






























































spaced. Sharp carbons are acceptable.
Remember: neatness counts.

Be sure the release answers the basic
questions: who, what, when, where,
why, and how.

If the story is exclusive to one out-
let, say so. If it is written especially for
one, even though the same information

is going to others, indicate that fact. *

Do not, however, try to dress up a story
with florid but meaningless prose. The
editor wants the facts; he’s paid to re-
write in newspaper style.

Try to give all pertinent details.
Editors like to start with two or three
times as much material as they’ll finally
use. Bear in mind that they’re passing
vour story on to paying readers, and the
readers tend to like human interest,
colorful anecdotes, etc.—the unusual.

Remember that you may gain a lot
by submitting a carbon of your release
to the local radio or television station.

If you are in the circulation area of a
metropolitan newspaper, find out who
handles local news from your area.
There may be a local-news section that
is printed in several editions, and a re-
lease to the city desk might never reach
the right editor. Regardless of what
tvpe of community you live in, don’t
overlook the weekly press. There’s a
weekly newspaper circulating just about
anywhere in the country.

PHOTOGRAPHS should be fully cap-
tioned, giving positive identification of
people and other basic details. If pho-
tos accompany a story, key them to the
story and also note on the release that
there are photos. Send glossy prints
4 x 5 inches or larger, not snapshots.
If the quality is poor, don’t send them,
even 'if youre fond of them yourself.

By all means, get the material in
early so that there’s time to use it.
Check with editors to learn their dead-
lines. Unless your story is really “hot,”
it has a much better chance if it’s in
well ahead of a deadline.

It might be added that your pro-
ficiency in preparing business news re-
leases can have additional benefits.
Local journalists will respect vou. and
they have a lot of influence. You may
be called upon to do the same job for
vour lodge, club, or church, and doing
a good job in those cases may well in-
crease the warmth of the reception
given your business releases.

Here’s an example of how the use
of one man’s imagination produced pub-
licity that was good for business—his
own and his competitors’ both—and
ultimately was good for the community.
He's a retail jeweler in a small city—
we’ll call him Sam Smith.

When Sam first opened his store in
the city he made it a point to meet
other jewelers and establish friendly
relations with them. He invited <everal
to dinner one evening to talk over
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mutual problems. Although they were
competitors, they quickly discovered
that thev did have similar problems.
With Sam’s prompting, it wasn't too
difficult for them to talk about them.

They continued to meet, and soon
they were exchanging credit informa-
tion and discussing the difficulty they
had with certain suppliers. who pro-
vided slow deliverv and kept small in-
ventories. The jewelers agreed to keep
in touch and did. Then one day a new
customer complained to Sam that she
had been gyvpped on a watch repair by
one of his colleague-competitors. “Never
knew a watch repairman I could trust,
the customer complained.

Sam asked to see the watch and
quickly discovered and corrected a
minor difficulty. Later he called his
colleague and suggested that he give
closer supervision to the repairs. .

“It gives all jewelers a bad name,
Sam said.

“But she would never have any trou-
ble with her watch if she just took care
of it.” the colleague replied.

This remark gave Sam an idea. He
got his group together to draw up a
statement on the fundamentals of watch
care. Just before graduation time, Sam
took the brief statement “from a group
of local jewelers,” offering advice to new
owners of watches on how to care for
them. to the local newspaper. The
editor grabbed it. Since no jeweler was
mentioned, this release wasn’t going to
give free publicity to a particular indi-
vidual. But it promised to be a real
service to readers.

Before long, Sam’s group became a
local association, even -though it only
consisted of seven members. It began
to issue regular statements, which the
editor welcomed—and some of which he
suggested—on jewelry for weddings,
birthstones. superstitions about jewelry,
appropriate jewelry for evening dress,
jewelry for men, and jewelry customs in
other countries. This led to feature
stories on engagement rings. predictions
of Christmas jewelry sales. and a suc-
cession of similarly interesting releases
which helped make the community
more conscious of jewelry.

What did Sam get out of this effort?
First, he helped to correct a specific
condition which was hurting all local
jewelry business, including his own.
Second, he participated in and bene-
fited from the exchange of valuable
trade information. Third, publicity
helped create new business, of which
he got his fair share.

But he got more than this out of it.
He became known as the leading jeweler
in the communitv—not the biggest in
terms of business volume, but the most
active and most knowing. Al civic
problems remotely involving his line of
work were automatically referred to
him. He became the jeweler member of
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Rotary. He became the first representa-
tive of the jewelry business on the local
chamber of commerce. He found him-
self elected an officer of the Boy’s Club.
Even though he still didn’t do the larg-
est volume, he was the most important
man locally in his field and one of the
most important in the business com-
munity.

* After he told me his storv. I asked
Sam how much business all this had
brought him. “I don’t know exactly,”
he said. “But I'd guess that the top
20 per cent of my business comes from
who I am rather than what I am.”

It all started because Sam was smart
enough to get to know his competitors
and to carry the ball from there.

Is that public relations? Promotion?
Is that publicity? It’s all three and of
the highest order. Sam took the long-
range view. When he started. he knew
where he wanted to go, but he dijdn’t
know what steps he’d have to take to
get there. He simply took them one at
a time and never stood still,

It's difficult to think of anv retail
business to which Sam’s experience
wouldn’t directly apply. In essence, it's
applicable to all business.

Sam’s experience means more than
this, however. It focuses attention on
one of the important aspects of public
relations—one that often presents a
knotty problem. It’s the eternal battle
between the long view and the short-
range goal. For example, a merchant
overloaded with inventory isn’t likely
to regard enthusiastically a plan de-
signed to build him into prominence
five years hence. Like the fellow sud-
denly finding himself short of capital
and forced to do some fast talking right
now, he’s faced with a serious condition
that seems to warrant action, not theo-
rizing. If he wants a publicity gimmick
to get himself off the hook, he mav
find one by looking up his sleeve. But
if he doesn’t find one in his own mer-
chandising experience, he would do well
to start just where Sam did by cultivat-
ing the competition. Successful com-
petitors are the ones most likely to have
the know-how he so urgently needs.

Wu-:,\' I was starting out in business
I joined a young man’s political club
because I was interested in politics and
wanted to learn something about jt. I
soon found myself on the hoard of dj-
rectors, working diligently at my com-
mittee assignments, when one day I
suddenly realized that most of the ¢lub
members seemed to have politival am-
bitions, which I did not. Thev were
using the club to advance themselves,

In my pristine indignation I resigned
from the club—and consequently lost a
once-in-a-lifetime opportunity for a close
study of politics in the making. Today
at least half of my fellow directors have
heen in topflight political positions—dis-






is going to be persuaded by a tabulation
of figures that his bank can do anything
for them that a bigger bank can’t do
better.

In this day of insured deposits, what
the small bank can effectively sell is
personalized service. In such a bank, a
borrower can talk to the top man and
get a quick decision. He can be con-
sidered for a loan which the branch
manager of a policy-ridden large bank
would automatically have to turn down.
The small banker has the advantages of
flexibility, the climate to gain an inti-
mate knowledge of his customers, and
the authority to say yes or no. These
qualities, plus competitive rates, are
what the borrower is looking for. Fur-
thermore, banks that make sound and
attractive loans seldom have to worry
about the number of their depositors.

What this bank needed, then, was to
personalize its story and tell it continu-
ously—in smaller space—via media that
would reach people with money to de-
posit and those with recurrent borrow-
ing needs. i

Small businessmen must realize, how-
ever, that a careful analysis of their
special qualities and needs is not going
to answer the whole advertising ques-
tion. Many small businessmen, and
larger ones too, expect advertising to
do something which it cannot. When
they use it and it doesn’t fulfill these
unrealistic demands, they blame adver-
tising, stop using it, thus losing out.

Advertising serves the retailer in sev-
eral ways. First, it acquaints the buying
public with his existence. Second, it
identifies him as the dispenser of mer-
chandise of a specific type or quality.
Third, it tells buvers about the special
features of the retailer’s merchandise:
price, style, usefulness, and so forth.
Fourth, it tries to get the public to do
business with the retailer right away.

Generally speaking, the most im-
portant of these four functions of retail
advertising is the fourth—the creation
of a desire to do business with a specific
establishment. It's been proved that
advertising can create this desire; it can
get interested buyers into the store.
But by and large, sales are made or lost
inside the store, after advertising has
brought in potential customers. Adver-
tising, then, doesn’t insure sales. This
major limitation of advertising is one
that advertisers all too often fail to
appreciate.

The second common misbelief small
business entertains in connection with
advertising is that an occasional ad pro-
vides sufficient exposure. Obviously, no
business should advertise unless it has
something to say. But the reading and
listening habits of people are such that
a well-conceived small ad, used con-
stantly, consistently produces better re-
sults than a larger one embodying the
same basic message. appearing irregu-
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larly and at wide intervals. (Moreover,
regular adverusing is available at sub-
stantially lower rates.)

The reason for the above is partly
psychological and partly the result of
human inattentiveness. The average
small business advertisement—one not
offering spectacular bargains—doesn’t
penetrate people’s consciousness to any
great degree the first few times it's seen
or heard. After an awareness has been
created. it is then necessary to over-
come a natural human reaction: re-
sistance to newness. Once an ad has
been seen or heard a good number of
times. however. an atmosphere of reli-
ability is created, generating traffic.

For this reason, a publisher I know
recently refused to accept an advertise-
ment of a new store in his community.
“Let’s try it once and see what hap-
pens.” said the retailer, who was open-
ing a shoe business.

“Save your money.
will happen,” the
“Nothing.”

The publisher told me, “If I had
taken that ad, he might have gotten a
trickle of curious people. But it wouldn't
have been enough, and he would have
blamed my newspaper. When h'e
agreed to run smaller ads for three
months, we were glad to do business
with him. Nobody should advertise un-
less they do it long enough to penetrate
the market.” )

This is the soundest possible guid-
ance. Equally sound is an accurate ap-
praisal of the service rendergd (or
goods supplied) the community. In
other words. you must know exactly
why someone should do business with
vou. and this reason should be stated
in your ads in a way that is provoca-
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Barney W. Wentz

A heart attack claimed the life of Barney
W. Wentz on May 25th. He was 62
vears old.

Prominent in Elkdom throughout the
State of Pennsylvania, Barney Wentz was
a Past Exalted Ruler of Ashland Lodge
No. 384 and had served on many local
and State Elks Committees. He was a
former President of the Pennsylvania State
Elks Association, and had served on the
Grand Lodge Credentials Committee from
1958 to 1938,

Bom in Shenandoah, Mr. Wentz ha'd
a great many interests. At the time of his
death he was president-elect of the Schuyl-
kill County Chapter of the American Can-
cer Society. He had also been a Vice-Presi-
dent of the County Crippled Children’s
Society and of the county unit of the
American Heart Association. He served as
superintendent of the Ashland Hospital for
16 years, during which time he established
a Heart Clinic which is still in operation.

He is survived by his wife, a daughter,
three brothers, a sister and several nieces
and nephews.

I'll tell you what
publisher said.
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tive and factual. Although it’s hard to
be objective about your business, it’s
vital to successful advertising. There’s
a lot of talk these days about “building
an image.” If the “image” referred to is
a false one, building it is tantamount to
throwing away advertising dollars.

Accuracy is imperative, and many
small businessmen fall down on that
score. Such advertisers want their ads
to be overly complimentary; they insist
on superlatives. A restaurant that serves
beef graded “good” and advertises the
“finest” food would do well to consider
making a price appeal instead. Re-
cently a restaurant opened in a small
but wealthy suburban city. It adver-
tises “good food prepared with a special
flair.” Actually, the food is excellent
and the prices are reasonable. The re-
sult has been that by understatement
the proprietor has built up word-of-
mouth enthusiasm that’s the best possi-
ble supplement to his paid advertising.

Coincidentally, another restaurant
opened within two weeks only a few
miles away. Its ads stressed the ex-
cellent quality of its cuisine. The place
did a terrific initial business, thanks to
advertising in large part. But even
though the food is very good, many
people have expressed disappointment.
The ads had led them to expect more
than could possibly be delivered. The
patrons never had the pleasure of dis-
covering that the place offered even
more than it claimed, as in the other
instance.

The lesson is this: Understatement, at -
least when you have a discriminating
audience, is often the most effective
kind of advertising.

A common question is how much to
budget for advertising. Well, anvone
who can answer that one can also name
his own salary. This story underscores
the problem: George Washington Hill,
one of the first big-spending cigarette
advertisers, was told he was wasting
half of what he spent on advertising.
He quickly agreed. “Trouble is.” he
said, “I don’t know which half.”

Each small businessman must learn to
analyze the market he wants to reach.
Then, he must study the media and find
out which reach those people. Even
more important, he must find out which
media Influence the market. With this
accomplished, he finally has to decide
what he can afford.

Most media have salesmen who will
assist a businessman in making his de-
cisions. Unfortunately, their interest is
often directly proportional to the amount
of money being spent—a real problem
for the small advertiser who could bene-
fit considerably from their professional
know-how. However, most businessmen
can quickly determine which salesmen
are genuinely interested and competent
to help produce the best possible small
ad, and which are hucksters. A good











































































































