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Both baiiks are paying for space and doubtless, expect.
ing resu its. A bank advertisement is the bank speaking to
its customners or prospective customners. Its objeet is, through
sympathy, confidence, ablllty and service, to retai», induce
or create business. It is just as though the bank manager
was conversing with a client ini the manager's office, and toa grýeait extent, in accordance with the Ineasure of the ele-inents above mentionied in the bank manager's conversýation_
to which should be addled courtesy-will the bank be success-fui in holding its customners and building up a larger
clientele. The copies are show» herewith; judge for, yourself.

While it is true that the advertiaements did not occupy
the saine amounit of space, or make equa-l expenditure, it does
flot take any great advertising knowledge to decide which isMost likely to bring return for money lnvested. You maythink that it is flot quit. fair to compare two advertisements
of such diverse conditions, but both represent space paid for

IN THE DAYS OF THE STRQNG BOX
In the l6th Century, gold and silver were al-

Most the sole mnediumi of commercial exehange. Un-
employed capital earned nothing. The merchaiit
kept his idie mouey i a strong box ait home, or,
for greater security, at the. goldsmith's. It took
nearly three hundred years to develop deposit
banking, the cheque and clearing-house system, andi
the many other facilities andi services offereti by
modern financial institutions.

The premier award went to a N.1ew York trust company
who displayeij five panels on which were attached samnples,
of the bank's pub] icity-ad vertis ing, booklets and pamphlets
expresýsing clearly details of a.-rt, topography, printing, illus-
trations, etc. Nowhere, it vas declared, buis bank publicitygone further in excellence o! topography, copy andi arrange-
mient, Part o! the body miatter of onre of these viuing adi-verti«sements is shown herewith. It is headed by a pen-and-ink
reproduction o! a 16th century merchant sitting quill in hibntin a candle-lighted cellar surrounded by brass-hound chests
and ancient, musty tomes.

It is, o! course, purely a matter of opinion as to whetherthe foregoing copy or the first Canadian bank advertise-nment quoted bas the strongeet Wvord vaýlues, and lndeed, afair comparison is dilffcult since one occupieti but a 4 x 6-inchspace, and the other a space three times the size. It vas,hovever, the choice of the experienced advertising cominitteeof the Advertising Clubs of the World, and as auch la quoteti
for what it is 'worth.

Supplementing the Papers
Many Canadian ba.nks nov publish monthly magazines,house organs or folders, whlch, in addition to mnatters ofcurrent interest to members of the banks' staffs, contai»valuable articles of particular interest to the publie in gen-eral. Some of them go furtiier and publish hantisome ilus-trated bookiets which ire distributeti broadcast.
Bank advertisements to be effective shoulti b. local,suitable in character, language and taste to those to vhomn

the. appeal la matie, Wbat appeals to the financlal mai isineffective with the farmer; what interests the saal shop-Iceeper fails to attract the viiolesaler andi vice-versa. There
i5 'naterial in modern bn-nking for the. production of excel-
lent advertising copy, known ini the. phraseology o! the. pro-
fession as "pull."

Advertising la a never-failing pover viien employeti in-telligently, whether it b. by banks, manufacturers or de-
Partinental stores. As much care anti consideration shoultibe devoteti by the. banks to the. wording anti diaplay of theiradvertisene,,ts as they gîve to organization and operation,
Copy writing is an art attaineti by constant study andipractical experience. To only such men shoulti ho given the
writlag of advertîsements if Canadian banks wish to placetheir advertlaenents oni a par with manufacturera anti comn-mrercial organizations and institutions.

FIFTrY YEAltS- INSURANCE
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lso spoke of the duties o! insurance ag
as of the. opinion that the. time va's cor
1 not be needed, and that ail business
woulti bcecarrieti on by the. manager
He also suggeateti the. formation of a
ance Association that could meet oný
,nd discuss business in the. past andi 1
the future.


