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S.D. Warren Lustro Gloss / Wove & Special Finishes Advertising

For more than a century,
through various names and
incarnations, our message
and mission have remained
the same—to make the means
through which the world
communicates better and
more beautiful.

From the beginning, our advertising has been Explore a collection of these ads from 1938-1942
prominently featured in leading national newspapers for messages that still resonate. By looking

and well-respected trade publications, which highlights  back through the pages, we can look forward
our commitment to the printed page as one of the best to a future of exciting possibilities.

ways for brands to communicate clearly and eftectively.
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Buyers are Expert Judges of Printed Reproduction

Pi-:l.l-l-ll TIVE buyers ar L [rer |||.!_|_-;.-. of picoorial e
duction in advertising. Their judgments are professional.
And they are final

Buyers' judgments of the quality of re,|-r-.:-||||;,|_|_||| are not
based on consideration of the e hngues of :1||-L.-|||_|_::,||_-I|'._
engraving, printing or paper making. Buyers are unfamiliar
with techniques, Their judgments are based on the fufvenae of
repro luctions therr response 1o the influence
i5 the true protessional judgment.

|>l= turcs thar are looked at but not seen have

little effect on the thinking of buvers. Picrures

that leave great numbers of buyers indifferent have linde
influence on their decisions. Pictures that stir interest bu
fail to _LCT-I[I|.:- It carn l.lI||f. a small measure of response. Bur
pactures thar sacisfy the CUFIOSITY of buyers about the tex-
ture, construction and wsage of merchandise win awards for

their SpOnsors
Advertisers and ||i||||:;.'~. who are interested in SECUring
clear h’.‘|'|w.l.illl tion in their |:-r|||ru| [rreces are in-

vited o write for “ Bewer Picures,”” a bookler

*
warran E that is offered free by 5. ID. Warren Company,

[T b i 5 )

oy H-r. Tk | Smreer, B VR, :ﬂi.lh\.l[ I|||'¢.l"[|‘\_
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Selling the Prospect
who doesn’t know
what he wants

I HE Prospeect who doesn’t bnote wofat fe wants 15 described in

different terms by different salesmen. Some salesmen deseribe
him as a “headache.” Cthers regard him as the personification
of a golden opportunity.

I he Prospect w by doesn®t bnowe sefial fe wwends 18, at least, mak-
ing an effort o buy. He has made the important decision that
he necds machinery or office equipment o living room furm-

ture and he ||.|-- mentally .||.-|:-r||||||.|le'|! s SUETY Of IMOmey 10
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for it. He is as eager to buy as the salesman is anxious to sell.
He is impatient 1o become somebody’s customer.

The prospect who dees’t knotw what he wants is “difficult”
only because he is misunderstood. Actually he knows very well
what he wants but he can’t explain it 1o salesmen who don't
understand a i.:l'\_-.'I=|.||;'-. artempls at |;|r--.|,'|'i|_||i|||], =0 he s loreed
finds the
matches his |'l:.ll||1'|||i|rr| | Jli'& r||'n:'|| ;|||rl ||r'rr||i|h |'|i||| Ly Sy
“That's what | want.”

i search until he machine or the furniture tha

The prospect who doesnt broce ekal be wants is not “difficult™
[or the salesman who is equipped and supported with printed
sales literature containing clear and detailed pictures of his
product. Printed picces containing clear and detailed pictures
permit & prospect to recognize a product as a complete Tulfill-
ment of |'.iw. r|1'r'|_|_

A booklet suggesting methods for describing and picturing
merchandise in printed sales literature has been preparved by
=5 1) Warren ( ompany, 84 Broad St.. Boston, The booklet is

fled = en o Dwelwve," Ci i vies will be sent on ke [T R
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From an adperiiemenl

refugred Far ** Forfume'" 1m b=

Ralf of Doee Chermical Comparmy

by Mac VWames, Tohn & Adawmr, fre,,
Flsropf

A REPRODUDCT O N O F T HE R EAL H

A rrixTED FicTurk of merchandise is, at best, only a subsiiinte for the merchandise. 1t car be a good substioue

and it can be a poor one, ' Merchandise that is atractive w buvers because of delicate patern, subitle texoure, bright
finish, warm color, translucent quality, or precise detal can be pietared well, but not casily. It needs the help of all
af the begt facilities for reproduction. ™ Many prospective buvers make their decizsions about merchandise before
thev see it; they form their preferences by siudying booklets, folders, and magazine advertisements, examining the
pictures that are shown, and comparing the feanires that are described: when they are ready to buy, they are
prejudiced. It is good business o see o it that the pictures which they examine are accurate and revealing sub-
stitutes for the merchandise. "Suprestions for picturing and describing merchandise are presented in a booklet

titled * Ten toTwelve' published by 5. D.Warren Company, Bg Broad Street, Boston. Copies will be sent on request.

arren's
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Cowrtery Bermusda T, D), B.—N.W. Aver & Son, Ine.

The Competition for Attention

ALL ADVERTIING 18 competitive because it all secks
a share of the reader’s attention. Beyond that, ad-
vertising must compete with other reading thar may
claim the time of prospective customers,

The prospective customer who has made the de-
cision (o buy merchandise will devote more than his
usual amount of reading time o advertising and
sales hterature concerning that kind of merchandise.

But the important prospect who has not vet made

the decision o buy — and who, therefore, needs to

be persuaded can be attracted andy by hose ad-
verlesemenis and booklels that are exciling emonsh fo win

fres aftenfron,

LR R EEEEEEEEEEEEE E R EEE R E L LS T ]

Sales literature that is outmoded in appearance,
or that fails o picture and to describe merchandise
effectively, will suffer in the competition. Sales liver-
ature that employs a techmgue of design and de-
scription that is fresh and bright, and different from
the old, familiar patterns, will win the attention of a
greater number of prospective buvers.

Advertisers and printers who are interested in the
consideration of design technics for sales literature
are invited to write for the Warren booklet entitled
“They Are Doing as Well as the Industry.” Address
5. D Warren Company, 8g Broad Street, Boston,
Massachuscts,

[AFanpaid)
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The ’\

(luestions
that Buycrs /
Ask ; f‘

Y sTupy of the guestions that buavers ask aboann v
I:.ll.l:.ll.l:l'\'I mav Iu CROAELNIY 1
wy that many diffen
TH T ueslpOEEs CORTIpbeE e
larm 4 1
Aidvertisers e [
in ideas for il 0]
311 SRR
Printed Sy S T
e, lolders, catalogs, |
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1'he prospect who wants to think 1t over

AMaxy sales

interviews end with the statemend, 'l think o
et vou know.'

DVEr N4
LRiree I\.i!ll’l'\ ||| ||.'l|'\-!.-"| s '|.1.|.|| 1z Y |||,|L< |||i'\ SLAaLe-
ment. Une is the prospect who is seriously interesied, He is pre-
pared to buy but he wanis io check s conclusions once more
Another 15 the prospect who is interested —but only mildly
He iz sincere about wanting 1o give the subject lurther thouehit
but some addivonal sales influence may be required o bring
hum to a favorable decision.
I'he third s the prospect who has no immediate interest in the
LUASE" dB] BTV I‘I LIELY |||'| (K e | Ii'-,l ||:.|x|.-'-c [ | .' Ve Ol
ospect who 18 sincerely interested can b helped (o
orable decision by &

arrive at a lax printed demonsiration that

summarizes the points that the salesman made.

| BETTER PAPER

fTHE SroRTsuay

he prospect who is only mildly interesied may be made
actively interested if an atractive vel laciual picce of sales
literature is left for his perusal

I'he prospect who is not interested at the moment may be-
come interested il he has the opportunity o read, at his leisure,
an attractive printed presentation of the merchandise,

& i L

Im the files of the Warren Pringed specimen Exchange are
many examples of printed sales literature that have been wsed
by advertisers 1o present word and picture descriptions of their
products or services, Copies ol =ales pleces [or any field or line
ol business will b supplicd 1o advertising men and printers
who mav be ir|||'I|'\I1'l|_ ."||||:||r"-~. o I]_ lI|.'|| arren (., Y Brogsd
sireel, Boston, Massachusers
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How to be “Rough” with Salesmen

AN ARTICULATE PSP b5 o PR Ip 1o a salesman., 1he QueEsions hal e asks, and the doulys thar hae . Xresscs, are COcs Lo renmnd a salesipman
ol the sales potms that he might otherwise foree or fail 1o emphasize. ® The silent buver is difficalt,. He supplies no cues, no evidence of the

cllectiveness of sales points, no sugeestion that explanations are inadequane, no indication that understanding has or has not been established. That

procedure 15 “rough.”” Ask any salesman. ¥ However, there is a connteraciing procedure. [t is merely the equipping of salesmen with printed .

L ! - - ] - oy y (- o - rRY . 1 ¥ r It
demonstrations that CX all sales RS 1N ordler, imn -.||'|.|||_ A clearly .‘\|:|'|| o pameni makes it unnecessary for zalesmen o s AL O pros- S

pects lor cues, Such equipment makes it possible for salesmen 1o be certain that coery sales poent 15 fully and proy werly explained silent Buvers

an 1o all buvers, * I.'\.\.-|||||\III < o l1leratare that 15 Ix i-.|'_l_ usecl with oo eflect are I|'L.|i|.|||:l' Lirese ] o ||||'~il'|'-'- men who are inlenesied I'|l|l||'"""|

the Specimen Exchange Depariment, S, 1), Warren Company, 89 Broad Sireer, Boston, Massachuzens
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ome's Daaker Bues

Prospect Pumps Salesman

IR LA T |i|.|| '\-.IIIE SIRIETY ‘-Ill.llllll [ [} I:l" !‘Iilllrl":! [y TUNEITRCE=
. . . ; i
rize the guestions and the best answers, The easier (and
ITHOFE CErLam :-Illll'llll:" 15 [y Wrile ||l|‘|‘|ll CYeErY COTerCiy-
able guestion that might be asked albout each of your
|.|...i| [ _|_-|.| Tid COETEIS™ '|_|' sl |||-|||||.:'r|. ISR
ANEWeEre, _:':.! (] | rine DENEIen 10 Salits -||'I|||.|!'\'I.|I'||:| [HIrt=
|I|I_||'H. (6" 0 Fin ||~_|| 1S k7 I |..-|:'| rs

I | e - | labile 1] T
rirbaecl 13 [ I THNCaNe (L b REa T RL CUREAry  TRRETNECAEY:

| I LEE IR, |-I (N)LES il AR Tl SRy |-'.| [res
Examples of primted pieces that are being used with
o elled A v alian I' Iree Lin II'I'I:.I"H- IECH WHE 3
Please specify the nature of the business and
ccimen  Exchange Department, 5. D

V., & Fir il Streeci, Boston, Mass
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From a cadalog fer Camiiac Motor Can
(Division of General Motors Corp. )

by MachManues, John & Adams, Inc,,
Dhetroit

WE WANT TO BUY THESBEST

A prOSPECT'S sincere desire o buy the fesf, checrs all of the salezmen who ey 1o sell him, Bat, in the end, only one salesman can win the order,
and those whao fail w win it are convineed that the prospect didr’l by bhe best prodict, Y That's a natural conviction for earncst salcsmen to ac-
quire, and sometimes it is justified by the facts. Sometimes, buvers do choose the wrong producits—becanse the best producis have not been
adeguately presented. * Insurance against inadequate presentation of fine products can be bought—in the form of printing. Write a description
of every advantage that your product offers, Employ an artist or a photographer o picture the advantages clearly. Print the deseriptions in
hooklets and folders, give them 1o your salesmen, and mail them o prospective customers, % Specimens of printing that s being used with
poax] effect are available (free) o business men who are intercsied. Please specify the natre of the business and address the Specimen Exchange

Department, 5. 1. Warren Company, 89 Broad Strect, Boston, Massachusetts.
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I should have had that order

b
‘\“ HEN 3 '_'-IhCIl:I SACSITAn Aoy 1 he 113 CAOnNe an |"\.|'l.'”|'l|| '\|I'||i-.|'\-_' :llh_ e beliewes that he has caraed the org ., 21l 1l .;lu' -|||_.||:|'| hawve
1i. Ardd 1 || ' TP . . 5 1R LS el 1 | i 5 ' |
i And il z=elling were merely a personal compenton, probably he wowdd have the order, But good selling iz a competition of organized
I'r||I|'| ||'||:|||-||||'|"|'['\-i|"\-|| I CHl loasi [4r o ||||.._ e I|| exlatec] b hiis orFEaniFati | '\. LEI%1 31 .'l-\.' o Tarese i ¥ e il o |
5 £ | i | [N e Ll NS WY LELD U5 LLRLD] ul WoelhhIBELE v H1L [t R RN} Il 1 |.-II L )L ||| entatiion 15 a hne thange, e
it becomes much more effective when suppaoried by complewe, detailed information in print. ® Making sure that salesmen, customers, and
prospects are supplicd with complete information in print is an important part of the task of organizing a selling effort—and many businesses
are aware of that fact, Examples of literature that businesses are using for this purpose are available (free) from the Warren Printed Specimen

|.'\.|'|I.II2'_:I' "u I-II,E:'\.'\- b || II."|.,|| L | | | -||;||!|,|_'|I,_ b |'i:-|:-_5|.| ST, |5||I~'-|:-:|, \.1_|u.,|‘ i|;|-\..'I|\.
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I had /zm sold, but...

IHE sTATEMENT, 1 had b sold, bur . . .7 could be an alibi o it

nd sienificant explanation. Very oficn a salesman sells his man but loses the order because otfier men vote unfavorably, * Todav,

isible buver 15 olien the casier part of the sales job. he dithcalt part 15 io sell ithe invisible and inaccessible associates who make the

sions 1n conferenoe. 1t s not enough o sell the visible buver. |: 15 also nece

oy o egquenf dm O Coniimue e s« I:JII'.: in the seclhusion o

woard room. ¥ Prniing in the form of illusirated bookleis, demonsiration books, and folders s firsi-class cuipment for buvers who wish 1o ex-

d their own convictions to their conferees. Printine has made i possible for many salesmen o say 1 sold fhem.” ® ].N.|I|||III'- ul [T that i

l:!lll Are Avi |||| free ] 1 Addveriisers n.'.llll:l.\ LK. lerasisL 'lulkllll '|-Ii:| ""-|||||||.| i} |.'k| il.lll'_"' ]l-';l,|;l||_|'||l_ e || 1|'|,_|_I||'||

[ el !':- AL '\ll.l--'l i||.1-| L1%
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Ceuriery Bchool Aris Magazine, Worcesier, Mass,

People like to sell themselves

Many people are instinctively resistant in the presence of salesmen, because they don’t like 1o be sefa.  Lhey preler to

well themselves. ® * % Good salesmen understand this preference and make the most of it by supplving prospective
customers with printed literature that presents merchandise atractively and explains it ully. Good salesmen know
that the self-selling process can be directed and speeded by bookles, catalogs, and lolders that emphasize every feature
and advaniage of merchandise. * % % Specimens of literature used to provide people with complete information

about merchandise may be obtained from the Warren Printed Specimen Exchange, Please address 5. D. Warren

Companv, 89 Broad Street, Boston, Massachusens,

[P S)
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Supplementary features are mmportant sales points

Buvers for industry define specifications for the products that they wish to buy. And the specifications muost be met, % But specifications are merely

mintmnt requirements, They do not make it necessary that a manufaciurer sirip his product of supplementary features. ¥ In many cases, when all of a buver's specifi-
cations are maet |!5-' several compeinye |.l:'1r:|l.il.'|:~'. a !-|.J|i-|.lJI:'III.I'III..:1'. featore, or a minor convenience, becomes the factor that determines the buver's choice. And a0,
supplementary features are important sales points. ¥ Many business organizations appreciate the impariance of supplementary features and sirive to make certain that
all major amd pener leatures of their products are explained 1w prospective customers. Those business organizations compile a complete and detailed sales story for cach
one of their products, and print the stories in illusirated sales presentations for the use of salesmen, Examples of printed sales liverature that is being used effectively

for this purpose are available from the Warren Printed Specimen Exchange. Address 5. 1), Warren Company, 8g Broad Streer, Boston, Massachusens
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PUZZLING PROBLEM IN SALESNANSHIER

| HE mmdnst }“|,.-,r|||-_;_-| '|:||||I_I_I:|J| 11 u,-”'_1|-r;| 15 0 determime when a .l.l'!.' xtLI:lpl}'lrl_:.: s tive customers with the 11|F|1'|'|]|;'|I.' sales
prospect will arrive at a decision. Every salesman would like to story i print. Printed booklets, bulletns, and catalogs can be
solve that problem so that he could arrange to be at hand m present (amd usually are present) when buyers summariee ficts
advance of that eritical moment— to reiterate the sales points of and make up their minds.
his product, and 1o correct misunderstanding. As aids 1o the preparanon of printed sales stones there are
But nobady can foretell when a buyer's consideranons wall two Warren books avallable—"Workbook for Planning Print
cryvstallize into conclusions, and so salesmen cannot plan their mg" amd “Wath the Lanted Sum.™ I vou do not have copaes
calls 1o coincide with the eritical moments and want them, please write w0 5. 1) Warren Company, 849

However, the ]-\.|||||f|-|:| s often solved by an indirect methosd Brosd Street, Boston, Massachusetts,

arren’
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Use printing today to

:{ RWARD lsoking busimesses that are unabile woow
cept orders today are planting the secds for the orders
they will peed toanorrose, They are directing their adver-
nsing andd promotion towand the maimenance of friendly
relations with ald customers and the develoganent of
Irvenndly relanioas with fifiere customers.

CHel cvmstommers are being provided with informanve -
erature that tells them hosw o get better resulis and longer
life from equipmecnt and merchandise now in use. Future
customers are being won with literanare that

will help them to buy meelhgenely poamormo.

arren’s

make sales tomorrow

The cual job of snstrecting old euastomers and inform
g future custommers 18 vital o the well-being of basa
nesses mow Flled with defense orders. Tt represemts an
apportunity 1o use printed lieratre advanageously with-
[RINR .-||'1|‘|.|_'|L |I|'III|II'\-||||=_'\.1.||I|-"|. |.' LY |||rl il ||||L'.|||lu.1|| [ [¥]
'Illl|'|lll|"ll-’l.1.'-l-\. '\-,|1|_1 |||n|||:|"||.

The Wamen Spocimen Exchange offers samples of
imestructive and iformanive literature that s being used
for thes purpose. Your request will bring a collection.
s l], Warren ‘_n||||||.|||'|. bl |."r|h.||| Slreet,
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Dispel confusion and win friends

]."'{ these uncertain umes, customers are finding 1t extremely dithcult w get facts,  And wday, customers

need facts more than ever before— facts about the availability of merchandise, and the quality of merchandise; facts that will en-
able them to conduct their businesses intelligently, ¥ Customers will remember favorably, and for a long tme, those businesses
that make a special effort 1o keep them well informed during the bewildering war period; they will reward those businesses with a
respect and regard that will be reflected in orders when the war boom ends, % The task of explaining and interpreting the effects
of the war program on a business and on an industry can be accomplished most ellectively with printed hiterature; and numerons
businesses are now using primted literature for the prurpose, Examples are available from the Warren Specimen Exchange,

5. D). Warren Company, 89 Broad Street, Boston, Massachusets.
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Buyers

Have Asked
for

The Facts
About Goods

l}l' YERS for American homes have stated
clearly that '.|'.l":\.' want a great deal ol infor-

mation about merchandise; they have requested
that the information be factual and detailed 2o
that it mav be uscd with confidence 1n arriving

t buving decisions; and they have orgamzed w
at buying 1510115 y :

Five '.'\.I'J'.'_lll. Lk [|Ll'1l' i lI.|IIi 1 |

The most uwselul vehicle for presenting com-

plete and dewailed information about merchan-

dizge is printed literamre—booklets, folders, cata-
logs, sales manuals, package enclosures. Many
business organizations ane aware of that fact and
are using the various printed lorms to advantage.

Examples of literature which is being used for
this purpose may be secured (without cost) from
the Warren Printed Specimen Exchange. Ad-
dress 5. ID. Warren Company, 89 Broad Streer,

Boston, Massachusetis,
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I'riday’s orders may be born on Thursday night

tores. Much of it i done in the home—rom booklers.,
iz 18 convenient, It can be done in the evening when the family can conler; it permits the hushand to speak free
wile o contradict without embarrassing the husban

shopping at home, [rom booklets, permits both hugsband and wile o learn about the conveniences and a

Prinlin;?ﬁ! ers
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The Sale was just around the corner

i o placed the order. He had been ninkmg ol oaving; he had made calcualaton incd had satishwed hamsell ih

’ 252
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Warren's Cumberland Offset

) PRE- CDNDITIONED
WOVE & SpECIAL FINISHES

OFFSET ENAMEL €25

basis 25 x 38=100

Postal regulations prohibiat sampling of paper in this publication, therefore this insert 18 not printed on Cumberland Offset.
Sample Book of all finishes of Warren"s Cumberland Offset may be secured from your Warren merchani.

This papar is




WARREN S Cumberland Oﬂ:SQt

WOoOVE & SPECIAL FINISHES

OFFSET ENAMEL C25

25 x 38-100

paper is

Postal regulations prohibit sampling of paper in this publicaton, therefore this imsert 13 not printed on Cumberland Offser,

This
basis

Sample Book of all finishes of Warren's Cumberland Offset may be secured from your Warren merchant,
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WovE & Speciar FiNisHES

This paper is OFFSET ENAMEL C25

basis 25 x 38 -100

Postal regulations prohils

Sample ool

ok af all findshes of Warren's Cumberland Cifset may be secured from your Warren merchant,

it sampling of paper in this publication, therefore Comberland OFset is ot wied for this insert.




Warren's Cumberland Offset

WOoVE & SPECIAL FINISHES

Postal regulations prohibit sampling of paper in this publication, therefore Cumberland Offset 15 not used for this insert,

Sample Book of all finishes of Warren's Cumbserlanid Ofset may be secured from your Warren mer hamt.
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