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DANGER! SHADOWS AT WORK!

THE SHADOW OF 4 MAN STANDS BEHIND EVERY WoMAN WHO RLYS
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85 percent of all purchases in retail trade are made by women. At least, this is the opinion
of the great department stores, advertising agents, and women's magazines of the United States, an
assertion hard to prove, but no doubt in the main, correct. The women's magazines are particularly
keen on this theory, since it has proved remarkably lucrative for them. The advertiser says to
himself, logically enough—very well, if 85 percent of all goods are bought by women, then it is
only necessary to advertise in the great women's magazines of America (Ladies’ Home Journal,
Women's Home Companion, Good Housekeeping, efc., efc.) and one may be sure of effectually
capturing the attention of 85 percent of fhe interested public.

The wide-spread popularity of this theory is however less desirable in the eyes of such magazines
as appeal mainly to the general public or even in the main to the masculine reader. When the
advertising agents of such magazines appear, they are met with the invariable argument—why

should one split up one's propaganda unnecessarily, why advertise in such media, when it is !;'-R_
possible to reach 85 percent of the consumers at one blow by advertising in women's papers?
An inconvenient argument, hard to answer and almost impossible to controvert, if the premises be y
correct and invulnerable. Sometimes, however, things appear invulnerable which merely have not
been attacked. And thus one of these much misunderstood family magazines with a mixed circle
of readers, the “Red Book”, one of the McCall publications (a magazine of most respectable
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