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EDITOR'S INTRODUCTION

THE science of advertising, applied to the problems
of church publicity, is not only a legitimate and fasci-
nating subject; it has come to be a practical necessity.
The task of bringing the work of the church to the
attention of all the people of the community is an
assential factor in the success of the church, Other
and competing institutions have been gquick to take
advantage of the technique of advertising as perfected
by experts. Such institutions are getting the crowds.
Their increased patronage is duc not to superior service
alwavs, but to shrewd adoplions of the principles and
methods of advertising.

The purpose of the author has been the preparation
of a handbook which will be of greatest service to the
busy pastor or committeeman who is facing imme-
diate and practical problems. Alany principles and
practical suggestions included in the treatise have been
wrought out in the experiences of successful religious
publicists. Whenever practicable the original phrasing
has been preserved, for it reflects the personal attitude
as well as the thoughts of those who have felt strongly
about this matter. The backlying principles of soci-
ology, psvchology, and scientific management have been
kept in the buckground. The chief concern has been
with their application to the particular problems of
placing the church effectively before its entire and
rightiul constituency.,

This velume hasg a distinet place as one of the Abing-
don Religions Education Texts. Church publicity is
essentially an educative project. There are certain
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8 EDITOR'S INTRODUCTION

well-defined educational principles that need to he
followed in creating a favorable public opinion toward
the church, This work might well be used as the basis
of study in a community training school or in any
other place where the vital interests of religious educa-
tion are being considered in a series of study periods.
To know the educative process as applied in this par-
ticular field is an essential qualification of the director
of religious education. He will find this volume in-
dispensable.
Normax E. RicHarpson,

Northwestern University,



