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ADVERTISING BY MANUFACTURERS
AND WHOLESALERS.

u IS srom tt class o mnanufacturers
or wiolesalers sellng but a lew
custoiers that one frequenly
bears the remark that "Adver
tisng will not seil goods; iy)
salesmas inust see the customer

ta iake the sale. cven if i do advertise.'
Ilow nany first sales are iade in any busi-

ness without the dealer or his representative
mseeting the customer? In the reta- :rade tt as
fhe alnost invariable rule that thc --r tr ineets
the purchaser. " Ves, but that is dits tnt," he
wl replv: " tise custoner coiner. tu a e store,
while we bave to go to the cusstomer What
brings the customer to the store ? Advertising,

oinst assuredily. or prosperous brms would long
ago have reased to cmplov il. And what ss the
difference between advertisng ta people whoam
you cannât sell unless they comae to you, and

advertising to people whom you choose to subsequently visit ? There
as none, except ynur one great advantage that the retaier cannot
make the sale unless the prospective custoner calls of hais own
volition, while you folloIw Up vaur man and adjust yourself to bis
convenience. Advertise n nesther case and vour traveling salesman
as in the se position as the clerk beind the retail couster; and
in cither instance you lose the decided advantage of the previous
knowleige, on the part of the prospective purchaser, of your fiirs,
business, goods and irices. Far it must not be presumed that the
average manufacturer as more thoroughly known ta the trade
shroughout the country than the average store ta the residents of
any city. And even thsen inadaptability in the salesman, geods
o prices ý.an defeat either sale

Carry il fusilier. Are not polite treatnent, honest goods and fair
prices as snuch of a hiold upon a retail customer's regular trade as
the samne quaities in your travelinst salesmsen and goods ? And
if those qualities can be niade ta inhid business n tie wholesale
trade, why not in the retail trade? Is a green salesmsan any niee
efficisn iii nsa trade th.an the otier? Is an experienced sales-
msan less efficient f ines tise dealer buv stock of the first sales-
man ttho tonrs aInnsg any nftener than tihe retai purchaser takes
tse gosd:- attise first storc îisitcd l it tns a fa tt ti tise last
store vsited ss aie one Iliere tse sale is made, and that the
dealer ss onten - not reatdy ta buy," but re.ally waitng ta sec severai
or "he bys' "sulsaph before he docs buv? Why dots the retail
s.ustomlc .nquae fils pan * gndsalt nia partirular stinre There
are tiher stores. just a: wcill known, tihat keep the sanie kind of
goods Why docs tise dealer wat tu sec a partalar hne of sain
pies fros a p rvinteular hnîise lie has aliready been shown the
same kind of samples frimm just av gond a huse lossbli at :s
advertising tiat inci:es tise snquiry of the retail purchaser; it isjust
as hable t, be advertssng tisat caises the dealer's action. You
admit tiai ,a ,s adverrissng that niakes the retarier's business;
whi.at 1 log, h1save )Y>t upon seiah t identv thati at will nake the whole-
saler's business?

And attuait) dues the nanufasturer who is d rsirnus of seining
only lobbers employ atdsertising at a dasad.xant.tge ia cwmitpanion
witb the nanufacsur catersng ta the retailers? Take the shoe
busines. Thaere is nn manufarturer ho makcs so compîete a tne
of goods tiat he tan stock anN retail store ia the enunrv, and
ianav smanulacturers could nult ecn supply a s .% ant at ever%
retailer If his pince is nght. tt:e maîenal. quality, style tif work-
si.nship .f any Af has lnet nav ont jim5 t tihe ret ietr's want : or
everything isay be right except the price, which, satisfactory in
onc section of the country. as too higl for another. lie may be
able to seli all around a particular retailer, and yet not meet his

requirements. Yet that-retailer, and many others, is a regular
reaoer of lits advertisemsent. Netthier can this manufacturer for
the retail trade reap direct btnefit fromi the copies of tise publia-
tion tiat go ta other manuiacture.s, or t tie jobbing and certain
other branches of the shoe trade. Like ail advertising manafactur
ers, the man iso wsshes tu ,elI only jobbers, or a certain class
of trade, must UsC a publitation :a .onside-able p.irt or the circula-
tion ef whici ais not full salue for hii Ilut in view of the f.ct
that lits average sale is equavalent ta severl sales ta a retailer, the ,
fact that but a smrail per cent of the paper's reade-s are hs possible
custoners still leaves hisn on a par, as regards business results,
with the manufacturer who sells ta retailers, and whose business
connections are more numerous. le has as good an opporsunity
ai securng the trade of certain pe- cer. of the jobbers as the nther
manufacturer lias of secusring the trade or the saine per cent ai
retasiers. And that is ail lie wants.

It as only by such arguments that a class of possible adverti-e:-s
tan be amade to understiand that they are nat paying an undue price
for advertisng. it sometaimses necessary to establish an individual
kider-garten fui cah )loped for; advertiser, anti tn so grade the
children in classes that the lessons may not be ton difficult
Sone men wili accept electnicity, theology and a lot of other
things upon the say-so of anybody, but will stand around and
watch the advertising success of others, and eist nothng but a
great big " Why ?' as an answer to every argument. If they had
not accepted the use of electricity and the theories of theology upon
the knowledge and experience of others they would now be going to
bed wihen it becomes dark under the table and wallowng in uncer-
ianty as ta their future disposition. But when st comses ta adves-
tising-" Oh, i had a card in the paper once. kun il thret months
and it cost mse forty dollars. Didn't do no good."

Probably if he had advertised mosquito bides or steel steam-
ships given -, way ta children he might have received some repli-s
and have sold sone of bis regular goods. But he had a card,
and it cost forte dollars.

lah 
Ail of which as tapon the supposition tisat the naanu ittur 'r wants

custoiers. If lie does not, by ail mseans he should not advertise-
A. C. Ladd, in Iriteicrs Ink

TO PREVENT DECAY OF FABRICS.

A nsethod has been br. .git forward by a Belgian chem'st for
sendenng fabric, (If the textile class, no matter how delicate they
miay bc in texture or colur, proofiagamst the ratages ofidecay for an
sndefinte penod. It as known thai tise wsonderful state of preserva
tion exhibitcd by the head bands oi Egyptian muinses as due Io
thear ham ing been inpregnited with a kind of resn, and, acting upon
that fact, the nventer sis ti ase made certain experiments with
the substances extracted froin brch bark, ta which the peculiar
aromsa of Rissia leather is due. It wasascertaned bythese investi-
gations that the green tar, which is ieft aver after the oil usti in tan-
nsng has been extracted frum the nîhite bark ofthe birch trez, yieilis
neither acid nar alkaloid, and thai n solution wsthi alculisa it frims
a liquid ai remarkable luidity. with the power of ressâting when once
becoming dry, even the action of alcohl itself. This substance, it is
claimed, possesses the property of uniting with the mos dehieate s
and bnlhant colors, and rendenng them apparently srnperishable.

WINDOW DRESSING and STORE-DECORATING.

Three hundred ways to dress show wsindows. A bock that every
retailer should havet :SS pages, 29b suggestions, tio illustrations.
Dest.ript-on given aof the latest dev.-es for d:splaying goods. and
marns othe desirable features Prire, clath bnund, Si 5o T. -every
purchaser ai 3ou Ways, will be sent fret a pamnphlet giving hinti in
window dressmng, and illustrated Brooklyn lUnidge. Number as limi.
ted. iarry liarman, decoratorand window draper. P. O. Box à as
Louisville, Kentucky.


