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THE ADVERTISING BUSINESS

trap maker’s door unless they know he has made
a better mouse trap and has a stock for sale at a
price they can pay.

PEOPLE don’t make a beaten path to the mouse-

That is what the advertising business is all about.
Mousetraps and pig iron, automobiles and breakfast
foods are useless if people remain in ignorance of
their existence and unaware of how they may be used.
Advertising serves the man who produces, by enabling
him to dispose of his goods, and the man who con-
sumes, by telling him what is available to add to his
satisfactions in life.

The question is sometimes asked — and not only by
persons with queer economic ideas — “why adver-
tise?” The answer can be given by drawing three
circles: a big one, a smaller one inside it, and a smaller
inside that. The little circle indicates the number of
prospects that can be met personally by the sales force,
the next larger shows the wider group that can be
reached by a well-built mailing list, while the outer
circle shows the extent to which prospects can be
canvassed by advertising in its various forms of
publication and display.

One of the first positive rules is that advertising is an
investment, not a speculation. Gambles in advertising,
followed by disappointment and retrenchment, are
wasteful. They upset the economic equilibrium. They
give business that air of starts and stops so well sum-
med up in the terse telegram of the conductor of the
often-derailed train: “Off again, on again, gone again:
Finnegan.”

Another rule is that advertising is fruitless if the
advertiser does not offer something which will gen-
uinely serve some human want.

The third rule is not to expect overwhelming returns
in the way of sales from the first ad or two. Advertising
does not work that way. It deposits in the mental
storehouse of the prospect impression after impres-
sion until he has a well-defined picture of the product
and the service it will perform for him.

And, last but not least in this small list of principles,
the business executive is headed for disappointment if
he satisfies his ego merely by matching the compe-
titor’s advertising appropriation dollar for dollar, or
even by topping it. Not the size of the appropriation,
but the quality of advertising is important. Every
campaign should be tailored to the needs and to show
off the advantages of the particular business concern.
A follow-my-leader campaign is an evidence of lack
of originality and initiative.

Think of the Customer

It does not do, in these days, to concentrate upon
techniques to the exclusion of thought about the con-
sumer. It is the customer who puts the goods to use.
He pays the wages and expenses from the first stroke
made in harvesting a natural resource to the final
stroke of the pen by which a purchaser contracts for
the finished product.

How is advertising useful to the consumer? Well, it
keeps him informed. Whether the advertisement be
one of the mammoth billboards, a catalogue, a full
page newspaper spread, or one of the tiny items in the
miles of classified ads, it should be designed and
written to tell people about something they may want
to buy, not about something the advertiser wants
to sell.

Most of us are specialists, producing nothing which
we ourselves use. In our capacity as specialists we may
not need anyone to help us, but in our sphere as con-
sumers we need to be told what is available for our
use, how good it is, and how we can obtain it.

We said that advertising works for the consumer as
well as for the advertiser: it also works for the com-
munity. It helps stabilize industry and employment:
it emphasizes quality, which is certainly a community
service: and it is a factor in competition, which helps
keep prices within bounds.






