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 The Pioneers Who Changed  
Advertising Forever

Take a look at this classic Shredded Wheat ad from 1905. 

Made In Nature’s Laboratory — In 
the whole wheat berry nature has given 
man a complete and perfect food with 
every element in it for the making of 
bone, brain and brawn. The most of 
these nutritive elements are in the 
outer coatings of the wheat kernel. In 
the modern process of milling these 
are cast aside and we get the starch 
granules in the shape of “wheat flour” All 
the nourishing, body-building elements 
of the whole wheat are held in natural 

purity and presented in digestible form in shredded whole 
wheat biscuit.

It is cooked wheat drawn out into fine shreds, rendering 
it porous and light without the use of yeast, baking powder 
or any other chemical. It is the wheat, the whole wheat and 
nothing but the wheat — nothing added to it and nothing 
taken away — made in the cleanest, largest and most hygienic 
building in the world devoted to food production. Shredded 
Whole Wheat Biscuit should be slightly warmed before serving. 
It is delicious with cream or hot milk. It may be made into 
many palatable dishes in combination with fruits or vegetables.

This ad is typical of those from that era … and before. 

As an AWAI trained copywriter, you’ve been taught the 
importance of benefit-oriented ad copy. Your prospect buys 
when there are clear benefits in your copy. You’d be hard 
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pressed to find any real benefits in this ad. Any benefits in 
this ad have to be inferred. Nothing direct. Nothing to tell the 
reader “you should buy Shredded Wheat because it’s good for 
you.”

That’s how advertisements were back then. They were 
mostly descriptive, written to inform rather than convince. The 
idea was, we’ll lay out the information for our readers, and 
they’ll be able to make their decision to buy our product based 
on all the information we’re given them. 

Now, take a look at this Shredded Wheat ad from 1908.

Do You Belong to It?

If you are a worker in the shop, in 
the office, or in the home, you should 
eat a food that contains the phosphates 
and nitrates—the brain and muscle 
makers prepared in a digestible form. 

Many of the foods that are advertised 
as “builders of brawn and brain” are 
merely makers of fat. The ideal food for 
the desk man and all indoor workers is

Shredded Whole Wheat

It contains in well balanced proportion the elements that 
build bone, brain and muscle, and these are made digestible 
by steaming, shredding, and baking.

Two SHREDDED WHEAT BISCUITS (heated in oven) for 
lunch with “half-and-half” will supply all the energy needed for 
a half day’s work and leaves a feeling of stomach comfort and 
satisfaction.
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SHREDDED WHEAT with strawberries, raspberries, or 
other fresh fruits and cream forms a lunch that is deliciously 
wholesome and nourishing. Try it tomorrow.

In just three years, this ad — and most of those of this 
era — went from being simply informative to being driven by 
benefits. 

What happened? What caused this huge change in such a 
short amount of time?

John E. Kennedy and “Reason Why Advertising” happened. 
This man’s impact on advertising was so enormous, it’s only 
fitting that he is the first of our Pioneering Copywriters Who 
Changed Advertising Forever.
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Chapter 1
John E. Kennedy (1864 – 1928) 

Reason-Why Advertising … the Reason Why  
Copywriting Is the Way It Is Today

One Can Accomplish a Lot of Thinking in the Frozen 
North — A Short Biography of John E. Kennedy

John E. Kennedy — the man who forever 
changed the face of advertising — was born 
in 1864 in Canada. Little is known about his 
early life except the oft-quoted reference to 
his having been in the Canadian Northwest 
Mounted Police. 

During his stint in the Mounties, Kennedy 
had become interested in advertising. He told 
Albert Lasker — who was instrumental in changing advertising 
with him — that the long, lonesome days and nights in the 
snowy emptiness of Northern Canada gave him time to 
formulate what he thought was the fundamental concept in all 
of advertising.

After leaving the frozen north, Kennedy started his career 
as an ad manager at the Hudson’s Bay Department Store in 
Winnipeg in 1890. After that, he become business manager for 
a Montreal newspaper then wrote ads for The Regal Shoe Co. 
in Boston, Postum Cereal Company’s Postum, and Dr. Shoop’s 
Family Medicine Co. 

In 1904 (or 1905 — accounts vary), Kennedy met Albert 
Lasker of the Lord & Thomas advertising agency in Chicago. 
Kennedy convinced Lasker that advertising was really just 
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“Salesmanship in Print.” At this time, Kennedy joined Lord & 
Thomas. He continued at Lord & Thomas until 1907 when he 
left to become a principal partner in Etheridge-Kennedy in New 
York. 

While at Lord & Thomas, Kennedy produced a booklet call 
The Book of Advertising Tests. You can download your copy of 
this landmark advertising book by clicking this link. This book 
would later form the basis of his better-known Reason Why 
Advertising.

Kennedy rejoined Lord & Thomas in 1911 as a freelance 
copywriter and died in 1928 at the age of 64.

Salesmanship-in-Print: John E. Kennedy’s 
Contribution to Copywriting

Six o’clock one evening in May, 1904, John E. Kennedy sent 
the following note to Ambrose Thomas, the senior partner of 
Lord & Thomas advertising agency. 

You do not know what advertising is. No one in the 
advertising business knows what advertising is. 
No advertiser knows for certain what advertising 
is. If you want to know, tell this messenger 
that I should come up. I’m waiting in the lobby 
downstairs.

Thomas read the note and thought it smacked of arrogance. 
But he handed it to Albert D. Lasker, junior partner in the firm, 
and told him, “Well, you’ve been asking this question for years 
and nobody has yet satisfied you. Maybe here is the answer...
You see the man.”

http://www.awaionline.com/members/masters/05/
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Lasker and Kennedy met that night and talked until 3 
o’clock in the morning. When they parted, Lasker felt he 
finally had the answer to what advertising was. Kennedy’s 
answer was: “Advertising is Salesmanship-in-Print.” In his 
book Reason-Why Advertising, he rephrased this catch phrase 
as Salesmanship-on-Paper. This definition still stands over a 
hundred years later. 

Before that meeting in 1904, most advertising looked like 
news articles. The thinking went tell the reader the facts about 
the product, and she’ll be able to understand why she should 
by it.

Kennedy took a different approach. He put forward that 
print ads should be the same as meeting a salesman face-
to-face. He said that ads should talk to the average person 
with — in his words — a “shrewd but persuadable openness to 
appeals made by sensible argument.” 

The basis of these effective appeals was 
something he called “Reason-Why” advertising. 
Instead of expecting the reader to understand the 
reason he should buy the product, you tell him 
the reason why. This is simply another name for 
benefit-driven copywriting. 

We have found, from such continuous Tests 
registered in our “Record of Results,” that the kind 
of Advertising which sells Washing Machines by 
mail at one-third the cost other Copy sells them, 
will, when applied according to the individual 
needs of the different articles, also sell Ear Drums 
by mail, Violins, Shoes, or Pianos, in about the 
same ratio. 
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Moreover, we have found that the “something” in 
Copy which sells these Goods by Mail, at one-half 
to one-third the cost other Copy sells them, will 
also sell them through Retailers, over the Counter. 

That “something” is Selling-Force, Conviction 
saturated into the Copy, with sound Reasons-Why. 

It is the salient “something” which makes some 
Advertisers millionaires in a few years, while other 
Advertisers, spending the same amount of money 
for equally good propositions, “go broke.”

The kind of Advertising which will work these 
Miracles of Success may be the very kind you 
like least, and quite contrary to your present 
preference. 

But, Advertising is not originally intended to 
merely please your fancy, Mr. Advertiser.

Book of Advertising Tests — Pages 27-28

To find the real reason why customers buy was to find the 
emotional core of the promise your ad needed to make. Said 
Kennedy his book Reason Why Advertising, “To strike the 
responsive chord with the reader ... is to multiply the selling 
power of every reason-why given.”

They first tested their promise-driven “Reason-Why” ads 
with the “1900” Washer Company. Within four months, the 
ads were so successful, the company increased its budget with 
Lord & Thomas agency from $15,000 per year to $30,000—per 
month.
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Here is a comparison 
of two ads from the 
1900 Washing Machine 
Company. The first 
ad shows a housewife 
chained to her wash 
tub. There was little 
copy to describe the 
benefits of the new 
1900 Ball Bearing Family 
Washer. The copy mostly 
described the mechanics 
of the new 1900.

In contrast, the ad on the right was “Reason-Why” 
advertising. As such, it was heavily benefit oriented to the tune 
of thirty paragraphs! 

The principles of Salesmanship-in-Print spread throughout 
the advertising world. Over the next two years, Kennedy 
worked closely with Lasker and taught him how to write 
Reason-Why copy. 

With Kennedy’s help, Lasker set up a copywriting training 
school and persuaded Mr. Thomas to stump up $2,000 to build 
9 offices for his new copywriters. 

In 1907 Kennedy left Lord and Thomas to become a 
principal of Etheridge-Kennedy Co. in New York. He later 
returned in 1911 to Lord and Thomas as a partner and a 
freelance copywriter. 

Kennedy was a painstaking copywriter who spent days 
perfecting his copy. After a business trip to Birmingham, New 
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York to land the “1900” Washer Company account, Kennedy 
struggled to come up with a new approach.

Watching Kennedy at work, Lasker discovered that writing 
did not come easily to the man who had convinced him of the 
power of Reason-Why advertising:

He had to think everything out laboriously, 
with labored pains. I imagine he corrected an 
advertisement . . . 25 to 50 times before he would 
release it. And to write his key ad, which is the 
first ad of the campaign, might take him a month 
or six weeks…

He would be lost to the world for two hours, 
thinking out a paragraph of 50 or 60 words. Then, 
laboriously, he would underline and scratch out 
until … maybe half or three-quarters of the words 
were taken out. He would hunt for the shading of 
a word, and then seek to polish the sentence so 
that its impact was not to be resisted.

Kennedy’s ad career was short but his contribution to 
advertising was immense. His passion for advertising and 
understanding what made it work influenced virtually every 
other copywriter who followed him including great copywriters 
like Claude Hopkins and Rosser Reeves who described him as 
“the first great advertising theorist.” 

John E. Kennedy’s Impact on Your Copywriting

In addition to Kennedy’s insight that advertising must 
present a cogent “Reason-Why” the customer should buy the 
product (i.e. the benefits), he also was a strong proponent 
of testing the results of advertising. He and the Lord & 
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Thomas Agency were among the first advertising agencies to 
emphasize that the results of an advertisement — that is, how 
sales were made — were the only things that really mattered.

Quoted from Kennedy’s The Book of Advertising Tests…

• Advertising should be judged only by the goods it IS 
conclusively known to sell, at a given cost. 

• Mere opinions on Advertising Copy should be excluded 
from consideration, because opinions on Advertising 
are [as] conflicting as opinions on Religion. 

• It is different with Advertising, as it is with Mechanics 
or with Medicine, all three of which can be conclusively 
tested. 

• Many Advertisers, however, seem satisfied to spend 
their money on mere Opinions about Advertising 
when they might have invested it on Evidence about 
Advertising. 
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Chapter 2
Albert Lasker (1880 – 1952) 

The Ad Man Who Built a Marketing Empire on  
“Reason-Why” Advertising

The Father of Modern Advertising — A Short 
Biography of Albert Lasker

Albert Lasker was born May 1, 1880 
in Freiburg, Germany where his parents 
were visiting. He was the third of eight 
children born to American parents 
Morris and Nettie Lasker. When Lasker 
was old enough to travel, the family 
returned to its home in Galveston, 
Texas, where Lasker spent his youth.

His father was a successful 
businessman and served as president 
of several banks. Though he could 
never completely satisfy his father, the younger Lasker felt a 
deep bond with him that lasted throughout his life.

When he was just 12 years old, Lasker started his own 
newspaper that he called the Galveston Free Press. Lasker 
wrote, edited, and published the four-page weekly. This paper 
was Lasker’s first foray into advertising. To pay for publishing 
costs, he sold ads to local merchants with the motto “advertise 
and make good.” During its year of operation, the paper turned 
a $15 per week profit. After he closed down the Galveston 
Free Press at the age of 13, he took a job as a reporter for the 
Galveston Morning News. 
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Lasker’s father didn’t want Albert to be journalist. Instead, 
he encouraged him to get into advertising and convinced him 
to join Lord & Thomas advertising agency in Chicago. So at the 
age of 18, he moved to Chicago to please his father. He only 
intended on living there a short time, but ended up remaining 
44 years. 

By 1902 he was earning $10,000 a year (almost $250,000 
in 2012 dollars!). He got married in 1904, increased his salary 
five fold, and bought a quarter share in Lord & Thomas when 
Lord retired. He was 24 at the time.

Lasker was a great believer in the power of advertising 
but struggled to find a good, functional definition of it. His 
quest ended in 1904 when he met John E. Kennedy and heard 
Kennedy’s explanation that advertising is “Salesmanship-in-
Print (later refined to “Salesmanship-on-Paper”).

After Kennedy left Lord & Thomas in 1907, Lasker hired 
up-and-coming copywriter Claude Hopkins as a replacement. 
Lasker and Hopkins worked well together for 18 years and 
developed many successful campaigns such as Van Camp, 
Palmolive, Pepsodent, Goodyear, Quaker Oats, Sunkist, and 
many others. 

In 1912, Lasker became sole owner of Lord & Thomas — at 
that time, the world’s biggest ad agency. Total billings for this 
year were $6 million ($22+ million in 2012 dollars) compared 
to $800,000 in 1898.

In 1926, Lasker tried his hand in radio. He applied 
Salesmanship-in-Print to his radio advertising very successfully, 
ushering a new era of radio commercials. With Lasker’s 
encouragement, Lord & Thomas created the Amos and Andy and 
Bob Hope radio shows in order to market Pepsodent toothpaste.
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Among Lasker’s pioneering contributions was the 
introduction into schools of classes that would explain to young 
girls about menstruation (done to promote Kotex). He is also 
credited as being the inventor of the soap opera.

Lasker retired from advertising in 1943 when his son didn’t 
want to work in the business. He liquidated his stock for 
$10 million and three of his men bought in and renamed the 
company Foote, Cone and Belding. 

After retirement, Lasker followed his passion for 
philanthropy. He and his wife Mary established the Albert and 
Mary Lasker Foundation to support medical research. He also 
created the Lasker Awards for Public Health. His and Mary’s 
efforts were instrumental U.S. government’s creation of the 
National Institutes of Health. 

Lasker died of cancer on May 30, 1952.

Albert Lasker is widely recognized as the “Founder of 
Modern Advertising.”

Albert Lasker’s Contribution to Copywriting

Albert Lasker took Kennedy’s concepts of “Salesmanship-
in-Print” and “Reason-Why Advertising” and expanded them, 
using his ingenuity and unique ability to explain products using 
those key concepts.

His focus on writing tight, benefit-oriented ad copy and the 
establishment of the copywriting department at Lord & Thomas 
were crucial to the advertising industry’s evolution. Lasker 
is also responsible to a large extent for using radio, popular 
personalities, and coupons to promote sales. 
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When Lord & Thomas acquired the 
Van Camps account in 1907, 94% of the 
American housewives made their own 
pork and beans. A classic feature of this 
campaign done with Claude Hopkins 
was the use of coupons in New York. 
In one day over 1,460,000 coupons 
were redeemed, and Van Camp’s was 
established. Lasker’s efforts partly 
contributed to the tremendous expansion 
in the use of canned foods in the United 
States. Van Camp’s later began producing 

canned condensed milk, which Lord & Thomas designed the ad 
campaign for. 

An example of Lasker’s ability to market “unpopular” 
products is his work on Kotex®. In 1921, when Kotex were first 
introduced by Kimberley Clark, women were reluctant to buy 
the product. Doing so meant asking a clerk for a box (even 
though the company invented the word “Kotex” so women 
wouldn’t have to say “sanitary napkin”). 

Lasker wrote in 1952 in Advertising 
Age: “Just a few of us talked to our 
wives and asked them if they used 
Kotex, and we found they didn’t, and in 
almost every case it was because they 
didn’t like to ask the druggist for it.”

So rather than targeting the end 
user of the product — women — 
Lasker instead targeted the stores that 
sold Kotex. He told how to sell the 
embarrassing product: stack the boxes 
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on the counter rather than making the lady ask for one. Albert 
Lasker added the idea of placing a coin box next to the stack of 
boxes, completely eliminating the need for a woman to speak 
to anyone. 

During his years at Lord & Thomas, he 
convinced Americans that the best way to 
eat oranges was to drink them (as orange 
juice). 

He also successfully marketed another 
product for Kimberley Clark that wasn’t 
doing well — Kleenex® — by equating the 
old-timey use of handkerchiefs for blowing 
ones nose with germs.   

Lasker was willing to take risks in 
advertising products he believed he 
could market successfully. Pepsodent 
became a Lord & Thomas client in 1916, 
but wasn’t experiencing much market 
growth. Lasker developed an extensive 
advertising campaign that Pepsodent 
couldn’t afford. So instead of taking 
direct payment, Lasker  accepted stock. 
Eventually, Lasker became Pepsodent’s 
second largest stockholder. Following 
Lasker’s involvement in the advertising 
campaign, Pepsodent became the best 
selling toothpaste in the industry.
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Albert Lasker’s Impact on Your Copywriting

Albert Lasker’s greatest contribution to the art and science 
of copywriting — and the one you can benefit most from — 
was his ability to see the product and the prospect as a unique 
nexus of need. While focusing on benefits was crucial to the 
success of his campaigns, he never stopped there. He looked 
deeper. 

Take, for example, his marketing of Kotex. Rather than 
trying to boost the appeal of Kotex to women by accentuating 
benefits they already knew about, he examined the prospects’ 
objections to the product. In this case, embarrassment. 
Realizing that — by talking to the prospects — he devised an 
ad campaign that eliminated the embarrassment … and the 
objections. 

Your take-aways from Albert Lasker are…

• Dig deeper into the sales situation than your 
competitors

• Listen carefully to what your prospects are really 
saying

• Look for solutions to your clients’ marketing problems 
in unusual places when the circumstances dictate. 
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Chapter 3
Claude Hopkins (1866 — 1932) 

Measure. Measure. Measure. It’s Only about Results 

Scientific Advertising — A Short Biography  
of Claude Hopkins

Claude Hopkins’ birth and early 
life is shrouded in mystery. Various 
sources say he was born in 1865, 
1866, or 1867. Take your pick. Even 
in his own account of his early years 
he doesn’t give a date or a place of 
his birth.

What he does say, however, is that 
one of the greatest assets in his life 
was his “Scotch mother. She typified 
a high degree the thrift and caution, 
the intelligence, ambition, and energy of her race. Boys, they 
say, gain most of their qualities from their mothers. Certainly I 
inherited from mine conspicuous conservatism.”

Hopkins learned the art of selling at an early age. His 
father owned a newspaper in a “prosperous lumbering city.” 
The paper ran ads for a wide variety of products sold through 
newspaper ads in those days including sewing machines, 
pianos, and “snake oil” elixirs. 

While working for his father, Hopkins got his first taste 
of the value of testing marketing efforts. His father in his 
newspaper office also printed advertising flyers (known as 
“bills” in those days). At one point, he went to the advertiser 
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and got a job of distributing the bills to each of the thousand 
or so houses in the city — for a grand total of $2. Other boys 
offered to do the same job for $1.50, but according to Hopkins, 
they would place several bills in a home and would skip all the 
far-away ones. He asked advertisers to compare the results, 
and he soon obtained a monopoly on distribution. Instinctively, 
it seems, he knew the value of testing.

“That was my first experience with traced results. 
It taught me to stand for known and compared 
returns, and I have urged them ever since. In no 
other way can real service reveal its advantage. 
Doing anything blindly is folly.”

 My Life in Advertising 

Some histories of Hopkins describe him as being a “a 
carpet sweeper salesman for Bissell.” He did sell them, but he 
sold them primarily through letters that set the stage for him 
becoming one of the most successful copywriters of the early 
1900s. 

In 1907, he joined Lord & Thomas at the age of 41 at a 
salary of $1,000 per week. He soon agreed to work just for 
commission, which earned him upwards of $185,000 per year. 
He stayed with Lord & Thomas for 18 years. During this time 
he wrote Scientific Advertising. 

Hopkins left Lord & Thomas in 1925. He wrote his 
second book, My Life in Advertising, in 1927. The book is 
an autobiography of sorts and describes his advertising 
philosophy. 

Claude Hopkins died in 1932.
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Claude Hopkins’ Contribution to Copywriting

Claude Hopkins and Albert Lasker collaborated freely 
while Hopkins was at Lord & Thomas. Consequently, much of 
Hopkins’ work is inseparable from Lasker’s. He came to Lord & 
Thomas already embracing the key concepts of “Salesmanship-
in-Print” and “Reason-Why” advertising. 

He wrote in short, staccato sentences — short, simple, 
and right on point. He felt more comfortable writing for “the 
masses” than for elite buyers of his day. These feelings were 
due, in large part, to Hopkins’ early growing up in a poor 
family and without a father after his 10th year. Hopkins felt he 
not only “knew” these prospects, he was one of them at heart. 

“Through father I gained poverty, and that 
was another blessing. Father was the son of a 
clergyman. I owe much to that condition. It took 
me among the common people, of whom God 
made so many. I came to know them, their wants 
and impulses, their struggles and economics, their 
simplicities. Those common people whom I know 
so well became my future customers. When I talk 
to them, in print or in person, they recognize me 
as one of their kind. … To poverty I owe many 
experiences which taught me salesmanship. 

“I am sure I would fail if I tried to advertise the 
Rolls Royce, Tiffany & Co. or Steinway pianos. 
I do not know the reactions of the rich. But I 
do know the common people. I love to talk to 
laboring men, to study housewives who must 
count their pennies, to gain the confidence and 
learn the ambitions of poor boys and girls. Give 
me something which they want and I will strike 
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the responsive chord. My words will be simple, 
my sentences short. Scholars may ridicule my 
style. The rich and vain may laugh at the factors 
which I feature. But in millions of humble homes 
the common people will read and buy. They will 
feel that the writer knows them. And they, in 
advertising, form 95 percent of our customers.”

My Life in Advertising

Some of Hopkins’ work may 
seem out-dated today but the 
principles he followed remain. 
He pioneered many advertising 
strategies and principles still in 
use today like free sampling, 
risk-free trials, money-back 
guarantees, market testing, 
and much more. He was a firm 
believer in the importance of 
actual customer response and 
devised strategies for tracking 
results like coded coupons. He 
used results from his tracking 
strategies to get feedback on 
how to improve his ads. 

Hopkins is also credited with inventing the money-back 
guarantee. He was quoted as saying: “Ask a person to take a 
chance on you, and you have a fight. Offer to take a chance on 
him, and the way is easy.” 

One of Hopkins’ secret strategies was one that Jay Abraham 
and Rosser Reeves later called “pre-emptive” advertising. 
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In this strategy, he would educate customers by telling 
the story of how things were made by the client. Often, this 
was the same process used by competitors, but no one in the 
industry had told the story previously.

Hopkins stated in both 
his books that much of the 
advertising done in those days 
was based on “Buy My Product” 
or “Come into My Store.” 
Customers weren’t fooled by 
this. They wanted to know (and 
still do) “What’s in it for me?”

Hopkins used his 
understanding of this principle 
to grow Van Camp’s pork 
and bean business. Hopkins 
personally authorized a canvass 
of 1,000 homes. The research 
found that 94% of housewives 
were baking their own beans 
at home and only 6% were 
buying canned beans. 

So, Hopkins ran an advertising campaign that explained the 
benefits to the housewife of buying Van Camp’s beans. 

He told how it took 16 hours to bake beans at home. You’d 
get crispy beans on top and mushy beans on the bottom. He 
highlighted how Van Camp’s selected their beans, the soft 
water that they used, and how they made the skins less tough 
by removing the lime. He also emphasized the steam ovens 
where the beans were baked at 245º in sealed containers so 
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no flavor was lost. Then finally he offered a free sample so 
customers could compare. 

This particular campaign became a huge success for 
Van Camp’s. But the kicker is this is how all the baked bean 
manufacturers did it. All the manufacturers could have told this 
same story. But they didn’t. Claude Hopkins did!

Hopkins used the 
same “preemptive 
strategy” to move 
Schlitz Beer from 5th 
market share to 1st in a 
few months.

At the time, every 
brewer was claiming 
that their beer “pure.” 
This didn’t impress 
consumers until Hopkins 
worked his advertising 
magic and actually 
explained what was 
meant by “pure.”

Hopkins knew he had 
to understand the whole 
process of beer making 
so he personally went on 
a factory tour. He was 
shown plate-glass rooms 
filled with filtered air, so 
the beer could be cooled 
in without impurities. 
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He was shown very expensive filters filled that provided 
a superior filtering process. The manufacturer explained how 
every pump and pipe was cleaned twice a day to ensure purity. 
Also, every bottle was sterilized four times before being filled. 

Schlitz got their water from 4,000 foot deep artesian wells 
to ensure that the water was the cleanest, purest it could be. 

And at the end of his tour, Hopkins was shown the mother 
yeast cell, that took 1,200 experiments to reach the required 
robust flavor. All Schlitz beer was developed from that original 
yeast cell. 

Hopkins was truly amazed. He asked why the company 
didn’t tell their customers all this. Their reply was “because all 
beer manufacturers do it this way.” 

Hopkins replied, “Yes, but nobody has ever told the story.”

Claude Hopkins’ Impact on Your Copywriting

Claude Hopkins’ greatest impact on advertising and 
copywriting was his belief in the importance of research and 
tracking results. While most of his research took the form of 
personal interviews, it laid the basis for more scientifically 
based market research that followed.

Your take-aways from Claude Hopkins are…

• Market research is vital. Look to your prospects to tell 
you what you need to know

• Write to prospects you identify with … in language they 
understand 

• Be the first to tell your client’s story

• Track results
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Chapter 4
Stanley Resor (1879 — 1962)

5 Questions You Must Ask 

No Brilliance, Just Hard Work — A Short  
Biography of Stanley Resor

When Stanley Resor became J. 
Walter Thompson’s vice president 
and general manager, the agency 
was billing $3,000,000 a year. When 
he retired 45 years later, it was the 
biggest in advertising agency world 
with billings of $500,000,000 — an 
increase of over 57 times when 
adjusted for inflation!

Little is written about this giant 
of advertising’s early life. It is known 
that his family’s financial situation 
was rocky, which influenced his subsequent work and life. He 
was born in 1879 in Ohio. He attended and graduated from 
Yale University in 1901. He worked his way through Yale 
tutoring other students and selling books, but he also had time 
to win the James Gordon Bennett prize for economics. 

Resor entered advertising in 1904 when he joined the 
Proctor and Collier Advertising Agency in Cincinnati. Then in 
1908, he and his brother Walter opened the Cincinnati office of 
the huge J. Walter Thompson Agency. 

In 1912 he moved to New York as the vice president and 
general manager of J. Walter Thompson, and in 1916, he 
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bought the agency along with a few associates. Before his 
death in 1962 the agency had grown to be the largest in the 
world.

His time at Yale left him with a life-long admiration for 
university professors. He hired at least three to work at JWT 
— a psychologist, an economist, and a historian. He was so 
committed to this concept that he established an in-house 
training program and called it “University of Advertising.” In 
this way, the entire JWT staff had a good understanding of all 
phases of advertising.

In 1917 he married Helen Lansdowne, a copywriter at JWT. 
She was at that time — and for many years to come — one of 
the top copywriters in the country and a profound influence on 
his professional career and success.

Resor was a founder of the American Association of 
Advertising Agencies. He served as its president 1923-1924. In 
1949 Resor received the Gold Medal as “Advertising Man of the 
Year.”

Stanley Resor died in October 1963. At the time of his 
death, Advertising Age wrote, “Resor, more perhaps than any 
other man, gave advertising direction, cohesion and stability.”

Stanley Resor’s Contribution to Copywriting

Unlike his contemporary Albert Lasker, Stanley Resor was 
a staunch believer in market research. Two of his hires at JWT 
exemplify this commitment: economist Arno Johnson and 
former Director of the Census Virgil Reed. Scientific market 
research he inaugurated during World War I is thought to be 
the first of its kind done by an advertising agency.
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In order to have 
a constant source of 
research data, Resor 
set up a panel of 5,000 
consumers to report once 
a month on everything 
they purchased. He also 
established a test kitchen 
in the agency to invent 
new recipes for his clients. 
As an example, under his 
direction, JWT “invented” 
the grilled cheese 
sandwich for its client 
Kraft. 

Resor was also instrumental in launching the agency’s 
dominance in advertising in radio and later in television. At this 
time, single sponsors underwrote most of the popular shows, 
with agencies serving as the producers. During the 1930s and 
1940s, the JWT’s Radio Department produced some of the 
most popular shows on the air, including the Fleischmann Yeast 
Hour with crooner Rudy Vallee, the Chase and Sanborn Hour, 
and the Kraft Music Hall. 

Under Resor’s guidance, JWT brought its success in radio to 
the new medium of television, producing the first variety show, 
The Hour Glass, and first its dramatic show, Kraft Television 
Theater. 

Resor’s financially strained youth had a significant impact 
on his later career. Historian Stephen Fox suggested this 
experience, as well as his wife’s similar circumstances in her 
childhood, influenced the couple’s development and use of 
they called the “emulation style” of advertising. This type of 
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advertising makes goods and services seem desirable through 
their association with the lifestyles of the upper class. Sound 
familiar? This is a predecessor of Michael Masterson’s Velvet 
Cord technique. 

During the 1920s, 
Stanley and Helen Resor 
revived testimonial 
advertising. They solicited 
endorsements from 
respected society women, 
celebrities, and royalty for 
a wide range of beauty 
products. One campaign 
used the headline “She’s 
engaged. She’s lovely. 
She uses Pond’s.” It 
featured debutantes whose 
engagements (as well as 
their use of Pond’s cold 
cream) were described in 
detail.

According to David Ogilvy (among others), the secret of 
Resor’s (and J. Walter Thompson’s) success was his ability to 
attract exceptionally able men and women. He treated them 
with respect and allowed them a great deal of freedom. As a 
result, many never left. 

Resor was a man of strict principles. He refused the 
opportunity to get the huge Camel account because he 
believed ads should tell the truth, and he would not show 
speculative advertisements. He never took liquor accounts or 
accounts for patent medicines. 
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He personally stated that he did not believe in brilliance. 
Research and hard work were the basis of effective advertising.

Stanley Resor’s Impact on Your Copywriting

Stanley Resor had a huge impact on advertising and 
marketing throughout the first half of the 20th century. He 
(and his wife Helen) left a huge legacy for you as a copywriter. 
Some of his lessons for you include…

• The crucial importance of market research to 
determine what your prospects want and need.

• The importance of understanding the wants, needs, 
hopes, and desires of your prospect based on that 
research.

• The development of a “scientific device” he called the 
“Thompson T-Square,” which was designed to provide 
facts about the product, the market, the trade, the 
organization and the competition. The five questions 
comprising the Thompson T-Square are:

1. What are we selling?

2. To whom are we selling? 

3. Where are we selling? 

4. When are we selling? 

5. How are we selling? 
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Chapter 5
Helen Lansdowne Resor (1886 — 1964) 

Pioneering Woman in a World of Men 

Breaking the Gender Barrier — A Short Biography 
of Helen Lansdowne Resor

Helen Lansdowne Resor 
was born in Grayson, 
Kentucky in 1886, the 
youngest of nine children. Her 
early years were financially 
difficult for her family, a 
situation that helped shape 
her life and her work. 

When Helen Lansdowne 
was 4 years old, her mother 
left her husband and took the 
nine children to Covington. 
She got a job as a clerk 
to support the family, and 
impressed on all of them — 
especially the girls — the importance of self-sufficiency. “You’re 
never going to get caught the way I was.” She told Helen. 
“You’re going to learn how to work.”

Upon graduating from high school in 1903, Helen took a job 
with the World Manufacturing Co. She next was hired as a bill 
auditor for Procter & Collier, an advertising agency in nearby 
Cincinnati. (Procter & Collier acted as the in-house shop for 
Procter & Gamble Co). 
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In 1908, Stanley Resor opened an office in Cincinnati for J. 
Walter Thompson and hired Ms. Lansdowne. She was agency’s 
first female copywriter. Extremely successful at what she 
did, she was promoted and moved to JWT’s New York office 
in 1911. There she was given a number of large accounts 
including the introductory campaign for a new Procter & 
Gamble product, Crisco vegetable shortening. 

Helen Lansdowne and Stanley Resor got married on 
March 6, 1917. They ran JWT together, Stanley focusing on 
administration and client services and Helen on the preparation 
of ads. They collaborated on key decisions and strategies. 

Helen Resor became Vice President and Director at JWT and 
was active until September 1958, when she injured her head 
in a fall in the office. She left the agency entirely when Stanley 
retired in February 1961. 

During her tenure at JWT, Helen Resor had a long history 
of public service. She was a president of the Traveler’s Aid 
Society, which gave shelter to homeless women during the 
Depression. She was an ardent and active suffragist and an 
early feminist.

In 1918, President Hoover asked her to create and head 
a food conservation effort in response to the United State’s 
entry into the First World War. She supported such institutions 
as the Museum of Modern Art in New York, Radcliffe College 
and Planned Parenthood. Along with her husband, she built an 
impressive collection of modern art.

Ms. Resor died on Jan. 2, 1964, two months after her 
husband. She was posthumously inducted into the Advertising 
Hall of Fame along with Stanley in 1967. 
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Helen Lansdowne Resor’s  
Contribution to Copywriting

Helen Resor was the first woman to successfully plan and 
write national advertising. She’s credited with creating a new 
style of “feature story” advertising that closely resembled 
its surrounding editorial copy. This style of advertising has 
evolved into today’s advertorial writing. 

In 1910, Helen Resor took 
on the Woodbury Soap account. 
Prior to her efforts, the soap 
been advertised for ridding skin 
blemishes. She repositioned the 
soap as a beauty product. Her 
first ad showed an attractive 
couple in evening clothes. The 
headline ran across the copy 
stated, “A skin you love to touch.”  
The body copy explained how 
the product would increase the 
skin’s beauty. It also offered a 
reproduction of the painting and 
a week’s supply of the soap for 
10¢.

Albert Lasker later said 
Helen’s Woodbury ad — often 
referred to as the first ad to use 
sex appeal — was one of three 
great landmarks in advertising 
history. The ad was ranked 31st 
on Advertising Age’s list of the 
top 100 campaigns of the 20th 
century.
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Along with her 
husband, Helen Resor 
revitalized testimonial 
and endorsement 
advertising by 
persuading prominent 
people, society 
leaders, and royalty 
to appear in her 
Pond’s Cold Cream 
ads.

One Pond’s 
ad carried an 
endorsement by 
Alva Belmont, a New 
York society leader 
and feminist. The 
ads also featured 
figures like the 
Queen of Rumania, 
Mrs. Reginald Vanderbilt, and the Duchess de Richelieu. One 
of her biggest contributions to advertising was to make sure 
advertisements targeted at women reflected the feminine point 
of view. 

After Helen Resor joined the firm, success at J. Walter 
Thompson was largely due to its focus on female consumers. 
Helen Resor said, “The advertising appeal which seeks to 
increase the sales of products bought by women must be 
made with knowledge of the habits of women, their methods of 
reasoning, and their prejudices.”
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Resor pioneered using artists to work on advertising for 
JWT including illustrator Norman Rockwell. She was responsible 
for improving the quality of photography used in ads, signing 
photographer Edward Steichen to an exclusive contract in 
1923. 

Helen Resor actively mentored young women in advertising, 
earning JWT a reputation as an agency where women had a 
chance to succeed. She set up a women’s editorial department. 
The department was separate from the men’s copy groups, as 
would have been expected in those days. But it provided an 
environment where talented women could freely share their 
ideas. 

JWT employee Nancy Stephenson said, “Women in 
Advertising, and particularly in the Thompson offices around 
the world, owe Mrs. Resor a great deal — not only for 
opportunities she opened up, but for inspiring standards she 
left for us to follow.”

Helen Lansdowne Resor’s Impact  
on Your Copywriting

It’s virtually impossible to separate the impact Helen Resor 
and Stanley Resor had on advertising. They were far more 
than simple collaborators. But it can be safely stated that 
Stanley Resor’s success — as well as the J. Walter Thompson 
agency’s — was due in large measure to Helen Resor’s skills as 
a copywriter.

She left a huge legacy for copywriters, both women and 
men. Her greatest contribution to copywriting, however, was 
her conviction that “copy must be believable” — an idea that 
became a fundamental tenet of effective copywriting.
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Your take-aways from Helen Lansdowne Resor are…

• Successful copywriting must be done with knowledge 
of the habits of your prospect, their methods of 
reasoning, and their prejudices (paraphrasing her).

• Copy must be believable (quoting her directly).

• Gender, race, ethnicity, or social status is no barrier to 
success in copywriting if you are willing to do the work.
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Chapter 6
Maxwell Sackheim (1890 — 1982) 

“Do You Make These Mistakes…?”

Experience — The Great Teacher — A Short 
Biography of Maxwell Sackheim

Mail Order Selling—The Great Experience 

Most of the general public know little 
about the great ads we copywriters study. 

That’s fine. All we can hope is that 
our own ads, headlines, and copy can the 
come close to the greatness of those of 
Pioneering Masters like Claude Hopkins, 
Victor Schwab, Helen Resor, or John 
Caples.

But there are two headlines many people in the general 
population know. One — by John Caples — has been so 
imitated that it’s become part of our cultural consciousness: 
“They Laughed When I Sat Down at the Piano.”

The other much-copied and widely recognized headline was 
written by the subject of this biography. Do a quick Internet 
search on the phrase “Do You Make These Mistakes in…” and 
you come up with:

… Facebook?  … Business?     … Guest Posting? 
… Choosing Video Editing Software?
… Advertising?  … Marketing?

Plus many more variations.
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And of course, you’ll come up with the granddaddy of them 
all, Max Sackheim’s 40-year control for Sherman Cody’s School 
of English…

Max Sackheim was born in 1890 in Kovna, Russia. His 
family brought him to the United States when he was a 
very small child. According to his own admission, as a child, 
Sackheim loved sports, but he didn’t like school at all. He 
lacked an appreciation of both reading and writing.

That would change on his 16th birthday when his mother 
gave him a set of the works of Shakespeare. After that gift, he 
developed an ardent passion for both reading and writing. 

Sackheim’s first job in advertising was as an office and 
errand boy at the Long-Critchfield agency in Chicago, an 
agency specializing in agricultural industry.

He wrote his first ad 
in 1906 while there for 
Spavin Cure for horses. 
While very basic by 
his later standards, 
the ad was successful 
enough that he soon 
was writing mail-order 
ads for other farm 
products. 

Sackheim had been 
working six years when 
he rewrote a Sears Roebuck ad. It worked, and he was offered 
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a job in the Advertising Department of Sears where he worked 
until joining the New York advertising firm of Ruthrauff & Ryan 
in 1914.

During his stint at “R & R” — as the agency was called — he 
worked on accounts such as the U.S. School of Music, Sherwin 
Cody School of English, Doubleday Book Store, and many 
others of that era. 

During this period Sackheim met copywriter Harry Scherman. 
The two of them joined forces to form the Sackheim & Scherman 
advertising agency. From that partnership they eventually 
developed the Book-of-the-Month Club. 

Then in 1928 Sackheim joined Brown Fence & Wire 
Company of Cleveland, Ohio, where he became treasurer 
and president. Before leaving R & R, he sold his interest in 
the Book-of-the-Month Club to Harry Scherman, and he and 
Scherman turned over the advertising agency to employees 
Victor Schwab and Bob Beatty, who later changed the name to 
Schwab and Beatty. 

After what’s described in his memoires — My First 60 Years 
in Advertising — as 16 years of frustration with Brown Fence & 
Wire Company, Sackheim returned to New York in 1944 to his 
real love, advertising. Sackheim retired to Clearwater, Florida 
in 1960 and died in 1982 at the age of 92. 

Maxwell Sackheim’s Contribution to Copywriting

Max Sackheim left a huge legacy not only to copywriting 
but also to marketing itself. His and partner Scherman’s 
venture into selling books via direct mail and print advertising 
had a rocky start. Ultimately, though, it resulted in an 
innovation that thrives almost 100 years after its conception. 
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Their foray into 
selling books started 
with the Little Leather 
Library, which they 
launched with an 
investment of $300. 
Sackheim wrote the first 
direct advertisement for 
Little Leather Library. 
It offered “30 World’s 
Great Classics for $2.98. 
Send no money. Pay 
when the postman 
delivers.” In the period 
from 1920 to 1924 
this technique, with 
circularizing, sold 40 
million books by mail. 

Sackheim and Scherman then sold phonograph records by 
the same direct marketing method. In the first year of operation, 
National Music Lovers sold a million dollars worth of product. 

Sackheim and Scherman’s success with the Little Leather 
Library and similar products was impressive. But they both 
wanted to devise a means of using direct marketing for on-going 
profits. From this desire arose the Book-of-the-Month Club.

Initially, the Club sent a book every month that had been 
selected by an editorial board to each subscriber without pre-
notification. A detailed review accompanied the book. After 
reading the review, and even after reading the book, the 
subscriber could return it and he’d receive a refund. Or, if he 
chose, he could exchange it for an alternate from a list of other 
books.
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The system produced a large number of returns and was 
barely profitable. 

To counter the returns, Sackheim devised what he called 
the “pre-notification plan” (also called the “negative option 
plan” by others). This innovation earlier was, in Sackheim’s 
words, “the shot heard around the book world, affecting 
publishers, booksellers, authors and the public.” It forever 
changed the face of mail order buying.

The plan was much the 
same as the Book-of-the-
Month Club uses today. 
Subscribers receive pre-
notification of the book 
they’re going to receive. 
If they want it, they do 
nothing. If they don’t want 
it, they notify the Club, 
and the book (record, CD, 
DVD, plant, wine, coffee, 
or whatever) is not sent. 

This marketing strategy 
has resulted in the sales 
of over a billion books, 
the most successful book-
selling efforts in history.

Sackheim and Scherman extended the club idea with great 
success to include many varieties of book clubs, the Columbia 
Record Club, Funk & Wagnall’s Encyclopedia (first volume 
free, the rest sent one every month), and even a subscription 
vitamin plan. 
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Throughout Sackheim’s career, he produced hundreds 
of hugely successful ads. Though not works of visual art, 
they were advertising masterpieces. He had a direct hand 
in building the success of a number of giant enterprises. For 
example, he helped make American Express the top credit card 
system in the world. 

Sackheim had a winning idea for getting American Express 
Company — at that time an express mail business — into the 
newly created credit card market. His proposed American 
Express give 300,000 new members their first six months' 
membership without charge. In this way AE could compete 
with existing credit cards immediately without forcing 
members to pay for two memberships at the same time. 

He also 
had numerous 
other clients, 
many which 
started small 
but grew under 
his advertising 
genius. These 
included Jackson 
& Perkins roses, 
Salt Water Farm 
(lobsters by 
mail), Sanaton 
Pipes, and many 
others.
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Sackheim’s successes 
were due in large part to 
his underlying philosophy of 
marketing and copywriting:

“As a mail order man, my 
only objective was to get 
responses from the readers 
of my advertising efforts. 
I was never particularly 
concerned with creating 
impressions or establishing 
images except as a by-
product of traceable 
results.”

My First 60 Years in 
Advertising

Maxwell Sackheim

Maxwell Sackheim’s Impact on Your Copywriting

In his book My First 60 Years in Advertising, Max Sackheim 
doesn’t take credit for discovering any new copywriting 
strategies. Instead, he was a master of being able to 
understand and use all the best ideas and strategies of the 
great copywriters who came before him.

For that reason, his impact on your copywriting career is 
more as a compiler of secrets and strategies. However, in his 
book he delineated 7 Deadly Sins of Marketing that bear close 
study. 
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As you read these, you could easily say, “Nothing new here. 
This is just what I’m learning from the Masters Program.” And 
you’d be right. Most of the principles, secrets, and strategies in 
this — and all AWAI programs — have their fundamental origin 
on those of advertisers and marketers like Max Sackheim.

Seven Deadly Advertising Mistakes

1. Deadly Advertising Mistake #1 Give the Reader 
a Reason for Not Reading. Advertising does not 
command attention merely because it is advertising. 
Unless the reader is given a substantial reason for 
reading an advertisement, he will give it no more than 
a passing glance. 

2. Deadly Advertising Mistake #2 Use Headlines 
That “Whisper Sweet Nothings.” Instead of 
demanding a reading, these lazy, hazy headlines 
prevent reading. Instead of creating an irresistible 
desire to find out more, they act as “stoppers” — 
stopping us from wanting to read further. 

3. Deadly Advertising Mistake #3 Use Pictures That 
Do Not Talk. Unless an illustration is self-explanatory, 
or gives meaning to words, it shouldn't be used. If a 
picture doesn't tell a story by itself, or doesn't complete 
the story told by the headline, it isn't the right picture. 

4. Deadly Advertising Mistake #4 The Curse of 
Cleverness. Clever plays on words and attempts to be 
funny in advertising usually fall flat. There is a place for 
cleverness and humor, but it is a rare product that can 
win customers through these devices. The more clever 
and the more humorous, the more they may detract 
from the selling effect! 
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5. Deadly Advertising Mistake #5 Go Around Robin 
Hood's Barn. When a thought must reach the brain 
through a series of intricate mental switches, gears, 
cams, springs and motors, it’s a poor conductor 
of an idea. The roundabout approach is usually an 
advertising mistake. It seldom gets the reader on the 
track to a sale! 

6. Deadly Advertising Mistake #6 Leave 'em 
Dangling. What possible objection can there be 
to making an offer in every ad? Offer a booklet, or 
circular, or a sample, or a sale if possible. Give the 
reader a chance to do some thing immediately to clinch 
the sale your ad made. 

7. Deadly Advertising Mistake #7 Use “Yackety-
Yack” Copy. You've met the garrulous individual 
whose words slipped off your mind like water off a 
duck's back. Courtesy provided him an audience-so he 
kept talking, not realizing that you weren't listening.
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Chapter 7
Robert Collier (1885-1950)

From Print Ads to Letters

Unlocking the Secrets of Copy and Success —  
A Short Biography of Robert Collier

Like so many of today's top copywriters, 
Robert Collier's journey to success followed 
an odd and winding path. Born in St. Louis in 
1885, Collier did not seemed destined to be a 
writer.

Though his uncle founded Collier's 
magazine — and his father was a foreign 
correspondent — Collier’s family planned for 
him to enter the priesthood. After losing his 
mother at an early age, he was sent to seminary school.

But when Collier left school, it wasn't as a priest. Instead, 
he went into engineering. Always a voracious reader, he 
found himself devouring the books in the office of the mining 
company where he worked. Many of those books were about 
advertising.

Mining proved to be no more suited to Collier's 
temperament than the ministry. After eight years as an 
engineer, he went to work for his uncle in the advertising 
division at Collier's magazine. He was about to discover his 
life's calling.

At Collier's, he soon convinced his superiors to try the ideas 
he'd developed while reading advertising books at the mining 
company. 
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With guidance from 
experts such as Bruce 
Barton and Fred Stone, 
Collier's advertising 
circulars soon became 
huge successes. His 
ads sold over $2 million 
of the 12 volume set 
of O. Henry’s stories … 
and over 70,000 copies 
of The History of the 
World War. 

One ad for The 
History of the World 
War — he had created 
several — shows a group 
of charging soldiers. 
“Retreat — Hell!” 
announces the headline. 
“We Just Got Here!” This 
was sure to appeal to 
every red-blooded man 
of his day. Red-blooded 
men who wouldn’t be 
caught dead reading a 
“dull” history book.

“Wrecked in the 
Clouds!” declared his 
headline for a Rudyard 
Kipling book. Illustrated 
with a drawing of two airships — one in flames — the ad 
proved irresistible to adventure story readers.
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He brought the same approach to his letters. “When you 
get your set of Simond’s History,” one letter reads, “look 
over its lustrous pages, aquiver with the thrilling story of the 
greatest conflict in history.” Clearly, Collier knew he wasn’t 
selling a history book to stiff and formal scholars.

He went on to sell almost everything imaginable by mail. 
Overcoats, shoes, perfume, luggage. The list goes on and on. 
There seemed to be no end to what Collier’s letters could sell.

He even sold self-help programs … in the form of books he 
wrote himself.

As a young man, Collier was stricken with an undiagnosable 
illness. Or so the doctors told him. Perhaps inspired by his 
seminary education, he turned to spirituality. Through Christian 
Science, Collier rid himself of the disease.

He became convinced that the human mind contained an 
untapped power, and studied the mind tirelessly. If he could 
cure his sickness with his mind, he reasoned, why couldn’t his 
mind overcome other problems, too? Business problems. Life 
problems.

Collier studied hundreds of books on the mind and 
spirituality. He dug into the secrets of the world’s many 
religions. Eventually, he fashioned a workable approach to life, 
using the power of the mind. Over the years, he wrote several 
volumes on how to use this power to achieve almost anything 
in life.

Collier’s self-help books proved to be immensely popular. 
He sold over $1 million of his practical psychology series within 
a few months. And more than 300,000 copies of his The Secret 
of the Ages” (originally named The Book of Life).
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Here’s the first few paragraphs of one of his sales letters for 
this book:

Dear Mr. Kilgore:

Would you like to see $1.00 grow to $60.00—
$8.00 grow $500.00—by next April?

Let me tell you how:

I am going to send within the next few days a set 
of seven little books.

These books are probably not like any you have 
ever seen before because :

1. They are about YOU!

2. They show you that you have been using but a 
small part of your real abilities-that back in your 
“subliminal mind,” as the scientists call it, is a 
sleeping Giant who, awakened, can carry you on 
to fame and fortune almost overnight! A Genie-
of-your-Brain as powerful, as capable of satisfying 
your every wish, as was ever Aladdin's wonderful 
Genie-of-the-Lamp of old.

3. They make your Day Dreams, your visions of 
wonderful achievement, of fortune, health, and 
happiness—COME TRUE—not five, ten, or fifteen 
years from now, but TODAY! 

I am going to send these little books to you—with 
no obligation on your part—for you to read and 
ACTUALLY TRY OUT for a week at my risk and 
expense.



Pioneering Copywriters Who Changed Advertising Forever 49

But-there's just one thing-I don't want to send 
them without first getting your permission. You 
can grant that in a moment on the enclosed 
special “Courtesy Card.”

When I send the books, there's absolutely no 
obligation on your part to pay for them. You can 
return them for ANY reason, or for no reason at 
all.

But the Most Important Part:

If you find these little books are everything I say 
about them (and you're to be the sole judge), how 
much would you expect to pay for them! $30.00   
$50.00   $100.00  That's what ordinary courses, 
which merely promise to show you how to do 
some special kind of work, cost you. Certainly if 
this one will do the half of what I've promised you, 
it will be worth all of that—and more!

Well-if you decide to keep these books, you need 
send NOT $50.00 or $100.00, not even their 
regular price of $13.50 — but my SPECIAL PRICE 
TO YOU, good only on this ADVANCE EDITION, of 
$7.85!

And that isn't all!

Thanks to the efforts of his children and grandchildren, 
Robert Collier Publications still makes these books available 
today.
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But it’s another book Collier is best remembered for. It’s 
one of the classics of advertising… still fresh some 75 years 
after it first came out. It is, of course, The Robert Collier Letter 
Book.  In it he expressed his philosophy of writing simply, 
“Study your reader first,” he wrote, “your product second.”

Published in 1937, Collier’s book reveals how he made his 
ads so compelling and includes many of his most successful 
letters. Perhaps even more important, Collier reveals the tests 
and tactics he used to make his letters even more effective.

In 1950, Collier succumbed to cancer. He was just 65 years 
old. But his legacy continues. You’ll find a copy of his Letter 
Book on nearly every successful copywriter’s bookshelf.

Fishing with Better Bait: Robert Collier’s 
Contribution to Copywriting

Robert Collier looked at copywriting as fishing. He’d seen 
hundreds of well-heeled fishermen made fools of by kids with a 
stick and a string. And he understood why.

As he wrote in The Robert Collier Letter Book, “Hundreds of 
books have doubtless been written about the fine art of fishing, 
but the whole idea is contained in that one sentence: ‘What 
bait will they bite on?’”

If the answer is so simple, why did Collier bother to write a 
book at all? It wasn’t for the money. It was because he realized 
most copywriters would need help in choosing the right “bait” 
for the right “fish.” And a little assistance baiting their hook 
properly, too.

Collier had spent countless hours studying his “fish” — the 
people to whom he sold millions and millions of dollars worth 
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of goods. And he sold those goods by linking his product to his 
prospects’ desires. As he wrote, “How can you tie this [your 
product or service] up to the thing he wants, in such a way 
that the doing of it will bring him a step nearer to his goal?”

In other words, Collier discovered how to make a product 
a necessary stepping-stone to his prospects’ most ardent 
desires. And he laid it all out in his book.

He recognized that people don’t give ads the same 
attention they give to things they consider important. He 
compared advertising to a man riding a speeding train. He’d 
only look if something caught his eye. In other words, the 
bland, factual advertising of Collier’s day wasn’t a good way to 
sell.

He went on to show how to turn attention into interest… 
how to turn interest into desire… and finally how to turn that 
desire into a sale.

Collier used an approach few other advertisers had 
considered before him: painting a powerful picture that involves 
the reader. Here’s how he created a desire to visit Hawaii…

“Four days beyond the Golden Gate, the Hawaiian 
Islands lift their crests of misty jade above a 
sparkling sea. Four nights away, the orange moon 
floods Moana Valley with its spell, and the ghosts 
of gorgeous flowers spread a witchery of perfume 
in the shadows….”

This was a far cry from traditional factual advertisements. 
And a good deal more effective. Time and again, Collier proved 
that fanning the flame of a prospect’s emotions produced more 
sales.
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He focused on motivating buyers. Finding the key emotions 
that triggered action. And then he tested relentlessly. 
And analyzed. He was a devil for details… even carefully 
deconstructing his competitors’ campaigns to stay a step 
ahead.

With its scores of examples, The Robert Collier Letter 
Book, is an advanced course in direct marketing. Nowadays, 
we take some of his ideas for granted. But in 1937, they were 
revolutionary. And they’re as true today as they were 75 years 
ago.

In a moment, you’ll see just how much of your success you 
owe to this marketing visionary.

Robert Collier’s Impact on Your Copywriting

Collier enumerated “Six Essentials” that will probably sound 
familiar to you. Nearly every copywriting master since has 
followed them in some form.

1. The Opening: Here, you get your reader’s attention by 
stepping into the conversation he’s having with himself. 
In other words, you meet him right where he’s at.

2. The Description: Paint a colorful picture of your 
“proposition” to the prospect. Here’s where you let him 
know your product/service will fulfill a need or desire.

3. The Motive: Don’t describe just what your product/
service will do for your prospect, Collier says. Point out 
“the comfort, the pleasure, the profit” it will provide. In 
other words, point out the deeper benefits… the ones 
behind the product’s features.
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4. The Proof/Guarantee: Prove your claims and remove 
the prospect’s risk. (Or, as AWAI would express it, help 
him rationalize the buying decision.)

5. The “Snapper” or Penalty: Collier realized that a 
deferred buying decision was usually a decision not to 
buy. So he always tried to include a reason to make the 
purchase now. (This is what Michael Masterson refers 
to as “urgency.”)

6. The Close: Tell your reader exactly what you want 
him/her to do next, Collier advises. And make it easy 
for him to do it.

But Collier didn’t just reduce writing copy to a set of rules. 
He recognized that rules can only take you so far. And here’s 
where his legacy touches you again.

“I remember the first sales letter I ever wrote,” he said. “I 
knew as little about the writing of letters as anyone who ever 
took his typewriter in hand to tackle the job.”

If you think that sounds like a novice copywriter, you’re 
right. But Collier had something else going for him.

“But I was full of an idea,” he continued,” and it came out 
all over that letter. And that is what counts.”

And that’s what will count for you, too. Know your 
prospect… follow Robert Collier’s “Six Essentials”… and believe 
in your product. It may not be a complete education in writing 
copy, but it’s a darn good start.
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Chapter 8
Victor Schwab (1898-1980)

5 Steps to Writing a Good Advertisement

Invisible Man Discovers Copywriting’s  
Fundamental Success Formula — A Short 

Biography of Victor Schwab

For a man who so profoundly 
influenced modern marketing, very 
little has been written about Victor 
O. Schwab and his early years.

However, based on sales of 
his book — How to Write a Good 
Advertisement — and the number 
of master copywriters who credit 
it for their success, few people can 
lay so great a claim to influence 
on the art of writing modern copy. 
You’ll find Schwab’s book on the 
shelves of almost every A-list 
copywriter working today. And it 
will be well thumbed, too.

We do know that Schwab was born 
in Hoboken, NJ in 1898. His story picks 
up again at Columbia University, where 
Schwab enrolled as a night student 
at age 19. There, he met Maxwell 
Sackheim, another copywriting legend, 
who was copy chief for Ruthrauff & Ryan, 
a major New York advertising agency.
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Impressed with Schwab’s 
ability to take shorthand, 
Sackheim hired him to serve 
as his personal secretary. 

While working for the ad 
agency, Schwab was promoted 
from shorthand secretary to 
copywriter, and his career took 
off from there. 

After just 10 years as 
a copywriter, Schwab and 
partner Robert Beatty 
bought out the Sackheim 
and Scherman agency and 
renamed it Schwab and 
Beatty.

Advertising Age dubbed 
Schwab “the greatest mail 
order copywriter of all time,” 
a sentiment echoed by many 
copywriting masters who 
followed. His carefully crafted 
copy made a bestseller out 
of Dale Carnegie’s book How 
to Win Friends and Influence 
People. He also wrote 
successful campaigns for 
bodybuilding sensation Charles 
Atlas and a fledgling Book-of-
the-Month Club.
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In 1941, Schwab wrote a series of articles for Printer’s Ink 
magazine that became the basis for his famous book. Today, 
How to Write a Good Advertisement remains a bestseller 
among copywriters and direct marketers.

In 1962, Victor O. Schwab retired to Spain. He passed away 
in 1980.

Copy’s Missing Link: Victor Schwab’s  
Contribution to Copywriting

Almost every beginning direct response writer memorizes a 
sales formula. And virtually every sales piece they write for the 
rest of their career will follow this formula.

AWAI’s copywriting success formula is called “The 4 P’s.” 
The 4 P’s are Promise, Picture, Proof and, Push. Using this 
formula, writers first create an image the reader desires, 
promises they can attain the picture, proves it, and then 
pushes them to take action.

In his book How to Write a Good Advertisement, Schwab 
laid the basis for the 4 – P’s, delineating five steps that Michael 
Masterson later compressed and simplified into four. Schwab’s 
five steps were…

1. Get Attention

2. Show People an Advantage

3. Prove It

4. Persuade People to Grasp This Advantage

5. Ask for Action
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As with all good teachers — and all good copywriters — 
Schwab made his “bullet points” real by giving specific details.

He didn’t just say that the first step of an effective 
advertisement is to “Get Attention.” He told how to do this by 
promising desirable rewards for reading. In his words: 

“One does it through a positive approach, the other through 
a negative one. Here IS how they do it: 

1. By managing to convey, in a few words, how the 
reader can save, gain, or accomplish something 
through the use of your product — how it will increase 
this: his mental, physical, financial, social, emotional, 
or spiritual stimulation, satisfaction, well-being, or 
security. 

2. Or, negatively, by pointing out how the reader can 
avoid (reduce or eliminate) risks, worries, losses, 
mistakes, embarrassment, drudgery, or some other 
undesirable condition through the use of your product-
how it will decrease this: his fear of poverty, illness, 
or accident, discomfort, boredom, and the loss of 
business or social prestige or advancement.”

Most copy formulas assume people will “grasp the 
advantage” if you prove your product offers it. Schwab didn’t 
think this was true. And he felt his critical fourth step — 
Persuade People to Grasp This Advantage  — “is usually either 
completely ignored or underestimated” by advertisers.

He called this step “putting wheels under the benefits” or 
“clincher copy.” It’s a reiteration, a reminder, a summation of 
the important advantages in your copy.
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But Schwab’s five steps to a successful advertisement 
weren’t his only contribution to the copy world. He was also 
one of the first copywriters to examine closely what emotions 
stir readers to action. He categorized these as “wants” that 
people have. Once again in his own words:

People want to GAIN ... (1) Health (2) Time (3) Money 
(4) Popularity (5) Improved appearance (6) Security in old 
age (7) Praise from others (8) Comfort (9) Leisure (10) Pride 
of accomplishment (11) Advancement: business, social ( 12) 
Increased enjoyment  (13) Self-confidence ( 14) Personal 
prestige. 

They want to BE …  (1) Good parents (2) Sociable, 
hospitable (3) Up-to-date (4) Creative (5) Proud of their 
possessions (6) Influential over others (7) Gregarious (8) 
Efficient (9) “First” in things (10) Recognized as authorities. 

They want to DO ... (1) Express their personalities (2) 
Resist domination by others (3) Satisfy their curiosity (4) 
Emulate the admirable (5) Appreciate beauty (6) Acquire or 
collect things (7) Win others' affection (8) Improve themselves 
generally. 

They want to SAVE ... (1) Time (2) Money (3) Work 
(4) Discomfort (5) Worry (6) Doubts (7) Risks (8) Personal 
embarrassment. 

Even though he wrote about these “wants” over 70 years 
ago, they are as relevant today as they were when he first 
penned them.

Today a common theme in books and lessons about 
successful copywriting is understanding and accentuating 
“What’s in it for me?” for the prospect. Schwab expressed this 
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fundamental tenet as “What will it do for me.” In other words, 
he was talking about the importance of selling benefits. To 
illustrate this point, he told a story about American historical 
figure Daniel Webster auctioning the farm of an old friend.

“Neighbors,” Webster said, “we're not auctioning 
Tom Brown's 34 good milk cows ... or 80 acres 
of fine land . . . or a sturdy home that's seen 20 
winters.... 

“No,” continued Daniel, “I'm offering you the 
chance of biting into a red apple with the juicy sap 
running over your lips . . . the smell of new mown 
hay . . . clear mountain stream water on your 
table . . . the crunch of snow under your feet . . . 
and the best neighbors in the world. . . .” 

Daniel's final words hadn't settled on the ground before the 
bids came in.

Expressed in more direct words, Schwab told copywriters 
that to make your copy hold the attention, show people an 
advantage — and keep showing them.

Schwab was also one of the first copywriters and marketers 
to make extensive use of coded coupons to track the 
effectiveness of his ads. Through the use of these coupons, 
he could compare the responses from any variation of an ad: 
headline, lead, layout or any other point.

Today, this type of tracking is standard practice. But in 
Schwab’s day, testing was in its infancy. As an agency head 
and celebrated writer within the industry, Schwab helped “put 
wheels under” testing, too.
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Victor Schwab’s Impact on Your Copywriting

Testing obviously affects every direct response copywriter. 
Savvy marketers test every advertisement against their 
“control” — their current top-producing ad. This means almost 
every promo you write will enter a head-to-head competition 
for dominance.

You can thank Victor Schwab — in part — for that.

If you’ve completed any of AWAI’s copywriting programs, 
you’ve been directly influenced by Victor Schwab’s thinking. 
AWAI’s philosophy fully embraces Schwab’s five crucial parts 
of successful advertising, including the often-overlooked 
fourth step, the Missing Link” (Persuade People to Grasp This 
Advantage) Schwab emphasized. 

Among the points of a strong close AWAI promotes in the 
Accelerated Program are:

• Summarize key benefits

• Equate the product with the desired benefits

• Rationalize the buying decision

• Create a sense of urgency

That’s exactly what you need to do to persuade your 
prospect to grasp the advantage.

Most importantly, Schwab’s “missing link” is the one 
element of a letter that convinces your hardest-to-sell 
prospects. The four-step formulas may get all the low-hanging 
fruit… but adding Schwab’s critical extra step will get you a full 
harvest.
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Chapter 9
John Caples (1900-1990)
They Laughed When I Sat Down…

The Copywriter’s Copywriter — A Short Biography 
of John Caples

Imagine writing a headline so 
effective that other writers — who 
began copying it almost before the ink 
was dry — were still copying it more 
than 80 years later.

Imagine being such an effective 
writer that an advertising agency — 
famous for chewing writers up and 
spitting them out — gladly kept you on 
board for 55 years… until you were 82.

And imagine having such a grasp 
on the essentials of good copy, that 
your book on the subject was still selling briskly 70 years after 
you wrote it. A book so good, advertising legend David Ogilvy 
once claimed it “taught me most of what I know about writing 
advertisements.”

Well these are just a few of John Caples’ achievements. As 
you’ll soon see, Caples can probably be best described as “the 
copywriter’s copywriter.” That’s the kind of influence he’s had 
on the industry.

Caples was born into an upper class New York family in 
1900. As the son of a doctor, it was only natural that he would 
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go to college, and he enrolled in Columbia University’s Naval 
Reserve program when he was 18.

But he didn’t last long. After a year, he dropped out and 
enlisted in the Navy as an ordinary seaman.

But he didn’t plan to remain a seaman long. Caples applied 
to Annapolis, was accepted, and soon found himself in the 
Naval Academy’s class of 1934, studying engineering.

With the end of World War I, the Navy had an 
overabundance of officers… and offered Caples an opportunity 
to finish his education, but defer his service. He accepted. 
Engineering degree in hand, he was soon working for the New 
York Telephone Company as an engineer.

And bored to tears.

Having done a little “literary” writing in college, Caples took 
the advice of a vocational counselor and began taking writing 
classes at Columbia. Figuring that advertising paid better than 
magazine work, he focused his efforts on learning to write 
copy.

He must have been good, because he soon had an offer of 
$25.00 per week from Ruthrauff and Ryan, one of the leading 
mail-order advertising houses of the day. Caples jumped at the 
offer — in spite of the 20% pay cut he’d be taking.

His first writing assignment was for the Arthur Murray 
Dance Studios. “How a Faux Pas Made Me Popular” did well, 
and more assignments, including one for the U.S. School of 
Music followed.
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Caples’ headline, “They 
laughed when I sat down at 
the piano. But when I started 
to play!” was an instant hit.

The ad was praised, 
panned and pilloried in the 
popular press. Vaudeville 
comics used it to launch 
endless jokes. And the U.S. 
School of Music sold piano 
courses like hot cakes.

Though he was doing well 
in his job, Caples wanted 
to write for more respected 
publications. As he told a 
friend, “1 yearned for the 
day when I would see my 
ad in Harper’s Monthly, 
The Atlantic, or The 
Saturday Evening Post, 
instead of Physical Culture 
magazine.”

After only a year or so 
at Ruthrauff & Ryan — at 
the age of 27 — Caples 
moved to Batten, Barton, 
Durstine & Osborn — 
better known as BBDO. It 
was an association that 
would last the rest of his 
working life.
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Other copywriting 
pioneers — such as 
Claude Hopkins, Rosser 
Reeves and David 
Ogilvy — climbed 
agency ladders. Or built 
their own agencies. 
Eventually, they became 
administrators, writing 
less and less with each 
promotion.

Not Caples. Although 
he was eventually made 
a vice president at 
BBDO, he continued to 
write copy — darn good copy — until his retirement at age 85. 

He also found time to write five books… Tested Advertising 
Methods, Advertising For Immediate Sales, Advertising Ideas, 
Making Ads Pay, and How to Make Your Advertising Make 
Money. 

Although his other books are out of print, Tested 
Advertising Methods remains a best-seller among copywriters 
and direct marketers today. Caples himself revised the book 
three times. A fifth edition — revised by Fred E. Hahn — came 
out in 1997.

In 1978, the Emerson Marketing Agency established the 
John Caples International Awards to recognize excellence in 
direct marketing.



Pioneering Copywriters Who Changed Advertising Forever 65

John Caples passed away in New York City on June 11, 
1990.

The Father of Modern Copy: John Caples’ 
Contribution to Copywriting

John Caples wasn’t 
the first to advocate for 
testing… but he raised 
it to an art form.

He wasn’t the 
first to break with 
the stodgy, formal 
advertising of the 
past… but he was the 
foremost champion of 
simple, conversational 
writing.

And he wasn’t the 
first to recognize copy 
formulas that worked… 
but he brought them all 
together into a single, 
simple outline.

For these reasons, Caples could be called “the father” of 
modern copy. He was, indeed, the copywriter’s copywriter.

Early on, Caples recognized the value of testing every 
aspect of copy. And he believed in it with every bone in his 
body. In fact, chapter 1 of Tested Advertising Methods begins 
with the sentence, “The most difficult things to discover in the 
study of advertising are facts.”
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The rest of the chapter is devoted to testing, testing, 
testing. And his “first steps” for any ad campaign are…

1. Get rid of all your opinions, theories, conjectures and 
prejudices.

2. Test everything.

And he’s right. That’s why direct marketers can tell you how 
well their advertisements work. Almost down to the penny.
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Caples even advocated for “pre-testing” — small-scale, 
head-to-head tests to see which appeal will work best in 
which media. Once you have this information, Caples says, 
expand testing of the winners… to make sure they’ll bring in a 
sufficient return.

He even says to measure closely how each medium does 
against the other… to make sure you get the best possible 
return from every advertising dollar. So if radio ads pull best, 
for example, focus the majority of your campaign on radio.

Caples didn’t invent testing, but he carried it out to its most 
effective conclusion. Today, the steps he laid out in his book — 
almost 80 years ago — are still standard practice.

Another practice Caples helped change was the language of 
advertising.

In Tested Advertising Methods, he identifies two types of 
copy: style copy and selling copy. Style copy, he explains, 
“is based on the assumption that customers are swayed by 
flowery language and elaborate adjectives.” Then he uses a 
real advertisement for soap to make his point…

You will revel in its sculptured smoothness, its 
deep-piled fragrant lather. How exquisitely soft 
your skin is after its use — how fresh and clear!

Style copy — which was very popular at the time — is 
mostly fluff. Selling copy, Caples tells us, uses clear language 
and proves its claims.

He goes on to explain how style copy tends to focus more 
on how something is said… rather than what is being said. As 
he explains it, style copy “gives the reader the impression that 
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something brilliant has been said, but just exactly what has 
been said the reader cannot remember.”

Caples was a champion of clear copy that expresses a 
meaningful thought… a thought that advances your selling 
objective.

Besides clarity, Caples emphasized simplicity. “It is not 
clever,” he wrote, “to write clever advertisements.”

Simple words in simple sentences are most effective. And 
he set the bar low. “In writing advertising copy,” he said, “use 
words you would expect to find in a sixth-grade reader.”

Sixth grade? Absolutely… because Caples understood an 
important point. A woman with a Ph.D. in philosophy can 
understand sixth-grade language. But very few people can 
understand language written at the Ph.D. level.

In other words, simple writing boosts sales. And Caples 
proved it time and again. One example he used was the New 
York Daily News. A “workingman’s” newspaper, the Daily News 
is one of the highest-circulation papers in the country. In spite 
of going head-to-head with the venerable New York Times.

The reason? Its simple stories and heavy use of photos. In 
fact, until television came along, draining some of the Daily 
News’s audience, it was the largest-circulation paper in the 
country. That’s how well simplicity works.

In another example, he revealed a lawyer’s secret. This 
lawyer had a very high success rate, and he gave credit to a 
very simple secret.
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According to the lawyer half of all cases never get to a jury. 
Instead, lawyers for the two sides present written statements 
— called “legal briefs” — to a judge. And here’s where the 
lawyer’s success secret paid off.

He eliminated all the legal jargon from his briefs and wrote  
“as if I were writing a letter to a friend who did not understand 
legal terms.”

A simple, personal message caused his success rate to 
skyrocket. 

Finally, Caples analyzed everything to discover how and 
why it worked. Then he reduced it to a simple set of steps he 
could use over and over to produce success after success.

In fact, Caples began doing this almost as soon as he 
started writing copy. With the success of “They Laughed When 
I Sat Down at the Piano…” he realized that people desired 
popularity. And getting it easily was a desirable bonus.

Within a couple of months of that first huge success, he 
wrote an ad for a mail order course in French. The headline 
read, “They grinned when the waiter spoke to me in French — 
but their laughter changed to amazement at my reply.”

It was another home run.

Over the years, Caples gathered numerous success 
formulas… and included most of them in Tested Advertising 
Methods.

• Three classes of successful headlines

• Six ways to write a first paragraph

• 20 ways to increase selling power of copy
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His penchant for analysis led Caples to look at every aspect 
of copy with a critical eye. And the strengths and weaknesses 
he identified help guide almost every successful copywriter 
today.

John Caples’ Impact on Your Copywriting

Almost every copywriting “rule” or formula you know carries 
the influence of John Caples. Benefit… proof… credibility… 
Caples covered everything.

When you check your copy’s Flesch-Kincaid grade level, 
you’re following his advice on simplicity. When you put 
benefits, news or curiosity into your headlines, you are, too. 
Do you load your body copy with specifics? That’s more advice 
straight from John Caples.

Although Caples didn’t originate most of the ideas that 
empower today’s most effective sales letters, he brought them 
all together. He tested them in the marketplace, proved them 
and then put them all in his book.

If I tried to list every way in which Caples has influenced 
your life as a copywriter, this brief biography would become a 
book. But here are some of your major take-aways from John 
Caples…

• Test everything. When you’re done testing, test some 
more. And be sure to learn from the results.

• Be enthusiastic in your copy… and be personal. To be 
effective, you have to believe in your product and in its 
value to your prospect.
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• Get the headline right. If you don’t, all your efforts will 
be wasted.

• Keep it simple; keep it natural. The more natural your 
copy sounds when you read it aloud, the more effective 
it will be.

• Stick with what works. Creative brilliance is no 
substitute for proven methods.
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Chapter 10
Rosser Reeves (1910 – 1984)
Marketing Master and Originator of the  

Unique Selling Proposition

“You must make the product interesting, not 
just make the ad different.  And that’s what too 
many of the copywriters in the US today don’t yet 
understand.”

The Messiah of the Hard Sell — A Short Biography 
of Rosser Reeves

Rosser Reeves was born the son of a 
Methodist minister in Danville, Virginia on 
September 10, 1910.

Upon leaving the University of Virginia 
after two years, he did a short stint as a 
police reporter for the Richmond Times-
Dispatch, quickly realizing that the pay was inadequate.  
Reeves then became the advertising manager for the Bank of 
Virginia in Richmond from 1930-1933 where he decided that 
the major ad world was where he belonged.

So, in 1934, he moved to New York, married Elizabeth 
Lovejoy Street, a portrait painter, and for the next 4 years 
worked for several advertising agencies as a copywriter before 
becoming copy chief at Blackett-Sample-Hummert. 

In 1940, Reeves co-founded Ted Bates & Company 
Advertising Agency where he became a rousing success, 
ascending to the positions of Vice President, Copy Chief, 
head of creative department, and eventually Chairman of the 
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Board in 1955. While at Bates, Reeves developed his industry-
changing strategy: the Unique Selling Proposition (USP). 

Under his watch, Bates 
quickly became the 5th largest 
ad agency in the world with 
clients including Mobil Oil and 
Chase Manhattan Bank, and 
products like Listerine, Colgate 
Toothpaste, Carter’s Little Liver 
Pills, Anacin, Wonder Bread, 
Minute Maid Orange Juice, and 
Viceroy Cigarettes. He retired 
from Bates as Chairman of the 
Board in 1966.

 Along the way, Reeves 
also created and directed 
Dwight Eisenhower’s television 
presidential campaign of 
1952, which revolutionized 
political advertising of the 
time and helped Eisenhower 
get elected. 

Rosser Reeves was a man 
of many accomplishments. 
During his lifetime, he 
was head of the board of 
directors of American Chess 
Foundation, honorary fellow of 
the Smithsonian Institution, 
member of the boards of 
trustees of Randolph-Macon 
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Woman’s College and St. John’s College, book author, and 
magazine contributor of articles, stories, and poems.  In 1965, 
he was inducted into the Copywriters Hall of Fame. 

Rosser Reeves died in 1984 but his USP concept lives on, 
changing marketing and television advertising forever.

Rosser Reeves’s Contribution to Copywriting

Rosser Reeves wrote his first best-selling book, Reality in 
Advertising, in 1961, where he detailed the Unique Selling 
Proposition (USP) as having three parts, as follows:

 1. Each advertisement must make a proposition to the 
consumer. Not just words, not just product puffery, 
not just show-window advertising. Each advertisement 
must say to each reader: "Buy this product, and you 
will get this specific benefit."

2. The proposition must be one that the competition either 
cannot, or does not, offer. It must be unique —either a 
uniqueness of the brand or a claim not otherwise made 
in that particular field of advertising.

3. The proposition must be so strong that it can move the 
mass millions, i.e., pull over new customers to your 
product.

Most famously, Reeves created the USP for M&M candy, one 
of the first sugar-coated chocolate candies.  “It melts in your 
mouth, not in your hands” lives on today as a groundbreaking 
success.
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And, using Rosser Reeves’s USP concept, Domino’s Pizza 
“Hot, fresh pizza delivered in 30 minutes or less, guaranteed” 
and FedEx “When it absolutely, positively has to be there 
overnight”, among others have achieved wild success.

Rosser Reeves’ influence and professional accomplishments 
have made him the model for the Mad Men television series 
character, Don Draper. 

Rosser Reeve’s Impact on Your Copywriting

Like Rosser Reeves’s ads, your copy must show off the 
value…the benefits…of the product using the Unique Selling 
Proposition, the one reason your product must be bought over 
the competitors’.  
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A USP must briefly and clearly explain that one thing about 
your product that makes it superior. It must have these three 
parts:

• Make a proposition … “Buy this product and get this 
(these) benefit(s)”

• Proposition must be unique … something your 
competition cannot offer

• Proposition must sell … it must pull your prospect in to 
something he really wants

In addition, Reeves lived by a series of tenets, which if 
followed, will help you produce A-level copy:

• Ad copy must show off the value of the product and not 
the cleverness of the writer 

• Never claim uniqueness that doesn’t exist — it will 
alienate prospects and drive them away from the 
product

• Do everything you can to make prospects understand 
the most important benefit of your product and prove it 
using credible evidence

www.AtlantaMarketingCenter.com  |    www.Profit-Triggers.com
                      Brad@AtlantaMarketingCenter.com
                                     Cell# 770-330-9595
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