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Business Clubs—The *‘Mixer'’—Commercial Art—The *‘Pull”
Of “Branded’’ Goods—Winning The Consumer

EXPERT COMMERCIAL HINTS

(By OneANISER.)
The head of

ed, quite recently, by a famous lie-
gent Street milliner who persuaded

famous businesa’ rising young actress to ‘pose’ in

house once conﬁé;md to me that for|hats. This one illustration will sug-
many years he fought shy of business gest o hundred others to the business

cluts, considering them a

gheer | man dealing in 8 commeodity that

waslo of time and & systematic pick- ! would lend itself to picturesque
1 photegraphy.

ing ol good men’s brains by the in-
efticient and unintelligent.  Then he
went on to admit that he was even-

tually won over by reading in a little h
Tl ) ronding Hiranded’ goods, has proved by for

business house organ published to a
rival firm an article that solved for
him one of his own most pressing
business problems. He decided that
if there were men big cnough to pass
on to their colleagues the fruit of
their experience and knowledgs he
preferred to be on the side of the
angels and to contribute, where possi-
ble, his own queta to the evolution
of business. Undoubtedly the clash
and stimuluz of minds in the great
weorld of commeree becomes increas-
ingly indispensable as conditions
grow more complex end problems
are difficdt of eolution.  The big
business mind can go on giving out
to lesser men; 1 has always some-
thing in veserve and #t is alwavs
assimilating = something  new., Tt
realises, moreover, that it can often
learn from the lesser men.

‘Brandod’ Goods

The cult of the trademark, or
tunes running into huge figures the
wisaom of the old adage—particular.y
in businces—that "honesty 1s the besi
poicy." When a man ‘brands’ or
trademarks  his  commodities he

_backs them with his own reputation.

Unfor-lan the market with a label.

He gives them a name—to all intents
and purposes he writes his signature
upon them. He stands or falls, in
a word, by the honesty of his busi-
ness policy. He knows that unless
he puts gcod value and good work-
manship into every article turned

out of his factory bearing his
‘brands,” his reputation will suffer.
For some unaccountable reason

there was at one time an extracrdin-
ary prejudice against branded goods.
Manufacturers whs had grods  to
sell  that were sans peur et sans
reproche fought shy of placing thens
Thex

tunately, it is an undenable fact!were afrald it "cheapened’ their ap-
that the “elique’ spivit is still too pre- peal; would prejudice unfaveurably

valent in many bu
with ail their disadvantages an
shuses, they can novertheless be
made 4 provochtive intellectual ren-
dezvous where tho Jeaders of busi-

ness thought can set the pace fory

those of lesver acumen
business experience.
have never attended such a
nieeting without hearing at least one
brilliant “speaker who shed consider-
ahle Wght on some one or other of
the vous phases of commereial
commlexitics, and jllumined some re-
aion of business pevehology from the
point of view of master or man.

and shorter

The *'Mixer”

There is of course the someswhat
futile type known in certain circles
ag the “mixer.” And the confirmed
“mixer”’ is as » rule a pecuharly un-
productive person.  Ie ‘inixes’ so
persistently—gonerally with a crowd
of gimilay & and time-wasters—
that he leaves himself no time to
pursuce his own business and to think
his own thoughts. This type it i-
thab has* broughi bad repuie to the
business club. It is the typé that
is responsible for the “elique’—for
the indefensible, deliberate scandal-
mongering that right-minded busi-
ness men would at one time have
regarded as the privilege of ths un-

fair sex. Curiously enough, there is
one extremnely  suceesaful  business
elub  whose rules of membership

admib both sexes whore thers ie o
gt refreshing abseneo of this de-
plovable spirit.  Tho influx of cap
lable and olten brilliant women into
the business world has proved a re-
velntion,  The best of them have
worn away the old cliches that wo-
nmen are incapable of so-operation;
that they caunot see vital issues in
the large.  Lor o long time before
husiness women came into thoir cwn
in this country America had ‘tricd
cut’  this  business collaboration.
Heads of enormous undertakings de-
caved theiy women seeretaries in-
v:tlunblg; gave them . directorships
und a voice in their business coun-
cils; had the wit, in short, to gauge
thoir - cssentinl capabilities and to
emplcy them accordingly. DBusiness
men jn this country are rapidly fol-
lowing suit.

Commercial Art

The head of a famous house that
deals in children’s woar, for instance,
roalised that n woman artist would
almost certainly turn out more at-
tractive ‘children’ pictures than a
man.  Commercial art is a splendid
field for the women who have had
& gocd art-school training but who
realise they never paint an epoch-
making pieture. Advertising experts
are all agreed that an illustrated
advertitement has twice the ‘pulling’
power of lotter-press alone. Mors
than one business house with a
world-wide reputation owes ité suc-
cess to ‘first-rate commereial art; in
a word, to ‘picture’ advertisements,

an artist on their staff to co-operate
with - the advertising manager even
when they employ ‘outside’ agents
fer the planning of a big publicity
cunpaign. ¢ Another phase of com-
nierc’al avb that is rapidly coming to
the fore is commercial photography.
i Undoubtedly there are many in-
stances i which.a | hotograph is a
superior ‘draw.” - Naturally, the field
I'is limited by the type of paper used.
The idea is mainly practicable in
the better-class - illustrated wooklies
and monthlies printed on-geod paper;
but whon tho photograph is good and

ss clubs; bub;the wealthy buyer.

Personally, T ¢
elub !

Quite a number of firms have such

Some ef the
mest suceessful combatants of thiz
clroneous impression have been the
vavious manufacturers of high-class
woollims, for the quality of which
thiz country is world-famous. Buy-
crs of woollens came to the industrial
reeently held in Londen from
o ceruer of the glebe  And the
et stulls were those representing
two lines of 'branded’ woollen good-
that frum the eutset have pursued
tis policy of backing their ‘brand’
with  their reputation.  Ancther
highly successful branded line is a
vertain hat—a mueh more difficul:
preposition,, for women are notovious-
ly averse from any form of sartovial
standardisation. But the manufac-
turers  determined,  when  they
‘branded’ the hat in questicn, that
althcugh they were standardised
models they should be irresistible.
And they were. Their -output has
steadily Increased both in this coun-
try and cver g wide foreign «nd eolo-
wmial ficld. As for tinned goods—
mgats, fruils, ete., the wise house.
wife demands the branded lines
that by their brand earey convie-
tion of exeellence.

Winning The Consumer

The linking up of sales effort—ou
vortising and salesmanship, the re-
tailer and the public—comprises ti.
day’s work and the day's thought ol
the merchant with goods to sell.
And very often the toughest nut to
crack is Mr. Retailer. There is on
record a  striking instance of his
obduracy in the case of the manu-
facturer of o high-class commodity
to whom the retailers in o certain
tewn turned o deaf ear. The price

was too high, they declared. With
such  discouragemont  confronting

them, the advertising agents agrecd
with  the manufacturer that it was
useless to advertise in the press of
that - particular locality. Then an
cnterprising salssman—a young new-
comer—had a brilliont idea. He had
no false pride; ho simply set forth
tc make house-to-house eanvass of
the heusewives in that town; with
the result that his eloquence-—back-
od by his samples—won over so
many that the retailers were com-
pelled to supply the demand thus
croated. It was not long before the
advertising agents ‘got busy’ in the
neighbourhood to multiply the fruits
of ‘that individual effort. Naturally,
advertising, always advertising, i
the secret of consumer’s goodwili;
goodwill that goes on increa ing frovn
vear to year. And advertising alon
is a subject that demands tu
keonest  brains and the riche !
experience of experts trained to wn
the consumer.by the power of in
printed word—and - picture.

Undoubtedly the entry into the
advertising field of journalists and
artists has done much to speed the
progress and increase the resuits of
the ‘appeal direct’ to the buying
public. The rigid line of demiz'a
tion that at one time existed between
the artist and the business man has
been broken” down: And this very
fruitful co-operation has for perman-
ent vesult the bettcrment of busi-
ness: ol business methods and busi-
nosg othies; and, of nore importance
te the business man with imperial
amnbitions, of business growth. Here
we have one supreme lustration of
the jower of the ideal business club
that under one roof can link the
creative minds of every sphere of

the subject chosen a happy one, it

has immense pulling power.' Tho
‘wocioty’ pages.of fashionable picto-
rinls aro an infallible draw ; the same

! idon transiated. to the world of ad-

vertising has beon admirebly execut-
; e

human thought and give to business
—in tho new conception ¢f the word
—-an intellectual impetus and an
imperial impulse that will hasten the
advent of the new era of md.
trinlism that for years has been the
pre-occupation of ‘Parliatient as wolj
ae of progressive business . n
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