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The New

High Art

~ of “Ad. Writing”

By BENJAMIN DE CASSERES)|

T has been said recently that

literary genius of the couniry is

now divided into two classes—

those who write for the
* movies " and those who write ad-
vertisements. Even the writers who
are Known as authors of books or
contributors fo periodicals are likely
to be adopting the two aforesaid
activities as side lines.

Every man with an electric, epi-
grammatic, dynamic pen is either
corralled by one or the other. And
the greater of these is the new-
fashioned ** ad. writer.”’

The. advertisement Is
tially an American product.
is the shop of the world, but New
York is its showcase. If the Ameri-
can hasg ldeas, he immediately seeks
a printer to advertise it to the world.
The presy agent, the advance agent,
the ** puffer *' and the write-up man
are made in America. He is always
an ‘individualist. He insists on get-
ting his '* goods ** before the public
in his own way.

Thoreau complained that the
heavens and the face of the moon
itselt would soon be billboards. He
knew whereof he spoke.

it looks as though the °' renais-
sance of American literature
would come through the advertising
columns of our great newspapers
andsthe pages of our magazines. To-
day some of the best-written matter
that is printed in America introduces
@ new shne, a new automobile tire,
o sale of clothing, a new alarm
clock, a rubber heel or life insur-
an:e. The strongest.and most pow-
erf 2l pens compete tn focus your at-
tel_}'tion on the advantages of invest-
ing your cash in & certnin company
or to rouse yotir imagination to the
sticking and buying point in the
matter of food and socks and scal-
1t is the survival of the

essen-
Paris

ing wax.
brainiest.

Literature is the art of having
something to say and saying it in
combustible and vascular words. Is
there anything duller than an ad-
in an English or a
French paper? The first looks ane-
mic and billous. 'The latter like the
ghredded film of the last ruun of the
first movie. But the new school of
American advertisement writers play
up every conceivable subject under
the sun in story-telling style before
they inform you that they have &
box or iwo of silk socks for sale or
an alarm clock that sounds like a

vertisement

raid. .
Poets,
writers have gone into the game—
arid many have moved from the
Mills Hotel into the Ritz.

P. T, Barnum made the white ele-
phant famous; but it was probably
the late * Tody ' Hamiiton who
muie P. T. immortal. He was one
of *he very first men who put ad-
vertising in the company of the
Muses. He was the Victor Hugo of
. the billboard. He discovered the
trernendous - powee. of inflammatory
adjectives: and-adverbs: - His circus
o ads.” drove millions into the Bar-
num arena by the sheer force of
He was probably the
“ad. writer ' wha

essayists and short-story

suggestion.
first American
bought a dictionary.

He stoned you into the circus with
a Colossally Cataclysmic Conjunctiv-
ity of Corybantic and Cyclopegn Cog-
nomens. '

‘ 'fody ** was the Homer of the'
new American’ literature.

“Tody ' begat Elbert Hubbard.
Hubhard could write as fascinating-
ly about a paper of pins as he could
about Voltaire or ‘* Bathhouse "’
John. He began with an anecdote
or a story. When he wanted to
talk insurance, he started with the
Pyramids. When he wanted to
force you to buy a suit of clothes,
he began with Alice in Wonderland
or the cave dwellers of the moon.

As Walt Whitman proved tl;ut
there was nothing in the universe
that was not subject to poetic treat-
ment, Hubbard proved that there
was nothing in the business life of
the world that could not be treated
as literature. Hubbard wa‘s the first
man who printed signed advertise-
ments. ‘' This advertisement was
written by Elbert Hubbard * headed
many an advertisement in a news-
paper and magazine in his lifetime.
Everybody read it. No one has got
away with this since—more’'s the
pity! Thiak of the pulling power
in a finely written advertisement in
which one could read at the top,
** Phis advertisement was written hy
Billy Sunday ''!—or Bryan or Ana-
tole France!

One has but to pick up any news-

“P. T. Barnum made the white elephant famous.”
T .

was he or not that poured into tony
car one night his schemes, ideas and
epigrams for making the advertising
of the and
magazines of America a brand-new
form of world-renowned literature.
When you ask him whether or not
Le is-the author of such-and-such
an advertisement remarkable for its
classical learning, its style, its reso-

columns newspapers

nant slogans or epigrammatic terse-
pess” he smiles the smile of Mona
Lisa—and puffs, 1f he writes uas
well as he talks, 1 would believe he
was not & myth.

“ The language of advertising,'’

* Be drunken always! ' If you don’t
succeed at fivst, fail, fafl, fail again!

“ Go i0 the I'renchmen. But get
themn with your ears as well as your
cyes. And, unless you were horn
with the soul of a boukkeeper or an
accountant, you are bound to add
cubits to your artistic stature.

“ Don't hlow garlic of big
type in the public’s face,

is the scarlet fever of advertisement

the

Routine

writing. llules and sct theories of
writing are Chinese wills of the
brain.  fansies will not grow on

Plymouth Rock. The axe of the in-
dividualist in advertiscment writing

"“Many have moved from the Mills Hotel into the Ritz.”

paper or magazine to see what Ham-.

ilton and Hubbard inaugurated.
They were the fathers of the ro-
mantic movement in advertisement
writing. )

There is more imagination in many
of the advertisements that are now
appearing in magazines than in most
of their fiction. The ** new school '’
of advertisement w;iter is tremen-
dously highbrow hecause highbrow
writers cannot hope to live by their
pens in this country, and few do in
any country. So they gell  their
creative imaginations, their batter-
ing ram vocahulary to" advertising
;igencics. ’

There js 4 Philip Goodman in New
York City, who may or may not be

a myth.

he said, * must be the language of
warmth and color, 1t must steal
softly into our heing to cozzen and
anestheticize our wills. 1€ you sre
going to go in for the new literature,
read Huncker for -vocabulary,
Shakespeare, Shelley and .Swinburne
for inspiration, and Mark Twain and
Anatole France for simplicity. Then
start your rubber tire or Palm
Beach sult advertisement. Tal in
with the barkeepers of Olymipus, who
serve nectar in cups of gold, not
well water in cups of tin. If the
art of wordery was born in you, a
few dravghts from these gods will
not only ecstacize you but intoxicate
youn. And what every ‘ad man:
needs is this soaring of spirit and
alevation of style. .That is the es.

I am not sure whethar it | sence of Baudelaire's tmmortat line,

is at hand, ‘The Shakespeare of
shoes and the Do of pants will soon
he born—they will be both Amer-

icans.

* Advertising copy is now becom-
ing a living thing. Jt must fight
like a IRoman and make love to the
publia like a Romeo, Italics and
capitals are crutches. Brevity is a
wing.

“ In the America of the future,
sreat poets will not only be bhorn,
but they will be pald—by advertis-
ing agencles.'’

So you can see the renaissance
of American literature '’ is ou In
fall - swing, whether Mr, Goodman
was ‘* kidding ’ me or not. 1 do
not know. 1 have never seen him
do anything except play golf.

Closely allied to art is the pictorial
advertising poster, There ls here,
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too, noticeable a revolution atl along
the line, ‘Fhe old-style ** billhoard *'
s poing; the aitistic, original wall
painting s coming-—or should.

whose original |
the city
have attracted n great deal of at-

Carlo de 1tornavo,

theatriead posters around
tention, has some verbal swats at
the ugliness of New York hecause of
its hideous bhillhoards.

““The American posters,”’ he nays,
“arve among the worst and most ia-
artistic in the woeld. The art xo-
cieties of Paris Intely protested most
strenuously to the municipal author-
ities when they heavd that Ameri-
cans were golng to get poster space
in Paris to advertise their products
They did not object, they said, to
Amerfean products, but they insisted
on the walls of Paris Jooking artis-
tic first of all.

“The caveman 25,00 years ago
painted better posters in the caves of
Iturope than our modern American
poster murderers, for the caveman
artist had taste, imaginntion, and
with exqulsite discrimination drew
simple lines and fint colors. The
average poster artist in America
would have been sandbagged if he
had dared to deface the ancient eave
walls with his monstrosities.

** But there is a light breaking.
and the day Is not fur off when the
American bhusiness man will pay as
much for a good wall or fence poster
as he now pays 'ror a poor imitation
of a Corot ur a Blakelock,

“ Artistic street posters are edu-
cative—or should be,  They have
more influence on the imnginations
of the p(;onlc than all the museums
(which they never enter) and all the
art magazinesy (which they never
read).

“ There b3 no reason why the
greatest arlists should be ashamed
to do street pester work. They do
in -Paris, where the billboards are
the moest famous and most artistie
in the world.

* The new and modern Maccenases
will be canned goods manufocturers
and pork packers, who will get the
croam of art and liternture to devote
their cnergies to advertising their

goods, as in the Renalusance the
Popes and I’rinces employed arifats
and wrlters to ndvertise religion and
dynasties.'’

If these things are all true (and »
believe they wre), Amerien muy b
the father of the Tenth Muse, Mis
Ad-ldne.



