street side of the Singer
Building. It also puts booklets
on a stand just inside its door
and a placard in the window
saying, “Step inside and take a
booklet.”

A steoxc and interesting piece
of advertising for its four per
cent. coupon certificate of de-
posit was put out by the Guar-
anty Trust & Savings Bank, Los
Angeles. It is a folder, part of
which is in the form of a speci-
men certificate with the interest
coupons attached.

Some of the outstanding fea-
tures of the Federal Reserve
Act and what the average busi-
ness man should know about it

are explained in a Rotary Club

address delivered by Cashier
Grant J. Brown of the Indus-
trial Savings Bank, of Flint,
Mich., and put out by that insti-
tution in booklet form.

Wirn its quarterly dividend
check the Guaranty Trust Co.,
New York, sends a card read-
ing:

CUSTODY OF SECURITIES

Among the many services remn-
dered, this company—

Accepts the custody of securi-
ties against receipt.

Collects and credits or remits
proceeds of coupons and dividends,
and the principal of matured in-
vestments.

Renders periodical statements of
securities held, when requested.

Buys, sells and receives or de-
livers securities for clients upon
order, and attends to the transfer
of stocks and registered bonds.

Prepares, and executes as agent,
under power of attorney, all nec-
essary declarations (certificates)
of ownership required under the
Federal Income Tax Law,

Financing
Young Business Enterprises

This bank is proud of the fact that it furnished
the money necessary to ‘“start” several of the now
substantially successful mercantile and industrial en-
terprises in this city and state.

It was our belief in the character and integrity
of the men who needed the financial help to launch
these enterprises that prompted us to extend the as-
sistance of this strong institution.

We Have Confidence in
Men of Honor

Our protection was not the usual collateral given
to secure a bank against losses; it was the inherent
honor, ability, ambition and resourcefulness of the
men we “backed” Our confidence was wisely
placed.

Of course, having received our financal assisi-
ance, these same gentlemen who have established
profitable businesses, have always manifested a will-
ingness to be guided by our judginent wherr it was
needed in the conduct of their enterprises. Our ad-

commersial

vice has saved them much.

Mnhndmhrmhm-

to do for new hi:diz:u'-‘n“:w =
ways interested willing any
'.y:.’ undertaking.

National Bank of the Republic

LA cnsenon s Corner Hain and 2nd South

W F. EARLS, Cavesl
GEQ 6 KNOX, Assz Comm

Progressive bank advertising copy from Salt Lake City

Prepares for client's signature,
return of annual income coliected
by 1t on securities deposited.

Reports upon condition of in-
vestments when requested, and
endeavors to {inform concerning
called bonds; conversion and sub-
scription rights; dividends; reor-
ganizations; sinking funds; sub-
scriptions to new issues of stocks
and bonds.

PERSONAL

Assistant Secretary Irwin G.
Jennings, manager of the New
Business Department of the
| Metropolitan Trust Co., New

York, has been awarded the de-
gree of Doctor of Philosophy by
Columbia Unirersity.

James S. Baley, formerly cot-
nected with the A. W, Shaw Co.
has been appointed manager of
the Department of Analysis and
Statistics of the National Bank
of the Republic, Chicago. The
work will include new business
and publicity.

Promptness, punctuality and

promotion begin with the same
letter.—H. K. Twitchell.
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A Peace Vision of American Bysiness

The War e, What happened?

Nearly 5,000,000 Amersnns were calied 10 arms.
More millions were called from the purssits of

Petce 10 the pursuits of militaty supply.

And yet the dematds of War were met. Civilian

Theift tock mew oot in Amenran lives. Approai-
tely g "

of Liberty Bondh.
Everybody pulled togeth-e—v Almerica.  Ne-

tional need erased party lines and class hines

ferls were met. Al this tremendows sdded pro-
dietion was drawn fromn o depieted labor body and
e3nting resources.

New methods of menufacture conserved by-
perchucts which. helped establish seif-suficsency in
sndustres onde deprndent on imprets.

New processes and the discovery of dormant
wealth further establihed American econoamc
independence.

Standesdisation prened from induestry many gh
ing wefBcncies.

Hyphenates largely disaprcared. Foreign-bora
Americans breame rval Amirxant. Polyghot peo-
nes fought and died under cie flag—the American
fug.

The new it of natsrul cooperation bred o
new spint of natronal uney

Thue War wrote anues the fare of the nation &
new receed of high accomple himent

Now o definise, tengible Proce

i win

As we aprdy to the ‘woeks of Peace the Jessons
taught us by the strewm of War, let us not forget the
one whieh, to Amencs as a “ation, perhaps means
@ore than any other—the | von of Thrift.

COLUMBIA

1

& Harlem - 1334 FT. sod LEROX AVE.

The of France—our friend and pastaee ia
Vit in a tlling way the aational value
of the homaly rift of saving.

Today. Prence, imposing wer ity oh Ger.
many, mocks the belief of Bimarch thet ks 1677
indermnity of $,008.000,000 francs would ruin French
indhustry.

nation was fortified by the individual seving habits
of French men and French women.

As 1 result of the War we now passess the germ
of what France already hed—the gift of theift.
Lat us not fail to cultiwte it vatid it becomes o *
netional habit

* We as indivadual American men snd women may
well expect to share bountifelly in the frwts of
American Industry if we each meke our cha foo-
Inbution to its soundness by the contioued proetios
o P

= b Bves¥ 300 5T.md THIRDAVR

This fine piece of advertising occupied an entire page in the New York newspapers

WARNING SAVINGS
BANK ADS.

Tre Savings Bank Section of
the American Bankers’ Associa-
tion recommends the idea of
using advertisements to warn
the public against unprincipled
promoters who are going about
seeking whose Liberty Bonds
they may devour.

Such advertisements as the
following are suggested:

WATCH YOUR LIBERTY

BONDS

An Associated Press dispatch
from Washington Saturday saild
that the best way to detect a
stock promoting fake is to judge
the promoters’ willingness to take
your Liberty Bonds in trade for
their worthless securities.

If anyone asks you to make
such a trade or advises you to
sell your bonds to procure the
cash, shun him and his plan.

He may have something good to
offer, but it's a thousand to one
you'll lose your bond and get noth-
ing for it but a ‘‘scrap of paper.’”

Good investments are good and we
encourage investing.

But consult someone who can
judge before you take any step in
this direction.

SECURITY TRUST CO.

BEWARE OF THE “STOCK"
PROMOTER

If you wish to invest, first con-
sult your banker or any reliable
broker. But our advice to you is
to let “get rich quick” schemes
alone if you value your cash,

Don’'t let a cheap appeal to
greed get the better of your judg-
ment.

SECURITY TRUST CO.

63
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The Savings Bank of Utica,
in line with this policy, has pub-
lished the ad reproduced in an-
other column. This is one of
many patriotic and inspiring ads
printed by this progressive in-
stitution.

&

BUILDING BIGGER BUSI-
NESS

Building present business into
bigger business is one of the
ways to insure permanence and
healthy growth. The bank or
the plant that is not increasing
its length and breadth of branch
and root is not growing health-
ily; it is in danger of decay.
Every customer of your bank is
a part of your bank, and if
every customer's business has a
healthy growth, your _bank’s
growth will be healthy and in-
evitable. You can make your
average customer's business
grow by advertising your help-
fulness to him and by being as
helpful as you profess. If your
bank has a varied service, you
can increase your average cus-
tomer’s business by advertising
to him the departments of serv-
ice he is not now using, inducing
him to broaden his customn to
conform with your hroader serv-
ice. Some of the most success-
ful city bank advertising has
been of this sort—making ac-
quainted the customers of one
department with the services of
another.—Edwin Bird Wilson.

&

HOW IT IS DONE

Yov waNT to know how busi-
ness is secured for your bank?

Well, there are many factors
that enter into prime salesman-
ship, but here are two of the
most important:

1. Imagination.

2. Friendliness.

If your imagination is work-
ing at top speed, there are lots
of things happening under your
eyves every day that suggest pos-
sibilities of business.

64

l Albert Wiggin, chairman of
the Chase National Bank, who
is said to have more friends than
any other banker in New York,
told the secret in a recent inter-
view. He said in effect: “If
vou want to have friends, be a
friend—and without selfish mo-
tive."—“You,” Cleveland Trust

Co.
&

THE BANK’S MAILING
LIST

Eveny bank should build up a
mailing list on which the names
and addresses of all the best
prospects for the bank’s services
are listed. Some officer of the
bank should look personally
after the compiling of the mail-
ing list, or appoint some quali-
fied subordinate with the duty.

The bank’s mailing list is very
important. With a good mail-
ing list, house organs, letters,
enclosures and other attractive
advertising can be placed by
mail each month before every
prospect on the list, influencing
new depositors and developing
larger deposits.

In preparing the bank’s mail-
ing list the first list to be used
is the list of depositors in the
various departments of the
bank. Lists should be so ar-
ranged that advertising for each
department can be sent to the
logical prospects only.

Go over the telephone direct-
ory, local blue book and the city
or county directory. Check
prospects and place the names
on the list.

Secure lists of local labor, fra-
ternal and social organizations.
Watch the newspapers and se-
cure prospects from news items.

The registration lists, which
are kept in the county clerk’s
office, furnish names of regis-
tered voters, men and women.

Keep your stockholders on the
list. Write them and ask for
their influence in gaining new
lists. Where possible get lists
of employees of local business
houses. L.ists of municipal em-
ployees are splendid savings

material. Nurses, school teach
ers, railroad men—all are lists
that should be compiled and
reached systematically.

Have everybody in the bank
always on the lookout for sas-
ings prospects. In a similar
way work up lists of prospects
for other departments of the
bank.—8elling Aid.

&

NO LONGER A SPECULA-
TION

To-pay Canadian bankers are
awakening to the fact that ad-
vertising under proper condi-
tions is not an experiment, is
not a speculation, not a charity,
but a most important part of
their business machinery.—4.
Q. Sclater, Publicity Managér.
Union Bank of Canada.

Books on Bank Advertising

Bank Window Advertising. By

W. R. Morehouse. Illustrates
and describes many displays
which can be adopted by eater-
prising banks to an endless va-
riety of subjects. Price, L8

postpaid.
Bank Building. By W. R
Morehouse. Contains practicsl

and proved methods of incress-
ing your business and holdlag it
Coplously {llustrated. 350 pages
Price, $8.00, postpald,

Bank Letters. By W. R. More
house. Contains 832 actual It
ters reproduced by multigraph
designed to meet every need of
ordinary bank oOrrespo!
Price, $5.00, postpald

The Noew Business Department
By T. D. MacGregor. Deacribes
how a bank can systematically
cultivate and secure new busi-
ness from various sources. I-
lustrated with forma, etc. Price
$1.00, delivered.

2000 Points for Financial Adver
tising. By 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, $1.76, postpaid.

Pushing Your Business. By T. D
MacGregor. Explains the pris-
ciples and practice of financis!
advertising, {llustrating variow
methods and showing mechas-
fcal detall of writing copy. ¥
pages. Price, $1.50, postpald

Bank Advertising Plans. By T. D.
MacGregor. Deacribes hundreds
of plans, other than newspape
advertising, which banks have
successfully used in bulldiag
business. 200 pagea Prios.
$2.50, postpald.
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A Talk on Bank Advertising
By W. R. SNODGRASS*

“The maa who whispers down a
Ab'o;,tl the goods he has to sell,
‘Won't reap the gleaming golden
dollars
Like the man who climbs a tree
and hollers.”
AXND THAT coEs for the banker,
too, although doubtless the
banker should be more careful
than the ordinary advertiser
about the sort of a “tree” he
climbs and the “holler” he puts
up when he reaches the top.

Advertising is a tremendous
power. Would you have an in-
stance of it, allow me to cite
you to the patriotic fervor of
our Nation during the war. Do
you think for a moment that
it would have been aroused to
the pitch it was without the
most skillful and most profuse
sort of advertising?

By advertising I refer to that
term in its broadest sense. Not
only the printed page, the bill-
board poster and matter of that
sort, but all of the speakers—
and there were 40,000 Four
Minute Men alone—all of the
district  organizations  with
many of which you bankers are
very familiar indeed and all of
the thousands and thousands of
men and women who went out
and by personal work raised the
quotas in the various great
drives, for their district.

Mr. Banker, why not hitch
this tremendous power—adver-
tising—to your chariot and let

® Mr. Snodgrass is manager of
the Department of Publicity and
New Business, Fidelity National
Bank and Trust Co., Kansas Clity,
Mo. This talk was scheduled on
the program of the Sixteen Bank-
ers’ Group Meetings in Kansas
and Misgourf. The exhibit re-
ferred to accompanied the speaker
and contained matter from 800
banks In various parts of the
United States, not in reserve cen-
ters,

it carry you onward toward
your goal? I have with me this
bank advertising exhibit to
which reference has been made.
The big idea behind this exhibit
is to make it useful to you.
The matter in this exhibit can
save you a great deal of money
and furnish you with many new
ideas. I am with it for the
purpose of making it just as
useful to you as possible and
shall be very glad indeed to
speak with you about any one
of its 27 sections.

DEVELOP YOUR COMMUNITY

If there is any one thing this
exhibit says, it shouts “MR.
BANKER, SERVE AND DE-

VELOP YOUR COMMU-
NITY! In it are many in-
stances of banks that have just
simply put their communities
on. the map by successful com-
munity development work; by
pulling for good roads, by ship-
ping thorough-bred stock into
the community; by introducing
modern methods of farming
and by getting more cream
checks into the hands of the
people in their communities.
Second only to community de-
velopment I would place the
manner in which you treat the
people who come into your
bank. A grouchy teller is an
advertisement for you, but he
is a minus zero advertisement,
for he is doing you more harm
than he is good. He is adver-
tising you, all right, but he is
(Continued on page 67)

not only
unable to work and earn.

A Savings Account
to the Rescue

"l"l-lEREisacmzianwomanwbobuhad
an account in our Savings for several
years, She built it up from her
without her husband’s knowledge.
But he found out about it when he had an accident and
was laid up for three months. It came in handy then,

hfemmnnmlll)ﬂ;ﬁhmwlﬁdlfeﬂduwhﬂehmsﬁ“

Now he is ““back on the job’’ again
and so is the savings account.

Fourth National Bank
Cherry and Third Streets
MACON, GA.

allowance

but to meet the husband’s

An old idea put in new and appealing form
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NE of the most interest-

ing and valuable fea-
tures of the meeting of the
Financial Advertisers Asso-
ciation in connection with
the convention of the Associ-
ated Advertising Clubs of
the World at New Orleans
the latter part of this month
undoubtedly will be the re-
port of the Vigilance Com-
mittee which has to do with
the running down of fraud-
ulent advertisers. Bankers
ought to be interested in
this, especially as one of the
enemies of real thrift is the
fraudulent investment ad-
vertiser.

It 18 Nor a bad idea to en-
courage the publication in
your local newspapers of
such items as that an emi-
nent and wealthy citizen of
Philadelphia has created by
will a trust fund of a million
dollars, the interest of which
shall be devoted to “improv-
ing governmental condi-
tions” in that city. The
point is that there are a
thousand and one objects
and purposes for which a
trust fund may be created,
and the subtle suggestion of
another’s example may cause
some local philanthropist to
go and do likewise, appoint-
ing your trust company the
trustee, to the great benefit
of all concerned.

&

THae orPORTUNITY for banks
to be patriotic in their ad-
66

vertising still exists even if
the war is over. The spirit
of unrest which is manifest
everywhere should be com-
batted in bank advertising.
Real thrift has nothing in
common with Bolshevism
and kindred radicalisms.
The man with a savings ac-
count or checking account in
the bank has a certain stake
in the community and is not
likely to lend a listening ear
to the voices of those who
would upset our well or-
dered economic system. If
the high cost of living makes
it hard to save, it is not
sufficient reason for people
to give up their efforts along
that line. The banker can
readily point out in his ad-
vertising that it is doing the
character, and that if it is

hard things that develops
difficult to save now, the re-
wards of saving are all the
greater.

Ir you believe that your
bank is different from the
ordinary run of banks, that
it has a character that is dis-
tinctive among the instito-
tions of your community,
that it has the indefinable
but real thing known as per-
sonality—if you believe this
and can afford to back up
your belief, then an indi-
vidual distinctive plan of
advertising based upon an
intimate study of your bank
and designed to represent to
the public its personality
and character is the best
plan for you to adopt.

QVETS Qoo
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Everyone is Welcome Every Day During

Charter Member Week

Wednesday, July 9 is Checking Account Day

While everyone u welcome every day at the First National Bank, we have eet
aside Wednesday especially for those who have personal checking accounas
here, as well as those who wish to become Charter Members by opening o
checking account during their visit to the new bank.

A handsome certificate showng
Charter Membership will be sent
each patron of the First National
Bank who cegusters here during
Charter Member Week.  The reg-
sster of names will be preserved by

the Missouri Historical Society.

greeting you.  Their wde in
Mhnkisnﬁ«tedd::?am
hearted desire o sere

Program for Charter Member Week:

M.....a.,.rly 7~ Esecutons’ Duy
Tunday, ul] 8 ~Commercl Account Dey
Wednesday. July o - Checking Accoumt Day

my.ﬁ 1o

—Seackh:
Serudey. fuly 13 —Counery Buskert

D spoucars’ Doy

FIRST NATIONAL BANK

IN ST.LOUIS

“A Greater National Bank for Greater Saint Louis™
BROADWAY nd LOCUST FOUR ENTRANCES: yoé Locue S& 131 N

309 N Brosdway:

Breodwey.
31t Olive St (Afowr Angust 18}

The “ Charter Member Week " idea was so successful a Supplementary,
Registration Day was necessary. The names of the registrants are
to be preserved by the Missouri Historical Society

L
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A Talk on Bank Advertising
(Continued from page 1)
advertising you backwards, crab

fashion as it were.

It would be impossible to
cover the material contained in
this exhibit in a talk of hours.
In the few moments at my dis-
posal I would just like to get
you to visualize your bank. Go
across the street from it and
stand upon the opposite curb
and look at your bank as the
outsider does. What do the
people in your community say
about your bank? What are
they thinking about it, and here
is a good way to find out what
they say and think about your
institution.

Hold morning meetings at
which you talk over with
everyone in your bank your
various problems. You will
find that in this way you
will find that in this way you
will secure a great deal of in-
formation that would not other-
wise come to you, for the people
in your community talk to the
people of your organization
more freely than they will to
vou. If successfully handled,
this morning meeting can be
made to help you materially
with your internal management
problems, as well; for if Susie
Jones, your bookkeeper, no-
tices that Bill Smith, your teller,
is not making out his deposit
tickets as clearly as he should,
she will have little hesitancy in
rentioning it at this family
gathering, but she would not
come to your desk and tell you
about it, for that would be tat-
tling. Enlist the full céopera-
tion of your directors, your
stockholders and your em-
ployees.

MAKE FRIENDS WITH THE
CHILDREN

Mr. Banker, make friends
with the “kiddies” in your com-
munity. You will not only
thereby renew your own youth,
but you will find it most enjoy-
able work and some of the best
advertising you can do, for
when you make friends with the
youngsters you make friends

RWETE &4y,
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Fifty Thousand Visitors
Greet New Bank

The fifty thousand visitors who thronged the new
First National Bank during Charter Member Week
expressed the approval ofSL Louis and vicinity of the
“Greater National Bank for Greater St. Louis.”

The Execunve Managers, Officers and Employees
expressions of good wishes, the floral tributes and
visits of the many friends of the First National Bank.

many

te the
"y i

endeavor to show their appreciation through careful and considerate

banking service.

1

Many th d ofpam
the new bank by reg

d cherr in being a pano(
g for Charter M P:‘k(“mﬁam.

toxtannwdampamwl’nmmbkw

during Chamer

Member Week, Monday, July 14 has been designated as 2 Supple-
mentary Registration Day and patrons may register until 6:30 p. m.

FIRST NATIONAL BANK
IN ST.LOUIS

. <.

for Charter Memb

hip Certib

on Mondey until 630 p. m.

Part of a week’s campaign to Introduce “A Greater National Bank for
Greater St. Louls "

with dad and mother, big sister
and big brother, and all of the
uncles and aunts and cousins,
for you can have no better ad-
vertising than kindly comment
about your bank around the
supper tables and the Sunday
dinner tables of your com-
munity.

One of the women in our or-
ganization stopped at my desk
not long since and, talking
about this bank advertising ex-
hibit, told me that the recollec-
tion she carries with her to this
day about the bank in the little

| town in which she was born

and reared is one of awe. She
is a married woman about 30
years of age, but she recalls
distinctly to-day that she and
the other youngsters in her
community were almost afraid
even to look in at the windows

in the bank in their town as

they passed by; they held it in
such reverence and awe.

I8 YOUR BANK THAT KIND OF A
BANK?

There are many ways to make
friends with the youngsters—
none of them especmlly expen-
sive. One way is to arrange for
visits to your bank by small
groups of the children in your
schools. Take them in behind
the counters, show them how
you lock money up in your safe;
let them hold in their hands a
bundle of bills or a sack of
coin; show them how the add-
ing machines work or the post-
ing machine, if you have one.
Give them an idea of what a
bank means to a community—
what it stands for, and impress
upon their tender receptive
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minds a few ideas of thrift and
the value of saving. Continue
this work until all of the chil-
dren in your schools down to a
certain grade have visited your
bank.

Mr. J. R. Edwards, cashier
of the First National Bank of
Centralia, Mo., has a fountain
pen prize writing contest prop-
osition that is a hummer. He
offers as a prize a fountain pen
in each school in his community.
The students practice the entire
school year upon a verse oOr
paragraph which it is perhaps
unnecessary to state has some-
thing to say about the First Na-
tional Bank of Centralia.

When it comes time to award
the prizes, Mr. Edwards takes
with him one or two of the di-
rectors and makes the circuit
of the schools. A program is
held and a big event is made
of the affair, the parents of the
children being invited to attend.

Mr. Bert Hudson, formerly
of Temple, Oklahoma, now of
El Reno, was at my desk not
long ago and talked about some
of the things he does. He ex-
plained his conference plan. He
holds a S0-minute conference
each week with the students in
the high school of his town. He
has enlisted with him in this
work three of his directors, so
that each one of them is on duty
only about once each month, yet

Well put and well displayed
(]

a conference is held every week.
Both the students and the men
who conduct the conference
look forward with pleasure to
these meetings. They talk over
financial affairs, or anything of
interest that happens to come
up. Mr. Hudson goes even a
little farther than this. If he
has a vacancy in his bank he
fills it with someone from the
graduating class. He does not
even stop there, but tries to se-
cure positions for all of the
members in the high school
class who wish them, either in
his own town or in the county
seat.

VALUE OF CLUB WORK

Club work is one of the most
valuable means you have of
getting in touch with the young-
sters of your community and
through them with their par-
ents. By clubs I mean Corn
Clubs, Canning Clubs, Garden
Clubs, Poultry Clubs, and oth-
ers, but especially the animal
clubs—Pig Clubs, Calf Clubs
and Sheep Clubs. By fostering
this kind of work you not only
make friends with the young-
sters, but you are bringing into
your community a better grade
of stock. You are teaching the
farmers of the future better
farming methods and through
them you are teaching dad; for
if a youngster can take a pig
and by care, proper feeding
and scientific methods make him
show a very great increase in
weight over the other pigs of
the same litter, cared for by
dad, you have made dad see the
light.

You are also helping to retain
the boys and girls on the farm
by causing them to see the
profit that can be made by
modern methods in care of ani-
mals. One reason for boys
leaving the farm is the fact that
they work hard for dad, but do
not share in the profits of the
farm.

If you wish to start a club,
the first thing you should do is
to get in touch with the state
club leader. He will cdoperate

with you to the fullest extent
He will advise with you about
the selection of animals for
your club, the plan for it, will
help you with the distribution,
will furnish you with official
bulletins or will send them di-
rect to your club from time to
time.

Especially necessary is the
official record book. Each club
member should have this book,
for without it you will have the
greatest difficulty in awarding
your prizes. The state club
leader will send men to talk
with your little gatherings and
occasionally, as he can spare
them, men to come and go over
your community to talk to the
club members upon their own
ground, pointing out to them
errors in care of the animals,
helping them in every way.

If you start a club you should
avail yourself to the fullest of
the advertising obtained there-
from. Our exhibit contains a
large number of plans for clubs
and methods of advertising that
you will find helpful.

PERSONAL CONTACY

There is just one more section
of our exhibit that 1 wish to
touch upon. It is, I believe, my
favorite. I call it PERSONAL
CONTACT and I consider it
the most valuable form of “ad-
vertising” a banker can do.

On Sundays, if you care to
do it, and on the long summer
days when the boys and girls
of your bank are balancing the
cash and the curtains have been
pulled down for the evening,
step out into the street hitch up
your Ford or your Packard and
call upon the people in your
community. Get some of
soil of the farmers’ field on your
boots. You will see his view-
point and he will see yours and
you will arrive at a spirit of
mutual help and cboperation
that you could secure in no
other way.

If your wife is a good listen-
er take her along. Let ber
stay at the farmhouse and get
the viewpoint of the farmer's



THE BANKERS MA

wife but you go right out to the
field, to the hog lot or where
you will find the farmer. You
will also secure some valuable
information in this way that
you could get in no other way
—information in regard to the
manner in which the farmer is
feeding his cattle, how he keeps
his premises, and a great many
other things that have a bear-
ing upon his credit.

When you return note this
information all down upon a
card, which you can file in a
drawer of your desk for later
use. If you can, also note down
much personal information
about the farmer and his fam-
ily; about Billy, who is off at
the agricultural college; about
Sue, who goes into high school
in town next fall, etc. Then,
when the farmer or any of his
family comes in you can reach
secretly into your desk, with-
draw this card and surprise
them with the line of informa-
tion you have about them. You
will find they like it.

Now that the war is over and
that we can see in the east the
first faint rays of the rising
sun, ushering in the new day of
peace conditions, you as bank-
ers face great opportunities.
There is a paragraph that illus-
trates my meaning. It goes
something like this:

‘“There's a fount about to stream,
There’s a light about to gleam,
There’s a warmth about to glow,
There’s a flower about to blow,
There's a midnight darkness
Changing into grey;

Men of thought and men of ac-
tion,
Clear the way!"

You have great responsibili-
tles in standing for the things
that will upbuild your commun-
ity and that will thus help build
your institution. In working
out these problems and enlarg-
ing into your proper spheres of
growth you should use every ef-
fective form of advertising that
you can afford. Make people
when they think bank think
YOUR BANK. Make your
bank stand for all that is good,
make it human, friendly and
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about our particular service.
drafts and notes we had sav

made known.

R T N N

A Depositor’s Opinion

ADEPOSITOR who closely follows our advertising
asked us the other day why we did not tell more

ed him many days’ time as
compared with a much larger institution with which he
formerly did business, He felt that the saving of time in
this as well as in other forms of our service ought to be

GAZINE—BANKING PUBLICITY

He said that in collecting

A modest, dignified ad displayed in pleasing typographical arrangement. The
indirect method of quoting a depositor rather than * blowing
your own horn "’ lends force to the argument

knowable. Your reward will be
the supreme confidence and re-
gard of your community. Take

the people into your confidence
through your advertising and
inform them through it.

Putting Meat in Bank Advertising Copy
By A. G. SCLATER,

Manager Statistical Dept.,

THe other day the advertising
manager of one of New York’s
most progressive banks hazard-
ed the opinion to the writer
that of the 80,000 banks and
trust companies advertising in
the United States and Canada
thirty per cent had no clear
conception of what they were
advertising. At the time I
thought this a rather startling
statement, and said so. I still
am inclined to feel that he erred
on the side of exaggeration.
Yet in view of his experience
and standing as an advertising
man, one cannot help but re-
spect his opinion. And further,
after one has run through the
pages of the advertising medi-
ums most used by the banks,
one is very much inclined to be-
lieve that there is a great deal
in what he says. After such an
inspection it is apparent that a
very large percentage of the
men who write bank advertise-
ments either do not know what

Union Bank of Canada

they are advertising about, er
they are determined not to let
you know that they do.

There is a monotonous same-
ness about the majority of the
advertisements, an apparent un-
willingness to adopt anything
which can be suspected of being
the least bit new, that perhaps
helps to indicate the origin of
most of this ineffectual adver-
tising. Possibly the fault lies
not with the man who writes
the copy, but with the “man
higher up” who determines the
bank’s advertising policy.

In most cases a banker, not
an advertising man, he possesses
in a large degree the cardinal
virtue of bankers, conservatism,
and is inclined perhaps to look
too suspiciously upon anything
that gives promise of leaving
the beaten path. Banks have
advertised in the past in such
and such a way, why should a
change of method be made?
Besides, the average banker still
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looks somewhat askance at ad-
vertising, in any form, in spite
of the change of spirit which
has come over the profession
since the war showed them what
advertising could do in promot-
ing all forms of financial busi-
ness.

Advertising, they still sus-
pect, can do little or nothing
for a bank, yet every bank
worthy of the name must do
a certain amount, because most
of the others do. This indif-
ferent attitude is reflected more
or less clearly in the advertis-
ing copy which appears in the
financial journals and newspa-
pers, in spite of the change of
spirit which has obviously oc-
curred in the case of some of
the banks.

And this Is the stranger, be-
cause the war should have
taught not only a few bankers,

but every banker, both in the
United States and Canada, the
possibilities of advertising in
various forms as a means of
building bank business. Through
Government and the banks dur-
ing the last two years, almost
entirely by the use of advertis-
ing of various kinds, a hitherto
undreamed of thrift was inject-
ed into the lives of hundreds of
people in all parts of the
United States and Canada, and
the total number of security
holders in both countries was
almost trebled.

Possibly the cause of the con-
servatism of bankers generally
in regard to the advertising
copy they use is to be found in
the fact that for years banks
have been interested in adver-
tising to other banks, rather
than advertising to the man in
the street; most of the copy

Day-light Savings in Effect
for Eighty Years

Not only daylight but twenty-four hours a day, for over two
hundred thousand people have practised savings in this strong,

safe savings bank.

For more than half a century it was the only legal depas.
itory for “savings” in Central New York and through its invest-
ments thousands of homes in Central New York have been

built or improved.

So, truly, “‘daylight savings” is no new thing for Uticans.

In order that those who are busy during the day earming
something to save, may save conveniently, we make it a rule to
remain open every Monday night for the accommodation of
our 34,000 depositors. $1.00 to $3,000.00 accepted.

Do you believe in this kind. of daylight saving?

OPEN TO NIGHT
6:30 TO 8 O'CLOCK

THE SAVINGS BANK OF UTICA

| The Bank With the Gold Dome |

This kind of daylight saving does not depend upon Act of Congres
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was and still is, in most cases,
written from the banker’s
standpoint.

And this, perhaps, accounts
for the typical bank advertise-
ment—a statement of resources.
To a banker figures talk; con-
sequently he believes that they
talk to everyone who chances
to read his advertisement with
equal clearness.

But do they? I doubt it
‘While no one will doubt for a
moment that were all bank ad-
vertising directed at bankers
and accountants, there would be
no need for going beyond sta-
tistics, it is open to question
whether the general public pos-
sesses the banker’s ability to
visualize the advertiser’s insti-
tution, its condition past and
present, from a collection of fig-
ures.

Mathematics are anathema to
the man in the street, and is it
to be expected that the man or
woman who is glancing through
the pages of a newspaper of
even a financial journal will
stop to read the columns of
neatly arranged flgures many
banks consider good advertis-
ing copy? Statistics, no matter
how tastefully arranged rrom a
typographical standpoint, bave
a forbidding appearance to
most people and they fight shy
of reading them. Thus, if it is
your desire to reach the public,
as a bank advertisement copy
writer, why rely entirely on fig-
ures. They may say much to
you, but how much do they sa¥
to the man who reads them?

And this is only one way in
which many banks waste money
by refusing to plan their ad-
vertising and to construct their
advertisements with the com-
modity they have to offer and
their prospective reader clearly
in mind. There is reason to sus-
pect that the greater part of
this waste of money and encrgy
that is the direct result of care-
lessly written copy will not be
eliminated until the men who
write many of the advertise
ments have a different
and know a little more about
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the fundamentals of advertising
practice.

So far as the change of out-
look is concerned, it must be
remembered that after all a
bank is a very necessary part
of our economic structure. If
it were not, there would not be
many banks. Essentially the
thing most banks have to offer,
either other bankers or the pub-
lic, is service of some kind.
And this being the case, the
banker who is persuaded of the
value of advertising, if he is to
make effective use of advertis-
ing, must look at his own busi-
ness through the eyes of the
man or the woman who is ex-
pected to read his advertise-
ments.

Your bank may have a hun-
dred million dollars of deposits
and be two hundred years old,
but if you do not point out in
your advertisement, in whatever
form it may appear, the way in
which these two facts touch the
individual interests of the read-
er of the advertisement, what
likelihood is there of your “get-
ting your message across”?
While to a banker statements
of assets and liabilities are all
important, to the man in the
street what a bank can do for
him personally is a great deal
more.

Consequently it would seem
reasonable to suggest that the
outlook of the man who forms
a bank’s advertising policy
should involve first of all a
broader conception of the part
his bank is playing and should
play in the life of the com-
munity in which it is located,
and a keener realization of the
fact that it is not only good
business but a duty to use every
resource of advertising science
to place the services of his or-
ganization at the disposal of the
commercial public. The more
clearly he appreciates the needs
of the community financially
and commercially the more apt-
ly and the more forcibly he will
be able to reflect this desire to

Bakes 40,000

t0 50,000 Loaves

of Bread
Every Day

SEATTLE BAKING COMPANY MAIN-
TAINS LARGEST BAKERY IN THE

NORTHWEST — TAKES 28
TRUCKS TO DELIVER
ITS PRODUCTS

Producing 40,000 to 50,000 wholesome loav
of bread per day—and a large number of cak:
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THE NATIONAL BANK
OF COMMERCE

OF SEATTLE
Second Avenue At Madison

et

Flant and 5ug Fiews of Delivery Trueks or seaciie Bakime Co.

Evidently one of a series of ads in

which this bank features its business

depositors. The idea is a good one, but the arrangement and copy

might give the casual reader the

impression that it was a bakery

rather than a bank ad

serve in the advertising copy he
prints.

If this new and broader out- |
look is attained, even partially,
the appeal of his advertising ]

and the results it will bring will
increase inevitably. His copy
will have “meat” in it, and ad-
vertisements with “meat” in
them usually “get across.”
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FINANCIAL ADVERTISING
IN ST. LOUIS

FixaxciaL ApverTISING took a
forward stride in the Missis-
sippi Valley last month coinci-
dent with the launching of the
new First National Bank in St.
Louis, which is at present the
biggest bank in the United
States west of Chicago.

History was linked with the
formal consolidation of the St.
Louis Union, Mechanics-Ameri-
can National and Third Na-
tional Banks, three old nstitu-
tions with time-honored tradi-
tions and vast resources. The
advertising and publicity de-
partment grasped the oppor-
tunity and designated the open-
ing week as “Charter Member
Week,” granting a handsome
charter membership certificate
to patrons, and the names of
all who registered will be pre-
served by the Missouri Histor-
fcal Society.

Each day during the opening
week was set aside for a certain
class of patrons. For instance,
Monday was “Executives’ Day”
and Tuesday “Commercial Ac-
count Day.” “While all of our
friends are welcome every day,”
said one of the advertisements,
“we suggest particularly that
you come on the day which the
program indicates for you. This
_ will enable us to give everyone
closer and more personal atten-
tion.”

More than 50,000 persons vis-
ited the bank during the week,
and so popular did the interest
of the public become that Mon-
day of the following week was
set aside as “Supplementary
Registration Day,” and the in-
stitution was kept open until
6:30 p. m. to allow a final op-
portunity for those who wanted
to avail themselves of the priv-
ilege.

Large display advertisements
were carried in newspapers in
16 of the largest cities in the
Mississippi Valley. In addition
to the paid space, the St. Louis
newspapers alone used more
than 10,000 lines of news and
pictorial space to tell their
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readers about the importance of
the opening of the big bank
and what it means for com-
merce and finance in the Mid-
dle West.

&

HOW BANKS ARE
ADVERTISING

THe WHITNEY-CENTRAL BANKS
of New Orleans were right on
the job in welcoming the adver-
tising men to their fair city.
Following is the wording of an
ad the bank published in 4ss0-
ciated Advertising :

The
WHITNEY-CENTRAL BANKE§'

extend a welcome to all
‘“Pllots of Commerce’
who attend the Convention of the
Associated Advertising Clubs
of the World
September 21-26
in New Orleans

The Officers and Directors of the
South's largest bank invite you to
make use of their banking rooms
and facllities during your visit to
New Orleans

A Burravo institution said in a
form letter to customers:

We feel so sure that we can
the pride some of our customers
are taking in the constructive in-
crease of their bank deposits—a
process in which, by encourage-

ment, we have In certain In-
stances beecn pleased to have
some part,

We fcel so strongly that we can
be of help to you that we are
writing you this second letter.
We assure you our support In
every effort you may make to
accomplish the result,

We shall watch your ledger
sheet with interest—and with a
confidence that {t will tell a story
of consistent progress and suc-
cess.

.
CuarrLes D. Jarvis of the Sav-
ings Bank of Utica, N. Y,
never misses an advertising op-
portunity. As a guest of a
prominent flyer Mr. Jarvis
went to Ilion for a new account
and returning the pilot located
the gold dome of the bank and
dropped the deposit on the
grass plot behind the building.
Mr. Jarvis is a man of progress
and believes that bank accounts
by aeroplane may become a
commonplace of business life.

&

HOUSE ORGANS
Hibernia Bank & Trust Co.,
New Orleans, is publishing a
series of bulletins on the Agri-

cultural and Industrial Seuth
Bulletin No. 4, for instance,
contains many important and
useful facts about sugar.
Citizens Bank & Trust Co., Bv-
erett, Wash., has a new house
organ called Safety Service.
The Security News, published
by the Security National Bank,
Dallas, is in good form and ex-
cellently gotten up.

Among the advertising activities
of the Liberty National Bank,
New York, is a new series of
bulletins, No. 1 being on The
Wool Market. It has been care-
fully prepared and illustrated
with various charts of produc-
tion, etc.

Our Thrift Letter, by the
American National Bank, Rich-
mond, is a very readable pub-
lication.

Books on Bank Advertising

Bank Window Advertising. By
W. R. Morehouse. Illustrates
and describes many daisplays
which can be adopted by euter-
prising banks to an endless va-
rlety of subjects. Price, $258.
postpaid.

Bank Deposit Building. By W. R
Morehouse. Contains practical
and proved mothods of increas-
ing your business and holding it
Coplously illustrated. 260 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 Department.
By T. D. MacGregor. Deascribes
how a bank can systematically
cultivate and secure new g
ness from various sources. I-
lustrated with forms, 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
ads. Adapted to the use of
commercial banks, trust comps-
nies, safe deposit companies and
savings banks 170 pages
Price, $1.76, postpaid.

Pushing Your Business. By T. D
MacGregor. Explains the prio-
ciples and practice of financis!
advertising, illustrating varioss
methods and showing mechas-
fcal detall of writing copy. 3%
pages. Price, $1.60, postpald

Bank Advertising Plans. By T. D
MacGregor. Describes hundreds
of plans, other than newspaper
advertising, which banks bave

$2.60, postpatd.




[Banking Rablicity

Special Section of The Bankers Magasxine

OCTOBER 1919

COMBINATION PUBLICITY

Eigur or Cleveland’s leading
banks combined recently in a
publicity campaign which will
include thirteen newspaper ad-
vertisements.

The copy is largely civic in
character, giving the public new
view-points on the question of
saving money.

“Keep Cleveland Dollars
Turning Cleveland Wheels” is
the title of the first advertise-
ment, which calls attention to
the fact that ‘‘the prosperity of
Cleveland depends largely upon
the turning of Cleveland wheels
and the turning of Cleveland
wheels depends largely upon
Cleveland banks.,” It shows
how “the funds in Cleveland
banks are loaned to Cleveland
interests to develop home enter-

prises.”
The second advertisement,
entitled “Where Do Your

Savings Go?” impresses the fact
that the bank loans part of its
deposits to those who wish to
build homes and buy real estate,
and part of it to help advance
the interests of the city’s busi-
ness enterprises. It further
points out the fact that “sav-
ings account money goes into
the salaries of the workers.”
Number three of the series of
advertisements is entitled, “Get
Rich Quick—Get Wise Quick,”
and it points the moral that “if
those who foolishly invest in
wild-cat schemes or place their
money in irresponsible compa-
nies offering high rates of in-
terest do not get rich quick,
they at least get wise quick.”
This series of advertisements,
which is attracting wide-spread
attention, was written by Will-
iam Ganson Rose, vice-president

(Continued on page 75)

A NEW IDEA IN CO-OPER-
ATIVE BANK BUILDING

ForTUNATE, INDEED, is the bank
executive whose board of direc-
tors can be induced to take an
active part in the management
of the institution and to apply
themselves like hired men to the
problems of its growth. Most
tortunate is he who has not only
his directors but each of his
stockhotders full organized and
actively at work solving the
daily problems of the bank.

When  subscription  books
closed on the offering of the
$3,600,000 capital and surplus of
the Great Lakes Trust Co. ot
Chicago the other day it was
found that shares had been
awarded to 1,228 individuals.

This regiment of partners
promptly set aside the well-
known precedents of bank or-
ganization by giving a dinner to
the directors and officers of the
bank and proceeding to take a
band in the formulation of the
general policies of the new in-
stitution.

They organized themselves
into forty-six committees, each
represcenting a particular busi-
ness or profession. Some of
these committees have a mem-
bership of but three or four, and
others are made up of a score
or more, some stockholders
being members of two or more
committees. Each of its com-
mittees will meet once a month
to make recommendations to
the officers of the bank, as to
how it can serve that particular
clientele better and at greater
profit.

The idea grew out of the di-
visional organization of the
Chicago Association of Com-
merce. The president of the as-
sociation is Harry H. Merrick,
also president of the new Great
I.akes Trust Co. The scheme is

already bringing results beyond
the hopes of its sponsors. Many
of the committees have already
held their meetings and others
will meet within the month.
Rivalry has sprung up among
the groups as to which can
bring in the largest number of
new clients, make the most
valuable suggestions to the man-
agement and in other ways
prove itself most efficacious of
the stockholder teams.

Among the suggestions made
by one of the committees was
that a careful record be kept
of the work of each group in
producing new business and
codperating with the manage-
ment, and that competition for
a year result in the giving of
prizes to the winners and the
payment of penalties by the
losers. The immediate problem
before the bank is how far this
spirit of competition can be al-
lowed to develop in the best
interests of the bank. Insofar
as is known, the experiment is
entirely new in Chicago. Bank-
ers are watching it with more
than casual interest.

e

Tre West Virginia War Sav-
ings Committee is putting out
some good W.S.S. copy. Here
is a timely advertisement being

‘used by some of the banks:

EVERY PERSON WANTS BET-
TER WAGES

It's the incentive that drives us
to better things.

Everybody wants to earn more in
order to buy more.

NEARLY EVERYBODY CAN
BUY MORE WITH HIS PRESENT
EARNINGS.

THE ANSWER I8 INTELLI-
GENT SAVING AND WISE BUY-
ING.

The thrifty live cheaper and
better than those who spend reck-
lessly, but with their savings they
make wise investments. These in-
vestments net them a return in
interest. The next year they have
their salary and this additional in-
come to spend.

k)
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possible to secure some assistance
in getting his bank back into the
lead from which it had been dis-
placed by neighboring institutions.
He told me that the president of
his bank had for nearly thirty years
opposed the use of advertising on
the grounds that it would be un-
becoming for his bank to advertise
for new business. It was while
this bank president was disregard-
ing advertising that three other
banks had been organized in the
locality. They were con-
sistent advertisers and soon dis-
placed this old bank in point of de-
posits, pushing it down into fourth

place.

If you will but scan the field you
will find that there are hundreds of
banks which up until the war
maintained a ‘“watchful waiting"”
attitude, indifferent to the value of
advertising, that are now rapidly
coming out in favor of its use as
a business-builder. Note the hun-
dreds of banks that are today ad-
vertising their bond departments
which prior to the war were sel-
dom, if ever, seen in the daily
newspapers. It won’t be long be-
fore these same banks will be ad-
vertising other departments, and
in time they will become full-
fledged advertisers.

If I read the signs of the times
correctly, financial advertising is
rapidly coming into its own as the
greatest medium in determining the
future growth of our financial
institutions. Today it has the
right of way as at no time in his-
tory. It is on the main line—suc-
cess is certain for financial ad-
vertising.

Woman and the Bank

Mrs. Eleanor Germo the
enterprising advertising man-
ager of the Lcs Angeles
Trust and Savings Bank.
spoke of the place women
were taking in the business
and prcfession of advertising.
Her subject was “Adam and
Five in the Garden of Adver-
tising” and among other
things she said:

Needless to say, Eve wouldn’t be
working by Adam’s side in the
Garden of Advertising today unless
Adam himself were perfectly will-
ing that she should. But adver-
tising men—the ones who make ad-
vertising history—are broad mind-
ed, generous men. Without desir-
ing to compliment even so splendid
a representation as the FAA con-
tains, I do want to say that you
men in the advertising fleld are
partly responsible for the fact that
Woman has won success here with-
out first having to break down the
strong barriers of sex prejudice
which she has encountered in other
professions.

In spite of the great progress
that has been made, however, bank
advertising today is not 100 per
cent productive because it is not
yet 100 per cent human. Yet to-
day, more than ever before, there
surely is the strongest reason for
injecting humanness into
piece of copy that we write. The
world is being humanized. The
beoples of the world, drawn to-

every °

gether by their common tragedies
of war, are beginning to understand
esch other better. , True, his
greater understanding has not yet
produced harmony.
in the transition period. But how-
ever keen our international com-
mercial competition, however ser-
fous the problems which threaten
our national lives, it nevertheless
is true that we know more about
each other, and this better under-
standing will eventually bring
greater harmony and happiness to
the peoples of the world.

Likewise, the more people know
about the human side of a bank,
the greater will be the harvest of
business benefits to that bank. Suc-
cessful merchandising today is built
upon the personality of the estab-
lishment. The more human a
store is, the more successful it is,
provided good merchandising prin-
ciples are behind the business.

Since banking is merely financial
merchandising, is there any reason
why a bank shouldn’t be just as
human as a dry goods store? Why
shouldn’t financial copy reflect
the humanness of the people be-
hind the institution? Isn’t it time
for us to break away altogether
from the moth-eaten traditions of
so-called bank “dignity” and for
that much abused word, substit
through our  advertising, the
stronger more meaningful one of
“humanness’ ?

Don’'t be afraid to let people
know that your bsnk is a living,
breathing personality, with sympa-
thies and activities that are adding
vitally to the welfare of your com-
munity. Don’t be afraid to show
the humanness of the men behind
your institution. To inspire the
ordinary person with a conviction
that your bank has a service to
offer which will contribute to his
versonal  well-being, you must
show him that behind your marble
pillars stands a human organiza-
tion, whose business it is to help
him to & more successful, @ broader
and a happier life.

Since actual experience is re-
sponsible for my theories on human
bank advertising, I hope you will
vardon me for speaking of what
such adverising has done for our
bank. Briefly, on January 1, 1910,
when the merger of the Ange-
les Trust Company and the Metro-
politan Trust Company was ef-
fected, our deposits amounted, in
round figures, to $6,500,000. On
August 15, 1919 they totaled
$36,618,960.68. This was sccom-
plished in & city where competi-
tion among savings banks is keener
:han almost anything in the coun-
ry.
In humanizing bank advertising,
one of the most helpful elements is
the series ides. Such advertising
produces continuity of interest that
cannot be developed through copy
without a binding tie. We have
just concluded a timely series of
a‘dvertisements under the caption
‘“‘Progress-o-grams by Los Angeles
City Executives”. Publication of this
series was begun immediately after
our new set of city officials took
office, and for the presentation of
our message we chose the mayor,
president of the city council, chief
of the fire department, chief of
police and heads of four of the
principal commissions.

But to go back to Adam and Eve.
In this work of humanising bank

advertising Eve surely can

her part with Adam. In the
building of the world she has
stellar role. She rocks the
of infancy, she creates the ideals
of youth, she imspired the successes
of man All of these exper-
iences give to Woman an intimate
knowledge of human nature. The

Eﬁsi

y Adam's side in the
advertising field. And as Man
and Woman were put out of the
garden together, so will re-
turn hand in hand.

“Human Interest”

“The Human Nature Ele-
ment” was the subject of
F. D. Conner’s interesting
talk. Mr. Conner is manager
of the publicity department
of the Illinois Trust and Sav-
ings Bank, Chicago. He
strongly advocated “newsy”
bank copy. There is, he
thought, enough happening
every day in each institution.
Thc_newspapers are publish-
ing live subjects out of which
“human interest” advertise-
ments can be written. The
experience of others are
great guide posts, showing
what is right or what is
wrong. The fact of being
the oldest or the largest insti-
tution in the city, county or
State is no longer an argu-
ment for patronizing the
bank.

I remember some time ago an
old farmer was killed in a railroad
accident. Among other 5
papers stated that he had made 8
will many years ago and after =
diligent search it was found. How-
ever, many things had happened in
the th which licated
matters greatly.

I got an inspiration from that
story to run an advertisement in
behalf of our trust department. The
headline was ‘“He Made a Will—
But” and went on and related the
circumstances about the will that
was hidden away and was not up-
to-date. A few days afterwards
an old gentleman came into the
trust department with this ad-
vertisement in his hand. He said
““This strikes me very forcibly; I
am guilty”. The result was that his
will was re-written and our insti-
tution was named as executor of
the estate which involved about
$600,000.

Mr. Conner also gave his
hcarers some very valuable
pointers upon the manner in
which his company encour-
ages close cooperation of
everybody—all, from the pre-
sident to the porter, working
together toward the building
of business. On this subject,
he said:
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One of my great hobbies is ‘“‘put
your house in order”. Why spend
money advertising satisfactory ser-
vice, ) ial oﬁll:m. d: "
ting employes, en you are no
prepared to deliver the goods?
Therefore, it is more essential that
“first things should come first.” If
the advertising manager does not
have the cooperation of the entire
staff—president to porter—his job
is doubly hard.

Some officials believe in ruling
by the ‘“big stick method”. e,
results can be had that way, but is
it the right kind? The pick-handle
on the back of a mule will get ac-
tion—with both hind feet. The
wielder of the club is usually mad;
likewise the four-legged animal
shows the same attributes.

A word of appreciation spoken
when and where necessary is ap-
preciated, and whole-hearted co-
operation is forthcoming. To il-
lustrate: One of our savings book-
keepers succeeded in securing a v
good savings t The tt
was brought to the attenion of our
president, who, being one of those
kind-hearted and real human in-
dividuals, invited the young man
to his desk and taking him by the

band thanked him for the per-’

sonal efforts which he was showing
in behalf of the institution. This
same young man returned to his
desk feeling highly complimented
by his visit to the president’s of-
fice, and said ‘“‘that was worth more
to me than money”. ‘Furthennore,
he took occasion to Speak of this
Lappy occurrence to his associates.
I mention this little incident be-
cause the tra ti was indulged
in as an experiment and it worked
beautifully.

A daily publication,
circulation, is a very helpful me-
dium. Through the “Ilnoitrust
Clearings’ we are able to keep the
entire force ted on all tters
of general interest—when an of-
ficer is out of town, all personals
relating to vacations, sickness, as
well as the publishing of general
propaganda.

Another very beneficial thing is
a buying committee or a ‘‘company
store”. Through such an arrange-
ment dollars can be saved to the
employe, especially during the pre-
sent H. C. L. Through our store
we are able to supply our employes
with almost anything required at a
very large saving.

The Trust Department in the
National Bank

In the opinion of Virgil M.
Harris, trust officer of the
National Bank of Commerce,
St. Louis, there is no depart-
ment of financial advertising
which requires so much care
as that of advertising the
trust department of a na-
tional bank. Mr. Harris con-
siders the most profitable
business of a trust depart-
ment as that pertaining to
wills and trusts—that all
other business was likely to

for inside

be on the red-ink side of the
ledger.
Prudent advertising, de-

signed to get the kind of

business such a department
needs, followed up through
the right kind of personal
contact, will build such busi-
ness for a bank, though he
believed that five years was a
reasonable time to put a trust
department of a national
bank on a paying basis.

He urged that lawyers
were the best trained men to
head such departments, and
that the greatest caution
must be exercised to see that
the business accepted is of a
profitable character — that
such a department should
operate upon the idea that
one bad lobster is likely to
spoil a carload.

Of the entry of national
banks into this new field of
service he said:

It is well at this early date for
bank officials to realize the marked
difference between the time-honored
usages of commercial banking and
the principles which obtain in the
operation of a trust department.
Commercial banking, in an abstract
sense, is largely a question of
arithmetic. Safe banking depends
upon loans amply secured; the in-
terest takes care of itself; on the
other hand, the assumption of
fiduciary relations means the un-
dertaking of grave r ibilities

city having a population of 10,000
inhabitants may pt the cer-
tificate from the Federal Reserve
Board with reasonable assurance of
success,

The advertising necessary
and incident to a trust de-
partment should always be of
a dignified nature. On this
subject Mr. Harris said:

The business of the trust depart-
ment fitself is of a serious and
dignified nature. Pamphlets and
brochures, if well conceived and if
penned by hands trained in the
work, have their advantages, when
properly distributed. = Newspaper
advertisements which point out the
capial and surplus of the Bank and
pointedly suggest the advantages of-
fered by it serve to keep the name
of the Bank before the world; but,
for the most part, the paying bus-
iness of a trust department, that
part of it which brings the bﬂ*
returns, comes from the persona
touch, by reason of acquaintance-
ship and of family connections. A
man puts into his will his well-re-
flected intenti The ti
of the will is probably the most
serious act of his life, and he no
more selects from the pamphlet or
the ne his tor than he
does therefrom get his religion.
It is said that 91 per cent. of all
American business is conducted
through the mails. Letter-writing
is useful and has become a finished
art. Unusual expressions in let-
ters or in advertising, so far as
tEe trust department is concerned.

which are entirely new to national
banks, and which can be success-
fully discharged only by experts
and trained officials who have a
thorough knowledge of the intri-
cacies incident to all fiduciary mat-
ters. Nothing short of technical
knowledge, coupled with years of
training, will serve to avoid the
pitfalls which beset those who un-
dertake the administration of trusts
and kindred matters. At a recent
meeting of trust officers, the pre-
sident of one of the leading trust
companies of the United States said
that not more than 2 per cent of
commercial banking gave cause for
solicitude, but that he had found
that 756 per cent of the business
which naturally falls into a trust
department is fraught with compli-
cations and perplexities, and sub-
ject at all times to litigation; and
I am free to say that after twenty
years of experience, I heartily con-
cur in his statement.

Let no national bank assume that
the addition of the new line of
work is a sinecure, for it requires
more than a permit from the Fed-
eral Reserve to accomplish
the desired results. It will be
found that competition is keen, and
rivalry will be encountered.

Wheth or not tional banks
in towns and in the smaller cities
will be enabled successfully to avail
themselves of the benefits of the
new law is an untried problem, and
one which only experience will de-
monstrate. Some trust companie»
have flourished under these condi-
tions, but the great wealth ac-
quired has chiefly come to those in-

stitutions which are located in
metropolitan centers. My own
opinion that a national bank

situated in a county seat or in a

Id be avoided, but appropriate
advertising through intelligent
channels will accomplish great pur-
poses and break down apparently
impassable barriers.

Standardizing an Advertising
Campaign

A plea to banks to use a
part of their advertising
space to teach good citizen-
ship and patriotism, was one
interesting feature of the ad-
dress of F. W. Gehle, adver-
tising manager of the Me-
chanics & Metals National
Bank, New York City.

He spoke of the necessity
for standardizing the adver-
tising program of a bank—
the necessity for continuity
of action and a real program.
In part he said:

To define just what is meant by
standardizing an advertising pro-
gram, I will say that we mean, in
effect, the setting of a definite ideal
before us, the planning of our cam-
paigns in accordance with that
ideal and the living up to our plans.
To standardize an advertising pro-
gram, we must determine upon a
definite system of seeking business
for our institutions and a definite
soing about our tasks. When we
invest in advertising we expect to
receive a certain per cent of new
business as return on our invest-
ment. Just what per cent that
will be depends upon the manner in
which we invest.
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In a word, then, we want to
standardize the idea of advertising,
and the ideal as well.

Time has changed this. The con-
servative banker no longer fails to
advertise and follow new business
leads. The trend has been in-
contestably away from old stand-
ards, to new ones. There are
banks and trust companies that
now spend more money in gaining
publicity and new business than
they distributed, ten years ago, in
the form of dividends. Their num-
ber is increesing daily.

We must preach—all the time,
every day and every hour, in the
literature we put out—common,
hard-headed, loyal, American sense.
The steps that led our nation into
the war were plainly defined ; the
steps that will lead us out into the
broad daylight of prosperity and
world leadership have still to be
positively defined. That is where,
gentlemen, you who are giving ex-
pression to the nation’s banking
thought can utilize your position
directly to_the immeasurable bene-
fit of the United States. And if you
do this, do you not see what it will
mean to your institution?

Of course, 1 do mnot say that
every bank and trust company in
the United States shall replace its
copy which tells of its service with
copy that cries aloud against Bol-
shevism, 1. W. W.ism, socialism, the
throttling of industry, the elevation
¢f the masses and the rending
asunder of capital. But I do say
that every bank and trust com-
pany, in its advertising campaign,
can do its share to guide the people
in the way of right thinking, and I
am willing to stake my reputation
on this statement; if such a form
of service as I have outlined is
rightly conducted—and what form
of service is higher than to guide
men and women in the way of right
thinking 7—it will give your insti-
tution a prestige in the community
that will draw business to it as
surely as vapor is drawn toward
the sun.

(Mr. Gehle’s address was
printed in the Bankers Maga-
z:ne for October.)

Backing up Newspaper
Advertising

W. A. Schulte, advertising
manager of the Cleveland
Trust Co., told of the effec-
tive use that he bad made ofa
small space in front of his
bank building, where he uses
poster boards. “If you do
not have such a front yard
at your bank, you cannot
make one,” he said, “but if
you do not now have windows
for displays, you can make
them, and they will pay.”

Mr. Schulte believes strong-
ly in window displays and
considers that they can be
made the “dessert” while
newspaper space and printed
1atter mailed directly to the
prospective customer are the
btread and butter, of bank ad-
vertising.

He showed that bank ad-
vertising in the newspapers
should be backed by other
methods to make it pay best.
He asked why bank advertis-
ing is for the most part dry
and uninteresting, and de-
clared that the problems of
bank advertising were the
the same as in other adver-
tising. The advertisements
of a bank must “sell” the
service which the bank has

to offer, just as a progressive -

merchant must sell his goods
through advertising. Some
banks in the past failed to
grasp their full opportunity,
he said, because they did not
regard progressive advertis-
ing methods as “dignified”
enough for a bank. Con-
tinuing, he said in part:

I have no quarrel with the phrase
“dignity in advertising”. Person-
ally, 1 am for a reasonable degree
of dignity in anything. y quar-
rel is with the phrase “dignity in
bank advertising”. Frankly, I be-
lieve that the widespread acceptance
of the terms ‘“bank advertising”
and “financial advertising” has
bheen a retarding influence against
the logical and consistent expansion
of advertising as a power in the
banking field.

These terms have set up various
inhibitions of one sort or another;
have implied the creation of some-
thing that isn’t, or never can be,
a definitely specialized sort of ad-
vertising. You don't hear of shoe
advertising or hotel advertising or
food advertising as specialized
forms. There is just plain, every-
day, honest-to-goodness udvgfthi’nw

public spirit on it. On this

subject he added:

The illuminated board, created
by an artist, colored with taste and
raised from the ground, standing
alone and in a neighborhood that
is good, is valuable to that neigh-
borhood as well as to its user.

The banking industry that wishes
to sell its merchandise must utilize
this form of advertising in conjunc-
tion with its other publicity, if it
wishes to put its message over.
There are places where the bill-
board should not be used: but they
are few, and as an adjunct to
country advertising Uncle Sam put
his victorious Liberty n over
with such smashing effect that to
the majority of the people today,
the Liberty n was only adver-
tised on the billboard. Where
Uncle Sam went with success we
can reasonably follow. I hold no
brief for the billboard, but the
business that does not utilize them
tod is either too small to do
8o or it is a failure.

Cultivating Old Business

. Harvey W. Blodgett's sub-
ject was “Wanted: An Old
Business Department” and
he believes this as great a
necessity as a “New Business
Department,” the former
making suré that every pre-
sent customer is taking full-
est possible advantage of all
the services a bank can ren-
Ger. On this subject Mr.
Blodgett said:

My conception of an *“Old Busi-
ness Department” is one dedicated
to the purpose of aiding the de-

positor rear a substantial success
upon the foundation of his present

with its common-sense
to any line of merchandising.

But there's the rub—merchandis-
irg. Until any bank realizes that
it has a merchandising proposition
on its hands, that it has commodi-
ties to sell, even though they con-
sist of intangible services—until it
realizes that it has got to sell its
goods to the public through ad-
vertising mediums of the same
general character, and with the
same sort of live, human, interest-
ing appeal to which the public has
already been educated, until such a
time will the advertising policies of
that bank be afflicted with “dry-
rot’’ and its growth be retarded ac-
cordingly.

Outdoor Advertising

In his talk on “Outdoor
Advertising” John Ring, Jr.,
emphasized the necessity of
billboards in cities of 25,000
as well as in the great metro-
polis; along the country lane,
as well as by the boulevards;
for the banker, as well as for
the shoe man. The Poster
Association, Mr. Ring re-
rmarked, had at last made the
billboard respectable and in-
tended to keep up with the

status with the bank, whatever his
tatus may be. It will make bank
service a real, tangible thing to
him. It organize m

for translating that service and ap-
plying it to the affairs of many.
rather than of the few. It will
establish closer contacts with those
to whom, as yet, bank service bas
little significance.

Not long ago I consulted at
length with a bank officer concern-
ing an analysis of his checking ac-
counts. To his astonishmernt be
found but 15 per cent were ac-
tually profitable. A case was re
cently discovered where but 80 per
cent of a certain bank's saving»
accounts were satisfactory. One
going about much among banks
finds similar conditions in abund-
ance. In their eagerness for new
accounts banks pay too little at-
tention to the development of old
ones.

Modern bank cost systems uncover
facts which interest, often astonish:
for they demonstrate that many ac-
counts which, on their face, show
fair average balances, are actually
entertained at a loss. Just what
method the banker takes to ap-
praise such a customer that his
account s unprofitable, and what
steps he takee to help the customer
come on a sounder footing, in-
dicate. perhaps, how much
bank stands in need of am “OM
Business Department.” governed by
constructive policies,
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The publicity policies, if there are
such, should be thoroughly ex-
plained. Too many banks have
publicity policies which, like a cir-
cus ticket, are good for one day
only. Every bank should have a
publicity policy good enough to re-
duce to writing and to last a long
time. There couldn’t be a bet-
ter test for a publicity policy than
to challenge its strength by reduc-
ing it to the cold logic of written
words.

I wonder how many banks re-
presented here have their publicity
policies reduced to writing. Is it
not a fact, gentlemen, that, with
the 30,000 banks of the nation the
plan of the majority of advertising
expenditures could only be written
in the past tense? And isn’t it a
fact, too, that a deplorably small
portion of advertising outlay is
used for the education and inspira-
tion of present depositors?

A bank's advertising is a state-
ment of what it can do for people
who give it their business. Those
who formulate the policies of a
bank can promise; but it requires
every last officer and employe to
fulfil. —How important, then, that
every one connected with the bank
have a thorough understanding of
its advertising plans and purposes.
How necessary to start off the “Old
Business Department” with this un-
derstanding.

Direct Advertising

Printed matter, mailed
directly to the prospective
customer of a bank, has
powers which no other kind
of advertising possesses, .de-
clared Edward A. Kendrick,
of New York, in his address.
But he said, too, that general
mediums (suchas newspapers,
for example) should be used
Ly a bank because the boy or
girl of today is the important
citizen of tomorrow, and the
workman who today drives a
spike in a railroad tie, may
within a few years become
the president of the road.

Mr. Kendrick stressed the
opportunity which financial
institutions now have to help
solve the great problems of
tle day through educational
advertising, adding:

Under our democratic form of
Government the ultimate solution of
all grea‘ questions affecting the
public welfare is dependent upon
public opinion. The American
mind is an inquiring mind, but
when the Amercan people are
shown the way—the right way—
to meet their problems, they are
very likely to find the solation. In
the adjustment of our future tax
burdens to meet our war expendi-
tures and other needs; in the solu-
tion of railroad problems to save
the transportation system from
being throttled in the interest of
political expediency; in settling the

r problem, to give labor its
right and save capital unimpaired,
the voice of the people will be

heard, but the people must be
“shown”.

It is all a question of education
and advertising can be one of the
chief instrumentalities in forward-
ing such practical educational pro-
cesses,

Gaining New Savings
Accounts

“Gingering up the Savings
Department’” was the promis-
ing subject of the address by
D. McEachern, Secretary of
the Huron & Erie Mortgage

Corporation, the Canada
Trust Company, London,
Canada. He confined him-

self chiefly to the conditions
and methods prevailing in
Canada and hoped that his
suggestions would at least
prove helpful to some of the
audience by reminding them
of available and perhaps
hitherto untried methods of
building a savings depart-
ment.

Starting with the problem
of the dormant account, he
said:

Advertising—like charity—should
begin at home. In every savings
ledger there are numerous accoints
which for many months, perhaps
for years, have been undisturbed by
the addition of a deposit. The
owner of the account may now be
unable to save or he may have
fallen into extravagant habits, and
it is also quite possible that for
some reason he now deposits in a
rival institution around the corner.

The first step in winning back
this customer is to make certain of
his correct address. This question
of depositors’ addresses in these
days of changes is of prime im-
portance, and it is worth time and
expense to keep them up to date.

Good results in winning back old
customers have been obtained by:

(1) Securing currect address;

(2) Mailing a well-worded letter
of invitation to revive the account:

(3) Mailing more well worded
letters containing ‘“reasons why"
until the end is gained or some
good cause for ceasing the follow-up
presents itself.

One letter that pulled told the
depositor that his balance on the
date of last deposit was $187.68 and
if $20.00 each month had since
been added he would now be the
possessor of $540.22, including com-
pound interest.

Wherever the Joint Account
system has been used it has been
found a success. It is a convenience
to depositors and causes but little
additional work to the savings de-
partment staff. Institutions which
extensively advertise the Joint Ac-
count find they are combining a
much appreciated service feature
with a business-getting and a
kusiness-holding force.

Women are no longer content to
allow the family purse or the family
savings account to wholly remain in
the possession of the nominal head
of the household. The Joint Ac-
count steps into the breach and
amicably solves this financial
problem in many households.

A growing tendency has been
roticed to use this Joint Savings
Account privilege to dispose of
funds after death—in this way
saving much inconvenience, together
with the delay and expense attend-
cnt upon the probating of a will.

Speaking of women depositors,
have you ever anyalzed the new ac-
counts opened in your savings de-
partment during say a twelve
months period? If so, you will
have noted the large and growing
prroportion of women depositors.
This is, I believe, a general condi-
tion and it is leading financial ad-
vertisers into broader flelds of
endeavor. The majority of the
utban male population cannot call
at the savings wicket during office
hours. The mechanic’s wife is
therefore not only responsible for
the household expenditure but
also entrusted with the maintenance
of the family savings account.
Likewise to a large extent this is
true in the case of the farmer’s wife.
A goodly portion of the farm in-
come is actually earned by her in
the dairy, poultry yard, garden and
field. Why then should the bulk
of financial advertising be aimed at
the male population? Should not a
substantial portion be expressed in
the language that would best ap-
peal to the good sense and thrifti-
ress of women?

A somewhat neglected feature of
savings department operation is the
pass book. It is the connecting link
between the depositor and the de-
partment, and a neat and well-
printed book will repay an extra
rrice per thousand. A badly soiled
or torn pass book should be re-
placed by a new one after the ledger
keeper has secured the depositor’s
pcrmission.

When a savings account is wholly
withdrawn, what does your ledger
keeper do with the pass book?

The wide-spread practice of re-
taining the book at the wicket be-
cause of some musty regulation is
open to criticism. If the depositor
is allowed to surrender his pass
took simply b he is t
rarily in need of funds, his con-
nection with the Savings Depart-
ment is completely severed. He
should be told to keep the book as
dcubtless it would be found of use
at a future date when he has
further funds to deposit.

It has been truly said that the
Savings Department is the nursery
for the other Departments of a
financial institution. Since, there-
fore, this department furnishes
prospects who may be readily per-
suaded to use other branches of the
institution's activities there should
be reciprocation.

In the Investment, Trust, Safe

and other

Deposit, Real Estate
I'cpartments will be found hundreds
of good customers who for no parti-
cular reason keep their savings ac-
counts elsewhere.

The personal invitation of officers,
tellers and clerks to customers of
these departments with whom they
come in contact will accomplish
good results at no additional ex-
pense to the institution. Often-
times the mere suggestion that
maturing interest coupons, rentals
and other income be deposited at
the Savings wicket secures choice
and profitable business and this form
of co-operation supplies in many
cases the missing link between
general savings advertising and the
actual opening of accounts,
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Personal enthusiasm on the part
of every person connected with the
institution is an important con-
sideration when laying plans for a
greater savings department. With
this aid, carefully prepared pro-
grams will attain their goal with a
minimum of expense and effort.

It has been amply proved that the
interest of employees in the forward
progress of any business is best
secured when a system of reward
for well-doing is worked out which
will include all on the pay-roll in
a fair and equitable manner.

Freak advertising of any kind has
never been very successful in
Canada. Financial advertising of
a sensational nature in the accepted
scnse of the term is regarded as a
grave error and seldom has it
pulled satisfactorily.

The 1919 high cost of both neces-
sities and luxuries imperils the
onward progress of the savings ac-
count in many households. Any
encouragement, incentive or even
any argument that can be supplied
to aid struggling savers should be

gladly given. A ray of hope and
incidentally a good argument to
bring to the attention of d it

will be found in the recent govern-
ment assurance that many articles
of every-day use will fall in price
during 1920. Every dollar there-
fore that can be saved this year will
luter on have a greater buying
power.

The Public as Bond Buyers

John Milton McMillin, of
the bond department of
Henry L. Doherty & Co., New
York, in his important ad-
dress on “Selling Bonds,”
suggested that whatever can
be done to give people an in-
terest in corporation man-
agement by getting them to
invest in securities will have
a strong tendency to create a
less biased point of view in
discussions of corporation af-
fairs.

The working man, the
farmer, the shopkeeper—all
of us, in fact—are inclined
to comsider lightly, the needs
of the railroad or other cor-
poration which finds it neces-
sary to increase its rates
though each of us would have
a different point of view if
we were directly interested.
In that event, we would want
to see justice done.

Many of the gas and electric com-
panies are now fully alive to the
value of security holders among the
customers of their service. The
organization of which I am a mem-

on more than one occasion
put aside an opportunity to sell
securities involving very consider-
able sums to well-to-do investors,
able and willing to pay promptly in
cagh, choosing instead, the more
tedious process of selling the issue
in question, a few shares at a time,
on extended terms of payment, to
a large number of people of moder-

ate means. Their aggregate good
will was deemed to be a considera-
tion of equal importance to t
of raising the necessary capital for
the program of physical improve-
ments.

He showed that the ordi-
nary formal announcement of
an issue of stocks or bonds
was of little value in obtain-
ing such results, as they at-
tract only the professional
investor, and gave specific
examples of methods em-
ployed to reach the smaller
investor.

Except for the few investors who
ere actually students of securities,
the average man is more interested
in being given some reason why he
should like to have the issue men-
tioned in an advertisement, than
in any formidable schedule of facts
arrayed by lawyers and statisti-
cians. He wants to know how it
will work out in his case. He can
be inspired to action by a message
which reads like that of one human
being to another.

Selling  corporation  securities
to new investors is not only of
direct advantage to corpora-
tions by distributing friends of
business all over the land, but the
valuable service is performed for
the individual in teaching him to
become an investor.

There are a great many people
who gladly listen to a discussion
of investments because they learn
how to solve the universal problem
of getting ahead. Call it thrift,
if you prefer the word.

A desire to get ahead—to learn
how to get ahead—exists in a
much greater degree than one
raight believe until he examines
the facts at first hand.

Millions of people have learned
the pleasure of clipping coupons,
as the result of purchasing
Liberty Bonds.

The new discovery that one may
buy an income just as one buys
arything else, will add a great
impetus to the distribution of
corporation securities.

Mr. McMillin believes that
advertising is going to play
an important role in preserv-
ing and forwarding habits of
thrift and conservative in-
vestment which were estab-
lished during the war.

Advertising the Small
Town Bank

H. B. Grimm, manager of
the New Business Depart-
ment of the St. Joseph Val-
ley Bank, Elkhart, Ind., had
for his subject “Establishing
a New Business Department
ir. a Small Town Bank.” Te
the bank in the large city,
with its great resources, the
establishment of a new busi-
ress department on an effec-
tive basis, is a comparatively
simple matter, but to the

small town bank it is a more
serious problem.

Through the use of
“newsy” newspaper adver-
tisements, backed up by ad-
vertising in the street cars,
on billboards, through the
mails, ete.,, and with all de-
partments of the bank work-
ing together toward the
building of business, Mr.
Grimm accomplished this ob-
ject, however, and the St
Joseph Valley Bank increased
the number of its savings
auccounts from 45600 to 7000
in one year.

A good deal of this busi-
ness came through the use
of a small savings bank, of-
fered for use in the home,
but the new accounts also in-
cluded many larger ones.

One especially interesting
glan was to accept Liberty

onds at their face value in
exchange for three-year 4
rer cent certificates of de-
posit. In such cases the
customers made money, of
course, and the bank did not
lose anything.

In this and other ways the
bank is constantly increasing
its business with its present
customers, for it is getting
them to use more of its de-
partments.

Mr. Grimm showed how
all the efforts that the bank
puts forth, both in adver-
tising and through personal
g:_xitact, are mage to dove-

il

“Bankers must keep out
of ruts,” he said, “for after
all, a rut is in reafity a small-
sized grave.”

The Advertising of Tomorrow

“‘What of the night?’ was
asked of the watchman on
the wall in days long past,
and ever we hear the echo of
that question. We advertis-
ing men are watchmen on the
wealls of business and we
should recognize the right
of business men to ask us
‘What of the night ?’—‘What
of the morrow?’”

This was the subject of
Edwin Bird Wilson’s ad-
dress and to look ahead into
financial advertising, he said,
we have only to learn what
has happened and is happen-
ing in that field of history.

In reviewing the advertis-
ing of yesterday Mr. Wilson
spoke at length of, the part
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rlayed in the great war. He
said:

Brotherhood feelings for human-
ity at large were engendered as
never before in human history.
Humanity’s heart beats were ex-
amined by experts and found to be
about the same all over the world
with the sad exception of that
rart of humanity that had lost its
humanity. It came home to men
all over the world that all men are
kin and children of the same All-
Father. Financial Advertising
Guickly discovered that he could
touch the heartstrings of al)
branches of the human race and
rgel the same harmonious sounds
of money, zeal, help, ' cooperation
and love for a great cause.

I repeat that to understand the
history of Financial Advertising
we need understand only the past
few years, because those crucial
years have made a full-powered
man of him, a giant in power,
vision and purpose, who can never
turn back. We have seen the
motives working with and within
Financial Advertising that have
made of him the fully-developed
creature of might and service he
is today.

Of to-day’s Financial Ad-
vertising he said:

Financial advertisements today
are full of interest and vitality.
Many of them are beautifully illus-
trated and compete in interest
viith the advertisements of enter-
prising manufacturers and mer-
chants. You will agree with me,
I believe, that Financial Advertis-
ing can never go back to the old
innocucus  days of swaddling
clothes, of sackcloth and ashes, to
the old days of unimaginative, in-
articulate and unproductive ut-
terances like those of “an infant
crying in the night”,

Today is a new day for Financial
Advertising and tomorrow will be
a better day.

Continuing on the subject
of Financial Advertising of
the morrow, he said that
Financial Advertising must
raise the money, must have
zeal for the cause, must have
help for the cause, must have
cooperation for the -cause,
must have love for the cause,
affection for fellow-workers,
the feeling of brotherhood
for humanity. In conclu-
sion he said:

In conclusion let me say that I
believe the Brotherhood of Human-
ity Idea must underlie all future
business efforts that will or can
have permanent success. To be
eminently successful financial ad-
vertising men we have got to un-
derstand human nature and know
how to appeal to the nobler side
of human nature. f we know
tomanity really, we will have a
feeling of brotherhood for it, and
if we have that feeling highly
Ceveloped as a foundation for our
thought and writing, we will be
able to talk to men and women in
human-heart language that they
can understand and that will move

them to do the right thing in this
great world crisis.

If this talk has seemed too much
like a sermon and lacking in
practical, concrete suggestions,
please forgive me on the ground
that I am a member of the Broth-
erhood of Financlal Advertising
Men—the Financial Avertisers As-
sociation.

(Mr. Wilson’s address ap-
pears in full in another part
of this issue.)

The Foundation of Publicity

Publicity fer American
corporations is legitimate
only when it is based on

public interest in the infor-
mation it contains, it was
declared by James 1. Clarke,
Manager of the Service De-
partment of the National
Bank of Commerce in New
York, in his address on “Le-
gitimate Publicity.” When
built upon this principle it is
not only a gude-post to clear
thinking set up for the pub-
lic, but a contribution to the
success of the newspaper
that publishes it. The bene-
fit to the institution whose
name becomes an essentia)
part of the news value should
rightly be incidental, al-
though for that very reasen
more certain, lasting and
dignified.  Mr. Clarke said
in part:

Publicity should be built from
the viewpoint of the newspapers to
which it goes rather than of the
corportion from which it comes.
Publicity that is not based on pub-
lic interest is not worth getting:
on the other hand. the publicity
that really grips the public’s at-
tention because it interests them is
beyond price.  The publicity man,
when he has something to release,
should, s0 to speak. get up from
his desk, walk out of the building.
shake all atmosphere of his job
out of his system and then come
back in the attitude of a keen-
nosed reporter looking for news.
Then he can sit down and write his
story with the proper perspective.

Legitimate publicity seeks to
inform the public, not to sell them.
f your company is not doing
things big enough and important
eriough to have a legitimate claim

on the news interest of the public,
the corporation doesn’t deserve
publicity. It should advertise and
pay for it. The ideal piece of
publicity is one containing matter
of such great public interest and
importance that no live editor will
dare turn it down for fear of being
placed in the position of having
been beaten. The least a release
can do is to contain a news germ
of interest to a special field. In
the long run, the publicity man
who keeps his publicity clean, who
himself submits it to as drastic and
searching a news judgment as a
disinterested editor who sees only

his public, will profit by his own
rigorousness. It wil] result both
in raising the tone of his output
and in improving the receptivity
felt toward it on editors’ desks.
“Free publicity”, so called, should
be founded on a bed-rock of paid
advertising, but the hand that
signs  the advertising contracts
should not follow the hand that
deals out the news. I have
enough faith in American journal-
ism to believe firmly that our
worth-while periodicals print news
because it is news and advertising
because it is paid for. In so doing
they give true service to both ad-
vertiser and reader. Free publi-
city is not free in the sense that
it does not cost money. It has
been my own experience that the
overhead charge on an item of free
publicity usually runs higher than
the overhead charge on an ad-
vertisement even though art work,
plates and electroypes are included
in_the overhead for the latter.
Publicity, if followed scientifical-
ly, courageously, tenaciously, is no
game of chance. Publicity is the
application of a science and the re-
sults of legitimate publicity will be
manifest in the progress of our
own institutions and in the healthy
business development of America.

Preparation of Copy

On the important subject
of “Preparation of News-
paper and other Copy.,”
George E. Lees of Cleveland,
described the “raw mater-
ials” and the “architecture”
of a piece of bank advertis-
ing copy. He said in part:

If you were going to build a
house you would be face to face
with four major considerations :
1st, the site; 2nd, the raw mater-
ials; 3rd, the design; 4th, the actual
construction.

You may reply that these con-
siderations are out of order and
that you would begin with design.
I assure you that you would not,

use subconsciously you would
perforce have in mind both the site
and the raw materials of construc-
tion without which your design
could not be definite. ~ Therefore,
I repeat that the essential factors
of your house building problem
would be in the order given. This
analogy holds precisely true in the
development of copy, whether it
is for banks or soap factories.

To discuss the design and con-
struction of advertising copy with-
out previously discussing the ex-
act location and the raw materials
of copy, is therefore, putting the
cart before the horse, and before
we can take up the ‘“how” of pub-
licity we are obliged to take up
the ‘‘what.”

Personality in Advertising

A bank’s advertising can-
not profitably omit consid-
eration of the personality of
the officers and others who
come in contact with the pub-
lic, said W. W. Douglas, in
charge of advertising for
the Bank of Italy, San.Fran-
cisco, in addressing the (Con-
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vention on the subject, “The
advertisement and the sub-
ject Behind It.” He said,
among other things:

The corn contests, fruit exhibits
and pig clubs initiated by many
country banks are admirable ex-
umples of this type of publicity.
So also are the fascinating ‘‘Life
Stories” printed in leaflet form by
the Detroit Trust Co.; or the agri-
cultural and trade bulletins pub-
lished by such institutions as the
Hibernia Bank & Trust Co. of New
Orleans and by the National City
Bank of New York. They suggest
eloquently that understanding of
the individual and that co-operation
with the nity which should
be among the fundamental purposes
of every bank. The advertising
man who can convince the public
of the existence of these qualities
in his institution and can then
inspire a whole organization with
enthusiasm for carrying them out,
is a genius in his way. But the
second factor is too generally neg-
lected and is decidedly the more
important of the two.

No advertising man for a bank
or trust company can afford to
ignore the human element in his
task. Because, after all, that in-
determinate quantity, the *person-
ality” of his instituion, supplies the
only material he can claim as his
own. He is not advertising things.
He is advertising men. :

It is very different with flash-
lights, for instance, or with soap.
The manager of the soap factory
may be a grouch or a bonehead:
but if his product will really wash
woolens with less shrinkage, or
make a better lather in hard water,
or deal more gently with a newly
shaven cheek, the advertising man
has all he needs—his own individual
suveriority over competitors.

But the financial advertiser has
no such clear cut task.

Vote of Thanks

At its final session the
I"inarncial Advertisers As-
sociation adopted a resolu-
tion thanking the city of

New Orleans, the banks,
trust companies, and in-
vestment bankers cf the

city for their gcnerous hos-
ritality, and particularly ex-
pressed its thanks to Fred
W. Ellsworth, R. S. Hecht,
~ Bruce Baird, and Fred Ham-
lin for their efforts in ar-
ranging exhibits, program,
and local details.

Election of Officers

The following officers were
elected for the coming year:

President, F. W. Ellsworth, New
Grleans.

First vice-president, H. A. Mars-
land, New York.

S d vice-pr Lloyd H.
Mattson, Omaha.

Third _ vice-president, H. B.
Grimm, Elkhart, Ind.

Chairman, W. R. Morehouse, Los
Angeles.

¥ PRy

Secretary, W. J. Br St,
Leuis

uis.

Assistant secretary, Anita Moore,
central office, St. uis.

Treasurer, Carl A. Gode, Chicago.

Directors: D. McEachern, Lon-
don, Ont.; E. H. Kittredge, Bos-
ton; Dave S. Matthews, Stockton,
Cal.; F. M. Staker, Kansas City,
Mo.; George L. Hern, Dallas;
Flavie C. Adams, Louisville; W.
W. Douglas, San Francisco: J. W.
Groves, Minneapolis; Frank Wil-
son, Tacoma; W. A. Schulte,
Cleveland;: F. D. Conner, Chicago;
John Ring, Jr., St. Louis; Jessa-
mine Hoagland, Chicago.

Award of the Prize Cup

The first prize for the best
exhibit of advertising mat-
ter at the convention was
awarded to the Irving Na-
tional Bank of New York,
also the recipient of the
award for the past two years.
Second place was awarded to
the Guaranty Trust Co,,
New York, and third to the
Cleveland Trust Co.

The contest was made
more than usually interest-
ing on account of the large
number of ccompetitors, the
exhibits occupying more than
half the entire space allotted
to displays in the Grunewald
Hotel, and every part of the
country being rzpresented.

In the second classification,
for the best single advertis-
ing display, the Guaranty
Trust and Savings Bank,
Los Angeles, was given first
place; the First National
Bank, St. Louis, second place,
and the Hibernia Bank and
Trust Co., New Orleans, third
place.

For the best individuai
piece of copy, the Bank of
Italy, San Francisco,» won
first place; the Union Na-
tional Bank, Newark, second
place, and the Mercantile
Trust Co., St. Louis, third
place.

The cup won by the Irving
National was offered by Mel-
vin A. Traylor, president of
First Trust and Savings
Bank of Chicago. The award
was the closing feature of
the final session of the Fi-
nancial Advertisers Associa-
tion and was received with
niuch applause. In explain-
ing its decision the commit-
tee of award reported:

Carrying out our instructions,
we have selected three exhibitors in
each of three classes: First, the
general exhibit taking up the dis-
play of each exhibitor as a whole;
second, taking up each individual

ign as outlined in the ex-
hibit; and third, going over all the
exhibits and choosing what we con-
sidered the best pieces of copy.
thus naming three banks or trust
companies whose general exhibit
impressed us most of all, and three
out of whose exhibits we chose
what we considered the best cam-
paigns, and three more from which
we made choice of the best in-
dividual piece of copy.

It was difficult for the committee
to. distinguish between the ex-
hibit which represented the great-
est ber of points of 1)
as an exhibit of financial adver-
tising and the exhibit which con-
tained the greatest number
points of excellence as an adver-
tising campaign; but we tried to
separate the two into different
classes so as to be able to include
additional meritorious work on the
part of members.

The Traylor Cup

The Traylor Cup was pre-
scented by Melvin A. Traylor,
president of the First Trust
& Savings Bank, Chicago,
for the best financial adver-
tising entered at the Conven-
tion of the Financial Adver-
tisers Associ~tion, Sept. 21-
25,1919. In connection with
thged cup offer, Mr. Traylor
said:

When the exhibit of the Fi-
nancial Advertisers Association was
brought to my attention. with in-
formation regarding the scope and
character of the displays at the
conventions held in Philadelphis.
St. Louis and San Francisco during
the last three years, it occurred to
me that a cup to become the per-
manent possession of the winner
would supplement the certificate of
award by the association.

The tremendous volume of pub-
licity which characterized the five
Liberty Loan campaigns must bave
been some factor in their succes<
Just how much cannot be deter-
mined ; but between advertising and
sales organizations the number of
investors in this country was in-
creased and multiplied almost be
yond bellef. Such new investors
have been considered prey by get-
rich-quick promoters and are cer-
tainly entitled to every protection
that law and publicity can afford.
If through the Financial Advertisers
Association and other organizations
whose aim is to increase legitimate
advertising and prevent the publi-
cation of that which is false or
misleading those who have either
money or investments can be pro-
tected, the end is certainly to be
desired.

When advertising will sell furs
in August and white in
January, it would indeed be 3
skeptic who would question i
power, but the comparative dif-
ficulty of tracing direct retwrns
from financial copy makes it
doubly desirable that space be wed
to the best advantage. This to-
gether with the fact that our bank
has been a continuous
since its incorporation, m
keenly interested in seeing financia!
rdvertising both as meritorious and
as productive as that in any other
line of business,
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SOMETHING ABOUT COPY
IN BANK ADS

By Russell E. Smith

IN pooxiNe over the copy in
many advertisements of ®banks
over the country, one is struck
in many instances by the utter
lack of definiteness in the ap-
peal. Yhere is plenty of “Save
Your Money” copy, and general
appeals for thrift, but general-
ities are not enough, in the
humble opinion of the writer.
Everybody knows in their
heart that they should save
money against the proverbial
reiny day, but the average copy
of the bank ads do not get
under the skins of the particu-
lar people they want to reach;
they do not talk their language.
For what they are worth,
here are some ideas of what
the writer believes the copy
should consist of, For instance,
if the appeal is to be to labor-
ing men, the talk should be la-
bor talk, and in terms of labor.
How would copy something like
this hit the man with the pick
and shovel or the machine tool:

CONDENSE  YOUR LABO
STORE IT AWAY! .

Every dollar that you save is so
much ‘‘canned labor.’’ Store it away
in the bank against the day when
you can no longer labor and earn
money,

Wouldn't you be glad to know a
way in which a part of the strength
that you use each day could be
stored up to use some other day?
Wouldn't it be great if you could
call on that stored-up energy. and
use it after other men of your age
were too tired to labor longer?

Well, you can do just that, in a
sense, by storing up the earnings of
that work day by day, week by week;

it will work for you; in fact, it will ,

be working right along with you all
the time and will never tire.

START CANNING YOUR LABOR
TODAY WITH A BANK ACCOUNT.

The idea of conservation of
labor ought to hit the laborer
where he can feel it.

Then, suppose for argument
the bank is aiming at the small
business man or employe who,

ONE year ugo we were rendering

thanks for 1he coming of the duve nf peace.
The fighting «nd horrible destruction of war hed
ceascd.

To-day we are grateful for the relurn
of our boys o their homes.

As a Nation we rejoice in the blessings
bestoned upon us during the past year, and though
clouds have occavonally appearcd we pesy that
the sky may s00n be clear to remain permaacntly
0—not only for our own country but for all the
nations of the carih.

May the great resources and the more
fortunute circumstances of our country be utilized
for the rolic{ and comlort of those nol so favor-
ably situated.

' .inrnln an:nnnl Ranl-

A Thanksglving ad

as everybody knows, carries
what little money he has around
in his pockets, from which he is
tempted to withdraw it every
time something catches his eye
that he wants, but doesn’t
really need. Wouldn’t copy
such as follows strike him where
he lives?

YOU ARE CHEATING YOUR COM-
MUNITY—

When you carry more dollars around
in your pockets every day than you
really need.

If money doesn’'t get a chance to
circulate in large amounts, the husi-
ness of your community dries “up.
You are helping along that ruinous
stagnation—you and other men like
you who carry ten times what they
really need around with them.

Put it in the bank and draw checks
for what you need as you need {t;
let it earn money for you instead of
wearing out your pants pockets!

You don’t need it: the community

does.
Don’t let your dollars idle any more
than your clerks in the office.

START A CHECKING ACCOUNT
OR A SAVINGS ACCOUNT TODAY.

Then there are the vast num-
ber of persons who do not
really understand what a bank
is for anyhow, other than just
a place to store away his sur-
plus cash. A campaign to edu-
cate the people to make them
realize what a bank can do for
them might help. Something
like this:

DO YOU ENOW WHAT A BANK
IS FOR?

It is something else besides just
a place to safely store your savings.

Of course, if you have money, we
want it; if you want any, we have

it; but that isn't all a bank means
to a depositor.

A good bank advises you on invest-
ments, takes care of many financial
matters at little cost and no risk to
you, settles v‘;ip estates, helps you to
make your 11, and in many other
ways means service and satisfaction
to the depositor.

Come in and see our officers.

LET US TELL YOU HOW YOU
CAN BE HELPED BY A GOOD
BANK,

There are also many people
who think that a mere dollar or
two is of no use to a bank. A
bank means to them large sums
of money and the banker &
person who cannot be bothered
with small people and small
money. That is an error that
can be corrected with copy
something like the following,
for example:

YOU THERE WITH THAT DOL-
LAR!

You are worth more to us than the
man with a million of ‘em. Why?
Because there are very few with a
million, but there are millions with
a dollar.

WE WANT THE MAN WITH A
DOLLAR,

He will get the sime courteous,
careful treatment as the millionaire,

Banks are built on the dollars of
the small depositor; with those dol-
lars we can help the big business
man increase his business so that he
can sell you goods cheaper.

He can’t exist without the banks
and the banks can’t exist without
you, the small depositor.

Start an account today,

BE ONE OF THE BUILDERS OF
BIG BUSINESS.

An appeal to the spirit of
shame at idleness, both of per-
son and moncy, might have its
effect. TFor instance, copy such
as this:

THE WORLD HAS NO USE FOR
IDLE HANDS NOR IDLE DOLLARS,

Neither are worth the powder to
blow them out of the path of prog-
ress.

Put your dollars, or your dollar—
doesn't matter how few there be, or
if there be but one—to work,

The business of the world, the busi-
ness that makes it possible for you
tn earn any Imoney, stands firmly
upon the earning power of money.

Your future rests upon the same
basis. The thought of where he may
be twenty years from pow doesn’t
worry the man who makes a practice
of saving something every week of

i his life,

START IN TODAY TO SAVE FOR
TOMORROW.

(Continued on page 8)
1
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T HESE are holiday
times and holiday ad-
vertising is quite apt to be
effective. The point about
any holiday advertising is
that you get additional at-
tention and interest because
the thoughts of the people
are already turning in that
direction.

A BANK in Brooklyn has a
New Business Department
which is pretty good on sta-
tistics. In the past six
months 624 new accounts
have been opened. Of these
20 per cent. have been se-
cured as the result of direct
solicitation, 58 per cent.
have been introduced by
present customers of the in-
stitution, and 27 per cent.
have come in apparently en-
tirely of their own accord,
presumably as a result of
rewspaper advertising. We
are inclined to believe, how-
ever, that the bank’s con-
sistent advertising has a
good deal to do with getting
all of these accounts.

e

BaNks are paying much
more attention than they
used to pay to the form of
their call statement folders.
These things used to be
very ordinary pieces of
printing, but now the finest
printing and engraving is
none too good for the state-
ment. And this is as it
should be, for these folders
are recally advertisements

o
2

or at least representatives
of the institution.

THE average lawyer seems
to feel that the trust com-
pany is an actual or poten-
tial competitor of his. To
offset this feeling some trust
companies are making spe-
cial efforts to cultivate at-
torneys and point out to
them by means of letters
and advertisements that co-
operation with the legal
profession is one of the
planks of their platform.
It does seem as if lawyers
and trust companies have
more to gain from codpera-
tion than by competition.
We commend the spirit of
the ‘“attorney” advertise-
ment of the Hackensack in-
stitution, the text matter of
which is reproduced in an-
other column.

No apology is necessary for
devoting the entire issue
of Banking Publicity last
month to the report of the
Convention of the Financial
Advertisers Association at
New Orleans. Oldtimers, if
such an expression may be
used in connection with an
organization so compara-
tively young, said that it
was the best convention the
Association has yet held.
Some even went so far as
to say that this department
by the quality of its pro-
gram and the attendance at
its sessions had demon-
strated its right to be called
the most important depart-
ment in the Associated Ad-
vertising Clubs of the
World. The names on the
program were all head-
liners and represent the

wisdom and experience of
the financial advertising of
today.

Tue old question of cour-
tesy or the lack of it in
connection with a large
bank’s handling of small
sccounts which comes up
from time to time is really
ap adwertising matter be-
cause there’s no getting
around the fact that a
pleased customer is the
best advertisement. Those
familiar with financial con-
ditions on the New York
East Side claim that many
of the merchants in that
section keep thousands of
dollars in cash tucked away
in their rooms, not because
they are “afraid of banks”
but because of the lack of
courtesy their shabby
clothes and broken English
receive at some of the big

banks.

BANKERs go to an architect
for building plans, to s
printer for printing, and so
on, but when it comes to ad-
vertising many of them be-

capital end labor o
increase production.

merchant, we offer
tomplete banki,l

— TR TN

Greater production—the need of the
hour—can be greatly stimulated
by bank co-operation
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lieve that they can look
after it personally, regard-
less of experience. This is
wrong. In this connection,
a business publication puts
it succintly as follows:

An advertising manager
should be secured to study con-
ditions at shgrt range, and
carry out in type the spirit,
policies and methods of the ad-
vertiser, and all the technical
details, and an advertising
agency should be selected to
co-operate and carry out the

important functions of placing,’

checking, and relations with
publishers that require an or-
ganization too costly for any
single concern to properly main-

tain.

&
NoTwITHSTANDING  strikes
and rumors of strikes, the
unrest and the turmoil which
still exists in the industrial
world, there is still some
peace on earth and good will
to men, and there is no
rcason why banks cannot
put some of the Christmas
spirit into their advertising
at this season.

o

AN aAMBITIOUS assistant
cashier of a certain New
England bank shocked
some of the directors of his

institution by putting up a

painted oilcloth sign near
the front entrance of the
building, advertising the
Foreign Exchange depart-
ment. The president told
the junior officer that the
sign would have to come
down as mnot being dignified

enough, but when the assist- |

ant cashier told the presi-

dent that he could trace
profits of almost $500 di-
rectly to the sign, the pres-
ident said: “Let it stay up
for a while.”
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The figure “13” has no terrors for these banks and the 13th anniversary
means good luck rather than misfortune

SomEe of the more progres-
sive and aggressive banks
make it a practice to pay
the, dues of some of their
officers and New Business
Department workers as
members of one or more lo-
cal clubs. This seems only
right,
charge in view of the im-
portant part that social en-
tertainment plays

landing of accounts.

&

You can’t beat courtesy as
an advertising asset. A
large Chicago bank recently
received a letter from a de-
positor containing this para-
graph: ‘“May I express to
you my appreciation of the
never-failing courtesy I have
received at your hands?
a small depositor, I have

and a legitimate -

in the

|

As‘

found this somewhat unusual ,

in large city banks, but it |

certainly has always been
a pleasure to deal with
the Continental and Com-
mercial.”’

&

HOUSE ORGANS

Fort Dearborn Magazine,

| published by the Fort Dear-

born Banks, Chlcago, is not
a cut-and-dried publication.
Besides an artistic, histori-
cal cover in colors, a recent
issue contained such con-
structive articles as “Solving
a Problem in Household
Economics,” describing the
Evanston community kitch-
en; “Chicago, Lumber Yard
of America,” and many nota-
ble illustrations.

The Hibernia Rabbit issued
a special Financial Advertis-
ers Association Number in
September, in which were
reproduced many specimens
of the recent excellent ad-
vertising of the Hibernia
Bank and Trust Co., New
Orleans.

&
GOOD WILL

There is no surer way of
building good will than the
friendly advertisement — the
frank, personal message appear-

_ ing regularly from time to time
" in the local newspaper—for ex-

ample, telling how friendly and
cordial the bank is in its atti-

- tude and how eager it is to serve

the best interests of the com-
munity.—Edwin Bird Wilson.
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HOW BANKS ARE AD-
VERTISING.

“Tue largest reservoir of cap-
ital in Los Angeles” is the ex-
pression used in an ad of the
Security Trust & Savings Bank
of that city, and it suggests,
“In re-financing, why not try
the biggest bank first?”

Ir 18 Ao very interesting series
of illustrated historical adver-
tisements which the Merchants
National Bank of New York is
using in the newspapers. A
bank founded in 1803 has a
right to feature its age in this
way.

“Tue Pyramids of Egypt were
the first deposit vaults,” ad-
vertises the Bank of Montclair,
N. J., “but only the nobility
enjoyed their security.” For
the word “nobility” substitute
“mummies,” and the statement
would be equally correct.

CooPEraTION with attorneys is
the theme of an advertisement
of the Peoples Trust & Guaran-
ty Co. of Hackensack, N. J..
reading as follows:

This company is constantly co-op-
erating with members of the bar of
Bergen County. We frequently refer
our clients to their own attorneys for
legnl advice and services,

We do not draw wills, but fnvari-
ably recommend that the prospective
testator consult his own lawyer and
have the will drawn in due legal
form. If legal matters come up in
connection with estates or trusts we
are handling. whenever possible we
employ the services of the attorney

who has been associated with the in- .

terests concerned.

A meeurar depositor of the
bank was a winner in a slogan
contest conducted by the State
Banking Co. of Akron, O., after
the consolidation of that insti-
tution with the Summit County
Bank. The contest began on
July 7 last and ended on Au-
gust 1. A prize of $100 was
offered and 2,500 suggestions
were received. The directors
chose this slogan as the best:
“Bank at the Big Crossing,
Main and Market.”

Witar might be called a “class
appeal” is contained in this
newspaper advertisement of a
Chicago bank:

This is the way the Cleveland Trust Co. announced its big merger recently.
The ad occupied six columns in a local newspaper

Officered by bankers of experience
and directed by representative busi-
ness men, this bank has always ap-
pealed to the Dbetter class of bank
depositors,

An account here gives to its pos-
sessor a definite standing in the busi-
ness world. It fmplies integrity and
desirability—for before we accept an
account we satisfy ourselves that the
prospective depositor possesses fav-
orable quallifications,

“Yorr Will—or Another’s” is
the title of a good trust depart-
ment booklet sent out by the
National Fixchange Bank of
Roanoke, Va. Accompanying

it was a card with this message:

Here is a reminder that you have
individuality; that you have desires
and purposes and plans of your own.

Here, too, is a reminder of a duty
—a duty that you may not honorably
neglect.

“Your Will—or Another's' Is a call
to prompt action in a vital matter.

We earnestly ask that you heed it

Tue Illinois Trust & Savings
Rank uses the 2-cent street car
fare increase in Chicago as a
text for an advertisement, as
fcllows:

Every citizen of Chicago who rides
on the surface or elevated cars Iy
paying & 2-cent increase in fare.

What are two pennies? Practically

e,
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nothing to the individual these days,
but to the transportation companies
it means an increase in ‘income of
about $39,000 each day of the weeh.

After all, it's the little things Jn
life that count. 8o, what are you
-doing with your pennies, nickles and
dimes? You had better start a sav-
ings account now and get ready for
the time when your earning power is
not so good—when sickness or acci-
dent has stopped your income en-
tirely.

Money is the cheapest thing in the
market today. It's good business to
‘“‘lay up"” as much as possible now,
for your dollar will buy a great deal
more in the future. ‘“‘Buny when the
market is low; sell when the mar-
ket is high."” That's the way people
get rich.

You may start a savings account
here with ten dimes—$1.00. The abil-
ity to save is largely in the doing.
-Come in today.

“WiraT oF THE Furure?” is the
title of a little pamphlet by
the American National Bank,
Nashville. It is tainly a per-
scnal message -from Chas. H.
Wetterau, assistant cashier,
erding with:

As n member of our officlal family
1 assure you that it give us a
great pleasure, if, when you desire
some .special service, you will think
‘of the American National first, for
we nre happy when called on by our
friends for those unusual services.
Trne New Business and Service
Department of the Continental
and Commercial Banks of Chi-
cago seeks the cooperation of
cmrloyees through this notice
in the daily bank bulletin:

The New Business and Service
Department would welcome and
an-reciate suggestions and leads
tv new business. In the rush of
the routine, opportunities for the
development of new business may
be overlooked. Not infrequently
what 1is superficially unpromising
develops, under analysis, into the
most promlising. Eternal vigilance
Is also the price of progress,

A great many members of the
staft are very alert in this respect.
Many leads have been developed
‘nto new deposits. The New
Business and Service Department
<an, however, handle more ‘pros-
pects.”

THE NATIONAL EXCHANGE BANK
of Carthage, N. Y., on August
7, opened a finely furnished and
commodious rest room in the
basement of its building. It
contains more than the ordi-
nary features of such a room,
as provision has been made for
taking care of children or per-
sons suddenly taken ill. The
room probhably will be much
used as a waiting room and
meeting place for the women

o e
BN
Mo i

—riotous spending

UNioN TRusT Cq.

Ao Rochester, N. Y, ==

has given most of us a wrong
idea of values. We think
nolhing good that is not ex-
pensive.

We shall incline loward nor-
mal prices only when we be-
gin to spend wisely and for
necessities. °

Be dollarwise. SAVE and

deposil regularly. We invite
your account.

Capjtal and Sarplus over $1,500,000

More of the constructive advertising which is now gaining friends and
patrons for the banks

ing country. Mrs. A. B. Car-
ter, wife of the president of
the bank, and her daughter
have had much to do with the
preparation of this very prac-
tical advertisement for the in-
stitution. The rest room will
be in charge of a tactful young
woman who is competent to
help women customers in bank-
ing and financial matters.

TuE PusLicrry DEpARTMENT of
the Guaranty Trust Co. of New
York has been dignified by be-
ing accorded a place with the
other departments as listed in
the financial statement folder
of the company. The para-
graph concerning that depart-
ment reads:

Prepares, for the benefit of cus-
tomers and others, digests of
State and Federal laws relating
to taxation, governmental re-
quirements, etc.; 1issues pam-
phlets on financial and economic
subjects of timely interest, ana
furnishes Information on business
questions.

A NATIONAL BANK which re-
cently established a Trust De-
partment, as permitted by the
amended Federal Reserve Act,
wrote a letter to attorneys who
were already customers of the
bank asking their cooperation.
One of the specific things re-
quested was that the lawyers
should put the bank in touch

of Carthage and the surround- | with the real directors of new

corporations being formed in
the offices of the attorneys, so
that a representative of the
bank could take up with them
the matter of banking relations.
On the strictly trust features
this bank endeavored to point
out to attorneys that the inter-
ests of the bank, the attorneys,
and the clients of both were all
mutual.
&

FROM CURRENT ADVER-
TISING

IrviNe NaTioNAL Baxx, New
York:

A world-wide policy of friendly
co-operation with well established
banking correspondents provides
for Irving customers rellable and
responsive sources of Information
and facllitieas of service in all the
important market centers of the
world.

MercaNTILE Sare Derostr Co.,
New York:
TAKING CHANCES

Perhaps you are willing to “take
a chance” with your own valu-
ables. You have no right to take
a chance with the property of oth-
ers left in your care. That Is why
80 many lawyers, for instance, rent
safe deposit boxes from us for the
security of their clients’ property.

Garrierp Nationar Baxnk, New
York:

TEAMWORK
between banking and business is
a vital need of the times. A

friendly banking sgervice can ald
materially in bullding for the fu-
ture,

5
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SearTiE NATIONAL BANK:

DURING THE NEXT DECADE

Where will you stand, commer-
cially speaking, ten years from
now? Will you occupy & dom-
inant positipn in your industry or
will you be one of the bigger
merchants of the city?

That depends largely on your
enterprise and business sagacity.
It also depends to a very consid-
erable extent on your banking
affiliations, N

Let your financial connections
contribute to the logical develop-
ment of your business. And—Ilook
to your bankers for accurate in-
formation.

Kansas Crry (Mo.) TeaMiNaL
‘Trust Go.3

In serving your country by pur-
chasing Liberty Bonds YOU HAVR
SERVED YOURSELF better than
you perhaps realize. You have
demonstrated YOUR ABILITY TO
SAVE. You have proved IT CAN
BE DONE.

Now that the war is over and
you have FINISHED THE JOB by
helping to make the last Victory
Liberty Loan a big success, why
not continue the good work you
have started and make it pay you
dividends—by SERVING YOUR-
SELF?

A SAVINGS ACCOUNT with us
will do the work. It is A SELF-
STARTER, your Liberty Bond in-
terest coupon providing the means.
We furnish the interest. Your
bond pays you four and one-quar-
ter per cent. We pay you three
per cent. on the interest on your
bond. That sounds pretty good,
does it not?

WHAT ADVERTISING 1S

Tre U. S. Department of La-
bor defines advertising as fol-
lows:

Advertising is telling somebody
else something about yoursclf.

Modern business has capitalized
this ldea through the medium of
the printed page and called it
commercial advertising,

To-day it 1s possible to tell the
public in a dignified, forceful
manner who, where and what you
Qre.

Advertising {8 a dynamic force
working for you at all times. It
multiplies the power of your sales
arguments by the ecirculation of
your newspaper. It adds dally to
your net profits.

&
WHAT GOOD WILL CAN DO

WaAT accumulation of good
will can do for a banking insti-
tution was shown by the open-
ing of the Liberty National
Dank of Oklahoma City, in the
midst of Liberty Loan, Red
Cross, and Y. M. C. A. drives,
and at a time of severe drought
in the community.

6

According '

to an article by J. M. Dawson
in Printers’ Ink, with a dozen
banks ahead of the Liberty Na-
tional in the field, the deposits
on the first day totaled more
than $750,000, over $500,000 of
it from 475 firms and individ-
uals, the rest from country
banks.

Three hundred and thirty-six-
line copy was used six weeks be-
fore the opening date, running
in the local dailies and in class
papers. This told of the organ-
fzation of the bank and of its
officers and directors, and was
followed each day with the pho-
tograph of an officer or director,
and a brief biographical sketch.
Stress was laid on the fact that
the directors came from varied
lines of industry, and that the
bank was therefore in a posi-
tion to benefit the depositors
unusually well because of the
directors’ knowledge of individ-
ual needs. The introduction was
concluded a week prior to the
opening. Space was increased
to 910 lines, copy alternating in
morning and afternoon papers.
Then began a frank appeal for
deposits on the opening day, the
copy carrying an illustration of
an engraved certificate to be
given each depositor on the ini-
tial day, depositors receiving
such certificates
“charter member depositors.”
Finally, on the day preceding
the opening, page copy was used
in the three local papers. The
results given above in figures
proved eminently satisfactory,
and the bank is to be congratu-
lated on its enterprise in a field
that will support intensive culti-
vation, that of thoughtful ad-

vertising.
&

CONFIDENCE

Confidence can be strength-
ened where it exists, or created
where it is lacking, by effective
advertising. The sharks that
prey on the public have been
quicker to realize the truth than
have the bankers whose business
it is to protect the public. Also

to become !

many great commercial and
manufacturing concerns have
first created, then strengthened
and maintained widespread pub-
lic confidence by means of ad-
vertising which they have backed
up by the high quality of their
goods. The country as well as
the city banker can create,
strengthen and maintain confi-
dence by similar intelligent
methods of advertising.—Edwin
Bird Wilson.

&

STARTING A NEW BUSI-
NESS DEPARTMENT

Amono the banks which have re-
cently installed a New Business
Department is¢he Chemical Na-
tional Bank of New York. S.L.
Jenkinson, writing in the Chemi-
cal Bulletin, explains the work-
ings of the Department as fol-
lows:

The New Business Department,
as such, 1s comparatively speaking,
an innovation in our institution
but is destined to be one of the
most important departments.

To this department devolves the
duty of promoting the growth and
prestige of the bank and to cultl-
vate the personal acquaintance of
its customers and secure for them
such service as their particular
business requircs.

The personnel of the New Busi-
ness Department is of utmost im-
portance, and each representative
should be of strong personality and
in sympathy with the principles
for which this Institution stands.

Our solicitors are ever on the
alert for desirable accounts, sod
rew prospects are checked up and
approved by the Credit Depart-
ment before being Interviewed.
Various are the avenues of 8p
proach and every legitimate and
ethical method 1 used in soliciting
accounts.

Cards are prepared giving the
name and address of accounts
soliclted, nature of business, capl-
tal, credit line, net worth, ete.
and any other information obtain-
able. 1If the account Is solicited.
the result of the Interview ls re-
corded. Those cards are filed under

the different headings: L "&.
“active,” ‘*‘dormant,” and "n®
prospects.”

Files are also kept of all our
accounts, subdivided according to
our ledgers and, in addltion, 2
geographical flle sorted according
to States.

This Department also Jooks aftef
the detalls of the opening and
closing of accounts, attends t0
matters pertaining to changes in
authorized signaturcs, powers of
attorney, and in cases of death.
the securing of surrogate’s certifi-
cate and comptroller's walver.

Upon opening an account, ap in-




THE BANKERS MAGAZINE—BANKING PUBLICITY

Third of ¢ Series of Thirteen Advertisoments .

Get Rich Quick-
Get Wise Quick!

'SHUMANNATURE
l to want to get rich quick.
That’s why thousands of
people lose in the aggregate hun-
dreds of millions of dollars yearly
through some scheme labeled,
“Get rich quick!” which later
bears the epitaph, “Smashed up
quick!”

If those who foolishly invest in wildcat
schemes or who place their money in irrespon-
sible companies offering high rates of interest,
do not get rich quick, they at least get wise quick!

Profit by their experience.  Build up your
savings fund ically, bering the
fools with their money who tried to get rich
quick and brought disster to themselves and
their d .

Keep your money in a strong Cleveland bank,
carn 47 interest and be assured of sefety.

Pourth of & Serws of Thirteen Advertisements

To Foreign-born
Clevelanders
YOU are interested in
I

foreign exchange, the
cight banks listed below
will assure you of a low rate and
absolute safety.

1f you want advice on any matters pertain-
ing to banking, these banks will gladly aid you.

1f you want to save your money where you
know it will be safe, where you can get it at
any time you want it, where it will earn 4%
interest for you, then come to one of these
banks, organized and operated under the bank-
ing laws.

‘Take no chances where your money 1s
concerned.

People who start small accounts are as wel-
come at the banks listed below as those who start
large accounts.

One dollar opens an account in just & few
moments.

Keep your meucy in o stroug Clevelond bank

where you can got it whes you weed it

The First Trust and Savings Co. The Garfield Savings Bank

The Garfield Savings The Guardian Savings and Trust Co.
The Guardian Savings and Trust Co. The Society for Savings

The Society for Savings The Superior Savings and Trust Co.
The Superior Savings and Trust Co. The United Banking and Savings Co.
The United Banking and Savings Co. The Citizens Savings and Trust
The Citizens Savings and Trust Co. The Cleveland Trust Co.

The Cleveland Trust Co. The First Trust and Savings Co.

Two more of the community ads published by these Cleveland banks and referred to in our October issue

dividual, If unknown, is required
to glve satisfactory references, and
leave specimen signature in dupli-
cate, one for our permanent record
and one for the convenience of our
signature clerk. Firms must give
veferences and leave duplicate set
of signatures of all partners au-
thorized to sign. Those conduct-
mg business under a trade name
inust, in addition to the above, file
a County Clerk’s certificate of con-
ducting business under a trade
name, Corporations must file a
certified copy of resolutions passed
by their Board of Directors au-
thorizing the opening of the ac-
count, in which 18 designated who
shall sign checks, drafts, etc., to-
#ether with a copy of thelir by-
laws, and signatures in duplicate
of all officers authorized to sign.

Upon making an additional de-
posit, city accounts are given a
recelpt book In which is entered
the amount of the deposit, initlaled
by an officer. Those making de-
posits are required to make out
their own deposit ticket.

Accounts opened are entered In

a record book of new accounts,
glving the date opened, title of ac-
count, address, amount of {initial
deposit, and name of person intro-
ducing the account,

Closed accounts are also entered
in a eimilar book in which is re-
corded the date closed, title of
account, average balance last year,
balance at time of closing, and
reason for closing.

Notification to the officers and
different departments of the open-
ing and closing of accounts is by
means of slips prepared for the
purpose.

All powers of attorney and
surrogates’ certificates are Tre-
corded for ready reference.

At present all matters pertain-
ing to income tax are referred to
this department.

Some Books are to be tasted,
others to be swallowed, and
some few to be chewed and di-
gested.—Bacon.

A SUGGESTION FROM
ENGLAND

Lever Brothers, the great
soap-makers of Port Sunlight,
England, who are well known
for the welfare work they do
‘ for their employees, have sub-
istituted a checking account in

| the bank for the weekly pay en-

velope. Every workman opens
. a checking account in a bank
! near his home. Lever Brothers’
| banker credits his bank with the
| man’s pay. The man goes home

on Saturday and draws a check
for the house-keeping money.
. The rest stays in the bank and
earns interest when the balance
, is large enough. Lever Brothers
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believe that a worker with
money saved is a better pro-
ducer because of it. A member
of the firm said:

Instead of the money lying at
home earning no interest, it will
earn interest. Further than that,
the tendency will be always to
leave a little more each week in
the bank; and I feel confident that
if we can get this system uni-
versally adopted it will not only
raise the working man’s position,
but will add to his dignity, be-
cause, instead of crowding round
a little pay office, he will be led
to invest in the business he is en-
gaged in, or other businesses. We
are taking no undue risks in mak-
ing this departure.

&

HOW TO CHOOSE YOUR
BANK

It must be that the “essay”
style of advertising used by the
Harriman National Bank of
New York is successful, as it
has continued for a long time
now. There is no doubt but that
they are very “meaty” advertise-
ments. Following is the copy of
a recent one:.

In establishing banking rela-
tions, one should look for the same
things and in the same order as
i purchasing goods of any de-
scription — quality, price, terms,
convenience of location, and per-
sonality behind the salesman.

It is astonishing, however, how
many people seck first usually the
bank nearcst to them. This is, of
course, 8 compliment to the entire
banking system, but a merchant
from Kansas City coming to New
York to buy goods might on the
same principle walk into the
nearest manufacturer's or jobber's,
order his goods, and go back home,
trusting to luck that he had
bought well.

Admittedly, it is desirable to
deal with a nearby bank. This is
a matter of economy in time and
therefore a saving in money, but
the other factors combined are
of greater importance, possibly
nothing more so than the per-
sonality behind the bank. After
that, the special service that the
bank may be able to render, and
in this connectfon, it is worth
while to say that a bank that has
no special and particular feature
of service has really no reason for
existence.

The chemical composition of the
human body may be divided into
80 many cublc centimeters of gas,
8o many kilos of solids, so many
litres of liquid, the range covering
nearly if not quite the entire cate-
gory of elements, except the hu-
man element. But in spite of our
wonderful sclentific progress, we
have not yet been able to as-
semble these various constituents
into the shape and form of a man.
£o it 18 with a bank.

8

ABOUT COPY-WRITING

Proressor E. E. Troxerw of the
Department of Journalism, Uni-
versity of Washington, gives the
following good points concern-
ing the preparation of adver-
tisements:

1. Copy should be well written;
should be about one thing, as
unity.

2. Should be clear and logical,
as coherence.

3. Should have emphasis, as the
first and last facts should be con-
vincing.

4. Should have varlety.

5. Copy should be adapted to
the audience,

6. Copy should be adapted to
the product you are selling, first
—human interest; second—reason
why.

7. Copy should be readable, but
not at the expense of the selling
power of the advertisement.

8. Copy should not depend
upon the hanical expressi in
the statement of an unexplained
fact.

9. Copy should make use of
{llustrations and color.

10. When possible, all
should have a news interest.

Things to be avoided in pre-
paring copy are:

1. Exaggeration.
2. Freak statements.
3. Untrue statements.

4. Statemets that arouse preju-
dice or antagonism.

5. Statements that make people
laugh at you or disrespect you.

6. Weak statements or mean-
inglees statements.

7. Avold generalities, always
being specific in stating some fact
that can be proven.

In addition it should be re-
membered that the publisher of
the advertising medium is in-
terested in the success or pull-
ing power of your advertisement
and if his help is sought he will
try hard to render expert as-
sistance.

&

Copy in Bank"Ads.
(Continued from page 1)

The man who has lost an op-
portunity for investment may
be reached with copy designed
to fit his particular case. It
would help a man to feel that
the bank may be his friend in
need if he is known as a saver
The following copy is planned
to take care of this class o:
worker and saver:

WILL YOU BE ABLE TO AN-
SWER W HEN OPPORTUNITY
KNOCKS ON YOUR DOOR?

A bank account will make your

copy

answer clear and the right one.
How many men have lost their one
chance of | asing their i or
to take advantage of a good oppor-
tunity .of profitable investment be-
cause they had saved nothing?
Their bankers would not loan them
a money. Why?
ause they had not shown &
thrifty, saving disposition—because
therefore the banker did not con-

sider them a .
START AN

good risk
BE A GOOD RISK!
ACCOUNT TODAY.
While this copy is not put
forward as perfect copy, it is
believed that the ideas therein
are the things needed; that the
average bank advertisement
does not reach the people in-
tended, and does not give them
an argument they can readily
understand. Some banks, of
course, are onto their jobs in
these particulars, but the writer
aims at those who are not, and
they are legion. The copy
above has never been used, and
is offered for what it may be
worth to any banker who may
believe he is not using the right
sort of copy for his purposes.

Books on Bank Advertisimg

Bank Window Advertising. By
W. R. Morehouse. Iliustrates
and describes many display
which can be adopted by enter
prising banks to an_endless va-
riety of subjects. Price, $2.8,
postpaid.

Bank Deposit Building. By W. R
Morehouse. Contains practicsl
and proved methods of increas-
ing your business and holding it
Coplously illustrated. 250 pages
Price, $3.00, postpaid,

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

The New Business Department.
By T. D. MacGregor. Described
how a bank can systematically
cultivate and secure new busi-
ness from various sources.
lustrated with forms, etc. Priocs,
$1.00, dellvered.

2000 Points for Financial Adver
tising. By T. D. MacGregor
Contains 2,000 suggestions for
the wording of as many baen
ads. Adapted to the use of
commercial banks, trust compa-
nies, safe deposit companies an
savings banka. 170  pages
Price, $1.76, postpaid.

Pushing Your Business. By T. D
MacGregor. Explains the pris-
ciples and practice of finan
advertising, illustrating varloss
methods and showing mechan-
fcal detall of writing copy. 100
pages. Price, $1.56, postpaid




BCOK TALKS

Special Section of The Bankers Magasxine

JULY 1919

THE LIBRARY OF THE
OLD COLONY TRUST CO.

Tue library of the Old Colony
Trust Co., Boston, furnishes an
excellent example of an up-to-
date trust company library of
to-day. In the accompanying
illustration one may see a part
of the large, well-lighted room
at the main office that serves as
a clearing house for informa-
tion and a receiver of reference.
It is constantly used both by
customers of the bank and by
its employees.

In the Statistical Department
two libraries are maintained, a
law library and a financial li-
brary. The former is a collec-
tion of over 1000 volumes and
the latter of over 2000 volumes,
s@pplemented by fully 150,000
pamphlets and booklets.

The law library maintains a
complete file of Massachusetts
law, New England and miscel-
laneous law texts, and various
reports of legal and other mat-
ters, ably supplementing this
special law library.

In the Statistical Department
a vast amount of material is
vertically filed which is of im-
portance to both the Credit and
Statistical Departments. Thirty
or forty cabinets suffice to hold
the annual and financial reports
of railroads, filed alphabetically.
Reports of industrial companies
and publications of business
houses are also kept.

The files are numerous and
have presented a peculiar prob-
lem. One lists entries of invest-
ments and bond circulars of
companies, another the current
quotations on securities. The
book shelves contain all the
well-known financial reference
books, manuals and directories,
together with bound copies of
magazines and current numbers.

To facilitate the latter work
special services are subscribed
to, including daily and weekly

Library of the Old Colony Trust Co., Boston

sheets on financial matters, with
monthly and quarterly cumula-
tions. These services supply a
complete work that is impossi-
ble to compile in any one finan-
cial firm. Indexes of the usual
card catalogue nature give im-
mediate reference to the pam-
phlet or report desired, and a
large part of the work is keep-
ing these indexes complete and
up to date.

The library is especially well
equipped on railroad matters,
whether it be on lines, equip-
ment or their financial standing,
and it is specializing in steel
and railroad literature. Most
of the work of the library lies
in the Trust and Bond Depart-
ments, but its services are freely
givemr to all the departments
and customers of the bank.

A trained staff of statisti-
cians compile this material
daily under the direction of
Miss Anne Crafts, head of the
department.

&

“] met Ikey coming out of
the bank just now.”

“Buyin’ War Loan Bonds, I
s’pose?”

“No; he’d been in to fill ’is
fountain pen.”—Tatler.

BEECHER’S SUGGESTIONS
TO READERS

JoHN WaNamaker, who was
the pioneer of the department
store advertisement introduced
by an editorial, recently pub-
lished this part of-a conversa-
tion with Henry Ward Beecher:

Question: ‘““What plan would
you recommend to & young man
for preserving the results of his
reading? Have you yourself pur-
sued any method to develop the
power of retaining the subject
matter you read—which is a very
important thing? Have you any
plan for marking books, journaliz-
ing, or copying the pith of what
you read?”

Mr. Beecher’'s answer: ‘‘No, but
I think a Commonplace Book a
very good thing, indeed. I would
advise every young man to get
into the habit of keeping some-
thing of that sort. The great
point is to read nothing without
reflection, Dr. Macauly, who used
to preach in New York, told me
that when he was a boy at college
he began to read enthuslastically,
but that, at the foot of eyery page,
he stopped and obliged himself to
give an account of what he had
read on that page. At first, he
had to read it three or four times
before he got his mind firmly fixed.
But he rigorously compelled him-
self to conform to the process, un-
til now, he sald, after he read &
book through once, he could al-
most recite it from the beginning
to the end.

“It 18 a very simple habit to
form early in life and is invaluable
in acquiring accuracy and thor-
ough knowledge of the materlal
with which a man has to deal.”
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IN the opinion of Nicholas
Murray Butler, president of
Columbia University, the sure
mark of the reactionary is un-
willingness to make use of the
teachings of past experience or
to read the lessons of history
and apply them to the problems
of to-day.

Consider if Dr. Butler’s ideas
do not apply to the study of
banking problems as explained
in such practical books on that
subject as are published by this
company. He says:

“The true progressive is he
who carefully reads history and
carefully examines the experi-
ence of mankind in order to see
what lessons have already been
learned, what mistakes need
not be repeated, and what prin-
ciples of organization and con-
duct have established them-
selves as sound and beneficent.
Upon all this the progressive
builds a new and consistent
structure to meet the needs of
to-day in the light of the ex-
perience of yesterday. He does
not find it necessary to burn his
own fingers in order to ascer-
tain whether fire is hot.”

&

OxE oF THE greatest benefits to
be derived from reading busi-
ness publications, in the opinion
of R. L. Rutter, president of
the Spokane and Eastern Trust
Co., is that it induces a man to
think for himself along original
lines and to create original
methods for handling business.

&

A certAaIN Southern bank com-
pels all of its employes to join
the American Institute of Bank-
ing, and pays for all the books
used by its clerks. You can
drive a horse to water, but you

can’t make him drink. Still
where would we be without
compulsory school education?
That is, where would the boys
be the fine early summer days?
We hope that Southern bank
will go a step further and in-
stall our library of 100 books
on financial and banking sub-
jects, even if it doesn’t make
reading them mandatory.

&

Brains in the business office is
the surest and straightest road
to dividends. So says Sherwin
Cody, whose books have helped
many business men to develop
their brains and the brains of
those who work for them. Of
course, it is a stock retort of the
schoolteacher to the parent com-
plaining of the non-progress of
her young hopeful, “Well,
madam, we can’t furnish your
child with brains. That is up
to you” But the school fur-
nishes opportunity for develop-
ment, and so does the bank

library.
&

A rarce Chicago bank which has
a bank library keeps its officers
and staff constantly informed
concerning the new acquisitions
and urges the use of books by a
paragraph in the daily office
bulletin.
&

“How to Make Your Public Li-
brary a Business Asset” is the
title of an interesting article in
the May issue of the American
Magazine. It is an interview
with Adelaide R. Hasse, who
has done a great work in the
New York Public Library by
showing business men how to
get out of the library informa-
tion worth money to them. She
says:

“Business men just don’t real-
ize what a vast amount of time
and trouble an efficient library
can save them. Often they hire
experts to make analyses of
things, when these subjects have
already been analyzed and
summed up in government pub-
lications.

“It is true that up to now the

The New Business

Department

By T. D. MACGREGOR

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

¢ ve” cultivation of
HBE “intensi Y

G
on finamcial advertising.

'l'hnl: handy volume, the fov.rtg
of the “Bank Department
is largely the fruit of the auther's
having been for some time an 1m-
portant member of the Dem
ment of Publicity and New
ness of the Gunnti Trust Ce.

While some of the ideas asd
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-

uirements of the

“The New

ment” is unique in its fleld.

is absolutely no other

work on this subject. If yeu wast
to have a con complete
idea of how to conduct a Depart-
ment in your bank, mr or emall,
you will need this book as an i»-
spiration and guide. It is worth
many times its price—one dollar
—to any bank or trust compasy
that wants to make the most of
its eppertunities of develepment

Publishin
n.;%%"lmdﬂy,‘ﬂm
Please send for free examiss-
tiom Mr. Mrm:'l “New M."
ness Departmen!
days' examimation I will either
return or remit the price, $1.00
NAME ccecscscscscvancassecs
BaDK .ceccccoccccncossenes
Address ...
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libraries themselves have been
mostly to blame. In every busi-
pess the fundamental principle
is the creation of a market. The
library, instead of going after
its market, has always waited
for the market to come to it
This is all wrong, of course.
The library should be the busi-
ness man’s annex, and if the
business man does not realize
this fact, he must be made to
see it.

“Every library has a certain
appropriation to spend on
books. If business men will cre-
ate a demand for information
which will aid them in their
work, part of that appropria-
tion will inevitably swing toward
purchasing the kind of books
required.

“Go to your librarian and
say: ‘I want to know what this
library has for me that will aid
me in my business. Has it this
or that directory? Does it take

these trade papers each week or:

month? Where are the govern-
ment reports kept? 1 am pay-
ing my share toward maintain-
ing this library, and I want
some real service’ If business
men would do this they would
find out that they would get
back the value of their library
tax many times over.”

&

A “ROUND TABLE”

At tue Montgomery Street of-
fice of the Bank of Italy, San
Francisco, there has just been
organized what is to be known
as the “Round Table,” with
which every officer and employee
may affiliate. The purpose of
this little society is to encour-
age its members to improve
their spare time by reading
banking literature and to dis-
cuss financial and economic
questions. This laudable under-
taking will supplement the ac-
tivities of the San Francisco
Chapter A. I. B. and insure a
more intelligent interest in that
great organization’s most im-
portant work.

Bankitaly Life suggests that
a gimilar movement be inaugu-
rated at every branch, the only

JUST ISSUED

Bank
Window
Advertising

By W. R. Morehouse

Assistant Cashier Guaran-
ty Trust & Bavings 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., 263 Broadway, New York

‘We are interested in Bank Window A4dvertising and would like te
see & copy of Mr. Morehouse's book on thas subject. Please forward a
copy with the understanding that we will either return it after five
days' examination or remit the price, $2.50.
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equipment necessary at present
being a table supplied with a
few carefully selected reference
books as well as magazines on
banking and kindred subjects.
A live executive secretary at
each branch should be appointed
to look after the society’s af-
fairs, and later on a general
secretary could be selected, un-
der whose guidance the work at
the branches would be system-
atized, its scope enlarged and a
practical scheme of cooperation
evolved with the various city
chapters of the American Insti-
tute of Banking.

&

“LET'S MAKE USE OF
THEM”

Peauvsat of the five volumes
enumerated elsewhere in this
jssue (“Elements of Ioreign
Exchange,” Escher; “The
Clearing House,” Thralls;
“Credits and Collections,” Skin-
ner, White and  Cramer;
“Chats on Old Coins,” Burgess;
“Productive Advertising,”
Hess), says the Mettco Meteor,
which were selected in what
might be called a careful ran-
dom manner from the shelves of
our library, will give the reader
some knowledge of subjects
about which he may be rather
uninformed. But it will do
more than this. It will broaden
his acquaintance with the prac-
tice of banking, by furnishing
him with an insight into phases
of the business outside the scope
of his particular department.
There are many other books in
the library of equal value, so
that those mentioned are merely
suggestions in order that a start
may be made.

That one should make a de-
tailed study of the work of a
department other than his own
is not necessary, continues the
Meteor. But that he acquire at
least a superficial familiarity
with what others in the same in-
stitution are doing is, indeed,
highly desirable. Such an ap-
preciation of the other fellow’s
job will point out the need for
effective interdepartmental co-
operation, and may possibly aid

The
Law
of Bank
Checks

By John E. Brady

Or tHE NEW York Baz

A Useful Book for Every Practical Banker

Covers the entire body of law relative to checks. Wi
the banker out of legal difficulty and s:ve heicm st;xan;utli‘::eel:

its costs.

Some phases of bank cheok law made clear by this book:

ALTERED CHECKS
FRAUDULENT
CHECKS
FORGED CHECKS
MEMORANDUM
CHECKS
CHECK AS ASSIGN-
MENT
CHECK AS GIFT
OVERDRAFTS
POSTDATED CHECKS
STALE CHECKS
TRAVELERS' CHECKS
LOST AND STOLEN
CHECKS
NEGOTIABILITY
SIGNATURE AND
FORM
CONSIDERATION

INDORSEMENTS

INDORSER’'S LIABIL-
ITY

DRAWER'S LIABILITY

RIGHTS OF HOLDER

PRESENTMENT FOR
PAYMENT

NOTICE OF DISHONOR

PROTEST

DEPOSIT OF CHECKS

COLLECTIONS

PAYMENT

STOPPING PAYMENT

COLLECTION
THROUGH CLEAR-
ING HOUSE

CERTIFICATION

EFFECT OF
INSOLVENCY

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

FREE EXAMINATION COUPON
Bankers PusLisaing 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.

----- I R N R R R O I I R AN )
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in the discovery of the means by\
which this can be perfected. In,
any event it is safe to say that
the widening of knowledge along
banking and financial lines
which will result from the indi-
cated reading will sooner or
later redound to the mutual,
benefit of the employee and the'
company. These books were
placed there for us. Let’s make
use of them.
&

GROWTH OF THE NA-
TIONAIL CITY LIBRARY

Tue library of the National
City Bank, which during the
past few years has grown to be
the largest collection of books
and pamphlets in the possession
of any financial institution in
New Yotk City, has moved from
its old quarters at No. 43 Ex-/
change Place to a more roomy
and convenient suite of rooms|
on the seventh floor of No. 60
Wall Street.

Under a new plan of organ-
ization worked out by Miss
Rose, librarian, the library
henceforth will render its serv-
ice from two separate bases of
operation—one located in its
new home and the other on the
seventh floor of the bank build-|
ing, in the quarters formerly oc-
cupied by the National City
Company’s library.

The greatest volume of the
books and pamphlets—number-
ing about 25,000—will be stored

at No. 60 Wall. Here the mem-
bers of the bank’s staff engaged
in exhaustive research will be
able to do their work. A spe-.
cial room for readers, with three
long tables and daylight avail-,
able from two sides, has been
fitted up. More than twice the
amount of floor space occupied
by the library when it was at
No. 43 Exchange Place has
been assigned to the new quar-

ters.
&

USE YOUR LIBRARY
WaiLe addressed primarily to
farmers, these paragraphs from
Successful Farming ought to be

H

JUST ISSUED

Bank Law and
Taxation Digest

By MILTON W. HARRISON

Secretary Savings 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 variations 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 Broabpway, NEw YORK
BankEers PusLisHING CoMPANY, 253 Broapway, Nzw Yorx

Please send for free examination Mr. Harrison’s “Banx
Law AND TaxaTioN Dicest.” After five days’ examination
1 will cither return it or remit the price, $2.50.

Name

Bank

B.T. ADDRESs
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of interest and value to the
bankers as well:

Within the last few years libra-
ries have been multiplied and ex-
tended until the advantages and
service of such an institution are
within comparatively easy reach of
a large percentage of people, in-
cluding those who live on farms.
There are more than 4,000 libra-
ries in the United States, many of
them in towns and villages in ag-
ricultural districts. In these libra-
ries are the best story books,
works on history, travel, art, the
sclences, etc. Furthermore, the
modern library Is so well organ-
ized and classified that the infor-
mation contained in it is readily
avallable to those who seek it.
The librarian of to-day does not
confine himself to checking out
books and checking them in again,
He knows how to locate all the
material in the library on a given
subject. If a person is seeking
information on & certain subject,
it 18 not necessary to ask for a
specific book or perfodical; all
that is required is to ask the li-
brarian for information upon the
subject in question, and he can
quickly produce all the material in
his library bearing upon that sub-
Ject.

Many farm folks could profit by
making a greater use of the libra-
rles within their reach. If you
live near & town or city in which
is located a library, drop in the
next time you are in town and see
what great opportunities the li-
brary offers for special reading on
various subjects pertaining to
farming and home making. If it
is story books you need for recrea-
tion, the library can supply the
best. It will pay to get acquaint-
ed with the library and avail your-
self of the service it offers.

Special Offer

HE BANKERS PUB-

LISHING CO. is in
position to make the follow-
ing Special Offer on Paine’s
important books on Banking
Laws:

Paine’s National Banking Laws
(Seventh Edition)

Paine’s New York Banking Laws
(Seventh Edition) and Supple-
ment

Paine’s Summary of Failed Savings
Banks (Second Edition)

Paine's Apalysis of the Federal Re-
serve Act

Regular price of these valua-

ble works, $17.50; if ordered

at one time, $12.00.

These beoks sheuld be

in every Bank Library

The Bankers Publishing Co.

[253 Broadway, New York

Bank
Deposit
Building

Increasing Your Business and
Holding It

By W. R. MOREHOUSE
A Cashler G ty Trust and

Savings Bank, Los Angeles, Cal;
Preslﬁ:nt Finanoial A?vonuen
Association

HIS book, as its name implies, deals with building bank
deposits—not in the sense of a spectacular increase by
forced methods—here to-day and gone to-morro
building for permanent growth. This is the keynote of Mr.
Morehouse’s book and attention is paid to holding old bus-
ness 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 President of the Financial Advertisers Association
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
of a book like “Bank Deposit Building” will not oaly
stimulate the banker's patriotic duty, but will add to hi
legitimate profits as well—a combination of *‘deing
and making money,” as Benjamin Franklin once put it.

*“Bank Deposit Building™ is a handsomely bound

£ ir

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. . .ccooeececcesstecsccnsnscsossancssses
Bankzzs PoruisaIineg Oo.,
253 Broadway, New York.
Please send for free examination a copy of Mr.
house’s “Bank Deposit Building.” After five days’
tion I will either return the book or remit the price,

NAME.ccocoeeresrsansarscnsssacocsacsscscasesssosscsss

s

BRNDK...coceecessssssscsssccccscscscscscsssccsscss

BT AQAresS.......ccccototcectnsscascoccavascses
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A Baxx’s Besr Asser.

Tax ow~

BOOKS RECEIVED

By C.
Maclaren Freeman. Shows
personality to be the out-
standing factor of importance
in permanent bank develop-
ment. 152 pages. Price,
$2.15, postpaid.

AxzricAN BusiNess 1N WorLp

Markers. By James T. M.
Moore. Shows the opportuni-
ties for export trade and the
plans and purposes of other
nations. 320 pages. Price,
$2.15, postpaid.

MoxNEey axD Prices. By J. Lau-
rence Laughlin. Presents an
untechnical analysis of the
problem of prices and their
regulation. 314 pages. Price,
$2.65, delivered.

ProBLEMS oF RecoNsTRUOTION.

By Isaac Lippincott. Dis-
cusses industrial reconstruc-
tion problems in Europe and
the United States. 340 pages.
Price, $1.75, postpaid.

CoryerciaL Russia. By W. H.
Beable. Describes the com-
mercial possibilities of Russia
and indicates methods best
suited to individual circum-
stances. 278 pages. Price,
$3.15, delivered.

New Yorx Srock ExXCHANGE.
By H. S. Martin. Discusses
the business done and its re-
lation to other business, to in-
vestment, speculation and
gambling. 276 pages. Price,
$1.15, delivered.

Hippexy Treasvres, By John T.
Simpson. Tells the story of
reconstruction of an old-fash-
ioned farm aided by loans
from a country bank. 303
pages. Price, $1.65.

PersonaL Ixcomes,
State of New York. Guar-
anty Trust Co., New York.
Feperar Carrrar Stock Tax
Uxnper THE REVENUE AcCT OF
1918. Guaranty Trust Co.,
New York.

New Yorx State Fraxcaise
Tax ox BusiNess CorPora-
TIONS (AMENDMENTS oF 1919).
Guaranty Trust Co., New

York.

When You Learn That Some of
Your Methods Are Not the Best,
What Do You Do ?

When the National Banks were obliged to
keep their books so that accurate statements
could be made as to unearned discount and in-
terest earned but not collected, better book-
keeping became necessary and better bookkeep-
ing proved the futility of the old approximate
accuracy.

Which do you want?

We have had prepared one of our Bankers’
Handy Series, showing in a way practical and
easily understood how to keep your books exact,
day by day. Federal auditors endorse and
recommend this book.

Prepared especially to meet the needs of the
National Banks, it is equally adapted for the
use of State Banks and Trust Companies—any
institution, in short, which believes in accurate
bookkeeping.

The title 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
P P dl!lt,ﬂbnuon P

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)

Date B.T.
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Examine These Banking Books At Our 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.

fhe Practical Work of & Bank. By Willlam H.
Kniffin, Jr. Covers every phase and detall 9!
the operation of @ modern bank, There isn't
& single practical banking problem or detall
of bank administration that this book doean't
take up carefully and describe in detail. Tells
how to imcrease the efficiency of & bank—
how to make the work run more smoothly—
how to get the most out of equipment. 600
pages. Fully illustrated and indexed. Price,

$6.00, delivered.

Trust Companies; Thelr Org-h.d. Grewth
and In.c-n.‘t. By Clay Herrick. ‘Describes

in detail the actual organisation and opera-
uon ot cvory department of & modern trust

Contains a variety of tables and
eham whlch make {t indispensable for every
trust company officer, The author was for
mn uu connected with the Cleveland
%‘ﬂ’ in important capacities and
W uuthorlty 600 pages. Price,

The Law of Bank Checks. By John Bdsom
Brady. A complete explanation of the rules
of law applicable to the issuance, delivery,
transfer, collection, payment, etc.,, of bank
ehecks and the rights and responsibilities of
banks in dealing with these instruments.
Full text of the Negotiable Instruments Law,
mow in force in 46 states, showing the
changes made in the statute by the different
states. Carefully Indexed. 460 pages. Prioe,
$4.00, postpaid.

Bank Letters. By W. R. Morehouse, Publicity
Manager of the Guaranty Trust and Savings
Bank of Los Angeles. 83 actual letters, re-
produced by multigraph, designed to meet
every need of ordinary bank correspondence.
8pecial attention given to letters which bulld
businees 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.,
358 Broadway, New York:

Send om the tollowl books on bamking and I
will try them out. If I don't ind them satisfac-

r{h‘! my retum the books within five days at
YO I enclose one dollar merely as s
deposit to be rotulded without qnlbble or question
should I return the books. If decide to keep
tl;ea 1 wthl'l remit the balance in monthly payments
o eac

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

AQATO88.cc .o iiieeaieaaens

You may place my name OR your list to receive
BOOK TALKS each menth

(:omnmhl Pa Aceeptances, and the -

sis Credil dtatoanate. By Wiliam K
Knl This is a thoron‘hly practical
book, nnlouundtblc allke banking
student as well as the man hcr uap. Ca-
tains seventy pages of actual financial sta

unsafe to invest in the paper. 163 pagen
Prlce. $3.50, postpaid. paper.

2000 Points for Financial Advertising. By T.
MacGregor This book wrltu your bank u-
vertising copy for you. It contains 3000
gestions for the wordlnc of as many bank
—strong copy bringing out vital points in a
clear and oconcise way. MID ed to the we
of commercial banks, oom] safe
deposit companies and vlnn i
pages. Price, $1.76, postpaid.

The New Business Department. By'r D. Mae-
Gregor. Tells how to organise and operate s
new business department that vml help you
not only in getting new accounts, but also
in holding and making old ones more
able. The book is based on the methods
used in the most successful banks in the
country and {is Illustrated with up-te-date
forms. Price, $1.00, delivered.

The Plling Department. By J. Arthur Cramer.
Bsnk Department sorlu.’ Describes and {i-
trates a system of filing for mh whieh

bank to have

wﬂl enable the er
access to all of the oomn and
records bearing on any wucnlnr transto-
IRReiation of (e sysjent 100 pakes O
nvestigation o e subjec
plously illustrated and l’n 12:1::.‘ $1.00,
delivered.

The Elements of Forelgn Ex By Frank-

lin Escher. Gives a clear understandiag of
the causes which affect the movement of for-
eign exchange, its influence om th

exchange works without going too deeply inte
ft. Beventh Edition. Price, $1.36, postpeid

Simply £ll in the
title of the books
you want for exam-
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.

How to Examine
These Valuable
Banking Books
at Our Expense
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The Reference Library of the Guaranty
Trust Company

IN THESE DAYS of rapidly mov-
ing events, it is of the utmost
importance that the modern
bank or trust company not only
keep pace with the times, but
have ready access to informa-
tion on current subjects of a
commercial, financial, and eco-
nomic nature, as well as prob-
lems of an international char-
acter. With a well-selected ref-
erence library and a staff of
well-informed and efficient li-
brarians, it is possible to have
at hand a fund of material of
this kind, which can be gathered
on very short notice.

The Reference Library of the
Guaranty Trust Co., of New
York, as described in a recent
issue of the Guaranty News, in
its new and spacious quarters,
occupies almost an entire floor
of the building, and with its
broad aisles and its rows upon
rows of book-shelves is a con-
stant source of interest to vis-
itors.

Four main divisions of the
library handle the work which
is necessary to make this branch
of Guaranty service a source of
value both to the company and
to its customers. These divi-
sions are: Statistical Files, Cat-
aloguing and Indexing, Clip-
ping, and Order.

The Statistical Files Division
collects material on the various
bond issues, keeps up to date
the annual reports of railway,
public utilities, and industrial
companies, and has access to
mortgages, deposit agreements,
and other documents of a sim-
flar nature. The important
financial journals are scrutin-
ized carefully for information
regarding business concerns,
and new material which would

seem to be of value is then sent
for. This material is filed
away, ready to be produced for
the use of the statisticians or
others who may have occasion
to refer to it. Memorandums
written by the statisticians on
current economic and financial
problems are also filed by this
division, as are syndicate docu-
ments and similar papers.

To the Cataloguing and Anal-
yzing Division falls the duty of
recording and filing new books
and periodicals. In performing
this work a comprehensive sys-
tem of classification has been
devised, based upon the Dewey
System, but modified to meet
the needs of a special financial
library. This system has made
it possible for the librarians to
locate information on any par-
ticular subject with the least
possible delay.

Domestic and foreign publi-
cations of a selected list are
analyzed for important items
and articles which are of in-
terest from the viewpoint of the
company’s business. Several

South American official papers
are regularly clipped and in-
dexed by the Clipping Division,
and items on finance and for-
eign trade are clipped each day
from ten newspapers. These
items are mounted on card-
board and are carefully indexed
for ready reference. The work
of this division is important.
Very often a person working on
some particular subject will re-
call that he saw a certain arti-
cle in a recent number of one
of the daily papers, the exact
date of which he does not re-
member. A call upon the Ref-
erence Library procures with
very little delay the article in
question.

The Order Division sends for
books and subscribes for mag-
azines. When the periodicals
are received, they are checked
up on cards, and both maga-
zines and newspapers are read
carefully for items of interest.

The Reference Library of the
Guaranty Trust Company con-
tains about twenty thousand
books and pamphlets. In addi-
tion to these volumes, there are
about 40,000 reports contained
in the Statistical Files, includ-
ing railway and industrial re-

(Continued on page 4)

View of the Reference Library of the Guaranty Trust Company
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THE TRAINING OF THE
BANKER

Baxkixo in the Antipodes does
not differ in principle from our
American banking practice. In
Australia considerable attention
is being paid to the study of
banking by the young men in
the profession. In a recent
jssue of Bank Notes, a house
organ published by the Adver-
tising Department of the Com-
monwealth Bank of Australia,
Sydney, are suggestions along
this line by D. C. Phillips, as
follows:

The world is face to face with
many problems, and the one which
concerns us more directly as bank-
ers Is that dealing with financial
and currency matters. And it is
that our officers may be the more
fitted to acquit themselves like
men, and take a premler part in
questions concerning our own pro-
fession, that the tralning of the
banker is so essential.

Dr. Leaf, chairman of the Lon-
don County and Westminster
Bank, in his speech at a recent
meeting of the Institute of Bank-
ers, England, expressed the opin-
fon that banking should be placed
on a footing by which it would
compare favorably with any of the
learned or professional careers.
The man we want in a bank Is
the type of man who goes to the
bar because he means fo be a
judge.

We are reaching a stage In our
profession when it will be neces-
sary for a bank officer to be a
man who by close study and train-
ing will be capable of holding his
own with any of his compeers.
Modern equipment in an up-to-
date office does away largely with
the mere clerk, and we must see
to it that our men are so trained
and equipped that they can main-
tain with honor and dignity our
great institution against all com-
petition.

The governor has set a wise ex-
ample that so far other institu-
tions are slowly but surely follow-
ing in insisting that probationers
shall at least pass the Bankers
Institute examination. I look to
the day when he will decide that
all junior officers, three to five
years after admittance to the staff,
shall pass a further examination
which would entall a certain
amount of study and close atten-

tion to their work. A law clerk
is articled for so many years, and
must finally pass his examinations
before admittance—a medical stu-
dent must pass examinations, and
why not a banker?

For it is imperative that any
bank officer who desires to rise in
his profession should have a
knowledge (apart from the mere
round of routine duties) of certain
laws, such as the Stamp Act, Com-
pany Law, Insolvency Law, and a
reasonable knowledge of mercan-
tile bookkeeping, and in the time
mentioned of three to five years
he should, if he is a fit and proper
person to continue a banking ca-
reer, be able and compelled to sat-
isfy his employers by examination
that he has acquired that knowl-
edge. If not, then he should find
before it 1s too late that he is not
suited for his profession, and seek
another means of livelihood.

It would be satisfactory if &
final examination, not necessarily
compulsory, in higher features of
banking could be held; the reward
being the distinct advantage to
the officer gained through the ad-
ditional study he would find nec-
essary to enable him to complete
his course.

We are all too prone to think
that once in a bank we can mud-
dle along somehow, and few rec-
ognize that a few short years of
study Iin the earlier part of our
career give that feeling of con-
fidence and ablility to accept re-
sponsibility so essential in a suc-
cessful banker.

We must be forced to realize
that our profession demands more
than clerical labor, and to those
of us who by our studies and ex-
ertlons and our own endeavors rise
beyond the position of mere
drudges, the plums of our pro-
fesslon will fall

&

THE A. B. A. LIBRARY.

THe Lmrary of the American
Bankers Association now con-
tains 5208 substantially bound
books, besides several hundred
pamphlets and several thousand
extracts from newspapers and
magazines. The latter pertain
largely to current subjects that
have not yet reached the stage
of crystallization and publica-
tion in book form.

George E. Allen, educational
director of the American Insti-
tute of Banking, has been ap-
pointed librarian, not only on
account of fitness, but also for
the purpose of bringing the li-
brary and the institute, two im-
portant educational agencies of
the association, into closer rela-
tionship.

The New Business

Department

By T. D. MACGREGOR

Author of “Pushing Your Busipess,”
‘3000 ts for Financial Adverti~
ers.” “Bank Advertising Plans,” “The
Book of Thrift.”

HB “intensive” cultivation of
present customers of & bank
and the systema

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 tonrq
of the “Bank De?n.rtment Berles,
is largely the fruit of the autbor’s
having been for some time an im-

rtant member of the 3
gloent of Publicity and N«D'Bﬁ-

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
average bank or trust company.
still the principles and practice
in general are the same no mat-
ter what the present sise of the
develeped.
“The New Business Do#ﬂ
ment” Is unique in its fleld. There
is absolutely no other published
work on this subject. If yeu want
to have a concise yet complett
idea of hew to conduct & -

.

ment in your bank, large or small
you will need this book as an iz
spiration and guide. It is worth

many times its price—one dollar
—to any bank or trust compan)
that wants to make the most of
its oppertunities of developmest

Bank Publishing C
.?35?'31-0-‘:'-;,‘1\'0:'-{::‘

examination
return or remit the price, $1.00.

NQDR® .ccovcosccsccoccconses

Bank
Address
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MENTAL PABULUM

“ResoLve to edge in a little
reading every day, if it is but
a single sentence. If you gain
fifteen minutes a day it will
make itself felt by the end of
the year.”—Horace Mann.

&

“THE DAY oF ‘shirt-sleeve experi-
ence’ is rapidly passing away
in the field of business, as it has
already passed away in the
fields of law, medicine and en-
gineering.”—Charles W. Eliot.

&

“MEeN cive Me credit for some
genius. All the genius I have
lies in this: When 1 have a
subject in hand, 1 study it pro-
foundly. Day and night it is
before me. I explore it in all
its bearings. My mind becomes
pervaded with it. Then the ef-
fort which I have made is what
people are pleased to call the
fruit of genius. It is the fruit
of labor and thought.”—Aleran-
der Hamilton.

o]

“THe AN who puts ten thou-
sand dollars additional capital
into an established business is
pretty certain of increased re-
turns; and, in the same way, the
man who puts additional capital
into his brains—information,
well-directed thought and study
of possibilities—will as surely—
yes—more surely —get in-
creased returns. There’s no in-
crease of capital safer and surer
than that."—Marshall Ficld.

&

Nownere does the intelligence
of mankind shine more brightly
than in bookshops. Books are
symbols to lift us out of our
selfish little lives, that we may
look out over the landscape of
humanity and see what strange
vegetations are growing there—
that we may look upon this
world, large as it is, including
all of us, and see what it means.
And to me a bookshop, second-
hand or first-hand, and however
large or small, is a holy place.
—Christopher Morley.
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Bank
Deposit
Building

Practical and Proved Methods of
Increasing Your Business and
Holding It

By W. R, MOREHOUSE

Assistant Cashier Guaranty Trust and
Savings Bank, Los Angeles, Cual. ;
President Finanoial Advertisers

Association

HIS book, as its name implies, deals with building bank
deposits—not in the sense of a spectacular 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 to holding old busi-
ness 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 President of the Financial Advertisers Association
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.

) 7. v .
BANKERs PuBLisHING CoO.,
253 Broadway, New York.

I’lease 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.

NRImEe..oovervveesarsecaseassassoccssannes

BT AdAress.....cccooceeceerncccsccsccscnnsncsces
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Examine These Banking Books At Qur Risk

EVERY one of the books listed below is crammed full of valuable infor-

mation and progressive ideas and methods for increasing vour effici-

ciency as a banker. Read over the list below and select the ones that

you want to examine at our expcense.

—The Practical Work of a Bank . . . $5.00
-Trust Companies . . . $4.00
~The Savings Bank and Its Practlcal Work $5.00

—Commercial Paper and the Analysis of

Credit Statements . . . . . . . $2.50

—The Elements of Foreign Exchange . . $1.60

—Bank Deposit Building . . . . . . $3.00

—Bank Window Advertising . . . . . $2.50

—The New Business Department . . . $1.00

—2000 Points for Financial Advertising . $1.75

BANKERS PUBLISHING COMPANY
253 Broadway, New York

Gentlemen—Please send on approval copies of the books checked
above. After examination I will either remit the price or return the

books to you.

11-19
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Business Men and Business Books

Do business men like to
use public libraries or do they
prefer to own their own books
on business subjects? That
seems to be a mooted question.
A certain Prof. Edgar James
Swift says:

“For two years I have
lectured to about one hundred
sales managers on the psy-
chology of business, and I have

been impressed by their desire '

for books. More than this,
they do not like to use libra-

ries, t_l'wy want to own their '
8.

book

On the other hand, Charles
E. Rush, librarian of the In-
dianapolis Public Library, says
that business men do like to
use libraries and he proves it by
the large number of business
men who use the downtown
business branch of his library.

It is quite possible for both
of these men to be right if we
concede that they are talking
about two different kinds of
books.

“There is a very great and
growing class of literature writ-
ten by and for business men
about business practice and
methods,” says “The Sabean.”
“Books of this sort are the kind
that business men, if they are
interested in them at all, like to
own, to keep on their office
desks or their shelves at home.
They are not books to be read
once and returned whence they
came, but to be studied and
kept at hand as one keeps his
dictionary and Britannica. But
there is ample evidence of the
usefulness of the public library
to business men who know how
“to use it, though the books they
find most useful are seldom
among those most of us would
select for the shelves of a ‘Busi-
ness Man’s Library.’”

And along this line the com-
ment of Paul M. Paine, Libra-
rian of the Syracuse Public
Library, is interesting and
apropos. Mr. Paine says:

‘‘Men need as never before
the light of history, of science,
of poetry, of all that teaches
how to live rather than how
to make a living. More espe-
cially, in the stress and confu-
sjon of shifting social and
political upheavals we all need
to study the duty of the neigh-
bhor as between nations, as be-
tween employer and employe,
as between society and the
family, society and the child,
society and the under dog. We
must not be afraid of the con-
flict of ideas on these subjects.
The shelves must be open to
all honest and worthy books,
80 that the reader may choose
for himself.”

&

There are business men who
boast that they never read
a book but get all the reading
they want from newspapers and
magazines, principally for local
information.

All the historical books of the
world and the intellectual stim-
ulus so profitable for the sharp-
cning of faculties and cultiva-
tion of the mind for patriotic
and business purposes is lost to

them not only in the family
life but also in the duties of a
greater citizenship in which the
business men of America must
necessarily take an important
part.

We are men interested in all
that concerns men and therefore
must not starve our minds by
becoming mere shopkeepers.

Being in touch with the minds
of great writers changes the
currents of thought and rests
and refreshes us after the ex-
hausting cares and responsibili-
ties of the long days in our
offices and mills and it tends
towards fitting ourselves for the
better work of a coming day.

We cannot keep on pumping
up in ourselves the forces and
inspiration for the mental capi-
tal required by these days of
Listory making.

—John Wanamaker.

&

“If you are interested in your
work, you will enjoy reading
everything pertaining to it; if
you would acquire the charm
and poise of manner of the man
of the world, you must read
general literature.”

—Roy Griffith.

BOOKS ON

APPROVAL

253 Broadway -

A.ny book pul)lmhed ]ay the Bankers Publish-

mg Company will be sent on approval to any
bank or banker. Write for our catalogue of
“Books That Bankers Need."”

BANKERS PUBLISHING COMPANY

NGW York
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MAN'’S success is often

assured by his ability to
discern the probabilities of the
future and to prepare for
them. A knowledge of the pres-
ent and past experience of
others is a fine preparation for
future contingencies. = Read
business books.

&

A man is not old till he re-
fuses to admit new light, em-
brace fresh experiences, enter-
tain thoughts that never occur-
red to him before, open the
doors and windows of his mind
to the morning.

e

That socialism is bankrupt as
2 practical working scheme in
government is the opinion of
Herbert Hoover, who has had
a rare opportunity to study the
disastrous experiments along
that line in Europe. Apparent-
ly it is safe to assume that the
forces of unrest will never tri-
umph in enlightened and pros-
perous America, so that there
seems to be no reason why
bankers and business men
should not go ahead in studying
and planning for the future
development of American busi-
ness along the lines of our pres-
ent economic and financial

system.
&

It has been said that business
is an affair of men, money,
methods and machinery. There
is not one of these factors that
the progressive banker and

other business man cannot learn
more about from books—busi-

ness and technical books.

President Nicholas Murray
Butler, of Columbia University,
has recently been pleading for
more instruction in the matter
of international relations. Dr.
Butler declared it to be essen-
tial that Americans should come
lo know and appreciate the
points of view of other peoples,
and recommended special em-
phasis on the study of foreign
languages, mentioning French
and Spanish in particular.

&

The Government is said to
bc making efforts to have
twenty thousand of the largest
factories and industrial plants
adopt a system of industrial
training of employees. This is
somewhat analogous to what has
been done by the American In-

stitute of Banking,

“The Banking business is one
long, deep study,” says Secre-
tary W. W. Bowman, of the
Kansas Bankers’ Association.
“No one has ever learned it all.
The best bankers are those who
best understand the business—
the science of it—the law of it—
the economics of it. Too many
bankers content themselves with
a knowledge of the mere routine
cf it, unwilling to grapple with
the profounder things on which
it all rests. The lawyer who is
familiar only with a few stat-
utes, has learned how to fill out
a few legal blanks, and follow
a few prescribed court rules,
and knows none of its philoso-
phies, is no William Blackstone
nor John Marshall, nor Rufus
Choate. Banking literature
abounds. No profession can
boast of better. Take time to
read and study. Subscribe for
the financial journals that snit
you best. Buy books, and then
buy more books. It is the best
time and money a banker can
spend. Cut out a few bridge
parties if necessary in order to
have time to absorb the great
thoughts of the big men of the
banking profession. Be a stu-
dent.” Amen, say we.

The New Business
Department

By T. D. MACGREGOR

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

HB “intensive” cultivation of
preseat customers of a bank
and the systematising eof

efforts to secure mew ones are th
keynotes of this book by T. D.
MacGregor, the well-known writer
on financial advertising.

This handy volume, the fourth
of the “Bank Department Beri
is largely the fruit of the au (]
having been for some time an im-
portant member of the o
ment of Publicity and New
ness of the Guaranty Trust Ce.

While some of the ideas and
methods suitable for use in
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
average bank or trust company,
still the principles and practis
in general are the same no mat-
ter what the present sizse of the
institation te

“The New Buasiness Depart-
ment” is unique in its fleld. There
is absolutely no ether published
work on this subject. If yeu waat
to have a concise yet complete
idea of hew to conduct a Depart-
or small,
spiration and guide.
many times its price—ene dollar
—to any bank or trust compaay
that wants to make the most of
its oppertunities of develepment

k Publishing C

B.-Qae:{'nrondw-y, 'e:r !O"‘
Please send fer free examinma-
tion Mr. MacGreger's “New Bush
ness Departmeat.” After fve
days’ examimation I will either
return er remit the price, $1.00.
Name ......
Bank
Address

secsecsrcrsacsee

e0esscecvssscscccnens
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BOOKS RECEIVED

Tasres For CarcuramiNe Dor-
a8 INTo SteRLiNG. Con-
tains tables for calculating
dollars into sterling at from
$4.10 to $4.29 15/16 to the
pound, in rates varying by
1/16. Also gives a table show-
ing decimals of £ sterling.
Price $1 delivered.

BANK ADVERTISING EXPERIENCE.
By T. D. MacGregor. A
practical guide of financial
publicity for those seeking to
learn by the experiences of
others. Price $2.00 delivered.

MoperN GerMANY; her political
and economic problems. By
J. Ellis Barker. This, the
sixth edition of “Modern Ger-
many” is in reality a new
book. Seven chapters are en-
tirely new and also it now
contains sections on the out-
break of the war, the break-
down of the Triple Alliance,
the ruin of Germany, by the
army, Germany's war-aims,
German plans for the domin-
ation of the world, the future
of Germany and the problem
of Austria. Price $6.00.

Peace aNp Business. By Isaac '

F. Marcosson. Discusses
business conditions in the

various Eurcopean countries !

after the war and points out

America’s new world trade
opportunity. The book is the

result of the author’s first-

hand economic investigations,
both during and after the
war. Price $1.50.

PurxanM's Ixvestsent Ha¥p-
BooK. By Alhert W. At-
wood. Explains in a practical
way how to invest savings.
Written for the man of aver-
age means with modest sav-
ings to invest but without a
thorough knowledge of invest-
ment values. Price §1.95.

FremextTary EcovNo»ics. By
Charles Manfred Thompson.
Written for secondary schonl
pupils.

Discusses the prin-

Bank
Window
Advertising

By W. R. Morehouse

Assistant Cashier Guaran-
ty Trust & S8avings Bank,
Los Angeles; Ex-President
Financial Advertisers As-
soclation.

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 Yerk

BANKERS PUBLISHING CO., 253 Broadway, New York

We are interestel in Rank Window Advertising and would like to
see a copy of Mr. Morehouse's book on that subject. Please forward a
copy with the understanding that we will cither return it after five
days' examination or remit the price, $2.50.

NAIME ¢t iiiiiiiiiieteiitaeeeae e aesaaaaaar i aaensanaseens
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AN

ciples that underlie business
and determine in large mea-
sure the practices of the busi-
ness world. Designed to give
the High School pupil a
comprehensive knowledge of
economic  principles even
though he may not continue
a further study of the sub-
ject. Price $1.44.

How 10 Fioure Prorir. By P.
Roger Cleary. The applica-
tion of the principle of “How
to Figure Profit” is so fully
and clearly explained as to be
within the grasp of the most
inexperienced. Price $2.80.

Tre OrieNTAL PoricY OF THE
Uxrrep States. By Henry
Chung. The author is the
Korean Envoy to the Paris
conference. The book, aside
from expressions of opinion,
contains very valuable infor-
mation. Price $2.00.

InTRODUCTION TO Eco-
~Nomircs. By Graham A. Laing.
Designed as an introductory
treatise on the science of
economics. Because of the
importance of international
trade in the future economic
development of American in-
dustry, careful attention has
been given to the principles
involved, as well as to the
closely related subject of for-
eign exchange. Price $1.20.

Trusr DissoLvrion. By Mearle
Raymond Thompson. Gives a
separate analysis of the effort
to dissolve more than thirty
of the chief monopolistic com-
binations with special atten-
tion to the results secured
from these legal dissolutions.
Price $2.50.

AxnuviTy Stupres. By Samuel
F. Racine. Contains a set of
rules easy to understand with
problems on annuities. Price
$1.10 delivered.

Princieres or ForeioN Trabe.
By Norbert Savay. Covers
every aspect of foreign trade.
Embraces all the technicali-

THE Pgace TreaTIES.

ties of the subject and blocks
out all its economic, market-
ing, legal, shipping, banking
and other principles. Price
$4.30 delivered.

Lavrie’s Tasres or SimpLe IN-
are |

TEREST. These tables
given in pounds at 5, 434,
4, 81, 3, 3145 and 14 per
cent per annum, from 1 day
to 365 days; from 1 month to
12 months and from 1 year
to 12 years. Price $15.40
delivered.

&
PAMPHLETS RECEIVED.

TaE TowN TrHAT FoUNxD ITSELF.

Community Service, Inc., New
York.

Tre Hme AND SxIN MARKET.

Liberty National Bank, New
York.

RussiaN1zine THE RaArmoane.

Guaranty Trust Company,

New York.

Mellon
National Bank, Pittsburgh.

THe Fasric or CiviLizaTioN: A

short survey of the Cotton In-
dustry in the United States.
Guaranty Trust Company,
New York.

ANNUAL ReprorT oF THE Bank

COMMISSIONER OF THE STATE
oF VermoNT. Vermont Pub-
lic Documents, Rutland, Vt.

Stamp Taxes ox Issues, Sares

AND TraNsFERs oOF STtoCK.
Liberty National Bank, New
York.

ComyunrTy Truss. By F. H.

Goff. Cleveland Trust Com-
pany, *Cleveland.

Recorn or ForeioN GoveRN-
MENT BonNps IssuEp AND Sorp
IN THE UNITED STATES OF
Axerica. C. F. Childs and
Company, New York.

RErORT OF THE ACCEPTANCE
COMMITTEE OF THE AMERICAN
BaNkers AssociaTioN, 1919.
American Acceptance Council,
New York.

FepEraL

Acceprance CorroraTiONs. By

F. Abbot Goodhue. American
Acceptance Council, New
York.

Trape Acceprances. By Robert

H. Treman. American Ac-
ceptance Council, New York.

THE VaLmrry axp Exexerion

rroM TaxarioNn or Joixr
Stock Laxp Baxx Boxpe.
Equitable Trust Company,
New York.

Baxx Rerort, STATE OF NEW

Jeasey, 1919. Department of
Banking and Insurance, Tren-
ton, N. J.

Stamp Taxes on
Drarrs, CHECKS AND Prom-
msorY Nores. Guaranty Trust
Company, New York.

WaAT 13 WRONG WITH THE

Eirecraic Raiways? No. 81
of a series of pamphlets upon
questions relating to national
prosperity. Irving National
Bank, New York.

DicesT oF Raiiroap BiLis axp

Prans. A summary of the
Cummins Plan, the Plumb
Plan, the Association of Rail-
way Executives Plan, the Na-
tional Association of Rail-
road Securities Plan, the Esch
Pomerene Bill, the National
Transportation = Conference
Plan, the Loree Plan, the Vie-
tor Morawetz Plan, the Citi-
zens National Railroad
League Plan, the Cook Plan,
and the Railway Business As-
sociation Plan. American Ex-
change National Bank, New
York.

New Yorx Stare LaBor Law,

with amendments, additions
and annotations to August 1,
1919. Bureau of Statistics
and Information, State House.
Albany, New York.

Courr Drecsions o New Yorx

State WorkMEeXN’s Compex-
saTioN Law, August, 1916;
June, 1919, Bureau of Sta-
tistics and Information, State
House. Albany, New York.

~



New Revised Edition Now Ready

Practical
Work of a

Kniffin, Jr.

Author of
*“ The Savings Bank
and its Practical Work’’

Fifth Edition
Revised

Over 600 pages
Illustrated

Price 85.00
delivered

N the 600 pages of this book Mr. Kniffin
covers every phase and detail of the op-
eration of a modern bank. There is not
a detail from the handling of the morn-

ing’s mail to the extension of credit, from the
duties of the messenger to the functions of
the president, that he does not consider care-
fully and describe in an interesting way.

Mr. Kniffin has had a banking experience
extending over twenty-five years, and is an
acknowledged expert. But he has not de-
pended upon his own knowledge and expe-
rience. He has, in addition, gone to leading
bankers throughout the country adding their
experience and their methods to his own.
“The Practical Work of a Bank” is some-
thing more than a book. It is an encyclo-
pedia, a complete text book for the student
of banking.

A valuable feature of this book is the
large number of charts and forms which are
reproduced. These are the actual forms
which are used by some of the leading bank-
ing institutions in their various departments
and a careful study of them will give the
reader many valuable ideas and suggestions.

Bank equipment is discussed in detail. The
author goes into the subject of the best ar-
rangement of the banking room, the location
of the cages, the best place for the officers’
quarters. He discusses filing, the various
books used in the bookkeeping department,
the statement system, employees’ pensions,
days off, stationery and supplies, and the best
methods of handling the mail.

Particular attention has been given to the
subject of bank credit, one hundred and fifty
pages being devoted to that subject. On
this subject the author writes with excep-
tional information and force. He holds the
prize offered in 1911 by the late James G.
Cannon to the men of the New York Chapter
of the American Institute of Banking for the
best essay on this important topic.

THE BANKERS PUBLISHING COMPANY

258 Broadway

New York City
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YOUR OWN LIBRARY.

There has never been a day
when so many people had so
much money. Men in business,
whether it is manufactures or
merchandizing, are making
money. Men on wages are
making money. Men who are
on salary or men whose invest:
ments are in public service
corporations are not doing so
well. But in the aggregate
there has never been so much
earned, and in spite of the high
costs of all the necessaries of
life, more than ever is spent
upon the luxuries, little and big.

Automobile sales tell the eag-
erness of the people, when they
have money, to enjoy the rec-
reation which the automobile
affords. The hotel and the
theater business have grown in
volume with prosperity. In all
those lines which are just be-
yond the simple needs of life,
from furniture to furs, the in-
crease in profits and in wages
has been reflected in unpre-
cedented sales.

What of books?

A collection of books in the
home, to suit the taste of the
owner, i8 company and comfort
for all time. It fills a place
in education and recreation. It
s companion for idle hours. It
Is continuous intellectual stimu-
lus. Its constant enlargment
by the addition of books you
discover to yvour liking is one
of the pleasantest of avocations.
Its value is multiple as to the
number of your friends for the
opportunity it gives you to
serve their pleasure.

The professional man and the

man of aftairs a generation ago

had pride in his library. He
devoted to it in proportion to
his means far more than men
devote to-day. The free public
library may have had its part
in the decline of the home

library. The pursuit of plea-
sure along lines other then the
printed page has been more
noticeable.  There are some
syvmptoms of a revival of book
buying by the mechanic and the |

Commercial
Paper,

Acceptances,

and the
Analysis of
Credit Statements

By
W. H. Kniffin, Jr.

HIS book is by the author of “The Practical

Work of a Bank,” *“The Savings Bank and

Its Practical Work,” ‘“‘Essentials in Granting

Credit,” etc., a practical banker as well as a student
of banking and lecturer on banking topics.

It is a thoroughly practical book, understandable
alike by the banking student as well as the man
higher up.

The book contains special chapters on such sub-
jects as “The Advantages of Commercial Paper,”
“The Development of Single-Name Paper,” “The
Profitableness of Cash Payment,” ‘‘Pivotal Points in
a Credit Statement,” ‘‘Comparative Statements,”
“Bank and Trade Acceptances,” *““The Operation of
a Bank Acceptance,” etc., etc.

Seventy pages of actual financial statements, some
favorable, some unfavorable, with complete analysis
printed on faci.g pages, explaining in detail why it is
safe or unsafe to invest in the paper.

Illustrations of forms, including Trade Acceptances,
Letters of Credit and Advice, Trust Receipts (various
forms), Bailee Receipts, etc., etc.

Another Kniffin book, which means another volume
of practical value to the Banker, Credit Manager, or
Commercial Paper Dealer.

162 pages, éleven tllustrations, substantially bound in cloth
Price, $2.60, by mail postpaid. Copies sent on approval.
Use blank below.

Bankers Publishing Co., 253 Broadway, New York

Bankers Publishing Company, 353 Broadway, New York

Please send for free examination Mr. Kniffin’s “Cox-
MERCIAL Parer.” After five days’ examination I will
either return it or remit the price, $3.50.

NanME
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clerk and the farmer, to get
helpful books into the home, not
as parlor ornaments, but as
ready helps in the education of
the children and the elders as
well, as an investment in cul-
ture which pays dividends just
as fast as the owner cares to col-
lect, as a constant source of re-
freshment and enjoyment.

The man of small means or
large will never regret his in-
vestment in books, if they are
carefully selected to meet his
own needs and tastes, not for
their transitory popularity or
their ornamental bindings.
There is no cost of up-keep.
There is little if any loss in
value in succeeding years. They
are always at hand for use, for
the whole family.

Therefore, buy books.

—The Syracuss, N. Y.
“Post-Standard.”

&
WHAT THINKERS THINK

We have certain work to do
for our bread, and this is to
be done strenuously; other
work to do for our delight,
and that is to be done heartily;
neither is to be done by halves
or shifts, but with a will

—Ruskin.
&

“It is because the decisive
events of the world take place
in the human intellect that man
is doing all that he can to stim-
ulate his intellect for other de-
cisive events. A library is in
the direct line of a man’s bet-
tering his intellect as it is
sharpening  his intellectual
tools.”—Elon R. Brown.

&

“The greatest lever in the

world is self-education. By it
the world’s greatest leaders
bave raised themselves from

weakness, poverty, obscurity, to
heights of power, eminence and
trust. A leader is but a man
who knows more than the other
fellow, and uses better what he
knows.”

—Edward Earle Purington.

Bank
Deposit
Building

Practical and Proved Methods ef
Increasing Your Business and
Holding It

By W. R. MOREHOUSE

Assistant Cashier Guaranty Trust and
S.vlnsl Bank, Los les, Cul. ;
President Pinancial Adversisers
Association

T HIS book, as its name implies, deals with building bank
deposits—not in the sense of a spectacular 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 to holding old busi-
ness 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 President of the Financial Advertisers Association
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 hs
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.

DarE.......... teceentans

BANKERS PuBLisHING Co.,
253 Broadway, New York.

Please send for free examination a copy of Mr. More-
house's “Bank Deposit Building.” After five days’ examina-
tion 1 will either return the book or remit the price, $8.00.

Name.........

BaDK....iitiiiiieeienicntetinsoncrancannasnseses

BT Address...........ciiiieiiiniiinnen ceesveecan
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Examine These Banking Books At Our Risk

EVERY one of the books listed below is crammed full of valuable infor-

mation and progressive ideas and methods for increasing your effici-

ciency as a banker. Read over the list below and select the ones that

you want to examine at our expcnse.

—The Practical Work of a Bank . . $5.00
—Trust Companies . . . . . $4.00
—The Savings Bank and Its Practical Work $5.00
—Commercial Paper and the Analysis of

Credit Statements . . . . $2.50
—The Elements of Foreign Exchange . $1.60
—Bank Deposit Building . .o . $3.00
—Bank Window Advertising . . . $2.50
—The New Business Department . . $1.00
—2000 Points for Financial Advertising . $1.75

BANKERS PUBLISHING COMPANY
258 Broadway, New York

Gentlemen—Please send on approval copies of the books checked

above. After examination I will either remit the price or return the

books to you.
Name........... 7lb Qq ’ .............
Bank. ... .. AT
Town7\ ...............
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