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exceptions. In this age of specialization the literary
man, particularly as he represents -ihe pulilishing house,
‘has littie time to-devate to-other matters. The -business
man has no time fo-engage in things literary -beyoud- the
possibilities of the dilettante. Somoewhere along the
line, thercfore, it is necessary that these two should-come
ogether.  Se the publisher is compelled to organize his
hierary stafl as-entitely distinet from his business office
vet-capalile of-being worked side=hv side. To the one the
new hook is an event of greater or less significance m the
literary world; 1o the othier it is a-cold commercial pro-
position, that must be sold for dollars amd cents ™

Mr. Brown, continuing, propoumds two principles,
whith nuderlie all advertising, and these he applies o
bhooks. lirst the article to e advertiséd must be worth
selling, and sccond, the advertising must -he consisiént
with the article to-be s6ld. He refers fo such books as
“Ben Hur™ amd “David Narwn,™ which possess superla-
tive ments.  Advertising undovbiedly zave the fiest mm
petus 1o their sale, hut that sale was maintained-hecause
of the gqualitv of the -hooks.

“*Am book that is good enough to win the favorable
report o the professional readers = practicallh sare »f a
sale of 1,500 @ 2;000-copies  Fhe facloty cast of pro-
ducing a4 wodern novel. a book that selis at retail for
$1.56, on a run of one thousand cupies, is alioul twea™r
cents, the publisher receives, on au averaze, aghiyv-one
vents; but out of the remaining SINIV-one cenls  must
oonme rovalties, advertising, office expenses, amd incident
als, and Tas=fly, I anvilinz is Teft. prafit.  \ <ale of -
teen humired copies under wormal conditions, cuables e
pablisher 10 ome out even, and generally vields 1o *he
antkor a return of 3150 {for his months of Jabor. Bevond
this point, ihe publisher begins to make a proit which,
of course, was what melueed hun 1o attempt the publica-
fwn of tht bdok, so thal, by the vime 1he sales reach
1000, the house ge1s a return of $300-ar mare  And-de-
=pite all 1h¢ scusational advetlising. <o called, not ne-in
len novels now heiug  published  goes  beyond these
figures.”™

Mr. Brown-helicves, from pefsonal expenience, that the
value of book advertising docs-not consist in **bowning”

ished -house
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sales, but w getting for & ook all the recogmimn 1t de
senves. It s anvtlung but just to comiemn modern
book advertising in general because of the undeniably sen-
sational meilods oecasionally resorted 10 14 the HisHY
cples giten abinve are hept in i, 11 will be seen that

i the advertivng is unworthy, the booh s anwoerths,

wnd, as a rule, 11s buyers are-composed of those who-van
be fooled all the ume, with perhaps o sprinkling of those
who can be fooled part of the time  Legilnnate adves
s should e worth Teaing., The prosaic anuounce-
ments-of thirty years ago may have satisied the readers
of thirty vears azo, amd when-it is remembered that there
has been a Tevolution in selvertising el i thal e,
there s littde doubt that book adveritsing stood i the
sauie Telation to geperal alveriinang as 11 does now Al
right there o~ the crux of The Whole question Thase who
are vomplainmg of presest methods, tose who hesttate
Ty depart Trom  their  cherished  traditfons  would keep

ook advertising unchanged, ust as i1 was thirtv vears

g0, forgetang thal the world has moved onward  Ths
1w whn the yvounger and-mote progressite -houses are pros
perous, and, indead, Why thic authors whese reputations
the older houses helped to make are flacking 1o the mure
Youthiul-oues, leaving the patriarehs st at the old-busi
ness of “imiroducing new authors 1o the readmg pulilic
The expeticneed  authors  have acquired some busimesa
wapacity, and realize that the sigpature of a Tong-cstal
on  their title page is of hitle use, if the
house is-behind the times at its commereial end and does
notl sell the houks ™
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