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PREFACE

Advertising is such a big subject and the amount of material
concerning it is so abundant that it is impossible within the limits
of a single volume to present more than a small part of what
might be written about it. In the preparation of a text-book all
the author can do is to confine his attention to a few of its many
phases with the hope that the student, after he has mastered
the principles set forth, will desire to continue his search for
advertising knowledge elsewhere.

In the present book it has been the purpose of the writer to
outline and discuss, as briefly and as clearly as possible, the funda-~-
mental principles upon which modern advertising practice is
based, the preparation of copy, the special advantages of the
several mediums employed, the duties of the more important
positions, and such other information as will give the student a
comprehensive view of the subject.

In taking up the study of advertising it is important that the
beginner should get started right and the aim of this volume is
to help him get such a start. When he has assimilated its con-
tents he can then proceed through actual experience in the field
and further study to build upon the foundation he has thus laid
until he becomes a skilled practitioner of the art of advertising.

A discussion of the more advanced problems of advertising is
purposely omitted as such problems have no place in a work of
this kind. Some of the important topics taken up are only’
briefly touched upon for lack of space. Students who desire
further information can find it in the books listed in the last
chapter.

The author has been guided in the selection of material by his
experience as an instructor in advertising and has endeavored to
arrange the topics in such a manner that the reader is led from
one subject to another in logical order, so that when he has com-
pleted the course he will have acquired a definite amount of
correlated information that will be of great service to him in his
future work.
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vi : PREFACE

Teachers of advertising will find the list of questions at the
end of each chapter helpful in testing the student’s knowledge of
“—the subjects discussed. It is a good plan to encourage the study
of current advertisements appearing in the magazines and local
newspapers and show how they illustrate the principles set forth
in these pages. After the fourth lesson the students should take
up the writing of advertisements, beginning with a help wanted
ad, one being assigned each week as part of the home work, the
instructor at first furnishing the material upon which they are to

be based.

The author desires to express his indebtedness for valuable
assistance rendered him by Frank Presbrey, of the Frank Pres-
brey Company, Inc.; O. H. Blackman, president of the Blackman
Company; Lewellyn Pratt, former vice president of the Associated
Advertising Clubs of the World; Harold J. Mahin, of the O. J.
Gude Co.; Louis Wiley, business manager of the New York
Times; Roy W. Johnson, of Collin Armstrong, Ine.; Joseph H.
Appel, advertising manager of John Wanamaker; George H.
Larke, advertising manager of the New York World; A. W. Erick-
son, president of the Erickson Company; Harry Levey, of the
Harry Levey Service Corporation; C. H. Plummer, of the New
York City Car Advertising Co.; W. Livingston Larned, vice-
president of the Ethridge Association of Artists; W. B. Ruthrauff,
of Ruthrau#f & Ryan; Jesse H. Neal, executive secretary of
Associated Business Papers, Inc.; Ralph Starr Butler, advertising
manager of the United States Rubber Company; Benjamin
Sherbow, George P. Metzger, of Hanff & Metzger; H. J. Kenner,
executive secretary of the National Vigilance Committee of the
A. A. C. W.; Robert E. Ramsay, advertising manager of the
American Writing Paper Company, E. H. Schulze, of the Making it
Pay Corporation and Harry Varley of the George Batten Company.

Credit is also due to Printers’ Ink for helpful material.

F. L. B.
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THE
ESSENTIALS OF ADVERTISING

CHAPTER I
ADVERTISING—WHAT IT IS AND WHAT IT DOES

Anything employed to influence people favorably is advertising.
It may be the spoken word, as, for instance, the argument a clerk
uses in selling a customer a pair of shoes; or the campaign speech
delivered by a politician in behalf of a candidate for office.

It may be something done, as, for example, the driving of an
automobile at record-breaking speed across the continent to
demonstrate its dependability and gasoline efficiency; or the
making of cigarettes or cigars in a show window to attract
attention to the methods of manufacture or the quality of the
tobacco employed.

It may be the written or printed word, as a sales letter, a catalog,
or the newspaper display announcement of a merchant who
seeks to draw customers to his store.

This definition is a broad one and may include things that are
not always purposely used for advertising ends, but it is only a
broad definition that will cover all the mediums through which
advertising finds expression.

Advertising as a means for marketing merchandise is not a
modern art as it has been used for that purpose since the early
days of civilization. In the British Museum may be seen a
sheet of papyrus found in the ruins of Ancient Thebes, in Egypt,
upon which appears the oldest advertisement yet discovered,
offering a reward for a runaway slave. It was written 3,000 years
before the Christian Era began. In the time of the Caesars

the merchants of Rome, then mistress of the world, called
1
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attention to their wares through inscriptions upon the walls of
buildings, or by means of placards written by slaves and displayed
upon bulletin boards erected for the purpose throughout the city.
The gladiatorial contests, chariot races and sports of the arena
were advertised in this way. How suggestive of a modern poster
is the statement made in a gladiatorial announcement which says:

“The gladiatorial troup of A. Suetius Certus, the Aedile, will fight at
Pompeii, on May 31. There will be a hunt and awnings.”

Wild beast hunts were frequently given as an additional attrac-
tion to the regular games, while the awnings which covered the
amphitheatre, usually open to the sun, were in great favor with
the public. For rent signs were in common use. Here is one:

“For rent from July 1st, next, in the Arrio-Pollian block, belonging
to Cn. Alleius Nigidus Maius, shops with rooms above, second story
apartments fit for a king, and a house. Apply to Primus, slave of
Maius.”

It was not, however, until the printing press and movable type
were invented in the Fifteenth Century that advertising, as we
know it to-day, became possible. The earliest type-printed
medium employed for advertising purposes was the newspaper.
Just when the first one made its appearance has not been def-
initely determined, but for a long time the Frankfurter Journal
which Serlin launched in 1615, was supposed to be the earliest.

But in 1876, Dr. Juliug Otto Opel found in the library of
Heidelberg University, Germany, copies of a newspaper edited
by Johann Carolus and published in Strasburg in 1609. The first
newspaper printed in English was the Weekly Newes, established
in London in 1622 by Nathaniel Butter. During the same year
the first newspaper advertisement, which, by the way, exploited
a new book, made its appearance in its columns.

The first newspaper advertisement in the United States
appeared in the initial number of the Boston News Letter, which
was launched April 26, 1704, and was the earliest newspaper to
be regularly issued in the Colonies. It was written by John
Campbell, the editor, who was then postmaster of Boston, and
called attention of the public to the News Letter as an advertising
medium.
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For many years the newspapers printed few advertisements,
their publishers depending entirely upon subscriptions for their
income. To-day’s newspapers are crowded with them, forty-five
dailies printing over 1,000,000 lines of advertising annually.

The literary magazines, like Harper’s, did not admit advertise-
ments to their pages until after the close of the Civil War. The
publishers considered it beneath their dignity, and it was only
when the cost of getting out these periodicals was forced, through
competition, to such a high figure that little profit could be
realized from subscriptions, that they finally yielded to the pres-
sure brought to bear upon them by advertisers. To-day the
magazines derive their principal revenues from advertising.

Other mediums of national circulation include trade, technical,
class and professional periodicals and house organs. In direct
or mail order advertising the mediums employed are letters,
booklets, catalogs, circulars, calendars, folders and display cards.
Indoor advertising makes use of moving pictures, car cards,
theatrical programs, window and counter displays, hangers,
strips, cutouts, mechanical devices and demonstrations. Out-
door advertising finds expression in electric displays, posters,
painted bulletins and metal signs.

Another class of mediums that is regarded with favor by
manufacturers having a national distribution, and by many retail
merchants, is advertising specialties or novelties. Some of the
more popular articles listed under this head are watch fobs,
pocket knives, letter openers, desk rulers, paper weights, ink
stands, diaries, thermometers, cigar lighters, pocket match
boxes, pencils, pocket memorandum pads, pocket books, watch
charms and paper cutters.

While the above lists do not include all of the media employed
by advertisers they embrace a majority of those that have been
found most serviceable in selling merchandise.

Although advertising has now become a powerful merchandise
distributing force, its value was not fully appreciated until within
a comparatively recent period. Even to-day merchants may be
found who are blind to the service it can render them in market-
ing their goods. For generations advertising was like a sleeping
giant whose strength was not known or appreciated until the
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click of type and the roar of the printing press aroused it to action.
At first its development was slow. Merchants were afraid to
break away from the ancient method of barter and sale.

Moreover, advertising was regarded as an experiment. Its
worth had not been definitely established, although there were
some business men who had faith in it and who would spend
their money on it. But in spite of prejudice, indifference and
opposition, advertising increased in popularity and effectiveness
until it is now regarded as an indispensable force in the creation
and development of business. .

What has advertising done? It has made the world a better
place to live in by constantly suggesting public improvements
and urging the adoption of hygienic methods in the homes
of the people. It has created great industries, constructed
railroads, built towns and cities and opened up to settlement vast
areas of agricultural land. It has lightened the burdens of man-
kind by introducing labor-saving devices; it has reduced the
dangers of traveling by rail by bringing into use signal systems
that prevent collisions between trains and permit their operation
at high speed. It has taught people how to be healthy through
the consumption of pure foods and the wearing of the proper
kind of clothing. It has brought riches to the poor, given
budding genius a hearing, and shown the public how to enjoy
itself.

It has marketed billions of dollars’ worth of government bonds
to finance great wars, and has called to the colors millions of
America’s sons to fight for home and country. It has warned the
nation of threatening dangers and aroused its citizens to action.
It has stabilized business, found markets for home-made products
in foreign lands and stimulated domestic trade. It has opened
up a whole world of opportunity to ambitious young men in
search of name and fortune.

These are only a few of the ways in which advertising has
aided mankind, but they are sufficient to indicate the wide
variety and the great importance of the services it renders.

Let us now be more specific and from the records of actual
achievements cite instances that show what may be accomplished
by advertising. When the Oneida Community, manufacturers
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of silverware, began to advertise in a modest way in 1904, its
annual sales were $500,000. Twelve years later the annual sales
amounted to $4,000,000, a result brought about through
advertising.

The Postal Life Insurance Company, organized under the laws
of the State of New York, has depended upon advertising for
its business from the day it was started. In 1905 the Company
issued 205 policies, aggregating $347,000 of insurance, and spent
$862.58 for advertising. Three years later 1,126 policies were
issued, which was an increase of almost 500 per cent. and repre-
sented $1,976,522 of insurance, at an advertising cost of $5,900.
In 1914 insurance to the amount of $2,577,720 was written on
1,560 policies, the advertising investment being $39,616.13.
The number of policy holders in 1918 was 25,000 and the
appropriation for advertising about $40,000, or $1.60 for each
policy-holder.

As the company is limited by the laws of the State of New York
in its advertising expenditures, as a part of the operating costs,
to a certain percentage of the total annual premiums received, it
follows that even though a far greater amount of business might
be developed through a larger advertising investment, it is pro-
hibited from pursuing such a course. Between twelve and fifteen
per cent. of those who answer Postal Life ads become policy-
holders—a notable record. A single advertisement in Leslie’s
Weekly, costing $210.60 gross, brought 185 replies and $33,000
worth of business.

At an annual meeting of the stockholders of the English cor-
poration of A. F. Pears, manufacturer of Pears’ Soap, it was
announced that since the Company was founded it had invested
815,000,000 in advertising. According to the chairman this
expenditure has made the name of Pears a household word in all
the world. The business was started on a capital of $35,000.

The Ford Motor Company, of Detroit, Michigan, on one
occasion sold 338,771 automobiles through the use of 360 lines
of advertising in 142 newspapers, published in 51 large cities, at
a cost, of less than $6,000.

The American Druggists’ Syndicate, which has 12,000 mem-
bers, by spending $500,000 in advertising its preparations in
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the cities in which its members are located, did a business of
$3,000,000, at a net profit of $192,000.

The best-known phonograph in the United States and the
one having the largest sale is the Victor Talking Machine. Since
its incorporation in 1901 it has been a constant and liberal
advertiser. During the five years ending in 1918 its annual
publicity investment did not fall below $1,500,000. One year
it exceeded $3,000,000.

These are only a few of the many instances that might be cited
to show what has been accomplished through advertising. For
every concern that has developed sales of a million or more dollars
a year there are thousands that do a business of from one hundred
thousand to five hundred thousand dollars. The stories that
might be told concerning the career of some of these firms would
read more like pages from a romance than from matter-of-fact
business records.

To business men who are familiar with modern selling methods
the refusal of Congress during the great war to appropriate
money to advertise the billions of dollars worth of Liberty Bonds
it bad to sell was, and still is, inexplicable. While it was willing
to give manufacturers almost any price they might ask for muni-
tions and other war supplies, it would not pay a cent to newspaper
and magazine publishers for advertising. If the business men of
the country had not voluntarily and patriotically come to the
government’s aid by planning, and paying for out of their own
pockets the greatest advertising campaigns ever known to popul-
arize the loans, it is doubtful whether any one of the bond issues
would have been a success. No better illustration of the tre-
mendous influence of advertising upon the masses can be found:
in the annals of business. In a little over a year, $20,000,000,000
worth of these bonds were sold.

What is the secret of the marvelous influence of advertising?
Is it something that only the elect can understand? As a matter
of fact there is nothing mysterious about it. The principles
governing it are simple and easily comprehended by anyone who
has had a common school education. Advertising is the medium
through which one mind seeks to influence another. It is an
intensive form of salesmanship. It seeks by the use of display
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type and pictures to impress upon people’s minds a message—
usually concerning merchandise—that may be of benefit to
those to whom it is addressed.

Sometimes the advertisement contains no sales argument, its
purpose being wholly educational. Perhaps it tells of the char-
acter and standing of the firm or company manufacturing a prod-
uct, or presents interesting data concerning the plant, the sources
of the raw material it employs, or enumerates the special advan-
tages of its location and transportation facilities. Or it may
be devoted to the maintenance of good will during periods of
business depression, or when, through extraordinary circum-
stances, deliveries of products cannot be made to regular
customers.

The mission of advertising is to persuade men and women to
act in a way that will be of advantage to the advertiser. The
more convincingly the message is set forth, whatever medium is
employed, the greater will be its effect upon those who read it.
To be successful in advertising a person must understand the
human mind—how it responds to the different kinds of appeal.
As all people do not think or act alike, some reacting to one kind
of stimuli and others to those of an entirely different character,
the advertiser must have at his command a varied assortment
of appeals which he can adapt to the particular audience he
wishes to address.

Questions

1. Define advertising.
2. What are its three forms of expression?
3. What was the first advertisement of which we have knowledge and
when did it appear ?
4. Give the name and date of the first newspaper printed in English.
6. What are the principal mediums employed in modern advertising?
6. Enumerate some of the services advertising has rendered mankind.
7. Give an example of the successful use of advertising in building up
business.
8. How did the merchants advertise in the days of the Caesars?
9. When was the first newspaper advertisement in America printed?
10. What is the mission of advertising?



CHAPTER 11

WHAT YOU OUGHT TO KNOW BEFORE YOU WRITE AN
ADVERTISEMENT

““Qut of the abundance of the heart the mouth speaketh” is
an old proverb that applies with special force to the preparation
of advertising matter. You cannot write intelligently and with
an authority that will carry conviction to the reader until you
know, in an intimate manner, the article you are to describe.
The mere facility of grouping words together in such a waythat
they read well and sound pleasing will prove of little value in
selling goods through the printed word. If to the facility of ex-
pression, however, there is added the ability to study and analyze
manufactured products, the advertisement writer is in a position
to do effective work.

To write an advertisement that will influence people to buy
what you have to sell is not as easy as it looks to those who have
had no experience in the preparation of copy. Arthur Brisbane,
of the Hearst newspapers, the highest paid editorial writer in the
world, once said that advertisement writing was the hardest
work he had ever attempted. Several years ago, Thomas A.
Edison agreed to pay him $1,000 apiece for five single page ads.
The great editor was willing to do the work and actually began
to write one of the advertisements but after making several vain
attempts to turn out something satisfactory he quit the job with-~
out having completed a single advertisement. He afterward
said that whenever he thought of again undertaking the task the
cold shivers chased up and down his back. Perhaps the real
reason why he failed was because he did not take the time to
acquire the information he should have had before he began to
write.

All advertising may be broadly classified under two heads—
general and local. General adveriising is the term applied to

8
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printed matter employed to create a demand for a product that is
nattonally distributed. Local advertising, as the term implies, is
the advertising used by the merchants of a city or town to bring
people to their stores to buy the goods they have to sell.

Before attempting to write an advertisement the object of
which is to sell an article nationally you should have at your
command a store of information not only about the article you
are to exploit, but about the market and the methods employed
in securing its distribution. A physician cannot intelligently
prescribe for a patient until he has first made a thorough diagnosis
of his physical and mental condition, and has inquired about his
habits and his personal history. No lawyer of standing would
consent to represent a client in one of the higher courts before he
had acquainted himself with all the facts relating to the case and
had looked up the judicial rulings and decisions in similar causes
of action.

The advertisement writer likewise should not put pencil to
paper until he has collected and digested every scrap of informa~
tion concerning the article he is to write about that will be of
assistance to him in his work. Negleet to do this is almost
certain to result in the production of copy that is inefficient if
not valueless. Many a campaign has failed because the adver-
tising dealt with generalities rather than with facts.

The Product.—What should you know about the product?
Having satisfied yourself that it is an article of merit and that a
profitable demand can be created for it through advertising,
information should be sought along the lines suggested by the
following questions: How does it compare with the products of
other manufacturers in quality, price, and appearance? If it
is not of equal or superior merit, if it is not as attractive in
looks, or if it cannot be sold at a lower price, it is usually con-
sidered a waste of money to advertise it nationally in competition
with goods that are already established in public favor through
this form of salesmanship. A large investment in advertising
may develop a temporary demand, but after it has been
tried out through use, and people have had a chance to compare
it with other brands that have given satisfaction they will stop
buying it, although it is sometimes sold at a lower price.
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Is it an article of general consumption or does it appeal only
to a limited class? What are its special advantages or selling
points that will make people want to buy it? How is it manu-
. factured and of what materials? Can it be produced in sufficient
quantities to fill orders that may result from the advertising?
If sold in containers is it attractively packed?

The Market.—Having made a careful and thorough study of
the article itself the next thing to do is to critically analyze the
market in which it is to be sold. Preliminary to the preparation
of copy for advertising campaigns involving a heavy investment
it is customary for the advertising agency handling the accounts
to send out several skilled investigators to interview jobbers,
retailers and consumers as to their attitude toward the product,
if it is already on sale, and to get a line upon the extent of the
demand that may be developed through aggressive publicity.

If it is 2 new article the aim of the investigators is to ascertain
whether such a product is likely to appeal to the trade. If
it possesses real merit, and can be sold at a price that will yield a
fair profit to those who handle it, the chances are that when it is
actually placed on the market a satisfactory volume of sales
can be developed. These investigations are worth all they cost
because they furnish the manufacturer information that may
save him a large amount of money in planning his selling cam-
paigns. In the hands of the copy-writer the data is made the
basis of some of the strongest kind of advertising appeals.
Knowing the market in this intimate way he can take advantage
of the suggestions that come to him fresh from the field and obtain
results that would otherwise be impossible.

But whether or not the copy-writer has the aid of field investi-
gators he should know these things about the market: Can a
permanent demand be created for the article orisit a novelty that.
will last for a few months only? Does it have a general or a
sectional appeal? What classes of people will buy it, and how, in
view of their character, education and habits, can they best be
approached? What kind of copy should be employed? Should
its immediate object be educational, to establish good will, or
to sell merchandise? What mediums are best adapted to the
purposes of the campaign?
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Distribution.—The advertisement writer should have a clear
conception of the methods of distribution used by the manu-
facturer whose product he is to exploit. This may be obtained
by making inquiries along the lines suggested by these questions:
How is the article sold—through jobbers and retailers, or direct
to the consumers? Is the distribution nation-wide or is it
confined to certain well-defined sections of the country? What
kinds of stores handle the article? Have demonstrators been
employed in department or other retail establishments, and if
so, with what success? Are samples distributed by sample crews,
are they given out by merchants, or are they sent from head-
quarters upon requests received in response to advertising?
Does the firm have the codperation of the trade? What assist-
ance does the manufacturer give the retailer in the local field in
moving the product from his shelves? Are window trims, cut-
outs, hangers, newspaper advertisements or cuts supplied?

While the copy-writer when he starts in to prepare an adver-
tisement does not always have in his possession all the informa~
tion indicated by the preceding questions, the more facts he has
at hand the better able he will be to construct advertisements
that will bring big results.

In preparing retail advertising copy, less preliminary investiga~
tion is required than for national copy. The merchant, or his
advertising manager who does the work, must know the im-
portant facts about the different lines of goods carried in stock
and must understand the public from which his patronage is
drawn. Many retailers fail to score the success they might
because they do not study sufficiently the people with whom they
seek to do business. If they knew them as well as they should
they would make fewer mistakes in buying goods and would
know better how to influence them through their advertising.

The following questions suggest the kind of information that
will be helpful in the preparation of advertising copy for the
local field: What are the attractive features of the store and the
advantages of itslocation? What classof goodsis carried—cheap,
medium priced or the highest grade? The answer to this ques-
tion is highly important as upon it depends in a large measure
the character of the advertising copy. Are the sales mostly
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for cash or do charge accounts predominate? What is the
character of the store service? Have the clerks a reputation for
courtesy and attentiveness to customers? Does the store have a
satisfactory delivery system? Is the “return goods” privilege
granted to customers? Does it handle nationally advertised
goods and to what extent? Does it hold special sales? Does it
make g bid for suburban or rural trade? What is the reputation
of the store or its owner for fair dealing, for enterprise and for
public spirit? What has been the nature and extent of the
advertising that has been done in the past? What has been the
amount of the advertising expenditure for the last two years?
Has the firm a fixed advertising policy?

You will no doubt conclude after reading the foregoing ques-
tions that advertisement writing is not quite as easy and simple
a task as you had supposed. A lazy man will never be a pro-
ducer of successful copy. The man who will make his mark in
this field is he who is never satisfied with a superficial knowledge
of the subject he is to write about, and who can put into simple
but forceful language arguments or statements that will interest
the public and produce a renumerative volume of sales.

Questions

1. What are the three things that are of special value to a copy-writer?

2. Under what two heads may all advertising be classified? Define each.

3. What should the copy-writer know about the product before he
begins to write an advertisement?

4. About the market?

6. About distribution?

6. Enumerate the kinds of information that will help in the preparation
of retail advertising.



CHAPTER III
HOW TO LAY OUT AN ADVERTISEMENT

Just as an architect draws the plan of a building before the
actual work of construction is begun, so the writer should make
a diagram, or, as it is technically called, a layout, of the advertise-
ment he is to prepare. The direct purposes of the layout are,
first, to visualize the writer’s ideas, that is, to show roughly how
the advertisement will look when put into type; and, second,
to give the printer the necessary instructions for its typographical
reproduction. From an economical standpoint the layout saves
both time and money. If the O.K. of the advertiser must be
obtained before the copy is sent to the publishers the writer can,
by submitting a layout upon which the illustration is roughly
sketched, and the general appearance of the advertisement is
indicated, give him a clear idea as to how it is going to look. If
the client turns it down, then only the brief time spent in sketch-
ing the layout is lost, because no work has been done on it by the
printer, or the engraver.

In the layout is presented a diagram mdlcatmg the exact
size of the ad, the headline and other important display lines;
the position and size of the illustrations; the location of the text
matter and, usually, the name of the advertiser; the size and
kind of type in which the advertisement is to be set, the character
of the border with which it is to be enclosed, and the arrangement
of the white space.

The text matter is not written on the layout but on a separate
sheet of paper known as the “copy’’ sheet. Where the several
paragraphs are to be placed in the advertisement is indicated by
letters or figures which correspond to similar letters or figures
marked on the layout.

The Size.—In preparing the layout the first thing to do is to
decide upon the size of the advertisement. This depends upon

13
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a number of things—the nature of the article or business to be
exploited, the territory to be covered, the mediums to be em-
ployed, the class of people to be influenced, the character of the
appeal and the amount of money available for the campaign.

It is quite evident that more space is needed to adequately
advertise an automobile, a house or a dry-goods store than would
be required to advertise a lead pencil, a ean opener, or men’s
collars. Some things from their very nature call for the use of
full pages in the magazines or quarter pages in the newspapers.
There is, however, no hard and fast rule to follow. For instance,
Wrigley’s Chewing Gum, which sells for one cent a stick, has beéen
advertised in full pages in expensive magazines and newspapers.
It seems like throwing money away to pay $6,000 for a page ad
in a single medium to exploit an article that retails for such a
small amount as a penny. And yet figures published by the
Wrigley Company show that such advertising has been a profit-
able investment. Although the profit made on a single stick
of gum is small, when hundreds of millions of pieces are marketed
it mounts rapidly to high figures. It is a singular thing that in
advertising diamonds, the most popular and one of the costliest
of the precious stones, small space is usually employed.

Retail stores are accustomed to make yearly contracts with
newspapers for a definite amount of space. Sometimes the
advertiser agrees to use a certain number of lines every day or
week, while in other cases he is allowed to vary the size of the
advertisement according to the season or the needs of his business.
The general advertiser knows the exact dimensions of every
advertisement he is going to use in a large number of mediums
in a campaign covering, perhaps, an entire year, and how much
it is going to cost. There is no guess work about it for he has
been furnished the exact figures by his agent. A small manu-
facturer with limited capital should not indulge, except on rare
occasions, in big advertisements. An eighth or quarter page
in a standard size magazine, or a four or five inch single column
ad in a daily newspaper is about all he can afford at the start.

The more intellectual the community he seeks to influence, the
less the need of elaborate descriptions of articles offered for sale.
Busy people, those who have only a limited amount of time to
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devote to newspapers and periodicals, are more apt to read an
advertisement in which the facts are briefly stated than one that
is loaded down with long sentences and minute details. On the
other hand, farmers and others who, during some seasons of the
year have an abundance of leisure, will carefully peruse all the
fine type that can be crowded into a given space. The character
of the audience to be addressed, therefore, is an important factor
in determining the dimensions of the advertisement.

When you have finally settled upon the size and have assembled
all the facts you need in the construction of the ad, you are ready
to make the layout. In preparing small advertisements the
commercial letter size of paper will be found most convenient.
The grade used is a matter of individual taste although most
writers prefer paper of fair quality so that in case ink is employed
it will not run and spoil the appearance of the layout. Place
your name or the name of the firm in the upper left hand corner.
This is for the purpose of aiding the printer in identifying the
advertisement. In a printing office wheremany pieces of copy are
being set every day some such method must be used to prevent
the making of mistakes by the compositors when the sheets are
mislaid or separated. ’

The space with which the advertisement writer has to deal is
usually rectangular in shape because it lends itself more readily
to the purposes of display. The favorite form is the oblong
known as the ““golden proportion,’ 3 to 5.

It is the advertising man’s job to arrange the type, the illus-
trations and the white space in such a manner that the several
parts of the advertisement shall be well balanced and har-
monize with each other. There are three principal factors in
balance—measure, tone and color. In a layout there can be no
consideration of measure balance without also a consideration
of tone balance, because type from its very nature renders pure
blacks and whites impossible, the space between the letters and
lines inevitably introducing the element of gray. You should
so employ your mass colors that they will give the advertise-
ment a harmonious appearance. Every line of type, every cut,
every ornament should be scrutinized carefully.with regard to
the part it plays in the design.
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The fundamental principles of the layout are the principles of
contrast, but contrast in more than one direction. There is,
for instance, the contrast of the several parts of an advertisement
with each other, and the contrast of the whole with other advertise-
ments on the same page or the opposite page. When the parts
of an advertisement harmonize with each other, when black ink
is used, you need not worry much about how it is going to contrast
with the surrounding advertisements in representative mediums.
It is only when color is introduced that you need to be specially
concerned.

Let us now proceed to lay out a single 4-in. column, shoe
advertisement. Take a sheet of paper and with a penecil or
pen, and a ruler, draw a diagram the exact size of the advertise-
ment. A newspaper column is 214§ in. wide; therefore, the
ad we are to write will be 214§ in. wide, and 4 in. deep. The
four lines you have drawn represent the border. As an illustra-
tion showing the size and appearance of the shoe will greatly
strengthen the pulling power of the advertisement you must
indicate its position and size on the layout.

If you have a proof of the cut you can paste it in where it
belongs. If not, draw a diagram of the block upon which it is
mounted and write the word ““cut” in the enclosed space. Write
in the headline and other principal display lines in approximately
the same size letters that you want the printer to use in setting
them up in type. After locating the headline and other display
lines, and the name plate, there is left a certain amount of space
for the text matter which appears on the copy sheet.

The marking of the size and style of type is done outside the
layout diagram. Before you have become familiar with the
different kinds of type and borders you can cut specimen letters,
or sections of border of the style you desire to have used by the
printer, from advertisements found in the newspapers and maga-
zines, and paste them opposite the several lines you have written
on the layout. If he does not have the particular type you
want, the printer will use the one in stock that most closely
resembles it. Of course this is only a temporary expedient.

The number of styles of type used in setting up display adver-
tisements is relatively small and it does not take long to learn
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their names and distinguishing characteristics. You can secure
catalogues from type-founders or you can purchase at the book
stores pamphlets or handbooks giving the different type faces.
After a little study you will be able to indicate on the layout the
exact style and size of the type in which your advertisement is to
appear. A special chapter on the use of type will be found
elsewhere in this volume.

The completed layout of the advertisement we have been
writing is presented on p. 18.

On a separate sheet of paper, known as the “copy” sheet, is
written the text matter just as it is to appear in the advertisement.
It is not necessary to repeat the several display lines indicated
on the layout although you may do so for your own satisfaction.
The position of the several paragraphs on the layout is indicated
by letters marked opposite them on the copy sheet.

When the layout and copy, prepared as described above, are
sent to the printer to be set in type, the latter knows exactly how
you want it to look when the job is completed. If it is a rush job
two compositors can be employed upon it at the same time—one
working from the layout and the other from the copy sheet.
When, in the case of the shoe ad we have just been writing, the
matter has all been set, a proof has been duly struck off, and the
typographical errors have been corrected, the advertisement will
appear as shown on p. 19.

Much depends upon the arrangement of the matter in the
layout. The position of the illustration or the headlines may
determine the effectiveness of the advertisement. Sometimes the
judicious use of white space will serve to give it a prominence
that it would not otherwise have, and greatly increase its pro-
ductiveness. A national mail order house which was running
an advertisement in a large list of mediums discovered that the
inquiries it received were costing $3 each. As one in every three
inquiries resulted in a sale, and the article was sold for $10, every
sale represented an advertising cost of $9. Adding to this the
cost of manufacture—$2.50—every sale represented an expense
to the house of $11.50 or a loss of $1.50. It was quite clear to
the manufacturer that unless the advertisement could be made

to greatly increase the number of inquiries and thus materially
2
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reduce the selling cost he would soon become a bankrupt. Evi-
dently something was wrong with the ad, but what was it?

An expert whose advice was sought declared that the copy
was all right but that its attention-getting power could be im-
measurably increased by a better layout—a layout that was
capable of pulling the reader’s eye into the text. He rearranged
the matter and had it reset. When a proof of the ad was pasted
over the old one in a mail order publication it dominated the
page. The redressed advertisement when used in two mediums
the following month produced replies at a cost of 45 cents each!

We have gone into the subject of preparing the layout at some
length because of the need of a clear understanding by the student
of the successive steps that are taken. If the instructions given
are carefully followed you will have few disputes with printers
over the set-up of your advertisements, you will protect yourselves
from imposition, and save money that you might otherwise have
to pay for work that would have to be done over again.

Questions

1. What is a layout and what two services does it render?

2. In preparing a layout what is the first thing to be done?

3. What considerations enter into the determining of the sizes of ad-
vertisements?

4. Of the two articles, cuff-protectors and bread, which would require
the larger space?

5. In what way does the intelligence of a community influence the char-
acter of the advertising to be used?

6. How do you indicate on the layout the size and kind of type in which
the advertisement is to be set, if you are unfamiliar with the names of the
different families of type?

7. Why is a judicious arrangement of text, illustration and white space
important? Give an example.

8. Prepare a 3-in. single-column layout for an advertisement of a popular-
priced restaurant—one with which you are acquainted.
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Regal Shoe advertising has always been distinctive. The space used is never
overcrowded and the layout is always well balanced and in good taste.



CHAPTER 1V
ADVERTISEMENT CONSTRUCTION

In writing an advertisement it is well to keep constantly in mind
the four things it 1s expected to do, namely, to attract attention, to
arouse interest, to create desire and to effect a sale. It is quite
evident that unless it catches and holds the eye of the reader
it cannot deliver its message. It takes the eye only a few
seconds to travel across the several columns of a newspaper, but
in that brief time lies the only chance the advertisement will
have of making a customer out of the reader. What we must do,
therefore, is to so arrange its physical appearance or dress that he
cannot fail to see it as he hastily glances over the page.

Hence, to attract attention we make use of display type—that is,
type that is larger in size and bolder in outline than that in which
the body matter of the publication is set. We employ headlines
which serve as sign posts for arresting attention; borders, which
furnish an appropriate frame for the advertisement and separate
it from other announcements on the same page; tllustrations,
which add to its attractiveness and increase its selling power;
and, finally, white space, which, if judiciously distributed, causes
the text to stand out on the page and, at the same time, makes it
easier to read. y

To arouse interest we appeal to the senses—sight, hearing, taste,
touch and smell—and sometimes by working upon the reader’s
ambition, pride, vanity, love of home and kindred, his social
and religious instincts, his thrift.

To create desire we appeal to his reason by presenting arguments
showing how the possession of the article will contribute to his
personal comfort or that of his family, or increase his efficiency
or that of his employees. We must not only demonstrate to him
its advantages but we must convince him of his own need of it.

To effect a sale we state prices and, when necessary, how payment

22
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may be made; we tell where the article may
be obtained; if by mail, we lighten his labor
in sending for it by attaching a coupon
which, when his name and address are filled
in, constitutes a formal order.

A well-constructed advertisement, designed
for mewspaper or magazine use, consists of
first, a headline; second, the introduction;
third, argument or statement of facts, and
Jourth, the name-plate. Of course there are
many variations of this arrangement. For
instance, the advertisements of a certain
Philadelphia ecigar manufacturer earry no
headlines. Those of a popular men’s
clothing house in New York substitute for
headlines illustrations, often of a whimsical
or humorous character, but never correct
representations of any of the goods it offers
for sale. :

Many advertising men claim that an
advertisement without a headline does not
have the same chance of being read as the
one with a headline. People object to
being compelled to read half way through
an announcement before they can tell what
1t is about. Therefore, when they run
across one of these headless ads the
chances are that they will skip it.
Another disadvantage it has is that if it
appears at the top of a column the reader
cannot tell at first glance whether or not
it is a continuation of an article or an
advertisement from the bottom of the
preceding column. If he has sufficient
curiosity to study into the matter he will
in time, of course, discover the truth.
But why put this extra burden upon the
reader? It should be the writer’s con-
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Steel Pens

“Fine Medium.
Stub and

The Standard for over
a century

It’s the special Spencerian
steel and the finely worked,.
uniform points that make
Spencerian Pens last so long
and write so smoothly. Send
10¢ for 10 samples, different
patterns. -Then pick a style
that fits your hand. Use that
style always. We will also
include that fascinating book,
“What Your: Handwriting
Reveals,” free."

SPENCERIAN PEN CO.
349 Broadway New York City

The falling stream of
pens directs the eye to
the text at the bottom—
a clever device that can
be émployed to advan-
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VALENTINE 8 COMPANY, 438 Fourth Ave., NY.
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The writer of this ad has taken advantage of a news event to direct attention
to a strong selling point of Valspar Varnish. The headline states a news fact
and the human interest picture backs it up. Advertisements of this kind are
certain to be read.
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stant aim to make every advertisement easy to read and easy
to understand.

Another variation in the construction of an advertisement is the
omission of the introduction. Introductions are not always
necessary, especially in presenting an article which has long been
made familiar to the public through advertising. In such cases
the sales argument is brief, sometimes only a sentence or two
being used, but with the name of the article conspicuously
displayed. Royal Baking Powder, Postum, Cream of Wheat,
Babbitt’s Soap, Mennen’s Talcum Powder, are products often
advertised in this way.

Let us now consider the construction of the several parts of an
advertisement as enumerated above. The headline, as we have
already seen, serves to arrest the eye of the reader as it moves
over the printed page, just as the word “Hello!”’ shouted by a
friend on the street causes you to look in his direction. If you
should go to a country fair and walk along the street upon which
the side shows are located the one that would receive your patron-
age would probably be the one displaying the most attractive
picture banners, or the one having the most persuasive “barker.”’
The headline serves as the “barker” for the advertisement.
Glance over the pages of your favorite daily newspaper and see
how quickly certain advertisements will make you stop andlook
at them. While illustrations and the size of the copy are features
that appeal to your eye, in four cases out of five it will be found
that it is the headlines that cause you to read the text matter.

Much care should be given to the construction of the headline
because of its importance in securing and holding the attention of
the reader. There are several kinds of headlines and it is your
- duty to select the one that is best adapted to the article you are
exploiting and the particular audience you wish to influence.

Headlines.—Headlines may be divided into three classes as
follows:

1. Those that state a fact, as for example “Sterling Silverware is
a Solid Investment.” (The Gorham Company.)

“There is No Magic in Any Dentifrice.” (Dr. Lyons’ Tooth Powder.)

“Why Some Beds are Better than Others.” (Simmon’s Beds.)

“Your Skin is What You Make It.”” (Woodbury’s Facial Soap.)
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2. Those that express a command, as shown in the following
examples:

“Book Lovers, Lend Us Your Ears!” (S. D. Warren Company.)

“Lighten Household Work!” (Arco Wand Vacuum Cleaner.)

‘““Make Spare Time Pay!” (Curtis Publishing Company.)

“Don’t Force Your Widow to Marry Again!” (Insurance Company.)

3. Those that ask a question, as in these headlines:

“Good Morning! Have You used Pear’s Soap?”’ (Pears’ Soap.)

““What’s On To-night?” (Paramount and Artcraft Motion Pictures.)

““Are Your Radiators Fuel Savers or Wilful Wasters?”’ (Hoffman
Valves.)

“Have You Ridden in the Essex?” (Essex Motors.)

The desirability of giving a news interest to the headline when
possible should not be overlooked. Such a headline will get
attention when others do not. The public is accustomed to
look at newspaper headlines for an outline of the important news
of the day. The first thing a person does on picking up a morning
or evening edition is to glance it over to see what has happened.
Headline writing is one of the most important duties of the
editorial department and the editors who are particularly skilled
in this kind of work are well paid. Given two newspapers of
equal merit in news and editorial values the one having the best
headlines will have the largest circulation.

From these facts it is easy to understand why in advertisement
writing it is advisable to use news headlines whenever the subject
will lend itself to such treatment. Intelligent people are always
seeking information on all sorts of subjects. Hence if you can
present in news form some striking fact regarding your product,
or, through a well expressed question, can arouse curiosity that
will lead a person to read the advertisement through to the end,
you have attained one of the chief results aimed at in all advertise-
ment writing. Here are some good examples of news headlines
taken from national mediums:

“You’ll Have to Dig Up Some New Alibi.” (Multigraph.)

“Saving 5,000 Miles by ‘Tuning Up’ Wheels.” (Goodyear.)

“Doing The Thing That Couldn’t Be Done.” (Graton & Knight
Belts.)

‘40,000 Airplane Plugs a Day.” (A. C. Spark Plugs.)
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Text matter, or “copy’ as it is technically called, in advertising
practice, may be classified under four heads—selling, educational,
institutional and good-will.

If Nap oleon Could “
Have Sent a Telegram

He might bhave recalled Grouchy from his fruitless
attacks on the Prussian rear guard and protected his own
right flank. But communication was slow—and the
battle of Waterloo was lost.

In times of war, as in times of peace, speed in com-
Mnunication is an important factor—often the deciding
factor. Whatever the need or special emergency, The
Western Union’s fifty thousand employees and onme
million, five hundred thousand miles of wire are at your
disposal at any hour of any day or night.

Telegrams — Day Letters— Night Letters
Cablegrams—Money Transferred by Wire

THE WESTERN UNION TELEGRAPH CO.

The headline and its supporting illustration quickly attract attention and
appeal to the imagination. Before a line of the text is read one begins to specu-
late upon what might have happened at Waterloo had Napoleon been able to
wire instructions to Grouchy.

Selling copy constitutes the bulk of all advertising matter,
and therefore is the most important and deserves the closest
study. As its object is to create sales directly or indirectly, it
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points out the advantages of the article that is being exploited
over others of the same kind or class, tells why the public
should purchase it, names the price at which it is sold and states
where it may be obtained. '

Educational copy describes the article, enumerates its uses
and tells how it is manufactured.

Institutional copy aims to arouse interest in the company or
firm producing the article through descriptions of the organiza-~
tion, the factory and its equipment, and the method of doing
business.

Good-will copy deals with the character of the concern—its
commercial and financial standing, its policies and practices.

Earlier in this chapter we learned that the four objects of an
advertisement are to attract attention, arouse interest, create
desire and effect a sale. If you will keep them continuously in
mind while you are preparing an advertisement you will be
restrained from throwing away a lot of money and wasting much
valuable space upon copy that possesses none of these qualities.
In a previous chapter (Chapter II) we enumerated some of the
things that you should know about the product you are to exploit,
and its market, before putting pencil to paper. Assuming that
you have assembled the information therein indicated and that
you have prepared thelayout, you are now in a position to proceed
with the construction of the advertisement.

While the writing of an advertisement seems an easy matter to
those who have had no experience in such work, nevertheless, as
a matter of fact, it calls for ability of a peculiar kind, and the
exercise of much patience and perseverance. Advertisements
are not usually dashed off at the high rate of speed maintained
by a reporter in turning out a news story. Much depends, of
course, upon the writer’s quickness of mind in creating ideas and
in clothing them in attractive language. Some men have a
natural facility of expression that enables them to write rapidly
and convincingly upon subjects with which they are familiar;
while others are obliged to hammer out laboriously on the anvil
of thought every phrase they employ that differs from the ordinary
forms of expression. In advertising agencies handling many
accounts the copy-writers must be able to turn out good copy at a
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The newspaper narrative style of presentation is always appealing when well

done. Here it is effectively used in advertising an abrasive. The copy occupied

a page in a weekly magazine.
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The fact that the public has been told many, many times that Old Dutch
Cleanser * Chases Dirt’”’ made it unnecessary for the designer of this advertise-
ment to use much descriptive matter. The spotless walls and woodwork and the
bright look of the linoleum on the floor tell, almost without words, what the
cleanser will do.
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rapid rate. They are, therefore, picked men and command
salaries above the average.

There are certain well defined principles governing the pre-
paration of copy the observance of which will help the writer
to produce advertisements that will command attention and
promote sales. Some of the more important of these are the
following:

Use simple, everyday English such as persons having a com-
mon-school education can understand without referring to a
dictionary. Technical words, words taken from foreign lan-
guages, or words the meaning of which is only familiar to college
graduates, or highly trained scientific or professional men, should
be omitted from all advertisements addressed to the general
public. Let your sentences be brief and to the point. We
live in a busy age, and although more newspapers, periodicals
and books are published than ever before in the history of the
world, people have less time to read them. Hence in ourefforts
to interest the public in what we have to sell we must tell our
story graphically, in a few words, and in such an eye-appealing
way that it may be taken in at a glance. Long and involved
sentences are tiresome and unattractive to the person seeking
information about a commercial article.

It is your duty to make the reading of the advertisement as
easy as possible, but you are not doing this if you keep putting
up barriers in the form of unfamiliar words, involved sentences,
and wearying descriptions. The best model for simplicity of
style and directness of statement is the Bible. Study it every
day, not alone as a religious duty or privilege, but to familiarize
yourself with the best methods of expression employed by the
greatest writers of all time. In all literature you can find nothing
to compare with its poems, its narratives, and its statements of
fact. You are never in doubt as to what the writer means. The
sentences are short, the words of which they are composed are
simple and familiar, and the truths they convey burn themselves
into the mind of the reader. The entire story of the Creation
is told in less than a thousand words.

Give Important Facts about the Article That the Public Should
Know.—This seems simple enough but an examination of current



32 ESSENTIALS OF ADVERTISING

advertisements shows that quite a number are sadly lacking in
the kind of information that most people want to have in order
to decide whether the article would be a desirable purchase.
No doubt many of you have seen such advertisements. Recently
a New York department store in an attractive, well-displayed
announcement advertised ‘a sale of oriental and domestic rugs.
Unfortunately neither the sizes nor the prices were given. Hence
many people who saw the advertisement and might have bought
one or more of them did not do so because these facts were
omitted. Had the advertisement been that of a mail order house
the omissions might not have been so serious, provided it con-
tained an offer to send, on request, a booklet giving the desired
information. Unless an advertisement contains selling points,
which is only another term for facts having a direct appeal, it
fails to perform the service for which it is intended.

Mention the Price.—In nine times out of ten prices should be
quoted. In retail advertising they should rarely ever be omitted
unless they have become standardized through long practice in
the trade. In national advertising greater latitude is allowed.
As a rule people want to know the cost of the article they have
been reading about. There are several advantages to be derived
from quoting prices. If the price is high it will keep away curi-
osity gratifiers and people who couldn’t buy because they
haven’t the money. If the goods are being sold by mail it
saves much useless correspondence; if sold at retail it saves the
time of the clerks. If the price is low it will be an inducement.

Most people have to watch their expenditures very carefully
and with them price is often the deciding factor. When the
price is not given the reader infers that it is higher than he can
afford to pay and loses all further interest in it. In this he
may be mistaken. The price may have been omitted because of
trade conditions or other business reasons, but in any event it
lessens the pulling power of the advertisement. The fact that
many persons will buy an article at any reasonable price that
might be charged for it does not diminish the desirability of
telling for what price it is sold.

Put Human Interest into What You Write.—There is no more
powerful appeal in literature or in advertising than the heart
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appeal. We are all sentimentalists although we do not always
admit it. We are moved to action more frequently by sentiment
than by argument. Some advertisements give you the impres-
sion that they were written in a refrigerator. They have no
warmth, no feeling behind them. They are mathematically
correct in form and in statement but they lack that breath of
life that gives vital force to the message they are intended to
deliver. You will not always be able to give to your copy the
human interest or heart appeal, because the subject may not lend
itself to it, but in a majority of instances it will be possible. It
will take some study and ingenuity to develop the material upon
which to base an advertisement of this kind but the results will
more than compensate you for the effort. Here is a good example
of human interest copy:

“On the job—when you want to think hard and think straight—
the old familiar feel of your favorite pipe and the haze of good tobacco
smoke seem to cut you off from the rest of the world and let your mind
work the way it should.

““This being the case, you'll be glad to know that the pipe that
never interrupts, nor takes your mind off your work, is the Wellington,
the Universal Pipe. As you smoke your Wellington there’s never a
bubble nor a gurgle. The well attends to that by catching all moisture
and loose tobacco crumbs. The smoke comes, quiet and cool and
sweet as a night breeze, and it comes up away from your tongue, through
the top opening in the lid.

“You will like your Wellington from the very first. It is'always
made of genuine French briar, seasoned by our own special process so
as to break in sweet and mellow. And it’s a good old reliable friend—
guaranteed against cracking or burning through.

“Get a Wellington Pipe. It will fit into your life in a mighty agree-
able way. It has fitted into more men’s lives than any other pipe.
Good dealers have it in all sizes, shapes and grades from 75 cents up.”

Tell the Truth. Avoid Misrepresentation.—There was a time,
and not so long ago, either, when advertising license permitted
the broadest latitude of statement; when a merchant could
advertise men’s shoddy suits as all wool, adulterated spices as
pure, and brass watches as 14-carat gold, and still retain his

church membership and his position as a respected business man.
3
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But that day has gone by. Thirty-six states have passed laws
making it a criminal offense to misrepresent goods or securities
in advertisements.

The quickest way to wreck a business is to lie about the goods
it has to sell in its advertising. A few years ago the owners of
a large department store in New York decided to retire from
business. They had been long established and had won the
confidence of the public through honest advertising and square
dealing. In order to make a greater profit the new owners,
who still retained the old firm name, gradually stocked the store
with a cheaper grade of goods than had formerly been carried,
but claimed in their advertising that they were of the best
quality. It did not take the public long to discover the decep-
tion. Old customers quit trading at the store and the number
of transient purchasers grew smaller and smaller. Sales fell off so
alarmingly that finally the owners, realizing that they had made
a serious mistake, changed their advertising policy, but it was
too late and the business went onto the rocks with a crash.

Misrepresentation in retail advertising is today more often the
result of carelessness or to a lack of definite information than to
deliberate intention. The copy is written under pressure, in a
hurried manner, from information that is incomplete or inac-
curate. One of the familiar examples of this kind of copy is
found in comparative prices. A woman’s coat is advertised as
being “worth $30” but to be sold for $20, and a dozen other
garments are similarly described. If the coat was really “worth
$30”’ the merchant would not sell it at 3314 per cent. discount.
If he had said that the garment was once worth $30 but because
it had gone out of style or was shop-worn it would be sold at
$20, he would have told the truth and would have deceived no
one. Comparative prices are not now used by the better class
of merchants.

When you describe an article tell the truth about it. If it is
not first-class, say so. If the goods are priced below the usual
charge, tell why. You won’t lose anything by it. People will
soon come to admire your frankness and honesty. They will
believe in you and in what you say. Public confidence is the
greatest asset of any business.
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The Associated Advertising Clubs of the World has done more
to clean up the advertising pages of the newspapers and magazines
than any other organization of business men. Only a few out of
the thousands of publications can now be found that will accept
the advertisements of “fake’’ oil, mining, automobile or other
fraudulent companies, or of patent medicines that are repre-
sented as cures for numerous diseases. Through its Vigilance
Committee the A. A. C. W. has brought to book many advertis-
ing crooks and by timely warning has kept a number of mer-
chants from committing business suicide.

Questions

1. What are the four objects of an advertisement and how is each one
accomplished ?
2. Name the four parts of a newspaper or magazine advertisement.
3. Select from local newspapers examples of advertisements in which
there is no introduction. Also one without a headline.
4. What is the purpose of the headline? Give the three classes of head-
lines and examples of each.
6. What are the advantages of the news headline?
6. Name the four heads under which advertising copy may be classified.
7. Why should advertisements be written in simple every day English
rather than in academic language?
8. When should prices be quoted?
9. What do you mean by “human interest” copy?
10. Give an original example.
11. Why is telling the truth absolutely essential in the preparation of
advertising matter?
12. What is the attitude of reputable publications toward the advertise-
ments of fake oil and mining companies and get-rich-quick enterprises?



CHAPTER V
ON THE USE OF ILLUSTRATIONS

Before Cadmus invented the alphabet pictures were used to
record events upon wood, clay and stone. The oldest inscrip-
tions that have been discovered in the ruins and on the tombs of
ancient civilizations are in picture form. Therefore, in the em-
ployment of illustrations in modern advertising we are making
use of the oldest, the simplest and, at the same time, the most
direct method of communicating ideas in graphic form. Pictures
have aptly been called the universal language of the human race.

If you will look over the pages of the weekly and monthly
periodicals you will find that most of the advertisements are
Hllustrated. Out of 94 advertisements, many of them full pages,
and half a dozen of them double-page spreads, in an issue of the
Saturday Evening Post, 84 contained pictures. Of 275 display
advertisements in McClure’s Magazine, 228 were illustrated. In
local newspaper advertisements the percentage is not so high.

Because of the general use of illustrations it is necessary for us
to know something about the principles governing their employ-
ment, how they are designed and how they may be reproduced to
the best advantage.

One of the first questions that suggests itself in taking up the
study of the subject is this: What purposes do pictures serve in
advertising? Some of them are:

1. To catch the eye of the reader and lead him to peruse the
accompanying message.

2. To familiarize people with the appearance of the article or
the package containing it so that they may identify it in the
stores and elsewhere.

3. To show the article in use.

4. To create atmosphere, that is, to indicate, pictorially, the
class of people to whom it appeals or scenes with which it is
associated.

36
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An illustration serves the same purpose as a headline but has
this additional advantage—it will, and often does, because of its
novelty, its artistic character or its strong appeal, attract greater
attention. Sometimes the crux of the message the advertiser
seeks to deliver lies wholly in the picture. A seaside home and
hospital for crippled children in need of funds to carry on its
work placed an advertisement in several magazines in which was
presented a picture of one of its boy patients, “Smiling Joe,”
strapped to a board. The little fellow had a twisted and diseased
spine and in trying to cure his deformity and restore him to health
the physicians were obliged to bind his body to the board and
keep him in that position for many months. Although the
story of the boy’s affliction and his wonderful patience and
cheerfulness under the trying ordeal were told in the accom-
panying text, it was the illustration showing “Smiling Joe’
with a happy smile on his face that touched the hearts and
opened the pocketbooks of hundreds of contributors to the
hospital fund.

In marketing food products sold in packages, or beverages, soap,
and many other products, pictures of the articles add tremendously
to the pulling power of the advertisements. People become familiar
with their appearance and can readily identify them. If a
hundred different brands of biscuits were displayed on the shelves
of a grocery store, nine out of ten housewives would have no
difficulty in pointing out the package containing Uneeda Bis-
cuit. The little girl who asked the clerk for a box of breakfast
oats ‘“‘with the Quaker man on it” knew exactly what she
wanted and couldn’t be fooled with a substitute. We may forget
the brand names of articles that have been advertised but if we
have seen pictures of the packages containing them a few times
we can pick them out of a dozen others.

If you can exhibit the article in use by means of an illustration
you are employing one of the strongest sales appeals available.
In marketing canned peaches, for instance, if you show a glass
dish filled with luscious, golden-hued fruit being served as a
dessert at a dinner party, it produces a far greater impression
upon the reader than any text matter could. It is one thing to
read a description of a thing and quite another to see it. The
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Chinese have a proverb to the effect that once seeing a man is
worth a thousand times hearing about him.

Pictures are, of course, not as attractive as the articles they
represent, but they are a hundred per cent. better than any
description in words that can be given. Few automobile ad-
vertisements appear without an illustration of the machine that
is being exploited. While to the general public one automobile
looks about the same as another, each one posesses features by
which it can be identified several blocks away by an automobile
expert. No manufacturer wants to have his car mistaken for
that of a competitor. Therefore he shows a picture of his
machine in his advertisements so drawn that its distinctive
features are emphasized in a telling way. The text matter, of
course, describes it attractively and in detail, but after all it is
the illustration that will most impress the reader. Unless the
appearance of the car strikes him favorably he will not care
much about the details of its construction. Hence the impor-
tance of the picture.

There are other articles besides automobiles that are exploited
largely by means of illustrations. In selling high class suburban
homes pictures of the residences offered are indispensable. Few
people care to engage accommodations at summer hotels without
first knowing something about their appearance. When the
retail dry goods merchants introduce their spring or autumn
styles in women’s hats, coats and suits, they rely upon illustra-
tions to bring women to the store. In appealing to the fair sex
advertisers have found the rotogravure sections of the Sunday
newspapers particularly effective because of the superior quality
of the paper used, thus making possible the employment of a
higher grade of illustrations.

Illustrations are used to create atmosphere in exploiting articles
that have a high-class vogue. One of the leading manufacturers of
first quality furniture employs pictures of beautiful interiors to
display and give class to his creations. There is a richness and
refinement about the seftings that make one feel that anything
from this shop givesa certain distinction tothe purchaser. Cigar-
ette advertisers employ illustrations of oriental scenes, of cele-
brated banquets, and of racing, yachting and other sporting
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An artistic and effective combination of illustration and typographlcal
arrangement.
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STEIN WAY

The Istrument qf the Immortals

There has been but one supreme piano in the history of music. In
the days of Liszt and Wagner, of Rubinstein and Berlioz, the pre-
eminence of the Steinway was as unquestioned as it is today. It
stood then, as it stands now, the chosen instrument of the masters—
the inevitable preference wherever great music is L
understood and esteemed.

STEINWAY & SONS, Steinway Hall, 107-109 E. 14th Street, New York
Subway Express Stations at the Door

P A AR PR ML |

A fine example of the appeal to sentiment through an artistic illustration. In
every lover of good music it awakens tender memories.




ON THE USE OF ILLUSTRATIONS

wﬂ;ﬂ:«:«acam-ﬁ but valusble a1 well.

bt its wale grows greater wih

i THE ROMANCE OF PLATINUM |;

ONLY the masterpieces of
Turner had been painted in
permanent colors! If only the
Alexandrian library had consist-
ed of books written upon stone!
If only the music of Orpheus
could be beard today!
But Turner's pictures were
painted with cheap colors,
Caesar burned the priceless
treasures of the ancients in the
Alexandran library, and Mr
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trme, &3 a cencury's vecord proves.

Edison's phonograph was not
known in mythological times.
Platinum is imperishable.
‘Whitehouse Bros. of Cincinnat,
“The Jewelry City,” have done
much to make it the matchless
medium for the jeweler’s art.
Hard and permanent, brillhant
and untarnishable, more valu
able than gold, it is the perfect
metal for jewels,—imperishably

perfect.

WHITEHOUSE, BROTHERS

Makers c_;fPalan/oa’ﬂssemE/ez/ Sofitaires and
CincinnaliOhio Platinum Uowelj myeweh_yc_]
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The art embellishment of Whitehouse Brothers jewelry advertisements is of
an exceptional character. The ornate border with its accompanying illustra-

tions forms an appropriate frame for the *“ The Romance of Platinum” told in
the text and adds greatly to its value.
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When the Lust pillow s thrown, and the Last laugh only an echo, they setde
down at Her knee —

Through chewr half closed eyelids they carch the play of hight across Her
face, 15 caress a5 1t touches Her hair— and the picture © euched on their
memonies forever.

Sensitive flms, chose walls of childish memory. The pictures they register
cannot be changed.

Tt wall pay you to remember thit, in the hfﬁlmg of your children’s rooms
Let sunshine flood them by day, "and the ight of Edison MAZDA h"x'L
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EDISON LAMP WORKS OF GENERAL ELECTRIC COMPANY

Pictures of children when appropriately introduced in advertisements possess
a universal appeal. Every mother and father who looks at the above adver-
tisement will feel a tug at the heart strings. The evening lamp, the little ones
saying, ‘“Now I lay me down to sleep’” at their mother’s knee and the shad-
owy background form a picture that will linger long in the memory.
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events in which some of the prominent persons appearing in them
are represented as smoking the manufacturer’s brand. The
young man who is a clerk, or who works in a machine shop, or
drives a truck, is much impressed by these pictures and concludes
that if the cigarettes are smoked by society leaders, actors, and
well known sportsmen they must be of high grade quality and
therefore worth buying. Even if they cost 50 cents a box he
feels that he is justified in the extra expense by the satisfaction
he gets in being identified, even remotely, with such notable
consumers of this particular brand. -

We are so constituted that we often buy things because they are
purchased by prominent people, provided, of course, they are
within our means. Writers who understand this tendency take
advantage of it in preparing advertisements. For instance, if the
King of England, a hero of the great war, or a popular actress
uses a certain table water they play up the fact in text and picture
because of the influence it will have upon the public.

Never use a picture stimply because it is pretty, odd, or striking.
Advertising space costs too much money—sometimes $5 to $8
a line—to be thrown away on illustrations that do not help to
put the message across. Pretty girl pictures have been found
effective as attention getters in advertising toilet articles, femin-
ine wearing apparel and other things, but in many cases they
are out of place or serve no real purpose. An advertisement of a
Western gas engine manufacturer which appeared in several
publications showed a very attractive looking young woman
standing by the side of the machine. Much to the surprise of
the advertiser he received twice as many inquiries concerning
the identity of the girl as he did about the gas engine. In using
the pictures of very pretty young women or unusual illustrations
of any kind there is always danger that the picture will receive
so much attention from the reader that he will neglect to look at
the accompanying text matter.

Many advertisements are spoiled by poor and meaningless illus-
trations. In these days when there are so many high-class artists
devoting their attention to the preparation of commercial illus-
trations there is little excuse for the employment of stock cuts or
indifferent art work. Unless you want to get a reputation for
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cheapness avoid the use of poorly drawn pictures. Every city
of 50,000 inhabitants, or upwards, contains at least one photo-
engraving plant, the owner of which can recommend the names
of one or more commercial artists who will execute any orders
you may have to give.

Determine in your own mind what kind of a picture you want
and describe it to the artist. Often he will be able to improve
upon the design you suggest. That is a part of his business. If
you are a national advertiser and employ an agency tohandle your
campaigns it will furnish the drawings as a part of its service.

As a general rule humorous tllustrations should be avoided. In a
somewhat extended experience we can recall only a few instances
in which pictures of this kind have been appropriate or effective.
Unless precaution is taken in the selection of a subject a humor-
ous picture may do more harm than good. A local merchant in
an Eastern city once ran an illustration showing an old negro,
nearly bald, with his mouth wide open, crying out something at
the top of his voice. The headline was, “Much Cry and Little
Wool.” It was designed to create a laugh and as an exposition
of that old saw it was a success, but it gave offense to a very
worthy body of colored people who were the merchant’s custom-
ers. The retailer had used the picture thoughtlessly, not
dreaming for a moment that it would antagonize any of his trade.
It took him a long time to win back the patronage of those
whom the illustration had offended.

A number of years ago a humorous character called “Sunny
Jim” was introduced in the advertisements of a widely exploited
breakfast food. The artist showed ““Sunny Jim’’ doing all sorts
of clever stunts, and thousands of people each day when they
picked up their favorite newspaper turned to the advertisements
to see what the funny man was doing. After the advertising had
been running for some time the manufacturer discovered that
the public was so much interested in the antics of ‘“Sunny Jim”
that it paid little attention to the selling talk about the breakfast
food he was exploiting. From that time on “Sunny Jim” was
banished from his advertisements.

The power of pictures to influence voters in national elections
was first demonstrated in the second Cleveland campaign. The
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children, supplies the atmosphere for the message of the text.
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In this advertisement the illustration at the top, showing the winter sports of
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Dutard sour cuticte tcanars.
03 thy new way o) mom

et and 1se hos gouly you
Kave loudly, swell hegt nai

without cutting the cuticle

“Cuticle cutting is dangerons!”
“Under no circamstances should
scissors or knifc touch the cuticle.”
“Trimming the cuticle is ruinons,”
say doctors and skin specialists cvery-
where.

For years wamen struggled with
cut, mutilated cuticle—cuticle that
grew dry and rough, that created
hang-n:uls and made their hands so
unattractive.

1t was to meet this great necd for
a harmless cuticle remover that the,
Cutex formula was prepared.

With Cutex, you campletely do
away with cuticle cutting or trimming.
The moment you nse it, you will be
enthusiastic about the wiy it softens
the surplus cuticle—the way uneven,
ragged cdges and hangnails vanish!

How to manicure the new way

Send for the complete Manicure
Set offered below and have your first
Cutex manicure. In the package you
will find orange stick and absorbent
cotton. Wrap a little catton around
the end of the stick and dip 1t into the
hottle. Then carefully work around
the base of the nail, gently pushing
back the cuticle. Almost at once you

This complete set srat you or 15¢

will be able to wipe away the dead
surplus enticle. Rinse the fingers in
clear water.

After your first Cutex manicure,
examine ynur nails. When you see
how smooth the usc of Cutex leaves
the skin around the base of the nails
—how free it is from ragged edges
and rough places that make hangnails,
you will wonder how you ever got
along without it. Try it today See
for yourself!

Cutex, the cuticle remover, comes
in 30c¢, 60c, and $1 25 bottles. Cutex
Nail Whitc is 30c. Cutex Nail Polish
in'cake, paste, powder, liquid or stick
form is also 30c. Cutex Cuticle Cam-
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Complete Manicure Set for 15¢
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today

114 West l7ih ﬁxucl New York City
fnd 13t ton somt it 1o
Ma Lo Limted Dept 404 ako St

wnd got” Conad

C/he new way tO manicure

ok o et

MAIL COUPON WITIt 15 CENTS TODA\’

\\ORTHA“ WARREN

404, 114 %em 174k Strees, N, Y. Clty

If we can show by illustrations how to use the article we are exploiting we
enhance the readers’ interest and make the advertisement more productive of
sales. The Cutex ad presented above is a fine example of this type of publicity.
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cartoons, which were the work of the best artists, were printed
twice a week in 500 daily newspapers. They were also enlarged,
and, printed as posters, were put up on billboards and dead walls
in all parts of the country. Their effect upon the public was
immediate. Thousands of men who could not read caught the
point of these cartoons at a glance. Throughout the rural
districts the liveliest interest was shown in them, and after the
election had taken place the Democratic leaders admitted that
the cartoons had done more to elect Mr. Cleveland than the
stump speakers.

One of the insurance companies—the Prudential Insurance
Company of Newark—has made the Rock of Gibraltar famous
in the United States through the advertisements it has published
for many years showing a picture of the rock with the name of
the company printed in large letters upon it. As a result it is
almost impossible for the public to think of the Rock of Gibraltar
without associating with it the Prudential Insurance Company.
It is said that a traveler who took the Mediterranean trip, on his
return to the United States expressed great surprise at not seeing
the name of the company outlined in white letters across its
surface.

Advertisers are sometimes puzzled to know whether or not they
should use pictures of themselves in their advertising. They
have seen the features of W. L. Douglas in his shoe advertise-
ments for a quarter of a century. They recall the pictures of
Lydia E. Pinkham, Gerhard Mennen, Dr. Munyon, the Smith
Brothers, and other less celebrated vendors of manufactured
products who have achieved success through printers’ ink, that
were used in the same way. As arule it is considered inadvisable
to regularly employ the picture of the advertiser in his business
announcements. It weakens instead of strengthens the advertise-
ment because, if used continuously, it suggests egotism and a
waste of space. Moreover, the advertiser misses the mark at
which his advertising gun is aimed. He is not engaged in
selling himself but his product. Public attention is diverted from
the text to the picture, which adds little to the value of the appeal
and has no selling force. Therefore, why should he employ it
in his advertising?
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Photography is now generally utilized in securing suitable
pictures for the illustration of advertisements. The ordinary
photographer, however, is not successful in this kind of work.
Those who specialize in commercial photography secure the best
results. They understand what is needed to make effective
copy. Some of the most productive illustrations in use are those
employed in the street car advertising of Omega Oil. The
company dropped $400,000 before it discovered that it was using
the wrong kind of a picture— that of a boy carrying a bag of corn
under his arm as he walked along the road, from which the
kernels were dropping upon the ground only to be gobbled up by
geese that were following him. The trouble with the picture
was that it was in no way related to Omega Oil. But when the
company introduced photographs of living models showing the
oil being used to alleviate pain, the volume of sales rapidly
increased. One of these shows a little girl whose sore throat
is being treated with an application of the oil. Another reveals
a man’s back which is being rubbed with the oil for the relief of
rheumatism.

The Washburn-Crosby flour advertisement illustrations are
made from photographs of real people. So are those employed in
the Beechnut products and the Eastman Kodak announcements.
These are only a few of the many advertisers who have dis-
covered that the public is interested in pictures taken from life
or nature more than they are in make-believe representations.
The C. Kenyon Company, of Brooklyn, since it adopted the
use of living models in preparing illustrations for its magazine
and trade paper advertising, has increased its sale of women’s
coats far beyond all previous records.

In order to secure satisfactory results in illustrations good
copy must be furnished to the photo-engraver. This means that
the pictures from which the cuts are to be made must be clear
and distinct. No engraver, no matter how skillful he may be,
can make a good plate from a poor photograph. Sometimes,
however, a photograph can be made effective through retouch-
ing by a capable artist who makes a specialty of that kind of
work. By retouching is meant the bringing into stronger relief
the principal and sometimes the subordinate features of the
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— not the name of a thing,
L but
the mark of a service

A 2 ; DA MAZDA is the trademark of a world-
wide service to certain lamp manu-

‘““Not the name of a thing, but the mark of a service’ facturers. Its purpose is to collect
and select scientific and practical

information concerning progress and developments in the
art of incandescent lamp manufacturing and to distribute this
information to the companies entitled to receive this service.

MAZDA Service is centered in the Research Laboratories of
the General Electric Company at Schenectady, New York.
The mark MAZDA can appear only on lamps which meet the
standards of MAZDA service, It Is thus an assonranceof quality,
Thistrademarkistheproperty of the General Electric Company.

4Ge1

A MAZDA Lamp for every purpose

@}}ESEARCH LABORATORIES OF GENERAL ELECTRIC COMPANY

The strong feature of this ad is the skillful manner in which the reader’s eye
is directed to “ MAZDA" on the electric light bulb in the illustration. It is al-
most impossible to glance at the page without following the pointing finger to
the word.

4
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The strikingly original advertisement of one of the leading firms of optical

instrument manufacturers in the United States.
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photograph. It is expensive but adds so much to the appearance
and drawing power of the illustrations that it is money well
invested. .

The drawing or photograph should always be considerably
larger than the cut which ¢s to be made from 7. When this sug-
gestion is followed the picture printed from the cut will be sharper
and clearer in outline than the original. Frequently it is neces-
sary to rout out of the surface of the plate some of the background
or unessential details in order to bring out more strongly the
principal figures or features of the illustration.

Proofs furnished by the photo-engravers should be printed on
the same kind of paper that is to be used in the publication in which
the illustration s to appear, in order that you may determine just
how it is going to look. Usually the proofs are taken on high
grade plate paper which, although it gives the illustration its
full value, does not give a correct idea of its appearance when
printed on ordinary paper. Unless the plate is adapted to the
quality of paper that is finally to be employed it probably will
print poorly. Examine the plate with care and see if the en-
graver has given you what you want. Sometimes it is necessary
to have it etched deeper before it will print satisfactorily on the
press.

Plates for illustrations are mounted on metal or wood bases—
preferably the former when they are to be stereotyped, because
wood shrinks and warps on the steam table, thus making the
base uneven.

Halftones are photographic reproductions, usually on copper,
but sometimes on zine, of photographs, wash drawings, pen-and-
ink and other sketches, and even of paintings, etched by a
chemical process. A picture is taken from the photograph
through a fine screen which is only a glass plate with lines en-
graved upon it at right angles to each other. Upon the fineness
of the screen depends the quality of the printing plate. For
newspaper purposes the screen used is 68—that is, 68 lines to
an inch. For halftones that are to be employed on a high
grade of calendered paper a screen of 133 to 200 lines to the
inch is used. If you will examine a plate under a magnifying
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glass you will notice that there are a great many little dots which
vary in size according to the fineness of the screen. Instead of
solid blacks and whites the engraver isable to reproduce the vary-
ing shades or tones of a picture—hence the name, “halftones.”

Line engravings are made from drawings, sketches, ete., by a
process of chemical etching, usually on zinc but sometimes on
copper. In the chalk plate process a highly polished steel
plate which is 1{¢ in. thick is covered with a coat of soft white
composition which gradually hardens. By means of steel tools
a drawing is made by cutting through the soft composition to
the surface of the steel plate. When the drawing is completed
it is placed in a stereotyping box and a cast is made from it,
the chalk plate serving as a matrix or mould. Molten stereo-
type metal is poured in and the result is a plate reproducing the
picture, which, after being cleaned and touched up, is ready
for printing. Line cuts are used in newspaper and other work
where it is essential to have plates that will make good impres-
sions on coarse paper with rapid printing.

Wash drawings are made with water colors or India ink spread
lightly and evenly on drawing paper.

Electrotypes are copper-faced duplicates of type matter or
cuts. They are far less expensive than the original halftones or
line cuts from which they are taken. They are copies of originals
and therefore are not as sharp in detail.

A wvignette is a halftone illustration in which the background
shades off gradually into pure white.

In ordering a cut made from a picture you need indicate only
one dimension, for if it is properly made the other dimension will
reduce in proportion. You can determine the other dimension
exactly by using the following diagram:

Take a sheet of paper exactly the size of the photograph and
draw the diagonal line A~B from the upper right-hand corner to
the lower left-hand corner. Beginning at the left, measure off
B-C to the right on the bottom line of the diagram exactly
the length of the cut you want made. Draw from this point a
perpendicular line, C-D, until it touches the diagonal. Then
complete the rectangle by drawing the line E-D parallel to the









CHAPTER VI
PUTTING THE ADVERTISEMENT INTO TYPE

After you have hammered the copy for your advertisement into
such shape that it expresses in exact form just what you want to
say, the next step is to put it into an appropriate dress of type.
If you are able to command the services of a high class printer
who has made a study of advertising typography, and therefore
knows how to adapt type to copy to the best advantage, you
can safely entrust to him the typing of any advertisement you
may wish to have set up.

But as such printers are few, even in metropolitan cities, and
are rarely found in the smaller towns, it is necessary for you to
have a sufficient knowledge of the principles governing typo-
graphical arrangement to enable you to tell any printer you may
employ what kind of type to use and how to display the copy to
secure balance, harmony, stability, and produce action.

Let us start our discussion of the subject with the well estab-
lished principle that the effectiveness of an advertisement depends
largely upon the type in which the message ts clothed, and upon such
an arrangement of its several parts that the eye can rapidly take
tn the tmportant facts presented and determine their relative value.

There are many kinds of type, so many, in truth, that the
beginner is bewildered by their number and variety, and con-
cludes that he will never be able to identify or use many of them.
And he is right, for the reason that the kinds or families of type
that are especially adapted to advertising display do not, according
to some of the best authorities, exceed a dozen. Benjamin
Sherbow says that he has used hardly more than six in all his
work. Those that have found special favor are:

Caslon Old Style, Scotch Roman, Bookman or Antique, Chel-
tenham Bold and the Bodoni family. To these may be added
8 very few others—Kennerley, Cloister, Goudy and Goudy Bold,
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30 Point Cheltenham Bold

ADVERTISING KN
Advertising Knowled

24 Point Cheltenham Bold

ADVERTISING KNOW
Advertising Knowledge

18 Point Cheltenham Bold

ADVERTISING KNOWLEDG
Advertising Knowledge is acqui

12 Point Cheltenham Bold

ADVERTISING KNOWLEDGE IS ACQUIRE
Advertising Knowledge is acquired with years

57



58

ESSENTIALS OF ADVERTISING

30 Point Bookman

ADVERTISING
Advertising Know

24 Point Bookman

ADVERTISING K
Advertising Knowle

18 Point Bookman

ADVERTISING KNOWLED
Advertising Knowledge is acqu

12 Point Boockman

ADVERTISING KNOWLEDGE IS ACQU
Advertising Knowledge is acquired with years o
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30 Point Bodoni Bold

ADVERTISING KN
Advertising Knowled

24 Point Bodoni Bold

ADVERTISING KNOWL
Advertising Knowledge is

18 Point Bodoni Bold

ADVERTISING KNOWLEDGE 1
Advertising Knowledge is acquir

12 Point Bodoni Bold

ADVERTISING KNOWLEDGE IS ACQUIRED
Advertising Knowledge is acquired with years
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30 Point Caslon Old Style

ADVERTISING
Advertising Know

24 Point Caslon Old Style

ADVERTISING KN
Advertising Knowledg

18 Point Caslon Old Style

ADVERTISING KNOWLE
Advertising Knowledge 1s acqui

12 Point Caslon Old Style

ADVERTISING KNOWLEDGE IS ACQU
Advertising Knowledge is acquired with years o
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30 Point Bodoni

ADVERTISING KNO
Advertising Knowledg

24 Point Bodoni

ADVERTISING KNOWLD
Advertising Knowledge is a

18 Point Bodoni

ADVERTISING KNOWLEDGE IS
Advertising Knowledge is acquired

12 Point Bodoni

ADVERTISING KNOWLEDGE IS ACQUIRED
Advertising Knowledge is acquired with years of e
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Century Expanded and Century Bold, which are considerably
employed by successful advertisers.

The faces of type just mentioned differ so materially in
design that it is possible for the ad writer to find among them
faces that are adapted to almost any advertisement he may wish
to construct. Type, besides conveying thought through words,
can, through its shape or design, express refinement, strength, beauty,
dignity, and even humor. Therefore, by the exercise of proper
care in the choice of type, which someone has called “unecrystal-
lized thought,"’ you can create almost any kind of an impression
you may desire.

In this connection it is well to bear in mind that the typeshould,
if possible, suggest by its physical appearance the character of
the article you are to exploit. For instance, in picking out a
suitable type for a jewelry advertisement we should choose an
artistic and refined face like Caslon or Scotch Roman because they
are suggestive of the creations of the gold and silver workers for
which we seek purchasers. On the other hand, neither of them
would be at all appropriate for a machinery advertisement
which naturally calls for a more vigorous face like Bookman
or a type of similar strength.

Cheltenham, one of the popular type faces among advertisers,
was designed a few years ago by Ingalls Kimball, of New York.
Cheltenham Bold is adapted to nearly every kind of display.
Its legibility and its peculiar adaptability to display are charac-
teristics that highly recommend its use to advertisers.

Caslon, although first cut in London over a hundred years ago,
is a face that is much favored to-day by printers who like an Old
Style face which, though heavier than some of the old models, is
yet light enough in design to be suitable for booklets, circulars,
programs and advertisements. It is a type possessing attractive
features that give distinction to all classes of printed matter in
the production of which it is employed.

Scotch Roman, of later origin, is considered one of the most
legible, precise and pictorially beautiful of modern faces, as
distinguished from the Old Style, that we have.

Century Expanded Roman, much employed in setting up news-
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paper advertisements, contains no hair lines, is clear in design
and wears well whether used in type form or in plates.

We cannot at this time describe other kinds of type in general
use because of a lack of space. Those students who are suffici-
ently interested to pursue the subject further will find in the
public libraries and elsewhere the catalogs of type founders and
books on typography that will furnish all the information that
they may desire.

The kind of type with which we are most familiar is body
type—that in which text matter in books, newspapers and mag-
azines is set. It was modeled after the letters used by the ancient
Romans in written manuseripts and in mural inscriptions, and is
known in the printing world by that name. All the faces used
in text matter in books and periodicals are Roman and are
classified as Old Style Roman and Modern Roman. The Old
Style of today closely resembles the real Old Style of long ago,
while the Modern resembles the style of letter cutting employed
subsequent to the introduction of the original Old Style. The
apparent difference between the two is that in Old Style there
is less shading while in Modern Roman some of the lines are
darker and stronger. '

Type is sometimes classified as light face, like Caslon or Scotch;
monotone, like Bookman or Antique; and bold, like Cheltenham.

How Type Sizes Are Indicated.—Formerly the sizes of type
were indicated by names. The smallest was known as brilliant
and the next as diamond. Then came pearl, agate, nonpareil,
minion, brevier, bourgeois, long primer, small pica, pica, ete.
As there was no fixed standard of sizes the type cast by the several
foundries did not agree in dimensions. Therefore it was almost
impossible to lock up together in a form brevier, or any other
size of type made by two or more type founders, because of this
variation, without spending much time in ‘blacksmithing’’—
that is, in using bits of metal or pasteboard to fill up the spaces
between the type.

When, through the rapid increase in the use of printed matter
that followed the close of the Civil War, it became evident that
no one type-maker or group of type-makers could hope to
monopolize the business, the type-founders of the United States
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got together and adopted the Point System, which insured
absolute uniformity in casting the different sizes. Under this
system the measurements are based upon the seventy-two parts,
or points, into which an inch is divided. For instance, the type
formerly known as nonpareil is now called “6-point” or six
seventy-seconds of an inch; brevier is “8-point’’ or eight seventy-
seconds of an inch, and pica is “12-point’’ or twelve seventy-
seconds of aninch, etc. A printer can to-day buy type from
any source and be certain that the sizes will be absolutely
identical.

How Type Is Measured.—The em, which is the square of the
body of any size of type, is the unit of measurement in computing
the cost of composition, the dimensions of pages, or for indicating
the size of dashes, quads, spaces, etc. The en, which is half
the size of the body of any size of type, is used to designate the
size of quads, leaders, etc., as an en-leader, an en-quad, ete.
In line measurement the em of pica, 12-point is used. There are
6 ems pica to the inch. Therefore, a newspaper column 214
in. wide contains 13 ems pica.

One of the fundamental principles to be observed in selecting
type for advertisements is that it should be easy to read. That
is why fancy faces, those in which there are many fine straight
or curved lines, or in which art work is introduced, should be
avoided. Plain, clear type can be read by anyone who knows
the alphabet. You don’t have to study it, as you would a
puzzle, to identify the letters.

Another principle that should be kept in mind is that in an
ordinary-sized advertisement not more than two or three, preferably
two faces, should be employed and these should harmonize with each
other. Advertisements containing half a dozen faces produce
a crazy-quilt effect upon the mind. They look spotty and
inharmonious.

The best examples of advertisements found in the newspapers
and current magazines owe their attractiveness to the use of one
or two kinds of type. There are so many different sizes, in-
cluding italic, of the same families that the printer is able to
produce any typographical effect he may choose through their
selection and grouping.
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& bad uondk produced brihote erat.” potl=
et all beors might be alibe made el

The Spirit of New England

“HE prosperity of present-day New

England 15 duc i no small meas-
ure to the continaance of this old spirit
of the bootmakers of Boston. The
policy of “good work and pride in it”
has been the cornerstone of success
for Lynn, Brockton, Haverhill, Buston,
Manchester, Auburn and Lewiston.
So that today over half the nation 1s
shod by New England.

Not only in the shoe industry, but
n vther lines, the outstanding feature
ts soundness, and investnrs the couatry
over are appreciative of this qualy
New England industrics—a heritage of
the old “payment-in-full” spirit of the

original Plymouth'settlers, who bought
ap m scren years all the stock in the
Londvn Company which financed the
colony.

New England’s reputation for stabil-
ity and mtegrity has led many non-
residents to put their secaritics in trast
with the Old Colony Trust Company,
a practice which has decided adv antages
from the standpaint of the individual, as
cxplained m oar heoklet, 4 Concermng
Trusts and 11305”, mailed on reqaest.

Come to New England for the Ter-
centenary of the Pilgrims’ Landing—
and make this Company’s affice yoar
banking headquarters.

65

Orp Corony Trust CoMPANY
: BOSTON

In typography, in the choice of illustration, in the character of the arrange-
ment and in general design this advertisement of the Old Colony Trust Company
satisfies the requirements for the highest type of advertising.
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and instructive.
inviting to the reader.

IN BRASS

A combination of zinc and copper gives mankind a wonderful metal—
enduring, rust-resisting, decorative, workable—adapted to a thousand
uses where no other metal would serve. This metal is brass.

. The sign on your office entrance, the hardware on the doors, the
fittings in your car, the andirons in your home, the bronze statue on
your mantle, the bed you sleep in, indicate the variety of ways in which
it contributes to your many needs.

Zinc for brass has long been an important product of this Company.
The slab zinc from our Franklin ores, is the purest commercial metal
in the world, and insures the durability and working properties that
manufacturers of high-grade brass products demand.

We have been producing zinc for more than 70 years. Our sources
of supply, facilities and organization are such that we are able to supply
all industries with the kind and quality of zinc they require.

THE NEW JERSEY ZINC COMPANY, 160 Front Straet, New York
ESTABLISHED 1348

CHICAGO  Mineral Poim Zinc Company, 1111 Marquere Building
PITTSBURGH: The New Jersey Zinc Co. (of Pa ), 1439 Oliver Buiiding

Monfacturers of Tine Oside, Siab Zumc (Spelter), Spicgeleisen, Lutkopsne, Sulphurie
Aud, Rolled Zone Strips and Plates, Zinc Dust, Salt Cade and Zime Chlorde
The world’s standard for Zinc products

i

g

0 O O R

In the New Jersey Zinc ad the text is the thing. The story it tellsisinteresting
It is set in Caslon, with wide margins of white space, and looks
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Elements of Display.—Type is only one of the elements em-
ployed in display, the purpose of which is to bring out the most
important facts of an advertisement and secure for each its full
attention value. The others are borders, illustrations, and gray
and white space.

OW fortunate it is for us
that the men who founded
this business, set out with the
simple idea of trying to build the
best car of its class in the world.

That clear-cut determination
has led us to adopt policies
which are careful and consci-
entious, and manufacturing
pnn01ples which are sound and
substantial.

The net result has been a most
unusual and cordial relation
between ourselves and our public—
based on the confidence which
people have learned to place in the
Hupmobile and in the company
which builds it.

The ninety words in the above Hupmobile advertisement, set in Caslon Old
Style, occupied a full page in the Saturday Evening Post. Without display
type, an illustration or even a name plate, the good will message they carry im-
presses itself upon the mind of the reader. Each word of this ad represents an
investment of nearly $67.
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Display has been defined as a logical arrangement of cbpy for
the purpose of making things plain, for atfracting attention, for
emphasts and for interpretation. It depends for its success upon
contrast. Contrast is marked dissimilarity. In a group of
several articles the one which, because of its size, shape, color, or
character, differs most widely from the others, is most conspicu-
ous. In display we try to construct advertisements in such a
way that they will stand out conspicuously upon the page on
which they appear. The principal elements of contrast used in

display are black and white, big and little,
i % I far and near, and different faces of type.

display in attracting attention. An ideal
display would be a single word in the center
of a blank newspaper or magazine page.
The white space by which it is surrounded
concentrates attention upon the word. The
eye finds no resting place until it sees it.

Value of White Space.—It seems an ano-

maly but it is a fact that white space is often
more valuable than the other elements of
.T:ﬂi.‘?ﬁ?ﬁ:"“‘“

PEGGY PAIGB

When you add another word the attention is
divided between the two. The more words
you place in the space the more minutely
divided becomes the attention value of each
individual word.

White space, judiciously apportioned, gives
to the display lines or the paragraphs of an
advertisement greater prominence. It fur-
nishes peaks upon which the eye can rest in
traversing the page and makes it easier for
the reader to absorb the message of the text.

You should never completely fill with type

the space devoted to the advertisement for it
needs breathing-space on all sides in order
that its full value may be brought out. You
have seen advertisements, no doubt, so
crowded with type that they looked uncom-
fortable. You did not stop to find out what

Oddity of size and
shape and oddity of
display typein adver-
tisements have a cer-
tain desirable value
provided they are not,
carried too far or ap-
pear too often.
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they were about because they were uninviting in appearance.
All things considered the advertisement that is most certain
to put its message across is the one that is typographically easy
to read. :

Type Colors.—The advertisement writer must study the use
of black, white and gray in order to give the right typographical
tone to his work. Too much black type gives a somber, funereal
appearance to the advertisement. The use of too much very
light faced type makes it look characterless and insipid. Leaded

LIPTON'S TEA

Maximum display in minimum space.

matter gives a gray effect to the page. In order to impart to the
advertisement the proper tone color we should, if possible, know
the tone color of the other advertisements that are to appear
on the same page with it. If they have a black effect then our
advertisement should be light in tone so that it will win attention
through contrast. A space filled with small type, producing a
gray tone is often effective if adjacent to advertisements set
in bold face type.

About Borders.—A border is the frame of the advertisement.
It pulls its several parts together and gives it physical unity and
individuality. A border has also been compared to a fence that
keeps the neighbors from encroaching upon our property. A
border is not an absolute necessity, its employment depending
upon the character of the display. In fact, type well squared
has a border value of its own and often shows to greater advan-



70 ESSENTIALS OF ADVERTISING

tage through contrast with surrounding advertisements in which
borders are used. Nine-tenths of all the national advertisers
favor borders for advertisements occupying less than a page,
but drop them in full pages.

Yo\G) E are careful that the
X/ name SETH THOMAS
2 is placed only on clocks
possessing flawless mechan-
ism,accurate adjustment and
precision of balance. = ~so
Clocks of less perfection ~o
would not be worthy of such
a time-honored name

An example of hand lettering that wins attention because of its legibility and
refinement. Although the advertisement contains only a few words of text the
reader gets from them a distinct idea of the reliability and high-class character
of clocks bearing its name of Seth Thomas.

Borders and rules are furnished by type-founders in endless
variety. They are made on the Point System, whether plain or
o.rnamenta.l. Plain brass rule borders are to be had in various
sizes from 14-point to 12-point and even greater thickness. Those
most frequently employed are 14-point, 1-point, 114-point, 2-point,
l9;ip011{nt, 4-point, 6-point, and 12-point, the faces being solid

ack. :
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Some pleasing border effects are produced by placing a heavy
and a light rule together. Ornamental borders frequently add
greatly to the attractiveness of an advertisement, especially when

- To 27 Men

ORE than 350,000 will read
this moming’s Times.
We want to reach only twenty-
seven men.

These twenty.seven men are
vitally interested in buying sugar
mills and engines for cane-sugar
plants in Cuba.

We want them to find out why
they should buy Hamilton Sugar
Mills and Engines.

The men who design and build
Hamilton Sugar Mills and Engines
built Henry Ford’s 60,000 h. p.
power plant in Detroit—and he put
it in a glass case and set it on the
sidewalk for the whole world to
see that it was good.

They built marine engines for
the Emergency Fleet Corporation:
—2and while others previously had
taken six weeks to cast and machine
one cylinder, these men built four

complete 2800 h. p. marine engines:.

a week—and they, too, were good.

They have built thousands of
power plants for many industries
throughout the United States—
and engine Number One, built in
1882, is still in perfect running
order, though it Jras passed through
a fire and a flood

Best of all, they have built cord-
plete sugar-mill equipment for
many Cuban *“Centrals.”" They
have proved, by actual grinding
through big crop seasons, that
Hamilton Sugar Mills extract the
highest possible amount .of juice
from the greatest feed of cane at a
cost that is small consistent with
the sure, steady, continuous results
and economical efficiency of
operation.

Each of these twenty-seven men
canget full construction detailsfrom
our illustrated catalog.

THE HOOVEN, OWENS, RENTSCHLER CO.

PABLISHED 1805

Hamilton, Ohia, U.S A

New York Office: 39 Cortlandt Street

-

Oifices in most large cities Representative in Cuba, Martial Facio, Obrepsa 23, Havens
———— —— e
e = —— = — ﬁ

Set in Scotch Roman this advertisoment shows what can be done with plain
type and white space in securing effective display. The arrangement of the
text in double column form, the use of short, leaded paragraphs and a direct
address headline, make a combination that is strongly attractive.

it occupies fairly large space. The best of those appearing in the
magazines and big city newspapers are hand-drawn by high
class commercial artists who specialize upon such work.
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In such cases the borders not only furnish an artistic frame
for the advertisements but serve to strengthen their appeal
through the clever introduction of figures, illustrations or sug-
gestions relating to the articles exploited. A Wrigley Chew-

ANS

" INLAND SEA

* * Called ““The Gem
of the World”

O traveler to Japan should miss 2 trip through
the Inland Sea. Rich as Japan is in scenic beauty,
the natural grandeur of this fairy waterway excels all
else. 240 miles from East to West and from 3 to 30
miles from North to South its four channels com-
municate with the outer sea.

* The shores of granite rock are splashed with gaily
colored flowers. The islands which dot the basin
cantain many beautiful parks, all the highest examples
of the Japanese landscape gardener's art.

wsters of the Inland Sea, usually smooth as a
DPF::EE»;”AIDH opm mirg:l:: contiin mare than one hundred varieties
f
INDIAY BUSSELL
AvGusT BBLMONT An evetchanging panorama of scenic beayty delights

‘the traveler. The Sacred Island of Miyajimsa with its

ol it~ great Terii Gate rising from the water to a height of

OOUGLAS L. | DU"MI forry-five feet is the main point of interest with
OCAR E ."_“ numerous side trips about the islands for those who
eengor wlsh a more extended tour than that offered by the

BANKERS ﬂuﬂ 0. main line steamships. Numerous ferries and launches

provide trampomnon and overmgh( sccommodations

DIRECTORS may be had in the native inns.
Henry Clawa
hibneto You can secure accurate information and 3dvice on
Howsfrd Mansbeld Japan through tbe Japan Society, an organization of
[t Paiad 1400 Americans, which places at your disposal its
Witiam H. Witeme “Trade, Travel, Service, News and Publication De-
s partments and its Trade Bulletin
in P. Kingsley
R
AW auehard How may we serve you?
Goy K. Tripp
el is J Soci
R Arad apan Socte
z".‘:;z:..‘-"" Dsthey p(ouniu‘ 190 ty
Dr, Jokichi T:
Emersen AT 4
R apeaa 165 Broadway = New York
-

Simplicity and quiet charm characterize this Japan Society advertisement. It
wins attention by its illustration and the reader’s interest is aroused by well
written text. 3

ing Gum ad, occupying an entire page, had for its border small
pictures of packages of gum printed in colors. In a highly
artistic design—one that challenges attention because of its
beauty or its ingenious character—there is danger that it will
so dominate the advertisement itself that the reader will over-
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look the text and entirely miss its message. The same thing
happens in the use of illustrations. If they are strikingly beauti-

“Best in the Long Run

ANY motorists think

that the outer casing

holds the air. But it doesnt!

It holds the fube which holds

the air. And the quality of

the fube spells the value of
the tire in service.

The safest economy is to
equip with Goodrich Red
InnerTubes in the first place.

Goodrich
Re INNER
TUBES

The B.F. Coodrich Rubber Company, Akron, Ohis
JMahers of the Sivenroww Cond nd Tire'

Hand lettering is used to advantage in this Goodrich ad. The wide white
space surrounding the reading matter throws the advertisement into promi-
nence and greatly enhances its attention value.

ful or unusual but do not directly relate to the article that is
being exploited, they absorb so muech of the reader’s attention
that little is left for the story in the text,
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FUBLIU LEUUER-VHILADELVEIA, TUESDAY NUKSIMG, ALUCST & om v

At Wanamaker s—Where the Great Furniture Sale Is

Welcome to the RGuntl of the New Fiction Meny Men Need

3 Only One Way to Realize What 3
Marvelous Thing Is This August
Furniture Sale

Come In and See the Goods!

mmfunﬁtm-leﬁmyo?polmﬂvlevhm
salethet has the youwant that
any one who values real quality and real economy Is safe in

This Is the Sale
Thhhhweforpeopuwbonmtofeelmlubo\n
the quality of the furniture they buy and who want to feel
eqmllyeenm:bwnhezeup&nmdtbemnym
effect in the buying of
TheWammAk«F\:rnnmS‘lehaulnylbmm
tially and pre-eminently the sale of rea! quality and real

Today, more then ever, It fives up to that description.
finest furniture made in America and

amxkefo!m{mxmmhmemmrym
kmtmnmtohavehh(oo!konlhse

see them represent the pick snd
d\olceo{themwtolﬂ»ebm shops in the land, and, no-
doubtedly, they jook It.

\Vonu-n 's Plno Feshion Pumpo

(3 Priced With Good Soap | 2 e wasn 1t is not only a pleasure to go through them, but some-
e "{“'T::g\:" - | e ing ot b';edzy“; t &n;mk?mm:nm { the woodsmithi
e L ey ot RN 520\ e v e e | UD uty of of the ling,

SEmdihas = | e v o | the charm of the desigfus and the dleverness sndskillof inte-
__.__.:_._a-_....-m—.—._... -:-22::.—“-‘-‘1-‘-' Lol ol Hnrmdﬂ:xtawr mbn;t\ul-hm a;:‘mphr:mvkeobjﬁ:e;
bl 2o ) 00 Da the marvelous development that has taken pl
An August Rug Sale in Which You Can || O Rymewe || Regiiem fmsiosts
. ‘The one factor above llodmmpms;bl rord-km
Get Genuinely Fine Rugs for e e | W rieko tbamaard Ithe Wotamelees P o S

Tt has spread the light mnrdm {um!tumqlnlltw& Lo
niture beauties and furniture values.. And it must meet the

le can meet
because the pwpleh\emde(ld\egmmtaleohnyldnd
I the world, and they must have good reason for doing so.

H
bt 2
fooms, lik dray halls is like
: mnmbrln!q’“ ome grest,
by The Sixth m:unumnm
e way from the good-looking
= @xcellent uits at 3478 up to & superh clasic Adam repfoduction—a
at diring mahogany ai $3000
o X sriing foatre of tha smemblage s th largy mumber of
""%nwnmmm on the Saventh
n mmimnhmlhlw-.u\d 10 80, per cent
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A typical full-page Wanamaker ad set in Century Expanded Roman. Note
the attractive arrangement of the text matter and the free use of informative
headlines. Wanamaker's ads are always interesting because they are written
with that end in view.
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Type is set solid or leaded. Leads are strips of metal varying
in thickness from 1-point to 6-point, which are inserted between
the lines of type, the amount of leading depending upon the
character of the advertisement.

Very small type, such as 5- and 6-point, should not be leaded
more than 1-point; 8-point type does not require more than
2-point leads. In using the larger faces heavier leads can be
employed. For instance, in 18-point type, 6-point slugs are
used if a very open appearance is desired. The advantages
derived from leading are that in separating the lines of type the
white space makes the type easier to read, and gives the text a
more inviting appearance. In farm papers and mail order
publications the text matter of the advertisement is often set
solid, the object being to crowd into the space as much informa-
tion about the product as possible. In other mediums leads are
generally employed.

Common sense is as much a necessity in achieving success in
advertising as in any other business. A knowledge of technique
is, of course, necessary, but unless it is employed with good
judgment and a fair understanding of what constitutes good
taste, any campaign, no matter how extensive it may be, may
fail to produce the results for which it was undertaken.

Questions

. Upon what does the effectiveness of an advertisement largely depend ?

. Name the families of type that are most popular with advertisers.

What can type express through its shape or design?

What type would you use in a jewelry advertisement?

What is meant by “bold face?”

. How are the sizes of type indicated?

. How is type composition measured?

. What two principles should be kept in mind in selecting type for an
advertisement?
9. What are the elements of display?

10. How does white space add to the strength of an advertisement?

11. What effect do leads have upon the color of a page?

12. For what purposes are borders employed?

R N
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NuMBER OF WORDS TO THE SQUARE INCH

Sizes or TypE—SOLID
SQUARE
L 6 7 8 9 10 11 12
POINT POINT POINT POINT POINT POINT POINT POINT
1 69 47 38 32 28 21 17 14
2 138 94 76 64 56 42 34 28
4 276 188 152 128 112 84 68 56
6 414 282 228 192 168 126 102 84
8 552 376 304 256 224 168 136 112
10 690 470 380 320 280 210 170 140
12 828 564 456 384 336 252 204 168
14 966 658 532 448 392 294 238 196
16 1104 752 608 512 448 336 272 224
18 1242 846 684 576 504 378 306 252
20 1380 940 760 640 560 420 340 280
22 1518 1034 836 704 616 462 374 308
24 1656 1128 912 768 872 504 408 336
26 1794 1222 988 832 728 546 442 364
28 1932 1346 1064 896 784 6588 476 392
30 2070 1410 1140 960 840 630 510 420
32 2208 1504 1216 1024 896 672 544 448
34 2346 1598 1292 1088 952 714 578 476
36 2484 1692 1368 1152 1008 756 612 504
Si1zes oF TypE—LEADED with 2-point leads
S8QUARE '
e B 6 7 8 9 10 11 2
POINT POINT POINT POINT POINT POINT POINT POINT
1 50 34 27 23 21 16 14 1
2 100 68 54 46 42 32 28 22
4 200 136 108 92 84 64 56 44
[ 300 204 162 138 126 96 84 66
8 400 272 216 184 168 128 112 88
10 500 340 270 230 210 160 140 110
12 600 408 324 276 252 192 168 132
14 700 476 378 322 294 224 196 154
16 800 544 432 368 336 256 224 176
18 900 612 486 414 378 288 252 108
20 1000 680 540 460 420 320 280 220
22 1100 748 594 506 462 352 308 242
24 1200 816 648 552 504 384 336 264
26 1300 884 702 598 546 416 364 286
28 1400 952 756 644 588 448 392 308
30 1500 1020 810 690 630 480 420 330
32 1600 1088 864 736 672 512 448 352
34 1700 1156 918 782 714 544 476 374
36 1800 1224 972 828 756 576 504 396

. Table for ascertaining the number of words to square inches. Use of this table in lay-
ing out booklets and catalogs will not only save time but will minimize the chance of a
miscalculation.



CHAPTER VII
ADVANTAGES OF COLOR IN ADVERTISING

The use of color in advertising has become so popular among
national distributors of merchandise and its value so generally
recognized that it is important that you should give the subject
careful consideration. It is a well-known fact that everybody,
from the baby in its mother’s arms to the old man whose race is
nearly run, loves color. The primitive savage and the highest
type of civilized man are attracted by it. Through its prodigal
employment Nature has made the world a vista of enchanting
beauty. It is because of this universal appeal of color that
advertisers have found it a powerful means for influencing the
buying public.

Color Valuable in Three Ways.—Color is valuable in advertis-
ing in three ways: First, for attracting attention; second, in
presenting the characteristic features of an article which will
impress and influence the buyer; and, third, in reproducing the
exact appearance of the containers in which the article is sold.

We have already seen how typographical display and illustra-
tions have increased the attention value of advertising matter by
introducing the element of contrast. By the addition of color
both of these factors have been raised to the highest degree of
effectiveness in their power of appeal.

The magazine publishers were among the first to discover the
pulling force of color when they began using it on their front
covers. The immediate result was the stimulation of news-stand
sales. Advertisers quickly saw the advantages to be gained by
the employment of color in their own announcements on the back
pages of these periodicals, and it was not long before they were
given the privilege of using it. Although a much higher rate
was charged—in some cases double what they had paid before—
they considered it a good investment on account of the unusual

7
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attention their advertisements received from the public and the
big increase in sales that followed their appearance.

Colored Inserts.—The demand for back cover pages soon
became so great that it far exceeded the supply. Then the
publishers introduced the use of colored inserts, so-called because
they were printed or lithographed on coated paper by concerns
specializing in that kind of work, and tipped in the magazine
when it was being bound. During the last few years color
printing has been perfected to such a degree that the weekly
magazines now print advertisements in several colors on their
regular presses. The effects secured in this way on calendered
paper are almost as good as when they were struck off on coated
paper on slower presses.

High-grade Art Work Necessary.—In preparing magazine
advertisements that are to be printed in colors too much stress
cannot be laid upon the importance of having the design and
illustrations prepared by high-class artists. The cost of color
printing and of space in the best periodicals is so great that it is a
waste of money to usesecond-class art work. Color will not make
a poorly drawn picture or cheap-looking typographical layout
effective, but it will enormously increase the attention value of
high-grade illustrations and artistically arranged type displays.

Effectiveness of Color Advertising.—Before discussing the
technical principles involved in the employment of color let us
consider some of the practical advantages to be derived from its
use. One of the best examples of its superior sales compelling
force when applied to advertising is to be found in the experience
of a Chicago mail order house that brought out two catalogs which
were precisely alike except that one was printed in colors and
the other in black and white. When the results were checked
up a few months later it was discovered that the one printed in
colors had produced fifteen times as many sales as the one in
black and white.

The advertising manager of the largest manufacturer of
cameras and photographic materials in the United States has
stated that color, in conjunction with position, is worth all it
costs in popularizing photography.

The head of one of New York’s most important advertising
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agencies has said that “colors are of tremendous value in ad-
vertising when applied in the right way. But their mission is
arbitrary. They appeal to the vision. Their greatest value—
maybe their only value—in commercial advertising is to visualize
attractively, or graphically, or both.”

Earnest Elmo Calkins, the author of the “Business of Adver-
tising,’’ declares that “only a few kinds of advertising demand
color as such. It is the innate appeal of color itself rather than
its specific use that makes a selling appeal. Most color advertis-
ing is done largely to get a preferred position on the back of a
magazine, and then, having such a position, which has a certain
poster opportunity, to make an advertisement in color that will
have a long distance appeal.”

The advertising manager of a prominent silverware manu-
facturing company asserts that he gets better results from the
use of black and white in advertising the company’s products,
but admits he has found colors to be of great value in creating
the atmosphere of the Colonial period in which the silverware was
first produced.

What Color Does.—Color gives more snap, more vitality and
more persuasion to the advertising appeal. It has the same effect
upon the eye as music has upon the ear. Harmony in color is
analogous to harmony in sound. Color enables the advertiser
to present the physical characteristics of his merchandise. It is
especially useful in advertising fruit, vegetables and other food
products. How much more attractive, for instance, is an illus-
tration showing a glass dish filled with ripe red strawberries or
luscious yellow peaches, when printed in the colors that Nature
gave them under sunny summer skies, than when printed in cold,
black and white.

Compare the photograph of a young woman with a portrait
painted in color and note the difference. The first is lifeless and
flat. There is nothing about it that stirs the emotions. The
second, on the other hand, presents in an impressive way the
physical charms of the original. You note the glow of youthful
color in her cheeks, the dark blue of her eyes, and the golden
sheen of her hair, and from them you obtain an accurate idea
of just how she looks in the flesh. If you were given the choice
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of ownership of one of the pictures you would unhesitatingly take
the painting.

The National Biscuit Company’s early use of color in its
poster advertising, the purpose of which was to familiarize the
public with the Uneeda Biscuit package, was a strong factor in
creating sales for that product. The purple wrapper with its
white lettering and the Inner Seal trademark on the ends were
so faithfully reproduced on billboards all over the country that
persons who could not read had no difficulty in identifying the
package on the grocers’ shelves.

By the use of color wall paper manufacturers are able to show
the possibilities of their goods for decorative purposes by means
of photographic reproductions of the walls of various rooms
that are covered with the different patterns of paper they
produce.

Weavers of earpets and rugs, and manufacturers of silk, cotton
and woolen fabrics can, through the employment of color, give
the trade a correct idea of their quality and appearance. Manu-
facturers of clothing for men and women have found it invaluable
in arousing and sustaining an interest in their goods. The rail-
roads have greatly increased their tourist travel by presenting in
natural colors the beautiful scenes of mountains and lakes
along their several routes.

How Colors Aid Salesmen.—Traveling salesmen representing
some lines of business now carry photographs of the merchandise
they handle printed in color, thus saving heavy baggage and
express charges on sample trunks, and the rent of sample rooms
in hotels. These photographs reproduce the appearance of the
articles so accurately that in the case of textiles the merchant
can obtain from them a correct impression of all their character-
istics except those that are only revealed through the sense of
touch.

Colors are also employed to show the grain of the different
kinds of wood used in the manufacture of furniture. Manu-
facturers of cash registers, phonographs and pianos have found
that the application of colors to the illustrations in their catalogs
and booklets has helped sales, because from them the prospective
buyer can get as accurate an idea of how they look as he would if
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£25 FAIRY SHIP bome upon waves of
foam....The Farry Queen commander.... Upon
the prow ber willing crew unfurls the brilliant
starclad sail...Pearls m great ropes and
Jewels priceless hang o'er the side...and in the
bold a cargo fraught with charm.... The winds,
touched with fragrance rave, cling to the Fairy
Ship...as if to test the beauty held within.
Djer-Kiss, brought 0 you from France in its

‘Z_)jer- LSS

-
r

Made in France only
"EXTRACT

.

.\;EIV DIER KISS CALENDAR: Four le.;m‘}'ul Dyjer-Kiss Pictures reproducod in rich colors. [ sire each s 6 in_by 9 in. The pictares are lied lopether with wilk ord. 4

This colendar il be attroctive and wsefes in your Bedroom or et your desk. 11 is sent o you t return for o the Afired Coru 35 Went 3th Steest, Now York 4

The full beauty of this artistic creation ean only be appreciated when seen in
the brilliant colors of the original Djer-Kiss advertisement which appeared in
several high-class magazines and theater programs.

6
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Delicious :

In the rich colors of the original this advertisement was a work of art. While
admiring the beauty of the young woman and the lusciousness of the fruit you
are not allowed to forget that it is an advertisement of Adams’ Gum.
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The Wesson Oil people found this advertisement, when printed in colors, one of
the most appealing and resultful they have yet published.
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THIS picture is from
an actual photograph.
It shows the quality thatis
“Certified” in these hams.

We can certify it be-
cause we select the hams,
give them our slow. mild
cure and smoke them to
the last touch of perfec-
tion in flavor.

ERTIFIED"” quality

means hams that cook
better, slice in tender,
tempting style—wafer-
thin or as thick as you
like—and have a flavor
that is unapproachable.

‘We will be glad to send you free
a copy of “Wilson’s Meat Cook-
ery”—our book showing how to
buy and cook meats economically.

Address Wilson & Ca., Dept. 1143, Chicago

L ’I;l_xe artist’s work on the picture of the ham in the original of this Wilson ad-
) erklsén?ent Wwas so wal done that when reproduced in natural colors the slices
ooked like the real thing and made a strong appeal to the appetite.
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DEPENDABILITY

ATLAS-WHITE
for the finish coat of stucco can
be depended upon for the purest,
permanent white when used with
white sand alone: and for highest
accentuation of color tones when
‘/ used with color aggregates—one
of the reasons why so many
eminent architects specify Atlas.

Write for literature telling when and
why to wse ATLAS — On The Job
THE ATLAS PORTLAND CEMENT
COMPANY

New Yort  Bosicm  Philadeishia  Savasash
Chacago Daytes Minmespdhis Des Mowmes B Lowis

The illustration in the original advertisement was printed in warm, contrasting

colors which threw into relief the white front wall of the quaint old house and
emphasized the value of Atlas White.
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© e TR K 9. 00 - - . . ASkBTE
T Hasketstook knowmgly 3t Gold

Puas? U warm water and

sl boah A oidd waer
How to keep Bread fresher !
YOUR bread can’t keep «fresh”—even

rmw  Cleant New!
for a day—in a stale bread box. Mere
scalding with hot water is ot ‘ébugh.

/
A tablespoonful of Gold Dust to a gallon ‘dagiae
of hot water takes wonderful care of Bread pre——
Boxes because Gold Dust entirely dissolves
every tiny particle of grease in nooks and cran- KITCHEN SINK
" pics. And, very important, it Tindes out com- SRl i L
pletely. Now scald with hot water and air in N T L o 0k S

- sun, if possible. _ Dust.

With this simple Gold Dust treatment you
never need worry about stale or ¢<mouldy”
bread boxes. And your ¢staff of life” needs
the best of care, doesn’t it?

B T Ciakreptriikiiow herc bs infy oar Gobd Dusi. They ko

the name FAIRBANK'S ~chey recognize che Gobd Dust Twins
on the package, Best of all, they &now Gold Duat resales.

R s CHAIRS
ECONOMICAL! 5 cents { Kitchen chaws clean enough
. fon e damtes pany dress
- . \ Cleaning with Cedd Dust rex
> v maves svRry Trace of grease.
Let the Gold Dust W | Iwins do your work "
SCFCEAIRBANK RSED ' e
¢ h

y In this advertisement, occupying a full page in women’s magazines and printed
in color, some'of the many uses of Gold Dust are demonstrated in illustrations.
The pa:ckage itself is prominently displayed. The text supplies additional in-
formation that stimulates interest in the product.
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he visited the factory or the agent’s warerooms hundreds of
miles away.

The dry-goods dealer, the glove manufacturer, the corset
maker and the ribbon weaver can show his goods in all the hues
,of the rainbow. In truth there seems to be no end of the articles
that can be exploited to advantage through the use of color.

As women are more susceptible to the refinements of color
than men they are more easily attracted and influenced by it.
This is why in the high-class women’s publications color is so
generally employed in the advertisements of women’s wearing
apparel, millinery and toilet accessories. Psychologists tell us .
that color is emotional rather than intellectual in its appeal.
This perhaps accounts for its effect upon the fair sex.

Mere descriptions of colors do not mean the same thing to all
people. When you say a thing is red it means little to many
persons, for the reason that there are so many different tints of
red, the technical names of which they do not know, that they
cannot tell which one is designated. Written descriptions of
goods are all right as far as they go, but we do not all receive a
like impression from them. On the other hand, when you visual-
ize the goods in your advertising by means of an illustration
you increase the number of persons who can understand what
you are talking about. If you go a step farther and print the
pictures in colors corresponding to those of the articles you are
exploiting, you eliminate all possibility of misconception on the
part of the reader.

Technical Details.—There are a few technical details concern-
ing the application of color in advertising that are worth
remembering. A beam of white light falling upon a glass prism
in a dark room is dissolved into the seven colors of which it is
composed—violet, indigo, blue, green, yellow, orange and red.
Sir David Brewster declares that the three fundamental colors
are red, yellow and blue. The combination of any two of these
results in the formation of a secondary color which contrasts with
the third color. Secondary colorsshould beused for backgrounds,
leaving the primary colors to bring out the strong points in the
advertisement.

To develop the true brilliancy of a color it must be supported
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by a contrast or a complementary color. For instance, the red
of the rose harmonizes with the green of the foliage.

The warm colors are red, yellow and orange. The cold are
blue, violet and green.

In fixing upon a good color scheme for a design—one that is
harmonious and strong—it is usually wise to select camplementary
colors and deepen or gray one of them. Here is a list of colors
and their complements:

Red—Green

Red Orange Green Blue
Orange—Blue

Orange Yellow Purple Blue
Yellow—Purple

Yellow Green Purple Red
Green—Red
Green Blue Red Orange
Blue—Orange
Blue Purple Orange Yellow
Purple—Yellow
v Purple Red Yellow Green

Strong contrasts of color must be aimed at, for it is the strong
but pleasing contrasts that attract the eye and live in the mem-
ory. One must know how to produce harmony through the
proper selection of colors just as the musician must know how
to combine the notes in the scale to produce harmony of sound.

According to a series of tests made by psychologists men have
a preference for blue and women for red. Yellow is more
favored by young people than by old. With advancing age the
preferred color passes on down toward the violet end of the
spectrum. The younger the person the nearer the red end will
be found the color that pleases most.

In regard to the selection of stock for printing colored ad-
vertisements, it may be said that since warm colors are demanded
oftenest for the strong spots of the design, on account of their
more pleasing and interest-exciting qualities, the stock should
be a pale tone of the red-orange, orange and the orange-yellow,
or yellow colors. These are all cream or buff in tone. Very
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valuable colors for stock are pale yellow-green, green, green-blue
and blue-purple.

There are several color printing processes employed by printers.
The most popular are the three-and four-color processes. The
three-color process is based on the three fundamental colors—
red, yellow and blue, which may be combined to produce any
shade or color desired, a different plate being used for each color.
Sometimes a fourth plate is used to print in the black or gray to
obtain neutral tones and blacks.

Questions

1. In what three ways is color valuable in advertising?
2. What are colored inserts and in what class of mediums are they
employed?
3. Why is it uneconomical to use cheap art work?
4. Give two instances in which the introduction of color increased the
pulling power of advertisements.
6. What products can be advertised to special advantage by the use of
color?
6. In what way does the use of color aid salesmen in selling goods to
dealers?
7. To what part of our nature does color appeal?
8. How does color prevent misunderstanding?
9. Name the three fundamental colors.
10. What colors indicate warmth? What colors indicate cold?
11, What is the favorite color of men? Of women?
12. In advertising a refrigerator or an ice company what would be an
appropriate color to use?
13. How is brilliancy of color best brought out?



CHAPTER VIII
PLANNING A NATIONAL CAMPAIGN

General advertising campaigns may broadly be divided into
three classes:

1. Extensive campaigns involving large sums of money, carried
on in behalf of articles which have a general or national consump-
tion and which have been advertised for years and are therefore
firmly established.

2. Campaigns to exploit articles similar to those comprised in
the first class but which have never been advertised before, the
amount spent depending upon the object to be accomplished.

3. Campaigns to introduce new products having little or no
distribution and requiring educational work to acquaint the
public with their uses and trade-marks. These may be at ficst
territorial in character, and, later, may take in the whole country.

It is obvious that each of these classes requires different
treatment. The plan and copy must be adapted to the purpose
of the campaign. It is quite evident that in exploiting an article
that has been on the market for 'years you would employ a
different kind of copy than for a brand-new article with which the
public is unacquainted.

The first thing to do in planning a national campaign is to
answer these questions: What do I want the advertising to
accomplish? Isit to introduce a new product and arouse interest:
in it? Is it to build confidence and good! will through what is
known as institutional advertising, or is it to produce immediate
sales?

When you have reached a decision, the next step is to settle
upon the plan of campaign, which should be based upon informa-
tion contained in the answers to the following questions: To
what class of people does the article appeal? How large a
territoryis to be covered by the campaign? Based upon popula-
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tion, what are the maximum sales possible in this territory?
What competition will have to be overcome? Are the goods
sold through jobbers or direct to retailers? Are they well
distributed? From the consumer’s viewpoint, is the article a
necessity, a luxury or a public convenience?

Not until this information is assembled is it necessary to give
much attention to the advertising appropriation. Having
determined what results you want to secure, the territory to be
covered, and the best mediums for reaching the people who may
become interested in your products, you can then figure out the
cost of the campaign.

But when the figures have been assembled it may be found that
the sum of money called for is more than the finances of the firm will
allow to be invested at the time. In which case it will be com-
paratively easy to cut down the number of mediums to be used
and the territory to be covered until the amount falls within
the ability of the firm to pay.

The trouble with many new advertisers is that they start in to
advertise at a pace they cannot maintain for any length of time.
They attempt to cover the whole country when they should con-
fine the campaign to a small section of it. They expect too
much from their advertising at the beginning. They fail to
appreciate the fact that it takes time to familiarize the public
with the advantages of a new article and create a determination
to possess it. Few persons rush out and buy it when the first
advertisement appears. A certain amount of mental inertia
must be overcome before they will react to the appeal and this
is accomplished through arepetition of the advertising impression.
Hence the necessity for continuous advertising.

In another chapter (Problems of the General Advertiser)
the advertising appropriation is discussed at some length and
therefore we need not dwell upon it further here, except to
emphasize the desirability of adopting a fixed sum and sticking
to it. If the amount is 2 per cent. of the gross sales of last year
let that figure stand—no matter what pressure may be brought
upon you to change it. The advertising manager then knows
just where he stands. He has a definite sum to put into advertis-
ing for the next twelve months and can plan his campaign accord-
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ingly. If he is wise he will so arrange his schedule that he will
always have a small amount of money on hand with which to
take advantage of any unusual advertising opportunity that may
arise. The fixed appropriation removes uncertainty and pro-
motes confidence in the selling organization. Not only can
better results be obtained but also at less expense.

On the Selection of Mediums.—Having selected the territory
the advertising campaign is to cover, the next important step is
to choose the mediums that are to be used. The greater part of
the appropriation of most general advertisers, and especially of
those who are marketing an article having a wide appeal, is
invested in the newspapers, because they are universally read by
the masses who constitute the bulk of the buying public, and
exert a direct influence upon them. If the goods are on sale in
the stores the newspapers bring the buyer and seller together in a
natural way. The manufacturer describes his product as at-
tractively as possible and then tells where it can be found right
in the town in which the newspaper is printed.

Every live city of 5,000 inhabitants and upward has at least
one daily newspaper. Some have three or four, while New York,
America’s greatest city, has 56, one-half being printed in foreign
languages. In each city containing two or more newspapers
there is usually one that dominates the field and is the best
medium in which to advertise.

In addition to knowing the best newspaper in each community
it is advisable to know the character and peculiarities of the
population. There are, for instance, cities of equal size, twenty-
five, fifty and one hundred miles apart, that differ amazingly in
many ways. Some run to clothes, some to amusements and
some to automobiles. Some towns buy half as much food as
other cities having the same population. You can tell very little
about the buying capacity of a town until you learn the nature
of the principal occupations of the inhabitants.

Next to the newspapers the magazines, monthly and weekly,
stand highest in favor among general advertisers. The quality
of their readers is above the average and their ability to buy is
larger. Beecause of the superior grade of paper upon which they
are printed, a higher class of illustrations can be used, and the
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advertisements show up better and are more attractive. Another
advantage is that magazines permit the employment of colors,
which greatly enhance their effectiveness.

Other popular mediums are booklets, folders, catalogs, posters
and painted bulletins, electric signs and street car cards. Each
one plays an important part in a general advertising campaign.
The fact that the most successful advertisers use these mediums
year after year is proof of their merit. Further on in this book
the several mediums are discussed at greater length.

How Lists of Newspapers and Other Publications Are Prepared.
Having determined upon the territory to be covered, whether
a district, section or the entire country, the advertising manager,
or, in case the account is handled by an advertising agency, the
space buyer, proceeds to make up the list of periodicals to be used.
The directory containing the largest and most reliable list of
publications is issued by N. W. Ayer & Son, of Philadelphia. It
gives the name, publisher or editor of 25,000 publications of
all kinds, together with the dates when established, their circu-
lation, frequency of issue, and the population of the town or
city in which they are printed. In addition, the advertising
agent has on file a vast amount of information relating to ad-
vertising rates, discounts, the size of pages, width of columns,
character of cuts that will be accepted, limitations as to the
character of copy carried, closing dates of magazines, politics of
daily papers, statistics regarding the industries, businesses,
schools and churches of the cities in which they are published.
While the advertising manager of concerns that have been
advertising for years may also have much of this information at
his command, the agent’s data is usually more complete and
reliable.

Take the matter of rates as an illustration. All periodical or
newspaper publishers furnish their rates on application either in
the form of a letter or a rate card. Buyers of advertising space
know from experience that rate cards do not always tell the
truth—that lower rates than those given can often be obtained
through diplomatic offers of cash with order, by quoting lower
rates that have been accepted by other publishers, or by promises
of using larger copy later on.
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The agent, buying as he does for many clients, soon learns the
ins and outs of rate cards and can drive hard and fast bargains
with periodicals with which he has dealt before. He knows when
he is getting rock-bottom rates, and therefore can save consider-
able money for his clients. The advertising manager does not
usually have this intimate knowledge of rates because he only
buys space for the house with which he is connected. Occa-
sionally he may pick up a little valuable information on the sub-
ject by comparing notes with other advertising managers, but, as
a rule, such data is not peddled about.

In making up the list of publications the size of the appropria-
tion is an important factor. It may be large enough to warrant
the use of all of the daily newspapers of a city, or perhaps two
newspapers, a morning and an evening; or the limit may be one
newspaper, in which case the one having the largest circulation
would probably be selected. Negotiations are carried on by the
advertiser with each publication for the amount of space re-
quired and contracts covering the period of the campaign are
signed. Sometimes, in cases where a newspaper and an adver-
tiser have been doing business together for years, the formality
of drawing up and signing contracts is dispensed with, the usual
order for the space required being regarded as sufficiently binding.

Bills are rendered weekly or monthly according to agreement,
but the usual custom is to send them monthly except in the case
of a few weeklies of large circulation whose page rate is several
thousand dollars. A discount of 2 per cent. for cash in 10 days
is frequently allowed. The advertiser is supplied with copies of
the publication in which his advertisements appear as proof of
the fulfilment of the contract.

How Often Should Advertisements Be Run?—Experienced
advertisers have found that in daily newspaper campaigns cover-
ing the greater part of the year it is not necessary to advertise
seven days in the week in order to obtain maximum results.
The schedule adopted by several manufacturers provides for an
advertisement every other day. When this plan is followed
the public gets the impression that it appears in every issue
of the paper. Some advertisers order insertions to be made
on Tuesday, Thursday, Saturday and Sunday in morning
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newspapers. Others prefer Monday, Wednesday, and Friday.
Outside of New York and a few cities where the large department
stores are closed either all day or half a day on Saturday during
July and August, more goods are sold on Saturday than on any
other day in the week. Thursday is the next largest sales day.
In New York Monday is also a big day for shoppers.

Large space used, on Wednesday or Friday, and Monday—
two days a week—will produce good results. Sunday editions
are not regarded with favor by most national advertisers because
of the large amount of local advertising which they carry that
day, and which absorbs the attention of the reader to an unusual
degree. Sunday is the one day in the week, they declare, when
nothing is lost by staying out of the paper. There are, however,
several classes of advertisers who have found the Sunday news-
papers the most profitable editions of the week, namely, book
publishers, the summer and winter resort hotels, and the steam-
ship and railroad companies that cater to tourists and vacationists.

Advertisements that appear only one day a week are hardly
worth while unless half pages or whole pages are used. Far
better results can be secured by dividing the space into three
parts, filling each with good stirring copy and running one of
these advertisements every other day for a week. A few ad-
vertisers have had success in using 1- and 2-in. advertisements
365 days in the year. In each case, however, the article adver-
tised was a specialty that was sold at a low price and for which
only a limited demand could possibly be created. As we have
already stated elsewhere, it is, as a rule, far better to use fairly
large space in a few good mediums than small space in many.

Now as to Copy.—If the plan of campaign has been carefully
worked out beforehand, as it should be, the copy-writer is now
in a position to lay out to advantage a series of advertisements
for the campaign. Every campaign should have at least one
idea behind it—one purpose in view. The degree of skill with
which the idea is developed and presented will measure the
suceess it will achieve. :

Some articles are easily advertised because of the abundance of
material at the writer’s command. Take silks as an illustration.
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So much can be said about the cultivation of the silkworm, of
the cocoon that it spins, of the winding of the gossamer threads,
of the spinning, weaving and dyeing of the silk fabric, of its
fashioning into exquisite garments for the adornment and com-
fort of women, that there is practically no end to the interesting
advertisements that ean be prepared on the subject.

In contrast to silk take soap. There is very little in the way
of variety to be said about soap, especially about the kind made
for washing clothes and for cleaning purposes. You cannot put
much heart interest into advertisements about it. The sub-
ject does not appeal to the imagination. You cannot get very
enthusiastic over kitchen soap. And yet there are at least two
brands of household soap that have been advertised continuously
for 35 or 45 years. If you will look over the advertisements that
have been printed during this period you will find that there has
" been a surprising variety of copy employed. The style has
changed with the times. The illustrations have been adapted to
the day, and the copy to the prevailing method of presentation.

All of which goes to show that the wide-awake advertisement
writer who studies his product continuously and who knows how
to take advantage of information picked up by salesmen, or from
correspondence flowing through the office, is never lacking in
good material out of which to construct advertisements that will
pay.

What Should Be Done to Help the Retailer?—The general
advertiser who takes no further interest in his product after it has
been sold to the retail merchant is making a great mistake, for
unless the goods move off the dealers’ shelves within a reasonable
length of time, the latter will buy no more of them. The ex-
pense incurred in selling the first bill of goods to a retailer is
seldom offset by the profit made on the transaction. Only those
accounts are worth while that represent repeat orders. It is
therefore to the manufacturer’s interest to watch the retailer’s
sales, and if he needs help to give it to him ungrudgingly. The
more progressive man does not need to be asked for assistance
—he volunteers it at the start.

While magazine advertising is introducing the product to the
general public and newspaper advertising is creating a local
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demand and telling where it can be purchased, it is often desirable
to cultivate the local field more intensively by the employment
of additional mediums and methods. Moreover, there are
some cities and towns in which the daily newspapers, for various
reasons, cannot be employed. Retailers in such places must use
other means for letting their customers know what they have to
offer. The general advertiser finds it advisable to furnish
these merchants artistic window and counter displays, hangers,
folders, booklets, and advertising novelties. If provided with a
list of a retailer’s customers he will gladly mail to them
letters bearing the merchant’s signature and calling attention to
the article for which a market is sought.

In the large cities where the retailers have the benefit of local
newspaper advertising they are supplied with many of the dealer
helps just enumerated. In addition the manufacturer furnishes
cuts for the merchant’s store advertising and puts on demonstra-
tions of his products in the stores for a few days. Foods,
relishes, new beverages, and cleaning preparations are advertised
profitably in this way. Another means of attracting buyers for
a product is through the distribution of samples by the advertiser’s
own crews employed for the purpose. Unless the work is done
with great care and discretion this method is apt to prove ex-
pensive, especially when the unit cost runs above 10 cents.

It is not advisable to furnish advertising matter of any kind
to the retailer unless he has requested that it be sent, or has
agreed to properly distribute it. And even then the manufacturer
does not know whether the advertising matter is being used unless
he sends inspectors among the stores to find out. The owner
of a prosperous drug store in a large city near New York asserts
that thousands of dollars’ worth of such material which he can-
not possibly use, is sent him unsolicited every year. The only
way he has of getting rid of it is to sell it as waste paper to a
junk dealer. When packages of booklets, circulars and folders
arrive at the average retailer’s store they are either left unopened
in the store-room or are thrown under a counter where they are
soon covered with dust and become soiled and unpresentable
through the neglect of the clerks.

If a dealer appreciates the assistance that the right kind of
7
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printed matter can render, and will see that it is properly dis-
tributed, he will find that it will have a great influence in creating
sales.

Should Dealer Helps Be Furnished Free of Charge?—It is
becoming more and more the custom to charge the dealer a
proportionate share of the advertising matter furnished him by
the general advertiser, more especially in the case of expensive
booklets and folders. One argument advanced in support of
this practice is that the retailer ought to bear a part of the burden
of advertising cost and not expect the producer to shoulder it all.

Another reason is that any retailer who wants printed matter
badly enough to pay for it will see that it is properly distributed.
We do not usually waste anything that costs us real money.
One of the interesting developments in furnishing advertising
helps to retailers is the marked improvement in the character
of the printed matter they distribute. The cheap stuff put out
fifteen years ago would not be accepted as a gift today by wide-
awake retailers. Our merchants know what good printing is,
and when they pay money for advertising matter of any kind
they insist that they get their money’s worth.

Should Advertising Precede or Follow Distribution?—The
public cannot buy your product unless it is in the hands of the

- dealer when the advertising starts, and hence every person who
might be influenced to go to the stores and inquire for it, should
the advertising appear before distribution is effected, would be
disappointed when told that it was not in stock. Moreover,
he would feel that he had been deceived. Your advertisements
probably said or implied that thearticle was onsale at the grocer’s,
the druggist’s, or the dry-goods stores, when such was not the
case. You may think that these inquiries will force the retailers
to put it on sale—and it may after months of advertising—but
what of the sales that might have been made in the meantime
had the goods been in stock?

By far the most sensible plan of procedure is to secure distri-
bution first and thus get the full benefit of your advertising from
the start. This, we will admit, is not an easy task, but good
salesmanship, backed by convincing proof as to the character
and amount of the advertising that is to be employed to exploit
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the merchandise and help move it off the dealer’s shelves, will
have its effect. If only one or two retailers in a town can be
persuaded to give trial orders at the start the others will, later
on when the advertising begins to pull, be glad to stock up.

Questions

1. Name the three classes of general advertising campaigns.

2. What things are to be considered in laying out a campaign?

3. In introducing a new article why is it best to try it out in a limited
territory first before attempting to cover the country?

4. Why is the newspaper regarded as a desirable medium by national
advertisers?

6. How are lists of newspapers and magazines prepared?

6. How can the advertising agent help?

7. How often should the advertisements appear?

8. What days of the week are most favored by national distributors?

9. Where can the material for advertisements be found ?

10. What should be done to help the retailer?

11. Should a charge be made for advertising material furnished? Give
the reasons.

12. Should advertising precede or follow distribution?

13. Select three newspapers in New York, Philadelphia and Chicago
that could be used to best advantage in creating a demand for a medium
priced shoe for men and women on sale at local stores.

14. Prepare a 5-in. D. C. advertisement for a new kind of wheat break-
fast food. Secure the material by calling upon the owner or manager of a
local grocery store.

16. If you were called upon to invest $100,000 in a national advertising
campaign for a line of men’s and youth’s clothes, what mediums would
you use and how would you apportion the money among them?



CHAPTER IX
PROBLEMS OF THE NATIONAL ADVERTISER

The commercial business of the world is carried on by three
groups of men—manufacturers, wholesalers, and retailers. Of
these the manufacturers and the wholesalers, or jobbers, as they
are often called, are national distributors, and the retailers, local
distributors of merchandise. As the former sell goods to mer-
chants in all parts of the country their advertising is called
general advertising because it is confined to no one city or dis-
trict. The largest national advertisers are the manufacturers
of food products, cigars and cigarettes, chewing gum, automobiles
and automobile accessories, shoes, men’s clothing, soap, musical
instruments and toilet articles. One tobacco company is in-
vesting more than $3,000,000 a year in advertising. A talking
machine is being exploited to the extent of over $2,500,000
annually. A gum manufacturer is putting $1,750,000 into his
advertising every twelve months. There are at least twelve
national advertisers who belong to the million-a-year class.

In an earlier chapter we enumerated several things the general
advertiser should be certain of before starting an advertising
campaign, the most important being that his goods are right and
meet the needs of the consumer; that the price is reasonable;
that the capacity of the plant is sufficient to meet the demand
developed by the advertising or can be enlarged to take care of it,
and that the goods are properly marked so they can be
identified by the consumer.

Selecting the Advertising Agent.—The importance of selecting
a competent advertising agency to handle the advertising cam-
paign cannot be too strongly emphasized. While the problem
is not as difficult of solution as it was a few years ago, before
the American Newspaper Publishers Association and the Peri-
odical Publishers Association established certain rules to which

100
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the agents must conform to secure recognition, care must still
be taken in making the choice. The agents themselves have
done much to strengthen their position with both publishers
and advertisers through the adoption of standards of practice.

They have organized the American Association of Advertising
Agencies, having a membership of 132, the object of which is to -
put the business on a higher basis. There are now few cities in
which one or more thoroughly dependable agents cannot be found
who are competent to handle an advertisingaccount. The largest
agencies—those equipped to take full charge of appropriations
running into thousands of dollars and even millions of dollars—
are located in the metropolitan cities. They command the
services of the best copy-writers, the highest grade of commercial
artists, and the keenest, investigators in the field.

Lists of recognized and unrecognized agents are published from
time to time in Printers’ Ink, the Editor and Publisher and the
Fourth Estate, all located in New York City.

While the former include a majority of the largest and best
known agencies it does not follow that the latter are unreliable or
incapable. In fact, there are among them many who render
advertisers excellent service. There is, however, a distinct
advantage in dealing with the recognized agents. You know
that they have been investigated by representative organizations
and have been admitted to their lists because they have beenfound
to measure up to certain standards which they have established.

What Mediums to Use.—The selection of the right advertising
mediums is fully as important as the choosing of an advertising
agent. Just as an incompetent agent can make a fizzle of a
campaign through mismanagement so the selection of poor
mediums can waste the advertiser’s money. If you pick out a
reliable agent, one acquainted with the best practices, he will
prepare a list of mediums which he considers best adapted to your
needs as an advertiser. That is a part of his job. His constant
study of newspapers and magazines gives him an accurate
knowledge of their character, their circulation and their influence.
He is familiar with their rates, the cities in which they are pub-
lished and the kind of people who read them. Such knowledge
cannot be picked up in a day, a month, or a year. Directories



102 ESSENTIALS OF ADVERTISING

contain some of the information, but the most of it can only be ac-
quired by those who have had actual dealings with the publications
in placing advertising contracts, and through correspondence and
special investigations. If an advertising agent is not available
the publisher of the local daily newspaper can be of assistance
in selecting the proper mediums.

The mediums employed by the general advertiser include
newspapers, weekly and monthly magazines, trade publications,
circulars, mailing cards, booklets, broadsides, folders, catalogs,
letters, posters, street car cards, painted bulletins, motion
pictures, samples and novelties. Only those advertisers
whose appropriations are very large use all of them. The
bulk of their investment as a rule goes into newspaper and
magazine advertising. Several manufactured products have
achieved a remarkable success through the use of street
car cards alone, two of the best known being Omega Oil and
Campbell’s Soups.

Just what kinds of mediums should be used depends upon the
class of people to whom the article is to be sold, where they live,
their ability to purchase, transportation facilities, etc. How to
secure maximum sales at a minimum expense should be the aim
of all advertisers. In marketing food products, wearing apparel
and household articles of various kinds, the newspapershave been
found economical principally because of their universal appeal.
Magazines, especially the popular weeklies, are extensively em-
ployed in creating interest in a product that already has general
distribution.

Trade and class publications should be used when the article
to be sold strongly appeals to technical, professional, trade,
industrial, religious, social or other groups of people. For in-
stance, a new electric motor for power or electric lighting plants
should be advertised in such publications as the Electrical World
and the Electrical Review because they are read by electrical
engineers who buy machines of this kind. If you are marketing
an article that is used by breeders and drivers of horses you
would find such a magazine as the Rider and Driver a good
medium. If you want to reach the followers of Isaac Walton
you should not overlook Forest and Stream.
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Dnfessions of @ Mild Havana

R years now, men who

had a hankering for ripe

Havana leaf made palatably mild,

have found 1n Robt. Burns théir
beauideal.

Robert Burns explains it thus:
“My full Havana filler rarely fails
to give my friends delight. The
fact is, special curing brings my
choice Havana to just the nght
degree of mildness. My deli-
cately neutral Sumatra wrapper
leaf helps that mildness. Deft
fingers fashion my well.pro-

portroned,. easy-drawing form.

“But after all, the test lies
here- Suppose you ask my friends
among tge trade, what luck they
have with substitutes.”

* * *

A WORTHY TEST but here's a
better yet; suppose you inter-
view Robt. Burns himself, Keen
smokers, men who know, declare
he's an even better cigar than
ever—which is saying much.

Goneal CGan T

119 West 40 Sorcat, New York Cay.

HAVE YOU TRIED ONE LATELY?

€526 Spr. Eve. Post. Jun. 24, 1920.

This is a refined, well-balanced advertisement.
The illustration suggests the pleasure of an after dinner smoke and the

taste.

’ w Cigar

text recommends the Robt. Burns Cigar.
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ROBT BURNS
Tnvincible
2 foe 25¢
13c for 1
Boxof 50—$5.78

The composition is in good
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A Sweetheart
in Every Port

Ship ahoy, Sailor boy

Sweetheart alongside—
She’s s0 coy, he’s all joy—
Cracker Jock’s their pride!

VERYONE likes Cracker Jack!
[t's a delicious confection and a

wholesome food. In the
Made of carefully-selected, cnspy . Wax-Sealed
popcorn and mutqf peanuvs, gen- . } Package

erously coated with molasses candy.

Just try Cracker Jack for breakfast
with milk or cream—no sugar. Or
as a satisfying dessert to crown a
well-arranged meal.

Cracker Jack is a wonderful treat—

The More You Eat, the More You
Want.” Take home a few packages to
the folks.

#f your dealer cannot conveniently supply you, send 45 cents for six packages,
which will be delivered to you parcel post, prepaid, anywhere in the United States.
Packages marked “Prize” contuin & novelty or toy to particularly delight the littls ones.

RUECKHEIM BROS. & ECKSTEIN
Makers of Cracker Jack, Angelus Marsh-
mallows and Other Reliable Confections

Chicago and Brooklys, Usited States of Amarica

Cracker Jack &

America’s Famous Food Confection

Cracker Jack ads have a way with them that wins the interest of grown-ups
as well as children. The illustrations, of which the above is a representative
example, are always in good humor.
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Analyzing Results.—The national advertiser who invests his
money right along in advertising mediums has a right to expect
definite results. If they do not materialize there is something
seriously wrong either with the mediums or the copy. Manley
M. Gillam, who was John Wanamaker’s advertising manager
for several years, and who during his long eareer spent $60,000,000
in advertising for his clients, once said:

“I do not believe in that advertising that compels you to wait a
year or two years for results. Advertising should achieve results
at once, and by that I mean within a reasonable length of time.
If it does not it shows that the advertising has not been properly
prepared.”’

To illustrate what advertising can do Mr. Gillam cited the case
of Viei Kid. When the manufacturers of this leather started
their first campaign, from $3,000,000 to $5,000,000 worth was
being sold annually. At the end of 11 months the sales had
mounted to $12,000,000, and at the end of the second year to
$18,000,000. For handling this campaign Mr. Gillam and his
partner were paid $40,000 a year for two years, and the third
year, $50,000.

An advertiser whose announcements appear in 2,000 cities has
found that when he uses 400 newspapers he secures the maximum
results. When he employs fewer papers his sales drop.

When you are planning an advertising campaign you should
clearly determine in your own mind what you want it to ac-
complish. Is it to interest jobbers or retailers in your product
so that when your salesmen call upon them they will know some-
thing about it? Is it to induce the consumer to visit the retail
stores and purchase the article, or to order it by mail from the
manufacturer? Is it to win the confidence and good will of the
public? Or is it merely to keep your name and your trade-marked
goods constantly on view? The character of the copy you are
to use in the campaign is determined by the result you seek to
accomplish.

Four things are essential to good advertising—accuracy, sincerity,
variety and persistency. Unless advertisements tell the truth in
season and out of season they will fail to create a permanent
demand. You may deceive the public for a while but in the end
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it will find out the truth. When once convinced that you have
deceived it you cannot regain its confidence, no matter how much
space you may use or how frequently your advertisements may
appear. Hence, if you expect to build up a patronage that will
stick by you and become more valuable as the years go by you
must be honest and sincere in your advertising.

Don't let your advertising become monotonous in construe-
tion or in appearance. People tire of the same arguments, the
same illustrations, and the same style of display. While the
facts about the product upon which your advertisements areto
be based may be few yet the ways in which these facts can be
presented and made attractive to readers by a clever writer are
innumerable. Excellent material can be picked up by salesmen
out on the road, or it may be found in the letters written tothe
firm by dealers telling of their experience with the product. It
is a good plan now and then to change the type in which your
advertisements are being set. You may be able to choose a face
that is specially adapted to your purpose and that will increase
the pulling power of the advertisements, in which case it would be
unwise to adopt another. If you have been using pictures for
many months cut them out altogether for awhile. If you have
been running half pages in the magazines or quarter pages in the
newspapers try doubling the space for a few issues. Anything
that will make people read your ads is desirable provided, of
course, it is in good taste. ‘“Shockers’” should always be
avoided.

Be Persistent in Your Advertising.—It is a sheer waste of
money to advertise a product for a few months and then quit.
Better invest the cash you would spend in an automobile or in a
trip to Europe. It takes some time to make an article known to
the public—to win its confidence and approval. The manufac-
turer of a food product, at the end of his first advertising
campaign, was so disappointed with the immediate returns
that he vowed he would never spend another dollar in printed
salesmanship. His advertising agent, however, put up such a
good argument that, much against his will, he consented to
continue his advertising another year. Much to his surprise
business began to pick up right away and before the campaign
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ended he had to enlarge his factory to take care of the orders he
received.

When once a concern has established a demand for its product
it must keep the interest in it alive through advertising. People

Why have
Why have

your letters
your letters

written twice ?
written twice ?

Every time you dictate a letter to
a stenographer—she writes it in
shorthand. Then she writes it
on her typewriter.

Double work, double cost—and it's
all soinefficientand extravagant.

Every time you dictate to The
Ediphone—

Your stenographer writes your letters once—
on her typewriter. rites 50% more,
writes Better Letters, writes them for a
Y3 less cost—writes them in comfort and
ease.

The easiest way to dictate a letter

THE GENUINE
EDISON DICTATING MACHING

BUILT BY EDISON FOR BETJTER LETTERS

A forceful presentation of a single idea. Every word counts. The cut at
the top visualizes the argument and takes the place of 2 formal headline.

forget easily. A thousand and one things claim their attention.
Impressions must be often repeated to induce action. The con-
tinued appearance of a firm’s advertising is a constant reminder
that the firm is still doing business, and, incidentally, an assurance
that its merchandise is being kept up to the standard. Onthe
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other hand if the advertising, for any reason, is discontinued,
other products claim attention and the public soon gets the
impression that the manufacturer has gone out of business and
therefore ceases to call for his merchandise.

It is the continuous, and not the occasional or spasmodic
advertiser that establishes the best-paying volume of patronage,
just asit is the regular meals a man eats that build bodily strength
and health and not the big feasts of Thanksgiving Day, Christmas
or other anniversaries.

Some Copy Suggestions.—As advertising in popular mediums
costs as much as $5 and $6 a line, every word that goes into the
copy should be carefully selected. Cut out the superfluous—
all the “verys,” the “bests’’ and the “greatests.” Avoid long,
unusual words. Don’t use words from foreign languages unless
their meaning is well known to the people who will read your
advertisements. There is no better vehicle for conveying ideas
than the simple words used by the average man or woman in
everyday life.

See that the article you wish to sell and the advertisements ex-
ploiting them are adapted to the sections of the coundry tn which
your selling campaign is fo be conducted. Don’t advertise
fur coats in Southern California or ice-cutting machinery in
Florida. It is not advisable, in many cases, to use the same
copy in all parts of the United States and Canada.

A number of years ago Scott’s Emulsion of Cod Liver Oil
was advertised in Canada in precisely the same form used to
advertise it in the Southern States. The result was that people
living in Louisiana were not much interested in the statement
that Scott’s Emulsion fortifies the body to withstand the intense
cold of Canadian winters. Likewise the residents of Winnipeg
did not rush to the drug stores to get a bottle of the Emulsion
when they were told that it was very beneficial to those who had
been weakened by attacks of malaria and swamp fever. When
Thomas E. Dockrell became advertising manager of Scott &
Bowne, the manufacturers ofjthe preparation, he soon discovered
this waste of advertising effort and made plans to stop it.

Instead of running the same advertisement in the newspapers
of all the states Mr. Dockrell prepared several, each adapted to
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the section in which it was to appear. The effect of this change
in copy was seen almost immediately in the sales which were
much larger than they had ever had before. In other words
the efficiency of the campaign had been greatly increased through
the simple expedient of adapting the copy to the special needs
of people in the different parts of the country.

It takes two or three times as much argument to induce a
customer to write and post a letter making an inquiry about the
goods as it does to get him to call at the store where they are on
sale and ask to see them. In order to make it as easy as possible
for the consumer to make an inquiry or send in an order many
general advertisers incorporate with the advertisement a coupon
which, when properly signed, can be cut off and mailed to the
dealer or manufacturer. It is usually placed at the lower left-
or right-hand corner next to the margin of the page.

General advertising copy in order to produce profitable business
must in many cases not only bring inquiries, but also be so well
written that the consumer will insist upon getting the advertised
article and will not accept a substitute. It should inspire con-
fidence right from the start. If the reader is made to feel that
the article will contribute to his comfort, or supply a need, he is
sold on the proposition and sooner or later will possess it.

On the Value of Inquiries.—Only a small percentage of the
people who ask questions about merchandise through curiosity
become purchasers. On the other hand, a majority of those
who write for information because they have been convinced of
its merit, buy the article. You cannot expect to get full value
out of your advertising unless you take proper care of the in-
quiries it produces.

In a test made a short time ago an investigator answered
64 advertisements, each of the letters requiring a reply. Sixty-
two of the manufacturers responded, but only 33 afterward sent
a follow-up. Of these only 16 sent a second follow-up, four, a
third follow-up, and only one a fourth follow-up. Just think of
it! Twenty-nine national advertisers written to didn’t consider
the inquiry of sufficient value to send even one follow-up letter.

The new advertising manager of a company that was seeking
to popularize an agricultural implement among farmers, in
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looking around the office one day discovered several boxes filled
with unopened letters. ‘“What are all these letters?”’ he asked
one of his assistants.

“QOh, those are requests for booklets sent in by people who
have read our advertisements in the farm papers,” was the reply.

“Well, why haven’t they been sent?’” inquired the advertising
manager.

“Jt’s too much bother to mail them every day, so we wait until
we have received a big bunch of requests and then send them
all at once.”

Many of the letters were six weeks old. The people who wrote
them had doubtless become tired of the long delay in receiving a
reply and had either lost all interest in the article advertised or
had purchased a similar article elsewhere. ‘‘Hereafter,”’ said
the advertising manager, “all letters must be answered the day
they are received. No wonder the president has been kicking
because the results from the $50,000 advertising campaign that
has just closed have been so meager.”

Be Prompt in Answering Inquiries.—Promptness in answering
questions or in filling orders is essential in all kinds of business,
but it is especially important in the case of those that are pro-
duced by advertising. If money or a check is sent with the order
to a concern with which he has had no previous dealings and
there is much delay in receiving the goods, the customer be-
comes suspicious—fears that he has been swindled. He resolves
that if the article at length arrives he will never buy another
dollar’s worth of the manufacturer. Promptness in filling orders
breeds confidence and promotes further orders.

General advertising should be cumulative in effect; that is,
the several advertisements should present in regular order the
arguments or points in favor of the article to which attention
is directed and the sale of which it aims to promote, so that when
the end of the series is reached the public will have a clear idea
of its quality and desirability. This statement is made upon the
assumption that the advertising is not spasmodic, but con-
tinuous, and follows a well-thought-out plan. Hit-or-miss
advertising accomplishes but little. It is the organized and
persistent attack that wins the battle. s
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Would You Give Up Your Telephone?

HO\V often you have said you couldn’t keep house
without your telephone. You’ll say the same about
P.axoG.—The White Naphtha Soap, after you once have
tried it.

R: ANDG.-—The.\Vhite Naphtha Soap is a modern soap for
modern women.

It launders clothes, washes dishes, cleans and scrubs more
easily and more quickly than other soaps because it combines
the good qualities of high-grade white laundry soap and
quick-working naphtha soap. No hard rubbing. It loosens
dirt merely by contact.

Youw’ll like this new-idea soap because it makes such good
suds even in hard water; because it has such a clean, sanitary
odor; and because it saves so much time and effort for you.

*Phone your grocer for a bar, and try it.
Not merely a white laundry soap;

Not merely a naphtha soap;
But the best features of both, combined.

PANDG — THE WHITE NAPHTHA SOA

In this P and G ad the illustration furnishes the text for the advertising sermon
that follows. The question asked by the headline catches the eye and curiosity
leads its reader to look at the message.
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g 2. | Bl
é> mﬂ for crystal-clear windows  estsitsar

THE panes are actually invisible after 1 have ‘gone over
them with Bon Ami—not a speck of dm ora cloudy
streak temains.

It's so easy, too! Just a thin, waten lather of Bon Ami
spread over the glass and then wiped away when it's dry! 5
Tissue paper is good for wiping off the dry Bon Ami & ¥

~ * —saves soiling a cloth.
Made in both cake and powder form

The look of satisfaction on the face of this housewife at the results of the use
9f Bon Ami upon the window she has just cleaned, and her own testimony given
in the text, are strong arguments in its favor in the eyes of other housekeepers.
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How Much Money Should Be Spent in Advertising?P—This is a
question often asked by new and inexperienced advertisers. In
brief it may be said that it depends upon several things—the
nature of the product, the size of the business, the amount of
capital at your disposal and the extent of the field in which you
propose to operate. Some articles can only be sold during a
certain season of the year; as for example, sleds, sleighs, skates,
can be profitably exploited from November to February, and
bathing and yachting suits, sport goods, etc., from March to
October.

Articles of general consumption, like flour, shoes, soap, break-
fast foods, and baking powder, must be extensively advertised
throughout the country the year round, if nation-wide distribu-~
tion is to be effected. Articles in which the margin of profit is
large admit of more extensive advertising than those in which
the margin is small. Those for which, because of their limited
appeal, only a comparatively small sale can be expected, do not
call for a large advertising expenditure, but in order to secure
maximum results at a minimum cost the mediums employed
must be selected with special care.

As a general rule the advertising appropriation is based on the
gross sales of the previous fiscal year, the percentage varying
widely according to the nature of the business.

Public service corporations operating in several cities, con-
tractors and concerns of like nature spend 1 per cent. A large
electrical goods manufacturing company that in 1911 had gross
earnings of $38,000,000 adopted 1 per cent. as its annual
advertising expenditure. A Pennsylvania bank did $1,000,000
worth of new business on an advertising investment of 14 per
cent. Automobile manufacturers are spending on an average
of 4 per cent. Some drop as low as 2 per cent. and others
go as high as 6 per cent. A Detroit motor-truck manu-
facturer one year put 33%¢ per cent. of his net receipts into
advertising, his purpose being to set forth in detail the advantages
of his machine and the experiences of those who had used it.

A grain house which is an extensive advertiser considers an
8 per cent. appropriation reasonable. Advertisers of some toilet

articles spend from 25 to 50 per cent. of gross profits in advertis-
8
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ing their products. Patent medicine manufacturers are accus-
tomed to put about the same amount into publicity. Producers
of food stuffs usually limit their appropriations to from 1 to
2 per cent. of gross sales. One of them, however, is said to
invest 50 per cent. of his profits.

The relative value of large and small space hasreceived consider-
able attention from advertising experts. Prof. Walter Dill Scott,
of the Northwestern University, who has thoroughly investigated
the subject, states as the result of his studies that a full-page
advertisement has 25 times the value of a half page, and a half
page is 15 times more valuable than a quarter page. The constant
use of large space gives prestige to the advertiser. The public
argues that no firm will continue to spend the big sum it repre-
sents unless the article exploited possesses substantial merit and
the advertiser is honest. While page advertisements are the rule
in national magazines they have not been employed in newspapers
by general advertisers very extensively until within the past
year or two, when it has not been unusual to see four- or five-page
ads in a single issue of the big city dailies. This change in
attitude no doubt is due in large part to the example set during
the great war by the Liberty Loan and Red Cross advertising.

While large space has many advantages there is a considerable
number of firms that have built up a wonderfully suceessful busi-
ness by the aid of small advertisements. It has often been said
that it requires greater skill to writea 3- or 4-in. single-column
ad, than one occupying half a page. Small advertisements
should contain only one or two well-constructed arguments briefly
" expressed and theillustrations should be confined to asingle figure.
The advertiser who uses advertising space regularly, no matter
how small it may be, gets the reputation of being a much larger
advertiser than he really is.

The Association of National Advertisers, which is composed
of 320 of the leading national advertisers, is of great service to
its members in supplying information of a vital character. It
employs an efficient staff of investigators and others for the
collection and analysis of data relating to advertising and to
marketing. Through its assistance millions of dollars have
been saved to its members.
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Questions

1. Who are the largest national advertisers?

2. Give the names of six with whose products you are familiar.

3. How would you select an advertising agent?

4. What mediums are employed in national advertising?

6. Upon what does the selection of the right mediums for advertising a
product depend?

6. In what kinds of mediums would you advertise grape juice? Ma-~
chinery used in the manufacture of textiles? Refrigerators for apartment
houses and hotels? A beauty toilet soap?

7. If, after running a well-planned advertising campaign for six months
your sales had not materially increased, what would you conclude was the
trouble?

8. How is the character of the copy to be determined?

9. What three things are essential to good advertising?

10. Why is variety in copy and style desirable?

11. When a manufacturer as the result of several years of advertising
has secured country-wide distribution for his product, why shouldn’t he
stop advertising and save the cost?

12. In advertising a medical preparation would you use the same copy in
all parts of the country? Why not?

13. What are follow-up letters and when should they be used?

14. How much money should a manufacturer invest in advertising?
Give examples.

15. Discuss the relative value of large and small advertisements.



CHAPTER X
RETAIL ADVERTISING

By retail or local advertising we usually mean the kind of
advertising employed by merchants and others in selling goods
to individual consumers. But it also includes the advertising
used by professional men like dentists, lawyers, architects and
civil engineers to get clients; by churches to gain members or
fill empty pews: by theatres to draw audiences, and by municipal
candidates for office to win voters. All help and situations
wanted, for sale, to let, lost and found or other classified
advertisements come under this head.

Retail advertising differs from national advertising in two
general ways: first, in being confined to a town, city, or district;
and, second, in the character of the copy used.

While the ultimate object of most advertising is to market
merchandise, retail advertising must first induce the public to
visit the store where the goods are on sale, or the offices where
service is to be rendered. There is, of course, a limit to the
distance from which a merchant can hope to draw customers,
the limit varying in different sections of the country. In the
far West where the trade centers are widely scattered people
drive long distances to do their shopping. The sales of these
small town merchants are frequently as large as those of retail
stores in cities of 50,000 or more population. For instance, in
Devils Lake, North Dakota, a town of 5,500 inhabitants, there
is a merchant who is doing a business of $600,000 a year, the
result of enterprising sales methods and the right kind of adver-
tising. Customers are drawn to the store from points 40 miles
distant in one direction and 90 miles in another.

How to Get People to Visit the Store,—Many things can be
done to induce the public to come to the store. Some of them
are the following:

116
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Give the Price of the Different Kinds of Goods You Have to
Sell.—People want to know how much articles cost before they go
shopping in order that they may determine beforehand whether
they can afford to buy them. Most women desire to keep the
household or their personal expenses within a certain limit which
is fixed by the family income. The quoting of prices helps
them in selecting what they can afford to buy. No woman
likes to go to a store with her mind made up to purchase an
article and be told a price that is so much more than she was
prepared to pay that she cannot buy it.

Create an Interest in the Store.—This may be done by taking
advantage of news events, such as the season’s anniversaries,
national holidays, and local celebrations in your advertising.
For instance, the Fourth of July marks the beginning of the
vacation season. This suggests the desirability of advertising
for two weeks before that event and two weeks or more afterwards
the things that people will need during their stay in the country
or at the seashore, such as outing suits, sport hats, trunks, suit-
cases, handbags, bathing suits, fishing tackle, camp outfits, tennis
rackets, golf sticks, eroquet sets, tents and many other articles.

September marks the beginning of the school year when the
children are to be fitted out with suitable clothes for the fall
and winter months; when books, lunch boxes, pencils, paper,
rulers and other articles for use in the schoolroom are to be
purchased. It is also the time when people buy furniture and
other household effects; when new suits and hats are needed.
Thanksgiving, Christmas, New Year’s and Easter are occasions
for special sales of seasonable articles. January is the month of
white sales, August of furniture sales, and so on.

Play up the New and Novel Things in Your Advertising and
Thus Arouse Curiosity.—People like novelty. Anything that
is radically different from the general run of merchandise appeals
to them. They want to see such articles even though they may
not want to buy them. They like to keep posted on store news
just as they do on local or national happenings. Call attention
to special displays of goods, to demonstrations that are being
given in the store, and to important “openings” in the millinery
and dress departments.
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Make the Store Itself Attractive.—Have it well lighted. Don’t
skimp on your electric illumination during the dark hours of the
day. People like brightness in the shops where they trade.
Have the walls and ceilings painted in cheerful colors. Provide
rest rooms, and chairs or stools throughout the store for tired
women. Don’t allow your clerks to over-urge people to buy
goods. The better class of trade will keep away from stores
where it is done. A cheerful store, intelligent clerks, good service
and reliable merchandise is a winning combination.

The strongest and most productive retail advertising is usually
to be found in the big cities where stores are numerous and com-
petition keenest. The latter command the best advertising
talent because they pay the largest salaries. The lure of great
centers of business draws to them men who are ambitious,
resourceful and eager to win places for themselves. The intense
rivalry between the department and other leading retail stores
in all lines of trade is a constant stimulus to advertisement
writers.

The big cities, however, do not monopolize all of the good
talent, by any means. The instruction in advertising now given
in many schools, colleges and universities is working wonders in
disseminating a practical knowledge of advertisement construc-
tion among merchants. The result is seen in the marked im-
provement that has taken place in the character of the copy put
out in practically all of the cities and towns of the country during
the last few years.

Outstanding Characteristics of Successful Retail Advertising
Copy.—F'irst it should possess a news interest that is not found
in the long-range general advertising appearing in the maga-
zines and periodicals. The chronicling of the arrival of new
styles in dress goods, millinery, and other things dear to the
feminine heart; the announcements of special sales of household
furnishings and supplies, are as eagerly read by women as the
record of local happenings in the news columns.

Women are more interested in the latest fashions on display at
the leading department or dry goods store than they are in the
report of a Peace Conference or a Congressional debate. They
buy the most of the things that go into the home. From 50 to
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90 per cent. of the men’s underwear is purchased by women,
who also have much to say in the selection of men’s hats, shoes
and suits of clothes. Being constantly in the market for goods
of one kind or another they are ever on the lookout for store news.
The merchant who knows best how to create a news interest in
his advertising, providing, of course, he has the confidence of the
community, will draw the largest percentage of trade.

Second, retail advertising copy should have individuality in
order that it may be easily identified by the reader. People soon
learn to distinguish the advertisements of one store from those of
another without looking at the name plate, the determining
factors being the typography, the way the goods are described,
or the style of the illustrations. Usually the advertising of a
store reflects the personality of the owner. Therefore, after
reading a series of his announcements you can get a fairly
accurate idea of his character. If they are bombastic, contain
exaggerated or misleading statements as to values or prices, you
are warranted in believing that the advertiser is a trickster and
a cheat. On the other hand, if they are straightforward, tell
the truth, and are conservative in statement you are not mistaken
in believing that he is honest and dependable.

The advertisements of John Wanamaker have marked individ-
vality and are regarded as models of their kind. They are
- attractive in appearance and easy to read. They are written in
such an interesting way that you often forget for the moment that
they are advertisements and think you are reading a page from
a book of travel or a romance. They are cheerful in spirit and
educational in purpose. From them you receive the impression
that Mr. Wanamaker is an optimist and practices the golden
rule.

It should be the constant aim of the retailer in his advertising
to build confidence and good will, two of the best assets he can
possibly have. He should never publish statements about his
merchandise that he cannot prove. If he makes a mistake he
should acknowledge the error and make good any loss entailed
by his customers resulting from it. Advertising is retroactive.
Rightly used it builds a reputation that must be lived up to.
It erects standards that must be maintained or the whole struc-
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ture of confidence will come tumbling to the ground. There
have been instances in which advertising has revolutionized
store policies and store methods by creating good will of such
enormous value that the very foundation of the business had
to be rebuilt to support it.

Some Suggestions Regarding the Writing of Retail Copy That
Will Be Helpful.—Give prices but don’t lie in quoting them. If
you havea special sale of goods name the price at which you have
been selling them and the cut price. Don’t say an article “is
worth $2, but we are selling it for 50 cents.” If it was really
worth $2 you certainly would not sell it at any such reduction.
It may have been worth $2 at one time, but because of a change
in style or because it has become shopworn it is not worth a cent
more than you now charge for it. What you can truthfully say
is that “ we formerly sold the article for $2, but because it is now
out of style we have cut the price to 50 cents.”

Avoid Comparative Prices.—There may occasionally be a
time when their use is warranted as, for instance, when you are
getting rid of left-overs, odd sizes, etc., at the end of the season.
The trouble with comparative prices is that they are in most cases
misleading. For instance, a shirtwaist is advertised thus:
Price $3, worth $4.25. How is the reader to know that the
statement is true? Whose estimate of value is it, the manu-
facturer’s or the retailer’s? Is it at all likely that a merchant
will sell an article for 3314 per cent. less than it is worth if he
could get more? In most cases he uses comparative prices for
the sole purpose of making the public think that the article is
better than it really is. Women often know values just as
accurately as the retailers. If they find, upon examination, that
the goods are not worth any more than is charged for them they
will lose confidence in the store.

Do not Over-emphasize Price in Retail Advertising.—Unless
a merchant wants his store to be known as a “bargain house’ or
a “Cheap John” shop he should be careful how he uses prices to
attract trade. While the patronage of bargain hunters isnot to be
despised nevertheless the most desirable customers are those who
consider quality first and price next. They know that the better
classes of goods give the greater satisfaction and are therefore
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the most economical to buy. Those who purchase them con-
stitute the backbone of the retail business in nearly every com-
munity and it is their patronage that the merchant should seek.
As the quality appeal carries great weight with them the adver-
tiser should lay considerable stress upon it in his advertising.
Adapt Your Copy to Your Audience.—Don’t use pedantic
language at any time. Educated and refined people dislike it

In full swing now!

Revisions!

All through our men's
Summer suits.

$50 to $75 now for quali-
ties that were much more.

RogeErs PEET CoMPANY

,Broadwa Broadway*
at 13th St “Four at 34th St
Convenient
Broadway Corners” Fifth Ave.
at Warren. at 415t St. .

The Rogers Peet Company style of advertising has many imitators but none
are as good as the original. The ads which are in one-column measure, carry a
humorous picture at the top. The type is Bookman. Note the short, crisp
sentences which are characteristic of all Rogers Peet copy.

and those whose school days have been few do not understand it.
The safest plan to pursue is to write your copy in plain, simple,
everyday English, using short sentences and appropriate
illustrations. You will then be certain that your message will
reach all classes. Avoid the use of long words or those not
commonly employed in the newspapers. The only exceptions
are the technical or trade terms used in the description of new
fabrics for women’s wear.
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FRANKLIN SIMON MEN'S SHOPS
2 to 8 WEST 38th STREET

Men’s English i
Foulard Scarfs |

Hand-Made

31 50
This season’s importation
Last season’s price

HILE some shops are ask-

ing $1.75 for machine-made
foulards, we are asking only $1.50
for a hand-made scarf of imported
material. No other men’s shop
offers so much to its patrons or
demands so little for itself.

The variety in these foulards is
prodigious. A pandemonium of
patterns and a chaos of color—
and yet—discrimination chaperon-
ing both. Please look them over,

Bat Wings $1.00

== =

(N

( $

GO
FIFTH AVENUE

.Retail_advertisements like the above win perusal from busy men because the
dxsplqy lines, which can be taken in at a glance, tell what they are about. The
headlines are set in Bodoni Bold and the body matter in Bookman.
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If your advertisements are to appear in high-grade class pub-
lications which circulate only among people of wealth and position,
greater attention should be given to the quality of both the text
and the illustrations. A well-dressed and well-groomed salesman

_——Stern Brothers

West 42nd Street (Between 5th and 6th Avenves) West 43rd Street

WOMEN'S HIGH-GRADE

Below Original Cost

A variety of distinctive models—suitable for dress
or general wear—developed in selected gradesof

Tan Russia Calfskin Glazed Kid
Patent Coliskin Maft Kid
Gun Melal Brown- Kid

—Military, Dolly or Louis XV Heels.
—Hand- Turned or Welted Sole.

'=
It is the usual practice to employ cuts in both wholesale and retail shoe adver-

tisements. That a shoe ad can be made attractive without illustrations is shown
by the Stern Brothers announcement above.

who uses correct English in conversation can secure a hearing
among high-class business men which would be denied to the
salesman who wears ill-fitting clothes and betrays his lack of an
education by coarse and ungrammatical language.
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On the other hand in advertisements addressed to a community
largely composed of toilers in workshops and factories, the
simplest kind of language should be employed. What the latter
want are facts briefly stated in words with which they are familiar.
They like chatty talk with plenty of pictures that tell their own
story.
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The Dobbsknit Top Jacket, shown
in the illustration. is offéred ina va-
riety of attractive mixtures, Dobbs.
tailored with exaisite nicety of de-
tail. A Dobbs Hat, Dobbs Shirt and
Dobbs Skirt complete the costume.
TheTop Jacket is Fifty Doliars.

. Q32 Qo

This Dobbs ad possesses character and individuality. Its artistic design and
its quiet tone appeals to people of refinement and good taste.

Avoid Superlatives.—Don’t say that an article is “the best
made”” or that you have ‘“the finest line of merchandise in the
State,” or that you offer “the most wonderful bargains ever
seen in this city.” How ridiculous it is for 4 merchant oceupy-
ing a small three-story building to advertise that he carries the
“ greatest assortment of dry-goods inthe city,” when right across
the street is a department store, occupying an entire block, that
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sells more goods in a day than he sells in several months. What
is the use of lying when the truth is so much more effective?
You cannot safely say that anything is “the best’’ because you
don’t know and you cannot know. There are enough plainadjec-
tives to use in describing the store or the goods it carries without
employing superlatives. It is better to understate than to over-
state the quality of merchandise.

aks

STORE HOURS 9:30 A.M.to 6 P. M.

WHEN you get into a

Saks-tailored garment
you just can’t help feel-
ing the least bit conscious
of the quality.

The feeling may wear off
but the quality won’t !

Saks & Company

BROADWAY AT 34th STREET

Small space utilized to its full value. One of a series of Saks ads that appeared
in New York dailies. Just a sentence or two, set in large plain type, with the
name plates at top and bottom, enclosed in a double 4-point border.

Get Your Clerks Interested in Your Advertising.—Every
employee in the store should be “sold” on the firm’s advertising.
Without the hearty cooperation of the clerks half the value of
the advertising will be lost. They ought to see in advance of
publication every advertisement that appears that they may
intelligently answer the inquiries of customers who ask about the
day’s offerings. In order to get them to read carefully each
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advertisement, some firms offer a prize of $5 to any clerk who finds
an error in it.

If all the clerks are furnished correct information about the
merchandise they sell their efficiency behind the counter will be
greatly augmented. Many a sale has been lost because they
were not sufficiently posted to answer convincingly the questions
of customers. The girl at the hosiery counter ought to know

AT

Discounts of 70% to 50% on all
lamps and shades during August
HILE we do not
wish to cry “wolf,
wolf”, it is nevertheless
true, that it is impossible |}
toreplace, at the-same pri-
ces, many lamps and
shades in the Ovington
showing, which, during
August,may be had at dis-
counts of 10% to 50%.
OVINGTON'’S
“The Gift Shop of Fifth Avenué”®
Y] 314 Fifth Ave. nr.32d St.
I 5
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Ovington’s small ads—they seldom run over three inches—are models of their
kind. They are set in Bookman, with a two-line initial, carry a single figure
illustration and are framed in an artistic border.

why the brands she sells are better than some others. She
should be informed as to the different weaves, the effect of dyes
upon the wearing quality of the hose, how silk stockings should
be washed, and a hundred other things that will be helpful to
the customer. The man who sells shoes should be a mine of
information on the entire subject of footwear. He should be
acquainted with all kinds of leather, should know when to recom-
mend a straight last and when g curyed; he ought to be able to
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fit anyone with the proper kind of foot covering. With intelli-
gent elerks behind the counter, people who take a real interest
in their work, a store is in a position to render the pubhc a real
service.

The mediums employed in retail advertising are newspapers,
street car cards, posters, booklets, catalogs, letters and store
windows. Department stores in the larger cities use them all.
In the smaller cities retailers confine their advertising to one or
two newspapers and to their store windows. Of these mediums
newspapers have the lead in popularity for reasons that will be
given in another chapter. There are few towns with a popula-
tion of 500 in which there is not at least one newspaper published.
Therefore it is the most available and the most direct means of
reaching customers and prospective patrons of the store with the
single exception of the show windows.

Window Displays.—Many retailers fail to make full use of the
store windows in advertising their goods. Sometimes the
clerks are too busy or too lazy to dress them attractively. In
the big department stores expert window dressers who draw
large salaries are employed to do the work. In the average
retail establishment one of the clerks who has shown that he
possesses better taste in planning displays than the others is
entrusted with the job. Even in the country towns there is
little excuse for poor window dressing as there are half a dozen
trade papers that devote much attention to the subject. At
least one periodical is wholly devoted to it. These tell how to
arrange artistic displays that will attract attention to the store.
Then, too, many manufacturers employ traveling window dressers
to call on retailers who handle their goods and show them how to
make effective displays.

Manufacturers who do not send out special men for the purpose
often supply ready-made window displays or furnish full deserip-
tions of several designs which any intelligent clerk can lay out
himself.

One of the main advantages of window .advertising is that you
can show the goods amid attractive and appropriate surroundings.
By the aid of wax figures you can display gowns, hats and other
apparel worn by women, almost as effectively as you could upon
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One of R. H. Macy & Co. department store, page newspaper ads, showing what
can be done without column rules or divisional panels. Their absence does not
confuse the reader because white space is judiciously employed to separate the
individual announcements.
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Anothex: style of department store full page advertising. The Hudson Com-
pany has its own ideas about typographical arrangement. The relative impor-
tance of the several offerings is indicated by the size of the headlines.
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living models. One of Pittsburgh’s leading department stores
gives such an artistic setting to its displays that women come long
distances to see them. As there is practically no limit to the
advertising possibilities of window displays, a wide-awake mer-
chant ought to dress his windows at least once a week.

In giving advice to a young merchant on how to build up a
successful business, one of New York’s largest retailers of men’s
clothes said: ‘“Make the front attractive through seasonable and
appealing window displays. Learn the names of your regular
customers so that you can properly address them when they call
to make purchases. Keep your store up-to-date in its appoint-
ments so that people will like to visit it because of its cheerful
appearance. Get rid of your old stock at a loss if necessary.
Shelf room costs money. The greater the percentage of your
turn-over, the lower the selling expense and the smaller the capital
required to handle the business. And last, and most important
of all, advertise attractively what you have to sell.”

Keep a Card Index of Customers.—Whenever you have an
opening sale of millinery or women’s gowns, send a letter on
choice stationery to those whose patronage you specially ap-
preciate, inviting them to visit the store a day ahead of the pub-
lished date and inspect the new season’s styles. Enclose a card
bearing the customer’s name and entitling her to admission to
the show rooms. The women who receive these invitations will
appreciate the favor and their good will toward the store will be
strengthened.

Men are just as appreciative of any special attention. If you
deal in men’s clothes and haberdashery and are putting on a
special sale of overcoats or suits, before you announce it in the
newspapers send your regular customers a short business-like
letter calling their attention toit. Having been tipped off in this
way they will be ready to take advantage of the bargains you
offer on the opening day. In many cases they will call up on
the telephone and ask you to pick out an overcoat or suit for
them and hold it until they can visit the store. As you have
their sizes on record in the store and know the kind of clothes
they want it will be an easy matter for you to do this. Men do
not have as much time to shop as women and are therefore grateful






CHAPTER XI
WHY ADVERTISE IN THE NEWSPAPERS

Ours is a nation of newspaper readers. The average American
would as soon think of going without his breakfast as without
his morning or evening paper. And in those sections of the
country that are remote from the big centers where dailies are
published the people are no less eager in devouring the weeklies
which bring to their doors the news of the local field and the
great outside world lying beyond the horizon. It is because of
their universal distribution, the thoroughness with which they
are read, and the reasonableness of their charges for space that
newspapers have become the most popular of all advertising
mediums. When it is remembered that there are several thou-
sand towns and cities having less than 1,000 inhabitants, in
which at least one newspaper is published, and whose continued
existence would be impossible without advertising, it will be seen
that the great centers of population have no monopoly of this
particular medium.

Advantages of Newspaper Advertising.—1. Newspaper advo-
cates claim that newspaper advertising ts the cheapest advertising
known because it reaches more people tn proportion to the amount
of money expended than any other medium.

William H. Rankin, of Chicago, an advertising agent of wide
experience, is authority for the statement that a quarter of a
page advertisement can be placed in every daily, weekly, bi-
weekly and tri-weekly newspaper, representing a total circulation
of 46,000,000 copies for less than $200,000.

Harry C. Prudden, one of the most experienced space buyers in
New York, a short time ago estimated the circulation of the
2,044 daily newspapers in the United States at 26,595,204 copies.
A recent estimate based upon Government and Audit Bureau
of Circulations reports gives the circulation of all the morning
newspapers at 10,271,137 and of the evening papers, 18,353,904,

132
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or a total of 28,625,041. The cost of running an advertisement
in the entire list would be about $61.74 a line. A national
advertiser paid $6.50 a line for a list of 25 representative city
dailies having a total circulation of 3,500,000 copies.

In the daily newspapers the rates run from 6 to 10 cents a line
in small-town publications; and from 20 to 70 cents and even
82 a line, according to classification, in the metropolitan dailies.
In the country weeklies the rate runs as low as 6 cents an inch.
One of the big national literary weeklies sells its space at $6 a line.

If you want to get a good idea of the low cost of newspaper .
advertising take your pencil and figure out what the expense
would be of preparing a circular, letter or folder, and sending it
to the subscribers or readers of any representative daily news-
paper with which you are acquainted. In making the estimate
you would have to include such expenses as writing the advertise-
ment, the cost of the paper, composition and press-work involved
in its production, the folding, enclosing and addressing of the
several thousand copies, the postage, and the delivery of the
sacks containing them to the Post Office.

Compare the total of all these items with the cost of an
advertisement containing the same amount of matter placed in a
newspaper and note how much less is the expense involved in
the use of newspaper space.

2. Newspaper Advertising Has the Advantage of Timeliness.—
Time is a most important element in advertising. Because of the
frequency of publication the advertiser is able to place his
message before the public in a few hours. He does not have to
furnish copy from six weeks to two months in advance, as in the
case of many of the magazines, but can write it, have it put in
type and inserted in a newspaper—all in the same day. He is
therefore in a position to take advantage of any unexpected
event or situation.

A few years ago when Passaic, N. J., had a $500,000 fire,
the enterprising agent of a patent fire extinguisher happened
to be in town. He saw in the event an opportunity to center
public attention upon the device and make sales. Finding, upon
inquiry, that the local agent had only a few of the fire extin-
guishers on hand he telegraphed to all the branch houses in the



134 ESSENTIALS OF ADVERTISING

adjacent territory to send to Passaic at once all they had in
stock. Then he placed large display advertisements in all the
daily newspapers of the city, in which, after telling of the ad-
vantages of the extinguisher, he asserted that, had the buildings
that had been destroyed been equipped with it, the flames could
have been easily extinguished and the $500,000 loss prevented.

Appearing as it did when the entire business public was excited
over the fire, the advertisement made a great impression and
during the next few days the sales of the extinguisher in Passaic
were the heaviest ever known in the city, and gross after gross
were sold in the surrounding territory. Here was a case where
enterprise and newspaper advertising, coupled with opportunity,
made a ten-strike at small expense.

Advertisers are more alert in taking advantage of disastrous
fires to sell their products than they were formerly. When an
event of this character now occurs not only will the manufac-
turers of fire extinguishers and apparatus make use of the ad-
vertising columns of the newspapers, but also the insurance
companies, the builders, the dealers in fireproof material and
office furniture, and the real estate men who have stores and
lofts to rent. :

Retail merchants appreciate the value of newspaper advertising
in getting quick action on special sales or in meeting a mer-
chandising emergency. It is not unusual for the sales manager
of a department store to cancel suddenly the advertisement
prepared for the following day and substitute for it another ex-
ploiting several lines of goods omitted from the previous an-
nouncement, but which it had been found desirable to sell
immediately. Sometimes these changes in copy are due to
the weather or to the unexpected arrival of shipments of goods
for which there is a heavy demand; sometimes to the action of
a competitor in making a drive on a particular article.

National advertisers are quick to employ newspaper space
to head off legislation that would harm their business; or defend
their products from attacks made upon them by physicians or
Health Bureaus, or by rival manufacturers. By promptly com-
batting the charges made they are often able to neutralize their
effect and turn the tables on their opponents.
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raspb errnes-

Think of winter breakfasts with raspberry jam on but-
tered toast! Think of clear, red jelly and raspberry tarts!

Don't let raspberry time slip by without doing up all
you can—both black and red.

There is so much nutrition in preserves that they
should be used to replace more costly winter foods.

When you order your sugar see that it’s Domino Granu-
fated. Domino comes in tight, dustproof packages, ac-
curately weighed, packed and sealed by machine. Domino
sugars are all pure cane sugars of the highest quality,
packed in convenient sturdy cartons or strong cotton bags.

American SugarRefining Company
““Sweeten it with Domino"’
dated, Tablet, Powd. < Beown,
Golden Syrup, Kanelasses
o

Domin 0

Cane Sugars
SAVETHEFRUIT CROP

An advertisement like this appearing in the newspapers when berries and other
kinds of fruit are ripe is certain to appeal to housewives. The bag of Domino
granulated sugar and the heap of ripe raspbemes, suggests the desirability of
canning fruit for winter consumption.
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3. Newspaper Advertising Produces Quick Results—A daily
newspaper is published 30 or 31 times a month, a magazine,
usually once a month. The salesman who can talk to his
customers or prospects every day in a month has a tremendous
advantage over the salesman who can talk to them but once
in that time. Frequency of appearance is, therefore, one of the
chief advantages of the newspaper as an advertising medium.
If, however, newspapers were not continuously read by a majority
of the buying public frequency of issue would not carry much
weight with advertisers. It is because they are bought
and read by practically the same people, day in and day out,
that they are of special value to those engaged in the sale of
merchandise.

Reiteration of statement is one of the most effective means
of influencing the human mind. Through the constant repetition
in advertisements of a fact or series of facts about an article it is
possible to produce an indelible impression upon the mind of the
reader. He may or may not know that the impression is being
made, but in the end he will be led, consciously or unconsciously,
to buy the article if it comes within the range of his needs or
desires and he has the money to meet the cost.

Some of the most successful and most profitable business
enterprises of our time have been created through newspaper
advertising. C. W. Post, of Battle Creek, Michigan, brought
out Postum Cereal, a new substitute for coffee, in 1895. Through
the liberal use of newspaper publicity he made a profit of $175,000
the first year. His success was so unusual that a dozen or more
cereal substitutes for coffee, several being close imitations of
Postum, were placed on the market at a much lower price—
Postum retailed for 25 cents a package. In order to meet the
competition of the cheaper brand Mr. Post organized another
cereal company and placed on the market a coffee substitute
called “Monks’ Brew,” which was sold at retail at 5 cents a
package and was advertised as “The equal of any cereal coffee
made.” Admitting that Postum was the best coffee substitute
on the market Mr. Post did not misrepresent the new product
as every carton labelled “Monks’ Brew,” it afterward turned out,
contained real Postum.



WHY ADVERTISE IN THE NEWSPAPERS 137

HESE tires are
built on the prin-
ciple that you can’t
get the best out of
your tires unless the

best was putin them
in the first place.

Sold by Reliable Dealers C. KenyoN COMPANY, Inc.
Ph Prospect i Makers of K Weatherproof
of :::!er lnyvurlnsgghm and Kr:nnllnw&:tmmf Coats

DEALER’S SERVICE DEPT.
754 Pacific Street, Brooklyn, N. Y.
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There is no fuss or feathers about this Kenyon newspaper ad but it does three
things and does them well. It visualizes the tire by means of an outline picture;
it impresses its name, ‘' Kenyon Cord,’” upon the reader’s mind, and by a single
brief sentence starts a train of thought that ends in the conclusion that Kenyon
tires must be good tires.
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This move drove the rival manufacturers out of business.
As soon as this happened the Monk’s Brew advertising was
stopped and the demand soon dropped off to such a degree that
the wholesalers sent it back to Battle Creek by the carload.
Post accepted the returned shipments and promptly mailed
checks for the full amount paid by the jobbers and retailers.
The manufacturer poured the contents of the packages into 25-
cent Postum cartons, which were then shipped out to fill orders
for Postum that had been received from all over the country.
At the end of the second year this enterprising manufacturer
found that he had lost $46,000.

The following year Mr. Post’s proﬁts were $384,000; the next
$465,000; the next $930,000, and for - a number of years after that
they averaged over $1,000,000. In 1908 he invested $1,317,952.-
55 in newspaper advertising; in 1909, $1,245,779.30, and in 1910,
$1,500,000. At the time of his death a year or two later he was
spending more than $2,000,000 annually.

In an address before the Sphinx Club Mr. Post stated that his
sales increased in direct proportion to the amount he put into
advertising. He laid down the principle that “in conducting
successful newspaper campaigns it is of the first elemental im-
portance that you have a high-grade article, containing all of the
honest merit that human intelligence can put into it. Let the
advertiser know the ground-floor facts about his product, and
then tell them steadily and persistently, and all the time right
in the face of all ignorant criticism, however perverted it may be,
and he will win out in time for the people seek facts and ride
over biased and self-seeking comment.”

W. L. Douglas, at one time Governor of Massachusetts, and
one of the largest manufacturers of advertised shoes in the world,
once paid this tribute to newspaper advertising:

“Newspaper advertising has made me what I am. I have
tried all the advertising mediums there are and the newspapers
give me far the best results. A newspaper advertisement strikes
the eye the moment the sheet is opened. The same advertise-
ment would be hidden among the many pages of a magazine until
the reader found his way to it, if he ever did. Every man reads
a newspaper but every man does not read the magazines. There
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is passing along this route, bringing fresh, fra-
grant Lipton’s Tea to America. In the great
Lipton Plantations of Ceylon and India, over
8,000 miles away; the picking, curing and
shipping of

LIPTON'S TEA

LARGEST SALE IN THE WORLD

is a/ways going on. That is why you always get fresh tea
when you buy Lipton’s, Freshness is vitally essential to
the satisfying flavor and fragrance of tea. Tell your grocer
you want Lipton’s Tea because you know it will have this
freshness.

Look for the signature of Sir Thomas J. Lipton on every
package of tea you buy

.
.

Tia CorrEEwe Cocan PLanter Cevion

It insures you the utmost in tea quality and is a guarantee
that you will enjoy tea drinking at its best.

Ask your grocer for Lipton’s blends of Ceylon and India
Teas — Black, Green or Mixed, also-Orange Pekoe

THOMAS J. LIPTON, Inc.

Hoboken $an Francisoo Chicago Toronto Loadon

The never ending procession of ships carrying Lipton’s tea from Ceylon to
New York, as shown in the illustration, is, to the reader, convineing proof of its
popularity. The reproduction of Lipton’s signature, and the package in the
lower left-hand corner are helps to identification. Well adapted to newspaper
use.
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is no place where the newspapers are not read with eager interest.
That is why I advertise exclusively in the daily newspapers.”

Mr. Douglas has invested from $200,000 to $300,000 a year in
this kind of publicity. It would have been utterly impossible
for Mr. Post or Mr. Douglas to have achieved the great financial
success they did without advertising—they say newspaper
advertising.

A large national advertiser in starting out to introduce a new
product began by spending $300 a month in the local newspapers
of a restricted territory. Disregarding the cost of advertising
he made a profit of $50, the first month; $75 the second; $100,
the third and so on up to the twelfth when the profit was large
enough to cover the cost of advertising for the month. At the
end of 18 months the profit equaled the cost of the advertis-
ing for the entire period, and beginning with the nineteenth
month he was doing a large volume of business with a fair profit.
He continued this same policy for 17 months in several other
localities, the results of the three years’ use of local mediums
being three new factories with a fourth under construction to meet
the demand that had been created.

" The above are only three out of hundreds of cases that might
be cited to show the substantial results that can be achieved in a
comparatively short time through the employment of newspaper
advertising.

Herbert Kaufman says: ‘“ Newspaper advertising is to business
what hands are to a clock. It is a direct and certain means of
letting the public know what you are doing. A dealer who does
not advertise is like a clock that has no hands.”

4. Newspaper Advertising Increases Profits by Speeding Up the
Turn-over of Stock.—It is a well-known merchandising principle
that the more frequent the turn-over of goods the greater will be
the profit, as overhead expenses remain practically the same.
Hence the more goods sold the larger the profit. Frequency of
advertising, provided, of course, it is of the right kind, promotes
frequency of turn-over. It is this constant turn-over of capital
that makes large profits possible upon a comparatively small
initial investment. Volume and reasonable profits should be the
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aim of both manufacturer and retailer. Newspaper advertising
promotes both.

5. What You Get When You Purchase Newspaper Space.
When you place an advertisement, in a newspaper you buy much
more than the white space it occupies. Along with it goes the
prestige and influence which the paper has been building up for
many years. Victor Lawson spent $25,000,000 in developing the
Chicago Daily News. Four hundred thousand families read the
paper daily because of its dependability and their confidence in it.
Every advertiser in its columns buys the good will that has been
created by many years of square dealing and efficient public
service—but all he pays for is space.

It took the great war to demonstrate to the Government,
bankers and business men of the country, the dominance and
force of newspaper advertising. One of the most impressive
illustrations showing what can be done through newspaper ad-
vertising was the Chicago Red Cross Membership Campaign.
By using 42 full-page advertisements in the local dailies for four
weeks the enrollment was increased from 17,000 to 416,000, at a
total cost of 714 cents a member. The best previous cost record
made without advertising was 16 cents per member.

6. Another Advantage of Newspaper Advertising IsIts Flexibility.
You can localize your advertising by adapting it to the varying
social, financial, business and climatic conditions of the territory
you wish to cover. You can use one kind of copy in Florida and
Louisiana, another kind in Ohio and Kentucky, and still another
in Oregon and Washington, in each instance the text matter
being adapted to the special needs and customs of the people of
those sections of the country.

A npewspaper advertising campaign can be confined to one
state or group of states, or it can cover the country like a blanket.
It can be canceled on a few days’ notice or it can be extended to
territory that was not included in the original plan. The ad-
vertisements used need not be of uniform size. You can run a
page or double truck on Sunday, a quarter page Wednesday,
and a column or half a column on Friday, without the slightest
trouble. When the season for your product is on, if you are a
manufacturer, you can employ as much space as you may need
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to properly influence trade. In the dull season you are under no
obligation to advertise in the newspaper unless you want to.

7. One More Point to Be Considered in Newspaper Advertising
Is the Prompiness with Which Newspaper Readers Respond to Ad-
vertising Appeals—They have been. taught by experience to act
at once, notably in responding to classified and retail advertising.
They know that unless they immediately visit the store wherea
special sale is taking place their chances for getting one of the
articles advertised are few. Delay mean loss of opportunity.
Prompt action prevents disappointment. National advertisers
say that readers of newspapers are more quickly responsive to
their advertisements than the readers of magazines. It is this
habit of promptness in answering advertisements that appeals to
merchants. They can tell within 24 or 48 hours after a special
sale advertisement has been printed just what results have been
achieved through that particular piece of copy.

How to Know What Newspaper to Use.—The retail merchant
has little difficulty in selecting the proper daily or weekly papers
for his advertising. He lives right where they are published.
He reads one or more of them every day if he is a live and intelli-
gent merchant. He hears them discussed by customers in the
store, and by his friends and neighbors. He knows which ones
print the most reliable news and are the most helpful to the
community. Therefore when he advertises he is measurably
certain to pick those that will do his business the most good.

The pational distributor in making up the list of newspapers
in which his advertising is to appear naturally does not have
first-hand knowledge of the several city dailies possessed by the
local merchants. He can find in the newspaper directories facts
that will help him in his selection, but aside from the circulation
figures, political complexion, frequency of publication and the
names of the owners, there is little information that will assist
him in determining their standing in the community or their
value as advertising mediums.

The basic facts that are most helpful to the national advertiser
in determining the real advertising worth of a newspaper do not
appear in directories. They can only be found in the possession
of the large advertising agencies and big national advertisers
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who have assembled them for their use as the result of thorough
and costly investigations made by members of their own staffs.
What advertisers want to know is embodied in the answers to
these questions: What kind of people comprise the bulk of the
paper’s readers? Is it an alert and progressive publication,
taking the lead in civic affairs and making its influence felt in
all directions, or does it drift along without definite aims or
purposes? Is it a sensational or a conservative newspaper?
Does it print objectionable advertising? Are its rates reasonable
and are they the same to all people? Does it give the advertiser
a square deal? Is the paper well printed and edited? Does
it have backbone in dealing with public questions? Are its
classified columns fat or lean? Does it have a distinet moral
tone?

When these questions have been satisfactorily answered the
advertiser can make his selection with intelligence and good
judgment.

Questions

1. How does the cost of newspaper advertising compare with that of
other mediums?

2. What would be the expense of running a 10-line advertisement in all
the daily newspapers of the country?

3. Give six advantages of newspapers as an advertising medium.

4. Tell the story of Postum.

6. What effect does newspaper advertising have upon turn-over?

6. In buying space what do you get besides the white paper?

7. Are the readers of newspapers more quickly responsive to advertise-
ments than magazine readers, and if so, why?

8. How can an advertiser tell what newspapers to use in a campaign?

9. What are some of the points that should be considered in their selec-
tion?



CHAPTER XII
MAGAZINES AS ADVERTISING MEDIUMS

All magazines may be grouped under three heads—literary,
class and business. Usually when we speak of magazines in
advertising circles the literary or class publications are meant.
Because of their country-wide distribution magazines stand in
high favor among national advertisers. Retail merchants do
not use them in their campaigns unless, like B. Altman & Com-
pany, Tiffany and the Gorham Company, of New York, and
Marshall Field & Company, of Chicago, they have mail order
departments. Owing to the nature of their business they aim
to concentrate their advertising upon the territory from which
they can reasonably expect to draw customers. For their pur-
pose the local daily or weekly newspaper is an ideal medium.

On the other hand, the national advertiser—generally a
manufacturer or jobber—who sells his product all over the
country wherever he can find a market, uses the magazines be-
cause of their wide distribution. The publishers of these period-
icals do not contend that theirs is the best or the only advertising
medium that should be used in a general advertising campaign.
As a matter of fact they recognize the value of newspapers and
are themselves liberal advertisers in them. They have found
by experience that if they want to arouse public interest in a
striking feature article, or in an unusual story appearing in their
magazines they must use newspaper space. The Literary
Digest, the Pictorial Review, the Saturday Evening Post and
Collier’s, employ full pages in the highest priced dailies in the
country for this purpose. Whenever the time element is an
important factor the newspaper is undoubtedly superior to
other mediums.

The Place of the Magazine.—Before enumerating the argu-
ments in behalf of the magazine as an advertising medium let
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us consider the position it occupies in the reading world. Maga-
zines are not a necessity in the same sense as are newspapers.
Their function is different. Business men depend upon news-
papers for market reports and other information which is of
vital importance to them in the conduct of their affairs. From
this viewpoint it would not make much difference to them if no
magazines were published. And yet magazines are generally
regarded as indispensable to modern civilization. They are the
medium through which its highest culture finds expression.
In them may be found much of the choicest literature of our
time, the results of scientific research, articles on art, musiec,
the drama, travel, health and other topics that appeal to men
and women of education and refinement.

The magazines discuss many subjects with a thoroughness that
is not possible in the newspapers because of space limitations
and the speed with which they must be produced. They furnish
thousands of people with the only means they have of intellectual
improvement. Some are devoted to the home, some to women
and some to the children. Others to health, religion, education,
out-door sports and agriculture. They are read during leisure
hours when the mind is not absorbed with business affairs or by
social or household duties. Their monthly or weekly arrival is
looked forward to with pleasurable anticipation by all members
of the family. For thirty days they continue a live attraction
of the center table, and when the new issues come they are put
aside for future reference, and at the end of the year are bound
in volume form and placed on the shelves of the library.

Advantages of Magazine Advertising.—We are now in a posi-
tion to understand wherein the value of the magazine as an
advertisingmedium lies. Amongitsadvantagesare the following:

1. It Is Readin the Home and Forms a Part of Its Intellectual Life.
It has the confidence of the members of the family—a confi-
dence that has been born of long familiarity with its ideals and
purposes as reflected in its pages. The publisher regards himself
as a trustee for the home into which his magazine enters and there-
fore keeps out of it all advertisements that might deceive or harm
the members of the family. That is the reason why for many

years before the prohibition law went into effect the pages of the
10
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standard magazines were free from beer, whiskey, patent
medicine and other objectionable advertisements. In one year
Everybody’s rejected $200,000 worth of this kind of advertising.

2. Every Advertisement Appearing in Its Columns Has Behind
It the Implied, if Not Expressed, Personal Endorsement of the
Publisher.—The reader does not question for a moment the
truth of the statements. He believes them because of his faith
in the responsibility and integrity of the sponsors of the magazine.
The advantage which this reader confidence gives the national
distributor of merchandise, whose advertising is admitted to its
columns, is incalculable. He can bank upon the results that
will follow with a greater degree of certainty than is possible when
some of the other mediums are employed. Magazine publishers
have claimed, and apparently not without reason, that reader
response is far greater in proportion to ecirculation than in the
case of the newspapers.

3. It Furnishes a Stable Market.—Herbert S. Houston, of
Doubleday, Page & Company, publishers of the World’s Work,
maintains that the magazine is most effective in creating a broad
and enduring market for staple articles having wide distribution,
for example, like Walter Baker’s Chocolate, Royal Baking
Powder or Regal Shoes. Such a market depends upon the home
for its support and the way to reach the home, he asserts, is
through the literary and other magazines that cover the country
thoroughly many times a year.

4. It Protects Readers Against Loss Through Fraudulent Ad-
vertising.—The readers of a magazine take it for granted that the
publisher guarantees the responsibility of his advertisers, and
hence, when they find they have been deceived, do not hesitate
to call upon him to make good any loss they have sustained. A
man in Florida who purchased some fancy pigeons that had been
advertised in a prominent monthly wrote the publisher that they
were not as represented. The latter requested him to forward
the birds to New York by express where he would have a pigeon
fancier decide whether they came up to the description given by
the seller in his advertisement. The expert reported that the
pigeons were of the ordinary barn-yard variety and not Belgian
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William Rogers and his S0n

“The Best at the Price”
Miade and Gussamrod by
WM. ROGERS MFG. CO.
INTERNATIONAL SILVER €O, SUCCESSOR
MERIOFN, CONN.

Aiie Madie vn Canada by WM. ROGERS MFG. €O, 170, Nuagara Fails, Onc.

Sorpe national advertisers depend upon illustrations to put their message across.
In this William Rogers ad the picture conveys the idea of quality, the few lines
of type underneath being supplementary.
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Tu mél (A}
>_the real vim and vigor /50:2’

VERY bit of the perfect nutrition nature
puts in the whole wheat grain is in
Krumbles. That is why eminent food author-
ities say one could live indefinitely on Krum-
bles and milk. Krumbles gives you the valuable
mineral salts and other elements that benefit
muscles and nerves—build up vitality and
‘provide pep.

Krumbles is made in the same big, modern
kitchens as Kellogg's Toasted Corn Flakes,
Kellogg's Krumbled Bran, Kellogg's Drinket,
etc,, and comes to you from your grocer in our
flavor-holding“waxtite"pack-
age, with this signature— #7(7{@‘&7;« .
Here, again, we see in this I_(ellogg ad a happy combination of illustration
and text. The picture of the jolly-faced, wholesome-looking Boy Scout at the
top, and the package and prepared dish of berries at the right, are full of sugges-
tions to parents.
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Homers, as claimed. Thereupon the publisher forwarded to the
Florida buyer a check covering the price he had paid for them
and sent the birds back to the advertiser whom he compelled
to repay the money.

There are few representative magazines in America that do not
protect their readers from loss in a similar manner. It is a
tribute to the watchfulness of the publishers that so few mis-
leading or deceptive advertisements find their way into their
periodicals.

‘5. Advertisements Appear in Good Company.~—A magazine
advertiser is morally certain that his advertisement will be in
good company when it appears. If he is selling the bonds of an
industrial corporation of established reputation he knows that
it will not be elbowed by the alluring announcements of wild-cat
oil or mining companies. In business, as well as in society, we
like to be associated with honest and respectable people. We
know that if we are frequently seen in the company of men and
women who have an unsavory reputation, we will soon be classed
with them. In the same way we want our advertisements to
have the right kind of neighbors when they appear in print in
order that they may share in the advantages which such
association brings.

Physical Advantages of Magazine Advertising.—Because
magazines are printed on g fine quality of paper, on slow-running
presses, and under conditions that allow more time for make-
ready and greater care in printing, they offer advertisers better
typographical effects and art values than the newspapers.
Finer screens can be used in making the halftone plates for the
illustrations, thus insuring clearer and more attractive pictures.
Within reasonable limitations the better the typographical and
artistic appearance of an advertisement the more likely its
chances are of being seen and read.

The shape and size of a magazine page contributes to the effect-
iveness of the advertisement printed upon it. The fact that full
pages are used by a majority of national advertisers gives to each
one an equal chance to interest the reader. There is no division
of attention. When you riffle over the pages every advertisement
has an opportunity, however slight it may be, of catching and
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holding your eye long enough to awaken a desire to read it. It
is the absence of counter-attractions that gives an added strength
to magazine advertisements.

Magazines Maintain Service Departments.—Many of themore
important magazines have established service departments for
the assistance of advertisers in the preparation of their copy and
to supply valuable merchandising and marketing information.
While most of the national advertising is prepared and placed
by advertising agents, many new advertisers who have not reached
the point where they consider it advisable to turn over their
publicity campaigns to agents, are glad to avail themselves of the
advice and assistance given by the service departments of the
magazines. Sometimes a charge is made, but usually the service
is furnished free to those who have contracted for space. But
whether or not a charge is made for writing the copy, the
expense of all art work, halftones or other cuts, is borne by the
advertiser.

How Magazines Help the Dealer.—The national distributor
who wants to get the most out of his advertising should not be
content to sit back and wait for results. He should see that the
retailers who handle his goods know about his campaign and the
names of the magazines he is using. This information can be
supplied to them through the manufacturer’s salesmen who call
upon the merchants. They should carry with them copies of the
advertisements that are to appear during the campaign and
explain how they will increase sales. It is a good plan to furnish
copies of one or more of the magazines containing the advertise-
ments to the dealers so they can place them in the show windows
in which the goods are displayed. People passing by will see
them and be duly impressed by the fact that the articles thus
advertised in publications having a national reputation, are on
sale in the store. They will conclude, and rightly too, that the
goods must possess merit or the manufacturer would not spend
a large amount of money in advertising them. Moreover they
take pride in the possession and use of articles that have been
made popular through advertising.

The merchant also takes pride in selling them. To have on
his shelves trade-marked products that are being exploited in
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high-class magazines that circulate among his best customers
gives to his store a prominence in the community it would not
have if he dealt only in commonplace brands.

The Life of a Magazine Advertisement.—Thirty days is the
limit of the active life of a magazine just as a day is the limit
of a daily newspaper. The magazine advertisement, however,
continues to pull long after the month of publication has gone
by. The Michigan Stove Company inserted a 224-line advertise-
ment three times in a select list of magazines and weeklies having
a national circulation. One of its features was a coupon offering
advice about stoves to any person returning it to the company’s
office. Six years after the advertisement had appeared—the
offer had not been repeated in the meantime—the coupons were
still coming in, some from remote districts of Europe and other
foreign countries The explanation, of course, is that magazines
are not thrown away, like newspapers, but in many instances
are kept for a long time in bound or unbound form. Some-
times old copies are sent to institutions where they are read
and re-read until worn out. A magazine frequently has half
a dozen sets of readers, the copies being sent from one home
to another among the relatives and friends of the original owner.
While formerly it was the custom in binding copies into volumes
to diseard the advertising sections, in these days, owing to the
increased size of the magazine page and the custom of running
reading matter and small advertisements together, it is impossible
to do so. It follows, therefore, under this arrangement, that the
advertisements are preserved indefinitely, and, as often as the
volume is opened are ready to deliver their message to the reader.

Things to Be Considered in Magazine Circulations.—While
quantity of circulation is regarded as a most important factor
in newspaper advertising, in magazine advertising it is geo-
graphical distribution. The national advertiser wants to know
whether it covers the entire country or only a section of it.
When he buys magazine space he prefers that it shall be in a
periodical that covers the territory where he has the best dis-
tribution of his product.

Some mail campaigns will undoubtedly pay best in the far
West and in the Southwest where facilities for buying the article
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of local dealers are limited. Several of the magazines having
large circulations now furnish the advertiser statements showing
their geographical distribution by States. From them he can
tell whether the publications reach the people in the territory
in which he seeks to build up sales.

Half the population of the United States and Canada lies
east of the Mississippi and north of Ohio, but the purchasing
power of the West undoubtedly warrants a larger advertising
investment, according to population, than the East. There is
also less competition to be encountered.

Another important point to be considered about a magazine’s
circulation is the manner in which it was secured. Was it the
result of premium or clubbing offers, of prize contests, or of sub-
scription drives? or was it the result of volunteer subscriptions?
Forced circulations are not as highly regarded by advertisers
as those that have had a natural growth. People who take a
magazine to get a premium or to help someone win a prize usually
care little about the publication itself.

The most profitable reader for the advertiser is'the one who
buys or subscribes for a publication because it appeals to him
and he wants it. He not only desires to read it, but feels under
an obligation to do so. The man to whom a magazine is sent
free is influenced by neither of these sentiments.

Magazine circulations do not fluctuate like those of newspapers.
Severe rain or snow storms do not lessen the demand for them.
In the big cities where newspaper circulations depend largely
upon street sales it is not uncommon for the sales to fall off from
25 to 40 per cent. because of a spell of bad weather. The mag-
azines, with possibly one or two exceptions, are not sold by
newsboys. Stand sales keep up in spite of weather conditions
because the stands having the largest sales are located at rail-
way stations, near post offices, or other places where traffic is
heaviest.

Reliable figures regarding magazine circulations may be
obtained from the Publishers’ Periodical Association, the Audit
Bureau of Circulations, and from N. W. Ayer & Son’s News-
paper Directory.
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Increasingly Appreciated

The exquisite beauty of tone
and craftsmanhke finish of The
Cheney 15 becoming known to
an ever enlarging group of dis- |
criminating purchasers.

There 1s romantic interest as well as |
unique acoustic supenionty 1n the
fact that The Chency embodies the
princsples of the pipe organ and the
violin. “Tue Loncer You Pray I,
Tue SweeTer It Grows.”

The increasing appreciation of The
) Cheney manifests itself in an enlarg:

ing volume of sales, most graufying
to dealers.

Ih
CHENEY

CJENEY TALKIHG MACHINE COMPANY. CHICAGC,

In the Cheney Talking Maechine ad the sole purpose of the illustration is to
ereate atmosphere. It gives the impression that the Cheney appeals to people
of refinement. This impression is further strengthened by the reading matter.
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GrlmLell

Gloves

“Best for every purpose”

Grinnell "Limp-Ku/f ? Driving Gloves
An ideal motoring glove; with the snap of real style; light-weight; smooth-
fitting; soft; easy; comfomble; the ﬂmbl:, limp-cuff keeps out w;& dust, rain |
or snow, and crumples down naturally on wrist. eg:xugml;ﬁman
wrist completes its handsomeness.
Ask your dealer forthe Gnnn:ll Limp-Kuff and other Grinnell gloves. Whatever
kind of glove _K-m for driving, work, dress or play —for men, women or
children, you'll find it among Grinnell styles. The Grinnell trade-mark is 2 sixty-
four-years-old guarantee of quality. Write us for the 1920 Grinnell Glove Book.

New York Cey MORRISON-RICKER MFG. COMPANY o
{Exablished 1856}

200 Fiteh Avemns

A capital specimen of effective glove advertising. Prominence is given, and
very properly. too, to the maker's name; the character of the glove is shown with
pgotographlc accuracy and its use is mdxeated by the automobile in the picture
above it




MAGAZINES AS ADVERTISING MEDIUMS 155

Questions

1. Under what three heads are magazines grouped?
2. What kind of advertisers employ them in their campaigns?
8. What special services do magazines render the public?
4. Give the arguments in behalf of the use of magazines in advertising
campaigns.
6. How do the magazine publishers protect their readers against loss from
fraudulent advertisers? Give an illustration.
6. Why are most magazine advertisements believable?
7. What can you say of the typographical and art value of magazine
advertisements?
8. In what practical way do magazine publishers help their advertisers?
9. How do magazine advertisements help the retailer?
10. What is the length of life of a magazine advertisement?
11. What things are to be considered in magazine circulations? Are
magazine circulations more stable than those of newspapers? Why?



CHAPTER XIII

THE ADVERTISING VALUE OF TRADE AND CLASS
PAPERS

““The trade paper binds everybody in the business into a fraternity
which spells length of days because it serves, and its service is based upon
specific knowledge.”’—ELBERT HUBBARD.

Newspapers fill so large a place in the stirring, aggressive life
of to-day that we may overlook the existence of an exceedingly
important though not generally circulated group of publications
known as technical trade and class journals. The great public
knows little of them because they are seldom found on the news-
stands, are not sold on passenger trains, and are only occasionally
encountered in libraries except in the larger cities. And yet
these same journals occupy an exceedingly important place in the
social, religious, professional and business life of the age in
which we live. Millions of dollars of capital are employed in their
production. Their annual revenue from advertising is estimated
at from $46,000,000 to $50,000,000.

The list of these publications which cover many activities is a
longone and includes periodicals devoted to the iron, steel and
coal industries; to the manufacture of textiles, shoes and clothing;
to education, religion and sociology; to science, commerce and
banking. There are few, if any, businesses that are not rep-
resented by one or more of them.

Selective Character of Circulations.—The chief argument in
behalf of business papers as advertising mediums is based upon
the selective character of their circulations. They assemble in
groups those who are engaged in specific occupations. “The
trade and technical journals of the country are like magnets
picking iron filings out of the dust,” says R. R. Shuman, of
Chicago. The public to which the national advertiser desires
to appeal is selected for him automatically from the millions who
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have no interest in his product. Their readers are brought to-
gether at stated intervals to consider important problems relating
to the business they represent. They are told how to do things
quicker, better and cheaper. They are supplied with informa-
tion of vital value concerning new and improved manufacturing
methods and processes; concerning markets and the best way
to reach them; concerning new products, new businesses and new
opportunities for increasing sales.

These publications give you an opportunity to present your
business story to the selected groups of readers they have as-
sembled. You can talk to them under ideal conditions just as
you would if they were gathered together in a big field or audi-
torium. The advantage which such a privilege gives is
incalculable as most of their readers are either themselves buyers
of merchandise or are in close contact with those who buy.

Horace M. Swetland, of New York, one of the largest trade
paper publishers in the world, says:

“It may be stated as a cardinal principle that wherever an
industry is served by a thoroughly competent industrial publica-
tion its pages offer the cheapest advertising that that industry
can buy.”

H. E. Cleland, long regarded as an expert in the technical
advertising field, in an address before the Associated Advertising
Clubs of the World that won the Higham Prize as the most con-
structive delivered at the St. Louis Convention, gave these
reasons for the economy and resultfulness of trade paper
advertising :

‘‘First—The editorial character of each paper limits its circulation
to those men in an industry or trade who are responsible for results.
They are the men who actually buy or recommend the buying of the
machinery or merchandise advertised in the paper.

“Second—The buying power of the subscriber represents an in-
finitely greater sum than the buying power per subscriber of any other
class of publications because each buyer purchases for business and
not for private consumption.

“Third—The editorial contents of the paper are in harmony with
the advertising pages. The former tells a man ‘how’ and the second
shows ‘what with.’
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“These three fundamental reasons form the backbone of effective
economy in advertising. Business paper advertising is economical
because it reaches—and the advertiser only pays for—a circulation of
tremendous buying power, which is continually being taught by the
publication itself to want the products advertised.”

In an article in the Dry Goods Reporter, of Chicago, on the ad-
vertising value of trade papers, the writer says:

“The buying power of 5,000 readers of the average trade paper is
greater than that of 500,000 readers of the average popular medium,
and the advertiser who will avail himself of the privilege of winning
the acquaintance and confidence of those men through their own
business journals will find a new and signal solution to the increasingly
difficult problem of getting efficiency out of his advertising outlay.”

Proof of the statements made above is readily available.
Trade-paper advertising in 15 years brought a soda fountain
house from a position of obscurity to a point where it is the largest
in the world. Through the use of double-page spreads in five
trade papers, at an expense of $4,000, a contractor secured
$8,000,000 worth of new business in a year’s time. The Royal
Waste Company, of Rahway, N. J., by the investment of 214
per cent. of its sales in trade paper publicity was able to win, in a
few months, a commanding position in the trade. Its slogan
“Qur Waste Your Gain”’ is known wherever cotton waste is used.

Industrial Publications.—A group of publications that wield
a tremendous influence is made up of trade and technical publica-
tions representing the leading industries of the country. In the
amount of capital invested, in the cost of maintenance, and in the
volume of advertising carried they easily lead all other business
papers.

Formerly trade papers had little excuse for their existence.
The most of them were poorly edited, wretchedly printed, and
had small circulations. They contained very little news and few
articles that were of value to their subscribers. In fact,
many were established for the sole purpose of “pulling the leg”
of the more important manufacturers engaged in the industries
represented.

To-day business papers are conducted by experts who receive
large salaries. In fact their publishers are obliged to compete
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with great manufacturing, industrial and commercial houses
that are always on the lookout for brainy men, in securing the
services of expert writers. These journals are now regarded
as indispensable to the trades to which they are devoted. They
print the news of the week in each particular field; they give
market quotations and publish articles upon the business topies
in which their readers are most interested. The engineering
paper, for instance, contains a list of new plants that are being
installed, or are contemplated; presents discussions of intricate
problems encountered by engineers in their work and tells how
they were solved; gives descriptions of new inventions that
promise to be of value to the trade,etc. Sucha periodicalenables
the engineer in the wilderness of the Northwest to keep in pro-
fessional touch with his fellows in the big cities.

These industrial and technical journals reach special groups of
readers who are buyers of raw or manufactured materials, and
who are dependent upon them for information as to pricesf and
markets. Every manufacturer of machinery, every electrical
engineer, every factory owner is always on the lookout for new
devices that will reduce the cost of production or lessen the hours
of labor. What better medium can there be for presenting an
article employed in a trade or industry than the publication
representing it? That there is none, in the opinion of thousands
of advertisers, is indicated by the volume of advertising carried
by such periodicals. A single issue of the Iron Age has contained
450 pages of advertising. Special editions of the Textile World
the Dry Goods Economist, the Automobile Journal, and a dozen
other trade publications, have printed as much advertising.

Farm Publications.—Of the several groups of periodicals one
of the most important, in point of circulation and influence, is
composed of agricultural publications, of which 512 are issued.
Of these only a comparatively small number have attained na-
tional distribution, the circulations of the majority being restricted
to certain states or sections of the country. Some are devoted to
the general subject of farming—the cultivation of the soil, the
use of fertilizers, rotation of crops, and the discussion of every-day
farm problems. Others specialize on stock and poultry raising,
on bee culture, dairy production, ete. .
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The field covered by agricultural papers is much more extensive
and important than most people suppose. It is a fact, however,
that it is the country and not the city that furnishes the bulk of
ordinary trade. Sixty out of the ninety millions of our popula-
tion live in rural districts and in towns of less than 10,000 popula-
tion of these 30,000,000 actually reside on farms. In other
words, in order to reach two-thirds of our population an advertiser
must use mediums that go to people living in towns of 10,000 and
under.

Buying Power of Farmers.—While the farmershavealwaysbeen
the largest wealth producers there was a time when they received
only a small share of the value of their products. Some of us
can remember when the financial market was flooded with West-
ern farm mortgages paying from 6 to 12 per cent. interest; when
the small cotton planters of the South were so enmeshed in the
usurers’ nets that their crops were mortgaged for nearly their full
value and the money spent, before they were grown.

During the decade immediately preceding the great war the
farmer began to come into his own. The introduction of the
telephone and automobile brought him into closer contact with
his markets and enabled him to get better prices for his products.
Improved agricultural machinery and the adoption of business
methods in farm management were instrumental in increasing
his crops and in reducing the cost of raising them. Then came
the world war that sent the prices of all food stuffs to unpreced-
ented high levels. Wheat that only a short time before had
sold at 60 cents, and a little later at $1 a bushel, went up to $2.50
and $2.75 a bushel. Beef, pork and lamb were sold at an advance
of 300 per cent. The demand, even at these figures, was greater
than the supply. Hundreds of millions of dollars’ worth of
grain and food supplies of various kinds were sent abroad, not
only to feed our own soldiers and those of the Allies, but to
keep the inhabitants of nearly every country of Europe from
starvation.

No authentic figures are available showing to what extent the
wealth of the farmers was increased by the extraordinary condi-
tions prevailing during and immediately following the great war,
but the present average incomeis $3,500 a year. No other
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class of our population possesses such aggregate buying power.
The home of the farmer of to-day is equipped with practically
the same conveniences as that of the city dweller. He sends his
children to the best schools and colleges. A $300 or $400 piano
occupies the place in the parlor once held by the $25 or $50 parlor
organ. A victrola or graphophone, with an assortment of the
latest operatic, instrumental or song records, stands in the corner
of the room. Gas or electric light has superseded the kerosene
lamps of yesterday. The kitchen is equipped with a washing
machine and the dairy with a cream separator and a power churn.
The farmer’s wife and daughter wear hats, wraps-and gowns
of the latest mode, ordered from New York or Chicago shops.
The telephone keeps him in touch with his neighbors, no
matter how far away, and when he goes to town he rides in an
automobile.

In order to reach the farmer the standard agricultural paper is
employed. He subscribes for it, not to be amused or entertained,
but to get information that will help him in his business, that
will tell him how to get rid of insect pests that destroy his crops
or show him how to secure better prices for his products through
the exercise of greater care in packing. Because of the very close
relationship that exists between the farmer and the agricultural
paper he reads weekly or monthly, advertisements appearing in
its pages carry greater weight-with him than those appearing in
other publications.

A Missouri farmer, without making a single inquiry, sent his
check for a $2,000 order of merchandise to an advertiser whose
announcement appeared in his favorite agricultural journal. He
knew nothing about the reliability of the manufacturer, but the
fact that the latter’s advertisement was admitted to its columns
was to him sufficient proof of his honesty. In other words, the
farm paper had, through its straightforward policy and helpful
attitude toward its readers, gained his confidence and good will.
It is because of this confidence that advertisements appearing
in the farm journals bring such a hearty response from their
subscribers. Through them manufacturers in one month sold
$60,000 worth of automobiles and $25,000 worth of pianos in one

county in Iowa alone.
11
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Class Publications.~—Under the head of class publications may
be listed a number of groups of papers. One group is composed
of those devoted to the professions—law and medicine. Another,
of journals representing religious denominations. A third, of
periodicals dealing with education. A fourth is made up of
fraternal or insurance papers. In fact, there is hardly a subject
or a form of human activity in which people are interested that
is not represented by one or more periodicals.

The religious field is thoroughly covered. Every denomination
or religious organization has its own papers. Those devoted to
Catholicism and Methodism are the most numerous because
these churches have the largest memberships. The religious
papers have always been regarded as good advertising mediums
because of their authority and standing. Business announce-
ments in their columns carry weight with their readers who
assume that the advertiser has the endorsement of the church
authorities. Unfortunately there was a time when the publishers
in their eagerness to fill their papers with profitable advertisements
did not exercise sufficient care in excluding misleading and decep-
tive announcements, the result being that swindlers took
advantage of their laxity and obtained large sums of money from
the trusting readers through the promotion of fake oil, mining
and other companies.

In recent years the religious press has not been open to this
charge. It would now be almost impossible to secure the
insertion of a misleading or deceptive advertisement in any one
of the standard publications. Religious papers are highly re-
garded as advertising mediums by many of the foremost business
concerns, including Huyler’s, Scott & Bowne, Royal Baking
Powder Co., Heinz, and the Procter & Gamble Co. Their influ-
ence in the home is such that advertisements appearing in them
have a strong pulling power.

In making your selection of the business or class papers you
are to use in your advertising campaign you should, in case you
are unfamiliar with their relative value, seek advice from business
men engaged in the trades they represent. There are always
one or two publications that are regarded as leaders in the field
and because of their standing are the best mediums in which to
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advertise. Don’t waste your money on journals that are trying
to get a foothold in a field that is already adequately represented
by well-established periodicals.

Don’t worry about position. If you can secure one of the
cover pages, the first page opposite the second page of the cover,
or a page facing reading matter, well and good. You will have
to pay a premium for such space and sometimes it is worth it.
But in the event you cannot get one of these preferred positions
be content with any position as your advertisement is certain
to be seen wherever it is placed. The pages of business papers
are more carefully examined than those of literary or society
publications. They are read not for entertainment but for
help. Hence if you have something worth while to sell and
advertise it in one of these journals you are measurably sure of
finding among their readers many who will buy it.

When once you have started advertising in one or more of these
business papers don’t stop, unless for financial reasons you are
compelled to do so. Start in with the maximum amount of
space you can afford to use throughout the year. If it is a
monthly don’t advertise one month and drop out the next with a
view of saving money. Trade papers are kept on file a long
time after their date of issue. If a man who saw your ad in one
issue, happens, in trying to find it a few weeks later, to pick up
an issue in which it did not appear, he may conclude you have
gone out of business or that you have discontinued the manu-
facture of the article you were advertising. When you take
your place in the ring stay there until you are either licked or
you win out. Plunges are wholly speculative. It is better to use
a quarter page in every issue of a weekly or monthly trade paper
than a page every fourth issue. Keep your flag flying at the
top of the mast all of the time when once you have put it up, in
order that the world may know you are still alive and doing
business.

Questions

1. In what ways do business publications differ from general magazines?

2. What is the difference between trade and class papers?

3. What is the chief argument in behalf of these publications as advertis-
ing mediums?
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4. Give H. E. Cleland’s three reasons for the economy and resultfulness of
trade paper advertising.
6. Give an instance of the successful use of this medium.
6. How many farm publications are there? Name some of them.
7. What can be said regarding the buying power of farmers?
8. Why are trade and technical publications of special value to the
manufacturer? Give the names of several with which you are acquainted.
9. What are class publications?
10. What are the arguments in behalf of religious papers?
11. Give several suggestions concerning the use of advertising space in

business periodicals,



CHAPTER XIV
ADVANTAGES OF OUTDOOR ADVERTISING

Outdoor advertising is the oldest form of written advertising
we know anything about. In the Louvre, in Paris, may be seen
a poster, made of ‘papyrus, dated 146 B.C., offering a reward for
the recovery of two slaves who had escaped from Alexandria, in
Egypt. Another found in a temple in Jerusalem and issued in
the reign of Herod the Great, forbade the entrance of foreigners
to certain parts of the temple upon pain of death. In the
British Museum in London there are exhibited well-preserved
posters, also of papyrus, taken from the walls of buildings in
Pompeii and Jerusalem.

From the early days of civilization until now the poster has
been a popular medium for placing before the public commercial,
religious, or political information. Wherever men congregate
posters have been found effective. When placed upon walls or
billboards on public thoroughfares where they can be easily seen
they usually arrest the attention of passers-by long enough to
put across the message they convey.

To 85 per cent. of the population outdoor advertising offers a
blackboard from which there is no turning away. It teaches
people when they do not know they are being taught. Thou-
sands of persons who are indifferent to newspaper or magazine
advertising cannot escape the lure of the attractive posters, the
printed bulletins, or the flashingelectriclight signs that greet them
on every side.

Outdoor Advertising Involves No Expense to the Reader.
Newspapers and magazines must be bought before the ad-
vertisements they contain secure an attentive audience. Outdoor
publicity necessitates no turning of pages, no examination
of endless columns of text and advertising matter. It greets
the eye of the shopper on the way to the store, the merchant
going to and from his place of business, the idler in search of
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entertainment, and the worker returning to his home after a
day’s toil.

The three most popular forms of outdoor advertising are the
poster, the painted sign or bulletin, and electric light displays. Of
these the one most frequently called into service by national
advertisers is the poster, which takes the place of the bellman of
Colonial days. As we have already noted it was in use long
before the Christian Era began. Its earliest employment was
by kings, emperors and other rulers to convey proclamations to
their subjects. Then the merchants adopted it as a medium for
advertising their goods. In the time of Christ they even hung
posters about the necks of idols in the temples of Greece and
Rome.

In our day the circuses and the patent medicine manufacturers
were the first to perceive the value and make full use of the poster
for advertising purposes. P. T. Barnum, L. B. Lent, John
Robinson, James A. Bailey and other circus owners in the
seventies depended upon posters displayed on billboards, fences,
barns and even houses to fill their tents in the cities and towns
where they exhibited. The posters were crude in design and
coloring. The showmen vied with each other in displaying
pictures of weird-looking animals that never existed except in
the imagination of the artists who drew them but which, the cir-
cus owners asserted, were on exhibition in their menageries;
and of acrobats and equestrians defying all the laws of gravita-
tion. The more improbable they were the more eager people
were to see the show. During the last few years there has been
a great improvement in the character of circus poster advertising.
It is still flamboyant but much more truthful.

No less successful in the use of posters in those early days were
the manufacturers of patent medicines, liniments and other
external remedies such as Flagg’s Instant Relief, Hostetter’s
Bitters, Ayer’s Hair Vigor, Hood’s Sarsaparilla, and Beecham’s
Pills.

Present-day posters are in many instances veritable works of
art. A number of our foremost painters and illustrators design
them for the largest national advertisers. Some of their crea-
tions are so well executed that if reduced in size and reproduced
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Posters.—In most of the commercial posters, of which the above are examples,
illustrations have been found to add so much to their appeal value that they are
generally employed. Care is taken to have them properly displayed in appro-
priate surroundings. Some posters are veritable worl:s of art.
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Painted Bulletins.—The United States Tire advertisement shown in the lower
panel is one of several thousand painted bulletins erected along the highways of
the country. They are popular with automobilists because they present interest-
ing historical data about places near which they are erected.
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in oils on canvas they would bring good prices from art connois-
seurs. Maxfield Parish’s designs for the posters of the Fisk
Tire & Rubber Company, James Montgomery Flagg’s pictures
on the United States Rubber Company’s posters, and Charles
Dana Gibson’s Liberty Loan poster creations show that the best
that art can give to advertising is none too good. Art does not
demean itself in lending its aid to the adornment of business
messages that will be seen by millions. If the mission of art
is to uplift and appeal to the higher emotions, where can it find
a greater or more worthy audience than is reached by the ad-
vertisements seen on the billboards or in the magazines and
newspapers?

Posters are used by the United States Department of Agricul-
ture for various purposes. Railroads find them effective in
attracting homesteaders to their farm lands. Government offi-
cials have declared that without posters the task of raising
billions of dollars through bond sales during the great war would
have been much more difficult. Cities and states have em-
ployed them to secure manufacturing plants. Political parties
regard them as indispensable in national campaigns. Manu-
facturers of automobiles, paints, articles of food, soap, tobacco
products, clothing, shoes, furniture and the hundred and one
articles entering into home consumption, who seek national
distribution for their goods, make large appropriations for this
form of publicity.

The Michigan Agricultural College and the United States
Department of Agricultural put on a campaign to increase the
consumption of milk in that State. Three posters were shown,
one to interest the children, one the women, and one the
men. At the end of two weeks the consumption of milk had
increased 10 per cent.; cottage cheese, 3 per cent., and butter,
15 per cent.

The advantages of poster advertising, as enumerated by its
advocates, are these:

First, the poster is of heroic size—the 24-sheet stand, in com-
mon use, being 914 ft. deep by 21 ft. in length. It is mounted
in a frame 11 X 25 ft., leaving a margin of white space all
the way around it, thus giving it greater prominence.
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Second, it has the attraction of color, the value of which in catch-
ing the eye cannot be measured. Moreover, the actual appearance
of the goods exploited can be faithfully and realistically repro-
duced and their attractive qualities set forth.

Third, the poster, because of its bigness, allows the display of
the name or trade-mark of the article, or the name of the manu-~
Sfacturer in lelters of such large size that they can be easily read at
a considerable distance. Moreover, it affords the artist an
opportunity to employ designs of a most appealing character in
the adornment of the text. Pictorial posters will sell goods to
the illiterate and to the foreigner who cannot read English.

A poster to be effective from a selling standpoint should com-
bine beauty and strength of design and coloring. In order to
accomplish the purpose for which it is intended it must put its
message across in a flash, say, two seconds. Therefore, the text
should be brief and contain at least one well-defined selling
idea. Pictures that are irrelevant or that must be studied to
reveal their meaning have no place on a poster. People are
usually in motion, riding or walking, when they pass by the
billboards. Hence they must take in both the text and illustra-
tion of the poster at a glance. If the former is printed in small
display type or if the picture must be studied to reveal its mean-
ing, then the poster misses the mark. Sometimes a poster
carries a picture and only one line of text.

The fact that most of the posters seen on the billboards to-day
are the work of skilled artists is proof that illustrated posters
have been found more resultful than those in which type alone is
employed. In any event there should be only one predominating
feature in a poster. When more are employed the impression
made upon the reader is confusing because of the exceedingly
brief time the observer has to analyze the message.

Some Mechanical Details.—In bill-posting the one sheet
poster, 28 X 42 in., is the unit of measurement. The 24-sheet
poster which covers an area of 914 X 21 ft. is the size most
popular with advertisers. Billboards are now made of sheet iron
rather than wood because they retain their shape in all kinds of
weather and require little attention from year to year.

The bill-posting of the country is controlled by the Poster
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Advertising Association, representing 8,000 plants, which has
done more to standardize the business and put it on a sound
footing than any other association. It has established rules to
protect advertisers from irresponsible and dishonest bill-posters.
Through a Censorship Committee it keeps a sharp lookout for
deceptive or objectionable advertisements and will not allow
them to appear on the billboards of the organization. For some
time before the prohibition law went into effect no liquor ad-
vertisements were accepted for posting.

What Posting Costs.—Rates for posting are fixed by each
individual plant owner. They are based upon the class of serv-
ice rendered at so much a sheet per month whether one or a
million are used, a bill-poster’s month being four weeks and not
a calendar month. In New York, Chicago, Philadelphia and
Boston the rate is 30 cents for regular locations. In towns of
from 2,000 to 5,000 in New York State it is 9 cents. In towns
of from 5,000 to 12,000, it is 12 cents. In the average run of
towns it is 7 cents a sheet.

Displays on the billboards are called “showings.” A full
showing on all the billboards of the United States costs $197,000
a month and requires 26,138 posters. Very few full showings
are used. An advertiser can make a contract for a three-quarter,
a half, or a quarter showing. In the Manhattan and Bronx
Boroughs of New York City there are 228 regular and 124 special
locations or stands. These cost from $7.20 a month for regular
and from $20 to $30 for locations at dominating points. An ade-
quate showing can be had in these three boroughs for $3,000.

The advertiser supplies the posters at his own expense, which
varies widely according to the cost of the design, the number of
colors used, and the character of the lithographing or printing.
In lots of 5,000, when printed in from four to six colors, the
cost, excluding the design, is from $1.50 to $1.75 per 24-sheet
poster.

The advertiser must furnish enough paper (the sheets compos-
ing the poster) not only to cover the boards once, but also to re-
place any posters that may subsequently be defaced by boys or
spoiled by storms. He is given a list of the stands upon which
they are placed and their locations in order that he may check
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up the posting, through his salesmen or inspectors, to see if it has
been properly done. The Poster Advertising Association has
its own system for checking the work of local bill-posters and
if they find one who does not live up to his contract he is com-
pelled to make a rebate to the advertiser.

Poster advertising is spectally helpful in supporting newspaper
and magazine campaigns. The impression made by advertise-
ments in these mediums is continued and intensified by the
posters. They familiarize the public with the name and charac-
ter of the product through repetition. In a city in which 100
stands are located the posters are telling their story all day long
from each of these places. They are more effective than 100
men would be calling out their messages like the town criers of
the Colonial days, because they have the added attraction of
color, of variety of design and of large display. They are always
ready to tell their story to whoever passes by.

Poster advertising is effective at all seasons of the year but
renders its greatest service in the Spring, Summer and Fall when
people spend more time out-of-doors, and it therefore has a larger
“circulation.” Moreover, the days are longer and the posters
are seen to better advantage.

Valuable in Special Drives.—The advertiser finds posters of
great assistance in special drives and intensive campaigns. A
full showing in a town attracts wide attention.

The new advertiser should beware of trying to cover too much
territory at the start. Better try out your product in a few
cities and add others as the increase in business warrants. The
advertising highway is lined with corpses of advertisers who
tried to blanket the country with their advertising and salesman-
ship efforts. Insufficient capital, an untried article and an
inordinate ambition to get rich quick were some of the causes of
their failure.

Painted Signs and Bulletins,—In addition to the hundreds
of miles of billboards, having a total area of 26,000,000 sq. ft.
of surface, and used exclusively for poster advertising in 2,726
cities and towns, there are about 1,000 solid miles of fence 10
to 12 ft. high devoted to painted signs and bulletins. While a
large proportion of the display space is located along railroads
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and highways, a considerable amount is found in the populous
cities. The railroad bulletins, averaging in size 10 X 48 ft.,
cost $10 to $12 each, under a year’s contract. A reduction is
made on a two or three years’ contract. City bulletins, aver-
aging 10 X 20 ft., or a total of 200 sq. ft., are sold at a general
average of 30 cents per lineal foot or $6 each, on a six months’
contract.

There is practically no limit to the size of painted bulletins.
The bare walls of high buildings that are exposed to view when
adjoining buildings are torn down to make way for new and
larger structures are frequently used for advertising purposes.
A few years ago the wall of a skyscraper on lower Broadway was
employed to advertise Wilson Whiskey. Upon its surface was
painted in colors the picture of a typical Southerner, 100 feet
tall, in the act of making a highball by the aid of real water
running from a 30-ft. syphon into a 9-ft. glass, with whiskey
taken from a 48-ft. bottle. The picture was so well painted
that for weeks it was the talk of the city and thousands of people
journeyed downtown to see it.

One of the special advantages of painted signs is that they are
not affected by heavy rain storms and retain their freshness of
coloring for months. Changes of copy are not made more fre-
quently than three or four times a year.

The Appeal of Electric Signs.—Of all forms of outdoor adver-
tising the latest, and by many considered the most impressive
because of its novelty of appeal, is the electric light display.
People may not read the advertisement in the newspapers and
magazines but the message of fire blazing from the roofs or fronts
of buildings at night compels their attention. There is probably
no better way of impressing upon the mind of the passer-by a
trademark, the name of a product or firm, or a short message of
any kind.

The most brilliant and beautiful display of electric sign ad-
vertising in the world is on view nightly on Broadway from 34th
to 59th Streets, New York. Standing in Longacre Square the
spectator sees a bewildering series of electric light advertising
displays—some glowing steadily like constellations in the heavens;
some flashing out their message for a few seconds and then
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going out; some representing objects in motion; some that appear
to develop under the hand of a hidden artist.

Along this thoroughfare from six o’clock until midnight flows
the human tide of the great city to and from a hundred theaters
and places of amusement, restaurants, hotels and railway ter-
minals. It is composed of from three hundred and fifty to five
hundred thousand people representing not only New York but
practically every city in the United States and every quarter of
the globe. Not one of them, unless he is blind, fails to see the
advertising messages that greet the eye from every roof and
building front along the Great White Way.

Results of Electric Light Advertising—A few years ago a
cleanser of men’s and women’s garments who had just established
himself in New York used a novel electric sign on Broadway to
advertise his business. Up to that time the public had never
heard of him. Thirty days later he was doing business in
eleven states as the result of his electric light display.

Heinz, of the “57 Varieties”” fame, whose products were ad-
vertised by means of a huge electric sign on the north wall of the
Cambridge Building, which occupied the lower end of the triangle
at the junction of Broadway and Fifth Avenue, where the Flat-
iron Building now stands, once stated that the advertisement
brought him orders for goods from Africa, South America and
Russia.

Manufacturers of various kinds of merchandise have asserted
that one of the most valuable features of these electric displays
lies in the fact that through them they are able to” 7uence the

hundreds of thousands of buyers of mercantile lishments
who flock to New York yearly for supplies of good or several
years the Nonotuck Silk Company displayed: d Street

and Broadway an electric sign showing a kitten:,  .ng with a
spool of Corticelli Silk, in order to reach dressmakers and dry-
goods dealers who.purchase spool silk in large quantities.
Perrier, the natural sparkling table water, was for some time
advertised by an electric sign, 55 X 108 ft., reproducing the
fountain at Versailles. Through a mechanical device ten
streams of water apparently rose from the ground to a height of
25 ft. and fell back into the great basin below, live steam being
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ments give little idea of their real beauty and effectiveness. The Wrigley
display, in the second panel, is the costliest yet erected.
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utilized to produce the effect of spray. Twenty-two hundred
and thirty electric lamps were employed in the design.

Another notable sign erected on the roof of the Hotel Nor-
mandie showed a realistic Roman chariot race with the horses
running at full speed and the driver’s tunic streaming behind him
in the wind. The appearance of motion was produced by the
opening and closing of 2,750 switches; .The sign, which was
40 ft. long and 20 ft. high, was composed of 20,000 electric light
bulbs and required a 600 h.p. engine to operate it. The ad-
vertisements of various products were flashed out on a screen
just below the chariot design. x

The largest of all electric light signs on view in New York is
that of Wrigley’s Spearmint Gum, which occupies a space 200
ft. long and 50 ft. high on the roof of a building a block long be-
tween 43d and 44th Streets on Broadway. By the use of white
and colored bulbs the artist who designed it shows two great
peacocks with tails 60 ft. long, in their natural colors, with
fountains playing on either side, while whimsical figures go
through a gymnastic drill. Over 17,000 electric lights are
employed.

Cost of Electric Light Displays.—The expense of electric
advertising displays depends upon their size and location. The
Wrigley sign above referred to costs $7,500 a month or $90,000 a
year. The cost of the average display ranges from $2,000 to
$1,500 a month according to locations. Small signs sueh as
appear in front of stores, composed of 24-8 ecandle power
lamps, are furnished free by some of the electric light companies,
provided a minimum of $3 is paid each month for the electric
current supplied. The larger signs cost from $5 to $15.

Slogan Signs.—Slogan signs are used by many cities for
advertising purposes. They are usually erected near railroad
stations where they can be seen by passengers on the trains.
The cost of operation is small—$3 to $5 a night. Here are a
few of the slogans now employed: Atlantic City, ‘‘America’s
Playground;” Galveston, ‘“The Treasure Island of America;”
New Orleans, ‘“Welcome to the Winter Capital of America;”
Schencetady, ““‘Lights and Heats the World;” Chattanooga,
“The Dynamo of Dixie.”
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In all electric light advertising the advertising message must
be brief and expressive of a strong selling point unless its purpose
is simply to present the name of a product, firm or business.
The importance of using a picture or design having pronounced
attention value should not be overlooked. People will remember
a striking illustration long after they have forgotten the inscrip-
tion that accompanied it.

In selecting locations choose those on the busiest thorough-
fares where they will be seen by the largest number of people.
Some of the best are found near theatres, department stores,
popular places of assembly, public squares, and railway terminals
when close to the business center of a town.

Questions

. What is the oldest poster of which we have knowledge?
. In what one way does outdoor advertising differ from all other kinds?
. What are its three most popular forms?
. Who were first to make an extensive use of posters?
. For what other purposes are posters employed besides selling goods?
Give examples.
6. Name three specific advantages of poster advertising.
7. What are the characteristics of an effective poster?
8. What is the unit of measurement?
9. How many bill-posting plants are there in the U. S. and how are they
controlled ?
10. Give some idea as to the cost of posting.
11. How can this form of advertising be helpful in supporting news-
paper and magazine campaigns?
12. What is the cost of painted bulletins?
13. What are the advantages of electric light advertising?
14. Give examples of its successful employment by national advertisers.
15. Describe any one of the electric light displays given in this chapter.
16. Give some idea as to the cost of this kind of advertising.
17. Give an example of a slogan sign.
18. What are the best locations for electric light displays?
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CHAPTER XV
THE APPEAL OF STREET CAR ADVERTISING

One of the mediums that, figuratively speaking, compels you
to read its advertisements whether you want to or not, is the
street car. When seated in one of these vehicles you see dis-
played before you in tempting array a row of fourteen or more
attractive cards, the most of them printed in colors and appro-
priately illustrated, each ecarrying an advertising message.
Above your head is a similar arrangement of cards.

As long as you continue to read a newspaper or look out of
the window none of the cards will get your attention, but the
moment you lay aside your paper and allow your eyes to wander
about, the strong appeal of the cards makes itself felt, and before
you know it you are taking in their advertising message. During
the fifteen minutes or more that your trip takesyou cannot, unless
you deliberately exercise your.will-power, keep your eyes away
from them. ’

In order that we may better understand the value of the street
car as an advertising medium let us look at afewfacts concerning
the street railway industry.

The increase in street railway mileage in recent years has been
amazing. There are now few cities in the United States with
5,000 inhabitants, unless they are located on the sides of hills or
mountains where the grades are too steep to allow of their opera-
tion, that do not have street railroads. In New York City alone
there are 108 lines, including the elevated and subway systems.
During the last twenty-five years the greatest development has
been in the contruction of interurban roads that link together
half a dozen or more towns or cities.

The building of these transportation lines has done more than
anything else to stimulate the movement of people from the
densely populated cities to the suburbs and the open country
beyond, where living conditions are more favorable to health
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and the rearing of children. They also bring the farmer into
closer touch with marketing centers where he ean sell his products
and furnish the members of his family educational and social
advantages that may be derived from high-class schools, theaters,
concerts and other forms of entertainment.

Inthe larger cities the street cars are indispensable for carrying
the armies of workmen, clerks and other business men and women
to and from their places of employment. It is when a strike
occurs among street railway operators and the cars cease to run
that people find out how dependent they are upon them. On
the occasion of a big street railway strike in New York a few
years ago the retail merchants lost hundreds of thousands of
dollars because customers from distant parts of the city and from
the suburban towns could not get to their stores; manufacturers
could not operate their plants effectively because of the inability
of their employees to reach them, and the theaters played to
empty seats.

According to the reports of the Public Service Commission
the number of passengers carried by the rapid transit and surface
railway lines of New York City in 1919 was 2,079,942,604, an
increase of 104,430,015 over 1918. . The average traffic each day
during the fiscal year was 5,700,000 which about equals the popu-
lation of the city. Each of the 10,000 cars in constant use on the
108 lines carried an average of 570 people daily. The records of
street railway traffic in other cities show that a proportionate
number of passengers travel on their several lines.

We are now in a position to understand why national and local
advertisers invest approximately $14,000,000 a year in street
car publicity. A medium that reaches such a large proportion
of the community is worth your careful consideration.

Advantages of Street Car Advertising.—Among the advantages
claimed for street car advertising are the following:

1. All Advertisers Occupy the Same Space~—Therefore every
advertiser has an equal chance to put his message across. This
prevents the merchant or manufacturer who has a lot of money to
spend from blanketing the advertising of a struggling competitor.
Every advertiser is placed on the same footing. This is real
democracy in advertising.
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2. Street Car Advertising Reaches the Masses.—Fifty-eight
per cent. of the inhabitants of a city ride on the street cars twice
daily. They include all classes and represent a majority of
the buying public—the people whose patronage business men
are anxious to secure.

3. When People Ride on Street Cars They Are in a Receplive
Mood.—Unless they read newspapers or talk to acquaintances
there is nothing to engage their attention. Those who travel
over the same road every day are not interested in the buildings
or scenery along the route, and therefore do not spend much time
looking out of the windows. In glancing about the car their
eyes naturally fall upon the artistic advertising cards displayed
directly in front of them. Their attractive features arouse their
interest and they read them.

4. The Last Advertisements a Woman Sees When She Goes
Shopping Are the Street Car Cards.—She may have made up her
mind as to what she is going to buy before leaving home, and
perhaps notone of the articles thusadvertised isupon her list, and
yetas she sits there, pocket-book in hand, looking at the attractive
announcements she may become so favorably impressed by
them that on arriving at her destination she will purchase one or
more of the articles she had seen exploited.

5. Street Car Advertising Sustains and Strengthens the Impres-
sion Previously Made by Advertisements Appearing in the News-
papers, Magazines, and Other Mediums—The brief messages,
usually artistically illustrated, reiterate the sales arguments with
which the public has already become familiar. The person who
sees these advertisements twice a day for weeks at a time is,
consciously or unconsciously, influenced by them.

The standard card used in street car advertising is 11 X 21 in.
The advertiser therefore knows that his cards will fit the display
racks of every street car in every city in the country. The adop-
tion of a uniform size simplifies the work of both the printer and
the agency that handles the campaign, and lessens the expense.

Brevity a Necessity in Car Card Copy.—Owing to space limi-
tations the number of words used on a card should not exceed
40 or 50 if the text is to be set in type that can be read at a
distance of from 6 to 12 ft. The fewer the number, the
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greater the opportunity for display. Some of the most effective
cards we have seen contained less than 10 words. In advertise-
ments of this kind it is imperative that the type should be plain
in outline and easy to read.

The text should present one and usually not more than two
selling points about the article advertised on each card of a
series. The sentences should be brief and so constructed that
persons having a limited education will have no trouble in under-
standing them. Avoid the use of foreign, technical, or unfamiliar
words. The usual aim of the car card is to reach all classes of
people. Many of the patrons of street railway lines, and especi-
ally those born in countries where languages other than English
are spoken, cannot grasp the meaning of many of the long words
that are in common use here. There are enough short, simple
words in our own language to express any selling ideas you
may have.

Fully 90 per cent. of ail car advertisements are illustrated
for the very good reason that there is nothing that so quickly
catches and holds the eye in advertising as an attractive picture
printed in colors. Commercial art has been so greatly improved
in recent years thatit is now possible to reproduce in natural colors
fruit, flowers, food products and other articles so accurately
that at first it is difficult to tell the artificial from the real.
Moreover, some of the best artists of our time are devoting their
skill to the preparation of illustrations and other designs for car
card advertisements. It is not unusual for an advertiser to pay
from $300 to $500 for a single picture.

Be Careful in the Use of Colors.—When a card is put through
seven or eight lithographic printings its character is apt to be
impaired. A few well-selected colors will give the best results.
The employment of a wide variety of colors in the text matter
should be avoided. Multi-colored letters are confusing and
give the impression of patchwork.

Don’t display the name of your product in such large type that
little room is left for text and illustration. While prominence
should be given to the name it is also desirable to tell why the
article is a good purchase. In a recent successful campaign the
name of the article was not displayed, but was set in the same
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size type as the body matter. Although the advertisements
contained not more than fifty words of text and carried no
illustrations, the argument was so skillfully presented that the
resulting sales were surprisingly large.

The stock used in car cards is usually six-ply, enameled surface
cardboard, which permits the use of halftones, wood-cuts, line-
cutsand lithography. Only high-gradestock should be employed
as the cheaper grades will not take colors well or stand up under
the handling they will receive.

The cost of producing car cards depends upon the charge
for the design, the number of colors employed and their reproduc-
tion by lithography or ordinary printing. For 1,000 cards the
cost of stock and press work is about as follows: 1 color, $25.15;
2 colors, $32.35; 3 colors, $41.30; and 4 colors, $48.65. The work
should be done by a concern that specializes in the designing
and printing of car cards rather than by the average job printer
who turns out only a few jobs of this kind in a year. In the
former case the printer, by concentrating his attention on such
work, is able to furnish a superior product. He employs men
who are experts in designing and printing this form of adver-
tising, and although he charges more than the ordinary printer
the superior character of his work warrants the additional ex-
pense. Some of the car advertising companies have service
departments that prepare and furnish the cards at cost.

Car cards are changed weekly or monthly according to the
terms of the contract made with the advertising agent who
handles the business. John Wanamaker once carried on a
campaign in New York in which the cards were changed every
day. The expense involved in designing, printing and placing
them in 10,000 cars was, however, so heavy and the results so
out of proportion to the expense, that, at the expiration of the
contract, he did not renew it. Changing the cards once a week
or every other week is sufficient.

Cost of Street Car Advertising.—Advocates of street car
advertising affirm that dollar for dollar it offers the advertiser
more circulation and more space in which to tell and illustrate
his story than any other medium of national circulation. One
of the largest street car advertising companies that claims to
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control 67 per cent. of the street railway advertising of the coun-
try, during the war quoted the following rates:

“For a three months’ run in all the cars it controls, 50 cents a
month per car; for six months, from 45 to 6214 cents and for a
year, 40 cents. When less than a full run is taken, but not less
than half the cars in any town or group, 5 cents extra.” These
rates do not include the cost of the cards. The present rates
are higher and in a country-wide campaign the cost would aver-
age about 65 cents per car per month.

The total number of street cars in the country that are avail-
able for advertising purposes is 75,000. One-tenth of all the
money invested in street railway advertising is spent on the
passenger transportation lines of New York City.

New Yorkis such a large city and has so many different busi-
ness and residential centers that it is possible for the advertiser to
cover any one of them by using the street cars of a comparatively
few lines. As some sections are regarded by advertisers with
greater favor than others the prices charged for space in the
cars vary. The Broadway and Madison Avenue lines, for in-
stance, command a higher rate than those running through the
East Side. The advertiser can make his own selection of street
railway lines and spend much or little as he may deem best.

The national advertiser can make a contract with the com-
panies handling street railway advertising for a campaign cover-
ing the states or sections of the country in which he has his largest
distribution. The length of the campaign depends upon the
results to be accomplished. As rule it is not advisable to make a
contract for less than six months or a year. Three- or five-year
contracts are numerous. It frequently happens in the large
cities that all the space in the street cars is sold, in which event,
prospective advertisers are sometimes obliged to wait several
months for a chance to get in.

Results Achieved Through Street Car Advertising.—Some of
the biggest businesses in the country owe much of their success to
street car advertising. William Wrigley began advertising his
chewing gum in this medium in 1905. He invested $40,000 the
first year, but the results were so unsatisfactory that he was
about to abandon this form of advertising when he was per-
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suaded to continue, on the ground that he had been using the
wrong kind of copy. The second year’s campaign, in which a
more attractive and convineing line of copy was used, was so
satisfactory that the Wrigley advertising has been running in the
street cars ever since. The amount now annually invested by
the company in this medium is about $1,000,000.

The Coca-Cola Company began its career with an initial ex-
penditure of $300 in street car advertising. This amount was
gradually increased until its announcements were appearing in
the street cars of every state in the Union. This company is
now doing the largest soft drink business in the world and not a
little of its success is attributed by S. C. Dobbs, the president, to
street car advertising.

When the Joseph Campbell Company, manufacturers of
Campbell’s Soups, started its first advertising campaign in the
street cars in New York City in 1899, its total sales per month
in the metropolis did not exceed 16 cases. The appropriation
was a small one, $350 a month, and for this amount only a few
cars could be used. The advertising, however, was so productive
that the number was gradually increased until the company was
using every car in thecity. Then it extended its campaign to
other cities until, in 1910, it was advertising in practically every
street car in the United States. During this period the annual
sales went up to 20,000,000 cans.

In 1911 the company dropped street car advertising and went
into the newspapers and magazines. At the end of three years,
after spending annually four times as much money in these
mediums as in street cars, with no better results, the company
resumed its street car advertising on the same scale as before. It
is now the largest manufacturer of condensed soups in the world.
President Frailey recently made this statement concerning the
company’s experience: “This business, aggregating $2,000,000
a year at retail prices, has been built up almost wholly through
street car advertising.”

Questions

1. What is the annual expenditure for street car advertising?
2. What are some of the advantages claimed for this medium?
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3. What are the limitations as to the number of words that should be used
on a car card?

PP O

. How many selling points should be presented?

What precaution should be taken regarding the use of colors?

. What are the elements entering into the cost of the printed cards?
. How often should car cards be changed?

. How many street cars are there in New York?

. In the United States?

10.
11,
12,

What is the average monthly charge per car card?
For what period should a campaign be run?
Give the experience of the Joseph Campbell Company in advertising

its soups.

13.

What would be the cost of a half-run of cars on New York City’s

transportation lines?

14. If a national advertiser wanted to use all the cars in the United
States for one month what would be the cost?

16. Prepare a car card advertising Ivory Soap.



CHAPTER XVI
DIRECT AND MAIL ORDER ADVERTISING

Direct advertising is the term applied to printed matter that is
sent by the advertiser direct to the prospect, usually by mail. Next
to the personal solicitation of a salesman it is the most intimate
method of selling employed in marketing.

All businesses can use this kind of advertising. Many of the
great industries depend upon it for the bulk of their sales. Small
manufacturers, wholesale and retail merchants employ one or
more of its principal mediums. An examination of the advertis-
ing costs of a well-known steel furniture manufacturer showed
that of every dollar invested 16.4 cents went for overhead charges,
21.8 cents for magazine advertising, and 61.8 cents for direct
advertising, of which nearly one-half was spent for booklets and
folders. The appropriations of seventeen national advertisers
indicate that an average of 38 per cent. went for direct advertis-
ing. T4 is estimated that in 1919 the total amount expended
was nearly $110,000,000.

Advantages of Direct Advertising.—Some of the advantages
claimed for direct advertising are the following:

1. It is Selective and Individual.—The advertiser can pick the
buyers with whom he wants to do business and hammer away at
them so persistently with his battery of argument that their
indifference is overcome and their interest aroused. He can
confine his campaign to one class of people in a single state or he
can extend it to several classes in all the states.

2. It is Confidential.—Through direct advertising it is possible
to get closer to the prospect and talk to him in a more intimate
manner. The latter is made to feel that the message is for him
alone or for a selected group to which he belongs. He therefore
takes a greater interest in it, so its advocates claim, than he does
in general advertising. You can talk to him in a letter, for in-
stance, with less restraint and less formality.

187
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3. It is Forcible—Through its aid you can marshal an army
of facts in such a way as to carry conviction. You are able
to anticipate the objections that may be raised and answer them
beforehand, thus saving time, and increasing the chances of
making a sale. You can go into details and explanations that
would be impossible in other forms of advertising.

4. It is Flexible.—Direct advertising may be employed for
many different purposes. It introduces the salesman to pro-
spective customers or supplements his call. It arouses interest,
creates good will, and establishes confidence. It directs trade
to the manufacturer, to the jobber or to the retailer, as desired.

5. It is Timely.—It can be used to meet an emergency. For .
example, a manufacturer or wholesaler finds at the end of the
season that he has on hand a large stock of a certain article which,
although of excellent value, has not moved as rapidly as it should.
By sending to his customers a letter announcing a heavy cut in
the price he can often dispose of the goods in a few days, thus
releasing the invested capital and preventing a heavy loss that
would have been incurred had he not brought advertising to
bear upon his market.

6. It is Economical.—There is no waste circulation—every
piece of copy that goes out can be placed in the hands of a definite
person who may become a buyer. You can limit or expand
your field of operations in accordance with the amount of money
you wish to invest in advertising.

Mediums Employed.—The mediums employed in direct ad-
vertising are letters, circulars, folders, mailing cards, broadsides,
house-organs, booklets, catalogs, blotters, fillers and specialties.
Because advertising matter coming under this head is usually
distributed through the postoffice it is frequently spoken of as
mail order advertising. This, however, is incorrect.

Mail Order Advertising is the term applied to advertising
employed to sell articles by mail regardless of the mediums
used. Millions of dollars worth of mail order advertising ap-
pears in national publications.

There is practically no limit to the number of articles that can
be sold by mail. This is shown by the success of such concerns
as Sears, Roebuck & Company and Montgomery Ward & Com-
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pany, of Chicago, that handle hundreds of thousands of different
kinds of merchandise, ranging from pins to automobiles, and
from spice boxes to houses. The immensity of the business
carried on by these great mail order concerns is indicated by the
fact that in 1918 Sears, Roebuck & Company sold $181,000,000
worth of goods. It has a $6,000,000 plant, carries a stock of
$6,000,000, owns 40 factories, makes 7,500 vehicles a year
and has 8,000 employees.

Some of the large mail order houses confine their sales to a few
lines of merchandise, often to a single one. The National
Cloak & Suit Company, of New York, which occupies an eleven-
story building covering one end of a city block, does a very large
business in women’s wearing apparel. The Chicago House
Wrecking Company began its career by selling the building
material left after dismantling the Chicago Exposition, and later,
that of the St. Louis World’s Fair. Gradually it enlarged its
scope until it now handles all kinds of merchandise obtained from
receivers’ and sheriffs’ sales. Through advertising it has devel-
oped a remarkable business. It receives 50,000 letters a day
and employs 110 stenographers to take care of its correspondence.
Its daily shipments amount to from 20 to 25 carloads.

The mail order experts assert that outside of the half dozen
or more big concerns that handle all kinds of merchandise the
greatest successes have been achieved by those dealing in goods
listed under the following classifications: medical preparations,
patented articles, specialties, trust schemes, things sold on the
instalment plan, stock corporations and correspondence schools.
The best advice that can be given to persons who wish to estab-
lish a profitable, direct mail business is this—Get hold of some-
thing new, a household novelty preferred. The more practically
useful the article is the better its chances for success in the
market. :

Compiling the Mailing List.—Having selected an article for
which it is believed a strong demand can be created through
direct advertising the next important step is the compilationofa
mailing list. This requires careful consideration for upon it
depends to a large degree the success or failure of the enterprise.
Tt is easy enough to get a list of names from a dozen different
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sources but unless they are the names of persons who may become
interested in, and possible purchasers of the article you are
selling it is worthless.

The important thing to do at the very start, therefore, is to
decide upon the class of people with whom you hope to do busi-
ness. Arethey of the wealthy class, are they persons of moderate
means or are they wage earners? Arethey householders, grocers
or drygoods dealers? Are they young men, widowers or bach-
elors? Are they yachtsmen, golfers or lovers of the races?

Assuming that the article to be marketed appeals to farmers
there are several ways of compiling the mailing list. Upon
application to the United States Bureau of Agriculture or the
Agricultural Boards of the several states lists of the Granges,
agricultural associations or other farmers’ organizations may be
obtained. By writing to the secretaries and offering to pay a
small fee for copying, if they are not printed, lists of members
may be secured. States and country directories and voting lists
are also helpful. The telephone directories are especially valua-
ble in selecting the better class of farmers. In Canada postmas-
ters are required to post lists of mail delivery box holders. ‘

If you want to reach city dwellers you can buy lists of names
from directory publishers. These are so classified that you can
get complete lists of different kinds of people, such as advertising
agents, real estate owners, persons who live in apartments, etc.
Manufacturers of goods in any line of business that are sold to
retailers can usually obtain the names of dealers in these several
lines of goods by consulting the trade papers and the trade
directories.

Desirable lists of names are sometimes obtained through news-
paper or magazine advertisements in which a booklet or other
article is offered to anyone sending in a list of people who might
become interested in the goods.

Importance of Keeping the Mailing List Up-to-date.—After
having assembled the best list of names you can procure it must
be kept up-to-date or its value is soon impaired. It has been
found that mailing lists deteriorate at the rate of from 15 to
35 per cent. annually unless measures are taken to prevent it.
This is due to deaths, changes in address, and other causes. If,
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therefore, the mailing list is not corrected at least once a month
the letters or catalogs sent to some of the names will not be
delivered and therefore become a dead loss. It costs much time
and considerable money to keep the list up-to-date but it is
well worth the price. Many campaigns have failed through the
use of poor mailing lists. Hence the need of being continually
on the alert to make them 100 per cent. efficient.

The number of names carried by mail order houses often
reaches into millions. Sears, Roebuck & Company’s list con-
tains 7,000,000. Some of the insurance companies carry from
2,500,000 to 5,000,000. The Larkin Company’s mailing list
contains 1,000,000 names and that of the National Cash Register
1,110,000. Butler Brothers not only keep a large clerical force
busy on their big mailing list the year round, but also employ
investigators who travel over the country checking up the names
and seeing that their catalogs do not fall into improper hands.

Because of the wide variety of mediums that may be employed
in direct-by-mail advertising it is possible to select one or more
that are especially adapted to the class of people you want to
reach. In some cases letters will be found the most effective;
in others, booklets or folders. When a number of different
things are to be marketed catalogs often produce the best results.
Broadsides and bulletins are used to arouse dealer interest.
Booklets are valuable in introducing a new article or line of
goods requiring more extended description than can be given in
a catalog. Envelope stuffers are advertisements printed on thin
colored paper which may be slipped into an envelope containing a
letter without appreciably adding to its weight. Book publish-
ers use them extensively.

Mailing cards, which have been called “silent salesmen,”
have been found especially effective in paving the way for sales-
men in new territory. The outside of the folded cards carries
a single line of type so worded as to excite the curiosity of the
recipient as to what is inside. Sometimes it is accompanied by
an illustration that serves to heighten his interest. A par-
ticularly good example of this type was a card so folded that the
two ends met in the center of the side containing the address.
Upon it was printed pictures of two fierce-looking pirates standing
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on guard on either side of a brass-bound treasure chest. Across
the top was the inscription ‘‘There’s Treasure Within.” In
opening up the card the lid of the chest was lifted, revealing the
advertiser’s message attractively set forth within.

In using mailing cards it is well to confine their shapes to
conventional forms, except in rare instances. Odd-shaped
cards, and particularly those that are intricately folded, often
fail of their purpose for the reason that the reader’s attention
is so taken up with their novelty of form that he overlooks or
fails to be impressed by the message they carry.

The backbone of the advertising of the great mail order houses
is the catalog. Sears, Roebuck & Company issue two catalogs
a year, each containing from 1,500 to 1,700 pages and weighing
from 314 to 51b. a piece, and 60 to 75 special catalogs. Six
thousand of the large catalogs will fill an ordinary freight car.
As 4,000,000 catalogs are printed and shipped twice a year to the
72 catalog warehouses from which they are distributed, some
idea of the enormous cost entailed can be obtained. Elsewhere
in this volume, (see p. 208), will be found a chapter devoted to
catalog building.

Object of Direct Mail Advertising.—Nearly all direct-by-
mail advertising is designed to produce immediate action. If
the prospect is not urged to respond with a cash order he is
encouraged to send for a booklet with an attractive title giving
additional information, or to ask questions direct about the goods
advertised. The richest crop of business is often developed from
these requests and inquiries, much depending upon the skill of
the correspondence clerks in handling them. p

Advertisers have learned the value of the follow-up and es-
pecially those who are engaged in the mail order business.
Homer J. Buckley, of Chicago, once said that he used to pay
little attention to inquiries written on cheap paper or postal
cards on the assumption that the persons who sent them couldn’t
amount to much and that their patronage was not worth seeking.
One day, however, he wrote a three-page reply to an inquiry of
this kind and found that the writer was a manufacturer whose
early education had been neglected. The correspondence that
followed resulted during the next two years in business amounting



DIRECT AND MAIL ORDER ADVERTISING 193

to $27,000, not a penny of which would ever have gone to Mr.
Buckley had he not answered that misspelled, cheap-looking
letter.

Prompiness tn answering tnquiries and filling orders that are
accompanied by cash is essential in direct-by-mail advertising.
Delays from whatever cause result in disappointment and are
often destructive of confidence. It is a standing rule with the
mail order houses to answer all letters and fill all orders the day
they are received. The wisdom of such a rule is apparent. The
goods are promptly received by the customer who is made to feel
that the firm values his patronage, however small it may be.
Moreover, it acts as a stimulant to further orders. If he wants
something else he knows he can get it without delay. While
prompt service benefits the consumer it also directly benefits
the dealer or manufacturer as he can turn over his capital more
rapidly. The customer has no time to change his mind and
cancel his order.

Some Useful Suggestions.—An offer to send small samples
inspires confidence. It is a good plan to make a nominal charge
for them as it serves to discourage children and curiosity seekers
from writing for samples. Several tests that have been made
show that while an advertisement offering something free will
pull 1,000 replies, it will not pull 200 when a 2-cent stamp is
required for the postage. If a person’s desire for a sample is
not strong enough to induce him to send 2 cents or any other
small amount for it his patronage is not worth cultivating.

Price is often a determining factor in direct advertising, es-
pecially when the privilege of returning the goods is not allowed.
People want to know what an article costs without being obliged
to write to the advertiser to find out.

Sending goods on approval is not usually satisfactory. In the
mail order business you are dealing with people concerning whose
character or financial responsibility you know nothing. It is
just as easy for a thief to send in a request for the privilege of
inspecting your goods as for the honest man. The one never
intends either to buy or to return them; the other will. Not all
who fail to pay for them or send them back are intentionally

dishonest. Some are careless or forgetful; some change their
13
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addresses and do not receive the letters you send them about the
matter; some delay the returning of the articles so long that
they are ashamed to do so, seemingly overlooking the fact that
by this act they lay themselves open to prosecution. The
expense involved in following up those who neither return the
goods nor pay for them not only eats up the profits on those
actually sold, but in many cases drives the advertiser who has
only a limited capital into bankruptcy.

Unless the article that is being marketed is a novelty that can
be sold for only a short time while it is popular, the constant aim
of the direct-by-mail advertiser should be to obtain re-orders.
Except in the case of articles that bring a comparatively large
price there is little net profit on single sales. It is only when
customers repeat—follow up their first by other orders—that a
remunerative business can be established.

Questions

1. Define direct advertising.
2. In the case of seventeen manufacturers cited what was the average
per cent. of the annual appropriation spent for direct or mail advertising?
. Name six advantages to be derived from it.
. What are the principal mediums employed?
. Give the names of three of the largest mail order houses.
. What kinds of goods have been most successfully sold by mail?
. How would you go about securing a mailing list?
. What is the annual depreciation in the value of a mailing list?
. In what way are mailing cards helpful to salesmen?
10. What is the chief object of direct advertising?
11. Why should a small charge be made for samples?
12. Should goods be sent on approval? Why is it desirable to name
prices in direct advertising?
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CHAPTER XVII
BUSINESS GETTING LETTERS

Letters are used to solicit business, to promote friendship, to
ask favors and to insist upon our rights. Of all the advertising
mediums they are the most available and the most easily em-
ployed. A sheet of paper, and a pencil or pen are the only
things necessary for the production of a letter. No business is
so small or so unimportant that it cannot afford to make use of
this form of advertising. Letters may be written by hand in the
old-fashioned way, or on a typewriter; or they can be set up in
type and printed or lithographed. Copies can be reproduced
by the mimeograph, multigraph, Hooven, Underwood and other
mechanical processes.

The following suggestions will be found helpful in Writing
business getting letters:

First—Have something that is attractive to offer to your pros-
pective customer. No one will buy an article for which he has no
use, no matter how good it may be or how reasonable its price.

Second.—Make your letter personal in its appeal. Write in
much the same way you would talk if you were in the presence
of the prospect. Make him feel that you recognize his standing
in the community and want his coSperation and support.

The following letter, which was addressed to printers, is a
good example of the personal appeal style of letter writing.

DEaR SIR:

“Ting-a-ling,” goes your telephone. You take the receiver
off its hook, put it to your ear, and presto!—there’s an angry
customer sputtering on the wire wanting to know why the printer’s
devil you haven’t delivered his job at the hour promised.

That’s incident number one.

Five minutes later, in walks your outside man with an animated
countenance. He slaps a big contract, apparently profitable, on
your desk. You congratulate him, and put it in work. But your
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press-room is only equipped for your usual quota of job work. The
large order is a bomb scattering confusion. To turn it out other
patrons must be neglected; the bigger the contract, the longer they
must wait.

That’s incident number two.

The next morning two of your feeders are among the missing.
Perhaps the wanderlust had seized one, a strong thirst the other.
Two presses remain idle that day and the rest of the boys work
overtime that night. The crippled force crawls through the week.
In the meantime, your outside man is in despair and the dawn
editions of the newspapers carry your frantic appeal in the classified
advertisement columns captioned HELP WANTED—MALE.

That’s incident number three.

It never rains but it pours! You return to your office dis-
couraged, and learn that a dissatisfied customer has dumped a
5,000 lot of 12-page booklets back on you: “Solids on the cover
poorly laid; halftones do not show up well; rotten impression;
poor inks; badly soiled by finger prints; the stuff was promised days
ago and it is too late to use now.” Well, it was really a cylinder
proposition but you had figured low because you could not afford
the expense of extra plates. You solemnly mark the transaction
down on the “We mourn our loss” side of the ledger.

That’s incident number four.

And then comes the postman with thisletter. It deals with your
troubles one by one. Now it tells you that the AUTOPRESS van-
quishes them all. This is what the AUTOPRESS does:

Insures quick deliveries and pleased customers;

Turns big contract emergencies into a mere incident in the day’s
work;

Rises above feeder frailties; always stays on the job;

Splits hairs in register; lays solids of intense density; reproduces
the artist’s proof in halftone work; runs at a guaranteed speed of
5,000 impressions an hour; gives the quietus to three or four platens
and their attendants.

SUMMARY : The AUTOPRESS produces more and better out-
put in quicker time, at lesser cost.

Of course, The Autopress Company want to sell you an AUTO-
PRESS. It is not what they want but what you must have.
Your business problems combine in a Gordian knot, hard to undo.
Don’t try. Cut it with a bold stroke—a keen investment—the
purchase of an AUTOPRESS.

Third—Adapt the length of the letter to the nature of the appeal
and the character of the audience. While there can be no hard
and fast rule in regard to the length of letters, in the majority
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of cases single-page letters will best serve the advertiser. The
head of one of Chicago’s largest letter-writing agencies says that
out of 5,000 letters he has written only five were two pages long.
And yet there are times when short letters are inadequate. If
you were trying to interest a man in an important business enter-
prise, or you wanted to sell him an automobile or a country
estate, a two- or three-page letter would be required to properly
present the information he would need in order to decide upon
the merits of the proposition. When a person is deeply interested
in a subject he will read every line of a long letter providing the
facts are attractively set forth.

Some of the occasions when long letters can be employed to
advantage are these:

1. When writing to & woman, and especially a housewife about
an article that will make her family happier, her home more
cheerful, her children prettier and herself more beautiful, the
paper used should be a delicately tinted bond, of good quality,
and the envelope of baronial size, the aim being to give the letter
an air of refinement. Women do not receive as many business
communications as men and therefore attach much importance
to those addressed to them.

2. When answering letters requesting information regarding your
proposition. If a person is sufficiently interested to ask for
further data he will read all you write in reply. Go into details.
Tell him exactly what you would want to know if you were in his
place. If you have any printed matter that is pertinent to the
subject send that along too.

The mistake of mailing advertising matter under separate
cover when sending a letter of this kind has resulted in the
loss of much business. Although mailed at the same time, the
letter, because it travels under first-class postage usually
reaches its destination first. Any interest it may create in the
reader’s mind is apt to die out because of the delay in receiv-
ing the supplementary literature to which the letter refers. This
situation can be prevented by the employment of a new
envelope device which permits the letter and advertising
matter to travel together but each under its own mail classi-
fication.
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3. When writing to a customer who has purchased your product
to tell him how he can gel the most out of if. People are usually
grateful for any suggestions that will help them to secure better
results from an article they already possess or adapt it to new
uses.

4. When you have important facts to tell a man about his own
business. Distributors of merchandise have found that one of
the best ways to hold customers is to show them how to sell
their products, how to increase their revenues by the adoption
of new methods of salesmanship or a different arrangement of
the goods displayed in the store, or to call their attention to a
new and more economical plan of store management. The
merchant is made to feel that the manufacturer or wholesaler is
interested in his success apart from the quantity of goods he
purchases. Letters bearing upon these and other subjects will
always be read no matter how long they may be.

Short letters may be used to advantage under these circum-
stances:

1. When you have a real bargain to offer and you do not need to
go into details regarding it. If you say too much the prospect
may think you are trying to bamboozle him or cover up a defect
in the merchandise.

2. When asking for an appointmend fo show your goods.
Arguments and explanations in behalf of your line are unneces-
sary. If you state them in your letters the buyer may say,
““What’s the use of telling me all this stuff in a letter and then
asking for an interview to go over the same ground again?”
Therefore, your letter should be confined to a bare statement of
what you have to offer and the request for an interview. If he
is not interested in your line of merchandise he will turn you
down anyway.

3. When sending a catalog, or acknowledging a remittance or
the receipt of an order.

4. When answering an inquiry for confidential information
about a man’s credit, regarding which you have little or no positive
knowledge.

Much care should be taken in the preparation of follow-up
letters, which are an important part of every advertising cam-
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paign, no matter what mediums are used. They may be insistent
without giving offense. In any case they should be diplomatic.
Don’t “demand’ an answer to sales letters. Because you have
written several to a merchant, especially when he is not a customer,
is no reason why he should acknowledge their receipt unless he
has previously asked for information. Merchants in the smaller
cities are not given to much letter writing and object to any
attempt to force replies from them.

Fourth.—Make your business lelters cumulative in interest and
in sales pulling power. The first blow of a sledge hammer upon
a big rock seems to make little impression upon it, but if the blows
are continued for any length of time the rock is finally split open.
It is the accumulative force of all the blows that accomplishes
the result. Similarly under the constantly applied influence of
a series of well-constructed, forceful letters the indifference of the
prospect is gradually overcome, his interest is aroused and he is
won over to the proposition.

(a) Endeavor to form a picture in your mind’s eye of the man
you are addressing. (b) Try to appreciate the local conditions
under which he works or conducts his business. (¢) Try to get a
fairly accurate idea of his likes and dislikes which, in many
instances, may be determined from his environment. (d) Re-
member that there is no man, no matter who he is or where he
lives, who is not susceptible to the right appeal. (¢) When you
have finished your study of the prospect and his local surround-
ings talk to him sensibly, as man to man. Be sincere, friendly,
but not too familiar.

There is no hard and fast rule for building a sales letter.
Different men have different ideas as to how it should be done.
Nevertheless a careful study of a number of successful letters
shows that a certain plan is consciously or unconsciously followed.
Edward H. Schulze, a New York authority on business letter
writing, after examining many letters of this kind deduced the
following paragraph arrangement for a winning letter.

First Paragraph.—Attention getting opening. Creating the
right atmosphere.

Second Paragraph.—Continuation of first paragraph. Show
prospect what your product will do for him rather than what it is.
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Third Paragraph.—Description of your product as the buyer or
user would deseribe it.

Fourth Paragraph.—Argument in favor of the product to be
sold, not a description.

Fifth Paragraph.—Proposition. Attractively worded answer
to the question, “ Why should the prospect buy of you now?”

Closing Paragraph.

There is a wide difference between a newspaper or a mag-
azine advertisement and a personal letter. In the former the
message is addressed to the general publie, in the latter to
an individual member of that public. In the one case we talk
to a few hundred or many thousands or millions of people the
country over;in the second we take each man or woman aside and
tell our story in the direct, personal way we speak to our friends.

Therefore, a good letter writer must be a student of and under-
stand human nature. He must know how to appeal to the differ~
ent types and classes of people. He must have an easy flow of
correct English. This implies, of course, a thorough knowledge
of grammar and punctuation. He should so master the details
of letter writing that each letter of a series he prepares will per-
form its own office and add strength to the entire campaign.
He should keep track of the letters sent out and the results that
follow by means of a card index. Such a record if carefully filed
and studied will save thousands of dollars annually to the direct
mail advertiser.

Fifth—Business selling letters should be correct in form and
printed on good quality of bond paper if they are to impress the
prospect with the dignity and responsibility of the company or
firm that sends them out. People are apt to judge of the charac-
ter of a concern by its stationery, just as we are inclined to judge
of a man’s character by his dress. Swindlers take advantage of
this fact and invariably employ expensive stationery in all their
correspondence with persons whom they are trying to induce
to invest in their schemes.

Siath.—Letters should be properly folded, sealed and stamped. A.
carelessly folded letter with the stamp stuck on any old way and
the address poorly written or misspelled creates an unfavorable
impression no matter how fine the quality of the stationery, or
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how excellent the typography, or how important its contents.
The man who receives such a letter feels affronted that the sender
did not regard him of sufficient importance to see that the mailing
was properly done.

The most glaring evils of the usual type of circular letters are
the use of cheap stationery, the absence of the names of the per-
sons who are supposed to receive them, the misspelling of names,
the omission of a hand-written signature, failure to fold letters
neatly and to affix stamps properly, and, finally, neglect to affix
sufficient postage.

If you want to get a merchant’s attention talk about his
business and show him how you can help him make or save
money. Make it a “you’ letter instead of an ““I” letter. He
is not going to buy your goods to benefit you, but himself. What
you have got to do is to convince him that he can increase his
income and add to his prestige in the community by selling your
product. The primary object of most sales letters addressed to
the trade is not so much to create immediate sales as to elicit
replies for further information, or to pave the way for the sales-
men when they make their calls.

The narrative form of writing is popular with business men.
They like a clear presentation of facts with as little fancy trim-
ming in the shape of decorative language as is consistent with
the subject. If you can arouse their curiosity at the start by a
statement that is new or novel you have a good chance of holding
their attention to the end of the letter. Don’t tell everything
about your product in one or two letters. Say enough to make
the reader hungry for more information. Leave something to
the imagination.

Cultivate conciseness in your letter writing. Think out what
you are going to say before you write it down. A rambling,
pointless letter is an abomination to be shunned. ILearn to use
words that exactly express your meaning and that the average
man or woman can readily understand. The merchant who
receives a letter written in ‘“highbrow” language, which may
be Greek to him, is not going to expose his ignorance by ask-
ing one of his office assistants to explain its meaning.

Get away from stereotyped expressions such as “In reply to your
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favor of the—the contents of which have been carefully noted,”’
“We beg to inform you,”” ete. You wouldn’t use such phrases if
you were writing to a friend because they would make your
letter so deadly dull and formal. Why, then, use them in your
correspondence with business men whose good will and favor you
are trying to cultivate?

Business letters are employed for other purposes than the selling
of merchandise. The sales correspondent of a wholesale grocery
house, in looking over some old ledgers, was surprised to see on
their pages the names of so many firms who were no longer
customers of the house. He made a list of them and after
crossing off those that had gone out of business, and checking
up the others through Dun’s or Bradstreet’s, he wrote them a
diplomatic letter asking why they had dropped out. Eighty
per cent. replied, and of these a majority were induced to resume
their old relationship to the house. At the end of three years it
was found that these merchants had purchased more than a
million dollars worth of goods.

Litile things sometimes nullify the effect of carefully prepared
letters. A strong letter sent to Catholics to arouse their interest
in and secure their support for a Church publication brought
back only one per cent. of returns. This was such a poor record
that an investigation was made to see where the trouble lay. It
was found that the letters had been posted at the Masonic
Building branch office of the post office, and were so stamped.
Most Catholics are strongly opposed to Masonic and all other
secret societies and when those to whom the letters were sent saw
that they were stamped ‘ Masonic Building’’ their antipathy was
at once aroused. When the publishers changed their mailing
station the returns from their letters immediately increased.

‘A manufacturer of toilet articles that are sold by mail, whose
factory and office were located near the Chicago Stock Yards,
wondered for a long time why his mail matter did not pull better.
A shrewd advertiser told him to mail his letters and circulars from
a postal sub-station in a more attractive neighborhood and see
what would happen. He did so and was surprised to note how
quickly his business began to improve.

The business letter writer must be ever on the alert to take
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advantage of changing events in the commercial world. Giving
a news twist to correspondence helps to arouse the prospects
interest.

How many follow-up letters should be sent fo the same person
or firm? The number of follow-ups depends on the profit
that lies in the sale if it is secured. This does not mean the
profits on the first order, if there are chances for repeat busi-
ness, but the profits the sender of the letter might ultimately
expect from the account. Thus, in selling machinery running
into the hundreds or thousands of dollars, it is obvious that
if one sent a letter every week for a year (52 weeks at 2 cents
postage per week is $1.04) the amount thus expended would be
small when the profits on a possible sale are considered. On
the other hand, in selling a $2 article, upon which there is no
chance to get repeat orders, it would not pay to send more than
two letters or perhaps three, as the amount of money allowed for
selling is proportionally smaller. It is best to consider the
number of follow-ups in relation to how much one can afford to
spend to get a sale.

Here is a follow-up letter that brought replies from a large
proportion of the firms to which it was addressed:

DEAR SIR:

Twenty minutes past two.

In half an hour, the afternoon mail will be in. I’'m sitting
here waiting for an envelope with your name in the upper left-
hand corner.

An answer to my letter of November 23d.

That letter went to a great many Meat Packers. And a great
many letters have come in return. Most all of them containing
Keepdry Barrel Cover orders for trial.

One arrived yesterday from the Morton-Gregson Co. Quite
prominent in the meat industry. They think Keepdry Covers are
worth a trial, so they’re going to try them.

And now there are 25. Let’s name a few of them:

Armour, Agar, Buckley, Ballard, Cudahy, Dunlevy, Hammond-
Standish, Hormel, Kalbitzer, Kingan, Lima, Oscar F. Mayer,
Swift and Underwood.

Pretty soon Morton-Gregson will say to ship some more Keepdry
Covers. At any rate that’s what has happened with all the others
—after they have tested out a few.
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I wonder if that mail will bring your trial order. If not I am
going to shoot this little reminder along to-night—just so that you
will know that I sat bere waiting. But it isn’t too late yet.

Concerning Form Letters.—Every concern doing a fairly large
national business receives every day many letters on the same
subjects and which require the same replies. It is obviously a
waste of time to dictate or write over and over again differently
worded answers to the same questions, or replies to the same
complaints.

Hence the economy and convenience of form letters. These
should not be dictated right off the reel as a part of the day’s
work, but should be the result of a close study of the firm’s
correspondence extending over several months. If you will look
over fifty or a hundred letters that have been written on the
same subject you will find some of them much better than others.
In one you discover a paragraph in which the idea is set forth
in an exceptionally strong and clear manner. In another you
observe a phrase or a paragraph that strikes you as specially
clever. One letter has an introduction that is out of the ordinary
and rivets attention. You admire the wind-up of a fourth
letter, or the convincing way in which a complaint is answered
in a fifth.

By combining these or other paragraphs you produce a letter
that covers the subject ina thorough and satisfactory manner and
can adopt it as one of your form letters. By listing a number of
the paragraphs on a sheet and giving to each a number you can
use one or several in dictating other letters by simply giving the
numbers to the stenographer. Pursue this same course in
preparing form letters on other subjects. With these letters
in hand routine correspondence can be quickly disposed of by the
office staff at minimum cost and maximum efficiency.

In mailing circular letters should 1- or 2-cent stamps be used?
Here again no categorical answer can be given. The A. W.
Shaw Company, of Chicago, publishers of business books,
state that they have secured as many responses when letters
bore l-cent stamps as when 2-cent stamps were used. Much
depends upon the nature of the offering and the class of people
to whom the letters are addressed. When letters are sent to
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prospects in rural districts, or elsewhere, who are not accustomed
to receive much mail matter, a 1-cent stamp can be used.

But when, on the other hand, your letters are mailed to persons
or firms who receive a large amount of advertising matter and
many letters every day, your communications have a much better
chance of being read if they bear a 2-cent stamp. Why?
Because, in sorting the mail the clerks are usually instructed to
separate the first-class from the second-class matter. The first-
class mail has the right of way and receives the direct personal
attention of the executives, while the second-class matter is
referred to one of the office staff for examination, in which case
it often happens that circular letters never reach the important
heads of the business but are dumped into the waste basket
unread. Of course, the 2-cent stamp will not insure the de-
livery of your letter into the hands of the person for whom it is
intended, but you may be reasonably certain that it will, in most
instances, accomplish that purpose.

On the Use of Window Envelopes.—Considerable expense can
be saved in mailing large editions of circular letters by the em-
ployment of window envelopes. It costs from $2.75 to $3.00 a
thousand to address envelopes on the typewriter. This expense
can be eliminated if the letters are so folded that when enclosed
in the window envelopes the filled-in address at the top of the first
sheet shows through as the mailing address. If, however, you
have a high-grade proposition to submit to a select list of out of
the ordinary prospects, typewritten addressed envelopes would
be more appropriate and make a better impression.

Return Postage.—When you enclose a post card for a reply it
is not necessary to use a stamped card unless you are writing to
a customer, or asking a favor as, for instance, for the names of
friends or acquaintances who might be interested in your offering.
A Wisconsin concern in order to determine the value of furnishing
stamped return postal cards mailed 3,000 letters enclosing them.
Six hundred came back. As 2,400 were not used those returned
cost 5 cents apiece in addition to the other mailing cost. A
second lot of 3,000 letters were mailed in which the cards enclosed
were not stamped. Of the latter 526 were returned. As no
postage was paid on these cards the firm saved $10 on each thou-
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sand sent out. It is the opinion of most mail order houses that
the man who is sufficiently interested to furnish a stamp for an
enclosed card asking for particulars is a much better prospect
than the one who replies only when a stamped card is furnished
by the advertiser.

On the Use of Enclosures.—In sending out business getting
letters, whatever their character may be, do not enclose several
pieces of advertising matter for they have little chance of being
read. It is a much better practice to use one piece at a time.
When a business man receives an envelope stuffed to the limit
with advertising leaflets, poorly printed, on cheap, thin paper,
he is likely to throw the contents into the waste basket without
reading, on the ground that no responsible concern doing a pros-
perous business would send out such a mess of junk to a pros-
pective customer. One concern that tested the value of various
enclosures found that the fewer the enclosures the greater the
attention given to the letter, the best results being obtained when
a well-printed booklet, giving the history of the product was
the only enclosure.

Signatures.—All circulars, form, or other letters should carry
a personal signature. If sent out by a company, the name of the
president or some other executive should appear below that of
the company, the reason being that the person who receives
such a letter will attach much more importance to it than he
would if it only bore the company name. To many people a
corporation is an intangible, soulless body with which it is
impossible to establish an intimate relationship. If, however,
these same persons are brought in contact, through correspond-
ence or otherwise, with its president or someone else in authority,
they will have an entirely different idea regarding it. To them
the president or other official is the company and can be dealt
with as a person. When they receive eircular or other letters
from an executive of such a corporation they are impressed by
the fact and their interest is aroused.

In the production of facsimile letters in quantities the signa-
ture is printed with the letter, and, when the work is well done,
it cannot be distinguished from the hand signature of the writer.
In instances where the letters are of more than ordinary importance
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the letters should be signed by hand and the name typewritten
underneath in case the signature is difficult to read.

1

Questions

In writing business-getting letters what are some of the things to be

kept in mind?

2.

Under what circumstances can long letters be employed to advantage?

3. When is it advisable to use short letters?

b G RGO =

10.
11.
12.
13.
letters
14.
15.
16.

Before writing a letter what should you do?

Give Mr. Schulze’s plan for writing a business getting letter.
What are the qualifications of a good letter writer?

Why should special care be taken in the selection of stationery?

. What are some of the glaring evils of circular letters?
. How can you quickly get a merchant’s attention?

What form of letter writing is popular with business men?

Give several stereotyped phrases that should be avoided.

When should follow-up letters be discontinued?

What suggestions can you make concerning the preparation of form
?

In mailing circular letters should 1- or 2-cent stamps be used?

When are window envelopes to be preferred over the ordinary kind?
When should return postage be enclosed if replies are desired?



CHAPTER XVIII
SUGGESTIONS ON CATALOG MAKING

The most important mediums employed in direct advertising
are letters, folders, booklets and catalogs. They are the back-
bone of practically all mail order advertising campaigns and a
vital necessity in the marketing campaigns of general and tech-
nical advertisers. Of these catalogs are depended upon for the
heavy work. They are used to back up newspaper and maga-
zine advertising; to obtain new customers and to hold those who
have already been lined up; to pave the way for the visits of
salesmen, and to secure direct orders from places to which it is
not feasible or possible to send salesmen. Through catalogs the
manufacturer can present information that cannot be presented
in newspaper or magazine advertising.

Charles W. Beaver, in speaking of the characteristics of the
catalog, says:

*The catalog must be your personal representative, duly accredited,
backed by your word, vested with the authority of knowledge, and
lacking none of the polish essential to the most profound courtesy.
Lacking the magnetism of the human voice its cold type must be in-
fused with a message so true, and its every page so suggestive of uses and
applications that the prospect is made to see each article as his own.”

The fact that a large amount of money is wasted annually upon
catalogs and booklets that are thrown away unread because they
areunattractive, or haveno real selling value, showshow necessary
it is that we should know how to prepare the kind that will market
the goods at a profit to theadvertiser. The contentsof the waste-
paper basket of the average busy executive ought to be a con-
tinual warning to every advertisement writer if he would save
his own work from a like fate.

A Catalog in Physical Appearance and in Text Matter Should
Reflect the Character of the Firm by Which It Is Issued.—Much
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depends upon the first impression it makes upon the prospect when
he opens the envelope containing it. If it has an attractive cover,
is printed on good paper, is appropriately illustrated and contains
information of value to the recipient, it will receive the attention
it merits and will be kept for future reference.

No business house of standing would think of sending out on
the road a salesman who is slovenly in dress, boorish in bearing,
and cannot talk to a customer in an intelligent manner. The
salesman, when he calls upon a merchant, is, for the time being,
the house he represents. If the impression he makes is favorable
the firm back home profits by it; if it is unfavorable the reputation
of the house suffers.

Catalogs Are Silent Salesmen, Deputy Ambassadors of Busi-
ness, Sent Out to Promote Sales.—Like salesmen they must have
a certain personality to win attention and favor. They should
have an inviting, prosperous look that will make the recipient
want to study them carefully. They should present facts about
the merchandise offered in such a clear, straightforward way
that they will gain the reader’s interest and confidence and induce
him to send in his order.

The three kinds of commercial catalogs:

1. The mail order catalog, designed to reach the consumer, is
abundantly illustrated, contains full descriptions of the articles
offered, numbering in some cases 150,000, quotes lowest prices,
and gives full directions for ordering and paying for the goods.

2. The wholesaler or jobber catalog, which is sent out by the
manufacturer, is confined to brief descriptions of the goods, a
list of sizes and prices, and the terms under which they are sold.

3. The retailer catalog, also distributed by the manufacturer,
and frequently by the wholesaler, contains, in addition to much
of the information presented in the wholesaler’s catalog, a list
of selling points or arguments showing the superiority of his
goods over those offered by competitors; statements regarding the
profits to be derived from handling them; and a list of dealer
helps furnished, such as advertising cuts, window trims, cut-outs,
display cards, posters and other materials.

Catalogs in many cases are issued monthly and in others

only twice a year, in Fall and Spring.
14 .



210 ESSENTIALS OF ADVERTISING

Every Catalog or Booklet Should Have a Plan Behind It.
Next to letters, catalogs and booklets are the most intimate form
of advertising and therefore special care should be given to their
appearance and contents. A catalog is not hastily pitchforked
together, but is deliberately planned and executed.

Before the details of mechanical construction are taken up,
decision should be reached as to its character and purpose, the
style or method of presentation, and the class of people to whom
it is to be sent. Then comes the consideration of its physical
features—the size, cover, paper, illustrations, type, use of colors
and the binding. If these things are determined beforehand
there will be no confusion and no misunderstanding on the part
of the printer as to what is required of him. It is just as neces-
sary for the advertisement writer to have a plan for the production
of a catalog as it is for the marine engineer to have a plan for the
ship he is about to construct.

Things to Be Considered.—Most catalogs are not as volumi-
nous as they were years ago owing to the present high cost of
paper, engravings and printing, but what they have lost in bulk
they have gained in attractiveness and in pulling power by the
use of color. These are important factors in selling merchandise
through the printed word. The fact that national distributors
in their magazine and newspaper advertisements frequently
request readers to send for a booklet or catalog indicates that
they do not depend entirely upon periodical announcements to
market their goods. Technical advertisers especially rely upon
catalogs to make sales. In one respect a catalog is better than a
flesh and blood salesman—it can illustrate an entire line and keep
it before the buyer indefinitely. In other words, it is a show room
as well as a salesman, a combination that is of great advantage in
selling merchandise in remote towns not covered by theregular
salesmen.

The Introduction.—Every catalog should start off with a live
message from the advertiser to his customers or the prospects
who are to receive it. This should outline the policy of the house,
tell of its business methods, and give a general idea of the char-
acter of its products and its facilities of manufacture. Sometimes
it is well to say something about the personnel of the firm and
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their experiences in developing the business in which they are
engaged. The introduction should not be a dry recital of facts,
but a statement that is full of human interest. It should make
the customer feel that in trading with the firm he is dealing with
real men and not with a thing that has neither soul nor feeling.
If written in the right spirit it will give to the pages that follow
added interest and pulling power.

The Problem of Size.—The first thing to be decided upon in
considering the physical aspect of the catalog is its size. It
should be large enough to comfortably accommodate all the text
matter and illustrations you can use to advantage and yet be
small enough to be easily handled. There are a few concerns
that, because of the number of their products—especially in
hardware—publish catalogs a foot thick and weighing 12
or 15 lb. Recently, however, a tendency to issue several
catalogs, each devoted to a different kind or line of mer-
chandise, has been noticed. While the cost of production is
greater this is more than offset by the saving effected in their dis-
tribution. Many merchants carry only a single line of a manu-
facturer’s products. Why go to the expense of mailing them a
catalog of 2,000 or 3,000 pages when one of 100 pages describ-
ing the goods in which they are interested, would meet all their
requirements?

Hitherto it has been somewhat difficult to select from the many
different sizes of catalogs the one that would best serve the
purpose of the advertiser. Both advertisers and printers have
long wished that the time might come when catalog sizes would
be standardized, because of the saving of time, cost and labor
that would follow. The first concerted attempt to bring this
about was made at a conference of representatives of the United
States Chamber of Commerce, the United States Department of
Commerce, the National Association of Purchasing Agents and
twenty-six engineering, printing, paper and allied associations,
held in Chicago in 1918.

Three standard sizes were recommended as a result of their
deliberations: 6 X 9, 714 X 1034 and 8 X 11 in. The
Purchasing Agents preferred a single size, 714 X 1034, or its
half-size, saddle-stitched so that the catalog will lie flat. Tts
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advantages are that it fits in a standard letter file and thus makes
possible a uniform filing and indexing system; it effects economy
in filing space and thus insures the instant availability of the
catalogs when wanted. This size page can be cut from standard
size sheets of paper without waste and can be folded on all makes
of folding machines. Eighty per cent. of the printing presses
now in use can economically print it in 16-and 32-page page-
forms. One of the largest catalog printers inthe country has con-
centrated production on the 714 X 1034 size.

Selecting the Cover.—The cover should be of heavier weight
and of more durable stock than the paper upon which the text
is printed. Its toughness and color should depend upon the
amount of handling the catalog is to receive. In trade catalogs
that are frequently consulted the cover should be dark in color
80 as not tosoil easily, and tough in texture so that it will with-
stand hard usage. Choose a cover that will be in keeping with
the business that is being advertised. The cover of a refrigerator
manufacturer’s catalog that attracted much attention was a
light green; that of a water-heater and furnace manufacturer,
red and yellow. Dark browns, blues and grays are in demand for
machinery catalog covers. Jewelers use white and bright tints
while light gray is favored by schools and colleges. Excellent
cover color effects may also be secured through printing.

Kind of Paper to Use.—For catalogs in which line cuts and
coarse screen halftones are used newspaper stock is employed,
but for those in which artistic typographical effects are sought
coated papers are necessary. There are several kinds of
finish—high, medium and dull or semi-dull. The latter is much
easier to the eye than a high finish and takes a better impression.
All coated papers have a grain running lengthwise of the sheet
in the roll as it is manufactured. When cut into sheets care
should be taken in printing to have the grain so run that, when
folded, they will not crack.

The Different Finishes of Paper Are Machine Finish, Super-
calendered, Coated, Plated and English Finish.—The machine
finish is produced by the steel rolls through which the paper runs
in the course of manufacture. Super-calendered finish is given
by passing the paper at high speed between steel rolls under
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heavy pressure. Coated paper is paper to which a thin layer of
white clay has been applied to give it body and an extra-smooth
surface. Plated paper has a surface somewhat similar to that
of super-calendered paper, produced by pressing it between steel
plates or rolls. English finish is given by introducing a small
amount of clay into the paper pulp during the process of
manufacture instead of adding it to the surface after it is
made.

It should be borne in mind in selecting paper of any class that
there are many different grades and weights of that class produced
by the many different mills. Unless you are careful you may
find when you come to print your catalog that the paper instead
of being clean and clear is muddy and dirty, although the finish
and weight are exactly what you ordered.

Type.—What kind of type shall we use in printing the catalog?
It depends largely upon the nature of the product. Quality
may be indicated by the type faces used.

Experts say that Caslon Old Style stands supreme as a good
readable type and that it is as popular to-day as when first cast
many years ago. Some type faces, while artistic in outline, are
not easily readable or pleasing when used in combination with
cuts except when they have been modernized. The body type
faces in common use in catalog printing, in addition to Caslon,
are French, Century and Roman Old Style, Old Style Antique,
Cheltenham, Bodoni, Modern Roman and Scotch. Type faces
generally used for display purposes include Jensen, Della Robia,
Cheltenham Bold, Bookman, Post Old Style and Bewick Roman.

Lines set in capital letters need more leading than those set in
lower case or small letters. It has been found by experiment
that the length of line easiest to read is 234 in. It can be
read at the rate of 61{¢ words per second. A very short line,
singularly enough, is as hard to read as a very long line. Black
letters on a white background form the best combination in
printing provided the paper is not high-finished, coated stock.

The size of the type should be in proportion to the size of the
catalog page. Ten-point is recommended for the ordinary size
page, although 12-and 14-point can be employed to advantage
when the page is 9 X 12 or larger.
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Cuts and Illustrations.—In order to secure the best results in
the reproduction of illustrations the cuts or plates must be made
with due regard for the work they are expected to do. The two
most popular kinds are line cuts and halftones. The use of wood
cuts, once in favor with catalog makers, is a fast dying one. The
character of the cuts depends upon the kind and quality of the
paper to be used in printing. It is therefore highly important
in ordering them from the engraver thathe be furnished these facts
in order that he may produce the right kind of plates. High-
grade line cuts which are almost etchings in effect are more
applicable to high-quality advertising than the ordinary half-
tone. In technical advertising halftones are preferable.

The proper screen for halftones when a dull paper is to be used
is 133 lines to the inch and for coated stock from 150 to 175
lines. As we already know, a screen is a sheet of glass upon
which parallel lines are drawn at right angles to each other, the
fineness of the screen depending upon the number of lines to the
inch. These lines break up the surface into dots. On the
negatives the shadow dots are sometimes allowed to run a little
larger than for ordinary work, according to the ability of the
paper to take care of the spreading of the ink. The larger dots
in the high lights permit of deeper etching. Because of the
absorbent qualities of the paper and the pressure required to get
a good impression the plates have a tendency to flatten out unless
they are treated in this way. If you want a good job of printing
do not use old and new cuts together on the same page. The
old cuts, being worn, will not show up as well as the new.

Binding.—Up to 80 pages, the stock being on the basis of 25
X 38-80, the catalog should be saddle-stitched, with two wires
through the cover, trimmed flush. If 7 X 10 in. in size,
three wires will give additional strength. The cover, which
should be tough, but not too thick or of too hard a finish, should
be sufficiently porous to take the glue. If the stock is heavy it
should be scored so that it will crease properly and not break
away so readily when glued to the book. No catalog over 1
in. in thickness should be wired. Catalogs that are to be
handled much should be hand- or saddle-stitched so that they
will lie flat when opened.
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Distribution.—Catalogs run into money very fast. There-
fore they should not be sent out indiscriminately. See that your
mailing list is kept up-to-date and contains no ‘“dead” names.
There is a certain waste that cannot be avoided, especially when
an advertiser offers to mail a catalog on request. Many persons
who have not the slightest intention of buying will write in for
copies. The sales department of one of the best known auto-
mobile concerns in America once received a request for a catalog
written on the crested letterhead of an exclusive coast hotel.
In an effort to further interest the prospect several letters were
written to him, but they elicited no response. Finally the
manager of the branch office nearest the place where the hotel
was located was instructed to call upon the writer.

Visions of the sale of a $4,000 car flitted through the agent’s
mind as he made the forty-mile trip. When he arrived at the
fashionable hostelry and asked that his card be taken to the
room of the guest whose name was signed to the request for
the catalog, he was told that no one of that name was stopping at
the hotel. The automobile agent insisted that he must be there.
The clerk thought a moment and then suddenly exclaimed,
““Sure he’s here! He is the head bell-hop.” They went to the
boy’s room, where they found enough automobile catalogs to
fill a bushel basket, not one of which cost less than 40 cents, and
several as much as $3.

Export Catalogs.—Now that the United States, as a result of
the great war, is actively engaged in foreign trade, catalogs
are being largely depended upon to carry the business messages
of our manufacturers and merchants to foreign countries. 1In
preparing catalogs for distribution among people whose language,
customs and traditions differ materially from our own, certain
things must be taken into consideration.

Catalogs Should be Printed in the Language in General Use in the
Counlry to Which They Are to Be Sent—Hundreds of thousands
of dollars have been wasted by the United States exporters on
catalogs printed in English and circulated in South America
where Spanish and Portuguese are the only languages spoken
by more than 90 per cent. of the population. Don’t send catalogs
in English to any of your foreign customers unless you know they
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understand that language. If you wish to do business in Brazil
your catalog must be printed in Portuguese; if in Argentine
and other countries of South America, in Spanish. Another
point to be remembered is that you should avoid the use of
American slang or colloquial expressions.

In describing your goods give full details—leave nothing to the
imagination. Remember that the buyer may be unfamiliar
with the product you are selling or he may never have purchased
merchandise in the United States. He wants to know all he
can about your firm, your goods and your method of doing busi-
ness. Make everything so plain that requests for further infor-
mation by letter or cable will be unnecessary.

In Giving Weights and Measures Use the System in Vogue in
the Couniry tn Which the Catalog s to Be Circulated.—The Metric
System is in general use in Latin America, France, Spain and
many other countries. It is not advisable to print prices except
when the catalog is to be distributed among consumers. Better
print the price list on a separate sheet.

Make Your Catalog Durable.—Cheap paper, flimsy covers,
poor printing and careless binding are a poor investment in
angling for export trade. If it falls into the hands of a good
prospect or is received by a customer it will be constantly used
and consulted, and therefore should be so well built that it will not
fall apart after it has been consulted once or twice.

Use Illustrations Freely, but Seeto It that They Do Not Misrepre-
sent the Goods.—Lying pictures will destroy confidence as quickly
as lying text. If you can put local color into your illustration
you will greatly enhance the value of their appeal to your for-
eign audience. When you have an English catalog translated into
another language have the work done by a person who is thor-
oughly conversant with business terms and practices in both
countries. Several New York exporters who cater to South
American trade have their translations made in Rio Janiero,
Buenos Aires or Santiago because of the superior quality of the
work done by native translators. You can secure the addresses
of reliable translators here or abroad by writing to the editor
of any one of the leading export publications.
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Questions

1. For what purposes are catalogs used?
2. In what respect should a catalog reflect the character of the advertiser?
3. Name the three kinds of catalogs.
4. What points should be determined before the actual work of con-
structing the catalog is begun?
5. In what respect is a catalog better than a salesman?
6. What should be the character of the introduction?
7. What three standard catalog sizes have been adopted?
8. What things should be considered in selecting the stock for a cover?
9. Name the different finishes of paper.
10. Name some of the type faces used in catalog printing.
11. What length of line is easiest to read?
12. What size of type is recommended for the ordinary size page?
13. When cuts are ordered of the photo-engraver why should he be in-
formed as to the character of the paper to be used?
14. When should a catalog be hand-stitched? When wire-stitched ?
16. In distributing catalogs what precautions should be taken to prevent
waste?
16. Give several practical suggestions for the preparation of export
catalogs.
17. In what language should a catalog be printed that is to be distributed
in Brazil? In Argentina?



CHAPTER XIX
THE MISSION OF THE BOOKLET

A booklet has been defined as ““a salesman traveling by mail.”
Some of the suggestions made in the preceding chapter con-
cerning the selection of paper, covers, and type dress for a
catalog, apply with equal force to a booklet. In the catalog,
as we have already seen, we deal with classified information—
.price lists, simple or technical descriptions of many articles of
merchandise, with accompanying illustrations—that usually
bulks large and is frequently referred to by those who are in-
terested in its contents.

In the booklet, on the other hand, we present arguments in
favor of the articles or services offered and give reasons why they
should be purchased. We go more into details than is possible
in newspaper or magazine advertisements. Often booklets
contain entertaining stories about the firm and its manufacturing
processes, statements about its policies, the distribution of its
goods, and such other matters as would appeal to the public
who buy, or the retailers who sell its products.

““ Reason, sunlit with tmagination, should characterize the ideal
booklet,”” says an advertisement writer. “Put a lLitle of the
pink flesh of imagination on the dry bones of logic.” Argument
will sell golf balls to a golf player, but not to other people. If
you want to influence the latter you must appeal to their imagina-
tion through pictures of scenes on the golf links and descriptions
of the pleasures and benefits to be derived from the game.

In Writing a Booklet the Story Form of Presentation Will Be
Found Particularly Effective.—People like to read stories, what-~
ever the subject, if they are well told and have a human interest.
Men and women are only grown-up children. In their kinder-
garten days they were taught many important facts about the
animal and vegetable worlds by means of stories related by their
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teachers or parents. In their mature years they are still sus-
ceptible to this kind of instruction, but insist that the matter
presented shall be of sufficient importance to be worthy of their
attention. When you write a business story be sure you stick to
facts. It’s so easy to exaggerate and misrepresent in order to
make the narrative grip the reader that unless you are constantly
on your guard you will find yourself spinning Munchausen tales
that no one will belie