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. WALLPAPER ADVERTISING.

Tho Puarchaser of Geneeal Publicity is east for n
thinking part in the Advertising performance,

He is supposed to vepresent a **setroek’ upon the
laudseape, o distant dot, a elump of eaetus, or something
else equally scenic and silent.

When he dves beecome a principal, comes down to the
footlights and starts asking plain questions as to where
he's at and what he's getting, he is likely to demoralize
the whole drama. Incidentally, he may also learn some
cilightening and theatric traths.

When the General Publicity Advertiser begins to in-
quire around for results there is one solacing sop that is
always ready: **Consider all the country’s great ’ub-
licity Advertisers who have been long and liberally at it.
It must pay them or they wouldn’t keep it up!”’

And there you have it: The ancient, overworked and
waterlogged fallacy. ‘Ule excuseless excuse and reason-
less reason. The silencing shot that is supposed to punc-
ture all eriticism. ‘*It must pay them or they wouldu't
keep it up.’’

Remenmber, dear brother, that noue of us, even the
shrewdest finaucier, has discernment enough to drop all
profitless expense. General Publicity though it way show
up absolutely nothing in definite results is so hemmed
about with suppositions and superstitions that the Ad-
vertiser frequently is led to believe that it 1s deing much
wood in an intangible way—that it is creating an im-
pelus to be felt “‘lnter on.” That it is *‘keeping the
name up.’”’ That it is “influencing the trade.”” That it
is doing a lot of other things—vaxue hut hepelicial.

There are scores of big National Advertisers who
could not honestly tell you whether or not their Adver.
tising investments had represented protit or loss in the
past many yeamrs. Their business has advanced——or may-
ba it hns gone back. Maybe the Advertising has done
tha boosting, or cansed the loss. Maybe. a new selling
scheme deserves credit—or blame. Maybe better prices
—better sorvice—or worse.

Good business is not always proof of good Advertis.
ing—any more than poor Advertising is always blamable
for poor business.

Many a General Advertiser holds his finger on the
pulse of advertising, and although he cannot feel a throb
‘“supposés’’ that it is accomplishing something for the
money it costs. At any rale, he knows no way to add
vitality to his ‘‘printed salesmauship.”” He contributes
to the support of the principle that **all Advertising is
zood advertising’® and continues in the belief that some
aay a cunulative reward for all his investment will re-
tarn, like bread upon the waters. He does **Keep it
up’’ although he does not know whether or not *‘it pays
him.”’

Wall paper, like many other things, has always been
advertised in a too general form. We arve cerlain that
nine-tenths of the advertising space given to it could be
utilized to a greater profit were move thought and con-
sideration given to the possibilities that wall paper wsives
for veally powertul pulling advertisements.
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Unique and Striking
Designs, Rich Colorings
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Staunton’s
Wall Papers

An exceedingly attractive and
profitable line to handle.

We give you goods that sell
strictly on their merits,

You will appreciate this line
when you see it.

WAIT FOR OUR SALESMAN'S VISIT

STAUNTONS LIMITED

Makers of Superior Wall Paper
TORONTO
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The average dealer, when advertising  wall paper,
merely stales that he is eavrying, or has just reeeived,
a fine line of wall paper, or something sinnlav.  Usually
1t does not ocenr to him to try and inlevest more than a
probable buyer, Then, for all the advertisemept claims,
the buyer is quite as likely to zo somewl. . else. Num-
bers of people need wall paper whe are not aware of it.
It vemains for the dealer o suxzest the fact with a well.
veasoned avaument that will create a desire for a look
at his display.

Wallpaper offers wide scope to the imagination.
\Vhat irresistible mind-pictures may be conjured up be-
fore the reader from the bheautitul scenic and other de-
signg that are now appearing in wallpaper, and thus a
desive ereated that is not possible with the general form
uf advertising.
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PLAYING CARD CATALOGUE.

Chas. Goodall & Son, Limited, London, have issued
a small illustrated catalogue, showing their new  cand
issued for the season.  Eiyery dealer In playing cards
should have one of these lists, for 1t will assist i sell-
ing the goods. AN the backhs are {lustrated together, so
that u purchaser can rapidly pick out the cards he or
she likes best. The catalogue also contuns particulars
about card game cabinets and other players' accessories,
illustrated with cuts of the calanets, markers, score
bhooks, ctc Write ta v O Tlurst, the Canadian vepre-
sentative, Scott sfteet, Torouto, {or a4 copy of the st
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