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Foreword

In 1915 The Century Co. asked me to write a

little book on type. It was published in 1916 under

the title of "MakingType Work."

I confined my subject to the use of type in ad

vertising, discussing in as plain and simple a

fashion as I could some of the things which my

daily experience had taught me about making

type work.

"Making Type Work" has circulated all over

the world. Several editions have been printed,

thousands of copies have been bought; after six

years it is still selling steadily and there are even

instances of a copy being stolen! It is on the list

of recommended books in many universities and

colleges, and wherever advertising is taught. In a

recent test to establish a list of the ten best books

on advertising, it was given a place among the ten .

The reason for the success of "Making Type

Work" is that it talked plain common sense about

the use of type in advertising, and showed how

to apply what it taught, to^BBpstey needs.
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During the six years which have gone by since I

wrote my first book, I have worked out many new

type problems, experimented no end, lectured,

written, taught classes at Columbia University.

And I have made "Sherbow's Type Charts for

Advertising."

This enriched experience has gone into the

making of "Effective Type-use for Advertising."

It probes farther and deeper than the earlier

book—gets closer to the very marrow of the sub

ject. Plain to be seen also in this book is the

result of my teaching and lecturing work. The

sheer necessity of making things clear to the

student mind has developed simpler and better

methods of demonstrating the fundamental use

of type.

So here is "Effective Type-use for Advertising,"

another effort to advance the sensible use of type.
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Effective Type-use

for Advertising





What is

good advertising typography?

THE MAN who drives his cart through

your street in Spring and yells "Strawberries!

Strawberries!" does perfect advertising.

He gets the attention of potential buyers and

tells them, understandably, good news of some

thing to buy and he has the goods right there

when and where desire is aroused: all this is mer

chandising at its best.

Advertising at its best is any means whereby

large numbers of people can be told good news

about something to buy. Advertising is simply

a wholesale method of human communication.

Advertising typography is just ordinary com

mon sense typography applied to advertising.

It is not something wildly and fiercely unique.

In fact, the general notion that advertising itself

is a separate, special, peculiar, deeply mysteri

ous thing is a vicious idea. That attitude toward

advertising is what makes so many advertising

[1]



efforts, both in conception and execution, pretty

poor specimens.

The best and wisest advertising men of my

acquaintance strive with all their might for natu

ralness . Theyseek naturalpoints of appeal , natural

language in advertising, natural illustrations,

natural comparisons and the atmosphere of every

day life in all they do.

It is only the novice who wants to don long

red robes, put on false whiskers, light up an in

cense smudge and wave a wand as the Stuffed

Panjandrum of Intensive Merchandising!

So type must be the clear, efficient conveyor

of the advertising message. It must be simple

and natural, no frills, no self-consciousness, no

"showing off"—just doing its duty.

In a nutshell, what is good advertising typog

raphy? It is typpgraphy that is supremely easy

to read.

[2]



Typography is only a part of advertising. Adver

tising must do two very unlike things:

First, get attention;

Second, deliver a message.

Attention is got almost always by something other

than type.

The message is delivered almost always by

type; the only exception is that the picture may

greatly help in delivering the message.

You can make an advertisement wholly of

type, but no advertisement can be made wholly

without type.

The supreme function of type is to deliver the

message.

[3]



Getting Attention

Have you realized how much of the money, work

and genius spent in advertising goes merely to

catching the eyevof readers, or, to use the accepted

term, how much is devoted to "attention-value?"

Considerably more than half; yes, perhaps almost

two-thirds of the money spent in advertising is

spent simply and solely to catch the eye, the

residue paying for the message which is the real

nub of the advertisement.

Illustrations 1 and 2 are two typical magazine

page advertisements. Note, first, that the story

could have gone into less than a page, but the

whole page was paid for to monopolize the field

of vision—the eye—so that here at once is a big

expense for attention-value. Then the pictures

and all the white space serve the same end. See

how little is left for the message, the real objec

tive of all this flow of money.

The willingness of the advertiser to spend the

greatest proportion of his money for attention-

value is again shown in the Noiseless Typewriter

newspaper advertisement (3) .

[4]



He paid for enough space to dominate the page

and then wisely used only a portion of it in which

to tell his story, so that the white space could act

as an attention-getter.

Again, money spent for special position on the

newspaper page, is money spent for attention-

value rather than for the actual delivery of the

message. The small advertisement of The Mer

cantile Safe Deposit Company in illustration 3

would stand a greater chance of being overlooked

if it were sandwiched in among a number of

others rather than placed where it is.

The all-type advertisement shown in 4 is all

message, not enough eye-catcher. Alongside illus

trated and colored and big advertisements it

would be a wall-flower, rather neglected.

You can make, easily, a very good all-type ad

vertisement—but no advertisement is or can be

made wholly without type. This is shown in the

"teaser" advertisement (5). It is all picture and

white space—no type at all. It occupied paid

advertising space in a newspaper but it is not

really an advertisement at all—-it delivers no

message.

[5]



TO THE EXCEPTIONAL MAN

 

To tint man, tucceuful in hli

occupation, with the mean) to

granfy hit rnuonable dairo—to

The mm erf exceptional ta.te-

quiet dimnction in appearance '» al-

tncat McOndnature. Heiccurathe

by selecting whar

nal ,4'r.,r, I quirh finat

There are a very few eusrom tailora auch penonal appard aa you w. 1 1

in thia country, London, or Paria imtmctively dnire to wear If

who equal Hinh, Wickwire Clotha you are the exceptional man-

in fabric, finuh, and especially in exceptional in taste, in desirea,

uality^nTppVuweT ° '" '" Hirth, WkkmrTciothea all diM

We make our clothes not only to *oi» hmve l™8 »°«Bh'-

nt, but to befit men of many Just a note from you will bring by

different ivpa, 10 that men like return of post the name of the

you may experience ihe iuUtantial amut ihop where Hlnh, Wickwin

utufacrion of finding ck»e at hand Clothea may be bad.

Hi RSH, WICKWI RE CLOTHES
'/',:, I„,',..! If Hint, n;,tv,,, C,mfa,j

CHICAUO NEW YORK

To thae men m bnef

This is a typical magazine page advertise

ment on which the greater proportion of the

moneyspentwas for attention-value bylarge

use of white space.
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Tkey keep you looking

bestyour
 

ABLER

COLLEGIAN

CLOTHES
Smart styles for every man of i7to?o

Made by DAVID ADLER & SONS- COMPANY- Milwaukee
Mrirri a tAia OOD ifaii .r iota

On this page advertisement also the greater

proportion of the money spent was for

attention-value by use of a large picture and

large headlines. Here, however, the picture

greatly helps to deliver the message.

...
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In the Noiseless Typewriter

advertisement the greater pro

portion of the money spent was

for large space to dominate the

newspaper page and for white

Such a dcmonstimen wilt itfl

in ttn poa»s. It witt ana<aer atl

Our tetephone number n

aBarcioy«2t)y Wi ir-cud j i:u,

•UntfM,

*NOISELESS
TYPEWRITER

space. In the small advertise

ment at the top, a good pro

portion of the money spent was

for position to attract atten

tion.
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Now you'll note that big space, white space,

position, color, pictures, all being splendid atten

tion-getters, are not type. In these advertisements

you find type is weak in attention-value. Big dis

play heads are pretty nearly type's utmost in

catching the eye.

Type's big role in advertising, its true func

tion, is to deliver the message when these other

things have caught the attention. These other

things catch the eye, they are pure visual signals,

they would catch the eye of a babe or unlettered

savage.

Type speaks to the mind. Type is that part of

the advertisement that sells. Type is the "closer."

You know in difficult selling, such as life insur

ance or stocks and bonds, plenty of clever men

can get a prospect's attention and his interest,

but certain other men known as "closers" must

then come along and get the money or the signed

order. In advertising, type fulfills the function

of the "closer."

.'.
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IN one year's time 321 sepa

rate advertisers have used

344,058 lines of advertising in

PRINTERS' INK MONTHLY.

They represent men who make

everything from agency service

and newspapers, to electro

types and beautiful art work. A

list of the 23 classifications is

exceedingly interesting to us—

it may be to you.

Advertising Agents; Newspapers,

Outdoor Advertising, Magazines,

Printers and Lithographers, Busi

ness Papers, Agricultural Papers,

Paper Manufacturers, Art Ser

vices, Electrotypers, Engravers,

Motion Pictures and Slides, Street

Car Advertising, Books and Di

rectories, General Advertising,

Office Appliances, Novelties and

Window Displays, Merchandising

& Sales Service, Book Cover

Manufacturers, Carton and Box

Manufacturers, Want Advertise

ments (Display), Direct Adver

tising Service, Commercial Pho-;

tographers, Business Courses. ,

The people that these adver

tisers have been reaching with

their message in PRINTERS' INK

MONTHLY—the business execu

tives of the advertising business

—have been responsive enough

to justify a continual and

steady growth in the number

of advertisers and the number

of lines they used.

Printers* Ink Monthly

ssibilitiesof

vure ,

it page 28)

f art subjects,

attracted wide

beauty and by

est in the new

itnbution to the

ars to be the dis-

D process of en-

g, which is the

-dmary printing,

eloped consisted

(ter from a raised

re printing ap-

epressions below

as an engraved

.commercial use

nds of printing

(2) surface and

e first of these is

>m type, line and

The second is

nting by Hthog-

fTset The third

y printing estab-

piy "gravure."

ing is done on a

cylinders are of

four newspaper

1 The cylinder is

its outer surface

I by electrolysis,

of the cylinder

,1 part of the en-

tt is done by the

t The cylinder,

bated, is polished

This copper coat-

[hoto- intaglio en-

iies the printing

lase of the work

taptions and pictures, must be en

graved on the copper cylinder Conse

quently, the rotagravure printer has

no composing-room and is unable to

submit proofs. The finished job is

the only proof

PRINTING is the essiest part of

the entire process, inasmuch as

(here is no such thing as make-ready.

The copper cylinder is placed on the

press and revolves in a trough of

printing ink, an ink much more fluid

than ordinary printing ink. Brown

ink is generally used because of the

beautiful effects obtainable with this

color, though equally as beautiful ef

fects have been achieved with greens,

blues and sepia-black. Brown, how

ever, seems to be popular because of

its resemblance to photography In

the beginning brown ink worked bet

ter than other colors at high speed,

though inks are now made in many

colors, and most of them work as sat

is factorily as brown. Rotagravure

presses have a speed ranging from

3,000 to 3,500 impressions per hour.

An ordinary stereotype newspaper

press of the double-octuple style will

produce 150,000 copies of 16 pages

per hour.

Rotagravure printing has been in

use in this country for about ten

years. One of the obstacles that has

held back the more rapid development

of the art in this country has been

the large amount of the initial invest

ment required to equip a plant, the

scarcity of information on the sub-

j'ect and the paucity of trained work

ers, to say nothing of the difficulty

of procuring American-made ma

chinery, inks, paper and other mate

rials. Everything is now made in

this country Another difficulty has

been the fact that a rotagravure plant

An all-type advertisement which is all

message, not enough eye-catcher.
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A "teaser" advertisement. All picture and

white space—no type at all. It delivers no

message.
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Delivering the Message

The supreme function of type

is to deliver the message

Through one or another of the attention-getting

devices already discussed we have succeeded in

attracting the reader's attention to our adver

tisement or other piece of advertising print.

We have been given the coveted chance to de

liver our message.

What is now the job that type has to do in

order to deliver the message effectively?

Type must do these four things:

I It must invite the eye by its good looks.

II It must stimulate interest by its liveliness.

III It must sustain interest by orderly ar

rangement.

IV It must grip attention by being supremely

easy to read.

[13]
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I

Good Looks

Advertising typography must invite the eye

by its good looks

"A good countenance is a letter of recommendation"

FIELDING

.-.





I

Good Looks

Advertising typography must invite the eye

by its good looks

Since the eye is either invited by the pleasant

appearance of the printed page or repelled by its

ugliness, we must use all our skill to make adver

tising typography good to look at. "A pleasing

countenance is a silent commendation," says an

old maxim.

A comparison of 6 and 7 will illustrate this

point. In the Heater advertisement (6) we have

the junk shop idea of displaying its wares helter-

skelter all over the place with no sense of pleasing

arrangement to invite further inspection. In this

advertisement you see nothing clearly because

everything is pushed at you in a conglomerate

heap. Eye and mind become weary and confused

and we try to get away from it all as quickly as

we can.

The Shaw advertisement (7) gives you at once

the sense of a clean, well-ordered store, inviting to

[17]



HOT WATER
INSTANTANEOUSLY

INSTANTANEOUS

•BY ELECTRICITY

<5V(P BOILERS

NIGHT and DAY

Every Second— Every Minute—Every

Hour—Every Day—Every Night

 

A compact device 16' x 12• x

12• alf cncloatd. scaled and

installed out of aight. Usually

in the cellar.

Endorsed and Approved

AsaStandardAcquisition

To The Modern Home

Or Any Building

By 'ki (ijt iiatai nerytluTr. By

Ik. *ijont} of :ha Favrr Camfiania

aad Ciatrai itatiom iattaJiat i*r Nrv

Vor* Ediiam Co., W ;I., Commea.

mSSS »f '"".<'
•fa loa I"- •--

toud jo

-.trdofU.

rndoiscdby

t,J," ,J !,, ,!.:.. by Ik, Naioml

tff,t,fUaieniitm and iJiunaU,

cm

atisfai i

THAT'S WHEN YOU CAN HAVE

HOT WATER BY THE

AQUA "ALL FAUCET" METHOD

and what's more, you can have it luke warm or hot as you wish.

Simple,—practical—no complicated devices—nothing to get out

of order—requires no watching—works automatically—no more

care than any cold water faucet.

The AQUA "ALL FAUCET"

INSTANTANEOUS ELECTRIC

WATER HEATER

is another important development in the electrical world.

By -.imply turning any faucet, one or more, you will get hot water

instantly, where you want it, and all you want at any desired

temperature. It serves you instantaneously anytime, and all

the time—never requiring adjusting or regulating.

of att danceis i-M.img thiougb other methods of obtaining hot water.

No boilera—no pilot light—no gat eteape—no

expiosiotH—no odors—no writs—no suffocation.

Double ufety protccted; operate! automatkally under any water ronditiona. guaranteci!

'alt Health. Happineu and .Safety

Rrmcmlxr The Aqua Elcctric Wwer Hater mini nuke

good in every instann, or « uiU. i very one ia aold witb

our binding guarantrc to that tSact—you iakt m ilanca

 

The AQUA ELECTRIC HEATER CO.

250 West 54th Stren Suite 939, New York

Fattontx Bridgeport, Conn., and Si. Hyacinthe, Canada

This does not invite the eye. It tries to force

reading by the brute mass of its display.

We do not respond to force as readily as we

do to invitation.
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The Shaw 4-volume

Business Correspondence System

Letter* mm playing mch in important part in bnriueM today—

winning sales, collecting old accounts, •djuating complain!a,

facilitating the work of Mleamen—little wonder fa II thai

thia moat complete mad practical System has met aui*

enthniiaatic reaponae among biuincM men everywhere

O be of gmtest value such

* system should cover every

and the fcw of [fiter preparation—

and should be built upon cxpcri-

ence of tbe broadest, at the wine

time the most intensive kind

 

•ho tor years have mtdea studyof lettan—
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exactly m.a? their lettcra pay out

l•rofii.p:i j ing letter* within
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dear conception ot Ihe prindptn hchind

joccentut letter writing. A careful ™d-
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Quick Answers Ifc Your

Difficult Problems

ilEEEilsp:
-B..",. »«. -„» rK-H'ErssC
-Cr»"n».i i. *

"^'S.'™-, ri-,a,-

' • :^sz__jr*™i,.B» t™»a -CSiGiJitota

S^SrEr

5^;c.'-~"- 

-Sswsssa

This advertisement invites the eye. "A man

without a smiling face must not open a shop,"

says an old Chinese proverb.
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YOU CAN'T PASS UP

The Fort Worth Market

One of the Richest in the Country

INCLUDES ALL THE VAST, NEW TEXAS OIL FIELDS

(with $200.000.000 annual production)

AND BUMPER CROPS FOR 1919

(Cotton. Grain. Live Stock. Peanuts. Dairy Products. Feedstuffs. etc.)

Offers To the National Advertiser a Potential

Buying Power of Over a Half Billion Dollars

THE CITY OF FORT WORTH

With • population of l50.000 and growing at the rate of from 3,000 to 4.000 per month.

.• now engaged in TWENTY-FIVE MILLION DOLLARS BUILDING PROGRAM.

which includes OFFICE BUILDINGS (from 10 to 24 stories) HOTELS (including 17

story, $2.000,000 structure now building) eight new oil refineries in addition to three

already built, manufacturing plants, apartment houses, (including several with over

100 apartments each) and residence permit* being taken out averaging $30,000 daily

You Can Cover This City and Market With One Newspaper

FORT WORTH STAR-TELEGRAM
O.er 65,000 DAILY 70,000 SUNDAY

Second paper in TY,.< fit.t in Fort Worth

Write tar kaaklet on market and detailed clrrufafioji

COMPLETE MERCHANDISING SERVICE DEPARTMENT

Member A. B. C.

AMON C. CARTER. Vica Pm. fad C.tn M|r. A. I SHUMAN. A.Iv.rti.inr Mir.

8

"Zounds! I was never so bethump'd with words

Since I first call'd my brother's father dad."

SHAKESPEARE: King John

[20]



Why Buy a Bet

When You Can Buy a Certainty?

Hartford, Connecticut, is a city that .responds to good

advertising. Hartford probably has more money per capita

than any other city of its size in the world.

Hartford bought $130,000,000 in Liberty Bonds, which

is as near to $1,000 for each man, woman, child and

infant as any statistician can figure it.

The assets of the banks of Hartford are greater than

the combined assets of all the banks in thirteen different

States.

Established in 1817

The Times with its 36,000 three cent circulation

eliminates the element of gambling when you go after

Hartford business. In this very unique and exacting city it sells

25,416 copies daily (A. B. C. figures) against the second

paper's 8,489 (A. B. C. figures) all of which every open

minded space buyer will admit is an "argument" in favor

of The Times.

Don't buy mere space Buy results

KELLY-SMITH COMPANY

Representative*

Mat-bridge Building Lytton Building

This is more the way in which a good sales

man goes at his job. Enough emphasis on

his main points to get attention without

"bethumping."

[21]
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enter, with its wares carefully arranged and well

displayed for quick and pleasurable inspection.

What would happen to the salesman who

bawled his story into your unoffending ear as the

advertisement of the Fort Worth Star-Telegram

(8) does with its visual shriek? I am sure you

would feel like handing him over to the police.

What is poor salesmanship in person is poor

salesmanship in print.

The Hartford Times advertisement (9) does

its job much better. You are more willing to

listen to it because it doesn't bawl. And yet it is

quite as emphatic as a good salesman needs to be.

Type dress should conform to the character of

the message. It is easy enough to become smitten

with the idea that every product demands a type

face all its own for its true expression and then

start off on a wild chase for the right face of type

to express the soul—of a button-making machine,

let us say.

When the rubbish has been swept away from

this idea, what remains that is useful to us?

Simply this: we should get into the type dress of

[ 22 ]



our advertising as much of the atmosphere of the

product as we can. In other words, common

sense would tell us to choose for the advertising

of a tea gown or a perfume any good-looking,

readable lightface such as Caslon, Scotch Roman,

etc., and to avoid boldfaces such as Cheltenham

Bold. Or again, common sense would tell us to

avoid feminine graces in the advertising of a

motor truck and choose a vigorous, sturdy type

dress, fitting to machinery made for heavy duty.

To go beyond this simple rule of common sense

into a search for types peculiarly fitted to express

the true inwardness of this, that, or the other

product, is an utter waste of effort.

As a good example of fitting the type dress to

the character of the product, compare the two

Pierce-Arrow advertisements shown in 10 and 11.

Suppose for a moment that the truck advertise

ment had been dressed as the passenger car adver

tisement now is. Could it have suggested power

and strength for heavy trucking as it does now?

Or suppose the passenger car advertisement had

been dressed as that for the truck now is. Could

it have suggested luxurious travel as it does now?

[23]



The only way to really know

 

Said a demonstrator connected

with the factory: "If I can get a

prospect in this car and run him

around a bit, I can sell him."

That 11 the preterit stale of

mind of every man who hat

had anything to do with the

malting of Fierce-Arrow. He

is sure the car will tell itself.

The feeling the car givei

the man who rides in it the

fir« time it unmittakable

Driving would be better than

riding, but even the passenger

gett that sense of ample

power, of ea«e and r«ponsivc-

nets and elaitichy the Dual-

Valve engine m»ket pottible.

The Dual -Valve it not new,

but the three yean since it was

new have been judiciouily

uted. It « better The cat

that depends upon it 11 better.

The body detigm reflect the

dualities the engine givet the

car and they are full of con

venience and comforts.

Only a personal intpection

can ihowyouwhat these things

are and what they mean to you

Fierce-Arrow Sales Co.

Buffalo

10

The type dress helps to convey the idea of

luxurious travel.
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Speed and hill climbing

The present Fierce-Arrows travel

from point to point 15% faster than

before. Their hill-climbing ability

—pulling out of holes or through

sand—is 25% greater because of the

Dual Valve Engines in them.

Governed to an indicated speed, their

greater power permits them to maintain

their pace, so they make more trips and

cover a wider radius each working dav

CHASSIS PRICES

2 -ton $3750

3 '.-ton 4950

5-ton 57OO

All Prk» F.O.B. BulUlo

THE PIERCE ARROW MOTOR CAR COMPANY. BUFFALO N V

II

Here the type dress suggests power and

strength for heavy trucking.

 

f
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Decoration. To many, the idea of a good-

looking page of print implies ornament or deco

ration of one sort or another. This results very

often in dragging ornamentation into a piece of

advertising print that would be better without it.

Decoration wisely used where it belongs, gives

an added grace to the printed page, invites the

eye and thus helps to deliver the message. A

good example of this sort of decoration is shown

in the Locomobile newspaper advertisement (12).

Decoration that does not help to catch the eye

or deliver the message is not only superfluous,

but is harmful. It distracts attention and uses

up room that costs money. In example 13 the

decoration fairly smothers the message and gives

it little chance to be delivered effectively.

In 14 the decoration is again overdone. Space

between the paragraphs that would be better

left white is here filled with bits of ornament

that distract attention and slow up reading. A

single one of the ornamental units between each

paragraph would not have been entirely out of

place and would have given the relief of white

that is now lacking. Note this improvement in 15 .
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Let me quote here from a report I made re

cently to an advertiser on his catalog:

"To me it seems that the real interest and

attention-value in a page must come from the

kind of pictures you use and their arrangement

with the type, rather than from such extraneous

material as borders and miscellaneous decora

tion. If the pictures of the merchandise are not

live enough and good enough to get attention by

themselves then there is something seriously the

matter with those pictures.

"I do not believe that is your case at all.

"It seems to me I have rarely seen pictures

better adapted to their purpose than those you

use, and in the main they appear to me to be ex

tremely well handled. That is why I see less and

less reason for dependence upon decoration as

such. If the pictures cannot get attention by the

force of their inherent interest it would be neces

sary for you to get pictures that can."

[27]



LOCOMOBILE

 

THE new six-cylinder series is now on

display. Fashionably low in lines, powerful, re

sponsive and sweet-running—the perfected chas

sis being equipped with a beautiful body, either

standard or especially built to meet the indi

vidual' taste and wishes. Underlying all is that

distinction and quality whichhave so thoroughly

established Locomobile excellence and prestige.

THE LOCOMOBILE COMPANY OF AMERICA

Sixty-first Street, next to Broadway

feaagggaaaawa^'g'g^iaa^^^

Decoration well used. It adds to the good

looks of the message contained in the type

and helps to deliver it effectively.
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A QUESTION OF REST

AT

NIGHT

 

 

 

Is not so much of a question after

all; this you will realize when you

see our new stock of selected live

Hair MATTRESSES. Then,

too, we have something warm in

Woolen Blankets — the choicest

of stocks ever shown in Denver.

We are offering special prices to

create greater interest in our store

 

The RED STORE

MAIN STREET, DENVEK

 

 

 

13

The decoration smothers the message and gives

it little chance to be delivered effectively.

[29]



 

 

HOLLANDER

MAIN STREET, DETROIT

•$••$••$••$ 4*

CORSETS

Fine Batiste Corsets. Dip hip

and medium bust, supporters

at front and side. Guaranteed.

$1.45 ...... Value, $2.50

•£ + **•*•

Stylish French Batiste Corset,

Trimmed with Parisian Lace.

Very neat for slender figures^

$1.85 . ..... Value, $4.00

4. 4 4, 4, 4,

"Muriel" Corsets for average

and well-shaped figures. The

most stylish cut and outline.

From $3.00 to $12.00 per pair

 

 

14

The ornamental units between the para

graphs distract attention from the message

and slow up reading.
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"
HOLLANDER

MAIN STREET..DETROIT

•*

CORSETS

«*>

Fine Batiste Corsets. Dip hip

and medium bustr supporters

at front and side. Guaranteed.

$1.4.5 Value, 12.50

Stylish French Batiste Corset.

Trimmed with Parisian Lace.

Very neat for slender figures.

$1.85 Value, $4.00

"Muriel" Corsets for average

and well-shaped figures. The

most stylish cut and outline.

. From $3.00 to $12.00 per fair .

IS

Same as 14, except that, most of the orna

mental units between paragraphs having

been removed, they no longer interfere with

quick reading.
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The relief of white. Type needs a relief of

white to invite the eye and make it easy to read .

The printed page that is crowded and squeezed

scares off readers.

"Thoughts shut up want air,

And spoil, like bales unopen'd to the sun."

YOUNG

The Home Sector advertisement (16) is choked

with type. It cries out for a bit of air to breathe

in, for just a little wedge of open space here and

there to break up the jam. What a relief after

this to come upon such an advertisement as is

shown in 17. It makes you feel as if you had

just fought your way through a' dense crowd and

were out in the open again, free to move about

as you choose and fill your lungs with fresh air.

We must beware of choking up our advertise

ments if we would invite reading. Give them air.

But not so much air that the type has to be

huddled off into a corner to squeak its message

in a weak, thin, little voice not much more than

a whisper. Such slathering of white space gets

us nothing and loses us the chance of being read.
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Look at the Bausch & Lomb magazine advertise

ment (18) and you will see what I mean. The

Warren Company (19) makes a better use of its

space. They use it to tell their story in large type

that doesn't need a magnifying glass to read.
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TENSHUN!

Every man who served

his country in the Army,

Navy or Marine Corps

during the great war!

 

T~aAe Stars and St:ipes, which was the true voice of the A. E. F

* from the early training days until the signing of the Peace

Treaty, then went out of existence, but the soldiers who wrote

and drew 90 per cent, of all the material published in The Slars

and Stripes did not scatter, each with his $60 bonus. They have

kept close formation to edit a new magazine which is called

THE HOME SECTOR
^^ 'A WEEKLY FOR THE NEW CIVILIAN '—s^,

CONDUCTED BY THE FORMER EDITORIAL COUNCIL OF

Che Stars and Stripes

This new weekly, which makes its first appearance September

1 7th, will interest all red-chevron Americans because it is lively with

BaldVidge's wonderful drawings—Wallgren's hilarious cartoons—

Untold stories of the war—Tilings from all the old Yank sectors

in France, Belgium and Germany—Several pages of humor, and

SERVICE, a department which will be placed at the disposal of the former service

man to answer all questions pertaining to war-risk insurance. Liberty Loan bonds,

back pay, travel pay, bonuses, pensions, legislation—state and national—and the

dozens of other questions now perplexing former soldiers and sailors. A*k Service.

Start The Home Setter with this week's issue.

TEN CENTS, ON ALL NEWS-STANDS

$5 a Year. Write for Special Combination Offer Agents wanted.

The Butterick Publishing Company, Butterick Building, New York

16

After getting 'Tenshun, this advertisement

repels further reading because the type is

crowded, jammed and squeezed.
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Now nadyfor diitriliutiim

The Committee for Newspaper Research

announces the publication of

Attainable Ideals in

Newspaper Advertising

An impartial study of

the best ways to use Newspaper space

DURING the next week there "ill

bc-distributed io the principal ad-

vertucn and advertising agencies two

publications of the Committee for News-

paper Research.

One book takes up the- problem of get-

ting satisfactory effects in illustration, re

production and typography with news

paper stock and facilities. It is illustrative

and suggestive, rather than dogmatic. It

consists of a forty-page newspaper printed

on newspaper aock, under regular news,

paper conditiona. Itis filled with specially

prepared sample advertiseracnb which il

lustrate different phasea of the problem.

The "copy" of each advertisement is ex-

poritory of the'principle involved.

The other book is text matter which

takes up comprehensively and without

bias the points for and against the news-

paper as an advertising medium.

The publications will solicit nothing

and have nothing to tell. They will be

distributed without charge.

The Committee offers its publicationa

in the hope that they will help solve some

of the problems that confront users of

newspaper space. It believes that those

who receive them will find it worth

while to study them carefully.

This study has been made under the auspices of:

T«i BROOKLYN DAILY EACH TUB SAcRAMINTO Ike

THZ MINNEAPOLIS JOVMUL Tm MILWAUKEE JOURNAL

Tm Dn MOINEa CAPITAL THB OMAHA WOULD-HERALD

Mid their national representatives

O'MAKA&OKMSBEE,IHc

Committeefor Newspaper Research 225 rath Avenue, New York

17

The openness and airiness of this

advertisement invite the eve.
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Jt
piece- of glass - ' 'Jut a bit of Tud and of salt r * <.

exactly ,combined, carefully melted, skilfully formed

•Ad POltthcd —* LENS I *-»nil windows open upon other world;, too

* tiny or toa far »nay for naked cyet to

ace. Marvelout instrumenti come to

the aid of iriiliKiry, or pl»y their vital

part in war, on land or tern or in the air;

old eyea RTOW young, and weak eyea

itt»nR-~all through th»e wonderful bita

of glan t;:illed leinea, pttfected by sci

ence that men may tee better and farther.

fl The mlcroKotv. rr»

awarmtng-li(t ol orgtui

—

q The trlruopc [em. tht*oih whirltdlm. dlHant

^ ann draw ncar. and man eaptorei the MC-otd

roystertn ot celranal cKlea—

Q The unerring earnera Ions, throuih which our

71 modern wo;ld writet biaiary in ptctucea-

a tjph1halmlc(e»eBl»n)

^ rvcsight. and add to li

Theac IUEE»I. but fall lar thott ol measurina

the countlcaa termed rrndeied daity to hu-

manitybr the wortd's I»iaeai maautacturera

oIlttiKa and optical iaatrumerits.

Writa /w Ifiant«" «iMiai,^wt

RAUSCH & I.OMB OPTICAL COMPANY

Rochcst r, New

18

White space in moderation is a good thing.

But it should never be used at the expense

of a readable size of type, as was done in

this advertisement.
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THE TRAIN AND THE BOOK

IN some English-speaking coun

tries newsstands are called

bookstalls, and there they sell

handy-sized books to travelers.

A book that will fit the pocket

has several advantages. It is light

m weight, easily held in either

hand, can be carried from car to car,

can be read in the berth after retir

ing, arid when you have finished

it, you will have read a real book.

Reading in bed, or reading any

where, In those intervals when

there is nothing else to do but read,

is always more pleasurable when

the volume is compact and light.

Believing that the American

people, either traveling-or at home,

will welcome books that are easy

to hold or carry about, books of

small bulk that weigh little, we are

offering to publishers, for such edi

tions, a truly remarkable paper

that we developed originally for

the Encyclopaedia Britannica and

Webster's Dictionary.

Warren's Britannica India is so

thin and light that 1420 pages

are only one inch thick. Yet this

paper has a smooth, silky finish not

only pleasant to the torteli, but the

pages open easily and freely with

out cohesion. Type printed on

Warren's Britannica India has high

legibility -and for all its thinness

the stock is remarkably opaque.

In the New Century Library of

Standard Classics, Thomas Nelson

& Sons have produced long works

like "David Co'pperfield" and

"Bleak House," printed in ten-

point type, in little books 4>£ x 6tf

inches, not quite ^ inches thick and

weighing nomorethaneightounces.

If you own any New Century

Library Books, examine the paper.

It is Warren's Britannica India —

a Warren Standard.

S.D. WARREN COMPANY, BOSTON

BETTER PAPER. jSlUmrfa BETTER. PRINTING

19

Here, a sensible use of the space provided

for a size of type large enough (in the orig

inal) to be read with ease.
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II

Liveliness

Advertising typography must stimulate interest

by its liveliness

'Why should a man, whose blood is warm within,

Sit like bis grandsire cut in alabaster?"

SHAKESPEARE: The Merchant of Venice





II

Liveliness

Advertising typography must stimulate interest

by its liveliness

The Century Dictionary defines lively thus:

"Full of life or energy; active;

vigorous; vivacious; brisk; alert."

Check up this definition against the two facing

pages from a booklet shown in 20. Do these pages

look alive, brisk, alert? They do not. They look

deadly dull. The story they have to tell may be

very interesting indeed but it does not look in

teresting enough to tempt us to read.

Contrast 20 with 21. In 21 we have a good

example of liveliness in the printed page. It in

vites reading. It looks interesting.

Suppose we analyze these two examples and

see what was done with the type to make one of

them dull and the other lively.

The typeface in 20 is too bold for easy reading.

It begets eye-strain. The page looks heavy,

monotonous. The solid mass formation of the

[41]



I scientific procedure. In

1879 he established a photo-engraving

plant for the Crosscup & West Company,

of Philadelphia, which concern in iSfia

began to manufacture his half-tone plates

commercially. In 1886 he perfected the

process as now universally used; but,

unfortunately, neither Mr. Ires nor his

employers at this period realized the

is now known as the sealed cross-line, or

the pin-hole glass screen, through which

part of the employers of Mr. Ives to re

tain the process as a secret resulted dis-

for the reason that others, realizing the

value of this new process, immediately

turned their attention to a means of se

curing similar results, and by obtaining

patents protected themselves effectually

against other inventors.

The current history of the art tins

demonstrated very effectually that Mr.

Ives' business associates made a serious

error in their failure to protect the origi

nator of the device, because it is within

common knowledge that other manu

facturers have accumulated large wealth

by means of the keener insight into com

mercial possibilities, although the origin

of the idea was based upon the inven

tions of Mr. Ives.

At about the period last named, Mr.

Ives developed the method of segregating

primary colors from a given subject by

means of an interposing color filter, which

will, in common parlance, pick out and

retain in the "ey* of the camera" the

an? blue. ThTee°S^ate pfateTbeLng

made from three negatives, and etched

by certain processes which are the result

of skill and experience of the photo-

engraver, when superimposed in the

printing process, produce a faithful replica

of the original. This feature, however,

is of common knowledge to the printing

fraternity, but perhaps due credit is not

tendered to Mr. Ives for the most im•

portant part he has played in the develop

ment of the art, for the process of the

in-chromatic printing as known today

is due to the inventive genius of Frederic

Eugene Ives.

Process printing has compelled im

provements in manufacturing of all the

elements entering into printing, pai-

20 An effect of deadly dullness that discourages reading

page lets too little daylight come through the

type. More space between the lines would have

helped considerably, but not enough. The type

face itself is too heavy. The paragraphs are too

long—only three paragraph breaks on two pages.

There are no other sort of breaks to give a bit of

breathing space and interrupt the flow of words,

words, words. The whole produces an effect of

deadly dullness that discourages reading.

What gives 21 its liveliness? The little sil-
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K i}|ir ui ai^inu.

:jft

HOLMKS PKOTKCTION

The Holmea System

1 local alarm or bell-on-building type oPsignal.

Such a system was abandoned by

the Holmes Company DO years ag

central offlee alarm system in whii

all important entrance-, and vulnerable points ni

attack as well as valuable show cases, and r,-< qi

taclea of merchandise are wired electrically

An individual alarm

rrinis system of interior wiring to connected

1 with the Holmes Central Office, Where il

terminatea in an individual registering instrument

that serves your property and no other.

This instrument at all times indicates the con-

leaka and other irregularities.

No deity with Holmea

IN THE Holmes System, should the wirea be

tampered with or in any way disturbed, an

ularm is immediately indicated on the individual

registering instrument in the Holmes Central

Office.

A burglar attempting to get in might jtat at

axtl tcitpkme ta tti advaue, for that is really what

he doea when he attempta to rob property pro

tected by. the Holmea' System.

cno d men are constantly on duty. They make

What the Holmes System does

It protect* again*), burglary

TT DOES this because all important openings and

This system of interior wiring in jl

turn, is connected with the alarm '

sounding inttrument in the Holmea

Central Office.

21 Liveliness that stimulates interest

houette pictures help of course. But let's forget

the pictures for a moment. These pages would

have been lively without them. In the first place,

the typeface itself ,is lighter and one to which we

are more accustomed in our general reading. It

is familiar and easy as an old friend. There is

plenty of space between the lines to let the day

light come through. Display heads and sub

heads break up the monotony of solid text and

stimulate interest. Short paragraphs provide fur
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ther breaks and add to briskness. These pages

look alive and warm. They attract us as any live

thing does.

Compare the two magazine advertisements re

produced in 22 and 23. As you look at 22 you

feel as if it were going to be a good deal of a job

to read it. The typeface itself is hard to read

and reading is made still harder by lack of space

between the lines. A solid mass of type like this,

unbroken except for space between paragraphs,

does not invite the eye. The type arrangement

does not of itself stimulate interest in what the

advertises has to say.

23 is livelier. Reading is made easier both be

cause of the typeface itself and the openness of

its composition. There are no long, unbroken

stretches of text. The eye is invited because the

type looks as if it might have interesting things

to tell us.

The Vanity Fair advertisement (24) shows

liveliness in type arrangement carried a good deal

farther than is possible for products requiring
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the presentation of closely-knit argument. The

vivaciousness of the copy itself in the Vanity

Fair example offered a chance for lively handling

in type, of which the advertiser has taken full

advantage.

49 and 50 are good examples of lively presen

tation. The very look of them stimulates interest

in what they have to say.

58, on the other hand, looks so puffed up with

ponderous dignity that it scares us clean off the

premises. We feel that we are not on friendly soil.

-
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Make It Readable
)U ran"' get results from adver

tising unless people read it . The

more people who read it, the

larger the results you obtain. Make it

readable, therefore, if you want to

make it more productive. That's the

gist of the message in this announce

ment which is itself intended to be a

sample of the more readable sort of

advertising we are talking abouL

This advertisement is set by hand in

foundry-cast type. As you can see for

yourself, it is easy and inviting to read,

and has' besides a marked distinction

and type character both pleasing and

attention compelling.

Our booklet, Foundry-Cast Type and

Hand Composition, is sent free to ad•

vertisers and buyers of printing. It tells

how to get this supreme readability

and type character into all your print•

ing and advertising without adding a

penny to its cost.

Every advertiser and buyer of print

ing needs to know the important dis

tinctions between machine type and

machine typesetting and foundry-cast

type and hand typesetting. Alf real

founder's type must be set by hand

in a "stick" in the old-fashioned, crafts

manship way. And it is the foundry

type which you must have, if you want

to secure printed pages that are easy

and inviting to read. This is so because

only the founder is able to make type

true' to the pattern of the master de

signer who originally cut the letters.

years before typemaking and typeset

ting machines were invented.

Machine type has to be convention

alized—emasculated from the original

design—tofitthelimiutionsofthe ma-

iji ins' process; and as a result all of the

readability and type character which

Caslon or Bodoni pur into the letters

is lost. Machine type is not only lack*

ing in readability and character, but

machine typesetting also adds further

imperfections to the printed page.

No machine can take the place of hu

man fingers in setting readable typo

pages. It requires the trained hand and

eyes of gooa hand compositors to prop

erly apportion white spacing between

words to give your printing or adver

tising a close set, and to keep out tho

"rivers of white which," as George

Bernard Shaw says, "trickle up and

down between the words on every ma

chine-set page, like raindrops on the

window pane."

Machine type and machine typesetting

may do for cheap books, publications

ana other rush work where output is

more important than quality, but all

good books and all readable advertis•

ing must be set by hand in true foun

dry-cast type.

Your printer, every printer, has foun

dry-cast type and hand compositors. Ho

can give you the better hand typeset

ting and the foundry-cast type, if you

ask for it, instead of the inferior ma

chine-set product.

Write todav for our booklet which ex

plains why it pays to specify hand com.

position and foundry-cast type.

AMERICAN TYPE FOUNDERS COMPANY

JERSEY CITY, N. J.

Branch Houses in Twenty Leading CUies in U. S, A,

22

The headline says, "Make It Readable,"

but the typography of this advertisement

does not carryout its own advice. It does not

look alive.

^
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Does your typography

come right the first time?

Are you spending time and money for

unnecessary printer's revisions?

SHERBOW'S TYPE CHARTS are * work-

in," tool for practical advertising men. They

are useful because

1 they tell you instantly, without elaborate

calculations, how best to set a given

amount of copy in a given space,

2 they visualize for you in advance exactly

bow your type will took.

3 they solve for you vexatious problems of

effective heads and subheads to give vigor

and sparkle to your advertisement,

4 they solve for you problems of proper

leading and spacing, and correct lengths

of lines for different sizes of types, the

essential importance of which in good

typography is little understood,

5 they make your copy come right (he first

time without waste of effort or costly

6 they brine 1o you the result of fourteen

years' study in tin- typography of adver

tising and definite standards by which

your copy eun In- made more effective

Who are usznff them?

The TV..i in 1 1 -i- of llu- advertising world to

Sherbow's T.VIM- CluvN has been so great as

to nuike necraum n wvond edKion.

Advertising agencies, big and little, are

using these Chiirls regularly on every job

thai they handle

Banka, department stores, automobile

makers, mnil order houses, engineering con

cerns insurance, companies, brokers, tailors,

manufacturers of cans, cement, plows, pen

cils, dynamite, cameras, chocolates, paper,

automobile accessories, knit goods, soap,

paint, chewing gum and innumerable other

products find Sherbow's Type Charts essen

tial in their advertising.

Printers are using them to speed up and

clineh sates by letting the customer see in

advance exacttj what In- wants

Publisnersofmagnzines.tradcpnpcra. news

papers, books are sold conclusively on Hietn

Letters of appreciation which pour in

indicate how invaluable the Charts nre The

writers have diseoven-d fur themsrtrm not

only the time- and cost-saving features, but

also the certainty with tvlncli a decision ean

be made and misunderstandings prevented

a » •

SHERBOWS TYPE CHARTS are in no

•ensa.- type "specimen books." They consist

of H08 cvmbttidft'0»« of types, headlines, etc.,

of the sort constantly used in advertisements,

booklets, car cards, catalogs, posters and

folders. They are not ti--.t books—the) are

at your elbow to answer type questions from

one minute to another in the day's work

Write today'for a prospectus

This prospectus contains74otthe many testi

monial letters and shows in detail the way in

which the Charts can help make iIonr adver

tising more effective

Pleate mention tina publication

BENJAMIN SHERBOW

SO Union Square, New York

Sherbow's Type Charts

"Everything visualized"

This is livelier than 22. The eye is invited

because the type looks as if it might have

interesting things to tell us.

/-
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NOW LISTEN QUJETLY!
YOU don't need la

be hit aver the

head before you'll aee.

You don't need to be

•calted «nd battered

into a grin of ap

proval

Yon like to smile at

living. You have •

Kate for Art and

Drama uid Lettera.

You're keen for

•ports and motors.

You're • good work-

inn model of a citizen

with leitnre inUretU.

Aren't you?

 

read

Then Vanity Fair U

made for you and

your kind.

Vanity Fair believem

that it i-t better to be

gay and graciout. than

ttd and tulleii.

That Lillian Lorraine

is just aa interesting

u AlMce- Lorraine,

«ny day.

That Cell.i. a* inpor-

tant u Lloyd-George.

That a new symphony

ii far more inspir

ing than a negative

Senate.

VANITY FAIR
the magazine of leisure interests for men who know enough to have them.

Vanity Fair make* a direct appeal to people of Intellect and appreciation. To

men and women with a flair for the arm untl fjrai-es that brighten a workaday

world. And—whether your Vanity Fair finds yon ot Piping Rock, Long

Island, or Piufeathcr, Arizona, it will inlerert and amnae and entertain yon.

I ETTERS ? Lord Dunsany-G. K. Chesterton

l-« —Hugh Walpole—Thomas Burke—voya-

gcurs in a New World of letters.

VANITY FAIR collects and reflects the gleam

and brilliance from every shining facet of

metropolitan life.

THE STAGE? P. G. Wodehouse—George

Jean Nathan—Dorothy Parker will write

about the stage, Dorothy being the inciter of

"The First Hundred Play:, Are the Hardest"

SATIRE? Stephen Leacock-Robert Bench-

ley—George Chappell—humorists with a bite

SPORTS?

ing sports

and the oUn

snorts.

Grant Kit

:r sluing.

and other keen writ-

;oli. motors, airplanes,

kating. and skidding

Paul Manship—Frank Brangwyn—and the

younger artists.

PORTRAITS? Vanity Fair pridea itself on

knowing every lovely, brilliant,' or bizarre

' t the world and printing her photo-

its pages.graph

CLOTHES? The only depai

blc, well-bred, correct fa

published anywhere.

SPECIAL OFFER:

Two Years of Vanity Fair for $4

Vanity Fair's regular subscription price from DOW on is 83.50 a year—two years 87.00.

But—if you mail that coupon now, you may have TWO YEARS OF VANITY FAIR

FOR 84. A saving of $3 on the regular subscription price.

life isn't ao full of cheerful things that you can afford to miss Vanity Fair. Don't

hesitate! Don't delay! Don't sland around ou one leg like the Statue of Trans

portation on the State Capitol! Sign that coupon! This offer will

Dot be held open long!

wCl9 WEST 44u> STREET, NEW YORK CITY

for r.-iisclf if you are « eood u you ibmk you are. Enter my aubScription for two y

.r n<ai pot»b£ atat Rcic-a m> four dollarl (OR> I'll remit four dollara oo re

 

copytisht' Vwity Vnr
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"A merry heart maketh a cheerful countenance."

BOOK OF PROVERBS
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Display

The use of lively display heads and subheads

Display heads are intended to catch the eye of

the reader and convince him that our advertise

ment has a live message for him. He might dis

cover this for himself without the display heads

if we could depend on him to begin at the begin

ning and read to the end of our story. But since

we cannot depend on anything of the sort, we

erect sign posts (display heads) to stimulate his

interest and give him in a quick glance the vital

points of our message.

Display type may be either lightface or bold

face. It may be either a larger size of the type

in which the body of the advertisement is set or

it may be a bolder face.

Contrast is what we need in display.

Display heads must stick out of the page and

call particular attention to themselves.

If they do this sufficiently for the purpose in

hand, they may be either lightface or boldface.
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For a line of secondary Emphasis

The Century Dictionary defines

emphasis as- "Significant stress.

Special stress or force of voice

given to the utterance of a word,

a succession of words or part of

a word in order to excite special

attention; to bring out clearly or

distinctly; make more obvious

or more positive."

Make your type look alive.

Make it look as if it had some

thing interesting to say

Give it some accent and inflec

tion.

Don't let it drone on endlessly

In a low, muttered monotone.

Let it tell your business message

as clearly and distinctly as possi

ble and with all proper emphasis.

A subhead

set in 14-point type

Please 'don't misunderstand me.

I am not trying to boost the

tendency to over-emphasize

In advertising, this tendency is

already too strong.

Over-emphasis nullifies itself,

becomes tiresome to the reader,

and by reason of its quantity,

ends by being no emphasis at all.

In using display of more than

one line, try to break up the linen

by the sense of the words rather

than by the number of words

that will come into the width of

a line. Note how that is done on

this page.

The tendency to fill the first

line, regardless of how the words

break by sense, is not good.

Keep in mind that the chief

idea in display is to excite inter

est and to impart a thought in

the quickest way possible.

There are few capital letters

in the display lines shown here.

Lower case letters are easier to

read—less confusing to the eye.

A further reduction of Emphasis

Type is a message-carrier. It is a

means of communication with

our fellow beings. It is visualized

speech.

It is hard enough at best to

get ourselves understood by the

people to whom we are talking.

And so if we know what we

are about, we don't mumble our

words, we try not to talk in too

low a tone to be heard comfort

ably, but we say what we have

to say as clearly and distinctly

as possible.

If we will remember that type

is meant to be read, it will keep

us from using "artistic" types

hard to read; from squeezing up

type until it chokes for want of

breath; it will keep us from using

type too small or too large to

read comfortably, and from set

ting it in lines, too long for the

eye to follow without a ruler.

The first line set wider

thaii the second

If we will keep in mind then the

primary function of type as a

carrier of thought, it will keep

us from doing tricks with it that

may amuse us, but play the very

deuce with our advertising.

25

Display heads in lightface type

In example 25 the display heads are in light-

face—in a larger size of the face in which the body

is set. Note that in 26 the three subheads are

each set in a smaller size than similar heads in

25 and yet offer more contrast because the face

is bolder.
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For a line of secondary Emphasis

The Century Dictionary defines

emphasis as: "Significant stress.

Special stress or force of voice

given to the utterance of a word,

a succession of words or part of

a word in order to excite special

attention; to bring out clearly or

distinctly make more obvious

or more positive."

Make your type look alive.

Make it look as if it had some

thing interesting to say

Give it some accent and inflec

tion.

Don't let it drone on endlessly

in a low, muttered monotone.

Let it tell your business message

as clearly and distinctly as possi

ble and with all proper emphasis.

A subhead

set in 12-point type

Please don't misunderstand roe.

I am not trying to boost the

tendency to over-emphasize.

In advertising, this tendency is

already too strong.

Over-emphaais nullifies itself,

becomes tiresome to the reader,

and by reason of its quantity,

ends by being no emphasis at all.

In using display of more than

one line, try to break up the lines

by the sense of the words rather

than by the number of words

that will come into the width of

a line. Note how that is done on

this page.

The tendency to fill the first

line, regardless of how the won!«

break by sense, is not good.

Keep in mind that the chief

idea in display is to excite inter

est and to impart a thought in

the quickest way possible.

There are few capital letters

in the display lines shown here.

Lower case letters are easier to

read—less confusing to the eye.

A further reduction of Emphasis

Type is a message-carrier. It is a

means of communication with

our fellow beings. It is visualized

speech.

It is hard enough at best to

get ourselves understood by the

people to whom we are talking.

And so if we know what we

are about, we don't mumble our

words, we try not to talk in too

low a tone to be heard comfort

ably, but we say what we have

to say as clearly and distinctly

as possible.

If we will remember that type

is meant to be read, it will keep

us from using "artistic" types

hard to read; from squeezing up

type until it chokes for want of

breath; it will keep us from using

type too small or too large to

read comfortably, and from set

ting it in lines too long for the

eye to follow without a ruler.

The first line set wider

than the second

If we will keep in mind then the

primary function of type as a

carrier of thought, it will keep

us from doing tricks with it that

may amuse us, but play the very

deuce with the effectiveness of

our advertising.

26

Display heads in boldface type

In the use of display type, we should bear in

mind the following five things:

1 It must stand out.

2 It must be easy to read.

3 It must be good to look at.

4 It must be arranged so that its sense is clear

at first glance.

5 We must not overdo . All display is no display .
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A most important Removal Sale offering

which combines holiday giving

with practical economy—

Hand Bags and Vanity Cases

Of velvet, faille, moire, brocades and im

ported leathers, with mountings of gold,

sterling silver, enamel, hand-carved Gala-

leath and ivory—smartly fitted , richly lined .

27 The display line does not stand out. Too small and crowded.

A most important Removal Sale offering

which combines holiday giving

with practical economy—

Hand Bags and Vanity Cases

Of velvet, faille, moire, brocades and im

ported leathers, with mountings of gold,

sterling silver, enamel, hand-carved Gala-

leath and ivory—smartly fitted, richly lined.

28 Better than 27 because of white space, but still too small.

A most important Removal Sale offering

which combines holiday giving

with practical economy—

Hand Bags and Vanity Cases

Of velvet, faille, moire, brocades and im

ported leathers, with mountings of gold,

sterling silver, enamel, hand-carved Gala-

leath and ivory—smartly fitted , richly lined .

29 Display line large enough to stand out
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A most important Removal Sale offering

which combines holiday giving

with practical economy—

Hand Bags and Vanity Cases

Of velvet, faille, moire, brocades and im

ported leathers, with mountings of gold,

sterling silver, enamel, hand-carved Gala-

leath and ivory—smartly fitted , richly lined .

30 Display line does not stand out enough. Too crowded.

A most important Removal Sale offering

which combines holiday giving

with practical economy—

Hand Bags and Vanity Cases

Of velvet, faille, moire, brocades and im

ported leathers, with mountings of gold,

sterling silver, enamel, hand-carved Gala-

leath and ivory—smartly fitted, richly lined.

31 With white space around display it stands out better

i Display must stand out .The displayin 27does

not stand out. The display does not offer enough

contrast to the body type; first, because the face

is too light for the size used; second, because

there is not enough white space surrounding it.

28 is better because the display type has some

daylight around it, but it is still too weak to
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K&H Electric Indus

trial Elevators

and electric auto

matic dumbwaiters

operate with a

smoothness and

dependability char-

acteristicof healthy

human organs.

HIGHEST IN PRICE-

PERFECTION THE GOAL

32 This type is not clear and readable. Aptly named "Hobo."

stand -out enough. If we want to use lightface

display type, it will have to be in a larger size.

This has been done in 29. We now have enough

contrast to make the display stand out.

In 30 a bolder face of display type is used but

it does not stand out enough because it is jammed

and squeezed. With more white around the dis

play (as in 31) it stands out better.
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Summer belongs to women too!

In summer the wise housekeeper eases up her

work indoors. She takes advantage of every short

cut to enjoy her vacation. One of her big helps is

Campbell's. With a case of Campbell's Beans in

her pantry, she serves many a meal easily, quickly

and to everybody's satisfaction. Campbell's are

famous for one reason—because they are good.

15c a Can
.i Rivcr Ji'.t in Cinida

33 This Cheltenham Bold display line is easy to read

2 Display must be easy to read. The typeface

in 32 is not clear and readable. That in 33 is.

We must avoid the use of eccentric, curlycued

typefaces in delivering our advertising message

if we want to be clear and plain in our speech.

A good salesman does not need to dress him

self in outlandish clothes to get attention. And

he tries to cultivate simple, plain, direct speech.

34 shows examples of a few display types that

are easy to read and good to look at.

The types shown in 35 should be avoided if

we want attractive, easy-to-read display lines.
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This is Cheltenham Bold

This is Century Bold /

This is Caslon Bold

This is Bodoni

This is Bodoni Bold

This is Bookman /

34 Good display types
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This is Gothic

This is DeVinne

This is Roycroft

ta

This is Cheltenham Bold
(Extra Condensed)

35 Poor display types

[57]



Display lines in all capital letters are not as

easy to read as capitals and lower case. All-

capital heads and subheads should be avoided

as far as possible. Note the greater legibility of

37 over 36. And of 41 over 40.

Even the use of capitals to begin each word of

a display head makes harder reading than if

lower case is used. Note how much more easily

you read 39 than 38.

In all my work on the type make-up of maga

zines and trade papers during the last half dozen

years, I have not used a single all-cap headline.

The editors I have worked for have pretty gen

erally agreed with me that the headline in upper

and lower case is not only easier to read but gives

the page a friendlier, more inviting look.

I have talked with many newspaper editors

and publishers on this same subject. They are a

bit harder to convince. But in several instances

I have succeeded in getting newspapers to adopt

the upper and lower case heading throughout.
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GREAT WINTER CLEARANCE OF APPAREL

AT REDUCTIONS OF ONE-FIFTH TO ONE-HALF

SUITS, COATS, DRESSES, SKIRTS FOR WOMEN, MISSES AND GIRLS

36 Lines set in all capital letters are hard to

read—therefore less effective than display

lines in upper and lower case, as in 37.

Great Winter Clearance of Apparel

At Reductions of One-fifth to One-half

Suits, Coats, Dresses, Skirts for Women, Misses and Girls

37 Upper and lower case. Easier to read than 36.

The Prices Are Very Much Lower

Than We Have Quoted

During the Entire Fall and Winter

38 Even the use of capitals to begin each word

in a display line should be avoided.

The prices are very much lower

than we have quoted

during the entire Fall and Winter

39 See how much faster you read these display

lines than those in the preceding example.
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Early Spring Doran Books

"MARSE HENRY" Henry Watterson

 

Recollections of Men, Women and Events

during Eight Decades of American History

Henry Watterson's memoirs are a flavorsome, intimate and racy history of

American life. Two Volumes, Boxed. Octavo. Illustrated.

FATHER DUFFY'S STORY „.„,.,„ , „,.„,„ Franci, p. Duffy

the whole history of the famous Fighting

;ct down day by day, just as things happened.

Illustrated. Octavo.

THE VITAL MESSAGE »uth0f 0iTHE HEW REVELATION, ««. A. Conan Doyle

An original and startling discussion of the problem: "Arc the dead really dead?" "When Conan

Doyle speaks he must have a hearing without even demanding it."—New York Sun,

FROM PLACE TO PLACE .„„„„, oto JUo<:e,,1OT,.^ Inin S. Cobb

n the basis of nine stories replete with the humor

t padre's

69th Regiment in dramati

America and Americana in all phases of life

and delicate pathou which endear Cobb to UE all.

THE SOUL OF ABRAHAM LINCOLN William E. Barton

coln, a fascinating study of the ethical

and spiritual convictions of the Great President.

FIFTY YEARS IN THE ROYAL NAVY Admiral Sir Percy Scott

rcy Scott tells not only of his li^ht for the gunnery reform which saved the Grand Fleet at

Frank Swinnerton

Jutland. 'but of a long and picturesque naval cai

SEPTEMBER Author at NOCTURNE, SHOPS AND HoUSES, •

SEPTEMBER, although unlike any other novel Mr. Swinnerton has written, has all the dramatic

intensity of NOCTURNE. A tale of conflict in love between two strongly contrasted temperaments.

III1*.. THE REBELS!

Other Notable Books JoHN RECAN MO. G. A• Birmtngham

The witty author of SPANISH GOLD has woven a

rarely interesting and humorous novel around recent

Sinn Fein activities.BROOME STREET STRAWS

Kobert Cortea HotliJay

FROM NOW ON Frank L. Packard
THE BOOK OF A NATURALIST

W, H. Hudson The author of JlMM?? bALE here tells of a desperate,

hate and a regenerating love in the underworld.

MINCE PIE ChrMupher Morlry

HAPPILY MARRIED Corra Harris
A LOITERER IN NEW ENGLAND

Helen W. Hcnderton
A very gay and amusing comedy of manners in which

the figures are affectionately and understandingly por

trayed.
PEEPS AT PEOPLE

Robert Cartea HoIHday

HIS MAJESTY'S WELL BELOVED

ftaroneKS Orczy

THE MASK John Cournos

THE HERMIT OF FAR END

Margaret Pettier

An unspoiled boy bred in Russia's woods suddenly thrust

into our Western industrial world is the hero of this

novel

JEREMY Hugh Walpoh

MRS HARDEN Robert Hicheni

THE PECULIAR MAJOR

Keble Howard

SONIA MARRIED

Stephen McKenna

A peculiarly diverting tale of the adventures of a Major

who possessed the power of invisibility—a whale of a

trick.

GEORGE H. DORAN COMPANY

40

Publishers New York

The display heads in Gothic type not only

repel by their ugliness but they are harder

to read than the display in the Harper

advertisement opposite. (See page 62.)
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r WIT u<oAj^^wfts

Ludendorffs A Year as a Open Gates

Own Story Government to Russia

By Erich von Ludendorff Agent By Malcolm V. D»vla

Written from the actual record! of

the German general stafl, this is the
By Vira B. WhitehouM

Not a war book, but a thoroughly

practical and authoritative book

first inside story of the war as Ger Mrs. Whitehouse was the first wo
about the opportunities which Rus

many fought it. It will be the most man to be honored with an impor
sia will offer in her coming period of

discussed book of the war and ihe tant and rather delicate mission
wlt*"^ rUC 'R"' *" iu^h y a ^1O

historians of the future will lean abroad. The story oi the resource

heavily upon it.

Illustrate!. Uofa. > w&. (j.jo

fulness of this American woman

makes one of the most striking side

lights of the war.

Illustrated- Crow* Sw. UsA. fcxM

Raymond

Robins'

Own Story

Illustrated. Craw* Sw. Cloth. $1.7]

Hither and

Thither

in Germany
The

Psychology of

Bolshevism
By William Dean How«Ila

By William HAM
AH the charm of Europe before Ihe

The story of the man who was there. By John Spargo war lives in these pleasantly moving

it is written with a thrilling vividness

by William Hard. Mr. Robins
Just as Mr. Spargo's book "Botshe-

tees. The Urge following which

take delight in every book of this

went to Russia for the Red Cross in

the early days of Karenski. A dra
Russian Bofeheviki, this book-a.

master band will find here t shrewd

matic and thrilling narrative of

humor and -the firm, tranquil style

adventure.
reasons back of the world phenom-

they have learned to love.

/HlHtMtaf. CttM S*. $1.00 I'ostfr.o. Cloth. Ji.,!j

Froptupieci PO,I gtw. Clo*. |j-co

What Outfit,

Buddy?

The Doughboys'
Our Unseen

Guest
Religion

By T. Howard Kelly By Judge Ben Linduy

and Harvey O'Higjin.

Anonymou*

AsJimmy himself would a»y. "This

In this extraordinary book we have

*n interesting example of communi

ain't no war book. It's just a [ot of People are asking: " Well, did the cations purporting to come chiefly

Jim that happened to happen Over war cleanse our souls? Are we all from a young man who was killed

There." If you would laugh and regenerated by our baptism of fire? " during the World War—a person

chuckle, come along with Jimmy on Here U an answer- about whose existence there is no

his marvellous A W.O.I.,. PestS»e. $1.35 question.

Crtnan tta. ti.oo
llttittrakd Pott Stt |t.JO

Michael

Forth

Duds
The Strangers*

Banquet
By Henry C. Rowland

"The wor-rld is full of duds. Any day

By Mary Johnston
something terrible may happen,"

said the good old Czech Baron, as

lie sent off Capt. Plunkett, U. S. A .

on his mission of running down trad

ers in German loot This is Henry

C Rowland's most spirited tale.

By Dorm Byrne

Here U the story of Derrith Kcogh,

Ihe daughter of that old Iriah rover

of the green seas, Shane Butler

Keogh, and of romance and bveu it

This popular author has written a

mystical novel of Love and Immor

tality. A book that touches deeply

the thought!, desires, and dreams of

humanity today. Si .go

— - I J A DDE

fen »i-7S

41

There is plenty of bold display here but it is

good to look at—clear, plain, easy to read.

(See page 62.)
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3 Display must be good to look at. The dis

play heads in the, Harper advertisement (41) are

good to look at, clear, plain, easy to read. The

display heads in the Doran advertisement (40) are

an offense to the eye, besides being much harder

to read than those in 41. The Gothic (or block

letter) display heads in 40 are needlessly black

and ugly.

The space used by the heavy rule underscoring

each head would have been better left white.

Note how much cleaner the heads look in the

lower left hand panel where no underscoring has

been used.

There is plenty of bold display in 41, yet it is

good to look at, while 40 repels us by its sheer

ugliness.
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4 Display must be arranged so that its sense

is clear at first glance. When a display head is

so long that it must be split up into two or three

lines, care should be taken to divide it according

to the sense. Readers pause slightly at the end

of any line, about as at a comma, therefore the

line should break at the point where, if read

aloud, a slight pause would occur, otherwise the

meaning to be conveyed may be distorted.

The following lines are arranged without re

gard to break by sense:

Now In Progress—The Annual Year

End Clearance Sale of Men's and

Young Men's Clothing

Arranged like this, the sense becomes clearer:

Now In Progress

The Annual Year End Clearance Sale

of Men's and Young Men's Clothing

43
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Another example of confusing arrangement:

After-Christmas Sales of Win

ter Fashions Offering Very

Pronounced Values

44

The following delivers its message more quickly:

After-Christmas Sales

of Whiter Fashions

Offering Very Pronounced Values

45

5 We must not overdo. All display is no dis

play. Turn back to examples 6 and 8. Both of

these advertisements are over-displayed to the

point where they cause utter confusion to the

reader. In the effort to make every point tell,

the advertisers have overstepped the mark.

Nothing stands out clearly. Compare the con

fusion of 6 and 8 with the common-sense display

of 7 and 9.
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We should be sparing in the use of display in

the body of text matter. A word or two in italic

here and there (or if italic does not give enough

emphasis, then boldface), is about all the dis

play that is advisable in the body of text matter.

We should let the heads and subheads attend to

the display. That's what we use them for.

We should make the arrangement of words

place the proper emphasis on our thought. We

must not expect type to do it all. Look for in

stance, at the hash that the Multigraph adver

tisement (46) makes of its story because of the

over-display of its text matter. I feel sure that

this was done deliberately in order to produce a

stunt piece of typography. Now, stunts have

their place as attention-getters, but their place

is not in the type which must make our business

story clear and plain to indifferent readers. We

must avoid in our advertising whatever slows up

reading and hinders the quick delivery of the

message.

Says Current Opinion: "If advertising men

would spend the time they now waste trying to

construct type contortions, and would give more
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in the

SAMEBOAT
You're both headedfor the satfie destination—bigger
and better business through the medium of printed matter. And

Mr. Printer is held back by your same difficutties—

Raw materials way up, and harder to get. Labor

shwtage—wages way up—production way down. The demand

lor your product something terrific and every job wanted right NOW f

You're both in the same You could grasp all sorts
boatr-wky not pull together in- of big opportunities you have

stead of working at cross purposes, to pass up now. You can think of

' dozens of live stunts you could pall off, IF unit

tvere sure of being able to get your ideas over

quick enough.

And you would get your

<tn<tJOOS factory and o$ce forms, stationery,

YOUCan PRINTOH the Multl- price tickets, bulletins, even your house

graph—real printing from reat type organ—the. list is almost endless.

with Sprinters' ink. WITH THE MULTI-

You'd get your rush stuff GRAPHyou 'd dp it all without
'hitt when vmi Wantpd it and njt nigh-priced help, without big overhead
jusi wnenyyu wwiM9U u, auu us 0 d expensjve equipment withtaU turnina

you wanted it, withput a minute's ^SStaBiSffiprfffiStt!

voTry. saving o/25% to 75% in your printing bills.

You could send out sales Co-operation is the key-
ammunition at an hour's notice, note ofmodern business, Start

ahead of, or with, or behind the boys pulling together with your friend, the

on the road, that would help them make printer, NOW. Investigate the possibilities

bigger quotas. of the Multi^raph today.

You Can't Buy a Multigraph Unless You Need It

THE AMERICAN MULTTCRAPH SALES CO., ClcTeland, Ohh.

OflkH IB Prinitp.1 fitii"j

•nm t-JIEKHATTONAI. MUITIGRAPB CO. /««*.,. tS.tt WMmn, \\ae•a, Porlfc 31 -^1--m-,Tn*U

MULT/EHAP/f
The Multigraph

1802 E. -imh Si,. Cleveland. Ohio

the boat uiih the

46

Type cannot deliver its message effectively if

we jumble it up in order to do a type stunt
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attention to the simplicity of the printed page,

they would learn much about the fundamentals

of the fine art of gaining attention."

WE SHOULD RESIST THE TEMPTA

TION TO SET WHOLE PARAGRAPHS IN

ALL CAPITAL LETTERS—LIKE THIS. OF

COURSE,THIS PARAGRAPH STANDS OUT

ON THE PAGE. GRANTED. THAT IS

WHAT TEMPTS US TO SET IT LIKE THIS.

BUT IT IS ENTIRELY TOO HARD TO

READ AND THEREFORE NOT GOOD FOR

ADVERTISING.

An occasional word or even sentence in italic for

emphasis is not objectionable, if we don't overdo.

But we should avoid setting whole paragraphs in

italic. Even when set with care, italic is never as

easy to read as roman, in which the body of this

book is set. The display value of an italic para

graph like this is not great enough to make up for

the difficulty of reading it.
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Ill

Orderly Arrangement

Advertising typography must sustain interest

by orderly arrangement

"An honest tale speeds best, being plainly told."

SHAKESPEARE: King Richard III





Ill

Orderly Arrangement

Advertising typography must sustain interest

by orderly arrangement

There must be clearness and deftness in the

arrangement of our material on the printed page

to aid the quick and easy understanding of our

message.

The atlas advertisement (47) asks us to work

harder than we are ever willing to do when we

read advertising. Instead of making it easy for

us to follow the story step by step (as is done in

48), we are asked to pick up the pieces wherever

we may find them in the holes left by the cuts and

join them together as best we can. We become

eyesore and weary and give it up as a bad job.

The designer of the International advertise

ment (48) knew how to sustain interest by or

derly arrangement. No trouble at all to follow

his story. A mere glance at the page gives us

the high spots at once and we follow with ease

wherever he leads us.
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Revolutionizes Atlas Making
A new atlas that will never be out-of-date

An atlas that fits your individual needs

THE

WINSTON PERPETUAL

Invisible

LOOSE-LEAF

ATLAS of

the WORLD

 

LOOSE-LEAF— It

can be kept c

• tantly up-to-date 4

DOES NOT *.SES.~*!
GROW OLD '«"". •iini• h<

i,7-h,' <££. WXB LOOSE-LEAF SERVICE opens new UMS

V-r«"b|o.1oim! in hom« *nd bu.inew

SUIH. iio Ttrrit.:it ind a«itrd or toin mapr ADDITIONAL MAPS

Iniuior Poluuiuni, t>cn radiaS rntni of m uir quantitji cm be Db.inrd ot jji, caun-

princi.j citin »ra ii. rn. Rutruidi cti-att, nr tijip ,.r [)rt.,intr. Ot (rot vaLr for

of utca oi Ji.inoutiin tcm"oir. .tin'nina niw

;' LOOSE-LEAF-IU el»ticity

' ' "" fitt it for every u»e

 

tro»n| otd Our 2SO PM«

Siie IOH i MM in..

ATLAS ADAPTABLE TO YOUX >

THE'JOHN'C'WI'NSTON co. EsS,L"£3ol'E ™" "NLS°°"F ?"

Hat Pristine

101 WINSTON BHILDIKC. PHIUDELPHIA J

47

The lack of orderly arrangement in this ad

vertisement so befuddles us that we cannot

keep straight on it without much difficulty.

How many lazy readers will trouble them

selves with it?
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The International Visible

Adding and Listing Machine
The International Visible Adding and lasting Machine is gaining national

preference through sheer merit. Introduced 5 years ago by the makers

of the famous International Payroll Machine, it is now in use by

such firms as The National Biscuit Company, Fisher Body Company

Campbell Soup Company and hundreds of others equally prominent, in

cluding some of the largest Banks and Trust Companies in America. -

There is no secret about this success. The reasons for International

superiority are definite and convincing,

Why it is better

Complete visibility No tension on springs 

Electric drive models equipped with General Electric Motors. Split and

fraction machines. There are many other interesting features about the

International Visible Adding and Listing Machine and a request for full

information involves no obligation. The coupon is for your convenience.

Reading, Pa.

COUPON

International Money Machine Co.

Reading, Pa,
 

48

This sustains interest by orderly arrange

ment. The advertiser has done all the hard

work of making things plain, and so has

made an easy job for the reader.
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Compare the orderly arrangement of 7 with

the confusing layout of 6. The Shaw advertise

ment (7) presents its message by a clear, well-

ordered plan. In the Heater advertisement (6)

you are forced to dig in a confused heap for what

you want. One whets interest by orderly ar

rangement. The other dulls it by confusion.

Again, contrast the orderly presentation of

The Hartford Times' story in example 9 with the

bawling confusion of 8. Can there be any doubt

that an advertisement which looks like 9 will

have a better chance to deliver its message

effectively than one which looks like 8?

Ideas may often be presented more interest

ingly and effectively in chart form than in the

solid formation of an unbroken text page. 49 is

a good example of the chart form of presentation.

Note in the first place how you are able to take

in the general idea of the whole presentation at a

glance. And again, how clear and sharp each

item stands out so that it cannot be overlooked.

This method as applied to a part of an adver

tisement is shown in the lower right hand panel

of 7. This panel is reproduced actual size in 50.
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A Chart of Essentials for Patriotic Posters

The underlying point to be borne in mind in the creation of a poster is

the object to be accomplished by the poster

IDEA

1 Artist's initial thought '« example-stimulation. warning, fe»r. ,ta-

^d be sing*. not ^ered Sftttzs^tiH^^gsft
grille. n* g™™. National Committee of Patriotic Societies.)

should be adaptable to Rrpphic presentation. He «h°"1il "elect the most important one of thc»e.

2 Artist'* thought of effect his poster 4 Choice of subject

will have On others Careful consideration o; the above point! wilt

He must decide whether it If to appeal to every largely direct choice of subject, and will make

one, or to a certain class. the choice logical instead of random. The poster

eliminate his pera™*! impression a, »ill be conwtent instead of telf-eontradictory or

confusing.
thoroughly as possibte, and loot *thU poster

confusing.
,

with the eye of the public.

, —, -.11 i S Wording
3 The intended appeal ^^ ^ ^ ^

MUM poSSeSS : 1 Attraction design and legend should be complementary.

2 Suggestion The drawine *«aM illustrate the letend and

(prefer-hly .pecific) th« fc8end >houtil wipplement the drawing.

3 Memory value • Wording «hould have

Must appeal to the emotions rather than I Attraction value

to the intellect. 2 Absolute relevancy

3 Suggestion or advertising value

4 Memory value, through brevity

EXECUTION

1 Design . 4 Colon

I The artitt tmut be famil™ ,ith. or Ion, TlK •.ti!t ,l,oula eivf prrfera,™ ,„ «„,..

the cucnttalt of porter design. tlean-cut color values which will attract at well

I He nut work with breadth, itten.th. « cany at k»g rmje.

3 afSSi 'S •£S'-a* to. o, ^c. .t. Mtd-"^ "P^ucto Aould be kepe u,™d.

. .
which the dbsign is to be reproduced. r" I i* •

e must duly consider the mechanical ° «-*«*nn

S Hi „„« keep h, n,M the «d«. „„„ „ Wll'...^ '. .Kg

hisproblem. whether it be a poster, a c«- and an integral part of it. Its placement is mort

card, a window card, or other uses. Important. Legibility is aided by a sharp color

_. _ , . contrast between lettering and background. Let-

£ 1 CCnnique tering is beit contrived when it falls upon a

The artist wilt do well. here, to adapt the tech. cIear' ""broken background,

nique in which he ia most proficient, pravidi.d _ ,. , _

this be suitable for the rendering of a poster. D Mechanical Reproduction

Proficiency .T-ean, .urety. «wl «.xet/ nwan. ^ ^ ^ reason,bly familiar with

the technical possibilitiea of lithographs, process

SMorlaiirn plates and flat blocks of metal or wood, and
Medium jjjouu ,void rendefinj, whicti woatd ^ mdaty

The note under "Technique" •pp'a'-a "Iw to difficult to reproduce.

medium, a. w.tercolor, temper.. M. cha«c*l. The question of cost of production Here come,

pastel, or lithographer s pencil. into the artist's province.

49

Orderly presentation of ideas in chart form.

You are able to take in the page at a glance,

and no item is apt to be overlooked.
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Quick Answers to Your

Difficult Problems

How to sell by mail How to collect money

—how to inject personality by mail

into a letter —how to bring the "trick

—how to gather and classify ster" to time

material —how to write a series of

—how to pick out talking collection letters

points —h'ow to urge the "slow

—how to develop effective

persuasion

pay " to settle promptly

—how to collect petty ac

—how to appeal to different counts

classes—-men, women, —how to collect mercantile

farmers, etc. accounts

—how to make the letter —how to make instalment

"stand out" collections

How to conduct a follow-up How to organize

—how to use different kinds correspondence work

of follow-up

—how to handle arguments
—how to put office mail on

schedule
in the follow-up

—how to find new angles for

approaching prospect

—how to vary appearance oi

—how to give every letter

the right answer

—how to bring office force up

to standard
letters

—how to connect the product

with prospect's needs

—how to develop competent

correspondents

How to make up lists

How to turn complaint*

into business

—how to compile lists of —how to form complaint

prospects

—how to keep mailing list

policy

—how to keep customers in

up to date friendly mood

—how to put key marks on —how to reestablish good

letters and check returns will

—how to test lists of names —how to systematize com

—how to be sure mailings

average up to tests

plaint department

—how to hold down com

How to get business from
plaints

special lists How to handle routine

—how to appeal to prospect's
correspondence

judgment —how to save time, money

—how to cooperate in con and effort through auto

sumer campaign

—how to avoid negative

appeals

matic dictation methods

—how to acknowledge order*

with standard paragraphs

—how toovercome customer's —how to close sales with

mistrust

—how to play up distinguish

standard paragraphs

—how to fit form letters into

ing features of your goods collection work

50 This method of listing selling points makes them vivid
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Orderly arrangement in cataloging. By cata

loging I mean not only the price lists, specifica

tions and so on, that make up the regulation

catalog or price list, but also any form of listing

or tabulation of items. I would call 49 and 50 a

form of cataloging.

Cataloging or listing is well arranged in pro

portion to the quickness and ease with which it

gives up its store of information. By clear and

orderly arrangement we must enable the reader

to get at a glance the information he wants.

Note how clearly the important features of

Vandyke Solar Paper are brought out in 51 and

how hard you have to dig for them in 52 . For the

better success of our advertising we must do all

the hard Work of making things plain to the

reader. The less effort we require of him the

more chance we have of getting our advertising

read and remembered.

53 is a good example of clear arrangement in a

price list.

A house selling fine printing papers asked me

to say my say about the typography of their

specimen sheets.
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VANDYKE Solar Paper

. For its distinctness of outline,clearness

of copy, and permanency of results it

is unsurpassed, besides possessing all

the following essential qualities :

1 Is easily manipulated

2 Keeps exceedingly well

3 Does not become brittle

4 Prints rapidly

5 Saves original tracing

The Vandyke Solar Paper was first in

troduced and perfected by us. Though

several imitations have appeared upon

the market, it still retains its title to

being the leading paper of its kind.

51 Every point stands out clearly

VANDYKE Solar Paper

For its distinctness of outline,clearness

of copy.and permanency of results it is

unsurpassed, besides possessing all the

following essential qualities: (1) Is

easily manipulated ; (2) Keeps exceed

ingly well; (3) Does not become brit

tle; (4) Prints rapidly ; (5) Saves orig

inal tracing. The Vandyke Solar Paper

was first introduced and perfected by

us. Though several imitations have ap

peared upon the market, it still retains

its title to being the leading paper of

its kind.

52 Here you must dig for your information .

This is far too common practice.
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I admired them for their good design and beau

tiful printing. And I criticised them for their lack

of attention to the convenience of the reader.

"Suppose," I said, "in the middle of a busy

morning I get a telephone call from my printer.

He is not quite clear about some one point of

my paper specification. He needs a prompt deci

sion. I ask him to wait while I get the paper

specimen sheet that is supposed to contain all

the information I need.

"And what do I find?

"A neat tabulation of all the facts about sizes,

weights and colors so simply and clearly ar

ranged that a quick glance will enable me to

answer my printer's queries in a jiffy?

"No. As my eye roves over this sheet seeking

light, it is puzzled by rows upon rows of beauti

fully composed capital letters—a veritable tri

umph of good spacing and 'squaring up.'

"But where is the information I must have

quickly while my printer hangs on to his end of

the telephone? It's all there, to be sure, if I will

just have a little patience and painfully dig it out

of that beautifully composed block of capitals.

[79]



Blanks, Blank Business Forms

and School Currency

For use with Moore and Miner's

"Accounting and Business Practice"

BLANKS to accompany Text-book

Part I Introductory

Two blanks (Nos. 1 and 2) prepared for

Sets I, II, III, and IV of the text-book,

20 cents

Part II Intermediate

A series of three sets of blanks (prepared

for Sets V, VI, and VII of the text-book)

for the Jobbing Furniture Business, the

Wholesale Grocery Business, and the Dry

Goods Business, 25 cents

Jobbing Furniture Business

Three blanks (Nos. 1, 2, and 3) prepared

for Set V of the text-book.

Blank No. \ contains 20 pages, ruled for

Journal, Sales Book, Cash Book, Bill

Book, Trial Balances, and Statements.

Blank No. 2 contains 16 pages, ruled for

Ledger.

Blank No. 3 contains 4 pages, ruled for

Invoice Book.

Part III Advanced

A series of three sets of blanks—single en

try, manufacturing, and banking.

S3

Orderly arrangement in a price list
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"You see you weren't considering my con

venience at all. You did not have in mind that

when I have to look up something in a hurry I

want plain facts, plainly arranged in plain type,

and that a typographic stunt at such a time only

wastes my time and patience."

When we are making catalogs, price lists or

preparing any other reference material that is to

be filed away and consulted again and again, let

us forget entirely the most favorable conditions

under which such consultation will take place

and keep in mind only the worst possible condi

tions, such as hurry, impatience, lack of interest,

poor light, telephoning.

I was talking to a collector of books who re

ceives in the course of a year many booksellers'

catalogs.

"I want to keep in touch with what is in the

market," he said, "so I look over a good many

of these catalogs. I haven't much time, however,

so I have learned to give attention only to those

catalogs which consider my convenience. The

others are not even taken out of their wrappers.

They make me work too hard.
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"Now look at this one. I would call this a

good catalog from my point of view. My eyes

are not as good as they were. I can't afford to

waste them on small, poor print. This type is

easy to read. As I glance down the page certain

clue-words in bold type leap to the eye and tell

me at once whether or not I will be interested in

that item. The price stands out. Then if my

attention is captured, I find that the detailed

information is easy to get at.

"I can look through a half dozen such cata

logs and get what I want from them in the same

time that it would take me to wade through one

of the others that I never look at any more."

Consider for a moment the woes of a man who

has to consult many catalogs for business in

formation. His desk may be placed in a dark

corner of the room. Day after day he has to pore

over prices and specifications printed in tiny,

lightface type, very often on over-shiny paper.

Does that add to his good-will towards the cata

log-maker? Hardly.

We pay entirely too little attention to the kind

of figures we use in our catalogs and price lists.
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They are mostly too small and too weak. Figures

should be unmistakable at a quick glance. That

is a prime requisite.

I realize that a lot of figures must often be

crowded into a limited space, but even with that

handicap much can be done if we will only study

the matter carefully.

Recently I had the problem of arranging a lot

of tables for an insurance book. I had a small

page and a lot of figures. It worried me a good

deal for a while, but finally after much searching

I found a six point figure with the clearest,

strongest face I had ever seen in that size. And

my tables could be read with speed and cer

tainty despite their six point face. I was prouder

of those tables than of many elaborate pieces of

typography I had engineered.

In another catalog I happened to be working

on, I let every other consideration slide until I

had found good fractions for the specification

figures. The catalog was literally stuffed to the

hilt with fractional figures and those that had

previously been used were very poor indeed—

weak, thin little figures and so small that it
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required a very good pair of eyes indeed, to read

them.

To me, the use of better fractional figures was

the most important item in the entire catalog. The

client was rather more interested in the pictures,

the decoration and the selection of an unusual

typeface.

The following is a quotation from an address

I made before an advertising convention:

"The man who designs advertising print

should ask himself this: 'What must this piece of

advertising do? How can I make type do its

most effective work in helping the reader to a

quick understanding of the advertising story?

How can I make it easy and still easier for him?'

And if the designer attacks his job in this spirit,

even though his skill is not great, he will go

farther toward making good advertising than the

man who is concerned merely with producing the

fuss and feathers miscalled 'artistic printing.' "
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IV

Easy to read

Advertising typography must grip attention

by being supremely easy to read

"Write the vision, and make it plain upon tables,

that he may run that readeth it."

HABAKKUK





Easy to read

Advertising typography must grip attention

by being supremely easy to read

"All reading demands an effort," says Sir Arthur

Quiller-Couch. "The energy, the good-will which

a reader brings to the book is, and must be,

partly expended in the labor of reading, mark

ing, learning, inwardly digesting what the author

means. The more difficulties, then, we authors

obtrude on him by obscure or careless writing,

the more we blunt the edge of his attention; so

that if only in our own interest—though I had

rather keep it on the ground of courtesy—we

should study to anticipate his comfort."

All that is needed to turn the foregoing into a

fine little sermon on "easy-to-read," is to change

the word "writing" to "typography."

"Typography's big service to advertising,"

says Roy Durstine,"is in making advertisements

easy to read—by the choice of type, by proper

spacing between words and lines, and by using
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the right size of type for the eye to follow with

comfort and pleasure along a line of an/ given

length."

In this section we will discuss:

1 The face of type.

2 The size of type.

3 The length of line.

4 Space between lines (leading) .
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1

The face of type

All that I believe in as constituting good typog

raphy rests on and flowers from one principle:

readableness, "easy-to-read." I do not believe

that printers' type has any such thing as in

trinsic beauty.

ABC
For instance, here are A, B and C in plain

type. They have no beauty of line.

Of course, an artist by hand-lettering may

add many scrolls, whorls and arabesques to an

A, a B, or a C (as in 54)—beautiful, but not

type beauty.

 
  

54

Consequently, type is nothing at all when it

is not easy to read. It is all it possibly can be

when it is easy to read.
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I^JAENECKE

PRINTING INK CO.

No factory anywhere is

better equipped than ours

for the making of printing

inks to meet all require

ments. We are not middle

men but manufacturers

from the raw material of dry

colors, varnishes and other

necessary ingredients, and

the successful experience

of three-quarters of a cen

tury is behind us.

Branch Offices in

New York Baltimore Chicago

New Orleans Detroit

And From Jobbers Everywhere

 

55

The Gothic (or block letter) type in this

advertisement, while it has a simpler out

line than the type in 56 opposite, yet reads

more slowly because we are not used to it.
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"Play Safe"
"If a plate fails half way through

a run the loss to the printer may

be a very serious matter. This is

true whether the printer or his

customer furnishes the electro

types."— Ben Franklin Monthly.

To avoid the possibility of any

such serious loss be sure that the

shells of the electrotypes you put

on your presses are the proper

thickness—in other -words let us

make the plates.

DINSE, PAGE & CO.
Electrotypes, Nickeltypes and Stereotypes

725-733 South La Salle Street, Chicago

Telephone Harrison 7185

iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiaiiuiiiiiiiiiiiiiiiiiiiiuiiiiii

56

We read this faster than the type in 55 be

cause we have had such an infinity of prac

tice in reading this roman type that our

eyes and brains recognize the characters

instantaneously .
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Types are symbols of the spoken word, sub

stitutes for it. They can't be anything more,

and it is nonsense to think of them as anything

else, except that now and then light type is

appropriate for advertising light articles and

coarse black type for heavy goods.

Why is some type easy to read and some not?

Why are the lower case letters in roman the

easiest of all to read? Is it because they have

a very simple outline? No, because Gothic has a

simpler outline, yet reads more slowly.

ABCDEFGHabcdefgh

Gothic

ABCDEFGHIJabcdefghij

Caslon

(Compare for readability the Gothic type in 55

with the Roman type in 56.)

Roman lower case is easiest to read solely be

cause from our childhood we actually have read

very much more roman lower case than anything

else. At school the first thing we had drilled into

our bright, tender brains was the roman lower

case of the Primer and the First Reader.
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stile

The pig came to a stile.

The old woman said,

"Pig, pig, get over the stile."

The pig said,

"1 won't get over the stile."

And he ran away.

He ran away

from the old woman.

27

The roman lower case in this Primer and

First Reader is the most familiar and

friendly type to us because ever since our

school days we have read more of it than of

any other kind of type.
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NORTH WIND SINKS A SHIP S3

men and women in it ? How dreadful I Still I can

not believe you are cruel, North Wind!"

"No, I could not be cruel, and yet I must often

do what looks cruel to those who do not know. But

the people they say I drown, I only carry away to the

back of the north wind—only I never saw the place."

"But how can you carry them there if you never

saw the place 1 And how is it that y.ou never saw it ? "

"Because it is behind me. You cannot see your

own back, you know. But run along now if you

want to go with me to-night. I cannot take you till

you have been to bed and gone to sleep. Ill look

about and do something till you are ready. Do you

see that man over there on the river in the boat who

is just floating about? Now watch!"

She flashed like a dragon-fly across the water

whose surface rippled and puckered as she passed.

The next moment, the man in the boat glanced about

him and bent to his oars. The boat flew over the

rippling water. The same instant almost, North

Wind perched again upon the river wall.

"How did you do that? " asked Diamond.

"I just blew ill his face and blew the mist out

of bun."

"But what for? I don't understand!" said Dia

mond. Hearing no answer, he looked down at the

When we began to read stories it was the

impression of this kind of page which was

burnt into our minds—still the familiar

roman lower case of our school books.
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Later, when we read stories, the overwhelming

bulk of the page was roman lower case.

Still later, when we became newspaper read

ers, the same type formed our daily food. Pretty

nearly the only reason why roman lower case

to us reads almost without effort is that we

have had such an infinity of practice on it that

our eyes and brains recognize the characters in

stantaneously.

If we had been brought up from childhood on

some other type, say the German letter, I do

not doubt that the German type would be the

easiest for us to read. 57 is a sample of English

in German type.

"When the eye regards an unfamiliar object

an error of refraction is always produced," says

Dr. W. H. Bates in his 'Perfect Sight without

Glasses.' "Children with normal eyes who can

read perfectly small letters a quarter of an inch

high at ten feet always have trouble in reading

strange writing on the blackboard, although the

letters may be two inches high. If a German

child attempts to read Roman print it will at

once become temporarily hypermetropic. Ger
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When we became newspaper readers we did

not have to practice on a new type. The

familiar roman lower case of our school and

story books formed our daily food.
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feoulb aff $tmfelf tyifc ,,2Bf)at ntuft tyie
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English words in German type.

Try to read them.

man print, or Greek or Chinese characters, will

have the same effect on a child or other person

accustomed to Roman letters."

Or again, if we had been brought up on print

set in all capital letters, we would have little

difficulty in reading such an advertisement as

58, which now makes us work entirely too hard

to keep a grip on our attention.
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J

ANNOUNCEMENT

THE NAME OF THE ADVERTIS'

INGART ORGANIZATION FOR'

MERLYKNOWNASAMSDEN&

FICHTNERHAS BEEN CHANGEDTO

THE AMSDEN STUDIOS

THEOLDQUARTERSPROVINGINAD'

EQUATETO OURPRESENTREQUIRE'

MENTSTHESTUDIOSHAVE BEEN RE'

MOVED TO THE TOP FLOOR OFTHE

ENGINEERS BUILDING'CLEVELAND

MR'CHARLES'R'CAPON'LATELYOF

BOSTON'A DECORATIVE DESIGNER

WITHRARETASTEANDJUDGMENT

AND AN UNUSUAL KNOWLEDGE

OFTHERESOURCES OFENGRAVING

ANDPRINTINGISARTDIRECTOROF

THEAMSDENSTUDIOS'MR.CAPONTS

LONGEXPERIENCEINADVERTISING

ARTANDHISEXECUnVEQUALmES

MAKEHIM PARTICULARLYABLETO

SELECTANDTOINSPIRETHEARTIST

BEST ABLE TO REALIZE EACH IDEA

'THE RESULTIS PICTURES&DESIGNS

THATHELPTO SELLMERCHANDISE

AMSDEN STUDIOS

ADVERTISING ART

ENGINEERS BUILDING'CLEVELAND

58

We have not had enough practice in this

kind of reading to make it easy. It calls for a

distinct effort, which few are willing to make.
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I was talking with an advertising man out in

Milwaukee one day about the use of all caps in

certain kinds of announcements.

"Don't you think the use of caps is all right for

a dignified business announcement?" he asked.

"It depends on the kind of feeling you want

your advertisement to arouse," I told him.

"If you want your announcement to chill

people with the cold dignity of a tombstone, go

ahead and use caps all you like. Nothing could

be better for the purpose.

"But if you want your announcement to

radiate a bit of warmth and friendliness, then

use a friendly type. Caps will help you suggest

stodgy, standoffish dignity—if that's what you

want. But lower case has a friendlier look. It is

so open and easy of approach that you aren't a

bit afraid of it!"

If we had had a good deal of practice in reading

italic type, 59 would not present the difficulties

that it now does.
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INTRODUCTION

 

HE 1>rama sought for a place in

Americafrom early fylonialdays.

Fostered in some sections,frowned

upon in others, bousedappropriate

ly in some cities, elsewhere denied

footholdorrooftree, the year 1787

found the ^American public divid

edforand against it, with theatres

established in afew oftheprincipal cities. Farces, satires,

tragedies, written andprinted but not acted, and the same

actedbut notprinted, hadsprung up in increasing numbers.

Even in J*(ew England, where prejudice was deep-rooted

against allformsof "play-acting" collegians had written,

spoken^ and acted dramatic pieces at (College Exhibitions.

Touring the 'British occupancy of 'Boston, J*(ew York,

and Tbiladelpbia, plays were often given by them, a few

ofwhich were composed by officers. "Playbills ofthese per

formances weresent to general Washington andmembers

of his armies, flays by writers of ^American birth had

beenpublishedandacted in Jfyndon before tbeltguolution.

The honor ofhaving written thefirst tragedy to beper

formed on an American stage by professionals, belongs to

Thomas Qodfrey of'Philadelphia. HisThe Prince of,Par-

59

Italic type always slows up reading because

we are not used to it. It calls for effort.

The wise advertiser tries always to make

reading effortless.
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Once more, boldface type is the occasional,

the less familiar type in the vast majority of our

reading. Just because a boldface type stands

out clearly in a head or subhead, does not mean

that it will be equally clear and readable when

set in masses for body type. It will not. Para

graph after paragraph set in boldface type like

this, makes slow reading and quickly tires the

eyes. It should be avoided. DeVinne in his

"Plain Printing Types" says: "Print to be most

readable, must have more of white than of black

within the page." And again "Types need a

generous relief of white space, not only within

but without each character, to give proper value

to then- black lines."

To cut a long story short, "easy-to-read" is

merely a name signifying familiarity based on

lifelong practice. No other theory can be made

to stand analysis.

In example 60 I am showing five good type

faces for the body matter of advertising. There

are othergood faces than those shown here , but the

more closely they conform to these familiar and

friendly faces the more easily will they be read.
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Body types to use

This is Caslon Old Style, one of the faces

everybody reads with ease, therefore good

type for advertising.

This is Scotch Roman, one of the faces

everybody reads with ease, therefore good

type for advertising.

This is Century Expanded, one of the

faces everybody reads with ease, there

fore good type for advertising.

This is Bookman or Old Style Antique, one

of the faces everybody reads with ease,

therefore good type for advertising.

This is Cheltenham Wide, one of the faces

everybody reads with ease, therefore good

type for advertising.

60
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Types NOT to use

ThisisVogue. Unfamiliar type faces

such as this prevent quickand easy

reading and so are bad advertising.

TMs ns Wslbtoo PnaffanDanEnaff1 ftyp©

This is Packard. Unfamiliar type faces suck as

this prevent quick and easy reading, and so are

bad advertising.

©Ijta ta Ot)lb 3-nglislf, Unfamiliar type farm

aurtjr as tljts prpttrnt quirk anb ?asg rrabing

anb BO arr bad afturrttmttg.

This is Cheltenham Bold Extra Condensed. Unfamiliar type

faces such as this prevent quick and easy reading and so

are bad advertising.

61
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I might say in passing, that in an experience

covering more than fifteen years of practical type

work I have rarely found it necessary or desir

able to go beyond the faces shown in 60.

In 61 1 am showing five faces of type not good

for advertising because reading them makes us

work too hard. The typefounders' specimen

books are full of faces equally bad. Avoid them.

You cannot deliver your advertising message

effectively if it is set in faces such as these.

"Unfortunately the needs of the reader are

lightly regarded by the men who make types,"

says De Vinne. "They think more of the display

of their own skill. The punch-cutter's straining

after a hair-line that stops just before invisi

bility is ably seconded by the pressman who

scantily inks these light-faces with a hard Ink-

roller, and then with the feeblest possible im

pression impresses them against an inelastic

surface on dry and hard calendered paper. This

weak and misty style of printing is vastly ad

mired by many printers, and perhaps by a few

publishers, but it is as heartily disliked by all

who believe that types should be made for the
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needs of the reader more than for an exhibition

of the skill of the printer or type-founder.

"The rights of readers deserve more considera

tion. The rules that editors and men of business

apply to writing should be applied to booktypes.

The handwriting that cannot easily be read, even

if its individual letters have been most daintily

and scientifically formed by a master of penman

ship, with the sharpest of hairlines and the great

est profusion of flourishes, is quite as intolerable

as that which is slovenly and illegible. No printer

desires it for his copy; no merchant tolerates it in

his account books; no one wants it in his corre

spondence. If one seeks a cause for the mercantile

and editorial dislike of a so-called 'pretty' hand

writing, he is sure to find it partially in its needless

flourishes and largely in its delicate and unseen

'razor-edged' lines."
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IPIONEERSI

standard press of its type

 

"Gracious heavens!" he cries out, leaping

up and catching hold of his hair, "what's

this? Print?"

DICKENS: Somebody's Luggage
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Avoid freak lettering. Lettering like that in 62

has no place in common-sense advertising. The

function of lettering, just as that of type, is to

deliver the message. It must above all things be

easy to read.

The fault of all such attempts as that shown in

62 is this: the freak lettering being used solely as

an attention-getting device, makes no attempt to

deliver the real advertising message efficiently.

None but a most patient and eager reader would

even try to decipher it. Attention has been got,

but to what purpose?

No, we must not do stunts with lettering or

type to get attention. We must use our ingenu

ity to get attention in some other way and de

pend on lettering as well as type to say our say

clearly and distinctly when attention has been

directed to them.

The following quotation is from a report I

made to an advertiser:

"Your lettering, pretty generally, is not as

good as it might very well be. It is generally not

as clear and easy to read as a good face of type.

It is often freakish, and often entirely too black
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for the needs of the occasion, particularly the

numerous reverse cuts that you use.

"I have no real objection to lettering when it

serves a more useful purpose than type. If, for

instance, it attracts more attention or gives you

a better looking page, or speeds your message

better than type, by all means use hand-letter

ing. But I cannot see that this is the case in the

pages I have been looking at.

"Your lettering is not as easy to read as a good

face of type, it has no more attention-value and,

I presume, costs you more money than type

setting would."

Last summer when I was out West working on

a mail order house catalog, some of my energetic

friends subjected me to the somewhat novel pain

caused by an interview. Their presentation of

my ideas seems to me to be worth quoting:

"Take your plain, ordinary citizen. Is he im

pressed by type acrobatics? He does not know

Bodoni from swash letter . He reads forthe thought

or the message, with no attention to type fantas-

tics unless they interfere with reading.

"You remember when the big printers' strike
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was on in New York and the Literary Digest

came out in typewriting? It was a wonderful

thing to everybody in the printing or publishing

business, and of course we admired it.

"But what about the everyday American not

in the printing business, who did not know any

thing about these matters? I'll tell you—the

effect on the public was summed up by a lady, a

great devotee of magazines, who said to a friend

of mine, 'It doesn't seem like reading!' That was

all the impression made upon her by the Digest's

ingenuity. They pulled off a wtinderful stunt. But

it was akin to the graiMsta'nd plays I object to,

and you can see the only impression it made on

plain people was, 'it doesn't seem like reading.'

"Type is nothing*but type, that's what I am

trying to say. It is onjy the freight car that carries

theVictrola . It can't play music by itself and must

not be expected to . " ' . ',.

The more one fuss&s with type, in conscious

and deliberate effort' to do something'' new and

astonishing with type, the more he defeats the

only purpose of type, which is to convey ideas
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by means of words."Fancy"typographical effects

always slow up the reading, and this condemns

them from an advertising and selling standpoint.

The vehicle of a message should never be so

unusual and fantastic as to divert attention from

the message itself. Yet precisely that happens

when "stunt" typography diverts the mind of a

reader from the advertiser's argument.

To get good typography, the very opposite of

fussing and straining for effect should be the rule

of action.

It might be said that to use type properly one

should never think of type. Attention should be

fixed all the time on the copy. Is this headline

clear? Does its meaning leap to the eye? Is this

text perfectly readable? Will the reader get this

selling talk in an easy way, without confusion?

Is there anything on this page that repels the eye,

distracts attention, or in any way puzzles?

These are the questions that the would-be good

typographer should ask himself continually. Not

one of them refers to type as type . Everyone refers

to copy . Yet the effect is to produce the very best

kind of typography—clear, attractive, simple.
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Avoid dark backgrounds for type. The clean,

white surface of paper is the best possible back

ground for type that is to be easy to read. The

type in 63 is not easy to read because the clean

surface of the paper has been muddied up by a

halftone screen background. In 64 the back

ground has been cut out of that part of the ad

vertisement occupied by type and lettering, so

that these show up clear and distinct.

Dark-colored printing papers or dark tint

blocks make poor backgrounds for type. There

is never any excuse good enough for interfering

with the legibility of type.

I have already explained above why type

should not be used stunt-fashion to get attention.

White type on a dark background (as in 65) may

be a good stunt as an attention-getter. It does not

invite reading because it makes us work too hard.

[Ill]



 

Ill A Hi; AS Kl'l'KII.Vr M1<.I, <

A t'LKAN S»IOP-'_

A IM-KASATST SHOP-

A!«iD A PRODCTTI Vt-: NIIC»1»

]—.7r;-Attra<TT tlie most high-grade help l>y-itfl

best working conditions.

-V

Prevent "dusting" and disintegration—Press,

j ' ,niid protect floors forever from deterioration

L U^iafEectcd by water, oil, su-iils or grease.

4^8 profitable to use as every TjR.JT. IF." Product. .

/Write for1 "A'.?. TV." litcM-atnre—a good paint for

r every pnrpose.-t-

I PLEASE AIIUUE.SS DEI'T. Ji.

TOCH BROTHERS

Tci-itnfeaT 'tt*tt Sftt-Attflr' fnmt »n*m fHnw imti

32O Fifth Avenue, Kew JTork

W.-,l.. Lang Uland City. N. V.. anj Uudon, l,.ij!...i.|

63

Type cannot deliver its message with

quickness and ease if reading is made

difficult—as it is here by the dark back

ground under the type.
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EASTER MUSIC

Through the Starra8 Singing

Throat of silver grain spruce

—the music wood of the

famous Stradivarius violins

—comes Easter music in its

purity.

The Starr betters all rec

ords—Hearing is BeIiev.

ing Ask the Starr dealer

for a hearing.

THE STARR PIANO CO.

Richmond. Ind. Now York

Lo. Angete. Binninvhun. Al*.

 

64

Here the background has been cut out of

that part of the advertisement occupied by

type and lettering, so that these show up

clear and distinct.

.-
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65

This does not invite reading because it

makes us work too hard.
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2

The size of type

You are having a rather hard time reading this, aren't you? The letters are so small and

thio, they strain your eyes so much, that you are having considerable of a job to make

out what I am saying. Well, nobody likes to read this kind of type any better than you do,

so if you want to get your advertising read, don't use type so small as this. It is six point.

This eight point type is a little easier on your eyes. It does not require

quite so much effort to read. You read it faster and with less strain.

But you would not get much fun out of reading a book set like this,

would you ? Then don't set your booklets and catalogs and circulars

and house organs in type so small as this. Not enough of the people

you want to reach with your advertising message will read it.

This ten point type begins to warm you up to your job

a bit. Now at last you've struck something that you can

read with a little more comfort. You are reading it about

twice as fast as the two preceding paragraphs—getting

over the ground with more speed and less strain—taking

in what I am saying with more ease. It is a good rule

never to set any part of your advertising message in type

smaller than this. Sometimes you can't help it. But do

as little of it as possible. Just think how fine it would be

if our newspapers and magazines were set in ten point!

Some folks think they have reached the height of

readability when they set their advertising in ten

point. Far from it. The eleven point type in which this

paragraph is set is a good deal easier to read. You

could read a pretty fat booklet in this type without

tiring your eyes. You would get more pleasure out

of reading it than if it were set in smaller type.
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Remember, the easier you make reading the

more people you will get to read your advertis

ing. There is a limit, however, to the size of body

type which can be read easily. That limit is

almost reached in the twelve point type you are

now reading. This size is plenty large enough for

most things. Occasionally it is desirable to go

beyond this, for advertisements with short copy

in big space, for large booklets, catalogs or

broadsides. But for the average piece of adver

tising print, twelve point type is a joy to behold

and invites reading beyond any other size.

This is fourteen point type. A very

useful size indeed for big forms of printed

matter and large space in publications.

But it reads rather more slowly than the

twelve point and is therefore not so gen

erally useful for long stretches of reading.
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Reading is slowed up consid

erably when we come to eighteen

point type, of which this is a

specimen. It will take more effort

to read a given number of words

in this size than in fourteen or

twelve point. For a few introduc

tory paragraphs in big space this

size is useful, but to read a large

quantity of it at one time would

quickly tire the eyes.
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The body type of the advertisement repro

duced in example 16 was set mostly in fourteen

and eighteen point, while the body type in 17

was twelve point. The twelve point was easier

to read than the larger type. The larger type in

16 would have increased in readability as more

white was put between the lines. Nevertheless,

as I have said before, too much large type in

masses quickly tires the eyes.

The use of type too small for easy reading

results as often from an ill-advised layout as

from overly-long copy. Look again at examples

18 and 19 and read what I said about them.

White space is a good thing in moderation, but

a readable size of type is better.

Roy Durstine in his book "Making Advertise

ments" tells us plainly enough why so many

advertisements are set in type too small to be read

easily. Thus runs the sad, sad tale:

"An art director has made a layout. In his

design he has inserted a small block of horizon

tal lines on which he has lettered ' Copy Here.'

Off in the other end of the office a copy man has

received a requisition for seven or twelve adver
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tisements. He has written them to suit his

arguments. And then some poor typographer

has to try to squeeze a three-hundred word prose-

poem into a 3 x 2 space. Perhaps he may have

the hardihood to send it back with a polite re

quest to cut about half of the copy. Then the

copy man either jumps up and down, and kicks

the waste basket, or sends it back to be set in

eight point type, depending on the relative im

portance of the copy man and the type man."

I shook a mail order house out of its settled

conviction that no larger size of type was possi

ble for the descriptions of merchandise in its

catalog.

I asked for no reduction in the amount of text

or number of items on the page. I asked only for

a very small reduction on the depth of some of

the cuts. This reduction would not hurt the

selling value of the cuts at all. My clients agreed

and then I showed how with that slight gain in

type-space we could use a larger size of type, a

stronger face, make our descriptions more read

able by frequent paragraphing and get more

daylight through the page.
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In working over another catalog for a large

mail order house, I found that on many pages a

good deal of space was wasted by too great a

quantity of fancy borders, circles, ovals, boxes.

Entirely too much flubdub, actually smothering

the illustrations of the goods and eating up space

badly needed for type describing the goods. By

discarding just a little of the excess baggage

these pages carried in the way of decoration, we

made room for a larger size of type. And we had

cleaner-looking pages.

When you must use small type, keep in mind

that all faces of type are not equally readable in

the smaller sizes. Choose the face that will give

you the greatest legibility for its size. The com

parison of the three different eight point types in

example 66 will make this clear.

The advertising man of a Western publisher

was showing me a tiny booklet he had just

printed. Twenty-four pages or thereabouts, set

mostly in a lightface eight point. And it was

printed in a light green ink!

When I asked him why, to the handicap of a

type too small to read comfortably , he had added

[120]



Advertising typography is not a separate and

peculiar art, but the natural and simple prin

ciples of typography applied to advertising

purposes. Remember that we put words into

type to get them read. Whatever helps to

make reading easy is both good typography

and good advertising. Whatever slows up

reading and hinders the delivery of our mes

sage is both poor typography and poor ad

vertising.

Advertising typography is not a separate

and peculiar art, but the natural and sim

ple principles of typography applied to

advertising purposes. Remember that we

put words into type to get them read.

Whatever helps to make reading easy is

both good typography and good adver

tising. Whatever slows up reading and

hinders the delivery of our message is both

poor typography and poor advertising.

Advertising typography is not a sepa

rate and peculiar art, but the natural

and simple principles of typography

applied to advertising purposes. Re

member that we put words into type

to get them read. Whatever helps to

make reading easy is both good typog

raphy and good advertising. What

ever slows up reading and hinders the

delivery of our message is both poor

typography and poor advertising.

66

This example shows the need but the first (Scotch Roman)

for careful selection of face is weak and thin in comparison

when the size must be small, with the second (Bookman) and

All three blocks are eight point , the third (Century Expanded) .
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the further handicap of a light-colored ink, the

only answer I could get was that he wanted

"something different."

I wonder what the book collector I quoted

previously would have said to that!

Under the most favorable conditions, type

printed in colored inks is harder to read than if

printed in black. Under a poor light reading

becomes painful if not impossible.

We have been discussing here the size of type

in which to set the body of our advertising ma

terial. Display is another matter. That has been

taken up in its own section.

Big masses of large type on a newspaper or

magazine page cannot be read with comfort un

less held off at arm's length—that is, farther

away from the eyes than the ordinary reading

distance. We instinctively push the page away

from us when these overwhelmingly big type ad

vertisements greet our eyes. It is well to remem

ber that type which we read easily on a car card

or window card because of the distance we are
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away from it becomes hard to read when held in

the hand.

Or again, we should remember that the far

ther we are away from type the larger the size

must be to be easily read. Many car cards and

window cards are printed in type too small to be

easily read from where we sit or stand.
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3

The length of line

We all know that a short line of type is easier to

read than a long line, and that the smaller the

type the shorter should be its maximum length

of line.

But we often set our type in lines too long to

be read easily. Look through the advertising

columns of any issue of any newspaper or maga

zine and you will find dozens of advertisements

in which the type is set in lines too long for the

size used. Same thing with all sorts of adver

tising printed matter.

The one thing that makes the atrociously small

type used by our newspapers at all bearable is

that it is set in short columns. Without the help

of a short line it would be almost unreadable.

Part of the trouble you had in reading the six

and eight point type in the section headed "The

size of type" was due to the long lines. Even the

ten and eleven point type was set in lines too

long. I did it on purpose so that I could call your

attention to them here.

I 124 ]



If the six point type had been set in two col

umns like this:

this kind of type anyYou are having a rather hard time readme body likes to read t

this, aren't you? The letters are so small better than you do, so if you want to get

and thin, they strain your eyes so much, your advertising message read, don't use

that you are having considerable of a job type so small as this.

to make out what I am saying. Well, no- It is six point.

—and the eight point like this:

This eight point type is a little like this, would you? Then don't

easier on your eyes. It does not set your booklets and catalogs and

require quite so much effort to circulars and house organs in type

read. You read it faster and with so small as this. Not enough of the

less strain. But you would not get people you want to reach with your

much fun out of reading a book set advertising message will read it.

_ 68

—part of the pain and anguish of reading them

would have been overcome. But not entirely.

The sizes are too small for easy reading.

The ten point type should have been set in a

line no longer than this:

This ten point type begins to warm you up

to your job a bit. Now at last, you've

struck something that you can read with

a little more comfort. You are reading it

about twice as fast as the two preceding

paragraphs—getting over the ground with

more speed and less strain—taking in what

I am saying •with more ease.

_ __ _ _ —_
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And the eleven point should have been set in

a line no longer than this:

Some folks think they have reached the height

of readability when they set their advertising

in ten point. Far from it. The eleven point

in which this paragraph is set is a good deal

easier to read. You could read a pretty fat

booklet in it without tiring your eyes. You

would get more pleasure out of reading it than

if it were set in smaller type.

70

On the page opposite is a table that will guide

you in determining the minimum and maximum

lengths of line for type sizes up to eighteen point.

This is how the table works. Ten point type,

for instance, cannot be set to advantage in a line

shorter than 13 picas. To do so would cause poor

spacing between words (too wide or too narrow)

and the breaking of too many words at the ends

of lines. The result would be badly composed type

that makes hard reading.

On the other hand, ten point type should not be

set in a line longer than 16 picas. The eye cannot

comfortably carry a line of ten point longer than

16 picas.
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The proper length of line for different sizes of

type is one of the most important principles of

typography. It should be rigidly observed.

Length of Line

„, c MINIMUM MAXIMUM
1 YPE oIZE -.-I T-I

IN PICAS IN rICAS

6 point 8 10

8 point 9 13

10 point 13 16

11 point 13 18

12 point 14 21

14 point 18 24

18 point 24 30
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4

Space between lines (leading)

We make our type easier to read by putting

enough space between the lines to allow for an

easy passage of the eye. This paragraph is not as

easy to read as it should be. It is set solid. There

is no space between the lines other than that on

the shoulder of the type itself. Open (or leaded)

composition is always pleasanter to look at and

easier to read than solid composition as in this

paragraph. Particularly when the size is ten point

or larger.

This paragraph is easier to read than the one

preceding. It has a two point lead between the

lines. Every twelve point type should have at

least two points of white between the lines. When

it is set solid, it does not invite reading as much as

it should. Twelve point type is even more invit

ing to the eye when it has three or four points

between the lines. As you will note in the follow

ing paragraph.

This paragraph is set in the same face of twelve

point type as that of the two preceding para

graphs. At first glance it looks like a different

face of type. This different look is caused by the
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increased amount of white between the lines in

this paragraph. There is four points of white

space between the lines, or in the more familiar

phrase, this paragraph is "double-leaded."

Because of the ease of reading it and the alto

gether inviting page that it makes, I chose twelve

point, double-leaded, as the type for this book.

As to the amount of space to put between lines

of different sizes of type, common sense will rule

as in all other matters of advertising typography.

Get enough white between lines of type to make

them inviting and easy to read. Stop when you

have enough. Don't overdo. Here is a table that

will serve as a guide:

Leading Table

TYPE MINIMUM MAXIMUM

SIZE LEADING LEADING

6 point

8 point

Solid

Solid

/Solid tol

\2 point /

1 point

1 point

2 point

10 point

11 point

4 point

4 point

12 point 2 point 6 point

14 point 3 point 8 point
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Advertising typography is not a sepa

rate and peculiar art, but the natural

and simple principles of typography ap

plied to advertising purposes. Remem

ber that we put words into type to get

them read . Whateverhelps to makeread

ing easy is both good typography and

good advertising. Whatever slows up

reading and hinders the delivery of our

message is both poor typography and

poor advertising.

71 Eleven point, leaded two points.

Compare examples 71, 72 and 73. If you had

your choice of these three methods of setting the

same piece of copy, which would it be? My

choice would be the eleven point type, leaded

two points, shown in 71. For this reason. The

ten point type (72) is whited out too much. It is

better to use some of this space to get a larger

face of type. The twelve point type (73) has not

enough space between the lines and is therefore

not so easy to read as the eleven point (71).
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Advertising typography is not a separate

and peculiar art, but the natural and sim

ple principles of typography applied to ad

vertising purposes . Remember that we put

words into type to get them read. Whatever

helps to make reading easy is both good

typography and good advertising. What

ever slows up reading and hinders the de

livery of our message is both poor typog

raphy and poor advertising.

72 Ten point , leaded four points .

Advertising typography is not a sepa

rate and peculiar art, but the natural

and simple principles of typography

applied to advertising purposes. Re

member that we put words into type

to get them read. Whatever helps to

make reading easy is both good typog

raphy and good advertising. What

ever slows up reading and hinders the

delivery of our message is both poor

typography and poor advertising.

73 Twelve point, solid.
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A check-up

for effective type-use



A check-up

for effective type-use

The use of the check-up plan on the following

pages will enable you to decide whether any

piece of advertising typography under considera

tion (either in layout or finished proof form) has

the qualities that make it able to deliver its adver

tising message effectively.

The principles of advertising typography are

the same whether applied to advertisements in

newspapers, magazines, trade papers, or to book

lets, catalogs, house organs, broadsides, or to a

blotter. For this reason the plan may be used

in checking up effective type-use in any piece of

advertising print whatever.

To my classes at Columbia University I have

suggested the following as an excellent method of

studying advertising typography:

Clip specimen advertisements from all sorts

of publications. Collect specimens of booklets,

catalogs and other examples of advertising print.
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Then take one specimen after another and care

fully analyze its typographical qualities by the

use of this check-up plan . Whenyou find examples

in which the type does not deliver the message

effectively (for reasons which the plan has shown

you) make a layout of your own which will em

body the better way of handling the same piece

of copy.

I know of no surer method of getting a quick

grasp on the principles of effective type-use.
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A check-up

for effective type-use

I Good Looks

Advertising typography must invite the eye

by its good looks.

a The printed page should be made attractive by

careful choice of type and by its pleasing ar

rangement, but we should beware of fussing

it up.

b Type dress should conform to the character

of the message.

c Decoration wisely used where it belongs adds

grace to the printed page and thus helps to

deliver the message. Decoration that does not

help to catch the eye or deliver the message

is not only superfluous, but is harmful. It dis

tracts the eye and uses up valuable space.

d Type needs a relief of white to attract the eye

and make it easy to read.
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Liveliness

Advertising typography must stimulate in

terest by its liveliness.

a The eye is attracted by things that look alive.

It turns away from monotony. The printed

page must look as if it had an interesting

story to tell. Avoid the physical appearance of

dullness.

b Break up the text into short paragraphs to

make the page sparkle.

c Use lively display heads and subheads. Dis

play heads are intended to catch the eye of

the reader and convince him that our ad

vertisement has a live message for him. In

the use of display type bear in mind the fol

lowing five things:

1 It must stand out.

2 It must be easy to read.

3 It must be good to look at.

4 It must be arranged so that its sense is

clear at first glance.

5 We must not overdo. All display is no dis

play. Avoid also the over-use of all-caps,

italic and boldface in the body of text.
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III Orderly Arrangement

Advertising typography must sustain inter

est by orderly arrangement.

a There must be clearness and deftness in the

arrangement of our material on the printed

page to aid the quick and easy understanding

of our message. Avoid involved arrangements

that cause confusion. Make it easy for the

reader to follow you step by step.

b Cataloging or listing is well arranged in pro

portion to the quickness and ease with which

it gives up its store of information . By clear and

orderly arrangement we must enable the reader

to get at a glance the information he wants.

IV Easy to read

Advertising typography must grip attention

by being supremely easy to read.

a The face of type

1 It must be of a design with which we are

familiar through long practice in reading it.

This bars "fancy" types of eccentric design.

2 Every stroke of every letter must be clear

and instantly recognizable.

3 It must be good to look at.
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4 Avoid setting pages or even paragraphs in

all-caps, italic or boldface.

5 Avoid freak lettering or any kind of letter

ing that is not at least as easy to read as a

good face of type.

6 Avoid dark backgrounds for type.

b The size of type

1 Small type is not inviting to theeye and pro

duces a strain that discourages reading.

2 Type may also be too large for the space and

produce as much strain as type too small.

c The length of line

Type size governs the length of line. To insure

easy and comfortable reading, it is a universal

rule that the smaller the type the shorter the

line has to be.

d Space between lines (leading)

Type is made easy to read by putting enough

spacebetween lines to give the eye a clearpath .
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Sherbow's Type Charts for Advertising

"Everything visualized"

In four volumes, visualizing more than

1200 type combinations for use in news

paper, magazine and trade paper advertis

ing as well as all forms of direct advertising,

such as booklets , catalogs , house magazines ,

posters, dealer helps, car cards, mailing

folders, window cards, etc., etc.



Sherbow's Type Charts

for Advertising

"Everything visualized"

As everyone knows who has struggled with type,

the main difficulty is to be sure in advance "how

it is going to look." Differences in the sizes and

styles are so subtle that few people can foresee

or secure type effects accurately. Hence result

errors, slowness and costly re-sets.

Sherbow's Type Charts for Advertising meet

these difficulties by showing more than 1200

type combinations set up and ready to look at.

Suppose you are struggling with a layout and

ask yourself, "I wonder how 12-point Scotch

Roman would look here, leaded two points, with

a Bodoni Bold heading in 36 point?" Possibly

you close your eyes in the endeavor to imagine

how it would look. Of course you fail; imagina

tion is a vivid thing, but sizes waver before it.

There is really only one absolute way to know



how the combination would look—that is, to

have it actually set and a clean proof put before

you.

That is what these Charts do, exactly.

That very combination is there, on a certain

page; the Index shows where instantly. The

Charts are just that literal. There is no talk

in them.

They have got 1200 actual clean proofs of

types, leadings, spacings, borders, subheads,

display of the sort continually needed in adver

tisements , booklets , catalogs , house organs , broad

sides, etc., etc.— not standing alone, but in the

various combinations of actual everyday use.

"Everything visualized"

For every type problem arising in the day's work,

the Charts spread out a number of solutions

from which to pick and choose. Everything is

visualized. Guesswork is done away with.

All any man requires, to be an excellent type

man with the Charts, are eyes, ordinary intelli

gence and some slight knowledge of layout work.



He needs no imagination whatever. They are

the imagination.

They instantly visualize any proposed typog

raphy in advance, saving time, money, work

and worry.

They save time

By eliminating labored calculation of space to be

occupied by a given number of words, by doing

away with hesitation in choosing combinations

and appropriate faces , and byjogging the memory

as to various styles and expedients, they speed

up layout work wonderfully. In many cases jobs

that would take hours to lay out are finishtj^ki

a quarter or half an hour. COLLEGE OF Af

DIVERSITY OF V.

They save money MADISON

Because the Charts show you in advance how

any printing job is going to look, they cut down

to a minimum the matter of "type alterations"—

that is, changes made by the advertiser after

he receives his -proof—and very largely reduce

the quantity of costly experimental type-setting.



They save drudgery

To calculate space occupied by copy in various

sizes of type, to experiment with various selec

tions of display for headings, is sheer drudgery.

Very close attention is needed to prevent errors.

The Charts save drudgery to such an extent

that layout work becomes easy and not a task

to be dreaded.

Good typography

None but attractive and correct type combina

tions are shown in the volumes.

Advertising that is made up of selections from

Sherbow's Type Charts is bound to be in good

taste for this reason.

Faces that do not harmonize with each other

are not put together, and the result is necessarily

a pleasing piece of work.

Besides, the Charts show such a richness of

effects that any man's knowledge oftype resources

is sure to be broadened.



Users delighted with them

Manufacturers

We are using your Type Charts

almost constantly in preparing

layouts for Munsingwear news

paper advertising, also in the

preparation ofbooklets, circulars

and other forms of publicity.

We have found the Charts so

useful that we would not like

to be obliged to get along with

out them. They not only save

much time but their use results

in better typography.

MUNSINGWEAR CORPORATION

Minneapolis

They seem to answer every

question of typography which

arises. TIDE WATER OIL CO

New York

Agencies

I have yet to find a typograph

ical problem which could not be

solved by referring to Sherbow's

Type Charts—and not only

solved, but solved with distinc

tion. EARNEST ELMO CALKINS

The Charts do away with 75%

of the mere mechanics of type

layout and save costly revises.

THE BLACKMAN CO New York

Invaluable not only as time sav

ers but as a guide to good type

usage. u. W. AYER & SON

Philadelphia

They take the "guess work" out

of a pencil layout.

CHURCHILL-HALL, INC NewYork

Printers

We have found that your Charts

are a great help in selling our

product. They are of great as

sistance in showing the customer

just what we have in mind for

his work. THE FAITHORN CO

Chicago

We feel that we have only begun

to develop the possibilities for

efficiency which 'these Charts

contain. We use them continu

ously in conferences with clients.

POOLEBROS Chicago

Your Charts have been a won

derful help to us in selling our

customers from the many com

binations shown; they eliminate

all experimental composition.

REES PRINTING CO Omaha

Institutions

We have had your Type Charts

constantly in use for more than

a year and we find them of the

greatest utility. There is particu

lar satisfaction in the possibility

ofvisualizing instantly a printing

conception. The best tribute that

I can pay to them is perhaps the

fact that they are in daily use.

CONTINENTAL & COMMERCIAL

NATIONAL'BANK OF CHICAGO

If we wish to see how any adver

tisement is going to look we open

your Charts to page soand so .We

save time and money. We have

a guide—we have a standard.

MARSHALL FIELD & CO Chicago



You can have

the Charts on ten days' free trial

They come to you prepaid, and you incur no

obligation whatever by sending for them, except

the obligation to send them back if they do not

please you, in which case the transaction is closed

and finished.

Actual use of these Charts for ten days will

show you conclusively their application to your

needs. Test them yourself in your own way

on your own work. If you find you don't want

them, send them back.

That is fair enough, is it not?

Or if you would like to have more information

about the Charts before taking them on free trial,

write for PROSPECTUS No. 2. It is free.

Address the Publisher

Benjamin Sherbow

50 Union Square NewYork
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