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“Issues of international influence rarely
appeared in the evidence before the
1890s, and then largely concerned the
impact of European design. Pertinent
questions remain regarding international
sharing and mutual influences.”

Pamela Laird
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Marketing Questions

* Does more explicit comment, guidance
and direction survive to document
European influence? Only artifacts?

* Does pre-1890 documentation survive that
taught how to conduct direct promotion
campaigns and prepare tools for
successful outcomes?
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Political printing — official circulars begun 1462.

1639 — First printing press in America, Samuel Dayne
at Harvard College, Cambridge, Mass. Mathew Glover,

first compositor.

“Direct Mail Advertising Began in the 15" Century”
George P. Winship
Direct Advertising, 1925
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Pamphlet first used by
Elizabethan
dramatists to issue
stories built around
themes of vanity and
vice. Soon spread
iInto political circles,
then to religious
tracts. Later to
business
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1679 — Newsletter publisher condemned Jonathan Holder,
a tradesman, for distributing a list of articles and prices to

regular customers, regarded as a “dangerous innovation”
to shopkeepers and users of the newsletter.

1682 — Second printing press in America, Virginia.

Early 18th century: first advertising agent in London with
Royal authority.

1723 - Benjamin Franklin arrives in Philadelphia, enters
printing business. Secures printing contract of
Proprietorship of Pennsylvania. Lives in London for ten
years as agent for Pennsylvania. Upon return founds
American Philosophical Society, using the model of the
Royal Society. Secures printing business of American
Philosophical Society.

1750 George Farr — grocer — used woodcuts. Goldsmith’s
and Silversmith’s Company used Hogarth’s woodcuts. /
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« 1765 — The Cabinet and Chairs-Makers Real
Friend and Companion, Society of Upholsters
and Cabinet Makers, London. Furniture makers
made effective use of The Gentlemen’s and
Cabinet-Maker’s Directory.

« 1796 - Archibald Binney, first type founder in the
United States, arrived from Edinburgh to
Philadelphia.

« 1809 - Largest printing office (US) that of the
Bruces with a weekly payroll did not exceed
$100.

//
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1817 - First US book publisher — James and John
Harper, New York.

1813 - First all-iron press. George Clymer,
Philadelphia.

1819 — First American lithograph in Philadelphia,
Bass Otis.

1820 - Ink manufactured in the United States.
Expansion in paper manufacturing by 1828.

1826 - First power press.
1832 - First cloth book binding in the United

States.
~
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1833 - The Penny Magazine, London, New York
and Boston prints four supplements describing
manufacture of a publication, including type
founding and presswork.

 Nathaniel Currier, New York, first mail order
sales. Fire destroyed steamboat S.S. Lexington,
Jan 13 1840. Newspaper asked for lithograph of
disaster, distributed by mail. Distribution by
peddlers, remote agents. Later mail order
department, offices in U.S. and Europe.

//
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Early Direct Solicitations
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Ads for Fancy Books, simultaneously
L ondon, Boston, New York 1859-1860

)
!

>

'RANST BOORBRS.




W " Y Ve o
1840 P.T. Barnum promotion, New York

Museum, circus.
Barnum gets thru lean periods by writing patent
medicine copy for Horace Greeley.
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1840 — “Tippecanoe and Tyler too!” First use of
direct promotion in presidential election

THE 10G &L CABIN.
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« 1844 - Polk campaign
noted for vigorous
use of direct mail,
newspapers. New
York Democrats most
active promoters.

WALTER R. BORNEMAN
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1845 - Daniel
Webster reports on
U.K. reforms to
Congress. US
reforms mirror U.K.
Elinu Bullit, U.S.
chargés d’affairs
London, key conduit
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Valentines, a direct English cultural import, date
from 1817
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Early Single Color Designs
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Agitation for Cheap Postage on Both Sides of the
Atlantic
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“The Great Art in writing advertisements... is
to catch the reader’s eye.”

Addison & Steele
The Tattler
London, 1710

The illustrated envelope has always served
one primary purpose: create enough
interest to get recipient to open it.
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The Nuisance of Circulars

“When the old-fashioned, unmistakable, and matter-of-fact
circular of trades people was in vogue the evil was not
so great. Bridget could sweep up the day’s deposit and
make it useful in the kitchen-range. But the circular-
senders have headed us off in that direction. Their
documents are deceptive and seductive. They come Iin
nice envelopes, and with monograms and postage

stamps regularly afflxed One cannot weed them out of
his morning’s mail..

Tommy Dodd
New York Times, May 6, 1875, p. 6
In Laird, p. 77
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“In the beginning [1882] these stories were mailed out in plain
6x9 in. while envelopes. It was soon discovered, however,
that no matter how good the material inside might be, the
plain envelope with its one-cent stamp had a tendency to
defeat its purpose. Some men make a practice of consigning
all circular matter to the wastebasket, even before
investigating its contents. Hence it was necessary to incite
interest from the first look. This was accomplished by printing
on the envelope the title and illustration used on the story. It
was figured that if the recipient saw at first glance that the
advertisement was about something in his own line of
business, perhaps right in his locality, he would take the
trouble to investigate further. And so it worked out.”

‘Selling Services by Mail’
The Mailbag, April 1917
Mailbag Publishing Co, Cleveland ./
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lllustrated mailing articles originated in the
UK with the Mulready lettersheet in 1840.
Spawned numerous caricatures. Spread to
other social and political causes.
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Mulreadys and Lampoons
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Temperance, anti-slavery direct
promotion in US and UK.
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Both UK and US advertisers used
similar woodcut styles
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Production Availability

» Multicolor lithography initially limited to
large printing centers: Philadelphia, New
York, St. Louis, Chicago, Boston

» Single color and line work widely available
throughout the United States

 Lithographers required years of training,
specialization in lettering, vignettes,
bordering
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Candidate Vignettes
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As Disunion Sundered the Nation, lllustrated
Envelopes Used on Both Sides to Rally Support
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Battle Scenes Remained Very Popular Until the
Carnage of 1863
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Britain Would Refrain Until the Boer War
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Influence of Copywriters

John Wanamaker hired John E. Powers (1880) to write
his ad copy when he found that Powers had been
responsible for the Willcox and Gibbs sewing machine
copy that he had admired years earlier in an English
publication. Wanamaker later fired Powers for a truth-in-
advertising remark in the Philadelphia newspapers that

Wanamaker had not seen prior to printing.

A Typographical Journal Through the Inland Printer 1883-1900
Maran Press, Baltimore
Maurice Annenberg, compiler, p. 122
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Threshing and Reaping Advertisers Went Beyond
Just McCormick
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Direct Advertisers No More Sensitive to
Some Customer Groups Than the
Periodicals
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Manufacturers Dropped Buildings, Schools &
Colleges Emphasized Them

'--‘ - L1 ) 0"_. < .
State Normal and Training School.
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M D LT
Global Tea Companies Melded US and British
Tastes in Advertising
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Even JWT Continued to Use Direct Promotion,
Both in US and Europe
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French Advertising Innovations
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Famous Pears Soap Adverts
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American Brewmeisters First to Use German-
Developed Multicolored Lithography
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Seabury & Johnson Penultimate Multicolor Ads
Before Modernism Enters
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Canada Mirrored US Tastes in Advertising
Culture and lllustration
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The Irish Followed English Styles.
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Advertising Cultural Influences
Spread Widely
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Printers’ International Specimen Exchange
Transmitted Culture
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Styles Change

« “... brevity is always the soul of beauty and
beauty is the mother of effectiveness.”

“Better Envelopes an Efficient Advertising Medium”

George F. Moss
Postage, July 1916
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Rarely Do the Enclosures Survive

THE COCA-COLA CO.,

ATLANTA. GA.
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PRINTER’S INK ADVICE, 1903

“An Admirer of Printer’s Ink, Mr. T.E. Wood, 10 Brook
Street, Rugeley, Staffs, England, as he writes, wishes to
communicate with firms making a specialty of stock cuts
and posters for clothiers, provisions and such.”

“Canadian Advertising is best done by the Dosbarts
Advertising Agency, Montreal.”

“Negro newspapers should not be neglected as
advertising outlets.” — listing with circulation figures.

Weekly commentary “With English Advertisers.”
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Direct Mail Advertising

* 1905 -Term Direct Mail Advertising first
attributed to Noah Burroughs, Chicago

* Mailing list agencies to support direct mail
originate in Philadelphia, Chicago
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Pre 1900 "HOW TO”

1810 The Universal Letter Writer pp. 39-40:

Circular advising of death of business owner, and
continuation by employees. Notice of meeting of
association. First “"how to” guidance.

1874 Advertised Manual. Special Lists of the Most Valuable
Religious,  Agricultural, Scientific, Literary and Secular

Newspapers and Magazines. |.N. Soper & Co., New
York.

1892 Building Business /
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In Summation

* The artifacts evidence substantial international
iInfluences, moderated by national tastes.
Warrants more detailed examination. No public
archives of illustrated envelope artifacts of any
consequence

« Little evidence of formal “how to” instruction
before 1890. Needle in haystack search

 Newspaper experience provided the training

//
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Sources
New York Public Library, Science, Industry, Business Library

National Postal Museum, Washington DC

Warshaw Collection of Business Americana, National Museum
of American History, Smithsonian Institution, \WWashington DC

New York Mercantile Library

The Library Company, Philadelphia PA

Joseph Davis Collection, The Winterthur Library
Bodelian Library, Oxford University
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JWT Co. Archives, William R. Perkins Library, Duke
University

John W. Hartman Center for Sales, Advertising &
Marketing History, Duke University

Southern Historical Collection, University of North Carolina,
Chapel Hill

New Jersey Collection, Alexander Library, Rutgers
University, New Brunswick
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