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FOREWORD

This book has come into existence because its author and
its publishers believe that there is a gr\owing field of usefulness
for a more comprehensive handbook of advertising practice
than has up to this time heen available.

If it shall be said by the readers of this volume that it deals
largely with principles and practices that are generally
accepted as being sound, and that it contains a relatively
small amount of the ‘‘new thought” of advertising, the
answer to that criticism must be that its author, in writing
and compiling the text, sought to be of assistance to the
general business reader, the one of small or moderate adver-
tising experience, rather than the professional advertising
man.

After all, the weaknesses of advertising are due largely to
the neglect of the primary principles of the art, the things
that are understood to a greater or less extent but not executed
carefully. A book is not, therefore, necessarily less useful to
the man of reasonable experience because it deals with funda-
mentals and the accepted practice.

There are perhaps a few thousand advertising practitioners
so well advanced in the art of their business that they can
learn nothing from a well compiled reference book. There are, .
on the other hand, tens of thousands of business men inter-
ested to some degree in advertising who have frequent occa-
sion to refer to and review such information as is contained in
these pages. And there are many younger men and women
studying the art of advertising who will find such a volume
as this a friend in need.

It seems the fashion in these intensely practical latter
years for every author of a business book to hasten, in the
first few pages, to explain that his-work does not contain a
sentence of theory. That fashion will not be followed here.
There is nothing wrong with the original meaning of the
word theory. Theory means merely a principle that practice
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Vi FOREWORD

or experience has shown to be true. It s a theory that well
planned advertising aids the salesman who is attempting to
market the advertised product. Who will find fault with this
principle or fact because it is a theory?

Any text-book worthy of the name must set forth many
theories. The resourceful reader will be able to adapt theories
to the particular problems he is called on to solve. To learn
how to adapt from the experiences of other advertisers Is not
the least important thing, for no matter how valuable one’s
experience may be, his life is not long enough for him to have
personal experience in every department of business effort.
He should take what he can from the experience of others
and—to repeat an important truth—learn to adapt.

No attempt has been made to lay down exact formule.
Many persons interested in advertising err sadly in search-
ing for eract rules that they can apply. There are some
rules that can be safely followed—those dealing with the
mechanical and physical sides of advertising practice—but
when one comes to the field of advertising appeal, campaign
practice and the like, no rules tbat are worth much can be laid
down. A rule would have to have so many exceptions that it
would likely be valueless. The danger of following rules is
that one will apply them dogmatically. The most that any
handbook of advertising can give the reader are examples
and instances that will enable him to form his judgment more
intelligently.

Such a book as this one must, of necessity, be freely illus-
trated with advertisements that have been actually used.
No fair-minded teacher wishes to embarrass an advertiser
by making use of his appeals as poor examples, and yet we
cannot hope to get better advertising unless authors, editors
and teachers are free to comment on published work that
shows room for improvement in one way or another. An
advertisement is not always wholly bad, and rarely is one
wholly good. Copy may be fine and display mediocre. Or
the display and illustration may be good and the copy weak.
Therefore, those who may consult this book are cautioned
that, unless the text specifically refers to an example as
being altogether good, or generally poor, the advertisement
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in question is to be taken so far as the purposes of this volume
go as illustrating some one point.

It is frequently said, by those whose advertisements are
criticized that the advertisement in question had a successful
record. It is undoubtedly often true that an advertisement
poor in some respect is nevertheless good enough as a whole
to produce a satisfactory result. But this is no argument
against having the weakness corrected; the same effort, with
the fault removed, might be twice as successful as it was in
its original form. A stammering salesman may have a good
sales-record, but it stands to reason that with his speech-
impediment removed, he could do much better.

The material here presented represents the gleanings of
some twenty years in advertising practice, business research
and writing, and considerable experience as a teacher of
advertising and salesmanship.

The general subject of advertising is a broad one. Half
a dozen good-sized volumes could easily be filled with valuable
reference matter. In preparing such a book as this, therefore,
it has frequently been a problem to its author as to what
should be included and what omitted. Wbat is here given
is not by any means the all of good advertising practice, but
there is sufficient to provide a general guide.

Finally, I am grateful to a long list of advertisers, publishers,
printers, engravers and others who have courteously furnished
many interesting examples and much valuable data.

S. Rornanp HaALL.

CoLieEGE Hiui, Easton, Pa.
January 1, 1921,
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SECTION 1
WHAT ADVERTISING IS AND DOES

No satisfactory simple definition for advertising has ever
been written. The word itself is derived from the Latin advert
meaning ‘‘to turn the attention toward.”” Yet there are kinds
or types of attention-turning, lecturing, for example, that are
not ordinarily included within the meaning of advertising. A
lecture may have an advertising effect but the message is
delivered orally and would more properly be classed as personal
salesmanship than as advertising.

Commercially, advertising is a form of selling, and yet ad-
vertising is used extensively to forward or promote movements
in which nothing is for sale. The telephone companies, for
example, during an epidemic, when their switchboards are
short half of their operators, use advertising to induce the
public not to telephone. Large corporations have used adver- -
tising to enlighten public opinion as to their practices.

‘““Spreading information through printed word and picture”’
answers fairly well as a general definition, though not one that
is proof against criticism.

The word advertising as ordinarily used refers principally to
advertising in newspapers, imagazines, street cars, on bill
boards, etc. But show-cards and other window or counter
displays, signs, moving pictures, the daily mail, catalogs, samp-
ling, all come within the broad classification of advertising.
Even the package in which the goods themselves are put before
the public may be an effective advertisement.

A mistake is often made in concluding that because some
1
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product is not well adapted to advertising in the newspapers
or magazines, it is something that is not or should not be ad-
vertised. One manufacturer of the United States who for
years clipped all items referring to certain kinds of contem-
plated construction and followed up these leads with good letters
and printed literature used to boast that he didn’t have to
advertise and didn’t believe in it! He was making vigorous
use of one form of advertising but
didn’t know it.

Advertising, though referred to
as ‘“a new business,” is really a
very old art, though its development
has come largely in the last twenty
years. The ancients advertised
and some of their announcements
cut in solid stone are in a good state
of preservation today. Noah’s
persistent warnings about the
coming of the great flood was a
form of advertising, though he used
no printed or written appeals as far
as we know. His campaign was
not effective, however, because few
" believed him, and no campaign can
be said to be effective unless the
group or audience addressed be-
lieves the message.

The old-time town-crier was
_ also an advertiser though he used
the oral method of ‘“making known.”

Advertising may be very extensive, as in case of a four-page
insert in a magazine, a full page in a newspaper, or a massive
catalog. On the other hand, it may consist of a trade name
such as HOLSUM BREAD, or a name of a firm, as Jones:
Bakery. It may even consist of a symbol if that is under-
standable. Some symbols, used as trade-marks, in time ac-
quire considerable advertising value.

The largest and most costly volume of advertising consists
of those forms found in the magazines and newspapers, but

Fi1g. 1.—The town-crier was
an early advertiser.
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there are many other forms of advertising highly effective for
certain classes of advertisers.

MANUFACTURING, SELLING, TRANSPORTATION, AND
ACCOUNTING

The four major divisions of business may be said to consist
of :
(1) Manufacturing or producing
(2) Selling
(3) Transporting or delivering
(4) Accounting
Compare with chart below.

The jobber and the retailer are relieved of the first undertak-
ing but have, in its place, the problem of judicious buying of
stock, which requires a great deal of business judgment.

GENERAL MANAGER

/ RS

PRODUCTION|{ SALES | | TRAFFIC ||ACCOUNTING

[ FACE-TO-FACE
AVERTIING == - 7%

Fia. 2.—Relation of four major divisions of business.

Efficient manufacturing, on the part of the manufacturers,
and judicious buying, on the part of the merchants, are, of
course, fundamental requisites of any business campaign.
Nothing that may be said about the importance of skilful sell-
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ing should be construed as meaning that the production of a
good commercial article is a simple process. To-day the vari-
ous manufacturers are vying with each other, with the best
designers, engineers, efficiency men, chemists, and inventors
they can employ, to bring out distinctive new products and to
improve old products. This is the very fountain head of
business success. But even granting this, the problem of
distribution, that is, first getting a product placed where the
people who can use it to advantage can buy it conveniently
and, secondly, creating a demand or favorable reception for it,
very ofetn constitute a more difficult problem than that of
producing the article. It is no stupendous task, for example,
for one to establish a cannery or a fish-packing establishment
and put up an excellent grade of canned goods or fish. To
create a market for the product of that particular cannery or
fish-packing house and to get the goods so distributed that
there is a steady outgo of them, thus permitting the manufac-
turer and the merchants who handle the goods to do a regular
business, 1s an undertaking that requires the most careful
planning.

Advertising helps to solve this problem ‘of distribution.
Advertising makes known. As the old town-crier or the auc-
tioneer called out the merits of the thing offered for sale, so
advertising calls out over the entire country, or over such
parts of it as the manufacturer or the merchant may select,
and tells about the merit of the commodity. And advertis-
ing, in addition to making known, keeps reminding, so that
the merits of the goods or service will be in readers’ minds
when the time shall arrive when they need products of that
nature. :

Practically every product or service for which there is a
steady sale today owes its sale in a greater or less degree to
advertising.

THE REASON FOR ADVERTISING

One who begins to show an active interest in advertising,
whether as a business man or as a student, will now and then
be called on to show why advertising is necessary. There are
probably few boards of directors or executive committees on
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which there is not a member who feels that advertising is
unnecessary, a thing associated with fake medicines or oil
stocks of little value. This type of man is usually inclined to
argue that if a product or service is meritorious, it will advertise
itself. That is true to a limited extent. Some of the most
effective advertising comes from what satisfied customers say
about a product or service. The difficulty with that kind of
advertising is that it usually does not go far enough or spread
rapidly enough.

| ADVERTISING |
___.;—JW;__I

[ —

Fig. 3.—Modern advertising may cover the nation as easily as the town-crier
covered his home town. _

If the needs of mankind were very simple, if a family bought
only a score of things, people might probably spread from one
to another so much information about what they bought
and used that printed advertising would be unnecessary.
But modern life is complex. Thousands of different kinds of
commodities and services are produced and offered for sale.
No man’s life is long enough for him to obtain first-hand
knowledge of all the things that he buys and uses. If he
knows all about hats, he is not likely to know as much about
shoes. If he is an authority on adding machines, he is not
likely to know much about canned pineapple.
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" Slowness of Word-of-Mouth Method.—The public in these
modern days is as dependent on printed information to learn
about commodities as it is on the newspaper to learn about the
news of the day. People continue to pass much news from one
to another, but life is too short and distances are too long for a
man to travel around and get the news of his country or of the
world through word-of-mouth methods. There is no more
reason why he should have to depend on word-of-mouth
methods for learning about commodities. The newspaper and
magazine, the catalog, theletter and the other means of convey-
ing information are as legitimate as word-of-mouth methods
and often more effective, in that they are more far-reaching.
No one argues that an editor should go around and impart his
news and articles by the lecture method. Why should the
manufacturer, the merchant or the salesman do so when other
means of spreading his information are available?

To look at the question in another way: if the manufacturer
could be sure that all the people who are his prospective
customers would learn about his product in a reasonable time
and would seek him, by call or letter, or seek the dealers who
handle the product, and would do all this without advertising,
then advertising would be useless.

Likewise, if the merchant could be sure that all his prospec-
tive customers would walk down his street, stop and look in his
show-windows and step inside to look at his goods, then he
would be a most wise man to save the money that would
ordinarily be spent in the newspapers, in circulars sent through
the mails, or in car-cards, posters or other forms of advertising.

But this automatic acquaintance between consumer of goods
and the manufacturer and the retail merchant does not take
place to any large extent. A business man does well to deliver
products and service that will induce customers to speak well
of him and thus spread sales, but building up a business solely
by this process is too slow a method. It worked when civili-
zation was simpler and when competition was absent. The
‘man who first made a goad soap in America or who first
created a typewriter probably got a great deal of free advertis-
ing. Let him today, however, produce a new soap or a new
typewriter, and though his product may possess advantages
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over all others of its class, advertising will be required to make
these truths clear to any large part of the public.

Sales Through Familiarity.—People buy the goods that
they know, the goods that they have used, or the goods that
they have heard about or read about in preference to those
that they know nothing about. Dealers likewise prefer to sell
the goods that are known by the public and recognized as
standard articles. To sell unfamiliar goods that may be of as
good quality as established articles requires time and careful
explanation, and such effort represents money.

Some unadvertised goods may be introduced much more
easily than others. Such articles as rice, corn-meal, cheese,
etc. are usually sold without reference to who produced them.
On the other hand, coffee, flour, oat-meal and other products
are well represented by branded makes, and the public has an
established preference in buying such articles.

Advertising and Staple Articles.—It has been argued that
advertising is least essential when the thing advertised is a
staple such as flour—a product that the public understands
and where no educational work, or little educational work,
remains to be done. It is argued that in such cases, the adver-
tising has merely the effect of one producer or merchant
trying to get away the business of the other and that therefore
the cost of publicity is a waste. There is some ground for this
criticism, and yet until civilization comes to that ideal state
where there is no competition in either advertising or store-
keeping, it must be expected that some advertising will be of
this nature. If it were proper to eliminate all such adver-
tising, then all competitive salemanship for articles of similar
nature should be eliminated, all window-displays of staple
goods, etc. Competition is in itself a stimulus for better
merchandise and better service, and we are not likely to
come to the point soon where competitive effort can be or
should be eliminated. The world is not yet Utopian enough
for that.

The Right to Exploit Wares Truthfully.—The man who
creates or sells a useful commodity has the right and the duty
to spread abroad information concerning it, so long as he does
this spreading of information truthfully and fairly, It is



THE ADVERTISING HANDBOOK

Why We Need
Greater Revenue

ON August 1, 1919, the tele-
phone properties in New York
City were returned to the private
owners by the United States Gov-
ernment. 8ince'therr we have been
déing our utmost to restore the
service to its former high standard
and to meet the unprecedented dé-
mands for new service,

The Telephone Comipany has
not been immune from the effect
of the high cost of all materials and
supplies or from the effect of higher
salaries and wages. Solong asthe
present economic conditions pre-

vail, costs will not be materially
lower

Following is a comparison of
results of opergtion in New York
City for the month of August,
1919, the first month following the
return of the property to private
management, and July, 1920, the
twelfth month after the return of
theproperty. This showa the effect
of restoration and extension work
upon our revenue and expenses,
including wage increases and
wages paid to thousands of addi-
tional workers,

Percant
Inere:
Revenue— August, 1919 July, 1920 or Decresss ()
Bxchange . , . . $3,233,851.65  $3,579,662.88 10.7
Toll . . . .. .. 497,100.54 558,309.95 13.3
TOTAL . . . $3,730,952.19  $4,137,992.83 109
Expenses—
PayRolls , . . .”. 147881838  $2,332,146.93 57.7
Materials and other
Expense . . . . . 825,110.30 1,191,126.51 44.3
Depreciatioh .- ., . 428,602.41 483,167.52 12.7
Taxes v s X5 . 248,781.04 284,7731.03 14.5
. TOTAL . . . . $2981,31213  $4,291,211.99 439
Net Telephone Revenue . 749,640.06 —153,219.16 —120.4
Sundry Net Eamings . . $8,331.78 80,052.20 37.2
Total Net Eamings . $807,971.84 $—73,166.90 =-109.1
UNDER thelaw regulating tele- erty used and useful in the public
phone corporations, this com- service.

pany is entitled tocharge ratesthat
will yield reasonable compensation
for servicerendered. This revenue
rhust be sufficient to pay operating
costs, provide for necessary reserve
and surplus and produce a fair re-
turn upon the value of the prop-

During the past seven months
our net revenue had shown a
serious decrease and on the lowest
conservative estimateo of the value
of the telephone property in the
City of New York we have earned
less than 2% per annum.

During the month of July we failed to earn our
bare operating expenses by over $73,000.

New York Telephone Company

F1a. 4.—An effort to earn public good-will by giving frank information.
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perhaps too much to expect that all advertising shall be one
hundred per cent. accurate or fair. The commercial spirit of
business is too strong. But advertising has made great
advances. Misrepresentations that once passed without.
much protest are now not permitted by the better class of
publishers. Most of the states of the United States now have
a specific statute inflicting penalties for misleading advertis-
ing, and a number of cities also have an ordinance of like nature.
At least one large advertiser has been successfully prosecuted
for such a slight misrepresentation as the advertising to the
general public of dyed muskrat fur as “Hudson Seal,” though
“Hudson Seal’” is the accepted term for this fur in wholesale
circless. When only two states of the Union had a good
statute law against fraudulent advertising, as was the case up to
1908, prosecution was somewhat difficult, but the trend is now
decidedly toward the reform of the evilsof advertising. Adver-
tisers of the better class are playing the most important part
in this reform by declining to have their announcements
associated with disreputable advertising and refusing to
use mediums that allow such advertising, on the logical
ground that all advertising that tends to deceive has the effect
of exciting suspicion in advertising generally and makes it
more difficult for the reputable advertiser to have his messages
believed.

Advertising as a Cultivator of Expensive Tastes.—Occasion-
ally some idealist holds that advertising has an unfortunate
effect, because it tempts people to buy much that they cannot
afford. But this charge would apply equally well to all window
and store displays, and to all efforts to sell. New and better
goods are being continually produced and placed on the market.
Once householders were well satisfied with light metal bath-
tubs. It would be taking a step backward to say, when
porcelain tubs were produced, that the manufacturers should
not advertise them, just because they increased_the cost of
having a bathtub.

Once women were satisfied to do all their sweeping and clean-
ing with brooms and mops. Then came the carpet-sweeper
and later the vacuum-cleaner—both superior housekeeping
tools. They cost more, but it would be turning back the
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hands of time to say that these new devices should have been
kept secret because they represent larger purchase prices than
brooms and mops. The world would stand still if new inven-
tion and production did not add to man’s conveniences and
comforts. It isentirely proper that men should be encouraged
to bring out such productions and, through advertising and
other means, to make them known to the world.

There is, of course, no justification for untruthful and unfair
advertising, and every advertiser and every reader owes it to
the cause of good business to protest against its appearance.
There are still many publishers who publish such advertis-
ing with open eyes, knowing that it is not only keeping bad
faith with their readers but also deliberately making their
space less valuable to the advertiser. When reputable
advertisers act in concert against such publicity, the pub-
lishers will be quick to exclude it.

WHAT ADVERTISING INVOLVES

Carefully planned advertising may be far-reaching in its
scope. Sometimes the occasion for advertising is a simple
matter. When the office-boy leaves or is discharged, a ‘“ Boy
Wanted’”’ notice of a few linesis placed in the classified columns
of the daily paper. Such a problem may be quickly solved.
If, however, the advertiser needs five thousand boys to sell a
magazine or to take orders for garden seed, and plans to keep
such a staff of boys busy continually, the campaign becomes a
good-sized one and requires considerably study. The adver-
tiser will then have to study boys and their motives in taking
up tasks. He will have to find the most efficient means of
reaching boys and perhaps also of getting the confidence of
their parents. He will find it necessary to learn the art
of writing letters to boys, of keeping the boys interested in
their work when they have once taken it up, and so on.

The advertisement itself is often just a reflection or result
of an extensive campaign that is behind the advertisement. A
great deal of work, possibly extending over a year or more,
may have been done before the appearance of the advertising
that one sees in the magazines, newspapers or on the billboards
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PERSHING SQUARE

oA combined.locality and address
Where transportation needs are served

125 feet 6 inches on 42nd Strect
and 4lst Strect, and entire Park
Avenue frontage of 197 feet 6 inches,
conuining an area of 24,786 '?ﬁ
feet, is now available for sale or
The property adjoining.on the east
of this plottage hasbeen sold by us to
the Bowery Savings Bank, which will
improve with a handsame structure
for its own requirements.

Wide streets and existing surround-
ing construction assures permancnt
light, a clear view over Grand Central
Tetminal, of upper Park Avenue and
surrounding locality.

Foundations and footings are now
n place over70 nt of plot area,
valued at One-half million dollars,

TH 18 remarkable plomge& facing

which provide for construction of a
twerity-five story building, resulting
in saving of cxpense and time in
crection.,

Two subway entrancesare provided
and an und und connection to
Grand Central Terminal,

A party wall agrcement with the
~Bowery Savings Bank permits window
openings above their structure, insur-
ing permanent easterly light, makin
the plottage virtually a four~corne
block above their proposed structure,

These and other outstanding fea-
ture» make this the one best plot in
New York City for an improvement
that will satisfy your demand for in-
stitutional dnd executive offices.

Apply your own beoler or
HENRY MANDEL
$70 Fifth Avenue, New York Ciry
Bryent 4734-4738

extensions.

.

[World Radio History]|
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Fia 5.—Advertising of unusual news value to property-owners planning
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or in the street-cars. An extensive advertising campaign may
cover research and analysis of the following:

(a) The product itself, its origin, the raw materials used in making
it, the method of manufacture, the experience of users.

(b) The market conditions: possible sale for the pl:oduct, the
competition, the probable best channel or method of marketing.

(c) Mankind, or the men and women who must be appealed to.
This may include jobbers and retail dealers as well as the final buyer
or user of the article, known in economies as ““the ultimate consumer.”

(d) The business or practice of advertising, which may cover a
great deal of work from preliminary research down to the final
preparation and publication of advertisements and possibly the
answering of inquiries about the product and giving service to
buyers and users of it.

How PropucIiNg AND DISTRIBUTING DUTIES MAY BE DIVIDED

Article
Manufacturing Sales
Packing Raw material Prices Advertising
Manufacturing Sales policies and Correspondence
processes methods Proportion and dis-
Shipping Expert knowledge Trade channel tribution of print-
Facilities Patents Sales expense ed matter
Stock Package Relations with Relations with ad-
trade vertising agent

Employment, Cooperation be-
management and tween sales and
compensation of advertising effort

salesmen Experimental and
Credit checking-up work
Collections

Fia. 6.

The chart above, Figure 6, indicates in a brief way what may
come under the manufacturing end of a business and what
may be governed by the sales section. |

Advertising and Face-to-Face Selling.—It is sometlmes
said that advertising is ‘“simply selling” and that therefore
the principal requirement is selling ability or experience.
Advertising often is a form of selling, but it has features that
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distinguish it from face-to-face selling. It must, of course, be
founded on much the same principles as face-to-face selling
because each is a matter of impressing certain facts and conclu-
sions on human minds. But in face-to-face selling, the sales-
man is usually dealing with only one person, or at best a few
persons. He can study the particular type of individual be-
fore him. That person’s face, manner of dress, his attitude
and his talk, give the salesman clues or leads as to how to pre-
sent his information or how to demonstrate the product he

B S
/244 ) ) 7

\
F?Xfé?ﬁfﬁ“\ ?@z?/ CONSUMER

Fia. 7.—Face-to-face selling may appeal to all of the five senses.

I

is selling. Moreover, in face-to-face selling, the salesman may
be able to appeal to a number of the senses. He can let his
prospective customer hear the tone of the piano, taste the
pickles, smell the perfume, feel the closely woven cloth or see
and ride in the automobile.

On the other hand, while some forms of advertising permit
sampling and thus enable the advertiser to appeal to several
of the senses, ordinarily most advertising must be effective
through one sense only—the eye, and must be so graphic that
it works on the other senses through the imagination. Ad-
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vertising might well be called selling through the eye and the
imagination.

Advertising is not usually directed to just one person, though
there are occasions when this is true. Ordinarily advertising
is addressed to a group, and though this group may be dis-
tinctive, as for example, would be the case in selling something
to farmers, architects, or golf-players, in these groups there
are individuals whose temperament and station'in life vary
greatly.

ADVERTISING % CONSUMER

F1a. 8.—Advertising is ordinarily an appeal to the eye alone, but the eye is
the ‘‘ window of the mind.”

RS
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The Composite Type Plan.— There is no such thing as ‘““the
average farmer,’”’ ‘‘the average woman,”” ‘“the average archi-
tect”’ or ‘“the average golf-player.” The advertiser in his ap-
peal can take account only of the most common characteristics of
the group he is endeavoring to impress and address himself to
this type of reader. Editors usually have a certain general
type of reader in mind and edit their publications particularly
to meet the needs or the likes of that class of reader. It issaid
that Robert Bonner used to judge everything that went into
the old New York Ledger by the probable likes and dislikes
of a mythical old lady with two daughters ‘‘“away up in the
hills of Vermont.”” When in doubt about anything he would
ask himself ‘“How would this impress the old lady and her
two daughters?”’

Some advertisers say that they put down the most common
or frequent characteristics that they must appeal to and
imagine all of those qualities as being possessed by one indi-
vidual—a composite type. Thereis justone thingto be guard-
ed against in this practice and that is the great variety of
views or conditions that may be found in any large group. It
would be as unfortunate, for example, to regard all farmers as
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being owners of prosperous, up-to-date properties with costly
automobiles as to regard all of them as poor managers living
on debt-ridden places. Both types exist, and one framing his
advertising appeals must choose which type he will appeal to;
he can hardly appeal effectively to both in one message. It is
idle in advertising a $5000 tractor to write an appeal that
would fit the man who cannot pay more than $1000 for a
tractor. Considerable advertising is weakened by the at-
tempt to deal with averages when in many cases therecan beno
true average and the advertiser would be better off to appeal to
a representative type of reader, one in a position to buy the
product, and forget, for the time being, the other classes.

Hence, it is clear that however similar advertising may be
to face-to-face selling, it takes forms that are very different
from face-to-face intercourse. One may have considerable
ability as a salesman with little or no ability to sell through
printed word and picture. Likewise, one may have unusual
ability in selling through printed word and picture but have
little taste for selling through face-to-face methods. And yet
broad observation of selling methods and actual experience in
selling is likely to be of great assistance to one doing advertis-
ing work. It is quite possible for one to be both a good sales-
man and a good advertiser.

TRADE CHANNELS

An advertising campaign may connect with the producer of
an article; the sales agent of it—who may be an exporter or an
importer; the jobber, distributor, or wholesaler; and the re-
taller as well as the consumer. In some cases, goods are sold
direct to retailers who dispose of them to the consumer.
Again, the character of the business may be such that the prod-
uct or service is sold direct by the producer to the consumer
or user, as, for example, telephone service, banking service,
magazine subscriptions, or mail-order merchandise. The
chart on page 16 illustrates the various trade channels that
goods or service may take in passing from the producer to the
ultimate consumer.

Sometimes advertising changes the trade channel. An
advertiser may, for example, start a business selling direct to
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the consumer and later change his plan and put his goods on
sale with retail dealers if he is able to do so. Sometimes a
campaign is deliberately planned this way, as retailers prefer
to have the advertiser build up some demand before they
stock the goods. On the other hand, there is the danger that
unless retailers understand the plan they may become pre-
judiced by the efforts of the advertiser to sell direct to the
consumer. They feel that they do, and they do play a useful
and necessary part in the distribution of goods.

" THE USUAL CHANNELS OF TRADE
i 2 3 4
PRODUCER PRODUCER PRODUCER PRODUCER
JOBBER" OR
WHOLE SALER
COMMISSION MAN
EXPORTER OR
IMPORTER
Y \
MAIL ORDER LOCAL LOCAL
HOI‘JSE RETAILER RETAILER
Y \ i
CONSUMER | | CONSUMER| | CONSUMER | | CONSUMER

Fic. 9.

Goods that for a long time may have been sold through the
jobber or wholesaler to the retailer and through the retailer to
the consumer, may by a new plan be sold for the most part
direct to the retailer. The growth of the use of some articles
has eliminated the first middleman. This has happened in the
marketing of Portland cement. It is not, however, always
advisable to eliminate the jobber. Very often, the jobber as a
dispenser of merchandise in moderate quantities, as a sales
force, gager of credit, a collector of accounts, etc. is well worth-
the commission he receives.

Advertising as a Means of Getting Hold on Consumer.—
Whether or not advertising may make a change in the channel
through which a product goes from producer to consumer, it
is likely to give the producer a better hold on his consumer.
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Where an unadvertised article goes through jobber and retailer
to the consumer, it frequently does not bear the producer’s
mark at all and is not identified with him. A great deal of
unadvertised and untrademarked merchandise is marketed in
this way. Take handkerchiefs and umbrellas, for example.
Neither has been advertised to any great extent and the con-
sumer rarely knows who made the merchandise he buys.
When he buys such goods he may buy an entirely different
brand from the kind bought previously. When advertising
has made him acquainted with a certain make, he can buy the
same kind again if he likesit. While the retailer can very often
sell almost any brand he likes,-owing to the confidence his cus-
tomers have in him, he is much more likely to sell goods that
the buying public knows and calls for. This is made clear
from an instance in the experience of the author of this book.

The Known Safety Razor and the Unknown.—This in-
cident happened a number of years ago, when the Gillette
Safety Razor was the only article of its kind that was thor-
oughly known. A large concern that wanted to give a safety
razor as a premium to people who were rendering it some
service, asked a hardware store for prices on a new safety
razor that had some striking features. The prospective
buyer had thought of the Gillette razor but concluded that
it had been sold and used as a premium so extensively that it
had lost its strongest appeal.

‘““Why don’t you buy the Gillette?’’ was the first question
of the hardware man. On being told why the Gillette had
been dropped from consideration he said: ‘“Would you
be interested in my views? All right. Well, then, I make
as much on one of these razors as on the other, so it makes
no difference which one I sell you. But when a man comes
in here for a good safety razor, he knows what the Gillette is
as soon as you mention it. He regards it as a standard
article, and its value is already fixed in his mind. We don’t,
as a rule, have to do any selling of the Gillette. It’s just an
exchange of a $5 bill for a safety razor. But whenever we
put the other razor forward, we find that, though it is a good
article, it isn’t known. We always have to sell it, have to take

our time to explain it, to prove that it really and truly is as
2
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good as a Gillette, and then some people don’t believe us
Finally, the demand for the Gillette is such that we buy.
a gross at a time; we buy the other outfit in lots of six at a time.
Does that mean anything to you?”’ '

It did mean something—meant that the buyer chose
the Gillette razor for his premium; he didn’t want some-
thing that he had to explain, something the value of which he
had to prove.

CONSUMER ACCEPTANCE AND DEALER ACCEPTANCE

The effect of advertising in sales ranges all the way from
playing a very small part to- that of completing the sale.
Those who sometimes argue that advertising does not sell,
only helps to sell, forget the tremendous volume of sales
made yearly by the mail-order plan where advertisements in
magazines, catalogs and letters complete the sales transaction.

In the case of a great many commodities, however, ad-
vertising merely serves to interest the consumer, or ac-
quaint him with some particular merit of the article or
merely makes him familiar with the name, thus aiding the
traveling representative of the advertiser or a local dealer
to make his sales more easily.

As every one knows, there are many advertisements of
such strong interest to the reader as to draw an inquiry
about the goods or service advertised. Much advertising
cannot go this far. The manufacturer of a new laundry
soap, for example, can hardly expect many people to write
letters, asking for further particulars of the product. The
maker of a complexion soap might but not an ordinary
washing soap or compound, however good its qualities might
be. In such cases as these, the main result accomplished
by the advertising is to bring about what has been called
‘““consumer acceptance.” That is, by exploiting the merit of
the soap and its name, the soap-buying public is at least
made familiar with the product to some extent, so that they
are prepared to receive the article as one of recognized
value if they see it in a retailer’s store or have it offered
by a retail salesperson. They may not be sufficiently im-
pressed or interested by the advertising to go to a retail
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store and specifically ask for the advertised goods, though
this does happen with many articles, but the time of the re-
tailer is saved by the fact that the consumer feels that he
knows something of the article when it is offered.

When the situation is as here described, the manufac-
turer may be said to have created ““consumer acceptance,”
even if he has not created a positive demand.

Likewise, when the public has been made sufficiently
well acquainted with the merits of an advertised product,
the dealer is more inclined to carry a stock of the article
and thus we have a state of ‘“dealer acceptance.”

Dealer Attitude Toward Advertising.—An article may be
ever so good, but if the retailer already has other articles that
fill this particular need, articles that the public in many
cases prefers or calls for, he says, in effect, to the manufacturer
of a new product: ‘ Your tooth-powder may, in fact, be just as
good as the four kinds that I sell regularly. It may, I dare
say, be even better, but what am I to do with the trade that is
accustomed to buying the other four kinds? Many of my
customers call for Lyon’s, Colgate’s, White’s and the others.
Do you expect me to take up my time in persuading them that
they ought to try a new kind that they have heard nothing
of? I am in the selling business, of course, but I don’t
want the whole burden thrown on me. Go out and tell the
public something of your product. If you can’t create an
actual demand, at least let the consumer know enough about
your powder so when he comes in here I can offer it, feeling
that the product will be well received and that the buyer
will not think I am trying to force something on him because.
I may be making a cent more profit per package.”

There have been many cases, in the history of advertising
campaigns, where retailers have been assured of an active
demand for a new product, created through advertising, that
really did not exist. That is, the advertising was not effective
enough to actually bring to the retailer’s store a string of
customers interested particularly in buying the advertised
product. It is more often the case that advertising creates
‘““consumer acceptance’ and ‘“‘dealer acceptance,” both of
which are powerful selling aids.
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ADVERTISING AS A MARKET CONTROL

Advertising may be a tremendous force in bringing about
the distribution of a product, because the manufacturer who
makes efficient use of -advertising may appeal to tens or hun-
dreds of thousands while the salesman is appealing to hundreds.
Moreover, advertising enables the business man to put his
information before a great multitude that the salesman cannot
reach or cannot interview. As has already been pcinted out,
advertising may not make complete sales. Its influence
depends on the character of the product and the method of
marketing used, and may therefore vary all the way from
making a complete sale to merely making a favorable impres-
sion that helps the salesman or the retail dealer to complete
sales.

But advertising goes much further than bringing about a
knowledge of a product-and affecting its distribution. It ties
up the business to the producer and enables him to control
output and prices better. When goods go out absolutely
unadvertised, the consumer does not know who produced
them and when he buys the second time he may not buy the
same goods but may buy similar goods made by some other
manufacturer. Likewise, the jobber or retail dealer selling
an unadvertised product sells such goods on his own selling
ability and on the confidence that his buyers have in him. He
can change to similar goods produced by some other maker
with little trouble. Take canned goods of the staple variety,
such as corn, tomatoes and beans, for example. There is
little advertising of these except so far as the label on the
package is concerned, and while that is important it is not very
far-reaching or a type of advertising that alone ties up a prod-
uct quickly to a large group of consumers. Such advertising
works slowly unless assisted by other forms. It is safe to say
that any well known jobber or retail dealer can change his
brands of such goods without serious difficulty.

Fluctuation of Unadvertised Goods.—Goods sold on the
jobber’s or the retailer’s recommendation are more subject to
price fluctuation. The following illustration will make the
principle clear.

During the war period there was considerable difficulty in

-
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securing the well known brands of baked beans. The demand
was strong and additional manufacturers speedily put new
goods of this type on the market. A brand that here may be
referred to as Bessie Beans was offered the jobbers and a good
quantity was sold at attractive prices while the shortage
existed. Retallers purchased from the jobbers, and consumers
in turn bought Bessie Beans.

When the conditions in the food market changed and the
well known brands of baked beans could be procured, the job-
bers found that their dealers preferred to go back to the
brands they had been selling formerly, and it took consider-
able effort to get rid of the Bessie Beans remaining in stock.
Some jobbers sold their stocks at a sacrifice at the end of the
year in order to get rid of the goods. Bessie Beans were of
good quality. Yet the manufacturer or packer could not,
after the abnormal period, command the attractive price or
the orders he secured during the war. His price suffered an
immediate drop, whereas the better known brands could
easily command their former price.

Standardizing the Price Through Advertising.—Advertising
affects price in another way. Through advertising, the manu-
facturer of a specialty can acquaint the public with the price of
the article, and the consumer goes to his retail store more or
less prepared to pay the known price. This is illustrated by
the Ingersoll watch, the various typewriting machines,
Victrolas, and many other such articles. Retail sellingismuch
more simple where the consumer knows definitely or approxi-
mately what the price is. Haggling and suspicion are
eliminated.

It should not be understood, however, that advertising
may absolutely control prices of all staple goods. The laws
of supply and demand must necessarily always affect prices
to some extent. But when times are abnormal, where the
market is oversupplied or undersupplied, those who produce or
sell trade-marked and advertised goods have less of the fluctuat-
ing price to deal with than is the case with those who sell
unadvertised goods. The consumer has a measure of protec-
tion from this condition. When he knows what the usual
price of a certain shoe or shirt is, he is likely to require an
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explanation if the price asked by the dealeris higher. Knowing
that fact, the dealer will not increase the price unless there is a
good reason.

The courts have made some rulings against price-control
by manufacturers where goods are sold through jobbers and
dealers to the consuming world. But no laws can take away
from manufacturers the right to spread information about
their goods and about proper prices therefor. And when
this is done effectively, much has been done to stabilize the
market and to maintain production on an even basis. The
producer who, by establishing a buying habit for his wares,
has a more or less steady market for his product and has saved
himself considerable of the uncertainty of the periodic ups and
downs of demand.

WHO PAYS THE COST OF ADVERTISING

A frequent topic in business circles is the question “Who
pays the cost of advertising?”’ The man who asks the ques-
tion is often one who professes to have little faith in the value
of advertising as a business force and who seeks to maintain the
position that unadvertised goods of equal quality with those
advertised can be sold for a lower price and the consumer
thereby be benefited. |

Rarely does any one who brings up such a discussion say
whether he is referring to successful advertising or unsuccessful
advertising. Whether advertising is successful or not has an
important bearing on the other question of who pays its cost.
The cost of unsuccessful advertising—and considerable advertis-
ing is unsuccessful to a greater or less degree—comes out of the
capital of the advertiser, for it is obvious that unless the public
buys the article it pays none of the cost—the production cost,
the transportation cost, the selling cost or any other item.

If advertising is successful; it should automatically reduce
the selling cost and does that unless it happens that the
advertiser has a monopoly. Itisasimple principle of economics
that for most commodities to be sold at a low price, they must
be produced on a large scale. If, for example, a manufacturer
of calculating machines can sell only a few hundred a year,
his production cost would be so high that there would be
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little or no market for the product. If he can sell tens and
hundreds of thousands, then he can put in machinery and
operators sufficient to produce the product in large quantity
and thus reduce the overhead expense of the enterprise. It
costs very much more per barrel to produce a thousand
barrels of cement a year than to produce one million barrels.
This applies not merely to production cost but also to selling
cost. Every aid, therefore, to the large increase of the sale of
a product, provided its cost is reasonable, tends to reduce
costs.

Reduction of Selling Costs Through Advertising.—A
comparison of the selling costs of well known advertisers
with the selling costs of other firms selling non-advertised
goods of the same nature usually shows that the advertising
manufacturer has a lower selling cost. An investigation
covering twenty-nine firms who advertise regularly showed
that in five cages the cost to the consumer had been reduced
rather than increased during the period of advertising, while
quality had remained the same. In sixteen other cases, the
quality had been improved with no increase in price, while in
eight cases advertising had changed neither price nor quality.

A well known hat manufacturer states thatin fourteen years of
advertising, his selling cost has been réduced seventeen per
cent. One of the best known manufacturers of spark plugs
declares that his selling cost has been reduced seventy per cent.
in four years, though the advertising campaign has opened up
much new territory and required an addition to the traveling
force. Another experience has been recorded—that of a
washing-machine manufacturer—showing that advertising
has enabled the advertiser to reduce his sales force consider-
ably and to cut down his average selling cost seven per cent.

Selling Costs of National Advertisers.—The following
figures given by three clothing manufacturers seem to indicate
that large advertising campaigns, if successfully executed,
reduce selling costs more than small ones.

Amount spent for advertising Selling cost, per cent.
$85,000 2.5 to 3
49,000 4

24,000 7
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Selling costs of well advertised goods are often much lower
than the general public supposes. Four automobile manu-
facturers give their percentages as ranging from 34 of one
per cent. of sales to 2.6 per cent. A large clothing manufac-
turer gives 114 per cent., the world’s largest manufacturer of
cameras, 3 per cent. Soaps, tobacco, ete. average higher, 5 to
10 per cent.

The cost of advertising, in commercial practice, is a part of
the selling cost. Selling cost cannot be eliminated. If not a
word of advertising is ever printed about a new soap, the
time of the traveling representative who sells the soap to the
retailer and the time of the retailer in explaining the soap to
his costumers represents a cost, and that is as much a
selling cost as advertising. Whether those who produce
and market a product do so by means of salespeople alone or
by means of advertising alone, or use both means, selling cost
cannot be avoided.

Selling Cost Inevitable.—Selling cost is as legitimate and
unavoidable as production cost, or transportation cost. If
advertising is so planned and executed that it largely increases
the sales of a product and cuts down the selling cost, the
cxpenditure becomes a benefit to the producer of the article,
the seller of it, and to the user of it. It surely requires no
deep thought to come to the conclusion that the manufacturer
who can produce a thousand articles a day can produce them
more cheaply, as a rule, than if he produced only a hundred a
day, or that the merchant who can sell a hundred articles a day
of a given kind can sell them more cheaply than if he sold
only ten of them.

A university professor, one who had apparently given
considerable attention to the subject of political economy,
wrote a magazine editorial in which he deplored the advertising
that was spent on a high-class encyclopedia. He argued for
the elimination of the advertising and a lowering of the price
of the set of books, which, he thought, would result in many
more people being enabled to buy this useful reference work.
He was asked by the author of this Handbook, if he were the
publisher of the encyclopedia in question or had some money
invested in the enterprise, how he would bring the work to the
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attention of people generally and at the same time avoid sell-
ing cxpense, of which advertising was a part. He was asked
if he would be willing to take the chance-of the encyclopedia
becoming popular merely through whatever free reviews
editors might give the work on its first appearance and through
the recommendation of subscribers. He was also asked if it
were not true that a large sale was absolutely necessary in
order to sell, at a popular price, such a publishing work as an
encyclopedia, requiring years of preparation and possibly
hundreds of thousands of dollars in publishing expense.

The professor-editor declined to meet the issue. The
publishers of the encyclopedia would gladly have availed
themselves of the ideas of this critic of advertising if he could
have suggested a way of avoiding all advertising and other
selling expense, but there is no way of doing so.

There have been other critics of advertising who have
argued that while advertising is perfectly justifiable for, say,
the first year that a product is on the market, it is not justifi-
able afterward—that a year is sufficient for the real informing
work to be done. This position is also untenable. No
advertising campaign could be so thorough in one year’s time
as to spread information about even a distinctive and unusually
interesting product to all who might possibly be prospective
purchasers. Even if all mature readers could be reached in a
year, there would be the new generation to take into considera-
tion. Every year almost two million people in the United
States and Canada come to the age at which they can read.
Then there are hundreds of thousands coming into these two
countries from foreign lands. Have manufacturers and mer-
chants no right to tell these people about their products?

The conclusion cannot be avoided that all advertising
which truthfully spreads information about useful commodi-
ties, whether that be goods or services, is justifiable ethically
and commercially if the expenditure be so planned that
distribution is increased on an even or lowered selling cost.

COORDINATION OF ADVERTISING AND SELLING

Advertising being a part of the selling process—a greater or
lesser part according to the nature of the product and accord-
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ing to the method of selling—it follows that to be most ef-
fective, advertising should be coordinated as closely as possi-
ble with the work of the salespeople, whether these be-the
manufacturer’s representatives, the salesmen employed by job-
bers, or the retailers and their helpers.

It is a common occurrence for a manufacturer to advertise
an article before the sales department is ready to sell it, or
possibly before the manfacturer can make deliveries. It has
happened, too, that the advertising has been based on a form
of appeal that could not be followed up and supported in the
sales work. Let it be supposed, for example, that the adver-
tisements of a manufacturer offer to sell direct to the consumer
and make no effort to direct him to the retail store. This
may be expedient if the manufacturer intends to develop his
business along mail-order lines, but if he intends to supply
consumers eventually through retail stores, his advertisements
may create an unfortunate situation that will embarrass his
salesmen when they go out to induce jobbers or retail dealers
to buy a stock of the goods.

An advertising department that does not coordinate closely
with the sales end of a business may advertise prices on some
article when good salesmanship would make it expedient
that the price should not be made known to the prospective
purchaser until the salesman can call on the inquirer and show
goods. This would be true in the cases of a campaign for an
expensive encyclopedia, for example.

A retail advertiser may advertise goods and interest the
public and, through neglecting to instruct his salespeople
thoroughly about the goods, have buyers come in only to find
that the people at the counters know little or nothing about
the goods. The mere fact that the people of the store know
nothing about the value of the advertised article may be
sufficient to chill the interest of the inquirer.

In order to have the closest relationship and harmony
between all advertising and selling effort, some concerns have
one person head both departments. In such cases he will
probably be known as the sales and advertising manager; he
may have some other title but carry this dual responsi-
bility. Sometimes, however, these two ends of a large busi-
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ness are so important that there is a sales manager and also
an advertising manager. Occasionally, the sales manager
is the superior of the two and the advertising man is responsible
to him and his department is regarded as a wing of the advertis-
ing department. In many cases, the advertising department
is on a par, so far as responsibility goes, with the sales depart-
ment and neither manager is regarded as the superior of the
other.

First Conference
with Client
Analysis Determinin Preparin
Field of enera E p' 4
Investigation | |Competition Policles Exhibit

Conference for
Discussing and Revising

Preliminary Draft of Pian

Comf;letion
of Plan

Delivery
to Client

Appointing Director Scheduling

The Order and Manager the Campalgn

Fi1g. 10.—Chart from an advertising agency showing the preparation of an
advertising and sales campaign.

It is unfortunate but true that in a great many businesses
there are such differences in business ideas and temperament
between managers of advertising department and sales de-
partment that the ideal understanding and working arrange-
ment does not exist. This is particularly unfortunate in those
cases where the advertising department must have consider-
able to do with the advertiser’s sales force in the way of having
them understand the company’s advertising and hawving sales-
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men see that advertising matters are properly understood and
handled by the retail dealers.

The sales manager, by reason of his calling, should under-
stand salesmen and dealers somewhat better than an adver-
tising manager. The advertising manager, on the other hand,
by reason of his training, ought to be a better judge of advertis-
ing values and effects. While both do well to have as much as
they can absorb of the other’s knowledge, the work of the two
men is frequently so different as to require a different type of
man. There is, however, the most powerful reason for having
the heads of two such important parts of a business working to-
gether closely in the laying out of plans, the choosing of appeals,
the timing of the advertising, etc. If a business has two men
who cannot thus work together, with enough broadmindedness
to forget some of their differences and sometimes support a
decision that they have not favored, a change of one or the
other is the only fair thing for the business. Advertising
and sales effort costs too much money for there to be a lack
. of sympathy and cooperation on the planning end.

Figure 10 gives at a glance the various steps in preparing an
advertising and selling plan.

EDUCATIONAL EFFECTS OF ADVERTISING

Advertising methods, unfortunately, have been used to pro-
mote many unworthy causes and products. The promoter of
humbug medicines and fake securities and others have been
quick to use the quick and far-reaching power of publicity as a
means for gaining their ends. Selling by face-to-face methods,
they could reach only a relatively small number of people un-
less an enormous sales force were employed. Selling by the
printed word, they have the world for their fields, as it were.
Through magazines and newspapers and through letters and
printed matter sent through the mails direct to the address of
the reader, they have found and allured their victims.

Regrettable as such uses of advertising methods have been
there is another side of the picture. The same power that has
been used to defraud the ill and rob the unwise investor can be
used to spread abroad the worthycauses. Tuberculosis, which
yearly takes off more human lives than any other disease but
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pneumonia, will be conquered by publicity. Those who have
made a study of the Great White Plague say that it could be
stamped out in a generation or so could every human being be
warned of how tuberculosisis contracted and induced to observe
certain precautions.

The growth of church advertising, of advertising for Y. M.
C. A. features, Red Cross work and other such causes has been
attended with marked success.

The great campaigns for Liberty Loans, for food conserva-
tion and the other great necessary movements during the late
war demonstrated as nothing before had done what a power
advertising is. There were some citizens of the United States
who believed, at the outset at least, that it would be easy to sell
Liberty Bonds, that all the Government need do was to make a
simple announcement and the people of the contry would step
up and offer their money unhesitatingly. It did not take long
to discover that even such a peerless product as a Government
bond of the safest government on the globe had to be explained
to the masses of the people, that appeals to thrift, patriotism,
etc. had to be made over and over, in varied form, and that this
aggressive publicity had to be coupled with aggressive sales-
manship before the great bond issues could be made successful.

It has been only about a dozen years since advertising was
employed with success in the advertising of political platforms
in presidential campaigns, displacing much of the old-time
‘““stump-speaking.”’

The advantages of advertising in these great movements is
obvious. The printed word commands a measure of respect
just because it is the printed word, provided it does not violate
credibility. Furthermore, through advertising the appeals
can be studied out and presented carefully in language that
represents just what those behind the campaign wish to say.
One who goes out to give an oral representation for a certain
cause may, through the misuse of words or misunderstanding
of his authority, say something very far from what those
behind a campaign wish to have said.

Advertising has enabled the transportation companies to
coach passengers in the proper manner of getting off cars. It
has enabled telephone companies to prevail on their subscribers
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not to call operators to ask the time of day or to call when a fire
alarm has been rung and ask ‘ Where is the fire?”’

There is much commerce that is of as keen interest to the
reader as anything to be found in the so-called reading pages
and columns of the magazines and newspapers. Nothing is of
greater interest to the man who is thinking of buying a motor

-~ .

The New
Telephone Ringing
Signal

You will hear it in your telephone receiver after you
have given the number to the operator and while you
are waiting for the called telephone to answer. It is a
low burr-r-ing sound lasting several seconds, followed
by a distinct pause and then a renewal 6f the burr-r-ing
sound.

It starts-as soon as the connection is established and
keeps up until someone at the telephone you called
answersg or the operator tells you they don’t answer
The purpose of this ringing signal is to give the calling
party definite audible notice that the work of putting
up-the connection has been performed by the operators
concerned.
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boat than well presented information about motor boats.
The housekeeper who longs for a modern refrigerator finds
both interest and pleasure in printed information about
refrigerators.

Advertising may be news of the most interesting sort. It -
may give serviceable information of the most helpful sort. It
may stop the passing of a counterfeit, find a bank robber, force
a balky public-service company to give better service, draw
people from the crowded cities to farm life, convert the public
to the cause of better roads, ete.
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Advertising affords the Chicago manufacturer or merchant
an opportunity to deal with the customer down in Texas or
out in Jowa almost as readily as he could with the people in the
towns of Illinois.

Advertising gives the man out on the farm opportunity to
see what the markets of the world afford, whether he elects
to buy direct from a manufacturer or to order his tractor or his
washing machine through his local dealer.
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"~ In All But New York

The Pennsylvania Commission has just authorized
a 7-cent fare in Philadelphia. The existing
3-cent charge for transfers will remain.

This was done to prevent disaster to the
City's service and to permit its expansion.

New York is the only jarge city left where this

policy has not been followed. [P

Fig. 12,

In the technical field, carefully prepared ‘‘informing adver-
tising ’”’ spreads data about the latest and most efficient devices.
Placed though it may be for the purpose of selling, advertising
in the best technical journals gives more up-to-date data about
new equipment than any of the text-books.

Advertising often permits comparisons that cannot be made
in a store. Likewise, the advertising of a local store often
tells an interested public of goods obtainable in the local stores
that readers did not know could be purchased there.
~ Advertising records the latest productions in the field of
- merchandise and equipment. It tells of the newest things in
service. Its messages are spread abroad in order that those
who feel an interest in what is offered may get further in-
formation at once or later when it may be needed.



SECTION 2
MARKETING CAMPAIGNS

Military Campaigns and Business Campaigns.—‘Cam-
paign” is an apt word for the description of a well planned
marketing program. The planner of a military campaign first
makes a careful survey, by the aid of maps, correspondence,
scouts and secret men, of the conditions through which he must
force a way. In some cases a military campaign is the result
of years of observation and preparation. In other cases the
preparation covers only weeks or months but is made as
carefully as possible, so there may be no surprises. The skilled
general figures that there will be enough uncertainties even
when he knows all the facts and plans every move, so he
gets all the data available.

The military campaign affords another valuable les-
son, for with the advance of an army, every part of the
organization has a certain duty or move to make. The
cavalry can do things that fhe  infantry cannot do well.
The artillery can give the infantry a sapport that the cavalry
cannot give, and so on. There is, in a well planned military
campaign, perfect coordination of the various factors.

He would be a poor general who would order an armyforward
with little idea of what lay before, or who would pay no
attention to the duties of various parts of that army but
let these things work themselves out as best they could. Yet
business campaigns have been conducted in just such reckless
fashion. An advertising appropriation has been voted,
decided on suddenly perhaps because some competitor had
begun advertising, and the money partly expended before
any definite sales policy had been decided on or before the
advertiser’s own salesmen or the salesmen of retail stores
had been properly coached.

Again and again advertising has featured goods on which

production in sufficient quantity had not been assured,
32 '
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and the manufacturer was placed in the unfortunate position
of advertising something that he could not deliver.

Much in advertising, as in any other undertaking, de-
pends on starting right, and one cannot get a better mental
attitude than that of thinking of advertising as a well prepared
movement similar to a military campaign planned by a general
of a lifetime of experience in military tactics.

Great Diversity in Campaigns.—Advertising campaigns
must of necessity differ greatly according to their scope
and according to the character of the article to be exploited.

A campaign may be national or international (if it ex-
tends to several countries), or it may be local and be con-
fined to one city, a county, a state or perhaps a group of
two or three states. .

A campaign may be one planned to sell goods direct to
the consumer in small units, which may mean running a local
retail business or selling direct to the consumer by mail.
Some concerns selling by mail direct to the consumer make
their own goods. Others are simply merchants, buying goods
made by others and using advertising as a means of exploit-
ing these goods.

If an advertising manufacturer does not sell direct to the
consumer, then his campaign must be to advertise so as to turn
inquirers to the wholesalers or retailers who sell such goods.
Such campaigns have been described as “Go to the dealer”
campaigns.

There are other manufacturers who advertise and supply
information direct to the consumer but who send a represen-
tative to call and give further information. The product
may be steam boilers, washing machines or belting. In a
way, the representative who calls takes the place of a local
dealer, for he is likely to bring a specimen of the product
or to give more exhaustive information than is perhaps
available from the manufacturer’s catalog or possibly through
correspondence.

This Handbook can hardly contain such complete data as
to solve the problem of what is the best type of campaign
for a given advertiser. Often it is easy to decide that a

campaign should be local and that some such medium as the
3



34 THE ADVERTISING HANDBOOK

local newspaper should be used. Again, it may be obvious
that the local community would afford too few purchasers
for the product the advertiser has to market and that a
campaign extending over the entire country, or possibly to
foreign countries, will be necessary in order to make the
number of sales that should be made in order to have the
enterprise successful. Suppose, for example, the commodity
to be advertised is a saw-mill outfit. It is evident that
any locality will have in it very few possible purchasers
of such equipment and that far-reaching advertising will be
necessary. Such a campaign appeals to a limited and special
group, whereas there are other campaigns of national or inter-
national scope that appeal to the general public; such, for
example, as those for soaps, flours, clothing, etc.

Whether the article or service to be advertised is a new
product for which no market has been established or an old
product for which newer or wider markets are sought, has
much to do with the character of the campaign.

A change of marketing campaign may be the occasion for
a new type of campaign for an established article. When
the Oliver Typewriter Company, for example, changed its
plan of selling the machine through special representatives
and offered to sell it direct by mail, on approval, a new
campaign of advertising at once became necessary to acquaint
the typewriter-using public with that change.

What a Campaign for a New Product May Embrace.—
The following schedule will indicate some of the necessary
work that will likely be undertaken in the case of a new product.

1. Study of the possible market.

2. Special study of existing competition. "

3. Research work among consumers and possibly dealers.

4. Study of production and selling costs, so as to determine
what can be spent for advertising and selling. -

5. Study of the article itself, so as to decide which of its,
selling points should be featured. This study should include
manufacturing methods, for the methods of manufacturing
may yield as good selling points as features of the article itself.

6. Decision as to the best trade channel for the introductory
campaign and a definite plan for a permanent campaign.
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It may be necessary, for example, to adopt some special
selling method for the introduction of the article, which
introductory plan will not be followed later. Illustration:
the manufacturer of a chemical that removes rust-stains
from clothing did not have the capital necessary to begin
national advertising, even in a small way. So he prepared an
introductory direct-mail campaign by which he offered his
goods to Ladies’ Aid Societies, Pastors’ Aid Societies, and the
like, to use in their campaigns for raising money. He sold a
considerable quantity of his goods in this way and the use of
the goods thus sold built up a demand from the retail
stores in certain sections. Later he advertised along broader
lines, but his original campaign was justified because it enabled
him to get a certain distribution and demand that made his
later campaign possible.

7. Decision as to the support to be given to the advertising,
which will cover work with the salesmen or the advertiser, the
dealers who are to handle the goods, the way in which inquiries
from consumers will be answered, ete.

8. If goods are to be sold by retail dealers, decision as to
whether an exclusive agency should be given to one dealer in a
given locality or whether it is better to sell to any dealer who
can be induced to buy.

9. Decision as to the mediums to be used for the advertising.

10. Planning the actual advertising, selecting the appeals
to be used, placing the advertising, checking it, etc.

- Campaign for an Established Advertiser.—The following
may enter into the campaign plans of an advertiser whose
goods are already distributed and sold to a considerable extent.

1. Attitude of consumers towards goods, their experience
with them, the extent to which they place repeat orders, etc.

2. Attitude of retail dealers, if goods are sold through dealers.

3. Attitude of jobbers, if goods are sold through jobbers.

4. Study of competition.

5. Survey to determine which market is covered and study
of how the weak spots can be covered.

6. Study of existing selling methods and trade channel,
and consideration of changes in selling policies, margins of
profits, and other relations with jobbers and retailers.
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7. Study of such features as delivery methods and service,
in case the advertiser is selling something like a machine
for which inspection and repair service must be given. -

8. Study of mediums in use and consideration of possible
new mediums that may be utilized to advantage.

9. Study of present advertising copy and consideration of
new forms of appeal or new sizes of advertisements or schedules
of advertising.

Scott Paper Campaigns.—The Scott Paper Company for a
while sold a paper towel made up in such a way and with such
a style of fixture that only business offices, hotels and the like
were probable purchasers. Though the Company had been
successful to a reasonable extent with this campaign, its
advertising agency, as the result of a study of conditions,
recommended a size of roll and a fixture that could be sold at a
price to attract housekeepers, and the immediate result was to
greatly multiply the field of prospective purchasers.

As the result of a later study on another of their products,
the Scott Paper Company entered on a campaign to educate
the public to ask for Scott Tissue rather than “toilet paper.”’
This campaign was founded on the recognized reluctance of
thousands of people, especially women, to enter a public store
and ask for “toilet paper.”

There are probably few products so well established that
thorough study of market conditions, the product itself, its
consumers and the jobbers, dealers and salespeople who sell
1t, does not reveal some opportunity for improvement or
extension of the promotion campaign.

Holeproof Hosiery scored its original success on the dura-
bility argument. In late years this advertiser learned that
far more people bought hosiery because of its appearance
than because of the durable quality of the product. Con- -
sequently, the current campaign of the Holeproof concern
1s well expressed by copy reading: “Famous for its durability,
Holeproof Hosiery has now become known as America’s finest,
appearing hose.”” The illustrations are now devoted entirely
to the appearance of the goods.

Consider, for example, the successful efforts of Portland
cement and adding machine manufacturers to acquaint the
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young people of the schools with these products, so that they
go out into the working ‘world familiar with the service of
cement and the utility of the adding machine. Supplying
schools with material or equipment for lectures and demonstra-
tion is as much advertising as the preparation of a series of
magazine announcements.

New Campaign for Fertilizer.—The following is another
illustration of what a new form of campaign for an experienced
advertiser may be.

A fertilizer company was doing a large business selling its
products through something like five thousand dealers and
country agents, the dealers being for the most part the stores
handling grain, feed, farm supplies, seed, etc.

The growing tendency of the American public to cultivate
small gardens and the.opportunity to do business with the
many thousands of people who do a small amount of flower-
growing suggested to some one in the fertilizer company the
advisability of putting up a smaller package of the.product.
Fertilizer in the past had been sold mainly in large bags, which
met the need of the farmer well enough but which contained a
larger amount than the man with a tiny city garden or the
woman with a few flower beds needed. To open a large
fertilizer bag and make up small packages was inconvenient
though it was frequently done. “Why not,” thought this
executive, “make up small packages, and sell these through a
new group of stores?”’

An investigation was made to see what hardware stores,
drug-stores, grocery stores and even the five- and ten-cent
stores thought of the idea. Most of the merchants inter-
viewed were favorable. The hardware stores told of many
instances where people asked to- have a small package of
fertilizer made up for them.

The result of the iInvestigation seemed to show that in
the territory where the fertilizer company had some five
thousand dealers or agents selling-the larger bags of fertilizer,
there were something like 50,0C0 stores that were possibilities
as retailers of fertilizer in small packages. This investigation
also showed the necessity of a different type of advertising.
The former advertising had been to farmers exclusively. The
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new type of advertising had to be directed to the small gardener
and florist, who might be a city man or woman. It called for
study of fertilizers that were particularly adapted to garden
crops and flowers and for the study of appeals to people who
raised such crops. ,

Extensions of Other Campaigns.—Probably few advertisers
have gone so far or have made such progress in the study of
their markets that there do not still remain possibilities for
changes or extensions of their campaign plans.

Carborundum, for example, originally made up as a dis-
tinctive new type of grinding material, has spread out until
there is a large business in razor hones, carving-knife sharpen-
ers, scythe-whetters, etc. These specialties call for a type of
advertising that was not deemed necessary or practicable at
the outset. .

Portland cement, marketed originally mainly for such con-
structions as sidewalks, floors and walls, has now a large sale
as a road-building material and considerable money has been
spent during the last five years advocating concrete roads.
Still later has come its use in the building of ships and barges,
and this called for another campaign of advertising.

The paint-manufacturing companies have for many years
been conducting aggressive campaigns that sought to drive
home the superior quality of the several brands. In recent
years, a cooperative campaign has been in progress, the key-
note of which has been “Save the surface and you save all.”
This campaign has been one of public education on the im-
portance of painting a surface before deterioration takes
place, in other words, a campaign of information about the
value of paint rather than a selfish campaign arguing for
the sale of one particular brand.

A new form of campaign may be made necessary because of
the addition of a new product to some well advertised line.
Several typewriting machines are widely known. Yet a
number of these have found it desirable to bring out a new
small model of the portable style. While the advertising of
former years will help to make the advertising of the new
model easy, just the same, the portable machine will have to
be advertised extensively and aggressively by each manu-
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facturer before any large proportion of the purchasing public
knows of the existence of the smaller models or is converted to
the desirability of purchasing such writing machines.

Local Campaigns.—The foregoing illustrations have dealt
mostly with manufacturers’ campaigns. A business firm
planning a local campaign, such, for example, as a real estate
dealer, a banker, a laundryman, or a hardware store, does not
have as many conditions to study as a manufacturer who must
perhaps deal with both jobber and retailer before he reaches
his real consumer. But local problems may be difficult of”
solution just the same. For it must always be borne in mind
that while it may be possible for a business firm to reach its
logical group of consumers by any one of several methods of
advertising, some of these methods may be entirely too costly
for the result achieved. The real estate man, for example, has
a certain commission. He can spend only so much of that
commission in his business-getting program. A banker can
afford so much for savings accounts. He cannot afford to have
them cost him a hundred dollars each. Likewise, the laundry
and the hardware store, while wishing to gradually increase
their sales, have a limit for sales expense.

Campaigns for such advertisers call for close studies of the
buying habits of people as well as their walking and reading
habits. Location may have much to do with the solution of
campaign problems. A hardware merchant with a store in the
central part of a city may be able to use the newspaper as its
principal medium, whereas a hardware man in one end of a
large city may not be able to get proper results from the news-
paper because his location is such that a large proportion of the
people of the city cannot conveniently deal with him. He
may have to use circulars, a house organ, street car cards,
posters, letters, etc.

The Prospective Group.—Every advertiser has a certain
logical group of prospective purchasers. In the case of most
advertisers there is also a group of readers made up of people
who by no reason can ever be purchasers of the commodity.
Appealing to this latter group may, therefore, be sheer waste
and the advertiser does well to avoid that, though he may
use mediums that afford a profitable means of appealing to his
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logical group while at the same time reaching many who are
in the “waste group.” Illustration: the manufacturer of an
electrical household appliance has for his logical group those
homes where electricity is in use. There is a large circle of
readers living in homes where electricity is not available.
These readers are to a large extent waste circulation, and noth-
ing is gained by trying to appeal to them especially.

At the same time, it must not be overlooked that there is a
“twilight zone,”” as it were, between the advertiser’s group of
logical purchasers and another group who cannot make use of
the product. Using the electrical applicance again as an
example: some of the people whose homes are not supplied
with electricity today will have the use of it five years from
today, and some of the publicity that is today apparently
wasted will count for something then. Furthermore, some of
the people living in homes where there is no electricity will
move every year into homes where current is supplied. This
illustration serves to show that an advertiser can hardly afford
to draw too small a circle of prospective users. :

There have been critics of the ARMCO IRON advertising
campaign who said that the American Rolling Mills Company
could never profit by a national advertising campaign; that
too few of the people of the country were interested in know-
ing what iron was used in the products they bought. But an
effective advertising campaign was put through for ARMCO
IRON on the feature that this iron-is rust-resisting. Today
there are at least a score of hardware manufacturers making
their specialties out of ARMCO IRON and advertising that.
their milk-cans, ice-cream freezers, etc. are more durable
because made of ARMCO IRON. Thousands of the salesmen
of different manufacturers are using this argument with dealers
and consumers. Thus, a campaign may become much more
far-reaching than even those behind the enterprise at the out-
set anticipated. :

Distinctive Campaigns.—A retail firm conducting a farm-
supply store in a small town of Pennsylvania found itself
losing some business to mail-order firms. The advertising
of the store was distinctive. A specimen is here shown. This
newspaper space was always filled with a small display ad-
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vertisement and a number of little human-interest items about
what the people of the town and country were buying and
doing.

But the Murray Co. went further. A mailing-list of buyers
throughout the county was established, and these names were
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kept on stencils for easy and speedy addressing. This list
was classified and checked with the county assessor’s list. If
a farmer’s property list did not show that he owned at least
eight cows, he would not be included in the special list of
diarymen.
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This mailing-list was covered with appropriate circulars
several times a year. The firm made up a small mail-order
catalog in the general style of the large mail-order catalogs,
but nothing was listed in this book but those articles on which
the Murray Co. could sell about on a par with the mail-order
houses. In some cases they listed articles—gas engines, for
example—that could be shipped direct from the manufacturer
to the farmer. The circularizing of the list with this catalog
proved to be effective in stopping most of the out-of-town
buying.

The Murray Co. also used the list in advertising a spring
opening or ‘“big party’’ as it was called. The firm asked the
manufacturers whose goods they handled to furnish equip-
ment for a booth and to send a demonstrator or representative
there to take charge of it. The result was, in one year, twenty
booths showing farm equipment, each in charge of a manu-
facturer’s representative. Music was arranged for, free
cigars were presented to the men, flowers to the women, and a
bag of candy forevery child. Thestore invariably was crowded
all day on these occasions and a large number of advance
orders for farm supplies were taken.

Such a campaign called for as close a study of the territory
and customers of the store as many a manufacturer s schedule
requires.

Campaigns may, according to the nature of the product or
the class of consumers, have to be planned along unusual lines.

A maker of artificial limbs, for example, does some general
advertising in the magazines, but his best plan is that of sub-
scribing for newspaper clippings that tell of amputations.
This affords a live list of business-leads, and before the man
who lost his arm or his leg is out of the hospital, he receives a
tactfully written letter and a booklet dealing with the product
of the limb-manufacturer.

Some very successful campaigns have been carried out by
small classified advertisements inserted in the columns of
newspapers headed Help Wanted, For Sale or Exchange,
Business Opportunities, etc.

Another distinctive form of campaign is that of a house
organ. A successful Philadelphia manufacturer has a house
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organ that 1s regarded as being the most effective form of
advertising the firm employs, and the mailing-list to which
this house organ is sent is valued very highly. The house
organ is a distinctive type and is very closely identified with
the manufacturer.

EXPERIMENTAL CAMPAIGNS

Before an advertiser launches a far-reaching and expensive
campaign, it is often good tactics to do some experimental
work in order that he may determine which of several methods
is the most effective in its effects on consumers, dealers or
both. .

No matter what sort of research work he may conduect, it
may be an open question as to whether a newspaper campaign,

a street-car campaign, an outdoor campaign or some other

form will give the best results, cost considered.

Procter & Gamble, while possessing a rich experience gained
in marketing Ivory Soap, thought it best, when a new product,
Crisco, was ready for marketing, to conduct several Crisco
campaign experiments before proceeding on a large scale.
While such experiments necessarily delay the carrying out of a
general program, so does experimental work in other lines

- delay but such delays may, in the long run, prove to be a real
. saving.
~ Attractiveness of Campaign Plan.—Much of the success of
~an advertising campaign depends on the soundness or attrac-
~ tiveness of the main idea of the campaign. To illustrate: a
new shaving razor was advertised on the plan of offering the
" razor without payment to any reliable person. That person
- agreed, however, to send the advertiser each week the money
that he saved by shaving himself instead of going to the barber,
whether that amount was thirty cents a week, forty cents or
fifty cents. The central thought of the copy was “ Pay as you
shave and save.” It was an attractive idea—that one could
pay for an equipment of this sort with the money actually
~ saved by using it.

Banks some years ago secured a wonderful increase in small

savings accounts by adopting the ‘“Club Plan.”” There were




44 THE ADVERTISING HANDBOOK

Christmas Clubs and Vacation Clubs. The depositor could
take his choice of several plans of depositing money, a fixed
equal amount a week, or beginning with a small amount and
gradually increasing the sum, or beginning with a fair-sized
amount and gradually decreasing the sum. But the idea was
new, or at least it had a new name, and its good feature was
that people bound themselves to pay, if possible, a definite
amount of money each week. This proved to be exceedingly
attractive, and a great many people who had considerable
money deposited on other accounts joined the savings clubs
and accumulated a special fund for Christmas or for a vacation.
From this has originated clubs for buying a kitchen cabinet,
and clubs for various other purchases. It is merely a variation
of the old instalment plan of payment, but the words ‘‘instal-
ment plan’ have come to have an objectionable suggestion
to the minds of many, and the ‘“Club Plan” provides a
pleasing variation.

RESEARCH WORK

A most important part of any marketing campaign is the
research work. Imagination, or vision, has been responsible
for many advertising successes. But in spite of the value of
the imagination, which is discussed thoroughly in the section
of this book devoted to Copy, it is poor policy to trust to
imagination in planning a campaign if it is possible to secure
actual facts on which to build conclusions. There are things
that must be imagined. Other conditions can be determined
with considerable accuracy. Millions have been wasted in
advertising because some one imagined or guessed that certain
conditions prevailed when, as a matter of fact, other conditiors
prevailed.

Some ten or twelve years ago a leading watch manufacturer
was solicited to advertise to the farm trade. - This manufac-
turer imagined that farmers generally were buyers of the
cheaper grades of watches, and his advertising had been placed
accordingly. An Investigation conducted among enough
farmers scattered over different sections was sufficient to
convince the manufacturer that his notion was erroneous. As
a result, the watch campaign was considerably modified.
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TABULATION OF AN INQUIRY AMONG FARMERS TO DETERMINE KIND OF
WATCH OWNED
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A leading paint company imagined that farmers did their
own painting and that therefore the country painter could be
neglected in their advertising campaign.
paint company did not believe that this opinion was founded

An executive of the
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on facts and he went out on a touring trip through the nearby
farming regions, concealing the fact that he had any interest
in the paint company. He found what every one familiar
with rural conditions knows—that while the farmer might
possibly paint his barn or some other out-building, hisresidence,
if he had a good one, was almost invariably painted by the
country painter. In truth, the painting of a residence
requires considerable equipment that no one would be
warranted in buying unless he were making a business of
painting. '

Who Should Undertake Researches?—Advertising agencies
do considerable of the research work that precedes marketing
campaigns. Some advertisers, however, do such work on
their own account, using a member of their staff forthe purpose
or making a contract with some other concern experienced in
research work.

Research work may consist of :

1. 'Sending out investigators to call on consumers, retailers
or jobbers, or perhaps on men or women who do not actually
purchase the goods under study but recommend or specify
commodities—engineers, architects, dentists, etc.

2. The preparation of and sending out of questionnaires,
or question-blanks.

3. Consultation of files of libraries and periodical publications
to find what has been published about the goods under study
and perhaps getting also competitive literature and periodical
advertising.

The compilation of such data into easily grasped form is
itself an art. Such material is often put into portfolio or book
form In order that it may be placed before an executive com-
mittee or a board of directors. ‘

Types of Investigators.—Not every one is qualified to con-
duct a research. One needs something of the ability of a good
reporter, and he must be on his guard against giving those
whom he questions his own opinions. It has happened many '
times that an executive of a manufacturing or merchandising ;
concern has gone out to make an investigation with his views :
fairly well fixed. In such cases the usual result is that the
investigator finds support to his own views. Unconsciously, -
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he is likely to ask leading questions and make it easy for those
with whom he talks to take his view of the topics discussed.
A prominent candy manufacturer once went on a trip through
the Southern part of the United States to get the views of his
dealers as to the use of certain magazines, the size of advertise-
ments to be used, etc. As a matter of fact, the dealers whom
he questioned had given little thought to the topics on which
they were questioned, and in most cases their judgmentinsuch
matters did not represent any experience. But the candy

. manufacturer came back much gratified to find that his views
were shared by practically all of the trade. An independent
investigation conducted by the manufacturer’s advertising
agency and carried out by a man who did not let the dealers
know that he was acting in the interest of the candy manu-
facturer showed a very different range of views on the part of
the dealers.

Salesmen, do not as a rule, make very skilful investigators,
though they are often used. The salesman is too likely to look
at the subject under investigation from the inside point of view

- or from strictly the selling side as reflected by him on the dealer.
- If he himself has decided convictions as to some of the subjects
up for discussion, he is exceedingly likely, unconscious perhaps
that he is biased, to find that the conditions are as he believes
them to be.

Investigators who make a business of this particular work
give the best results. They may be men or women, according
to the nature of the article or of the investigation. It is not
usually best for such workers to introduce themselves as
“investigators,” for such a term alarms some people. It is
comparatively easy for a tactful person to assure either a mer-
chant or a consumer that he is working on a report on such-
and-such a merchandising subject and will take it as a great
| favor if he will give his opinions, assuring that his name will
| not be given if he prefers that it should not be.

Scope of Investigation.—It is better ordinarily that an in-
| vestigation should not be confined to a particular community.
A typewriter company investigating the market for a portable
model of its machine might find different results in New York
City from those it finds in Miami, Florida, or Pasadena,
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California. The attitude of New England housekeepers to-
ward a new household article might vary considerably from the
attitude of the housewives in Iowa or Texas. Certainly the
investigation should be broad enough to leave no doubt that
the deductions arrived at represent at least a fair average of
the territory in which the marketing campaign is to be
conducted.

Additional Examples of Investigations.—Before Ryzon
Baking Powder was advertised nationally, the following in-
vestigation was undertaken:

1. A well known advertising agency gathered and assembled
statistics covering the sale of baking powder throughout the United
States for the previous ten years, as compared with the ten years
before, dealing with quantity sold and prices obtained for the
various classes. These figures demonstrated the market possibilities,
competition, price and general condition, of the industry at the time
the manufacturers of Ryzon considered entering with a new brand.

2. The manager of the Food Department of the General Chemical
Company—the advertiser in this case—spent about three months
traveling around among the trade and making a personal investi-
gation of conditions and the proper methods of marketing a new
baking powder.

3. An experimental campaign for approximately four months—
the last four months of 1915—was conducted in the Metropolitan
District of New York and vicinity, to determine selling resistance and
to try out generally the plan advised by the advertising agency, and
the marketing manager, before applying it to national territory.
Supplementing this four months’ preliminary experience, another
research was conducted by 35 house-to-house workers—women
chosen because of being practical cooks or domestic science graduates
—who made daily and weekly reports of the attitude of the consumer
on Ryzon and other baking powders, the reason why they purchased
and used the baking powder they were using, and what would induce
them to try a new baking powder, particularly Ryzon. In this
house-to-house work approximately 110,000 homes were reached by
direct interviews at their homes or over the telephone.

Quantities of the baking powder were sent to different parts of the
country in order that the effect of climate on the powder might be
studied. The Company wanted to be sure that it would meet no
great surprises when its costly campaign was well under way.
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A tobacco company before starting a new campaign featur-
ing a Havana product sent a man to Cuba to study the sub-
ject of tobacco in its native clime. This was done not merely
to get the facts about Havana tobacco but that the man who
was to plan and prepare considerable of the advertising copy
might get what is well called the ““atmosphere” surrounding
the subject.

The owners of Life Buoy soap, when about to undertake
a new campaign for the product, had investigators call on
hundreds of different dealers in scattered territory and
some thousands of consumers. One obstacle that the soap
people had to overcome was the slight odor of carbolic acid
that Life Buoy soap has. While this is a “clean smell,” it
is nevertheless objectionable to many people, and it was
highly desirable to get at the reasons people had for buy-
ing or not buying the soap. The investigators asked dealers
how much of the soap they had sold, when they had last bought
a supply, what class of customer they sold to, what people
said about the soap when they bought it or when it was of-
fered, ete. °

The consumers were asked about their purchases of the
soap, what moved them to buy it in the first place, how they
used the soap, how they liked it, if they expected to use it
regularly, etc.

When the article to be marketed is an entirely new one,
of course 1t is impossible to get data of such character as
was secured about Life Buoy soap. However, the wants, likes
or dislikes of people can be ascertained to some degree in
any case.

Questionnaires.—A. questionnaire, or question-blank, often
affords a convenient and economical means of getting certain
data, though one who adopts this form of investigation must
reckon at the outset with the fact that when people are not
under any obligation to answer an inquiry from a stranger,
only a small proportion of them will take the trouble to do so.
Sometimes appeals can be so made that the usual reluctance
to answer will be overcome to some extent.

For example, when the Board of Trade of Trenton, New

Jersey, conducted an investigation prior to carrying out
4
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a campaign of advertising to induce residents of Trenton
and nearby territory to ‘“Shop first in Trenton,” the com-
mittee deemed it worth while to go further than running
the ordinary and somewhat trite ‘“‘Buy at Home’’ arguments
in the newspapers. They sent out several thousand question
blanks to a selected mailing list, asking questions of this
nature: '

1. Please tell what kinds of goods you have, in the past, bought
from firms located at some distance from Trenton.

2. Give freely your reasons for inquiring or buying these supplies
out of our community.

3. Are there goods that you need more or less regularly that are
not carried by our local firms?

4. Have you any criticism to make of our local stores and business
firms as to selling service, delivery service, terms or anything else?

Readers were assured, in a note signed by the President
of the Board of Trade that these questions were asked
‘““for the good of Trenton and the surrounding community,”’
and those who received the blank were told that their frank
answers would be a real favor, that their names would be
withheld if preferred.

The result was a good response and some very valu-
able data for local business firms apart from the purposes
of the campaign to ‘“Shop First in Trenton.”’

Exhibit No. 2 is a copy of a blank sent out by a watch ad-
vertiser to some thousands of business men in different states.
This, too, brought a very interesting series of replies that
were carefully tabulated.
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ExumiT No. 2

1. If you were to buy a new watch today, what make would you
choose and why?

2. Are you contemplating the purchase of a new watch for yourself
or a gift? If so, why?

3. If you were buying a new watch, would you prefer a thinner
model than you now have? If not, why?

4. What is your impression of Swiss watches?

5. How many watches have you owned? Please give information
about them as follows:

1st watch 2nd watch  3rd watch

6. What magazines do you read regularly?

Exhibits Nos. 3, 4 and 5 are a letter, an enclosure, and a
later report made up by an investigator employed by a cement
corporation who was endeavoring to learn what group of farm
magazines he should use in each state to reach farmers most
effectively. This investigator used a separate letterhead for
each state and had an address in each state.

Exhibit 4 is the list of questions appearing on the form
enclosed with the letter.

Exhibit 5 is a tabulation of the results obtained from the state .
of Pennsylvania. It should be noted that this investigation

- was made in the year 1917.

(
l.
i
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ExHiBIT 3
LEONARD T. BUSH
Lock Box No. 346
GRAND IsLAND NEBRASKA

September 21, 1917,
Mr. H. A. Biskie,
Lincoln, Nebr.
Dear Sir:

I am employed by a large manufacturer who wants to advertise his
products to you and the other leading farmers in Nebraska.

I told him that you would much rather have him tell his story in
your favorite farm paper (where you can determine its advantages
for you at your leisure) than by having him send you a circular letter
every week or so, or by having a salesman call and take up your time
when you are busy.

Having decided this much, the question came up ‘‘What is the
favorite paper of the leading farmers like yourself?”” 1 told him
that if we wrote you and a few others, you would be glad to tell us
something about the farm papers you read.

I have therefore had printed a few questions on the enclosed
ostcard, which I hope you will be good enough to answer
or me as follows:
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