I am unable to perceive the necessity of

rushing headlong into exiraordinary ex-
penditures.—Senator Cummins.
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| the ‘advertiser be Cudahy & Co.) or it :s'*eounuv;r‘

advertiser be Fairbanks Compaiy. oy
Trademarks like. these sometimes beeome pa.rtsof“

voeabulary. Whe would think' Kodak was' a coined name

owned by the Eastman Company? - When such trademarks 3@

become by-words they are worth fabulous sums. For insts

it is said that:f(}oca(}olaweretobeoﬁupdforﬁk*

that name of eight letters wounld bring over $4,000,000--

half a million a letter. Think how much a by-word o

. Wh“t" has been m ﬁhr{?]i‘sdh newspape
A by mm mbllw' tyou wi
vertising

whaphrts off ‘on national ad

“| which 1s distinetive, desonphve, easy to uf’, ' for

and of pleasant suggestion, is very apt fo fall ahort
{muim efficiency in his advertising. “anlcy % which m iec

m your newspaper almost-every day in connection with chew.
gum, is worth almost as many million-as there mbtteri

' in the name—at least sq the Federal courts have decided. =

‘entire 90 lessons will be given exclus-
i newspaper free of charge.

CHAPTER IIL
WHAT DOES A TRADEMARK ACCOMPLISH?

Particularly in publicity, the keystone of any campaign is
the trademark. This may be a coined name like ‘“Uneeda,” or
it may be an existing name like “‘Ford,’’ whose distinctive de-

' algn is well-known to the readers of 5000 newspapers. Eapeclally

in the national publicity of a manufacturer, a trademark is in-
dispensable, for the reason that the value of such advertising

18 not the sum of the separate values of each ad. There is a|

bigger value which piles up with continuity., This is called

. “cumulati\ e’’ value. It increases geometrically with repetition.

services of Sgt. Andrew

: Quartermaster Corps, are
no longer required at Galveston, Tex-
be sent to Fort McDowell,

to the commanding offi-

him on the first

transport to Sechofield Bar

wall, for duty as a chauf-

T The arguments upon arguments which the advertiser builds
- tup in favor of his goods will fall short of their full efficiency
“| unless they be made to mean a particular brand of the kind of
goods that are being described. What good would it do the
Fels Naptha soap people simply to advertise the virtues of a
Naptha soap in so many newspapers so often? They have got|a
to advertise ‘‘Fels’” Naptha soap. There must be a peg on
which to hang the garment of superiority which advertising
weaves in favor of the particular article.: In case of Fels Nap-
tha soap, it is the combination name presented in a way that
almest any newspaper reader can picture in his mind’s eye.

. The trademark that is:all these things and is also a embd
word. is best because it is Jeast apt to be stolen. - Trademark
registration merely establishes a prior right in ownership of
the trademark, but this right is always open to question. More-

over, & descriptive or personal name cannof be registered ex-|camp.

cept as to its special design or some other exclusive peciliatity.
It follows, then, that continuity is a prime éssential of ad-

vertising. It is like rolling a barrel up a hill. If you quit now
and then and let the barrel fall back to the bottom, you will

make no progress. 'No matter how many hours you might|thur
spend in total on the task of pushing that barrel up the hill, |

if you did not keep at it you would ultimately bg-just where
you started. So it is with publicity. You may advertise like
wildfire day in and day out for a month, then if you.drop it for
a vear you. will have to begin all over again, for, in the mean-
time, the public will-have forgotten. As a result, your article
will be_virtnally 8s nnkrown 'as if you had never made that
initial advertising expenditure.

- Another inevitable A-B-C of advertiging is the necemty
to have on hand that whieh you advertise. If you are a manu-
facturer-and advertise your goods in'a’national way, you must

make sure that if Mrs. Jones of Jonesyille goes fo the corner| .

store and asks for that which—through your newspaper ad-
vertising, for instance—you have made her want, she will find
it on sale. Otherwise, she will take something “Just as good”

and your effort will have come to naught. Likewise, if you are m T
retail dealer and you advertise in your newspaper that you! O u. ' E e i it

have kitchen chairs for 34 cents, you must make sure that you
have those kitchen chairs on hand when the pedple eom n
for them the next day.

Advertising?”’
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