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THE VERDICT.

MID groans of disapprobation this
journal was born. But its winning,

<interesting prattie has captured the
hearts of many. Let the skeptical reader
ýperuse the following letters and comments:-

H. M. Melross of Gait writes thus:
" 1 enclose you subscription for your palier.

1 was very much pleased to ieceive it, as 1
think it just xwhat was wanted."

Le Monde (daily) of *Montreal publishes
the following which we have, translated for
our English readers:_

A GOLDEN SCIENCE.
Business notoriety which is the product of

rivalry among inerchants ànd of competition,
bas becomne a science which to-day includes
among its disciples many heginners but' very
few masters.

This science tbough stili young occupies the
attention of niany practica! men and has con-
sequently a~ great future ; atready it numbers
in the United States a hialf dozen trade papers
which are occupied exclusively in disseminating
the ideas of the Barnums, Wa 'nnarAakers,
Meniers, Gerandels, Stewarts and Rigollots:
in a word of ail thos'e celebrated men who have
created this golden science.

Canada will not stay behind in the study of
this new science, s0 important in commerce,
industrf and finance, for such a j ournal bas
heen started in Toronto. Its naine is TE
CANADiAN ADVERTISER.

Its first number promises well and denotes
in its editorial matter, an intimate knowledge

of advertising methods.
This publication ought to contribute much to

give advertising in Canada better methods, and
consequently 'nake it more fruitfulin results. It
will disclose to the advertiser the secrets of this
mnagie science, gîving also a greater notoriety to
the field in wbich it rnay be used and a greater

per year in advance. It will appear regularly-
on the first of each month, untdl the*end -W thse
21St century, unless its creditors band it oer to,
the hanigman before that time.

SSpace will flot permit a publication of-
ail the commendatory letters> post cards,
and press notices. The above are simply
examples showing that the aims, of thse
CANADIAN ADVERTISER are reCognized,
approved, and appreciated-

"1PICTORIAL ADVERTISRMENT; ITS USE
AND AaUSL"'

AS VEWED BY LONDON 'ARTISTS.

~\T A MEETING of the society for the
Encouragement of the Fine 'Arts,
held recently in London, Eng.', Mr.

J. W. Waterhouse, R. A., presidîng.' Mr-.
John Leigliton, F.S.A., gave an address on
"Pictorial Advertisement, its Use and ite.
Abuse." Mr. Leigliton said there were twow
kinds ofadvertisements. Therewere soine tat,
were niecessary. and not a few that wero su-
perfinous, somle that approached the beau-
tiful, and many that were ugly, some that
were attractive, and not a few that were :le-
pulsive. 0f the five senses possessei -by
mnankinid that of sighit hadl been the least
protected by law, and the editoation of thse
oye the most neglected. Having traced tise
progress of advertising during tise re-ign); of
the Geo.rges and of the Sai]or King, M~r-.
Leighton said it was iii the Victoriait age
that piotorial advertising hadi matie its
greatest advances. Hie, hiniself, had Iiad
the honor of designing thse cover for tise,
.first weekly illustrated paper which had
adopted it. Advertising vans hati been
abolished, but thse advertiser seized uposn
their oxnibusses, and Lis announoem"ents
were often more prominent titan the des-
tination of tise vehiele itself. Sylvan
sceuery was desecrated by boards, anti the
blue vault of heaven was mlade a batek-
groand for sky signs.

NOTuHING WAS HACItED TO AN ADVE1RISER.
li1wn Ifv iiln.fn,'m aQ a ~ ,


