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THIS BOOK IS PRIMARILY based on a collection of articles on direct marketing copywriting by one of the all-time greats – even if he's mostly unknown today.

Victor O. Schwab (1898-1980) is mostly known today by his work on Dale Carnegie’s "How to Win Friends and Influence People" that made it a best-selling book in the 1930s.

He was born in Hoboken, New Jersey in 1898.

At the age 19, Schwab enrolled in Columbia University as a night student, where he met Maxwell Sackheim. At that time Sackheim was a copy chief with Ruthrauff and Ryan, a leading mail-order advertising agency of the day.

Because Schwab could take shorthand, he was hired by Sackheim as his private secretary.

Working under Sackheim, Schwab, soon developed into a great mail-order copywriter. Of course, Sackheim himself was highly skilled in writing mail-order copy and also had worked in the agency specializing in mail-order advertising.

In 1928, Schwab and his partner Robert Beatty took over the Sackheim and Scherman agency when Scherman and Sackheim decided to give it up. The agency later was renamed Schwab and Beatty.

A copy research pioneer, Schwab frequently used coded coupon ads to test ads. When the coupons returned, he could easily track which ads it came from, the headlines, copy appeals, length, layouts, etc.

In addition to creating Sunday comics ads for Dale Carnegie, his long-running ads for body-builder Charles Atlas and Sherwin Cody's English Classics Course are still known as examples of successful ads to emulate.

When even Wikipedia doesn't have an article about a legend, it's pretty assured that people don't know what they are missing.

Our modern culture has a problem with history, particularly in Marketing.

When you read Schwab, you see all the current “secrets” which are being pushed by the “guru's” of online and off line Marketing. It's fascinating that he was talking about “split-testing” and “upsells” in the early 1940's, while many of these current gurus' parents were just a glean in someone's eyes, perhaps even their grandparents.

With the general failure our educational system, it shouldn't be surprising that people have ignored all the great legends of copywriting and marketing who have gone before.

That is why this short series came about.

Any real study of copywriting will quickly show you that the short-cut formula's on “how to write a sales page” are way short of what people need to know to effectively market anything. Though they'll get some sales if they work at it, you'll also see that they have huge turnover in their mailing lists.


The reason is that they don't know what they don't know.



Because they haven't cracked the old, dusty tomes of people who actually invented and developed the field they are currently making their living in.

So the blind lead the blind from ditch to ditch in an effort to find their way around. And that is the state of Internet Marketing today, and why it has gotten such a horrible reputation for slick sales text and scams.

Because Schwab has fallen into relative obscurity, the biography above was the best I was able to extract from my research. Time permitting, I'll be able to come back and expand on this.

For now, I'd like to get out of your way so you can sit at the feet of another Master of Copywriting and Marketing, to learn his lessons as he wrote them...

Dr. Robert C. Worstell

February 2014
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THIS BOOK MIGHT WELL have carried the subtitle Or 44 Years in the Copy Department instead of its present one. Even a copywriter, whose breed is not noteworthy for arithmetical prowess, could not escape arriving at the conclusion that the number of years from 1917 to 1961 totals forty-four. And, Heaven help me!, for that seeming aeon of time the major interest of the author has been advertising copy— good, bad, and indifferent.

That a large measure of this past experience has been associated with a particularly demanding kind of advertising copy may, as will be explained, be an advantageous circumstance for the reader of this book, regardless of what type of copywriting job confronts him. For the subject of the book is not the writing of mail-order copy. Its sole purpose is to lend a hand to any copywriter (or student of copy-writing) whose ambition is to create advertisements which are more resultful, no matter what the product is or how and where it is sold.

As to why the author's background of experience may represent an advantageous circumstance for such copywriters, I will leave to an infinitely more capable pen than mine—that of no less an authority than Claude G. Hopkins, one of the greatest copywriters of "general" advertising who ever lived:


"Mail-order advertising is difficult. But it is educational. It keeps one on his mettle. It fixes one's viewpoint on cost and result. The advertising-writer learns more from mail- order advertising than from any other."



Therefore, if you are looking for guidance specifically concerned with the writing of mail-order advertising, this is not your book. On the other hand, if in the writing of any type of advertising you want more of your copy to achieve the selling effectiveness imperative for any mail-order man who wants to continue eating heartily, this book may prove helpful to you. At any rate, you are the person for whom it was written.

Much of its information will probably recall to your mmd the aphorism, "We need not so much to be instructed as to be reminded." And that's all to the good.

Finally, and appertaining to the passages which are reminiscent in nature, the author has tried to avoid any necessity for later having to admit, like Mark Twain, that


"When I was very young I could remember anything, whether it happened or not. But now I am older and I can only remember the latter."



Victor O. Schwab
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THE ADVERTISEMENT ITSELF is the keystone in the arch of sales. Most sales difficulties (for example, problems of dealer distribution, cooperation, and brand switching) actually hark right back to impotent advertisements. They were too easily resistible; simply not good enough to make people see, read, and act upon them: to go out and demand the product advertised and no other.

Poor copy cannot overcome faults or gaps in dealer distribution; it cannot even cash in on the finest dealer setups. But good copy can, and does, surmount many dealer difficulties, making them secondary, and selling in spite of them.

Therefore, since either the blame for failure or the credit for success in many sales campaigns can rightly be laid at the doorstep of the advertisements themselves, the first five chapters of this book concentrate upon certain basic elements of a good advertisement. This is essential, because, as Conde Nast once stated, "The more factors we do not know, the more important it is for us to isolate those very few factors which we count on."

What are these fundamentals? Five of them are discussed in our first chapters. They are


(1) Get Attention;

(2) Show People an Advantage;

(3) Prove It;

(4) Persuade People to Grasp This Advantage;

(5) Ask for Action.



Most advertising copywriters know these fundamentals. Many of us practice them. Some of us should get back to them. Whether one is now studying to go into the field of copywriting, whether he is new in the craft, or whether he has been a practitioner in it for years, his knowledge—and practice—of these fundamentals will determine the extent of his success. As Daniel Defoe said, "An old and experienced pilot loses a ship by his assurance and over-confidence of his knowledge as effectively as the young pilot does by his ignorance and want of experience."

So this book will strip down to fundamentals, try to forget the furbelows. For, as time goes on, every line of creative work gets cluttered up with impressive jargon and off-the-beam technicalities, with professional palaver that strays far away from the main objective. 

Someone has said, "Whenever people are particularly muddled in their thinking they invent big words to cover their confusion."

Yet, after all, is advertising itself really such a complicated thing? Its basic purpose is simple: to make people buy a product or a service. Not just to make them pause, or admire, or even merely to believe. For advertising is nothing but an expense (not an investment) unless it gets the kind of action desired by the advertiser.

That's a very clear purpose. But in practice—that's where the fuzziness comes in.

And the result: Beautiful examples of the art of advertising are produced, printed, admired—and, page after page, flipped over by the public.
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CHAPTER 1 - GET ATTENTION
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THERE ARE FIVE FUNDAMENTALS in the writing of a good advertisement:


1  Get Attention

2  Show People an Advantage

3  Prove It

4  Persuade People to Grasp This Advantage

5  Ask for Action



An advertisement cannot stimulate sales if it is not read; it cannot be read if it is not seen; and it will not be seen unless it can Get Attention. That's the round robin which Daniel Starch must have had in mind when he wrote "The attention- value of an advertisement is approximately twice as important as the actual convincingness of the test itself."

You—the uninvited guest

DO NOT UNDERESTIMATE the fierce competition you face in getting attention.

Nobody in the world (except you) is waiting for your advertisement to appear.

Everybody in the world (except you) would much rather read the news, comics, stories, articles, editorials or even the obituaries.

You, the advertiser, are the Uninvited Guest—actually, let's face it, an intruder.

No reader asked you, or paid you, to join the party which he is having with the publication he has bought. You paid to get in.

The reader has bought the publication for news, entertainment, or instruction which is of helpful personal value. So that is what your advertisement also has to provide—if you are to stand any chance of competing with the publication's editorial matter for the interest of the reader. And then, to make him pay you for your product, you must make it pay him to read about it.

Successful advertisers purposely start from this premise: People don't want to read advertising—not even mine. Then they work their way around this 8-ball by shooting that much harder for advertisements that, as Arthur Brisbane defined good writing, are "easier to read than to skip." They try to offer so enticing a "reward for reading" that people will want to read their advertisements right through —against any competition, editorial or commercial.

Two obstacles—before the contest even begins

OF COURSE, BEFORE YOUR advertisement even has an opportunity to compete for attention against a publication's editorial matter and the other advertisements in it, there are a few other obstacles which have to be met and overcome.

First, the publication (if delivered by mail to a subscriber) must be unwrapped and at least made ready for reading. Actually, many thousands of copies are not opened, more than at first thought you might imagine. The issues come pretty fast, particularly the weeklies, and many people just "do not get around" to them. That is why advertising men check carefully on the amount of newsstand circulation of a publication. For this represents circulation to people who have actually gone out and purchased single copies, not copies which "come to them" as a result of a subscription ordered previously— perhaps at a cut-price subscription rate so low that the subscriber, having invested so little, can be quite casual about reading them.

Second, the contents of the publication must at least be examined —and the more of the reader's time which the editorial material in the publication attracts, the better chance your advertisement has of being noticed. Here, however, you again lose a certain additional percentage of potential readership: those who, in spite of how much time they may give to the editorial content of the publication, give very little of it (some readers claim none at all!) to the reading of the advertisements in it.

One survey indicates that the average person reads only four advertisements in the average magazine. Another investigator, George B. Hotchkiss, in his Advertising Copy, tells us that to read a metropolitan newspaper completely through requires at least fourteen hours—and a study made for the Association of National Advertisers cites a survey demonstrating that "over 66 per cent of a large group of business and professional men spent 15 minutes or less in reading daily newspapers."

Only after these two obstacles have been surmounted can your advertisement face the contest of winning the attention of as many as possible of those who do unwrap the publication, who do examine it with some thoroughness, and who do include the advertisements in their examination or reading. And, to capture that attention, you've to earn it—either with your headline or with your layout, and preferably with both.

How Important Is the Headline?

HOW IMPORTANT A PART does the headline alone play in the accomplishment of our first purpose: Get Attention? Perhaps you have read somewhere that 50 per cent of the value of an entire advertisement is represented by the headline itself. Or 70 per cent. Or 80 per cent. The truth is that you cannot possibly evaluate it in percentages.

For example, what percentage better is an automobile that runs beautifully as compared with one that won't run at all? It's the same with headlines. One can be almost a total failure in accomplishing even its primary purpose: to induce people to start reading the body matter (the copy) of the advertisement. Another headline can work almost like magic in enticing readers by the thousands into an ad whose copy moves people to action and thus moves products off the shelves.

Yes, there is really that much difference in the power of headlines. It isn't enough to cram persuasiveness into the body matter. Some of the most tremendous flops among advertisements contain body matter filled with convincing copy. But it just wasn't capsuled into a good headline. And so the excellent copy did not even get a reading.

For, obviously, it is the headline that gets people into the copy; the copy doesn't get them into the headline. In other words, the copywriter's aim in life should be to try to make it harder for people to pass up his advertisement than to read it.

And right in his headline he takes the first, and truly giant, step on the road to that goal.

So much for the importance of headlines—and for the staggering waste and loss of effectiveness when expensive advertising space is devoted to displaying poor ones.

The sole purpose of a headline

WHAT IS THE SOLE PURPOSE of a headline? To make it crystal clear we'll use a simple and sufficiently accurate analogy.

The headline of an advertisement is like a flag being held up by a flagman alongside a railroad track. He is using it to try to get the immediate attention of the engineer of an approaching train—so that he can give him some kind of message. In the case of advertising, on that flag is printed the headline of an advertisement.

Let's carry the analogy further. The train consists of a fast-moving modern Diesel engine and one car. The engineer will (most often) be the mother and/or father of a family. The one dependent car contains the rest of the family. They are all speeding along the track of their daily lives—moving fast in accordance with the hectic tempo of today.

The message on that flag (the headline of the advertisement) must be persuasive. Yes, and persuasive enough to compete with all the other distractions of life. It must capture attention. And it must offer a "reward for reading." This reward must be sufficiently attractive to induce the reader to continue reading beyond the headline. (In the case of a negative type of "warning" headline we might even draw a further analogy and go so far as to say that it is then more in the nature of a red flag.)

It is obvious, therefore, that there are two principal attributes of good headlines. They select, from the total readership of the publication, those readers who are (or can be induced to be) interested in the subject of the advertisement. And they promise them a worthwhile reward for reading it.

What Kinds of Rewards Do Good Headlines Promise?

IN THIS CHAPTER WE are going to concentrate upon one hundred examples of the two types of headlines which in toto unquestionably have the best record or resultfulness, based upon criteria which will soon be described.

Both types promise desirable rewards for reading. One does it through a positive approach, the other through a negative one. Here is how they do it:

1. By managing to convey, in a few words, how the reader can save, gain, or accomplish something through the use of your product—how it will increase this: his mental, physical, financial, social, emotional, or spiritual stimulation, satisfaction, well-being, or security.

2. Or, negatively, by pointing out how the reader can avoid (reduce or eliminate) risks, worries, losses, mistakes, embarrassment, drudgery, or some other undesirable condition through the use of your product—how it will decrease this: his fear of poverty, illness, or accident, discomfort, boredom, and the loss of business or social prestige or advancement.

As you review these one hundred headlines you will notice how many of them manage to go even one desirable step further. They also tell how quickly, easily, or inexpensively the promise will be performed. And, as you will see, they are not claim-and-boast headlines, which research by Gallup-Robinson indicates are "roughly only 60% as effective as consumer-benefit headlines."

Why these headlines were selected

THE ONE HUNDRED HEADLINES which follow were selected for review in this chapter because, first, each provides in itself a little lesson in headline writing; second, because most of them are backed up by a record of resultfulness sufficiently noteworthy to merit their analysis and study. This record is either based upon the high readership rating of the ad they headlined or (in the case of ads which carried a key number) based upon the profitable number of inquiries or orders they produced for the advertiser. The inclusion of the very few not in either of these two categories was based upon many years of day-by-day working experience devoted to headlines.

Some of them are new, recently used; others are not. But all are as immutably timeless and changeless as human nature itself in exemplifying how to make a headline capture attention and arouse interest.

One of them is what is generally called a "curiosity" headline. That type of headline is commonly used and thus should be represented here. Yet, merely to excite curiosity, such headlines all too often introduce ideas entirely unrelated to the product, its functions, and the advantages of owning it.

By so doing, they arouse an irrelevant and spurious kind of curiosity—one which cannot, with the greatest possible effectiveness, be followed through with the body copy that must try to turn idle curiosity into desire-to-purchase action.

Also (and of major importance) you may perhaps read a "curiosity-headlined" ad if you have time. But, for an ad whose headline promises you some benefit you truly want, you are much more likely to try to make time!

The success of all of these headlines was due mainly to the headline itself— rather than to an extraordinary quality of copy. That is why such notable ads as The Penalty of Leadership, The Priceless Ingredient, Somewhere West of Laramie (and others characterized by superlative body copy) have not been included.

Likewise, their effectiveness was not due in inordinate measure to any supporting picture or art work—nor to any trick gimmicks of layout which almost make it stand on its head in an attempt to force attention. In other words, the headline was good enough, alone, to get attention and to induce the reader to keep reading.

100 Good Headlines and Why They Were so Profitable

NOW THAT WE'VE WRITTEN a good reference for these particular headlines, let us review them and try to discover why they were so effective. Occasionally, as we go along, we'll take a breather. First, as a timeout period.

Second, so that we can make what might be called some General Observations about Specific Elements, about certain of the elements present in so many of the headlines. In that way we can point them up, because they are worth stressing, and we can also avoid having continually to draw your attention to them. The headlines advertise many different kinds of products. Some are sold in retail stores, some by sales representatives, some by mail direct to the customer. But regardless of what the product is, or how it is sold, the principles discussed here apply.

Now put on your spiked shoes. We're going to "run the hundred." That will enable us to learn by actual example, instead of through a long and less interesting discussion of general precepts.


1. The Secret Of Making People Like You



Almost $500,000 was spent profitably to run keyed ads displaying this headline.

It drew many hundreds of thousands of readers into the body matter of a "people-mover" advertisement—one which, by itself, built a big business. Pretty irresistible headline, isn't it?


2. A Little Mistake That Cost A Farmer $3,000 A Year



A sizable appropriation was spent successfully in farm magazines on this ad.

Sometimes the negative idea of offsetting, reducing, or eliminating the "risk of loss" is even more attractive to the reader than the "prospect of gain."

As the great business executive Chauncey Depew once said, "I would not stay up all of one night to make $100; but I would stay up all of seven nights to keep from losing it." As Walter Horvath says in Six Successful Selling Techniques, "People will fight much harder to avoid losing something they already own than to gain something of greater value that they do not own." It is also true that they have the feeling that losses and waste can often be more easily retrieved than new profits can be gained.

What farmer could pass up reading the copy under such a headline —to find out: "What was the mistake? Why was it 'little'? Am / making it? If it cost that farmer a loss of $3,000 a year maybe it's costing me a lot more! Perhaps the copy will also tell me about other mistakes / might be making."


3. Advice To Wives Whose Husbands Don't Save Money—By A Wife



The headline strength of the word "advice" has often been proven. Most people want it, regardless of whether or not they follow it. And the particular "ailment" referred to is common enough to interest a lot of readers. The "it happened to me" tag line, "by a Wife," increases the desire to read the copy. (This ad far outpulled the advertiser's previous best ad, Get Rid of Money Worries.)


4. The Child Who Won The Hearts Of All



This was a keyed-result ad which proved spectacularly profitable. It appeared in women's magazines. The emotional-type copy described (and the photograph portrayed) the kind of little girl any parent would want his daughter to be.

Laughing, rollicking, running forward, with arms outstretched, right out of the ad and into the arms and heart of the reader.


5. Are You Ever Tongue-Tied At A Party?



Pinpoints the myriads of self-conscious, inferiority-complexed wallflowers. "That's me! I want to read this ad; maybe it tells me exactly what to do about it."

As you go along you will notice how many of these headlines are interrogative ones. They ask a question to which people want to read the answer. They excite curiosity and interest in the body matter which follows. They hit home—cut through verbose indirectness. The best ones are challenges which are difficult to ignore, cannot be dismissed with a quick no or yes and without further reading, are pertinent and relevant to the reader. Note how many of the ones included here measure up to these specifications.


6. How A New Discovery Made A Plain Girl Beautiful



Wide appeal: there are more plain girls than beautiful ones—and just about all of them want to be better looking.


7. How To Win Friends And Influence People



This helped to sell millions of copies of the book of the same title. Strong basic appeal: we all want to do it. But without the words "how to" the headline would become simply a trite wall motto.


8. The Last 2 Hours Are The Longest—And Those Are The 2 Hours You Save



An airline ad featured a faster jet-powered flight. Headline is a bull's-eye for air- experienced travelers who know what those last two interminable hours can do to their nerves and patience. Like many fine headlines, it doubtless came right out of the personal experience of its writer.

This headline (and all the others discussed here) would have been good even if it had not been supported by any picture at all. But its effect was heightened by a wrist watch with the hour marks indicating 1 to 10 bunched together—and 10, 11, and 12 were stretched wide apart.


9. Who Else Wants A Screen Star Figure?



Who doesn’t? Except men—and this successful and much run ad is not addressing to them. “Who else” also has a “get on the band wagon” connotation: not “can it be done” but “who else wants to have it.” Do you make these mistakes in English?

A direct challenge. Now read the headline back, eliminating that vital word "these." This word is the "hook" that almost forces you into the copy. "What are these particular mistakes? Do I make them?" Also notice (as with many of the other headlines reviewed) that this one promises to provide helpful personal information in its own context, not merely "advertising talk."

The Attraction of the Specific

IN THIS FIRST BREATHER let us stop to impress upon your mind how significant a part the "specific" plays in so many good headlines. It appears in many of our first ten. And it will appear in a surprising number of the next ninety. You will see how magnetically it helps to draw the reader into the body matter of an advertisement.

So notice, as you continue reading, how many of these headlines contain specific words or phrases that make the ad promise to tell you: How, Here's, These, Which, Which of These, Who, Who Else, Where, When, What, Why. Also note how frequently exact amounts are used: number of days, evenings, hours, minutes, dollars, ways, types of. This "attraction of the specific" is worth your special attention—not only as relating to words and phrases but also concerning headline ideas themselves. For example, compare the appeal of "We'll Help You Make More Money" with "We'll Help You Pay the Rent."


11. Why Some Foods "explode" In Your Stomach



A provocative "why" headline. Based upon the completely understandable fact that some food combinations virtually "explode" in the stomach. Broad appeal.

(Relevant picture of chemical retort shaped like a stomach, starting to explode.)


12. Hands That Look Lovelier In 24 Hours—Or Your Money Back



Universal appeal to women. Result Guaranteed: “Or Your Money Back.”


13. You Can Laugh At Money Worries—If You Follow This Simple Plan



Something everybody wants to be able to do. A successful keyed ad upon which many thousands have been spent.


14. Why Some People Almost Always Make Money In The Stock Market



A profitable checked-result ad selling a book written by a partner in a well-known and highly regarded brokerage house. Important key words: "some" and "almost"—which make the headline credible.


15. When Doctors "feel Rotten" This Is What They Do



What's the secret of the success of this well-known ad? First: the suggestion of paradox. We seldom think of doctors as being in poor health themselves. And when they are, what they do about it is information "right from the horse's mouth"; carries a note of authority and greater assurance of "reward for reading the ad." Note the positive promise of reward in "This Is What They Do."

Also, the use of the unabashed colloquialism "feel rotten" gets attention; sounds human, natural. Besides, it has surprise value— since the vocabulary of the advertising pages has a certain sameness and stilted quality. Many a headline fails to stop readers because its vocabulary is so hackneyed. No word or phrase in it has any attention-arresting element of surprise, no words, expressions, or ideas not commonly used or expected in the headline of an advertisement.

This ad pulled only half the number of responses when a test was made changing "When Doctors Feel Rotten" to "When Doctors Don't Feel Up to Par."

(Other examples of the use of common colloquialisms and surprise words are given, and commented upon, in many of these good headlines.) Since this idea of using headline words not commonly utilized in the lexicon of advertising is worth such serious consideration, let us cite a few more examples.

For a book on scientific weight control: the one word "Pot-Belly"! (Not very elegant, but it proved an effective stopper.) For a dictionary: a single word (onion, hog, shad, pelican, skunk, kangaroo, etc.) as the bold-face headline of each in a series of small-space advertisements. You couldn't miss it on the page and you wanted to know what it was all about. The copy followed through by illustrating how simple and clear were the definitions in that particular dictionary.

For a book of golf instruction: "Don't Belly-Ache About Your Golf This Year!"


16. IT SEEMS INCREDIBLE That You Can Offer These Signed Original Etchings—For Only $5 Each!



Anticipates the reader's natural incredulity concerning such an exceptional bargain. Thus helps to overcome his doubt in advance, by acknowledging the likelihood of it.


17. Five Familiar Skin Troubles—Which Do You Want To Overcome?



"Let me keep reading—to see if I have one of the five." The old "which of these" selling technique; not "do you want?" but "which do you want?" (Interrogative headline helps entice readers into the copy. Note how many of these hundred are interrogative headlines.)


18. Which Of These $2.50-to-$5 Best Sellers Do You Want—For Only $1 Each?



This keyed ad sold hundreds of thousands of books. Strong comparative-price bargain appeal.


19. Who Ever Heard Of A Woman Losing Weight—And Enjoying 3 Delicious Meals At The Same Time?



Another example of a headline which anticipates incredulity in order to help overcome it.


20. How I Improved My Memory In One Evening



This is the famous "Addison Sims of Seattle" ad which coined that household phrase. Could you escape wanting to read it?


21. Discover The Fortune That Lies Hidden In Your Salary



One of those good "discover what lies hidden" headlines. (Note others here.) A proven puller for an advertiser offering sound securities on a "pay out of income" basis.


22. Doctors Prove 2 Out Of 3 Women Can Have More Beautiful Skin In 14 Days



Women want it. "Why two out of three? Am I one of the two? How have doctors proved it? Quick results are what I want... Only fourteen days!"

How Many Words Should a Headline Contain?

YOU HAVE PROBABLY OFTEN read about the desirability of having no more than a certain number of words in your headline. Yet, in this second breather, we want to point out that many of the headlines already quoted (and others to follow) are, by ordinary standards, quite long. Yet, despite their length, they were successful.

Obviously, it is not wise to make a headline any lengthier than its primary function actually requires. However, greater-than-usual length need not worry you... provided the headline's high spots of interest are physically well broken up and clearly displayed—and provided the personal advantages promised to the reader are presented so appositely that it is almost as though his own name ap- peared in the headline.

Worth recounting is the story of Max Hart (of Hart, Schaffner & Marx) and his advertising manager, the late and great George L. Dyer. They were arguing about long copy. To clinch the argument Mr. Dyer said, "I'll bet you $10 I can write a newspaper page of solid type and you'd read every word of it."

Mr. Hart scoffed at the idea. "I don't have to write a line of it to prove my point,"

Mr. Dyer responded. "I'll only tell you the headline. That would be "This page is all about Max Hart!"


23. How I Made A Fortune With A "fool Idea"



Paradoxes excite interest. Broad appeal: almost everyone has once had a pet money-making idea that others have thought foolish and impractical. Sympathy for the underdog: "What's the story of this man who 'turned the tables' on the people who ridiculed him?"


24. How Often Do You Hear Yourself Saying: "no, I Haven't Read It; I’ve Been Meaning To!"



A well-known book club has spent a great deal of money on this ad. Headline aimed accurately at its large market—people who "mean to" keep up with the new books but somehow "never get around to it."


25. Thousands Have This Priceless Gift—But Never Discover It!



"What 'priceless gift'? Why is it 'priceless'? If 'thousands' have it perhaps I have it too."

The "undiscovered" angle has great attraction. Legions of people are convinced that they possess talents and abilities which others have never discovered. Consequently, their world is unfortunately inclined to underrate or misjudge them.


26. Whose Fault When Children Disobey?



What parent wouldn't be stopped cold by this headline? "I'm the one who's probably to blame. It's a distressing condition—and, most important, a reflection upon me. Maybe this ad tells me what to do about it."


27. How A "fool Stunt" Made Me A Star Salesman



"What is the 'fool stunt'? Why did people call it that? How did it transform this fellow? I'd like to be able to 'sell' myself and my ideas-—even though selling may not be my vocation." (A large expenditure was made profitably on this ad after its resultfulness had been proven.)


28. Have You These Symptoms Of Nerve Exhaustion?



Everyone likes to read about his "symptoms." The appeal is broad; the condition of "nerve exhaustion" is common.


29. Guaranteed To Go Through Ice, Mud, Or Snow—Or We Pay The Tow!



If you offer a powerful guarantee with your product, play it up strongly and quickly in the headline. Don't relegate it to minor display. Many products are actually backed up by dramatic guarantees —but their advertising does not make the most of them.


30. Have YOU A "worry" Stock?



"Perhaps this ad will tell me why I need not lose^any sleep over it how I can replace it with one that will zoom."


31. How A New Kind Of Clay Improved My Complexion In 30 Minutes



Promises a desirable reward for reading. And the true experience of another person (with something relevant to our own desires) is always interesting.


32. 161 New Ways To A Man's Heart—In This Fascinating Book For Cooks



Again the attraction of the specific—tied up with a strong basic appeal.


33. Profits That Lie Hidden In Your Farm



Widely run in farm papers, with exceptional results. The hidden-profit idea and the suggestion of retrieving a loss.


34. Is The Life Of A Child Worth $1 To You?



Trenchant headline for a brake-relining service. Strong emotional appeal: how the life of a little child may be snuffed out by an accident due to your ineffective brakes.


35. Everywhere Women Are Raving About This Amazing New Shampoo!



The colloquial: "raving about." The "success" word: "everywhere." (The increasing popularity and sale of a product are adduced as evidence of its merit.

"Nothing succeeds like success"; and people love to climb on a bandwagon.) And the overworked "amazing" still seems to have some power left.


36. Do YOU Do Any Of These Ten Embarrassing Things?



Bull's-eye question. All of us are afraid of embarrassing ourselves before others; being criticized, looked down upon, talked about. "Which 'ten' are they? Do / do any of them?"


37. Six Types Of Investors—Which Group Are You In



This ad produced inquiries in large quantities. Investors reviewed the characteristics of each of the six groups, as described in the ad, then inquired about a program designed to meet the investment purposes of their particular group.

The Primary Viewpoint—The "Point of You"

BREATHER NO. 3 IS A short one because you already know its "lesson" very well.

But to stress its importance let us point out this to you: 43 of these 100 headlines contain one of these actual words—"you," your," or "yourself"; Even when the pronoun is first person singular (for example, How I Improved My Memory in One Evening), the reward promised is so universally desired that it is, in effect, really saying, "You can do it too!"

Thousands of words have already been written about the "point of you"—but let me remind you that, given a fountain pen, 96 per cent of 500 college women wrote their own names; shown a map of the U.S.A., 447 men out of 500 looked first for the location of their home towns! Harold Barnes, of the American Newspaper Publishers' Association, really was on target when he said: "To call up an image of the reader, all you need to do is pin up a target. Then, starting at the outside, you can label his interests in this order: the world, the United States, his home state, his home town, and we'll lump together in the black center his family and himself.... me. Myself. I come first. I am the bull's-eye."


38. How To Take Out Stains... Use (product Name) And Follow These Easy Directions



An example of a good "service" ad—one which, besides being relevantly tied up with the product, also contains helpful information usable in itself. (Such ads often have considerable longevity because they are cut out and used for future reference.)


39. Today... Add $10,000 To Your Estate—For The Price Of A New Hat



Who wouldn't want to do that? Doubt as to the promise is offset by the fact that the advertiser is a large and reputable insurance company.


40. Does YOUR Child Ever Embarrass You?



Direct, challenging, a common circumstance. Brings up a flood of recollections.

How can such unpleasant experiences be avoided in the future?

Based upon a strong selfish appeal. Parents are, first, individuals; second, parents. The kind of reflection that children cast upon the prestige and self- esteem of their parents is a useful copy angle to remember. (This headline is the negative opposite of No. 4, The Child Who Won the Hearts of All.)


41. Is YOUR Home Picture-Poor?



A rifle-shot question hitting thousands of readers. Illustrated by photo of an otherwise attractive living room with blank areas on its walls; with X's indicating where pictures would improve the room's appearance.


42. How To Give Your Children Extra Iron—These 3 Delicious Ways



It obeys the wise maximum of newspaper reporters: "Start where the reader is."

In other words, the public already accepts the fact that children's blood should contain plenty of iron. So the headline goes on from there—promising "extra" iron and "3 delicious ways" to get it ("delicious" ways; so not the common parent vs. child battle).


43. To People Who Want To Write—But Can't Get Started



Unerringly selects its audience, which is large—and stymied.


44. This Almost-Magical Lamp Lights Highway Turns Before You Make Them



The word "almost" lends believability. Headline promises an automatic no-effort method of relieving an annoying condition or avoid-mg a dangerous emergency.


45. The Crimes We Commit Against Our Stomachs



Another "start where the reader is" headline—because most people already believe they often give their digestive processes some pretty rough treatment.

This rapport, between the theme of the ad and the common belief of its readers, makes the "we" and "our" practically equal in effectiveness to "you" and "your."


46. The Man With The "grasshopper Mind"



An immediate association with himself leaps to the mind of the reader. He wants to check at once on the personal parallel. What are the symptoms? Starting things one never finishes? Jumping from one thing to another?

"How much am I like him? It's not a good trait. What did he do about it?" This is an example of a negative headline that strikes home more accurately and dramatically than would a positive one.


47. They Laughed When I Sat Down At The Piano—But When I Started To Play!



Another one that has entered our language. Sympathy with the underdog.

Particularly interesting, structurally, as an example of a headline which "turns the corner" by using a final tag line to make itself positive instead of negative.

Also worth remembering: the before-and-after angle can be effective in many headlines.


48. Throw Away Your Oars!



Short and positive commands often make good stopper headlines. When Ole Evinrude, the outboard motor king, ran a small ad with this headline he took the first step toward building his one-room machine shop into a big business. (A similar headline, Throw Away Your Aerial!, was also once responsible for building a business in the radio field.)

This type of headline is worth thinking about when the product you are advertising eliminates the need for some heretofore necessary piece of equipment, some onerous job, or some sizable item of expense.


49. How To Do Wonders With A Little Land!



A successful headline which pulled 75 per cent better than Two Acres and Security and 40 per cent better than A Little Land—a Lot of Living. The reason: "how to" and "do wonders with."


50. Who Else Wants Lighter Cake—In Half The Mixing Time?



Strong appeal. Another good "who else" headline. (No. 9, Who Else Wants a Screen Star Figure?)


51. Little Leaks That Keep Men Poor



A keyed "retrieving a loss" ad whose checked resultfulness justified frequent repetition.


52. Pierced By 301 Nails... Retains Full Air Pressure



Who wouldn't be interested in reading more about a tire like this?


53. No More Back-Breaking Garden Chores For Me—Yet Ours Is Now The Show- Place Of The Neighborhood!



A good example of a before-and-after headline which makes the turn from negative to positive. Also worth noting: it has an effective element of excitement in it—a feature of many good headlines, communicating the copywriter's enthusiasm to the printed page.

Don't Worry about a "Negative" Approach

THIS BREATHER NO. 4 is about negative headlines. "Accentuate the positive; eliminate the negative," said a popular song of some years ago. For years that has also been the popular refrain of the advice often given to copywriters.

Discussion about negative headlines has sometimes sparked more fire than enlightenment.

Yet our 100 headlines include 21 which are completely negative and 10 others which start with a negative approach and then become positive. So the negative approach must have some good reason for existence. It has. What is it?

One of the principal objectives of a headline is to strike as directly as possible right at a situation confronting the reader. Sometimes you can do this with greater accuracy if you use a negative headline which pinpoints his ailment rather than the alleviation of it. (For example, Is YOUR home Picture-Poor?— Have YOU a "Worry" Stock?— Little Leaks That Keep Men Poor.) So when you face that kind of situation don't be afraid to "accentuate the negative."

Now let's proceed to another great headline which captured a place in our everyday language.
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