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PREFACE

This book is written for the progressive
salesman, advertiser, sales correspondent—
for every one who is engaged in influencing
men to buy. It does not deal with the tech-
nique of selling; each form of selling has its
own technique which must be separately ac-
quired. Rather it deals with principles. It
recognizes that certain elements are common
to all forms of selling. These elements are
certain occurrences within the mind of the
buyer. Whether directed by word of mouth,
by pen or by picture, the mind must perforce
pass through certain stages en route to the act
of purchase. It is to describe these mental
processes that the book is written.

Such a work must necessarily deal with
profound psychological questions. Such men-
tal processes as attention, interest, desire,
and confidence require voluminous treatment
in the literature of theoretical psychology.
The author has endeavored in this presenta-
tion, however, to rob them of their forbidding
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vi PREFACE

dryness by stripping away technical terms
and substituting words of current business
usage.

Two outstanding ideals have governed the
preparation of the work: (1) To show the
reader how to takz the psychological point of
view toward the business of selling; (2) to
teach that in investigating the sale psycho-
logically we must employ the methods of
scientific measurement. By repetition and ex-
ample the author has emphasized these two
ideals. If he shall have made them clear he
will have accomplished his chief aim whether
he teaches a great amount of psychological
fact or not.

The psychologist-reader will discern a
studied avoidance of the spiritistic conception
of mind. The mind is here conceived as an
organic unity. Though exposition of this
point of view is withheld, as unseemly in a
book of this kind, still the phraseology will
be found to fit it, without at the same time
affrighting the non-psychological reader un-
familiar with the controversies about the
mind-body relation. This avoidance of meta-
physical disputations is further helped by the
consistent emphasis upon the buyer’s be-
havior. Objective descriptions are largely
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used. And since our objective psychological
nomenclature is not cluttered with spiritistic
connotations, the aim of being scientific and
at the same time understandable is more easily
achieved.

Grateful acknowledgments are due to J. B.
Lippincott Company for permission to use
certain passages and cuts from the author’s
“Manual for the Study of the Psychology of
Advertising and Selling,” with which this
may be used as a text; to the editor of The
Scientific Monthly for permission to reprint
portions of Chapter XIII; to the editor of
Western Advertising for permission to re-
print portions of Chapter V; to Professor
W. F. Book for reading the manuscript and
making helpful suggestions; and to the many
students at The University of Chicago and
at Indiana University, who by their keen
interest and their scientific zeal have stimu-
lated the author to prosecute his quest towards
a scientific approach to the mind of the buyer.

H. D. K.
June, 1921.
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CHAPTER ONE
THE STREAM OF THOUGHT IN THE SALE

Successful selling demands psychological point
of view. A sale is an interaction between two
people who are exchanging economic goods.
This interaction consists of a series of changes
occurring in both buyer and seller. The lat-
ter makes certain moves which call forth re-
sponsive movements from the former.

The moves made by the seller may consist
of various things: display of goods; verbal
descriptions; pictures; even the proffer of a
friendly cigar. The responses of the buyer
may be equally variable: entering a store for
a box of candy displayed in the window;
reaching into the pocket for a coin; sending
for a catalog; dispatching a written order.

In the light of such variable conditions we
must recognize as forms of selling: adver-
tising, window display, sales correspondence,
and personal salesmanship. Although each
of these modes of selling has its peculiar

problems and methods, all have one aim in
3



4 THE MIND OF THE BUYER

common—to influence the mind of the buyer.
Any seller, then, who wishes to be successful,
must study the mind of the buyer—in other
words, must take the psychological point of
view.

The mind a stream. In discussing the
mind of the buyer we may profitably use
James’s figure of speech and picture it as a
stream, consisting of the sum-total of mental
processes going on within the individual:
ideas, sensations, feelings, volitions and ac-
tions. There are two characteristics of the
stream which deserve special notice:

Characteristics of the mental stream.

1. The mind never stands still. It is in
constant motion. The thoughts of one mo-
ment are quickly replaced by others. The
mind of the buyer in a sale consists of a pro-
cession of sensations, feelings, and willings.
From the beginning to the conclusion of the
sale these flow along like a stream.

2. The mind is complex. It is not a simple
thing that we are dealing with, but an organ-
ism of many qualities and powers. It will
be our task in this book to describe this
stream; to slow it up and examine its con-
tents. We shall analyze it in two directions—
longitudinally and cross-sectionally. In the
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first case we shall divide it into several rather
well-defined stages, each of which we shall
study separately. In the second, we shall cut
cross-sections at critical points and examine
the contents minutely under our psychological
microscope.

The stages in a sale. The mental stream of
the buyer may be divided into six stages:

I Attention
II Interest
III Desire
IV Confidence
V Decision and Action
VI Satisfaction

Stage 1 11 111 v A\ VI

Fie. 1. The stream of thought in a sale.

(Reproduced by kind permission of J B. Lippincott Company, from the
author’s ‘“Manual for the Study of the Psychology of Advertising
and Selling.”)

The order just mentioned may not be
strictly adhered to in every sale. For in-
stance, confidlence may precede desire and
even interest; interest may come simultane-
ously with attention. Generally speaking,
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however, the order given above will truly
represent conditions, especially in the initial
purchase of an article.

We should also recognize the fact that the
stages are not necessarily equal in length.
The initial pulse of attention may last but a
moment before merging into interest. Inter-
est may then endure for an hour. Moreover
a single stage may vary in length under dif-
ferent circumstances. Interest may endure
for a minute, an hour, a day or a year.

Cross-sectional analysis of the stream. Though
we shall regard the mind as an ever-flowing
stream, still we shall occasionally be obliged
to act as though we could stop it. At im-
portant stages we shall retard it and take
cross-sections of it. Were we to represent
these diagramatically we should use a circle
similar to that of Figure 2, and represent the
sensations, ideas, and feelings of the buyer
by symbolic designs. We should bear in
mind throughout that this procedure is really
an artificial one. Strictly speaking we can-
not stop the mind in its flow and make detailed
pictures of its contents. Nevertheless we shall
employ this method as far as possible, being
justified by the facts thus obtainable and the
clearness of analysis thus made possible.
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Other points of view. In taking the psycho-
logical point of view we do not mean to imply
that the only problems in selling are those
of a psychological nature. Particularly im-
portant are those of an ethical and economic
nature. And before proceeding with our

Fie. 2. Cross-section of stream of thought.

(Reproduced by kind permission of J. B. Lippincott Company, from the
author’s ‘“Manual for the Study of the Psychology of Advertising
and Selling.”)

psychological descripivions we should observe
the relations between these several points of
view.

When we regard a sale from the ethical
point of view we stress the rightness or wrong-
ness of the transaction. We ask: Is this
practice right? Are the goods being sold at
a fair price? Are they being sold with a
consideration for the rights of competitors?
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The ethical side of selling is exceedingly im-
portant from the standpoint of the welfare of
society. And it is gratifying to note that the
standards of ethics in the business world are
rising. We shall present some evidence for
this in a later section of the book (page 192).

When we regard a sale from the economic
point of view we ask such questions as these:
What are the sources of the commodity under
consideration? What agencies are required
to bring it from source to buyer? What are
the separate elements that enter in to de-
termine the price? It is needless to enumerate
more questions. KEvery business man formu-
lates scores of them daily; for whether one
neglects other points of view or not, one is
bound to consider the economic point of view.

Important as are these two aspects of the
sale we shall not stress them in this book.
We shall assume that no reader will under-
take any practice which is not ethically justi-
fied. And we shall assume that the profes-
sional economists will take care of the
economic issues involved. So we shall con-
centrate our attention upon the psychological
aspects.

In undertaking to psychologize about the
conduct of the buyer, let it be understood that
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we purpose to catalogue the sensations, ideas
and feelings animating him and to discover
the springs of his action. This purpose is
inherent in the very definition of psychology,
“the science which aims to describe and ex-
plain the conduct of living creatures.” What
distinguishes our point of view, then, from
others, is that we seek merely to give a com-
plete description and explanation of the
buyer's conduct, and explain how to manipu-
late it.

Old and new conceptions of psychology. In
adopting this conception of psychology we
should mark it off clearly from the conception
held by some people. IFor the most part the
public regards psychology as something mys-
terious and occult—a matter for hypnotism
and clairvoyance, a kind of divining-rod,
a mesmeric potion, or weird incantation by
means of which a seller may cast a spell over
a buyer and compel him to purchase.

This bizarre superstition regarding psy-
chology is very deep-rooted. It dates back
many centuries, even to the time of Aristotle
(384-22 B. ¢.) who wrote the first psychologi-
cal text-book. Aristotle defined psychology
ag the “science of the soul.” He regarded the
soul as that part of man which thinks, feels,
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and wills; and he sought to determine whence
it came and where it went after death.

Aristotle’s kind of psychology endured for
many hundreds of years, in fact, until the
seventeenth century. About this time Locke,
Hume and others began to assert: Though we
have been trying for centuries to discover the
nature, origin and source of the soul, we have
not succeeded. Let us, then, abandon these
questions and relegate them to the realm of
things beyond our ken. Instead let us ob-
serve the events that occur during the lifetime
of an individual. In other words, let us con-
sider the mind only as it relates to man’s
bodily conduct.

This advice was heeded and psychology
came to be defined as the “science of mind”
or “consciousness.” This definition endures
at the present time, colored in the popular
mind by relics of Aristotle’s mysticism.

Since the middle of the nineteenth century
another conception of psychology has arisen.
During the nineteenth century the physical
sciences—physics and chemistry—developed
greatly; and the biological sciences—botany,
zodlogy, and physiology—arose. Under the
influence of these developments, psychology
began to change in subject-matter and method.
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(1) The influence of bodily conditions upon
the mind came to be more clearly recognized;
and (2) the methods used in the other rapidly-
developing sciences were timidly applied.
Many of these methods worked, particularly
those used in the investigation of animal be-
havior. As a result, psychology came to be
defined as the “science of consciousness and
behavior.” (Some extremists have gone so
far as to leave out the word consciousness and
call it the “science of behavior.”) This defini-
tion, though not vitally objectionable to most
psychologists of to-day, nevertheless carries
some undesirable implications. Accordingly
we shall adopt a slightly different wording:
“the science which aims to describe and ex-
plain the conduct of living creatures.”

After this brief historical résumé the reader
may understand why in the popular mind
psychology continues to be identified with
mystical, abstract, and ethereal things. He
may also see that the real progress of the
science has been away from mysticism; that
to-day it is just as matter-of fact and “earthly”
as the sciences of physics, geography, and
astronomy. This kinship with the other
gciences will be shown more clearly in our
next paragraph where we shall discuss the
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method of psychology and show that it is
identical with that employed by other sciences.

Scientific method—experiment. In describ-
ing and explaining the actions of the buyer,
psychology employs the method common to
all sciences—experiment. The procedure of
an experiment may be described as follows:

1. To obscrve the phenomenon under con-
sideration. To observe systematically, not
spasmodically or sporadically. TIndeed, to be
thoroughly scientific we must make our ob-
servations under carefully controlled condi-
tions—usually in the laboratory where we can
control them more easily than in the hurly-
burly of everyday life. By “control” we mean
to arrange conditions so that we may repeat
our observations (for in making scientific
measurements we cannot rely upon merely
one observation) ; watch one faclor at a time;
and change conditions at will. In brief, an
experiment is “a series of observations which
can be repeated, isolated and varied.”

2. We must rccord our measures. We
must use great care in doing this; describing
exactly the conditions under which we per-
form our experiment, so that another experi-
menter working under the same conditions
may secure similar results. We record our
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results, be it understood, in mathematical
terms. Accordingly a very important part
of our records will be figures.

3. Our next step is to tabulate these fig-
ures in orderly array, then to summarize them
in a concise form so that they may be readily
perceived.

4. On the basis of the results secured we
draw conclusions.

In order to illustrate this procedure we
shall give an experiment which is sometimes
performed in the psychological laboratory:

A4 PSYCHOLOGICAL EXPERIMENT

(Adapted from C. H. Judd, “Laboratory Manual of
Psychology” by kind permission of Ginn & Co.)

Hold page 15 directly in front of the eyes at a distanca
of about twenty inches. Though these two lines are equa\
length (10 centimeters —4 inches), the horizontal line ap.
pcars to be shorter than the vertical one. There is =
psychological fact at the bottom of this: namely, that tne
apparent length of a line depends to some degree upon its
position. This much is evident from casual observation.
But to have a scientific statement of the fact we must state
how mauch effect is produced by changing the line from
the horizontal to the vertical position. We must measure
the effect and state it in mathematical terms.

In order to do this, cover the vertical line with a piece
of plain paper, setting the page up in front of the eyes at
a distance of twenty inches. Then, using the horizontal
line as a standard, draw on a piece of plain paper, a vertical
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line which appears to you to equal the horizontai line.
(Do not try to make allowance for the discrepancy which
you now know exists.)

If you measure the line you have just drawn you will
probably find that it is less than four inches; thus showing
that you judged the line longer when in the vertical posi-
tion, than in the horizontal. And you can state how much
longer you judged it by subtracting the length of your
copied line from the length of the standard. But this single
observation is not sufficient to permit a scientific conclusion.
In scientific investigation a single observation is seldom relied
upon. You must make more measures. Cover up the line
you just drew and draw another; cover it up and draw
successive lines, covering each line as soon as drawn, until
you have drawn ten.

Now measure all the lines and record the lengths; add
them and find the average. Your series of measures will
resemble the series below, showing the lengths of lines drawn
by another experimenter under these same conditions. The
measures are stated in centimeters. With a horizontal line
of ten centimeters (four inches) as a standard the vertical
line was drawn ten times with the following lengths:

8.6
8.2
8.1
8.7 The average shows a difference of 1.67
8.4 centimeters between the horizontal standard
8.6 and the vertical copies. This gives us sound
8.2 basis for concluding that under the condi-
8.1 tions of the experiment, the apparent length
8.2 of a line changes from 10 centimeters to
8.2 8.33 centimeters when the line is changed
from horizontal to vertical.
10)83.3

8.33
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This was a typical psychological experiment, conforming
to our formulation above.

a. We made an observation, surrounding it with all the
care possible.

b. We repcated the observation, being careful to maintain
conditions unchanged. And our measures were fairly con-
sistent. By following our procedure another experimenter
will sccure practically the same results.

c. We arranged conditions so that we might observe
merely one factor about the line—the effect of positicn upon
apparent length. We isolated that factor, disregarding ef-
fect of position upon apparent thickness, brightness, etc.

d. Again we arranged conditions so that had we wished
we might have varied our observations, slanting the line first
at thirty degrees, then at sixty.

o. Lastly, we measured the effects and stated our con-
clusion in quantitative terms.

Three forms of scientific method. We may
apply the experimental (scientific) methoil
to problems of selling in three forms:

1. “Statistical investigation of returns.”
We may arrange conditions in a selling cam-
paign so that the returns may be measured.
By successive trials of different methods and
comparisons between returns, we may deter-
mine which method is the most effective.
Good examples of this in the field of advertis-
ing are furnished by Shryer.

This scientific “investigation of returns,”
however desirable it may be, is many times
not feasible. The returns from many sales-
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mediums, such as bill-boards and car-cards,
are not measurable. Moreover, the compon-
ents of a selling campaign are so numerous
and various that it is difficult to isolate the
geveral items and ascertain what part of the
returns is due to each. Finally, the method
is bound to be attended by some waste of effort
and money. Altogether despite its advantage
of certainty of information the method can-
not be cmployed alone and in wholesale
fashion.

2. “Laboratory method.” A substitute for
the above has been proposed in the laboratory
method, according to which conditions are
arranged as nearly as possible like the con-
ditions of the market ; persons are chosen typi-
cal of the prospective buyers of the com-
modity; and measures are obtained of their
reactions. In this manner various sales de-
vices may be tried out before being used on
a large scale. This method seems to promise
good results and undoubtedly may throw light
upon many problems of selling, particularly
in the preparation of sales appeals through
the printed page. Suppose that we are laying
out an advertisement, and wish to know
whether upper-case type (capitals) or lower-
case type (small letters) will make the more
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legible headline. To investigate this we
might enter the psychological laboratory, ex-
pose sample headlines through an instrument
called the tachistoscope; measure the speed
with which a number of persons can perceive
the headlines in the two kinds of type; tabu-
late our results; collate them; and conclude
which type is the more legible. Many ap-
plications of this form of scientific method are
described in the several books on the Psy-
chology of Advertising. We may confidently
affirm that the method has demonstrated its
adaptability to the solution of a number of
problems of selling. With certain problems,
however, it can hardly be used effectively,
owing in part to an inevitable artificiality of
the laboratory atmosphere.

3. But we have not exhausted the possi-
bilities of scientific method in the investiga-
tion of problems of selling. In case neither
of the above two methods is adaptable, or in
case we wish to corroborate our findings by
other kinds of information, we may secure
light from still another direction. Our aim,
be it remembered, is to discover with scientific
accuracy the most effective way to do a thing
before we proceed to do it. If we cannot ac-
complish this in the market or in the labora-
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tory, we may appeal to the experience of
other sellers who have faced our problem;
and by observing their solutions, we may
govern our procedure.

ITow discover their experiences? To ask
them would evoke contradictions and opinions
of different degrees of reliability. Further-
more, since we seek scientific formulations
of our facts we must have figures instead of
opinions. How shall we reduce the experi-
ences of sellers to numerical terms?

The answer is, Use the “historical method.”
Investigate the practices of the sellers of the
past and observe the ways in which they
solved the problems that confront us.

For example, in answering “historically”
the question propounded above: Is it in gen-
cral more profitable to use upper-case or
lower-case type in headlines?, one would go
to the files of newspapers and magazines for
many years back, and ascertain the percentage
of headlines in small letters. An investigation
of this mature by the author disclosed the
fact that advertisers have been using with
increasing frequency lower-case headlines.
Whereas in 1905 sixty-three per cent of the
headlines in full-page advertisements in the
Literary Digest were in lower-case type, in
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1920 the number had increased to seventy-six
per cent. (See TIig. 4.)

Another illustration of the “historical”
method: A number of firms desired to deter-
mine the best method of selecting salesmen.

%

80}

60— o | 1 1 1
1905 1910 1915 1920

Fie. 4. Showing the increase in the use of lower-case
type for headlines between 1905 and 1920.

They formed a coiperative bureau which
examined the practices of all the firms; tabu-
lated them and combined the results, embody-
ing them into a system by which all might
select their salesmen.

In employing the “historical” method we
make use of several assumptions:
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a. The practices which have persisted over
a period of years have probably been of value.
We infer either that those firms which did
not follow these practices did not make enough
money to enable them to continue to adver-
tise; or that those which did continue to
advertise, discovered the difference between
valueless and valuable practices and adopted
the latter.

We must not assume that sellers made these
changes as a result of conscious discoveries.
They worked mainly by trial and error. As
indicated in Figure 4, they discovered the
usefulness of lower-case type in headlines only
after a long-extended period of experimenta-
tion.

We may regard modern selling practices,
then, as products of unconscious evolution.
In the struggle for existence in the world of
publicity, certain features have survived be-
cause of certain psychological elements of
strength and fitness. They exemplify a sort
of economic “survival of the fittest.”

b. A second assumption we make in
utilizing the “historical” method is that if
sellers had studied the practices of their pre-
decessors they might have avoided some errors
and might have eliminated much wastage.
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And we assume that by surveying the prac-
tices of the past and by discovering which ones
have survived and which have failed, we may
modify our practices and find a shorter and
more economical road to business success.

We repeat that we are not proposing the
historical method as a formula for the solu-
tion of all selling problems. We advocate it
merely as one form of scientific investigation
which will permit us to supplement and cor-
roborate information secured by other means.

Indeed we cannot regard either one of these
methods as sufficient for the approach to sell-
ing problems. At best each throws only a bit
of light upon the entire situation. One
method may be better adapted to one type of
problem than is another method. And one
may be more adaptable to one type of problem
than to another type. In most cases probably
two or all three of the methods will be found
ugeful ; each one supplementing the results
secured through the others.

After this discussion of the history and
methods of psychology, the reader will see
that modern psychology has no hint of hocus-
pocus in its procedure; that it is far from
being the mesmeric game of popular fancy.
Rather that it is a serious matter of labora-
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tory apparatus, statistical tables and graphs.
Instead of donning the crescent-decorated
robe of the clairvoyant, the psychologist rolls
up his shirt-sleeves and enters the advertising-
copy room, the factory, the market—any place
where human conduct may be found—with a
glide-rule under his arm.

As we enter upon the psychological study of
the sale we shall adhere as rigidly as possible
to the method of science. We shall avoid
the vague and easy formulations of arm-chair
psychology, and endeavor to make no state-
ment which cannot be supported by facts se-
cured through experimental research. Where
we lack such information we shall attempt
to outline the steps by which it may be se-
cured. Wherever we give opinion we shall
label it as such. Though this may prevent
us from making downright, dogmatic state-
ments regarding certain points that some
readers would like to have settled; still it
will testify to our ardor for truth, and will
impress upon the reader the chief message of
the book: namely, that the psychology of sell-
ing must be developed according to the rigid
methods of experiment.

‘‘Rule of thumb’’ versus scientific psychology.
After we have followed the hard and fast
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procedure of scientific method in solving a
problem, we can conclude: “I know.” The
aim of science is to give positive knowledge
(the word science is derived from the Latin
scientia, knowledge) and it is this quality,
and others which we shall enumerate, that
differentiate scientific business psychology
from the unscientific psychology of most
business men. For we must admit that suc-
cessful business men use a form of psychology.
They describe and explain human conduct,
sometimes in a very effective manner. In
what respects is their psychology different
from the scientific brand?

1. It is individual. Though valuable as
far as it goes, it is limited by the bounds of
one person’s experience. It is, therefore, not
representative of all possible gituations.
Scientific psychology, however, is based upon
a large (theoretically infinite) number of ex-
periences drawn from all sources.

2. Rule of thumb psychology is particular.
The devices which it teaches are applicable
only to situations which one man has met.
The findings of scientific psychology, however,
are general in their application.

3. Rule of thumb psychology comes with
long, painful and costly experience. On the
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contrary, scientific psychology as taught in
universities and colleges is learned much
more easily. The business man acknowledges
this by sending his son to college.

4. Again, rule of thumb psychology is un-
gystematic and unordered; while scientific
psychology is systematic and orderly.

5. Finally, the statements of unscientific
psychology are at best inaccurate. Though
they may be near to the truth they are not
exact. Scientific psychology states its facts
with mathematical precision.

Summary. In this introductory chapter we
have shown what we mean by the psychologi-
cal methods of selling. We have pictured the
mind of the buyer as a stream which we shall
describe to the best of our ability. We shall
first mark off six stages. Then we shall cut
cross-sections at various points and examine
the contents of the mind in detail. In mak-
ing this examination we repudiate the use of
necromancy or mysticism of any sort, and
commit ourselves to the strict application of
scientific method. Thus we shall abandon the
old rule-of-thumb methods and accept only
proven facts as our guides in conducting the
business of selling.






STAGE ONE—ATTENTION






CHAPTER TWO
IMPORTANT FACTORS IN ATTRACTING ATTENTION

The nature of attention. In the preceding
chapter we likened the mind of the buyer to
a stream constantly in motion and highly
complicated. We formulated our purpose: to
describe and explain the stream in its flow.
The method: to cut cross-sections at various
important stages and to analyze them under
our psychological microscope.

The first stage that we shall analyze is at-
tention. To secure the attention of the buyer
is the seller’s first task. It is often fraught
with difficulty. For the buyer’s mental
stream is flowing along placidly, charged with
thoughts relating to his personal affairs. The
seller, who brings forward a new article,
foreign, perhaps, to these affairs, is bound
to encounter some difficulty in thrusting it
into the stream. His task is more difficult
from the fact that he must place his com-
modity not merely at the edge of the stream

where it may remain practically unnoticed.
29
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He must thrust it, as it were, completely into
the middle of the stream. Only thus can he
secure for it a high degree of attention.

The ease with which the seller may do this
depends partly upon the rate of flow of the
stream and partly upon the contents of it.
Sometimes the current flows sluggishly, as
when the buyer sits without occupation in a
street-car and casts his eyes carelessly from
one advertising card to another. On such oc-
casions it is eagy for the geller to enter the
stream.

At other times the mind flows with torren-
tial vehemence, as when the buyer is consum-
mating a deal on the floor of the stock ex-
change or watching an exciting ball game.
Under such circumstances it is difficult to
inject a new object into the center of attention.

Further difficulty is encountered if the con-
tents of the mind are quite foreign to the com-
modity under consideration. Under such
circumstances the seller is obliged to prepare
the mind beforehand—an operation about
which we shall talk in detail in later chapters.

Whatever the difficulties may be, the seller
must make a start by attracting the atten-
tion. Hence we shall consider some devices
by means of which to claim it. No single rule
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can be laid down applicable to all rates of
flow, all commodities and all sales mediums.
Nevertheless there are certain factors which
are usually effective.

Intensity. The first is intensity. (By in-
tense we mean ‘“strong.”) Normally the mind
is very sensitive to strong stimuli: bright
lights, loud noises, strong odors, severe pres-
sures, extreme temperatures, intense pains.

We shall more clearly understand the force
inherent in intensity if we inquire its origin
and rationale. When we consider man his-
torically we must regard him as the inheritor
of various traits from past generations. For
many generations his forbears have been sub-
jected to certain environmental conditions.
To those that jeopardized their welfare they
gave quick attention: for example, to bright
lights which might put out the eyes; to loud
sounds which might split the ear-drums. The
individuals who failed to take notice of such
things were injured or killed. Since to attend
to intense things has tended to prolong life,
then, the habit has become ingrained within
the members of the human species as an in-
eradicable trait.

Many other traits of the buyer may be thus
accounted for on an hereditary basis. We
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ghall devote an entire chapter to them at a
later stage. For the present we shall pass
them by, merely noting the excellent reason
why certain kinds of objects readily attract
the attention.

This gives us a hint as to the method of
arresting and penetrating the mental stream
of the buyer: Choose a stimulus stronger
than the other objects round about him. In
olden times the town crier used a bell ; the fish-
monger, a horn. To-day the advertiser uses
shrieking bill boards. The salesman who de-
pends upon personal contact rarely uses in-
tensity in attracting the attention of his
prospective customer; probably because of its
frequent rudeness and vulgarity. If he can
devise some elegant and inoffensive way,
however, of utilizing it, he will highly aug-
ment his chances of securing favorable atten-
tion.

Extensity. The second factor is extensity,
by which we mean size, bhigness, magnitude.
The mind is very susceptible to the influence
of bigness. In its rapid flow it may neglect
the small objects seeking shelter in its midst,
and shove them unheedingly to one side. But
it can hardly do so to the big ones. An auto-
ist bowling along a country road can scarcely
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ignore a monstrous bill board looming up at
a turn in the road. A pedestrian strolling up
Broadway cannot easily ignore the hugest of
the signs piercing the sky.

Besides this impulsion due to the brutality
of the assault upon the senses, magnitude
has still another effect. It makes us read
into the object so glaringly displayed quali-
ties of superiority which it does not possess.
We tend to associate superiority in size with
superiority in quality. We tend to judge the
man with the largest diamond or automobile
as the richest one. Americans as a people are
almost obsessed by the idea of immensity.
They regard it practically as a virtue in itself.
The typical American city boasts of its vast
area, sidewalk mileage, even the amount of
its debt for public improvements.

There is another psychological effect inher-
ent in magnitude. Whenever we see a thing
that is relatively large, we tend to judge it
larger than it really is. We exaggerate the
size of things above their actual dimensions.
In telling about a large diamond we report
that it is “as big as a hen’s egg!”

This habit may appear despicable and un-
worthy, nevertheless it is an integral part of
human nature and must be taken into account
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by one who wishes to influence the human
mind. Probably we should regard it as ex-
plainable by the same principle we used in
explaining man’s affinity for intensity: as a
racial habit (perhaps instinct) wrought dur-
ing the struggle for existence, when man was
obliged to take notice of things larger than
himself in order to escape being overcome by
them.

Whatever be its explanation it offers a live
cue to the seller, and suggests that he may in-
crease his chances of success by operating on
a large scale. The practice of successful
sellers exemplifies this. “Probably no man
in the world has more unqualified belief in
the power of [big] advertising than William
Wrigley, Jr. 1In the twelve years since his
first great national campaign he has spent
more than $20,000,000 to spread his message
in eighteen languages across the civilized
world.” ‘“As a result of one of his huge con-
tracts each of the 62,000 street, subway and
elevated cars in operation in the United States
carries one or more of his cards. Above
Times Square, New York, flashes nightly an
electric sign which costs $104,000 a year.”
“In 1915 he collected every telephone direc-
tory in the country and mailed four sample
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sticks of his gum to the 1,500,000 listed sub-
scribers. Ie duplicated this campaign in
1919, this time to more than 7,000,000 homes.
His advertising expenditures for the one year
pass the $3,500,000 mark.” ! The tremendous
growth of advertising in general during the
past twenty-five years bears similar evidence
of the attractive power of magnitude in the
form of increasing use of extensive space.
An investigation conducted by the author
showed that the number of full-page advertise-
ments in one periodical increased five-fold
in the decade 1910-19.

Change. Our third proposition is that
change has great value in arresting attention
—change in any sense: in intensity, extensity,
or nature of stimulus. We may test the truth
of this in everyday life by noting that we are
aware that the clock has been ticking, only
after it has stopped.

Movement. One very common form of change
is movement. To it we give certain and
eager response. Though for the most part
unaware of it, we shall find, when we stop to
think, that it bulks importantly in our daily
life. We sit for hours by the ocean, gazing
at nothing but swelling, tossing, jostling

! American Magazine, March, 1920, p. 192.
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waves; we lie on the ground absorbed in the
clouds that float across our vision; we sit be-
fore an open fire fascinated by the ever-dart-
ing flames, almost to the point of hypnotiza-
tion.

How explain this fascination? Probably
largely in terms of inheritance, as we did our
affinity for intensity and extensity. In the
distant days when man’s progenitor stalked
in the jungles, one of the most important
factors in life was movement. The lightest
flutter of a leaf might indicate the presence
of a hidden enemy ; the flicker of a twig might
signify lurking death. As a result our ancestor
was obliged to give close attention to any-
thing that moved. If he had failed he would
have fallen victim one day to the destructive
forces surrounding him. As a result the off-
spring of primitive man manifested intense
interest in moving things. The trait, being
useful in preserving life, became ingrained
within the members of the species and per-
sists to this day.

There is another way of accounting for the
influence of movement. It fits into the very
nature of mentality. The mind is like a
stream, constantly in motion. A moving ob-
ject, then, has a ready chance of securing a
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foothold in the stream. The relationship may
be pictured by imagining two platforms, one
(the mind) moving, and the other (the object
of attention) stationary. To step from the
latter to the former requires considerable
effort. If, however, we start the second in
motion in the same direction and at the same
rate as the first, we can make the transition
easily. It is thus that a moving object fits
into the nature of the onward-flowing mental
processes.

In addition to this onward flow of the total
stream there is a form of movement within
the stream itself. IEddies are present, which
keep the contents of the stream oscillating
to and fro. The mind is so constituted t