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CONDUCTING A
MAIL ORDER BUSINESS

CHAPTER I
BRITISH AND AMERICAN BUSINESS

Ma1L Order business is the name given to that
class of trade in which orders from the general
public are received by post and personal shopping
is unnecessary. In consequence, it can be con-
ducted from the plate-glass fronted department
- store in the main street, the heavy, solid ware-
house in the side lane, or the single room in
the suburbs.

It is a business of many varieties, worked on
a system capable of application to every known
need of man.

British Methods Differ from American.

The term ‘“ Mail Order >’ comes from America,
where the trade done under this description is
amazing in its range and turnover.

It is important, however, for the British
tradesman to grasp at the outset that American
Mail Order trade is no criterion in this land : the
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VISITING THE SALES

are a barrier to indulgence in the shopping habit
in many remote regions.

This being so, it is hardly to be wondered at that
successful Mail Order business in America requires
rather superlative adjectives to describe its dimen-
sions. But the trader in this land must not base
his estimates of outlay or return on figures
which may reach him from such a favoured
country. -

As an example: Firms in New York or Chicago,
catering especially for the needs of well-to-do
farmers’ families, may act wisely in going to
very great expense in the preparation, printing,
and distribution of a general price list. They
are addressing a really interested class of readers.
The pamphlet, approaching a volume in size in
numberless cases, will be perused with eagerness
by a whole household, not one of whom has
ever entered a great department store.

This does not mean that in this land a similar
outlay would be unwise. But it does mean that -
the trader’s list will meet a severer test, and that
he will be addressing a large number of buyers
who can visit a big shopping store any market
day, or whose annual trip to London during the
sales is a fixture.

The Mail Order firm is right up against a deep-
rooted instinct in human nature. Man (and
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.MAIL ORDER BUSINESS

'

especially woman, should one term include the
other) is a trading creature. The instinct of
buying, selling, and barter is in his blood. From
earliest time his custom has been to do the deed
by word of mouth, with the article before him.
Contracts and receipts may be written on paper,
but actual trading is, by nature, verbal.















ATTRACTIVE BARGAINS

by post. It will bring him so many actual
customers who will come into his shop, and buy
not only what he has advertised, but other goods
as well, or in their place.

Beyond this, his announcement is not chiefly
an advertisement of the special blouse, dress
length, fur stole or blanket of which he makes a
feature. It is publicity for his whole trade;
and part of the general policy of building a
cumulative effect in the mind of the public from
which his shop may benefit.

The whole point is that he can afford to be
topical and seasonable and to offer bargains this
month which will have no special use next. Later,
he will have something equally good to offer, and
the present advertisement will help him to do so
effectively.

Hence it may pay him to expend the whole
price of the twenty ‘Special Heavy Witney
Blankets ”’ he has in stock, in the cost of the
announcement, 'knowing well that they cannot be
replaced at the sum. What he loses in repeat
orders, he gains in the reputation his retail
business enjoys for giving value.

Continuous” Advertising.

Now the man who sets out to do a Mail Order
trade pure and simple, and who has no shop,

9
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REPEATED PUBLICITY WINS

January, and “ Dudley’s Silver-streak Blouse
in March, and ‘ Dudley’s Knitted Conway
Jumper "’ in June, is wise up to the point of
repeating his name in each advertisement, but
until * Dudley’s Dress Length Serge ” is a house-
hold word, he is certainly scattering himself too
much to gain full benefit from his repeated
outlay.

Repetition Brings Results.

The cost of advertisement and of salesmanship
of any kind is so heavy nowadays that only in
a very few cases can it be claimed that a single
advertisement pays for itself. It is repetition
which really brings the results which make
advertising pay.

Just as the commercial traveller opening new
ground can rarely hope to make his business
profitable till he has repeated journeys over the
ground two, three or a dozen times, so an
advertisement can scarcely be expected to gain
its full results till it has become rather familiar
to the eye of the reader.

A trader’s advertisements must keep empha-
sizing one simple idea to be really useful. The
idea may be accompanied by all kinds of tem-
porary and topical details, but the central idea
itself must be permanent.
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CHAPTER III
COMMERCIAL AND FINANCIAL ARRANGEMENTS

THIs chapter relates chiefly to a Mail Order
business as a trade by itself, and not one carried
on in connection with a retail store.

For convenience sake we will presume it is
addressed to a beginner who has had no previous
experience of this class of trade. (A very unsuit-
able beginner, by the way. It is always advisable
to gain inside experience of a trade before
embarking one’s own capital in it.)

Selection of Goods.

The first thing is to decide upon the article or
articles which shall be sold.

Here our dealer may have already made up
his mind. He has long been intimate with a
small manufacturer who is able to supply
unlimited quantities of very excellent fountain
pens at a low price, and is willing to stamp any
name or trade mark upon them, and is also willing
to help the trader with capital or credit.

It may even be that this manufacturer is
anxious to start such a business as a branch to his
own, but for trading reasons would prefer it to be
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BE LOYAL

supply. Loyalty in business pays, and two
strings to the bow is not always a sound policy.
Yet firms change hands, or collapse, and the
man doing a trade of this kind must always be
prepared for the difficulty of getting his articles
supplied, without break, from some source or
other.

The _trader is warned, for the same reason,
against building up a goodwill by advertisement,
in goods that come from abroad or in markets out
of his reach. Should the supply suddenly cease,
the cumulative value of his advertisements and
goodwill would be lost.

In the choice of an article the beginner needs
only to satisfy himself that there are several
sources from which he can obtain his supplies.
Presuming that the article is one requiring plant
and skill to produce, if he is careful in this respect
he need not immediately add to his cares by
becoming the actual manufacturer.

Manufacturing Goods.

It is a sound axiom of business: ‘ Possess a
market before you manufacture goods to fill it.”
A buyer can buy small or large quantities to
complete his orders, no matter how much they
vary in' size and number week by week, but
a manufacturer is faced with the problem that

15






ATTEND TO DETAILS

one case the goods were to be offered for sale
through the post at such a price that, quite
apart from publicity costs, there would be an
actual money loss on every article sent out.
The money to be received would not pay for the
goods, plus packages, postage and labour. The
fact was only discovered after the campaign was
actually begun, but fortunately before much
money had been spent.

Pricing the Articles.

Having chosen his article or articles, the trader
will naturally consider methods of packing,
the cost of packages, the amount of labour which
will be involved, and the cost of distribution by
Parcels Post or Parcels Delivery.

The size and weight of his article must come
into early survey, as there are limits set by the
. Post Office, and the post may be the only means

he will find of reaching a part of his clientele.

Printed matter, labels and letter heads belong-
ing to the actual despatch department, must
come in for careful thought.

In settling upon his price, the trader must not
under-estimate the expense of any kind of
salesmanship, whether in the press or through
the post.

It is unfortunate that there is a rather tiresome
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SOUND CALCULATIONS

with which a connection is built up through
publicity.

We will take a fanciful case (with figures
equally fanciful)—

Simon Heap brings out his famous * Heap’s
Conway Dessert Set,” comprising 12 spoons and
12 forks, best plated silver, at 25s. carriage paid.

His calculation is that every pound spent in
publicity must sell five sets to allow him expenses
and profit.

His advertisements are excellent and well
placed, and his calculation is justified; each
sovereign does sell five sets.

But if this is a sound estimate for the trade
when it is in running order, almost certainly it
will not be true at the beginning. Such is the
added weight of repetition in public announcement
that if the normal result is five sets for a sovereign,
at the beginning it will be very much lower.

The question for him to face is whether he
estimates this low enough and can afford the
heavy cost at the beginning, when instead of
4s., every set costs him, say, £1 to sell for the
first month ; 15s. for the second; and 10s. for
the third. .

Hopeful as such a gradual change would be, it
might prove disastrous to Simon Heap were he
not prepared for it. 1
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MONEY RETURNED ~

(@) the clients are good ; (b) the firm has a sound
reputation; and (¢) a bank has liberal and
progressive ideas.

The lender of money would expect to be
safeguarded. The loan would not be for the full
amount, and purchasers would agree to pay their
instalments into the bank in question or cross
their cheques in its favour.

But the more general method in a case like
this would be the protection of the bank by the
formation of a company and the issue of mortgage
debentures as security.

Alternative to an Overdraft.

The writer is bound in all fairness to refer to
this subject, but it should be added that over-
drafts are dangerous. Keep within your own
capital, or secure an addition in the clear cut
business method of partnership, or by the sale of
shares and debentures.

The advice may not be needed, as banks are
not as pliable in this way as was once the
case.

‘“ Money Returned '’ Motto.

Let your policy be, whenever possible, ““ Cash
returned if the goods are not satisfactory.”
This method pays. More than this, you are
21



MAIL ORDER BUSINESS

competing with houses who rigidly work on this
policy.

You may not be able to apply the rule in the
case of the sale of a ten-reed organ or a four-
cylinder car, without some protection against
the loss involved by carriage and damage. But
for general purposes it is well worth doing.
Unless your goods give fairly general satisfaction
you are on wrong lines, and your advertisements
will become subjects of unfavourable comment.
The proportion of goods you have returned is a
useful index to you.
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CHAPTER 1V
THE WAREHOUSE AND DISPATCH DEPARTMENT

THE profits of any business can easily be lost in
its warehouse.

The first risk is robbery. Mere distrust and
suspicion are not safeguards against loss in this
way. Frequently they are irritants that lead
to loss rather than the reverse. Many an honest
employee, annoyed by the uﬁjust and unpleasant
manner of his employer, relaxes his own vigilance,
and becomes careless of the firm’s interests.
Less scrupulous people may even argue: “‘ Well,
if T get the distrust I may as well take the goods
as well.”

Staff Selecti-on.

The best guard against dishonesty is to employ
workers of obvious character, and to select these
you must be a judge of your fellow men. Good
men and women will not permit robbery to go
on around them if they can prevent it, and their
gathered moral force is a serious deterrent to
a wrong-doer.

But beyond this, system is important. Where
all goods are dispatched in one way, and at one
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TAKE STOCK FREQUENTLY

goods. Where you send them through the post
this cannot be done, but carriers will always
sign.

Let your carriers call at a stated time each
day. You can thus more easily arrange for
proper supervision when goods are leaving your
warehouse.

There are in London and other places parcel
delivery agencies which deliver parcels through
large parts of the country at low charges. If
your goods are light you should get in touch with
one of these firms. Those who lay themselves
out for the trade of wholesale chemists are often
useful, as they are accustomed to dealing with
small packages in a very careful manner.

Frequent rough stocktaking is advisable. Where
all goods are parcels or packages, easily counted,
and each order means one such sent out, a simple
calculation and a little counting forms a rough
check, useful for working purposes.

An excellent system, if you have room, is to
reserve one floor or walled-off space for dispatch
This should be cleared down to the last package
once a day—usually when the collecting vans
have come and gone.
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CLEAR RECORDS NECESSARY

transaction shall be fully and clearly entered in
the Day Book, so that, in addition to showing
the cash received and that the sale has been
entered, it may also show that the goods have
been dispatched.

It is suggested that the first cash column of
the Day Book shall be used for entering each sum
received for goods ; that this column be totalled
after every post, or once a day ; and the fotal only
be extended into a second column and entered
in the Cash Book.

This entry could appear in the Cash Book in
the following manner—

July 17th, 9 a.m. post. Cash as per Day Book 8£7 Z dZ

The whole amount should be paid into the
bank as a lodgment by itself, or as part of a
lodgment made up of two or more similar amounts.

Departmental Expenses.

Now it may happen that a firm is doing a Mail
Order business in two or three different lines,
in which it is desirable to keep the departments
separate.

We will take the case of a firm advertising
“ Fountain Pens " and “ Fretwork Tools.” The
“ Fretwork Sets” have an established trade
and sell satisfactorily. The fountain pen is an
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KEEP PARTICULARS OF REMITTANCES

sums are. In the case of money orders, postal
orders, Treasury notes, it may not be necessary
to copy the numbers, but the trader should be
able to show the form the remittance took. The
simple initials P.O., M.O., or T.N., may save
much trouble.

In the cases of payments by cheque rather
fuller particulars should be taken, especially when
many cheques for similar sums are being received.
The name of the bankers, the branch, the amount
and the signature on the cheque, where it differs
from the name appearing in the Day Book, are
the facts wanted.

As each order appears on some paper or letter
or newspaper coupon, it is sufficient if these
particulars be boldly marked upon this accom-
panying document when the post is opened,
thus—

“ Barclays, Marazion, 10s. 6d. E. Newcombe.”

Where the name on the cheque is identical
with that on the order, the signature is not
needed. As banks are becoming fewer, abbrevi-
ations can freely be used: * Bar,” “LL,”
“L.C.W.,” speak for themselves.

It is here suggested that, as:the post is opened,
each document accompanying money be marked
with a date stamp and the particulars indicated
above. The separated sheaf of postal orders
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AN EFFICIENT DAY BOOK

a book-keeping point of view such transactions
are easier to deal with.

On page 36 is a ruling of a simple form
of Day Book, in which such entries may be dealt
with.

This is only a suggested ruling, but the trader
may desire fewer or more columns and can see
a variety of rulings at any good stationer’s.

The first four columns speak for themselves
It is convenient for each order to be given a
number. This can be done as the entries are
made in the Day Book, the numbers selected
following in sequence. The number can be
marked on each order as the entry is made.

The first cash column should be totalled every
day or every post; that is, as often as the
amounts are carried to the Cash Book. These
totals should be extended into the second column
which should be continuously added for whole
periods of, say, a week, a month, or a half-year.

The next two columns are for the execution of
the order, showing who dispatched the goods
and date. The two single ones beyond are only
suggestions. All transactions should be carded,
and the card number could go in one; all totals
posted to the Cash Book should have a posting
folio for reference.

In the last cash column is space for those
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MAIL ORDER BUSINESS

undesired entries ‘“ Cash returned.” Where these
are so few as to be almost unknown this column
may not be necessary, a bold statement in red
ink opposite or immediately beneath the original
entry possibly meeting the case. But the original
cash entry should not be altered, or the totals
interfered with.
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WATCH OVERDUE ACCOUNTS

Overdue Account Book.

The writer has seen no system of manipulating
cards as useful for the purpose of watching slow
accounts as the simple method of the * Overdue
Account Book.” '

This little volume should be long and narrow.
In it are entered the Ledger page numbers of
the accounts requiring watching, so there is not
much work involved in keeping it. Once a week
the folios marked in this book can be referred to,
and struck through if the amounts have been paid.

Every month or so the Ledgers should be gone
through thoroughly and each account examined.
A new list should be made in the Overdue Account
Book, dated at the head. When this has been
completed, it should be compared with the
previous list and folios occurring on both should
be marked with a cross on the new list. Should
the folio on that list already have such a mark
against it, a double cross should be made and so
on, one more cross being made on the new list
than appears on the old one.

The old list can then be cancelled. It is
obvious that a glance down this Overdue Account
Book will reveal the slowest and most troublesome
accounts at once, and answer the same purpose
as any possible juggling with a number of cards
in separate boxes.
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MAIL ORDER BUSINESS

More than this, the attention of the book-

keeper is kept to the Ledger, and every account in
all its completeness is before him at reasonable
intervals. The method may not be so ‘ auto-
matic,” but it is along the line of applied common
sense. .
Where credit is given for a considerable amount,
it may be necessary to obtain information about
the customer. For this purpose some of the
well-known inquiry agencies are useful.
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A CHINESE PUZZLE

“ Of course not. That would be silly. Really,
Miss Bate, some people have such a weird idea of
business. What I suggest is quite easy.”

So a few score more boxes were ordered ;
Miss Bate lunched in the office and stayed
overtime most evenings.

Then a little later—

“I really don’t know what game you're trying
to play with this Card Index, Miss Bate; it seems
to me like a Chinese puzzle. I was searching for
a few cards the other day and I'm blessed if I
could find one of them. How people can’t keep
a simple thing like a Card Index beats me!”’

“I think, Mr. Jones, if we put them all in
alphabetical order again. . . . ”

“ Absurd. This is a business house.”

Four thousand cards with about three hundred
divisions rapidly growing, and already many
divisions with only a single card. Who could
work it ?

Division of Cards.

In outlining a Card Index system, certain
rough divisions may be advisable, but the fewer
the better.

Forinstance, if a firm has two distinct branches,
in one of which it sells gramophones and in the
other fountain pens, the division of method,
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THE CARD INDEX

As sales are made they can be transferred to the
standard index, but in a special effort of this
nature, operations might be greatly hampered by
mixing the new with the old, especially when such
an act would multiply the old index by three.
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USE YOUR OWN JUDGMENT

payment of pounds, shillings and pence all such
work can be done for him.

This is a very dangerous theory, especially to
a beginner. From first to last the advertiser has
only one final court of appeal : his own judgment.

Part of the exercise of judgment may well be
the choice of other men to do the important
work. The man who sits in his office for hours
on end trying to draft an advertisement and
finally throws aside his effort as hopeless, does
not prove himself a weak man by the act—rather
he proves his strength. He may have the
soundest grasp of what ought to be on the paper,
although he is quite incapable of putting it there.

To such a man the expert writer may be a
god-send, but it is not sufficient that the expert
copy is good. The advertiser must be able to
know that it is good. However gifted the expert,
and however worthy of confidence, his employer
will always be at a disadvantage if he cannot
form clear and sound judgments upon the work
he does.

Employing Advertising Agents.

When the advertiser gets further on, he may
turn to advertising agents and rely on their
more intimate knowledge of media, of the circula-
tions of newspapers and the classes of readers
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STUDY ADVERTISEMENTS

business, he is convinced that, in the choice of
risks, it is wiser for a man to test his own powers
than to trust his capital entirely to the disposal
of others.

It is bad to choose a wrong way of advertising,
but it is worse to choose a wrong advertising
expert. You may correct your own errors in
one case before you have spent much; in the
other you may spend all you possess before you
have discovered that you rely upon a broken reed.

This is no attack upon publicity men, who, as
a class, carry on a legitimate calling with proper
regard to their clients’ interests. The beginner
may not meet one of these men, and instead may
fall into the nets of some ingenious adventurer
or some hopeful enthusiast who is * expert”
only in his own imagination.

Advertisement Considerations.

Here are some points upon advertising which
may be useful—

Read advertisements.

Do this in two ways: (1) skimmingly, and
(2) thoroughly.

For the first method—

Take a magazine or a newspaper. Let your
eyes pass hastily over the publicity columns and
pages.

57
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THE ESSENCE OF ADVERTISEMENTS

Pay attention particularly to those advertise-
ments that attract you and yet that deal with
subjects you are not interested in. If they
claim attention you may know that it is because
they are good in themselves. (It should be
remembered that these are best tested where
you have a neutral opinion, rather than a negative
opinion. A bald-headed man may be naturally
interested in hair restorer and a total abstainer
in whisky publicity.)

Testing an Advertisement.

Read the advertisements which attracted you
at first sight and submit them to one or two
new tests—

(@) Does more careful reading justify the first
interest ? .

(b) Is the attractive picture anything whatever
to do with the article with which it is connected ?
Does it lead your mind on to it? (The view of
an aeroplane with a moon-set behind it gives you
a mental jump, doesn’t it, when you discover it
is there to sell Higginworthy’s Spring Braces ?
There is a hiatus somewhere.)

(¢) Is there an argument in the letterpress?
If so, does it simply argue or does it convince ?

(d) Does the advertisement repel you when
you read it, being too bombastic or claiming
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THE ‘‘ REASON-WHY ’’ APPEAL

elaborated wealth of detail must be quite clear,
so that the interested reader who desires one of
the articles you advertise may have no difficulty
in knowing the actions he must take in order to
obtain it.

“I saw a very clever article advertised the
other day,” said a friend of mine; “1I rather
wanted to send away and buy one.”

“ Why didn’t you? ”

“Well. I didn’t quite understand the direc-
tions. They puzzled me. There was something
about send S5s. 6d. and then something about a
free booklet, and it said ‘ Don’t send money
now ' ; and. . . . well, I thought it was too much
bother to sort out the tangle, so I left it.”

People are like that. There are a few heroes
who can’t be crushed and they will rise superior
to a complicated advertisement. But their money
isn’t enough in itself for profitable trade.

Be simple and clear. The confusion in this
case arose from trying to carry through two
separate advertisements in one space.

Need for Brevity.

The Mail Order advertiser is almost forced to
be a “ reason-why ’ advertiser. That is to say,
his publicity matter must contain the essence of
an argument. It need not be long, in fact, it may
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TALK BUT DON'T SHOUT

Hop 1974, now I am switching you on to Gerrard
7328 for a change.”

Methods to Avoid.

Let your message be simple, direct and inter-
esting. It you cannot make it so, pay some one
who can.

Don’t use slang. The King’s English is
excellent, and there is conviction in sound
language.

Don’t strive after these American qualities :
“Kick ”” and ““ Punch "’ and ** Grit.” Our leading
writers love emphasis, but they get it in a different
way.

Don’t let your advertisement be set up in a
great number of different kinds of type. These
strain the eye of the reader. If newspapers had
their leading articles set in this manner, news-
papers would soon lose their power of shaping
public sentiment, for no one would read them.

Make your argument—not the type—stand out.
Write in the press as if you were writing to
‘cement an old friendship or to secure a new one.
Talk to your readers, don’t shout at them.

Convincing the Reader.
That the advertisement itself shall achieve the
purposes of conviction is the chief object of the
65









MAIL ORDER BUSINESS

Concentration.

Concentration is a keynote to successful adver-
tising. A firm with a good number of specialities
which they sell by the Mail Order method, may
find their best plan of salesmanship is to advertise
one article heavily, choosing that which is
obviously good value; and, where sales are
made, to send price lists of other goods with the
article sold.

The names of these buyers are carded and
made a basis for a “ follow-up ’ campaign.

Firms adopting this method find it pays them
to make their advertising line exceedingly good
value. As this is used as a means of getting
names and addresses, it is relieved of advertising
costs, which are charged against resulting trade
in other lines.
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ARE YOU ARTISTIC ?

because it is ‘“ pretty ’’ is a mistake. It merely
wastes space.

You have natural opportunities for appealing
to the sense of beauty. The kind of paper,
symmetry of type and arrangement of matter
are among them; if you cannot get the artistic
sense in these, you only make them look even
worse by throwing in “ beauty ’’ as a make-weight.

Avoid borders, tail pieces, scrolls and similar
attempts after effect. People look at pages thus
ornamented, they rarely read them.

Price Lists.

The price list is a pamphlet of quite a different
kind from those already described, though it may
contain some of the features of the booklet.
That is to say, it may start in the form of an
argument or an epistle to the reader and then
pass ‘on to descriptions and prices.

The price list is issued by two classes of firms :
(@) those who possess a shop and who extend
their retail trade through a Mail Order depart-
ment, and (b) those who,working from warehouse or
factory, seek a business in a large variety of goods.

The price list must be detailed, precise and
informing. The customer cannot see the article,
hence the price list should contain as faithful a
description as it is possible to give.
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MAIL ORDER BUSINESS

Circulars.

Of circulars, it is not necessary to write at
length. They are useful as part of a “ follow-up
system and in other ways.

Where a long series of “‘ follow-up *’ letters is
being issued under 2d. stamped envelopes, a
circular, at halfpenny post, may keep the subject
before the likely client at a low cost. But in
this sequence it is probable that a facsimile
tvped post card will be more valuable.
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FINDING ‘‘ PROSPECTS *’

about the book on wild birds, whether they
bought it or not.

The unexpected is always happening in this
trade, and the wise man is always lying in wait
prepared to deal with the unexpected.

The Card Index is good as far as it goes. But
this list of names is chiefly made up from inquirers
about the previous books. It is necessary to
supplement the list.

Probably when the first idea of bringing out
such a work was suggested, some special class of
people was particularly in mind, for instance,
town councillors, aldermen, mayors, poor law
guardians, municipal candidates, and other local
public men.

As the names of people of this standing would
be obtainable with little trouble, a complete list
has already been obtained, and as it is purposed to
make these the objective of a special series of
letters, they are kept in a separate index for the
time.

Obtaining Names and Addresses.

The chief movement is now made—the most
costly act in the whole salesmanship campaign.
This consists in the simultaneous insertion of
advertisements in the daily, weekly, and other
papers.

83












THE PERSONAL TOUCH

be no hesitation in letting the inquirer know that
he is one of thousands who applied.
Here is a sirhple form of a covering letter—

CHESNEY HOUSE,
192 CoveENT GARDEN S1., W.C.2.

16th September, 19..

Dear Sir,

Your kind inquiry for our Illustrated Booklet
on “ The Citizen’s Companion ” is appreciated by
us, and we have pleasure tn sending the brochure
herewith. It has not been easy tn such a brief
summary to show the complete usefulness and
value of Professor Hatton's work, but we are hopeful
that from 1its pages you will obtain a sufficient
wndication of the scope and accuracy of the book.

We should like to have you as a subscriber to the
first edition.

Yours faithfully,

Lurgan & Feld.

In this letter good construction of sentences
is not aimed at. Letters should be chatty rather
than stately, though not too familiar.

The personal touch is introduced in the last
paragraph. “ We should like to have you’’ could
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‘““ FOLLOW-UP”’ LETTERS

CHESNEY HOUSE,
192 CoveNT GARDEN ST., W.C.2.

1st October, 19..
Dear Sir,

Many people are paying more Income Tax than
they need pay, and it has occurred-to us that the
tllustrated booklet we sent you on *‘ The Citizen’s
Companion >’ did not indicate how fully this subject
is dealt with in Professor Hatton’s work.

The section on Income Tax is by My. Dendon
Hurd, the expert, and is right up to date. In fact,
the proofs of the whole book were held back till the
last moment so as to include the latest points.

This reminds us that in all the cases in which legal
questions are dealt with, the spirit of the work is not
*“ Every man can be his own lawyer,” but rather
how every man can avoid legal complications and
difficulties by certain plainly indicated lines of
action. The pitfalls of after-war conditions are
many, but with this useful work they can be avoided.

We should be glad to hear from you.

Yours faithfully,

This letter indicates a method of concentrating
upon one or two special points. Every man
wishes to avoid law. Every man who pays
Income Tax suspects he is paying too muck.

The letter breaks right into its subject, and
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A GRATUITOUS INSULT

Don’t start ‘ Dear Sir, or Madame.” Have
some of your letters typed ‘“ Dear Madame,” and
some ‘‘ Dear Sir.”” It is far. better to send out
fewer letters and to have these small details
right, than to increase the number at a cost of
carelessness in this respect.

Speaking personally, I would not resent a
letter, addressed to me, commencing ‘‘ Dear
Madame.” I would conclude that an error had
been made, and anyone is liable to make an
error.

But a letter beginning ‘‘ Dear Sir, or Madame ”’
is a gratuitous insult. It means“ I am so terribly
busy that I can’t tell which you are, and (Dear
Sir, or Madame) I don’t care tuppence either.”

Let your ‘follow-up’ letters be signed in
pen and ink. It may cost a little more to do
this. It may mean that the whole office staff
has to be empowered to sign letters, and work
overtime at that! and that the letters have to
be brought from and perhaps sent back to the
printing works to be despatched.

But, in the multiplicity of numbers never lose
sight of the unit, the personal element, the fact
that each separate document is a letter from one
living person or firm to another living person.

You may send out circulars—printed from end
to end and bearing no signature—in unclosed
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TACT

with in Professor Hatton’s *‘ Citizen’s Companion,”
but none the less we would like to point out to you
that this important work has other values for those
in prominent positions, especially when they are
busy men.

The sections for the use of Statesmen, Members
of Parliament, M agistrates, City, County, and
Borough Councillors, teem with facts of the utmost
value.

It is probable also that you come upon some who
are not used to the platform and who seek your
advice as a public man on, say, ‘“ How to address
a meeting.” It will be useful for you to know that
this work comtains a section ‘‘ Speeches for all
occastons,” and to be able to lend such a work to a
beginmer may save you from a difficult dilemma.

Yours faithfully,
Lurgan & Feld, Lid.

Written in this manner, the letter will not
offend anyone, and those to whom it conveys a
more personal meaning will not miss the moral.
The man who has been pitchforked into a public
position and wants to know how to make a speech
is really addressed and, at the same time, no
offence can be taken by those whose reputation
as masters of public and platform etiquette is
unassailable.
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THE COVERING LETTER

I have been able to by the bit of ground for a small
sum, but my neighbour jokingly told me he was
watting for me to get the roof on to claim something
bigger. He tells me I ought to write and thank you.

You can use this letter as you think fit.

Yours faithfully,
Benjamin N. Copperslide.

The firm have their second * follow-up”
ready made. The covering letter is easy to
write.

CHESNEY HOUSE,
192 CovenT GARDEN St., W.C.2,
16tk October, 19..
Dear Sir,

The enclosed letter speaks for itself. We are
constantly recetving appreciations of Professor
Hatton’s remarkable work, ‘‘ The Citizen’s Com-
panion.” Nol one, but a thousand useful hints
are to be found in the three volumes, which cover
nearly all the contingencies of life in which money
s likely to be lost through lack of precise knowledge
or foresight.

We suggest to you that £2 12s. 6d. (or £3 13s. 6d.
n special morocco binding) is an investment rather
than an outlay when a glance at its pages before
signing a document, insuring your house, engaging
an employee or purchasing a motor-car, may save
you from losses running into three or four figures.
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MAIL ORDER BUSINESS

We would like you to have a first edition copy,
as there may be a delay when this is exhausted, and
your order with S5s. enclosed as a first instalment
would enable us to secure this for you.

Yours faithfully,
Lurgan & Feld, Ltd.

The ““follow-up” series follows as long as it
seems judicious.

Conclusion,

In concluding this book on some aspects of
the Mail Order business, the author regards it
as a duty to suggest that the chief peril of this
trade lies in its looseness and detachment.

Substance, responsibility and system may seem
unimportant in commerce, while apparently a
trader can operate from a back room in a side
lane, upon the results of a few advertisements.

But the experience of men who have succeeded
in this branch of commerce does not favour the
theory. These are mnearly all successful because
of their all-round commercial capacity and their
adherence to the best ideals of business.
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