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Page, A. W. (1928, June). Public Relations and Sales. Speech presented at the Bell
Telephone System’s General Commercial Conference.
Summary
Page reviews the company’s advertising program in detail. He highlights various
advertisements and discusses the messages they are trying to convey. He also explains
how as a monopoly, and the largest corporation in America at the time, AT&T should
operate as though it has competition and offer the public the best possible service at the
least possible cost. Page also discusses the need to change household perceptions of
phones and his desire to create more of a need for them in the minds of consumers.
Key topics
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PUBLIC RELATIONS AND SALES
The Bell System is a monopoly. Under Mr. Vail’s administration the public was
convinced that the telephone system ought to be a monopoly, and it has acquiesced in
that ever since. However, neither we nor anyone else has ever convinced the public that
monopolies are, per se, a good thing, and there is still a general suspicion of monopolies,
which puts us under a particular obligation to conduct ourselves even more carefully
than other industries. The public objections to monopoly are based upon two simple
beliefs; that monopolies are formed to take too much profit, and to do too little work.
The Dallas speech, which Mr. Gifford was going to talk to you about this morning,
is an answer to the first suspicion, which the public has of monopolies. As you know, the
fundamental idea in that speech is that the Bell System does not exact the last dollar
that the law would allow us to take. We voluntarily give up any money above that
necessary to continue to conduct the business and give the best possible service.
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The Dallas speech provides us with a philosophy which is so simple that all of the
personnel of the Bell System can understand it, and can use it to explain what the Bell
System is doing and why it does what it does.
It was particularly interesting at the Publicity and Personnel Conference to hear
the way in which the operators and linemen and other people had grasped the essentials
of this, and the vigor with which they explained it in the very homely comparisons which
occurred to them and which, I might say, very often were very much more effective than
the explanations that we had been using.
The other part of the public suspicion is that a monopoly doesn’t do enough work
for the money it gets. There is a good deal of reason for that.
For instance, I don’t know whether you are all familiar with the American
Tobacco Company history. It was built up to be one of the greatest companies of the
world. It had a reputation for being efficiently managed, just as we have, and it supplied
a very large part, probably 90 per cent of the cigarettes that were used in this country,
and it had formed the British-American Tobacco Company, which was rapidly getting
into the same position in foreign fields. It was hailed as a great evidence of American
achievement in big business.
Then the Government instituted a suit to dissolve this company, and business
circles said that was just the ordinary foolishness of governments.
The Government did break it up and divided it into three parts. About the same
time a fourth tobacco company appeared on the scene, the Reynolds Tobacco Company,
and these four started out to compete. In ten years time they had increased the sale of
cigarettes from 16,000,000 to 96,000,000 annually. In other words, the Government
was quite correct, and the business opinion was quite wrong, for the competitive
condition produced very much more rapid growth than the monopolistic condition.
I don’t believe that we are in the position that tobacco company, but it isn’t a bad
idea for us to realize that we have got to provide from within ourselves a motivating
force to keep us providing the public with the best possible service at the least possible
cost, which is forced on most other people by active and direct competition.
Of course, we have set up the laboratories and the general staff system to provide
material improvements, and they have provided improvements in materials and
methods, so that the progress in the telephone industry has been as marked as that in
any of the competitive industries.
But the desire to serve to the fullest extent usually accompanied by the visible
evidence of the desire to sell, and that is the particular thing, which the public will
recognize. They are accustomed to using that criterion.
If we are going to show that our monopoly is different, I think we must push our
wares exactly as if we had competition, for it is a characteristic of a monopoly to give
people what it thinks they ought to have, or what it is convenient to give them, and it is
characteristic of other businesses to give the public what it wants.
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The second attitude, I believe, is essential to good public relations, and I think it is
more fundamental to good public relations than anything that is within our control,
except the Dallas speech philosophy and, of course, as Mr. Gherardi pointed out, it is a
part of that.
As a matter of fact, when we were discussing the annual report from which Mr.
Gherardi read the sentence containing the words “adequate telephone service,” I tried a
couple of times to suggest a further sentence in that paragraph which would definitely
state our policy to be one of active and aggressive and positive selling. I wasn’t able to
phrase that in any way that wasn’t a public confession.
Now, I don’t mean that we haven’t pushed our services to a position where they
are comparable with the distribution of many other services and wares, but I don’t
believe that we have produced quite the effect which we have sometimes thought. For
instance, there was current in the printed matter of the American Company, the
statements that we had 60 per cent of the world’s telephone development, that various
towns in the United States had more telephones than China and Portugal and Spain, and
various self-congratulatory statements of that kind.
If you analyze those things, we have done pretty well, but we are not so
completely in the lead as they would lead you to believe.
For instance, if you take the telephone development per hundred population, it is
true that we stand very high. We have 15, against 7 for Germany and 9 for Denmark. On
the other hand, you have to recognize that the purchasing power of the United States is
infinitely greater than any of those places. If you check our distribution of telephone
service in proportion to the per capita national income, which would be perhaps not
accurate but at least somewhat nearer a fair statement than the other, you will find that
while in the United States 1.20 per cent of the per capita income is spent for telephone
service, in Sweden it is 2.06 per cent, and in Denmark 1.70 per cent. We are still
considerably ahead of Great Britain, and a little ahead of Germany, which is 1.17 per
cent.
In other words, we haven’t in that particular case made so remarkable an
advance as our original statement seemed to indicate. Moreover, while we spend a
higher proportion of our per capita wealth on telephones than the British, the British
Post Office has distributed telephone service to more people than the automobile
manufacturers have sold automobiles to, while in this country just the opposite is true.
In comparing the growth of the telephone services with other services in this
country in the last five years, the growth of population has been 6.5 per cent, the
increase in telephones 29 per cent, telegrams 16.8 per cent, letters (which is a
Government monopoly) 25 per cent—about 4 per cent lower than we are. Light and
power companies have increased their kilowatt-hour sales 81.2 per cent, and the gas
industry, which some time ago was a rather dying industry, have increased theirs 56.7
per cent. The railroads, which have not been particularly prosperous, have increased
theirs 27 per cent, which is 2 per cent lower than ours.
When you check our distribution in that way, it shows us that we have ample
room to go ahead and push our business, and we not only have ample room, but it is our
obligation, because, as Mr. Gherardi read, when the Bell System accepts its
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responsibilities for a nation-wide telephone service as a public trust, that means
adequate service for everybody, and the most that they can comfortably, conveniently,
and profitably use.
Of course, we can’t do this except at a profit. Other people in distributing their
wares, have been on a somewhat different basis than we can be. The automobile, of
course, has reached its present distribution because it fills a public need, but it is
doubtful if it would have reached anything like its present distribution if it had not been
sold in the extraordinarily aggressive manner, which has been employed. The
Automobile Merchants Association estimates that the automotive industry spent
$120,000,000 for advertising in 1927. The telephone industry spent about $3,500,000.
There were 225,000 salesmen engaged in selling automobiles, exclusive of the allied
lines such as tires and accessories. In other words, there were two-thirds as many
automobile salesmen as there are people in the whole Bell System.
The automobile people not only sold automobiles but they financed the campaign
which sold good roads to the country, and of course in a certain sense, the money spent
on good roads was the greatest subsidy any industry ever had—because it practically
amounts to a large part of the plant for automobile transportation.
The automobile industry went on the basis of high profits, high sales expense,
high pressure and high development, that is, they all did except Henry Ford. Most of his
career he let the others do the selling of the general idea, spend the money in advertising
and publicity, and he reaped where they sowed by offering the lowest-priced product.
Now, with us, as with Henry Ford, the cost of manufacture and selling in our
industry are as low as they can be and we give a low price to the public, but we haven’t
the advantage that Ford had of having somebody else to sell our idea for us.
The light and power, industry was also built up on a different basis of sales than
ours. The actual operating companies in the light and power business have not
advertised and sold their services on any very different basis than we have. In 1926,
210 operating companies reported spending six-tenths of 1 per cent for advertising.
That is just about what we did. However, other people have done a great deal of
advertising for them. The General Electric and· the Westinghouse and the radio
manufacturers, the electrical supply stores and every manufacturer of any appliance
that uses electricity, pushes the power company’s sales. General Motors spends more in
advertising its electric refrigerator, Frigidaire, in a year than the American Telephone
and Telegraph Company does altogether, and this advertising is only indicative of their
other selling efforts.
In both the motor and electrical industries, while standardization has gone far, it
has still left a great variety of products with which to make their appeal to the public. In
the telephone industry we have, in the public’s estimation anyway, fewer things to offer
and no one to help us offer them. Moreover, we have so small a margin of profit as to
preclude many of the methods used elsewhere, and added to that, it seems that in some
parts at our business, such as the exchange business, there isn’t the same profit in
increasing the business that there is in other lines of industry.
However, we have compensating advantages. The Bell System is entirely unique
in one respect. It is the largest corporation in America but it does a retail business. It has
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one employee for each $9,000 invested. The gas companies have one for every $25,000,
and so forth.
The contacts between the telephone employees and the customers they serve are
more frequent than in any other industry, and the nature of our business is such as to
make all these contacts important, not only from a public relations but from a possible
sales point of view.
In other words, we have ready-made for us our whole force as a possible selling
force. And when it is a selling force, it is automatically engaged in improving our public
relations.
In this connection, I would like to read a letter from a shovel manufacturer, which
has the point of view that I am trying to illustrate.
“Quite a few months ago, I was asked what is the relative importance of the sales
and manufacturing departments? It then developed that this question was asked
because the superintendent or the company had endeavored to determine the point. He
had created the issue because of a few decisions contrary to his recommendations
concerning certain matters of company policy.
“The question strikes me as being a foolish one. In my opinion, this thought should
not be allowed to exist in any form. The superintendent should have been promptly
answered to the effect that there isn’t any relative importance; we all belong to the sales
department. That is all we are in business for, to sell the product that we manufacture.
However, it is not necessary to have opposition or jealousy between departments in
order to develop a dangerous attitude. Indifference is just as harmful, and indifference
prevails in too many organizations. I refer, of course, to indifference as to what another
department is doing, and indifference to the part that any department plays in the whole
scheme.
“What becomes of a concern, the manufacturing department of which thinks that
its sole mission is to match wits with cost sheets, and that it has to answer only to the
superintendent, whose role in turn is entirely apart from any other in the plant. How can
an organization possibly be successful when the plant executives feel that whatever
happens after the product leaves the factory is the problem of the sales department?”
If everybody in the telephone business were trying to sell the services of the
company you wouldn’t have very much trouble with the public.
If every telephone company employee acted toward the public in every public
contact as if he were the owner of a small business and the person he was dealing with
were his best customer, nearly all the problems would be done. If occasions arose under
those circumstances when he would feel it was all right to say that there was a rule of
the company against doing what the man wanted, or if he wanted to tell the fellow to go
to the devil—if he would do it if he were in a small business and this was his best
customer, then probably it would be all right in the telephone business—but I think that
it happens more often in big corporations than that rule would warrant.
I was interested at the Operating Conference to hear Mr. Barnard say that he
believed that there was (I think he said) no one below the General Manager’s position in
a functional organization who could easily have an overall point of view of the business.
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Of course, if everybody was engaged in selling, at least on one point—really on two
points—that it, on sales and on public relations everybody would have an overall point of
view.
At that conference also, Mr. Gifford made a statement of his point of view in
deciding such matters. He said that he had made it a practice recently, whenever any
question came up as to whether we should do a certain thing or not, to cheek his answer
by the fact that if we had active competition from another telephone company, would we
do it? And, it is quite surprising to find out how many times you would do it under those
circumstances when you wouldn’t do it perhaps under others.
That doesn’t mean we have to go to the full extent of the kind of competitive
selling that is becoming more or less common in this country at present. The country has
a great overcapacity for production and there is great pressure in many lines of industry
to find greater outlets so that they can continue to produce at low cost. This has driven
some concerns to desperate, not to say absurd, methods of selling—really overselling—
and violent stimulation which have produced what many people call prosperity without
profit.
For instance, in a recent article in Harper’s, a man criticizing that state of mind,
quotes a paragraph from a story about Mr. Fred F. French, a nationally-known real
estate operator in New York, as follows:
“The best example for a sales talk is the life of Jesus Christ,” continued Mr.
French, with eyes alight with vim for the competitive fight. “He was the best salesman of
all times. He said, ‘knock and it shall be opened unto you.’ What He meant was ‘keep
knocking until the door is opened and if it isn’t opened pretty soon kick down the door.
That’s my philosophy, too.”1
Of course we are not in that position; we don’t have to do the absurdities, because
the manufacturing end of our business isn’t the place that controls. We begin with the
desire to serve the public in the best way we can and we work back from that. These
fellows who are talking in that language begin with the plant and with such and such a
capacity and work out from that. We are not under the need of over-stimulated methods
of selling, which in the long run do not produce the best results. We are more nearly like
these fellows that started to run from Los Angeles to New York the other day. If they had
started off and made the first hundred yards in 10 seconds they wouldn’t have been
much good for the rest of the way; they would have had to stop and lie down a while. As it
was they kept a continuous and steady progress.
The kind of sales that I think would do us the most good, not only from a
commercial point of view, but from the public relations point of view, is a continuous,
steady effort. I don’t mean by that any criticism of the week’s extension campaigns,
because they have a specific and limited objective, but they do not provide the same
result in the long run that it seems to me the Bell System ought to get—a continuous,
steady selling campaign, the idea of selling just as universal and continuous in the
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System as the idea of providing service. It would seem to me just as out of line to say that
we would sell for three or four months and then stop, as it would be to say we would give
good service for three or four months and then let it run down a while. It is an integral
part of our every-day business, and we will not get the public to believe that we are doing
our job unless it is continuous and constant and effective, because they instinctively
discount these “fits and starts” methods followed by lack of attention for long periods—
they know perfectly well which companies are working all the time, steadily and
effectively, and which are not.
In discussing how the publicity department could begin to help the commercial
department in such a selling campaign as Mr. Wilson has been advocating, the
discussion both at the Publicity and Personnel Conference and at the Operating
Conference seemed to center upon two things— toll, and convenience in the home. The
opportunities for toll selling you know better than I do, and I am not going to take much
of your time on that. But in the selling of convenience in the home, I believe the publicity
department ought to be able to help, and the first thing to do is to attack the inverted
public psychology, certainly in the public and to some extent in the Bell System, as to
what kind of telephone service people ought to have in their houses.
A friend of mine told me recently with great pride, about remodeling his house. He
told me a lot of things he was putting in, Frigidaire and all the rest of it, and I said,
“George, have you thought of making any arrangements for your telephone?” “No, I have
a telephone, and one in the kitchen.” Well,” I said, “Suppose you let somebody from the
New York Telephone Company come and talk to you about it and see if there isn’t
something more than that.” He said, “All right,” but it didn’t seem to impress him that
there were any other possibilities; he thought he had it all. Before Mr. McHugh’s people
got through with him, however, he had an intercommunicating system and about six
telephones. I don’t know how hard that job was to do, but anyway it was possible because
it was done. About a week later I ran into his brother who was also building a house, and
he said, “How it is that you take care of George and you don’t say anything to me about
these telephone affairs.”
I am quite certain that there are a great many people who are perfectly willing
and certainly perfectly capable of paying for telephone service who would immensely
enjoy the comforts of being able to have a telephone at hand in a comfortable chair
where they are reading, instead of jumping up and running to the coat closet or chasing
around to the pantry or some other place, but it hasn’t dawned on them that that can be
done. Part of the reason it hasn’t dawned on them is that we haven’t told them about it.
I had an indication soon after I came to the telephone company of that state of
mind inside the organization. I ran across an article for the Bell System Quarterly which
bothered me—I didn’t know for a while what was the matter with it—but this article went
on at great length to explain with pride how small an amount of American families’
incomes was spent for telephones. There isn’t another business you ever heard of that
would go out to prove that with a long array of statistics.
There has been also the point of view about not using the telephone for frivolous
conversation. That is about as commercial as if the automobile people should advertise,
“Please do not take this car out unless you are going on a serious errand.” You know, it
takes a long time to get an idea into the public mind, and an equally long time to get it out
again, and we are faced, I think, with the state of public consciousness that the telephone
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is a necessity and not to be trifled with, certainly in the home. Of course, in business
offices people have to use it, and not only that, but our commercial departments have
been very much better in working on them. We have a condition where we have a really
very fine development for business and a very inadequate development for the
convenience and comfort of people at home.
If you want to test that, all of you people who get your telephones at less than the
normal price check up and see what you have in your own houses and how comfortable it
is to telephone. We have tried it around “195” with results of which we are none too
proud.
Now in this effort which we are making in our small department to aid this
change in psychology we have an advertising program of which I would like to show you
some of the elements in the form of charts, which Mr. Cook has kindly prepared of the
work under his charge.
Figure 1 is a summary of the institutional advertising which the A. T. & T. has
always done. The object of it, of course, is to portray to the public our character, aims,
ambitions and ideals. Two examples of this are that in Mr. Vail’s day institutional
advertising was used as a means of convincing the public that a competitive system was
not possible and that you had to have a monopoly; and that we are now trying to use it to
explain the Dallas speech philosophy, to get the people in the United States to know the
character and object and aims of the Bell System. This is a preventive kind of publicity,
and to my mind exceedingly effective, because you can’t run around and put salve on
every sore that appears in the world. You have to find some way of correcting the thing
before it breaks out.

The amount of understanding of the Bell System, which has been evidenced from
time to time since the Dallas speech, is very gratifying.
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You will note from Figure 1 that there are 104 National magazines—that is pretty
nearly all of the reputable ones in that class that we can find. In these advertisements
you will see the repeated and varied descriptions of the Bell System organizations,
policies, aims, and ideals. They are run once a month, full-page in the standard size
magazines, and reach about 16,000,000 people, and it costs us about $300,000.
Figure 2 is a sample of these advertisements with which you are all familiar. We
are still running one month after another, this item in the advertising, “The American
Telephone & Telegraph Company accepts its responsibility for a nation-wide telephone
service as a public trust.” What we mean by that is explained in the text one month one
way and one month another way. This is similar to the idea employed last year in
quoting the statement from last year’s Annual Report: “The ideal and aim today of the
American Telephone and Telegraph Company and its Associated Companies is a
telephone service for the nation, free, so far as humanly possible, from imperfections,
errors or delays, and enabling at all times anyone anywhere to pick up a telephone and
talk to anyone else anywhere else, clearly, quickly and at a reasonable cost.” The theory
of repeating is that it is pretty hard to get a message to people unless you repeat it over
and over again, so we only have about four things a year to say and we say them over at
least three times; sometimes we only have three and say them over four times.
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Figure 3 is the list of magazines in which that copy is being used; it runs all the
way from the large circulations like the Saturday Evening Post, Literary Digest, Colliers,
Liberty and the American, down to various business magazines.

Adequate Service advertising indicated on Figure 4 is an experiment in a way. We
never did it before, and we are doing it at the end of this year really to get in practice, so
that when you people really start on a wide campaign of convenience and comfort in the
home, we can go along in some measure with you. Of course, our activity will be only a
cooperative activity. If we should go to every magazine of national circulation in which
such advertising would reasonably be proper, it still wouldn’t cover the country. It is a
matter the brunt of which has to be borne by your local newspaper publicity and
advertising.
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We have already in our hands one thing, which any other business would be
delighted to get, that is we have a list of our best customers. And while we are at that
point, I would like to show you a bill insert of the New Jersey Company, which is
pertinent to this, (Figure 5). On the cover there is a picture of the handset and
underneath it simply says, “Now available.” Inside there is a very simple very well
written little statement giving the facts as to what it will cost to have a handset.

Figure 6 shows the way sales were going on handsets. When the rate per month
was reduced you will note that sales increased, and when the bill insert went out the
sales increased rapidly. This illustrates that when you have something, which the public
wants, bill inserts are one of the most effective ways of telling subscribers about it, and
they are also inexpensive.

!
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This year we have spent $96,000 in the women’s magazines. We simply took the
same space that we had last year and changed it over into this comfort and convenience
advertising to see how it would go.
Figure 7 indicates the general character of these advertisements. They are run in
eight magazines as shown on Figure 8, and others are under consideration. These
magazines are concerned with residence building, furniture, and homemaking and are
all fairly high-class magazines going to an expensive clientele, and would be the ones in
which you would logically start campaigns for such outward and visible signs of an
inward and spiritual grace as are indicated by colored hand sets, and the new
intercommunicating systems and wiring plans, and all the items which are more or less
high-priced from the general point of view of what we have to sell. I should think,
considering the kind of things that other people advertise and sell through those
mediums, that they ought to be very effective.
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Farm advertising, Figure 9, is in another category. We used to print in the farm
papers our ideals and aims. When we went over that carefully, it occurred to us that that
might not be quite logical because a very great number of the farmers were not on the
Bell lines at all, and in the second place, the service that they received wouldn’t always
register with the service we were talking about for the public in general. So we have
adapted the advertising to something more nearly what they actually can expect.

As indicated by Figure 10, we are advertising now purely as sales advertising to
get the farmer to put in a telephone. Before that campaign could go very much further
and be much more effective, we are going to have to do something about the farm
telephone business itself. In that connection, it was interesting to me to see an
advertisement in “Printer’s Ink” which happened to turn up this week. It is a picture of a
farmhouse with a large telephone out in front, and is a colored and expensive
advertisement. Its caption reads: “Leadership. Where farm telephones and farm
property values prove buying power.” It has a four-page colored insert. It was put out by
“Successful Farming,” a magazine that has about a million circulation among farmers,
and it opens another whole opportunity for use, but not one that we are particularly
pushing at this minute.
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Figure 11 shows the farm papers that we are using.
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Figure 12 shows our Personnel advertising, which is really devoted to portraying
the advantages of employment by the Bell System, to men in college. Of course, the
circulations it goes to are rather small, but in its own field I think it is fairly important.
Figures 13 and 14 (page 12) are sample advertisements—you will note that some of
them are double spreads that have both the A.T. & T. and the Western Electric together.

Figure 15 (page 12) lists the magazines in which this advertising is used, which
pretty well cover the institutions from which we ever get any graduates.
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As shown by Figure 16 (page 13) we have the Bell Securities advertising, which
costs us about $50,000 a year and runs in the financial papers. A typical advertisement
is shown on Figure 17 (page 13). What it does is to make one statement to arrest
attention, and then gives certain fundamental financial facts about the Bell System and
suggests that they write for more. Figure 18 (page 13) lists the publications in which
these ads are placed.

!

Public Relations and Sales' 1
7'

!

These lists of magazines, taken all together, show that pretty nearly all classes,
and the best ones in every class of magazines that are published in the United States,
have some Bell System advertising in them. Figure 19 (page 14) covers the Juvenile
advertising. We have changed the advertising in the boys’ magazines from the policies,
ideals and aims, which I wasn’t sure they would understand, and put in more technical
matter. Figure 20 (page 14) is typical, giving an explanation of what the lineman does.
Carrier currents, phantom circuits, and all manner of technical subjects are described in
other copy.
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Figure 21 (page 14) National Business Directory advertising, is a new departure,
which you know about but which is not yet in operation. This is a plan for making the
classified directory a link between the manufacturer and his agent and the public. From
!"#

!

time to time now you see in the national advertising mediums and in the daily press an
automobile company or an oil company, or some other firm who print their entire list of
dealers. Of course, nobody keeps that list for reference, not any large number of people
can use it the particular day it appears, and it is really a waste of money. It is not
effective advertising. But what it is, is a sop from the manufacturers to the dealers to
encourage them and make them think they are being backed up, but it isn’t an effective
method.

The plan we had was to get these people to put in their advertising, in place of that
list of dealers, the statement that you can find your nearest dealer in the Classified
Telephone Directory, so that you would have an instant place to find the dealer for
anything that you saw nationally-advertised. If you read an advertisement in the
Saturday Evening Post and wanted to purchase the product advertised and didn’t know
where to purchase it, all you would have to do is to go to the Classified Directory and look
under the title of that product and you would find every dealer in your town listed there.
That is real service to the distribution system of American business, and
therefore to the public and we are endeavoring to launch this matter from the publicity
side with advertising in the Saturday Evening Post, which reaches not only the
manufacturers but most dealers. It has become a dealer trade paper as far as advertising
is concerned, and of course, reaches the public also. And then we plan to place
advertising in the trade publications, and to use booklets, folders and inserts, to reach all
of the possible manufacturers who would advertise. Even with this, it won’t be effective
unless the advertising, which the Associated Companies have always done, about the
directory is continued and includes this new feature, because it will only be effective if all
of the dealers in a local area come in.
Figures 22 (page 15), 23 (page 16) and 24 (page 17) show the kind of advertising
that we are discussing. We haven’t any finally settled plan, but this is the kind that we
are discussing at present. Figure 22 is supposed to be for the Saturday Evening Post,
Figure 23 is a suggestion for Associated Company newspaper advertising, and Figure 24
is a two-page ad, for publications such as Printer’s Ink. As shown on Figure 21, we plan
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to spend about $100,000 on the initiation of that campaign. That doesn’t include what
we may keep on doing afterwards. We don’t know what that would be, but when we go,
we start off on that basis.
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Figure 25 (page 17) covers the Transatlantic Steamship advertising for the
transatlantic business, which is a small matter. It goes in all of the papers that are
published daily on the liners going and coming across the ocean. Figure 26 (page 17) is a
typical advertisement.
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Figure 27 (page 19) refers to Long Distance advertising, which of course, as far as
the public is concerned, is exactly the same thing as the toll business, which is one of the
main items of our discussion. We spend $328,000 in 100 magazines, the larger ones
being the Saturday Evening Post, Literary Digest, Collier’s Magazine, Liberty, American,
and then the trade journals. Figure 28 (page 18) shows a typical advertisement of this
series, and Figure 29 (page 19) the magazines in which they appear.
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Figure 30 (page 19) shows a summary of the whole plan. There are 446
publications used once a month or oftener, in varying sizes, but in the important
advertisements full pages, regardless of the size of the magazine. It reaches about
44,000,000 people and costs us about $1,000,000 to do it.
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Advertising, of course, is only a small assistance in this business of selling. It does
give you an opportunity, for instance, in connection with items such as colored handsets,
to make a much greater public impression than the actual number of sales would
indicate.
Most of the time the public is willing to pay for what it wants, and where it is
willing to pay for it and where it won’t hurt the service, we can certainly benefit our
public relations and our business by going out of our way to attend to these things.
Advertising, of course, won’t sell anything by itself. It is an aid to selling and that
is all, and there is no use in advertising when there isn’t any selling going on. It reminds
me a little bit of the old slogan of the Eastman Company. They said, “You push the
button, we do the rest.” Now the Publicity Department does about as much as push the
button, and you do the rest. We are perfectly willing to start pushing the button, but
there isn’t any use in doing that except on a comprehensive basis in which both the
button-pushing, which is the advertising, and the real work behind it is going on
continuously, actively, and nationally all the time.
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