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SPECIAL NOTICE.
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@ditorial,
DOES IT PAY TO ADVERTISE ?

Does 1t pay to advertise ? We think it
does. Advertising is the sounl of any
properly conducted business, as it is the
motive power of nearly every successful
one. Withont advertising in these go-
ahead times, when everyone is trying to
get the start of his neighbour, business
wonld hardly pay, and as a rule the suo-
cessful merchant can be easily picked ount
from amongst his fellows by the style and
ning of his advertisements. While we
are strong advocates of advertising we
cannot shut our eyes to the fact that a
very great deal of the stuff that passes
current for advertising matter is so much
bosh, and just so much raoney thrown
away. Advertising, while good if pro-
porly dons, is a farce when carried out in
the ordinary stereotyped fashion, and we
think we are not far astray when we say
that fully one half of the money spent in
tlus way might as well be thrown in the
lake for any good result that springs from
it.  We hold that every merchant, ought
to advertise his business thoroughly, but
to make this outlay a good investment he
should soe that it is judiciously oxpended
upon somothing that will afford him
Feturn for Lis money. In order to help
our readers who may have come t. look
upon advertising »8 a humbug, because
it has not paid them, we offer the follow-
ing suggestions upon the subjeot, which

may help thom somowhat 1n the future.

1st.  Advertising, to pay at all, requires
to be truthful, TFirst, bo sure you havo
tho goods tho public want, then firo
away and lot them kuow it ns soon ns
possible. Many poople spoil goud adver-
tisemonts by promising too much to the
publio, and thus by oreatiug the imprus-
sion that they are really giving the goods
away, they mako thom dissatisfied with
anything short of such g liberal porform.
ance. A merchant, although shewing the
buesi side of his wares, should-nover undor
any circumstances allow his imagination
to run away with him while wording his
advertisements. A lying advertisement
is just as bad as a lying salesman, and
every merchant knows that when a eales.
men i once caught in a falsehood his
usefniness is gone, “Honesty is the best
policy,” aud in nothing is this more true
than in advertising.

20d. Don't advertise anything you are
not prepared to carry out, Many merchants
make the mistake of advertising bargains
and goods they cannot supply except in
very limited quantities, the resalt is that
before the publio have fairly begar to ap-
preciate the force of the advertisement
they are out of thesa goods and bargains,
and not only is the public dissatisfied,
but the monsy thus gpent is thrown away.
Bo sure you have the goods to back up
your advertisements. Nothing is more
annoyiug to a customer in search of an
advertised bargain or special line of
goods than to get the information, *“just
sold ount, but we can give yon something
else equally good value, that would prob-
ably suit you as well.” To most people
this furnishes the idea that the thing
advertised was merely a blind to draw
oustomers thare, in order to buy other
and more profitable goods. Thie ¢‘just
out" style of business reminds us very
much of a conversation we overheard at
our hotel dinner table lately, between two
members of a theatrioal troupe. Said
one to the other, ¢the worst hotel I ever
strnck was the one we sfayed at in
Montreal (naming a well known hotel in
tbat oity, the fact ie it is a4 the top of the
profession in the ‘just out’ business.
Everything a fellow asked for at the table
was ‘just out,” and this got to be so mono.
tonous that I thought I wouldfind out if
the run was so gigantic as the waiter
represented it to be, Next morning the
moment the dining room door was opened
1 walked in, and was lackily not only the
first ‘but the only person in the room.

Aftor inspooting the ¢programme’ I
ordered & mutton chop and an omletio.
¢Jue out,’ saysthe ‘aiter. ¢Just out,’
says 1, ‘whon? yosterday? ¢ Yos,'
says ho with a grin, ¢ we haven't had any
for threo or four days ' Woll, to mnke o
long story short, although they had &
most elaborate ¢ programme,' the only
thing they renlly bad was ‘ham and
eggs ' ond * beefsteak,” and on these I Lad
to mako my breakfast, This I call a
swindle, and the next time you ocatoh our
troups: staying at that hote] again yon
will know it.” We think the “just out”
principle does not work any better in the
mercantile than in the hotel business,
and therofore say, bo sure and have the
goods and bargains to back up your
advertisements.

8rd. If advertising s worth doing at all,
it is worth doiny well. A great many
merchauts think that if they advertise at
all, it makes little or no difference how it
is done. This is a great mistake, as any-
one knows, who has ever thought over
tho matter intelligently, and had any
practical experience in it. There were
several important oconsiderations that
should always be borne in mind by the
advertiser.

(a). His matter should bo original
and attractive. He should, while shun-
ning the sensational, try to make his
advertisements as taking to the reader as
possible. The more attractive he can
make them the more they will be read,
and therefors the more he will be bene-
fitted by them. We have known
merchents whose advertisements wevo 80
original and attractive that they were as
eagerly looked for by the public as the
news of the day. That man's adver-
tising paid him well.

(b). He should take plenty of space.
It is a mistake to think that a small
space is as good 8s a large one. As a rule
the very small advertisements are lost
and the monoy spent on them thrown
away. If you haven't the nerve to psy
for sufficient space .2 which to display
your advertisement properly, don't
vut it in at all One good striking
advertisement will do more good than
half a dozen swall onoes, therofore if you
are unwilling to spend so much money,

' don’t put them in so often, but put them

in properly when they do go in.

(¢). Be caroful as to the kind of typo
that is used in your advoriizements.
Advertigers should always get a yroof

copy of their advertissments, so as to



