
TI. PtINTEUt AND PUlBIiIER

WHAT HALL WU DO WITH THE
FRAUD ADVIRTISERS?

iT strikes l'e that it is about timne somne one interested
. i te future of hoth the publisher and lthe ad.
ertising business entered a protest against somne

systemsatir deceptions that naow appear so conspic.
uanisly in thle advertising columnîaus of so iany pub.
lications. The last ycar las given is an unusual
share of this clIass of business. Every petty little
schemle that thle brain of amlait can devise is worked
mito a n advertiscneent, and l.tancied uponl the con-
fading public by dishonaest advertisers and thleir
allies-puablishers. So:ic of lthese schiiles take the
foinm of guessing conltests, rebauses, crayon portraits
free, thiings "giveni away to introduce thcma." gold
watches for a dollar, and such like. The list nigit
bic extended alnlost indefinitely, and we can ahvass
be sure of amure to follow just as long as we tolenate
and encourage themi. Thev mnay be classed under
the one general iead-uanqualified swindles.

Every one of these fraudulent advertiscmients puib-
lisied as a menace to the future of botlh the publishing
:and the advertising business. The reader wlho pat-
ronizcs suclh scieces seldom, if ever, lears from hsis
mloney; and ivien le gcts .yi vtinag ira retlirn, it is sure
to be trifling ciough to convince hai Ilae lit: lias becn
swiniled. Every suci experience takes ont anait out
of lthe ranks of advertising patrons.

Compared with te publisier who rans such adver-
tiseients, i have a sort of muild respect for the fellow
who inlveits themla. Trae, lie is sacrificing energies and
-possilv-alalities in tIe vain lope of a sudden for-
line, which, if properly directed, mligit retrn wliis A
perinanent business with suire profits and a clear cou-
scienct. Yet lie makes no moral pretentions and is
generally decent eaotugi to lide his persoanal identity
behiind ai assliued or fram nanie. Buit the publisier of
lais deceptive announcemîaents will preaci maorals ina
simali caps and double leads, yet prait these swindling
and naiscous advertiseaaments withouît a bulisi. For a
paltry tlollar lie as williig to sel tlle conifi(enxct of lais
subiscribers, and maîake thei forever after warv of iima-
self and lais artful advertisers. Somtie puiblisihers, anot
cntent to mnercIv rnai these "snide" advettiseiets.
give thsem editorial endorseitent.

There coild le less cause of alanrmt af thle practise of
vaisaiag qu1îestionable advertising were confinîed to siaiill
or ine:,perienced advcrtiser; liait I anm sorry to say tliat
it is not. Many pulbislers of influiential journals scii
to think tiat thev can add tIhe income fron this business
to their legitimiaite revenue withotit suffering in oticr
directions. True, tiare are somne notable and wortlv
exceptions; yet, tioiglh on the publisher's side of the
fence myscif, i amuatst coanfess that the proportion of
smillers as very large.

In tais connection, iowever, we mist consider lthe
puiblishier of the frec-distriatstion.periodicals. These
pulblishers, of carse, have no coisideration for their
readers, and are ira it siiply for the imoney they can
get out of the advertising colutmn. They have no very
fiîe scruples as to lthe qatality of tle advertisements
they raain so long as tuhe price per line is gaanatteed.
These publications are largely responsible for this
qiestionable class of advertising, and are exerting their
evil inaflaence not only ira destroying confidence in ad-
vertising hiouîses, but also ira reducing, by their unequal
competition, the general standard of periodical litera-
titre.

It ausist be clear to every legitimtate publishter that
it couldi be to lais interest, if everv dollar invested ia
advertisiig space retuirned a fair percentage of profit
to the investor. It niust lbe equally clear that a reader
once swindled, is tot likely to patronize hie advertiser
of tlle same paaper agaia, if indeed lae does lthe advertise.
alents of any paper, and that the legitinate advertiser's
chances of profit and conatinaaaaance is lessened by every
insertion of an advertisamen tlat is intended to de-
fraud lthe reader. If there were no tiore worthy object,
it wouald secn that paire selfislhness on Ihe part of pub.
lisiers would bc enouagi to influence theim to refiase
suaclh advertising. They wouald do so if they could get
far enouglh av:ay from theamiselves to look back and see
the effects.

If lthe advertising of tIhe future is going to be wlaat
it should lae, this question of disionest mnethods in tlhe
business should lave attention. We can look for no
lelp frot hie clhcap publications and free distribution
clacets. They are Iae ones that are making the mrost
trouble, and froma ticir character of purely advertising
sicets are naot entitled to second-class postal rates.
13ut the publisers of journals witlh a paid subscription
list, and legitiiate advertisers. ougit to join iands in
correcting lthe cvil. It is generally conceded that carc-
ful, j udicious advertising will pay in any legitiiate busi-
ness. All tIat is necded is to buy tIhe riglit kind of
space at fair prices, and tell the trutih about tIae goods-.
that you want to sell. Soatie of our mlaost suaccessfuîl
genaeral advertisers are sote of tue sirewdcst business
aen of hie country. They uast understand tle effect
ofa "snide" advertisemaent in its far-reaching influence,
and msait object to seeing ticir own naines side ly
side witla catch.penny annouancemaents and swindlinag
scieies. They have it ina their power to laelp correct
Ihe evil. b)y refusing to buy space in papers Itat pub.
lasi advertisentcts in wlhiclh the word frauad can bc
renad betwecn thie lines.

If we could rcfori lthe "skinning" advertiser, gag
lthe circulation liar, and kill lthe free-distribution fellows,
we would soon lae able to get a fair estimaate on adver-
tising space, and there vould be more moncy and
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