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NEWSPAPERS AS AN ADVERTISING
MEDIUM IN CHINA

By Hollington K. Tong

The prcss in China undoubtedly serves as the most effective
advertising mcdmm. No substitute has been found to replace it as a
A channel through which commodities can be quickly carried to the
| purchasing public. Handbills and posters, to which the Chinese used
.‘\\. ot formerly to. resort, are limited in their scope, and at their best, are
" old-fashioned and out-moded vehicles of publicity. Newer forms of
publicity, mcludmg billboards, placards, sandwich-men, sky-writing,
¥ | motion pictures, the stage and even the radio, have their handicaps,
L then' limitation and their shortcomings. The daily newspaper still |
s holds the key to the advertising situation by its ability to carry the
advcmscr s message to the greatest numbcr of people in thc sho:tcst
. time in thc most convincing manner. Bel
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Habit dies hard. The majority of the people who constitute
mi.‘W . - -

the buying public in China are accustomed to rely on the press for

o information about various commoditics, about sales, notices of new

publications, school announcements, automobiles, home necessities, and

o amuscment places. They do not want other mediums to convey such

- information to them. The large amount of space devoted to adverti-

| sing in propomon to readmg matter is an outstandmg feature of the
f iy
!

Chinese newspapers, and this is done purely in . response to the demand.
( The most successful daily in Shanghai gives fnuil? two-thirds of its
. space to advertisements, while its less successful contemporary allots -
74N even onc-fourth of its space to paid publicity. Confronted with L S
gramm of the newspapers as an advertising medium, nem
forms of pubhcxty make little appeal to thc mas?cs\ ey

| i Thz commodity of ncwspape:s—that of publicity —has
'i"/ ~ characterized as the most valuable in the world. It raises
e statesmen, artists and actors to the pmnadc of success s
an. This aspect of the powcroftheptess has
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of Chmse newspaper publishers. Duting
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a more modern concept of the utility value of the publicity afforded

by newspapers has been accepted by the thmkmg classes of China. It

has now been fully realized that advertising, that is, publicity for
business enterpriscs, is the backbone of the really successful newspaper.
Although an important start has been made in the direction o
acquiring this essential backbone as the basis of successful journalism, o
it may as well be frankly confessed that few newspapers in China :
have yet passed beyond the patent-medicine stage of development
~concerning their advertising. In this respect, the advertising in Chinese’, &
. (' newspapers parallels the development of advertising in the U‘Qited \ '
5 | States of America, which in a peculiar sense may be regarded as the

\_home of modern hlg'l -powered publicity for business undercakmgs

The patent-medicine men in America were the first to _appreciate the
possibilities of advertising in newspapers as a means of attracting =
favourable attention to their products by the public. In China, patent (e
medicine dealers during the past three years have been the largest)
patrons of the press. | Cigarette manufacturers used to take second place/ |~ -
as buyers of space, but they are now yielding this position to the =~
publishers q_f'-g(;oks.‘ :Ap_tomgbi"_lc companies will eventually be one 7=
of the important stand-bys of the daily newspaper in Shanghai. With
the growing network of good roads in China, it is to be expected e

that there will be a considerably greater volume of profitable adverti- D, _
sing from this source than there has been in the past. :

What is callt:c{;:tmnal advertlsm , that is, the publicizing of -3
certain industrial products on a2 national scale, however, is st111 in its
mfancy The national advcrtlsmg done in China is mainly bv the
Y tobaccqﬂr companies. There is nothing to compare with the efforts
, R‘Hg-;long this line in America by scores of other great industrial
473 houses. As long as 25 years ago, there were at least (ten concercj . \
v each spending $750,000 (U. S. currency) a year in order to sell thclt |
| products. These concerns included Armour’s Extract of Beef, Force,
‘. Grape Nuts, Gold Dust and Fairy Soap, Ralston Mills food-products, i
| Royal Baking Powder, Sapolio, Swift’s Hams and Bacon, Ivory 7
and Uneeda Biscuits.
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There is a setious failure to appreciate the value of news
papers in China as a medium of advcrtmng by yet another class of
business, that of mercantile establishments. It is true that the depart-
ment stores of Shanghai, for insiance, do advertise in the dmly B}:;;M
but it is more or less spasmodic.  Moreover, it is done on a decidedly
7 sgl;n.ll scal whcn , compared with what has been accomplished along that
« ~%  line in American cities. As early as 1909, Hamilton Holr in his book
O ok - on Commercialism and Journalism stated that $4,000,000 (U.S.) was
spent annually by twenty large department stores in New York City.
In Chicago, he related, one large department store appropriated
$500,000 (U. S.) a year for publicity in order to sell $15,000,000
worth of merchandise. But today these figures have been trebled or
even quadrupled. Looking at the question from the standpoint of

the material interests of the daily newspapers of Shanghai, it would,

indeed, be a great blessing if an up-to-date American department

store were to be established in Shanghai. The monetary benefits to

loc_aleouma]ism should be, it is thought, comparable to those of the

. - London dailies after the invasion of the British metropolis by the
. famous American department store of Selfridge years ago.

Very few human endeavors in China during the last half century
have attained in a2 commercial sense such rapid success as the Chinese
press. Fifty years ago, the newspapers in Shanghai were read by a

Do - few hundred persons. But today, at least two of them each enjoy a
,: o daily circulation of more than 150,000 copies;, Their annual advertis-
i ing receipts have grown in the same proportion. Some of thc e

i / -, Chinese newspapers take LDI more than $1,500,000 a year in :

mt“";;} It is conservatively estimated that more than $10,000,000 ann
% e being spent by various firms on newspaper advertising in

& o0 alone. / But this is a small figure when it is comparcd with
.7 expended on advertising with the dailies, weeklies and mont
% America and Europe. Great Britain and Ircland lay out £50
e 2 year in advertising, while an equal amount is expended

m of western and ccntral E.umpe Commg to the

S

ﬂ'ﬂ" onc billion. dnllnu (U.S.z n.nmn!l_ _-

)



29

There are three factors 'which will make the newspapers in
China a more effective medium_for advertising in the near future.
First and foremost, is that of| litefacyt)’ An increase in the number
of persons who can read will resalt in a larger newspaper reading
public, thereby automatically enhancing the publicity value of the
press. A second important factor is the dev;lopmggt___v& native

e

industry. | Since China has attained her tarif autonomy, there has

already been considerable growth in this direction and the future may G
confidently be expected to yield even greater results. The third
factor, and the one 'from‘ which the greatest immediate results can be

expected, is that of the advertising agents and agm%Through

their skill and mastery of “the technique of advertising they can make

> and that is one argument which is as well understood

advcrtiswiﬁgm‘“bﬁy,’
in China as in America or any other country. Too much emphasis
cannot be laid upon the service rendered by the modern advertising
=  agency as a means not only of contributing to the development of

domestic industry, but also of promoting the newspaper publishing

. business.
\ -f | .
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e Readers of The Chins Weekly Review are to be
: Q y found in every province' of China.
\ OQ?\((\% The reason for this is that The Review publishes
every week a complete summary of news develop-
‘- ments together with editorial comment and articles
Read and Believed in by leading Chinese and foreign writers.
By Women in China. For- nineteen years t_he number of readers of
’ . ‘fl'he IRevww ::afrhsete;daly increased. If you are not
s o : . amiliar wit eview send for a sampls co
Because it's the only publication in China R ; R NPt Su -
E whose advertising policy is based upon that of g“g’c';pt.'fon x_-?tes. #3 x year w'ﬂ.'"n Chm:’or
f Good Housekeeping Magazine. ] 5. §38 if mailed to addresses outside of China.
i ' » . 3 3
Because it’s the only publication in China || It's the most widely quoted Journal in the Far East!
! which keeps abreast of Fashions, Food and || e
Feminine News and offers its readers personal i’ CHINA WEEKLY REVIEW 1
service in solving their individual problems. g 160 Ave. Edward VI \
Because it's the only publication in China ( e o R
providing its advertisers with effective distribu- Enclosed please find $1 ‘3.85! v 2
tion facilities for samples or literature, free of E for which plerse send M ashfl?‘:e::“s slza-:ﬂp-
charge. tion to The China Weekly Review. o
Audited average circulation Name B
over 6200 copics weekly. § B
60% Foreign 409, Chinese . Address e :
RS | e
s R e PUTRT IS FIER S THE CHINA WEEKLY REVIEW :
T B SRR & , . 160 Avenue Edward VII
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