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TALKS ON ADVERTISING

By the Advertising ;Manager
No. 2
QUALITY IN ADVERTISING

“The moral standard of advertising in America
is one thousand per cent. higher than it was five
years ago. The newspaper is only as clean as its
advertising columns. It is only as strong as the
confidence it can arouse in its readers. It can make
them believe not only in the news which it publishes,
but in the advertising which it publishes. We have
learned to look the truth straight in the face, and to
admit that a filthy medical advertisement is a filthy
corner in the newspaper, and that a lying commer-
cial advertisemeit is a lie in the newspaper, and that
the deceptive financial advertisement is a deception
in the newspaper.”’

The above is an extract from an address delivered
two years ago before the convention of the Canadian
Press Association, by Mr. Medill McCormick, pub-
lisher of the Chicago Tribune. We agree heartily
with his views on this subject. In a publication such
as The Canadian Horticulturist, quality of reading
matter and of circulation is the first consideration.
To hold the confidence of our readers, we must pub-
lish not only clean and reliable reading matter, but
also clean and reliable advertisements. A reader
who has been “bitten’’ by an unreliable advertiser,
immediately has his confidence lessened, not only in
the other advertisers who use that paper, but even
in the paper itself.

The Canadian Horticulturist was one of the first
of a very few publications in Canada to realize that
to secure and retain the confidence of its readers,
it is necessary to maintain as high a standard of ex-
cellence in its advertising columns as for its read-
ing columns. It does not carry, nor has it carried,
any patent medicine, electric belt, liquor, tobacco or
fake advertising, or any advertisements that we con.
sider unreliable or offensive to the good taste of the
class of readers, among which The Canadian Horti-
culturist circulates.

Our Protective Policy which appears on the edi-
torial page of each issue of The Canadian Horticul-
turist, means all it says. Some four years ago we
found that one of our advertisers was defrauding
some of our readers. We had the party arrested and
exposed, and his company went out of business.

We have lost considerable revenue by taking the
stand we have, but we believe that we have more than
made up this by the confidence we have inspired in
our readers toward The Canadian Horticulturist and
towards the firms who use our advertising columns.
Reliable advertisers are learning that space in a pub-
lication which exercises this care in regard to the
advertising it carries is much more valuable per
thousand of circulation than space in a publication
that will publish anything that is offered. This helps
to explain the extraordinary increase of over 1,000
per cent. that has taken place during the past seven
years in the volume of advertising carried in The
Canadian Horticulturist. Remember that when you
commence to advertise in The Canadian Horticul-
turist you are coming to our readers with a good
introduction, which contributes in a large measure

to the success our advertisers are experiencing

though using The Canadian Horticulturist.
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