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;TRATEOIC ADVERTISING.

ERTISING xnay be divided into
vo classes, according as they take
rie or the other of two methods of
the reader's attention : the self-
i, or advertjs;ement "on its face,"

surreptitious, or advertisement
ýcures the reader's attention by
I2ent.
atter class, irichiding in such al
Se u-se of literary art or ornament
than plain, bald statement, seems
corning more popular. Formerly
e was considered uncalled-for, if
~iestionable taste. It inight have
)ne tiiue, and may be even now,

em to read
he realm of
vere, "after

good ways
;naturally,

niuch inter-

to the acquaintanship of their proposed
"Iconquest." But the records are that such
couples,-perhaps as often as any others,
-are successfuly married, and "live hap-
pily ever afterward." WHIle the qualities
of an article inay be such as, upon ex-
amination, would commend it, yet ofren
in order to secure such examination,-ow-
ing to prejudice against the article; or the'
great array of similar offerings,-rhetorical
diplomacy becomes a nécessity.

it goes xithout saying, though, that
the best resuits from this method, are
where one only wants to exploit a name,
brand, or make a short arinouncement.
For when the reader starts in buoyantly
with a flowery editorial or tuneful lyric,
only to have sprung on him the "Latest
kind ni' rAt tran-" or to he confronted with

vertise
respon


