
WHAT
is finer than thesmellof baconfrying in theopen

air? Everymanwhohascampedknowsit, andthereare
thousandswhohavehadcampingor picnickingexperience.
To themthisadvertisement,takenfromtheinsidecoverpage
of a recentnumberof TheOutlook,will appeal.Not much
copywasneeded,becausethepicturedoesmostof thework
withoutwords. The verycleanlinessof thescenemakesone
think that the PremiumBaconitself must be cleanand
wholesome.

A Split of

White Rock
and a

dash of lemon
a thirst quencher
Mildly Alkaline

"A strong picture is worth ten thousand words."—
Arthur Brisbane

Pages of words cannot make you see a
thing like the Eastland disaster.

The mechanical accuracy of one photo
graph drives it home. You can seefor yourself
the way the fifteen hundred excursionists were
drowned within a few feet of land.
Words may be changed to fit the bias or emotion in
the writer's mind, or to fit some evolution in public
taste and thought; but the photograph must ever
remain the most human, complete and accurate
method of making the public see for itself the vital
news of the world

For 3100consecutiveweeksLeslie's hasbrought to its read
ers the news of the world through pictures; and the close of
its sixtieth year finds it still adding to and speedingup a
servicealreadyunmatchedin the periodical field

Leslies
IllustratedMfcekryNewspaper
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ADVERTISING
menmustsurelyknow that Brisbaneis right whenhe

says"A strongpictureisworthtenthousandwords." Thedailynews
papersthatgivetheirreadersthemostpictureshavethelargestcirculations.
Leslie'sWeeklywould be successfulif it nevercontaineda pageof type.
Its illustrationsmakeit. Mr. Fernaldgoessofar as to usepicturesin his
lettersto prospectiveadvertisers.You mayloveaBruceRogerstype-page,
but Molly Mulliganand HermanGrossmanwantpictureswith life in them.
That is whythemoviesaremakingmillionsfor menwho understandthe
desiresof themultitude. It is bettertobe aditchdiggerandpayyourway
thantobe a high-browprofessorwhosewife paysthe grocerandbutcher.
Art, if it is towin the respectof peoplewhoaredoingthings,mustbeself-
supporting.TheAtlanticMonthly,withouta singleillustration,hasacircu
lationof 35,000.Leslie's,with pictureson everypage,has ten timesthat
numberof buyers. The advertiserwhowantsto reachthemassesshould
usetypewhena picturecannotbe foundto do thework—not otherwise.
This maybeheresy,but it is goodbusiness.

rTsHE advertisingagencysenta cut to The
A FourthEstatecontainingsomeheavyblack
type. Ernest F. Birmingham,who is some
thingof a crankonthesubjectof typography,
andwhosepaperhasneverin its twenty-one
yearsvaried from itsstrictruleconfiningthe
advertisingdisplaytoCaslonOldStyle,includ
ing italics,set the advertisementin Caslon
andshowedtheproofto theadvertisingman.
Cornerpositionhadbeenaskedfor, but Mr.

Birminghamsuggestedthat an inside dis
play was better, inasmuchas the reading
matterwould act as a frame for theadver
tisement,which hadmuchwhitespacein it.
"We haverecentlybeenwatchingthegreat
deteriorationof thecolumnsof theNewYork
newspapers,"writesMr. Birmingham,"par
ticularly in the classificationof steamships,
etc. We noticedthatonesteamshipline had
its namecutin whiteonablackslug. Shortly

afterwardanotherfollowedsuit, and in the
courseof a fewweeksall theadvertisements
under that classificationwere gottenup on
the sameplan. This only goesto showthat
the only purpose served by permittinga
monstrosityof thiskindtooneadvertiseris to
enablehimtodominatehis neighborsfor one
issue. Immediatelytheygetbusyanddothe
samething,andthenconditionsare relatively
thesameastheywerein thebeginning."
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