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IRVIN GRAHAM

Irvin Graham. author of ENCYCLOPEDIA
OF ADVERTISING has had an unusually
varied career during his twenty vears in
the advertising industry — an industry
which has come to rely more and more
on the specialist.

Author of one hook on advertising
campaigns. and another on mail order
advertising. Mr. Graham also teaches
his subject at two colleges. finds time
to make frequent contributions to the
leading advertising trade publications
and heads his own advertising agency
as well.

The ENCYCLOPEDIS OF ADVERTISING
began with the realization that thousands
upon thousands of advertising-minded
business men. agencies. account execu-
tives. artists. copywriters. media buyers,
printers. production men. publishers.
schools. libraries and students of adver-
tising needed a one volume reference of
encyclopedic coverage. and that none
existed. The realization resulted in vears
of research. interviewing and correspond-
ing with advertising experts. writing.
checking and cross-checking, and ended
when Mr. Graham delivered his manu-
script—in a trunk—to the publisher.

The ENCYCLOPEDIA OF ADVERTISING
most certainly fulfills a longfelt need.
and the advertising profession just as
certainly owes a debt of gratitude to
its author.
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INTRODUCTION

The ENCYCLOPEDIA OF ADVERTISING was born out of the real-
ization that in all advertising literature there has been no single
source to which an inquirer might turn for the definition and clari-
fication of an advertising term or phrase, and for factual informa-
tion and data on specific subjects concerned with advertising. It
is true that there are many excellent books available which a reader
may consult for information on one or more of the many fields with
which advertising is concerned, but no single advertising book has
been sufficiently comprehensive in terminology. It may explain the
meaning of terms in one field of advertising but dismiss abruptly
or disregard completely those terms commonly used in other fields.
To fill in these gaps in treatment, the inquirer finds himself contin-
ually buying or referring to more and more books, until the process
becomes unwieldy, distasteful, uneconomical, time-consuming —
and completely unsatisfactory.

It is equally true that there are many advertising terms and con-
cepts, topics and usages which are not mentioned or explained in
any volume heretofore published. The one situation is almost as
disheartening as the other. The Encyclopedia is designed to correct
these deficiencies. Here, in a single volume, conveniently alpha-
betized, the reader may readily learn the answer to any question
concerned with the meaning of advertising terms.

So that the Encyclopedia may be more useful, the matter in-
cluded for each entry is not always restricted to its definition and
explanation. Wherever feasible, the term is explored in its rela-
tionship to advertising practice. Examples of usage are given and
the results of recent research are quoted in their applicability to
the particular term. In these respects the Encyclopedia serves not
only as a dictionary but also as a working manual for the advertis-
ing practitioner and student. The use of cross-reference ties one
term with another relating to the same field so that an entire sub-
division of advertising activity may be digested quickly.

Since advertising is a tool of business that finds itself in close
association with other activities related to selling, the Encyclopedia
deals also with terms and practices relating to marketing, publicity,
public relations, and law.
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It is hoped that the reader will find the alphabetical format of
the Encyclopedia particularly useful and timesaving. Reference to
any term is practically instantaneous, since there is no need to
consult an index and then hunt through one or more pages for the
desired information. To gain maximum benefit from the volume
the reader should especially make use of the introductory para-
graphs headed How to Use the Encyclopedia.
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HOW TO USE THE ENCYCLOPEDIA

1. The first sentence of each entry in the first section, Encyclo-
pedia of Advertising Terminology, consists of a self-contained defi-
nition of the term — expressed insofar as is possible in basic lan-
guage requiring a minimum of reference to other terminology. This
basic single-sentence definition provides the reader with a prac-
tically instantaneous clarification of the concept in which he is
interested.

2. Succeeding paragraphs of the entry are designed to explain
and clarify in greater detail. Reference is made to existing trade
practices, and the reader is told how the term is employed in the
process of executing the work with which that term is concerned.

3. Wherever applicable, each entry is concluded with a state-
ment of additional terms closely related to the subject under dis-
cussion. Further inquiry into these terms will help the reader
broaden his comprehension of that segment of advertising activity
in which he is interested.

4. When a single term has two or more significances, each defi-
nition is itemized by being prefaced with an appropriate arabic
numeral. Therefore, when consulting the definition of a term, be
sure to examine the entire entry to determine whether the word
has several definitions.

5. To obtain a well rounded review of a particular field of adver-
tising activity, such as Art, Research, Radio, and so forth, consult
the section on Terms Grouped According to Subject Matter. For
each field all related terms are listed alphabetically, so that by exam-
ining such entries the reader may enjoy a comprehensive view of the
specific subject.

6. When referring to a term such as “Flow of Audience,” be sure
to consult the second or third word in the phrase if the first word
is not found in its alphabetical place. That is, if you do not find
the term under flow, consult the word audience, since the term
may be entered as audience flow. In most cases, however, a cross
reference directs the reader to the proper location of the definition.
For example, when the inquirer desires information on “recogni-
tion of agencies by media,” he will find the definition and explana-
tion under recognition and a cross reference under AGENCY RECOG-
NITION,
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7. All cross references found within the body text are indicated
by setting in sMALL caps. For example, the following sentence
appears under the entry for layout:

“The layout of a booklet, magazine, or other multipage
literature is called a DuMMY.”

The reader is thus referred to the entry dummy for further infor-
mation on the subject of layout.

8. The Encyclopedia is designed to provide information on the
more common terminology in advertising. For this reason exceed-
ingly technical terms (particularly those relating to the graphic
arts) have been omitted. However, when the reader wishes to in-
quire further into a specific phase of advertising omitted from the
Encyclopedia because of its technical aspects, he may consult one
or more of the trade associations listed in the Directory of Associa-
tions. These trade groups are usually happy to cooperate.
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Section 1
ADVERTISING TERMINOLOGY

A.A. See AUTHOR’S ALTERATION.

A.A.A A, See AMERICAN ASSOCIATION OF
ADVERTISING AGENCIES in Sec. III, Direc-
tory of Associations.

A.A.A.A. examination plan A means of
providing an opportunity for high-caliber
young people to enter the advertising
agency business, offered by the American
Association of Advertising Agencies and
consisting of nationwide examinations
held periodically by local councils and
chapters of the association. The examina-
tion is divided into two broad sections,
the first of which contains questions
aimed to bring out special knowledge of
advertising which candidates have gained
from past experience or from academic
training. Each candidate is free to choose
the sections of the examination which he
feels provide a fair test of his ability, and
he is graded only on the sections he elects
to answer. Since different agencies have
different needs, this gives each candidate
an opportunity to identify himself to the
agency or agencies where he might fit.

In the cities where the examination is
held, the papers of all candidates are
graded by local committees, and the
names of those who make a good showing
are brought to the attention of agencies in
the community. Data on high-scoring
candidates are distributed first to A.A.A.A.
member-agencies, and then to nonmember
agencies and to advertisers and media
employers in the area. Effectiveness of the
examination is measured by follow-up
studies of successful and unsuccessful
candidates. Although no assurance is
given that successful completion of the
examination will result in a job, the

A

A.A.A.A. expresses the hope that it will
help solve the old paradox that it is
necessary to have agency experience in
order to obtain a job, and that it is
necessary to get a job to build experience.

The examination is open to men and
women aspiring to careers in advertising.
A college education is not a prerequisite,
but it is expected that many candidates
will hold college degrees. College seniors
or other students who seek to enter busi-
ness within a few months after the exam-
ination is given are admitted to the test.
Also invited are those who have had some
business experience, especially—but not
exclusively—those who have worked in
some field of advertising or selling, or
who have had writing experience or train-
ing. Agency employees are not eligible.
A fee of $15 is charged each candidate to
cover part of the costs of preparing and
processing the examination. Requests for
information and applications may be sent
to the Chairman of the Examination
Committee, American Association of Ad-
vertising Agencies, 420 Lexington Ave,,
New York 17, N. Y.

Part I of the examination is designed
to test natural ability or aptitude for each
of seven types of advertising work: con-
tact-plans-merchandising, research, media,
copywriting, mechanical production, radio
and television, layout, and art. This is
done by means of a battery of approxi-
mately 20 aptitude tests, all of which each
candidate must take and which require a
full day’s time. Part II is a series of seven
tests of the candidate’s knowledge or
acquired ability in the same seven fields
of advertising activity listed above. The
candidate may take all or none of these
tests, or as many as he chooses. He is



A.B.C.

advised to take only those on which he
believes he can make a good score. These
tests are designed to reveal to what extent
the candidate would be prepared to step
right into an agency job and start produc-
ing without further training. It is not ex-
pected that candidates who have not had
actual experience or considerable training
will be able to do well on this part of the
examination. In addition, a “knowledge”
test on the structure of the agency busi-
ness must be taken by all candidates.

A test report is made by the Personnel
Laboratory, a firm of specialists in the
testing of employees. The report includes
test results with respect to each of the
following: learning aptitude, creative
imagination, practical judgment, recogni-
tion vocabulary, verbal facility, number
facility, arithmetic reasoning, inductive
reasoning, sales judgment, social percep-
tion, visual imagery. It includes also the
Personnel Laboratory’s advice as to
whether the test reveals a pattern of char-
acteristics common to successful agency
people, and, if so, in what phase of adver-
tising activity the candidate would be
most likely to do his best work. Specific-
ally, the Personnel Laboratory indicates
whether the test indicates it would be an
excellent, good, or fair risk for the candi-
date to undertake agency work of each of
the seven types mentioned.

The candidate is sent a copy of the
Personnel Laboratory’s report based upon
the aptitude tests, and his grades on each
of the knowledge tests completed in terms
of “excellent,” “good,” “fair,” or “poor.”
If the candidate wishes to have his test
results made available to prospective em-
ployers, his record is included with those
of other candidates in a bulletin issued by
the Examination Committee. Studies
made by the A.A.A.A. offer evidence that
the aptitude tests are comparatively accu-
rate in forecasting the performance of an
individual in his job.

-

A.B.C, 1. Audit Bureau of Circulations.
2. American Broadcasting Company.

A.B.C. Report One of two types of pub-
lication circulation analyses issued by the
Audit Bureau of Circulations: (a) PUB-
LISHER'S STATEMENT issued by publisher
members of A.B.C. every six months, and
(b) AuDIT REPORT issued once a year by
AB.C. to substantiate the Publisher’s
Statement for the preceding 12 months, or
to point out wherein those statements were
at variance with the facts as found by the
A.B.C. auditor. See also AUDIT BUREAU OF
CIRCULATIONS.

A.B.P. See ASSOCIATED BUSINESS PUBLICA-
TIONS in Sec. III, Directory of Associa-
tions.

accordion fold A method of folding a
sheet of paper so that the folded pages
open up in the manner of an accordion.
This kind of fold is frequently used in the
preparation of circulars and direct-mail
literature, It permits the division of the
material into page form without the neces-
sity of binding or otherwise combining in-
dividual pages.

account A client of an advertising agency;
a customer of a supplier or tradesman,
such as a printing firm, engraver, paper
manufacturer, or composition house.

account executive A representative of an
advertising agency who is assigned to act
as liaison between the agency and the ad-
vertiser, or account. It is the account exec-
utive’s responsibility to analyze the adver-
tising and merchandising problems of the
advertiser; to offer effective solutions to
these problems; to transmit the plans and
advertising efforts of the agency to the
client for approval; to bring to the atten-
tion of the agency any suggestions or
criticisms offered by the advertiser; and,




generally, to service the client’s advertising
and merchandising program for maximum
effectiveness.

Some executives are hired by the agency
on a full-time salaried basis, and assigned
to handle the agency’s clients, called
“house accounts.” Other executives estab-
lish contact with advertisers who agree
to permit them to handle the firms’ adver-
tising program. With such “billing” or
business, the executive may become asso-
ciated with an agency whose art, produc-
tion, and media departments, among
others, can service the account satisfac-
torily. The basis for remuneration in this
case is usually a division of the commission
obtained from the placement of the ac-
count’s advertising in various media. The
agency principal may agree to give the
executive a fixed percentage of the com-
mission, which may be 5 percent, 7Y2, or
even more, depending upon circumstances.
For example, if the client has spent
$10,000 for magazine space, the agency
receives from the publication a commis-
sion of 15 percent, or $1,500. If the agree-
ment between principal and executive calls
for an even split of commission, the latter
receives $750 in payment. In some cases
the account executive may operate under
a combined plan whereby he is given a
salary plus a fixed percentage of the com-
mijssion.

When the account is very large, its
proper servicing may require full-time
work on the part of the executive; in such
cases the agency may assign a copy writer
and perhaps a layout man to assist the
executive. An agency with several small
accounts, however, may have a single
executive service more than one adver-
tiser.

The term account executive is also ap-
plied to a radio or television station’s time
salesman, who is paid a commission on
the amount of money spent by a sponsor
on the purchase of time. Some printing

ACETATE PROOF

houses assign account executives to con-
tact prospective buyers of printing and to
service those accounts which obtain their
printing needs from the firms.

acetate proof An impression of type or
other matter printed on a clear, transpar-
ent sheet and used in various ways to
solve specific production problems. Type
characters and printing plates are inked
and printed on a sheet or strip of acetate,
a flexible and transparent base that ac-
cepts printing ink. A special press tech-
nique is used to print the same matter on
both sides of the acetate film in perfect
register in order to give greater opacity
to the impression. Bronze powder may be
dusted on the inked impression to make
the printed matter completely opaque.
The proof is now ready for various uses.

Line copy printed on an acetate proof
can be photographically reproduced by
direct contact with a sensitized surface of
a printing plate for duplication by gravure
or deep-etch offset lithography, thereby
eliminating one step in the reproductive
process—the preparation of a film posi-
tive. When the plate is exposed, the light
penetrates all transparent parts of the
acetate proof but is blocked by the image
formed by the print. However, a reverse
plate effect is obtained when the proof is
photographically printed on a plate for
reproduction by letterpress, the repro-
duced copy appearing as white on black.

Also, acetate proof copy may be laid
over drawings, photographs, or other half-
tone matter to be reproduced in combina-
tion. When this is done, however, the en-
tire work including the textual matter will
be screened and therefore broken up into
dots. Acetate proofs are used frequently
in the preparation of charts, sales presen-
tations, displays, and related sales aids.
For example, type matter is printed on a
sheet of acetate which is superimposed as
a flap over a drawing, chart, or other illus-
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tration. When used in a sales presenta-
tion, the under sheet containing the draw-
ing is displayed first to tell part of the
story. Then the acetate sheet with its own
text is superimposed to add another ele-
ment and to complete the story in a dra-
matic form.

Acetate proof is sometimes called a
“bronze proof” because of the application
of bronze powder to the inked impres-
sion.

across the board Scheduled to be broad-
cast five consecutive days a week at the
same hour. In most cases across-the-board
programs or announcements are sched-
uled Monday through Friday, and so oc-
cupy a complete horizontal strip of the
weekday program schedule or “board.”

addressing The manual, mechanical, or
automatic inscription of the name and
address of the recipient on the face of an
envelope or mailing piece. Addressing is
one of the costs to be considered particu-
larly in direct-mail advertising, and may
be performed in a number of ways:

(a) Hand addressing in pen and ink
may be employed when mailings are few
or when it is desired to confer a personal
touch on the envelope which might be
more conducive to opening the mailing
upon arrival.

(b) Typewriting is indicated when the
list of names is maintained on cards or
sheets of paper so that they must be
copied individually. The process is more
time consuming than automatic address-
ing methods, but may be more desirable
when the list is small, when it is not ad-
dressed often, and when the names must
be corrected frequently because of addi-
tions and removals.

(c) Machine addressing may be used
when the list of names is substantial,
when mailings are frequent, and when

T

speed is desired. The two machines com-
monly used for the purpose are the
ELLIOTT ADDRESSING MACHINE and the
ADDRESSOGRAPH. The former operates by
means of stenciled cards, while the latter
employs embossed metal plates to bear
the names and addresses. The machines
offer various facilities and uses in addi-
tion to simple addressing. For example,
they may be set to select or reject specific
names automatically; also, they can be
used to imprint any desired data on busi-
ness forms such as payrolls, bank forms,
and the like.

For those direct-mail firms who address
relatively few mailings, hand operated,
small-size duplicating machines are avail-
able. These work on the liquid duplicator
principle (see DUPLICATOR), and may be
used to print on envelopes, post cards,
and other mailing pieces up to a speed
of approximately 2,000 per hour. How-
ever, after about 100 impressions of each
name the master tape or roll bearing the
list of names becomes illegible, and a new
tape must be prepared by typing the en-
tire list on it.

Addressograph A printing machine manu-
factured by the Addressograph-Multi-
graph Corporation, operated by means of
the pressure of an embossed metal plate
through an inked ribbon to form the
printed matter, and used principally for
the reproduction of addresses. One model
of the machines available is called the
“Speedaumat,” which is in the lower price
bracket.

The Addressograph is particularly use-
ful when the addressing of names on a
mailing list is required frequently. Each
name is embossed on a metal plate with
a machine called the “graphotype;” the
embossing results in the creation of raised
letters which are impressed against an
inked ribbon to print on envelope, wrap-
per, or label. Any data to appear on busi-



ness forms may also be transferred to the
Addressograph plate, which can print alt
or any portion of the data. Each plate
may be tabbed or coded so that it is
either printed or rejected as it goes
through the machine, and it can be re-
filed in original order. The user is thus
able to select specified names from his
total list for addressing. A choice of many
different sizes and styles of type is avail-
able. The device is capable of transcrib-
ing up to 5,000 words or 30,000 figures
per minute, and is employed for payroll
recording, billing, and other business
operations in addition to addressing. See
also ELLIOTT ADDRESSING MACHINE.

adjacency The radio or television pro-
gram immediately preceding or imme-
diately following a specified show or an-
nouncement. Sponsors prefer to buy time
between highly rated or popular programs
because of the increased potential audi-
ence available for their own commercial
messages. The increased potentiality of
audience arises from the fact that many
people tuned to the preceding adjacency
may keep their set tuned in to the show
following, thus giving the second sponsor
a “free” or “inherited” audience. Simi-
larly, many of those who want to hear a
popular show (the adjacency following)
may tune in to the station ahead of time
and are thus exposed to the message of
the previous sponsor. In this manner an
advertiser may select a segment of time
during which he can “capture” a portion
of his total audience without any great
expenditure of promotional effort. The
higher the ratings of the adjacencies, the
greater the number of potential listeners
or viewers available to the sponsor. This
accounts for the popularity among adver-
tisers of certain segments of time during
the broadcast day.

advertisement A sales message intended
for delivery to the prospects or customers

ADVERTISEMENT

of a commercial firm or individual seller
by means of one or more of the various
channels of communication or media,
such as newspapers, magazines, radio,
television, direct-mail, and outdoor adver-
tising, the physical form of the message
being generally determined by the nature
of the medium.

The advertisement may take various
forms, and new media are being con-
stantly devised, bringing with them cor-
respondingly new physical aspects of ad-
vertising. The master check list of media
and advertisements that follows is there-
fore comprehensive only at the time of
publication. It should be noted that the
classification of forms according to the
media given is not a rigid one, since sev-
eral media may make use of the identical
physical form of advertising. For exam-
ple, a sticker may be applied to a pack-
age that is mailed, in which case it is a
form of direct mail; or it may be used for
wrapping a package in a retail store, in
which instance it becomes point-of-pur-
chase advertising. Decalcomanias may be
applied to store windows, to the panels
of trucks, and to parts of the product it-
self; tennis rackets, for example, often
bear the manufacturer’s trade name and
trade-mark by means of decalcomanias.

Also, it should be mentioned that there
is often such a narrow or nonexistent di-
viding line between the sales program and
the advertising program for a firm that
it may at times be difficult to distinguish
between the two. As an example, the sales
manual given to a salesman by a company
is generally considered to be a sales tool
rather than an advertising medium. Yet,
when the manual incorporates, as it often
does, reproductions of the firm’s full-page,
four-color advertisements which the sales-
man can display to the trade as evidence
of advertising support, it becomes no less
an advertising medium than a sales tool.

The channel of communication is inti-
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mately tied up with the physical form of
the advertisement, since the sales message
has little influence unless it is communi-
cated through one or more channels to

prospects and customers. Therefore the
following check list associates the form of
the advertisement with the medium in
which the message commonly appears.

Master Check List of the Physical Forms of Advertisements

Medium
Newspaper

Newspaper supplement
Consumer magazine

Business publication

College paper
Comic book
Radio

Television

Outdoor advertising

Form
Printed advertisement
Display
Classified

Reading notice
Special insert
Underprinted advertisement
Printed advertisement
Printed advertisement, inside pages
Display
Classified (in some cases)
Printed advertisement
Second, third, and fourth covers
Printed advertisement
Fourth cover with extension flap
Printed advertisement
Special insert
Printed advertisement, inside
Display
Classified
Printed advertisement
Second, third, fourth, and (sometimes) first
covers
Printed advertisement
Special insert
Printed advertisement
Printed advertisement
Spot announcement
Sponsored time signal
Sponsored weather report
Program, wholly sponsored
Participating program
Cooperative program
Donation to “give-away” show
Announcement
Program
Film slide
Motion picture
Donation to “give-away” show
Poster
Painted bulletin
Spectacular
Skywriting
Dirigible advertising
Painted wall



Medium

Special publications

Telephone directory

Yearbook

Handbook

Technical book

Theater program

Menu

Cooperative catalogue

Graduation publication

Time table

Special and novelty media

Sampling
Contest

Motion pictures and slide films

ADVERTISEMENT

Form

Printed advertisement, inside

Printed advertisement
Covers and backbone, wherever acceptable

Imprinted shirt board and shirtband

Imprinted key tag

Sticker

Exhibit

Diorama

Demonstration

Mural

Button

Banner

Flag

Photograph

Decalcomania

Phonograph record

Plaque

Medal

Parade float

Trade name and trade-mark on company
automobile

Business card

Sales manual

Map

Three-dimensional model

Scrapbook

Imprinted wallpaper

Premium

Horoscope

Space on public parking meter

Space on riser of public stairway

Game

Imprinting on grocery bag

Imprinting on supermarket shopping basket

The product itself or a portion of it

Printed advertisement

Radio or television quiz

Prize

Training film

Theater film

Educational film

Rooftop projector and screen

Store window projector and screen



ADVERTISEMENT

Medium Form
Point-of-purchase advertising Decalcomania
Window display
Still

Animated
Counter display
Still

Animated

Streamer
Banner
Clock
Store sign
Window trimming
Island display
Rack
Cabinet
Placard
Mirror
Uniform
Arm band
Billhead
Lobby display
Customer’s receipt
Mural
Sticker
Tag

Package Label
Recipe
Cutout
Premium offer
Illustration
Insert
Outsert
Decalcomania
Instruction book
Wrapping paper and tape
Trade-mark and trade name
Tag

Transportation advertising Bus, trolley, subway car card
Station poster

' Taxi card
Subway spectacular (three-dimensional and
lighted)
Railroad terminal spectacular (three-dimen-
sional and lighted)

House organ Editorial matter, including articles, photo-
graphs, cartoons

Direct mail and Leaflet

Direct advertising Self-mailer

Post card, single or double
Postal card, single or double
Circular



Medium

Premium

Transit radio

Storecasting

ADVERTISEMENT RATING

Form

Broadside

Book

Booklet

Catalogue

Blotter

Letter

Business reply card and envelope

Order form and order card

Greeting card

Billhead

Postmark advertisement

Business card

Package label, wrapper, tag, sticker

Ruler

Memorandum and address book

Match book

Desk set

Key case

Leather goods

Cigarette lighter

Playing cards and other items of which the
foregoing are just a few examples

Radio programs and announcements broad-
cast to passengers on bus and trolley

Radio broadcasts in railroad and bus ter-
minals

Radio programs and announcements broad-
cast to customers at points of purchase

Canned music and announcements heard by
customers at points of purchase

advertisement rating A figure representing
the effectiveness of an advertisement
based on any of several standards used
by various copy-testing firms. Those ad-
vertisers who have no direct way of check-
ing the results of their sales messages, or
who want to determine in advance of
publication the probable success of their
advertising, may make use of these rating
systems:

(a) Townsend Method. W.S. and A.J.
Townsend have developed a plan of rat-
ing the various elements of advertisements
according to 27 “points of evaluation”—
a kind of check list. For a time the con-
tents of the list were kept secret, but were
eventually revealed by the brothers. Offer-

ing their service to clients, the Townsends
evaluate advertisements by examining
each sales message for the presence or
absence of the 27 elements, and allocate
a score. This numerical rating is claimed
to differentiate a “good” advertisement
from a “bad” one before publication. See
TOWNSEND METHOD.

(b) Starch Advertisement Readership
Service. Offered by Daniel Starch and
Staff, newspaper, magazine, and business
paper readership reports are designed to
inform advertisers after publication of
their messages of the extent of readership
obtained in terms of three degrees:
“noted,” “seen-associated,” and “read
most.” Starch reports also on television
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ANY THIS AD
M- 23
13%

Biggest barn in the ¢

It might seem that way, if you'r
it by yourself. But when several g
bors work together, things go qu
smoothly, It's pretty much the

on a telephone party line. When y
your ring promptly, and allow -
between calls so that others ma
line, you're helping yourself and y
bors to better telephone service
co-operation pays big dividends.

The Chosapeake & Potomac Toleph
of Virginia

An advertisement rated as part of the Con-
tinuing Study of Farm Publications. The rat-
ing symbols signify, respectively, the percent
of men and women who remembered reading
or seeing any part of the advertisement
(ANY THIS AD); percent of men and
women who remembered seeing the picture
indicated (PICTURE); percent of men and
women who remembered reading the prin-
cipal headline (HEADLINE); and percent
of men and women who remembered reading
the copy indicated (THIS COPY).

commercials, using the recognition and
recall techniques. The study is based on
consumer interviews in the homes of tele-
vision set owners, and questions cover
viewing, attitude, and measure of brand
acceptance. See STARCH RATING.

(c) Hooper Rating Service. C.E.
Hooper, Inc., measures the popularity of

10

radio and television programs by means
of the coincidental telephone technique.
Combining this with the listener diary
system of audience measurement, Hooper
computes a projectable rating that is
claimed to represent the size of the radio
and television audiences. See HOOPER
RATING; COINCIDENTAL TELEPHONE TECH-
NIQUE.

(d) Nielsen Radio and Television In-
dex. This technique, employed by the A.
C. Nielsen Company, uses the Audimeter,
by which a purely objective record of
radio and television set tuning behavior
is obtained. See NIELSEN RADIO AND TELE-
VISION INDEX; AUDIMETER,

(e) The Pulse, Inc. This service organ-
ization employs the roster-recall method
of determining the size of radio and tele-
vision audiences. Personal questioning by
interviewers elicits data concerning pro-
grams which the respondents heard dur-
ing a period preceding the interview. See
PULSE.

(f) Conlan Survey. As in the case of
Hooper ratings, this service employs the
coincidental telephone technique to meas-
ure radio and television audiences. See
CONLAN SURVEY. See also READERSHIP
STUDY; CONTROLLED RECOGNITION.

advertising The nonpersonal communica-
tion of a sales message to actual or po-
tential purchasers by a person or organi-
zation selling a product or service, de-
livered through a paid medium for the
purpose of influencing the buying be-
havior of those purchasers. Communica-
tion is established through such media as
newspapers, magazines, radio, television,
direct mail, and such. See MEDIUM.
Adpvertising is but one sales tool used by
business. Sales may be effected by per-
sonal effort, such as that extended by retail
clerks, department store demonstrators,
field salesmen, telephone solicitors, agents,
and similar means. Publicity and public




relations may also serve to sell goods and
services, directly or ultimately. Unless a
communication has as its purpose the sale
of a product or service, it is not properly
considered to be advertising. For example,
the publication of a message in a mews-
paper by a charitable organization solicit-
ing funds is not an advertising activity; it
is merely a public announcement, since
the ultimate exchange of money for goods
or services is not involved.

The business of advertising encom-
passes diversified phases which must be
coordinated for the proper delivery of
the sales message. Some of these activi-
ties are: copy writing, the creation of
textual matter for printed advertisements;
script writing, the preparation of text to
be delivered verbally by radio or televi-
sion; art, the design of illustrative matter;
layout, the arrangement of the various
elements in an advertisement; production,
the transformation of the advertisement
into physical form by means of type, en-
gravings, printing, paper, and the like;
research, the determination of the kinds
of appeals that attract consumers . . . the
analysis of the composition of the con-
suming public in terms of age, occupation,
sex, and so on . . . the investigation of
market conditions . . . and the analysis of
product features; media, the evaluation
and selection of those channels of com-
munication which are most suitable for
reaching the specific objective of the ad-
vertiser; campaign planning, the coordi-
nation of the various activities into a
series of advertisements for the purpose
of achieving a sales objective.

Advertising activities may be under-
taken by individual businessmen them-
selves; by advertising departments set up
in commercial firms; by free-lance work-
ers or consultants called in on a fee basis;
and by advertising agencies appointed to
handle the advertising program and cam-
paign for any firm.
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The history of advertising is ancient;
perhaps the original advertisements were
announcements written on walls in pub-
lic thousands of years before Christ, offer-
ing various commodities for sale. As eco-
nomic forces expanded with the growth of
population and the discovery of new
worlds, so did advertising activity prosper.
Since the effect of advertising is directly
proportional to the strength of the chan-
nel of communication or medium carry-
ing the message to prospective purchasers,
it was not until the seventeenth century
that the subject took on any great impor-
tance. Printing from movable type had
been in existence for about 200 years, and
primitive “newspapers” were beginning to
flourish. As the various media were de-
veloped — particularly newspapers and
magazines—merchants were able to offer
their products to larger groups of con-
sumers, and expenditures for advertising
increased correspondingly. The advances
made in photography, photoengraving,
and printing served to bring advertising
into full focus as a major economic force.
Finally, the marshaling of mass media—
magazines with circulations in the mil-
lions . . . radio broadcasting facilities
capable of influencing thousands and mil-
lions of people simultaneously . . . tele-
vision, the magic medium that bids well
to double the impact of advertising—have
raised the business of advertising to major
importance in the world’s economy.

In a study of Consumer Attitudes to-
ward Distribution, the Committee on
Consumer Relations in Advertising dis-
closed the following findings, based on
1,574 consumers replying “yes,” “no
“doubtful,” or “no opinion” to a 63-state-
ment questionnaire. Of the respondents,
535 were subscribers to the committee’s
Consumer News Digest, 303 were mem-
bers of a professional market research or-
ganization’s consumer panel, and 736
were consumers from various parts of the
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country contacted at random by field in-
vestigators. Of those replying, 490 were
teachers, 151 members of other profes-
sions, 724 wage earners, 136 executives,
and 73 belonged to “other occupations.”

Seventy-two percent said that advertis-
ing helps to make personal selling more
efficient; 77 percent replied that adver-
tising tends to stimulate consumers to im-
prove living standards; 80 percent recog-
nized advertising as an essential part of
the economic system; 94 percent felt that
an important task of advertising is to
arouse interest in goods and services, and
to create a desire for them.

More than two-thirds of the low-income
group thought testimonials were deceptive
and untrue; executives, however, were less
mistrustful. Fifty-seven percent believed
radio commercials to be a waste of time,
leading the committee to remark, “Unless
some action is taken, consumer opinion
of radio commercials is likely to get worse
instead of better.” The majority of con-
sumers were dissatisfied with present
methods of labeling retail goods, espe-
cially foods, and preferred stricter govern-
mental control so that they could tell
exactly what they were buying. Only 12
percent thought that the best way to buy
was to purchase a well-advertised brand.,
A majority felt that advertisements were
interesting but too emotional and insuffi-
ciently informative and factual. More
than half believed that advertising was
often in bad taste, particularly when ref-
erence was made to bodily functions and
when illustrations were of a “sexy” na-
ture,

advertising agency An organization con-
sisting of one or more persons the func-
tion of which is to provide advertising,
merchandising, and other services and
counsel relating to the sale of a client’s
goods or services, and whose compensa-
tion is generally derived from commis-
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sions rendered by the various media the
facilities of which are purchased by the
agency in behalf of the client. The major
difference that distinguishes the agency
from other service organizations such as
publicity or public relations firms arises
from the fact that the greater portion of
the income of the agency is represented
by commissions received not from the
customer of the agency, called the “cli-
ent,” but from newspapers, magazines,
radio and television stations, and other
media from which the agency purchases
space and time for the client. In order to
be granted such' commissions, agencies
generally must be accepted or recognized
by media as being financially stable,

i

among other requirements. See RECOGNI-

TION.

Agency service, as defined by the Amer-
ican Association of Advertising Agencies,
consists of interpreting to the public, or to
that part of it which it is desired to reach,
the advantages of a product or service.
This interpretation is based upon the fol-
lowing:

A study of the client’s product or serv-
ice in order to determine the advantages
and disadvantages inherent in the prod-
uct itself, and in its relation to competi-
tion.

An analysis of the present and poten-
tial market for which the product or
service is adapted (a) as to location; (b)
as to extent of possible sale; (c) as to
season; (d) as to trade and economic
conditions; (g) as to nature and amount
of competition.

A knowledge of the factors of distribu-
tion and sales, and their methods of
operation.

A knowledge of all the available me-
dia and means which can profitably be
used to carry the interpretation of the
product or service to consumer, whole-
saler, dealer, contractor, or other factor.
This knowledge covers (a) character;
(b) influence; (c) quantity, quality, and
location of circulation; (d) physical re-



quirements; (e) costs. Acting on the

study, analysis, and knowledge as ex-

plained in the preceding paragraphs, the
agency offers recommendations, where-
upon the following procedure ensues:

Formulation of a definite plan and
presentation of this plan to the client.

Execution of this plan by means of (a)
writing, designing, illustrating of adver-
tisements, or other appropriate forms of
the message; (b) contracting for space,
time, or other means of advertising; (c)
the proper incorporation of the message
in mechanical form and forwarding it
with proper instruction for the fulfill-
ment of the contract; (d) checking and
verifying of insertions, broadcasting, or
other media used; (e) the auditing, bill-
ing, and paying for the service, space,
and preparation,

Cooperation with the client’s sales de-
partment to insure the greatest effect
from advertising.

In addition to the foregoing services,
there is a willingness among other agen-
cies to assist the client with other activities
relating to distribution and selling. They
perform special work for the advertiser
in such fields as package designing and
testing, sales training, preparation of sales
and service literature, designing of mer-
chandising displays, research, publicity,
and public relations activities, and other
efforts.

Agency Organization

A completely staffed agency may con-
sist of the following personnel and de-
partments:

Principals. 1t is the function of the sole
owner, partners, or corporation president
or board chairman to direct the over-all
policies of the agency, and, in many cases,
to develop those contacts which may lead
to new accounts. Often the agency prin-
cipals are active in handling the advertis-
ing of their more important clients.

Account Executives. These are men
and women who act as a liaison between
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the agency and its clients, each executive
being assigned to one or more accounts,
depending upon the degree of attention
required by each client. The account exec-
utive must interpret advertising tech-
niques, policies, and procedures to the cli-
ent, advise him as to proper methods of ad-
vertising and selling, and generally coordi-
nate the activities of the client’s advertis-
ing department with those of the agency.
Also, the executive must carry to various
agency personnel the suggestions and de-
sires expressed by the client in connection
with the advertising prepared for him.
See ACCOUNT EXECUTIVE.

New-Business Men. As the term indi-
cates, these are agency representatives or
salesmen whose job it is to obtain new
clients for the agency by initiating contact
with prospective or active advertisers. To
accomplish this, new-business men may
make use of sales presentations designed
to show how the prospective client can
benefit by permitting the agency to han-
dle his advertising. A portfolio of pre-
vious and current advertisements placed
by the agency may also be displayed as
an indication of the quality of work and
caliber of thinking available to new cli-
ents. See NEW-BUSINESS MAN.

Copy Director or Chief. As the execu-
tive in charge of the agency’s copy writers,
the director is responsible for all copy
emanating from the agency (or from his
group of copy writers, if he has been
placed in charge of specific accounts). He
may write copy himself as well as assign
specific copy jobs to his staff. See cory
CHIEF.

Art Director. Responsible for the prep-
aration of art work, photographs, layout,
and the general interpretation of copy in
terms of illustrations, the art director co-
ordinates the activities of the various lay-
out men, renderers, and finished artists
working under him, and may prepare lay-
outs and art work himself. The purchase
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of outside art work and photographs is
another of his responsibilities, although in
some cases this is relegated to an art
buyer in large agencies. See ART DIRECTOR.

Production Manager. The job of this
executive is concerned with the physical
reproduction of advertising, such as the
specification and ordering of typography;
ordering of engravings, duplicate plates,
matrices, photostats; the purchase of
printing paper; contact with media in con-
nection with their mechanical require-
ments, and related duties. See PRODUCTION
MANAGER.

Space Buyer. The recommendation of
specific newspapers, magazines, and other
publications as suitable vehicles for the
client’s advertising forms the major job
of the space buyer. In executing his func-
tion, he contracts for the purchase of pub-
lication space from media owners, thus
setting in motion the creative and produc-
tive wheels of the agency.

Time Buyer. Knowledge of radio and
television stations as advertising vehicles
represents the stock in trade of the execu-
tive in charge of the purchase of time for
programs and announcements. He is fa-
miliar with the rate structure and facili-
ties of the major stations, knows how to
interpret the provisions of a station rate
card, and is able to compare intelligently
the value of one station with that of an-
other, and to determine the relative de-
sirability of the various time segments.
Familiarity with program rating services
and audience measurement statistics is
also part of his work. See TIME BUYER.

Outdoor Space Buyer. Requiring a spe-
cialized knowledge of the use of outdoor
advertising, the job handled by this execu-
tive is concerned with the purchase of
poster space, spectaculars, and painted
bulletins. In some cases he is also charged
with the purchase of transportation adver-
tising—car cards, station posters, trolley,
bus, and taxi advertising.
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Radio Director. This executive is con-
cerned with the hiring and casting of radio
talent, the purchase of packaged shows,
and the production of programs. He often
works closely with the program director
of the station or network.

Television Director. To this agency
man is assigned the job of using television
facilities as channels of communication
for advertisers. He therefore knows how
television programs are arranged, how
commercials should be created for this
medium, the sources of obtaining talent,
the procedure in preparing motion pic-
tures or slides for broadcast by television,
and related information.

Publicity Director. Although the man-
agement of the client’s publicity (and pub-
lic relations) program is not strictly an
agency function, nevertheless some agen-
cies maintain a publicity department for
the convenience and service of their ac-
counts. The director is in charge of the
preparation and delivery of publicity re-
leases to publications, radio stations, and
other media, and arranges for promo-
tional tie-ups with personalities and or-
ganizations.

Director of Research. Since intelligent
selling requires knowledge of the location
and characteristics of consumer markets,
and information concerning the attitudes
of consumers toward the product, the re-
search director is expected to collate and
analyze product and market facts, among
others, for interpretation and action.

Traffic Manager. In order to facilitate
the flow of work through each depart-
ment of the agency so that it is prepared
on schedule, the traffic manager is
charged with seeing that each segment of
the job—copy, production, art, layout,
and such—is routed to the proper per-
sonnel and completed according to pre-
determined dates.

Merchandising Director. The job of
this executive consists of helping the cli-



ent in the selection and styling of new
merchandise; the consideration of such
problems as size, type, pricing, and pack-
aging of the product; the appointment of
wholesalers and distributors, and related
sales problems not directly concerned
with advertising.

Librarian. As the person in charge of
the accumulation and filing of books, ma-
terial, and data pertinent to advertising,
media, marketing, research, and related
fields, the librarian is required to provide
agency personnel with the type of infor-
mation suited to individual problems and
needs.

Office Manager. The man or woman in
this position is responsible for the man-
agement of clerical personnel, and for
the accounting and billing activities of
the agency.

Checking Department. The function of
this division includes the receipt of tear
sheets and copies of publications contain-
ing the advertisements of clients. These
are required by the agency as proof of in-
sertion by the medium, and they may be
forwarded to the client for his inspection.

Legal Department. The agency may
hire or retain one or more lawyers for
the purpose of advising on such matters
as libel and slander, and for contact with
the Federal Trade Commission, Food
and Drug Administration, Post Office De-
partment, and other governmental agen-
cies.

Export Department. This division is
concerned with the development of the
client’s advertising program in foreign
markets, and is expected to plan and pre-
pare campaigns, communicate with me-
dia abroad, advise the client concerning
the establishment of foreign outlets, and
perform other similar functions.

Of course, not all agencies are so de-
partmentalized; in fact, only the rela-
tively few agencies enjoying multimil-

15

ADVERTISING AGENCY

lion-dollar billing are able to staff them-
selves so completely. The greater percent-
age of agencies may offer many of the
services mentioned, but in most cases sev-
eral functions are consolidated in one de-
partment or man so that virtuosity com-
pensates for multiplicity. For example, a
single media buyer or department may be
in charge of the purchase of all space and
time, all outdoor and transportation ad-
vertising facilities, and other media.

It is also common practice for many
agencies to call upon outside assistance
in the form of free-lance copy writers
and artists, private research organizations
and merchandising experts, and even to
call in another agency, such as one versed
in export advertising, in the course of its
conduct of the client’s advertising pro-
gram. This procedure is entirely wise and
economical when the agency is not re-
quired to handle certain jobs regularly,
and when it is nccessary to keep overhead
expenses and personnel costs in line with
its income. If it were not for this practice
of renting the experience and ability of
others, many of the very small agencies
would not be the successful operations
that they are.

Some large agencies operate under the
“group plan,” whereby the account execu-
tive, a copy writer, an artist, and possibly
a production man are assigned to a large
account to which they devote all or the
major portion of their time. In effect, the
group is assigned to a single advertiser.
Other agencies employ the “plans board”
system, in which the heads of each depart-
ment concerned, such as copy, art, pro-
duction, and media, periodically or upon
occasion confer with one another in con-
nection with a particular client’s adver-
tising program. In this manner the execu-
tives devote a portion of their time to the
advertising problems of all the clients of
the agency.
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Sources of Income

The principal source of income of agen-
cies is the commission allowed by media.
Nearly all major media allow commis-
sion, which is usually 15 percent of the
published rate of the medium. On the
average, about three fourths of agency in-
come is derived from this source. The re-
maining one fourth comes from two
sources: (a) service charges added to the
cost of materials and services purchased
by agencies in connection with the cli-
ent’s advertising, and (b) service fees for
special services performed, such as re-
search and preparation of direct-mail
campaigns. The service charges and fees
are arrived at individually by agreement
between agency and client.

Ethical Standards
of the Agency Business

Many standards of practice for advertis-
ing agencies are defined in contracts be-
tween agencies and media, and in agree-
ments of agencies with their clients. In
addition, agencies have established for
themselves a general code of good con-
duct. These ethical standards are em-
bodied in the following “Standards of
Practice” of the American Association of
Advertising Agencies:

We hold that advertising agencies have
an obligation not only to their clients but
to the media they employ, to the public,
and to each other. This obligation arises
from mutuality of interest. The principles
which govern the discharge of this obli-
gation are various in application; some
are rooted in a standard of honor which
we all acknowledge, and others are based
on the requirements of good business.
What is unfair in agency practice is ex-
plicity stated in this, our Standards of
Practice. Advertising is a business, and
it must therefore operate within the
framework of competition. It is not the
intention to limit the vigor of competi-
tion. Rather, we hold that it is necessary
for the health of advertising. Certain un-
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fair competitive methods are condemned
in this code. They are condemned not be-
cause they are competitive, but because
if universally used they would tend to
destroy the business of advertising.

Adbvertising Copy. It is unsound and
unprofessional for the advertising agency
to prepare or handle any advertising of
an untruthful or indecent character, as
exemplified by the following copy prac-
tices disapproved in a code jointly
adopted by the American Association of
Advertising Agencies, by the Association
of National Advertisers, and also by the
Advertising Federation of America: (a)
False statements or misleading exagger-
ations; (b) indirect misrepresentation of
a product or service through distortion
of details, or of their true perspective,
either editorially or pictorially; (c) state-
ments or suggestions offensive to public
decency; (d) statements which tend to
undermine an industry by attributing to
its products, generally, faults and weak-
nesses true only of a few; (e) price
claims that are misleading; (f) pseudosci-
entific advertising, including claims insuf-
ficiently supported by accepted authority,
or that distort the true meaning or prac-
ticable application of a statement made
by professional or scientific authority;
(g) testimonials which do not reflect the
real choice of a competent witness.

Rebating. The advertising agency
should retain the full amount of compen-
sation granted by media owners without
direct or indirect rebating. Otherwise
they would violate media contracts. It
shall be considered as rebating to supply
materials for advertising on any basis
that can be considered as direct, indirect,
or secret rebating. It shall also be con-
sidered as rebating to place men in the
service of the advertiser at the agency’s
expense, or to assume all or part of the
salary of any employee of the advertiser,
or to pay any fee or compensation to
anyone connected directly or indirectly
with the advertiser for obtaining or hold-
ing an account. It shall also be consid-
ered as rebating to agree to allow cash
discounts not earned.



Extra Compensation. The advertising
agency should not take from any third
party at a profit, discount, or commis-
sion other than the regular agency com-
pensation allowed by media owners, un-
less disclosed to the client.

Speculative Materials. In view of its
obligation to provide adequate service to
clients, as well as the sound business
principle of making a reasonable profit
on its effort, the agency should refrain
from practices that dissipate its income
in any unsound or uneconomic solicita-
tion for new business. It is recognized as
unsound, uneconomic, and unprofes-
sional to submit speculative material in
competitive solicitation.

Offering Credit Extension. It is un-
sound and uneconomic to offer extension
of credit or banking service as induce-
ment in solicitation.

Unfair Tactics. The agency should
compete on merit and not by depreciat-
ing a competitor or his work directly or
by implication, or by circulating harmful
rumors about him or by making un-
warranted claims of scientific skill in
judging or prejudging advertising copy,
or by seeking to obtain an account by
hiring a key employee from the agency
in charge.

In addition to the ethical standards the
agency business has adopted, legal restric-
tions have been set up against false or mis-
leading advertising under the Wheeler-Lea
amendment to the Federal Trade Com-
mission Act, under the Federal Food,
Drug, and Cosmetic Act, and under the
statutes of the postal laws,

Basic Principles
in Agency-Client Relationship

Since advertising agencies render a pro-
fessional service adapted to each client’s
needs, there are much flexibility and vari-
ation in the working agreements between
agency and client. Nevertheless, several
basic principles have been established by
custom:
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(a) In undertaking to handle the adver-
tising for a particular product, it is usu-
ally understood that the agency will re-
frain from handling at the same time the
advertising of a competing product of an-
other advertiser. In turn, the client gener-
ally agrees not to engage a second agency
to handle part of the advertising of the
product without the consent of the first
agency.

(b) The agency in almost all cases
secures the client’s approval of all ex-
penditures connected with his advertis-
ing. Where service may be expedited and
the amount is small, such as a small
charge for a photostat or mat, the agency
may expend the amount without first se-
curing client approval.

(c) Consistent with the contract of the
agency with the medium, the client pays
the agency at the medium’s published
rate and the agency retains the commis-
sion allowed to it by the medium.

(d) The client is obligated to pay
promptly the agency’s bills for publication
space and radio time. It is a fundamental
principle that the client must pay the
agency in time for the agency to pay me-
dia by their due date. It is not a function
of agencies to finance the advertising of
their clients. Media strongly object to
agency financing of clients since the large
amount of capital required would shut
out of the agency businessmen with high
talent but modest funds—men whose
creative work might do much to increase
the volume of advertising.

(e) The agency regularly passes on to
its client any cash discounts allowed by
media, on condition that the client pay
the agency’s bills by the discount date. The
client is entitled to the exact amount of
cash discount allowed to the agency by
the medium. (Example: Medium’s pub-
lished rate is $100. Agency commission is
15 percent, or $15. Total amount due
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medium from agency is $85. Cash dis-
count allowed by medium to agency is
2 percent of $85, or $1.70. Net amount
paid by agency to medium is $85 less
$1.70, or $83.30. Amount paid by client
to agency is $100 less $1.70, or $98.30.
The difference of $15 is retained by
agency.) Some suppliers of advertising
materials and services — typography,
plates, mats, printing, and the like—like-
wise allow a cash discount. This may be
passed on to clients or not, as agreed be-
tween agency and client.

(f) The agency ordinarily is not re-
sponsible for the failure of media or sup-
pliers of materials to execute their com-
mitments.

Basic Principles
in Agency-Medium Relationship

The following basic principles have
been established by custom for the
agency-medium relationship:

(a) The agency is solely liable for pay-
ment to media. If the advertiser pays the
agency but the agency fails to pay the me-
dium, it is the medium’s loss.

(b) The agency agrees, with the me-
dium, that it will not rebate to its client
any part of the commission allowed by
the medium. See REBATE.

(c) The medium agrees that its rates
shall be published, that the rate at which
it contracts with the agency shall be the
lowest rate charged for the same service,
and that the medium will follow a uni-
form policy toward agencies, without dis-
crimination.

(d) The content of advertising pre-
pared by the agency is subject to approval
by the medium, but the latter may not
change the content of the advertising
without the consent of the agency.

It is important to note that the agency
contracts with media in its own name, as
an independent contractor; it is not, le-
gally, the agent of its client. The word
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“agent” or “agency” is, in a legal sense,
a misnomer.

These principles have been written into
the three standard contracts between agen-
cies and media, as prepared by the
A.A.A A.: the “Standard Order Blank for
Publications,” the “Standard Contract for
Spot Broadcasting,” and the “Standard
Order Blank for Transportation Adver-
tising.” These contracts were developed
by the A.A.A.A. in cooperation with the
media concerned, and are now used vol-
untarily by the great majority of agencies.

Undesirable Practices

in Agency-Newspaper Relationship

The A.A.A.A. has formulated several
statements in connection with newspaper-
agency relations. The following practices
have been declared not in the best inter-
ests of advertising by the Committee on
Agency Practice:

(a) Rate demoralization, or forcing de-
moralization of rates or discriminatory
rates. Agencies are bound to obtain for
their clients the lowest rates available to
any other similar advertiser, whether on
a retail or general basis, but they should
not force demoralization of rate struc-
tures.

(b) Trade aid, or demanding from
publishers or encouraging such local trade
aid is not a proper function of a newspa-
per to render without charge. Agencies
are, of course, free to accept for their cli-
ents any amount or kind of trade aid a
newspaper may offer, but should not de-
mand any services of this kind which are
in excess of what is generally regarded by
newspapers as proper and which place an
unfair burden on the publisher. This has
a tendency to increase rates to all general
advertisers whether they utilize such serv-
ices or not,

(c) Free publicity, or obtaining for ad-
vertisers that indiscriminate type of free
publicity which has no legitimate news,



educational, or editorial value. Agencies
should not induce or influence any pub-
lisher to print news or editorial items by
any promise of advertising, or threat to
withhold it, expressed or implied. In this
connection it seems undesirable to for-
ward such items to the publisher accom-

ADVERTISING APPROPRIATION

percentage of his past sales or of his esti-
mated future sales for any period of time
—usually one year. A McGraw-Hill re-
search survey for the year 1947 shows
the following percentages appropriated
for advertising by classifications of busi-
nesses:

Percentage of Sales
Industry Group Number of Appropriated for Advertising
Companies _
Highest Median Lowest
[ 0.0 L 4 4.0 3.0 2.5
Textile .......... 2 2.5 —_ 1.0
Lumber 2 2.0 —_ 0.8
Furniture 2 0.5 —_ 05
Paper 5 1.0 0.5 0.4
Chemical 22 10.0 1.5 025
Fabricated metal products.................. 33 12.5 2.0 0.1
Machinery (except electrical equipment) 68 10.0 1.25 0.0
Electrical equipment ... 44 15.0 2.0 0.0

panied by orders to insert advertising.
Such practices tend to weaken the edi-
torial influence of the press, thus impair-
ing its value as an advertising medium.
They also tend to add to the cost of gen-
eral advertising, and to the rates that all
have to pay.

Agencies are listed in MC KITTRICK’S
AGENCY LIST and in STANDARD ADVERTISING
REGISTER.

advertising appropriation A sum of money
derived from an advertiser’s income or
from assets and allocated for advertising
purposes. The size of the appropriation
may be based on any of the following
methods:

(a) Percentage of Sales. The advertiser
arrives at his appropriation by taking a
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The great majority of these companies
were manufacturers selling to industry;
only a few produced consumers’ goods.

(b) Task Method. In determining his
allocation by this method, the advertiser
first decides on the objective his advertis-
ing must reach. This may be the introduc-
tion of a new product, the expansion of
sales in an established market, or other
target. The next step is the computation
of cost of reaching the objective in terms
of total cost of space, time, and other
media requirements; the cost of producing
dealer promotion material; expenses for
engravings, composition, art work, and
such. For example, it may be decided to
break down the advertising program for
the coming year into the following:

Consumer program, consisting of one
black-and-white page per month in each
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of the two monthly magazines selected
for the purpose; one quarter page in two
colors per month in each of three monthly
magazines; direct-mail advertising to ap-
proximately 100,000 names; twelve spot
announcements per week for 39 weeks
over 18 radio stations throughout the
country.

Trade program, consisting of a half-
page, two-color advertisement each month
in each of two monthly trade papers; a
full-page advertisement in an annual trade
directory; direct-mail advertising to ap-
proximately 2,000 dealers; point-of-pur-
chase material for all dealers.

The costs of space and time can easily
be computed by consulting the rate cards
for the respective media. It is necessary to
estimate the cost of producing point-of-
purchase advertising and direct-mail lit-
erature, since such costs depend upon the
size of display or mailing, number of
colors, method of printing, price of paper
and cost of labor at the time of produc-
tion, and other factors which cannot be
decided upon at the time the budget is
being prepared. This need for estimating
holds true also for the cost of art work,
printing plates, and related production ex-
penses. By adding the various costs it is
possible to arrive at an estimate for the
appropriation based on the task to be ac-
complished.

(c) Combination of Percentage and
Task Methods. Many advertisers consider
the combination method to be more real-
istic and sound than others because one
method acts as a controlling check on
the other. For example, the percentage-
of-sales method may yield an advertising
appropriation much larger than is actually
required to accomplish the desired ob-
jectives. The mere spending of money on
advertising simply because it is available
is therefore avoided. On the other hand,
when the percentage of sales results in
a figure too small to accomplish the task
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set up, although it was adequate previ-
ously, the percentage must be revised up-
ward to meet new conditions, or the task
itself must be pared down within limita-
tions of the allowance available.

(d) Assessment Method. The firm may
devote a specific sum of money to adver-
tising based on the number of units or
cases sold during the previous budgetary
period. For example, if 200,000 units of
his product have been sold and the assess-
ment for advertising is 3 cents per unit,
the manufacturer has available a total of
$6,000 for his advertising budget.

(e) Plow-Back Method. At the end of
a year, or other period, the advertiser
plows back all net profits into the ad-
vertising appropriation for the coming
period. This is often indicated when a
new product must be introduced, neces-
sitating large expenditures for advertising.
In order to break into a competitive mar-
ket and to open up distribution, the seller
is willing to devote his profits to advertis-
ing requirements.

(f) Arbitrary Method. The advertiser
sets aside an amount of money arbitrarily
determined and applied to the accomplish-
ment, as far as possible, of an objective.
Frequently the method is used in testing a
product or service, and in those cases
where the advertiser does not know what
the accomplishment of the objectives will
cost. An arbitrary figure is therefore com-
mitted, and the advertising expenditures
are limited to that sum.

The appropriation may be applied to
the execution of an advertising program
for the coming twelve months, six months,
or even three months, in the case of some
advertisers. In some instances advertisers
plan a long-range program and appropria-
tion for the coming two or three years.
For emergencies, many advertisers include
a reserve allowance in the appropriation.
For a discussion of this practice, refer to
ADVERTISING RESERVE.
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The Printers” Ink Chart for Allocation of the Advertising Appropriation
(Courtesy of Printers’ Ink, 205 Eart €23 St., New York 17, N. ¥.)

Space:

(Paid advertising in all recog-
nized mediums, includingi}

Newspapers

Periodicals

Business papers

Technical journals

Farm papers

Religious papers

Class journals

Car cards

Posters

Theater programs

Outdoor advertising

Window displays

Counter displays

Store signs

Novelties

Booklets

Directories

Direct advertising

WHITE LIST
(These charges belong in the advertising account)

Cartons and labels (when used
exclusively for advertising
purposes, such as in window
displays)

Catalogs

Package inserts (when used as
advertising and not just as
direction sheets)

House magazine to dealers or
‘consumers

Motion pictures (including
talking pictures) when used
for advertising

Slides

Export advertising

Dealer helps

Reprints of advertisements
used in mail or for display

Radio

Television

All other printed and litho-

BLACK LIST
These charges do not elong in the udcertising acconnt
although too frequently they are put theres)

Free gouds
Diepic and baziir prograns
Chasitmble, re ligians ancd fra-

for  “gond-

used  entside
ertising departnient
« lists
Salesmen’s calling ¢
Motiom_ pictures for
only
Houss

les nse
going  to

Bonuses to trid
S rehdates

Membership in trude wssoci
timn
Entertuining  cistorsers o
pros| L]
Annual cepurts
Showsooar
Demanstrution stares
Sules convention e
Salesnien’s Snnpl

N
Aeling
photoiraphs used i lien ¢

Aples

Weltare activitiod amng? 0
ployves

Such reen ational activitics a
basehall teanys, et

nvention
autoniohile

Sales evpenses
Gt of salesing
Specinl editions"™ which ap
prowchadvertins on “good

W Ty

graphed material used di-
rectly for advertsing pur-

poses
Administration:

Salaries of advertising depart-
ment executives and em-
ployees

Office supplies and fixtures
used solely by advertising
department

Commissions and fees to ad-
vertising agencies, special
writers or advisers

Expenses incurred by sales-
men when on work for ad-
vertising department

Traveling expenses of depart-
ment employees engaged in
departmental business

(Note: In some companies

these go into special “Ad-
ministration” account)

Mechanical:

Artwork

Typography

Engraving

Mats

Electros

Photographs

Etc,

Miscellaneous:

Transportation of advertising
material (to include postage
and other carrying charges)

Fees to window display in-
stallation services

Other miscellaneous expenses
connected with {tems on
the White List

GRAY LIST
{These are border-line churges, sometimes belonging in
the advertising acoount and sometimes in other ac-
counts, depending on crcumstances:)

Samples

Demonstrations

Fus

Cunvassing

Hent

Light

Heat

Depreciation of equipment
used by advertising departv
ment

Telephone and other sverhead

exputises, . appottioned © to
advertising department
House magazinea going to
salesmen
Advertising automohiles

Premiums

Aiembersi\ip in‘assaciations or
other organizations devoted
to advertising

Testing burssus

Advestising portfolios for
salesmen

Contributions to special ad-
vertising funds of trade as-
sogiations

Display signs on the factary
ar office bmilding d

Salesmon's catalogs

Rescarch, and market ‘fnvesti-
gations. .

Advertising allowances to
-$radp for coroperative. effort.

This chart is based on the principle that there are three types of
expenses that generally are charged against the advertising
appropriation.

The first charge is made up of expenses that are always jusi-
fable under any scheme of accounting practice. These have been
tncluded in the white list of charges that belong in the advertis-
ing nccount.

A second type consists of those charges which cannot and
should not under any system of accounting be justified as adver-
tising expenses. These have been placed on the black list.

There is a third type of expense which can sometimes be
justifid under advertising and sometimes not. Frequently the
justification for the charge depends upon the method used in
carrying on a certain activity. These charges have been placed
in a border-line gray list.

The chart is the result of the collaboration of the editors of
PrivTERs' INk and several hundred advertisers. It has been. re-
vised twice and on each occasion the revisions have been sub-
mitted to advertising and accounting men. It may be considered,

therefore, to sound, standard p

P
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ADVERTISING AR1

advertising art Illustrative matter of a
creative nature, such as drawings, photo-
graphs, layouts, decorative designs, hand
lettering, and retouching specifically pre-
pared for use in advertising. Advertising
art encompasses many techniques and
formats. The artist has at his disposal any
of the following mediums: pen-and-ink,
scratchboard, wood cuts, dry brush, Ross
board, Craftint, gouache, air brush, pen-
cil, crayon, water color, wash, oil, char-
coal, and the like. He may be required to
prepare illustrations of packages, bottles,
animals, human figures, and other objects.
The execution of cartoons and comic
strips for use in advertising may be
needed at times.

Advertising art includes also the prepa-
ration of layouts for advertisemenis and
dummies for booklets, magazines, and
other publications. Layout men prepare
“roughs” and “comprehensives” which
serve as guides for typesetter, photoen-
graver, and printer. Retouching—chang-
ing the appearance or contents of photo-
graphs so that they conform to the re-
quirements of advertisements—is another
facet of advertising art. Artists may be
called to design trade-marks, logotypes
(trade names), and such miscellaneous
art as panels, borders, “spot” illustrations,
arrows, and so on.

Advertising art also makes use of many
techniques specially designed for require-
ments of advertising: airbrushing for the
creation of art work and the retouching
of photographs; artists’ shading mediums
for the production of shading and pattern
formations; specially prepared illustration
board designed to achieve certain effects,
such as Craftint Doubletone board, Ross
board, and scratchboard. Because varying
degrees of creativeness are demanded of
photographers, black-and-white and color
photographs arc included in any discus-
sion of advertising art.

Many artists specialize in the creation
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of certain types of art work: bottle and
package art, cartoons, figure art for story-
type illustrations, animals, and hand let-
tering, for example.

Known also as “commercial art,” adver-
tising art differs from portraitures, land-
scapes, still life, and other artistic crea-
tions of a noncommercial nature in that
the illustrative matter must be prepared
with the requirements of the various re-
productive methods in mind. Before the
advertising artist can create his illustra-
tion, he must know such specifications as
the size in which the illustration is to be
reproduced, the coarseness or fineness of
the screen through which the art is pho-
tographed preparatory to photoengraving,
the quality of paper on which the art
work is to be printed, the method of
printing to be employed, and related pro-
duction details. Many of these require-
ments may affect the technique used in
drawing, as well as the over-all design.
The purely creative and noncommercial
artist need not concern himself with such
matters since the reproductive process is
not involved.

The American Association of Advertis-
ing Agencies has adopted a set of stand-
ards of practice for advertising agencies
in handling art work, predicated upon the
belief that adherence to a code of fair
practice, agreed upon in advance, con-
tributes to the welfare of the advertiser,
the creative craftsman, and the agency,
and will reduce the opportunities for mis-
understanding and inefficiency in han-
dling art work. The provisions of the code
are:

An artist or photographer should not be
asked to speculate with or for an advertising
agency, or asked to do work on any basis
which entails the possibility of loss to him
through factors beyond his control.

An artist or photographer should not be
expected to suffer any loss that is due to poor
judgment on the part of the advertising
agency.



Dealings with an artist or photographer
should be conducted only through an art
director or art buyer who is the authorized
representative of the advertising agency.

Orders to an artist or photographer should
be in writing and should include all details for
which the supplier will be held responsible.
The price, whenever possible, and delivery
date, should be set at this time and included
in the written order.

Changes or alterations in drawings or
photographs that are demonstrably made nec-
essary by mistakes on the part of the artist
or photographer should not be paid for by the
advertising agency, but the supplier should
be compensated for major revisions resulting
from a change in agency plans or instructions.

If the purchase price of a drawing or photo-
graph is based upon limited use, and later
this material is used more extensively than
originally planned, the artist or photographer
should receive additional remuneration.

If comprehensive layouts or other prelimi-
nary art work or photographs are published
as finished work, the price should be adjusted
to include additional compensation.

If preliminary drawings, photographs, or
comprehensives are bought from an artist or
photographer with the intention or possibility
that someone else will be assigned to do the
finished work, this should be made clear at
the time of placing the order for preliminary
work.

Work stopped by the advertising agency
for reasons beyond the control of the artist
or photographer after it has been started
should be paid for on the basis of the time
and effort expended.

Should an artist or photographer fail to
keep his contract with the advertising agency
through unreasonable delay in delivery, or
nonconformance with agreed specifications,
it should be considered a breach of contract
by the artist or photographer and should re-
lease the advertising agency from responsi-
bility.

There should be no concealed charges in
art work as billed by the advertising agency.

No personal commission or rebate should
be asked or accepted by the art buyer from an
artist or art service.

See also ART WORK.

ADVERTISING CHECKING BUREAU

Advertising Checking Bureau A service
organized for the purpose of supplying
any specified checking and reporting of
national or local advertising appearing in
any or all daily newspapers published in
the United States, and providing clippings
of advertisements from the more impor-
tant weekly and monthly consumer maga-
zines.

The A.C.B. was established in 1917 to
solve the “checking copy” problem for
newspaper publishers. Each subscribing
paper sends A.C.B. a specified number of
copies each day, and the service then dis-
tributes all needed checking proofs to na-
tional advertisers and their agencies. The
service is nation-wide, and is the clearing-
house for newspaper checking proofs. It
is furnished without charge to advertisers
and their agencies, and is paid for by the
newspapers. A.C.B. receives a supply of
every daily newspaper published, and
readers check each paper for the required
advertisements. Each day the proofs of
insertion are mailed to national advertis-
ers and their agencies, the appropriate in-
formation first having been tabulated.
Coverages available for newspaper check-
ing include the following:

Nation-wide

Sectional

By sales territories

By individual cities or states

By specified stores

By individual newspapers

By type of outlet (as drug, grocery, de-

partment store)

By kind of product (as vitamins, breakfast

foods, and such)

Tear sheets of advertising placed by
manufacturers and dealers are supplied,
or advertisements of the manufacturer’s
competitors. These tear sheets indicate
the usage of mats or cuts by dealers, the
identity of advertisers, type of advertis-
ing (copy appeal, premium offers, fre-
quency of insertion, total expenditure, and
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so on) used by competitors, and related
data. A.C.B. also supplies and services
scrapbooks containing a copy of each ad-
vertisement run on specified brands, as
well as examples of competitive national
or dealer advertising.

Other special services are available,
such as the clipping of advertisements
containing new copy themes for any type
of product or for products offered as sub-
stitutes for established products; reports
on positions occupied by advertisements
in newspapers; extent of usage of mats by
dealers as an indication of the type of
advertising they prefer.

The magazine checking service is ap-
plied to a selected list of weekly and
monthly consumer magazines, but addi-
tional general magazines may be added to
meet individual requirements. In addition,
typewritten expenditure reports based on
this magazine material can be compiled.
Space is measured and linage cast into
dollars. Three copies of this report ac-
companied by clippings of the advertise-
ments are furnished. A.C.B. maintains
offices at 79 Madison Ave., New York 16;
538 South Clark St., Chicago S; and 16
First St., San Francisco 5.

advertising reserve A sum of money set
aside by an advertiser for application to
any emergency situation which may sud-
denly require funds for advertising pur-
poses not foreseen when the advertising
budget was originally prepared. The
budget itself consists of expenditures for
needs which are foreseeable, such as quan-
tity of publication space to be purchased,
radio time to be sponsored, and the like.
However, occasions may arise which re-
quire expenditures not contemplated when
the appropriation was prepared. For ex-
ample, a tainted batch of medicine was
inadvertently manufactured by one pro-
prietary drug house and sold to customers
who became ill. It was therefore urgently
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required to announce in publications that
the institution of a new manufacturing
procedure would prevent such an accident
in the future. The money for this adver-
tising was derived from the advertising
reserve which the firm had set aside solely
for such purposes.

The reserve may be a part of the ad-
vertising appropriation, or it may be a
definite sum entirely divorced from the
funds destined for the regular advertising
program. The exact amount of the re-
serve is variable from firm to firm; how-
ever, it is the practice of many advertisers
to set aside up to 10 percent of the appro-
priation and sometimes more for emer-
gency needs.

Some advertisers accumulate unspent
reserves from year to year, while others
require the unspent reserve to be returned
to profits. Many firms accumulate re-
serves from year to year specifically for
the purpose of having available advertis-
ing funds obtained during good times for
use during those periods when business is
poor and sales must be stimulated. This
practice is based on the fact that bad
times are those periods when advertising
money is least available (unless accumu-
lated previously) but when advertising
effort is needed most.

In order to establish a reserve in the
more prosperous years as a means of pro-
viding for advertising expenditures for
poor years, the following accounting pro-
cedure has been recommended. The ad-
vertiser may appropriate from the earned
surplus or from the current net income of
the firm that sum considered necessary.
After the net income is determined, a por-
tion of the income may be segregated
from the income statement or from the
accumulated earnings in the earned sur-
plus account, and clearly labeled as an
advertising reserve. When the reserve ad-
vertising expenditures are spent, they are
then charged in the income statement



either against the revenues which they
helped produce or against the revenues
of the period in which the advertising ex-
penses were incurred.

advertising typographer See COMPOSITION
HOUSE.

A.F.A. See ADVERTISING FEDERATION OF
AMERICA in Sec. III, Directory of Associa-
tions.

affidavit of performance A notarized
statement in which an employee of a
station or network swears that the adver-
tiser’s message or program was actually
broadcast as ordered. The affidavit is sent
to the advertiser or his agency along with
the invoice of charges as proof of service
rendered.

affiliate A radio or television station—
usually independently owned—that de-
votes part of its time to the broadcasting
of programs originated by the network
with which the station is contractually as-
sociated, and to which it is-hooked up by
telephone lines, coaxial cable, or relay
station. By contractual agreement with
the network, the affiliate offers it an op-
tion on specific hours of the station’s
broadcast day (called “network option
time”) at a rate less than that which
would be charged to advertisers. Those
hours during which a network has no op-
tion are called “station option time.”
Since no network broadcasts are coming
through then, the station must fill that
time with locally produced shows, either
live or transcribed. Sometimes the net-
work does not take up its option on cer-
tain hours of network option time; in
that case the affiliate may sell the time
to a local sponsor, with the understanding
that he must vacate the time should the
network take up its option on it for a
network advertiser. See PRE-EMPTION.
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AGATE LINE

By taking up the option on time avail-
able from many affiliates, the network is
able to sell time over a group of stations
to national advertisers on a profitable
basis. From such time sales is derived the
network’s income, part of which of course
must be applied to the purchase of time
from affiliates. The payment which each
affiliate receives varies from station to
station, and depends upon the number of
the station’s broadcast hours taken up by
the network as well as the arrangement
agreed upon between the network and the
station. The bargaining power of the sta-
tion for a high rate of payment is affected
by its popularity, coverage, wealth of
market which it reaches, its power and fre-
quency, and the promotional aggressive-
ness of the management.

By adding strategically located affiliates
to its system, the network is able to offer
national advertisers full coverage of the
important markets of the country. Affili-
ates may be part of a regional network,
such as the Columbia-Pacific Network
along the West coast, or part of a national
network, such as the Mutual Broadcasting
System. See also RADIO NETWORK; TELEVI-
SION NETWORK; NETWORK OPTION TIME;
STATION OPTION TIME.

agate A size of type measuring approxi-
mately 5% points in the American point
system. Before the adoption of this sys-
tem, sizes of type matter were denoted
by such names as “diamond,” “pearl,”
“agate,” “nonpareil,” “minion,” and
others. These terms are no longer gener-
ally employed as designations for type
sizes. Used instead is the “point,” which
is equivalent to 1/72 in. See POINT.

agate line A standard two-dimensional
area by which space is sold in newspapers
and magazines, equivalent to 1/14 in. in
depth and as wide as the publication col-
umn happens to be. Newspaper and maga-
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zine pages are divided into columns. Most
newspaper columns are 2 in. in width;
magazine columns may measure from 2
to 3 in. or more, depending upon the
make-up of the page. If the publication’s
column is 2 in. wide (for example), 120
agate lines of space would measure
120/14 in. deep and 2 in. wide.

However, it is possible for 120 lines of
space to occupy other dimensions, de-
pending upon the layout of the advertise-
ment that will occupy the space. For exam-
ple, an advertisement laid out to be
60 agate lines deep and 2 columns wide
would also measure 120 lines. Another
advertisement measuring 40 lines deep
and 3 columns wide also occupies a total
linage of 120.

For accuracy, therefore, space measure-
ments should indicate the number of col-
umns as well as the depth in lines, such as
56 agate lines by 2 columns (written as
56 x 2, spoken as 56 on 2, and meaning
56 lines on 2 columns, or a total of 112
agate lines). If the advertisement occupies
one column, the specification should state
“112 x 1.” Some publications restrict ad-
vertisements to a minimum depth, depend-
ing upon the number of columns it oc-
cupies. For example, a newspaper’s rate
card may state that 14 lines x 1 column
is acceptable, but that 7 lines x 2 is not.

Newspaper and magazine space is gen-
erally sold on an agate-line basis, the pub-
lication’s rate card indicating the cost of
a line. The advertiser who contemplates
publishing an advertisement measuring 56
lines x 2 in a publication which charges $1
per line must therefore pay $112 for the
space—subject to frequency or other dis-
counts, if any. The current agate-line rates
are listed in each publication’s rate card
and in Standard Rate & Data Service.

It should be remembered that the term
“agate line” now has no relation to the
original meaning of “agate,” which is the
name formerly given to a size of type ap-
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proximately 5% points (a point measuring
1/72 in.). Also, “agate line” has no rela-
tion to the number of lines of printed type
which may be included in any space.

agency commission See COMMISSION.

agency list See MCKITTRICK’S AGENCY
LIST; STANDARD ADVERTISING REGISTER.

agency network A group of locally owned,
noncompeting advertising agencies situ-
ated in the major marketing areas through-
out the country and formed for the pur-
pose of providing interchange of ideas, in-
formation, and services for mutual bene-
fit and for the more effective servicing of
clients.

In effect, network members enjoy the
facilities of branch offices without the ex-
pense of maintaining such offices. For ex-
ample, when a member agency requires in
behalf of clients on-the-spot market re-
ports, product-acceptance studies, or re-
search facts applicable to individual cities
outside its home town, it requests a mem-
ber agency in the particular locality to
perform the necessary service, which is
billed at cost to the inquiring agency.
Other advantages of membership include
access to network studies of business-get-
ting methods, and to the knowledge and
experience possessed by other members in
specific advertising and merchandising
fields.

To disseminate information, news of ap-
plications for membership, case histories
of successful advertisers, and related mat-
ters of interest, the networks issue bul-
letins and periodic publications. The cost
of membership depends upon the indi-
vidual network under consideration. Some
networks specify a flat annual sum; others
charge according to a sliding scale based
upon each agency’s billing.

The network idea originated in the
1920’s; in 1929 the Lynn Ellis Group was



formed as the first network. Later the
name was changed to the First Inter-
Agency Group and subsequently to the
First Advertising Agency Group, by which
it is now known. Other networks were set
up in 1932 and 1938. The principal net-
works consist of the following:

National Advertising Agency Network;
Affiliated Advertising Agencies Network;
First Advertising Agency Group; Trans-
America Advertising Agency Network;
Continental Advertising Agency Network.
For their addresses, refer to Sec. III, Di-
rectory of Associations.

agency recognition See RECOGNITION,

agent 1. an independent salesman or sales-
woman who sells one or more classifica-
tions of merchandise house to house to
consumers, retailers, business organiza-
tions, and other prospects. In many cases
the agent transmits the orders to the man-
ufacturer, who does the shipping and pays
the agent his commission. In some in-
stances the agent buys on his own account,
stocks the merchandise, and fills the or-
ders from stock. When the manufacturer
is thus relieved of the necessity of filling
individual orders for his agents, the lat-
ter may be paid a higher commission rate.
The agent is an independent worker, re-
ceiving no workmen’s compensation, so-
cial security payments, salary, or other
benefits from the manufacturers whose
products he sells. He may handle the mer-
chandise of a single manufacturer ex-
clusively, or he may take on the lines of
several manufacturers. In some cases he
is assigned an exclusive territory; in others
he may sell anywhere. Although the term
“agent” implies representation on behalf
of the manufacturer, in actuality this type
of agent does not represent the business
organization for which he obtains orders.
Agents sell a wide variety of products and
services, including food, suits and dresses,
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automobile accessories, printing services,
novelties, furniture cleaning services, and
the like.

2. A middleman who negotiates pur-
chases or sales or both in behalf of manu-
facturers and other business organizations,
usually receiving remuneration in the
form of a commission or fee. Examples
of agents include the broker, commis-
sion merchant, manufacturer’s agent, resi-
dent buyer, and selling agent. Such agents
commonly do not represent both buyer
and seller in the same transaction, nor do
they take title to goods, as do wholesalers
and retailers. Consequently this type of
agent performs fewer marketing and dis-
tributive functions than wholesalers and
retailers.

aided recall See RECOGNITION.

airbrush A commercial artist’s drawing in-
strument that applies paint or color in a
very fine spray by means of air pressure.
Fundamentally it consists of two valves
housed in the body of the brush. One is
a needle valve the regulation of which
from “closed” to “open” position permits
the color to emerge from the nozzle of the
brush. The second valve controls the vol-
ume of air entering the brush, thus deter-
mining the amount of color drawn from
the paint reservoir. In this manner the
operator controls the application of color
by a combination of air pressure and
needle valve opening.

The color or paint is drawn from a sup-
ply reservoir which may be a small metal
color cup or a larger glass bottle attached
to the brush. A flexible hose connects the
brush to a compressed air storage tank.
An electric air compressor may be used
to build up a supply of compressed air in
the storage tank whenever the tank pres-
sure drops below the desired poundage.

In some airbrushes, finger action con-
trols both air and color volume; in others,
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the finger action activates only the air
volume. In order to change the spray size
it is necessary to regulate a wheel or
other device. The brush produces small
dots, thin lines, tints, faint or deep
shadows, delicate or coarse textures,
blending, stippling, granular, and other
effects. Because it applies color by means
of a spraying action, the instrument leaves
no brush marks and gives a very smooth
finish to art work. Airbrushed art may be
used for reproduction by any of the print-
ing processes, and for sign, show card,
and poster displays. The device is widely
employed for retouching of drawings and
photographs. When expert airbrushing is
applied to parts of a photograph, which
is then reproduced, it is often impossible
to determine by an examination of the re-
production which areas have been re-
touched and which represent the original
photograph.

Some airbrushes are adaptable for “air-
painting” subjects with broad back-
grounds, such as murals and dioramas, for
light household painting of furniture, and
for interior decorating. They are also
capable of spraying .relatively heavy oils,
lacquers, varnishes, and flock binders. The
instruments are sold at artists’ supply
stores and at art departments.

air check A recording of an actual radio
broadcast as it comes off the air for de-
livery to the sponsor. The air check pro-
vides the sponsor with an opportunity to
evaluate the performance or talent of mu-
sicians, the program appeal, and general
handling of the show, particularly when
there is no opportunity to listen to the
broadcast when it takes place. Also, the
air check serves as a “file” copy of the
broadcast for future reference.

“all other” circulation The number of
copies of an A.B.C.-audited newspaper
which are sold, excluding those distrib-
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uted in the city zone (the corporate mu-
nicipality area) and the retail trading
zone (the territory beyond the city zone
in which people live who trade in the city
to an important degree). Formerly the
term “country” was used to designate all
territory outside of that included in city
zone and retail trading zone. “All other”
is now employed to designate circulation
outside these zones.

The number of copies designated as
“all other” may be used to determine
whether such circulation is excessively
“waste” for those advertisers whose prod-
ucts are not available for sale outside the
city zone and retail trading zone. The
number of such copies is indicated in the
Publisher’s Statement and in the Audit
Bureau of Circulations Audit Report.

allotment The number of poster panels
offered to an advertiser by an outdoor ad-
vertising company, known as the “plant
owner” or “plant operator.” Outdoor ad-
vertising facilities are available in “show-
ings,” each showing being represented by
its respective “intensity.” A 100-intensity
showing consists of twice as many poster
panels as the 50-intensity showing. The
number of poster panels provided by any
showing is called the “allotment.” For ex-
ample, an advertiser who contracts to buy
outdoor space in Omaha has the choice
of purchasing a showing of 25, 50, 75,
100, or 150 intensity. The allotment for
each intensity is:

Allotment
(or Number of

Panels in

Intensity Display)
25 &
50 10
75 15
100 20
125 30
150 30

The exact number of panels for each
intensity varies from market to market,



AMERICAN SOCIETY OF COMPOSERS, AUTHORS AND PUBLISHERS

depending upon the population and upon
the facilities offered by each plant opera-
tor. Any allotment purchased is designed
to afford the advertiser an adequate cov-
erage of the market area. The higher the
intensity of showing—that is, the greater
the number of panels in the allotment—
the greater the opportunity for registering
additional impressions upon outdoor traf-
fic. The number of panels in the allotment
therefore determines the extent to which
the message will be repeated. See also IN-
TENSITY; SHOWING; POSTER; POSTER PANEL.

AM Amplitude modulation.

American Broadcasting Company The
youngest of the four major national radio
networks, the operation of which is a
development of the Blue network of the
National Broadcasting System. The Blue
was formed in 1927, becoming the second
member of N.B.C. along with the Red
network. The regulations of the Federal
Communications Commission, however,
forced N.B.C. to sell the Blue, which was
effected in 1943. The purchaser was Ed-
ward J. Noble, chairman of Life Savers,
Inc., and operator of WMCA, New York.
In 1945 the name of the network was
changed to American Broadcasting Com-
pany. Approximately 315 stations are in-
cluded in the network, of which five are
wholly owned by A.B.C. These are WJZ,
New York; WXYZ, Detroit; KGO, San
Francisco; KECA, Los Angeles, and
WENR, Chicago.

American Broadcasting Company Tele-
vision Network A network of approxi-
mately 46 television stations to which may
be added approximately 16 non-intercon-
nected stations. The network system
owns and operates KGO-TV, San Fran-
cisco; KECA-TV, Los Angeles; WENR-
TV, Chicago; WXYZ-TV, Detroit; and
WIZ-TV, New York.
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American Society of Composers, Authors
and Publishers A voluntary, nonprofit
association of composers and authors of
musical works and their publishers,
formed in 1914 by those owning copy-
rights for the purpose of mutual protec-
tion in implementing the copyright law of
1897 as it relates to the public perform-
ance for profit of copyrighted musical
compositions. The society is concerned
only with the “performing right” of prop-
erties owned by its members, and is not
empowered to grant what is known as
“dramatical-musical rights” of operas and
other musical works. That is, anyone de-
siring to perform for profit a copyrighted
opera or operetta, for example, must
deal directly with the owner of the copy-
right and not with A.S.C.A.P. Also, the
right to use a copyrighted musical com-
position as part of a stage production
constitutes a “dramatical-musical right,”
and must be secured from the copyright
owner rather than the society.

The chief function of the organization
is to enforce the law which gives the
copyright owner exclusive control of pub-
lic performance for profit. The original
copyright law of the United States pro-
vided that the creators of music were en-
titled to copyright protection, and Con-
gress has specifically legislated that the
performing right is within that protection.
Nevertheless, without an agency such as
AS.CAP, the individual music copy-
right owner would be virtually powerless
to enforce his performing right. The com-
mercial user of copyrighted music would
find it difficult to obtain legal clearance
for public performance of musical num-
bers without the assistance of a clearing
agency.

AS.C.A.P. consists of approximately
2,000 composers and authors (that is, lyri-
cists and poets who create words for
music), and 400 publishers. Any com-
poser or author who has had a musical
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work published and who is engaged in the
writing of music or lyrics as a profes-
sional pursuit can become a member of
the society. Music publishers are admitted
to membership if they can demonstrate
that they publish music that is in com-
mercial use in establishments licensed by
the society. All members assign the per-
forming rights of all their works to the
organization, thus making A.S.C.A.P. in
effect the copyright owner for the pur-
pose of negotiating licenses.

The society is governed by a board of
directors elected by the members, each
director serving for a period of three
years. Policies established by the board
are carried out by management and the
staff, and by branch managers in various
sections of the country acting under two
divisional supervisors.

Users of music are offered options of
several types of licenses. These are a
blanket license, a “per program” license,
and, in some categories, a “per piece”
license. In practice, most users prefer the
blanket license as the cheapest and most
practical. The blanket license grants full
use of the entire catalogue of the society
and the catalogues of its 25 foreign affili-
ate societies. Free licenses are granted to
any nonprofit institution desiring to have
music performed in a noncommercial set-
ting, and to state-, city-, and college-
owned radio stations operating on a non-
commercial basis.

Licenses are issued to theaters, bars,
grills, taverns, radio stations, restaurants,
hotels, dance halls, night clubs, lounges,
circuses, roller-skating rinks, industrial
plants, and miscellaneous establishments.
Through its affiliation with 25 societies,
A.S.C.A.P. makes available to its licensees
not only a vast library of American music,
but also the protected works of approxi-
mately 50,000 composers and authors in
other countries. This is of particular im-
portance to radio stations, which must
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use great quantities of copyrighted mu-
sical compositions to satisfy their daily
broadcasting needs.

After the expenses of the society have
been met and payment made to foreign
affiliate societies, the remaining funds are
divided among the members, half to writ-
ers and half to publishers. The society
maintains a large department the job of
which it is to serve the users of music who
have obtained licenses from the organiza-
tion. This department has prepared ex-
tensive research material on songs and
their writers, which is made available to
radio stations and other users for the de-
velopment of their programs. A.S.C.A.P.
also answers inquiries of persons inter-
ested in the music field, and supplies in-
formative brochures on request See
also PERFORMING-RIGHTS SOCIETY; MUSIC
CLEARANCE; BROADCAST MUSIC, INC.; SESAC.

ampersand The term for the character
&, derived from the phrase and per se
and, meaning “. . . and, by itself, ‘and’.”
The recitation of the alphabet by children
was followed by this phrase, which was
gradually corrupted into the word am-
persand. The character & itself is believed
to have been derived from the hasty writ-
ing of the Latin word et, meaning “and.”

amplitude modnlation A method of cou-
pling electrical impulses (into which sound
waves have been converted by a micro-
phone) with the carrier wave generated
by a radio transmitter for the purpose of
broadcasting for ultimate reception by a
radio receiver. When sound waves rep-
resenting music or speech enter a micro-
phone, they are converted into a series
of electrical impulses called an “audio
signal.” This signal is then combined with
a carrier wave generated by a transmitter
and serving as a vehicle for the audio
signal. As its name indicates, the carrier
wave is designed to transport the audio



signal to the receiver where it is recon-
verted into sound waves.

In coupling the audio signal with the
carrier wave, engineers can cause the sig-
nal to affect or modulate the amplitude
or the frequency of the carrier wave.
When the amplitude is modulated, the
process is called amplitude modulation.
When the frequency of the carrier wave is
affected, the result is frequency modula-
tion. During its first twenty-five years,
radio transmission was operated almost
solely on an amplitude-modulation basis;
because of its advantages, however, fre-
quency modulation is gaining widespread
use. The two methods of modulation are
usually referred to as “AM” and “FM,”
respectively.

AM carrier waves are capable of travel-
ing much longer distances than FM waves,
which are limited to approximately 100
miles. On the other hand, AM reception
is subject to interference by static arising
from storms, motors, electrical appliances,
and other causes. FM broadcasting is prac-
tically static-free and is capable of deliver-
ing musical broadcasts with greater fidel-
ity than is possible with AM. See also FRE-
QUENCY MODULATION; RADIO.

A.N.A. See ASSOCIATION OF NATIONAL AD-
VERTISERS in Sec. III, Directory of Asso-
ciations.

animation The conferring of apparent
action upon inanimate characters in a mo-
tion picture film. Since the advent of tele-
vision, animated films have become in-
creasingly important to advertisers using
that medium, particularly in relation to
the preparation of commercials. Anima-
tion in the form of marching cigarettes,
parading penguins, and dancing gnomes
has been used as a means of sustaining the
interest of viewers in the broadcast mes-
sage.

Animation is very useful in those situa-
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tions where live action is either impossible
or undesirable. However, animated film is
the most expensive of all types of film
commercials. Two techniques of anima-
tion have been applied to commercials:

(a) Animated drawings, each of which
is slightly different from the preceding so
that the series gives the illusion of action.
A typical animated commercial may re-
quire more than 1,000 drawings, which
makes art work the major cost of prepara-
tion for this type of commercial. In film-
ing, a single picture is taken at a time on
a roll of film by a process called “stop
motion.” A slightly different drawing in
which the subject has moved is then shot,
the procedure being continued until the
action is completed.

(b) Animated objects, often consisting
of a small modeled figure or character.
The subject is placed in one pose, shot,
moved slightly into another pose, and shot
again until the scene has been filmed. The
“stop-motion” process is thus employed
here too, but because numerous drawings
need not be prepared, the technique is less
costly than with animated cartoons.

Some films are prepared with “limited”
animation, in which there is not so much
activity as with full animation. However,
by using special techniques and tricks it
is possible to confer a feeling of motion
on limited animation scenes. For example,
the Zoomar lens has been employed in
limited animation films to give the audi-
ence the feeling of being brought up close
to the subject. Additional drawings are
not required to obtain this effect. See also
TELEVISION FILM.

announcement An advertising message
broadcast between two radio or television
programs without having any relationship
to the previous or succeeding program. An
announcement is therefore a relatively
brief message delivered after the close of
one program and before the broadcast of
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the succeeding show. A message broad-
cast during a program is more properly
called a “commercial.” An announcement
is not found within the body of a program,
with one exception as explained below.

The duration of a radio announcement
(often called a “spot announcement”) is
given in terms of number of words or
number of seconds, depending upon the
policy of the individual station over which
the message is broadcast. An announce-
ment may take from approximately 15
sec. for delivery up to 1 min. (and some-
times longer), or from 10 or 20 words up
to 150 or more.

A spot announcement tying in the ad-
vertiser’s message with the mention of the
time is called a “time signal.” A message
that combines the weather forecast with
the sponsor’s advertising is a “weather re-
port.” A very short announcement appear-
ing between programs at the time when
the station identifies itself with its call let-
ters is termed a “station break” or “chain
break.” A message that appears along with
announcements of several other sponsors
during a special type of program called a
“participating program” is termed a “par-
ticipating announcement.” This is the ex-
ception to the general rule which states
that an announcement is divorced from
any program.

A radio announcement may be live, in
which case an announcer personally de-
livers the message for the sponsor; or it
may be transcribed, the message being first
recorded and later played over the air dur-
ing the specified time. This type of re-
corded announcement is called an “elec-
trical transcription,” or “e.t.”

The format of a spot announcement is
flexible. It may be delivered as a straight
message by the station’s announcer; as a
musical jingle or “singing commercial;” as
a comedy skit or dramatic dialogue be-
tween two or more characters; as a testi-
monial delivered by a personality; or as
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an informal message spoken by the pro-
gram conductor in the case of a participat-
ing program.

Announcements have proved themselves
to be one of the most popular vehicles for
advertising messages, and substantial por-
tions of the advertising appropriations of
many advertisers have been devoted to the
purchase of spot announcement time. In
many cases such time is bought to supple-
ment the sponsor’s programs. Other adver-
tisers have spent their total advertising al-
location for radio on spot announcements
in the belief that programs could not ac-
complish the same job with the equivalent
amount of money.

Some sponsors prefer spot announce-
ments characterized by irritant qualities—
extreme repetition of words and phrases,
the inclusion of unusual sound effects,
rapid-fire delivery, and so on. The tech-
nique has been defended by some adver-
tising men on the basis that announce-
ments with such irritant qualities are re-
membered longer by listeners than those
which command only indifference.

Stations and advertisers have attempted
to avoid listener criticism of spot an-
nouncements by mood programing—the
preparation and scheduling of messages
so that they do not interrupt the mood or
style set by the adjacent programs, or by
the participating programs of which they
are a part. The practice of integration has
also helped the acceptability of announce-
ments among listeners. This is the tech-
nique of creating participating announce-
ments so that they fit the personality and
manner of delivery of the participating
program conductor.

Announcement time is particularly de-
sired by advertisers when it is available be-
tween two highly popular programs, called
“adjacencies,” since the large audiences of
the two shows are likely to be exposed to
the message scheduled between the pro-
grams. The announcement may be heard



by many listeners who do not turn their
radio off when the first show is over, and
by the large audience tuning in early to
catch the broadcast of the succeeding
show. In this manner the spot announce-
ment capitalizes on the audiences built by
other advertisers.

A television announcement usually lasts
for 20 sec., 30 sec., or 1 min., depending
upon the policy of the station. It may take
the form of a live announcement by a per-
son delivering the message before the
camera, with or without assorted props;
or it may be a film slide or motion-picture
film run off before the television camera.
This type of announcement is television’s
equivalent of radio’s electrical transcrip-
tion. For a discussion of how films are em-
ployed in this medium for the delivery of
advertising messages, refer to TELEVISION
FILM.

Costs of announcements and related
data are listed on the rate cards issued by
the individual stations, and are found in
Standard Rate & Data Service for Radio
and Television Stations. Spot announce-
ments cannot be bought for delivery over
a network, but are avaijlable over indi-
vidual stations, both independent and net-
work affiliated. See also TIME SIGNAL;
WEATHER REPORT; STATION BREAK; PAR-
TICIPATING ANNOUNCEMENT; ELECTRICAL
TRANSCRIPTION; COMMERCIAL.

announcer An employee (usually a man)
of a radio or television station or network
whose job may consist of any of the
following activities: delivering the com-
mercials during a program; delivering
spot announcements; introducing the per-
sonalities taking part in a show; announc-
ing the successive features that comprise
any program, such as the succession of
musical numbers to be played; taking
part in any program in which the com-
mercials are integrated; delivering special
information to the audience, such as news
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bulletins, weather reports, time signals,
and the like; announcing the call letters
of the station; describing the course of
sports events, and related duties.

In most cases the announcer is part of
the permanent announcing staff of the
station. Such staff announcers are selected
mainly on the basis of diction and man-
ner of delivery. The specific qualifications
depend upon the policy of the station, its
approach to the problem of delivery of
commercials, and the kind of impression
it wants to make on its audience. The
large metropolitan station may desire
announcers with well-modulated voices
who are capable of handling a wide
variety of programs without stiffness, and
yet without excessive informality. Also,
they may specify a manner of speaking
that is not characteristic of any particular
section of the country.

The smaller station with a plethora of
spot announcements throughout its broad-
cast day may want an aggressive radio
salesman whose voice spills out urgency
so that listeners will respond to the spon-
sor’s message. Some stations specializing
in classical and semiclassical music may
require announcers who know their way
about the world of music and who can
deliver commercials in a relatively sophis-
ticated and restrained manner. On the
other hand, the station known for its
popular music may prefer announcers
with easy informality in tune with the
programing policy. The auditions which
stations require of prospective announcers
usually reveal whether or not the appli-
cant’s qualifications match the specifica-
tions. Male announcers are preferred by
stations because the resonance and tonal
quality of the male voice make for better
delivery.

annual rebate A discount of 1214 percent
granted by the major radio and television
networks to sponsors who use network
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facilities for at least 52 consecutive weeks,
and applied to the gross cost of time
purchased by advertisers during the year.
The offer of the annual rebate by net-
works serves as an inducement to spon-
sors to maintain their use of the air
throughout the year, instead of discon-
tinuing their broadcasting during the
summer months when listenership is con-
sidered to be low and when program
personalities generally take vacations.
The annual rebate is also called “annual
discount.”

anmual report An accounting of the fi-
nances of a business enterprise—its assets
and liabilities, operating gains and losses
—summarized for the preceding year,
containing in many cases supplementary
information about the company’s plants,
employees, products, and policies, and
distributed to stockholders and to others
among whom the company may want to
establish favorable attitudes toward it-
self. When a large corporative enterprise
is owned by many people—that is, by
stockholders—its activities may not be
known to all of them because the owners
are widely scattered and not living in the
vicinity of the firm. Consequently the
executives report periodically to the group
of owners, explaining the financial con-
dition of the company. The essential
element in such a report is the balance
sheet of assets and liabilities, the data
for which are prepared by accountants.
Because many stockholders are not ex-
perienced in the interpretation of a com-
plex balance sheet, the present tendency
in the preparation of the annual report
is to use simplified language in the de-
scription of assets and liabilities. For
example, in one report the term “assets”
is followed by the phrase “the things the
company owns,” and “liabilities” is ex-
plained as “what the company owes.”
Often the report contains explanatory
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statements referring to individual items,
instead of listing each item baldly. Also,
prolific use may be made of graphic tech-
niques, such as the use of small “spot”
illustrations representing ‘“cash in the
bank,” “good will,” “fixed investments,”
and “selling expenses.” Such usage tends
to enliven an otherwise monotonous and
technical statement, and to invite reading
that the report might not otherwise enjoy.

Another technique that makes com-
prehension easier is the use of various
forms of graphs and charts to illustrate
the numerical data. For example, the
illustration of the disposition of income
of one corporation takes the form of a
pie chart showing how income is divided
among wages, salaries, taxes, purchase of
materials, operating expenses, and such.
The same report contains a bar chart
comparing the net income with the pur-
chasing value of the corporation’s income
during a 10-year period. Another bar
chart compares the firm’s production with
world production of the same manufac-
tured item. Graphic illustrations may be
applied also to the presentation of data
concerning number of employees, profits,
plant facilities, dividend payments, sales,
and other elements.

Because the annual report represents
an excellent opportunity to inform stock-
holders about corporation matters other
than finances, and to influence them fa-
vorably toward management, it is often
used to display, for example, photographs
of new plants and other operational facili-
ties. These realistic and pictorial repre-
sentations of the growth and aggressive-
ness of the company are often more
effective than dry, unadorned statements.
They take the out-of-town stockholder on
a virtual trip through the plant to witness
the progress of the company of which
he is part owner.

In order to bring stockholders closer
to management so that they may become



acquainted with the men to whom they
have entrusted the operation of the com-
pany, the annual report is often employed
to display photographs of key men—
chairman of the board, president, vice-
presidents, and others situated on the
policy-making level. Furthermore, to
show stockholders that the company is
not an inanimate mechanism, but a group
of men and women like themselves, the
report may include several photographs
of typical employees, on or off the job.
Such pictures may show that the workers
are a happy group, satisfied with the com-
pany and highly productive in their work.

Another element that is often included
in the report is the story of the company’s
products. By photographs and text, the
stockholders are informed as to increases
in product consumption, improvements
in product design, the introduction of
new products, developments in research,
and related information of interest to
them. According to a Printers’ Ink study,
these are some of the data that stock-
holders say they want included in an
annual report:

More information.

Better presentation,

Nontechnical text.

Graphs .showing earnings and dividends.

Map showing location of offices and plants.

Informal photographs of products, build-
ings, facilities.

Summary page of financial statistics.

Detailed balance sheet and profit-and-loss
statement.

Statement on dividend policy.

Analysis of employee relations.

Information about stockholders, officers,
directors.

Future plans.

List of products and services.

Kinds of research conducted.

In physical form the report may range
between an unpretentious black-and-white
booklet and an expensive, oversized bro-
chure printed in color on fine-quality
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paper. The final appearance depends
upon the effect desired and the budget
allocated to its production. The report is
an accepted public relations tool, particu-
larly when it incorporates data and infor-
mation beyond the listing of finances.
Since many stockholders look forward to
the receipt of financial data from the
company, the annual report may create
favorable attitudes and explain the activi-
ties of management in the development
and prosperity of the corporation. Many
firms make a practice of mailing their
reports not only to stockholders but also
to customers, prospects, and even to
schools and colleges for the purpose of
establishing good will.

A.N.P.A. See AMERICAN NEWSPAPER PUB-
LISHERS ASSOCIATION in Sec. III, Directory
of Associations.

Ansco color film A color film which when
exposed and processed yields a color trans-
parency suitable for reproduction by any
of the major printing methods. The film
is a multilayer affair similar to Koda-
chrome. The finished transparency can be
viewed by transmitted light or by pro-
jection against a screen. Along with Koda-
chrome and Ektachrome, Ansco is popu-
lar among advertisers and commercial
firms as a means of reproducing color
originals. See also KODACHROME; EKTA-
CHROME; COLOR WORK.

antenna A tall metal structure or frame-
work rising 500 ft. or more above the
ground and designed to radiate radio or
television waves supplied to it by the sta-
tion’s transmitter for ultimate reception
by a set. The antenna therefore acts as the
disseminator of waves representing sound
or light originally directed into the micro-
phone or television camera.

The length of the radio antenna deter-
mines the frequency at which it radiates
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waves efficiently; radio broadcast towers
are constructed one half, one quarter, or
one eighth of the length of the carrier
wave which it broadcasts. It has been
found, however, that by adding a flat
metal superstructure to the antenna
(which is also called a “radiator”), its
height may be reduced without impairing
its operation or efficiency. Such antennas
are called “top hat” radiators because of
their appearance.

Just as the length of a musical string is
a factor in determining the frequency of
the string’s vibration and the frequency of
the sound wave it generates, so does the
height of the antenna determine the fre-
quency of the radio wave radiation. This
accounts for the varying heights of an-
tennas. A directional antenna is so called
because it directs the waves to those areas
where broadcast reception is desired. For
example, a station on the seacoast, rather
than waste radiation of broadcast signals
over the water, can focus its waves on land
areas by means of such an antenna. Also,
as radio stations multiplied, it became
necessary to employ directional antennas
to prevent interference. Since 1937 this
type of antenna has been one factor in
helping new stations to squeeze into the
congested standard (AM) broadcast band.
Waves may be directed by using two or
three towers that are properly spaced,
some of the more complex arrays of an-
tennas including seven radiating towers.
Directional antennas are used also in in-
ternational radio communications to beam
signals toward receiving stations.

Television antennas serve the same pur-
pose that radio antennas do, and in many
cases are located at the top of tall build-
ings.

antique paper A printing paper that is
relatively bulky, and that possesses a sur-
face of relatively rough texture, It is used
for the printing of type and line engrav-
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ings by letterpress, but is not suitable for
half-tone printing by that method. Some
antique papers may be specified for half-
tone printing on offset presses and on
sheet-fed gravure presses. This type of pa-
per is used principally in folders, booklets,
and books.

A.P.A. See AGRICULTURAL PUBLISHERS AS-
SOCIATION in Sec. III, Directory of Asso-
ciations.

appeal A motivating force directed by an
advertiser toward a prospective consumer
for the purpose of stimulating him to re-
act in a specific manner, and based upon
his self-interest, instincts, or acquired be-
havior pattern. The advertiser desires to
influence people to buy his merchandise.
The consumer will not spend his money
unless he can put the product to use in
some way, particularly in a manner that
will satisfy a definite need. Therefore in
order to transfer his goods from his ware-
house to the homes of consumers, the
advertiser must show prospects why such
purchase may react to the latter’s advan-
tage. The holding forth of a reason for
acting or the stimulation of an emotional
urge to buy becomes the appeal. Follow-
ing are several of the more important ap-
peals which are employed in advertising:

Sex (romance, physical adornment or im-
provement)

Convenience *

Health

Bodily comfort

Sensory pleasure

Entertainment

Ambition (cultural, vocational, mental,
educational, and personality improvement)

Profit

Economy of time, labor and money

Admiration

Parental love

Pride

Prestige

Curiosity



Here are actual examples of appeals
appearing in the headlines of publication
advertisements:

More Sights . . . More Fun . . . More Health
on Your Travels with a Humber Bicycle
(education, pleasure, health)
Save 2 Hours a Week with Calumet’s
Biscuit Recipe
(economy of time and labor)
It’s Smart to Own an Oldsmobile!
(prestige)
My Alaska Trip Spelled Honeymoon
(Jergens Lotion)
(sex)
The Natural Way to Build a Barrier
Against Colds
(Grapefruit Juice)
(Health)

Appeals do not exist alone. They take
on significance only when tied up with
real needs which people have, and which
may be satisfied by the purchase of the
product or service. A need does not have
to be a physical one in order to compel
the consumer to act in response to the ad-
vertiser’s appeal. The need for food, cloth-
ing, medicine, shelter, and other physical
necessities are basic, of course, but many
people have other kinds of needs which
are often quite as essential to them, but
for which others may feel no want. Mr.
Jones, for example, may be perfectly happy
with a three-year-old automobile, and
never dreams of buying a new car just for
the sake of having a current model. But
Mr. Smith, on the other hand, feels that
the prestige of his job and of his position
in the community requires that he be seen
driving the latest model. This feeling may
be completely justifiable in the light of
the attitudes expressed by many people to-
ward men whose physical possessions do
not indicate success and leadership.

A product may be advertised to one
group of consumers on the basis of one
appeal, and to another group on the basis
of a completely different appeal. Here
again the charagter of the advertiser’s audi-
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ence helps determine the nature of the ap-
peal. For example, a manufacturer of pres-
sure cookers may direct his advertising
message to the middle and lower income
groups based on the appeal that use of his
product saves money spent on food, since
less wastage occurs when food is not
boiled away in the old-fashioned method.
But what about the housewives in the
upper brackets? The possibility is that they
may respond not so much to an economy
appeal as to the assurance that food will
taste better, that their meals will be more
enjoyable, and that their delicious dinners
will reap praise from their guests—if they
use the pressure cooker advertised. Sensory
pleasure and pride may be much more
effective appeals for such prospects.

The character of the appeals used there-
fore depends upon the nature of the mar-
ket for which the product or service is in-
tended. The appeal may also be partially
determined by the selling points exhibited
by the product. The inclusion of a new
feature may call into action the expression
of a hitherto unused appeal. The addition
of an automatic adjustment in a machine,
for example, suggests the appeal of “con-
venience” which may not have existed be-
fore.

A hard-selling advertisement often runs
the gamut of all possible appeals which
apply to the product and the consumer
group addressed by the advertiser. The
offer of a set of library classics may be
couched in terms of the following appeals:

(a) Education. Reading the classics
may compensate for lack of academic edu-
cation in literature, and may contribute
toward self-improvement.

(b) Prestige. Possession of the classics
may permit the reader to discuss literature
without fear of feeling inferior in a group.
Also, the appearance of the books in the
home immediately identifies the owner as
being interested in fine literature.

(¢) Pleasure. The classics will afford
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the reader a source of unending entertain-
ment, information, and satisfaction.

(d) Parental love. Ownership of the
books will give one’s children an oppor-
tunity to become acquainted with good
literature, and to excel in schoolwork.

(e) Ambition. Knowledge of the clas-
sics may help the reader to become a more
literate person, and to advance in his job.

(f) Economy. The purchase of the en-
tire set of books offers a substantial sav-
ing when compared with the total cost of
books which the reader may contemplate
buying singly over a period of time.

(g) Pride. The physical appearance of
the books—the rich binding, gold stamp-
ing, and fine typography—contribute to-
ward the embellishment of the reader’s
living room, library, or den, and will elicit
praise from visitors.

The selection of the correct appeal,
considered from the point of view of the
particular group of consumers or pros-
pects to whom the messages are directed,
may be learned through some form of re-
search. Suppose that the advertiser is one
who desires to appoint men and women as
house-to-house agents for his line of food-
stuffs. He therefore buys space in a trade
magazine read by agents, and he calls for
inquiries. What is the best appeal that will
make his prospects respond to his offer?
Shall it be the appeal of profit, based on
the fact that they can earn substantial
sums of money either full time or part
time? Shall it be the advertiser’s offer of
foodstuffs at wholesale prices to agents
for their own use, in addition to an income
earned by selling the goods to others? Per-
haps even more effective is the suggestion
that agents may enjoy an automobile or
home purchased as the result of earnings
received from his plan of door-to-door
selling. It is highly possible that all these
appeals are effective. However, it is also
possible that one of the appeals is much
more effective than the other two and
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therefore should be presented in the head-
line. The advertiser’s problem is thus to
learn which, if any, is most effective for
communication to his prospects. The solu-
tion may be obtained through the use of
split-run testing as well as through other
research techniques.

Appeals may be classified as major and
minor, depending upon their relative
strength when directed to prospects. That
appeal which is considered to be most
powerful (the major appeal) is built into
the headline of a publication advertise-
ment. Other appeals (minor appeals)
which apply but do not carry equivalent
weight are also expounded, but they are
not given headline treatment; instead they
are discussed perhaps in the subhead, and
in the body copy. In some cases two ap-
peals may be considered to be equally
strong, and both are therefore incorpo-
rated in the headline. In general, it is not
good practice to load a headline with more
than two appeals, since it is usually diffi-
cult to grasp several ideas bound together
in a single phrase or sentence.

When forms of advertising other than
publications are employed, appeals serve
the same purpose, but they must be
adapted to the medium in which they ap-
pear. For example, in outdoor advertis-
ing the speed with which traffic passes by
the poster necessarily restricts the length
of the copy, and therefore the extent to
which the appeal is expanded. Also, the
appeal may be illustrative rather than
textual. That is, art work may serve to
carry the major appeal, supported by
brief copy. For example, a 24-sheet poster
illustrating a pretty girl admiring a road-
ster occupied by a male driver says, in
effect, “You, too, will be admired when
you’re seen in this make of car.”

Radio is a medium in which the appeal
may be expressed directly by an announcer
who delivers the advertising message; but
it also offers an opportunity for the ap-



peal to take form as dialogue. Two actors
may discuss the virtues of the product, and
express the various appeals indirectly, al-
though without requiring too much imagi-
nation on the part of the listener. The
visual aspect of television permits the
delivery of the appeal with great impact.
By sight and sound the prospect can ap-
preciate the results of using the product,
as well as its selling points.

Aquatone See OPTAK.

arbitrary method See ADVERTISING APPRO-
PRIATION.

arousal method A technique of copy test-
ing by which a galvanometer measures
the changes in electrical resistance of the
skin during the exposure of a consumer
subject to an advertisement or radio com-
mercial. The arousal method is designed
to determine the extent to which an adver-
tising message will influence a consumer
before the advertisement is run by record-
ing the changes in sweating in the palms
of the hands caused by emotion accom-
panying the reading or hearing of the
message. The method is based on the be-
lief that there is a correlation between the
degree to which a person is influenced by
what he sees or hears, and the coinci-
dental changes in the electrical resistance
of the skin caused by sweating. Phrased
differently, there is a high degree of cor-
respondence between the degree of arousal
for any advertisement and its pulling
power, according to proponents of this
system.

In “arousal” copy testing a “psycho-
graph” or galvanometer—an extremely
sensitive instrument measuring involun-
tary responses to sensory stimuli—is con-
nected to the subject. After the device is
attached to the subject’s hands, a trans-
cribed program is played or an advertise-
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ment displayed. As the electrical resistance
fluctuates, a stylus records the “arousal”
on a moving graph which corresponds to
the progression of the program or to the
continuity of the advertisement.

The deflections to the right or left on
the resultant chart indicate the extent of
relaxation or arousal, the degree and fre-
quency of which are recorded also. By
correlating the point at which the commer-
cial is delivered or copy read, it is pos-
sible to estimate the relative effectiveness
of the advertising message, according to
the developers of this technique. Both pub-
lication advertisements and radio commer-
cials may be tested before delivery. It has
been claimed that arousal values of tested
advertisements have consistently corre-
lated with coupon returns or the number
of sales traced to the messages. The adver-
tisements with the greatest arousal values
were claimed to have drawn the greatest
number of coupons or sold the most items.
For example, specific advertisements with
known pulling power as determined by
split-run testing, hidden offers, and point-
of-sale results were checked with the
arousal values of the same advertisements,
and the correlations were found to be
high. It is possible to correlate certain seg-
ments of a radio program with arousal
values, such as the performance of an
actor or orchestra,

Research performed with the galvanom-
eter indicates that four elements enter into
the success or failure of a radio commer-
cial: (a) the use or nonuse of copy with
maximum “disturbance factor” — words
that elicit an emotional response from the
kind of people to whom the program is
directed; (b) the manner of delivering the
commercial by the announcer—that is,
whether spiritedly or listlessly; (c) the
nature and force of the appeal directed
toward listeners for the stimulation of
action; (d) the placement of the commer-
cial within the body of the program, in
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respect to the opening, middle, or end of
the show.

The galvanometer was first employed in
1890, and first applied to advertising re-
search in 1927. However, there is no gen-
eral agreement or acceptance of the
method as a true indication of individual
response to advertising. Proponents assert
that it is a truly objective measurement of
effectiveness dependent not upon what the
subject says, but on what he actually
feels. Many research men and psycholo-
gists feel that the device is comparatively
unstable and not uniform in results. They
claim that the human system varies from
individual to individual so that the valid-
ity of the system is vitiated.

art See ADVERTISING ART.

art director An artist employed in an ex-
ecutive capacity by an advertising agency,
advertising or promotion department of a
business firm, advertising art service, or
similar organization that requires the
preparation of art work, whose responsi-
bility it is to plan, direct, and (often)
create art work for use in advertisements,
books, reports, catalogues, film slides,
calendars, and such material.

In planning his work the art director is
called upon to suggest art themes and il-
lustrative treatment. When these have been
decided upon, he directs the creation of
the art with the help of a staff of layout
men and artists. Sometimes he prepares a
rough layout which his assistants work
into finished form; there may also be oc-
casions when he does the actual finished
work.

His job essentially entails coordination
of the advertising program insofar as it
affects art work; the development of a list
of free-lance finished artists, layout men,
letterers, and photographers upon whom
he may call when he requires art work
to be produced and when he needs the
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services of specialists for the creation of
work which his staff is not capable of per-
forming; the specification of typography
(in some cases), and related duties. He
may also be made responsible for the issu-
ing of purchase orders to those with whom
he deals, and the approval of bills rendered
for payment by his suppliers.

art service A firm specializing in the crea-
tion of advertising art for use by agencies
and advertising departments. Many art
services have on their staff a group of
artists each of whom is expert in a par-
ticular medium, such as pen-and-ink,
scratchboard, wash, oil. Also some artists
specialize in one aspect of art, such as the
drawing of furniture, bottles, packages,
figures, animals, or hand lettering.

In order to devote their full time to the
creation of art work, the artists sell their
services through a representative, who
visits the art directors or art buyers in ad-
vertising agencies and departments. Some
art service salesmen represent several in-
dividual artists rather than a group under
one roof. Their method of operation,
however, remains the same. Samples
of work for each artist are displayed; if
an illustration or hand lettering is re-
quired, the representative obtains full de-
tails for transmission to the particular
artist whose technique is preferred by the
customer or considered by the representa-
tive best qualified to fulfill the customer’s
requirements. In many cases the artist first
prepares a rough penciled drawing of
what he plans to do. This is shown to the
customer for approval or change, so that
major art alterations need not be made
on the completed work. The finished draw-
ing is then transmitted to the customer, a
due date usually having been agreed upon
in advance.

art work Hand lettering and illustrative
matter such as drawings and designs cre-



ated by commercial artists for use in pub-
lication advertisements, package designs,
point-of-purchase displays, and wherever
creative work is required. Art work may
take any of various forms, depending upon
the technique and medium employed. Fol-
lowing is a check list of the art mediums
commonly used in the preparation of com-
mercial art.

Pen-and-ink Scratchboard
Pencil Ross board
Wash Airbrush

Water color Wood engraving
0il Charcoal

Crayon Craftint board
Photography* Shading mediums

The selection of a particular medium
and technique depends upon the following
factors, among others:

(a) Cost. Some techniques are more
difficult to execute and therefore more ex-
pensive. A wood engraving and an oil
painting usually require more painstaking
work than a pen-and-ink illustration and
are correspondingly costlier.

Also, some illustrations are more ex-
pensive to reproduce than others, size for
size. For example, a pen-and-ink drawing
may be reproduced as an inexpensive zinc
etching, while a wash drawing and a water-
color painting with their attendant con-
trast of tonal values must be reproduced as
half-tone engravings, which are costlier.

(b) Effect. A light, airy atmosphere in
an illustration is likely to be achieved
more successfully with wash or water
color, for example, than with crayon.
Each technique displays its own character-
istics which may be suitable in some cases
and not in others.

(c) Speed. Some mediums require more
time for execution than others. It is usu-
ally possible to obtain a photograph of an

* Although photography is a separate branch
of advertising activity, it is often included in a
discussion of art, particularly because it fre-
quently requires a high degree of creativeness.
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object, for example, in a shorter time than
an artist would need to make a careful
drawing of it. There are exceptions, of
course.

In many cases artists specialize in a
particular medium or in a special field.
They may devote themselves wholly to
pen-and-ink work or scratchboard draw-
ing. They also may develop a reputation
for being especially adept in fashion art,
package design, cartoons, furniture or
architectural drawing, figure or animal
work, hand lettering, bottle art, and so on.
Art directors and art buyers in agencies
are able to evaluate artists’ ability by an
examination of their past work, which is
usually displayed by means of a portfolio
or album of original or reproduced art.
See also ADVERTISING ART.

AS.C.A'P. See AMERICAN SOCIETY OF
COMPOSERS, AUTHORS AND PUBLISHERS.

ascender That part of a typographic letter
extending above the line formed by the
middle segment of the letter, occurring in
the characters b, d, f, h, k, |, and ¢. See also
DESCENDER.

asterisk 1. The character * used editori-
ally to refer to a footnote in printing or
writing, or to indicate the omission of let-
ters or words by means of successive char-
acters (* * * ). When used as a refer-
ence symbol, the asterisk is usually placed
after the word or at the end of the passage
to which reference is made elsewhere. The
word means literally “little star.”

2. To mark editorial matter with such
a character.

ATF-Hadego Machine A photographic
line composing machine in which indi-
vidual characters in photographic nega-
tive form are projected on film, resulting
in typography ready for reproduction by
letterpress (after the matter is photoen-
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graved), by lithography, or gravure. This
photographically reproduced type matter
is thus designed to obviate the need for
casting of metal type by such machines
as the Linotype and Monotype, and serves
as original matter for reproduction, re-
placing the usual repro proof. The ma-
chine is manufactured by American Type
Founders, Elizabeth, N. J. See also FoTo-
SETTER MACHINE,

attorney conferee A lawyer attached to
the Bureau of Stipulations of the Federal
Trade Commission, to which are referred
all matters considered appropriate for
settlement by stipulation. Under the pro-
cedure of stipulation the person who has
used unfair methods of competition or de-
ceptive acts in commerce admits to the
charge and agrees to cease from those
acts and practices. The Bureau of Stipula-
tion serves upon the person accused a
statement of the allegedly illegal prac-
tices which the Bureau of Legal Investiga-
tions of the F.T.C. recommends should be
stopped.

When served with such statement the
respondent may reply by correspondence
or confer with the Chief of the Bureau of
Stipulations or with a designated attorney
conferee. Usually such conferences are
presided over by the attorney conferee
and are participated in by one or more
representatives of the Bureau of Legal In-
vestigations, the respondent, and his rep-
resentative. After a discussion of the is-
sues involved, an agreement may be
reached wherein the respondent agrees to
cease practicing those unfair and deceptive
acts which the F.T.C. proves to have been
committed. See also STIPULATION; FEDERAL
TRADE COMMISSION.
audience availability See AVAILABLE AUDI-
ENCE.

audience composition The percentage of
men, women, adolescents, and children
tuning in to a radio or television program,
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as compared with the total number of the
program’s audience. Knowledge of audi-
ence composition figures permits the spon-
sor to select the type of program most at-
tractive to the kind of person whom he
desires to reach. When research reveals
that a specific program available for spon-
sorship has attracted a high proportion of
men, that show may fulfill one qualifica-
tion required by the advertiser whose prod-
uct is designed for purchase by men.

Audience composition data also permit
the advertiser to select those hours during
which he can reach a specific group of
listeners most economically. If listener
studies show that a station’s audience dur-
ing a specified hour contains a great pro-
portion of women, those advertisers desir-
ing to reach that group can buy time at
that hour with a minimum of “waste cir-
culation.” The composition of the audi-
ence depends upon the activities of the
family. The percentage of men is likely to
be low during working hours, but sub-
stantial during the early morning and the
evening. Similarly, children would not be
found at home during school hours or dur-
ing the late evening. Research has shown
that in suburban and rural areas men form
a large percentage of the audience dur-
ing the noon hour because, unlike city
dwellers, many return to their homes for
lunch.

Figures on audience composition for
any station or program are obtainable
through audience research techniques such
as the Listener Diary studies for radio.

audience duplication A radio or television
audience measurement in terms of per-
centage of listeners or viewers who are
reached by two or more programs spon-
sored by the same advertiser. Sponsors
broadcast a second or third show because
they may wish to intensify the impression
of their product advertising on the audi-
ence of the first program, or because they



hope to reach those groups of set owners
who are not part of the audience to the
first program. Audience duplication figures
can tell them whether or not they are ac-
complishing their objective.

If the sponsor wants to reach as many
different listeners or viewers as possible,
then he desires a low audience duplication
figure for his two programs. Should he
want to reach the same people with his
two shows, he prefers a high duplication.
The audience duplication figure is obtained
by using three component sets of data:
the number of people who hear the first
program only; those who hear the second
show only; and the people who hear both
programs. If 10,000 hear the first show,
20,000 the second only, and 60,000 tune
in to both programs, then a total of 90,000
people have heard either or both pro-
grams. Dividing the number of listeners to
both shows (60,000) by the number of
listeners to either or both (90,000) yields
an audience duplication figure of 67 per-
cent. This means that two thirds of the
total number of listeners attracted to the
sponsor’s programs heard both shows.

audience flow The source and destination
of an audience of a radio or television pro-
gram in respect to where they “came from”
before tuning in and where they “go” after
the program ends. The source of a show’s
audience consists of three groups of peo-
ple: those who had been listening to the
previous program broadcast by the sta-
tion; those who had been listening to a
program broadcast by a competing sta-
tion; and those who had turned their set
on to hear the program. The destination
of the audience upon the conclusion of the
program consists of three directions: to
the following program on the same sta-
tion; to a program on a competing station;
and to no program at all—that is, the set
is turned off.

Flow-of-audience data help in the evalu-
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ation of spot announcement time available
for sale. For example, it is not sufficient
to know that an announcement falls be-
tween two programs with high ratings.
This in itself does not assure a large audi-
ence to the brief message. The important
question is: Do the two programs have a
large common audience who will hear the
message, or will there be a huge turnover
of audience from one program to the fol-
lowing show while the announcement is
heard only by those few who remain tuned
in? Flow-of-audience figures can show
whether or not the two programs adjacent
to the announcement enjoy a large com-
mon audience or whether there is tre-
mendous “traffic” during the change-over
from one program to the other.
Audience-flow figures also bring to light
the fact that many listeners who remain
tuned in to a program that establishes a
definite mood prefer to continue to hear
programs of similar type—programs that
will extend that mood. This discovery led
to “mood programing” (sometimes called
“block programing”) by many stations;
for they found that listeners were likely
to tune out a show that interrupted the
mood previously set in order to tune in to
a competing program that extended the
mood. Research showed that in many
cases a station would gradually build up
its audience over a period of hours by
offering a series of “soap operas,” for ex-
ample. But when the station injected a
musical show into the middle of a series
of daytime serials, the listenership to the
musical show dropped considerably as
compared with the audience to the pre-
vious serial. The “mood” was interrupted,
and listeners who desired another serial
tuned in to a station that could satisfy
their want. It is this fact that accounts
for the series of daytime serials, mystery
shows, comedy programs, and other types
which follow one another for a period of
several hours over a single station. For ex-
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ample, on Monday nights one station
schedules four half-hour mystery pro-
grams in succession.

Flow-of-audience data also highlight
the ability of a program to be selective and
to attract specific groups of listeners. If
research reveals that a program had in-
duced a large percentage of its total audi-
ence to turn their set on in order to hear
it, and that a correspondingly large per-
centage turned the set off when the show
was concluded, the inference to be drawn
is that the program was highly attractive
to a certain group of listeners who made a
special effort to tune in to hear it and who
turned their set off because the program
that had held their interest was over.

In one case a station manager was able
to learn the reason for a drop in audience
at a certain time, and was able to correct
the situation through audience-flow data
obtained from Listener Diary research
findings. He discovered that at a specific
time a large percentage of the station’s
audience that had been built up during
the course of the day had switched to a
competing station solely in order to listen
to a popular news commentator. It was
a difficult job to entice the listeners back
to the station upon the conclusion of the
competing program, and efforts were
therefore made to correct the undesirable
situation. The manager solved the prob-
lem by making an offer to the commenta-
tor that was so attractive as to cause him
to switch to the station. He was put on the
air at the time when the drop in audience
previously occurred, but of course there
was no reason for listeners to tune in to
the rival station.

Audience-measurement techniques such
as Listener Diary studies and Nielsen Ra-
dio Index provide the data necessary for
the determination of audience flow.

audience-participation program A type of
radio or television. show the format and
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entertainment value of which are based
upon the cooperation of the studio audi-
ence. In this kind of program the master
of ceremonies may conduct a quiz, for ex-
ample, among members of the studio audi-
ence for the entertainment of the audi-
ence listening or viewing at home. He may
undertake interviews, often of a humor-
ous nature, with people present in the
studio, or offer prizes to studio contestants
for their ability to answer correctly or
perform some activity.

audience turnover See TURNOVER.

Audimeter An automatic recording device
installed by the A.C.Nielsen Company
in a radio or television receiver belonging
to a sample family and designed to meas-
ure set operation for the purpose of yield-
ing program ratings and other audience
data. The Audimeter is an electronic mech-
anism which when attached to a radio or
television set automatically records the
stations to whith the set is tuned, the
length of time during which each station is
tuned in, and the length of time the set
is not in operation. The device works
without personal attendance, has no effect
on set operation, and is noiseless.

The mechanism records simultaneously
minute-by-minute information from as
many as four receivers, including AM,
FM, and television. The device thus pro-
vides objective time records of set opera-
tion for each minute of the entire 24-hr.
day, every day. From such data informa-
tion on radio and television audience be-
havior and size are obtained, including
program ratings; total audience size, audi-
ence tuning in to any commercial; number
of listeners who tune in to two (or more)
different programs sponsored by the same
advertiser; comparison between radio lis-
tening and television viewing in respect




to amount of time devoted to each me-
dium; flow of audience from one program
to another; the holding power of a pro-
gram on its audience; number of homes
reached per dollar spent; number of homes
using radio or television by quarter hours,
days of the week, months, and seasons,
and by city size, time zone, and income
class.

At the present time some Audimeters
produce listening records on a continuous
strip of 3-in. wax-coated paper tape, on
which a mechanical stylus makes its mark.
Others record on a 16-mm. strip film by
means of a photographic process. In some
homes a separate Audimeter is attached
to each of two radio receivers, while in
other homes a single Audimeter (of a
different type) may measure both re-
ceivers.

The Audimeter of the mailable type
contains a magazine in which has been
placed a roll of 16-mm. film capable of re-
cording (in code) the minute-by-minute
listening to four receivers, 24 hrs. a day
for two weeks. A device places an accurate
time mark on the film every day. The size
of the magazine is about that of a package
of cigarettes. When the tape has been re-
corded, the member of the sample family
removes the cartridge and mails it to the
Nielsen organization. As it is removed, a
new cartridge (which has been mailed to
the family) is inserted so that there is no
interruption to the recording of tuning
behavior. Prompt action in inserting the
new cartridge is encouraged by the fact
that each cartridge discharges two 25-cent
pieces when it is inserted in the Audi-
meter.

Upon receipt by Nielsen, the record is
inspected, decoded and tabulated. The re-
quired data for the evaluation of programs
and other elements are prepared in the
form of a report and circulated among
subscribers to the service, which is called
Nielsen Radio and Television Index.

AUDIT BUREAU OF CIRCULATIONS

audio broadcasting A term used synony-
mously with “radio broadcasting.” See
RADIO.

audio signal See SIGNAL.

audit Examination of a publisher’s records
and corroborative data by the Audit
Bureau of Circulations in order to check
the correctness of the Publisher’s State-
ments covering the period audited in con-
nection with the extent of the publica-
tion’s circulation, the publisher’s methods
of obtaining such circulation, and related
data. The results of the audit are published
in the Audit Report issued officially by
the bureau. See AUDIT BUREAU OF CIR-
CULATIONS.

Audit Bureau of Circulations An impar-
tial nonprofit organization the member-
ship of which is composed of advertisers,
agencies, newspapers, magazines, farm
papers, business publications, and miscel-
laneous periodicals, and the function of
which is to issue standardized statements
of the circulations of publisher members;
to verify the figures shown in these state-
ments by auditors’ examinations of rec-
ords considered by the bureau to be
necessary; and to disseminate circulation
data only for the benefit of advertisers,
agencies, and publishers.

In fulfilling these functions, the bureau
issues two types of reports: the Publisher’s
Statement based upon information pre-
pared by each publisher member, and the
Audit Report, the verification of the Pub-
lisher’s Statement by bureau auditors.
Such information supplies the basis upon
which space buyers may consider the use
of A.B.C.-audited publications from the
standpoints of effectiveness, suitability,
and economy.

Each Publisher’s Statement and Audit
Report issued to members embraces fig-
ures and facts bearing on the quantity,
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quality, distribution of circulation, and
circulation methods, thus permitting
space buyers to determine quality as well
as quantity. Facts, without opinion, are
reported, and the individual must form
his own conclusions about the circulation
of the periodical under study.

The bureau holds a meeting of its mem-
bers once a year in Chicago, at which
time the president reports on the progress
of the year and the treasurer reports on
finances. The members take part in the
discussions for the good of the organiza-
tion, adopt resolutions recommending any
improvements they may agree upon in the
standards set for reporting and auditing
circulations, and elect their representa-
tives to the board of directors.

The board is composed of 27 members,
12 representing the advertiser division,
three representing the agency division, six
representing the newspaper publisher
division, two for the magazine publisher
group, two for the farm paper publisher
section, and two representing the business
paper section. The board makes the rules
which govern the procedure of the bureau
and supervises its operations. Since buy-
ers of advertising space enjoy a majority
representation on the board, they have
the power to dictate the standards and
procedure. The work of the bureau is
financed by dues paid by all members and
based on the total annual billing for pub-
lication space (for agencies), and total
gross distribution of the publication (for
publishers). Dues for advertiser members
are nominal, as most advertisers obtain
their circulation data through their agen-
cies.

Each publisher is required to keep a
record of the number of copies of his
publication printed for each issue, and a
record of the distribution of each issue.
He must also furnish records showing the
number of subscriptions obtained at spe-
cial reduced prices, through premium of-
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fers, insurance offers, contests, and the
like. Various other records must be main-
tained in order to permit the bureau’s
auditors to verify the statements made by
the publisher in connection with the cir-
culation of the publication.

The history of circulation auditing be-
gan with the organization of the Associa-
tion of American Advertisers in 1899.
This group endeavored to obtain permis-
sion to audit the publisher’s books, acting
upon his repeated assertion that these
were open to examination and audit by
the advertiser at any time. But the initia-
tive for these audits arose entirely among
the advertisers, and there were no means
of compelling compliance on the part of
publishers. They would or would not sub-
mit to such audits, as they chose, and
even then only at such periods as they
elected, with the result that only a com-
paratively few publishers permitted the
investigators to examine their bookkeep-
ing continuously; many were very careful
to prevent anything like an accurate audit
of circulation figures. Also, there was no
standardization of publishers’ bookkeep-

-ing or of audit methods, and there had

never been an attempt accurately to de-
fine “circulation.” Finally, because of the
tremendous burden of cost which fell
upon the comparatively few members of
the A.A.A,, it ceased to function in 1913,

At about this time two new movements
were crystallizing which aimed to accom-
plish the results which the A.A.A. had
failed to realize. One of these, the Bureau
of Verified Circulations, was instigated by
the Association of National Advertising
Managers in New York, now known as
the Association of National Advertisers;
the other, called the Advertising Audit
Association, was started by a group of
advertisers in Chicago who had been the
backbone of the A.A.A. movement to-
gether with a group of advertising agency
men. In 1914 the Advertising Audit Asso-



hope to reach those groups of set owners
who are not part of the audience to the
first program. Audience duplication figures
can tell them whether or not they are ac-
complishing their objective.

If the sponsor wants to reach as many
different listeners or viewers as possible,
then he desires a low audience duplication
figure for his two programs. Should he
want to reach the same people with his
two shows, he prefers a high duplication.
The audience duplication figure is obtained
by using three component sets of data:
the number of people who hear the first
program only; those who hear the second
show only; and the people who hear both
programs. If 10,000 hear the first show,
20,000 the second only, and 60,000 tune
in to both programs, then a total of 90,000
people have heard either or both pro-
grams. Dividing the number of listeners to
both shows (60,000) by the number of
listeners to either or both (90,000) yields
an audience duplication figure of 67 per-
cent. This means that two thirds of the
total number of listeners attracted to the
sponsor’s programs heard both shows.

audience flow The source and destination
of an audience of a radio or television pro-
gram in respect to where they “came from”
before tuning in and where they “go” after
the program ends. The source of a show’s
audience consists of three groups of peo-
ple: those who had been listening to the
previous program broadcast by the sta-
tion; those who had been listening to a
program broadcast by a competing sta-
tion; and those who had turned their set
on to hear the program. The destination
of the audience upon the conclusion of the
program consists of three directions: to
the following program on the same sta-
tion; to a program on a competing station;
and to no program at all—that is, the set
is turned off.

Flow-of-audience data help in the evalu-
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ation of spot announcement time available
for sale. For example, it is not sufficient
to know that an announcement falls be-
tween two programs with high ratings.
This in itself does not assure a large audi-
ence to the brief message. The important
question is: Do the two programs have a
large common audience who will hear the
message, or will there be a huge turnover
of audience from one program to the fol-
lowing show while the announcement is
heard only by those few who remain tuned
in? Flow-of-audience figures can show
whether or not the two programs adjacent
to the announcement enjoy a large com-
mon audience or whether there is tre-
mendous “traffic” during the change-over
from one program to the other.
Audience-flow figures also bring to light
the fact that many listeners who remain
tuned in to a program that establishes a
definite mood prefer to continue to hear
programs of similar type—programs that
will extend that mood. This discovery led
to “mood programing” (sometimes called
“block programing”) by many stations;
for they found that listeners were likely
to tune out a show that interrupted the
mood previously set in order to tune in to
a competing program that extended the
mood. Research showed that in many
cases a station would gradually build up
its audience over a period of hours by
offering a series of “soap operas,” for ex-
ample. But when the station injected a
musical show into the middle of a series
of daytime serials, the listenership to the
musical show dropped considerably as
compared with the audience to the pre-
vious serial. The “mood” was interrupted,
and listeners who desired another serial
tuned in to a station that could satisfy
their want. It is this fact that accounts
for the series of daytime serials, mystery
shows, comedy programs, and other types
which follow one another for a period of
several hours over a single station. For ex-
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ample, on Monday nights one station
schedules four half-hour mystery pro-
grams in succession.

Flow-of-audience data also highlight
the ability of a program to be selective and
to attract specific groups of listeners. If
research reveals that a program had in-
duced a large percentage of its total audi-
ence to turn their set on in order to hear
it, and that a correspondingly large per-
centage turned the set off when the show
was concluded, the inference to be drawn
is that the program was highly attractive
to a certain group of listeners who made a
special effort to tune in to hear it and who
turned their set off because the program
that had held their interest was over.

In one case a station manager was able
to learn the reason for a drop in audience
at a certain time, and was able to correct
the situation through audience-flow data
obtained from Listener Diary research
findings. He discovered that at a specific
time a large percentage of the station’s
audience that had been built up during
the course of the day had switched to a
competing station solely in order to listen
to a popular news commentator. It was
a difficult job to entice the listeners back
to the station upon the conclusion of the
competing program, and efforts were
therefore made to correct the undesirable
situation. The manager solved the prob-
lem by making an offer to the commenta-
tor that was so attractive as to cause him
to switch to the station. He was put on the
air at the time when the drop in audience
previously occurred, but of course there
was no reason for listeners to tune in to
the rival station.

Audience-measurement techniques such
as Listener Diary studies and Nielsen Ra-
dio Index provide the data necessary for
the determination of audience flow.

audience-participation program A type of
radio or television. show the format and
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entertainment value of which are based
upon the cooperation of the studio audi-
ence. In this kind of program the master
of ceremonies may conduct a quiz, for ex-
ample, among members of the studio audi-
ence for the entertainment of the audi-
ence listening or viewing at home. He may
undertake interviews, often of a humor-
ous nature, with people present in the
studio, or offer prizes to studio contestants
for their ability to answer correctly or
perform some activity.

audience turnover See TURNOVER.

Audimeter An automatic recording device
installed by the A.C.Nielsen Company
in a radio or television receiver belonging
to a sample family and designed to meas-
ure set operation for the purpose of yield-
ing program ratings and other audience
data. The Audimeter is an electronic mech-
anism which when attached to a radio or
television set automatically records the
stations to which the set is tuned, the
length of time during which each station is
tuned in, and the length of time the set
is not in operation. The device works
without personal attendance, has no effect
on set operation, and is noiseless.

The mechanism records simultaneously
minute-by-minute information from as
many as four receivers, including AM,
FM, and television. The device thus pro-
vides objective time records of set opera-
tion for each minute of the entire 24-hr.
day, every day. From such data informa-
tion on radio and television audience be-
bavior and size are obtained, including
program ratings; total audience size, audi-
ence tuning in to any commercial; number
of listeners who tune in to two (or more)
different programs sponsored by the same
advertiser; comparison between radio lis-
tening and television viewing in respect




to amount of time devoted to each me-
dium; flow of audience from one program
to another; the holding power of a pro-
gram on its audience; number of homes
reached per dollar spent; number of homes
using radio or television by quarter hours,
days of the week, months, and seasons,
and by city size, time zone, and income
class.

At the present time some Audimeters
produce listening records on a continuous
strip of 3-in. wax-coated paper tape, on
which a mechanical stylus makes its mark.
Others record on a 16-mm. strip film by
means of a photographic process. In some
homes a separate Audimeter is attached
to each of two radio receivers, while in
other homes a single Audimeter (of a
different type) may measure both re-
ceivers.

The Audimeter of the mailable type
contains a magazine in which has been
placed a roll of 16-mm. film capable of re-
cording (in code) the minute-by-minute
listening to four receivers, 24 hrs. a day
for two weeks. A device places an accurate
time mark on the film every day. The size
of the magazine is about that of a package
of cigarettes. When the tape has been re-
corded, the member of the sample family
removes the cartridge and mails it to the
Nielsen organization. As it is removed, a
new cartridge (which has been mailed to
the family) is inserted so that there is no
interruption to the recording of tuning
behavior. Prompt action in inserting the
new cartridge is encouraged by the fact
that each cartridge discharges two 25-cent
pieces when it is inserted in the Audi-
meter.

Upon receipt by Nielsen, the record is
inspected, decoded and tabulated. The re-
quired data for the evaluation of programs
and other elements are prepared in the
form of a report and circulated among
subscribers to the service, which is called
Nielsen Radio and Television Index.
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audio broadcasting A term used synony-
mously with *radio broadcasting.” See
RADIO.

audio signal See SIGNAL.

audit Examination of a publisher’s records
and corroborative data by the Audit
Bureau of Circulations in order to check
the correctness of the Publisher’s State-
ments covering the period audited in con-
nection with the extent of the publica-
tion’s circulation, the publisher’s methods
of obtaining such circulation, and related
data. The results of the audit are published
in the Audit Report issued officially by
the bureau. See AUDIT BUREAU OF CIR-
CULATIONS.

Audit Bureau of Circulations An impar-
tial nonprofit organization the member-
ship of which is composed of advertisers,
agencies, newspapers, magazines, farm
papers, business publications, and miscel-
laneous periodicals, and the function of
which is to issue standardized statements
of the circulations of publisher members;
to verify the figures shown in these state-
ments by auditors’ examinations of rec-
ords considered by the bureau to be
necessary; and to disseminate circulation
data only for the benefit of advertisers,
agencies, and publishers.

In fulfilling these functions, the bureau
issues two types of reports: the Publisher’s
Statement based upon information pre-
pared by each publisher member, and the
Audit Report, the verification of the Pub-
lisher’s Statement by bureau auditors.
Such information supplies the basis upon
which space buyers may consider the use
of A.B.C.-audited publications from the
standpoints of effectiveness, suitability,
and economy.

Each Publisher’s Statement and Audit
Report issued to members embraces fig-
ures and facts bearing on the quantity,
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quality, distribution of circulation, and
circulation methods, thus permitting
space buyers to determine quality as well
as quantity. Facts, without opinion, are
reported, and the individual must form
his own conclusions about the circulation
of the periodical under study.

The bureau holds a meeting of its mem-
bers once a year in Chicago, at which
time the president reports on the progress
of the year and the treasurer reports on
finances. The members take part in the
discussions for the good of the organiza-
tion, adopt resolutions recommending any
improvements they may agree upon in the
standards set for reporting and auditing
circulations, and elect their representa-
tives to the board of directors.

The board is composed of 27 members,
12 representing the advertiser division,
three representing the agency division, six
representing the newspaper publisher
division, two for the magazine publisher
group, two for the farm paper publisher
section, and two representing the business
paper section. The board makes the rules
which govern the procedure of the bureau
and supervises its operations. Since buy-
ers of advertising space enjoy a majority
representation on the board, they have
the power to dictate the standards and
procedure. The work of the bureau is
financed by dues paid by all members and
based on the total annual billing for pub-
lication space (for agencies), and total
gross distribution of the publication (for
publishers). Dues for advertiser members
are nominal, as most advertisers obtain
their circulation data through their agen-
cies.

Each publisher is required to keep a
record of the number of copies of his
publication printed for each issue, and a
record of the distribution of each issue.
He must also furnish records showing the
number of subscriptions obtained at spe-
cial reduced prices, through premium of-
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fers, insurance offers, contests, and the
like. Various other records must be main-
tained in order to permit the bureau’s
auditors to verify the statements made by
the publisher in connection with the cir-
culation of the publication.

The history of circulation auditing be-
gan with the organization of the Associa-
tion of American Advertisers in 1899.
This group endeavored to obtain permis-
sion to audit the publisher’s books, acting
upon his repeated assertion that these
were open to examination and audit by
the advertiser at any time. But the initia-
tive for these audits arose entirely among
the advertisers, and there were no means
of compelling compliance on the part of
publishers. They would or would not sub-
mit to such audits, as they chose, and
even then only at such periods as they
elected, with the result that only a com-
paratively few publishers permitted the
investigators to examine their bookkeep-
ing continuously; many were very careful
to prevent anything like an accurate audit
of circulation figures. Also, there was no
standardization of publishers’ bookkeep-

-ing or of audit methods, and there had

never been an attempt accurately to de-
fine “circulation.” Finally, because of the
tremendous burden of cost which fell
upon the comparatively few members of
the A.A.A., it ceased to function in 1913.

At about this time two new movements
were crystallizing which aimed to accom-
plish the results which the A.A.A. had
failed to realize. One of these, the Bureau
of Verified Circulations, was instigated by
the Association of National Advertising
Managers in New York, now known as
the Association of National Advertisers;
the other, called the Advertising Audit
Association, was started by a group of
advertisers in Chicago who had been the
backbone of the A.A.A. movement to-
gether with a group of advertising agency
men. In 1914 the Advertising Audit Asso-



ciation was amalgamated with the Bureau
of Verified Circulations; subsequently the
name was changed to the Audit Bureau
of Circulations.

A publication cannot become a mem-
ber of A.B.C. or retain its membership
unless 50 percent of its distribution quali-
fies as paid, according to the standards of
the bureau, and unless its total net paid
circulation, plus bulk sales, advertisers’
copies, advertising agencies’ copies, and
correspondents’ copies equals or exceeds
60 percent of its total distribution. For a
comprehensive study of the history, func-
tions, and activities of the A.B.C., refer to
Scientific Space Selection and Audit Bu-
reau of Circulations, published by A.B.C.,
Chicago, Ill. See also PUBLISHER’S STATE-
MENT; PUBLISHER’S INTERIM STATEMENT;
AUDIT REPORT; CIRCULATION,

audition A special, and usually private,
performance by a radio, television, screen,
or stage performer held to permit a pro-
spective employer to judge ability and
talent. Radio announcers, actors, and ac-
tresses, among others, are evaluated on
the basis of auditions. The term refers also
to the process of listening to a radio pro-
gram or viewing a television show or
hearing a transcription of a radio show
(called the “audition record”) for the
purpose of judging its suitability for spon-
sorship. '

audition record A transcription of a radio
program to which a prospective sponsor
may listen for the purpose of evaluating
it as a vehicle for advertising. The sponsor
takes note of program format, the suit-
ability of the talent, the pace and direction
with which the show is characterized, and
other elements. Sometimes an audition
record is made of the performance of a
particular personality, so that the tran-
scription can be played before prospective
Sponsors.
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Audit Report An analysis of the circula-
tion and its method of distribution of a
publisher member of the Audit Bureau of
Circulations, issued once a year by A.B.C.
for the purpose of substantiating the
Publisher’s Statements for the preceding
12 months, or pointing out wherein those
statements were at variance with the facts
as the auditor found them. A.B.C. audi-
tors are sent to each publisher’s office to
make an exhaustive investigation and
audit of the circulation. The auditor veri-
fies each item of the previously released
Publisher’s Statements, or corrects or sup-
plements any item, with such clarifying
explanations as may be considered neces-
sary for correct interpretation. The an-
nual findings of the auditor are embodied
in the Audit Report.

For the sake of easy comparison, the
information given in Publisher’s State-
ments and Audit Reports is in virtually
the same sequence. The Audit Report in-
corporates the following information:

Name of publication and publisher, and
city of publication.

Year of establishment of periodical and
frequency of issue.

In the case of newspapers, whether the
paper is a morning or evening paper, or
both, and whether or not it has a Sunday
edition.

Period covered (usually the 12 months
covered by the two preceding Publisher’s
Statements).

Class, industry or field served. For periodi-
cals, indicated briefly are the special interests
of the individuals to which the publication
caters, such as those engaged in electrical
engineering, woolen industry, sports, and so
forth. For newspapers it is indicated whether
the paper is one of general appeal in its
locality or one of limited scope, as those
papers devoted to a particular class or news
or printed in a foreign language.

Daily average net paid circulation (of
newspapers) according to method of distri-
bution (carrier, dealer, street, and mail sales)
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and geographic zones (city, retail trading,
and “all other”).

Breakdown of the total average net paid
circulations by successive quarters for the
period covered by the report. This makes
possible a comparison of the audited figures
with the Publisher’s Statement figures for
each period, and shows the fluctuations dur-
ing the period.

Average total distribution (both paid and
unpaid, for magazines, farm papers, and
miscellaneous periodicals). Also given are
methods of distribution or delivery of copies.

Circulation by issues during the period
covered (for magazines, business papers,
farm papers, and miscellaneous publications).
Fluctuations in circulations are thus observ-
able.

Business analysis of subscriptions, based
on a specific issue (for business papers only).
This information classifies the various types
of subscribers in an industry, and in some
cases enumerates the number and percentage
of subscribers in each particular type of em-
ployment. Inspection of the figures indicates
to what extent the subscribers are actually
recruited from the class which might be
expected to be interested in the publication
under consideration.

Net paid circulation by population groups,
based on a certain issue (for magazines,
farm papers, and miscellaneous periodicals).
For magazines and miscellaneous periodicals
the circulation figures are broken down to
show the circulation in communities of less
than 1,000 population, in towns of from
1,000 to 2,499, and so on by successive popu-
lation groupings up to cities and towns of
500,000 and over. In the farm paper report,
the circulation on R.F.D. routes is given
first, the circulation by post offices in towns
of less than 1,000 population, in towns of
from 1,000 to 2,499, and, finally, in towns
of 2,500 or more. This information is designed
for advertisers whose best market is found in
large cities, or medium-sized towns, or small
towns, or in rural districts, and who wish to
select media accordingly.

Prices, both basic and special, including
subscription prices and prices based on
various practices—combination sale, associ-
ation subscriptions, and special prices to cer-
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tain classes, or to all classes for a limited
period. Number of subscriptions taken at
the various prices is also shown. Whether
or not something is given as a collection
stimulant is an additional piece of informa-
tion. This may be a cash discount, or an
extra issue or two, or a piece of merchandise.
What a subscriber is willing to pay for a
publication is to a certain extent an indication
of his interest in it, and may be considered
in conjunction with the character of the pub-
lication, its class appeal, the usual price
asked for similar publications, and any other
factors that may have influenced the estab-
lishment of the price demanded.

Number of single-copy sales (of maga-
zines and farm papers) and the channels
through which single-copy sales come to the
publisher (dealers, boy salesmen, and so
forth).

Basis on which copies of newspapers and
periodicals (excepting business papers) were
sold; that is, whether on a returnable or non-
returnable basis. Different publications have
different policies in dealing with middlemen.
Some sales are made with the understanding
that the distributor takes all the risk. He
must pay for the number of copies he takes
whether he sells them or not. This method
is known as the nonreturnable plan. Other
publishers allow distributors to draw what-
ever number they think they can sell, with
the privilege of returning those not sold.
This is the returnable plan.

Methods and channels by which subscrip-
tion sales come to the publisher, including
subscriptions obtained by catalogue and news-
paper subscription agencies and other pub-
lishers; publisher’s own field selling organi-
zation; other field selling organizations; in-
dependent subscription salesmen or agents;
individual organizers of groups of subscribers;
schools, churches, fraternal, and other or-
ganization workers; school subscriptions for
class use; and other channels peculiar to the
publisher.

The number of subscriptions taken with
a premium offered by the publication during
the period covered by the report. Bureau
rules define a premium as anything, except
a newspaper or periodical in its regular
form and content, offered to a subscriber in



addition to the regular issues of the publica-
tion itself. However, an out-of-date copy of
a publication offered with a current sub-
scription is also counted as a premium under
certain conditions. The primary reason for
establishing a premium rule is to put sub-
scriptions connected with extraneous items
upon a comparable basis with other sub-
scriptions from the standpoint of what the
subscriber has paid for the publication con-
sidered alone. The rule is that in order to
qualify a subscription with premium as
paid, the amount paid must be equal to
the full value of the premium plus not less
than 50 percent of the basic price of the
publication. That, technically at least, puts
the subscription on the basis required by the
fundamental rule that in order to qualify as
paid, a subscription must have been paid
for at not less than 50 percent of the basic
price of the publication.

Number of subscriptions sold in combina-
tion with other publications. When two or
more publications are sold in combination,
the Bureau requires that in order to qualify
the subscriptions as paid, the amount paid
by the subscriber must be not less than 50
percent of the aggregate of the basic price
of each, nor less than what the subscriber
would have to pay for the highest priced
plus at least 30 per cent of the basic price of
each of the other publications in the com-
bination. The number of publications al-
lowed to be offered in combination is limited
to seven; otherwise the subscriptions do not
qualify as paid.

Number of subscriptions or copies ob-
tained through contests promoted by the
publication. This information is noted since
any inducement to subscribers may result in
some subscriptions which, though nominally
paid for, do not mean the same in reader-
interest as those which come in the usual
course of normal salesmanship. Copies prov-
able to have been bought solely for the pur-
pose of competing in the contest are de-
ducted from the net paid circulation. If,
however, it cannot be determined how many
copies sold during a contest were bought to
enter the contest, the Bureau is not author-
ized to guess at or make an estimate of the
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number. It simply sets forth the facts about
the contest—type, duration, and average
daily circulation during the contest. The last
item is given for comparison with the aver-
age circulation for the total report period.
The reader of the report can then draw his
own conclusions as to whether or not the
contest has affected the circulation.

Number of insurance policies which the
publication (usually a newspaper) has given
as inducements to subscribe.

The duration of term subscriptions pro-
duced by periodicals during the period cov-
ered. The duration of subscriptions sold by
newspapers in connection with premiums,
combination offers, and subscriptions sold
at special prices. Also, duration of subscrip-
tions taken through clubs, contests, and with
insurance.

Average number of copies served on sub-
scriptions carried in arrears not more than
three months. This refers to subscriptions
which have expired and which the subscribers
have not renewed. The Bureau has always
allowed subscriptions in arrears to be re-
ported in the paid category for a limited
time.

Number of subscription renewals during
the period covered (in business papers only).

Average number of association subscrip-
tions (for those periodicals which are the
official mouthpieces of associations). Asso-
ciation subscriptions represent copies served
to members of an organization or associa-
tion because they are members and not as
the result of individual orders direct to the
publisher.

The average number of “mail subscrip-
tions special,” subscriptions which are served
to individual employees, but which are paid
for by their employer. (For business papers
only.)

Bulk sales—the number of copies of the
same issue sold to a single purchaser, or the
number of term subscriptions sold to a single
purchaser. Examples of bulk sales are the
sale of newspapers to hotels for free distribu-
tion to guests, and the sale of periodicals
to an advertiser who distributes them free to
certain customers or prospective customers in
order to make sure that they see his adver-



AUTHOR’S ALTERATION

tisement or some special information con-
tained in the periodical.
See also AUDIT BUREAU OF CIRCULATIONS.

author’s alteration A change in textual
matter, after it has been set in type, re-
quested by an advertiser, agency, pub-
lisher, editor, or author. When copy is
delivered to the typesetter for composi-
tion, it is set in type and proofs are sent
to the customer for approval. Errors in
typesetting appearing on the proof but
not on the original copy are corrected
without charge by the compositor, since
they they are not the fault of the cus-
tomer. However, changes required by the
customer (called “author’s alterations”) in
text which he originally supplied and
which was accurately composed by the
typesetter are effected at extra cost to the
person desiring such change, because addi-
tional labor in typesetting is involved.

Author’s alterations may become a
costly practice, since many steps are re-
quired for changes. For example, a cor-
rection in copy set for an advertisement
requires the compositor to set new type,
get out the metal “form” containing the
individual type characters which have been
bound together, untie the form, extract
the characters to be changed, drop in the
new text, and retie the form. Then a new
proof must be “pulled” or taken from the
press and checked by the proofreader. If
“repro” proofs are specified for use in
making reproductions of the text in plate
form, final proofs must be pulled. These
are then sent to the person originally re-
questing the typesetting.

When type is set not one character at
a time, but a line at a time, an author’s
alteration in a single word may require
the resetting of several entire lines of type,
thus increasing labor cost to a greater
extent than the single word would ordi-
" narily necessitate.

The term “author’s alteration” was
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originally applied to the change in text
requested by an author who had submitted
his manuscript for composition. However,
it is now generally applied to a change in
typesetting representing a departure from
original copy supplied to the compositor,
irrespective of the person who requests
the change. The term is frequently abbre-
viated to “A.A.” and is sometimes called
“author’s correction.”

automatic electric typewriting The type-
writing of sales letters, answers to in-
quiries, publicity releases, annual reports,
direct-mail follow-ups, and correspond-
ence by automatically and electrically
driven machines activated by a perforated
roll. For a description of the type of serv-
ice offered by one firm, refer to HooveN
ProcCEss. Although lettershops make auto-
matic electric typewriting available to
direct-mail users and other advertisers and
businessmen, it is possible for firms to in-
stall their own automatic electric type-
writing equipment. One company that sells
a device on which an electric typewriter
can be mounted for automatic typing is
Robotyper Corporation, Detroit 12, Mich.

The Robotyper activitates the type-
writer by means of a roll which bears
the information in perforated form.
Such a perforated record lasts inde-
finitely for repeated use. When the Robo-
typer is ready to operate, the typist
types in the name, address, and saluta-
tion, and the machine is set to type the
rest of the letter automatically. Its speed
is 135 words per min., and it produces let-
ters at the rate of 150 to 200 daily. Two
or more Robotypers may be hooked up
in tandem to reproduce identical originals.
Carbons can be produced on each machine
in the usual manner, By staggering starts,
the operator inserts sheets, types the per-
sonal matter, and activates the machines.
By the time the first machine has com-
pleted a letter, the sequence is ready to be



repeated. Each machine may be automatic-
ally stopped at any desired point for the
insertion of personalized information,
such as the recipient’s name, special figures,
and so on. A special paragraph selector
may be attached to the Robotyper to per-
mit rapid selection of paragraphs for
insertion in letters. The machine also sub-
stitutes or omits paragraphs as desired. It
automatically justifies spacing to compen-
sate for long and short names, amounts,
and other data. Also, it automatically
backspaces, so that words may be under-
scored and exclamation marks produced,
and it can automatically shift from one
color of ribbon to another.

availability An open time segment or a
sustaining program offered by a television
or radio station for sponsorship by ad-
vertisers. During its broadcast day a sta-
tion may present over the air one or more
programs which are available for spon-
sorship. If an advertiser desires to sponsor
a type of show not on the air at that time,
the station is usually willing to withdraw
its program and substitute another at the
hour requested by the sponsor. Time pe-
riods and programs available for sale are
therefore termed “availabilities,” and a
prospective sponsor may ask for a listing
of these when he contemplates advertising
over a specific station. Information on
availabilities can be obtained from the
station or from its national sales repre-
sentatives. The term also applies to open
time and sustaining programs available
from networks.

available audience The percentage of
radio or television homes in which at least
one person is awake and able to listen to
the set. Available audience figures for
any area indicate to the sponsor or pros-
pective sponsor the extent of potential
listenership to which he can direct his ad-
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vertising messages. Naturally the larger
the available audience, the greater his
chances for successful use of the radio
medium. The rate structures of stations
are based upon the available audience for
any period of time. That is why Class A
time—the most expensive—usually en-
compasses the evening hours when the en-
tire family is likely to be at home and
available for listening. The available audi-
ence is smallest after midnight and be-
fore dawn, which accounts for the fact
that many stations go off the air during
that period, or set very low rates if they
continue broadcasting.

Available audience—or audience avail-
ability, as it is sometimes termed—should
not be confused with sets in use, which is
the percentage of sets actually turned on at
any time. The former represents the poten-
tial listenership, the latter the actual listen-
ership during any period. The difference
between the figure for available audience
and the number of sets in use represents
an untapped audience—people with sets
who are at home and able to listen, but
who have not turned their sets on for one
reason or another.

Reliable statistics on available audience
(and sets in use) have been compiled
jointly by the National Association of
Radio and Television Broadcasters, the
Columbia Broadcasting System, and the
National Broadcasting Company, and pub-
lished under the titles of “Urban Radio
Ownership and Use in the United States”
and “The Joint Committee Study of Rural
Radio Ownership and Use in the United
States.” These statistics break down avail-
ability and sets in use into Monday-
through-Friday averages and into separate
figures for Saturday and Sunday. Division
of the week into these three sections is
due to the fact that audience availabil-
ity and the number of sets in use depend
upon the occupational pattern of peo-
ple residing in the various sections of
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the country, since Saturday and Sunday
are leisure days for many people.

These availability figures are further
broken down into percentage of adult
males, adult females, adolescents
(twelve to eighteen years), and children
(five to twelve years) comprising the avail-
able audience during any hour between
9 A.M. and 12 midnight. By analyzing audi-
ence figures the sponsor can select that
time during which the greatest number of
prospects are at home and available for
exposure to his advertising messages.
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The concept of audience availability
may apply to television viewing as well as
radio listening.

average net paid circulation The average
number of copies of a publication sold
per issue, arrived at by dividing the total
number of copies for all the issues of the
period under study by the total number of
issues. The term is used in Publisher's
Statements and Audit Reports for those
publications whose circulations are veri-
fied by the Audit Bureau of Circulations.



B.A.B. See BROADCAST ADVERTISING BU-
REAU in Sec. III, Directory of Associations.

baby billboard A car card. The term is a
popular one, rather than an authoritative
appellation, applied to a bus, trolley, or
subway car card because of its scaled-
down resemblance to the 24-sheet poster,
formerly known as a “billboard.” Experi-
ence has shown advertisers, however, that
a car card may bear many more words of
copy than the poster, and thus present a
strong sales message rather than reminder
advertising. This differentiation arises
from the fact that exposure to outdoor ad-
vertising in the form of posters is rela-
tively short—computed in seconds. Car
cards, however, enjoy an exposure to
passengers varying from 23 to 26 min.
per ride. The National Association of
Transportation Advertising found that in
10 cities of various sizes throughout the
country the average one-way trip lasted
26 min., and that the average round trip
lasted nearly an hour. See also TRANSPOR-
TATION ADVERTISING.

backbone The narrow portion connecting
the covers of a book and usually bearing
the title, author’s name, and name of
publisher. According to American cus-
tom, when the title is run sideways along
the backbone it always reads from the
top of the book to the bottom. The back-
bone is also called “backstrip” or
“spine.” In some yearbooks, manuals,
directories, and business papers the back-
bone space may be bought to carry an
advertising message.

back lining Paper cemented to the back-
bone of sewed books in order to bind the
signatures (or page sections) and to allow

B
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space between the backbone of the book
and the backbone of the cover.

backup To print the reverse side of a
sheet of paper. After the face of a sheet
has been printed, it is possible to backup
the sheet by printing additional type mat-
ter or illustrations on the reverse side.

balloon copy Textual matter in a cartoon
or comic strip representing words or dia-
logue issuing from a character’s mouth,
and sometimes enclosed by a continuous
line. The balloon is a device to indicate
that the character in the cartoon or strip
is speaking, the term being derived from
the appearance of the tear-shaped line
that used to be drawn emanating from the
speaker’s mouth by early comic-strip
artists. However, present-day artists fre-
quently dispense with the balloon and
simply letter the dialogue in a rectangular
area.

basic network station See RADIO NETWORK;
TELEVISION NETWORK.

basis weight The weight of one ream (500
sheets) of paper of a specific standard
size. Paper is usually sold by weight. The
basic quantity is most frequently 500
sheets. For example, “white bond paper
with linen finish, 17 by 22—16” means
that 500 sheets measuring 17 by 22 in.
weigh 16 1b. This is sometimes written as
“17 x 22—32M” to mean a weight of 32
Ib. per 1,000 sheets of 17 by 22-in. size.
Each grade of paper has a basis weight
which permits comparison of paper weight
irrespective of the sheet sizes.

The basic size for writing paper, for
example, is 17 by 22 in,, but it is not the



BASTARD MEASURE

only size available. Other sizes, called
“regular sizes,” may be obtained from the
stock of paper manufacturers. Therefore
in the case of writing paper, regular sizes
available (for the basis weight 16) in-
clude 16 by 22 in. and 18 by 46 in. Since
these two sizes are smaller and larger, re-
spectively, than the basic size of 17 by
22 in., the weights of a ream of each size
of paper will differ from the basis weight.
This basis weight is called the “substance
weight,” and in the case of the ream of
16-by-21-in. paper, the equivalent weight
amounts to 14%5 Ib. This is smaller than
the substance weight of 16 because the
size of each sheet is smaller and the ream
consequently weighs less. In the case of
the 18-by-46-in. size, the equivalent
weight is 35 1b., greater than the substance
weight of 16 because the size is larger than
17 by 22 in. Writing paper is available not
only in substance weight of 16, but also
in 13, 20, 24, 28, 32, 36, and 40. The
equivalent weights for each substance
number will vary according to the size of
the sheet in a ream.

bastard measure A width of a line of type
matter which cannot be counted in exact
pica or half-pica measurement. For ex-
ample, a line of type measuring more than
15 picas but less than 15% picas is con-
sidered to be a bastard line. One pica is
equivalent to 1/6 in.

batter A metal alphabetic letter which
does not print properly because it has
been damaged or broken. See BROKEN
TYPE.

battered type See BROKEN TYPE.

bed A rigid flat support in a printing
press in which type matter and engraved
plates may be laid so that they can be
inked and impressed against paper to
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yield printed matter. See also FLAT-BED
CYLINDER PRESS.

Ben Day 1. A mechanical shading me-
dium provided by the photoengraver for
the introduction of dots, lines, stipples,
grains, and other patterns into a line illus-
tration for the purpose of adding attention
value to one-color illustrations and to
achieve interesting multicolored effects
with two, three, four, or more colors. The
process was developed by Benjamin Day,
an American artist, about 1878, and was
first used in apparatus form in 1881. The
operation involves the transfer of patterns
in greasy ink to paper, metal, and other
surfaces by exerting pressure to the back
of special Ben Day screens bearing in re-
lief a texture of dots, lines, stipples, and
other patterns.

Ben Day tints work exceptionally well
in newsprint reproductions and, in the
smaller, detailed patterns, on coated book
papers. Any combination of tints may be
chosen, including dot formations, diagonal
lines, crosshatching, stippling, straight and
curved lines, wavy lines, graduated tints,
grain textures, and others. For example,
the illustration to be Ben Day-ed is that of
a woman standing against a wall. The
drawing has been rendered in simple
pen-and-ink, but the total effect can be
improved by the application of Ben Day
patterns, Such application can give the
woman’s coat a textured effect, and the
background wall can take on a cross-
hatched pattern. These “tones” give depth
and color value to an otherwise simple,
unrelieved line drawing.

The use of the Ben Day process in two
patterns is exemplified by the following il-
lustration:

(a) A simple line drawing is made in
which all parts that are to be shaded are
left pure white. For the guidance of the
Ben Day operator, the artist surrounds
those areas to be shaded with blue guide



lines. (Blue is used because the art work
can be photographed by the photoen-
graver, using the ordinary reproducing
camera, with a photographic plate on
which the blue color does not register.)

(b) The drawing is photographed and
printed on a zinc or copper surface just
as though an ordinary etching were being
made.

(c) The printed metal plate is stained
with a weak solution of nitric acid and
alum. This solution dulls the rest of the
metal so that when the print is washed off,
a bright metal image remains on the plate.
This image guides the Ben Day artist in
laying on the Ben Day pattern.

(d) An opaque paint is used to cover
those parts that are to remain as they are
—unshaded by Ben Day patterns.

(e) After being opaqued, the plate is
washed with turpentine, which removes
the print from the unopaqued metal, leav-
ing only a slight stain as a guide to the
Ben Day artist.

(f) The washed or stained plate is now
thoroughly cleaned with alcohol and then
dried. Using the bright lines as guides, the
Ben Day artist paints out or “stops out”
those portions of the illustration which are
not to show the first Ben Day pattern. He
does this by covering those portions with a
solution of gum gamboge, a natural yel-
low water-soluble gum.

(g) The Ben Day artist now selects the
first screen to be used. This is a gelatin
composition with a raised design, such as
a pattern of parallel lines. Using a special
roller and a special grade of etching ink,
the artist inks the raised surfaces of the
gelatin sheet or Ben Day screen.

(h) Placing the inked screen face down
on the metal and getting his contact by
means of a stylus or a rubber roller, the
artist transfers or prints the pattern on
the exposed portions of the metal. Should
any of the print fall on the portions
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painted out, it will be washed off along
with the covering gamboge.

(i) The screen is removed, leaving the
printed plate bearing the parallel lines on
the desired area. The screen is then
cleaned and returned to its place in the file.
The plate is washed with water, which re-
moves the stopping-out covering of gam-
boge, leaving the Ben Day pattern printed
only on the spots where it is desired.

(j) The plate is now stopped out with
gamboge for the second Ben Day screen,
the artist covering all portions which are
not to be shaded with this second screen.
The artist selects this screen (such as a
pattern of wavy lines) and inks it exactly
as was done for the first one.

(k) The second screen is now trans-
ferred to the plate; the stopped-out cover-
ing is washed from the plate, exposing
the printed pattern and original lines ex-
actly as they are to be used in printing.
The same process is repeated for any ad-
ditional screens that may be required.
From here on. the processes are the same
as in producing an etching, except that
more care must be used in handling the
plates. This is due to the fact that the
screen bears fine lines which may be
spoiled during the etching process if the
artist is not careful.

The Ben Day screen may also be ap-
plied to a photographic negative, particu-
larly when a white dot or line is wanted
on a dark background. In such cases the
dark Ben Day screen is laid against a
white portion of the negative, yielding a
white-on-black reproduction.

Ben Day patterns are applied with the
Ben Day machine. Equipment consists of
a large, squared board with a horizontal,
rigid bar at the top to which one vertical
and two horizontal micrometer mecha-
nisms are attached. Prongs, set facing each
other, form hinged points to which the
screen is fastened. The screens are sheets
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of gelatin or celluloid film, the backs of
which are smooth. Their front side car-
ries in relief the pattern or design of dots,
rules, and such. There are several hun-
dreds of designs available, and they may
be combined to yield a variety of patterns.

These screens are mounted in wooden
frames, made strong and rigid so as to
eliminate any possibility of sagging, shrink-
age, or stretching. With these frames held
securely in position by the micrometer
points, exact register or juxtaposition can
be maintained. Failure to keep these
screens in perfect register would result in

BEN DAY LINE ETCHING

laying uneven tones. Tonal values can be
increased by the use of the micrometers.
After the first tint or pattern has been laid,
by shifting the micrometers vertically or
horizontally, or both, the original laid
dot or line can be increased in size until
the original tint, from a very slight shad-
ing, becomes practically a solid. In be-
tween these steps it is sometimes necessary
to keep certain tonal values. In this case
the areas to be saved, that is, not touched
by the screen, are covered with the gum
solution so that further dot transfer from
screen to plate will not affect them.

The texture of paper stock on which
Ben Day plates are to be printed governs
the relative fineness of the screens to be
used. Consequently it is important that
the engraver be advised as to the finish of
the paper stock on which the printing is to
be done.

Ben Day shading machine equipment is
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leased to engravers by Ben Day, Inc., for
a yearly sum.

One of the advantages in using Ben
Day patterns is that they achieve a half-
tone or tonal effect; yet the metal plate
to which they are applied may be etched
as a line cut, and not a more expensive
half tone. The patterns may also be ap-
plied to color plates. Although the re-
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BEN DAY PATTERNS
Courtesy of HORAN ENGRAVING Co.

sults do not exhibit all the gradations of
tone of the more expensive half-tone proc-
ess in two, three, or four colors, the se-
lection of the Ben Day process may be
justified by the lower cost. See also SHAD-
ING MEDIUM.

2. To screen art work by the Ben Day
process.

bf Boldface type.
Bible paper A printing paper similar in

appearance to English finish paper, but
of uncommonly fine quality, and made



only in very light weights. It is ordinarily
used for letterpress printing, occasionally
specified for gravure printing; and it can
be made for offset printing. It is em-
ployed in compact Bibles and fine books,
and in booklets and folders that must be
kept very light in weight for economical
mailing. This type of paper is known also
as India paper.

billboard A poster mounted on an out-
door panel or structure erected in an
area of great traffic volume. The term is
no longer used in accurate advertising
terminology, having been replaced by
“24-sheet poster.” See TWENTY-FOUR-
SHEET POSTER; OUTDOOR ADVERTISING.

billing 1. Charges made to advertisers by
their advertising agencies for the pur-
chase of publication space, radio and tele-
vision time, and other media facilities.
These charges represent the actual gross
cost of space or time as published in the
rate card of the medium, and are payable
to the agency by the client, for whom the
media facilities were bought. The profit
of the agency is derived from the usual
15 percent commission received from
most media on space or time purchased
for agency clients. The amount of busi-
ness done by an agency in any year is
stated in terms of that year’s billing
charged to clients and is an indication of
the prosperity and growth of the agency.
The larger agencies bill $10,000,000 and
more annually, while the very small ones
may bill $100,000 or less. “Billing” also
includes service fees and the cost of art
and production materials.

2. Charges made to advertising agen-
cies by media owners for the purchase of
space, time, or other media facilities in
behalf of the agencies’ clients. These
charges are net costs, arrived at by de-
ducting the usual 15 percent agency com-
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mission from the gross amounts as pub-
lished in the medium’s rate card.

binding The process of fastening together
and covering the pages of a book, cata-
logue, manual, or booklet. The most
popular method of binding booklets.is to
open them in the center, press thin wires
from the cover through to the center,
and to clinch the wires in the center of
the booklet. The wires are inserted ex-
actly in the crease or saddle, for which
reason this type of binding is called
“saddle-wire stitching.” This binding al-
lows the pages to be opened flat, is eco-
nomical, and is adequate for booklets of
average thickness.

A thick booklet cannot be firmly bound
with saddle-wire stitching, and so requires
another kind of fastening. One method
for binding such booklets is to press thin
wires from the front page through to the
back, and to clinch the wires at the back.
The wires are inserted approximately one
eighth of an inch from the binding edge
or side of the booklet. This kind of
binding is therefore called “side-wire
stitching.” Such a bound book cannot be
opened flat because the stitches are re-
stricting.

Another method for binding thick
books is to sew the folded sections of
pages (called “signatures”) with strong
thread. A book or booklet thus bound is
called “sewed.” School and tradebooks
are sewed, as are substantial commercial
volumes. The pages may be opened flat.
After the pages are printed and folded
into signatures in consecutive order, they
are sewed together in book sewing ma-
chines. Each section of pages is sewed
through its center to hold the pages to-
gether, after which the sections are sewed
together with stitches applied to the back.
This method of binding is called “Smyth
sewing,” since it is executed on Smyth
sewing machines.
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The book is then compressed to re-
move the air between the pages—a proc-
ess called “smashing”—and the rough,
folded edges of the pages are trimmed.
Glue is applied to the back of the book,
after which a machine rounds the back
and forms the hinges. Next, linings are
put on. These are pieces of crash cloth
and paper. A heavy, fibrous paper lining
is subsequently glued on the cloth, and
the book is then pasted into its covers.

Printing that is issued in book form may
be fastened with a mechanical binding.
This method requires that the covers and
pages be punched near the binding edge
so that metal or plastic wires or bands may
be woven through the holes. Mechanical
binders enjoy several advantages: They
allow the pages to be opened flat; the
metal and plastic binding wires are usually
available in a variety of colors of a deco-
rative quality; they permit changes or re-
fills of pages, thus keeping the contents
up to date; they permit layouts to occupy
fully any two adjacent pages (double-
spread layouts), since the binding does
not interfere with visibility; and they per-
mit acceptance of various sizes and shapes
of inserted pages. Such mechanical bind-
ings consist of coils, spirals, and loops, as
well as other patented devices.

The pages and covers of a booklet or
book may be fastened with clamps or rings
that may be removed at any time to allow
the withdrawal of pages and the insertion
of replacements. This kind of binding is
called “loose-leaf,” and is applicable to
books of any thickness. The ring binder
contains semicircular metal rings that
open and close simultaneously to permit
the insertion or withdrawal of sheets that
have been punched to allow entry of the
rings. The clamp binder grips the sheets
rigidly by compression, a mechanism be-
ing employed to lock the pages in place.
Another type of loose-leaf fastening—the
post binder—incorporates hollow posts

58

into which fit posts of narrower diameter.
This telescopic arrangement permits ex-
pansion when sheets are inserted, since the
pairs of posts are simply drawn farther
apart to allow for the binder capacity de-
sired. Sheets are punched to slip over the
posts.

A relatively new method used to replace
sewing is “perfect binding,” a gluing proc-
ess applicable to books generally of more
than 96 pages and ranging in size from
41 by 6 in. up to 12 by 16 in. The crash
cloth or lining is applied with glue, after
which the book is pasted into covers. The
method is less expensive and faster than
sewing, and is considered by many book-
binders to be superior in quality. Some
bookbinders coin their own designation
for the method, such as “flexbinding.”

The covers for booklets may be of the
same paper as the inner pages, in which
case they are called “self-covers.” In other
instances the covers may consist of heavier
stock for improved appearance and greater
protection of the contents. Books may be
bound in stiff or flexible boards, or in
limp covers, and in any color. The prin-
cipal materials used include leather, imi-
tation leather, cloth, and paper. In some
cases two of these materials may be com-
bined to form the binding, in which case
it is called full, three-quarter, half, or
quarter binding. Limp and flexible covers
may be made from genuine or imitation
leather, while book cloth is a product of
cotton cloth combined with starch filler
to give it body, rigidity, and protection
from the softening effects of water. Linen
may also be used, especially when a
stronger binding is desired.

bite The etching action of acid to which a
metal plate is subjected during the photo-
engraving process.

black-and-white copy Art work, photo-
graphs, and type matter which are to be



reproduced and printed in only one color
of printing ink. The term is used to dif-
ferentiate monochrome copy from poly-
chrome copy containing several colors.

black letter A classification of type dis-
tinguished by heavy, pointed strokings,
compression of body, slanted serifs, and
by a general blackness resulting from the
thick lines composing the letters and giv-
ing the style its name. This classification
is known also as Text and Old English,
and was much used in handwriting of
ecclesiastical manuscripts during the Mid-
dle Ages and previously. Because Western
eyes are not familiar with this face, black
letter typography is difficult to read and
should therefore be used sparingly——for
display matter, if at all.

‘This line has been set in Goudp
‘@ext as an example of black letter

topography.

blanking paper White unprinted paper
used to fill in the space between the out-
side of a poster and the inside of the poster
panel molding. Its purpose is to set off the
poster much in the same manner as a
cardboard mat sets off a photograph or
drawing.

bleed To extend to one or more edges of
the page on which an advertisement is
printed. Illustrative matter such as a draw-
ing or photograph may be so prepared
and printed on a page of a publication or
on a sheet of a booklet or catalogue that
when the paper is trimmed there is no
white margin remaining. The matter
reaches one or more edges of the page or
sheet, and is therefore said to “bleed.”

A bleed page is one containing such
illustrative matter without a surrounding
white margin. A bleed advertisement is
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one in which the illustrative matter ex-
tends to one or more edges of the page or
sheet on which it is printed. Some publi-
cations charge advertisers an additional
amount over the cost of space when bleed
advertisements are inserted. Others do not
make bleed pages available. The engrav-
ing for a bleed advertisement should be
Y in. larger than the trim size of the page
on which it is to be printed; otherwise a
white space is likely to appear instead of
the bleed effect.

block 1. A series of consecutive time seg-
ments during any day in a television or
radio station’s broadcast schedule, such
as the period from 1 p.M. to 5 P.M. on
Thursday; a series of identical time seg-
ments occurring during each of several
days during the week, such as the period
from 10 A.m. to 12 M. Monday through
Friday. The practice of scheduling pro-
grams of similar format and appeal con-
secutively during the day or evening-is
called “block programing” or “mood pro-
graming.”

2. A piece of wood serving as a base
on which a printing plate is mounted. The
plate so blocked becomes type high and
ready for printing. Cherry wood is pre-
ferred for blocks, but maple, birch, and
mahogany are also used.

blocked-out time Time periods during the
broadcast schedule of a station or network
which are not available for sale to spon-
sors. Such time may be used for the broad-
cast of public service programs.

block programing See MOOD PROGRAMING.

blotter A form of direct advertising con-
sisting of a panel of flexible paper stock,
one side of which is made of soft, ink-ab-
sorbent paper. The reverse side or face is
usually employed to bear a printed adver-
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tising message deriving its strength from
the fact that the blotter is likely to be re-
tained by the recipient for an indefinite
period because of its utilitarian nature.

The face of the blotter may be used to
display the advertiser’s name, address, and
kind of business or product, together with
an illustration, cartoon, calendar, imprinted
ruler, or other entertaining or informative
matter. Such advertising is considered to
be reminder advertising, since copy is usu-
ally short, and no strong effort is made
to sell. However, some advertisers have
made vigorous use of blotters beyond the
delivery of a brief message. One technique
is the use of the face for mail-order sell-
ing. A listing of several products or a
description of a single product or service
may occupy the major portion of the
space, beneath which an order form or
coupon may appear. The recipient is re-
quested to check the item desired, fill in
the order form or coupon, enclose the en-
tire blotter in an envelope, and return it
to the advertiser.

Another technique makes use of a spe-
cially prepared blotter. Part of the face
has been perforated to permit detachment
—without damage to the blotting surface
beneath-—of a post-card-size portion. This
segment is actually a postage-paid business
reply card which can be returned to the
advertiser requesting shipment of mer-
chandise, a sample, or merely information.
The rest of the blotter, together with part
of its advertising message, remains usable
and is retained by the consumer.

The blotter is frequently used as a
direct-mail insert, being sent with a letter,
folder, bill, order form, or other matter
in a mailing to a customer or prospect.

blow-up 1. The photographic enlargement
of any copy.

2. To enlarge any copy by the photo-
graphic process. When used as a verb, the
term is spelled “blow up.”
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blue A popular, shortened form for “blue-
print.”

blueprint A photographic print of subject
matter made usually on paper, developed
in a blue color, and serving as an inex-
pensive guide for position in a dummy for
a catalogue, booklet, magazine, or other
publication. After drawings and photo-
graphs have been prepared for inclusion in
the publication, it is often desirable to ob-
tain copies to serve as guides in laying
out the pages. A blueprint fulfills this pur-
pose, and is made by placing the copy in
contact with specially prepared blueprint
paper in a blue print machine and exposing
it until the image is clear. When drawings
are to be made into blueprints, they should
be prepared on translucent paper prefer-
ably; if the copy appears on opaque paper,
a transparent negative is first made, after
which the blueprint is produced.

The print is then washed in water,
which turns the image blue and which at
the same time washes away any sensitized
coating that has not been exposed. Plain
water develops the print and a potash solu-
tion fixes it. When the print is dried, it is
a blue and fairly permanent image of the
original copy. With blueprints of original
copy available, it is possible to lay them
out on the pages of a dummy in order to
determine the best possible positions to
be occupied by art work and photographs.
When they are pasted in position, the
dummy may then be returned to the
printer, who uses the pasted-up blueprints
as guides in making printing plates of the
pages for the completed job. See also VAN-
DYKE PRINT.

B.M.B. See BROADCAST MEASUREMENT
BUREAU.

B.M.IL. See BROADCAST MUSIC, INC.

body copy The major portion of the text
of a publication advertisement, exclud-




ing the headline, subhead, advertiser’s sig-
nature, captions of illustrations, and other
matter incidental to the main body of the
message.

boiler plate A stereotype or metal dupli-
cate printing plate containing ready-to-use
news and feature stories and articles sent
to small-town newspapers to be printed as
filler material. A popular source of boiler-
plate matter is the: publicity agent, who
prepares his stories, produces the stereo-
type plate, and sends it to appropriate
editors for reproduction. Although many
papers are now equipped to set type auto-
matically and to cast their own stereotype
plates, others are not so equipped and
therefore find boiler plates very useful as
well as economical in setting up their
paper. The plate is ready to be inked and
printed, so that expensive and time-con-
suming typesetting and plate making are
avoided. Even some well-equipped news-
papers may find that boiler-plate matter
may be conveniently used, especially when
they want to reproduce a lengthy article,
but would prefer not to employ their ma-
chines for setting so much type. See also
STEREOTYPE.

boldface type Typography in which the
weight of the strokes comprising each
character is heavy when compared to the
regular- or normal-type face. Boldface
type is used for emphasis. It is sparingly
used within paragraphs to call attention
to a specific thought; and it is often em-
ployed as subheads following one para-
graph and preceding another. This usage
confers contrast and “color” upon the
type page or advertisement, serving as it
does to break up the monotone of the
printed text set in one weight by interject-
ing short phrases and sentences in a
heavier weight. When entire paragraphs
are set in boldface, however, there is a
danger that the copy may coagulate into

BONUS GOODS

a black mess difficult to read. The term is
frequently abbreviated to “bf” or “b.f.”

This is Garamond in its regular weight.
This is Garamond in boldface.

bond envelope See ENVELOPE.

bond paper A firm, relatively strong writ-
ing paper, the better grades of which are
used for business and social letterheads,
envelopes, deeds, and security certificates.
Other grades are used largely for office
forms, price lists, and processed letters.
Bond paper may be printed with type and
line plates by letterpress, and with half
tones by offset lithography.

bonus goods Merchandise given without
extra charge by a manufacturer to a re-
tailer who agrees to purchase a minimum
quantity of units in a special deal. In order

- to encourage dealers to buy larger quan-
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tities of merchandise, or to give them an
incentive to stock a new, untried product,
some manufacturers offer deals whereby
one or more units, called “bonus goods,”
are offered without cost should the dealer
order a specific minimum quantity of the
product.

A typical deal is expressed as “Order
1 doz., pay for 10 packages, receive 2
packages as bonus.” In many cases the
merchandise is quoted in terms of frac-
tions of a dozen, such as “Order 2 doz.
bottles, receive 2/12 doz. as bonus goods.”
This kind of offer is equivalent, of course,
to a price reduction as long as the offer is
extended, and it is often used as a sales
stimulator in the drugs and toiletries field.
Previously the term “free goods” was em-
ployed generally to denote this offer; how-
ever, the attitude of the Federal Trade
Commission toward the use of the word
“free” in cases where merchandise was
not actually offered without charge and
without obligation to purchase anything
has caused the word “bonus” to be sub-
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stituted, although the nature of the deal
remains the same.

bonus station See RADIO STATION.

book 1. A series of printed pages bound
together by saddle-wire stitching, side-wire
stitching, sewing, mechanical, or loose-
leaf binding, containing covers made from
the same paper used for the pages, or
covers of heavier stock or boards, and
employed for editorial or advertising pur-
poses.

2. The popular, advertising trade term
applied to any magazine considered as an
advertising medium by space buyers.

book end Paper used for the covering of
the inside of book covers.

booklet A series of printed pages bound
together in many cases by saddle-wire
stitching and covered with the same paper
used for the inside pages (called self-
covers), or with heavier stock or (in some
cases) boards. The contents of the booklet
may present an advertising message, in-
structions for product use, detailed infor-
mation about the advertiser’s service, an
annual report, editorial matter for house
organs, price lists, and such. The booklet
may be printed in one or more colors, and
may contain illustrations as well as type
matter.

boom A microphone stand or support
used in telecasting and so designed that it
is mobile and telescopic. Because the mi-
crophone must be kept out of the tele-
vision picture, it is placed over and in
front of the performer’s head during the
show. Since the actor may be required
to move, the boom is designed to move
backward, forward, and sideways. Also,
the microphone may be moved up or down
by telescoping the vertical support of the
boom, the raising or lowering being ac-
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complished with a crank. In this manner
the microphone may be moved to every
part of the stage as required by the move-
ment of the performer.

The proximity of the microphone to
the performer is particularly desirable in
television because if the voice is too weak
on account of its distance from the mi-
crophone, it cannot be transmitted prop-
erly. Amplification is not the best solution,
because any increase in volumé automati-
cally amplifies any alien and undesirable
sounds caused by movement about the
stage, the operation of the boom, and the
activity of the various personnel in the
studio.

boom man A trained television sound en-
gineer in charge of the operation of the
boom, a mobile, adjustable support for the
microphone that picks up the voice of the
television performer. By standing at the
base of the boom, the engineer is able to
keep the microphone in proximity to the
actor so that the proper sound volume is
maintained throughout the program.

border A line or decorative design sur-
rounding or partially surrounding the ele-
ments in a printed advertisement or in a
layout of an advertisement. A border may
consist of a regular line following the con-
tour of the advertisement, or it may be of
a highly decorative nature, consisting of
scrollwork, recurrent decorations, or other
designs. The device serves two important
functions: It sets the advertisement apart
from competitive messages that appear ad-
jacent to it in a publication; and it pro-
vides unity for the various elements com-
prising the advertisement by “holding
them together.”

A border may be drawn by an artist,
in which case it must be made into a print.
ing plate for reproduction. As an alter-
native, the advertiser may request a com-
positor to set a border during the process



of composing type for the copy which it
surrounds. These metal type borders are
available in either of two forms. The first
kind is the strip border, which comes in
lengths or strips and which can be cut to
size, the ends being mitered to form even
corners and joints. The second classifica-
tion consists of small single units of bor-
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der which must be individually set to
make up the required length. This kind
of border therefore demands a longer
time for composition, and the cost of
typesetting is increased accordingly.

Borders available from a composition
house are usually reproduced in the firm’s
catalogue of type faces, and are given
a number by which the advertiser may
designate the border desired. The size
or thickness of borders is specified by the
point system, one point being equivalent
to 1/72 in.

box holder A person to whom mail is
delivered at a post-office box (post-office
box holder); or at his home in a rural
area by a government carrier (rural route
box holder); or at his home in a rural
aiea by a private carrier (star route box
holder). The Post Office Department has
made available to direct-mail advertisers
a simplified method of reaching all rural
and star route box holders, and post-office
box holders at certain post offices. Under
this method it is not necessary to include
names, box numbers, or route numbers in
the addresses, but merely the designation
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BOX HOLDER

“box holder,” together with the name of
the post office and state, or the word
“local” instead. This uniform address can
be printed on the envelope, wrapper, or
matter itself when originally prepared.
This is known as the simplified form of
address.

When it is desired to reach all rural
route and star box holders on routes ema-
nating from a post office with letters, cir-
culars, and the like, each piece should be
addressed as follows:

Box holder Box holder

Local

(Post office and state)

These pieces should be put up in bun-
dles of 50, as far as practicable, each bun-
dle to be topped or labeled with slips
marked:

All box holders,
(Name of post office and state)

At offices not having city delivery serv-
ice, post-office box holders may be reached
similarly, the pieces being addressed:
Post-office box holder Post-office box holder

or
Local

(Post office and state)

In all cases the mailer should present a
sufficient number of pieces to serve every
box or patron on the routes to be served;
but when through inadvertence the num-
ber is not sufficient, the pieces are dis-
tributed as far as they will go and the
mailer is advised accordingly for his guid-
ance. Should any pieces be left they will,
if they bear a pledge to pay return postage,
be returned charged with the return post-
age computed on each individually ad-
dressed piece (according to Section 805,
Postal Laws and Regulations). If they do
not bear such pledge and are of no obvious
value, they will be disposed of.

In order to determine how many mail-
ing pieces should be prepared for circulari-



BRAD-VERN REPORTS

zation of box holders, mailers may consult
the U.S. Official Postal Guide, Part L. This
indicates the number of such box holders
residing in each area; contains instructions
to postal employees concerning domestic
mail matter; lists post offices; indicates
parcel-post zones; states rates, and so on.
The guide is published biennially in July
and can be bought by remitting $1.50 to
the Superintendent of Documents, Wash-
ington, D.C.

Brad-Vern Reports Annual reports on the
number of pages of advertising used dur-
ing the year by national advertisers in
each business paper appearing on their
schedule. Data are shown by companies
arranged in alphabetical order. The pub-
lishers of more than 600 business papers
cooperate by furnishing Brad-Vern with
page reports on their advertisers. The serv-
ice is sold on a subscription basis to agen-
cies, advertisers, and publishers, and is
underwritten by Printers’ Ink Publishing
Co. See also PUBLISHERS INFORMATION
BUREAU and MEDIA RECORDS, INC.

branch house An establishment main-
tained by a manufacturer or wholesaler,
detached from the headquarters establish-
ment and used primarily for the purpose
of carrying stock, selling, and delivering
merchandise. The branch house is distin-
guished from the branch office in that the
former is used for the physical storage,
handling, and delivery of merchandise,
while the latter is used for the purpose of
selling the product or service. Otherwise
the two are identical.

branch office See BRANCH HOUSE.

branch store A subsidiary retail business
owned and operated by an established
store and smaller than, or carrying a much
less extensive line of merchandise than the
parent store.
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brand A name, term, symbol, or design, or
combination of them which identifies the
goods or services of one seller or group
of sellers, and distinguishes them from
those of competitors. A brand may include
a brand name, a trade-mark, or both. The
term “brand” is sufficiently comprehen-
sive to include practically all means of
identification except perhaps the package
and the shape of the product. All brand
names and all trade-marks are brands or
parts of brands, but not all brands are
either brand names or trade-marks.
“Brand” is the inclusive, general term.
The others are more particularized.

brand name A brand or part of a brand
consisting of a word, letter, or group of
words or letters comprising a name which
identifies the goods or services of a seller
and distinguishes them from those of com-
petitors. The brand name is that part of
a brand which can be vocalized—the ut-
terable quality resident in it. For example,
the brand under which the Buick car is
sold is the name “Buick,” printed in script
and set in the familiar rectangle design
which usually appears somewhere on this
make of car. This combination also hap-
pens to conform to the legal requirements
of a trade-mark. The word “Buick” used
orally or set in any kind of type face,
whatever its surroundings may be, is the
brand name. This is true of the pronounce-
able part of it regardless of the presence
or absence of the usually accompanying
designs or symbols.

bridge A brief passage of music or a sound
effect placed between two dramatic scenes
in a broadcast for the purpose of indicat-
ing transition from one scene to another.

Bristol paper A relatively heavy and stiff
printing paper used for mailing cards, in-
dex cards, display cards, and related ad-
vertising pieces. Several kinds of Bristols
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are manufactured: (a) Plain Bristol, hav-
ing the surface appearance of English
Finish paper, but heavy in weight and
rigid. It may be used for printing of type
and line plates by letterpress. Some plain
Bristols are suitable for the printing of
half tones by offset. (b) Index Bristol, a
plain, tough, rigid paper made primarily
to serve for the cutout indexing dividers
in a card or letter file. (c) Coated Bristol,
a rigid paper coated for half tone print-
ing by letterpress. Some coated Bristols
may be printed by offset.

Bristols are used in the production of
announcements, business cards, catalogue
covers, die-cut direct-mail literature, dance
programs, self-mailers, inquiry cards, tags,
post cards, and for other matter requir-
ing a combination of flexibility and stiff-
ness.

broadcast 1. The dissemination of a pro-
gram or message by radio or television
waves. A radio broadcast may consist of
a program or announcement, either live
or transcribed. A television broadcast may
be a program or announcement, either live
or filmed. See also RADIO; TELEVISION.

2. To transmit a program or message
by radio or television waves. The term
arose as the result of the practice of the
United States Navy officials who ordered
naval messages “broadcast” to the vari-
ous fleet units during the early days of
radio communication.

broadcaster 1. The owner or operator of a
radio or television station or network.

2. One who delivers or sponsors a mes-
sage or program over a radio or television
station or network.

Broadcast Measurement Bureau A non-
profit, cooperative radio audience research
organization formed in 1946, dissolved in
1950, and governed jointly by the Na-
tional Association of Broadcasters, the
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American Association of Advertising
Agencies, and the Association of National
Advertisers. Each of these associations had
equal representation on the B.M.B. board
of directors, the members of which were
chosen by the associations and who repre-
sented their respective industries. B.M.B.
was the successor to the Cooperative Anal-
ysis of Broadcasting, a similar tripartite
organization that ceased functioning in
1946.

B.M.B. was formed to provide radio
audience measurements that were objec-
tive and unbiased; in which advertisers,
agencies, and broadcasters participated,
and which would be applied uniformly to
all stations and in all areas. The organiza-
tion was therefore designed to perform
for radio stations what the Audit Bureau
of Circulations did for newspapers and
magazines—the accurate determination of
“circulation” or extent of audience.

B.M.B. measured the size and deter-
mined the location of station and network
audiences. The methods and standards
used were evolved by advertisers, agen-
cies, and broadcasters with a view to being
of the greatest value to buyers and sellers
of time. The first nation-wide survey was
conducted in 1946. An interim measure-
ment was made in 1948 for stations order-
ing it, and in places where such measure-
ments were specifically ordered. The sec-
ond nation-wide survey was scheduled for
1949 and results were made available to
subscribers in February, 1950. The 1949
survey was based on the tabulation of
357,000 ballots—a 55 percent return on
652,000 mailed out to families in all U.S.
counties—and cost approximately $1,000,-
000 to undertake.

In deciding what techniques to use for
audience measurement, B.M.B. felt that
field strength measurements (see FIELD
STRENGTH) tell where a station could be
heard, not where it was actually listened
to. Advertisers and agencies insisted on
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“evidence of listening,” not being content
with evidence of “ability to hear” the sta-
tion by virtue of the station’s power. The
organization felt, too, that coincidental
telephone surveys such as C.E. Hooper
provided (see COINCIDENTAL TELEPHONE
TECHNIQUE and HOOPER RATING) were not
applicable uniformly throughout the coun-
try. Finally, it was felt that listening maps
based on the receipt of mail from listen-
ers (see MAIL-SURVEY MAP) did not do
justice to those stations in areas where
people were less prone to write, or to those
stations the programs of which did not
prompt listeners to respond.

The bureau ultimately decided to em-
ploy the measurement technique known as
the mail-ballot map. Briefly, this takes the
form of a questionnaire sent to hundreds
of thousands of radio-owning families.
The questionnaire asked listeners to indi-
cate the AM, FM, and television stations
to which they tuned at any time, and the
frequency (number of days per week)
with which they listened to those stations
during the day and at night.

After tabulating the returns, B.M.B. re-
ported the number of families that lis-
tened to each station and network one or
more days a week in every county and
city where at least 10 percent of the radio
families listened to the station or network.
Audiences were reported separately for
daytime and nighttime. In the 1949 study
this information concerning each station’s
“total weekly audience” was supplemented
with data on the number of families tun-
ing to the station each day, expressed as
its “average daily audience,” separately for
day and night. The extent of family listen-
ership was broken down according to three
standards: (a) listening six or seven days
or nights; (b) three, four, or five days or
nights; and (c) one or two days or nights.

The network figures showed “undupli-
cated audience,” the number of families
that listened to any of a network’s stations.
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Thus this figure was likely to be smaller
than the sum of the audiences of the sta-
tions comprising the network, depending
on the number of families who listen to
two or more stations included in the net-
work system.

B.M.B. issued its findings in three
forms: Station and Network Audience Re-
ports; Station Area Report; Network Area
Report. Each Station or Network Audi-
ence Report showed all the counties and
cities in which the station or network was
listened to by 10 percent or more of the
radio families. Opposite each such place
was shown the total radio families and
the station’s or network’s day and night
audiences, expressed numerically as a per-
cent of radio families. The report also
contained daytime and nighttime audience
maps showing where the station or net-
work had its audiences as determined by
B.M.B. data.

The Station Area Report showed for
each county and city the audience data
for stations that were listened to by 10 per-
cent or more of the radio families. The
Network Area Report showed the same
data for networks, both national and re-
gional.

B.M.B. information was used by ad-
vertisers and agencies in buying time; by
stations, networks, and radio station rep-
resentatives in selling time. The figures
were used not only to determine what
stations to use, but also to decide whether
to use radio in preference to other types
of media. Advertisers and agencies com-
pared stations with respect to total audi-
ences, home-city audiences, audience
areas, and cost of reaching a thousand
families. They compared a single high-
power station with a group of smaller
stations, and they noted where a network
was weak so that it required a supplemen-
tary spot campaign. They also made inter-
nal analyses of an individual station’s audi-
ence. Promotion of stations and networks



directed toward time buyers was also based
on B.M.B. data.

The figures permitted the local and
regional advertiser to buy time with
greater confidence, knowing that the sta-
tion’s audience area matched his sales
area. He could determine the degree of
listenership for each station or network
within his sales area, and its “spill-over”
outside that area. A regional advertiser
was able, with B.M.B. data, to convince
dealers that his radio advertising reached
their customers.

Any AM, FM, or television station or
network in the United States could sub-
scribe to B.M.B. service. Subscribers were
entitled to participation in the nation-wide
surveys. Every subscribing station and
network received copies of its own Audi-
ence Report, Station Area Report, and
Network Area Report. The Station and
Network Area Reports and the reports of
individual stations and networks were
available by purchase to anyone, such as
advertisers, agencies, and station repre-
sentatives. Every agency member of the
American Association of Advertising
Agencies and every advertiser member of
the Association of National Advertisers
received a complimentary copy of the
Station and Network Area Reports. The
subscription fee was based on the sub-
scriber’s income for the preceding calen-
dar year, according to a sliding scale.

B.M.B. discontinued its operation and
was permanently dissolved in July, 1950,
after the completion of its second study
of station audiences, and was succeeded
by Broadcast Audience Measurement
(BAM).

Broadcast Music, Inc. A music perform-
ing-right society the members of which
are music publishers. The organization
licenses radio and television stations to
play those compositions copyrighted by
members. Other licensees of B.M.L. are
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BROADSIDE

hotels, night clubs, ballrooms, skating
rinks, amusement parks, restaurants, and
wired music service organizations.

B.M.I. owns Associated Music Pub-
lishers (A.M.P.), and licenses all stations
and other music users (who are already
licensed to play B.M.I. music) to broad-
cast the A.M.P. repertory at no extra
charge. See also PERFORMING-RIGHTS
SociETY.

broadside A single sheet of advertising
literature of comparatively large size
printed in one or more colors on rather
heavy white or colored stock, folded at
least once, and designed to deliver a
forceful impression by virtue of its size
and bold display of type and illustrative
matter. Frequently the broadside, laid out
flat, is folded once from top to bottom,
again from left to right, and again from
top to bottom, so that the reader views
four progressively larger areas as he un-
folds the piece. If the broadside is a self-
mailer, the face may bear the advertiser’s
name and address, corner card copy, the
name and address of the recipient, and
postage indicia. The back panel may be
used also to carry an advertising message.

The broadside may also be mailed in
an envelope or delivered personally as
part of a direct advertising program. It
is usually employed when the advertiser
requires a large area in which to tell his
story, illustrate his product and its uses,
and generally to impart a hard-hitting
blow in behalf of his selling effort.

To facilitate response to the mailing,
a business reply card may be tipped in
with a sticker on the inner sheet; or the
card may be printed directly on the broad-
side and its edges perforated for con-
venient detachment and mailing. As an
alternative, an order form may be printed
on the sheet, to be clipped and mailed in
an envelope.
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brochure A booklet the production of
which is usually considered to be more
expensive than that for the ordinary book-
let in respect to quality of paper, method
of printing, use of color and illustrations,
kind of binding, and such items. The word
is derived from the French brocher, “to
stitch,” and was originally applied to a
booklet bound by stitching. However,
other methods for binding may be em-
ployed, such as spiral binding.

broken type Metal typographic charac-
ters such as letters of the alphabet and
numerals which have been damaged or
broken so that they are not suitable for
printing. Broken type usually evidences
itself when it appears in printed form on
a sheet of paper such as a proof. When
an examination of the printing reveals
that characters are damaged or broken,
the symbol x is written in the adjacent
margin and the character is underlined,
or a line is drawn through it. This serves
as an instruction to the typesetter that
perfect characters should be substituted
for the broken type. The terms “battered
type,” “batter,” and “broken type” are
used synonymously. See PROOFREADER’S
MARKS.

broker An agent who does not have direct
physical control of the goods or services
in which he deals, but who represents
either buyer or seller, and does business
for his principal. His powers as to prices
and terms of sale are usually limited by
his principal.

In some cases brokers are independent
agents who contact various firms for the
purpose of obtaining orders for service
which they fill by going to a supplier. In
order to obtain the best price possible the
broker may ask several suppliers for bids.
For example, printing brokers obtain or-
ders from advertisers and other business
firms for printing jobs, the servicing of
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which they undertake by having a printing
house perform the actual work. The
broker is paid by the customer, and in
turn pays the printer, who gives the broker
a commission. In some cases the broker
simply retains the difference between what
the customer paid him and what the sup-
plier charges the broker. The system of
radio station representation (see STATION
REPRESENTATIVE) is a direct outgrowth of
brokerage practice.

bronze proof See ACETATE PROOF.

brush An artist’s drawing instrument con-
sisting of a handle (usually of wood), a
group of individual hairs, and a ferrule
(usually of metal) which binds the hairs
to the handle. Brushes of better quality
are usually made of red sable, the hair
of which is characterized by glossiness
and softness. Less costly hairs include
those of the black sable, squirrel, weasel,
and ox. Camel hair is not actually used
in the manufacture of brushes—although
the designation is used indiscriminately in
reference to the hair of other animals—
because it is too kinky and coarse.

buckeye Characterized by the use of un-
sophisticated copy and, particularly, lay-
out techniques. The term is popularly and
derogatorily applied to printed advertise-
ments in which prolific use is made of dis-
play type, reverse plate treatment, strong
selling copy, directional arrows or other
decorations, and a generous incorporation
of copy and layout elements without par-
ticular regard to unity and balance.

budget See ADVERTISING APPROPRIATION.

bulk mailing The mailing of third-class
matter weighing 20 1b. or more, or in
quantities of 200 pieces or more, at a spe-
cial bulk rate lower than the rate estab-
lished for regular third-class mail. For a



listing of the requirements for bulk mail-
ing, refer to SECTION 34.66, POSTAL LAWS
AND REGULATIONS. Bulk mailing may be
made under a special permit issued by the
postmaster. Uncanceled stamps may not
be used on such mail. See also THIRD-
CLASS MAIL.

bulk sales Sales of copies of a publication
in quantity made to one purchaser to be
given free by him or on his order to a
number of recipients. The information
for the bulk sales of any publication is
detailed in the Audit Bureau of Circula-
tions reports for member publications. See
AuDIT REPORT.

bulldog edition A popular term for a
Sunday edition of a newspaper distributed
through outlying districts far from the
city of publication and placed on sale
prior to Sunday. A bulldog edition may
also be an edition of a daily morning
paper distributed the evening before the
date it bears.

While the bulldog edition of a morning
daily is usually sold only on the streets of
the city of publication, the Sunday bulldog
edition is often printed as early as the
Tuesday preceding the date it bears and
is sent to far-distant points for sale before
the Sunday date of publication, in many
cases as far ahead of its date as Thursday
or Friday. The origin of the term is un-
certain. One explanation is that it came
about when three New York City news-
papers—the World, Herald, and Journal—
introduced these early editions years ago
and “fought like bulldogs” over them.

bulletin-spectacular See SEMI-SPECTACU-
LAR,

bull pen A staff of hand-letterers, re-
touchers, and artists capable of executing
finished art work, maintained within an
advertising agency under the supervision
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of an executive for the purpose of per-
forming whatever work may be required
by the agency’s clients. The availability
of a bull pen relieves the agency’s art
director of details inherent in dealing with
independent art services, and permits work
to be processed with greater dispatch and
efficiency. The pen is actually an art studio
within the agency, and frequently contains
artists specializing in specific techniques.
They may be fashion illustrators, “pack-
age” or “animal” specialists, or hand-
letterers. Supplementing these may be one
or more all-around artists capable of turn-
ing out general art work not requiring
special talent; and one or more paste-up
men for the assembly of finished work
preparatory to reproduction.

The pen may be called upon to prepare
comprehensive layouts, effect changes in
finished art, prepare charts and diagrams
for the research or new-business depart-
ments, and produce story-boards for tele-
vision commercials. The group also serves
as a training ground for those promising
artists who may be looking forward to
promotion as one of the agency’s art di-
rectors.

buried Completely surrounded by adver-
tisements. An advertising message so in-
serted in a publication page that other
advertisements adjoin it on all four sides
is said to be “buried.” Tt is buried also
when it appears in a bottom corner of the
page with advertisements above and to
one side of it. Such location is generally
considered to be undesirable because the
buried message is not likely to be seen,
with the result that its readership is ad-
versely affected. Also, the adjacent adver-
tisements compete for the reader’s atten-
tion and may therefore decrease the
effectiveness of the buried message.
The danger of having an advertisement
placed in a buried position occurs when
r.o.p. space is bought by the advertiser.
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See RUN OF PAPER. The publisher places
the message anywhere within the publi-
cation at his discretion, and so it may
appear either buried or adjacent to edi-
torial matter. Some newspapers will place
an advertisement adjacent to editorial
matter at preferred position rate, which
means that the advertiser must pay a rate
higher than the r.o.p. rate for the service.
See also POSITION.

buried offer A statement, usually found
near or within the final paragraph of a
publication advertisement, in which the
advertiser offers to send a booklet, sample,
or information to readers who request it.
Because the offer is deliberately placed
deep within the advertisement and is not
given any degree of prominence, it is said
to be “buried” or “hidden.” That is, a
reader who cursorily glances at the ad-
vertisement is not likely to notice the
offer.

Because a request for the buried offer
by a reader is an indication that he has
read through the entire advertisement, the
technique is usually employed as a device
to determine the extent of readership for
the advertisement. Readership, in turn,
may be correlated with the effectiveness
of the message, particularly the headline.
If the headline—and possibly the illustra-
tion—were not sufficiently powerful to
attract the reader and to invite him to
read further, he would not have reached
the offer and therefore would not have
responded to it.

Another purpose of using the technique
is to eliminate all readers who have no
basic interest in the advertiser’s message
and who may respond to the offer only
because they can obtain a sample or
collect advertising literature. Children,
students, and lonely people who like to
receive mail are three classes of respond-
ents to offers which do not inherently
concern them. The advertiser who em-
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ploys the technique therefore assumes that
readers who are not interested in the
message as presented by the headline,
illustration, and initial body copy will
never reach the paragraph containing the
offer. Consequently those requests which
are received may be assumed to emanate
from interested prospects.

Naturally the advertisement containing
the offer must not incorporate a coupon,
which is an instant indication to readers
that something is being offered. If the
word “free” is employed within the body
copy, it should not be given undue promi-
nence, since emphasis would only cause
the offer to be noticeable without the
necessity of reading through the message.
Similarly, the word “free” should not be
incorporated in the headline, subhead, and
initial body copy.

burnishing Rubbing down and flattening
the tops of metal half-tone dots in a
photoengraved printing plate for the pur-
pose of darkening the area which would
otherwise be printed in a lighter tone
when inked and impressed on paper.
Half-tone engravings consist of dots or
small metal projections rising from the
base of the metal. When these relief pro-
jections are inked and printed, the result
is the reproduction of original copy that
had been photoengraved. However, when
an error has been made during the photo-
graphic or photoengraving process, some
areas print up lighter than they should.
In order to obtain darker printing,
burnishing is employed. A smooth, flat-
edged tool called a burnisher is used to
rub down the heads of the dots in the
area to be darkened. The rubbing down
results in a mushrooming out so that the
heads are larger. This in turn presents a
larger printing surface; when the plate is
inked, a greater area of ink is deposited
on the paper to yield a darker effect.
However, burnishing also results in re-



ducing the height of the dots, so that a
shallower impression is consequently
made. Excessive burnishing may prevent
any printing from being performed by
that portion of the plate.

business paper A periodical in which the
editorial matter is devoted to the interests
of a particular industry, business, or voca-
tion. Business papers are published to in-
terest such readers as retailers of specific
kinds of products, buyers of wholesale
merchandise, architects, brewers, engi-
neers, foreign traders, restaurant man-
agers, publishers, printers, and others.
Typical publications include American
Builder, Railway Age, Electrical Whole-
saling, Oil and Gas Journal. A listing of
business papers in the United States and
Canada may be found in Standard Rate
& Data Service for Business Papers.

The terms “business paper,” “trade
paper,” “trade journal,” and “business
publication” are used synonymously.

business reply card A mailing card bear-
ing specially printed indicia conforming
to the provisions of Section 34.9, Postal
Laws and Regulations, under which such
cards may be returned as first-class mail
to the advertiser without payment of
postage by the person to whom the card
was sent. The business reply card may be
sent to prospects by mail or may be dis-
tributed outside the mails. It may form
part of a direct-mail enclosure, or appear
as the reply portion of a double post card
(see DOUBLE POST CARD). It may be pre-
pared as a detachable segment of a maga-
zine publication advertisement appearing
on one of the covers where the stock is
heavy enough for mailing. It is also found
as part of a blotter which may be de-
tached from the blotting stock for mailing
(see BLOTTER). It may be inserted in a
pocket stapled to a car card in subway,
bus, or trolley, to be withdrawn by pros-
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pects and mailed to the advertiser (see
TAKE-ONE).

The card may be used by prospects as
a means of ordering merchandise, or to
request further information from the ad-
vertiser. Because postage has been guaran-
teed by the advertiser, and the card already
bears his address, the prospect can mail
the card without stamping or addressing.
When the postman delivers such cards to
the advertiser, 3 cents per card is col-
lected—2 cents for postage and 1 cent for
the service. When the cards have been
prepared for return by air mail, the regu-
lar air-mail rate plus 1 cent is collected
on delivery.

Business reply cards must conform to
the conditions prescribed for post cards
or private mailing cards, and therefore
may not be smaller than 23 by 4 in,
nor larger than approximately 3 9/16 by
5 9/16 in. They may be printed in two
or more colors, but must be made of card-
board stock of quality and weight sub-
stantially similar to the government postal
card.

Advertisers desiring to send out busi-
ness reply cards for return to them under
the provisions of Section 34.9 must apply
on form 3614 to the postmaster at the
office to which the cards are to be re-
turned. At the time of application the
advertiser should have a printer’s proof
of the face of the card. If this is approved,
a permit number is issued without charge,
to be inserted in the indicia appearing on
the address side of the card. After setting
this permit number, the printer may be
instructed to proceed with the printing.

The Post Office makes exact provision
for the appearance of the face of business
reply cards. The advertiser may use one
of the forms shown on page 72. When
form B is adopted, the indicia at the top
in the left and right corners should be
printed in circles within solid or shaded
squares. The bars at the right side should



BUSINESS REPLY CARD

extend to within ¥ in. of the right edge
of the card. Illustrations, designs, trade-
marks, emblems, or copy are not per-
mitted on the address side, and nothing
should appear in connection with the ad-
dress except that which is necessary to
effect delivery of the card.

When form A is used, the word “From”
together with blank lines for the insertion
of the name and address of the sender

1

BUSINESS REPLY CARD

No Pastage Scamp Nocesmary If Maled fa the Usimd Scsoss

2c- POSTAGE WILL BE PAID BY -

D H. AHREND CO., INC.
328 EAST 44th STREET
NEW YORX 17, N. Y.

BUSINESS REPLY CARD (A) AND
ENVELOPE INDICIA (B)

Either form may be used for business reply
cards and envelopes prepared by the adver-
tiser for return to him under Section 34.9
(formerly Section 510) of the Postal Laws &
Regulations. When envelopes are prepared
the boxed copy should read “Business Reply
Envelope.” When cards are prepared the
boxed copy should read “Business Reply
Card.”

Cards and envelopes may be prepared for
return via air mail, in which case they must
bear, in addition to the prescribed indicia,
the words ‘via air mail,” which should be
printed in bold letters on the right portion
of the address side above the name of the
addressee and adjacent to the heavy short
lines along the right edge. The form of busi-
ness reply card or envelope which includes
the amount of postage to be collected should
be used and the proper amount at the air-
mail rate plus one cent should be shown, as
for example:

“6¢—POSTAGE WILL BE PAID BY—

In order that business reply cards and
envelopes intended for return by air mail
may be readily identified, red and blue paral-
lelograms should be placed around the edges
of cards and envelopes.
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may be placed in the upper left corner
of the address side, but such lines should
not extend into the space within 3% in.
from the right, which must be reserved
for the postmark and indicia.

Cards may be distributed in any quan-
tity and in any manner desired except for
the purpose of locating delinquent debtors.
They may not be attached to parcels of
merchandise or other matter either for
the purpose of carrying messages or
merely as address tags or labels without
prepayment of postage. They may not be
used to return parcels of merchandise or
other articles without prepayment of the
required postage on both the cards and
the parcels. They are accepted for return
mailing at all post offices in the United
States and its possessions except the Canal
Zone. They should not be sent to any
foreign countries, including Canada, Cuba,
Mexico, the Philippine Islands, and Pan-
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ama, as they cannot be returned from any
foreign country without prepayment of
postage.

Business reply cards prepared for re-
turn by air mail should bear the words
“via air mail,” which should be printed
in bold letters on the right portion of the
address side above the name of the ad-
dressee and adjacent to the heavy short
lines along the right edge of the address
side. In order that business reply cards
intended for return by air mail be readily
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Sterling National Pank & Trust (ompany

BROADWAY AT 307T= STREET
NEW YORK 8, N ¥

fr1es Corado
) Tabasco Sb-
¢ York 6, N.X-

Ootober 19, 1948

4

Hore are two services offered by Sterling Hational Bank vhioh are
widely used b of their ience, safety and low oost.

Should you wish to make use of these facilities, kindly remove the
attached card, check the service in whioh you are interested, and drop the
oard in the nearest mail box -- no postage roquired.

Please acoept our assurance that we shall welcome the opportunity to
serve you.

Sinceroly yours,
Joseph Downing
Assistant Cashier

A sales letter with a built-in reply card. The prospect’s name and address appearing on the
card also serve as fill-in for the letter. Since the reverse side of the card bears business repl
card indicia, the prospect need not stamp the card before mailing. The edge of the card is
pasted to the upper edge of the letter so that the name and address show through the die-cut
window of the letter.

Courtesy of TESTED SALES PRODUCERS, INC., NEW YORK
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identified, the red-and-blue parallelograms
forming a part of the distinctive design
which has been approved for air-mail
cards should be placed around the edges.
The card should show the amount of
postage at the air-mail rate plus 1 cent.

If a card that is to be returned is pre-
pared as one half of a double post card,
such cards must be so arranged that the
return address appearing on the front or
address side of the business reply card is
on the inside when the double card is
folded and mailed. If this is not done,
confusion between the two addresses ap-
pearing on the visible faces of the cards
may result and cause a delay or nonreceipt
of the mailing.

When large concerns having branches
or dealers throughout the country desire
to distribute business reply cards from
their main office to be returned to such
dealers or branches, the distribution may
be made under permits obtained at each
of the offices to which the cards are to
be returned, or under one permit issued
at the post office where the main office is
located. If no business reply cards are re-
turned and delivered to the permit holder
for a period of a year, the permit will be
canceled.

A permit obtained for the issuance of
cards may be used also for business reply
envelopes and business reply labels. See
also SECTION 34.9, PosTAL LAws AND
REGULATIONS; BUSINESS REPLY ENVELOPE;
BUSINESS REPLY LABEL.

business reply envelope An envelope bear-
ing specially printed indicia conforming
to the provisions of Section 34.9, Postal
Laws and Regulations, under which such
envelopes may be returned as first-class
mail to the advertiser without payment
of postage by the persons to whom the
envelopes were mailed or delivered. The
business reply envelope may be sent by
the advertiser as a direct-mail enclosure
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to encourage a reply by the recipient, who
may then enclose a letter or order form
requesting merchandise or further infor-
mation from the advertiser without pay-
ment of postage or addressing.

When the postman delivers the envel-
opes to the advertiser, the regular first-
class rate plus 1 cent as a service fee is
collected. Business reply envelopes pre-
pared for return by air mail require pay-
ment of the regular air-mail rate plus 1
cent to be collected upon delivery. Envel-
opes must bear on their face specified
indicia, consisting of one of the forms
illustrated.

No extraneous matter may appear on
the face. When form A is used, the word
“From” together with blank lines for the
insertion of the name and address of the
sender may be placed in the upper left
corner of the address side, but such lines
should not extend into the space within
3% in. from the right end which must
be reserved for the postmark and indicia.

When form B is adopted, the indicia
at the top in the left and right corners
should be printed in circles within solid
or shaded squares; the printing may be in
two or more colors. The bars at the right
side should extend to within % in. of the
right edge of the envelope. Illustrations,
designs, trade-marks, emblems, or copy
are not permitted on the address side, and
nothing should appear in connection with
the address except that which is necessary
to effect delivery of the article.

Persons desiring to send out business
reply envelopes for return to them under
the provisions of Section 34.9 must apply
on form 3614 to the postmaster at the
office to which the envelopes are to be
returned. The advertiser must show a
printer’s proof of the face of the envelope.
When approval is obtained, the post office
issues a permit number without charge.
The printer may then be instructed to
insert the permit number in its proper



place on the face, and proceed with the
printing.

Envelopes may not be used to attach
to parcels of merchandise or other matter,
either for the purpose of carrying mes-
sages or as address tags or labels without
prepayment of postage. They may not be
used to return parcels of merchandise or
other articles without prepayment of the
required postage on both the envelopes
and the parcels.

The same regulations concerning distri-
bution, period of nonusage, foreign mail-
ing, and branch office mailing applying to
the use of business reply cards apply also
to business reply envelopes. A permit ob-
tained for the issuance of envelopes may
be used also for business reply cards and
labels. See also BUSINESS REPLY CARD;
BUSINESS REPLY LABEL; SECTION 34.9,
PosTAL Laws AND REGULATIONS.

business reply label A label bearing spe-
cially printed indicia conforming to the
provisions of Section 34.9 of the Postal
Laws and Regulations, under which cards
and envelopes bearing such labels may be
returned to the advertiser without prepay-
ment of postage by the person to whom
the label was sent or who clipped the label
from the publication advertisement con-
taining the label. Labels bearing prescribed
business reply indicia may be printed in
newspapers and magazines, to be cut out
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and affixed to plain envelopes or to cards.
Labels may also be enclosed in direct-
mail literature for application to cards or
envelopes for return to advertisers. Such
labels may be gummed.

Since the affixation of a business reply
label by a prospect or customer avoids
the necessity of his stamping or addressing
the card or envelope destined for the
advertiser, response is encouraged and
business activity increased accordingly.
However, labels are not used very fre-
quently for such purposes; most adver-
tisers enclose either a business reply card
or envelope for the convenience of the
recipient. Indicia for labels are illustrated.

The procedure in obtaining a permit to
use labels is identical to that for business
reply cards and envelopes, and the same
regulations apply. For information con-
cerning this procedure, refer to BUSINESS
REPLY CARD and SECTION 34.9, POSTAL
LAWS AND REGULATIONS. See also BUSINESS
REPLY ENVELOPE.

buying power See PURCHASING POWER.

by-line Credit for authorship consisting
of a line beginning with “by” and fol-
lowed by the name of the author of a
story or article appearing in a publication.
The by-line follows the title or headline
and precedes the main body of text.



calendar A tabular arrangement of the
days, weeks, and months for one or more
years, printed in various physical forms
along with an advertising message which
can be kept before the recipient for a
relatively long time. The calendar repre-
sents utilitarian value to the advertiser’s
prospect or customer; therefore when it
is accompanied by an advertisement or
the advertiser's name and address, it
serves to expose such information repeat-
edly to the user. Also, the life of the
message lasts for as long a period as the
calendar is used—a period which usually
exceeds the life of most media.

The calendar and its message may be
printed on the reverse side of blotter stock
and distributed, so that a double utili-
tarian value is obtained. It may appear
in the form of a sheet of heavy paper or
cardboard to be hung on the wall, in many
cases accompanied by a photograph or art
work. It may be printed with its message
in a small notebook, diary, or address
book given to prospects and customers as
gifts. It is sometimes found printed on
rulers which are used as advertising media.
Another form is the small plastic card,
about the size of a business card; one side
bears the name and business classification
of the advertisers, the other incorporating
the calendar.

Because of its relative lack of space
available for copy, the message appearing
on the calendar is usually of a reminder
nature. Many advertisers use the device
as a prestige builder and as a supplement
to other forms of advertising,

Research undertaken by Edward Stern
and Company, Inc., concerning the atti-
tude of industrial and business executives

C
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toward wall calendars reveals the follow-
ing preferences:

(a) Wall calendars are very favorably re-
ceived. They find their way into a great many
private and general business offices. About
half of the executives questioned receive so
few calendars that they use every one sent
them; the rest receive enough to permit them
to be selective, and retain only the best.

(b) Calendars designed to reach the execu-
tive directly must be of high quality, both
from the artistic and utilitarian standpoint.
Calendars that advertise products of wide-
spread appeal may be effective even when the
quality is mediocre, since most executives
pass along surplus calendars, not discarding
them entirely.

(c) A calendar designed to appeal to the
largest possible audience would approximate
the following: It would be 8% by 11 in. or
larger, with half (or less than half) of its
space devoted to the illustration, and at least
half to the calendar pad itself. Each of its
12 sheets would carry the previous and com-
ing month as well as the current one, and
each would bear a different illustration. It
would be colorful, but of very practical de-
sign, and have nonindustrial illustrations—
preferably “fine art” reproductions.

calendered paper Paper which has been
given a highly polished and smooth sur-
face by being passed through a series of
rolls which serve to soften and press the
paper. These rolls, called “calenders,”
consist of alternate steel cylinders and
compressed cotton cylinders. Calendering
a roll of paper is like pressing a garment.
The cotton rolls serve as the ironing
board, while the steel rolls represent the
iron, steam being used to soften the paper.
Only one side of the sheet of paper is
calendered in one operation. This side



comes in contact with the revolving steel
roll, which irons the surface. After one
side of the paper has been processed, the
sheet is reversed, and the other side re-
ceives the same treatment. Calenders re-
quire skillful operation because insuf-
ficient calendering causes underfinished
paper, and excessive calendering “burns”
the paper, dimming its bright color, and
giving it a speckled appearance. The
amount of calendering applied to paper
varies with different grades and depends
upon the finish required.

call letters A group of alphabetic letters
assigned to a radio or television station
by the Federal Communications Com-
mission as a means of identification
and official designation. By international
agreement call letters of Canadian sta-
tions begin with C and Mexican stations
with X. Newfoundland stations start with
V, whereas stations in the United States,
Alaska, and Hawaii are assigned call let-
ters beginning with either W or K. U.S.
stations east of the Mississippi are as-
signed W and those located west are given
K as the initial letter. A few existing call
signals, such as KDKA in Pittsburgh, are
at variance with this system because the
stations were licensed before the assign-
ment plan was adopted. Since many AM
broadcast licensees also operate FM and
television stations, a practice has been to
use the call letters of the AM station fol-
lowed by a dash and “FM” or “TV” as
the case may be.

Most of the early broadcast assignments
were for three letters. This combination
became exhausted, making it necessary to
add a fourth letter. Although some sta-
tions retain three-letter calls, the com-
mission now permits the continued use of
such signals only in cases where good will
is attached to their long use.

Under international agreement the first
letter or the first two letters of a radio
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call signal indicate the nationality of the
station. The United States is allotted three
initial letters, N, K, and W. Those begin-
ning with N are for the use of the Navy
and Coast Guard, and K and W are shared
by other broadcasters, both governmental
and commercial. Because of the call-letter
shortage the letter 4 has also been em-
ployed. Call letters sometimes possess a
significance. WEVD in New York was
named for Eugene V. Debs. WIAX indi-
cates Jacksonville, Fla.,, and WKAT in
Miami reflects the name of the owner,
Katzentine. During the infancy of broad-
casting the demand for call letters having
a special significance reached its climax
in the selection by the Detroit Police
Department of KOP. This brought a flood
of requests for letters embodying the
initials of places, names, or slogans. Thus
WRC became the Washington station of
the Radio Corporation of America.
WGN was assigned to the “World’s
Greatest Newspaper”—the Chicago Tri-
bune, WCCO to Washburn Crosby Co.,
and WACO to the city of that name in
Texas. A Miami Beach station operator
selected WIOD, meaning “Wonderful Isle
of Dreams.”

Federal Communications Commission
regulations for broadcast stations require
that the station make an identification
announcement consisting of its call letters
and location “at the beginning and ending
of each time of operation and during
operation (a) on the hour and (b) either
at the half hour or at the quarter hour
following the hour and at the quarter
hour preceding the next hour.” However,
this rule is subject to qualifications. For
example, “such identification announce-
ment need not be made on the hour when
to make such announcement would inter-
rupt a single consecutive speech, play,
religious service, symphony concert, or
operatic production of longer duration
than 30 min. In such cases the identifica-



CAMERA COMPOSITION

tion announcement shall be made at the
beginning of the program, at the first inter-
ruption of the entertainment continuity,
and at the conclusion of the program.”

Some foreign stations are assigned call
letters which include numerals, such as
LR2 in Buenos Aires and CB68, Valpa-
raiso.

camera composition A method of photo-
graphically reproducing original display
lettering for subsequent use as copy to be
reproduced by letterpress, lithography, or
gravure printing. Instead of ordering
original hand lettering from an artist, it
is possible to obtain hand-lettering effects

BUTCH SAID SO!
BUTCH SAID SO!
BUTCH SAID SO!

®
Thinning or weighting by photographic meth-
ods may be applied to any lettering, type, or
design. The first line in the example above
represents original copy; the second line
shows how the same copy appears when
thinned, and the third line when weighted.
Notice that the width of each line remains
constant. (See CAMERA COMPOSITION.)

Courtesy of the FotoFLEx Co., New York.

by a method known as photocomposing
or camera composition. Firms that oper-
ate this service have available original
hand-lettered master alphabets of varied
designs. Each character is photographed
and retained in negative form. Whenever
copy, such as a headline, is desired in
any hand-lettered face, the corresponding
characters in negative form are photo-
graphically printed on paper to yield the
reproduced hand-lettered headline. The

78

clear, sharp photographic print is then
delivered for reproduction by any of the
printing processes. The firm usually issues
a catalogue showing the various styles of
hand-lettered alphabets available for any

FOR SHIPBOARD COMFORT
FOR SKIPBOARD LOMFORT
TIR TRHIPRUMRND thwthwNt

Original copy as shown in the first line can
be photographically slanted in either direc-
tion as desired. Also, during the process of
italicizing the height of the original copy may
be retained, increased, or decreased. (See
CAMERA COMPOSITION.)

Courtesy of the FotorLex Co., New York.

FINEST IN THE WORLD
FOCIESY 063 UE WG
EINESTRINRTHERWORLD

Outlines and cast shadows can be applied

photographically to any original copy, as

represented in the first line. The depth of the

shadow and the weight of the outline may be

controlled to follow a submitted tracing of

the effect desired. (See CAMERA COM-
POSITION.)

Courtesy of the FoTorFLEX CO., New York.

copy so that a selection by number or
title may be made. Lettering may be or-
dered in any combination of stock faces.
It is also advisable to send the firm, in
addition to the copy in written or type-
written form, a simple layout indicating
the required height and width in inches
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(just an exhibit.) The Gardmner
organization is experienced in
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sive presentations whether a
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is needed.

PERSPECTIVES

Perspective effects may be obtained photographically from master alphabets, hand-lettering,
or type proofs. (See CAMERA COMPOSITION.)

Deeplreeze

HOME FREEZER

Deepireeze

HOME FREEZER

Deeplreeze

HOME FREEZER

REPROPORTIONING

The width of the copy has been retained
but the height varies. (See CAMERA COM-
POSITION.)

Courtesy of the FOTOFLEX Co0., New York.

and the approximate spacing between
characters and words.

The use of camera composition repre-
sents a saving over the cost of ordering
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Courtesy of the FOTOFLEX Co., New York.

original hand lettering, and the required
copy can be reproduced by camera com-
position in a shorter time, usually, than it
would take an artist to turn out the same
work. Photocomposed copy may be set
on a curve, and it may be photographically
reproduced in reverse effect—that is,
white on black.

It is also possible, by the photographic
method, to change the proportion of origi-
nal copy so that it is made heavier, thin-
ner, more eclongated or flatter, given a
shadow or outline effect, italicized or
slanted backward, set in perspective, and
S0 on. See REPROPORTIONING,

camera lucida An instrument invented by
Dr. Wollaston in 1831, used for copying,
enlarging, and reducing drawings, and
consisting essentially of a support for the
subject to be copied, and a prism. A draw-
ing, photograph, or other object to be
copied, drawn in perspective, enlarged, or
reduced is placed on a vertical board in
front of the instrument. Rays of light
reflected by the object are deflected by a
prism into the viewer’s eye so that an
image appears on a sheet of paper placed
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beneath the prism. As the eye peers down-
ward into the prism from above, it sees
the reflected image in its desired size as
though it were on the paper. The artist
is then able to trace the outline of the
image. The size of the reflected image
may be varied by changing the distance
of the object from the prism, and the
height of the prism above the drawing
board.

The instrument is popularly called a
“lucy,” the shortened form for “lucida,”
and is used generally by layout men and
artists. For example, it may be planned
to incorporate a photograph in a publi-
cation advertisement. The size of the ac-
tual photograph is twice the size it will
take when reproduced. In preparing a lay-
out for the advertisement the artist can
use the camera lucida to trace the photo-
graph in the size it will ultimately take—
one half the original size.

campaign A series of advertising messages
disseminated through one or more chan-
nels of communication and often coordi-
nated with other promotional and mer-
chandising activities for the purpose of
achieving a specific sales. objective. The
elements that combine to make up a cam-
paign are:

(a) Determination of Objective. This
may be, for example, the introduction of
a new product; the expansion of the dis-
tribution of an established product by
procuring additional dealers; the building
of product prestige in the minds of con-
sumers; meeting a threat of trade compe-
tition; increasing the frequency of unit
purchases; or any combination of these.

(b) Allocation of the Advertising Ap-
propriation. The sum of money derived
from capital assets or from profits makes
up the appropriation for advertising dur-
ing any specific period. It may be based
upon the task method, the arbitrary
method, or the percentage method (per-
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centage of previous year’s sales or the
estimated sales for the coming year), or
any combination of these methods. See
ADVERTISING APPROPRIATION.

(c) Research. This may encompass a
study of market conditions; product sala-
bility; consumer buying habits; packaging;
the suitability of specific media in reaching
desired prospects; the identification of
those people among the general popula-
tion who are prospects for the product;
copy testing of appeals, illustration, pre-
mium offer, layout, and other elements.

(d) The Definition of the Area in
Which the Campaign Is to Run. This may
be national, regional, or local. If the
product is to be tested first, a localized
campaign may be run initially so as to
obtain the most effective elements for in-
clusion in the major campaign, which may
be national in scope. If a new product is
to be introduced, a local area may be
selected as the focus, from which distri-
bution may be generated regionally and
then nationally; or the campaign may
break nationally, appearing in media with
national coverage such as magazines and
network radio.

(e) The Advertising Schedule. This in-
cludes the preparation of the list of media
such as newspapers, radio, television,
magazines, outdoor advertising, direct
mail, and such. Newspaper schedules must
be worked up for each city in which the
campaign is to run. Closing dates for
magazines must be noted so as to govern
the production of engravings in time for
insertion; availabilities must be cleared
for network and spot broadcasting, and
for television. Outdoor advertising plant
managers must be contacted for informa-
tion on available showings. Lists of suit-
able prospects must be purchased or com-
piled for the direct-mail phase of the
campaign.

(f) Copy Themes. Based on copy test-
ing and other elements of the research



phase of the campaign, copy themes are
prepared and the campaign or part of it
is built around one or more of the themes.
Separate themes, of course, will have to
be originated for the consumer campaign,
the trade campaign, and the professional
program, if any, directed toward doctors
and dentists or other professional workers.

(g) Art Work. Suitable illustrations are
conceived and produced. Artists, layout
men, hand letterers, photographers, re-
touchers, paste-up men and others must
be directed so as to create the proper art
treatment.

(h) Production. The transformation of
the copy and the art work into the physical
aspect of the campaign is the responsibil-
ity of the production manager. Engrav-
ings, electrotypes, rotoprints, mats must
be produced for publication advertise-
ments or direct mail; posters must be
printed for outdoor panels; dealer dis-
plays must be created for distribution to
the trade. Radio and television require that
artists rehearse preparatory to actual
broadcasting or before a recording of the
program or spot announcement is made.
Transcriptions of such programs and an-
nouncements must be duplicated if they
are to be sent to many radio stations for
simultaneous broadcasting. Commercials
in the form of films may be produced or
purchased for television advertising, and
reproduced in quantity for delivery to
several television stations if they are to be
telecast simultaneously.

(i) Insertion orders and contracts must
be signed and delivered to the various
media operators for the reservation of
space and time and other facilities in ac-
cordance with the specifications of the
media schedule.

(j) Coordination of Other Sales Ac-
tivities with the Campaign. Since adver-
tising is only one tool in the kit of busi-
ness, other sales techniques and methods
may be coordinated with the running of
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the campaign advertisements to deliver
the full impact for the advertiser. While
a campaign is in progress the advertiser
may also want to step up his publicity
efforts for his product. He may send his
salesmen out with proofs of his advertis-
ing to be shown to wholesalers and dealers
as evidence of large-scale product pro-
motion. Any public relations activity that
is planned may be tied in with advertising.
Exhibits at conventions, demonstrations
at department stores and other retail out-
lets, annual reports, house organs, and all
other activities related to merchandising
and selling may be intimately coordinated
so that the over-all impact is strengthened.

If several campaigns are running simul-
taneously, they will probably be coordi-
nated. For example, an advertiser whose
objective is to increase sales of an estab-
lished product in the drug field may under-
take three campaigns at the same time;
one directed toward the consumer urging
him to establish a buying habit for the
product or to increase his consumption;
another slanted toward the druggist, per-
suading him to “push” the product, in-
crease his purchases, and to make use of
available counter and window display
material; a third campaign is aimed at the
doctor or dentist in an effort to have him
recommend the product to patients.

(k) Verification of Media Perform-
ance. Newspaper tear sheets and maga-
zine checking copies are examined to
determine whether the medium inserted
the advertisements as ordered. The broad-
cast of spot announcements may be veri-
fied by requesting an affidavit of perform-
ance from the station; programs may be
listened to or verified by affidavit.

(1) Recording of Results. If copy is
keyed, tabulation of response is made for
each medium and for each insertion.
Number of sales made by each dealer
during the course of the campaign in the
selected area may be counted or deter-
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mined by inventory check. If copy is not
keyed, readership studies may be made to
learn the number of publication readers
who observed and read the advertise-
ments, or controlled recognition surveys
of radio listening and outdoor advertising
readership may be undertaken. Also,
sponsor identification data may represent
one measure of recording the effective-
ness of radio and television advertising.

(m) Evaluation of Results. After the
campaign has been run, the following
questions should be answered in the light
of results: Has the campaign achieved its
objective? How well has each medium
performed in its attempt to reach pros-
pects economically? What has the cam-
paign revealed to the advertiser or agency
in respect to location of prospects, the
manner in which they are reached by the
selected media, the effectiveness of the
appeals used? Which medium, if any,
should be struck from the list and which
unused media may be considered for the
next campaign? Should advertising be
used at all as a sales tool, or should other
sales techniques be applied more exten-
sively? What is the ranking of months in
order of productiveness of sales or in-
quiries? What is the attitude of dealers
and wholesalers toward the nature and
direction of the campaign?

(n) Application of Previous Campaign
Experience to the Prosecution of the Fol-
lowing Campaign. The facts elicited by
the evaluation of results should then be
used for guidance in the preparation of
the succeeding campaign so that errors
may not be 'repeated and most effective
use may be made of the various advertis-
ing tools.

For a discussion of direct-mail cam-
paigns, refer to DIRECT MAIL.

Campbell’s Soup position The right-hand
page immediately following the main sec-
tion of editorial matter near the front of
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a consumer magazine, appearing some-
where ahead of the middle of the publica-
tion, and so called because of the repeated
preference for this position by the Camp-
bell Soup Company for the placement of
their page advertisements. This position
has been selected by Campbell in the be-
lief that it is exposed to a particularly
great number of readers, since it is in
the front of the book and in proximity to
editorial matter such as articles and stories,
for which the publication has been bought
by readers.

canned music A musical selection or
group of compositions which have been
recorded for radio broadcasting subse-
quent to the transcription, in contradistinc-
tion to live music performed by musicians
during the program. See also TRANSCRIP-
TION LIBRARY SERVICE.

canvasser See HOUSE-TO-HOUSE SALESMAN.

caption Textual matter in the form of a
word, phrase, or sentence accompanying
an illustration for the purpose of identifi-
cation, description, or clarification of the
subject matter. The word is loosely used
to apply to text that appears either above
or below the illustration. Strict usage, how-
ever, requires that text appearing above
the illustration be termed “caption,” as its
derivation from caput, “head,” indicates,
and that text found below the illustration
be called a “legend.”

carbon copy A reproduction of original
copy typed or drawn on a sheet of paper,
obtained by placing carbon paper between
the original sheet and the sheet to bear the
reproduction. Direct-mail advertisers have
found that in some cases the use of a car-
bon copy helps to increase response to
mailings. If the first mailing calling for an
order does not produce response, a fol-
low-up may be sent containing a carbon



copy of the first sales letter (which in most
cases is produced by automatic electric
typewriting). Sometimes this carbon copy
bears the word “COPY” in large printed
characters spread over the page. Attached
to the carbon copy is a note or other mes-
sage calling attention to the fact that the
prospect may have missed the importance
of the original mailing, and that a carbon
copy is enclosed for his convenience. He
is then urged to respond to the offer. Ad-
vertisers who use the automatic typewrit-
ing method of reproduction for sales let-
ters (such as the Hooven process) can
order a carbon copy of each letter made at
the same time that the original typing is
performed.

When typed copy is being prepared for
reproduction by offset, an effective pro-
cedure resulting in sharp impression of the
type characters is the use of carbon paper
placed directly over a sheet of white paper.
The typewriter ribbon is removed, or the
typewriter is set to stencil position, and
the typing of the original copy is per-
formed directly on the carbon paper. The
copy that appears on the white paper be-
neath is thus very clear and sharp, since
an inked ribbon does not interfere and
result in blurring and fuzziness. Before
the typing is done, the characters should
be cleaned with denatured alcohol to re-
move the coagulation of ink. Of course it
is not possible to see what is being typed
when the keys strike the carbon paper; so
care must be taken to obtain proper justi-
fication at the right-hand margin, if this is
desired.

car card An advertising message printed
on cardboard stock and placed in buses,
trolleys, streetcars, trackless trolleys, fer-
ries, subway cars, elevated and suburban
railroad trains, and on the outside of
streetcars and buses. Car-card advertis-
ing is properly called “transportation ad-
vertising,” and is designed to be exposed
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to the great numbers of passengers who
use the various methods of transportation
in any area.

The standard display rack for car cards
in transit vehicles is 11 in. high. Prior to
1940 the standard card was 11 in. high
and 21 in. long. However, a size of 11 by
28 in. has since become standard, although
some cities continue to use the 11-by-21-
in. size. Other sizes available include the

following:
11 by 14 in. 16 by 38 in.
11 by 42 in. 16 by 44 in.
16 by 23 in. 22 by2lin.

Printing in any number of colors may
be used, and any method of reproduction
may be specified. For the exact strength
of stock to use, and the dimensions ac-
ceptable by any transportation system,
rate-card specifications should be con-
sulted, as issued by the system or its ad-
vertising representative, or as reproduced
in Standard Rate & Data Service.

The medium is relatively flexible. The
advertiser may use a card of 14-in. width
or 28 in., or any multiple of these stand-
ard sizes. Some advertisers specify 42-in.
cards, while others flank a 28-in. card with
two 14-in. messages. To introduce Ten-
deroni, a food product, Stokely-Van
Camp, Inc., inserted car cards each of
which measured 7 ft. in length.

Tests have shown that when a car card is
curved, as it generally is when it appears
on the sides of cars and over the doors
in cars and buses, the upper portion is
not so immediately legible as the central
and bottom areas. Therefore the practice
of some advertisers has been to lay out
the card so that the headline of the mes-
sage runs along the bottom portion, which
commands greater attention.

The process of producing a car card is
generally as follows:

(a) The objective of the advertising
and the copy theme are determined. This
results in a formulation of the textual mat-
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ter, and the visualization of the art work
and hand lettering, if any, as well as the
size of the card.

(b) Thumbnail sketches of the card are
prepared so that the best layout may be
selected. A finished layout is then worked
up and a photostat or photograph is made
and mounted in position. Corrections are
specified, if any, and the work then goes
into production. The layout is used as a
guide for the letterer and the finished
illustrator, and the typesetter uses it as a
working guide for the composition of
type. It also serves to guide the photoen-
graver or lithographer in the production
of a printing plate.

(c) Most national advertisers produce
their cards by letterpress or lithography,
since a large quantity of cards must usu-
ally be printed. Local users of the me-
dium, such as retail stores, need only a
relatively few cards, and therefore silk
screening becomes the most economical
method. Cards are usually printed on
four- or five-ply stock coated on one side.
If the advertiser intends to print differ-
ent messages on either side of the card so
that it may be reversed at the end of the
30-day period of display, both sides should
be coated. As an alternative, the message
may be printed on paper, which is then
mounted on four-ply board. The grain
must run horizontally on the standard size
(11 by 28 in.) and on the over-door (16
by 44 in.) displays. Cards are held in place
on top and bottom by flanges in the racks
and on the sides by steel springs. At least
a half-inch margin on all sides should be
allowed. All cards must be printed at the
expense of the advertiser. Several trans-
portation companies operate their own
silk-screen plants and provide copy, art
work, layout, and printing services for
advertisers. Some companies have work-
ing agreements with printers who permit
them to supervise the process of produc-
tion in their print shops.
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(d) The cards are then shipped to the
transportation advertising company, which
takes over the job of placing them in the
required number of vehicular units.

Cards are sold by “runs” or “service”
for the period of a month. A full run (or
service) means display of the card in every
unit or vehicle in the transportation sys-
tem. A half run is the display of the mes-
sage in every other vehicle, and a quarter
run gives the advertiser a display in every
fourth car. In the New York subways,
however, a full run consists of two cards
in every car, placed on either side; 