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Press Advertising Sold 
Victory Bonds

In number they were 40,000 inEFORE the war, bond buyers were “marked men.
March, 1917—this is shown by the number of purchasers of the Government War Loan 
of that date. But in the autumn of the same year, their number increased twenty times 

—to 820,000! This was the number purchasing the Victory Loan, 1917. Last month—Nov­
ember, 1918, — over 1,000,000 persons purchased the Victory Loan, 1918 !
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These wonderful results were accomplished by Press Advertising. • ■

Before the war one-half of one per cent, of our people bought bonds. Now quite twelve and 
one half per cent, of our people are bond buyers !

argument was overlooked. No selling point 
was neglected.
The result is that Canadians to-day are a 
nation of bondholders.
They know what a convenient, safe and pro­
fitable form of investment bonds are. i In­
stead of one man in two hundred owning 
bonds, now one Canadian in eight—men, wo­
men and children—owns a Government Se­
curity.
This complete transformation in the national 
mind and habits was brought about by ad­
vertising in the press of the nation. Press 
advertising has justified itself as the surest 
and speediest method by which a man’s rea­
son can be influenced and directed.
The Minister of Finance acknowledges this. 
His own words are.

Before the stupendous amount of $676,000,- 
000 worth of bonds could be sold to our Can­
adian people in three weeks a most thorough 
and exhaustive campaign of education was 
necessary and this campaign was car­
ried through by advertising in the public 
press. The power of the printed word 
never had a more convincing demonstration.
By means of the printed word, through the 
medium of advertisements in the press of 
our country, the Canadian people were made 
to know what bonds are, the nature of their 
security, their attractiveness as an invest­
ment, and why the Government had to sell 
bonds.
Every point and feature of Victory Bonds 
was illustrated and described before and 
during the campaign—in advertisements. No

“The wonderful success of the Loan was clue in a large measure to their (the 
press of Canada) splendid and untiring efforts during the whole of the Cam­
paign.”

Mr. E. R. Wood. Chairman of the Dominion Executive Committee having oversight of the cam­
paign lo raise Victory Loan, 1918, said “ . . . The press publicity campaign . . . will rank as 
one of the most remarkable and efficient publicity campaigns ever undertaken in any coun­
try.” and Mr. J. IL Gundy, Vice-Chairman of the sàme committee said: “I have been selling 
bonds fui1 a long time, but I never found it so easy to sell them as at this time. The reason is 
the splendid work the press done. I take off my hat to the press of Canada.’

The success of Victory Loan, 1918, and the knowledge which Canadians now possess of bonds 
are a straight challenge to the man who doubts the power of the printed word, in the form of 
advertisement, to sell goods—and this applies not to bonds alone, but to the goods you are 
interested in selling.
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