
6 BOOKS AND NOTIONS

AN OPPORTUNITY FOR THE
CITY TRADE.

The commng convention of the teachers of
the United States, whici is ta meet in this
city early next month, is an opportunity that
tiay be turned ta very profitable account by

the local book trade. There will be thou-
sands of tcachers mn the city at that time, and
as they will be delegates, or such others as
are sufficiently interested to come so far
fron pure moterest in educational iatters,
they may bc considered the very crean of
the teachmng profession mn the United States.
Their num'-"rs will be further swelled by
teachers from aIl parts of Canada, as the
meeting is of so exceptional importance that
nete zealous in the work of native education
will miss the chance of attending it. The
summer vacatinn will have opened before
that time, so that every teacher who wishes
may attend. It will be the greatest educa-
tional gathering that bas sa far ever assem-
bled in Canada.

The fact that it is the live workers, rot the
drones, of the profession who will make up
the convention, will make it ail the more pro-
fitable ta the retail traders. Not only will
alt the teachers be readers, but most of then
will be interested students of our educational
institutions, teaching imethods, text-books,
etc., and will have the curiosity of scientists
in hunting up st.ch information as they cao
get. They will want books, and will be apt
ta have a peculiar interest in buying books
that are out of date. It is in these they will
find material for studying the development
and history of the teaching art in this coun-
try. Therefore, dealers should not keep

1 their old, neglectei books in the background.
Bring then out and let the eyes of the casual
shopper wander over thiet. The visitors are
mainly outsiders, ne must renember, and
their interest ini such books is not ruilcd by
the present demand for the books. There
will be an immense deiand also for books
that are at present mn use in the schools.
Teachers fron Canadian provinces east and
west of Ontano will likewise have ta buy
hooks, and wmll be Iead by their moterest ta
tbuy rnany that arc not now in use, the other
provinces not having the same ext-books as
Ontario bas.

Special occasions also occur for Ihe sale of
religmous books. The meeting of the vatous
churchî synods. assenblies, conferences, etc.,
afford ihiese opportunities, and this summer
Torontio has lier share ai such gaiherings.

TRADE IN FANCY GOODS.

This year so far has been a soicwhat
troublesoie ont in the ftncy goods trade
both for wholesalers antd retailers. There is
on doubt but ttsat tle first ta suffer in slack
tumes an thnst who are dealing in luxuris-
the "unnecessaries' of file. Those Ahose
trade is confined ta the "necessaries"-
clothing, provisions, etc., no doubt feel a
stringency in monte', bu: only to a limited

extent in proportion ta their friends in such
trades as fancy goods,jewelry, etc The first
step in economy is ta stop giving presents,
and i presentation lies the stronghold of the
fancy goods and notions trade. The first
three months of the ycar were very quiet
ofles mn the trade. April was a littte more
active, and made up somewhat for the
grnund tost in the previous months, but it
will take a good harvest and an ex-
ceedingly good summer and fail trade
ta place a good many of the dealers on
their feet again. From the present crop re-
ports received from one end ai the Dominion
ta :hc other, those in the trade anticipate a
big boom in the business before the present
year goes out. The chief cause of the recent
dull spell was undoubetedly the Dominion
elections, accompamtied as they were with in-
tense excitement throughout the country,
from ocean ta ocean, and by no means less.
enei by the fact that had the present Gov.
ernment been defeated the trade policy of
the country was in great danger at being
subverted, which made a depreciation mn
value of many thousands of stock upon which
duty had been paid. It is impossible ta cal-
culate the loss sustained by a country durng
sucb disturbances, and if the figures could
be sho*n with any degree of accuracy it
would probably be better for trade generally
if the file of each parlhanent was extended.

WHAT TO
SAY IN AN ADVERTISEMENT.

The advertiser-1 arn referring ta the
general advertisers m the majority of local
papers-fails ta change his advertisement be-
cause he procrastinates. It seems ta be one
of those business chores that cao be post-
poned. }ie decides ta write a change of
matter as soon as he reaches bis desk. That
gocd resolution lasts until bis morning's mail
gains bis attention. Postpones the job until
afiterdinner. In the aftemoon business callers
drap in, claim attention, and the day slips by.
Next day is a repetition of the one before.
If he hai plenty of time in which ta write
advertisefAent copy; the chances are that he
wouldn't advertise. Pushing for and get-
ting bis share of trade make him a busy man.

Carelessness is another factor. No trades-
man will buy a bill ai goods ta the ainount
of Sioo, place the goods on his shelves and
make no further effort ta self them. But
this is practically what many an advertiser
wsll do with a Soo space in bis local paper;
centract for the advertjsement and let it run
week afterweek without change of matter.

An almost daily inquiry is, " What shall I
say m my space ?" or" What's the best thing
ta say in my advertisement ?" i invariably
rrply that the very best, the most sensible,
the proper thing ta put in the advertisement
is exactly what is said o\'er the counter ta the
custonmer.

And why ? A business mati who is self-
ing goads puts his best foot foremost when he
has bis customer before him. It is his op.

portunity. He bas the buyer's attention. I he
seller must-if ever-make his opportur. i,
tell. If the buyer proves to be -t non.buwer
this time, he may ever afterward remait,
non.buyer. The seller will say the best thmu
be can cati ta mind about his wat es or of the
article under inspection. He nay cxpla-n
its process of manufacture, its finish, ets
strength, or other points well ta be imentione
ed. Ali these may help the customer ta de.
cide and the merchant ta effect bis sale. iut
the plague of it ail seems ta be tart while lie
can talk fluently, sensibly and convincuîgly
with, so ta speak,his foot on bis native leath,
the moment he puts pen ta paper ta write lis
advertisement copy bis facts and reasons
seem ta him poor, weak and out of place ta
print, and he (alls back on the stereotype
phrases of " Large Stock, " Big Barga:ns."
etc.

Just there is where he makes his mistake.
The facts he mentioned, the points he urged.
the particular virtues held in commendation
are the claims he should bring ta the atten.
tion of so wide a field of readers-and buy-
ers-as the paper will supply.

Then there is the fear of sayng or dong
something that niay be consideredI "infra
dig." "Our firm doesn't do that style of
advertising," "' We mustn't compromise the
dignity of the firm," "It bas too much the
appearance of so.and-so's advertisement,'
etc. Just so long as the advertiser is afraid
ta cut adrift from the old strings, just sa
long will bis advertisement remain prosy,
dut and unattractive.

Often an advertiser remarks that he coutd
sail right in and write easily and freely if he
could only get a text-something ta start out
with for a catch word or heading. Very
well. It isn't everyone that bas the knack of
brnging ta mind a taktug phrase. Look
one up. The best place ta look is right mn
the middle of some bright article in the best
newspaper vou cao lay your hands on. it is
surprising how easy it is ta cuit out a good
.heading after you have picked up the idea
of how ta do it. Run your eye down the
column. Presently a group of words will
strike the eye, and one can almost intuitively
supply the matter ta follow and the applica-
tion of it ta the busit.ess on hand. A few
minutes' search will supply a dozen texts
which allow of any amount of latitude if the
wrter can only grasp the opportunities af-
forded.

In writing advertisements as far as possi.
ble use everyday phraseology. Don t be-
lieve that you're compelled ta write pure
English-though the best English is none
too good. Drap the "attention of readers
is called ta our stock, &c. The attention
of buyers as what you need, and you'Il have
their attention the moment you succedin
convincing them that you will give, and con-
tinue ta give, a bigger dotlar's worth of a
better article than your cometitors. Don't
try ta be toc familiar, il you re at ail known
in the community, and if you're a success as
a business man you're bound ta be well
known, but talk in your advertisement just
as you talk to your customer face ta face.
As far as wnting advertisements goes, it will
come a great deal zasier than trying ta
pound your ideas and thoughts into a shape
that you are not familiar with.-F. H.
Dobbing, in Rowell's Advertiseîs' Manual.


