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PREFACE

IT is the purpose of this volume to show the nature,
the growth, and the probable future of advertising as
2 department of the business world, the divisions and
extent of the field, the many kinds of mediums em-
played to reach the buying public, and the various
opportunities for employment to be found in publicity
work, from the highest positions down through the
+ business routines. FEspecial emphasis is placed upon
the demands made upon the individual, the conditions
generally recognized as necessary for success, and the
rewards that may be found in this vocation,— or the
more vital facts that should be known by the voca-
tional counseclor, the parent, the younp man or young
woman, and the boy or girl who wishes to know
whether to enter the occupation, or to prepare for it
in the school and college courses recently established.

It is, then, our purpose to present clearly the im-
portant facts that characterize advertising as a voca-
tion. Many books by advertising men, of the highest
authority in divisions of the field or in the general
field, have been written on the various phases of adver-
tising, for the conduct of business and for persons
already engaged in it. Yet none of these books pre-
sents it distinctly as 2 calling to be desired by some
or avoided by others of the young workers of the

world.
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Advertising is here treated as a business, rather than
a profession, in keeping with the generally accepted
divisions of the occupations,— manual, mercantile, and
professional,— and in conformity also with the classi-
fication made by the Federal Government. Account-
ing in business is clearly a profession; and, aside from
the art department, the higher positions in advertising,
such as those of manager, director, solicitor, and copy
writer, are semi-professional and demand an increasing
degree of training and specialization. On the other
side the occupation verges upon the trades of the
printer and engraver. It is a wide field of greatly
varying nature and oppartunity.

The plan in prepating this study has been to pre-
sent the modern conception of advertising as a public
service, its development from earlier times down to
the present, and the other large natural divisions that
mark the occupation, in consecutive chapters, down to
the ethical demands now made upon it by the business
world.

In books on advertising the usual distinctions are,
“sellers of space,” *sellers of advertising," and
“buyers of advertising,” following the divisions of
medium, agent, and advertiser. It is not thought best,
however, in presenting advertising as a vocation rather
than as a business, to follow this classification. Yet
the divisions of the field here made are those recognized
in the main by advertising authorities. There are
manufacturers and dealers who must advertise, and
the many managers and workers, including the modern
agencies, who must perform this service, There are
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the numercus forms and methods of publicity, and the
many mediums through which news and announcements
about merchandise or various other things must be
presented to public attention, for the purpose of in-
creased sales. The division of the periodical mediums,
for example, here made is that of Mr. Earnest Elmo
Calkins, an eminent authority, in his recent book, ** The
Business of Advertising,” and in part that of the
American Newspaper Publishers' Association, the lead-
ing organization of its kind.

This book has been written as the result of investi-
gations into the various divisions of the field, in fac-
tory offices, store, agency, public service corporation,
or sigm shop, and interviews with persons in all grades
of the work. The material was gathered by the author
while serving the Vocation Bureau of Boston, the
precursor of the Harvard Burean of Vocational Guid-
ance. All available authorites and sources have
been consulted at every step in the undertaking,
and the material has been submitted to advertising
managers and others in its preparation and in its final
form. So that while the study has been made, from
an impartial outside viewpoint, solely to show the
occupation as it really is to-day, it nevertheless presents
the consensus of opinion of representative advertising
and business men.

Hearty acknowledgment for coGperation, suggestion,
and substantial aid in the preparation of this book is
hereby made to the following persons and organiza-
tions:

The Pilgrim Publicity Association, Boston, whose
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Board of Directors formally endorsed “ the plan for a
survey of the advertising business,” and whose mem-
bers gave valuable aid throughout the work.

Paul Terry Cherington, Professor of Marketing in
the Graduate School of Business Administration, Har-
vard University.

Mr. Frank A. Black, of the Pilgrim Publicity Asso-
ciation, Advertising Manager, William Filene's Sons
Co., Boston.

Mr. George B. Galiup, President of the Pilgrim Pub-
licity Association, and Publisher of The Woaman's
Journal, Boston,

Mr. Patrick F. O'Keefe, of the Patrick F. O'Keefe
Advertising Agency, Boston,

Mr. Earaest Eltno Calkins, of Calkins and Holden,
Advertising Agents, New York.

Mr. Herbert 5. Houston, of the Herid's Work,
New York.

Mr. L. G. Wright, Managing Editor, Printers’ Ink,
MNew York.

The Research Department, Printers’ Ink.

Mr. David L. Lawlor, of the Boston office of
Printers' Ink.

Mr. G. G. Wyant, Editor of the Bookman, Dodd,
Mead and Company, Inc., New York.

Mr. E. T. Meredith, Publisher of Successful Farm-
ing, Des Moines, Iowa.

Mr. Roy O. Randall, Editor of the Posrer, Poster
Advertising Association, Chicago.

Mr, Lewellyn E. Pratt, Lewellyn E. Pratt, Inc,,
Special Advertising Service, New York.



