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THE AD THAT SELLS THINGS 
FOR THE LOCAL RETAILER 

A LL my business· 1!ife I have spent 
more money for advertising when
ever a business slump came along 

than in normal times; and if I didn't 
get ahead in the race, I kept from 
slipping back and was in a condition 
to shoot ahead of my competitors the 
moment conditions changed. 

Cyrus H. K. Curtis 

A few siinple, easily understood 
principles underlie the writing of ef
fective advertising copy and its suc
cessful display in a newspaper. Yet 
these principles do not seem to be 
understood-do not, in fact, seem to 
be known-by a very great majority 
of retailer.s who advertise. Because of 
this fact, it is the puI)pose of this 
bu1letin to set forth in simple terms a 
few rules which may serve to guide 
the writer of advertising copy in the 
pr~paration of "ads" with more selling 
power. , 

Of the principles involved in d
fective advertising writing, five are out
standh1g. Condensed into one formula, 
they may be presented thus: 

The advertisement-. 
must be seen 
must be read 
must be believed 
must meet desire alrea<ly ex

is·tent or create desire 
must move to action. 

The merchant who can write adver
tising which will be read and believed 
and which will meet or create desire 
and then move to action, and, in addi
tion, which can be dispfayed by the 
printer's art in such a way that it can
not escape being seen by the newspa
per reader is sure to reaip rich results 
trom his advertising effort. Merchants 
can write that kind of advertising be
cause merchants do write that kind 
of advertising. After all, it is simply 
a matter ·of giving the subject a little 
careful study, a matter of examining 
typical advertisements of the kind ex
perience has shown to be effective in 
large measure, and, then, of contrast
ing these with advertisements of a 
weaker sort. 

An advertisement of the kind that 
"gets reslilts" and gets large results 
is, therefore, presented herewith. It 
is true, this advertisement was taken 
ft om a large city daily paper, and is 
the ou~put of a large city concern. 
That, however, need not be counted 
against it. It is the kind of an ad that 
sells goods; experience has demon
strated that fact over and over again. 
That is why it is the kind of advertis
ing made use of so persistently by 
large advertisers, by business concerns 

which regard the advertisement as a ally sound principles, it will sell goods 
salesman and which employ good ads and build success in the small town 
as they employ good salesmen. It is just as surely as· it will build, and has 
the kind of advertisement which builds built, success in the large city. Herc 
success, and, being founded on basic- it is: 
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Now is this advertisement one which 
embodies the principles which have 
been named? Will it be seen, read, 
and believed? 1Will it meet and create 
desire, and will' it move to action? 
The answer to all of these questions 
is, yes. 

Such an Ad Easily Seen 
As it was printed, it could not es

cape being seen. It occupied six full 
columns on a newspaper page of seven 
columns. It was, therefore, on a page 
containing news, a page which a news
paper reader would at least look at in 
order that he, or she, might miss noth
ing of importance in the recorded day's 
events or happenings. Besides, it was 
so illustrated and arranged that the 
eye of an ordinarily curious newspa.pcr 
reader could hardly overlook it even 
with intention to do so. 

It met, again, the second of the 
principles laid down. It would be 
read, because it was newsy. An April 
advertisement, it announced an "event" 
at a time when events of the kind arc 
always of concern to women. When 
April comes, women, laying aside their 
winter coats, are compelfod to take 
thought of garments to take the place 
of those which are to be discarded or 
stored away with moth halls in the 
cedar chest or elsewhere. This adver
tisement was, therefore, newsy. More
over it was interesting, because it con
tained information of moment to cverv 
feminine member of a family. It haci, 
thus, an interest of large appeal. It 
would even engage the attention of the 
male head of a family, who-usually, 
at 'least-foots the bills. Still further, 
it gave enough detail of information to 
answer the questions it would prompt 
in the mind of the reader. In this re
spect, it was specific. It showed pic
tures, actual pictures, of the garments 
offered for sale, and with the pictures 
were brief descriptions of the kinds of 
goods the garments were made of. 
Then, too, it gave prices, and prices of 
wide enough range to check with varied 
incomes. In short, this ad came about 
as near as advertising can to laying 
the goods advertised before the reader 
for inspection, an<l in courteous, sales
manlike fashion. 

It Creat<!s Confidence 
·Would such ;m advertisement be be

lieved? Why not? There is not a 
thing in it to awaken a shadow of 
suspicion. rt contained no bombastic 
superlatives as to the quality of the 
article• offered, no extravagant asser
tions as to slashed prices. It appealccl 
to the common sense and common 
knowledge of 1potential purchasers as 
to what constituted fair prices for 
goods of the kind described. It car-
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ried an atmosphere of candor and sin
cerity. It was convinci1ig, because de
scribing the garments and giving the 
prices, it showed that the advertiser 
was willing that the possible purchaser 
should make comparisons with the of
ferings of other merchants. That 
kind of thing carries conviction. 

This advertisement, furthermore, was 
designed to meet and create desire. It 
wonl<l meet the desire of the woman 
confronted with the necessity of pro
viding herself with a new coat or of, 
providing some member of her family 
with a garment of the kind. It would 
stimulate desire on the part of a 
woman hesitating over the prolJ!em of 
making the previous year's spring coat 
"<lo" through another season. It would 
create desire on the part of a woman 
"'hose pocketbook made no protests 
against invasion at the call for new 
spring coats. 

Such an advertisement, once more, 
would move to action, because it would 
help to hasten decision in .case of 
doubt. Being specific, it gave such 
facts as would crystalizc decision. It 
woiild heln the hesitant to know defi
nitely wha-t she could get and for how 

much. It would point out to the one 
already determined to buy where she 
might go to get what' she would like 
to have. Decision which precedes ac
tion is seldom made except on the 
basis of information, and this adver
tisement gave information so authori
tatively as to carry the conviction that 
it was based on solid facts; that it 
was fact. 

Attractive Typography Necessary 
Not only was this · advertisement 

sound as ·to content, it was attractively 
presented typographically. As a piece 
of printing it was of a high order of 
merit. It is characterized throughout. 
by simplicity, harmony, and balance, 
both in i'llustration, type, and arrange
ment. It is free from confusiori. 
Each unit stands out almost as a sep
arate ad. The effective us•e of white 
space produces that result. This also 
contributes to variety of a kind to hold 
the interest and attention once it has 
been engaged. 

Now the same kind of an advertise
ment can be written for a men's cloth
ing establishment, for a drygoods 
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Ii SPLENDIDV ALUE II 
ii II 
ii In the New Spring Styles H 
ii I~ 
i~ ii 
§~ You'll not have to wait until real spring weather to I :5 
§i ,ii buy your new Sprint Clothes. All the new styles are I I§ 

in now-Sqowing Suits and Top coats for men and 

boys , and Coats and Suits for misses and ladies :II 

And if you are looking ahead not only to the Spring 

but to next .year, you'll find these just the values 

you want-they are all-wool, well-tailored, and best 

of all they will wear. 

ii ii 
i~ NEW STYLES-BIG v AL u ES II 

That's the shortest discription we can give you of our 

new Spring Showing. There's lots more to say and I 
even more to see. I 

'' I W• "''""'to Mow you th• n•w Spring Cloth'8 I ;; 
~ i i right now and you will find there is economy for j ii 
§~ you in these offerings. ~§ 
:!- '!!: 
:"'! ~= 
=~ <!: =- ~= 

II Bratwisle & Entsberg !! 
~i i~ 
"
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MICORDS BROS., Inc. 
A Sale of Quality Foods 

CANDY DEPARTMENT SPECIALS 

Fresh Made Chocolate Molasses Chips, lb ••.•• 59c 
Fancy Jellies, tb ......... .49c J Fresh Made Chocoiate, H) ............ 49d 

BAKERY DEPARTMENT SPECIALS 
Fresh Made Jolly Rolls, each ,. .. 25c I Sweet Dourihnuts, dozen ........ 25c Tutti Fruittl Rolle, 2 for ......... 15c Fresh Made Toast, Tb ........... 30c 
Chocolate or Maple Eclairs, 6 for 30c French or Vienna Bread, 2 for· .... 170 

MEAT MARKET SPECIALS 

cH01cE{sirloin steak, lb ..... 22c I p·icn"ic Hams Fancy l4 STEER Porterhouse, lb ...... 30c Smoked, lb C BEEF Rump Roast, lb ...... 25c Fresh Veal Stew, lb ......... 12Y2c Michaud'• P.ure Lard, No. 5 Pail .. BOc Fresh Made Hamburger, lb ... 12Y2 c 

FRESH FRUIT AND VEGETABLES 

Fresh Mushrooms, lb • 53c Fresh Asparagus, Bunch 15c Fancy Radlsh~s, bunch ......... 10c Table Celery, bunch ......... , ,,25c Large Head L ttuce .... , ....... 10c Large Navel Oranges, doz. ..... 59c 
Fancy Sunklsf ,_emons, dozen ••• 29c Russet Grapefruit, 3 for ••••••••. 25c: Fancy Banan. dozen ..... 40c, 50c Winesap Apples, 10 lbs .......... 75c 

EXTRA SPECIALS 

TEA GARDEN PRESERVES 1 ~:~~~~:~;y .......... (Pound Jar 43c 
TEA GARDEN PRESERVESJ~~:~~;~;y ......... f Pound Jar 49c 
Lo k Cl b P J {Cherry, Strawberry, RasJ:!berry, Apricot, Pine-

C ey u ure ams apple, Peach, Loganberry 5 Tb $1 23 
and Blackberry • . . • . . . . . can • 

FLOUR ~r~:~t:,0~i"~~~~:t Sack $1., t Sack $1. 95, Sack $3.69 
Flour l ~1~:~~d;0c~a~~ ~;~k ·i~:~; I Baking Powder :S~~:~~~· 29c 
Butter, Fresh Creamery, lb ........ 49c TEA ~~~ft~hJ~re~~~oa~t Th ...... 72c 
Brick Cheese I~~~,!~ n;·~:::~::::~~~ 
' .eese, Full Cream, tb .•••• , •••••• ,28c TEAS;~~~:~~:~ .. ~~, ~.1 ~~.: ..• ,. 4 7 C 

Olive Oil fo~~.~r';:~· .~~~~~~'.. 54c COFFEE :~:"·~. 33c..... 3 i~~ 95c 
Olive Oil ~~.~~~: 1 ~0;j10~0::. $4.38 'COFFEE ~~~~~~sc.,., 3 1 ~~r, $1,25 
Pure Maple Syrup :,,~1'~~·. $3.051 French Vinegar ~;:·~~it'"' ... 27 c 
O'Cedar Oil ~:·~5 .. q~~'.: ....... 89c 1 New Raisins(~~~~f.d;.,P\',;'· .:::::::i~~ 
P &G Soap { 10 ears ........... s1cJHei'nz'sCatsup{sma11 ............ 1•c 

a • Box , , • , • , •, '" .• , .$5.!15 Large • •••• • .• • • .29c 

Jergen's Royal Palm Pure Toiiet Soap, $1 Value •. 12 Bars 79c 
FREE, 1 Bar Creme Oil Soap, with ~;,~~9~0~;0~~?; .. c;;;·:~~. 25c 
A · t An Gold tancy, 39 Asparagus Tips, Fancy, 35c 27,,. pnco s 45c can""'""""' c con tor"""""" .... 

Strawberries~~·~.~·.~~~~::. 34c Cut String Beans ~a~9 ~~':i' .... 14c 
Black Raspbmies, Fmv 29c Pork and Beans ;:nm~~~.w~'. .. lOc 
Sour Cberries·:~~te~ .. ~.~~· ... 27c Cut Beets, Idol, 18c Can for 15c 
Sweet Corn ~:~~:m,Fca•n~~ .... 20c Sweet Potatoes ~~"~~~"1or 14c 
Sweet Corn Minnesota Crosby, 9c Sweet Peas Owens, regular 20c 

can ••••.••••••••• , 25c can •...••••• • 

Tomatoes :S~d~~~0~ .:.~~~:: ••• 19c Sauerkraut :::'~". 1 ~~~~ ...... 14c 
Tomatoes ~~~v;~.~h~'.~~" ..... 11 c Stringless Beans ;~~~n~;~ ... l 5c 
SWEET PEAS, Our Fancy Sifted June, Regular Z5c Can for 19c 

slorc, a grocery, a pharmacy, or any 
other kind of a slore. With the cut 
services now available, with the dealer 
helps which may be had from whok
s<tlers and manufacturers, and with the 
printshop of up-to-date equipment such 
as !leady every town possesses these 
days, merchants anywhere should have 
little difficulty in adapting to their own 
needs, the principles embodied in this 
advertisement. 

Compare such an advertisement with 
the second ad shown, taken from a 
small town news·paper, the output plain-

ly of merchants who do not give l'nongh 
attention to their advertising. 

This advertisement might have some 
''pulling power." It would serve as 
an announcement that the firm had 
received its spring consignments 
which it was ready to show. It might. 
therefore, attract those who knew they 
would have fo buy. But it lacks the 
interest created hy specific information. 
It is like a news story which fails to give 
the details. J t might, in a measure, 
c1-eate interest. but offers nothing to 
bold that interest. It is,, thus, a ques-
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tion whether it would be read through. 
In short, it fails to tell what every 
potential buyer wishes to know, and 
by so much faJls short of effective ad
vertising. It leaves the whole business 
of meeting or creating de;:ire and of 
moving to action to the salesman who 
waits on a customer brought to the 
store by the ad, if the advertisement 
should have that effect even. It lays 
uo samples of the firm's wares before 
the person who "shops" through the 
medium of the newspa;per advertising 
columns; it is no more than a sign
board. It would serve as a guide for 
the person looking for a place to buy 
something whose need was already 
recognized, but it could scarcely serve 
as a reminder of needs, and certainly 
could do little to create desire or 
prompt· to action. Such advertising is 
far too common. It is very easy to 
prepare, but it doesn't sell things as 
advertising should. 

Mail Order Houses Use Same Kind 
If the local retailer wishes to make 

a further study of effective ads, he can 
find them in abundance in the city pa
pers, and he may rest assured that the 
same type of advertising will work as 
well in a weekly paper in his com
munity as in a daily paper in a city. 
If he wi;hes to study the subject still 
further, he may go with profit to the 
catalogs of that institution which he 
regards as his arch enemy-the mail
order house. The catalog of the mail
order house is a compendium of effec
tive advertising in all lines, And the 
advertising it contains is just of the 
kind which has been indicated here as 
being most effective, Tnte, the adver
t;sing in the mail-order catalog is not 
so attractively printed as the first 
ncW.!tpaper advertisement shown in this 
bulletin, but it gives the same kind of 
information-just the information a 
buyer asks a clerk in a store to give, 
which, not being given, leaves a sense 
of disappointment. The rctaikr, there
fore, may with profit take hints from 
the mail-order-house catalog. 

It sould be s,aicl that six-column ads 
on seven-column pages arc not, how
ever, necessary to get good results. 
Much smaller space may be used with 
corresponding effects, though, of course, 
one cannot put as much in a small 
s·pacc as in a large space: and, again, 
a small ad is not so likely to attract 
attention quickly as a large one. 

Herc, for example, is ta fair sample 
of a small hut effective type of ad 
from a small town weekly, a type of 
ad all too infreqnently found in local 
weeklies, though it is a kind of aclvc·r-
1 ising used with amazing results in the 
cities. The specimen offered might 
have been much improved in typog
raphy and arrangement, ancl even in 
content. 

This is advertising of a kind which 
brings results, 1 t brings re;iults be
cause it is store news, because it con
veys information of interest lo the 
housewife who has to keep her larder 
stocked and is daily confronted with 
the prohlcrn of buying at 1-casonah le 
prices and of providing variety for the 
family table. It not only teJI" her 
where she may get the things she 
knows she m·cds and at what prices, 
hut it contains suggestions as to things 
she might like to have to provide 
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variety. It has the effect of flashing 
before her eyes the advertiser's stock 
to let her make a selection. It saves 
her the necessity of going to the store 
and looking over the stock on the 
shelves or on display in basket or 
carton. It not only meets desire, there
fore, but it creates desire, and by so 
doing multiplies sales. Housewives 
soon get into the habit of using this 
kind of advertising as an aid in buying. 

The gist of the matter, then, is that 
it is not so much the amount of space 
one uses, though a generous-sized ad 
is more likely to be seen and read than 
a small one, but it is the content of 
the ad and its effective display in type. 

Good Ads a Permanent Asset 
Another factor in effective advertis

ing is repetition. The advertisement of 
the merchant, who each week has some
thing new&y and timely and interesting 
to tell the community very soon comes 
to be looked for by newspaper readers. 
It is read as news is read, regu
larly. It comes to be regarded not 
only as an interesting but as a profit
able feature of the paper. The adver
tisement of the persistent and careful 
advertiser, thus comes to have a cum
ulative value. It becomes a consid
erable asset in one's business, a per
manent investment. The occasional 
advertisement has no such added value. 
How Much to Spend in Advertising 
This suggests the question. of the 

amount of money a merchant ought 
to put into advertising. Successful 
merchants usually! set aside from z to 
3 per cent of returns from gross sales 
for advertising. Experience has taught 
them that to do so pays. A merchant 
opening up a new business, or entering 

• a new field, however, may very profit
ably spend a larger percentage at the 
outset. According to reports, John 
Wanamaker, the great Philadelphia 
merchant, when he started in a small 
way in the Quaker City, took some
thing like 75 1per cent of his first day's 
gross sales-$24-and with it pur
chased advertising space in the next 
day's daily papers. A merchant might 
very well exceed his allotment of 2 
or 3 per cent, also, in putting on some 
special "drive." On the average, how
ever, such a budget is safe and sound, 
if the advertising is of the kind that 
gets results-such advertising as that 
which has been considered with ap
proval in this bulletin. 

To get results, then, advertisements 
must be seen, read, and believed, and 
they must meet or create desire and 
move to action. They will be seen if 
they are large enough and are well pre
sented typogrnphically, and they will 
meet or create desire and move to ac
tion if they are packed with facts
facts-facts such as the potential pur
chaser always wishes to have, if they 
contain the ans,wers to those questions 
which a customer asks when he, or 
she, comes into the store. Confidence 
will be created increasingly by the 
tone of a merchant's advertising-its 
candidness and straight-forwardness 
-and as the advertisements are found 
to square with fulfilment in prac
tice. Superlatives and exaggerations do 
not count for so much in advertising as 
do frank, direct statements of the kind 
of goods offered, accurate descriptions 
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of the same, and fair prices. The news
paper reader seeks truth in advertising
facts and only facts-just as he, or she, 
seeks truth in news. 

ADVERTISING LINES 
TO BE WORKED IN MAY 

Every month has its special oppor
tunities for the advertiser. Among 
Ourselves some time ago printed a 
year's calendar of advertising, ar
ranged by months. Here is the Mav 
list somewhat enlarged. Attention to 
it ought to bring results: 

Dairy utensils.-Milk pails, cans, 
strainers and cooling tanks. 

Sprays for diseases of potatoes. Cop
per sulphate and lime, or prepared 
Bordeaux mixture. 

Sprays for potato bugs. · 
Lumber for building self-feeders for 

pigs. 
Kerosene .for fighting mites in poul

try houses. 
Purebred bulls for sale. 
White wash supplies,-lime, brushes, 

etc. 
Shearing equipment for sheep and 

care of wool. 
S•prays for apple and plum trees. 
Fireless cookers. 
Paris green and white arsenic for 

cutworm and gras·shopper control. 

FATHER HERBERT'S 
SON IN GOOD WORK 

l-1. H. Herbert, a son of "Father 
Herbert" who was one of the makers 
of the Minnesota Editorial Associa
tion and who died at University Farm 
only a few years ago while attending 
an annual meeting of the National Ed
itorial Association, is following in the 
footsteps of his father, promoting and 
fostering the profession of journalism 
as director of the School of Journal
ism in the University of Oklahoma at 
Norman. The students of his school 
recently won laurels for themselves by 
getting out a "Home Prosperity Edi
tion" of the El Reno American, El 
Reno, Okla. The edition was issued 
Sunday, March 4, and was the fruit 
of three days' work by advertising so
licitors, editors, copy-readers, and re
porters. It is a fine exam1Ple of good 
newspaper making, showing that the 
students of Mr. Herbert's school arc 
not only learning the theory but the 
practice of journalism. 

Public Has Changed 
"The American public has changed 

completely in the last ten years," says 
Lconarcl Dreyfuss, vice president of 
the United Advertising corporation, 
New York, in the Editor & Publisher, 
"especially since the advent of the 
automobile and the motion picture. 
We have become a nation of headline 
readers and the competition in the daily 
newspaper is terrifit. Advertising is 
of two kinds-eX!planatory and ex
clamatory. The first is the kind we 
find in the daily newspaper, the mag
azine, etc., and the second is the out
door advertising, streetcar advertising, 
etc. The newspaper is the medium for 
the day by day copy and a most vital 
thing which is not to be questioned." 

Why One Man Failed 

It is worth while now and then to 
take stock of the failure. To do so 
may give one warning as to policies 
or practices which may undermine 
one's own business. One of the fail
ure's in the printing business tells why 
he failed, in the Inland Printer for 
March. He gives four reasons: 

The feeling that he was just 
about the best ever, because he had 
a newly equipped shop, and that 
business would just naturnlly flow 
his way without his going after it. 

The assum,ptiun that !le ancl his 
shop were always right <tnd the 
customer wrong. 

Failure to get out and hu$tle for 
busines;s in person. 

:wasting time trying to devise. 
some scheme which would mak~ a 
barrel of money for him-some 
specialty or advertising stunt. 
The foregoing is just a taste of what 

this man has to say. It would be 
worth one's while to read the whole 
article. 

A Policy That Won Success 

Harvey J. and Harry G. Kahle, twin 
sons of a Mount Morris, Illinois, car
pet weaver, who a few years ago 
started a small print shop which has 
now grown to a plant doing a million 
dollars worth of business every year, 
attribute their success-

To a cons;tant desire to give 
service at all times-to give a cus
tomer what he wants, when and 
where he wants it. 

Have you ever followed up your 
printing jobs, to see whether they did 
the business for which the purchaser 
intended them? For example, your 
bank may have had you print some 
direct mail advertising-material to be 
sent through the mail to possible 
patrons·. Did you ever. make inquiry 
tq see whether the bank felt satisfied 
with the results and whether your 
handling of the job composition was 
responsible for success or failure? 
Have you made a practice of follow
ing up all such work? A writer in 
the Inland Printer says he does that 
kind of thing and that it enables him 
to give better service to printing 
patrons. Certainly that is one way to 
find out more about the business of 
doing effective printing. 

l'aul Dutcher's column of facts about 
the city of Brookings, S. D., which has 
been running weekly in the Brookings 
Register for 25 years, has suggested 
similar features for other South Da
kota paipers and the idea is being used 
with good effect. It is a good idea 
and should be tried by Minnesota 
papers. 


	00000001
	00000002
	00000003
	00000004
	Blank Page

