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INTRODUCTION

AT an Art Exhibition a few years ago when Futurists
flew high, the judges awarded a prize. Their verdict
met unanimous acclaim until somebody suddenly dis-
covered the prize picture had been hanging upsidedown.
The joke, after all, was not on the judges. It was on a
form of self-expression so timid beneath all its bold ranting
as to classify as a “picture” a design which literally meant
nothing to anybody but the man who painted it.

Now let us jump to the other extreme.

The most objective of men, the one in the whole world
least like our subjective futurist artist, is the sailor hanging
out ship’s lanterns. Utterly regardless of his own aesthetic
preference, he puts every night on one side of his ship, a
red light; a green light on the other. He is the ideal ob-
jectivist—the perfect messenger. With absolute certainty
he knows every sailor on the seven seas, regardless of age,
nationality or dumbness, will recognize instantly and ex-
actly what each of these lights signifies. And act accord-
ingly.

Advertising is a message. Or it isn’t anything! There is
no law to prevent anybody printing something as secre-
tively self-centered as the futurist’s upsidedown picture,
and still calling it an “advertisement.” On the other hand,
any advertiser who wishes, may be about as universal as the
objective sailor’s red-and-green lanterns.

Advertising is a message to a few open to all. Vanity

flatters us into considering our advertisement a single mes-
I



2 MANUAL OF MODERN ADVERTISING

sage to a million people. More importantly, perhaps, it is
a million messages—each to a single person! For no matter
how many million people see an advertisement, its mean-
ing in each case is intensely individual. No two people are
affected exactly the same way by the same appeal. Each
interprets according to his own needs. Or emotional experi-
ence. Furthermore, precisely the same words as used by
two different senders may mean two quite different things.
Take the word “quality.” Think of the difference between
its meaning as used by Tiffany’s and by a ship’s chandler
in New Bedford. The most successful advertiser is, of
course, the man who can best deliver his exact message
exactly to those for whom it is intended. Stripped bare of
complications, therefore, advertising, like other messages
more privately delivered, involves only three dominating
factors:

A. The apvertiser—sender of the message

B. The prospEcT—receiver of the message

C. The MEssace

To determine the effectiveness of a given advertisement;
or, more importantly, to design an advertisement that wil]
be effective, we need not bother with technical factors.
Better first inquire into three major questions:

I. Has the sender any message worth sending?
2. Is the receiver worth a message?

If so, how much? And what kind?
3. Will the message turn the trick?

If a fairly enthusiastic affirmative answer is found for
these major problems, we may fairly assume that all minor
points can easily be adjusted. First, then, consider:

A. THE ADVERTISER. Has he something worth saying?
Can he afford to say it? Any business man in search of
customers presumably has something to say. Presumably,
he is able to deliver his message in some degree at no ex-
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pense whatever. Any intelligent advertising that costs
nothing is, presumably, good advertising. If all advertis-
ing were free, practically all advertising would be profit-
able. The real point, then, is not so much “Can an adver-
tiser afford to say something?” as “How far can he afford
to say something?” That, of course, depends on two other
factors: 1. Who is to receive his message; 2. What the
message is.

B. TuE prospecT. The value to the sender of a given
advertising message of any given receiver of that message
—actual or potential—is, in every case, determined by two
factors: 1. Can he buy? 2. Will he buy?

Ability to buy is, of course, beyond advertisers’ control.
Willingness to buy, on the other hand, depends somewhat
on his efforts. In the main, willingness to buy may, in fact,
be determined in no small degree by the effectiveness of
an advertiser’s message.

C. THE MESSAGE, in turn, depends on 1. The Offer; 2.
How the Offer is presented; 3. How the Offer is trans-
mitted. Analyzing these three elements in that order, we
find first that the “Offer”—whether stated or implied—in
any advertisement consists, practically always, of only two
elements:

1. The article or service proffered.
2. The proposition made.
The presentation of the Offer, however simple its terms,
is a bit more complicated. Here for the first time, we reach,
technically, the advertisement itself. In this we must of
course consider:
1. The Contents of the advertisement
a. Its Objective (or aim)
b. Its Idea (or interest angle)
¢. The Offer (as above)
d. Its Wording (or “copy”)
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2. The Appearance of the advertisement
a. Pictures
b. Arrangement, including layout and typography.

To an advertiser not particularly interested in results,
these three divisions just mentioned—SENDER, RECEIVER
and mEssagE—furnish a sufficiently practical working plan.
Any who happens to be particularly interested in the re-
sults of his expenditure must, however, add to these three
divisions still a fourth division. That is

D. EFFECTS OF THE MESSAGE.

1. Effects Inside Man’s Mind

2. Effects on the Outside World

3. Results—what are they and where to expect them
a. How to Predict future results
b. How to Test current results
c¢. How to Check up actual accomplishment

To prevent this book swelling into an encyclopaedia, the
nature of the advertising messages we may examine accord-
ing to the foregoing formula, must be sharply limited.
There are too many kinds of advertising. The coquette’s
smile, the salesman’s spats, the broker’s golf and the
banker’s yacht, are all forms of advertising. Some enthusi-
asts have even mentioned the rainbow!

For our purposes, therefore, advertising is limited by
definition to an expenditure of money in a professional
medium as an attempt to secure profitable results in com-
mercial quantities.

Even if these pages had room for all advertising’s
picturesque ramifications, we would find there but little in
common. Only by disregarding thousands of pages of more
or less amateur self-expression, may we classify and organ-
ize practical experiences universal enough to make money
for professional advertisers.
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Any attempt to apply general principles to special adver-
tising, to make rules for advertising addressed to a few
individuals—or, in fact, to organize any advertising satis-
fied with limited results—is too much like trying to zeach
somebody how to win prizes in a lottery. The fact that
Babe Ruth, with his eyes shut, might happen to hit a home
run over the Yankee fence wouldn’t justify a writer on
baseball listing the Blind Swing as an approved method of
batting. This book interests itself in advertising as a success-
ful business practice. And holds, consequently, that the
essence of a successful advertisement is ability to repeat its
own success with reasonable certainty. And profitable regu-
larity.

Commercially, of course, advertisements that pay are
the only successful advertisements. Historically, aestheti-
cally, sociologically, the study of advertising as a con-
ventionalized form of social self-expression may be
worthwhile. Such study, however, can easily prove more
pleasing than profitable. Textbooks on medicine, astronomy,
etching and marine engineering, are admittedly helpful
only as they present facts and point out principles of prac-
tical value. Advertising, above all other things, is the art
of making things happen. Writers on advertising today,
who tell what has been done without telling what did
happen, or suggest what can be done without explaining
what will happen, may therefore be falling a bit short of
their greatest opportunity.

For the whole strategy of business is changing. Modern
advertising relinquishes picturesque old trappings regret-
fully as modern generals give up beloved cavalry. And
admirals their comfortable battleships. Science furnishes
the Army and Navy new instruments designed to meet new
conditions as fast as they arise. Advertising, on the other
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hand, must continually invent its own new methods to spur
up the same old human nature in increasingly difficult cir-
cumstances.

In the sixty years since 1876, advertising has evolved
from a little black-and-white half page into a mad mael-
strom of color, motion, sight and sound. Human nature,
on the other hand, has lagged lamely along. Man, o# Ais
part, has changed little. He cannot keep up with his own
machinery. If advertising were the only stimulation, all
would be well. But everything else about us whips the same
swift pace. Consequently, while advertising improves no-
tably from year to year, it is increasingly losing in relative
importance. Results are increasingly hard to get. Adver-
tising success takes not merely more skill and more money.
It demands greater ingenuity. And more work. Inquiries
that cost $1.50 ten years ago, cost $3.50 now. The cost of
converting these inquiries into sales goes up correspond-
ingly.

There are more sorts of advertising. More units in each
sort. Each unit is more expensive. The scale upon which
we moderns advertise, literally, involves millions of dollars
where our fathers could be gorgeously resplendent with
thousands. Therefore, no advertiser who hopes to live can
afford many major mistakes. Recklessness can no longer be
covered and recovered by more recklessness—as in Wrig-
ley’s early career. One wasted year may kill a whole future.
A slip or two can cost a fortune.

From an advertiser’s viewpoint, this is all very tiresome.
To meet modern conditions, he may, like the Army and
Navy, have to scrap his colorful cavalry and magnificent
battleships. And radically revise his carefully cherished
traditions. Even where an advertiser can afford the lei-
surely old wastes of 1876 and 1906, more efficient com-
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petitors, with more modern advertising, will assuredly
whisk established trade from under his very nose.

These conditions necessitate, first of all, a definite tight-
ening-up in modern advertising thinking. Each advertiser
must, in the light of new conditions, not only satisfy him-
self as to the advantages of advertising in general, but
figure out how far those general benefits may specifically
apply to his own profit. Results—#no# appearance, #o¢ im-
pressions, not coverage—he will find the basis of modern
advertising success. Statistics of circulations, market and
purchasing power all help towards certain neat expenditure
of an advertiser’s money. But in themselves are unimpor-
tant. Or let me say, important only as tools. To a man
who knows how to dig a Panama Canal or erect an Empire
State Building, tools are tremendously important. Without
that man’s guiding genius, a colossal assortment of the
world’s best tools may be found less effective than a lazy
kitten.

So the modern business man uses advertising tools. As
an engineer in human emotions. Again and again, we
should repeat, advertising is not an end in itself. Action
is the end. Advertising is only a means towards action.
People are raw material for the manufacture of customers.
Turning strangers into prospects, prospects into patrons,
patrons into customers—that is the whole duty of success-
ful commercial advertising. The nez achievement in that
respect alone determines its value.

Perhaps I may be allowed here a parenthetical para-
graph to emphasize that this is the real reason there can
never be any fixed set of rules to govern all advertising.
Anything that works, works. It might be made to work
better. Or it might not. Efficiency at best is only relative.
The steam trawler laughs at the trout fisherman; the trout
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fisherman laughs at the old negro with pole and string;
the old negro smiles at the small boy’s bent pin. All these
methods are found side by side in advertising. We need
condemn none that keeps anybody happy. Our only duty is
to point out, plainly as we may, that, while self-expres-
sion will always be more popular, efficiency is notoriously
more profitable. And, finally, that dollar for dollar, year
by year, the man who advertises according to sound scien-
tific principles will inevitably take the business away from
his less effective competitors.

Most people who write well about advertising are not
advertisers. Our many excellent psychological and eco-
nomic treatises on advertising deal largely with advertise-
ments. This is like making a quantitative and qualitative
analysis of a telephone wire to get an estimate of the value
of the messages it may transmit. Or, as applied to the
practical end of our business, like a doctor coming into a
drug store to treat his patients according to the color tints
of the solutions and the size of the pills.

This book adopts quite the opposite method. Instead of
dwelling with any detail on the tools of the trade, it ex-
amines the trade itself. While it contains, I hope, ample
technical instructions sufficiently simple to allow even a
beginner to construct a workable advertisement, it confesses
far more interest in telling him what to do with that ad-
vertisement. In short, we follow successively the items of
this broader agenda:

A. THE ApVERTISER—Sender of the message
1. Can he advertise?
2. Should he advertise?
3. How may he advertise?

B. THE ProsPECT—receiver of the message
1. Who i4s he?
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2. What /as he?
3. What does he?
4. Can he buy?
5. Will he buy?
C. THE MESSAGE
1. The Method of its expression (Idea)
2. The Manner of its expression (Copy)
3. The Mechanism of its expression (Technique)
4. The Means of its expression (Media)
D. THE MESSENGER
1. Our Distributing Organization
2. Our Advertising Organization:
history, present efficiency and future opportunity
E. THE EFFECTS OF THE MESSAGE
1. Effects Inside Man’s Mind
2. Effects on the Outside World
3. Results—what are they and where to expect them.
a. How to Predict future results
b. How to Test current results
¢. How to Check up actual accomplishment

Barely two generations ago, the pioneer J. Walter
Thompson gave friends his opinion that advertising was a
“gold rush,” which was quaint contemporary slang for
racket. Sixty years have proved Mr. Thompson wrong.
Not continuously or completely wrong, perhaps, so far as
went the publisher, his “agent” or even the advertiser.
But he forgot his public. Even during its golden days of
exploitation, there was always a dull residuum of service.
Every year, more and more advertising men, by design or
accident, have found themselves sincerely on the side of
the public. And this quality of service has not only saved
advertising in the past, but promises a magnificent future.
The unforgotten failure of traditional leaders in other
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fields may, in fact, offer able courageous advertising men
opportunities for such as few have dared dream.

The only vitally important man in modern business is the
man who can command the distribution of goods. Distribu-
tion of goods is a matter of strategy. Not tactics. Any ade-
quately equipped advertising man should excel a sales
manager, merchandiser, a stylist even, as surely as a Colonel
outranks his regimental drill sergeants. Will the present
$ 50,000 executive, himself, go back to a study of the funda-
mentals on which all good advertising is based? Or will he,
in time, be thrust aside by the men now grounding them-
selves in the basic laws of human nature?

Lacking distribution-minded leaders, the industrial battle-
field abandoned in the 1930 financial Bull-Run, still lies
hopefully in the lap of paternal politicians. Advertising’s
golden opportunity thus arrives. Only one question arises
—can the newer generation of advertising-minded men quit
playing with attractive aspects of self-expression, and muster
brains and guts enough to tackle adequately the sweaty job
of modern distribution?



PART ONE

SENDER OF THE
ADVERTISING MESSAGE

I THE ADVERTISER—WHO AND WHY
II CASE AGAINST ADVERTISING
III CASE FOR ADVERTISING

IV WHAT AN ADVERTISER NEEDS

V. HOW TO START ADVERTISING
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CHAPTER 1
THE ADVERTISER—WHO AND WHY

ADVERTISING has been defined as “printed sales-
manship.” Also as “an Archimedean lever that moti-
vates the world of business.” Even Mr. Coolidge called
it “one of the cornerstones of civilization.” Brilliant rhe-
torical efforts, however, come no nearer real definition than
the village editor’s reproach to his lagging tradesmen:
“Not advertising is like kissing a pretty girl in the dark.
You know what you are doing. But nobody else does!”

About 500,000 people here in the United States are
reckoned in the advertising industry. This, of course, in-
cludes many to whom “advertising” applies only by
courtesy. Roughly speaking, there are about 200,000 man-
ufacturing and jobbing concerns that might be advertisers.
Possibly 40,000 of them are in some small way. Not more
than ten or twelve thousand are “national” advertisers. The
million or so retailers scattered across the country furnish
perhaps twenty thousand advertisers worthy of consider-
ation.

‘Theoretically, the number of advertisers, in one sense or
another, should, of course, be exactly co-equal with the
total number of businesses of all sorts going on in the
land. In other words, everybody should advertise. Not
all, of course, can afford to have an “appropriation” and
spend money in professional media. On the other hand,
very few businesses of any sort, can afford not to do some
work advertisingwise in the way of holding their present

13
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customers and creating new ones. Two classes of business
alone would seem professionally justified in deliberately
avoiding advertising.

Burglars and detectives.

Yet a big private detective agency used regularly to
take the whole back cover of the New York Classified
Telephone Directory!

As already suggested, practically any business man seri-
ously in search of customers presumably has something to
say. Presumably, he is able to deliver his message in some
degree at no expense whatever. So we reach again the
real question: “What business men—and why—and how
—can afford to spend money on “advertising”? Or, in
other words, assuming he has already done all he can for
sales publicity within his own powers, how far can a busi-
ness man afford to hire outside help?

To figure out a satisfactory answer to this question in
any given case, we must first ascertain from that advertiser
two things:

1. His motive for advertising

2. The nature of his advertising need

First, the matter of motive. Consider this principle:

There are two great divisions in advertising intent. The
first is self-expression. The second, the sale of goods.

Actually, there is, of course, no such division. Quite the
contrary. Even the most unrestrained examples of strictly
individual personal exuberance are supposed, somehow
or other, always to affect the public favorably towards
the institution that pays for them. Quite often they
do. On the other hand, the compiler of even the most
commercially profitable of ugly ducklings in our mail-
order literature, no doubt views with secret pride some, at



THE FIVE AGES OF ADVERTISING

AGE OF NOVELTY (1880-1905)

Advertising, in early days, actually did, as a novelty,
spread the news of new articles, and thereby, in some de-
gree, did actually ““create” new desires.

AGE OF EXPLOITATION (1905-1930)

Advertising lost novelty. Advertising makers sought to
restore this lost power through tremendous elaboration of
the advertisement itself.

AGE OF VERIFICATION (1930-1940)

Advertising checks up its human contacts. Through
practical tests, advertising men discover what people iz
commercially profitable quantities will or won’t do, under
a great variety of stimulation. As a result of these tests,
we shall shortly reach the

AGE OF ACHIEVEMENT (1940-1950)

Advertising will, eventually, determine and define all
those simple fundamental impulses sufficiently inherent in
humanity to make people respond in commercially profit-
able quantities. The few certain known “appeals” will be
formulated as general laws. Advertising, at last scien-
tifically founded on these broad basic human factors, will
actually do what all advertising has, with innocent en-
thusiasm, always claimed to do.

AGE OF LEADERSHIP (1950—

Through its own accurate estimate of the needs and
ambitions of ordinary man and woman, advertising will
enable all business profitably to orient itself on a basis of
service. Advertising will thereby not only become profit-
able of itself, but its fundamental data will, in some great
day, enable American factories and financiers profitably
to produce the right goods, and adequately to distribute
them.

I5
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least, of its artful “institutional” qualities. That’s human
nature.

These two motives for publishing may, through coin-
cidence, in some advertisement, exactly balance—50% for
self-expression and 50% for selling goods. But that precise
division of motives would, of course, be a mathematical
accident. Practically every advertisement is, in effect, con-
ceived, worked out and bought primarily for one of two
purposes. Consciously or unconsciously it is primarily for
the purpose of expressing the personal exuberance of one
or more dominant individuals; or, it is primarily for the
purpose of helping sales volume. Sales may not always be
sought directly. Advertising directed to that purpose may
aim to help enlarge the salesmen’s bonus or to ease the
salesmen’s effort. So much for the advertiser’s motive: It
may—and justly—be either primarily for self-expression or
primarily to sell goods.

In ninety-nine cases out of a hundred, the only justifica-
tion for spending money in advertising is to make more
money in sales. Sometimes, though rarely, money is made
by advertisers other than through sale of goods or services.
Giant corporations like General Motors or General Electric
see thousands of shares of their stock change hands every
day in Wall Street. “General publicity” no doubt easily
adds millions of dollars to the value of a year’s trans-
actions in General Motors stock. One brightly able little
manual * boasts of a smart manufacturer who “salted” his
factory-for-sale with a sudden burst of advertising to im-
press his prospective purchasers. Finally, there is an old
story, probably untrue, that Mr. Cyrus H. K. Curtis took
a full page in a newspaper to reach a certain individual in
New York. These, of course, are perfect examples of the
sort of advertisements we agreed in our introduction to

* Bruce Barton and Bernard Lichtenberg, Advertising Campaigns.
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avoid discussing. Peculiar purposes like theirs are seldom
apparent. Special coups are hard to recognize even in expert
examination. So, until you are sure you appreciate clearly
the exact object of any given advertisement, better not imi-
tate. Or criticize. Or even praise.

Rather let us consider the types into which the general
run of commercial advertising may most profitably fall.

First take that detective agency advertisement on the
back of the telephone book, just mentioned. It may serve,
in passing, not only as an excellent example of the ad-
vertiser who wants to sell goods, but of the concern that
must advertise in order to sell them.

For, as we noticed, next after the purpose of an adver-
tiser, comes the nature of his chief need. Whether intended
primarily for self-expression or primarily for selling goods
every advertisement again subdivides roughly into one
of two classes:

I. Advertisements that seek to crystallize into imme-
diate demand a desire already ripe in time and near in
convenience.

2. Advertisements that reach with less urgency for more
remote prospects, like our detective agency.

As an example of the first class, take your corner drug
store. Its location, with a stock of 8,000 carefully selected
articles, may bring to it automatically the trade of one out
of every twenty people who pass. Beyond a perfunctory
window display, no advertising is necessary. And that little
advertising attempts only to precipitate the immediate de-
mands of the passers-by. Its entire selling costs may be
virtually included in the rent.

Now consider, in contrast, an antique furniture shop on
a carefully chosen side street. The drug store, with riparian
rights to the sidewalk, need bother only about the size of
the passing crowd. And whether it gets a normal share.
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Our antique furniture dealer, on the contrary, would starve
were he dependent on casual trade of the few strollers in
a quiet residential neighborhood. What he saves in rent,
he must spend in selling. Unlike the drug store, and like
the detective agency, he must advertise elsewkere to bring
in scattered prospects. In one way or another—in all ways
perhaps—every side-street business must “reach” for cus-
tomers. This reach includes most “advertising” as we know
it today.

The “reach” for customers takes interesting forms.
Quite unexpectedly, I once had a note from a totally un-
known woman in a little Dutch sugar-loaf island of Saba.
She enclosed a tiny embroidered handkerchief, asking me
to send some American book in exchange. This same sort
of reach on a mass production scale is Sears, Roebuck mail-
ing free to selected Americans millions of huge catalogues
that cost a dollar a piece to print. Along the New York
Central tracks, just beyond Syracuse, stands a solitary
factory making rice and coffee grinding machines. Imagine
that concern without an adequate reach for customers!
Keep in mind, then, these two contrasts: Here a store whose
self-manufactured customers pour themselves through con-
venient doors; there a little side-street shop or an isolated
factory that must continually reach a wide sweep in search
of customers.

So far we have seen that the success of an advertisement
depends on ability to fulfill its specific purpose. And that
the specific purpose, in the case of practically every ad-
vertiser, is determined by two things:

a. His motive for advertising

b. The nature of his advertising need

Therefore, either to design an advertisement before it
is published, or to judge it afterwards, we should know,
first, whether the advertiser conceives his publicity pri-

-




THE ADVERTISER—WHO AND WHY 19

marily for self-expression. Or primarily to sell goods.
Secondly, whether that publicity proposes to precipitate an
already ripe demand—near in time or place—or whether it
reaches for prospects more remote.

Incidentally, of course, just as any personal self-expres-
sion might bring commercial results; so, special uses of
advertising may also sell some goods. In the main, how-
ever, few goods will be sold through advertising unless
every step in that sale is specifically planned beforehand.
It is like a farmer planting seed for the next harvest. Fer-
tile soil and fair weather make farming and advertising
alike almost automatic. The more indefinite the return,
however, the more indirect the method, the greater the
responsibility of the man who spends advertising money.
He must

1. Know why his plan skould work

2. Test to see that it will work

3. Check to see that it does work

Twenty-five of the most highly esteemed indirect bene-
fits of advertising—many of them important—will be
listed in due course. But assuming that any advertising
found strong enough promptly and profitably to sell goods
direct may be sufficiently diluted to achieve any desired in-
direct influences, we shall first devote our attention to
methods by which advertising attempts to bring about
direct results.

Skillful advertising, courageously conceived and dog-
gedly continued, will, almost certainly, be successful—
directly and indirectly—both with the public and the
dealer. But there is no use deceiving oneself. Success
doesn’t come easily. Expensive advertising is not lightly to
be undertaken without an adequate examination of all its
chances. So, as any wise advertiser may likewise do, resist-
ing the temptation to talk about half-tones, duplicate cir-
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culation, and consumer acceptance, let us try first to con-
sider rather more calmly than do most of our acquaintances,
the whole case for advertising. And against it. In passing
we will glance also at the list of variables, quite beyond
our control, which may, nonetheless, vitally affect our suc-
cess. Then, with all the difficulties fairly spread before us,
we may, as prospective advertisers, be better prepared for
our first technical job—the consideration of some twenty-
odd factors that we can and must control.



CHAPTER 11
CASE AGAINST ADVERTISING

S Exhibit “A” in the case against advertising, let us

consider a report to the United States Chamber of
Commerce. This, so far as I know, is the most imposing,
authoritative investigation of advertising ever made. A
special committee of twenty-eight leading specialists in
distribution had been appointed. Representatives of ad-
vertising agencies, executives of manufacturing firms, ad-
vertising managers, university professors, publishers, di-
rectors of research bodies were included. Also the secretary
of a retail trade association and the chief of the Domestic
Commerce Division of the United States Department of
Commerce—all under the able leadership of Mr. Stanley
Resor. This distinguished body reported finding that

I. A cigarette manufacturer
2. Asilver manufacturer
3. A battery company
4. A clothing company
5. A hat company
6. An automobile accessory company
7. A canned soup company
8. A drug products company
9. A mint products company
10. A packing company
I1. A toothpaste company
12. A camera company
13. A food products company

14. A company making overalls
21
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had, by advertising, decreased their several costs of selling.
Besides these fourteen, eight others, as follows:

15. A company selling direct to the consumer
16. A beverage company

17. A grocery specialty company

18. An evaporated milk company

19. A fountain pen company

20. A cereal company

21. A floor covering company

22. A household fixture company

were found, who, through advertising, had been enabled
(4) to lower prices or (%) to maintain same price in face
of increased costs or (¢) to give increased quality of prod-
uct without increasing cost to consumer.

Finally, two others

23. A building material company showed greater
increase in sales than in advertising costs;

24. A great soap company increased its volume
vastly through advertising.

So far as it goes, this report is admirable. But contrasted
with the extravagant claims made unofficially for adver-
tising, the modest official finding is disappointing. If we
consider these 24 cases as the cream of the recorded experi-
ence of possibly 8,000 national advertisers, spending hun-
dreds of millions of dollars a year over a period of ten or
twelve years, the report indicates only how little adver-
tising knows about itself as a practical producer of prof-
itable results.

To exult in the two dozen advertisers who were able to
make favorable reports, and remain vaguely silent as to
the probable success of those thousands who could make
no report at all is, unfortunately, a characteristic weakness.
It comes, of course, from the universal custom of lumping
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all advertisements together and praising the aggregate as
a “force.” In this age of analysis, advertising remains the
only business proud to be a blunderbuss. Or even content.
Cost accounting controls all other activities. Modern estab-
lishments, for example, no longer glorify “salesmen.”
They distinguish between those men who make money and
those who don’t. Some branch offices operate at a profit.
Others lose. Similarly, better concerns are beginning to in-
quire into differences between customers: some customers
afford a handsome return; others cost the company money.
Accountants, in fact, even go so far as to inquire into the
relative desirability of the several articles a business offers
for sale: most of the profits come from few, the others dip
into the red. There seems no reason whatever to suppose
advertising alone escapes these varying conditions of suc-
cess. By common consent, however, advertising alone seems
willing to ignore its failures. And praise itself without
qualification.

A careful examination shows the more unrestrained
eulogia of advertising as excerpts from guest-of-honor ac-
knowledgments to hospitable advertising clubs. Most of
them, moreover, are from after-dinner speeches—the one
place where warm compliment rightfully supplants cold
science! Hoover, while President, told the visiting dele-
gates of the American Federation of Advertisers, “It
has taken yox only 20 years to make the automobile the
universal tool of man.” This despite the fact that Henry
Ford, without advertising worth mentioning, had up to
that time sold half the world cars. Similarly, every com-
pliment paid advertising, in these congenial circum-
stances, is partly true. But practically none is wholly true.

The thinking back of all such statements seems to be
confused by four facts:

1. “Advertising” is an oratorically elastic term. Noth-
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ing in this world could increase in use except by people
seeing it or hearing of it somehow. A new sort of auto-
mobile standing at the curb in front of its owner’s office
may be a better advertisement than the same car in its
agent’s show-window. Certainly it is better advertising
per person reached than the average printed circular. Or
newspaper publicity.

Mouth-to-ear praise; demonstrations in the hands of
satisfied users; piles of goods on counters; recommenda-
tions by retail clerks; favorable influences applied to sales-
men, retailers and wholesalers to induce them to give the
goods a chance; flashes in movies, and incidental mention
in editorial columns—when one includes all these as “ad-
vertising,”” no claim as to its influence can be called ex-
travagant. Which, unfortunately, is not equally true when
one attempts to restrict the word “advertising” to the or-
ganized activities of paid publicity.

2. Under reasonably scientific scrutiny, there is no gen-
eral claim that can properly be made for 4/l advertising.
As we shall notice further on, every advertisement is of
itself an individual adventure. Success is determined in
every case, not by a hard-and-fast formula, but by the par-
ticular ability of any given piece of publicity to surmount
certain adverse circumstances. Or in happier instances, by
the ability of other more fortunate advertisements to crys-
tallize to their advantage current favorable influences. The
exact combination that confronts each advertisement is,
often as not, peculiar to its own advent. Advertising, as
hundreds of thousands of individual units, thereby suc-
ceeds. Or fails. No generalization as to the advertising that
succeeds is likely to have the slightest practical application
to advertising that fails. To take a not altogether infelici-
tous analogy: it would be unwise to warn a man against
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national banks because of occasional failures; but it would
be unthinkable to guarantee him safety in any particular
institution because of the general strength of the Federal
Reserve System.

3. Many of the benefits more or less recklessly claimed
on behalf of advertising might, if rigorously scrutinized,
be found to belong to other classes of coordinate selling
activity which cooperated with advertising in gaining a
general success. Retail clerks, for example, are seldom
praised. Perhaps rightfully. Yet in actual, everyday prac-
tice, no doubt, the selling force of 6,000,000 retail clerks
moves more goods into consumers’ hands than does ad-
vertising. Advertising, truly, has given magnificent service
in accelerating widespread use of articles indispensable to
our improved standards of living. But, in some degree, the
same sort of praise must be given to the retail storekeeper,
inventor, the shipping clerk, and the traveling salesman.

4. In many known cases during the past sixty years,
advertising—paid advertising, as such, plus the popular
support rightfully appertaining to any successful assault
on public imagination—did make bigger markets. And
thereby lowered the cost of production. And thereby also
decreased prices in a beneficial circle. Campbell’s Soup is
a notable example. But any claim that advertising as a
whole has been, in any large degree, responsible for gen-
erally decreased prices was demonstrated ridiculous by the
1930-32 toboggan slide of all commodities. The stock
argument for advertising, up until our present manufac-
turing perfection, was that advertising lowered prices by
increasing production. Now it seems probable that the
reverse has always been more or less true—that increasing
production constantly drove manufacturers to advertise
adventurously for wider markets. Since 1931, anyway, it
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may be no compliment to accuse advertising of being re-
sponsible for our embarrassment of unsold goods.

Eloquently extravagant claims as to the intrinsic power
of advertising are seldom wholly serious. They are, of
course, regarded with mildly cynical merriment by experi-
enced professionals. Their danger is that they mislead myr-
iads of ordinary, everyday, little advertisers. These novices,
naturally, expect advertising to add some sort of white
magic to their message. They expect, somehow, to take
out of their advertising something they don’t put into
it. That can’t be done. A dollar’s worth of advertising, one
way or another, is always worth just about a dollar. By
contrast, however, a dollar’s worth of keen, experienced
merchandising judgment put into advertising may be worth
ten thousands of dollars. A dollar’s worth of sales idea put
into advertising may be worth a million!

Advertising’s chief weakness is patently its unwilling-
ness to recognize its other weaknesses. Listed in order of
importance these perhaps may be

1. Ignorance of what an ordinary advertiser may expect
to buy with his dollar.

2. Wrong attitude towards advertising.

3. Frivolous motives among advertisers.

4. Exaggeration: untruthfulness and bad taste in copy.

Of ignorance I have already said enough. Of exag-
geration and bad taste I shall say nothing. Every day sees
splendid progress made in the remedy of both these faults.
Let us, therefore, turn to advertising’s unfortunate at-
titude towards itself. We may still find

1. An unwillingness to discriminate between successful
advertising and unsuccessful. Instead of analyzing the
reason for success or failure of individual operations, there
persists a desire to debate the merits of advertising as a
whole.
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2. An unwillingness to conform to the general business
practice of accepting as-part of a business budget a fixed
responsibility for certain, definite sales results.

Advertising is, after all, a sold commodity. That is noth-
ing against it. Life insurance must be sold. So must health.
And religion. Nevertheless, because the kind of advertising
men like most to buy does not, as a rule, produce easily
traceable results, buyer and seller alike have declined to
distinguish between successful and unsuccessful advertis-
ing. Quite the contrary: By tacit consent, both agree to
assume satisfactory results as a natural consequence of all
advertising that is satisfactory otherwise. Consequently,
advertising, after sixty years of development, offers, as we
noticed in Mr. Resor’s committee report, astonishingly
little proof of its own achievements.

Working with a highly successful manufacturer of
women’s dress patterns, I once took the trouble, myself,
to calculate the number of pictures he published for every
pattern sold. Over a long period, counting everything, I
found the average to be one pattern sale to every hundred
pictures printed. Or, putting it the other way, he had to
print, on the average, one hundred pictures to sell a single
pattern. Single illustrations of some of the new popular
fashions, we knew from direct keyed returns, were selling
thousands and thousands of patterns. Others scarcely any.
Furthermore, thousands of patterns were being sold daily
across merchants’ counters simultaneously from identical
pictures in the same well-worn counter catalogue. Or, pos-
sibly, without any picture at all, except the one on its own
descriptive envelope. But here is the point: While there
was a very definite relation between the total number of
pictures printed and the total number of patterns sold, there
was no suggestion of a standard fixed relation between the
sale of any given design and the number of times it was
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illustrated. That depended on the merit of the design itself.
This may, perhaps, furnish a fair picture of advertising
as a whole. All mass selling, of course, must work in much
the same way.

While reasonably certain that no article will attain a
large sale without a large number of mentions of one kind
or another, it by no means follows that amy number of
mentions, of amy kind, will bring about the sale of an
article.

In other words, while any large-scale success with the
public is improbable without strong skillful advertising,
there is no guarantee whatever that the most skillful ad-
vertising can bring success in all circumstances.

Everybody knows that advertising has failed. Failed
often. Failed egregiously. Everybody knows, too, that
this has often been the fault of the advertising. And, often,
the fatuousness of the man who sets advertising to do
something beyond its power. Everybody knows, too, that
advertising has succeeded superbly in discouragingly ad-
verse circumstances.

On the other hand, many a business has gone ahead
without advertising. In many cases, even in spite of its
advertising.

Highly successful selling can be done entirely without
advertising. Even so able a scholar as Professor Edward
H. Gardner, errs in classifying advertising as an “essen-
tial,” along with transportation. He ignores the fact that
advertising, at best, is admittedly but a tiny part of our
distribution mechanism: 30% for general selling costs is
regularly accompanied by an advertising appropriation of
2% .*Advertising 1s, in fact, about as essential to sales as

* “Compare this with the 2149% to 5% of the sales volume appropri-
ated for 95% to 97% of all advertising! Only on a few, long-profit
products, representing not 1% of America’s volume (mostly drug-store
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a whole as air mail is essential to transportation as a whole.
Maybe, as essential to all trade as is motor truck trans-
portation to all transportation. But to say advertising, as a
whole, is as necessary to commerce as is transportation, as
a whole, pays advertising a handsome compliment it
doesn’t yet begin to deserve.

As a cold matter of fact, the actual dollars-and-cents sales
power of any ordinary advertisement is surprisingly small.
Those who orate on advertising as a civilizing force, are,
I believe, afraid to investigate its ability to move everyday
goods. This should not be held against advertising. There
are two reasons:

1. Advertising intentionally and unintentionally is be-
ing used at perhaps less than 50% of its possible effective-
ness.

2. The power of the printed word, as such, is tremen-
dously overestimated.

Type pages have no rival as a quick means of dissemi-
nating vital ideas. Not even motion pictures or radio can
compare with the printed word. But the far-famed power
of the press is rather that of a blizzard than a bullet; cer-
tainly less like a rifle than a machine gun which smothers
with a swarm of projectiles.

Advertising, like a mother fish, is effective through ex-
tensivity! The sturgeon survives not because it lays such
good eggs. But because it lays a million. In each genera-
tion, only a comparatively few eggs count! Yet those few
are enough. 68,000,000 newspapers each week here in
America do in the aggregate accomplish some astounding
things. But that doesn’t indicate, necessarily, that any given
advertisement, run in the entire sixty-eight million, would
do a thing. Advertising’s advantage here as elsewhere is

sundries) do we hear of such figures as 25 to 33%9% for advertising.”
Facts & Fetishes in Advertising—Gundlach, page 560.)
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that its cheapness often allows it profitably to throw away
ten thousand opportunities in order to make one good.

Good, bad or indifferent, advertising has as little to do
with some of its own successes as the flags at the mast of
the Queen Mary have todo with her speed. Take a single
example: Any one of a hundred little lunch-rooms around
Lexington Avenue at 42nd Street may have made enough
extra money a few years ago from workmen on the, then,
new Graybar Building to start a modest bit of advertising.
The great building completed, tenants must eat somewhere.
They find our lunch-room in their own block a convenient
place. More trade; more advertising. Then came the
Chrysler skyscraper. More trade; more advertising. Then
the N. Y. Central Building. More trade, more advertis-
ing. Maybe the other lunchrooms in the same block, which
didn’t advertise at all, didn’t get quite so big an increase
as those that did. But certainly every little drug store in
that neighborhood of new skyscrapers found itself sud-
denly and gratuitously endowed with a magnificent sand-
wich trade. Advertising here, for example, might reasonably
be asked to prove any claim to credit in the phenomenal
development of the luncheon industry.

Most of advertising’s misapprehensions are founded
upon just some such situation. Books on logic list Post Aoc
ergo propter hoc—<After this, therefore because of it.”
Wherever a successful firm has advertised, even in a piti-
fully inadequate quantity, its advertising becomes, ipso
facto, successful advertising. And, automatically, adver-
tising is acclaimed the cause of, rather than a result of, the
concern’s success. Another cause of confusion among ad-
vertising propagandists is identified by primers of logic
as that ever popular fallacy, “The Undistributed Middle.”
This is, incidentally, the almost universal failure among
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even thoughtful men to differentiate between (a.) Cause-
and-effect, and (b.) Concomitant circumstances.

Let us examine that fallacy in simple terms.

The steam-boat toots its whistle. Smoke pours from its
stacks. Flags stiffen in the breeze. The boat begins to move.
A child might reasonably say that the whistle, or perhaps
the smoke, made the boat go. An elder mind recognizes
the boat’s smoke and motion as concomitant effects of
the same cause: the engine. Again, a general snaps out a
command. The band begins to play. There comes the
sound of marching feet. To an observant child, the band
never plays except while the parade is moving. Obviously,
to him, the band makes the soldiers move.

So much for the child. Now for his father: A great co-
operative campaign is organized, say by the California
orange-growers. Every grove-owner is literally forced to
join. A tremendous merchandising plan is developed.
Oranges are handled as a single, wholesale unit, across 48
states, as efficiently as Butler Brothers handle dry goods.
Distribution is forced. Oranges are thrust upon consumers
through every possible medium. Advertising—excellent
advertising—appears. Somewhat unfairly to the other
factors in the scheme, however, the whole, spectacular,
merchandising success is claimed as a triumph for the ad-
vertising, which was only a strong, concomitant circum-
stance, rather than a direct cause. Here the grown-ups
join the child in cheering the brass band!

In actual practice, any group of potential advertisers,
seeking to emulate the orange-growers, the moment it gets
into the hands of competent advisers, is vigorously warned
that even a large sum of advertising money spread across
the United States will not slone do much of a job. The
idea as a whole, they are correctly informed, must be
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“marketed” or “merchandised.” This secondary provision
protects the well-organized advertiser from loss. It does
lamentably little, however, to improve the art of advertis-
ing as a profitable form of business activity.

Owing to the extraordinary leadership of advertising
men in all collateral merchandising activities, as well as on
account of the small pay advertising’s ablest men collect
for their unbelievably valuable services in every branch of
general marketing, advertising’s own production—actual
direct results from the advertising itself—is practically dis-
regarded. Strangely enough, this is because it is obviously
easier to credit the entire merchandising job to “advertis-
ing,” and pay everything out of space charges than to at-
tempt adequately to analyze each class of effort and appro-
priately recompense specific benefits. In daily practice this
remarkable method of operation perfected through a half
century of trial and error, works far better than one might
expect. On advertising as an experimental science, how-
ever, its effect has been deplorable. And through with-
holding vital education it has hampered the intelligent
development of all business.

An incessant check-up of the dollar-and-cents results of
human contacts would not only have prevented the sub-
stitution of purely artificial standards of advertising ex-
cellence, but would also have prevented the present almost
universal unconscious subconsciousness of these artificial
standards. A general recognition, as confident as it is ill-
‘informed, of what constitutes a “good” advertisement en-
courages not only a wrong attitude towards advertising as
a whole, but a somewhat frivolous handling throughout
the profession. This may, perhaps, sum up the worst factor
in the case against advertising. Through constantly pro-
claiming that anybody can succeed by invoking, on a suffi-
ciently large scale, certain impressive circulation mechan-
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isms, advertising has become autointoxicated. In theory,
there is no basic reason why the statement “it pays to ad-
vertise” should not be true; in fact, there is no basic reason
why it should be true. Almost any advertiser could succeed ;
but, just as surely as human weaknesses doom 99 out of
100 speculators in Wall Street, so, more often than not, do
ignorance and cocksureness, extravagant expectations and
parsimonious spending doom the individual advertiser.
In modern buying, for example, advertising doesn’t come
automatically into the jurisdiction of the iron-jawed tech-
nical men who pass on all other expenditures. Advertising,
by its very nature, encourages playful experiment. Consid-
ering the human weaknesses of the executives who okay it,
as well as the inexact and insufficient knowledge of most
of those who handle its preparation, advertising is found a
surprisingly effective factor in bringing success to a great
many forms of business.

At any rate, advertising alone won’t drive a modern
business. Maybe because businesses these days are too am-
bitious. Or, maybe because advertising as now organized is
not ambitious enough. Or both. A Dartnell survey showed
nine hundred and fifty among a thousand advertisers who
regarded advertising as an essential in their general
scheme of merchandising. Only six among them relied
wholly upon advertising for all their selling!

So much for the case against advertising. The chapter
has been mostly a warning against too enthusiastic protag-
onists predicting too easy success. Now turn to one or two
of the advantages of advertising—to reassure those who
don’t realize what a high degree of success they might con-
fidently expect through its courageous and intelligent use.



CHAPTER III,
CASE FOR ADVERTISING

HE first, greatest, least used and least known argu-
ment for advertising is, strangely enough, the danger
of nor advertising. Successful advertising creates an inde-
pendent living organism in people’s minds. That organ-
1sm, once created, can no more be neglected than any other
living entity. When a factory stops making goods even a
few days, newspapers spread the news everywhere. Now,
making customers is infinitely more important than mak-
ing goods. No successful advertiser can quit for a day, a
week, or a month without paying an exact commensurate
penalty. Yet when advertising shuts down six weeks or
even six years nobody seems to worry particularly.
This condition will, of course, remedy itself as facto
executives come to see the furnishing of the finished cus-
tomer as essential a climax to his complete manufacturing
process as the purchase of raw material is essential a start.
The modern conception of customer manufacture is
rapidly bringing a more business-like realization of adver-
tising’s larger place in the industrial plan. One vital reason
for this revision of attitude towards “selling” in all its
branches is easy to understand. So long as old-fashioned
merchants and manufacturers could blissfully believe
every additional customer a net gain, the urge to go after
new business was, naturally, never too insistent. So long
as they didn’t realize that they, as a class, must expect to
average regularly, each year, a loss of thirty out of every
34
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hundred customers, they felt no driving necessity. In that
old, easier past, therefore, any kind of advertising was
something of a luxury. Today’s science of customer “manu-
facture” virtually makes some kind of advertising a vital
necessity.

The second-best argument for advertising is almost
equally neglected. It is the advantage in psychological
set-up an advertiser secures over his non- advertising com-
petitors. Once a man starts thinking in terms of intelligent
advertising, his whole business is potentially improved.
Even the prellmmary survey any prospective advertiser
gives his package, price and human appeal before under-
taking further to press his product on the public will often
bring improvements that would sell his stuff without the
proposed advertising. We think of advertising rather reg-
ularly in terms of spending money. Yet financial consid-
erations are about the least important in deciding who shall
advertise. And how. Money determines only the space one
can buy. That is all. Bought space doesn’t make advertis-
ing. Bought space is not even a primary tool. First must
come the idea worth expressing. Then the appropriate
form of message. Only then, the paid messenger.

Advertising is hailed as a benefactor to civilization. It
is. And has been. But not quite in the way its protagonists
claim. The real benefactor to civilization, so far as adver-
tising is concerned, is not so much the “force” of publicity
as the enterprise and ingenuity of the men whose brains
have been utilizing that force.

Doing business backwards, thinking in terms of finances
and factories, taking for granted the human element—the
only element of any vital importance—American business
leaders might have been utterly lost without the stimu-
lating guidance of the type of mind the advertising industry
has so notably developed.
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For seventy years, while others have been absorbed in
profits and processes, the advertising-minded man has
hustled with his eye turned outwards towards humanity.
He has been the constructive imagination of American busi-
ness. He has made merchandising. His packaging has made
the chain store. His competition to render new services,
his designing for attractiveness and convenience, his eternal
search on behalf of the public, has, in truth, made the
advertising man the real accelerator of civilization.

Advertising in print and picture has helped tremen-
dously to back up his work. Advertising media have con-
tributed splendid organized sales forces. And armies of
retail stores. But in the main, useful and attractive goods,
as designed or redesigned by the engineer in human con-
sumption, would have sold on sight. Things would have
gone far more slowly without advertising, but still sur-
prisingly well. Nobody who has seen backgammon, de-
pression dull-finish stockings or Knock-Knock games
sweep across the country under-estimates the ability of
people to pass along their own fancies in their own way.
American standards of living owe much to advertising
because advertising revenue has sustained gigantic mag-
azine, newspaper and radio circulations to accelerate prog-
ress. But they owe advertising, rather more because,
through publisher’s commissions and other sorely inade-
quate, indirect remuneration, advertising has created and
supported a type of human welfare expert that big busi-
ness, even now, is slow to recognize. And too dull to
endow.

Without spending an extra penny any business man can
turn advertiser overnight. To become advertising-minded
is the main thing. To get the showmanship-salesmanship
angle into every sign, into every window display, into
package wrapping, into telephone calls, into letterheads,
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bills, and even into checks! Merely by doing effectively,
advertisingwise, the same things he has been doing in-
differently, any business man may, at least, make his start
towards a great, national campaign. Then, as fast as he out-
grows the necessity for testing on his customers, his com-
petitors, and all who pass his store, his elementary prin-
ciples, our coming advertiser is ready gradually—and
profitably—to enlarge his activities into paid advertising.
In another chapter 1s a list of twenty kinds of advertising
media, many of them ridiculously inexpensive. Among
these, any ambitious beginner may choose successively as
rapidly as he is ready to use them.

An advertiser is likely to grow great not by spending
more money, but by spending more successfully whatever
money may be available. Here, perhaps, is the place to
emphasize once more the clear, clean-cut distinction be-
tween “successful” advertisements and “unsuccessful.” In
checking up results of, say, ten thousand cases, we might
possibly run across one advertisement which had hap-
pened, in dollars-and-cents response, exactly to repay the
money, energy and time expended upon it. That again
would be a miracle of coincidence. For the relation be-
tween the prices an average advertiser pays and the results
he gets is practically negligible. Advertising rates, while
not necessarily high, have always been based upon what
the owner of a medium could reasonably charge for his
space. The selling of space is done far better than its buy-
ing. The organization for distributing advertising has al-
ways been superior to its use. Not only that, but besides
the seller’s fixed rate, which determines an advertiser’s
first cost, there are at least thirty-nine variables likely to
affect the ultimate net value of his purchase. So, among
even the most able users of advertising, each individual
unit, however big or small, is either:
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1. Unsuccessful advertising, the cost of which has to be

absorbed by other factors, or

2. Successful advertising, which actually increases prof-

its. Or decreases losses in associated activities.
The ideal condition, of course, is to have the least success-
ful advertisement produce enough business to save its own
cost in diminished selling expense. And to have the best
of them bring in—perhaps at an actual profit—handsomely
increased volume of business.

Only advertising that fails is an expense. Successful ad-
vertising is an investment. Which makes quite futile all our
heated discussions of advertising 4s 4 whole. With mag-
nificent advertising, feeble management has failed. Deter-
mined men, on the other hand, have made bad advertise-
ments not only good, but famous. Business men are told,
nevertheless, that all advertising pays, as a “force.” They
compromise faith with fear. For the most vital element in
their entire range of activity they “appropriate” 2 or 3%
of their gross sales revenue.

To influence hundreds of millions of people scattered
over thousands of square miles of territory, vast concerns
proudly spend a few hundred thousand dollars a year!
Yet, sardonically enough, the stock answer to the question
of whether or not advertising pays is that so many smart
business men wouldn’t advertise if they didn’t Anow it
paid. This, as we have just noticed, is too complimentary.
In the first place, most American businesses are run with
profit as a secondary consideration. Secondly, most of them
have a surprisingly inexact knowledge as to whether any-
thing “pays.” Or doesn’t. Thirdly, not one in a hundred
has any informed opinion as to whether or not his adver-
tising is doing anything at all. Let alone paying.

This sounds improbable. It would be impossible except
for the peculiar circumstances that surround the sale of
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advertising. It is seldom sold for results. It is sold by ap-
pearances. And bought, primarily, for four reasons that
have little to do with profits. In order, they might run:

I. Self-expression

2. Imitation

3. To satisfy salesmen and impress retail merchants

4. To “meet” competition

Regardless of the motive that influences the buying, ad-
vertising, like most other things, eventually ends in a
question as to who is going to do the paying. Which will
bring us, incidentally, the futile but popular question,
“Who pays for all the advertising?”

Advertising costs, should, of course, be calculated as an
essential expense in the manufacture of customers. Not too
specifically against a single sale. Nor, on the other hand,
should they be charged too vaguely against an intangible .
good will. “Charging” advertising to this or that, you may
rightly answer, is after all merely a matter of bookkeeping.
Who actually pays, you inquire, for the advertisement that
doesn’t pay for itself? In the old days, apologists used to
explain that advertising paid for itself by reducing manu-
facturing costs. True, in a few cases, but lately swamped as
an argument by overwhelming over-production in unad-
vertised articles. A successful advertisement pays for itself
in more sales. Or more profitable sales. It is an investment.
Not an expense. It reduces all current selling costs. At the
same time, it piles up a surplus of good will which, if
properly sustained, means an even greater reduction of fu-
ture selling costs.

In contrast with this successful advertising, any adver-
tisement that fails to pay for itself must naturally be paid
for out of some more profitable activity. So long as the
rest of the business is efficient enough to absorb the expense
of ineflicient advertising, nothing happens except slightly
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less profits. If the rest of the business can’t support its un-
successful advertising, the wasted appropriations, in most
cases, merely hasten a dissolution already highly probable.

Even less profitable than the inquiry as to who pays for
advertising is the more or less constant debate as to whether
advertising is an “economic” waste. There are four good
reasons why such discussions are a hopeless waste of time.

1. Even were all advertising admittedly an economic waste,
the loss would still be utterly insignificant compared with other
admittedly inexcusable destructive wastes in business. Why pick
on advertising? Why not discuss whether banking is economic?
Or the steel business? Unjustifiable practices in each of these
industries regularly—and often vastly—exceed all our adver-
tising waste. For example, in 1930, following the great 1929
stock market debacle, all possible uses of steel—in buildings,
railroads, pipe lines, automobiles—were shriekingly on the down-
grade. Yet, the steel industry, in 1930, added 3,800,000 gross
tons to its capacity. That was more expansion than in any year
since the 1915 World War boom! And less economic than all
advertising’s most glaring wastes. Or, take banks. Unlike ad-
vertising, banks have no hazardous missions. To make an ex-
cellent profit and assure success, they need only follow fixed
rules. And avoid risks. Yet, to the extreme economic discom-
fiture of some 7,500,000 depositors with nearly $2,000,000,000
of tied-up money, one out of every six banks operating in the
United States in January, 1920, involuntarily closed its doors
within the next ten years thereafter. So long as all American
business is honey-combed with similar examples of economic mal-
administration, no unprejudiced critic has much excuse to single
out advertising for individual attack.

2. Many of advertising’s most brilliant and worthwhile
achievements come from breaking down economic complexes.
All trade is done in the human mind—and, therefore, is a mat-
ter of emotion. Most of the profitable advertising runs directly
counter to old-fashioned economic concepts. In fact, the prompt-
est possible development of the advertising-minded leader would
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seem the nation’s greatest safeguard against pseudo-scientific
economic complexes, like those of 1930-1935.

3. By-products of advertising are its most important part.
We have already considered what men paid indirectly out of
advertising expenditures have done to advance standards of
living. From any angle, these producers are more economic than
the economists who criticize them.

4. Advertising cannot be considered as a whole any more
than weather or machinery can be considered as a whole. Every
advertisement is individual. It either does, or does not accom-
plish something definite enough to reward profitably the ex-
penditure of the money. If it fails, it is ineconomic. Otherwise
not. When advertising costs no money, there can be no possible
doubt as to its economic value. Or its pragmatic wisdom. At-
tacks on economic aspects of advertising are, therefore, only
amateur, inexpert appraisals as to how well it may pay as a
whole.

As a matter of fact, while advertising is so calmly dis-
cussed as a self-sufficient force, there is, as we shall see, no
commercial activity in the world so completely dependent
on elements outside itself. A good brick-layer can build
houses about as well in New Mexico as in New Hampshire.
A good cost accountant is as much at home in New Orleans
as in New York. A Wyoming cowboy can haze his cattle
in the Jersey City stock-yards. A California orange-grower
would not be entirely at loss in Cuba. So with most places
and professions. Not so with advertising. Calkins & Hol-
den’s best artist would shudder himself sick with Sears Roe-
buck. And vice versa. The best classified advertiser in the
world would, on that account, starve to death as a space
salesman. Tiffany’s and Altman’s are elderly next-door
neighbors on Fifth Avenue. Their respective advertising
copy men dwell a million miles apart. Furthermore, even
if all advertising authorities were miraculously to agree on
what might constitute, economically speaking, good selling
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copy for the average man at the average moment, this copy
would, at different times and under different conditions,
meet with completely varying results.

Some degree of uniformity has, of course, been usefully
established in many of the collateral activities of advertis-
ing by institutions like the Audit Bureau of Circulations,
the Outdoor Advertising and radio organizations. But all
these things, valuable in themselves, bear about the same
relation to advertising that power plants and cables bear
to electric current. Nobody can cavil at the efficiency of the
advertising machinery as it now operates. It has made a
number of brilliant successes. And a far greater number of
dull failures. This, however, is worth repeating: advertis-
ing practically never fails through fault of the advertising
mechanism. But through human weakness—men are too
impatient or too cautious to use the machine rightly. Ad-
vertising, as such, cannot fail any more than aviation, as
such, can fail. Human action in its elements is as old and
unchanging as Niagara Falls. Working in terms of human
desire, the law of averages is as certain as the law of gravi-
tation. The uninformed advertiser struggling against this
law will fail as surely as the unskillful aviator will fall.
The only difference is we have been taught to believe that
aviation is hazardous—and advertising safe!

There are, finally, two great things that national adver-
tising does do, merely as “advertising.” These minima it
accomplishes more or less regularly, regardless of actual
sales value or active effect on the public. Their accomplish-
ment, as we shall see later, involves little, if any, specific
effect on the public:

I. Advertising enables manufacturers to hire better sales-
men at less money. You can get better salesmen to work for
less money when you advertise your products. In theory,
at least, it offers them:
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A. Bigger sales
B. Less work
C. More income

2. Advertising induces merchants to stock goods. Sales-
men are “sold”on the fact it is an advertised product, so
they go out more confidently to see the retailer.

There is still a third way an advertising expenditure
may, now and then, help far beyond the mere publicity it
buys. A manufacturer, whose advertising I have the privi-
lege of advising, once showed me a small newspaper edited
for a certain small and very clannish type of sportsmen.
He said, “The publisher of this sheet says it has no circula-
tion; but that he, persomally, can do more for our sales
than any big metropolitan daily.” I advised him to take
some space. It wasn’t advertising. But it was business. Far
more advertising than anyone dreams undertaken as a some-
what similar method of payment for particular sort of pro-
motion service—mostly valuable. The obvious danger in
this practice comes from confusing the advertisements re-
sulting from this sort of “Compliments of a friend” log-
rolling with the actual public appeal inherent in sturdy ad-
vertisements standing independently on their own hind
legs. So much for advertising’s indirect help in improving
salesmen, stocking up merchants, and influencing special fa-
vors. Wherever you know that your advertising is doing
any or all of these things for you, I wouldn’t worry too
much about other considerations.

With these three by-products to reinforce indirectly ad-
vertising’s direct action, everyone ought to be able to
advertise advantageously. On this point, Mr. Arthur Bris-
bane is often quoted:

“A man who can’t find anything in his business to advertise
should advertise his business for sale.”
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In all such adjurations by newspaper owners and all
others whose own income arises from the paid distribution
of other people’s advertising, there is, of course, a catch. To
them, “advertising” means something quite different.
They sell so many dollars’ worth of a definite commodity;
while the advertiser speculates. They get their money; the
advertiser takes his chances. Thousands of advertisers do
get their money back with a profit. These who can adver-
tise profitably need to be bullied into continuous action by
just such harshness as Mr. Brisbane uses.

On the other hand, there are thousands of advertisers
who don’t make any profit. Or get even a small part of
their original money back. These, along with hundreds of
thousands who should advertise and don’t, may, perhaps,
need a little more sympathetic sort of treatment. In the
first place, most small business men cannot afford to spend
much money for professional media. Even on Mr. Bris-
bane’s say so! Some, maybe, can afford a small expenditure
in a favorite magazine. Or newspaper. Or maybe neither,
to start with. Nevertheless, practically everyone—even the
smallest of them—should advertise. There is no business
. man who cannot afford some sort of advertising. And

practically all ought to be doing advertising of some sort.
Advertising can be made to pay. Not all advertising in any
given case. Nor any given advertising in all circumstances.
But there is probably no business of normal nature where
a scientific attitude backed up with common sense and hard
work, cannot adapt, or evolve, some form of advertising
that will pay directly, indirectly, or both. With the cheap
media now available, and better knowledge of the me-
chanics of human response at last becoming more fashion-
able, there remains little excuse for advertising failure. Or
for failure to advertise.

The real question today with progressive business and
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professional people is, therefore, no longer, “Shall I ad-
vertise?”

But, “How shall I advertise?”

Subsequent chapters will show that this question must
be determined on its own merits in every individual case.
Buying favorite media and then having something written
to put into them, is going at it backwards. First, find the
message—the vital coincidence of mutual interest—which
makes the seller and his customer view the merchandise
with a single eye. After the message has been found—and
its selling value estimated—there is still plenty of time to
determine how best to use it. Maybe that message can be
displayed profitably only in a hand-printed placard in one’s
own store windows. Or perhaps it might make a fortune,
running full-page in every newspaper in the United States.
The next chapter will help determine.



CHAPTER 1V
WHAT AN ADVERTISER NEEDS

IN advertising as elsewhere, geniuses make their own
rules. But any advertiser, unconfident of his inherent

genius, who wants to go ahead on a safer formula needs pro-
vide himself with eight things:

1. Idea 5. Modesty

2. Article 6. Price Scheme

3. Ideal of service 7. Money

4. Showmanship 8. Long term plan

1. Idea. Popularity, rather than intrinsic merit, gives an
idea value commercially. Thousands of coldly practical and
unusually efficient men have gone broke trying to promote
excellent ideas of solid merit. Hundreds of ill equipped ad-
venturers have made money on ideas so trivial as to sound
ridiculous. The idea of a “one minute facial treatment”
merchandised through a one dollar combination package,
jumped Ambrosia sales 187% in a single month.

2. An article that the public wants. The article may be
the idea. Waterwings, for example. Or, the idea may be
hooked up with the article. “Roll-your-own” increased the
sale of loose tobacco to the tune of something like 500,000,
000 cigarettes in the summer of 1931. There is, of course, no
sustenance for an advertiser with an idea and no article. But
very little more for an advertiser with an article and no idea.

There is no article that can’t be advertised. But not one
article in five is profitably advertisable alone on its own
merits. With 40,000 articles to sell, Sears Roebuck can af-

47
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ford to mail 9,000,000 catalogues that cost $1 apiece to print.
With only one article to sell, they might possibly circularize
as many as 400,000 people. But to make even that small
mailing pay, they would have to use the utmost care in
matching those 400,000 possible prospects with whatever
article they happened to be advertising. The need for this
matching is due partly to the nature of people; partly to the
nature of articles.

Just as steamboats are only barges; and just as railroads
are historic horse cars; so most modern merchandise is less
a new invention than an evolution of some sturdy old
favorite. Therefore, unless every new advertiser is strong
enough to create for himself an additional market, every
new article must crowd into its sales by displacing another
obsolescent article. When the new article is good enough and
the old feeble enough—as is now so obviously the case be-
tween a motor car and a horse-and-buggy—that is, of course,
the easiest market. But remember that Henry Ford nearly
starved before the public would abandon horses. And S. P.
Langley, with the first practical airplane model, died of
ridicule. So, before betting too much money in advertising
outlay, be sure you know the answer to five questions:

1. What certainty that your new article # superior?

2. What are the improvements it offers?

Why are they improvements?
Who says they are?
What does the public say?

3. Has it, on the other hand, any practical or mechanical faults
to offset these improvements?

4. Granted yours is better, will your new article, despite that
superiority or on account of it, encounter any strong senti-
mental or local prejudices?

5. What is the nature of your competition? Merit always wins
out in the end. But not always—or even often—in the de-
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serving hands that first try to introduce a new article to an
apathetic public.

3. Ideal of Service. Service is often intangible—some-
times indefinite. But, anything that tends to make people’s
lives happier or easier, even temporarily, may be considered
a service, no matter how tawdry.

An unmistakably honest offer from one man to do some-
thing for another will pay best anywhere, regardless of
more showy elements. Confidence, not cleverness, is the
basis of successful business. The money-back guarantee built
Sears Roebuck and Montgomery Ward. No effective sub-
stitute has ever been found for the three words, “Send No
Money,” the single phrase that enables advertisers to sell
books profitably by mail.

Magazines of avowed service like Good Housekeeping,
Delineator, Woman’s Home Companion regularly outpull,
two to one, the ordinary run of media. Religious publica-
tions, like Christian Advocate and Christian Science Moni-
tor, do even better, when other factors are equal. Advertis-
ing is one business where honesty, literally, is the best policy.

A successful advertiser, however, must be more than
merely honest. He had best be benevolent. And enterpris-
ing. Modern man wants help in his problems. He doesn’t
want to think. He wants predigested facts. And ready-to-use
decisions. Service is one thing anyone can advertise that
all will want to buy.

SHOWMANSHIP AND MODESTY

4. Showmanship. That is the art of interesting people in
an exciting way. Even service sells best with cheerful sounds
and gay colors. A mail order course of radio instruction ad-
vertises with a photograph of one of its graduates in ship’s
uniform, strolling about the tropics with a girl on each arm,
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Excitement, or “color,” as it is more often called, may be
inherent in the original idea. If the original idea lacks color
and action, they must be added by the manufacturer. Or his
advertising agent.

Jack Dempsey had color. It was tremendously enhanced
by Tex Rickard,a master showman. Jim Braddock neither
has nor wants color. And he lacks a Tex Rickard! A small
college in North Dakota suspended football because, the
story ran, the team and coach (!) were not colorful enough
to attract an audience. John McGraw had a showman’s eye
for colorful players. Connie Mack, on the contrary, had to
disband the best professional baseball team ever built be-
cause Eddie Collins and companions had no outstanding
eccentricities the crowd could cheer or boo.

Every school boy has been told that advertising is “sales-
manship on paper.” Yet we hear little about showmanship,
which is, these days, infinitely more important. Our United
States esteems itself vastly on advertising prowess. It views
other nations with not always well-concealed contempt. The
United States is, in truth, a great advertising nation. But
not a nation of great advertisers. P. T. Barnum was a natu-
ral. John Wanamaker another. Henry Ford,although he
sold half the early output of the world’s cars without paid
publicity,waseventhenabetteradvertiserthan many com-
petitors who spend millions a year for space. Mr. George
Hill, with his spitless cigars and toasted cigarettes, is a good
enough showman to overcome the unpopularity of his ad-
vertising methods. Spearmint was developed out of simple
chewing gum by the Wrigleys, two first class showmen.
Mr. Erskine’s “Studebaker Cup” is an outstanding exam-
ple of shrewd showmanship. He donated it to be voted
each year to America’s best football team by the newspaper
sportswriters! This shrewdly chosen juryassured himau-
tomatically each year a quarter of a million dollars’worth
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of excellent free publicity for Studebaker in the newspaper
sports pages all over the United States.

Mr. Bruce Barton evolved the formula for his own pop-
ular books while advertising the Harvard Classics. For a
typical book salesman’s page, a short and simple bit of copy
with a big picture of Marie Antoinette riding to the guil-
lotine. That quarter page pulled eight times as many cou-
pons as had ever come in response to the best of a long
series of well written and artistic full pages on the glory
and splendor of owning fine books.

The manufacturer of hand shovels—perhaps the dullest
of all tools—smeared a streak of bright red paint along
the edge of his output. It marked also a red-letter day in
his business! A paint maker, too brilliant himself to let
his product go out simply as “White Enamel,” christens it
“Barreled Sunlight.” And adds instantaneously a million
dollars to the value of his establishment.

Mr. Claude Hopkins, confronted with the problem of
selling “shortening” that bakers wouldn’t buy, built in a
Chicago department store the largest cake in the world.
It was made with this shortening. He advertised this cake
just as Barnum did his circus. One hundred thousand
women came into the store to see it the first twenty-four
hours. He served them all samples. And offered premiums
to those who would buy his shortening that day. His show-
manship met with tremendous success. The shortening was
placed on a profit-paying basis in one week. Mr. Hopkins
then went about the country building a succession of giant
cakes in the leading stores of a hundred cities. Sheer show-
manship turned his once rejected shortening into a nation-
wide success.

E. L. Statler, too, was a magnificent advertiser. As a
practical demonstration of applied showmanship, a visit to
any Statler Hotel is second only to a trip to Coney Island.
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Every action is dramatized. Just as other good cigarettes
are toasted as well as Lucky Strikes, so practically every
good hotel does all the Statler can do. But the late Mr.
Statler was a cross between Lord Chesterfield and P. T.
Barnum. When you ask the Statler telephone operator to
have you called at 8:00 in the morning, she inquires if you
want your suit pressed, meanwhile. When the Statler por-
ter makes a railroad reservation to any other city, he vol-
unteers to reserve your accommodations at another Statler
Hotel.

The original Mr. Deere helped make himself and Mo-
line famous by putting a big deer on the signs that bear
his name. A poor pun. But good business! Perhaps Mr.
Wallgren, for example, might yield to a similar tempta-
tion to have all his store signs mispronounce his name in
red letters painted across a green-and-white wall. That
sounds ridiculously far fetched. But I would wager that,
pictured to the public as a Wall-green, his business would
be worth $2,000,000 more today.

A New York “while-you-wait” shoe repairer is one of
the world’s best advertisers. Sitting in a booth for a rubber
heel, I counted in his store thirteen different ways of in-
teresting customers—from colored blazers on his workmen,
embroidered with the shop’s name on each back, to free
shine tickets with every repair. When the rubber heel
came, it’s entire surface was elaborately embossed with an
advertisement of his service.

Most advertisers anxious to become “national” don’t
bother much with these important little items so near home.
They are ambitious to buy advertising space and set it to
work for them mechanically like a Tibetan prayer wheel.
Too few advertisers appreciate the importance of show-
manship in designing—and testing—their bigger contacts
with the public. Even fewer practice that intense and color-
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ful re-working of those smaller every day by-products that
brings the best sort of free advertising to back up the regu-
lar appropriation.

5. Modesty. This is generally supposed to be the last
quality any advertiser could require. As a matter of fact,
lack of modesty has killed more advertisers than all other
qualities put together. “A decent boldness ever meets with
friends,” wrote the little hunchback Alexander Pope two
hundred years ago.* Advertisers who realize personally
how boasting antagonizes, still strut their advertising. Lack
of a decent modesty in advertising operates disastrously in
many ways. Overconfidence encourages a business man to
underestimate his competitors, and to belittle or ignore un-
favorable popular trends definitely set against his. It leads
him to set up his personal opinion against an expert. Or to
substitute it for popular opinion. In other words, to try to
sell the wrong thing or to sell the right thing the wrong
way. And, worst of all, perhaps, to neglect to test his goods
and advertising at every point.

6. An Intelligent Price Scheme. Chain stores long ex-
pected a five cent toilet soap to become the standard size.
Their reason must be of interest to every advertiser. No
retailer, they say, will make a 20% slash to four cents on a
five cent cake, while with a ten cent cake almost any store
might make a 10% slash to nine cents. Working this for-
mula backwards, an intelligent advertiser needs, above all
things, a carefully planned retail price. He can’t control his
resale prices. He can anticipate, however. His implied
price should

I. Be appropriate to the general field in which it sells

2. Be logical for its own type of article

3. Compare not too unfavorably with the general, average
prices in competitive brands

* The italics, however, are mine. K. M. G.
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4. Be an “‘express” stop, if possible; that is, 5, 10, 25 and

50 or a dollar

From that point backwards he must figure all his dis-
counts. Then he must find whether he can manufacture at
a cost low enough to leave both an adequate selling appro-
priation and an adequate profit. If his right retail price
leaves 50% margin for sales and profits before he gets into
mass production, he is fairly safe driving ahead with his
advertising plans.*

I am fully aware that this sort of intelligent check-up is
rare. Under stress of competition, advertisers guess things
that they should know. They are lured by the illusion of
selling as a sort of a separate game, rather than as an es-
sential part of all manufacture. So, they cut prices below
profits in order to stimulate enough additional gross vol-
ume to pay a puny dividend in good years only. This sort
of customer manufacture is as shoddy ethically as it is eco-
nomically.

WHAT ABOUT MONEY?

7. Money. “How much must 1 spend?” This is prac-
tically the first question asked by every new advertiser. In
every case, however, the answer is the same—another
question:

What do you want to accomplish?
How soon do you expect to accomplish it?

Or, a different sort of answer is to say: “Tell me how
much you can afford to spend and how you want to spend it.
Then we will study out together what can be accomplished
with that amount of money.” As we have seen, great adver-
tisers make money. Money doesn’t make great advertisers.
Wrigley started with a total capital of $62. Waterman’s

* Generally speaking, the final price to the customer should turn out
about twice that to the retailer and four times that to the jobber.
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first advertising appropriation was $65. Hupp’s $100.65.
Borden’s $513. Campbell’s soup $4,200. Procter and
Gamble’s $12,000.

Strictly speaking, there is only one right way to arrive at
an advertising appropriation. That is to reject altogether
the word “appropriation.” An advertiser should no more
have an “advertising appropriation” than he should have a
“rent appropriation,” or a “stenographer appropriation.”
The manufacture of the customer should be budgeted along
with all the other manufacturing processes. Customers
should be bought at one end as carefully as raw material is
bought at the other. And with the same systematic reg-
ularity.

Ewvery article or service should—at the beginning
—have designed into its basic price a few cents for
incessant advertising.

The chief thing for an advertiser to realize is that, while
he can start on surprisingly little money, he ought not to
stop while he has any left. He should, in fact, spend no
money except as a part of a previously determined five or
ten year schedule. The penalty for quitting effective ad-
vertising comes quicker than most people think. And
harder. And lasts longer. The first effect of stopping, as
Mr. Charles Addison Phelps pointed out,is like taking the
Queen Mary for England and stopping the engines half
way out. You have not only the expense of traveling that
distance, but you face the worse waste of drifting all the
way back again. Yet all advertisers seem to think that trav-
eling as far as the Mississippi River is somehow 4alf as
good as finishing the trip to the Coast. Even if there were
not the loss of the half tilled territory there is still the loss
of morale among your own salesmen and dealers to absorb.
And the prospect of additional apathy when you may wish
to open up again some day with a brand new set of more
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permanent advertising promises. Don’t start advertising
you can’t afford to continue.

Marshal Von Moltke said, “No military plan, however
great, ever completely survived the first contact with the
enemy.” Everybody’s “five-year plan” will be altered con-
stantly in detail. In any of its four chief characteristics,
however, there should be no excuse for any wavering.
These four are:

1. Definite objectives

2. Fixed budget

3. Non-cancellable expenditure of a definite proportion

of gross sales

4. Only justifiable advertising charges

This sort of budgeting ought, in theory, to take no ac-
count of what anybody else is doing. Advertising costs
should be worked out by your accountant along with other
fixed costs. For purposes of comparison, however, it may be
well to check up your advertising provision against what
others spend.*

A. Specific figures
1. For outstandingly successful advertisers
2. For everyday businesses
B. Percentages
1. By industries §
2. By firms

* Even the best national advertisers will be found a bit under-
organized on their methods of figuring annual appropriations. Roughly,
out of every hundred, 14 will use a percentage of next year’s estimated
sales; 12 will use a percentage of past years’ sales; 34 will use both
these methods to reach a figure; 38 still work out a “campaign.” The
other two will have some wildly individualistic method varying from
last year’s profits to market analyses of prospective sales conditions.

+ Retail stores, as a rule, “appropriate” from % of 1% to 10% of
gross sales—generally 2 or 39. Manufacturers of staple commodities
usually plan to spend according to the nature of the commodity, between
2 and 6%. For special products that have some special feature which lifts
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In figuring a proper provision for advertising, be careful
that this expenditure includes only advertising. See that it
is never loaded with improper items. The advertising
ledger has been for years the accountant’s waste basket.
“Charge it to advertising” is a standing joke. All sorts of
little extravagances have been recklessly classed as “adver-
tising” because managers are afraid or ashamed to look the
expenditures directly in the face.

Advertising has already been defined as a» expenditure
for the purpose of profitably acquiring customers in com-
mercial quantities. Advertising may be some other things.
Some other things may be advertising. Yet that single defi-
nition is sufficiently comprehensive for all practical pur-
poses. Give it to your bookkeepers. It may prevent your
ledgers carrying a nest of weasel items—charity, vanity,
friendship and fraud—all disguised as “advertising.” And,
in time, protect your business itself against many kinds of
petty vices and expensive virtues.

8. Long-term plan. Advertising is itself fascinating from
many angles. But except where frankly self-expression for
its own sake, advertising results must, in the long run, re-
pay the expenditure with a profit. An expectation of results
is the essence of a plan. As an effective business instrument,
advertising must plan objectives that are:

I. Attainable in commercial quantities
2. Attainable at a profit

For example, a newspaper advertisement that brought
only ten customers into a big metropolitan department
store mightn’t be worth the bother or price. Neither would

them, advertisingwise, out of the routine line, the appropriation often
runs to 15% or higher. When products reach distinctly the luxury class,
the advertising percentage may, in some cases, run as high as from 20
to 40% of gross sales.
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one that brought plenty of customers at a rate twice as
high as the allowable cost.

Nevertheless, the best modern advertising keeps always
hammering away at a definite objective. For every dollar
spent, it contemplates inducing an estimated number of
people to complete a certain calculated action. More or
fewer people may, for one reason or another, do a lot more
or less than the advertiser had hoped. But complete failure
is entirely unlikely when a man knows in advance what he
wishes his readers to do. Or, in other words, sets his ad-
vertising, like everything else in his budget, to achieve
some definite accomplishment through some definitely cal-
culated action.



CHAPTER V
HOW TO START ADVERTISING

SIX opportunities for salesmanship-showmanship cost
practically nothing. Or better say that, between doing

siX routine things in an effective, striking, and, oftentimes,
startlingly attractive way and doing those same things
feebly, according to the dull conventional pattern, the dif-
ference in cost is negligible. These six things are:

1. Trade names

2. Packages and enclosures

3. Office or store furnishings

4. Signs

5. Letterheads and stuffers

6. Motor trucks and wagons

Adpvertising, like charity, should begin at home. Until
an advertiser is certain he has developed intensively every
bit of attractiveness, interest, selling and service that he
can squeeze out of these six home-made potentialities, he
might well go slow about spending money on national ad-
vertising. Or even in local newspapers. He may not be ripe
to extend to the world at large a system of showmanship
he has not yet been able strikingly to express even in his
own home-grown media.

Every business man should first check himself up on
these six points. If he finds a thoroughly effective use of all
six he is already an advertiser. He is at the next step. He
is ready for advertising in its wider sense. Here are some

6o




It is advertising’s center of
population and the home
of America’s Finest En-
graving Plant --the name,
in case you dqgfzt know,
is Collins & Alexander.

An effective full page in Advertising Age. Notice it is ad-
dressed by a Chicago engraving house to erable prospects in
the immediate neighborhood to visualize and. hence, realize a
familiar name. The best possible example of the relativity of
advertising, this striking local page might be useless for any
national advertiser.
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of the factors that determine how that man should go about
extending his activities in to large-scale advertising:
1. Factory capacity
2. Financial set-up
3. Consumption of his goods
1. Present
2. Potential demand
1. For identical objects
2. For similar objects
3. For objects in the general class to which his
belongs
3. Frequency of purchase
4. Competition
1. Present
1. Extent
2. Strength
2. Potential
5. Nature of article
1. Individuality
2. Identifiability
3. Bulk
4. Quality
5. Margin of profit
6. Trade Practices
1. Prices and discounts
2. Amount of individual purchases
3. Number of individual purchasers
7. The relation of the advertised new uses for his article
to the existing “market” for that sort of use.
Advertisers, being human, make mistakes. Most of them
start so interested in their product that they forget the
public. Many of them, so interested in the public that they
forget the product.
A successful advertiser will analyze his proposition and
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his prospects in practically the same motion. To know, for
instance, that you can manufacture for 10 cents a splendid
new soft drink to sell at a quarter is not enough. You must
know simultaneously that you can, by advertising and
other selling, manufacture enough customers also at 10
cents apiece to furnish enough §-cent-profits to justify the
venture. On the other hand, while it is always profitable,
theoretically, to know exactly where to find a vast market
for a 10 cent cigarette or a § cent toilet soap, this informa-
tion won’t help particularly unless you happen to command
the facilities profitably to make and sell a 10 cent cigarette
or a § cent soap.

A CHECK LIST FOR EXPANSION

The sane middle course is to check up scientifically in both
directions. While investigating what the public is using
instead of your article, where it is buying instead of at your
store, which of your competitors it likes—and why—in-
stead of liking you, it may pay you simultaneously to in-
vestigate your own offerings with equal thoroughness, to
find why the public should use your article instead of any
other article like it. Or buy at your store instead of any-
where else.

So, before starting advertising or, at least, before extend-
ing your more expensive selling any further, run over your
entire proposition as a showman would review his pro-
gram. Take it, item by item, from raw material to delivery
into the final customer’s hands. Check the effectiveness of
each of these steps:

1. Your product

1. Correctness
2. Popularity
a. Present
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b. Possible trend
Usefulness

k2

I0.
II.
I2.

T GAGR g

Uses
Style
Size

Sales unit

Name

Package appearance

Delivery
Price

Principal market
2. Preparation of advertising
1. Preliminary Research
1. Check up situation through general knowl-
edge of people

I.
2.

3.

Economic characteristics
Social characteristics
Physical characteristics

2. Check up by special research as to

I.

AN

Trend

2. Need of your article
3.
4

. Conformative willingness to satisfy

Present recognition of that need

that need
Present preferences
Competition
1. Direct competition
2. Competition from adequate
substitutes
3. Competition from alternative
articles

2. Working Plan
1. Marketing Plan
2. Advertising Plan
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I.
2.
3.
4.

Objective
Appropriation
Selection of media

Schedule

3. Advertising Manufacture
1. If for publication advertising

P R R E

Allot space and prepare schedules
Order space

Approve layouts

Order art

Write copy

Order plates

Forward to publication

Check billing and position by check-

ing copy

2. If for direct-mail

I.
2.

3.

S

I0.
II.
I2.

13.

OB

Gather list prospect names

Decide purpose of mailing

Decide date desired delivery to re-
cipient

Calculate time element and arrange
manufacturing schedule

Decide whether use letter, folder or
booklet

Prepare dummies

Choose stock and ink

Order art

Get estimates

Write copy

Make plates

Order printing

Coordinate arrangements for simul-
taneous delivery folding, addressing
and mailing
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14. Have folded addressed and mailed
3. Tests of advertising under actual working
conditions
4. Coordination of Advertising
1. Distribution of advance proofs before first
copy “breaks”
2. Notification of plans
1. Customers, where possible
2. Stockholders, where possible
3. Salesmen
4. Other members of advertiser’s own
organization
5. Wholesalers
6. Retailers
5. Bringing the dealer behind your promotion
1. Where dealer belongs in campaign
1. Knowing what retailers won’t do
2. Knowing what retailers will do
3. Getting them to do it
4. Arrangement in advance for exact
check-up at regular intervals as to
what dealers are actually doing
5. Selling helps to dealers
6. Estimate of advertising results
1. Preparations for prompt profitable han-
dling
2. Preparations for proper checking
7. Follow-up
1. Plans for prompt, effective handling of
inquiries
2. Follow-up letters and method of han-
dling
8. “Upset” date fixed—to examine, impartially,
success—or failure—of advertising
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The main thing to find out first is, of course, whether
people want your article at all. The second: the price they
will pay. The third: the effort they will make to obtain it.
These three factors together determine your cost of selling
which, along with profits, has become the vitally important
factor in modern business. Then, as already suggested,
if you do find not too great a gap between the cost of mak-
ing a customer and cost of making an article he will buy,
you can then drive confidently ahead with no problem on
your mind other than discovering methods to reduce dozk
of these costs.

MEETING COMPETITION

Many an advertiser is swayed from some such intel-
ligent advertising plan of his own by an over-sensitiveness
to competition. Many buy advertising—more are sold it—
through the tradition that advertising cen “meet” com-
petition!

The best way to meet advertising competition is
openly to ignore it!

The way to help your competitor is to recognize his
advertising, however slightly. The public is always look-
ing for a fight. People’s chief interest in a competitor’s
attack on you may be the hope you will let loose a few
resounding wallops. The best way to take the wind out of
his sails—and fill your own—is to think out a new inde-
pendent campaign with a new idea of its own aimed at
some vulnerable spot in your opponent’s armor!

Every good football coach knows that a strong attack
is the best defense. Advertising, as a rule, is planned in
spasmodic campaigns. This indicates generally less faith in
advertising as such than enthusiasm about some new idea.
Consequently, some competitor may start advertising
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which, oftentimes, because of its novelty alone, will arouse
unusual interest among the trade. If you let it alone, this
sort of competitive advertising will usually run itself out.
On the other hand, it may not always be wholly ignored.

Nevertheless, ignore it publicly. And, at the same time,
launch a counter attack savagely on its flank. This should,
in no respect, be an answer. Rather than a reply protecting
your own weaknesses, your defense should be a totally dif-
ferent campaign, based on the same unassailable human
facts, that emphasize indirectly the strength of your posi-
tion. For example, marvelously keen copy, advertising the
limp-looking Van Heusen as “The World’s Smartest Col-
lar,” which came at a time when most men were tired of
tall, stiff-necked decoration, nearly ruined two or three of
America’s most famous advertisers among old collar manu-
facturers. The Van Heusen proposition had obvious weak-
nesses. If the old-line collar companies had possessed nerve
and intelligence, advertisingwise, to hold their ground then,
along the aggressive lines that Arrow Collars started five
or six years later, their sales might have withstood their
smaller, smarter competitor.

The old saying “every knock is a boost” is unfortunately
based more on sympathy than statistics. Nevertheless the
practical effect of any sort of sensational advertising attack
is always spectacularly overestimated. By far the most
competitive, as well as the most profitable employment for
advertising money is determined, consistent selling one’s
own goods.

Don’t recognize your competitor. Ignore him publicly.
But, privately, watch every move he makes. Study him,
not merely as a competitor to be crushed, but as a rival
advertiser who may be beating you at your own game. In-
quire with the utmost care into:

1. The relative merit of his article and yours.
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Compare honestly their strength and weaknesses
. Physical presentation
. Price
. Terms
Sales methods
Adpvertising arguments
Follow-up
Comparative sales
Comparative popularity: find out

1. What disinterested people say about both

2. What actual users of each say about each
Yes, study your competitor. But, as I have suggested,
don’t let that study tempt you to “meet” him. That arouses
doubt and delay among your own customers. They prob-
ably haven’t even noticed flaws in your product that your
defense will emphasize. A sham fight is always good ad-
vertising. A real fight almost never. A weak attack on a
strong competitor may make you seem foolish. A strong
attack, on the other hand, may arouse misplaced sympathy
for your opponent. And, last, but by no means least, you
will vastly encourage your competitor when you show the
slightest sign of annoyance. Or any public consciousness of
his existence.

Competition needn’t worry you anyway—if you are go-
ing ahead yourself! There are always plenty of customers
for anybody who can interest them. The day the first New
York subway opened, instead of diverting 75% or 80%
of the Elevated trade as the Elevated people had feared,
it diverted only 25%. And created an additional 50% of
new users. So, immediately, the two railroads were carry-
ing 150% of the old Elevated traffic. Within a few weeks,
the developing power of the two in competition had so in-
creased the territory they served that both lines were
each regularly carrying more than the original Elevated.

O oW AP
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Competitive advertising, in any field, tends in much
the same way advantageously to center attention on the
field as against all other fields. Considered solely as public-
ity, a very small old-fashioned fight will always arouse
considerably more interest than vast majestic spreads of
calm institutional copy. If the battle is even and the com-
bative copy at all effective, each advertiser may find him-
self recruiting more buyers among the innocent bystand-
ers than he wins from his competitor. So far as advertising
alone is concerned, I believe it by no means certain that the
same amount of money spent for cooperative industrial
campaigns might not be better spent, dollar for dollar, in
apparently hot competition.

Regardless of its effect on your competitor or, in fact, of
any immediate effects inside or outside your office, good
stiff opposition accompanied by intelligently competitive
advertising will not only keep up the individual concerns
but will speed up the entire industry. Admittedly there
have been a few hundred million dollars wasted on hot and
hasty advertising, but that is negligible compared with the
loss from the ordinary shiftless negative attitude.

This chapter will enable anybody to start advertising—
particularly with the aid of a good professional advertising
man. Or, if need be, with only the help of excellent adver-
tising knowledge available from printers, lithographers,
multigraphers, commercial artists who live by the manu-
facture of advertising materials.

But—once started—no amount of experience or intelli-
gence 1s as valuable as a correct attitude towards your ad-
vertising. Never lose sight of one point. Remember always
that present—or proposed—advertising, if #oz known to be
profitably successful 724y be wasting opportunity for better
advertising that might be profitably successful.

This book essays a method of maximum safety. It fur-
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nishes a fairly safe formula against failure. Don’t be afraid
to start. Don’t expect to be perfect in the beginning. Ex-
press yourself simply and sincerely about some service to
somebody. No matter how bad your opening advertising
turns out, people may in time come to consider it excel-
lent. If you keep your advertising strong, concentrated and
continuous, you can make people revise their rules to in-
clude your advertising. Look at Smith Brothers! On the
other hand, no matter how wonderful your opening ad-
vertisements may have been, your campaign won’t last
long after you tire of it yourself.

So far we have talked only to the senders of an adver-
tising message. And about the advertiser’s own problems.
This I have done in deference to the old theory that an ad-
vertiser controls largely the action of his audience. More
modern practices recognize an exactly opposite truth. Only
the realization is new. Even as an early novelty, every ad-
vertisement depended for success primarily upon a sym-
pathetic audience. So, modern advertising measures its
audience even before it weighs its methods. An excellent
advertisement for Tiffany’s would obviously be worse than
useless for a New Bedford ship’s chandler. On the other
hand, even with perfect copy, the New Bedford ship’s
chandler couldn’t expect much business out of The New
Yorker. The best possible sales conditions for a Fifth Ave-
nue jeweler would be the worst possible for a distributor of
hemp hawsers and cast-iron anchors. Right through the
whole gamut of advertising that holds in some degree. Yet
much of the copy in the popular magazines is practically
interchangeable. The jeweler seldom advertises like a ship’s
chandler. But ship’s chandlers regularly advertise so much
like jewelers that only a close inspection separates the
oysters from the pearls.

Illustrated by the same artists, written by the same
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copy staff, set by the same typographer, all advertisements
look more alike than they do different. Saturated in their
unconscious subconsciousness of the advertisement, as such,
advertisers regularly forget that, o the public, each adver-
tisement is supposed to vitalize a distinct individual article.
Convention has taught us to believe that 4r advertisement
must have some effect as a» advertisement. To any well-
sold advertiser a given advertisement is always busy, ef-
fecting coverage, preserving continuity, increasing con-
sumer acceptance, meeting competition, and keeping his
name before the public. The public, for its part, is dis-
tressingly uninterested in all this. It wots neither competi-
tion nor continuity. It requires no coverage. Nor covets
acceptance. Commercially speaking, the public is interested
in advertising only as one of many mild activities. With
this in mind, let us devote the next hundred pages or so
to a look at this public. And see what does interest.

Advertising results cannot be predicted solely upon the
advertisement. The old fashioned advertiser fondly figured
every improvement in an advertisement resulted in a corre-
sponding improvement in its results. That we know to be
untrue. The wise modern advertiser sees himself more like
the conductor of the old electric street car. Until his trolley
actually fouches the live wire, he doesn’t help a bit by bring-
ing it closer. Things that don’t matter much don’t matter
at all. So art, size, color, and even position, become in-
significant factors, practically, when compared to vital va-
lidity of the proposition itself.



PART TWO

RECEIVER OF THE
ADVERTISING MESSAGE

VI YOUR CUSTOMER—WHO AND WHY
VII THIRTY-NINE VARIABLES, PLUS
VIII THE MANUFACTURE OF CUSTOMERS
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CHAPTER VI
YOUR CUSTOMER—WHO AND WHY

“M ARKETS are people, not places,” said Dr. Julius
Klein. There are people enough in the United
States to enrich overnight any advertiser who can interest
them. Say, 35,000,000 “family” buying units. Theoreti-
cally, each of these 4-people units consists of an gverage
family—one father, one mother, one daughter, one son.
That * would give us seven or eight million inhabitants
too many. The surplus, however, explains itself by the
several million solitaries: college men and girls, elderly
bachelors, widows; as well as young and old couples be-
low average lonesomeness who statistically, neverthe-
less, must each be counted a “family.” For our purposes,
we may, perhaps, agree on a round 130,000,000 people,
split into say 35,000,000 regular families.
Theoretically, as I have suggested, any such colossal
buying power would make advertising a bed of roses. All
130,000,000 inhabitantsare, of course, consumers. That’s
true. But how many are customers? Let’s get it all down
into a single statement, smoothed out into round figures.

ToraL U. S. INHABITANTS 130,000,000
subtract children under 14 50,000,000

ToraL ApuLts . . . . . . . . . . 80,000,000
subtract feeble-minded,
insane, paupers, prisoners 700,000

* 4 % 33,000,000 = 132,000,000.
75
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Torar COMPETENT ADULTS . . . . . 79,300,000
subtract illiterates over 21 4,500,000

TuEORETICAL ToTAL LITERATE ADULTS . . 74,800,000
subtract to cover probably
4,000,000 unconfined feeble-
minded and at least 2,000,000
barely able to read * 4,800,000

ToraLLy MENTALLY LITERATE COMPETENT
ApuLTs T 70,000,000

How valuable these 70,000,000 individual prospects
may be to any given advertiser depends, of course, on their
respective financial and geographical relations. Look first
at geographical distribution. The center of population has
gone west now beyond, say, the Moline corner of 1lli-
nois. The center of manufacturing may be beyond St.
Louis. Starting with six people to the square mile in
1800, the United States now have forty-five, with
only one person to the square mile in Nevadaand nearly
six hundred in Rhode Island.

* «But these 12,000,000 mentally diseased persons are not the whole
story. There are 6,000,000 additional who, though not mentally
diseased, are so deficient in intellect, with an endowment in this respect
that is more than 3o per cent below the average, that they are often
described as feeble-minded”—Human betterment Foundation Report to
American A ssociation for the Advancement of Science, June 20, 1932.

+ The last class—mentally competent literate adults—is about the
only figure most advertisers will care to include in their calculations.
So, when we reverse our former process and divide this 70,000,000 by
four to reduce them numerically into standard average families, the ad-
vertiser (instead of our original 33,000,000 family units of consumers)
finds only about 17,500,000 family units of customers that he may con-
sider worthy of his active solicitation.

1 By an interesting coincidence forty (39.2) people per square mile is
approximately the world’s average for its 2,000,000,000 inhabitants, The
United States’ land area is 2,973,776 square miles, with the world’s min-
imum density one person to every 10 square miles in Alaska.
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To his aphorism about markets being people, not places,
Dr. Klein might have added that buying is will, not wealth.
Why this is true, we shall see later in the chapter. Mean-
time, notice that our 130,000,000 inhabitants have as
“wealth” more than $300,000,000,000.%

This does not include gold, silver, coins and bullion. And
its grand total, by billions, moves up and down like the
tides—with a general normal upward trend that will aver-
age not below 3% a year. To share this $300,000,000,000,
plus, are, as we have agreed, around 130,000,000 people.
That “gives” each average man, woman and child more
than $2,300 wealth. Of that, theoretically, each hasabout
$480 cash in the bank. Adding to this nest egg as rapidly
as payrolls may allow, about 48,000,000 of our130,000,~
000 fellow citizens are “gainfully employed.” A fairer
estimate of workers regularly employed would be, perhaps,
an average of 42,000,000, leaving five or six marginal mil-
lions to be drawn into payrolls or forced out of them as
seasonal opportunity or economic exuberances suggest. Ex-
cept in boom times, presumably, at least 10% of the gain-
fully employed are, at any given moment, ungainfully
unemployed. So, for statistical purposes, each worker
theoretically supports at least two other people. This vast
market looks broad and rich enough to absorb all the
goods of all the manufacturers in the world. As a matter
of fact, as we shall see in 2 moment, the nation pays itself
so poorly as regularly to keep mortgaged 4 or 5% of its
future income trying to absorb its share of curtailed mass
production of American manufacture.

Of those 42,000,000, plus, Americans who are gainfully
employed, only about one in five is on his own. That 1s to
say, while about three out of every five people aged over

* That is as if every person in George Washington’s United States
had saved for us today $520 a year every year since 1790.



»8 MANUAL OF MODERN ADVERTISING

fifteen are doing something to earn their own living, only
about one in five takes responsibility for his own enterprise.
These few entrepreneurs—a sturdy little army of about
10,000,000 manufacturers, bankers, lawyers—form the
backbone of the nation. More than 6,000,000 of them are
farmers: another million plus are merchants, leaving
3,000,000 for all other business and professions. Somehow
these 10,000,000 entrepreneurs contrive to carry, on one
payroll or another, the 32,000,000 other “gainfully em-
ployed,” who seem, more or less arbitrarily, classified as
25,000,000 wage earners and 7,000,000 salaried employ-
ees. To start with, one person out of every eight or ten
of those gainfully employed works one way or another
on a government payroll, drawing from the Federal
Treasury alone an aggregate well above $1,500,000,000
a year. Election Day, with its stake of adding $14,000,-
000,000 taxes to this billion-and-a-half dollar payroll,
becomes an economic epoch! We find, in fact, more than
3,000,000 among the 7,000,000 listed as “salaried” em-
ployees thus decorating the government payrolls. Of
the other salaried, 1,500,000 are in manufacturing,
250,000 in farming, mines or constructions, 300,000 in
banks and finance, and about 800,000 in merchandising.

Turning to the humbler wages group, we find the first
2,000,000 are farm help, 1,200,000 work in mines, quarries
and wells, 1,500,000 do various construction jobs, some
6,000,000 clerk in stores, and nearly 10,000,000 are found
in factories of one sort or another. 2,500,000 others are
connected, in one way or another, with the business of
transportation.

These huge round figures throughout the book lay no
claim to statistical precision. Yet I believe them amply ac-
curate to afford an advertiser a bird’s-eye view of our
wealth-making machinery. The $6,000,000,000 of money
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in circulation, with the aid of credit, should turn 125 times
a year to a total annual trade around $800,000,000,000.

HOW MUCH TO SPEND

The advertiser has seen his customers making money in
the mass. He wants to see them spending. Rather than
attempt any new basic figures as to the distribution of this
money in individual incomes,* which must necessarily vary
even from month to month, let me borrow bodily the pic-
turesque pattern laid out by Mrs. Christine Frederick; and
leave every reader to make whatever alterations in actual
figures his own particular time of reading may demand.}

* Dr, Paul H. Nystrom, the authority in these matters, gives in his
“Economics of Consumption” the following table:

APPROXIMATE EXPENDITURES REQUIRED TO SUPPORT VARIOUS
AMERICAN STANDARDS OF LIVING UNDER URBAN CONDITIONS

Costs and dollar values as of 1929

. Man Mfm’ Mz}n, Ma..n,

Standards of Living !ndl' and | Wi e Wife ot

viduals Wife and and 2 and 3
1 child | children | children
Bare subsistence........ $ 600|$ 9oo| $1,200| $1,500| $1,800

Minimum for health and

efficiency 800 | 1,200 | 1,500 1,800 2,100
Minimum comfort..... 1,000 | 1,500 | 1,800 2,100 2,400
Comfort vovveeneeenns 1,200 | 1,800 | 2,200 2,600 3,000
Moderately well-to-do.. | 1,800 [ 2,700 | 3,200 3,700 4,200
Well-to-do .....ccc..n 3,000 | 4,500 | 35,500 6,500 7,500
Liberal +.vvovieeennns 5,000 | 7,500 | 8,700 | 10,000 | 12,000

+ Pages 66—71, “Selling Mrs. Consumer,” by Mrs. Christine Frederick,
an excellent book of the Business Bourse, which despite its feminine title,
is more valuable to most advertising men than their more pretentious
tomes. These income figures cover 28,000,000 “family” units. They are,
of course, for 1929 and, pitifully enough, were shaded sharply in the
next four years. I know of no more basic information, however, that will
serve so well as these nine groups of Mrs. Frederick’s with such allow-
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Mrs. Frederick’s ten divisions are as follows:

I. CROESUS LEVEL:

Income $50,000 a year upwards; total income about
$4,000,000,000; about 35,000 families; .1215% of all U. S.
families.

These 35,000 families spend 27.6% for necessities. Monthly
averages: $250 for food, $300 for shelter, $200 for clothes,
$400 for operating and maintenance.

2. SUPER-LIBERAL LEVEL:

Income $25,000 to $50,000 more a year; average $37,-
500; total income about $2,250,000,000; about 75,000
families; .2634 % of all U. S. families.

These 75,000 families spend 33% for necessities. Monthly
averages: $250 for food, $310 for shelter, $190 for clothes,
$291 for operating and maintenance.

3. WELL-TO-DO LEVEL:

Income $10,000 to $25,000 a year; average $17,500; total
income about $4,000,000,000; about 300,000 families;
1.084% of all U. S. families.

These 300,000 families spend 37.5% for necessities. Monthly
averages: $133 for food, $150 for shelter, $112 for clothes,
$150 for operating and maintenance.

4. LIBERAL LEVEL;

Income $5,000 to $10,000; average $7,500; total income
about $6,000,000,000; about 1,000,000 families; 3.584%
of all U. S. families.

These 1,000,000 families spend 69% for necessities. Monthly
averages: $100 for food, $100 for shelter, $75 for clothes, $75
for operating and maintenance.

5. MODERATE LEVEL: .
Income $3,000 to $5,000; average $4,000; total income

ances for current changes as each reader’s general information may con-
strain him to make.
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about $10,000,000,000; about 2,500,000 families; 8.928%
of all U. S. families.

These 2,500,000 families spend 69% for necessities. Monthly
averages: $70 for food, $60 for shelter, $50 for clothes, $50
for operating and maintenance.

6. COMFORTABLE LEVEL:

Income $2,000 to $3,000; average $2,500; total income
about $5,000,000,000; about 2,000,000 families; 7.154% of
all U. S. families.

These 2,000,000 families spend 79.2% for necessities.
Monthly averages: $55 for food, $45 for shelter, $35 for
clothes, $30 for operating and maintenance.

7. MINIMUM COMFORT LEVEL:

Income $1500 to $2000; average $1750; total income
about $17,000,000,000; about 9,900,000 families; 35.374%
of all U. S. families.

These 9,900,000 families spend 87 % for necessities. Monthly
averages: $49.50 for food, $32 for shelter, $26 for clothes,
$19 for operating and maintenance,

8. SUBSISTENCE LEVEL:

Income $1,000 to $1,500; average $1,250; total income
about $8,000,000,000; about 6,390,000 families; 22.764%
of all U. S. families.

These 6,390,000 families spend 97 % for necessities. Monthly
averages; $46.80 for food, $22.80 for shelter, $20 for clothes,
$10.50 for operating and maintenance.

Q. BARE SUBSISTENCE LEVEL:

Income $500 to $1000; average $750; total income about
$3,000,000,000; about 3,900,000 families; 13.934% of all
U. S. families.

These 3,900,000 families spend 99 % for necessities. Monthly
averages: $27.75 for food, $13.75 for shelter, $12.50 for cloth-
ing, $6.25 for operating and maintenance.
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10. POVERTY LEVEL:
Income below $500; total income about $600,000,000;
about 1,900,000 families; 6.785% of all U. S. families.
These 1,900,000 families spend 100% for necessities.

While all these people in lots of millions are important
as perspective—more than prospective—markets, they have,
as I just suggested, amazingly little practical significance to
any ordinary advertiser. Of people in small lots, on the
contrary, a good many special qualities may safely be
predicted from other known qualities. Policemen are likely
to sleep well. Members of the Lotus Club will eat good
lunches. Dwellers on the New Jersey Coast are liable to
sunburn. Wealthy car owners will hire the most chauf-
feurs.

But the moment any circulation or market gets large
enough to offer an advertiser the benefits of the laws of
large number, it automatically operates in all respects like
all other big circulations.

Or markets.

Numerically speaking, any circulation large enough to
lend itself to the law of averages will, through those aver-
ages, work out in any quality you may select—murders,
millionaires, or maiden aunts—identically with any other
circulation of similar size and character. For example, over
a period of nineteen months, the rate of Chicago murders
and manslaughters is (or was) one a day. Any small pub-
lication that, for any fantastic reason, wished to guarantee
an advertiser a Chicago circulation absolutely undiminished
by manslaughter, would have to prove its circulation so
unrepresentative as altogether to escape its quota. By the
same token, any Chicago newspaper big enough to offer
even a reasonably representative city circulation must offer
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as a part of that representativeness its pro rata share of a
murder-a-day loss in circulation.

Take, for example, the question of buying power itself.
Contrary to the generally accepted theory that wealthy
markets make easy selling, there is every reason to suppose
that aggregate wealth is, generally speaking, one of the
least important factors in advertising results.

Nobody can buy when he hasn’t money. That needs no
saying. Admittedly, too, there are articles so high in min-
ima that no poor people can ever buy them. On the other
hand, these high luxuries aren’t so frightfully common
even among the wealthy. Pierre, Poiret, and Pierce Arrow
are nicely content with small business in select spots. But
the great bulk of our machine-made luxuries must search
out masses of purchasers, however scattered these individ-
uals geographically, financially or socially. That, remem-
ber, we defined as the true function of modern advertising.
Like our own antique furniture store on the side street,
they must sweep cities and even continents in their reach
for prospects. Their first duty, therefore, is to question any
convention that restricts their opportunity! They cannot
afford to accept unchallenged the long familiar argument
of the socially approved media that, because they sverage
higher in wealth, they are necessarily better places to sell
individual ice machines. Or tropical week-end cruises.

The mental homogeneity of any given class of people
offered you as a “market” is admittedly the most impor-
tant factor in their buying—certainly far more important
than their total wealth. There is plenty of proof. Let us
look at only two instances: First, take baked beans. Mr.
Hopkins discovered in one of his early investigations that
out of every hundred women who served baked beans only
six bought them already canned. Yet the big packers were
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spending 97% of their advertising money fighting each
other for this picayune trade. He quit the accepted market
and started advertising to the 94 other women the advan-
tages of buying their beans in cans already baked. Another
example, quite different, was found in the subscription
gathering of a famous woman’s publication. Although rec-
ognized as a society publication, it could never get a pay-
ing percentage of subscriptions from its circulars mailed
to Social Registers or Blue Book. (This may be universally
true.) In annoying contrast, a small list of women who
had bought by mail from the Corticelli Silk advertising
invariably paid handsomely. Their special interest in
clothes, plus the fact they had at least once before sent
money by mail, made this small list a special class of cus-
tomers which in buying a magazine for wealthy women
regularly outpaid the wealthiest women in America, gen-
erally seven to one.

WEALTH VS. MARKETS

Nothing, in fact, is more deceptive than wealth as an
index to buying. If a thousand fine old families owned 4/l
the money, a million merchants would starve. Not to
mention several hundred thousand manufacturers. Without
wandering too far off into economics, I may venture later
in this chapter the observation that our past troubles have
come not so much from over-production as from an utterly
inadequate distribution of money among the mass millions
who have necessarily to absorb the machine product.*

* Machinery enables a ready-made tailor to deliver, say twenty new
suits a week, He wears only two a year. Factory hands, throughout the
United States, turn out around $7,000 worth of goods a year apiece. But
each earns only about $1,500 a year to buy the other man’s goods. Or,

putting it another way, by Tuesday noon every factory hand in America
has manufactured the equivalent of all the goods his family can buy that
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However, to get back to “markets” for the advertiser:
Statistics as to aggregate wealth or collective income tend
to conceal the fact that neither in groups nor as individuals
do people buy according to the amount of money they own.
Poverty, of course, limits in certain respects. But less
rigorously, even, “these” days, than personal preferences.
Our nation spends nearly as much for cars as for food.
And, 4% of the nation’s income is mortgaged in advance
on installment buying of luxurious necessities. With or
without installments people, however, regularly buy “out”
of their wealth class.

1. By individual preferences

2. By occasional exigencies

As an example of individual preference, take cigars in
the Union League Club. The average weekly per capita
cigar bill there would, no doubt, be ten times that of the
Mills Hotel. Yet it would be a hazardous ten-to-one shot,
indeed, to pick out, as individuals, a random Union Leaguer
and a random inmate of the Mills for a comparison of
cigar expenditures. Your wealthy member might, easdy,
prove a pipe or cigarette smoker, while your impecunious
philosopher might regularly spend his last dime on a
favorite cigar. Only as you segregated your cigar smokers
in each group would your comparisons be of any great
value. This is regularly true of any group, practically re-
gardless of wealth. You, with double my income, may
rough the Adirondacks while I support Atlantic City lux-
week. For the other four days he is working for the farmers, the bankers,
the merchants, and the bookkeepers. But since 48,000,000 workers con-
stitute @/l the gainfully employed; and, since nearly half of these workers
are in factories, the task of searching out, each week, enough scattered
individuals in the other smaller classes to match in leisurely human con-
sumption the machine driven production is a desperately hard job. Every
factor in distribution, including advertising, has serious responsibility.

But money tends to flock topward toward money. And goods must gravi-
tate downward toward those who can use them up.
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ury. I with double your income may browse around the
West Indies winters on a tramp steamer while your whole
family skis and skates at Lake Placid. My weakness may
be expensive shoes, yours costly neckties. I collect stamps.
You spend that money playing bridge. You are worth
$500 a week to your stock broker. And shave yourself. I
am worth $5 a week to my barber. And buy second mort-
gages. You read magazines. I go to the movies. I support
night clubs. You have a greenhouse. You keep dogs on a
country place. I keep a valet in town. And so on, into every
varying taste and inclination. Classification by wealth al-
ways means favorable gverages for all luxuries. It may
mean practically nothing in numbers of individuals. It may
mean absolutely nothing in the distribution of these in-
dividuals. Even a statistician realizes in his more human
moments that there is no uniformity of spending accord-
ing to degree of wealth only. People of equal means differ
every day on totally dissimilar things from Palm Beach
suits to crude fishing camps in Canada. An office-boy stamp
collector will obviously spend more money for foreign
postage stamps than any uninterested millionaire; a pop-
ular store saleslady will spend more for natty new hats
than a Phi Beta Kappa heiress.

This, however, is only the beginning of the story. Rich
people, as we have just noticed, don’t distribute ordinary
spending according to their wealth. Moreover, poor people
every now and then leap completely out of their class to
outspend their gilded brethren. A tenement mother with
a sick child will spend more for medicine than a whole
family of healthy plutocrats. A young shipping clerk and
his stenographer bride may buy more furniture for their
new apartment in their first six months than an elderly
Park Avenue couple will in their last sixty years. Certainly
a practically penniless boy working his way through college
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will spend more money for non-fiction books than the
average member of the Yale Club. A telephone girl about
to be married will spend more money on useless pretties
for her trousseau than her wealthy maiden aunt on Beacon
Street spends in her whole chaste existence.

So, to repeat what we suggested several pages back, in-
dividuals, as @ rule, are found out of their logical wealth
stratum—or natural buying category—buying in two ways:

1. By individual preferences

2. By occasional exigencies

The fact that every reader regularly pays five cents for
a newspaper instead of three, or 25¢ for a magazine instead
of 5¢, almost certainly indicates that, in the average, the
readers of the more expensive publications are, in the ag-
gregate, more wealthy than those of the less expensive.
It need not, however, indicate that any given dozen, score,
hundred, thousand, or hundred thousand, even, of these
readers has more money than a corresponding dozen, score,
hundred, thousand, or hundred thousand in the cheaper
circulation. Nor does it, in the slightest degree, indicate
that any individual reader or collection of readers will
spend more money on a given article, however expensive,
than any individual reader or collection of readers in the
cheaper circulation. Editorial contents can assure a class
similarity of tastes. But newsstand or subscription price
can’t. Any attempt to mould the character of circulation
through manipulation of the purchase price is likely to do
more harm by keeping the number too small to allow the
law of averages to operate freely than to benefit by select-
ing rich readers.

Variations from class spending, whether through in-
dividual preferences and through occasional exigencies, can
be caught in any one of three ways. Or by all three of them.
These are:
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I. By circularizing mailing lists, such as book buyers,
stamp collectors, bee keepers, farmers, theatre owners,
classified either by profession or by known congeniality of
interest.

2. By advertising in the “class” or trade papers edi-
torially devoted primarily to books, stamp collecting, bee
keeping, farming, theatre management, or whatnot.

3. By advertising strongly, skillfully and distinctly
enough in publications of sufficiently large general circula-
tion not only to collect orders in one’s own line but to
permit profitable collection through accumulating the
answers from those particularly interested in books, stamp
collecting, bee keeping, farming, or theatre management.

To any advertiser who doesn’t want to circularize mail-
ing lists, advertise in trade papers, or do intensive selective
advertising of any sort, size, statistics on average wealth
naturally become important. If he must be satisfied simply
with “coverage,” the study of markets becomes vital. He
who plans to spend his money where, in general, he finds
the most wealth will, in general, be just that much better
off than he who has no plan at all. Any advertiser who
elects to play average probabilities rather than work for
specific results should, of course, play the best averages.
Beyond this, however, it is difficult to justify any monu-
mental statistical analyses of markets and their wealth.
There are three reasons why advertisers shouldn’t waste
too much time counting people who could buy.

1. People, as we have just seen, buy with little reference
to wealth. For 995 advertisers out of a thousand youth,
ambition and enterprise are more important. Credit is prac-
tically universal.

2. Advertising as generally scattered among media today
does little more than lightly scratch the surface of any
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market. Practically any community of any circulation is
wealthy enough, if interested, to buy a hundred times its
pro-rated share of any advertised product.

3. All live publications, particularly those bought anew
each month or those sold on short term subscription with-
out particular pressure, automatically assure enough fresh
buying power handsomely to profit any advertiser who can
merit the real interest of even a ludicrously small propor-
tion of its readers.

Publications with no claim beyond small expensive cir-
culations have, therefore, little right to the title “class.”
They stole it to start with. Class publications in the begin-
ning were, as the name indicates, classifications of reader
interest, such as professional magazines, trade papers, and
other periodicals of small circulation deliberately concen-
trated by editorial congeniality. Mr. Condé Nast specif-
ically recognized this distinction in the early days of
Vogue. His appeal for advertising was always definitely on
ground of rigid editorial selection that attracted only those
interested. Competitors, thinking less clearly, managed
cleverly to confuse the scientific definition of class with the
popular colloquialism expressed, for example, in the words
“There’s class for you!” This they accompany with a per-
fectly legitimate, but by no means synonymous, conception
of a magazine edited for a wealthy “class” of readers.

Thus they have contrived to fix pretty definitely in ad-
vertisers’ minds that there is a real relation in wealth or
income between what people read and what they buy. So
well have they succeeded, the mouse scares the elephant.
Vast circulations like the Daily News and True Story,
which, by the inevitable law of averages, will in 98 cases
out of 100 mercilessly swamp any small publication in
sales of almost any given article, go on the defensive with
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“Tell it to Sweeney.” Huge pages of black-letter polemics
gratuitously volunteer a quite unnecessary faith in the buy-
ing power of the Wage Earner, so obviously the only
class numerous and well-to-do enough to support any tiny
aspect of modern mass production.

Forgetting media for a moment, may I again repeat
that the whole theory of present over-production is both
pathetic and ludicrous. What they all mean is Under-
distribution! True, our modern manufacturing system has
tragically outgrown our great-grandfather’s system of get-
ting goods into circulation. But so long as more than half
our neighbors live on incomes below the minimum budget
for health and decency, calling it “over-production” merely
re-emphasizes our altogether antiquated and inadequate
financial and industrial vision. And, so long as factories
stagnate for lack of orders, while millions of people do
without the simplest luxuries,* we cannot feel that market-
ing, merchandising, and advertising have reached a point
where pretensions even to statistical efficiency are in par-
ticularly good taste.

* Out of 30,000,000 American homes about 20,500,000 are wired for

electricity. Out of every 1,000 of these wired homes in the United States

180 lack even an electric iron

so00 lack radios

560 lack a vacuum cleaner

670 lack electric fans

710 lack electric clothes washer

980 lack electric ironing machine

990 lack electric dish washer
Before the saturation point is reached on even this present 689 wiring,
the Wall Street Journal estimates that 300,000,000 more appliances—
floor polishers, ranges, refrigerators, clocks—worth $18,000,000,000
could be sold. (Our total foreign exports amount to scarcely more than
a quarter of this sum.) So much for electricity. In a little town of
Sabetha, Kansas, Mr. C. C. Parlin found only 13 homes in a hundred
lacked electric lights, but 55 out of every hundred still used oil stoves.
s2—more than half out of every hundred—Ilacked bathtubs. Strangely
enough, 58 out of every hundred hadn’t even an automobile.
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OVER-STATISTICISM

Nevertheless, the care many advertisers expend survey-
ing “markets” reminds one of a man in a birchbark canoe
cautiously sounding his way into New York Harbor. In
nine hundred and ninety-five cases out of a thousand, the
advertiser had far better look after his own end—the ad-
vertisement! And let the medium—whether magazine,
theatre program or radio—provide the audience. There
may be somewhere in the United States a newspaper too
feeble to pay an advertiser who spends the right amount of
money proclaiming in the right kind of copy a sufficiently
popular proposition. Certainly, the great mass of advertisers
aren’t so far crowding the media very strongly in these
respects!

Once an advertiser gets a piece of copy so good as to
threaten even the remotest danger of dipping below the
top ripple of the buying power of any given market, he
might profitably begin to sound for a possible saturation
point. In the meantime, he need no more worry about his
supply of customers than a mid-ocean angler after a half-
day’s fishing.

Or, putting it less harshly, if the great national adver-
tisers generally were, either in effectiveness of copy or its
effective use, anywhere near so close to the sale of their
immediate prospects as a good mail-order man must keep
himself constantly, they too might have cause to scrutinize
carefully the potentialities in some particular market. Or
consider the possibility of over-spending. But, spaciously
to survey buying “power” on behalf of copy entirely un-
tested and oftentimes negligible as to selling power—may
not that, perhaps, be somewhat misplacing science? As a
matter of fact, at present prices and installment terms, al-
most anybody can buy almost anything. Two-thirds of our
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automobiles are bought, I am told, by people with incomes
under $3,000 a year. The next chapter will show that
there are thirty or forty other variables of which wealth is
by no means the most important.



CHAPTER VII
THIRTY-NINE VARIABLES, PLUS

“Peter Breckenridge fractured several ribs in the
following manner: He mounted his mule, set out
for a ride. The mule stepped upon a nest of yel-
low jackets; the yellow jackets began to sting
the mule, causing it to kick desperately. One of
the kicks came in contact with a guy wire at-
tached to a pole; the force of the kick made the
pole fall down. A power wire strung on the pole
fell on the mule, electrocuting it instantly;
whereupon the mule fell over, landed on its
rider, fractured the ribs of Peter Breckenridge.”

—Time.

MR. BRECKENRIDGE was overwhelmingly entitled

to his accident insurance. But the insurance company
might be puzzled to classify the primary cause of his claim.
For deeper insight into advertising, turn a moment to in-
surance, practically a sister business. Both are built on the
same base. Advertising or insurance—each prospers exactly
as it accords with the law of averages expressed in human
action.

Insurance, on one hand, started by finding the funda-
mental facts. And profitably utilizing them. Advertising,
on the other, proposed to change facts. Or, if not to change,
at least to ignore them. Let us see how well insurance has
succeeded. Then see how advertising success can be founded
on the same organized intelligence that so richly guides

93
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successful insurance. Making pretty pages out of type and
picture, and counting how many “impressions” go to what
different places, is 2 wonderfully pleasant pastime. But it
comes as near being of negligible benefit to society as any
equally serious effort I know of. On the other hand, a
serious study of the mechanics of human action with meas-
urements of advertising’s effect on them—and their effect
on advertising—may be the most important thing in the
world today. Above all else, business needs intelligence
in its dealings with people. And better than anything else,
advertising can furnish that intelligence.

The world’s supply of insurance is about $1 50,000,000
000 of which amount the United States has the amazing part
of more than $100,000,000,000.* This is nearly ten times
that of the United Kingdom, second on the list. The United
States averages over $800 per capita compared with India’s
$2.00. One company in the United States is said to collect
every business day $ 1,000,000 as premiums.T The only
point that need concern us here is that this astounding
business is founded on a single ridiculously simple fact—
observed many years ago—that fewer than 20 people in
any average thousand will die within any given year. By
keeping keen actuaries studying trends, and checking con-
stantly actual happenings against the expected averages,
insurance companies are, year after year, enabled to make
vastly more money themselves while writing ever more
liberal policies and reducing charges to the public.

As students of advertising we are concerned not with
the size of this insurance success, but with the reasons for
it. Death is an ultimate; and, therefore, easy to compre-

* $85,000,000,000 ordinary life; $18,000,000 industrial; $10,000,-
000,000 group; in 1931.

t Total U. S. premiums around $4,000,000,000 a year. Total assets
nearly $21,000,000,000.
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hend. Yet, as we have just noticed, the death rate per
1,000 is merely the final average answer in the life of
1,000 individuals. Or, if you prefer, the final answer on
1,000 average individuals. In no single case among this
average thousand, obviously, did death come except as a
result of one or two predominant causes which were them-
selves the result of long concatenations of equally definite
causes running back, perhaps, for generations. Only in the
single common denominator, death, do all these causes
demonstrate themselves beyond question. But each of them
is eternally at work, regularly, almost unvaryingly, from
year to year, never themselves changing except as their
causes are changed.

Take tornadoes. The peak month, April, will average
ten times as many tornadoes as January; in fact, April and
May and June together bring the United States more than
half as many tornadoes as all the rest of the year. Similarly,
Iowa has 2.3 tornadoes a year for every 10,000 square
miles of territory, which is twenty times as many as New
York State. So, statistically anyway, tornadoes kill 200 times
as many people in Iowa in a hot May as in New York in
January. On the other hand, New York City is one of the
unsafest places in the world for suicides: 1,600 every year
succeed in taking their own life; as many more attempt
and fail. That’s half again as many as Greater London.
For the entire United States the average suicide total will
run about 20 per 100,000 population. For every eight mur-
ders per million inhabitants in London, New York boasts
83 and Chicago 141.

Or turn, more pleasantly, to flying: traveling on the
United States Air Transport is one of the safest of occu-
pations. They average more than 3,000,000 safe miles
flown for every fatal accident. Accidents are one-fifth at-
tributed to pilot failures, one-fifth power failures, one-
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fifth plane failures, and the remaining two-fifths weather,
airport and terrain. Every sort of average is, of course,
available on automobile accidents, but take time for only
two: one out of every three road mishaps is caused by the
motorist driving off the edge of the highway, and one out
of every four gradecrossing smashes by the automobile
crashing into the train. The greatest #number of automobile
accidents next year will happen between 4 and 9 p.Mm.
some Saturday or Sunday, probably in October. The high-
est percentage of accidents will happen in February.

For every pedestrian struck by an automobile, one will
be hurt by slipping on ice; two by tripping over uneven
ground or obstacles. As we turn thus our inspection towards
the life pattern—the negative of the death pattern—we
sense a regularity of life rate as exact and as implacable as
the death rate itself. Calculations made in Washington not
so long ago, indicated that the population of the United
States increased at the rate of an additional inhabitant—
net—every 20 seconds.* For ease and safety, let’s lower
that estimate to two new Americans a minute. That means,
of course, 120 an hour, 2,800 per day, 86,000 per month,
and, roundly, 1,000,000 a year. Possibly this may be a bit
high for post-depression periods, but to remember that the
United States adds each year to its population a new city
the size of Detroit or Cleveland will not only remind us
of the rhythmic regularity of the life rate; but will help
us keep in mind Mr. Bruce Barton’s famous adjuration that
we advertise not to a mass meeting but to a procession.
Every year twice as many girls are married in June as in

* The Department of Commerce calculated some years back that there
was one birth in the country every 12 seconds; one death every 24 sec-
onds; one immigrant every 134 minutes; and one emigrant every 534

minutes, or a net gain in the population of the United States of one
person every 20 seconds.
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March.* Births, each year, run about 18 to the thousand
population. Marriages, about 10 to the thousand. Deaths
run about 11, thus striking a rough balance towards “an
ultimate stationary population” perhaps in 1950.}

Death from suicide, meanwhile, increases directly with
the number of commercial failures. Deaths from natural
causes, on the other hand, drop always along with Stock
Market quotations.f Precisely twice as many men per
100,000 will kill themselves next year as will be killed by
anybody else. On the other hand, the average age of men
murdered will be 31. Of suicides, 34. Those who take
their own lives Jive three years longer! Nothing in death
or life happens without definite fixed cause. Insurance men,
therefore, are not surprised when the “increased moral

* Marriages occur by months in the following percentages:

%
January oocieiiiiiiiiiiiiiiaien, 6.8
IRAITEIS? 00000000000000600000600000 6.5
WIEREN 0600000000000006000000000006 5.8
598l 500000000000000000000000a0800 7.5
WY ©0000000000000000000a0000660G 7.6
M2 60000000000000000000000000000 12.0
J5?  coo000000000000000000000006000 7.8
AOTFER  000000000000000000000030000 8.7
September ..... . iiiiieiiiiiian.., 9.6
(@E1353? 6000000000000000000aa0000AG 9.1
November ........coiiviiiieninnne, 9.4
IDZIHYIY  000000000000000000000a00G 9.2

1 Dr. Louis 1. Dublin, statistician of the Metropolitan Life Insurance
Company, said: “Studies we have made indicate that the population of
the country will become stabilized as to age composition in less than
fifty years. When that happens, the population will be in the neighbor-
hood of 150,000,000 and the expectation of life at birth will have in-
creased to approximately 70 years.”

} Take a single example: January, 1931: “Every important cause of
death showed a lower death rate in January, 1932, than in the corre-
sponding month last year with the exception of cancer, suicide and auto-
mobile fatalities,” said the Metropolitan Insurance Company statisticians.
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hazard noticeable in times of abnormal distress” makes
1931 claims for injuries suffered in accidents jump 10%
over 1929. Similarly all the happier happenings which
save lives and guide the good fortunes of those nine hun-
dred and ninety of every thousand who live through any
given year, are, of course, as inexorably average as the un-
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A week-by-week comparison of freight car loadings for
United States before Depression upset man’s initiative. To
visualize the implacable force of human habit, notice deep
drop every year for holidays—Christmas, Labor Day, July 4th.

favorable factors that kill the ten who die. Some statistical
mortician has tabulated, no doubt, the nation’s burial bill.
Just as regular—and even more important—is the nation’s
drug bill, $175,000,000 a year to circumvent death and
illness. Every family spends about fifty cents a week for
medicine. About half of this goes for secret “patent” medi-
cines, leaving about 25 cents each week to be split between
physicians’ prescriptions and good old-fashioned home
remedies like bicarbonate of soda.

Turning more directly to the effects of everyday living,
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take for further example, the way the motion pictures,
aided by bridge and golf and the motor car, not only killed
roast beef as a popular American food but threw the roll-
ing pin out the window. Only 5% of America’s baking is
now done at home. So far as the talkie audience itself is
concerned, the weekly afternoon off doesn’t happen to
create any direct sale for new articles. (As the Sunday
afternoon ride, for example, creates directly a sale of
gasoline.) But the away-from-home habit creates, of course,
a huge market for those who sell supplies to the motion
picture houses. And, incidentally, the American housewife’s
habitual all-afternoon absence from home cooking has
helped double the demand for salads. And triple the sale
of ice cream. Here advertisers obviously need create no
new market: only occupy one that opens itself up for them
as favorably as the same lighter living brings more profits
to the insurance companies.

All man’s habits—everything people do or won’t do—
balance into daily averages of human action, just as they
finally balance into actuarial figures for insurance. In all
corresponding situations—in advertising as in insurance—
these averages hold to the general rule rather than vary
with specific changes. For every four on the sunny side of
the street, for instance, five will walk down the shady
side. This is true in Memphis or Montreal. Whether a
store sells sardines or surgical instruments, twice as many
people will normally swing to the right as they enter the
doors. Once in, only a quarter of them will go half way
back through the store. Right through the year grocery
stores show three peaks. One at 8:00 A. M., the smaller at
I1:00 A. M., and the biggest of all between 4:00 and 6:00
in the evening. Despite this belated rush sixty cents’ worth
of every dollar’s worth of groceries are sold in the morn-
ing hours.
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Preacher, politician, and business man alike may as well
realize that to get half of any ordinary population to do
any given thing, no matter how important, is practically
impossible. To get even a hundred people out of any mis-
cellaneous thousand to make any response whatever to any
offer is unusual. To get fifty people per thousand is doing
well. And ten per thousand is not bad.*

Any man who rents a store may well remember that
three out of four of the same crowd will pass his window
every day. Most of them will pass his display window in
six seconds. Even of the fourteen or fifteen out of every
hundred who will glance in passing, however, only about
one in twelve will stop to look at his window display. Five
times as many of them will notice a sign hung level with
their eyes as will the same sign only three feet higher up.
And, finally, that human memory is so bad only one person
in twelve of those who do notice the sign is likely to re-
member it. These are the mechanics of human action. These
mechanics of action are nothing more or less than human-
ity’s solution—in terms of averages—of the practical prob-
lems of daily life. Our ignorance—either of the mechanics
or the laws behind them—doesn’t alter their absolute con-
trol of every human undertaking. The whole future of
advertising as a sound commercial practice depends on a
complete grasp of this great truth. Any advertiser dealing

* As Mr. Gundlach’ admirable expression of this inertia marks the
point for this chapter: “Out of a million readers of periodicals, there may
be a few thousand, rarely as many as ten thousand who can be directly
led to the cautious step of inquiring. Rarely more than a few hundred
who will then and there decide to order. On some articles, most standard-
ized goods advertised without a special offer, the number of people who
can be stirred to consumer demand is extremely small. As against these
few people, there may be twenty-five thousand or possibly one hundred
thousand who can be indirectly influenced foward consumer acceptance
(meaning that they may or might buy as the result of the publicity sf
other factors are favorable).”



THIRTY-NINE VARIABLES, PLUS 101

with people in commercial quantities large enough to en-
counter the law of averages will, then, be affected by cer-
tain plus and minus factors as regularly and certainly as
a fisherman by his winds and tides. The difference between

-
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a skillful advertiser and an unskillful advertiser—regard-
less of the luck of either—is determined by the intelligence
with which the skillful advertiser discovers the effect of
these averages on his proposition. He protects himself
against the variables. And turns the regularities to his own
advantage.
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MR. SEEFURST CONTROLS HIS VARIABLES

Suppose, for example, two men were rivals for the job
of Sales Manager of a huge corporation—United Foods,
Inc. One is the present' Advertising Manager, O. O. Byan-
large. The other, the present Assistant Sales Manager,
Harry Seefurst. Suppose, as a test of keenness—in this
short parable—each, in turn, was handed $10,000 and told,
within that sum, to buy for United Foods, an advertise-
ment that would give the greatest circulation to the same
piece of news—i. e., an announcement of a new product.
There was to be no selling. No keying. No coupons. The
amount of circulation, ze?, each could deliver for the same
amount of money, together with soundness of their respec-
tive claims to net circulation obtained, was to be the single
test not only of advertising intelligence, but of general
executive fitness.

Mr. Byanlarge shot first in the circulation duel. He spent
a good deal of time getting out an excellent full-page ad-
vertisement. He had reprints made. He distributed them
to 10,000 dealers. Some advertising publication editors
commented favorably on his advertisements. These clip-
pings and some personal letters of approval, Mr. Byan-
large filed with the company.

Mr. Seefurst, meantime, withheld his fire. He disap-
peared into libraries. He dug around in dusty files. He
proposed to know some of the basic principles that govern
the human mechanics of advertising action. His pockets
were filled with penciled memoranda. His eyes looked
tired beneath their horn-rimmed glasses. Finally his mag-
num opus appeared. It was a good enough advertisement,
hardly as attractive looking as his rival’s. All his friends
were disappointed.
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To the President of the company, however, Mr. See-
furst submitted without comment, the following state-
ment:

ADVERTISEMENT A
(Mr. Byanlarge)
Credit in each case 1,000,000

Of the total 3,000,000 circulation of a publication
¥ is arbitrarily assigned as a possible “normal”
reading

Debit
In 1st week of month  minus 2%-— 20,000

In August minus  6%— 60,000

In too thick a magazine
over 200 pages minus §%— 50,000

In too competitive a
magazine, over 140
pages of advertising minus 11%—110,000

Position—left-hand page

Position—on page 18
front of book minus 15%-—150,000

Subtract total debits .. 390,000

Circulation NET for ddvertisement A ......... 610,000
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ADVERTISEMENT B
(Mr. Seefurst)

Creditineach case .......c..ueueuieeaennnnn 1,000,000

Of the total 3,000,000 circulation of a publication
¥ is arbitrarily assigned as the possible “normal”
reading

Credit
In 2nd week of month plus 24%—240,000

In October plus 6% — 60,000

In thinnish number of
magazines, only about
100 pages plus  5%— 50,000

In fairly competitive
magazines, under 9o
pages of advertising plus 2.6%— 26,000

Position—on right-hand
page plus 10%— 10,000

Position—on page 98
back of 100 page book plus 35%—350,000

Add total credits .... 736,000

Circulation NET of Advertisement B .......... 1,736,000

Surplus circulation of Advertisement B over
Advertisement A (1,736,000—-610,000) ... 1,126,000

Naturally when Mr. Seefurst claimed that through thus
eliminating adverse factors and securing favorable factors,
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he had been able to secure 214 times, if not 3 times, the
same circulation that Mr. Byanlarge had bought for the
same price in the same magazine, the management of
United Foods, Inc., was frankly skeptical. Hostile even.
Mr. Seefurst was, of course, completely prepared for this.
He brought out convincing reports of many tests. He
showed reports of counts and analyses of millions of actual
replies. In short, he furnished enough evidence from one
authority and another amply to demonstrate that, while his
figures, as stated, were by no means accurate, they were,
in the main, far more likely to be right than wrong.

The reason for putting this case of Mr. Byanlarge and
Mr. Seefurst in the form of a parable is obvious. In a
textbook, where figures stated as facts must be meticulously
correct, it is impossible to introduce as facts, other figures,
which at best, can be only proximations. On the other hand,
it is equally impossible to leave out of an advertising text-
book, figures as vital as these, merely because there is no
possible way of stating them precisely. The trouble lies
not in the figures themselves. They could be computed
individually with a surprising degree of accuracy. The
trouble comes, first, in assembling all the different influ-
ences that may or may not markedly affect a given adver-
tisement. Even more, in calculating the relative effect of
these influences one upon another.

SCYLLA AND CHARYBDIS

Take a single example: Any newspaper advertiser might
hesitate to order a full page on Sunday, the 29th of May,
at which time, on account of the triple Memorial Day
holiday, practically everybody may be supposed outdoors
enjoying the young summer. On the other hand, some
Memorial Day advertiser might, by sheer carelessness,
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gain in that generally neglected issue, an extra amount of
attention through the absence of all his competitors. If,
on account of their absence, he was further able to get an
extraordinarily good position, his advertisement on that
unfavorable date, might easily get a bigger real reading
than would be his luck in the next issue crowded with more
canny competitors. That, of course, covers only one set of
factors. Here is another: with the weekly, fortnightly, and
monthly payrolls all “breaking,” Saturday, May 28th, for
his advertisement, he might influence a great many more
immediate sales than would be his normal quota on any
other Sunday, better chosen advertisingwise.

Further on in the chapter is given a list of 39 variables.
Every one of these is able, in some degree or another, to
affect the response to a given advertisement. Obviously,
all the favorable factors on one side, and all the unfavor-
able factors on the other, add themselves up for each ad-
vertisement, like a problem in algebra. The sum of all
these forces—be it finally plus or minus—must represent
the resultant force. There are so many varying influences
working in so many different directions, that most ad-
vertisers ignore practically all of them and trust the aver-
ages to wash each other out in the long run. Reckless as
this sounds, it is probably wiser than for an advertiser to
attempt to calculate in every case, the varying influences of
all the different forces. Fortunately, there is a sanely scien-
tific middle course. A sound modern advertiser carefully
estimates the six or eight dominating influences—favorable
and unfavorable. He studies to avoid the most unfavorable.
He tries to combine the most favorable. This done, he can
well afford, in most cases, to ignore the host of minor in-
fluences which, however strongly they affect a single ad-
vertisement, must come nearer and nearer an average the
longer he continues to advertise.
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With the help of my friend Mr. Walter Mann, whose
expert testing suggested the importance of many of the
items upon it, I offer at least a partial list of the various
variables, which separately, or in combination, might or
may affect, beneficially or adversely, the response to any
given advertisement or series thereof—whether that re-
sponse be in terms of store calls, coupons, or merely notable
attention.

I ELEMENTS WITHIN THE ADVERTISER
1. Article
a. Design
b. Size
c. Appearance
1. Label
2. Package
a. Weight
b. Size
c. Shape
d. Color
e. Design
. Method of Packing
2. Distribution of Article
a. Changes in method
b. Changes in policy
c. Changes in location of factory branches or ter-
ritorial sales office
d. Increased pressure on trade
1. Selling methods
2. Special commissions or bonus plans
3. Changes in sales executives
4. Special sales crews
a. House-to-house sampling
c. Changes in selling terms
1. Length of credit
2. Bonus given in goods or service

(2]
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3. Transportation of Article
a. Changes in delivery or transportation facilities
I. Airmail, express, motor truck, etc.
2. Central warehousing

Nobody will quarrel, I believe, with this first patently
incomplete list of factors. Nor dispute a general statement
that any noticeable change in the appearance or handling of
an article is likely to affect its popularity—and thereby, the
response to its advertising. Or that, anything which makes
the article easier or harder to get is likely to be similarly
reflected. Or, further, that any similar change on the part
of a competitor may be not without influence.

Next then to

O ELEMENTS WITHIN THE PROSPECT
1. Elementary Human Motives for Buying
Sex
Show-off
Self-indulgence
. Self-improvement
Self-protection
Curiosity
. Escape
2. Financial Ability to Buy
a. Actual personal wealth (including credit)
b. Present pressure
1. Fixed expenditures
2. Debts already contracted
3. Probability of Buying
a. Individual buying habits, as affected by
1. Crowd momentum
2. Individual eccentricities
3. Occasional necessities
b. Collective Buying Habits, as affected by
I. General buying morale
a. Depression cycle

R P e o
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b. Local divergences from general trend
c. Class or vocational variations
2. Calendar changes
a. “Season” (seasonal increase or un-
expected reverse)
b. Month
c. Day of week
d. Regular holidays
e. Tax dates or bill paying
3. Non-Calendar Changes
a. Local conditions
1. Weather
2. Sectional prosperity or depression
3. Special sales effort by local deal-
ers or manufacturers
4. Special publicity—beneficial or
otherwise
5. Changes in local habits and cus-
toms
6. Unusual local competition (i. e.,
circus or convention in neigh-
boring town)
b. Natural conditions
1. Weather
2. Regular national events
3. Special events
a. National news
1. Calamity
2. Beneficial
4. Competitive Distraction
a. Direct for competitive goods
b. Indirect for public attention

All of which is repeating in extended analysis that peo-
ple’s desires and habits largely determine the success of
any given article just as exigencies and emergencies,
whether a cyclone or a visiting circus, determine the suc-
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cess or failure of any given advertisement. From that
point to

III ELEMENTS WITHIN THE PRESENTATION
1. The presentation
a. Terms
I. Price
a. Retail
1. Absolute (1. e., relation to aver-
age income of probable pros-
pect)
2. As to identical competitors or
adequate substitutes
3. As to articles of same class or
service
4. As to nature of expenditure
a. An additional expenditure
b. A substitute for present ex-
penditure
5. Method of payment
a. Installment
b. Free trial without cash
6. Services offered
b. Wholesale
1. Discount
2. Consignment
3. Free trial
4. Free goods
5. Premiums or combinations
b. The Proposition, as regards
I. Benefit to buyer
Ease in getting
. Familiarity
Style
Plausibility
“Kick”

T
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c. The Advertisement
Layout
Color
Typography
Headline
Illustration
Text or copy
. Statement of offer
d E ﬁ’ort for Immediate Action
1. Nature of offer
2. Display of offer
3. Coupon
a. Wording
b. Size
c. Shape
d. Position

\!_Ch&:'\-l\wldri

Price, as we have seen, is seldom the first factor either
with men or women; but price is almost ‘always the second
factor with both. Therefore, the nght price, in one form or
another, is generally the most important factor of all.
But the lowest price is by no means always the best selling
price. Tests a few years back, found $ 36 the best price for
afternoon dresses. And $11 for a certain type of hat sold
more of the same hat than $6. Moreover price includes
many things besides the cash payment. To classify as part
of the “price” paid, the difficulty in reading a given adver-
tisement may require close application of the laws of
energy, but, none can fail to see that extra ease in answer-
ing that advertisement is in effect, a lessening of the total
price one is required to pay. Then, we pass to consider

IV MEDIUM OF EXPRESSION
I. In publication, for example
a. In editorial appropriateness
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b. Editorial content
1. Total number editorial pages in issue
2. Total number advertlsmg pages in issue
3. Variation in page size
4. Variation in page rate
2. In circulation:
a. Seller’s gross circulation
1. Variation in quantity
2. Variation in quality
3. Variation in distribution
b. Buyer’s net, as determined by
I. Size of advertisement
2. Position of advertisement
a. In publication
1. Front or back
2. Right or left
3. Facing color
b. On page
1. Top or bottom
2. Inside or outside
3. Special positions
¢. As regards distractions
1. Competitive advertisement or
editorial matter
2. Discordant editorial comment
3. Sympathetic surroundings in text
and illustration
d. As regards reading matter
1. Nearness to reading matter
2. Importance of nearby reading

matter

3. Pertinence of nearby reading
matter

4. Popularity of nearby reading
matter

5. Vitality of adjoining editorial

runover
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3. Date of publication
I. As related to other magazines
2. As affected by all human elements
listed under Section II, previously
outlined.

Friday being “fish” day, anybody can understand pis-
catorial publicity in the Thursday evening papers. Satur-
day payday crowds Friday papers with department store
advertising so men’s articles may better wait. Election
years don’t, as a rule, affect business—the average change
is negligible. But big football games ruin Saturday trade
in college towns. And retail business on Fifth Avenue drops
around 15% with every big parade. 60% of grocery store
trade comes in forenoon.* Even in Chicago winters, only one
day every three weeks is likely to be bad enough materially
to offset buying. Sleet only will keep women shoppers home.
Turning briefly to more technical variables, business from
magazine circulation is brought in by new readers; #oz by
cumulative effects on old readers. Generally speaking, in any
magazine, newspaper or radio, a quick repeat of the same
proposition to the same audience cuts response down te

* Seasonal variations, by month, especially in parallel comparison,
may be worth recording as a basis for further observation.
RETAIL ADVERTISING RETURNS GENERAL INDEX
STores (Groesbeck) (Starch) (Goode)

Janvary ....e...n 87 107 120 102
February .....oceue 86 134 130 110
March ..oevevenns 90 124 121 112
April L.oiiiannn 100 108 99 110
May .ecocevecsns 98 91 86 92
June ...iceiieiien 90 75 83 85
July covenenacenns 90 68 83 83
August ....eieiee 91 72 92 85
September ........ 95 96 108 100
October ...oveven. 102 122 116 114
November ........ 110 120 99 120

December ........ 135 81 80 112
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50% of the first insertion and so on gradually to the sixth or
eighth insertion, after which response remains fairly steady.
‘Two hundred inquiries per average 100,000 circulation is
about normal for a good proposition in a good medium
with a good mail-answer offer. One out of every ten of
these inquiries will buy in response to any sort of reply
whatever. Moderately skillful handling by competent
salesmen should increase that one out of every ten to one
out of every four. In the matter of position, a right-hand
page well to the front of the book seems to reach more
than three times as many people as a left-hand page in the
middle of the magazine. And a right-hand page in the
front seems to reach #ine times as many as an average page
in the ordinary run towards the back. Or putting the prop-
osition in its more usual form: a simple difference in posi-
tion can make with a series of advertisements otherwise
identical, a constant variation of as much as go per cent,
not alone in results, but every branch of advertising re-
sponse.

These, of course, are only a very few samples. Con-
stantly throughout this book are indicated favorable and
unfavorable influences that make or mar the success of all
advertising. In the past, advertising men have managed
to evade responsibility for these factors by ignoring them.
The reaction of 1932 swung the pendulum perhaps too
strongly in the opposite direction. The 39 variables, like
all other business phenomena operate through the human
mind. Consequently, they are most easily overcome not by
erudition but by courage. Any advertiser, who will lay
aside vanity—and thinly disguised exploitation—sincerely
to talk service in terms that people understand, will be so
strongly entrenched in human factors that he needn’t waste
too much time over technicalities.



CHAPTER VIII
THE MANUFACTURE OF CUSTOMERS

THE late Barney Dreyfuss, owner of the Pittsburgh
Pirates in 1925, spent $25,000 to build a temporary
grandstand so that a few thousand of his patrons could see
the three day World Series. He got back only $1,200. But
he was satisfied with a good investment in future customers.
This touches one of the most interesting—and most neg-
lected—points in marketing. Few people realize the im-
portance of advertising in customer manufacture. The
average purchase in an A & P store is only about 37¢.
Macy’s once worked with terrific energy to increase its
average sales check from $2.50 to $3.50. Yet in all ordinary
establishments a customer has a fixed value running from,
say, $35 a year in a shoe store to $320 in a favorite grocery
or department store. Few shrewd sellers, therefore, bother
about a profit on a first sale—that important transaction
transforming a prospect into a customer. Chain stores, in
fact, run “loss leaders.” One chain of drug stores on the
Pacific coast has sold at a loss of nearly $150,000, 2 million
cakes of a certain kind of soap.

People talk glibly of the “law” of supply and demand.
They forget that most of our $800,000,000,000 a year
“demand” must be motivated by selling costing at very
least $50,000,000,000 a year. Some of this selling, of
course, is scarcely more than simple delivery. But, it re-
quires an infinity of initiative even to serve, stimulate
and sustain the daily use of ordinary necessities among

11§
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125,000,000 people. And colossal merchandising expendi-
ture. It costs 414 cents for a druggist to sell a postage
stamp; it costs 35 cents to dictate an ordinary letter; to
hand a sample to a housewife costs 75 cents. And so on up.

My friend Dr. Nystrom of Columbia University, esti-
mated * that it takes at least 1,600,000,000 individual
transactions a year to keep New York City alone in fruit
and vegetables. These are all bona-fide sellsng transactions,
in which, as Dr. Nystrom puts it, “zthere is some degree
of salesmanship exercised and a bargain concluded”’ 1f it
takes a billion-and-a-half selling transactions a year to fur-
nish one city only a part of its food, think of the amount
of organized selling necessary to furnish even bare neces-
sities to the entire nation. Suppose we assume for the entire
nation, a very low figure of 200,000,000,000 selling trans-
actions a year. Suppose we take the very low average cost
of 40 cents a transaction. That would give us 2 minimum
of $80,000,000,000 worth of selling activity a year merely
to keep daily business moving.

Capitalize that $80,000,000,000 annual expenditure at,
say, 8%. That suggests the simple “demand” mechanism—
the sales mainspring essential to American business—may
be worth normally $1,000,000,000,000.

If that is correctly figured, our organized sales activity
is worth at least three times the total wealth of the United
States. ¥

* Paul H. Nystrom: Economics of Retailing, page 7.

t To reduce this to a simpler form, take two familiar cases: By mak-
ing the Empire State the tallest building of its time, and some superb
publicity, Ex-Governor Smith was enabled to attract, in the beginning at
least 3,000 elevator riders a day. They paid $1 apiece for the privilege
of looking down a quarter mile on their fellow men. Call this observa-
tion tower revenue $15,000 a week. Call it $750,000 a year. Capitalize

it at 6% (Z%X 100 == $12,500,000). If this patronage continues
at even half the first year’s rush, it would mean that the elevator privi-
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One of the milestones in the progress of American fi-
nancial intelligence may soon be marked by the recogni-
tion that, no matter what a plant cost to build, it becomes
junk just as it loses customers. No matter how skillfully
accountants may figure “book” values, the real value of
any company may some day be discovered to rest not in
its cash position, but in its customer position. Customer
making is simple in theory; inexorable in practice. Because
of obscure factors, ever shifting and often conflicting, fac-
tors such as unfavorable trends in fashion, favorable trends
in population growth, business “cycles,” and the like, the
underlying forces which make or break your business or
mine are never easy to recognize, particularly when ap-
plied to a single enterprise at any given time. Neverthe-
less, these trends, supremely simple and strictly human,

lege of the Empire State Building, after subtracting all expenses of
operation, is worth not less than an out-and-out endowment of half a
million dollars.

Few businesses are fortunate enough to start with such an endow-
ment. Generally, they must build it up for themselves year by year, most
often with the help of advertising, successful and incessant. Take, for
example, the American Telephone and Telegraph Company. It has $5,-
000,000,000 of physical assets. These sink into ridiculous insignificance
compared with accumulation of habit—and good will—that makes every
person in the United States, on the average use the telephone 271 times
a year. The average sale by advertising costs around $3.50; a good in-
quiry is hard to get for less than $2.00. Therefore, it would be reason-
able to assume that it might cost at least 10 cents a call to “sell” cach
individual the immediate use of his telephone. Even at this low 10-cents-
a-call rate, the “selling” cost of keeping one average person using his or
her phone 271 times 2 year would, obviously, be $27.10. Multiply this
by our 125,000,000 users. You get (125,000,000 X $27.10), a terrific
annual use maintenance expenditure of $3,387,500,000. Cut this, if you
please, to a round three billion. Capitalize it at 6%, as we did the ele-

. . S ,000,000,000
vator income of the Empire State Building: (3—6— X

$50,000,000,000). This most conservative estimate places the capitalized
customer value of A, T. & T. at fifty billion dollars—at least ten times
the value of its five billion of tangible assets.

100 —
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are in the aggregate, ceaselessly carrying every enterprise
towards success. Or failure.

FOUR BASIC FACTORS

Roughly, there are four major forces operating im-
placably on every business: building it up or tearing it
down. Two of these four are favorable: two, unfavorable:
FAVORABLE

1. Growth through national increase in population and
wealth. In early days of immigration and of industrial
initiative rather than financial, this normal automatic in-
crement was of great importance. Now slowing down.
Should on average still bring 4% buying increase a year.

2. Growth through recommendations of pleased cus-
tomers or satisfied users. Anywhere from 10% to 30% a
year. Naturally a highly varying factor. Can, however, be
organized and stimulated.

UNFAVORABLE

3. Style and good will obsolescence. Any known com-
pany or trade name that signifies nothing actively beneficial
tends to stagnate into classicism. (Mark Twain once defined
the “classics” as books everybody knows and nobody reads.)
Any business that doesn’t actively refresh itself, increas-
ingly loses its attractiveness. This staleness is impossible to
measure statistically. But it is grave menace to any self-
satisfied business—however impregnable financially—whose
bored customers become every day more susceptible to
some picturesque new appeal.

4. Most important and least recognized of all, the
normal tendency of any large group of human customers
—for reasons entirely their own, expressed in such averages
as death, change of residence, change of income, change of
occupation—to drop off in the aggregate at an annual rate
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around thirty out of every hundred. Palmolive Shaving
Soap advertises, perhaps, optimistically, a customer return
of 85%. Buick boasts, as it well may, a loss of only twelve
customers out of every hundred. There may even be small
excellently run companies that will make as high as 90%
renewals. But, in the main, the annual defection will, in the
aggregate, average nearer two or three times Buick’s figure.
Say, roundly 30% a year.

To sum up in a few simple words: every man in busi-
ness, in perfectly normal average conditions, tends to lose
each year through (4) his own obsolescence, (%) the deaths,
dissatisfaction, and departures of his patrons and, (¢)
through the efforts of all his competitors, three customers
out of every ten* Against this, through (4) national
growth and through (¢) recommendation of pleased cus-
tomers, he tends, in the average, to add each year from
one to ten new customers for every old. Or, to sum up
from a slightly different angle, customers have normally
a rapid depreciation rate—around 30% a year. That, of
course, is equal to a complete turnover of a store’s patrons
every three years and a half. It takes no certified pub-
lic accountant to suggest that this would put the average
merchant or manufacturer out of business. It does. Regu-
larly every seven years. Unless a concern is unusually
fortunate in location or style trend or/and an unusually able
customer manufacturer, he can scarcely hope to survive his
appointed seven years’ average.

* If this normal expectancy of loss among his own customers surprise
any reader, let him remember that the increases in his own business, his
own new customers, must mostly come out of this 309 loss by one or
more of his competitors. For the consolation of any ordinarily well-run
concern, however, we may observe incidentally that, of these thirty out
of every hundred customers, who, in the great average each year transfer
their trade, not more than four or five leave in any spirit of dissatis-
faction.
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As an offset to this wanderlust, habit tends to make any
user of an article, once fairly satisfied, hook himself harder
and harder as time goes on. In terms of millions, therefore,
prospects converted into customers may, all things equal,
be counted on to average not less than two years’ steady
use of a favored article. Or three years as patrons of a
favorite store. Moreover, these customers, properly
handled, will help propagate themselves. Any good con-
gregation of customers will, every year, go at least half
way towards replacing its own defections. Through en-
thusiastic recommendation, friendly customers will easily
furnish from 20% to 25% of all your new business.* So,
roundly speaking, if a customer lasts four years, he will,
additionally, during that time have started at least one
other new user through his recommendations. So customers,
when well pleased and comscious of gratifying treatment,
may in the aggregate, be counted on to bring or send
enough of their friends to take their places as they may die
or move away.

Habit is the foundation of all business. Better say the
foundation of all ol business. New business is little more
or less than making people exchange old habits for new.
And that, of course, includes substituting new brands and
new stores for old. In its broadest terms expressed in uni-
versal averages, business is like some children’s game. You
hang on to your seven customers and try to take three
away from me. I, in turn, try to add to my seven customers
without losing more than three to you.

If, in this game of trading old customers for new, ad-
vertising were only one one-thousandth part as important

* A jeweler, curious to discover the sources of his new business, found
by inquiry that 30% came from recommendations of friends, 709, from
advertising, location, window displays. A Detroit bank similarly found
that 259 of its new customers were sent in by friends.
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as habit, it need beg nobody’s praise. Advertising and ag-
gressive selling, nevertheless, do have an important part.
The process of customer manufacture, remember, divides
itself into two activities: it is defensive, as well as aggres-
sive. Before any business can add a gain, it must prevent
a loss. Advertising and all other favorable forces must first
help habit hold seven out of ten of your old customers.
Then it must help those old customers add their friends as
new customers at a rate of about 30% a year. Not until
that conservation is safely accomplished, can gain begin.
Customers can, of course, be gained without advertising.
Any business man, with favorable forces running strongly
enough in his direction, can get along without advertising.
But any business man who relinquishes advertising, had
first better make certain he has an amply adequate all-time
substitute.

Studied as a tool in this vitally important everyday
process of customer manufacture, advertising takes on a
somewhat more practical aspect. To what degree may a
business man rely on advertising actually to slow down his
losses? Or accelerate his gains?

Anybody who has tried to force action in advertising—
specialists like Gundlach and Hopkins who have spent mil-
lions and worked night and day to find a sure simple
formula—will tell you immediate results are hard enough
to get even when you work with savage ingenuity towards
that single end. Those who haven’t tried to make advertis-
ing pay as it goes have been content to rely on one of three
less exacting hypotheses. Or possibly all three of them.
These three are:

1. Consumer “acceptance,” with the actual consummation
of the sale left entirely to the initiative of the retailer.
2. Cumulative effect, by which advertising not strong enough
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to induce immediate action acquires, like cheese, wine, or old
furniture, greater virtue with greater age. Or to put it more
fairly, perhaps, they hold that twelve advertisements in suc-
cession will do more than twelve times as much as any one of
those advertisements could do singlehanded.

3. Coverage: by which all advertising is tacitly granted
enough commercial value, so that, when spread carefully in the
proper places, the mere fact of advertising will in itself have
some sort of beneficent effect on business.

Consumer “acceptance” and consumer “demand” seem
confusingly close in theory.* In fact, they are far apart.
Between them is about the same difference as between a
man being willing to work—and a man having a job! With
these two conflicting conceptions of what advertising may
be expected to accomplish, come naturally two conflicting
objectives. First, of course, there’s the fine old-fashioned
aim of “keeping the name before the public.” Secondly,
the more modern technique, increasingly popular, of try-
ing for any sort of immediate response, be it a direct sale

* The relationship between consumer acceptance and consumer de-
mand has been admirably expressed in several excellent books on ad-
vertising.

“Active demand may be created in a short time for certain merchan-
dise but it requires a long time to develop a real demand for such staples
as soap or paint of a particular kind. Ordinarily, all that a campaign ac-
complishes for a considerable period is what is known as “consumer ac-
ceptance,” a state of mind by which the reader feels well enough ac-
quainted with the article to be satisfied to receive it, if it is offered, or
perhaps to refer to it if he sees it displayed on the dealer’s counter or
shelf.”—Roland Hall, T/eory and Practise of Adwvertising.

“The continuous advertising of the name and qualities of a produce
so impresses it on the mind of the consumer that when a need for some-
thing of the kind arises he will think of the brand advertised and will go
to a store and ask for it. This is called ‘consumer demand.’ If the ad-
vertising does not induce him to ask for that particular brand, he may,
upon seeing it on the retailer’s shelf or upon having it offered to him,
recall that he has heard of it before and make the purchase. This is called
‘consumer acceptance.’ ”—Barton & Lichtenberg: Advertising Campaigns.
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or a request for a sample. The idea behind “keeping the
name before the public” is sound enough. “Name” or “gen-
eral” publicity is probably worth considerable in customer
making. 50,000 advertising men couldn’t have been wrong
for sixty years. The point is that nobody has even the re-
motest idea how much it might be worth to keep any given
name before any given public.* Name publicity is so inter-
twined with good will through old customers, through use
and through sampling, that one finds difficulty even guess-
ing at the relative value per-dollar spent of any advertis-
ing intended primarily for purely undynamic publicity.

A few paragraphs back, we noticed that the process of
customer manufacture consists, theoretically at least, of
only 30% replacement—getting new customers—compared
with 70% maintenance—holding old customers. Not only
must new customers be brought in, but old customers must
be retained and constantly re-enthused. Much of the con-
fusion in advertising thinking has, no doubt, come from
this necessity for a dual selling operation. A general feel-
ing that there is an opportunity for advertising broader than

* The nearest approach to an adequate test of general publicity as
a selling force showed that among 1,000 people who mentioned the
brand best known to them in several given lines, only one out of three
was practicing what he preached. Two out of every three were using or
wearing articles of some other make. Possibly the quickest way to get an
estimate of the “name” publicity value in the case of a given make of
automobile, say, would be
1. To count the number of people who had ever owned the car
2. Add all those who had ridden in it
3. Add all those who had ever inspected the car or looked at it ad-

miringly
4. Add all those who had ever heard enthusiastic talk by owners or sales-

man.
Subtract, then, for obsolescent memories and depreciation of enthusiasm
at the rate of, say, 40% a year and you will have a rough idea of the
good will due to the goods themselves. Subtract this from the total good

will throughout the world and the balance obviously belongs to paid
“name” publicity.
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merely dragging in immediate sales, has led to some mag-
nificent advertising art and literature. And some perfectly
calamitous wastes of money.

The desire to keep one’s name before the public is,
nevertheless, excusable self-expression. And commendable
business. That ambition, in fact, is the grandfather of all
advertising. The only catch in keeping the name before
the public is the public’s always possible lack of reciprocity.
When people won’t help an advertiser by repeating to one
another the news he has paid large sums to tell them, keep-
ing any name before them is like leading a hundred million
horses to water. And trying to make them drink! Infinitely
easier—and more profitable—to reorganize your manufac-
turing plant to make something the public wanzs to talk
about than to force even one small county to talk about
what you happen to make.

Expecting your advertising to react gradually through
general social absorption, is like getting a hippopotamus
out of a silk hat—a good trick it you can do it! There’s no
denying it has been done. Fisher Body advertising, for
example. But for nine hundred and ninety-five advertisers
out of a thousand, it is dangerous practice. And for one
thousand advertisers out of a thousand, wrong psychologi-
cally. “prink Coca-Cola,” as we noticed elsewhere, is a
direct suggestion to act. As such, it registers a faint action
impulse wherever it registers at all.

Seven people out of ten are supposed to be susceptible
to suggestion. This suggestion to drink Coca-Cola, suf-
ficiently repeated, will some day almost certainly break
through their inhibitions. Merely to display the name
“Coca-Cola,” on the contrary, is a straight gamble that
some day somebody naturally thirsty will recollect “Coca-
Cola.” Between a direct suggestion to act and any such gen-
eral suggestion, however favorable, is the difference be-
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tween scratching a phonograph record with a needle and
rubbing it with a boxing glove. As I have often pointed
out, not to suggest the logical action your sales argument
should incite is like half pulling the trigger of a gun. Or
gently jumping out the window. An advertisement power-

enough to start people telegraphing for immediate
delivery doesn’t, on that account, lose power with those
who merely read. On the contrary, the best possible promise
of indirect results in the future is direct results in the
present.

We are always hearing wonderful stories of what ad-
vertising can do. There is fine faith ir: miracles of indirect
accomplishment, but there seems, everything considered,
little confidence in the ability of a given advertisement to
do any simple everyday selling. Whether you want mail
answers or calls or dealers or an indirect effect, you must
try to make your readers do something. Even if you don’t
want any answers—and don’t expect to make any sales—
the strong way to advertise is a definite proposition, backed
up with enough urge to register an action impulse on each
reader’s mind. Make your copy waters run deep as you
like. But be sure they are not too still. The brook has ad-
vantages over a puddle, the river over a pool.

People are at least as intelligent as fish. The wise fol-
lower of Izaak Walton walks miles for the right bait.
Fishermen are the most patient people in the world. Yet,
we practically never hear of a fisherman trying to train
a fish to like unattractive bait by dangling that bait day
after day before him. Even a fish, presumably, pays in-
creasingly less attention to an increasingly familiar object.
Certainly men do. Safety welfare workers realize that,
after the first few days, factory hands won’t notice a big
red “Danger” sign. But, by the time the novelty has worn
off, the Aabit of avoidance has been formed. Similar avoid-
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ance habits are perhaps developed in advertising rather
more easily than one realizes. A fire too slow to ignite,
often chars a log so that it lights less easily than fresh
wood. And dynamite which might explode Gibraltar, when
properly tamped, merely fizzles when aimlessly sprinkled
about.

REASONABLE RESULTS

Mr. Truman DeWeese, a pioneer in general publicity,
once said that he didn’t believe the simple words “Shredded
Wheat” displayed in big electric lights on the roof of
every house in a given city would increase his sales by a
single case. This, an extreme statement, was, of course,
made deliberately to drive home an argument for more
dynamic copy. Even so, it may be less reckless than most
of us might suppose.

The selling effect of such 100% publicity would, no
doubt, depend largely on the newness of the product. Mr.
George Whalen used to estimate that among our 125,000,
000 fellow citizens are always 10,000,000 willing to try
any new cigarette brought to their notice. Novelty is one
great attention getter a new advertiser may enjoy—and
employ—without any extra charge. Even so, few new con-
cerns can afford to char their customers with advertising
that doesn’t set them afire. While his novelty advantage
lasts, a new advertiser must utilize it to make actual cus-
tomers, not merely to gain extensive publicity. Advertising
that chars off freshness, without having created a com-
pensating number of enthusiastic users, often proves gravely
disappointing. To introduce a new brand, one cigarette
maker concentrated a tremendous campaign in Chicago.
Advertisingwise, his “campaign” was perfect. Everything
from airplanes to girl samplers were used—seven sorts of



THE MANUFACTURE OF CUSTOMERS 127

media simultaneously. Everybody in Chicago was quickly
made aware of the name. Neither cigarette nor sales argu-
ment, however, seemed to justify all the excitement. Little
support was developed among smokers. Sales fell as agita-
tion diminished.

On the other hand, this same sudden spurt of intensive
advertising might have been highly successful in reviving
the sales of some brand already well known. A successful
going concern has always the advantage of advertising
momentum. Power that will 4elp pull the Twentieth Cen-
tury at sixty miles an hour might easily prove too slight to
jolt a few standing freight cars into a slow start. That, of
course, would be scant excuse for Wrigley’s or General
Motors using weak advertising. The fact remains, how-
ever, that concerns already successful, like Wrigley’s and
General Motors, can gain sales with advertising weak
enough to fail altogether any less famous institutions. Much
general “name” advertising that even the loosest tests
would prove to have, of itself, practically no selling value,
has not been absolute waste to wealthy well-established
year-after-year advertisers. The greatest harm from this
dillettante effort comes, as we have already noticed, when
the ignorant or the heedlessly enthusiastic proclaim this
undynamic general publicity a model for small manufac-
turers and storekeepers who must make even their ad-
vertising pay. “Name” advertising, even when nationally
overextended, may cause less loss to the great concerns
that pay for it, than to the little fellows who imitate.

The more modern type of advertising is, therefore, built
upon a frank recognition of the facts we have just noticed.
It has less faith in simple coverage. Realizing that zero
multiplied by a million remains zero, your modern space
salesman no longer claims that something scarcely worth
saying once, gains any lasting importance by being re-
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peated again and again. Or that even the best advertising
can create needs. Copywriter and circulation man alike
are, therefore, beginning to prefer the rifle to the blunder-
buss. All this newer advertising, whether poster, circular,
or broadcast, is deliberately aimed to appeal directly to
qualities known to motivate certain selected groups of
prospects.

This new style selling efficiency comes, of course, easier
in some cases than others. The wider the market to be
searched, the broader, naturally, must be the appeal. The
narrower the market, the less necessary becomes the broad
appeal, and the more necessary a highly specialized ad-
vertisement deliberately aimed. In all advertising there
is no principle more important than this:

Special copy can be used profitably in general
media only for an article that all may want.

Special copy about beauty and pimples, for instance,
can be run in any big circulation. Everybody wants beauty.
And practically everybody has pimples. But babies with
eczema are different. The number of babies with eczema
per 100,000 in any general circulation is so small that the
cost of discovering them is practically prohibitive. None
but an expensive medicine, with a quick repeat, without
much competition, could afford so costly an advertising
operation as seeking customers through specialized copy in
a general medium. For eczema-baby advertisers as well as
beauty-pimple advertisers, alike pay for 4l/ the circulation.
In the latter case, of course, there is practically no waste.
In the former, practically all waste. Contrary to its early
traditions, no amount of skillful advertising can create two
babies with eczema where only one grew before!

There are only two ways to beat that game. Either use
(a) specific copy in small selected media; or (b) use gen-
eral appeal in the big general media. More modern ad-
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vertising seeks to match its offers with immediate buyers.
Through advertising or elsewise, it attempts to get a sample
of the goods into a proper prospect’s hands as promptly
and as favorably as possible. Or, in the case of a store
advertising to please a prospect into becoming a customer
without delay. Just as a new automobile loses 25% in value
the instant it rolls across the pavement a “used car,” so,
contrariwise, a prospect gains at least 250% in value the
instant she leaves the store a new ‘“customer.” The value
of the simple act of buying—or having bought—is incom-
prehensible to those who haven’t closely studied its signif-
icance. Let one woman cross, in ordinary circumstances,
an ordinary merchant’s threshold: bring money in—take a
package out! That merchant, that moment, in the ag-
gregate average, adds from $35 to $320 a year to his future
sales. And credits from $70 to $700 to his customer in-
ventory.

Prospects, to be sure, are also worth money. A prospect’s
value, presumably, is about equal to the amount invested
making him a prospect. And keeping him so. Unlike cus-
tomers, however, prospects are, in one important sense, a
potential liability of no small importance. If you don’t
continue to spend enough money to turn them succes-
sively into customers, they rapidly evaporate as prospects!
One of advertising’s most important duties is to keep pros-
pects alive. Every advertisement successful enough to
create new sales will, at the same time, warm up a fine
lot of old prospects.

For, just as customers are the finished product, so pros-
pects are customers in the process of manufacture. And
so, are people the raw material of which prospects and
customers are constructed.

To get from advertising inquiries which are convertible
by any method into any decent percentage of sales may cost



130 MANUAL OF MODERN ADVERTISING

as much as $3.50 apiece these days. Such inquiries should
be convertible into sales by any ordinary mail follow-up
at a rate no less than 5 sales out of every hundred in-
quiries. Really good action bringing follow-up by mail
might average sales as high as 12% in especially favorable
cases, the number of sales in each hundred inquiries might
reach 15 or even 25. Sales direct from the advertising itself,
without follow-ups, will, no matter how small the article,
cost a minimum of $5.00 apiece, save in the hands of the
most skillful professionals. Mr. Claude Hopkins, one of
the most skillful, found it cost him in advertising about
$25.00 apiece to manufacture new toothbrush users. Mr.
Gundlach, another expert, found it cost him, some years
back, $1.50 to $3.00 to advertise one new customer into
asking once for a given make of cigar. Today, except per-
haps by radio, it would cost at least half as much again.
"That is where an engineering-like knowledge of customer
manufacture comes into usefulness. Mr. Gundlach’s ad-
vertising cost him more than $2.00 to get one man to
sample a new cigar. Yet, the same investigation that re-
vealed this apparently damaging fact showed, as far as
was humanly possible to trace results, that this advertis-
ing paid profits! Obviously, the cigar was good enough to
hold the favor of a good percentage of those who were
persuaded to try it. Smoking being a quick-repeating habit,
it becomes profitable to spend twenty times the price of
a cigar to get a customer, even temporarily. Mr. Gundlach
could profitably afford to pay $2.00 for each new cigar
user. On the contrary, for Mr. Hopkins to continue spend-
ing $25.00 on advertising to get one person to try a new
toothbrush would have been bad business. Obviously. No-
body uses up toothbrushes fast enough ever to repay
$25.00 spent in getting him started. Furthermore, while
favorite cigars are frequently pressed upon friends, the




THE MANUFACTURE OF CUSTOMERS 131

toothbrush doesn’t lend itself quite so readily to group
sampling. Tooth paste, however, is a profitable repeater.
Advertising is called “salesmanship on paper.” Yet, even
with a deeply interested prospect, a face-to-face interview
has been found about twice as effective as a printed circular.
It takes a good catalogue or booklet with skillful sales
letters to convert 10% or 20% of the inquiries. A fair
salesman ought to close at least 25%. The best follow-up
matter should, we have seen, sell as high as 15% to 20%
of ordinary inquiries; the best salesman as high as 30%.
When it comes to “cold turkey” canvassing, the salesman,
of course, leaves the postman flat. Wherever prospects have
to be manufactured into customers on the spot, so to speak,
the force and versatility of human intelligence allows
printed matter no comparisons whatever. Even in the face
of this particular superiority, however, the best selling, as
we have already seen, falls considerably short of being
the best advertising. Despite all the apparent contradic-
tions we have just noticed, good advertising is always con-
siderably more than mere salesmanship. In a face-to-face
closing, advertising cannot compete with salesmen any
more than a battery of artillery can be expected to mop up
the enemy trenches with a bayonet charge. On the other
hand, neither does giving a couple of guns to a regiment
of infantry make “artillery” in any modern military sense.
Infantry is infantry; artillery, artillery. Selling may be
advertising. Sampling may be advertising. But advertising
is more than sampling and selling put together. This is
because skillful advertising, courageously and successfully
carried on, eventually creates an active entity which will,
thereafter, operate independently to the fame and profit of
that advertiser.* Throughout this chapter, I have been em-

* “Mr, N, K, Fairbanks asserted that $10,000,000 could not buy the
Gold Dust Twins and the Fairy Soap Girl. The mark of Onyx hosiery
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phasizing the natural loss of 30% of customers every year.
Just a concluding word to prove how advertising, once es-
tablished as a separate entity, can far more than offset that
normal loss. Mr. David Burpee, son of the founder and
now president of the W. Atlee Burpee Company, said in
a Printer’s Ink interview:

About 70 per cent of our volume is catalog business, direct
from the consumer. On the 30 per cent which is wholesale to
dealers, we have a selling expense of less than half of I per cent.
"This business is entirely a by-product of our advertising; we
have never used a single traveler.

The company with the right firm name, right trade
name, right article, right package, right label, right at-
titude towards customers, has the same advantage over a
less felicitous competitor that a racing yacht with sails set
to a favoring gale has over a rival boat dragging canvas
and spars alongside. Even so, modern advertising is by no
means content merely to be correct in attitude and action.
Besides increasing profits from, and decreasing the costs of,
keeping current customers, successful advertising contem-
plates a constantly accumulating capizal (or surplus) of
public consciousness. Besides being useful every day, suc-
cessful modern advertising expects to store up enough
action-impelling good will eventually to create a separate
entity which, once established, will act independently as an
outside force to stabilize sales. An enterprising competitor
once went around researching hundreds of Ford owners as

has recently been rated at $1,500,000 by an officer of the firm. It has
also been stated that the DeLong Hook & Eye Company have been of-
fered $1,000,000 for the name DeLong, but that they would not take
many times that amount. Mr. Duke testified on the witness stand that he
valued the name Bull Durham’ at between $10,000,000 and $20,-
000,000. It has been rumored that the R. J. Reynolds Tobacco Co. was
offered $10,000,000 for the good will and name of the Camel ciga-
rette.”—Daniel Starch, Principles of Advertising (1920).
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to why they had bought Ford cars. Much to his disgust,
none seemed able to explain. Yet Henry Ford’s reserves of
customer-potential again brought him, practically unsolic-
ited, 100,000 cash-deposit orders for his new V model—
before anyone of those 100,000 buyers had even seen it!
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Delicacy and variety of interest in the most modern treatment of posters. When Porter Leach first
used this Shell series in Canada the company was deluged with requests for copies to be sent to
people’s homes.
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A chain store goes Hollywood! An interesting ex-
ample of the tactful adaptation to environment that
has helped make the leading chain stores so successful.



CHAPTER IX
HOW TO MAKE AN ADVERTISEMENT
THEORETICALLY, every advertiser is manufactur-

ing customers. Most advertising men are too busy
manufacturing advertisements to bother about customers.
This is doubly unfortunate, because, as the extra pressure
for sales during our late “Depression” period triumphantly
demonstrated, nothing improves advertising like adversity.
Theoretically, nobody ever advertises without a message,
known to be profitable, directed to potentially profitable
prospects. In ordinary circumstances, however, few pay any
attention to the dollars-and-cents value of their various ad-
vertisements. The fact of advertising is sufficient.

At the beginning we agreed every advertising problem
involved four elements: (2) The sender of the message,
(&) The receiver of the message, (¢) The message, and,
(4) The messenger. The first two, the advertiser and the
“advertisee,” we have studied; we have looked at the man
who sends the message; and at the multitude to whom he
sends it. Now we turn to the message—the advertisement
itself.

Up to this point, the element of sales strategy has been
important. Here in the workshop all advertisements meet
on common ground. Every advertisement is supposedly
built in the same six successive steps. These six steps are:

1. The idea
2. The visualization
137
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3. The layout
4. The first draft
a. Pictures
b. Words
¢. Semi-pictorial accessories
5. The revisions
6. The release

First of all an advertiser must, of course, have an idea.
Foolish to consider any kind of expression until one has
something specific to express. So much has already been
said about the basic message, we need add nothing here.

T he idea—the “big” idea as we shall notice next chapter
is the most important part of an advertisement. It need
not be a new idea. It needn’t even be unique. But it should
be striking. And it should be specific. Most of all it should
be service to the advertisee. Remember the three S’s: (1)
striking (2) specific (3) service; and youw'll never go far
wrong on your advertising ideas.

THE VISUALIZATION

The visualization comes next. So far, the idea has been
only a conversation; or, perhaps, a short memorandum. We
have available two main methods of expression—the copy
itself—and—the arrangement or display of that copy.
“Copy,” of course, divides itself, in turn, into words—
which can be expressed in type—and illustrations, which
must be expressed in pictures and reproduced in engraved
plates. So enters the visualizer. He sketches roughly on a
huge transparent pad half-a-dozen different renditions of
the idea as he suggests it might be most effectively in-
terpreted. His facile pencil evolves a sort of advance proof
—in advance of any type being set or drawings made. As
soon as this is corrected or okayed, an artist makes a more
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finished drawing of the whole advertisement, rough, but
accurate as to dimensions, with every detail blocked in for
the advertiser to study. As soon as the advertiser approves
this working drawing it goes into the Art Department for
a formal layout.

LAYOUT

T he layout is a diagram, as exact as an architect’s finished
plan, furnished by the advertiser to show the printer the
shape and size of the advertisement, size and kind of type,
the position of every headline, illustration, and mass of
type, the style of border, the width of margins, and all
other details that will enable printer to reproduce the ad-
vertisement as originally planned. An efficient advertising
man will see that samples of every sort of type or picture
suggested accompany the layout, so the advertiser may get
a fairly reliable impression of how the finished job will
look. Semi-pictorial accessories, such as name logotypes,
trade-mark cuts, and so on need particular watching. This
covers everything shown on the layout not calling for
original art work as a part of the main illustration, nor on
the other hand, capable of being set up by the printer as a
part of the type job. So long as this accessory art is con-
tinually checked back to the controlling layout, little dif-
ficulty is likely to arise.

The first step in making a layout, naturally, is to deter-
mine the exact size of the advertisement. Then to rule on
a large sheet of paper a rectangle of those dimensions. If
there is to be a border, or rule at sides, top or bottom, that
is next indicated. Then the illustration is blocked in as it
will appear when reduced to fit the advertisement. Head-
line and subheadlines are roughed into their proper places.
Then any price, slogan, trade mark, or logotype that de-
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A layout (for finished advertisement on page opposite) as sent
by an agency art department to the typographer.

mands especial emphasis. Then place is indicated for copy,
broken up into proper paragraphs with stress on any to
be specially emphasized.

Next come the drawings for semi-pictorial accessories:
borders, logotypes, hand-lettered headings. And prelimi-
nary sketches of pictures—pictures of the sort previously
agreed on as best fitted to interpret the idea as sketched on
the visualization. Originals of such dimensions as to re-
produce in plates precisely as indicated on the finished lay-
out. The layout serves as a complete working drawing,
like an architect’s blue print. Everything is assembled to
meet its specifications. Copy man estimates the required
number of words—and so shapes his writing. Artist pro-
ceeds to turn the sketch into a finished drawing. Typog-
rapher gets samples of proposed type and borders. To an
inexperienced advertiser these should be shown only at
a well-advanced stage. The more experienced advertiser
may demand a peep or two at the work to see it is progress-
ing exactly as he wishes. Moreover, particularly competent
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The finished advertisement interpreted by the compositor from
the layout sketch shown on the opposite page.

advertisers will now and then exactly reverse the process
we have just outlined. They may submit their own finished
copy with a rough sketch of how they want the advertise-
ment to look. All routines and short cuts, however, lead
eventually to the same goal—a first proof, as many revised
proofs as may be necessary, and finally, a finished proof
for the advertiser’s final “O. K.”

The copy must be fed in at one stage or another. The
word “copy,” as we noticed, has two meanings, both cor-
rect:

1. Everything that goes into an advertisement.

2. Writing only.

The reason for the two meanings is not hard to find. In
the newspaper editorial rooms, copy in its early days had
no pictures. Today, even there, much space is filled with
photographs. Yet, technically, especially in preparation of
advertisements, copy is taken to mean the written stuff
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alone. This book uses the word in its larger sense. “Copy”
with us is @/ that goes to fill blank space. We must, there-
fore, divide our discussion into two plainly labeled sub-
divisions:

1. Copy art
2. Copy literature

This is a bit grandiloquent. But clear enough to any who
will remember that, popularly speaking, an artist draws
pictures while a writer writes words. Leaving art entirely
to another chapter, may we glance just a moment at writ-
ten, or word, copy. A good copywriter can use everything.
But only two things are absolutely essential:

1. A city editor’s nose for the news—the one big picturesque
human attack. It has been called everything from the “punch”
to the “interrupting idea.”

2. An absolute horror of words that don’t spark-tingle—
buzz—flash. Until an advertiser has learned to look suspiciously
at every two-syllable word, and regretfully at every cluttering
“a,” “the,” “and” and “but,” he is still a man trying to write
copy. Not a copywriter.

You may perhaps note with surprise no mention so far
of technical requirements. I don’t suggest acquaintance
with seventeen types of headlines. Or demand ability to
write or even to recognize “Reason Why” copy. Or to
differentiate “Narrative” from “News.” Or “Personal”
from “Poster.” All this knowledge won’t do you any
harm. But, in practical work, it will do you astonishingly
little good. Not even the best practical advertisers, or the
worst, talk advertising in textbook terms. Not once in a
quarter of a century of buying advertising, selling adver-
tising, writing copy for myself and others, have I hap-
pened to hear anybody say, “We’ll run six half-pages of
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didactic copy.” Or “Rush me up six columns of good sound
colloquial.” * So write whatever words will clearly and
forcefully deliver your message and waste no time worry-
ing as to what type of copy it may turn out to be.

REVISIONS

Revisions of various sort are, of course, taking place at
every stage. Corrections. Emendations. New ideas. On
this account there are three maxims that will pay their own
way in preparing advertisements and, perhaps, reward a
hundred-fold in results:

1. Hire the best ability you can find for each technical step
—whether copy man, typographer, artist, photographer, or gen-
eral counsel.

* The only reason these purely arbitrary designations exist in text-
books is because all advertising copy looks so much alike as to tempt
invitingly these imposing classifications: But, in actual practice, all ad-
vertising copy looks alike not from a desire to so classify itself; but for
these five more or less mechanical reasons:

1. Because the physical limitations of a page tend towards two or
three well determined methods of avoiding waste.

2. Because the same men write, lay out, and set a majority of the
outstanding advertisements in the standard media. Besides using, month
after month, identical artists, handletterers, engravers, type, and typogra-
phers, they have, like all other trades, their own standards of what con-
stitutes a technically good advertisement.

3. Because pressure from salesmen, agents and others to “meet” com-
petition tends unconsciously to base a surprisingly large amount of ad-
vertising more or less directly on the accepted advertising habits of some
given trade.

4. Direct imitation of important looking advertising either by the ad-
vertiser himself or his production men. Oftentimes, this is because ad-
vertising expenditures have been too large for experiment, or the ad-
vertiser is afraid to risk anything outside the ordinary run.

5. As a result of all these other reasons, a subconscious consciousness
of advertising as ¢ #s, extending, perhaps, to 1,000,000 people most ine
fluential in the circumstantial appraisal of advertising.
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2. Demand—and get—what you have in mind. But keep
your hands off. Tell your technical assistants what you want
your advertisement to accomplish. Let their experience furnish
the advertisement that will do what you want.

3. Make your revisions early. Modifying an idea is easiest.
That requires only a little profitable thinking. Changing a type-
written draft is simple. And desirable. After that, change should
be for emergency only. Many executives feel a reckless expres-
sion of power in tearing up finished work to make slight changes.
Where the change is really an important betterment, this shows
both care and courage. Where the change is trivial, it shows
neither.

Everyone should remember, as he enters into the actual
manufacture of an advertisement, that machinery has
rights which must be respected. Sloppy writing, careless
corrections, hasty instructions, omissions and inaccuracies
do no particular harm until an advertisement reaches the
mechanical side of production. Before turning any part of
an advertisement over to the metal workers everything
should be meticulously checked and rechecked; all changes
and corrections sent to compositor, engraver, or printer,
should be models of neatness and accuracy. Any profes-
sional must protect his income against unreasonable
charges. You—and nobody else—pay heavily in time and
money for any such self-indulgence supposedly at his ex-
pense.

RELEASE

Finally, one way or another, all the desired revisions
are made. A finished proof stands before you. In theory,
you see the advertisement exactly as it will be seen by
millions of other people. Actually you don’t! On the con-
trary, you see it printed with the utmost care on a single
glossy starched sheet of stiff paper with beautiful white
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margins. If it is an important advertisement, worth the
trouble, have a few extra proofs pulled on the same paper
stock as the medium you propose to use—newspaper, say—
trim one of these proofs, close and paste it at random
among the other advertisements in any handy issue of that
publication. Hold it fourteen inches from your nose. Then
yowll know!

Thus we reach the release. To nine out of ten adver-
tisers, except for the one great final thrill of seeing their
creation sparkle in the columns of some pet publication, all
the interest and excitement is over. To the real advertiser
the battle has just begun. His message has been launched
to meet a million people. Will zAey like it? Will they re-
spond? What traces of interest will he be able to discover?
For the only proof in the whole career of an advertise-
ment that should evoke real excitement is the proof of its
effectiveness with the public to whom it is addressed.



CHAPTER X
THE “BIG” IDEA

IN May, 1932, while the whole nation bitterly debated
Prohibition without the slightest possibility of any ac-
tion on the 18th Amendment, Mayor Walker, of New
York, hit on the happy idea of a beer parade. “Beer
Parade”—notice its concreteness, picturesqueness, rhythm
and deft alliteration! Instead of a vague discontent with
even vaguer aspirations, Mr. Walker, in two words, was
able to crystallize inarticulate dissatisfaction into an im-
mediate demand for specific improvement. In a mild,
modern, cynical way, the Mayor of New York was a di-
rect descendant of Rouget de Lisle atop the tavern table,
crystallizing the French Revolution with his “Marchons,
Citoyens.” Disregarding all personal, political, and ethical
elements, this beer parade idea was, technically, a flash of
genius—a model for all who deal with crowds of people.
The Boston Tea Party was just such a “big” idea. It
dramatized the colonists’ determination to pay no more
British Taxes.

In even milder manner, but in no less dramatic mood,
every advertiser aspiring to greatness must flash some
short specific message into the crowd consciousness. No
matter how smart the advertiser’s merchandising, sam-
pling, house-to-house selling, his larger success in the long
run will depend on discovering some one idea that will
click most happily with the public imagination. Old Gold
cigarettes were, at the start, making painfully slow prog-
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Possibly the best hotel advertisement ever published. At any
rate, a reminder that a hotel can be built by good advertising.
Hotel New Yorker spent $500,000 advertising in its first year
and $253,000 its second; with a per-guest expenditure of $4.20
and $1.90 respectively.
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ress with astonishingly lovely lithographs of pirates and
golden treasure trove. Mr. Lennen’s genius hit on the
homely phrase, “Not a cough in a carload.” The original
Old Gold idea was a clever conception, charmingly car-
ried out. It had every quality a conventional advertiser
properly demands. Nevertheless, cough-in-carload was
the “big” idea. Webster’s cartoons helped, of course. Yet
mouth-to-mouth advertising would have spread the slogan
anyway. Phil Lennen’s phrase had some of the happy
elements of Jimmie Walker’s beer parade. Fach has (1)
alliteration (2) rhythm—empbhasis on right syllables mak-
ing it easy, pleasant, even, to say (3) cach has, propor-
tioned to its length, a suggestion of explosive contrast, the
foundation of all great humor: beer on parade! Coughs
shipped in carloads!! Lastly, and most importantly, (4)
each has solid foundation in a basic human desire—lberty,
in one case, health in the other—together with at least
a hint as to the action by which these desiderata are re-
spectively to be obtained. To find these four qualities in
two-word or six-word phrases is a lot to expect. Yes, that’s
what makes them the “big” idea.

Two signs, side by side in a ball park, illustrate the ad-
vantages of a waturally human relation. One 1s an ex-
tremely clever pictorial adaptation of “Drake’s” cakes—
showing a little pair of red drakes to drive home the name.
The other says simply “Mrs. Wagner’s pics.” It reads like
the home-town newspaper, and dumb as it 1s, there’s noth-
ing in all advertising clever enough to overcome that ad-
vantage. “Children cry for it”—there’s a sales talk to a
weary mother. Down in Texas, a congressional candidate
named Walter J. Reid, by petition to the District Court,
got his name changed to “Walter J. IVez Reid” in time
for election. Out in Cleveland, a gentleman named Mac-
Something had, for propaganda, a personally conducted
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semi-professional baseball club, every member of which
had boldly lettered “MacSomething” on the front of his
uniform shirt and “For Surveyor” on the back. The “big-
ness” here lies in the simple humorous relation to actual
life. Vice-President Marshall’s eternal remark about the
good §¢ cigar is entirely without wit except as its comic
common-sense contrasted with the cosmic cataclysm of
World War Washington.

In contrast with these homely forms, rhetoric calls a
“conceit” any figure of speech—simile or metaphor—in
which there is not a sufficient element of true emotion
really to justify the excitement. A big idea may be equally
synthetic. It may be brilliant and effective sounding, yet
awakens no real response in the hearts, or perhaps even
in the minds of those who hear it. 20 Mule Team Borax
is a “big” idea in this mechanical sense; it is showmanship
rather than emotional theatre. Anna Held’s Milk Bath
was grand press agentry; but likewise fell short of being
something really worthwhile. “Singing Shaves” seems an-
other representative of a great class of slightly the same
sort. The Ham what Am! A magnifying dental mir-
ror to show “the ills of the teeth” was offered with a well-
known toothpaste. Dodge Brothers once offered $20,000
for a prize-winning slogan to describe their new car. Out
of 340,000 slogans they gave first prize to “Making a
Good Name Better”! In the general class of conceits
rather than emotional appeal might come also Sapolio’s
“A clean Nation has ever been a strong Nation,” “Wilson’s
label protects your table,” and “It’s all in the edge.”

“Say it with flowers,” on the other hand, was the big-
gest kind of a natural. Backed by 4,500 florists all over
the United States, it is estimated in the first seven years
to have increased the sale of cut flowers at least 400 per
cent. Another big idea was the “greeting” card. Manufac-
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turers used it not only to sell five or six times as many
Christmas cards, but to sell, not counting Christmas, more
cards than they previously sold in a whole year. Halitosis,
as inaugurated by Listerine, also glorified itself as a “natu-
ral.” “Save the surface and you save all” needs no praise.
The Twentieth Century as a named train has been worth
millions. “Pink Pills for Pale People” has become pretty
pallid; but “Children Cry for It” has lived to see genera-
tions of those babies die bewhiskered grandfathers.

A “big” idea isn’t always an invention. Often it’s a
dramatization of an existing situation. “You Press the
Button” for example. The New York Americans are a
good baseball team ; Babe Ruth was a great player. Yeta
home-run sanctuary, only 295 ft. out in right field of
the Yankee Stadium, helped Mr. Ruth and five others
batting regularly left-handed, to build a glamorous rep-
utation on drives that might mostly be easy outs in less
favorable environment. On somewhat the same princi-
ple, professional football was never really successful
unti] New York secured Benny Friedman, an outstand-
ing Jewish player. New York’s “Block-Aid movement”
with its brilliantly simple “Stamp out want” card was
one of the few redeeming, courageous and intelligent
“big” ideas that cheered our period of what Dr. Virgil
Jordan calls “castor oil economics.”

Childs’ “Eat-all-you-Want” for a fixed sum was a
whale, even when refined down to “Guest Dinner.” In-
stead of spending new money advertising, that idea en-
abled the restaurants to pay their additional selling costs
in service, all ready on the payroll, and a little extra
food. Marchand’s “Blonde-of-the Month” turned a
hair-wash into an institution. Lucky Strike’s “One-two-
three” broadcast brought 5,000,000 answers a day.

Big ideas are sometimes too big to mean anything real
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to the public. Colonel E. S. Gorrell, President of the
Stutz Company, told me that after the most successful
racing season in history, sales fell flat. Then a newspaper
advertisement with a headline, “There’s Lots of Room in
Front,” emphasizing the comfort of driving a Stutz,
crowded the showrooms for days. Some charitable the-
atrical stars utilized their renown in behalf of the poor by
giving a theatrical Grab Bag. Each hostess who bought
three tickets for a table at a Waldorf Astoria card party,
had the privilege of drawing—a la lottery—a fourth part-
ner for contract from out a galaxy such as Florence Nash,
Ethel Barrymore, Elsie Ferguson, Alfred Lunt. This
clever “big” idea was worth thousands of dollars com-
pared with any ordinary charity bridge.

Sometimes a big idea, only mediocre in its advertising
aspect, successfully startles attention to the small excellent
service with live appeal. The whole mail-order book trade is
built on the single phrase, “sexp No money.” With-
out it, few advertisements will begin to pay. Some stocking
company guaranteed its hosiery against holes for six
months. A laundry company displayed the word “Stop-
yourkickin’ ” on city billboards. Then, with that headline,
the company shortly advertised articles would be mended
when torn; new buttons sewed on; and be kept constantly
in shape. This advertisement brought immediate and
profitable returns. An advertising man in a retail store
had to sell several bushel baskets of mixed buttons. As
they were, these buttons were unsaleable. Put into handy
bags they were quickly moved as “assorted buttons for the
mending basket.” In startling contrast, but by somewhat
the same method, Mr. Haldeman-Julius jumped the sale
of Theophile Gautier’s “Fleece of Gold” from 6,000 to
80,000 by changing the title to “The Quest for a Blonde
Mistress.”
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Not long ago, a smart man, G. Herb Palin, by name,
made a good living selling “slogans” to advertisers. To
his unmatched fame live, “Safety First” and “See Amer-
ica First.” Mr. Palin would walk into an office, talk a
bit, look around, close his eyes and snap out some allitera-
tive, rhythmic sentence. And collect $10 for a hundred
phrases. That, no doubt, is why there are 30,000 slogans
registered with Printers Ink by people who had to insure
remembering their own solgan.

Every now and then some slogan attains great vogue
as a catchword. Like Victor’s “His Master’s Voice,” Cas-
caret’s “They Work while you Sleep,” and Reynolds’
“I’d Walk a Mile for a Camel.” The last is a really first-
rate slogan; it mentions in terms of praise the article it-
self. The others are only good short descriptive phrases
repeated over and over again until they sound smart. As
a means of hitting on a single good short * copy phrase
for constant repetition the slogan idea is exactly as good in
each case as the phrase is effective and the repetition is
continuous.

Don’t waste too much time over slogans, however. Par-
ticularly in attempting to classify them into any rhyme
or reason. Most of the notable advertising slogans cropped
up as happy phrases in copy. Few have sprung out of cold-
blooded thinking. If they contain the name of the product
or identify it in some unmistakable way, they are good
because they encourage an advertiser to hammer home a
single idea. When a slogan can be contrived to contain,
in addition to the name of the product, an urge to motion
towards the product, it is well-nigh perfect advertising

* A slogan over six words long is a contradiction of terms. Originally
slogan was a battle cry. Obviously nobody can fight and shout long
sentences at the same time,
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regardless of how it might qualify as a perfect slogan.
“Now for a Marlboro” for example.

On the other hand, when slogans such as “Eventually,
why not now?” “Built Like a Watch,” “Chases Dirt,”
“Ask the Man who Owns One,” aren’t unmistakably tied
up with the product, it is wasteful advertising no matter
how good a slogan. Tests have shown repeatedly that
even professional advertising men can’t remember what
slogan applies to what goods.* And that points the whole
chapter! Just as impetuous generals have lost armies by
being drawn into battles to back up an unplanned skirmish,
so advertisers have wasted untold millions trying to build
a big idea out of something that was not even an idea!

* Slogans. Seventeen Chicago advertising executives actively engaged
in business could as a whole, identify accurately only 20 out of a Iist of
50 slogans. Goodrich Tires “Best in the Long Run,” for example, is
guessed correctly by only seven out of seventeen. Others credited it to
Firestone, Dunlap and General Tires, Texaco Oil and Marathon Gas.
Four out of seventeen thought Armours’ “Ham what Am” belonged to
Swift. Twenty New York professionals some years before got only 30
out of a similar list of 50.



CHAPTER XI
NINE KEYS TO GOOD COPY

THE best modern advertising does not try to sell.
It aims to help people duy intelligently. Most
copywriters practical enough to earn their salt, may, per-
haps, prove too practical. They study their articles too
closely. See them with too shrewd a merchandising eye.
Take a fine umbrella! As soon as a merchant views it as
more than one of a thousand articles clogging his stock
room, he heads for trouble. To his copywriter, as well,
every umbrella must remain primarily a piece of mer-
chandise delaying an important profit. The customer, on
the contrary, sees that umbrella from a precisely opposite
point of view. To him, quite likely, it is a2 mark of personal
distinction. At very least, it is a highly individual article
to protect Ais health, /is comfort, and Zis clothes.
People are intent on finding merchandise to distinguish
themselves. Advertisers, nevertheless, continually seek to
impress with merchandise that distinguishes their estab-
lishment. An advertiser who doesn’t want to boast about
his goods isn’t human. But every individual in his audi-
ence is equally human. And so equally anxious to boast
about himself. Or, at best, through reading an advertise-
ment to improve himself to the point where he can boast.
When a group in the smoking car starts telling funny
stories, each, while raking his own memory for a popular
old favorite, pretends politely to listen to the others. So
readers of advertising affect a more or less genuine in-
154
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Ambrosia’s most successful advertisement. The woman who
wishes to be beautiful at any risk is rationalized—and reas-
sured—by the striking display of apparently scientific para-
phernalia. Cowan & Dengler fecit.
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terest in other men’s messages. All the while, however,
each is eagerly seeking within that advertisement some
item that will enable /i to enhance his own importance.
FElsewhere we observe how shrewd advertisers turn this
fact to their own advantage. They tell readers frankly
not how well they make their goods, but how good their
goods make him. Any advertiser thus dedicating his space
wholeheartedly to his readers’ welfare may make his copy
as long and ugly as he pleases.

Other advertisers, following the old-fashioned formula
of “pufing” their goods, compromise with timidity. Theirs
the fear “people won’t read long copy.” So they put some
seventy-five words in a full page of the Saturday Evening
Post. Theirs, too, the belief that art allure in print, widely
enough distributed will somehow result in a favorable ac-
tion towards whatever they sell. So they add a bathing
girl, willowy and winsome, to their seventy-five words
about windmills. Or window cleaners. A large logotype
displays the firm name or product—in case all else fails!

No wonder such advertising copy doesn’t click. That
“click” is the first, and, perhaps, the only important test
of advertising copy. And copy that doesn’t click exactly
is inconceivably wasteful. Writing copy is like swimming
the Mississippi on a dark night. Anything short of a per-
fect job may not allow repeating. Consolation prizes are
few and far between. Even so, we still find many noted
advertisers as dumbly complacent as the woman who con-
soled her husband by telling him they didn’t miss their
train by “much.”

Advertising, remember, is a message. It is neither a
chemical process, nor a force. Nor, taken more individ-
ually, is it any sort of a subpoena. An urgent message to
a few, albeit open to everybody. Patently, then, the first
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duty of any message, is to be (1) crystal clear in meaning,
(2) conspicuously easy to read. Any message owes these
two qualities to its reader. To its sender, a successtul ad-
vertising message owes still a third quality. It must (3)
arouse favorable action. Let us glance, in turn, at this
group of three factors:

CLEARNESS

Clearness in advertising copy may, in turn, come
from three sources: (4) exact thinking; (4) exact state-
ment; (¢) exact objectives. Exact thinking needs no ex-
planation. It sees the article eye to eye with the customer’s
need and points that need so sympathetically that cus-
tomers will perceive it with eager clearness. Exact state-
ment is doubly important in advertising copy. First, of
course, as an aid to clearness. Then it may be equally im-
portant as an aid to verisimilitude. Wrote Mr. A. O.
Owen:

There is an art of making one’s self believed in print. Sincer-
ity alone is no more a substitute for this art of verisimilitude than
anger is a substitute for knowing how to box when a man has
to fight.

The art of verisimilitude is interesting: Use figures
when possible, instead of words. Use exact figures—odd
figures where possible—instead of round sums. Makers of
safety razors had advertised quick shaves until the appeal
was worn dull. Along came an advertiser with a 78-second
shave. That suggested practical tests. A sensational ad-
vance in sales followed. Same way with lather. A hun-
dred full pages were foaming with shaving soap general-
ities. Along came a man with specific facts. “Multiplies
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itself in lather 250 times.” Names and addresses, like fig-
ures, add immeasurably.” * Even where, for any reason,
the actual name of some person mentioned may not be
used, the childish “name on request” offer considerably
strengthens the advertisement. Odd awkward quantities
have a natural believability. Facts add verisimilitude as
they interfere with smoothness. Reality has a crude rhythm
all its own.

EASE OF READING

Ease in reading might easily introduce here an en-
tire chapter of instructions. Instead, a single sentence only:
More than a hundred years ago, a distinguished English
gentleman named Fox, summed up the whole matter:
“Easy writing,” Fox said, “makes damned hard reading.”

“A widespread myth has Lincoln suddenly whipping out
an old envelope, while riding on the train to Gettysburg
to make the address, and on the back of it hastily scrib-
bling down what many believe to be the finest and most
finished piece of writing of its kind in existence.

“A little research discloses that the case was quite dif-
ferent, that Lincoln wrote and rewrote his manuscript
painstakingly in the days and weeks preceding his delivery
of the Address. He worked hard to bring to bear on the
original product of his inspiration every item of skill and
writing knowledge that he had gathered in the course of

* “To say a ‘great Western city’ instead of ‘Denver, is to create some
suspicion. It is, in form, if not intention, a species of evasion. ‘A celebrated
judge’ is a phrase carrying nothing, while mention of Charles Evans
Hughes commands attention. Mr. Rockefeller is conceded by all of us to
be the richest American, but if so described, and not named, readers un-
consciously score one point against the credibility of the copy. Even
further, JoAn D. Rockefeller is better copy than Mr. Rockefeller. Proper
nouns are almost as valuable as figures in advertising.”—W. A. Owen,
Masters of Adwvertising Copy, edited by J. George Frederick, page 248.
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page of the department
store. Incidentally, an ex-
ceilent example of the
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his experience. And keep in mind that Lincoln was a
trained and practiced writer, one who had amassed a rich
and cogent stock of writing technic. What brands him, per-
haps, as a writing man as much as anything else is the fact
that even after the Address had been delivered, we find



160 MANUAL OF MODERN ADVERTISING

Lincoln making corrections on his manuscript, still bring-
ing to bear on his creation the selection and rejection
process of the skilful writer.” *

Any copywriter who will divest himself of a superior
attitude, and actually feel a desire to be of honest service
to his readers, will, I believe, find for himself, throughout
the long chapter that follows, ample suggestion as to a
pleasant easy reading style. The first requisite is a sense
of true courtesy towards his reader that prevents boasting
and parlor tricks of any kind.

Advertising itself is still a fussy business. It lacks the
easy effortless distinction of confident established power.
Copywriters should never forget the old giant Anteas
who grew stronger as he touched mother earth. In order
to prevent copy getting too excellent for its own good they
should constantly check back to their audiences. Take this
matter of homely vocabulary, for example. In a lawyer,
preacher, engineer, even a doctor, one expects a nice choice
of words. Among the great masses of people, on the other
hand, the aim is not accuracy, but immediacy of expres-
sion! An American workman hasn’t time to think as he
talks. His vocabulary, consequently, averages between five
hundred and a thousand words. Even of those words only
about three hundred are ordinarily used in conversation.
Avoid like poison, therefore, favorite artificialities, catch
phrases, combinations of words without originality. Or
without sincerity. Weigh every word not merely for its
exact idea. Every word, exactly chosen, can carry a rich
bonus in its comnotation, an overplus of associated mean-
ings. Avoid especially that smooth, uniform, unimpressive
second-rate distinction which marks advertising copy as
it does boarding house food.

Use rather the rough, old-fashioned words, words with

* From excellent little book, The Written Word.
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centuries of helpful association. Words that build pictures.
Simple words, one or two syllables; faith; hope; good;
child; home. Use few adjectives. Practically no adverbs.
Have your nouns and verbs vivid words of motion and
color that show definite things and suggest pleasurable
uses. Stick to the utterly familiar. Particularly with a new
idea to introduce. Work from the known to the unknown.
Break in unfamiliar propositions by hitching them to old
favorites. Put the reader’s emotional recollections to work
for you. His buying inclination will follow.

ACTION URGE

Notice the vital difference between an advertisement
reading “White Rock” and one urging the reader to
“Drink White Rock”! Any advertiser who hasn’t taken the
trouble to crystallize in his own mind a pretty clear pic-
ture of (4) single, (4) simple, (¢) definite, action he aims
to instigate in the minds of his readers, can hardly count
on them to remedy his shortcomings.*

So, even after you have made your copy a worthwhile
message, impossible to misbelieve, you may not neces-
sarily be bounding towards advertising success. Remember
always that exact objective you wish to instill in each pros-
pect’s mind. And the necessary impulses towards it you
must plant in your advertising copy. No matter how
worthwhile your message, how crystal clear in meaning,

* “Successful advertising copy is like good golf. It isn’t a matter of
brute force. Nor luck. Your trained copywriter knows exactly what he
intends doing with every word and sentence. He knows his average man.
He knows how that man is affected by various uses of printed words.
He knows the few basic motives that govern all human action. With cer-
tain carefully calculated appeals he makes a positive play upon these
motives to make large numbers of people perform some simple act he
himself has clearly and definitely in mind.” K. M. Goode, in Masters of
Advertising Copy, page 193.
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much of that well-directed energy will still go to waste
unless your copy contains that catalytic quality that induces
action. This catalytic copy, note you, must not merely im-
pel action. It must impel favorable action. The original
Marathon runners were successful in getting action.
Theirs, however, was the wrong kind. One fell dead.
Others were beheaded. Tidings of Thermopylae undoubt-
edly attracted attention enough—even among the defeated
Medes and Persians—to satisfy any modern advertiser.
Nevertheless, the Persian King, in the crude custom of
his day, slew the bearers of bad news. Paul Revere was
a more successful type of messenger. In fact, ideal from
the advertiser’s viewpoint. He aroused interest. He se-
cured favorable action. And immediate. True, not all who
heard his midnight message rushed to Lexington to fight
the British. His entire “returns” was a little army of a
few hundred men. But every Middlesex village and farm
that 18th of April thought in terms of action, much of
which vigorous thinking was to crystallize a year later into
a young American republic.

This book, of course, can’t select the Paul Reveres
among its readers. It can’t separate those whose news will
be profitably welcome from those whose advertisements,
commercially speaking, will be slain. It can only warn in
the most general terms against the assumption that any
overwhelming number of busy strangers will ever pay
more than the most unflattering inattention to a given
advertisement. So before worrying about the positive at-
tractiveness of his copy, every copy man should check up
—both words and pictures—for clearness, ease, and action.
Advertisements will seldom fail when action-inspiring,
easy to read, easy to understand. And will enjoy success
wherever other elements permit. Most important of these
“other” elements is, of course, worthwhileness. If a story
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isn’t worth reading, it certainly isn’t worth telling in ex-
pensive space. Therefore, before bothering too much as
to the form of his message, every new advertiser should
again satisfy himself he has a message.

WORTHWHILENESS

Worthwhileness doesn’t depend, of course, on the in-
trinsic value of an advertiser’s goods. Nor the merit of
his proposition. He may have something worth selling.
Has he, however, anything worth saying? Newspaper ed-
itors throw away 100,000 paid-for words a day because
they aren’t interesting enough. Yet dull advertisers calmly
compete. Much advertising has little interest except to the
man who pays for it. And, except that he pays for it, even
he, oftentimes, wouldn’t take the trouble to create the
copy he prints. Any advertising message ought to be im-
portant. Not necessarily heavy. Feather-light, if you like.
But worth saying. And worth hearing.

Therefore, don’t start to write copy until you have
collected 4ll the necessary facts. Even short copy requires
long preparation. Get yourself a “big” idea. Generalities
get nowhere. Don’t expect “stylish” to sell clothes. All
clothes are born stylish. Don’t expect “powerful” to sell
cars. All automobiles have more power than anybody
needs. Don’t expect “quality” to sell anything. Nobody
talks “quality” except an advertiser. Throw away also,
about half your facts. The least important, least specific
half, of course. Don’t, however, trust your own opinion
as to which facts to throw out. How do you know what
constitutes an important fact from the reader’s viewpoint?
Thousands of dollars are wasted every day in the year
on saying things the advertiser considers important. Don’t
judge the value of any fact, therefore, until you have
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tested it first hand on exactly the sort of people for whom
the advertisement is written. Ponderous statistical tests of
copy are totally unnecessary. Informal flash tests for
genuine reader interest will serve splendidly.

That sounds silly, you say? “I ought to be a better
judge of how to sell goods—especially my own goods—
than any ordinary dumb citizen!”

Of course you ought to be. No doubt you are.

But are you?

A famous golf professional, after winning the British
Open, was asked by reporters to what he attributed his
success. He answered promptly, “To the fact I learned to
play golf before I learned to read.” He meant, of course,
he went about his own work in his own way without any-
body else’s rules.

By that same token, a simple business man skould be
able to write the best advertising copy. That unfortunate
theory has, in fact, cost our companies hundreds of mil-
lions of dollars. Simple business men writing copy are not
content to stay simple. Or even businesslike.

Few progressive concerns, therefore, can survive adver-
tising written by their own business executives. Neither
can they afford to take chances with illiterate outsiders,
nor yet await a moment of ecstasy in some sophisticated
journalist. The only safe way to get copy, then, is to hire
some man who knows how to write as well as any other
technician in your employ knows his trade. These expert
copywriters have learned to forget their tools. They sit
in the reader’s mind and watch their own words come
over. Let an untrained executive beware of interfering
with their ritual. Only, like an old catcher calling on his
pitcher for precise corner-cutting curves, let him direct
their effort. With benefit to all concerned, the best heads in
business can think advertising copy. But only a single
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trained hand can profitably put the summation of those
thoughts into words worth the printing.

The best way to keep an elderly Englishman happy,
they say, is to have told him a good story while young.
The best possible preparation for writing a cigarette ad-
vertisement is to have written a hundred successful soap
advertisements. That is literally true—so far as it goes!
An even better preparation would have been the writing
of a thousand successful advertisements for a hundred dif-
ferent advertisers selling everything from platinum to
horse liniment. Now and then you may hear a modest
man admit he can’t speak well in public. To write any-
thing anybody will read is infinitely harder than to talk
better than most public speakers. But nobody yet has ad-
mitted he can’t write. Less than one manuscript in a hun-
dred is accepted editorially. Yet writing publishable stories
is child’s play compared to writing paying advertisements.
Hotel clerks and bank cashiers scan a signature upside
down as the customer writes. A copy man requires long
experience to learn to reverse this process by writing in-
side out, so to speak, so that each reader unconsciously
absorbs an advertisement as his own thought, rather than
somebody else’s statement to be examined and, perhaps,
challenged.

Obviously, the four qualities we have just reviewed,
(1) clearness, (2) ease of reading, (3) action-urge, (4)
worthwhileness, are merely minimum requirements in
an advertisement. They are the undecorative bread-and-
butter elements of copy. To get all nine keys to good copy,
your ambitious and skillful copywriter and his attendant
artist will add to those four, at least five others! (5)
Personality, (6) charm, (7) force, (8) salesmanship,
(9) showmanship.

Returning to our list of nine, let us next consider:



166 MANUAL OF MODERN ADVERTISING

PERSONALITY

Even more important, therefore, than familiar words
and exact phrases, fully as important in copy, perhaps, as
easy reading and urge to action, is the color of a definite
personality. For example, read this account of a profes-
sional football game in New York:

“When Grange left the contest in the middle of second
period the thousands watched only with half interest. When he
failed to appear at any time in the third quarter an atmosphere
of lassitude swept over the stands.”

Now Dr. William Lyons Phelps’ account of a concert
in New Haven:

“The finest visiting orchestra in the world, even with a sensa-
tional conductor advertised in the modern methods of soloism,
could not fill our largest auditorium; no matter how superb the
music or how superbly played, there would be many vacant
rows of seats. But let some famous soprano be announced as
soloist, even if she is to be on the stage only ten minutes, the
house is jammed. In short, the audiences are attracted not by
the desire to hear music, but to see a person who is in the public
eye.”

That personality, as we noticed a few pages back, should
at least seem (a) friendly, (4) honest, (¢) modest.

Mr.A.O.Owen tells of an Italian who sent out a circu-
larof hisown illiterate composition insuch ludicrous Eng-
lish that it drewcustomers by the scores to his shabby side-
street restaurant. One of these days, some great advertiser
is going to learn the value of disingenuousness in advertis-
ing—remember the art of Will Rogers—and make a for-
tune. Old Maestro Ben Bernie’s delightfully deprecating
radio introductions of his “unwarranted baritone” or “in-
excusable tenor” have already neared this achievement.
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Personality is valuable. Friendly attracting personality is
priceless. Remember, your readers, like yourself, carry a
sleeping savage heritage that regards all strangers, power-
ful strangers especially, with suspicion. Therefore, again
write no boasts. Nor “sel]” anybody anything. That’s self-
ish. Unfriendly. Write, rather, to help your readers buy.
Plan and word your copy so it seems to come from the
buyer’s side of the fence! So a good copy man can regard his
job as only begun when he has established the merit of his
product. His readers must be made to Jike the offer. They
must, when possible, be made friendly towards the com-
pany that makes the offer. And, best of all, they should de-
sire—in terms of emotion—not only to own so covetable an
article but to do business with such pleasant people.

Testimonials have been for sixty years the most ef-
fective form of advertising. Where other copy goes lit-
erary, testimonials necessarily remain people in print.
People will always read other people’s letters, whether
written by washerwomen or the ex-King of Spain. It is
not alone the personal signature that makes the testimonial
popular. Almost always testimonials bear plainly the wel-
come imprint of an unprofessional hand—a quaint turn, an
artless confession, an awkward colloquialism, some 1d10m
that betrays the layman—and so come as a relief after
pages of stiffly starched conventional copy.

Seriously, to parade silly old-fashioned virtues like hon-
esty, modesty and will-to-serve, in a business book sounds
ridiculous, I know. Yet long careful observation of the
great Mental Moratorium of 1931-32 convinced me that
the conspicuous absence among American business leaders
of honesty, modesty and will-to-serve, did more than all
worldwide causes put together, to get us into trouble. And,
even more, to leave us there. Consider the dullish pattern
of men the public most admires: Henry Ford, Calvin
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Coolidge. No matter who I am or what I advertise, if I
can persuade enough people only that I am honest, I have
a tremendous start. If I can convince them that my hon-
esty is built into my business, I can sell almost anything.
Sears Roebuck has manufactured, sight unseen, 11,000,000
customers with little foundation other than a friendly atti-
tude, obvious honesty and a sincere will-to-serve.

Obwvious honesty is the foundation of successful adver-
tising personality. It is the thing which gets so much of
that advertising copy we think screamingly funny in minor
publications accepted with the utmost seriousness by those
to whom it is directly addressed.

Thirty years back, Mr. Loren Deland established the
vital principle for effective advertising, that the reason
for a price, particularly for an unexpectedly low price, is
as important as the price itself. Thousands of little mer-
chants who have never heard Mr. Deland’s dogma, utilize
his principle unwittingly in their sales: “Damaged by
Fire,” “Lease Expires,” “Building Coming Down.”
Dobb’s Fifth Avenue establishment won the Bok prize
with an opening newspaper page. Their final few lines,
announcing “Receiver’s Sale” wouldn’t have won honor-
able mention in a country newspaper’s job printing office.
Yet it brought out the mounted police to hold the crowd.
Low prices, reasonably explained, filled even that fash-
ionable store to the fainting point. So, almost always, not
merely in the matter of surprise prices, but in all dealings
with people. Any advertiser who promises anything that
might be considered suspiciously disinterested should re-
member Mr. Deland’s principle—and carefully explain his
motives. He must either (4) emphasize that he has ab-
solutely no choice other than to accept the loss indicated,
or (%) explain how he himself benefits in the long run.
Ordinary common sense tells the public there must be some
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good business reason for any concern to set about losing
money. From long years of exploitation, people distrust
too much unexplained nobleness. Better tell them frankly
your real reason, therefore, than let them make too many
guesses at a wrong one.

A gratifying large part of all advertising is absolutely
honest. Reliable institutions reflect their own integrity.
Less reliable copy has been splendidly censored by more
reliable media.* Yet another large part, including much
brilliant copy of our famous advertisers put by our own
best agencies in our best publications, continues not only
patently fictitious, but obviously untrue. A cigarette cam-
paign, as one example, brazenly attributed a jump in sales
—which the whole tobacco trade knew came from a 25%
cut in price—to a discovery as sudden as it was mendacious
that this particular brand helped steady the nerves of those
who smoked it. Steel workers and such! This sort of copy
is a boomerang. People read it just as they read any light
scandal. But they make tremendous reservations.

People as a rule discount superlatives—especially the
old familiar shopworn favorites like “highest quality.”

* The joint code of ethics adopted by the A. N. A. and A. A. A, A,
reads, “The following practices have been stated by the committee to be
unfair to the public and to tend to discredit advertising. The findings
have been approved by both associations.

1. False statements or misleading exaggerations.

2. Indirect misrepresentation of a product, or service, through dis-

tortion of details, either editorially or pictorially.

3. Statements or suggestions offensive to public decency.

4. Statements which tend to undermine an industry by attributing to

its products generally faults and weaknesses true only to a few.

. Price claims that are misleading.

. Pseudo-scientific advertising, including claims insufficiently sup-
ported by accepted authority or that distort the true meaning or ap-
plication of a statement made by professional or scientific authority.

7. Testimonials which do not reflect the real choice of a competent

witness.”

O\ th
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A trade paper advertiser who had excellent returns from
copy stating his goods were “57% above U. S. Govern-
ment specifications” was persuaded by timid associates to
tone this statement down to “more than 50% above U. S.
Government specifications.” His replies were cut in half.
People took literally as a fact the first specific statement.
The second generality they regarded merely as a bit of
exaggerated advertising. P. T. Barnum used to say the
public likes to be humbugged. It does—when in on the
game! But there is a sharp divide between this reciprocal
playfulness and trickery in the serious buying of goods.
There humbug ceases. The public responds best to those
advertisers who make not only an honest effort, but a
considerable effort to help solve some problem.

CHARM

- Personality, as we have already repeated, is the foun-
dation of all good advertising copy. That personality,
we have just noticed, should be friendly, honest, and,
where possible, modest. Even so, mere personality is
not always enough. Your copy should have charm. Not
all copy can be simultaneously (&) simple, (&) sincere,
(¢) short, (4) vivid, (¢) humorous, and, again, (f) mod-
est. But any of those charming qualities—or all—will help
—help it greatly. Charm in copy is like a lovely woman.
Not always necessary. But always welcome. Analyzing
charm is about as easy and useful as counting the spots
on the wings of a live butterfly. Nevertheless, let us glance
at charm on the wing.

Take first, this matter of simplicity. All civilization acts
the same way. All mankind sooner or later discovers with
joy the strength of simplicity. One group after another
outgrows sophomoric smartness. Each in turn becomes dis-
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Department store advertising should, as a rule, remain news
and not go “arty.” Saks-Fifth Avenue takes splendid advantage
of one of the patent exceptions.
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gusted with petty affectations. Even the mechanical arts
as they cut away superfluities, progress from crude compli-
cations to the sheer beauty of smooth powerful stream-
lines. Good taste in advertising has increased tremendously.
But most of the best advertising may still reveal a tiny
bit too much the positive good taste of the self-conscious
craftsman. Following today’s universally accepted con-
ventional, pseudo-literary condescendingly popular adver-
tising “copy,” there scems little chance today for really
great advertising. There yet remains, however, a splendid
chance for inspirational leadership to any advertiser who
will dive back—sincerely—to the simple forceful English
of the Bible. Or John Bunyan. As people point out from
time to time, if Admiral Lawrence had phrased his famous
message, “Don’t Give up the Ship” in the words “Under
no circumstances surrender the custody of the vessel,” his
place in history would have been dubious indeed. There
scems even less excuse, for any such stilted semi-
proclamatory style in advertising copy. Any good copy-
writer knows that an advertisement is a single message to
a million people. With few exceptions, the personal letter
that would best sell an individual in his own private mail
makes also the best possible copy to sell him through the
public prints.

So much for the charm of simplicity. Now for the charm
of its sister virtue, sincerity. “The more one sees of the
difficulties of copywriting,” says Mr. John Starr Hewitt,
“the deeper grows the conviction that really great copy
depends even more on seeing and feeling than it does on
writing. The man who sees truly and feels deeply can
hardly help writing sincerely!” Because so many who see
truly and feel deeply tend towards intolerance, too many
others have come to mistake harshness for sincerity. But,
as Mr. Richard A. Foley once pointed out, a man can
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be a gentleman and still be honest; and an advertisement
can be kindly, friendly, and still sincere and truthful.
The great trouble with sincerity is that it is generally a
bore. Only the rascals take real pains to make themselves
loved. Like the Swiss waiter’s five languages, ability to
please is part of their stock in trade. That, I suspect, is the
real reason why people go off into all sorts of wildcat
speculations. They would rather have the fun of losing
money with men of graceful imagination than keeping it
in company with the dull. Some day some better Better
Business Bureau will be constructive enough to point out
to our haughtily conservative investment bankers that it
is largely their fault that the American people buy im-
aginary oil wells and wildcat gold mines. The pharisaical
smugness that keeps financial advertising of impeccable
propositions so uniformly uninteresting and unattractive to
the average man might be hard to justify on any humane
grounds. Charles Wesley had the courage to say there
was no reason why the Devil should have all the good
tunes. So he took his gay melodies where he found them
and built himself a hymn book that has for 150 years
come near being the chief preservative of a great religion.
Simplicity, sincerity, briefness and vividness need no
advocates. Humor and modesty, on the other hand, sel-
dom spoken of in connection with advertising, are among
its most necessary components. Modesty, to find out what
your prospective patrons are interested in, instead of bor-
ing them with your own mild boastfulness; and even more,
modesty, to prevent a superciliously patronizing type of
copy—the style of the second-rate radio announcer. A
sense of humor, not so much to make your copy funny,
as to prevent your attitude from becoming even slightly
so. Although willing to delegate its thinking to almost
anybody, the vulgar mind vigorously resents any claim to
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superiority—especially on the part of those they have
themselves set up to do their thinking. (Advertisers too
often forget that our political leaders survive largely
through their weaknesses.) A light, humorous, self-
deprecatory tone is safest. Along those lines, we Ameri-
cans have for years been developing a hybrid form of
national expression. One can hardly dignify it as a style.
Nor is it in any sense literary. A critic suggests, for in-
stance, that without the word “O.K.” the talkies would be
practically silent.

Then, of course, comes brevity. There are two kinds of
white space. The first kind of white space is paid for by
the agate line. It isn’t exactly a waste, yet it can hardly
be called a highly productive use of money. The other
kind of white space pays for itself. It involves not money,
but brevity. It is space saved by killing all unnecessary
“the’s” and equally colorless words. Not to mention slash-
ing out dull sentences. And shortening drab paragraphs. A
French proverb says: “Tell all and nobody will listen. Tell
a little and all will.” Brevity, along with simplicity and
sincerity, adds charm to copy. For brevity is not only the
soul of wit, but the wit of the soul. Wit is the red pepper
of business. Humor is its salt. But humor in advertising
must be simple. And absolutely foolproof. Effectively used
directly to the point, humor is wonderfully helpful. But
the target of even a mild witticism must never in any pos-
sible way be associable with the reader. Or with the goods
advertised. The chief value of humor, used discreetly, is
to add a touch of vivacity to otherwise cut-and-dried copy.
Ridicule, “clowning,” grotesqueness or caricature in any
form are not to be recommended for advertising copy. If,
for example, you have got human interest into a shaving
soap advertisement by telling how Alexander the Great in-
augurated the custom of shaving you can safely—and



He lost his shirt'in
the Coneylsland fire

Did you read in the newspapers
about the 60-year-old .Newark
man who went swimming at
Coney Island the day of the big
fire and not onlylost his clothes,
but $2,600— his life’s savings?
He was carrying this large sum
of money for safekeeping (?) and
had left it in his shoe in one of
the bathhouses which. burned
down. Had this gentleman
heeded our advertisements, he
would not only have his $2,600
today~—but interest on his sav-
ings as well!

THINK THAT OVER if yoa're keep-
ing your savings AT -HOME!

CENTRAL
SAVINGS
BANK

4th Ave, at 14th St.
R’'way. at 73rd St.

Taking the starch out of
stiffly formal bank adver-
tising, these eight-inch
single-column insertions
proved very effective. A
slightly less humorous
presentation might, per-
haps, have proved even
more favorable. By Mr.
Arthur Anderson of the
Samuel C. Croot Company.
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profitably—use a light touch. But if you try the same light
touch in describing the shaving of Alexander’s descend-
ant, the keeper of the Greek restaurant on the next block,
you may find yourself in very hot water.

FORCE

Charm alone won’t build a big business. Nor will any
winsome qualities we have just sketched. Force is neces-
sary. And the first element of force is directness!

Force is no more symptomed by big space or large type
than strength is indicated by shouting or thumping on a
desk top. The stronger an idea, the less display it needs.
Strength in advertising is found at its best in the carefully
understated statement pleasingly phrased, of the man who
is so sure of the service behind his proposition that he
scorns to put it through any tricks.

There is little chance of your advertisement doing
any great good except as it is recognized as a straight busi-
ness proposition. Don’t forget that some misanthrope said
he never went for food to a restaurant with music, because
when he sought both, he got neither. That is not a bad
principle for an advertiser who seeks to mix selling and
entertainment. It can be done. It is done successfully. And
not infrequently. But all those advertisers skillful enough
to do it on a large scale at any considerable profit, could
easily hold their annual convention in a mail-order bunga-
low.

People always recognize any decent advertisement as
paid-for-publicity. To those interested, no apology is neces-
sary. To those uninterested in your proposition, you owe
no more attention than they do to you. Let them turn off
the radio—skip your newspaper advertisement—throw
your circular in the wastebasket. When the percentages are
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To attract boys, Porter Leach designs a poster for Sinclair
Oil that takes the fcnce-post out of the poster.
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in your favor, you can laugh at all these individuals in
tens, hundreds, even in thousands. You can thumb your
nose at everybody but actual prospects—and still get rich!

Buttonholing crowds of comparative strangers for or-
ders, an advertisement must, of course, use a reasonable
amount of smart showmanship and tactful finesse. But
when your offer is really a good one, why waste time and
effort being smart? Or sharp! Or clever; Or coy? The
straightforward businesslike approach is so much more
direct. And why try surreptitiously to sneak important
facts into any man’s mindf After all, you paid for your
advertising space. Fvery reader knows it. Why beat about
the bush? If hordes of people didn’t regularly give their
patronage to those who ask for it, there would be no Ro-
tarians. Or Kiwanis cither. Your best prospects, in fact,
wouldn’t themselves be in business. Tell people what you
offer. Tell them why your offer should interest them. Tell
them what it costs. Don’t be afraid even to ask them to
buy.

Finally, let me repeat mostly, force in advertising comes
from implacable repetition. Here and there throughout,
as you may have noticed, this book illustrates the value
of repetition by repeating it. Enough repetition to the
right people is the basic formula for any commercial pub-
licity. But “repetition,” one must remember, doesn’t so
much mean repetition by the advertiser as repetition ro
the prospect. Experts tell us that seven years’ continual
mailing to any ordinary list will bring replies from every-
body on it except those who die. Or move away to escape
the circulars. Concentration of this sort will always pay.

Nine times out of ten, advertising would do better work,
if, after the first piece of copy had been published, all
concerned were swept away to sea, let’s say, leaving the
same copy to repeat—the same schedule to repeat. Repeat.
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Repeat. And repeat. A more practical thing for all con-
cerned is to study the working of the human mind; to
watch people “memorize” by voluntary repetition. We
have already noticed the necessity for repetition, in the
sense of keeping just about the same advertising running
incessantly to reach just about the same people month in
and month out. The otkher kind of repetition—that is,
repetition within the advertising copy itself—is almost
equally important. There are three good reasons for this
repetition:

1. To wear out the newness of an idea. Schooled through
countless centuries of danger, the human mind sniffs at new
ideas like a growling watch dog. As Mr. John A. Stevenson
once pointed out, the child runs from the stranger not because
he fears the man, but because he fears his newness. So the
child’s father reacts automatically against a new idea. Repetition
alone will rub off newness. To familiarize anybody with any
new idea takes a certain amount of time. To familiarize every-
body, eternity. High-pressure advertising is likely only to em-
phasize the newness of the proposition. Often it might antago-
nize before it made friends. Well timed repetition, in modest
doses, will, on the other hand, do the trick more quickly—with
less danger—than can any other form of advertising.

2. To stimulate rationalization. Practically all purchasing—
certainly an overwhelming percentage of the buying of all
minor luxuries—results from emotion. Desire is man’s most
powerful motive. Except among savages and other simples, the
mind is always throwing on the brakes to inhibit rash action of
any kind. The more intelligent the reader of an advertisement,
the more vigorously he subjects his emotions to this intellectual
supervision. In each new transaction, his business conscience
must be satisfied. Or smothered. This takes long copy and con-
stant repetition; the same words, generally; always the same
idea. Let the copyman consider the clergyman. If they could
exchange pulpits, so to speak, the copyman would, no doubt,
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shout only the “text”—a single slogan sentence quoted from
the Bible—as the theme of his sermon. And sit down satisfied.
The preacher, on the other hand, would follow the old darky
parson’s formula “Tell ’em what he’s gwine to tell ’em, tell
’em what he’s tellin’ em, and tell ’em what he’s done tole ’em.”

3. To massage the mind into action. A quick enough com-
mand may cause an instinctive reflex action. Allow but the
slightest delay: inertia begins to claim its own. So, as any mother
will assure you, to get action from a child you must “keep after”
him until your suggestion has come to dominate, and for the
moment practically eliminate all others. Even when the mem-
ory is not involved, this domination is likely to require consider-
able repetition.

So with an advertisement. Or even in personal selling. A
few terse sentences will not suffice. Any salesman showing
a stranger a shiny new mouse trap can attract attention and
arouse interest. But to make a sale he’s got to talk long
copy. Were he actually to stand on his prospect’s doorstep
and bark brief snappy advertising copy, the prospect would
slam a quick end to what he might consider queer conver-
sation. The skillful copywriter finds out what his prospect
likes most to hear. He keeps quietly repeating just that
thing. So the salesmen of the National Cash Register are
instructed to repeat the sentence, “it will save you money,”
not less than seven times in every conversation with a pros-
pect.

P. T. Barnum, perhaps the best advertising man the
world has ever produced, understood the value of this in-
ternal repetition. Try on your own mind the effect of this
example:

BARNUM’S AMERICAN MUSEUM
After months of unwearied labor and spendin
NEARLY TEN THOUSAND DOLLARS
NEARLY TEN THOUSAND DOLLARS
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NEARLY TEN THOUSAND DOLLARS

in capturing and transporting them from that part of the
Gulf of St. Lawrence nearest Labrador, the Manager is
enabled to offer his visitors

TWO LIVING WHALES

TWO LIVING WHALES

TWO LIVING WHALES

TWO LIVING WHALES

TWO LIVING WHALES

TWO LIVING WHALES, etc.

That copy, of course, is too crude to be used today in
advertising anything smaller than whale. Our advertising
today is more artful. Yet the human mind has changed
little in the last hundred years. The average brain today
looks just about as it did in the days Barnum’s American
Museum decorated Broadway. The school boy still repeats
his multiplication table; the college boy still reads and re-
reads his assignment in Economics; the after-dinner
speaker still memorizes his rehash of successful old stories.
Shall the advertiser ignore a path so plain?

As a matter of fact, the greatest of all advertising tricks
is that of persistently pounding away at the same sugges-
tion while still keeping the appearance of freshness of idea.
And new enthusiasm! Mr. William Allen White says
somewhere that one of the chief problems of the society
editor of a small town newspaper is to describe the same
dress over and over again and still convey the pleasant im-
pression that the lady wore each time a brand new and con-
stantly more becoming dress.

SALESMANSHIP

Advertising has been so often described by better hands
than mine, as “salesmanship on paper,” that I won’t waste
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time elaborating in these pages. One must notice, how-
ever, that advertising is less than salesmanship. And far
more than salesmanship. The salesman face to face with
his prospect employs personal powers to follow through
certain recognized weaknesses as rapidly as each open-
ing is disclosed. This, of course, advertising cannot do.

My Favorite Tuae Is
And now, i oddition to your favorite

tune, is thers anything eke you'd like to
wggest? Just moke yowr commenh on
this card and give it to your waiter. He'l
see that George Hall plays your favorite
tune . .. ond we'll see that everything else
is o3 parfect a1 you'd wont it to'be!

Come to the Grill for Luncheon. Teg of
Address: Dinner . . . no cover charge.

Name:

Eig FreD 0 m>

Showmanship—service—advertising of the highest skill
done at practically no expense in the grill room of the Hotel
Taft. Intensive use of this personalized enterprise made the
Hotel Taft, along with the New Yorker, popular and profitable
when practically all other hotels were deserted.

On the other hand, successful advertising, skillfully con-
solidated, builds a residuum of good will—a separate en-
tity—that no personal selling ever could. Advertising copy
employs regularly many of the more effective tricks of old-
time salesmanship. But this technique tends to become less
important as a somewhat broader conception of public
service comes increasingly to the fore.

SHOWMANSHIP

Showmanship, on the other hand, is easily nine-tenths
of modern advertising. Whenever free spending slows
down, people will buy only when they are interested. Ours
is not a gay nation. Even in the speakeasy, a taint of Puri-
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tan survives. People are pathetically anxious to play. To
escape the stress of a machine civilization. No fox terrior
welcomes toss of a teasing ball more eagerly than the
average American grasps any contest, spelling game, or any
sort of a trick, an advertiser may arrange for his enter-
tainment. Three real showmen have carried on the Ameri-
can showmanship tradition; P. T. Barnum, whose Cardiff
giants and Tom Thumbs did much to mould our public
character; Oscar Hammerstein, the ex-cigar maker who
started with vaudeville and ended in Grand Opera; and
S. L. Rothafel, who started showing pictures on a bed
sheet to an audience sitting on chairs borrowed from the
undertaker, lived to finish his fourth New York thea-
tre to seat 6,000.

Barnum used to label a concealed passage, “Egress.”
People laughed to find themselves out an unexpected exit.
In the same spirit, no man who sent a dime to the ad-
vertiser to learn “How to Make a Good Impression” ever
seriously resented the answer “Sit down in a pan of
dough.” The wise advertiser utilizes showmanship to
make money. And save money. Although, as we have just
noticed, half a century has proved the wisdom of
Mr. Loren Deland’s aphorism, “the reason for the special
price is as important as the price itself,” stupid merchants
and manufacturers still regard “cut” prices as showman-
ship. Great railroads even abandon fare reduction because
the cut alone doesn’t bring in proportionately increased
patronage. Others, more intelligent, like Childs, invent
Guest Lunches to serve a million meals 2 month to in-
crease their profits 25%. Or like Joseph Hilton, advertise
a $5 cash credit on a new suit and give away to the poor
all garments brought in in connection with their special
sale. Ely Culbertson’s masterly showmanship puts con-
tract bridge on tenement tables. Popular appreciation of
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good music in America, may owe more to “Roxy”
Rothafel’s incessant feeling for “theatre” than to a half
century of Metropolitan Opera. As Mr. Culbertson’s
five-figure income and Major Bowe’s “Amateurs”, sug-
gest, there’s plenty of profit today for any man who
can actually interest the public. That is why I repeat at
the end what I emphasized at the beginning—the (4)
worthwhileness of a message is the first thing an adver-
tiser need keenly concern himself with. The other eight
keys to good copy—(1) perspicuity, (2) ease of read-
ing, (3) action-urge, (5) personality, (6) charm, (7)
force, (8) salesmanship, (9) showmanship—will do
miracles when the message is worthwhile. But unless
you yourself are keenly interested enough to interest
other people, there is little use spending time and
money to compete with economists and politicians bor-
ing the world in a big way with more mass production
of elaborate dullness.



CHAPTER XII
THE ANATOMY OF AN ADVERTISEMENT

1 OTHING can endure without a skeleton,” wrote

Mr. Eden Phillpotts, the novelist. After a long
chapter on the spiritual qualities of advertising copy, we
may turn to its anatomy—the rugged skeleton structure
upon which these winning charms must be coldly and
methodically draped. Reading from the top of an ad-
vertisement down, the skeleton consists of

. Headlines
. Text
. Sub-headlines and captions
. Proposition
a. Offer
b. Action Impeller
5. Coupon
6. Logotype or signature

Eo VS I S ]

To treat the technical side of this six-ribbed skeleton would
take an entire volume. We shall merely sketch, in turn,
the several ribs.

HEADLINES IN ADVERTISING
have two main purposes:
To attract the right kind of readers
To drive away wrong kind of readers
A good headline is like a team winning. Other things

matter little. Without any headline an advertisement is
183
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likely to be at least 80% less effective than the same ad-
vertisement properly headlined. That’s because four out
of five of those who might read won’t take the trouble to
dig for a message. A testing copywriter used a headline
that offered samples for ten cents. His last paragraph con-
tained, without comment, another offer of a full-sized pack-
age free. A mail-bag of dimes was received. But few free
package requests. And no questions as to the advertise-
ments’ inconsistency! To any ordinary reader there is no
essential difference between the headline of an advertise-
ment and the headline of a newspaper. In both he sees
things that interest him and skips those that don’t. The
advertiser, on the other hand, finds one vital difference
between himself and the editor. People skip news at their
own risk; they skip advertisements at the advertiser’s.
So long as news headlines guide his reader comfortably
through a mass of pages which might otherwise have taken
twelve hours, the editor is content, no matter which col-
umns are read. But an advertiser, of course, is consid-
erably out of luck when more than the normal 95%, say,
passes him by along with all the editor’s unread stuff. So,
while the editor has only to summarize his story clearly,
the advertiser has to summarize his both clearly and a:-
tractively! “Attractively,” here and elsewhere in the book,
means attractively from the reader’s viewpoint.

An exciting enough headline—like a dog fight—will
attract practically everybody within sight. In headlines,
however, as in all advertising, the harder one works to
gain attention, the less valuable is the attention gained. In
the first place, you read only what interests you. In the
second place, even when I do somehow manage to force,
bribe, or tease you into something that doesn’t really con-
cern you, your lack of real interest soon sets up an in-



At Last-a Sensationally New~a

Sensationally Different Beverage
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An excellent example of an advertisement containing all the
elements described in this chapter. (1) Headline, (2) Sales
text, (3) Sub-headings, (4a) Proposition, (4b) Action-impeller,
(5) Coupon, (6) Logotype signature. This advertisement by
Mr. Lee Brown of Moser, Cotins & Brown, sold 40,000 bottles
the first two days.
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hibition that prevents your remembering what you have
read, let alone acting upon it.

Take, for example, a pair of contrasts: The best pos-
sible prospect for a grocer would be a starving man. His
attention would be hypnotized by the smallest letters he
could see spelling the simple word

food

The trade of this starving man—every penny of it—would
cost nothing to get. Now suppose we could flash in 40-foot
red letters across a motion picture screen to any well-fed
eight o’clock audience, the words

HAVE ANOTHER BIG DINNER!

No matter how large or wealthy that crowd, its attention
would be worth little. Or, take another sort of analogy.
When you blow out a tire motoring through strange
country, your eye sweeps the landscape for any ugly little
strip of painted board that might point out even a village
blacksmith. When, by contrast, you are rolling along com-
fortably on four well filled balloons, the best Flat Fixer in
the world could swing a veritable Arc de Triomphe right
across the highway without attracting more than your
casual glance.

A headline contains at least half the pulling power of
an advertisement. An advertisement which under one
headline brings in, say, 1,000 answers may with a differ-
ent headline—not a comma changed elsewhere—bring in
10,000 answers. This is not an account of a merely ar-
bitrary betterment in the arrangement of words.

Nor because one smart phrase is smarter than another.
It is because some ideas are better than others. Different
angles of approach to the same idea even, will often make
a vast difference in the number of readers. Take the classic
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example: an advertiser who doubled his returns simply by
changing his headline from “Cold Feet” to “Warm Feet.”
Nobody was interested in cold feet. Many people wanted
warm feet.

The Carnation Milk Company, for example, substi-
tuted for its old “Contented Cows” approach, the appeal,
“Show Your Mother-In-Law What A Good Cook You
Are,” and brought in the greatest traceable response in its
advertising history. With equally gratifying results, Bor-
den dropped its conventionally successful ‘“Purity and
Quality” attack for, “How A Young Bride Can Surprise
Her Husband.” The Metropolitan Life Insurance Com-
pany had a headline, “March—the Danger Month.” Sev-
eral magazine pages brought in only thirty requests for
a booklet. The same copy, run in the same circulation with
a headline, “Ship Shape Condition,” brought in nearly
6,000. Under the headline, “Beware of Spiders,” a full
page advertisement against loan sharks, brought fewer
than 2,900 requests for a booklet. The same material with
a headline “Want to Get Ahead?” brought nearly 90,000.
The headline “161 New Ways to Win a Man’s Heart” is
about four times as effective as the headline “A New Re-
cipe for Home Happiness.” Mr. Claude Hopkins once
did an advertisement that cost him $17 apiece to get
requests for samples, which, changed very slightly in-
deed, brought answers thereafter at 35 cents apiece.

A more elaborate but equally emphatic example was
found by the circulation manager of House & Garden.
Among “class” circulation, this publication was running a
series of pages advertising for subscriptions. The first
copy was conventional “copy”—well written statements
that House & Garden was a splendid investment for any
house owner. Replies were fairly satisfactory; the general
average was around 100 per page. By way of competitive
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test, some personality was introduced. Pictures with peo-
ple. And dogs. Pleasant home interiors were shown being
enjoyed. New headlines, of course, reflected the new copy
attitude. Instead of telling how good the magazine was
—the curse of the copywriter—they took an interest in the
reader. Some headlines were:

Do you like to go home?
Do you like to eat breakfast?

Has your officer hung up his coat?

Banal headlines—questions one would hardly dare ask a
bright child. Yet from an exceptionally intelligent class
of readers, they brought back respectively, 470; 605; and
1,100 subscriptions. To make certain this was no accident,
the old formal argumentative appeal was tried again. Re-
plies dropped back—about 600%—to their former average
of one hundred subscriptions per page. Semi-emotional
copy and simple headline deserve the credit. Similar tests,
on an even larger scale, proved the same thing. The simple
homely direct headlines, boldly displayed, that Mr. Car-
roll Rheinstrom induced advertisers to use to meet the
lower requirements of “True Story Magazine,” when
promoted to use in “highbrow” magazines brought more
replies than even the publishers could believe lurked in
their reticent circulations.

Mr. Bernard Lichtenberg, an authority, says that the
chief characteristics of a good headline are:

Aptness

Brevity
Distinctiveness
Interesting approach
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He would be the first to concede that if you are entirely
sure of the interesting approach, you needn’t bother par-
ticularly about the others. Writers of textbooks are ever
tempted to classify things into imposing catagories. To list
a lot of headlines as representative of this class or an-
other—“Testimonial” or “Epigrammatic”—probably does
no harm. Good headlines, nevertheless, are not to be had
for the copying. Even copying other people’s success is no
guarantee against advertising failure.

There are two ways to improve your headlines. One is
study other people’s headlines constantly. See how good
they are—for other people! The second, and better way,
is savagely to study your own advertisement until you
find the best possible phrase of five, six, or seven words
that would electrify your prospects out of an uninterested
procession of passers-by. Keep your mind on that need! If
the copy as written doesn’t lend itself readily to such a
headline, you may do well to write yourself such a head-
line anyway. And then rewrite the rest of your sales copy
to fit it!

Headlines, remember, should be

1. Short

Short headlines deliver quick messages. Five words is ideal.
But just as a headline can be too smart for its own best interest,
so it can be too brief. If its important fact cannot be interest-
ingly compressed into a one-line heading, the advertiser should
boldly enlarge to a two, three, or even a four-line heading.
2. Outstanding

Ample surrounding white space makes headlines stand out
as well as easier to read. But this white space must hold the
headline together, not break it apart. The several lines of a
heading should not be separated by a band of white space.
White space should hold the black masses of type close together
as a unit.
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3. Easy to Read

Set in upper and lower case, headlines are easier to read than
set in capitals. Tests have proved this repeatedly.
4. Easy to Grasp

Short headings should go into a single logical line. Where
two or more lines must be used for the heading be sure to
break the lines for sense where there is a natural break. Letter-
spacing anywhere is bad. In headlines it is poison. Avoid also
any unusual amount of space between words.
5. Businesslike

Simple display types are best for headings. Neither freakish
types nor stunts of any kind have place in headlines. Hand-
lettering particularly must be kept simple. No ornament.

SALES TEXT

After a headline must come so interesting an elabora-
tion as will repay the attention of the few interested
enough to read further. Once safeguarded by a good head-
line and bold guiding captions, the body of an advertise-
ment can be as long and earnest as the advertiser wishes.
Those interested in buying will read. Non-prospects
warned by headlines, will skip completely. Sales copy—or
the body text of the advertisement—thus resembles the
cement in a stone building. It couldn’t do much by itself;
its absence might scarcely be noticed. Yet the effectiveness
of the whole structure depends on its inconspicuous
strength.

SUB-HEADINGS AND CAPTIONS

Whenever your copy is more than eight or ten lines
long, break it up with a sub-caption. Some of the most suc-
cessful direct mail advertisements use at least four.

In color, they should be intensely black to contrast with
the gray text. White space should set them off. In copy,
they should be junior headlines.
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The reasons—the necessity—for these sub-headings are
easily apparent.

1. They break the solid mass of an advertisement just as
short-line “conversation” lightens a heavy novel. So
make the advertisement seem easier to read.

2. They give an additional chance to catch a possible read-
er’s passing glance. Not everybody always looks at the
top of an advertisement first. Moreover, not everybody
is interested in the same sort of headline phrase. By scat-
tering several minor attacks throughout the page, an
advertiser may double or triple his copy effectiveness.

3. Sub-heads give the prospective buyer who won’t read
long copy until he is certain it covers his wants, a chance
quickly to check the proposition for careful attention.
One of the best places for a good selling caption is im-

mediately underneath each picture. Since no picture, how-

ever simple, should ever be run without an explanatory
caption, there is always an opportunity for a couple of in-
triguing words about the Offer—and its advantages.

THE PROPOSITION

Every business man will agree his advertisement ought,
sooner or later, to get—somewhere—somehow—at least a
dollar’s worth of action for every dollar it costs. A shrewd
executive will want—some day—not less than $4.00 worth
of actual buying from every dollar he puts into advertis-
ing. A good mail-order house will get $10 worth of buy-
ing for every dollar spent on printed promotion. There is
only one way to get response in profitable commercial
quantities. That is to suggest, more or less directly, that
readers buy or try the goods. An advertisement without a
proposition is, therefore, like a line without a hook. The
best advertising proposition, as so many radio advertisers
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have demonstrated, is (a) the offer, (b) the action com-
peller.

Take, first, the offer. An advertising publisher once told
me that, in a fit of whimsical desperation, he had every-
body in his organization (small, of course, and essentially
literate) from himself to the office boy, write and mail a
circular showing his or her strictly personal idea of how a
certain set of books should be sold. The results, in per-
centage of sales, were all practically identical.

This doesn’t mean, of course, that some exceptionally
good professional direct mail letter writer couldn’t,
through sheer skill in copywriting, have boosted those
returns by four or five sales to the thousand circulars. It
does illustrate, however, the fact—and principle—that any
ordinary changes in body copy are practically without
effect so long as the offer remains the same. Until you are
sure you have the very best offer—and the very best
statement of that offer—all other changes in copy are mere
refinements.

Now as to the action “impeller.” It may be a particular
twist to the offer. For example, two articles sold in com-
bination at a reduced price may excite no enthusiasm what-
ever. No changes in copy can help that! But try offering
one of them at the regular price and giving the other away,
for any good reason, and you may double or triple your
results. I sold 125,000 single volume Shakespeares by
mail by advertising a gift of an Omar Khayyam that cost
4 cents to print. Nothing we found ever came anywhere
near this combination of offer-and-action-impeller. The
department store “sale” is, perhaps, the most familiar form
of the action impeller. Or the “Lease expired” sign on
trunk and suitcase establishments.

Practically all advertising “contests” are, consciously or
unconsciously, action impellers. They pay the reader or
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An advertisement that is
all “offer.”” This easy pay-
ment  proposition  sold
many passages—even for
cash—because it forced
readers to consider a trip
abroad as an actual per-
sonal possibility.

listener for his attention with a chance to win a prize. The
best action impellers make people reply; but any action
impeller that makes people merely apply is valuable. The
Cunard Steamship Line, for example, found its advertise-
ment of installment terms increased cas/ buying of trips to
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Europe. People had until then simply disregarded it as
“too expensive.” Examined as applied to themselves, they
found they could afford even the cash. So, don’t say, like
a careless hostess, “Come any time.” Fix definitely an

IMPORTANT MESSAGE

=, ST —_—Sm s,

We are very pleased to inform you, that every
cvening between § and 6 30 p. m. there isa 20%
reduction of our bill of fare prices, Thus making
our $1.00, $1.25 and $1.50 Dinners net. 80c.,
$100, and $1 20 respectively,

THE ALPS RESTAURANT
128 West 58th Street

Serving
GOOD FOOD  Charming j/i/ofm(éé—;;w
Since 1907 Musie

A card to spread out restaurant patronage over a longer meal-
time period. Plentifully scattered over the tables during the
summertime slackness, this offer serves not only to hold those
customers to whom a quarter is important, but brings in others
willing to eat before the crowd arrives.

hour. Or a day. Or a week. Use coupons. Or at least print
somewhere a reminder to be torn out. Don’t let people
forget. Offer a gift or inducement of some sort whenever
you ask people to go out of their way even to do some-
thing for themselves. Little gifts make big reductions in
costs. And bring both action—and decision—without ex-
pensive delay.

I borrow from an earlier book * the five principle profit-
able practical propositions to bring in such response:

* Goode and Powel, Wkat About Advertising.
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1. Direct Sales: not necessarily by mail, but a complete and
immediate sale as a direct result of reading the advertisement.

2. Approval Sales: once in an inquirer’s hands, an article is
80 per cent sold. The loss on returns seldom even approaches
the saving in the cost of getting such orders.

3. Samples at full price: not miniatures at cut prices; but as
nearly as possible full size at full price.

4. Inquiries without inducements: businesslike correspond-
ence from interested people.

5. Requests for free samples, booklets: A method of collect-
ing quickly a large-size mailing list. Value of response depends
almost entirely on conservatism of copy.

There is, of course, nothing to prevent any advertiser who
dislikes too commercial copy from disdaining all five of
these methods of getting action. He can, of course, leave
out all selling pressure. In that case, there is, of course, no
proposition, no offer. Certainly no coupon. Nor action
impeller. Yet the principle remains. The harder to get
direct response, the less direct written response is, in fact,
desired, the more imperative is the form of suggestion that
would bring the greatest number of simple direct replies.

COUPON

The standard expectancy of increased results from the
addition of a coupon, all other things equal, is 25%. Some
full-page advertisers have gained 50%. This is probably a
bit high these days. Even on quarter-page copy a well-
condensed coupon will probably pay for its way; on a
half-page almost certainly. There are four special reasons
for using a coupon:

1. Mail Order: to secure a direct order by mail.
2. Leads: to secure inquiries by mail to be converted into
sales by some local dealer or agent.
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3. Store Visits: to induce calls on a local dealer or agent for
samples, information, or service.

4. Tests: to ascertain and compare the relative values of a
variety of appeals or media.

The principles of coupon use have been carefully worked
out. The beginner need only remember (2) to make his
coupon simple, easy to read and understand, (b) large
enough to write on invitingly, (c) convenient at bottom
or corner to clip without cutting across anything else. Be-
yond this, the best professional mail-order advice will
pay handsomely.

LOGOTYPE

The reverse of the headline is the logotype. This is
the “slug” or electrotype of the firm’s name which ap-
pears, in every advertisement, larger or smaller, but al-
ways identical in style. This typographical landmark
serves, of course, to identify a concern’s advertising to any
who are looking for it. In department store newspaper
pages, wherein the items are changed daily as buying news
to regular customers, the store name is, of course, prom-
inently displayed. Even at the top. In other cases, there
arises a doubt. For fifty years advertisers have justified
the release of an infinite variety of ineffective copy by
putting a smashing big logotype at the bottom. But even
those who believe in the cumulative wearing-down effect
of unvarying name publicity are always shocked to re-
discover that the firm name in an advertisement may prove
a double-edged sword. It is a headline in reverse. It at-
tracts the few who are looking for the advertisement.
And warns away the multitudes who aren’t.

The best proof of this is that the pulling power of a
given advertisement is improved when the publicity runs
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blind—without any signature displayed even at the bot-
tom. As Batten demonstrated experimentally with the
Prophylactic Tooth Brush, no great harm is done by play-
ing up the logotype so long as it stays at the bottom. At
the top it drives away, perhaps, one out of every dozen
possible readers. Even in the middle, strangely enough,
the firm name seems to scare away one out of every six or
eight of those who might otherwise respond.



CHAPTER XIII
WHERE ART HELPS

WITHOUT pause, translation, or comment, a college
professor lecturing before the Woman’s Club
quoted several sentences in Sanskrit. To his wife’s subse-
quent protest, he answered, “my dear, everybody knows a
little Sanskrit!” That is the mistake most make about ad-
vertising. None who sees the vast amount of money, the
marvelous ingenuity and ceaseless care in each day’s new
crop of copy, can easily realize that to millions of fairly
intelligent fellow citizens, his magna opera are scarcely
more than an amusing annoyance. To people turning
off radios and throwing circular letters into wastebaskets,
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