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CONTINUOUS PUBLICITY.
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miI~Y ni thioîks lit lias al liard timte of it. Most ev'ery

ni tocs. Ev.ery man thinks his trade is the worst trade

tlere is. But it isn'l.
liard tines and good timtes are pretty evenly iiixed, and

will be.
rI very muant thinks that his business can't be run like any-

body else's business.
le fools hiniself.

While everv muani lias his own iethod, every successful man

succeeds by following the mrîethods of other p>eople, slighlly

changed and adapted to his own iethod of business-doing.

There are funtdanental principles which are always fouid

in success, and without whicil success is never possible.

Ocasionally a man sails against the tide, im a bot of lus
own construction, steered by his own peculiar rudder, and

maiages to get ahead sufliciently to justify hminî i believing thiat

lie understands navigation.

Sucl mien are exceptions, and tleir iethods of success

ncan failure Io alnost everybody else.

lictter walk, or runi. if you cal, in tIe beatei road of success

than to niake tracks across uinknown land, whic iay lead to a
desert on the other side ofthe horizon.

Originality is to be fostered, but over.originality is as bad as

uider.origimiality.
hlecause one muai succeeds without advertising does not

prove that tle Iinety and ntine mnenl cai do without it.

lîecause one muai miaikes $ioo,ooo a ycar without advertis.

•g is not iroof conclusive that lie wouldn't mîîake $2ooooo if lie

adlvertised.

Niiety.nline! per cent. of ail business men do more or less

advertsiig.
The muaon who succeeds,aid ad rtises, is not generally foolislh

enough to iake Ihe experiient of atteipting to succeed with-

out advertising.

le lets Weil enougl alone.

Ilis business with advertising lias paid, and lie continues to

advcrtise, and his business continues to play.

l'very failure-of-a-iai niay and may not advertise, but few

progressive advertisers are failures.

Adrttiing in its broadest senîse dous îlot refer exclusivelv

to anrnounicemicits i the local or national paper, but covers thli

entire grouind of trade.reaching, with the exception of persona

solie:tation'.

'l'le lctier.liead, the envelolpe, the circular, the irîce.list, tlt

catalogue are all a part of adettisimg. and should be added t

the advertising appropriatioi.

Nobody mioves fromi one block to aniother unless for bette

accoimîiodations, or because the old block is going to be pulet

down, or because the townî centre has Ioved away fron iimîi.

'l'lte longer a man ias been in a place the better off le is .

Age is one of the fundanmental conditions of success, an

the oldest store or place of business, all things being equa

ought tu du the mnost busmness.

The successful mlanî niever discharges a clerk for the sake o

dischargig hii

T1'he longer a clerk has been with him the better clerk ho. i
and the more money lie cau bring into the store.

Continuity and success are one and the sanie thing.

'l'"e finit n"e " " "ever ch'iged unless i li s to e.

'hie style of Ile firm letter.lead remains the same unie.

some new design is nîecssary.

'llie samie line of goods is carried year in and year out, uî

less the line lias worn out its usefulniess.

l)on't think that I advocate old.fisliioned iethods.

Far fron it.

Use aIl the new things that have been proven to be good, or

seem to be worth the experiment, but don't give up the old

things.
Keep your feet in the road of old.fashioned success, ni

inatter what you may do with your hands in grasping new ideas.

If advertising is worth anything, and 5oco,ooo adveriser"

say it is-5,ooo,ooo honest, money-making witnesses, who don't

advertise for tie fun of it-then advertising should bc con

tinuous.
There is no more sense in stopping advertising than liore

is in discharging clerks because the times happen to be dull.

The ian with a big store during the holidays doesn't go

into a smaller store im January or February because trade is iot

quite so brisk.
le expects to lose money during certain seasons of the

year, and the wise business mari doesn't make a heavy cut in
expenises.

I lis customers are about him, even though they arc not

buying.
He must keep up the appearance of good business, thougli

lie nay be doing, for the time being, poor business.
leople buy all the year around.
They may buy more during Decenber, and in certain lines

may buy more during other months of the year.
Ei very business nuis, have its good time and its duli time,

but the buyers are there, the buyers must not be forgotten, and

the buyers must not be allowed to forget the store or office.

Outside of iecessities, fully three-fourths of the articles

purchased are purchased in the minds of the buyers fromt one

week to six months before the trade is consumniated.
Dull.time advertising is the trade-bringingaccomphice before

the sale.
It not only mrakes it impossible for the coming buyers to

forget the advertiser, but it assists them im making up their

m minds to buy certain things whcn the buying season arrives.

and they are liable to go to the store of the concern whose

niame lias been always before then rather than to that of the

concern which only advertises wlen the buying season Sb
fully oil.

Iletter advertise extensibvely before the good times than dur

ing the latter part of tle good times.
d If the advertiser lias a column advertisement just preceding

the buying season and during that season, I would not say that

it is necessary for him to use so large a space during the dull

tinies.
l, l.et hini cut his space, but let hii never leave out hi,

advertiscient.
>f If the adve'rtiser proposes to advertise to any extent, let hino

kep lhis advertisement in the paper continuously throughout tl


