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The Story of

ADVERTISING

* JAMES PLAYSTED WOOD

"Fascinating reading. The author is a master
of lighting factual material to make a vivid

narrative.’’ RAYMOND RUBICAM

"The book provides an invalvable background
to, and a judicious appraisal of, the position
of advertising in our time. It is also highly
readable and often extremely entertaining.”
GILBERT SELDES

’"Very informative and highly entertaining at
the same time. Seldom have | seen history pre-
sented so fascinatingly. Everyone directly or
indirectly interested in advertising will find
this book instructive and enjoyable.”
ALBERT WESLEY FREY

Advertising is everywhere. The customer is
shouted at or cajoled on television and radio, in
newspapers and magazines, from billboards and
electric signs, during almost every waking
moment of his life.

But advertising is new only in its scope and in
the sophistication of its techniques. In this book,
James Playsted Wood traces and reevaluates the
whole fascinating story from medieval England
to the present. With a fine sense of the significant,
the colorful, and the ridiculous, he tells of early
street cries and tradesmen’s signs; advertising for
patent medicines and runaway apprentices in
early English and American newspapers; the
antics of the ubiquitous billposter in New York,
Philadelphia, and London; P. T. Barnum, John

(continued on back flap)

(continued from front flap)

Wanamaker, and other giants of the nineteenth
century; the impact of magazine advertising;
Sunny Jim, Phoebe Snow, and the jingle; the first
advertising agencies and their growth into com-
plex, smoothly-functioning organizations; the ad-
vent of the radio commercial and the phenomenal
development of the 1920’s; and present day ad-
vertising with its television and motivational
research.

Neither attack nor defense, the book appraises
critically advertising’s accomplishments and
shortcomings, its contributions to the material
betterment of the human lot, its role as a primary
expression of the democratic concepts of free en-
terprise and free choice, and its power to in-
fluence human values for better or for worse.
Advertising is seen as a social force that influ-
ences the taste of an age and is in turn shaped
by it. -

Above all, this is a story of people — dedicated
or cynical, pretentious, able, eccentric, or comic.
The book does full justice to the many colorful
figures who have played the leading parts; and
in the mirror of advertising it finds reflected the
ideals, desires, habits, strengths, and follies dis-
played in succeeding generations by that humble,
silent, but vitally important character — the
average consumer.
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Also by James Playsted Wood

MAGAZINES IN THE UNITED STATES, Second Edition

The book traces the development of American magazines from
Benjamin Franklin’s General Magazine to the present. The author
critically examines the achievements and shortcomings of con-
temporary magazines in reflecting and molding tastes, habits,
interests, and beliefs. In spite of the dangers of conformity and
superficiality, he holds that magazines are playing on indispen-
sable part in the panorama of American democracy.

“’Highly informative and entertaining.”’
--ADVERTISING AGE

“This is a fascinatingly interesting and authoritative presenta-
tion of the important role of the magazine in American life.”

—CINCINNATI ENQUIRER

“Virtually anything you want to know about magazines, past
and present, is in the book.”  _RICHMOND TIMES-DISPATCH

ABOUT THE AUTHOR — As a boy in New York City, James Playsted
Wood worked for Frank A. Munsey in what was then the Herald-Sun
Syndicate. He moved across City Hall Park to the city room of the New
York Tribune, going uptown with the paper before its absorption of the
Herald. After graduation from Columbia College, he was for several years
an advertising copywriter for a New York book publisher, then took
graduate work in American Literature and taught in Massachusetts and
Kentucky. He left the English faculty of Amherst College for military duty
in World War It, serving principally as an Army Air Forces officer attached
1o the Office, Chief of Staff, in the Pentagon. In 1946 he returned to pub-
lishing, this time to magazine research, advertising, and editorial work.

A scholar and writer in several related fields, Wood is the author of
Magazines in the United States, a standard work issued in 1956 in o
revised and enlarged edition, and co-author of Selling Forces, an adver-
tising primer. Among his other books are The Beckoning Hill, a novel of
1954, and An Elephant in the Family, a children’s fantasy which received
wide critical acclaim in 1957,
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Preface

IF ALL THE ADVERTISING ever printed were wadded into a ball,
there would not be room for it. If all the advertising spoken
since the beginning were likewise compressed, it w ould form
a gaseous cnvelope about as large as that provided for the
circling of all the plancts around the sun. If all the emotions
adverusing has stirred, all the actions it has provoked, all the
hypnotism it has excrted, and all the gullibility it has evoked
could be added up, the sum would approximate the dimen-
sions of total human nature.

This book attempts to tell some of this long and richly
varied history of advertising and to appraisc crmcall) some
of advcrnsmgq Ch’ll‘a(,tCl‘lSthS, accomplishments, and short-
comings. It tries to recapture some of the color, warmth, and
vitality of advertising that was old a hundred years ago and
to distinguish the different but cquallv notable qualmes of
somc that was new yesterday. It is directed to advertisers, to
advertising agencies, to the advertising media, to students of
advertising as a commercial force and a pervasive and power-
ful form of public communication, and to the consumer.
Above all, it is directed to those who think people interesting,
whether they find them lovable or impossible, for advertising
is the story ‘of people. In firsthand acruality, advertising de-
scribes their desires, tastes, habits, weaknesses, hopes, and pre-
tensions. In advernsmg can be scen the actuality of what
pcople have been like in their day-to-day living thr()ugh the
centuries and what we are like now. There can be few more
accurate representations of a time and the people in it than

v



vi PREFACL

the advertising amid which and, willy-nilly, by which they
live.

Advertising has been lauded or castigated almost since 1t
began. This book is neither attack nor defense. It attempts to
trace and cvaluate some of the significant changcs that have
taken place over the centuries and especnllv in the recent
past. It describes the blatant and the subtle in advertising, the
mformative and the misleading, advertising that has led to ma-
terial betrerment of the human lot and other advertising that
has distorred human values. It notes advertising up and down
the scale from the insistent whine of the panhandler to the
dignified statements of corporate business, which can wait
with assurance for its stately institutional pronouncements to
be pr()pcrlv heeded.

It examines adv crnsinq as sign, symbol, and arm of freedom.
Adver tlsmg 1S 4 primary C\prcssl()n of the entire democratic
concept of freedom of enrcrpnsc and consumer freedom of
choice. In this way, adv crtising has stature and importance
bevond its proven ability to distribute merchandise. Adver-
tsing is also one of the most pow erful forces contributing to
producc a sheeplike conformity in entire p()pulatlons help-
ing create the compulsions to which the community rcsponds

Nl\ sincere thanks go to a score of friends and associates
in adwmsmn pubhslnnq, and teaching who have answered
My requests for information, offered fruitful suggestions, and
stmulated through casual conversation. | am grateful to the
Springfield. Massachusetts, Public Library for gencrous privi-
leges accorded and to the library of the American Philosophi-
cal Society for the use of its valuable files of cighteenth- and
carly nincteenth- -century American and English materials. As
alwavx my greatest debt is to Elizabeth Craig \Wood, who
did more than her share of independent rescarch.

Jasies Praysrep Woobn
Philadelphia
April, 1958
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W hat i1s Advcrtising?;'

THAT ADVERTISING EX187TS 15 obvious to all who can sce or hear.
That advcmsmg does things is apparent on the balance sheets
of corporations, in the lovely solvency of advertising agencics,
in the food we eat, the clothes we wear, the kinds of houses
we live in, the cars we drive, and in many of our most firmly
cmbeddcd and often bascless assumptions.

Advertising has been plied for centuries. On occasion,
advertising has labored and brought forth a mousc. It has
also moved its various mountains. Advertising has developed
and supported great industries, bulwarked entire cconomics,
and changed a sufficient number of human habits. Yet no
one seems to know surely just what advertising is and all that
it entails.

Prime ministers and Presidents, professors and corporation
heads, novelists, columnists, and social historians have all had
a try at it. The speeches of advcrtising managers and adver-
tising agency account exccutives are inflated with overblown
definitions that do not define and platitudinous certitudes that
are somewhat uncerrtain. —\dvertlsmg has consistently cluded
most attempts at confining it within the limits of useful
phrasc.

There are carnest essays by more and more people, using
more and more impressive names for their activities, to meas-
ure and gauge, weigh and check, burt the psychologists, sociol-
ogists, poll takers, and forecasters have succeeded little better
than those with less esoteric vocabularies. Mercury-like, ad-
vertising slides past their gropings and, one sometimes suspects,
their understanding of what they are about. Advertising
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4 THE STORY OF ADVERTISING

refuses to be made into a science and has never been purely
an art.

Wisely, many of those closest to advertising do not at-
tempt to define. Like P. T. Barnum and Sir Thomas Lipton,
they simply, happily, and very profitably create it and use ir.
Some of the most famous of advertising men, however, and
some of the more thoughtful have felt impelled to try.

From the beginning of his spectacular career in advertis-
ing, something in the nature of the redoubtable A. D. Lasker
made it necessary for him to know what the force he so suc-
cessfully applied acrually was. He decided and formulated
a working definition: “Advertising is news.” That under-
standing worked well enough for Lasker in the 1890’s. Then
he scized on another that changed his whole concept of what
he was doing and changed fundamentally much of the adver-
tising of the next twenty years. In a Chicago saloon in 1899,
John k. Kennedy told Lasker that “Advertising is salesman-
ship in print.” It was a revelation. Lasker immediately put
Kennedy to work for Lord & Thomas at wages commen-
surate with the magnitude of his vision and their combined
ability to put the revelation to practical and highly profitable
use.

In 1905 another advertising man, Earnest Flmo Calkins,
who was to become a fainous copywriter, tried to put down
all of the things he thought advertising was.

Advertising [he wrote] is a great, though almost unknown, force,
a force made up of a hundred different elements, ecach one too in-
tangible to be defined. It is something which, properly directed,
becomes a powerful agency in influencing human customs and man-
ners. All the great forces that have moved the race, the eloquence
of the orator, the fervor of the religious enthusiast, superstition, panic,
terror, hypnotism—all these things are used in advertising. All che
emotions of the race are played upon, appealed to, coaxed, cultivated,
and utilized. The man who can tell most nearly what one thousand
people will think upon a given topic will come nearest to producing
successful advertising, but no human being can foretell the actual
results of any advertising that ever was planned.!

1 Karnest LIllmo Calkins and Ralph Holden, Modern Advertising (New
York: D. Appleton and Co., 1905). An unexpected witness bears testimony
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Calkins was awed in 1905 at what he saw as the power of
advertising. Ninetcen years later, he could be briefer, but he
was still awed. “Advertising,” he concluded in 1924, “is the
supreme flowering of a sophisticated civilization.”™ Some may
find it a little difficult to distinguish between a supreme and an
ordinary flowering, and there arc malcontents who insist we
have not yet achieved a recognizably sophisticated civiliza-
tion, bur it is clear that a lifetime of experience did not dim
the wonder of advertising in Calkins’ cyes.

“Salesmanship in print” was soon under attack as a satis-
factory discipline of advertising. lts truth was denied by as
cminent an authority on cverything as Hearst’s Archur Bris-
bane. Advertising, Brisbane decided and announced, was not
sclling at all; it was merely “telling.” He later explained,
positively if somewhat ungrammatically, “A good advertisc-
ment must do five things and do them all. If it fails in one, it
fails in all. It must make people see it, read it, understand 1t,
believe ir, want it.”®

One advertising agency man agreed fully with Brisbane.
Advertising was “telling.” VWhen that sounded too simple,
he tried again. “Advertising is the art of making known.”™
Pretentious overstatement has seldom  deterred advertising
men in talking about their work or in doing it. Another
agency man 0? this period sounded a little cynical. “Adver-
using is making others think as you desire. It means utilizing

to the latter part of Calkins’ remark. Samuel Butler, satirical author of
Erewbon and The Way of All Flesh, said, "Sometimes publishers, hoping
to buy the Holy Ghost with a price, fee a man to read for them and advisc
them. This is but as the vain tossing of insomnia. God will not have any
human being know what will scll.” Quoted by James 1. Hart in The
Popular Book (New York: Oxford University Press, 1950), p. 288.

2 Louder, Please! The Autobiograpby of a Deaf Man (Boston: The
Atlantic Monthly Press, 1924), p. 4.

3 Quoted by Carl Richard Greer, Advertising and Its Mechanical Pro-
duction (New York: Tudor Publishing Co., 1940), p. 16. Greer himsclf
comes to the conclusion that “anything is an advertisement—whether com-
municated by printing or otherwise to absent persons—which conveys to
them knowledge where a product may be obtained, and conveys it in such
a way as to cause them to desire it.”

4+ Henry P. Williams, “When Advertising Can Insure Business Success,”
Printers’ Ink, March, 1920.
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all those forces which produce impressions and crystalllze
opmlon . The great power of advertisements is in getting
into pcoplc s minds the ideas that they carry in such a way
that people think they always had them.”?

It seems a clear case of lése-majesté that all argument and
differences of ()pmlon about the 1dent1tv of advcrtlsmg did
not come to an end in 1909. In that year George Lynuan
l\ltrredge Harvard’s Chaucerian, Shalxcspcm‘m, and haughty
nnpalcr of shams, made his pr(m()unccment “An advertise-
ment,” he wrote, and the iralics are his, “is a notz/zcatzon.

It is unlikely that the advertising world, little given to
reverence for other than its own contributions to humanity’s
welfare, paid proper deference to Prof. Kirtredge or was
cither pleased or frightened by his declaration, though some
may have been awed that he paid advertising the tribute of
noting its existence.

Academe had already noted the phenomenon which for
centuries had been the possession and accomplishment of the
vulgar. Solemn consideration of advertising seems to have
crept into acadenic th()ught thr()ugh 1 new sub)cct which,
in more conservative intellectual circles of the time, was not
itself considered to be too reputable. This happened when a
voung theological student who had planned to become a
missionary studied in Germany instead and returned to
Northwestern University as an associate professor of psy-
chology. Against the advice of his colleagues, Walter Dill
Scott—he became president of Northwestern in 1920—
turned his atrention to advertising. Largely through this
circumstance, advertising became a subject of interest to the
psvchologist before it became, as it did later, a major concern
of the economist.

In October, 1895 Printers’ Ink had stated editorially that
eventually the advertising writer, like the teacher, would
have to studv psychology, for “The advertising writer and

% John Lece Mahin, Lectures on Advertising. Privately printed, undated;
internal evidence places it before World War 1.
S Introduction to lawrence Lewis, Adwvertisements of the Spectator
(Boston: Houghton Mifflin Co., 1909), p- viii.
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the teacher have one great object in common—to influence
the human mind.” Printer’s Ink had urged again in March,
1901 that the advertising writer should have a working knowl-
edge of psychology. Scott noted both these comments in the
introduction to a small book, The Ps ycboloqy of Adwvertis-
ing, which, privately printed, appeared first in 1902 as The
Theory and Practice of Advertising, but carried the better
known and more accurate title in later editions.

Scott applied pre-Freudian pwchologv to advertising in
chapters on memory suggestion, human instincts, habit, the
feelings and emotions, the will, ard what he called the “laws
of Pr()grcsswc thinking.” He assumed throughout that ad-
vertising’s chief purpose was to attract and influence the
minds of possible customers. Advertising, he thought too,
was not unlike teaching. “An advertisement,” he said at one
point, “has not fmcomphshcd its mission till it has instructed
the possible customer concerning the goods and thcn has

caused him to forget where he received his instruction.’

As many have tried to do since, Scott attempted to com-
pare the attention value of small and large space. He plungcd
mnto the “Unconscious Influence in Street Railway Advertis-
ing” and “The Psychology of Food Advcrtlsmg. " The
human instincts, as Scott listed them in 1908, were: The
Instinct to Preserve & Further the Material Possessions; Food
Instincts; Clothing Instinct; Hoarding & Proprictory Instinct;
The Hunting Instinct; The Constructing Instinct; The PJ-
rental Instinct; The In:stmcts Affecting the Social Sclf; The
Instincts Affecting the Psychical Nature. The list seems
tailor made for advertising exploitation.

Another early writer dared juxtaposition of advertising
and the new social science of the spirit. In 1909 George
French strained to pin down the acruality of advertising in a
book which referred to pragmatism, the conscious and the
unconscious mind, and generally reflected the teachings of
William James. French came bravely to the not very illumi-
nating conclusion that advertising was pcrsonalltv with

7T Walter Dill Scott, The Psychology of Advertising (Boston: Small,
Maynard & Co., 1908), p. 221
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knowledge working upon personality with needs.”® Basically,
French decided, advertising was suggestion. Then, as has
happened with writers on advertising before and since, his
scientific approach broke down before his indignation.

The power of suggestion has been emploved to fool and fleece
people through advertising in a most outrageous fashion. It has been
emploved to sell millions of dollars worth of useless and harmful
nostrums, through suggesting ailments. The coupon advertisement
owes much of its power to suggestion. The temptation to obey the
command of the advertiser to “detach this coupon, sign and mail it
now” is one that is obeved by a far greater number of people than
would write the advertiser if the advertisement did not contain the
specitic suggestion that immediate action be taken in a specified man-
ner. The suggestion, and the coupon, set the motor machinery of the
mind into action, and unless the will intervenes its authority, and
reverses the spontaneous impulse, there will be action of the sort the
advertiser desires.?

As the serious study of advertising developed, more and
more attempts were made to embalm the quickness and form-
less extravagance of advertising in the formal language of
chill abstraction.

New York University established its Advertising Division
in 1913. Two years later, four faculty members who had
helped found and develop the Division put their four heads
together and wrote a book which, they made very clear in
their preface, would embody their two years experience and,
once for all, put everything that was known about the prin-
ciples, psychology, and application of advertising into its
proper place. Advertising, the four decided, “is the applica-
tion of the force of publicity to the sale of commodities or
services, by increasing the public knowledge and desire for
the items specified therein.”' It was, they added, in reality
the machine or bulk method of selling.

8 George French, The Art and Science of Advertising (Boston: Sherman,
French & Co., 1909).

9 1bid., p. 197.

10 Harry Tipper, Harry L. Hollingsworth, Ph.D., George Burton Hotch-
kiss, M.A., Frank Alvah Parsons, B.S., Advertising, Its Principles and Prac-
tice (New York: The Ronald Press Co., 1915), p- 8-
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In 1923 George French tried once more to capture the
essential meaning of advertising.

The peculiar appeal that is made to people to buy something or
to do something, which is called advertising, is a functioning of sales-
manship and propaganda not discovered in any other use of persuasive
power and language. It is something apart which cannot be defined
by reference or analogv. It is in the nature of a connecting link be-
tween the spoken language and the written argument, taking on the
persuasive power of the former and adding to it the descriptive quali-
ties of the latter. . . . It is a personal appeal through impersonal
mediums. . . . It is a hvbrid in the field of expression, devised to effect
resules impossible by other methods. . . . It is a great power for good,
which is often emploved in attempting evil.!!

This is more emotional than logical. It is a straining for
comparisons, almost an admission of the impossibility  of
isolating and analyzing the essential advertising ingredient.
In this way, pcrhaps, French came indirectly nearer the truth
that advertising is basically emotional, emotional in its crea-
tion, in its operation, and in its cffects.

A professor of marketing in the Harvard Graduate School
of Business Administration who later became an advertising
agency research director reached a definition so economical
that it is almost naked. Advertising, he decided, was simply
contact, “. . . the establishment of contact between one maker
or vendor and thousands of actual or potential buyers.™'* A
gencrally accepted modern description from the cconomic
viewpoint of what advertising does rather than what it is was
formulated by another student of advertising on the faculty
of the Harvard Business School: “Advertising includes those
activities by which visual or oral messages are addressed to
the public for the purposes of informing them and influencing
them cither to buy merchandise or services or to act or be
inclined favorably toward ideas, institutions, or persons fea-
tured.”!?

" George French and Harry Tipper, Adwvertising Campaigns (New
York: D. Van Nostrand Co., Inc., 1923), p- 407.

12 Paul T. Cherington, T'he Consumer Looks at Advertising (New York:
Farper & Bros., 1928), p. 71.

18Neil H. Borden, The Economic Effects of Advertising (Chicago:
Richard D. Irwin, Inc., 1942), p-17.
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At one point a clear-eyed businessman got somewhat im-
patient with all the refining and abstraction. “Advertising,”
he told a Williams College audience, “is nothing in the world
but multiple communication about goods for sale.”"™*

Advernsmg men are a little shocked at such ruthless dis-
patch just as they are somewhat chilled by the cold conclu-
sions of the academicians. They prefcr longer and more
eloquent dcscrlptmm of their dedicated endeavor. Adver-
tising to them is not just news, salesmanship in prmr, telling,
notification, mdlreu selling, publicity, suggestion, “‘system-
atic instruction,” appeal, contact, multiple communication, a
“force,” or a “something.” It is a religious conviction, a
“way of life,” a drive, a fascination, and a mystery. Behind
a protective wall of statistics, within an edifice of research
where Ph.D.’s frown in conference or extrapolate alone, be-
hind all the trappings demanded by modern advertising prac-
tice, they burn with a hard gemlll\c flame, trembling with the
exquisite agony of creative passion. Fervor pounds in their
blood. F‘mcv dances in their brains. It 1s a lictle like thae,
for .ldVCI‘l'l!slng deals with the stuff of imagination. Yer all
this they can suddenly calm almost at will and supplant with
the shrewdness needed for handling the cold pracucalitics of
their complex trade. It has been this way for a long time.

This same mingling of fervor and astuteness showed in
Nath’l C. Fowler, Jr., as he signed himsclf, one of the prime
encrgies in American ninetcenth-century advernsing, who
plugged succcssfullv for corsets, bicycles, and a hundred
other commodities. Brassily, breezily, shrcwd]v Fowler had
his say about advertising in 1897. ITe said it at great length
with copious illustrations in a huge ¢ Encvclopcdn of Adver-
tising and Prmtmg and All that Pertains to the Public-Seeing
Side of Business” which he entitled Fouwler's Publicity. Frank
Presbrey quoted pages from Fowler in his comprchcnsivc His-
tory and Der velopment of Advertising. It is easy to see why.
Fowler did not omit much from his 1016 folio pages. What
he wrote was vivid and sensible when he wrote it. His tone

14 Paul Hollister, “Advertising—Is It Worth What It Costs?” Speech
gi\'en at Williams College, February 6, 1940.
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may seem quaint today, but much that he wrote is still vivid,
sensible, shrewd, and practical.

His book was unbiased, a plain statement of fact, all inclu-
sive, and every department in it was calculated to be sugges-
tive and beneficial to everyone of every class. Fowler said
so in just those words at the very beginning. After two hun-
dred pages of “great successes,” the advertising case histories
of practically every large advertiser of the 1890’s, he went
into every type of advertising in every medium then known,
into printing, paper, layout, type selection. He even found
space by the time he reached page 1013 for treatment of
nudity. Fowler was for it as a man, but against it as an adver-
tising writer and press agent. “The history of art began with
nudity, and will end with it . . . but for all that, there are
many who object to nudity, and so as long as they do, it 1s
the business of business to let nudity alone.”

Fowler admitted the truth of a rumor which said he had
written, prepared, and suggested more advertising matter
than any other man. He admitted to his book pages of axioms
about advertising “which flatterers have called ‘Fowlerisms.” ”
Here is some of the pithy advertising wisdom Nath’l C.
Fowler, Jr., shared with his time.

He who doesn’t read advertisements is blind.

He who doesn’t hear advertisements is deaf,

He who says he docsn’t read advertisements and can read is a liar.

The woman who doesn’t read advertisements isn’t a woman.

Advertising connects buyer with seller.

Advertise what you sell, not yourself, unless vou are for sale.

The good of all good is in so handling the good that the good of it
does good.

Continuous advertising stands for continuous prosperity.

The advertiser of to-day who is not the advertiser of to-morrow
may be out of business day after to-morrow.

Appearance of success means success.

When times are good and folks are willing to spend money, adver-
tising suggests that they spend more money. When times are bad
and folks don’t want to spend money, advertising should create
desire for and recognition of necessities.
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When folks want to buy, any fool can sell them.

Invest a part of your capital in advertising. Invest a part of your
profit in more advertising. Invest a part of your extra profit in
much advertising.

Don’t give people more than they want.

Don’t print more than people will read.

Write your advertisements from the customer’s standpoint. You
can’t make him appreciate your side of it.

Not what you think but what others think creates trade.

Folks must be asked.

Bait for what you would catch.

A business is judged by the advertising of it.

Fowler went on exuberantly, aph()rism after axiom. At
one point in his rushing text, he called advertising a simple
announcement of something to scll, and said this:

An advertisement may be considered the same as making a request
of somebody, a request that will largely benefit the requester. More
likely than otherwise, it is not granted because the person of whom
the request is made does not discover in it any possible benefit to him-
self. The next day the request is repeated in a slightly different way,
and adapted to the conditions of that day. The request is again re-
fused, but the asker is not discouraged, and continues day in and day
out, always making the same request in substance but changing the
expression of his face, voice, and words so that they may be adapted
to the conditions of the one he is addressing.??

Politicians, especially when they are sceking favor through
advertising, can also be cloquent about advertising and 1its
virtues. Calvin Coolidge paid advertising his proper little
tribute. Franklin D. Roosevelt, in a letter of June 15, 1933
to the Advertising Federation of America, described adver-
tising as “an economic and social force of vital importance.”
On another occasion he declared, “If I were starting my life
over again, I am inclined to think I would go into the adver-
tising business in preference to almost any other.”’® Harry
Truman went duufully through the motions of praising ad-

15 Nath’l C. Fowler, Jr., Fowler’s Publicity. (New York: Publicity Pub-
lishinF Co., 1897).

16 L asting Ideas (Pleasantville, N. Y.: The Reader’s Digest Association,
1956), p. 9.
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vertising and its value to the United States in a signed state-

ment. Yet the efforts of these Presidents pale beside the

effusions of England’s most colorful modern prime minister.
In sonorous rhetoric Sir Winston Churchill declaimed:

Advertising nourishes the consuming power of men. It creates
wants for a better standard of living. It sets up before a man the goal
of a better home, better clothing, better food for himself and his
family. It spurs individual exertion and greater production. It brings
together in fertile union those things which otherwise would never
have met.??

Churchill had tradition and precedent behind him in tak-
ing favorable note of advertising. A famous Victorian prime
minister, William Eware Gladstone, great liberal and Chris-
tian hero, had watched it too. Sir Thomas Lipton, artful
and indefatigible practitioner of advertising in a thousand
forms, tells of Gladstone’s uttering in a speech in Edinburgh
words that influenced his whole career. What Gladstone
said was: “Advertising is to business what steam is to industry
—the sole propelling power. Nothing except the Mint can
make money withour advertising.”"® Gladstone read Amer-
ican magazines not for their editorial content but for their
adverrising. It was in American magazine advertsing, he
said, that he saw reflected the growth of the United States.

In assaying any or all of these definitions and attempts at
definition, the rather baffled attempts to describe and explain,
it is only fair to recognize the basic dlfﬁculty faced by any-
one who tries to capture and bind advemsmg in logical terms.
Advcrmmg has no mdependcnt existence of its own. Adver-
tising is nothing of itself, and it produces nothing, not even
the smoke from one ballyhooed cigarette or the bubbles from
one cake of rhapsodlcallv described soap.

Advertlsmg must be given an external creation, a product
service, or idea orlglmtmg with some other agency, in order
to exist and function. It is never an independent entity, only

17 1 bid.

18 Sir Thomas Lipton, Leaves from: the Lipton Logs. (London: Hutchin-
son & Co., Ltd., 1931), p. 115. T lmugh he did not credit his source, Gladstone
was quoting an earlier advertising authority, Thomas Babington Macaulay.
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a concomitant noise. Even when it is most successful, and
transfer of a horse, a washing machine, a world cruise, a social
creed, or a political prejudice is triumphantly effected, adver-
tlsmg achieves no actuality of its own. At its worst, adver-
tising is an excrescence. At its best, it is a catalyst.

Awareness of the parasitic nature of their trade together
with conviction of its importance and knowledge of its
tremendous power, may be part of the reason for the hyper-
sensitiveness of many advertising men to even the mildest of
criticism. Often they try to forestall the criticism by loud
justification before the attack is launched. There are, of
course, other reasons for their defensiveness. Like poetry,
and there are many ways in which 1dvcrtlsmg can be looked
upon as part of the poetry of American life 1n the twentieth
century, advertising is persuasion largely through words in
printed symbols of sound, sounds that when read or spoken
are symbols of meaning or, more often, of fantasy. Like
poetry, the appeal of most advermmg is emotional. It can-
not be defended or explained by arithmertic. Unlike poetry,
advertising is not disinterested art. It is sharply interested
amsamhlp Its purpose, as some of those whose advertising
sentiments have been reviewed flatly stated, is profit, proﬁt
of some kind; and the world, while furlously engaged in the
activity, ch,lrmmgly persists in dlsdammq the pursuit.

Often the genesis of advertising is as “irrational as the ap-
peals it employs. Advertising does not always start with
deliberate cupidity, market surveys, statistically forecast sales
potentnls, and all the other 1mped1menta of the modern ad-
vertising agency approach. Many times someone is fierily
convinced that he has produced 9omethmg that is living and
beautiful. Everyone should know of it; everyone should
have it. You may not be able to dlstmgmsh it from a thou-
sand comparable objects more prosalcallv hatched, but he
can, and he burns to educate the 1gnor1nt to appreciation,

There is another reason advertising men quail at the hint
of unfriendly criticism. Standard decorum frowns on a man’s
boasting loudly of his prowess and posqessnons Advertsing
men are professional boasters of the virtues of others and
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what they have to sell. The principal can live at peace with
his modesty, lookmg slightly askance at the braggart antics
of his hlrelmgs It 1s even a llttle worse than that. Adver-
tising is a2 mercenary. lts services arc always for hire. It has
no sustained loyalties. It cannot afford them. Any good ad-
vertising agency can turn expertly from praise of one incom-
p1rable sh1mpoo or matchless automobile to the equally deft
and sincere praise of its chicf competitor, which then becomes
really and truly incomparable or even more matchless. Skilled
advertising can unconvert, then reconvert, those it has just
carefully and completely converted.

Advertising may start with the conviction that someone
has some money and proceed with the determination to get it
away from him before somebody else does. It may emanate
from the passionate belief of someone that what he has to
offer is more and better than any other benefactor ever
panted to bestow upon the race. VWhichever the cause and
whatever the advertising means and media used, advertising
has one constant upon which adv ermcr, agency, and medium
can always depend. That constant is the enduring and en-
dearing susccptibility of pecople.

From the simple announcement, which was onc of the
earliest forms of advertising, to the saturation bombardment
repeated and continued in all media until the target is almost
obliterated, no advertisement is whole until it 1s scen or heard.
No understanding of what advertising is or does can be com-
plete that does not take into consideration pecople and their
response to advertising.

The response may sometimes be one of boredom. The
ironist may be derisive or wryly amused. (“It must be a
good such-and-whatever-it-is. It is very highly spoken of in
the advertisements.”) Theirs is still response, for response is
unavoidable. The reactions of the many are more strongly
marked, and usuallv they are pleasumblc Like other forms
of mass communication, advertlsmg is in many ways a sub-
stitute for personal communication. It is the modern counter-
part of the conversation which in simpler societics could take
place between the maker of an article or the creator of an
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idea and the man who out of desire or idle curiosity stopped
to listen or examine. Often it was a conversation both en-
joyed. Sometimes it added emotional value to the object or
idea. There was the simple fun of bar fgaming. Early adver-
tising retained much of this personal flavor. It was written
by one of the parties concerned. It said what he wanted to
say in his language, language his customers understood. Mod-
ern mass adverusing has necessarily destroyed something of
this personal warmth and, as it dev cloped changed something
of the manner as well as the actuality of the response.

There sometimes seems a convention in the conduct of
advertising almost as set as the movements in a formal dance.
The advertisement announces itself as an advertisement. Im-
plicit in its existence is the declaration that it intends rto
charm, persuade, convince, perhaps delude, sometimes to
defraud. There is an understood _pretense. The advertise-
ment pretends to offer more than it asks, while both parties
know that the greater benefits arc meant to accrue to the
advertiser, Z\dvcrtmng in its approach must hide its con-
fidence that it always (well, almost always) wins.

Eriquette prescrlbes an attitude on the part of the con-
sumer too. He must retreat as the advertisement approaches.
He must not admit to instant interest. He must show indif-
ference, a suspicion, sometimes a defiance, hide his willingness
to succumb. The advertisement pretends an appeal to his rea-
son. This courteous pretense the consumer gravely accepts,
though the appeal is undisguisedly to his desires or his
dreams,

The advertising approach may be warm and impetuous,
diffident, or as subtle as a tenpcnnv nail through the skull.
It can scream, “Look at me!” It can assume instead a sensi-
tive shyness—*“I hope you won’t notice me or will forqwc
me if you do.” This too is understood. An advertisement
may glow with arch innocence, shrink with modesty. or boast-
fullv parade its muscles. It may provoke a cry “of rage or
pain, a movement of avoidance, a whimper of dcllqht It
does not much matter. The challenge has been acccpted
The consumer knows that he flirts with danger, but he has
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taken the dare. Surrender is inevitable. At first it may be
only the surrender of a little attention, a shade of disbelief.
Sooner or later, complete capitulation will come. Under
stress, the man or woman may forget his own name. He will
not forget the name of the car, the soap, the cigarette, the
dogma, the impressions somehow received.

Advertising is a tale, a folk tale, as well as a venture in
commerce. It is best known from wide experience of it by
many people through the centuries. Inability to isolate log-
ically the essence of advertising detracts not one whit from
its vigor, not a decibel from its fury or a fraction from its
force.

Perhaps advertising is not and has never been the stuff for
limning in too tight a frame. A. D. Lasker had no definition
in the end. He had lived advertising furiously and well and
for a long time. It was part of him, and he was part of 1.
“Advertising,” he breathed, “is a talent. It is born in you,
like singing, or it is not. You have it or you haven’t. It is
conceived 1n the mother’s womb . . .”%?

19 A, D. Lasker, The Lasker Story. (Chicago: Advertising Publications,
Inc., 1953), p. 42.



Strawberries Ripc and
Cherries 1in the Rise—

Cries, Signs, and Cards

IT ALL BEGAN with street cries, with town criers and bellmen,
with hawkers shouting their wares and hucksters sing-songing
their chants. The first advertising was vocal; its appeal, aural.
The Greeks used criers thousands of years ago to call atten-
tion to the sale of slaves and cattle as well as to intone new
state edicts and make public announcements, or to chant ad-
vertising appeals like this one said to have been used in ancient
Athens:

For eyes that are shining, for cheeks like the dawn,
For beauty thar lasts after girlhood is gone,

For prices in reason, the woman who knows

Will buy her cosmetics of Aesclyproe.!

Criers bawled Latin advertising messages in the streets of
Rome. There are said to have been shop barkers even in the
busy and crowded streets of Carthage, when the Phoenician
city was market place for the textiles of Syria, the pottery of
Greece, the incense of Arabia, African ivory, and the metals
of Spain, Gaul, and Britain. As early as the third century
of our own era, barkers tried to outshout each other at the
fair in the English market town of Stourbridge, not far from

1 Quoted in Advertising Age, March 17, 1952, from ABC radio docu-
mentary, “The Great Adventure.”
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modern Birmingham. They can be heard any Saturday after-
noon now at the nearby market of Bridgnorth.

The shops of each trade were jammed together in the nar-
row streets and by-streets of medicval England. There was
little to distinguish the shops, each in its open stall or booth.
To snare the unwary, lure the curious, and prod the laggards,
the shopkeeper posted a man or boy, often his apprentice, at
the entrance to shout at the top of his lungs, “What dye lack,
sir? \What d’ye lack? Mlistress, what d’ye lack?”

To the cacophony of “what d’ye lack’s” were added the
advertisers’ pleas to “Buy!”—buy this or buy that. Buy my
roses, cranberries, rabbits, flounders, Yorkshire cakes, sage,
mint, rue, cloth, tin, dolls, mops, oysters . . . “Come, buy!
Come buy!” Shakespeare, as he so often did, was merely
using a poetic variant for a well-know popular phrase when
he gave Autolycus, rogue, peddler, and “snapper-up of un-
considered trifles,” this song to sing in The Winter’s Tale:

Lawn as white as driven snow,
Cyprus black as e’er was crow;
Gloves as sweet as damask roses;
Masks for faces and for noses;
Bugle bracelet, necklace amber,
Perfume for my ladv’s chamber;
Golden coifs and stomachers

For my lads to give their dears;
Pins and poking sticks of steel,
Whart maids lack from head to heel;
Come, buy of me; come buy, come buy;
Buy, lads, or else your lasses cry.

The cobbled streets of London resounded to the cries of
the barker and the hawker. “Hote pyes hote!” was one of
the oldest. This fourteenth-century cry was used until the
end of the eighteenth century. Elizabeth’s England rang
with the lilting chants and hoarsely bawled rhythms of scores
of familiar appeals.

Come buy my whitings fine and new . . . Buy a moustrap, a
moustrap, or a tormenter for vour fleas . . . Here's fine herrings, eight
a groat . . . White-hearted cabbages . . . Hot Peascods, Hot peas-
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cods! . .. Strawberries ripe and Cherries in the rise . . . Lily~-white
vinegar . . . Hot fine Qatcake . . . Hot codlins, pies and tarts . . . Buy
my Wells fleet oysters, O!

The costermonger selling staccato fortissimo from his stand
or barrow was originally an apple vendor, the costard being a
variety of Fnglish apple. The street was the market place
for cverything: almanacs, potatoes, pots, pans, flapping fish,
clothes, knives, books, Banbury cakes, even water.

A doleful looking medieval merchant beats out advertising calls while
his laden ass listens with little show of response. (Bettman Archive)

London water tasted as bad as it smelled. “Any fresh and
fair spring water here! None of your pipc sludge!”
There were other ballad-like solicitations:

One-a-penny, two-a-penny, hot cross buns!
Onc-a-penny, two for tup’ence, hot cross buns!

Dust, O! Dust, O! Bring it out to-day.
Bring it out to-day! I shan’t be here to-morrow!

I sweep your Chimnies clean, O!
I sweep your Chimney clean, O!



Cries, Signs, and Cards 21

Buy my Diddle Dumplings, hot! hot!
Diddle, Diddle, Diddle, Dumplings, hot!
Maids, I mend old Pans or Kettles,
Mend old Pans or Kettles, O!

Muflins, O! Crumpets! Muffins to-day!
Crumpets, O! Muffins, O! Fresh to-day!?

Joscph Addison wrote pleasantly, pleasurably too by the
sound of his words, of London’s street cries in No. 251 of the
Spectator.

There is nothing which more astounds a foreigner or frightens a
country squire than the cries of London. My good friend Sir Roger
often declares that he cannot get them out of his head or go to sleep
for them, the first week that he is in town. On the contrary, Will
Honeycomb calls them the Ramage de la ville and prefers them to the
sound of larks and nightingales, with all the music of the ficlds and
woods.

Some chants, Addison wrote, were deep and dismal; some,
light and musical. “Any old chairs to mend!” was chanted
slow and sadly, but the cry of the peddlers of dill and cucum-
ber was a pleasant air. He told of one pastryman who had so
improved on the traditional cry of his trade that he was com-
monly known as “Colly-Molly-Puff.” Addison was not sure
that such radical changes should be tolerated.

In early New York a familiar peddler’s cry was,

Clams! My clams [ want to sell ro-day,
The best of clams from Rockaway!

and the vendors of sweet corn sang a dozen lines of verse as
they dispensed the succulent ears from their steaming kettles.

In Philadelphia in the 1840’s a bonnetted and be-shawled
woman used to sit before a toy shop at night as the theatre
crowds moved homeward, a basket of the fragrant dried
leaves and blossoms of the mint on her lap, calling musically,
“Lavender! Two cents a cup! Two cents a cup for lavender!
Lavender!” There were other street cries in the Philadelphia

2 Charles Hindley, A History of the Cries of London. (London: Charles
Hindley [The Youngerl, 1884).
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of that and of an earlier day. “Catfish! Catfish! Buy any
Catfish? Catfish!”; “Rags' Any rags® Any wool rags® Any
rags?” After blowing his bugle, the waffleman called, “\Vaf-
fles! Fresh baked Waffles' \Waffles!” and then tooted his
bugle again.?

The sounds of the German band, the organ grinder, and
the postman’s whistle have been silenced for some time, but
many cries survived on the streets of our older cities well into
the twentieth century. The cry and clanging bell of the
“hokie-pokie” ice cream man have gone, but the bell of the
modern vendor of ice cream confections still brings children
running to his white truck. Did the “snowball man” have a
cry of his own? He was usually an unwashed old man in a
stained white jacket, pushing a cart with on it a cake of ice, a
scraper, a spherical mold, and dusty bottles of brightly colored
syrup to squirt over his frigid confections. “Rags! Any old
rags?” is still the cry of the ragman, as the string of cowbells
jangling on two unsteady uprights on his cart is still his
flourish. “Any umbrellas to mend? Kbnives to sharpen!”
“Green beans and red tomatoes!” . . . “Bananas! Bananas!”:
these and many others can still be heard. The cry of the old
clothes man patrolling New York neighborhood streets was
always hard to make out. Did he sing “I cash clothes!” or
“High cash clothes!” as he shuffled along the pavement, bun-
dle of castoff skirts, trousers, and coats under his arm, and
looked hopefully up for a tenement window to open and
some housewife shrill answer to his appeal?

If advertising cries have been lessened in number and
lowered in tone, they have certainly not disappeared. Vocal
advertising, shouted, sung, chanted, even whispered, has sim-
ply left the street and gone into the house. The “outside
talker” is now the inside talker. The pitchman has gone into
the parlor where his insistent voice, mocking, ordering, in-
sinuating, cajoling, urging, is incessant. The bleat and wheedle
of, first the radio, then the television commercial is direct
descendant of the more musical advertising cries of the streets.

3The lavender woman was shown life-size before her store front and
the recorded calls were played in “Advertising in Philadelphia,” exhibition
in the Atwater Kent Museum, Philadelphia, 1957.
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Vocal advertising came first; visual, next. According to
Henry Sampson in his delightful History of Advertising from
the Earliest Times,! signs over shops appear to be the earliest
form of advertising that had more permanence than the
spoken word.

They go back to the remotest portions of the world’s history.
Public notices were also posted in the firse davs of the children of
Israel. . . . comparatively recently we have received intelligence
that in Pompeii and similar places advertising by means of signs and
inscriptions were quite common. “The History of Signboards”. . .
quotes Aristotle, refers to Lucian, Aristophanes, and others in proof
of the fact that signboard advertisements were used in ancient
Greece.®

The Romans pasted signs on the walls of forums and
market places to advertise gladiatorial combats and circuses.
Similar notices have been discovered on the walls of Pompeii.
Usually, though, the signs of classical times were made of
terra cotta and set into pilasters at the shop fronts. A goat
was the sign of a dairy in Rome. A mule driving a mill desig-
nated a bakery. A boy being whipped was the all too ac-
curate Roman sign for a school. It is probable, Sampson
believed, that the various workmen of Rome used their tools
as signs over their houses, for they have been found sculp-
tured on their tombs in the catacombs. Shakespeare's asser-
tion in the prologue to As You Like It that “good wine needs
no bush” sprang from the ancient custom of designating a
wine shop by hanging a green bush before it.

Signs in pictures that told a story were important in the
Middle Ages when few people could read, and every place of
business in England seems to have had its distinctive sign in
those centuries. A coat of arms was the sign that came to
designate an inn. The thrifty nobility had a habit of letting
their houses, before which hung their coat of arms, as hostel-
ries when they were not at home. Inns got their names in this
fashion from the most prominent feature of the coat of arms
—The Red Crown, The Blue Dagger, The Gold Fox, The
Three Stars.

4 (London: Chatto & Windus, 1874.)
51bid., p. 19.
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The London streets became a forest of signs as every shop
reached out to entice customers.  Signs hung on poles, against
shop walls, dangled over the sidewalks, even hung across the
streets. Their density was such that Charles 11, ann()yed by
those which ep'mned the roadways, proclaimed that “No
signs shall be hung across the streets shutting out the air and
light of the heavens.” Some of the worst oftenders may have
disappeared with the royal decree, but hundreds of swaying
and creaking signs still hung over the heads of passers-by on
the walks. In the time of Queen Anne, 1702-1714, there
were “blue Boars, black Swans, and red Lions, not to mention
flying Pigs, and Hogs in Armour, with many other Creatures
more extraordinary than any in the Desarts of Africk.”
They were tartly described thus in No. 28 of the Spectator.
Public sentiment was aroused against the signs when one fell
in Bride Lane in 1718, killing four pcople By 1762 both
the City of London and the CltV of Westminster passed laws
.1gam9t overhanging signs, rhough all others were allowed to
remain.

Fach trade had its distinctive symbol. A sign of three
nuns embroidering indicated a draper’s. A gilt arm wielding
a hammer was the sign of a gold beater. Hosters showed a
golden leg and chimney sweeps a golden pole. Other shop
signs and symbols were:

bookbinders—Bible and dove

booksellers—authors’ heads

boot and shoemakers—golden boot

carpenters—the carpenter’s arms of three compasses

coffin plate makers—angel and crown

checeemongcrs——dair\' maid

tcamen—qolden canister

optlcmns—Archlmedes and globe or Sir Isaac Newton’s head
or golden spectacles

thread makers—three pigeons and sceptre

undertaker—naked bov and coffin

weavers—spinning wheel®

6 Sir Ambrose Heal, U'S.A., T'he Signboards of Old Londen Shops (Lon-
don: B. T. Bawsford, Ltd., 1947).
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The sign for a tobacconist was two black boys or some-
times a Highlander. The first cigar store Indians were carved
in London from lengths of masts by ships’ carpenters. Two
other signs which are still familiar on our streets had their
origins centuries ago. The three golden balls of the pawn-
broker were byzant gold coins issued during the Crusades.
Because of this circumstance, they had religious significance
as well as monctary value. As moncylenders, the Lombard
bankers of Iraly added the three byzants to their coat of arms.
The origin of the barber’s red and white striped pole is less
pleasant. When barbers acted as blood letters as well as hair
cutters, they gave their patients a wooden pole to grip while
they were being blooded into a basin. The red overflow was
soaked up in towels. After surgery, the barber would place
the slippery pole with the blood-soaked rowels draped about
it ourside of his shop to dry.

The two rtall jars of colored water may still be seen in some
older drugstores as the symbol of the apothecary. There was
also an carlier sign, the head of Galen, once surgeon to Roman
gladiators, then medical doctor to Marcus Aurelius, the
“prince of physicians,” whom apothecaries adopted as their
patron saint.

In the late cighteen century a particularly fine head of
Galen hung over an apothecary’s on George Street in Edin-
burgh. It was admired and coveted by the authors and intel-
lecruals of the Friday Club, among them Sir Walter Scort,
Professors Dugald Stewart and John Playfair of Edinburgh
University, Henry Brougham, who was to become Lord
Chancellor of England, Francis Jeffrey, the critic, and Sydney
Smith, the cleric and wit, later canon of St. Paul’s in London,
who with Jeffrey founded the feared Edinburgh Review in
1802.

The group drank wine with their dinner one Friday night.
After dinner they switched to a punch of rum, water, sugar,
calves-foot jelly, lemon, and marmalade. It seemed a perfect
time to pilfer the head of Galen. Playfair, Brougham, Smith,
and Thomas Thompson, who was Clerk of Sessions, started
out.
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The sign was hung over the spiked rails of an iron fence.
Brougham lurched off into the darkness and disappeared.
I’lay{air boosted Smith up on his back, and Thompson started
to climb up Smith. They teetered dangerously as Thompson
stretched for the creaking sign. Their formation collapsed.
They rebuilr it and tried again at the risk of impaling them-
sclves on the spikes of the fence. Suddenly they saw the
lights of the watch coming. Brougham, inspired, had gone
for the police. The foiled thieves tumbled to the ground and
fled without their advertising prize.’

Few forms of advertising, once they have been adopted
and proved successful, are ever allowed to lapse. VWord-of-
mouth is still a potent vehicle for the advertising message.
The barker still barks. The sign is everywhere. It is usually
a name and a written message now, but the sidewalk clock,
operative or imitative, before the jeweler’s, the giant key be-
fore the locksmith’s, the gold boot outside the shoe store, the
gigantic gold molar of the painless dentist, and a few more,
may still be seen. They provide instant notification to the
interested.

\While the cry and the sign were still the principal methods

7 Hesketh Pearson, The Swith of Smiths (New York and London:
Harper & Bros., 1934).

This was the same Sydney Smith who incurred the lasting enmity of
Americans by a sneer in the January, 1820, issuc of the Edinburgh Review.
“In the four quarters of the globe,” he asked, “who reads an American
book? or goes to an American play? or looks at an American picture or
statue?”  Publication of \Washington Irving’s Sketch Book the same year
was happily regarded as giving Smith a deserved rebuke.

It is not as often remembered that in the same 1820 essay Smith wrote
more accurately of the United States of the mid-twentieth century. He
warned the new country against the inevitable results of striving for glory:
“TAXES upon every article which enters into the mouth, or covers the
back, or is placed under the foot—taxes upon cvcrythinF which it is
pleasant to sce, hear, smell, or taste—taxes upon warmth and light and loco-
motion—taxes on everything on carth and the waters under the earth—on
everything that comes from abroad or is grown at home—taxes on the raw
material—taxes on every fresh value that is added to it by the industry of
man—taxes on the sauce which pampers man's appetite, and the drug that
restores him to health—on the ermine which decorates thic judge, and the
rope which hangs the criminal—on the poor nuan’s salt and the rich man’s
spicc—on the brass nails of the coffin and the ribands of the bride—. . .”
Smith catalogued for another half-page (without starting a new sentence)
but fell far short of the actuality he prophesied.
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of advertising, another made its appearance. Thanks to the
early efforts of such noble spirits as Charlemagne and Alfred
the Great, to the impulsion of the Renaissance and the com-
puls‘i(ms‘ stirred by the Reformation, people had begun learn-
ing to read and write again after the general illiteracy of the
earlicr Middle Ages. The Chinesc invented paper, and Europe
had its first paper mill by 1276. By 1438 Johann Gutenberg
had developed prmtmg from movable type. By 1500 bool\s
were being printed in Paris, London, Venice, Basel, Nurem-
berg, and other cities of Furope. By that time advertising
had already scized on the new medium.

This, 3000 years old, discovered by an archeologist delving
in the ruins of Thebes, has been held up as the first known
written advertisement. Inscribed on papyrus, it read:

The man-slave, Shem, having run away from his good master,
Hapu the Weaver, all good citizens of Thebes are enjoined to help
return him. He is a Hittite, 5" 2” tall, of ruddy comPIC\ion and brown
eves. 'or news of his whereabouts half a g()ld coin is offered. And
for his return to the shop of Hapu the \Weav er, where the best cloth
is woven to vour desires, a whole gold coin is offered.

Bv the end of the fifteenth century tack-up signs were in
use in England. These were .Id\crnsmg bills headed and
known as “Siquis.” Public notices in Rome had been headed
“Si Quis”—*“If anybody”—if anybody wants, knows, etc. In
Fngland these were tacked up anyw here that crowds might
gather. A principal place for posting in London was in the
middle aisle of St. Paul’s, which had become a place where
people sought business. Attorneys sought there for clients;
seamstresses went there for hire. Later, bookshops and to-
bacco stalls were erected in St. Paul’s.

What is accepted as the first known printed advertisement
in English was such a ‘slqlll‘s written and set by William
Caxton, the English printer who had learned the art in
C()l()gnc and who with Colard Mansion had set up in Bruges,
in 1474 or 1475, the first book printed in English, The
Recuyell of Historyes of Troye. Returning to Lngland,
Caxton erccted his wooden printing press at the sign of the
Red Pale in the Almonry of Westminster. In 1478 “he issued
a handbill describing and offering for sale one of the books
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he printed.® It was the Salisburi pye, rules for the clergy at
Easter. Caxton posted on church doors in London this black-
letter notice:

If it please ony man spirituel or temporel to bve ony
of two and thre comemoracios of Salisburi use en-
pryntid after the forme of this present lettre whiche
ben wel and truly correct, late hym come to West-
monester in to the almonestrye at the reed pale and
he shal have them good chepe.

Supplico stet cedula [Please let this notice stand]

The racked-up printed notice was followed by another
form of printed advertising which gave the advertiser greater
circulation, thus more potential salc for his product. By the
seventecnth century thousands of printed handbills were in
circulation, and the number of bills and the trades using them
increased vastly in the eighteenth century. Called “trades-
man’s cards,” they were not cards at all but sheets of paper
up to folio size, more accurately described as shop-bills or
message-cards. They were straight-forward announcements
of wares and services for sale. They gave the name of the
advertiser, his place of business, and described what he had
to offer. They were illustrated by woodcuts or copper en-
gravings. Often the illustrations, many of which were very
handsome, reproduced the sign or the door of the shop. Both
the British Museum and the Victoria and Albert Museum
have collections of these seventeenth- and eighteenth-century
cards.

There were cards for trades of all kinds, for ballad mongers,
astrologers, chimney sweeps, dog doctors, fencing masters,
fishermen, lunatic keepers, nightmen, prize fighters, ventrilo-
quists, oculists, musical instrument makers; for apothecaries,
surgeons, mercers, tailors, drapers, bug destroyers, coopers,
dentists, dancing masters, gunsmiths, hosiers, harness makers;
for snuff dealers, tobacconists, wig makers, brick layers,
booksellers, ship chandlers, and bun bakers.

Just as Holbein had once painted signs, William Hogarth
produced tradesmen’s cards. He made them for himself as

8"The Story of Advertsing,” (cartograph; New York: Standard Rate
and Data Service, 1944).
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an engraver, for his sisters, who moved their frock shop
“from the corner of the Long Walk facing the Cloysters to
ye King’s Arms joyning to ye Little Britain gate ncar Long
\Walk,” for boxers, fan makers, goldsmiths, inns, warehouse-
men, surveyors, sign painters, tobacconists, and upholsterers.
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An eighteenth-century London tradesman's card (Heal) and trade
card of a merchant-jurist signer of the Declaration of Independence.

George Cordwell, his card proudly stated, was Chimney
Sweeper to their Royal IHighnesses, the Dukes of Gloucester
and Cumberland in Berkcley Square. He flaunted the arms
of both Gloucester and Cumberland to prove it.

Kenelm Dawson was a Salesman of Men’s and Boys’ Cloth-
ing at the Sign of the Jolly Sailor in Monmouth Street.

John Wildblood, who married the Widdow Hoarrington,
—that John Wildblood—was a silk dver at the Rainbow and
Three Pidgens in St. Clements Lane.

\V. Hogarth was an Fngraver at ye Golden Ball, Corner
of Chadbourne Alley, Little Newport Street.?

9 Ambrose Heal, London Tradesmen’s Cards of the XVII Century
(London: B. T. Batsford, Ltd., 1925).



Houghton, Addison, Steele
—Early English
Newspaper Advertising

It 1s piFFicuLT to distinguish between the first newspapers
in Ingland and the weekly newsletters and advices, the earli-
est of them handwritten, which preceded them. It is also
difficult to determine, with any accuracy, what may be
described as the first newspaper advertising.

Because it was printed and was issued with some regular-
ity, the first newspaper or newsbook is generally conceded to
have been the Weekly Newes (“Out of Turkey, Hungary,
Silesia, Poland, Italy, Austria, Saxony, the Low-Countrics,
and diverse other places in the upper and lower Germany.”)
Published by Nicholas Bourne and Thomas Archer, the
Weekly Newes first appeared in 1622. A rival sheet was
quickly started by Nathaniel Butter, who called his more
sensational paper Newes from Most Parts of Christendom.
As so often, competition induced combination. The two
papers amalgamated as Newes of the Present Week.

In 1625, Archer began publication of the first of the many
weekly Mercuries, the Alercurius Britannicus. Government
viewed all printing with suspicion. In 1632 the Star Cham-
ber passed an edict against the publication of foreign news.
Ten years later, the Star Chamber itself was abolished, and
more newspapers sprang up to serve Cromwell’s news-hungry
Commonwealth: the Alercurius Aulicus, the Mercurius Prag-

30
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maticus, the Mercurius Politicus, etc. Cromwell abolished all
but the official Mercurius Politicus, published first by Mar-
chamont Nedham, then by Henry Muddiman. When the
court was in residence at Oxford during the Great Plague in
1665, Muddiman began publication of the Oxford Gazette.
A year later this became the biweckly London Gazette,
official organ of the English government, as it still is, and first
recognized newspaper.

When press censorship was abandoned in 1693 a horde of
Posts, Intelligencers, Mercuries, Courants sprang up. The
Daily Courant was the first English newspaper to appear
every day. In 1704 Daniel Defoe began publication of what
was more magazine than newspaper, the Review. The Review
was the forerunner of Richard Steele’s Tatler, and the Tatler
gave way to the Spectator, which Stecle put out with Joseph
Addison.

At one point, 1663, during the political turmoil which
made the beginnings of the press in England more difficult
than they might otherwise have been, Sir Roger L'Fstrange
was appointed surveyor of the press. Royal grant conferred
on him the sole privilege of “writing, printing, and publishing
all narratives, advertisements, mercuries, intelligencers, diur-
nals, and other books of public intelligence.” It is evident
from this that the word “advertising” was not yet considered
to have a specialized commercial meaning distinguishing it
from any other form of public notice. Only three vears later
a distinct meaning had accrued to the word. In June 1666
the Gazette announced that it would not publish advertise-
ments. A notice in No. 62 of the paper read: “Being daily
prest to the publication of Books, Medicines, and other things
not proA)crly the business of a Paper of Intelligence. This 1s
to notifie once for all, that we will not charge the Gazerte
with Advertisements. . . .” Advertisements, the Gazerte sug-
gested, could be placed elsewhere in a sheet being set up for
the purpose.

Henry Samipson goes away back to a German newsbook
printed 1n 1591 and filed in the British Museum to find “the
oldest newspaper paragraph approaching to an advertise-
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ment.” It was all the memorable occurences of 1588 and
1589, the defeat of the Spanish Armada, the murder of Henry
HI of France, “and other stale matter of the same kind . . .t
\What many. as Sampson records, considered the first bona
fide newspaper advertisement appeared in Several Proceed-
ings in Parliament in the issue dated November 28-December
6, 1650. This was an advertisement offering a reward for
the return of twelve horses stolen from a Mr. Badcraft of
Bexfield, Norfolk.?

The “first newspaper advertisement” in the judgment of
an anonymous writer in the Quarterly Review, Junc, 18553,
was the announcement in the Mercurius Britannicus of the
publication of a book, Epithalamium Gallo-Britannicumn by
George Marceline. It appeared on the back page of the issue
for February 1, 1625.% The first advertisement for coffee,
and it was presented as a pleasant tasting remedy for all ills
rather than as a beverage, appeared in the Publick Adwviser,
May 26, 1657.

In Bartholomew Lane, on the back side of the Old Ex-
change the drink called coffee, which is a very wholesome
and physical drink, have many excellent vertues, closes the
orifices of the stomach, fortifies the heat within, helpeth
digestion, quickeneth the spirits, maketh the heart lightsum,
is good against eve-sores, coughs, or colds, rhumes, consump-
tions, head ache, dropsie, gout, scurvy, King’s evil, and many
others; is to be sold both in the morning and at three of the
clock in the afternoon.

The Quarterly in 1855 described a dentrifice advertise-
ment which appeared in the Aercurius Politicus in 1660 as the
first genuine advertisement in that it was a forthright attempt
to obtain customers for a specific brand of a product.

Most excellent and improved Dentrifices to scour and cleanse
the teeth, making them as white as Ivory, preserves from the
Toothache; it fastens the Teeth, sweetens the Breath, and

1 Sampson, op. cit., p. 63.

21bid., p.97.

3 Presbrey, in this instance, followed the Quarterly writer rather than
Sampson.
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preserves the Gums and Mouth from Cankers and Impost-
humes. Made by Robert Turner, Gentleman, and the right
only are to be had at Thomas Rookes, Stationer. at the H()I_\
Lamb, at the East End of St. Paul’s Church, near the School,
in sealed papers, at 12d. the paper.

The reader is desired to beware of Counterfeits.

Therc was one paper among all the spate of new publi-
cations in the late seventeenth century which advertising
historians have found of compelling interest. This was A
Collection for the lmprovement of Husbandry and Trade,
founded in 1682 by John Houghton, an apothccary of
Bartholomew’s Lane. Houghton, who sold both tea and cof-
fee in his shop, and who was a book reviewer and fellow of
the R()V.ll Society as well as an apothecary, believed thor-
()ughly m .ldvcmsmg He made his sheet virtually a shopper’s
guide. At first he merely listed products and prices for his
readers and offered to tell callers where they could be obtained.
Later he began to give the names and addresses of those who
could supply lumber, lodgings, brimstone, w hng servants, a
wet nurse, or a suitable school for children. Houghton solic-
ited advertising, and he solicited customers for his advertisers.
He investigated claims personally. Like the modern adver-
tising man, he strove to brmg l)uvers and sellers rogether. [
believe,” he said in one issue, “some advertisements about
bark and timber might be of use both to buyer and seller.”
In another he announced, “lI know a peruke maker that pre-
tends to make perukes extraordinary tashionable and will scll
good pennyworth. 1 can direct to Thim.”

August 7, 1695, Houghton’s Collection for the lnprove-
ment of Husbandry and Trade ran an advertisement for a
school.

About forty miles from London is a schoolmaster has had
much success with boys as there are almost forty ministers
and schoolmasters that were his scholars.

Under the same roof, the master’s wife kept a school for
gxrls “His price 1s 10 pounds or 11 pounds a year, with a
pair of sheets and spoon to be restored if desired.”



34 THE STORY OF ADVERTISING

Houghton, Sampson says admiringly, “by untiring per-
severance and no small amount of thought and study . . .
trained his contemporaries in the art of advertising, and made
them acquainted with that valuable assistance to be derived
from a medium which, as Alexis de Tocqueville remarks,
drops the same thought into a thousand minds at almost the
same period.”

Certainly, Houghton’s contemporarics caught on swiftly.
Advertising for services, for lost or stolen articles and for lost
or strayed people, for articles of many kinds began to appear
in profusion. If an advertisement for coffee appeared first,
one for tea, also presented as a remedy, came within less than
a year. The Mercurius Politicus carried this advertisement
September 30, 1658:

The Excellent and by all Physitians approved China drink
called by the Chineans Tcha, by other nations Tay, alias Tee
is sold at the Sultaness Head Cophee House in Sweerings
Rents by the Royal Exchange, London.

Dogs got lost. Some dogs got lost not once but fre-
quently, especially if they belonged to someone known to be
able to afford an adequate reward for their return. In 1660
a royal adveruser, in an advertisement which sounds as if it
had been penned by the royal hand with the royal quill, grew
somewhat petulant in the Mercurius Politicus.

We must call upon vou again for a Black Dog, between a
Greyhound and a Spaniel, no white about him onely a streak
on his Brest, and Tayl a little bobbed. It is His Majesties own
Dog, and doubtless was stoln, for the Dog was not born nor
bred in England, and would never forsake his Master. Who-
soever finds him may acquaint any at Whitehal, for the Dog
was better known at Court than those who stole him. Will
they never leave robbing His Majesty? must he not keep a
Dog? This Dogs place (though better than some imagine)
is the only place which nobody offers to beg.

4 Sampson, op. cit., p. 92. Sampson adds, p- 135, “. . . old Houghton,
who did much good in his time, not only for other people but for himself
as well . .. may fairly be regarded as, if not the father, certainly one of
the chief progenitors of carly advertising.”
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Charles II had a bad time with his livestock. Next time it
was a bird that flew the coop. The new loss was advertised
in the official London Gazette, August 13, 1667.

A Sore ger Falcon of His Majesty, lost the 13 of August,
who had one Varvel of his Keeper, Roger Higs, of West-
minster, Gent. Whosoever hath taken her up and give notice
Sir Allan Apsley, Master of his \la]csncs Hawks at St.
James’s, shall be rewarded for his paines. Back-Stairs in
Whitehall.

If d()gs and birds got lost, so did pcoplc This (vs ith a
pointing finger ornament to call atrention to it) was in the
Domnestic Intelligencer, seemingly the correct medium, in
March 1681:

WHEREAS a Person in London on some discontent
did early on Monday morning last retire from his dwelling-
house and not yet return’d, it is the earnest request of several
of his particular friends, that the said person would speedily
repair to some or one of them, that he thinks most fit, 1t
being of absolute necessity for reasons he does not yet
know of.%

Cerrain other men could not be found either. They were
well protected. John Dryden, who had been involved in
many quarrels, some literary, some p()lmcal some both, was
made England’s poct laureate in 1668. A prolific writer, his
famous play, All For Love, appeared in 1677. Dryden’s ral-
ents were so well known th1t he was credited also with the
authorship of a set of manuscript verscs, called an Essay upon
Satyr, which were circulating about London. The verses
attacked a number of the socially prominent, including the
Duchess of Portsmouth. That the verses had actually been
written by John Shefficld, Earl of Mulgrave and Dryden’s
patron, did not save the poct from forceful literary criticism
by the hirelings of another of his patrons and a favorite of

~’Samp§0n, who quoted this, added, p. 142, “lt is now apparent that
advertising has become recognized as a means of communication not only
for the convenience of trade, but for political, lovemaking, fortune-hunt-
ing, swindling, and the thousand and onc other purposcs w hich arc always
ready to asscrt themselves in a large community.’
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Charles II, the Earl of Rochester. An advertisement in the
London Gazette for December 22, 1679 tells the rest of the
story.

WHEREAS Jobn Dryden, Esq., was on Monday, the 18th
instant, at night, barbarously assaulted and wounded in Rose
Street in Covent Garden, by divers men unknown; if any
person shall make discovery of the said offenders to the said
Mr. Dryden, or to any Justice of the Peace, he shall not only
receive Fifty Pounds, which is deposited in the hands of Mr.
Blanchard Goldsmith, next door to Temple Bar, for the said
purpose, but if he be a principal or an accessory in the said
fact, his Majesty is graciously pleased to promise him pardon
for the same.

A happier picture of EFngland’s social life in the closing
vears of the seventeenth century is painted in this charming
advertisement which was inserted in the London Flying Post,
April 22, 1699. 1Its language 1s as musical as part of the enter-
tainment promised, and the picture it conjures up is wholly
delightful. The advertiser must have been a pleasant lady.

These may certify, all my loving masters and ladies; that on
Wednesday next the 26th of this instant, April, 1699, at
Dame Butterfield’s at Mobbs-Hole, in the parish of \Wan-
stead, in Essex, within a mile of the Green Man, will be a
house-warming where all my loving friends shall be kindly
entertained with a calf, roasted whole, and a flitch of bacon,
roasted whole, and other varieties. With music. And also,
being an old hunter, 1 shall accomodate vou with six brass
horns, sounding the delightful harmony of hunting. So, hop-
ing my loving masters and ladies, friends and acquaintances
will be pleased to honour me with their good company, at
the time and place aforesaid and, as I am in duty bound, shall
ever return vou thanks and remain vours obliged to serve

vou. SUSANA BUTTFRFIELD.

Richard Steele began publication of the Tatler in April,
1709. The paper, issued three times a week, was a Whig
organ which carried political and foreign news, theatrical
criticisim, essays on what Steele saw as the follies and foibles
of the day—and advertising. As Isaac Bickerstaff, the name
invented by Jonathan Swift for demolition of the astrologer
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Partridge, Steele turned outr his humorous comments, his
coffeehouse gossip, and his atracks on the Tory government.
As Jenny Bickerstaff, he wrote pleasantly for his women
readers. As editors of women's magazines have done since his
time, he encouraged their confessions, even advertising for
them in the Tatler, May 8, 1709.

ANY ladies who have anv particular stories of
their acquaintances which they are willing privately
to make public, may send 'em by che penny post to
Isaac Bickerstaff, Esq., enclosed to Mr. John Mor-
pheu, near Stationer’s Hall.

In Dublin, where he had been posted as secretary to the
Lord Lieutenant of Ireland, Joseph Addison recognized the
handiwork of his Charterhouse schoolfellow in the Tatler and
began to send in contributions of his own. One of these,
which Steele published September 14, 1710, was on advertis-
ing. Advertising was now a commonplace, an accepted and
expected part OF almost all the periodicals of the day. Addi-
son wrote of it with warmth and wit in his characteristically
urbane style.

It is my Custom in a Dearth of News to cntertain my self with
those Collections of Advertisements that appear at the End of all our
publick Prints. These I consider as Accounts of News from the lictle
World, in the same Manner that the foregoing Parts of the Paper
are from the great. If in one we hear that a Soverign Prince is fled
from his Capital City, in the other we hear of a Tradesman who hath
shut up his Shop and run away. If in one we find the Victory of a
General, in the other we see the Desertion of a private Soldier. 1
must confess, I have a certain Weakness in my Temper, that is often
very much affected by these litde Domestick Qccurrences, and have
frequently been caught with Tears in my Eyes over a melancholy
Advertisement . . .

But to consider this Subject in its most ridiculous Lights, Adver-
tisements are of great Use to the Vulgar: Firse of all, as theyv are
Instruments of Ambition. A Man that is by no Means big enough for
the Gazette, may easily creep into the Advertisements, by which
Means we often see an Apothecary in the same Paper of News with
a Plenipotentiary, or a Running-Footman with an Ambassador. An
Advertisement from Piccadilly goes down to Posterity with an article
from Madrid; and John Bartlett of Goodman’s-Fields is cclebrated
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in the same Paper with the Fmperor of Germany. Thus the Fable
tells us, That the Wren mounted as high as the lagle, by geteing upon
his Back.

A Sccond Usc which the Sort of Writings have been turned to of
late Years, has been the Management of Controversy, insomuch that
above half the Advertisements one meets with now-a-Days are purcl\'
Polemical. The Inventors of Strops for Razors have written against
one another this Way for several Years, and that with great Bicter-
ness; as the whole Argument pro and con in the Case of the Morning-
Gowns is still carried on after the same Manner. | need not mention
the several Proprietors of Dr. Anderson’s Pills; nor take Notice of
the many Satyrical Works of this Nature so frequently published by
Dr, Clark, who has had the Confidence to advertize upon that learned
Knight, my very worthy Friend, Sir William Read: But 1 shall not
interpose in their Quarrel; Sir William can give him his own in
Advertisements, that, in the Judgment of the Impartial, are as well
penned as the Doctor’s.

The third and last use of these writing [Addison wrote—and it is
the use to which advertising then and now most readily admit] i
to inform the world, where they may be furnished with almost every-
thmg that is necessary for life. If a Man has pains in his head, cholic
in his bow cls, or spots in his clothes, he may here meet with proper
cures and remedies. If a man would recover a wife or a horse that
is stolen or straved; if he wants new sermons, electuaries, asses milk,
or anvthing clse either for his body or his mind, this is the place to
look for them in.

Addison had some advice for copywriters and layout men.

‘The great are in writing advertising is the finding out the proper
method to catch the reader, without which a good thing may pass
over unobserved, or be lost among comissions of bankrupts. Of late
vears the N. B. has been much in fashion, as also little cuts and ﬁgurcs,
the invention of which we must ascribe to the author of spring
trusses.

Steele attacked the Tory government too forcefully. The
Tatler came to its end in 1711, Addison, thrown out of his
secretaryship by the fall of the Whigs, returned to London,
and he and Steele joined forces in the Spectator, which began
daily publication March 1, 1711.

The Spectator was a busmess as well as a literary venture,
and the paper’s chief support came from its Jd\ertlslx1q
There were eight advertisements in the first issue, and the
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number increased as the circulation of the Spectator rose
from 3000, which was the print order for the first issue, to
4000 and above. The circulation is said to have reached as
high as 20,000, sometimes 30,000, for certain issues, but doubt
has been expressed that it ever soared that high® It went
high enough, at any rate, for the Spectator to be looked upon
as a sound and cffective adv ertising medium for those who
wanted to reach the carriage trade—the literate, socially well
placed, sociably inclined, prosperous London market.

To reach such a public, advertisers filled the Spectator
with their notices, claims, and appeals. The products and
services thcy advertised and the ways in which they adver-
tised them give colorful insight into London life under Queen
Anne; and many of the advertisements, their claims, and their
appr(mch are recognizable as still characteristic of much of
advertising in the mid-twentieth century.

The Spectator carried personals, notices of houses for sale
or to let, dry goods advertising, announcements of books and
plays, and advertising for financial schemes. There was always
a long list of articles Lost or Stolen. Rewards were usmllv
offered with a guarantee of no questions asked. Many were
for the apprehension and return of deserters and runaway
apprentices. On one occasion one hundred pounds was offered
for the capture of a defaulting clerk of the Bank of England.

There was advertising for tea, coffee, chocolate, auction
sales, lotteries, wigs, cosmetics, tobacco, and, discreetly, of
.ws'ignatiom Readers of the Spectator could ol)min cither

“Famous Drops for Hypocondriak Melancolly” or “An Ex-
cellent Secret to take away Warts,” or both, if thcy nceded
them.

Addison and Steele might inveigh against charlatan doc-
tors, who rode in gilt coaches and dined from gold plate, but
their indignation never waxed so unprofitably high that the
promises of such men were excluded from the Spectator’s
advertising columns. This fair specimen of patent medicine
advertising appeared Friday, October 19, 1711.

% Lawrence Lewis, Advertisements of The Spectator (Boston: Houghton
Mifflin Co., 1909).
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Consumptions of all sorts radically Cured by a famous
Elixir peculiarly invented for that Disease; its wonderful
Efficacy sufficiently cxplodes the Erronious Opinion, that
Consumptions are incurable, since it absolutely retrieves the
Patient, though reduc’d to a meer Skelleton; quickly takes
off all the Symptoms, as Cough, Hoarseness, Wheasing,
shortness of Breath, Pain or Weight in the Breast, spitting of
blood, soreness of the Stomach, Throat or Wind-pipe; also
Catarrhs or Defluxions of sharp Rhume, and all Pasical and
Asthmatick Affects, Hectick Feaver, &c. perfecty cures all
internal Ulcers, restores all inward Wastings, Weakness and
decay of Nature, being Balsamic and Strengthning bevond
Comparison; it assuredly ecradicates the first Principle, or
cause of Consumptions, rectifving the Disorders of Stomach
and first Passages, creating an Appetite, procuring a good
Digestion, reducing the vicious Ferment of the Blood and
Juices, correcting the Acrid Salts that erode the Lungs, Cer-
tainly healing Ulcers therin, and infalliblv curing all sorts of
Consumptions, tho’ never so bad, in a very short time to a
Miracle. Price 3s. 6d. a Bottle with Dircctions. Sold only at
Mr. Oshorn’s Tovshop at the Rose and Crown under St
Dunstan’s Church, in Fleetstreet.

The modern equivalent of the following dentrifice adver-
tisement, from the Spectator of October 10, 1712, with cer-
tain concessions made to the strictures of the Federal Trade
Commission and censorship by the reputable media, may be
heard any day by turning on the radio or television or reading
a newspaper or magazine.

The Incomparable Powder for cleaning the Teeth, which
has given so great Satisfaction to most of the Nobility and
Gentry in England. Sold only at Mr. Halfev’s, Bookseller,
at the Plow and Harrow near the Roval Exchange Cornhill;
and at Mr. Markham’s Toyshop at the 7 Stars under St
Dunstan’s Church, Fleetstrect. It at once using makes the
Teeth as white as Ivory, tho’ never so Black or Yellow, and
effectually preserves them from Rotting or Decayving, con-
tinuing them Sound to exceeding Old Age. It wonderfully
cures the Scurvy in the Gums, prevents Rheum or Defluc-
tion, kills VWorms at the Roots of the Teeth, and thereby
hinders the Tooth-Ach. lt admirably fastens loose Teecth,
being a necat cleanly Medicine, of a pleasant and grateful
Scent. Price 1s. the Box. At the same Place is sold, the
highly estecem’d Lip salve for Ladies, &c. of a charming
Scent. Price 1s. the Box.
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Thirsty? This noble quencher was offered on Friday,
December 7, 1711.

At the Green Man and Still in Grace-Church-Street, for
the Accommodation of Gentlemen in Town and Country, is
sold a rare Composition with which at a Minutes’s Notice
may be made a Bowl of the clearest and best Punch as can
be drank, only by adding to it the like Quantity of Spring-
Water: This Composition is of the best French Brandy,
Battava-Arrack, Juice of the finest Lemons, best double re-
fined Loaf-Sugar, of each an equal proportion, to answer
the like Quantity of Spring-Water: This is only to save
Gentlemen trouble in preparing it. It may be drank in kind:
It is a noble Cordial, and will never decay, but be the better
for keeping. Price but 3s. a Quart.

One of the many plays advertised in the Spectator was this
performance of The Tempest in the improved version by
Davenant and Dryden. It was announced January 15, 1712.

At the Theatre Royal in Drury-Lane this present Tues-
day, the 15th Day of January, will be presented the last
Reviv'd Play call’d, The Tempest; or The Inchanted Island.
As it was altered from Shakespear by Sir Will. [Y’avenant,
and the late Mr. Dryden, Poets Laureat. With new Scenes,
Machines, and all the Original Decorations proper to the
Playv. By her Majesty’s Command no Persons are to be ad-
nitted behind the Scenes.?

Dancing classes were announced in this advertisement of
November 22, 1712.

To all Ladies and Gentlemen that are Lovers of Musick
and Dancing. This is to give Notice, that on Explanation of
the Grounds of Dancing, and a Sett of new Courants, Minu-
cts, Rigadoons, &c. All Compos'd by Mr. Fert, are to be
show’d and perform’d by him, at his Dancing Room in
Pater’s-Yard at the upper end of Castle-street near Leicester
Iields, Mondays, Wednesdays and Fridays, from five a Clock
in the Afternoon till ten; where all the new Dances are
taught, and if required, at Person of Quality’s Houses.

Occasionally Steele had wares of his own to advertise.
He inscrred this notice in the issue of Thursday, November
20, 1712.

7 No. 275, for January 15, 1712.
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A neat Pocket Edition of the 3d and 4th Vols. of Specta-
tors, with an Index to the whole 4 Vols. Tatlers in 4 Vols.
The Funeral, Tender Husband and Lyving Lovers, Comedies
written by Mr. Steele, Prior’s Poems, Milton’s Paradise Lost,
Hudibrass, and the Christian Hero, by Mr., Steele, the last
Edition, Printed, and Sold by Owen Llovd near the Church
in the Temple. N. B. All are printed with an Elzever Letter,
and in a small Pocket Volume.

Lewis notes the interesting connection between three adver-
risements which appeared in the Spectator in a three-months
period of 1712. March 27, Addison and Steele advertised a
narrative by Caprains Woodes Rogers and Edward Cooke of
their around-the-world voyage in the privateers “Duke” and
“Duchess” of Bristol, accomplished between 1708 and 1711.
The ships stopped at the uninhabited island of Juan Fernandez
and rescued the marooned Alexander Selkirk. Selkirk then
served as mare on the “Dulke,” later Rogers put him aboard a
prize ship as master to sail it back to England. June 17, the
Spectator carried an advertisement announcing the sale at
London auction of some of the plunder the “Duke” and the
“Duchess” had scized from the Spaniards. June 23, the Spec-
tator advertised “A Crusing Voyage round the World, first
to the South Seas, then to the Fast Indies, and homewards by
the Cape of Good Hope . .. A most particular acct of Alex-
ander Sclkirk’s living alone four Years and four Months in an
Island than has hitherto been given,” The book was by
Woodes Rogers.  Defoe turned the Selkirk story into Robin-
son Crusoe in 1719.

Only innocent vanity appears in this Spectator advertise-
ment of Saturday, Scptcml)cr 8, 1711,

All Sorts of Sattin and Perstan Quilted Coots, also Can-
vass Hooped Petticoats, made by the D. of Moncague’s Man-
tua-maker. To be Sold at the Gown shop at the Slgn of the
Hood and Scarf over-against \Vills Coffee-house in Cornhill,
where Gentlemen and Ladies may be fitted with great
Variety of the Nicest Silk Gowns of All Prices, and at very
low rates.
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One may wonder pleasantly about this one of Wednesday,
June 25, 1712,

Lost or Dropt, in or near Mr. Edward Smith’s House, at
Iver near Uxbridge, some time last Week, a Necklace of 2
Rows of Oriental Pearls, about Sixty or Seventy Pearls in
cach Row, the Pearls are of a midling Size and very even. If
offered to be sold or pawn'd, pray stop it and the Party,
and give Notice to Mr. James Puckle, a Notary Publick in
Popes head Alleyv in Cornhill, so as it may be had again, and
vou shall have 5" Guineas for yvour Trouble; or if the Person
that has it will bring or sent it to the same place he shall have
the same Reward, and no Questions ask’d.

This—it was in No, 297 of the Spectator—seems clear
cnough. It was probably very clear and the possibilities
tmllatmg to both advertiser and “Person” advertised to.

A Person in white Cloth Suit, laced with Silver, who handed
two Ladies out of the Box in the Gallery of the Play-house
in Drurv-Lane, on Wednesday last, is desired to come this
Dav, without fail, to the Abby Church in Westminster, be-
twixt 3 and 4 in the Afternoon,

Periodical advertising was dealt a cnpplmg blow in Eng-
land in 1712 when the T()rv government imposed a dual tax
on newspapers and magazines that put many of them abruptly
out of business. A tax of one halfpenny was placed on every
copy sold, and an additional prohibitory tax of one shilling
was placed on every advertisement, long or short. If not
paid within thircty days the tax was tripled. This move by
the government was not made for purposes of raising revenue
but to silence the virulent criticism of the “Grub Street
Journals,” most of them Whig organs or, like the Spectator,
which had eschewed open discussion of politics, Whig con-
trolled.

The Tories were as jubilant as the papers were aghast.
Jonathan Swift, whose Examiner, the chief Tory organ,
lasted only a year (he had written earlxer for Steele’s Tatler),
was dclxghted August 7, 1712, he wrote Stella: “The Ob-
server is fallen; the Aedleys are jumbled together with the
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Flyimg Post; the Exaniner is deadly sick; the Spectator keeps
up and doubles its price; 1 know not how long it will hold.”

The Spectator managed to hold until December 6, 1712,
when it was forced to surrender. Addison alone tried to
revive it two years later, bur, published three times a weck. it
lasted only six months, June 18, 1714 to December 20, 1714.
The rax on periodical advertising was not to be abolished for
141 yecars.

Tax or no tax, London had by 1731 a newspaper which
made it clear in logotype and stated purpose that its chicf
business was adverusing. The Daily Advertiser put it this
way.

Whereas by reasons of the great number of Newspapers daily princed
and that few persons Advertise in more than one of them and that
nonc except the most eminent Coffee-Houses take in all the dailv
Printed Papers, and that few Gentlemen or others who frequent these
Houses read every Paper taken in, the Advertising remains unknown
to great Numbers of Persons to the Prejudice and Inconvenience of
the Advertiser. It is apprehended thar the Publication made by this
Paper will be very general and uscful all the Advertisements being
collected rogether. Persons may readily find out whatever can prop-
cerly: fall under the Denomination of an Advertisement, without
having resource to any other Paper.



Benjamin Franklin,
Adverusing Man—Early

American Advcrtising

JourNALISM AND ADVERTISING were practically coeval in the
American Colonies. The first number of the first successful
newspaper, the Boston News-Letter, April 24, 1704, con-
tained this notice.

Advertisement

This News-Letter is to be continued Weekly, and all Per-
sons who have Houses, Lands, Tenements, Farms, Ships,
Vessels, Goods, Wares or Merchandise, &c to be Sold or
Let; or Servants Run-Away, or Goods Stole or Lost; may
have the same inserted at a Reasonable Rate, from Twelve
Pence to Five Shillings, and not to exceced: Who may agree
with John Campbel, Post-master of Boston.

The solicitation worked. The Boston News-Letter, May
1-8, 1704, carried three entries under the word *“Advertising.”
The industry of a thief, evidently well muscled and willing
to put carnest effort into the pursuit of his profession, was
responsible for one of them.

Lost on 10th of April last off Mr. Shippen’s Wharf in Boston,
Two Iron Anvils, weighing between 120-140 pounds ecach;
Whoever has taken them up, and will bring or give true
intelligence of them to John Campbell, Postmaster, shall have
a sufficient reward.

45
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The second advertisement offered a reward for the capture
of another thief and the return of wearing apparel, men’s,
stolen from the house of James Cooper. The third advertise-
ment was of larger space, and the copy was more detailed.

At Oysterbay on Long Island in the province of New York
there is a very good Fulling Mill to be Let or Sold, as also a
Plantation, having on it a large Brick House, and other good
house by it for a Kitchen & Workhouse, with a Barn, Stable,
&c. a young Orchard and about 20 acres clear Land. The
Mill is to be let with or without the Plantation: Enquire of
Mr. William Bradford Printer in N. York and know further.

Orther advertising followed these evildoer and real estate
notices in the Boston News-Letter, but periodical advertising
in the Colonies was to wait 1n0ther twenty- -five years before
it flowered under the skillful ministrations of the versatile
American genius of the cxghteenth century.

Benjamin Franklin, w1ly, cnergctlc, a showman alwavs, is
generally credited with inventing, f()undmg, or dlqco\'crmg
such disparate enterprises as the University of Pennsylvania,
lxghtmng, the public library system, fire insurance, one of the
country’s first two monthly magazines, prudentn] sagacity,
bifocals, and the United States Post Office. He is also, and
with sufficient reason, hailed as the father, or at least the
patron saint, of American advertising.

Advertising and public relations, especially self-advertis-
ing and publicity, were as natural to Franklin as his curios-
ity, restless intelligence, and practicality. Printer, politician,
philosopher, moralist, scientist, propagandist, Franklin, in all
his roles and on behalf of all his varied activities, was alwavs
the untiring promoter. He put advertising before editorial
in the masthead of the first issue of the Pesmnsylvania Gazette
which, with Hugh Meredith as partner, he bought from his old
employer, Samuel Keimer, and began to publish October 2,
1729: “Philadelphia: Printed by B. Franklin and H. Meredith
at the New Printing Office near the Market, where Advertise-
ments are taken in, and all Persons may be supplied with this
paper at Ten Shillings a Year.”



Early American Advertising 47

Franklin had been a newspaper publisher in Boston when
he was only sixteen years old. As he tells the story in his
Autobiography, his half-brother James, to whom he was
apprenticed at the age of twelve, had started what he described
as the second newspaper in the Colonies, the New England
Courant, in 1720 or 1721, In 1722 James Franklin was jailed
by the speaker of the Massachusetts Assembly for printing
liberal matter offensive to the reigning civil and church
authorities. He was released only on condition that he no
longer publish the Courant. To get around this, James, a
choleric stalwart given to beating his apprentice as well as
berating the theocracy, tore up his half-brother’s indenture
(though he drew up another in secrer) and issued the
Courant under the nominal editorship of B. Franklin.

New York’s public printer, William Bradford, had got
Franklin his first job in Philadelphia, and Franklin had lodged
for a time with the son, Andrew Bradford, public printer in
Philadelphia, but, characteristically, Franklin was not deterred
by sentiment. “My hopes of success,” he wrote, “. . . were
founded on this, that the then only newspaper, printed by
Bradford, was a paltry thing, wretchedly manag’d, no way
entertaining, and yet profitable to him; I therefore thought a
good paper would scarcely fail of good encouragement.”
It worried him a little that Bradford’s Awmerican Weekly
Mercury, started in 1719, “was thought a better distributor
of advertisements than mine, and therefore had many more,”
but Franklin soon changed all that.!

The first issue of the Pemnsylvania Gazette carried an
advertisement for “choice hard soap, very reasonable.” It

! Understandably, the Bradfords resented Franklin and some of his
methods. Though indefatigable self-advertising made Franklin the more
famnous, the elder Bradford, who lived to be 92 years of age, was Pennsyl-
vania's first printer, a fact proudly emblazoned on his marble monument
in the burial grounds of Trinity Church in New York. The inscription
reads in part: “Here lies the Body of Mr. William Bradford, Printer. He
was born in Leceistershire, in Old England, in 1660; and came over to
America in 1682, before the City of Philadelphia was laid out. He was
Printer to this Government [the royal government of New York] for up-
wards of 50 years and being quite worn out with Old age and labour he
teft this mortal state in the lively Hopes of a blessed Immortality.”
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was probably boiled by Franklin’s brothers in Boston. There
was an advertisement for “The Psalims of David, Imitated in
the Language of the New Testament, and apply’d to the
Christian State and Worship by 1. Warts, Y.D.\M., seventh
edition.” Other advertisements listed books, stationery, legal
forms, and the 1730 almanacs of Godfrey and Titan Leeds.?
There were also the inevitable advertisements for the capture
of runaway servants, an advertising staple in the 18th century.
Most prominently displayed was this one:

Run away on the 25th of September past, from Rice Pritchard
of Whiteland in Chester County, a Servant Man named
John Creswell, of a middle stature and Ruddy countenance,
his hair inclining to red; He had on when he went away a
little white Short Wig, an old Hat, Drugget Wastcoat, the
Body lined with Linnen; Coarse Linnen breeches, gray
woollen Stockings, and round toe’d shoes. Whoever shall
secure the said Servant so his Master may have him again,
shall have Three Pounds Reward, and Reasonable Charges
paid by Rice Prichard.

The Pennsylvania Gazette soon had the largest circulation
and the largest advertising volume of any paper in the Col-
onies. An carly biographer, James Parton, wrote almost a
century ago, “I think we must admit . . . chat it was Franklin
who originated the modern system of advertising. It is cer-
tain that he was the first man who used the mighty engine of
publicity, as we use it now.”?

Franklin “advertised everything,” runaway servants, slaves,
sales of goods of many kinds, ships’ sailings, and things he sold
in his own shop: books, paper, ink, quills, Spanish wine, lamp-
black, tea, coffee, chocolate, cheese, cloth, spectacles, com-

2In imitation of the Swift-Partridge hoax of 1708 in London. Franklin
announced the death of this same Titan Leeds in his Poor Richard’s Al-
manac for 1733, The fact upon which Franklin insisted was premature by
five years. Like the modern advertiser, Franklin never encouraged com-
petition.

3 James Parton, Life and Times of Benjamin Franklin (New York:
Mason Brothers, No. 7. Mercer Street [also Chicago, Phila.. London, etc.l,
1864). Parton’s 1864 description of the “modern system of advertising
being a mighty engine of publicity” is perhaps of even greater interest than
his comment on Franklin.
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passes, lumber, scales, and sundries. Shrewdly, Franklin ad-
vised others that it was always better to underestimate the
merit of one’s goods, so that a buyer would later say they
were better than was claimed. Just as shrewdly, he always
kept one- or rwo-line advertisements of his own in type to
fill out columns with reminders of his merchandise.

The Gazette was so successful and profitable that Andrew
Bradford, who besides all his other activities was also Philadel-
phia’s postmaster, ordered his carriers not to deliver the paper
to its subscribers. Franklin bribed the carriers to disregard
Bradford’s orders. He did more. He got himself appointed
publlc prmter for Pcnnsvlmma and, mn 1737, Philadelphia
postimaster. Tnumph.mtlx, the Gazette, October 27, 1737,
announced, “The Post Office of Philadelphia is now kept at
B. Franklin’s in Market Street.” Franklin, though he denied
he did it for other than strictly legal reasons, was now able
to retaliate by keeping Bradford's Mercury out of the mails,
which he did over the ag()m/cd protests of his rival. He
wrote of the postermastership in his Autobiography with
warm satisfaction, “l accepted it readily and found it of great
advantage; for, tho’ the salary was small, it facilitated the
correspondence that improv’d my newspaper, increas’d the
number demanded, as well as the advertisements to be in-
serted, so that it came to afford me a considerable income.”

Publisher, printer, and editor of his paper, Franklin also
wrote most of the copy and the advertisements. His hand is
unmistakable in many of them. Among the advertisements
for lotteries and panaceas in the issue for June 25-30, 1737,
was this one.

Taken out of a pew in the church [Christ Church] some
months since, a Common Prayer Book, bound in red, gilt,
and lettered D. F. [Deborah Franklin] on each cover. The
person who took it is desired to open it and read the eighth
commandment, and afterward to return it to the same pew
again, upon which no further notice will be taken.

Franklin advertised in his own interest more than the
goods he sold in his shop. He dealt profitably in the unex-
pll‘Cd time of indentured servants and occasionally in slaves.
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At various times he advertised: “A servant man’s time for
near three years, to be disp()s'ed of. He is a joiner by trade
and a very good workman.”—“A likely servant maid’s time
for four years to be disposed of. She works well with her
needle.”—“To be sold for her passage. A likely young
woman, well clothed, can sew and do household work. Term
of time as you can agree with her. N. B. Her passage is 8
pounds. Also a breeding Negro woman about twenty years
of age. Can do any houschold work.”—“A likely Ncgro
wench about fifteen years old, has had the smallpox, been in
this country about a year and talks English. Inquire of the
printer hereof.”

In the Gazette for June 17, 1742 Franklin advertised for
the return of a strayed pony belonging to his twelve-year-old
son. Any boy returning the animal would have the privilege
of riding him. In February, 1739, some of Franklin's clothes
were stolen. According to the advertisement in the Gaserte,
February 22 of that year, he had quite a wardrobe. Besides
a partially worn coat, the stolen garments included: “four
fine homcspun shirts, a fine Holland shirt ruffled at the hands,
a pair of black broadcloth breeches, new scated and lined with
leather; two pairs of good worsted stockings, one of a dark
colour and the other a lightish blue, a coarse cambric hand-
kerchief marked with an F in red silk, a new pair of calfskin
shoes.”

Encouraged by the success of the Pennsylvania Gazette,
which by this time was c'lrrvmg four or five pages of adver-
tsing a week, Franklin decided to e\p.md He determined
on publication of a monthly magazine modeled afrer the
Gentlemen’s Magazine of London and announced in the
Ga”ette November 13, 1740, that he would publish a magazine

“in imitation of those in Fngland.” Unfortun.ltcly Andrew
Bradford got wind of Franklin’s intentions before his plans
were fully operative. Hiring away the Philadelphia lawyer,
John Webbe, whom Franklin had selected as editor and who
had then gone to Bradford with information of Franklin's
scheme, Bradford beat Franklin to the strect with the Awerican
Magazine, or a Monthly View of the Political States of the
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British Colonies. Franklin came out three days later, Febru-
ary 16, 1741, with the General Magazine, and Historical
Chronicle, for All the British Plantations in America.

It was in the Gemeral Magazine that Franklin published
one of the most famous of all his advertisements. It was for
his stove or Pennsylvania Fireplace, as he called it, a cast-iron
stove with an open firebox which heated rooms evenly and
cheaply through a new arrangement for draughts. Franklin
stoves are still made and sold.

Fireplaces with small openings cause draughts of cold air to
rush in at every crevice, and 'tis very uncomfortable as well
as dangerous to sit against anyv such crevice. . . . Women,
pardcularly from this cause (as they sit so much in the
house) get cold in the head, rheums and defluxions which
fall into their jaws and gums, and have destroyed carly, many
a fine set of teeth in these northern colonies. Great and
bright fires do also very much contribute to damaging the
eves, dry and shrivel the skin, and bring on early the appear-
ance of old age.

In bringing his newly invented stove to public notice,
Franklin described not the product, but the health, comfort,
and pleasure to be derived from its use. He appealed to
women and their vanity. He frightened readers with what
might happen to them if they did not buy what he had to
sell. Were he alive, Franklin might well find his spiritual
home in the modern advertising agency.

Franklin did more for advertising than write it brightly
and use it effectively and profitably. He defended both ad-
vertising and press freedom in a characteristic piece of writ-
ing that he published in the Pennsylvania Gazette, June 10,
1731.

In the rush of business Franklin had accepted and printed
an advertisement that drew severe public criticism. He was
accused of malicious attack on the clergy. The advertise-
ment itself had been innocent enough. It simply stated that
such and such a ship would sail for the Barbados from such
and such a wharf on a given date and that persons wishing
accommodations for the voyage should make arrangements
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with the ship’s captain. Unfortunately the advertisement
bore a note at the end to which Franklin confessed in his
Apology for Printers he had paid no attention. The note
read: “N. B. No Sea Hens or Black Gowns will be admitted
on Any Terms.”

Franklin began his apology mildly cnough . I request
all who are angry with me on account of printing thmgs they
don’t like, calmly to consider the following partlculars ” 1le
then listed them under twelve heads.

13

1. That the opinions of men are almost as varied as their faces;
an observation general enough to become a common proverb,
So many men, so many minds. . . .

Franklin grew more cloqucnr and pcrsuasnvc as he prog-
ressed: Printers, he said, print the varying opinions of dif -
ferent men as part of their business.

5. Printers are educated in the belief that when men differ in
opinion, both sides ought equally to have the advantage of
being heard by the pubhc and that when truth and error
have fair play, the former is always an overmatch for the latter.
Hence they chearfully serve all contending writers that pav
them well, without regardmg on which side thev are of the
question in dispute N

8. That if all prmters were determined not to print anything till
they were sure it would offend no body, there would be very
lietle printed. .

When he accepted the advertisement which had caused all
the trouble, Franklin said, he did not know what a Sea Hen
was. He professed still not to know. He did know, he con-
fessed, that Black Gowns meant the clcrgy of the Church of
England. “Yet I have that confidence in the generous good
temper of such of them as I know as to be well satisfied such
a trifling mention of their habit gives them no disturbance.”
Besides he had got five shillings for the advertisement, but
“none who are angry with me would have given me so much
to let it alone.” And again besides, he had printed over a
thousand advertisments without mentioning either Sea Hens
or Black Gowns, “and this being a first offence, I have the
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Mmore reason to expect forcgwneqs VWhether he was for-
given or not, B. Franklin, Printer, had no intention of chang-
ing his mind or his ways. e ended An Apology for
Printers with this declaration.

I consider the Variety of Humours among Men, and despair
of p]casmg every Bod\ vet | shall not therefor leave off
prmtmg I shall continue myv business. I shall not burn my
Press and melt my leteers.

Twenty-five years later, Franklin’s skill as a special pleader
sccured important governmental concessions for American
advertising. The Stamp Tax on periodicals and on advertise-
ments levied in England in 1712 was put into force in the
American Colonies in 1765. The move caused instant oppo-
sition.  Newspapers appeared in mourning bands. Fifty-five
articles in all were subject to tax which was imposed on
all papers, from a bill of lading to a college diploma. The
tax on each advertisement was two shillings. Initial oppo-
sition grew to violent resistance throughout the Colonies.
Franklin saw the Stamp Tax as “the mother of mischief.”
Sent to England by the Pennsylvania Assembly on other
governmental matters, he lmmedlatelv became Gpol\eqm'm and
propagandnst for all the Colonies against the Stamp Tax.

He got F.dmund Burke, Pitt, and other influential poli-
ticians on his side against Girenville, whose government had
invoked enforcement of the act in the Colonies. Franklin
was summoned to appear before Commons to testify and an-
swer questions about the issue. For ten days of Febrmrv.
1766, he answered or parried with all his dialetic skill, pre-
senting the case for the Colonies so successfully that the
House moved for repeal on the 21st of the month. The
motion was carricd in the House of Lords, royal assent was
given March 8, and in the American Colonies advemsmg was
freed from restrictions that were enforced in England itself
all through the firse half of the next century.

Bcn]'lmm Franklin appears at least once more as a force in
early American advertising. Again his advertising was suc-
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cessful, though it was a deal on which in the end—it must
have been one of the very few times—Franklin lost money.

In one or another of his political roles, Franklin visited the
headquarters of General Edward Braddock in Frederick,
Maryland, when the British forces were encamped there get-
ting ready to move against the French and Indians. Franklin
found Braddock immobilized for lack of transport, though
the British were scouring Virginia and Maryland for wagons.
Braddock asked Franklin to use his influence to procure what
he could in Pennsylvania. As soon as he got back to his own
state, Franklin published this advertisement.

Lancaster, April 26, 1755

WHEREAS, one hundred and fiftv waggons, with four
horses to each waggon and fifteen hundred saddle or pack
horses, are wanted for the service of his majesty’s forces
now about to rendezvous at Will’s Creek, and his excellency
General Braddock having been pleased to empower me to
contract for the hire of the same, 1 hereby give notice that
I shall attend for that purpose at Lancaster from this day to
next Wednesday evening, and at York from next Thursday
morning till Friday evening, where I shall be ready to agree
for waggons and teams, or single horses on the following
terms . . .

Derailed terms followed at some length, the advertisement
ending with a “Note—My son, William Franklin, is em-
powered to enter into like contracts with any person in Cum-
berland County. B. Franklin.”

As a result of this advertising, Franklin had 150 wagons
and 259 horses on the march for Braddock’s camp within two
weeks. When Braddock’s troops were ambushed and wiped
out ninc miles from Fort Duquesne, their objective, “The
waggoners,” Franklin reports in his Autobiography, “took
each a horse out of his team and scamper’d; their example
was immediately follow’d by others; so that all the waggons,
provisions, artillery, and stores were left to the enemy.”
Though he tried persistently in later years, Franklin was
never able to obtain recompense from the English War Office
for his losses in the venture.



In New England, as in England, birds and beasts made popular tavern signs.
This spindly federal eagle screamed in Providence, 1808. (Bettman Archive)



This handsome cigar store Indian, said to have inspired lines by Longfellow,
stands now in the offices of The American Tobacco Company in New York City.
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Uninhibited and unencumbered by government regulation,
thanks to Franklin’s efforts, adverusing was able to go its
ways freely in the Colonies, and it went into some strangc
byways. The names of other well-known figures of the time
appear in many of them. In one advertisement one of the
most colorful and romantic of them all appears in somewhat
less romantic connection. This was Paul Revere, whose ride
from Charlestown to Lexington to arouse the Minutemen on
the night of April 18, 1775, Longfellow celebrated in a poem
that has become part of American folklore.* Revere, finc
silversmith, engraver, who designed both the first official seal
for the Colonies and the seal sull used by the Commonwealth
of Massachusetts, leader of the mechanics of Boston in polit-
ical and physical activity against the British, did other things
as well. e manufactured gunpowder and made cannon.
He also made false teeth. It was the last he advertised in the
Boston Gazette, December 19, 1768.
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WHIEREAS many Persons are so unfortunate as to lose
their Fore-Teeth by Accident, and otherways, to their great
detriment, not only in Looks, but speaking both in Public
and Private:—This is to inform all such, that they may have
them re-placed with artificial Ones that looks as well as the
Natural, & answers the Fnd of Speaking to all Intents, by
PAUIL REVERFE, Goldsmith, near the Head of Dr. Clarke’s
W harf, Boston.

**  All Persons who have had false Teeth fixt by Ar.
John Baker, Surgeon-Dentist, and they have got loose (as
they will in Time) may have them fastened by the above,
who learnt the Method of fixing them from Mr. Baker.®
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Revere's was a straightforward request for business. Some
vendors in the vicinity of Boston were rather more devious

1 8till another Revere, a lonely ancient walking the Boston streets in the
Revolutionary garb he never relinquished, appears in Oliver Wendell
Holmes’ “The Last Leaf.”

5 Revere's claims were modest. In Philadelphia in 1784 a dentist adver-
tised that he could transplant teeth, claiming 123 successful transplantings
in six months. He offered to buy teeth for two guineas cach from “persons
disposed to sell their front teeth or any of them.”
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in their merchandising. The ingenious among them hit on a
promotion approach that was evidently too successful for the
taste of their competitors in the city. This advertisement, so
charged with hurt disbelief, indignation, and a few well-
chosen threats that it flooded over into a postscript, appeared
in the Boston Gazette February 13, 1760.

WHEREAS sundry evil minded Persons in some of the
neighboring Towns, to discourage the Market-People com-
ing into this Town with their Provisions, and that they may
have an Opportunity to purchase at low Rates, and sell them
here at an exorbitant Price, have industriously reported that
the Small-Pox for some Tune past has been in this Town,
and now prevails here:

THESE are to Inform the Public, that for near two Years
past, there has been only one Person taken down in this
Town with the Small-Pox, which is upwards of a Month
past, who upon discovery of it was immediately removed to
the Hospital, and there died, and no other Person has had i,
or any Symptoms of it since.—That Yesterday there was a
general Visitation of the Town by the Justices of the Peace,
Selectmen and Overseers of the Poor, and upon their Report
last Evening of the State and Circumstances of the Inhabi-
tants, |1 hereby Certifv that there is not an Infectious Dis-
temper of any Sort, known to be in Town.—And as the
above false Reports have been Propagated to the grear Preju-
dice of this Town by those who emplov themselves in En-
grossing Provisions and Forestalling the Market, (many of
whom are known to the Selectmen:) They are hereby par-
ticularly Notified, That unless they desist from such wicked
and abusive Practices, thev will be prosecuted on the Act of
the Province, for making and publishing such Lyes and false
Reports.—By Order of the Selectmen,

Fzekiel Goldthwait, Town Clerk.

Many Country-People have imagined by seeing Silks hang-
ing on Poles, that the Small-Pox is in such Houses; but their
Surmises are entirelv groundless, they being hung out at the
Silk Dyers for drying,

It 1s insinuated in this advertisement that the spiritual con-
dition of Boston was not all it should have been in the Bay

Colony.



Early American Advertising 57

THIS DAY PUBLISHED,
An ADDRESS to
Persons of FASHION,
Concerning frequenting of

Plays, Balls, Assemblies, Card- Tables, &c.
In which is introduced the Character of

LUCINDA.

Printed & Sold by W. McAlpine, in Marlboro'-street.
** A Pamphlct worthy the serious Attention  of
every Christian, cspcuall\ at a Time when Vice and
Immorahtv seems to have an Ascendency over Religion,
and the Prince of the Power of the Air reigns with
almost an uncontrolled Restraine.®

One reason for the Ascendency of Vice and lmm()mlltv 1S
indicated in another Boston Gazette advertisement. This in-
vitation was extended September 22, 1767.

Goods exchanged for New England rum.

Barbados Rum, Russia Duck,
and Sugars by the Pitch, Tar,
Hogshecad or Barrel, and
Bohea Tea, Cordage.
Cotton Wool by the Long & short Pipes.
Bag, Sole Leather.
New Flour, Fnglish Sceel.
Indigo. With,

Dumb FISH.

A General Assortment of English Goods and
Hard Ware.

Many of the above Articles will be Exchang'd for
New England Rum,

By Samuel Allyne Otis,
At Store No. '3, South-Side of the Town-Dock.

8 Boston Gazette, May 21, 1767. Quored by Henry M. Brooks in Quaint
and Curious Advertisements (Boston: Tichknor and Co., 1886).
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Morality, politics, revolutionary sentiment, and the right
touch of vindictiveness all appear in a Boston Chronicle ad-
vertisement of March 1, 1770.

STOLEN,

From the side of the house, belonging to Richard
Silvester, now the Sign of the

BROKEN POST,

Newbury Street, Boston, about half an hour past one o’clock
in the morning of the 24th ult. A Black and White Horse,
with a Bridle, without a Saddle—The Persons concerned
in this Frolick, who were seen and known, are desired to re-
place the said Horse, in the manner and form they found
him. And itis hoped, as he is a voung creature, they will not
corupt his morals, by teaching him any of their tricks, but
return him soon, as the owner will not allow any thing for
his keeping.

N. B. If he should bite or kick any that have him in pos-
session; his former master now declares, he will not be an-
swerable for the damages—He was not imported from
I'ngland, but manufactured in this land of liberty.

Query. Whether the persons who knocked at said Sil-
vester's door, past three o'clock the same morning, in their
return home, and cried THIEVES, were not accomplices in
this glorious exploit.

Government use of advertising during wartime may be
said to have started during the Revolution with broadsides
issued to tempt men into the armed services. In 1776 the
Continental Congress issued a broadside advertisement offer-
ing twenty dollars, a suit of clothes, and one hundred acres
of land to those who would sign up to serve until the end of
the war.

Another crudely printed poster advertisement with the
headline “TAKE NOTICE” in large blackletter capitals,
was distributed by Congress for use throughout the Colonies.
Blank spaces were left for the dates, place, and the names of
the recruiting officers in an appeal which did nothing to
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minimize the delights and rewards of volunteering., It was
addressed:

TO ALL BRAVE, HEALTHY, ABLE-BODIED, AND WELL
DISPOSED YOUNG MEN

In this neighbourhood, who have any inclination
to join the Troops now raising under

GFORGE WASHINGTON
for the defence of the
LIBERTIES AND INDEPENDENCE

of the United Srates
against the hostile designs of
foreign encmies

The illustrations beneath this address show a cockaded
soldier in knee breeches going through the prescribed four-
teen p(mtmns of the manual of arms. This text follows the
illustrations in one example.

THAT tuesday, Wednesday, Thursday, friday and Sat-
urday at Sp()ts\\ood in Middlesex Lieutenant Rccrumnq
with his music and recruiting party [mdeuphcmble] in the
name of Major Shutes Bartralion of the Ilth regiment of
infantry, commanded by Lieutentant Colonel Aaron Ogden
for the purpose of receiving the enrollment of such \outh
of spirit as may be w 1lhng to enter into this HONOUR-
ABLF. service.

The ENCOURAGEMENT ar this time to enlist, is truly
liberal and generous, namely a bounty of twelve dollars, an
annual and fully sufficient’ supply of good and handsome
Ll()athmg, a dmlv allowance of large and ample ration of
provisions, t()gcthcr with SIXTY dollars a vear in GOLD
and SILVER money on account of pay, the whole of which
the soldier may hv up for himself and friends, as all articles
proper to his subsistence and comfort are provided by law,
without any expence to him.

Those who may favour this recruiting party w ith their at-
tendance as above, will have an opportunity of hearing and
seeing in a more particular manner, the great ad\anchs
which these brave men will have, who shall embrace this
opportunity of spending a few happy vears in viewing the
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different parts of this beautiful continent, in the honourable
and truly respectable character of a soldier, after which he
may, if he pleases return home to his friends, with his
pockets FULL of money and his head covered with laurels.

GOD SAVE THE UNITED STATES

In 1777 a similar broadside was issued to recruit men for
naval service under John Paul Jones.

Any gentlemen volunteers who have a mind to make
an agreeable vovage in this pleasant secason of the
vear, may by entering on board the Ship Ranger
Meet with every civility they can possibly expect,
and for a further encouragement depend on the first
opportunity being embraced to award each one
agreeable to his merits.

Both before and after the Revolution fought to guarantec
cveryone freedom to pursuc his own happiness (capture was
never guarantced) there was a brisk and profitable trade in
human flesh, color immaterial. Headlined as “Bargains” in
the Pennsylvania Chronicle and Universal Advertiser, Mon-
day, March 2 to Monday, March 9, 1767, were these two
attractions,

TO BE SOLD
A LIKELY DUTCH BOY, who has upwards of

four Years to serve. Inquire of the Printer hereof.

A LIKELY, young Negro \Wench who has had
both the small-pox and measles; she is about ninetcen
or twenty vears of age, is verv strong, and is fit for
country business; She is to be sold for no other faule
only she wants to be married . . .

In the same column was advertised “All for Love; or, The
World Well Lost.” Dryden’s play was running at the New
Theatre in Southwark,

Chronicle advertisements offered four dollars reward for
the return of a stolen kettle and opportunity with a merchant
for an apprentice of about fourteen years of age “who can
write tolerably well.” Paul Fooks, “appt’d by His Honour
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the Governor as Notary and Tarbellion Public” swore he
would observe secrecy and prudence in writing business let-
ters and contracts in either French or Spanish. The Bellsize
Arabian, posed in a crude woodcut, was at stud. The fee to
cover a mare was four dollars and a dollar to the groom.

In the Chromnicle for October 12-17, 1768, lohn Townsend
advertised in almost a full column of atrocious doggerel for
the return of a runaway servant. The ingrate was EFnglish
and a barber. An advertisement in the Pennsylzania Packet
of the General Adwvertiser, January 2, 1781, offered a huge
reward for the return of a runaway slave. The reward, head-
lined, was “One Thousand Pounds Continental; or Twelve
or Twenty-four Pounds Hard Money.” The speculator could
take his choice.

A wholesale lot of “likely”—it seems to have been the
‘ldvermmg cliché of the d‘lv—human merchandise was made
available in 1768. No false social or professional distinctions
were made in announcing the sale in the Maryland Gazette;

, The Baltimore Advertiser for May 30th of that vear.

Men and W owmen Servants
JUST ARRIVED

In the Ship PACA, Robert Caulfield, Master in five
weeks from Belfast and Cork. a number of healthy
Men and Women SERVANTS. Among them are
several valuable tradesmen, viz. Carpenters, Shoe-
makers, Coopers, Gardeners, Blacksmiths, Sray-
makers, Bookbinders, Clothiers, Diers, Butchers,
Schoolmasters, Millwrights, and Labourers—Their
indentures are to be disposed of by the Subscribers.

BROW'N and MARIS
William Wilson

The patience of purchasers was often sorely tried by the
restlessness of their property. John Cochran must have real-
ized that he was dealing with an incorrigible, a proven juve-
nile delinquent of the day. His advertsment for the return
of a runaway ten- year—()ld apprentice offered no staggering
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reward. For his return or his being thrown into any gaol
he would pay one cent and no charges.

Eighteenth-century newspaper advertising reflected some
nicer things, though sometimes these were imperfect too. A
Boston dancing master showed a touch of the same impatience
felt by Mr. Cochran, but, of course, he minded his manners
better. It was delinquent parents at whom he aimed an ad-
vertisement of March 29, 1788.

DANCING ACADEMY
CONCERT-HALL

Mr. Turner informs the Ladies and Gentlemen in
town and country that he has reduced his price for
teaching, from Six Dollars entrance to One Guinea,
And from Four Dollars per month to Three. Those
L.adies and Gentlemen who propose sending their
children to be taught, will notice, that no books will
be kept, as Mr. T. has suffered much by booking.
The pupils must pay monthly, if they are desirous
the School should continue.

Sundry articles and services of many kinds were advertised
in the newspapers of the Colonies in the cighteenth century:
ships, for sale or to sail on, windows set in lead, brass skillets
and table silver, land, houses, servants, slaves, books, jewelry,
groceries, soap, candles, carriages, hats, liquors, sextants and
compasses, wigs, umbrellas, walking sticks, whalebones,
Bibles. There were always rewards offered for the capture
of thieves and the return of stolen goods. Doctors, dentists,
bootblacks, hatters, and publicans offered their services. Legit-
imate entertainment may have been hard to come by. There
were a profusion of advertisements of the exhibitions of
animals, for “A large Baboon, which is allowed to be the
most curious Animal of its kind, ever seen in America. A
Porcupine. Bear, Rackoon and Rabbit, which are also ve
great curiosities.”; for “A Beautiful Moose”; for “A beauti-
ful African Lion”; for “Tur Cassowary, A Bird from the
Fast Indies. Its height is 5 feet, weighs near 100 pounds;
it will eac half a peck of apples at a meal, swallowing whole
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cggs, also stones and apples as large as eggs, and jumps to a
height,—Goldsmith says . . . it has the head of a Warrior,
the cye of a Lion, the defence of a Porcupine, and the swift-
ness of a Courser.”

Two Camers were advertised in the Salemr Alercury,
August 4, 1789, as on exhibition. They were billed as “being
the greatest natural curiosity ever cxhibited to the publick
on this continent.” Soon Salem had an even greater marvel.
May 4, 1798, the Salem Gazette announced:

For ten davs only.
MR. PINCHBECK .

RESPECTIULLY informs the Inhabitants of
SALEM, that he has just arrived in this town
with that great natural curiosity, the

PIG OF KNOWLEDGE,

And flatters himself, after exhibiting before the Presi-
dent of the United States with unbounded ap-
plause, and in every principal City of the
Union, to have the honour of grari-
fving such Ladies and Gentle-
men in this place, as may
favour him with their
Company.

This extraordinary Animal will actually perform the follow-
ing surprising particulars, viz.

He reads print or writing, spells, tells the time of day,
both the hours and minutes, by anv person’s watch in the
company, the date of the vear, the day of the month, dis-
tinguishes colours, how many persons therc arc present,
ladics or gentlemen, and to the astonishment of every spec-
tator, will answer any question in the four first rules of
Arithmetick. To conclude, any lLady or Gentleman may
draw a card from a pack, and keep it concealed, and the
PIG without hesitation will discover the card when drawn.

Those who doubt the truth of the above are informed
in case it don’t answer everv cxpectation the advertisement
can excite, and prove a real li\'ing Animal, shall have the
Money returned, or be at liberty to pay after they have
convinced themselves by seeing him perform.
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To be seen in a convenient room under the western side
of Concert-Hall, Market-Street. '

Admittance, for grown persons, one Quarter of a Dol-
lar—Children half price.

N. B. Sterict actention paid to keep the place fit for the
reception of Ladies.

Sometimes a man, if he really extends himself, can be even
more entertaining than a pig. This one promised to go all
out.

THOMAS TOUCHWOOD, GENT.,

Proposes, on the last day of the present month, to shoot
himself by subscription. His life being of no farther use to
himself or his friends, he takes this method of endcavoring
to turn his death to some account; and the novelty of the
performance, he hopes, will merit the attention and patron-
age of the publick.

He will perform with two pistols, the first shot to be
directed through his abdomen, to which will be added an-
other through his brain, the whole to conclude with stagger-
ing convulsions, grinning, &c., in a manner never before
publickly attempred.

The doors to be opened at eight, and the exhibition to
begin precisely at nine. Particular places, for that night
only, reserved for the ladies. No money to be returned, nor
half price taken. Vivant Rex et Regina.

N. B. Beware of counterfeits and impostors—The person
who advertises to hang himself the same night, in opposition
to Mr. Touchwood, is a taylor, who intends only to give the
representation of death by dancing in a collar, an atcempt
infinitely inferior to Mr. T.s original and authentic per-
formance.”

Subject matter and tone of an advertisement in the
Providence Gazette as the eighteenth century drew near a
close were much more serious. Some young women in the
domestic labor force scemed unaware of their proper duties
and demeanor. The situation had become serious cnough to

7 Quoted by Brooks, op. cit., p. 110, who atributes it merely to a Boston

paper of 1789 as copied from a late London paper. “It was probably de-
signed as a ‘take-off’ to some of the humbugs of the day.”
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warrant the expenditure of a considerable sum of moncy to
relieve it. October 14, 1796, bearing its own evidence of the
convictions and serious thought which had gone into its
comp()smon this advertisement was prmted

Messrs. Printers,
You will oblige a number of your customers, by publishing
the following advertisement in the nexc Gazette.

Five Hundred Dollars Reward.

Was mislaid, or taken away by mistake (soon afcer the
formation of the Abolition of Sla\cr\' Society) from the
Servant Girls of this town, all inclination to do any kind of
work;—and left in licu thercof, an impudent appearance, 2a
strong and continued thirst for high wages, a gossiping dis-
position for all sorts of amusement, a leering and hankering
after persons of the other sex, a desire of finery and fashion,
a never ceasing trot after new places more advantageous for
stealing—\\ith number of contingent accomplishments that
do not suit the wearers. Now if anv person or persons will
restore to the owners that dcgrcc of Honesty and Industry,
which has been for some time missing, he or they shall re-
ceive the reward of Five Hundred Dollars, desire the warm-
est blessings of many abused and insulted.

HOUSEHOLDEIRS.

Colonial newspaper advertising was informed by briskness
and vitality. It spoke not only of the busyness of small
enterprise, “the practlcal considerations of merchants and the
purveyors of services, but also of the feelings, beliefs, and
prcjudiceq of people in New England and the Middle Col-
onies. The devious ways of free publicity had not yet been
perfected. Men announced their attitudes and opinions in
pald advertising. Public rclations had not yet taught the
importance of moving softly. These advertisers saild what
they meant and meant what they said.

Morality was freer in New kngland than it had been in
the days of Cotton Mather, and Jonathan Edwards cricd out
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in vain from the wilderness of Northampton and Stock-
bridge; or clse most advertising was written and inserted by
the completcly unregenerate for the delectation of their
fellows.

Men and women were thirsty in the Colonies. Adver-
tisements offered them rum. They were hungry for enter-
tainment. Advertisements proffered wild beasts and clowns.
People danced, stole, drank, and went to war. Merchants
used foul means of competition. Men and women lost their
teeth and wanted new ones, as much for cosmetic as for
practical purposes. Goods of colonial manufacture were
often poor. Advertisements showed that products of English
make were prized for their better quality. A militant patriot-
ism showed in some of the advertisements and an independ-
ence of spirit even in advertisements where no political
reference was intended. Some advertisements displayed wit,
but more of them a crude humor, sometimes a frontier cruclty.
Orthers showed avarice and credulity in equal parts. Human-
itarianism had not developed to the point where it interfered
seriously with the profitable buying and selling of slaves or
the time of the indentured.

Advertisements, many of them, were conversational, even
colloquial. It was as if the neighborhood had simply got too
big for a man to be able to talk to everyone he wished and
was forced to use printed advertising as a substitute.

It is hardly surprising to find that Benjamin Franklin was
an indcfatigal)lc advertiser, a skilled copywriter, and a pro-
ponent and defender of advertising in idea and practice. It
1s more difficult to visualize the austere George VWashington
as both an advertiser and a deliberate purchaser of advertised
products. It is of record that he was both.

Washingron inserted this advertisement in the Alaryland
Advocate and Conmnercial Advertiser for July 15, 1773, and
in the Pennsylvania Gazette during September of the same
year in an attempt to draw settlers to his Western lands.
The advertisement was dignified, almost legalistic in its open-
ing paragraph, then restrained in its claims as the advertiser
described the advantages of his proposal.
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Mount Vernon in Virginia, July 15, 1773

The subscriber having obtained patents for upwards of TWENTY
THOUSAND acres of Land in the Obio and Grand Kanbawa (Ten
Thousand of which are situated on the banks of the firse-mentioned
river, beeween the mouths of the two Kanhawas and the renmainder
on the Grear Kanbhawa or New River, from the mouth or ncar it,
upwards in one continued survev) proposcs to divide the same into
any sized tenements that mav be desired, and lease them upon moder-
ate terms, allowing a reasonable number of vears rent free, provided
within the space of two years from next October three acres for
every fiftv contained in each lot, and proportionately for a less quan-
titv, shall be cleared, fenced, and tilled; and that by or before the
time limited for the commencement of the first rent, five acres for
cvery hundred, and pr()p()rti()natcl_\' as above, shall be enclosed and
laid down in good grass for meadow; and morcover that at least fifty
good fruit trees for every like quantity of land shall be planted on the
premises. Any persons inclined to settle on these lands may be more
fullv informed of the terms by applving to the subscriber, near
Alexandria, or in his absence to Mr. LUND WASHINGTON, and
would do well in communicating their intentions before the Ist of
October next, in order that a sufficient number of lots may be laid
off to answer the demand.

As these lands are among the first which have been surveved in
the part of the country they lie in, it is amost needless to premise that
none can exceed them in luxuriance of soil or convenience of situa-
tion, all of them lving upon the banks either of the Ohio or Kanhawa
and abounding with fine fish and wild fowl of various kinds, also in
most excellent meadows, many of which (by the bountiful hand of
nature) are, in their present state, almost fit for the scvthe.

From every part of these lands warter carriage is now had to Fore
Pitt, by an easy communication, and from Fort Pitt, up the Mononga-
hela to Redstone, vessels of convenient burden, may and do pass con-
tinually; from whence, by means of Cheat River and other navigable
branches of the Monongahela, it is thoughe the portage to Pow-
towmack may, and will, be reduced within the compass of a few
miles, to the great ease and convenience of the settlers in transporting
the produce of their lands to market.

To which may be added that, as patents have now actually passed
the scals for the several tracts here offered to be leased, sertlers on
them may cultivate and enjoy the lands in peace and safety, notwith-
standing the unsettdled counsels respecting a new colony on the Ohio;
and, as no right money is to be paid for these lands, and quitrent of
two shillings sterling a hundred demandable some years hence only,
it is highly presumable that they will always be held upon a more
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desirable footing than where both these are laid on with a very heavy
hand.

And it may not be amiss further to observe that if the scheme for
establishing a new government on the Ohio, in the manner talked of,
should ever be effected, these must be among the most valuable
lands in it, not only on account of the goodness of the soil and the
other advantages above enumerated but from their contiguity to the
seat of government, which more than probably will be fixed at the
mouth of the Great Kanhawa.

George Washingrons

\Washington’s advertisement drew some response at the
time, but he was not successful as a land devcloper. When
ten vears later, in the interval between his services as Com-
mander-in-Chief and assuming the Presidency, he visited his
WWestern lands, he found that squatters had settled on them

Americans !
Enconrage your own Mgnufafiories,
and they will Improve.
Lapiks, fave your RAGS.

S the Subfcribers have it

in contemplation to ereft a PA-
PER-MILL in Dealton, the enfuing
fpring ; and the bufinefs being very ben-
eficial to the community at large, they
flatter themfelves that they fhall meet with
dueencouragement. And that every wo-
man, who has the good of Rer country,
and the intereft of her own family at
heart, wiil patronize them, by faving her
rags, and fending them to their Manu-
fattory, or to the neareft Storekeeper~e
for which the Subfcribers will give a gena
erous price,

HENRY WISWALL,
ZENAS CRANE,
OHN WILLARD.
Woreeflsr, Feb, 8, 1301,

First advertisement of Crane & Co., maker of all paper for U.S.
Treasury currency and bonds and for some twenty other nations.

8 The Writings of George Washington, from the Original Manuscr.ipt
Sources. I'd. John C. Fitzpatrick (Washington: U.S. Government Printing
Office, 1931), 111, 144-46.
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and that, ignoring his patents, land agents were selling his
acreagc.

Washington as convinced by an advertisement appears in
a letter of January 29, 1789 to Major General Henry Knox
in New York.

Mount Vernon,
My Dear Sir:

Having learnt from an Advertisement in the New York Daily
Advertiser, that there were superfine American Broad Cloths to be
sold at No. 44 in Water Strect; I have ventured to trouble vou with
the Commission of purchasing enough to make me a suit of cloaths.
As to the colour, I shall leave it altogether to your taste; only observ-
ing that if the dye should not appear to be well fixt & clear, or if the
cloth should not really be very fine, then (in my judgment) some
colour mixed in grain mlght be preferable to an indifferent (stained)
dye. I shall have occasion to trouble vou for nothing but the cloth
& twist to make the button holes.

If these articles can be procured and forwarded in a package by
the stage in any short time vour attention will be gratefully acknowl-
edged. Mrs. Washington would be cqually thankful to vou for pur-
chasing for her use as much of what is called (in the Advertisement)
London Smoke as will make her a riding habit. If the choice of these
clothes should have been disposed of in New York where could they
be had from Hartford in Connecticut where I perceive a Manu-
factory of them is established? WWith every sentiment of sincere
friendship

I am always Affectionately Yrs.,
G. Washingron.

Washington may have had morc in mind than simply
obraining the superfine American Broad Cloths and London
Smoke. He was anxious to encourage native American n-
dustry. In 1789 he visited the Hartford Woolen Manufac-
tory, which was operated by Jeremiah Wadsworth, who had
been Commissary General of the Continental Army, and
ordered cnough ‘cloth called * lwcrlastmg for breeches for
his male servants. A news item in the Hampshire Gazette,
January 20, 1790, said proudly: “President VWashington—
when he addressed the two houses of Congress on the 8th
instant, was dressed in a crow coloured suit of clothes of
American manufacture:—This clegant fabric was from the
manufactory in Hartford.”



Dr. Johnson, the Times,
and Mathew Carey—
Eighteenth-Century
England

THE Tax 1Mposep in 1712 hurt and hindered the progress of
advertising in England, but the wound was not mortal. News-
paper and periodical advertising was slowed, not stopped.
QOutdoor advertising, untaxed, burgeoned. It would have
developed anyway. Only the educated upper classes could
and did read. The rest of the market still had to be reached
by signs, shouts, and displays. Periodical nd\'ertising gradu-
ally recovered momentum. Adverrtising was necessary, and
the advertiser absorbed the extra cost.

Soon the papers were rife again with thousands of cight-
ccnth-century advertisements E)r silks, satins, wigs, razors,
razor strops, servants, and slaves; for staples and delicacies,
books, plays, and always for panaceas, clixirs, cures, and cure-
alls. Quacks and charlatans sounded fanfares of themselves
and flailed at their competitors. There were advertisements
for goods and services commonplace or unusual; advertise-
ments for rubbish of a hundred kinds and for still different
trash of as many more.

The tax on advertisements did not deter the really serious.
It was no obstacle at all to gallants who fell in love at first
sight or to those, somewhat less gallant, who, with the same

70
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basic desires but rather less parade of sentiment, advertised to
arrange assignations. This, one of many, is notable for its
blend of acute observation, circumspect approach, and the
clegance which does not hide the writer’s ardor. It seems
worth quoting both for its own sake and for Sampson’s
philosophic comment. It appeared in the General Adwver-
tiser in mid-century, probably 1752.

A TALL, well-fashion’d, handsome young woman, about
cighteen with a fine bloom in her countenance, a cast in one
of her eyes, scarcely discernable; a well-turned nose, and
dark-brown uncurled hair flowing about her neck, which
seemed to be newly cut; walked last new year’s day about
three o’clock in the afternoon, pretty fast through Long acre,
and near the turn into Drury Lane met a young gentleman,
wrapped up in a blue roccelo cloak, whom she look'd art
steadfastly; He believes he had formerly the pleasure of her
acquaintance: If she will send a line directed to H. S, Esq.
to be left at the bar of the Prince of Orange Coffechouse, the
corner of Pall Mall, intimating where she can be spoken with,
she will be inform'd of something greatly to her advantage.
She walked in a dark coloured undressed gown, black hat
and capuchin; a low, middle-aged woman, plainly dressed,
and a foorman following close behind, seemed to attend her.

“It is to be presumed,” Samson remarked, “that the hair
and not the neck, 1s referred to as being newly cut, though
at this distance of date it certainly does not matter much
which, except for the purpose of discovering probable fresh
peculiarities among our very peculiar ancestors.”

Another mid-eighteenth-century advertisement proved, if
it has ever been doubted, the truth that “advertising pays.”
At least it proved the effectiveness of advertising and that one
of advertising’s chief assets is always human credulity.

The Duke of Montague, Lord Portman, the Earl of
Chesterfield, and a few other noblemen were amusedly dis-
cussing the gullibility of the populace. Montague was con-
vinced that he could fill a London playhouse simply by
advertising the most impossible thing in the world. He was
so convinced that he offered to lay a wager on it. Chester-

! Sampson, op. cit., p. 194.
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field was willing He said no one would believe it if a man
said he would jump into a quart bottle.

The f()ll()wmg advertisement appeared in several London
papers the first week of January, 1749:

At the New Theatre in the Hay marker, on Monday next,
the 12th instant, is to be seen a Person who performs the
several most surprising things following, viz.—1st. He takes
a common walking Cane from any of the Spectators, and
thereon plays the music of every Instrument now in use, and
likewise sings to surprising perfection.—2dly. He presents
vou with a common Wine Bottle, which any of the Spec-
tators may first examine; this Botdle is placed on a Table
in the middle of the Stage, and he (without any C(]ul\()CJ-
n(m) goes into it, in the sight of all the Spectators, and smgs
in it; during his stay in the bottle, any Person may handle 1t,
and see plainl\ that it does not exceed a common Tavern
Bottle.—Those on the Stage, or in the Boxes, may come in
masked habits (if agreeable to them); and the Performer, if
desired, will inform them who they are.—Stage, 7s. 7d.
Boxes, §s, Pit, 3s. Gallery, 2s. Tickets to be had at the
Theatre: To begin at half an hour after six o’clock. The
performance continues about two hours and a half.

Note—If any Gentlemen or Ladies (after the above Per-
formance) either single or in company, in or out of mask, is
desirous of sceing a representation of any deceased Person,
such as Husband or Wife, Sister or Brother, or any intimate
Friend of either sex, upon making a gratuity to the per-
former, shall be gratified by seeing and conversing with them
for some minutes, as if alive; likewise, if desired, he will tell
vou vour most secret thoughts in vour past Life, and give
vou 2 full view of persons who have injured vou, either dead
or alive. For those Gentlemen or Ladies who are desirous
of seeing this last part, there is a private Room provided.

These performances have been seen by most of the
crowned Heads of Asia, Africa, and Europe, and never
appeared public anywhere but once; but will wait upon any
at their Houses, and perform as above for five Pounds each
time. A proper guard is appointed to prevent disorder.

At half an hour after six o’clock on Monday the 12th
inst. the Haymarket was jammed and the crowd growing
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impartient. The catcalls and stamping from the gallery grew
louder. Flirtatious ladies in masks twitched their fans nerv-
ously. Scented dandies fiddled with their swords. Gentle-
men on stage tried to look disdainfuly imperturbable, but
they too were getring restless. Finally an agent of one of
the noble plotters appeared onstage and promised that if the
performer, who seemed to be detained, did not appear within
fiftecen minutes, all entrance money would be refunded. A
disapproving roar went up. The threats and laughter grew
cven louder. A man in the gallery shouted that for twice the
money he would jump into a pint bottle.

That did it. The audience arose en masse. \While ladies
and gentlemen rushed shouting and screaming for the doors,
those who were really annoyed or simply pleased with the
idea began to tear up the benches. Others leaped to help
them. Delighted with their efforts, they tore loose ev ervthmg
clse that would give way before combined assault. Wigs,
hats, swords, gloves, and dresses were lost in the magnificent
confusion. Smashed benches and splintered woodwork were
lugged out of the mob-gutted theatre, and a huge bonfire was
built outside. The theatre curtain was ripped down, tied to a
pole, and marched gloriously down the street.

A day or two later the Duke of Cumberland advertised
for his sword, lost in the melée. An answering advertisement
appeared immediately. The sword had been found “en-
tangled in the slit of a Lady’s demolished smock Petticoat . .
supposed to have been stolen fromn the plump side of a Great
General, in his precipitate retreat from the Battle of Bottle-
Noodles.” An N.B. to the advertisement said that nothing it
contained was true.

Possibly it was advertisements such as these, probably
it was the more prosaic run of general advertising, that led
Samuel Johnson to devote No. XI of the Idler, Saturday,
January 20, 1759, to an essay on the “Art of Advertising ?

It was a tolerant but provocative essay, as perccptive as
Addison’s a half century before. “... whatever is common,’
Johnson wrote, “is despised. Advemscments are now so
numerous that they are very negligently perused, and it is




74 THE STORY OF ADVERTISING

therefore become necessary to gnin attention by mqgniﬁccncc
of promise and by eloquence sometimes sublime and some-
times ridiculous. . . . Promise, large promise, is the soul of an
advertisement.”

As instances of the absurdities proposed in advertisements,
Johnson mentioned a washball (ball of toilet soap) thar ir
was claimed gave an exquisite edge to a razor; a down bed
covering that “is warmer than four or five blankets and
lighter than onc”; a lotion “thar repels pimples, washes away
freckles, smooths the skin, and plumps the flesh”; though
Johnson admitted that the advertiser of the last did not
promise the complexion of fifteen to the woman of fifty.

“The trade of advertising,” Johnson announced, “is now
so near perfection that it is not casy to propose any improve-
ment.”?

The sentence has been ironically quoted to show how
ridiculous and short-sighted the sage Dr. Johnson really was.
Seldom quoted is the sentence which followed 1mmedmtcly
in the original. “But as every art ought to be exercised in
due subordination to the public good, 1 cannot but propose it
as a moral qucs‘ri()n to these masters of the public ear, Whether
they do not sometimes play too wantonly w ith our passions>”

_l()hnson made another suggcsn()n before he concluded his
essay. “In an advertisement it is allow ed to every man to
Spcak well of himself, but I do not know why he should as-
sume the privilege of censuring his ncighbor. He may pro-

2 Addison had found at least onc advertisement in 1710 that he felt ap-
proached perfection. The Tarler had been paid five shillings to insert it
as an advertisement, but Addison thought it such a pattern of good adver-
tising, he said, that he inserted it in the body of his Tatler cssay, September
14, 1710:

“The highest compounded spirit of lavender, the most glorious, if the
expression may be used, enlivening scent and flavour that can possibly be,
which so enraptures the spirits, delights the gust, and gives such airs to the
countenance, as are not to be imagined but by those rhat have tried it. The
meanest sort of thing is admired by most gentlemen and ladies; but this far
more, as l)y far it exceeds it, to the gammg among all a more than common
esteem. It is sold in neat flint bottles fit for the pocket, only at the Golden
key in Wharton’s-court near Holbourn-bars for three slnllmgs and sixpence,
with directions.”
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claim his own virtue or slull but ought not to exclude others
from the same pretensions.”

Sampson agreed with Dr. Johnson’s belief that the art of
adverrising had reached nearly to perfection in the eightcenth
century. He thought, and said in 1874, that by 1800 the skill
of advertisers and the development of advertising had reached
their peak. Advertising of 1800 was just about what he saw
around him when he was writing his history seventy-odd
vears later. Sampson acted on this conclusion when he
reached the end of the eighteenth century in his chronolog-
ical account and devoted most of the remainder of his book,
nearly four hundred more pages, to curious and eccentric
advertisements, loteery advertising, swindles and hoaxes,
quacks and impostures, drawing most of his examples from
the seventeenth and eighteenth centuries.

Both Dr. Johnson and Sampson were right. Advertising
arose the first time a man wanted to trade something he had
or was for something possessed by another. It began with
the original impulse to compete for attention and rewards.
It may have been done by signs and grunts before the barker
l)cgan to brag of his merchandise or the criers followed after
I)cll, pipe, or drum to hawk the wares of their patrons in the
Middle Ages. Signs, then printed media, permitted refine-
ments, but the advertising had the same basic motivation, the
attraction of customers for profit. It was cupidity appealing
to curiosity, excitement, avarice, and dozens of other emo-
tions and desires and gradations of emotions and desires; the
appeals ranging up and down the rcglster from simple notices
to impassioned demands. Advertisers shouted until the veins
stood out on their necks, or simpered delicately of insinuated
delights. Hysterical denunciation of rival peddlers choked
some with indignation. Other advertisers ignored their com-
petition.  The purpose, matter, manner, approach, tone, often
the product, has changed little since the eighteenth century.
There are new products, new services, new media, larger
campaigns, fantastic expenditures, but advertisers usc these as
their forebears used the only methods available to them, to
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say the same things, make the same kinds of appeals, to about
the same kinds of people.

The London newspapers were charged with advertising
in the late eightcenth century. There were fifty-three news-
papers in London alone by 1776, and many of them were
vigorous advertising media. The Times, or Daily Universal
Register was founded by John \Valter in 1788, and “The
Thunderer” was a strong advertising sheet from the begin-
ning. January 1, 1788, the newspapcr appeared for the first
time as simply the Times, with l()g()graphlcally printed”
lettered under the Royal coat of arms in the middle of the
logotype. The whole “of the front page of this first issue of
the Twnes was advertising. Prominently displayed was A
Cavriox to Prevent Inteosiriox. It advertised SHarp's Cox-
cave Razors. (They were the best and all imirations were
mfcrmr) Music, opera, snuff, plays, books, kitchen furnish-
ings, lectures in midwifery and on anatomy, perfumes, furs,
diamonds and watches, auction notices and shipping notices
covered the front and back pages of the four-page paper.
Advertisements inside the fold were for books, gifts, lodgings,
the English state lottery, help wanted, and the “Refined
Liquoric for Coughs, Colds, Asthmas, and Defluxions of the
Lungs.”

John Walter made his positi()n regarding advertisements
clear They would be inserted in the Times, without fail,
the day after rcccnpt Though he promised to carry norlnmr
which would “wound the ear of delicacy or corrupt the
heart,” he also felt that “A News-Paper in this particular
ought to resemble an Inn, where the proprietor is obliged to
give the use of his house to all travellers who are ready to pay
for it and ag'umt whose person there is no legal or moral
objection.” Still it is rather startling to find this adverrise-
ment on page one of the staid Times for Monday, August 2,
1790.

A YOUNG WOMAN, who has been rtenderly
brought up, and reccived a gentcel Education, but
left destitute of Fortune and I'riends, will think her-
self happy could she meetr with a single Gentleman,

e
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of benevolent disposition to take her under his
ONLY protection and friendship. Such a gentle-
man might be sure of mecting a heart full of grati-
tude and sincerity for such friendly aid by calling
personally or addressing a line to H. G. at Mr. Ray-
burn’s, Grocer, No. 30 John-street, Howland-street.

Pcople asked for what they wanted in those days without
false modesty. Among the Times advertisements in this
same issue for Hewter’s Restorative Balsam, Brownwood’s
Sylvanus Peronia, Mr. Greenough’s Tincture for the Teeth,
La Blache’s Military Drops, and the sales by Mr. Christic “At
his Great Room in the Pall-Mall,” was one for “A sinecure of
One Hundred Pounds per Annum.”

Another gentleman requested a sinecure and stated his
terms in The Oracle, Bell's New World, January 11, 1789.

WANTED
A place under GOVERNMENT, with an income
of 500 I. per annum, for which an adequate pre-
mium will be given. A line addressed to T. A. at
No. 12 Warwick-street, Goldensquare, will be duly
attended to.—None but principals will be treated
with,

Stephen Williams wanted to be a director of the East
India Company. He put forward his claims in an advertise-
ment in the Diary; or, Woodfalls Register, February 15,
1790, addressed “To the Proprictors of East-India Stock.”
He asked for election in the place of a lately deceased direc-
tor, Joseph Sparkes. Thomas Cheap wanted to be an East
India director, too, and advertised in a subsequent issue of the
Diary.

A cautious soldier thought the Morning Herald a better
medium for obraining what he wanted. This appeared in the
Herald, December 16, 1789,

An officer would be happy to meet with a Single
Lady or Widow on honourable terms.

No letters will be received but what are post paid
with real name and place of abode.

Direct to H. B. to be left at Mr. Dunn’s, Hatter,
Shug-lane, near the Haymarket.
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A lady simply wanted money. She simply asked for it in
the Morning Chronicle and London Adwvertiser, January 7,
1791

An Address to the Feeling Heart
A LADY of QUALITY, a WIDOW of an officer
in the French service, is, for the immediate want of
a few pounds, in the utmost Distress—The Truth of
her critical situation may be known and the smallest
sums thankfully received by Mr. de Mondezer, No.
13 Queen-street, Soho.

Another advertiser in the Chronicle, May 6, 1791, knew
exactly what he wanted, exactly why he should have it and
how he and his family would feel if and when he got it.

To the Right Honourable the LORI) MAYOR, the Worshipful
COURT OF ALDERMEN, and the COMMON COUNCIL of
the CITY of LONDON.

The Office of COMMON CRYER to the City of London
having become vacant by the death of Mr. Bishop, I scize the
earliest opportunity most fervently to entreat your votes and
interest as a Candidate for that Office.

The situation of my family, consisting of a Wife and Nine
children, induces me to offer myself on this occasion, to your
countenance and support. 1 was born a Freeman of your
City; have been upon the Livery of CLOTHWORKERS
over twenty years; have served all Ward and Parish offices
in St. Martins Ludgate; and have been engaged in the busi-
ness of Woolen Draper for more than twenty-three years,
without an imputation, 1 trust, on the fairness of my char-
acter as a Trader, or my integrity as a man.

These circumstances, will, 1 flatter myself, now operatc
in my favor; and should my hopes, by your kindness, be
eventually crowned with success, my gratitude will speak in
the feelings of my happy family, and, on my part, by the
most unremitted assiduities to the duties of the Office.

I am,
My Lord and Gentlemen,
Your devoted humble Servant,
Thoxas Jares LAWRENCE
No. 2 Cheapside
May 3, 1791
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The advertising in the London papers of the day gives a
colorful picture of the city’s life. Advertisements for plays
and books filled the front pages. As You Like It was playing
at Drury Lane in 1790; Richard The Third at the Theatre
Royal, Covent Garden. The Beggars Opera and The Rivals
were both playing in 1790. Sadler’s Wells was a daily adver-
tser. Ranclagh, “by the desire and patronage of the Prince
of Wales,” was putting on a magnificent display of fireworks
and a masquerade for the “QuEeN’s BirtH-Day,” May 21,
1791. In June, Vauxhall put on a comparable fete for “the
birthday of His Majesty.”

A justifiably irate gentleman advertised a reward of £150
for capture of the man who sert fire to his house. A reward
of five guineas was offered in the Chronicle, January 7, 1791,
for the discovery of a coachman who had urged his horses
and equipage past a disabled coach, knocking down and
severely injuring the coachman of the stranded vehicle and
stampeding its horses. Tontine insurance was offered by
various coffeehouses. Money lenders were generous in offer-
ing “‘the nobility and gentry” loans on freeholds, leascholds,
jomtures, and expectancies.

The Morning Herald was the popular want-ad medium.
Its advertising columns were classified by “Want Places,”
“Sales by Auction,” “To Be Sold,” “To Be Lett.” Cooks,
upper servants, housemaids, teachers, coachmen, ladies’ maids
all offered their services in short advertisements, each with a
three-line initial capital. Mr. Christie used the back page of
the Morning Post and Daily Advertiser almost daily for long
listings of estates, houses, furniture, plate, paintings, lease-
holds, libraries, and other properties at sales to be held always
“at his Great Room.” Christie advertised daily in the Post,
the Times, the Oracle, and other papers as well. He had
discovered carly the values of frequency, continuity, and dif-
fusion in advertising.®

31In 1843 the Edinburgh Review described him as Christic “of hanging
wood notoriety.” He had described one charming old estate as having a

“hanging wood.” The surprised purchaser found this to be an old gallows.
Another real cstate auctioncer, George Robins, went one better than
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A fight was called off, but another would go on, the fighter
promised in the Diary, February 27, 1790.

D. MENDOZA respectfully acquaints the public
in general that he is extremely sorry to have dis-
appointed them on Saturday last, in consequence of
a severe indisposition, but that being now recovered,
he means again to exhibit the Art of Boxing, THIS
Day at the Lyceum in the Strand.

One suspects more than meets the eye here in an advertise-
ment in the Diary, April 19, 1791. What fears prompted the
advertiser to insert this notice?

Several most scandalous and malicious reports hav-
ing been circulated that PETER OWEN, a joiner,
who was very latelv in my service, had been so ill-
treated at Mr. Holland's, that his life was in danger,
I think it right rto inform the public that such re-
ports are totally false and groundless, the said
PETER OWEN never having been in the least
danger and being as well now as he ever was in his
life.

JOHN WEST
April 16, 1791
No. 5§ Wood-street, \Westminster

The Times, the Oracle, the Morning Herald, the Diary,
the Westminster Evening Herald, the 1World, the Public Ad-
wvertiser, the Morning Post and I)mlv Adwertiser, virtually all
the London newspapers, were crammed with 1d\ ertising and

heavy on patent medicines . . . Dr. Steele’s Opodeloc (for
chilblains) . . . Essence of C()ltsf()ot ... The Alternative Amer-
ican Syrup, an absolute specific cure . . . Peppermint lozenges

. cures for corns. Advertisers had discovered the virtues of
the testimonial, the more awesome the names the better. For
“Saintsbury’s Chemical Fluid for the Obliteration of Marks
of the Skin” testimonials were offered by The Right Honour-
able the Countess Dowager of Spencer, The Right Honour-

Christie. He confessed in his advertisement that there were two drawbacks
to a choice property. These were “the litter of the rose leaves and the
noise of the nightingales.”
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able the Countess Dowager of Jersey. The Right Honourable
the Countess of Falmouth, The Right Honourable Viscount
Grimster, and Mrs. Poyntz.

The newspapers vied with cach other in competition for
advertising.  Publishers claimed virtues for their own paper
which no other possessed. Daniel Stuart, co-proprietor of
the Aorning Post claimed toward the end of the period that
his paper led both the Times and the Herald in arousing the
attention of the public. e boasted of his success and ex-
plained it.

Advertisements flowed in bevond bounds. T encouraged the small,
miscellaneous advertisements in the front page, preferring them to
any' others, upon the rule that the more numerous the customers, the
more independent and permanent the custom. . . . I interest numerous
and varied readers looking out for emplovment, servants, sales, and
purchasers, etc. Advertisements act and react. They attract readers,
promote circulation, and circulation attracts advertisements.

Stuart’s complacent remarks sound like publisher’s promo-
tion today. He was even, Stuart says, embarrassed by the
amount of advertising thrust on him and by the demands for
position. The booksellers crowded into the Post and each
demanded that his “cloud of advertisements” be inserted at
once on the front page. Unwilling to cut down on his profit-
able miscellaneous advertisements, Stuart did his best to satisfy
their demands, then placed the overflow on his back page.
Affronted, the booksellers began publication of their own
papers, the British Press in the morning and the Globe in the
cvening.

In England there were no dailies outside London at this
time, but Dublin had an active newspaper press in which
advertising throve. lt was in Dublin that Mathew Carey,
later to become well known as a newspaper, magazine, and
book publisher in the carly United States, got into difficulties
for his political sentiments, and in one issue of his radical
newspaper broke all precedent by using a two-column spread
on his front page to talk about advertising.

In the 1780’s the front pages of Saunder’s News-Letter and
Daily Adwvertiser, of the Dublin Morning Post, and of the
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Evening Chronicle were solid advertising, and generally the
back pages too, with more inside. The Dublin Journal had
no advertising on its front page, but pages three and four
and part of page two were all adv crtlsmg of linens for sale,
lodgings, notices of benefits, annuity advcmsmg auctions,
seeds, land for sale, and patent medicines. A section of T. T.
Faulkner’s Dublin Journal was given over to “Decrees,”

proclamations and orders issued from Dublin Castle “By the
Lorn Lievtexaxt and Couxci. of IReraxn.” One clever
advertiser of patent medicine managed to get his product
notice inserted into this section by heading it “By Authority.”
The advertisement, January 20, 1785, was for I\cvqcr s ()nlv
ORIGINAL and GENUINE Pills that are univ crsall\’
allowed to be the only cure for a certain Disorder . . . N B.
The above pills may be had of all the Country Bookscllers,
but as there are Counterfeits now circulating, it is requested
that such as stand in Need will be carcful for their Health's
sake.”

The Dublin Journal bore a clean and modern look, for its
real estate advertising was classified by counties: Monahan,
Kildare, Dublin and Wicklow, Meath, Down, Langford. ctc.,
offering sufficient evidence that the Journal had a sound cir-
culation outside of Dublin itsclf.

On April 21, 1784, the Evening Chronicle had its usual
array of front-page advertising for ladders, miniature paint-
ing, books, pmnphlcts. gun, ammunition, tea, and furniture.
Buried on page three was a news item which said that cerrain
men had refused to go bail for Mathew Carey. “the supposed
prmtcr of the Volunteers Journal when he was taken out of
prison and brought up for he.mnq " The Chronicle railed
at the proceedings and ended its item with: “The virtues of
Ireland shall soon triumph over the enemies of liberty. There
are Frereex Trousaxn Parriors armed in Ulster ready for
the onset. The Province of ConNavahr is also in array, and
in Leinster and Muxster the bands of Freedom will not be
tardy.”

Mathew Carey, at twenty, had pul)llshcd a seditious pam-
phlet “Letter to the Catholics of Ireland.” His father shipped
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him to France to avoid prosecution. There he worked for
almost a yecar in Benjamin Franklin's print shop in Passy.
Returning to Ireland in 1783, he began publication in Dublin
of the Volunteers Journal; Or, Irish Herald. Yecars later, a
distinguished resident of Philadelphia, Carey called his Dublin
newspaper “enthusiastic and violent.” It was at least that.
Under the Volunteers’ logotype in large letters Carey ran
this quotation: “When the NMen of Ircland forger their de-
structive religious prejudices, and embrace cach other with
the warmth of gcnuinc philunthropy, then, and not till then,
will they cradicate the baneful English influence, and destroy
the aristocratic tyrannies of the land . . . O’'Niar.” The
paper went on from there, and in 1784 Carey was arrested.
He was freced but was under indictment for libel while his
militant, anti-English Volunteers Journal was soliciting and
geeting its share of advertising. It was in these circumstances
that Machew Carey spread his ewo-column “To the Public”
across the front page of the Jowrnal for April 7, 1784, In it
he wrote:
A word or two to advertisers—The Dublin Circulation of the Volun-
teers Journal, though in its infancy, is much superior to many papers
whose existence reckons as many vears as the VoL. JoUurNAL can
weeks—In several parts of the kingdom there is a large correspond-
cnce already established; and such measures are pursuing, as can
hardly fail to render this Paper in point of country circulation, as it
is ALREADY ALLOWED TO BF, with respect to intrinsic merit, Tue First
iy THE Kinepon; the point to be considered by advertisers, being
first, the most extensive circulation, and then mioderate terms, it may

be presumed they will find it peculiarly cheir interest to give a
Decided Preference to the Volunteers Journal.

Local and national circulation, impact, economy—Mat-
hew Carey in 1784 was using just about the same presenta-
tion, in much the same words, that press advertising media
blazon in their full-page metropolitan newspaper advertising
today. He spoke the same arguments that salesmen of ad-
vertising space use in confrontng advertisers and the media
buyers in the modern advertising agency.

Again, there is little essential difference berween the adver-
tising of 1759, when Dr. Johnson indited his opinions about
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advcrnsmg, the advcrnsmg of 1874, when Henry Sampson
agreed with hlm, and advertising of the present. Surface dif-
ferences lie in the more numerous and complex advertising
vehicles and in the broader markets the advertiser attempts to
exploit.  The advertising Dr. Johnson knew in the cighteenth
century and that Henry Sampson examined in the nineteenth
was pnm.mly local. It was not dcsngncd as so much of major
advertising has been designed since the clmmg years of the
nincteenth century, to make whole countries and continents
pcrf()rm as the advertiser wishes.

It took an industrial revolution and the dev cl()pmcnt of
national advertising media to make this expansion possible
and cconomically necessary. Advertising has mass produc-
tion to support, instead of the output, sold in a single shop, of
one artisan or an artisan and his family and perhaps an ap-
prentice or two. Advcrtis‘ing uses mass magazines, radio,
television, sky writing, and all the rest, as well as scores of
newspapers and the newspaper supplements. The print is
larger, the noise is louder, the spectaculars are more spectacu-
lar, but the advcrtiqing message is essentially the same. The
large promises are larger and more pretentious, but they arc
still the soul of the advertising messages. The advertiser srill
speaks well of himself and as ill as he dares of his competitors.
The appeal is still both “Buy my lavender!” and “Buy my
lavender!”—or soap, cigarettes, automobiles, corporate philos-
ophy, economic beliefs, Presidential candidate, chewing gum,
concept of charity, education, or racial and religious tolerance.

Not only were advertising and advertising promotion
thoroughly established and, to a degree, set in modern pat-
terns by the end of the eighteenth century, but in both Grear
Britain and the United States, the newspaper press, then the
only general means of public communication, had established
itself as an advertising medium. VWhat magazines there were
carried no advcrtlsmg, or lictle of any account, and were not
to run adv crtmng for another half century. Magazines did
not become major advertising media until the late years of
the nineteenth century. Advertising supported the news-
papers, making them profitable, thus possible. Publishers got
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little of their support from subscribers. They were continu-
ally dunning readers for payment. In the United States even
the postriders who delivered the newspapers had to run
notices begging or threatening subscribers who were in arrears
to them for copies received.

As already indicated, there was newspaper advertising in
America almost from the very beginning. The Boston News-
Letter, the first Colonial paper (except for Publick Occur-
rences, only one issue of which was published, Seprember 25,
1690) carried advertisements from the year of its founding
mn 1704.* Franklin capitalized on advertising as Bradford had
tried to do. Well before 1800 most English and American
newspapers were not only supported by advertising but they
were, even primarily, vehicles for the dissemination of ad-
vertising.

The front pages of almost all the four-page Boston, New
York, and Philadelphia newspapers were gencrally solid ad-
vertising, and the back page as well, often with two or three
columns of additional advertisements on page three. In the
1780’s the Pemnsylvania Packet, or The General Advertiser
had only one and one-half pages of editorial matter; all the
rest was varied advertising.” In the 1790’s Dunlap and Clay-
poole’s American Daily Advertiser in Philadelphia was a busy
commercial journal with five columns of advertising across
the front page and only enough editorial text, mostly reprints,
to hold the paper together. In New York, the New York
Daily Advertiser, started by Francis Childs in 1785 in imita-
tion of Dunlap’s Philadelphia success, was doing just as well.
The American Apollo, Boston, which, June 5, 1794, carried
an advertisement by a Samuel Adams of building materials
for sale, was crammed with advertising. The Providence
Gazette was mostly advertising on page one, completely ad-

+ Unaccountably, Isaiah Thomas, in his invaluable History of Printing in
America, 1810, says that in this country as in Europe there were few adver-
tiscments in the first newspapers.

51n 1788, Stephen Girard, later merchant, financier, and philamhmpist,
was using the Packet to advertise his Brandy, Malaga Wine, I rontignac,
Hermitage, and other liquors.
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vertising on page three. Philadelphia’s General Advertiser
in 1794 spilled over with advertising.

The Democratic Press in Philadelphia, then the social and
commercial metropolis of the country, was filled with adver-
tising around the turn of the century, as was the Philadelphia
Mercantile Advertiser and the Aurora for the Country. A
good three-quarters of the oversize Political and C onrmercial
Register was advertising. The Independent Chronicle and
The Conmmercial Advertiser of Boston was rich in advertis-
ing. The Gazette of the United States and Daily Evening
Adwertiser carried its full share. The Maryland Journal ran
more advertising than editorial matter.

Then, as often now, as much of the news of immediate and
compelling interest was in the advertisements as in the edi-
torial text of the daily press.



New York, Philadelphia,
and New England—

American Ncwspapcrs

After 1800

Bexjamin Fraxkrix, in his Autobiography, said that there
were only two newspapers in the American colonies in 1721.
By 1771, according to Franklin, there were at least 25. Actu-
ally, there were 31, for a population of 2,205,000. There
were 37 newspapers when the Revolution began.! By the
end of the war there were 43. By 1790 there were 106 news-
papers; and in 1800, 260 newspapers for some 5,308,000 peo-
ple in the United States. By 1820, when the population of
the country had risen to 9,638,000, there were 532 papers,
and already over a thousand newspapers had been born and
died.?

Practically all these newspapers were weceklies, with three
or four columns of news, some other editorial content, and
most of the remaining space filled with advertising. The
first daily newspaper was the Pennsylvania Packet; the sec-
ond, the New York Daily Advertiser. There were 27 dailies

1 One of these, the Evening Post of Philadelphia was the first to publish
the Declaration of Independence, July 6, 1776. Other papers copied from
the Post.

2Harry B. Weiss, “A Graphic Summary of the Growth of Newspapers

in New York and Other States, 1704-1820,” Bulletin of the New York Pub-
lic Library, Vol. 52, No. 4, April, 1948.
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in 1810. Philadelphia and New York were the newspaper
publishing centers, New York passing Philadelphia in num-
ber of newspapers in 1800 as it began to pass Philadelphia in
population and commercial importance.

Isaiah Thomas, who knew of only 150 newspapers in 1800
but counted 360 when he was writing in 1810, said there were
then more newspapers published in the United States than in
the United Kingdom of Great Britain and Ircland.®

From 1800 to roughly the mid-century, advertising in
thesc newspapers reflected war and the pursuits of peace,
the changing life of the new country, the growing commer-
cialism. Newspaper advertising grew in volume and insist-
ence. Patent medicine advertisements increased in number
and in the cxaggeration of their claims. With the advertising
increase, in particular the mounting number and transparent
fraudulence of the nostrum advertisements, rose public pro-
test which forced many editors and publishers into explana-
tion and dcfense of their advertising policies. The period
saw greater usc of crude illustration and advertising display,
and the first advertising of several present- day national adver-
tisers appeared. Settlers were pushing into the West, and
advertising moved with them. Some of the changes can be
scen through an examination of Thomas’ own famous news-
paper.

Isaiah Thomas was printer, publisher, and cditor of a
newspaper which, though interrupted for several years dur-
ing the Revolution, lasted from 1770 to 1904. The printer,
whom Franklin called *“The Baskerville of America,” began
publication of the Massachusetts Spy in Boston but, a Son of
Liberty who rode with Paul Revere, fled the city with his
press when Boston was occupied by the British. After an
interval in Salem, he rc-established his paper in Worcester in
1778 as the Massachusetts Spy, or Worcester Gazette. \Vhile
publishing the Spy, Thomas founded and edited two im-

3 Isaiah Thomas, LL.D., The History of Printing in America with a

Biography of Printers and an Account of Newspapers. (2d ed., 2 vols.;
Albany, New York: Joel Munsell, Printer, 1874).
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portant early American magazines, the Royal American
Magazine, which ran for only two years, 1786-88, and later,
for seven years, the Massachusetts Magazine, and he became
the leading book publisher of the United States, issuing some
four hundred rtitles and printing tens of thousands of chil-
dren’s books, including the first American edition of Mother
Goose’s Melody.

His advertising policy in the Spy was conservative, and
he did not approve of some of the pretentious innovations he
saw in other papers. In The History of Printing he points
out that advertisements were not separated from the editorial
matter by lines in the earliest papers, and were not even begun
with a two-line letter.

. . when the two line letters were introduced, it was some time
before one advertisement was separated from another by a line or
rule . . . After it became usual to separate advertiscments, some
printers used lines or metal rules; others lines of flowers irregularly
placed. I have scen in some New York papers great primer flowers
between advertisements. At length it became customary to “set off”
advertisements, and for using types not larger than those with which
the news were printed, types of the size of French canon have often
been used for names, especially of those who advertised English
goods.#

Thomas’s Spy, beautifully printed on a large-size four-
page fold, carried no advertising at all on the front page,
which was all news and essays. Page two was devoted to
editorial matter. There were usually a few advertisements
on page threc, and page four was completely given over to
advertising.

Every column of the Spy for \Wednesday, January I,
1800, was bordered in black. The lead news column on the
front page, with heading in Old English black face type read:
“On Saturday the 14th Instant died suddenly at his SEAT
in VIRGINIA The llustrious Gen. George Washington.”
Isaiah Thomas had revered Washington. January 8, 1800 he
issued an extra, again with black borders about each column,

4 Ibid., p. 10.
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filled with eulogies. Among the advertisements in this issue
was one which read:

MasoNic Norice

The several LODGES of the Ancient Fraternity of
Frec and Accepted Masons and the Brethren at
large, in this County, are invited and affectionately

requested to attend the funecral ceremonies at Ox-
ford, on the 15th instant, to be performed in conse-
quence of the Death of our worthy and illustrious
brother

GEORGE WASHINGTON

Isaiah Thomas was master of the Grand Lodge of Massa-
chusetts.

Advertisements in the Spy were brief, brisk, and modest.
They were for books, dry goods, real estate, sundries, but
not, in 1800, for patent medicines. There were many for
rags for the growing paper industry, for apprentices, press-
men, and other skilled labor. Thomas was running his own
advertising, at this time for his newly published Y oung Ladies
and Gentlemen’s Spelling Book. Advertisements not exceed-
ing twelve lines were run in the Spy for three weeks for one
dollar and continued three weeks longer for fifty cents. Per-
haps Thomas discounted this one which Abraham White,
Postrider from Worcester to Northampton, ran for weeks.
Mr. White “informs his customers that he is in great want of
CASH, and hopes that all those who are indebted to him for
the MassacHUseTTs Spy, for the last year, will make an im-
mediate settlement.”

Thomas turned over management of the Spy to his son in
1802, but for years no basic changes were apparent in the
appearance or evident policies of the paper. Neither was
there any change in the difficulties of the postriders. In 1811
there was this advertisement.
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Money!

IMPERIOUS necessity obliges the Subscriber to
call on all persons indebted to him for news-
papers to make paviment on or before the fifth
of April next withourt fail. Jonathan Peirce

Another man, who had quit postriding in disgust was running
“Positively the Last Notice!”

The Spy had more advemsmq by 1811, but there was
still none on the front page. There was still umtmual adver-
tising for books published by Thomas, and a few patent
medicine advertisements had bcmm to appear. By 1830, the
gpy had gone to a larger size sheet, much smaller type, and
in many issues half the front page was in miscellaneous adver-
risements studded with small cuts. The Spy had given in to
the customs of the times. Most colonial and carly American
newspapers were well and legibly printed on good paper.
The dlsu)verv of ways to make bad newsprint had not vet
been made, and the papers were prmted by men proud of
their craft. By the 1830°s and through the middle vears of
the nincteenth century, the newspapers cven in New York
and Philadelphia had gone into small type, very difficult to
read, and composition that completely lacked the cleanness
of earlier typ()gmphlc pr()ducnon The changed appearance
of the Spy in the 1830’s was matched by the changes on the
front page. Featured there now were Tvlcrs Remcdv for
the Piles, and Byams Celebrated Genuine thsxc.ll Dr()ps Ad-
vertised under a large head wich reverse lcttcrmg on the back
page was “L. mbrocation; or, \Whitwell's Original Opodeldoc.”
Albion Corn Plaster and Dr. Reefe's Pills for Debilitated
Females had large space on page four.

Where the advertising in the Spy was conservative in the
first years of the nineteenth century. that in many  other
newspapers was not. In Phllad(.lplu.l all through the first
quarter of the century the front page of Poulsow’s American
Daily Advertiser was solid adverusing.  Many advertisements
were mundanc and prosanc but ()ccasl()mll\' one was lyrical.
An artist who advertised in 1801, with all the rhaps()dxc clo-
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quence achieved by modern copywriters addressing themselves
to women, stated his rerms with discretion and delicacy.

To the Ladies
Ladies,

As it is under the warmth and cffulgent ravs of vour power-
fullv creative influence that all the arts, and especiallv the
Fixe Artrs, have received their birch and acquired their
present degree of perfection, it is reasonable to expect that
considering them as vour darling offsprings, you will con-
tinue to feel for them that tenderness and interest without
which they must certainly die away; they have a natural
and undisputable claim to vour immediate protection; and
among them that of Miviature Painting being intirely
Isic] devoted to you, has an exclusive right to vour foster-
ing solicitude. . . .
. .. his price is moderate, and he waives it occasionallv on
particular considerations.
Your very humble and obedient
Servant
THe PainTer

At least threc-quarters of the Political and Connmnercial
Register of Philadelphia, printed on sheets larger than those
of a2 modern newspaper, consisted of advertising in 1804.
Many advertisements were mere notices, and there were no
patent medicines, but five years later they overran the sheet.
Dr. Robertson dominated the back pages, June 5, 1809, with
columns broken by reverse lettering in script against black
blocks. Almost a column in small type listed remarkable
cures by his panaceas. Names were listed of people who had
been cured of colds, dysentery, flux, influenza, “deep decline,”
asthma, and consumption. Mrs. Brown was cured of a pain
in her stomach; Mrs. Wild of a pain in her breast; Mr.
Thomas W. Oliver “of a nervous complaint occasioned by a
long residence in the West Indies;” Capt. Walker of “a de-
plorable dcbility;” Mrs. Ripley’s son of worms; others, of
gout, rheumatism, or any other disease the advertiser could
spell.
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Another Philadelphia paper, Aurora for the Country,
carried advertising which gave its pages the kind of local
color in which the antiquarian delights. It was evidently a
sheet of sound local circulation. Among the advertisements
in 1804 for books, plays, and dry goods, were always the
orders of the Washington Blues and notices of the meetings
of various lodges and societies. One which secemed strangely
out of place in Philadelphia were notices of the meetings of
the Tammany Society, or Columbian Order at their great
Wigwam, sign of Columbus.

A small history of at least one aspect of the War of 1812
was given in three advertisements on the front page of a New
England paper. The first of these advertisements, promi-
nently displayed in the American Mercury of Hartford,
September 20, 1814, was this one.

124
Dollars BOUNTY

Fifty paid on Enlistment, Fifty as soon as mustered for
service, Twenty-four when honourably discharged, and
One Hunprep anp Sixty Acres oF LAxp—and NiNeTY-Six
Dollars per year, sixteen paid at the end of every two
months,

1 Coat

1 Vest

4 Pairs Pantaloons

4 Shirts

4 Pair Srockings

1 Cap and Stock and Blanket

Will be given yearly to every robust Man between 16 and
46 years of age, who will enroll himself in the 25th U, States
lnfantrv during the present war or five vears, anv young
Gentleman who wishes to distinguish himself in the honour-
able service of his country and avenge its wrongs, can have
an opportunity by calling on the Subscribers, near the Little
Bridge in Hartford Con. where a Rendevous is now open,

John G. Munn, 1st Lieut.
25th U. S. Infantry
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The second advertisement offered more elegant equipage
to a different social and military class.

MILITARY GOODS

Silver, gilt, and plated swords; Silver plated and gilt
Epaulets, Silk and Worsted Sashes; word Knotts;
Red, White, and black Plumes; silver vellum Lace,
Prussian Binding: Gold, silver, plated and worsted
Cord; Priming Wires and Brushes, ctc.

There was less gold lace, martial music and glory in the
third advertisement. The sailor, perhaps, had gone back to
sea.

FIFTY DOLLARS
REWARD

Deserted from the Rendezvous in Kent on the Ist. inst.
WitLiam Even, a soldier in the 37th Regt. U. S. Infantry—
born in Famingron, County of Hartford, State of Connecti-
cut, aged 30 years, § feet, 3 1-2 inches high, grey [sic] eyes,
gray |[sic] hair, the hair on the top of his head very thin
and verv white, and by profession a seaman. He had on
when he went away a ‘buenut [sic] colored coat, and blue
striped trousers. Whoever will apprehend said deserter and
return him to the rendezvous in Kent or secure him at any
military post in the U. S. shall receive fifty dollars.

EBENEZER FISK
Licut. 37th Rege. U. S. Inf.

If there were such stories of the War of 1812 in American
newspaper advertising, there were tragic reminders of the
larger conflicts in Europe advertised in the British press.
Among the front page advertisements for books, silks, razor
str()ps and Tunbridge Wells in The Courier, London, April
2, 1812, was this plea.
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Lloyd’s, March 28, 1812

SusscrirTioN for the REeLier of the Wipows and
Famiries of the OFFICERS and MEN lately lost
in his Majesty’s Ships

St. GEeorge, of 98 guns
Hero, of 74 guns,
DereNcE, of 74 guns,
SaLpHANA, of 36 guns,
Fancy, of 12 guns

The Committee chosen for the Management of
this Subscription, in order to make known the ex-
traordinary claims and magnitude of the calamity
requiring relief, beg to state, that the number of
lives lost in the above-mentioned Ships, amounts to
upwards of 2300, and much exceed the number of
those in cither of the Grear Battles of the Nile,
Copenhagen, or Trafalgar.

A long list followed of those who had alrcady subscribed,
together with the amounts donated. The officers and crews
of scores of naval ships, dozens of nobleman, and the Rev.
Richard Raikes, Gloucester, had come forward. So had the
Bank of Ireland, The Corporation of the City of London, the
Emmanuel College Combination Room, the Order of the
Friendly Brothers of St. Patrick, the Forum of Edinburgh,
and “the proceeds of a play performed at Rye.” WWhen calam-
ity calls forth charity, this formal type of advertisement srill
appears in England.

The Providence Gagzette in the first decade of the ninc-
teenth century was mostly advertising on page one, all adver-
tising on page four. In 1805 there seemed more than usual
of the many notices inserted by indignant husbands that they
would pay no more bills contracted by erring wives, and one
advertisement that ran for many issucs, indicating either that
the advertiser had got what he wanted or was letring his ad-
vertisement run in order to extract his full money’s worth
from it, was: “Wanted, two or three familics with children,
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Males or Females from 7 to 18 Years of Age, to whom con-
stant Employment will be given.”

In Phlladclphl.\ by 1818, Zachary Poulson’s Awmerican
Daily Advertiser had a much more ornate logotype, and the
advertising showed greater variety and use of illuscracion.
Woodcuts of smudged craft under way embellished ship ad-
vertising, a post chaise for a coach line showed a coach and
four, driver on his scat, whip snaking out over the horses.
Cuts of houses were used in the real estate columns. All
advertising was still in single columns but some bore 24-point
heads. A corkscrew and bottle illustration was used in an
advertisement for porter, and one hauler advertising his serv-
ices ran a cut of a loaded dray with a man, presumably him-
self, mounted on one horse of his team.

In 1821 there was a dashing cut used in the advertising of
the Philadelphia to Reading mail stage. May 26, 1824, a
blurred woodcut of a full-grown African lion and another
cut of a female elephant, somewhat smaller, were used in the
advertising of an exhibition. The first page of the Daily
Adwvertiser was further enlivened with pictures in the adver-
tising of men’s hats and women’s bonnets, shocs, ships, and
an open book. There were heavy type and ornaments used
in the 1dvcmsmg of various lotteries. On the back page was
another innovation. Among all the more staid advertisements
there was a shout, in large type of “Look Here—Bargains!”
The other Phlladclphm daily ‘newspapers, too, were begmnmg
to use cuts and display type in their 1dvcrmmg

A consistent user of newspaper space in Philadelphia was
the same Mathew Carcy who had published the Volunreers
Journal in Dublin. Dressed as a woman, Carcy had fled from
Ircland to the United States, landing in Philadelphia in the
autumn of 1784. On January 25, 1785, with four hundred
dollars borrowed from LaFayette, who was then visiting in
Virginia, he started Carey’s Pennsylvania Evening Herald.
[lis anti-Federalist newspaper was qund\ly a success, due
largcl\ to his shorthand reporting of the speeches of delegates
in the Pennsylvania Assembly—enough of a success so that
he was forced to fight a duel (which C.lrcy won) with Col.
Elecazar Oswald, cdm)r and publisher of the Federalist Inde-
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pendent Gazeteer. Like Isatah Thomas in Worcester, Carey
founded two magumcs first the short-lived monthly Coluni-
bian, and then, in 1787, The American Museum, which lasted
for thlrtccn years. Again like Thomas, he bccamc a book
publlshcr, and his book press in Philadelphia rivaled that of
Thomas in New England. Carey reprinted Scott’s Waverley
novels as they came out and hired a large force of book agents
to peddle his wares in what was then the West. Chicf of
these agents was Parson YWeems, famed as the early biog-
rapher of VWashington.

Carey belicved what he had written about advertising in
Dublin. He plied the influential Phlladclphm newspapers
with advernsmg of his books, scattcrmg his adverusing in
different positions in the paper. One issue of the Democratic
Press in 1808 carried long advertisements for Carey as book-
seller and publisher in three different places.

Lotteries were a staple in the advertising of the day. Cities,
states, churches, and the national government all ran lottery
adverusements. In the National Intelligencer, \W ashmgton,
in 1829, John F. \Webb, Stock Broker, Washington City, was
advertising drawings of the Grand Consolidated Lottery, the
Union Canal Lottery, No. 10, and the Washington City Lot-
tery, No. 14. First prize in the last was $10,000.

In Boston by 1821 there was quitc modern looking dis-
play adverusing in the Boston Imtelligencer and Evening
Gazette which claimed an encompassing devotion to “News
—Commerce—Agriculture— Manufacturing—Literature —
Picty—Arts & Sciences—etc., etc.” There were double-col-
umn advertisements, another departure, for wines and liquors
and for furniture; and in a paper obviously largely meant to
appeal to women readers and consumers, a plenitude of patent
medicine and cosmetic advertising. The paper, as domestic
and genteel as the Transcript was to become in later years,
had columns of advertising for “Rowland’s Alsana Extract,
or, the Abyssinian Botanical Specific,” “Essence of Tyre for
changing Red or Grey Hair, Whiskers, or Eyebrows to most
brown or black,” and a Genuine Macassar Oil “for pro-
morting the growth of Hair, restoring it in bald places, etc.”
Feminine readers were ritillated with further advertising for
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Canton silks, parasols, preserves, mandarin oranges, young
ladies’ school books, strained oil for family use, Leghorn
straws and bonnets, sheetings, dining ware, Indian Muslins,
mantles, and dresses.

The Saturday Evening Post in that day boasted “circula-
tion thr()ugh PcnnS\ Ivania and all the other States of the
Union, rising 7,000 papers every publlcanon * The Post,
which advertised its own job printing services, 1||u9tr‘mng
its advertisements with a cut of a hand press, was heavy
with patent medicine advertising, but in one issue had some-
thing even more spectacular to present. This, illustrated by
a |1rgc cut, was “The Greatest Narural Living CURriosrry
Ever Exhibited in America. The Unicorn or One-Horned
RHINOCEROS.”

Already there was some adv ertising by companies whose
names and pr()ducts nationally distributed for many years,
are familiar in the mid-twentieth century. As carly as 1789
Peter and George Lorillard were advcrnsmg their snuff and
tobacco in the New York Daily Advertiser. Pierre Lorillard
had opened his tobacco manufactory in 1760 at Chatham
Street near Tyron Row where he made both pipe tobacco and
snuff from puddings of cured leaves from Virginia. After his
sons cntered the business, the Lorillards buile 2 new snuff and
tobacco mill on a gorge of the Bronx River in the Westchester
woods, growing their own roses to perfume the snuff. The
Lorillard mill, a fieldstone structure of 1800 which replaced
the original wooden building, still stands in what is now the
New York Botanical Garden. The Lorillards advertised
continuously, both their ‘segars, pigrail, and plug tobacco”
and their * nncab()y, rappee, Strasburgh. and Curracao” snuffs
—even, about 1790 another mill site on part of the Bronx
estatc. By 1830 they had seized on another advcrmmg idea.
They prmted broadsides listing wholesale prices of all their
snuffs and tobaccos and sent them to all the postmasters in the
United States.

In 1801 an advertisement appmred in Worcester which
announced the planned erection of a paper mill in Dalton,
Massachusetes, and pled for support of a native American
industry.
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One of the three signers of this advertisement was Zenas
Crane. Crane & Company, Inc., makers of fine papers, have
been consistent advertisers ever since, running full schedules
in a selective list of national magazines. Since 1879, with the
exception of two years during which another firm received
a small parc of the contrace, Crane & Co. has made at its
“Government Mill”” in Dalton all the paper used for currency
by the United States Treasury, paper for Treasury bonds,
and currency paper for about twenty foreign countries, most
of them in South America.

By January 1817, William Colgate & Company, which
opcmtcd a soap and candle mnnufncmry in New Yorl, was
advertising that it had “for sale on the best terms a constant
supply of Soap, Mould and Dipt Candles of the first quality.”
A. T. Stewart, who became New York’s first merchant prince
and one of the first to conceive of and operate a department
store, was advertising in the New York Enquirer in 1828.

Fven before the advent of the penny newspapers, the New
York dailies had become strong advertising media. When in
1829 the New York Enquirer was combined with the Morn-
ing Courier, the Courier & Enquirer was compelled to issue a
two-page supplement on some days and on Saturdays a four-
page supplement to accommodate all their advertisers. Fifty
out of the 56 columns in the Saturday supplement were given
over to advertising. Five out of New York’s cight morning
papers were exclusively commercial in content.”

The literary New York Evening Post, founded in 1801 as
a Federalist organ which boasted Joseph Rodman Drake and
Fitz-Green Halleck as carly contributors and was edited for
almost fifty years by William Cullen Bryant, stated flatly in
its issue for December 1, 1803, the importance which adver-
tising had to the newspaper publisher,” . . . 1t 1s the advertiser
who provides the paper for the subscriber. It is not to be
disputed, that the publisher of a newspaper in this country,
without a very exhaustive advertising support, receives a less
reward for his labour than the humblest mechanic.”

5 William Grosvenor Bleyer, Main Currents in the History of American
Journalisin (Boston: Houghton Mifflin Co., 1927), p. 146.
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The sentiments expressed by the Post were emphasized in
other newspapers. In 1824 Samuel Bowles founded in Spring-
field, Massachusetts, what became perhaps the best American
ncwspaper published outside New York, Philadelphia or Bos-
ton.  Honest, unbiased, politically independent, the Spring-
field Republican became a daily in 184+ and achicved national
reputation and influence under Samuel Bowles I1. Benjamin
H. Day, who founded the New York Swn in 1833, had
worked on the Republican. Josiah Gilbert Holland, found-
ing cditor of Scribuer’s Montbly in 1870, spent years as a
Republican editor. The Republican was the only publication
to print any of Emily Dickinson’s verse while she was still
alive. The Springfield Republican was only two years old
when, November 1, 1826, Samuel Bowles ran this piece as
a reprint from the Providence Journal. Note the head he
placed on the story.

Advantage of Advertising—In November last, Mr. Caleb
Raffe lost a valuable diamond (such as is used by glaziers for
cutting glass) and advertised the same in the Journal, offer-
ing a reward to the person who should return it. Several
months had clapsed and he gave it up for lost, but a short
time since a man from the country called on him to know
if he had lost a diamond, and on presenting the same to
him, related the circumstance of his finding it, & the manner
he discovered the name of the owner, several months after
he had found it, by purchasing an article at a store in this
town done up in a part of the Journal containing Mr. Raffe’s
advertisement, which was discovered by his children in per-
using it, after it was taken from the article purchased.

Samuel Bowles obviously picked up the Journal story and
reprinted it as a bit of useful promotion and a reminder to
advertisers and potential advertisers in the Springfield Re-
publican of the value of his paper. A few years later he ran
an editorial which was much more specific.

Secmingly, adverse criticism of advertising began with
advertising itself. In London in 1729 coffechouse proprietors
were already complaining that there was too much advertis-
ing in the papers and that publishers were making too much
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money from advertising. One hundred years later American
newspaper readers were complaining too, especially about the
patent medicine advertising that the newspapers carried in
such volume.

Samuel Bowles went at it like 2 man who intended to dis-
pose of a troublesome problem once and for all. He did not,
but he made a forthright and sensible attempt, ending on a note
of tart Yankee humor, in the Republican, September 14, 1831.

Advertising—\We frequently hear complaints from our subscribers
that they do not want to see the paper occupied so much with ad-
vertisements and especially with disgusting nostrums, promising to
cure every evil that “flesh is heir to”—Now we confess we do not
like the elght of these nostrums any better than the most fastidious
of our readers and have perhaps as ‘little confidence in their efficacy.
But we ask the professional man if evervthing he is obliged to do in
the way of his profession, is agreeable to his own feelings, and whether
were it not for the means of support, he would do and say manv
things he does now? We ask the farmer if he does not cultivate and
bring to marker those things which will best advance his interest,
whether they are wanted in his own family or not? He does not
ask himself which is the most agreeable crop to cultivate, but which
is the most profitable. We ask the mechanic if every job he is em-
ploved upon, and from which he derives his means of support, is
executed according to his own taste, and views of necessity and pro-
priety?  And then we ask why we are found fault with for taking all
the advertisements we can get, when oo, the very existance [sic] of the
paper depends upon this advertising patronage. There is not a news-
paper in the country which would be published a single month, at
the present low prices, without its advertising patronage. The same
may be said of hundreds in the countrv. It 15 in consequence of
ad\crmmg patronage, more than from any other face, thac news-
papers are so numerous, and so freely and widelv diffused. If our
readers will agree to give us three dollars instead of two a vear for
their paper, we will agree to give them one free from advertisements.
The quantity of reading matter we now afford, independent of adver-
tisements (which no one is obliged to read) is greater for the money,
than is afforded in any book or periodical, except newspaper. This
may be said of newspapers generally. To conclude, this craving for
more reading matter in a cheap newspaper, reminds us of the group
of boys around a butcher, all calling for beef’s liver, when one seeing
he was not likely to get a slice, says, “Mr. can’t you kill an ox next
time that’s all liver?”
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Bowles made one very practical point in his sensible edi-
torial that is reminiscent of Benjamin Franklin’s Apology for
Printers a hundred years before. The cheaper newspapers
ran more patent medicine advertising than the earlier more
expensive papers because they needed the additional income
for their support. The penny newspapers, the first of which
appeared in New York in 1833, also appealed to a wider, less
educated reading public than the ecarlier sixpenny papers.
The Journal of Cormmerce, established in New York in 1827,
might be able to exclude advertisements of theatres, lotteries,
and “business to be transacted on the Sabbath” from its col-
umns, but many segments of the popular press could not
afford the moral luxury.

Twenty-three-year- Zold Benjamin H. Day, who had learned
his trade on the Springfield Republican, was a job printer in
New York when he began publication of the paper that under
Moses Y. Beach and later C. A. Dana was to become and re-
main for many years the best-written and most colorful
newspaper in New York, the “newspaperman’s newspaper.”
Fven in the five years it was under Day’s control, the New
York Sun took on some of its characteristics in featuring
human interest stories and local news. It also took all the
patent medicine advertising it could get, all the advertising
of any kind it could get, as did the other penny papers soon
started, the Transcript, 1834, and the long sensational New
Vork Herald with which James Gordon Bennett hit the
streets in 1835.°

Day not only got all the advertsing of whatever kind
he could into the Swm, but he established a policy which
Bennett adopted and which became standard newspaper prac-
tice where, mostly in the larger cities, the publishers could

% One cager publisher of another of the penny papers quickly established
when the success of the Sun, Transcript, and Herald was apparent was too
far in advance of his time. \William Newell established the Ladle.\' Morning
Star as a penny paper for women, a “moral daily paper” New York
nmerchants saw no proﬁt in a paper addressed cxclusncly to women and
failed to patronize it. Newell could attract neither advertisers nor circula-
tion, and his paper, despite change of name to merely the Morning Star,
quickly failed.
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enforce it. He would publish no advertising, except that
contracted for on a yearly basis, that was not paid for in
advance.

The Herald, which was to become notorious in the latter
half of the nineteenth century for its advertising, particularly
its “personals,” was early under attack for the quantity and
quality of its patent medicine advertising. Bennett, as was to
be expected, showed none of the restraint of Samuel Bowles
in answering his critics. The following diatribe was directed
against a broker who had rashly aired his complaints. Dr.
Brandeth was a famous or infamous advertiser of his pills.
It was Brandeth’s advertising to which the broker had taken
exception. “Send us more advertisements than Dr. Brandeth,”
Bennett retorted in the Herald in the summer of 1836, “—give
us higher prices—we’ll cut Dr. Brandeth dead. Business is
business—money is money—and Dr. Brandeth is no more to
us than Mr. ‘Vioney Broker!” If he does not like this propo-
sition, he may cut and run. We permit no blockheads to
interfere with our business.”

Though more readers objected, Bennett continued to run
the advertisements for Brandeth’s Pills. Then he had a dis-
agreement with Brandeth, as later he was to have a more
famous row with P. T. Barnum. He threw the Brandeth
advertising out of the Herald and, March 25, 1837, wrote,
“Our purpose is to warn the public throughout the whole
country from being any longer deceived and cheated by the
quackeries of this most impudent charlatan Brandeth.” Four
days later the Herald emphasized the point, “. . . without a
Jdoubt Brandeth is the most superlative quack that ever ap-
veared in the world.” Bennett’s wrath did Dr. Brandeth little
damage. His pills were still being advertised when the Herald
disappeared in 1924 through merger with the New York
Tribune.

\While Bennett was exploding in New York, the publisher
of a Boston newspaper had an idea which was more than a
hundred years in advance of his time. The Boston Daily
Times had the effrontery to suggest that political parties use
paid advertising space to air their ideas. The Times, October



104 THE STORY OF ADVERTISING

22, 1838, proposed that “if either or both parties wish to
obtain the use of our advertising columns in order to dis-
seminate their political doctrines or dogmas, they can have
them by paying the customary fee.” \When shocked readers
rebuked the newspaper, the editor defended the idea. “We
advertise for individuals and associations of every kind, and
why not a political party?”

Bennett soon had a much more formidable opponent than
Dr. Brandeth. In 1841, Horace Greeley founded his New-
York Tribune, destined to become one of the great and in-
fluential penny newspapers of New York. Greeley, a Whig
who became a Free Soiler, then a Republican, brleﬂy a mem-
ber of Congress and ﬁnal]y a Presidential candidate, fought
hard for labor, the protective tariff, and other reforms. On
the break-up of Brook Farm, the Transcendentalist com-
munity in which he was sympathetically interested, he hired
Charles A. Dana, whom he used as foreign correspondent,
then for many years as managing editor, Margaret Fuller to
do book reviews, and later George Ripley. One of his
Tribune staff was Henry ]. Raymond who ten years later
founded The New York Tines. Eccentric, difficult, force-
ful, capable of loosing just as much shrill abuse as the next
newspaper editor in those years of political journalism, Greeley
lost no time ar all in attacking editorially the unsavory adver-
tising in both Bennett’s Herald and Beach’s Sun. In April,
1841, he railed at both for accepting the advertising of a
notorious woman abortionist. Soon he had to defend adver-
tising of his own in the Tribune.

December 20, 1841, Greeley wrote: “A friend writes us
to complain of the ingenuity of our advertisers in writing
commendations of their medicines. He should complain to
our advertisers themselves, who are not responsible to us for
the style or language (if decent) of their advertisements, nor
have we any control over them.” Like the other penny
papers, the Tribune depended on advertising.

The Tribune, the Herald, and the Sun were read by the
burgeoning population of what had become an exciting and
busy metropolis. Washington Irving, America’s first man of
letters, had spent much of his life abroad as writer and
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minister to England and Spain. He rerurned to the United
States in 1846 and a city he hardly recognized. New York,
he wrote his sister, was now one of the most racketing cities
in the world. It was like Frankfort on fair day, only in New
York every day was fair day.

Changes and excitement were manifest everywhere in the
country. “Manifest Destiny” was the phrase.  John L. Sul-
livan had used it first in the United States News and Demo-
cratic Review in an editorial of 1845: *. . . our manifest
destiny to overspread the continent allotted by Providence
for the free development of our yearly multiplying millions.”
Polk gave the phrase practical meaning in the Mexican War
which started in 1846. Bryant upheld the idea and the effort
in the Post; Greeley thundered against it in the Tribune. The
industrial north with factories springing up everywhere was
largely against it, the agrarian south almost wholly for it.
The abolitionists and anti-slavery men were violently op-
posed. They saw the war mercly as another attempt to
expand slave territory.  James Russell Lowell satirized it in
the first series of the Bigelow Papers which were being pub-
lished in the Boston Courier and the Anti-Slavery Standard.

General Zachary Taylor met and defeated the Mexican
Santa Anna at the battle of Buena Vista. One of the great
and most spectacular of all advertisers seized his opportunity.
In the Tribune and other New York papers, P. T. Barnum
was soon advertising another compelling attraction at his
American Museum on Broadway—Santa Anna’s wooden leg,
taken, so he claimed, by the American army in Mexico.

By 1847 Furope was aflaime with revolutions which
Charles A. Dana was there reporting for Greeley. More
millions of immigrants, Germans, and Irish starved out by the
potato famines, were pouring into New York. Five million
immigrants entered the north between 1820 and 1860. Thou-
sands were landing in New York every month. Whether 1ts
critics liked it or not, Manifest Destiny was on. Texas had
been made a state in 1845. The Mexican Cession after the
war gave the country the territories of Utah, Arizona, and
New Mexico. The seizure of California was confirmed.
Brigham Young and his twelve thousand followers, harried
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from place to place, reached Salt Lake in 1846. New Yorker,
Philip Hone, traveling west in 1847 exclaimed over Chicago,
callmg it “the wonder city of the Western World.” Cin-
cinnati too was fast becommg a metropolis, though neither of
the western cities could rival Boston, New York, Philadel-
phla, Baltimore, or New Orleans; and the 1 important citics of
the east were already joined by magnetic telegraph.  The
country was growing with undrcamed of rapidity. “Manifest
Destmv '—but what the United States really necded, said
Wale Whitman, editor of the Br()()l\lvn l:agrle was more
theatres and berter plays What is 1eallv needed. Henry
Thoreau was w riting in Concord, was less growth, less in-
dustrialism, less interference with the mdnldual, and more
civil disobedience. “Some say that government 1s best which
governs least. 1 say that government is best which governs
not at all,” was the way he began.

General Taylor, hero of the Mexican War, was clecred
President. Enthusiasm ar the Whig Convention in the Chi-
nese Museum in Philadclphia where he was nominated was
so great that one politician exclaimed the party could clect
Old Zach President and his dmrqcr Whitey, Vice President.

Barnum added new attractions to Santa Anna’s wooden
leg. In 1848 he was advertising in the Tribune,

SPLENDID PERFORMANCES every afternoon at 3 o'clock, and
every evening at 7% o'clock. The manager is happy to an-
nounce the Fnglish giant, Roserr Hare, the largest man on
carth, the rallest and the heaviest, being over eighe feet high,
and weighing over a quarter of a ton. In addition and in con-
trast with the above, he has engaged the SatanLest Huaax
Pamr that ever was seen alive, Major Lrrrieringer and his
petite sweetheart, Tirania, Tue Famy Quers. both being
much smaller than Gexerar Toat Tuuas. He is also happ\
to announce for another week, THe BurLesoue OPERA, writ-
ten especially for the American Museum, entitled Tug Steep
Warker. Also the SasrLe Brorhers, Grear VWestery, the
Yankee comedian. Tue Worsten Honestean, Tuar Hicu-
LAND  Masamora Broruers, Livine OurancoutTang! Wax
ScripTUrAL STATUARY, MApAME Rockwenl, the Fortune-
Teller. Admission 25 cens; children under ten vears of age,
12V cents.
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Chinese Junk, a play satirizing the American Museum, was
plavmg at the Olympia and ad\ertlsmg in the penny papers.

Soon Horace Greeley had something even more exciting
than a Barnum production or a burlesque on it to advertise.
Westward expansion, new factories everywhere, the slavery—
abolitionist controversy with Clay’s compromise and the
other patchwork arguments wearing thinner and thinner gave
Greeley plenty of political news. The discovery of the use
of sulphurlc ether to produce unconsciousness by Dr. William
T. G. Morton, a Boston dentist (Dr. Oliver Wendell Holmes,
professor of anatomy and phvsmlogv at the Harvard Medical
School, named the new process “anaesthesia”), and the mag-
netic telegraph gave him scientific miracles to publicize. The
triumph of the Mexican War gave a segment of the popula—
tion patriotic glory to enjoy to the full. All this and then, in
January of 1848, the discovery of gold at Sutter’s Mill in

California.

The San Francisco Californian announced the discovery
May 15. Three-quarters of the populatlon of San Francisco
abandoned their homes and ordinary pursmts to scramble for
the gold. The Baltimore Sun broke it in the east September
20. Crews deserted ships rouching on the California coast.
Farmers flung their hoes. Shopkeepers shut up shop. As
the news traveled east, the gold fever struck everyw here. By
the middle of November, 1848, hordes were racing to Cah-
fornia by any route—long or short, overland in covered
wagons or around the Horn by shlp—over which they could
obrain any kind of transport. Dally the Tribune ran columns
of advertising “For California,” announcing ships’ sailings
and offering ?or sale equipment men would need on the voy-
age and at the mines. Between mid-December 1848 and mid-
January 1849 sixty-one ships cleared New York, Boston,
Phlladelphla, and Baltimore for the gold fields. By 1850,
76,000 Americans, mostly from New England, New York,
and Pennsylvania, had scrambled into California. San Fran-
cisco leaped from a total population of 459 in 1847 to a city
of 35,000. The territory, which Fremont had scized for the
United States in 1846, became a state in 1850.
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With the movement of people west, with the expansion of
trade and commerce down the rivers and across the land,
went the newspapers. Every center had to have at least one
of its own. With the newspapers went advertising, and the
advertising in the frontier newspapers vividly reflected the
life of these settlements.

Minnesota was established as a territory in 1849. The
Minnesota Pioneer, now the Pionecer Press, was established in
St. Paul in the same year. Its early issues were rich in adver-
tising for furniture, tools, sperm, tallow, star candles by the
box or by the pound and, in that cold climate, muffs, gloves,
and shawls. Sartorial niceties found a market on the fronticr
too. General stores advertised Gent's cravats, lace, muslin,
and what the advertisements always called “&c, &c.” April
28, 1849, the firm of Fuller & Brother was breezy but in-
sistent in the Pioneer:

Examine, if vou please, Ladies and Gentlemen, the prime
staple and firm texture of these woolen goods! here is a
“Jam up” article of Sheep’s Gray for pantaloons; or, if you
want something finer, look at this Kerseymere. Here are
Satinetts, which are warranted to wear like buckskin and
which we could sell for all wool if we were not too honest.
Here are Vestings hard to beat, especially, when on the back
of a fighting man. Examine the bolt of Fustian, so firm that
it seems like anything but “all Fustian.”?

The doctor was also the druggist in St. Paul then, and he
advertised that he did not use calomel or the steam treatment.
Another versatile gentleman described himself in his adver-
tising as jeweler, dentist, and gunsmith. The same 1849
issue of the Piomneer carried two conflicting advertisements.
One was for “IWhiskey—50 bbls old rectified Whiskey, for
sale cheap for cash.” The other was a notice of a meeting
of The Sons of Temperance, Cataract Division, No. 2.
Another 1849 advertisement announced that there was A
Splendid Bowling Saloon in St. Paul.

7Quoted by Theodore C. Blegen, “Minnesota’s Pioneer Life As Revealed
in Newspaper Advertisements,” Minnesota History, Vol. 7, No. 2, June,
1926
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Lawyers advertised in the Pioneer that they specialized in
preemption claims and military warrants. Railroads, stage
lines, and river steamboats were regular advertisers. An en-
terprising magazine dealer ran this advertisement February
20, 1850.

St. Valentine; St. Valentine! Now is the time
to subscribe to the Magazines; Graham, Godey
or Sartain. A copy of cither is certainly the
neatest Valentine a Gentleman can send a Lady.

The newspapers of the eighteenth century had always
their advertisements for runaway slaves or servants. This in
the Pioneer, April 17, 1850, was a little different.

RUN AWAY

From St. Paul, without paying his honest debts, a
person in the shape of a man, calling himself DR.
SNOW and formerly of Prarie du Chien. This is to
warn all persons against this man’s rascality.
Prarie du Chien Patriot please copy.

The patent medicines followed the settlers. One druggist
advertised them all: “Anti-bilious, cathartic, vegetable, and
ague pills. Coxe’s hive syrup, Stoughton’s bitters, Burgundy
pitch, Liniment—volatile, nerve and bone, poor man’s and
anodyne; Am., apodeldoc, paregoric, castor oil without taste
or smell, rheumatic drops, together with every article in the
Drug Line for sale cheap for cash.”

Other advertisers in the early years of the territory and of
the AMinnesota Press pressed their claims and asked for cash,
credit being a risky commodity on the frontier as elsewhere,
but none matched in eloquence or literary elegance the barber
who ran this advertisement May 30, 1850.

ABSOLOM LOST HIS LIFE FOR WANT OF A BARBER

William Armstrong, a Castilian by birth, continues to
smooth the countenance of the male public at the Central
House, amputating the beard with the utmost facility upon
new and scientific principles. He also performs the opera-
tions of hair-cutting and hair dressing in the latest fashion
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and most approved style of the art. Shampooing in the
Asiatic method, as taught in Constantinople, is also his forte.
It will be his delight to render these operations as agreeable
as possible without the use of chloroform.#

People in the west used newspaper advertising to buy and
sell, but also to complain and to make requests, sometimes for
odd services. Editors had the same difficulties in satisfying
advertisers that editors endured in England or in the east.
One was so driven that he used some of his space to express
his despair in an advertisement of his own.

\Wanted—Act this office, an Fditor who can please
every body; also, a Foreman who can so arrange the
paper as to allow every man’s advertisement to head
the column.?

Money was hard to come by and harder to loose. A book-
seller went whimsical to avoid becoming lachrymose in this
Alabama newspaper advertisement.

Notice—Persons indebted to the Tuscaloosa Book Store
are respectfully solicited to pay their last vears accounts
forthwith. It is of no use to honev; payments must be made
at least once a year, or [ shall run down at heel. Every body
says, How well that man Woodruff is going on in the world,
when the fact is I have not positively spare change enough to
buy myself a shirt or a spare pair of breeches. My wife is
now actually engaged in turning an old pair wrong side out,

8 Perhaps the advertisement a New Jersey barber ran in the True Ameri-
can Scprember 8, 1827, will serve to contrast the more restrained ad\'crtising
of the scttled cast with the informal approach of the west. “Dox Cartos
Hatt, professor of shaving and hair dressing, respectfully informs the pub-
lic that he intends to make Trenton his place of abode. and therefore hopes
the gentlemen of the cities and others, l}rom a distance, will not be scrupu-
lous but will give him a portion of their custom. He returns his warmest
thanks for their very liberal patronage, since he has opencd his establish-
ment in Market Street, and hopes by assidoous attention to business to
merit (not demerit) their patronage. Recoaatexpation—From a gentleman
in Trenton, forwarded to my shop, dated Sunday, Aug. 19, 1827. Sir: You
arc justly entitled to the name of Professor. 1 recommend vou highly to
the citizens of Trenton as 2 man of Principle. (Signed) P. F. Thomas,
President, Mechanic’s Bank.”

8 Quoted from The Culpepper Observer in “Newspaper Advertisements,”
Harper's New Monthly Magazine, November, 1866.
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and trying to make a new shirt out of two old ones. She
declares that in Virginia, where she was raised, they never
do such things; and that it is, moreover, a downright vulgar
piece of business altogether. Come, come, pay up, friends!
Keep peace in the family and enable me to wear my breeches
right side out. You can hardly imagine how much it will
oblige, dear Sirs, the public’s most obedient, most obliged,
and most humble servant, 10

Another advertiser had problems of a different kind, and
he was desperate about them, desperate enough to add threat
to his petition.

VWhereas, at particular times, | may importune my friends
and others to let me have liquor, which is hurtful to me and
detrimental to society: This is, therefore, to forbid any per-
sons selling me liquor, or letting me have any on any account
or pretense; for if they do, I will promptly prosecute them,
notwithstanding any proinise | may make to the contrary
at the time they let me have it.

John Holmes!

10 Blegen, op. cit.
11 ] pid.



Nineteenth-Century
English Advertising and

1ts Magazinc Critics

OsBviousLYy, THE FIRST American newspapers were started in
imitation of those already bemg pubhqhed in England. By
their own boast, the first American magazines were hopefullv
patterned after English models. The unbridled advertising of
patent medicines was a staple of the English press long be-
fore American newspapers adopted and successfully adapted
the practice. Likewise, the penny newspapers of New York
were fashioned after the daily newspapers of London.

The dual taxation of newspapers through most of the
eighteenth century and the first half of the nineteenth cen-
tury acted restrictively on advertising in the English press.
The taxes first levied in 1714 were increased at various times,
so that by 1804 the newspaper tax was threepence, and the
tax on every advertisement inserted in a newspaper was three
shillings and sixpence. The principal effect of these “taxes on
knowledge” was to keep the news from the many and to keep
the products of British manufacturers, multiplying under the
stimulus of the industrial revolution which overtook England
between 1760 and 1800, from reaching wide domestic mar-
kets.

In 1814 the taxes were increased yet once more. This
seemed the signal for concerted opposition. Largely through
the efforts of Bulwer-Lytton, novelist—politician, then of

112
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Milner-Gibson and Richard Cobden, leaders of the fight
which brought about repeal of the Corn Laws under Peel,
some reduction was effected in 1836. Unshackling of the
press was a nccessary concomitant of the rebellion against
social and economic conditions brought on by the industrial
revolution and of forwarding all of the liberal movements
whose first major victory was the Reform Act of 1832. In
that year the advertising tax brought the government
£170,649. The next year the tax on advertisements was
lowered to one shilling and sixpence. In 1836 the tax on
newspapers was reduced to one penny. Newsdealers, who
had been acting more like librarians, lending out the Times
at a penny an hour, were now able to scll their papers at the
lower prices made possible through the tax reductions.

The Times, so influential in politics that it was described
as almost another arm of government, was equally powerful
as an advertising medium. In both spheres its position was
assured and its attitude sometimes arrogant. Greville has de-
scribed its influence in politics on more than one occasion.
February 27, 1833 Greville recorded:

Yesterday there appeared an article in the Times about the Irish
Bill in a style of lofty reproof and severe admonition, which was no
doubt as appalling as it was meant to be. The article made what is
called a sensation; always struggling, as this paper does, to take the
lead in public opinion and watching all its turns and shifes with per-
petual anxiety, 1t is at once regarded as undoubted evidence of its
direction and dreaded for the influence which its powerful writing
and extensive sale have placed in its hands. It is no small homage
to the power of the press that an article like this makes as much noise
as the declaration of a powerful Minister or a leader of Opposition
could do in either House of Parliament.?

At a time of political crisis in November, 1834, the Duke
of Wellingron himself was compelled to accede to the terms
on which Thomas Barnes, editor of the Times, would offer
his paper’s support to a new government. Barnes stated his
conditions, which were that there would be no mutilation of

1The Greville Memoirs, ed. Henry Reeve (New York: D. Appleton
and Co., 1875), II, 151.
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the Reform Bill and no change in foreign policy. Greville,
acting as intermediary, drew up a statement of the Duke’s
position. Lyndhurst, Lord Chancellor under the new govern-
ment, rewrote the statement. Barnes was graciously pleased
to approve the Duke of Wellington's policy, and The
Thunderer came out in his favor. “Why, Barnes,” Lynd-
hurst exclaimed, “is the most powerful man in the country.”™

A newspaper of such proven power was a magnet to the
advertiser. The Times had been a powerful advertising
medium from the start. The theatres got the lead position
among its front page advertisements, the roval theatres first.
Their advertising was followed by that of the booksellers.
shipping notices, and other commercial announcements. The
back page was given over to advertisements for auction sales,
real estate, and notices of horses and curriugcs and the like for
sale. The Times ran not only straightforward advertisements
but advertisements disguised as news. Notices of dancing
lessons (Louvre, Cotillions, Hornpipc. Devonshire Minuer)
had litcle to distinguish them from the editorial matter thev
followed.

The Times charged more for longer advertisements than
the other London newspapers, and John Walter defended the
practice reasonably November 24, 1792:

... The Times, we are well assured, is higher in number than anv
other Morning Prine, and that there are not above three others which
sell near half and not many one-third of the number. WWe know that
some agents® will resore to Papers low in sale, to get them inserted
cheaper, but their Principals will best judge whether their interests
are best consulted, as the more their intentions are circulated, the
better their end is obrained.

Advertising poured into the Times in such volume that it
was forced to publish supplements to carry them all. The
first of these appeared May 23, 1818, with a statement which
pointed out complacently that the 7imes more than deserved
the patronage of its clamoring advertisers and that the sup-

2 Ibid. p. 303.

3 Note that advertisements reached the Times through the advertising
agents already operating in London.



Nineteentb-Century Eunglish Advertising 115

plement was issued as a free newspaper though it cost the
publisher money.

We know now how much we owe to our advertising friends; but
they will have the kindness to recollect that the preference which
they show to this journal results from its more diffuse circulation
and greater sale; and that our preeminence in these respects can spring
only from, or be maintained by superior talent in the political and
literary departments. But in our zeal for supplying this, we have
unavoidably fallen into arrears with our advertising friends .
whose favours in consequence crowd our bureaux to such an excess
that we have been obliged to adopt the novel, and to us very expen-
sive expedient of publishing two sheets in one day; paving, as we
find we are obliged to do, the stamp duty upon both, and presenting
one of them gratutiously to the public.

The supplement was soon being published regularly twice a
weelk.

Despite this, the Times fought repeal of the newspaper
tax for fear that repeal would work to the advantage of rival
newspapers and encourage more cheap newspapers to spring
up. In Parliament, Bulwer-Lytton pointed out, June 14, 1832,
that if a twenty-line advertisement were published in a
London newspaper cvery day for a year, the total cost, be-
cause of the advertising tax, would be £202-16s. The same
advertisement could be run in 2 New York newspaper for a
vear and cost only £6-15s.-6d. The tax restricted advertis-
ing, restricted sales, and restricted the number of people who
could afford to buy a newspaper.

Brougham was for repeal of the newspaper taxes, as a
political measure, Gladstone wanted to reduce the advertis-
ing tax; Disraeli to abolish it. Fven after the advertising tax
was killed, August 4, 1853, the Times fought to retain the
tax on newspapers themselves. It warned, March 20, 1855,

What the London papers have to expect is that in the manufactur-
ing districts, there will be published early in the day and circulated
by private hands, a cheap class of papers giving all the news which
we believe our principal attraction, and to obrain which we spend
immense sums of money. We can casily conceive thar it will answer
the purpose of enterprising gentlemen to republish our news by 10
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o’clock for the metropolitan circulation and two and four o’clock for
the provincial districts.?

When the last of the taxes on knowledge, the tax on paper
itself, was finally abolished, the Times noted the fact wryly
in a leading article, May 28, 1861: “We are sick of the con-
troversy. \We hope and trust that this will be the very last
day of this Paper War, and that from this day forward every
Englishman will not only have in his house a cheap Bible, but
also a penny newspaper, a Cocker’s Arithmeric, a Miscellany,
anovel in wccklv parts, and a bandbox duty free.” The Times
reduced its price to 3d.

This gradual economic freeing of the press and advertis-
ing resulted not only in cheaper subscription and per copy
prices to the public, bur also in larger circulations, in the
establishment of more daily newspapers, and the appearance
of more advertising in all of them. The Times had about a
hundred advertisements a day in 1800, but four times that
many in 1840. The total circulation of England’s newspapers
rose from 24 million in 1820 to 122 million in 1840. When,
first, the tax on advertisemients was abolished, then the tax on
the newspapers and on paper, the ficld was free.

Meanwhile, in an effort to avoid the taxes, other forms of
advertising had developed. Sampson describes colorfully the
profusion of signs, billboards, sandwich men, sidewalk adver-
tisements, and advertising processions of London in the first
half of the nineteenth ccnturv It was an anarchical melée.
Maurauding bill posters, “external paper hangers,” descended
nightly on the city, plastering their signs on every available
surface, whether the wall, the sidewalk, or the door of a
houscholder. They vied with each other in happy desecra-
tion, racing for the best spots, defacing the work of their
rivals, overpl.mtermg what they could not tear down.

A law was passed in 1839 makmg it an offense to paste bills
on property without permission of the owner. The law could

41The Times’ fears were not unfounded. The Daily Telegraph, which
became its principal rival, was established as soon as the tax was abolished
in June, 1855. The Telegraph sold at 2d., dropped its price to 1d. the next
year.
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not be enforced. The external paper hangers, paste buckets
full and long brushes ready dipped, were having too good a
time. The undertakers devised 2 manocuvre which was much
admired. They pasted their smaller bills on likely spots in
other p()stl)ills

Dynamic signs came with the static. The sandwich man
was invented, 2 man wal]\mg with placards attached front
and back. This led to processions of sandwich men, cach
c1rr\'mg part of the message, like a row of Burma-Shave
advertisements going by a stationery motorist in the twenti-
cth-century United States. Floats of a kind were devised,
huge mockups of articles for sale paraded through the streets.
Inspired advertisers hired troops of derelicts, dressed them in
uniforms, and marched a seedy burlesque of the Guards or a
company of foot through the streets as an advemsmg scheme,
until a law was passed f()rblddmg such unsecmly conduct.

Earnest S. Turner in his determined c‘{pose of the wicked-
ness of 1dvcmsmg, quotes no less a critic than Thomas Car-
lyle on the cvils of these displays.® Carlyle’s characteristic
distaste was cxhibited in Past and Present, 1843.

The Hatter in the Strand of London, instead of making better
felt-hats than another, mounts a huge lath-and-plaster Hat, seven feet
high, upon wheels; sends a man to drive it through the streets; hoping
to be saved thereby. He has not attempted to make better hats, as
he was appointed by the Universe to do, and as with this ingenuity
of his he could very probably have done, but his whole industry s
turned to persuade us that he has made such! He too knows that the
Quack has become God.®

An astounded French observer in 1850, three years before
the newspaper advertising tax was lifted, looked in amaze-
ment on the strects of London.

In Piccadilly, St. James’s Street, evervwhere in fact where the
crowd was dcnscst, one met men transformed into walking adver-
tisements. One wore a scarlet boot as a headdress, was wrapped in a

5 The Shocking History of Advertising (New York: L. P. Dutton, 1953),

.72,

¢ Carlyle missed the point. The man wanted to sell the hats so he could
kecp on doing what the universe appointed him to do.
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garment entirely composed of cardboard, and carried a flag bearing
a bootmaker’s name and address. There were others in all sorts of
groteque accoutrements. When the goods advertised need long ex-
planation, the man is concealed in a closed-up sentry-box. They wall
him in berween four boards, clap a little roof on top, and he rotates
slowly to allow the passer-by to read what is written on the placards.
This pitiable tortoise, victim of commercial enterprise, moves slowly:
in his unwieldly shell with hesitating, uncertain movements.

Publicity invades even the asphalt pavement. It relies on the fre-
quent rain and the habit people have over here of looking down as
they walk. \When the weather is fine, dust dulls the surface and
nothing much is visible. But as soon as a shower has washed it clean
the characters appear, letters blossom under vour feet, and you find
vourself walking on gigantic posters. In this way the stone flags of
London are made as productive as a field of wheat.”

In time, when repeal of the tax on advertisements led to a
greater rush for newspaper space, outdoor advertising sta-
tions were sct up and bill posting and paint fell under regu-
lations which must have made street life seem somewhat dull
to the Londoners of the day.

London newspaper advertising was rampant now. The
magazines of the day, as they did not vet carry advertising
except for themselves or for books their owners pul)hshcd
could be very moral about it and sometimes greatly shocked.®
What is surprising is that more often the best of them were
warmly interested in advertising, which they saw as an accu-
rate running comment on the age, and temperate in their
appraisals. The London Magazine waxed mildly ironic, Feb-
ruary, 1825, when it mocked advertisers’ claims for the merit
of their wares and their reiterated warnings against substitutes
and “counterfeits,” but the more thoughtful magazines and
reviews treated the subject seriously and with considerable
respect.

It was not .ld\cmsmg but faked literary publ1c1tv that
aroused the ready ire of Fraser’s Magazine in “the 1830's. The
newspapers l)ulgcd with the advertisements of fiercely com-

TFrancis Wey, Les Anglais Chex Eux. Quoted by G. H. Saxon Mills,
There Is a Tide. . . (London: William Heinemann, Ltd., 1954), pp. 15-16.

8 Today it is the periodicals which publish little or no advertising that
are most often dismayed by its wickedness.



Tobacco E‘J’ Sm{f of tbe beft qualxty 89’ ﬂa-vor,
At the Manufa&tory,No.4, Chatham ftreet,near the Gaol
By Peter and George Lorillard,
Where may be had as follows :

Cut tobacco, Prig or carrot do.
Common kitefoot do. ° Maccuba fnuff,
Common fmoaking do. Rappee do.
Segars do. Strafburghdo.

Ladies twift do. | Common rappee do.
Pigtail do, in fmall rolls, Scented rappee do. of dif-
Plug do. ferent kinds,

Hogtail do. Scotch do.

The above Tobacco and Snuff will be fold reafonable,
and warranted as good as any on the cantinent. If not
found to prove good, any part of it may be returned, if
not damaged.

N. B. Proper allowance will be made to thofe that
purchafe a quantity. May 37~—cm.

The pipe-smoking Indian leaning on a hogshead of tobacco was a Lorillard
trademark in 1760. This first Lorillard advertisement dates from May, 1789.
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Parading in truncated pyramids, these red-nosed advertising men were
the envy of small boys in the London streets of 1850. (Bettman Archive}
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peting booksellers and publishers whose presses were turning
out trash by the ton. Each new volume was hailed as a mas-
terplecc Book advertising, which had filled columns, spllled
over into larger space. The first full-page advertisement in
the Times was for a book in 1829. At least, this was adver-
tising, paid commercial announcements which pretended to
be nothing else. It was unpnd advertising which masqueraded
as criticism which Fraser’s attacked again and again.

Blurbs for new books were written by the author’s friends
or by paid hacks, then passed off in the magazines as reviews.
Publlshers, who knew then as now that favorable reviews sell
more COPlCS of a book than any advertising, forced authors to
write reviews of their own boo]\s, then planted these as un-
biased critical opinion in magazines they owned or controlled.
Authors rolled logs for each other, and editors connived at
the deceptxon

Under its colorful, dissolute, fierily articulate little Irish
editor, William Maginn, with Thackerary and Carlyle as its
sharp penned staff critics, Fraser’s slashed hotly. Joyously,
it ridiculed its many enemies and sometimes lampooned even
its friends. The magazine was unbridled in its derision of the
authors, politicians, and economists it disliked. Thackeray
advised Bulwer-Lytton to stop using scent and hair oil and
limit himself to three clean shirts a week. Maginn, who had
got his Grub Street training on a dozen London journals,
screamed abuse at Disraeli, most women novelists, Thomas
Moore, all imitators of Byron—and sold out entire issues of
Fraser’s by his antics. His scurrility grew so extravagant that
an infuriated author attacked and nearly killed the publisher
James Fraser with a loaded riding crop and later fought a
ludicrous duel with the befuddled editor.

Maginn reserved some of his finest abuse for all rival edi-
tors and publishers, especially for Colburn and Bentley, who
owned the New Monthly Magazine, the United Service Jour-
nal, the Court Journal, the Sunday Times, and enjoyed part
ownership and control of the influential Literary Gasette. He
accused Colburn and Bentley of “puffs, point-blank, oblique,
inferential.” He named and numbered books published by
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the house which were lauded in their magazines. In 1830, the
first year of its existence, Fraser’s condemned the practice of
puffery and these particular practitioners with this diatribe:

The secret of success is involved in the right use of one grand,
cabalistic word—PUFF; ay—PUFF—PUFF—PUFF. And as Gnatho
gave his name to one sect and Tartuff to another; as pickpockets are
known after their mavxiums Alcides Barrington® and philosophising
jack-asses and howling materialists after their molten moon-calf of
worship, old Jerry Bentham; so literary puffers and trumpeting book-
sellers should form themselves into a special guild, and choose Henry
Colburn for their head.

In another issue of Fraser’s, Maginn pictured Bentley as a
clown herding the public into a circus menagerie to show
off the tigers, baboons, and mocking birds who were Colburn
and Bentley’s authors.™

A generation later when Fraser’s was owned by the book-
publishing house of Longmans and edited by James Anthony
Froude, historian and disciple of Carlyle, the magazine found
itself awed by the power of adverusing. In March, 1869,
before the full force of modern advertising had begun to
make itself felt, Fraser’s said:

It is stated that Archimedes asked to be accommodated with a
sufficient lever base and declared that if he had it he could lift the
carth. . . . Here in our most enlightened age, we have discovered a
force far more potent than any Archimedes could imagine, and can
stir the world as easily as any push-pin . .. My force is the advertise-
ment . . . “The Advertisement,” beats all vour nostrums into miser-
able pretences and shams and is too omnipotent for even imagination
to grasp at its illimitable powers.

The men who founded the forthright Edinburgh Review in
1802 had made their advertising debut by trying to steal an
apothecary’s head of Galen. They pursued the subject with
determination and in far greater detail some years later.

# George Barrington, real name Waldron, was eventually transported for
his skill. While a convict at Botany Bay he is supposed to have written the
famous lines:

True patriots we, for be it understood,
We left our country for our country’s good.

10 Miriam M. H. Thrall, Rebellious Fraser’'s (New York: Columbia Uni-
versity Press, 1934), p. 83.
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Sydney Smith, annoyed at his failure to obtain carly pre-
ferment 1n the church, and little Francis Jeffrey, who had
failed at law in Scotland and journalism in London, took
an almost pathological pleasure in polite destruction. To them
literary criticism often meant demolition. The Edinburgh
Review, which Jeffrey edited for twenty-six years with
Smith as principal contributor, attacked with malevolent
intent. Having set themselves up as arbiters of taste, and
practically invented the modern book review which stll
shows their influence, they found lictle to their liking. Jeffrey
was essentially narrow-minded. Smith, clever and cgotistical
exhibitionist, was more interested in the display of his mor-
dant wit than in a balanced appraisal of a book or idea. They
made the Rewview, which had the then large circulation of
twelve thousand, a feared and fearful engine.

The Review announced that Wordsworth would never
do. It heaped scorn on Shelley, contempt on Keats, turned
even on Scott, who, in defense against his erstwhile friends,
urged on John Murray the establishment of the Quarterly
Review in 1809."" It unwisely castigated Byron for Hours of
Idleness, his first book of poems, bringing down on it the
scathing satire of the poet in “English Bards and Scotch
Reviewers.”

The Edinburgh Review's first cssay into comment on ad-
vertising was light and frolicsome in QOctober, 1805. De-
lighted, it quoted amusing specimens. This, identified only
as being from an Irish newspaper, was the happiest.

Lost, on Saturday night, but the owner does not
know where, an empty sack with a cheese in ir. On
the sack the letters P.G. are marked, but so com-
pletely worn out as to be illegible.

11 Henry Brougham and Francis Jeffrey collaborated on an article which
attacked the English upper classes and demanded reform of the English
constitution. Scott wrote John Murray, who became cditor of the
Quarterly, “The last No. of the Edin. l{cvicw has given disgust beyond
measure owing to the tone of the article on Cevallo.” David Stewart
Erskine, Farl of Buchan, was so infuriated he kicked the issuc from hts
Edinburgh house into the strect “ro be trodden under foot by man and
beast.”
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Surprisingly, Jeffrey—insofar as his temperament would
allow—defended some advertising, and American advertising
at that, in another carly volume of the Edinburgh Review.
Reviewed in the issue for April, 1807, was The Stranger in
America by Charles \V. Janson, a lawyer who had returned
to England after sonic years residence in Rhode Island. Jan-
son had filled one chapter of his book with advertisements
collected from the American press.

In none of these [announced the Review] is there anything serik-
ing; and they furnish not the slightest color for an opinion prejudicial
to the taste of the country. The London newspapers of a single
week, and the provincial papers of England any one day, would sup-
ply a much longer chapter of “eccentric advertisements” (as our
author calls them) and furnish better reasons for doubting the good
sense or correce taste of chis country. . .. It is scarcely necessary to
add, that we urge this only against an inference from the American
advertisements, and by no means as a denial that taste, in the United
States, must necessarily be at a low ebb.

The Edinburgh Review unsheathed its sharp pen against
advertising in February, 1843. “The Advertising System” is
in typical Edinburgh vein, caustic, ironic, knowledgeable,
assurcd. Irs anonymous author had Smith’s style and a destruc-
tive blade. Yer, and to his apparent surprise, he was unable to
run advertising through the body. Advertising proved too
formidable an opponent. The reviewer could do lictle more
than pink. He began with a question which, in the end, he
was forced to leave unanswered.

Here within the compass of a single newspaper [the Times] are
above five