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It is unfair to fix the rate of a news.
paper solely by its circulation. There are
a great many more important things to
be considered than ruere numbers. If a
paper is the only one ina its comniunity,
certainly one copy of it is worth more
than it would be if it had half a dozen
competitors. An advertisement ina the
only paper that a man reads is worth
more than an ad. in one of half a dozen
papers which lie reads. Newspaper pub-
lishers generally find that their space is
worth ail they can get for it, and that this
is about tie only way to find out what it
is worth. I should think that probably
five cents an inch per issue would bc
about ail that a paper of eight hundred
circulation could get unless the advertise-
ment was changed frequently, thereby
making it necessary to charge more in
order to get payment for composition. I
should think that a local advertiser who
changed his ad. every week ought to pay
at least ten cents an inch. The rate of
five cents an inch figures out half a cent
per agate line per one thousand circula.
tion. This is more than the large week.
lies and dailies can gel for their space,
but it is probably about what the average
small weekly gets. I should say that a
small weekly paper ought to be worth
more to the local advertiser than to the
general advertiser-perhaps twice as
much.

As to whether a paper would be wortho
more or less if it were aIl home print
there is, I believe, no way of telling.
Personally, I have never been able to see
why home print was superior to ready
print. In fact I incline to think that the
best ready prints are superior to the
najority of home print papers. I believe
they are very much better for the pub.
lisher, when he considers tihe additional
expense of the home print.

The nearer you can come to making
people see the goods you are talking
about, the better advertising you are
doing. It is a good deal better to offer
something special-even though it isn't
fully described-than to advertise in a
general way. But it is much better still
to make an ad. perfectly plain and dis.
tinct, su that everybody tuay know ex,

actly what you aie talkmng about-and In
their mmiîd's eye almost sece the article.

I believe in writîg an advertisenent
first, and deciding upjion te space tu be
used afterwards. I do not believe i
haimmering an ad. dwii to fit in a given
space. The way to do the best advertis-
ing is to make ai ad. and then buy the
space to put it in. There is nîo tise try-
ing to put a ten.acre ad. in a two-acre
space. If you have got six inches to say,
you can't say it in two inches very effect-
ively. You nay have a big message one
week and a siali message thie next week.
Tiere is no use taking more space thant
you need in one issue, and less space
than you need ini the next issue. That
would be equivalent to eating the sane
amnount at every tueal whether you were
ltngry or not, or making up your mind
that you were going to take just forty
cents' worth of niedicine every week
whetler you were sick or not-whether
you needed it or nîot--whether you
needed ten times iliat much or none at
ail. Advertising shouild be taken as it is
needed, and a retailer can always tell
when it is needed. When his trade lags
it needs advertising. W'hen it is boom-
ing it doesn't need it so niuch.

It isn't always iecessary even that the
gramniar in an ad. shouild be twemty-four
carats fine. The sense is what counts. I
have seen niany a good ad.-ads. that
brought business and big profits-that
wouldn't stand criticism fron the point of
view of the gramîmarian.

I don't know how il is with other people,
but bad poetry gives me the horrors. It
sets my teeth un edge just ike filing a
saw would. It is actually physically
nauseating. That is, when it is just or-
dinarily bad. It is possible for it to be so
bad that it is good, if il is bad enough to
bc funny il lias that merit. You can
laugh at it then, but if it is just plain bad
there is no help for it. It is lil:ely to be
just " plain bad."

Poetry has no business in advertising,
anyway. A poet is permîittcd to take ail
sorts of liberties with the Englisl langu.
age, and to mnake his meaning just as
obscure as he pleases. Perhaps the more
obscure he makes it the greater poci he

Advertising. is cons.idered by a will' lot of pele il

yau doubt it rç..ad Broiwnlil4g and Cole
ridge.

Now, obscurity ha-, no plat i m ader
tisong. The nearer you can gtt to lied
rGck Common-sense the lbttei t hl e ploet
has to thnk as iiclh of soiid as le dos
of sense, anId he en& sac if. es stalt es
for the sake of so'und. 1e takes simteen
four line verses to tell sonethosg that
could be told In four word's. le Veaees
wrcaths andaladsallabout his. thoigihts
and disgiii.ses them so yu have to look
for tien th a searchbght. That sort of
language von't do Im ad'. ertising. l'here as
no possible way of mnakmg advertîsng too
plain. The plainest kiid o. plam Laiguage
doesn't seem to be strong enough or plain
enough to penletrate the intelligence of a
great many advertnient readers. A Cie
ago adver t:smî manager said to me oni e
" When we advertise a certain clock. we
put a picture of iliat clock rght i tihe ad.,
then there can't be any mistake." One
vould Suppose that was prettî lear plai

enough, but I have no douIbt many people
camlle to the store expectiiigl to get sone-
thing entirely different fron the thinîg that
vas advertised.

Sponges.

.Msessrs. Saunders & Evans, 3o Welling
ton street cast, Torontu, are, we bhlieve,
the only exclusive dealers in spuIoges and
chamois skins i Canada. They are of.
fering to tie trade a very aieassortment i
ail kinds and grades of sponges, and bemng
direct importers, are able to supply tiei
at the lowest possible priccs.

Their catalogue, whichl may be had for
the asking, nutierates ail kinds, both
bleached and uînbleaclid. They have
thleir own bleaching establishment tn this
city, and are their own p.ckers, so that
these goods are always fresh iii apear-
ance, and consequently more taking.
They are also agents for Hudnut's per.
fume tablets, a new line, vlih promise
to be good sellers and are "lie laiest
creation in pîerfumery."

The following opticians have added a
DeZeng refractoieter to their testing
outfit E. J. Mdmtityre, Chtham; W.
Sanîderson, leterboro: G. A. ID)eadmîan,
Brussels ; M. B. Wilkins, Galit ; A. Mof.
fait, Brantford ; J. R. O.r, Cntnîwood
E. P. Bartlev, Saria ; C l. Ward, 1/m-
don ; E. Davidson, H lamnîlton T. G6.
lean, London. Dr. P>aluer, of Toronto,
and Dr. Bates, of iiamilton, also arg
using it with uniforn success.


