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1 remember reading in a book 

t other day that advertising 

was one of the great benefits of 

modern time. It went on to say 

that advertising indicates com- 
petition, the driving force behind 
business. It assures the public of 

quality in the products which it 
purchases. On the whole I sup- 
pose that this is true but some- 
times I have my doubts. I've had 

few eye-opening experiences 

ith advertising lately and now I 

don't think it does much but prove 

how gullible the general public 

really is. 

One of my favourite radio pro- 

crams got a new sponsor recently 
and is now advertising a hair oil. 

It stresses the miraculous powers 

of a new kind of olive oil shampoo 
which is refined in an amazing 

new scientific manner. It's gua- 

ranteed to grow hair on anything 

and everything from your head 
to a pool ball. Well, I didn’t want 
any hairy pool balls so I forgot 

about the whole thing. However, 
my sister happened to listen to 
the program one evening and was 
really convinced. The next day she 
went to the beauty parlor and had 
a new, scientific, specially refined, 
etc., olive oil shampoo. As soon 
as she got back to the house we 
all had to admit that it had done 
wonders for her head. Of course, 
I couldn't see one shade of differ- 
ence but admitting it was natural- 
ly out of the question. 

Finally I fell, a victim of mod- 
ern advertising. I was downtown 
one day and decided that I had 
petter get a haircut. After Tony 
had cut my hair and enlightened 
me regarding the atom bomb and 
world affairs in general, he tried 
to sell me a shampoo along with a 
lot, of other things I didn’t want. 
Unfortunately I got the crazy idea 
to try the new shampoo that had 
been advertised lately so I asked 
Tony if he had any. To my great 
misfortune he had and so I de- 
cided to expose myself to its 
amazing and of course guaranteed 
wonders. First of all he put a lot 
of smelly oil in my hair which 
looked exactly like the olive oil 
we have home. After he had rub- 
bed my scalp until it was raw, I 

a 

hot water. The olive oil was finally 
all washed out and Tony who was 
beaming with delight showed me 
the startling results. Personally I 
couldn't see any difference and 
the only thing which startled me 
was the price, four fifty. 

despite what the radio, Tony and 
my sister said. On the way home 
I happened to pass an old friend 
of mine, Dr. Brown and during the 
course of conversation I asked 
him if the skin will absorb olive 
oil. When he told me practically 
none, I realized that I had been 
gyped. Let me analyse for you 
what had happened at the barber 
shop. To begin with olive oil had 
been put in my hair. No matter 
how much it had been refined 
it was still olive oil. The scalp as 
[ had learned couldn't absorb it. 
It smelled bad and was very sticky 
so, of course it had to be washed 
out again. All this which amount- 
ed to exactly nothing had been 
given me for the trifling sum of 
only four fifty or as che radio 
said a nine dollar value for only 
four fifty. Well, I finally conclud- 
ed that olive oil wouldn't grow 
hair on your head and, by the 
way have you ever seen hair 
growing on an olive? 

so-called hair shampoo was little 
better than a fake, I was going 
to go right back toe Tony's and 
try to get my money back. How- 
ever, after a moment's thought I 
decided that the only person to 
blame was me but of course that 
would never do so I blame ad- 
vertising in general. 
hear something day after day on 
the radio and read it in the news- 
papers every evening, you finally 
come to believe in it no matter 

had to put my head under the 
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I felt that I had been swindled 

As soon as I realized that this 

When you 

how foolish it really is. Repetition 
is a powerful force. The main 
thing which disturbed me in this 
case was that the company de- 
liberately exagerated the qualities 
of the hair oil but it said it would 
do things which in plain fact it 
would not do. 

The average person isn't aware 
of the effect of advertising. For 

instance, if you go into the store 

to buy razor blades you usually 

Gillettes or Pals. Just to see what 
would happen I went into the 
neighbourhood corner and asked 
for a package of razor blades, As 
I expected the first thing that the 
clerk said was, “What kind?” 
The power of advertising was 

‘mpressed on me a little while ago 
when I was buying a car. Being 
restricted to the low price field, I 
had finally decided to buy either 
a Chev or a Ford. This was the 
first time that I had ever brought 
a car so I thought it might be a 
good idea to get a few opinions 
about Fords and Chevs from 
people who owned them. I asked a 
friend of mine who had always 
driven a Ford what he thought 
about them. “The Ford,” he said, 
“is beyond doubt the best car on 
the road today. It's got every- 
thing.” Then he proceeded to 
enumerate a host of advantages. 
“Do you know,” he went on, “that 
the Ford is the only car on the 
road that has the new Fordomatic 
drive?” From the name I judged 
that he was probably right, at 
least I didn't expect to hear of a 
Chev with a Fordomatic drive. 

I asked him, “What is this 
Fordomatic drive anyway?” 

“Well”, he said, “it's some kind 
of new automatic drive. Makes 
driving a lot easier and sinoother 
too. Not only that but it saves 
on engine wear.” 

“How does it work”, I asked? 

“I don’t know exactly,” he re- 
plied,” but I'll tell you this. It's 
the newest thing in cars and of 
all the cars this year, even in the 
three thousand dollar class, the 
only car that has Fordomatic is 
Ford. 

After this I learned that the 
Ford is the smoothest running, 
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has the fastest pick-up and the 
best engine of any car in the 
country. Not only this, but ac- 
cording to my friend its design is 
without question the best. I must 
have looked doubtful because he 
added, “If you don't believe me 
just ask anyone in town who was 
smart enough to get one and 
they'll tell you the same thing.” 
“What kind of a car did you 

drive before you got your Ford,” 
I asked him? 
“Been driving a Ford ever since 

I could afford a car,” he replied. 
From all this I assumed that 

there was no other car worth con- 
sidering except a Ford. However, 
I happened to run into another 
car owner I knew and we started 
to talk about cars. Essentially he 
was the same as my other friend 
with one slight difference, he 
drove a Chev. Our conversation 
was exactly the same except that 
now the only car in the world 
was the Chev. The Chev, of 
course, didn’t have a Fordomatic 
drive. As a matter of fact it didn’t 

even have a Cheomatic drive but 

it did have Jumbo-drum brakes 

and Central-point steering along 

with a multitude of other revolu- 
tionary features. 

All this left me exactly where I 

started so I decided to see what 

the local auto dealers had to say 
on the subject. The Ford dealer 

convinced me that the Ford was 

the car for me but so did the Chev 

dealer when I went to see him. 

When I came home that evening 

I happened to tune in to the Ford 

Theatre which swept away all 

doubts. However, the full page ad 

in the morning paper put me right 

back at the beginning once more. 

I finally concluded that except 

for design, the essential lifferences 

in the two cars was nil, so I 

bought a Plymouth. 

As far as I could determine 

the Ford probably had Jumbo- 

drum brakes like the Chev but 

preferred to advertise its Ford- 

omatic drive which, incidentally 

is nothing but an overdrive which 

may be installed in any car for a 

price. However, don't let me 

bother you if you know perfectly 

well that the Ford is the better 

car. After all anyone who can read 

the newspaper knows that. 

. 

Centre Plans Continue 
Progress has been made with 

the planning of the Memorial 
Student Centre, according to 
Alumni Secretary Jack Murray. 

Last week Dean J. Miles Gibson 
and Mr. Murray, who are mem- 
bers of the alumni student centre 
committee, met with a selected 
group of students to discuss the 
project. Bob Spurway, Stig Har- 
vor, Mary Lou O’Brien, Kay Mc- 
Callum and Colin Harrowing were 
the students in question. Don 
McPhail, Betty Lou Vincent and 
Dave Fair were unavoidably ab- 
sent. 
The needs of the students for 

such facilities as common rooms, 
cafeteria, committee and meeting 
rooms, offices, dark room, etc, 
were considered — with an amaz- 
ing degree of agreement. 
Campus organizations and in- 

dividual students have another 
ten days to make suggestions, if 
they choose to do so. 

Husband to exasperated wife; 

“Of course I told you that if you 
married me you'd be wearing 

diamonds. Haven't you ever heard 
of campaign promises?” 
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ache is here. 
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Learn about 

ALUMINUM gnd ITS ALLOYS 
nd for this helpful textbook ... 

We have on hand a limited supply of 
our “Handbook of Aluminum Alloys", 

a complete textbook on aluminum, its 

and properties. Chapters cover: 

Alloys; Ingot and Pig; Sheet and Plate; 

Tubing; Extrusions; Wire; Rod 

Bar; Forgings; Castings—152 

pages, convenient reference tables with 

“lie-flat” binding. Regarded all over 
orld as an authoritative treatise 

on Aluminum Alloys. Available to stu- 
of Canadian universities at 50 

post paid. Postal note or money 

must accompany order. 

Address: Department of Information 

ALUMINUM COMPANY OF CANADA, LTD. 
1700 Sun Life Bidg., Montreal 


