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Just o f f  the Press 

AMERICAN CITIES 
GERARD L. ALEXANDER 

Map Division 
New York Public Library 

OFFERING the most complete list- 
ing of American city, town and 
village nicknames ever assembled, 
this book is an important addition 
to reference works on Americana. 

Ever heard of the "City of Gov- 
ernors"? 

HAVE A n y  i d e a  w h e r e  t h e  "Peerless 
Princess of the Plains" is lo- 
cated? 

Been to the "Nineteen Suburbs in 
Search of a Metropolis"? 

NICKNAMES OF AMERICAN CITIES 
will answer these and hundreds of 
similar questions in a matter of 
seconds. It is an Authoritative Ref- 
erence source listing more than 
1500 nicknames. Here is a volume 
to satisfy the everyday curiosity of 
the man in the street as well as the 
definite needs of editors, writers, 
speake r s ,  adver t i sers  and re-  
searchers. 

Planographed 88 Pages 
November, 1951 

Price: $2.00 

SPECIAL LIBRARIES ASSOCIATION 
31 EAST TENTH STREET 
NEW YORK 3, NEW YORK 

SPECIAL LIBRARIES extends its con- 
gratulations to Delphine Humphrey and 
the members of her committee for the 
excellent work which they have done 
in bringing the advertising agency li- 
brary to the attention of management. 
The  American Association of Advertis- 
ing Agencies, in recognizing the impor- 
tance of the agency library, has done 
much to advance the cause of librarian- 
ship. SPECIAL LIBRARIES is proud to pre- 
sent these views of the agency library. 

Katharine Frankenstein's paper pre- 
sents a brief sketch of the development 
of the agency library and furnishes fine 
background material for the other pa- 
pers. These other papers, all by top men 
in the advertising profession, view the 
library from vantage points provided by 
particular use : Harrison Atwood for 
management; Lyndon Brown for re- 
search, media and merchandising; James 
Egan for copy and art; Frederick Long 
for radio and television; Jackson Taylor 
for client contact and new business; and 
Hal Davis for public relations. Seldom 
before have so many executives joined 
in according their libraries such very 
high praise. Advertising agencies pride 
themselves on being able to sell prod- 
ucts to the public. I t  would seem, there- 
fore, that advertising librarians should 
be more than congratulated for selling 
their products to the agencies! 

And because it is a good idea to sell 
your library to your organization, we 
suggest that you read Alma Mitchill's 
fine piece on that very subject. Selling 
is a day-to-day job requiring constant 
effort on the part of a producer. You 
may have the finest library in the world, 
but if you don't tell the world about 
your products they are not going to do 
you or anyone else much good. 

Two other aspects of librarianship 
as applicable to advertising are ex- 
amined in this issue: "The Library at 
Advertising Age," by Elizabeth Carlson, 
describes the functioning of an editorial 
library for an advertising publication; 
and "Methods and Materials for the 
Special Library," by Dorothy Ware, dis- 
cusses the assistance rendered by the 
business branch of a public library. 
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". . . a comprehensive picture of this dynamic financial infant and its rela- 
tion to other economic institutions." - HENRY ANSBACHER LONG, Invest- 
ment Company Authority. 

THE INVESTMENT COMPANY- 
AND THE INVESTOR 

by RUDOLPH L. WEISSMAN, Vice President, Franklin Cole & Co., Inc. 

"In providing a wealth of pertinent information on this popular financial phenomenon 
with objectivity, intelligence, and understanding, Mr. Weissman . . . has rendered a 
signal public service." - A. WILFRED MAY, Executive Editor, The Commercial & 
Financial Chronicle. ' I .  . . clear, concise, and readable account of the what, why, and 
future of this rapidly expanding element in the business of investment." - C. NORMAN 
STABLER, Financial Columnist, New York Herald Tribune. $3.50 
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HUMAN FACTORS IN MANAGEMENT 
1951 Revised Edition 
Edited by SCHUYLER DEAN HOSLETT, Professor, School of Business and Public Administration, 

Cornell University. 

The first edition of this book was hailed as "one of the important business publi- 
cations of our time on the human problems that have developed between the 
executive and the worker."-California Personnel Management Association, 
Bulletin. This greatly enlarged revision -virtually a new book - now assem- 
bles the most significant findings of recent years on the problems of human 
relations in leadership, supervision, training, personality adjustment, labor- 
management relations, and productivity. $4.00 
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"One of the most comprehensive studies of what goes into an advertising cam- 
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Advertising Agency Libraries 
Come of Age 
by DELPHINE V. HUMPHREY 

Librarian, McCann-Erickson, Inc. 

Advertising agency libraries have increased in number and scope in recent 
years due to the increased importance of research in advertising. But it was 
not until last fall that the advertising agency library really came of age and 
was recognized as an important part of the agency - with an entire session 
devoted to it at the Eastern Annual Conference of the American Association 
of Advertising Agencies held at the Hotel Roosevelt in New York on October 
30, 1951. 

Speakers a t t e n d i n g  
the meeting of the 
A g e n c y  L ~ b r a r y  
Group. Eastern An- 
nual Conference by 
American Association 

of Advertising 
Agencies. 

Photograph tnrough 
tnc courtesy of \I)- 
11 l l l 1 . l \ l  \ ( . k h t  ).) 

Last May when I was asked to plan the advertising library session for this 
conference I was flabbergasted. But I said "yes" - although with many mis- 
givings. I had no idea how many people would be interested in such a 
meeting nor who would make up the audience. 

During the summer the following Planning Committee was appointed: 

Rita Allen, Cunningham & Walsh, Inc. 
Edith Becker, Ted Bates & Co. 
Hazel Conway, Dancer-Fitzgerald-Sample, Inc. 
Ann Elder, Lennen & Mitchell, Inc. 
Nathalie Frank, Geyer, Newell & Ganger, Inc. 
Helen Green, Kenyon & Eckhardt, Inc. 
Margaret Lynch, Kudner Agency, Inc. 
Rosalind Morrison, Doherty, Clifford & Shenfield, Inc. 
Delphine V. Humphrey, McCann-Erickson, Inc., Chairmati 

I don't believe any other committee ever had the absolutely fabulous success 
we had in having speakers accept our invitations. Not one said "no." Be- 
cause the agency library i s  equipped to serve all departments of the agency, 
we wished there would be time to have every department represented on 
the program. We also would have liked to include a representative from an 
agency without a library. But in a two-hour session we had to compromise 
and include only executives representing those departments which use library 
facilities most frequently. In addition, we believed we should also include 
an outstanding agency librarian on our program -one who could outline 
the development of the agency library. 



The following program was finally decided upon: 

Library Reaearch . . K A T H A K I ~ E  1). FRARIKENSTEIN, manager, library 
research department. Batten, Barton, l)urstil~c 
& Osborn, Inc. 

Mar~ugen~ent . . . HARKISON ATWOOD, chairman of the Executive 
Committee, McCann-Erickson, Inc. 

Research, Media LYNDON 0. BROWN, vice-president, Dancer-Fitz- 
and Merchandisir~g gerald-Sample, Inc. 

Copy and Art . . . . J .  F. EGAN, vice-president and copy chief, Doherly, 
Clifford ti Shenfield, Inc. 

Radio and Teleuisior~ I~REDERICK A. LONG, radio ant1 television director, 
Geyrr, Newel1 S: Ganger, Inc. 

Public Relations . . HAL DAVIS, vice-president and publicity director, 
Kenyon SI Eckhardt, lnc. 

Client Contact JACKSON TAYLOR, vice-pres ident ,  Lennen Sr 
and New Bz~sir~ess Mitchell, Inc. 

With these speakers you will not be surprised to learn that we had a large 
and enthusiastic audience. The librarians present, I know, were inspired to 
do a better job for their agencies as a result of the talks. And the non- 
librarians present certainly now have a better realization of the agency 
library's value and importance. 

The director of research of an agency without a library was among those 
in the audience. At the end of the meeting he asked for copies of the talks 
as he was sure they would answer not only many of his own questions as 
to the value of a library but also the questions of the management of his 
agency - and assist him materially in the establishment of a library. 

The transcripts of these library talks which are included in this issue con- 
stitute the first literature of which I know on the value of the agency library. 

I should like to suggest to librarians in other fields that they attempt to 
interest their trade associations in publicizing the value of libraries. Although 
the planning of our advertising agency library meeting was not easy and 
required a great deal of time and effort - it  was rewarding. So far it has 
received "top billing" -w i th  a picture of the speakers and chairman - in 
the December issue of Advertising Agency. The January issue of the same 
publication will carry a long article on the value of agency libraries. The 
American Association of Advertising Agencies i s  also planning to supply 
their members with transcripts of the talks - prepared in pamphlet form. 
And the value of all this publicity cannot be overestimated. 

I am confident that librarians in other fields can do as good a job publicizing 
their libraries - bringing them to the attention of management - if  they 
wi l l  make the effort. 












































































