
Madison Avenue 

IF ANYONE questions whether Amer
icans are faddists, witness how many 
businessmen and journalists have 

jumped on the word mini. Almost 
daily, it seems, there is a proliferation of 
the word in marketing terminology in 
packages, pi-oducts, promotional terms, 
names, and references b\· companies. 

It is journalistic coverage, though, 
which has really made it take hold. This 
is not surprising to anybody in the field 
of communications who is paid to popu
larize words, products, and ideas. But 
the mini concept toda\' is in the public 
domain. And it is the journalists who 
have converted it into a cliche. 

The Washington Bureau of the Chi
cago Daily .Vcit.v, for example, reports 
that Congress is being asked to create 
four mini-vacations (three day weekends) 
a year by shifting the dates for observing 
national holidays. Newsweek views 
children's piograming on TV as a mini-
wasteland. Parade, the Sunday sup
plement, one week presented a batch 
of Mini-Quips. A few weeks later, the 
same publication's food recipe page 
featured raisin mini-muffins. The highly-
respected Home Furnishings Daily de
voted a two-page spread to mini-mer
chandising. And a Chicago rock'n'roll 
radio station, WCFL, has played "mini-
tunes"—part of songs. And so the mini 
craze goes. When or where it will stop 
depends on its exposure. 

It is no secret that the impetus behind 
the massive mini-movement was created 
by the mini-skirt's introduction to fashion 
circles in the United States a few years 
ago. What is surprising is that the influ
ence of the word mini on vocabularies 
of so many communicators took so long 
in this country. The whole concept of 
miniaturization has been going on for 
some time, especially in the hearing aid 
industry, aerospace technology, and 
miniature circuitry for TV sets and tran
sistor radios. 

According to a recent article in The 
Neiv York Times, the mini-style is show
ing signs of lessening in England, the 
mini-skirt's mother country. But the 
phrase is gaining momentum in this 
country, appealing to more and more 
businesses for which it was not intended. 

Consider the imposing array of prod
ucts—some new, many old—bearing the 
word mini or using it for description to
day. For example, there's a thermo jug, 
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marketed b\· Alladin Industries, that's 
described as almost a mini-ice box. Pana
sonic's new lineup of home entertain
ment products this \ ear includes a Mini-
Console—a radio-stereo phonograph unit 
which is a foot deep and less than a foot 
high. There are a large nmnber of mini-
branded products in the appliance and 
houseware industries. 

Seagram Distillers Companx-, one of 
the marketing divisions of giant Joseph 
E. Seagram & Sons, began marketing a 
Mini-Pak earlier this winter. The pack
age consists of miniature bottles of 
Seagram liquor brands (each containing 
one-tenth of a pint). These are the same 
bottles given to first-class passengers, or 
purchased, on airline flights. They are 
illegal for sale in thirty-nine states. 
Despite this somewhat limited distri
bution, Seagram decided to go the mini-
route (my own coined phrase) because 
of its sampling advantages. Once a 
customer has been exposed to a brand 
through a miniature, there's always the 
possibilit}· that he or she can be con
verted into a customer for a larger size. 

B, • UT there are many mini-products. 
Mini-cameras have appeared on retail 
counters. The Minox Camera, an import 
from West Germany, has been sold for 
some time in this country with good 
success. Mini-bicycles also have been on 
the market. And in the world of apparel 
makers, the follow-the-leader philoso
phy of some marketers has resulted in 
mini-purses, mini-blouses, mini-pants, 
and a mini-Shet (a new type of sweater 
imported from France; Shet is short for 
Shetland). There's even a pacer, called 
Mini-Boy, who has been trotting around 
the harness race track circuit. Mini-Boy 
recently returned $19.40 for every bet
tor who plunked down $2 for the horse 
to win. Mini-Boy's record: He's finished 
in the money one out of three starts so 
far. Not bad for a trend. 

Whatever the product, every marke
ter who has adapted the mini concept is 
looking for increased sales. There is a 
concept of borrowed interest in fads, 
whether it's a mini-product, hula hoop, 
or a Batman. 

Timing, naturally, is important in 
borrowing a concept for a specific prod
uct. "If you get on the cycle early 
enough, you have a chance to capita
lize," says Paul Brickman, vice president 

of Fuller & Smith & Ross. "But some
times it's hard to determine whether the 
fad or term you've picked up is going up 
or is on the downslide. This, of course, is 
based on how many firms have jumped 
on the bandwagon already. And thê  de
gree of exposure it's had. ' 

Putting a halo like mini on a product 
may or may not give it an advantage, 
though it's worth a try in today's (.'om-
petitive marketplace. In many product 
categories, there is little if any differ
entiation. Consumers are increasingly 
becoming aware of this. According to 
David Hardin, president of Market 
Facts, one of the nation's best marketing 
research firms, there are no brand new 
products, only adaptations of existing 
ones. This puts even heavier emphasis 
on advertising and marketing hooks 
which attract and beguile the consumer. 

Getting the shopper's attention is 
difficult. The average consumer is bom
barded daily with 1,600 advertising 
messages, a figure which may rise to 
2,000 at the beginning of the next dec
ade. Recall will be more of a problem 
unless there is something about a prod
uct or the advertising message that 
clicks. 

IHE awesome losses on new products 
and ideas is another reason why a bor
rowed term might help a certain product. 
According to Batten, Barton, Durstine & 
Osborn, American companies invested 
$6.1 billion on developing new products 
last year. Seventy per cent of this sum, 
or $4.2 biflion, was wasted on ideas that 
did not develop or on products that 
failed, says BBDO's marketing depart
ment. 

How long the mini concept will last 
is hard to determine. But if it does as 
well as the business generated by the 
Batman and 007 labels on products, it 
will be a huge success. Almost 1,000 
products with the Batman name were 
on the market last year, reports the 
Licensing Corporation of America, 
which holds the licensing rights to Bat
man as well as 007. Through the end of 
1966, products identified with the Bat
man name accounted for an estimated 
$150 million in sales. Products bearing 
the 007 tag have done better: $100 mil
lion alone in 1966 sales—almost twice as 
much volume as in the previous year. Li
censing Corporation believes that 007 
endorsed products have a good cliance 
to stay on the market for another decade. 

What will be the next fad to v^ich 
manufactm-ers will orient their selling 
needs? Watch media every day for the 
introduction of a new style, toy, or 
concept that looks like the brainchild of 
some clever word merchant. Circle it 
and send it to your boss and tell him to 
watch it closely. The absurd phrasei may 
become part of his next marketing pro
gram. —GEORGE LAZARUS. 
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Book Collecting, Anyone? 

By J O H N T. W I N T E R I C H 

IN JUNE 1962, DeCoursey Fales, 
chairman emeritus of the board of 
the Bank for Savings in New York 

City, took his fifty-nine-foot staysail 
schooner Nina from Newport to Hamil
ton in the annual Bermuda run of 635 
miles. There were 131 starters, and 
Nina carried the day. This was the first 
time in thirty-two years that a schooner 
had won the event. It was also the first 
time ever that any entry had been com
manded by a seventy-four-year-old skip
per. 

DeCoursey Fales died in New York 
last June, a few days after his seventy-
eighth birthday, close to the fourth an
niversary of his supreme maritime 
moment. But it is not as a navigator that 
he will primaril)' be remembered. There 
are several facets to his immortality, 
chief of which is the book collection he 
gave to New York University in 1959. It 
would be more accin-ate to say "started 

• to give"; he continued giving books to 
'NYU up to his death, and by the terms of 
his will his gifts will continue to ac
cumulate. NYU authorities recently 
estimated that the Fales Library con
tains more than 50,000 books and more 
than 12,000 letters and manuscripts. The 
library is a memorial to the donor's 
father, Haliburton Fales (1849-1929), 
who fostered the son's interest in books. 

Book collecting today is becoming 
more and more a public utility. Great 
assemblages of books—and assemblages 
of great books—will contiiiue to gravitate 
to the auction room, but equally great 
and even greater collections have gone, 
are going, or will go to college and uni
versity libraries. Who are the collectors 
of these books? An impressive number 
of them are, or were, businessmen of 
stature (and, obviously, of some means), 
like DeCoursey Fales, each of whom had 
or has many interests in life. Consider 
three such noted collectors: Fales, Wal
ler Barrett, and I. Robert Kiiendler. 

DeCoursey Fales was born in Sar-
anac Lake Village June 1, 1888. He 
entered Harvard in 1907, the same year 
in which Bliss Perry, already editor of 
Atlantic Monthly, became a member of 
the Harvard English Department. For 
young Fales, this was an epochal con
junction. He had been an omnivorous 
reader since childhood; Bliss Perry chan
neled his interest toward the author—as 
Emerson said, "there must be a man 
behind the book." Fales also grad-
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uated from Columbia University Law 
School, served as communications officer 
aboard the U.S. cruiser Seattle during 
World War I, and later became commo-
d(3re of the New York Yacht Club and 
served as chairman of the advisory 
committee on sailing at the United 
States Na\'al Academy. In 1911 he joined 
the Bank for Savings, the oldest savings 
bank in the state, and he successively 
was president, chairman, and chairman 
emeritus; then, after the bank's merger 
in 1963 with the New York Savings 
Bank, a trustee and member of the ex
ecutive committee of the merged insti
tution, the New York Bank for Savings. 
During DeCoursex' Fales's administra
tion the bank, under whatever designa
tion, became on \'arious occasions an 
exhibition hall, an auditorium, and a 
museum. 

There were no book shows, but of 
books unshown there was a continuing 
abundance. The Commodore was sup
plied by dealers all o\'er the world. New 
York dealers delivered their wares to the 
bank by hand, out-of-towners by mail. 
At the close of the day's business the 
Commodore would fill his attache case 
with the day's catch and carry it off to 
his country home in Garfield, New Jer
sey. Often the attache case was not big 
enough, and in such crises the Commo
dore would not disdain to tote his haul 
in a stout papei- shopping bag. Fortify
ing himself with a preprandial dry mar
tini, he would settle down for a final 
gloat over his treasmes befoie returning 
them to New York next morning for 
delivery to NYU, or sometimes to Man
hattan College. The New York Public 
Library and the Pierpont Morgan Li
brary were also beneficiaries of his lar
gess. 

The Fales collection's forte is the 
novel in English—from, say, the middle 
of the eighteenth century, or from Sam· 
uel Richardson's Pamela, or Virtue Re-
tcarded of 1740 and Henry Fielding's 
antiphonal History of Joseph Andrews 
and His Friend Mr. Abraham Adams of 
1742. But the Commodore's bookish in
terests extended far and wide. "A Partial 
List of British Authors " in the Fales col
lection released at the dedication in 
1959 ran to 158 names, and "A Partial 
List of American Authors" to 182; in
cluded in these two lists were such 
memorable non-novelists as Algernon 
Charles Swinburne, Alfred Lord Tenny
son, Emily Dickinson, and Van Wyck 
BiOoks. If the Commodore wanted 

Dei'oiuvsci Fales — H«» 
lioii;;)!) wlial he ΛνΗ)ΐΙ(·ιΙ. 

(Above) Clifton Waller Bar
rett—discriniinating; collector 

(Below) Robert Kriendler 
—collects author-gourmets. 
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