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THE FRONT AND BACK COVER ILLUSTRATIONS
show the “MoNOTYPE” stand at the British Industries Tair,
Olympiza, 1931. The front of the pavilion was constructed of
triangular projecting slats painted black on one side and white on
the other. Seen from the left, therefore, the word “Monotype™
appeared in white on black; by crossing to the right the opposite
effect was presented. This novel treatment was hailed by designers
as “true modernism,”’ in that it was dynamic rather than static.
Mr. G. Stubbs, of our Technical Department, originated the
design and supervised the construction of the stand. A very
satisfactory number of orders and enquiries were received at
Olympia for “the British-built, British-owned Composing
Machine™
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IT TRAVELLED OVER
10.000 MILES -~

FOR A PENNY-FARTHING

Yet that printed circular couldn’t deliver its
message across the vital twelve inches—from

the customer’s hand to his brain!

Why? It wasn’t
convincingly
printed. It

was shabbily

dressed !

FPAGE ONE OF

A CIBRCULAR TO
PRINT-BUYERS

RECENTLY ISSUED BY THE

MOMNOTYPE CORPORATION
[DRIGINAL 1S IN THREE COLOURS]

*To bmild British prestige overscas,
you must use the authariey of tvge,”
the circular continues. “It's worth
while knowing how to get the very
best type-set printing at prices kept
low hy mechanical efficiency.

“I'he finest separate 1ypes, of ex-
clusive: design, are today set auto-
matically at high speed by the
‘Manatype? There is no substitute
for the appeal of ‘Monotype’-ser
printing for only new, cxtra-hard
type 18 nsed,”

Page 4 of the virgular gives a hricl
resumeé of the particular advantages
of the “Monotype™ printer (new
type, quicker corrections, time
saved, better results),
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A successful printer recently told us of an argn-
ment he used to good effect upon a customer
whose orders had previously been restricted to
fonal lots of stalionery, yet who could have
1 eventually did profic by issning a campaimn of
pecilic Advertising,

“*Mr customer,’” said our friend, “was 4 genial
chap znd 2 good sport in his private life, bur very
conservative in business affairs, He was the sort
zat would Iook upon with suspicion any adver-
tsing cfort that involved the purchasing of one
thousand penny stamps, and he would not lend his
ation 0 any suggestion that even it nine-
s of these stamps produced no response, the
1ece could return a decided profit.”

‘As hewas keenly interested in racing, T applied
what the lawyers call a “change of venue” 1o the

Sp

ven on a certan horse in an approaching race.
T indicated vaguely that the information came
from an authoritative source, and he promplly
asked his secretary to telephone to his bookmaker
L puten £ 5. While the call was coming through
=0 gave him the source of the information,
ch he reeognised Lo be quite as valuable as any
racing tip is likely to be. He torthwith called over
to his Secretary to “make thal fen pounds ! >

“*There you have proved my paint,” I said.
“The more you know the more you will wager.’
He stared at me. “What's that got to do with ad-
verusing?’ he asked.

“"Noadvertising effort is any more of a certainty
0 begin with then any other form of investment,’ I
replied. "whether you pur vour money on a horse,
or on 2 gold-mine or mwo gilt-edge securities.”

= “The nearer you ¢ome 1o certainty the more

you arc willing to invest. The sort of advertising I |

2m wryving to do for you is the sort that keeps youn
lisd with iopformation, not when it is wo lute

"POSTED”

opened up the biggest guns. Advertising w-day
differs from the old-fashioned kind, in being hased
upon knowledge rather than guess-waork.’

*‘Ordinary people do not always buy goods for
the reasons which scem impelling 1o a clever ad-
vertising man. A queslionnaire sent out 1o u [ew
thousand consumers—including a private reply
pust-card—can open a manufacturcr’s cyes to the
fact that people are buying his goods fur entirely
different reasons than those he eloquently purs
forward in the press. You can try a new argument
upon the public in the press and you will soon
have somc idea of whether or not it is succeeding::
but try that same argument over a much moere
limited field, through posted circulars and reply
torms, and you will know cxactly, without any
{urther trouble, how that partcular argument
strikes that particular section of the public.”

* "You use the press now to a certain exrent, and
with good results. That is, when you have an
idea you think will malke people buy your goods,
¥ou put your money on it—the moncy being the
cost of a certain amount of space. Don’t you realise
that if’ you ecould be given a straight tip by an in-
expensive postal campaign, that the idea really was
a good one, you would increase your press space,
just as you increased the sum von have just bet?’”

The printer concerned reporls that as a result
of this racing analogy the customer did tor himself
what any good advertising agent would have done
for him : he tested a selected portion of his murket
by a serics of printed circulars ending up with a
reply post-card, therchy discovering facts about
his vwn goods which had never oceurred to him
betore. Direct Mail won anather convert and once
more proved irs extreme value us an adjunct to press
publicity,

T Advertising is no stronger than the research
b

ehind ir, aixl the printer and the postman direct

nything zhout it, but well before you have the lyboratory of sales research.
) 2 P ] H ¥

DIRECT MAIL!



WHAT IS DIRECT MAIL

The phrase “Direct Mail” i5 an importation
[rom a country where the posiman has for some
time shared with the news-boy the task of keeping
the publicinformed aboul goods which are for sale.
If 4 better term is to be found, for English ears,
the merhod might well be called Specific Adver-
tising, for ils purpose is Lo convey an adverlising
message to specific people whose names are known
—people chosen as being able 1o allord, and able
to want, the goods for sale.

The term Specitic Advertising would also pre-
vent the inexpert from confusing this means of
publicity with a means of sclling direct, i.c., Mail
Drder. The latrer dispenses with middlemen and
makes it possible for the consumer to purchase
through the post what he has chosen from a list or
catalogue., The former may be bent to this end;
but it is far more useful in the important relations
between wholesaler and retailer, and can often be
used o mduce a consumer to cater the retailer’s
shop. Specific Advertising, or Direct Mail, is the
sending by post to a given list of names any piece
of advertising hiterature, whether it be an elaborate
catalogue ar a slip tucked in an envelope, a large
circular in six colours or a form leteer, an illus-
trated booklet or a monthly blotter. The point is
that each advertisement is sent to people whose
names are known.

This intensive cultvation of known markets is
comparatively recent in adverusing practice. For-
merly the printed word was uscd—as it still most
decidedly should be used—{or spreading know-
ledge of goods, and desire for them, amongst
strangers. It was the dury of the salesman to
“follow up™ inquiries resulting Irom these adver-
tisements. Now the salesman comes with a van-
guard and rear-guard ol printed advertising which,
while it by no means replaces him, can often do
things which are impossible w 2 human being

A circular can, for example, slip through a door
which is barred to wavellers; it can occupy the
complete and undivided attention of the reader as
long as it can look interesting: it can show goods
mstead of merely describing them; it cannot for-
et o fact, have a had cold, or pursue a red herring.
A catalogue, well illustrated, can put 4 whole shop-
window on the customer’s breakfast-table. If a
salesman called at a man’s house and insisted on
demonstrating the smart cut of a now mackintosh,

ADVERTISING?

he would be considered offensive. A folder can call
and perform the demonstration tactfully and per-
suasively by means of sketches or photographs,
printed on suitable puper.

These facts are so rapidly and forcefully pre-
senting themselves to advertisers that the modern
commercial printer, whose “jobbing” work of
twenty vears ago was restricted to uninteresting
and routine forms, stationery, broadsheets and
other “throwaways,” now finds before him a field
limited only by his own ambilion and capacity—
an opportunity to create interesting and valuable
salesmen for his customers, and a new and quickly-
spreading reputation for himself. It 1s impossible
not to conclude from reports gathered in the past
six manths that the most active Bridsh printers
engaged in Specific Advertising work arc beng -
kept busier during the tme of depression than any
other particular groupin the industry. This special
number, therefore, is devoted to advertising sent
through the post; to its advantages and oppor-
tunities, and to facts which would aid or warn the
general printer who was considering the possi-
bility of specializing along this line.

The word “good,” wherever used in this num-
ber to describe a picce of advertising, must be taken
to mean almost exactly what “good’” mcans when
applied to currency or a cheque. An engraving
may be aesthedically good, or, if' it represents some
heroic zction, morally good; but if it is a five-
pound note, in Great Britain, that engraving is
good for £5. Similarly, an advertiscment may be
beautiful, clever, inspiring or amusing; 1t may bc
the reverse of any of these qualitics; but as an
advertisement it is good—for just so many sales.
It is well to keep in mind, in any general discus-
sion of publicity, the one gauge of excellence: the
proportion of resulting sales over and above the
cost of the advertiscment. Tt so happens that
beauty, dignity and “style’ almost always prove
the least expensive way of purchasing attention
and arousing desire. But the adroit ad vertiser must
use beauty for a very different reason from that
adduced hy the artist. He must use it becausc it
pavs, and only as long as it pays.



“BRING UP THE

It is a maxim of modern business that the use of
colour increases sales, We are not referring ex-
clusively to the use of the second and third colours
in advertisements, although, as we shall see, that
is becoming morc important. The fact is that any
commodity that can, as it were, be given a coat of
hright paint appears more desirable to the public,

We city-dwellers live in 2 world from which
bold colours ate slowly ebbing. Our eyes mest a
vista of grey streets under a grey sky, but some-
thing in us remembers the pleasant greenness of
an April meadow and the always unexpected blush
of the apple orchard. TLondon is kind to its citizens
in providing splashes of scarlet in pillar box and
*bus: but [ashion, more dour, has long robbed us
of the privilege of appearing in turquoise and
amethyst costumes. Tt has heen said that Bulwer-
Lytton, the most fashionable navelist of his day,
wrote that only a gentleman could carry off a
simple black and white evening eostume; the re-
sult of that epigram was that brilliant blue tail-
coats and canary coloured waist-coats disappeared
completely within 4 few years. There ix every
danger thar Mr. Aldeus Huxley, or one of his con-
temporaries, may muke a similar remark about
fushions for women, and still further fade the last
traces of the rainbow. But all this makes us mote
grateful for such flashes of colour as the manu-
fucturer does provide. In Amcrica, onc hears, it is
shockingly old fashioned not to have a full set of
kitchen utcnsils in coloured enamel ware. The
pastel tint of the bath-tub must be matched by
towels as well as window curtains ; portable type-
writers are now finished in lacquer red and jade
green; so are pocket Kodaks, overshoes, inexpen-
sive motor cars, tountain pens!

The “colour-blind” manufacturer stands in
danger of his rivals to-day, and the one who re-
members how quickly the colour-starved public
grasps at anv good contradiction of the eternal
black, white and grey, is opening up a new vision
of sales.

I 'he difficulty ¢comes in conveying Lo the public,
by the classic advertisement means, the news that
what 15 for sale is now available in the “latest
fushionable shades.”

The words New! Vivid! Colourful! form a
recognised cliché in advertising circles though the
third adjective is still looked upon here as an

FLOODS!

"COLOUR IN DISPLAY

L]

Americanism. But there 1s not much point in the
words alone if vou cannot reproduce the shades in
question in your advertising, Newspapers are not
vet able 1o print two or mote colours at high speed
and the adveruser therefore uses coloured papges
in periodicals—and Threct Mail.

The printer who is co-operating with the ad-
vertiser in ““bringing up the floods™ (as a theatrical
producer would say of his blue and amber lights)
must be g student of colour psvehology, 2 matter
that is not lesmed in one lesson. I1f it is necessary
to indicate that the commodity—a line of bath
towels or a4 fountsin pen—is now being made in
colour, it is far wiser to show the picturc of the ob-
jectin nmatural colour againsta page of erey or black
and white than o make the whole circular blaze,

Any practical printer is here at a distnct ad-
vantage over the expert who is not a prineer, for
he is in a position to advisc at first hand about
qualities and hues of ink which will produce
exactly the right effect,

DIMENSION BY

COLOUR

It has been said colour in printing can be com-
pared to profanity in the stress of daily life: It
is used ar all, it must be used with conviction, for
a purpose, and without hesitation. Too often the
second colour is allowed to serve a decorative
purpose: a little rule at the top and bottom, a
factotum initial, or worst of all, a mechanical tint
around the margins or over the text. By this time




THE MOKOTYPE RECORDER

it 1y generally acknowledged that no colour other
than black, and in very special cases red, is ad-
missible for printing actual words in type. It is
not so generally recognised rhar 1 single splash of
vermillion can do five times the work of hesitant
touches of scarlet, salmon or browi.

COLOUR “PUT ON" TIMIDLY

THIS IS EVYEMN YWORSE

THIS WORKS BETUIER

Hight : Kxporiments soith the
secomal eoldier

Pastel-tinted paper is extremely useful for auto-
matically differentiating business memoranda, but
it has no advertising value when a rival circular
appears on emerald green stock. Probably the
most vivid paper in the world is that which we
have been using in suo much of our advertising on
behalf of the “Monotype™ printcr. The brighiest
orange does not throw up type in such effecrive
contrast as does the brightest yellow, and the
dramatic valuz grows less through the shades of
green, red, purple and blue.

In the past few weeks many printers may have
looked with concern upon the frequent national
advertisements urging advertisers o save {orty
and fity per cent. of what they now spend on
printing.*

The emortions of a printer on reading this frank
invitation may be imagined: but adverrisers omit
many interesting facts which ir is not their duty
but the printer’s to put forward. ITappy, to-dav,
is the printer who has been constantly telling
his customer-about the authority and prestige of
clean accurate type printing. Happy, too, is the
printer who has talen the trouble 1o arouse n his

b

customers that “colour hunger,’’ that cagerness for
mellow or brilliant hoes thal cannot be satisficd
with the efforts of an smateur prmting machine.,
(Once a man realizes rhar process blocks, well
registered, and the very linest inks lor the pur-
pose, can give his goods an advantage above all the
dull-loaking clairns ol his rivals, that man will seek
oul the prolessional printer 4s 4 matter of course.

Tt too often happens that buyers of printing,
tully awarc of the importance of taking more ad-
vaniage of “colour bunger,” form their own refer-
ence files of cover-papers and inks, and comb
Europe for new material. When this happens it
may be an indication that the printer is not con-
sulted, as hc should be, for the laest and best

# l:“."-'f.onﬂt' & R
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ideas on the matcrial hie handles. Colour 1s “news”
0 custommers, as is dn)’thmw else which incr cases
attention by as much as forty per cent.

In summary it may be said that the use of
colour process blocks in conjunction with effective
typography is still a matter for professional skill
rather than amateur experiment, and there is
every reason why the printer who wishes to ger
most out of his typographic equipment should
point out the psychological appeal of pictares in
nararal colour and, ga zing upon the unlit stage of
an advertising campaign, should shour ro the
manufacturer to “HRING UP THE FLOODS,”

= Embarrassing as thess advertizements can be ro the small jobbing printer, the srgument hus been advanced that the
installation of duplicaring machines hus i leagt prevented certain large mancfacturing soncerns and mmnicipalitics [rom
ebarkiog on the perilous experiment of establishing pl'J.vnh:‘ priuting ollices, and gaining Orst hand experience of what the

princer already krows about acientific costing [s2¢ po 3 amd 19|
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PUTTING

Lust summer Sclfridges had ap exhibition of
processes of manufacture in the more important
trades. You could see clocks and [ountuin pens,
chocolates and silk dresses, emerging from the
raw maleria]l and being shaped by nmimble ma-
chines. The large room devoted to this exhibition
was always ::mwn]ul with men and women, to say
nothing of the conducted parrics of boys and girls
from the schools. But the thick of the crowd
alwavs concentrated on one corner of the room
when the visitors heard the queetly exciting,
rhythmical crash of the “*Monotype® Caster,

Selfridges had choscn the “Monotype’ as its
representative of the progress made by modern
science in the printing world—and they tell us
that it proved a“*drawing card” {rom beginning to
end. The sight ofa machine setting type into words
“all by itselt™ in obedicnce 10 a mysterious roll
of blue paper, proved irresistible. ‘I'he operatar
wus plied with questions, bur ro the visitors who
had ever commissioned prindng there was no
need to explain why the setting could be done
so fast, nor why the corrections could be made
without waiting or re-setdng. A glance at the

HESHOP"ON
PARADE"

BEFORE THE CUSTOMER

actmal types of a word in kerned italic showed
another advantage of scparate type. The pica quad
on whose face was cast the entre text of the Lord’s
Prayer proved to hundreds who peered through
the glass that “mass production’ was no bar, in
this case, 1o exqnisite accuracy of detail,

Every year, in many sections of the country,
there are cxhibilions staged by Chambers of I'rade
or other bodies. They are the modern version of
the medizval Fair, which kept commerce circu-
lating through the veins of western Hurape, The
manufacturers and othcrs who exhibit their goods
have their own sales organizations, but they know
Lhat one vital thing in sclling is 1o make friends of
strangers,and if possible to show how carcfully and
ciliciendy the goods are made : carefully, to prove
qualily ; efficiently, to prove
that the price is not being
kepthighby mukeshift, time-

WHsTng processes.

Now cvery prinier is a
manulfacturer, and it 1s to his
advantage that the processes
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he uses are of definite, not to
54y romantic, interest to the

layman, No machine ever
invented by man can wear
such a laurel wreath of quo-
tations from celebrated
authors as can the printing
press, The laborions hand-
press of Gulenberg’s day
made prudent men tremble
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what of the Miller “High-
Speed” with its 5,000 an
hour, or the newspaper

i

SRR Reduced fram a calendor issued
= by William Kidd & Sons, Nundee.
The original was iw eght coloirs



THE MONQOTYPE RECORDER

press, looming as high as a house and ready 1o
feed a million minds? And the composing machine
1s equally terrible in its might, for it produces not
the things we eat or wear, use and abandon, but
the thinygs we think—the very stoff of our minds.
I'he average layman, given a chance to visit any
fuctory, will choose the print-factory in maost
LSS,

Does it, after all, pay to make a mystery of the
Black Art of Printing? Dwoctor Faustus (Fust,
(Gurenberg’s parmner) had w “exhibit the ma-
chine™ to save himsclf from the stake, and cven
then his demonstration o the learned Parisian
professors came too late to prevent his association
in legend with Mephisto! A reputation for sarcery
is almost as harmful to-day: for if people have
been led to thunk of you as a wizard, rather than
as a manufacrurer and business man in charge of
intricate technical rasks, they will naturally expect
you to mutter “abracadabra’ and produce printed
sheets overnight and for next-to-nothing. Many
4 printer exists, in his customers’ cyes, mercly as
a man who comes in and makes promises, which
In some mysterious way either are or are not per-
formed. Ifthey are performed, he gets Little credit;
if they are nat, it is too late to affer any technical
excuse. One visil 1o a prinling office, on the other
hand, will mean the difference between fore-
bearance and exasperation in the buyer’s mind,
should some unforeseen delay oceur.

Practically all large printing offices find that it
pays, 10 more ways than one, to have some in-
telligent and courtcous clerk or official on the
premises who can always be available to “show
the visitors around.™ “Showing around™ is rather
u feat, if the layman is not to become contused or
wearied. The secret 1s always to talk from the
visitor’s point of vicw. “This process saves so0
many minutes when you’re in a hurry for the
job.” “By this process we save so-much extra
worl, which :means a lower price for you.” “If
you indicate a correction on the page proof, this
is what has (o be dong,” atc. After such handling,
the customer goes away with much less desire to
query the bill, and much more willingness to co-
operate.

Many of the large printing houses do-not stop
with inyiting the visitor to call. They send out

booklets about “What Happens to Your Printed
Joh—from MS. to Delivery.” If possible those
hooklets should achicve the cffect of 2 personal
visit under the care of an intelligent guide. There
should be a picturc of the front door, by all
means; and pictures (or word-pictures) of each
stage of the job¥s development, cnding with a
triumphant one of the loaded van setung off “on
the promised date!”

Bat is the smaller printer debarred from such
publicity because of the cost of a booklet like this?
[t should not be so, for he can treat the job as a
real wvestment i good-will, One *Monotype”
keyhoard makes as interesting a picture as do
twenty at long range. Onc “Monotype” caster
shown in action 15 gquite enough to prove that you
offer “new type every time.”” The shop-frant may
be too unpretentous to justify a view of the whole
building, but what about 2 picturc of the Master
himself at the front door, saying, “Come in for a
few minutes and see for yourself why we do print-
ing so well and so reasonably™? Would not the
most unimaginatve print-buyer, seeing that on
the cover of a leafler, turn the page and thus
“come ™ to a briel descripuon of the plant,
stressing the magic speed of the “Monotype.”
Would not the preparation of such a miniature
“Guide-book o the Wonders of Printing” pro-
vide berter material for the presses in slack times
{being 1 genuine investment) than a cut-price
order that showed no profit?

We can onlv offer these tentative suggestions to
such printers as believe in “making friends with
the customer.™ Any local photographer can sup-
plement the free blocks of the “Monotype” which
we provide to advertising printers, and ““Mono-
tvpe” users who also profit by the high speed of
the “Miller’ Presses, the Boston Wire Stitcher,
the Mentges Folder and other of our supplies
may obtain special descripgons of these machines
that save time and momey.™ The rest is in the
hands of the printer who believes in advertising
and is using it himsclf; who knows that he iy
engaged In a romantic task, and is not above
capitalizing that fact.

* Halt=ropc blacks of the “Miller,” “Boston™ and the

“Nentges™ machines are availuble oo loan o wsers, for
advertising purpRses.



THE PRINTER SELLS M I ST A K E

The question of bow much a mistake costs is
very like the question ahout the length of a picce
of string. Here are two cases that have recently
been recounted to us.

Ten thousand hooklers were wanted by an ad-
vertising agency on a certain day, “Of course,”
said our informant, “they didn’t allow enough
time, but they were quite definite about the use-
lessness of the booklets to them it delivery couldn’t
be made on that date. The job was hound outside.
We'd have had the job in the customer’s hands
right enough, for the binder strained every ncrve
to do it in time. But he didwe’t know that an
addressing clerk of his had put “SW.” instead
of “L.C."" on the label. Only a few hours’ delay
resulted—but they were the few hours thatmarked
“failed” against our name.”

“COur customer lived in Hendon,” another
printer told us.* The proofi—wanted because ofan
imperant conference—were sent to 1Tendon. But
the omission of “N W.4" on the label sent them
to the post affice at ITendon, Yorks. We weren’t
allowed to forget that little geographical point!™

Every busincss house has at some Ume or
another paid the penalty of carclessness, and
whether that penulty has been light or heavy is
entirely @ matter of luck, In fact, the more nrgent
and important a consignment is, the more flurry
and hurry is liable (0 creep into the final details
like addressing. Hvery firm that sends out an order
which has to be filled prompily and despatched
accurately needs a special type of gummed label,
clipped on to the order form. The label should be
trimmed small cnough to be pasted down on the
blank portion of any ordinary advertising label of
the firm that ships the goods, so that there need
b= no confusion as to the origin of the parcel; but
anything from minutcs to hours can be saved by
trusting o “type, the final authority.”

Herc is another casc:

Some piece of news affecting the routine or
production of a firm is issued. later an irate
departmental head insists that he heard nothing
about it; that there has been confusion; that he’d
like o know why departments can’t work together
= little better, ctc. The Advertising Manager wants
to know why he was never told about the first
order reccived from an important new firm. A
complaint or query addressed to another depart-
ment never reached the Sales or Research head-

1

INSURANCE

AT A VERY LOW PREMIUM

quarters, It is appalling to try to estimate the
amount of time wasted in the average business
ollice to-day through not having the vight specific
printed form [ov every occasion. A gencration or
two ago the President of a concern knew most of
the stafl intimarely, and the volume of business
had not reached the point where a hundred vital
matters had to be remembered and recorded in
one morning, by one department. Nowadays the
modern office is 45 intricate 2 machine as a watch;
and the fuilure of one cogwheel to engage anuvther
is cqually disastrous. A study of what might be
called the technique of oilice efficiency will give
many printers all the necessary mformation for
selling to a given firm a scientifically complete set
of inter-office memoranda and statistics forms on
different tints of paper. And once these forms have
proved their uscfulness, the printer who intro-
duced them will have proved himself an outside
partner in a very real sensc of the word.

Printing clarifies thought. If you are in posses-
sion of certain forms you use them; Iif not, you
tend o forget the very purpose for which they
should be there. For cxample, it is absolutely
essential that periodical ncws memoranda should
be exchanged between the Sales and Advertising
departments of every firm. 'L'he necessity of filling
out such a form has put more uscful facts mto the
right hands than any sporadic general memoranda
could do. Again: a “round-robin” memorandum
must have a special form to avoid miscarriages and
misundcrstandings.  Printers have every rcason
to propagandize this means of makiny sure that
cvery departmental head has noted the contents ol
the memorandum,.

Printing is the ideal form of Mistake Insurance.
It is that little investment in advance that makes
things clearer, more specific. Few printers have
made all the profits that are waiting for them in
their capacity as imsurance brokers guarding
against the depredations of carelessness.




TELEPHCMNE: A.D. 4214

F. X.
HIGGINBOTHAM

& FLOWERDEW LIMITED

TELEGRAMS: “HIGDEW™

YOUR OUR
REFERENCE REFERENCE
78 ROYAL HIGHWAY, ADVERTON L
John Smith, Esq. April 2, 1931

229 Forsythe Terrace
Adyerton

Dear Sir

Telephone Adver. 1234 : Telegrams “Cravatly, Adverton”

Tarberry and Harbinger Limired

24 Laconia Street

Adverton

TLEL.EPHONE: “NEW TYPE FOR
ADVER, 4367 EVERY jaR”

@” N Gmm”
Eﬂect:’ve Printing and Illustration Work of Every Kind

43 Prigt St,, Adverton, Warch =rd, 1932

Dear Sir,

The. 7 [AmOVE]: il Sans, Serias No, 262. Fie. 2 [MIDDLE]: Brageadosie and Govamond Hear e

16, 3: Biado combined with a script name blosk | by Alfred Fanvbonk in similar sivle, Note date Hpe




PROBLEMS OF THE LETTE R
HEADING

LONG NAMES AND OLD PREJUDICES

It is said that one of the most baffling problems
that can confront the huwman mind is that of
naming a cat. A kitlen cannot play an anonymous
part in the familiar circle while you wait for the
inspiration of 2 name; so in 3 fow hours one must
find something which is at once edsy to call, suit-
able, und yet so unhackneyed that it will not be-
tray your uneriginality whenever a visitor admires
the cat. The things by which we are judged are
those things which we have most often around us;
mmc’s “type” is established in the eyes of casual
acquaintances by such details as the shape of a
pipe, the colour of the dining-room window cur-
tains, and in the case of a firm, its letter-head,

Yet it is precisely thesc revealing and familiar
things which are apt to be chosen all in a moment,
without due care, precisely because, being closc
at hand, they are as meaningless to the daily user
as they ure significant to the stranger, Many a man
of what might be called the Warson type smoles
the kind of pipe associated with Mr. Sherlogk
Holmes, for no better reason than that the first
pipc of the series was presented to him in his
formative years by an admired uncle. Many a
busincss house has started with a lerter-head
pasitively offensive in its bad taste and cheap
appearance, only to {ind that the monstrosity had
become so associated with the firm that a change
for the better might create confusion. Pride in the
firm and the callousness of familiarity will blind
the durectors to the deplorable bad taste they are
exhibiting, just as vanity and carelessmess will
make a man scribble a note in 1l-formed lctters;
but strangers have an embarrassing habit of read-
ing character from handwriting which was not
meant to convey anything but the writer’s thoughts,
and potential customers have an equally embar-
rassing way of finding out what the letrer-head
says hefore they read the contents of the letter.
It is now generally assumed by the more encrgetic
and far-seeing type of business man that com-
munications headed by a steel cngraving of the
factory, surrounded by a weird mixture of lctters
and the words “established 1883, or some such
dare, cmanate from a firm whose executives are
apt to be a little stiff-necked in an argument, and
very slow to grasp new ideas. It is cortuin that the
letter which does not “crackle” convincingly as
it 1s pulled out of the envelope loses authority and
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makes the contents seem as limp as the sheet on
which they are written.

‘The guality of the paper is the first thing to be
seftled in choosing business correspondence, and
considering that the letter-head constitutes the
only printed advertisement which will be sent out
daily and universally, it is diflicult to ovcr-stress
the importance and prestige of really good paper.
Then comes the question of whether the lctter-
head shall be printed or engraved.

Tor quiet good taste, and an opportunity 10
solve difficult problems economically, nothing can
mutch the letter-head printed in a really good
type-face, with all the crisp cleanness of separate
type. But many firms ¢ling to the notion that an
engraved heading is somehow a protection against
forgery, and that, as in a visiting card, there must
be something to catch the enquiring thumb as it
passcs over the paper. On the other hand, the
number of engravers who understand the right
shaping of letters is pitiably low, and the ability
to cramp or extend letters at will, or to imitate
handwriting, proves a deadly tcmptation. It is
safer, in designing the sort of letler-head that will
be a true representative of a reputable firm to have
the whole thing engraved (if it is 1o be engraved) o
follow a type-printed original, set in somestandard
face like Garamond, Poliphilus or Gill Sans, ac-
cording to the kind of impression to be made.,

Coming down to the actual designs, the first
problem 1s that of any other form of display, how
to put first things first. In other words, how to
coneentrate as much artention as possible on the
name of the firm of which the letter-hcad is an
“advertisement,” both in the Shakespearian and
in the modern sense of the word. The happy
instances when a short word like JONES serves
for the conmcentration point are 21l too fow.
What is the designer to do with the firm name of
“F. X. HIGGINBOTHAM & FLOWERDLEW
LIMITED?




THE MONOTYPE RECOERDER

If the firm name often enmes before the public,
the problem hus been praciically solved already.
T'he housewife will tell her friends that che has
been shopping at “Iligginbotham’s.” You never
hear anyvone speak of having gone shopping at
“(r, W. Sclfridge & Co., Ltd.”, though to thou-
sands “Selfridges” is a household word. The

namc which pecople usc should be the chisef dis--

plaved name on the letter-head, whatever else
follows it in smaller type (sce fig. 1)

1f, on the other hand, an esmablished firm of
wholesalers has the misfortune to be named
“TARRERRY & HARRIGER LIMITED,”
yvou camnot descend to 14 point in order to centre
that name on the page in onc linc. But by using
Lthe full width of the paper a not unpleasant effect
can be produced (see fig. 2).

Suppasc that Messrs, T, & H. manufacture a
famous brand of cravats. No self-conscious Briton
is going to cnter a haberdasher’s and recl off a name
of that length when he 15 ordering a cravat, so the
line has been named “TARCUT” CRAVATS.
That provides a “feature line™ for the heading, and
TARBERRY & ITARBIGIER, LTD., MANU-

EDUCATION IN

THE year hooks of many of the Printing Schools, not
only maintain the good technical standard but show
rematkable improvements of originality and taste of
the voung designers. The hook work of the Birming-
ham School of Printing is too famous amongst col-
lecrors here and abroad to need extended commcnt
here, save for the remark that many hook-sellers are
trying unsuccesstully to obtain complete sets of the
widely differing but always happy experimenis of Mr.
Leonard Jay's students; but it may be noted that the

FACTURERS OF—can go above the emphasized
line and subside into T4-point capirals with good
grace.

‘The thing sold becomes the thing advertised on
the heading. 'The problem of the long name is at
all events not settled by resorting to cramped and
clongated type. '

Script in imitation of handwriting on a lemer-
head presents another scrious problem. Teft to
himself, the engraver is apt to produce the sort
of copybook calligraphy which has neither the
personality of the signature nor the familiarity of
the roman lerter to excuse it. A careful study of
the Blado italic in its 24-point sizc, cven a tracing
made with a sharp sgquare-pointed pencil over this
heautiful letter, will soon show a young designer
what possibilirics there arc in the Chancery hand,
and how vastly it improves upon the monotonous
copper plate of our immediate ancestors. As we
show on page o, Mr, J.\W. Printer, who in order to
tackle the long name problem, has comhined for
the nonce with another firm, contributes his sug-
sestion fur a letter sent out with the aim of building
up a speciality in letrer-head design and printing.

TYPOGRAPHY

examples of job printing and display now being done
are quire up to the standard of work in the leading
national advertising agencies. The London School of
Printing has issued another of those magnificently
comprised vear books, one which is worthy of an
Institution of its size and imporzinoe.

The Northampton School of Atis and Crafis year
book of the practical classes is composed throughout
“Monotvpe™, and indicates thar the ordinary logic of
good typography is being impressed nipon the students,



EVERY printing louse naust have some book or port-
folio to show customers what type-faces arve available,
It is unfortupate that any huphazard collection of
sheets will, strictly speaking, serve the purpimnse so long
as it gives a complete nventory of those founts snd
sizes which form the printer’s stock-in-trade; for the
tempration ioo ofien is to let the types speak for them-
selves, and to forget that the specimen hook at its best
is 2 monument and symbol of the primiing ollice it
represents. And in The construction of a monument
“wond enough® is, 50 to speak, not nearly good enough;
for where pure utility leaves off, crafi- and shep-pride
may well step in to make the book a permancnt ad-
verlisement,

Ve have lately reccived the new specimen book ol
Messrs. Balding & Mansell, of Wisheeh and Tondon,
which is in every way worthy of that frm. Mr,
Vincent Stecr is responsible [or its design. The quarto
size allows [or cither the proper showing of a display
face or a neal deuble-column arcangement of text
sizcs; the paper employed is admirably suitable both
in surface and tone; a discreet use of borders and a
second colour enlivens the pages; and the texts used
arc all on typographic suljecis. This last point is
important, hecause lay customers will never acguire
the printer’s knack of looking at a line of type ds type
without reading it; read they will, and so they might
as well be given some interesting information about
the type-face that i meeling their eyes!

But, like every other piece of printng, a type speci-
mien book is no better than the types it displays. The
beautiful paper and production would not have saved
Ars Typographica (as this book is entitled) had the
book embodied a collection of warped and tattened
and old-fashioncd letters. Instead, 11t has such beauti-
ful and popular designs to show as Garameond, Goudy
Modern, (ill Sans, “Monoiype” Plantin, Ashley
Crawford, :md many other of the most famous
“Monotype™ faces. Advertising men, publishers and
other customers who are presented with copics of
such a book as this will not think of the extra care und
expense given to its production, nor will they realize
the difficulty of compiling page afier page of text
matter suitable [or each face. But it is safe to say that
they will be very favourably impressed with the good
tuste ynd wide range of Messrs. Balding & Mansell’s
ype equipment. And now Lhat almost every cuslomer
latters himself thar he knows somelfing about type,
and in rhese days, when interest in typography is by no
means restricted to professional circles, an extra effort
which was dictated merely by proper pride generully
Lurns out to be a very sound investment indeed.

* * *

1K this connectvn we are glad to mention also the
" Supplement just issued by Messrs. Hendersen &

NEWS AND VIEWS

Spalding, of Camberwell, to their delightfinl specimen
hook, “Some Practical Considerations About Good
Printing,” previously reviewed in this journal. The
Supplement, eatitled “Other Types,” is very thought-
Tully .and effcctively produced. Among the new
“Monotype” faces shown are Bodoni, (ll “litling,
several additional sizes of Garamond, Tmprint and
Plantin, and a pood range of Baskerville. As all the
specimens use toxts describing the letier, the prioters
have risen o the npportunity of introduding such a
classic face as “Monotype™ Baskerville by composing
the following critique, which we reproduce by per-
mission. Those who have expericnced the difficully
of describing a type-face in non-technical terms 5o as
to give at once an accurate account of what it docs,
an explanation of why it s so attractve, will applaud
the competence of the writer: :

OFf vevived Buok Uypes, recently with great colerprise
made available by the Monotype Comsany, Baskerville
is certainly one of the mest saceessfl and the st fithlul
to the oviginal design. Tts characieristics are legibilivy in
all sizes and a beanniully even culvar, so that the eapitals
never strike ar tive the eye in 2 solicd page of lext. Half
closs the ayes, and Look thus at a well-set page of Nasker-

ville, and no appreciable break will he seen al beginning

of scnteness or proper nouus. Yot the capitals are distine-
tve in character, as the O, with its lower sendl, and the W

- shaw well; an even butler cxample being the charm and

usefulowss of the Small Caps. Yor page-headings, half-
titles, ete., the ialic eapitak are most graceful, with
coough decoration for charm and varicty and mot too
minch for stplicity, standing, as well, at a most plensing
angle, IInlike many book types, the larger sizes af Tasker-
ville ave execllent for display purposcs, and particularly
effective when used with the smizllev sizmes, as Lo drop
initials and title papes of a book, They are not startling
indend, and make no pretence to “pep”; lostead, they
offcr dignity, simplicity, and guiet legibility—qualides
w0 often neglected in displae, where shouating tends fo
become 30 loud as o be inawdible, The rond and gener-
mis proporiious of Baskerville are a testinony to the goods
advertised. Lo a spucious pags the fourteen point size
gives a fine and dignificd appearance, loss sharp than
Claslon pechaps, bul also less darlk than Imprinl, Basker-
ville is always nseful—an caccllont substitute for the
lighter and less Oeen “OM Style,” now gradually being
forgolien in fawonr of the [nor faccs available to-day at
the best printers. Baskerville looks well wilh vccasional
fleurons and delicate ornaments. A fing, quiet type for
hooks and display, Taskerville i 1o be remcinbered for
guod ook and display work.
* * *

“y3 charerer, in manners, in style, in all things, the
supreme excellence is siniplicity.” The American poct

- -



TIHE MONOTYTPE RECORDER

Longfellow wrote this sentence, which might well
gerve the purposcs of printers with customers be-
ginning (o ask for invalved layouts and for cvery new
protesque type face that can be mmported. Omcee u
custonmer has made up his mind to have anything, it
is @ matter of greal tact 1o attempt to alter his decision;
hut discreet preliminary advertising, bringing home
the point that real fine classic type faces and simple
logic of arrangement create the best publicity, might
well prevent many talse starts.

= * -

AN cnthusiastic user of the Miller “Simplex™ reports
that wpon chunging over card o 12 1b, bank paper the
automatic feeder responded perfectly without any
trouble, and with less adjusoment than he would have
thought credible,

* * *=

THE Februasry Number of “Sales Management”
ought not to be missed by any printer who wants t
know how his customers are bemg mstructed in co-
operation. Mr. E. E. Preston, in an article on “Cutting
Out Waste in Printing,” says:

GIVE THE PRINTER A CHANUE

If you submit ideas for working out, it is well that you
should allonw the prinrer to make some suggastions if he
feels disposed. It 8 offen 2 casc of theory versus praciic-
ability, and svmne idva which scems o vou to be unigqus and
really striking may prove to he unnecessary or impnssible
o carry out in peacties. The best plan Is wo co-operule with
the printer at the very eaclizst stages of the work, and in this
wuy waste will he kept to a mininur.

Mr. Wallace Heaton writes on the “Thotograph in
Advertising” as opposed to expensive art work.

Mr. Desmond Hoyle contributes an article on
following up an effurt at the British Industries Fair:

I the wiiter’s experiences, it 15 & good plen, just after the
Fair, to use Lirect Mail. A brief, well-worded [etter, nossibly
signed by the managing direcrar of the exhibitine Lirm,
might be mailed W cyvery enguizer . . . & friendly sort of
letter, which will reach the recipient ‘before he has a chance
of fargetting that little comversarion ar the Fair stand.
Accompanying the letter, there should by cither 2 catelogue
or a small foldet dealing with those goods in which inreresr
was expressed. Following chis, the call from the repre-
scntative.

A short article by Ar. F. G. Groves on the “House
Qrgan™ deserves carcful study by printers who have
begun 1o realise the enormous publicity value of this
medium.

Mr. 4. Leonard Morris continued his cxecllent
“A Short Course in Sales Typogruphy” with an
article on the preparation of booklets, indicating ways
of better co-operation for the printer. The entire

14

article deserves reprinting, as will be seen from the two
extracts we give:
INCORRECT USE OF TIE TYPE-BOOK

Here T must warn vou against incorrect use ol the Lype-
book. ¥ou must never forger that it 18 not a litle hil possible
to look at a line of type in a type-hook and rhen definirely
decida that this is the face to be used.

1 have muny times discovered thar types which looked 10
11 VeTy pLor in appedrance when T saw them in the type-
bock could he used o produce wondertul seftings in the
right atmosphece, aid with (e right senye ol displuy. You
can omly acguire this sense of what to use and what
discard by a system of trial and ercor, and by keeping your
eye persistently on the succcsstul productions of advernising
men, noting their melthods of display snd the types which
they employ.

THE ADVANTAGIS OF MECHANICAL COMPOSITION

The curstaneling acdvantage of mechanical composition is
that you lwve brund-new, unworn type for every 1ob, The
stoclkks of faces which the printor carrics in his cascs ar
bound ta become worn as they are used vver and over a.g;:m.
Moechnically-composed type ensures clean, crisp printing,
[reedom frorm huttered and wrorn letrers, and SUALADICLS R
better job of print.

When producing u buelle, you require several pages set
in the same type. Now, your printer may prnhab]y find heis
short of that particular type. Your “vopy” may carry 4
large quantity of certain individual letlers, and so cause
deluy 1o oblaining fresh supplies. (v the printer may have
annther hig job I the same type on his machines, which
might mean tal your beoklet would have to wait hefore
being sel. Type founts are very ezpansive 1o buy, and you
CANNOT EXPLCE Faur printor to purchase expepsive lounls for
wour benefit alone.

S0 muny printers’ customers are continually demanding
[resh founrs merely to gravfy whims, [orgeiting that the
continual mgrallations of new lounts eal up printers’ profils
very considerahly.

Ot course, I do not for a mament suggese thar a priover
shontld never buy new typre—ihat would be sheer nonsense.
Ey ery printer worthy of the name keeps his type-range up
L date, hut vow cannor expect him o have every Gace under
the sun, | hope my exact meaning is clear,

SAVING TROUDLE AND EXPENSE LN SETTING

Mechanieal setting climinarzs all these troubles. The
printer who has inglalled mechanicel composing possesses
zn unlimited source of supply—he can never be troubled
with a scarcity of any lerrers in his mectmnical vype selection,
or with “shortzge of sodts,” as tlds mouble is technically
terzoed. Apuarl from these vital adventages machine setting
Tor hooklers and camlogues cosrs lassa.

Finally, as if to drive the outstanding points home,
comes the inser on brilliant yvellow paper entitled,
“Does your name spell trouble to your friend the
Printer?” In this inser the Lanston Mouotwe Cor-
pﬂl‘?ﬂoﬂ explains why last-mmute corrections, freakish
specifications and Jﬁm:gevd for standard sizes and
-Juahuc.ﬁ of paper can a_ll CAUse UNNECessary incon-
vemience; it shows wig the “Monotype’ ~Lquppcd
printer offers unusuall®yuick and satisfactory service
1o his customers.

A copy of this “ Monotype” inset addressed to buyers
of printing may be obtained on application to us.
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“It is 4 good thing,” said & printer friend of ours
recently, “that there is such a wide choice of fine
faces un the *Monotype™: for when you come right
down to it, the face makes or mars the appcarance
of the job. If you’re going (o make a silk purse, It's
easiest o make 1t out of silk.” Mauny of the adver-
tiscments we have recently reccived from printers
show a shrewd ability to muke the most of famouns
tvpe designs, faces which are themselves “sales-
men of printing.” Alfred Tgey, of Leicester, Tol-
lows his very tasteful circular abour Gill Sans,
Poliphilus imd Bludo with g bookler on Centaur,

AND VIEWS

little house organ, Pusk and Pring, in Plantn and
Gill, etc.; this house understands the “service
idea™ and has acquired a distinet personality.
Adams Brothers & Shardlow, of London and
Leicester, are doing some clever creative work,
including large-size settings in Gill Sans, “FL.& .7
of West Bromwich, have scored, 1L 15 said, one of
the greatest Direct-Mail trivmphs of the year with
a brilhiant letter-hesd campaign. It is something
that many printers are advertising to-day; it 15
more important to realize that the standards of
printers’ advertising have very greatly risen. Risen,

which cannot fail to create s very favourable im-
pression. . W. Moore, Ltd., of North Shields and
Newceastle, continues to bring out thst sparkling

perhaps, 10 the ocension—the new demand lor
Direct Muil.

PRTNTLERS® PURBT.ICTTY. “MONQTYPEY-SET
him to increase his stock of briscle at atimewhen business

DM
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took the advertiser ‘out tn one’ by bringing back over

printing such advertising matter that we go ‘out in one.'

We were one of the first to build an advertising service

! organization ta sell aur product, not just as good printing

but as potential sales. The selling of our work depends

upen Its efficiency in selling yours. in its ability to reduca

your selling and distribution costs, by increasing sales
through advertising effectiveness, = We submit roughs,

designed in the light of what you tell us you want your
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FORMING & GROOMING

Hefore a line is written or a layout made for the
first circular or other printed advertisement thatis
to be sent by post, certain questions have to he put
and answered by those in charge of the campaign.
The first guestion ol all 15 “To whom is the piece
to be sent?”’

The mailing-list must be vividly in the mind of
the advertiser, or much of his effort will be wasted.
It is the people on the list—their incomcs, their

standard of living—that determine hus approach.

His double problem is to find more names that
should be on the list, and ro climinare those which,
for one reason or another, only incur a waste of
printed matter and postage. To gain new names
{rom which be can make a choice of “Largets™ [or
a cumulative campaign, he naturally counts upon
the classic method of advertising,

USING THE I'RESS

The Press is always first aid o the user of
Speatic Advertising. It is bad waste of good
material to issue a catalogue or cven an informa-
tive circular without asking people through the
Press tw send for it. The advertiser must here
choose his medium according to the kind rather
than the quantity of people he wishes 1o reach.
This is not because the “quality™ newspapers and
journals have by any means the monopoly of the
wenlthy and [astidious readers; it is merely for the
reason that it is difficult to refuse a catalogue to an
applicant who can never afford to purchase the
commodity, und the papers of limited and high-
class circulation have a smaller proportion of
“catalogue collectors™ amongst their readers.

“Fill up the coupon™ too often heads a small
triangle on which a signature and an address can
only be squeesed into complete illegibility. We
disagree with Mr. Francis Mcynell when he says
that coupons are never Justifiuble; thev are one of
the most scientific ways of getting a proportion of
response [rom any piven circulaton, and though
it is most unwise to write upon newspaper with a
Iountain pen, a sufficiently large reply coupon,
placed so that the advertiser docs not scem ro he
ashamed of it, can be filled up legibly with a black
pencil.

THE INSET

But there iy another form of Press advertsing
which is invalmablc in rejuvenating the mailing
List, This 15 an nsel i magazines, An ionset with

ThHE LI5T
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its convenient tear-ofl reply card, its opportunity
for using pictures, colour and novel tvpography,
and its commanding way of protruding from the
magazine, is first cousin to the circular thatr gocs
through the post. There is in fact no reason why
the first mailing piece of a Speciic Advertising
campaign could not be used without change as an
inset in a magasine; we ourselves have drawn a
very high percentage of immediate response by
this method,when bright-coloured paper was used ;
and 4 contoibutor has drawn cur attention t the
excellent insets by which the Linguaphone Corm-
pany gets new names for its postal campaign, This
reporter sent in a reply post-card in order to study
the technique of the direct mail campaign which he
had thus evoked; it proved to be so succcsstully
written and Mustrated that he purchased a set of
the records in question and thus is not yet able to
say how long the company would have persisted
with him!

[t is most unwisc 1o issuc an inset for a journal
without being fully acquainted with the postal
regulations i1 the “Post Othice Guide” under the
headings ' Prrvate papers and Commercial papers™
and “Samples™. In any case of doubr, 2 specimen
of the sample advertisement scnt to the post-office
authorities may save many regrets.

POINTS FOR PRINTERS

Tor national adverlising. and in certain locali-
rics, lists of classificd namcs arc available. These
arc helptul in retail selling but every wholesaler
knows or should know the names of every rerailer
in a given locality.

It is a practice of many business firms to specily
that all communications should be addressed to
the firm and not to individuals. It is the pracuce
of wisc advertisers to accede to this request when
it is made, and then to prevent a miscarriage of
the mailing piece by adding “for the attention of
Mr,  or an indication of the department with
whom thev are concerned.

The noting of specified names plays an im-
portant part in the grooggne of a mabng list.
The more expensive a Spetific Advertising cam-
paign is, the less point there is in postmg it to
every person who might be conceivably interesred




FORMING AND GROQMING THE LIST

in the product. One or often two “feelers” should
besentoutil possible. Adirectory oflocal addresses
is an excellent indication of the social groups into
which peaple form themselves, or a post-office
list makes an excellent basis for such preliminary

action. A circtlar letter can be sent, enclosing a

printed [older which scrves the double purpose of
proving the authority of type and the mterest of

an illusration and of supplyiog a reply card rcady
to hand (preferably stamped) which recipients can
return,

The official index cards of the modern business
office which owverlap in drawers so that all impor-
tant infurmaton appears at a glance should form
part of the business equipment of every printer
who means to take an active part in Specific Ad-
vertising. It is by no means a waste of time and
money tn acquire onc’s own classified lists and to
keep them up to date, even when theselists arc not
thosc of huyers of printing. It is just as important
for the creator of specilic advertising to offer his
customers “‘coverage” of particular groups and

classcs, as it iz for the advertising manager of 2
NIEWSPUPET.

In wholesale sclling, it is obviously part of the
Tuocal traveller’s duty o keep the mailing list for
his territory absolutely alive and complete. Un-
fortunately, this very imporrant co-operation must
too often be asked of salesmen who cannot afford
o give mmch time ro anything bur sclling. When
4 man’s commission depends on the number of
orders he can book 1 a day, he cannot be cox-
pected to take as much trouble as he should in
advising the retailer abowt window and counter
displays, seeing that throw-away circulars have
the proper distribution, etc. Large manufacturing
firms are coming to realise the necessity for a new
type of executive, who will preside over that no-
man’s land herween the sales and advertising de-
partments. The“dealer felds-man™ as he 1s called
will he ahle to help and advise the retailer in many
ways; and one of his greatest services to his own
company will be definite information as to the
etticiency of the mailing list..

Printing has certain advanrages over the human
talker, and one of these advantages counts par-
ticularly in Great Britain: the fact that it cannot
continue to irrilate or interrupt people, The cir-
cular that arrives un vne’s breaklast-table savs in
ellect: “1f 1 am boring you, throw mc away.” This
very helplessness of the printed thing secures for
it the “interview™ which would not, perhaps, be
accorded 1o the pushful sulesmun.,

vanotic persuasion is a matter for the human
eye and voice, and typography can only mitror
these things. But any explanation is better printed
than pr].(LI.‘I. A linc on a theatre programme re-
questing ladies to remove their hats can prevent
any number of officious and irritating personal
requests 1o the same effect. A statement or sug-
gestion made tar cnough in advance, and with the
cool authorivy of type, is far more etfective than
a hasty cxplanation made on the spur of the
moment.

Many printers complain nowadavs of the in-
ordinatc demands of customers for [reakish
foreign Lype-taces, for speeds impossible to any

A TACTFUL AMBASSADOR

machine, and for services nor mentioned in the
order. Few of these complaints come from the
printers who send the most tactful of ambassadors
to their customers—the illusrratcd housc-organ.
An ecight-page “magazine” of pocket size can
make statements about the value of “few and good
type faces,” about the cost of unnccessary cor-
rections, and about the time that given processes
take, which are far more cffecrive than any re-
joinder that can be orally made (0 an impatient
customer. The onc explanation gocs our in ad-
vance, with. digoity, without oflence; the other
comes out under the very sharp spur of the
moment, and puts the printer on the defensive.
It does not do to remind a customer that enly a
low-grade menrality could have been responsible
for a ziven speuﬂn,m.on Bul o remind him of an
cxplanatory article on that very subject in a recent
number of the house-organ al once wests the
speaker with fhe authovity of type. “We believe
what we see in print,” all the more 30 becausc
ponung, of ity very nalure, camoot be officious
and must be, to some cxtent, impersonal.



A CHANCE FORTHE SMALL
ADVERTISER

YOU CAN CO-OPERATE!

Few printers nowadays have in their hands the
dircction of national advertising campaigns which
use Lhe press. The printer to-duy hus the task of
“feeding” small businesses with ever-growing suc-
cessess in Dhrect Mail until such confidence in
advertising is esmablished that the business in
guestion can face the bold investments necessary
to make an impression on newspaper and magazine
rcaders. [t must always be remembered that £10
represents a serious sum of money to the man who
has never advertiscd; he wants to ses a definite
relurn from it before he jovests further. fio
propetly spent in Direct Mail can show wvery
heartening results: the same sum only paves the
way in press advertsing, however much morc
response the latter may cventually bring.

Evcry printer, therelore, must be interested in
any project which makes it easier for the small
advertser to take that frst, minimum risk which
may starl him on the road to nation-wide fame.

One cannot do business with conservative small
manufacturers or shop owners without realising
that onc of the greatest deterrents to Direct Mail
efforts is the question ol sending out reply-prepaid
cards or envelopes. True, one would gladly pay
twice or thrice the postage for an enguiry; but
anyone who has seen stamps steamed off un-used
envelopes realises that to the average man stamps
are money. To send oul 2,000 posleards bearing
1d. stamps may be a very profitable investment of
£3 6s. 8d., but the hesitant adyertser cannot look
beyvond the gesture of “tussing 2,000 pennies into
the posthox!

Imagine, however, olfering such a man the
opportunity of paving reply postage only on the
replics reccived. Tt would mean that if he got a
ten per cent. response, on which he paid double
return postage, he would save eightly per cent. of
the cost of stamps.

This system has been in foree in the United
States [or a long enough time Lo prove its practica-
hility in the post office and to leave no doubt as
to 1ts beneficial efect upon trade, The possibility
of mtroducing the system of guaranteed reply

postage in this country was broughl forward by
Mr. John Milchell of the Fncyelopedia Britanmea,
and discussed in many aspects, at a recent meeting
of the British Direct Mail Advertising Association.
Mr. L. J. Cumner spoke for the printers (who are
largely and vigorously represented in the Associa-
tion) and other speakers suggested methods by
which this very important innovation could be
brought to the notice of the Government and the
Legislature.

The scheme 1s one which delingtely promises a
much needed aid to industry in general, and one
which would obvionsly be of specific and imme-

== iliate benefit to the printing industry. It is hoped,
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therefore, that all possible publicity will be given
Lo Lhe representuations which are to be made to the
Postmaster Creneral, and local printing organiza-
tions will naturally consider the problem with
particular attention. .

‘The British 1irect Mail Advertising Associa-
tion, which is this year under the chairmanship of
a Muster Pomter well known in Federation circles,
Colonel W. H. Barrell, is, as we have previously
puinted out, one to which progressive printers
have every reason to atfiliate themselves. Postal
reform it but one aim of the Association, which is
doing most energetic work in compiling statistics
of results, information as 10 methods und materials,
and many other [acls calculated to bring abour a
closcr co-operation betwean the man who wishes
to advertise economically and specifically and the
man who knows exactly how to help him in that
eflort.

Tinguiries and apphcations  for membership in the

HILMAA. should be addressed to the Secretary. M.
Stunley Talbot, 110 Greal Russell Stoeel, London, W.C. 1.

S



How much of your
business routine is
of the period A

“BEFORE GUTENBERG":

‘](')}llann Gutenberg invented Printing from
movable metal tvpe half-a-thousand vears
ago. Since then there has been no substitute for
TYPE, that crisp, accurate way of authority.

Yet Business is sdll running up a bill for
n c{‘ﬁcicncy, ]ackiug full k_nowlcdgc of whart
the professional printer can give in the way
of “mistake insurance.”

{or examp le .

ABOVE: PAGE |
BELOW: REDUCED FACSIMILE
OF PAGES 2-3 OF AM INSET
WIDELY CIRCULATED IN THE
ADVERTISIMNG ANMD BUSINESS

JOURMALS

Page 4 reads: “It s worth your
while 10 go to the printer who offers
you ‘new type for cach jobh” ... Tt
your modern printsr win you better
sales.”

Issued in the interests of “Mono-
type”-equipped printers by the
Lanston Monolype Corporation,
Limited.

“MISTAKE INSURANCE"

A nired packmg clerk misread asbippng order

a conmghmenr, ?mm-.swl amoa anersih iy,
went asttay ... A gezimed ladel, TYPT
FRINTRD COR ADGHR ALY ond -
classd wirk the =rder. wauld haws prevenred

I
LR,

*

Lotz otions were tsued w saesmen abeut
lin=s. Duoe they didn't lack Lixe mstruch
they looked lke what hey were ;
Gt ol [winrisg, CRISE YR wrand
have sparkled avthoney .

“Why wam't elde” Two diparmtments e
ar lazperheads hocacss the fiom never nealised
tzar therz is a snecifie meme torm for every
business couting, wd dae e Tuek ol 0 wats
valvable sxzeative dine aod it wdstakes.
SERARATE-TYTE TIUNTING, CATADLE 08

ACCUSATT COARLCTION, PURCTIONS A5
SMINIARE D45UAANCE

“SALES STIMULILY

L

[Tonx pzany crders are booked duri.ng ,‘Hf.‘_,"‘-'m'
salls Vo pritaesr, vsing rite ﬂri:[\\ [t £a%ne
auchoriy of TYPE, can broak dowe e pee-

Costariers whe “never Dol of

Jualives
your goads”

z
Vet etgbamete go M thr moviet and prad
books and magazines. W nor wse chas f:
A dvaric }ui-,;m_\_g: ,dllh sl el e mype
szeak o them in o famelian, inmerosdmg
JETRLITTL I,

1
Penplzare “malenrehing " acwradass, Oely
the profestonal prncer knows how o make
the “eoleur apped™ in scllnp, wichauc waste-
[ wxperiinenls sod J\i.aapp:ui.mmk::.-,- Celour
and newe-cast type sre fnmplant salesman.
PEOPLE BELIEVE WHAT THEY 5EE B I¥YFE:

ANEITLE GFE RE, LR TYPE-SSUNIMNG AT
Lok DORT



LANSTON MONOTYPE CORPORATION
43 Fetter L;;:,i ]J:;zdml_1 E.C4
Lelophone: Centrul 8551-5

PROVINCIAL BRANCHES

BrrsToL West Tndia House, 34 Baldwin Street
Brrmmnciam  King's Court, 115 Colmore Row

Drerry 3g Lower Ormond Quay

GLASGOW Castle Chambers, 55 West Regent Sireel, Gz

MancnesTER - 6 51 Ann’s Passage

DOVERSEAS RRAMNMCHES AND MANAGERS

AUSTRALIA G. 8. Inman, 117 Birrell Streel, Waverley, Sydney, N.S.W.
{IHINA Lanston Monotype Corporation Lrd,, 17 The Bund, Shanghai
1D Tanston Monotype Corporation Lid,, 27/5 Walerloo Street, Caleutta

P.0O. Box 305, Bombay; P.O. Box 336 Mount Road, Madras
New ZeEaraxp C. J. Morrison, 210 Madras Swest, Christchurch
Sourd Arrica Monotype Muachinery (8.A.) Lid., 12 Long Srreer, Cape Town

FOREBIGHN CONWCESSTONMNATIRES

CoNTINENTAL EUROTE
Continental Monotype Trading Company T.1d., Basle, their subsidiary Companies
and Agents:
Awsterdam  Continental Monotype Trading Company Lod., Kelzersgracht 142

Berlin Monotype-Setsmaschinen-Vertriebsgesellschatt  mub.l,  Kreuzberg
Strassc 3o0. 5.W.61 '

fyursels 3 Quwi au Buis de Construction

Pariz Compagnie Frangaise d'lmportaton “Maonotype,” 85 Rue Denfert-
Rochercau '

Ruowme Silvio Massini, Via due Muacelli 12

THelsingfors  Kirjateollisuusasivimisto Osakeyhtio, Viadimirsgatan 13 (Agents)

Oslo Olal Gulowsen, Akersgaten 49 {Agenis)

We beg to remind our fiiends and the "Trade generully that the name “Manotype™ is our Registered

Trade Mark and indicarss (in rthis country) that the goods te which it is applied ave of our manu-

facture or merchandise, Customers ure reguested 1o see thar all kevhoards, casters, aceessorics; papes,

and Other soods of the kind snpplied by us hear the suid Heglstored Trade Mark, which is a guarantee
that the same are geauins.
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