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TiIE PRINTER AND PUBLIS UER

.%1îVI:RTISENIENTS IN COI.ORs.

W HEN Mr. Atlcinson took hold of Thle Toronto Star
the Eaton advertiscment was not appearing in

it. Thbe new management, lîowever, succeeded in sccuring
Eaton. and one iriducement, besides the growing circulation
of Thu Star, is thu heading over the advertisement appuar-
ing in rud, or blue, or somu other color. This is a ilew
feature in Canadian advertising and may bave important
future resuits. Thinking that an account of the mechanicai
process by wbicb this new fuature is brougbt out would
interest readurs of this column, 1 called on Mr. Atkîinson,
who answered my questions as follows:

«IThere is very little to explain with rqgard to the
process by which our pressinen are able to print two colors
on the front and back pages of T'he Star, but 1 willingly
accedu to your request. Our press is a straightline Gass
press. A straightline press, as you know, is composed of
tbree ortmor-- decks or presses one above the offher. The
top deck of aur press is used as a color deck. Thus,
to pnnt au eigbt-page papier, two rais nf paper are ruis-
ning into the press nt one time. Into the top deck one
sheet runs and reccives the colorcd impression on pages
onu and eîgbt. Then, the sheet, instead of being carried
immediately out into the folder, at the end of the press, is
carried down to the middle dcck wbure the sanie pages
receivu thie required black Inlc impression. The sheet is
then carried into the folder wbere it muets the shuet which,
meanwhîle, bas been running tbrougb the bottomi cecic and
been reccivirig its regular black ink impression. Thuse two
sheets coming together in the folder make up the tight
pages of the paper. One o! the shects is simply carried
through two decks of the press. The color is thus put on
at the saine time that the other parts of the paper are being
printed, and put on too at the rate ai, say, 20,000, eight-pagu
papers an hour. There -are, I believe, less than haîf a
dozen papers in America wbich can print an cxtca color on
their regular editions, and only onu or two, besides The
Toronto Star, that 1 know o, wbich are now habituaily
doing il."

Newspaper publisburs bave tried mnany diffuèrent methods
of placing tbeir publications before possible subscribers, but
up to the presenit timu no scheme bas been evolved that is
quite so effective, and, at the saine time, so durable, as
mutal signs. Onu publisher rccently said that hie bail
found metai signs a particularly profitable investment. He
classed tbum abcad of posters, because of their MOre attrac-
tive coloring and tbeir more durable qualbties.

0f course, a great deal depends upon the sort af signs
used. It is just as easy ta do pîoer adv-crtising by means of
mutai signs -as by any ot!iur nmethod, and it is, therefore,
necessary to bave the bu-st article of this kind on the

market. A poor sign wiil aiways cost more thau it's wortb.
A good sign is worth every cent it costs, and more.

Trhe advertiser makes use of newspapers, bili-boards,
strct cars, etc., to infom the public what lie can do for
them ; and so large has the army of advertising people
grown "bat they should bu particularly appeaied to in the
paper's .. -'ice. Ini every newspaper can be fourid a puff
for its own advertising columns, but it does flot go much
further tlan this. Rarcly do wu see a palier advertised as
Sgood advertising mediumn in magazines and in every con-

ceivable place ourdoors, like somebody's soap or some other
person's pulis. The man who wishes to advertise his goods
will generally do so in the paper hie reads, whether it be a
good or useiess medium, hecause hue sets in it a notice for
its advertising columns. There may be a paper which,
tbougb hie neyer buys it, will suit bis purpose better than
the other, but bue does not know it, for it does not advertise
to advertisers in the saine way that they do to their pro-
spective customers.

DEIATII (>1F POWELL. MARTIN.

Powell Martin, formerly a well-known advertising agent,
died in Toronto, july 16, fromn heart failure. Deceased
was 5-- years of age, and was bon in Cardwell County.
Twcnty years ago hie removed to Toronto and secured a
position with The Globe newspaper as advertising agent.
About io years ago hie went to Montrenl, and later to St.
John, N.B3., whure lie continued in the advertising busi-
ness. He afterwards returned to Toronîto, and during the
past ive years had lived a retired lite Deceascd, in bis
carlier days, won distinction as an athlete, and was the
possessor of severai medals.

.~ILRTSINi X A COL'NTRY WEEKIS.

*l'le publisher of the country weukly does not always
get whiat hie deserves (rom large advcîtisers. A great dent
of advertising is donc in the city dailies that would bear
*more fruit if it werc insertcd in a country newspapcr. WVhat
country people need is not, by any means, alv-ays advcrtised
in country paliers. The (armers and ail dwellers in the
countrý and sil vi'ages are much morte influenced by the
ads. in the local paper than by those in the city daily.
WVhcn thc, names of those thcy K-now personally are printed
in the advcrtisement, tbuy have more faith in it, and it
appeals more directly to thein. Then, too, there is the
feeling that wbat is advcrtisedl locally is sold locLlly. A
(armer may rend an ad. in a cizy paper, but lie is apt to
think at the tume that the city is the only place bue can vu
,he article advertiscd ; but, if hie secs it in the local paper,
bue knows bue can get it at bis usual place of trading. At
lcast, hie is induced to ask for it thcrc. The value of the
country wcekly. whose ad, columns are scanned by its
subscribers; more clrisely than they do those of a stranige
city, is flot appreciated by even the publishers themsclves,
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