100 GOOD ADVERTISING HEADLINES

HY ARE YOU starting to read this advertisement? First,
you must be interested in Advertisiag or in a closely
related field, either professionally or as a layman. Secondly,
the headline has promised you that reading this ad may prove

rewarding to you.

These are the 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 pmrmse? How
important a part does the headline alone play in the success
of an advertisement? Let’s tackle this second question first,

. How Important Is the Heudline?

Perhaps you have read somewhere that 50% of the value
of an entire advertisement is represented by the headline
itself. Or 70%. Or 80%. The truth is that you cannot pos-
sibly 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 advertise-
ment. Another headline can work almost like magic in entic-
ing readers by the thousands into an ad whose copy moves
people to action and thus moves products off the shelves.

Yes, There's THAT Much Difference...

<+ in the power of headlines. It isn't
enough to cram persuasiveness into the
body matter, Some’of the most trémen-
dous flops among advertisements con-
tain body matter filled with conviicing
copy. But it just wasn't capsulized into
a good headline,

And 8o the excellent copy did not
even get a reading! For, obviously, it is
the headline that gets people into
the copy; the copy docsn't get them
into the headline. In other words, the
advertising copywriter's aim i life
should be to try to make it harder for
people to “pass up” his advertisement
than to read it. And right in his head-
Jine he takes the frst, ard truly “giant,”
step on the road to that gm[

8o much for the lmpm!anc: of head-
tings—and for the staggering waste and
Toss of eflectiveness when expensivé ad-
vertising space is devoted to displajing
‘poor ones.

Tha Sole Purpose of & Hzadlme

Now, before we tackle, the second
question (What kinds of rewards do
g00d headlings promise?) let's clear up
one fundamental, What is the sole pur-
pose of a headline? To make it crystal-
clear we'll use a simple, and suficiently
accurate, analogy,

The headline of
an advertisement is
like a fiag being

is using it to uy to
get the immediate
S aitention of the en-
gineer of an ap-
‘proaching train—so
Ahat he can give him some kind of mes-
tage, In the case of advertising, on that
flag i printed the headline of an ad-

Let's cary the analogy further, The
train consists of 2 fast-moving modern
Diesel engine and one car, The engi-
neer will (most often) be the mother
and/or father of a family, The one de-
pendent car contains the-vest of the
family. They ate all speeding along on
the track of their daily lives—moving
fast in accordance with the hectic tempo
of today.

The message on that flag (the head-
line of the advertisextent) must be per-
suasive. Yes, and persuasive enough to
compete with all the other distractions
of life in these times. It must capture
attention. And it must offer a “reward
for reading” This teyard must be sf-

Tine, (n the case of a negative-type of
“warning” headline ~ some of swhich
are listed among our 100~we might
even draw a further analogy and go 30
far as to say that it is then more in the
nature of a red flag)

What Kinds of Rewards Do
Good Headlines Promise?
“That brings us to the answer to this
second question, Of course there are
many types of headtines, too mumer-
ous for us to review here, So we will
concentrate upon 100 examples of the
1wo types which in toto uriquestionably
have the best record of resultfulness,
(The criteria upon which the selection
of the 100 headlincs was based are ex«
plained in a panel on the second page
Of this two-page advertisement)
Both types promise desirable “re-
wards for rezding.” One docg it through
a positive spprosch; the other through
2 negacive ane. Hereis boi they do it
2) By manzging (o conve, i 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, ot spirite
ual stimulation, satiséactign, -well-
heing, or security.

b) Or, negatively, by pointing out how
the reader can avoid (reduce or
eliminate) risks, worries, losses, mis-
takes, embarrassment, drudgery, o
some other undesirable condition
through the use of your product—
how it will decrease this: his fear of
poverty, illness or accident, discom-
fort, boredom, and the loss of busi-
ness, personal, or social prestige or
advancement.

As you review these headlines with
us 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.

Now Let’s See What
These 100 Teach Us About
Writing Good Headlines

Here we go. Occasionally well take
a- “breather.” First, as 2 “time out”
period, Second, so that we can make
what might be called some General Ob-

servations About Specific Elements — |

about certain of the elements present in
10 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 at-
tention to them.

‘The headlines advertise many differ-
ent kinds of products. Some are soid in
retail stores; some by sales representa-
tives; some by mail direct to the cus-
tomer, But regardiess of what the prod-
uct is, or how it is sold, the priciples
discussed hete apply,

Norw put on your spiked shoes, We're
going to run the
‘bundred.

1, The Secrst of
Moking People
Like You

Almost $500,000
was spent profitably
t run keyed ady
displaying this
headline, It drew many hundreds of
thousands of readers into the hody mat-
ter of a “people-mover” advertisement
—one which, by itself, built a big busi-
ness. Pretty irresistible headline, isn't it

2. A Little Mistake That Cost o
Farmer $3000 a Yeur

A sizable appropriation was spent

successfully in farm magaziries on this

ad, Sometitaes (e negative idea of off- |

setting, reducing, or eliminating the
“risk of loss™ is even more atlractive to
the reader than the “prospect of gain.”

As the great busi-
ness executive,
Chauncey Depew,
once said: “T would
not stay up ali of
one night to make
$100; but T would
stay up all of seven
nights to keep from
losing it People
also have the feel-
ing that losses and waste can oftén be
more casily retrieved than new profits
can be gained.

What farmer could pass up reading
the copy under such a headline—to find
“What was the mistake? Why was
it ‘little? Am I making it? IEit cost that
farmer  loss of $3000 a.year maybe it's
costing me a lot- morel Perbaps the
copy will also tell me about other mis-
takes T might be making.”

| 3. Advice to Wivas Whosa Hushands,

Don't Save' Méney—By o Wife

‘The headlines »strength of the word
“Advice" has often ieeh proven, Most
people want.it, regardiesi of whether
or ot they follow it: And the particn-
lar “ailment” i common enough to in-
terest a lot of readers. The “it hap-
pened to me” tag-line, “By a Wife,” in-
aeases the desire to 1ead the copy.
(This ad far outpulled the advertiser's

 previous best.ad, .Get-Rid of-Money-

Worries.)

4. The Chlld Who Won the Hearts
of All

This was a keyed-result ad which
proved spectacularly profitable. It ap-
peared in women's magazines. The
emotional-type copy described (and the
photograph portrayed) the kind of lttle
girl any parent would want his daghe
ter to be, Laughing; roll unning
forward, with arms outstretched, right
out of the ad and into the amms and
heart of the reader.

5. Are You Ever Tongye-Tied
at a Party?

Pinpoints the myrinds of sclf.con-
scious, inferiority-complexed wallfiow-
ers. “That's mel T waitt to read this
ad; maybe it tells me exactly what to
do about. .

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
Tooking.
. How to Win Friends and

Influence Pacple

‘This helped to sell millions of copies
of the book of the same title, Strong
ve all wan to do it. But
without the words “How To” the head-
line would becoine simply  trite wall-
motto,

8. The Last 2 Hours Are the Longes—
and those are the 2 hours you save

An airline ad featuring a faster jet-
powered fiight, Headline is a bull'seye
for ait-experienced travellers who know
what those last tiwo interminable hours
can do to their nerves and patience,
Like many fine headlines, it doubtless
came right out of the personal experi-
ence of its writer,

This headline (and all the others dis-
cussed here) would have been good even
i it had not. been supported by any
picture at all, But its efect was height-
ened by a photo of a wiist-watch with
the hour-marks indicating 1 to 10
bunched together—and 10, 11, and 12
stretched wide apart.

9. Who Else Wants o Screen
Star Figure?

Who doesn'®? Except men—and this
successful and much-un ad s not ad-
dressed to them, “Who Else” also has a
“get on the band-wagon” conpotation:
not “can it be done?” but “uio eise
wants to have i

10. Do You Make These Mistakes
in Erglish?

‘This old-timer still keeps going. A di-
rect 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?”

IN THIS FIRST “BREATHER” Ict us
slop to impress upon your mind
how significant a part the “specific”
‘plays in s0 many good headtines. It
appears in many of our first ten,
And it will appear in a surprising

- number of the next ninety, You will
see how magietically it helps to
draw the reader into the body mat-
ter of an advertisement.

So notice, a8 you
go along, how miany
of these 100 head-
Yines contain specific
words or phrases
that make the ad
promise to tell you:
These, Which,
Which of These,
Who, Who Else,
Here's, Here's How,
‘Where, When, What, Why,

Also note” how frequently exact
amounts are tised: number of days,
evenings,’ houts, minutes, dolars,
ways, types of.

"The “attraction of the specific” is
50 ruch worth yotir especial atten-
tion that you may want to encircle
‘examples of it 2s you continue read-

11. Why Some Foods “Explods’
in Your Stomach
A provdeative “Why” headline, Based
upon the completely understandable
fact that some food combinations yirtu-
ally “explode” in’ the stomach, Broad,
appeal, (Relevant picture of chemical
retort shaped like a'stomach, starting
| to explode.)
12. Hands That Look l.uvallw in 24
Hours—Or Your Money Back
Universal appeal to women, Results
guaranteed: “Or Your Money Back.”
13: You Can Laugh At Money Warrles
—If You Follow This Simple Plan
Something everybody wants to be
able to do. A successful keyed ad upon
which many thousands have been speat,
14. Why Some Peoplé Almast
Always Make Money in the
Stack Market
A profitable checked-tesult ad selling
a book wwritten hy a partey in a well-
known and highly-regarded brokerage
house, Tmporiant key words: “Some”
and “Almost"whicl make the head-
line credible,
15. When Doctors “Feel Rotfen” This
Is Whot-They Do- -
Whats the sers of e

this well-known ad? First: the sugges-
tion of paradox. We seldom think of
doctors as being in poor health them-
selves. 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 “re:
ward for reading the ad.” .

Also, the use of the frank colloguial-
ism, (“feel Totten") gels attention;
sounds human, natural, Besides, it has
“surprise value"—since the vocabulary
of the advertising pages has a certain
sameness and stilted. quality,

This ad pulicd only half the number
of responses when  test was made chang-
ing When Dociors*“Feel Rotten"to When
Doctars Don't Feel Up to Par, (Other
examplesof the use of common colloqui-
alisms and “surprise” swords are given in
some of these 100 good headlines)

16. ¥IT SEEMS INCREDIBLE That You
Can Offer These Signed Original
Efchings—for Only $5 Eachl”

Anticipates the reader’s natural'in-
credulity concerning such an excep-
tional bargain. Thus helps to ovércome

“his doubt in‘aduance, by acknowledging

the likelihood of it,

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

“Let me keep
reading — to see if
T have one of the
five.” The old
“Which of Th
selling  techniqu
not “do you want?”
but “which do you
wan” (Interroga-
tive headiine helps entice readers into
the copy. Note how many of these 100
are interrogative headlines)’

18, Which of These $2.50 to/$3 Best
Sellors Do You, Wani—
For Only $1 Fach?

‘This keyed ad sold hundreds of thou-
sands of books. Strong comparative.
price bargain appeal.

19. Who Ever Heard of @ Woman Los-
ing Weight—and Enjoying 3 Delicious
Meals ot the Same Time?

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

20. How 1 Improved My Memory in
One Evening
“This is the famous “Addison Sims
of Seattle” ad which coined that house-
hotd phrase. Could yoi escape wanti
0 read it?

21, Discover The Fortune That Lies
Hidden in Your Salary
One of those good “discover what lies
hidde” headlines. (Note others here)
A proven puller for an advertiser of-
foring sound securitics on a “pay out
of income” basis.

22. Doctors Preve 2 Out of 3 Women
Can ave More Becutiful Skin
in 14 Days

Women want it. “Why 2 out of
Am I one of the two? How have doc.
tors proved it? Quick results are what
Lyant ... only 1 dayst”

IN THIS SEGOND
“BREATHER” We want
to point out that
many of the head-
lines already quot-
el (and others to
follow) are, by ordi-
nary standards,
quite Jong. Yet, de-
spite their length,
they weresuccessful,

Obviously, it is not wise to make
a Neadline any lengthier than its
primary function actually requires.
However, greater-than-usual length
need not sworry you . . . provided
the headline’s highspots of interest
are physically well broken up and:
dlearly displayed—and provided the.
‘personal advantages promised to the
reader are presented so appositely
that it Is almost as though his own
name appeated in the headline,

Worth recounting is the story of
Max Hart (of Hart, Schaffner &
Marx) aud his advertising manager,
the late and great George L. Dyer,
They were arguing about long copy.

o clinch the argument Mr. Dyer
said, "Il bet you §10 1 can write
a hewspaper page of solid type and
you'd read every word of it.”

Me. Hart scoffed at the idea. “T
don't have to write a line of it to
prove ‘my point,” Mr. Dyer’ re-.
sponded. “I'l anly tell you the head-
line. That would be, ‘This page is
ail about Max Hart.'”

23. How [ fade « Forlune With o
“Fool Idea”
Paradoxes excite interest. Broad ap-
peal: almost everyone has once. bad a
‘pet money-making idea that others have

| thought foolish and impractical, Sym-

pathy for the underdog:“What's thestary
of this man who ‘tumed the tables’ on

the peaple who ridiculed him?”

24. How Often Do You Hear Yourself
Saying: “No! | haven't read it, l've
been meaning fol*

A vell-known book clab has spent
great deal of moriey on this ad, Head-
Tine aimed a 1t(erz(e]y atts large market.

otz vlig Smean to” keep up with

,’—cvmdwhy they were s0 proﬁt&ble

the new books but somehow “never get
around to 1"
And now let's go on to headline #25..

25, Thousands Have This Priceless
Gift—But Never Discover It

“IWhat ‘Priceless
Gift? Why is it
‘Priceless’? If
“Thousands’ have it
pechaps 1 .have it
00,

The “undiscov-
ered” angle has
great attraction.
Legions of people
are convinced that
they possess hidden talents and abilities
which others have mever discovered.
Consequently, their world is unfortu-
nately inclinéd. to under-rate or mis-
judge them,

26. Whose Feult When Children
Disobey?

What parent wouldn't be stopped
cold by this headline? “Pm the one
who's probably to blame. It's a dis-
tressing condition—and, most import.
ant, a reflection upon me. Maybe this
ad tells me what to do about it.”

27. How & “Fool Stunt” Mods Me a
Star Salesman
“What is die ‘Fool Stunt” Why did
people call it that? How did it trans-
form this fellow? 'd like to be able
10 sell' mysclf and my ideas—even
mo.(g. selling may not be my voca-
ion.” (A large appropriation was spent
pmﬁlably on this ad after its result-
fulness had been proven,)

28. Have YOU These Symptoms of
Nerve Extaustion?

Everyone likes to read about his
“Symptoms.” The appeal is boad; the
condition of “Nerve Exhaustion” is
common.
29, Guarantoed fo Go Thru fce, Mud

or Snow—or Wa Pay the Tow!

1t you offer 2 powerful guarantee
with your product, play it up stronly
and quickly in the headline. Don't rele-
gate it to minor display, Many products
are acwally backed up by dramatic
guarantees—but their advertising does
not make the most of them,

30. Have YOU o “Worry” Stock?

“Perbaps this ad will tell me why 1
need not lose any steep over it—or how

I can teplace it with one that will

100m,
31, How a New Kind of Clay Im-
proved My Complaxion in 30 Minutes

Promises a desirable “reward for
reading” And the true experience of
another person (with something rele-
want to our own desires) is always in-
teresting.
32. 181 New Ways fo @ Man's Heart
~in this fascinating book for cooks

1t you bave read this far, the particu-
Tar merits of ths headline will be obvi-
ous to you.

33. Is the Life of a Child Worth

$1 4o You?

Trenchant headline for a brake-se-
Iining service, How the life of a litle
child may be snufed out by an accident
due to your ineffective brakes,

34. Profits That Lie Hidden
In Your Farm

Widely run in farm papers, with ex-
ceplional xesults. ‘The “hidden profit”
idea and the suggestion of “retrieving 2
loss.”
35, Everywhere Women Ate Raving
About this Amazing New Shampool

The colloquial: “Raving About.” The
“success" word: “Everywhere.” (*Noth-
ing succeeds like success”) And the
overworked “Amazing” still scems 0
have some power left.

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

Bull's-eye quess,
tion. All of us are
afraid of embarrass-
ing ourselves be-
fore others; being
criticized, looked
down upon, talked
about, “Which
“Ten’ are they? Do I qo any of them?”

37, Six Types of Investors
~Which Group Ate YOU In?
This ad produced inquiries in Jarge
quaritities, Investors reviewed the char-
acteristics of each of the six groups, as
described i the ad; then inquired
about a program designed to meet the.
investment purposes of their parll(ular
group, .
AND NOW WE COME T0 “Bn!:ullul
#3.I's a short one because you
already know its “lesson” very well,
But 10 stress its importance let us
‘point out this to you: 2 of these 100
headlines contain one of these actual
words~You, Your, or Yourself!

In many of the other 58 headlines
the “you™ is implicit, even though it
may ot actually appear.

Even when the pronoun is first
person singutar {for example, How
I Improved My Memory In One

FEuening) the reward promised is so
universally desired that it i, in ef-
fect, really saying “You can do it
tool” That's all for that, No use
adding more than a little “lest you
forget” 1o the thousands of words
already written about the “point of
you.”

S0 1et's keep going ..«

38: How fo Take Out Stains . . . Use

{Product Name) and Follow
. These Eus Directions
Ansexample of a good “service” ad~
one which, besides being relevantly tied
up with the product, also provides help-

{ful information usable in itself, (Such

ads often have considerable longevity
because they are cut out and used for
fature reference.)

29. Tode .., Add $10,000 fo Your
Estate~For the Price of « New Hat
Who wouldn’t want to do that? Doubt

as to the promise is offset by fact that

the advertiser it 2 large and reputable
insurance company.-
40. Does YOUR Chifd Ever
Emharrass You?

Direct; challenging; a common cir-
cumstance. Brings up a flood of recol-
lections, How can such unpleasant’ cx-
periences be avoided in the future?

Based upon 2 strong selfish appeal.
Parents are, first, individuals; second,
| parents. The kind of refisction that chils
dren, cast upon the prestige, and solf-
esteem of their parents is a useful copy
angle to remember,’ (This headline is
tlie negative opposite of #4, The Child
W¥ho Won the Hearts of All)

41. Is YOUR Home Picture-Poor?

A rifieshot question hitting thou-
sands of readers. Tlustrated by photo
of an othenvise attractive living room
with blank areas on its walls; with X's
indicating where pictures would im-
prove the room’s appearance.

42. How to Give Your Children Extra
Iron—Thiese 3 Delicious Woys

1t obeys the sise maxim of news-
paper reporters: “Start where the
reader is.” In other words, the public
alteady accepts the fact that children’s
blood should contain plenty of fron.
So the headline goes on from there—
pmmls!ng “Extra” iron and “3 Deii.

clous Ways” to get it.

43. To Paople Who Want to Write
—but can't get started
Unervinglyselects s audience, which
is Targe—and stymied.

44, This Almost-Magical Lamp Lights
Highway Turns Befors You
Make Them

The word “Almost” lends believ-
ability. Headline promises an auto-
matic no-cffort method of relieving an
annoying condition or avoiding a dan-
gerous emergency.

45. The Crimes Wa Commit Against
Our Stomachs

Another “start where the reader is”
headline~hecause 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, make the "We" and “Our”
practically cqual in effeciveness to

46. The Man With the

“Grasshopper Mind"
An immediate
sociation with him-
self leaps to the
mind of the reader.
He wants to check

at once on the per-

‘sonal paraltel. What
are the symptoms?
Starting things one
never finishes?
Jumping from one
thing to another?

“How tuch am T like him? Its not
a good trait. What did he do about it?
What can T do about it?" (An exampla
of a negative headline that strikes
home more accurately and dramatle
cally than would 2 positive one)

47. They Laughed When | Sat Dawn
At The Piano—But When I Started
1o Play!

Another one that has entered our
Tanguage. Sympathy with the unders
dog. Particularly interesting, structuse
ally, as an example of a headline which
“tarns the comer” by using a final tag+
line to make itself positive instead of
negative,

Alio worth remembering: the be«
fore-and-after angle can be effective in
many headlines,

,48. Throw Away Your Qars!

When Ole Evinrude, the outboarde
motor king, ran 2 small ad with this
hendline he took the first step toward
building his one-room machine shop
into a big business, (A similar head-
line, Throw dway Your Aeriall, was
also once responsible’ for building &
business in the raduo field)

“This type of headline is worth thinke
ing about when your product elimi-
mates the need for some heretofore-
necessary piece of equipment, tome
onerous job, or some sizable Item of
expense, ,

49, How to Do Wonders With @
Little Lund!

A successful headline which pulled
5% better than Two Acres and Se-
curity and 40% better than A Littls
Land— Lot of Living. 'The teasont
“How to” and “Do Wonders With”

50, Who Else Wants Lighter Cake
in Holf the Mixing Time?

Strong appeal. Anather good “Who
Flse” headline. (39, Who Else Wants
a Screen Star Figuret)

S1. Little Leaks That Kesp Men Poor
A keyed “retricving a los” ad whose
checked resultfulness justified frequent
repetition,
52, Pierced by 301 Nails ., o
Retains Full Air Pressure
Who wouldn't be interested in sead-
ing more abont a tire like this

53. No More Back-Breaking Garden
Chores for ME-Yet Ours Is Now the
Show-Place of the Nelghbarhood]

A good example of a before-and-after
headtine which “makes the turn” from
negative to positive,

“sreATHER” #4 18
asour Negatlva
Headlines, “Atcen-
tuate the positive;
climinate the nega-
tive” advised 2
popular song of &
few years ago. Tor
years that has also
been the  popular
Tefrain of the ad:
vice often given o copywriters, Dis-
cussion about negative headlines has
sometimes sparked more five tha
enlightcnment,

Yet our 100 headlines Include 2t
which are completely negative and
10 olhers which start with  nega-
tive approach ‘and then become
positive, So the negative approach

—continued
on page 38

“You" and “Your,

Brace Yourself...

this is only the first page of a two-pags “article” about advertising. Since every-
ane’s readingspeed is different we don’t know how long it will take you to read
these almast 7,500 words. But we hope you will find the two pages suffciently
interesting and informative to justify reading them in full; that you will consider

the time well spent; and that you may even want to keep them for future reference,
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100 GOOD AD

.

~—continued fram page 76

‘st have sosie good reason for ex-
istence, It has, What is it?

One of the principal objectives of
2 headline is 1o striké as directly as
possible right at a sitation con-

records of great operss. The idea can
be used in a positive ways tying up
with a desirable remembrance, Or it
can be used negatively: contrasting a
cextain product-advantage with an un-
desigable remembrance.

fronting the reader, Sometimes you
can do this with greater accuracy if
your headline pinpoints his “ail-
ment” rather than the alleviation of

60. "1 Lost My Bulges . . .
and Saved Money Too"

it. {For example, Is YOUR Home

Picture-Poor} — Have YOU

“Iory" Stock!~Little Leaks That

Keep Men Poor)

So when you face that kind of
situation don't be afraid to "accen-

tuate the ... negative.”

Now let's proceedt to another great
headline which exptured  plice in

our everyday lnguage.

54, Often a Bridesmald,
Nevar a Bride

So polgnantly true; 20 poinied—and

0 common,

55, How Much Is "Worker Tenslon'!

Casting Your Company?

An zd which was
successful in busi-
ness ' magazines

Kiow which are the _\
Kinds of
Tension,” specfc

other companies in

et profit How rauch is it costing us?

1E it is, what can we do about it2”

56, To Men Who Want 1o
Quit Work Some Duy

Selects its readers without wasting a
word. (And who can say that the audi-

ence isn't kind of large?)

57. How 1o Plan Your House to
Sult Yourself

“This pulled almast 209 better than
How to Avoid Thess, Mistakes in Plan-
people
espect the architect to avoid the mis-
takes=but -feel that they themselves
Know better than angone else what will
best suit their particular needs .and

ning Your House. Apparentl,

preferences,

58. BUY.NO DESK
Until You've Seen

This Sensation of the Business Show
Strong stopper type of headline , . .

Waord "Bulges” is  stopper; uot coms
monly used in advertising’s lesicon,
Double-edged appeal: the promise to
end an unwanted condition and to save
you money also.

61, Why (Brand Name) Bulbs
Give More Light This Year

This one illustrates an important
‘point. It is usually not a good idea to
tell the name of the company (or the
brand name) in the headline = or o
make it tell 1o much of the siory.
When this is done right in the headline
itself it often “gives the whole thing
away” and does not tempt the reader
into the copy.

However, as in (his case, when the
advertiser is a nationilly famous com-
pany (particularly when it is noted for
its enterprise, innovations, improve-
ments, and zesearch)- the wse of the
company (or brand) mame can add
news valug to the headline-and help
to substantiate the truth of the claim
made in

62, Right and Wrong Farming
Methods—und Littia Pointers That
Will Increasa Your Profits

Exceedingly profitable in fann pa-
pers. A combination of negative and
positive appeals, with a lot of “come

hither” for farmers,

63, Now Cake-
Improver Gets
You Compliments
Galarel

These are three
things which adver-
tising cantell its
readess, 1) What
the product is. 2)
‘What it does. And.

. this headlipe
utllizes the third (and often  over-
Tooked) one. I terms of the advertiser
it is this: What other people will say
of you, think of you, do for you=how
they will admire yon, eavy you, imitate
you-because of what my product can
accomplish for you.

adaptable for many wscs. Copy quickly
follows with “until you have checked
a3 to whether it has this feature, and
this one, and this , . .”
59. Call Back Thess Great Momants
The Operal

Sometirmes it’s  good idea to “start
where the reader wes.” This nostalgic
headiine was used 10 scll phoograph

In terms of the prospective customer
it s this: Because of what your product
“can do for me, people may think more
of me!

64. IMAGINE ME . .. Holding on
Audiance Spellbound for 30 Minutes!

A profitable narrative ad headline.
Broad interest in this kind of ability.
Naator's surprise and apparent hu-

THE LOWLY SUBHEAD

(A Fow Words About a Subject Worth Many)

su RPRISINGLY LITTLE has been witten
about the importance of subheads. They can be
made to do,an essential job in getling more of
Jour body copy Tead, and read more thoroughiy.

Subheads are like ladder-rungs in an advertise-
‘sment, They miake it easier gnd more inviting for
the xeader to keep going down, through more of
the body metter, IE they are weak (and, paticu-
Tarly’in longer copy, if there ase too few of them)
the more Yikely it is that your reader will drop—
beyond any further interest in continuing to read
Your message.

Here are some ways fo use subhetds more effectively:

e 1n lang:copy ads, use them Tiberally
{0 relleve the [ormidable appearance
of solid copy-blocks,

+ Een short-copy ads can often use
one ot two to advantage.

+ Don't it o0 long to introduce
your first one. Two short openitg
paragraphs and then your frt sub-
head Is not @ bad tule to observe.
(Reader interest wanes more quickly
than you may like to believe!)

o Make some of them interrogative
in form~to exclte curiosity and in-
terest in the body matter which fol-
Tows.

o Avoid declarative subheads which
answer themselves and don't 1ad any-
where.

« Some tubhieads relerate in capsule
form the information already given in
the preceding patagraph of body mat-
ter, That does't get you ahcad Very.
far, Jnutead, make cach subhead cap-
sultze the “nevs lesd” of what the
naxt paragraph s going to zeveal to
the teader, Lead him on with sub-
Teads that move forward.

o Let them speak out strongly, Make
thets stand out physically—larger in
alss andor In 2 different face of type,
88 compared with your body copy.

+ Don't worry IE using them lberally,

and displaying them _promineatly,
‘makes your ad look 2 bit more spocty
or inartstic. You are not creating.a
work of art; you are producing a work
of businegs,

+ Integrate your subbeads into the
plan and context of the copy, Don't
virtually sprinkle them out of a shaker

after the ad is writien, ‘They should. -

be dlosely-kait Sinks between your
prescntations of buying-ressons, They
are therc to eduance the copy Hory;,
not as mere static devices separating
biocks of copy.

« Somelimes you can use fhow i a
form which Wil comvey, in display,
some of your principal sals points. In
this form they provide a synopsized
siles story which will get across to
“glancers” who Ho not read all the
<opy i your ad.

« For the same reason, in some ads
you may be able to make your sub-
heads progressively sequential in char.
acter~a kind .of Sequential Subhead
Synopis of your sales story.

« Tn long-copy ads it's  good ided to
display, beneath the headline, = main
subbiead of three or four lines, This

provides a link between the headiine

and the body matter—heightening-ins
tecest and bridging the gap between
the two,

\ A$ YOU CAN SEE, “the lowly subhead,” well planned, can be-
come an active force in your ad ., a “booster station” which takes
up the curzent of interest transmitted to it, amplifies it to greater
strength, and then sends it on to the next station,

Yes, subheads can do job, a big one~but they miist be “part of
the plot” and ot casual acquaintances p.md up somewhere along:

thgway.

mility lend credence and humanness to
the statement. ;

65. This Is Marlo Anfoinette—

Riding to Her Doath

An often-repeated ad for a set of
books. 1t pulled 8 times as many re-
spouses in 1 page size a5 were cver
1eceived from a double-spread,

“This is'the anly straight “curiosity”
headline included here. Its headline
was. relevant—not one of those com-
monly-used trick devices to force at-
tention when advertising’ a product
not closcly related to thie headiine.
66, Bid You Ever Sea a “Telegram”

From Your Hearl?

A real stopper of a headline, with a
great deal of “come hither” lure into
the copy, Yop pictute shows a cardio-
gram eport printed upon a Western
Union telegram form.

7. Now Any Auto Repair fob

Can Be "Duck Soup” for Youl

What do you know~—the words “Duck
Soup" in an ad! But doesn’t it tell the
soryna more unusual ay than would
or some such word

pm

which this ad is aimed?

68. New Shampoo Leaves Your Hair
Smoother—Easier to Manage!

A result that all women want s clear-
Iy and persuasively stated. Word
“Leaves” makes it sound effortless,
69, I¥'s @ Shome for YOU Nat to

Make Good Money~When These

Men Do It So Easily

“The colloquial “It’s a Shame.” Sym-
pathetic understanding of the Teader:
“You aze as capable as these other men.”
(Headline supported by photos and
good testimonials.)

70. You Never Saw Such Letfars As
Harry and | Got About Qur Poars!

Friendly; human; refreshingly non-
“advertisey” in language. And, of
course, the reference to “such letters”

71. Thousands Now Play

wha never thought they could!

A headline perennially profitable for
a large music school. Again, the copy s
crammed with testimonials and xefer-
ences substantiating the claim,

72, Great New Discovery
Kills Kitchen Qdors Quick!
—makes indoor air “country-frosh”
‘The headline of an ad that launched
a big business. Faces a common prob-
Iem head-on; offers an casy and pleas-
ant solution,
73, Make This T-Minute Test
~of an Amaxing New Kind of
Shaving Cream
The “make this test” angle has been
vsed” in many good headfines. It is
widely vsable for othets, Iis purpose is
to induce the reader to participate in &
demonstration of the product’s merits,
74, ANNOUNCING
The Now 1959
Edition of the
Encyclopedia

That Makes It

Fun fo Learn Things
The “announce- v

bringing out a
new product) wing
attention because
people are inter-
estcdinnewthings,
THIS “DREATH-
" #5 reminds
youthatinawhole
flock of these headtines you find the
word “New”—or connotations of it.
Americans are partial 1o the new or
novel; they do not suffer from seo-
phobia, To them the mere factor of
“newness” seems to be grima facie
evidence of “beuterness,”
Undeviating affection for the old
and tried may be strong in other
countries; in ours the desire to try
the new is stronger. ‘The great
achievements of our inventors and

enterprising manufacturers _have [

trained us to believe that I it's new
it's likely to be better.
‘Aud now vie ome fo another f.
miliar headline ..,
75. Again She Orders .., -
A Chicken Salud, Pleass”

You still hear it quoted. It soid hun-
dvedls of thousands of copics of ah eti-
quette book because it capsulized a
common and embarrassing situation.

76. For the Woman Who Is
Oldor Than She Laoks -

This headline was a stopper to thou-
sands , ¢ and more successfel ¢han.the
subtly diffecent For the Woman Who
Louks Younger Than She Is.

77. A Program of Suprems

Impartance To Anybody Who Ever

Buys Classicol Records

A keyed ad widely used by a record
club, Pinpoints its audience, The sav-
ings and other benefits enjoyed by its
membess are prominealy displsyed in
subheads,

178 chnk 1h- Klnd of Body
Checklist dup]a‘/ed at mp immedi-

ately invites reader’s participation in
specifying “which of these” improve-

ments he Yhuld like to make in his

physique, Keyed ad repeated frequently
by well-known physical culurist,
79, "You Kill That Stoty~
Or I'll Run You Out of the Statel"
A true-narmative ad ru by a nation-
wide chain of tiewspapers. Could you
flip over the page without wanting to
know what happened?
80, Hero's @ Quick Way fo
Break va a Gold
Tn simple everyday words, a direct
promise (0 end an undesirable condi-
tion—quickly, .

81, Thers's Another Woman Wailing
for Every Man—and she's teo smart
to have “morning mouth"

Had quite an impact on women read-
ers, ths toothpaste ad. Obviously, for
there surely is a lot of motivation in its
theme: “No woman wants her hushind
to carry the memory of her morning
breath to work with him, The attrac-
tive women e meets during the day
don't hase it.”

82, This Pen “Burps” Bofore If Drinks
~But Never Afterwards!

Headline expressed in a few words
copy-theme credited with pushing one
brand. of foustain pea up to  leading
position.

83, If YOU Were Given $200,000 to
Spend~isn't ihis the kind of (type of
product, but not brand nume)
you would build?

A “sell-incriminating” (and widely
applicable) way to hiase the reader help
to specify what he himself would value
most in such 2 product,

“Fhe copy fllows through slong Uhese
lines: “Surely you would put this fea
ture into it. You would be sure that it
brought you this advantage, and this,
and dhis, ... Well, we've done it all for
you. As you can see, this product was
really created for you!”

84, “Last Friday ... Was | Scared]
—Hy Boss Almost Fired Me!”

A human narrative people wanted to
tead because it did—or could—"happen
to me.”

85. 67 REASONS WHY
it would have paid you fo
answer our ad o few manths ago.

An inleresting example of an ad that
back-tracks — pointing out in detail
what the reader has missed by not bug-
ing the product before, A frequently-
repeated ad used by a wefl known news
maguine to pull for subscriptions.

86, Suppose This Happened
on YOUR Wedding Day!

A profitable narmativead headiing
which makes it pretty hatd to fip the
‘page. “Whiat vas this tragic happening?
Could it-or did it-happen to me?"

87. Don't Let Athlete's Foof
“lay You Up"

This palled thice times better thau
Relicue Foot Iich. 1t gives the discase
a relevant name; points ou its uuwant-
ed effect.

88, Are They Being Promofed

Right Over Your Hend?

Another question aimed at a big tar-
get: the legion of frustiated, discour-
aged people who.feel that their ability
and conscientiousness are not being am-
ply rewarded by recognition” and ad-
vancement. (Frequently run by an edu-
cational institution whiich checks the
resultfulrioss of s advertisements.)
89. Are We a Nation of Low-Brows?

This headline helped to scll inexpen-
sive editions of the . bundreds
of thousands of copies of them. It
“starts where the reader is” — because
we, as a nation, are not reputed to be
greatly addicted to the high-brow type
of literatare.

Yet this successful campaign showed
that Americans know very well the dif-
ference between the meritorious and
the meretricious — ands if challenged,
n prove it with orders. The “We”
anglé avoids the accusatory “You.”

90. A Wonderful Twa Years' Trip

At Full Pay—but only men with

imagination can foke it

This ad about a course for business
men was repeated again and again, for
a petiod of 7 ycars, in a long list of
wmagazines, It offers a worthnwhile “re-
ward for reading'—with an intriguing
challenge in its sécond line.

91. Whot Everybody Ought to Know
o +o About This Stock and Bond
Businsss

“The headline of
a fullpage mows
paper ad crammed
solid with smallsize
type - and nary 2
single pieturel It
diew 5000 replies
when first pub-
Tished; has since ap-
peared in more
than 150 newspa-
pers. Promised helpful information of
interest to a large audience. The ad was
run by a big investment house,

92, Money Saving Bargains From
America's Oldest Diamond Discount
House
.. OF course the “bargain appeal” I
sure-fire—and this headline is 2 good
cxampic of staight-forward presenta-

tion. '

particilar agency.

headline,

o ‘mde the reade vant o rad the body copy—
which is the primary function of a

—and why they Weré so profitable

ALL of These 100 Headlines. ..

© were written (with only about 20 exceptions)

‘number, based upon the profitable number of in-
by sdveriing people ot asosited, it our

quiries or orders they produced for the advertiser.

The selection of the very few of the 100 which

are not in cither of these two categorics was based
upon many years of dayby-day working expeti

® are oncs whose success was due”

@

maindy to the headline itself~yather
than 1o an extraordinaty quality of
copy. That is why such notable ads

as The Penalty of Leadership, The
Priccless Ingredient, Somewhere West of Lava-
mie (and oth
body copy)~have not been included

in this reviess concerned dnly with g
good headlines,

.

e, likewise, ones whose effective-

ness was not due in inordinate meas-

Bre 1o any supporting picture or at-

work~or 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 catry out success-
fully its primary function,

g‘ MOST of Them Are...

& o backed up by a record of result-
fulness sufficient to justily their in-

Clusion Tere. This record is either based upon

the high mdcrslnp rating of the ad they head-

lined~ar, in the case of ads which carried a key

1 47§

The “So What?
Here, for comparison, are just a few of the many poor head-
Jines which have appeared in expensive advertising space.

Their Extra Values Are Hidden Values!

Por Piner Flavor

Beawy and Usitity Unied!

“When I Was a Boy .

Anyore Pho Knows Can Tell the REAL THING!
_ Before It Goes Any Farther” +

“You Hear Such Nice Things About It"

charagterized. by superlative

encedevoted to the study and analysis of
headlines.

SOME of Them Are...
 new, recendy used: others are not, But all are
as immutably timeless and changeless as human
nature itsellin exemplifying how to make a
headline captuire aticntion and arouse interest,

ONE of Them Is.
o a “curiosity” headline , ., because that type of
‘headline should be represented here. Yet, merely
to excile curiosity, such headlines all too often
introduce ideas entirely unrelated to
the product, its functions, and the
advantages of owning it. By so do- N/
ing, they arouse an melcvam and %7

which canot, with the grcatest pos-
sible ctfectiveness, be lollowed
through with the body copy that must y to
turn idle curiosity into desire-to-purchase action,

Also (mxd of nm;‘m importance) you may per
haps read a “curiosity-headlined” ad if you have
time. But, for an ad whose beadline promises
you some henefit you truly want, you are much
more likely to try to make timel

Dept.

Valu Is 6 Featura
Superlative and Almost Unbeliexably Successfuld
Youth Cries Unto Youth

Blow Hot-Blow Cold

nd This Little Girl Went to Market s

Ok, Ye Daughters of Eve

93, FORMER BARBER EARNS $8000
in 4 Months
As a Real Estate Speciulist
Feaihig an actal testimoniat can
make a good headine, In this case, the
reader’s first reaction is “if 2 barber
<an do it maybe I can tool”

94, FREE BOOKTells You 12 Secrots
of Better Lawn Cars

¢ you are offering someshing entirely

free (such as 2 booklet or sample)—and

want.requests-for it in quantity—fea-
ture it xight in your headline.

95. Greatest Gold-fine of Easy
- “Things-To-Make'"
Ever Crammed info-One Big Book!

Perhaps you have & new product (or
even a0 oid one) and still lack suffcien
accurate data as o which, specifieally,
are the strongest singie sclling-appeals
to featue i your advertising.

T that case, it is often good strategy
to “merchandise” the multi-purpose
“covelage” of your product as thor-
oughly as you can. By doing 50, you
avoid the risk of laying too much stress
iipon amy specific appeal which may
prove weik or incffectual. And, by “ex-
posing” many of your product’s uses
and advantages, you at least enable
your reader to know what they are—so
that be can judge.for himself the ones
which appeal most to him.

96. $80,000 IN PRIZES!

Help Us Find the Name

for these New Kitchens!
No_teview of good headtines could
he considored even fairly representative
unless it included an example of one
Teaturing a Prize Coniest. Of course, it

can be won; secondly, what jou have
10 do to win some of it.

97: NOW! Own Florida Land This
Fosy Way ...
$10 Down and $10 A Month
“This one also represents 2 commonly-
used headline offer: Easy Terms-and

conveys it forcefally and persuasively.

98. Take Any 3 of these Kitchen
Appliances—For Only $8.95
(Values Up To $15.45)

The familiar Reduiced Price Offer
which we see in so many different and

alluring forms,
99. SAVE 20¢ On 2 Cans of

Cranberry Sauce — Limited Offer

A example of he everpopular Gou-
pon-Redemption Offer of.
fer” to increase respouse, (Sowmctines
an actual expiration-datc is stated, o
spuk quicker action

100. ONE PLACE-SETTING FREE

For Every Throe You Buyl

And ast, but by no means least, the
ubiquitous Free Offer headline. The
rules specify (as exemplified here) that
wwhen something must also be bought,
this requirement must be displayed
with suficient prominence.

&y

FINISHED RUNNING
e

THE HUNDRED — €%
cept for fust a few
more strides 19 cov-
er a litde of the
ground about sibe
heads and the very
fist parageaph of
your body copy.
Both of these
subjects should be discussed here be-

cause they are closcly related to the
purpose of your headtine. Subheads
{which ae given a “once over lightly”
treatment in a pancl on his page) can
be made to do a big job in helping to
cary your reader into, and through,
your body copy,

Importance of Your First
Parqgrapl

Your first paragraph can, in itself,
Getermine whether or not the reader
will continue rcading your ad. Briely
siated, it should:

o follow tirough with the idea cx-
presscd in the main headline—which
is the idea which attracted the read-
e in the finst place

o be short, with quick casytoread
sentences

o start immediately to cary out ¢ e
“yeward for reading” promise made
in your headline, Compress into this
paragraph a few of the major ad-
vantages of your product, Don't
clutier it up Wwith minor claims.
This firse paragiaph is m\m\ly the

most difficult to write. d it often
happens that writing your first few
paragraphs has simply beew a waxm-up
exercise, So you discard those and stast
the ad with your next one.

FINALLY ...
(and you must think iUs about timel)
semember that it s vital that your first
paragraph tofd the Interest wehich your
eadline bis wwoused, It is cssential
o the successtul sccomplishment of
your entice objective. For the langer
your copy can hold the interest of the
greatest number of readers, the likelier
You are to induce more of them to act,

frst boldiy displays how much money

This Is About Us... But May Interest You

s s the age of speciatization... and
for 30 years we’have been specialists.
We are an advertising agency specialize
ing in the preparation of mnpnned ad-
verlisements whose putpose . s to pro-

duce an immediate reply going directly

to the advertiser himself.

The quantity and quality of this re-
sponse is vital to out. clients; regardless
of whether it be followed up by their
salesmen or by sales literature alone.

An agency specializing in such adver-
tising must prove, day after day, that it
is doing a good job. Iis clients key each

advertisement and keep records of the
response vhich each produces. If these
recordls demonstrate the ability of the
agency its clients may retain it for years.
If not, the relaiionship is obviously likely
to be short-lived.

Tt is significant, therefore, that our
lients havo expended more than 77 mil-
lion dollars for such advertising; that
some of them are the largest and best
known advertisers in their fields; and
that many of them have been with us
sinee the foundation of this agency thirty
years ago.
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