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Banking Publicity
Moathly Publicity Section
THE BANKERS MAGAZINE
253 Breadway, New York

JUNE 1920

CO-OPERATION with

attorneys seems to be
a timely topic with trust
companies not a few of
which are advertising in
legal journals and by direct
letters to lawyers in an ef-
fort to educate the members
of the bar to the fact that
trust companies and attor-
neys need not be antagonis-
tic or competitive. They
both have specialized func-
tions and should know each
other better for mutual ad-
vantage and for the benefit
of mutual clients.

&
TIME AND TIME again, it has
been demonstrated that

banks can advertise con-
structively and in a practical
manner and still tell their
story in an interesting and
attractive manner. Dignity
and stupidity are not neces-
sarily synonymous in finan-
cial advertising.

&

“CONSTRUCTIVE SPENDING”
is a good theme for savings
advertisements in  these
times. Building homes, bt~
ing furniture, investing in
those things which are perm-
anent and constructive—this
is not extravagance. People
should be encouraged to
spend wisely because that is
real thrift.

THE DIFFERENT PARTS of a
bank advertisement should
co-operate in fulfilling its

mission. = The illugtration

and the reading matter
should harmonize; the head-
line and the general typo-
graphical effect should not
be at variance. After at-
tracting the necessary atten-
tion, the
should appeal to reason and
common sense. L

&

THE MATTER OF the use of
words is something which
every writer of bank adver-
tising should consider care-
fully. The average indi-
vidual's every day vocabu-
lary is very limited. So that
to reach. the average intelli-
gence the ad-writer should
endeavor to choose words
which are within the range
of the average understand-
ing. This seems to be par-
ticularly true of savings ad-
vertising. The writer should
have in his mind’s eye the
picture of some industrious
citizen who is long on com-
mon sense but perhaps short
on the “highbrow stuff,” and
remember that everybody
can understand simple lan-

guage.

THE HOUSE ®RGAN problem
is one that many banks find
a difficult one to solve in a
satisfactory manner. They
have no one experienced in
journalistic work who has
the time to devote to the edi-
torial task. The syndicate
house organ idea seems to be
solving the problems for
many institutions which be-
lieve that the house organ is
a valuable means of reaching
new clients or customers,
holding the interest of old
friends, or sustaining morale
and esprit de corps of
workers.

"~ advertisement

Ir pdvs’ To waTcH your
space bills. We heard of
one ‘tase where a country
editor-publisher added in the
dates of insértion with the
figures representing the
number of inches of space
used. This might not be so
bad if this practice were fol-
lowed only with reference to
the early dates in the month.

&

FROM CURRENT ADVER-
TISING

‘FIRST NATIONAL BANK
IN ST. LOUIS:

WHEN YOUR BOSS ASKS8—
“Are You o SBystcmatic Saver?”
Your answer to this question

may determine your advancement.

Your employer knows that one of

the surest indications of a man’'s

character and ambition is his
abllity to save a definite amount
each pay day.

THE SAVINGS BANK OF
UTICA, Utica, N. Y.:

HOW TO GET TWO PAY ROLLS
INSTEAD OF ONE
Part of the money you earn
will earn more money for you,
and continue to earn it as long
as you keep it invested. By re-
investing every penny of interest.
in twenty years it will return to
you more interest every year than
you have deposited yearly as
principal, and you will still have
all you deposited and more.

THE MECHANICS BANK,
New Haven:

.
THE BANK OF FIRST NAMES

A recent vigitor sald he was im-
pressed by the fact that we call
g0 many men that do business
with us by their first names.

We did not know that this was
a special characteristic of The
Mechanics Bank, but we were
pleased to learn it. It 18 uD-
doubtedly one of the results of
trying to make this a friend!y
bank to do business with.

The Service of The Mechanics
Bank is all for the customer.

Coordinating American
Bank Publicity
(Continued from page 1)
great iron ranges in the north-
ern part of our middle west
and end on ‘a vessel along the
levee in old New Orleans, etc.
The reports of each bank
should be made in more or less
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The above are two examples of recent national advertising by large Metropolitan banks. How different from

detail. For instance in the mat-
ter of bonds—the amount of
business done in Municipals,
public utilities, state operation,
national, railroad deposits. Sim-
ilarly in the matter of trust
service information should be
given regarding cooperation
trusts, voluntary and testament-
ary individual trusts, etc.

At the present time our
banks are talking to 110,000,000
persons through thousands of
mediums, but they are telling
several hundred different sto-
ries. There is no concurrence.
Their printed matter should be
hooked up. The banks can talk
to the same audience with the
same story at the same time and
besides getting the benefit of
this cumulative intensive work
they will in the course of a year
save a large amount of money.
In considering the mediums
used and selecting those to be
used in the future it should be
ascertained how many persons
read them and who those per-
sons are. Statistics can be oh-
tained on this point not only
for the newspapers of the coun-

the dry-as-dust cards of days gone by

try but for the magazines, es-
pecially such magazines as Sat-
urday Evening Post, Harper's,
Century, Scribner’s, American,
McClure’s, Scientific American,
Metropolitan, Outlook, Nation-
al Geographic, Literary Digest,
Independent, Collier’s, Leslie,
Review of Reviews, World’s
Work, Current Opinion, Farm-
ing magazines, trade periodicals,
etc.

Similarly statistics regarding
families in the country, their oc-
cnpations, incomes and reading
preference should be secured.

Supposing there are about
forty million families in Amer-
ica, Only a certain percentage
of these will be interested in
any banking service, but fairly
accurate information can be
gzained in this respect. Much
can be gained from the occupa-
tions, incomes, etc., in order to
form a fairly good target and
indicate the best kind of ammu-
nition to be used. There is no
use in spreading the ammuni-
tion over the readers who in any
event would not be interested.
There iz abcolutely no use to

try to sell a man a house in
Manhattan if he is moving to
Portland, Oregon. Time and
conditions must be favorable
before any proposition can be
properly presented to a pros-
pect. However, among thou-
sands who are not looking for
banking service some can be
educated to it, and a certain
part of the publicity should be
general enough to include and
reach them when it is not actu-
ally aimed at them. Some of
this is certain to be wasted but
all banks should keep the rec-
ord of their returns both for
the use of themselves and the
national body.  Tabulations
should show the inquiries re-
ceived and the customers re-
sulting, In our business, con-
fidence plays a large part.
While this plan would create
and cement this confidence it
would also definitely attract at-
tention to specific lines of serv-
ice of particular institutions.

Of all the times now is the
opportune one for hanks to get
together and act in concert.

A certain amount of general
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advertising, for good will build-
ing, Interspersed with direct
and definite advértising is much
better than to have advertising
that is all direct.

A widow who Is left life in-
surance may apply to a Bank
which has acted as Trustee
under the will for advice in the
selection of a suitable security
that will serve as an invest-
ment vehicle, but when a bank
did not so serve and the widow
has only the advice of friends
to depend upon—then the
banks need the good will of
these friends. So it will some-
times be necessary to employ
advertising and literature de-
signed for general good will
building. In other words, some
“bread should be cast upon the
water.”

I have read somewhere that
advertising is successfully turn-

ing minds towards an object
and forcing action from them.
1. It must interest people.
2. It must convince people.
3. It must force the greatest
possible number of people to
take the action which it sug-
gests.

Many bankers used to assert
with a ring somewhat akin to
finality that they did not be-
lieve or indulge In advertising.
They considered it undignified.
To-day most banks beliave in
paid publicity.

Of course banking institu-
tions are being constantly ad-
vertised beneficially or detri-
mentally by their customers
and those who come in contact
with them.

Banks are not In a question-
able business and it should be
given wide publicity, and the
widest publicity and the best

A well-planned bank advertisement such as the above is a delight to
the eye. There is not a single jarring note in the whole make-up

publicity will be the kind that
cotordinates the efforts of every
representative American bank-
ing institution,

&’

HOW BANKS ARE
ADVERTISING

CoLLEGES AND UNIVERSITIES are
not the only institutions that
find athletic teams a good ad-
vertisement. The United States
Trust Company of Paterson,
N. J, has a champion running
team and whenever it appears
in" an indoor meet at the
armory “U. 8. Trust Co.” ap-
pears conspicuously on the
men’s sweaters as well as in
the sporting columns of the lo-
cal newspapers.

AN ENTHUSIASTIC MANAGER of
one of the branch offices of a
Canadian bank, received a “call
down” from headquarters some
time ago because he allowed his
enthusiasm to get the better of
him to the extent of putting
an advertising banner on a cir-
cus elephant. Pachydermic ad-
vertising might be all right for
some things at that, but there
are other forms that seem pref-
erable for bank advertising.

“WELCOME. BANKERS OF TENNES-
see” was the headline of a good
advertisement used in local
newspapers by the Union &
Planters Bank & Trust Com-
pany, Memphis, during the
recent convention of the
Tennessee Bankers Association.
Another good advertisement of
this bank is reproduced here-
with showing a systematic
saver’s pledge card.

SOME TRUST COMPANIES HAVE
taken advantage in an adver-
tising way of the news pub-
lished concerning the trust fund
of $125,000 which was left to
the late Oscar Lewisohn by his
father, and was kept intact for
his widow, Edna May, although
under the will left by Mr. Lewi-
sohn the wife would have
received only $3,588, notwith-
standing the fact that the
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decedent had been reputed to
be a millionaire. The trust
fund remained intact though
other large sums had been used

up.

A TiMELY sERIES OF advertise-
ments dealing with *“American-
ism” was used by the Los
Angeles Trust and Savings
Bank, “The Bank for Every-
body.” Two of them are re-
produced herewith. Let this
good work go on. There is need
of lots of it in these times,

“CAN A MACHINE RUN. & mIa-
chine?” is the interesting cap-
tion of an advertisement by The
Northwestern National Bank of

Minneapolis. It proceeds to
answer the question thus:
“Perhaps, with belts and

other appliances, but somewhere
behind them are human under-
standing and direction.

“There are 34 hookkeeping
machines used in this bank.
They are run by 34 young men
and women who are not ma-
chines, but young people with
plenty of ‘go’ enthusiasm and
team work. Backing them up
are their superiors, men of long
experience and actuated by a
sympathetic appreciation of the
needs of clients.

“Why not let us place this
experience and ‘go’ back of
your business in Minneapolis?”

THE BOSTON SAFE DEPOSIT AND
TRUST coMPANY has been issu-
ing some exceptionally convinc-
ing pamphlets designed to
promote the business of its
trust department. Two recent
titles are “Making It Safe for
the Ones You Leave” gnd “Why
a Trust Company Instead of a
Friend.”  The following is
quoted from the latter pam-
phlet:

We strongly recommend that
you have a competent attorne,
draw a will for you at once, and,
to make it very easy for you
to give your attorney the In-
formation he will need, we will
be glad to furni‘&h you with a
convenient blank, The First Step
in Making Your WilL."”

Any will appointing this Com-

pany executor and trustee may be
«leposited with us for safekeeping.

&
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Since its merger with the Merchants’ Bank the Bank of the Manhattan
Company is continuing the very excellent series of historical
advertisements which were begun by the former bank

free of charge. We will deliver
it at the proper time to the
Court for probating.

SOME PAMPHLETS ISSUED re-
cently by the Empire Trust
Company, of New York, are
worth the study of the bank
advertising man not only for
their typographical excellence
but for the advertising appeal
of their contents, Here are a
few of the titles: That Boy of
Yours; Tomorrow; Your 1'inal
Settlement; Division or Con-
servation; The Old Fashioned
Will; The Modern Will; Where
Are Your Securities; The Per-
sonal Trust.

‘THE STATEMENT roLDERS of the
Northwestern National Bank,
Minneapolis, have so much

artistic merit that they are
bound to win more than the
usual interest and attention ac-
corded literature of this sort.
The statement for May 4 is
printed on paper of the very
finest quality with a cover in
colors symbolic of the grain in-
dustry.

AbpverTISING MEN who have
been watching with much inter-
est the recent campaign of the
National Park Bank of New
York, will be pleased to learn
that the bank has issued in
booklet form reprints of "a
selected collection of recent ad-
vertisements. These advertise-
ments have been prepared with
a great deal of thought and care
not only in their wording but
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This Card Tells
The Story

| A Sure Way to Se'lve—

Union & Planters Bank
& Trust Company

rd

Advertising a pledge card to ‘encourage systematic saving. A written
pledge gives a semi-compulsory feature to the plan which is a big
incentive to those who won't save unless they have to

in their typographical arrange-
ment. They are well worth the
study of every financial adver-
tiser.

THe STATE oF Rhode Island
has recently passed an im-
portant new General Corpora-
tion Law and the Publicity De-
partment of the Industrial
Trust Co., Providence, has is-
sued copies of the law, with
an cxplanation of its more im-
portant provisions, by the
Chairman of the Commission on
Revision of the Corporation
laws of the State, A well made
and useful publication.

“THE FIRST BANK CHARTERED un-
der the National Bank Act,” is
all that appears on the first
fold of the statement folder of
the First National Bank of
Philadelphia. = This serves a
double purpose from an adver-
tising viewpoint. It impresses
on the reader the fact that this
bank was the first chartered
under the national bank act
and also when he first reads the

words on the outside of the
folder it arouses his curiosity
to open it up and see what
bank does hold charter No. 1.

AN EXCELLENT SERIES OF THRIFT
advertisements have recently
been published in pamphlet
form by the Continental and
Commercial Trust and Savings
Bank of Chicago. All of the
thrift lessons are illustrated by
homely examples taken from
the traits and habits of vari-
ous animals, In the collection
we find the squirrel, the crane,
the pigeon, the Eskimo dog, the
bear, the ostrich, the Shetland
pony, the camel, and the cow.

&
THE BUSINESS LETTER

THE 8SALES LITERATURE of one of
the big magazines contains some
good material regarding busi-
ness letters—-really a form of
advertising. Here is some of it:
“A poor business letter is
sometimes a mark of inability =
or inexperience, but more often

it's just plain laziness or indif-
ference. :

‘“A valaable hunch on the art
of letter writing in general is
containing in the following
memorandum from Bob War-
ner, on Sales Letters:

“We all sometimes lose faith
in letters. Often the results
fail to materialize as soon as
we’d like to have them. But
at this low ebb we’ll then come
across some proof of letter—
efficiency that revives our faith
—as I did to-day.

“This particular proof exists
in the Sales Manager’s office of
a big New England manufac-
turer. He, too, is a great be-
liever in letter writing. He’s
a believer, because he writes
letters to get business—and
then sits back to watch the
orders pile in.

“He showed mc a group of
letters which had brought in
nearly $225,000 worth of new
business in about three years—
at a total cost of $3,287.13.

“And mind you, this group,
consisting of several series, each
addressed to a single type of
prospect, was only one part of
his letter-writing campaign
which has produced results—
cash results.

“All his prospects, of course,
were big buyers. For example.
one series of three letters pro-
duced more than $60,000 worth
of new business from eight new
customers.

“This Sales Manager has his
own secret of successful letter
writing—a secret which he
shared with me. This is it:—

“‘Before I write a letter to
a group of prospects, I nose
around and find out all about
their business—and where my
product will apply. Then I
come back to my shop and write
a letter to them, talking about
their business.’”

&
SENSIBLE SAVINGS
SENTENCES
UNDER THE RATHER unusual and

interesting  headline, “Once
There Was a Man Who Tried
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to Lift Himself By His Boot-
straps,” The Citizens National
Bank of Baltimore, Md., recent-
ly published in the: local news-
papers this long advertisement:

After hours of strenuous
pulling he was still on the
ground, with his feet deeper
and deeper in the mire.

Certain  politicians, unbal-
anced agitators and grandstand
reformers are baiting their con-
stituents and followers with the
promise that they’re going to
legislate “wages up” and “liv-
ing costs down.” To legislate
the moon out of the sky would
be equally as easy.

One of the greatest business
analysts of the day sizes up the
whole situation when he says:
“The cost of living of all the
people was never out of balance
with the incomes of all the
people and never will be.”

Between August 1st, 1914,
and the present time the stock
of money in the United States
has increased approximately
one hundred per cent.

During the same period, the
wholesale prices of the forty
prime commodities which ab-
sorb fifty cents of every dollar
the public spends have increased
approximately one hundred per
cent.

The wages of 4,800,000 peo-
ple, including laborers—fore-
men—managers—and salesmen,
have increased a fraction over
ninety-five per cent.

On the first day of each
month for the past twenty-six
years the same relation has in-
variably existed—not in a
single instance have - these
figures varied five per cent. up
or down from the average of
the three.

It can be estimated almost to
a certainty that the introduc-
tion of a billion dollars of gold
into this country would auto-
matically cause a fifteen per
cent. increase in wages and a
fifteen per cent. increase in the
cost of commodities.

Two hundred and fifty mil-
lion dollars’ worth of gold, re-
cently shipped to Europe,

started prices downward—and
the - further shipments which
are "contemplated will have a
further tendency to lower
prices. .

The far-sighted wage-earner
and business man will make the
present condition react to his
advantage. First, he will stop
buying what he does not need.
Second, he will save money not
needed for essential purposes—
for every dollar he deposits to-
day will be worth considerably
more in purchasing power with-
in the next year or two.

&

" WHAT 1S LEGITIMATE

BANKING PUBLICITY?

At the New Orleans advertis-
ing convention James I. Clarke,
service department manager of
the National Bank of Com-
merce, answered this question
thus:

(1) Tt is legitimate pub-
licity to offer to the papers
news strictly of interest to
the banking and financial
community—such as the ap-
pointment of a new officer. It

verges on the illegitimate to
attempt to embellish such a

personal item beyond. its in-
irinsic value, In this cate-
gory also falls an announce-
ment of an increase in surplus
or capital, or other items of
a sim’lar nature. Basically,
items of this sort are news of
valjue and interest to the spe-
cific financial community.

(2) Articles and speeches by
officers or members of the
firm regarding technical as-
pects of their work valuable
to other practical workers in
finance and banking also con--
stitute a legitimate source of
publicity.

(3) Legitimate publicity for
a financial institution may
consist of material of inter-
est to w#pecific businesses or
trades, such as statistical
studies on textiles, metals or
other commnondities, particular
trade conditions, etc. This is
legitimate news as long as it
is informative and accurate.
It is not legitimate publicity
if it is merely a careless ar-
ray of figures sensationally
treated only to serve as a ve-
hicle for riding the name of
an institution into public no-
tice. Such items are bhoom-
erangs with infinite possibili-
ties for harm. Material of
this sort, to kave the requisite
germ of news value, should
deal with a phase of the sub-
ject of current interest and
importance to the particular
reader for whom f{t is in-
tended. For Instance, there
would be no justification for
putting - out a  statistical
article on the cultivation of
cotton in ancient Egypt; but
there is justification in put-
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America Gives—

MERICA gives to her
citizens more ad-
vantages than any

other nation:—

Equal opportunities for
advantages in business and.
national life.

Educational advantages
throu%h free public schools
and hbraries, both of which
‘had birth in this country.
An active participation in
government affairs

In return for these benetfits
—and others equally great
—which your American
citizenship gives, you are
asked today to Work more
—to Produce more.

As a result you will be
able to Earn more and to
Save more.

This is the only way n
which you can do your full
duty —it is the best way
to put your Amencanism
to work.

Fifty thousand patriotic Americans are doing
their duty to themsclves and to their country
by saving at “The Bank for Everybody™

GiR5 Savings sANK>

1838 SOUTH MAIN STREFT
SEOOND AND SPRING ST
BUNTINGTON FARE

Member Federal Reserve System

MOD STREET AND GRAND AVE
SLVENTH AT AND CENTRAL AVE
AVALON CATALINA I3LANU

One of a series of Americanization advertisements
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ting out an article on the
cultivation of cotton in Egypt
of today in relation to its
possible effect on the Ameri-
can foreign cotton market,
provided you have some new
and reliable information on
the subject.

(4) Legitimate publicity ma-
terial may be produced that
has general news value by
virtue of dealing with the
general business situation, or
with an economic study of
conditions affecting the gen-
eral run of people, as distin-

ished from a technical,
nancial discussion of interest
only to those engaiod in the
practical work of finance,
banking or trade.

REPUTATION

Reputation may be defined as
what people think of you. Con-
fidence of people comes from
your reputation—if your repu-
tation is right. You will get a
“reputation,” whether you ad-
vertise or not, if you are big
enough to deserve one. Why
not conscientiously try to mould
your reputation by informing
the people correctly, through
advertising, as to your standing,
services, methods, and so on, in-

stead of relying upon the vil-
lage gossip or some unfriendly
neighbor to make a reputation
for you? The mere fact that
you are not afraid to come out
into the open and talk frankly
about how you can be of service
will of itself help to establish a
favorable reputation for your
bank. Pedple will accept your
own estimate of your bank, as a
general rule. If you haven’t a
reputation, advertise and get
one.—Edwin Bird Wilson.

Six of a series of advertisements by the Scandinavian-American Bank of Tacoma, all of them devoted
to some particular feature of Tacoma's present prosperity






