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Experts differ in their opinions regarding the effect on readership of com-
posing an entire advertisement in all-display typography. A sampling in Life
and Ladies Home Journal magazines from 1954 through 1965 has revealed an
upward trend in the use of such ads. To measure the effect, correlative
studies were made relating the numbers of words to Daniel Starch readership
records. Negative correlations were found for “Read Most” and “Seen Asso-
ciated” ratings. With inherent reader interest in the advertised product held
constant, correlations for both ratings were low. It was concluded that all-
display typography may not be restrictive in dampening readership. However,
rank correlations of all-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 advertising trade journal represented divergent
opinions regarding the increasing use of all-display type in adver-
tisements.

One observer stated, “A venerable . . . school of advertising is
finally and grudgingly biting the dust.”! He referred to what he
called “the old one-two ad presentation.” This involves (1) get-
ting attention and then (2) presenting the sales story. In today’s
fast-moving world, he pointed out, the one-two approach is giving
way to a "big, fat Sunday punch.” This involves dramatic deliv-
ery of the message utilizing, among other techniques, liberal use
of display type. The objective is to assist the reader in getting the
message now.

In a memo to the staff of Foote, Cone and Belding advertising

1. William D. Tyler, “One-Two Punch Is Out—You Must Score with '‘One’,”
Advertising Age, XXXVII (October 10, 1966), 106, 108.
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agency, Fairfax Cone, the other observer, characterized the use of
shouting type as “advertising’s latest fad.”? His memo referred
primarily to the use of excessively large type in headlines, but he
did point out that what is said is what counts and not how loudly
it is said.

Concerning the use of larger type, two major questions seem to
warrant research attention: (1) How significant has the increased
use of display type in ads become? (2) Are there any possible
discernible effects on ad performance? In this study we have at-
tempted to find some answers to these questions.

Method

Life and Ladies’ Home [ournal were selected for this study be-
cause of their broad variety of consumer advertisements. The
sample was composed of 12 issues of each publication, covering
the years 1954 to 1965 inclusive. It was constructed as an artificial
year. That is, for Life 12 issues were selected; January 1954, Feb-
ruary 1955, March 1956, and so on. The same procedure was used
for Ladies” Home Journal.

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

1. Is the entire verbal message, except for such incidental in-
formation as standing detail, set in 18-point or larger type? Stand-
ing detail refers to recurring statements in ads, such as copyright
notices, references to television programs, company address,
slogans, price information, and so on.

2. The number of words in 18-point or larger type.

Figure 1 shows a variety of ads that would qualify as all-display.

Ads qualifying as having all-display typography were then fol-
lowed up in an effort to learn something of their relative effec-
tiveness. Each ad was checked for its Starch ratings. Daniel Starch
and Staff, Mamaroneck, New York, cooperated by allowing us to
check into ad performance records.

The Readers-per-Dollar ratings for three Starch categories
(Noted, Seen Associated, and Read Most) were determined.

2. ———, “Must Ads Shout in Big Type?"” ddvertising Age, XXXVII (No-
vember 28, 1966), 72.
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Figure 1. The advertisements shown here are typical of those that qualified
as having all-display typography. Aside from incidental information, the
entire message of cach is composed of 18-point or larger type. These are
shown as examples and did not necessarily [all within the range of the study.
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Soft Whiskey
doesn’t pack a wallop.
It packs a love tap.

f our distifling
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Would you believe
Avis is No.13?

Well, in a manner of speaking,
we're still No, 2.

But technically,we're No.l.5556.
After four years of trying harder,
we've cut No.I's lead almost in hall.

(Based on the latest figures from
26 major airports.)

And do you know what happens
when you get that close to the top?

Your people try even harder.

Al Take Ernie Foote, lor example.

A customer showed up with an expired out-of-state
driver license. So Ernie took him to the highway patrol
for a driver’s test. He passed. Got a Mississippi license.
And was off in a shiny, new Plymouth.

Obviously, our people are keeping score.

And they can smell the pennant.




Pus-hutton drive.

Custom-built for the Pepsi generation.
Instant pick-up.
More go for your money.

Taste?
Automatic.

Buckets?
Not vet. You'll have to
settle for bottles.

per! ct‘.\\'\n\"'

o4 TV

This is the bug to

blame for smeared mirrors
in rent a cars.

But we're rubbing

him out at Avis,

In fact, when you rent
our shinynew Plymouths,
there are 47 different
varieties of bugs you
probably wen't be seeing.
We're winning

the battle of the bugs.
Avis tries harder.




 Unbreakable
milk.
Maybe you never
thought of it that way:
Or noticed that your
L nmilk comes in plastic-
““eoated Pure-Psk cartons.
w Or that crearm, whipping
" cream, orange and lemon
b drinks and fruit juices come
¥in them, too, Billicns of cartons
‘every year. They're all sasy to
- carry. Easy to pour from: Easy to
reclose and store in your refrigerator. And
—just as easy ‘o crunich up and throw out.
32 Now, how's that for convenience?

£ ot i Caperstes; PurePak Divisde. Detet Wichipars

No splashy picture.
No long story.

We know you know
what Michelob is.

In beer, going first class is Michelob. Period.




These ratings establish the performance of each ad in terms of
readers reached per dollar invested. 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 established by multiplying the number
of magazine readers by the per cent of the rating (Noted, 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 indicate whether or not they saw an
ad, read or saw parts of an ad that indicated product or advertiser,
and whether they read 509, or more of the verbal message.

Results

Our data confirm the observation that use of all-display ads has
been on the increase. We found that of 1,147 full-page or larger
ads run between 1954 and 1965, some 179, qualified as all-
display. Figure 2 shows percentages of qualifying ads run in both
publications.

Tables I, 11, I11, and IV show average performances by product
category of all-display ads, 1954 through 1965.

In an effort to establish relationships between number of words
and Read Most ratings, we did correlations for Ladies’ Home
Journal and for Life, men and women separately in the latter
case. Statistics are shown in Table V.

With X = 47 (words) and ¥ = 24 (R/$), we found that r =
— .44 for Ladies’ Home Journal. Testing the significance of r, we
found a t of 4.12, allowing us to reject the null hypothesis that r
= 0.

In the case of Life (women), X equalling 47 and Y being 15, r
= —.278 and t = 2.76. For Life (men), X and Y were 48
(words) and 10 (R/$). We found » = —.16 but had to retain
the null, since N being 101, t = 1.60.

3. Daniel Starch, Measuring Advertising Readership and Results (New York:
McGraw Hill, 1966), p. 117.
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Figure 2. Percentages of All-display Advertisements each year in Life and
Ladies’ Home Journal from 1954 through 1965.



TABLE 1: Average Readers-per-Dollar Scores for All-display
Advertisements—I1954-1965

Magazine Noted  Seen Associated Read Most
Ladies’ Home Journal 91 75 24
Life (Men) 38 34 10
Life (Women) 49 43 15

TABLE 11: Average Readers-per-Dollar (Women) by Product
Classifications for All-display Advertisements—Life, 1954-1965

Classification Noted  Seen Associated Read Most
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 11
Foods 69 63 21
Household equipment,

major appliances 35 31 9
Household supplies 101 89 17
Insurance and finance 41 32 13
Jewelry and miscellaneous 41 32 13
Liquor 23 19 10
Motion pictures 61 57 29
Machinery, metal and

industrial 29 14 —
Pharmaceutical 61 59 38
Radio-TV 59 55 11
Tobacco, cigarettes 40 35 8
Toilet goods 48 46 11

Travel 30 28 3



TABLE 111: Auverage Readers-per-Dollar (Men) by Product Classifications
for All-display Advertisements—Life, 1954—1965

Classification

Automobile passenger cars

Automotive, miscellaneous

Books and magazines

Clothing, men’s

Clothing, women’s

Fabrics

Food

Household equipment,
major appliances

Household supplies

Insurance and finance

Jewelry and miscellaneous

Liquor

Motion pictures

Machinery, metal and
industrial

Pharmaceutical

Radio-TV

Tobacco, cigarettes

Toilet goods

Travel

Noted

58
49
34
40
33
21
39

23
28
36
61
38
59

41
44
66
36
40
27

Seen Associated Read Most

50 13
46 10
29 15
28 4
14 4

8 2
27 7
18 4
16 —
28 14
56 16
36 13
45 31
32 11
41 16
63 16
33 5
37 6
26 4

TABLE 1V: Awverage Readers-per-Dollar by Product Classifications for
All-display Advertisemenis—Ladies’ Home Journal, 1954-1965

Classification

Books and magazines
Clothing, women’s
Cosmetics

Fabrics

Food

Household equipment, misc.
Household supplies
Jewelry and miscellaneous
Pharmaceutical

Tobacco, cigarettes

Toilet goods

Noted

59
99
88
118
92
102
88
96
107
28
90

Seen Associated Read Most

46 8
87 22
74 16
105 25
85 24
94 8
78 29
85 25
91 34
28 2
85 30



TABLE VI

Correlations of Numbers of Words and Read Most Readers-per-

Dollar for Women in Ladies’ Home Journal, Women in Life,

and Men in Life

N X 4
Adsin LHJ 89 47 24
Life (Women) 97 47 15
Life (Men) 101 48 10

X = Average Number of Words
¥ = Average Readers Per Dollar

*H> 01 S 01

X 233 i EXY r
270,771 89,208 77,040 —.440*
370,577 48,049 50,661  —278%*
392,083 16,798 42,754 —.160

TABLE vi: Rank Order of Product Categories by Average Seen Associated
Readers-per-Dollay Scores (Women), Life and Ladies’ Home

Journal—1954-1965

. Fabrics

. Clothing (women)
. Toilet goods

. Household supplies
. Pharmaceuticals
Food

. Cosmetics

. Motion pictures

Lo Lo

o B

9

Clothing (men)

10.5. Insurance and finance
10.5. Books and magazines

2
13.
14.
15,
16.

Household equipt., major appli.
Tobacco, cigarettes

Travel

Automobiles

Liquor

TABLE VI1: Rank Ovder of Product Categories by Average Seen
Associated Readers-per-Dollar Scores (Men), Life—1954-1965

. Automobiles

. Automotive

. Motion pictures

. Pharmaceutical

. Toilet goods

. Liquor

. Tobacco, cigarettes

~3 O Ot o QO PO —

8.5.
8.5.
10.
11.
12.
13.

14.

Clothing (men)

Insurance and finance

Food

Travel

Household equipt., major appli.
Cosmetics

Clothing (women)



TABLE viii: Correlations of Numbers of Words and Readers-per-Dollar
(Seen Associated and Read Most) for Women’s Food and
Men’s Auto Advertisements Combined

N X Y 5D & o) XY ¥
Seen Assoc. 67 50 72 279,723 382,608 224,017 —.273*
Read Most 67 50 21 279,728 484,474 54,749 —.350%*
*p > .05 ¥Ep > .01

It should be noted that all correlations were negative. This was
to be expected in a test where rating increases as number of words
decreases.

Inasmuch 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 shown in Tables IT and I11. Categories including one
ad were excluded, as well as jewelry, since the latter contained ads
primarily of interest to men.

These rankings were then compared with those shown by
Starch.* 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 shown in Tables VI and VII.

We then 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 technique, Starch demonstrated that the lower the num-
ber of words the higher the two ratings.> Our statistics are shown
in Table VIIL.

4. Ibid., p. 89.
5.Ibid., pp. 102, 103,
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We found r = —.273 for Seen Associated and r = — .35 for
the Read Most with N = 67. Both scores show a low correlation
between words and ratings.

Conclusions

‘T'he range of our study might have been extended if we had
secured ratings for the non-qualifying ads during the period.
Time-cost considerations precluded this. There are, nonetheless,
several interesting points to be observed.

The high rank correlations suggest that if the all-display tech-
nique is useful in extending readership, the technique’s effect
beyond the inherent reader interest level is questionable. In other
words, the splash of a message in all-display should not necessarily
be expected to excite readership from readers whose interest is
low.

On the other hand, in those tests in which numbers of words
were correlated with Readers-per-Dollar ratings, reader interest
held constant, the correlations were for the most part low, sug-
gesting that copy in all-display may not be severely restrictive in
dampening readership scores.

Copy lengths in these measurements ranged from four to 242
words. Forty-eight per cent of the 67 ads contained above average
length copy; 369, had above average Read Most Readers-per-
Dollar scores, and 529, had above average Seen Associated Read-
ers-per-Dollar scores.

Measurements in this investigation were made only on ads that
qualified in terms of an extreme definition. That is, the entire
verbal message had to be set in 18-point or larger type, except for
incidental information. Many ads incorporate something of this
technique into formats that include some body copy in display-
size and some in reader-size type. A study of this effect on reader-
ship might prove interesting.



