
100 GOOD ADVERTISING HEADLINES 
-and why they were so profitable 
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related field, either pro[esiiollally or as a layman. Secondly, 
the headline has promised }'ou that reading this ad may prove

' 

rewarding-to you. 
The�e are the, two principal attributes of good lleadlines. 

They select. from the total readership of the publication, 
thme readers who are (or can be induced to be) interested in 
the �ubjcct of the advertisement. And they promise them a 
worthwhile reward for reading it. 

What kinds of r�wards do good headlines promise? How 

important a part does the headline alone play in the success 
of an advertisement? Let's tackle this second question first, 

How Imporfant Is the Headline? 
Perhaps you have read somewhere that 50% of the value 

of an entire advertisement is represented by the headline 
itself. Or 70%. Or 80%. The truth is that you cannot pos
sibly evaluate it in p�rcentages. 

For example, what percentage belter is an automobile that 
run1 beautifully as compared with one that won't run at all? 
It's the same with headlines. One can be almost a total failure 
in accomplishing even its primary purpose: to induce people 
to start reading the body matter (the COP}) of the advertise· 
ment. Another headline can work almost like magic in enti[· 
ing readers by the thousands into an ad wilOse copy mOye5 
peopie to action and thus moves products off the shelves. 

Yes, T�ere's THAT Much' Difference" , 
, • .  ln the powerof hcadJines,It i,n't 

enough to cram per�llalivenel! into the 
bC>dy matter. Some of the most trtmen· 
dous flop! Rmong �dHrtilemenll con· 
tain body matter filled with convilldng 
ropy. llut itjll,t waln·t C<lp.!uliled inl(l 
a good hcadline. 

And 10 the excellent copy did not 
e>en�t�rearlingl For,obvioi"ly.itis 
the headline tlut get! pC(lple into 
tbe copy: the tOpy doesn't get them 
into the headline. In otherwbrds, the 
alh'erti,ing wpywritcr's aim in life 
Ihonld be to tr)' to make it hardcr for 
people to "pall up" hi!! advertisement 
than to read it. And rigltt in hiJhead. 
Jinehe takcs the first. arid ttuly"giant," 
itep on the roadto that·goa1. ' 

So mmh for the importante of head. 
linc!-and fof the !taggering waite and 
los! of eifectivene5.! when expenlivtad. 
verti,ing space � devoted to displaying 
pooronel. 
The SQfe Pr.upose o!1l Headline 
Now, before we t3c�le, the I�nd 

question (Wh�t J,.indl of rewards d(l 
gaC>d headHm;spromi!cl) let's clear up 
(lne fundamental. What !, the ,ole pur· 
poseofa headline? To m�le it,ry5tal· 
dear we'll use a�imple, and suffidently 
accurate. analogy. 

i of an ap· 
proaching traia-Io 

�!.tbecangivehlmlome kind of mea
aagtr. Ia the Case of advcrllsing, on that 
6ag II printed tile headline of an ad. 
vtrtiltment. 

Ld's carry the analogy further. The 
train consist! ofa fast·moving modern 
Die;e\ engine and one C3r. The engi· 
neer will (mo,t oftm) be the mother 
anMor father of a famlly. The one de_ 
pendent tar oolltains the r�t of the 
family. The)' are aU speeding along on 
Ule track of their daily live!_moving 
fase in accordance with the hectic tempo 
of today. 

b) Or,hegatively, hYP (lintill)l"out how 
the readercan a\'oid (reduce or 
�limillalt) risks, worries. JOSIC', mi�· 
takr3. embarraS3mcnt, drudgery, or 
�ome othcr unde,irable rondition 
tbrullgh the UI� of your product
how it witl decreme thi!: hi! fcar of 
po\'erty, iIIne� or accident, discom. 
fort, boredom. and the los! of bUll· 
ne!3, pcaonal, or lodal preldge or 
advancement. 

As you review the!e headlines with 
11; you will nolice how many of them 
mana� to go even one desirable nep 
further. They aIm teU how qnickly. 
easily, or incxpensivcly the promilcwill 
be perfurmed. 

Now Let!& See What 
These 100 Tooch Us About 

WrilillgGoodHeadlincs 
Here we go. O�calionaUy we'll take 

a "brcaillcr." First, as a "time 011(" 
period. S�cond, BO that we can make 
what might be caUed some General Ob· 
.!ervaflonl AbdUl Spedfic Elem�ntl _ 
abontcertain of the �Iementspre'.nlln 
!O many �f tbe headlines. In Ihat way 
ll<ecan poInt them up. bemme Ihey are 
worlh me,sing. And we can alio avoid 
ha\'in� continually to draw }our at· 
telllion to them. 

disCUS\ed h�r� apply. ;:';E��:�:::::
:

'Piik'::h"" W,'" 

Ma�lng People ,1,/ 
LIke YIIII '>.: � 

Almo,t $500,000 ' 
wasspeut profitahly ;.":� 
to run ke)'ed ad! 
di�p!a ) ' ing t h is 
headline. It drew many hundreds of 
thDU!�nds of read CIS into the body mat· 
ter oE. "pcople·mo�er" adHrti,emcDt 
-one which,by ilsc//, built a big busi_ 
neos.Prctty irre.istible headline,isu'tiL1 

2.A lillIe Mi5take Thllf C051 cr 
FllrmGr$3000 a Year 

A.silable aJ'pl'opriation was spent 
!ucce"fuUy in farm maga,;ncl on this 
ad. Sornctimc� the negative idea of off. 
letting. reducing, or eliminating the 
"risl of 1001" is e\'cn more attrauil'e to 
the reader tban Ihe "pru!pect of gRin." 

A.I the great bu,i· 
ne SI e:l:ecutive, 
Chauncey Depew, 
once laid: 61 would 

4.r"eChi/dWhIlWIIII,haHearll 
IIfAI/ 

Thi! WaJ � ke)ed·rcBult ad which 
provedspectawlulyp·rofitJble. It "I" 
pe�red in women'S maguinCI. The 
emotionnl·type copy described (and the 
pholograph portraycd) the kind oE lillie 
girl any parent wou!d want his daugh. 
lerto be. Laughing: roUkling; rllnning 
forward, with ar.ml outstretched, right 
out of the ad and int(l the ann, and 
heart of the reader, 

.5.AI'fYllllfverTlln9I1e·Tied 
afaPClrfy1 

Pmpoints tile m)riads (I[ self·con· 
,dous, inferiority·complexcd wallOow· 
ers. "That'! mel I want to read this 
ad; maybe it teUs me exae(\y what to 
do about it." 

Thi, headline (andallthe oth." dil· 
Cl1!sed here) would have been good evcn 
if it had not be�n suppOrted by any 
picture at all. But it! efIen was height· 
ened by a photo of a wrist·watch with 
the hour·marks itldiC3ting 1 to 10 
bunched together-and 10, 11, and I� 
stretched wide apart. 

9. who Else Wants a Screen 
Starfi9ure? 

Hcrc·�. Here's How. 
Whele, When, What, Why. 

Al,o note how frequently ex3Ct 
amollnl<.rcIISCd;n!lmber olda}s, 
el'enings, hours, minute!, dollars, 
waj\l, tj'pesof. 

The "attra�tion of the specific" is 
BO much worth j'our cspcciai anen· 
tion lha! you may want to endrrle 
example! of it as)'oll continue read-
mg. 
'I. Why Some Foods "fxp/or/e" 

IrtYolJrSlomach 
A provohtive "Why" headlille. Dascd 

The me'lage on that Oa" (thehe.d· 
line of the advertisemeut)mll�t he per_ 
IUMi-'r. Yes, and pmllalive e1W�gh to 
compele with �ll the other di,tractions 
of life in these times. It must c�pture 
attention. And it must of!er a. "rewanl 
for reading." This reward must be ,uf. 
fidemly attra�ti.e to induce the reader 
to continue reading b(}'O�!llhE head· 
llne.(In thet:a!e of a negatlve·type of 
"warning" headline _ ,orne of which 
are listed among our l

O
O_we might 

�ven draw a further analogy and go 30 
lar a! to say that il is th�n mO!';in the 
nature of a r�d nag.) 

Wha! Kinds of Rewarqs Do 
Good Headlinej Promue? 

:l
t
i�h::

P
to

a
�e�! ·:r�: ;a���h:�:D:���

t
��m�i:����,

ll
������ 

�:n�la��"!h�C;�II� :�;e�����:':a�� �i�t��:,:
a
f
c
�h!::c

a
a� 

ing that irn;ses �Dd walle can of 1m he retort shaped li�e a stomach, starting 
more ca.ilymrieved thallllcw pro6tl,to explode.) 

not!tay up all of 
(lne night to make 
$100; but I would 

Tbatbrings u! tolhe answerto thb 
!&ond question. of oolme there are 
many types of headlincs, too numer· 
ous for u& to review here. So we \'oi!! 
ooncentrate upon 100 examples of the 
IWO typ:s which iu totounque5tiouably 
have the best mOld of multfu!ness. 
(The crIteria upon whkh tbeselcctioa 
01 th� 100 headline! IVa! balled are ex· 
plalned iaa panel on the.<eoon(lpage 
of thh two-page advertisemept.) 

callbegailled. 12. Hflnds 1hllt Look Lovallarin24 
What farmer could pas! up reading Hours-Or Your Money Back 

the copy under such a headline-to 6nd Universal ap(lCal to women. Results 
out: "What was the mislake? Why was guaranteed: "Or Your Money Back," 
it 'little', Am I making it? rf it rost th�t 13. You Can Leulrlh At Mcnay Worrl85 
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ropy will also tell ll1e about othermia· 
t�ke9Imighthemaking." 
3, Advice to Wlvu Whose Hu:;ban,b, 

DCII"Sav,'Money-By a Wife Both types prOmt!!: d��irabJe "re· 
ward, for reading." One d� it through The headHne·stre!l[t.h of the word 
a positive approach; the other through "Advice" has of len ��ell proven. Most 
a ntgalive one. Here is hm" they do it; people wa,rtt it, regardle#� of whc(\lcr 
a) By m�u�ging to ronvey,'.i,n ·a few or not the)' follow it. And the partim· 

words, how the r�ad�r ran !ave, gain, lar "ailment" is common enough to in· 
Of �ccornplish something through terest a lot of leilders. The "it hap. 
theU1e ofJour product-how it wil! pene,! to me"tag.!ine,"lly a Wife," in. 
increase this: hi� mrntal. ph)!kal. rrea!e& the desire to read the wl'Y. 
financial,!odaJ,emotionaJ,or5piril' (This ad far outpulled th� advertiser'l 
ual Itimulation. �ati>facti�, ·weU· .vPreviou5 bel�.ad, ..Get .R� "I- MonllY 
11fin;,or.<ccur;ty, · ·Worries.) 

line credible. 
15, WhenDo�lIrs"FeeIJllltfen"Th/J j It.WhafTheyOo..' 

What'� tl1� ,0"" �f t' 

A we\!·knOlm book duh has spcnt a 
great deal of money on thi! �d. Head· 

�;:,�;��e�.������� ��.�1�::��1;���1� 

31. SIx rypel IIflnveltllrs 
-Wh ich Crllllp Are YOU In? 

It oheys the wi,e maxim of new�· 
paper reporters; "Slart where the 
reader il." In oth.t word,. the pllblic 
already accepts the fact that chiJdren'j 
blood !houldcontaill plenly of iron. 
So the headline goB on from there_ 
promising "Extra" irun and "! Del!· 
dOlisWaYI" to get it. 

The word "Alm(llt" lend! believ· 
3bility. Headline promises an auto· 
maticllo·efIort method of relieving an 
annoying condition or avoiding a dan· 

�f(lns emcrgcncy. 

45. The Crimes We Cllmm/I A90insl 
OurSfomllchs 

in efleclil'cne!5 to 

46. The ManWlthth. 
"GronhapperMlnd" 

S1. LfHle baks Thaf Keep Men Poar 
A keyed "retticying a Joo�" ad whOle 

ehcckcd reJullfnlnes!jU!tiEedfrequCDt 

52. Piercedby30J Nails • • •  
Rela;nsfllll AirPressllTI 

"HRUIHER" #411 
HOITT N ega tIve 
Headlinel."Atan. 

--continued 
on page 38 

Brace Yourself ••• 

this is only !lIe first page of a two·page "article" about advertising. Since every· 
one's reading.speed is different we don't kn�w I10W long it l'IilI take you to read 
these almost 7,500 word�. But we hope you will �nd the two pages sufficiently 
interesting and informative to jlli!ti£y reading them in full ; that you will consider 
the time well spent; aud that you may even W!Ult to keep them for future reference. 

SCHWAB AND BEATTY, INC., Advertising 
488'Madison Avenlle • New York City 22 

RADIO aniTELEVISION DEPARTMENT I 510 MADISON AVENUE 
M�mbcr oj A1I)erican Association a/ Advertil;ing AgencieJ 

CoPurigM, II.", S.Ij["<1r�"d B .. lt,., lilt. 



100 GOOD ADVERTISING·HEADUNES 
--and why they we� so profitable 

-conllnued f,om page 16 

mUSI haR Jmi,� good rtasml for e:!:' recordl of great opern The ldei. can 
iotellte, lt hal, What illt? be wed ill a pDlitivc way� tying up 

OLle of the priLldp:li objettiVl'll of ,with a desirable rememh'l.nce, Or il 
aheadlinc iJto ltrlke3..!direcdy al can belloed negatiYely:oootrnlting a  
pOSliible right at a situation WJI. r.enain product·advalilage with an un· 
fronting lhe reader. SOllletlmes yon desirabletanembrnme. 
can do tbis wlth greaterllCCurncy if 
)'Our hc adline pinpoints hll "afl· 
mcutNnlher tb.nthe allcviatioooi 
it. (For example, 1, YOUR Home 
Piclur8'P66r! _ HtwtI YOU A 
"IVar,," St6ck1-LiUl8 mM TIll" 
Keep Men Paor,) 

So when you face,that klo4 nl 
aituation don't be a!raid to "aocen· 
wate the ••• nCJpltive." 

Nowlet'sproc:ecdto anothergreat 
hcadiinewhich captured a pliice in 
our everyday Janguaae. 

54. Offiln a JrhI'.im"ld, 
NIIVlI,a BrJd. 

So poignanlly true; IOpoin'ted-and 
10 oommllll. 
$5. How Mucll Is "WeMer TIIMlan" 

Ca5h'ng Your Campany? 
An ad whiclt waI 

�cceufulln bnsi· 
DUt maguine, 
ruc h i n g  eucu· 
tiyn,"J,�aDt lo 
kliowwbich ar.edlC 
kinds of 'Wot\ler 
Tellllon,'apccifical. 
ly,Whal is 'Work· 
erTelUiion'COltiLlg 
othucompaniesin , 
net profitt? How much bltoosting ul? 
If it i5,Wrn.t can we do al>out Itt" 

",.TaM.nWhoWanlto 
QulfWorkS�.Day 

Selecllil.! readen without wiUting a 
word, (And who nn ay that the audl· 
fDcciUI't kind of largel') 

51. How 10 Plan Your Hcn'" to 
SuItYDU1JItI' 

Thilpuiled al1DO.!t20%better than 
Ho:., to Awid ThlJ.le,Mi&Ia�1I.! in Plan· 
hing YONrHoJl,lfi.Apparently,peopie 
expe<:t the architect. to avoid the mis
takel-but feel Wit they ibemrelves 
know better than anyone elle what wUl 
belt suit thclffllLrtlcularneeds.and 
prefcrenw. 

SB. BUY,NO DESIC 

• •  ,UnIHYDII've SlIft 
Thl. S.MatIDn of II!. 1us1,,_SIIow 

Strong ,topper Iype of h�adline • •  , 
adaplab1e formallYIl5eS,Copl' qU!ckly 
followl with "until you hafe checJ:.ed 
u to whether it h� this fcatLUe, and 
Ihl! one, aod chis • • •  " 
59 . Call Bad!: TIle" Graat !t1omanf. 

AtThe0plral 
Somcthes it'l a good idea. to "start 

where Ihe rt.nler lIlui,NThis nos\8lgic 
headline W;Q �ied to adl phonograph 

.O."'lD1tMylu',.. • • •  
CllldSq"cI Money Too" 

Word"8ulgea"V!QI!<Jpper:notwm· 
IDOJIly ulro inadverti.sing'liel;.ioon. 
Ikmble.edgcd appC.!.l: I� promise 10 
end an uuwantefiOOlldilionaudOOlave 
y<lU DlOney alio. 

6T, Wiry IlrandNam" lulbs 
GIve M_ UGh' This fear 

Tbis aile illu5trates an importmt 
poiut.ItLs Ill"ally not a guod idr,a1O 
tell the name of the company (or the 
bl'llud IUlmc) in the headline - or to 
make it tell too mud! of the story. 

Wheu thia is dpne right in the.headllne 
itself it ohm "glvu the whole thing 
away" and does Dot tempt the reiUlcr 
inroiheoopY· 

However, al In Ihis case, when the 
advl!rtiBU ill nationally f3JP.ou�wm· 
PlOY (parlicularly wbenitls noted.Jor 
itienleIpriu:.innovatiom.imp�. 
mClltl, and reteardl)·the u5e of the 
wmpany (or brand) name can add 
nmpsnlue lo lhe headline-lllld heip 
IOlubslantiale thctrulh oEthedaim 

62. RI"hfand WrollgFarmlll1l 
MIt��"::

a
t:'�
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Exceedingly profitable in !arm pa· 
pClf. A f(Jmbination of negalive and 
positive appeal!,wLth iL lot of "a)me 
hither"lot farurerl. . 

6:f,NewCakeo �'� Y!=�;�':-;:'s 
,,\11 � Gamel .. The�.ue Ihree 

thiogswhlthadRr· 
tilling ,an teJi It! , naden, 1) What 
the pl'Oduc t is. 2) 
What it dou.And. .. 

, • •  thi:!hea� 
utllizes the third (and oftc:n'O\'ef' 
looked) one. In teJIWI of the,dvertl.er 
it ill this! \"Ihatlliherpeop\ewilliay 
of you, thint of you, do for you-haw 
they will admire yon, ellvy you, Imitate 
you--becattw of what my product WI 
aCCOlllpJiJh fOf' you. 

In terms of the Prospeclive tultomer 
It i� thil! lIecaulC of what your product 
can d% rme,peop!e may Ihink more 
a/met 

'4. IMAGINE ME • • •  HDldlnlJ an 
Alldlanc.SpellbDllnd'or30Mlnu,esl 

A pro6tahle lIuraih'e·ad headUne, 
llroad inlerelt iuthll klnd ofahility, 
Narralor's lurprise and app;lrent hu· 

THE LOWLY S�BliEAD 
(A Faw Word. AI"I'1/1 II Sub)lcl Worth Many) 

Hart are lOme ways to Vie subheads more effectively: 
�. J"Inng .... py� .. ulI:tlu: .. Ub'"'all' 
IOlClievetbeforntldab!eappmaLKe 
of lOlld capy·b1� 
.E'Iea,hort-oopyadlClllo!IeIIUII: 
cmeartwolOHnnltse, 
.DIlI1·t walt too long to latrodnte 

'f<lur IlraIOM, Two !bent opeollit 
paragraph. aad Utenroor &m mb
htadisUllla.badt\lletoob.cne. 
(RGdI!rIIllUe:ltwallffmorequldly 
thall)'Oll .... YlIkelObdl .... 1) 
• Mike _ of cbelLl iDtmogttive 
tnforlll-lOacIlecurlolilyandlll' 

tmStID Ihc body mllterwhlthfo\. .... 
.MoId dec1ar;r.tive .ubhnd! whkh 
IIIIWUlbemoelVe:llnddoll'tlWl.ley. 
.. � 
. SoIne mbhetdl reltenlein capmle 
focmlbejpformallOllalUAdrrivenin 
IhepmNi1lgpamgnpbofbodyl1lJ.io 
ler.1blt docIll'IGUlOdah,eadTel}', 
fU.JmIead,JltakeGl.(illublIcadcap· 
IlLllzelhe"nwllead" oill\llttbe 
h,�1 pnappb fa going' 10 r=a\ 10 
!be:rader, Letd him 0lI wi1&. Mlb
headlthat_forwaTd. 
• LlIIheIII !pC11I DlLtlUOlL3ty. Mike 
IheIn ICIlrui out pb7'k:anr-II"",� ill 
1IJa.1ld/oril1.dllfmotflMoltl'P� 
ul:OIIIp.ndwltb)'Ollrbodyc:opr, 
• DOA'tworry If whla' them llbenllr, 

�nd dlip laylulr th.... ptominel1!lr, 
lIIIt<ayo\lL' ad look abit morlflpoltr 
otillutlltl�,YouareJlOt_ting.& 

work of an; yon Ire produdng I work 
oIi>Iqlno,!& 
.Integnteyonrlubheadl intOl� 
ptan�nd_t of thecopr·DGD'I: 

:':�:�e�a:ew�:" DlL��R::U�;, ;� 
bc clo!e1y.ln\tllnbbctwll!lll"'1lf 
p_tatlolllotbQyi",·", .. UIIL� 
aretMrelOsdwn"'lJ:lempy�; 
DOC III mere ,�tJcderiQiS"PI1'llIinl 
bJocbof COl'!'. 

,S'".eti"""JOU QlIwclhem ina 
fonnll'bichwl/lcomiey,indiIP"'" 
IDmcofyourprindJIIlule&pWnll.ll1 
\h;,form Ihq>provldes'JIiOl'"i.ed �D:r.�:�dt�"!�ae::'� 
coprla'l"u •• d. 

' 

• FOf !lie WIN! .:won. hi ri,..,� adt 
.,..u,marbcablelOlDabJUllflUb. 
hadsprogRl.iiftlJRq�otfallllchU: 
I(tel--lklnd,olSequl9Ill:dSUbh!:,d 
5ynopIr.af � ·Ie:!,tMf.

, • 1ll1DLLK-�adlit'I'I?odIdd.'" 
tIUplI.y. bcneatb.thehu1lH1Ie,l'oIlhi 
IUbItea4oflhrcc ortoorJIDea.Thll, 
pwride:l.llntbetweeDthebeadllne' 
aadrbebadrmat1�-hetghtmIDrln" 
Uffltandbrldg1nrthegapbetwc,", 
...... 

) AS YOT! CAN SEE. Mthe �11Iubhead,M weU planned, tan be. 
come aIllJd/w'fom in yoorad • •• a "booIterltationN wblch taka 
up the ttlrrent of interest tranSmitted to it, amplili� It to grAter 
Itrength,aD<\then lll!Ddlit OlllOllicneztatalloJl. 

YQ. lubhea�ltIIl1 do ajob,a bigpn�bo� theymnn be "part of 
the-plot» and nol (3$ual acquaiutam;spiclli!dup lOlllcwherel1cmI' 
tJs,way. II 

millty lend credence mil hUmBDDeI!! 
tbe ltatement.

, r 
6.5. This I. Mall, Alliaillelle

Rldlll, 10 Her Dtatll 
An o(ten'repeated ad for a set 

bookl, It pulled 8 timll.! aI many re
lponles in 14 page me 15 were ever 
recei�ed {rom a double·spread. 

Thif. is the only uraight "curiosily" 
headline illduded here .. 11,0 headline 
wal relevant-Dot one of'th08e rom· 
monly·wed. trid deyit:el to fon:e at· 
tention when adRrtisiDg' a product 
not dOKirrelated to life headline, 
'6. Djcl You f'll,Sae'a"Tefegram" 

from Your Hellrt? 
A tul atopper of a headline,willJ,a 

great deal of"OOIIle hither" lure into 
lhecopy. Top picturcilhowsanrdio· 
gT¥D Ieporl printed upon a West�m 
Union teIegJ.'IlIlfonu, 

67. Now AIfy Aulo RepaIr Job 
Cern h"DUCIl:SDUP",,",Yolll 

Wbat do you know-the words "Dud 
Soup"in an adIBut doem'tit teiltbe 

Ilory in a more unusual way than would 
"Eaty." "Simple," qr some suth word 

-parcicularJy 10 the type of market al 
whlcb thl5ad iI aimedl 
dB. New SltO'mpllOLeav .. Vour Hair 

Smoolhll-&sisr10 AlanaQ81 
A Rsult that all women want;" dear. 

ly and penuui�ly !tated, Word 
"Leaves"makc:l it louud efiortleH. 
69. It'. a S/rame for YOU Nol ID 

AlG� GDOd MOiler-Wilen 7han 
MuDo It So f"lIfy 

The coUoquial "It's a 8hame,N 8ym· 
path�tic nadentanding of the rcaderl 
�Yopare asQlFlbleWi these other men." 
(Headline IUpportOO by photol and 

pdlestimonialJ.) 
10. You He'll' Saw SlIcfr 'lfters A, 
Harry lind' 001 Ab.,,,, Our r,anl 

Friendly: huraan; refreshingly non· 
�adRrtiseyN in language. And. 01 
CQUtle, IhCr4!fercnce to "such lettetlL.N 

71.JltolrtallcltNowP!1If 
wlrolllVll'fhouglll"'eycolltdl 

A headllite per4!lmiaUYproJilable for 
a lnge mnsielchool. Again. the wpy il 
crammed with I.eItiDlODials and refer. 
cnces auhstalltiating tbe cla.im. 

12. Gmrt New Di,m.ry 
'XII/i KilcheaCJd" ... Qvidd 

_mak .. Inc/oer flIt "ftlunlry"rtsIL" 
The headlinc of an ad thLitlaunched 

a Wg business, Fatela �ommon prob. 
lem hcad·OIl;o!ferl!U1c"'l'and pleas· 
antsolutioo. 

73.Alalr:er/ll.l-MlJlult T.d 
-of an Amall"" New Kind of 

S/I".,.ingCraam 
The ".mak� this le.!t" angle has been 

Uled'in many good headlines, It is 
widcly ullable lor others. ItlpUrpOSC is 
to indlt<:e the reader to portkipate in a 
dcworutrlLtion of Ihe product's mcrits, 

74. ANNOUNCING • • •  

. 
r;;,:O':o,'�:! 

Enqc/opedla 
TholMaIl:.slr 

'un lo1torrt rhlngs mr.:,:,:;;;,,:;,' 
headlinll (when 
bringing out a 
new product)winl ' 
aUcnlion becaule 
people are Inter· 
estedinnewthingl. 

tHIS "BREATJI. 
,u" #� r eminds 
YOllthatinawho\e 
l\odo£thfltlheadlina)'Ou6ndtbe 

word �New"-or ronnocatimUl of it. 
Americ\tlllarepanialtoth�DewOi' 
novel; they do not,ulIer itom neo· 
phobia. To them the m�re' factor of 
"n�wnell� �I 10 be prim� ftIde 
ev;.dence of "betternea." 

71. CII.klhe IClnclof1lody 
YOU Wanf: 

Check.liltdilpiJl'ed.ttop Immedi. 
ate.lyJnvitetteaderipftI1ldpatianin 
lpecifying �"hich q!!MIt" Jmpro_ 
m,enll he '/tdd lib to IlI3kt in hll 

A trpe·n .. ratiR ad run byanatiou· 
wide chain of ucwspapm, Could YUN 
Hip over tile page "itbout wanting 10 
know what happened? 

8 0. Her"s II QuidtWvrto 
Braa� up a Cold 

III simple cI'C!l1-day words, a direct 
ptoLDUe lo elldanundf$j,ablecondi· 
tion-<J.uidly. 
BI. Tllara'i AnDtfrer Womlln Woltln, 
for�.,.eryMan_lInd ,h.'llao sm",r 

'DlllWa"morn;nllmDuHr" 
Had 'Iuite an !mpad on women �d. 

ell, tILis tOdthpaste ad. Obviously, for 
there sUl'ely Is a lot oi motiYation in ill 
tlteme: "No womall wil1ts her llusband 
to alrry the memory of'iler momiug 
breath to l\'ork with him. The atlw:· 
tive wornell he meets during the day 
don't haYe it." 

82. Thil Pen "lurpi'8e1ore II Drlnb 
_Bur Nevili' Aftarwarcbl 

Headline exprfosOOio a few wmds a 
ropy·theme crtdftrowfth pushing Olle 
brand 01 lountain pCll up to a leading: 
pos!lion. 
83. If YOU We,. Glv8I! $200.000 fo 
Spllnd-i,q'flhilt�e Icil!d of {typ. of 

product, bert nof brand nam.) 
you wOllld build? 

�A "sel[,uICrimiLlaling" (and widely 
applicable) way to ha�'e the reader he!p 
to .pecify what he him.self Iyould valuc 
mOGt in sum a product. 

TheoopyfullowsthwugllalongthciiC 
IjpC5� "Surciy you lVould plLt tlti6 fea· 
ture into it. You would bCiUre that II 
brought l'OU t/lis advantage. and this, 
and thls. • • •  Well. we've done it allfflr 
yoli. & you GLn see,thil product wal 
reallycteatedfor"au!" 
14."1 .. , FrirIal', • •  Wos 'Scaredl 

-My'lew A/mOl' Fired Mel" 
A human,mirrative people wanted Ul 

!i:adbecauleit did-orrould-"happcn 
to me," 

as. 67 REASO NS WHY 
hWGuld ItClve paid yall fD 

answer 01lt ad a few mOllIIi. GG'D; 
An iritereltlng example of an ad tbat 

b;u:k·tracb_pointingoul in detail 
whal the reader has millled by nothuy· 
inG' the product before, A frequelJtly· 
tq>eared ad used by a 1I'eJl·knulfl1 hCWS 
magulne to pull for lubllcripliona. 

86. SlrppD!Le This HappelKLd 
onYO'URWllldlngDoyl 

A profitable nanl.tivwd headline 
which makes it pretty bard to Oip the 
page."Wllatwa.thistragi�happenin81 
Could it-or did it-happen to mel" 

87. Don't letAlhlete's Foot 
"lilY Y"u Up" 

This pl1l1ed UuoctiLUe!li>ettcr liLHn 
Rdieut 1;QoI l!�!t. It gives the di>ea.e 
&l'c1evantname;poiul$out iI8ULllL'itLlt • 
ooc[ect. 

88. Are TileI' lalnlJ PtDmDfe d 
Rlg/ltDver Your HIllel? 

Anotherqucltion aimed a l  a big LaJ'< 
get! the legion of frustrated, dilCOur. 
aged people who £eel tbat thcir allility 
andlXlllllcieJJtioLllLlCl.'Lareaotbeingam. 
ply rewarded by reoognitlon' and ad· 
nncem cIlL(Frequenllyrun byanePu, 
altionallnstitulion wJiich cliCds the 
relultfulnas of illL adl'erti.lements.) 
89. Are WII � Nation ", low-Browd 
This headline helped to IICIl illCXpcn. 

'sive editioU! of the cla .. ia, hundreds 
of thousands of copies of them, It 

"statlJwhere the reader I."_becaulc 
we. as a nation, are not repnled to he 

grcatly addklooto tbe high.brow type 
of lheralUrc. 

Yct tbls SU=s:!lful ca�paignShowai 
thatAmericanl knowyery,ve!lthe dil. 
ferenoe between the mcritoriou$ and 

All of These 100 �ead'ines ••• 
• .  werewrit!en (w.ithonlyahout�·ex�cptions) 
by advertising people 1101 aSliociated with OtLr 
particular agen�y. ' 

e 'made the Icade� want to J(ad th� body CQ]>y_ 

headline, ' ' 
'. are OIlCS whose success wa5 due 

numbtl;,based upon the profitable numberofin. 
quiriesorordersthey plOducedforthe advettiler, 

The lele�tionOrlhe"cr)'retwof thel00which 
arenotin eithcroftheic twocategoricswasbaied 
upon manl' l'fan of dlty.hy,da.y working experi. 
cnce devoted to die study and 2ua!ysil 01 

headlines, 

� Whichjlthe p rimary£unction Ofa 

�:a�l� t� lh
e������������ . SOME of rh.� Are, •• 

copy. That is why �c1t notable' � • new, :receutly used; others are not. But 1111 ar� 
as Tk� Pella lt)' bf L��d�r.!lrip, TIle 'as immutably, tin!clcss and �hangeleSli as human 

Priceless IllgNdie�t, SOlllcwlrirt Wed of wa. nature ill;elf-in exemplifying how 10 make a 
mi� (and othm cha�terired. by 6uperlative' headline rupture attention and, aroule intefCSt. 
bodYCOPYl-haveliotbee

.

Dio.c1Udedf· 
in thisrevieo. .... co�rneddnll'wjth ONE of Them Is • • •  
goodllcadlincs. ' • a "�uriosily" headline • • •  because that type of 

headlineihould be repreSented here, Yet. merely 
10 excite curiosity. su(h headlines all 100 olten 
introdUl:e ideas entirdy unrelated to ;,:n 

• �re, Jikewi'le, onel who�e effective
I1css�'nsnotdueininordinatelttC:\&
urelOanysupponillgpiclurcorart. 
worJ:.-or to aDytnck"gimmicks"of, 

,layout whkh almost make it stand on ils head 
the product , its {un�tiOLlS, and tbe .J,' 
�:;,a��a�f;e

wn�n��\e�rn7 a��� 

����n:��� w�! �:=re;;: jl�l� 
tinanattCInPttOfOIceattention,ln 

other.worcU,the headline'Wa$good 
enough, alone, to carry out success· 
[ullyit!primaryfunction. 

, MOST of Them Ara .... 
dble effectiveness, b e  followed 
througbwith the body co'py tha t must tty to 
tum idle OIrio&ityinto desire.to·purchase action. 

, • backed up by a record of fCSUlt· 
flll!te5i sufficient tojusti£y their in· 

clusion here. This rean:d is either based upon 
lbe high readcrship rating of tbe ad they head· 
lined-or, in ihecasc o£ ads,vhich carried a key 

Also (/JndoJtllaj()rill!porl�l1ce)'Y0umajper
hap,read a"curiosity.beadlincd"adifyou/lall4 
time. Bul, for an ad whole headline promi3es 
you some benefit you IIuly lI'ant,},ou are much 
more likely 10 try toma!te timel 

'!'he liSa What?" Dept. �. 
.

Here, ror eomparu

. 

on. are just a few of Ote many poor bead. . l. 
. lines which have appeared in expansive advertising space. ( 

Their E�tro Vullle.!'(1'11 Hidden Value" ralu.b � FlNllllrll 
For Firutr Flfwot 8rqrerlldiue.....tAImOrlVnbeliellllblrSuce641fuU. 
Be/lulylUld VtUity Unital1 Y",/4 Coo Ullto Yaulh 
"1I"�m fWIII eBor • • •  " Blow HIU-Blow Cold 
,t,,:yopc Who KRilw. Con TaU f�e REAL THING' And Tltil Uttle Girl Wel11l0 Market •• 1 
", ,.B'qorBlIGoe!AnyFarriuJl' ' 0/1, re Dau,ltlllrs 6f E�. 
"YoaHearSudi NiceThinp A"Qullt" 

93. FO RMER: BARBER: EARNS $t000 can he won; sc:condly. what you h�v� cause they ,are closely related to the 
purp=oflour headline,Stlbheads 
Iwbich aregiven a�once over lightlf 
treatment in a paoelon this p�ge) (all 
bClIll1de to do a big job in hdpiugto 
c:nrYl'our reader into,aud througb. 

your body copy. 

I" 4 Montf.. to do to win wme of U. 
AJ'a'Real f5ltlte Spacio/j5f 

Feam'tllig an actual tcnimonial cau 
make a goad headline,·lnthiscase.tbe 
reader'sfilllt relU!lion il"jf a bad;Jer 
caudo it maybe 1 can tooI6 
94. 'Rlf JOOK_Tall. YOll12 Se�retJ 

oIJellarlownC"re 
Jf you 'arc offering lolnt\hing entirely 

free (.!u�hllLa booklet or umple)-and 
want requests·for it inquantlty..i'e.a. 
ture it right ill your headline, 

9S. Grlalast GoId..Mln. of EaQ' 
"Tillng50To-M,,/r:e" 

f'l&' Cmmmed '"10 Ooe 81g BOIlkl 
l'crluLl'l yon h�IC a new product (or 

el'cn an old one) and slill.laek 5uffident 
accurate data as 10 which, spt.;iIiIilUy, 
Hl'C tlteIlrOnge<t lingle selling.appcab 
lo featul'e inyour adl'ct,tising, 

In thatalile,iti,oEien gooo5tralegy 
10 "merchandile" the DlulU·purpo;se 
�roverlge" of your product all thor· 
oughly as 'au an. By doiug so, JOu 
avoid tile ri'k of laying too mnch 1ttes5 
upon any specific appeal whim may 
proveweak orineJ(ectllal.And,by"ex. 
posing" IMD1 of your product', uses 
andmivantagts,you at least enable 
your reader to know what they are-IO 
that be can judgc,for bjmsclllhe one5 
which appeal.m05ltoblm. 

P6.$ao,oOOINPRIZESI 
Help U, Find ,lie N!lme 
far these New Kil,IIen.1 

NO,review of guod �eaillines could 
be COIlIidcred even fair!yrcprelentative 
unlcmithltlllded aucKltmpleqf one 
ieaturingal'rlzeConte.!LOfrouLle,it 
lint boldly displ�)'!l how much Dleney 

97:' NOWI OWn 'lorlda knd This 
EoQ'Woy • • •  

$10 Down on.d $IOA Monlh 
This one al!o represents a comrnonIy' 

used hudline oft'u: EalyTenus-and 
mnwfI it ior�inlly and peMllUlively. 

98. rcrJr.Any301fht!JIKllchen 
AppllanClI-Fo,'O nfy$US 

/Valllil Up To $15,45) 
TIl e familiar· Reduced Pric� Offu 

which we IlOO in 10 Illany ditierolltand 
alluring fonnl, 

99: SAVE 20_0n 2 Can. of 
CrtlllharrySallCl_Limlted Offer 
An example oc the ever'popular Cou· 

pon.Rcdcmpti� O[er, "Limited Of· 
fer:" to incL'l!1IIIe relpouse. (5OLnetiutes 
an2ctLLlLl expitation-datc il3tated,to 
.putquickcr aclion,) 

100. ONE PLACE.smING FRS. 
for fr.ry rll,.. You Juri 

Antillll,bot by no means IellLt, the 
ubiquitoni Free Olfer headline. Tbe 
rulcsapeciIy (lILeempliliMhere)lhlt 
when lomethiug mult al50be baught, 
Ibis requirem.ent mUlt be dilplaycd. 
with sufficient prominence. 

SO NOW WE'vE 

I"'plJrlanoo 01 Your Firtl 
PurtWflph 

Your 6rst paragraph can, hi ilse/). 
determine whelltfr or nOI the reader 
will rontinue reading yo�r ad. Brie/ly 
iI.;lted,it.h""ld: 
• follow through Wilh the id9. u. 

prcsiiedin lhemaitl headline-whicb 
i,the idea which attucLed the n:ado 
cr in tbe flut pIal>: 

• hc short, with Iluitk CiI!)'-Io.rcad 
5etltcn� 

,slm immcll�llely to carry oUtlhe 
"reward for rc�dillg" promise.matltl 
In)our headline.Cllmprenintothll 
P,arnllfaph a lew of the 1n�jor ado 
vantages of your produet. Don'C 

clUller it up with minordlliml. 
Thil; first paragraph is lISuaUy the 

mOlt difficult to write. And it olttlr. 
happenl toatlL'Liting your tint few 
paragraplu has 5impll' bcen a warm·up 
cxcrcillC,So}'Ou discard thoiiCandltlrt 
the ad with)'our next one. .$iJ �:t::$;:: (and )�U :'�7����t': '

a�oLLt tlmeJ) 
more strldes�cov. remember tiLa! it l!I vitat that)our 6rst 
er a little of the 'paralPapb/IQ/dthc intcte!t1I'o'hlch your 

I ground about �ul1- headline hal aro11'OO. It i. eS&Cntw 
headS311dlhe\'cty to tbe luOC('!.ful ar.complishmmt of 
litlt paraglaph of your �tire OIJjcdh'�, For the '"ugn 

-��� YOllf body ropy, �our copy can hold the inlet'est of the • 
.... � Both of thele grealest n,umber oE readers,th�like\ier 

1IIIbjeeulbould be dlscW:!oo/lere be. you are to induce m6Te' of thl9ll co ac:t. 

the meretriclow-and,if challenged, ...-______ ....,.. _______________ , 
can proR it with ordm, The "We" 
angleavoids the accnlliltory"You," 

90. A Wonderfr,uwoYeartrrfp 
AI FilII Pay-buf o",y melt with 

imallj�a"Dn call ,,,kelt 
Tbl,ad about a ronnie for busine51 

men ,oa5 rephted again and again, for 
"period of 7 yem, in a lOllg Ult of 
mapzineJ,lI offeTl it worthwbile "re
,ward for reading"-with an intriguing 

. cha\lcuge inill�rond line, 
91. 'WIKII fvs'VbodV Ollg�f 10 Know 

•• • Abou,Th1.SfocklllldBond • B�dnli" 
The headline of 

a full·page newi' 
paper ad crammed 
solid with lDIall ... im 
type-and nary a 
lingl� picturel It 
drelv 5000 replica 
'vhen fint pub • 
li.ilied:lwlim:e ap . 
p e a r e d  ill m o r e  
than l50ncw,pa' 

pent.,P�i!cd helpfol inEonnationcif 
interest to a lary: !U1dience. The ad Wal 
run by a big iLWClltment hOClle. 

92. Monel' Senting BargaIn Fram 
A/II.nm'. O k/elf DI"mDnd DluDllnt 

HOll" 
.,Of rou� the "batgllin appW":l! ! 
i[Jre-6re .... "nd thishl'ld!inellagood ::�p1e of .'traight��t1I'ard pmenta· 

This 15 About US ••• But May Interest You 
T

HIS ie the age of speclalUition ... and 
Cor 30 yean wtduve been IpecialiBli. 

We are an advertising agency spec:ializ. 
ing :in the preparatiOll oC oouponed ad. 
vertisements· whoee p��l)01e ,j. to pro
duce an immediate �pIt soing dir8t!dy 
tQthsadvertl$erh�ll· ., 

The quantity and qu.pj!y or this re
spome is vital to ollf�ienti;.i:�gardl.eu 
of whether it be [olloWed., up by their 
salesmen orby&ale,� � 

An agency apeeiaIizingih'sueh '14ver
tising must prove. day aCter day,; thai ,it 
is �oing a goo� j?b; Its clienis key'�. 

advertiBement and keep records of the 
relpon&e which each produee8. If theae 
records demoll8lrate the ability of the 
ageneyitaclientsmay retainitfor yean. 
If not, tho reIatiOliship isobvionely likely 
to be shOrt-lived. 

It ia, significant, thereCore, tbat our 
clienta have expended more tllan 77 mil· 
lion doI� ,for BUch advertising; that 
lome or them ere the 1lllge8i: and heat 
known advertiser. in thcir fields; and 
that. many or 'them have been with us 
since the Coundation of this agency thirty 
yemago. 

SCHWAB AND BEAnY, INC., Adv.rtising 
488 Madison Avenue' New York City 22 

RADIO and TELlVISION DlPARTMlN1'. 510'MADlSON,AVENUI 

MIlllbu:e/.dmcrlcu.d:"o�IGIfeIlQI.ull«;ium • .d.e1lCleI 


