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to the Problem of Loadership.

1. PAPERS ACCOMPANYING.
1. A bibliography of this study.

1i. THE STUDY FRESENTED,

The purpose of this st\idy is t5 determine what prinoiples of commeroial
advertising are applicable to the military problem of arousing, eontrolling,
molding and directing the minds o soldiers to attain a desired military

end.



111, FACTS RELATING TO 'THE SUBJECT.
1, Definition and development of advertising.

The word "advertising" is derived from the latin, "advertore",
meaning "to turn toward" (1) It is defined as "tho act of announoing
rubliély, especiéily by printed notice" (2), and as "the aot of malking
known by publioc notioe;‘by extonsidn, the art of announsing or dffering
for salo in such a manner as té»induce‘purohneo“i(s).

Advertisements were not unimown in ancient Greece and Rome. The
ruins of Pompeii and Heroulaneum afford examplés, the walls in the most
froquonted parts being oovered with notioces, painted in black and red. In
m;;;eval times the advertising shopkeeper's ohief orgen was the publie
orier. The first advertisement printed in:anewspaper apreared in "The
Inpartial Inteliigenoor“ of Londoxn, i March, 1684, smnouncing a rawazd
for two Jtolen horses. The first édvoftisement in an American newspaper
appeared in "The Massachusetts Spy" for November 16, 1780 (4).

Originally the torm "advertising" signified oommunication or the
convaying of information, but the term is now most commonly thought of
as involving persuasion of some sort as well as information (5). Formerly
it vms a kind of puffery, but at present the widest advertising is
characterized by the uampleteness with whioh it presents information, and
the logioal reasonirg by which it seeks to persuade readers (6). Frinting
alone made possible the transition from sinplo announcemont to the system
of argument and suggestion whioh conshtitutes modern advertising (7).

In its present sense, adyertising is a poverful and legitimate force
in the commero.2l world and in the diétribution of comnodities, and it has
been designated as the literature or‘persuhsion (8)s Thore is ample proof
that advertising exerts a tremendous influsnce upon the hadbits of
consumption and the standards of taste of thc consumer (9), that it

dovelopes and regulates the wants, habits and 1ifé of the individual (10),
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and that it actually oreates new wants in the oommerolal fiold (11).
A survey made by the Natlonal Burcau ol Eeonomle Resenrch estimated.
that the amount spent on advertising in the United States in 1927 wus
21, 602,000,000, This tobal waz made up as followas:
prspaper aGVWrtising...-..-.---......-o».wyg3690,000,000
Mroot &d\rﬂrﬁiﬁl!’l};-.cnoounu TreBINCI e NN 400’000,000
kaﬁﬂzinﬁ advarbinin@-...--.a-..-...i-........ 210,000’”00
Buainess racara adverbisingeecsiveirneviesnvaae 75,000,000
Outoor advortico NG esvassese cvosnenocisonnres 75,00@,000
Premium advortisling, rrograms, dirfentories.,s 25,000,000
Bhreet 0AY CAPd  iervevaresioastranvenrrnsivess 20,000,003
Radio broadoastingevesicrivivivareanssavenres 7,000,600,
The inerenss in expenditures for advertising between 1921 and 1927 had

boey 60 per cent (12).
2y Ths basis of modern commercial advartising,

Thore are evidenoss of rocord that .70 scors years ago, farsighted
studenta of advertising as it waz thon undarstood began to discover the
eonnegtion bebwean sudoestiul csmmaroialladvartiaing mothods and nsyshologya
An ediborial in tho Cobobor, 1895, aditieh of the magazine, "Printer's Ink",
cbntnin@d the following stetamentst

"Probably whon we aro a little more snliphtened, the advertising
writor, }ike tho teacher, will study psyeholegy. For howewsr
divarse their cscupations may at fifast aight‘appenr, the
advertising writer and the temcher have one prest objeot in
somion==mto Influence the human minde Human noature is & groeat
faobor in advertizing sucenrsas" (13),
A similar lone was expresced in an artiole ocontainsd in the Mareh, 1901,
odition of the megnzins, "Fublieity”, whieh stated in part:
"The time 1z not far awmy vhen the advertising weitor will
Pind out the inestimable bonafits of a knowlodge of psyehology.
The preparation of copy has usually Pollowsed the insgtinots

rathor than bhe analytical funetlons. Bub the fubure must
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neodsbe full of beobber msthods than those to make advertising
advanoe with the same rapidity ns it has during the latter part
of tho laght eenbturye. And this will come through a closer

‘ tnowledge of the payohologionl osomposition of the mind. The so~
gallod 'sbudents of human naturs' will then be salled sucoessful
psychologists, and the successful advertisers will likewise be

termed 'psychologlenl advertiserst™ (14).

Modern literaturc on adverbtising which the writer has oonsulted appears
almost universally to approasch the problem Of’eommero;al advertising through
the channels of applied psychology. Poffenberger says, "Tho relation botween
the problom of applied payshology and that of advertising is particularly
oloso, Tho aim of applied psyohology 1s the prediction and sontrol of
human behavior in every sphere of astivity; the aim of advartising 1s the
prodietion and oontrol of human behevior in a specialized field of
sotivity, namely, the purchase of goods, Even this distinotion in the range
of the two is diminished through “he urna of advertising Lo influense publie
opinien in polities, health werk, and co forth" (15). A dirnstor of the
pé@hologionl laboratory of Nortlwestern University has ét&t@d that after
having read broadly on the subJeot of advertising, and having talked with
business rmen --- manufacturers, salesmen, publishers and professional
advertisers === ho never sew or heard any reference to anything exoept
paysholugy whioh oould furnish a stable foundation for the thoory of
advertising (161,

3¢ Tho princirles of advertlsing.

One writer on the subjedt of advertising states that a perusal of
the literature on the aubjsct of nelling leads %o the sonclusion that there
are only three general thoories whish are definitsly formulateds The first
thoory 4o exrressod hy the five words: ‘'attention', "inberesi","desire",

"nation" and "satisfnootion s Thers in Lmplied iv this theory that the
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prospeat must successively exverlen.o these conuvoious states, The second
theory oomes from beshavioristie nsyehology, end can bo oxpressod by the
formula:'apreal = response”s Tho third theory views man as o dynamie
being, whose buying depends largely upon the inbirnol faotors within him,
summed up in the word, 'wants", The formula: "emnt -« solution » action
vatisfastion” express this third theory of sollings Xt is admitted by this
vritor, however, that even under the so-oalled sesond and third theories,
all insist that attention and interest must come first (17).

Substantiating the ahove, other writors enumerate the prinoiples of
advertising aa1 gotbting the advertisement soen, getting it rand, making it
understood, and making it produce motion (18)s to attract attention, win
an abasorbing interost, arouse a speoific desire, and stimulate an aobive
decision {19); or agaln, to attract the attention of the reader, %o
impress upon “is memory the name and superior qualities of the product
edvertised, to convinee the readsr, and to induse him to purochase (20).

Sinco the firsd alm of tho writben advertisement in to atbraoct the
atltantion of the prcspocﬁ; 1t mey be well to inguire into come of the
mothods employed in attwining this end (21). Classifying attontion as
voluntary and involuntary, the advertisement meeds particularly to pain
the latter sinoe 1t is the more easily sustained (22). The advertissment
attempts to switoh the roader's sonsciousness from the thought track his
mind has boen following to the route of the advortizement's partiocular
apreal (23)¢ The lows of color, contrast, proportions of figures in
illustrations, effects of repetition, intensity of presentation, 5@09noy.
assosiation of ideaé. ond many others have been studied and worked out
,both?in the paychological laboratory and in advertising vraotice (24).

It hes beon debermined experimentally, for instance, thet at e single
glance one can usually read about four wordse On the' other hand, in a single
glance at an Lllustration one oAl 8¢ AG much as could Le told in n whole
prage of printed matter (25).'The picture language is universally undaratobd
and is prasped more readily than the printed words One of the ohief reasons
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why peoplo peruse the advertising pages of a magarine is tho faot that
thoy like to look at tho pletures (26)s In general, the illustration in
an ndvortisement should have the double funotion of attraoting attention
and ascisting perceptlion. Onn notlees those Lllugtratlons which have
somothing to say and vwhioh say it plainly. Cne normally dlsregards those
things whiok do not swaken in him a persaption (27).

The ﬁne of 60l7y as an attontion petter hes long been recognized., In
general 1t may be used either for the purpose of reproduoing the product aé
gold, or as an appeal tu tho emotions (28). In the latter Qae, oolors have
been found to have a tendenoy to produce impressions upon the observar
whioh are of importance in advertisinge. For instance, rod ls used to
represent power, warmth, eotion, aggrossion, exoitement or passion, Blue
is quiet, thoughtful, passive, and suggeste cold, reserve or dignity.
Yollew is luminous and oheerful, suggests light, snd is an offective color
as a background, The greatest abuse of ovlor liesz in overdoing it; or in
employing two or more ocolors whish do not haimonize, ind tho ef'fect is
irritaﬂing’and tho reader is likaly to pass on without re&ding-ther
advertisoment (29)

Novolty of prosentation 1s also rooognized as n moans of attraoting
athentién. Paople are most apt to pay attention to thoze things that are
novel or unique, either in themselves or in their praesentation, sinee
such things stimulate the ourdosity of the observer (30),

Tho attention value of an objeot depends upon the ocontrast it forma
to the objects presented with iﬁ, proseding it or following it. Ang when
it is possible to throw inbe sharp contrast the ®aulty (or old way) with
tha improved (or new way), vno of the most swocensful principles of
advertising is observed (31).

Objeots in motion inveluntarily attract attention. In printed
1llustrations, motion is represonted in meny ways, suoh as by puffs of
dust at the rear of a wehisle, or by omitting the spokes and meroly
showing the rim and hub of a wh-sl (32),
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One of the ohief purposes in advortising s to ovoie pleasing imagos
in tho mind of the remder, sinoo a pleasant stato of mind has & dooided
1nf1uoﬁoe upon tho memory (3%). An unplessing illustration thould never le
used simply to httrgat anttentlion, with an atbtempt to explain in the text
of the sdvertisement that your artiole is not like the ona piotured (34)

The atbonbtlon value of an objoot depends upon tho murber of times it
oomes before the reader. Constant repetition of a name makes a path in the
mind of the oonﬁumer, and the conpumer tend- tc tako the path made ready
for him by roiteration of & trudo name. Short and froquent repctitions
are probably bettor than those whioh aro longer and less frequent(36).

The power of an objeet to force itself into ono's altentlon is
dopendent upon the absones of counterattrections and the intensity of
ﬁhe foeling sroused, The presontation of an objeet should be undertaken
vigorously, motively and earnestly, since if preceont thought hds been
a@*poinﬁad with & ghousand different objeots, the next one most likely
to bo supgested 14 dng with which it has beon most vividly associnted (36).

The power whioh an objoot has to abtract attentlon dspends also upon

- the easa with which one s able +6 gomprehend it (27). The comprehension
of o mesnage depends upon the int~lligenon lovel of its readers (28). The
somparatively prolongéd attentlon whioh reople give to tho beet examples
of advertising would not thus be prolonged were it not for the fast that

those advertisements were interesting and easily comprahended (39).

To gain and hold the attention of the yublis, howewer, is not the
final purpose of an adyortisemont (40)s The advertisement whioh attraots
the initial attention only and fails to gain interest hes left work
urfinished at the very start (41). Noncommittal wave;iﬁg attention must
bovtranoformed into o steady, trustful intorast (42).

A study of tho poyshology of advertising has produced several
slagsifiable mothods of n'proaching'renders. Theee nre kno'm to adrortisers
az omotional oopy, reason why sopy, narratlve copy, humen interest oopy,

{octimonial eopy and supgestive copy (43). The tyve of mpnonl to be uved
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%7 arouss the intorest of tho progpestive buyer differs with the product.
Artielos of an impersonel or mechanionl nature are appropriately adwartised
by the use of marrative or renson why eopy; artiecles wibh a distinetly
rorasonal uso are most effoctunlly the objeots fur emotional trewsiment (44).
No two produots oun mormelly be s0ld by oopy mothods exnotly alike (45).
Copy and layouts of advertisomente aroe analyzed to test thoir appesl te

human emotions, insbinets, interests and deairen (46).

Having done his be@t %o influenso men's thoughtn,‘th@ advertisar must
know how te bturn thoss ¢ jughts 1nto‘ucﬁion. Assordiing to o fundamental
rule of psychology, any thought of an aot tendr to ronult in that net
unless it be inborfered with by a stronger or coatrary idea (47}, Dynemic
payohology has disolosed hhﬁt thé driving Porces of thi human mashine are
motives, desires, noods and wants, The universal resenc: of these wants
puarwibess only rolatively clight 5timu11vneqd ?d;uppliod to sat the human
being into notion in order to sebisly them (EB). The steps in the development
of nn moquired wa.ob are: the wan®, a search Por the means o sabisfy the
want; ﬁhc use of the dicoovernd solution; aatisfaotion with the nolution.
After the above four stops have bren ropoated sevoral times, the reosult is
that tho solution is now wanted for its ovm sake (49),
Behind his desision to buy or not Lo buy, aaoh prospective eonsumoer
has one or moro mocives, and it is by appoenl to theuse motlves thet advertising
looks for its sucoess (50). These buying ﬁotivos or lines of appenl have
been vnfiously listed by writers on advertising ag shown in the tables below:
Toble I.
1, Gain or suving of monay.
2, Uomo utility, sush as use, nosecssity, eonvenience, hapriness,
, love, moral considerations.
3+ Prido and emulation,
4, Ceutlon,

Be domo self indulgence or poraonal flav; sueh ag, vanity,
laziness or appetites (51),
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Table 1l.
1. Jlealths sanitary, hoaling, prevontative, sheltor,
24 Iride or vanlty: appearance, ownership, style, individuallty.
3¢ Fricat cheapnoss, long life, saving, durability,
4, Human traitsi ambition, lazinesxw (ease of oporation), comfort.
5e Operation: oase, #peod, csonomys.
8 Convenlance: small srace, time saver, effiecient:(52).
Table 111,
1, Profit or soconomy,.
2+ Hoalth,
34 Ploasurs and comfort,
4, Frido and vanity,
B Affestion and the soslal instinet.
6+ Knowledgs and progress. (53).
In the poneral eoonomle sohems, it is the funobion of produstion to
provide commoditios that will satisfy human wants, and it is the funciion
of advertising to show that cortain products will satisfy certain wants, or

satisfy them bettor than some competing produst (64).
4, Mvertising for non=oommercial purposes,.

Thusfar in the presentation of facts bearing on this subjeot, the
disous=ion of the principles and practices of modern advertising has heen
sonfinad for the most part to those omployed in the commereial world today
to affect the sales of commoditiess Let us now turn our attention to those
advortinlng campaipgny aonducted for purposes obther than sslcns These are
tha so=oallrd oampaigns to influenco public sentiment; and inelude rolitiocal
advertising, advertising to win strikes, edverilsing for genoral gond will,
and advartizing national needs,

Before the days of th; publie sentiment eampaign, the prers agent was
ofton used to get free publicity. And while the precs agent @till aurvives;

'paid'advértising to mold publio sentiment is being used more and more, Only
recontly has the world begun to understand the great power of advertising
to nceqmpliah things entirely outslde the fileld of oommerses The publie
gorvien sorporation, the political party and even tho netional goverrmont
are gradually ooming to ronlize that advertlaing may be parfectly dignified,
that people are grenty influsnced by it, and that, if a caute is Just, a
straightforward statement over the signmtﬁre of a responsible individunl
or comrany vill mor~ nuiskly shange publis sentiment than any otnor knowm

means (55}, From being considerad aas n business problem, pure and simple,
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as it was in the beginning, advertising hes become one of the more
important nnd interesting soslologienl questions of the day (88).

During the presidential cumpaiyn of 1918, paid advertising played an
axaendingly important rart in the activities of both the grest partics. In
planning a political advertising campadgn it is customary now to employ
trained advertising men who study the problem Just as o manufacturer
studinsg the markating problem (57),

b sontimont has e decided influence on the suscess or failure of
n labor strikes It oan often force arhitration, and if 4t hes boen
suffieiently nroused it ocan frequently bring one slde or tho othor to
spoedy terms (68). This Gype of public sentiment advertising has been much
used.

¥hen a publie servies compuny has a virtual monopoly in its field, it
is often eagor to build up good will, npﬁ so much to Inorease the immediate
sals of 1tw sorvicos as té astablish a Strong foundaﬁion of porular approval,
This 4n burn will serve as a bulwurk egainat future comperition that is
1likely to comes In 1916,‘hh0 Fullmen Company began a aerias‘of advertisomanta
oalling publie adtantlon to the varione festures of Fitllmen serviss, and
reminding renders of the tromendous inorocasr in the enge and somfort of
travsling brought about by the developments in oquipment and the servioe
of that eompanys, The Ameriocan Tnlpphonu mnd Telograph Company has been
earrying ¢n suoh a ¢ampaign for years (59),

AMvorticing netlonal needs, commonly knowm by the name of "propuganda",
sprung into wide use during the World War, although there are evideneas thew
its uwse dates back at leant us early as 480 B, C, Difforentiating botwoon
the moanings of the torms "advertising" end "provaganda®, one writor aptly'
‘statas‘that "t s ndvertising‘when-wa do i, and propaganda when the other

follow doos 1t" (60)s This type of advGrtiﬁin@ way prasticed by ﬁ¢th.thn
Alllen and the Cenbral Foweras, but menbion will be made herein only of its
uge by the Unlbed itates,
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By #xeéutive Urdor, dated April 14, 1917, bthe Fresident of the Unitod
3tetor oreated the Committes on Publio Information, consisting of the
Soarotaries of State, Jar and Navy, snd Seorge Creel, o journalist, as
ohnirman. It vmr derdpned o be the officis) source of news rolating te
Allded vmr ncbivitios and 1t issuod a doily bullotin widely dlstributes
for the speeianl use of the proess. Nowspapers were rfequasted to onoporate
and to refrain from publishing unaubhorized war news (81),.

Subsequently, by Fxecutive Order dated Jenuary 20, 1918, thero was
srontad the "Division of Advertising", under :)urimlici;ion of the Commitb g
on 'ublic Information, for the purpose of "rocelving end directing through
t:fm proper chanmela the generous offrrs of the advertising forces of the
nation to support the effort of the government ¢o inform publie opinion
properly and adaquately”. About 800 publishers furnished free ndvertising
‘apz\aé in thie oampraign, valued at more than $159,000 pér month(62 ),

Yhile thero is sroeii‘io;‘mcord only of the m@diuma used and the value.
of the apase occupled by this govormment advertising cempaign, it “ Imown
that 4t wag succossfl in assiating to abbtain the objectivos of the governmont
%0 o degrao never attadined by commercial compaipnss Tho poople rasponded no
gonerously as to dause even vobtoran optimisty in the advertising profeszion
to gasp with aurprised joy (83), The evidenca of its work was brought hcm'q
to pvery eitizon (64),
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IV, ANALYSIS.

The oxeoutive, the salesman; the labor leader, tho miliiary leador
and many othere are primarily conocerned with influencing human minds (es5).
#ith reforence to the means employed, the influonco of the salesman is
oxoroisod through the medium kmown as advertising; fhat of the military
loador through the modium known as "leadership”.

The definitions of the word "leadership" are legion. Tho Encyoclopedia
of Social Scionces states, in part, that "leadershipmaybo broadly defined
as the relation between an individual and a group built around some common
intorost, end behaving in a manner directed and doterminéd by him, It must
be distinguished from two somevhat analogous relationships which fiank its
videly varying forms at oach oxtgeme. If the dominant individual holds his
rowor holds=his=poxuT by virtue .i' an eoxternal convention, such as custom
or law, he beoomes the agent of authority and the group consists not of
followers but of subordinates. If, at the orposite pole, his position
rests upon nothing more than his capasity to appeal to the members of the
proup through stimmlating their emotions end offering suggestions to their
instinots, he 1s to bo olassod as an agitator or as a demagogue {in the
deroatory sense of this term) aoting upon a mob in vwhich individuals
cnnsa to be independent agents"(66).

Burns conoludus that " the mase military leader and the mass clvilian
loader have much the same qualities, i.e., .the power of arousing the minds
of men and directing them to o ocommon purpoae“, but difforontiates between
thn techniquo required by the mass leader and the emall group leader (67).

In tho use of advertising to influence human minds through the modium
of public sontiment onmpaigns,'the most important requisite is the came as
the ossential requisite of oommercial advertising =-- there must be quality
in the artiole advertised, The cause of th» advertiser must be just.

Myveortising will only accolorate the failuro of an organization if its
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nrodust dosr not have quality; and advertising to ereste public sentiment
will only injure the advertisor if the Judgement of the mncses considers
his oause unjust (68). Aévorﬁiuing mey be said to have nregressed from a
method of getging money to s promoter and regulator of business, a
sociolopdenl foree oapable of producing resulté,‘and a most officlont agent

for the moving of paople for any jJust and benofisiael causo (69).
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V. CONCLUSIONS OF TH® AUTHOR.

From n consideratisn of the above fasts, it is the belief of this

viritor,

1.

3

That the principles of modern commerciul advertising are baszed
almost ontiroly upon the principles of psychologyv.

‘hat, insoefar as the small geoup leader is ooncerned, the
rrinciples of ocamercial advertising disoclose no solution to the
probleme of lea&arship which cannot also be found, and perhans
more dirootly learned, in a study of psychology.

That from the standpoint of the national leader, or the commander
of tho armiecs in the field during a national emergency (vliose
position becomes practically that of a national leader) the
utilization of tho §rinoiplos of commeroinl adverticing in the
oonduct of public sentiment eampaigns, as practiced during the
last war, will groatly assist in the military problem of arousing,
controlling, molding and directing tho minds of the ngtion in
attaining e desired military end; provided, that tho desired end
is oonsidored just by the masses. And since in a major emergency,
8 large proportion of the nation's physically fit population will
also be, or sventually become, soldiers, the employment of
commercial advertising prineiples as prasticed during the last
war through the Comnittee on Public Information will ?xert a

tremsndous influence in the problem of leadership of large groups.

"rom his knowledge of the psychology of the American soldier, however,

b wniter

eannct escape tho conviotion that, in order to be effoctive, this

~dvartising must amanate from some central national souroce, and cnmnot appear

the pudblie as having bosen instigated by the military loadsr himself for

t - rurrose of self-agprandizenent,
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