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MODERN PUBLICITY"

ADVERTISING AND ECONOMICS
By George W. Hopkins.

’ IX-hundred and sixteen million dol-
S lars is spent every year in Amer-

ica in printed advertising. That

amounts to about $6.85 per person.
To answer the charge that advertising
creates the high cost of living we must
figure whether that amount per capita
will account for the rise in prices. TLere
was a time when a manufacturer who
spent money in advertising was buying a
piece of blue sky, as far as certainty
went. There was no way then of check-
ing returns. The consumer did not be-
lieve in those days that the article and
the price were honest. Publications were
printing statements about goods that were
—call it extreme exaggerations. The best
evidence that those times are changed is
the convention that was held at Baltimore
last June, when, during the presidency’ of
George Coleman, the motto of truth was
adopted as the motto of the Associated
Advertising Clubs of America, and a dec-
laration of principles was passed that
would do credit to any organization. They
had to back this motto up, and their ad-
vertising shows that they are not afraid to
make it known. Many publications today
are establishing a censor, whose duty it is
to eliminate exaggerated and otherwise ob-
jectionable advertisements. There is a
cleaning-up process which means an ap-
proach of the manufacturer to putting an
honest proposition before you in a truth-
ful way.

But what you want to know is whkether
this is economical or not. Take a manu-
facturer. He has $100,000 overhead ex-
Pense a month—charges fixed on his plant
regardless of the business he does. If he
produces 100,000 units, he must add $1
to the. price of each for this expense.
Advertising, by expanding his market
and making his product better known,
increases his output to 200,000 units, so
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to persuade him to buy one of which he does
not know. Advertising reduces the cost of
retail selling and gives the retailers a quick
turn-over. But you want to know where the
consumer gets off and whether he pays the
bills. Yes and no. Yes, because every
manufacturer is in business for profit and
rot for love. (Applause.) But how do you
know of the bargains in Boston except
through advertising? How do you know
where things can be bought? When you
are out of a job where do you look for work
but in the advertising columns? Take the
pure food campaign conducted by the Good
Housekeeping Magazine and by Collier’s
Weekly. Advertising has done more to-
ward promoting the pure food movement
than any other force. Advertising stimu-
lates competition; it improves quality and
creates a standard. (The speaker then
mentioned advertised articles—Kellogg’s
Corn Flakes, Welch’s Grape Juice, Gillette
Safety Razor, Sunshine Biscuits, telephone
service, advertised brands of oysters and
dates—which, though costing as much or
more now than when first advertised, were
as cheap or cheaper; and an equai number
of staple unadvertised products—meats,
etc.,, which had risen enormously in price.)
Advertising has not increased the cost of
living. :

The labor union labels are on the bill-
boards—the churches are using the printed
word and even billboard advertising. The
advertising of trade-marked products makes
your job and my job certain, by enabling
the manufacturer to be sure of a steady
demand and consequently steady work for
his employees. Advertised products at-
tract to the city whose name they bear
more people, and then create a better city
for those people. When you consider qual-
ity, advertising_ reduces the cost of manu-
facturing and retailing—and the cost to
you. .

ADVERTISING AND DEMOCRACY
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boy answered, “None.” He knew sheep.
(Laughter.) There is a sheep-like quality
in men. A popular definition af advertising
might be that it is to teach the first five
men to jump over the fence so that the
others will follow. But we have got to get
before the five leaders an anticipatory
statement, in simple form, of the thing we
want them to do.

That is what advertising does; and it is
why we are better fitted for democracy
than have been the people of past civili-
zations. Most men—most business men at
least—live too much in the present, with
little idea of the future and little knowl-
edge of the past. They do not realize the
immense antiquity of civilization, and all
the great peoples who have fallen. Those
civilizations fell, in my judgment, because
they didn’t put their resources back to the
common man:—they didn't succeed in
introducing democracy in any form. My
private opinion is that the lack of adver-
tisingg had much to do with it. The
Egyptians, for instance, carved their
only new items on stone -obelisks—they
had mno means of spreading informa-
tion about democracy. That, of course,
was only one cause, but it was a real one.
Our civilization. unfortunately, is not dif-
ferent in many respects from those ancient
civilizations. We, too, have not learned as
yet to put all our resources back of the
commen man. But we have some very won-
derful tools to enable us to do this when
we can come to an agreement as to the
necessary things to be done. All the in-
ventions of the past century are really
revelations coming out of the unknown to
enable us to socialize men thoroughly; and
many of them are singularly fitted for be-
ing advertised. This tool, advertising, can
now be put at the service of democracy.

I should like to define advertising as the
scientific telling of truth about things hest
worth while for the greatest good of the
greatest number. Advertising has in itself
a spirit of democracy which needs to be
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printing statements about goods that were
—call it extreme exaggerations. The best
evidence that those times are changed is
the convention that was held at Baltimore
last June, when, during the presidency’ of
George Coleman, the motto of truth was
adopted as the motto of the Associated
Advertising Clubs of America, and a dec-
laration of principles was passed that
would do credit to any organization. They
had to back this motto up, and their ad-
vertising shows that they are not afraid to
make it known. Many publications today
are establishing a censor, whose duty it is
to eliminate exaggerated and otherwise ob-
jectionable advertisements. There is a
cleaning-up process which means an ap-
proach of the manufacturer to putting an
honest proposition before you in a truth-
ful way.

But what you want to know is whether
this is economical or not. Take a manu-
facturer. He has $100,000 overhead ex-

pense a month—charges fixed on his plant

regardless of the business he does. If he
produces 100,000 units, he must add $1
to the price of each for this expense.
Advertising, by expanding his market
and making his product better known,
increases his output to 200,000 units, so
that only 50c need be added to the price

of each. Advertising, by increasing the
volume of business, makes his raw ma-
terial relatively cheaper and causes

greater efficiency, because the labor can be
performed more cheaply. The increased
output may mean a by-product from what
was formerly waste. A salesman costs
$150 to cover his territory, regardless of
sales. Advertising increases his sales and
at the same time makes them easier, with-
out increasing his expense.

It is true that advertising is a tax on tke
manufacturer as well as on the consumer,
and often means that the former must in-
crease the price of his product to allow
for the cost of the advertising. Is he not
then in a bad position in comparison with
Mr. Non-Advertiser? Well, can you refer
to me any company—UNADVERTISED—
that is doing more business than Ivory
Soap, the Douglas Shoes, Wrigley's Gum,
or Sunshine Biscuits? The retailer also
benefits: it is easier to sell an advertised
product which the customer asks for tkan

*The speeches and the questions and answers
reported by Miriam Alleu de Ford.
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lates competition; it improves quality and
creates a standard. (The speaker then
mentioned advertised articles—Kellogg's
Corn Flakes, Welch’'s Grape Juice, Gillette
Safety Razor, Sunshine Biscuits, telephone
service, advertised brands of oysters and
dates—which, though costing as much or
more now than when first advertised, were
as cheap or cheaper; and an equai number
of staple unadvertised products—meats,
etc., which had risen enormously in price.)
Advertising has not increased the cost of
living.

The labor union labels are on the bill-
boards—the churches are using the printed
word and even billboard advertising. The
advertising of trade-marked products makes
your job and my job certain, by enabling
the manufacturer to be sure of a steady
demand and consequently steady work for
his employees. Advertised products at-
tract to the city whose name they bear
more people, and then create a better city
for those people. When you consider qual-
ity, advertising reduces the cost of manu-
facturing and retailing—and the cost to
you.

ADVERTISING AND DEMOCRACY
By George B. Gallup.

* A teacher once asked her class if there
were fifty sheep and five jumped over a
fence how many would be left? A little

THE PRAYER

With one accord we lift up our
hearts to Thee, Father of all men,
beseeching that the hand of cruel
persecution masked behind the law
of Russia may be stayed in its des-
perate purpose to wreak vengeance
on the innocent head of a poor, Jew-
ish workingman. Only Thou dost
know how many terrible slaughter-
ings may follow in the wake of such
a fearful miscarriage of justice. May
countless numbers of those who
feel the tie of human brotherhood
the world around be stirred to earn-
est prayer and united action to the
end that this foul blot may not be
added to the pages of twentieth
century history. Amen.

Ui siccal pPCoupitos WwWauv ddavt salltal. B
civilizations fell, in my judgment, hgcause
they didn’t put their resources back to the
common man:—they didn’'t succeed in
introducing democracy in any form. My
private opinion is that the lack of adver-
tising had much to do with it. The
Egyptians, for instance, carved their
only new items on stone obelisks—they
had no means of spreading informa-
tion about democracy. That, of course,
was only one cause, but it was a real one.
Our civilization. unfortunately, is not dif-
féerent in many respects from those ancient
civilizations. We, too, have not learned as
yvet to put all our resources back of the
common man. But we have some very won-
derful tools to enable us to do this when
we can come to an agreement as to the
necessary things to be done. All the in-
ventions of the past century .are really
revelations coming out of the unknown to

enable us to socialize men thoroughly; and -

many of them are singularly fitted for be-
ing advertised. This tool, advertising, can
now be put at the service of democracy.

I should like to define advertising as the
scientific telling of truth about things bhest
worth while for the greatest good of the
greatest number. Advertising has in itself
a spirit of democracy which needs to be
appraised. We have not, of course, a really
free press. It is difficult to get new social
theory into the newspapers unless it has
a real news value. In fact, we kave no
right to expect such a service free of
charge. But advertising is a free man who
pays his bill as he goes, and gets admis-
sion wherever Le can buy. Advertising
pays more than its share of the cost of
publication—it is because of it that you can
get newspapers and magazines at their
present price. Ford Hall Folks, with prac-
tically no advertising, costs five cents for
four small sheets; you can buy a twelve-
sheet newspaper for one <cent. Advertis-
ing of right spirit, properly prepared. can
gain admission into any reputable publica-
tion in this country. Thus we can appeal
to all groups. Advertising opens a way
for democracy to express itself in simple
terms.

How shall we apply advertising as a force
for democracy? First, what is democracy?
Democracy is the result of a group of people
like this, working unselfishly for the great-
est good of the greatest number, putting
these ideas into practice.

(Continued on Page 4.)
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FORD HALL FOLKS

THE QUESTIONS

Q: Will you name a few wellknown
Socialists who meet the description you
gave?

A (Mr. Shaw): I don’'t like to be so
personal.

" Q: If we stopped advertising for one
year, would the people eat less food or
wear fewer clothes? (Applause.)

A (Mr. Hopkins): Both, because adver-
tising does create an appetite, makes a
necessity of a luxury.

Q (Mr. Sackmary): Were conditions in
the Associated Advertising Clubs muck: im-
proved during the presidency of Mr. Cole-
man?

A (All three speakers): Yes!

Q: Isn’t a poor inventor prevented from
putting on the market a good invention
because of the predominating power of ad-
vertised articles?

A (Mr. Hopkins): No, because any in-
ventor can interest capital in promoting
his invention if it is good.

Q: Does advertising lead to monopoly?

A  (Mr. Hopkins): On the contrary.
(Illustrated by Sunshine Biscuits.)

Q: Does any industry ever reach a
stage where advertising is not necessary?

A (Mr. Hopkins): Pear’s Soap stopped
advertising for three years and it has never
regained the supremacy in America it lost.

Q: Does not an advertiser running for
office against a poor man who is not an ad-
vertiser have a right of way in the news-
papers?

A (Mr. Hopkins): Unfortunately, the ten-
dency is so to do.

Q: Isn’'t it better to pay five cents for
a paper than to have the advertisers con-
trol it?

A (Mr., Gallup): Certainly, or ten or fif-
teen cents, if you want to pay it. But in
our little paper no advertisement is admit-
ted unless the manacgers agree it ic accant-

Q: How can I practice Christianity
when I am economically exploited and
‘physically exhausted?

A (Mr. Shaw): You haven’'t a fair
chance now, but then neither did the Mas-
ter.

Q: What do you think of the justice
and truth of advertising by retail stores, of
staple lines, at or below cost, to make
people believe that other things are sold
at the same low figure?

A (Mr. Hopkins): That is the kind of
advertising the vigilance committee is
prosecuting. Co

Q: How much does the United States
government pay for advertising the par-
cels post or the post office? (Applause.)

A (Mr. Hopkins): Notking.

Q (Same): If the government owned the
industries, wouldn't it wipe out the neces-
sity of advertising?

A (Mr. Hopkins): Yes, or if I owned
them, too. .

Q: If advertising, which you say hene-
fits the consumer, has grown so rapidly,

- how is it that the cost of living has gone

up?

A (Mr. Hopkins): Advertising develops
expensive tastes you didn’t have before.
The cost of high living has gone up, not the
high cost of living.

Q: How muck advertising would be nec-
essary to bring down the price of staple

‘articles to offset the tendency toward the

high cost of living?

A (Mr. Hopkins): I didn’t say the cost
of those articles would go down. The cost
would be lower than that of the same arti-
cle unadvertised.

THE IMMIGRANT’S
PORTION

Wee \AMaeee Vi

Q (Miss Rogolsky): Why don't the ad-
vertising people put religion in advertis-
ing by boycotting Russian goods until Rus-
sian law shows some religion?

A (Mr. Shaw): George Coleman applied
some religion to Russia tonight, and
others are doing the same thing.

Q: Would co-operative stores do away
with the necessity of advertising?

A (Mr. Hopkins): No, the co-operative
stores would have to advertise. ’

Q: Wouldn't it be better to say “hon-
esty in advertising” instead of “religion,”
in view of the bad name religion has
gained with some?

A (Mr. Shaw): I think it would be a
good thing to redeem the name of religion,
and understand that*honesty belongs with
it.

Q: Why doesn’t Rockefeller advertise?

A (Mr. Coleman): He does.

Q: Is it not true that the department
store bargains are not reductions but ad-
ditions to prices?

A (Mr. Hopkins): You are right, but
stores are being prosecuted for that kind
of thing.

Q: What percentage of the people in
this country do you think use the mod-
ern improvements?

A (Mr. Hopkins): Not one of you but
going home tonight will get the benefit of
gas and electricity.

Q: The God of Christianity is the God
of love. The God of capitalism is the God
of profit. Why not drive out the capital-
ists as Christ drove the money-changers
from the temple?

A (Mr. Shaw): We are doing it.

Q: Isn’t it true that profits of the news-
papers come from business concerns, and
therefore they will be against the working
men in any argument?

A (Mr. Gallup): The newspapers report

Ford Hall fully. (Mr.. Coleman): Ford
Hall’s life was saved in its early days by
free newspaper publicity.

Q: Isn’t it true that men make relig-
ion, and ecircumstances govern their con-
duct?

A (Mr. Shaw): e ought to hava 2
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the Associated Advertising Clubs muck: im-
proved during the presidency of Mr. Cole-
man?

A (All three speakers): Yes!

Q: Isn’t a poor inventor prevented from
putting- on the market a good invention
because of the predominating power of ad-
vertised articles?

A (Mr. Hopkins): No, because any in-
ventor can interest capital in promoting
his invention if it is good.

Q: Does advertising lead to monopoly?

A (Mr. Hopkins): On the contrary.
(Illustrated by Sunshine Biscuits.)

Q: Does any industry ever reach a
stage where advertising is not necessary?

A (Mr. Hopkins): Pear's Soap stopped
advertising for three years and it has never
regained the supremacy in America it lost.

Q: Does not an advertiser running for
office against a poor man who is not an ad-
vertiser have a right of way in the news-
papers?

A (Mr. Hopkins): Unfortunately, the ten-
dency is so to do.

Q: Isn't it better to pay five cents for
a paper than to have the advertisers con-
trol it?

A (Mr. Gallup): Certainly, or ten or fif-
teen cents, if you want to pay it. But in
our little paper no advertisement is admit-
ted unles$ the managers agree it is accept-
able, and that is now the attitude of all the
leading publications of the country.

Q: How much truth and religion is
there in patent medicine advertising?

A (Mr. Shaw): I don’t think there is
any. .

Q: Who has the benefit of advertising,
—buyers, sellers, or makers?

A (Mr. Hopkins): They all make
money.

Q: Could unadvertised articles like
meats be reduced in price to the consumer
if they were adyertised?

A (Mr. Hopkins): Yes, because an ad-
vertised article carries with it a sugges-
tion of price, which prevents the retailer
from making an exorbitant profit.

Q (Miss Crawford): Why does the
American Woolen. Co. advertise daily a
kind of cloth most men cannot use?

A (Mr. Hopkins): Most manufacturers
thus establish a quality reputation, infer-
ring that they make the same good quality
all the way down the line.

Q: Do you think the advertising of in-
toxicating liquors in papers is religion?

A (Mr. Shaw): No, anything that drags
people down cannot be religion.

Q (Mr. Hogan): You say Socialists
should live Socialism: why have not Chris-
tians lived Christianity? .Do you want to

rub the wrinkles out of religion to fit the

System, or out of the System to fit religion?
A (Mr. Shaw): I do not want religion
to fit anything. I want the whole man,

.every day in the week, to be religious. We

have had too much theology in religion,
just as we have had too much System in
Socialism.

advertising the vigilance committee is
prosecuting. ;

Q: How much does the TUnited States
government pay for advertising the par-
cels post or the post office? (Applause.)

A (Mr. Hopkins): Notking.

Q (Same): If the government owned the
industries, wouldn't it wipe out the neces-
sity of advertising?

A (Mr. Hopkins): Yes, or if I owned
them, too.

Q: If advertising, which you say hene-
fits the consumer, has grown so rapidly,

- how is it that the cost of living has gone

up?

A (Mr. Hopkins): Advertising develops
expensive tastes you didn’'t have before.
The cost of high living has gone up, not the
high cost of living.

Q: How much advertising would be nec-
essary to Dbring down the price of staple

-articles to offset the tendency toward the

high cost of living?

A (Mr. Hopkins): I didn’t say the cost
of those articles would go down. The cost
would be lower than that of the same arti-

cle unadvertised.

THE IMMIGRANT’S
PORTION |

By Mary Antin

FF toward Harvard Bridge
was one of my favorite pal-
aces, a low, wide-spreading
building with a dignified

granite front, flanked on all sides by
noble old churches, museums, and
schoolhouses, harmoniously disposed
around a spacious triangle called Cop-
ley Square. :

It was my habit to go very slowly
up the low, broad steps to the palace
entrance, pleasing my eyves with the
majestic lines of the building, and lin-
gering to read again the carved in-
scriptions: Public Library—Built by
the People—Free to All

And I loved to stand in the midst
of all this, and remind myself that I
was there, that I had a right to be
there, that I was at home there. All
these eager children, all these high-
bfowed women, all these scholars
going home to write learned books—I
and they had this glorious thing in
common, this noble treasure-house of
learning. It was wonderful to say,
This is mine; it was thrilling to say,
This is ours. .

That I who was brought up to my
teens almost without a book should be
set down in the midst of all the books
that ever were written, was a miracle
as great as any on record. That an
outcast should become a privileged
citizen, that a beggar should dwell in
a palace—this was a romance more
thrilling than poet ever sung.

4L,

Q: Why doesn’'t Rockefeller advertise?

A (Mr, Coleman): He does.

Q: Is it not true that the department
store bargains are not reductions but ad-
ditions to prices?

A (Mr. Hopkins): You are right, but
stores are being prosecuted for that kind
of thing.

Q: What percentage of the people in
this country do you think use the mod-
ern improvements?

A (Mr. Hopkins): Not one of you but
going home tonight will get the benefit of
gas and electricity.

Q: The God of Christianity is the God
of love. The God of capitalism is the God
of profit. Why not drive out the capital-
ists as Christ drove the money-changers
from the temple?

A (Mr. Shaw): We are doing it.

Q: Isn’t it true that profits of the news-
papers come from business concerns, and
therefore they will be against the working
men in any argument?

A (Mr. Gallup): The newspapers report
Ford Hall fully. (Mr. Coleman): Ford
Hall’s life was saved in its early days by
free newspaper publicity.

Q: Isn’t it true that men make relig-
ion, and circumstances govern their con-
duct?

A (Mr. Shaw): We ought to have a
standard inside to govern our conduct.

Q: Hasn’t advertising created an enor-
mous market for a lot of useless articles?

A (Mr. Hopkins): Yes, but you are not
obliged to buy them.

Q: Haven't some advertising products,
such as the Douglas shoes, gone up in
price?

A (Mr. Hopkins): Yes, but take that
in comparison with shoes that are not ad-
vertised and with the price of raw ma-
terial.

Q: Is the movement in favor of clean
‘advertising general or only in Massachu-
setlts?

A (Mr. Hopkins): It is all over the
country. There is a national vigilance
committee, of which Harry Robbins is
chairman.

THE DEVIL OF UNCERTAINTY

“It is right and necessary that all men
should have work to do, work worth doing,
work of itself pleasant to do, work done
under such conditions that it is neither
overwearisome nor overanxious,” wrote Wil-
liam Morris. And that is all such labor ex-
perts as Miner Chipman and Robert Valen-
tine preach. A workman must have the
right task, work that fits him and for which
he is fitted, and right conditions must sur-
round him. We must not forget what I
‘heard George W. Perkins say, that the great-
est evil in the world of business is uncer-
tainty. A wise worker would rather have
$3 a day and be sure of a job year after
vear, than have $10 a day coupled with no
certainty. It is the exceptional man, the
individualist, who will take the gambler's
chance.
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FORD HALL FOLKS

AS I'T LOOKS TO ME

By GEORGE W. CoLEMAN, Director of the Ford Hall Meetings

The storm raged fiercely in Pawtucket,
R. 1., last Sunday afternoon, but tkree hun-
dred men turned out nevertheless to hear
the story of the work at Ford Hall which I
was privileged to present to them. I have
accepted invitations for similar addresses
from Springfield, Mass., New York City,
Woonsocket, R. I, and Lancaster, Penna. I
am getting two or three calls every day
for this kind of work. On the Sunday that
you will be reading this I shall be with
Stewart Anderson in Springfield, meeting a
group of advertising men on the previous
evening and telling the story of Ford Hall
Sunday afternoon under the auspices of
the Y. M. C. A. %

*

Rev. John Ross of the Calvary Presby-
terian Church, Buffalo, has sent me a very
enthusiastic account of their first meeting
on the Ford Hall idea. They had for a
speaker Paul Moore Strayer, who is com-
ing to us on the twenty-third of this month.
They had 350 in attendance and the people
took to the questioning like ducks to
water. The meetings in Manchester, N, H,,
begin on the twenty-third, and John Gra-
ham Brooks is to give them the same ad-
dress that he gave us on our opening night
of the season.

* S Ed

Nathan Goodman, our tactful platform
usher, although out to the meeting last
Sunday, was very much under the weather
owing to a recent severe nasal operation
which has greatly curtailed his strength.

* * £

Mr. Hogan very often has a hard time
witk his questions. He is so much in earn-
est that he is very apt to forget that others
with equal rights are waiting for their
turn. He ought to have an hour with the
speaker all by himself.

* * &

You seldom see three speakers on one
platform fitting their messages together
better than did Messrs. Hopkins, Gallup
and. Shaw last Sunday night. And did you
notice how thev came in just the right

I wonder what has become of our friend
Urbansky, who, according to last reports,
was back in Boston street-preaching again,
but this time contradicting everything that
he used to set forth so eloquently. I
thought of a certainty that he would turn
up at Ford Hall some Sunday night.

* * *

Evidently it was too wet last Sunday
night for Mrs. Sonderman, the policeman’s
wife, to take her usual place at the head
of the line; neither was she in her accus-
tomed seat in the front row of the left-
hand balcony as you face the platform.
And that reminds me that in the opposite
gallery and generally in the front row you
can be almost sure to find every week the
keenly interested countenance of Mr.
Brown. the colored man, who always asks
most discriminating questions.

*® * *

The following brief article written by
one of our company, who styles himself
“A lover of Ford Hall,” teils in still a dif-
ferent way what this thing is in our meet-
ings that grips us all so vitally. It is
strange how the opinion still prevails in
some quarters that Ford Hall is a proselyt-
ing agency. The notion is held only by
those who have never been to a single
meeting. I like immensely Mr. Sager-
man’s reply to that criticism when he re-
torted, “Ford Hall will make a man out of
me.”

WHICH IS RIGHT?

For eighteen years I was reared in a
Christian country, namely, Russia. wkere
they call themselves “Prava Slavo,” mean-
ing the true-religion.

Their good (?) deeds have caused me to
form an opinion of Christianity as prac-
tised by them.

Since coming to Ford Hall I have learned
Christianity from an opposite angle to that
of Russia. Now I wonder which is right.

From October till April I feel in the same
moond. Commencing with the opening of

Ford Hall. I give them a program and tell
ttem of the non-sectarian character of the
meetings, the musical program, the “Ford
Hall Folks” and “Our Chairman.”

Some of themr tell me that if I attend
Ford Hall much longer I will soon become
a Christian. But I tell them that Ford
Hall will make a man out of me.

Each ‘evening I count on my fingers (to
be more accurate) the number of nights
before Sunday evening. When the week
progresses to Thursday, I ask mYyself
whether it is two or three days to Sunday.
I try very hard to convince myself that it
is only two.

But when Sunday evening arrives, ak!
we of the Ford Hall audience congregate
again to receive an enjovment and inspira-
tion from the music and lecture by some-
one interested in social welfare.

Thus the weeks pass from October to
April. Samuel Sagerman.

FORD HALL FOLKS MEETING

The Ford Hall Folks meet next Sunday
at 3.30, in Kingsley Hall, Ford uilding.
Beginning with this meeting, there will be
a short talk each time on some interesting
subject by a speaker of reputation. Mrs.
Jessie B. Hodder, of the Reformatory for
Women at Sherborn, formerly associated
with Dr. Richard Cabot in his social service
work at the Massachusetts General Hospital,
will talk at quarter to five on “Being a
Neighbor in the West End.” Supper, 25c.
All interested are invited, but if they intend
the stay to supper will please notify Miss
dCrawford, at 707 Ford Building, before Fri-
ay.

OTHER MEETINGS

Wells Memorial Institute, 987 Washing-

ton Street, Tuesday, Nov. 18, at § o'clock,

Organization by Trades vs. Organization
by Industries, by A. J. Portenar and Dan-
iel J. McDonald.

Public Library, Thursday, Nov. 20, at 8
P. M., New Brunswick, by A. T. Kempton.
Sunday, Nov. 23, at 3 P. M, Democrats in
Literature. by Anna Johnson.

School Voters’ League, at Ford Hall
Saturday, No. 22 at 1045 A M, The

‘age Earning Woman angd
Helen M. Todd. 30c. et iimie; Ty

Sunday Commons, at Huntington Hall
Sunday, Nov. 23, at 3.30 P. ).. Dr. Charlac
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water. The meetings in Manchester, N. H,,
begin on the twenty-third, and John Gra-
ham Brooks is to give them the same ad-
dress that he gave us on our opening night
of the season.

* ES

Nathan Goodman, our tactful platform
usher, although out to the meeting last
Sunday, was very much under the weather
owing to a recent severe nasal operation
which has greatly curtailed his strength.

* ES *

Mr. Hogan very often has a hard time
with his questions. He is so much in earn-
est that he is very apt to forget that others
with equal rights are waiting for their
turn. He ought to have an hour with the
speaker all by himself.

* * *

You seldom see three speakers on one
platform fitting their messages together
better than did Messrs. Hopkins, Gallup
and Shaw last Sunday night. And did you
notice how they came in just the right
order? Miss de Ford will not find it easy to
compact all that material within the nec-
essary space. It seems to me she is doing
her work wonderfully well and I rather
think yvou must agree with me for I haven’t
heard a single complaint.

* * *

Do you know Mr. Chandler, the lawyer
on School street, who is such a regular and
devoted attendant at our meetings? He is
especially active in promoting the welfare
of this magazine. It isn't often that he

" asks a question and always he is very quiet

and modest,—but he counts.
* * &

Our friend, Dr. S. C. Mitchell, of Rich-
mond, Va., who once spoke for us on the
race question, has inaugurated a meeting
on the Ford Hall principle in that fine old
Southern city. It is carried on under the
auspices of the Railroad Y. M. C. A. Here
are some of the topics they are taking up:
“Have women and unborn children a right
to be protected in marriage?”’ “Why is
the church under suspicion by the working-
man?”’ “Is poverty a mnecessary evil?”
“Whose business is it to report tle viola-
tion of law?’ And they have a question
period, too, just as we do. We didn’t real-
ize when we began this work in Boston
that our so-called radical methods would
be copied away down South, where they
are as conservative as folks can well be.

-~ avruwr vur rura gall,” tells In still a dif-
ferent way what this thing is in our meet-
ings that grips us all so vitally. It is
strange how the opinion still prevails in
some quarters that Ford Hall is a proselyt-
ing agency. The notion is held only by
those who have never been to a single
meeting. I like immensely Mr. Sager-
man’s reply to that criticism when he re-

torted, “Ford Hall will make a man out of
me.”

~ WHICH IS RIGHT?

For eighteen years I was reared in a
Christian country, namely, Russia, wkere
they ‘call themselves “Prava Slavo,” mean-
ing the true religion.

Their good (?) deeds have caused me to
form an opinion of Christianity as prac-
tised by them.

Since coming to Ford Hall I have learned
Christianity from an opposite angle to that
of Russia. Now I wonder which is right.

From October till April I feel in the same
mood. Commencing with the opening of
Ford Hall until the conclusion of what ap-
pears to be a more and more successful
season, I feel the same way.

Monday morning, at my .place of busi-
ness, I tell my patrons and visitors about

Ford Hall Folks
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with Dr. Richard Cabot in his social service
work at the Massachusetts General Hospital,
will talk at quarter to five on “Being a
Neighbor in the West End.” Supper, 25c.
All interested are invited, but if they intend
the stay to supper will please notify Miss

Crawford, at 707 Ford Building, before Fri-
day.

OTHER MEETINGS

Wells Memorial Institute, 987 Washing-
-ton Street, Tuesday, Nov. 18, at 8 o'clock,
Organization by Trades vs. Organization
by Industries, by A. J. Portenar and Dan-
iel J. McDonald.

Public Library, Thursday, Nov. 20, at 8
P. M., New Brunswick, by A. T. Kempton.

Sunday, Nov. 23, at 3 P. M., Democrats in

Literature. by Anna Johnson.

School Voters’ League, at Ford Hall,
Saturday, Nov. 22, at 10.45 A. M., The
Wage Earning Woman and the State, by
Helen M. Todd. 350c.

Sunday Commons, at Huntington Hall,
Sunday, Nov. 23, at 3.30 P. M., Dr. Charles
Fleischer, leader.

Lowell Institute, at Huntington Hall,
Wednesday, Nov. 19, at 5 P. M., Some
Types of English Poetry, by Prof. G. H.
Palmer. Monday, Nov. 17, and Thursday,
Nov, 20, at 8 P. M., The Sea in English
Poetry, by Alfred Noyes. Tuesday, Nov.
18, and Friday, Nov. 21, at 8 P. M. Tke
Influence of the Bible on Civilization, by
Dr. Ernst von Dobschiitz.

School of Social Science, at ILorimer
Hall, Monday, Nov. 17, at 7.30 P. M., Efi-

ciency in Industry, by Prof. Hugo Miinster-
berg. 10c.

10 to 20 Per Cent. SAVED

On Your Buying by Using a

“ Co-operative Club Discount Card”
At ASSOCIATED STORES
Cards Can Be Procured of
J. LONDON, 316 Huntington Ave., Boston
CONSUMERS CO-OPERATIVE CO., 149 Tremont St.

ADVERTISING

A space of this size—omne inch high and
two and one-half inches wide—ecan be had
for advertising purposes for one dollar per
issue. For information regarding advertis-
ing apply to Jacob London, Room 707, Ford
Building, Boston, Mass.




FORD HALL FOLKS

GATHERED ALONG THE

TRAIL
By Thomas Dreier

THE BLIND NAG.

“Why do you work your men so hard?” 1
asked an employer recently. “They aren’t
working hard,” he answered. “Besides,” he
added, when he caught a smile, “they aren’t
like us. This ‘Man With the Hoe’ business
of Edwin Markham’s is all rot. These fel-
lows don’t kmow that they are of a lower
order.”

“What you say about these men,” I said
to him as we walked away, “reminds me of
what Tim Conners said to a modern Good
Samaritan who had reproached him for run-
ning his horse up a steep hill.

““Up hill, is it? said Tim. ‘Oh, begorra,
what’s the difference? The nag's blind and
he can't see it.”

BULLETS THAT DRUG.

What is known as the “narcotic bullet”
is now being experimented with. A minute
particle of morphia is used, and the drug is
carried in tiny wells in the steel jacket of
the regular army bullet. The inventor
claims that it in no way interferes with

-the effectiveness of the missle. The slight

indentation in the steel jacket causes no

" splintering when it comes in contact with -

the bone, and no evil effect will follow the
unique administration of the drug. The
soldier who receives a slight flesh wound
goes to sleep. The seriously wounded be-
come insensible to pain.

Our sentences enter the minds of our read-
ers and hearers as bullets enter the bodies
of men. In constructing them we should be

as humane as the maker of the narcotic bul- .

lets. Sometimes a single word will save a
reader or hearer from pain, and yet will in
no way impair the value of the sentence by
preventing it from carrying our idea to its
desired destination. It is oftentimes neces-
sary to send bullet-like sentences into the
brains of people. When we are forced to
shoot the.m. let us use a narcotic word or

gar majority. For the feeling that a man is
inferior because he has had a different train-
ing, eats different food in a  different way,
speaks a strange tongue or has different fea-
tures or complexion is vulgar because pro-
vincial and founded on false distinctions.
The real gentility is to treat men with
kindly sympathy, recognizing the actual dis-
tinctions of character and culture; but
treating each as a child of the royal house-
hold treats his brother.

OUR CIVIC PROBLEMS
By {Carrie G. Barr.

Ford Hall Folks have been listening to
much interesting  discussion upon amany
vital topics, for a number of years, and it
now remains to be seen if this discussion
can be put into practice in our immediate
vicinity. We are all aware of the self-evi-
dent fact that it should be our duty to study
the problems of our neighborhood and come
in touch with the human necessities which
surround us. If the Ford Hall Meetings are
to react upon us in a truly beneficent man-
ner, they must be applied to affairs close
at hand. else the teachings received can be
said to have only a cultural influence.

A cultural influence, while highly desired,
must be considered secondary in importance
when we consider the unhealthy atmosphere
in which so many of our city people live,
and the’ lack of necessities which are the
very breath of life to them.

While Boston is truly a centre of so many
educational and cultural activities, there is
a deplorable absence of opportunity in
which to study our vital relation to munig-
ipal problems, so I trust that in the near fu-
ture there may be more interest manifested
in those subjects.

PRAISING THE BOSS
By William H. Pihlcrantz

We employvees, I notice, are generally a
mighty selfish lot. We welcome very much
a word of praise or commendation now and
then from the boss. If we put the best there

T Sen sees SwmEA & -

MODERN PUBLICITY
(Continued from Page 1.)

vertising at your disposal you must have
more than a theory. If you can begin man-
ufacturing a simple and easily understood
kind of democracy, which will give us clean
streets, sanitary homes, better educational
facilities and greater use of the school-
houses, we will put advertising to work
to help you. But your democracy must be
of tomorrow, not of next century—some-
thing which can be lived at once. I want
to leave in your minds this thought:—ad-
vertising in a certain broad sense is telling
the truth scientifically and irresistibly; and
democracy is living a life of truth, and
when you have brought these two forces to-
gether you have made a new world which
will be well worth while living in.

ADVERTISING AND -RELIGION
By William Shaw.

You are all interested in economics, be-
cause it touches your pocketbooks; - and
you are interested in democracy, because
yau are it. Now I come to you with the
other world thing. I have,. not the most
interesting, but the most important topic,
because any system of economies and any
scheme of democracy that isn’t founded on
religion iIs a house built on the sand. (Ap-
plause.) I might speak tonight of adver-
tising religion, but I want to speak rather
of religion in advertising. (The speaker
here drew a distinction between religion
and theology.) Advertising is the art of
interesting other people in and making them
want something that you want to sell. (The
speaker then gave several Biblical defini-
tions of religion.) The prophet Micah told
us to “Deal justly, love mercy, and walk
humbly before God.” Wouldn't those all
be fine things for advertising men to do?
Paul said, “Let this mind be in you which
was also in Christ Jesus.” The day is com-
ing when we are going to get what belongs
to us, here and over there. Christ said, “I
was hungry and ye gave me meat, athirst
and ye gave me drink, naked and ye
clothed me, sick and in prison ve vicited




-the effectiveness of the missle.

1s now belng experimented with. A minute
particle of morphia is used, and the drug is
carried in tiny wells in the steel jacket of
the regular army bullet. The inventor
claims that it in no way interferes with
The slight
indentation in the steel jacket causes no
splintering when it comes in contact with
the bone, and no evil effect will follow the
unique administration of the drug. The
soldier who receives a slight flesh wound
goes to sleep. The seriously wounded be-
come insensible to pain.

Our sentences enter the minds of our read-
ers and hearers as bullets enter the bodies
of men. In constructing them we should be
as humane as the maker of the narcotic bul-
lets. Sometimes a single word will save a
reader or hearer from pain, and yet will in
no way impair the value of the sentence by
preventing it from carrying our idea to its
desired destination. It is oftentimes neces-
sary to send bullet-like sentences into the
brains of people. When we are forced to
shoot them, let us use a narcotic word or
two. A touch of humor, a kindly word will
serve.

THE NEIGHBOR RACES.

In Ford Hall it matters not at all what a
man’s nationality is. If he confesses his
need of the meetings by attending them, he
is made to feel that he is welcome. “Feed
my lambs, feed my sheep,” was the com-
mand sent forth in an older time, and at
Ford Hall the wish of the leaders is to feed
those who are mentally and spiritually hun-
gry., Here the races mingle freely. There
is no color line.

“The world has grown so small in these
days of travel,” says the writer of Saturday
Night Thoughts in The’Boston Transcript,
“that every race has become our neighbor.”
It is good to see in that rich, old, aristo-
C{atlc paper such a thought. as that Contin-
uing, the same writer saysi

We may not>find these ‘neighbors con-
genial, or wish to admit them to our inti-

macies of home -or soc1a1 meetings, but the:
uYe‘;;__
" word of:praise or pats them on the shoul-

law holds for .all of “®s -which says:
have heard that it.was said, Thou shalt lowe

thy neighber and hate sthine “enemy; but I .
' think they are the whole show and the only

say unto ydtr Love:Your enemies and pray
for them that persécute you:; that ye may-be
sons of your Eather who is in heaven: for
he maketh his sun ‘rise on the evil=and the
good, and sendeth’ rain on the, just and the
unjust.” Cherished’ contempt and hatred in
the soul will reduce the most reﬁned and ele-
gant of “aentlefolk” to thwn}s of | the vu;-

-
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at hand. else the teachings received can be
said to have only a cultural influence.

A cultural influence, while highly desired.
must be considered secondary in importance
when we consider the unhealthy atmosphere
in which so many of our city people live,
and the lack of necessities which are the
very breath of life to them.

While Boston is truly a centre of so many
educational and cultural activities, there is
a deplorable absence of opportunity in
which to study our vital relation to muniec-
ipal problems, so I trust that in the near fu-
ture there may be more interest manifested
in those subjects. -

PRAISING THE BOSS
By Wi}iam H. Pihlcrantz

We employees, I notice, are generally a
mighty selfish lot. We welcome very much
a word of praise or commendation now and
then from the boss. If we put the best there
is in us into a piece of work and turn out
what is considered a good job, we like to
have the boss “sit up and take mnotice.”
Even if our job is one we are paid to do
well, I think there are very few of us who
do not appreciate it when the boss pats us
on the shoulder and says, “Well done.”

But how many of us ever think of patting
the boss on the shoulder and telling him
that we enjoy working for him?

I am afraid that generally the workman
feels that he is not being paid any more
than he is worth and has nothing to thank
his employer for. Perhaps this is some-
times the case; but I have always thought
that it made my employer feel good to know
that I was “with him,” that I was willing to
work overtime, if necessary, not because I
felt it my duty, or for the sake of overtime
pay, but simply because I was more than
glad to help him in any way that I could.

It will, perhaps, occur to some that if they
did this the boss would feel he was paying
them more than they were worth, and would

~not increase their pay as quickly as he

might otherwise. When he gives them a

der, does it swell their heads so that they

pebble on the beach? If that’s the effect it
has on them, I should not recommend their
ever saying anything to the boss, because
he is likely to feel the same way and that
would do more harm than good. But it
doesn’t act that way with them, and I know

- tions of religion.)

other “orld thln"' I have, not the most
interesting, but the most important topic,
because any system of economies and any
scheme of democracy that isn’t founded on
religion is a house built on the sand. (Ap-
plause.) I might speak tonight of adver-
tising religion, but I want to speak rather
of religion in advertising. (The speaker
here drew a distinction between religion
and theology.) Advertising is the art of
interesting other people in and making them
want something that you want to sell. (The
speaker then gave several Biblical defini-
The prophet Micah told
us to “Deal justly, love mercy, and walk
humbly before God.” Wouldn't those all
be fine things for advertising men to do?
Paul said, “Let this mind be in you which
was also in Christ Jesus.” The day is com-
ing when we are going to get what belongs
to us, here and over there. Christ said, “I
was hungry and ye gave me meat, athirst
and ye gave me drink, naked and ye
clothed me, sick and in prison ye visited
me.” That spirit is what I call religion in
advertising.

‘Who put religion—for truth is religion—
into advertising? George Coleman gave ad-
vertising a religious, a social, conscious-
ness. (Applause.)

But religion in advertising is not like
gold in nuggets or diamonds in clay; it is
like sap in the tree or oxygen in the air.
If religion is to be in anything it must be
in everything. Religion in advertising per-
meates and affects the whole. I remember
how uncomfortable my father was in his
Sunday clothes. When we can get a com-
fortable religion, that will fit us, it will be
a great, new day for the world in which we
live. (Applause.) It is the same way with
Socialism. I want to see a few men live
Socialism, not just talk it. (Applause.)
Religion is getting into advertising by com-
ing into the hearts of men and being mani-
fested in the things they buy, the things
they sell, and their daily affairs. Advertis-
ing today is supposed to tell the truth, for
manufacturers depend on renewal orders.
You can be a liar once, but when people
find it out your business is done for. (Ap-
plause.) (The speaker then mentioned the
force of religion today in politics and the
great force that Mr. Coleman would be in
the Boston Council. [Great applause.])

And when the day comes that we have
these things in all our life, social, political
and religious, the day of righteousness and
justice and brotherhood will have come,
and God’s will will be done on earth as it
is in heaven.

&9

E. L. Gnmes Co-xrpaﬂ}, Prlntcxs,cﬁ%“&_ 122 Pearl Street, Boston, Mass.
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