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wowrms THE SELLING OF PRINTING 3™

Suppose that a modern business man sitting down to his desk were to discover
that every impression of printing type had vanished from the papers before him.
At first sight it would seem that he could carry on; that he could still read and
answer correspondence, use the tclephone, interview callers. But a letler without
a printed letter-head iz like a caller without a visiting card; an inveice typed out
on a piece of paper without a printed heading looks suspicions; and by the lime
our business man has struggled for half-an-hour with those inter-departmental
memaranda and tabulations which prinling makes so clear, he would find himself
at a sLandstill. If vou were to tell him that a very few centuries ago (as the world’s
history runs) people got on quite comfortably without printing, he would ask
you, “How 77

It would seem, therefore, thal printing is essential to modern industry. Hut if
it is so obvivusly neceszary, what is the need for printer’s galesmen? Why should
any printer take the trouble to advertise?

There are Lwo answers to this ebvious gquestion. One has to do with filling a
known want, the other has to do with c¢reating a new want and then filling it.

“NECESSARY ™ PRINTING

When there is one buyer who must have a certain commodity, it need not
follow that there is only one man to sell it to him. If there werc just cnough work
to go round, and it were equally shared, buyers of printing would need no sales
argument. But, delightful us this sounds, it is quite obviously not the case. Some
printing houses manage to keep their presses working overtime; others know Lhe
exasperation of watching 2 willing press deteriorating, of balancing the all-too-
constant wage sheet with the all-too-slim order sheet, Unless a manufacturer
owns his own printing plant, he knows for a certainty that he is giving to one
printer an order which most of his neighbouring printers would have been very
glad to secure. This being the ease the buyer of printing finds it a tremendous
temptation to put himsclf in the position of Tiberius presiding over the death
battle of Roman gladiators. Ile cannot help hoping that the printers will come
armed with sharp weapons, and thal in the resulting clash costs will flow all over



the arena. He is willing to erown the cxhausted vietor with an order while his
rivals are being carried out on stretchers.

It is perhaps a melodramatic symbol, but then bidding for an order on the
basis of price alone is quite a melodramatic performance. It gives the printer
something of the exeiterent which the surgeon has when he, too, cuts as far as
he can, knowing that be may at any moment sever an important artery.

Now the buyer of printing can extract considerable amusement from playing
Tiberius. He can sardonically reflcet that it is not he who is cutting the printing
costs to the bone; he has actually set crafi-brother against brother. He, 4 com-
parative stranger, has induced two or more members of the same industry to
battle for his precious order! What never occurs to him when he iz in this blood-
thirsty and imperial mood—what he 18 prevented from seeing by the dust of the
battle—is that the little combal he hus staged is not an affair of blows exchanged.
The winning printer iz the one who can deal himself the hardest strokes withont
falling—no matter how unsteadily he stands alone at the end. Onr short-sighted
would-be Tiberius may then remember that his purpoee in staging the combat
was to choose a man to run errands for him; to act as a herald, or a secretary, ox
a body-guard. Supposc that someone reminded the buver at this point (sirange
that such a reminder should be necessary): “Can a gladiator come through a
fight like that and still be a good servant? Perhaps that one which was carried
off unconscious would have made a more literate secrelary, a more persuasive
ambasgador? Perhaps the survivor is too exhausted to be much help to vou?”

The printer who takes the trouble to bring those points to the buver’s attention
in adpance is a salesman. The more bargain-hunting buyers there are, the more
such salesmanship is necded, even in the field of “bread-and-butter” printing.
Which disposes of the idea Lhat printing need not be advertised, campaigned for,
gold, with as keen a competition —of brains—as any competition on price alone.

But there 1s no gainsaying this: that when a firm musi have certain pieees of
prinling, it will buy mainly on price. One of the manufacturer’s fundamental
rules is to buy materials as cheaply as possible, and to buy only what is absolutely
necessary. Suppose that he finds it necessary to send out a tabulated report to all
his salesmen. He knows whart that report should look like; all he wants is ““the
same as before, and the lowest price you can manage.” There is no use in trying
to convince such a man that elegant-locking columns of figures on fine paper
will have a better effcet on his salesmen. [t may be so: but such arguments weigh
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PRINTING A8 A SALES-STIMULANT

very little against £ s. d. The old-fashioned printer knows in advance that if he
compeles wilh a “Monotype”-equipped man for this work, he will have to submit
a price which means cost-suicide, though that same price would leave a comlort-
able margin -of profit for the man whose compasitor eould tap off the most in-
tricate tables in a few minutes, Il a printer, for example, can figure on the effort-
less speed and efficiency of the “Monotype™; if he can handle sheets at 5,000 an
honr on the Miller ““Iligh Speed,” and stitch at 2,000 an hour ¢n the multi-headed
“Boston” Wire Slitcher, the competition which he puts up is almost irresistible,
But it has no relation whatever topriec-cutting in the sense of profit-cutting. He has
invesied money in fitness, and when he explains that high speed and an eflective
reault cost no more, in his plant, than old-fashioned work, he begins to prove that
the fittest survives, I[ he explaios this by talking to his customers, and showing
the figures, by making promises and keeping them, he is a sulesman. If he puts
genuineg facts on paper and sends them out in the post, he is an advertizer, and
his business will inevitably grow faster than it would by the nnsupported word-
of-mouth testimony of hiz customers: for when businesa men diseover a good
thing, they do not always trumpet into the ears of their rivals.

So far we have been talking only of the sort of printing which the buyer knows
in advance he needs, and we have scen that even when printing is sold as a
necessary conunodity it needs salesmanship and advertising. Let us turn now
Lo priuling which is sold in order to help people sell goods,

BREAD v. CAKE

Advertising, up to hardly more than a generation ago, consisted of reminding
people, adverting their attention, to some thing they already wanted. The word
“hest,” s0 dog-carcd by advertisers as to be useless to-day, implies: *
a certain commodily, this is the particular kind you want.” It is very interesting
to nole that the word eur modern advertisers are rubber-stamping is not “best,”
but “new.” “New!” “Announcing—"" and “Diflercnl,” not Lo mcntion the
72 point “And Now—"" could almost be issued us stereolype blocks for the use of
advertising agencies, Whal has brought this about is the discovery by the super-
salesman (himself a recent phenomenon) that filling koown wanis is mot so
profitable as creating new wants and Lhen Olling them, forestalling rather than
fighting competition, It is guite true that ouar civilization can suddenly develop
a want without coercion from any salesman. But it is also true that if ten people

“if you want
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begin genuinely to want a new kind of vehicle or food or style of decoration, ten
thousand maore can be made to want those things. A cynic might sav that no
popular desire to possess things can arise and spread nowadays nnless men with
something to sell are behind the movement, spurring it on.

It is dawning on the manufacturer to-day that while brecad-and-bulter iz a
necessity, eake-and-ices will sell just as fast, and often at a higher profit. People
who think that a commodity of the latter class depends on a wealthy, “laxury”
market should remember that more cakes are sold in the Whitechapel Road thaa
in Bond Strect. The vendor of ices can make a living in a community where the
daily loal and margarine are by no means taken for granted. The vendor uses
conslructive aalesmanship; he whecls his cart toward the bread-eaters, and offers
them something clse, He advertises by ringing his bell, and they begin to want
what he supplies.

No single luxury can be sold to-day simply as a luxury. People to-day have
invented ways of spending money beside which a solution of pearls in wine ranks
with soda-water, but the fact remains that every commndily is hought oul of
what may be loosely called necessity. Those things which merely keep us alive
may rank as necessities to the cconomist in his study, but the salesman knows
better. Ile knows that nothing is accomplished by bringing a man to the point of
saying: “I should like Lo have a “Speedo’ eight-cylinder ear.” The sale is made
when the man says: *“1 must have a “Speedo”.”” That means that the salesman
has convineed his customer that inability to travel at seventy miles an hour is
practically the sume thing as paralysis. Necessity knows no law of abslemious-
ness, and the salesman’s task is to ereate and drive home hitherto unimagined
necesgities, whether or not the philosopher would think them justified.

SELLING SALESMEN

Fortunately all but the most ascetic philosopher are on the side of the man
who has something Lo sell. They hold that while “keeping alive™ is one of the
- prime needs of man—others heing the need for development and expansion of his
aclivities and the enjoyment of life—there are few things sold which cannot be
justified under one or the other of these heads. The printer of books, for example,
can produce a beautiful limited edition of a work which is alrcady on sale at a
shilling, and he will find buyers, because while most people “must™ read, some
people “muat” cnjoy reading. But it is Lhe necessity for expansion which opens
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FIVE THOUSANWNT SALESMEN DISMIZSED

up the best market for the printer who is sceking for profits outside the line of
“bread-and-butter” work.

A factory is an organization of workers, all producing or helping to produec
something. The manufacturer knows thal only those workers and their machines
ure egsential to that production. Yel should he, by way of eliminating a “luxury,”
dismiss his sales foree, he wonld he in an awkward position, Why, then, should
there be in this conntry to-day thousands of manufacturers and retailers who
have dismissed battalions of printed salesmen with a wave of the hand? llive
thousand cirenlars can address an entive community within a single day; they
can penetrate where a living salesman is relused enbry; they deliver their
argument without stammering or forgetting, and forestall ohjectiona without
talking back or becoming confused; they offer an oppertunity for making in-
quiries without commilling the buyer too far. And they fight against other sales
forces launched by rival sellers.

The printer, then, is justified in telling the man who hus gomething to sell that
printed advertising is, withont exaggeralion, necessary. When Hatmakers, Ltd.,
discover that another firm’s hats are being sold well through the use of an
effective direct-mail campaign, there is no question of saying: “We ought to uze
more printing.” They say: “We mus! use more printing,”—and some printer gets
an order.

But who gets the order? Tt is easy enough to *“Sell Printing.” It is possible [or
2 man to listen for twelve months to arguments about the advantages of silent
sulesmanship, and then give his order, not to the man who has had the initialive
to plead with him, but to the man round the corner who has saved his breath in
order to talk price. Lo the man who is just beginning to usc printed publicity,
one printer dilfers from another only in what he charges, und how soon he delivers
the goods. The printer who finally convinces a man that he will Sell More if he
Prints More, and does not follow up that fact with any speeific arguments about
his own services, has only good fortune to thank if the order goes to himsaelf and
not te his competitor. “Print More, Sell More™ is a general slogan which can be
uzed by any firm which puts type to paper. It is right, thecefore, that it shonld
have been issued by a general organization speaking for the whole craft, But
when the individual prioter uses it he must de more thun centrilvate propaganda
for “any” printer. Flc must say specifically why clients of J. W. Printer Lid.
will have more sales when they nse more printing,.
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THE BFELLING POINT OF VIEW

Again: the slogan “Better Printing, Better Sales” which the Lanston Monotype
Corporation hag recently been drumming into the minds of print buyers is one
of general, althongh not wmiversal, application. It is designed to give the buyer
something else than price to think about, and to give every *Monotype™ printer
a flying start when he explaing, as he shonld, that he is prepared to do the job
well. But this outside and educative assistance is no more than a preliminary
pathinding for the printer who is trying to sell salesmen—printed salesmen.

THE SPECIFIC CAMPAIGN

When it comes to advertising his own services in competition with those of
others, the printer stands alone. He can count only on his own brains, whether
those brains are in his own head or in the head of someone to whom he pays a
sulary. He surveys his market. )

He finds threc kinds of customers awaiting his services. First, there is the man
who ought to be using prinling and is not. Second, there i3 the man who is nsing
ineffective printing and not getting the right results. When this man relapses
into the first class he will be the hardest of all to convinee; but just now there is
the chance of showing him how much a well-dressed printed sulesman differs
from a shabby one, Finally, there is the man who uses plenty of effective prinling

bul has never heard of J, W, Printer Ltd. Now, although the attacks upon
these different markels may vary slightly in points of emphasis, il is fortunately
true that onc main argnment will suflice for all three kinds of buyer, i.e., “My
pacticular work will caable you to sell more goods in proportion to the amount
you spend on selling them."”

It is impossible to sell publicity printing until someone else, not a printer,
wants to sell something else, not printing, This seems a flatly obvious statement,
but it is an easy one to overlook. Suppose that a retailer reccives in his morning
post a blotter advertising the services of a printer. Unless he is a man of imagina-
tion he will not at ence think: I might have sent cul a blotter like that, and it
might at this moment be on the desks of 5,000 of my customers. Obviously my
name would be hetore a large market. Let me sec whether this blotter is so printed
that it would most effectively convinece my customers that they should trade with
me.”” Instead, he is likely to say: “Oh yea; I must remember J. W. Printer when
I next happen to need something.” That blotter onght to convinee him at once
that he needs to send out blotters; that J. W, Printer Lid. is not patiently waiting
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e e e ] . THE PRINTER'S SAMPLE-CASE

for the next big illustrated catalogue which may fail 0 come along, but is offering
an immediate method of putting up sales through a very lnexpensive medium.
It is the sume with every form of advertising which the printer sends out. His
envelope filler should remind the prospective customer that he, too, could drive
home a slogan or a special message by this means. Even the humble invoice
heading is a sample as well, and there is nothing to prevent the printer from adding
to it a note: “Are your Bills as neatly printed and as inescapable as this one? Do
lbey advertise your products? Are they delivered within forty-eight hours at
little cost?™

If J. W. Printcr acinally specialises in illustrated catalogues, it will cosi
him less in the end to send out occasionul porllolios of pages from good jobs, or
cven to incorporate them in a house-organ, than it would Lo use blotters which
talked about catalogues!

For the fact is that every picee of printed advertising which the printer sends
is more than an advertisement: it is a [ree sample of his wares. There is hardly
anather type of manufacturer in the world who can afford Lo give away free samples
as widely as can the printer. It costs him less, broadly speaking, to run his own
folder throngh his own presses, und gel new orders, than to lot the presses stay
idle for a moment. The human salesman is lost without his zample case. He can
arguc for an hour, but what clinches the order is when he lets the buyer handle
and leel a commudity. Similarly the printer’s salesman can tulk long about the
power of print, but nothing ¢onvinces the buyer so much as first to see what
printing his rival is using, and second, to have something just as good, or better,
all out of an envelope, and offer itself to him,

The printer is in a nnique position with regard lo issuing samples, for every
advertisement which he sends out i= at the same time a sample of what he can do.
It is therefore a waste of potential efliciency not to drive this fact home, and it
can be driven home by a busineas application of the Golden Rule. “Suppose this
were Yours iz a phrase which could safcly be introduced into every piece of
advertising printing sent out by a printing house. “You have been impressed by
the clear, attraclive printing on this blotter, Suppose it were yours; your cus-
tomers in turn would be impressed, allracted, convineced.”

In selling un article, the gquestion of relative coats ia generally not as important
as that of actual lump expenditure. A man will spend thought and exercise his
hest judgment on the purchase of a grand piano, but he is willing to take a chance
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RELATIVE (CO0OSTS

on the purchase of a zsixpenny novelty, The big stores realise this in going atter
new accounts; they display and advertise articles which do nol involve a serious
outlay of cush, knowing that when the customer ia satisfied by the service and
quality of what he has bought, he will come back as a matter of course when he
needs the grand piane. Many a man knows that his irm nceds a good illustrated
catalogue, yel has nover been able to bring himself to invest in that expense,
lacking first-hand experience of the power of type and illustration to bring in
results. £50 or £100 thus invested may double his business in the course of time,
bul, lacking any immediate assurance, it simply sounds like a large sum of money.

“START WITH SOMETHING INEXTLENSIVE™

IFor firms which arc omly hesitantly beginning to advertise, it has thercfore
proved best Lo offer some Inexpensive piece of printing where immediate results
can be noted; and probably the most spectacularly successful printed salesman
of this kind iz the envelope filler, which can be slipped into every business letter
or invoice sent out by a firm. A slip like this can often be printed {rom trimmings
or odd quantities of brilliantly eoloured cover stock; it costs nething for postage,
for practically no letier oceupies the full two ounces paid for by a 14d. stamp;
and, as its message must be short and crisp, not much type-selling is required,
‘Lhe price, therefore, can be very attractive, even for the most obviously high-
grade production, and very often the idea will have the additional advantage of
being a novelty to the buyer and not having to face competition. Another
valuable point about the envelope filler is that if it: takes the form of a four-page
folder, it can incorporate a reply form on the fourth page; and many firms to-day
are testifying to the fact that if the typogruphy is sulliciently compelling, and the
argument leads the prospect skiltully into a desire to know muore, il is possible to
gel a considerable and immediate response through this medium,

The letter-head is another inexpensive wedge. It is not difficult to convince the
buyer that a letter-head is essential to him, and the printer who offers new-cast
“Monotype” types of pleasant design cun often cducate his customer into a
realization that practically the only way a stranger has of judging the prestige of
an organization i3 by ifs letter-head. No zalesman would dream of putting an
engraved portrait of himself on his visiting-card; yet many fine firms ure still in
the dark held by the impreszion that no letter is complete without an engraved
picture of the factory—looking, of course, like any vther factory.

8




li

BREADING THE SPECIMEN e

The memorandum-pad is likewise a way of keeping sales arguments, every day
and all day long, in [ront of the prospective customer, always with the reminder
that his customer, too, wonld he able Lo listen to what he had to say.

“HERE COPY " — 0K COPY 2

The cireular containing specimens of types is perhaps the classic form of the
printer’s advertisement. It should be extended, when the need justiliez, into a
complete specimen book worthy of a permanent place on the print-user’s shelves.
Here it need only be pointed out that the man who has not 2 technical knowledge
of printing is never put in such a mood for using print by mere “pieces ol copy™
showing the various sizes, elc., as he is from displays in which he can sec his owx
needs reflected. The printer is apt to think of copy as copy, wherein he differs
from the plain man to whom Lype iz something to be read. A well-known designer
of typography always has dummies and specimen pages sct up in a foreign
language, having had expericnce of the fact that the eustomer will begin reading
whatever text has been uszed, and comment upon it ! This tendency can be put to
good use; there i3 no reason why the print buyer should not read cvery type
specimen, and learn something from it, even if it is only a piece of copy repeated
ten Limes; if the copy consisis of a readable story, continning through all the
various sizes of texl faces, and if the single lines of large faces are composed in
words suitable Lo the particular type, the specimen will not oth displery, but
persuade. Tn this connection the “Monotype” printer will find it helpful to refer
to back numbers of Tue Monoryer RECORDER for pieces of copy describing
special types, or even descriptive of the advantages of good salesmanly printing.

The hooklet is capable of several novel treatments. To begin with, a booklet
is not a throw-away—hence, if incxpensive printed advertising is wanted, it is
hetter to confine activities to hlotters, small calendars, envelope stuifers, lorm-
letters, cte. For a booklet to have longer life than a mere throw-away it must
look like sumelhing worth keeping and referring to. If it dees not have this look,
money has been wasted, however litlle was spent on its production. What makes
a printer’s advertising hooklet a work of reference? It becomes onc if a few
specimen joba ave cither reproduced or tipped in, if a few specimens of new
types are shown, even if there is some clear and interesting explanation of the
fascinating processes of modern printing, well illustrated with half-tones.

I
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INITIATING THE BUYER

e DRAMATIZING THE GCOFPY T

Undeniubly, printing is one of those mysterics in which every layman is in-
terested, having a peculiar intermediary ground between the service of mechanics
and all the experiences of the human mind and hand. Once a man has been taken
through a printing office, heard the thunder of presses and the rapid rhythm of
“Monotypes.” seen for himsell what make-ready means, how his last-minute
corrections are being dealt with, and found out why it ia less expensive and
quicker to specify in standard sizcs, he is far more willing to listen to reason when
the bill comes in. Not every execulive will take the time to make a pilgrimage to
his printer’s oflice; but a good description of that office will produce almost as
vivid an impression. The photographic illustrations of various preccsses lose
much of their force by being too carefully re-touched, and by trying Lo show a
whole roomful of machines instead of showing characteristic glimpses involving
real human beings at work. On page 21, for example, is a suggestion for one
way in which it may be pointed out that mechanical eflicicncy—which after
all is within the power of any printer with “Monotypes”— is backed up by
personal craftsmanship in the office of Mr. J, W. Printer. The buyer might just
as well say “there are skilled and enthusiastic compositors in cvery printing
office,” but what he thinks in this instance is “at J. W. Printer’s I can uot only
connt on the performance of the “Monotype,” but I know that their compusitors
will give me real service.”

The invoice which the printer sends out is also, as we have pointed out, a
wedium for advertising. On the oppusite page we are reproducing a suggested
invoice heading which, as in the case of all our publicity, any “Monotype” printer
is welcome to use or adapt. In such a case it should be pointed oul to the buyer
that “the man who O.K.’s the last hill will give the next order,” and Lhat the cold
figures of the amount he must pay might very well be offset by a suceinct
reminder at the hottom of the page that the sum is for value received. A high-class
furniture dealer, {for example, may have persuaded his customer that it was
better to invest in the sort of dining-room suite that could be handed on as an
heirloom than to buy a bargain which was unrepresentative of his taste; yet
when the bill comes in the customer may have forgotien that good argument,
thinking only that “so-and-s0’s prices are a bit stiff.” A well-set billhead, with
a line or two of copy, may restore his confidence in the housc. Stores which
depend largely npon regular accounts would do well to incorporate on their bills

10
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“Better Printing means Better Sales”

Nao. 19
Dr. to ———
J W Printer ..

43 PRINT 5T. ADVERTON

Speedy ““Monotype” composition in fine faces
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A SUCGESTION TFDOR MAKING THE INVOICHK A SALKESMAN FOR THE KEXT ORDER
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——— ADVENTURE TAYS —_—

and statements a tactful word or two explaining why prompt payments mean
lower pricos. Any printer with a knowledge of how to handle good, simple type-
faces can re-design a bad billhead and often create new buziness in this way.

WHAT THHE PRINTER MUST OFFER

So much for the sample which any printer can send out to advertise the work
which he is doing., A word should now he said about the degree of advertising
skill which the printer himselfl should have, aud the general tenor which his
argument should hold. TUnless the printer knows for a certainty that his cus-
towers will seek him out, he must offer some reason for their buying printing
from his office. These reasons are three, though they may be intermingled, Either
the printer is able and willing te execule any order exaclly as his customer speci-
fies, or he stands ready to provide new ideas—noticeably effective and “different™
work, or he simply offers the eheapest printing in town. If the price is to be the
argnment there is no point in offering anything but the very lowest price. The
first qualification does well for work produced for advertising agents and busi-
nesges large enongh to maintain speeialists in layout and illustration as well us
copy writers. It depends upun a very well-equipped plant, high-speed presses, a
varying stock of paper, and any Lype-laces which the advertiser happens Lo wanl.
The “Monotype™ printer is well equipped to make such an offer, as professional
advertising men well know the valuc of fresh-cast hard type, and the advantages
of having a whole library of display matrices which the printer can hire al low
rales from the “Monotype™ headquarters without tedions waiting, or the heavy
expense of laying in a permanent stock of type. The third class, the house which
offers the lowest price, is of course sailing closest to the wind, though it is not
necessarily courling disaster if the printer can multiply his productivity six to
ten Limes by inztalling the “Monotype.” But it is in the intermediate ficld—the
field of original work, involving a certain amount of advertizing sense—in which
mast printing oflices are al present extending their markets.

It would be idle to assume that every master printer engaged in publicity work
and jobbing should be able to write copy, or that he should keep u good illustrator
on his staff, to muke specimen illustrations on speculation, The enterprize of a
busincss man are simply the brains which he has at his disposal, whether per-
manently or temporarily, whether they happen to be in his own or in the head of
any nther man whose services he can buy, The question is simply how far it pays
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TATLK INVESTMENTS

the printer to throw in brains and adverlising skill when he asks for an order.
Testimony varies on this score. Some master printers have found that by going
Lo an artist and ohtaining a rough sketeh, they ure able to secure un important
order. Other printers have had the bitler experience of finding their good idea
approprialed, and the work handed to a copyist. This, however, is a state of
things which will naturally become impossible as fraternalism in the craft
increases. On the whole, it is safc to say that adventurous initintive pays; as for
one buyer who rescnls being given suggestions, Lhere are ten buyers who are only
100 glad to be shown some definite way in which they can achieve better salos.
The whale tendeney of modern industry goes to conflirm this; the old-fashioned
business man is giving way inevitably to the exeentive with the (exible mind.
It is within the power of the forward-looking printer to malke himself the ontside
pariner of the modern business man.

Every advertisement scnt out by a printer should talk and argue. This means
that it must be written by zomeonc who can handle words simply and con-
vincingly. There should be someonc in Lhe office capable of writing u [ew Hnes,
such as would be spoken aloud by a man wha knows that his goods are satis-
factory. Copy writing is not an inborn gill. It has to be learnad, and it can be
very easily learned by anyone who has an interest in ceonomy, a certain en-
thusiasm for the power of words. The staff copy wriler will seldom find a full-time
job. His ability may be nceded vnly twice or thrice in a week.

Finally it is absurd to say that the printer shoulil never “talk priee.” The price
is, and always will be, one of his chicl ways of selling printing. But he should talk
as they de in Lombard Streel; he should discuss investmenis, Every shilling which
a businuss man spends is thrown ont of the oflice with a siring tied to it. The
printer can demonstrate thal cvery sovereign sent his way te be torned into
printed salesmen will eventually come back with other sovereigns clinging to it.
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What makes a folder “pull?™”

This is a queslion every progressive printer {requently asks himsell, and the
answer is as little casy to give as the length of a piece of string, or the name of the
Derby winner, or whal makes a play successful.

Of course, there are certain rules and axioms to follow when designing a (older
or brochure by which Lo obtain maximum results. The type, for instance, must
be erisp and legible; the luy-out “clean™ and inviling; there must be some sort
ot eye-calcher instantly to arrest the attention of the prospect. Paper also plays
a large part. These things arc known generally—but not always followed—and
even when they are one is as far off un answer to the question as hefore,

Sometimes, however, a [older achieves results out of the ordinary and ont of
propurtion to the amount expended on it, and an examination into the possible
canses of Lhis success is sometimes of preal value to those who would obtain
results as satisfactory. A casc where more than £300 worth of new business was
obtained [rom a folder costing ouly some twelve guineas iu all may be considered
a happy example, I think, and appropriately cited heve.

Until a month or 80 ago the cditorial policy of ddvertising Display had been
the reproduction of new forms of display advertising, in Lype, in lay-out, in
design—in printing, in posters and in the press, This policy had met with astonish-
ing success, bul it was decided to amplily it by a servies of articles directed to
converting manufacturers who advertize not at all or too little to the idea that
right advertising paya.

The June issuc was to be the medium of the first great missionary effort.
Articles by foremost authorities advoeating the benefits of the main kinds of
advertising were prepared and every effort was made to make this number the
most powerful advocale [or advertising that had ever been put forward.

It was cesential that advertisers were made aware of the exceptional oppor-
tunities for adverlising offered by this number and of the fact alzo that a promi-
nent and powerful trude organ was taking up the cudgels on theiv behalf. The
majority of the firms to whom this folder had to appeal—printers, publishers,
poster agents, engravers and studins—are deluged with promotion matter of all
kinds,and it was necessary that this folder should attract and hold their attention
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against the fiercest compelition. It was hil and ne “miss.” An unusual folder was
demanded—bul the allocation was small.

In view of the importance of the “tale to be told,” it was thought that a stark,
unadorned staterent of facts would be most effeetive and sineere. Simplicity was
to be the keynole. The folder was therefore made a straightforward four-page
one, but of an uncomman size --143 by 91 inches. Grosvenor Chater’s dead-white,
hammer finished, Royal Cornwall was chosen for the stock and the printing was
in black only. Page 1 was devoled Lo a “*teaser™ title, “Who will be the adver-
tisers of 19307 hand-leltered in a gort of ultra-Bodoni, Pages 2 and 3 carried a
bald recital of the facts and the advantages of such a number to advertisers and
potential advertisers. The text was set in “Monotype™ Bodoni, well leaded and

“17, alsn

well puragraphed. The only oruament or reliel was a very large initial
hand-drawn. Theback page was uzed for advertisement rates and such particulars
as the sercen for hall-tones, the sccond colour available and other like infor-
mation. With the exceptions of two French dashes, Lthere was not one rule or
ornament. There was not one illustration. It was starkly simple.

A carefully multigraphed letter, individually signed. and with the prospect’s
name filled in, was enclosed with the folder. To avoid folding it was inserted in
a deed envelope in which a reservation card was also enclosed. On the day prior
to despatch another multigraphed letter was sent to every prospect addressed
personally where that privilege was possible, but in every case filled in, staring
that the folder had been sent and asking that special consideralion might he
oiven to it. Tt was hoped by this simple and inexpensive means to arouse the
prospect’s euriosity. :

The trick—and the folder—succeeded. The result was astonishing, By return
of post a number of order cards were received delinitely reserving space, and a
hatch of letters comment‘i'ng most fl:'avourab]y on the idea put forward and, in
many cases, on the folder itself. Orders were even telephoned. Later posts hrought

the same happyv results.

In the end, definite orders for that one issue alone, directly traceable to the
folder, amounted to considerably more than £300 and literally dozens of letters
had arrived. An appreciable amount ol business had obviously been influenced
by the folder, but thiz has not been Laken inlo account.

Many of the orders came from firms who had not advertised in Advertising
Display before, some from firms who had not before advertised in any advertising
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journal, and some from advertisers whose fortress for years past had becn
stormed from every angle with no result. And when it is considered that the
mailing list included only five hundred names, it will be agreed that this achieve-
meul is 1 wonderful testimonial to the value of printed advertising—rightly used.

Ag has been said, the expenditure was a trifle over twelve guineas. This in-
cluded the cost ol composing and printing, of paper, of blocks. of the hand-
lettering, and of the reservation cards enclosed. Postage and the cost of multi-
graphing the letters is not included in this figure. The charge for composing and
printing was only £4 13s. 6d.

The moral, of course, is that a good idea ar a good product well presented will
always gel results. What, perhapa, is not recognised generally is Lthul an eflec-
tively-printed folder need be ncither elaborate nor expensive to return a very
handsome dividend on capital expended. This experience has proved, possibly,
that when a prospect is surfeited with folders of everv shape, colour and size,
with sophisticated folders on which advertising experts, copy geniuses, eminent
typographers and temperamental artisis have had their way—or not, as the case
may he—a simple one-colour piece of good printing of unusuul Lut not (reakish
uppearance will arrest attention long enough for the sales message Lo be read and
the order signed.

There may be more good ideas unlold in the printers’ case-room than are
dreamed of in the philosophy of those to whem a printing abertion or Cheltenham
Bold are the only paths along which buyers can be led to the purchasing point.
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The Types
used in this number of TeEE MonoTyPE RECORDER are:

BODONI
Series No. 135, in 8, 10, 12, 14, 18, 30, 30, 42, 48 and 60 pomt

BODONI BOLD
Series No. 195, in 24 and 30 point

BODONI HEAVY
Series No. 260, in 10 point
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THE LANSTON MONOTYPE CORPORATION

LIMITED
© 43 & 44 Feiter Lane, London, K.G.4
Telephone: Central §551-5

PRG'YIKEIAL ERANCHES

Brisron British Domimons Honse, Tramways Cenire
Brsneaim  King's Court, 115 Colmore Bow

. DunLin 39 Lower Ormond Quay
Grascow Castle Chumbers, 55 West Begent Sireet, (.2

MawcErsTER 6 St. Ann’s Pagsape

OVERSEAZ HEANCHES AND MANAGRERS
AnsToAria G. 8. Inman, 117 Birrell Strect, Waverlsy, Sydney,

N.5W,
CHINA Eanston Monotype Corporaiion Lid., 17 The Bund,
- Shanghai
Impas Lanston Monotypa Cerporation Lid, 27/5 Waterloo

Stwvect, Calentta; P. 0. Box 305, Bombay: P. 0.
Box 336 Maunt Boad, Madras
New Zeprawo €. J. Morisen, 210 Madras Sereer, Christchurch
Sopro Armics  Monolype Machinery (S.A) Itd., 12 Tong Strect,
Cape Tovn

FOREICN CONCEESIONNAIRES

CoNTINENTAL Furops

Continental Monotype Trading Gompany Lid., Basle, their snbsidiary

Companics and Apents:
Amsterdamn—Continental Monotype Trading Company Litd., Heeren-
gracht 125

Berlin—Mouotype - Selzmaschinen - Vertriehegesellschaft wmb.H.,
_ Kreuzberg Strasse 30, S.W.61

Brusgels—3 Quai aa Bois de Constrnetion

Paris—Compugnic Francaise d'Tmpertation “Monotype” 85 Rue

Hentert-Rochereau
Helsingfors—RKignteollisuasasioimiste Osakeyh- Agents of the.
tin, Vladimiragatan 13 Cortinental Monatypm
~ Oslo—0laf Gulowsen, Akcrsgaten 49 Trading Company Ltd

Wz bog to remind vur frcnds and the Trade generally that the name
“Monotype” is our Hegistered Trade Mark and indicates (in this eounrry)
thatthe goods towhich it is applied are of cur mannfacture ar merchandive,
Cnstomers are requested to see that all keyboards, casters, accessories,
paper, and ather poods of the kind supplied by us bear the suid Registered
Trade Mark, which is 2 guarantes that the smme nre genuine,




