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Experts differ in their opinions regarding the effect 011 readership of com­
posing an en tire ad vertisemen t in all-d isplay typography. A sampling in Life 
and Ladies Home journal magazines from 1954 through 1965 has revea led an 
upward trend in the usc of such ads. To measure the effect, corre lative 
stud ies were made re lating the numbers of words to Daniel Starch readership 
records. Negative correlations were found for " Read Most" and "Seen Asso­
ciated" rat ings. ' .Yith inherent reader interest in the advertised product held 
constant, correlations for both ratings were low. It was concluded that all­
disp lay typography m ay no t be restrictive in dampen ing readership. However, 
ran k correlations of al l-display product categories with category rankings from 
Starch findings were so high as to lead to the conclusion that the effect on 
readership beyond the reader-interest level was not likely. 

Rather recent comments from two well-known authorities in sep­
arate issues of an ad vertising trade journal represented divergent 
op inions regarding the increasing use of all-display type in adver­
tisements. 

One observer stated, "A venera ble ... school of advertising is 
finally and grudgingly biting the dust. "1 He referred to what he 
ca lled "the o ld one-two ad presentation." This involves ( I ) ge t­
ting attemion and then (2) presenting the sales story. In today's 
fast-moving world, he pointed ou t, the one-two approach is giving 
way to a "big, fat Sunday punch." This in volves dramatic deliv­
ery of the message utilizing, among other techniques, libera l use 
of display type. The objective is to assist the reader in getting the 
message now. 

In a memo to the staff o f Foote, Cone and Beldi ng advertising 

I. William D. Tyler, "One-Two Punch Is Out- You i\fust Score with 'One' ," 
Advertising A ge, XXXVII (October 10, 1966), 106, 108. 
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agency, Fairfax Cone, the other observer, characterized the use of 
sho uting type as "advertising's latest fad. "2 His memo referred 
primarily to the use of excessively large type in head li nes, but he 
did point out tha t what is sa id is what counts and nol how loudly 
it is sa id. 

Concerning the use of larger type, two major questions seem to 

warrant research a ttention : ( I ) How sign ificant has th e increased 
use of d isplay type in ads become? (2) Are there any possible 
discernible effects o n ad performance? In this stud y we have at­
tempted to find some answers to these questions. 

M eth od 
L~fe and Ladies' H ome j ournal were selected for this study be­
cause of th eir broad variety of consumer advertisements. T he 
sample was composed of 12 issues of each publica tion, covering 
the years 1954 to 1965 inclusive. I t was constructed as an artifi cial 
year. That is, for Life 12 issues were selected; J an uary 1954, Feb­
ruary 1955, March 1956, and so on. The same procedure was used 
for Ladies' H ome j ournal. 

All ads one full page or larger were subjected to the following 
measurements: 

I. Is the entire verba l message, except for such incidental in­
formation as standing detail , set in 18-point or larger type? Stand­
ing detail re fers to recurring statements in ads, such as copyrigh t 
notices, references to television progTams, company address, 
slogans, price information, and so on. 

2. The number of words in 18-po int or larger type. 
Figure 1 shows a variety of ads that would qualify as a ll-d isplay. 
Ads qualify ing as having all-display typography were then fo l-

lowed up in an effort to learn something of their relative effec­
tiveness. Each ad was checked for its Starch ratings. Dan iel Starch 
and Staff, Mamaroneck, New York, cooperated by allowing us to 

check in to ad performance records. 
T he Readers-per-Dollar ratings for three Starch categories 

(Noted, Seen Associated, and Read Most) were determined. 

2. ---, "~ fust Ads Shout in Big Type?" Advel'lising Age, XXXVII ( o­
vember 28, 1966), 72. 
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Soft Whiskey 
doesn't pack a wallop. 

It packs a love tap. 

.,,,.._,, •"'*-•·•·,._. ... .,... ... : ... ,· .... cn.a. ..... •c.. 

Would you believe 
Avis is No.1~? 

\Ve il. in a rnanncr of speaking, 
wc~rc still No.2. 

Uuttcc hnicalh,"c'rc No.I. HS6. 
After four )Cars ~f lrJing harder, 
"c',·e cut No.l'l'J lead almost in half. 

(Ba:-.cd o n the latest figures fro m 
26 major airf>Ort s.) 

And do )Oll kno" w hat happe ns 
·when )Oll get that close to the top? 

Your people tr) e 'en h ;udcr. 
,,1,. 1:,kc Er·nic Foote, fo r example. 

A c us tomer sho\\cd up" ith an c~pircd o ut-of-s tat e 
drhcr·~ license. So Ernie took him to the highway patrol 
for a drhcr's test. He pas.cd . Cot a Miss issippi license. 
And "as o ffin a shiny, new PI)1110uth. 

Obviousi).Our people arc keeping score. 
And the) can smell the pennant. 



Push-button drire. 
Custom-built for the Pepsi generation. 
Instant pick-up. 
More go for your mone}. 
Taste? 
Automatic. 
Buckets? 
J\ot yet. You'll have to 
settle for bottles. 

co~~U''t.'· 

The Mirror Smearer. 
Thi> ;, the bug tu 
hlaml' for ~mt.•art'fi mirrm1~ 
ln l't•nl n e:u:;. 

Hut"'''"" ruhl!ing 
him out at o\\'i~. 
In 1~\tl. whe.~n \'OU t'\·ut 
uur ~hin\' nt·\\· Ph-mouth"'. 
thtw an· 17 diOt·rt•nt 
\aJ·it•lit.>:::. of bug:-o ~·uu 
prubably won't l.>t• N.~·int:. 



Unbreakable 
milk. 

'\o 'llhhh) picturr. 

'\o lunA , 101'). 

\\ (' 1-.no" )Oil !...no" 
"hat \Jichrlob i ... 

\ .. 
') 

In ht>trd:oinl! ri~l cl~1'~ i' \lichl'lob. J),~riod. 



These ratings establish the performance of each ad in terms of 
readers reached per dollar in vested. By use of Readers-per-Dollar, 
ads of different sizes and color treatments can be compared over a 
period of time.3 

Readers-per-Dollar is esta blished by multiplying the number 
of magazine readers by the per cent of the rati ng ( 1 oted, Seen 
Associated, or Read Most) and then dividing the result by the 
cost of the space. The Starch method of securing the Noted, Seen 
Associated, and Read Most ratings involves a technique of recall 
survey in which respondents indica te whether or not they saw an 
ad, read or saw parts of an ad that indicated product or advertiser, 
and whether they read 50% or more of the verbal message. 

Results 
Our data confirm the observation that use of all-display ads has 
been on the increase. vVe found tha t of 1,147 full -page or larger 
ads run between 1954 and 1965, some 1770 qualified as all­
display. Figure 2 shows percentages of qualifying ads run in both 
publications. 

Tables I, II, III , and IV show average performances by product 
category of all-display ads, 1954 through 1965. 

In an effort to esta blish relationships between number of words 
and Read Most ratings, we did correlations for Ladies' H ome 
Journal and for L ife, men and women separately in the latter 
case. Statistics are shown in Table V. - -

With X = 47 (words) andY = 24 (R/$), we found tha t r = 
- .44 for Ladies' H ome j ounwl. Testing the significance of r, we 
found a l of 4.12, a llowing us to reject the null hypothesis that r 
= 0. 

In the case of Life (women), X equallin_g47 a~d Y being 15, r 
= - .278 and t = 2.76. For Life (men), X andY were 48 
(words) and 10 (R/$) . We found r = -.16 but had to retain 
the null, since N being I 0 l , l = 1.60. 

3. Daniel Starch, M easuring Advertising R.eadenhip and R esults (New York: 
J\fcGraw Hill, 1966), p. 117. 
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Figure 2. Pe rcentages of All-di splay Advertisements each year in Life and 
Ladies' Home joumal from 1954 through 1965. 



TABLE I : Avemge R eaden-pa-Dollm· Scores fo r All-display 
Adve,·tisements-1954-1965 

M agazine Noted Seen Associated 

Ladies' Home journal 91 75 
Life (Men) 38 34 
Life (Women) 49 43 

TABL E I I : Avem ge R eaders-pe,·-Dolla,- (Women) by P1·oduct 

R ead Most 

24 
10 
15 

Classifications f01· All-display Advertisements-Life, 1954-1965 

C lassi{t.cation Noted Seen Associated Read M ost 

Automobile passenger cars 30 27 4 
Automotive, miscellaneous 36 27 3 
Books and magazines 32 28 16 
Clothing, men's 72 28 16 
Clothing, women's 86 75 43 
Fabrics 64 53 II 
Foods 69 63 2I 
Household equipment, 

rna jor appliances 35 3I 9 
Household supplies 101 89 17 
Insurance and finance 41 32 13 
J ewelry and miscellaneous 4I 32 13 
Liquor 23 19 IO 
Motion pictures 61 57 29 
Machinery, metal and 

industrial 29 14 
Pharmaceutical 61 59 33 
R ad io-TV 59 55 11 
Tobacco, cigarettes 40 35 8 
Toilet goods 48 46 II 
T ravel 30 28 3 



TABLE Ill: Avemge Readen-pe1·-Dollar (Men) by P1·oduct C lassi[icati.ons 
for All-disfJlay AdveTtisements-Life, 1954-1965 

Classification Noted Seen Associated Read Most 

Automobile passenger cars 53 50 13 
Automotive, miscellaneous 49 46 10 
Books and magazines 34 29 15 
Clothing, men's 40 28 4 
Clothing, women's 33 14 4 
Fabrics 21 8 2 
Food 39 27 7 
Household equipment, 

rna jor appliances 23 18 4 
Household supplies 28 16 
Insurance and finance 36 28 14 
Jewelry and miscellaneous 61 56 16 
Liquor 38 36 13 
Motion pictures 59 45 31 
Machinery, metal and 

industrial 41 32 II 

Pharmaceutical 44 41 16 
Radio-TV 66 63 16 
Tobacco, cigarettes 36 33 5 
Toilet goods 40 37 6 
Travel 27 26 4 

TABLE 1 v: Average ReadeTS-per-Dollar by PTOduct Classifications for 
All-display AdveTtisements- Ladies' Home Journal, 1954-1965 

Classification Noted Seen Associated R ead Most 

Books and magazines 59 46 8 
Clothing, women's 99 87 22 
Cosmetics 88 74 16 
Fabrics 118 105 25 
Food 92 85 24 
Household equipment, misc. 102 94 8 
Household supplies 88 78 29 
Jewelry and miscellaneous 96 85 25 
Pharmaceutical 107 91 34 
Tobacco, cigarettes 28 28 2 
Toilet goods 90 85 30 



T A u L E v : Correlations of Numbers of Words and R ead Most Readers-per­
Dollar fo1· Women in Ladies' Home ]oumal, Women in Life, 
rmd M en in Ufe 

N X y ~x· ~y· ~XY 1" 

Ads in J.H] 89 47 24 270,771 89,203 77,040 -.440• 
f .ife (Women) 97 117 15 370,577 48,049 50,66 1 -.278 .. 
f .ife (Men) 101 48 10 392,083 16,798 12,751 - .160 

X= Average Number of Words 
Y = Average R e<lcle rs Per Dollar 

'"fJ > .OJ .. fJ > .01 

T A 11 r. 1-: v 1 : Rank Ouler of Pmdu.ct Categories by Average Seen Associated 
R enrlers-jJe1·-Dollm_' Sc01·es (Women), Ufe mul f .nrlies' Home 
J ournn/-JIJ 54-1%5 

I . Fabrics 
2. Clothing (women) 

3.5. Toilet goods 
3.5. Household supplies 

5. Pharmaceuticals 
6. Food 
7. Cosmetics 
8. Motion pictures 

9. Clothing (men) 
10.5. Insurance and finance 
I 0.5. Books and magazines 

12. Household equipt., major appli . 
13. Tobacco, ciga rettes 
14. Travel 
15. Automobiles 
16. Liquor 

TABL E v 1 1 : Rank Order of Pmdu.ct Categ01·ies by Average Seen 
Associated Readers-jJer-Dollm· Sc01·es (Men), Life-1954- 1965 

I . Automobiles 
2. Automotive 
3. Motion pictures 
4. Pharmaceutical 
5. T oilet goods 
6. Liquor 
7. Tobacco, cigarettes 

8.5. Clothing (men) 
8.5. Insurance and fin ance 
10. Food 
II. Travel 
12. Household equipt., major appli . 
13. Cosmetics 
14. Clothing (women) 



T A 11 L 1:: v 1 1 1 : Correlations of Num bers of Words and R eaders-pe1·-Dol/m· 
(Seen Associated and R ead Most) for Women's Food and 
M en's Auto Advertisements Combined 

Seen Assoc. 
R ead Most 

•p > .05 

.'\' 

(i7 

67 

X 

so 
.50 

y 

72 
21 

~x· 

279,723 
279,723 

~Y' ~XY 

382,608 224,017 - .273* 
484,474 54,749 -.350"" 

It should be noted tha t a ll con-elations were negative. This was 
to be expected in a test where rating increases as number of words 
decreases. 

Inasm uch as there was no provision in the above for control of 
inherent reader interest in the product advertised, we devised 
another test, using men 's and women's scores for all qualifying 
ads run in both publications. Averages were drawn for product 
categories show n in Tables II and II I. Categories including one 
ad were excl uded, as well as jewelry, since the latter contained ads 
primarily of imerest to men. 

These ran kings were then compared with those shown by 
Starch.4 Our rankings were made in terms of Seen Associated 
scores, since this rating was used by Starch. The rank correlation 
. for women was .724 and for men .742, both significant at the 

.01 level. Our rankings are show n in Tables VI and VII. 
We the n made another measurement by correlating numbers of 

words with Seen Associated and Read Most Readers-per-Dollar 
scores of all ads in both publications, holding reader interest con­
stant by using women's food ad ratings from both publications 
and men's automobile ratings from Life. Utilizing a somewhat 
similar techn ique, Starch demonstrated that the lower the num­
ber of words th e higher the two ratings.5 Our statistics are shown 
in Table VIII. 

4. I bid., p. 89. 

5. I bid., pp. 102, I 03. 
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We foun d 1· = -.273 for Seen Associated and 1· = - .35 for 
th e Read Most with N = 67. Both scores show a low correlation 
between words and ratings. 

ConclusioHs 
The range o f our study m ig ht have bee n ex tended if we had 
secured ra ti ngs for th e non-qua lif),ing ads during th e per iod. 
T ime-cost considerations precluded this. T here are, no netheless, 
several interesting points to be observed . 

T he high rank correlations suggest that if the all-d isplay tech­
nique is useful in ex tend ing readership, the technique's effect 
beyond the inheren t reader interest level is questionable. In other 
words, the splash of a message in all-d isp lay sho uld not necessarily 
be expected to excite readersh ip from readers whose interest is 
low. 

On the o th er hand, in those tes ts in which n umbers o f words 
were corre la ted with Readers-per-Do llar ratings, reader interest 
held constant, the correlations were for the most part low, sug­
gesting tha t copy in a ll-d isplay may not be severely restrictive in 
dampening readership scores. 

Copy leng ths in th ese measurements ranged from four to 2112 
words. Forty-e ight per ce n t of the 67 ads contained a bove average 
length copy; 36% had above average Read Most Readers-per­
Do llar scores, and 52% had above average Seen Associated Read­
ers-per -Dollar scores. 

Measurements in th is in vestigation were made o nly on ads that 
qualified in terms of an extreme d efinitio n. That is, the enti re 
verbal message had to be set in 18-poillt or larger type, except for 
inc ide n tal in formation . Man y ads incorporate something of this 
technique into formats th at include some bod y copy in d isplay­
size and some in reader-size type. A study of this effect on reader­
shi p might prove interest ing. 


