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THINKS NEW METHODS ADVISABLE.
BT

A Writer Who Advocates Change in Bring-
ing Cereal Foods to the Consu-
mer’s Attention.

A

By C. L. M.

The very multiplicity of cereal foods that are
on the market, not counting the prospective
ones, indicates, in no uncertain way, the ne-
cessity of injecting some new methods of pub-
licity into the advertising account. The beaten
track is getting sO WOTL. down by this very ele-
ment of use, that there is danger of some be-
ing submerged. There is certain to be some
one whose head will not rise above the level,
and the qustion that confronts the cereal food
man to-day is, what next? 5

Time was, when the Jead of “‘Postum CereaY’
sufficed for all. What they did, the rest could
safely do. Where they went, the rest could
safely follow, and follow they did, like a flock
of sheep, until the condition of today is almost
a stampede, and almost as disastrous. But
the time has come ‘when more originality must
be used, when there must be a departure from
the beaten path, if the life of the cereal is to
be saved. It will simply be stified and jammed
to death in the crowded way of precedent.

Looking backward, one may see the original-
jty and keen insight that distinguished Mr.
Post’s methods. They brought him many shek-
ols. They brought him success. He was the
pioneer, and he had the hard work of the
pioneer, and the wonderful yield of the virgin
soil. He had to educate the people to cereal
food and cereal drink. So much is accomp-
lished, thanks to Mr. Post, and now what?

We have run the gamut of foods. The
grocer wonders where he is going to get shelf
room to accomodate more. ~The ‘housewife
;Vo;lede{s lgl?w 1?he is tto glilﬂerentmte, and, right
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o l'g go after the housekeeper. rda wigwags

tly, line upon line, precept UpOD precept,
?fn t‘hyere waspsmy help to be given, I'd glve it to
that housekeeper. I'd p\fxrt :py ammunition .
here it would be most effective.

wrr?resident Roosevelt says, “It is the shot.
that hits that counts,” and I'd use the smallest
calibre rifle, for women like dainty suggestive
facts—not a plunderbuss full of argument that
Jnocks one down in the telling. L'd educate
the housekeeper to my food and then the 8ro-
cer, being a good merchant, would see that she
was supplied.

Really, what is needed in cereal and food ad-
vertising to-day is the injecting of the femi~
nine element. Cereal food advertising needs:
mothering; needs some one who speaks the
same language, has the same point of view, as
the consumer; then jt will have a ring of"
truth and spontaniety that it lacks now.

You would not ask a woman to write cigar
advertising. Why? Because she lacks the fine:
diseriminating knowledge that differentiates
cabbage leaves from tobacco. So in foods.
The real unit the food manufacturer is seek-
ing is the woman who buys, and she is more:
easily approached by a language and a fact
that is allied to her point of view. Just as mo-
tion travels along the line of least resistance,
so also will sales travel along a line most in-
telligible to the consumer.

DOOLEY’S VIEWS.

“People talk about breakfast food as they
Esed to ta.lk_about bicyeles,” says Dooley.
T,hey compare an’ they thrade. A man with
th’ 1903 model iv high-gear-oats is th’ invy iv
th’ neigborhood. All th’ sawmills has been
turned into breakfast food facthries, an’ th” <0
rip saw has took th’ place iv th’ miller.” 5
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