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WHAT SHALL WE DO WITH THE
FRAUD ADVERTISERS?

T strikes me that it is about time some one interested
in the future of both the publisher and the ad-
~ertising  business entered a protest against some
systematic deceptions that now appear so conspic-
uously in the advertising columns of so many pub-
lications. The last year has given us an unusual
share of this class of business. Every petty little
scheme that the brain of man can devise is worked
o an advertisement, and launched upon the con-
fiding public by dishonest adveriisers and their
allics—publishers.  Some of these schemes take the
fotm of guessing contests, rebuses, crayon portraits
free, things “given away to introduce them,” gold
watches for a dollar, and such like, The list might
be extended almost indefinitely, and we can always
be sure of more to follow just as long as we toletate
and cncourage them. They may be classed under
the one general head—unqualified swindles.

Every onc of these frandulent advertisements pub-
lished 1s a menace to the future of both the publishing
and the advertising business.  The reader who pat-
ronizes such schemes seldom, if ever, hears {rom his
money; and when he gets anything in return, it is sure
to be trifling enough to convince him that he has been
swindled. Every such experience takes one man out
of the ranks of advertising patrons.

Compared with the publisher who runs such adver-
tisements, 1 have a sort of mild respect for the fellow
who invents them.  True, he is sacrificing energics and
~—~possibly—ahilities in the vain hope of a sudden for-
tune, which, if properly directed, might return hun o«
permanent business with sure profits and a clear con-
science.  Yet he makes no moral pretentions and is
generally decent enough to hide his personal identity
behind an assumed or firm name.  Bat the publisher of
his deceptive announcements will preach morals in
small caps and double leads, yet print these swindling
and nauscous advertisements without a blush. For a
paltry adllar he 1s walling to sell the confidence of his
subscribers, and make them forever after wary of him-
self and lus antful advertisers.  Some publishers, not
content to merely run these “snide” advertisements,
give them editorial endorsement,

There could be less cause of alarm if the practise of
rvunmng questionable advertising were confined to small
or ineaperienced advertiser; but 1 am sorry to say that
it is not.  Many publishers of influential journals seem
to think that they can add the income from this business
ta their legitimate revenue without suffering in other
directions.  True, there are some notable and worthy
exceptions: vet, though an the publisher's side of the
fence myself, 1 must confess that the proporuon of
smners is very large.

In this connection, however, we must consider the
publishier of the free-distribution-periodicals.  These
publishers, of ccurse, have no consideration for their
rcaders, and are in it simply for the money they can
get out of the advertising column.  They have no very
fine scruples as to the quality of the advertisements
they run so long as the price per line is guaranteed,
These publications arce largely responsible for this
questionable class of advertising, and are exerting their
cvil influence not only in destroving confidence in ad-
vertising houses, but also in reducing, by their unequal
competition, the geuneral standard of periodical litera-
ture,

It must be clear to every legitimate publisher that
it could be to his interest, if every dollar invested in
advertising space returned a fair percentage of profit
to the investor. It must be equally clear that a reader
once swindled, is not likely to patronize the advertiser
of the same paper again, if indeed he does the advertise-
ments of any paper, and that the legitimate advertiser’s
chances of profit and continuance is lessened by every
insertion of an advertisement that is intended to de-
fraud the reader. If there were no more worthy object,
it would seem that pure selfishness on the part of pub-
lishers would be enough to influence them to refuse
such advertising. They would do so if they could get
far enough away from themselves to look back and sce
the cffects.

If the advertising of the future is going to be what
it should be, this question of dishonest methods in the
business should have attention. \We can look for no
help from the cheap publications and free distribution
<heets. They are the ones that are making the most
trouble, and from their character of purely advertising
sheets are not entitled to sccond-class postal rates.
But the publisers of journals with a paid subscription
list, and legitimate advertisers, onght to join hands in
correcting the evil. It is generally conceded that care-
ful, judicious advertising will pay in any legitimate busi-
ness.  All that is nceded is to buy the right kind of

space at fair prices, and tell the truth about the goods~_

that you want to scll. Some of our most successful
generzl advertisers are some of the shrewdest business
men of the country.  They must understand the effect
of a “*snide™ advertisement in its far-reaching influence,
and must object to seeing their own names side by
side with catch-penny announcements and swindling
schemes.  They have it in their power to help correct
the cvil. by refusing to buy space in papers that pub-
lish advertisements in which the word fraud can be
read between the lines.

If we could reform the “skinning™ advertiser, gag
the circulation liar, and kill the free-distribution fetlows,
we would soon be able to get a fair estimate on adver-
tising space, and there would be morc money and




