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{n False Advertising

By Frank Chodorov

We cannot explain the corrent scene merely by a study of sp
facts, These facts can have meaning to us, can only mke sense, i
powt to a prnciple or & law which, because of our experience and
ohservation, seems to hold trae at all times, n all places,

There is a growing tendency among modern educators in the field
of pelitical ecopomy, and in other soo i wimnarily o reject
fundamenial principles as applyis
1o seck absolutes in the feld of economics
useless subject in onr college curricula, whereas 11 should be the most
gsefn!, Everyihing is taught as a fact in itself. There are no governing
baws, There 15 no soience, All is acoident. Cwot of such a o
facis, out of such a high-handed rejection of puiding principle, uo
knowledge that can help us o solve our secial problems can possibly
come, We are oft withoul any navigating insitument in our travel
threugh life. We are consigned by such teaching to a Blundering course,
a ride-of-thumb method of dodging and stumbling and bumping our way.

We teke the subject of adveriising as an example, merely becavse
it has heen treated of from this atomic point of view by 3 prominent
professor of education, whose hook, in which advertizing s discussed
as a problem of American culture, is widely used as a text, I am m-
formed that some three million boys and girls stidying in 4200 high
schools are annually exposed to thes kind of pontifical pedagogy. | take
ap just a few statements and infereoces in the chapler of this book
dealing with advertising merely to illustrate ihe differonce between
education based on sporadic experiences and education based on funda-
mental principles, arvived at by selentific investigation and logical de-
ductions. For, 1f Heary George teaches us anything of permanent value,
it is that all economic frends, all social relutions ave determuped by the
vperation of basic Taws.

Now, what is advertising 7 11 is merely the spreading of information.
1t is quite true, as our professor says, thai ths techniyue of our exchange
system 18 sometimes wsed to spread smsinformation. The same can
be satd of loo many of ocur college courses, of too many of our pro-
fessors. It was not o long age that the theory of evolulion was out-
Lawed in our colleges, at the msiigation of our professors. Copernicus
and Galileo were persecuted by ihe teachers of thar day, When 1
went to college the professor who preached theories of State control
and regulation would not have Jasted more than one leciure; 1t wouold
appear that a like fate would today threaten the teacher who dared 1o
prochaim the supremacy of the individual, The history of professional
education is the history of error seeking io perpstuate itsell by the
persecuiion of fruth,
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14, through a system of paternalisin, protect
hievous ads rtisimg, how wosld we know tha
this same paternalism mighi not be u%ed W suppress tniogrmation of
value to the consumer 7 i\ww!amm and vesiriction have a way of work-
ing for our harem more ofien than for our good. For regulators and
restrictars are not necessarily allwise and atif d. They are human,
and as such are subject o all the frailties of man. iha} may make
mistakes, they may show discriminatory preforences, they may even
take bribes,

Assuming thai we
the consumer Irom m

x

Let us analyze the adve riising process, in order to find a principle.
Merchants advertise in order o w:!! thelr merchandise. We come o
the market place with our wares, seeking safi ':,fd{:ti{hl% The merchanis
tell us of their wares, (ne merchant Hes about bis wares. How long
does 1t take for his hes to be dm{ww*:*df Unly uniil one progpeciive
buver teils another. And, sin : pr{mmts us to tell our
H”hb{}f“: how we bave been det i'zme"!e:& the news spreads very qu'!
}mz inevitable result s !er: the merchant either changes his adve *mwm%,
that he tells the truth about hus 3, OF, i
Lusiness, Many more busine
advertising than have pros

That 1s the way of a fz’éi’ market. fii ifi‘{'iﬁ‘ s those whe do not serve,
o who do not ser “i}z Whether 11 s in the f,u;!d of
merchandise, deas or divs he verdict of the free o :
severely just and ultimaiely correc v, The market place 3
wher it 18 pod free, when privilege vesirains oo ;gfcf;?miz %hf:m re

aize this principle, b DGR Ceniunies
of experience and the force of logic? He savs: "Partly Because of ihis
ey competition kl"w means the compeiition belween mdustnies o the
same field rather than between f;“;uam ;;m. ucts ) mors rgmi T
miilions are spent for adver he
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Another fandamerntal error—ane appruagi g purposeiul pic ),yw;dq
—is that price iz increased by the cost of advertising. Our E;F{}te‘amr
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Leturning Lo false advertising, Our professor treats the smsrepre-
sendation o advertising as ev uic:na of the moral turpitade of advertisers,
a half trath, Tt must be remembered that advertising to be
successinl mast be behieved, And men believe what m{'f wm? 1 f}i*fi{:va
MNow, most of the false advertising our professo is the kind
that makes extraordinary clauns, The reason we these extra-
ordinary claims s that we want the satisfaciions which are promused
and we induce curselves to belleve these promises. We believe in
hargaing hecause we are unable to buy betler goods, Our reason
ami expertence tell us that such fm”gmm are i iz, Bat our
skimpy purse dulls our reason and we {all prey fo :h advertising that
flatters owr hopes.

ft 15 an axiom that the poor pay more for their goods than do the
rich. The poor cannot buy the best: but they, too, want the hest, and
the promise of it im {alse advertising is allaring. It is poverty, there-
fz)l“, as much as the wickedness of merchants, that makes {alse advertis-
g possible. Abolish poverty, and the rotienness that underlies our
entire economic sysiem, mchuding false advertising, will disappear.

“Whe do ovou suppose,” asks our professor, Treally pave for the
adverdsing P It is vou and vouwr neighbor and cvery other consumer . ..
it cannot be denied,” he con (!uuui Ythat adve rtz«mgg fexs inereased the
cost both of selling and of baying goods.” (The emphasis is the pro-
feszor’s, not ming. }

Mow, in that siatement is implied 2 fundamental and 2 wicked false-
hood that stems from the F rench physiocrats of the sighteenth centary,
refined and glorfied by that befuddled preacher of class hatred, Karl
Marx, This fupdamental falsehood is that all exchange fanetions are
pmmmsim!, that the people who devote thelr energies to the bringing
of goods to the market are non- produciive, Now, the fact is that pro-
(.i'ucémrs s consumplion, Exubbf,r that is extracied from the trees of
Adrica is no good 10 you until vou find it in the form of a rebber band
m the stationery siore Salmen caught in Alaska does not satisly you,
the cannors, the shippers, the wholesalers, the retatders all are part of
the process of producing salmon for your consumption.

Everybody whe aids in the distribulion of goods 13 necessary in
v exchange ecomomy. In fact, this cconomy breaks down onily when
exchanges are Interfered with 'E;f resirictors and regulators—even when
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markef is absclutely necessary W our Intr stem of specializations.

e more we specialize the preater %"E_il lm our production, individual
and aggregate. And the greator the production — barring monepoly
privileges—the lower will prices be, Evervhody who zicl_p:-, Lo incre:
production-—mcluding the saleswan and the advm"ti%ez‘w-w‘wiw’z]%% o lower
prices. This is s¢ di:mwudl that ane wonders how even a professor conld
overlook the fact. Yet, the above quotation 15 tadien directly from the
bonk to which our high school children are exposed.

Sometimes  exchange functions disappear —- s, for mstance, the
jebber tnomany nes—when they cease fo serve, ov when they are

superseded by a hetter service, This is determined in the market piace.
Hul, when we try o hout exchanges by loree, we are taking a step

toward the break-down of cuar L’xdmm:r: econoiny, our civilizalion,
When we begin pelitically to plan the market place, puiting in the har
of pmimwrma? police the decision as to how we shall make cxchan
by what biue-print we must seek satisfactions, then we are ’fm‘hta‘
vur way back 1o the time when every man mugm o satisty afl his m\xre
——that 15, to cave-man economy,

The errors of our market place——inclisding the errors of advertising
————— are as many as the frallies of man, The correction of these errors
st be lefi in the ultimate and exact jusiice that free exchange brings
vhout.  Fducation, :,m{! more education, 1w only cure for ignorance.
Dust, the moment the whip of regulation or the Yash of monopoly, priva
v public, ars ;zp];li@d to the markef place, Eim moment does our civili-
mation start down 1‘1112 That 1t has ulzm{h started down Wil thers i
no doubi-—and ¢ Liitie blame can | w pundits who bave
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