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Is advertising paying in Knoxville?

Not all Knoxville advertisers have the same optiﬁistic
view as to the returns from use of advertising space; on the
contrary, some local merchants frankly admit that they are
forced to advertise because their competitors do, -~ they ad
vertise in a spirit of self-defense, Certain it is that this
neutral 1f not negative attitude, will do much to break down
the growth of creative advertising locally, and advertising
will tend to become display or poster-style publicity.

Very few local merchants have taken the time or trouble
to really determing/if their space is producin: results as
it should. In fact, most local merchants erpheatically assert
that there is no way to determine results. Some firms admit
that merchants conducting special sales are able to compare
the increase iﬁ volume with the average volume, and so de-
termine, in some measure, the results obtained. Some of the
bigsest advertising men in the city insist, on the other hand,
that resul ts can be determined, if the merchant will only
zive somé time and thought to the matter. If a merchant en-
Ploys a salesman who wastes the firm's time, he will soon
discharge him. Yet e keeps his advertising space, often his
best salesman, when he is confident it is unproductive or
removes the advertisement through ignorance when it, in reali-
ty, is working well. The merchant who makes no effort to de-

texrine re71.93 12 neither fair to himself, to his customers,



nor to the newspavers in which the advertisement appears,

There are four ways in which merchants can determine
the results from their advertising.

One of the best methods is followed by those firms ad-
vertising special sales. A close account is kept of the
volume of sales for several days preceding the sale. The ad-
vertisement is inserted in selected mediums and a careful re;
cord of the receipts for the day of the sale is kept. By con-
paring this record with the record for the total sales of the
days preceding, fairly accurnte information is gotten rela-
tive to the productivity of that advertisement.

A second method followed locally is to announce in the
advertisement that all who visit the store and ask for a cer-
tain article will bve gziven it free of charge. By keeping a
record of the number of inquiries the firm can draw conclus-
ion= as to whether the advertisement is paying or not.

A third method often employed is to have the customer
clip the advertisement from the paper and bring it to the.
store, The advertisement is allowed as a certain per cent.
on the purchase price of the article.

A fourth method followed locally is to conduct 2 guess-
inz contest through the newspapers. The merchant offers a
cash prize to the readers of the paper who can either "find

the missing word"in his advertisement or submit the best-



verse about his product. The number of replies received and
the popular enthusiasi indicate the effectiveness of this
method in determining how many people are reading Knoxville
advertising.

It has “een the custom of Knoxville's most progressive
advertisers to set aside at the beginning of the fiscal year
a definite per cent. of the total receipts, for advertising
purposes baéed on the total sales for the year previous, ’iFor
example, we find that local clothiers appropriate about two
per cent. of the total receipts for adveftising; fugﬁiture
firms three per cent.; automobile tire firms, two per cent.;
automobile dealers four per cent.; and large department stores
vetween four and five per cent.; depending upon the size of
the store. Obviously this method of setting aside a definite
amount to be spent for publicity is a good one and al though
the appropriation is frequently exceeded, the growing popu-
larity of the plan gives every evidence of its effectiveness,

A prevailing misconception among advertisers is the
idea that an increase in appropriation will in all cases be
accompanied by an increase in volume of business. It nust
be remembered that business success is dependent upon a nun-
Ber of factors. From the advertising standpoint, Judicious
choice of medium, as well as generous appropriation must be
considered, but often, when both of these are present, poor
business conditions will break down their effectiveness. To

illustrate: A local merchant appropriated three-fourths o™



one per cert. n- the to*tal sales for advertising purposes,

In thigt year the volume of husiness was very sratifying. Fir-
ed with the hope that by increasing his appropriation he = Zat
also incresse his business, the iiercliant then appropriated
three per cent. but, to ''is disappointient, business decreas-
ed far helow that of the previous year. It is evident thet
sore external factors were present, certainly the results ob-
tained azre hard’y traceable to the appropriation.

On the whole, we may conclude that if advertising is not
payines in Krioxville it must be due in injudicious choice of
mediums, spasmodic use of space, or to faulty construction of
the advertisement, each of which will be considered in the fok
lowing pages. Certainly poor returns are not due entirely to
restricted appropriation.

Advertisers in general may be classified according as
their goods are distributed to national, regional or local
markets. Manufacturers producing goods for national distri-
bution use largely the so-called "national® mediums, such aé
magazines and trade jowrnals with a national circulation, |
There is, however, another group of mediums used by manu-
facturers, namely: bill boards and street car advertisements.
These mediuns, althongh "ey appeal to = particular community
are “istributed by a national geéncy and are used by manu-
facturers in tlieir national advertising campaigns. Since

the purely local mediums, =uch as newspapers, regional tiade



journals, and university publications, are resiricted to a
enall area, manufacturers rarely use zpace in them. On
those occasions when national srafacturers do use space in
loczl mediums the advertisement tankes the forn of a small-
spuce publicity advertisement, i, e. a small advertistiielll
whici contains litile but the firm name, or trade mark of
the manufacturer, Buch an advertisement is usually a gift
to the newspaper, and is rarely based upon productivity.
There 13, however, a =slicht amount of good-will received by
the advertiscer from such a polic&, and this is, pernaps, the
only jus*ificeaticrn “or the use of sprce in newspmners by manu-
facturers. v
Knoxville manufacturers producing for national distri-
tution are user= of naticnal *:rade journals, and, to a alight
extent, of national magazines, PFor a number of years Knox
EKnit Hosiery has been advertised in national magazines in am
effort to create a demand fpr the product among consumers,
Sirice the producti appeals primarily to an irndividual taste,
the use of national magazines is 2 wise policy; but for most
of the other Knoxville manufacturers who sell direct to the
Jebbers or to éthér manufacturers, national trade journals
eré¢ the best mediums. These firms rarely use the local medi-
ums, ©uch as newgpapers and university publications and are

but slight voeos of street car and bill Yoard space,



Knoxville wholesalers and jobbers generally confine
treir usc of space to the various trade journals ind county
papers, - the mediums that are most widely read in the terri--
tory they supply. While an occasional issue of the daily
vapers ~ontains an advertisement of a wholesale firm, suci =
firm does not rely very much on the effectivencss of the
gpzce used, ut uses it for "educational® publici ty.

S8ince our study is primarily a local one, the discus-
sion from: now on will be confined to the advertising problemns
£ the Knoxville retailers =nd of these manufacturers who
produce gcods for regional distribution.

For the purposes of this discusgion, mediums can Le
classified into, First, publ ications, Secord, bill-boards and
street c2r 2dvertisements, There are two kinds of publications,
-- commercial, and non-commercial. BSince the newspapers are
the most promirent commercial mediums, they will be congider-
ed first.

Knoxville surports two daily newspapers, an evening an
a morning paper. The Journal and Tribune, the morning paper,
has a daily circulation of some twenty thousand copies, a
large number of which reach the various small towns adjacent
to Knoxville. While the Journal is somewhat handicapped by
the current prejudice in favor of the evening paper over the
morning paper as an advertising mediun, 1t.has, nevertheless,

a splendid rural circulation, and a first-class adveriising



policy, which tend to put the paper on a very high plane in
many respects,

The Knoxville Sentinel, the evening paper, is also owi-
e¢ and puvti-Led Jocally. This paper has a slichtly larger
tocal circulaztion than the Journal, but a =lightly smaller
rural circulation. By virtue of ite increased local circu-
lation and the added fact that it iz an evening p2per, the
Sentirel carries al. present, tl.e preponderance of the local
advertising. Cor siderable discussion has arisen as to which
of the two papers is the better advertisins nedium, {fhe
provlem of selectings either the morning or the evening p:=per
 has always been ~ perplexing question, but it is safe to say
fror irformation locally obtained, that the selection of one
or the other should cepend upon the article advertised, TFor
firne advertising such articles 28 men's wear and sporting
soods, the evening paper is, perhaps, superior, =ince it is
read &t leisur:z v ren, On *‘he other hand, firms advertis-
ing wonien's wear =2nd household goods tenc to use the morn-
ing paper, since it is in the home throughout the day, and
ie more likely to be read by women than the evening paver,
It ims, rowever, empirical to assume that this fact alone
accounts for the preponderance of gpace placed in ke cven-
ir 5 paper. TFavorable rates, extent of local circulati~n,
er.d favora¥le time of issue, may all be regarded as note-

worthy factors in determining the use of non-use of s meditim..”



The Appalachisn Trade Journal is a monthly publication -
which serves as the official organ of fie Appalcchian Coal
Tealere! Association, the ¥rnoxville Automobile Club, and of
Va?i:ué Lumber Associations in the Appaliachian District., Al-
though the circulation of the Trade Journal is rather small,
it may ve snid that from the standpoint of quality of cir-
culatinr, “kis paper =tands out above 2ll other local mediums.
Because oi its connection wvith the Coal Dealers, it becomes
2 good medium for advertisements of mining machinery Ifirms;
its Automio=ile Club eubscription list brings the paper much
autorobile accessory copy, and in its capacity as oifficial
orzan of the Lumber Associations, it is a good medium for
all manufactured goods that are capable of being used by
lumber combdaniez mnd their employees, On the subscription
1list of the Trade Journal there are eighity-three men who
collectively purchase fifty million dollars' worth of goods
annually for their comnissary stores in the Appalachian
region. Truly we ray conclude that the Appsalachian Trade
Journal is = medium admirsbly adapted for the advertisins
of thoZe {irms who are in 2 position to supply the Appa-
lachian territory.

Non-comiercisl mediums may be briefly defined zs those
Mmediume whicl contzin advertisements placed by the merchants

in an effort ‘o retain the good-will of the customers already



secured, rather than in an effort to attract new business.
The best exarples of non-comicrcial mediums are university
#1d kigh schonl publications, in which the merchant agrees
to buy space, rather than risk the possible hostility of
the students =nd their friends,

The "Orange and "hite", and "Uriversity of Tennessee
Mzgazine", the "Tennessee Farmer", =nd fthe "Volunteer" are
p1sl ications of the students of the University, each carry-
ing a certain amount of advertising matter., Judging from
the standpoint of frequency of issue, and effectiveness of
presentation, the "Orange and White", the weekly paper, is
perhaps the best University medium,

For those merchants who cater to student trade, space
ir the various student publications is probably worth its
cost, even if the advertisement is merely a reminder, and
does not try to educate the reader, Clothiers, druggists,
proprietors of barber shops, florists and theater managers
are perhaps the largest users of space in university mediums,
and it is generally conceded that for these firms at least
space used in the above named publications has many advanta-
ges, and should be worth its cost,

The "Tennessee Farmer" is a monthly farm journal pub-
lished by the Agricultural Club of the University. It has

at present the largest circulation of the local University
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mediums, the most of its subscribers living in_the agricul-
tural districte ol the State. Due to its preferred circu-
lstion, it is a good medium for manufacturers of farm machin-
ery, fertilizer, feeds, et cetera., It is, from rmany stand-
poirts, *he best medium published by the University students.

In addition to the various University publications,
Knoxville also supports the "Knoxville !'igh School Voice",
an? the Central High School "Sequoia", respectively the month-
ly and annual publications of those schools. It is rather
doubtful if these High School publications can be consider-
ed as first-class advertising mediums. It is 2t least true
that the merchants themselves do not consider spice in these
puclicatior=, and, for that matter, in some university publi-
cations, good investments, but rather, good-will offerin:s
in appreciation for business received.

The purpose of the street car adverticements is to re-
mind, and not to educate. 8ince the space allottz! is so
small, t*the appeal :ust be presented quickly and forcibly ir
such a way as to provoke an immediate respons8. It may le
observed. tliat the value of the street car advertisement is
appreciated by many fi~»s, and such “dvertisementes are used
to advertise nearly every knowa article. The best usz of
street car advertisements is in the advertisins of small,

chea? articles which can be aqrickly purchased, The best
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examples of this are seen in the advertiscmentn of Spearmint

Gua, Life-Savers (mints), ~nd Tuxedo Tobacco. On the other

hand, there seems to be 1it*12 justification for = ntreet

car advertisement of an undertaking parlor., The services of
such a firm are rarely required, and it is doubtful if the
returns from the advertisements are sufficient to justify ex-
pense,

The chief objection to bill-board advertising is, First,
te heavy expense entailed., Bill-boards are only effective
if they are erected in some prominent place, Rentals for
such places are usually high with. the result that with the
added cost of lithographin: the poster on the board becomes
e considerablelitem of expense, Another objection to bill-
board advertising lies in the fact tﬁat it appeals indiscri-
minately to all passers-by, 2nd not especially to the class
most likely to purchase. In this respect bill-boards re-
gsemble newspavers, "ut the newspapers have the advantage of
the news element to draw the attention of the reader; the
proximity of the advertisement to the news matter will of-
ten be the means of =mttracting the attention to the 2dver-
tisement.

St mueh for our description of local mediuns. Tie
nexy point for consideration im the selection of the nedium
i=z the subject of rates cliarsed.

Mzny merchesn+s, when forced to reduce expenses have

fallen in the habit of either reducing the advertising appro-
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priation, or placines their advertising ih the medium which
offers the " owest rates, regardless of the qualilications
of that wmediwn., It would be éuine natural for s merchant o
be rather suspicious of a mian who applied for .a position at
o figure much under the average w: e for such a position,
yet that same merchant will willingly place his advertising
in the medium that has the lowest rates, feeling sure that
he haes beaten *te advertisi - ran at his own game. An ad-
vertisiement may be the biggest and Lest salesman a firm
poauserses, and money should be no consideration as long as
the advertisement is producing results commensurates with
the amount of money expended. The criterion of good adver-
tising should not be low first co=y, tut rather producti-
et

Until & few years ago, newspapers were in the habit
of charging 2 flat rate for space in their coliurns. As can
o¢ sf?en, such an arrangement pro-ci very expensive to users
of large space, »nd the papers bvegan to suffer from the de-
crease in volume of space purchased, Consequently = slid-
ing scale system has been instituted whicl reduces the rates,
with the increase in the amount of space and 1n'LLe number
of insertions., There are two kinds of contracts for-news-
paper cspace, PFirst, contracts vhere *the gpace is to be used
av will Ly the iterctant throughout the year, and, Becond,
contracts lor he use of a minluum amount of space at regular

intervals. The paper finds i{ advantageous to have a
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minimuy space contract, gince such a plan obviates the pos-
#ibility of the paper being overlorced at certain seasons,
ancd empty at others,

The contracts mentioned above =re¢ used only by the
local newspapers. The Appalachian Trade Journal lias a flat
rate to all users ol space in the absence of contrict. When
the contract is for over six months, there is a reduction
of five cents per inch granted. All such "q;splay" ¥y
"open-sbace" advertisements, both in the Trade Journal and
the daily newspapers sell by the inch, as contracting with
the "line" rate of the classified or want adveriisements,

Classified advertisements may be divided into two
groups: First, want advertisements, and, Second, display
advertisements on the want advertisement page. "Lost and
Found" notices, "Help Wanted" and "For Sale" items are good
examples of simple want advertisements. These advertise-
ments aell by the line with the rates varyins according to
the number of insertions. An increased charge is made by
the line for non-payment within five days.

Display advertisements on the want advertisement page
2re generally advertisements of.buildings and farms, used
cars, and "for salé® notices in large type. These dieplay
advertisements are sold by the ii1ch, as contracted with

the line rate of the want advertisement. Rates for display
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advertisements on the want advertisement page are somewhat
higher than rates for display édvertisements appearing else-
where in the paper, due to the fact that such display adver-
tisements are generally small in number, and have to make up
the deficit ircurred by the cheaper want advertisements.

Rates for foreign or national advertisinz in news-
papers differ in many respects from the rates for local ad-
vertising., One difference lies in the fact that whereas loc-
al zdvertising is sold by the inch, foreign advertising is
sold by what is known as the "agate" line, the agate line
running fourteen lines to the inch, as contrasted with the
ten lines per inch of the ordinary seven point reading type.
There is also a sliding scale in foreign advertising, the
rates decreasing with an increase in the number of lines
used, It is significant that the lowest rate for national
or foreign advertising is still somewhat higher than the
lowest rate for local advertising.

While the Appalachian Trade Journal carries no adver-
tising page, it has, however, a form of display advertisement
known as. the "open-reading" advertisement, This advertise-
menyv 1is sold by the line, and is placed in heavy black type
at the foot of a column of reading matter. There is a slid-
ing scale rate system used for these advertisements also,
but open-reading advertisements are run at will by the paper

until the number of lines contracted for is exhausted, The
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Appalachian Trade Journal does "run" an occzsional want ad-
vertisement, but these advertisements are inserted at random,
as contrasted with the classified page of the newspapers and
sell by the inch, as contristed with the tine rate of the
dailies,

So much for ratés, The volume of advertising busi-
ness done by local advertising mediums is dependent upon
three things.. Tﬁe first factor regulating the volume of
business is the season of the year.

Advertising in Knoxville is, to some extent, seasonal.
For example, local clothing firms find that their tiggest
usage of space comes in the fall, in the spring, and at
Christias time, Jewelry firms Maiv~e their bizgest seasons
at Christmas and in the spring; automobile dealers are lar-
gest users of newspaper space in the spring and in the early
summaer, while furniture retailers do a steady amount of ad-
vertising during the year.

Obviously, with the demand for space varying with dif-
ferent seasons of the year, the newspapers would be under a
great disadvantage were it not for two levelling factors.

In the first place, we find that whereas the amount of

space used by clothing firms is slight in the summer months,
the amount used by ice companies and druggists is increas-

ed; the variation in the total amount of space is very slight.

The second levelling factor lies in the existence of the
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mirimum space contract. While this form of contract will
be described in some detail later, it may be briefly stat-
ed that a2 minimum space contract imposes on the advertiser
the obligation to use so much space daily for a certi#in
length of time. This, Lo some extent, obviates the pos-
si:ility_of the paper being empty 2t certain seasons and
overloaded at others,

A second factor regulating the volume of advertising
business is the.day.of tle week, Considerable discussion
has always arisen concerning the best day of the week on
wvhich to advertise. It may be said that it depends, first,
upon the article advertised, and, second, the group of cus-
tomers appezl=d to. To reach those living out of town, the
advertising of a Saturday special sale in the papers of
Thursday, is customary, although the distance from the city
is an important factor in determining the papper day for
the advertisement to appear. Market Square firms do their
biggest volume of business on Saturday, due to the fact
that their customers are largely from the rural districts,
and congregate near the market., The Gay Street firms, on the
other hand; are largely dependent upon residents of the city
for their trade, and hence are little affected by any par-
ticular day of the week. For example, the Spence Shoe Com-
pany has found that Friday is their biggest day. The ad-

veriising manager of this store has also noted that men buy
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shoes when needed, while women buy on pretty days, and ex-
pPlains the difference by saying that men buy for utility,
women for show, No definite rules have been formulated, how-
ever, which can be used as a guide in determining the best
day on which to advertise.

A third factor which determines the volume of business
to be done is the special edition., To increase the amount
of advertising above that which is secured in the routine of
business, the local newspapere have issued special advertis-
ing editions, some of them containing unique features, Both
local papers, for example, publish an annual automobile edi-
tion of some twenty pages, filled from first to last with ad-
vertising of agents for various models of automobiles, of
tire firms, and dealers in automobile accessories, Follow-
ing this comes the fashion number, the Greater Knoxville edi-
tion, spring issue, the better homes edition, and many other
special issues which undoubtedly bring revenue to the papers,
but which, nevertheless tend to provoke the merchant who is
constantly solicited for space, since he does not consider
the advertising placed in such issues productive,

A series of very novel specialty advertisements were
recently printed by one of the local papers, A motion pic-
ture actress of national fame appeared in person at one of
the local theaters. On the day of her arrival, this paper

appeared with a small section filled with advertisements of
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local firms, each welcoming the actress to the city, and fur-
ther announcing that she would do her spring shopping in their
store, arriving there at such and such a time., The issue of
the following morning, contained, in the news columns, the im-
pressions of the distinguished guest concerning the store
which she had visited, These impressions were written by the
proprietors of the stores or by their advertising managers.,

Certainly the plan was very novel and the specialty
writer instituting it is to be congratulated for his origi-
nality, but there is a growing feeling among local advertisere
that the "breaking point" in special editiqns has just about
been reached, Spasmodic advertising has never brought, and
never will bring, thé best results to a firm; consistent and
thoughtful use of space in strictly first-class mediums is,
in the long run, the only wise policy to follow. When, final-
ly, the appropriation for advertising is exhausted, the ad-
vertising manager has something to show for his efforts, some-
thing tangible to represent the money expended,

We will now consider the subject of advertising from
the standpoint of solicitation. v’f

Local salesmen of advertising héve found that the small
advertisers generally prefer to have the solicitor write
their advertisements for them for the two-fold reason: First,
because they kmow little of advertisement writing, and second,

they repose special confidence in the abilities of the news-
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paper men, Such a "blind faith" is, of course, flattering
to the advertising men, but it is rather doubtful if the best
results can be accomplished by these methods. It is diffi-
cult for the newspaper solicitor to absorb much of the
"spirit of the firm" whose merchandise is to be advertised,
gince the quantity of such advertisements to be written is
large, and the time allotted is usually short. However, this
is not a necessary function of the solicitor,

Salesmen of-advertising for local mediums solicit ad-
vertising in three ways: First, by personal solicitation;
Becond, by self-advertising; and Third, by personal and form
letters., All local newspaper men agree that personal solici-
tation is the most effective method of securing advertising
contracts, Personal and form letters are considered the
next best, since they are the nearest approach to personal
solicitation, and self-advertising is generally considered
the least effective of the three. The Knoxville Sentinel
is perhaps the strongest devotee of the self-advertising
method, 8Such slogans as, "When you see it in the Sentinel,
it's s0", "Sentinel Want Ads Pay", etc., are striking ex-
amples of this paper's endeavor to establish a reputation
for veracity and for the effectiveness of its space, The
Joumal and Tribune, on the other hand, does very little
self-advertising, preferring, doubtless, to "let its work

speak for itself."
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The use of the mails in soliciting space is confined
to attempts to scure display advertisements for the want ad-
verti sement page. If a sale is rumored or ammounced to be
held at Bristol, Johnson City, or some near-by town, local
papers write letters soliciting advertisements for their
columns. In addition, local papers occasionally write to
non-advertisers presenting statistics which prove the effec-
tiveness of newépaper advertising,

Having thus classified our methods of solicitation, we
shall next consider the arguments by which the colicitor per-
suades the merchant to buy space in his paper.

The solicitors for the Jouwrnal and Tribune, in per-
suading the merchants to buy their space, advance the argu-
ments of extent of circulation and direct attention to the
resul ts obtained by other firms from advertising in their
paper, The Journal and Tribune having a wide circulation
outside of Knoxville, is a good medium for firms which are
capable of supplying the out-lying sections. Due to the
fact that the Journal is a morning paper, it is somewhat
restricted in securing the advertising of some firms, par-
ticularly those firms handling men's wear, et cetera. No
accurate data are kept as to the results of advertising,
either by the paper, or by the merchants, but it is safe

to assume that the Journal advertising pays, since the
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amount of space s0ld has remained constant even at a slight-
ly higher rate than that of the other local paper,

The main arguments advanced by the solicitors for the
Sentinel are cheapness of rates, and extent of circulation.
The local circulation of the Sentinel is consideraily larger
than that of the morning paper. "Nearly every one in Knox-
ville reads the Sentinel" is a well known advertising phrase.
This paper also has a good rural ~irculztion, which serves
to establish it as a good medium for Knoxville firms, It is
generally understood that the Sentinel rates are somewhat
lower than those of the Journal and Tribune, and this conten-
tion is supported by the fact that the Sentinel carries the
preponderance of the local advertising natter.,

One argument used by both papers is the cheapness of
presenting one's message to the public. Space in a news-
paper provides the means of carrying the firm's message in-
to thousands of homes daily at a cost mucihh lower than the
cost of personal solicitation.

The Appalachiar Trade Journal's chief selling argu-
ment is based on the superior quality of its circulation.
This argument is assuredly effective., As previously stated,
eighty-three subscribers to the Trade Journal have an annual
purchase privilege of fifty million dollars. This fact alone
tends to make the Appalachian Trade Journal very desirable as

a medium, praticularly to those firms who are able to supply
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the Appalachian territory. The fact that this paper at a
elightly higher rate has been able to compete successfully
with the newspapers is conclusive that the medium is well
thought of among the local advertisers.

Newspapers can refuse at their option to accept an ad-
vertisement to be run. in their columns., In addition, federal
and state laws have forbidden the acceptance of liquor‘and
cigarette advertisements, although cigarette manufacturers
are users of bill-boards in this city to a large extent.
Further, many reputable papers will refuse to accept or
solicit advertisements which, in their judgment are swind-
les, a policy which may result in a slight loss in business,
but places the paper on a very high plane, nevertheless.
Since the close of the war, newspapers have been flooded
with o0il stock advertisements, flooded with so many, in
fact, that many papers, including the Journal and Tribune,
have refused to accept or solicit them longer. This refusal
is not made in a spirit of antagonism to the o0il men, but
since it is difficult to differentiate between the good and
bad stock, local papers have generally excluded all, It is
understood that there is a bill before Congress which pro-
vides that all newspapers, magazines and other publications
containinz advertisements of promotion schemes which prove
spurious areé to be excluded from the mails. 8Such a law, if

passed, would certainly do much toward putting advertising
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men on their guard, and would undoubtedly mean that much ob-
jectionable copy now appearing, would disappear from circu-
lation.

Classified advertising in local papers is sold on ap-
Plication, and in the case of display advertisements on the
want adveriisement page, by form letters. Want advertise-
ments are at best an accommodation and newspapers have re-
frained from soliciting them because of the expense entailed
and the spasmodic demand for such advertisements. In the
case of ‘display advertisements, the solicitor often goes to
individuals who have used cars for sale, and solicits adver-
tising from them, The higher rates received are sufficient
to merit solicitation,

Foreign advertising 1is neither solicited nor placed
locally, but comes direct from large syndicéted advertising
agencies. These agencies generally contract with the local
papers for so much space, and specify the page, and position
on the page, in which the advertisement is to appear. The
solicitor after receiving the material for‘tﬁe advertisement
‘goes to the local agency of the manufacturer,and after receiv-
ing its approval, proceeds to place the advertisement in the
paper, The method of payment for the advertisement varies,
but it is customary for the local agency to pay one-half of
the cost, the remaining half being paid by the manufacturer.

So much for the subject of soliticing. We now come
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to the preparation of the copy and we will first consider
the subject of who prepares the advertisement.

Advertisements in Knoxville are written by four class-
es of writers. One of these is the merchant himself. Al-
though the merchant has a better knowledge of the store's
problems, then anyone else, he is usually ignorant of good
advertising principles, and very often is not able to ex-
press his ideas as well as an experienced advertisement
writer. Moreover, he has not the time to devote to ad-
vertising writing. For example, a certain manager for a
local agency is forced to write one advertisement a day
each day in the year, and to write concerning only one line
of goods, Perhaps this problem seems simple, but it is ap-
parent that he has little time to write a carefully pre-
pared advertisement. Moreover, even if he takes only one
hour a day, by the end of the year the time soncumed re-
presents a considerable expense to the firm., 8yndicated,
or "ready made" advertising appears to be the solution of
the problem, It is far more effective than the present
inefficient method.

Another writer of advertisements in Knoxville is the
advertising manager for the large wholesale or retail store,
Quite often the advertising manager serves as both sales and
merchandise manager, since the duties of both are frequently
the same, The advertising manager has charge of all adver-

tising for the firm. While preparation of copy for the news.
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paper space is perhaps his chief work, he is also concern-
ed with the preparation of signs for aisles and show cases,
hand-bill campaigns in the city, large sizns for special
sales, and, in fact, all matter carrying the store's mes-
sa?e to the public. Needless to say, an advertising manager
iz an important factor in the administration of a large re-
tail store,

Quite obviously the system of having an expert connect-
ed with the firm who is capable of carrying on its publicity
business 1is the best method of presenting the store's mes-
sage to the public. Here we find a man who is well tirained
in advertising principles, capable of expressin: nis ideas
forcefully, and equipped with a knowledge of the business.
However, such a man deservedly cormmands a high salary, and
the average merchant has not been able to employ an advertis-
ing manager,

Advertisements are written, in the third place, by the
newspaper solicitors. Knoxville newspapers do not émploy a
special corps of advertisement writers, but the advertise-
ments are written by the solicitors for space. This is as it
should be; the solicitor by virtue of his inquiries when sell-
ing space acquaints himself with the store's problem, and is
betler equipped because of that knowledge to write the ad-
certisement himself than to leave it to some third party at

the office. One criticism of this method is that a news-



26

Paper advertisement writer is inclined to £ill space for
"space's own sake", rather than to spend considerable time
ir;, the preparation of good copy. The Line allotted for the
preparation is generally short, and the number of advertise-
ments to be written is generally large. Since, however, ad-
vertisements are wri tten by newspaper men as an accormodation,
and not under contract, the merchant wh§ is not satisfied, has
no one but himself to blame., He cannot justly blame the ad-
vertising man for poorly doing a gratuitous service,

Lastly, foreign advertising is not prepared locally,
but is prepared by a national syndicate. In order to facili-
tate traﬁsportation and iasure the permanence of the copy,
syndicated advertising is sent to the newspapers in the form
of 2 natrice, or "mat", as it is usually called. These "mats"
are made of a composition-pzper, firm enough to retain the
impression of the type, yet flexible enough to prevent break-
age. Their method of manufacture is, roughly, as follows:
The advertisement is set up in the printing shop of the syn-
dicate with the type form bent to the proper shape, The
soft matrice is then pressed on the mold and allowed to har-
dern sufficiently to retain the impression. The "mat" is then
2ent to the local paper, which places the metal over the
matrice which, in turn, leaves its impression on the now
hardened form,., This new form is then put on the press and

the advertisement is printed. Such a systen greatly reduces
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the expense of transportation, and represents a consider-
able saving in time and labor. Such copy going, as it does,
to all parts of the country, is generally based on sound
principles, and represents a study of the products, as well
as an investigation of the method of conducting the cam-
paign. Such advertisements of national manufacturers as ap-
pear i»n local papers are links in an extensive campaign.
National advertising is the best expression of the advertis-
ing science,

Local agencies for nationally advertised goods gen-
erally pay one-half the cost of the advertisement, the re-
maining half being paid by the manufacturer, The advertise-
ments appearing locally are placed in an effort to ocreate a
demand, and there is little effort made to emphasize the
agency's connection with the product. It is therefore doubt-
ful if the returns to the agency from the advertisement are
commensurate with its cost. The returns are certainly indi-
rect, and are rarely traceable to a specific advertisement.

Having finished our discussion of who writes the copy,
-we now come to the actual writing of the advertisement and
we shall first consider the question of which is the bvest
position on the page for the advertisement to occupy.

Considerable argument has always arisen from the psy-
chologicai standpoint as to the best position on the page,

for tlle advertisement to occupy. Authorities differ, and
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opinions are many, out it 1= senerally believed by Kriox-
ville azdvertisenment writers that the uppoer right hand cor-
ney on the right hand page is the best position, since that
is the first part of the page that catches the eye upon open-
ingz the paper. It must, however, be remembered that the po-
sition mentioned is only valunble 1if the adveril:ement ap-
pears next to news matter; if there is anotier <dvertise-
ment tetween it 2nd the news matter, the corner advertise-
ment loses much of its effectiveness,

The lower left hand corner of the right hand page 1is
generally considered the poorest position, itils only salva-
tion 1lying in the hope that the reazder will read into it at
the foot of a news item. Such acvertisenents are only effec-
tive if they are "uncovered", -- that is, if there is no
other advertiserient appearir= avbove tienm.

Much controversy has always tesken place “Letween mer-
ckants and newspaper men ober the sale of half-page adver-
tisements. Many merchants request their half-page advertinse-
mert to e placed across the top half of the paper, feeling
thiat the top half is tl.e more advantageous position, This
the local papers liove consinstently refused o do, since
suchh an arrangement violsztrs o fundamental method of adver-~
tizement building, known as "pyrmiding"; that is, with laxrge
advertisencenta [or the base, tapering to small advertisements
at the top. It can easily e ceen that such an arrangement

ig rather wnfair o the man who buye larse space at con-
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acverti sement, at the top, has the preferred position. Chang-
es ir policy will have to be made to overcorie this objection,
ard in other cities changes in policy have been made, A large
Cincinnati paper, for example, sells the top half of the page,
and part of both sides of the lower half page. In the exact
center of the lower half an import:znt news item, one column
wide is inserted, This, of course, satisfies the principal
obJection of the reading public, namely, that the paper is
primarily a newepaper, not an advertisin; redium, and hence,
there should be some news on every page,

Borders should in all cases correspond to the type and
cut used; for instance, fancy borders should be used with
fancy type, and plain borders should accompany tre adver-
tisement using ordinary reading type. Borders are used to
give distinction, to make the advertisement stand out, and
to separate it from other advertiserments. A border is like
a fence built around the advertisement to keep the eye from
straying off into some other field. If, however, borders are
uged for =11 advertisements, a good method of securing con-

trast may be to use no border at all.
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Your idle funds in our guaranteed firsi mortgage|
loans. Twenty years in business without loss of a

cent to any of our customers. Call and look overy:
our large l)i(st ‘of securities. Any amounts from

$100 upwards.

S. R. RAMBO & CO. l

| ©ODBHDD

Freak borders used as attention-conpellers, In the
above the border is far too broad for the size of the ad-
vertisement, but the use of white space is not over done,
In botl advertisements the point to be emphasized is cor-

rectly expressed in the headlines,

&

SIGHT IS PRICELESS

To preserve your sight is a duty. Have your glasses
scientiffcally fitted by our expert optometrist, J. J.

McGuire.

Our invisible ‘“‘Kryptok’ lens will enable you to see
close and far off. h

There is o guess wark abaut our mathods

B. W. AKERS CO.

Jewelers and Opticians—427 Gay Street
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The above is a good example of a small space bond
89yverticement. Note the 1izht attractive border, radiating
distinction and quality. Contrast with the opposite style

of the flour advertisement.
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Seven Sisters

Seif Rising Flour

is the flour for grandmother because her mem-
ory is'si)metimes treacherous and she forgets
the bakihg powders.

It is the flour for mother, because there are
so many demands on her time, and so many
hungry mouths to feed. Biscuits of this flour
are quickly made and so satisfyir-lg.

It is the flour for the young housekeeper be-
cause it is so sure, failure with it is impossible.

It is the flour for everybody because it is
economical, requiring neither butter milk, soda
nor baking powders.

J. ALLEN SMITH & CO.

Excellent illustration of
the use of heavy black face
type in a flour advertisenemnt

Note the broad black box-
der signifying firmness and
solidity. While the illusira~
tion accompanyin; the adver-
tisement has in it some fine
lires, the black field of the
cut is sufficiently in keep-
ing with the remairder of the
advertisement to do awny with
the po=sible ovbjection of non-

symrietrigal composition.
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The use of white space to a marked degree im an édver-
tiserent is known as, "an attertion-compeller", Briefly,
an attention-compeller ies an ingenious device of wording or
corrpositisn by which the writer directs attention to im-
portant points in his advertisemeni. The promiscious and
constant use of such mechanicsl devices to securs attention
‘can, however, bvecore monotonous, “nd even repellart, to the

reader,

The best atter tion-compeller found in an acdvertisement
is krown as the "spot", and such an advertisement is known
as a "spotted ad". In such an advert;sa:ent there is some
point, usually the most important one, which is inscriecd
vhere 1t 12 not usual to place such a line. The attention
is automatically caught and momentarily held. To correctly
"spot" an advertisement requires considerable gkill on the

‘part of the writer of advertising.
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[ B.LJOHNSON5 (2 4

4

Clovement
Gum

Is better than that of cheaper brands of
gum, but the retail price is Five Cents,
—the same as gther brarids.

: ' Dentand—the best. '

1' | KNOXVILLE, TENNESSEE

e e,

The above advertisement of the B. L. Johnson Company is
a fairly good example of the use of white space, as well as a
good example of symmetry in advertising composition. The ad-
vertisement shown would, perhaps, be more effective, if the

f2ll in size of type were made more gradual.
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Width of margins, fancy type, and numerous "spots" in
advertisements, are all effective attentior-conellors, dut
such cevices are only valuable if they can hold the attention,
As Hollingworth says in "Advertising and Selling":

"We are attracted to the shrillest newsboy,
the brightest ligziits, the largest advertlistuent,
out our attention is not nece=sarily held there
long enough for the inmpression to take the form

of response."

If the sole purpose of the advertisement is to attract at-
tention, it is not worth the paper it is printed on. Indis-
criminate use of white sp=ce, and other atterntion-compellers
are excellent methods of wasting tie funds appropiiated for
advertising,

The foregoing “iscussion relates ‘o display advertise-
ments, The problem of how to catcn and hold the attention
does not concern us in classified advertising. Such adver-
tisements appeal only to those who are inceresteﬁ in themn.
Clearness of statement is alone essential.

A glance at any Knoxville newspaper will show that the
advertisements are set in many sizes and"familias" of type.
The only factor locally determining the use of type 1s the
article advertised., Heavy btlack-iaced type representing
£olidity, 1is most appropriate for adve rtisements of hardware,
machinery, trucks, and other similar articles. PFancy, light-

faced type, being more delicate, 1s often used to denote grace

and refinement. Hence this uype is rost appropriate for ad-
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vertisements of face powder, ladies, garments, and in some
rare cases, for advertiserients of delicate imechanisms, =uch
28 watches and autoriobiles. This rule a&s to the use of type,
however, is not adhered to strictly, except in the case of
advertisements of ladies! garments, Italics are used almost
constantly in department store advertising, because of the
clean-cut, yet delicate impression which they give.

An interestin: experience is related by a local adver-
tising man, Mr. Quinn, Advertising Manager of Georgec's de-
partment store. Mr, Quinn performed a laboratory test on the
employees of a department store with wh ich he was formerly
conrected in order to determine just how the size of capitals
affected their legibility. A line of 72 point capitals con-
densed was painted on a plain white card. The employees were
then shown the letters, and requested to read them aloud. The
results varied somewhat, but the variation was small enough
to make it safe to conclude that capitals are much less legi-
ble on paper than lower case letters, since we are more ac-
customed to the latter group, Adue to our dally contact with
them

There seemn to be no definite rules to follow as to the
use of several sizes of type in the same advertisement; cer-
tainly no fixed rule is followed locally, Many advertise-

ments start with a large 12 or 24 point t;pe headline, de-
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creagme to a 10 point italic, next to an 8 point readir& Lype,
and rige again to the 12 or 24 point firm name, The effect

is decidedly tiresome to the eye, and the impression left is
generally bad, As opposed to this system of indiscririn=te
juabling of type in a single advertiserient, we find several
local firms endorsing the single family of type, with the

size of the type the same throughout, or with only a sliizht
variation. The King Mantel and Furni ture Company, Lfor example,
has built up a4 local, as well as = national reputation, by
consistently using the Packard tupe in all newspaper atvertise-
ments, The advertisements of the J. S. iliall Sons, z#nd the
Woods and Taylor fixm, are excellent exariples of the elfecti-
veness of consistency in the make-up of the advertisement.
Their efiectiveness depends, however, upon their contrast

wita the other advertisements appearing in the paper,

Nearly all advertisement writers consider the headline
a8 the most important part of the advertisement, The effe-
ctiveness of the headline determines whether the advertise-
mént will be read or not. While authorities recommiend vari-
ous methods, the local custom of placincs firsi the point to
be emphazized is very sound, and in conformity with good
psyciiological »rinciples.

The firm name should come last, if we are to believe tlLa
majority of local advertisement writers, A reasson assigned for

this ig that we Lend to read from top to bottom, and after read-
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ing the description of the goods, Qe are told where we can buy
the article described. But must we read the entire advertise-
ment in order to learn where we can purchase one of the arti-

cles mentioned? As if in answer to this objection, many local
firms, notably S. H. George and Sons, have adopted the policy

of placinz the firm name first and last. Moreover, in a full

pase ad#ertisement the fim name is placed in the upper left-

hand corner, = method which is psychologically sound, since we
begin at the left, and read down.

The.correct choice and use of cuts determines greatly
tiue effectiveness of an advertisement., An attractively word-
ed, effectively arranged advertisement is of 1little value if
the illustration accompanying it i1s inappropriate. - In general,
the principles governing the use of type, also zovern the use
of cuts. Cuts of fine lines with fancy drawings denote quality
and precision; heavy black illustrations =liould be used by
firms advertising heavy merchandise, Illustrations are an
invaluable aid in advertising, if used judiciously. We are
more moved Lo action by the concrete, the things that we can
see, than by the abstract, the things which we cannot see,

For this remson, a half-tone picture of the article desciibed
is = very valusble aid in selling, correspopding somewhat re-
motely to the samples ol a salesman.

We have so far described the various Knoxville mediums;

we have considered the rates charged by these mediums and we
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have discussed the preparation of the copy. Our last topric

for discussion is the appecal used in an advertisement.

Newspapers tend to use the "ghort circuit" appeals,
wnile magazines use the "long circuii”. By "short circuit"
appeal, we mean the avpeal to the emotional =enses of the
reader by virtue of which he is quickl; moved to action
an¢ purchase, The "“longz circuit" appeal, on the other
nand, 1is an appeal to the reason of the reader, By a care-
ful wordin: of the messagze, the individual is led up to
the point of decision. The dedustive mctrhnd of reasoning

is employed.



TOAST
MADE OF

MORNING
GLORY
BREAD

Ham and Red Gravy
Or Eggs on
Toast—

Man! Man!
Let’s
Go!

Roberts’ Sanitary
Bakery

The Home of Morning Glory
Bread

In the advertisement above we see a 300d example of
the siort circuit zppeal in newspaper advertisingz. Note
thhe presence of the human element and the appe=z to the
emotions of the reader. The composition is ratlier youth-
f21, as is the sentiment, but the advertisement is guite

likely to be produdtive, due to its compellins human in-

terest.
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The most widely used "long circuit" appeals ir Knox-
ville are: economy, quality of merchandise, and efficiency
of service, While some firms advertise cheapness of price,
the number oi firms stressing low price, alone,is very mmall,
Ugtally economy is combined with one or more of the other
appeals.

FEconomy i3, perhaps, the most widely used local appeal.
When it is combined with an appeal oi quality of merchrandise,
wa have e combination which is hidrd to »eat, albeit, hard o
find, One locel depariment store advertises quality and ap-
peals to a very seleect clientele. Anotkher Jepartment store
atvertises nothing dbut low price, with 1ittle reference to
quality or service, While price is undeniably a wvery compel-
ling appeal, it must be borne in mind that a fiim's competi-
tor can =2lways entice thie public away by cuttinz the price
still lower, Firms with a reputation for quality and service
can never losé their patronage to & rival as long as their
supposedly truthiul advertisins proclaims,

The appeal of efficient and courteous z2ervice iz the
prirncipal appeal of another loc:l “epartment store. This fim
has adopted the policy of conducting store classes in which
tr.e @4dvertisins 21d nerchandide manager inatructs employees
in busginesz couriesy, and in the principles of scientific

saleemanship.



THERE is more than leather and
labor to a good shoe. Time and
materials alone will not give you a
Florsheim. Expert designing and
years of experience in making better
shoes exclusively have developed the
style and fit of The Florsheim Shoe
to the finest detail.

Florsheims are made so accurately to suit
your needs that.shoes made to measure can-
- not fit better. Florsheims are what you want
a shoe to be—refined in style—and perfect
fitting from first to last day's wear. '

Fifteen to Twenty Dollars

The name on every pair— “The
Florsheim Shoe”” —look for it.

The
Florsheim Shoe Company

@8N Manufacturers Chicago

SN

N The
\ Exmore—Style M-46
Werite for Book

e M
. “Styles of the Times™

The above is an example of the long circuit appeal. The
reader is subtly led to believe that this particular shoe pos-
sesses many qualities superior to other brands of shoes. The
zeneral effect of the advertisemient is good; the decorative
border is distinctive, as well as indicative of quality. Ob-

serve the 2lnost perfect symmetry of the advertisement.



43

The appeal varies according to three things. Ir tne
first place, the appeal varies according to the article
advertised. Advertisements of articles ¥.ich are not ne=-
~esslties would tend to use "sliort circuit" appeals, The
appeal used in = department store millinery adver.icement
woul 3 ve very Jifferent from.the anpeal employed in an ad-
verui sement of minir g machinery.

The appenl varies, in the second place, according to
the individual to whom the =ppesl is directed, ¥For nervous,
parcuine, and choleric temperaments, the short circuit i:s the
the better zppeal; for the phlegmatic, aralytic mind, the
lonz circuit is the vetter appenl to employ.

The appegl may also vary according to the pgsition in
‘he medium, The method of presenting the appeal would not
be the same for an advertisement appearins on the socicty
pare, and one appearin: orn the editorial pare., The article
atvertised ie the determininiz factor in deciding vhich is tle
vest pege in the paper, TFor financial advexrtiserients, the
firanclal page is best. Much the same is true throuzhout
the paper., National advertisers prefer the third pa-e, since
that is tlie first page to catch tle attention upon opening
the newspaper. In this the article advertised does not de-
termine the use of the page; its us=e i based on the psycho-
lozical laws of attention and readir gz.

Sumains up, tilien, our discussion of advertising in
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rnoxville, it is safe to conclude that advertising in Knox-
ville mediums is productive, but how productive, local merchaite
are at a loss to know cdefinitely. The growth of *the city, the
establ ishment of many industries in and around the city, and

the apparent prosperity of the mass of local firms =2re zll in-
dications, to some extent, at least, of the value of puvli-
citw.

Frorn <re standpoint of mediums, Knoxville is well sup-
plied, The local papers are well menazed, and are apparent-
ly makinz every effort to keep up 2 high advertiising standard.
One local paper at the instigsation of a local adverticing nana-
zer has ordered » quantity of expensive new type, demonstrat-
ingz that newspapers, as well as merchants, are well aware- that
"the customer iz .the boss", In refusing copy of cuspected
ewindling concerns, local papers hnave placed thenselves in Llie
front with a good business-like advertising policy.

Yet, when we further consider local afdvertising, it is
clear thal some chanzes in policy wilM Yave to be made Ly local
advertisers, if the results are to be mare productive. In the
first place, local advertisers rchould, by 211 means, fird some
way to determine results from advertising. The polidy of
laissez-faire is o poor rule in busineas of any kind, =nd it
certainly has no place in advertising.

Further, the merchant should acquaint himself with the
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major principles of advertising composition 1! order to le
azble to criticise his advertisements from the proper stand-
ards, No criticism is here offered of the advertisement
writers for the papers; their work, so far as it gzocs, is
commendatory, but it is practically impossible for them to
write, with their limited knowledge of tle problem, as good
an advertisement as the merchant himself can write. /

Advertising is, after all, only the science of tell-
ing other people about your goods in such = way that they
will be moved to response, The vest adverticement is full
of human interest. The story is told naturally, and in
simple language, the reader invited to come into the store
and see the goods. The poster suyle can, in the end, only
serve to remind us of the presence of the article on the
market, and of the willirgness of the advertiser to sell
it. The human interest advertisement impres:zes us con-
stantly with the fact that tlhe merchant has a common feel-
ing with us,

Lastly, local merchants should get away from the idea
that they must advertise solely because their competitors
do, or because they fear to make the solicitors angry by re-
fusing, The best way for a merchant to excel his competi-

tors is, after all, to give better service, better guality

oI merchandise, and reduce the price as much a= possible,
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He must then secure “usiness by employinz better advertising
methods, keepini; always ii mind that the advertising space
iz, in reality, a salesman, first, last, and all the tire.

If the best results are to be obtained the salesman must pur-
sue efficient methods, thus justifying his existence,

Well reupplied with mediums, unrestricted, practically,
in the amount of appropriation, and well supplied with con-
pcient adverti sement writers, local merchants have certalnly
Zzolden opportunities for advertising success, The burden
of proof is upon *hem to show that Knoxville =advertising
can be productive, if careful attention iz :siven to *he

gtudy of the problem,

0-0-0-0-0-0-0





