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FOREWORD

The enormous sums that have been spent in
the various forms of advertising and the won-
derful development of the art in the last dozen
years, coupled with the greatly increased interest
roused by the success of selling vast Government
loan bonds through advertising, warrant the
belief that this Advertiser’s Handbook will fill a
need and be a considerable help to those having
merchandise or service to sell.

This handbook does not pretend to be a Course
in Advertising. The limited space available for
the treatment of the many important topics pre-
cludes the detailed explanations and the many
examples that are indispensable in a course of
instruction. The information here given will,
however, prove a safe guidé in solving a great
many advertising problems, and will afford a
good basis for a systematic study of a highly
interesting and exceedingly important subject.

The needs of the average business man rather
than of the experienced advertising manager
have been kept in view. This will explain the
inclusion of many principles and facts with which
advertising experts are thoroughly familiar,

It is the aim of the International Correspon-
dence Schools in this Handbook, as in the entire
series of handbooks published by them, to make
the treatment very practical rather than theo-
retical. Every subject taken up is handled in as
simple and direct a manner as possible. With its
especially complete index, this Handbook is a
very ready reference volume.

INTERNATIONAL CORRESPONDENCE SCHOOLS
ScrRANTON, Pa.
January, 1921
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The
Advertiser’s Handbook

ADVERTISING

HOW TO PLAN AND WRITE
AN ADVERTISEMENT

The Fundamental Principle of Advertising.—Advertising
is the art of selling by means of publicity. If he who has
merchandise or service for sale had an economical method of
seeing all his prospective customers in person and showing
the commodity or telling about it, there would be no need for
printed advertisements. But the merchant cannot expec:
all prospective customers to come to his store voluntarily,
nor can he expect all to see his window displays. The
recommendation of pleased purchasers is good advertising,
but it is not ordinarily sufficient in itself to build up a large
business quickly. The distributing of samples is excellent
advertising, but it is impracticable to distribute samples of
some commodities. Besides, the advertiser may be a manu-
facturer in Brockton, Massachusetts, and his purpose may
be to sell his shoes or other merchandise to people over the
entire United States. Therefore, recourse is had to news-
paper, magazine, street-car, bill-board, or some other form
of advertising. Instead of reaching one or two persons at
a time with the spoken canvass of a salesman, the advertise-
ment, with its printed descriptions 4nd, perhaps, pictures,
reaches thousands of readers.



2 HOW TO PLAN AND WRITE

The object of the effective advertisement is not always to
complete a sale. It may aim to complete the sale and
contain a request for the reader to send his money for the
article; or it may aim merely to draw the reader to the
advertiser’'s store or seek to interest him to the extent that
he will send for a catalog or a booklet that affords further
information. Or, it may merely seek to impress a name or
an attractive quality, so that the reader will be impelled to
purchase the advertised article when he is in need of some-
thing of its class. In any case, however, the object of the
advertisement is to interest the reader and influence him in
favor of the commodity.

Qualifications of an Ad-Writer.—The ad-writer might very
properly be called a business-news reporter, for it is his work
to investigate a commodity that is to be advertised and find
what there is in its features or the advertiser's method of
manufacturing or selling that will interest the probable pur-
chasers of that commodity and incline them toward purcha-
sing. This necessitates that the ad-writer shall understand
the plan of selling. If no plan of selling has been formulated,
one should be formulated before the advertisement is
written.

Selling Plans,—It is sometimes easy to decide on a selling
plan. The advertiser may be a dealer in men’s furnishings.
If the problem is how to advertise a new lot of $1.50 shirts,
and the town in which the dealer does business is well covered
by a good newspaper, the best plan would likely be to display
some of the shirts in the show windows and to prepare a
newspaper advertisement that gives interesting details of the
new goods. There are other problems that cannot be so
easily solved. The advertiser may be a gas-stove manu-
facturer whose product enjoys a local sale, and the problem
may be to ascertain how sales may be extended over the
entire United States. In this instance, if good judgment is
not exercised, a great deal of money may be wasted. The
advertiser must find an economical way of reaching possible
purchasers of gas stoves as well as a way of making it con-
venient for them to buy his stove when they have been
infiuenced. Unless he undertakes to close orders through
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the mails by means of advertisements and catalogs and to
sell direct to each customer, which plan would antagonize
retail stove dealers, he must find a way of distributing his
goods among retail stores in places where gas is used for
cooking purposes, so that those who wish to buy the adver-
tiser's gas range can do so readily. It will, therefore, be
seen that successful advertising involves successful merchan-
dising, and means more than the mere ability to write
interesting advertisements.

To do the most successful work, the ad-writer should not
only have a reasonable amount of merchandising ability, and
the investigating spirit—a '’ nose for news’' that will enable
him to discover features that will interest the public—but
he should become a student of human nature and know what
will appeal to different classes of people. He should also
learn to write interestingly, clearly, and convincingly. In
addition, he should acquire some knowledge of the com-
parative values of different advertising mediums under
different conditions and a general knowledge of illustrating,
engraving and printing methods, etc.

Analysis of a Typical Advertising Problem.—Suppose it is
desired to increase the local sales of a certain make of ice
cream. The mere name of the article, if exploited extensively
and continuously in an attractive way in connection with the
name and address of the maker, may stimulate sales. A great
deal of advertising is mere name publicity, the idea being
that people buy those commodities with which they feel
familiar, whether or not there is a conscious conviction of high
quality. If there is nothing whatever of interest in the
ingredients of an article, the process of making, its useful-
ness or service, or the plan of selling it, then the only kind of
truthful advertising that can be done is the name-publicity
kind. But there are few articles that are devoid of interest-
ing features or of reasons for excellence, and there is no doubt
of the fact that the style of advertising that gives interesting
information of a specific, convincing character is more eco-
nomical and much more impressive than mere name pub-
licity. Salesmen make sales by giving interesting detailed
information; there seems to be no good reason why adver-
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tising, which has been aptly called *‘salesmanship in print,”
should not do likewise.

Specific Facts Versus General Claims.—To announce merely
that a certain make of ice cream is * the best you ever ate”
is not the strongest advertising. Find if there are any good
features concerning the way the ice cream is made; find
where the cream comes from, whether it comes from the milk
of any special breed of cattle, or is handled with unusual
care for cleanliness. Ascertain whether or not superior flavor-
ing is used. Will the maker of the cream prepare bricks
consisting of several flavors? Does he put it up in a form
that makes it very convenient for people giving suppers or
parties? Does it keep particularly well in this form? Is
the clerk service and delivery service of the maker courteous
and never failing? This is the kind of investigation that
should be made of any business or article that is to be adver-
tised.

It may seem to be a simple thing to write in clear, concise,
well-arranged, interesting language the points about an article
that a skilled salesman would bring out in his canvass of a
prospective customer; but when this idea has been grasped
so that the ad-writer instinctively puts it into effect in pre-
paring advertisements, he has grasped one of the greatest
essentials of advertising.

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

Be specific in descriptions. If the advertisement is about
farm wagons, the words ‘‘thoroughly seasoned hickory"
mean much more than ‘selected material.” ‘Every
wagon tested to stand a dead-weight of 5 tons before it leaves
the factory,” is worth half a dozen such statements as
“strongest wagon made.”” Therefore, instead of claiming
that articles are handy, superior, or durable, try to give
the facts that show why the articles are handy, superior,
or durable.

How to Compose Good Headlines.—The headline of the
advertisement is the guide post of the body matter, and it is
very important. The headline should not be deceptive, so
as to make people feel tricked when they see the real nature
of the advertisement. It should not be so general that it
attracts nobody in particular—strikes no * responsive chord."
It should be composed of words that relate directly to the
article or service advertised, that either reveal its nature
and incorporate one of the strongest features, or else relate
to the use or bencfit of the article or service. The heading
“Do You Gossip?" would be a silly, deceptive heading for
an advertisement about women’'s suits, and though it might
attract attention, the attention would hardly be favorable.
“Look Here” and “A Great Offer’’ would be too general.
“New Fall Suits” would be a good heading. If the prices
were special, a still better heading would be * $25 Fall Suits.
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$19.50,” for this gives the gist of the entire advertisement.

If the article or service is something for which there is a
constant demand, like butter or clothing, it is best to have
the heading include the name of the commodity; but with
such a subject as life insurance, safe-deposit vault service,
etc.—things that people must, as a rule, be coaxed into
buying—Ilet the heading deal with the benefit of the article
or service rather than to include the name. " Don’t Force
Your Widow to Marry Again’ is a better heading for an
insurance advertisement than *’ A Liberal Insurance Policy'’;
likewise, ** Are Your Valuable Papers Safe?’ is better than
* Safe-Deposit Boxes for Rent.”

A heading may be declarative, as ‘“Dainty Skirts at
$2.25"; interrogative, as “Do You Need an Overcoat?”
or in the form of a command or suggestion, as ‘‘Shave with
a Gillette Safety.”

In any case, the words of the heading should be grouped
so that the eye will take them in at a single glance.

Logical Arrangement of an Advertisement.—The logical
way to arrange a complete advertisement is first to get the
reader’s favorable attention and to excite his interest; then
to create desire; then to influence him to buy or to take some
action toward buying, such as to come to the store or to send
for a catalog. Sometimes the effort to make the reader buy
is not marked. The advertisers of Ivory Soap, for example,
do not expect that the reader after seeing one of the Ivory
advertisements will immediately go to the store and buy a
cake of Ivory soap; they rely on their advertising to make
an indelible impression that will influence the reader to
purchase Ivory when he does need soap. But in many other
advertisements the effort is made to bring about an imme-
diate purchase; the reader is told at what address the article
can be found, or an offer is made to send it to him or to send
further information.

Value of Conciseness.—There is so much danger of losing
the interest of readers that introductions must be short
unless they are very pertinent to the descriptions that follow.
There is urgent need throughout the advertisement for being
clear concise, and convincing. Rambling ideas, dry or
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commonplace language and awkward construction may be
fatal to the interest-holding quality of the advertisement.
There is no need of writing “If you are not thoroughly
satisfied with your purchases when you have had time to
reflect over it, we will, on application, cheerfully refund the
purchase price paid,” when **Money back, if dissatisfied,”
expresses the whole idea.

Proper Amount of Matter.—Whether the advertisement
should be concise or full of details depends on the class
addressed and on the article to be advertised. As a rule,
women will read more details than men. The amount of
details that men will read depends on how interesting the
article or service is to them, how busy they are, and how
much reading matter they receive. A New York millionaire
and a humble resident of Shady Grove should not be
addressed in the same way; but the millionaire may read a
great deal about a motor boat when he might not read more
than the headline of a tooth-powder or soap advertisement.

Amount of Space.—No fixed answer can be given to the
question, '‘How large should the advertisement be?” It
depends on what is to be advertised. A special sale of a
large lot of women’s cloaks cannot be advertised effectively
in a space of 4 or 5 in. in a single column. On the other
hand, if banking service, livery service, or plumbing service,
or laundry service is to be promoted, it is not advisable to
try to tell the whole story in one advertisement. A better
plan in such a case is to have a series of advertisements of
3 or 4 in., single column, and present one strong point
in each advertisement. If the space used is 2or3or 4 in,,
double column, the sdvertiscr will have some prominence
over other advertisers of his class. The space should be
large enough to present i complete canvass or as much of
the intormaticn as prospective purchasers are likely to read
or should be told. Assemble all the material; then decide
how much of it may be judiciously included in an adver-
tisement, and arrange that portion as logically as possible.

Humor and Cleverness.—Humor and cleverness are some-
times helpful in advertising, but they must be used with
great care, Too often the so-called catchy advertisement,
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while attracting much attention, really detracts attention
from the commodity. A line of earnestness is worth a
paragraph of cleverness. Unless the attention attracted is
favorable toward the sale of the commodity, the advertiser
wastes his money.

Seasonableness.~——Advertising is doubly effective when it is
seasonable. It is possible, perhaps, to sell fishing rods in
December, but the best time to advertise them is when the
air begins to feel like fishing times. The ad-writer should
take advantage of the fact that the minds of the people at
certain seasons voluntarily turn to certain subjects, such as
straw hats, low shoes, Easter millinery, fur coats, or storm
boots.

Timeliness.—On the morning after a big fire, when people
who had their valuable papers in tin boxes or little safes are
still thinking of the danger, a strong advertisement of fire-
proof, burglar-proof, safe-deposit boxes will be unusually
interesting and effective. The alert life-insurance agent
can prepare a very forceful advertisement when a local policy
holder dies, leaving his widow well provided for. When a
burglar is frustrated by a housekeeper that kept a revolver
handy, the hardware dealer or the sporting-goods merchant
can follow up the newspaper account of the affair with a good
advertisement of the safety revolver. The germ-proof
refrigerator appeals to people much more strongly if adver-
tised at a time when the city is threatened with a typhoid
epidemic.

Price Quotation.—The fact that about 66 per cent. of the
families of the United States live on incomes of $900 a year
or less, and that about 77 per cent. live on incomes of $1,200
a year or less, is enough to show the importance of definite
prices in nearly all retail advertisements. But sometimes
in retail advertising and frequently in mail-order and general
advertising, the price is the chief obstacle to the sale and it
is expedient to keep back information about the price until
more details can be given than can be included in an ad-
vertisement of reasonable size.

When prices are given, they should be definite. * Thissuit
$18, others at $8 to $25," is better than * Suits at all prices.”
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The Bargain Offer.—Nothing appeals more strongly to
most people than the opportunity to buy something they
want at a price a little lower than usual. The bargain idea
is one of the gieatest business producers, but it is so grossly
abused that it has its dangers. It should be remembered
that sales from reduced-price goods are not likely alone to
make a store a lasting success. Unless the bargains are so
satisfactory that many of the purchasers are likely to
become regular customers, little good comes of offering
reduced prices.

Rightly conducted, the special-price sale gives the mer-
chant opportunity to dispose of slightly soiled or damaged
goods, seconds, odd sizes, out-of-date patterns, over-stocks,
slow=selling goods, etc., at or near cost; and it gives him a
good chance to add to his list of regular customers.

Sensational headings and ridiculous illustrations should be
avoided. Be truthful. Don't exaggerate. The best mer-
chants concede that it pays in the long run to be honest and
frank. Tell why the price is reduced. If it is because the
goods are damaged, tell how much they are damaged; if the
sizes are odd, or there are only a few of the advertised articles,
or the goods are a little out of style, or the price is special
because of late-season buying or on account of placing a
large order, give the facts. Don’t have a “closing-out”
sale every month.

The changing class of customers may possibly enable an
unscrupulous general or mail-order advertiser to deceive
continuously and profitably, but the retail merchant who
hopes to stay in business does a bad day’s work when he
deliberately deceives or cheats his customers.

Change of Copy.—If the advertisement is to appear before
a constantly changing class of readers, it may stand a long
time without being changed, but if the medium in which the
advertisement appears reaches largely the same readers,
issue after issue, the advertisement should be changed fre-
quently, lest it become like the milestone that is passed
unnoticed when familiar to the sight.

Psychology in Advertising.—Study of the goods or service
to be sold is highly important, but no more important than
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the study of that wonderful subject, the human mind.
The advertiser will do well, in all his work, to give special
attention to psychological principles. Some able adverti-
sing men sneer at the word " psychology” and declare that
this science is merely theory as applied to advertising, but
the truth is that they unconsciously have a good under-
standing of psychology, and that this understanding is to
a large extent responsible for their success. When we say
that a man ' knows human nature,” " knows how to appeal
to people,” and so on, it is only another way of saying that
he is a practical psychologist.

Psychology has to do with thought-habits, intuition, the
attention, the will, the memory, suggestion, association of
ideas, etc. Nothing is more certain than that more effective
advertising will be the result of a better understanding of
how action is influenced by duty, vanity, curiosity, fear,
hope, sympathy, sentiment, caution, fashion, economy, the
love of ease or of money, the appetite, the inclination to
imitate, the tendency to follow sugrestions or commands
when they do not oppose principles or counter suggestions,
the desire to get something for nothing or for a reduced price,
the love of the beautiful, the paternal instinct, the attractive
value of pictures, and the many other things that relate to
attention, interest, and resolution. Most libraries contain
reliable works on psychology. There are a few books de-
voted particularly to the psychology of advertising.  But,
study of the subject need not be confined to books. The
advertiser should observe critically the means by which his
own attention is attracted, how impressions are made, how
prejudices and convictions are created, and how action is
consciously or unconsciously induced. Says a well-known
advertising man: A sentence of just seven words once made
such a successful appeal that I stopped buying a certain style
of shirt that I had worn for years and began buying a new
style.” Study the power of these appeals to instinct, reason,
and sentiment. When you buy, try to analyze your own feel-
ings and action and discover why you bought. Don't, how-
ever, imagine that all people reason and act just as you do:
Circumstances, age, sex, education, locality, etc. make a
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difference in people. Extend your observations to friends
and acquaintances. Watch the methods used by good sales-
men. By so doing you are sure to attain greater skill in
advertising work.

Copy Summary,—By answering the questions of the fol-
lowing copy summary, the ad-writer can be sure that he is
proceeding with the proper point of view:

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

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

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

4. In what medium is the advertisement to appear?
(Newspaper, magazine, street car, bill board?)

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

6. Shall season, current event, orlocal happening be used?

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

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

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

10, Shall price be presented? If so, how shall it be pre-
sented? (In heading or near the end of the advertisement?
Cash or instalment?)

11. Is it best to try to have the advertisement complete
the sale, or must this be left to a salesman or to a catalog
or a booklet? If the advertisement is to complete the sale,
what is the strongest closing point?
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After writing copy, answer this question:

12, Is the copy clear, concise, complete, truthful, interest.
ing, logical, convincing, grammatical, properly spelled,
properly punctuated, and properly paragraphed?

OUTLINE OF A MAIL-ORDER PROBLEM

To make the various principles perfectly clear, an adver-
tising problem will be analyzed.

The Piedmont Furniture Company, of Statesville, North
Carolina, makes several sizes of handsome red-cedar chests
for the storing of furs and woolens. The odor of the red
cedar is pleasant and is an absolute protection against moths.
Cedar is a wood that lasts for generations; it has an interest-
ing history. The chests are dust- and moisture-proof; they
are well made, with ornamental trimmings and brass casters
and hinges. The prices range from $10 to 830. It is the
manufacturer’s idea to sell direct from the factory to the
purchaser rather than through retailers, thus cutting off
middlemen’s profits. The manufacturer makes other cedar
furniture.

The qualifications of the advertising man will enable him
to become familiar with the foregoing facts and to see the
features about these cedar chests that will appeal to pro-
spective buyers.

A review of the question of the copy summary and a little
thought make it obvious that these chests appeal principally
to women—that few men will buy for themselves; but as
men are usually the money makers, they may be influenced
to buy these chests for women among their relatives and
friends. Therefore, the advertisement may suggest the ap-
propriateness of the chests as presents.

Only people of fair means can afford to buy such luxuries
as cedar chests, and the number of these people in any small
community is not great. Therefore, the Piedmont Furniture
Company cannot hope to build up a large sale for the chests
right at home. The advertising must be directed to people
of means all over large territory, and since it is the plan to
sell by mail direct to the consumer, magazines of the better
class, reaching people who take pride in their homes, are the
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best mediums. Although people of means read the daily
newspapers, it has been demonstrated that ordinarily the
magazine is the better mail-order medium for an article of
this character.

Since few people will be willing to send their money for
one of these chests before getting more information than an
advertisement of moderate size affords, it is better to offer to
send a booklet that gives full descriptions and prices and
that illustrates the chests well. The aim of the advertise-
ment, therefore, will not be to have the advertisement close
the sale but to develop interest and desire and to bring a
request for the booklet. ‘ From factory to consumer” is a
strong argument, and it will be emphasized; it has the subtle-
ness of the bargain offer—a high-priced article at a price
lower than usual.

In order that the advertiser may tell which magazine
brings a given order and determine whether or not the
advertising expense is more than his margin of profit war-
rants, a special letter or number (known in the advertising
world as the *‘key’’) will be inserted in the advertisement
in each magazine. For instance, ** Dept. B"" will be inserted
in the advertisement in McClure’s Magazine, *“ Dept. C" will
appear in the advertisement in Scribner’s, and so on. Those
who respond to advertisements are usually careful to follow
the address given; consequently the *keying’’ may be done
with much accuracy; all inquiries that come addressed to the
** Piedmont Furniture Company, Dept. B,” will be credited
to McClure's; all that come addressed to *Dept. C” to
Scribner’s, and so on.

These important details about the chest advertisement
having been decided, the preparing of the advertisement
is reduced to merely putting in simple, concise, well-arranged
language the information and argument about the chests;
to having a suitable illustration made, in order that the
advertisement may have more attractive value and show the
exact style of the chests; and to selecting a list of suitable
magazines.

Since the work of the magazine advertisement is done
when it has brought the inquiry, a booklet and several
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strong sales letters must be prepared to carry on the canvass
and complete the sale.
This method of analysis and preparation will vary some-

Red Ce?lar Chests

MOTH-PROOF, FRAGRANT, HANDSOME

PROTECT your clothing and furs from moths, mois-
ture and dust by packing them ina PIEDMONT
RED CEDAR CHEST. Every woman who has valu-
able dresses, furs, etc., will appreciate its value in
protecting them from injury. Makes a handsome
fadditlon to the furniture of bedroom, and is delightfully
ragrant,

uilt entirely of Southern Red Cedar, fitted with

heavy brass hinges, ornamental trimmings and casters,
Our Chests are built to stand the test of time, and
will last for generations. They make an especially
appropriate birthday or weddi]l:f resent.

= . ade in several sizes.
\N Prices extremely LOW.
- ! 7/ Shipped direct from fac-
’ %{ tory to home on approval,
v < freights prepaid. Nomid-

_ ./ dleman's profit.

i Write for booklet, full infor.
mation and special fac-
tory prices. Ask also
for’ General Furniture
Catalogue.
PIEDMONT FUR.

NITURE CO.
Dept. B.
Statesville, N. C.

THE CEDAR-CHEST ADVERTISEMENT AS 1D APPEARED WHEN
COMPLETED

what with different subjects, but it is fundamentally the
plan that should be followed in the preparing of all advertise-
ments. Study the article; study the typical prospective
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customer; ask yourselr: “ If I were that person what features
of this article, its manufacturing, or its selling plan would
interest me? What would I believe? What would induce
me to buy?"” Give this information and be content with
nothing short of the most effective way of giving it.

TYPE AND TYPE MEASUREMENTS

The Point System.—The point system is the recognized
standard of measurement for type, borders, and rules used
by oprinters throughout America. The basis of the point
system is the poins, which is approximately v of an inch,
In Fig. 1 is shown a word set in 72-point type, and to the
right of it a 3-point rule, 1 in. long, divided into points by
the fine lines,

Sizes of Type.—The height of the body of types is measured
in points. When a type is spoken of as 6-point, 8-point,

Style

Fic. 1. SET 1N 72-poIiNT TyPE. THE 3-POINT RULE AT THE
RicHT, DivipED BY LINES INTO POINTS, SHOWS THE
FuLL DEPTH oF THE Bopy oF THE TYPE

etc., what is meant is that the body—not the face of the
letter—is approximately #%, 7, etc. inch high. The height
of even the tallest face is usually less than the height of
body. The face of an 8-point capital M, for example, is
only about 6 points high, the remaining 2 points being
taken up by the shoulder of the type. When a rale is
spoken of as 2-point, 4-point, etc., the measurement refers
to the thickness-—not to the length.
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The Em.—An em of type is a square, each side of which
is equal to the height of body of that type. For example
a 8-point em is 8 points by 8 points square, thus . The
em is used as a unit of area, chiefly for the measurement of
the amount of matter in a page of type.

Slug

DisplayType
2-Em Quad
1-Em Quad
Spaces
Shoulder
Lead

I-Em Quads

Border

REPRODUCTION OF A PANEL OF AN ADVERTISEMENT AS 1
Aprears IN TYPE

The Pica Em.—The 12-point em, or “pica,” as it is generally
cailed, is commonly used as a unit of length in measuring the
width, or measure, of a line of type, the width of an adver-
tisement or column, etc. If a column is said to be 13 ems
wide, i1 is always meant that the column is 13 12-point ems,
or picas, wide, When speaking of the width of a line of type
as so many ems, 12-point ems, or picas, are usually meant,
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no matter what the size of type to be used. In referring
to such measurements, however, it is better to say 13 picas
than 13 ems, if pica ems are meant, for 13 picas cannot be
misunderstood, while there is a slight possibility of misun-
derstanding the other expression.

Leads.—A lead (pronounced led) is a thin strip of
metal—usually low-grade type metal, but sometimes brass
—used to introduce space between lines of type so as to
give the printed matter a more open appearance. Leads
are not so high as the type, and therefore do not show on
the paper. They vary in thickness, as 1-, 2-, 3-, or 4-point
leads. Type with a lead between each line is known as
leaded, and when type is referred to as being leaded, it is
understood that the regular 2-point leads are used unless
some other leads are specified. When two 2-point leads
are inserted between lines, the type is said to be double
leaded. With no leads, the type is said to be solid.

DISPLAY AND BODY TYPE

Display is the term applied to lines that stand out in
contrast to the text or “body matter,”” as the heading,
subheadings, prices, and advertiser’s name. Display parts
are, as a rule, in bolder, as well as larger, type than is the
body matter. In some cases, however, displays are in
light, or fairly light, type, while in others the entire
advertisement may he in bold type. Often an advertise-
ment is all in one style of type (light or bold, as the
nature of the advertisement or judgment of the advertiser
determines). In such cases display is obtained by using
sizes large enough to contrast effectively with the body.

Type Sizes.—Type is made in series (graduated sizes)
from 6-point to 72-point. There are usually thirteen sizes
in a series, viz.: 6-, 8-, 10-, 12-, 14-, 18-, 24-, 30-, 36-, 42-,
48-, 60-, and 72-point. Some styles come as large as 96-
and 120-point. Ordinary Roman body types are also made
in 5-, 54-, 7-, 9-, and 11-point.

Variety in Type Design.—Besides being in natural
(medium) width, many faces come in extended, con-
densed, Italic, bold, shaded, and other forms.
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Medium, or regular, type is the standard and is used
extensively on account of its legibility and strength.

Condensed and extra-condensed types are made to use where
a large number of words have to go into a limited width,
Some of the condensed faces are almost as readable as the
medium. Extra-condensed faces, however, should be used
very sparingly because of the extreme compression,

Extended types are used where a wide measure has to

be filled with a few words.

The 10-point sizes of extra-condensed, condensed, medium,
and extended Cheltenham Bold are shown below:

This is 10-point

(heltenbam Bold Extra Condensed

This is 10-point

Cheltenham Bold Condensed
This is 10-point

Cheltenham Bold Medium

This is 10-point

Cheltenham Bold Extended

Some display types are not legible or artistic enough for
effective advertising. Others while suitable for use in
magazines where the superior paper helps the display, are
not strong enough for newspaper advertisements.

Body Type.~The two most-used body types are known
as Old-Style Roman and Modern Roman. Both Old-
Style and Modern Roman are used widely. The best
taste requires that when using old style for body, an old-
style display should be used. Modern body type should be
used with a modern-cut display type for harmony.

/8-.Point OLD-STYLE RoMAN, SoLrIp)

A collection of about two hundred and fifty
tajlor-made suits of velveteen and various suit-
ings, in plain, fancy, and military styles. Also
a few taffeta silk princess dresses. They were
exceptional values at their former prices. To-
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(8-Pornt MopERN RoMAN, SoLID)

A collection of about two hundred and fifty
tailor-made suits of velveteen and various suit-
ings, in plain, fancy, and military styles. Also
a few taffeta silk princess dresses. They were
exceptional values at their former prices. To-

Types that resemble Old-Style Roman and Modern Roman
such as French Old Style, Caslon, Century Old Style, Century
Expanded, and Scotch Roman, are also used as body types.

Sizes of Body Type.—Body type, as well as display type,
is made in series, but the sizes of body type range only from
5-point (a size not usually made in display type) to 18-point,
and include several odd sizes rarely made in display type,
such as 7-, 9-, and 11-point. The full series is 5-, 5}-, 6-,
7-, 8- 9-, 10-, 11-, 12-, 14-, and 18-point. The odd sizes—
7-,9-, and 11-point—are rarely to be found, except in book
offices and a few newspapers.

Old Names for Type Sizes.—Before the adoption of the
point system, the various sizes of type were known by names.
This nomenclature has passed out of general use but is still
used to some extent by the older printers, The 5-point is
sometimes referred to as pearl, 53-point as agate, 6-point as
nonpareil, 7-point as minion, 8-point as brevier, 10-point as
long primer, and 12-point as pica. The sizes represented by
these old names were not absolutely uniform and moreover
did not correspond exactly with the point sizes of today.
Though the modern 5}-point is occasionally called agate, it
is not true agate, for only 13 lines of it can be set in the space
of 1 inch, while 14 lines of the old agate could be set in 1 inch,
It is better always to designate type sizes by the point
system rather than by the old nomenclature.

Proper Measures for Body Type.—Small type should never
be used in wide measures, nor large type in narrow measures,
It is extremely trying to the eye to follow line after line of
small type across a wide page, or a jumble of large type set in
a narrow measure where every other word must be divided
on account of the types being too large for the words to go
in the measure, The following list gives what have been
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adjudged the proper maximum widths in which the
various sizes of body type should be used:
S-point, not over 14 picas wide
S3-point, not over 16 picas wide
6-point, not over 18 picas wide
8-point, not over 24 picas wide
10-point, not over 30 picas wide
The larger sizes, 12-, 14-, and 18-point, being easily
read, may be used in very wide measures; 18-point may
be used all the way across a newspaper page if necessary.
Amount of Leading.—The amount of leading that is advi-
sable depends on the character of the advertising matter.
Very small type, such as 5- and 6-point, should not be leaded
more than 1 or 2 points under any circumstances; 8-point
type never requires more than 2-point leading; 10-, 12-
and 14-point may be lcaded to advantage with 2-, 3-, or
4-point leads for some classes of advertising matter; while
18-point can be leaded with 6-point slugs if a very open
appearance is desired.
Only offices with complete equipment have 1- and 3-point
leads; therefore, in dealing with most newspaper offices,
1-point and 3-point leading cannot be expected.

TABLE I

LINES OF TYPE PER INCH

Size of Type Solid 12‘5:&2:1
5-point . . . . . . L 11 10
Skpoint . . . .. ... .. ... 13+4+* | 9+*
6point. . . . ... . 12 9
7-point (seldom used) . . .. . . .. 10+* 8
8point . . .. ... .. ... o 9 T+*
9-point {scidom used) . . . ... .. § 6+*
10-point . . . . ... . T+* 6
1l-point (seldom used) . . . . . 6+* 5+*
12-point . . . . . .. ... ... 0 6 54+*
M-point . . . . . ... .. ... ... 4% 44+
18-point . . . . ... ... 4 3+*

* The sign + means that the lines do not divide evenly into the inch
and that a fraction is left over the number given
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Table II is based on body types of standard widths, and
would not be even an approximate guide where type of
compressed or extended widths are to be used. In dealing

TABLE II

APPROXIMATE NUMBER OF WORDS TO
THE SQUARE INCH

\

N [ o8

o Parcy

Si f Ty %: Size of Ty ' 'g:

ize of Type BE ype | 5&

Ee | B2

. | 272
5-point, solid . . . . . 69 10- pomt solid. . .. . 1
.5-pomt 1-point leaded@ 59 10-point, 2-point leadedl 16
fi-point, solid . 54 | 12-point, solid . 14
53-point, 1-point leaded 4.:) 12-point, 2-point leaded| 11
6-point, solid . . . . . | 47 || 14-point, solid . 1
6-point, 2-point leaded | 34 | 14-point, 2-point leaded| 7
8-point, solid . 32 18-point,solid . . . . . 7
8-point, 2-point leaded | 23 18-point, 2-point leaded| 5

with such unusual types, it is better to count the number
of words in a few square inches of some matter set with the
type to be used, and to strike an average. Table II is based
on an average of short and long words.

HOW TO CALCULATE BODY-SPACE AREAS

In order to calculate the area of the body space accurately,
the border, the display lines, and the margin should be
indicated clearly, so that it may be seen at once what space
is left for the body matter.

Calculating in Picas.-——Calculations involving fractions
may be avoided almost entirely by taking the measurements
in picas rather than ininches. Thus, for example, in the
diagram of the Jones advertisement the border, margin, and
display lines are shown, and the space left for the body
matter (shown by dotted lines) is 11 picas wide by 5 picas
deep. This space, therefore, is equal to 11 picas multiplied
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by 5 picas, or 55 picas. In a square inch there are 36 picas
(8 rows of picas, each with 6 picas in it). Then, in order
to find the number of square inches in the body space, the

Pure Ice Cream

JONES, 10 Main Street

total of 55 should be divided by 36; 55 divided by 36 equals
practically 13. The space therefore contains 13 square
inches.

Dividing Irregular Spaces Into Rectangles.—The body
space is not always a perfect square or a perfect rectangle.
When it is not, the space can be usually divided into a
number of rectangles, which can be figured separately. If
the advertisement includes an illustration, the cut may be
placed on the layout and a line drawn around it, so that the
necessary space for the illustration may be excluded in calcu-
lating the space available for body matter.

Measuring Triangular Spaces.—If the space for the body
matter is in the shape of a right-angled triangle, the area
may be determined by multiplying the width by the depth,
just as if it were a square, and then taking half the total.

Calculating the Area of Circles and Ovals.—In computing
the area of a circle, multiply the diameter of the space area
by itself and then multiply the result by 7854, Forexample,
suppose it is necessary to find the space area of a circle



TABLE IIT
APPROXIMATE NUMBER OF WORDS PER LINE

‘ Length of Line, in Picas

B . ——
6 ' B '10 12 14’ 16 | 18 [ 20| 22| 21| 2 | 23| 30 I 32 [ 34 l 36
Size of Type Number of Words to a Line
[ | | | | l
13* [ {
0 11}* |
8 |9 (11 (12 |13% [ |
74 | 83| 93103 113 12 [13 [q14%
51 | 64| 788 | 9 10 10411 |12 |13 13}
6 61| 7 (8 | 89 10 11 [113]12 |13
|5 66%7[4]‘8r9‘9;10103
1

Since small type is hard to read when it is set in a wide measure, lines containing more words than
those marked (*) in the table should be avoided;that is, small 1ype should be set only in narrow measures.

SINIWIINSVAWN dAL ANV AdAL

4



24 TYPE AND TYPE MEASUREMENTS

having a space-area diameter of 12 picas. Following the
method just given, 12X 12=144; 144X 7854 =113 picas, or
about 34 sq. in., which is the space to be filled with
body matter. The full area of the circle cannot be used;
a little margin must be left. Allowance must also be made
for any display lines that are to be used.

This method just described holds good, approximately, in
calculating the area of ovals. As the diameter the long way
of the oval will be greater than the other diameter, one should
be multiplied by the other, then the result multiplied by
7854

Measuring Advertising Space.—A column inch, ordinarily
spoken of simply as an inch, is a space 1 column wide and
1 in. deep—not a squarcinch. Ina standard newspaper the
columin inch would be 13 picas wide, while in a standard
magazine it would be 16 picas wide. Many newspapers and
some magazines sell their space by the inch.

The line is equivalent to a space v inch deep and 1 col-
umn wide, and is derived from old agate type, which sets
14 lines to the inch. Nearly all large magazines and news-
papers sell their space by the agate line; that is, they count
an inch as 14 lines no matter what goes into the space.

An advertisement that occupies a space 4 in. deep and
1 column wide is called a 4-inch, single-column advertisement,
a 4-inch advertisement, or a 56-line advertisement. An adver-
tisement that occupies a space 6 in. deep and 2 columns
wide is called a 6-inch, double-column advertisement, or
referred to as 84-lines, d. c.

Magazines sell much of their space by the page, half page,
or quarter page. Trade and technical papers also sell largely
on the page basis, though many of these publications also
sell by the line,

BORDERS AND RULES

Borders and Rules are very necessary in the composition of
most advertisements, as they serve to separate one adver-
tisement from others surrounding it and to give it unity and
individuality. All borders, whether plain or ornamental,
are made on the point system.
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Plain Borders,—Brass-rule borders are made in various
sizes from 1- to 12-point thicknesses. The sizes, in points

PLAIN-RULE BORDERS

1-paint
14-point:
2-point

3-point
4-point
6-point

12-point

generally used are 1, 2, 3, 4, 6, and 12, The faces of these
borders are the full depth of the body and are solid black.
Care should be taken when the 12-point size is used that it
does not appear too ‘“funereal’; its use should generally be

PARALLEL-RULE BORDERS

2-point light

2-point heavy
3-point
4-point
6-point light

6-point medium

6-point heavy

12-point

I

restricted to large advertisements. All rule borders are
made on exact multiples of 6 points in length,
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Ornamental Borders.—Fantastic, flashy borders should
never be used, as they cheapen the advertisement and
detract attention from the display, 'Where numerous adver-
tisements on the same page are surrounded by plain-rule

DousLE BORDERS MADE BY PLACING A HEAVY RULE AND A
Licar RULE TOGETHER

|

borders, however, an ornamental border of clean-cut appea

ance can be used to advantage to make the advertisement
stand out, Ornamental borders are made on 6-, 12-, 18-,
24- and 36-point bodies, but the 24- and 36-point sizes are
rarely used in advertisements, because the size and the

T

FSFP$$FFPFF¥¥  American No. 237
R Magazine

-
Bowman
blackness of face detract from the display. The face of
ornamental borders is usually almost the entire depth of the

body; for example, a 6-point border nearly always has a face
almost 6 points in depth.



TYPE FACES

The following pages show specimen lines of a
number of the best display and body types pro-
duced by the leading American type founders.
Not all of these styles will be found in every
printing office, but every well-equipped office will
have a number of the styles. The advertising
man, unless he knows just what types a printer
has and is an expert designer of displays, should
always give the printer some liberty in selecting
both styles and sizes.

Some of the pages of body type show the type
leaded as well as solid.

The fact that these type-specimen pages were
set and plated by different foundries will account
for differences in style.

27




28 POST

HAIR PINS
LLooK here

24-POINT

BIG STORES
Shoes at cost

18-PoINT

WHERE TO BUY
Fancy dry goods

12-PorNT
TAILOR-MADE GOWN
Our styles are up to date
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HOLIDAY JOYS
Easter Bargains

TOYS AND BOOKS
At prices below cost

18-POINT

MUSICAL INSTRUMENT
Easy Payments Monthly

12-POINT

EVENING CLOTHES OF QUALITY
For men of most fastidious taste
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30-Point

SLIDE OUER
Skating is fine

24-PoINT

GUN POUWDER
Miners’ Overalls

18-Point

CHRISTMAS TOYS
Fine Assorted Candy

12-PoINt

THREE MAGIC LANTERNS
Only twenty baby carriages left



FOSTER

30-Point

SHOE SALE
Factory Price

24-PoiNt

AUCTION DAY
Monday, July 20

18-Point

FINE AUTOMOBILE
Everything is excellent

12-PoiNt

ORIGINAL IDEAS EVOLVED
Many skilled mechanics now busy
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Made only by the Keystone Type Founary

CREAM SILK
Great values

FINEST NOVELS
Imported books

18- PPOINT

BARGAIN COUNTER
Chances for dealers

12-POINT
PARISIAN BONNET DISPLAY
Invitation extended to buyers
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GREAT SALE
Of Men’s Shirts

LADIES’ DRESSES
At a Great Bargain

THE LATEST STYLES
In Winter Trimmed Hats

14-PorxT

PLAID CLOTHS FOR SKIRTS
Quality and finish are the finest

12-PoiINT

SALE OF MACKINAWS FOR BOYS

Just the thing these sharp cool morning
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30-Por

BRIG' T RUGS
All different colors

24-Point

RUBBER SHOELS
The best 1n every size

18-PoiNT

WHOLESALE PRICES
Everything must be ordered

12-PoINt

A SILVERWARE ASSORTMENT

Rings and Diamonds at the lowest prices
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GOOD DESKS
For Business Men

24-PoINT

DOLL HOSPITAL
Make Old Dolls New

THE NEW BOTTONS
In All Shapes and Shades
BEAUTIFUL HAND BAGS
A Very Useful and Attractive Gift

12-PoiNTt

PURE IRISH LINEN DAMASKS

Shown in a number of handsome designs
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33-PoinT

OAK CHAIRS
Leather Seats

24-PoINTt

HOLIDAY GIFTS
Scarfs and Muffs

EXTENSION TABLES
In Genuine Fumed Oak

14-PoIxNT

NEW MODEL DAVENPORT

One should be in every home

12-PoINT
WOMEN’S AND MISSES’ COATS
Of Velours, Pompom, and Kerseys
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30-Por.

ART OBJ ECTS

Lovely pictures

24-POINT

SPECIAL OFFERS
Easily granted free

18-POINT

SUMMER BOARDERS

Abundance of pleasure
WE WISH TO SUGGEST
The following line in womens’

12-Por

ENTERPRISE CLOTHES DRYER

Handy, neat, time and labor-saving
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PICTURE FRAMES

Ornamental or plain

24-POINT

JOYOUS EXCURSION
Boating, bathing, fishing

18-PoINT

WE COVER THE COUNTRY
Umbrella repairing a specialty

EXTRA SPECIAL IN LOW-PRICED
Cloaks and Suits, and Genuine Furs

WE ARE FISHING FOR YOUR BUSINESS

You will be treated right when we land you
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SAFE HITS
Wins Game

24-PoINT

DINNER SETS
Special Value

18-PoINT

PICNIC GROUNDS
For Annual Outing

14-PoINT

LARGE SALES FORCE
Always at your service

12-PoINT

GRAND EUROPEAN TOURS
Made by University Students



40 McCLURE

M
80-Point

RICH COLOR
Great Bargain

STYLISH HATS
Better Selections

BEAUTIFUL STONE
Diamonds on Display

12-Point

HIGH-GRADE BOOK SELLERS
Books of any Kind Kept in Stock
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HARDWARE
Dining rooms

WHAT IS THAT
Stylishovercoats

18-PoINT

BARGAINS FOR ALL
Finest clothes in state

12-POINT
ASTONISHINGLY LOW PRICE
Our prices are all cut in half
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WINTER WEAR
For children only

SABBATH CONCERT
Sweet melody records

18-PoINT

CHOICEST FURNISHINGS
Blankets and Buffalo Robes

14-POINT

TRY OUR NEW NUT SUNDAES
They touch the spot; are delicious

12-PoINT

WATCHES, DIAMONDS AND JEWELRY
Convenient credit furnished our patrons
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PURE LINENS
Of Rare Quality

FANCY BISCUITS
ake the Beg;

43

We M

18-Pornp
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BIG STORE
Larger Sales

OUR MUSLINS
Are Always Best

CORSET BARGAINS
New Style in Blouses

SOME OF OUR NEW FURS
Shown on the Seventh Floor
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COMPOSING
Room Scenes

BUILDING LOT
Seashore Points

18-POINT

FRENCH MILLINERY
Wonderful Creations

12-PoINT
HIGHEST GRADE GROCERIES
Purity and Excellence is Assured
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30-PoINt

CIRCULARS
Selling at Cost

2222222

MINE SUPPLY
Butter, Eggs, Milk

18-PoINT

IRISH LINENS, ETC.

Remember the factory

12-PoINT

FANCY SUMMER GOODS
The best that you can purchase
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30-Point

CIGAR BOX
Havana fillers

NEAT CASLON
Fine heading type

18-PoIiNt

NEW STATIONERY
All the Sunday Journals

12-PoIiNt

BIG LACKAWANNA TRAINS
Connecting with the Western roads
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30-PoINt

INDEBTED
Good writing

24-PoINT

SUMMER CAPS
Something great

IMPORTED SHOES
Leather Pocketbooks

12-PoiNT

CHINAWARE, LAMPS, RUGS
Our prices are within your reach
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M

SALES POWER
Keep Hard At It

HUMAN INTEREST
Appeals To Consumer

FINANCIAL MAGAZINES
Urge Profitable Investment

12-PorNT
SEASONABLE HOLIDAY NOVELTIES
Essentials For Rainy Weather Comfort
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CIRCULAR
Gets Results

CLOAK SALE
Many Bargains

18-POINT

STRIKING HEAD
Attention of Reader

PPPPP

This Chance for Good Clothing
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30-Pornt

OLD TRIBE

Celebrate here

FOX HUNTING
Means Fine Sport

IN SIGHT OF LAND
Richly Lades, Steamers

14-Pornt

RUGS AND DRAPERIES
Made of the F inest Materigls
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MACHINES
Good Singers

24-PoInTt

JONES BAND
Orchestra music

18-PoINT

EXCURSION TRAINS
Running one every day

12-PoINT

START A SAVINGS ACCOUNT
One dollar now and then will count
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30-PoINT

BEST TIRES
Outlast others

24-PoINT

FAST COLORS

Summer Dresses

llllll

MHLLHNERY GOODS
Latest styles in straws

12-Point

MENS SUMMER FOOTWEAR
Many styles and kinds of oxfords
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6-PoInt

Only three more days of this March sale, and if you need
anything in the way of houseware you would be wise to
buy it now and save money, Remember, too, that these
low prices have been brought about solely by enormous

buying and concessions of various kinds, and that quality
has not been impaired. All these stocks have been
chosen as carefully as our regular stocks, and are of the
same high quality, These great stocks, selected with
such intelligence and assembled here in such lavish

8-PoInT

Only three more days of this March sale, and
if you need anything in the way of house-
ware you would be wise to buy it now and
save money. Remember, too, that these low
prices have been brought about solely by

enormous buying and concessions of various
kinds and that quality has not been impaired.
All these stocks have been chosen as carefully
as our regular stocks, and are of the same high
quality. These great stocks, selected with

10-Point

Only three more days of this March
sale, and if you need anything in the
way of houseware you would be
wise to buy it now and save money.

Remember, too, that these low prices
have been brought about solely by
enormous buying and concessions of
various kinds and that quality has not
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8-Point

Only three more days of this March sale, and if you
need anything in the way of houseware You would be

wise to buy it now and save money.  Remember, too,
that these low prices have been brought aboy: solely
by enormous buying and concessions of varioys kinds,
and that quality has not been impaired. Aj) these

10-Point

Only three more days of this March sale, and
if you need anything in the way of house-
ware you would be wise to buy it now ang

12-Point

Only three more days of this March
sale, and if you peed anything in the
way of houseware you would be

wise to buy it now and save money,
eémember, too, that these Iow
prices have beep brought .about
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AMEKRICAN TYPE FOUNDERS CO

12-POINT

Eloquence or oratory, which Cicero
calls “the friend of peace and the
companion of tranquility, requiring
for her cradle a commonwealth al-
ready well established and flourish-

10-PoINT
Eloquence or oratory, which Cicero calls
“the friend of peace and the companion of

tranquility, requiring for her cradle a com-
monwealth already well established and
flourishing,” was scarcely known in Greece

8-POINT
Eloquence or oratory, which Cicero calls “the
friend of peace and the companion of tranquility,

requiring for her cradle a commonwealth already
well estabiished and flourishing,” was scarcely
known in Greece pefore the time of Pericles, when
it suddenly arose in Athens to a great height of

6-PoINT

Eloquence or oratory, which Cicero calls “the friend of
peace and the companion of tranquility, requiring for her
cradle a commonwealth already well established and flour-

ishing,” was scarcely known in Greece before the time of
Pericles, when it suddenly arose in Athens to a great height
of perfection. Pericles himself, whose great aim was to
sway the assemblies of the people to his will cultivated
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AMERICAN TYPE FOUNDERS CO.

12-PoiNT

Eloquence or oratory, which Cicero
calls. ““the friend of peace and the
companion of tranquility, requiring for
her cradle a commonwealth already
well established and flourishing,”” was
10-PoINT

Eloquence or oratory, which Cicero calls
“the friend of peace and the companion of
tranquility, requiring for her eradle a com-
monwealth already well established and
flourishing,”” was scarcely known in Greece
8-Potnt

Eloquence or oratory, which Cicero calls ““the

friend of peace and the companion of tranquility,

requiring for her cradle a commonwealth already
well established and  flourishing,”” was scarcely
known in Greece before the time of Pericles, when
it suddenly arose in Athens to a great height of

6-PoINT

Eloquence and oratory, which Cicero calls *the friend of
peace and the companion of tranquility, requiring a com-
monwealth already well established and flourishing,” was

scarcely known in Greece before the time of Pericles, when
it suddenly arose in Athens to a great height of perfection.
Pericles himself, whose great aim was to sway the assemblies
of the people to his will, cultivated oratory with such appli-
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AMERICAN TYPE FOUNDERS CO.
12-POINT

Eloquence or oratory, which
Cicero calls “'the friend of peace
and the companion of tranquility,
requiring for her cradle a com-

10-POINT

Eloquence or oratory, which Cicero
calls “‘the friend of peace and the com-
panion of tranquility, requiring for her
cradle a commonwealth already well es-

8-POINT

Eloquence or oratory, which Cicero calls “the
friend of peace and the companion of tranquility,
requiring for her cradle a commonwealth already
well established and flourishing,” was scarcely

6-POINT

Eloquence or oratory, which Cicero calls “the friend of
peace and the companion of tranquility, requiring for her
cradle a commonwealth already well established and flourish-
ing.” was scarcely known in Greece before the time of Peri-
cles. when it suddenly arose in Athens to a great height of

5%-POINT
Eloquence or oratory, which Cicero calls “the friend of peace
and the companion of tranquility, requiring for her cradle a com-

monwealth already well established and fiourishing,” was scarcely
known in Greece before the time of Pericles, when it suddenly arose
in Athens to a great height of perfection. Pericles himself, whose

5-POINT
Eloquence or oratory, which Cicero calls * the friend of peace and the
companion of tranquility, requiring for her cradle a commonwealth already

well established and flourishing,” was scarcely known in Greece before the
time of Pericles, when it suddenly arose in Athens to a great hcigl;t of per-
fection. Pericles himself, whose great aim was to sway the assemblies of the
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10-PoiNT

The object of advertising is entirely
legitimate if a person has a commodity to
sell to another person. They are foolish
who pretend to dislike this method of
publicity. Even physicians, whose code of

ethics forbids formally inviting custom,
welcome newspaper notoriety when it re-
dounds to their credit. Never in the his.
tory of the world has the importance of
getting buyer and seller together been
more appreciated than at the present time.
Never before have such immense sums been

8-Porxr

The object of advertising is entirely legitimate
if a person has a commodity 1o sell 10 another per-
son. They are foolish who pretend to dislike this
method of publicity. Even physicians, whose odd
code of ethics forbids formally inviting custom,

welcome newspaper notoriety when it redounds to
their credit. Never in the history of the world has
the importance of getting buyer and seller together
been more appreciated than at the present time.
Never before have such immense sums been spent
in systematically parading all kinds of subtle temp-
tations to elicit purchases. Advertising has become
a_legitimate business, and capable writers and de-
signers of attractive advertisements receive the
salaries of governors and mayors, and if called
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AMERICAN TYPE FOUNDERS CO-.

10-PoINt

Eloquence ot oratory, which Cicero calls * the
friend of peace and the companion of tranquility,
requiring for her cradle a commonwealth already

well established and flourishing,” was scarcely
known in Greece before the time of Pericles, when

8-PoINT
Eloquence or oratory, which Cicero calls *the friend of
peace and the companion of tranquility, requining for her

cradle a commonwealth already well established and flourish-
ing,” was scarcely known in Greece before the time of
Pencles, when it suddenly arose in Athens to a great height

CHELTENHAM WIDE

10-PoInt

Eloquence or oratory, which Cicero calls
“the friend of peace and the companion of
tranquility, requiring for her cradle a com-

monwealth already well established and
flourishing,” was scarcely known in Greece

8-PoInT
Eloquence or oratory, which Cicero calls “the
friend of peace and the companion of tranquility, re-

quiring for her cradle a commonwealth already well
established and flourishing,” was scarcely known in
Greece before the time of Pericles, when it suddenly
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AMERICAN TYPE FOUNDERS CO.
J0-PoINT

Eloquence or oratory, which Cicero calls ‘‘the
friend of peace and the companion of tranquility,

requiring for her cradle a commonwealth already
well established and flourishing,”” was scarcely
known in Greece before the time of Pericles

8-PoiNT
Eloquence or oratory, which Cicero calls ‘‘the friend
of peace and the companion of tranquility, requiring

for her cradle a commonwealth already well established
and flourishing,’’ was scarcely known in Greece before
the time of Pericles, when it suddenly arose in Athens

CENTURY EXPANDED

—

10-PoINT

Eloquence or oratory, which Cicero calls
““the friend of peace and the companion
of tranquility, requiring for her cradle a
commonwealth already well established
and flourishing,’’ was scarcely known in

8-PoINT
Eloquence or oratory, which Cicero calls ‘‘the
friend of peace and the companion of tranquility,

te(‘uiring for her cradle a commonwealth already
well established and flourishing,’”’ was scarcely
known in Greece before the time of Pericles, when
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AMERICAN TYPE FOUNDERS CO.
12-POINT

Eloquence or oratory,
which Cicero calls "the
friend of peace and compan-
ion of tranquility,
requiring for her cradle a

REPRODUCING TYPEWRITER

10-PoINT

Eloquence or oratory, which
Cicero calls "the friend of
peace and the companion of tran-
quility, requiring for her cra—
dle a commonwealth already well

8-PoINT

Eloquence or oratory, which Cicero
calls "the friend of peace and the
companion of tranquility, requiring
for her cradle a commonwealth already
well established and flourishing,"
wa3 scarcely known in Greece before

6-PoINT

Eloquence or oratory, which Cicero calls
"the friend of peace and the companion of
tranquility, requiring for her cradle a

commonwealth already well established and
flourishing," was scarcely known in Greece
before the time of Pericles, when it sud-
denly arose in Athens to a great height of.
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POINTS ON PRINTING STYLE

In every large publishing or printing office there is a certain
practice regarding capitalizing, abbreviating, spelling, com-
pounding, etc., known as the “style of the office.”” Some-
times these various matters are covered in a printed sheet
or book known as the “style card.” On points of small
importance the styles of various offices differ considerably.
In the following pages are covered a number of points on
which printing-house practice is fairly uniform.

CAPITALIZATION

Display advertising is governed only in a general way by
capitalization rules. Usually, the important words and
emphatic statemnents are given prominence by being set
wholly or partly in capitals, or in a diffcrent style or size of
type from the surrounding text. An cxamination of the
advertisements of any well-set newspaper or magazine will
at once make this apparent. Common nouns like Suits,
Stockings, cte. are frequently capitalized for the sake of
emphasis, It is well to remember, however, that a too
frequent use of capitals for emphasis will weaken rather
than strengthen the argument. Put in a capital only when
it helps along the idea.

Where both upper-case letters and lower-case letters are
used in a heading, it is customary to capitalize the first word
and all important words. Such words as and, the, or, etc,
are not usually capitalized unless they begin the heading.
Note the following example:

The Butter that Betters the Bread
USE OF FIGURES

In general matter, it is common to use figures for 100 or
more, cxcept in the case of large round numbers, such as
one thousand or three million. It is not uncommon, however,
to use figures for numbers of 10 or more, especially when
several numbers are used together.
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In statistical matter, all numbers should be in figures.

Figures should always be used for the street number of a
house and commonly for the name of a street above ninety-
ninth,

Sums of money, especially $1 or more, are usually printed
in figures, except in the case of large round sums; as three
million dollars, eight hundred thousand pounds, etc.

Ciphers are not needed on even amounts of dollars, unless
there are a number of amounts arranged in columns, some
being even amounts of dollars and some consisting of dollars
and cents, Write twenty-five dollars as $25 when it stands
alone, omitting even the decimal point unless the amount
ends a sentence in text matter, when, of course, the point
would be needed as a period.

The time of day is usually printed in figures; also, any
length of time, especially with more than one denomination,
as hours, minutes, or seconds.

ABBREVIATIONS

The abbreviations for second, third, twenty-second should
be printed 2d, 3d, 22d, not 2nd, 3rd, 22nd. Use th or d only
when the day or a word standing for it (such as sustant or
proximo) follows. Let the style be September 18, 1906;
Your letter of March 20; On the 10th day of May; Yours of
the 3d ultimo; etc. In Great Britain, the prevailing style
in writing dates is to place figures expressing the day of the
month ahead of the name of the month; as 22d February,
1800.

‘Where company is abbreviated in firm titles, such as Smith
& Co,, the character & should be used. It is better form
to write and in full when company is written in full; but if
a firm prints or signs its title as Smith & Company, follow
the form used,

In writing dimensions and specifications, such forms as
8X 10, 8-foot, 10-point, etc., are recommended.

Do not use the sign for per cent. (%) in one place and
write per cent. out in another.

Some classes of advertising abound so much in prices that
such abbreviations as 26¢ are recommended when they would
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not be recommended in other classes of printing, but do not
go to excess in abbreviating. Such abbreviating as & for
and in body matter, Xmas for Christmas, etc. ordinarily
cheapen the style. 'Words like received, president, secretary,
should be spelled out in body matter.

ITALICIZING

All foreign words recognized as such should be printed in
Jtalic. Familiar foreign words or abbreviations, however,
should be printed in Roman; as, i. e., viz., vice versa, ver-
batim, bona fide, menu, via, per diem, and some others.
The titles of newspapers and magazines are usually set in
Italic and not quoted, Some printing offices italicize also
the names of books, but in many offices it is the practice
to quote them. In the case of such well-known books as
Pilgrim’s Progress, Robinson Crusoe, etc., it is not necessary
to quote.

CONSISTENCY IN STYLE

Some words are spelled in two ways; cigar and segar are
cxamples, Be consistent in writing such words; if the cigar
form of the word is used in one place, that form should be
used all through the copy. Do not write catalog in one place
and catalogue in another. If the proper way ot writinga
firm name is Smith & Tanner, do not spell out and in the copy
and expect the printer to change and into the shorter form.

ADVERTISEMENT DISPLAY

HOW TO LAY OUT AN ADVERTISEMERT

Importance of Layout.—Poor arrangement and ineffective
typographical display will greatly weaken the information
and argument of a good advertisement. Therefore, the
ad-writer should give as careful attention to the setting up
of his advertisements as to the writing of them. He should
learn the principles of display, and practice making layouts.
He should keep a scrap book and paste in it well-arranged
advertisements clipped from newspapers and magazines.
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He need not expect that every printer will give a great deal
of thought to the arrangement of advertising copy, for the
printer has many advertisers to serve; besides, strange as it
may seem, only a small proportion of printers have the best
ideas as to the effective display of advertisements. It is the
ad-writer's business to look after his advertisements and to
give suggestions for effective displays. At the same time,
he should not always give arbitrary directions, for, unless he
has studied type, printing-house methods, principles of dis-
play, etc., a long time, he is likely, if he gives strict orders
about every detail, to ask for impossible or impracticable
effects.

Even if an ad-writer knows little of typographical matters,
he will probably often have in mind a certain style of dis-
play that he would like to have followed. If he has a clipped
advertisement that is in the style he likes, he should write on
it, ** Follow this style’” and send the clipping alcng with the
copy for his advertisement. The printer will match the
style as nearly as he can. If no clipped advertisement is
available to show the style preferred, a layout, or diagram,
should be made.

Objects of Layout.—The layout serves three useful pur-
poses:

1. It gives the writera rough picture of his advertisement
as it will appear when set up. It thus trains his eye to appre-
ciate display effects. If the first arrangement is poor, the
layout will show him that it is poor and he will be enabled
to change it before the advertisement is set.

2. If the advertisement is written by a writer who is to
show his work to an advertiser for approval, the layout will
enable the writer to present his plan clearly: a neat layout
that can be taken in at a glance is worth fifteen minutes of
oral explanation as to what a writer could or would do.

3. The layout shows the printer just what arrangement
the advertising man wants—saves the printer from guessing
and disappointing.

In practical work there is no time for making * pretty”
layouts unless the work is to go before an advertiser to make
ap impression. Where it intended merely to show the com-
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posing room what the advertising man wauts, the layout
may be roughly made, provided it gives the general effect
desired and shows the proper arrangement of the various
parts of the copy.

How to Make the Layout.—In preparing copy and layout,
do the following things:

1. Show the width and depth of the advertisement.

2. Paste in a proof or clipping of the illustration or sketch
it roughly. If the cut is at hand, it may be inked on a stamp
pad and an impression secured by pressing the cut firmly
down on the layout sheet, which should have a blotter under-
neath. If this is not convenicnt, at least put the cut on the
layout sheet and draw a pencil mark around it to show the
space it will occupy; and mark in the space the word *Cut.”
If there are several cuts, number the different spaces and
number the cuts on the back to correspond.

3. Show the border. If the border is plain, draw it all
around on the layout or as far around as it is to go. This
may be done quickly with ruler and pencil. A pencil with
a large lead will aid in making heavy borders. Even a
waved border may be represented accurately enough with a
heavy pencil. Showing all of the border not only makes
the layout still clearcr to the compositor but it gives the dis-
play effect much clearer to the writer and enables him to
change if the first selection is too heavy or too light or other-
wise unsuitable. Of course time should not be taken to
sketch ornamental borders all around unless the work is for
exhibition or soliciting purposes.

4. Letter in roughly all display lines, striving to get the
lettering the correct height and of the strength of type to
be used. Unless the advertising man is familiar with type
and typographical matters and knows what the printer has,
it is best not to specify the styles of type to be used for the
display. He may, however, make a suggestion such as,
“Use Post or nearest style face you have,” or *Use some
dignified letter like Caslon.” Such a suggestion and the
strength of the rough lettering will enable the printer to
produce the effect wanted. Of course, if the writer knows
that a certain type would be very effective and also knows
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that the printer has that style, the direction can be made
more specific.

5. Indicate the space to be occupied by the body type.
The most practical way of doing this, in the case of small
advertisements, is to fill the space with light pencil lines
exactly as wide as the ““measure,” or width, of the body mat-
ter is desired. If the space is large, the better plan is to
draw a dotted line (a plain line might be taken as a request
for a light rule) around the space or at least to show the
corners, and to make the width of the measure still clearer
with a double arrow, as shown below. It is usually well to

indicate a preference as to the size of the body type, for
while it is not a great deal of trouble to change a line of dis-
play that may not suit, to change the body type usually
means practically resetting the entire advertisement. If
either the body matter or display comes too close to the
illustrations, the effect will not be good.

6. Calculate how much matter will be required for the
space left for the body type, and be sure to write the proper
amount of copy.

Extra Copy for Emergencies.—Particularly where the
printing office is some distance away, it is a gnod plan to
furnish a little extra copy, telling the printer where it may
be inserted in case the copy runs short for the alloted space,
or telling him where something may be omitted if the copy
overruns. The reference here is to advertisements designed
for fixed space, as in the case of a magazine page, half page,
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quarter page, or sixteenth page. In newspaper advertising,
unless a fixed space has been contracted for, it is the best
plan to give instruction to set in about a certain amount of
space, as in ‘6 or 8 inches, double column,” for example;

40000 Feet of Hemlock
at $18 aThousand

LUTHER SWEET +CO.
500 Harris Avenve
Telephone, 1809

LAvyour OF A SMALL NEWSPAPER ADVERTISEMENT

or to direct the compositor to “Set in this style in depth
necessary.” Proceeding on such instructions, the com-
positor will not be restricted and can give better results.
Where to Write the Copy.—Copy for the advertiseinent
should not be written inside the limits of the layout, for the
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small amount of space available would usually result in the
writing being hard to read, unless the advertisement is
intended for a street-car card or a poster, in which case an
exceplion may be made; but, as a rule, if there is not room
on the same sheet with the layout, the copy should be on
extra sheets.

40,000 Feet of Hemlock
at $18 a Thousand

Just the thing for under-floors,
roofs, sheds and any temporary
fencing that you may have orders
for. It is planed one side to § in.
Six inches and wider; 12, 14, and
16 feet long. If you have been
buying Hemlock lately you know
whether or not this is a bargain
without our saying more. Re-
member, there's only 40,000 feet

LUTHER SWEET & Co.

500 Harris Avenue
Telephone 180%

THE SMALL NEWSPAPER ADVERTISEMENT SET UP AS INDI-
CATED BY LayouT oN THE ForEcoiNg PAcE

The layout is merely a typographical diagram for the
printer, to show the style of the display and to give a rough
picture of the advertisement. The copy should be com-
plete in itself; even if the headline and the name and address
are on the layout, they should be repeated in the copy; the
layout might be lost, At thesame time, there should be no
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inconsistencies between the copy and the layout as to the
wording of display lines.

Put a ring around notes to the compositor, so that they
may not be mistaken for copy.

HOW TO DISPLAY AN ADVERTISEMENT

Objects of Display.—To display an advertisement means to
emphasize certain parts of it by the use of strong type, so as
to give to the whole an appearance that will (1) attract the
eye of the reader, (2) make the advertisement easy to read,
and (3) draw attention to the more important parts. Sub-
head displays are used in large advertisements, such as those
of the department stores, to enable the reader to find readily
the sections dealing with the articles that interest him, the
subheads being a sort of index. In addition to the three
objects alrecady mentioned, it is very important to give the
advertisement in both display and body type a typograph-
ical dress that will create the proper ‘‘atmosphere.”” That is,
it would be poor judgment to use heavy, plain Gothic types
to advertise silverware or Easter millinery.

Principal Display Elements.—One needs to know much
about typography in order to understand the fine points of
display, but every advertiser should understand some
fundamental principles. There are five principal display
clements: display type, body, or text, type; illustration;
border; white space. Some advertisements contain all five
elements; illustration is often omitted, and sometimes the
border also. The various elements should be so arranged
as to get contrast, balance, legibility, and appropriate typo-
graphical dress.

Overdisplay.—Only a few things can be displayed well in
small space. If the headline and the price and the name
of the advertiser are to be displayed, everything else should
be kept down to the reading-matter style. Only those things
should be displayed that really strengthen the advertisement.
Advertisers often mark, for display, lines or unimportant
phrases that have no attention-attracting or selling force.
See Fig. 1. There is a saying among printers that *all dis-
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play means no display.” That is, unless an advertisement
is large, if an attempt is made to display five or six things,
there will be no contrast, and the advertisement will be less
readable because of the display. Overdisplay is perhaps the
most common fault of advertisements. In a poster, every
line can be made prominent, but a newspaper or magazine
advertisement containing any considerable amount of text
matter cannot be treated as if it were a poster. The eye is
not as accustomed to reading display type as it is to reading
body type. For this reason, small sizes of heavy display

A GOOD NOSE
WOULD BE TICKLED IN OUR
Fragrant Sanitary Bakery

INHALING ODORS OF ALL
BAKED GOODIES,_ TASTY—
WHOLESOME —DELICIOUS.

Have You Tried Qur Bread ?

A CRISP SCOTCH LOAF ON
YOUR TABLE THIS EVEN-
ING WOULD ADD MUCH TO
THE MEAL.

ENTERPRISE BAKERY.

F1c. 1. A PooRLY DisPLAYED NEWSPAPER ADVERTISEMENT

faces should not be used as body type except for special
paragraphs, although types of the strength of Bookman
are excellent for the body matter of small advertisements
when the larger sizes of the same type are used for the dis-
play. The displays should act merely as guide posts to
catch the eye and draw it to a readable text. If there are
too many guide posts, the whole becomes a confusing con-
glomeration.

Capital Lines.—It is a mistake to assume that a line must
be entirely in capitals to make it strong. All-capital lines
are good for the advertiser’s name, the name of a product,
etc., but, generally speaking, display lines with just the first



74 ADVERTISEMENT DISPLAY

letters of the principal words in capitals are more read-
able than all-capital lines; the reason is simply that the
eye is not trained to read all-capital lines at a glance.
The overuse of capitals is a common mistake of printers.
They often use all-capital lines merely because the line
set that way will fill out the measure. While it is true
that the display effect, considered as a mass, is stronger,
one has only to set a headline both ways in order to see
that capitals and lower-case letters ordinarily give more
legibility. There are just a few types that give a legible

Try Our Scotch Bread

A crisp Scotch loaf on your
table this evening would c
add much to the m=al. 5

A good nose would be tick-
led in our fragrant, sanitary
bakery, inhaling odors of all
our tasty, wholesome goodies.

ENTERPRISE BAKERY

18 Adams Avenue

Fic. 2. Tue SaMe ADVERTISEMENT REVISED AND
ProperLy DispLavep. See Fic. 1

line when all capitals are used; the Gothics are in this
class.

It is rarely necessary to use more than two styles of dis-
play types, and often the best results can be secured Ly the
use ot one style, particularly when the style includes faces
of different widths, as is the case with Cheltenham Bold,
there being in this “series’” the regular, or medium width,
condensed, extra condensed, extended, Italic, etc. These
various members of one type family provide extended
type for lines where a few letters must be spread



Make
Your
Money,
Earn \&/

A good investment is one that
is perfectly safe and reliable and
at the same time affords a reason-
able profit.

American Water Works Bonds
offer an investment possessing
both these essential features.
They are unconditionally guaran-
teed by the company issuing them
and are further secured by double
their value in real estate. Con-
servative business men consider
them especially desirable.

We are selling them at a price
that will yield 5 per cent.

Our book, Water Works Bonds, contains much
information of value for the investor. Ask for it.
The Scranton Trust Company
516 Spruce Street

F1c. 3. AN ExampLe oF ErrrcTIVE DISPLAY IN
SMALL SPACE

75
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out, condensed type for lines in which more words must
be set than can be accommodated with the regular face,
and an Italic face to give an occasional pleasing change from
the upright type. Sometimes one style will do for both
body matter and display. A small advertisement with the
body in 8-point or 10-point Bookman and with larger sizes
of Bookman used for display will be found exceedingly appro-
priate for many subjects. This principle holds true with a
number of medium-weight display types. Be careful, how-
ever, about using the small sizes of display type as body
type for very large spaces. But the 10-point, 12-point, or
14-point sizes of medium-weight display faces may be
appropriately used for introductory or special paragraphs
in even large body spaces.

When it is really necessary to use more than one style of
display type, select styles that possess like characteristics.
For example, two rugged types, such as Pabst and Hearst,
may be used together harmoniously. Never mix two
radically different types, such as Caslon and Gothic. The
printers of the smaller cities are the greatest offenders in the
use of three or more styles of type in one advertisement,
often when the styles are inharmonious. Sometimes this is
caused by lack of sufficient type of one kind.

Headings.~—The heading of an advertisement is the typo-
graphical guide post to the reader’s eye, and it should there-
fore be a strong typographical feature. See Figs. 3 and 4.
Small type should be avoided, as it will not afford sufficient
contrast to the body matter and will prevent the rcader
from grasping the meaning of the heading quickly. In
magazine advertisements that are only about an inch deep,
large type cannot be used if the heading consists of three or
four words, but, as a general rule, if the space is small, it is
better to cut down the descriptive matter than to weaken the
heading by setting it in type that is too small.

When a heading must be divided into two or more lines,
it should be so divided as to present the most readable
appearance. A heading like “The Only Way to Keep Flies
Out” is taken in by the eye instantly when divided between
the fourth and fifth words and arranged in two lines; in
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fact, it is more rcadable when arranged ir this manner than
it would be in one line, for the eye grasps the two short lines

Prmlmg is Profitable Work

It is also highly educational. No better
way for a boy or young man to start
carning money and learning a useful
trade. Easy tolearn. OQur book “How
to Become a Successful Printer’” makes
it possible to do real work in a few days.
There are opportunmes in every town,
| for a progresswe young printer. Carl

Wilson, of Irvington, Va., writes: “Am
clearmg average of $10a week with my
outfit.”” OQutfits for printing cards, letter-
heads, circulars, etc., from $8 to $40.
Outfits for small newspapers, $50 to $150.
Catalog, giving interesting particulars, free. Write today.

U. S. PRESS CO, DEPT. E, SCRANTON, PA.

Fi1c. 4. TypicaL MAIL-ORDER ADVERTISEMENT IN WHICH
THE DISPLAY 1S STRONG AND THE
Srace WELL FiLLED

more quickly than it would one long line. This heading is
much less readable when divided between the second and

The Only Way To
Heep Flies Out

THE ONLY
WAY TO
REEP FLIES
ouT

third, the fourth and fifth, the sixth and seventh, and
arranged in four lines. Compare the two arrargements:
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In the two-line arrangement each line seems to suggest
something; but in the four-line all-capital arrangement, the
message intended to be conveyed by the heading would
probably not be caught by a passing glance. As the head-
ing is the guide post to the advertisement, it should be so
arranged that it will be grasped as a whole, and will arrest
the attention even when passing under the swiftest glance
of the eye.

Harmonious Display.—The display selected for an adver-
tisement should be in harmony with the subject of the
advertisement. A dainty piece of furniture should not be ad-
vertised with heavy, crude type. The character of the event
announced in the advertisement should also be considered.
If an Easter sale is to be advertised, the advertisement
should be made as artistic and attractive as possible. The
announcement of a store opening, being more or less in the
nature of a social event, should be artistically displayed,
but with a quiet, dignified touch, conveying the impression
of formality—the reader on an occasion like this to be a guest,
not a customer. Infact, the type and arrangement of society
announcements are often copied in advertisements of this
nature.

On the other hand, if a January clearance sale or some
other cut-price event, crowded with a multitude of price
reductions, is to be advertised, much less attention need be
paid to attractiveness. The price reductions will cause the
advertisement to be read carefully even if it consists largely
of lists of items in small type and with little white space.

Sensational announcements, such as unusual bankrupt or
fire-sales and cut-price advertisements, admit of somewhat
extraordinary display treatment——bold headlines and stri-
king display effects.

Balance.—Let the top part of the advertisement be a
little stronger in display than the lower part. If the bottom
is stronger, the advertisement will appear bottom heavy.
Likewise, if the illustration, price display, and other dis-
plays are massed on one side, the advertisement will have a
displeasing, unbalanced effect. Consequently, it is usually
advisable, if there are two illustrations, to place them on
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different sides of the advertisement, or if they are both placed
ou one side, to see that there is a balancing display on the
other. If the strongest display is in the center of the
advertisement, let the display at the top be somewhat heavier
than that at the bottom, so as to bring the center of display
a little above the middle of the advertisement.
Margins.—Unless the advertisement is for use in a mail-
order medium in which space is very costly, do not pack up
to the borders with reading matter. Do not swing to the

To Palestine
At Our Expense

Would your church or school like to honor

your pastor or superintendent by giving
either or both such a tourr Would you
like to go yourself, if you could?
A postal card asking about the Pales-
tine Plan will secure full information.
Tho Sanday School Times Co., 1031 Waloat Street, Phila, Pa.

Fi16. 5. A Repucep 2-COLUMN ADVERTISEMENT SHOWING
THE FREE Use oOF WHITE SPACE IN THE MARGINS

other extreme, however, and scatter so much white space
throughout the advertisement that it appears flat. Let
the text type be concentrated, and emphasize it by a reason-
able margin of white space all around inside the border. See
Fig. 5. Leave a little white space around illustrations and
the prineipal display lines. Care should be taken, however,
not to leave too much white space between the several parts
of the advertisement, as this will make the advertisement
appear Jisjointed and weak; besides, when white space costs
from $1 to $50 an inch, it must be used economically.
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The margin of an advertisement should appear to be
evenly distributed all around the type matter. When there
is a short display line at the extreme top or at the extreme
bottom, there may be a less space between the line and the
border, because the extra white space at the ends of this
short line will make the margin appear cqual to the side
margins.

Display for Closely Set Matter.—Larger sizes and heavier
faces of display type should be used in crowded advertise-
ments than in ordinary advertisements. It is imperative
that the main points of the advertisement stand out by strong
contrast. The solid, gray effect of the small, closely set
body type and the small amount of white space result in a
contrast between black displays and dark-gray body matter,
rather than a contrast of black and white or black and light
gray. Hence, the type used for displays must be bold and
heavy in cut, or it will not contrast well with the body
matter.,

Borders.—When in doubt about the kind of border to use,
select a plain one, Fancy borders are likely to injure the
effect of illustrations unless they are harmonious. Typo-
graphical ornaments are nearly always out of place. Rule
work that serves no useful purpose should be kept out.
The job printer is ever cager to work in some superfluous rule.

The simplest way to use a border is to run it entirely
around the advertisement, having the corners square, but
this arrangement is in such common use that even a slight
deviation from it usually gives the advertisement more
prominence. The mere substitution of round for square
corners will sometimes make an advertisement stand out
more conspicuously, because of the contrast of the curved
border with the square-cornered space in which the advertise-
ment appears. Beveled corners also give a little distinctive-
ness.

Borders may be broken at the top or sides so as to allow
a heading or display line to project through., Fig. 6 shows
an effective use of a border in connection with the heading.

Some advertisers use drawn ornamental borders designed
especially for them. Such borders, because of their contrast




Delicious—
Michigan
Peaches

We have just received a
consignment of the finest
freestone Michigan peaches.
This fruit is hand-picked
and was carefully sorted
before being packed. The
flavor is unexcelled, the
peaches are extra large in
size, and the price the low-
est at which we have ever
sold this brand.

65c

Peck Basket

Smith & Ray

46 Main Street J

-

Frc. 6. PartiaL Borper ErFrFect, ConsisSTING oF 3-Pornt
Rurte Witu Rounp CorNEers

81
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with the ordinary run of borders, usually make an advertise-
ment more distinctive.

A slight deviation from the common rectangular form
sometimes makes an advertisement more prominent. It is
permissible to use such unusual border shapes as circles,
ovals, diamonds, etc. See Fig. 7. Advertisements of this

Bank or Trunk?

One day comes the story of some
$600 stolen from a North End home
and on its- heels another of similar
tenor from the West Side. This West
Side man lost $400 because he seemed
to have more faith in his trunk than
in the bank. He lost his mooey, and
he is probably fortunate that he did
oot lose his life,—aily News.

How long will you risk money and valu-
ables at home in a tin box, when we will pay
you 3% compound interest on your money
and rent you a box for your valuables in our
modern burglar-proof, fire-proof safe-deposit
vault for $5 a year?

Wide-Awake' Bank

COURT HOUSE SQUARE

Fic. 7. ErrecTive Use o A CIRCULAR BORDER T/1TH THE
Timery Use of A NEws ITeym; Goop DisrLay

kind attract attention both by reason of the unusual shape
and the contrast afforded by the masses of white space. The
most satisfactory results in producing such advertisements
are secured by having the odd-shaped borders drawn and
engraved, and then having the type inserted in the mortise
left in the engraved plate. This plan will insure excellence
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and uniformity of design and will save time in the com-
posing room. It is exasperating to printers when type is
ordered set in very unusual shapes unless 2 mortised
plate is furnished.

Body Matter.—As a rule, light-face type that is easy to
read is best for body matter. Bold, or fairly bold, type
is seldom advisable, and then only when an easy-to-read
size can be used. Small bold type is likely not to print
legibly on soft paper witl cheap ink. Bold type is not
lcasing if it seems crowded, or if there is much reading
matter. It is seldom good in the body of a department-
store advertisement, although for contrast and emphasis
one section of a few words might be in a legible, fairly
bold type.

Prequently the spaece to be occupied by an advertisement
is too small for a large size of type to be used throughout.
In such cases, rather than set the entire advertisement in
sinall type, the first part may be set in a large size and the
following matter in a smaller size or sizes.

Unless the advertisement is large, it is not usually advi-
sable to use more than two sizes of type for body matter. In
any case, there should be 2 noticeable contrast between the
sizes used; that is, it is better to have 2 difference of two
points rather than 2 difference of one point.

The use of leaded body matter is advisable when the sub-
ject requires an open treatment; it is also advisable when
the type must be set in a very wide measure, pecause the
eye would have difficulty in following long Yines of solid
matter. When printed on good parers such as is used in
most magazines and class papers, solid matter is easier to
read than when printed on poor paper like that used in
newspapers, cheap mail-order journais, etc. The better
grade of paper is white and smooth, so that the type prints
clear and sharp, giving 2 petter contrast perween the ink
and the paper. Under such conditions, solid matter, unless
in wide measure, will be very readable. On cheap stock,
such as that used for newspapers, {he impression is not
clear-cut, the ink spreads a little, causing the letters to fill in,
and strong contrasts cannot be obtained. In such cases, the



too busy to keep informed as to

the details of correct style; but
he realizes that it pays to have that
kind of clothes; and that’s the kind he
wants.

He knows fairly well what suits him
in pattern and weave of fabric; he can
tell by the mirrorand theobliging friend
if ““it fits.”” But the average man takes
his style in clothes as he takes his law
or his medicine—on somebody else’s
advice.

Now, we're in the ‘“‘style business’’;
we know and produce the correct style
often far ahead of other makers, and
even of custom tailors. We put our
name and label on our product, not
simply as an identification, but as an
assurance. When you see that label
you may be sure of correct style; of
careful, honest, high-class tailoring; of
all-wool fabrics; and not a suspicion
of the mercerized-cotton cheat.

Better have our label to rely on; it’s &
small thiog to look tor. a big thing to And

HART, SCHAFFNER & MARX

Good Clothes Makers

e I ‘HE average man in these days is

F16.8. A Repucep 2-CoLUMN NEWSPAPER ADVERTISEMENT,
SET IN OLD-STYLE_ROMAN, Wit WiDE
MaRGINS AND No HEADING

84
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matter may be leaded to advantage if the cost of the space
permits, but, as a matter of fact, more advertisements are
set solid than are sct leaded. Often, instead of lcading
body matter, it is a better plan to use larger type set solid

" A oo e § sew g e Rl kol v & Tob vt
- e £ 4 e g G 8 L ¢ ke 0 vuby o 0 0ur
Wpain, 1OD€1PMOM Furwiure viore Cae o

By the Best Duveapart—The Kndl- Conla
No Mars Thon the Ordinarf Kind

St . b o vy p0s $C0 |

USE OUR DIGMIFLED CREDT PLAN
Wamtter O Dpwabs Pursnin taimy Hew Towriiing

b G0 Gty ot » Lows, Prag
V1 Pay You To Buy ot Sulateky & Tueh's

= %%95.5&:15“8

317319 Lackawanoa Avenge

F16. 9. AN ExamprLE oF How THE VARIOUS SECTIONS OF
A LARGE ADVERTISEMENT May BE PANELED

—to use 8-point solid, for instance, instead of 6-point leaded.

Location of Price Figures.—One of the most effective

plans in retail advertisements, if the price is a strong

point, is to make the price a part of the headline or to



86 ADVERTISEMENT DISPLAY

place it in the center of the advertisement or of the
panel. It may be placed in the lower right-hand corner
of the body space.

If the selling price is considerably eheaper than the usual
price, it is well to display the two prices close together.

Do You Get
Pure, Clean Milk?

You get nothing else from us.
Pasteurization makes it as clean
and pure as deep spring water.

Did you ever stop to think
about the old cans and half-
washed bottles in which milk
is often delivered> Not here,
though, because every bottle
leaving our building is sterilized.

CAYUGA DAIRY CO.

12-16 Franklin Street

Fic. 10. Skt ExTiréry IN CueLTENnAM WiDE—TYPE oF
Tumw STYLE 18 VERY EFFECTIVE WHEN THERE
1s ONLY A LiTTLE MATTER

Size of Firm Name and Address.—In retail advertise-
ments, the firm name should be prominent, as a rule,
but unless conditions are unusual it should be sufficiently
subordinated to the heading or the main display, so that
the latter will lose none of its prominence. But if the
advertiser's name is so strong a selling point that it
means more than any feature of the sale or the goods, an
exception may be made, and the name displayed most
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prominently. In mail-order advertising, where there is a
great deal of matter to go into the advertisement, the firm
name and the address are often displayed in small type 2T
even run in at the end of the body matter. Insuch acase,
they are usually set in black-faced type. This method is also
used in general advertisements, for the reason that the
article not being bought direct from the advertiser, his name
or address are of small importance, the chief aim being t?
impress the name of the article or the trade mark on the
reader. General advertiser's names are sometires em-
phasized, however, because of their trade-mark value.

Special Types and Borders.—Some retail advertisers find
it profitable to use the same style of type and border in their
advertisemnents continuously for periods of 6 mo. ar longer.
If the advertiser wishes to have the exclusive use of a special
border and special type, he must usually purchase it him-
self. Insuch acase, the publisher should not use this mate:
rial for the advertisements of any other patron.

If the advertiser is a very liberal purchaser of space, he
can often induce the newspaper publisher to buy such special
type and border.

—

MANUSCRIPT AND PROOF-READING

—

MANUSCRIPT

Preparing Copy.—Before manuseript, or “copy” (a term
used to describe any matter that is to be set in type), is sent
to the printer, it should be edited carefully in order that the
language may be clear and the matter properly punctuated
and capitalized.

The sheets of paper on which copy is written should be
uniform in size. When odds and ends of paper are used for
copy, with additions on small scraps, it is very difficult to
make a correct estimate of the amount of space required for
the matter. Besides, manuscript consisting of a number of
sheets of different sizes is hard to handle, and some of the
copy is likely to become lost.
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Nearly any small-sized sheet will do, but sheets more than
10 or 11 in. long are inconvenient for compositors. Ordinary
wrapping paper, if tough, makes fair copy paper when cut
into small sheets.

Very thin paper that cannot be kept in position on the
compositor’s case, and very thick paper that is likely to crack,
are objectionable. Manuscript should be sent to the printer
either flat or folded, but never rolled. Write on one side
of the paper only. Do not fasten the sheets together. Num-
ber the sheets at the top. If extra sheets are added after
the first numbering and they do not come at the end, either
renumber all the sheets or interpose the new sheets where
they should go and use letters; if the new sheets follow
sheet 10, mark that sheet 10a, and number the others 10b,
10c, etc. Then write on sheet 10a: (Sheet 10b, 10c, etc.
follow here) enclosing these words in parenthescs, as shown.
1f it is desired to remove a sheet from the manuscript, sheet 8,
for example, write on sheet 7: (Sheet 9 follows, sheet 8 killed)
enclosing this note in brackets or parentheses so that it may
not be mistaken for copy and set up. In the printing world,
to ““kill"’ copy or proof means that such copy or proof is not
to be used.

Pasting on Slips.—If only a little new copy is to be added,
write it on a separate piece of paper of the same width as the
original sheet, but only deep enough to hold the alteration,
and then attach the side of this slip to the margin of the
original copy, folding the slip shus attached over on the face
of the old copy. In this way, the original copy can be reac
by simply lifting up the slip. Place an asterisk (*) on the
slip and another on the original sheet, showing exactly where
the new copy is to be introduced; or,use a caret (A ) where
the added matter is to go in and run a line from the care’
out to the added matter.

Necessity for Legibility.—It is best to write copy in ink o
to typewrite it. The standard line on typewriters fittec
with the regular pica type is about 70 spaces long, and, or
an average, will accommodate about 12 words. Where then
are many paragraphs, the short, or broken, lines will mak
the copy “run long” and some allowance must be made
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If copy is handwritten, it should be written boldly, so that
there may be no time lost in puzzling out words. Hand-
print very unusual or dialect words. Do not italicize,
capitalize, or underscore to excess. The language should be
clear and forcible enough to need little of this mechanical
emphasis. Extravagance in the use of capitals is suggestive
of a novice. Do not make the letters L and S so much alike
that one may be mistaken for the other. Dot the 7's and
cross the ¢'s. The letters # and # may be easily confounded
unless written carefully; so may a and ¢, # and w, and others.
Interlineations, cancelations, corrections, etc., do not make
recopying necessary if everything is plain, but it sometimes
pays to make a clean copy if there is time. A final critical
reading will nearly always result in some improvement.
Putting a ring around periods or using the cross period (X)
will prevent periods from being mistaken for commas.
Marking Manuscript.—If it is desired torestore some matter
that has been crossed out by mistake, put a line of dots (. .. .)
under the matter and write the word stet in the margin, If
a capital letter is used and the writer then decides that a
lower-case letter would be better, a diagonal line should be
drawn through the capital. If a capital is to be set where
a small letter has been used, put three lines (=) under the
letter. Tr. ortrans, written in the margin means that certain
marked words in the line should be transposed. Another
method of indicating a transposition is to number the words
1, 2, 3, etc., in the new order in which they are to come and
then to write ¢, or {rans, in the margin. If a new paragraph
has been begun and the writer then concludes that it will
be better not to have it, he should mark No ¥ near the first
word, or indicate by a line that the matter is to be "run in.”
Never use abbreviations in copy, unless it is desired to
have them in the proof. If the copy reads U. S., the com-
positor cannot be expected to set United States; from the
days of his apprenticeship he is taught to ‘‘follow copy.”
If an abbreviation has been inadvertently used, a ring
around it will indicate to the compositor that the word
is to be set in full. Fig, 1 is an example of a shect of copy
marked for the printer. Fig. 2 shows the matter as set up.



F1c.1. REPRODUCTION OF A SHEET OF Cory, SHowING How
CORRECTIONS AND CHANGES ARE INDICATED

A high-grade, high-land coffec at a price just a little higher
Ehann that of ordinary coffec. *“Costs a Little More but It’s

etter.

I\lak_es rich, brown, fragrant coffec lacking in bitterness
am] with a _delicate flavor all its own, Goes further than
ordinary coffce  Economical in the end. Shipped from the
plantations in the hull so that no odors may gfe absorbed.
Roasted in our own roasting-plant by a process that keeps
the aroma in the berry.

Packed only in 1-pound air-tight, squarc, screw-top tin
cans. Accept no substitute. Sample can frec.

Fig. 2. THE MATTER ON THE REPRODUCED SHEET OF CopY
AS IT APPEARED IN PRINT
90
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Miscellaneous Points.—A jar of library paste and a pair
of newspaper shears should be 2 part of the ad-writer’s desk
outfit. BY cutting complicated copy apart and pasting it
on new sheets inan orderly manner, confusion willbe avoided.
Cutting and pasting upP also saves laborious copying.

1f all but one word of a line must be canceled, it is better
to cancel that word also and write it again on the line with
the words that are to follow; standing alone, the single word
may be overlooked.

When a2 paragraph is to be set in smaller type than is used
for other paragraphs, it is well to draw a vertical line in the
left margin, alongside of the matter to go in the smaller type,
and to mark in the margin the size of type desired.

Do not divide a word at the end of 2 sheet. The copY
may be divided there, and one compositor may get a part
of the word and another compositor get the other.

In preparing cOPY for anything to be printed in tWo colors,
red and black, for example it makes the copY clearer if the
portions to be printed in red are written in red ink on the
copy sheets. Combination red-and-blax:k typewriter ribbons
that make it easy to prepare typewritten copy in colors are
now available.

Itis generally understood in printing offices that all marks,
instructions, and suggestions written in the margin © a
proof and enclosed by @ ring or by brackets are not to be con-
sidered as cOPY-

—

THE COMPOUNDING OF WORDS

Of the many questions concerning the correct use of
English, there is no question more perplexing than that
having reference to the compounding of words. Two Or
more words may be sO closely associated in their meaning
or use as to require their union also in form. This may be
done by writing them together as 2 single word, called 2
solid compound, as keyboard, underrate, overcoat; of hyphens
may be used, and 2 hyphened,or hyphenated. compound made,
as in laughm-lo'ving. easy-mamwred, wenty-five, etc. Obvi-
ously, there are only three ways in which two words may
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be written; separately, with a hyphen between them, and
as one solid word; as post man, post-man, postman. It is not
always easy to decide whether a term should be written
as two words, as a hyphened compound, or as a solid com-
pound.

The closeness of association between words used together
in speech or writing is of every degree, and does not remain
constant. Moreover, when general usage has sanctioned the
writing of a term as a hyphened or as a solid compound, it
does not follow that all similar terms will be compounded in
the same way. For instance, one dictionary gives corn-meal
as a hyphenated word and oatmeal as a solid word. Usage
changes with time and varies with locality, and cannot be
controlled by fixed rules, however desirable that may be.
Up to within recent years, foday and tomorrow were seldom
or never written as solid words, while now it is a well estab-
lished custom so to write them. The changes, however, are
not always from the hyphenated to the solid form. Terms
like one-half, two-thirds, twenty-five, etc. were, until recently,
almost invariably written with the hyphen, but lately there
is a tendency to write such expressions as two words, and
the practice may in time become general,

The English spoken and written in Great Britain is in many
respects different from the English of -her colonies and from
that of the United States; and in the United States, there
are in the various sections noteworthy differences in the
language of even cultured people. What is considered good
usage on the Atlantic Slope is not always so regarded on the
Pacific Slope; and the language and preferences of educated
people in the North differs much from that of the same class
in the South.

There are so many exceptions to the rules that gram-
marians and lexicographers have formulated, and the rule
makers have themselves been so inconsistent in their own
compounding, that their rules are of little value. One of the
latest and best dictionaries gives these two rules:

1. All words should be separate when used in regular
grammatical relation and construction, unless they are jointly
applied in some arbitrary way.
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2. Abnormal association of words generally indicates
unification in sense, and hence compounding in form.

The difficulty in applying these rules is that not all people
will agree as to what is ‘“*regular grammatical relation and
construction,” and both “arbitrary way” and * abnormal
association”” leave more than is desirable to the judgment
of individuals, if uniformity is to be promoted.

Considering the differences in opinion as to good usuage
that will be found by consulting different dictioraries and
by looking into the practice of various publishing houses,
and considering also the changes that come about in even
that which is at any given time regarded as good usage, it is
best not to depend on any fixed rule. The better plan is to
be discriminating and to look into the question of usage and
to inquire as to whether there is need for compounding in
order to have words show at a glance their proper relation
to each other.

Printers are aided in solving the vexatious questions of
compounding by the fact that large printing concerns and
publishing houses have a ‘' style card” that regulates, to some
extent at least, the compounding of words in copy set up in
their composing rooms. These style cards usually have lists
of words that are to be written as compounds, and a certain
dictionary is regarded as an authority as to other words.
In business offices there is ordinarily no such guide. Some
employers will indicate their preferences, or direct employes
to follow a certain dictionary, but in most cases the adver-
tising man uses his own judgment. The printing office,
unless otherwise instructed, will compound according to its
own style.

The following matter is not laid down as a set of rules but
as explanations and examples of practice in many offices that
may stimulate discrimination and research in cases of doubt.

When Fulton brought forward his great invention, the
words steam and boat began to be spoken and written much
together, but they were at first regarded and pronounced
as two words. By and by, the very fact of their frequent
association led some one to write them with a hyphen, and
the accent fell strongly on the first element. Later, the
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hyphen was dropped, no one knowing when or by whom,
and steam-boat became steamboat. This, in general, is the
history of the compounding of words.

Where two words written separately may possibly have
two different meanings, it is advisable to either change the
construction or to compound the words, provided of course
that compounding will remove the possible ambiguity.

Thus, the words blue coat are used to describe a coat that
is blue, but bluecoat is used as a name for a blue-uniformed
man. If we write, ' In the rear of the house there was a
brick yard,’’ the words may be construed to refer to a yard
paved with brick, or to a place where brick is made; but
written as brickyard, the meaning is clear as referring to a
yard where brick is made. We may properly write an
imposing stone if we are describing the Kohinoor diamond
or Cleopatra's needle, but a printer's stone table is not
imposing in the usual sense of that adjective and it is more
exact to refer to the table as an imposing-stone. Observe an
expression with two adjectives, light brown hair. Construing
the language literally, is it the hair that is light or is it the
color of the hair? If we want to express unmistakably the
idea that the color is light brown, we should not leave
the adjectives as independent qualifiers of hair, but should
write the expression as light-brown hair, thus confining the
descriptive effect of light entirely to brown. A hyphen is not
required in His spinal column was broken; but in a spinal-
column disease, the hyphen is properly used. The expression
three dollar payments is ambiguous; but three-dollar payments
and three dollar-payments are perfectly clear.

The practice set forth in the additional paragraphs s com-
mon to a number of prominent publishing houses and print-
ing offices and may serve as a guide when the writer has no
no reason for preferring different practice.

With the exception of such forms as well-known fact, ill-
mannered man, let an adverb and an adjective or a participle
when used before another word or used separately remain
as two words. Examples: strongly made box, highly colored
painting. Even well known when used as in a sentence such
as He was well known may be used without the hyphen.
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Hyphen such combinations as two-wheeled, one-sided when
used as compound adjectives, also such combinations of
verbs and adverbs or prepositions as blow-down, hold-up,
stand-off.

Points of the compass are usually written as one word,
as northeast; but when one of the words is repeated, as in
north-northeast, the hyphen is used. Expressions in which
half, quarter, eighth, etc. appear are usually conjoined by a
hyphen, as half-tone, one-half, one-quarter, five-cighths, etc.,
though gquartermaster, headquarters, and a very few other
common combinations are written as single words. One-half,
two-thirds and the like may be written without the hyphen
where the separate halves or third are thought of as in
One half of the farm had all the buildings on it; the other
half contained the timber—but in such expressions as fwo-
thirds of the distance (the distance here being thought of as
an unbroken length), a one-half interest, three sixty-ninths,
etc., the hyphen should be used. The use of the hyphen
in writing Eighty-Second Street and in twenty-five, thirty-
seven and similar combinations is at present generally
commended.

Score, penny, pence, fold, etc. are ordinarily consolidated,
as threescore, fourpence, twofold; but the words that would
make long combinations, such as a hundred fold, are written
separately. First-rate, high-grade, second-class, etc., require
the hyphen when used as in A bolt of high-grade silk, but the
hyphen is not required in This silk is of high grade.

Man and woman when affixed to other words ordinarily
require no hyphen, as Frenchman, needlewomai, etc., but
long combinations such as American woman are separated.
Civic and military titles are conjoined with a hyphen, as
vice-president, major-general.

Homelike, businesslike and other compounds ending with
like are usually made one word unless similar consonants
thereby meet, when the hyphen should be used, as 1n shell-like.

The common compounds beginning with mid are written
with the hyphen. Where the prefixes pre, ré, co, etc. are
joined to words beginning with the vowel with which the
prefix ends, the combinations are now printed in many offices
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as preexist, reenter, coworker, etc. But re-creation should be
written with a hyphen to distinguish it from the very differ-
ent word recreation.

The prefixes over, under, after, out, cross, and counter are
usually consolidated, as overestimate, underbid, afterthought,
outdo, etc. Sometimes, however, when these prefixes come
before nouns or adjectives of two syllables or make unusual
combinations, the hyphen is required, as in over-jealous,
cross-section, etc,

Words like self-respect require the hyphen, but selfhood,
selfsome, and selfish do not. Muyself, itself, herself, etc. are
invariably written as solids, though many writers prefer
onc’s self to the solid form oneself.

The use of hyphenated words to excess should be avoided,
for, as an able writer says, '* Hyphens string words together
as if they were sausages.” When separate words will convey
clearly the required meaning, do not connect them with
hyphens. Atlorney at law is perfectly clear without hyphens,
and so are such phrases as an ever to be remembered day. Of
course until usage seems to demand it, writers should
not undertake to separate and use as two words such
combinations as rainfall, railroad, broudcloth, brownstone, etc.,
which have long been used as single words.

THE DIVISION OF WORDS

_A simple rule in general use in printing offices permits the
division of words on any syllable that will be the most con-
venient for the proper spacing of the line, except that it is
not considered good practice to leave a syllable of only one
letter at the end of a line or to carry over to the next line
a last syllable of two letters, as -ly or -ed. The effect is
especially objectionable when a paragraph ends with a
syllable of two letters in the last line. In some printing
offices it is not permissible to divide a word on the first
syllable of twoletters, as re-member, except in narrow-measure
work—i. e., composition in which the lines are narrow. By
remembering this practice, the advertising man can forestall
criticism on high-grade work.
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Words in whch the first syllable {s composed of one letter,
as in a-bide, a-gain, a-part, a-ble, o-ver, etc., should not be
divided, neither should words of only four letters, as also,
dual, etc. or words consisting of one syllable no matter how
long. Therefore, it is not permissible to divide such words
as wrought, through, chance, and even in the plural forms
like chances it seems better to keep the entire word on one
line than to divide as chan-ces. Words like charged, drowned,
pronounced as a single syllable, should not be divided.

A large amount expressed in figures may be divided on
groups of three figures, but the comma between the groups
on which the division is made should not be carried over to
the next line with the group it precedes. When the first
part of the amount is expressed by but one or two figures,
#t should not be separated from the following group of three
figures, neither should the decimal part of an armount, as
.50, be separated from a whole-number part.

Such abbreviations as A, M., P. M., etc. should never be
separated by placing the first letter of the abbreviation at
the end of a line and the second letter at the beginning of
the next line. It is sometimes necessary to separate two
abbreviated honorary titles, as D. D.,, LL. D., following a
person’s name, but it is well to avoid this separation when
it can be done conveniently.

Authorities differ as to the proper syllabication of a great
many words, and it frequently happens that the division of a
word as given by one dictionary is not sanctioned by another.
For instance, one dictionary gives the divisions of the words
baking and dancing as ba-king and dan-cing, while others
give the divisions of the same words as bak-ing and danc-ing.
The advertising man in such cases should follow the usage of
the dictionary he prefers, unless directed otherwise by an
employer.

In dividing words such as knowledge, children, etc. it is
well to consult the dictionary so as to be sure of the syllabica-
tion. For example, many printers, doubtless because of
setting the word know frequently, divide knowledge as know-
ledge, whereas the correct division, according to the accepted
pronunciation, is knowl-cdge.



98 PROOF-READING

PROOF-READING

Proofs.—When copy has been set by the compositor,
an impression, ealled a proof, is taken from the type. In
book-printing offices and in all important work, the proof
is read and corrected several times. The first proof is read
by copy, as it is termed, the copy reader reading to the
proof-reader the copy, word for word, and naming each
punctuation or other mark., All typographical errors and
departures from copy are marked and after these corrections
have been made, another proof is taken. This second proof
is compared with the first, to sce that all errors have been
corrected, and is then submitted to the author for approval.
This second proof is technically known as the first proof
because it is the first proof sent out, the original proof being
considered an office proof. If a subsequent proof is required
by an author, it is called a sccond, or revised, proof. In
catalog and book work, second proofs are usually submitted
in page form, and are then known as page proojs. Page
proofs are again read by the proof-rcader to detect gram-
matical errors, inconsistencics, and errors of make-up. The
pages arc then prepared to be sent to the foundry to have
electrotype plates made, and a proof, known as the foundry
proof, is then taken, This proof is not read as were the others,
but it is revised to sce that all errors on the previous proof
were corrected and the proof-reader looks all around the
edges to sce that no type has dropped from the sides and
that nothing is misplaced. The proof-rcader’s work is then
finished,

In newspaper offices time will not allow of the reading of a
number of proofs, and sometimes, when there are few errors
in the original proof of an advertisement, no second proof
will be taken unless it is to be submitted to the ad-writer,
If the advertisement is complicated and the correct wording
is important, it is advisable for the ad-writer to sec a proof,
as it will be a safeguard against his own errors as well as
those of the printer. Mistakes and weaknesses that pass
unnoticed in copy are somctimes revealed in print. In general,
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unless the advertising man is sure that good service will be
given in display as well as otherwise, he should see a proof
before the advertisement is inserted.

Responsibility for Errors,—A printing office is not respon-
sible for errors that may appear in copy but is responsible
for any departure from it. The proof-reader will not make
changes in the wording of an advertisement, but is expected
to correct errors of spelling. 11is work, primarily, so far as
advertisements are concerned is to see that the matter as
it appears in print is according to the copy and directions
{furnished, and he will not correct grammatical errors unless
liberty to do so has been specifically given to him. In case
he thinks an crror has been made he will call attention to it
by some kind of notation on the margin of the proof. The
usuzl method of making a query to the author is to draw
a ring around the word or expression and write in the margin
of the proof simply an interrogation point or the abbreviation
0. K.” followed by the interrogation point. This is equiv-
alent to asking the question “'Is this correct?”’” The proof-
reader may also write out a suggested change in the wording
and place an interrogation point after it. The interrogation
point is a request for the author's approval or disapproval
of the suggestion, If the query is not answered clearly,
no change will be made.

The proof-reader is expected to cxercise good judgment in
making corrections, but should not be criticised for a failure
to correct the spelling of a word when a change would convey
a different meaning, For instance if a word were spelled
reign instead of rein, the proof-reader would make no change
unless the context, or surrounding matter, made it clear
which way the word was to be spelled. In cases of doubt
the proof-reader merely queries and thus puts the respon-
sibility on the author.

The ad-writer is responsible for any errors that appear
in copy, bat in his capacity of proof-reader he can correct
these errors and also any typographical errors that may have
escaped the proof-reader’'s eye. He can also make any
changes on proof that he wishes, even to the extent of
rewriting the whole matter if he is willing to stand the cost
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EXPLANATION OF PROOP-MARKS
Change to capitals.

Change to small capitals.

Change to lower case.

Change to Roman.

Change to Italic.

Change to bold face.

Under word, means ‘' Put this in Italic.”
Under word, means ' Put this in small caps.”
Under word, means '* Put this in caps."
Under word, means '* Put this in bold face.'
Retain crossed-out word or letter.

Under a cancelation, means “Let it stand™:
used in conjunction with stef in the margin.

Here is an omission; see the copy.

Make no break in the reading.

Run this word or syllable over to the next line.*

R\i\p this word or syllable back to the preceding
ine.

Start a paragraph here.

s,

No paragraph; sometimes written *run in."”

Spell out the enclosed word or words.
Transpose words or letters as indicated.
Wrong font; change to proper font.

Is this right?

This mark, the dele, means “Take out the
crossed-out type, word, or sentence."

Take out the character indicated and close up

Insert apostrophe.

*Where only one letter is to be transposed, simply mark it ow
uslog the dele, and insert it atthe proper place.

100




ExPLANATION OF PrOOF-MARKS—(Continued)

\l’ v Insert quotation marks.

A Make correction indicated in margin.

~ Join these letters in a logotype, as (¢, , etc.
VvV Unevenly spaced; make spacing uniform.

Line up; i.e., make the lines even with other matter.

Straighten lines or type out of line.
Insert period.
Insert colon.

Insert comma.

Insert semicolon.

& Q\GO”‘ =

Insert hyphen.

Insert one-em dash.

R}
£

Insert two-em dash.

~
I
~

Insert en dash.

~
&

Insert interrogation mark.

N R

>

Insert exclamation mark.

>

Upside down; reverse.

Insert space here.

Close up; no space.

Move this to the left.

Move this to the right.

Raise to proper position.

Lower to proper position.

Indent line one em of size of type used.
Push down this lead or space.
Battered type; change.

*Fof{]eamn o

-
2
=



Plain
Piano Tak

Why don't you settle that much-
mooted question in your tani ily

Youn want & plnnoAyou feel the
need of it,but you cdn’t spare the
money to pay cagh juit now,aaff
- " you think yon caggave mooey by

waitiog until you cac spare it,

And you walt and wait.

Youpre wrong. No man,no mat,
ter what bis station !o life, can-
boy a plano io our astors for le§‘r
money by payiog cash /own tbao
the man who takes advantage,
our little-a-month plan, with ioter-
ost atfPen\§fcent. & year.

Every piano on our floors is
marked the spot-cash price. If
you want to borrow the money to
pay for it we will lend it to you &%,
6 per oen(/in(em( & year o thS,
nn/plld balsoce. Cash or time,
the price is the umg

We will sell Dy piaco you
may select,
and give you 20 to 30 monnu in
wbich to pay for it.

Suppose you tried to save

the\ money to pay cash, Cowld
do it? Would you do i

Let s talk with yon. Come in
and see what we have.

No tricks, 0o guesting cod!
the onty onwn’a, no-commission
piaoo and music house.

J. W JENKIN®S SONS
[ MUSIC CO,
1018-1015 Walout frrect

by buyiog a piano? Now
Talking ahont ilwon"t put it{od Rt TVeR
| ytoyo me—will ot stop the(m>2) Aun over
portuhities of the young folk., A
Let's guess wby you are proTl L niom overov
stinating. m, s back

a/=/
Sl f?
/3
a

Cap.

Proor Lerr FuLL oF ERRORS TO SsHow Usg or Proor-

MARKS

102
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Plain
Piano Talk

Why don’t you settle that moch-
mooted guestion in your family by
buying a piano NOW?

Talking about it won’t put it
into your home—will not stop the
iroportunities of the young folk

Let's guess why you are pro-
<rastinativg

You waot a piano; you feel the
need of it; but you can't spare the
moUey to pay cash just now, aod
you think you can save money by
waiting until you can spare it.
Aad you wait and wait,

You are wrong. No man, 5o
foatter what his station iv life, can
buy a piaoo ib our store for less
money by paying cash dowo thap
the man who takes advantage of
our littie-a-mooth plan, with ister-
est at 6 per cent. a year.

Every piano on our floors is
marked the spot-cash price, It
you want to borrow the money to
pay for it we will lend it to you at
6 per cent interest a year on the
unpaid balance Cash or.time,
the price is the same,

We will sell you, at the spot-cash
price, any plano you may select,
and give you 20 to 30 roaths ia
which to pay for it.

Suppose you tried to save the
foney to pay cash. Cos/d you
do 2 Would you do it}

let us talk with you Core in
and see what we have,

No tricks, no guessing contests;
the only one-price, no-commission
piano and rusic house.

J. W. JENKINS' SONS
MUSIC CO.
1013-1015 Walnut Street

PrOOF AFTER CORRECTION




9 Why Womgn Read Advertisemfiets ﬁ_
e -

4.e. That women read advertising iseverywhere [ oA
ackpowledged. The question why they do so
vy bnngbus_,m(g_’mteresting discussion of
certaia clements in modern life
The first reason that makes a wony(nl"eadl L _J/lc_
business annouancements is, that they are so
attractive to her eye. Ilustrated with skl
and art, they induce ber to inquire into the
oature of their coutents, and, once a reader,
their 1nteresting discussion of why various Ao.
articles are essenuial to@ comfort, bealth, ot
happiue”, makes her a reader forevery, The & o
advertisement writer of today has securgd, X 5
‘a through practice, a skill in making business
! ~=%Subjects attractive that is truly wonderfulit 3
# competes withiterature 1 1t's power to attract 3
and bold the attention. At lhe same time the

cost of advertising space(@l)made brevity so ﬁ'
(has)

pecessary a feature of advertisements
vvv that Yevery Yunesseatia ’word;or matter [

m be eliminated
&..._j (Then, 100, tbings are talked about 1n such a

pleasiag conversational style The announce-
ments of yanamaker or gaks, for instance, cnf“
feod often remind the writer of certain fe Gires 2
{ the wntings of Dr. Holmes, the dehghtful
“autocrat of the breakfast table ™ They M/?
oY actually “alk, In a word, aak |*
Y advertisements {jrst of all becaus€ Thiey are 80
F interesting to read
o ,The womaa, having become a reader of
! dvertiseménts, soon recogunizes the benefit of
the practice It puts ber ia relation with the
~ouk ] besgat the lowest prices. This latter 4patuse-
is ohe that almost every keeper of a housg L]
hold cannot aflord to overlook Confined,
as she is, to himited incomesl‘and destrous, as 3,
every good woman is, 10 make every part O
the home attractive, shes intelligent enou;
to immediately recogmize that by doing h%(/
f/ shqping with least expenditure sbe is enab,
led to purchase a host of articles that othér.—
wise would be beyond the money at bher~

”,C CdisposalAMamu‘s Magazing.\ﬂ

Proo? SHOWING ProoP-Marrs IN PracricAL Use 1N
Bopy Marrer
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Why Women Read Advertisements

THAT women read advertising is everyswhere

. acknowledged. The question why they do so

brings us into interesting discussion of cer-
tain elements in modern life.

The first reason that makes a woman read
business announcements is, that they are so
attractive to her eye. lllustrated with skill
and art, they induce her to inquire into the
mature of their contents, and, once a reader,
their interesting discussion of why various
articles are essential to comfort, health, or
happiness, makes ber a reader forever The
advertisement writer of today has secured,
through practice, a skill in making business
subjects attractive that is truly wonderful; it
competes with literature in its power to attract
and hold the attention.. Atthe same time the
cost of advertising space has made brevity so
necessary a feature of all advertisements that
every unesSential word or matter must be
eliminated. Then, too, things are talked
about in such a pleasing conversational style.
The announcements of Wanamaker or Saks,
for instance, often remind the writer of cer-
tain features of the writings of Dr. Holmes,
the delightful ‘‘autocrat of the breakfast
table.” They actually ‘‘talk.” In a word,
women read advertisements first of all because
they are so interesting to read.

The woman, having become a reader of
advertisements, 8oon recognizes the benefit of
the practice. It puts her in relation with the
best things oflered, and enables her to pur-
chase these at the lowest prices. This latter
feature is one that almost every keeper of a
household cannot aflord to overlook. Con-
fined, as she is, to limited incomes, and desir-
ous, as every good woman is, to make every
part of the home attractive, she is intelligent
enoughtoimmediately recognize that by doing
ber shopping with least expenditure she is
enabled to purchase a host of articles that
otherwise would be beyond the money at het
disposal.—AMahin's Magazine.

Proor AFTER CORRECTION
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and delay that such alterations may necessitate. Publishers
do not ordinarily make extra charges for a reasonable amount
of change in advertisements inserted in their own publications,
Some printing offices undertake to hold the author responsible
for all errors appearing on a proof read and approved by him,
even if they do not appear in copy, but in some instances
advertisers have required publishers to stand all or part of
the loss sustained by the publication of erroneous prices
where correct figures were given in the copy.

Answering Queries and Indorsing Proof.—A proof-reader’s
query should always be answered clearly, which may often
be done with a stroke of the pencil if the use of query marks
is understood. If only an interrogation point appears in the
margin to call attention to a word or expression, it means
that the proof-reader is in doubt, perhaps because the copy
may not be clear, and wishes the author to give it further
consideration. If the word or expression is to remain as it
appears, all that is necessary is to cross out the interrogation
point in the margin and the proof-reader will understand
that there is to be no change made. If a change is to be
made, the interrogation point should be crossed out and the
correction written. The same method is followed when the
qQuery is made by writing the abbreviation O, K. followed
by the interrogation point, only the interrogation point is
crossed out if no change is to be made, “O. K.” being
allowed tostand. See page 118. If a change is to be made,
the abbreviation as well as the interrogation point is crossed
out and the correction indicated. Approval of a suggested
change is given by crossing out the interrogation point, and
disapproval by crossing out the entire suggestion. Never
erase queries. In case the proof-reader queries “Shouldn’t
this be 75 cents” do not answer with O, K.” because this
leaves it in doubt as to whether the original figure or the
suggested change is to remain,

When a proof has been submitted to an ad-writer it should
be read promptly, and when ready to be returned should be
indorsed ‘0. K.” or “O. K. with corrections,” and signed
by the author. If a second, or revised, proof is to be sub-
mitted, the indorsement should be “Revise” with the
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signature of the person requesting it. There is so little time
for a daily newspaper office to submit proofs that an ad-
writer should be careful to make all his corrections on the
first proof and not ask for a second. An office with a capable
proof-reader can safely be trusted to make all corrections
marked, and it would be a hardship if a daily newspaper
office should be compelled to submit many revised proofs.
In fact, when advertisements are small and the sty’e desired
by the advertiser is known, publishers often request that
they be not asked to submit proofs. Proof is not always
necessary when the copy and layout have been carefully pre-
pared and the office hasa capable proof-reader. In magazine
advertising, there is more time, and it is advisable, as a rule,
to see a proof before the advertisement is inserted.

Changes in Proof.—When copy is properly prepared, there
is no occasion for extensive changes in the proof. Type-
setting is expensive, and a word or two inserted or struck
out of the middle of a paragraph may necessitate the read-
justment of the entire paragraph. Additions should be made
near the ends of paragraphs, when possible, or enough words
supplied to make an even line; it may be possible to cut out
a word to make room for one that is to be added. If alittle
more matter is to be supplied on proof to fill a certain space,
be sure to add just enough. Sometimes a foew extra leads
may be put in somewhere to take up the unfilled space; or
an extra subhead may be put in or a main heading may be
made larger, if the style of the matter permits such changes.

The Marking of Errors.—It is usual, in marking errors in
proof, to cross out the wrong letter or word and write the
correction in the margin at the right or left of the column,
according to which side the error is nearest. It is sometimes
desirable, to draw a line from the error to the correction
marked in the margin (see Fig. 1), but this practice should
not be followed when there are many errors and there would
be a maze of lines. In reading a proof of complicated work, or
work of wide measure, it may be found convenient to mark the
errors in some white space near the error rather than at some
distance from it. In such cases the correction should be made
unusually promincnt, so that it will not be overlooked.
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When several errors occur in one word, it is better to cross
out the entire word and rewrite it in the margin than to mark
each error separately.

When a cut is improperly placed in the matter—that is,
if it is turned so that the top is at the bottom or at the side—

St et Al

Best Camera Supplies 8
Cost Little Hereg—1
Careful and good develop-
ing can@nliyTe donewhen 3
one has the right supplies and
plenty of them,

2-ounce Jar Paste. reg. 4c., at 2¢
(Hyvdrochinoi) Powders, regularly

0Oc. § dozen, at ,......... 16¢
Selfo for Plates, regularly 25¢. 19¢

Metol Developer, regularly 25c.,

800aaa6n 00000R05000000 19¢
Candle Lamps, regularly 19c., 11¢
4 inch Rollers, regularly 14c.,at 8¢

Revoli Tings, regularly 22¢., at 16¢
/@nm.&mm.aunam. -

Gotd

Fi. 1. ILLUSTRATION oF A SMALL PANEL Proor, oN WHICH
SEVERAL CHANGES Have BEeN MaDE, Ao QUERY
ANSWERED BY CROSSING OFF THE INTERROGA-
TION MARK, AND THE PROOF INDORSED

it may be indicated by *“Reverse cut” or *“Turn cut,” and if
necessary the top or the bottom of the cut should be plainly
indicated.

The usual proof-reader’s marks, together with reproduc-
tions of marked proofs and proofs of the corrected matter,
are shown on pages 110 to 115, inclusive.
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ENGRAVING AND PRINTING METHODS

ENGRAVINGS
LINE ENGRAVINGS

Line engravings, or zinc etchings, can be made from any
drawing or print consisting of distinct lines, dots, or masses
of solid color, such as pen, crayon, or charcoal draw-
ings. It is better to have all copy for line engravings in
black ink on a white surface. Gray, or shaded, effects are
obtained by the use of numerous fine lines or dots placed
close together, but each dot and line should be in black.
A zinc etching cannot be made from a photograph, a wash
drawing, a colored lithograph, or a natural object without
first making a line or a stipple drawing. Red lines can be
photographed if they are strong; matter in dark-blue and
dark-green lines can also be reproduced, but it is much better
in every case to have black prints or black drawings.

Size of Drawing.—Drawings for reproduction should be
made larger than the cut that is desired, so that in making
the reduction, any little defects, irregularities, or roughness
of the lines of the drawing will not be noticeable in the finished
cut. If the cut is made larger than the drawing, lines that
seem smooth in the original drawing are often ragged in
the finished cut. There is only one objection to making a
drawing much larger than the finished cut is to be, and that
is the tendency to put in more detail than is necessary or
advisable.

Mounting.—Line engravings are usually mounted on
blocks of well-dried wood. If the cut is to be stereotyped, it
should either be mounted on a metal base or left unmounted.

Etching.—The etching in a good cut should be deep.
If the etching is very shallow, the crevices will fill up with
ink and the cut will smudge in printing. Good electrotypes
cannot be made from a cut that is too shallow.



A Newspiper Man Writes:

#Ivorydale is the cleanest factory I ever visited.
-+ ++ Saw more contented, happy men and women
than in any plant it has been my good fortune
to enter.”

It ought to be a matter of gratification to
you, as it certainly is to the manufacturers
to know that Ivory Soap is made under
conditions that leave nothing to be desired.

Bath; toilet; fine laundry..

There Is no *free” (yncambined) atkali in Trory Soap. Thatls
why it witl not dajure tbe Bnest fabric OF the most delicate sklp.

Y.
[TV ey
=t 994315 Per Cent. Pure
\& Jj
Fic. 1. ADVERTISEMENT CONTAINING OUTLINE

ILLUSTRATION

110
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KINDS OF LINE CUTS

The line cut is the most practical style of engraving
for illustrations that are to be used in newspapers and other
publications using cheap paper. It requires little or no
make-ready and even in the hands of a poor printer will
print satisfactorily.

Line cuts stereotype satisfactorily, and are therefore much
used in newspaper illustration. Some of the most artistic
illustrations produced are in line.

F1c. 2. HALF-SHADED LINE ILLUSTRATION

Outline and Shaded Illustrations.—Illuystrations in which
there is no shading are called outline illustrations. In the
half-shaded illustration, only part of the drawing is given a
shaded effect. In the whole-shaded illustration, a tone or
value is given to each part of the drawing. In the mass~
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shaded illustration, the shading is heavy and is in masses.
In the silhouette illustration, the figure or object is shown
in a shadow-like form, almost entirely black or almost
entirely white.

L

The reputation, skill and accuracy which gard
behind the Goerz lens are offered wih the
*“Sector ™ Shutter.

“It’s a Goerz Product””

The mechanism of the “ Sector” Shutter isbeau-
tifully simple yet combines those necessary qualities
which will be appreciated by all photographers.
We want you to know all about the *Sector.
Send your name and address and an interestng
booklet will be mailed free by retumn mail.

C. P. GOERZ,
Room 5, 52 E. Union Square, New York City

Fi1c. 3. SILHOUETTE ILLUSTRATION

Reverse Effects,—Strong and unusual illustrations are
sometimes made by reversing the colors of the design. An
illustration of this kind is usually drawn in the ordinary
way, with black figures and lettcring on a white background,
but the engraver is instructed to reverse the color of the
design; that is, to let black lines in the drawing appear white
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in the cut and have the white spaces on the drawing appear
black. See Fig. 4. A cut thus made will print white
figures and lettering on a black ground.

Lincoln Freie Presse

GERMAN WEEKLY,
LINCOLN, NEB.

Has the Jargest circullition of any news
paper. printed 1 the German language on
this continent—no exceptions,

Circulation 149,281

RATE 35 CENTS.

Fic. 4. IrLusrraTION FROM REVERSE Cur

Type that is very small or has a light face and lines that
are very fine should be avoided in reverse effects, as in
printing the ink will fill the small depressions in the plate
very quickly and then the lines will no longer print clearly,
Many of the reverse effects are not so strong as black against
a white background would be, Compare the two illustrations
of Figs. 4 and 5. Fig. 5 is more effective.

] 1 ]

Lincoln Freie Presse
GERMAN WEEKLY,

LINCOLN, NEB.

Has the largest circulation of any news.
paper printed in the German language on
this continent—no exeeptions.

Circulation 149,281

RATE 35 CENTS.

Fic. 5. THE ORIGINAL SETTING FROM WHICH THE REVERSE
CuT Was Mape

Hand-Stipple Work.—This is an illustrative style in which
the shadows are formed by small black dots the depth of the
shadow being regulated by the size and compactness of the
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dots. This style of illustration produces an effect some-
what similar to a coarse half-tone, and is largely used in
clothing advertisements,

Ross-Paper Illustrations.—Drawings made on a chalk-
surfaced paper, on which various arrangements of lines or
dots have been printed by machinery, are known as Ross-
paper illustrations. The illustration is made by darkening
some portion of the paper by applying black ink with a pen
and brush and lightening other portions bty scratching, or

T,
& ﬁj
Fic. 6. ExaMpLE oF STirrLE WORK

scraping, away the chalked surface so cs to expose the white
underneath.

Another style of Ross paper is white, with the surface
embossed with a raised, stippled, or lined pattern. The
drawing is made by passing a soft pencil or a piece of crayon
over the paper, only the raised portions of which receive
the impression of the pencil or the crayon. The result is a
drawing that greatly resembles a hand stipple.

The Day Shading Machine.—This is a machine for tinting
drawing paper, zinc and copper plates, or lithographic stones,




ENGRAVINGS 115

thus shading the illustration already made on the surface, or
giving a background tint, as desired, A great many effects
can be produced by this machine, Some of the effects are
so much like Ross-paper work or hand stipple that some-
times it is not possible to tell by what process an illustration

-

vy ; -

Fic. 7. Ross-STIPPLE ILLUSTRATION rorR Newsparer Usk.
Tuis Ross-Parer ErFecT 1s MucH Like
HAND-StipPLE WORK

i
Y ,

was produced. The different values shown in Fig. 8, except
the solid white and the solid black efects, were produced
by means of the Ben Day process.

Crayon Illustrations.—Crayon illustrations are suitable for
use in any publication. The drawing is made on very rough
paper with a lithographic crayon, or “grease pencil.” This
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16. 9. Some Bex Day EFrects



118 ENGRAVINGS

crayon, or pencil, has a soft,greasy lead that adheres to the
raised portions of this paper. The completed drawing is
composed of black dots and irregular masses. A cut made
from such a drawing can be satisfactorily stereotyped or
clectrotyped.

Spatter Work.—In making backgrounds or flattened por-
tions of outline drawings, spatter workisused. The drawing,
with the exception of the portions to be spattered, is first
completed, This spattering is done by snapping, with a
match or a knife blade, the bristles of a tooth brush that has
been filled with black drafting ink. The portion of the
drawing that is not to be spattered is protected by a shield.

HALF-TONE ENGRAVING

Half-Tone Engraving Process.—For fine book, magazine,
catalog, and booklet printing, hzlf-tones are made on copper:
for stereotyping and printing in newspapers, they are made
on zinc. Copper half-tones are harder and more durable
than those made of zinc, and therefore reproduce more
delicate gradations of light and shade. Zinc half-tones can
be more quickly etched to a proper depth for stereotyping
and are cheaper than those made of copper.

To illustrate the process, assume that it is desired to make
a copper half-tone of a photograph. A negative of the
photograph is made, as in line engraving, except that the
light passcs through a screen before it falls on the negative
plate. This half-tone screen, as it is called, consists of two
picces of glass that are ruled with parallel lines and joined
together in such a manner that the lines run at right angles
The ruling on the different screens ordinarily used varies
from 55 to 200 lines to the inch. If there are 100 lines, the
screen is termed a 100-line screen, The more lines there are
to the inch, the finer the illustration. The effect of the
screen is to break up the solid masses into fine sections,

Copy for Half-Tones.—While the line engraving can be
reproduced only from a drawing or print consisting of dis-
tinct lines, dots, or masses of color, all possessing the same
tone, the half-tone, being essentially a photograph on metal,
can be reproduced irom a great variety of “originals,” any

World Radio History]



F16. 10. PANEL or GRADED TONES SHOWING THE EPPECT OF
THE HALF-TONE SCREEN
119
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of which may possess any tint, varying from pure white to
the deepest shadow. The intermediate tints, or half-tones,
are essential to the picture, and from the fact that these are
retained in the plates, the process has been termed half-tone
engraving. Half-tone engravings can be made from photo-
graphs, wash drawings, water-color paintings, photogravures,
lithographs, steel engravings, etc., or direct from the object
itself. In reproducing anything having colors, it is usually
necessary to take a photograph first,

Half-Tones Direct From Objects.—It is possible to make
a half-tone dircct from an object, provided the object is
nearly flat, so that all of it can be brought into focus. For
instance, half-tones can be made direct from gloves, buttons,
combs, etc.

Wash Drawings.—A wash drcwing is a drawing made with
a brush, diluted India ink, and some water color, the ink
being made very faint where it is desired to have a light
wash or tone, Wash drawings for half-tone reproductions
are rendered in varying tones of one color, usually black or
brown, To get good results, strong contrasts should be used.
Most imitations of photographs are made by this method,

Wash drawings are very often used to represent objects
that do not exist, or that need to be idealized for use in an
advertisement, If it is desired to advertise a building before
its completion, a wash drawing may be made from the archi-
tect’s plans, If the plans are well drawn, the wash drawing
will reproduce like a photograph. In fact, it is sometimes
difficult to tell whether a half-tone has been made from a
photograph or from a wash drawing. Sometimes, when
photographs are repainted, certain objects are, by means of
wash drawing, added or eliminated in order to produce a
more artistic effect. Shrubbery, for example, may be added
to the photograph of a house that has no shrubbery around
it. Facial expression, etc., can be changed.

Pen, Pencil, Crayon, and Charcoal Drawings.—Satisfactory
half-tones can be made from pen, pencil, crayon, and char-
coal drawings. The screen has a softening and blending
effect that reduces the contrasts but vields a more refined
illustration than if the reproduction were in line,
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WOOLEN HINTS

f FOLLOW TIIE DIRECTIO\b\
and see how CLEAN—|
ISOFT and FLUFFY yeur |
|Woolens and Flannels “wall;
ihe:  Wash Woolens and; F]ll!‘\
nels by hand i lukewsim)

' Pearline

zuds, Rinse thoroughly in warii!
water Wring dry, Pull and
edsae well, Ery in watm tem:)
{ perature, and they will KEES
ISOFT withe mthout shnnkmg

AH All Woolens N eed Pearhne

Fi1c.11. ILLUSTRATION WITH A REVERSE EFFECT. SHOWING HALF-TONE BACKGROUND
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Half-Tone Backgrounds.—The half-tone principle is
sometimes utilized to secure an intermediate tone as a
background. Semetimes very black type or very black
illustrations are made more harmonious by half-toning
them and allowing the screen to soften the dense black.

Painting and Tooling.—While a half-tone can be made
from almost any good photograph, the photographs thrt

Fi6. 12. AN UNPAINTED ProTocrAPH OF A PaPer CutteR

give best results are those printed on glossy reddish or
purplish paper. To get the best results in the finished
cut, the photograph should be painted by an illustrator
that makes a specialty of preparing copy for engravers.
It is wonderful what improvement can be made by paint-
ing. In fact, a half-tone made from a painted photograph
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F1G. 13. A rINiSHED ILLUSTRATION MADE FrROM THE PHOTOGRAPH SHOWN IN Fig. 12
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often shows such objects as machinery more attractively
than they are in reality. Fig. 12 shows an ijllustration
made from a photograph of a paper cutter as it stood in a
printing office. The photograph includes many unneces-
sary details and a post is directly in front of the machine,
thus cutting off part of the view. Fig. 13 shows the
illustration produced from the painted photograph. The
post and the other unnecessary details have been painted
out, and the missing part of the view supplied. The im-
provement in the appearance more than justifies the
additional cost.

Nearly any half-tone plate can be improved by hand or
machine engraving, or fooling, as it is called. This tooling
is especially effective in half-tones of polished metal or
glass, in which brilliant high lights are desired. Thoto-
graphs having large surfaces of nearly uniforin color
often reproduce flat in the half-tone. Rounded effects and
depth may be secured by tooling the fine lines. Shadows
or other large surfaces of a half-tone that are too dark
may be relieved by reetching the plate at the places
where lighter effects are desired.

Like painting, tooling is expensive; therefore, it is
important to secure the best possible photograph in the
beginning, so that little or none of this extra expense
will be necessary.

HOW TO ORDER ENGRAVINGS

In ordering half-tones, if the ad-writer is acquainted
with the different kinds of screens, he should advise the
engraver of the number of line screen that is to bc used.
If he is not thoroughly conversant with screens, he should
cither let the engraver know about the kind and quality
of paper on which the half-tone is to be printed or send a
sample of it. It is also necessary to state the style of
finish required—whether it be vignette, outline with n»
background, straight edge, with or without line finish on
edge, oval, circular, or with finished drawn border.

A drawing properly marked for the engraver is shown in
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Fig. 1. \When the width is ordered reduced to a given
size, the length must be reduced proportionately, so that
it is unnecessary to give directions for both dimensions,

If it is desired to have the cut of a different propor-
tion from the original—that is, to have the depth re-
duced more than the width, or vice versa—a portion of

"o LRl

F16. 1. DrawiNG Markep For REebucTioN

the photograph or drawing across the top, bottom, or
sides can be covered with a paper mask., Unless a photo-
graph or drawing is square, it is not possible to reduce
both the length and the width the same distance, except
by painting or covering up part of the original. Thus, if
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a drawing is 6 in. wide and 4 in. high and the height is
to be reduced to 2 in., the width will be reduced to 3 in.,
bLoth dimensions being cut in half. If a cut 2 in.X2 in.
were to be made from such a drawing, part of the width
would be covered or painted.

Method of Finding One Dimension When the Other is
Xnown.—It is an easy matter to calculate the reduction
when a drawing is 4 in.X6 in., but when a drawing with
dimensions in fractional figures is to be reduced to a
given depth, it is more difficult to calculate the size of
the more reduced dimensions. Calculations may be
avoided, howcver, by adopting the following method:

=
23

Fic. 2. Meruop oF Finping RebpucTions

Draw a faint pencii line around the original, making
a perfect rectangle and taking care to see that the
extreme outside of the original drawing or photograph
touches on all four sides the edge of the rectangle.
Stretch a string from the upper right-hand corner, just
as the long line is drawn in the diagram of Fig. 2, which
illustrates an example of a drawing 23 in. Xl in. deep
that is to be reduccd to 2 in, wide. By moving a ruler
horizontally up from the Dbottomn until the 2-in, mark
rests on the string, a point is established that marks the
height of the reduction—in this case, 1 in. A very faint
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pencil line may be drawn instead of using a string, pro-
vided it is afterwards carefully erased. It is better,
however, not to draw pencil marks across photographs or
fine drawings, but to make the calculations on a sheet of
paper of the same size. If the depth or height of this
reduction were known to be 1 in. and the object were to
find the corresponding reduced width, the ruler could be
moved along vertically from either side until the 1-in.
mark reached the string. This point would then be scen
to be 2 in. from the left side. The width of this reduc-
tion would therefore be 2 in.

Improving and Making Changes in Copy.—If it is de-
sired to have the engraving house improve the copy by
painting, cut out unimportant parts, or put in some
detail not shown on the original, explicit directions
should be given. Retouching is usually charged for at
the rate of about $2 an hour.

Screens to Be Used on Different Kinds of Paper.~TFor
newspapers that are printed on ordinary cheap news-
paper, and from stereotypes, a zinc half-tone of 53., 65-,
75-, or 83-line screen should be used. The 63-line screen
is used very extensively for such newspapers. The
85-line screen is also commonly used. Engravers secure
greater depth on zinc plates with coarse screens, and for
this rcason such plates give better results when printed
on cheap paper.

For newspapers that use the best grades of newspaper
and where the printing is direct from half-tones (no
stercotyping), a 100- or even a 120-line screen can be
used. These screens will show contrasts and details
that would be lost in the stereotyping process.

The 120-line screen is generally used for publications
that are printed on machine-finish paper of good grade.

For the higher grade of printing, such as that of high-
class magazines, trade papers, catalogs, booklets, etc.,
half-tones made in 133-, 150-, 175-, or 200-line screen can
be used, according to the quality of the paper and the
detail required in the plate. The 133-line screen is the
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1560-Line Half-Tone

This is a specimen leaf of a supercalendered paper of stand-
ard grade. Usually the paper is referred to as “super”
paper. It is a finer grade than machine finished. How-
ever, its surface is not smooth enough to produce the best
results from vignet:ed half-tones. Supercalendered papers
are used extensively in book work and in circular adverti-
sing. When supercalendered paper has a sizing to make it a
little smoother it is known as ‘‘sized and supercalendered” —
an expression abbreviated to “S. & 8. C.” 5






200-Live Hulf-Tone

This is a specimen of coated, or enameled, paper of high
grade. Observe the polished surface. Papers of this grade
are used for high-class catalogs and a few periodicals in
which smooth paper must be used on account of the fine
half-tone cuts. Enameled papers are suitable for the repro-
duction of the finest half-tonc engravings but are more likely
to crack and break where folded than some other papers.
There are various qualities of this kind of stock, some being

much finer than others. 5






86-Line Half-Tone

This is a specimen o1 the usual quality of news paper.
This is the cheapest printing paper made, Owing to the
limitations of stereotyping, only coarse-screen half-tones will
print to advantage on paper of this grade. Good results are
obtainable, however, from line cuts.

5
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This is a specimen of high-grade, deckle-edge, book paper.
This specimen has a high plate finish for half-tone printing
but does not have the glare and stiffness of coated papers
Paper of this class permits the running of half-tones with
text, with good results. The screen of the half-tones used
should not, however, be finer than 120 lines. The deckle,
or ragged edge of the paper is left with the idea that it makes
the book or circular more artistic. As the original sheets
are large and are not deckled on four sides, all the edges of a
book printed with this paper will not be deckled.
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one used for a large proportion of the general magazines,
although the 130-line screen is often ordered for use in
the better-printed standard magazines.

Mortises in Plates.—Very often advertisers want a
border, either emblematic of the subject advertised, or
purely ornamental, used around a type advertisement,
When such borders are made, the space intended for the
type is cut out of the plate. This cutting out for the
insertion of type, in either half-tone or line cuts, is
called mortising. Where coupons are used in electro-
typed advertisements, the electrotype is often mortised
so that different box or street numbers may be inserted
in type.

No reduction is made for that part of the plate which
is cut out. That is, if a border plate is made up with
the entire central space mortised for type, the engraver
charges the same for the plate as if it were not mor-
tised, measuring from the widest and deepest parts, In
addition, a small charge is made for the extra work of
mortising—usually 15 or 20 cents, but more if there are
many angles.

Time Required to Complete Half-Tone Engravings.
While an engraver can turn out a half-tone engraving in
1 or 2 days, the best results cannot be secured under
such conditions. If possible, he should be given at
least a week.

When an engraving must be delivered at a certain
time, the day should be specified definitely. If the
engraver is merely requested to “‘rush the job,” he will
not know whether he has 1 day, 2 days, or 3 days in
which to get out the work,

How Copy Should Be Sent to the Engraver.—In sending
a photograph to the engraver, particular care should be
taken to see that it is protected thoroughly, both Dback
and front, by cardboard or something else. If such care
is not taken, the defects caused by eareless handling
will have to be correceted. The backs of unmounted
photographs sent to engiavers should never be written
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on, as the impression of the pencil or pen will show on
the face.

The sender’s name should be on every piece of copy.
If a photograph is to be returned without being marked
or impaired, be sure to instruct the engraver on that
point.

COLOR PLATES

Plates for Producing Two Colors or Three Colors,—If
an illustration is to appear only in black and white,
only one cut is required. One cut will also be sufficient
if the reproduction is to be in the solid tones and tints
of one color, as the light tints can be produced by break-
ing up the solid surface of the plate with fine lines of
white or by burnishing or stippling. If, however, two
distinct colors are to be used, or a color is to be used
in connection with black (black is not a color in the
strict scnse of the word), two separate plates will be
necessary and two impressions will be required. If three
distinet colors are desired, it may be necessary to have
three separate plates.

Sometimes a three-color design can be produced with
two cuts. For instance, if it were desired to reproduce
a design in blue, red, and violet, only two plates would
be required—the blue and the red—for the red plate and
the blue plate could be made to lap one over the other,
and thus produce violet. A yellow and a blue can be
made to lap and produce green, and so on.

Tint Blocks.—The plate used to produce the background
effecet of many fine color illustrations is known as a tint
block. Sometimes these tint blocks have solid surfaces
and print a solid tint of some light ink. Other tint
blocks have a stippled surface. The Ben Day machine is
used extensively in preparing tint blocks with stippled
or lined surface.

Three-Color Process,—The process known as the three-
color process provides for the use of three plates, one
representing all the yellow elements of the picture or
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subject, another the red elements, and another the blue
elements, and these plates are printed one over another.
The principle of the process is that all colors are made
up of yellow, red, and blue, which principle, while not
scientifically true as applied to light, gives approxi-
mately correct results when applied to inks,

The three-color process plates used are made sensitive
to two colors, which colors are sifted out of the color
rays from the picture by the use of color screens or
filters so that a record of the third is shown on the
negative,

For the yellow plate a violet screen is used, which,
being composed of red and blue, allows the red and
blue light rays to pass through and affect the plate but
obstructs the yellow rays, leaving the plate unaffected
by light in the yellow portions. Such unaffected por-
tions remain soluble and wash away so that the yellow
value will print,

Likewise, red values are obtained by the use of a
green filter, which permits the passage of blue and
yellow rays; and blue values hy the use of an orange
filter, which permits the passage of red and yellow rays.

The photographic negatives thus obtained are used to
produce copper plates representing the yellow, the red,
and the blue values.

These plates are printed in practically the same man-
ner as other half-tone illustrations, except that three
printings are required. First, the yellow plate is printed,
next the red, and then the hlue; which completes the
picture in all its natural colors.

In the four-color process, a plate with light black tones
is used as a third plate, the blue being run last.

COST OF PHOTOENGRAVING
There is quite a variation in thé PHces of engraving,
depending on the grade of the product, location of the
plant, and prices of material; therefore, when estimating
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costs of work, it is advisable to get quotations fromn the
engraver.

Line cuts cost comparatively about one-half as much as
square-finished half-toncs.

Ialf-tones on zinc for newspaper work, made with a
coarse screen, cost about 25 per cent. less than copper
half-tones.

For first-class results, re-etching is necessary to get
satisfactory contrast and proper gradation.

Cuts for color work vary in cost according to the
delicacy of the work required. As a usual thing, the
engraver will base his charge largely on the amount of
time the color work takes.

LITHOGRAPHY

Lithography is a process of printing from stones or
metal plates that have Leen treated chemically so that
the ink will adhere to some parts of the surface but not
to others. While there is a siight etching on the surface,
the design is not made to stand up in relief as in a line
engraving. The lower cost and the greater speed of
three-color and four-color processes have resulted in the
displacement of lithographic work to a large extent, but
process printing is not always equal to the effects ob-
tained by lithographing.

Zine and aluminum plates are now used extensively in
place of the porous limestone formerly used exclusively.
It is possible to use the metal plate on a rotary press
but the general principle of reproducing the design is
the same.

The press ordinarily used in lithographic printing re-
sembles a flat-bed printing press, but provision is made
for moistening the stone as well as inking it.

The press known as the offset press produces, by
means of a rubber roller, work that promises to revolu-
tionize much lithcgraphic and high-grade half-tone work.
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WOOD ENGRAVING

1ood engraving is one of the early methods of pro-
ducing illustrations. This method is siiil used and is
still unsurpassed for certain clesses of wark, but the
saving in time and cost brought about by photoengraving
has been such that comparatively few illustrations are
now produced from wood engravings.

A fine wood engraving requires great skill and well-
developed artistic ideas on the part of the engraver, but
the method is simple. A design is either drawn on the
wood or printed on it by means of photography. The en-
graver then cuts away, with hand tools, or with a ma-
chine, the portions of the block that do not enter into
the design, leaving the design standing in relief, as in
photoengraving, Shadows and timts are produced by
regulating the space between lines and dots,

Original woodcuts should not be used for printing.
Electrotypes may be made that give practically as good
results as the originals., The cost of new electrotypes to
replace old or injured ones is very small when compared
with the expense of making new woodcuts. The make-
ready of illustrations is much casier when electrotypes
of woodcuts are used than when haii-tones are used, and
paper of highly polished surface need not be used.

EMBOSSING

The class of work known as embossing is that in which
the letters or the designs to be produced are visibly
raised above the general surface of the paper. If a sheet
containing embossed letters or designs is reversed, a
concave reproduction of the embossing will be seen.
Unless the matter to be embossed is something simple,
like a plain-rule design, it is better to have a special die
in New York, Philadelphia, Chicago, and other cities.
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on an ordinary job-printing press, but the best work is
done by means of heavy presses made especially for this
purpose.

ELECTROTYPES

An clectrotype is a metallic copy of either a type forin
or an engraving, or both. It is made by means of elec-
trolysis, as in electroplating, and is used in the same
manner as the original type or engraving.

The clectrotype plate, when trimmed, is ordinarily
mounted on a kiln-dried bLlock of wood, and fastened in
place with screws or nails, the whole bLeing made type
high. The finished plate, or clectrotype, is commonly
called an clectro.

Lead-Molding Process of Electrotyping.—The process
of electrotyping in which a sheet of lead instead of wax
is used as a mold gives such excellent reproductions of
half-tones that even experts cannot tell the original
from the duplicate. It is, of course, more costly than
the older process, but obviates the making of so many
originals as are sometimes required with the wax process,

Use and Advantages of Electrotypes.—If an expensive
original engraving is accidentally injured, it must be
replaced at the original cost, and in the meantime there
may be much delay in carrying out the work. Further-
more, after a certain amount of use, an original engrav-
ing will show signs of wear. In printing from an
original, only one form containing that illustration can
be kept running, and this feature alone would be a
serious disadvantage in printing large editions. An
advertiser can order a number of original copies of an
engraving, and sometimes this is done. This plan in-
creases the cost; but as, until very recently, it was
possible to secure very much better results by, the use
of originals, advertisers frequently used nothing Lut
original engravings for their most expensive work.
However, it is usually advisable to have an electrotype
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made from the original engraving and to keep the
original for future use.

Type pages are also frequently duplicated by this
method, especially when very large editions are to be
printed. The electrotyping of type pages saves wear on
expensive type, and, also, when a set of electrotype
plates has been made, these plates may be filed after one
edition has been printed. In this way it is possible to
print a later edition without expense for composition
unless, of course, it is necessary to make changes, It is
sometimes advisable to have a number of sets of clec-
trotypes when a large edition is to be printed of a small
folder or booklet. If, however, an edition of only about
5,C0 copies of a booklet or a folder is to be printed,
nothing will be saved by having duplicate electrotypcs.

Half-Tons Electrotypes.—Ordinarily, the 133-screen
half-tone is as fine as will give satisfactory electrotyping
results where the paper used in printing is of the quality
used by the large general magazines. llowever, electro-
types of the 150-screen half-tone should give very satis-
factory results when printed on a good grade of enam-
eled book paper.

Special Electrotypes for Color Work.—Electrotypes
intended for use in color printing are often plated with
silver or nickel, owing to the fact that many inks, par-
ticularly red, are affected by copper-faced electrotypes.
Moreover, colored inks are, in many cases, injurious to
ordinary electrotypes. Some of these inks, especially
those of a reddish color, have a tendency to cat away
the copper face. ’

Solid Electrotypes.—\When the electrotype is too small
to hold nails, or when there is no place to insert them,
or for any special reason a wooden base is not prac.
ticable, it is customary to mount the electrotype on a
solid lead base by means of a process called sweating,
An electrotype thus mounted is called a solid electrotype.
A solid electrotype has a decided advantage over one
with a wooden base, in that it has no wood to warp and
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shrink and no nzils or screws to work loosc. 7Tl.c
objections to the solid electrotype are the extra expense
for metal, the extreme weight, and the increased cost of
mailing, when that is necessary. Some newspapers,
however, refuse to accept for stereotyping, electrotypes
that are not mounted on metal bases. The better plan is
to send unmounted electrotypes to such newspapers when
it is not practicable to send those mounted on metal
bases.

In the absence of specific instruction, the electrotyper
will always mount an electrotype on a wooden base.

Anchored Plates.—If the space along the edges or on
the inside of either an original cut or an electrotype is
so crowded that none can be sparcd for nailing, it will
be necessary either to mount on metal or to use a wooden
block and, instezd of nailing, to fasten the plate by the
method known as anchoring. By this method, holes are
bored through the blocks and metal plugs or screws are
soldered to the plate. As the mounting on metal is more
expensive than mounting on wood, electrotypes for mail-
order advertisements are frequently anchored.

Patent Blocks.—In many printing offices, either patent
adjustable blocks that have clamnps for holding the plates
or patent stercotype blocks take the place of the wooden
or the metal base of the ordinary eclectrotype.

Making of Duplicate Electrotypes.—Any number of
electrotypes can be made from either a type forin or an
electrotype. The type form, however, is preferable for
this purpose, as making an electrotype from an electrotype
has a tendency to thicken the face of the plate. In re-
producing fine half-tone engravings, the mold should
always be made from the original. The large magazines
that have to duplicate plates in order to run the same
page on a number of presses always ask that original
half-tones be sent them.

Stereotyping of Electrotypes.—Electrotypes can be
stereotyped satisfactorily unless they contain fine-screen
half-tones. It is not safe to expect good results on ordi-
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nary uncewspaper stock from a stereotype made from a
half-tone electrotype of finer screen than 85 lines.

Alterations and Mortises in Plates.—Slight changes
can be made in electrotypes without much trouble or
expense—perhaps a few cents for each patch—but exten-
sive corrections will cost more than resetting and reelec-
trotyping. An engraver can readily cut out any part
that is not wanted on a cut, provided its place can be
left white, and can trim down lines or soften them by
tooling, change full lines into dotted lines, etc. To
build up lines is more difficult, and yet where solder
can be placed, lines may be added or injured parts
repaired. Small breaks in lines can sometimes be re-
stored without soldering. Entire paragrapghs may easily
be inserted, as, for instance, new patches on the old
plates.

It is possible for an electrotyper to build up display
letters that have been accidentally sinashed, and even to
cut off the faces of rcgular type and put them in an
electrotype so that they will print well.

Electrotypes may be mortised at slight cost for the
insertion of keys, box numbers, local addresses, etc.
Electrotypes are not always mortised for keys. Some-
times the key is patchcd on. If the advertiscr expects
to save original engravings and to use mortiscd electro-
types, it is bctter not to mortise the orizinal., Tt is
easier for the electrotyper to mold fromn a flat plate and
then saw out the mortise.

Plates for Columns of Different Widths.—A number of
papers have columns that are only 12 or 12} picas wide.
If plates 13 picas wide, or 263 picas for double-czlumn
advertisements, are furnished to such newspapers, it will
be necessary for the printers to shave off the borders or
to reset the copy, sawing the plates up to get the illus-
trated portions. Therefore, before sending out plates to
a list of newspapers, the column widths of the papers
should be ascertained. If it is not practicable to make
all cuts a trifle narrow, so that they may be used in
both 12-pica and 13-pica columns, and also not practicable
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to make special plates for the narrow-column papers,
plates or matrices of only the illustrations should be
furnished to all papers whose columns vary from the
standard, and layouts or proofs sent for setting of copy.

Plates for Maximum Column Width.—If it is desired
to have an illustration exactly fill a single-column or a
double-column space, the engraver should be instructed
to trim the block close to the sides; otherwise, he may
leave a margin of & or 3 inch of the block on each side
so as to have srace for nailing the mctal to the block.
See Fig. 1 under How to Order Engravings.

Life of Electrotypes.—As a rule, the ordinary electro-
type is good for 1C0,C00 impressions. There is a great
difference, however, in the quality of electrotypes. If
the copper shell is too thin, the life of the electrotype
will be short.

Care of Cuts.—To retain their efficiency, cuts must be
cared for properly. They should be kept in a case by
themselves, face down, and if placed oue uron another,
a piece of blotting paper or heavy cardboard should be
placed Detween them. Cuts should never be kept with
their faces together; nor should any hard substance be
allowed to touch the faces.

MISCELLANEOUS INFORMATION ABOUT
ENGRAVINGS, ELECTROTYPES,
AND MATRICES

The intaglio process is one of the most perfect means
ever devised for reproducing works of art in monotone.
By this process a copper cylinder is etched so that it
prints as from an engraved plate. The attractive sepia
supplenents to the Sunday papers are printed by this
process, which produces very artistic effects even on
very ordinary paper stock.

Original Half-Tones for Large Magazines.—\\Vhen thae
half-tone is only part of the advertisement, the adver-
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tiser can send the original cut to the publisher and have
him set up the type portion. This plan, however, means
that proof must be forwarded to the advertiser. If the
advertisement is to be run in many magazines, the
better, and the wusual, plan is to order the requisite
aumber of original half-tones and to have the advertise-
ment set in an advertising agency's composing roomn or
in a first-class job office. When the setting is exactly
right, the type portion of the advertisement can be
electrotyped—one electrotype for each magazine—and
then one of the original half-tone plates of the illus-
tration sweated on in its proper position in each elec-
trotype.

When this plan is followed, the advertiser can be sure
that, unless the plate is injured, his advertisement will
appear the same in each medium, provided, of course,
that the paper and presswork are uniform. Of course,
there will be an expense for composition, as well as for
electrotyping, that could be avoided by asking pub-
lishers to set the copy; but this expense is more than
balanced by the better service that results from fur-
nishing a complete plate to each publisher.

Pattern Plates.—Even when there is no necessity for
furnishing each publication with an original half-tone, it
is more satisfactory, in cases where a series of adver-
tisements is to be sent to a number of magazines or
newspapers, to have original, or pattern, plates made
carefully and to send each publication electrotypes or
matrices of these patterns. In this way, if new mediums
are added to the advertiser's list from time to time, it
will be easy to furnish the publishers with sets of plates
or sets of matrices.

Matrices can be furnished to newspapers at a lower
cost than electrotypes and when the advertisements are
of small or moderate size, they can be forwarded by
mail at small expense. Before sending a matrix to a
newspaper, however, the advertiser should be sure that
the newspaper has facilities for stereotyping. In mail-
ing matrices, see that they are protected by stout pieces
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of pasteboard. Occasionally, it is a good plan to fur-
nish newspapers with matrices of only the illustrations,
requiring them to set the type portions of the adver-
tisement. This plan is sometimes a good one when
column widths are not known.

Setting a Series of Advertisements.—In asking a pub-
lisher to set up a series of advertisements, it is well to
keep in mind that his supply of a certain style of
display type or border may be small, and that he may
have several advertisers calling for the use of that type
or border. It would not be practicable, therefore, for an
advertiser to send half a dozen advertisements to a
newspaper office, and ask that they be set up in Book-
man and that this type be kept standing idle until he
calls for the insertion of each advertisement. The better
plan would be to have only one advertisement set and
to have that set only a short time hefore it is to be used.
Of course, there would be no objection to furnishing the
publisher with a series of advertisements with memo-
randa showing when each advertisement is to be in-
serted, provided he is not required to set and submit
proofs of all at one time.

THE MAKE-UP

Newspaper Make-Up.—The type from which a news-
paper is to be printed is arranged, or made up, into
pages on either stone- or metal-topped tables, known as
imposing stones. In newspaper advertising, the adver-
tisement may occupy a full page or it may occupy only a
few inches in one column. In either case, the adver-
tisement, when approved, is brought to the imposing
stones, and if it is to occupy only part of the page, is
put into its proper place, with respect to the remainder
of the page, inside of an iron frame, known as a chase.
After the page is completely filled with advertisements
or reading matter, or both, it is tightened slightly and
planned, so as to level any types that may be sticking
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up, after which it is securely tightened, The page is
then said to be locked up,

Newspapers of sinall circulation are usually printed
direct from the type, If the advertisement is to appear
in such a paper, the page after being “imposed,” planed,

e Y T o .

116, 1. STEREOTYPE FLATE oF A NEWSPAPER PAGE

and locked up finally, is ready to put on the press.

Stereotyping.—In large newspaper offices, thousands of
copies must be printed each hour and the rotary web
press is necessary, As the rotary press requires a page
plate curved in the shape of a half circle, the flat type
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page must be stereotyped. The stereotyping process con-
sists of taking an impression of the flat type form on a
thick, pulpy sheet of specially prepared paper. This
sheet, after receiving the impression of the type, is known
as the matrix. After being dried, this matrix is placed
in a curved mold, known as the casting box, and hot
metal is cast into the mold. The curved plate thus pro-
duced is known as a stereotype. In Fig. 1 is shown a
stereotype plate for use on a rotary press. This plate
prints an entire newspaper page.

The advantages of stereotyping are that it makes
speedy presswork possible, saves the wear on type and
original cuts, and furnishes a means of making several
stereotypes of each page, so that several presses can pro-
duce the same page at the same time.

Magazine Make-Up.—The magazine make-up differs
from the newspaper make.up in that a number of pages
are usually made up in one chase, and in that, where
pages are not printed direct from type, they are electro-
typed. One section of a large magazine’s advertising
pages will frequently be printed a number of days ahead
of another section. It is sometimes possible to get an
advertisement in a late section when the first has gone
to press.

The magazines that publish only a few thousand copies
of each number usually print direct from type pages. If,
however, a large edition is to be printed, electrotypes are
made of all pages. Magazines with unusually large cir-
culations make several electrotypes of each page, so
that several forms containing the same matter can be
run at one time.

Trade papers of moderate circulations often electrotype
the advertising pages even when the text pages are
printed direct from type. Electrotyping saves wear on
the display type and also saves composition in cases
where the advertiser keeps the same advertisements run-
ning continually. Ceontinual running of type may neces-
sitate the resetting of the advertisement on account of
the type becoming worn out.
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Catalog, Booklet, and Folder Make-Up.—The make-up
of pages for catalogs, booklets, and folders does not differ
materially from magazine work except that pages are
made up on galleys before being placed on the imposing
stone for imposition. In both cases, the separate pages
are made up with running head, page number, etc., before
being imposed. If the pages are very small, more than
100 pages may be put on a very large press at one time.
The most common runs are forms of either 16 or 32 pages.

THE MAKE-READY

A matter of importance in the printing of magazines,
books, catalogs, cte., and, in a lcsser degree, of the
colored or half-tone supplements of newspapers, is what
is known as the make-ready or the operation of making a
form ready for printing. On the proper execution of the
make-rcady deperds the ecficctive appearance of the
printed page.

In straight printing from type or electrotypes of text
matter, comparatively little make-ready is required.
When, however, the forms contain cuts—particularly half-
tone cuts or fine engravings—the amount of time required
in the make-ready is often considerable. No matter how
carefully the casting and finishing of the plates may
have been done, it is almost impossible to obtain a num-
ber of plates whose face and thickness are absolutely
true. There will be depressions in some spots where the
face of the plate in printing scarcely touches the paper,
and similar elevations in other places. The first impres-
sion on the sheet is thercfore more or less imperfect; it
is the duty of the pressman to overcome the irregulari-
ties hy the aid of underlays and overlays, and until this
has been done it is not advisable to start printing.

When a form containing half-tones is to be printed,
the work of overlaying is complex and the experienced
pressman should have some artistic judgment if the
plates are to reproduce the design of the artist in the
printed sheet.
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PAPER

Paper is made of various materials—wood, linen and
cotton rags and scraps, esparto grass, jute, flax, hemp,
and waste. In fact, it can be made of almost any
vegetable fiber. The principal materials used at the
present time are linen and cotton rags and scraps, and
wood. Rags and scraps are more costly than wood and
are therefore used in making the higher-priced papers.
The clippings obtained from shirt factories make high-
grade writing paper. Very dirty and colored rags can be
cleaned, bleached, and used to make excellent paper.
The cheap paper on which newspapers are printed is
made from wood pulp. Spruce, pine, hemlock, poplar,
and other woods are used.

Very little hand work is nceded in modern paper
making, as highly improved machinery does much of the
work. There are, however, some papers known as
“hand-made” that represent more hand work than other
grades; such papers cost more than machine-made stock.

Paper is made in many sizes, weights, finishes, and
qualities. The cheaper grades can be bought for a few
cents a pound, while papers of very high quality sell for
many times as much,

Excluding news and wrapping paper, the great bulk of
papers ordinarily used costs from 9 or 10 cents to 25 cents
a pound. Weight determines the cost to some extent.
Papers that are used extensively are usually made in
two or more weights, and as paper is sold by the pound,
a reamn of the heavier stock costs more.

It is not necessary that the advertising man should
familiarize himself with the chemistry and the other
technical details of paper manufacturing. It is not even
essential that he should remember all the different sizes,
weights, finishes, and qualities. Printers and the paper-
jobbing firms are always seady to give any special
information desired about a job of printing and have at
hand samples of many kinds of paper. Every adver-
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tising man, however, should be familiar with the kinds
of paper commonly used and with what results can be
expected when such papers are used. The specimen
sheets shown in this lHandbook are examples of papers
that are used extensively. These specimens, however,
do not constitute a comprehensive range. The product of
different manufacturers varies and such papers as book
papers are made in a great variety of finishes, tints,
weights, and strengths. A first-class printer should be
consulted before deciding finally on the paper to be used
for any job. 1le will be able to advise as to an appro-
priate quality and finish of paper and will be in a posi-
tion to suggest a size for the page that may be printed,
without undue waste, on stock of standard size. If a
very large quantity of paper is to be used, the paper
manufacturers will make up stock in sheets of special
sizes, but ordinarily paper is made in sheets of certain
standard sizes, such as 22 in. X 28 in., 25 in. X 38 in., and
so on, There are so many of these sizes that the adver-
tising man will save time by letting the printer, who is
buying paper constantly, figure this part of the work.
Most papers are sold in separate sheets, 500 sheets ccu-
stituting a ream. The paper used by large newspapers
is put up in large rolls, the sheet being continuous and
several miles long,

PRINTING, ENGRAVING, AND ADVERTIS-
ING TERMS IN COMMON USE

Advance Sheets—Sheets of a book or magazine sent
out in advance of formal publication.

Asscmbling.—Bringing the various parts of a job to-
gether in proper order.

Author’s Corrections.—The changes, or corrections,
made in the proof by the author after the compositor's
errors have been corrected. If there are many author’s
corrections, printers make extra charges, particularly on
job work.

Author's Proof.—The proof that, together with the
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manuscript, is sent to the writer, after errors noted by
the proofreaders have been corrected.

Bleed.—In bookbinding, when a book has been cut
down or trimmed so closely that the knife has cut into
the print, the book is said to bleed.

Body Matter.—The part of an advertisement set in
body type; not display.

Body Type.—The face of type generally used for read-
ing matter in books, periodicals, and advertisements,

Bold Face.—Often abbreviated b. f. Any type of
heavy face. Bold-faced type generally has heavy stems.

Book Paper—A general term applied to the size and
quality of paper used in book making, to distinguish it
from news paper.

Caps and Small Caps.—A colloquial expression for
capitals and small capitals. Turs SENTENCE 1s 1IN Caps
AND SymaLL Caps. Caps and small caps are frequently
used for headings.

Broadside.—A large sheet printed on one side only and
which may consist of one job or a number of jobhs.
From an advertising standpoint a broadside is any printed
sheet that unfolds to large size.

Brochure—A small pamphlet or a brief treatise in
pamphlet form. In advertising parlance, the word is
applied to booklets designed to appeal to the reader’s
artistic taste. Pronounced bro-shoor’.

Clean Proof.—Proof needing but few corrections.

Coated Paper.—A paper with a very fine, hard, smooth
finish, suitable for high-grade half-tone work.

Collate.—To examine the sheets of a book after they
have been gathered, to see whether all the sheets are there
and whether they follow in regular order.

Color Form.—A form to be printed in color to register
with a black form.

Crash Finish.—A term used in referring to papers that
have a somewhat rough surface, resembling the surface of
crash.

Cut-off Rule.—In the newspaper world, a full-measure
rule inserted between pure reading matter and advertise-
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ments, designed to show that the matter below the rule is
advertising.

d. c.—Double column.

Dead Matter.—Matter in type not to be used, or ready
to be distributed.

Deckle Edge.—The rough feathery edge of hand-made
paper. Some paper made by machinery in imitation of hand-
made paper has deckle edges.

Delete—A proof-reader’s mark (A) signifying fo take
out. Pronounced de-let’. Commonly called an out mark
and sometimes abbreviated dele.

Dirty Proof.—An expression applied to proofs that con-
tain many errors.

Double Lcaded.—Matter with two leads, or strips of
metal, each 2 points thick, inserted between the composed
lines.

Double Rule.~Brass rule with two lines, one heavy and
one light (/).

Dummy.—A general layout of a booklet or book, used
to give an idea of how the job will look when finished,
and to show arrangement, quality of paper, size, and
weight. A dummy is usually made up mostly of blank
pages. Sometimes a layout of a page advertisement
made up of proof taken from galley matter is called a
dummy.

Duplicate or Dup.—The extra facsimile proof accom-
panying an official proof when two proofs are asked for.
No errors should be marked on duplicate proofs.

ed.—Every day.

Edition de Luxe.~—A sumptuous edition of a book.

Electro—~Electrotype.

Elcctrotype.—A copper-covered duplicate of type or cut
matter, made type high, generally with a wooden or a
metallic base.

Em.—The square of a type body. Called em because
the body of the letter m in the Roman type is usually
square. The cost of setting reading matter is generally
reckoned on a basis of ems, there being an established
price per thousand ems.
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Em Dash.—A dash (—) an em long, used in indicating
punctuation.

En.—Half an em.

En Dash.—A dash (<) an en long.

eod.—Every other day.

Errata—A printed list of such errors as are thought
necessary to be called to the attention of the reader;
sometimes placed at the beginning or the end of a book.

Even Pgge.—The second, fourth, sixth, or any even-
numbered page of a book., Even pages are always the
left-hand pages of a printed book.

Folioing.—Page numbering manuscript or proof.

Follow Copy.—These words, when written on copy,
mean that the wording and punctuation of manuscript
copy must be adhered to; when written on printed sheets,
that the typography of the copy must be followed ex-
actly, or as closely as possible.

Font.—An assortment of type of a single size and style
as put up by type founders. The different letters in a
font vary in number, and are in about the proportion
necessary for ordinary work. Thus, a 20-a font would
contain 20 a’s, 8 b's, 11 ¢'s, 12 d’s, 27 e's, etc.

FoGt-Note.—A note that, instead of being embodied in
the text, is placed at the foot of the page with a reference
mark to connect it with the passage to which it refers.

Form.—A page or pages of type, engravings, plates,
etc., locked in a chase ready for printing.

Forms for July Close May 30.—Such a memorandum
means that nothing can be accepted for the July number
after May 30.

Foundry Forms.—Forms to be electrotyped.

Foundry Proof.—The final proof before stereotyping or
electrotyping.

F. P.—Full position, which, in newspaper advertising, is
position at top of column next to reading matter or first
following and alongside of reading matter.

Full Stop.—Printer’s term for a period.

Galley Proof.—First proof of work, usually printed on
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long sheets of some soft, cheap paper, from the type as it
stands on the galley.

Hair Line.—The thin line of the type face connecting
or prolonging its parts. A very fine rule is spoken of as a
hair-line rule.

Hair Spaces.—The thinnest metal type space in use.

Half-Tone.—A class of photoengraving in which the
relief lines are produced by etching a plate that has re-
ceived the photographic picture through a fine-ruled glass
screen having from 55 to 200 lines to the inch. The
closer the lines the softer the ‘“tone,” and the more diffi-
cult to print acceptably.

Hanging Indention.—Where successive lines are “sect
in” an em or more beyond the first line, the whole
is called a hanging indention. This paragraph is set
that way.

Imposition.—The art of laying out pages so that, when
the form is locked up and printed, they will come in
regular consecutive order in the printed and folded sheet,
with the proper margin.

Imprint.—The name of the printer or publisher ap-
pended to jobs or title pages.

Indention.—The space placed at the commencement of
a line; for example, at the beginning of a paragraph.

Insertion.—Copy left out by accident, or additional
copy furnished to be inserted in original copy or proof.
In newspaper work, one insertion means to publish an
advertisement once; fwo insertions, to publish it twice;
and so on.

Inset.—A sheet or section consisting of one or more
leaves, inserted or set in between the regular folded
pages of a book. Frequently termed insert.

Justify.—To space out lines or rages to a given length,
so that they will be neither too long nor too short.

Keep Standing.—Type kept set u) pending possibility of
use or reprint.

Key Form.—When a page or a form is to be printed in
two ofr more colors, the color that determines the position
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and margins on the printed sheet is known as the key
form.

Key Plate.—See key form.

Kill.—To “kill” type or other mattcr is to direct that
it is not to be used.

Laid and 1ove Papers—The term laid is uscd in re-
ferring to a paper that, when held up to the light. shows
the impression of the parallcl wires of one of the rolls
of the paper-making machinc. H'ove paper docs not show
any such marks or design. These terms, laid and ove,
are frequently used in referring to writing papers.

1. c.—Lower case, referring to the small letters in the
lower case, as distinguished from upper case, or capital,
Ietters.

Leaded Matter~Matter that has leads between the
lines.

Leaders—Dots or hyphens placed at intervals to guide
the eye across a blank line to price figures, folios in tables
of contents, etc., thus............ I'ronouncel 18d’-ers.

Linen Finish.—A finish that somcwhat rescmbles the
surface of linen.

Lithography.~The art of producing printing matter
from a flat lithographic stone, or a metal plate, on which
a drawn design, or transfer, has been made.

Lire Copy—Manuseript to be put into type; live maiter
is matter that is to be printed—the opposite of dead
matter.

Logotype.—~Two or more letters or words cast on one
body; as, fi, ff, and, of the, etc.

Mako-Ready.—The operation of making a form rcady
for printing, after it is placed on the press, by means of
overlays and underlays. Also, the paper shect on which
are pasted the overlays for a form.

Make-Up.—To arrange type matter, illustrations, etc.,
into pages.

Mat.—Abbreviation for matrix.

Matriv.—In stereotyping the papier-miché impression
of a form from which a plate for printing tnay be made.
In type founding and in typesetting or type-casting
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maclines, the part of the mold that fiorms the face of a
letter. Pronounced either ma’-r'x or mal'-rix.

Matter.—Type that has been set. Designated as live
matter (ready to print), standing matter (held waiting
orders), or decad matter (ready for distribution).

Measure.—The width of a type page or column or the
width of the job.

Mitered Corners.—~Rules beveled at the ends to form
borders.

Modern Face.—That style of Roman type having
sharper hair lines and longer ceriphs than the original old
style, and with more precise and symmetrical outlines.
Two modern faces in common use are Bodoni and Scotch
Roman.

Monotype.—A typesetting machine that casts individual
letters and characters.

Mortise.—A space cut out, as in the body matter of an
engraving or block, to allow for the insertion of other
matter. Mortised type is type in which some part that
does not print is cut away, so that other letters or rules
may be inserted.

MS.—Manuscript; plural, MSS.

Nonparcil—Six-point type; generally used for the rcad-
ing matter in large daily papers, and rarely used as a
basis of measurement of advertising spaces; 12 lines of
nonpareil, set solid, have the depth of I inch.

N. R. M.—Next to reading matter,

Odd Page, or Folio—The first, third, and all uneven-
numbered pages. They are the right-hand pages in a book.

Offset.—It commonly occurs that, as the result of in-
sufficient drying or from other causes, tae impression of
one sheet appears on the back of another; such work is
said to be offset. A new method of high-grade printing is
known as the offset method. See page 134

O!d Style—An early form of Roman letters having as
one distinguishing feature a short and rather stubby
ceriph. It is less formal and precise in its contours than
is the modern face; the characters are not, as a rule, so
uniform as to scale as is the modern style. There are
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more styles of old-style ty; e in common use than of any
other form, and some of these are in big families, as for
example, the Caslon and Cheltenham families. Also old-
style type comes in rugged styles, as Powell, lecarst,
Pabst, Post, ete. Classic faces that closely resemble the
early old-style letters are Cloister Oldstyle and Kennerley.
As a rule, old-style type is better for printing rough or
antique-finish paper than are the precisely designed
modern faces with their light hair lines.

Open Spacing.—Wide spacing between the words of a
line or different lines.

Qut.—An omission marked in copy or proof by the
reader.

Out of Register—When the various colors of a plate or
type form do not properly connect, or the color lines of
type do not strike in the correct position, they are said to
be out of rcgister; the expression is also used when
pages on the front and back of a leaf in books or peri-
odicals do not exactly back each other.

Patent Insides or Outsides.—Many publications in small
towns buy from auxiliary printing houses paper that is
already printed on one side and that contains general
and miscellaneous matter. If the newspaper is printed on
the first and last pages, it is called a patent outside; if it
is printed on the sccond and third, or inside, pages, it is
known as a patent inside. These ‘“patent’” sheets are
printed in large quantities and furnished papers in dif-
ferent cities and towns at a fraction of what it would
cost the small publisher to produce them. Advertise-
ments are accepted for the patent sides by the houses
furnishing these sheets.

Perforating—Cutting lines of small holes in paper, so
that it can be easily torn along the lines.

Pi—Type that has been dropped, upset, or otherwise
disarranged so that it cannot readily be used until sorted.

Pica.—Twelve-point type. Six lines of pica, set soiid,
make an inch. Pronounced pi'-ca (i sounded as in pirc).

Pure Reading.—Bona-fide news matter; or advertising
that has no asterisk, cut-off rule, or adv, mark to indicate
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its character. Many publications refuse to insert adver-
tisements as “pure reading.”

Proof.—A printed trial sheet showing a form of type
or plates in print, either with or without marked cor-
rections. Generally “pulled” to detect errors, or to sat-
isfy the customer that the setting is all right.

Proof Dummy.—A dummy made with duplicate proof.

Proof Paper—The paper used for taking proofs.

Proof Press.—A special press used exclusively for pull-
ing proofs.

Proof-Rcader.—A person that reads and marks errors
in proofs. Sometimes called a corrector of the press.

Proof Room.—The room or compartment in which
proofs are read and revised.

Proof Sheet.—The print taken from the type after the
compositor has finished his work, which print or sheet is
intended to be read and corrected.

Pull a Proof.—To take a proof, by any pracess, is called
pulling a proof, from the original way of taking it on a
hand press.

Put Up.—To capitalize a word; put down is to begin
with Tower case.

Query.—A mark made on a proof by the proof-reader
or author to call attention to a possible error or a sug-
gested improvement; generally expressed by an interro-
gation mark (?).

Reader.—A person that critically examines literary mat-
ter offered for publication. Also, one who reads for the
correction of typographical errors; a proof-reader, Also,
a reading-notice advertisement.

Reprint.—A new edition of any printed work. Also,
printed copy, in distinction from pen-written or type-
written matter.

Retouching—A name applied to the process of cor-
recting or improving photographic negatives or prints for
half-tone work, in order that the finished cut will print
to the best possible advantage.

Revise.—A new proof taken after the first proof has
been corrected in the type. Pronounced re-viz’.
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Rotate.—Advertisements are said to rotate when each
of a series has been inserted and the insertions are then
repeated, starting again with No. 1, this repeating being
kept up.

Routing.—The gouging, or drilling out, of the blank
portion of a plate, to prevent it from blurring the work in
printing.

Rule Work.—Composition in which rules are largely
used, such as panel and tabular work.

Run In.—To reset displayed matter in the type of the
body matter; also, to indicate that no paragraph is
desired.

Running Title.—The title of the book placed at the top
of each page; also called running head. See top of this
page.

Run Over.—To carry words from the end of one line
to the beginning of the next, and so on to the end of the
paragraph, or until by closer spacing the matter is taken
in.

Saddle Stitched.—A cheap method of binding small
books by stapling them through the center of the back.

s. c.—Single column; also means small caps.

Scale.—The minimum schedule of wages adopted by
local typogrgphical unions.

Seript Type.—A type face made in imitation of writing.
Very little used in modern typesetting, but still popular
for copper-plate and steel-plate engraving.

Side Heads—Words in heavier type than the body
matter, at the side or indented into a paragraph.

Side Stitched.—A book is said to be side stitched when
it is sewed or wire stitched through the side instead of
through the back, as in saddle-stitched work.

Signature.—Each section of a book as represented by
separate sheets is called a signature. A book may consist
of one or of several signatures; for example, a 16-page
booklet printed on a single sheet has 1 signature, while a
160-page book printed in 5 forms of 32 pages each has
5 signatures. In advertisements, the firm name or the
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firm name and address is spoken of as the signature or as
the signature cut.

Sized and Unsized Paper.—Paper is said to be sized
when the pores have been filled so as to make the surfacc
harder, while that in which the pores are not filled is
said to be unsized. Sized papcr does not absorb ink so
readily as unsized paper. Writing paper of good quality
must be wcll sized. The paper known as biotting paper
is an extreme example of unsized paper.

Slip Shecting.—When printing on hard-surfaced, highly-
finished paper, which will not absorb ink readily, a shcet
of blank paper is inscrted bctwcen each printed shect as
it comes off the press, to prevent offsetting. This is called
slip sheeting. Slip sheeting adds materially to the cost of
presswork.

Small Capitals.—Letters having the same fcrm as capi-
tals on the same size type body, but a smaller face. Ab-
breviated to sm. caps, or s. c.

Solid Matter.—Type composed without lcads; also mat-
ter containing no break lines.

Sorts.—The letters in the several boxes of a type case
are separately called sorts by printers and founders.
Copy is said to be hard on sorts or to rum on sorts when
it requires an unusual number of ccrtain characters.

Square.—~The square is used by a few ncwspapers as the
basis of advertising space measurement. In different
cities the term varies in its significance, being understood
to mean cight, nine, or ten agate lines, single column. It
is gradually being abandoned in favor of the agate-line
basis of measurement.

Standing Card.—An advertisement, or card, that stands
a long time without change of copy.

Standing Matter.—Set-up type to be printed from, or
that has been printed fromn and is waiting to be printed
from again.

Stereotypes.—~Printing plates made by pouring molten
type metal into a mold, in which the matrix is first placed.
They are less expensive than electrotypes, but will not
wear so long nor do as fine work.
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Stet.~—Signifies, when written opposite an erroneous
correction, that no attention is to be paid to such correc-
tion, that the original matter is to stand; sometimes
abbreviated to st. Another way of signifying stet is to
place a number of dots close together under the words
crossed out, but it is best to also put stet in the margin
to catch the printer’s eye.

Stipple—A stipple cut is made from a drawing in
which dots instead of lines are used.

Style.—The particular method, in matters of spelling,
capitalizing, punctuation, and the like, in which one print-
ing office differs from others. This is called the style of
the office; it is sometimes formulated in a style card, or
book, for the guidance of the compositors.

t. a. w—~—Twice a week.

t. c.—Top of column.

t. ¢. n. r. m.—Top of column next to reading matter.

Telegraph Readers.—Reading-notice advertisements set
in small type—usually at the bottomn of news columns—in
the style of short telegraphic news items.

Tert.—The body of a book as distinguished fromn the
notes, index, illustrations, etc. Also, the name of a style
of type.

t. f—Till forbidden; that is, continue until ordered to
discontinue; daily t. f. means run daily until ordered to
stop.

Tooling.—Tooling consists in using a tool employed by
engravers in bringing out high lights and sharpening
straight lines on half-tones.

Transposc.—To change the order of words, lines, or
spaces in a form. In proofs this is indicated by writing
tr. in the margin, and drawing a line around and from
the part to be transposed to the place where it is to be
inserted.

Upper Case and Lower Case.—In printing offices, capi-
tal letters are often called upper case; letters that are not
capitals are referred to as lower case.

Upper and lower case means the use of both capitals
and lower-case letters. The line on page 159 is in upper and
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lower-case letters, capitals being used for the first letter
of each of the words. If the words were set entirely in
capitals, the line would be said to be in all capitals or
all caps.

Tender, Mild, Sugar-Cured Hams

Wash Drawing.—A brush-work drawing generally made
with India ink, sepia, or neutral tint mixed with water.
A little water color is sometimes used. Wash drawings
are reproduced by the half-tone process.

Work and Turn.—~When the same form is printed on
both sides of a sheet, transposing it in the second printing
in such a manner as to duplicate the work, the sheet
being cut in half when perfected, the job is said to be
run work and turn.

Wrong Font.—A type that belongs to some other font
than that in which it is found. Abbreviated to w. f.

ADVERTISEMENT ILLUSTRATION

Value of Illustrations.—Pictures play an important
part in advertising. In the first place, they have a cer-
tain inherent attractive value. Children are interested
in pictures long before they can understand words. The
publishers of the popular magazines, realizing the power
of pictures, illustrate their publications freely,

In addition to their inherent attractive value, pictures
are valuable in advertising because they convey the im-
pression to the eye instantly—tell the story at a glance,
and thus convey the advertisers’ message to many that
would not take the time to read a word description.
Salesmanship is made easier by the attractive personality
of the salesman and by an exhibit of the goods to be
sold. As the goods themselves cannot be shown in the
magazine or newspaper advertisement, the next thing to
do is to show a good picture of them. If the advertiser's
personality is a strong sales factor, his picture may be
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shown also; or, an attractive picture of some other per-
son may be introduced in order to give human interest.

Most advertisements are strengthened by illustration,
but not all. The classified “want ad” does not ordinarily
necd a picture, nor docs the broker's advertisement of
5% bonds. DBefore undertaking to have an illustration
preparcd, decide whether an illustration will add more
to the attracting and convincing powers of an advertise-
ment than the same amount of space filled with words.
No rule can be laid down. It is a matter of judgment.

Kind of Illustration to Use.—If it is decided that an
illustration will strengthen the advertiscment, try to
sclect one that will do more than merely attract atten-
tion. It is casy to attract attention, but not so easy to
attract attention that develops into favorable interest
and finally makes or helps to make sales.

Humorous Illustrations.—In former years a great many
advertisers used humorous or odd pictures that had no
relation whatever to the goods or service they were
trying to scll, the idea being that anything that drew
attention to their messages was good advertising. Few
modern advertisers hold to the notion, and the fact that
a few continue the humorous or odd illustration is no
proof that the advertising is the most profitable style.
Today, instead of printing the picture of a man quar-
reling with his wife along with copy of the style of
“Don't quarrel with your wife but buy a Jones buggy
and get to church on time,”” the advertiser usecs an
illustration of the buggy and in a rational way tells of
its good qualities,

The Specific IMustration.—If blankets are offered for
sale, illustrate blankets. If a rheumatism cure is being
advertised, nothing will be gained by using an illus-
tration that will draw the attention of everybody. Per-
sons free from rheumatism will not be interested any-
how, and will not buy. It is better to use an illustra-
tion that will appeal particularly to rheumatic sufferers—
the figure, for instance, of a man with a rheumatic
back or kinee. Force is lost by trying to interest all;

IWorld Radio History]
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wberceas, the illustration that appcals to a class gains
force by concentration. So far as general publicity is
concerned—the creating of future patronage among per-
sons not at the timne sufiering with rheumatisin, but who
may be some day—it is certain that the specific illus-
tration will do as much as the gencral one.

Illustrations That Attract the Wrong Class.—A na-
tional employment burcan iilustrated a page advertise-
ment of its scrvice with a picture of a flect of battle-
ships and used the headline ‘“Uncle Sam Necds Men.”
The advertisement drew attention, but it was the attcn-
tion of the pcople intercsted in the navy instcad of
those seeking employment. The illustration that is too
funny or cute may dcfeat its own purpose by drawing
attention entirely away from the article to be sold.

Illustrations as Mere Eye Catchers.—Departinent
stores and stores of a similar nature frcquently use, as
“cye catchers,” illustrations that do not relate particu-
larly to any item of the advertiscment, but connect in
some way with the introductory remarks or announce to
the roving eye of the rcader the gencral character or
the seasonableness of the advertisement. At the Christ-
mas scason, for instance, an illustration of Santa Claus
may Dbe used; at Thanksgiving time, a Thanksgiving-
dinncr scenc; and so on. It is well to have an illus-
tration as attractive as circumstances permit, but it
should connect logically with the advertiser’s tnessage.

Showing the Article or Its Use.—\When it is possible
to show the goods to be sold or to show them in use, it
is an advantage to do so. Thercfore, instead of showing
a pointer dog to illustrate the headline, “A Pointer on
Flour” it would be Detter to show a pleased cook taking
flour out of a bag bearing a good display of the name
or trade mark of the flour, The play on the word
pointer would be merely a poor pun. The association of
a dog with flour is about as unagrecable as the associ-
ation of frogs with coffee, but, incongruous as it may
seem, a national advertiser illustrated an entire series
of coffee advertisements with pictures of frogs.
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Women and Children in Illustrations.—Pictures of
pretty women and bright children are used to illustrate
a great many advertisements, and while it is true that
the unusual interest inherent in this class of pictures
adapts them to a wider range of usefulness, the picture
of a woman or a child should not be introduced for iis
sake alonc. Unless the picture is connected logically
with the advertiser's message to the public, there is no
good rcason for its use. IFor example, the picture of a
pleased woman scated in an automobile suggests the
pleasure of automobiling, the happincss an automobile
owner may give to the women of his family and
acquaintances, etc., but the picture of a woman in an
advertisement of a rubber tire for zutomobiles has no
connecetion with the subject and creates no association
of idcas likely to help the sale of the article. There-
fore, when the figures of women and children are intro-
duced, ticy should be shown using the zrticle, or pleased
witl i‘s use, or indorsing it.

Use of Models in Making Illustrations.—In the design-
ing of special illustrations, models are often found to be
indispensable. If a large store, for instance, wishes to
make a feature of wedding dresses in its newspaper
advertising and something better than a stock cut is
wanted, the best way to get such an illustration is to
photograph a model wearing one of the handsome dresses
and to make either a coarse half-tone from the photo-
graph or a good line cut from a drawing of the photo-
graph,

Good models are scarce, and models that are exactly
suited to the advertiser’s purpose are still rarer. It is
not easy to find persons that have the physical attributes
and posing ability necessary for photographic reproduc-
tion. Most models are women of attractive face and
fizure. Professional models charge from $5 to several
times this amount for posing, and while they understand
the art of posing, there is the disadvantage that they
pose fir many advertisers. There is a New York model
whose face and for:n appear in the advertisements of a
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dozen different firms; this tends to lessen individuality.
It is less expensive and will give more individuality if
attractive models who are not professionals are selccted.
Mothers are not always averse to having picturcs of
their pretty children in advertisements, and frequently
the ad-writer can prcvail on some young woman ac-
quaintance to pose. In some classes of advertising, an
elderly man makcs the best modcl; in other classes, the
workman in his working clothcs is most appropriate.

Imaginary Characters in Advertisements.—A method
of illustrating advertisements that has long found favor
with advertiscrs is the introduction of such imaginary
characters as “Velvct Joe” in the Velvet Tobacco adver-
tiscments in most magazines, the “Uneeda Boy” in the
advertisemcnts of the National Biscuit Company, “The
Dutch Girl” in the Old Dutch Cleanscr advertisements,
cte. The advertising value of such illustrations depends
lurgely on thcir relevancy to the article advertised. Tt
is noticeable that imaginary characters are most popu-
lar with advertiscrs of articles that are staple and con-
cerning which it is more or less difficult to write a
“sclling-point” advcrtiscment. As the *“Velvet Joe”
character illustrates the delight of the friendly old man
made possible by the quality and aroma of Velvet
Tobacco, the idea is a strong one.

Use of Portraits of Advertisers.—A great many adver-
tiscrs do not use their own portraits in advertising for
the simple reason that thcir goods are for sale, not them-
selves. DBut other advertiscrs are actually trading on
their judgment, their expcrience, thcir knowledge, or
their reputation; and when such is the case, the more
personal and “man to man” the advertising is, the bet-
ter. A portrait that looks straight into the reader’s eye
suggests sincerity and conviction and compels attention,
This is especially true in mail-order advertising, in
which the reader is asked to entrust moncy or property
to the advertiser. The portrait of a1 honcst-looking man
inspires confidcnce.

The advertisements of such commodities as clothing,



Correct Cravats
Men of good taste are ex-

tremely critical in their choice
of a Cravat—it must be distinc-
tive, handsome, refined, and
above all correct.

KEISER
CRAVATS

arecorrectlycutand proportioned
whether Four-n-Hand for day
wear of a Tie for evening dress.
Keiser-Barathea staples in black,
white, plain colors an figures—also
white or black for evening dress.
An illustrated book ¥The Cravat” on
the ethics of Correct Dress, sent any-
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stamps.
JAMES R. KEISER,
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10-16 W. 20th St.. New York
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THE BEST ILLUSTRATION. NOTE THE APPROPRIATE-
NESS OF THE BORDER; IT IS JusT ORNAMENTAL
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ToUCH TO THE ADVERTISEMENT. THE
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hats, etc., are often made more attractive and of greatcr
demonstrative value by showing the articles on the
human figure, but it should not be made an invariable
rule to introduce the human figure, or some part of it
into all clothing and hat advertisements, for some of
the most effective series of advertisements of this kind
have shown merely the goods in a realistic way. See the
advertisement of the Keciser cravat in Fig, 3.

Showing a Plain Picture of the Article.—Sometimes a
well-executed picture of the article itself is the most
effective illustration. An inkstand of distinctive shape
is an example of an article of this class.

Sectional Views.—If an inkstand has some special
inside feature, it is advisable to show a sectional view in
order to make the special features clear. It is often
advisable to show sectional views of machinery. Occa-
sionally it is a good plan to show two or more views
of a machine or tool, thus making its method of operat-
ing clear.

Illustrating the Chief Selling Point.—~An illustration
does not necessarily have to bring out several selling
points of an article; it may be stronger if it is confined
to the chief selling point. The chief sclling point of the
Iver Johnson revolver is that it cannot be fired unless
the trigger is pulled, and as the possibility of accidental
discharge is what keeps many persons from owning re-
volvers, the one who conceived the idea of illustrating
merely the safety feature of the revolver exercised excel-
lent judgment,

Negative Tllustration.—As a rule, it is better to have
the illustration show what the advertised article will do
rather than to show what it docs not do, though occa-
sionally it is a good plan to use two illustrations, one of
the negative character and the other showing the im-
provement made possible by the use of the advertised
article.

Illustrations That Demonstrate Use.—It is an excellent
plan to show some commodities in use, particularly in
czses where the article is a rew cne and its method cf
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operation is not known generally or where the unusual
ease of operation is a selling point.

Value of Illustrations That Show Only the Essentials.
It is not always essential to show the full machine or
the full figure of the operator. The stern end of a row-
boat would be sufficient for a picture of how a small
propeller could be attached. By showing only the stern,
the illustration can be made larger and clearer. As the
barrels of most shot guns look alike in pictures, it would
be a good plan, in exploiting a certain make of gun, to
exclude the upper part of the barrel and thus get a
larger and clearer view of lock and stock. Of course, in
catalogs and booklets where there is more room, the
advertiser can be more liberal in showing details than
where space is worth from $1 to $75 an inch. But even
if it were not important to economize in the use of
space, the fact that too much detail obscures the impor-
tant point of the illustration should be a constant re-
minder to the advertiser to have his illustration simple
and bold. It is a most common fault of inexperienced
advertisers to attempt to show too much, The new
advertiser is not always content to use an illustration
like the one on page 177 which shows an attractive shoe
on a dainty foot; he often wishes to show a parlor scene
or a shoe store, or the entire figure of the woman, or
include much usecless scroll or other so-called orna-
mental work. Slight details are often advisable in
order to give realism to the advertisement, but they
should be as slight as possible and the thing to be
illustrated should be the chief attraction.

Illustrations of Unusual Shape.—As most advertise-
ments are rectangular in shape, a design that is round
or in the form of some article, or that has an unusual
outline will attract the eye.

Colored Tllustrations.—At present, illustrations printed
in two or more colors are used mostly in booklets, cata-
logs, etc. And the fine two-color effects that are now
obtainable at reasonable cost add very greatly to the
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selling power of the circular literature. There are great
possibilitics, even with two-color cuts.

Special numbers and special sections of newspapers
are sometimes run in two colors, and magazines are be-
ginning to use two colors to some extent on their inside
advertising pages; but this color feature has not been
extended to illustrations except by special arrangement,
the extra color—red—being used only for display lines.
Ilowever, some very fine colored illustrations are printed
on the back covers of some magazines. These illustra-
tions are printed at the time that the front, or first,
covers are printed. Other colored advertisements, by
special arrangement, arc printed on insets. The back-
cover advertisements in colors, on account of the position
they occupy, the cost of preparing the several plates
required, and the additional presswork, command a
higher price than inside pages in one color—usually three
or four times as much. Several years ago a large con-
cern dealing in ready-mixed varnish used a four-page
inset in colors in threec magazines of large circulation,
the colors in the advertisement portraying the different
shades in which the varnish could be purchased. For a
subject of this kind, or for an advertisement showing
carpets, wallpapers, fine pottery, or some such article,
an illustration in colors has a great advantage over an
all-black illustration. The three-color and four-color
processes cnable the advertiser to show a great many
different shades, hues, and tints with few printings.

How to Procure Illustrations.—In having an original
illustration made, it is nccessary to have: (1) a good
idea for the illustration; (2) the services of a good illus-
trator; and (3) the services of a photoengraver.

In almost every town of 50,000 or more inhabitants
there is at least one engraving house and usually some
one that can draw well enough for newspaper reproduc-
tion. If there is no local engraving house capable of
doing first-class work, excellent and prompt service can
be had from any of the large engraving concerns located
in New York, Philadelphia, Chicago, and other citics.




0.

“One Month’s Supply of Ink

Lasted Five Months”

Su_ch is the result reported by one
of the innumerable satisfied users of

“The Ink-Well That Fills Ttself”

A railroad ecompany equ. Ped its billing desks
with KEVOLVING INK WELLS. Atthe
end of a year they, found this result:
Each Clerk formerly used S qts, per year.
Wb Revolving Well he used 1_at_ per year.
Each Revolving Well SAVED g qts. per year,
16co Revolving Wellsare now used by this road.

Why it Saved 80% of the Ink Bill

Ilon. With mowt wells 'Evap~

2 mlnl led. Goes three 1o six
3 wthes weells, and there's %0
time saved,

‘No DNust o e
tminate by o .u..., et
e Hevol

deop 1k 23 wnabie 21

otter ever devised.

A mlh 1t 7] verturned .| 1

aly furmish spolicstion, ful paticulrs of the pescriat ',u{“","' e cgaek Sl bl o

o' m.‘.me....e.y..n. e ot teners of £RAOET  Baees, tic

Swat a Ten-Full at & Time, Never suy fok on the pen-

e ldcu lt‘!l 100 much on the pen, Leep of shallow dip 10 sust
v pEn poiInt

Fenracthin, Made of hesvy presed glae; 1A't zet omt

o erter,

WELY Dromotiv, thes saving one third of the Lsual

REVOLVING INK-WELL CO., Inc., - HomeeelOUSNRLN

Fic. 4. Tue SEctionAL ViEw i1N THis ADVERTISEMENT Snows THE KEADER
How Tue INKkSTAND OFPERATES



ADVERTISEMENT ILLUSTRATION 171

Many of these firms have their own artists, and if a
photograph, a rough sketch of the idea, a blueprint, or the
object to be illustrated is furnished, they can produce the
drawing as well as the cut.

Relative Value of Half-Tone and Line Cut.—The half-
tone from a photograph has realism in its favor, but the

Water|
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L.E.
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o3 wiang v

Fie. 5. Aw ExampLe oF llow Too Mucu DeraiL Og-
SCURES T“HE REAL SUBJECT OF THE ADVERTISEMENT

half-tone shows to the best advantage when the space is
large and the paper on which the advertisement is to be
printed is of good quality. When the space for the
illustration is small or the paper is poor, the illustration
from a line drawing will, as a rule, give the best results,
though there are times when, on account of the superior
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realistic effect, it is advisable to use the smal! half-tone
illustrations even when the paper is poor.

Stock Cuts and Syndicate Service.—There are a number
of firms furnishing what are known as stock cuts or
syndicate-service cuts. These cuts, which are duplicated
and sold to the same class of advertisers in different

Waterman's
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FountainPen

e
[T e e it )

Fic. 6. A BerTer IrLustraTion ofF THE Ipea Usep IN
F1e. 5. OxLy ONe MAN 1S StowN AND ONiLy A
P’art of His FIGURE _Is INTRODUCED. NOTE
How AtTeENTION 1s Drawn 10 THE CLIP-

Cap BY 7Tueg ManN’s PoINTING TO IT

cities, have the advantage of being cheap (ranging from
35 cents to several doliars each) and they answer almost
all needs of a great many retailers. But, they have the
fault that they do not always illustrate the exact style
of goods advertised; therefore, they do not entirely take
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the place of special illustrations drawn or photographed
from the actual goods to be sold or mcet the advertisers’
particular needs, although there are occasional stock
illustrations of a general nature just as appropriate as
specially drawn designs. These stock illustrations are
devoted mainly to such subjects as clothing, shoes, fur-
niture, etc. Some of them are the work of high-grade
artists and are cheap only because the same illustration
is sold to a number of advertisers. Others are of
mediocre quality, containing entirely too much detail or
being weak in contrasts. Rarely can the general, the
mail-order, or the trade-paper advertiser find in a cut
service just what he needs.

Dennisond

TACS AND BUSINESS HELPS
wil) put you in touch with more business. There's
1 possible customer in every commercial enterprize.
Infarination and catalogae sent 0n Fequcst,

Dennison Manufactining Sempanty

foston New York Philadelphia Chicaro St. Louis

Fic. 8. THE ADverRTISEMENT Smown HEere 15 1N THE
Suare OF A DEnnisoN Tac

Manufacturers’ Cuts.—Many manufacturers aid the
retailer by supplying him, free of charge, with cuts of
the goods that they scll him. When these cuts are well
made, they have an advantage over the product of the
stock-cut house in that they more truly illustrate the
goods; that is, they show particular features that are not
shown by a general cut, For instance, a cut supplied to
the retailer by the manufacturers of the Crossett shoe
would show the exact model of the Crossett shoe, while
it is not likely that a stock shoe cut would do so.

Harmony Between Illustration and Copy.—An offering
of dainty millinery should not be illustrated with a cut
having stern, hcavy outlines. In such a case, the draw-
ing should be fine, airy, and delicate, so as to be in
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harmony with the subject. On the other hand, the illus-
tration of an engine should be of firm, bold character,
carrying the idea of strength and power. Observe how
the illustration in the Park Hill advertisement of Fig. 1
creates an ‘“‘atmosphere” that is in perfect harmony with
the spirit of the text. Illustrations of this kind add con-
siderably to the power of the advertisemen*.

Therels a call for expert electriclans
An 1, C. S, Course willgualify you
to respond. Advance and earn a
higher salary. Keep your present
position while you fit yoursetf for
a better one. Write now for free.
circular “Electrie Lighting
and Railways,”
INTERNATIONAL
CORRESPONDENCE SCHOOLS,
N Box 1193,Seranton, Pa.

Fic. 9. A Mobprrication oF THE CIrcLE ForyM oF DispLay
THAT 1S APPROPRIATE AND EFFECTIVE

How to Place Illustrations Effectively.—The illustra-
tion should be treated as a unit of display and balanced
carefully with respect to the other display units of the
advertisement. The illustration may be placed at the
top of the space in the center, or in one of the upper
corners, or slightly above the middle of the space, or
even at the bottom in one of the corners—the best place
depending, of course, on the size and character of the
illustration and on the other display units. If two
illustrations are to be used, they should be so arranged



L1

The T B?,NON-EVAPORATING INKSTAND

- PATENTS

AUG. 8,1305
AUG.28,1906
SEPT.IN, 1906

8Suppiles Justthe
Right Amount of Ink
1o the Pon Without

Preasing Down a Funnel

Send for onr Catalogus
of Office Specialties.

The “Capitol™ is 2 largeand handsome inkstand equally suitable for home or office desk, constructed on scientifie prin
Ciples. The broad, flat base gives stability (impossible ta upset it}, and the graceful dome-shaped rexersoic will hold several
months’ supply. Protected both from air and dust, the ink can neither evaporate nor clog, and always remains cleae and

fluid llph'l the last drop Is used from the concave depression under the funnei, Inking of ingers impossible, as funnel con-
struction keeps pen-bolder clean, Get a “Capitol’ to-day and see how far superior it 15 over all othur inkstands.
Ainglo Capitol,” pressed glase, GO cut glass, ¢1.00.
Lalr, with oak or maliogany base, black and red funsels, pressed glase, $2.257 cut glass, 0585,
Fiited with orosmental Blorling Bllver tops, sn espcelally hundsomo gifi, $2.60 extra.

For sale by most stationers. If yours cannot supply you, write direct to us mentioning his name. 1fyoa
o s direct, add 10 cents for smglc und 30 cents for double stands, to cover delivery charges.

CUSHMAN & DENISON MFG, CO., Dept. 6, 240-242 W. 23d St., Now York ~

Fic. 10. A Prain Picture oF THE ARTICLE THAT MARES AN ErFECTIVE
TLLUSTRATION



The New Street
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as to balance each other. Before deciding finally on the
position of the illustration, place it in several different
positions and see which is the most effective. If a heavy
border is run close around a dclicate illustration, the
effect will not be good. Dut, if the border is dclicate
or of a refined nature, as in the advertisement of TFig. 3,

Get Your Uniforms |
And Play Ball

The nine must have uniforms in order to
make the proper showing. We have just
received our full line of samples. It means a
great deal to say that the colors are even pret-
tier than those of last season, but they are;
and prices are no higher.

Come in and get samples to
show the team. The style book
this year suggests good color
combinations. Copies free.,

Complete suits—cap, shiry, belt,
trousers, stockings, and shoes, $5, $8,
$10, and $1350. The $6 and $8 suits
are the best we have ever offered at
that price.

Get in your order early and
get your suits early, Suits for
whole team lettered free,

REINHART, 10 WASHINGTON AVENUE]

Fi1c. 12, AN ApvertiseMENT IrLvsTraTED WITH A STOCK
Cvr, Wittcn 1s EFFECTIVELV J’LACED_IN A BREAK OF
THE Borper. NoTe Tutar _TtuHE Pose oF THE
FiGUre 1s SvcH As 70 DIRECT ATTENTION TO
Tue TEXT axD NoT Away From IT

the illustration may be enclosed entirely within the
border. Often an excellent way of securing good display
for the illustrations is to insert it in a break of the
border, as is done in Figs. 4, 7, 10, and 13.

Indicating Position of Tllustration on the Layout.
There are several ways in which illustrations may be
shown on the layout. If the cut is at hand, it can be
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stamped on the layout with the aid of an ordinary ink-
ing pad. After placing the layout on a blotter the cut
should be inked, placed face downwards on the layout
in exactly the position it is to appear, and then pressed
firmly with the hand. If the illustration is a new one,
the engraver's proof can be used to illustrate the layout;
or, if the illustration has already been printed, it may
be clipped out of an old advertisement and pasted on the
layout, When none of these means is available, the
illustrations may be sketched on the layout or the di-
mensions may be shown by placing the eut on the lay-
out and drawing a pencil mark around it.

Necessity of Sending Cuts With Copy.—When an ad-
vertisement is to be illustrated, the cuts should always
accompany the copy, unless, of course, the printer has
them already in his possession. In sending cuts by mail
or by express, great care should be taken to protect
them from injury by wrapping them in blotting paper,
corrugated pasteboard, or some similar material. If two
or more cuts are to be shipped together, pasteboard or
blotting paper should be placed between them.

ADVERTISING MEDIUMS

No matter how strong an advertisement or a series of
advertisements is, if the mediums that carry the message
to those involved in the distribution, purchase, or use of
the commodity advertised are not properly chosen, the
power of the advertisements will be greatly decreased,
if not lost altogether.

There are three things every medium should have in
some degree: (1) Attention value, or the relative proh-
ability of its advertisements being seen; (2) reader inter-
est, or the hold it has upon its readers; (3) reader con-
fidence, or the real belief of its readers in its intrinsic
worth as a publication.

Functions of Mediums.—A medium should do three
‘things, and the better it does them the more valuable it
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is. It should, first, concentrate on the desired marke:;
second, involve a minimumn of waste; third, produce re-
sults in reasonable proportion to its cost.

Concentration.—Since not all advertisers seek the
same market, no universal rule can apply in measuring
concentration. The closer a medium’s audience coincides
with the advertiser’s particular market, the better the
medium is for that advertiser. An advertiser’s market
may be limited: (1) to a certain geographical or terri-
torial division; (2) to a stratum or class of society; or
(3) to one scx only.

The nature of the advertiser’s business, competition
faced, etc., determine the territory dimensions to a great
extent.

The nature of the article, its first cost, maintenance
cost, appearance, pride of ownership, its utility or ser-
vice, decide largely the class of persons or society
stratum to which the advertising should be addressed
and also the scx it should reach.

It is necessary, however, in the matter of sex to dis-
criminate between primary and sccondary markets. For
instance, the primary market for foodstuffs is largely
among women, but men constitute a strong secondary
market.

Avoidance of Waste.—No advertising that does not
produce an actual unfavorable impression can be said to
be absolutely wasted, but some advertising does not pro-
duce results proportionate to cost. All things being
equal, however, that medium bcst performs its func-,
tions which offers the least percentage of what, relatively
speaking, may be called waste.

Production of Satisfactory Results.—There is no fixed
standard by which to determine what in all cases would
be a satisfactory ratio of returns or results to the cost
of advertising in a given medium. The cost that one
advertiser can afford to pay for a ccrtain amount of
returns may be entirely prohibitive for another whose
cost of doing business is higher or whose margin of
profit is less.
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For example, each of two advertisers might invest $500
in advertising and, as a result, each might sell goods to
the amount of $2,000. If one man's cost of goods and
expense of handling were $1,000 besides the cost of
advertising, his profits would be $500. If the other man's
expense and cost amounted to $1,5C0, he would have no
profit after paying for his advertising.

Each advertiser, therefore, must decide for himself
what amount of returns he must get from his advertising
in order to make it profitable. Then he must decide, as
best he may, what mediwns are best suited to his
purpose.

Experience may show that certain mediums give re-
sults much better than the necessary minimum. In such
cases, if the appropriation be limited, it would be good
business to drop some of those which showed results
only slightly above the necessary minimum and to con-
centrate on those mediums which brought larger returns.

Of course, accurate checking of results from any me-
dium is, at best, dificult. Often it is wholly impossible,
as, for example, in the case of general-publicity adver-
tising. Under such conditions results can only Dbe
measured indirectly. This is best done by considering
the medium in relation to the degree in which it pos-
sesses the three essentials, of allention wvalue, reader
interest, and reader confidence, and the degree in which
it performs the other two functions of concentrating on
the desired market and of minimizing waste. From these
data it should be possible to estimate whether the adver-
tising value of a medium is equal to the cost of using it.

CLASSIFICATION AND DESCRIPTION OF
MEDIUMS

Kinds of Mediums.—There are almost as many kinds of
mediums as there are kinds of people. Comparatively
few of this great number have much commercial impor-
tance. Circulation statements giving the circulation by
states, may be had for weekly and regular standard



ADVERTISING MEDIUMS

monthly publications, as well as women's, agricultural,

trade, professional, and technical publications.
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These

statements are similar in form to the one shown in
. . .
Circulation Statement of a Leading
.
National Weekly
Aeaeage Crculation for vicemonthy’ period 1901013
Mad Subscrbars (Indvdual) . . . 656440 BROUGNT FORWARD |, | 1895 (500
Nog Sules through Newsd .| 12360287 | Advetung Agency . . . L] 632
Exchanges and Complimentary. . . 188
Semples . . ...,
TOTAL NET PAID | 1862(627 | Camanters . G500 1350
Toemn Subscriptions m Bulk, , . . . 46 | Emplojees . . . 2(703
Sngle lsive Sales = Bulke aa 378 | FteCopes . . o0 570
TOYAL NET PAID INCLUD G BULK 18931051
Coretpandents . . . . . . 0ono .
Advortaes B 2|s30 TOTAL DSTRIBUTION . . | 1001 013
Net pad circulation by states
$rarg fedi tLAYCM AR SN SOLRLERY Tate wan LASC- @10y SEwSOLaLERY
Mung . 0 L. 3460 o 13(877 34683
New Hampshre . . 2|835 aos L. L 37|67 04 [526
Vemont . . L. 3(070 Mchgan. © o0 | 27]38s 49018
Masuchusatts . . 23534 Wisconsia L. L 17(285 20097
Rhode Kland . . . 3|a2s Micasots . . . 16[438 30(718
Connetet . 9007 lowa .. L 11! 20( 603 20805
NEW ENG STATES 470331 5¢ 7_',4-:».45 ..... 12 575 36 ;gg
New Yok, . . 60[752 139835 [Noh Dakota . . . 399 H
New Josey oL 16/392 35/522 [South Dakota . . . sfeos 8|s2s
Prontyhon 17]08¢ 91307 {Nebutka. . . . | 11[307 13928
Detawars . . . . | 1]40s 1003 [Kaeme . F 1 10{e1s 10759
Magand 6f612 14|07 |MIDDLE STATES . [ 525/678 | 421702
Dist of Columbea. . 423 14[987 [Montama . @ ., . 10/ 165 12432
EAST STATES . | 136]673 | 297|723 |Wyeawn, o a 21485 21200
o780 | 161715 [Colorado oo . . . 10526 17|00
6010 130|578 [New Mesico . 2(777 4843
oleor 0l00g |Arrona o 5o 3lo11 8|e21
2| 272 18240 [V . oL 2|s3e 7|727
S 130262 [Newdanl .o 1/cos 2(481
daho PN 4444 6498
33251 a7]81s - : ol oliey
7[713 10(544 Ovegon L 9| s82 14]547
s lg g;? Cattorma . . 3] 384 95605
sl113 13|27z |WEST STATES, | 67]258 202[580,
e338 7|13 [Unclessded . . . ]
ajon 10{005 [UNITED STATES. [610[267 | 1328[320
19]408 45(594 [Conada . . 26]322 90]724
7|320 20{697 |Ataka & U S Pory 5]721 2|669
a}703 91209 |Foegn . . . .. s|107 14(799
€8[076 | 1361933 ™ 900
411857 76518 [GRAND TOTAL . S840 07 (3%
Fic. 1

Fig. 1, which is that of a very large national weekly.
Table I shows the distribution, according to strata of
population, of four leading national weeklies,

[World Radio Histo
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TABLE I

DISTRIBUTION OF CIRCULATION ACCORDING TO STRATA OF POPULATION

- -~ .. A Canada—
Tn Tomsa | In Citiesof | In Gt of | 10 Ci o | 1y SU0 | Forwunand | ot
Under 10,000 25,000 100,000 Over laneous
NamioNnaL WeekLy No. 1
Circulation............ 522,223 | 144,896 200,502 301,784 669,182 | 147.342 | 1.985.929
Percentage of total..... 26.7 T2 10.0 15.1 33.6 74
NaTioNaL WEEKLY No. 2
Circulation...... eeees| 330,272 82,568 117,059 183,949 331,318 1,045,106
Percentage of total..... 316 7.9 1.2 17.6 31.7
NamioNnaL WeekLY No. 3
Circulation............| 266,509 75,358 91,900 117,631 367,599 918,997
Percentage of total..... 29.0 8.2 10,0 12.8 40.0
NaTioNaL WEEKLY No. 4
Circulation. ....coaau.s s 148,090 31,995 51,649 70,845 154,489 457,068
Percentage of total..... 32.4 7.0 13 15.5 338
Grand total e 1,267,094 | 334817 461,110 674,209 | 1,522,588 | 147,342 4,407,160
Percentage of total.....| 2838 7.6 0.4 15.3 335 3.4
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The better class of publications belong to what is
called the Audit Bureau of Circulation, and furnish
audited statements of their circulations, Many adver-
tisers are members of this Bureau and send direct to the
Burcau for the statements.

Mediums may be grouped into ten important classifica-
tions. In the order of their importance, they are:

1. MAGAZINES AND PERIODICALS

Weeklies.—Such as Collier's, Saturday Evening Post,
Literary Digest, Outlook, Life, Christian Ierald,

Standards.—Most standards are monthly, such as
American, Cosmopolitan, Atlantic Monthly, Scribner's,
World's Work, Ainslec’s, All Story (weekly), Munsey’s,
Popular Science Monthly, Field and Stream, Motion
Picture Magazine.

Women’s Publications.—Such as Ladies’ Home Journal,
Delineator.

Agricultural Publications.—There is a long list of agri-
cultural publications. Some are national in scope, as
The Country Gentleman and the Farm Journal. Some
are sectional, as The IProgressive Farmer, which circu-
lates largely in the Southern states. Others have their
appeal largely in a certain state or states. Many are
specialized as to subject, as dairying, poultry raising,
ete.

Mail-Order Publications.—These are papers carrying a
preponderance of mail-order advertising, such as Capper’s
Weckly, Grit, Comfort, ctc.

Juvenile Publications.—As American Boy, St. Nicholas,
Youths’ Companion,

Trade Publications.—Practically cvery trade has its
own publication or publications.

Professional and Technical Publications.—Including
Architecture and Building, Business Methods, Fashion,
Legal, etc.

Class and Class-Interest Publications.—Country Life,
House and Garden, Red Cross Magazine, etc. There is a
very long list devoted to some one class interest or



TABLE IT
CIRCULATION DATA OF VARIOUS CLASSES OF PUBLICATIONS

Total for United States

Canada and New-

and Terntones foundland Total
1917 1918 1919 1917 1918 1919 1917 1918 1919

Number of towns in which

papers are published......... 11,035 | 10,884 | 10,461 738 726 728 | 11,770 [ 11,610 | 11189
Number of towns which are

county seats.....coeeqeeeoee..l 2,913} 2,928 2,920 2,913 | 2,928 | 2,920
Daily publications..... 0 2,514 | 2,465 | 2,428 152 139 134 | 2,666 | 2,604 | 2,562
Triweekly publications. . . 69 79 74 6 4 3 75 83 79
Semiweekly publications. seo| s32| 483 45 43 39 635 | s75| 522
Weekly publications. . ... 16,165 | 15,635 | 14,771 | 1,003 964 964 | 17,168 | 16,599 | 15,735
Fortnightly publications........ 69 78 62 3 3 4 72 81 66
Semimonthly publications.......] 284 280 283 29 24 21 313 3 304
Monthly publications....., .| 3,250 | 3,261 3,073 226 216 224 | 3.476 | 3477 | 3.297
Bimonthly publications., 95 124 108 3 4 3 98 128 1881
Quarterly publications........ 317 349 345 13 12 15 330 361 360
Miscellaneous publications. ...., . 34 39 37 1 1 1 35 40 38

Total of allissues............ 23,387 | 22,842 | 21,664 | 1,481 | 1,410 | 1,410 | 24,868 | 24,252 | 23,074

Comrtary of the Amevicon Newspoper Directory end Aannal

1) FREILENE LSS o m e - -
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9. DIRECTORIES, REGISTERS, AND ANNUALS
Telephone directories, city and business directories,
annuals of all sorts, including trade directories and
registers.

10. NOVELTIES, SPECIALTIES, PREMIUMS, ETC.

Under this heading belong almoest innumerable articles
such as ash trays, pocketbooks, cigar cutters, clothes
brushes, etc.

EXPENDITURES FOR ADVERTISING

Advertising expenditures were estimated at about
$770,000,000 for the year 1917. Approximately $125,000,000
of this went to magazines of all descriptions and $400,-
000,000 to newspapers; $40,000,000 was spent for outdoor
work, and $14,000,0C0 for strcet-car advertising. $150,000,000
was used for direct advertising, which includes about
$7,0000,000 for house organs. The sum of $5,000,000 was
spent on store and window displays. $1,000,000 was ex-
pended for motion-picture films and slides; $10,000,000 for
time tables, directories, annuals, etc.; and $25,000,000 for
novelties.

SELECTION OF MEDIUMS

The judicious selection of advertising mediums is per-
haps the most difficult single undertaking, and at the
same time the most important one, that advertising in-
volves. Probably as many advertising failures have
resulted from unwise selection of mediums as from any
other one source. And the sums of money absolutely
wasted through this cause alone unquestionably run high
up into the millions of dollars.

Because it appears to be such a simple matter, and
because it is so easy to go wrong, are the very two
reasons why wise and experienced advertisers rely
almost entirely upon the trained and seasoned judgment
of their advertising agents in all matters having to do
with the selection and use of advertising mediums.
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There are three fundamental principles of a broad
general nature which should be thoroughly understood.
These are:

1. Eliminate all personal preference and bias. It is
unsafe to judge a medium from one's own personal feel-
ing toward it.

2. Base judgment on proved facts only. Magazines of
the more dependable sort go to great extremes to fur-
nish data to prove their values as mediums. While some
of this data is reliable, the advertiser must avoid much
that is colored and prejudiced,

3. Every case must be considered strictly in relation
to its own individual requirements. This is perhaps the
most vital principle of all. The value of any medium is
relative, depending upon the extent to which it satisfies
the special and particular demands of the case in point.
The mediums which an advertiser is to use must be se-
lected on the sole basis of his own particular require-
ments.

Some tests that may be applied when an advertiser
has reached the point of deciding what mediums he
should use are:

1. What is the basic underlying purpose, mission, or
reason for existence of the mediun?

2, Who stands back of it as its real owners; that is,
who gives it its real status?

3. Editorially, what is the medium, and what does it
stand for?

4. By what methods is its circulation secured? It
makes a difference if circulation is gained by forced
premium methods, etc.

5. What is the general character of the advertising
carried? In other words, what company will your adver-
tising keep?

6. What has been the experience of other advertisers
in the medium for purposes similar to the case in point?
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METHODS OF SELECTING MEDIUMS

The simplest and safest method of procedure in choos-
ing the mediums of publicity in any particular case is as
follows:

1. Analyze the requirements of the case as to me-
diums; that is, determine what qualities they must pos-
sess in order to be most valuable.

2. Rate the various possible mediums in order of pri-
mary importance, secondary importance, and supplemen-
tary, in accordance with the degree in which each of
them satisfies the requirements of the case.

3. Determine for each medium of primary and sec-
ondary importance the most efficient unit of use—space,
position, colors, or whatever it may be—and the neces-
sary thoroughness of use, that is, continuity, repetition,
or duration, of showing.

4, Eliminate by cutting out the less valuable mediums
to meet the limits of the advertising appropriation,

Analysis of Requirements.—The qualities ordinarily
demanded, in some degree, and in some one form or
another, in advertising mediums are practically all in-
cluded in the following list. They are arranged in
descending order of average importance, and the nature
and application of each are indicated by questions such
as would arise in determining the extent to which a
given case would be influenced by the quality mentioned.

1. Elasticity: The term elasticity, when applied to an
advertising mediun, refers to its capability of focusing a
message upon a given field—larger or smaller, as required.
It depends on the concentration or scope of the medium,
and is the quality that enables the medium to satisfy
the varying demands of many different advertisers along
lires indicated by such questions as: Iow much and
what territory must be covered? What kind of folks, or
what stratum of population, should be reached? Which
sex? What ages?

For instance, newspapers, as a medium, possess far
greater elasticity than magazines. For newspapers per-
mit of covering any given territory, large or small, and



192 SELECTION OF MEDIUMS

that territory only. Magazines do not. And newspapers
enable an advertiser to reach any desired level of so-
ciety, or either sex independently of the other, with just
as much, if not more, accuracy than is possible with
magazines, with this exception, that women’s magazines
unquestionably offer far greater sex specialization than
does any other general type of medium in existence.

2. Adaptability or Flexibility: This quality enables a
medium to fill widely varying requirements of such a
nature as are suggested by the questions: When? Ilow
often? With how large space? At what cost? Ilere
again newspapers are obviously richer than magazines.
Newspapers may be used as frequently or as seldom as
needed, with almost any sized space desired, and at
almost any cost. One newspaper may be used or ten
thousand, one city covered or the entire country.

3. Thoroughness of Covering: The thoroughness with
which a medium covers its field must be considered, in
connection with such questions as: Is a selective or a
universal appeal desired? An intensive cultivation of
the field, or a broadcast, generalized, dissemination? If
selective, what is the basis of selection?

4, Effectiveness of Impression: How deep in should
the impression be made to sink? How far home must
the message be driven?

5. Continuity of Impression: How often should the
story be hammered in? How much does it gain, or lose,
by repetition?

6. Lifetime of Appeal: How sturdy and longlived is
it? How long must it last before being repeated?

7. Mechanical Possibilities:  Must photographs be
used? Life-size reproductions? Color? Special artistic
or typographical effects?

8. Immediacy or Speed: How quickly must the
message be transmitted? How frequently varied or
revised?
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The subject of the use of mediums is a broad one and

much has already been said about it.

Further treatment

“When It
Pours, It
Reigns*

MWoR2 A

Luzmnne and Lom Pone

~Yum-Yum!

HEN you see your mammy, Honey,

bringin’ in the coffee and the pone, you
can tell before you. taste it that the coffee’s
Luzianne—sure-nuf—by the whifs a-streaming,
steaming in the air,

It's the coffee—Luzianne—you remember
and you hanker after it until you get another
cup.

Luzianne Coffee (your grocer has it) comes
put up intins. Try it tomorrow morning flor
breakfast. Il it isn't all you expect, you can
get your money back.

Luzianne for aroma, fragrance and snap,
Try it.

Fic. 1

will be merely to outline chief fundamentals and to
plain the basic rules.
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Copy Suitability.—So far as practicable, the advertising
message a selected medium is to carry should be made
as appropriate as possible to that particular kind of
medium. The style and atmosphere of the copy should
fit both the nature of the commodity and the character of
medium used. Fig. 1 shows the adaptation of the copy
to use in a Southern newspaper.

Correlation.—~There is some danger in copy specializa-
tion that unity of impression may be lost. So some
means of linking up a series of advertisements needs to
be used. Usually, the best method of tying up the
different lines of attack in a campaign is to utilize one
or more common identifying agencies, such as:

1. A trade character. For example, the Victor dog,
the Cream of Wheat darkey, Velvet Joe, the Fairy Soap
fairy, etc.

2. A standardiced suggestive, descriptive, or explana-
tory phrase or slorzn. For exam:le, *“9944100% pure,”
“Ifasn’t scratchel yet,” “Your nose knows,” *It floats,”
etc.

3. A prominent featuring of the trede-mark. For in-
stance, the Heinz 57 Varieties, the National Riscuit Co.’s
In-er-seal, etc.

4. A standardized art or layout treatment. For ex-
ample, the Cox Gelatine checkerboard background, the
International Correspondence Schools’ standardized cou-
pon, etc.

5. A distinctive copy style, either of idea, diction, or
phraseology. For example, the man-to-man slang of
Prince Albert Tobacco advertising, the genial good na-
ture and cheer of the Big Ben clock advertising.

6. Standardized style of illustration, most often of the
article, package, or carton. For example, the 3-in-1 Oil
bottle, the Velvet Joe tobacco illustrations, the *‘Bent
Bones vs. Straight Bones” illustrations of Educator Shoe
advertisements.

Whatever the method adopted, the essential thing is to
make each separate piece of copy reinforce and supple-
ment each other piece. The advertising appearing in d:f-
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ferent mediums should be welded into one harmonious,
consolidated whole.

Art and Typographical Treatment.—A great deal de-
pends on the proper adaptation of the physical form and
arrangement of advertisements to the particular me-
chanical requirements of the mediums in which they are
to appear. If the medium is of the periodical class, the
style of art treatment will depend on its mechanical
make-up. Most women's magazines, for instance, are
printed on good quality calendered paper, permitting
highly artistic and delicate art work. Many agricul-
tural papers, on the other hand, utilize cheap newsprint
paper on which good results can only be obtained by
the use of line cuts,

SPACE

The nature of the medium has a great deal to do with
the determination of space units. If the advertisement
is of such a character as to demand or justify domination
over all neighboring advertisements, then the space unit
will be largely decided by (1) the size of the page; (2) the
method of making it up; and (3) the probable nature and
number and size of the other advertisements likely to
appear on it. Each of these three factors is of course a
variable one, depending solely upon the medium itself.
So the type of medium should receive due consideration
in the determination of units of space.

As a general thing, and subject to many exceptions, it
may safely be said that the present trend of experienced
advertisers is clearly in the direction of using larger and
larger units of space. This is true with but compara-
tively few exceptions so far as general-publicity adver-
tising is concerned; that is, advertising whose chief pur-
pose and function is to tell a story, to preach a com-
mercial sermon, and thereby convert readers into an
attitude of greater friendliness and greater desire to pur-
chase, use, or recommend the commodity advertised.

There is no general rule as regards large or small
space units in the case of advertising the chief purpose
of which is a direct return of some kind or other—either
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a mail order, or an inquiry, or a request for a booklet,
or sample, or whatever else the advertising may urge
the reader to send for. Advertisers of this type, of
course, have the benefit of a definite means of checking
up the returns received from any given advertisement,
since their system of keying all advertisements enables
them to figure very closely just what each inquiry and
each sale produced by a given advertisement costs. In
such cases, a certain space unit is sooner or later found
to be most economical and therefore most efficient. Or-
dinarily, this most effective space unit is neither very
small nor very large. Even in such cases as these, how-
ever, the general tendency seems to be in the direction
of larger spaces rather than smaller.

Some shrewd advertisers have found it more effective
to increase the number of their insertions in a given
issue of a given publication and limit each insertion to
whatever size has been found most efficient, rather than
to combine these several smaller insertions into one
insertion of much larger size.

Frequency.—Frequency of insertion is obviously af-
fected in high degree by the frequency of issue or
appearance of the medium, and by its normal average
duration of life. Iere again, however, each and every
advertising problem presents some new phase or other,
and the ultimate decision must rest chiefly upon the
individual requirements of the case in point.

Position.—Advertisers usually try to avail themselves
of every advantage of position that a medium offers. In
making use of different kinds of mediums it is accord-
ingly helpful to know just what are the regulations and
the habits of each with regard to this matter. Definite
knowledge concerning position requirements is almost
indispensable in all cases where color is involved, where
coupons are to be utilized, or where the layout or actual
text matter of an advertisement is of such a nature as in
any way to presuppose a particular location on the page,
or on some special page, or a certain location in relation
to any permanently fixed feature, such as a margin, a
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gutter (made by the two inside white margins) between
two pages facing each other, or some regular editorial
fixture.

When a coupon is used, it is, of course, desirable to
have the coupon located along either an outside or a
bottom margin, preferably both, in order to rcduze to the
minimum the trouble involved in tearing or cutting it
off. So the whole layout of the advertisement is largely
dependent upon the position which it is to occupy in the
medium,

The same thing is true in the case of special locations
or special pages. If a double-page spread in a magazine
is contemplated, for instance, it is important to know
whether or not the two center pages can be secured. If
so, one unbroken design on one large plate will answer
for both pages, as the center gutter between the two
type pages will form an integral part of the whole. If,
however, the center spread is unobtainable, and it is a
case of using some other two pages facing, then the
layout must allow for the two inside white margins,
commonly called the gutter, and two plates will be
required instead of one.

Definite locations with respect to fixed points are most
common in the case of outdoor advertising. Now and
then, however, some advertiser will try to turn some
regular periodical feature to his advantage, perhaps, for
example, by intimately relating his use of a magazine
back cover to the front cover subject, or by directly
linking up his advertisement to the subject of some
leading editorial feature.

This latter practice is more or less common in the case
of certain technical, professional, and class magazines,
where an entire issue is frequently devoted to some note-
worthy new achievement in the particular field covered
by that magazine. In such issues, those advertisers
whose services or products have been employed in the
designing or construction of this particular accomplish-
ment often feature this fact in their advertisements in
that issue,
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Properly handled, an advertising medium may be made
to perform a number of supplemental services. In other
words, in addition to its normal function of delivering
the advertising message to the should-be consumer, a
good medium is capable of accomplishing various other
incidental and indirect functions. These are the by-
products of the medium.

Indirect Advertising.—An interesting example of indi-
rect utilization of magazine advertising is supplied by
two recent campaigns run by a large manufacturer of
bags. Most of his bags being sold to flour manufacturers,
for holding flour to be sold in retail stores, the most
logical way for him to increase his business was to
incrcase the total consumption of flour in bags. To in-
crease this consumption, he advertised the superiorities
of home-made bread, as compared with taker's bread.

Direct-Mail Service.—The fact that certain mediums
are to be used in a forthcoming advertising campaign
may be capitalized, often to considerable advantage, by
announcing it to the trade, in the form of direct-mail
work. Usually this takes the form of a trade folder or
broadside, in which the outstanding features of the cam-
paign are explained, the several mediums listed, their
respective circulation figures quoted, samples of the copy
that is to be used shown, and the thoroughness, scope,
continuity, comprehensiveness, or other particular merits
of the campaign outlined as impressively as possible.
Sometimes these folders are very elaborate, other times
they are little more than proofs of individual advertise-
ments. Occasionally, full-size, full-color reprints of the
actual front cover of some magazine on the list are used,
the advertisement usually being reproduced on the fourth
page and the two inside pages being devoted to text
matter describing the product and the advertising. Such
reprints as these constitute a gsod example of the way
in which primary mediums may be manipulated to render
indirect and supplemental services.
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Salesmen’s-Helps Service.—Anything in the nature of
an exhibit that helps to visualize the advertising that
a manufacturer is doing, to his salesmen, or to the job-
bers' salesmen who carry the line, or to the retailers
who sell it, is of prime value and importance. As a
consequence, salesmen’s portfolios have of late received
a good deal of thought and have reached, in certain
instances, a fair stage of development. Frequently they
form so critical a link in the chain of suceessful adver-
tising that an advertiser is wise to pay several dollars
apiece for them.

Display-Material Service.—The more effective and dis-
tinctive of the ideas and layouts used in the various
primary mediums, particularly those treated in color,
may Dbe made to serve a double purpose, by adapting
them to window- and store-display picces. Sometimes an
unusually effective layout or illustration may Dbe re-
peated many times, in as many different forms. One
large national advertiser utilizes the designs of his best
colur pages for the covers of his semiannual style books,
for his Dbillboard posters, for dealers’ window-display
cards, for dealers’ store cards (cither framed, hung, or
mounted on easels), as a prominent feature of special
letterheads for letters from his dealers to their prospec-
tive custoners, on address labels for his dealers’ delivery
packages, on dealers’ price tags, etc. In this way the
whole campaign is strengthened, by virtue of being more
closely knit together. Each repetition lends additional
effectiveness and power to each other appearance of the
design.

Electro Service.—Some of the characteristic illustra-
tions of the campaign in the various primary mediums
are frequently reproduced in electros that are furnished
dealers, and that thus link the dealer’s work closely with
the general campaign.

Direct Cooperation From the Mediums.—It quite often
lies within the power of the medium to render very ma-
terial assistance to an advertising campaign. Many
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mediums go so far as to maintain large and expensive
cooperative bureaus, the sole purpose of which is to help
advertisers in any and all reasonable and legitimate
ways.

This service takes the form of local surveys and in-
vestigations aimed to aid the advertiser in the medium’s
own special field, The advertiser must learn to beware
of some so-called investigations that have the name only.
A few mediums are guilty of offering, in the name of
service, partial and misleading information and of
making actual misstatements the use of which would do
much more harm than good.

CONTRACT RELATIONSHIPS WITH MEDIUMS

Advertising mediums are generally used by advertisers
in accordance with a definite contract basis. It makes
little difference whether such a contract for the use of
an advertising medium by an advertiser be formally
worded and executed on an elaborately prepared form, or
whether it be simple and informal in its nature, as in
the form of a business letter. Most publishers employ
regular contract blanks, on which are specified the
various details of the order. Advertising agencies like-
wise have their regular printed forms for issuing orders
in behalf of the advertisers for whomn they are acting.

The phraseology of the contract should be as simple
and direct as it can be made. The important thing is to
cover all the essentials of the contract with the fewest
possible words. These essentials should normally in-
clude the total space ordered, the expiration limit, the
rate that is to apply, and the basis upon which payments
shall be due. Usually the unit of space which will be
used and the schedule of insertions do not comprise part
of the contract. Any special features of the contract
must, however, be clearly defined if they are to have
legal status.

Usual Forms of Contracts.—Contracts with publishers
usually take one or the other of two forms. The general
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prackice nowadays is to use some such form as the fol-
lowing, which, when accepted by the publisher, becomes
a contract:
Please enter our order for......... lines of space,
to be used in your........edition, within a period
of..... (usually one year) from date, at the rate
of....... ...cents per line, Payments to be made
monthly as earned.

Since this form of contract states only the total
amount of space to be used within a given period, the
advertiser is wholly free to use it in such manner and at
such time as he may think best, while, at the same time,
he is fully protected as to rate—in othcr words, he has
definite assurances that each and every advertisement
he may inscrt during the specified period will be charged
at the lowest rate to which his entire volume of adver-
tising in that period entitles him. It is obvious that it
is to the interest of the advertiser to contract for the
largest total amount of space that he feels reasonably
sure he will be in a position to use during the year. On
the other hand, it is equally to his interest not to con-
tract for more space than he will probably use, for if he
fails to use as many inches as his contract calls for, he
will, of course, fail to earn that rate, and all of the
advertising which he has done under that conmtract will
be charged at the somcwhat higher rate to which the
amount of space he has actually used entitles him. This
procedure of billing an advertiser for the difference
between the rate specified in the contract, but subse-
quently forfeited by failure to use the total contracted
number of lines, and the rate to which he is actually
entitled by the number of lines used within the speci-
fied period, is known as short-rating. It means simply
that if an advertiser at the end of a given contract
period has failed to use the total space contracted for,
he is rebilled for whatever difference there may be
between the price of the advertising he has actually done
at the contract rate .and the price of that advertising at
the rate to which it actually has entitled the advertiser,
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To illustrate, a certain newspaper charges a line rate
of 8 cents for run-of-paper space, which, on yearly con-
tracts, is reduced to 6 cents, 5 cents, 4 cents, and 3
cents, for yearly contracts of 1,000 lines, 2,500 lines, 5,000
lines, and 10,000 lines, respectively. Suppose that a local
store contracts with this paper for 5000 lines of adver-
tising during a year at the rate of 4 cents per line.
Space is used regularly and payments are made from
time to time as used. At the end of the year, it becomes
apparent that instead of using a total of 5,000 lines, the
advertiser in question has used only 4,000 lines. For
these 4,000 lines, at the rate of 4 cents per line, he has,
of course, paid $160. At the end of his contract year he
is short-rated by the publisher in the amount of $40,
this being the difference between the cost of 4,000 lines
at the contract rate of 4 cents per line, based on 5,000
lines, and at the rate of 5 cents per line, based on 2,500
lines, which is the lowest rate to which his 4,000 lines
of advertising entitles him,

If, on the other hand, this same advertiser, during the
year, should use enough advertising over his contracted
5000 lines to bring the total up to 10,000 lines, prac-
tically all publishers would give him the advantage of
the 3-cents-per-line rate, applying on 10,000-line contracts,
although his original contract calls only for the 5,000
line rate of 4 cents per line. In this instance, it is
apparent that his total of 10,000 lines of advertising
would cost him $300 rather than $400, or, in other words,
he would receive a rebate of $100.

Short-rating is always to be avoided if possible. It
often happens that it is really cheaper for an advertiser
to continue his advertising in order to fill out a contract
than it is to stop advertising and undergo short-rating,
even when it appears absolutely unnecessary to continue
the advertising for its own sake. In the case just de-
scribed, for instance, the advertiser made a serious mis-
take in not using the 1,000 lines of advertising remaining
unused at the end of his contract year. The fact is these
1,000 lines, if he had used them, would really have cost
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Lim nothing whatever, inasmuch as his total year’s ex-
penditure would have remained $200, at the 4-cent rate to
which his advertising would then have entitled him, as
compared with exactly the same expenditure for the 4,000
lines he actually did use, figured at the S-cent rate,
which was the best rate to which that amount of adver-
tising entitled him,

Discounts and Special Rates.—There is, at the
present time, a marked tendency on the part of news-
paper publishers toward doing away with discounts based
on yearly contracts. A large number of newspaper pub-
lishers have already established a uniform rate ap-
plicable to all advertisers alike, irrespective of the
total amount of space used by each. Such a rate is
known as a flat rate. It is obvious that in the case of
publications employing the flat rate yearly contracts are
rather superfluous, and the only contract relationship
really necessary between publisher and advertiser con-
sists of definite written instructions on the advertiser’s
part as to when, where, and how the publisher is to
insert that advertiser’s advertising message. However,
many newspapers employing the flat rate make it a
practice to urge their advertisers to sign a contract with
them, because of the protection the contract gives the
advertiser against a possible increase in rate,

The larger number of newspaper puhlishers still employ
the sliding scale of rates, based on yearly contracts, but
the flat rate has many advantages which are becoming
more generally recognized all the time., When the slid-
ing scale is utilized, discounts are almost invariably
based on space used, the ordinary rate-determining units
being 1,000 lines, 2,500 lines, 5,000 lines, 10,000 lines, and
occasionally 20,000 lines. A good many newspaper pub-
lishers base their rate on so much per inch, rather than
per line, and some scale their rates at 100, 300, 500, and
1,000 inches.

If advertising is to occupy special or preferred position
and the contract is of the type that specifies space units
and insertion dates, the special position and the price
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are always stipulated in the contract. If the contract is
of the kind first mentioned—that is, for a certain amount
of space to be used within a given time—the extra rate
that is to apply on all preferred or special-position inser-
tions is stated in the contract. Newspaper publishers
usually charge 25 per cent. extra for so-called full posi-
tion; that is, a position at the top of column and next
to reading matter, or first following and next to reading
matter. Some charge only 20 per cent. others 334 per
cent., and some even as high as 50 per cent. Many pub-
lishers charge so much per line, or per inch, extra for
position, but these extra charges, which are added to
whatever basic rate the advertising earns, ordinarily
amount to from one-third to one-fourth additional.

In the case of weekly and monthly magazines, there
are a few publishers who still offer either time or space
discounts, or both, but the great majority employ flat
rates. There is also a clear tendency in the direction
of making the charges for fractional parts of a page
strictly pro rata to the charge for the whole page. One
conspicuous exception to this rule is the case of the full-
column spaces in women's magazincs, which ordinarily
command a higher rate than an equivalent amount of
space in quarter-page units. Line rates are, of course,
almost invariably considerably higher for the small-space
units (usually up to 3 or 3 of a page) than they are for
the larger-space units, such, for instance, as the half or
quarter pages.

Rate Cards.—Different publications issue their rate
cards in different forms. Fig. 2 is the rate card of an
important standard monthly with a circulation of about
1,000,000. Fig. 3 is the rate card of a metropolitan daily
paper employing the flat rate for all advertisers. Its
week-day circulation is 190,000, its Sunday circulation
135,000. Fig. 4 is the card of a morning paper in a city
of 140,000; circulation about 28,000.

One country weekly paper, with a circulation of 1,400,
quotes a rate of 10 cents per inch with 15 per cent. dis-
count to advertising agents.
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BLANK
MAGAZINE

Advertising Rates

BLACK AND WHITE
Full Pago (429 Lines) .+ .+ $1900.06
Two Columns (286 lines) .  1275.00
Single Column (143 lines).  643.50
Per Agate Line (14 lines to fnch) 4.50
Minimum spece sccepted.? Lines singlo
columa or 14 lines double column.

COLOR PAGES
Subjoct te change withous notics
Fourth Cover 4 colors ., $5000.00
Inside Covers 2 colors ., 3000.00
= “  3orscolors 3300.00

Page Tnsert 3 or 4 colors  3500.00
toa specral sock)
Tint Page, black and 1 color 2100.00
ton regular stock)
Gravurepage . . . . , 3100.00

Rates based on
more than 900,000 circulation

Size of Plates

Colamn , .. . 2)x10Ain.
Double Colamp  , + 4Ax10Ain
FollPages o o o « 7 x10Ain
Color Page o o « « 7 z10Ain,
CoverPage . . + « 7 z104in,

Halftones should be 120 scrocn.

Closing Date

For inside (black and white) pages,
Toi of secot msnch procoding ve:
For example: October isue closes
Augast 1

‘When proofs for correction hre de-
sired, copy must be received ane week
beforo closing day. |
Covers and color pages close 20th of
1hird month preceding issue.

Publication Date

16tk of month preceding date of
isue.  October issue is published
September 16th,

SPECIAL RATES
Publishers® Rate , . 20% discount

Residence Schools, per ) inch, $19.00°

IMPORTANT NOTES

Halftones shonld be 120 screen,

We cannot sccept reservation of
blanket orders.

We cannot accept arders stipulating
position. and we can accept only non-
cancellable orders for color pages or
covers.

Cancellations or changes in orden
cannot be accepted after closing date.
‘We must reserve the right to stipple
solid cuts, heavy black-faced typo and
borders.

To insure best rewults color plates
should be proved on our color stock
which we will furnish for that
purpose.

‘Wo cannot sccept orders at these rates
for more than one year (12 issues) im
advance.

‘We cannot submit proofs for correo
tion unless copy is in our bands one
week before closiog day,

A B. C. Sutement and Anditor’s R’
port are always available.

Fic, 2
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DISPLAY ADVERTISING RATES
THE BLANK DAILY
All advertistag for

Dsertion én week days will be accepted snly for momning and
-n-lu atnmnmum

financial, d commercial advertisement
far Ihkl s w{hmd rate sly o fasurance an -

FLR AGATHE LINE
s
PONITION ON- CLASSIFICATION

Taside Pogw

“dave nce date of publicatien
o Colime mllnldvq.'leoh.vldo,ﬂu
Cancelie on. vt me& within 21 deys of n\llam- date.

TORTION BATIE TRT$ Sonditen of erde X3 Be_Full position, foillowing 4ad Bezi 1o X}
mattet v Tov of paew. ru . tme (lmes (he above rala Bt ine,

- M;\:ﬂr unvu-lu Wil be sooepted

a2y sdveruaag for
Bontrs pare™
Recogrised Ing Agtacy commis-
#ton 13 per cont. caad duceunt & par oont ea
{he Eross It pald b7 (he 1010 o4 ths foliows
ing month,
~Ratss_ tecofrectly o orows ere
$2 Times ... En Qarymed to be Glertcal arure. and eharges
188 Times ... 3 Wi be made tn whh rate ou.
156 Trmes. sing for page 1 Bmited i cee

312 Times o

Classified Advertising Rates
THE BLANK DAILY




THE REPUBLICAN

Advertising Rates

7 13-em columns to page; 21V inches to column;
14 lines to inch

SPACE TO BE USED WITHIN ONE YEAR
DISPLAY PER LINE

Luc than 1,000 lmes
ln” DRy .

2 500 linea ...

5,000 Jines v iqerserinenn. .
GUARANTEED POSITION
Next toreading.ocvveeirviveinie,inn 10 per cent. extra
Full position. ..cccnpreenieinans « o025 per cent, oxtra
READERS
Reading notices. ..iv..uueeiennn. 35 cents per count line
First-page rcaders 50 cents per count line
Telegraph readera. .. ................. $! per count line
°|§' eadlines count double.  All read: d Adv.

AMUSEMENTS
15 cents per Agate line

LEGAL AND POLITICAL
§5 cents per Agate line

CLASSIFIED ADVERTISING

One cent per word each insertion.  No order accepted
for less than 15 cents—cash with order

Fic. 4
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The prevailing rates per inch per thousand of circula-
tion of a group of publications representing each of the
more important kinds are given in Table IIL

TABLE III

RELATIVE BASIC ADVERTISING RATES OF DIF-
FERENT KINDS OF PUBLICATIONS

‘ Rate per
Inch per
Kinds of P'ublications 1,000 Cir-
culation
Cents
National Weeklies ...oouiieneevnsarrvaneaesacnns | 6to173
Standard Magazines (general and literary)....l 123
Standard Magazines (fiction) ......c.oiiioines 5
Women's publications ........c.ooioiiiioieiron. 7 to 10
Agricultural publications ...........o.oo.uee . 7to10
Juvenile publications ..........c...o.oo.en oo 5
Religious publications ................ 8to 10
Daily newspapers .. 13to15

Country newspapers (weekly and semiweekly)! 10to 20
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RETAIL ADVERTISING

REQUISITES FOR SUCCESSFUL
RETAILING

Goods and Prices.—~The most important requisites of
successful retailing are to have the right goods and to so
manufacture or buy them that they can be retailed at the
right prices. No amount of aggressive advertising can
bring coutinuous success to a retailer who does not
carry a good stock of what the people want or what they
will want when it is properly advertised. Advertising
can only bring buyers to a store. If the merchant’s stock
and prices are not attractive, the force of the adver-
tising is lost, Local reputation is the retailer’s greatest
asset; and local reputation will spread only as people
are pleased with what they see and buy in the store.
The best clerk cannot keep on making fine sales records
in a poor store; neither can advertising—salesmanship in
print—keep up sales records under such conditions.

What the “right goods” are depends on the store and
its location. A shoe store in a town of 25,000 surrounded
by a farming community requires a very different stock
from a store on Fifth Avenue, New York. The right
stock does not necessarily mean a large stock. In fact,
some of the most successful smaller stores are able to do
a more profitable business by carrying rather small but
choice stocks and turning the investments over a number
of times during the year than by trying to carry large
stocks. In this way, the merchant with small capital is
better able to compete successfully with larger stores.
The principle of buying small stocks and keeping the
goods moving—allowing nothing to stay in the store
over a year—is one on which many successful retail
businesses are conducted.

Store Service.—To have good store service is just as
important as to have attractive merchandise. A retailer
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may make up his products in the most approved manner,
or buy most judiciously, and then fail to build up a
very successful business solely because of poor store
service, which includes lack of system and good manage-
ment in the store, short-sighted policy toward customers,
inadequate delivery service, incompetent help, etc.
Delivery Service.—Another important matter to be
considered in retail merchandising is the delivery service.
Of course, a store dealing largely in small goods, such as
a 5- and 10-cent store, cannot always afford to deliver
single purchases, and will have to make the minimum
purchase that will be delivered 25 or 50 cents. How-
ever, many small retailers lose valuable customers be-
cause of disinclination or lack of facilities to deliver
purchases a mile or more from the store, thus giving the
department stores, with their better delivery systems, a
chance to get the business and to hold it. It would be
better to engage for this purpose a boy that can ride a
bicycle, or to combine with one or more other small
retailers in sharing the expense of a delivery systemn
that will give customers prompt and efficient service.
Some city retailers with a view to drawing trade from
the surrounding country that might otherwise go to
rural stores, offer to pay freight charges to any point
within 5 miles. If a retailer is always prepared to re-
ceive orders by telephone and to deliver with reasonable
promptness, his store has a strong selling point.
Publicity Service.—When a retail establishment has
the right goods, the right prices, and the right service
for successful business, the next and perhaps most im-
portant consideration is to give these facts publicity.
‘nless the proprietor or one of his salesmen has the
necessary ability to advertise the store properly, the
best outside man obtainable should be engaged. " In
nearly all cities will be found capable writers whose
service may be had at from $8 to $40 a month, according
to the amount and character of the work.
If an outside writer is employed, he should be paid for
enough of his time to permit him to study thoroughly
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the policy and service of the store and the goods. No
amount of writing ability can take the place of a thor-
ough knowledge of the store and what it has to offer; if
the writer tries to get along without this, the copy he
produces will likely be superficial.

Syndicate Service.—An advertising service that is
available to some extent is called syndicate advertising
service. This service is by firms that write and illus-
trate special lines of advertisements for one person in
each city. Laundry, bank, and other special kinds of
advertisements are favorites with syndicate ad-writers.
While some of this copy is better than that of the av-
erage ad-writer and is cheaper, it often lacks individu-
ality and definiteness.

RETAIL ADVERTISING MEDIUMS
NEWSPAPERS

The best medium for the retail advertiser is the news-
paper, and it is well to remnember that the paper with
the lowest rate is not necessarily the cheapest; it is
usually the most expensive, when circulation and results
are considered.

Retail advertisers are constantly solicited by those
who get up programs, dircctories, time tables, ctc. The
cost of advertising in practically all these mediums is
frequently small, but the value is often small too, and
the aggregate may amount to considerable. Discrimina-
tion must be used. Theater programs are fairly well
distributed and are suitable for certain commodities, but
copy should be changed often. Trials may be made of
others among these mediums and returns carefully
checked to see which of them pay. Circulation and class
of readers must always be considered. o

Newspaper Space.—Some advertisers, such as banks and
laundries, are safe in contracting to use a certain amount
of space daily or every other day or twice a week for a
year, but most retailers should contract merely for a
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certain amount of space to be used at will. By this plan,
the retailer can gauge his advertising according to
weather conditions, current events, state of trade, con-
ditions of stock, etc. When he wants to use large ad-
vertisements, he will be at liberty to do so; when he
feels it best to discontinue for a short time, there is
nothing in the way. With the solicitor of the news-
paper, the advertiser should come to a specific under-
standing as to the page and position for his advertise-
ments, and when the advertisements are run, should then
check carefully to sce that he gets what he pays for.

The best plan in using small space is to specialize on
one article or on one line of articles in each advertise-
ment. If several papers are used each day, then several
articles or several different lines may be advertised each
day. The advertiser should exercise his best judgment
in selecting the articles to be advertised, using only
such as are very desirable, because of style or price, or
some other selling point. These leaders will draw the
people to the store and give the clerks an opportunity to
sell them a variety of articles. It is a mistake to at-
tempt to run a department-store style of advertisement
in space only large enough to present a few articles
properly.

Need of Salesmanship Copy.—In cities of small and
medinm size, nearly everybody knows where the stores
of the principal retailers are located. Therefore, an-
nouncements to the effect that the merchant is “still at
the old stand with a full stock of goods at low prices”
is an almost valueless form of general publicity. The
retailer that inserts an advertisement of this kind—and
a great deal of retail advertising is of just this charac-
ter—would not think of making such a pointless, uninter-
esting statement to a customer in his store; and there is
no reason for making a statement like this in his adver-
tisements. The new things that the retailer wants to
announce and the old goods that he would like to get
off his hands, should be described in his advertisements
in a “newsy” style, just as he would tell customers if he



Shave Your
Lawn

An unkempt grass plot looks
like a man that needs a shave, but
a smooth lawn greatly improves
the appearance of any dwelling,

If your lawn needs a shave, a
four-blade, Smooth-Kut Mower
will trim the grass, level the
humps, and f{ill' up the hollows.

It will stay sharp, push easier,
cut smoother, and wear longer
than any lower- priced make.
Price, $5.50. Come and see one,
We have cheaper-makes if you pre-
fer them; prices, $2.7% and $3.75.

Hard & Ware

10 Center Street

2- Pol\rr RuLE BORDER; HEADING IN_24-PoinT DE VINNE;
BoDY IN 8-POINT OLD-STYLE ROMAN, SOLID;
FirM NAME 1N 12-Point DE VINNZ
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Trouble With
Baby’s Food?
Get Holstein Milk

q If you are having trouble to find the
food that just suits your baby, probably
the simplest way out of your difficulty
is to try Holstein milk. Many have
fourd it so—and the reason is just here
—ease of digestion. Holstein milk does
not form a hard, tough curd in the
baby’s delicate little stomach. Other
milks do. Most of them are too heavily
loaded with fat, and fat is grease,
and grease is not suitable for your baby
or any other baby to eat. The milk of
a Holstein cow is very different from
other milks, but it digests in a baby’s
stomach in much the same way and
with the same ease that mother’s milk
digests,

q Ask the doctor, -

q Will supply you Holstein milk for
your baby, in sterilized bottles, at 10
cents a quart. Daily deliveries, Phone
308 Main.

Clover Hill Dairy

HARTFORD ROAD
R ]

DispLay IN CasLon; Bopy v 8-Point OLD-STYLE Rowman,
SoLip, NOTE Use oF PARAGRAPH MARKS
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The House

You've Been
Looking For

“Not in a row”; the sort
of house you knew ‘‘back
home.” Yard—front, back,
and side; porch—large and
roomy and covered. The
size: Six rooms, hall and
attic. The price—and that’s
one of the very greatest
features—$3,975.

The houses are new, never
been occupied, remarkably
well built, finished in hard-
wood throughout, They are
as beautiful and perfect as
a piece of furniture fresh
from the factory. The heat
is hot water.

There never has been
anything like these offered
in Washington under a much
higher figure. All we ask is
a chance to show you.

MOORE & HILL (Inc.)
717 14th St, N. W.

CHELTENHAM D1sPLAY; Bopy 1N 10-PorNT OLp-STYLE
OMAN, SOLID
215



Red Cross
Shoes
Mean
Comfort

—

L8 It’s the

/ “le bends | constantrub-

wWith the toot” bing o‘ the

sensitive sole of your foot against

the stiff sole of your shoe that makes

your feet hurt--makes the flesh draw
and burn,

The sole of the Red Cross Shoe,
though of regular thickness, is flex-
ible. It bends when the foot bends—
follows every movement, just as a
glove moves with the hand. The
leather is tanned with genuine oak
bark by a process that takes six
months—all its life and *'spring’’ are
preserved. Your feet mever burm,
draw, or ache in the Red Cross Shoe.
It is absolutely comfortable, enabling
you to stand or walk for hours with-
out tiring.

The Red Cross Shoe is made in
glazed kid, calfskin, tan and patent
leathers in all the latest, fashionable
lasts. Can be obtained nowhere else
in the tity but at our store.

High Shoes, $4 Oxfords, $3.50

SMITH & TANNER
25 Main Street

2.PoinT RuLe, Rounp CorNErs; Bopy In 8-Point OLD-
STYLE RoMAN, SoLip; DisPLAY IN QUENTELL
AND FOoSTER. EXCELLENT ILLUSTRATION
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called at thcir homes and tried to get themn to come to
the store.

The reproductions of advcrtisements shown in the pages
of this section will be suggestive of the way in which
good advertisements are written and displayed. In re-

Choose Your Daughter's Corset
As You Would Choose Her School

Why should the "sub-deb™ years from 12 to 17 be difficult years,
awkward stumbhing years? What is the trouble? The figure—that's it}
Too often lanky of line and shapeless. /

Let the young form like the young mind develop along tines of beaoty,
harmony. and poise, wath pleaty of wholesome freedom and just the bit of
disaipline needed to produce lovely proportions.

Some years ago we began studying the figure needs of the so-called
awkward age and at last we produced the night corset for the school girl—

@ corset that gives poise and support without pressure or girding; a corset
that softens the too straight lines of youth to a suggestion of cufves.

A specially trained corsetiere of young girls studies the nceds of each
lLttle customer and superintends all Aitungs.  Prices §1 to $5.

L. V.LLOYD, 1429 Wyoming Ave;

Caston DispLay; Booy 1N 8-PoiNT_OLp-STYLE Rowman,
LEApED; 4-PoInNT ParaLLet-RuLE BorbeEr; Rebucen
FrRoM 2 CoLumNs WIDE

producing these advertisements it was necessary in some
cases to reduce the original type sizes.

SUPPLEMENTAL ADVERTISING METHODS

Window Display.—The show window can be made a
never-ending object of interest to passers-by. When spe-
cial offerings of any kind are to be made, new goods to be
announced, etc., the show window should contain speci-
mens of such bargains or new goods. Many small-city
merchants do not show their goods properly in either the
window or the store, nor give dctails of what they have
in their advertisements, and then bewail the fact that
their customers go to larger cities or order from the
mail-order houses.

Show-Cards.—While the show-card is not so important as
the proper display of merchandise, it is highly important both
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markets, delicatessen shops, confectionery shops, etc. and
such advertisers as Young Men’s Christian Associations can

Any pairof shoes

4140

Redced Fom B anct $2.2°

BARGAIN-COUNTER CARD

use outside bulletins effectively. The bulletin may consist
of a frame on which may be fastened tough paper containing
well-lettered items or it may consist of a blackboard on which

items may be neatly lettered with crayon. In any case, the
bulletin board should be so placed that it will be seen by all
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persons that go up or down the street. When two colors are
used, very attractive effects can be produced,

Form Letters.—Letters in imitation of typewriting, or
form lctters, are sometimes good supplemental advertising.
Lists of names to which form letters may be sent may be made
up from sales records or from directories. To get results
letters must contain more than a general plea for business.

There is an enterprising tailor that never fails, near the
end of a season, to send out a letter to his patrons, telling
them of the odd trousers patterns he has on hand and offer-
ing to make up one pair for $5.50 or two pairs for $10 from
the same measure at the same time, He writes as if he
were giving them inside information of the sale before offer-
ing the patterns to the general public. The plan has always
worked well.

Sample Distribuﬁon.—Distributing samples is expensive,
but it pays in the long run if the goods are of sufficient merit,
No housewife with whom a sample loaf of fine-looking
bread is left is going to throw it away; it will be tried, and if
it is better than the bread she has been using, she is more
than likely to buy the new bread regularly. A new baker
could, of course, sample as thoroughly as his advertising
appropriation allowed. An established bakery would
pursue a different plan, leaving samples only at homes where
it did not already have a customer.

Sometimes grocers, in undertaking sampling campaigns
of coffees, flour, etc., are able to get samples from the manu-
facturer.

Checking carefully the value of each plan as he proceeds,
the retailer should be able to determine what pays and what
does not. The baker, for instance, might distribute 500
loaves in a given section and watch results carefully before
going further with the sampling plan. After trying the dis-
tribution of the full-sized loaf, he might try the distribution
of a small-sized loaf, with a ticket entitling the holder to a
free full-sized loaf with the first purchase at the bakery,
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CIRCULAR ADVERTISING

While the newspaper is the medium of the greatest
value to the average retailer, there are many retailers so
situated that they cannot use newspapers profitably, Take
for example, the case of a grocer, a baker, or a druggist in
one end of a large place like Chicago, Philadelphia, or St.
Louis. Being away from the central part of the city and
dependent for trade on just one section of it, this retailer
cannot afford to pay the rates of newspapers that circulate
over the entire city. The section in which he can hope to
get patronage probably does not constitute one-fiftieth part
of the city's arca. If, therefore, he uses newspapers that
circulate over all the city, he pays for circulation of which
forty-nine fiftieths will do him no good. Such a retailer must
depend on other mediums.

Unless the distribution of circulars at the doors of homes
is prohibited in his city, such a retailer can at intervals get
out well-printed circulars describing his offers, much in the
manner of a ncwspaper advertisement. He can have these
circulars distributed by boys, he can send them through the
mails, or he can scnd out one of the circulars with every
package. He can also send out large mailing cards descri-
bing specialties.

Store Papers.—Suppose, for instance, that a grocery store
is to be advertised. A well-printed bulletin of the offerings
of the store for the week might be made up with a title like
“Lrown's Grocery News," in the style of a little newspaper
page. Following the methods of the large stores, the grocer
may put up a leader for each day of the week, offering a well-
known brand of soap at cost for one day of the week—
limiting the number of bars sold to each customer—offering
some other article of a standard nature for the next day,
and so on for each day of the week, If he finds that too
many come in to buy the specials, he can vary his offers by
advertising on one day to give a 7-cent cake of Ivory soap
with every 50 cent purchase; on another day, a small bottle
of good olives with every dollar purchase; etc. In this con-
nection read the article on House Organs beginning on page
394 of this Handbook.
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List of Customers,—Many mail-order dealers will spend
more to get a new name on their books than the first sale is
worth. The lesson to be learned from this is that the
retailer does well to get the names and addresses of all
customers, provided he can get the information tactfully.
The name and address must always appear on the sales
check when goods are to be delivered, and the information
can also be obtained in most cases from customers that take
their own packages. These names should be transferred
to a card file.

With a complete card file of all his customers, the retailer
is prepared to supplement the newspaper advertising by
follow-up matter that will hold and develop trade. The
principle of bargain advertising is to get the customer into
the store. A woman may come in expecting to buy only the
single bargain advertised, but the tempting counter displays
and tactful salesmanship of the clerks usually cause her to
buy articles that were not advertised. The retailer of a
single line of goods can do much more than this. He can
follow up his customer with mailed or distributed circular
matter that will induce her to come again for more purchases,
He can keep her informed of the arrival of new goods, invite
her to attend openings or demonstrations, advise her of
some very special bargains ‘“not advertised in the news-
papers, but announced to our regular customers only,”
cte.

A list of customers’ names is especially valuable in case of
an opening or a special sale. A neat card or folder printed
in imitation of an engraved invitation to a society event
should be sent to each address in a plain, sealed envelope.
In the case of customers that prefer to be waited on by some
particular clerk, the invitation may be accompanied by the
clerk’s personal card. As a change from the imitation of
the social invitation card, the retailer can use effectively a
neat letter printed in small typewriter type on a note sheet
bearing the monogram of the store.

Distribution of Circulars.—Circulars may be distributed
by messengers or sent through the mails, In some cities
the distribution of circulars from door to door is prohibited.
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If the matter is distributed by hand, reliable persons should
be engaged. Small boys are inclined to waste circulars.

To determine the number of pieces of advertising matter
required to cover a town of 10,000 or less, divide the number
of inhabitants by 4; the result will represent the number of
homes, approximately. For large cities, the divisor should
be about 5.

A very effective way of distributing any kind of circular
matter is to enclose one copy in every package sent out from
the store.

THE ADVERTISING CAMPAIGN

PLANNING FOR THE YEAR

What the Plan Should Cover.—The advertising of any
retail business chould De conducted along the lines of a
general plan, or scheme, determined in advance. At the
beginning of each new year, the firm and the advertising
manager should, if poszible, decide: (1) how much money is
to be spent during the year for advertising of all kinds; (2) in
what mediums is it to be spent; and (3) the amount to be
spent in each of the 12 months.

Margin for Emergencies.—It is seldom the case that
any advertising plan—no matter how skilfully conceived
-—can be rigidly adhered to. Conditions may arise that
will necessitate a heavier expenditure in some months
than was originally provided for; or, perhaps, in some other
month, less advertising is done than was expected. If
a merchant is unwilline to spend more than $6,000 for
the year’s advertising, the plan should dispose of not
more than $5,500, leaving a margin of $500 to meet
unusual expenses or to take advantage of unexpected
opportunities,

Determination of Amount to be Spent for Advertising.
The amount to be spent for the year's advertising is usually
determined by taking a fixed percentage of the sales of the
preceding year. A successful Brooklyn store furnishes an
illustration of how skilfully cost of selling may be figured.
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According to its figures, the average cost of selling is 23 per
cent. of the sales. Ten per cent. of this figure covers general
store expense, rent, light, depreciation of stock, etc.; the
remaining 13 per cent. covers the cost of labor and advertising.
If labor can be kept down to 6 per cent., then the store has
7 per cent. for advertising. Of course, both the sum repre-
sented by this 23 per cent. and the profit percentage of this
store are added to the cost prices of goods. The full amount
is not added to the prices of those articles which must be
sold close to cost, but on other articles a higher profit per-
centage is added, so that the average sales will bring in the
full expense and profit percentages.

It should not be inferred from the foregoing that 7 per
cent. of the gross sales is the proper percentage for all retail
stores. The proper percentage depends on the character
of the store, the volume of the trade, the size of the terri-
tory, and other conditions. It might be 4 per cent. or it
might be 6 or 8 per cent,

The smaller the capital of a business, the more necessary
is a frequent turnover of that capital. If a grocer has only
$2.000 capital, and expects to make a $1,000 living out of
his grocery business, he will certainly have to turn over his
capital many times during the year.

Firms already established in business know from experi-
ence what their net profit has been and can allow a definite
percentage of total sales for advertising. But firms just
starting in business must take as a basis of calculation an
estimate of sales. In order to make a good start, the new
store usually has to make a larger appropriation for adver-
tising than would be necessary in the case of an established
store.

Time Distribution of Appropriations.—After the total
annual expenditure has been determined, the amount to
be paid out for the salary of the advertising manager, or
ad-writer, and the margin reserved for emergencies should
be deducted from the estimated total expenditure. The
remainder will represent the amount that is to be spent for
space in various mediums and for printing and other adver-
tising expenses.
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The next thing to be determined is how much is to be
spent in each of the 12 months of the year. This brings up
the question of when it pays best to advertise: when business
is naturally dull or when it is naturally brisk.

On the one hand, advertising might be considered as a
stimulant for brisk trade at a time when everybody is
inclined to buy; just before Christmas, for instance, it would
seem best to use large space in an effort to capture a fair
share of the holiday business, On the other hand, a plausible
argument would be that as everybody intends to buy
Christmas presents whether the dealer advertises or not, he
might as well save his money and buy advertising in dull
times, when business needs a tonic,

There are good points in both arguments, but the practice
of experienced advertisers is to advertise heavily when
conditions are favorable for business, and in dull times
to advertise just enough to keep their goods before the
public, or sufficient to keep their salesmen busy,

Midsummer is the dullest period for most lines of busi-
ness, but there are some that thrive best in hot weather, such
as liveries, ice-cream parlors, and laundries.

Distribution of Appropriation Among Mediums.—After
deciding when, the next step is to determine how or where
the appropriation is to be expended. The retailer has four
general mediums to consider—uewspapers, circulars, street
cars, and outdoor displays. Just what percentage should be
spent in each medium depends on the nature of the business.
As a rule, however, the newspaper has the bulk of retail and
local advertising.

SALES PLANS
VALUE OF SPECIAL SALES PLANS

No merchant can afford to carry over from season to
season goods that deteriorate. He will do well to get rid
of them at cost or nearly cost, hecause he can always be sure
of regular patronage from some of those who come in to buy
specially advertised articles. The special sale solves this
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problem, The special sale also provides a means of moving
merchandise in the middle of the scason, when the retailer
has too many goods on hand and needs money more than
he needs stock,

To do the most successful business, the retailer must keep
before the public. Therefore, in addition to the extra busi-
ness that a special event of any kind brings, there is a certain
amount of profitable publicity that comes through the public
interest taken in the store’s operations. Special sales and
events may be made profitable even when there are no goods
on hand that will suffer by age or deterioration.

When handled carefully, the special-sale idea is of never-
ending value to the retailer. If it is handled carelessly or
overworked, it becomes a drawback rather than a help; and
while it may cause a temporary increase of sales, it will work
great injury to future business. If a store, for instance,
should advertise a closing-out sale or a removal sale and not
afterwards close out or change the place of business, public
confidence in the statements of the advertiser would be
greatly decreased.

While the value of public attention is undisputed, if
it be favorable attention, the retailer, before proceeding with
any prize offer, guessing contest, or any other novel plan,
should be sure that the attention attracted will be of the kind
likely to result in more business for him. A man wearing a
straw hat and no coat and walking along the streets in mid-
winter with an advertisement of a haberdasher on his back,
will attract much attention, but such a scheme will probably
sell no goods.

Conducting a Sale.—When a special sale is on, the window
displays, counter displays, and inside decorations should
conform to and support the advertising. The salesmen
should be ready to support earnestly every statement
made in the advertisements. To do this, they must be
systematically informed of what is to be advertised. Every-
thing must be carefully planned in advance so that there will
be no hitches or delays, If the sale is of special importance,
it sometimes pays to announce its approach by reading
notices, street-car advertisements, circulars, or invitations

| World Radio History} J—



RETAIL ADVERTISING 229

sent to selected lists of names. During the progress of a sale,
there should be no lack of enthusiasm, either in the advertising
or on the part of the salespeople, In fact, it is easier to start
a sale well than to keep it going until its purpose is fully
accomplished. Every succeeding day’s advertisement should
bring out some new and strong feature, written up, illustrated,
and displayed in a manner a little different from that of the
preceding advertisement, The sale should, of course, be
dropped as soon as it fails to draw the crowd, unless it can
possibly be revived by the introduction of some new feature
or by a further cut in the prices; but such a change in plan
must be made with care, so as not to create the impression
that the sale has been a failure.

A sale can be dropped by a final close-out cut in prices on
odd lots, odd sizes, soiled garments, remnants, etc., the
advertising space devoted to the announcement depending
on the amount of ““left-overs’ on hand and their salability.

The Bargain Offer.——Nearly all special sales are based
on the bargain offer; in most cases, the bargain is the kernel
of the nut. The advertiser may announce a sale of odd sizes,
a lot of left-overs, a Bankrupt stock, or an anniversary event,
but the strong selling point is, ‘‘here is your chance to get
something at a much lower figure than the usual price.”

The real bargain will always be a strong factor of retail
advertising. No store ever made a fortune by selling goods
at cost or thereabouts, but no other idea brings so many
people to the store as the bargain idea, and with the store
full of people, sales of other goods at regular prices will be
made.

There are three classes of bargains that constitute adver-
tising material: (1) unsalable stock on which the price is
cut in order to close it out; (2) salable goods on which the
price is cut in order to provide an advertising leader, and
(3) seasonable goods that are purchased at advantageous
prices.

Originating Sales Plans.—Success in retailing is obtained,
not by following the beaten track—that is, doing what others
do—but by proceeding along new and better lines. In retail
advertising, as in mail-order and general advertising, it is
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sometimes the case that the plan of selling commands more
interest and has more selling force than the goods or the
service. While the advertiser should always be on his guard
against any sensational plans that may produce an unfavor-
able impression, he should be alert to use any special plan
that will command public interest and result in increased
business. The progressive merchant should not be bound
by precedent nor confine himself to overworked methods.
He can learn much by studying the plans and experiences
of the progressive merchants of other communities, but
he should try to improve such plans. This part of adver-
tising work requires considerable merchandising ability,
as it is usually more difficult to devise a good selling plan
than to write an effective advertisement after the plan
is determined. The advertiser should always try to give a
sufficient and logical reason for a special sale. The mere
announcement of a “special sale’’—no reason being given—
has been so often made that it is stale and unattractive.

Cooperative Advertising.—The merchants’ associations in
a number of cities have worked very successful plans to get
customers within a radius of 25 or 50 miles to come to
town at special times. The inducement offered is to pay
the fare of any one that comes in and buys at least $25
worth of merchandise from any merchant that joins in
the plan. All that the visiting customer has to do in order
to get his railroad fare refunded is to show the sales slip for
his purchase of $25 or more and his return ticket. This plan,
when a number of merchants participate, brings in a big rural
and small-town trade. Of course, such events are widely
advertised, the windows being trimmed specially and every
needed preparation made.

It is entirely practicable for merchants to cooperate in
getting out a store paper to be mailed to buyers that can-
not be reached by the newspapers. A furniture store, a
hardware store, a dry-goods store, and a clothing store
may participate and divide the cost of printing and dis-
tribution. Such cooperation will help rather than hurt
individual interests.
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DEPARTMENT-STORE ADVERTISING

Department-store advertising differs from other retail
advertising more in degree than in kind. It is, in its present
highly perfected system, retail advertising carried to its
highest power,

A Department Store, in the modern and proper acceptance
of the term, is a store in which a number of different lines of
business are grouped under one roof and under one business
title, yet with direct management and their accounts kept
distinct and scparate. In late years, it has become almost
universal to group these various lines under a single general
management. Although all the departments are usually
owned by the same man or firm, they are conducted independ-
ently of one another in their dircet management and their
bookkeeping. Instcad of independent owners, there are now
independent *“‘buyers’ for each line of goods; and instead of
receiving profits of their departments, the buyers reccive a
salary (often a portion of the profits, in addition), and they
are under control of one general management. But the
various departments contribute to the rent in proportion
to the space occupied; they are charged pro rata with the
lighting, heating, insurance, advertising, and other running
expenses; they are charged independently for their help; and
their accounts of purchases, sales, and profts are kept as
rigidly distinct o5 if they were really separate stores,

ORGANIZATION

The buyer is the head of a department, and is responsible
for its success. In all matters of routine action and direct,
executive control, he is, in stores that are best managed, as
much the master of his department as if he owned it out-
right. He is the sole arbiter of what goods shall be carried
and the prices at which they shall be sold; he is held by his
superiors only to a certain limit of investment and to the
showing of a certain percentage of profit on the amount of
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money he uses, these checks usually being exercised by the
general manager or the merchandise man.

The superintendent has general charge of the help of the
entirc store; he formulates the rules that govern them and
sees that such rules are lived up to, through his representa-
tives, the floor walkers. In most stores, the superintendent
does the actual engaging and dismissing of the help, and
fixes the salaries paid.

The merchandise man is a comparatively recent addition
to the ordinary department-store organization, but is now
employed in nearly all stores of this kind except the very
smallest. The merchandise man specializes on a branch of
duty formerly performed by the general manager, the adver-
tising manager, or sometimes the superintendent. He is the
check on the buyers, it being his duty to pass upon the
advisability of all purchases before they are actually made.
It is his constant aim to keep the stock down and the sales
and profits up. Next to the general manager, the merchan-
dise man is usually the highest-salaried member of the entire
organization. If the store is in a large city, he usually has
a staff of shoppers—that is, women of trained tastc and good
appearance that he uses to test the offers and values of
competitors by sending thein to see or buy goods, as ordinary
customers.

Advertising Staff.—The staff of the advertising office in a
properly organized store of large size is made up as fol-
lows:

The advertising manager, who has general charge,

The assistant advertising manager, who is the advertising
manager's lieutenant and executive officer.

One or more copy wrilcrs, or “reporters,” for the work of
preparing detail and advertising copy.

One or more artists, for the making of advertising il'us-
trations and fashion drawings.

The window trimmer, with his assistants.

The card writer, with his assistants.

A staff of shoppers, for keeping in touch with the offers of
competitors. These are often controlled by the merchandise
man.
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Such stenographers, office boys, messengers, etc. as the
work requires.

The size of the staff of an advertising office depends, of
coprse, on the importance of the store. In many stores,
even in cities of good size, the entire work, including the
correspondence, is done by one man and an office boy or a
stenographer.

Duties of the Advertising Manager.—The advertising man-
ager of a department store is, strictly speaking, responsible
only for the publicity of his store. Everything that comes
under the head of advertising is usually turned over to him.
This covers not only the newspaper, magazine, and bill-
board work, but usually all the printing, the task of giving
interviews to solicitors and newspaper reporters, etc. In
actual practice, however, the duties of the advertising
manager are often extended far beyond the limits just
mentioned. In a broad sense, he is responsible for the
increasing of sales. This responsibility is of course primarily
that of the gencral manager or the merchandise man, but
the advertising department is the chief weapon in the battle,
and it is this department that will customarily be blamed if
its efforts fail. Therefore, it is the advertising man’s work
to see that the storc is advancing and improving. His field
is not his own office, but the entire store.

The most prominent advertising men today are those who
combine with their advertising work a good knowledge of
merchandise and a keen eye for detecting faults. The more
the advertising man can, by criticism and suggestion, do
toward improving the merchandise, the more valuable he is
to the store. In all stores, he is given great rights and
powers on these lines, provided he is competent to cxercise
them, and in many stores, he himself is the merchandise critic.

It is the advertising man’s duty to supply the inspiration
and energy that some buyers lack. There may be a line of
goods that does not sell. The advertising man may see the
goods lingering beyond their time, or his attention may be
called to them by the buyer or the merchandise man. It is
the duty of the advertising manager to sell these goods, and
at the full price if he can. In this case, there is no reason
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for advertising the goods except the desire to sell them; ‘hat
is, there seems to be no reason that will appeal to readers.
The advertising man must be prepared to meet such an
emergency with selling suggestions that will either furnish
an incentive to the public to come in and buy or at least fur-
nish some good, or apparently good, reason for advertising
them.

How much actual writing the advertising man will have
to do depends on himself, the size and character of his staff,
and the kind of copy his buyers furnish.

ADVERTISING POLICY

Classes of Stores.—Departmentstores were formerly ro Aaly
divided intg three distinct classes—those catering to welthy
trade, those emphasizing the bargain idea, and those appeal-
ing to the great middle class. ‘This classification is no longer
accurate, There has been a steady increase in stores adopting
middle-class methods and a corresponding decrease in exclu-
sively bargain and high-class types.

Numerous bargain stores still exist but they avoid over-
working groundless reductions, while high-class stores have
learned that wealthy women still “love” bargains. This does
not mean that department stores are drifting into a single
class, but rather that no sharp lines can be drawn,

Strongest Position for ¢ Store.—The strongest position for
a store to occupy in order to cover the largest field is the
middle position, from which it can, so to speak, reach both
up and down for business; that is, “‘up’’ into the fine-goods
class and “down’ into the bargain class. It is this position
that most of the best stores of America seek to occupy,
although a study of advertising shows that there are almost
innumerable divisions even in this middle class, some reach-
ing higher, and some lower.

Merchandise as the Deciding Factor,—The *‘reach out” of
a store for business above or below its principal field must
depend, first of all, on what merchandise it has to offer.
Obviously, it would be a waste of space to make appeals to
persons of any class unless one had the merchandise or the
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bargains to satisfy such people when they came to the store.

Importance of the Right Tone.—A new advertising manager
by a careful study of the character of goods carried and
the class of trade in which the store finds its greatest custom,
having settled in his own mind the general policy to be
adopted, is next confronted with the question of how that
policy can best be reflected in his advertising. In other
words, he must settle on the style of his announcements,
the term meaning here not the typographical style, but
what might be called the “literary” style; that is, the tone
and manner of the appeal to the public.

This is a matter that depends largely on the intelligence
and good taste of the individual and is another of those
points that put the profession of advertising far above the
class of a mere trade and int> the highly paid lines occupied
by brain workers.

Advantages and Disadvantages of Bargain Advertising.
This “all bargain’ style is of course intended to reach
people that can grasp figures more easily than words—
to whom low prices mean more than anything else, It
has the advantage that it is ‘“‘quick-result” advertising.
Results are usually large if the offers are genuine and if
the statements made are written in an earnest, convincing
style.

The continuous bargain style has its disadvantages in that
there is little continuity of result and no great business-
building power. It concentrates attention on underpriced
goods in which there is usually the smallest profit, and gives
little foundation for the steady, matter-of-habit buying of
unadvertised staples in which the best profits of a store are
usually made. The clientele of such a store, being taught
to expect bargains from it, remains interested in nothing but
bargain offers.

It is plain, thercfore, that if a store advertises nothing but
bargains and sells nothing but advertised goods, it will not
do a profitable business, although it may be crowded with
customers from morning until night,

Bargains Used as Attractions Only.—The whole theory of
bargain advertising, therefore, is to attract customers in
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order to sell them, at that time or some future time, other
goods than those advertised, on which a profit can be made.
In a broad sense, bargain offers are best used to make the
store popular.

COLLECTION OF MATERIAL FOR
ADVERTISEMENTS

In ample time before the advertisement is to appear, the
advertising manager must collect from the buyers the
items that are to be featurcd. In most cases, the buyer
will supply selling talk for his dcpartment in some form
or other, The copy received from the dcpartments will
vary in character, just as the temperaments or abilities
of the buyers themselves vary. Some of the copy furnished
will be very carefully studied out and cleverly written, and
again some of it will be hastily and carelessly prepared.
Qccasionally, but not often, items will come up to the
advcrtising office in a form that can go into the advertise-
ments without changing a word. Other items will be out-
lined in a way that will leave even the most experienced
advertising man in doubt as to what the buyer is talking
about. In such cascs, the advertising man can collect his
facts by a sort of cross-cxamination of the buyer, If the
advertising man does not make it too apparent that he is
searching for selling points, but asks questions and talks
more as a shopper would, the buyer is more likely to give
out the rcal information about the goods and tell why they
can be offered at the cxceptional prices.

Some buycrs will flood the advertising manager with
matter for publication, and others require considerable
prodding. It is the duty of the advertising manager to
regulate this matter so that all departments in nccd of
advertising will get it. As a general rule, the stronger
departments do not need so much advertising as the wealcr
ones, yet it is usually the strong departments that try to
get the lion’s share, partly because they have more to talk
about and partly because they are usually controlled by
stronger and more aggressive buyers. The task before the
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advertising man is to build up the weaker departments with-
out sacrificing any of the growth of the stronger ones.

Verification of Buyers’ Claims.—In most of the large
stores, the advertising man usually insists on examining
goods even when he knows all about them and does not
have to examine them to find out the selling points. He
does this to make sure that the buyer is not deceiving him;
In some stores, this duty of checking off buyers’ statements
is performed by the merchandise man. In at least two very
prominent stores, a reward of 81 or more is paid to anybody
in the organization that can detect an error or overstatement
in the advertising.

The buyer may perhaps be pardoned, though never justi-
fied, for enthusiastic exaggeration, but it is a fault that can
never be forgiven the advertising man, Modern advertising
demands accuracy and truth; the time is past—if, indeed, it
ever existed—when “the public like to be humbugged " and
it is the duty of the advertising man to protect his store
against errors of this kind. One exaggeration may do more
harm to a store than a month's advertising can make good.
The ad-writer should, of course, portray the offers as allur-
ingly as he can, but he should stick to facts.

In many of the large department stores where honesty is
the oil that lubricates the wheel of advertising, a merchandise
room is situated near the office of the advertising manager.
In this room, the advertising manager inspects all goods to
be advertised, and if, in his opinion, the department buyer's
statement cf value is exaggerated, a consultation between
the two ensues, and the matter is adjusted.

Advertising Small Quantities.—The department-siore
man should exercise care in the advertising of small quan-
tities. If the amount of goods on hand is so limited that
there is a probability that they will be sold before the
day is over, this fact should be mentioned in the advertise-
ment, It not only adds something to the convincingness of
the advertisement and gives a good reason for the lowered
price, if any, but it also avoids a very common cause of
complaint on the part of customers that come late and find
the goods gone.
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FORMING THE ADVERTISEMENT

Making the Layout.—The advertising manager, having
received from the buyers, or having collected of his own
accord, the material for an advertisement, now approaches
the task of putting the copy into type and before the public.,

The first step, is to take the collected material and go
over it carefully. It will be necessary to decide what items
deserve the largest spaces and the best positions; that is,
the “feature’ itcms, as they are called, will have to be
selected, After this, it will be necessary to decide which
items may be omitted altogether, as not worth advertising,
or which ones may best be sacrificed in order to give room
to matter of greater importance,

Giving Prominence to All Departments.—It must not
be assumed that because some items are of less importance
than others the ad-writer is justified in hiding them. As
a matter of fact, careful attention must be given them in
order to prevent them from being overshadowed by the
features. It is the duty of the ad-writer to arrange the
items so that any part of the whole advertisement will be
instantly apparent to any one that may be looking for that
line of goods, while the feature departments must fairly
shriek for attention.

Many buyers will insist on getting a position at the top
of the advertisement, but the fact is that the position at
the top is not essential to prominence if the layout is care-
fully made.

Introductions.—When introductions contain something
of real interest and are well written, they are undoubtedly
of service, but there is no doubt that many of them could
be omitted without injury to the advertisement—some of
them to the improvement of the advertisement. In the
advertisements of many stores they are not used at all.
The long general introduction that was so common a dozen
years ago, is now rarely seen.

If the item happens to be, as it most frequently is, one that
is offered at a special price, there can be no better subject for
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an introduction than an explanation of why the price is
lowered. Many successful advertisers make it a rule never to
announce a lowered price, that is, never to announce a bar-
gain, without telling why it was possible to make the offer.

When the article is not offered at a special price, the intro-
duction should set forth the reason for giving space to adver-
tising it. This may be any one of many things, the most
common being its seasonableness. Other reasons include
beauty, novelty, large assortment, shopworn goods, etc.

Descriptions.—In order to describe goods, it is necessary
to know them thoroughly. This cannot be emphasized too
often nor too forcibly. The writer must not only know the
good points of the goods, but he must be fully acquainted
with the reasons why they are good. Not every person, for
example, may know why a ‘“hand-molded collar” is a point
of importance in a man's coat. But if the writer describes
“hand-molded collars that keep their shape and never sag
away from the neck or crinkle across the lapels,” the point
is made perfectly clear.

To know the goods they must be studied. This is another
point that should receive careful attention, because, in spite
of the fact that it is a principle that all will agree is sound,
hundreds of so-called ad-writers do not live up to it.

It is practically impossible to give even the principal selling
points of all the goods that department stores carry, owing
to the enormous field they cover. Besides, the important
features change rapidly, especially the styles and colors,
Knowledge of these lines comes first from the exercise of
common sense and careful study, and, secondly, from the
ability to pick up, classify, and remember scraps of informa-
tion dropped casually in conversations with buyers, sales-
people, and zustomers, or accidentally run across in reading.
Trade journals afford much information of value in this line.

In the writing of descriptions, the department-store writer
may be compared to a reporter on a newspaper; in some stores
the writers are called reporters. He must not only have the
‘‘news instinct,”” which tells him what will and what will not
make interesting matter for his readers, but he must also be
able to pick out from a mass of facts those that will make a
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good story and then weave his description around them,
omitting nothing of value and wasting no space on unimpor-
tant points.

Display.—Having chosen the type or having had it chosen
for him, the advertising man should think out for himself the
style of display in which it shall be used. This is a matter
for individual taste and judgment, which should be governed
by a study of the best examples of newspaper advertising
procurable, The aim should be to make one’s own adver-
tisement strikingly different from all others likely to appear
in the same paper and at the same time be reasonably eco-
nomical in the use of space, and to strive always for sim-
plicity and legibility as well as for individuality.

ILLUSTRATIORS

Classes of Illustrations.—In department-store work, illus-
trations are of three general classes; namely, fashion work,
which consists of reprcsentations of styles in dress; direct
work, which usually includes drawings of actual articles,
like furniture, pianos, refrigerators, and house furnishings;
and decorative work, which covers purely decorative draw-
ings, such as headings., Illustrations of the first two classes
are used to make sales by showing a style or an article, while
decorrtive illustrations are used merely to give an attractive
appearance to an advertisement. Many good advertising
men that use illustrations of the first two classes freely, never
use those of the last class at all,

Good fashion artists are not plentiful, Their services
command a high figure, and unless the advertising manager
is fortunate enough to sccure the services of a really first-
class artist, he will do well to have his name placed on the
mailing list of one of the many good commercial-art firms
that syndicate their drawings.

The principal argument in favor of a syndicate service is
the low cost. The pictures furniched, however, seldom or
never portray the actual goods advertised. The cuts, there-
fore, are rather more decorative than purely illustrative.
For this reason, the larger stores usually engage artists to
make accurate drawings of the actual merchandise.
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COPY AND PROOFS

Methods of Supplying Copy.—After the copy and the lay-
out have been prepared, they are sent, together with the
cuts, to the newspaper office. In some of the larger cities,
it is the practice to give each paper a different advertisement,
which plan, of course, requires a separate layout and separate
copy for each.

In most cities, however, the advertising man prepares only
one advertisement a day, and this is duplicated in whole or
in part by several newspapers. In this case, it is the easier
plan to have one newspaper set the entire advertisement
and furnish proofs of it the day before it is to appear. This
method, of course, necessitates the writing and sending of
copy two days before the day of publication, but nothing
is lost by it, as it permits carefully considered and finished
work.

To facilitate the setting of copy, the best newspapers
usually assign certain compositors to the advertisements of
certain stores. These compositors, knowing the style of the
borders and heads, the sizes of type for introductions, and
the arrangement of panels, items, etc., can handle the work
much more easily and accurately.

“Wait-Order” Copy.—In general practice, an advertise-
ment intended, for example, for Wednesday's papers is pre-
pared by the advertising man on Monday. The copy and
layout, marked *“wait orders,” are then sent to one paper
on the afternoon of the same day. This wait-order copy, as
it is called in advertising offices, is immediately set in type
and ten or more proofs are sent to the advertising man on
the following morning (in this case, Tuesday morning), but
the newspaper does not publish the advertisement until
orders are given to do so,

Getting Proofs Approved by Buyers.—As soon as the proofs
are received by the advertising man, they are cut up into as
many sets as there are newspapers to be used, plus one more
set for the buyers, and each department clipping is pasted
on a large sheet of paper

While the rule of not cutting official proofs apart is a good
general one to follow, it is best to make an exception in the
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case of department-store advertisements. This is a class of
copy that is often written and set up with little spare time,
which increases the number of correetions to be made. If
an attempt is made to put fifty or sixty corrections or addi-
tions on the margin of a proof of a large advertisement con-
sisting of many panels, the resuit will be a confusing maze
of lines and words.

Each buyer reads the proof he receives and makes any
corrections necessary, especially in the advertised prices.
When the proof is eorrected, the buyer puts his O. K. on
the sheet and returns it to the advertising office. The
advertising man i: thus relicved from all responsibility as
to figures and technical statements, although heis of course
not released fror the duty of seanning the proof with
extreme care in scarch of any miistake that the buyer may
have overlooked.

Handling of Corrected Proofs.—Each corrected proof
returned O. K. by the buyer is pinned to its duplicates,
which were retained in the advertising office. When all the
approved proofs from the various departments have been
received, the advertising manager, or his proof-reader, if he
has one, gocs over them carefully for errors and possibilities
of improvement.

Transferring of Corrections.—All corrections on the first
set of proofs are then transferred to the duplicate proofs-
one for each paper to be used. On each of these duplicates
are also made such corrections and alterations as may be
necessitated by any special rules or conditions peculiar to
the paper to which it is to be sent.

The transferring of correetions to two or three sets of
proofs is sometimes a matter of mueh toil when advertise-
ments are large. When circumstances permit, this labor
may be avoided by furnishing one complete corrected proof
to the newspaper that sct the advertisement and having that
paper make the corrections in the type and furnish the
other newspapers with revised proof.

Using Matrices of Forms and Cuts.—In some cities, the
newspapers have mutual agreements whereby one provides
the others with matrices of all the advertisements that are
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to appear in the same style and size in each of the papers.
In nearly all cities, it is customary for one paper to supply
the others with matrices of the cuts used. In such cases,
it is necessary for the advertising man to correct only one
set of proofs; but, as a rule, he must send each paper its own
layout and corrected proofs,

REINFORCING THE ADVERTISING

Informing the Salespeople.—The advertising man must
see to it that the effect of the advertisement is not lost
through ignorance or inattention of salespeople. It would
not be well for him nor for the store if a customer asked
a salesgirl for an article advertised at a certain price that
day and found her in total ignorance of what was meant or
where to find it.

Furnishing Copy of Advertisements to Salespeople.—It is
the practice in most stores to furnish the salespeople in each
department with a copy of the day’s advertisement and to
see that they read it. This is usually done by the adverti-
sing office, acting through the floor managers, and is best
accomplished by distributing proofs of the advertisement
when the paper does not come out in advance of the sale, or
by distributing copies of the newspaper when the sale goes
into effect on the day after the advertisement appears.

Window Displays.—The show windows of a store are
usually under the charge of the advertising manager, who
works through a professional window trimmer. In all cases
of important sales, the window display should cooperate
with the advertisement,

The advertising man will do well to work in harmony with
the window trimmer. If the latter is a competent man, it is
better not to interfere with him, He should be told what
Jepartment is to receive the window space, and the rcst
should be left to his knowledge and experience.

Show-Cards and Price Tickets.~—A show-card writer is
ilways a part of the advertising man’s organization, and the
vriting of show-cards is no unimportant part of the adver-
dsing man's work. In displaying these cards, an effort
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should be made to get the best possible compromise between
the extremes of putting a card on everything and of putting
out no cards at all.

Just what form of attraction is to be used depends on the
character of the store and the class of customers that frequent
it. Ina “popular”. store, the attraction may be large letters
and huge price figures; in a store of the so-called “better
class,” it might be dainty lettering or clever wording. It is
a safe rule to trcat show-cards as if they were headlines to
an advertisement.

MAILING LISTS

In stores that have found by experience that the sending
out of printed matter pays, a mailing list is kept. This
list is one of the most valuable assets of the advertising
office, and is made up of names gathered from every con-
ceivable source, chief among which are church-member
lists, business directories, “‘blue books, " telephone directories,
club-membership lists, and other compilations of names and
addresses of persons likely to be purchasers. One very
large division of such a list is made up of the names of the
“charge’” customers of the store. Another division is com-
piled from the addresses taken from the sheets of the delivery
department.

All these names are kept on card files and are classified
and subdivided by geographical location, by some special
feature, such as the business followed, or occasionally by
financial standing. The names of men are kept on cards of
one color, and those of women on cards of another color.

SPECIAL SALES

Special sales may roughly be divided into two classes;
namely, the department sale, in which only one department
or one line of goods is concerned, and the general sale, which
affects practically the entire store.

The general sale has been exploited to such an extent in
past years that the better class of stores is gradually aban-
doning it except in a few cases like clearance and stock-
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taking sales. To use an expressive phrase, the general sale
has been “workec to death” by the more sensational and less
careful advertisers, who have used every possible excuse—
good or bad, reasonable or unreasonable—to announce
“stupendous merchandizing events,” in which every article
in the store was (if one could believe the advertising) offered
at a reduced price. There were ‘‘Challenge sales,” Thanks-
giving, Fourth-of-July, Labor-Day, and other holiday sales,
rebuilding sales, rummage sales, remnant sales, late-season
sales, and one merchant in a large Western city once used
trouble in his own family as the reason for a “great scandal"’
sale,

Factitious Sales.——Many stores have anntversary sales to
celebrate their founding. The reason for such sales—that
is, the reason for reducing prices—is not easy to understand.
In fact, the anniversary sale, together with the challenge sale
and a dozen others frequently advertised in the past, all
being founded on reasons that are more imaginary than
real, are being dropped by the better class of stores.

It is not necessary to practice deceit in clearance sales; in
such cases, the reductions can be and usually are actually
made, In the factitious, or fictitious, sales, reductions, if
made at all, are made only in a spasmodic and desultory
fashion. The people of a city roon associate the real bar-
gains with real reasons and looks askance at the imitation
bargains that must necessarily accompany an imitation
reason. Far better results can be obtained by searching
through the departments for real bargains, fewer in number,
perhaps, but better in fact, and then pushing these on their
actual merits,

In every case, when a real reason exists for a general price
cutting, it should be used with vigor. The general sale, prop-
erly explained and properly advertised, is a powerful weapon
and the advertiser should always be on the watch to profit
by it.

DEPARTMENT SALES

Reasons for price cutting in certain lines of goods occur
frequently and these department sales are of almost daily
occurrence in all large stores. Some of these sales have



218 DEPARTMENT-STORE ADVERTISING

become regular annual cr semiannual events. Following
are given some of the chief department sales:

Muslin-Underwear Sale.—The muslin-underwear sale,
which originated with the Bon Marche, of Paris, has now
become a semiannual fixture with practically all large
American stores. It is timed to meect the dull months of
January or February and May or June, The reason for the
underpricing is large preparation and large purchases from
manufacturers at a time when they are not normally busy,

Furniture Sale.—In department stores that carry furniture,
semiannual jurniture sales occur in February and in August.
The furniture sale is based on exactly the same reasons as
those which underlie the muslin-underwear sale.

House-Furnishing Sale—In March or April and Septem-
ber or October, house-furnishing sales are conducted. Strictly
speaking, the house-furnishing sale is seldom a sale in the
usual sense, as the price cutting is not often made very
prominent. It is often a purely advertising effort to draw
attention to the house-furnishing lines at the seasons when
such goods are most in demand. It is a seasonable move-
ment, as opposed to the muslin-underwear, the furniture, the
August-blanket, the midsummer-fur, and other sales that
are distinctly unseasonable but rely on their underpricing for
5.10C€SS,

CLEARANCE SALES

Clearance sales are of extreme importance when a store
approaches a change of season. Merchandise belonging
particularly to one season should be sold out clean. Winter
clothing, for instance, must be sold before warmer weather
makes it “"dead stock,” while summer clothing must be sold
at the time the public still desires it. No well-managed
store carrics goods over from one season to the next. The
loss in profits through forced sales is likely to be less than
the loss that would accrue from carrying dead stock through
an idle season, to say nothing of the probability of changes
of fashion, which would make the goods entirely unsalable
the following year. What is true of clothing is also true
to a greater or less extent of almost all other merchandise,
except staples that are in demand the year around,




DEPARTMENT-STORE ADVERTISING 24

Logical Reasons for Clearance Sales.—The clearance sales
that are always advertised toward the end of a season are not
only logical in their underlying rcason, but they are really
essential to a store’s success, Such sales are the most impor-
tant and the most scnsible of the general sales, because there
are good reasons for reducing prices, and price reductions
arc usually genuine and heavy. Such sales can be pushed
with great vigor,

STOCK-TAKING SALES

Large stores *‘take stock’ twice a year, usually about the
beginning of the spring and the winter scason; that ts,
in February or March and in August or September,

It is the duty and ambition of every merchant and buyer
to show as little stock on hand as possible: that is, to show
as large sales as possible. This gives another very reason-
able and proper excuse for a forced sale, and the stock-
taking sale is the result, Stock-taking sales, as will be noted,
occur at about the same time as the big clearance sales and
for this reason are sometimes combined with them.

RATIO OF COST TO SALES

Some department stores get along well by spending 2 per
cent. of the gross sales in advertising, while other stores
have been known to spend as high as 8 per cent, The pro-
portion varies, also, in cach department. As a general rule,
the staple goods that are not sold on points of novelty or
style cost least to advertise. Such articles as blankets,
house furnishings, curtains, kitchenware, sheets, pillow cases,
etc. are sold on a very low advertising cost—in sone stores
for as low as one-half of 1 per cent.

On articles of less staple character than those just mcn-
tioned in which the profit is usually much larger, and on
articles in which secasonableness plays an important part, it
is almost invariably true that the advertising rztio must be
larger, because the goods require quicker selling. Thus,
for women's tailorcd suits, which all stores push very hard
in the spring and in the fali, the advertising ratio climbs up
to 5 or 6 per cent. in many well-advertised stores. The
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cost of advertising books sold on the subscription plan is
often as high as 20 per cent. of their sales, but as the profit
is usually more than 150 per cent., this advertising cost is
not extravagant, especially when the other selling expense
is low,

In determining the proper percentage of advertising to
sales, the advertiser should consider these four points that
follow:

1. What is the profit on the article?

2. What is the quantity on hand?

3. Is it necessary to force sales?

4, What is the selling expense other than advertising
cost?

DEPARTMENT-STORE RECORDS

File Books.—First among the records are the file books.
There should be one large book, or general file book, as it is
called, into which is pasted with its date and the name
of the medium in which it appeared, every advertisement
printed by the store. Many managers divide this file book
into several parts—one for daily newspapers, one for week-
Les, one for monthlies, and one for ‘“‘miscellaneous,” such
as programs, souvenir books, etc. Somewhere there must
be a copy of every advertisement that is printed, and this
copy must be in a place where it can be found instantly.

Many managers write the results of such advertisements
on the margins of the clippings, and at the same time make
a memorandum of the weather that prevailed on the day of
sale. If this system is followed, a cipher code should be
employed, for no store desires to have its actual figures of
sales generally known.

Department File Books.—In addition to the general file
book or books, there should be a set of department file books,
one for each department, In these books, the department
advertising clipped from the large general advertisements
is filed. This is done to enable (he manager to ascertain
instantly the facts about the advertising done by any depart-
ment without taking the trouble to measure up from the
general file book.
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File Book for Printed Matter.—Another file book should
be used for the printed matter prepared by the advertising
department. In this book should be pasted a sample of
every folder, booklet, card, letter torm, envelope, announce-
ment, circular, etc. that the store distributes, its cost, by
whom printed, etc,

Competitors’ File.—Expert department-store advertising
men watch their competitors closely. In most stores, a file
of the advertising of their rivais is kept as carefully as their
own. One reason tor keeping this file is to watch and profit
by the successes or mistakes of the rivals, and this involves
the necessity of keeping informed about the real results of
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their efforts. Actual figures cannot be obtained, of course,
but some careful observer is usually sent to the rival store.

Advertising-Expense Records.—The advertising expense of
each day, divided into departments, and the newspapers in
which the advertisement appeared, should be carefully
recorded. The manager must at all times know exactly
where he stands in the matter of expense. There are many
systems and forms for keeping such records. The accom-
panying illustration shows a form used for distributing the
weekly advertising expenditures among the different depart-
ments,

The space occupied by general headlines, general introduc-
tions, borders, etc. can be charged either to the general adver-
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tising expense or to each department in proportion to its size.
This expense is usually charged separately, but, finally,
together with such expense as salaries, etc., is distributed
pro rata among the different department accounts.

GENERAL ADVERTISING

TRADE CHANNELS OF MANUFACTURERS

The Problem of Distribution.—The manufacturer does not
ordinarily retail his product, except in a case where he owns
his own chain of retail stores, and therefore his method of
advertising is different from that of retail advertising. Before
the manufacturer of some new commodity can decide on his
advertising program, he must solve the problem of how his
commodity may be distributed so that prospective purchasers
may get it conveniently., Suppose the manufacturer of a
superior ice-cream freezer has his factory in Newar!;, New
Jersey.  While it might be possible for him to do a success-
ful business selling by mail direct from factory to consumer,
that plan would not be advisable, Hardware stores and other
stores in every city and town carry ice-cream freezers, and
unless there are unusual inducements, the housekeepers of
Denvet, Colorado. and Galveston, Texas, are not likely to
send to Newark for a freezer.

The method of distributing the goods so that the adverti-
sing may have full effect is a highly important consideration
in the general advertising campaign, and it is a matter that
is often neglected by those who plan campaigns. In fact,
it is a common fault of advertising men to give too little
study to the influences and conditions that prevail in the
market in which the advertised commaodity is to be sold.

Routes From Manufacturer to Consumer.—In order to
understand the various routes through which goods offered
for sale must pass, from manufacturer to consumer, notice
should be taken of the following:

1.  The manufacturer: who produces the goods.

2. The commission man, the broker, the sales agent, the
exporter or smporter: men or firms that assist the manufac-
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turer in disposing of his product tolarge buyers and distrib-
uting concerns.

3. The jobber, or wholesaler: a buyer of goods in large
quantities and one that sells to retailers.

4, The retatler: who sometimes buys from manufacturers,
but more often from jobbers or wholesalers, and who sup-
plies the consumer.

5. The general mail-order house: which may buy direct
from the manufacturer or through a middleman and supplies
the consumer,

6. The consumer.

The different routes that products take in going from
the manufacturer to the consumer are shown in the cha-t on
page 254.

Unadvertised goods of a staple nature, such as flour, cot-
ton goods, unbranded shoes, hats, etc., usually pass through
more hands than do such special and advertised articles
as a Burroughs adding machine, a Knox hat, an E. & W.
collar, etc.

Eliminating Middlemen by Advertising.—Advertising, in
addition to promoting sales, has a tendency to shorten the
route from the manufacturer to the consumer—to cut out
middlemen. By making the consumer familiar with the
name of the article and its merits, a demand is created on
the retailer. Particularly is this true if the advertising
encourages the corsumer to call on the retailer when he
wishes to buy. Responding to the demand, the retailer
will seek to procure the article for the consumer; and where
the demand exists strongly, there is not so much need for
several salesmen between the retailer and the manufacturer
as there would be in the case of unadvertised goods.

While the tendency of advertising is to reduce the number
of the middlemen, it should not be taken for granted that
the jobber, or wholesaler, is always unnecessary, or that his
only office is to add to the retail price of the article. In
many instances he is an indispensable link of the manufac-
turer’s distributing plan. In the case of an article like
Tobasco sauce, for instance, so little would be sold by the
average grocer that the advertiser of it could not profitably
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undertake to open direct selling negotiations with grocers,
This situation prevails with a great many advertised articles.
In such cases, the advertiser must sell to jobbers and let the
retailer get his supply from the jobber, or wholesaler, with
whom he deals.

When, however, the article is one that is in great demand,
like the **57 varieties’’ of the H. J. Heinz Company or the
products of the National Biscuit Company, it is possible to
eliminate all middlemen and sell direct to the retailer, as
these two large advertisers now do. Such advertisers do
not depend on the salesmen of a jobber, or wholesaler, but
have their own salesmen, who concentrate on the selling of
their employer's particular products. The amount of sales to
the average grocer justifies this plan, but in such a case the
advertiser has the responsibility of determining the extent of
the retailer's credit, the burden of collecting accounts, etc.,
which when selling through middlemen, falls on the jobber,
or wholesaler.

On the other hand, the well-organized sales force of the
jobber, or wholesaler, lends to the new advertiser and to the
advertiser of goods not sold in great bulk a distributing
plan that makes possible the marketing of articles that could
not be sold extensively in any other way, The value of the
jobber’s cooperation is shown by the enormous sales that
jobbers make of many articles that are not advertised at all,

These comments on the relations of jobbers with manu-
facturers should not be construed to mean that jobbers are
antagonistic to the interests of the manufacturer. The
jobber has the competition of other jobbers to meet and it
is to his interests to control, as far as possible, the retail
trade that he covers.

Control of Retailing by Manufacturers.—General adver-
tisers of the class of the Burroughs Adding Machine Com-
pany, The International Correspondence Schools, and the
Regal Shoe Company are akin to the mail-order advertiser,
and do not dispose of their products through regular trade
channels. For instance, the first two named have local
salesmen in all populous communities, and when an inquiry
is received in response to an advertisement, it is referred to a
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salesman. The Regal Shoe Company has its own chain of
retail stores.

Choosing the Proper Trade Channel..—What trade chan-
ncl the general advertiser’s goods must take in reaching
the consumer is a matter to be determined by the circum-
stances of each case, but an understanding of the foregoing
principles is necessary before a practicable selling plan can
be formulated. The advertiser should look into the routes
that articles of a nature similar to his own take in going
to the consumer, and should determine whut part the mid-
dlemen play, whether their aid and good-will are indis-
pensable or not, Whether his capital is sufficient to enable
him to sell direct to the retailer, to maintain his own sales
organization, etc., is a very important consideration. Trade
conditions and the probable attitude of the trade toward the
article must be investigatced carefully.

Some articles are of such a nature that only one retailer
in each town is required, that retailer being given the local
agency. In the case of wcll-advertised goods, such as
Dunlap hats, Kuppenhcimer clothing, Cluett collars, etc.,
the local agency is worth a great deal to a retailer. Some-
times, however, it is not expedient to give one store the
exclusive agency.

A manufacturer is not necessarily forced to make a choice
between selling to jobbers and seiung to retailers. In many
cases he may do both; but if he follows such a plan, it is
necessaty that his price in selling direct to the retailer and
the jobber’s price to the retailer be exactly the samne.

TRADE MARKS

One of the first considerations of the manufacturer of an
article that is to be advertised should be the adoption of a
suitable frade mark, trade name, or trade phrasc—azall three
of which may be considcred under the general Lcad of trade
mark. This may be a symbol like the wuaitress of the Walter
Baker Company; a name like Nonesuch Mince Meat; or a
phrase of the character of that used by the manufacturers
of the Shredded Wheat Biscuit, “It's All in the Shreds.”
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The trade mark, in the strict sense of the word, is some-
thing of this eharacter that has been adopted and then regis-
tered in the United States Patent Office, and that is used on
the article it is designed to protect; but not all trade names
or phrases are registered as trade marks,

If goods are high grade, or are of a gooed grade for the
price asked, they should not go out into the consuming world
nameless. The proverh, “A good name is rather to be chosen
than great riches,” has an appropriate significance to adver-
tised goods. The name Dunlap and the name Knox cause
thousands of men to pay 5 and 86 for derby hats when it
is doubtful whether these purchasers could pick out the
Dunlap and Knox hats from among a lot of other high-grade
derbies selling for $3.50 or $4 if the hats were not marked.

Though there are many cheaper powders on the market,
and probably some that are of just as good quality as Men-
nen’s, this powder continues to enjoy a large sale almost
everywhere, and the average purchaser will unhesitatingly
pay the larger price for Mennen's rather than buy a talcum
powder that has no reputation. The mere name and por-
trait of Mennen make a box of this talcum powder worth
from 5 to 10 cents more.

Of course, in order that a trade mark may grow to such
value, it is neccessary that the goods in the Arst place be
meritorious. If the first Dunlap hats had been of poor
quality, or if Mennen had sold an unsatisfactory powder, no
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amount of advertising would have built up a valuable trade
mark.

Value of Trade Mark as a Reminder.—The trade mark of
a manufacturer is really a standing advertisement of his
wares, and for this reason is of considerable value. The
man that buys a “Keen Kutter” saw buys a saw with a
name. As long as the saw lasts the trade mark is there,
constantly reminding the workman of Keen Kutter tools,
If the saw proves to be satisfactory, the user, when about
to buy another one or some other tool, will be influenced
in favor of the Keen Kutter brand.

Value of Trade Mark in Preventing Substitution.—Another
important value of the trade mark is that it greatly assists
in preventing substitution. It fixes in the public mind not

only the value of the article but the symbol or the name by
which the article may be recognized.

Establishing Direct Relation With Consumer.—The dual
value of the trade mark gives the advertiser a strong hold
on the consumer. It establishes a direct relation that is
likely to overcome any indifference or antagonism of the
jobber or the retailer that may exist. When the advertiser
can get consumers everywhere acquainted with the mecrits
of his goods, get his trade mark—whether it be symbol,
name, or phrase—fixed on their minds, they will insist on
having what they call for, and the decaler will eventually
have no choice but to supply the demand. This is a different
condition of affairs from that where the goods are nameless
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and the manufacturer is at the mercy of the jobber or the
drummer.
CREATING A TRADE MARK

The trade mark is too important a factor of the adverti-
sing plan to be adopted hastily. Whether it be symbol,
name, or phrase, it should be something that will “wear
well’” and that the advertiser will be satisfied to use year after
year without change. The trade mark has a cumulative
value, and a change of form would lessen this value.

Distinctive Arrangement of Name.—The most common
form of trade mark is the name of the advertiser or that of
the product, arranged in some distinctive way. This dis-
tinctiveness may be attained by merely employing some
unusual type or drawn letter, but in most cases it is attained
by arranging the firm name in some arbitrary way or by bring-

ing in some device that bears a relation to the firm name or
the article. One of the best examples of this class of trade
marks is that of the United Cigar Stores Company, in which
the words “Cigars”’ and *‘United”” are in the form of an
escutcheon. The Mason design is another good example
of a combination of a name and a suggestive design. As,
in this case, the advertiser manufactured so great a variety
of goods that it was difficult to symbolize his products, the
designer of the mark symbolized the advertiser’s name—
Mason.

Illustrating the Article and Incorporating a Phrase.—The
trade mark may incorporate not only the name of the adver-
tiser or the article and an arbitrary design, but may also
illustrate the article in a conventional way ard bring in a
trade phrase. The Ranson design is a fine example of an
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all-around appropriate trade mark. The Regal design is
also a good example of a trade mark illustrating the product
and bringing in thc name and the trade phrase.

Choosing a Trade Name.—The name of an advertised
product should be reasonably short. A long word like
Kalamazoo may, on account of its unusualness, be remem-
bered, but in all such cases, the name should be euphonious
and attractive to the eye. The short name has the advan-
tage that it may be taken in at a glance. Such names as
Regal and Ivory are good.

The name should be distinctive. It is best to avoid such
coined words as Uneeda; while this particular word caught
the public fancy, other names of like character seem imita-

&) |e® REGAL

tive to thae public and are not so well received. The pub-
lic has had to endure too many coined words of the Useeit,
Tryabita, Nosmellee class, If it is desired to coin a word,
strive rather for some word like Sapolio or Jap-a-lac—a
word that has smooth, easy pronunciation. It is important
to choose a word that may be pronounced easily.

The letter K has been found particularly attractive as an
initial one; as in the words Kabo Kalamazoo, Karo, Kodak,
etc. C, pronounced like K, has been used in a number of
trade marks; Calox, Co-Arda, and Coca-Cola are examples.

Alliteration in syllables, as well as in compound words,
pleases the ear and makes the word easier to remember, as
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Pompeian, Dove Dimity, Jap-a-lac, etc.; or, the first and
lIast letters may be the same, as Cadillac.

Suggestive Name.—If possible, a name should be selected
that is suggestive of the article or of its desirable qualities.

Ivory is a good name for that soap, because ivory is white,
and white is suggestive of cleanliness; furthermore, the soap
itself is white or nearly so, The words Rising Sun were
happily selected for a stove polish, because they suggest
brightness. Shushine for a shoe polish is good.

At any rate, an incongruous word or one that is suggestive
of some undesirable quality should not be chosen. White
Frog Coffee, for instance, would be very inappropriate as a
name, because the association of frogs with one’s cofiee is
anything but pleasant.

Trade Phrases.—The value of the trade name may some-
times be increased by the addition of an aptly worded phrase
suggesting the qualities of the article or the policy of the

"JOHN B.STETSON &Co. @/

advertisers. The Shoe That Proves, used by the Regal Shoe

Company; It's Al in the Shreds, of Shredded Wheat fame.
Simplicity of Design.—Comparison of the Stetson and

Y. & E. marks will show the value of design simplicity.
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INFLUENCE OF ARTICLE ON SALES

One requisite of a successful general campaign is that the
article offered for sale possess merit and be of such a character
that it can be sold to a large number of consumers. Another
requisite, which is just as important, is a good selling plan,

Merit of Article.—If the article to be sold is of the nature
of a typewriter, a revolver, or a desk—that is, something
that sells for a good price and that the average person is
likely to buy only once—it may be possible to market suc-
cessfully a product of inferior value. DBut for a campaign
of a “‘continuous-sale” article to be successful, it is abso-
lutely necessary that the article have merit, so that a con-
siderable proportion of consumers that have bought once
will buy again and again, without entailing further adver-
tising expense on the producer. It is also obvious that even
the “single-sale’ article has more chance for success if it is
meritorious.

Character of Article.—The character of the article has
almost as much bearing on the advertising campaign as its
merit. Locomotives, however meritorious they may be,
cannot be advertised profitably in a general campaign,
because in any given miillion readers of general advertising
there would be too few possible purchasers of locomotives.
Such articles as these do not supply a neced of the general
public; therefore, they are advertised in trade or class cam-
paigns rather than in general ones. There are many articles
of a similar character for which no general campaign could
be made profitable.

Attractiveness of Package Goods.—Domino Sugar may not
be any better than ordinary white sugar, but its attractive
and convenient shape and the fact that it is sold only in
5-pound packages, gives it a distinctiveness that makes a
general campaign profitable. Uneeda Biscuit owes its suc-
cess largely to the convenient waterproof packaze that keeps
the crackers fresh and crisp and makes much handling of the
crackers unneccessary, A great many staple goods have
thus been transformed into successful ** package goods.”
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GENERAL ADVERTISING METHODS

Sampling.—The giving away of samples is one of the best
methods of general advertising. When the housewife has
tried the sample cake of the new soap or the free package of
breakfast food, she has received a more definite impression
than much advertising of other kinds would give.

There are various ways of sampling. The advertisement
may offer a free sample, or offer to send it on condition
that the inquirer will give the name of his grocer, druggist,
etc. Samples may be left at residences oy distributers
employed for that purpose. They may be given out at the
retailer’s store, either by his clerks or by a demonstrator
working in the interests of the advertiser. Manufacturers
of foods for babies and invalids leave ample supplies of
samples with physicians in order that they may give them
to their patients. Some advertisers procure mailing lists of
probable consumers and send samples direct without waiting
for any request to be made. Sometimes this plan is more
effective than sending an expensive booklet, though the
booklet and sample often support each other.

Srecial Window Displays.—Window displaying is often
an important factor of the general advertising plan, When
the advertising is being concentrated in a town, when a
demonstration is going on in the store, or when samples
are being distributed throughout the surrounding territory,
a special window display of the advertised goods is helpful.
If the advertising department has provided the proper
material, the company’s traveling salesman can easily
arrange an attractive window display for the retailer.

Demonstrations.—Demonstrating is another highly effec-
tive method of general advertising. The H. J. Heinz Com-
pany has attractive women demonstrators that go from
city to city, giving demonstrations in the larger grocery
stores. The demonstrator courteously invites customers to
sample the various food products and calls attention to cer-
tain ones. While her first object is to get the attention of
the patrons and induce them to taste the products, the
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demonstrator is always ready to make a sale, and as a rule
sells enough to pay the expense of the demonstration.

The Natural Food Company, manufacturers of Shredded
Wheat, at many different points in the country, particularly
at expositions, operates miniature plants that show how the
company’'s products are prepared. Unique sandwiches
made of their triscuits are given away.

A great many general advertisers arrange for demonstra-
tions in leading department stores, where, on account of the
large crowd of buyers, demonstration is of unusual value.
Corsets, hair curlers, rain coats, combination couches and
beds, teas and coffees, silver polish, and a long list of other
advertised articles have been demonstrated successfully.

The sampling idea can sometimes be carried on well in
connection with a demonstration; and souvenirs or booklets
may be given away at demonstrations to good advantage.

The advertisers of the Seven Sutherland Sisters’ hair
grower have carried on a novel combination window display
and demonstration. One of the ‘‘sisters™ sits in a show
window with her back to the street, he- very long and beauti-
ful hair more than reaching down to the {loor of the window
and attracting much attention. In the store another woman
with beautiful hair carries on the sale of the hair grower.

The Regal Shoe Company operated a buzz saw in the
windows of their stores, sawing up the shoes of various
manufacturers and some of their own, so that the difference
in material and construction could be plainly seen. These
demonstrations invariably attracted large crowds, It is
worthy of note that window displays that show something
in motion attract the most people.

Demonstrations are by no means confined to the articles
mentioned. Gas ranges and many other articles of the
larger and higher-priced class may be advertised cffectively
by means of demonstrations.

GETTING THE RETAILER'S COOPERATION

It will do little or no good for the advertiser with an
appropriation of moderate size to create interest in his goods
if he fails to get the cooperation of the retailers. Ie may
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warn consumers to ‘‘Insist on getting Cook’s,” or to “Refuse
all substitutes,” but unless he has the retailer's good -will
and has his goods easily accessible to the consumer, the force
of the advertising will be considerably lessened. The
retailer has a close personal relation with his customers,
and his advice as to what is a good article and what is not
carries great weight,

Advertising Locally.—If the advertiser agrees to do a cer-
tain amount of advertising in the local newspapers or cars,
and io publish the name of the retailer as his local agent
or as one of his local agents, the retailer will be interested,
for he knows that the advertising will produce some business,
A retailer is not averse to getting a little publicity for his
store. It is a good idea to take around a proof sheet of all
the attractive advertisements to be used in the campaign,
so that the retailer can see just what is going to be done.
These proofs of the advertisement and the contracts with
the local publishers have greater effect than a mere state-
ment of what is to be done. Showing proofs of the com-
pany’s general advertisements is a good idea even when no
local advertising is done,

Agreements with retailers as to local advertising are of
various kinds, Some concerns agree to do 8200 worth of
advertising in a town if the druggist they select as thejr local
agent will place a first order for $200 worth of goods; and
so on