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Praface

This theais aims to explore the field and study the problems of
marketing postage stamps from stamp lssuing govermments to the actual

final stamp collector and all marketing specialists between the two.

With one or two exceptions, little has been published in recent
years to further the skills and techniques of successful stamp marketing.
The large firms are successful becauss they apply modern marketing ideas
to their business, The majority of stamp deslers are either one man
operations or even part-time operators with little idea of how succese-
ful merchandising in other fields can be applied to marketing etamps,

It is to this group that this paper is dadicated,

Various books and pamphlets which have been published on the
subject of stamp dealing since the turn of the century, the trade
journale of the Unitad States and Great Britain, a few non-philatelic
books, the stamp collectoras' publications, and mail questionnaires
and perasonal interviews of stamp dealars and postal administrators of

various countries have been the sources consultad,

Organizational featurss and operations of the more succesaful
firme have been studiad. All data has been compiled, consolidated,
and analyred ghowing the best marketing techniques for poatage stampa
for collectoxs in the opinion of this writer bssed on his resesrches

over a two year period.
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Chapter I

Introduction

Nistory of Stamp Marketing

In 1340 Sir Rowland Hill of Great Britain invented the first
adhesive postage stamp for the prepayment of mail. Prior to this time
mail was either paid for in cash with the poatmaster inscribing the
work "PAID" and his initials or name on the envelope or employing some
type of stamping device to serve the same purpose. Other mail was
sent unpaid to be paid by addressee when delivered. The meny ghuses
of thie system whereby moch mail made two trips and was never paid for,

prompted the adoption of Hill's adhesive postage stamp in May, 1840.

In relatively short time other countries took hold of the idas
and by 1830 almost every country and colonial possession in the world

had pestage staﬁps.l

1t wasn't long after the issuance of postage stamps, that
collectors in a somewhat crude approach to the hobby appeared on the
scene. In the 1840's a fashicnable young london lady advertised in a
newspaper to obtain as many uged copies of the new postage stamps as

possible with the idea of decorating her boudoir in wallpaper fashion.

More serious collectors followed, and with them came philatelic

societlies and stamp merchants all over the globe.

13idnay R. Esten, "First Stamp Issues from 1340 to 188(
Topical Time, V, Bo.2 (March-April, 19534}, 62-65,



Societies ware established to provida local meetings for
adherents of this hobby of collecting bits of postal paper. Trading
was, and atill is, one of the prime purposes behind such societies.
Collectors bring their duplicates to these meetings and trade by means
of barter, either stamp for stamp as it was in the beginning or om the

basis of an established catalog value.

As yaars went by some enthusiastic collectors organized national
stamp societies which have come to encompass thousands of stamp collectors
in every state, territory snd foreign countries. These larger organ-
izations offer greater opportunities for trading with collectors at
greater distances enabling collectors to incresse the size of their

collectors more than that possible by local trading.

These organizsations established Sales and Exchange departments
whereby members might purchase amall booklets with 100 empty spaces for
mounting postage stamps for sale. Above and below the collactor fills
in information such as Scott's Standard Postage Stamp Catalogue number,
Scott's price and net price., He in turn can request books on his col-
lecting interests from the Sales Department which were preparad by other
members., For this service the Sales Department manager receives a com-
mission of beatween 12%% and 15%. Exhibit A, page 3 shows & Sales Book

of the American Topical Assoclation,

If a mewber collector wishes to trade independent of the depart-
ment, he can make personal contacts with other members and arrange his

own barter of stamps by mail.



SALES DEPARTMENT
American Topical Association

Book No Net Book Value §

Topical Contents S

Owmer _ Owner's Book No._

Sales Dept.

Manager

Noute Rulezs and Regulations befure mounting or retnoving stamps frem this hook.,  This book must
net be used for any other purpose thaa inounting stamps for circuglation o the Sales Department
of this Association.

Bxhibit A

gales Book of the American Topical Asseocilation



Collectors now had opportunities to obtgin stamps from col-
lectors locally, nationally, and to a more limited extent internatiopal-
ly; but there was 9till something lacking. Barter was somstimes an
awlward means of exchanging. A new element was needed on the stamp col-
lecting horizom--the professional stamp dealar selling for money to col-

lectors, either ag a full time business or a part time operation.

Soon after trading among collectors began some of them sccumu-
lated more stampg than they could dispose of through normal chamnnels of
trading, so they tried to reach more c¢ollectors to dispose of these
stamps. If the collector hclding many duplicates already had all of
the stamps offered by the other fn his collection, he would ask for
cash for hig stamps., He was then on his way to becoming either a part

time or £all time stamp dealer.

As the number of collectors grew and grew with tha years, so
did the number of stamp deslers, so that now tha leading stamp trade

journal, The Stamp Wholesaler reaches close to 7,000 full or part time

dealars in the United States alone.

One of the very early stamp dealers should naturally have begun
in Englend, the birthplace of the postage stamp and the center of world
trade at the time, He was Stanley Gibbons who began dealing in postage
stamps in London as early as 1856, just sixtean years after the issuance

of the first stamp of the world,
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Today Stanley Gibbons Lid., established for 1C2 years, is one
of the foramost stamp dealers and album and catalog publishevs in the
world., This writer had the opportunity to visit their four story
premigses in London and Interviewed several of the principle members of

the firm in 1957.1

Scope of the Industry

Yew stamp organizations own their own buildings, though there
are exceptions such as the Gibbons organization and Ernst Muller of
Basel, 8Switzerland which has just erected a magnificent new center

which includes a hotel for his out of city cuetomers.

Seven Beas Stawmps, an international stamp firm in Australia,
built in 1957 a bullding with 70 foot frontage exclusively devoted to
its stamp dealing activities, Two of tha unusual special features of
the new equipment in the building are a stamp mounting hinge machine
which produces 4000 stamp Linges per minute in a special air conditioned
room to prevent the special hinge paper from either becoming overly

meist and sticky or over dry and brittle and a special heat-sealing

llnterview with James Watson, Stanley Gibbons, Ltd., London,
August 27, 1957.

Charles J. Phillips, Fifty Years of Philately (london: Stanley
Gibbons Co., 1906).

(James Watson), The Stanley Gibbons Centengry, 1856-1956
(London: Stanley Gibbons, Ltd,, 1956).
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machine for closing stamp packets as quickly as 1000 per hour, The firm
has two thousand mail order clients in the Uniied States alone and dis-

tributes to many more customers in Australia.l

In the United States, however, most dealers rent their premises
in office buildings on upper floors or occasionally in street floor
locations, The giant of American stamp firms {s H, B. Harris & Co. of
Boston founded within the past 40 years., The Harrie Company occupies
one and one-half floors of the Transit bullding as well as arother
building in New Hampshire for the assembly of assorted packages of
stamps called packets in the trade. The Harris organization employs
an amazing total of over 250 employees which is trempudous in tlhe

& t amp business, 2

Other large organizations occupying large officee are the
guction houses of New York, London and elgewhere.

Stamp centers have been bullt up in London, Paris, Vienna and
New York, London still claims to be the leader of the world, though
New Yorkers prefer to feel that their Nassau Btreet is the stamp

marketing center of the world,

1"Largest (Philatelic) Building South of Bquator,” Stamp News
(Australia), IV, No, 8 (August 1, 1957), 4.

2ugogton’s Pabulous Stamp Man," Coronet(August, 1955), 36«38,

"The 'Stamp Man' ¥rom Boston," Stsmp News{Augtralia), III,
No. 5 (May 1, 1936), 4.

H, B, Harris, 4, B. Barris at Your Service (Boston: H. R.
Harris & Co.,1947).




On Nassau Street in lower Manhatten Just off Wall Street and
near the Battery, one can £ind literally millions of stamps and about
one hundred stamp retailers and wholesalers including nearly a dozen

street floor shops.

One building of about ten stories called the Stamp Center at
116 Nassau Street contains nothing but stamp dealers on every floor

and in every cffica.

In midtown Manhattan is cthe Minkus organization which has made
tremendous growth {n its brief 27 years existenca, Starting ap a
single stamp sales counter in Gimbels New York Clty store 27 years ago,
Jacques Minkus has established 14 such stamp depariments in leading
department stores from coast to coast; published a complete line of
stamp albume distributed not gnly through the usual stamp trade and
Minkus' own departments, but through the book selling trade via the
Grossat &% Dunlap organization; established a stamp distributing
organization for the governments of lsrael and Switzerland; and pub-
lished the first new world wide stamp catalog published in America

since the turn of the century.

Grosset & Dunlagp sold $1,000,000 worth of philatelic albums,
books, and gupplies through book store outlets alone during 1955.1

This does not inciude sales of similay material through stamp dealers

lyacques Minkus, How to Increase Profits with Stsmp Albums and
Qutfits (New York: Minkus Publications, Inc,, no date), p.l.
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and representz only one line, those issued by Minkus Publications, Inc,

The Minkus organization, which starfed as a one man business twenty-

five years ago, now has a payroll of half a million dcllara.l

The standard catalog in America is Scott's Standard Postage
Stamp Catalog which in 2000 pages chronicles all the stamps from
hundreds of stamp issuing entitles from 1340 to date. The huge volume

appeare annually and is supplemented monthly in the Scott's Monthly

Journal,

The backbone of the stamp trade is the one man operator working
from his home or from a small office with perhaps one or two clerks
frequently membexs of his immediate family. There ere literzlly
thousands of them in America alone catering to an estimated one million

to ten million collectors in the United States.

Limited capital is needed to start & etamp businens. It does
not have te be started in a big way. All early receipts can be used
to increase the capital investment if it ie g part-time business and

the owner is earning a living from another occupation,?

Every city of 50,000 to 100,00C population and over supports

at least one or two full time operstors with offices or small ghops,

Lipayroll of Half a Million Doilars," Stamp News (Australia),
1v, No. 1 {January 1, 1957}, 6.

2Thorn Smith, How to be a Stamp Dealer (Holton, Kansas: Gossip
Printery, no date), p. 2.
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Milwauvkee, which 1is considered as supporting less stamp dealers then
most cities of its size, still has listings of five fu¥l time stamp
dealers in the talephone book yellow section in addition to -the Minkus

stamp department at Gimbels {downtown) Department Store.

The American Stamp Dealers Asscciation

The trade 1s supported by an organization of nearly 0G0
leading dealers called the American Stamp Dealers Association with

headquarters at 116 Nassau Street, New York City.

The organization limits membership to adult dealers with at
least one year of full time experience or part-time dealing of at lasst
twoe years. Applicants for membership are required to furnish philatelic
and commercial references and to subscribe to the A.5.D.A. code of

ethics.

This code binds the member to: furnish sound philatelic advice
to his clients; buy stamps from the public at fair prices; sell stamps
to collectors at reasonable prices; refrain from misleading or deroga-
tory advertising; refrain from handling counterfeit, mltered, or rea-
paired stampe; and assist government authorities in the prosecution

of violators of the law in philatelic matters.

In their relations with other dealers, A.S5.D.A., membars agree
to refrain from adverge criticism of other members or their werchandise;

racognize snd respect contracts and obligations; exchange credit infor-



0 T RRTTTRT TR RE TR e

10,

mation when requested by fellow members; avoid false statements or mis-

vepresentation in relations with competitors; and generally to co-operate

for the betterment of the indvstry and the hobby,

The A.9,D.A. contirually promotes ite triangular symbol and
encourages collectors to deal only with ite members who subscvibe to
its code of ethics, Annually it sponsore the National Prstage Stamp
Show in New York City which draws about 65,000 collectors in a three
day duration. Sfimilar smaller shows are promoted across the country by
4,5.D.,A. Chapters. At these events dealers rent booths or tables to

display and sell their wares Lo collectors.

The American Stamp Dealers Association 18 not a perfect trade
association; it is as nearly perfect as its members make it, Like most
trade assoclations, it suffers from less-than-enthuelastic support from
the stamp trade in general. There gre, of coursa, & great many more

than a thousand stawp dealers who are eligible for membership.l

The Stamp Collecltors Socigties

The groups looking after the interests of the many diverse
type of stamp collectors are legion., 1In sddition to hundreds of local
clubg, there are well over one hundred national clubs most of which

cater to distinct collecting phases such as the Cover Collectors

Lucius Jackson, Stamp Dealing for Pleasure and Profit
{Burlington, Vermont: Lucius Jackson, 1955), p. 139,
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Circuit Club, The Essay-Proof Society, and tha Germany Philatrelic

Society.

One of the newest and yet the largest of the stamp collectors'
specialist societfes is the American Topical Association with close to
5000 members in the forty-eight states, the tervitoriee, and forty other
countriesa, This group unlike the others provides information on topical
subjects on stamps such as art, religion, history, transportation, etc,
Over 260 distinct fields of human activity as depicted on stamps are
collected by members, Similar to other large groups the ATA provides
& magazine for its members, publishes specialized handbooks to guide
members, holds sn annual exhibition of stamps along with its convention
in various parte of the country, manages a sales department, an Infor-
mation and Translation service, and otherwise aids the collecting

activities of its members.

The two larger groups than ATA are general collectors' societles
which include many types of collectors of diverse types of philatelic
material mainly by country rsather than by topic arrangement. Thay are
the American Philatelic Society, established in 1886, with 12,000
members and the Society of Philatelic Americans, establishad in 1394,

with 5,500 members.l
Publications

To complete the study of the scope of the industry, we look at

l1bid., 140.
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the publications supported by collectors and dealers., There is one

major stamp trade journal, The Stamp Wholessler, reaching about 7000

dealers 21 rimes a year. A newcomer, The Stamp Dealer, has a somewhat

smallier following.

The collectora' publications are more legion than the collece-
tors' sotieties. Collectors support 8ix week stamp magazines or news-
papers with a combined circulation of about 150,000. In addition
there are many small monthlies usually published by the various
societies, A complete study of these publications will be made

later in this paper when a stamp dealer's advertising is considered,

Personal Ngatura of the Business

Degpite the possibilities of expanding an operation to employ
hundreds of employees, the fact remains that selling stamps is a very

personal business whather it is conducted by mail or over the counter,

Stamp collectors endeavoring to complete certain country or
topical collactions submit their want lists to deslers, who must givs
mich personal attention to locating thase item# in order to satisfy
the customer. Many dealers keep such lists on hand and as new stamps

dre acquired of the type desirved by his client he sends them out.

Unlike other businesses many stamps cannct be obtained divact

from manufacturers (the issuing governments) or through wholesalars,
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but must be obtained by purchase of existing collections. 4 great deal
of personal effort and expert knowledge must be exercised both by the
dealer when he buys such a collection and when he classifies all the
stamps for re~sale. Minor variations in a stamp’e production such

as perforations or watermark in the paper can cause the value of a
stamp to fluctuate many hundreds of dollars and in some cases

thousands.

Most current stamps can be obtained directly from the countries
of issuance or if the dealer is small and cannot afford to make diverse
foreign contacts, through a wholesaler. Wholesalers also supply older
stamps except the rarer ones which are only found in auction sales of

collections,
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Chapter Il

The Marketing Agzencies in the Fleld of Stamp Dealing

There are many diverse forms of distribution of stamps ex-
cluding pure barter or trading among collectora., Roughly the stamp
field follows the same channels as do other products: manufacturer
{the stamp issulng government), wholesalers, and retailers with some
comnission agents in betwaeen the stmmp ilssuing entity and the whole-

salers at times.

There are several different types of retsiling establishments,
the mail order predominating and followed by over-the-counter busi-
neas. Mall order business employs a digtinct wmesns of distribution

known as “approvals' which will be described later.

Uniike the distribution of most other products, auction
service is one means of selling stawps that is particularly weil

adopted to the higher priced items.

Government Agencies

Many countries have official government philatelic agencies
which sell current stamps to collectors and dealers directly or in some
cates to just dealers only., The degree of service varies with coune
tries. Some offer very efficient complete service and others offer

one,

The United States Philatellic Agency is one of the best. It



offers current regular ordinary stamps in &ll denominations as well as
almost every commemorative or special iseue which has appeared in the
past two years, Stamps arve supplied in best centering available and
selected to please collectors. Thevre is no minimum order. A flat
registration charge of fifty cents regardless of value is optional,
though all patrons must pay a service fee which includes postage of
Just five cents to seventy-five cents depending on the size of the

order. See Exhibit B, Philatelic Agency Sales Sheet on page 16,

Wegtarn European countries have developed extremely fine
philatelic agencias where collectors can obtain new issues against
an advance depoait autometically without ordering each ltem g it
appears., They also issue price lists of various stamps available at
face value plus poastage, registration, and sometimes a small handling
fee. These poatal administrations do a wonderful job of promoting
their new issues with colored brochures advertising them and photo-
graphs with news releases in English to all of the stamp magazines.
It naturally follows that those countries which do the best job of pro-
viding information about their issues and make ordering easy receive the
greater intarest of collectors than those countries which do not offer

any service.l

ISalel sheets and instructions for ordering stamps issued by
various governments such as The Netherlande, Germany, Austria, Luxem-
bourg, and $witzerland,
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U.S, Post Office negathelic Agency Sales Sheet 16.
FOST OFFICE DEPARTMENT This:space for use of Philatelic Sales Agency only
ORDER FOR STAMPED PAPER ON SALE AT PHILATELIC SALES AGENCY
F.A. LIST 347 MARCH 17, 1758
{Seo Instructiona ot rerergs)
SUANTITY I_ ITEM II YaluUJE QUANTITY ITEM vYaLug
COMMEMORATIVE | AIR MAIL
8¢ blue Rotary Internat. 1938 5¢ blue 1947]
| 3¢ blue Atoms for Peace "l 15¢ green "
3¢ blue B. T. Washington 1954 0¢ black "
3¢ green Food L Drug "] 8¢ redve 1949
3¢ brown Wheatland -] B80¢ purple 198
3¢ blue Labor Day "f 4¢ bluess 195
3¢ blk.-orange X Aml1  * ORDINARY 1SSUE 19394«
3¢ pur, Devils Tower - 7¢" weple Jackaon
3¢ green King Salmon - ©¢ pink We, H. Rarrison
N 3¢ blue Children‘'s " 10¢ salmon Tyler
L 3¢ red Alex. Aamilton 1957 15¢ gray Buchanan,
- 3¢ purple Polio M j20¢ green Garfield
3¢ blue Coast & Geodetic "l 25¢ purgundy McKinley
| 3¢ pur. Architects " MIGRATORY BIRD HUNTING
3¢ blue Steel Industry ” 32 blue 195556
! 3¢ river agqua Janmestown " $2 hlack 105857
[ ]3¢ blue oriahoms " $2 green 1957558
- " 3¢ marcon Teachers " CERTIFIED MAIL
’T 1 4¢ red,wh., ¢ b1, U.S,Flag ! 15¢ red 195
| 8¢ blue U.5, Alr Forae i SPECIAL DELIVERY
| 3¢ pur. Shipbuildings " 20¢ Dlue 193
| |8 Ted,bl.kocher Magsaysay®*s¥ 30¢ maroon 1857
3¢ maroon Lafayette ", SPECIAL HANDLING
3¢ bl.gr.tyell, ¥h, Crane " 10¢ green 1928
3¢ blk. Flushing Remon- " 15¢ gresn b
S I etrance 20¢ green "
. 1 3¢ preen Horticulture 1058 ROTARY PRESS SIDEWISE COILS
l LIBERTY SERJES 1f154-58%% 13¢ brown M. Washington 1630
| 3¢ orange Franklin 5¢ blue Nooroe "
__11¢ green Washington 6¢ orange J. Q. Adems "]
13¢ brown Mt. Vernon 3¢ green Weshingtonm 1954
2¢ red Jafferaon 2¢ red Jefferson "
. 3¢ purple Liberty 3¢ purple Liberty il
L 4¢ lavendsr Lincoln ROTARY PRESS ENDNISE COILS
3¢ blue Eonroe 1¢ green Washington 1939
ﬂ_¢ ¥ed Theo, Roossvelt 3¢ purple Jafferwon " ok
7¢ maroon Woodrow Wilson | 8¢ red Alr Mail 1849
B¢ blue & red Liberty 1054] POSTAGE DUE - ISSUE 1830
8¢ blue & Ted Liberty {Giori) 1 i¢ red
available 3/24/58 [ ¢
50 red Alemo | ¢ v
j0¢ red Independence Hall 3¢ L
20¢ blue Menticello S " . B
N0¢ gray Robert E, Lew i lo¢ "
| 40¢ brown John Maraball soe SN S —
50¢ purple Susan B, Anthomy so¢ i
$1 purple Patrick Hemry ; . 3 - ;
$5 black Alsx. Hamiltom L | ]
| INTERNATIONAL POSTAL CARDS
4¢ single 1038

B¢ reply {(double)

"

T

1

* Printed in sheets of 70

**Printad in shuets of 100
Pattage stamps net indicated by asterisks are printed in shuets of 50

¥ Pointwd in shuets of 48

|

TOTAL VALUE OF |
STAMPS OROERED  [*
L

[NAME (Type of prini)

STREET ADDRESK

L

[CIT¥-ZonE sTATE

L

[SEND ORDERS TO:

PHILATELIC SALES

AGENCY

PFOST OFFICE DEPT.
; WASHINGTON 25, D. C.

#Foatage & handling charges:

®Raglairation

GRAND TOTAL

* Saa paragraph J on roversa

POD Farm 3300

Alinr raceipt of the [ilsd order any

et be

accompanisd by the ariginal order

ralating

‘O var)

POD, WASK,, 0. C.
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In Iron Curtain countvies, the official distvibutiorn of both
old and new stamps ig done through a government agency and there are no
stamp dealera in existence, They prepare stamps cancelled to order
and sell them to dealers around the globe. Despite their aggressiva
promotion these ispues are not favored in this country because of
some of the unethical practices conducted by these countries such as
cancelling to order., Most collectors praefer to have cancelled stamps
that have actually gone through the wail and buy only unused {mint)

gtamps from government agencies.

It is amazlng to note that Great Britain, the birthplace of the
postage stamp, does not heve a philatelic agency for the sale of its
current stamps to collectors and dealers, W¥urther Brirish stamps are
the most uninepired issves of the world and not very popular with col-

lectors outside of the United Kingdom.

Despite the unattractiveness of British stamps, its colonial
issuss are some of the most colorful and beautifully engraved., Despite
Britain'’s loss of much of Lits empire during the past twelve vears, it
still boayts over sixty colonles all of which issue stamps mostly for
sale to collectors as most of these possessions are remote island out-
posts such as the Falklandl and Pitcairn Islands? which have little

use for postage stamps.

Lrrevor Marshall, "Mall Day in the Falkland Islands," Stamp
Collecting (London), (January 17, 1958), 577.

21.uis Marden, "I Pound the Bones of the Bounty," National
Geographic Magazine, CXII, No. 6 (December, 1957), 770.
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The Crown Agents for the Colonies and Overseas Adminisirations
offers a service to British and Avesican dealers only if such dealer
is placed upon an approved epecial list, A fee of 10/- or $1.40C is5
placed on each order from each colony, so deelers wmigt place extremely
large orders in order to make a savings over the price they can obtain
the material from a wholesaler. If all 60 colonies were purchased,

the fees would be close to $10C plus shipping chxrges.l

Some countries without any philatelic sgevcy like many of tha
Middle East countries and some Latin Americen countries are either
ignorant of the possibilities or feel that their local dealerrs and
wholesalers should have the privilage of making & prefit on their
stamps., BSome countries like Prance and colonies offer only a limited
philatelic service up tc 10,000 Francs (about $23,0C), which eliminates

most orders from foreign dealers and wholesalers.?

In cases where foreigners cannot buy direct from the government
by msil or can only to limited dollar amounts, American wholesalers and
dealers must buy their needs of new and current issues from foreign
wholesalers or commission men who obtain the starmps at the post office
and supply them at commissions of 3% or 10% over face value plus

shipping charges, Fu- :xasmple an ggent in Paris can purchase French

lgales sheet and infermation sheet of the Crown Agents, London.

25alen sheet of Agenca Comptable des Timbres-poste D'outre-mer
(French colonial philatelic agency), Paris.
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colonial stamps at the Agence Oomptable des Timbres-poste D'Quire-mer
at small fractioms of a cent a piece Jor the low valuee and ship o

American dealers at a small comission.l

Wholesglers

To meaet the need of dealers desiring to obtaln new and cld
igsues in quantity, oumerous wholesalers operate ln many countries
selling to American deplers. Even with this wholesale service, few
dealers are large enocugh or buy in large esnough quantities to cope
with the costs and problems of foreign exchange, so there are estab-
lished several hundred wholesalers here in the United Statds to cater
to the needs of the average dealer. The center for these merchants

is again New York Qity as it 1s with retail dealers,

American wholesalexrs obtain their new stamps from government
agencies or from commission men in the countries of issuance. Thay
purchase older etamps from foreign wholesalers, other American whole-
salers that may be overlsaded with certain items, or from dealers with

excasgsive stocks.

These wholesalers publish price liats of their stock and circu-
late these to deala:s 27 well as advertising in the two trade maga-

zines, The Stamp Wholesalar and The Stemp Desler.

A, W, Bullard, How to Mske Momey in the Stemp Business (No
city given: A. W, Bullard, no date), p. 5.
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To become a wholesaler reguires a large cap’tal of at least
850,000 as quantities of each isgie are porzhased ir the tens of thou-
sands and up and sold to dealers 1n quantities genarally of ten and
one hundred of each stamp, A knowledge of the functioning of foreign
trade is necessary as well as skill in manipulating currency exchanges,
Skilled buyers obtain material at the best availasble rate of exchange,

which may vary with the source.

For example, it {s less expensive buying the new stamps of
France from a commission man in Paris including his 3% commission than
it is buying direct from the Receivenr Principe des P.T.T. (bead post
office), Paris as the commission man can take "frae rate" francs which
cost a wholesgler 450 francs per dollar in New York whereas the govern~
ment will accept francs obtained only at the official rate of exchange
of 420 f£ranecs per dollar, This is a perfectly legal transaction as
there are no limitations Imposed on currency trading in the United

tates,

There is less competition in the wholesale field than in the
vetail business because wholepaling takes a larger capital. There is
a lack of a wholesaler with sufficient capital, well arrvanged stock,

. . 1
and a pense of respr:-'hilliy.-~

There are several types of wholesslers, Any one may be a come

biration of sevaral types or Juet specialize in one of the facits.

1alvin Jamas Fairbrook, How to Bscome a Succaseful Stamp Dealer
{Portland, Meine: Alvin James Fairbrook, 1948}, p. 37.
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Wholesale in United States Stamps

Few wholesalers specialize solely in the stamps of the United
States., This is dve to the limited number of U.S5. stamps avallable in
wholesale quantitles. It is very difficult to build up U.S. nineteenth
century issues in wheolesale quantities., Mos: daaiers combine U,S,
wholesale business witih vetail business., For twencieth century stamps
there ara some specialized wholesalers, but not enough to £ill all
dealers' want lisrs ac wholiesale prices. This a wide ocpen field for
someona who is financialiy able to stock U,5. on a large scale at

wholesale prices.1

Ona of the bast ways to obtain lightly cancelled used United
Gtates stamps in quantily is through vrganizing and operating a HMail
Control. A mail control is besi described g8 any means whereby the
comnon values of postage, normally used regularly iun quantity, are sub-
scituced with stamps of philateiic vaiue.? Such controlled mail eitu-
ations can be set up with insurance ccwpanies, baanks, brokerage
companies, and law firms., The operater of the wail control pays the
company a percentage of the face value of the used stamps delivered to
the operator, usually 20%, as an incentive to firm in lowering their

postage b111.3 A mail control must be controlled at both ends, the

libid, p. 39.

¢, H. Laveridge, How to Locare and Operate a Contrvoiled Mail
(New York: Charles H. Leveridge, 1957), p. 4.

a

_I_b_i:..d_: P 15" 16-
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office where the mail is sent from and the receiving office, so the
best situation is where a large firm is sending mail to its branch

offices which are not too numerous.

Wholesale in Foreign Stemps

Success in this field depends on connections snd correspondents
in foreign countries, ’Iwe types are genaral wholesalers or new issue
wholesalers, New issues ara extremely popular. A wholegale business
mist be conducted according to the daaler's buying power. It is
impossible to stock everything, #o it is best to spacislize in a cer-

tain line or certein couniry.

Wholesale in Forelgn Singles

There is a continuous and large demand for used singles in all
quantcities. Sulcable oifers in foreign magazines ave appearing con-
crnuousiy, so it should nov be coo difficult to find the vight sources
for a wholesale singles line, Main customers of Lhese wholesalevs are
the iarge packei nakers of cheap foreign in singles in quantities up to
10,000 2ach. More expensive singles ave sold to retail dealers in

quantities of ten and one hundred copy lots.

This type of business carries & larga.ovsrhaad resulting from
long hours arvanging the quantities of material, s¢ large minimum
orders muslt be required to veduce handling. Material of this type is
frequeniiy advertised eiciher ia special lista oy in ada in the crade

magazings.
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Wholesale in Packeis and Mixtures

A packat is a group of scamps soaked off paper usually all
diffevent from a particular country, group, or topic sold by quantity
and usually appealing to beginning selleciors. A mlxiure is a group

of stamps still on original pieces ¢i euvelupss sold by weight.

Sourcee of supply for this type of materisl are religious
missions which save stamps all over the world and diapose of them to
dealers for chariiy and povernment seal kilos svailable from most
countries in Burope., A kilo is a group of stamps received on incoming
government mail, clipped from envelopes sad sold by the kilo (2.2
pounds of stampe including pieces of envelopes). Similar sources
are banks and foreign trading coampanles that clip incoming mail in

quantity,

The assembly of packets is quite an industry., H. E, Harris &
Co. alone employs seventy-five women to prepare these groups of stamps
in attractive cellephane front envelopes. This is a good occupation

for employment of shut-ina and disabled vetevans.

Mail Order Dealers {Rectail)

The vast majority of stamp dealers are part-time operators and
conduct their business by mail, Mall order operation, however, is not
limited to the small business., The largest of firms such as H. L.
Harris & Co. and Stanley Gibbons Lid. do wost of their business Ly

the posts.
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Stamp dealing is particularly sdoptad to mail order selling

as the objecta are caslily portable and high in value per pound.

There ave wany different types of mail order service, Some
dealers offer a new iss.ie service which provides their clients with
all ihe new issues from :the counivies vr supject groupings in which
cha collector specializes. These can sither be sent against an advance
deposit or sent on approval. The approval system is the sanding of
stamps for inspectlicn to & collactor, He can purchase none, all, or
pari of them and vecurn the balance with payment for those retained

to the dealer.

Mail order dealers also sell from price lists whicii they pre-
pare, These vary from simple mimsographed jobs to atiractive illus-
trated, well printed on slick paper, catalogs, Price lists are
arranged eithar alphabetically by country or by topice depicted on

the stamps.

The smaller dealers who can only afford a cheap mimeographed
Jjob, can obtain attractively printed lists of stasps with illustrations
and thelr name and address imprinted from some stamp wholesalers.
These booklets enable the small dealer to better compete with the

larger organizations that have their own printed price liats.

Approvals as 8 Merchandising Tachnique

The sending of scamps "on approval'' from dealexr to collecior

i5 one of the most popular means of eelliug siamps as collectors desire
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tc see the stamps before rhey purchase, Through advertising, dealers
obtain requests for selections of stamps from collectors. Ccllectors

buy what they want and return the rest.

Early selections ave usually of small gmount, from one dollar
to two dollars. As the relacionship of ivusi .3 esvablished the dealer
increases the valua of sendings until they veach $20 or $30 per time

depending on the resources and interests of tne collector.

The approval system is the backbone of philately, and few

dealers try to break into the trade without uvtilizing 1t.1

Approviels are prepared in several ways. Traditionally stamps
ars mounted with pealable stamp hinges on sheests which can be folded

and inserted into s small business envelopa.

Thare are severazi types of these approval sieets. Some zre
arranged for small sized single stamps, twenty-five stamps par sheet.
See Exhibit C, page 26. Some accommo:late only twenty of the larger
stamps. 8till others hold five rows of sets of stamps, Sae Bxhibit D,
page 27. A set is a group of stampe from the ssme country issued

usually at the same time and commemorating the same subject.

The more up-to-date method of mounting approval is approval

booklets. These booklets are a bit sturdier than the sieets and pro-

1Jackson, p. 31,
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No... . _._. ' . ’- m,'.i(alue $
All stamps JEROME HUSAK STAMP CO-! - _:T’he entire
guaranteed - - ‘3306 North 50th Street ‘lheet for

] B Mﬂwqu#ee 10, W:sconam 5
genuine B AL R B 2 i e 5 JE A

All stamps not retained must be returned in good order :Erhm 19 davs of regeipt

*

Pleise do Aot breal this sef, ot puechase
ar return i conplele,
Price:
Mevse da wol breals this sel, but prrchase ! Plegse do not breal This sct, .’z},}i} Sprchase
oy retura it completfe. wroreturn i comeplete,,
Priee: ) , frice: v
Hlense do nol break this sel, but purchase ' Pledse do et brmh thiy wek, But purelase
or veturn it complefe e e rgtd(g mumur
Price: Prive:

.’Irmf e nnr hecals this sef, ol purehase
. #oreturn W complele,

Pripe:

Please do not break this set, butd purchasc ‘ Please du not break t?us set, hul Purchasc
ur return i dmnﬂlefe ‘ .o or return il Mpk{e

Price: L ) -Pﬂ'ce:" '.a._ -olu.. ML

Exhibit P

Approval Sheet for Sets



tect the stamps longer., Too, they lzst longar in being wore durable
for many approval sendings before they show soil and wear, See

Exiibit E, page 29,

Mint sets sent om gpproval ave placed in glassine or clear

acetate envelopes with the price and deserzipo.: mrked on each.

A time saving way to prepare approval selections iz to group
a2ll stamps of the same price category and place them into the same
glassine envelope with a little slip of paper inside the envelope

saying for example, "This envelope contains 20 stampe at 5¢ each, "t

Stamps should be displayed well in approvals to insure maximum
sales, It is not advisable to overlap stamps to get more on & sheet
or booklet page. Good grade easily peelable hinges should be used so

the stampr are not damaged,

Scandavdized svamp selilng tas nany advantages for the stamp
dealer, If properly sei up, a standavdized approval system cao be
handled with a minloem of time and effort. There is no denying the
fact that standardized selling makes for economical, wisely-planned
buying. Standardized approvals differ from personally made approvals.
Personally made are those prepared especially for one client, whereas

standardized may be prepared in quantitias of ten, one hundred and even

1Jerome Nugal, More Dollgrs for vou from Approvals {Milwaukaa:

Jerome Husak, 1948), p. 1.
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Approval Booklet

29.
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one thousand selections alike.l Standardized selections are usually
gsent ocut for the first two or three mailings before a dealer is fully

aware of the desires of hie customer.

Surplus stampa can be stored in & loomse-leaf stock book con-
sisting of light cardboard pages with pockets holding stamps, On the
back of each stock page a copy of the original approval sheet can be
pasted (laft hand sheet)., On the right hand page, the twenty or
twenty-five stamps on the approval sheet can be stored in the game
order as they appear on the standardized approval sheat. When an
approval selection is raturned, the dealer can quickly fill in the
migsing spaces and send it out to ancther customer by referring to his

sample page and his stamp stock book, 2

Success in the standardized approval business depends on the
number of approval customers to whom a dealer can eend his material,
thus many of his efforts will be diracted towards increasing that
number.> The bast way to do this is by extensive and clever advertieing

which will ba covered later.

Solicited or Unsolicited Approvals

Generally selections of stemps ars sent on approval to a col-

L¢m. (Bill) Bloss, Dealer and His Stock (Portland, Maine:
Mekeel's Weekly Stamp News, 1916), p. 6.

zJackaon, p. 33.

dpairbrook, p. 27.



31,

lector only when he requests tham in regponse to advertising of a
dealer, but the unsolicited sending of approvals to known stamp col-

lectors i not uncommon in the trade,

Dealers obtain mailing lists of collactors either from their
present clients, from membership rosters of stamp clubs, or from
mailing list companies. The American Philatelic Society, the largest
stamp collectors® group in the United States, viclently objects to the
sending of unsolicited approvals and bars dealers from membership who

conduct such practices,

On the other hand there are those who advocate it as one of
the means of establishing new customers as it gives the collector the
opportunity to see a dealer's wares and if he buys, future sendings

are not considerad unsolicited.

In some respects ungolicited approvals sre ideal for small
dealars; in other ways, they require the skill and experience of an
establighed merchandiser. They are a ticklish business. They permit
A low capital start, but a mailing list must be chozen with extrems
care and good management is nacessary. The lsw is against the dealer,
since he cannot force returna, but the distinctive honesty of stamp
collectors, as a group, is very much on his side. Practically teethed

on approval buying, the real stamp collector is seldom & cheat.

The Post Office Department is not enthusiastic about

unsclicited approvals, but they are legal and are tolerated without
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interference. Care should be taken in choosing a good mailing list
and sample sendings should be from several different lists rather than

all from ona list which may prove to be a bad one.

The value of the first selection should be small usually one
or two dollsars to minimize loss which may occur, Material ghould be
pictorislly interesting and eye catching, A good sales latter and
other advertising enclosures within reason will aid to breed goodwill

of the potential custcmer.l

Want List Filling Business

This field is distinct from standardirzed approvals or even
personalized approvals which include the general collecting araas of
the customer's interest. Want list sendings include only the distinct
stamps which the customer requests by sending & llat of Scott or

Minkus catalog numbers to the dealer.

Few dealers have the patience or time to pick out individual
stamps, so a newcomer will find little competition in this field,
The way to get startad is to build up an extensive stock of the world's
stamps from old collections and other sources of quality material and

advertise a willingness to £111 want lists.

I1f a small dealer lives in a big city, he can £111 want lists

without having a large stock. He can accept want lists from out of

lJackson, p. 122-3,
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towners and fill them from the stocks of local stamp dealers. Col-
lectors ave normelly willing to pay a little more for want list orders
than for material which they pick at random In a stamp store or from

an approval selection realizing the extra service involved.}

History of Stamp Auctions

The multi-million~dollar postage stamp auction businesa of

today had a& humble beginning 86 vears ago.

During 1955, H. R, Harmer organizations sold more than
$2,800,000 worth of stamps in their three offices at London, New York,
and 8idney, Australia, The highest price ever realized for a single

otamp wap $50,000,

In 1870, the first auction of postage stamps was held at the
Clinton Hall Book Sale Rooms and Art Galleries, New York. The prices
realized on the stamps offered are ridiculous when compared with
current day realizations for the ssme stamps. A 5¢ stamp of Hawailil
of 1851 realized only $11, but now catalogs for §$3,000 while another

stamp of the same series is listed at $15,000.2

Public Auctions

This is & fiald requiring a great deal of experience, knowledge,

1!nirbrook, p. 31.

2poug Patrick, "The Stamp Club,” Toronto Globe & Mail
{September 29, 19536).
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and capltal te absorb the high overhead necessary in gsuch an operation.
Public avctions offer large holdings of stamps or valuabla and voluminous
coilections. These groups are usually broken down into units varying

from five dollars to five hundred dollars and up.

An auction operator must hire a licensed auvctioneer or acguire
a license. The five prerequisites of starting an avction buginess are:
{1) A large amcunt of money in order to buy or advance funds to
sellers. (2) A thorough knowledge about stamps and the market.
(3) A well-trained ataff to arrange and describe the material and
prepare catalogs of sales. (4) Right ligt of potential customers for
the catalog. (5) A well-known reputation to gain customexs' trust in

what is being offered.!

Types of Public Auction Saleg Oparation

There are three ways of selling stemps through an auction firm:

Cash Sales

A collector or dealer wishing to dispose of material quickly
can sell by outright cash sale to the auctionaer who buys the stamps
aa principle of the transaction to re-sell later to others. One
advantage to the seller is that he receives payment on the day the
price 1s agreed and does not have to wait four monthe as he usually

does in the case of an auction., It is rarsly recoomendad as the best

1Fairbrook, p. 42.
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method when markets continue to improve as the seller can reslize a
oreat deal more via the public avction. Cash sales usuglly bring

about 10% less than public suction would realize.

Two major exceptions where outright cash sales ie the best
method: Where stamps are just an accomulation requiring a great
amouni of original reeearch in order to mske the material marketable,
Where a lot is full of duplication so that tha buyer will probably be

a2 dealer rather thar a collector.l

Private Treaty

Private treaty is the operation whereby the auvction house acts
as 3 broker te bring buyer and seller together to buy holdings in
tact and not broken up into auction lots. The selling price is
agreed to betwean the vendor and the auction house. An {1llus-
trated brochure is prepared if the stampa are valugble enough, At
Robson lLowa, London auction housa, nearly half of such propertias
are sold following a personal typed letter of description to a

likely prospect on the house's files.?2

Many snles are made in less than a week. The property is
reserved in tact with no items remaining unsold as might happen in

the cease of an auction.

1zsbson Lowe, How Rare Stamps and Collections are Sold (London:
Robson Lowe, no date), p. 4.

2Ypid, p. 5.



Fees charged by Robson Lowe in London are 10% on lots over
82320 value and 12%% on lots under $230 realization. H. R, Harmer,
Tne,, Hew York nuctioneera charge 1247 1if sale price is $4,000 or

more and 15% 1f sold for less than $¢,000.1

The Public Acction Sale

The third and most publicized method of selling through a
public auction house is the public avction sale itself., The seller
gete the satisfaction of hnowing that there has been open competition
for his proparty, and while he may have some suspicion of the adequacy
of the price received by cash sale or private treaty, he is satisfied,
knowing that the sum he receives from the result of the auction iz the

cutcome of the combined judgment of several hundred buyers.2

if required, a chack for a portion of the valuation,
usually half, is sent immediately to the vendor., H. R. Harmer of
Hew York charges 6% interest on the advance from the date of the
advance to oune month after the sale when the buyer receives full

settlemant.3

If there is pufficlant material, a special auction catalog
is issued for the one collector or dealer. 1If not, the material is

included im the general auction catsloge. The largest auction firms

Lodern Methaods of Philatelic Aucrioneering (New York: H. R.
Harmer, Ine., 1954), p. 9.

2Lown. p. 8,

BHarmnr, p. 9.
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like Harmer and Lowe send cataloge to fifty countries, covering
every continent, for mail bids, Four weevs after the sale, the
final accounting is completed and check sent to the vendor. Time
from original evaluation of material to realization of sale is about
four monthe for the vendor as compared with the faster means of

direct sale or private treaty.

Robson lowe charges 12%% on lots renlizing less than $28(
and 10% on lots realizing $280 or more. In addition there is an
unsald charge of 1237 of the raserve where lots are reserved at 907
or more of the auctioneer’s valuation, otherwise no unsold charge.l
H. R. Harmar, New York, charges 20% of realization, unsold charges of

20% of the bought-in price, and withdrewing charge of 20% of valuation.?

Mail Sales

Mail auvction sales are quice different from public auctions.
Every dealer can conduct mail auctions without great prepargtion
or expense. Such sales seldom include rarities or famous col-
lections., Material offered in mail auction sales is not expected

to bring high prices or even full market prices.

Dealers usually run large advertigsementa in a stamp magazina
deacribing lots and asking for bids. These usually will be accepted

for a limited time, a8 few weeks later.

1Lowe, p. 9,

zﬂarmer, p. 9.
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The mail sale ig a good means for a dealer to rid himself
of overloaded stock at a lower than normal price. A dealer must
buy only good material whicl is offered to him as a bargain, since
he must expect that most of the bids he gete will be a little balow

the regular market prices.l

Cver-the-Counter Buginess

There are several different methods of dealing with stamp
collectors person-to-person. The most fraquently encounterad is the

general stamp store or office.

General Stamp Stores

In a general stamp shop a representative stock of the whole
world A to Z is maintained arranged in stock books or in collections
in alphabetical order. A good constantly repetitious advertisement
in tha local newspaper is one's stock in trade. This must be a different
type advertisement Lhian the type used in atamp papers, An advetrtisement
in & stamp paper presupposes that every reader is a collector,
whereas no such presupposition can be made with the readers of a local
newspaper, Advertising should be of & general nature inviting

local collectore to come in and hrowse.z

A successful mail order stamp dealer will do well to think

1?airbrook, p. 44,

21hid, p. 24.
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twice before he sets up a shop., His business operating expenses

of rent, heat, light, cleaning, phone, etc. will be much higher

than the smail proportion of his home axpenses are when he 18 g meil
dealer. Will the additional locsl sales be sufficient to allow for
the additional expenses? I1f not and the mail order business must
carry the shop business, then a dealer is buying the prestige of &
store at & very high cost and logsing at the same time much of the

freedom of working hours he enjoys as a mail order dealer.

Many times even in citles large enough to support & good
stamp shop there are none or else one with & mediocre stock. Buying
habits of stawp collectors are established to mail buying and it is

very hard to get them to change their habits,

A stamp shop should be established In & central location
usually in the heart of the city’s traffic area to be most accessible
for the most people. Le can choose street lavel or upstairs office
space. He may find that streer floov locations In the center of the
city are prohibitive. If & dealer selects an upstairs location, he
must have a following of regular cuscomers and must advertise heavily.
The advantages vi upstairs locations are lower rvent while the
disadvantages are lack of window display space, the difficulry of

attracting new customers, and increased advertising costs,

Street floor lecations are expensive and seldom pay unleas



a dealer carrlas stationery and coins. If the office ls nupstairs,
it ig advisable to rent a display case in the lobby v near the

front of the first floer of the building.l

In the last few years, there has been a trend of mcvementi
away from large cities by successful dealers into a unit of home and

office together though funciioning aes entirely separate unite.2

Before taking a location, it is best to deteimine the rents
paid by merchants nearby and compare their stoves with the cne under
consideration, taking into account any extra expenditures necessary for
alterations., The ideal lease is oue of two years duration with an

option to renew for a further period.

luciue Jackeon pointe out some physical chavacteristics of a

stamp shop which are very desirable:3

1, The store should be well lighted; ventilation should be
good,

2. There siculd be sufficient counter and cpen displays
well located.

3. Heatly printed and easily read cards should call the

customers' attention to special merchandise displays.

A1 Burne, Successful Stanp Merchandising (Holton, Kansas:
The Gossip Printery, 1927), p. 35,

25ackson, p. 118,

31bsd, p. 119.
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4, There should be sufficient space allocated to customars
and clerks so there will be no barriers to their frae circulation.

$. Stock ghould be so arranged snd concentrated o allow
cloxks to mske maximum sales with ainimum efforts.

6. Tha propristor and clerks should be well dvressed,

courteous snd eagar to be of service.

Mevchandise displayed on shalves or in wall cabinets should
bs at normal eye leval, attractivaly displeyed and priced. A visibla
price tag on marchandise not cnly saves the clerk's tims, but gives
& customar & fealing of fair dealing and comfidance. Xeep ass many
stamps out on display ss possible. A collector may have a want list
in his pocket, but may buy othar items if they are displaysd and
not tucked sway in a group of stock books on a shalf. If apace
permits, & desler can put up stamp sxhibits, Collsctors love them
as thay 1ike to see how other people collect end mount their material,
Such exhibits and displsys should ba changed frequently to insure

continued interest.

leased Stsmp Depariments in Departmsnt Stores

According to Jacquas Minkus, head of the Gimbels group of
leasad atmp dapartmants and stawp departments in 14 leading despartment
stores asross the country, department stores have realized the value
of adding stamps to their lerge variety of otbar merchandiss. Stemp
dapartments do a large volums in themasives, but also attract tha

type of clisntels that avery stors is anxicus to have, As stemp col-
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lectors sre steady customers, they usuaily lesd other departments in

securing new charge sccount customers during sales contests.!

Selling etampa in a stamp departwmnt is similar to that
of salling i{n a genaral stamp store, except that ovarbesd expenses
will be » bit highar and additional services such as charge accounts

ars maintained.

Hobby Shop Bletributien

Bealars can supplsnt their incoms by arranging with a local
stationary or hobby shop to display his stemps sud sell them on con-
sigrment banis. Stemwps must be consigned in such 4 way as to insurs
susy aceounting at the end of aach month with the stors ownar.

Stawmps can ba wounted in counter books say at & st price par stamp
of two cents, threae cants, etc, Or stamps csn bs placed in £lip card
acatate or glass fvemee for display purposes. RKach set can carry

a nusbar so a customer can quickly indicate his wants while the

clerk takes these sats out of a fila of sets srranged numerically
behind the countar.

Tha dasler should mske sure that tha stampe ars out on
display, vhare they can ba seen by all the customers who enter the
store. Rothing will sell hidden under ths counter or in the back

of the store. Baginners' ocutfite, hinges, and other cheap sccessorias

1JmQuu Minkus, “Merchandising of Postaga Stamps,” Journgl
M’ Wl’il. 1“5), “"?1-
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are good itews to add to the line furnished the hobby shop. To
simplify bookkeeping, it fe best to give the stors s flat commiesicon
on all the stamps and sccaasories. This figure is usuelly 253% to
3313% IInm orm.ta give & dacant discount it is important to
asvold lowsmargin material such as new issuss, United States, and
British Coloniss and concentrate on issues such ss French colonies
vhare there {5 & laxge margin to sllow profit both for the dealer
and the shop owner, !

Soupter Salss

The holding of counter Mtim-tm ..“1“ is popular with
small d-#hu. The dealsrs vho hold such sales usually heve large
officas on busy downtown strests. The stamps offared are mounted
on papar sheats vhich furnish all information for aach item such as
country, cai:tlo; valuﬁ, and minfmum bid, All lots are placed on &
large board vhare svervone can ses tham, Interssted collectors mark
below the minimm bid that they would pay together with their personal
identification aumbexr assignsd to tham by the dealer to keep bidders
snonymous, When bide are checked daily or on Saturday if weekly,
the iots go to the highsst bidder in the seme fashion as a mail

suction or public suction,?

Yyaakeon, p. 121,
Zyatrbrook, p. 36.



With the influx of some 3500 new issues from ovar one
hundred duﬁnnt postal sdministrations every year {ses Exbibit ¥,
page 45), it becomes incressingly difficult for a ﬁmnl stamp
dealer to stock the approximate 125,000 diffarent stamps issued
in the past 117 yeats aven {f he has unlimited capital, This
sitvation has encoursged specialigation in either one country like
the sale of United States stamps exclusively, a grouvp of related
countries such a8 the British Commonweslth, or topical spacialties
such an ships, birds, flowers, Teligion, ate, on staups., Ry such a
concontration of e¢ffort a dasler can develop a ratber complats stock

of his own limited field and becoms an expert in thase particuilar

stanmps,

A Seginning dealsr should study the various specialisatios
possibilitiss bafore he secures his stock, so that he doms mot meke
bad mistakas at the start, He should deternine the sctusl dollers-
snd-cants extent of tha market for his propossd specialty. “How many
collectors are actusl buyexs of this typs of msrchandise, snd how many
am I personslly acquainted with?® Add thase two, and divide by the
susber of compatitors. The baginning dealsr should then consider
1f he has snything to offar f{n the way of service which cowpetitora
lack.

Spacislization is hard and pot to be entersd into without a



EXhipltC I 4.

VTE M};’z o,

INCORPORATED

OCIATION

- Topical Handbook #20 A

CE: 50¢

tral Office TOPICAL ISSUES OF 1957 with SCOTT 1958 NUMBERS

SAK, Executive Seerstsry
Marth 30th Btrest

ke¢ 1B, Wikenyin By 0. Frank Freedner ATA #1044

oday's stamps are mass produced by the many countries of the world exceeding 3500
sues every year, Almost 90% of these newcomers are topical subjects. Some have

1l topics on one stamp. Some as many as a half dozen topics. Iron Curtain countries,
ng famous people of foreign countries, are competing among themselves in a way
before experienced in postal history.

ven with the greatest scrutiny it is impossible te list all these subjects under the
1 categories to please each and every topical collector. Therefore, only the main
't pertaining to the issuance of a postage stamp 1s included in this summary. Sub-
incidental or too small are omitted. Issues of dubious origin and not listed by

are not included. All numbers contained herein are from the Scott Standard Postage
Catalogue, 1958 edition,

he editor will appreciate any comments from collectors or ATA Unita as to ways of
ring this listing and making it as complete as possible, All publication rights are
ed by the American Topical Association, Inc,

JLTURE

ia 661 Sugar Industry. 670, €293 Dairy Industry

3lovakia 795 Wheat

L Guinea 69 Farm Machinery

| West Africa 69 Farm Machinery

iy 768 Gustav Liebig, agricultural chemist

72 Allegory of Agriculture

17-40 Rice Harvest

m C229-32 Irrigation Canal

\scar 292 Agriculture. 295 Irrigation Project

States, Ricefield: Kedah 85, Kalantan 75, Malacca 47, Negri Sembilan 66, Pahang 74,
k 129, Perlis 31, Selangoe 104, Trengganu 77, Penang 47.

| 1868-74 Agriculture

lad 85 College of Tropical Agriculture

A4 298-99 Harvesting, fruit market; 302-07 Farmers; J33-4l Grain and fruits.

ANA

dAna 660 Benjamin Franklin

‘ia 950 Benjamin Franklin

o 235 American Flag

.can Republic €97 American Flag

: 814 Benjamin Franklin

'‘ag €257 United States School

.a 362-3 Anniversary of air service Robertsfield to N.Y. Idlewild Airport. -
|l 763 United Nations building in New York

4 1122 Benjamin Franklin

1 1875 Benjamin Franklin

tts-Nevis 135 Alexander Hamilton

' 1246-47 Tenth annivergary Truman Doctrine, Turkish-American cooperation

First ] Finest [ ] Foremaost ] International L Non-Profit ] Educaticnal
TOPICAL STAMP COLLECTOR'S ORGANIZATION



ANIMALS Pag

Algeria B88 Fennec

Columbia €296 Horses and Cows

Cuba 562-3 Camels; 574 Dogs and Cats

Czechoslovakia 818-9 Bear, Deer

Denmark 364 Horse

Dominican Republic 473 Horse

Ecuador 617 Sea Lions

Egypt 400 Horses in Battlefield

Falkland Island 122 Sheep

Finland B1l42-44 Wolverine, Lynx, Reindeer

Germany 9N 118-9 Bear; 9N 137 Horse; 1ON 317 Elephant; 10N 319-22 Deer, Bison, Polar Be
Rhinoceros; 10N 326 Emerald Lizard; 9N Bl9 Ludwig Heck, Director of Berlin Zoo, Zoolc

Ifni 80 Sheep; B27 Deer

India 286 Horse

Israel 130-132 Lion, Gazelle, Horse

Korea 234 Donkey; 254 Tiger

Malaya (See "AGRICULTURE" FOR STATES) Tiger (88, 78, 50, 6%, 77, 132, 34, 107, 8Q

New Zealand 316-7 Lamb

Romania 1169, 1171 Oxen

Rugsia 1873 Cattle; 1915-20 Grouse, Deer, Bison, Elk, Sable

Sarawak 198, 204 Orangutan, Turtle

Siam 321-23 Deer

Spanigh West Sahara 80 (anmel; 81 Dromedaries; 82, 85 Ostrich; 83, 86 Gazelle, Antelog

Switzerland 902, 903, 905 "Pegasus" - Flying Horse

Turkey 1213 Snake

Vietnam 63-64 Elephants

ARCHITECTURE

Egypt 398 Shepherd Hotel

Germany 9N 120 Brandenburg Gate

Poland 763 United Nations Building in New York

United States of America 1089 Centenary of American Institute of Architects

ART

Belgium 457 "Kneeling Woman' by German Sculptor Wilhelm Lehmbruck

Germany 1ON 355-60 Pictures in Dresden Gallery: "Holy Family" by Andres Mantegna; ''Da:
Barbarina Campani' by Resalba Carriera; 'Morette' by Hans Holbein, jr.; “"Zins Grosche
by Tiziana Vecelli; "Saskia with Red Flower' by Rembrandt; “Standardbearer“ by Piaze!

Italy 687-88 '"St. George"' by Donatello; 722-24 Statue of Pauline Borghese and Sculptor
Antonio Canova, Hercules and Lica, Venus Victrix

Russia 1877 Three hundred fiftieth Anniversary of Rembrandt; 1882 Fiftieth Anniversary
Ibsen, Norwegian Dramatist; 1894 V. M, Vagnetsav, Artist and one of his paintings

Switzerland 359 Graphic Arts, Printing Machine

Turkey 1248-49 Seventy-fifth Anniversary of Academy of Arts

ASTRONOMY

Israel 133 Sun Surrounded by 12 Signs of Zodiak
Korea 335-337 Chum Shung Dail, Astron. Observatory in $illa Dynasty
Russia 1887 F. A. Bredichin, Astronomer, Observatory and Comet

AUTOMOTIVES

Austria 617 Mail-buses of 1907 and 1957
Ceylon 334-35 Bus
China (Comm.) Motor Trucks off the Assembly Line and Automobile Plant at Changcham
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ia 671, €294 Tractor
Bl6 Red Cross ambulance
West Africa 74 Red Cross Trucks
y CB18 Mobile post cffice
scar 292 Tractor
1225 Mobile X-Ray Unit

ON

um 451 Helicopter

ria C72-74 First Glider Flight

e C34 "Caravelle'; 824 Etienne Oehmichen, 1884-1935, Inventor of helicopter
ia 362, Cll0 Pan American clipper "John Alden".

o> E17 DC-4 Airplane

n 1892 First baloon over town

, C49 B52 Stratofortress and F~104 Starfighters

Y _(see also under sub-tépics)

oonsg 330 Coffee

hia 672, €295 Coffee and corn

h Weat Africa 65 Date grove in Mauretania

ascar 296 Coffee

r (for # arrangement see "Agriculture')} Copra & pineapple 83-84, 72-73, 45~46,
65, 72-73, 127-128, 29-30, 102-103, 75-76, A45-46,

_and INSECTS

ia B89 Stork
a 369 Loon
oglovakia 812 Carrier pigeon
2 818 Pigeon
ay 752 Pigeon; 10N318 Flamingo
1-4 Fish Eagle
mala 367-68 Quetzel
637 Penguin
lavia RAl6 Goose
nd 81, B29-30 Pigeouns
rlands B31l1 Pelican
ia 1153-34 Dove
a 1913, 1970-71 Dove; 1915 Grouse; 1918 Wild duck; 1920 Sable.
ak 200 Hornbill
sh Cols, Ifni & Sp.Guinea 347,B41-42; Sp,W.Sahara 87,B41-42; Eagle,doves,parrots
. RW24 Ducks

S
oslavakia 789 Charles Bridge in Prague
go 235 Pontoon Bridge at St. Annabaai Harbor
e 831 Le Quesnoy Bridge
h West Africa 66 Bridge over river Milo
rag C263 Juan Ramon Molina bridge
171 Bridge

REN (including SCOUTING)

istan B13-14 Children at play
alia 306 Child at prayer

um  B596-97 Infant on scale, 455-56 Boy Scouts and Baden-Powell
1 C87, RA214-17 Boy Scouts and Baden Powell

47,
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CHILDREN (including SCOUTING) Popeir

China 1165-67 Boy Scouts and Baden-Powell

Cuba 565, Cl52 Boy Scouts and Baden-Powell

Bulgaria 961-62 Children

Czechoslavakia 811 Young philatelists and collection

Dominican Republic RA25 Children

Egypt 391 Mother and children

Finland 346 Scout sign.

Cermany B354-55 Childrens's Holiday; 10N328-29 F.Froekel,kindergarden founder & child
Great Britain 334-36 World Scout Jubilee and Jamboree

Iran 1066 Scout emblem and Lord Baden-Powell

Korea 245-46 Boy Scouting

Luxembourg 324-25 Boy Sooutsz; 326-28 Princess Marie Astrid and Prince Henri
Liechtenstein 315-16 Boy Scouts and Lord Baden-Powell

Netherland Antilles B28~30 Boy Scouts and Lord Baden-Powell

New Zealand B52-53 Boy in canoe, children in water

Nicaragua 778-82 Boy Scouts; C377-82 Boy Scouts

Philippines 637 Girl Scouts

Portuguese India RALQ0-11 Children

Russia 1909 World Youth Festival

Spain 857-62 Hungarian Children

Syria C228-29 Mother and child

Turkey RA214~17 Children

Viet-Nam 59-62 Boy and girl

U.S.A. 1085 Children of the world; 1087 Polioc; 1093 Teacher and pupils

COATS OF ARMS

Argentine Coat of arms Buenos Aires
Augtralia 304 South Australia coat ofarms

Basutoland J3-4 Columbia 673-74 Ecuador (€282
Germany 754 Saar c¢.o.a.; 765 Aschaffenburg c.o.a.
Ifni 80, B27-28 Italian Somaliland 210-12, C50-51

Luxembourg B192-97 Coats of arms of some of the cantons
Peru C127 Coat of arms of Lima

Saar 262, 285 Salvador 685-9L, Cl79-83

Spanish Guinea 346, B49-50 C.0.A. of Santa Isabel and Bata
Venezuela 673-76

COACHES Uruguay C173-75 Stage Coach

COMMUNICATIONS

China 1153-56  Seventy-fifth anniversary of Telegraph Service, radio tower
Germany 770 Television screen

Honduras (267 Communications building

Hungary CBl9-21 Telephone, radar and telegram pole

Indonesia 436-40 One hundredth anniversary of telegraph, key and tape
Korea 243-44 Telecommunications symbols

DANCING

Cuba Cl59 Ballerina Russia 1933 Youth Dancing
Romania 1176 Folk Dance Sarawak 199 Kayan Dancing
Education

Chile C195-97 Twenty-fifth anniversary Santa Maria University, Valparaiso
Columbia (€299-300 Fifthieth anniversary of Military Academy

Czechoslavakia 807-10 205th Anniversary of .rague Engineering School
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395-97 E1 Azhar university lOCOth anniversary
Morocee 333-337 Children in school
10N310 Seal Greifswald Univ.; 10N329 F.Froebel, educator; 766 Freiburg Univ.
anniv.; 768 Gus,Liebig 350th anniv., Giessen Agricultural High School
car 293 Gallieni School
1173-76 Moscow Student Congress
1093 -8chool Teacher :
la €613-15, C624 Lyceum O'Leary in Barines

MEN

a b6l4 late President Alfred Koerner
370 David Thompson, Explorer
fta 669, C288 Javier Pereira 1&7 years old
m B599-0604 Famous men series
y O9N150 F. K. von Savigny, jurist
pines 638 President Magsaysay
1243 President Heuss of Germany
1096 Ramon Magsaysay; 1097 Marquis de Lafayette

Canada 365 Fishing
and 37 Fish Japan 634 Whale on float

a 509-11 Flag Cambodia 59-61 Flag

o 235 Flags; 270 Four flags: Dutch, British, French, United States of America
can Republic 474-83,£97-102 Holland, U.S.A,, Japan, Britain,Finland, Italy flags
058 Flags of Iran & Pakistan; 1077-78 ¥lags of Iran and Ttaly

631 Flag of Himalayan Guide and Ensign of Nepal
ala €217 Flag of American nations; (214 Flag

172-73 Flag Mexico C242 Flag
rua €380 Boy Scout Flag Paraguay 504-15, C233-45 Flags
an 90-91 Flag Syria 403-06 Syrian flag
332 TFlag Turkey RA 193-95 Flag

RA246-47 Turkish & American Flag U.S.A, 1094 U.S.A. Flag
ela C629 TFlag of American Nations

3 and TREES

ia 964-67 Quince,pears,grapes,apples; 977 Woman planting tree

ia 665 Rubber plantation

can Republic 471-72, C96 Cedar tree, pine, mahagony

y 764 Flora & stamps exhibit(tulips); 10N314 Chinese girl with £lower;

25 & 327 Silver Thistle, orchid.

a 163-68 Mahoe,breadfruit,ackee,pineapple,bananas & Royal Botanical Garden

avia 469-77 Medical Plants (see MEDICAL SUBJECTS)

d 306-07 Banyan Tree Korea 235 Hibiscus

enstein 312~14 Pine tree, wild roses, birch trees

scar 297-99 Vanilla, manioc, clover

272 Rubber tapping; Copra & pineapple (for countries see AGRICULTURE):83-84, -
3, 45-46, 64-65, 72-73, 127-28, 29-30, 102-03, 75-76, 45-46,

brides: British 90-92, French 106-08, Woman drinking from coconut

an 87-8% Oranpe tree Pitcairn Island 20 Ti-Palm

761 Tree; 780-84 Turks Cap,Carline thistle,Sea Holly,Edelweiss,Lady's slipper

a 1112~15 Primrose,snowdrops,snapdragon,poppies,lillies of valley,daffodil,violets
Islands 40 pine, bamboo, plum Sarawak 197 Logging

400 Cotton Tunisia 296-97 Grapes, olive branch

am 48-51 Bamboo tree Zanzibar 249-50 Clover
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INDUSTRY Papair

Brazil 844 Volta Redinda steel factory Canada 373 Miner at work

Columbia 647 Steel mill at Boyaka

French West Africa 71 Bankossa palm oil factory in Mauretania

France 820 Sevres porcelain ; 835 Steel crane

Germany l0ON311-13 Zeiss optical works; 1ON347-49 Coal Industry and miner;
762 Heinrich Hertz, Electrical iaventor

Guatemala 366 0il Production and pipeline Indonesia BY99 Lathe operator

Iraq 170 0il pipeline Malaya 272 Tapping Rubber

Netherlands 367-68 Steel industry, blade wheel

Pakistan 92-94 Sui Gas plant, jute mills, paper mills, cement factory

Russia 1914 Krasky machine plant centenary

Saar 282 Iron mining industry U.8,A, 1090 Steel industry
LITERATURE

Bulgaria 963 Title page of 'New Times" Review

Brazil 846 Book Cuba C156 Philatelic Club, Books
Pitcairn Island 22 Bounty Bible Russia 1895 Indian bldg. & books

Russia 1944 Publisher and page of magazine "Kolokol", 100th anniversary
Venezuela (629 Book

MAPS

Argentine (66 Map of North and South America

Australia 303 Map of Australia; 305 Map of Antarctica

Bolivia C197-201 Map of South America Brazil 846 Globe

Cambodia 59-61 Map China 1157-59 Map of China
Costa Rica (G256-57 Map of Costa Rica and Guanacaste

Cuba Cl69~71 Map of Cuba; Cl72 Map of Cuba andFlorida

Dominican Republic 473 Globe

Ecuador 618 Map of Ecuador; (€316 Map of Galapagos Island

Egypt 394 Map of Gaza Strip; 403 Map of MiddleEast, Ein Galut 1260

Finland 346 Globe Germany 10N364 Globe

Great Britain 336 Globe Guatemala 364 Map

Ghana 1-4 Map of Ghana India 275-85 New Map of India
Libia 173-4 Map; 175-76 Globe Mexico C238 Map, E17 Globe
Malaya 275 Hap of Federation Netherlands B3l5 Globe

Netherlands Antilles B32 Map of Central America and Carribean

Norway 353-55 Map of Swalbord,Queen Maud land, Spitzbergen,Jan Mayen island
Poland 766«68 World Map

Portuguegse India 552-59 Map of the district of Damao and Nagar Aveli
Pitcairn Island 21 Map; 26 Fiji~Pitcalrn David Thompson exploration map

Ross Dependency L3 (under New Zealand)} Map

Russia 1884 Map of Mirny Base, Antarctica; 1905 Bering Strait, 1970-71 Globe

St.Kitts=Nevis 133 Map of Anguilla Sudan 118-20 Map of Sudan
Surinam 270 Map of Carribean Syria €231,C233 Map

Timor 280-87 Map of Timor Turkey RAL64-66, 1213 Globe
United Naticns 49-50 Globe Venezuela 677-84 Map of Americas

MEDICAL SUBJECTS (Doctors, Nursges, Hospitals, ete,)

Augtralia 305 Royal Flying Doctor Service, winged caduceus, medical insignia

Austria 615 Prof. Dr.J.Wagner-Lauregg,psychiatrist,founder Vienna Medical School

Cuba 561 Prof. Menocel,physician; 572 Victoria Bru Sanchez, nurse, 1876-1918

Finland 345 Univ. Clinic, Helsinki

France 822-23 Antoine Beclere, radiologist; Octave Terrilon, researcher 1844-95

Jugoslavia 469-77 Medical Plants: Centaury, Belladonna, Crocus, Marshmallon, Valerian,
Woolly Foxglove, Aspidium, Green Winged Orchid, Pyrethrum

Netherland Antilles 236 First Carribean Mental Health Conference

Panama Cl84 St. Thomas Hospital ' Poland 769-75 Polish Physicians
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e 601-03 Dionysios Salamos, Greek Natiomal Poet 17398-1857

721 Publius Octavius Naso, Roman poet, 2000th anniversary
gal 824-27 J. B. Almeida Garrett, Poet
a 1880 B. Heine, German poet; 1899 A,5.Pushkin(1799-1837)}, scene from "Bronze Horse-
"; 1901 Shota Rustavely, scene from 'Knight in Tiger Skin''; 1904 M.J.Lermontov (18l4-
; 1963 Janka Gupela; 1969 Pierre Jean de Beranger, French poet

OADS

ia 273 Train, viaduct commemorating electrification of Bone-Tebessa Line
alia 390 Trolley cars in Melbourne
um Q3618 Central RR Station,Brussels; Q368-70 Winged Wheels
itine 663,067 Raill centenary, first English built steam loco '"La Portena' and modern
sel locomotive from France
n  334-35 Train
- 390 Rail Centenary, Modern train at Cairo depot and old locomotive of 1857
ny l0N324 Modern electric loco, Leipzig Fair; 10N334 Loco in workshop;
1347 Mine cars in coal mine
lor 623~24 Inaupuration of Quito-Ibarra-San Lorenzo Railway, various railway
neg; tracks, bridges, tumnel, Diesel car
iry B213 Train and Hand Signal
1070-72 Inauguration of Teheran-Meshed Railway, tracks, steam and Diesel trains
1 632 Modern electric loco commemorating the electrification of the Tokyo Line
a (for sequence of numbers see "AGRICULTURE'") East Coast Railway:
77, 49, 68, 76, 131, 33, 106, 79, 49
.erland 360 75th anniversary of Gotthard Railway: train on southern ramp

ROSS

ia B88-89 Egypt B16 Red Cross Ambulance

h West Africa 74 Mobile Red Cross Units France B309-10

ny l0ON350-51 Red Cross and Henry Dunant Hungary B211-16 Red Cross

lavia RALl7 Netherlands B311-16 90th anniversary R.C.
erland B262-66 Turkey RA214-17

TON

ia 618 800th Jubilee of Mariazell Church of pilgrimage

atia 306 Star of Bethlehem Brazil 850 Church of St. Antonio

bia 667 5t. Elizabeth of Hungary, patron saint of Bogota; 653 Chapel in salt mine at
dinamarca; 668 St. Ignatius Loyola

nd 336-38 Church of Larmi

ny 763 P.Gerhardt, clergyman; 9N152 Naumburg Cathedral, statue of Uta

ras €250 Suyapa Church Japan 636 Byodoin Temple
1 133 Mosaic of Bet Alpha Synagoge in Jegreel Valley
on C225-26 Temple at night Malta 261 5t. Paul

ppines 6£32-33 Second Eucharistic Congress, Statue of Christ

lirn Island 22 Bounty Bible

¢ 747 Madonna of Weit Stoss Altar, Mary Church in Krakow

gal 822-23 Virgin Mary and Christ Child

285 St. Peter's Church Syria €226-27 Temple of Sun, Palmyra B
an City 216-18 Our Lady of Czestochowa; 219-22 Sts, Savio (1842-57) & Bosco;

~-26 Capranio College and Pope FPius

Y

alia 294,298,300 Qun.Elizabeth II Belgium 450 Emperor Maximilian I
um 453-54 King Leopold I Canada 374 Q.E.II & Prince Philipp
ica 157-60 Queen Elizabeth II Falkland Islands 122-23,129 Q.E.II

h Morocco 341-43 Prince Hassan Great Britain 334~36,337 Q.E.II
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Paraguay 3509-15 Nurse Romania 1149-52 Medical congress, physicia
Russia 1942 300th anniversary of death of English physician W. Harway

Switzerland 5026-3]1 World Health Organization, Geneva; Symbol of Aesculapius

Turkey 1225 Mobile Chest X-Ray Unit; RA218-20 Blood donor,recipient,ciculation,transfu
U.S5.A. 1087 Fight against Polio

Venezuela C616-18,C626 University City Clinic Hospital, Caracas

MOUNTAINS

Austria 619 Karakorum Expedition (Gasherbrunn II) and glacier
Cuba Cl54 Sierra de Cubitas
Czechoslavakia 818~22 Tatra National Park Japan 631 Mount Manasliu

MUSIC

Bulgaria 952 Mozart
Czechoslavakia 801-06 Music festival, composers Stamic, Laub, Ondricek, Foerster,
Novak and Joseph Suk
France 815 Chopin
Greece 601-03 K. Mantzaros (1795-1873); D.Salomos, composer of Greek National Anthem
Ifni B28 Woman with drum
Laos 34-36,024-26 Native Musiciang, instruments: Flutists, Khene piper, Dulcimer
player, imnstrumentalists, Kong Drummer
Malaya Blowpipes (see "ABRICULTURE' for country sequence) 90,79,52,71,79,134,36,109,82,"
Poland 749 F.Chopin & Franz Liszt
Russia 1952 Mozart, 1907-08 M.I.Glinks,scene from opera ''Ivan Susanin''; 1943 M.A.Belakie
Romania 1130 Mozart; 1132-33 Enescu Saar Bll6 Woman playing spinet
Spanish Guinea B139-40 Drummers

NUDES
France 820 "Baigneuse' of sculptor E.M, Falconet
Greenland 37 'Mother of the Seas”

PAINTINGS

Belgium 453-34 King Leopold I after de Wappers painting, Postal Museum, Brussels

Cuba 566 "Los Chegas" by M.Veger; 367 "The Art Critics' byM, Mellero; 568 "Volanta en 1
Tormenta' by A.Monocal; 569 "The Convalescent" by L.Romanach;E22 “Ayer" by E. Garcia

Bulgaria 951 Rembrandt France 816 Van Gogh

Germany 10N355-60 Dresden Gallery paintings (details under "ART")

Poland 746-47 Niobe and Madonna by Veit Stoss

Romania 1131 Rembrandt; 1134 '"Peasant Uprising" by Octav Baneila;
1169-71 Grigorescu, painter and two of his paintings

Saar B1ll4-16 "La RBelle Ferronniere’-Da Vinci; '"Saskia'"-Rembrandt;"Family van Berchem'«F

POSTAL HISTORY

Belgium 450 Maxim I Emperor of Austria receiving letter from messanger{lst postal servii
Canada 371-72 U,P.U, 1l4th Congress

Germany 9N122 Landespostdirection Berlin; 764 Posthorn

Poland 757 Postman of 15th century Korea 232 Post Office

Romania J107-12 General Post Office and Posthorn

Swizerland 901-6 Universal Postal Union Monument in Berne

POETRY

Austria 616 Anton Wildgans, Poet (1881-1932)

Bulgaria 953 Heinrich Heine Cuba Cl64 Jose M. Heredia,poet{1842-1905)
Czechoslavakia 781-84 Poets: K, Toman, T, Vansova, F. X. Salda, Olbracht

Germany 763 Paul Gerhardt, Poet



l BEaibiL ¥ (continved)
{continued) Ragoa-i< 43,
J059-60 Shah Lebanon £236-42 Arab rulers, Congress issue

urg 326~27 Prince Henri and Princess Marie Astrid
States: Kedah 83-92, Malacca 45-54, Penang 45-54 Queen Elizabeth II

62,263-65 Q.E.IIX New Zealand 298A,298B Q.E.II
n Islands 20-30 Q.E.II Romania 1147-48 Stephen the Great,500th Anniv.

ig7-2il Q.E.I1 Norway 358-59 King Haakon VII 85th birthday

h 448-49 “Atomium" Brussels World Fair. Bulgaria 957 Madame Curie
slavakia 791-94 Jan A. Comensky, scientist, '

821 Gustav Plante, physicist, 1834-89
y 762 Heinrich Hertz, physicist; 10N352-54 Euler, Hertz & Ungius, scientists;
University of Freiburg 500th Anniversary
637 Geophysical Year Mexico €241 Weights and measure

353-55 Geophysical Year Romania 1124 Madame Curie
a 1159-60 Geophysical Year

1883 Pierre Curie;1905-06 Vitus Bering, explorer, D.I.Mendeliev, chemist; 1927 Leon.
r, mathematician; 1948 Geophysical Year;1946 Liapunov,mathematician;1966 Moscow Univ.
853-55 Statistical Chart U.S.A. 1092 Atomic Energy Symbol

SCOUTS & SCOUTING (See CHILDREN)

ine 661 Frigate '"Herculesy C63 Battle of Montevideo; C66 Ships in coat of arms
m B592-5 Ship with cross; 452 Navy ship anchored

334-35 Ship Egypt 393 Ship in Buez; 398 Boat on Nile River
B311 Ancient Galley (1750) Germany 1ON323 10,000 ton Motor Freighter
y 767 Cargo Passenger ship; 769 100th anniv.Albert Ballin,Manager of "Hapag"
633 Pasgsenger ship 'Nissho Maru” Malaya 274 Tin Dredging

ique 402, Ships, Beira Harbor

land B306-10 Cargo ship, coaster, '"Willem Barendsz", trawl, lugger,& 55'"New Amsterdam';
66 Admiral de Ruyter and flagship '"De Zeven Provincien';

Vacation Vessel for invalids, "Castle of Sterverden'
gua 794-99 Merchant Marine: MS Honduras, freighter, M.S5.Guatemala, MS Salvador, etc.
rn Island 28 Ship Model; 30 Launching new whaleboat
aland 317 S8 Dunedin, refrigerated. Romania 1172 Battleship

1884 Antarctic ships Obj & Bena Sarawak 203 Sailboat

499-501 Ship in distress Syria C235,7,9 Freighter unloading wheat

1088 Ship at sea; 1091 Naval Review;1095 350th anniv. Ship Building

ar 251-55, 257, 259 Sailboat, Royal Barge

847 Gymnastics Bulgaria 958~59 Bicycle Race;969 Basketball
365-68 Swimming, skiing, fishing, hunting
Comm.) 5 diff, gports Columbia C297-98 Bicycle Race

158, 160-61 Baseball, girl diving, boxing
slavakia 798-B00 Archery, boxing, skiing; 796~97 Bicycle Race; 815 Motorcycling
can Republic 474-78 Olympics; 479-83,C297-98 Honoring Olympic Winners
r C282-83 Basketball

817 Pierre de Coubertin, Olympic rings; 845 Paris Stadium -
y lON346 Bicycle Race Honduras 256 National Stadium
avia 480-83 Gymnastic Festivals . Iceland 300-01 Wrestling, diving
enstein 308-11 Bar sommersault;horse jumping,ring exercising,parallel bars

land Antilles B31,3,4 Soccer

750-55 Olympic Games; 758-60,764=-65 Skier; 706-08 Femcing;776~%7 Bicycle Race
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SPORTS (continued) Rage=hd-

Romania 1116-20 Olympic rings, torch; 1155-58 Womens' Gymnastic Championship

Russia 1910-12 Ice Hockey; 1947 Bicycling; 195256 Youth Festivals, Sport Contests;
1965 Stadium, 1957-62 Melbourne Olympic Winners

Turkey 1217-18 Free Style Wrestling

STAMPS ON STAMPS

Brazil 849 Stamp of 1932 Ceylon 336-37 Centenary of first stamp
Uruguay C173-75 First Stamp Peru Centenary of lst stamp and PEREX
TEXTILES

Indonesia B98 Embroideries Iraq 167 Weaving machine

Malaya 93 Weaving Pakistan 92-94 Jute Mills

TRANSPORTATION {(General)

Italy 725 Traffic Light Panama C1l86-87 Pan American Highway
Switzerland 357 Rcead Signs

UNITED NATIONS

Cambodia 59-61 Honoring United Nations Japan 635 UN Member Anniversary

Laos 30-31,022-23 Anniv. UN Membership Libya 123-74 First Anniv. UN Membership

Poland 761-63 Honoring United Nations

United Nations 49-50 World Meteorclogical Organization; 5152 U,N, Emergency Force; 53
Re-engraved same as 51-52; C5 airmail; 55-56 United Nations Day 1957

WATERFALLS
Cuba €153 Salto Del Hanabanilla waterfall
Turkey 1215-16 Sariyar Dam

WOMEN

Cuba 572 Victoria B. Sanchez, nurse 1876~-1918; Cl163 Jeanette Ryder, animal protector

Dominican Republic Olympic Winners: Mildred Didrickson C99; Fanny Blankers-Kohn 474;
Betty Cuthbert 480.

Germany 10N361 Clara Zetkin, author,pelitician; 10N356 Dancer Barbarina Campden by Hol

Monaco 391-99 Grace Kelly Russia 1989 C(Clara Zetkin

WRITERS

Austria 616 Anton Wildgans 1881-1932
Bulgaria 954-56 Bernard Shaw, Dostoevesky, Henric Ibsen
Czechoslavakia 781,3 Ivan Olbracht,F.X.Salda France 813 J, J. Rousseau
Portugal 824-27 Jose Leitac de Almeida Garrett
Romania 1123,5,6 George Bernard Shaw, Henric Ibsen, Dostoevesky
Russia 1897 Tolstoy, 1823-1910, Scene from his novel '"War and Peace';
1900 A.M, Gorky (1868-1936) and scene from his novel '"QOther'.

ADDITIONAL COPIES OF THIS LIST OF 18957 TOPICAL NEW ISSUES
are available for fifty cents each or seven IR coupons.
Ask for Handbook Neo, 20A.

INFORMATION ABOUT THE AMERICAN TOPICAL ASSOCIATION AND
TOPICAL TIME Magazine are available for a self-addressed
stamped envelope cor one IR coupon sent to:

AMERICAN TOPICAL ASSOCTATION
3306 North 50th Street Milwaukee 16, Wisconsin, U,S.4.




55,

1ittls courags. There are soma peeple not fitted for it and should
stick to a genaral stock. Plcking = country, group of countries,

or & specialty field dapends a great deal on the dealer, He should
pick somsthing he alrasady has soms knowledge of, and in choosing,

a careful check of cthe dealers already in the fisld should be made.

If there ars one or two already, it may show that thers is snough
intersst in the proposed specialty to warrant going inte it., NRext step
towards building up a stock is careful checking of auction catalogs

with prices realiséd and tha trads magezine a!hrinn.l

4 specialist dasler may be abls to purchase items at extramsly
low prices bacause of his specialized kmowladge. Opportunities to
obtain otherwiss dead stock from genaral deslsrs and sell at high
marging ave bountiful, A epecialist dealer with a want list file of
his customers will give him a constant source of incoms even during
the traditional slack ssasons because the specialist collestor

collects all year round,

A properly prapared spacizlist deslar ssldom finds himself
in a position of not having smything to smell to his customer in his
line as oftean happens to a genersl dealer, Once a customer has all
the postage issuss, the daaler can proceds ¢o sel1l him highly
specialined itews such ss stawpless covers, proofs, errors and
varieties, blocks of four; plating pleces, first day covers, plate

mmber blocks, stc., slmost i{ndefinitely,

lekm, p. 10,
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Specializstion in ons country makes it essier to build a
fine stock, since thera is a concentration of efforts, It is not so
difficult to sssemdle one country completely, sven with duplicates,
varietins, and raritiss, 1{f auctions and wholesale offers are checked

ﬁ“.fully«

O of the most popular individusl countries is, of courss,
in this country, the United States. Most collectors cellect U.8.
stamps 1n addition to any othex they may collact, It is to the
sdvantage of dealers to get in on this trade aven though they do
not have & large capital., Actually a large capital is not rsquired
to stock U.8. sven though meny baginning deslers think so, If s
begioning dealer is catering to collactors of low and medium priced
foreign stamps, similear 0.8, material will cost him 8o move to
stock than tha foreign. XNe does not have to stock tha vmﬁy eAPsD~
sive material or exrors or raritiss as wost collactors can afford
thase anyway. Knowledge of the stawps is move {mportant than capital
requiremants. It is quite possible to sell foreign stesps without
knowing or zaring sbout the stmeps, but the case is not true with
U.B. It is not possible to sell U.8. stamps profitably without

knowing the material.

Dulike foreign stamps, U.8. stamps carmot be bought at a
big discount frowm catalog prices and be sold for half-catalog price

or similar discounts. Catalog quotations on U,B8. stemps ars closer
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to market pricea than sre the foreign prices as tha catalog publisbers
are closer to the market in V.8, material, Many U,8, stsmps which
dealers think are relatively common are missing from many collsciors'
albums. This is the type of material the small dealer can sell at a

good profiit 1f presantsd interestingly,

.8. atsmps can bs pressntad s nestly and as sttractivaly
as forsign stsmps in approval selections, Sets of U.8. stamps by year
of issue or by natural groupings such a8 tress on stanps, femcus wen,
statahood anniversaries, civil war history, atc. Many times it is
possibla by such arrangemsuts to sell stamsps at full catalog and in

sone CARgE AVAD more.

Collactors who specialize in U,5. exclusivaly may ba eaticed
to take up & foreigm collection {f & dealar can tie in his U.8,
sendings with foreign {ssues honoring the United Btates in m way
or anothar. This is known 53 the Americens topic, MHussrous foreign
isaues honor Lincoln, Roosevelt, Washington, the Rotary Clube, tha
Beclarstion of Independence, the Statue of Liberty, ete, Once a
collector has bought soms of thsse intevesting itame ha iz well on
the way to becoming a foreign collector and a buyer of other stemps
in atock st higher profit margine than on United States stamps.

dctually s foreign stamp specialist is far from the specialist

that & ona country specialist is, as hs mst stock the whole world



except United States. There are however limitations a dealar cen
arbitrarily imposs. He can stock only umized ssts of stamps of the
whole world as does New York dealer Frank Warner.! Warner does not
stock single stamps or used stawps, only complete mint (unused) sats
of the entire world, Similar limitations could be imposed such as
dealing with only commemorative or special ismuss, only semi~postal
issues where & portion of the face valug is used for charity and the
bulance for postage, or a yesr date limdtation such as "stamps of
the worid since 1920", Thus such a dealer sells stemps from ail

countries axcept U.5. but limits his fisld in sous other way than

geographical.

To get into the field the dealer should build up a good
svock of complate sets of staupe from most countries of the woxld,
A pood way to start is to buy smn extensive world-wide collection.
A wall arvangsd colisction worih ssveral thoussnd dollars ia & good
start., JNxparience will show which foraign countries gell best to the
particular deslars clientsls snd ha can acquire stoék mcordingly.z

The bast typs of sdvartisement for this apecialty is to offer
stesps o7 ons country (a different one sach week) in & leading stemp

magexine and send out prics lists of individual countries vegulariy.

lprunk Warner advertissment, Topicsl Time, IX, So. 1
(January-February, 1958}, 13,

z'litbtaok, p. 33.
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The collscting of such areas is a natursl for many collectors
who do not want the confinemsnt of one country or the vastness of
the whola world of stamps, Such groupings fit together because
they have a common inheritance such as the Lagg:n Amarican countriss
or because thay have s common loyalty such uthu British Soweuveslith

of Rations.

British Coloniss becauss of thair color and beautiful en~
gravings ave populsr among beginners and advenced collectors aliks,
the baginnar usually prefearring the low cost short sete of thres
lowast values and advance collectors buying the medium lesgth sets teo
ong shilling values or the complete ssts to the oné pound values.
Becuuse of our cowmon tongue, British colonisl staxps are more
populsr in the United States then are soms of the other colonial

groups of Ruropsan nations.

Along siwilar lines there can be formsd collections of France
and colonias, Neatharlands and colonies, Italy and colonies vhare
the collactor collacts both the mother country plus har territoriea.
Thie situation {s not usually trus ﬁ: the case of Great 3:1:;3.::.
Most British colonisl collactors collsct only the coloniss and/or
dominions snd do not bother with Gureat Britatn iteslf ‘ecousa
British designs sxe horribly dull compared with her coloniaes.

France and colonies has the largest following in this field,
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The above groupings ware largely political. Other groups
are peographical such as South and Central Amsrican nations, the
Balkang, Weststn Buropesan countries, tha Middlse Bast, the Orient,
ste, Spacializing in such groups can offer a dealer a wider range
of custoumrs than {f he specizlizes in just one country., Further
sourceas of supply will be more centralised for the dealer than for

a dealer who handles all foreign stemps indiscriminately,

Boosted by continual promotion of the aggressive Amsrican
Topical Association, the collecting of staops by subject matter on
the stamps rather than by country of issuance has skyrocksted into
imsense popularity in the past ten years. A topical collector or
daaler limita his field topically rather than geographically.

The radical departurs from counventionsl stsmp stock keaping
has kept many dealers out of the field as it maans & complete revision
of their stock. New dealars are brsasking into this fisld and are
specializing in such subjlacts as science, bislogy, medicine, trans-
portation, art, sports, snd & scora of the othar more popular topics

depicted on the world's postal paper.

The £1eld is so new that in Alvin James Fairbrook's “How
to Becoms & Buccessful Stamp Dealer” published in 1948 there {8 no
refersnce to topical dasling, yet lucius Jackson's "Btemp Dealing
for Plaasure and Profit™ published in 1954 says that the fiald of
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topical dealing slready shows signa of overcrowding.l We tend to
doubt this from parsonal sxparisnce handling advertising copy for
TOPICAL TIMR megazine, journal of ths American Topical Aasociation,
Based on this exparienca, it is sppaxent that stocks organired
elphabetically according to topics as pppossd to socordisg to countries
axe not sufficient to mest the ever incressiag demand for topical
stamps, At the average stamp exhibition where desiers sst up booths,
it is not uvncommon to find no daalers with & topicslly classified
stock, Boterprising dealars will find many opportunities open to

tham in this field i{f they take the tims te arvange thaix stock in

s sensible topical order.

Group collections offer a profitable phass of topical
dealing. croupn ars ssts or single stawps i{swsued from my gountries
around the world for the same anniversary, During s period of a
yesr or more bafore and aftsr the anniversary or event in quastion
stamps are fsaued from as little &8 ten countries up to & hundred
countries, Such groupa are the Pesca and Victory issues of the
allies after World War II, the msny memorial stemps after President
Rocssvelt's death, the British Coronation stamps Lssued by &ll
colonies and dominions when & new monarch sscends ths throue, stasps
issued by almost every country of the world in 1949 honoring the
seventy-£ifth enniversary of the Universal Postal Union, stasmps
in the 1933 period honoving the f£iftieth saniversary of Rotary

International. Curreuntly baing promoted ars the 1957 issues of

limkm, p. 11,
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the world honoring the fiftieth smmiversary of the Boy Scout Move~
sent, issuga saluting the Brusselle Worlds Pair, and staups dealing
with the Internstional Geophysical Year,

To 1llustrets how a spacialized group stock can be organizad,
refer to the Exhibit @ of a copy of A.T.A, Topicsl Handbook Ho, 17,
pE On m 63.

The sppesl of such groups lies in the fact that they cowbine
the fascination and attraction of topical subjects with the satise
faction to be derived from assembling a complate collection in one
specific fisld, 7The appeal to daalers ltes in four things: (a) stocks
are ususlly readily available; (b) bacsuss the collactor can complate
such a group, ha usually keeps on buying until he does complate it;
{c} in most cases printsd albume snd/or catalogs or handbooks are
printad for theass groups enhancing thair prestige and affording sales
of the books as well; and (d) the profit margin i» normsily a2

dacant m.l

Frank $arner, New York stamp deslsr, points cut many signe
of the timas which indicats an even greater pofularity for topical
stamp collecting in the future. Dealers' price lists now include
sactions for topical stawps snd thare are now somme topical wholesalers,

Packat makers have constructed topical packats, BSpecial albums and

l7b1d., p. 12,
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pages sre being praparsad for topicals. Dealers are becoming awars
tat tha demsnd for somm topical fssues has far sxceeded the supply.

Mora sdvanced specialired topical collections ara baing formed.l
Other _ ki

Thare ars numsrous other fields of stasp dealing in which
to specislize &nd eeach will be dsalt with briefly,

Airmails

Since the first afrmail stamps in 1918, this field hes
grown into a very popular group. The specialist dealer or collector
will handle only airmuil issues of ths world efther mint snd/or used
and not headle regular postags issues. The collecting of air mail
stampe is further sided in the United Statss by tha fact that the
Scott's standard Fostege Stemp Gatalogus sssigns a diffarent type of
catalog nuaber to sir mail stampe than it does to regular postage
stamps making a list of airmsil stamps readily obtainsble. Minkus'

i and many foreign catalogs do

not differantiate air wail issues from regular postage issues and
give all stamps catalog numbexs based on the chronological fssvance
of the stamp rather than upon the type of postage duty the stamp
sexved,

Tha smerican Air Mail Scciety is known to hsve one of the

Lyrank Warner, 1956 Market Report (Rew York: Frank Varner,
1856), p. 1. '
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richest memberships of the smallar stamp socisties with meny wealthy
members vho purchass extrapaly expensive ataups, Alrmails as a

group do run more mongy than regular stamps for three reasoms: (1) Afx
mail stamps usually had higher face valuss than regular staaps bacsuse
air sail costs more than surface mail, (2) Beceuse of tha limited use
of air mail in its early daye and even now in small countries limited
nunbers of these staaps wera purinted csusing subsequent scarcaness

of many varisties, and (3) special stemps were issued with limited
use on only one special insugural flight of a new means of aviation

such as the Graf Zappelin stemps of the United States of 1830,
PL ¥ Block

This is a spacialty in tha field of United Statss staaps.
All stswps iesued from the Burasu of Rngraving snd Printing contain
a vupbsr on the selvedge in the margins of all United States staxps.
Stampa are printed in large shests four times the sipe of thoss sold
in the post offices. Thesa shests are cut into four post office
panas vith the result that various panes sold at the post office
will have plats numbars in various pasitions oa the sheet, i.e.
uppar right, upper left, lower right, and lowsr left. Usllectors
endasavor to collect the various issues with all their plats mumbers

and all four positions of sach plate number.

Daslaxs can well visualize that this invelves & trewendous
inventory a» the plate number stamps are usually collscted in blocks

of four stamps {2x2), but by the ssom token salas mey be of quite
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lerge units vhen a collector may buy seversl hundred coples of the
same stamp te complete all platas and positions., 4 regular collector

would buy just one stamp of a kind!
Fixst | rs_and Other Covers

A cover is the term used in philately to mean an envelope
with stamps on it which have becn cancelled, genearally ons which
. has gone through the mails, A first dsy cover is # cover with a new
stemp affived on the firet day of i{ssus snd cancelled with an sppropriate
cancellation indicating that ths envelops was mailed on the firat day

the stamp was on sals.

!’!.:it. day cover collacting has become quite popular in the
soms thirty years af. its existence. Just two years ago the American
First Day Cover Sociaty was formed snd alrsady claime a msnbership
of two thousand.

There is quits 2 business in selliag especially prepared
anvelopes with imprinted cachets to collectors whoe dasire to send
thess anvalopes to various postmssters in the cities wheare first
day of issuve cancellations will be applied.

Other than first day covers, theve is not & great desl of
intsrest in covers. It has never becoms as populsr as stamp col-
lscting. Thare ars a number of daalers who specialize in covers,

aoatly United States ninstsenth cantury covers which usually bring
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prices two to three times the actual atm.l

Pr St

This is another U.8. specialty though theres are & number of
other socuntries such as Canada snd FPrance that use precancellad stesgps.
A precancalled stemp ie just what the nama implies, a stamp which has
been pra-obliterated at the post offica bafore affixing on an envelops.
Bacause the stamps sre alresdy cancelled bhefora use thay sre usabla
only by bulk seilers and not by individuals, so0 as to prevent re-use
of the strmps. T%hs obliteration usually consists of tha city and state
with bars shove and balow.

Tha two major types of pracancelled stamps sre Buro-printe
and town types. A Buro-print is & precencelled stamp that has desn
precancalled by the Buresu of Bugraving and Printing in Washington,
B.C., at the sape time a stamp is printed. These prints are used in
the larger cities only. A town type precsncsl is a pre-cblitsration
applied by printars locally in the city where the stemps area to be
placed on sale. They are more irrsgulsr than the Buro-prints and do

not have a8 sharp an impression ganerally.

Pracsncel collacting, too, is organized with & group of
soms 900 collectore. A fowr denlers specialize in this field. Profits
aye to be made by the man vho studies tha many ramifications of this
fiald, so he can realistically prica the material. Most dealers koow

lyatxbrock, p. 37.
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80 littla about pre~cancels that they usually sell them for a fraction

of their trus worth,
Naw Issues

Many dealers specialire in the essrvice of supplying new
issuns to collectora. These are aither sant on approval or against

an sdvence depoait aftar the collactor specifies which country,

group,  or topic he would like new issuas From,

Compatition ia fisrce in this field with the lsrge importers
outdoing the smxll dealsrs pricewiss. Bacauss of this tremendous
compatition, the large capital required to finance the world's new
fssues, aod the low profit mergin the new dealer is well to minimice

his activity in new issues and concentrate on older issuas with

higher profit margins.

Tha heavy demand for new issuss, however, encourages a
dealer to handle them to keep his customers sstisfied. A dealer in
new issves must keep well informed in advance, $0 that he does not
wiss cut on some uew items which may prove to be scarca. A good
general rule is to buy as seon as they come out and buy only enough
for current business. This doss not tie up capital in jow margic
issuas that mey take many months to sell after the initial enthusissm

avar an issue is gooe,

Used new imsuas combine the fascination of the new and novel

with the honast appsal of postally-used stamps, The principle stusbling
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block hars is in obtaining stock quickly, Used new issuas are
obtainable in carefully graded packets and somstimes iz mixtures

of bank clippings. Anothear difficulty of used new issue selling

is pricing., As the bulk of them will be purchased in mixzad lots for

s sat price, it is difficult to arrive at a selling price for asch
stamp. With some practice these items can ba priced to sell profitably
and competitively, Things to cousider are the cost of the entire lot
and the comperabla cost of similar stamps in unused condition, 7The
absence of any fixed prices in the market for used new iesues is one
point in favor of this typs of dealer as ha bas almost 0o price com-

patition assuring a larger margin of profit than on wint new issuas,l

Rackats

Packets can help build up mny stamp business whather it be a
specialty company or a ganaval daaler. Packets of stawps are avail-
able in almost any price rvenge running from five cents retall te
saveral thousand dollars and of intarest to everyons from beginning
Juvaniles to more advamcad eduli collectors, A packet is defined
as a spacifisd number of all-differaent stamps from a perticular
country or topic, such &8 500 Frauce, 1000 British colonlas or
100 Shipe ou stanps. Packats axa also available from the whole
world such as the range of 100 different world for seven cents up to
16,000 world for $33.50. Larger packets of 20,000 up to 70,000
different worldwids arm available with the highest running iate

the thoussnds of dollers.?

;chklon. p. 11,

%. ¢, Simpscn & Co. advertisement, Stemp Wholesaler, XXIII,
{(Fabruarv 29. 16%8). 3.
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Packats are not simply & source of income in themselves, Of
far moxe vealue is their sbility to create s demand for the more
axpensive stamps that a dealer sells on approval or through catalogs
and prica lists, If you sell a gensral collector a packet of stamps
on a cartsin country or specialty, hs may become intarested enough
in this group that he will become a steady customsr for specializad
material in the field at much higher prices than packet material.

A tievin with packets related to & dealer's specialty is.sure to pay

off i{n new customsrs for the principal live,

Packate are now baisg used by msny deslers ss appraval
sandinge, not as complete units, but open packets for sale by the
stamp. BSaversl methods are used. Penny approval dsalers go through
& packat amd pick out the battar matarial to sell to thair more
sdvanced customers and send out the balance on approval at ome cent

each,

Anothar packet spprovel method 1a to offer the customer the
first few hundred stamps et two cents each snd the balaoce he

desires at opa cent axch,

A number of daslars say that thair customers aajoy buying
from packets sapecially whan they r.le&ivu first cheics. Spasking
of first choice, it 1i» bast to make ths mail ovder customsr balieve
he is recediving first choice by sending out the stswps in such regular
units as 10600, 500, 250, or 100, When a packet is returnsd with s faw

ramoved add a few to bring it up to ona of these units or take sway
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somwe of the common ones to bring it down to & unit. Then put the

packets in a fresh glaseinas tmrelopc.l

On packet approvals it {s bast to take & quick and medium
siged profit rathar than txying to rasp as much as cas ba cbtained
from the complate sale of the packet. When & packet of 1000 gets
dosm to two or three hundred, it is best not to send it ocut auy more,
but to send a fresh new 1000 packet. The result will be larger sales
and customers with a larger degree of satisfaction. Tha balance of
the materisl can be usad for f£ill in materisl, penny boxes, promotional
vork mmong juniors, or given to Stamps for the Wounded. Thase packets
axe ususlly put up im the country of origin by chesp labor snd mada
on a price competition basis, sc thare will be & percentage of loss
through damaged, heavily cancelled undesivrable stamps.

A V) 1.

Yor apecial anniversaries, expositions, or philatelie exhi-
bitions many countriss of the werld have issued small souvenir
miniature shasts much gmaller than regular post office sised panes,
Thase sheats usually contain only a fev stamps and sometimes only one
with wide marging with marginal inseriptions. BSuch shdets have postal
valus like sny stamp, but are usually in limited printings of intarest

mostly to collsctors, becauss thay are swicward to use on ordinary matl.

1jeckeon, p. 12.
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Thase miniature or souvenir shaets wars very popular from
1926 to 1938, but since then thers has besn less demand for them
becauss of over spsculation sand deflated prices after laxge gquantities

wars dumped on the market by lpqcuhtors.l

It 1s best for the baginning =ail ordar desler to stay away
from miniature shests as they are usually expensive and might tie
up quite a Mt in slow woving stock. Further they are usually
1arger than the standard wmailing size envelope which might causs
troubles sud extra costs in sending them out sither on direct sales
or on approval. If they ars sent on approval and the customer does
net pack them properly on their return thers might ba somm large
losses in damaged material. The fisld is best suited to the store
dealar who doss not have to mail this merchandiss frequently sand
display it to best sdvantege and deliver directly to his ahop

customers.
ties fat

Thare is a fairly good demand for this type of material from
specialiat collectors. Xt is wall for a dealer specializing in one
fiald to handle this highar priced material, bdut alwost fwmpossibls
for & ganaral whola world dealer to handle sny smount of it bacause

of tha inventeries that might tie up his working capital.

The stock itself is ususily obtained &t suction ss this

ltdtbmck. p. 3.
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type of material is not gengrally svsilable from wholesalers in quantity.
Another source of stock is purchase from private collections. Tha best
advartising media are the publications of the specialist socleties

vwhere the membarship is known to consist of wore advanced collectors

with larger than average pockatbooks,

Artists® Proofs

Artists® proofs form unigque specialty. Artists' proofs axe
printed from & soft steal die one by one oo a hand press, Ths
quantity of proofs is limited becauss the dis iz soft and wulﬁ
loose its beauty if more proofs were made. Only 20 or 30 of each
are made upualiy divided into five colors. IPrisl color proofa
are nada from the finitshed hardanad die to decide on the final color
of the stamp. DBalume sheets are spacial pressutation sheats printed

in guantities of 30 to 150 for gifts to high governsent o!ticiuh."

Acgessories

Accansories consist of those itesw other than stamps which
a collector éan usa to aid his collscting activities. They emut'
of stamp albume, himﬁ to hold tha stampe in placs, tongs to handls
the stewps, magnifiers, stock books to houss duplicates, glassine
envalopes, and & host of othar gadgets.

All dealars should handle sccessories regardless of the

lpierre Stephen, vof {New York:

Artists' Proots, 1957), v.'
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size or scope of their businass. The profit margin on sccessories is
usually 66 2/3% of cost vhich is comparsble te the margin on stamp
sales themselves,

Ragardiess of the profit margin a stamp dsaler should be in
a position 'to aupyiy sccessories to his customsrs, If he can’t the
customer may find them elsewhere and daclis do buy his stemps from
the other source sleo. Lack of handling accassorias may lome customers
in this way., 8Sales of accessorias creste wore etamp sales, When a
customey buys an album, he wsnts stamps to put into i{t, When he buys

hinges, ba wants stamps to hinga,

It is possible for dealers to reap substantial profits from
accassories without having a large inventory of thess itemm, Nost
jobbers will drop ship directly to customsrs fox a small fes of
twenty-five cents to £1fty cents which covars sxpert packing and
mailing undsr the dealars maiiing label. It also saves postsgs in
one direction from the jobber to the dealar.

It ssams to be sn obvicua £act that philstelic literaturs
craatas philatalic merkets. Gurimiy snough, thoss who profitc wost
from philstelic books and pamphlste-~the é&aalsxs--do not seem to ba
aware of this fact, By supporting such publicaticns and mming copies
thay can hm mere about what they are selling and obtain better
pricas on specislised material which they would not know sbout if thay
only had consultad the standard caulasm.l Sales to customers of
such items also bring 66 2/3% wmerk-up on cost.

lldwi.n m.u.x. "Fhilatelic Literaturs Pays Dividands,'
tgl rd Akiongr, IXI, No. 23 {Hovembar 8, 1957). 555,
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Rasching the Market

rtis

One of the best ways to learn how to write advertising is
to study sdvertising of auccessful firwe in the fisld., Notica how
they write, what they feature, how they express themselves. A
dasler can lssxn in this menner. He can lsarn to write his own
advertising soon with normsl talents of writing sud exprassion,

if not, the job will have to be given to an advartising msn to write,

The ficst factor is sase of resding., To ba sasily vead,
an sdvertissmant must have the main elesmnts 1o the right sagquance
and thare must be & miniwum of distracting elemsnts.

Second of the traits of s good advertisesmnt is attention-
getting power. Attsntion is obtsined by san effective headlina or
opaning phrasa, prics sppesl, and unusual copy. Attention-producing
headlines are thoss that compal the resder's attention, Humorous
advertisammnts wall bandled sre sitentiom getters, but generally it
is best for noneexpart advertisicg writers to avoid shock or
curiosity lwadlines,

Interest-building powsx is tha nuaber three raquisite of a
good advertisement, This includes “you" in the hesadlines., The
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fourth factor is action-building power. The fifth, and final, trait
of g good adverrisement 1s sales-building power. This is the factor
that makes buying ssey and convenient for ths customar, places all
assential information before him, snd offers guarantees of quality

and service,l

Iypes of Medin

Advertising media should be chosen very carefully, The two
standards in sdvertising selection are cost snd circulstion. Ths
bast way to rslste the two is to cowpare cost per 1000 readars of

one publiication with another.

Myvertising rates in stamp publications are low. Some of
the smaller journale and society journal m.n low as $2 per inch
offering circulations of only seversl thoussnd, Tha vate for TOPICAL
TIME magasine, official organ of tha American Topical Association,
for example, ix $2.75, per inch (Suarsntesd: 5000 copiea). See
Exhibit B, page 77. Rates of the commaercial atesp papers with
larger circulstions of w,ueo to 60,000 copies range from §5.00
per inch to $8.00 per inch. On the surface it would appear that a
publication with 60,000 circulation costing $5,00 per inch would
be better than one with 35,000 readars costing $8.00 an inch, but
other things such s sditorial content, priunting craftsmenship,

should bs teken into copsideration.

Liackeon, p. 43«44,
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Advertising Rate Sheet

;'

)

AR,  Amenican Jopical Association.

INCORPORATED
ASSCCIATION

Are YOU getting your share of the
Central Office

 WUsAR, Txeeutive Seerstary MILLION DOLLAR TOPICAL MARKET???

306 Morth S0th Sttt
iwankas LG, Wisonmein
 yours for just $2.75 every other month! That's our low contract rate and you can re-
 this even further to as little as $1.73 per inch by contracting for larger space in

| issue of TOPICAL TIME, the "bible" of every true topical collector,

now, and our advertisers know, this is a bargain! The circulation of TOPICAL TIME has
ecased more than 14 fold in just seven years! But that's not all, memebers continue to
, at an ever-increasing rate, circulation continues to climb, topical collecting has
me established in the 'best" philatelic circles, We just don't know how much longer
an avoid an advertising rate increase. Printing costs have just gone up 25%...add-
mal copies do cost more money,..for the next thirty days at least the rate sheet on
reverse of this letter will remain in effect,,,take advantage of this bargain and get
- share of the MILLION DOLLAR TOPICAL MARKET!

now, and you know, that circulation alone is meaningless. The alert businessman wants
now the buying habits of the readers...and the ATA has this information, the result of
cent reader preference survey made in cooperation with a leading university market
yst, Here are just a few facts and figures to support our claims:

ATA members spend a million deollars a year for stamps, albums, and supplies,

Though the average expenditure per member is $18.25 per month, 37% of our members
spend more than $20 per month for stamps, albums, and philatelic supplies.

Over 757 of our members collect 2 to 1& and more different topics! Almost 30% of
our members want to collect more topical subjects! More than 907% of our membersg
collect a specific country, a specialty or maintain a general collection in addition
to their topical interests,

And here's the clincher...over 80% of our members buy some or all of their phil-
atelic purchases from dealers advertising in TOPICAL TIME!

CAL TIME is not a publication that is read once and discarded. Members file their

es, refer to them constantly for information on the topic they collect or on a topic
'd like to start collecting., It is used month after month, year after year by its
lers, the countless requests that come into our office for back issues proves this.

own unsuccessful attempts to buy back issues at fancy prices proves this. Advertising
. i5 planned for this medium, advertising that will pull month after month, every time
rader sees the ad will pay for itself over and over again., WNo section of TOPICAL TIME
levoted exclugively to advertising, your ad will always have a preferred position

wgh careful attention to layout of pages.

* copy may include illustration engravings for as little at $2.50 (which includeg the
you can re-use for other printing). If you prefer we can offer aid in making attract-
layouts of your advertising message, Give TOPICAL TIME considerationm in your advertis-
budget, reach the MILLION DOLLAR topical market. The ad rate schedule on reverse side

ielf explanatory, if you need additional information do not hesitate to write. If you

: not already seen TOPICAL TIME, write today on your dealer letterhead for 7/£ree

1le copy.

Yours for better business, \f
¥ OVER FOR_AD RATES

First @ Finest @  Foremost e International ® NonProfit o  Edukg
A oM oA vk T AT T TR R R GANTZATION




{Please Read Other Side First)
Here's what one of our 75 regular satisfied advertisers says:

Although our initial cost per cusomter is relatively high as compared

to other advertising, purchases per customer over a period of time rum
higher than is usual for most philatelic publications. Credit losses,
percentage-wise are low, FPercentage of purchase from initial approval
selections is currently running about 83% dollar-wise,

This is the lowest,
most advantageous
rate for you

PHILATELIC ADVERTISING RATES

Members Members | Members  Non-Mem. Non-Mem.  Non-Mem.
Prepaid | Prepaid® | Billed Prepaid Prepaid® Billed
Transient! Contract | Contract Transient Contract Contract

One inch vvevvnvenns  $3.50 $2.75 $3.25 $4.00 $3.30 $3.80
Two inches ......... 5.50 4.50 5.00 6.60 5.50 6.30
Y page (3% inches). 10.00 | = 7.90 9.20 12.00 10.00 11.50
% page (7% inches). 17,50 14.30 16.50 21.00 17.50 20.00

1 page (15 inches). 31.00 26.00 30.00 37.00 31.00 35.50
*Advertisements are congidered prepaid if payment iz in our hands before the firs:
of every even month for the next following issue (same as insertion deadline),

POSITIONS: 1Inside covers and '"page 3" ADD 257 to above rates. OQutside back cove
two colors, ADD 50%. Center two page spread costs 2% regular pages.

Transient advertisers are those using space in less than six issues. Contract ad
tisers agree to use at least one inch of space in each of six consecutive issues.
Rates are for each issue, Maximum 35 words per inch, additionmal words 4¢ each, P:
are 6''x9'., Difficult composition or small type: Add 35¢ per inch to above rates.
Handwritten or copy requiring retyping or rewriting: Add $1 regardless of size,

ADLETS.......economical BUY - SELL - TRADE <¢olumn!
RATES: Five cents per word. Minimum charge $1,00 (twenty words).
Six times (same copy) for price of five timea. Minimum charge §5.00,

SAVE 1/3: 12 times (same copy) for price of eight times. Minimum charge $8.00.
Terms: All Adlets, Cash with Copy please.

ADVERTISING INSERTION DEADLINES IN MILWAUKEE

For issue dated: For issue dated:

Januvary-February,.........December lst July-August....s.eirvusssaq.June 1lst
March - April.............February lst September-October.........August 1st
May = JUNB. .. ovesursssreeassApril lst November -December........0October 1lat

If you are not now a contract advertiser take advantage of the low rate offered yi
in comparison with transient rates. By joining ATA at a nominal $3 annual dues, :
will enjoy an even lower rate. Sign contract below and mail today for bigger pro:

AMERICAN TOPICAl, ASSOCIATION, 330¢ N, 50 st. ,Milwaukee 16, Wis. DATE

I agree to use at least one inch of Advertising Space in each of six consecutive
issues of TOPICAL TIME and enclose first copy with payment. If new copy is not
received for each issue by deadlines you can run the copy of the previous issue.

Firm Name Signature

Street, City, State

(over)
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The smount of aditorial matter in velation to advertising is
not lmportant; it is qna.li:yl that counts, The sollectors' publication
that has the smellest parcentsge of editorial matter may ba many
times an effective an advertising medium as the publication with

the greatest smount of reading matter.

Pind out by reading ths magazines, if the varioua publications
give editorfal cooparation to advertisers. Most of the publications
have regular coluwms in which they publicise advertisere, call atten-
tion to price liste, atc., Such editorial items are often more
valuable than paid advertising spsce and co-oparation of this sort
morite considerstion in determining a publication's sdvertising

effactivensss,

Another consideration of prospectiva medis is typography
and prasswork. A poorly printed publication !,1 never ss affactive
a8 & wall printed publication. Any publication that fails to messure
up typographically muet have a graat deal to offer in the way of

circulation, low cost, and other factors to countsr~balance such

shortcomdngs.

The type of readars catered to by a publicatfon is aapther
important consideration fur the prospective advertissr, BSowme publi-
cations have & stesdy resdership with little twmever, These
readers ara bound to becoms familier with s new dealer's sdvertising
12 he variss the copy from the bulk of other sds in that publication,
If aditorisl content of a publication is sisnted towards one field,
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it is apparent that most of its resders will ba interested in that
£isld, FYor sxseple, if & certain magazins carries many articles
on United States stzmps it can be assummd that most of the resders

coliact U.8, more than passively,

_ 11 blicat

focigty Journals, ssch of the philatslic socisties for col-
lactors publish their own monthly or bi-monthly journels which carry
dealer advertising. Circulation is much lower than the waskly stmsp

publications, but these publications reach a select group.

The notsble publications sre |
the Amarican Philatelic Soclety (12,000), The §.F.A, Journsl of
the Society of Mhilatslic Awericans (3,500}, Topical Time of the

Msricen Topicsl Associstion (5,000), The Afrpost Journsl of the
Amarican Alr Mail Sociaty (1,200), and Tw

Burasu Issves Association (1000 plus) devoted to V.85, stamps princed
by tha Bursau of Engraving sud Printing, Mesbsrship figures which
are eytonomous with circulatfion for the publicstions are included

in parenthesss. Over f£ifty other smaller groups of several

hundred sach publish small journals for thair particular specialties.

This group of publications are run as business ventures by
tha propristors as compared with the organs wmeantionsd abova published
by societies for tha banefit of their smmberships.
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Thes group of conmercial publications offar the stamp dealer
4 great many wmore advertising opportunities becsuse tha circulations
are grsatly in axcess of those of the collector’s mociaty publicacions.
The stamp trads supports six ‘weekly" stsmp publications. One is pub-
lished thrse timms par month and one appears twice & wask, but for
the purposs of analysis all six are considered “wesklies™.

Firat and foremost is Liwg we with & circue

lation of close to 60,000, the largest circulation of all the c¢ol-
lecter's publications snd the one offering the wost pages for dollar
of subscription of any paper. Advertising is jJust $4.30 pexr inch,
Kditorials are highly centroversial. Jontent is varied aad up to
tha sinute. Xditorial support to advertisars is second to nons. 7The
great valus of edvertising proves the paper's effectivensss as sn

advertising medium,

Tie for sscond placs are Stgmps magasioe and Western Stemp
Colleator both with sbout 33,000 cireulation, Stsmps is the only
staop paper not publisbad in & small town., Being printed in high
cost New York City, it unfortunatsly has to charge the highest adver-
tising rate of any stamp journal {§8 par inch). A fins staff of
columists provide & varied fara. A distinct advantsge to resders
of Stamps 16 the fact that it is published in New !ori Qity, the
center of tha stamp warket in the United BStatss (and somse say in
the world), Because of this situation it can report naws faster and

furthersore can have many saxclusive stordes from perscnal interviews
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rather than by wmailed press relesses which the other papers all
reveive. It is the only stesp veekly in the United States which has
cewsstand distribution. Advertising columns ars psrticularly sffec-
tiva in dispoeing of better stamps snd contacting sericus collsctors
wvith considerable spending power. As & member of the Citivens
Conmittee for tha study of new stamp designs for the Fost Office
Dapartment, wditorepublisher H. L. Lindquist features mamy news

scopes from Washington.

or, the only semi~weekly stamp papsr,

charges four dollars par inch for sdvertising. WNditing L{a unsurpsssed.
Some of the dest writers are used. Foreign corrsspondent columns are
excellent. Advertising recaives exceptional attention due to en
unusual typogrsphic layout, Usually newspapers build up e page

with the large half and quartsr pags advertisemsnts on the bottom

of the page with smailer one inch or ssveral inch eds near the cop.
Nastern Stamp Gollecter revarsas the procedure aad puts the large

ads at the top snd the small ones on the bottom in an {nverted

pyramid fashion ou the premise that those paying the wost should

get the wmost atkencion from readars.

Tha second group doss not offer the large readarship that

the first thres do. op Jgws, with a four dollar

paxr inch advertising charge, offers only about 15,000 reasders.
Makeei's is the oldest continuocualy published stamp publication in

the United Statas having appearsd for almost sixty-five yesrs. Main
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interast is un U.8, stamps though there is mn excellsnt new issue

columm of foreign items,

Weekly Philgtelic Gossip, whick does not disclose circulation
figuree, is the best printad and the only slick paper weekly in

America, Advertising ia four dollars per inch and circulation is

estimated in the range from 10,000 te 1%,000, Yedturas articles Tank
with the best. The ratlo of reading matter to advertising matter is
the highest in Gogaip than in eny of ths other weeklias. This maans
that sdvertising in this medium will probably get more rasder aiten-
tion than in some other publications whave thers are more advertissrs

per page. OFf course, thare will be lesa readears to view tha advertise
ment then in Stapps. Lipn’s, or Hestarn Staw Collector.

Eational Stawp News is published three times per month.

Advertising rate is four dollsrs per inch and circulation, though
undieclosad, probably rsachas 10,000, The papar is rathar poorly
sdited and printed compared with the others, The publisher claims,
with justification, that lsss-fresquent publication tends to give

longer 1ifs to sach advertising insertion.

Newspaper Columna, Many daily and weakly newspapers in cities
across tha land carry small weakly columns on stamp collecting ususlly

acoompanied vith an advertising colvmn.

A fow of these are of ocutstanding intsrest to tha mail order
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duslar and have quite readerships. Thay consist of the New York
Naxald-Tribune, the New York Journsl-Amsricgn, the Naw York Times,
the Shicago Sun-Times, the Chicego Iribups, the §m
«d the Torento Globs & Mail. |

In addition to thess thare is a syndfcated columms hy Pramklin
R, Bruns, Jr,, Bivector of the Bivision of Philately, Post Office
Depactment, Washington, B.6, conducted in sbout twanty daily pepers

in their Sunday editions.

Gengral Publications. Advartising rates in geweral magezines
ars usually too high for the averags stamp daaler, but soms daslare
do use the wechanics megszines gensrally for dlsssified advartising
to attranst baginnars snd juvenilas to reguast approval selections,
Rven though rates are higher than the philatelic wagazinss, the cost
per thoussnd readars 1is about tha ssme. The ouly drawbsck is that
only a small perceatage of the resding sudisnce may be stanp col-

lectors. The four mechanice magasines are Popular Science, Yopulgr

Mchenics, Machanix Illustrsted, end $e Other
source for juvenila collectors s fcholsgtic seganine widely circulated

in schoels, This publication spousors United Nations stawmp clubs in

schools and carries s vegular stsmp column, }

The two basic types of advertising offered in all of ths pudli-

Mipid., p. 17
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cations mentioned ave display and classiffsd, The former usually

baing sold by the inch snd the latter being seld by the word or line

of type.

The little clagstflad advectlsemant can do remarkably wall

considering its sesll sine and cost, but does not result in an avalsnches

of ordars, Zlassified advertising is dasigoed to bring goods or
sexvices to the sttention of the veader who kaows what he is looking

for.

On the othar hand, the display advertisesmant seeka out the
prospect and tries to entice him into buying the stamps it -ptmtu.
While the cleszified colunma are only read by those few pesople luoking
for certain items, the display sdvertisemant attracts the sttention
of virtually every reader of the magszioe, If the sdvartisepent is
not too small, it has & very good chance of baing read by thoss cole
lectors who look at 211 the advertisewents snd read each ons atten~

tively, and others who may be interestad by in attractive hesdiine,

Classified advertising is the ideal solution te tha small
advartiser who wishes to contact nev customers and yet {» limited
by inexpsrience and eqitai.l Rates ususlly run about six cents per
word, with reductions as low as three and oow-~half cant psr word on
bulk contyvast purchases of 1000 words to be ussd st will. The dealer

levid., p. 49.
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can thus ghange his co;;ay frequently tasting various copy to see which
pulls the best. A well written advertisemsnt without change can often
continue to securs businags after many insertions. Many fesous advere
tisemsnts especially by patent medicing companies have run for years
without more than minor changes and are still producing.

Olassified sdvartising should not be considered & make-shife,
sconomical alternative to display sdvertising. 1t should be in-
cluded in the advertising budget of every stamp dasler., Classified
is sptually mors productive, in many cases, than display., The rvaason
for this is that thoss who zead classified advertising do so deliberataly,
Classified doen not require illustrations, artwerk, fancy layout, or

heavy type to obtain readership.

All classified advertising is classified according to the
type of offar and this makes it sasy for ths prespective buyer to
find an sdvertissment offering what he wants to buy. Thus a classified
advartisser has the good fortuns of having his prospects partiglly sold
bafore they resad his advertisesent., It {s not teoo difficult to sell
these prospects if the material is (nteresting and the price is
fnviting., ZNoonomical claseified columma give the desler an oppor-
tunity to sall items which ars in short stock and do not warrant the

use of higher cost display spacs.

Several technical advantages halp the claseifiad user to
obtais resdership. Tha simpleat of these is the fact of bulk., The

largest classifisd adveriisammnts attrect the most acientfon. A



four dollar classified sdvertisement might be five times ss affgce
tive as & four dollar diaplay advartisesmnt because the classified
advertissment of that size etands out awmong the adlets, wheress a
display advartisemant for just four dollars {m only one inch in size

or less.

It is & good policy to watch the printing pattern of the varisus
stemp maganines. How many words cf the first line of a classified
adwartisemant are sat in all cepital letters? This factor will |

datermine how to phrase the opsning sentance.

Repetition is sasily obtainsbie through classified space
for the new, small dealer dasizing to becoms kpown swong tha collecting
public., Individual advertising copy can be used seversl timss to
insure resching mwost of the intarested resdars of the publication,
Anothar mechanical operation that can secures new busineas for s dealer
is to insert sn sdvertisement under the wrong classified haading on
purposa. ¥The idea being to interest someons into a new field. Mot
expected, the sdvartisement will heve less competition than it would
if it wars placed in its proper column. Vor exmmple foreign stanps
night be offered in the United States colum. Ons of the philatelic
socistiss has done guits wall by placing fts adlets undar the stsmp
haading appealing to the specialists of this society rather than
under the beading “Philatelic Socisties”.

The principis sdvantager of display advertising is the fact

that thers is wore space in which to display msrchandive snd present
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the saseaga. To test the ralative effectivengas of display advertising
varsus classified advertising, it is not nacessary to start out with

& big display advertisement, It is not how much spsce is vsed, but
how wisaly it is veed.

The small dieplay advertisement is built sround ons central
ides and one only. Ceopy should be short and to the potnt, illustrstions
and artwork should be simple. White space is important sod should ba
usad as freely as possible. A small sdvartisemsor should have the
basic slemsnts of a good poater: s strong headline, a sisple but

forceful display, plenty of breathing space snd & minimum of copy.}

A besdline should be short., It should occupy sufficient
space and sise, typographically, that is stands out boldly from the
rast of the copy. Whan poseible it should appeal to the ssif-interest
of the reader. Salective haadlines are good when ons wemts to reach
& particulsr segmant of the market. ¥or axempla, & dealer specializing
in atawps of the ¥rench sres might inclnde a heading 1ike "France and
Qolonies” in his stamp megaszine advertising. 4 gevsral dealer
wishing to sscure collsctors from & genarsl non~philatelic magasine
might use the simple hesding "Stamp Collectors™ to gain the attention
cf tha right kind of sudisnce.

Suitable sub-heads cen aid in holding the sttention of the
resdar once it has besn secured. The headline selacts, ths sub-hasd

1., ». 51



axouses, snd the copy sells,

Jackson summarizes good rules for writing the small display

sdvartisemant for & stamp jwmlal

1. Use one central idea and ons only.

2. By all ssans, use white space an frealy as possiblas...
and be sure it is poswiblae.

3. Keap it simple, but appealing.

&, Gver~display is wvulgar, but try to be a littls diffarent
from the pack.

5. Nmphasize ths trade namm.

6. $ive planty of attention to the headline.

7. Guriocsity in often & good sppeal but self-interest is
always batter.

8. Xeep illustrations simple and avoid small detail.

9. Bon't cramp the copy. Kasp it brief but sell the idea.

10, Advertise consistently. Rapstitien builds confidencs.

11, Yest various elements in an sdvertissment, but only ons
slament at g time,

12, Ray advertising to indicate whioh wedis pulls the best.

13. Whanever possible, be oswsy. A timely sdvertisemant drawe
extra renders. Capitalisze on events. This is sewy for stazp dealers
since therve is a stamp for just about avery situstion.

Lbid, ». 52,
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14, Rasp body typs large snough to vead. BRight point typs is
the minimm for most cases.

15, Appeal to the resder’s imagination. Use exciting words,
colorful sdjectives, verbs of sctiom.

16, Strive to ralate one sdvertisemsat with anothsr. Though
all may be diffarant, this msy be dons simply by clear display of the
signature iine or by s slogan, trademark, or sdvertising gimmick.

17. Uss vaversa plates but uss them tastefully. Type on
revorsad plates should be 10 point or bettar, prefersbly 12 point or
larger to insure clear appssarance. $ix or eight point typs often fills
in with {nk on reverses printed on newsprint, thus sliminating the

copy snd causing the area to appesr &8 & solid blasck block.

A visple yat effsctive davice 18 & logotype of the £fimm
name at the foot of each advertisemsnt. Such a signaturs plats wiil
identify eash advertisemant with earliar onas snd develop a unity

of impression in the readsr's mind which builds cenfidence.

To insure ease of resding, ses to it that the advertising
copy starts out with m sttention~-getting headline or opening phrase,
and that the opsnar leads naturally and ssoothly inte copy that is
accurately dsscriptive, Than wind up with prices, smy psxtinent
commmnt on quslity of service or ths scope of QM avalilabla and
nae and address.
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Lt outlicas the procedure

for & typical stemp dealer.} Tha author makes the sssumption, im this
hypothetical axsmpls of preparing an advertisement, chat the sadvertisar
ts & mail order dealear catering to the general run of collectors.
Advertising i3 placed in stsmp column sections of newspapers such as
the New York Times or the Chlosge Jun Selected premium offer

is s set of twalve Japanass park stsmps. Virst step is to lay the

staxps on tha desk and stssine them in the syss of a collecter,
What would tempt & collsctor to buy these stemps? An snalysis shows:

1. They ars pretty. They illustrats sys-filling scenss in
the national parks of Japan. Thay would appsal to the lover of nsturs,

2. they are large and colorful. They really leak like some-
thing vhao mountsd on ths pagas in ths collector's album.

3, Rach stemp shows an entirsly different scene.

4. Specific topice iocluded: mountains, waterfalls, scenes
of rugged basuty in Jepan,

NBext is ths writing of the headline. A veader must be able
to sed at & glangce vhat the desler has to sell. A aimple heading of
"Japan's National Purks Lssue™ would do the job, Fros there on {t's
& matter of ingenuity sand imsgication. The idsa &8 to writs as many
hasdlines as possibls and select the best of thsm. Posaible subheads
under the main hasding could be: Sring the distent pesks of Nippen
right iats your home. See the acenic besuty of the Nippenase Islsads.

Ibid,. p. 44-45.
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Just like mounting a gorgaous travel folder in your slbum. Show
Nippon's rugped tervain in all its scenic grandsur, Picture mountains,

waterfalls in ¥ippon,

Aftar selecting the heading, add the text ss vivid 2 dasgeription

as possible, The finsl axagple given 1s:

"Japsn's Neticnal Perk Issuss--Treusport the Jagged pesks of
distant Nippen right into your homs. Twealve large colorful stamps,
each showing # different scene from the islanda, reproduce in lifee
1ike photogravurs all the rugged gramdaur of wountains, waterfalls,
wormants, inland seas, precipices. Orvder yours right now, Sand
10¢, togathar with a regquest for ons of our truly fascinating approval
seloctions to Star Stamp Go., Stellarvills, Alsbams.”

Many dealers lsave the physicsl layout of the advertisement
to tha printer vhen they should be doing this work themwelves, Actually
thay say do a bettar job than the printer doas ss they have mors self-
intarest in the job than doss s printer with hundreds amd thousands

of items to ast Uy

Rasdabilicy 'u of the utmost importance. Readability s
schisved by using both capitals and lowar cass iettars, as s general
rule. The uee of capital latters only is permissible only for short
words like stemps, hinges, slbums, m;. ste, It is seldom parmiasidle
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in such words as Guadaloupe, Venerusla, geophysical, etc. The physical
resson for avoiding capital letters in loug words is the inability of
the eye to segregate tha syllables vapidly, thus slowing down the

telagraph system from the optic nerve to the brain.

Raving a plaasing veriation in display lines is snothar way
to achiave resdability., All display is not display. Soms

advertisers have too many headlines over their ads.

If it is necesssry te have six or seven diaplay lines in
ordar to preperly describe stamps or an album scme monotany may be
avoidad by having twe linss capital, two in uppar and lower case,

ot in itslic, and parhaps cne in capitals and small capitalas,

Readability is aschisved by having & ressonable smount of
white space batwaen hesdinge and groups. Growded typs arvangs~
mante, rasulting from too much copy, are nevar vestful to tha aye,
never invitiog in appasrance and never induce the readar into
finishing the message. Likewise tha reverse of too much heavy
large sized bold typs is not appualing.

Proper display must be maintained so that copy i» not
split im che middle of s ling whan some iines are centeved to afford
white space, Ons cocmplets phrass or ssntence must appesar on sach
lina. klm is achieved by & cowomn sense study of the advartising
copy. 1f copy appears balanced te the advertiser, it will sppear
balanced to the svsrags resdar.
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- points out four

genexal rulss for praparing copy to send to the sdvertising nndimsz

1. Copy should be typad on a letterhesd sized sheet of 3ixll
inchas white papar with avple wargins for tha printer to make
notations of type faces and sizes. Chack securmcy of spelling,
hyphenating, punetuation, grammar, etc, Abbrsvistions should not
appear in the menuseript unless they ave desired in the priated

advertisemsnt.

1f tabular matter is to sppear anywhars fn the printinge-
in price lists for axemple-~it would be bettex to type it on a
ssparata sheet insssuch as it is frasquantly set up separstely in
& different aised (smaller) type than the regula:r text matarisl.

2. Some sort of layout stwuld accompany copy. It ossd not
ba fancy. A separate shest of papesr skatched roughly will do.

A comparison of sdvertisements preparad from s layout with
thoss prepsrsd from typmwrittan copy only, shows that vhers the
printer is guided by a layout, the hesdlines ars usually larger
and in more prominent positiouns, copy has been set to £il1 the
space properly, and all of the other slwments in the finished

advartisemsnt are in more atiractive positions.

‘Ibid,, p. 54-35.
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3, Pe sure copy fits, If thers are too many words for the
ordarsd spscs and there (s not time to return tha advertisemsnt for
revision, ons of two things will result, Rither the copy will be
joed into the space in small type or somsthing will be left out,
Rditors tarely like to sliminate psrte of copy om their cwn responsi-
bility so the copy is usually Jjmmed in or, i€ humanly impossible it
is omitied Zrom the 1esue, Any space jaswad with more words than
it 1s intendsd to hold will give a very poor result.

4. If cuts or plates are used and ave sent ssparately, they
should be fdantified in some manner. Judizsgte where the cut should
appear in the layoul. If the cut facludes soms lattering, indicate
on the layout that it is part of a eut or the printer is lisble to
sat {t up in type. If special emphasis on certaln words is desired,
thay abovld be vnderlined on the typed copy so they will be set in
either boldface or italics in tha printed copy.

Type is measursd in “‘poiats” and "picss”. IJwelve points
wake ong plcs and six picas wmeke ope inch, Conventional body type
i aight or ten poiat in sise to insure resdsbilicy. S$ix poiot (»
frequently used, bdut pakes & arsmmed appsarsnce snd is not too
resdable, A squate inch of space cen hold about thirty-two words
in eight point type set solid, If the type has spacing in between,
tnown g3 "lemding” in prioters’ terminology, ouly twsuty-thres words

can be contained in a one square inch space. This comes to about
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fifty words per column inch after space hae bean allowed for headlines,

larger type, illustrations, border, etc,

Sonsistency

Too many beginning stsmp deaalars axpsct to receive an
avalanche of orders from the first imsertion of their advertisesmnt.
This vauslly is not the case. Pecple ara unfamilisr with the new
advertissr's nass., It tekes six or more iussrtions of tha dealer's
name for wost resders toc fesl securs in sending monay to the new

advertissr.,

Fuzther peocple are slow to wova, They msy ses an fnteresting
offer, plan to purchase and thern through prututimt;e_m put 1t off
and finally forget asbout i{t. If the advertiser repeats, tha reader's
intarest i3 agsin aroussd azd tha sscond or third time be might take

setion,
Advertieing Appraisal

Testing of advertising is somsithing that wmsst be dons by all

stamp dsalars large snd emall alike,

Rach advartisessnt should be keyed, so the wedia and issus
in which ths advertisement sppearsd can be credited with the response.
Nany inquirers will not includes the key sysbol in their response
in & delibarate attempt to confuse tha dealer, but wost people will
copy the address exactly as it appears in the advartisessnt including
the key sywbol.
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1f the buasiness is operatad under a personal nsms tha best
way to key the advertisemsnt sccording to publication is to change
the middis inf{tial, Bach middle fnitial wi{ll staad for a different
publication used. If the bhusiosase 13 oparated undar a company name,

then the key can be "Bept. 1", “Bept. 27, ate,

It s bast to kaep kay latters awsy from address or box
number o as not to confuse tha Post Office Department and cause
mail to be delayed. Ancther way to code is to mske & small change
in the sddreps. One of the surest ways is to change the price of
the advertised item a few cents. A st of stawps may be offered
in one publication at $1.75, mother at $1.70, and & third at §1,80.

Remittances will gquickly tell which publication is pulling tha bast,

Kay testing should be followed up to show which offer is
producing the most snswers. Dealers vho send stamps on spproval usually
cffer & set of stampa a9 a pramitvm at low cost of 3¢ up to 31 at
about sctual wholesale cost to sscure the customer, A dealer
should keep track of how one premium offer pulls over amother;
racording the cost par advartissment, the numbar of snswers, the
sales from the initial approval selections, and the customers gained
from the advertising. An snalysis of this taformation can sasily
show vhich sdvertissmmnt is securing customers ar the lowest prics

and which pramiums should be maintained while othexs are dropped.

Baged on a dealer's profit mmrging snd overhead expenses,

he should compute how much ha can afford vo pay for sach new cugtomar,
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Tha average dealer can afford to pay up to 30¢ per asme~-more {f his
unit sales are high. The aim is to be lower than 508 through more

sffactive sdvertising,

Advertisiog ¥iling

Bvan after an advertissment has stoppad rumning, orders may
coma in for ysars afterwards so it is bast to kesp copias of all
advertioing in a file, s0 vhen someons replies to an old advertissmant
the dealer will know what to send if the inquirer puts only imcomplets

information in his lattar to tha dsaler.

Another good resson for filing old advertissmmuts is the
refsrencas valus in vriting new advertising., Often an old sdvartise-
ment can be reworded and rewritten and brought up to date. A good

advertisemsnt, no matter how old, can prove to be s big producer later,

John H. Grost, Sales Promotion Manager of Ssars Roebuck &
Go.'s South Band, Indisns store says that any sales letter or
advertisemant should not be discarded or replaced no matter bow

old it {s if it etill continues to puil.}

Uns of Premiuew

Pramiums have alvays bean an important slemsnt of stemp
advertising, but of late there has basn a tendemcy to discount their
value. Fremiums are valusble in stemp advertising bscasuss they mske

1Intcnvm with John H, Groet, Msrch 17, 1957,
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possible maximm sdvertising appeal in minfmum space. Small-spacs
advartisements, which most dealers use regularly, sfford lictle
oppoertunity for persuasive writing. Only a very few of the large
national firms use large space advertising., The only dealers who can
sffectivaly use small-space advertipemsnts are thoss with iong-
tlt_lblilh‘d reputations, or particularly dasivrable, scarcs mmhauliu.l
This being the casa, publication sdvertising fumctions most efficiantly
for stamp deslars when thay use it to attract new customsra, ¥Yor

attrseting new customsrs there is nothing aqual to the presium.

A pramivm should be chosen very carsfully tsking four con-
sidexations into mind: suitability, desirability, valus, and sdvar«

tising potential.

Suteabiley

The first consideration ina picking a premium offer should
be its suitability. 7The premium must be suitsble o the line of
business of the dealar. A dealar handling exslusively United States
stamps would ba more than foolish to offer a set of pretty British
Colonials as the premiuve, When offering a premium, the sssumption is
mads that the collsctor respending has soms interest in ths csuntry
which issusd the stamps offared in the premium or ha wouldn'g buy the

pramium,

The premium offared must bs planned in gquality, price, and

lJmkm. p. 36,
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composition for the class of collectors the desler wanta as staady
customars. A low priced premium would probsbly attract a large number
of collectors for cheap spprovals vhersss & higher priced preaium

would attrect fewsr psople, but the big spendars.

Desizability

Thers is a differsnce betwesn and undeaixsble premium and a
premium that lacks desirability. A close contact to the stemp bumi-
nase snables s desiler to know what 1s dasirable in the minds of stamp
collactors. Desirability is not the same as svailability. Just
bacause s stamp or sat of stamps is availabla, at a good price,
does not mean that the stemp or sat is wanted, Soms of the best
"bargaine® are low priced simply because few cellsctors want tham,

In fact, too low prices are usually a good sign of lack of sppeal.
Besivability should not be confused with price. Besirability should

bs checkad before price is cheched.

Sevaral factora contribute to dasirsbility. The coumtry eof
origin is important; sven the most sttractive stamp is uselsss ae a
pramium, if it was issusd by a currently unpopular nation such ss
Russias in nome.

Yamiliarity bresds contempt. 1t is bsst not to offer a
premium that has bsen ovarworked by many deslers. Rewsworthy new
issuss can bu used in the premium fisld. For the first dealer or
two who sdvertises s set, the returns arxe bound to ba good. §nt

using new issues as premiuvms s risky, just becsuse so many dealars
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follow the practice and the mmber of interasting, attractive new
stamps that lend themselves to premium use is consistently limited

by considerstions of price.

A safer way for the averags daaler i{s the securing é! adeguata
stocks of interesting older isaues for use as presivms. Some deslers
fael that thaess older stamps will not aske good premivms hecsuse
they have baen availadle so long and everybody wust have them already,
Thass dealars fall to considar that there ia a. whole new Mratim
of collectors who are not famdiisr with these older ilssues, Yo
these newcomsts, such issuss have .ul the basuty and charm of the new

issues, plus ths intarest gsnerated dy their cceparative age.

Unlese a dexler’s stock is arrsuged to sppeal o s specialized
group, the premium ahould have wide desirability,

Yalus

Aftar datermining s potentiasl premium that will resch the
vight kind of collsctors, its value must be datermined both to the

dealer gnd to the potential customer.

Nest deslars do not sxpact to make any profit on their
premiume. The premium cost is such a small percentage of total
sdvartising cost that it doas not behoove s dealer to try to wake any
saviog on the premium. The sansible way to selact a premium in tarms

of cost, is to determing first the asking price.
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Chosper premivms will attract more people, but less sales.
The parcentage of eventual buyers is sxaller smong those who answer

an advertisemant for a cheap or free pruu.ua.l

The premium must be offered at a price calculated to attract
the kind of buyers desired. A tan-cent premiuvm is fine for attracting
collectors whese purchases ave fn the two-dollsy or less bracket.
Twanty-five cent premiums will attrsct pecple willing to spead up to
$5 par salsation of stamps on spproval., PFremivms selling for 50¢ or
81 are usaful if the dealer's stock (s axtsosive enocugh to warrsnt
their use, Collectors who spend a half dollar or mora for a premium
ars almost without exception preparsd to wpend libarally on their
collections and thair credit is uniformly good.

Baspits the fact that the best bargains should be sdvertised,
thay should not be sold for lass than cost becauss collectors will ba
distllusioned when they find that other stawps the desler offers
later are not as equally {nexpensive as the spacial introductory offer
on tha prmiun.z

Once the preferred price ranges has been selected, the desler
can then look for a premium that can be purchased st about that
figure, %The premtium offared must bs esaily recogniesd by collectors

as worth movs than the asking prica. Have the prices gquotad by Scott's

Ipcank Warnar, 1934 Market Report {New York: Frank Warner,
1934}, p. 4.

SMashington Great, mum (fortland, Matae:
Mekoal's Weskly Stump News, no date}, p. 13,
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Standard Postage Stamp Catalogue coms into play. Te most collectors,
not in tune with the market as a dealer is, this is the only gulde
to price. It is well thmn to offer a set of stamps at & substantial
discount from Scott's price. A set of stamps which have gons up in
price tramandously since the lsst issus of Scott's may well be a
bargain at 100% or wore of catalog price, but such s bargain would
not ba sasily racognized by the average collector with the result
that takers would ba small in numbexr. There is such a thing as too
big & bargain. If the stemps are offared st such gigantic disocounts
of catalogue prics collsctors may feel that the stamps are not worth

wore than the asking price.

The last of the three factors to consider in prampium selsction
is advartisting potential. In wmost csses & sat of staups pessing the
first threa tests will slso hsave plenty of advertising potential,

Clavity is of prism importance. If & premium cannot be
sdequately described in ten or twenty words, snother pramium had better
be asliected,

Catalogue numbars do vot constitute clear description, 4an
advertisemsnt must be writtan sc that baginning collectors, not
owning a aatalogus, can undaratand it and be moved to action by it,
Too many daslers render their sdvertisemants vague and insffective by
trying to save the cost of half a dozen words, lLonger advertisements

in the classified ssction ave always more effactive than short ones,
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Bisplay advertisements too can be adju'lt’d sliminating unimportant
words and adding very {mportant words of description.

Buying Premiums

Losating & source of a presium is important and the ability
to restock 8 fast woving premium is also of utmost importance. It
is most frustrating to s deslar who hes found the parfact combination
of a splendid premivm aud fruitful advertising copy only to find that
aftar the initial supply is eold, he is swasped with orders and finds
no wholasalar with stocks st the right prica to fill his oxrdars.

Cansrally spenking, 1€ & pramium snd & pimce of sdvertising
copy will pull replies today, £t will still pull repliss ten years
from now., Unfortunataly supplias of good premiums at low pricas
saldos last thar long. The bast thing a dealsr can do 4{s to buy
the largest practicsble quantity and hope to obtain further supplies
wher nesded.

A dsaler does not always have to look to a wholssaler to find
interasting pramiuvm satarial. He might assemble all or part of a
premiume from his own stock of otharwiss desirable stamps, but which

he has in over supply.

Ooe suthority has caleulsted that thers are ten ways to use
premiums profitably in the stamp business.



104,

i. Obtaining naw customars as just descvibed.

2. To push slow-sellers. BEvery daalear, no mstter how familiar
with his market, will sometime find himeelf with stampe that are not
selling as readily ss anticipatad. The sddition of an inexpensive
premiuvm might be the one factor to turn a possible loss into & worthe
vhile profit.

3, To sustain intarsst. Ao sapproval dealer san saintain in-
tarest at high pitch with occasionsl premiums, provided thase small
gifts ars suitable to his type of customars. After a customer has
received ssveral sslsctions, he generally sliows his interest to
relsx. Whan this happens, include s pramium with his next sslection.
His interest will be revived and his purchases will returs to normal.

4, To wove sub-siandard items. How to disposs of stemps
ot up to standard has puszled weny a dasler, Qff-center, straight-
edge, thine-spot, and otharwise subrstandsrd material of low catalog
value can be destroyed. Mors valusble materisl cam be assembled
iato suitable pramiums to sell 2e space~fillers to those collectors
who are not fussy or wha lack the financial meane to purchase the same
watarial in perfect condition,

5. %o sliminate sunmer slump. Although the sunual summsr
slump cennot be sliminated completaly, the judiciocus use of premiums
will belp to waintain sales at a lavel nearly spproaching those of
normsl monthe.

6. Yo meeat price coepetition. It £{s oftan possible to sell
items at full ragular price despite cut-price compatiiion if a premium

is offerad free wiih the purchase of the item,
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7. Yo compile lists of prospects., Soms deslers give their
customars pramiums in pavsant for the nmmas of thetir fripnds who are
also collectors, This is gengrally a cheaper and quicker way than
publication advertising to bulld up & prospact list,

8. To increase the size of the order. The offer of a premiuve
for increasing tha aiss of an order is a sure way of incrsssing sales
volume at littls extra cost, Soms approval deslers allow tha customer
to chooss an sdditional ten cente worth as & gift for making his purchase
at lessat a dollar,

5. To spesd returns of spprovals. The quicker spproval selections
are rsturned, tha quicker unsold stemps can ba sent to snothar buyer,
This results in sdditional stock turnover and & largar profit on the
investwsat. Soms deslers include s little slip with the approval
selection, ssying, "If you raturn this sslection in lass thsn the
ten days alloted, I will rewerd your promptosss by givisg you an
attractiva sat of stamps absolutely free. It will be sent to you in
your next gpproval selesction”. Huch & note not only insures speedier
returns, but continved businass as wall.

10, To creste goodwill. Evaryons likes to rveceive more
than he has paid for, An occasional small gift to your customers
will cost 1ittle, but the resulting friendsiips will bring many
sdditional sales.}

S$ioce stamp desling is so largsly a mail order business, it

13“““; pa “*&2!
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would saem cbhvious that direct mail sdvertising has an importsnt place
in the trede. However, meny dealers fail to utilize direct maill
to the fullest axtent Laecause they do not vesliee just how vseful

it can be,
Juckson cites twenty uses of direct meil in the stamp business:}

1. To locats sources of supply. Lists of wants to various
vholesaliers can ba sent out when items desired are not found on any
of the wholesalers price lists.

2, Ia making tests, Pirect mail is sn fdeal tool for sales
testa of evary nature. With cthis wmedium, tests of nearly-pearfect
secursey csn bo madse on any siane scale desired, sand at any practical
time, A quastionnaire to seek the cousensus of opinion of one's
customers before adding s line to stock may stop fstal mistakes in
Judgment vhich wight otharwiss be wade,

3. To obtain noms for prospect lists., A direct sail en~
closurs sent slong with othexr literaiure or an spproval sslsction to
prasent customers ssking for nemms of friands who ws collectors will
bring many good names of prospects,

4. Yo bring customexs into s stamp stors. An occasional cmrd
or latter in a ssemingly personal msesage sbout the stemps the customar
is intarested in will bring wors customsrs into a stamp shop.

5, To make buying mors counvenient for qustomsrs. A stamp
store can double or triple his volums if & mail order depertmant is

establishad.

Yioids, p. 66-88,



107,

é., To create a demand for the line of stamps handled. PFolders
and newslettars can do & better selling job o!. s specific typs of cole
lecting than can an advertisemmnt whan many fine details must be
left out because of iack of space.

7. & & "leadsr" in othar forms of advertising., Somstioms
advertising spece cannot carcy the selling load alone. In these
cases, the magazine advartising should make no effor:t Lo sall., Instesd,
it should de ussd mersly to arouse intarest end te bring requests for
a catalog, booklst, folder, or other direct msfl piece which can pressnt
the complats story,

8, To capicalize on other edvartising. Kirect mail pieces
stould be tied in with publication advertising. Reprints of adver-
tissments can be sant to regular customars, just in case thay did
not ses them when thay were originally inm pﬂ.nt.

9. To stimulsts interest in s new catalog or price list, A
post card mpiled Lo esch customer or prospect timed to reach them
a day or two befors the arrival of & catalog or price list, will do
mch towards eiuting an interested exsminstion of its contents, This
card might refar to sny of ssevaral desirable buys sush as scarce sets
missing from most collsctions,

10, To capitalise on special avents. KEvents such as sunmmsy
vacations, Christmas, convantions, axhibitions, busiases openings
or smiversaries, atc. can all bea mads the reason for divect matl
publicity. If properly handlsd, thase special mailings can result
in many sales that would not have taken plsce othsrwisa.
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11. %o sell othar items from stock. Xf publication sadvertising
concarns fteslf only with the main line handled, then offers of other
items in wtock can be described and advertisad on direct mail piscas,
Every letter or packege sent out should carry oms or more circulsrs
advertising clearance lots, mistures, accessories, or othear side linas.
Such inaxpensive snvelope inserte are mailed post free as the postags
in paid by the main {tem being sent snyway.

1Z. To sall itewms which ara stocked in too smsll a quantity
to be used as magezine advertising items. A great many deslers
simply allow this type of amterial to stoummlate hoping that somacna
will taks it off their hande. In the memntime working cepital is
tied up in desd stock snd the stamps are evantuaily clsarsd through
sacrifice sale, An occasional letter individually typed or mimeo-
graphed in small quantities can be sent to gslected names from the
customer list to clear out odds and ends inewmdiately at pormal markeup.

13. To win back inactive customers. Becausa of the high cost
of obtatning new customers, first sales ssldom pay. The real profit
l1ies only in intensivse cultivatioo of a good list of customsrs, Uon-
sequently to allow customers to drift sway from sctive status without
making an intsusive affort to win them back, 4{# to puss up resl oppor-
tunities for mors sales and a resulting decent profit,

A sevias of direct mail messages to cthese insctive customars
will revive a surprisingly large numbar of them at but g smell fruction
of the cost of cresting new ones. A friendly lstter showing a sincers

desire to plesse can often work wondavs.
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14, To snnounce new lines or new services. Announcements of
nev lines or new services cffered or improvements on old sarvices will
stimulate greater intereast in the firm end its activities and will craste
many salss which would not ctherwise bs sacured.

13, To smnmounce a change of address. Whenevar the need “1’-“
to snnounce & new sddrass or a changs in telephoma mumber, a letter
of printed sancuncement sent through the weil has a personal sppeal
which will ragister clearly the meessgs upon ths resder's mind. At
the same tise, & few words could be added to call attention to some
bargain or other offer famtured in 3 pmmphlet ox circular snclosed
with the sapeuncement,

16: To prassat a private sals., The only effective way to
keep customsrs from trensferring thair business to & competitor is to
bombard them with an endlass saries of tempting effers. Customer
loyalty is shortlived vhers tha dealer fails to keap interast slive.

A reparkadly effective mans for renswing a waning interest
is to offer special bergains, scarcities, or other desirable buys,
If custommrs are led to axpect thess private salas from time to time,
the likelihood of their buying elsewhars will be practically eliminated.

17. To establish and maintasin customsr-dealer friendship., The
wanager of a stwsg shop cen meet his customers face to face and chat
with them sbout the weather and the latest issve. He can learn of
their likes snd dislikes, the sise of cheir cellections, their alub

affiliations, ate. 1In short, he can mske ssach customer & persomal

friend who will continus to come to his stors yesr after year.
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But what of the mail order daslar vhose customers sre scattered
far and wide? Wothing can equal the effectivensss of personal contact,
but & contimuous sarias of friendly, human letters is the most effec-
tive substitute. It's the recurring little handshake through the
mail that cewsnts business reslationships snd holds the business of
customers, sven though competition with largar advertissments and

more elsborate price lists may offer lower prices.

18. To sckonowledgas orders. Although the acknowledgemsnt of
orders is almost a univereal custom in other branches of mail order
selling, fow stemp deslers aven go so far as to esnd & postal card
to thank the customser for his erdar, snd to tell him whetber the
order has basn shippad out or whethar there is to be a dalay. This
is a poor policy thet often gives the customsr a fesling that his busi-
ness is oot sppreciated especially if the order is vot fiiled
ismsdiately. To kesp customsr goodwill snd support, it is not
sufficient to fill ovdars promptly. The dealer must alse give them
the sourtasy of a friendly “thask you”, evan though {t may be omly in
the form of a postal card.

19. To welcoms mew customers. The treatmant accorded to
first ordars can go & long way toward oreating good will, establishing
confidance and building a list of steady custommrs,

1f at all possible, the scknowledgament should be made through
the medium of a persoaal, individually typed letter. Yst, if this is

not feasible, & neatrly multigraphad letter could be used with almost

squally effective results,



111,

20, To wake collections. Xf customers are allowed to keep
approval selecticns beyond a reasonable time, as esch day passes it
becomas incressingly more difficult to obtain payment or return of
the stampe. A series of diplomatic collsction lstters begun on tha
first day the stamps ars dus back will not omly bring snd keap an account
up to date, but will also lasve the customer in & {riandly frems of

mind snd will bold his businsss.
Iypes of Birect Mail

Tos_Jostel Card

Today diract mail's mont isexpensive teol is the govarument
postal card. Its slement of economy, plus the fact that it receives
the same quick service as & first-clsss latter, that {(t s sasy to
address and mail, snd that it is sure to be reed have msda it a popular

sdvertising madium among the stamp trade's large numter of ocne-msn

nail ordsr concerus.

Card sdvartising cannct take the pisce of a letter, por of s
foldey, booklat, or broadside. Howevar, in its proper place it

usually schisves surprisingly profitable results for its comparatively

small cost.

Bxpariancs has shown that cards can ba used with good results ia:
1. Acknowledging oxders. ‘
2. Beminding customers that spproval selections are overduas.

3. Mivartising new specisliies or nev sexvices.
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