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A Note From The Publisher

The year was 1905. A. L. Thomas, the head of the Lord & Thomas advertisng
agency, was in his office with Albert Lasker, one of the firm's partners, discussing an
account.

Lasker was the agency'srising star. At the age of 24, he was a senior partner and was
paid $52,000 annudly, an incredible sum considering both his age, and the year in
question.

Suddenly, aknock struck the door and a messenger appeared holding a note for
Thomas, which he dismissed. If not for Lasker, the note might have gone in the trash, but
he intervened and asked to seeit. Hereiswhat it said:

"1 am in the saloon downgtairs. | can tell you what advertisingis. | know you don't
know. It will mean much to meto have you know what it isand it will mean much to
you. If you wish to know what advertising is, send theword 'yes down by the bell
boy." Signed-John E. Kennedy

Unknown to Kennedy, Lasker had been searching his whole life for the answer to that
question. However, even with his position and experience, he did not know.

Lasker summoned Kennedy to his office and in that historic meeting, three words were
whispered. Three words that changed the face of advertising forever.

Those words were " Salesmanship-in-Print." A concept so basic and so effective that
no one has since been able to improve upon it.

Kennedy went on to become one of the most well known and highly regarded
copywriters of histime, eclipang Lasker and even copywriting great Claude Hopkins.

To quote Lasker:
" The history of advertising could never bewritten without first place being given to
John E. Kennedy, for every copywriter throughout the length and breadth of this
land istoday being guided by the principles helaid down."

Preface

The "Reason-Why" epoch in Advertising is now seven years old.
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It was initiated and made effective by the remarkable series of articles contributed to
Judicious Advertisng Magazine in 1905 by John E. Kennedy (which seriesis here
reprinted).

That these articles gpply asfitly and forcibly to Advertisng conditions today as they
did seven years ago proves the undying Truths embodied in them and expressed through
them.

"Reason-Why" asthe first definite concept of active Sdesmanship-in-Advertiang
(versus passive "Genera Publicity™) has been quoted around the world, criticized, gibed,
jeered, gpplauded and, findly, adopted by its most violent critics, until it is now quietly
conceded to be the basis of dl good Advertising.

Many thousands of inquiries received for reprints of the "Reason-Why" articles have
led the publishers to issue them, bound together but practically unchanged, in present form,
asthefirg red Text-Book upon the grest and growing Science of Advertising.
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"You Must Do the Sum To Prove it!"

Chapter |

Advertisng should be judged only by the goodsit is conclusvely knownto s, at a
given cos.

Mere Opinions on Advertisng Copy should be excluded from consideration.
Because opinions on Advertisng are conflicting as opinions on Religion.

Forty per cent of al the peoplein the world are Buddhists, and are of the Opinion that
Buddhism isthe only true rigion.

Twelve per cent of the world's people being Roman Catholics, are firm in the Opinion
that the remaining 88 per cent are wrong, and sure of damnation accordingly.

Eight per cent of the world's people being Protestants believe that both the Buddhists
and Catholics, and dl others, are deplorably ignorant of the only true faith, which of course
must be their own particular sect of Protestantism.

And, neither Buddhist, Catholic, nor Protestant, can convince the 2 per cent of Jews
that their opinion iswrong and should be changed.

Thisisadde-light on the inconsstency of mere Opinion

Rdigion mugt cortinue in the redm of Opinion, because no one can decide which
Creed isright, and which wrong, till he dies and finds out the facts for himsdlf.

And no mere man who died has ever come back to Earth to settle the dispute.

But, it is different with Advertiang, asit iswith Mechanics or with Medicine, dl three
of which can be conclusvely tested.

Many Advertisers, however, seem satisfied to spend their money on mere Opinions
about Advertisng when they might have invested it on Evidence about Advertisng.

These are the Advertisers whose business must die before they can be convinced that
"Generd Publicity” (merdly "Keeping-the-Name-before-the- Peopl€e”) is wrong and
"Sdlesmanghip-on-paper” right.

They blindly gamble in Advertisng when they might have safdy invested init.
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If they were to buy any other kind of Service, except Advertisng, they would demand
tangible proof of its efficacy before they spent much money on it.

If they hired a Sdesman, for ingtance, they would expect him to prove he was earning
his sdary by making a satisfactory Record on Sales.

They would not accept, for long, statements from him that he was "Making a Generd
Impression on the Trade' for hisdary.

Nor would they be satisfied with the statement that he was "K egping-the-Name- before-
the-People’ profitably enough to compensate for lack of Sales.

Nor would they enthuse over areport from him that he was "Influencing Sales' for
their other sdlesmen.

What the Advertisng Employer would demand from his Salesman would be profitable
Orders. He would demand Sales, clearly made by the Sdesman himself, each sde carrying
agiven profit over cost for the Employer.

That isjust what the Advertisng Employer should demand from his Advertisng
Expenditure, too- Sales-proven Sdes, carrying a satisfactory profit.

And, if he inggts upon it he can get the kind of Advertisng which will actudly produce
Sdesingead of avague "Generd Influence on Sdes.”

Because, true Advertising is only "Salesmanship-on-paper™ after dl.

When it is anything less than Sdlesmanship it is not real Advertising, but only "Generd
Publicity."

And, "Generd Publicity” admittedly claims only to "Keep the Name before the
People," - to produce a"Generd impression on the Trade," and to "Influence Sdes' for the
sdesmen.

It makes the same lame excuses as would be made by a Salesman who failed to earn
hissdary in actudly sdling goods.

But "Generd Publicity,” or any other Advertising, should be judged by the sefsame
standards as the Sdesman isjudged, viz., by the goodsit is clearly proven to sel & agiven
cost per dollar invested init.
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"ToWhom AreYou Advertisng?"

Chapter 11

MR. ADVERTISER!

Y ou spend your money to tel People what you've got to sdl.
Now, what kind of People can afford to buy your particular Goods?

What income must they possess to be probable Consumers of your Advertised
Product?

How many possibilities of Sale has your product per thousand average Readers?

These are dl vitd factors in the framing up of your campaign, and in the
prospects of Success fromiit.

Here are some Census figures upon which we base our Campaigns and
Cdculations.

In the year 1900 there were 15,964,000 Familiesin the United States.

These Families averaged about five persons each, or atota population of
75,994,575.

Fifty-one per cent of that population lived in the country - 10 2/3 per cent was Semi-
urban, and 38 1/3 per cent lived in Cities and Towns.

The Newspapers and Periodicals these Families read had atotal circulation of
8,168,148,749 copies per year.

That means 512 copies per year per Family, or nearly two copies per day for each
family.

A great ded of Reading, ian't it?

Now comes the astonishing part of the Census figures.
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Nearly 33 per cent of dl these Families had an average Income of less than $400 per
year, or about $80 per capita.

Only 21 per cent of these Families had an annua Income of $400 to $600.
Only 15 per cent of these Families had an annuad Income of $600 to $900.
Only 10 1/2 per cent of them had an annua Income of $900 to $1,200.
Only 7 1/2 per cent of them had an annual Income of $1,800 to $3,000.

And, of the Automobile Class only 5 per cent had an Income of over $3,000 per
Family, or $600 per capita.

Now, wouldn't that set you thinking?

Suppose you have Pianos to sdll through advertisng, how many Families of the
total that read Newspapers and Magazines could afford to buy one?

Then, how meany of these are dready supplied?

That egtimate shows your Possible Market through Advertisng, and indicates the
way that Market must be approached.

It aso shows about how many Readers you must pay to reach who cannot buy
your Piano, no matter how much your advertisng makes them wart it.

And it dso shows the futility of writing "Catchy™ Copy to attract the greatest
number of Readers for your advertisement.

What you need is not numbers of Readers, but Class of Readers.

That very limited class you must convince, when you once get its attention, or
you lose dl profit from your Fiano advertisng.

Y ou musgt make up in Conviction and Sdling-force for what you lose in possible
number of purchasers with such a proposition.

But, when your product is something which can be used by the Masses, it isthen
a better subject for Advertisng.

Because, you then have about 85 per cent more posshilities of Sde, anong
Average Readers, than you would have had with a Fiano or Automobile.

The current mistake in Advertising to this great 85 per cent of Average Families
isthat of taking over their heads, in terms and thought-forms which are unfamiliar or
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unintdligible to them.

Observe tha not one of this great 85 per cent of families has an Income of more
than $1,800 a year, or $360 per person.

Observe dso that the Average Income of this great 85 per cent isless than $500
per year, per family, or $100 per head.

We must not expect the Average of such people to have classica educations, nor
an excessive gppreciation of Art and Inference.

Neither are they as Children in Intdllect, nor thick-headed Fools.

They arejust Average Americans of good average intelligence, consderable
shrewdness, and large bumps of Incredulity.

Most of them might have come "from Missouri" because they dl have "show
me!" ever reedy in their minds, when any plausble Advertisng Claim is made to them.

But, they are willing to be "Shown" when the arguments are sensble enough, as
well as smple enough, to apped readily to their menta make-up.

They are not suffocating for want of pretty pictures and pleasing phrasesin
Advertisng.

What they are mod interested in is, " Show me how to get more for my money of
what | need for Existence and Comfort rather than for Luxury.”

This"great 85 per cent” of Readers has a peculiar Habit-of- Thought or Mental
Cadlibre of Its own which responds most fregly to a certain wel-defined form of approach
and reasoning.

To drike the Responsive Chord with the class of Readers aimed at isto multiply
the Sdlling-power of every Reason-Why given and every line of space used.

So afew Pointers upon thiswill be in order for our next chapter.
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" The Responsive Chord in Advertisng!”

Chapter 111

ADVERTISING isjust Salesmanship-on-paper.

It isameans of multiplying the work of the Salesman, who writes it, severd
thousand-fold.

With the sdary paid asngle Sdesman it is possible, through Advertisng, to
reach a thousand customersfor every one he could have reached ordly.

It isaso ameans of discovering, and developing, new customers where they were
not previoudy known to exit.

These facts are mentioned here because few Business Men have a correct idea of
what true Advertisng should condst of.

To gart with the wrong point-of-view, on an advertisng campaign, isto grope,
experiment, and speculate, with an gppropriation which should have been invested as
intelligently asin merchandise.

True Advertising is just Sdesmanship multiplied.

When we multiply nothing by ten thousand we gtill have nothing as a resullt.
When we multiply a pretty picture, or a catch-phrase, or the mere name of afirm,
or article, athousand times we have comparatively nothing as aresult.

But when we multiply one thousand times a good, strong, clearly expressed
Reason-Why, a person should buy the article we want to sdll, we then have impressed,
through advertising, one thousand more people with that reason than if it had been told
verbally to one person by the same salesman.

Of course, cold type usualy lacks the persond influence of the Salesman and,
because of this even Sdesmanship-on-Paper needs to be stronger - more convincing and
conclusive than Salesmanship need be by word of mouth.

Besdes, when we multiply anything a thousand fold, at alarge expense for the
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mechanical process of doing o, it iswisdom to see that the thing to be multiplied is as
nearly perfect aswe can get it.

Nothing multiplied by one thousand costs just the same for the mechanica
expense of multiplying it, but the net result is nothing - less that expense.

Thisiswhy so many Advertisng Campaignsfall.

Because, the Good Folks who spend their money for Space have no definite idea
of what should occupy it.

When we clearly understand that Sdesmanship done should fill it, we dl know,
in agenerd way, what that means, though each of us might go about it in a different
way Sdesmanship-on-Paper means convincing Readers that they should buy the
aticlewe want to .

Many good Sdesmen find it impossble to do this convincing on Paper because
the customer does not stand before them, with hisfacia expresson as an index to the line
of talk the Sdesman should use in that particular case.

Thisiswhere the cregtive power of the Salesman-on-Paper becomes vitaly
necessary.

He mug, firgt of dl, andyze the proposition thoroughly - master the full detalls
of the thing to be sold, then lay out astrong logicd line of argument upon it, "lime-
lighting" the good points, and subtly masking the bad ones out of the reader's menta
vigon.

All this, however, isjust what any good Saesman-on-the-Road, or Salesman-in-
the-Warehouse, could, should, and probably does, do.

But, a glance a the Advertisng pages of current publications will show how
compardively few Advertisers adopt these first principles of Sdesmanship in their copy.

However, it is after thisthat the true genius and power of able Salesman-on-paper
must be exerted.

That congstsin the gaging of the arguments, to fit the audience.
A given argument, presented in a certain form of thought and expression, will
strike respongvely in the minds of a given number, among the class of people amed at,

in each thousand.

If that per cent be high, it means large profit to the Advertiser - large returns.
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If that per cent be low, it means that the advertisement has not convinced, has not
struck responsively upon the particular class for whom the article advertised is best
adapted, notwithstanding the sound argument used

This peculiarly "Respondve’ qudity in an advertisement may be cdled its
Personality.

Observe that it need not be the Persondlity of the Writer at all, but the Persondity

which he estimates will best fit the particular class of people who compose the largest
fidld of sdefor the article advertised.

Thisintangible Personality feature may be likened to the keynote of a church, or
of amusc hal.

Itiswdl known that every such building will respond most fully (in sound) to
some one particular musical note of the scale, in proportion to the interior Sze and shape
of the structure.

This, a note which sounds full, clear, and vibrant in one such edifice, will sound
thin, flat, and harsh in another.

Becausg, it is not the Responsive Chord of the second building, asit is of the fird.

The Musician who could look &t the inside of a church, then declare its Responsive
Chord, from an estimate, would be in kindred pogtion to the Advertisng Writer who could
most profitably fit the Persondity of his Reason-Why Sdesmanghip to the classheams at.

To drike the Responsive Chord full and true, with that class, would mean 100 per
cent in possible results, from the arguments deduced.

To dtrike a chord which sounded harsh, uncongenid, or unfamiliar, to that class,
would be to arouse latent antagonism or distrust.

Either of these would discount the effect of the samelogic, from 25 to 50 per
cent.

That iswhy the successful Salesmanon-Paper must possess Imagination, as well
aslogic.

He must be able to form a clear conception of the class he amsto convince.

He must estimate how the average mind of that classislikely to work, under a
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certain argument, and under a certain mode of expressng it.
Then, he mugt be able to create the Persondity, in his mode of expression, which
will grike the most Responsive Chord with the greatest possible number.

Some few Advertisers possess this power of creating a persordity which fits
resoonsively the mass of humanity - the great 85 per cent.

And this ahility to estimate the average mentdity, the Habit-of- Thought, of the
Class amed at, with the power to create a persondity in the copy which will fit it most
agreegbly and familiarly, iswhat the Reason-Why Sdesman-on-Paper must have, in
addition to the logica arguments of the Sdlesman in any other fidd.

The difference in Results between copy written by two equaly bright men may
be. and often is, 80 per cent, though the same space be used in each case, to sl the
sfsame aticle.

That difference consgs firg of dl, in the qudity of argument, the "Reason
Why" that each of the two lines of copy contains, and next in the Persondity with which
these arguments have been invested, in either copy, S0 asto strike the most Responsive
Chord with the class of readers aimed at.

The faculty of taking the Mental Measure of a given dass, and gauging their
Habit-of- Thought isa sort of Ingtinct, such as guides the Timber-Explorer, who travels a
hundred square miles of forest and estimates closdly just how many thousand feet of
timber are on it, though he never counts atree.

That sales of timber lands running into millions of dollars have been regularly
meade on this indinctive knowledge of a single man, is evidence of the generd accuracy,
and rdiability, of such trained, and indinctive estimates.

This same faculty has more to do with successful Sdesmanship-on-Paper then is
generdly recognized.

And, it israre enough to be interesting.
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"Let ThereBelLight"

Chapter IV

NOW, let us be frank!
Let uslook at this subject of Advertisng squardly, and dissect it.

Let usdiscard dl prejudice or predilection, and accept only Evidence, in our find
invegtigation.

Let us cut out sentiment, precedent, and "Popular Opinion,” and treat the subject
as though we had never heard of it before and "came from Missouri."

If, for ingtance, we had aload of Hay to sdl how would we attempt to sdll it?

Would we show our customers the Daises tha grew in it, ask them to note the
Style of the loading the fine pair of horses that draw it, and the Vandyke or Otherwise
beard of the Driver?

Would wetdl him this isthe same kind of Hay as was raked by "Maud Muller on
aSummer'sday” in Whittier's poem?

Guessnot! - eh?
Wed tdl him of the nutritious qualities that particular load of Hay possessed, for

the feeding of horses, and then we'd name the price delivered, show why the hay was
worth it, and let it go at that.

Now, if our customer lived at a distance, and we must sdll him the Hay by |etter,
how would we proceed?

Quote "Maud Muller” to him - then refer to the DaiSes, the Horses, the Beard?
No, sir - not for a moment!

We would confine oursaves carefully to the feeding qudlities of our Hay, and to
the advantages of buying while the price was right.
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But, suppose we had five hundred loads of this Hay to sdll, instead of one load,
and did not know just where to writeto in order to sdll it.

That's when we'd Advertisel

But does the fact of our going into Print mean that we mugt go into Literature,
Art, or Clever Conceits in space-filling too, in order to sel our Hay through Advertisng?

Arewe not il trying to sdl just Horsefeed? How can we expect the picture of
"Maud Muller on a Summer's Day" to help us close aded with an un-poetica party who
has Horses to Feed, and who must do it economicaly?

The Horse owner knows good Hay when he sees it, and he will know it from
description dmost aswdl asfrom sght.

When he needs good Hay then the most interedting thing we cantdl hmisa
description of the Hay we have to sell, and why it is good, and why it is worth the price.

No amount of Maud Muller picture, or "Association of I1deas' will sdl him Hay
so surdy and quickly as plain Hay-tak and Horse-sense.

But the Advertiser will betold thet "in order for an Advertisement to sdl goodsit
must first be seen and read!"

He will aso be told that "in the mass of reading matter surrounding your
Advertisement your Space must be made more "atractive than the rest, in order to be
seen and read by the largest possible number.”

Now, a firg sight thisline of tak |ooks logica enough, but how doesiit dissect?

Suppose you have a pretty Maud Muller advertisement about your Hay, with a
fancy border of Daisesdl around it, and a ddlicate vignette of “the Judge looked back as
he dimbed the hill!"

Y ou would certainly attract the attention of many more Readers with that advt.
than with the bald caption of "Hay delivered, at $3.00 aton.”

But, the man who wants Hay is the only party you can get back the cost of your
advertising from, and you can interest him more intensdy with the Hay caption than with
dl the"Maud Muller" kind of advts. in the publication field.

And, you can afford to |ose the "attention™ of 400,000 Readers who have no use
for Hay. if you can clinch sdesfor your fine hundred loads with the few people who do
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need it.

Observethat it is not necessary to "attract the attention” of every Reader ina
430,000 circulation, in order to sell 500 |oads of Hay.

But it is vitally necessary tha you convince at least five hundred probable
Purchasers that you have the kind of Hay they need, at the price they can afford to pay
for it.

If an advertisement, in a circulation of 430,000, costs $60 and we have a profit of
$1.00 per load on Hay, we need only sl one load each to sixty people in order to pay
exXpenses.

But, if we "attract the attention” of 80,000 people by our advertisement, and sdll
only thirty loads of Hay to them, we would then be out $30, and must credit the balance
of our Advertisng investment to "Generd Publicity” - to "Keeping-the-Name-before-
the-People" - etc., in the vague hope that some other day these people may perhaps buy
Hay from us, if we then haveit to sl.

That mistaken idea of "Attracting the Attention of the greaetest number, for a
given price," iswhat codts fortunes to Advertisers annudly.

The driving to "Attract Attention” instead of striving to positively Sall Goods is
the bass of al Advertisng misunderstanding.

So long as"Attracting Attention” remains the am of Advertisers, so long will the
process of attracting it remain in the hands of Advertisng Men who affect the Literary
and Artigtic attitude, rather than the plain, logicd, convincing attitude of the Reasor+
Why Salesman-on-Paper.

And, great are the Advertisng Writers temptations to use "Attractive’ copy a
the expense of Convincing copy.

Because, greet is the temptation to be consdered "smart,” "bright,” "catchy,”
“Literary,” "artidic,” "dignified," "High-grade,” etc.

Thereis popular applause for the Writer of catchy "Generd Publicity,” which
"attracts attention” even though it does not sell goods.

But, there is no gpplause for the Writer of prosaic Salesmanship-on-Paper which
isforceful enough, and convincing enough to actudly sl goodsin volume.

Thisis one reason-why "Catchy" Advertisng is so current, and true ReasonWhy
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Sdesmanghip-in-Type so rare.

Another reason isthe far greater cost to produce studied Reason+Why
Sdesmanship-in-Type than to produce four times as much caichy "Generd Publicity.”

A dill further reason is that the Makers of "Generd Publicity” know they can
never be held to account for definite results from the latter kind of Copy, because nothing
definite is promised through it.

- To "Keep-the-Name-before-the- People."

- To "Make a Generd Impression on the Trade."
- To"Influence Sdes™"

- To"Protect the Market."

These are the vague nothings promised the Advertiser by the Makers of "Generd
Publicity."

These are the fractiond parts of Advertisng he getsin return for an outlay which
could have brought him back 150 per cent instead of 30 to 90 per cent of his outlay for

Space.

Remember that Reason-Why Saesmanship-on-Paper will do dl that "Genera
Publicity” can do toward "Keeping-the-Name-before-the-People,” " Cregting a Generd
Impression on the Trade," etc.

And, in additionto this, it can actudly, postively, and conclusvely Sell Goods,
through Retailers (or by Mail), in sufficient volume to pay 50 to 300 per cent profit on
the investment in Space it occupies.
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They Who Blindly Follow the Blind

Chapter V

CARLY LE compared Mankind to a Flock of Sheep.

He said? " Stretch a rope across a country path, about afoot and a haf from the
ground.

"Then drive aflock of Sheep over it!

"When the Bell-wegther (or leader) has jumped that elevated rope lower it to the
ground and note what happens.”

Every sheep in the flock that follows will jump afoot and ahdf in the ar over
that same rope, though it now lies dack on the earth

They follow the Bdl-wesather blindly, - unreasoningly, - without regard to
changed conditions.

They don't jump for the same reason that the Bell-wegther jumped, but just
because they say another Sheep jump a given height, at a given spot.

Carlyles comparison fits the Advertisng Situation like a bligter.
There be flocks of Sheep innumerable in the Advertisng field, Neighbor!

When Sgpalio used the " Spotless Town™ jingles (merely to revive mentd
impressions created by previous logica advertising), the flock of Sheep ran amuck on
jingles, regardless of their application to other purposes.

When "Uneeda Biscuit" gppeared on the market to fill a colossd waiting demand
for afine-cent package, it was backed by an appropriation the mere vaume of which
mud create a sensation with Retailers (whether it actudly sold goods to Consumers or
not).

This, in turn, was followed by abrood of inane trade-marks launched on the
Advertisng fidd after it and because of it.

When "lvory Sogp" Publicity appeared on the scene, with its full pages of pretty
pictures, and its Five per cent of Sdling Effect, the Sheep concluded that, too, must be
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"the best ever” in Advertising, so they promptly got in line and legped the imaginary
rope.

Then we had an epidemic of empty catch-phrases, following hard upon "Good
Morning! Have you used Pears Soap?’

This, regardless of the fact that Pears much parodied phrase had a foundation of
ahundred yearsin accumulated advertising to tide it over its period of mental aberration.

Where are these fdse Gods of Advertisng today?

"Spotless Town" is off the map, and Hand Sgpalio is now being advertised on the
good old Reason-Why basis that built House Sgpalio.

The old-time brood of "Try-a-bita" "U-want-a" and such other Uneeda chickens,
has gone home to roost long before the tolling of Curfew bell.

"Uneeda Biscuit” itsdf, with the millions of trust money behind it, can keep up
the Publicity bluff better than it can afford to admit the mistake of garting it.

But there are unwilling admissons of a Change of Heart, in such of their
advertisements as " The Food Vdue of a Soda Cracker,” and other recent "type" copy.

Where isthat meteor of Generd Publicity, "the Cremo Cigar,” which one-time
flashed across the horizon of Advertisng, with its million-dollar outlay for Bill-Board

display in Newspaper space?
It, too, has gone into eclipse.
Study the Ivory Soap advertisng of the present and watch it for the future.

You will find in it, month by month, less pointless picture, and more "Reason
Why," though its Advertisng Sponsors will hate to admit the change of attitude thair
later experience has compelled.

Pears Soap no longer says "Good Morning,” nor quotes, in place of it, any other
catch-phrase. Y e, their once famous line is enshrined forever in the minds of old Fogy
Advertisng Men, who swear by the Pears' catch-phrase. but who never buy Pears Soap
asaresult of it.

Meantime such Starsin the firmament of Generd Publicity, have lighted the way
to ruin for afew dozen flocks of Sheep who thought they were following religble "Bell-

wegathers' when they were only following Fads.
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And, every new Fad, Sarted in alarge way by any big Advertiser (who has
money enough to burn a big BIuff, and pride enough to sustain that Bluff till he can
quietly change his play), will be applauded, copied, and "advised" by those who do not
themsdlves understand the Compass, and so must follow the lead of others as incgpable
asthemsdves.

But, "isthere," you ask, "any reliable Compass by which an Advertiser
may be safely steered to success?”

Thereis, Reader, a Guide practicaly asrdiadle to the Advertiser asisthe
Compassto the Mariner.

Its guidance is not based upon mere Opinion, nor on Guess-work, nor on blind
following of the Blind.

It is based upon carefully tabulated Results derived from Actua Tests made with
different kinds of copy, in different mediums, compared year after year on scores of
different Advertisng propositions.

By this means the exact earning power of each piece of Copy, may betold by the
number of Inquiries it produced for agiven cogt, and the number of direct Sdesthat
resulted from the Inquiries.

Not only this, but the relative earning power of each publication is thereby
accurately reveded by the Cogt of Inquiries and Sdles, through each particular mediumin
which the same copy is run, without regard to mere circulation clams.

The results from any one Mail-Order account using a given kind of copy, might
only indicate the effectiveness of that kind of copy for that particular article.

Thiswould afford no conclusive evidence as to how that kind of copy might work
with a different sort of Mail-Order proposition, or in Generd Advertisng.

But, when a given kind of Copy produces amost a uniform kind of Result for
different Mail-Order accounts, and does it conggtently for years, it means something
definite and indisputable to Advertisers.

And, when that same kind of Copy istried out in Generd Advertising, for goods
sold through Retailers, with the same congstent sort of Result (judged by Records of
Comparative Sdesin different, but equivaent territory), it, too, proves something
definite and conclusive that Advertisers cannot afford to ignore, no matter how partia
they may be to their own pet fadsin Advertising or to friendsin the Advertisng business
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“Fortunes Wasted I n Following Will-o'-the-Wisps®

Chapter VI

KEEPING-THE-NAME-BEFORE-THE-PEOPLE," and Keeping — everlagtingly &t -
it

That, dear Reader, is"Genera Publicity” - a Glory-Game, under a convenient
dias. "Kegping-the-Name- before-the-People," and "Keeping-everladtingly-at-it," may
incidentally 'influence the sdl€"' of goods, providing no competing lineis being actudly
Advertised through Reason-Why Sdesmanship-on-Paper.

But, the main object of such "Generd Publicity”" may be less mercenary, more
dtruigtic, than mere merchandisng.

"Attract Attention;” - "Interest the Public” with pretty pictures and cute catchr
words; - "Encourage the Publisher” by paying him for plenty of unoccupied white
space;-and lagtly, pay some Agency acommission to spend the money with the least
effort and the most fire-works.

That is"Generd Publicity.”
It iswel enough, in itsway, of course (like the Carnegie Libraries).

But, what is here objected to is that some folks, who ought to know better, call
this"Generd Publicity” by the name of "Advertiang.”

Now, Advertisng is, and should be, smply plebeian " Sdesmanship-on-paper” -a
mere money-making means of sdling goods by the quickest and cheapest method.

Thereisno Glory in this Reason-Why Sdesmanship-on-paper-no applause for
it,-no admiration,-just Prafit.

Because, it is smply common sense brought to bear directly upon the sdling of
Goods.

That isits province-just sdlling goods over the counter or by mail.

If you want to find out how few goods " Genera Publicity” Copy ("Keeping-the-
Name-before-the- People") will actudly s, test some of what you are now using, ina
Mail-Order way,-to sl goods, mark you (not merely to give away Caendars or
Samples).
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That isthe test that shatters advertising Idols and dispels "Publicity” illusons.

Y ou may have the smoothest " Catcht phrase” that ever happened,-you may be
thoroughly tickled with you Witty Wording, Pretty Platitudes, and Artigtic lllugtrations.

Y ou may fed Cock-Sure that you have akind of Advertisng which couldn't fall
(so long asthe Sdesmen do itswork in addition to their own). But, suppose you should
try to actudly sdl goods by mal withit.

If your World-Besting Advertisement, that "everybody sees' and admires, costs
you $2.00 per Inquiry-and if another kind of advertisement you "don' like at al" brings
equally good Inquires, in the same space and same mediums, a 40 cents each, then
you've |earned something you can never afford to forget.

That isthe kind of experience which makes one st up,” and think hard, before
he recovers from thejolt it gives him.

And when he "comesto" he then sees a Great White Light.

Under this new light some of the things he thought he knew before fade out into
vapory "Will-o'-the-Wigps" and he longs for things tangibly proven.

When he observes now ahoary old Mall-Order Advertisement, that seemsat first
sght stupidly smple and countrified, he looks twice into it, to seeif it isn't carefully
loaded with hidden Sdlling Effect and subtle Conviction, under its guise of rura
smplicity.

If he notes it running for years, without change, he no longer jumpsto the
conclusion that the Man who pays for it is merely a Chump, serving his costly
gpprenticeship to our own Guild of advanced Advertisers.

No,-helooks closdy a it now for the hdl-marks of Sdesmanship, and where he
finds it running for months, without change of copy, he concludes there is some potent
reason for it.

Because, he then fed s that, had he as sure ameans of keeping "tab" on results as
thisMail-Order Advertiser, he, too, might be usng some "sae’ copy in " Generd
Advertisng," ingead of changing it often (without evidence) from bad to probably
WOrse.

If he had tried over fifty different changes of copy that had pleased him better
than the Stale One, and had found (as others have done) that Inquiries from them cost
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$1.20 to $2.90 each, he would be mighty glad to go back to the good old " Chestnut"
which produced Inquiries regularly a 40 cents average.

He would look upon that Ancient Adlet in the light of atried and trusted Friend.

If he were asked to sdll out his busness he might well gppraise that bit of much
used Ancient History at a price that would make many Ad-smiths gasp.

And, why shouldn't he appraise it high up in the thousands?
If we spend $100,000 per year for Space and fill that Space with copy that costs

$1.20 per inquiry (by mail, or over the counter), we get only 83,334 chances of Sdle out
of our gppropriation.

With the Antique Adlet, or its skillful equivalent, our $100,000 would have
produced 250,000 Inquiries at an average of 40 cents each.

These 250,000 Inquiries would have cost us $300,000 to secure at $1.20 each.
Why isn't the proven "40-cent” Advertisement worth dl it saves, viz., $200,000

per year, S0 long as it continues to produce Inquiries averaging 40 cents each, instead of
at $1.20 each?

Wel,-why isn't such an Advertisement worth more than the space it occupies
eech timeit is published?

What isthe "something” in a successful Mail-Order Advertisement that makes it
pull equaly good Inquiries a afraction of previous cost?

It isthe same "something” that would make Advertisng sdll goods over the
Retailer's counter, through General Advertisng, at correspondingly low cost.

That mygerious "something” is just Printed Persuasion, and its other nameis
"ReasontWhy Sdesmanship-in-Type."

It isthat sgpient "something” which makes one Advertiser rich in afew years,
while lack of it ruins others who buy their Space equally cheap, pay 5 per cent less
commission, and spend equally large appropriations.

That "something” is"Reason-Why" and Conviction, saturated into the copy, so
that the Reader must bdieve the statements of merit thus daimed for the article.

Mere brilliance in Advertisng fails utterly to produce such profitable results
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(sdeg) if it lacks conviction The"seaing,” "admiring,” or "reading with interest,” of an
Advertissment by the Public, availslittle in dollars and cents, to the man who pays for
the space, if it failsto CONVINCE the Public.

And, that conviction can be imparted, without accident, a will, by the few
Advertisng Man who have dosdy studied the thought- processes through which
Conviction is induced, provided they have had the guiding light of experience with the
fadlities for comparing Results obtained from alarge variety of Mail-Order Copy.

These reaults have invariably shown that it isfar better to repeat one single
Advertisemert fifty times, if it be full of Conviction, than to publish fifty different
Advertisements that lack as much Conviction, no matter how attractive, clever, or
artigtic, they may be.

In other words, one sound, convincing Advertisement will sdl more goods than
fifty brilliant, catchy, srikingly disolayed "Ads' that have less convictionin them.

The only mission of true Generd Advertisng isto Sdll Goods, by driving the
People to the stores armed with such reasons and convictions that substitution will be
difficult or impossble

When Advertisng is not sdling goods (through Conviction), it is not doing as
much as it can be made to do.

So, any Advertiser who accepts mere "Generd Publicity” or "Keeping-the-Name-
before-the-People’ for his money, when he might have had dl that and a pogtive sdling
force combined with it, islosng hdf the results he might have had from the same Space
filled with sound Reason-Why Advertiang.
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"Why Some Advertisers Grow Wealthy While Others Fail!"

Chapter VI1

SIXTY PER CENT of dl new Advertisersfail!

Largely because they spend their money for Space, under the delusion that Space
filled with anything "Cetchy" is"Advertisng."

They bdieve "Money Tdks' in Advertisng, even when it says nothing.

They forget that Space cogts the same, whether wefill it with Pictured Nothings
or with enduring Convictions.

And the difference, in Results, between two kinds of "copy," cogting the same for
space, in asingle advertisement, has often exceeded 80 per cent, as authenticated Records
on test cases prove.

Generd Advertisers, who have no means of tracing direct results, and who spend
their money for "Genera Publicity, may amile a this.

But, Mall-Order Advertisers know it istrue

These are the kind of Advertisers to whom Advertisng is not a blind speculation,
but systematic eye-open investment.

Their records show the precise cost of every inquiry for their goods through
advertisng, because their every Advertissment in every Medium is separately keyed.

They can thus gauge accurately the rlative earning power of each separate bit of
copy published at their expense, and of each medium in which that copy has been
inserted.

They thus know what kind to avoid, as well aswhat kind to use.

Pease note that the current definition of "Generd Publicity” is"Keeping-the-
Name-before-the- People.”

When we speek of "Generd Advertisng” we mean copy which sells goods
through the Retaller.
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(Note that Generd Advertisersare NOT hereby "advised” to GO INTO MAIL-
ORDER BUSINESS).

However, GENERAL ADVERTISING should possess as much postive
SELLING-FORCE and CONVICTION asit would NEED to actudly and profitably
SELL Goodsdirect BY MAIL.

Here isthe actua experience of awell-known nationa Advertiser, who sdlsa
$5.00 article by mail only.

This Advertiser has proved that a certain fixed average per cent of hisInquiries
convert into direct sales through his "follow-up" system.

Each equally good Inquiry is therefore worth a certain fixed price to him, which
he can pay with profit.

One single piece of copy has been running for that Advertiser (practicaly without
change), in dl mediums used, for over six years. Over $300,000 has been spent in
repeated publication of that single bit of copy.

Why?

Becausg, it produced results (Inquiries and Sales) at lower cost than any other
copy ever run for themin eight previous years.

The first month Inquiries from the best prior copy cost about 85 cents each.

Repetition of that copy for two years wore out some of its interest, so that
Inquiries from it findly cost an average of $1.85 each.

New "copy" had been tried a greast many times during the two-year intervd,
written by many different Ad-smiths, but no other Advertisement ever produced the
Inquiries at less than $1.85 average.

Some of the copy that |ooked good enough to try, cost $14.20 per Inquiry. And
that was better looking copy than haf of what fills"Generd Publicity” space in costly
mediums & this very minute.

Congder what the knowledge derived from alarge collection of certified data,
like the above, would mean, if placed at the disposa of General Advertisers who now

"goit blind" on copy.
If the $5.00 article had been sold through Retalers, in the usua way, without
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accurate means of checking results from every advertisement, it is more than probable
that the $14.20 kind of copy would have been used continuoudy.

Because, that was the "catchy" kind, so much in favor with "Generd Publicity”
Advertisers.

And, it would have been consdered good copy so long asthe sdesmendid its
work, in addition to their own, the General Resullts being credited in agenerd way to
"Generd Publicity.”

But, it would clearly have required fourteen times as much of that "$14.20 kind"
of aleged "Advertisng" to produce the same amount of sdling effect upon the public as
the "85-cent kind" of copy (which averaged about $1.00 per inquiry over the two years)
actudly did produce.

Let usfigure this out more condusively:

The Blank Company spent $75,000 per year, for space, with copy producing
Inquiries at about $1.00 average.

It would thus have cost them about fourteen times as much, or $1,050,000 per
year, to sdl as many of their $5.00 articles through the $14.20 kind of "catchy” copy asit
actudly did cogt them to sdll the same quantity with the "$1.00- per-Inquiry"” kind of

copy.

Good Reader, get that thought clearly into your mind, for were talking cold facts
NOW.

What was it worth to the Blank Company to get a new Advertisement which
would pull Inquiries a the old rate of 85 cents each, when its most successful copy had
worn out, after two years use, so that Inquiries werefinaly cogting it $1.25 each on
average?

Figureit out and you'll see that one single piece of such copy would be worth a
third of their $75,000 yearly gppropriation, viz., Inquiries for their goods and resulting
Sdes.

But "Reason-Why" Copy did better than that, when applied, on test.

It reduced the cost of Inquiries, for the selfsame $5.00 article, to 41 cents average,
during the firgt two yearsit had been running. (It is il running, after Six years use).
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The earning power of every dollar trebled by the mere substitution of Reasorn+
Why Copy for the best copy the Advertiser had used in eight years prior to that
subdtitution.

An Advertising appropriation of $75,000 made equa in proven earning power to
what $225,000 would have earned with the copy which preceded it, and which was
producing Inquiries at $1.25.

That single piece of Reason-Why copy, which ran practicaly without change for
about four months, had in that time produced approximately 60,976 Inquiries. These
were worth $1.25 each to the Advertiser (or $91,464 in dl), though their cost was
reduced to 41 cents each, with an actual outlay of about $25,000.

In four months that one piece of copy had thus earned $66.466 more, for the
Advertiser, than the $1.25 kind of Copy used immediately before it had produced from

the same investment.

And, what made it pull Inquiries by mail is precisaly what would make it produce
Inquiries verbdly for the goods through Retalers, by the use of inteligent Reason-Why
and Convictionin the Copy.

Thisisonly one of many actud instances that could be cited.
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“Making Sure of Results From General Advertising”

Chapter VIII

THE fird tangible Return from the Advertiser's money, when invested in Space,
(whether that Space befilled with "Generd Advertisng” or with "Mail-Order
Advertiang,") isan Inquiry for his goods.

That Inquiry may be verbal to a Clerk over the counter, or-it may beby Mall, in
awritten, stamped, and posted |etter.

But, in either casg, it isjust an Inquiry for the goods, of one sort or another. Itis
thefirst practical evidence that the money spent is earning something tangible in return.

Now-it may take twice or three times as much Convictionin Copy to make a
Consumer write an Inquiry for goods, and post it, as it would have taken to make that
same Consumer inquire verbaly for the goods advertised, when passing a store that
should sl them.

But, when he does inquire verbaly from a Retaller, there are twice or three times
as many chances of subgtitution, of "Don't-keep-it" or "Here's-something-better,” as
there would have been if that same Consumer had written direct for it by Malil.

Therefore, the Advertisement which sends Consumers to Retallers, should be as
full of Conviction as the successful Mail-Order Advertisement, in order to fortify that
Consumer againgt subgtitution, "Don't-keep-it," and "Hereé's-something-better.”

Because, if the Advertisement falls to thus fortify the Consumer with *Reason
Why" and Conviction, it may Smply send him to the Retaill Store to be switched onto a
competing line of goods with which the Retaller is heavily stocked, or which his Clerks
favor the sde of in preference to ours.

In that case the Advertisng we pay for would sgl goods for our non-advertisng
Competitors.

Haf the money spent to "Keep-the-Name- before-the-Peopl€” results to-day in
this subgtitution of non-advertised articles for the articles advertised through Generd
Publicity.
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"Generd Publicity” Copy, when tested, isfound in amost every case too Weak to
sl goods profitably by Mail.

And, any copy which is not strong enough, or convinaing enough, to sal goods
by mail, is not strong enough to make the Consumer resist subdtitution, and the "Don't-
keep-that-kind" influence of Retall conditions.

"Genera Advertisng" Copy, to succeed, profitably, must therefore cause not only
averbal Inquiry for the goods, but must dso have enough strong conviction saturated
into it to make the Consumer ingg upon getting the goods he asks for, against probable
subdtituting influence.

It must therefore give him better "Reasons-why™ he should buy our goods than he
islikely to hear from the retail Sesman for the competing goods that Salesman may
want to subdtitute.

And, it mugt give him these "Reason-why" in such ludid thought-form that he can
understand without effort, so impressively thet he will believe our reasoning Claims. It
must accomplish thisin spite of his naturd distrust of dl Advertised statements.

This means that we must put into Generd Advertisng Copy the precise qualities
that would be necessary to sdl goods profitably by mall.

More than half the people who inquiry for Advertised goods out of Curiogty asa
result of "Generd Publicity” ("Keegping-the-Name-before-the-People,” etc.) do not buy
them when they see them.

Because the competing goods look just as fine when shown and recommended by
the Subgtituting Salesman. The Curiosity Inquiry having no firm foundation of "Reasor+
Why" under it cannot combat the persond influence of the Salesman.

Thisiswhy not more than a fourth of those who, out of mere curiosity, buy the
fird package, through "Genera Publicity,” ever buy the second or third consecutive
package of the same article. Because they do not buy on Conviction

Meantime, it usudly takes about dl the profit in the firg purchase of any
"Generdly Advertised” article to pay the cost of introducing it to the Consumer's notice,
through Advertiang.

But, with "Reason-Why" Sdesmanship-on-Paper, results are insured and far more
cumulative.

Because, a Consumer need only be convinced once, through " Reasorwhy"
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"Sdesmanship-on-paper,” that the article is what he should, for his own sake, buy and
use.

When we thus convince him, we achieve more then fortifying him againgt
subdtitution

We aso hdp hisimagination to find and recognize. in the article advertised, the
very qudities daimed and proved for it in the Copy.

These qualities he might never have discovered for himself, nor gppreciated if he
hed casudly discovered them, in amere "Curiogity" purchase.

Because, through Generd Publicity, his atention had only been "dtracted,” not
compelled and enduringly impressed with alogica understanding of these qudities.

But, when once convinced in advance of purchase, through "Reason-Why"
Sdesmanship-in-Type, that the qudities damed for the article do exid in them, he starts
using that artidle with a mental acceptance of these qudlities.

And, because he begins usng the article with an advance knowledge of, and
bdlief in, its good points, his appreciation becomes permanent if the goods merit it.

He therefore makes a second, third, and further consecutive purchases of that
article asaresult of having once read a Sngle convincing "Reason-Why" advertisement
about it.

Thisis where large and cumulative profits must come to the Generd Advertiser-
on the second, third, and continued purchases by Readers of the firg advertisement that
reached their Convictions.

These conviction quaitiesin copy are shown, by test, to be just as necessary in
Advertisng designed to sdll goods profitably today, through Retailersto Consumers, as
they areto sdll goods direct by mail to Consumers.

That iswhy every Advertisement for goods to be sold through Retailers (against
subgtitution, and "Don't keep-it" influences), should have as much positive sdling force,
"Reasonwhy" and convictionin it, aswould be necessary to sdll the goods by mail direct
to Consumers.

The difference in Results from Space in which this direct sdlling force of
"Reason-Why" has been used, and in results from smilar space filled with " Generd
Publicity,” is often more than 60 per cent.

Conclusive tests on Copy have clearly proved this, and preceding article citesa

| Page 30 |




‘ John E. Kennedy \

vivid example of it from actud experience.

Any Advertiser who uses mere "Generd Publicity” when he might have dl that
and, in addition, a positive Sdling force combined with it islosing 50 per cent to 80 per
cent of the results he might have had from the same identica appropriation.

Sdling tests made on various kinds of Copy and Mediums have proved thisfor
"Reason-Why" which is the Heart and Soul and Essence of dl good Advertisng.
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How Mail Order Advertisingis Tested

Chapter IX

CHOOQOSE alist of reliable Publications, for a representative month's advertising.
Run Current copy in hdf the number of these publications for that month.

Key each advertisement, in each publication separately, so you will know just
which advertissment and which publication each Inquiry results from.

Then, run Reason-Why Sdesmanship-in-Type copy in the remaining haf of the
publications, keying each advertisement separately, in each publication so you will know
which advertisement and which medium each Inquiry comes from.

By "keying" is meant that you change the reply addressin each advertisement,
and in each publication.

Thus, in Munsey's you say "Address 86 State &t."; in Woman's World, " 75 State
S."; and in Walaces Farmer you say "6th floor 86 State &."; while in another you say
"8th floor 75 State ., for ingtance.

By arrangement with the Post Office dl replies to these different addresses will
be put into your Letter-box, regardless of street address on envelope.

Now, you can tel by the envelope address on each Reply or Inquiry which
publication, and which particular piece of copy in that publication, produced it.

Then, when the Inquiries from the competing advertisements cease coming, you
can tota up the number of Inquiries each publication produced from each particular
advertisement.

Now, having the tota number of Inquiries from each individua advertisement in
each medium, you divide that number into the cost of the Space used for each piece of
copy, in each publication.

Thiswill give you the exact cost, per Inquiry, from each separate piece of copy,
in each publication.
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The cost per Inquiry with your other current Copy may then be intdligently
compared with the cost per Inquiry through Reason-Why Sdesmanship-on-Paper.

Now, cross the copy for the second month's Advertisng Test.

By thisis meant,-insert your other current Copy, which appeared last month in
Munsgy's, in this month's Wallaces Farmer, for instance.

And, the "Reason-Why" copy which gppeared last month in Woman's World you
now insart in Munsey's of this month.

Thisgives afair digtribution of Mediums to each competing Advertisemen.
When the Inquiries cease coming from this second month's insertion, make the same
record as before of Cost per Inquiry, for each piece of competing copy from each
publication .

Then, add the total number of Inquiries obtained from your other current Copy,
during the same period.

Then divide that total number into the tota expenditure for Space used in
publication of that Copy.

Thiswill give the average cost per Inquiry, with the kind of Copy you have been
regularly usng.

Now, compare this with the average cost per Inquiry obtained from the same
publications, at the sameidentica periods, with "Reason-Why" results.

The difference between the cost per Inquiry with the two kinds of Copy will then
be areliable Index to the relative Earning Power of the two competing kinds of copy.

Now, use the same "Follow-up" (Booklets and Letters), on dl the Inquiries from
both Sources.

The percentage of Sales which results from each of the two competitive groups of
Inquiries and Follow-up will then determine the rlaive Profits to the Advertiser from
each kind of Copy.

No Test on earth can be more conclusve than this, and none is easer made.

And, what such aTest reveds (in difference between Results from two different
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kinds of Copy) would "stagger” the average Advertiser.
An extensve series of such Tedts, carried over along period of Time, with many
differing propositions, has proved a fine consistency in Results

It proved that the Reason-Why kind of Advertisng which sold Washing
Machines by mall at one-third the cost of other Copy sold them, would, when applied
according to the individua needs of the different articles, aso sl Viaolins, Shoes, or
Pianos, in about the same rétio.

Moreover, it has been found that the "something” in Copy which sdlsthese
Goods by Mall (at one-hdf to one-third the cost other Copy sdlsthem), will dso sl
them through Retailers over the Counter.

That "something” is Sdlling Force, - Conviction- Salesmanship- saturated into the
Copy, with sound Reasons-Why as the foundetion.

It isthe dient "something” which makes millionaires of some Advetisersina
few years, while other Advertisers, spending the same amount of money for equaly good
propositions, "go broke."

Now the kind of Advertisng which works these Miracles of Success may be the
kind you persondly like least, quite contrary to your preference in fact.

But, Advertiang is not redly intended to merely please the Advertiser's fancy.
Itsfird, last and only duty isto Sell Goods for him, and to sdll them at less cost
than they can be sold without it.

The kind of Advertisng which will be found to do this at lowest cost is Reason+
Why Sdesmanship-on-Paper.

Which is based not on what you like best to read but on what records prove will
sl the most Goods to Readers, per dollar of outlay.
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“How to Test Out General Advertising”

Chapter X

SELECT two Cities of about the same population, in approximately the same
climate, and with equaly good newspapers.

. Paul and Minnegpolis are fair examples-but scores of other equivalents can
be named or chosen.

Check up carefully the quantity of the Advertised Goods in these two cities which
the Retallers have on hand at a given date.

Then ask them to keep record (on a blank form you supply) of the goods in your
advertised lines which they stock within the next four months.

Then, runin one of the two competitive cities the "Generd Publicity” you have
dready been using.

At the same time run in the other competitive city Reason-Why Sdesmanship-on+
Paper.

Spend for each kind exactly the same appropriation, and make it sufficiently
libera to show some results on the second month.

Continue this competitive copy for four months, which is the minimum time on
which Genera Advertisng can be made to produce afair measure of Results.

Then, on a certain day, send out enough men to check up the amount of the
Advertised goods in the hands of each Retaller at the end of the four months.

Add to the totd of goods on hand, at time of starting Te<t, the goods since
stocked in each City.

Then subtract from thistota the Advertised goods remaining on the Retallers
Shelves, in each City, a end of the four months Advertising test.

The difference between will show the quantity of your Advertised goods actudly
0ld to Consumers, in each city, during the four months period of actud sdlling test.
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The difference between the Vaue of goods sold in each City during the test
period will then be ardiable index to the relative Sdling Power of the two Competing
kinds of Advertisng used.

Now, cross the copy in each City for four months longer.

Use "Reason-Why" in the City where you previoudy used only current "Generd
Publicity," and vice versa.

Check up the goods on hand at end of the second four months again, as before.

When you find the difference in Sdes (with the same expenditure for
Advertisng) to be again heavily in favor of the Reason-Why copy (asin the first four
months), you will have made a Copy Test, that may save you over 25% to 50% of your
National gppropriation every year afterwards.

Thistest may, a first Sght, seem alot of trouble to undertake.
But, isnot 25% per annum of your Advertisng Appropriation worth that trouble?

And, what is it worth to know conclusively for dl time, the relative vaue of
"Generd Publicity” as actually compared with Reason-Why advertisng in a downright

Sling Ted?

A difference of 66 per cent between two such kinds of Copy on equivaent tests
has often been proved.

Isn't that a sufficient difference to make you St up and think hard about whet fills
the Space you pay for monthly?
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" Judicious Advertising" Notes

The Greatest Text Book on
Advertisng Ever Put in Print

"Reason-Why Advertisng” isof equal vaue to advertisng men in every part of
the advertiang fidd. It's the one book for correspondence salesmen, -the real teacher of
sdesmanship-in-print.

It epitomizes the principles of successfiul advertisng, and exposes the reasonless
methods which have wrecked many an advertisng campaign. Red advertising is moving
merchandise, and "Reason-Why Advertisng” tells you how to do it.

"Reason-Why Advertisng” is not abook to read only once; it's a book that you
want on your desk, at your elbow, to read again and again.

Distribution

Sdlling By Mail

Stimulating Salesmen
Making Old Accounts Grow
How to Write Copy

Plans That Have Won

These are afew of the many topics JUDICIOUS ADVERTISING will discussfor
your benefit during the coming year.

It's the one magazine published that brings to bear on advertisng and sdlling
problemsthe light of pure reason and keen andlyss.

It's the periodica exponent of the great movement in favor of reducing
advertising to an exact science. It is devoted to the cause of advertisng thet pays. And
it's one of the greet forcesin the creation of an exact test for advertisng copy.

JUDICIOUS ADVERTISING contains each month articles written by men who
are meders of merchandising, men who know how to sdll the goods. It dedls with the
difficulties in the path of the advertiser; it suggests remedies; it tells how to prove up
uncertainties.

Moreover, it isthe great news center of what is going on in the advertisng field
from day to day. It will tell you whét the other fellow is doing, why he succeeds or why
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hefails

Kennedy Advises Publishers
" Publishers Pay $25,000 for Intensive Advertising"

\

In 1914 John E. Kennedy was paid $25,000.00 to advise agroup of publisherson
what could be done by advertisers and ad agencies to get better results from their
advertising.

In part, Kennedy's answer took the form of the report which you are about to
read. He named it "Intensive Advertisng” to sgnify the principle that advertisng could
yield much greater results- more INTENSIVE results - by following the principles set
forth in this report.

The proof of his accomplishment lies in the successes achieved by the advertisers
and agencies who used them. What Kennedy himsalf may or may not have foreseen was
that his principles would still work seventy-eight years later - as of the writing of this
introduction - and indeed, would likely work forever.

It should be obvious after dl thistime that these principles are immutable - they
don't change over time - and that isthe true test of abasic principle, in this case, the
badc principle which forms the foundetion of dl advertisng.

In today's world it is often difficult to perceive just what thisbasic principleis.
We are oftentimes so dazzled and entertained by the visua (TV) and auditory (Radio)
aspects of mediathat it is difficult to see past the glitz and glamour of the medium.
That's why, today, we find so much advertisng thet is ineffective, even though it wins
awards and looks impressive.

Thetrue test of any advertising is "doesit sall the product?' If it doesn't, no
matter how "impressive’ it gopears, the advertiser has wasted his money. It isonly by
using the information contained herein as the basis for advertising does it achieve the
results expected.

Remember, no matter how good your product is, it won't sdll if you dont "sdll”
your progpective customers on the benefits they will receive by using your product.

"How" you do that begins with the principles contained herein.
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A Short Biography

It was Six o'clock on aMay evening in 1905 when John E. Kennedy sent a note
up to A. L. Thomas, the senior partner of the Lord & Thomas advertisng agency.
Thomas was just getting ready to leave the office when the messenger brought him the
note. It read asfollows:

"You do not know what advertisngis. No onein the advertising business
knows what advertising is. No advertiser knowsfor certain what
advertisingis. If you want to know, tell thismessenger that | should come
up. I'm waiting in the lobby downstairs. "

It was Sgned: "John E. Kennedy." Thomas reaed the note with an amused smile
then handed it to Albert D. Lasker, the junior partner in the firm and said to him, "Well,
you have been asking this question for years and nobody has yet satisfied you. Maybe
hereisthe answer...Y ou see the man.”

Albert Lasker saw Kennedy that night. It wasn't until 3 o'clock in the morning
before they Ieft the building. And when Lasker |eft that night, he had the answer to what
advertisng was.

What Kennedy told him that night was smple. Advertisng is SALESMANSHIP-IN-
PRINT. And as Lasker said a a meseting with his agency staff in 1925:

"1t wasthat in 1905 when Kennedy told it; it was that before anyone had
ever told me, and it will always bethat, and nothing else”

(from The Lasker Sory AsHe Told It)

Kennedy had been in the Canadian Northwest Mounted Police and had become
interested in advertising. He told Lasker tales about the long, lonesome days and nights
in the snowy emptiness of Northern Canada and how he spent them in meditative
concentration isolating the fundamenta concept in dl of advertisng, which was COPY,
and how he had discovered that selling copy that got results was characterized by
SALESMANSHIP-IN-PRINT.

Was Kennedy right? Was this new ingght the key to effective advertisng?
Kennedy's experience with The Regal Shoe Company, Post Grape Nuts, Postum Coffee,
and Dr. Shoop's Family Medicine Co. proved beyond a shadow of a doubt that he truly
had isolated that fundamental concept.
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After that fateful meeting with Lasker, Kennedy joined Lord & Thomas and
became the highest sdaried writer in al of advertisng. One of hisfirgt jobs was to put
his write down his principles so they could be taught to other copywriters in the agency.

Today, the only documents that survive with Kennedy's name on them are:
Reason Why Advertising, The Book of Advertisng Tests (which isbascdly the same as
Reason Why Advertising but with a couple added chapters - one of which being purdy
promotion and nortingructive in nature), and this one, Intensive Advertising.

The vaue of the information you are about to gain is limited only by the extent to
which you use it. Many have made millions by following these principles. Many more
have log millions by ignoring them.

Which path you choose is entirely your own. The fact that you have thisreport in
your hands and are reading it is agood sign. Have fun and prosper.
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Intensive Advertising

Chapter 1

Theterm "Intendve Advertisng” is new.
So we will explain it here - by andogy.

And we will take for our demondration avery practica example of "Intensve"
policy.

Viz. - Intensve Gardening. As commercialy practiced in the suburbs of Paris,
France by 1200 or more "Maraichers."

These have for years cultivated market gardens that, in productiveness, are among
the wonders of the world.

Such gardens average only about two acres each.

But of these two acres are taken annudly more vegetables through intensive
cultivation than could be taken from one hundred acres by the usua methods.

Many of these tiny gardens are located on vacant city lots.

On just such suburban lots as we, in America, devote to the gentle art of bill-
posting, or to the careless culture of the ripe tomato can.

The ground rents paid by the "Maraichers' average about $200 to $250 per year,
per acre.

That for the use of the bare, unfertilized and often miserably poor soil,-asa
foundation.

But production, through intendve culture, is so enormous thet it is highly
profitable even a such rentas.

For those Intensive gardens are in redlity nature-factories.

So abnormally greet istheir productiveness that they can only be thought of as
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meking vegetables by steam.
Fifty tons per acre isacommon output yearly.
Think that into pounds, viz. - 100,000 per acre.

Seven huge crops per season, instead of the customary one, or a most two, crops
under conventionad methods.

The average gross income is $1500 per acre from these "vegetable factories.”
Ranging up to $6,000 per acre yearly, in some cases.
That - my dear Sir, is- "Intensve Gardening.”

Now here's the rub!

All that this intensve principle means to gardening it can and does mean - when
properly applied - to Advertising.

When the sdlf-same policy of deliberate concentration, thoroughness. and
eimination of wagte, is gpplied to advertising as fathfully and intdligently asit is
goplied to gardening intensively.
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Salesmanship Multiplied

Chapter 2

What is good advertisng?
Merely Sdesmanship multiplied.
Multiplied mechanicdly, by the Printing Press.

With the sdary of asngle Sdesman, it is now possible to reach 1,000 probable
customers for every individud that Salesman could have reached persondly.

And with the sdf-same Sdlling Tak.

But, - for dl thisit does not supplant the Persond Salesman.

It increases his vaue instead.

By doing the lesser "missionary” work at alower cost than he could afford to do

Thereby conserving histime and energies for the more profitable work of
dimexing Sales.

Jugt as machinery, in mills, increased the earning power of Operatives. By
increasing their productiveness.

Advertisng is nothing more than Sdesmanship.

But good Advertiang is Sdesmanship intengfied.

So asto compensate for the necessary absence of the persona magnetism of the
Persona Salesman.

Wasteful methods are out of place today.

And to fill coglly advertisng Space with anything less than Intensfied
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Sdesmanship isto waste Space.
By wasting larger possibilities from that Space.

For this reason we must now dismiss the fatd fatuity of merely "Keeping the
Name before the People.”

Which isless than afifth part of Advertisng possibility obtainable from the sdif-
same Space, and at the self-same cost.

Observe the mortuary records in such wadeful use of potentid Advertisng
Space,-

"Sunny Jm" is dead.
"Spotless Town" is off the map.

"The Smile that Won't Come Off" came off and never came on again after the
money was spent.

"The Great firm of John Jones & Co." isout of business through too much
"Keeping the Name of Jones before the People” and too little Sdlesmanship in the
advertisng.

All of which demondrates for the thousandth time that Advertisng Space, even
in the best mediums, is not Advertising but only a receptacle for the conveyance of

Sdesmanghip.

Space can only multiple the precise percentage of Salesmanship we typeinto it.

Properly used, Advertising space is about the cheapest commodity in generd use
today.

Improperly used it is the dearest.
For Spaceismerdy amultiplier.

Put 2% of Sdesmanship into it, with 98% of "guff" and that 2% will be
multiplied by as many thousands of readers as the advertisement attracts.

Put 98% of Salesmanship into it and the Space will produce just 4,800% more of
Reaults for the salf-same investiment.
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It is Sales-Influence alone that we buy Space for.
And "Sdes-Influence’ is only another name for Sdesmanship.
Good advertisng is, therefore, good Sdesmanship.

But, intengfied, so asto compensate for lack of the Personal Salesman's personal
magnetiam.
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Good Advertising is News

Chapter 3

Consider the Newspaper!

Whichitemsinit do you read firg?

Not always those with the screaming flareheads.
Because Digplay doneisno longer interesting.

It is News-Interedt that attracts Readers now.

Without that commanding News-Interest display would merely cause usto "see
the article.

But "seeing” and reading are two different matters.

We"sed" many things from the sireet car windows that we are not even conscious
of having seen.

We "see" them without redlizing them, absorbing them, or being influenced by
them in the dightest degree.

They leave no record on the mind.
And 0 it iswith mere Display in Advertising.
Without News-Interest display islargely wasted.

And with sufficient News-Interest in the title, extravagant Display is entirely
unnecessary, - amere waste of Space.

Remember this dways, -

Display done, be it ever so extravagant, cannot compensate for lack of News-
Interest in the heading.

It cannot compel conviction, or germinate a Buying Impulse in the mind.
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The advertisement which would profitably sell goods today must be read with as
much interest as news.

It mugt stir Thought - prompt buying Impulse - and ingpire Action upon that
Impulse.

So - "gdting seen” helpslittleif the Advertissment accomplishes nothing more
tangible than that.

Active News-Interest is therefore afirst essentid in theftitle of the Ad.

And with that essential secured, a moderate size of type for title, and a reasonably
solid stting of "news-type' for body is entirdly effective without heavy waste for white
space and fancy borders.

Familiar news-type typography is more inviting to the eye than billboard Display
at close Newspaper range.

Certan of the smple old-gyle types, of moderate Sze, are 0 legible and familiar
that they read much more fredy than larger type of later styles.

In fact, they dmost read themselves at first glance, with practicdly no eye-effort.
When alive News-Interest, expressed in primer thought, is set in such familiar
sSze and style of type the message becomes so absorbent it dmost soaks in irresdibly.

Thiswith even quick and casud reading.

Straight Shop Talk can be dressed so as to overflow with News-Interest for the
classamed &.

If thiswere not true, Sdesmen could not get a hearing for the salf-same kind of
Shop Tak with previoudy uninterested progpective cusomers.

No item of newsislikely to be moreinteresting to a Manufacturer than an
advertisement which reved s to him an easy means of reducing the cost of his product -
improving it without added cost - or increasing his profits.

And no article offered for sde, through Advertising, is likely to be devoid of
some such News-interest asthat.

News-Interest for the class of Readers that congtitutes the natural market for the
article advertised.
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The Interest need not extend beyond that class, dl other Readers being negligible,
in Advertisng.

Good Advertiang is plain Sdesmanship intensified.
A keg of Nallsmay be"just akeg of Nails' to amere "Order-Taker."
But - to aread Sdesman that keg of Nails bristleswith characteritics.

To him, these Nails are made of a certain kind of metd, by a certain kind of
process, and will do certain things better than any other Nails on the market at the same
price.

Moreover, he can tell you why they will do these things better, and other facts
about them that our "Order Taker" neer dreamt of.

Although he could, should and would have studied up and known al about these
Sdling Pointsif he had the indinct of the Salesman, with the industry to utilize it.

The Advertiser, or Sdesmanon-Paper, who would win success today, through
the printed page, must redize, and act upon the following fects, viz.: -

He must vitdize his Advertisng with active News-Interet, profitable Information
and dinching Reason Why.

Before he can hope for notable, or even noticeable, results from the money he
spends for Space.

He must redlize that competitionis as keen today in Printed Sdesmanship asit is
in Personal Salesmanship.

And that mere "Keeping-the- name- before-the- Peopl€e” (with the sort of Publicity
it tands for) is as weeak and profitless today in competitive Advertisng as mere "Order-
Taking" would be in competition with strong, able and aggressive persond

SAesnanship.
"Good Advertising is News' firg of dl. But it is Sdesmanship dl thetime.
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“How Short Should An Ad Be?’

Chapter 4

That depends upon what it has to say!
If it has nothing to say worth reading, it should be mighty short indeed.

If it has no News-Interest, or no Information of vaue to the Reader, he will not
go beyond the first few words.

He will read just far enough to find out that the Ad. has nothing to say.
And the recognition of this accounts for the generd attitude of too many
Advertisers toward Advertisng.

They look upon it as necessarily and inevitably uninteresting.

Starting in with that assumption they assert that -
"Copy should be extremely brief."

"Conggting of afew words only."

"And these displayed in big black-faced type.”
"With Splurge pictures and lots of white space.”
Such isthe popular impression of good Advertisng.
"Blank's Whiskey, - that'sdl!"

"Good Morning, - have you used Blank's Sogp?"

They are brief, - and say nothing.
They might, with advantage, have been briefer yet.
They might have said "Blank's Whiskey" or "Blank's Sogp."

And thus emphasized the brands further by the omisson of the remaining words
that say nothing worth saying.

"Cable Code Copy" isthe pet name for thiskind of Generd Publicity.

Itsuse isafrank admission on the part of the Advertiser that People will not read
more about their subject in the way they present it.

| Page49 |




‘ John E. Kennedy \

It is an acceptance of the thoughtless theory that Advertisng is an impostion
upon Readers.

- That People do not willingly read Advertising, and so must be clubbed into
seeing it, whether they want to or not.

Itsaim isto "Strike the Eye" ingtead of interest the Mind educate and inform.
o, it has been fittingly cdled "Eye-Deep" Advertisng.

The term supplies acorrect key to its very superficid effet, - itslack of Sdling
Influence.

| Page50 |




‘ John E. Kennedy \

“How Long Should A Good Advertisement Be?”

Chapter 4

How long should agood Sdesman tak to his Customer in sdling goods?
Just long enough to make his point.
Jusgt long enough to dinchthe Sdle, if that be humanly possible.

Provided he can make his Sdling Tak interesting enough to hold his Customer's
attention until the last word needed to climax what he set out to do.

And no longer.

It is not necessary that the Sdlling Talk be interesting to the Bystander.
Or any other than the Prospective Purchaser.

It need not be of interest to "the Advertisng world" at all.
It need not be reckoned "catchy,” "clever,” "witty," or epigrammetic.

But - it must S8l or hedp Al goods.

It must leave on the Reader's mind a clear-cut impression of the best feature of
the goods with a strong Buying Impulse toward them.

Ingtead of leaving any diverting impresson regarding the "cleverness' or other
qudlity in the Ad itsdf or the Writer thereof.

Becausg, it is not the Ad that is to be sold but the Goods advertised in the
advertisement.

Thisiswhere the "clever" catchy advertisng of the "Eye-Deep” variety makesiits
most costly error.

Codlly to the Man who Paysthe Bills.

It advertises the Advertisng.
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Instead of advertisng the Goods.

It leaves the Reader's Mind upon the "Catch Phrase," "sriking picture,”" or other
pyrotechnic Eye-Catcher.

Instead of leaving it upon the desirable features of the Goods themsdves, asthe
last and strongest and best-remembered impression.

Good Advertising should be conscientioudy planned with the latter as sole
objective.

In order to sdll or help to sdl the most goods for the least money.

To Sdl Goods requires Sdesmanship.
And Salesmanship cannot be expressed without words.

So the rationa course, in Advertising, isto use words enough, and space enough,
to properly express proper Sdesmanship for the article advertised.

- To produce an interesting reading, a firmconviction, and an active Buying
Impulse after each Advertisement.

Not aword more than is necessary to do this.

And, not aword less.

The Boy who tried to knock the apple off the branch ten feet beyond his utmost
reach with astick only 9 ft. 11 incheswas in asmilar position to the Advertiser who
darves his"Printed Sdesmanship” for want of the necessary word or necessary space to
make his Advertising effective.

If Advertisng be given sufficient News-Interest, Information, and Sdlling force to
pay the reader it can be made as long as the average Magazine Article, or Newspaper
Editorid (if necessary) and with profit.

Between the strong Advertisement and the strong Editorid there s, after dl, very
little difference.

Both have a purpose to achieve with Readers.

Nether will be read unless it possesses sufficient news-interest, information or
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conviction to earn areading.

And either can earnthat if the subject and treatment be judicioudy handled.
Brishane's editorids are read by millions.

Tadmage's Sermons were read by millions, in Newspapers dongside of and in
open competition with "Live News Topics"

Lawson's chapters on "Frenzied Finance" in Everybody's Magazine were not
short nor were his later Copper advertisements.

All of these were read from beginning to end by millions of busy people.
Read for the News-Interest and Information they contained. Read because People
found them worth reading.

And the sdlf-same matter would have commanded the sdf-same reading in the
Advertisng columns if business motive had placed them there.

- With amilar title-interest and smilar setting, the length of the articles would
have been an attraction as indicating the probable importance of the subject.

A good Advertisement should be just long enough to accomplish its Selling
Purpose.

And no longer - or shorter.
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“To Plan and Write Strong Ads”

Chapter 5

Sart with the right Point-of-View.

Congder what Advertising isfor.

Viz. - to help Sdl Goods - nothing less.

Write the copy with that object in mind.

Even if Sdesmen are employed to close the sdes.

Don't let yourself down to mere "Keeping the Name before the People.”
Don't be satisfied to produce mere "Publicity.”

Because, - if you do you will never achieve red srong vitdized Sdesmanship-
on-Paper.

And this to encourage you.

One good, strong, convincing piece of Advertisng copy will sel, or hdp to s,
more goods than 50 pieces of "Eye-deep Publicity.”

So takefifty timesthe time, if necessary to produceit.

And if twelve run-of-mine ads were enough to do the job before, six such pieces
of red virile Sdesmanship-on-Paper, rotated, will do the job much better.

Good Mail Order Ads run without change for years on end.

Because, no new Ads since written could gpproach them in actud Sales
production per dollar invested for space.

The proof of thisisavailable if you want it.

And that proof showsthat the life of aredly good and complete piece of copy is
practicaly limitless.
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Make up your mind to concentrate al your effort and dl the materid you possess
upon the single Ad. you are writing & the time.

Intengfy it, with every sdling point you know of.
Dont try to save out essentids for other Ads of the series.

Put dl of the very best your closest study can provide into the single Ad you are
then writing.

And when dl has been skillfully incorporated, start in to prune it of
UNNECESSAYI €S.

Cut out every needless word fird.

Then cut out every sdlling thought that can be spared without weakening the
Sdesmanghip.

Then review the whole work as coldly as your word critic might.
But, from the standpoint of your prospective customers only.

Not from the standpoint of the mere Advertisng World.
Disregard that entirely - forget it.

Because, it does not matter what the Advertisng World thinks about your copy if
you can make it sall goods profitably.

Because the Advertisng World knows infinitely less about the propostion you
are then working upon than you do.

That'sif you earnestly and capably live up to the following formula
Firg study your Customers.

Sit down, close the door, and leisurely think out who are the Natural Buyers of
the Article to be Advertised.

Make a penciled list of sometypica cases.
Interview these typical cases.

Ask why they have not aready bought the Article you are about to Advertise, or
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bought more of it.

Ask what objections they would probably raise againg the article if a Sdlesman
caled upon them and tried to sl it to them.

Then ligt the probable objections.

And then find the most conclusive answer to these objections.

Next, compile dl the Sdling Points of the Article in question.

And remember that its exdusve selling points are to be the backbone of your
Sdesmanship.

To say that a certain machine will cut ice would avall little in advertisng it
againg competing machines - dl of which will cut ice.

It will be necessary to tdl how much ice it would cut in agiven time.

At agiven cost per ton.

And why.

Contrasted with the cost by other Machines that cut ice at higher cost —

And why at higher cost.

Wi, when dl the sdlling points in our subject have been marshded and listed,

- When dl the objections which would probably be raised by our customers have

been assembled and answered we are then ready to construct the case.

So we come back to amenta conception of the typica buyer of this Article
agan.

In order to know how best to approach him.
How best to interest him in the Ad.
How best to get him "with us' in reading the Ad. ingtead of "againgt us."

In other words how to get him into a receptive attitude instead of into a combative
attitude.
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Next we estimate a what point our Advertised Articleismost likdly to touch his
interedt.

Which, of dl our sdlling features, are most likely to apped to him srongest.

Then we make that feature the pivot upon which to swing the whole argument
and dl the other featuresin the order of their relaive importance - to him.

Now we gtart in to write the Ad.
And we writeit asif thiswas the only Ad. we ever meant to use.

Wewriteit o that it isa complete salling canvass for the Article condensed into
the fewest words that will expressit.

Thisis the order of thoughts and requirements in writing it.
First - News Interest.

Thetitle and the first lines much be invested with this to command areading for
the Ad.

That "News-Interest" must be kindred, and entirdly naturd, to the subject matter.
Avoid by al meansthe far-fetched headings that disgppoint the reader.

Because, the revulsion following the feding of being tricked would antagonize
him againg the Article advertised ingtead of leaving him favorableto it.

The News-Interest must therefore be evolved from the Subject itsdlf.
(Not faked-up from the outside and tied to it with a dender thread)

And that News-Interest mus exist somewhere in the subject itsdf or the Article
could not be sold by any Salesman.

A live News-Interest for the man who should buy the article, even if for no one
dse

It isthere - in the Subject.

So st down and dig it out.
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Thenplay it upinthetitle
Asthe only proper "Eye-Catcher."

Which will be sure to catch the eye of the very men you want to reach with the
Advertised article.

Evenif it interested no one d<se.

If the title now possesses enough live News- Interest, the first few lines only need
be devoted to introduction of the subject.

Because, we should then jump into the facts at once.
Paying up the mogt interedting feeture, first, the most convinding one last.

Expressing the whole maiter in primer-thought, and in language forms so smple
that even a child of twelve would fully understand dl it mearnt.

The object of thisamplified language is not merely to avoid misunderganding.
But, to make the absorption of the meaning effortless for the reader.

To make it SO gpparent that the information will dmost "soak-in" without any
menta [abor on his part.

And beyond this, there is a valuable qudity in smple thought-forms and familiar
language which should never be overlooked.

Viz. - its more ready acceptance as truth, when in these forms,

For some undefined reason e aborate phrasing, intricate thought-forms, and high
sounding words seem to impart sugpicion to the Reader.

Where the smpler and more familiar forms seem to disamit and carry the
message home without arousing SO many unspoken questions.

Perhaps because smple language smply spoken is characterigtic of Sincerity.
And now for the climax.

Thisis where the mgority of otherwise good advertisementsfail.
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They do not dinch.
Ther lagt lineslack the vitd active qudity.

That intengve quality which makes the Reader want to buy the article, and want
to do something toward buying it at once.

Thereisonly one place in the Ad. for the planting of this spur action -
And that isin the last sentence.

Which sentence should be carefully thought out, and framed up to climax al that
has gone before into an active Impulse toward buying.

Make the Reader do something definite toward purchase at that stage and you
have committed him unconscioudy to a partia acceptance of your statement from which
he will not be likely to later hedge.

Moreover, having moved him to action through the printed Salesmanship, his
mind records the impressions deegper because of that action.

And he is henceforth more receptive to subsequent Salesmanship, printed or
verba, on the same subject.

He has imbibed the germ through your printed Salesmanship and it will
henceforth "work while you deep.”

If it now be nursed dong with occasiond follow-up of congstent nature, heisin
afar way to become not only a Purchaser, but awell-informed advoceate of the
Advertised article.

If your Advertised Article be of akind which you cannot reasonably hope to sdll
him through Printed Sdesmanship, make it possible for him in the Adv. to do something
toward purchasng.

And then mekehim do it.
In the last dinching sentence.

The advertisng man who tries to do no more in his advertising than to "keep the
name beforethe trade”" —

Who wastes space by wasting the larger possibilities from that space -
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Reminds me of the "man who held four aces.”
And played them without looking at them.

Winning what he should have won with his customary "pair of Jacks."

Which conclusion makes the punishment fit the crime.
And is entirdy satisfactory to the Writer of these articles.

Who, with amuch abler Writer, in alarger field, believesin -
"Letting every man go to hdl after his own fashion.”
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How Shall We Know Good Copy?

(The following chapter originally appeared as Article X
in Kennedy's " The Book of Advertising Tests ")

How shal we know good copy?

By the Goodsit isactudly known to Sdll, - Mr. Advertiser!

Don't care how "Bright," how "Catchy,” nor how "Attractive" the copy
IS, or isnot.

What we want to know is how much Goodswill it Sel, per dollar of
cog, through Retalers or by Mail?

Sdling-power isthe only qudity we recognize as Good, in Advertising.
No mere "Keeping-the Name-before-the-People’ will stisfy our
standards.

No mere "Trade Stimulus' nor "Generd Influence on Sdes' will
recognize as red Advertisng worth what it costs.

No evasion of the Grand Issue - Sdesmanship - is permitted nor
attempted in the Lord & Thomas Advertising Shop.

The Ad-smith whose copy won't actudly and positively Sell Goods
enough to pay for the Space it fills, with a handsome profit on it to the Man
who pays the Bills, isworking for some other Agency.

But "how can we know copy which will postively sel goods, beforeit is
published at the Advertiser's expense?’ - you ask.

Widl, this is how we know it Mr. Advertiser!

About one-fourth of the Advertisng we place annudly is Mail-Order
Advertising, for scores of different clients.

Every Sngleinsartion of each Mail-Order Advertisement for these
clients has been keyed separately, in each publication. We thus know
precisely how much each Inquiry for goods Costs from each different piece of
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copy, in each Medium.
Thisinformation we record accurately in our "Record of Results.”

Then, we compare the Cost of Sdling each line of Mail-Order goods
through the different kinds of copy used, and we find awonderful consistency
in the figures

A kind of Copy which produces Inquiries a low Cost for one
proposition, we find produces Inquiries for another entirdy different
proposition in the same ration of low cogt.

And the kind of Copy which Costs three times as much per Inquiry, in
the same publication, for one proposition will, we find, cost practicdly in the
same high ration on dl other propositions.

The compilation of this data, covering aperiod of years, on alarge
vaiety of Mal-Order accounts, has given us areliable means of knowing just
what kind of copy Sdllsthe most goods for a given investment in space.

It dso affords us areliable index to the rdative Earning Power of
different publications, using the same kind of Copy, at the same period of the
year.

But, Lord & Thomassinvestigation through this "Record of Results’
has gone father than testing out Mail-Order Copy.

Because, when the qudlities, in Copy, that produced consstently large
Resultsin Mail-Order Advertising had been located and isolated, these same
qudities were then applied to Copy for General Advertisng of Goods to be
sold through Retallers.

Our "Record of Results' thus shows that the something which made a
given kind of Copy sgll goods at lowest cost by mail lso made it sell goods at
lowest cost through Retalers.

These qudities were "Reason-Why" and "Conviction'" saturated into
the Copy, and presented in certain thought-forms that strikes the most
responsve cord with average Readers of Advertisements.

The combination of these qudities, evolved through our "Record of
Reaults™ isaformulaas exclusve with Lord & Thomeas as the formula of the
famous Liqueur Chartreuse with the Monks who control its secret.
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Thiskind of Copy we cdl "Lord & Thomas Sdesmanship-on-paper.”

The reative Sdling-Power of each piece of this copy we can judge in
advance, by comparing it with Results obtained previoudy through kindred
kind of Copy, used for equivaent Propositions, as registered and compared in
our "Record of Results.”
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