
TnE PRINTER ANI) PUBI.lsliEr Nvmbr 1

WISE WORDS ON ADVERTISING.
iIy Asidicw ll.ititilo. M.P.P., WVoodstock Se, ne1.lrvIeý.

T 1-iis is the lime oaille year when business men are talking
agood dcal about advertising and advertisements. it is a

big subject ; and a good many sensible things have been said
on it by experts and spýcialist writers during the past )-car or
two. Woodstock business men are good advertisers as a cli ss.
They understand their business. They know that thiere is not
much sentiment about advertising.

Good advertisers don't advcrtise for sentiment, any more
tban a mnî works sixteen liaurs a day for bis health. They
advertise for business. -

Trhey advertise a ni o n g
those whomi they are likely
ta do business with. Tht*Y
advertise in nwdiums that
ciîculate anîong tL hl os c
whomi they want to do
business with. Thecy don't
advertise where therc is 'Io
business ta be donc. When ~
a mari spends bis money
in advertising, lie wants ta
gel it back, and more, too,
if lie is sensible. A mani
is foolishi to spend money
in tdvertisioig if hie is not
likely to get it back. A
sensible marn may make a
mistake, and not get his
Money back ; but a sen-
sible manl won't kecp on
rrîking iiistakes. Hie will
look for the right advertis-
ing medium, and stick ta
it if lie finds il pays.

The basis of ad-crtis-
ing, or of advertising rates,
is circulation. .Adverlising
rates and advertising pro-
flts depend on circulation.
And there are both char-
acter and numibers in cir-
culition. Good tdveriisers
abk îlot anlly What the vol-
Urne ar a ewpprS cir6-
culation is, but its char.- -___________

actcr ; not only how GiIbt Park~er, :ile

rnany people, but wnat kind of people rend a newspaper. They
want ta knowi lîow nîany people they cati get at through a
newspaper, what the newspaper is thougbit of by the people îvho
read il, and whether the people who read il arc the sort of
people ta do business with.

Sorte people w~ho don't know much about advertising in a
modern, up.to-date sense soniutimes think that chicapness is the
chici consideratian ini advertisiîîg. Good advcrtisers don't look
for cheapness. rhuy look away from il. They mistrust cvery
advertising mecdium that is " chcap." WVith a good advcrtiscr,
ta bc checap is ta bc wçorthiless. Thcy knlow that il costs mancy
ta build up a necwspalpr, it cosus muney ta run a gaod one, it

costs money ta gel circulation and ta ;iold it, and time, energy
ability and money cnn't be sold cheap, muchl ess be given
away. Nine hundred and ninety.nine out ai every thousand
good advertisers ini the world have fouud that high.priced adver-
tising pays best, that so-called Ilcheap)" advertising never pays
at ail. A fair and reasonable rate, though apparently high, in
a good newspaper is very much cheaper-that is, it is more
profitable-than so-called cheap advertising in inferiar papers
-that is, in papers aof inferior standing and influence and cir
culation.

Some people who have not thought il out think that com.
petition fromn a new papcm
will make advertisingcheap.
In 99 cases out of ioo, in
this and every other coun-
try, il bas miade advertising
dearer and more difficuir.
It has added a new burden
ta business men, ta whom

F W evety newcomer professes
ta offer the blessing of
competitian and cheap

advertising space. Com-
petition between two shops
might reduce the price of

-sugar, if it it had been sald
dear by a single shap be-
(are ; but camrpetitian, so-
called, by the multiplica-
tion of newspapers can
neyer do such a thing.
Quite the reverse. l'he

- abviaus reasan is that an
old and largeiy.circulated
newspiper bas something
ta seli which another anc
hasn't gat and can*t get.
Il is its circulation. Its
circulation is its own. It

1can't be gat-that is, it
can't be duplicated -by

atiollher piper. .Another
paper nîay get some circu-
lation of its own, but il wiIl
bch a différent circulation ;
and a newly-got circulation
is always inferior in char-

Cr~a~n ôvelsi.acter and advertising value
ta an old. Advcrtising rates, as we have said, are based an
circulation. Thcy relate ta the value of what is given for the
moniey which the advertiser invests. A paper with a thausand
aof a circulation would, conscqucntly, be a very dear advertising
medium if il got anc-hall thc rates ai another paper with, say,
fh'c thousand of a circulation.

Natlîing in the world is more tcnaciaus than ncwspaper cir-
culation. An aId paper scldom ]oses its circulation through
campetitian. If others gel circulation, il is usually not at the
expense af an aId newspaper, but at the expense af the rcading
public. If they gel business, ih is nat at the expense of aid-
cstablished pilicrs' ratas, but nt the expense af business mnen,
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