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PREFACE

Formerly it was our practice to send to each student
entitled to receive them a set of volumes printed and bound
especially for the Course for which the student enrolled.
Tn consequence of the vast increase in the enrolment, this
plan became no longer practicable and we therefore con-
cluded to issue a single set of volumes, comprising all our
textbooks, under the general title of I. C. S. Reference
Library. The students receive such volumes of this
Library as contain the instruction to which they are entitled.
Under this plan some volumes contain one or more Papers
not included in the particular Course for which the student
enrolled, but in no case are any subjects omitted that form
a part of such Course. This plan is particularly advan-
tageous to those students who enroll for more than one
Course, since they no longer receive volumes that are, in
some cases, practically duplicates of those they already
have. This arrangement also renders it much easier to
revise a volume and keep each subject up to date.

Each volume in the Library contains, in addition to the
text proper, the Examination Questions and (for those
subjects in which they are issued) the Answers to the
Examination Questions. -

In preparing these textbooks, it has been our constant
endeavor to view the matter from the student’s standpoint,
and try to anticipate everything that would cause him
trouble. The utmost pains have been taken to avoid and
correct any and all ambiguous expressions—both those due
to faulty rhetoric and those due to insufficiency of state-
ment or explanation. As the best way to make a statement,

_ explanation, or description clear is to give a picture or a

iii



iv PREFACE

diagram in connection with it, illustrations have been used
almost without limit. The illustrations have in all cases
been adapted to the requirements of the text, and projections
and sections or outline, partially shaded, or full-shaded
perspectives have been used, according to which will best
produce the desired results.

The method of numbering pages and articles is such that
each part is complete in itself; hence, in order to make the
indexes intelligible, it was necessary to give each part a
number. This number is placed at the top of each page, on
the headline, opposite the page number; and to distinguish
it from the page number, it is preceded by a section
mark (§). Consequently, a reference, such as §3, page 10,
can be readily found by looking along the inside edges of
the headlines until §3 is found, and then through §3 until
page 10 is found.

\
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GENERAL DEFINITIONS

CLASSIFICATION AND COMPARISON
OF ADVERTISING

1. Definition of Advertising.—The word advertising
is derived from advert, which means ‘“to turn the mind
toward.”” In a broad sense, therefore, advertising is turn-
ing or drawing attention toward something, and in this
sense any means used to draw attention toward any purpose
is advertising. In commercial usage, the means is anything
that secures publicity, and the puspose is to sell something.
The ‘‘something’’ is usually an article of merchandise; but
it may be business or professional services, in the case of a
a printer or a dentist; or manual labor or skill, such as that
of a plumber or a carpenter; or the transportation facilities
of a railroad or steamboat company; etc. In brief, then,
advertising is the art of selling through publicity.

CLASSES OF ADVERTISING
2. Advertising may be classified in two ways: (1) accord-
ing to the territory covered; and (2) according to the method
of marketing. The first division includes /loca/ and general
advertising, the second includes refail, mail-order, general
publicity or indirect, and trade advertising.

3. Local Advertising.—Advertising confined to one
locality such, for example, as a city and its suburbs, or a
county, or a given section of a state, is known as local
advertising. Most retail-store advertising is local.
Copyrighted by International Textbook Company. Entered at Stationers’ Hall, London
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2 { GENERAL DEFINITIONS §1

4. General Advertising.—Advertising not confined to
one locality such as a city and its suburbs, a county, or a
section of a state, but which may cover an entire state, or °
several states, or the entire United States, or a number of
different countries, is classed as general advertising.
The advertisements of the National Biscuit Company (Uneeda
Biscuit, etc.) and the H. J. Heinz Company (pickles, etc.) are
examples of general advertisements.

5. Retail Advertising.—When the object is to bring
the consumers of one locality to the advertiser’s store, or
to induce them to telephone their orders to a retailer or to
give orders to a retailer’s house-to-house salesman, the
advertising is called retail advertising.

6. Mail-Order Advertising.—When, on account of the
distance between the advertiser and the consumer, the con-
sumer must send his order by mail, the advertising is known
as mail-order advertising. This class of advertising
usually covers much broader territory than does retail
advertising. Some retail stores and manufacturers that do
most of their business by other methods of marketing have
mail-order departments also. Then there are manufacturers
that sell almost exclusively by the mail-order plan; and large
firms, like Sears, Roebuck & Company, of Chicago, that sell
a great variety of goods by mail.

7. General Publicity or Indirect Advertising.
When the advertising is designed to influence the consumer
to call on a retailer for the article rather than to come to the
advertiser for it or to order by mail, it is known as general
publicity or indirect advertising. The National Bis-
cuit Company and the H. J. Heinz Company do this kind
of advertising.

8. Trade Advertising.—When the advertising is
designed to convince the ‘‘trade’’—a commercial term used
to describe dealers, who may be jobbers, wholesalers, or
retailers—that it is to their interest to handle the adver-
tiser’s goods, it is classed as trade advertising.
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SELLING FORCES

9. Relation of Advertising to Other Selling Forces.
Too frequently, advertising is regarded as a selling force
that has no relation to the rest of the business—sometimes,
as almost the only selling force at the advertiser’s com-
mand. This is a mistake. There are four selling forces,
all closely related: (1) the goods; (2) the consumer (by
his recommendations to others); (3) the salesman; and
(4) the advertising,

Before advertising, as it is understood today, was thought
of, goods were sold by means of the first, second, and third
selling forces; but now in few lines of business can the
greatest success be attained without recourse to this fourth
selling force—advertising. The inherent qualities of the
goods produce a certain amount of sales, but what is more
important, these qualities induce a user of the goods to
recommend them to others. Personal recommendation of
an article by a user of it is perhaps the strongest selling
force of all. The truism that ‘‘the best advertisement is a
pleased customer’’ has a deep meaning; advertising is no
magic art to make customers satisfied with shoddy goods or
poor store service, and unless both the goods and the service
are what they should be, the advertising will necessarily lose
most of its force.

The salesman in any line of business is an important
selling force, and, because of his personal contact with cus-
tomers, will always be important. But his field is neces-
sarily limited; usually he can deal with only one person at
a time.

Advertising, however, may be considered as a combina-
tion of the selling forces of the goods and the salesman, but
with multiplied opportunity. By means of picture and
description, the goods may be placed before the public eye
in connection with a printed argument corresponding to the
salesman’s personal talk with the customer; but instead of
placing this before a single customer at a time, advertising
may reach thousands of customers at one and the same time.
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Practically the only limit to the number of possible custom-
ers that may be reached by advertising is that set by the
amount of money the advertiser is willing to expend.

PERSONS CONCERNED IN ADVERTISING WORK

10. In order to understand how advertising work is
done, notice should be taken of: (1) the advertiser, who
may be the manufacturer or creator of the commodity he
wishes to sell, or a merchant or an agent, disposing of a
commodity produced by some one else; (2) the publisker
or controller of newspapers, magazines, billboards, or some
other form of advertising space.

The advertiser’s interests may be large enough to warrant
the employment of an adverfising manager to take charge
of the advertising work, the advertiser merely exercising a
general supervision over his advertising manager’s work.
In the case of advertisers, such as large department stores,
the advertising manager may find it necessary to employ
several ad-wrilers, or copy-writers, to assist him in the
writing of the advertising. The service of the zllustrator,
or artist, is frequently required in order to provide proper
illustration for the advertising matter; and engravers, and
electrotypers are called on to make plates for printing certain
classes of advertising. Advertisements, such as posters,
are frequently drawn on and printed from stone, requiring
the service of a lithographer.

The publisher employs prinlters to set advertisements in
type and to operate presses, and usually has proof-readers to
read the proofs, or preliminary prints, of advertising matter
and mark the errors. Publishers also employ solicitors or
representatives, whose business is to sell the advertising space
controlled by their employers.

Much of the general and mail-order advertising is done by
adverlising agents, or agencies, men or firms, usually of broad
experience, that plan and execute advertising campaigns in
all their details, and that nearly always receive their compen-
sation in the form of a commission from publishers on the
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amount spent by the advertiser. Comparatively little local
advertising is attended to by advertising agents. Though
the first advertising agents were nothing more than brokers
in advertising space, the service of the best modern adver-
tising agencies has reached the point where the advertiser
needs to do little except to exercise general supervision
over his plans and pay the bills.

In studying the merchandizing part of advertising prob-
lems, in addition to the customer, or consumer, who purchases
the commodity, notice should be taken of the salesman, who
may sell goods in a store or travel from place to place;
the retailer, or proprietor of a retail store; wholesalers,
jobbers, brokers, importers, commission men, and sales
agents—commonly referred to as middlemen, one or more
of whom usually handle manufacturers’ products before
they are placed on sale in retail stores.

QUALIFICATIONS FOR ADVERTISERS

11. The advertiser that hopes to do the most successful
advertising should either have or acquire three distinct
qualifications, of almost equal importance, which will be
described in detail.

12. First Qualification.—The most important qualifi-
cation is the ability to study the prospective market for the
article or service to be advertised—to gauge, with reasonable
accuracy, the existing demand or the demand that could be
created, and the competition; to form a fair mental picture
of the prospective customers, and to learn their whereabouts,
needs, tastes, prejudices, ability to purchase, and manner of
reasoning; and to devise an effective advertising and selling
plan. The best advertisements will accomplish little or
nothing unless the manner of circulating such advertise-
ments is thorough and economical and unless a way is pro-
vided by which prospective customers can buy conveniently.
The working out of a plan for the marketing of the goods
and for advertising them in an effective, economical way
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must be done before the advertiser can proceed intelligently
to the writing of advertising matter.

“‘Sizing up’’ the market and deciding on the selling plan
is sometimes easy, and at other times a most complex
problem. If the advertiser is a haberdasher with a new
stock of Manhattan shirts, he is usually restricted to a
selection from five or six methods of notifying prospective
customers: exhibiting samples of the new goods in his
windows; making an announcement through the newspaper;
sending a letter or folder to a mailing list of prospective
customers; using street-car cards, posters, or theater pro-
grams. The newspaper is ordinarily the mainstay of the
retailer, but he is not restricted to it. :

But some retailers reach out farther than the immediate
community and offer to receive orders through the mails,
and the problem grows a little more complex.

The problem of the manufacturer is usually still more
complex. Will he offer to sell direct to the consumer or
will he sell through retailers (or first through jobbers
and wholesalers, then to retailers), and let the purpose of
his advertising be only to influence the prospective customer
to go to the retailer for the article? Or, will he aim mainly
to send the prospective customer to the retailer but at the
same time offer to supply direct in case the retailer will not
fill the order? Shall magazines, newspapers, car cards,
posters, signs, programs, or circular matter be used, or
several of these mediums? Is it best to try at the outset to
create a demand over the entire country, or to concentrate
the advertising in a small section of territory, gradually
enlarging this territory? What is the best way to interest
retailers? These are problems requiring much judgment and
a good understanding of trade conditions. Not all articles
can be advertised successfully to the general public. A soap
could be; but there would be so few prospective purchasers
for a $125 pneumatic riveting-hammer in any community of
100,000 people that advertising to the general public would
not be practical. In the case of the hammer, the advertising
would have to be directed exclusively to a special class.
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This first qualification necessitates that the advertiser shall
study human nature and that, in planning, he will ask him-
self, ““What would appeal to these prospective customers?’’
rather than, ‘‘What would appeal to me?” If he is planning
to sell something to women, he must see, in his mind, the
particular type of woman he is trying to influence; he must
understand her circumstances and her manner of reasoning
and learn what plan of selling would be most successful in
dealing with her. If he is attempting to sell something to
farmers, he must have a correct understanding of farmers
and of their probable attitude toward the advertised com-
modity. It is not always easy to do this. For example,
one advertiser trying to appeal to farmers will have in mind
the ‘“Uncle Josh” type; another will swing to the other
extreme and picture the farmer with his automobile and
high-priced piano. Both of these types of farmers exist,
but neither truly represents the great mass of farmers.

13. Second Qualification.—The second essential
qualification is the ability to study the article or service and
to see the features that will appeal favorably to prospective
purchasers. This necessitates that the mind shall be kept
open to impressions and that the advertiser shall cultivate
the keen investigating spirit of the good news reporter. A
single feature of an article or a service that might be easily
overlooked or undervalued is sometimes the key to success-
ful advertising. A certain revolver that has had extensive
sales during the last few years owes its popularity to a lock
mechanism that makes it impossible for the revolver to be
fired unless the trigger is pulled. It took a keen mind, how-
ever, to see that the fear of accidental discharge is what
keeps thousands from purchasing revolvers, and that this
revolver would overcome that objection to a large degree.

14. Third Qualification.—The third qualification is a
reasonable amount of skill in writing, so as to be able to put
into clear, concise, well-arranged, interesting langnage the
features about the advertised article or service that will
influence people to buy. Along with this ability, there
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should be some knowledge of illustration, printing, and
engraving methods, and comparative values, under varying
conditions, of newspapers, magazines, street-car cards,
posters, catalogs, booklets, letters, and other mediums
for advertising.

15. Importance of Possessing Qualifications.—It
will be seen, therefore, that the advertiser hoping to do the
most successful advertising should build up more than the
mere ability to ‘“‘talk in print.” He should have as much
general knowledge of a business as any one connected with
it, and his knowledge concerning the manufacturing (or buy-
ing) department and the selling department should be par-
Jticularly good.

There are successful advertisers that do not possess all
three of the qualifications outlined. All three are not abso-
lutely indispensable. An advertiser that cannot write well,
for instance, can employ some one to write for him; but it
would be better, nevertheless, if he could do the writing
himself, even if he does not always do it.

METHODS OF MARKETING

"PLANS FOLLOWED BY MANUFACTURERS
AND DEALERS

16. There are five principal ways by which the adver-
tiser can market his goods, depending on whether he is the
manufacturer of the goods or a dealer in them: (1) Manu-
facturer to middleman, then to retailer, then to consumer;
(2) manufacturer to retailer, or agent, then to consumer;
(8) manufacturer to consumer direct; (4) mail-order dealer
to consumer; and (5) retail dealer to consumer.

17. Selling Through Middlemen and Retailers.
In former times the manufacturer had no direct dealings with
the retailer or the consumer and had to depend entirely on
middlemen to dispose of his goods. The consumer had prac-
tically no way of learning how, by whom, and of what the
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goods he bought were made, and had to rely entirely on the
retailer’s word. The retailer in turn was wholly dependent
on the middleman or his traveling salesman, the drummer.
The middleman was the only one in the chain that dealt
direct with the manufacturer, and since the middleman con-
trolled the market, he was able to dictate to the manufacturer
the kind and quality of goods to be manufactured, and also
the price to be charged. Gradually, however, manufacturers
began to trade-mark their goods and to advertise to the con-
sumer. This induced the consumer to ask the retailer for a
manufactured article by name, which resulted in a demand
by the retailer on the middleman and, finally, by the middle-
man on the manufacturer. The manufacturer in this way
secured a hold on the market, and the middleman has
become of much less importance, until today he is in many
instances only a distributor of the advertiser’s goods. A
few large manufacturers deal direct with the retailer or sell
to the consumer through agents that they appoint, thus
cutting out wholesalers and jobbers entirely, but the middle-
man will always continue to be an important link between
most small manufacturers and the retailer.

Since the manufacturer must usually depend on the retailer
to deal with the consumer, it is evident that the advertising
must be such as to bring the retailer and the consumer
together. As already explained, general publicity accom-
plishes this object.

18. Manufacturer to Consumer Direct.—The form
of marketing in which the manufacturer sells direct to the
consumer, sometimes called selling from factory to con-
sumer, is employed by the manufacturer of one or a few
lines of goods in order to cut out the profits of the middle-
man and the retailer and to obtain direct control of the
market. In spite of the large amount necessary to be spent
in advertising such a business, the manufacturer often makes
as large net profits as by the old-established, indirect method
—sometimes larger profits—and at the same time forms
direct relations with each customer.
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When the consumer lives at a more or less distant point
and the manufacturer sells to him direct, it is evident that
such a business is entirely mail order in both its marketing
and its advertising methods. This method of marketing
is becoming more and more extended in many lines of trade,
and is not entirely confined to manufacturers. In some
cases, a company will contract for the entire output of one
or more factories making a certain kind of goods, and will
use the mail-order method of selling this output.

19. Mail-Order Dealer to Consumer.—As in the
case of the mail-order manufacturer, the mail-order dealer
sells direct to the consumer, but instead of manufacturing
the commodities sold, the mail-order dealer buys them from
the manufacturers, commission men, wholesalers, importers,
etc. In exceptional cases, mail-order dealers manufacture
a few goods they sell, but, as the term implies, the mail-
order dealer is primarily not a manufacturer, but a retailer
by mail. The consumer orders and pays for the goods by
mail, and they are forwarded to him by mail, express, or
freight. An order may result: (1) from an advertisement,
(2) from the advertiser’s catalog sent in response to an
inquiry, or (8) from a letter sent out to “‘follow up”
an inquiry.

20. Kinds of Mall-Order Dealers.—Mail-order dealers
are of two kinds: specialty mail-order dealers and general
mail-order dealers.

21. Specialty Mail-Order Dealers.— Dealers that
sell by mail and handle low-priced articles, such as novelties,
cheap jewelry, cheap books, and so on, or those who
handle merchandise of only one kind, books, for example,
are generally classed as specialty mail-order dealers.
The capital of a company of this sort is usually small, and
frequently the business is operated as a side line. The
goods are usually obtained from manufacturers or whole-
salers that make a business of supplying this type of
dealer, and the stock carried is small. Owing to the small
capital and the low pricg of the goods, a firm of this class
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usually cannot afford large catalogs, but relies on its
advertisements to make sales.

22. General Mail-Order Dealers.—Owing to the
immense stocks of general merchandise carried, which dis-
tinguishes them from specialty concerns and mail-order manu-
facturers, general mail-order dealers may be regarded as
large retail stores that sell from a distance by mail instead
of over the counter of the local store. General mail-order
houses cater to residents of the country and small towns,
and by quoting lower prices and selling many things not
obtainable in country general stores, they are gradually
getting much trade away from the local retailers.

The first of these general mail-order houses gradually
evolved from a small company that sold watches and jewelry
by mail into an enormous supply house that carries in stock
practically everything that can be bought in any retail store.
Because of the large and varied stock and the low prices,
general mail-order houses are often called the ‘‘farmers’
department stores.” They are also called cafalog houses,
because they depend largely for their sales on the catalogs
sent out in response to inquiries. The advertisements of
general mail-order dealers may be intended to produce
direct orders, but usually the first purpose is to draw
inquiries. When inquiries are received, a catalog is sent to
every inquirer and is relied on to produce orders.

Sometimes the name ‘‘catalog house’’ is applied tp a manu-
facturer that does mail-order business, since his methods are
somewhat similar to those of the general mail-order house.

There are only a few large companies of the general mail-
order variety, but there are many small ones that may be
regarded as intermediate between the specialty mail-order
company and the general mail-order company.

Many mail-order advertisers have a system of ‘‘following
up’’ their catalogs with a series of soliciting letters.

23. Retailer to Consumer.—The way in which the
retail dealer disposes of his goods is too familiar to need
any explanation. This method of marketing is similar to
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mail-order methods in that the consumer buys direct from
the advertiser, but differs from it in that the purchase is
made by the consumer in person instead of by mail.
Another difference is that the retailer usually appeals to
the local public only, while the mail-order advertiser
generally covers broad territory.

The retail advertiser’s general aim in many cases is not
so much to sell the particular goods advertised as it is to
promote business as a whole. The advertised article serves
as a magnet to draw people into the store. It is then the
salesman’s duty to sell additional goods, thus insuring a
good total profit. Of course, many times it is particularly
desired to sell the advertised goods, but if the sales stopped
there in every case, the profits as a whole would be small.
So well is this fact realized that many retailers, particularly
department stores, often sell goods at little or no profit, and
sometimes at less than cost, simply to serve as ‘‘leaders’
to get the crowd into the store. Once in the store,
enough other goods will often be purchased at regular
prices to make the advertising a paying investment, or a
single purchase may be so satisfactory that a new regular
customer will be gained.

Retail advertising also serves to mold public opinion, so
that the advertiser will get a reputation for progressiveness,
for fair dealing, for selling good merchandise at fair prices,
etc., and these have an important bearing on the business in
general. ~ Naturally, it is of the utmost importance that the
impression created by the advertisements shall be supported
by the goods themselves and the store service, so that the
customer will patronize the store continually.

24. The department stores of the large cities represent
the highest development of the retail method of marketing.
Outwardly, such a store is merely a huge establishment
that sells a great variety of merchandise; in reality, it
is a collection of practically separate stores or depart-
ments—in some cases more than 100—under one general
management.
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In a strict sense, the name depariment store applies only to
a store that carries practically all classes of goods; but in
some instances a store that handles only one general line,
dry goods, for instance, grows to great size, adopts the
department plan, and is called a department store. In fact,
there is no definite dividing line, and the gradations between
the department store and the small retail store dealing in
only one kind of merchandise are many.

In the smaller towns and country districts, stores that
carry a great variety of merchandise are called ‘‘general
stores’ rather than department stores, because there is no
separate management of departments. .

25. Combination Methods of Marketing.—It must
not be concluded from the foregoing paragraphs that the
methods of marketing and of advertising are always kept
distinct, for such is not the case. As previously mentioned,
many manufacturers that dispose of their goods through
retailers also maintain mail-order departments. Retailers,
particularly department stores, often conduct such depart-
ments. General mail-order firms sometimes operate retail
stores.  In a few instances, manufacturers operate retail
stores for the sale of their entire product, or a part of it;
the Regal Shoe Company does this. Hence, the advertising
of such firms, as well as their marketing, may be a combina-
tion of two methods; in fact, their advertisements may be so
written as to appeal to two classes of buyers at once.

CONSUMER’S PART IN SALES

26. It takes two to make a sale—the seller and the
buyer. Hence, in addition to the advertiser’s method of
marketing, the consumer’s part in the sale must be con-
sidered. It is not enough for the advertiser to tell the
consumer about the goods; the consumer must make the
effort to obtain them. Naturally, it is important that this
action on the consumer’s part shall be as easily performed
as possible, and that he be strongly urged at the proper
point in the advertisement to take the desired step.
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CONSUMER’S PART IN THE INDIRECT SALE

27. In an indirect sale, the consumer gets,the article at
the local retailer’s store. To make this easy, the general
advertiser usually aims to have his goods widely distributed
among retailers. This fact is made known in advertise-
ments by such phrases as ‘At all dealers,”’ ‘‘For sale every-
where,”” “Ask your dealer.”” Since general advertising
does not depend on immediate sales, sometimes not even
such suggestions as these are given, the reader being left to
infer that the article is so well known and in such demand
that.it is carried in stock everywhere.

If the goods are not widely distributed, as is often the
case with a new product, the advertisement may read, “If
your dealer hasn’t it, send to us for sample’’; or, if the
article is of such a nature that sampling is impracticable,
the advertisement may read, ‘‘If your dealer hasn’t it, we
will send it to you on receipt of price.” The latter case
closely approaches mail-order advertising so far as the first
sale is concerned. However, the purpose in such a case is
not to build up a mail-order business, but simply to enable
the consumer to get the goods easily and at once while the
desire for them is strong and to influence the retailer to
place an order. As soon as the local dealer puts in a stock
of the advertised goods, sales are made through him in the
regular manner. The Gillette safety razor was originally
sold almost altogether by mail, but as soon as dealers
generally were induced to handle it, the mail-order method
of selling was abandoned except for reaching prospective
purchasers who could not go to a retailer.

A combination general and mail-order advertiser, that is,
a dealer that makes a practice of selling both through the
retailer and by mail, would make some such suggestion as,
“Get it at your dealer’s, or we will forward it to you on
receipt of price.”

Sometimes, the general advertiser sells his goods through
special agents. The largest retailer in each town or locality,
or the one with whom the most advantageous arrangements
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can be made, is usually appointed sole agent for that par-
ticular territory. The consumer is then instructed, ‘‘Go to
our local agent.”” Sometimes the list of local agents is
given in the advertisement. This list, in the case of news-
paper advertising, may be made up of a number of retailers
in one territory. In magazine and trade-paper advertising,
the list is usually composed of agents or retailers from
different cities.

28. The general advertiser occasionally uses his adver-
tisements to further the marketing of his product in another
way. The consumer is urged to ‘‘Send 4 cents in stamps
(or, so many wrappers or labels taken from the goods) for
a book of dainty receipts”; or, to ‘“‘Send us name and’
address of your dealer and we will mail you our new
calendar (or booklet or sample).” Consumers’ names
obtained in this manner and from requests for the goods
direct, are used by the general advertiser to prove to
retailers that are reluctant to carry the goods in stock that a
demand for the goods already exists. The names serve as
an entering wedge to force retailers to buy a supply.
Sometimes, if retailers will not purchase a stock outright,
goods are shipped ‘‘on consignment” to be paid for when
sold, or to be returned if not sold. The retailers’ names
obtained through replies to advertisments are used either
to make up mailing lists of local dealers or to check lists
already made up. ;

CONSUMER’S PART IN THE MAIL-ORDER SALE

29, In mail-order business, the greatest obstacle to
overcome is the natural hesitancy the consumer has in buy-
ing any article without first having seen it. This drawback
is not so great as formerly, however, because the public is
becoming more and more accustomed to dealing by mail
and to placing greater confidence in advertising. Whenever
the price of the article is at all high, however, it is always
advisable to make some arrangement whereby the purchaser
can get a better idea of the article and the advertiser’s
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methods of doing business than can be given in an adver-
tisement. A few of the common arrangements are outlined
in the following paragraphs.

80. Since goods sold by the specialty mail-order dealer
are usually low-priced, no special arrangement is necessary,
and the suggestion to the customer reads something like,
“Send 10 cents (or whatever the price may be) in stamps
or silver.”

The general mail-order house and the mail-order manu-
facturer, however, may ask the consumer to do one of
several things.

31. Sending Money With Order.—General mail-order
dealers usually request that money be sent with orders if
the article is comparatively low in price and if it is possible
to give an adequate idea of the article, the terms, etc., in
the advertisement. If the price is more than one dollar,
however, mention is usually made of a booklet or a catalog
that gives further particulars. Unless the instalment plan
of payment is offered and the buyer has an opportunity to
see his purchase by paying a small sum down, he is not
likely to order something that costs five or ten dollars until
he learns more particulars than an advertisement of ordinary
size affords.

32. Sending for Catalog or Booklet.—The adver-
tisement that invites the reader to send money but at the
same time offers a catalog or booklet in case further
information is desired before the order is sent, usually effects
some direct sales from those who have confidence in the
advertiser or do not care to know more about the goods.
At the same time, this method enables the ‘‘doubting
Thomases” to get all additional information that may be
desired. Again, it may be impossible to give all necessary
information within the scope of an ordinary advertisement,
and a catalog or a booklet is therefore a necessity. In the
case of high-priced articles, it is frequently impossible to
close a sale by means of the advertisement alone, and it is
not the best plan to try to do so. For instance, no person
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is likely to order a piano or a suit of clothes merely from
reading an advertisement. In such a case, the purpose of
the advertisement would be only to interest, not to close the
sale. When interested, the reader will send for the catalog,
and the aim of the catalog will be to close the sale. Very
often, in addition to sending a catalog, the dealer will have
an agent or a representative call on the inquirer.

A catalog or a booklet forms an essential part of nearly
every mail-order enterprise, and is sent to every one that
answers an advertisement, whether a request for the litera-
ture is made or not.

33. Selling Goods C. O. D.—The plan of buying
goods C. O. D. (collect on delivery) with the privilege of
examination at local express or freight office, enables a
purchaser to see the article before buying. The expense is
usually borne by the advertiser if the article is not satis-
factory, for in that event he agrees to pay transportation
charges both ways.

34, Selling Goods on Trial.—The scheme of selling
goods on trial is a strong one, because the consumer is
enabled to examine the article thoroughly and to test it by
actual use. The advertiser usually agrees to refund the
price paid if the article proves unsatisfactory.

35. Offering Sample.—In case the goods permit of
sampling, the general mail-order dealer or manufacturer
can effectively use the plan of submitting samples. As a
general rule, a sample, if the goods are attractive, is more
convincing than mere description.

36. Goods on Trust.—In some cases, advertisers are
willing to send their goods on request (‘‘Send no money,”
etc.). A small deposit is usually required, however, as
evidence of the prospective buyer’s good faith, and also to
cut off any requests due to idle curiosity rather than a desire
for the goods. The deposit is refunded in case no salc is
made, but is applied to the total price if a sale results.
Many advertisers have plans of deterniining whether or not

204—3
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a prospective purchaser is reliable before sending out goods
on ‘‘trust’’ arrangements.

37. Methods Used to Hasten Replies.—When the
mail-order advertisement has convinced the reader of the
desirability of the goods and has shown how easily they
may be obtained, there are still two obstacles to be sur-
mounted. These are the tendency to delay and the aversion
many people have to writing letters, particularly business
letters.

There seems to be a natural tendency toward putting a
thing off until tomorrow or some other more favorable time,
and the advertiser knows that in most cases, when the
reader puts off inquiring, it results in loss of interest and
failure to inquire at all. Hence, at the close of the adver-
tisement the advertiser tries to get the reader to reply at
once. ‘‘Write today,” ‘‘Don’t delay, write now,’’ etc. are
familiar forms of admonitions.

38. The dislike of writing letters often arises from
ignorance of how to write a letter properly. Many adver-
tisements, therefore, close in this way: ‘‘Simply send us a
postal saying, ‘Send me your catalog No. 6.””

Some firms print a coupon in each advertisement, and
thus make it a simple matter for the reader to order or to
send for a catalog. All that is necessary is to fill in a few
blank lines and mail the coupon; no letter is needed.

From the advertiser’s point of view, the coupon is very
valuable, since it provides desired information about the
customer (such as full name, address, etc.); also, if a ‘“‘key”
of some kind, such-as a letter or a number, is put on the
coupon, it will show which advertisement or publication
brings the inquiry or the order. The experience of mail-
order advertisers shows that the coupon method is an
effective way of increasing inquiries. In some instances,
the use of a coupon has increased inquiries 50 per cent.
A variation of the coupon idea is to ask the reader to cut
out the entire advertisement and send it along with the
letter asking for particulars.
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CONSUMER’S PART IN THE RETAIL SALE

39. Retail sales are usually made in the store, but they
may be made by telephone or at the consumer’s house by an
order clerk. In any case, the consumer’s part in the sale is
to get in touch with the retailer. In the retail field, the
advertiser and the retailer are the same individual, and
the sale is a direct transaction between the consumer and
the advertiser in person, or his salesman.

In addition to advertising his goods, the retailer may offer,
as inducements to cause the consumer to trade with him,
various features of his store service that make shopping easy
and pleasant. These features include guick service, accessi-
bility of store and its departments, careful attention to tele-
phone orders, free delivery of purchases, trading stamps, etc.

The retailer may supplement his advertising in news-
papers, circulars, street cars, etc., by attractive wirndow dis-
plays and show-cards. He may also have demonstrations in
his store; that is, have some one demonstrate the use. or
quality of a certain article.

Most retail purchases are either cash transactions or on
the monthly account basis, but many stores now urge the
opening of credit accounts. ‘‘Pay a little at a time,” ‘A few
dollars now and then,”” and similar ideas prove attractive.
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DETAILS GOVERNING ADVERTISE-
MENTS

THE PROSPECTIVE CUSTOMER

40. The salesman deals with one customer at a time, but
the ad-writer deals with thousands. The simplest way to
deal with those to whom the advertisement is addressed, is
to consider them as a composite prospective customer and to
write as if a single person were being addressed. Before
this can be done, however, a careful study of the prospective
customers must be made, and their leading characteristics,
habits, needs, prejudices, and manner of reasoning deter-
mined. Then the ad-writer should keep in mind an imagi-
nary person that possesses all of these characteristics, habits,
needs, etc., and address him.

41. The nature of the article to be advertised usually
determines the class of people to whom the advertisement
should be written. If the article appeals to the public in gen-
eral—rich and poor, men and women, city man and country
man—the ad-writer’s task is comparatively easy, for it is
simply necessary to keep in view general characteristics that
are possessed by most classes of people. When advertising
to a special class, however, all the characteristics of that
class should be considered with special reference to the
proposition in hand.

The advertising man employed by a firm selling to one
special class of people, such as farmers, can study this par-
ticular class thoroughly. He should get all the general infor-
mation possible, and should study replies to advertisements
and correspondence with customers. Talking with cus-
tomers, listening to conversations between salesmen and
purchasers, etc., will also prove valuable.
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The advertising-agency ad-writer, who writes advertise-
ments for many firms and about a great variety of goods
intended for many different classes of people, has the hardest
task of'all ad-writers, for the reason that it is not always
possible for him to study, at close range and from every point
of view, the people that should buy the advertised article. A
more or less thorough application of this ‘‘composite-cus-
tomer’’ idea, however, can be made in any case, and it will
tend to increase the effectiveness of the advertisements.

THE MEDIUM

42, Definition of Advertising Medium.—A medium
is an agency, or intermediary, through which a-person acts.
Hence, an advertising medium is simply a means of con-
veying the advertising message. In a broad sense, the term
may include anything used to attract attention to goods for
sale. According to this interpretation, therefore, store signs,
show-cards, counter and window displays, etc. are adverti-
sing mediums. In the restricted meaning, however, medium
is a term applied only to (1) newspapers, (2) magazines
(this division includes class papers, such as magazines for
civil engineers, printers, farmers, etc.), (8) street-car cards,
and (4) posters and painted boards. Mediums other than
these four classes are sometimes called supplemental adver-
tising mediums, because they are used, as a rule, to supplement
the principal mediums. Catalogs, booklets, letters, theater
programs, and moving signs are ordinarily in the supple-
mental class.

43. Selection of Mediums.—Each of the classes in
the preceding list of mediums may be further subdivided
into smaller groups, every one of which has characteristics
that separate it from other subdivisions of the same class.
Finally, each separate medium, such as a certain newspaper
or magazine, differs in one or more particulars from all the
others. The advantages and disadvantages of a medium
should be studied with care before a decision is made as to
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its value as a means of reaching prospective customers.
The advertising man should know for what medium the
advertisement is intended before writing it, for not until he
knows this and understands the character of the class that
the medium reaches can he do justice to his ad-writing work.

Milliohs have been wasted because of the injudicious
selection of mediums. Farm magazines are no more the
proper mediums for the advertising of high-priced touring
antomobiles than are city dailies for the advertising of farm
fertilizers. In selecting mediums, the advertiser should not
be guided by what he sees and reads, but should ascertain
what his prospective customers see and read, how many of
them see and read any given medium, and whether such
medium is seen and read under circumstances favorable to
the good effect of the advertising.

Mail-order advertising is conducted principally through
general magazines, class magazines, and newspapers of
large circulation.

General advertising is conducted through general maga-
zines, some class publications, newspapers, street-car cards,
bill boards, etc.

Retail advertising, being intended to reach local territory
only, is usually conducted throngh local newspapers, supple-
mented by street-car cards, painted boards, etc.

THE ADVERTISEMENT

FUNCTIONS OF ADVERTISEMENTS

44. The Advertisement as a Salesman.—It is fre-
quently said that an advertisement is ‘‘salesmanship in
print.” This is strictly true only in mail-order advertising,
and then only when the sale is made entirely through the
advertisement. Most advertisements are salesmen in only
a limited degree; usnally, the purpose is to get prospective
customers sufficiently interested to take some definite step
toward investigating or obtaining the goods. This step may
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be more or less conclusive, according to the result desired by
the advertiser, but the actual making of the sale is usually
effected by an additional selling force, or ‘‘closer.”” In the
case of general and retail advertising, the closer is the
salesman of the retail store. In the case of mail-order
advertising, the advertisement is the closer if the sale is
made without the wuse of catalog or ‘‘follow-up” matter.
Ordinarily, the mail-order closer is the catalog sent in
response to the prospective customer’s inquiry, or the letter
or circular sent out to ‘‘follow-up’’ the catalog.

45. Chief Functions of a Complete Advertisement.
A complete advertisement, to be most effective, should
(1) attract favorable attention and awaken interest; (2) create
desire; (8) carry conviction; (4) inspire confidence; and
(5) influence the reader to buy.

46. " Attracting favorable attention and awakening
interest are accomplished by appropriate headings, by
attractive, informing illustrations, and by good typographical
display.

47. Creating desire is accomplished by appealing to
the senses of sight, hearing, taste, smell, and touch, as
well as to the desires, needs, sentiments, emotions, and
prejudices of the reader.

48. To carry conviction, the advertisement should
appeal to the reader’'s reason—should show by logical
information and argument why he should buy, and should
answer the objections in his mind as to the necessity or
desirability of the article or service.

49. cConfidence is Inspired by an earnest style and
the avoidance of extravagant claims.

50. Influencing the Reader to Buy.—If the work
thus far has been well done, and the article has merit, the
reader may be induced to buy or to investigate further by
stating the price; by explaining why it is a proper price;
by giving the terms of payment, if necessary; by offering to
send a booklet or a catalog that will give the price, terms,
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and further information; and, finally, by stating who has the
article and where it can be found, that is, the firm name and
address. Such special information as the telephone number,
free-delivery offer, etc. should follow. Usunally, some sug-
gestion is made near the end of the advertisement to induce
the reader to act. The ‘following are common examples of
these suggestions: ‘“‘Ask your dealer,” ‘‘Send us your
order,” “‘Send for catalog,” ‘“‘Fill out and mail the coupon.
Do it now,” “Come in and see this piano.”

51. Complete and Incomplete Advertisements.
An advertisement that possesses all of the preceding func-
tions may be called a complete advertisement. But
every advertisement does not possess all of these functions.

{ There is a professional and
dignified appearance about a
letterhead that is printed on

0ld Hampshire Bond

“*Look for the Water Mark"

{ Made in white and in four-
teen tints—firm, strong, fine, last-
ing, proper.

Any good printer will show you Book
of Specimens

F16.1

For example, an advertisement of the general-publicity kind
may have only the first and second functions, and, to a
certain degree, the fifth. The object of such advertising is
merely to attract attention to a statement, idea, trade mark,
or name, and by doing this repeatedly to arouse interest and
to cause the reader to keep the article in mind. See Fig. 1.
Eventually, when the reader is in need of such an article, he
will probably remember the advertised name, or trade-mark,
etc., and a purchase will result. Of course, such an adver-
tisement may produce immediate sales, but the sales from
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this kind of advertising will usually be more from an already
formed but latent desire than from anything contained in
any one advertisement.

Another exception regarding the functions of the adver-
tisement is the mail-order advertisement designed to produce
inquiries or requests for a catalog or a booklet. Such an
advertisement possesses only the functions of attracting

Before Going Abroad
Learn a Language

If you contemplate going abroad, learn to read, write, and speak correctly
the language of the people you are going to visit—French, German, or Spanish.

By means of the Language System devised by the International Corre-
spondence Schools, you can do this easily in your own home, and in a very
short time. The L. C. S. Phonograph Records reproduce the native teacher's
voice with marvelous accuracy. With a very little practice you can learn all
the phrases necessary to make your wants known; to carry on a conversa-
tion; to travel in France, Germany, or Spain with ease and comfort. In-
dorsed by the French, German, and Spanish Embassies at Washington. Don’t
hesitate to write for fear you will fail. Get the facts at once. Free on request.

INTERNATIONAL CORRESPONDENCE SCHOOLS, Box 962, Scranton, Pa.
==

Fie.2 3

attention, awakening interest, creating desire, and making
the reader decide to investigate. A good example of this
type of advertisement is shown in Fig. 2.

COMPONENTS OF AN ADVERTISEMENT

52. Most advertisements are composed of three general
parts—copy, display, and illustration.

53. Copy.—In a strict sense, copy means manuscript or
printed matter to be set up in type. Loosely speaking,
however, copy may be applied to all the reading matter of a
printed advertisement, if it is considered as being simply a
piece of literary composition. If the copy is regarded as
a specimen of printed work, /ype matier is the proper term
to use. Type matter includes display matter—words set in
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a type that contrasts with, the ordinary reading-matter style
—and body matter, or text—the body of the advertisement,
which is usually set in ordinary reading-matter type. In
Fig. 2, the words ‘‘Before Going Abroad Learn a Language’
and the line at the bottom, ‘‘International Correspondence
Schools, Box 962, Scranton, Pa.,”” constitute the display.
The remaining matter is body matter, or text. The entire
wording of the advertisement is comprehended in the word
copy. Effective advertisements are frequently referred to as
“strong copy,” and the term copy is sometimes applied to all
the printed matter of an advertising campaign.

54. Display.—The display of an advertisement, con-
struing the word display in its strict printing-house sense, is
that part of the advertisement which is set in display type;
but for the sake of clearness dzsplay lines is a better term to
employ when referring to lines set in a prominent type.

In a loose sense, display means the arrangement of the
dark and light portions of the advertisement to get proper
contrast between them, so that the advertisement will attract
attention and its important features will be most prominent.
This contrast may be effected by the use of colors of varying
depth and brilliancy, as in lithography and color printing;
but, ordinarily, contrast is brought about by the arrangement
of the black (heavy-faced type) portions and the gray (light-
faced type) portions of the printed matter.

The completed arrangement of the various portions of the
advertisement may be called the display plan.

55. Illustration.—In advertising, the word illustra-
tlon is applied to anything in the nature of a picture—any-
thing, in fact, that is not made up of type matter, rules, and
borders. T7ypographical ornaments, which are more or less
conventional ornaments made by type founders, are on the
dividing line between type matter and illustrations, but are
usually considered as belonging to the former class.

The word cut is often used synonymously with illustration.
Strictly speaking, however, a cut is the metal or the wood
plate from which an illustration is printed.
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THE ARTICLE

56. Importance of a Knowledge of Selling Points.
A 'selling point is any quality, or attribute, of the article
or service that will make people want to buy. An exhaust-
ive study of the selling points is of the utmost importance.
It is true that an advertisement may be written from a
superficial knowledge of the commodity to be advertised,
but in most cases such an advertisement, attractive and
skilfully worded though it may be, will possess little selling
force, or at least not the maximum amount. Only after a
thorough consideration of its selling points is an ad-writer
qualified to present the article to the public properly. The
ad-writer should endeavor to obtain a complete knowledge
of every point that would influence a possible customer to
purchase, as well as everything connected with the nature of
the package, process of manufacture, plan of selling, etc. that
has a bearing on the selling points; in other words, he should
get a thorough understanding of the commodity from the
view point of the prospective customer.

The knowledge thus obtained should be arranged in
logical order, and should be carefully sifted until only the
important points are left. These main selling points should
then be used as the foundation, or core, of the copy for the
advertisement or the series of advertisements that are to be
written.

This plan of analyzing each article for which an advertise-
ment is to be written will insure that no one of the important
selling points is overlooked, and in many cases will furnish
material for a number of advertisements. If followed care-
fully, this plan will also enable the ad-writer to pick out the
most important qualities, or attributes, of any article almost
instantly.

57. XKinds of Selling Points. —General selling
points are those possessed by a certain class of goods as a
whole. The general selling points of men’s ready-made
clothing, for example, are style, fit, quality, and price. These
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points should always be kept in mind when advertising this
kind of clothing, and should be given proper emphasis.

Additional, or special, selling points should be used
to reinforce the general selling points. These special points
are the ones that belong particularly to the article in ques-
tion. For instance, in advertising a certain ready-made
spring overcoat, the four general points just mentioned
should be supplemented by special points that give the
reader a clear idea of the excellencies of that particular coat.
To illustrate: In Fig. 3, the advertiser simply mentions the
fact that his goods possess the general, or fundamental, sell-
ing points. In Fig. 4, however, it is clearly shown just
what claim the overcoat has to the general selling points,
and at the same time the reader is given a good idea of #47s
coat and of how it differs from others and is superior to
them.

The Jason Top Coat

A stylish, high-grade gar-
ment in every way. Sure to
please the careful dresser
that wants fit and quality
combined with reasonable
price. Price, $16.50. It will
pay you to investigate.

Fic. 3

The Jason Top Coat

An easy, loose-fitting gar-
ment whose style cannot be
excelled by best custom
tailors. Designed and made
by experts in our own shops.
Every coat has a close-fit-
ting collar and is guaran-
teed to hold shape. Odd
sizes as well as regulars;
slims and stouts in abund-
ance. Made up in the dark-
gray Oxford now so popular,
and silk lined. Every yard
of material selected with
great care.

Compare the Jason with
any $20 coat made. Our
price, $16.50.

Fi1G. 4

58. Analysis of Selling Points.—The following list
of selling points is given to aid the ad-writer in making a
careful and complete analysis of the subject of his adver-
tisement. The list is not complete. In fact, it would be
practically impossible to compile a list that would cover all
the selling points of every commodity. The ad-writer will
therefore find it necessary, after checking off the points in
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the list that apply to the article or service, to supply addi-
tional or special selling points.

Appearance: high grade? ornamental? neat? graceful? pleas-
ing? stylish? attractive? inviting? substantial? massive? rich?
smart? handsome? unique? antique? modern? improved? new
model? exclusive pattern? newest goods? shape? texture?

Style: new? old? sensible? simple? conservative? ornate?
European? oriental? length?

Fil: comfortable? guaranteed? perfect? good? ready to wear?
custom made? like a glove? quarter sizes? large assortment?
adjustable? expert tailors? alterations free?

Comfort: restful? soothing? soft? firm? easy-running? noise-
less? warm? cool? breezy?

Convenience: prompt service? open evenings? always ready?
- handy? light? adjustable? makes spare moments count?

Flavor: delicious? delicate? good? appetizing? savory? fine
blend? mellow? careful curing? 2

ZTaste: tempting? spicy? sweet? cool? hot? tender? juicy?
fresh?

Aroma: aromatic? fragrant? delicate? pungent? pleasing?

Color: brilliant? delicate? warm? quiet? tasteful? harmonious?
fast?

Sound.: clear? harmonious? sweet? soft? flute-like?

Touck: smooth? polished? silky? soft? hard?

Weight: heavy? light? solid?

Size: large? small? medium? long? short? wide? narrow?
variety of sizes? handy size? takes up little room?

Quality: good? best? better than the average? high for price?
none better?

Malerial: high grade? selected? good? imported? domestic?
guaranteed? fashionable? rare? best that money can buy?

Workmanship: good? best? superior? expert? high-priced?
hand made? home made? union made? guaranteed? manufacturer
of long experience?

Durability: lasts a lifetime? guaranteed for a year? protected
against decay? never wears out? outlasts several cheaper articles?
cannot be broken?

Strength: tested? guaranteed? seasoned? protected against
accident? extra heavy? braced? double thickness? superior
tempering?

Healthfulness: natural food? predigested? whole wheat? strength-
ens nerves? makes pure blood? brings bloom to cheeks? drives
pain away? F

Safety: children can use it? protected against accident?
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Utility: needed daily? every one needs it? useful for many
purposes?

Reliability: guaranteed? free trial? indorsements from users?
sold by best dealers? time-tested? capital? reputation? length of
time in business? bank references?

Purity: tested? guaranteed? chemically pure? absolutely pure?
home made? clean factory? careful packers? government inspected?
fresh? air- and dirt-proof package? no harmful preservative or
coloring used? not adulterated? .

Economy: saves time? saves work? saves money? saves space?
saves worry? saves doctor’s bills? saves health?

Investmeni: profitable? safe? large dividends? increasing value?
provides for future? makes one safe? can be resold or borrowed on
quickly?

Pleasure: entertaining? improves health? affords relaxation?
courteous service?

Education: increases earnings? improves culture? makes life
more enjoyable?

Price: low for this quality? odd sizes or limited number make low
price? low price on account of large number bought or superior
manufacturing facilities? low price on account of buying out of
season or late in season? special price on account of being slightly
soiled or marked? no higher than that of inferior goods? reasonable?
exceptional? introductory? special now—will advance soon? good
investment?

Setling Plan: at all dealers? at local agent? sample on request?
representative will call? demonstration at store? free catalog or book-
let? goods sent on receipt of price? C. O. D. with privilege of
examination? goods sent on trial? freight or express paid? money
back if dissatisfied? free delivery? telephone or telegraph orders
accepted? instalment plan? discount for cash? trading stamps? .
profit-sharing coupons? premiums?

ADDITIONAL, OR SPECIAL, SELLING POINTS

59. The points in the preceding list are merely suggest-
ive. It is not intended that the ad-writer shall try to make
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up his copy with just the words of the list, but that he should
check the words and statements that apply to the commodity
to be advertised and then wrile the facts that they suggest.
For example, under Material is the word selecfed,; but instead
of using the words selected material in the copy, tell what the
material is. If farm wagons are being advertised the words
thoroughly seasoned hickory are more definite and much
stronger than selected material. Specific facts are always
better than general claims. Therefore, instead of writing
that the article is kandy, strong, durable, or superior, try to
tell why it is handy, strong, durable, or superior. Instead of
claiming that a wagon is the ‘‘strongest ever built,” state—
if it can be done truthfully—that the wagon stood a dead-
weight test of four tons before leaving the factory.

Neither is it intended that an advertisement shall include
all the descriptive terms that apply to the article or service.
Do not make it an invariable rule to include all the selling
points in one advertisement. It is often best to include all
the selling points in one advertisement, but sometimes where
there are many selling points, it is better to have a series
of advertisements with one or two strong points in each.

Use the analysis list merely as a means of assembling all
the selling points. Then use good judgment in deciding
what part of this material should be included, and try to
have the order of arrangement as logical as possible. The
logical arrangement of a complete advertisement is described
in Art. 45.

When an ad-writer is experienced, he will be able to
make his analyses mentally, but while studying, it is best to
follow the method here described..

60. How to Obtain Information About Selling
Points.—Information about selling points may be obtained
from a variety of sources, as follows: (1) From the manu-
facturer of the article; (2) from the manufacturer’s catalog;
(8) from the traveling salesman that sells to the dealer;
(4) from the buyer for the retail store; (5) from the dealer
or salesman that sells the article; (6) from a user of the
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article; (7) from a talk with some one thinking of buying
such an article; (8) from the ad-writer’s personal knowledge
of or experience with the article; (9) from a study of the
article itself; and (10) from a study of descriptions of similar
articles in advertisements, general mail-order catalogs, etc.

The first five sources stated are of great assistance, par-
ticularly if the ad-writer is not familiar with the article.
These sources, however, are by no means entirely reliable
or sufficient, for the reason that the persons mentioned (in
the case of source 2, the writer of the catalog) may be so
thoroughly imbued with a knowledge of the goods from their
inside view point that they cannot look at the matter in the
same way as the consumer. Hence, sources 6, 7, 8, and 9
should always be utilized, if possible. Lastly, a study of
descriptions of similar articles will sometimes give the
writer a good idea of the general selling points of an article.

61. Though a study of the article to be advertised is
extremely important in practical work, in writing the adver-
tisements required in succeeding sections, it may not be
possible in every instance to study the article itself. In
such cases the facts given in the text should not be relied
on entirely as a basis; neither should catalog descriptions.
By so doing, the great benefit that comes from investigating
a subject and discovering the features that will appeal to
prospective customers would be lost. Suppose that the
problem is to write an advertisement to sell a lot of
women’s suits. If the ad-writer will talk with his wife, his
mother, his sister, or some other woman that shops, he can
get a great deal of information about style, quality, price,
etc., and, what is just as important, he can get a woman’s
point of view on the subject. Perhaps he can even see
a suit that has been recently purchased. This practice of
questioning purchasers, users, or salesmen of articles is
broadening.

Success in advertising depends largely on the ability of
the ad-writer to go ahead on his own initiative and get the
information needed. The work of the ad-writer is much like
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that of a newspaper reporter. The editor says to the
reporter: ‘‘A man supposed to be Congressman Blank was
shot at the Hotel’ Grand a few minutes ago. Take the
assignment.” The reporter will proceed to gather all the
information available, but will include in his article only
those features that he thinks will be interesting to the
public. If the reporter had to ask the editor all about the
affair, and could do nothing until the editor gave him the
names of all persons that saw the shooting, he would be
a failure. Just so, the ad-writer that can get no information
for himself until given specific directions by his teacher or
his employer cannot expect great success. - For his own
ultimate good, every person studying this Course should
begin early to cultivate an independent, go-ahead, self-
reliant spirit.

204—4






COPY FOR ADVERTISEMENTS

(PART 1)

GENERAL REMARKS

1. The word advertisement as used here means an adver-
tisement in a newspaper, magazine, trade paper, theater
program, almanac, or some periodical. While catalogs,
booklets, folders, circulars, posters, street-car cards, window
cards, etc. are all advertisements, they differ from adver-
tisements that appear in periodicals, and will be treated
separately.

There are such wide differences among advertisements—
the word including everything from the ‘‘want’’ advertisement
for a servant to the page announcement of the department
store, and from the three- or four-line offer of a specialty
mail-order house to the four-page talk of a large general
advertiser—that it is manifestly impossible to make definite
rules for the preparing of copy that will apply in every case.
This Section will therefore treat of copy in general, and in
the next Section the application of the instruction to specific
cases will be shown.

2. Value of Copy.—For its attracting value, an adver-

tisement depends on display, on illustration, and, in most
cases, on the use of a good heading. These three elements
also assist to a certain extent in creating interest in the
advertisement. In addition, the illustration may show some
of the selling points of the goods. But the real strength of
most advertisements lies in the copy, because, as already
Copyrighted by International Textbook Company. Entered al Stationers' Hall, London
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pointed out, it is here that the advertiser has the opportunity
to change attention to interest, to create desire for the
advertised commodity, to convince the reader that he ought
to have the commodity, and to cause some action to be taken
toward procuring it.

CLASSES OF COPY

3. All copy, whether used by mail-order, general, or
retail advertisers, may be conveniently divided into two
classes: reminding copy and informing, or salesmanship, copy.

FORSHOTGUNS
ANDRIFLES

_:‘-td!x: .

POWDER

F1e. 1

4. Reminding Copy.—Copy that exploits before the
public, usually in a brief way, some statement, idea, trade
mark, or name, is classed as reminding, or suggestive,
copy. A good example is afforded in a well-known National
Biscuit Company advertisement, “Lest you forget, we say it
yet—Uneeda Biscuit.”” Another example is the still briefer
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phrase, “Wilson Whiskey—That’s all.”’ In Fig. 1 is shown
a reproduction of an artistic reminding advertisement; it will
be observed that no reason is given for the superiority of
Du Pont powder. The purpose of such copy is to attract
attention, to make the name of the commodity familiar, and
to suggest good quality to such an extent that an indelible
impression will be made on the reader. Thus, when he is

THE OLD RELIABLE

Absolutely Pure
THERE IS NO SUBSTITUTE

Fie. 2

‘This publicity copy was used by this firm for years. Compare with Fig.'3.

about to purchase, he will be reminded of the advertised
article and will be influenced to prefer it. It is not expected
that any one advertisement will have marked effect—that
the reader will go immediately to a store and buy the article.
Reminding copy depends on the cumulative effect of repeti-
tion, rather than on description and argument. Hence, such
copy does not produce results quickly unless used in large
space and in many mediums. As the principal object of
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advertising of this kind is to make the name of the article
familiar, the name should be displayed strongly in each
advertisement, as in Fig. 1. It is also advisable to adopt a
distinctive type or lettering for the name.

RoMAL

Baking
‘Powder

ABSOLUTELY PURE

Healthful cream of tartar, derlved solely from -
grapes, refmed to absolute purity, is the active
rinciple of every poundp of Royal Baking
owder,
Hence it is that Royal Baking Powder
renders the food remarkable both for its fine
flavor and healthfulness.

No alum, no phosphate—which are the
principal elements of the so-calledcheap
baking powders and whichare derived
from bones, rock and sulphuric acid.

ROYAL BAKING POWDER CO., NEW YORK.
Fre. 3

This style of advertising is a comparatively recent innovation of this firm. Note
that it gives reasons for the superiority of Royal Baking Powder.

The unconscious effect of reminding, or suggestive, copy
is shown by the fact that frequently the prospective pur-
chaser cannot remember where he received his impression,
but merely has a general idea that the product or the firm
advertised is the best of its kind.



~-Alabastine-

The Sanitary Wall Coating

The difference between Alabastine and common kalsomine
is that Alabastine becomes a permanent part of the wall. It
will not rub off nor scale, and another tint can be applied with-
out washing or scraping off the previous one.

For schoolrooms, churches, and public buildings, Alabas-
tine has no equal, because it is more durable, more sanitary,
and more economical than any other material for wall decora-
tion. Special plans for churches and schoolhouses sent free on

" Easily Applied

Alabastine comes in dry powdered form, to be mixed with
cold water and put on any surface with a wide, flat brush. Any
one can apply it easily and successfully.

The fourteen original tints and white make an endless
number of color combinations to meet every requirement.

Alabastine is sold in properly {abeled and carefully sealed 5-Ib packages by dealers
in drugs. paints, hardware, and general merchandi at 55¢ th for tints and
50c for white. Look for the name Alabastine on the package, and accept no substitute.

Send 10 cents for the book
“Dainty Wall Decorations™

Before you decide on redecorating your home, office,
school, or church, you ought to read this book. It not only
tells how to make walls attractive and at the same time sani-
tary, but it explains how to do it at half the usual cost.
Contains color plans for every room of the average home, and
gives much valuable information to all intending to decorate.
Mailed to any address for 10c coin or stamps. -Tint cards and
circulars free on request.

The Alabastine Company

913 Grandville Ave. Grand Rapids, Mich.
Eastern Office, Dept. N, 105 Water St., New York City

FiG. 4

This advertisement has all of the six components of copy
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5. The reminding style of K copy is used chiefly by
general advertisers, but is also used by the retail merchant
when he merely wishes to keep his name or his store before
the public, as for example, by means of bill boards and
signs. The time-worn business-card style of newspaper

(J] Try this, if you use a
flat letter file.

Have a clerk get out all the let-
-ters and copies to and from, in one
series of correspondence. Hold a
watch on the operation.

Then let us show you how to do
the same thing in one-fifth the time.

Library Bureau
Vertical filing methods
43 Federal St., off Post Office Sq.

Fie. 5

This advertisement has only two of the components of copy—body matter and
name and address

advertising is also reminding advertising; it has no
immediate selling force.

6. Informing, or Salesmanship, Copy.—Copy that
is intended to create immediate sales is classed as inform-
ing, or salesmanship, copy. This class of copy is also
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called creative copy, reasom-why' copy, data-built copy, etc.
Copy of this sort contains the element of publicity, as does
all copy, but this element is supplemented by salesmanship,
by creating a desire for the article, by convincing the reader
that he needs the article, and by impelling him to purchase;
it tends to make the sale at once rather than at some future
time. Of course, informing copy has accumulative effect,
but this is a secondary consideration.

7. The best mail-order and retail advertisers use inform-
ing, or salesmanship, copy almost exclusively, but this kind
of copy may be used by a general advertiser as well. In
fact, among general advertisers, the present trend is toward
salesmanship copy, as will be seen by comparing Figs. 2
and 3, which illustrate the old and the new way of advertising
Royal baking powder. Fig. 4 is a good example of sales-
manship copy.

The change in advertising copy has been well expressed
as follows:

1. Ancient style: ‘‘Buy a Smith Hat.”

2. Medieval style: ‘‘Buy a Smith Hat; it is the best.”

8. Modern style: ‘“‘Buy a Smith Hat; it is the best
because it is made of (giving selling points in detail).”

4.  Most modern style: ‘‘Buy a Smith Hat; it is the best
because it is made of (giving selling points in detail). You
ought to wear a Smith and you can get one at (impelling
reader and telling him where he may purchase).”

Persons with little or no knowledge of advertising are
often inclined to give a higher valuation to the brief
reminding style of advertising than to the informing style.
The attractive illustrations and catchy phrases of various
large national advertisers are probably responsible for this
estimate of value. The fact is, however, that often those
who are pleased by some clever advertisement afterwards
have some difficulty in recalling whose soap or whose talk-
ing machine was advertised, or, if they recall the name of
the article, have no definite impression of any of its good
qualities. It is, of course, true that advertising is of some
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There is but One Real
Soda Cracker because
there is but one that
comes to you just as it
comes from the oven.

Others lose their value
by being exposed to the
air, absorbing moisture,
and collecting dust.

The |real| soda cracker
is Uneeda Biscuit kept
fresh and clean by the
protecting package

>
&\W%\M%%‘\W\W

NATIONAL BISCUIT COMPANY

f\wwxw

SOOI

Fic. 6

This advertisement contains four of the components of copy.
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value, even if it does no more than to familiarize the public
with the name of the commodity, though such advertising
may not be worth what it costs. Also, if an article has no
good qualities of any kind, the only thing that can be done
in the way of advertising is to make untruthful statements,
or to give the article an attractive name that suggests good
qualities and set to work to make that name familiar. How-
ever, there are very few articles that are entirely lacking in
good qualities, and if an informing advertisement can be

Shoulder Supremacy

It is by the introduction and perfection of new
ideas that the world progresses. The Wm.
Vogel & Son shoulder marks the greatest
progress in clothes-making in many years—a

shoulder that stands supreme.

- Look for this shoulder in our Men's Suits at $25.
Various models are shown, fashioned of exclusive
warsteds, flannels and cassimeres and blue and black
serges and thibets.

Wm. Vogel & Son,

Broadway, Houston St.

Fic. 7

written, the advertiser undoubtedly loses by contenting
himself with mere name publicity.

It is a fact that some advertisers have been successful
with advertising of the unique, cute, or catchy style, which
aroused curiosity or attracted much attention and interest,
but which failed to introduce the convincing element except
by implication or suggestion. In spite of these successes,
the consensus of modern advertising opinion seems to be
that the result of such advertising is much more doubtful
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than the result of the campaign that is directly educational.
The informing style of advertising can be made to yield as
much name publicity as the other style, and the giving of
reasons for the excellence of an article makes a more
definite impression. When a prospective purchaser goes
into a store with a definite idea as to why he wishes a cer-
tain soap or a certain brand of baked beans, he is less likely
to accept a substitute than when he is merely familiar with
the name of the article and has only a general impression
that it is good. Another point that should be borne in
mind is that while an advertisement of the reminding style
may -be effective for an article whose qualities are already
generally known, it may be of little value for a new article.

Beginners in advertising, when their work is criticized
because it is lacking in selling points, often refer to the
advertisements of national advertisers or to those of local
advertisers supposed to be successful, and defend their work
by that standard. They fail to consider that the article they
are attempting to advertise may be entirely different from
the commodity of the advertiser whose style they have fol-
lowed. The other advertiser’s product may be well estab-
lished, while the one they are attempting to exploit may be
new. Furthermore, it is not always safe to regard the large
advertiser’s work as a standard. Many large advertising
campaigns are failures. An advertisement that a beginner
may think is highly effective may have cost $1,000 and not
sold $100 worth of goods. Even the fact that an advertiser
is successful is no proof that certain advertisements used by
him were profitable. Nor is the fact that an advertiser suc-
ceeded by a certain style of advertising proof that the style
is best; that advertiser might have been twice as successful
or successful with half his expenditure had he adopted a
different style of advertising. i
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COMPONENTS OF COPY

8. There are six components of copy for an advertise-
ment: (1) The heading, or headline; (2) the subheadings;
(3) the body matter, or text; (4) the price; (5) the admo-
nition to the reader; and (6) the firm name, or signature,
and the address of the advertiser.

Fig. 4 shows an advertisement containing all of these
components, but, frequently, some of them are lacking, as
is shown in Figs. 5 and 6.

THE HEADING

9. The heading, or headline, as its name implies,
usually occupies a place at the head, or beginning, of an
advertisement (see Fig. 4), but not always._

10. Requirements of a Good Heading.—The object
of the heading is to attract favorable attention and to arouse
interest. The heading should attract attention so that the
advertisement will be noticed by the right class of readers,
and should hold that attention until sufficient interest is
aroused for the advertisement to be read. In order to effect
these two results, the heading should be: (1) the name of the
article for sale (see Fig. 8); (2) a selling point of the article
(see Fig. 7); (8) a combination of the two headings just
mentioned (see Fig. 4); or (4) words that suggest the need,
use, or benefit of the article to be advertised, or that have
such direct connection with the article that they will be likely
to attract the attention of possible customers (see Fig. 8).

An illustrated advertisement is somewhat of an exception
to the foregoing, as the illustration often indicates the sub-
ject of the advertisement with sufficient clearness. There
may then be more latitude allowed in wording the heading.
In general, however, a good test for a heading is to see
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whether, by itself, it is strong irrespective of the text or the
illustration. Note in Fig. 7 that the writer used ‘“‘Shoulder
Supremacy’’ as a heading, notwithstanding the fact that the
illustration emphasized the well-fitting shoulder of the coat.

11. An important principle about headings is this: If
the article is one for which there is already a demand, such
as butter, clothing, etc., it is well to have the heading reveal
the subject of the advertisement, as ‘‘Jersey Red-Clover
Butter,” ‘“Two-Piece Worsted Suits, $9.” But if the article
is one that, as a rule, must be forced on people, one for
which there is no constant demand, the best plan is to have
the heading embody some benefit of the article, rather than
reveal its nature at a glance. For instance, people must be

A Chance For You
To Make Money

The wouderful little machine illustrated below
turns a pound of sugar into thirty five-cent
bags of wholesome candy in eight minutes.
Figure the profits for yourself. The candy is

FiG. 8

coaxed, as a rule, into saving money and insuring their lives.
Therefore, a savings-bank headline should deal with the
benefits of saving rather than with saving. ‘‘Save for a
Home”’ is better than ‘‘Save Your Money.” ‘‘Don’t Force
Your Widow to Marry Again’’ will make a deeper impres-
sion on most married men than ‘““A Liberal Insurance
Policy.” ‘““Do You Want More Salary?” is a better heading
for an advertisement of the International Correspondence
Schools than “‘Practical Courses of Home Study.” Fig. 8
illustrates this principle. Nearly every one is desirous of
making money. The writer of this advertisement selected
a heading that appeals to the money-making instinct. Only
the top part of the advertisement is shown.

The name of the article combined with a selling point is
nearly always stronger than the name alone. The heading
“Unbreakable Lamp Chimneys,” is much better than ‘‘Lamp
Chimneys,”
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Put the price in the heading when it is a strong selling
point; as, “$25 Overcoats at $19.50"; ‘“‘Dainty Skirts at
$2.25.”

In Fig. 9, the heading sums up the offer of the advertiser;
this is a typical mail-order heading.

2. The heading should be as concise as is consistent

with clearness. A few short words that will be grasped at
a glance, as ‘‘Buy a Blue Serge,” is better than a heading
that is long, as “‘You Cannot Err in Selecting Blue Serge.”
“Let Me Be Your Tailor” is a better heading than ‘‘It

This Waist for a Postal Card

Simply Send Me Your Name and 4
Address and I'll Send it to You §
ALL CHARGES PREPAID—

l Take ALL THE RISK
—J. Aloin Todd, Pres.

WANT you to Jot me sond this Handeome 2l and give mo sour eme, address
Waiet u’mve-c Ll serle)encircly of my sk gadbetn Sasuro-—that's
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money—1 simply wAnt 7oa to sce my mads From b oisw Farotiad matoria
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l“!‘l parsonally, J. ALVIN TODD. President, TODD. SMITH & CO., 236-: 272 Moanroe St., CHICAGO,

Fi16. 9
Example of a headline that sums up the advertiser’s offer. This is a typical

mail-order advertisement, The original was larger and more
readable than this reproduction

Would Afford Me Great Pleasure to Attend to Your
Clothing Needs.”

Cleverness, originality, and humor may be introduced to
better advantage in advertisements of the reminding sort
than in those intended to produce direct sales. In adver-
tisements of the latter kind, plain, straightforward English
is more effective. A heading like ‘‘Good Hay at $12 a Ton”’
is better than one like "Hey, There, Mr. Hay-Buyer’’; and
no heading is more likely to attract the attention of a woman
thinking of buying a new suit than one that reads ‘' Stylish



14 COPY FOR ADVERTISEMENTS §2

New Fall Suits.”” While the publicity, or reminding, adver-
tisement does sometimes depend on a unique or a pithy idea
that will remain in the reader’s mind, it is well to remember
that the effectiveness of a great deal of advertising is
lessened by the attempt to be clever. A dentist recently
used ‘Do You Believe in Ghosts?’’ as a heading for one of
his advertisements. This had nothing whatever to do with
the service he was advertising, but was merely an inju-
dicious effort to be novel.

The heading may stand by itself, as in Fig. 7, or it
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Grape Juice

is a delicious, healthful, bracing bev-
erage for warm weather. Ours is
made from choicest selected Chau-
tauqua Concord grapes. Absolutely
pure and unfermented. Just the
thing to give the visitor on a hot
evening.
Pints, 20c; quarts, 40c.

Doz. pts., $2.25; doz. gts., $4.25

Immediate Delivery
Colonial Wine Co.
9th & D :?%!g:e}’?xlg?} Store.””
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FrG. 10
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may form a part of the first sentence of the text, as in
Fig. 10.

13. Declarative Heading.—A positive statement
about an article is likely to create interest and to carry a cer-
tain amount of conviction. Even if the reader doubts the
statement at first glance, he will be likely to read the adver-
tisement in order to make sure that his doubts are well
founded. ‘“‘Laundro Saves Work,” ‘“‘Electric Light Pays,”
“Oxfords Are the Things This Summer,” “We Save You
Money on Groceries,” ‘“‘All-Wool Suits for $10,”’ are exam-
ples of the declarative heading.
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14. Interrogative Heading.—The form of heading
that asks a question is good, because the reader is caused
to answer the question asked, or at least to debate it in his
mind. ‘‘Do You Need a Trunk?’’ could hardly fail to interest a
person in need of such an article, and might also make areader
realize that a trunk is needed, even if he had not thought so
before. ‘‘Is Your House Cold?” would probably catch the
eye of most readers living in poorly heated houses. Inter--
rogative headings, however, should always have a direct
connection with the article advertised.

15. Direct-Command Heading.— ‘Use Sapolio,”
“Stop Stammering,” ‘‘Shave at Home,” *“‘Let Me Sell Your
Patent,” are headings that give a direct command. The
direct command is one of the strongest forms the heading
can take, because it is short, simple, direct, easily under-
stood, and, in addition, is capable of expressing the gist of
‘the entire advertisement and of suggesting strongly the
action desired by the advertiser. This suggestion of action
is likely to be retained in the mind of the reader, although
it may not be acted on for some time, even until the original
suggestion as such has been forgotten entirely.

The command should not be too insistent, for it might
create a feeling of stubbornness and opposition on the
part of the reader. Ordinarily, people do not enjoy being
“bossed.” ‘‘Let the Gold Dust Twins Do Your Work” is a
command, and while not so insistent as ‘Do Your Work
With Gold Dust,” it is likely to put the reader in a frame of
mind more favorable to the article, and in no way lacks any
of the strength and suggestiveness of the other heading.

16. Blind Heading.—A heading that gives no indica-
tion of the nature of the article for sale is called a blind
heading. ‘“‘Why Not?”’ “We Announce,”’ ‘‘The Best Ever,”’
“Do You Know,” “Look at This Offer,” etc. are examples.
Such a heading is poor, because it may fail to attract just
the person the advertiser wants to reach. Even if this form
of heading did attract general attention, the ad-writer should
remember that it avails nothing to attract people that are

204—5
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not possible customers—that would not buy such an article
anyhow. Furthermore, most people will not bother to
puzzle out the meaning of a blind advertisement. In trying
to be original, inexperienced ad-writers frequently err by
using headings that have no connection with the body
matter of the advertisement. Words that will command
the favorable attention of prospective customers should
always be used.

SUBHEADINGS

17. Value of Subheadings.—Subheadings are of
value in making an advertisement easier to read and under-
stand. A subheading may be used to emphasize either an
important selling point or a special feature of an advertise-
ment, to show where a new idea or subject is introduced,
thus leading the reader on from point to point; or to break
up what would otherwise be a solid, uninteresting mass of
reading matter into short sections having a more inviting
appearance. Subheadings, if properly chosen and worded,
will, when read in connection with the heading, give the
reader a complete outline of the message of the advertise-
ment. See Fig. 4.

18. Proper Use of Subheadings.—Subheadings are
almost indispensable in a large advertisement unless it deals
with only one subject and the text matter is set in such large
body type that the story can be easily absorbed. When an
advertisement presents a number of articles for sale, as in a
department-store advertisement, it is not likely that one
person will be interested in all of them. In such a case, a
judicious use of subheadings provides a sort of index to the
advertisement, and the eye glancing over the page is drawn
to the section containing the information that particularly
interests the reader. Fig. 11, which is a reproduction of
part of a department-store page advemsement fully illus-
trates this point.

19. 7Types of Subheadings.—A subheading may either
stand by itself—that is, be intended to be read separate from
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COPY FOR ADVERTISEMENTS

The Uses of
Corn Starch

The time is past
when corn starch was
merely a basis for des-
sert. It is now recog-
nized by eéxpert cooks
everywhere to be_one of
the most unique and help-
ful aids to better cooking
and baking ever introduced.
It is invaluableas an energy~

giving food. .

DURYEAS’

Corn Starch

stands first, highest and best.
Its delicacy and uniformit
make it incomparable for deli-
cious desserts; its purity and:
wholesomeness give it added
food value. You cannot af-
ford to be without our free
Book of Recipes and
Cooking Suggestions
In this book Alice Cary
Waterman and Janet M.
Hill, two of America’s fin-
est cooks, give personal
advice and suggestions
which cannot fail to
help you. Postal brings
copy free.
All grocers, pound
packages—ioc,
NATIONAL STARCH

COMPANY,
/&3&\\ New York
s
it
=L 0 ,.!y.&& )
"

X
W
=

o
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Safest Investment in the World

Building lots located three miles from Herald Square, New York
City, in Queens Borough. Cars pass property now; will run through
Belmont tunnel in June. First station out from New York on Long
Island Railroad [Pennsylvania Tunnel line] within two blocks of
property.

Lots within three blocks of the point of connection between the Long
Island Railroad system and the New York, New Haven, and Hartford
Railroad system, at which point a fine Union Station is now going up.

This is the closest lying development in the entire city! One mile
from terminal of Blackwell Island Bridge. Values will double in six
months. One hundred two-story brick flats being built on the property.
Get in with the Scranton builders by purchasing lots this week. All lots
will be sold within ten days.

$4,000 Pays $60 a Month

You can build a two-family brick flat for $4,000. This will rent
for sixty dollars a month and by paying cash or half cash for lots, we
will furnish a building loan, taking first mortgage on the property for the
entire cost of building, interest 54 per cent. Or, we will sell you lots on
instalment plan, payments covering a period of forty months. Build-
ings already constructed on property were sold and rented before com-
pletion. Drop a postal, call on or telephone the Scranton Agent today;
next week will be too late.

See S. M. Myers, Board of Trade Bldg.

Old ’Phone 90:R Scranton, Pa.

?

Build Flats in New York

>,
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adjoining matter (see Fig. 11)—or form part of a sentence
of text matter. In the latter case, the subheading usually
comprises either the first or the last words of the sentence,
although sometimes it occurs in the middle. In Fig. 12, the
subheading dealing with the free book is the final part of a
sentence.

In some cases, subheadings are used that may be read in
connection with the heading (see Fig. 13), thus forming, in
themselves, a sentence or a series of connected ideas. This
scheme is good if the effect is not strained. If possible,
each subheading of the series should be selected so as to
serve as the heading of the section of copy it precedes as
well as to connect with the other headings. The remarks
regarding conciseness, originality, etc. apply to subhead-
ings as well as to headings.

BODY MATTER

THE INTRODUCTION &

20. Purpose of the Introduction.—The chief pur-
pose of the introduction is to maintain the interest aroused
by the heading until the important parts of the advertisement
are reached. In other words, the introduction serves as a
connecting link between the heading and the remainder of
the copy.

The introduction may vary in: length, from a short sen-
tence to several paragraphs. Formerly, it was customary
to use an introductory paragraph in practically all but
reminding advertisements. Nowadays, this feature of copy
is in less common use, and in many cases is omitted entirely.
The public as a rule is too busy to read any but short intro-
ductions. In fact, many people make a practice of skipping
anything that looks like an introduction. If, however,
the introduction is very pertinent, as in Fig. 14, it may
actually develop interest and cause some persons to read the
advertisement that would otherwise skip it. Fig. 15 affords
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another example of effective introduction, the remarks on
the needs of the nerves leading logically up to the description
of the article advertised. In a case like Fig. 15, it is some-
what difficult to interest readers with a mere description of
the article. Fig. 16 shows another example of appropriate
introductory matter.

Dish Water that Digs

\AKE a very old coﬂee~cup, or a dish, that is crisscrossed with lines—and
yellow from use. Wash it thoroughly with soap and water. Dry it.

Hold it close to your face, and then szif. ‘That sour, unpleasant odor
tells you that there are decayed food particles and germs lurking in all of these tiny
cracks, And that soap and water have had no eflect upon them.

Even the finest new china will absorb impurities and health-menacing germs—
so will tinware and utensils,

Now you see how important this matter of dish washing really is—and how
necessary it is to have disk water that digs.

GOLD DUST

is a positive antiseptic that goes decp into hidden places—routs every germ.

No soap, borax, soda, ammonia, naphtha, kerosene
or other foreign ingredient needed with GOLD DUST

Gold Dust is an honest vegetable-oil soap,
ground into a smooth, golden powder. It in-
stantly dissolves in hot or cold, hard or soft water,
produces its own rich lather, and does all of the
hard part of the lask.

For washing clothes and dishes, scrubbing floors,
cleaning woodwork, oil cloth, silverware and tinware,
‘polishing hrxsswork. cleaning bath room pipes, refriger-
ators, etc., softening hard water and making the finest
soft soap.

Made by
The N. K. Fairbank Company—Chicago
Makers of Fairy Soap |

“Let the GOLD DUST Twins do your work” ,

Fic. 4

21. Introductions for Long Advertisements.—
Introductions are of more use in long advertisements that
set forth the merits of several articles than in short adver-
tisements in which only a single article is advertised. The
reason for this is that it is more difficult to hold a reader’s
attention in advertisements of the first sort. The very size
of the advertisement or the number of articles is likely to
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discourage a person from reading it. In such advertise-
ments the introduction, if properly worded, will induce a
perusal of the remaining matter, provided the subject of the
advertisement is of interest to the reader.

22, IntroductionforSeveral Articles.—Whenseveral
articles are to be advertised together, the introduction may

Nervous Disorders

The nerves need a constant supply
of phosphates to keep them steady
and strong. A deficiency of the phos-
phates causes a lowering of nervous
tone, which is indicated by exhaus-
tion, restlessness, headache, or in-
sommnia.

Horsford’s
Acid Phosphate

(Non-Alcohelic)

furnishes the phosphates in a pure
and abundant form. - It supplies the
nerve cells with health-giving life
force, repairs waste, restores the
strength, and induces restful sleep
without the use of dangerous drugs.
An Ideal Tonic in Nervous Diseases.

1t your drugglst can't supply you, we will send a
small bottle, prepaid. on receipt of 25 cents.

Rumford Chemical Works, Providence, R. 1.

Fia. 15

serve for other purposes than those just mentioned. One of
the most important objects is to set forth the general selling
points of all the articles, leaving the individual selling points
for the items that follow the introduction. In such an
advertisement, of course, the introduction may be used for
the purposes of conveying the reader’s interest to the list
of offerings; of explaining some particular point connected



Buy Her a Piano When She Graduates

June is here.

It is the month of the sweet girl
graduate.

Is it your daughter, grandchild,
or niece, who is about to bid good-
by to school days and step from
girlhood to womanhood?

Only one event—her marriage—
is as important in a young woman’s
life as her graduation. No other
occasion is so fitting for the be-
stowal of manifestation of love by
relatives.

Have you thought how appro-
priate would be the gift of a piano
at this epoch in the life of your
daughter, grandchild, or niece?

It will open a new vista to her on
the road she is about to face. It
will give her a fresh, sweet object
in life—the development of her in-
stinctive love for music.

And if you should decide thus to
manifest your love for her do not
be careless in your selection of a
piano. In the Jeukins stores are
the best products of the best piano
factories in the world. There is
not an instrument in our house that

does not bear a reputation for ex-
cellence and that is not worthy of
our personal guarantee.

As to our prices and our plan of
selling, we can say positively that
nowhere else could you get a
squarer deal.

No commissions are given in the
Jenkins store. That’s the reason
our prices are on rock bottom, the
lowest that could be found any-
where.

And our scale of prices is not of
the sliding variety. On each in-
strument the amount of its value in
cash is marked plainly. That price
is the same to one and all alike. If
you wish to make payments from
time to time, there will be no ad-
vance except interest at 6 per cent.
per annum.

We save you $50 to $150 on a
piano. We are factory distributors
for the world’s best pianos, inclu-
ding Hardman, Vose, Ludwig,
Knabe, Shaeffer, Steck, Barmore,
Bradford, Kurtzman, Wheelock,
btuyvesant Steinway, etc.

Write to us, if you cannot call.

J. W. JENKINS’ SONS MUSIC CO.

Joplin, Mo.
St. Joseph, Mo.

(013-15 Walnut St., Kansas City owtameme ciry, Obia:
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with these offerings—for instance, the reason that high-
quality goods can be sold at low figure; and of giving the
proper ‘‘atmosphere’’ to the offerings. If the advertisement
is to be used at the Christmas season, for example, the
introduction may include a few words that give the copy a
Christmas tone. Such introductions find their most frequent
application in retail advertising. Fig. 17 is part of a depart-
ment-store advertisement, showing an example of an intro-
duction to a Christmas advertisement.

23. At one time, department stores used rather full
introductions, and the tendency still exists in some quarters
to devote much space to long-winded talks about the wise
policy of the store, its great enterprise, etc., but far-seeing
advertisers have discontinued most of this ‘‘bouquet throw-
ing’’ at themselves. Prestige is created by the goods and
service of the store and its treatment of its patrons—not
by its advertising. If the complimentary things are true,
there is no need of advertising them; if they are not true,
there is still less reason for using the space to reiterate them.

24, Where there is already a recognized need for an
article, anything but a brief introduction is out of place.
It is best to get into the real subject with the first sentence.
Space is too valuable and interest is too easily lost for a
writer to ‘‘beat around the bush’” in the first part of his
advertisement. Note the following paragraphs:

ARE YOU A LOVER OF ART?

Art, without a doubt, places the soul and general
intellect of man on a higher plane, and he is much
happier and satisfied if he is in-a proper frame of mind
to appreciate it.

His idea of life is broadened, and he becomes much
more sensible and can get more real pleasure and enjoy-
ment out of the most common things of the day than can
the man that has no time whatever for art.

The artistic man will certainly appreciate the splendid
line of furniture we are displaying on our fifth floor. It is
artistic in every sense of the word. We bought a great
lot of it far below the manufacturer’s cost and are ready to
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sell it to the man that appreciates the appearance of his
home and can realize the great value of this furniture by
his artistic sense.

It has all been greatly reduced and will be found to be
great bargains.

$15 Mission Tables tomorrow $12.50, etc.

The foregoing is the style of copy that the beginner will
usnally prepare for a furniture sale. Now note the following:
ARTISTIC FURNITURE AT FACTORY PRICES

We were very fortunate in securing this lot of really
artistic furniture. To clean out his surplus, a well-known
manufacturer sold it to us actually below cost, and tomor-
row you’ll find it on sale marked at prices that make it
economy to anticipate your needs months ahead. Every
stick is strong and sturdy and worthy of a place in our
regular stock. It is not a lot of ‘‘Sale Furniture’’ brought
in to create a sale. If you knew the name of the maker,
you would know immediately that it is the best furniture
that can be bought at any price.

To give you a slight idea of what real bargains you will
find here tomorrow, we quote the following items*

$15 Mission Tables $12.50, etc.

This is the style of the experienced writer. The first
example begins with a talk about art and wanders around
to furniture; the second begins with a sentence about artistic
furniture.

25. Use of Quotations in the Introduction.—A
well-chosen quotation, with or without additional matter,
may often be used as an introduction. Such a quotation
acts somewhat in the nature of a key to the advertisement,
giving a general idea of its main thought, or it puts the
reader in the proper frame of mind to peruse the matter.
(See Fig.18.) A quotation may carry weight from the fact
that it comes from a disinterested person, some one other
than the advertiser; or is the utterance of an authority on
the subject of the advertisement, or that of a well-known
writer, scientist, public man, etc.

Note.—The examples of introductions reproduced on this page
and page 24 appeared originally in Printers’ Ink.
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Artloom Tapestrics

DISCRIMINATING worman recently said, ** The cur-

tains and porticres are of more importance than the

rugs or carpets used in & yoom, because the former stand up

clearly before you—impress themselves upon you—whereas
the floor-coverings do not.”

And she was right. Just
take a look around yourself
and see if your hangings do
not make or mar the atmos-
phere of good tast¢ and refine-
ment in any room.

How imperative then is cafe«
ful judgmentin choosing. The
Artloom Tapestries are a guar-
antee of correct design
and artistic effect.

Just make it a point
to see the Artloom
Tapestries the very
next time you goshop-
ping—curtains, table
and couch covers,

Theirartisticbeauty
and wearing qual-
ities are out of all

proportion to
their modest
prices.

Always look for the
Artloom label

It is on every Piece

Fic, 18
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DESCRIPTION OF THE ARTICLE

26. Purpose of the Description.—After securing the
reader’s interest, the copy should create desire for the
article offered for sale and should convince the prospective
customer that he ought to have it.

The desire to purchase an article is generally created by
describing such features of the article as will appeal to a
person’s sight, taste, hearing, smell, and touch, and to his
vanity, laziness, ambition, sentiment, or some other trait.

In order to convince the reader that the article should be
purchased, it is necessary to describe features that will
appeal to a person’s reason, such as quality, workmanship,
strength, purity, etc.; there should also be an argument
showing why these features make the article more desirable
or necessary. Such an argument is usually so interwoven
with the descriptive portion of the text that it practically
forms a part of the text, but it may occupy a separate para-
graph or section of the advertisement.

27. Amount of Descriptive Matter Required.—The
general purpose of the advertisement governs the amount of
descriptive matter to a certain extent. If the advertisement
is relied on to create a desire for the article and to produce
immediate results, as in most retail and mail-order adver-
tising and some general advertising, the description of the
article should give all the information necessary to convince
the reader of the advertisement. If the purpose is merely
to remind the reader of the article in order to keep up its
sale, or to impress the name of an article, trade mark, or
statement on the reader, as in much general advertising,
very little description of the article itself is required.

28. Another instance where little description is needed
is where the article, an automobile, for example, is of such
nature that it cannot be well described within the limits of
an ordinary advertisement. The purpose of the advertise-
ment then is to get inquiries for a catalog or a booklet in
which full details of the article are given.
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An article that is well known or in common use does not
require much description. The main object is to bring out
strongly its individual selling points—the features that dis-
tinguish it from other articles of like nature. In describing
a new or more or less unfamiliar article, however, particu-
larly if it is just being introduced to the public, or if there is
some prejudice on the part of the public to overcome, full
details should be given.

The advertiser of a substitute for coffee must first make

. people believe that it is really harmful to drink coffee before
he can convince them that they should use his substitute.
The advertiser of the safety razor must show the advantages
of the safety razor over the old style before the description
of his article will have full effect.

29. Amount of Description in Illustrated Adver-
tisements.—In an illustrated advertisement the amount of
description depends on the character of the illustration.
If the cut is merely an eye catcher, it has no value in con-
nection with the description; but if it is a good picture of
the article, or shows the results of using the article, it will
usually present one or more of the selling points better than
many words of description. For instance, the cut and style
of a garment can be shown at a glance by an illustration,
whereas several paragraphs of descriptive matter may be
required to give a clear idea of these points. Of course, in
the body of the advertisement, it may be well to draw
attention to points that are shown in the illustration, because
in this way the text and the cut will reinforce each other.
(See Fig.7.) Any points that are imperfectly shown in the
illustration, or that cannot be presented in a picture, should
receive full attention in the text.

30. Influence of Mediums on Description.—The
influence of the medium on the description is due chiefly to
the distance from which the advertisement is read. A street-
car card or a bill-board poster or sign will not be read at close
range, as a rule, and the advertisement must necessarily be
brief in order that the size of type and the illustration may
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be large. The bill board and painted sign are also usually
read by people in motion, and such advertisements are so
designed that they can be taken in at a glance. Hence,
description of any but the briefest sort is prohibited.” A
publication or a piece of printed matter, on the other hand,
is read at close range, and for this reason as much descrip-
tive matter may be incorporated in the advertisement as is
thought desirable or as the size of the space will permit.

METHODS OF WRITING A DESCRIPTION

31. In order to write a description, the first requisite is
to have something to write about. This fact may seem
to be obvious, yet many ad-writers attempt to write without
having a sufficient knowledge of the characteristics possessed
by the goods. The first thing to do is to make a complete
analysis of the selling points of the article, as explained in
General Definitions, being sure that all individual selling
points are included. When it comes to describing an article
clearly and temptingly, it is the individual selling points,
namely, those that belong only to the particular article in
question, that count.

The next step is to select the most salient features, or
those that will appeal most strongly to the reader (omitting
the unimportant or well known), and then to build the
description around the points selected. If too many selling
points are introduced, the reader will become confused or
tired of reading the advertisement. It is better to present
a few important selling points in a convincing way than to
give passing mention to many.

32, Descriptions for Limited Space.—When space
is at a premium, as is sometimes the case in a very small
advertisement, or where several articles must be advertised
in one section or panel of a large advertisement, that of
a department store, for example, a description like the
following may be given:

Enameled Bed: One of the latest designs; large tubing;
brass trimmings; 4 ft. 6 in. in size. Was $20, now $12.75.
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Ordinarily, however, such a description lacks interest and
selling force. This style is in common use not merely
because of the space feature just mentioned, but chiefly
because such a description is much easier to write than a
more effective one. Even in department-store work, more
sales will result if a few items in a panel are cut out in
order to allow a more extended description of the remain-
ing items. Compare the following description with that
just given:

Brass and Enameled Bed: New and very handsome
design. Has seven heavy brass rods in both head and
foot. Posts are 12 inches, and continuous with head and
foot rail. White porcelain casters. Extra-heavy enamel.
4 ft. 6 in. in size. Was $20, now $12.75.

33. Description of Single Item in Large Space.
When plenty of space can be devoted to a single item, it is
possible to increase the selling force of the description
greatly by weaving the various characteristics of the article
into a more connected story and enlivening this talk with
suggestions about using the article, benefits to be derived,
etc. Such copy is as readable as any news, in fact often
more so, for it is a live story, giving real information
about something that will prove of actual benefit and value
to the purchaser. Compare this item with those in the
preceding article:

Brass and Enameled Bed

Special Value

An ornament to any room. New and handsome design,
yet not too ornate. Both head and foot have seven heavy
brass rods, with unusually beautiful chills. Posts and top
rails are 1 inches in diameter, and continuous, giving a
pleasing effect not obtainable in the non-continuous style.
New style sockets absolutely prevent side rails from
sticking. White porcelain casters to match rest of bed.
All enamel surfaces have three heavy coats of best ivory
white enamel. 4 ft. 6in. in size. Formerly $20; Clearance
Sale price, an exceptional bargain, $12.75.

204—6
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34. Describing a Number of Items in One Adver-
tisement or Panel.—In cases where the merchandise to
be advertised consists of a number of articles of the same
general nature, such as different pieces of jewelry, shirts
and collars, various offerings of sporting goods, a variety of
furs, etc., it is well to use an introductory paragraph relating
to the line in general. This paragraph should include some
selling point or points as well as tend to insure a reading of
the matter that follows. Then, if the sale is one of a special
nature, a good reason should be given for the cut in price.
Following this should be several short paragraphs set in
smaller type, each devoted to the description and price of
one article, ‘or to one subdivision of the goods, as in
Fig. 19 (e). If there is not room to give each different
article or lot a separate paragraph, the items to be described
in separate paragraphs should be so chosen as to give the
reader a good idea of the scope and variety of the entire line.

If there are only a few articles of the same nature to be
advertised, such as several kinds of children’s shoes or
several grades of garments of the same class, and the range
in price and quality is not great, one or two articles may be
selected as samples and described very fully, the others
receiving only brief mention, as in Fig. 19 (4). However,
if the variation in price and quality is prominent, it is better
to describe each lot, as in Fig. 19 (¢).

When there are a number of articles of an entirely different
nature to be presented in one panel, as is sometimes neces-
sary in advertising ‘‘bargain briefs,” ‘‘notion-counter offer-
ings,”’ or grocery lists, the introduction can hardly be made
to deal with specific descriptions of the goods, but can refer
only to the general good quality, the reasomnr for the cut in
price, etc. Often the introduction is altogether omitted in
advertisements or panels of this kind. See Fig. 19 (d).



No Question About the
Durability of Mink Furs

The mink likes the water better
than the land and his coat becomes
sleek and satin-like and short-
haired. He was often adopted
by the Indians as their totem, and
somehow the mink seems asso-
ciated with America.

Mink is considered by experts
to be one of the very best wear-
ing furs.

Wanamaker mink furs are usually the
natural color, which is much preferable
to the blended.

Fancy chokers, $20 to $35.

Mink cravats, lined with soft brown
satin, $20 and $25.

Straight stoles, $20 and $25.

Fancy boas, with heads and tails, $25
to $75.

Pelerines, with shawl collars and stole
ends, trimmed with numerous heads
and tails, $55 to $135.

Pillow muffs, $27.50 to $85. Fancy
muffs, $50 to $200.

Coats of natural mink, $400 and $500.
(Fur salon, Fourth Floor, Juniper St.)

(a)

1,000 Pair of Women’s
Gloves at Special Prices

A general cleaning up of broken lines.
Here and there may be a pair slightly
soiled or mussed from handling or dis-
play. But all extraordinary quality for
the mouey. All sizes, though not in
each color and sort.

50c for 75c and $1 quality; two-clasp °

glace, both pique and overseam sewn,
in colors. (Main Aisle)

75c¢ for $1 and $1.75 quality;-one-clasp
tan capeskin, outseam sewn; 8-button-
length black glace. (Main Aisle)

$1 for $1.50 to $3.50 quality; glace and
suede, in 8, 12, 16 and 20 button length;
principally light colors. (West Aisle)

(e)

Flannelet Wrappers
$3.50 and $3.75

In cut and style they suggest some-
thing much more expensive than flan-
nelet, even of this heavy, beautifully
printed quality. The $3.50 wrapper has
an odd kimono sleeve, curved and
finished by a satin strap running up on
the shoulders. This comes in pink, blue,
and red effects. On the $3.75 kimonos
the sleeves are so piquantly pointed that
they help to make the whole garment
unusual.

Lavender, brown, and blue. These
are only two out of a long list of these
attractive wrappers, some others of
which may please you even better.

(%)

Hallowe’en

Groceries

Nut Meats—Fresh salted Almonds,
Pecans, Walnuts or Filberts; 1-1b. box,
75¢; %-1b. box, 50¢; i-lb. box, 25¢.

Almonds—New California soft-shell;
25¢ 1b.

Brazil Nuts—Jumbo-size; 20c 1b.

Filberts—Fancy Naples stock; 20¢ lb.

Pecans—New; polished; 20c 1b.

Assorted Nuts—Including soft-shell
almonds; 22c¢ 1b.

Popping Corn—3 packages for 35c;
package, 12c.

Apple Cider—Purity; gallon jug, 40c;
}-gallon jug, 25c.

Ginger Snaps—Fresh baked; 3 lb.
bulk for 25¢; or 10c lb.

Apple Butter—Lenox, large 40c crocks,
at 32c.

Oranges—Florida; 25c a dozen.
Table Apples—Basket, 30c.
Butter—Lenox prints; high-grade;
regularly 38c at 33¢ Ib. Not delivered.

New Figs—Smyrna layers; 16c 1b,

Fruit Cake—Rich’s old-fashioned; 35¢
a package.

—Chestnut-street, Annex.

(@)
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Panels from department-store advertisements, showing methods of describing a number of
different articles under one general heading

83
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THE PRICE

35. Ordinarily, the logical position for the price in an
advertisement is at the close of the description of the goods,
as has already been pointed out in General Definitions.
Usually, a desire for the article should be created, and the
reader should be convinced that he wants or needs the
article before the price is quoted. In some cases, however,
where the price is a strong selling point, as in a cut-price
sale, it may be introduced to good advantage in the heading.
This is shown in Fig. 20, which is a reproduction of one
panel of a department-store advertisement.

Frequently, the price is simply quoted, being either dis-
played or run in with the body matter; but sometimes it is
accompanied by a more or less lengthy argument showing
why it is reasonable, how such a low figure can be quoted,
and other similar arguments.

36. Importance of Stating Prices.—Price is an
essential point in most advertisements. Censns figures
show that 67.3 per cent., or about seven-tenths, of the
families in the United States live on incomes of $900 a year
or less. These people are forced to consider price in order
to live within their means. The remaining three-tenths
of the families, with the exception of the comparatively
small wealthy class, also have to consider price to some
extent. Only about 5 per cent. of the families have incomes
of $3,000 or more.

It will thus be seen that the price should be quoted as a
general rule. Particularly in advertisements of special sales
in which reduced prices prevail, should the figures be given;
these prices should be definite quotations, showing the
amount of reduction clearly, not general price ranges.
Price is also the chief selling point of staple articles, and
for this reason should always be mentioned in advertise-
ments of such articles.

37. High Prices.—Good judgment must be used as to
when to publish and when to omit the price. When the



§2 COPY FOR ADVERTISEMENTS 35

price is high, it should be kept in the background until a
strong desire for the article has been aroused. If this can
be done in the advertisement, then the price may be given;
if not, it is advisable to omit price, trusting to the efforts
of the salesman behind the counter, or to the arguments of
the catalog or the follow-up letter, to make the customer
realize that the article is good value even at the high price

“More $1.50 Shirts, 98¢

Plain and Plaited

WELVE HUNDRED MORE OF

THESE DISTINCTIVE SHIRTS will

be here tomorrow morning to meet

the demand that was started by
Tuesday’s announcement. They are all
$1.50 Shirts—so far as we know not selling
for less than that anywhere except here.

Fine percales in the favored light grounds
with the neatest figures, spots, checks, and
stripes in black or blue. Plaited or plain
bosoms. Cuffs attached or separate. Mostly
coat model and in sizes 13} to 18.

For Big Men, $2 Negligee Shirts
at $1.25

Big men cannot often be fitted in ready-
to-wear Shirts. We have made a specialty
of this business, and not only have Shirts
with the large neckbands, but also with
extra-large bodies. Now a bargain for big
men in these percale Shirts in sizes 17, 17},
18, 18}, 19, 194, and 20.

Light grounds with pretty black stripes and
figures. Plain bosoms and separate cuffs.

Main Floor, EIm Place /

Fic. 20

quoted. For example, it would be poor policy to include
the regular price of a $100 encyclopedia in a page magazine
advertisement, for the advertisement is not likely to com-
plete the sale, and the price being higher than many people
think they can afford, it would discourage inquiries.. In this
case, it would be better not to divulge the price until the
inquirer has had full information, has seen a specimen
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volume, learned of the easy instalment plan, etc. If, Thow-
ever, a $100 encyclopedia can be offered for $60, the price
becomes a selling point and may be included.

38. High Price as a Selling Point.—In certain
instances, high price can be made to serve as a selling
point by convincing the consumer that the price itself is an
evidence of exceptional quality. This is particularly true
with regard to such luxuries as jewelry, but ¢an be made to
serve with articles that are in constant demand. A flour
company, for example, advertises its product as, ‘‘The
highest-priced flour in America, and worth all it costs.”

Tobey Hand-Made
Furniture

is higher-priced than ordinary
furnitme, but the satisfaction
the purchaser derives more than
compensates for the added cost.
A Tobey piece is cherished from
one generation to another.

The Tobey Furniture Company
11 W. 32nd Street

Near Fifth Avenue

Fia. 21

Many advertisers use the argument, ‘A little higher in price,
but,”” and with people that can afford to pay, the reason-
ing is usually successful. See Fig. 21.

In the case of concerns that cater to what is called the
high-class trade, which is made up of wealthy persons, low
price is often a positive detriment, Such people, and some-
times those of less means, take great pride in the fact that
an article cost a big price.

39. Relation of Price to Quality.—In former times,
low price was the chief selling point in nearly every line.
This still holds true with the poorer classes, but the general
public has gradually learned that unless low price is accom-
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panied by good quality, the article is a poor investment at
almost any figure. With increased prosperity and experience
in buying, this increasing respect for quality is natural, and
all but cut-price advertisers can well afford to educate the
people to this idea. Even the poorer classes can be taught
that the cut-price article of poor quality is often more expen-
sive than the seemingly higher-priced, high-grade article.
Good quality, or at least good quality for the price, is always
an important selling point.

40. Price Itself as an Inducement.—Price figures
in themselves offer no inducement to prospective purchasers.
In connection with the name of an article, however, ‘a
price has some significance, but as a rule it means little
unless the article is well known. A statement like “‘Ivory
soap, large size, 6 cents’’ would carry weight, because most
housewives are familiar with Ivory soap and know its
quality and regular price. Such women would see at once
that 6 cents is an unusually low price for this article.

In general, however, a good idea of quality should be
given in connection with price. There is, for instance, no
fixed standard for a $15 suit of clothing. What one mer-
chant would call a $15 value, another might refer to as an
$18 value. If a definite statement of the selling points of
the suit is given, however, the reader himself can judge the
quality and decide whether or not the price is high or low.
In other words, the price would acquire a definite meaning.

41. Price in the Illustrated Advertisement.—A
picture of an article may give some idea of its quality;
hence, in an illustrated advertisement, the price gquotation
may mean something even if no description of the article is
given. Usually, however, a definite statement of quality is
necessary in connection with the illustration, as there are
many features of an article that cannot be shown in a
picture.

42, Reasons for Cut in Price.—In order to create

confidence on the part of the public, the reason for a cut in
price should always be given, if possible. However, if the
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goods are of the first guality and seasonable, and are cut
simply to serve as leaders, it is better not to state such a
fact. The shirts mentioned in the advertisement shown in
Fig. 20 were sold as leaders for the men’s furnishing section

Y ™)
An Up-to-Date

Way of Keeping

Out the Flies

The Ideal Window Screen offers
a most up-to-date way of keeping
insects and flies out of your house.
Works on roliers from the top
and bottom of the frame, with the
sash. Handy when you want it.
Out of sight when you don’t want
it. All woodwork made to har-
monize with the finish of the room.

We will measure your window
and erect your screen. Price $3 a
window. A postal will bring our
representative to your door.

Ideal Screen Co.
130 Livingston Street
BROOKLYN J

\.

Fic. 22

Here the offer of the advertiser to have a rep-
resentative call on receipt of a postal, meas-
ure windows, and erect screens, gives a
selling plan superior to that of most
retaiiers of screens
of a department store, and there being no other reason for
the reduction in price, the writer of the advertisement
wisely refrained from making up an improbable story. An
advertiser that always tells customers when cut-price goods
are ‘‘seconds’ (slightly imperfect articles), or are offered
at a low price to make room for new goods, etc., will profit

in the end by maintaining the confidence of the public.



A Kalanazoo

Direct to You'

Kalamazoos are fuel savers,—
They last a life time—

Economical in a.ll respects.
Al Kalamasoo Cook Stoves They are low in price and high in
and Rangea are 'cguiwed quality—
Tenmometer. which Makes They are easily operated and quickly
Dakiing aid fosating sz, set up and made ready for business.

Buy from the ac manufacturer—
. Your money returned if everything
is not exactly as represented—

You keep in your own pocket the
dealers’ and jobbers’ profits when you
buy a Kalamazoo.

HIGHEST QUALITY

We guarantee you under a $20,000 bond, that you cannot secure
anywhere, at any price, a stove or range of higher quality, of greater
durability, of more convenience and of greater economy in fuel
than the Kalamazoo. They have proved dest by cvery test.

. To let you prove this to your own satisfac-
tion, we send you the Kalamazoo on a
360 Days ApProvz.l Test, and bind ourselves,
_ by a strong, legally binding bond to return to
you every cent you have paid us, if your purchase is notin every way ex-

actly as represent
LOWEST PRICES

We sell you a Kalamazoo direct from our factory, at lowest
factory prices.

You save all middlemen’s, dealers’ and agents’ profits and
commissions, amounting to from $5 to $40 on every purchase,

Is there any good reason why you should not save that money?

Is it not as good to you as it 18 to your local dealer?

We are the only actual facturers who do busis on
this basis.

Don’t confuse us with "mail order dealers’” who buy “job
lots” and retail them. Will you not investigate?

Send Postal for Catalog No. 173.

(Showing 267 styles and sizes)

Compare our prices with others, note our strong guaranty and
the high quality of our stoves and ranges and then decide to
save money by buying direct from the factory at factory prices.

Kalamazoo stoves are blacked, polished and ready for im-
mediate use when shipped. Write to-day for our big list of
stove bargains,

We Pay the Freight

You aimply cannot afford to buy a cheap. poorly constructed atove or range
from a dealer or mall order retailer, when you can get a geouine high grade Radiant Base Burner,
Kslamazoo” for the same or even less movey. A poor article is dear atany  High grade parior
Prics. Buy the best, and secure lasting satiafaction. heater for hard coal.

KALAMAZOO STOVE CO., Manufacturers Kalamazoo, Mich.

Royal Steel Rangs for all kinds
of fuel.

F16. 23

This firm claims to be the only stove manufacturers that sell direct from factory.
The features of the selling plan are presented almost to the exclusion of
the description of the product
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THE SELLING PLAN

43. Closely connected with the price argument is the
presentation of the advantages, or selling points, offered by
the advertiser’s selling plan. If the plan possesses dis-
tinct advantages over other plans, these should be presented.
For instance, most general mail-order advertisers sell for
cash only, but if a firm conducts a credit mail-order busi-
ness, the credit feature then, because of its easy-payment
feature and its novelty, is a strong selling point of the
selling plan and should have a prominent place in the
advertisements.

44, 1In General Definitions, several of the features that
appear in the different classes of selling plans were outlined
and listed. The ad-writer should carefully study the method
of marketing to see whether it has any of these or other
selling points, and should give the strong points found
prominence in the advertisement.

Statements or arguments regarding the selling plan logic-
ally follow the price quotation (see Fig. 22); but sometimes
they precede it or are made the chief feature of the adver-
tisement, if the selling plan is of sufficient importance or
requires careful explanation (see Fig. 23).

ADMONITION TO THE READER

45. The admonition to the reader is a concrete state-
ment designed to influence prospective purchasers to take
the necessary steps to secure the goods. The admonition
is usually introduced at the close of the body matter; that is,
at the focusing point of the advertisement. (See Fig. 24.)
The information and arguments are given first, and in order
to insure that the right action will be taken, the admonition
is used. .

Because it is intended to produce action, the admonition
nsually takes the form of a direct command; as ‘“Fill out
and mail the coupon,” “‘Get it at your dealers.”” But in the
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case of the reminding advertisement, where immediate action
is not of importance, the command is often modified intoa
suggestion; as, ‘At your dealers,” “Your dealer has it.”
Sometimes, the admonition is introduced before the end of
the advertisement (see Fig. 25); or, it may sum up the

_Graphite

Puts an end to friction
troubles. Fills up the
microscopicirregular-
ities existing in the
very finest bearings,
builds up a smooth,
frictionless surface,
reduces wear, in-
creases speed, power,
endurance.

Write for booklet that tells why

Dixon’s Motor Graphite is_a perfect
lubricator. Address Dept. B. A.

JOSEPH DIXON CRUCIBLE CO.
Jersey City, N. J.

Fic. 24

entire offer and selling plan and be introduced at the begin-
ning of the advertisement, as in Fig. 9.

46. Warning Type of Admonition.—The type of
admonition that gives a warning is of particular value to
general and mail-order advertisers, as it cautions the reader
against imitations of the advertised article, spurious repre-



When you speak of a ‘‘ten-
cent cigar” you mean a cigar
that costs yox ten cents.

The same cigar is to the manu-
facturer a ‘*$40 per M.,”’ or 4c. cigar,
to the jobber a ‘‘$50 per M.,’’ or 5c.
cigar, and to the retailer a ‘‘$60 per
M.,” or 6c. cigar.

Intrinsically that cigar is worth
as much when the manufacturer
appraises it at $40 per M., as it is
when the retailer hands it over his
counter as a ‘‘ten-cent straight.’’
The difference between 4c. and 10c.
is what it costs to get the cigar from
the manufacturer to you along the
old-fashioned trade turnpike with
three tollgates.

Now, suppose you go to the maker
of your cigars and say to him: ‘‘Sell
me my cigars at wholesale and I'll
take them home myself across lots.”’

““Oh, no,” he will reply, ‘‘that
wouldn’t be fair to the retailer who
has bought my cigars to sell at retail
price.”’

I am a maker of cigars who has
never sold a cigar to a jobber or
retailer to sell again. Hence I am
under no obligations to ‘‘the trade.”’
Iinvite the patronage of the man who
objects to paying for the privilege of
allowing a retailer to sell him a cigar—
who wants to buy his cigars at cost,
without the arbitrarily added expenses
of the jobber and retailer.

To prove that I actually do sell my
cigars at’ wholesale prices, I offer
them under the following conditions.

MY OFFER 1S:—1 will, upon request, send
one hundred Shivers’ Panatela Cigars on
approval to a reader of this publication, express
prepaid. He may smoke ten cigars and return
the remaining ninety at my expense if he is
not pleased with them; if he is pleased, and
keeps them, he agrees to remit the price,
$5.00, within ten days.

The fillers of these cigars are clear Havana of
good quality—not only clear, but long, clean
Havana—no shorts or cuttings are used. They
are kand made, by the best of workmen. The
making has much to do with the smoking qual-
ities of a cigar. The wrappers are genuine
Sumatra.

In ordering please enclose business card or
give personal references and state whether mild,
medium, or strong cigars are desired.

HERBERT D. SHIVERS
913 Filbert Sireet, Phlladelphia, Pa.
F16. 25

The admonition in this advertisement is introdnced before
the description of the cigars

42
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sentatives of the advertiser, etc. ‘‘Beware of imitations”
is perhaps the most common of this type of admonition.
Another form is, ‘‘Buy of the manufacturers; we employ no
agents.”” Still other forms are, ‘‘Remember the yellow wrap-
per,” “Look for our trade mark,”’ *‘Accept no substitute,” etc.

In the case of a general advertiser, the substitution of an
article ‘‘just as good” by the retailer is something that the
advertiser has to fight against continually, and this is why
such admonitions as ‘‘Accept no substitute,” ‘‘Beware of
imitations,”” ‘‘If it isn’t an Eastman, it isn’t a Kodak,” etc.,
are so frequently seen in general advertisements. f

The mail-order advertiser has to cope with people that
have no connection with him and that secure orders and pay-
ment for his goods under false pretenses. The admoni-
tion “‘Buy of the manufacturer; we have no agents,” is an
attempt to overcome this difficulty.

NAME AND ADDRESS

47. The name, or signature, and the address of the
advertiser should of course appear in every mail-order
advertisement, and, as a rule, in every retail advertisement,
In some rare cases, however, where the retail store is the
largest or one of the largest in a community, or where its
location is well known, the name only may be sufficient.
Still it is not always best to trust to this plan, for strangers
and others unfamiliar with the store may not take the trouble
to find its location, and may thus patronize some other
store. While some general advertisers do not give their
names and addresses, but devote the space wholly to adver-
tising the product, most of this class of advertisers publish
their names at least.

48. Forms of Firm Name and Address.—The most
common form of firm name is simply the actual name of the
concern; as, ‘James D. Smith & Co.” Frequently, how-
ever, such a name would be abbreviated in the advertise-
ments to ‘‘Smith’s,” as being easier to remember.
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In addition to the name, a few words of explanation are
sometimes added to show the nature of the business; as,
“James D. Smith & Co., Hatters,” ‘‘Hart, Schaffner & Marx,
Good Clothes Makers.”” Note in Fig. 10 how the advertiser
has used “The Purity Store.”’

Words showing the general character of the business are
also incorporated with the firm name; as “‘Lord & Taylor,
Wholesale Distributors,” ‘‘Baker & Co., Coffee Importers,”
‘‘Lambert Brothers, Manufacturing Jewelers, Retailers, and
Importers,” ‘‘Massachusetts Shoe Co., Wholesale Only.”

Other explanatory phrases are intended to impress the
reader with the reputation or importance of the firm, as, for
example, ‘‘Cluett, Peabody & Co., Largest Makers of Collars
and Shirts in the World.”

General advertisers sometimes substitute the name of their
product for the firm name, thus still further impressing the
article on the reader’s mind. The manufacturers of Fels-
Naptha, for instance, give their name and address as ‘‘Fels-
Naptha, Philadelphia.”

49, Forms of Address.—For the sake of variety, the
ordinary form of address, as, ‘145 Spruce Street,” is some-
times cut to ‘145 Spruce’’; or, the figures are spelled out, as,
“One Four Five Spruce.” ‘“‘Opposite the Post Office,”
“Just Fifteen Steps from the Court House,”” are other
attempts to be ‘‘different.”

The use of a building instead of a street address, as,
‘406 Flat Iron Building, New York City,” is permissible for
either a general or a mail-order advertiser, but in the case of
a retailer, the street address is much better because it is
more definite. Even if a building is one of the most impor-
tant in the city, there will be many persons that do not know
where it is, particularly if the city is large.









COPY FOR ADVERTISEMENTS

(PART 2)
COPY WRITING

USEFUL SUGGESTIONS

Norte.—The subject of copy for advertisements was treated in a pre-
ceding Section from an analytic point of view. Some important princi-
ples that relate to the writing of copy will now be considered.

1. Concentration.—Book publishers rarely allow their
agents to canvass for more than one book at a time, because
when an agent approaches a prospective purchaser with too
many good things, the chances are that the prospective will
not be convinced that he needs any of them. The same
principle applies to advertising. It is better not to advertise
many things in a small space unless a demand already exists
for them. When the articles to be advertised are necessities
—things for which there is a constant demand—and price is
the principal selling point, a number of them may be listed
in one advertisement. However, where a desire must be
created, an advertisement of ordinary size (one to occupy a
4-inch, single-column space in a newspaper or a quarter page
or less in a magazine of standard size) is usually more force-
ful when only one article or only one class of goods is treated.
Then all the information and argument can be concentrated
with the most favorable chances for producing sales.

Take a men’s-furnishing store as an example. If, in a
single-column advertisement 4 inches deep, the advertiser
tries to exploit the good qualities and reasonable prices of
Copyrighted by Inter fanal Textbook Ci y. Entered at Stationers' Hall, London
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shirts, collars, neckties, hose, suspenders, hats, underwear,
etc., the force of the advertisement will necessarily be spread
over too many articles to be effective. If the advertiser
devotes his space on one day to shirts or to shirts and
collars, on another day to hats, on another to underwear,
etc., he is more likely to have a series of business-producing
advertisements.

2. Clearness.—Unlike the salesman, the ad-writer has
no opportunity to go back and explain a statement or a
word that is not understood by the prospective customer.
Hence, copy should be so written that it will be perfectly
clear to all readers. The grammatical construction should
be simple and direct, and familiar words and expressions
should be used. ‘‘High-sounding,” unusual words, quota-
tions from foreign languages, etc. should be avoided. This
is particularly true of copy intended for the general public.
When writing copy intended to appeal to highly educated
persons, it is possible to explain by suggestion, employing
unusual but particularly apt turns of speech, metaphor, etc.,
for readers of this class are capable of catching the spirit
and ideas of the advertiser and of filling out details left to
the imagination. Such is not the case with the ordinary
purchaser, however, and if there is any doubt as to the proper
word and phrase to use, the more common and simpler one
should be employed. Instead of “‘Is it sufficiently remunera-
tive?”’ write ‘‘Does it pay well?”’, and so on.

3. Conciseness.—By conciseness is meant expressing
much in few words. As many words as are needed to con-
vey the desired meaning and to make the copy read smoothly
should be used, but no more. The successful author is paid
for each word that he writes, but the ad-writer is charged for
the space of each word. Therefore, every word and sentence
should be as clear and as effective as possible. After writing
text for an advertisement, it should be gone over carefully
and all superfluous words should be cut out. The saving in
words and the increase in strength will be evident. ‘‘Money
back, if dissatisfied’’ is clearer and occupies less space than
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“We shall be pleased indeed to return your money on any
purchase that does not please you.”” Do not, however, make
the copy so brief that its message will be obscure or
unfinished.

4. Short Words and Sentences.—Short words and
sentences not only tend to make copy clearer and more con-
cise, but also stronger. Of two words of similar meaning,
the shorter is almost invariably the stronger; and the same
holds true of phrases and sentences. Compare ‘‘house’” with
“‘residence’’; ‘‘dry-goods store” with “‘dry-goods emporium’’;
“Keep out!” with ‘‘Positively no admittance”’; ‘‘Come in
and look around” with “You are cordially invited to enter
and inspect our stock.”

5. Sequence of Ideas.—As has already been stated, the
functions of advertising copy are to create interest and
desire, to convince, to inspire confidence, to make the reader
decide to buy or investigate, and to make the reader act.
This is the logical and, ordinarily, the best order for the
presentation of ideas in copy. Sometimes, however, points
may be introduced out of logical sequence for some special
purpose. For example, price, particularly if it is high,
should ordinarily be introduced at the close of the argument;
but if it is the chief, or one of the chief, selling points of an
article, it may be included in the heading of the advertise-
ment in order to give it extra emphasis.

6. Repetition of Ideas.—When skilfully made, the
repetition of an idea is effective, owing to the cumulative
effect. In unskilful hands, however, repetition is sure to
weaken the text. Hence, the ad-writer will find it safer to
give each idea complete treatment in its logical position and
then proceed with the next point. In case the argument is
an extended one, ideas may be repeated to keep the reader’s
mind centered on the main points, and the strongest selling

points might also be repeated in summing up the entire
argument. In an advertisement of ordinary length, however,
repetition is unnecessary.
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7. Reasonable and Extravagant Statements,—
Extravagant statements abounding in superlatives influence
thoughtless or uneducated persons to a certain extent, but
the average reader of advertisements has learned that such
statements are ‘‘just talk.”” ‘‘Best in the world,” “Greatest
merchandizing event of the century,” ‘‘Our prices are abso-
lutely beyond duplication,” ‘‘Astounding bargain sale,”
“Enormous reductions,” and similar expressions are taken
with several ‘“‘grains of salt” by most people. Fanciful
descriptions such as ‘‘Whirlwind of bargains,” ‘‘Fearful
slaughter of prices,”’” ‘‘Avalanche of values’’ are also weak
with thoughtful people. Copy should be rational and well
within the limits of belief. ‘‘Finest hat on earth,” is not so
strong as ‘‘No better hat ever made,” and ‘“most mag-
nificent” is improved by dropping ‘‘most.” “Very” is
another overused word.

Inexperienced writers nearly always err in the use of too
many adjectives. Often, a noun is better without an adjec-
tive, and one well-chosen adjective is better than two or three
that are not well chosen.

8. Realistic Descriptions.—Instead of using bom-
bastic, extravagant expressions, strive to describe goods
realistically, so that the readers may almost see them. A
statement like “‘Finest mince pies at our restaurant’’ is not
convincing; but an expression similar to ‘‘We pay $4 a gallon
for the Santa Cruz rum that goes in our mince pies, and the
currants and raisins are all hand-picked,” etc., is sure to
make an impression. It is the kind of description that
creates desire—that makes the reader mentally see the
goods and say to himself, ‘I believe I'll try them.”

To announce merely that a certain kind of ice cream is
“the best you ever ate” is not strong advertising. Find
whether there are any good features about the making of
the ice cream. Find where the cream comes from, whether
it comes from the milk of any good breed of cattle, or is
handled with unusual care for cleanliness. Is it all pure
cream—no condensed milk? Is superior flavoring used? Is
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the ice cream made by experts? Is the water used in the
factory of unusual quality? Is the cream put np in a form
that is very convenient for people giving suppers or parties?
Does it keep well in that form? How many flavors are made?
Will the advertiser make up bricks consisting of several
flavors? Is the clerk service and delivery service courteous
and never failing? The answers to such questions will afford
the kind of information that makes strong, realistic copy.

If a good clothing salesman should meet, away from the
store, an acquaintance who was thinking of buying a new suit,
he wounld not be content to tell the prospective purchaser
that the store has ‘‘the largest and best assortment of men’s
fine clothing ever offered in the history of the city.” He
would not be a good salesman who did not know his goods
and human nature better than to content himself with such a
bombastic, indefinite statement. A skilled salesman would
inquire if the acquaintance had any special kind of suit in
mind. Then he would give the details of the suits his store
had that closely approached what the prospective purchaser
liked. If the prospective purchaser had no preference, the
skilled salesman would suggest something. He would tell
about the weight and color of the goods and its quality gen-
erally—stylishness, comfort, durability, etc. He would
describe the cut of the coat, might give its length, and tell
about any special features it had. Special features of the
vest and trousers would also be mentioned. The salesman
would not fail to comment on the fine workmanship of the
suit, and he would tell why it was better than the workman-
ship of most ready-made clothing. He would give the price.
He would speak of the ease with which a good fit could be
had, owing to the superior tailoring of the suits, and to the
presence in the store of a tailor expert in making alterations.
In brief, the skilled salesman by giving specific details would
try to picture in the prospective customer’s mind the clothing
he was trying to sell; and it is just this picture-painting in
words that the ad-writer should strive for.

The best method of getting convincing copy is to ‘‘let the
goods talk.” If the ad-writer can be brilliant and interest-
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ing, so mfich the better, but he shounld at least ‘‘dig” into the
subject to be advertised and tell the important facts plainly.
No amount of apt phrasing or clever epigram makes up for
the lack of plain, concise information about the article. The
article should be studied by the ad-writer as if he were the
prospective buyer. Why is it desirable? What are its
exclusive features? Why is it better than others of its class?
Every meritorious article possesses some feature that makes
it better than other commodities of the same class. It may
be merely the package or the method of delivery. It is a
singular fact, but if a manufacturer or salesman realizes that
he is talking for publication, he often fails to give out
important selling points. The ad-writer should talk with
such a man like an ordinary customer would; then he will
undoubtedly have some strong features pointed out to him.
It is sometimes advisable to hide the memorandum pad until
the required information has been skilfully drawn out of the
manufacturer or salesman in ordinary conversation.

This rule of ‘‘letting the goods talk’’ seems a simple one
to follow, but if the ad-writer can grasp it and carry out the
idea faithfully, he has mastered one of the important prin-
ciples of advertising, for the great weakness of most copy is
that it is full of general claims and contains too few interest-
ing, convincing facts.

Fig. 1 shows an unusually fine example of realistic, con-
vincing copy. It draws a picture in the mind and starts a
train of thought. Copy that thus strikes a responsive chord
in the reader’s mind, that voices his opinions and renews
impressions made at some previous time, is economical
as well as effective advertising, for one hundred words of
such- copy may bring up pictures and start thoughts that
could not be described fully with one thousand words.

9. Truthfulness.—Aside from the moral aspect of the
question, advertising should be truthful merely because
truthfulness pays. When a firm gets the reputation of
living up to its promises and of selling goods that are
always as good as represented, it is a long way on the road
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to success. Misrepresentation and half-truths may sell
goods and may prove successful where the advertiser does
not hope to make a second sale to the purchaser, but such
practice must result in loss of reputatlon and patronage
with most advertisers.

The ad-writer should therefore be careful that all state-
ments and descriptions are truthful—such as he would make
to a close friend. If an article is offered at a low price, the
reason given should be logical and true; if the goods are
slightly damaged, it should be briefly explained how and
to what extent; if the low price is made because there
is too much stock on hand, the fact should be stated; and
SO on. -

If an advertisement states that suits priced originally at
from $20 to $50 will be sold at $18, and there is only one
$50 suit in the lot and only two $40 suits, and these are old
styles, many women that come to the store with the hope of
getting a $40 or $50 suit for $18 will be disappointed, and
the store will lose prestige. Though the statement is
strictly true, it would be better to make a more conservative
statement or at least to point out that there are only three
suits in the lot priced at $40 or more. It should be remem-
bered that no special sale is a success if the subsequent
business of the advertiser is thereby hurt.

10. Value of the Bargain Offer.—The ad-writer
should remember that all the world loves a real bargain
—that special prices, offers, and discounts, limited time in
which an offer holds good, notice of an early advance in
price, premiums to those who purchase during a certain
time, etc., are all great sale-closers. The chinaware given
away with tea and coffee has made sales that have brought
fortunes to the proprietors of such stores. The many
magazine advertisements of slightly rubbed sets of books
at special prices show what forms the bargain offer some-
times takes. But, undoubtedly, many of these offers are
slightly deceptive, the books not being injured at all, and
the scheme cannot, for this reason, be altogether commended.
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The offer of a bookcase or an extra index volume free to
all purchasers of an encyclopedia within a certain time is
another form of bargain that has brought publishers good
results. The bargain offer will always continue to be a most
telling factor in advertising.

Offer real bargains. Don’t claim that a lot of shirts to be
sold at 75 cents each were $1.50 shirts earlier in the season

Shannon
Lawn Mowers
Reduced

We’ve too many 14-inch Shan-
non Lawn Mowers left. We don’t
want to carry them over till next
season; consequently before the
summer’s over we intend to clear
them out at a reduced price.
Remember, there’s not a thing
the matter with them. They
have the same finely tempered
steel cutting blades and the same
easy-running mechanism as any
mower we’ve sold heretofore at
$2.75. We make a new price to
prompt a ready riddance, $1.75.

Think of it, a $2.75 Shannon
Lawn Mower for $1.75. Even at
their regular price they're dis-
tinctive bargains.

Shannon Hardware Co.
816 Chestnut Street

F16.2

if they were sold at $1. The merchant that deceives in this
way will live to regret it, while the one that is strictly truth-
ful about his bargain offers will find they command more
and more attention. Furthermore, a person that gets a real
bargain is likely to become a steady customer. Fig. 2 shows
a good example of a bargain advertisement. The example



r—All-Wool Blankets—
Considerably Under Value

For reasons that are obvious to any thinking
person, we will neither take back nor exchange
any article of bedding that has been out of the
store over night. We are determined that our
customers shall take no chances with bedding
that has been out on approval, and perhaps in
1 a sick room, for nobody knows how long.

Today’s offerings command the attention of
every woman who cares to economize:

At $3 Instead of $4 | At $4.25 Instead of $5
Eleven-quarter blankets of Eleven-quarter blankets of
white wool with wide silk heavy wool—and nothing
binding; red, blue, or pink but wool —with two-inch
borders. i silk binding.

At $4 Instead of $4.50 At $6 Instead of $8

t

Ten-quarter blankets of Twelve-quarter blankets of

soft, fleecy white wool with extra-fine white wool with
two-inch silk binding; pink, 1 extra-wide silk bindings;
blue, or red borders. pink or blue borders.

J. W. ROBINSON COMPANY

235-237-239 S. Broadway

F16.3
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shown in Fig. 3, while giving no reason for the reduction in
price (there was none—the blankets being sold as leaders),
is characterized by good argument and good description.

11. Timeliness.—Timeliness consists in using current
events or local happenings in copy, thus giving an element
of interest to the advertisement that it would otherwise lack.
During the Russo-Japanese war, a breakfast-food manu-
facturer referred in several of his advertisements to the
extensive use of his product as food for the Japanese army.
A gunsmith, on the day following the capture of a house-
breaker by a man that had a revolver handy, got good
results by using the incident to point out a moral as to the
importance of owning a good revolver, such, of course, as he
had in stock. A typewriter company, on the day that the
prize was awarded in a beanty contest, advertised the fact
that the young woman that captured the prize used
their machine, and printed her opinion of it. Immediately
after the nominations in a recent United States presidential
campaign a talking-machine company advertised that it had
for sale records containing speeches by both candidates.
Banks use large space to advantage on the day, week, or
‘month, that wage earners of the community are to be paid.
The service of fireproof, safe-deposit vaults is exploited on
the day after big fires. Similar ideas will suggest them-
selves for use in advertising any business. Do not try to
drag in current events that have no relation to the article or
service to be advertised, but be quick to take advantage of
the fact that public attention has been drawn to certain
events and that minds are then unusually impressionable.
In this way the advertiser may profit by a public interest
that could not be created otherwise except with a large
expenditure. Note Fig. 4. This advertisement appeared
immediately after the price of commuters’ tickets had been
increased by a railroad company entering Philadelphia and
suburbanites were much exercised. The store offered special
reductions to commuters so that they could make up for
the increase in fare.
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12. Seasonableness.—The value of seasonableness of
copy lies in the fact that at certain times of the year the
public mind naturally turns toward goods that are useful at
those times; hence, the mind is in a receptive mood and the
force of the seasonable advertisement is greatly increased.
For example, when the winter season arrives, young people

A Bracelet Season

This Summer will be a popular
Bracelet season. Why? Because
of the short sleeves and long
gloves now so fashionable. And
nothing so much adds to the
charm of a woman’s arm as a
pretty bracelet.

We have a beautiful line of
bracelets in solid gold, in scores
of styles and patterns, plain, en-
graved, and jeweled.

We have a very pretty bracelet,
solid gold, as low as $4. Richer
styles all the way up to $20.

Gold-filled Bracelets, $2.25 to
$5.50.

Our reputation for quality is
your perfect assurance of worth,

A. DAVIDSON

Jeweler and Eyesight Specialist
Davidson Bldg., 15 Steps from Square

F16.5
Seasonable and gives interesting details

begin to think of getting skates; just at vacation time, atten-
tion may be readily drawn to suit cases, traveling bags,
tourists’ (folding) umbrellas, etc.; when spring comes,
light-weight clothing and underclothing naturally come to
the front, and so on. Fig. 5 shows an advertisement that
was used just before the beginning of a summer when
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one-hundred-and-thirtieth year
of our Independence, should
be a time of unusual rejoicing
because of the enactment by
Congress of a law to protect
the people from impure foods.
Every day is Thanksgiving
Day in the home where foods
that overwork the stomach and
starve the body have given |
place to natural foods that sup- wi
ply all the elements for the
building of the perfect human body with the least tax
upon the digestive organs. Such a food is SHREDDED
WHOLE WHEAT. It is made of the choicest white wheat
that grows, cleaned, steam-cooked, shredded and baked. 1Itisa
natural stimulant of peristalsis and supplies all the proteids
needed to repair wasted tissue, in 2 form easily digested by the
most delicate stomach. It is the cleanest and purest of all the
cereal foods and is made in the cleanest, most hygienic indus-
trial building on the continent.
et o e IO
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THE NATURAL FOOD
COMPANY,

Niagara Falls, N. Y.

« O
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fashion had decreed the wearing of short sleeves and long
gloves. y

Manufacturers of goods used the year round take advan-
tage of seasonableness by giving their copy a tone appropriate

to the season. See Fig. 6. .

13. Alliteration.—By alliteration is meant that use
of the same first letter or similar syllables in two or more
words of a sentence that produces a certain smoothness, or
rhythm. In “Buy the Best Bread,” alliteration is produced
by three of the words beginning with the letter B. In “Earn
While You Learn,” the repetition of the ‘‘earn’ syllable
brings the smoothness, and in ‘“‘Practice What You Preach,”
the two P’s produce the same effect. This repetition of
similar sounds lends a pleasing effect to language, but care
should be taken not to make such an effort for alliteration
that the effect will be noticeable. In the foregoing examples,
the alliteration does not appear to be forced. Such a sen-
tence as ‘‘Gaskins, Gloversville’s Greatest Grocer Guarantees
Gratification,”” however, should never be constructed. The
first four words of the sentence might be permissible as a
signature, but the use of the entire sentence would be too
evident an attempt to manufacture an expression with all the
words beginning with the letter G. It should be remembered
that anything that turns the attention from matter to manner
is a detriment.

14. Originality.—Originality in advertising is good,
provided it does not sacrifice clearness and conviction to
obtain cleverness. Straining after new and unique methods
of presenting a subject nearly always results in weakening the
copy, not only from a literary point of view, but also because
the reader’s attention is attracted by the manner in which the
subject is presented rather than by the information.

There should not be such a strain for originality that
the work becomes freakish, because this will merely result
in amusing the reader, or, what is worse, in disgusting him.
Originality within bounds adds interest and zest to copy,
owing to contrast with the more stereotyped phrases of the
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average advertisement. The ad-writer will always do well
to express in a new way those ideas that most writers express
in hackneyed language. Such expressions as ‘‘acme of per-
fection,” ‘“‘we lead, others follow,” etc. are greatly over-
used, and too many advertisers of bread and of mince meat
assert that their products are like the ‘‘kind mother used
to make.”’

The ad-writer should remember that it is always more
important to be convincing than original. The all-important
question about an advertisement is ‘‘will it sell the goods?”’

”»

15. Humorous Advertising.—As a general rule, in
preparing advertisements, it is advisable to write plain,
straightforward prose without attempting to be humorous.
This is particularly true of high-priced articles and of those
that are complicated or for any other reason require more or
less extended argument or description. On the contrary, if the
commodity is low-priced, or is such that it does not need to
be fully described, or does not lend itself readily to descrip-
tion and argument, a touch of humor or quaintness will
sometimes induce a reading more readily than any other
element in advertising. The style of advertising that attracts
the most attention, however, is not always the style that
sells the most goods. To attract attention is important,
but unless the attention-attracting feature of the humorous
advertisement brings out and impresses a selling point, the
effort is largely lost. Take, for instance, the following
verse, which was accompanied by a quaint illustration:

‘‘Bridget quits to wed her steady,
What’s the odds, here’s something ready,
Campbell’s Soups,
Just add hot water and serve.”’

Here, the point is made that Campbell’s soups are handy
to have around in case of emergencies like Bridget’s leaving,
and the point is a good one.

The great objection to humorous advertising is that unless
carefully handled it becomes ridiculous and the prospective
customer is more or less disgusted instead of being inter-
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ested. Hence, the novice is advised to refrain from “trying
to be funny,” and to content himself with setting forth the
merits of the article in ordinary language.

When humor is employed, it should be a means to an end
—not an object. The object of advertising is to sell goods,
not to amuse people. Note Fig. 7. What is there about

S CORNER

Smith-Brown Clothes Sold Here

8

S\\\\‘" "///’4

Finate. Competition

Fie. 7

this advertisement to impel readers to go to the advertiser’s
store to buy their clothing? It is a fact that this advertiser
failed in business soon after this advertisement was used.

16. Brightening Up Copy.—Although the ad-writer,
particularly the novice, is advised to avoid humor as a rule,
on the other hand, dry, stilted, or ponderous language should

204—8
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not be used, as it will likely make the advertisement so
uninteresting that no one will read it. If a person is
already sufficiently interested in an article, he will read an
entire advertisement about it even if the copy is decidedly
prosy; but it is not safe to presuppose such a degree of
interest. The ad-writer should endeavor to make his copy
of interest to the casual reader.

One step in the right direction is the use of short words,
short sentences, and frequent paragraphs. Another step is
the avoidance of cut-and-dried expressions like '‘We beg to
announce to our many friends,”” and so on. Another is to
relieve descriptions as much as possible of the appearance
of being merely a list of selling points. The use of the
language of the class addressed is another ‘‘brightener.” An
apt quotation well followed up by the text sometimes serves
to rivet attention and interest.

Things told in a narrative style and including conversa-
tion make interesting reading. For instance, the ad-writer
might begin in this style: ‘“‘Some folks tell us that our
stock of rugs and carpets is entirely too large for Homer,
and an out-of-town visitor said the other day, ‘I don’t
believe those high-priced Wiltons will find sale here.” We
believe that these persons are mistaken. We believe that
there are plenty of persons in Homer that want the best
things,” and so on. Incidentally, it may be noted that this
‘“‘heart-to-heart,”” frank style is an aid to the building up of
close relations with patrons.

Timeliness and seasonableness of copy also add to its
interest.

17. Paragraphing.—Copy for advertisements should,
as a rule, be paragraphed more than general literary com-
position. Short paragraphs give directness and crispness
to the style, and avoid the uninteresting appearance of a
solid mass of type matter. In addition, paragraphing may
be used to make a certain idea or statement stand out from
the matter preceding and following it and to separate differ-
ent items, as in department-store advertisements.
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Some ad-writers make each sentence a separate paragrach
—a senlence paragraph, in other words. When it is desired
to make the copy chatty, or ‘‘breezy,” this style is good,
provided each sentence conveys a complete idea. There is
some danger, however, that the matter will be abrupt and
disconnected.

18. Use of We and 1.—Where a business is owned by
only one person the use of “I’’ in advertisements gives a
more personal tone than the use of ‘“‘we’’; but there is some
danger of the overuse of “‘I,”” which makes the copy sound
egotistic and bombastic. To avoid this difficulty ‘“‘we” is
used, although, of course, it is really correct only where there
is more than one proprietor. The pronoun ‘‘we’ may be nsed
by the single proprietor to secure dignity and formality in
his advertising. This same effect may be obtained by a part-
nership, or company, by using the firm name instead of the
pronoun. Instead of, “We are able to give great value,”
etc., the copy would read, ‘“‘Jones & Co. are able,” etc.

19. Grammar and Advertising.—Grammatical cor-
rectness is of importance in all kinds of writing, but it
should be remembered that language is a servant, not a
master. Language is a means of conveying ideas to others,
and if at times this can be done better by not following
grammatical rules slavishly, they should be disregarded.
For instance, the ad-writer may use ‘‘the man you deal
with” in preference to ‘‘the man with whom you deal,”
despite the rule given in many works on composition to
avoid ending a sentence with a preposition. According to
some works on composition, it is not the best style to begin
new sentences with the words and and buf,; yet the ad-writer
should feel free to do this when clearness or forcefulness
will be gained. Strength, clearness, and convincingness are
of more importance than any rules. Still, it is a fact thatin
most cases a correct expression is smoother and clearer
than a loosely worded one.

20. Collogquialisms and Slang.—Colloquialisms
(expressions used in common conversations, but rarely in
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literary composition, sometimes referred to as ‘‘the language
of the people’’), can often be employed with good effect, as
they give copy a more personal tone than their formal
equivalents. ‘‘Don’t” and ‘“won’t,”’ for example, may be
used in preference to ‘‘do not’’ and “‘will not’; “‘I’ll” and
“yow’ll” for “I will” and ‘“‘you will”; “‘shouldn’t” for
“should not’’; etc. 3

Slang and colloquialisms are closely related, but the
former is usually incorrect, inelegant, even vulgar, and of
short life, while the latter are standard expressions. As a
rule, the use of slang should be avoided, as it has a cheapen-
ing effect on copy. In some cases, however, depending on
the article to be advertised and the class of purchasers, the
use of slang is permissible. For instance, in advertising
baseball bats, a statement like ‘‘These are the kind to
smash out corking hot liners with’’ would be allowable, as
this is the language of the ball field and would appeal to
ball players more than pure language.

Standing between colloquialisms and ordinary slang are
words and phrases called /rade slang. Every occupation or
business employs such expressions in every-day conversa-
tion, and when so used they are proper. When writing an
advertisement to appeal to members of a certain class,
therefore, the use of its trade slang is allowable and in some
cases is even desirable. Trade slang that has become well
known to the general public may also be used when exploit-
ing goods for general sale.

21. Requisites for Skill in Composition.—The first
requisite of effective writing is to have something to write
about. The ad-writer who attempts to write copy without
having studied his subject and received impressions that lead
up to good ideas will not produce a strong advertisement,
even if he has a good command of language. But when he
has stored his mind with the facts and arguments that would
influence prospective purchasers, he will still fail to produce
a strong advertisement unless he has enough skill in the use
of words to convey his ideas clearly and vividly to others.
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Experience has shown that the conveyance of thought from
one mind to another, whether by speech or by writing, is a
difficult art, in the exercise of which few persons attain
high excellence. The great writers of the world are known
by the fact that their works are capable of producing on the
minds of their readers effects that are vivid and lasting.

Many things are required for giving to literary composi-
tion the highest measure of effectiveness. Some of them are
the following:

1. Skill in the choice and use of words.

This skill will come gradually from constant practice in
conversation, reading, and writing. In this practice, a knowl-
edge of spelling, punctuation, and grammar is indispensable.
A good dictionary and approved works on English synonyms
should be referred to whenever the writer is in doubt about
the meaning or the choice of a word. Conversation with
persons that speak correctly is especially helpful. So far as
possible, the books read should be those written by the best
authors, and they should be read again and again—not so
much for their matter as for their style and for getting a good
vocabulary. A person that does not read some of the best
books and one or two periodicals that contain well-written
articles need not expect to acquire skill in the use of words.
Exercises in composing should be continued until they cease
to be a task and become a pleasure.

2. A logical instinct.

A person with this instinct—a strong sense of orderly
arrangement—will speedily learn to construct sentences that
are clear and forcible, as well as easily understood. Every
element of his sentences will be just where it should be to
produce the strongest possible effect on the hearer or the
reader. Without a sure sense of logical dependence, a quick
perception of order, and a fair measure of constructive inge-
nuity, no one can excel in composition.

3. A sense of beauty and harmony in language.

The exact ideas required to produce a given effect may be
expressed in language so harsh and awkward as to fail in its
intended effect, and serve only to offend or weary the hearer.
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On the contrary, it is well known that an audience can be
delighted by a speaker or a reader even when the matter
presented has no great interest or importance. It is said
that Gladstone could make music of mere statistics, and that
Whitefield, the great preacher, could call forth either laugh-
ter or tears by uttering in different tones the word Meso-

potamia.
To become a skilful writer or speaker, one must have a

sensitive ear and be quick to recognize a beauty or a
blemish in language.

22, Few persons realize how many synonyms there are
for a single word. Consider, as an example, the word
beautiful. There are a dozen or more synonyms, yet each
one has a delicate shade of meaning of its own and is a
more appropriate adjective for some nouns than it is for
others. Note how well these adjectives go with the nouns
they qualify: a beantiful woman, a kandsome man, a pretly
hat, a fair face, a charming entertainer, a graceful figure,
a bewitching smile, a comely matron, a picturesque view, an
attractive design, a delightful surprise, a fine house.

The following example of the various words that may be
used to indicate a collection of things still further emphasizes
the peculiar fitness of certain words for others:

A bevy of girls, a pack of wolves, a gang of thieves, a host of
angels, a shoal of porpoises, a herd of buffalo, a troop of children,
a covey of partridges, a galaxy of beauties, a horde of ruffians, a pile
of bolts, a heap of rubbish, a drove of oxen, a mob of blackguards,
a school of whales, a congregation of worshipers, a corps of engineers,
a swarm of bees, a crowd of people, a flock of pigeons, a fleet ot

. ships, a litter of puppies.

English is so rich in synonyms and different methods of
expressing the same idea that there is no reason why the
ad-writer should use certain words and expressions to excess.

23. Realistic descriptions depend largely on the ad-
writer’s choice of adjectives. Consider, for example, the
phrase ‘‘velvet smoothness”; the word wvelvet here con-
veys as much to the mind as several less appropriate adjec-
tives would convey. The same principle applies to words
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other than adjectives. In the sentence, ‘‘Weis pruning
shears will snip a broom handle,” the word szip conveys
the impression that the shears will cut a broom handle as
ordinary scissors would clip a thread; substitute sever or cut
and the sentence is not nearly so strong.

24, When reading over copy for an advertisement, it is
always a good idea to note whether the same word or
expression has been used two or more times in close prox-
imity; whether the various words and phrases convey the
right shade of meaning; whether the proper adjective is
used with the noun it modifies; whether a single adjective
can be found that will convey a stronger impression than
several other words; etc. It is natural with most persons
to be verbose. Therefore, most beginners will use such
expressions as smell and odor, rough and coarse, when just
one of the descriptive words would be stronger.

25. The ad-writer will find it profitable to read carefully
a well-written advertisement such as is shown in Fig. 1, and
then, without referring to it, write the facts and arguments
of the advertisement in his own language. By comparing
his completed work with the original advertisement, he will
see wherein he has failed to do as well as the skilled writer in
the choice of words, arrangement of ideas, etc. Single
paragraphs like the following may be used in the same way:

Nearly every man, and surely every woman of right
instincts, wants a home—a cozy, artistic, substantial home,
amid pleasant, healthful surroundings, where /Zzing in the
right sense of the word is made possible. The question,
then, of first importance is, ‘‘Where shall the home be?”’
Naturally, the best place is where the home will always be
in a strict residential neighborhood, protected by wise
restrictions that insure an atmosphere of morality and
refinement,”and where the purchase of property is sure to
prove a profitable investment.

For just these reasons, Woodland Heights appeals to
home-loving people. It is an ideal spot, and offers the
home lover who needs rest and quiet after a busy day, a
new world of peace and healthfulness where he can absorb
the influence of nature’s beauties, and enjoy the real com-
forts of life.
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But, aside from the ‘‘home idea,”’ Woodland Heights
offers an opportunity for the investing of savings in real
estate that is not only safe but is more than likely to
double in value within the next few years.

Just a little more than a year ago Woodland Heights
was merely a fine tract of land of about one hundred
acres, sandy, well-drained, and partly covered with
beautiful trees. Now, it is a perfect site for homes—with
broad, well-graded streets bordered with cement sidewalks
and curbing, parkways smoothly leveled and adorned with
young live oaks and sycamores. A complete water system
is installed, affording perfect water supply and fire pro-
tection; and the Woodland Heights car line gives a
fifteen-minute service.

This soap produces a lather that differs from all others.
First, in body: it isclose and profuse. Secondly, in lasting
qualities: it holds its moisture and remains on the face,
thick and creamy, without the drying and smarting effects
of other kinds.

The plan just described is the one that Benjamin Franklin
followed when striving to improve i composition. Persist-
ent practice is sure to bring improvement. The examples
used need not all be advertisements, but, in any case, they
should be selected for the well-written English that they
contain.

26. Study of Human Nature.—To write effective
advertisements, the ad-writer should study human nature.
Vanity and pride in personal appearance influence those who
buy clothing. The desire for comfort and ease helps the
sale of hammocks, easy chairs, etc. The universal love of
money—the desire to get rich—assists the advertising of
investments. Appeals to the appetite make the advertising
of foods more successful. The ad-writer should try to put
himself in the place of the person that he is trying to
influence through the advertisement. He should try to
imagine what would appeal to him if he were that person
and in that person’s condition or circumstances.

If the goods are to be sold to farmers, he should study
the instincts and needs of farmers. If an improved plow is
to be advertised, the farmer will be interested in knowing
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that one man can do as much work with the plow as two men
can do with some other kind of plow, because the labor
question is an important problem with the farmer. He will
be interested in knowing that the improved plow can be
adjusted so that it will plow just deep enough for the soil of
his farm and not too deep; that it is strongly built and not
likely to be broken by rocks or to get out of order in busy
times; and so on.

Is it a baby food? Then the advertisement should be so
written that it will appeal to mothers. The mother’s natural
pride in the health and appearance of her child and her mater-
nal concern for its general welfare must be studied if the
ad-writer desires to make his appeal most effective.

The ad-writer should not imagine that other people will
part with their money any more quickly than he would with
his. One of the most successful department-store adverti-
sing managers goes out in the store among customers and
listens to the conversations that are carried on between
customers and clerks. He stands in front of the show
windows and takes hints from the remarks of those who stop
to look in the windows. He studies the class of people that
come to the store, learns what appeals to them, and prepares
his copy accordingly.

While, in some respects, people are much the same the
world over, it is not safe to assume that the advertising that
is effective with one class will be effective with another.
Campaigns that were successful in the United States have
had to be modified according to British ideas before they
brought proper results in Great Britain.

27. Advertising to Women.—Probably the first divi-
sion of customers that would suggest itself would be that of
sex. Ithas been estimated that about 80 per cent. of all goods
sold are purchased by women. Yet some recent investiga-
tions show that the opinions of men enter largely into many
purchases that were formerly supposed to depend entirely on
the judgment and taste of women. Nevertheless, women buy
practically everything for themselves, nearly all things for
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their children, many things for the men of the family, and
their opinions control to a greater or less extent the purchasing
of all the household supplies, furniture and furnishings, etc.

Women are more readily influenced through advertising
than men, for they are more easily attracted and not so hard
to convince. Also, they have more time to read, consider,
and inquire, and have learned better from experience that
advertising is news, that it keeps them informed about the
latest styles, new products, etc., and last, but by no means
least, that it gives them an opportunity to save money.

Perhaps the most important thing to be considered in
advertising to women is s/yle. Styles in nearly everything
are constantly changing, and most women like to keep up
with these changes as much as possible. Most advertise-
ments to women, particularly of wearables of any sort, should
therefore emphasize style.

A second point is women’s Jove of detail. Almost any
information about an article, provided it is not something
already well known, will be read with interest. For this
reason, articles for women’s use should be fully described.

A third consideration is that women have finer artistic
taste and more love for the beautiful than men. Not only
do the artistic points in the article appeal strongly to a
woman, but every feature of the store and the advertising
makes its impression to the esthetic side of her nature.
Therefore, in advertising wearing apparel, personal and
house furnishings, ornaments, etc., such points as artistic
design, color schemes, arrangement, etc. should be well
emphasized. Artistic illustrations and display appeal to
women more than they do to men.

Domesticity and pride in one’s house are traits that are
strong in women, and these should be appealed to by the
ad-writer whenever opportunity offers. Every woman is
interested in things that will make her home life pleasanter
or easier or that will improve the appearance of the house.

28. Advertising to Men.—The articles that must be
considered with special reference to men are limited to such
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things as are for his personal use or are connected with his
business. But even in the former class, women’s influence is
always more or less in evidence. Clothing, for example, is
often bought at the suggestion or with the advice of some
woman, or to make a good impression on the fair sex.
Other things for personal use, such as cigars and tobacco,
are essentially masculine and should be advertised without
special reference to woman’s taste and prejudices, with the
exception that it is inadvisable to use anything in an adver-
tisement that would offend a woman or prejudice her against
the advertiser. It is a fact that many women read adver-
tisements intended for men and talk them over with husband
or brother.

Men have many of the traits already mentioned as being
strong in women, but in a smaller degree. Style and appear-
ance have less bearing on a man’s purchases; or, rather,
while the desire for style may be as strong as in a woman,
the style must be supported by quality. Some men have
their artistic side well developed, but in most cases to a far
less extent than in women. Strength and simplicity appeal
to men more than mere artistic value.

Men differ from women in that they have less regard for
details. A brief description that covers the main points
fully may produce better results than the full description that
appeals to women. If the main points of an article are satis-
factory, the details frequently get slight attention.

Honesty and reasonableness are two of the primary
requisites in copy for men. Men depend more on the
advertiser’s statements than women, and do not rely so
much on their own judgment; they will trade regularly
with the advertiser whose goods always come up to his
advertisements.

Reasonableness is an essential, because men are not easily
influenced by exaggerated statements. They are more likely
to regard them with amusement and distrust—they see
through them, in other words.

Novelty often appeals strongly to men. A new idea, an
old idea in new dress, or a story will interest a man more
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readily than a woman. This is an important point in
connection with creating and maintaining interest in an
advertisement.

Forceful writing—‘‘hammer-and-tongs” style—often ap-
peals to men, where it might fail to interest or might even
disgust women. Both humor and the free, familiar chatty
style of copy are more effective with men than with women.
At the same time, guard against the natural tendency to be
too ‘‘snappy’” or clever, for this style makes the same
impression that an oversmart salesman does. An ounce of
earnestness is worth a pound of cleverness.

29, Business Advertisements for Men.—The fore-
going remarks on copy for men apply largely to goods for
personal use. Articles used in a business way, such as office
supplies, machinery, and tools used in the various trades,
are usually strictly men’s goods, and woman’s influence with
regard to them is wholly or to a large extent absent.

In copy for these ‘‘business goods” very little attention
need be paid to the personal tastes of the consumer. The
main point is to convince him that the article advertised will
be of practical value in his business. The description of the
goods may be lengthy, provided it is necessary for a clear
understanding. Also, extended argunments may be used if
they are logically presented. Anything that has a bearing
on a man’s business has an actual dollars-and-cents value, and
it will be carefully studied if proper interest is aroused. It
should be remembered, however, that a business man’s time
is valuable, and copy should therefore be concise.

CATCH PHRASES

30. Forms of Catch Phrases.—The purpose of a
catch phrase is to put an idea into words in such an
unusual, pithy, or concise way that the phrase will have
indelibility; that is, will be retained in the public mind and
always be associated with the article or business to which
it refers.
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Some catch phrases depend on alliteration; as, ‘““The Rye
to Buy.” Others are plays on words; as, ‘“Top Coats—
Bottom Prices.”” Auother form is an adaptation of some
old saying, or adage, that is known to every one; as, for
example, ‘‘A Hair on the Head is Worth Two in the Brush.”
In many cases the phrase is merely a brief but pointed
statement or question; as, ‘‘See that Hump?” ‘It Floats,”
“Good morning, have you used Pears’ Soap?”

The more inclusive a catch phrase is made, either with
reference to the article or to the proposition in general, the
more effective will be the phrase. ‘‘It’s all in the Shreds,”’
used by the manufacturers of Shredded Wheat Biscuit, is
strictly true and gives their entire argument in five words.
Their claim is that not only is all the wheat in the biscuit
but also that the shredded form is respon51b1e for the ease
with which the product is digested.

31. Trade-Mark Value of Catch Phrases.—A catch
phrase persistently used comes to possess value as a trade
mark, and for this reason is more frequently met in general
advertising than any other form. In fact, some general
advertisements consist of a catch phrase alone. The phrase
not only serves to identify the goods, but if properly used
will identify the advertisements and also act as a connecting
link between advertisements in different kinds of mediums.
The cumulative effect of such a phrase is of great impor-
tance. A person may see an advertisement one day and
then not see it again for a week or a month; but if the catch
phrase is such that it clings to his memory, he will at once
recognize that the article is not a stranger. If the phrase is
first seen on a bill board and later in a magazine or a news-
paper, the reader at once connects the two in his mind. In
both cases, one advertisement reinforces the impression of
the other.

Mail-order manufacturers also use catch phrases for prac-
tically the same reasons as the general advertiser. One
mail-order firm, for example, uses the phrase, ‘A Kalama-
zoo Direct to You.” This phrase clearly shows the nature
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of the proposition by ‘‘direct to you,”’ while at the same
time the oddness of ‘‘Kalamazoo,” the alliteration of ‘“‘zoo”’
and ‘‘you” and the rhythm of the words make it almost
impossible to forget the phrase.

32. Retail Catch Phrase.—In retail advertising, the
catch-phrase idea is usually applied to the store or to the
method of doing business. Samples of retail catch phrases
are, ‘‘On the Square,” used by a dealer situated on the main
square of a city to indicate both his location and his fair
dealing; ‘‘Credit you? Certainly,” used by a concern sell-
ing on credit; ‘‘The store that saves you money,’’ suggest-
ing uniform low prices; ‘‘Serves you right,” used by a res-
taurant; ‘‘Newman, the Shoeman”’; “When in doubt, buy of
Osgood”’; etc.

33. Catch-Phrase Headings.—A less common form
of catch phrase is the one that has value only in the adver-
tisement in which it appears, and is not intended to become
a ‘‘trade-mark phrase.” ‘‘Top coats—bottom prices” is
such a phrase. Used as a heading, a combination like this
often excites more interest (and hence increases the likeli-
hood of the advertisement being read) than would a more
common wording like “Top coats at lowest prices.”
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COPY SUMMARY

ACTUAL EXAMPLES OF CONSTRUCTING
ADVERTISEMENTS

34. The novice in the advertising business will undoubt-
edly find it somewhat difficult to assemble his ideas pre-
liminary to writing copy; therefore, the following copy
summary is given to assist him. The preparation of a
similar summary should be a preliminary to the writing of
copy for any advertisement, at least until such time as the
ad-writer becomes so expert that he can readily pick out and
keep in mind the main features of the proposition.

Before writing the copy, the ad-writer should answer the
following questions to his own satisfaction:

1. By what plan is the article or service to be sold? (Is
a retailer to advertise it? Is the manufacturer to advertise
to create a demand on retailers? Is the sale to be made by
mail? etc.)

2. What class of prospective customers am I trying to
influence? (Men or women? City people or country people,
or both? Well-to-do, poor, or middle class? etc.)

3. What are the tastes, needs, and manner of reasoning
of these people? What will probably be their objections to
buying, and how may these objections be overcome?

4. In what medium is the advertisement to appear?
(Newspaper? Magazine? Street car? Bill board? etc.)

5. What is to be the size of the advertisement? (Width?
Depth?)

6. Shall ‘“‘season,” current event, local happening, etc.
be used?

7. What selling points of the article and what features of
the selling plan should be introduced? That is, if I were one
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of these prospective customers, what would interest and
influence me?

8. What heading is most likely to attract the favorable
attention of prospective customers? (Name and selling
point of article? Question, suggestion, or command about
use, need, or benefit? etc.)

9. Would illustration strengthen the copy? If so, what
style and size of illustration should be used?

Note.—While the questions about the size of the advertisement and
about illustration are important, no attempt should be made to show
size until the Section devoted to Layouts has been studied and no

attempt should be made to show illustrations until Advertisement
Zllustration has been studied.

10. Shall price be presented? If so, how shall it be
presented? (In heading or near the end of the advertise-
ment? Cash or instalment? etc.)

11. Is it best to try to have the advertisement complete
the sale, or should this be left to a salesman or to a catalog,
booklet, etc.? If the advertisement is to complete the sale,
what is the strongest closing point?

After writing the copy, answer this question:

12. Is the copy clear, concise, complete, truthful, inter-
esting, logical, convincing, grammatical, properly spelled,
properly punctuated, and properly paragraphed?

When satisfied that the copy is as good as can be made,
read it to some friend, if possible. By so doing it can be
learned how the copy will appeal to others, and perhaps minor
weaknesses that have been overlooked may be discovered.

COPY FOR A SAUSAGE ADVERTISEMENT

35. In order to show clearly the application of the fore-
going instruction, the various steps in preparing copy for a
retail-market advertisement of sausage will be described.

In General Definitions, ten sources of information with
regard to the selling points of an article were listed. Of
these, six can be used in the present case: The manufac-
turer and retailer of the article (one and the same person in
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this instance) can be consulted; probably several users of
the article are known to the ad-writer; or he may have eaten
this make of sausage himself; investigation into the methods
of manufacture, nature of ingredients, etc. may be made; and,
lastly, probably any obtainable advertisements and booklets
of other makers of sausage would prove helpful.

36. Analysis of Sausage Selling Points.—Having
obtained from the available sources all possible informa-
tion about the sausage, the next thing to do is to make
a careful analysis of the information. Referring to the
sheet containing the Analysis of Selling Points, checking
off the points that apply to this sausage, and adding addi-
tional or special ones, the following list of classified points
is developed:

Flavor.—Delicious and appetizing.

Taste.—Tempting and spicy, but not overseasoned; fresh
because made every day.

Qualify.—Superior, because of material and method of
manufacture.

Material.—Best selected pork is used, not. scraps, and
nothing but pork; spices used for seasoning are the purest
obtainable.

Workmanship.—The maker of this sausage follows a
receipt that he has used for 20 years; utmost care is used
throughout entire process to maintain high standard; repu-
tation of sausage and maker is well known throughout the
county.

Reliability.—Reputation of both manufacturer and sausage
is a guarantee of reliability.

Purity.—Guaranteed absolutely pure in every way; no
preservatives, coloring, or adulterants of any kind used;
“home made’ on the premises, which are kept scrupulously
clean; clean, careful help; always glad to have visitors call
for inspection at any time; sausage is put up “‘in the case”
and “‘loose’’; the loose sausage is packed in air- and dirt-
proof packages, which keep it fresh and clean.

Price.—Same as for ordinary sausage.

204—9
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Selling Plan.—Case or loose sausage sold in 1-pound
packages only; mail or telephone orders accepted; free
delivery anywhere in town; six daily deliveries.

37. Copy Summary for Sausage Advertisements.
The Copy Summary should now be made. The answer to
the questions in Art. 34 would be about like this:

1. The retailer, who is in this case also the manufacturer,
is to advertise the sausage.

2. Housewives of the great middle class.

3. Likely to be interested in ‘good things for the table,
but probably already buying some other sausage regularly.
Advertising will have to emphasize quality strongly in order
to induce them to change.

4. Newspaper.

5. About 3 or 33 inches deep; two columns wide.

6. No.

7. It is evident that the list in Art. 36 contains unim-
portant selling points and those which may belong to other
makes of sausage. The following, however, belong to this
sausage alone, or if to other sausages, in a smaller degree:
Home made; strictly pure ingredients; nothing but best
selected pork and spices; always fresh; made every day from
receipt used for 20 years; sealed packages; six daily deliveries.

8. Name and selling point of the article.

9. No illustration needed.

10. Price should be given; but as it is not special, its
logical place is near the end of the advertisement.

11. It is best to have the advertisement complete sale, if
possible, because it will be difficult to induce prospective
purchasers to come to the store to see the sausage. Mention
of free delivery six times a day and a suggestion that the
reader telephone for a trial pound are good closing points.

12. Question 12 can be answered, of course, only after
copy has been written.

Fig. 8 shows the advertisement as set up. Note that the
information and the argument have been reduced to a few
sentences. y
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COPY FOR A REFRIGERATOR ADVERTISEMENT

38. As another example, the preparing of an advertise-
ment of the Blaine refrigerator, for sale by a local hardware
store, will be described. It is assumed that the ad-writer has
little knowledge of refrigerators in general and no knowledge
of this particular refrigerator. The necessary information
may be obtained as follows:

Our Home-Made
PorK Sausage

is the most delicious you ever tasted. No more like
the packing-house article than chalk is like cheese.
Has the true home-made flavor, and contains nothing
but selected fresh pork (no scraps) and purest spices.
Not overseasoned; just right. Always fresh; we make
it up every day, just as we have for 20 years. Our
clean kitchen is open to visitors. Cobb’s Sausage
costs no more than others. In the case, or 1

loose, in 1-pound sealed packages, per pound 5C

Six deliveries daily. Telephone us
to leave you a trial pound today

Cobb ®, Co., 461 Palfry

Telephone, 20 Main

FiG. 8

1. From the manufacturer’s catalog, of which the dealer
would probably have a copy; or the catalog could be obtained
from the manufacturer.

2. If the ad-writer could talk with the mhanufacturer’s
traveling salesman, he could also get information, but as the
salesman’s visits would be infrequent this source could be
used only in special instances.
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3. From the dealer himself, who also would act as buyer
of his stock, except in the largest stores.

4. Local purchasers of the refrigerator could be inter-
viewed.

5. The ad-writer should also examine the refrigerator
carefully with a view to discerning selling points that might
otherwise be overlooked.

6. A study of advertisements, catalogs, etc. of other
refrigerators might suggest some points of value.

39. Refrigerator Analysis.— A careful application
of the Analysis of Selling Points suggests the following
points:

Appearance.—The refrigerator is a new model of substan-
tial, attractive appearance. The hardwood used is handsome,
natural, dull-wax finish.

Size.—Three sizes.

Quality.—High.

Material.—High-grade hardwoods, best that money can
buy. Porcelain one-piece linings that cannot break, crack,
discolor, chip, craze, or absorb moisture. Strong castors.
Smooth and easily washed.

Workmanship.—Refrigerators are faultlessly finished; per-
fect cabinetwork. One-piece linings made by patent process.
No other manufacturer can duplicate them. Manufacturer
has had 10 years’ experience in making these refrigerators.

Durability.—Will last a lifetime; will outwear several cheap
refrigerators.

Healthfulness.—Absolute safety from disease germs of all
kinds. No lurking place for decaying food, because of one-
piece construction of linings. Perfectly dry atmosphere all
the time.

Reliability.—Guaranteed; free trial offer enables purchaser
" to verify every statement made by advertiser; indorsements
—can refer to several satisfied purchasers in this town; in
use for 10 years without a single case of dissatisfaction;
thousands in use.

Utility.—Used daily.
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FEconomy.—Saves work because easily cleaned; saves
money because it saves ice; saves health and doctor’s
bills because it keeps food in perfect condition; saves
worry. i

Price.—Reasonable; special for next 60 days in order to
introduce locally; will be advanced at end of that time.

Selling Plan.—Sold on 30 days’ trial; money refunded if
refrigerator has proved unsatisfactory at end of that period;
instalment plan if desired.

Additional Point.—The refrigerator is odorless owing to a
proper circulation of dry air.

40. Refrigerator Copy Summary.—The answers to
the questions in the Copy Summary are:

1. Retailer is to advertise the article.

2. Housewives almost entirely. Some husbands might
be interested in article, but they probably would not have
time to investigate. As this refrigerator sells for a good
price, poor people could hardly afford it. All other house-
keepers could be regarded as possible customers. The
hardware dealer is in a fair-sized town, where people are
accustomed to buying through advertising and respond
readily to good advertising.

3. These prospective customers will probably look favor-
ably on a refrigerator of this class; that is, most housekeepers
that do not own so good a refrigerator would probably like
to own one. The obstacles in the way of the sale will be the
fact that many of these housekeepers will have an old or
cheaper refrigerator. The comparatively high price of the
Blaine will be an objection to overcome with a great many.
The best way to overcome the objection is to emphasize the
necessity of a healthful refrigerator and the high quality of
the Blaine.

4. Newspaper.

5. From 6 to 7 inches deep; two columns wide.

6. Yes. Typhoid epidemic in city. This fact may be
used to emphasize the urgent need of a germ-proof refrig-
erator.
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7. The following points apply to this refrigerator alone,
or apply to this refrigerator to a larger degree than to any
other:

Safety.—Germ-proof, owing to construction of food com-
partments. These are made of solid porcelain without joints
of any kind to afford lurking places for decaying food.
(Typhoid sometimes originates in just such places.)

Material.—This porcelain cannot chip, craze, break, dis-
color, or absorb moisture. These last selling points are
claimed for other porcelain-lined refrigerators, but usually
cannot be substantiated owing to the inferior grade of
porcelain used, which sooner or later becomes imperfect.
Blaine porcelain is made by secret patented process and is
guaranteed to remain perfect for a lifetime. The surface of
the porcelain has an unusually high glaze; hence, refrigerator
can be cleaned more easily than any other.

Saves Money.—Porcelain is very thick and naturally stays
cold. This saves ice; hence money.

Circulation of Air.—Refrigerator is so designed that there
is constant circulation of dry air. This dryness prevents
food from deteriorating. This claim is made for other
refrigerators, but the Blaine circulation is superior.

This germ-proof idea, together with the fine material,
workmanship, and appearance should make a favorable
impression on readers.

8. Name of article combined with the germ-proof selling
point.

9. Yes. An attractive illustration of the refrigerator
that showed its good points would make the advertisement
not only more attractive but more convincing. An illustra-
tion 23 or 8 inches deep would be large enough.

Note.—While an illustration would improve the refrigerator adver-
tisement, until Advertisement [llusiration is studied most of the
examples will be all-type advertisements.

10. Price should be quoted in the latter part of the body
matter.

11. As the refrigerator is on sale in the local retail store
it is not practicable to try to make the advertisement com-
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plete the sale. The offer of a free trial for 30 days and to
refund money in case the purchaser is dissatisfied, together
with preceding information and argument, should be suffi-
cient to bring prospective customers to the store, where the
sale may be completed by a salesman.

12. After the copy was written, question 12 was carefully
considered and answered in the affirmative.

Fig. 9 shows this advertisement as it appears when set up
in type. It is not practicable to try to include in one adver-
tisement all the points brought out in Art. 39. Some of
the good points that are omitted could be incorporated in
other Blaine Refrigerator advertisements.

COrY FOR VARIOUS ADVERTISEMENTS

41. In showing the construction of the sausage and the
refrigerator advertisements, the uses of the Analysis of Sell-
ing Points and the Copy Summary were explained and
demonstrated in detail. A sheet containing the Analysis of
Selling Points and the Copy Summary is furnished for each
advertisement to be written. Throughout this Course it is
expected and required that the selling points of the com-
modity to be advertised shall be checked off on the list, that
the additional or special selling points shall be written down,
and that the ad-writer will ask himself the questions of the
Copy Summary and thus assure himself that his advertise-
ment is the most effective that he can prepare before send-
ing his work for criticism.

42, Naturally, there will come a time when the mind
will be so trained that this discovering of the selling points
will be done almost instinctively, and when it will be
unnecessary to check off the selling points on the back of
the chart before writing an advertisement; and in due time
the ad-writer will be able to see that his copy is just what it
should be without being obliged actually to ask himself all
the questions of the Copy Summary. This facility is some-
thing that is possessed only by expert, experienced writers,



The Only Germ-Proof Refrigerator

You're boiling all water, of course, but haven’t you over-
looked the fact that there is another source of typhoid troubles
—the refrigerator? The ordinary refrigerator is full of typhoid
breeding places—joints, cracks, crevices—where decaying food
lodges.

Take no risks; protect your family by buying a Blaine, the
only germ-proof refrigerator. Its pure white, highly glazed
lining is one solid piece, no joints, no crevices, and all corners
are rounded. There is absolutely no place in

THE BLAINE

where decaying food can lodge. And better still, there never
can be; Blaine porcelain cannot break, crack, chip, craze, or
discolor in any way. The patented manufacturing process is
the reason; absolute safety the result.

The Blaine is made by the well-known Blaine Manufactur-
ing Co., of Boston, Mass., and sold under a positive guarantee
to refund money if ordinary, careful use develops any defect
within 10 years. No other refrigerator dares give such a
guarantee. The Blaine is built of the finest thoroughly sea-
soned white oak, wax finished in the natural color. Improved
model, the result of 10 years’ experience in making refriger-
ators.

To introduce the Blaine, until June 1 we will sell it ata
reduced price, and on 30 days’ trial. Your money back—if you
want it—and no questions asked. Three different sizes in our
stock.

Blaine No. 61: two food compartments, four
shelves; front opening, 100-pound ice box; $20 50
regular price, $25. For next 60 days, . . . *

Rowe, Robinson & Smith
iﬂiﬁ,ﬁgé';':..f;’,' 249 Massachusetts Avenue

F16.9
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however, and throughout this entire Course the Analysis of
Selling Points and the Copy Summary should be used in
preparing the advertisements.

In the other demonstrations of copy writing that follow,
the process of finding the selling points and of answering
the questions of the Copy Summary will not be given in the
detail that they were in the construction of the sausage and
refrigerator advertisements; but it should be understood
that these processes are followed in the construction of all
the advertisements shown in this Section as specimens of
good copy.

43. Copy for a Soap Advertisement.—Soap is an
article of common use, and unless the particular soap that
is to be advertised has some qualities not found in any
other soap, there is no need to fill space with arguments
to the effect that people should use soap. If a shampoo
soap that is a cure or a partial cure for dandruff is to be
advertised, then it would be well to begin with something
that will induce persons that are annoyed with dandruff to
use this soap for the trouble. But if the soap is designed
for ordinary toilet use, the entire information and argument
should be devoted to showing merely that this particular
soap is superior, or superior at its price, to any other soap
on the market. If there are special uses in which it sur-
passes most other soaps, then the most should be made of
this point. For instance, in their advertisements, the adver-
tisers of Ivory soap have pointed out the superiority of
Ivory for the washing of lace curtains, blankets, ostrich
feathers, etc. All of this is decidedly educational and is
good advertising.

Resinol ‘soap, according to the claims of the makers, is
made up of (1) oils that nourish the skin; (2) resinol, an
agreeable, healing emollient; and (8) suets of the best
quality. The statement is made that Resinol soap not only
does all that other soaps do, so far as its cleansing qualities
are concerned, but does a great deal for the skin that other
soaps do not do—that it stimulates a healthy action in the
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skin, is the proper food for the ‘‘invalid skin,”” so to speak,
and that it has a cooling, pleasant effect.

The price of Resinol soap being 25 cents a cake, it is
obvious that a great deal of space should not be given to
its ordinary cleansing gualities, however good they may be,
for the public can buy other soaps much cheaper that will
answer for toilet purposes. Unusual features—the individual
selling points—must be the principal selling points. The
claim that Resinol soap does something for the skin that
other soaps cannot do must be proved in order to induce
buyers to pay 25 cents; and it must be shown that instead of
the price being high, it is really low for a soap of the quality
of Resinol. As the soap belongs in the medical class, it is
better sold through drug stores than through grocers, and
in order to create a demand on the druggists and induce
them to handle the soap, the admonition of the advertise-
ment should be “‘Get it at your Druggist’s” or words to
that effect. In order that the force of the advertisement
may not be lost, the direct-command style of admonition
may be used. Carrying out these ideas, the advertisement
shown in Fig. 10 is produced.

44. cCopy for a Hand-Numbering-Machine Adver-
tisement.—While thousands of business offices use hand
numbering machines, the person at whom an advertisement
for an article of this kind should be directed is the man that
has not yet learned the use of one—that does not appreciate
the time it saves or the quality of work it does. The man
that does not know the value of a hand numbering machine
will not buy one merely from reading a description of it.
From mere descriptive advertising, he may in time get a
general impression that the particular machine advertised is
a good one, but unless for some other reason, such as a
certain need in his business or seeing an acquaintance use
the machine, he concludes to buy; a mere description will
not be sufficient for effective advertising.

Therefore, the mission of an advertisement for a machine
like the Bates hand numbering machine should be twofold:



A Peculiar Soap

Brings Health and
Beauty to the Skin
RESINOL SOAP is a peculiar soap. It
is totally unlike any other soap.

~ Itis not meresoap. It isascientific com-
bination of gentle skin-feeding oils, selected
suets, and RESINOL—the most balmy, cool-
ing, healing, and effective skin emollient
known to medical science.

RESINOL SOAP is a wonderful soap. It
produces wonderful results.. It gives in com-
pressed and durable form all the best factors
that count for skin beauty, skin transparency,
skin stimulation, skin health. Thirty days’
use of RESINOL SOAP will work such
changes in a sickly skin that it will find a
permanent place on your toilet table. It is
the ideal skin Soap—cooling, healing, nour-
ishing—a veritable blessing to a parched skin.

Go to your druggist’s today and ask fora
cake of RESINOL Soap. It costs only 25
Cents.

Buy a cake. Try it.
~ Watch the Results

43

F1e. 10
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first, to convince business men that it is to their interest to
use a numbering machine—that the numbering of orders,
index cards, statements, etc. is a time- and trouble-saving
practice; and, second, that the Bates machine is the best in
the market. The uses of a numbering machine are so
various that all cannot be mentioned in the advertisement;
but a few may be given, and these will suggest others to the
mind of the reader. Furthermore, a booklet may be offered
that will give the particular uses of the machine in various
lines of business. It is not desired to make direct sales, but
to send the reader to his regular dealer. Having obtained
these points from the use of the Analysis of Selling Points
and the Copy Summary, the advertisement shown in Fig. 11
was_ prepared. The copy originally occupied half of a
magazine page, and was 8 inches deep.

45. Copy for a Waist-Sale Advertisement.—In
writing an advertisement for the purpose of selling a large
assortment of women’s waists, the space that can be given
to each article is necessarily small. There is great differ-
ence in tastes to be considered and there are many pocket-
books to be suited. Consequently, one or two sentences
dealing with the chief points of description and the strongest
selling arguments are all that can be devoted to one article.
An advertisement of this kind for a store that has for its
patrons the great middle class is almost worthless unless it
gives prices. Quality, terse descriptions of the style, and
price should be the leading selling points. A short introduc-
tion is also appropriate in an advertisement of this kind. The
result of using the Analysis of Selling Points and the Copy
Summary is shown in the advertisement reproduced in Fig. 12.

46. Copy for a Real-Estate Advertisement.—A
great many suburban lots are bought as locations for homes
and a great many more are bought as investments. Lots
may be advertised either way, or both arguments may be
introduced. Then, the idea of safety may be brought out;
that is, the fact that real estate bought at a reasonable price
cannot depreciate like many other forms of investment.
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Numerical Systems
Save Money

The use of numbers will simplify your
records and make them absolutely accu-
rate. You should number every order
and keep a numbered carbon duplicate.
Every requisition, cost ticket, statement,
check, prescription, ledger card, etc.,
should have a number. A Bates Num-
bering Machine will do all this work in
half the time and at half the expense
required by any other method.

The
Bates
Numbering
Machine

saves enough fn a
lew months to pay °
for itself. With it
a boy can do twice as
muchnumberingwork
asaskilled peaman— ~3 cannot supply you, write
and doit better. Auto us. Do not accept a
m:"c{: ;ﬂunmp mtakc' l cheap substitute. Book-
o LAY T G ] 1<t No.5,teliing how the
ll Bates will save time

The ||
Bates
Numbering
: Machine

working parts are ol
hardened steel. Lasts

Numbers  consecu-
tively, duplicates, or
repeats.

Bates Mfg. Co.
Orange, N. J.
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§3 COPY FOR ADVERTISEMENTS 47

If the lots are to be advertised as an investment, the facts
as to why the price is likely to advance should be brought
out clearly. There are so many ‘‘fake’” investments adver-
tised that the average person is not likely to put money into
anything unless he is thoroughly convinced that it will be a
profitable venture. Building operations, the trend of the
city in the direction of the property, transportation facilities
and the contemplated improvements in them, sewerage,
pavements, water, schools, churches, and all other features
likely to attract home builders are important points. The
fact that the lots may be bought with a small cash payment,
with the balance payable in small monthly instalments, ‘is a
good selling point. Title is an important consideration; and
if the title will be guaranteed by the leading title company
of the city, another strong selling 'point is scored. The
favorite and best admonition to the reader is to ‘‘come and
see the property.”” Some real-estate companies offer to pay
the car fare of all visitors.

There are not many points in the Analysis of Selling
Points that apply to a subject like this, but the principle of
the analysis may be carried out. An exhaustive study of the
thing to be advertised will uncover many strong facts and
arguments. After analyzing a suburban real-estate prop-
osition and applying the Copy-Summary questions, the
advertisement shown in Fig. 13 was produced.

-

47. Advertisements in Series.—It is not always
advisable to try to present all the selling points of a com-~
modity in one advertisement. If the article is of such a
nature that the consumer must be gradually educated up to
using it, a series of advertisements may be prepared, each
advertisement featuring one selling point. While the various
advertisements of such a series may be of the same character,
so that the reader will recognize the connection, each may
be complete in itself. The sausage advertisement in Fig. 8,
for example, does not include all of the selling points’ of
the commodity; nor does the refrigerator advertisement
shown in Fig. 9.
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§3 COPY FOR ADVERTISEMENTS 49

Fig. 14 illustrates how this idea of a series of advertise-
ments may be carried out in telling a factory story. These
advertisements appeared in a trade paper and attracted much
favorable attention. Only five of the advertisements are
shown here; there were ten in the series.

Even when there are not a great many selling points, it
is best in most cldsses of advertising to change the adver-
tisement from time to time, lest it become monotonous
to readers. This is particularly true in retail advertising
because the advertiser addresses the same people day after
day. In the mail-order business, where a great many new
readers may be reached with additional insertions, an effect-
ive advertisement may be used for some time without
change. Change of copy does not mean that a strong idea
must be abandoned. The idea may simply be presented in a
different way. There have been dozens of interesting adver-
tisements prepared for a well-known safety revolver and in
all of them the principal point has been the safety device of
the firearm.

On the other hand, an advertiser, such as the proprietor
of a shoe store, may find it profitable to exploit on one day
a shoe that has comfort for its strong point, on another day
a shoe that has style as its chief feature, and so on. What
appeals to one class of readers does not always appeal to
others; ‘‘different.kinds of fish are caught with different
kinds of bait.”

The mistake of including in one advertisement a general
list of everything is common among retailers. There is no
need for this listing except in special sales and in adver-
tising such goods as groceries. Judicious advertising of
specialties will educate the public up to believing that the
advertiser has desirable goods of many kinds. While remem-
bering that some advertisements should incorporate all the
strong points, the ad-writer should also remember that others
are stronger in a series with one or two good points in each
advertisement. To include too much in one advertisement
or to have one tiresome sentence may mean losing the
reader’s attention and wasting the advertiser’s money.

204—11






CORRECT AND FAULTY DICTION

INTRODUCTION

1. A man may become a successful salesman or a
successful advertiser in spite of the fact that the language
he uses is not always grammatically correct, but he will labor
under a disadvantage. If he succeeds it will be because he
has the true advertising instinct and knows by intaition or
experience what facts and arguments will induce people to
buy.

The ability to write the English language correctly is not
alone sufficient to make one a successful advertiser, or even
an effective writer, for, as has been emphasized in another
Section, good ideas are more important than correct words.
Nevertheless, as the ad-writer can scarcely afford to employ
a critic to correct grammatical errors, and as he is never
safe in leaving mistakes to be corrected by printers and
proof-readers, it follows that he labors under a great dis-
advantage if he is unable to write correct English, or at
least English that contains no glaring errors. The salesman
that says ‘‘them things’ for ‘‘those things’ may be pitied
for his ignorance or his slip may be excused on the ground
of carelessness in speaking, but the ad-writer that makes
such an error cannot be excused, for his mistake may be
printed and will be noticed by thousands, to the discredit of
the advertiser. It may be safely stated that no advertiser
cares to employ a man that cannot write grammatically. A
single grammatical error in a letter of application is usually
enough to debar an applicant from favorable consideration.
Copyrighted by Inte tonal Textbook (e y. Entered at Stationers' Hall, London
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2 CORRECT AND FAULTY DICTION §4

Therefore, students of advertising that are poor grammarians
should overcome this deficiency before undertaking practical
work. Every ad-writer should own a first-class grammar,
one or more works on composition and rhetoric, a good
dictionary, a volume of familiar quotations, and a com-
prehensive book of synonyms, and he should refer to
them constantly.

2. A great many common errors are made merely
through carelessness and not because those who make them
are ignorant of the rules of grammar or of differences in the
meaning of words. This Section does not take the place of
a grammar, but it deals with errors that are most common
in the work of ad-writers, in correspondence, and in conver-
sation. Grammatical terms have been avoided as much as
possible in the explanations. If the beginner has any diffi-
culty in understanding the terms used, he should refer to
his dictionary and grammar. It is not expected that this
entire Section will be mastered at once; it should be reviewed
from time to time and used for reference.
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PRINCIPLES GOVERNING THE POSSESS-
IVE CASE AND VARIOUS
PARTS OF SPEECH

THE PRONOUN

THE PRONOUN AND ITS ANTECEDENT

3. Agreement in Person, Number, and Gender.
So far as possible, the pronoun must agree with its antece-
dent in person, number, and gender. In the following the
correct pronouns are in parentheses:

Every person in the store should know ftheir (say Ais) duty.
His form had not yet lost all Zés (say #/s) youthful grace.

When the gender of the antecedent is uncertain, or when
it includes both sexes, if a singular pronoun is required, the
masculine forms #e, kis, or him are to be preferred to the
double /%e or she, kis or ker, etc.

If any employe wishes to leave, 4¢ (not ZAey) will please give some
notice of 4és (not tkeir) intention. i

Usually, however, such sentences can be so constructed as
to include both sexes more clearly.

Employes wishing to leave will please give some notice of their
intention.

4., Antecedents for Collective Nouns.—Collective
nouns, unless they denote persons as such, should not be
represented by w/ho. 1

The family Zkal (not whom) came to the store.
He instructed and fed the crowds #kat (not who) surrounded him.

5. Place of the Pronoun.—The pronoun should be so
placed that there can be no mistake as to its antecedent.
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Do not put between the pronoun and its antecedent a noun
that may be mistaken for the antecedent.

Jones secured me a good place in Brown's company by represent-
ing that 4¢ and I had been college friends. Belter, Jones, by repre-
senting that he and I had been college friends, secured me a good
place in Brown's company.

An antique clock ticked against the wall whick was beautifully
decorated.

Which was decorated, the clock or the wall? The follow-
ing revision is clear:

An antique clock, beautifully decorated, ticked against the wall.

6. Confounding of Antecedents.—The pronoun

. should so agree with its antecedent as to represent the
same idea and not confound a name with the thing named.
Boston is a proper noun, whick distingnishes it from other cities.

Say, The word Boston is a proper noun to distinguish the city of that
name from other cities.

7. The Relative That—The relative zkaf should, in
the following cases, be preferred to who, whom, or whick,
unless a preposition is required before the relative:

1. After a superlative when the relative clause is
restrictive.

Saturday is the earliest date that (not whick) will suit.

.2. After the adjective same with a restrictive clause.
It is the same goods that we offered yesterday.

3. After who used as an antecedent.
Who that saw him failed to be charmed?

4. After two or more antecedents that denote both
persons and things.
He spoke of the men and the sights that he had seen.

5. After an antecedent unmodified except by a restrictive
clause.
Thoughts that breathe and words that burn.

6. After an antecedent introduced by z7.

It was information #%af he wanted, not argument,
It was not / that he was seeking.
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7. After only and all.

He was the only writer fhaf reached the required standard.
Avoid al/ expressions that are used commonly by other advertisers.

8. After a negative.

There has never yet been a writer that could build a strong adver-
tisement when he had no material but smooth sentences.

He wrote on 7o subject Zkaf he had not studied.

Nothing that he saw pleased him.

None that deserved praise failed to receive it.

9. Analogous to the negatives are such terms as scarce,
scarcely, merely, hardly, few, rave, seldom, etc.

Scarcely a day passed that did not bring orders.

It was merely a passing remark tha! he uttered, but it suggested
the chief selling point of the campaign.

There was /ardly an applicant thal could speak correctly.

Few that tried were successful.

Rare was the day tha! saw her unemployed.

Seldom did news reach us that was true.

8. Connected Relative Clauses.—When two or more
connected relative clauses have a similar dependence on the
antecedent, the same pronoun must be used in each clause.

Had he written such copy as that he wrote for the Glenn store, or
which (better, such copy as) Myers had suggested, etc.

9. The Relative and Its Governing Preposition.
The relative and its governing preposition should not be
omitted when they are necessary to the sense of the sentence
or to the proper connection of its parts.

He is still in the situation he was a year ago. Befter, He is still in
the situation ¢z whkick he was 4 year ago.

10. Repeating the Noun.—If a pronoun may have
any one of several possible antecedents, the antecedent
intended should be repeated or the construction should be
changed.

We see the beautiful variety of color in the rainbow, and are led to
consider the cause of 4 (substitute tkaf variely, or the variety).

Several adding-machine salesmen called, and each gave a demon-
stration of his machine. We liked all of them. (As #kem may refer to
either the salesmen or the machines, the noun represented by tiem
should be repeated.)
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11. Place of the Relative.—To prevent ambiguity,
it is necessary to place the relative as near to its antecedent
as possible.

It gives a meaning to words whick they would not have. Belter,
It gives to words a meaning Zkaf they would not have.

There are many words in the English language #%af are sometimes
used as adjectives and sometimes as adverbs. Betler, There are in
the English language many words Zka?, etc.

12. Adjectives as Antecedents.—An adjective should
never be used as the antecedent of a pronoun.

Be altentive; without whick you will learn nothing. Better, Be
attentive; for withoul attention (or otherwise) you will learn nothing.

Some men are too ignorant to be kumble, without whick they are
unteachable (for without whick, put and without humility).

13. Sentences Used as Antecedents.—The relative
which should never represent an assertion.

The manager opposed me, whkick was anticipated. Belter, As was
anticipated, the manager opposed me.

14. Repetition of the Possessive Pronouns.—The
possessive pronouns, my, thy, kis, ker, its, our, your, and
their should be repeated as often as the sense requires.

The city of Scranton and z£s vicinity.

The husband, 4is wife, and fkeir children.

Esau thus carelessly threw away both 4#s civil and A#s religious
inheritance.

15. singular Nouns Distinguished.—When two
singular antecedents connected by and are emphatically
distinguished, both the pronoun and the verb should be
singular.

The good man, azd the sinner too, has his (not kave their) reward.

The butler, azd not the baker, was restored to kis office.

16. Antecedents Preceded by Each, Every, or No.
When two or more antecedents connected by azd are pre-
ceded by eack, every, or no, they are taken separately and do
not require a plural pronoun or verb.

Every plant and every tree produces others after ifs (not theiy) kind.

Each superintendent and cack clerk was ready to do Ais part.

No harsh word and »no cruel deed ever fails to react in some way
upon ##s author.
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17. Antecedents of Different Persons.—When ante-
cedents are of different persons, the first personal pronoun is
preferred to the second, and the second to the third.

Jones and yon and 7 have been praised for our good letter-writing.

You and Jokn have forgotten to do your work.
He and 7 were on our way to Chicago.

18. Antecedents of the Same Gender.—Ambiguity
from pronouns that refer to two or more singular antecedents
of the same gender is very common.

Henry told John that ke had just seen Aés father leave for the station
with kis wife.

Here it is impossible to know whose father was seen, and
by whom, or whose wife accompanied.

19. Relative With No Real Antecedent,—A relative
pronoun should never be left without an antecedent. The
antecedent may be a clause, but when this is the case the
clause must have the value of a noun. Neither can the rela-
tive so used be replaced by t4is, that, these, or those, for these
pronouns also require antecedents.

The boy fell from a second-story window, whick resulted in a broken
arm (and broke his arm).

He was severely reprimanded for his neglect, whick mortified him
very much. Better, He was mortified very much by being severely, etc.

Whitney was the inventor of the cotton-gin; Z4is brought him fame,
though but very little money (for ZAis, substitute tke invention, or an
invention that).

OTHER MISUSES OF PRONOUNS

20. Misuse of Pronouns With the Verb Be.—The
most common misuse of pronouns is that with the various
forms of the verb de. A noun or a pronoun following the
verb /o be in any of its finite modes must be in the nomina-
tive case. In the following examples, the word in paren-
theses is the correct one:

It was me (). 1t was them (tkhey).
1t is him (ke). I tHought it was ker (she).
It wasn’t us (we). 1t isn’t ki (he).
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If you were me (/), you would do the same thing.

Had I been kim (he), 1 should have gone.

1t wasn’t them (they), of whom I spoke.

If 1 had been Aer (she), 1 should have gone.

21. Case of Pronouns After Prepositions.—A pro-
noun used as the object of a preposition should be in the
objective case.

Between you and 7 (m¢), he is no more honest than he should be.
If you had been with /e and 7 (with £7m and me), etc.
No one was in the house except 4e and they (him and them).

22. Precedence of Pronouns.—Usage has established

a certain precedence of pronouns.

Pronouns representing the person addressed should come
first. - X

Pronouns representing persons spoken of should precede
pronouns denoting the speaker and should follow pronouns
denoting the person addressed.

Note the order of the pronouns in the following sentences:

Were you and %e and [/ all in the wrong?

They and we (not we and they), were at the office yesterday.

Smitkh and [ (not /and Smith), will go.

23. Me Being, 1 Being, Us, We.—The objective case
should not be used for the nominative in the absolute con-
struction. The following are from well-known writers:

Me being young, they deceived me (say / being young).

How swiftly our time passes away; and us, how little we are
concerned to improve it (say ard we).

METHODS OF INDICATING THE POSSESSIVE CASE

24. Names of Inanimate Objects.—The names of
inanimate objects should not be put in the possessive case.

The house’s roof; the street’s length; the sugar’s sweetness; the
triangle’s base; the book’s cover.

The of construction is preferable:

The roof of the house; the length of the street; etc.

25. Personified Names.—In personification, or where

there is great energy or importance, the possessive con-
struction is admissible.
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The sun’s heat, or the heat of the sun.
The moon’s diameter, or the diameter of the moon.
The ocean’s roar, or the roar of the ocean.

26. Appositives.—With appositives, the of construction
is generally to be preferred.

The sword of Alexander the Great, #of Alexander the Great’s sword.

But it is not incorrect to say, 7ke Emperor of Germany’s
yacht. .

In constructions like the following it is sufficient to put
one of the nouns in the possessive:

I bought it at Hamilton’s, the shoe dealer.

27. The Phrase Construction.—The phrase construc-
tion is preferable with names compounded of several ele-
ments. The following are somewhat awkward:

The Iuternational Correspondence Schools’ system of teaching; the

Merchaunts and Mechanics Bank’s messenger; the President of the
United States’ inaugural; men, women, and children’s shoes.

Unless it is necessary to be extremely concise, it is better
to say:
The method of teaching practiced by the International Correspond-

ence Schools; the messenger of, etc.; the inaugural of, etc.; shoes for
meu, women, and children.

28. Partial and Joint Ownership.—If two or more
persons own a single thing jointly, the fact is denoted by
making possessive only the last-mentioned name.

This is Smith and Brown’s warehouse.

If several things are owned jointly, the foregoing con-
struction is ambiguous.

These are Smith and Brown’s warehouses.

Here it is not certain whether Smith owns some of the
warehouses and Brown the rest, or whether they are all
owned by Smith and Brown jointly. Such an expression
should be recast.

By a recent will in England a property was to be ‘“‘divided
equally among the brothers and sister’s children.” The
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courts decided that the brothers (not their children) and
the children of the sister were to receive equal shares.

29. Miscellaneous.—Note that there is a difference in
the meanings of the following sentences:

This is a picture of Smith.

This is a picture of Smith’s.

The latter indicates ownership and implies that Smith
may have more than one picture.

Usage favors anybody else’s rather than anybody’s else.

THE ADJECTIVE

COMPARISON OF ADJECTIVES
30. Rules for Comparing Adjectives.—Adjectives of
one syllable are compared as follows:

o er = comparative; as, bright, brighter.
ROstivelt {est = superlative; as, smooth, smoothes?.

Adjectives of two or more syllables usually take the
adverbs more or less before the positive to form the com-

parative, and most or least to form the superlative.

more o 4 more .
ositive = comparative; as beautiful.

less }+p P v'a’{less}e

most

iti . most =
least}+ positive = superlative; as, {least}bzautzlul.

Special Rule.—Adjectives of two syllables, ending in y,
change y to 7 and add er and esf/ to the positive. Many
adjectives of two syllables ending in ow or ¢ take e and est.

lovel : 5 . B .
ho:]e y e comparative; as, lovelier, holier, sorrier, easier,
34 Y + angrier.

Iy superlative; as, lovelies?, holies?Z, sorriest, easies?,
easy est = g
angry '

li
BRUtE {comparative; as politer, mellower, narrower,
mellow er = E
et S\l simpler, nobler.

3 superlative; as, polites/, mellowesZ, narrowes?,
simple est =

simplesZ, noblest.

noble
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31. General Principle.—Many other adjectives of two
syllables are compared with e and esf, when to do so does
not offend the ear.

Comparison is governed by usage, and may usually be
determined by the ear. More and most are preferable to er
and e¢sf when no comparison, but only a high or a low
degree of a quality, is intended. This is known as the
intensive use of the adjective.

A fearsome sound was heard, mos? weird and (most) sérange = very
weird and zery strange.

He should have been less sure = not so sure.

32. Irregular Comparison.—Most of the following
adjectives are of frequent wuse, and are irregular in
comparison:

PoSITIVE COMPARATIVE SUPERLATIVE
bad, ill, evil worse worst
good, well better best
far farther farthest
little less least
many, much more most
old older, elder oldest, eldest
forth (adv.) further furthest
fore former foremost, first
late later, latter latest, last
hind hinder hindmost
nigh nigher nighest, next
neath (prep.) nether nethermost
out (adv.) outer, utter {outmost, G
utmost, uttermost
up (prep.) upper upmost, uppermost
in (prep.) inner inmost, innermost

33. Equality and Inequality.— When equality is
denied or inequality is asserted, neither term of the com-
parison should include the other.

No writings whatever abound so much with bold and animated
figures as the sacred books. (Say, No other writings abound, etc.)

Noah and his family outlived all the people that lived before the
flood. (lnsert otker before people.)

34. Inadmissible Comparisons.—Adverbs of degree,
such as muckh, more, most, so, etc., cannot, with strict gram-
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matical correctness, be joined to adjectives that do not admit
of comparison, such as infinite, universal, unutterable, illimit-
able, triangular, square, perfect, round, and many others.

In the time of Shakespeare and later, double comparatives
and double superlatives were in good usage, but they are
not so now. The following are examples:

At every descent, the worst become more worse.
That was the most unkindest cut of all.

If a box is sguare, it is obvious that it cannot, strictly
speaking, be more square. Nevertheless, forms like fullest,
rounder, more perfect, etc. are in general use cdlloquially.
While not defensible from a grammatical point of view, it
cannot be denied that they convey ideas clearly. Occasional
criticism can, however, be avoided by the use of more nearly
square, more nearly perfect, etc.

35. Need for Care in Comparisons.—In comparisons,
care must be taken to adapt the terms properly.

Iron is more useful than all the metals (the most useful of metals).

He was the oldest of a// his associates (older than any of his
associates).

A fondness for show is of all otker follies the most vain (is the
vainest of follies).

Of all otker simpletons he was the greatest (omit otker).

The English tongue is the most susceptible of sublime imagery of
any language in the world. JBetler thus, Of all languagesin the world,
the English tongue is the most susceptible of sublime imagery.

36. Ambiguity of Any.
some word.

CHIEF OF CorY DEPARTMENT: ‘‘Can you write well on any subject?’*
BEGINNER: ‘‘Yes, I can write good clothing advertisements.”’

The adjective azy is a trouble-

Such a question could be construed as meaning, ‘‘Can you
write well on all subjects?’’ or ‘‘Can you write well on some
special subject?”’ Therefore, it should be so expressed as
to leave no doubt.

87. Former ana Latter.—The construction with former
and /atter with backward reference is cumbrous and difficult.

The successor of Jones and Brown was persuaded to follow the
example of the former rather than the precept of the latter.. Betler,
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The successor of Jones and Brown was persuaded to follow the example
of Jones rather than the precept of Brown.

In any case, former and latfer should not be used where
there are more than two things referred to.

38. Each Other and One Another.—The expression
each other should not be applied to more than two objects;
one another requires more than two objects.

Shall and will cannot usually be substituted for eack olker (not one
another).

Merchants like to see their clerks polite to one another (not eack
other).

39. Agrecement of Adjective and Noun.—An adjec-
tive denoting numbers should agree with its noun.

Twenty feet, nof twenty foot; six feet, nof foot, high; forty years,
not forty year. i

I have not been in London this five years (say these five years).

During that (better, those) eight days we were without water.

If the adjective and the noun are used together as an
adjective they need not agree in number.

I bought a Ahundred-acve farm.

We measured the distance with a fexn-foot pole.

Can you change a kundred-dollar bill?

40. Double Comparisons.—It is correct to say that
one person is /landsomer than another or to say that he is
more handsome, but more handsomer is incorrect. If more or
most is used, the suffixes e7 or es? should be omitted.

ORDER OF ADJECTIVES

41. When several adjectives are joined to a noun, their
order should be from the general to the specific—from the
less concrete to the more concrete.

Two poor, ragged, half-starved, motherless boys.

If the meaning does not determine the place of the adjec-
tives, arrange them in the order of their length, the longest
being nearest the noun.

A pure, wholesome, strengthening food.
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Adjectives of number usually precede adjectives of quality
and follow other adjectives.

These two large, red automobiles.

Placing adjectives after the noun sometimes increases
their emphasis. .

This wood, strong and well seasoned, is brought to the shop, etc.

42. In using together adjectives denoting ordinal num-
ber, such as first, last, fiftkh, etc., and adjectives denoting
cardinal number, such as one, six, etc., the ordinal should
precede the cardinal.

The first three (not three first) days of the sale.

THE ADVERB

43. Comparison of Adverbs.—Many adverbs derived
from adjectives of quality are compared; the comparison is
usually made by prefixing more and most or less and least; as,

PosiTive COMPARATIVE SUPERLATIVE
calmly more calmly most calmly
soon sooner soonest

The following adverbs are of irregular comparison:

POSITIVE COMPARATIVE SUPERLATIVE
far farther farthest
forth further furthest
ill or badly worse worst
late later last or latest
much more most
nigh o7 near nearer next o7 nearest
well better best

44, Position of the Adverb.—There is no established
place in the sentence for the adverb; in general it should be
put where it will render the meaning clear and the sound
agreeable. An adverb should not stand between two words
if it may be taken as the modifier of the one as readily as of
the other.

All that is favored by good use is 7ot proper to be retained. ,(No#
all that is favored by good usage is proper to be retained.)
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Most men dream, but all men do nof. (Most men, but not all *
men, dream.)

The words must be generally separated from the context. (Generally,
the words must be separated from the context.)

They must be viewed exactly in the same light (viewed in exactly
the same light.)

45. Adverbs for Adjectives.—Adverbs are often used
wrongly instead of adjectives.

The now copies of the original text are entire (the present copies).

The arrows of calumny fall karmlessly at the feet of virtue (fall
harmless).

Motion upwards is commonly more agreeable than motion down-
wards. (Upward motion . . . downward motion.)

This construction sounds rather arskly (sounds rather Aarsk).

1! is the often doing of a thing that makes ¢/ a custom. (Recast the
sentence thus: Frequent repetition of the same act results in the
formation of a habit.)

46. Certain verbs usually require after them an adjective
describing the state or condition of the person or thing
denoted by the subject. Some of these verbs are: the
various forms of the verb #o be; namely, s, are, was, were,
has, been, will, be, etc.; the verbs appear, seem, feel, look,
remain, and many others. It is often difficult to determine

+whether an adverb should be used to modify the verb, or an
adjective to modify the subject. The following sentences
illustrate this distinction: ‘

The children were hungry and thirsty.

Here the adjectives Aungry and fhirsty describe the state
or condition of the children.

‘‘How are you this morning?’’ ‘‘I am nicely, thank you.”

This is a gross blunder, yet it is often made by educated
persons. In some parts of the United States it has become
a fixed form of answer to questions concerning the health.
[ feel badly is frequently heard, although no person would
think of saying 7 feel gladly or [ feel sadly, but would say,
I feel glad or I feel sad. The proper form would be the
adjective bad, and this word would doubtless be in common
use if it did not have two meanings, one of them offensive
when applied to persons. Thus, He looks bad may refer

204—12
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either to physical appearance or to moral character—he may
look or appear to be ill, or he may have the looks of a bad
man. For this reason the expressions looks bad, seems bad,
Zs bad, etc. are not in good usage. Certainly, no person
should use such ungrammatical and indefensible expressions
as [ feel badly, or She looks badly.

47. Whether to use an adjective or an adverb with verbs
like those in the following sentences can usually be decided
by a moment’s thought:

The package arnved{ }at its destination.

afely

He stood{ﬁ against all opposition.

firmly

In the first sentence, the reference is to the condition of
the package after the act of arrival—it is safe. The phrase
at its destination modifies the active function of the verb
arrived. Similarly, firm is the correct modifier in the second
sentence, just as safe is in the first. The verb sfood denotes
a state rather than an action. In the following sentences
either of the italicized words may be used, but the meanings
will not be exactly the same:
calm and.fearless.
calmly and fearlessly.

sweet and guiel in its cradle.
sweetly and guietly in its cradle.

The general faced the battery{
The babe sleeps{

In these sentences, if the attitude of the general and the
repose of the babe are referred to, the adjectives should be
used. If, however, it is the writer’s wish to describe the
manner of the general’s facing and the manner of the babe’s
sleeping, the adverbs should be used. The ad]ectlve is
ordinarily used in such sentences.

48. The Adverb How.—The adverb /£ow should not be
used before the conjunction #4a#, nor as a substitute for Jes?,
that not, or that.

He declared %ow (that) he would triumph in the end.

You see kow that (that) not many wise men or good men secure
political office.

Be careful 4oz you offend him (tkat you do not or lest).
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49. The Adverbs When, While, and Where—After the
verb zs in definitions, when, while, or where should not be
used to introduce a noun clause.

Concord, in grammar, ¢s when one word agrees in some respect with
another. Betler, Concord, in grammar, #s the agreement, in some
respect, of one word with another.

General advertising is where, etc. Better, General advertising is the
kind of advertising that, etc.

50. No Used for Not.—The adverb 20 should not be
used as a substitute for »nof.
1 do not know whether I shall go or no (not).

51. The Adverbs Ever and Never.—The adverbs ever
and never are frequently confounded.

We seldom or ever see an indolent man become wealthy. (We
seldom or never, or seldom if ever.)

The two expressions, ever so and never so, are often mis-
used; ever so is nearly equivalent to wvery or extremely;
never so is much stronger.

Never is often used where nof would convey the intended
meaning. '

He was here, but nzever mentioned the matter. JBeller, he was here,
but he d7d not mention the matter.

It is correct to say, He was never in Europe.

52. Adjectives for Adverbs.—One of the most com-
mon grammatical mistakes is the use of adjectives for
adverbs.

This paint will last good (say, well).

He did his work ckeap (say, cheaply).

I am real glad (say, really glad).

We can much easier form the conception of an effective campaign
(much more easily form).

Agreeable to your request, I send (say, Agreeably to your request).

While a great many adverbs are easily recognized by the
ly ending, it is well to remember that fas?, slow, quick, etc.,
are adverbs as well as adjectives. Therefore, each of the
following sentences is correct:

Write quick.

Write quickly.
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53. If an adverb is required, substitute very, exceedingly,
or some other word for mighéy in such sentences as the fol-
lowing:

He was a mighty pleasant man.

54, Adverbs Absolute in Meaning.—Many adverbs
and their corresponding adjectives are absolute in meaning,
and for that reason should not be compared. For example,
we cannot properly say most unique, very shameless, more
invariable, more totally. Though an illustration may be
unigque (the only one of its kind), it cannot be more unique
or less unique; and though a person may be skameless (with-
out shame), he cannot be #00, or very, or more or less, shame-
less. Other absolute adverbs are:

Absolutely, axiomatically, completely, conclusively, continnally,
entirely, essentially exclusively, extremely, faultlessly, fundamentally,
impregnably, incessantly, increditably, indispensably, inseparably,
intangibly, intolerably, illiterately, sufficiently, unceasingly, etc.

55. At Length and At Last.—The phrases af length and
at last should not be used interchangeably. A¢ last should
refer to some action regarded as a finality, and af length, to
action or state as intermediate between a beginning and
an end.

He was sick for a long time and at last he died.

but a? length he began to mend.

THE CONJUNCTION

56. The Wrong Conjunction.—Unless a writer is
careful, wrong conjunctions and superfluous conjunctions
will pass unnoticed in his work.

References are often marked by letters and figures. (Or should be
used in place of and, for it is not meant that references are marked by
both letters and figures.)

A conjunction is nsed to connect words and sentences fogether. (Use
or instead of and and omit Zogether.)

English grammar is miserably taught in our district schools; the
teachers know bu/ little or nothing about it. (Omit bu?.)

An imperfect phrase contains no assertion, or (en<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>