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TRUTH AS A CONSTITUENT OF ADVERTISING * 

By How^ur) HENDERSON' 

1/ice-President, •. [,f/alter Thompson Company, New. York, N.Y. 

AT ¾ov•t meeting of May 19, 
1948, William L. Hahaway opened 
and closed his excellent analysis. of 
advertising claims with this state- 
ment by the Supreme Court: 

"Advertising as a whole may be 
completely misleading although ev- 
ery sentence separately considered is 
literally true." 

A vivid example of this fact comes 
from the autobiography of P. T. 
Barnum whose fantastic "American 

Museum" flourished here in New 

York during the early eighteen six- 
ties. It was replete with human and 
animal freaks of all kinds, and what 
nature failed to provide, Barnum 
made up himself. With such eye- 
popping wonders, Barnum had a 
problem to get the old customers 
out of his museum in order to make 
room for new customers at 25c a 
head. So at the last of his exhibits 

instead of putting up a sign "This 
Way Out," his sign read "To the 
Egress." Thinking that this was 
some new rare bird, the customers 
piled through the door and found 
themselves out on the street. 

*Presented at the December 8, 1948, 
Meeting of the Society of Cosmetic Chemists 
in New York City. 

Now if you believe that ge. tting 
new customers .fast is the primary 
aim of ::: business, Barnum:s sign. 
"To the Egress" may loo1• like' 
pretty smart advertising. Every 
word in it is literally true. But what 
about those old customers who find 

themselves dumped out into the 
street? Will they come again and 
bring their friends? Or will some- 
thing within them turn sour against 
Barnum and advertising claims in 
general? To come right to the 
point: how important is truthful ad- 
vertising in building the business for 
which each one of you shares re- 
sponsibility? 

In discussing. truth, generalities 
won't do. We know that truth is 

something which "conforms to fact 
or reality." But what do we mean 
by fact or reality? 

Let's consider together this brief 
outline of one man's search for 

truth, a man whom I have known 
intimately for over thirty years. We 
were roommates for a year as un- 
dergraduates and another year in 
the graduate school. He was per- 
petually hungry for facts about 
living things--biology. Every new 
fact which he thought he could re- 
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late with others he would record 

briefly on a card together with its 
source, and he filed these cards in 
shoe boxes piled on his desk for 
ready reference. 

Here is a photograph which I 
took in the laboratory at Boylston 
Hall, Harvard University in May, 
1920, when this man was preparing 
for his doctor's degree in biological 
chemistry. You will understand his 
apparatus far better than I. It was 

set up to establish facts on the effect 
of certain gases on the hemoglobin 
of the blood. I recall that only a 
tiny amount of certain gases was 
enough to distort th_e equilibrium of 
the blood constituents sufficiently to 
cause death of a living creature. 

He emphasized the importance of 
equilibrium in the laws of nature. 
One evening, he took me to the 
home of his professor, and the three 
of us discussed until far into the 

night the laws of the universe. 
These laws seemed to govern every 
fiber of life. We could hope to 
understand them only in part. But 
nothing was of more value than 
those few shreds of truth which we 

might learn. Yet no price in money 
could ever be put upon such truth. 

As professional men and women, 
you clearly understand and share 
this high regard for truth. In- 
deed, you participate every day in 
the search for new facts to add to the 

storehouse of truth. That is why 
you are so valuable to your respec- 
tive companies. But how does this 
regard for truth apply to the ad- 
vertising of the companies you rep- 
resent ? 

If we try to answer by examples 
from current advertising, we shall, 
in effect, be taking re-sections of 
living skin from our associates to 
study under the microscope. That 
might cause pain and leave scars. 

Instead, let's get a longer per- 
spective and examine specimens of 
advertising from the cadaver of 
American business fifty or sixty 
years ago. You can then conapare 
these specimens with impressions of 
current advertising in your own 
mind and draw your own conclu- 
sions. I collected these specimens of 
old advertising from periodicals in 
second-hand bookstores in Cin- 

cinnati over a period of about ten 
years. One prize exhibit I found 
covered with coal dust near the 

furnace of a dark basement. 

This alluring advertisement is 
from the old Life magazine, Decem- 
ber 30, 1886. I quote from the 
text: 

"A clear and fresh complex!on 
is insured to every one using 
Dr. Campbell's drsenic Complexion 
Wafers. 

"The only real beautifier of the 
complexion skin and form. Face 
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ß • A. CLEAR AND FRESH.COMPLEXION 

-,Dr. CamPbell's A.rSenic cOmpleXion Wafers. 
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Lotions, Powder, Enamel, so-called 
'Blood purifiers' etc. etc., are a delu- 
sion and a snare. These wafers are 
specially compounded by an experi- 
enced physician and chemist, per- 
fectly safe if used as directed, and 
magical in effect. Freckles, moth, 
blackheads, pimples, vulgar redness, 
rough, yellow or 'muddy' skins and 
other facial disfigurements are per- 
manently removed, and a deli- 
ciously clear complexion and 'round- 
mg up' of angular forms insured." 

Then, after eloquent testimonials 
including "three thousand letters 
certifying to benefits received" 
comes this "kicker," a striking ex- 
ample of the blending of cosmetic 
with medical claims characteristic 
of the period: 

"For the removal of the above ira- 

and woman. Apply it daily, and a 
splendid head of Hair will be the 
certain and permanent result." 

ESTABLISHED 1801, 

BARRY'S 
TRICOPHEROUS 

perfections, the Wafers were spe- 
cially and exclusively intended, but, marvelous to relate, hundreds of FOR THE HAIR. 
persons so using them have most un- 
expectedly found them to be an ab- 
solute specific in Dyspepsia, Habit- 
ual Constipation, Malaria, Neural- 
gia, Rheumatism, Loss of alppetite, 
Nervousness, Failing Sight, Impaired 
Digestion, Lack Lustre Eyes, Low 
Spirits, I•ant of Fitality, MaLds- 
similarion of Food, Headache, Hay 
Fever, etc. etc., thereby conclusively 
demons(rating the extraordinary 
virtues of arsenic as a remedial 
agent when understandingly and ap- 
propriately administered. None oth- 
ers are reliable or safe. For sale by 
leading druggists." 

In Godo's Lady's Book of January, 
1886, appears this touching picture 

Th0 Oldest and Best in the w0rlfl. 
Will be famous as long as flue ttalr is an 

object of desire lo man anti woman. Apply 
it daily, amt a splendid head of ttair will be 
the certain and permaneut result. 

(From Godo's Lady's Book, yanuary, I886.) 

Well? Here I stand--and you 
ask medis that advertisement true 
or false ? 

On this back cover of Cosmo- 

po)itan for July, 1896, is our old 
friend Ivory Soap, "99"/•00øfo pure. 
'A cold bath is a good tonic and 
nerve bracer.' If Ivory Soap is 
used, it is a beautifier as well." 

A conservative claim then, but 
and copy: immediately below it .appears this ! 

"Barry's. Tricopherous 'For the, ";ans&vory ad,)ertisement: ' 
Hair. The Oldest and Best it• the ' ' ' " 
World. Will be famous as long as "The Greatest Medical Discoy- 
fine hair is an object of desire to man ery of the Age. Kennedy's Medical 

.. 
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IVORY' 
ß SOAP 
999uE 
"A cold bath is a good 

tonic and nerve bracer." 

If' Ivory Soap is used, it is 
a beautifier as well. 

TH! I•H3CT{¾d & OA#kf CO,, C*k'TI. 

'WALTER BAKER & CO., .UU.[TED. 
E•t,lbLI-"hed Doteheifer, • 1:•. 

Breakfast Coa 

RJ•r•ye a•k for Wd•r Biker & 

Breakfast Cocoa 

•RCH•TER. 
bear• their T•,le • 

"[• Belle Cbo*'n•t•" e• ete• •. 

Beware of Imitations. 

The Oreate. st/'iedical Discover S, 
of the 

KENNEDY'S 

MEDICAL DISCOVERY, 
DORALB KENNEDY, of IIQI2URT, I1•, 

Has discovered in, one of our common 
tU.re weeds a remedy that cures every 
d of Humo:', from the worst Scrofula 

down to a common Pimple. 
0. lie has tried it in over eleven hundred 
cas•s, ],,d never failed :.•cei.t lit two cases 
(buth thunder humor). lie has now i, his 
po_•_?•__•on over two huiMred ccrlificales 
OI its value, all wiUiin twemy miles o[ 
Bostoa. Send postal card fur bt,uk. 

A benefit is always exl:eri,•nced frnm 
the first boitle, and a perfect c•:re is war- 
ram•d •hen the right quartlily is taken. 

• Ihe lungs are affe½led it causes 
•J•ootinLg •ins, like needles passing 
through them; the same with the Livo 
or Bowels. Titis is caused by lite ducl:i 
being stopped, '.red always disappears i, a 
week after taking it. Read the label. 

I• the stomac'! is f,,ul or bilious it will 
cause squeamish feelin.K• at first. 

No change of diet ever necessary. Ea! 
the best you caa get, and enough c• IL 
Dose, one laNespo,,n[ul in water at.bed- 
time. Sold bY all Druggists..' 

The n,al•er of any $,oo wheel cnuld •½11 it di- 
rect it, the rider and nl:lke .'1 Rood profit at $50. 

I r,',fit. I,, ,le.,l,.r• ariel 
"THE W[HSLOW" i. a. •--d 

i• a .$ .• wheel for $49 R• ' I)cli• ercd 
•n,I for 

BOSTON WHEEL 

209 D•vonshlre Street 

GET RICH 
GAR TATE'& CO. 

(From Cosmopolitan, yuly, I896.) 
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Discovery. Donkid Kennedy of 
Roxbury, Mass., has discovered in 
one of our common pasture weeds a 
remedy that cures every kind of 
Humor, from the worst Scrofula 
down to a common Pimple." etc. etc. 

The next six slides from the 

Ladies' Home •7ournal, 1885-1890, 
reveal conflicts between advertising 
claims and editorial opinion. 

Editorial: Ladies' Home yournl, 
February, I885: 

COMPLEXION 

HUMBUGGERY 

"The first thing a woman should 
remember when she wants to im- 

prove her complexion is that noth- 
ing rubbed on the skin itself is going 

Editorial: Ladies' Home yournal, 
yune, /885: 

READ ADVERTISEMENTS 

"It will pay as well as interest you 
to look over the various announce- 
ments in our advertising columns. 
•'ou are invited to send for anything 
advertised herein, with the utmost 

jusz masTHE LADIES' HOME JOURNAL 

(• tblt you will • •ly d• wlt• • tbe 

or eyed doGb• idve•meu• 

•G, sideretlon. 
I •D ADVIC• TO •9•AND• 

PY' An exebiogegivel tb•lowlng; •notwait 
t I t• cloud tl gitbering darkey o*er Your fiuau- 

it•. Or •'o trworldl•'g•s for then shecan •e:tree f•.cl 

P lair weather, vhet •le pto•rty IM • testis' vour• 

ß .u .Ill: Ms1,)- • wedded )Mr I•comcs wld,.ly 

ooe• played ß d•tt et ß 
went to do, it to get 

Oqttt {• tht p•uo, and 
tulltit •methlo• to •, 

WhO o•d• all the help 

work I0 oIL [ mlsb [ 
my work la the w•tt, r culu 

trying cIKUmltal)gt'& [•ltl 

ever I su•est•u from 
receive. 

Cao •me of Ihe ladlet 
mike use u{ IIt0c bil• 

left, Ihat I •hnuki love 

hp in, q- thai i mar h.: 
i,•t,., ,I ,i ( w :u, 

confidence that you will be squarely 
dealt with, as The Ladies' Home 
7ournal will not admit swindling or 
even doubtful advertisements under 
any consideration." 

Ardvertisement: Same issue: 

"Mrs. Dr. L. Ki Shaw's Wonderful 
MOTH AND FRECKLE LOTION 

"Removes Freckles, Moth 
Patches, etc., in ten days. 

"Cures Pimples, Black Heads, 
Salt Rheum, and every form of skin 

to help it very materially. The lo- 
tions and 'creams-' and preparations 
of one kind and another which are 
prepared by quacks for 'beautifying' 
the skin are all humbugs, and no 
sensible woman •hould be led into 
buying them. To obtain a beautiful 
skin one must begin and diet prop- 
erly. Butter, fat meat and greasy 
food of every kind must not be 
eaten. Coffee and tea must be 
given up." 

Details of the diet follow. 

disease or a faulty complexion of 
every nature. Removes and pre- 
vents premature Wrinkles; renders 
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the skin extremely youth like. No 
equal in the world. Perfectly harm- 
less. Warranted in all cases. Drug- 
gists •;1." 

Editorial: Ladies' Home yournaI, 
yu/y 1890: 

ARE OUR ADVERTISEMENTS 
SAFE ? 

"We are continually asked if we 
can vouch for the reliability of some 
special advertisement in the J. our- 
hal. In answer to these questions, 
we can only repeat what we have 
said before. Before we insert an ad- 
vertisement in the Journal we al- 
ways exercise special care and pains 
to ascertain that the man, woman or 
firm so advertising is reliable, and is 
financially capable of carrying out 

are reliable, and we base this belief 
on our efforts to print only those of 
clean and honorable firms. We are 

more careful in this respect with 
each number, and now exclude 
everything which even looks doubt- 
ful." 

,4dvertisement: Ladies' Home your- 
naI, December, 1890, Inside Back 
Cover• 

PIMPLES, BLACKHEADS AND 
FLESH WORMS 

"'Medicated Cream' is the only 
known harmless, pleasant and ab- 
solutely sure and infallible cure. It 
positively and effectively removes 
ALL, clean, completely and FOR 
GOOD IN A FEW DAYS ONLY, 
leaving the skin clear and unblem- 

PIMPLES, 

what is offered in the advertisement. 
Where a doubtful report is obtained 
we omit the advertisement. As for 
the reliability of the goods adver- 
tised, or that they are all that is 
claimed for them, we cannot vouch. 
This no periodical can honestly do 
for its readers. Such a claim would 
mean the personal examination of 
every article advertised, and this, 
of course, is impossible with a peri- 
odical of a large business patronage. 
We believe that our advertisements 

ished always. For those who have 
no blotches on the face, it beautifies 
the complexion as nothing else in 
the world can, rendering it CLEAR, 
FAIR and TRANSPARENT, and 
clearing it of all muddiness and 
coarseness. It is a true remedy to 
cure and NOT a paint or powder to 
cover up and hide blemishes. Mailed 
in a plain wrapper for 30 cents in 
stamps, or two for 50 cents., by 
GEORGE N. STODDARD, Drug- 
gist, 1226 Niagara St., Buffalo, 
N.Y." 

Ardvertisment: Same issue, same page 
(inside back cover): 
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ALL COSMETICS 

ARE INJURIOUS 
"THE RUSSIAN COMPLEX- 

ION TREATMENT For speedily 
urifying, clearing and softening the 
acial skin and producing t.he most 

lovely complexion by using the 
RUSSIAN COMPLEXION PAN 
AND SOLVENT. 

"15 minutes fascinating use daily. 
Guaranteed harmless and success- 
ful. Strongly recommended by 

Dr. Charles Park, one of the fore- 
most physicians of Connecticut, on 
account of its healthful effect and 
entire freedom from the danger of 
all cosmetics. Endorsed by the mul- 
titude of Ladies who have tried it." 

From this slugging match in 
print, you can readily see that a 
referee was needed. In 1892 the 

Ladies' Home yourhal itself refused 
to accept any more advertisements 
of patent medicines and waged an 
editorial fight against them. Later, 
a vigorous campaign was fought by 
Good Housekeeping against adul- 
terated foods and medicines through 
the leadership of Dr. Harvey W. 
Wiley. As the Joint Committee of 
the Association of National Ad- 
vertisers and the American Associa- 

tion of Advertising Agencies said 
recently, "The American system 
recognized in the early 1900's that a 
free market had to be policed if it 

were to be kept free... Therefore 
we believed that our government 
should... referee the game but not 
play in it." 

Our exhibits indicate that es- 

tablishing an umpire to enforce the 
rules has made truth a much more 

important constituent of cosmetic 
advertising than it was in the gay 
nineties. And business has been 

good. Since 1914, the first year for 
which industry figures are available, 
the cosmetic business has grown 
from about $40 million to 8680 mil- 
lion, or 17 times. In the same 
period, national advertising has 
increased 13 times. Since these 

sales represent many millions of 
free choice votes in dimes, quarters, 
and dollars, could it be that the 
public favors better cosmetic prod- 
ucts and a larger proportion of truth 
iri advertising? Might they not 
even prefer to take their truth 
straight ? 

We are in this business of making 
and selling cosmeticproducts today- 

.as Mr. Webster says, "fpr imparting 
or improving beauty, particularly 
the beauty of the complexion." 
It is a business increasingly rec- 
ognized as essential 'to our society. 
During World War II it was con- 
sidered a builder of morale. Certain 

cosmetic ingredients were, of course, 
given priority for combat use, but 
most cosmetics remained available. 

G. I.'s took lipsticks in their pockets 
to cosmetic-starved women of Eu- 

rope. Distinguished hospitals now 
include the use of cosmetics as part 
of their therapy for restoring women 
to mental health. In our free society 
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we have given the beauty of women 
a high place. In the advertising of 
this beauty, truth should come first. 

Truth in advertising begins with 
the product itself. Each one of you 
goes all out to be sure you make the 
best possible cold cream, lipstick, 
make-up foundation, face powder. 
You constantly seek ways to im- 
prove your products. You call in 
dermatological counsel, expert scien- 
tific laboratories to see how to make 

a good product better, how to help 
your customers use it more effec- 
tively. Through the hard way of 
testing and self-criticism you ap- 
proach perfection, yet never quite 
reach it. 

You have guiding rules and prin- 
ciples of your profession as we do in 
our business to restrain those who 

try to cheat. The Food and Drug 
Administration and the Federal 
Trade Commission were created to 

protect the public against such 
violators. But why need you be 
concerned? You know that their 

test of truth is just the same as 
yours, "Does this product back up 
its claims?" You do not try to put 
something over on the truth. In- 
stead, you are driven by an urge 
from within to discover new truth. 

You are guided by the laws of the 
Universe, and inspired with a high 
regard for the integrity of your pro- 
fession as a scientist. 

While we lean upon you for this 
material truth about the product, 
we together must also interpret that 
product to the woman in terms of 
what it will do for her. "Imparting 
or improving beauty, particularly 

the beauty of the complexion" which 
is Webster's idea of the cosmetic 

business, involves a degree of emo- 
tional truth which seems to trans- 

cend the slide rule or the precise 
legal phrase. 

I need hardly remind the men in 
this room that the beauty of wom- 
en's faces in 1947 transformed 

1,992,000 males in this country from 
easy-going bachelors to hustling 
Husbands. Although to each one of 
these 1,992,000 men the face of his 
bride was in truth beautiful, that 
same woman's face when observed 

by certain other men would not be 
beautiful to them. Furthermore, in 
1947, the faces of 471,000 women, 
which to an equal number of individ- 
ual men had once seemed beautiful 

enough to precipitate a wedding, 
now became sufficiently unappetiz- 
ing to these same men as to cause 
divorce. And of course the faces of 

these men underwent corresponding 
changes in the eyes of their erst- 
while wives, although ihe objective 
photographs of each would fail to 
reveal sufficient changes to justify 
divorce in a court of law. 

Now if you want to apply these 
disquieting contradictions to ad- 
vertising copy, take a love letter. A 
love letter is perhaps the best piece 
of selling copy the average man ever 
writes. It has an emotional quality 
which induces action, gets results. 
It is written to one woman by a man 
who is intensely interested in that 
woman. Test it by any standard of 
good copy. wri. ting a.nd you will find 
that it measures up surprisingly 
well. It is a vividly accurate index of 

Purchased for the exclusive use of nofirst nolast (unknown)
From: SCC Media Library & Resource Center (library.scconline.org)



240 JOURNAL OF THE SOCIETY 

a state of mind, as any member of the 
legal profession proves when it be- 
comes his duty to establish the cash 
value of a love letter in a court of 
law. 

Over one hundred and fifty years 
ago a young Scot named Robert 
Burns wrote this to his sweetheart: 

"As fair art thou, my bonnie lass, 
So deep in luve am I: 

And I will luve thee still, my dear, 
Till a' the seas gang dry: 

"Till a' the seas gang dry, my dear, 
And the rocks melt wi' the sun; 

I will luve thee still, my dear, 
While the sands o' life shall run." 

These words have been treasured 

truth for over a hundred and fifty 
years. Today from the gold-edged 
leaves of leather-bound books in 

many countries of the world and in 
many languages they still speak the 
truth that women thrill to hear and 

strong men would say if they only 
could. 

You can see now why material 
truth in cosmetic advertising is not 
enough. For the "imparting or im- 
proving of beauty" woman must 

OF COSMETIC CHEMISTS 

also be reached by that deeper emo- 
tional truth which transcends any 
arbitrary human code, and inspires 
woman to realize her highest self 
through her beauty which others see 
first. 

To sum up: What does truth as 
an ingredient of advertising mean to 
each one of us personally? 

Simply this: As both lenses of bin- 
oculars give us greater depth and 
clarity, so do we perceive truth in 
clearer perspective through both its 
material and emotional aspects. The 
more clearly we see truth, the less 
need we have for outside regulations 
in our advertising copy, the greater 
the impact of our advertising on the 
minds of the consumer, the less we 
need be concerned about the' claims 

of our competitors. With such in- 
ner vision our own individual con- 

science points the way as a compass 
needle to the North Star. We are 

re-charged with new creative power 
through the fresh promise of this 
ancient wisdom: 

"You shall know the truth, 
and the truth shall make you free." 
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