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It is .scarcely necessary to state that many of the liints,

rules and business suj^gestious eoutaiued iu this b<JOk are

gathered from various boolcs, some of them condensed, but

still containing the most important points for business men.

Some of them are the result of personal experience, and,

while they may be open to the criticism of being perhaps

simple and familiar to all, still it is a fact that some of the

everyday factors used by business men of tact are either

unknown or not fully appreciated by tradesmen in general.

The object of this book has been to compress into the

snmllest possible space the elementary principles and prac-

tical rules for running a retail business successfully, and

to do it in as plain and simple a way as possible, so that

none can fail to understand them. I know of no other

bC'Ok yet publislied uhich contains in such small compass

so mucli information upon the subjects which it treats. 1

hope that storekeepers, merchants and others will give it

their careful consideration, and I believe it would pay them

to present a copy to each of their employees.

JOHN ALLAN,

661 Craig Street,

Montreal.
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To Employeps.

It is t'ssontial to tho siiccoss of your biisiuoss that you

«'iiii)loy ih» iK'st of salcsinen. Don't try to save mouoy by

payiiij,' small salaries. Do the best you cau for your sales-

ri'ou aud yon will liiul they will do tlieir best for you.

Worlv witli them, malve your interest and theirs one. Be
friendly witli tliem—j^ood salesmen know tlu'ir place. Do
not be continually ord«>ring them. Give idea*<, and let them
work them out. Do not expect new hands to iJ^et on too

qViickly. so lon;^ as you see a willinj;ness on their part to

wt.rk give them a cluince, as with one who is willing, al-

though not so bright and quick at picking up the business,

you may with a little patience make a good and reliable

hiuid out of him; but immediately you find a drone in the

hive, let him go. One lazy clerk will take the heart out of

all the others.

Don*ts for Storekeepeps.

Don't encourage loafing in the store.

Don't neglect to test the goods you buy.

Don't forget to be polite to all customers.

Don't send out unsightly looking parcels.

Don't neglect to insure your stock of goods.

Don't scowl at the poor, and smile at the rich customer.



I!

6

Don't kcop hooks of reference where you cannot ttutl them.

Don't f<)r;;et that dirty windows slint out trade as well as

si«ht.

Don't forj^'ot to smile when the one hundredth cliild asks

for a picture caril or empty box.

Don't for}?et to order in time floods that sell only at certain

seasons of the year.

Don't absent yourself from the store more than is neces-

sary, people like to n)eet the proprietor.

Don't forj^et to eat at regular liours, and take the ui-ual

anumnr. of time for meals that other business men
enjoy.

Don't forget that the merchant who makes a failure of his

own business, knows how to run eveiy oth(*r store

in the neighborhood.

Don't rest on vour reputation, keep striving to make it

better.

Dt i't depend too much on a strong arm, it's just as neces-

sary that you should have a clear head and an

active brain.

Don't trust to your memory, mark the cost and selling

prices on all lines with reference numbers.

To Cl3i»ks.

YOU AIRE NOT INDISPENSABUE.

Dear Sirs :

Don't run away with the idea that your employer cannot
do without you. Don't think to use the confidence placed

in you and the importance of your position to force higher

wages or advancement prematurely from your " Boss."
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Tlicro novor was a .sali'Siimn. dork or ooiilldrntiMl niMii wh<»

could not hv replaced by one ('(inally as coiiipctciit. and

thcro never lived an enijdoyer witli any self-resjM'ct wlio

would not much prefer n'placin^ by you the other fellow,

to countenancing a demand based upon the result of hit*

own generosity.
'

If your efforts deserve recognition in the way of advanee-

Mient and you have found your employer fair and ready to

reward you in th(>- past, don't be Impatient and l<icl< over

the traces because he is a little slow this time. His esti-

mate of your abilities may be slightly lower than your own,

therefore it should be your aim to elevate his opinion. Tvy,

it and see if the advanceiuent does not come unl»idd<»u.

By way of a pointer, let me tell you that one of the best

waya to win tlie goodwill of your emi)loyer is to k«'ei> your-

self continually busy. Don't wait to be told to do this or

that, bat pitch in. Discover your own duties ! Take an

interest In your stocii ! Nrce the lines that sell best, and

lines that are being encpiired for. Make suggestions to

your employer, and do not be disappointed al'hough he

should not work on your ideas, he will appreciate your in-

terests in the business. There is always someMiing to do

in a retail shop, and even though you be head salesman
tlon't be too proud to help the stock boy wlien you have
nothing better to do. It gives an air of l)usiness to the

place, and is decidedly more agreeable to tlie l)oss th.m

to see you standing id'e, and he will fe(>l that paying your
salai^y is a good investment in which he might not object

t^Tking a few more shares.

It Avill always be necessary for someone to l)e given

complete charge of the large establishments wliich <'xist

to-day and will exist in the future. Why not you V

/



8

Good«Humoured Salesmen.

Good humor is an excellent quality for salesmen to culti-

vate. A frown, an impertinent expression or exhibition of

incivility has sent many a customer away from the store

and has created a prejudice against the establishment that

the proprietor has subsequently found it hard to overcome.

If we were asked what should constitute the most im-

portant qualities of a salesman, we would say, first of all,

one must like the vocotion. When one enjoys a iK>sition

(back of a counter) he can always make a succi'ss of it.

Secondly, he must have patience to an unlimited extent,

for in n(» cx-cupation is that virtue more necessary than in

selling goods to customers who are ditfieult to please, and

who often do not know what they want when they go intx)

a store,
'

The sah^sman should not lose his interest in a customer

from tlie time he makes his apiJoarance until he goes away.

He should not lose his temper if the customer argues

with him as to the merits of the goods and wares show^n.

He should wait upon him as politely as possible and
never be disagreeably persistent in pushing the sale of

goods.

And thirdly, perseverance.

Perseverance is another attribute much needed in the
" make up " of a good sales person. But this is often over-

done by clerks making the error of supposing that a con-

stant dinging at a customer effects the sale.

I would not give much for the future of any young man
who would be satislied always with the position he holds,

however good it be. He neither benefits himself nor his

employers. This is the greatest mistake a salesman
makes. The moment he feels he has attained his aspira-

tions, that moment he has exhausted his usefulness to his

house.



I A sales pei'sou shoiikl strive to gatlior the kuowledj^e and
workiuj?s of all stocks, tlioiij.':h he be eoutiiied to one depart-

ment. He should strive, first of till, to work thronjih the

different grades until he is at the head of his special line.

He should h'urn to obe.y, not because he must, but because
he ought to. A man who cannot obey cannot comiiiand.

He should always dress neatly and genteelly, never in an
eccentric or fastidious manner. He should be agreeable,

without being intimate; pleasant, without being offensn(>.

He should at all times be in readiness to wait on cusiomers
and approach them with a pleasant address, remem))i>ring
that the first impression is the one that teils. On receiv-

ing a reply from a customer he should show his goods in an
unostentatious manner, trying to sell Avithout importuning.
A pleasing explanation of the fashion, a general suggestion,

and then the salesman should allow the customer an ()ppor-

tunity of exercising unbiased judgment. Sules are often

ruined by overmuch talk.

Discretion in waiting on a customer is another rare

(luality. To a neat person show neat patterns. To one
who is ;i little more lavish in style of dress, show goods ac-

certling to such tastes. Never try to convince a customer
tliat your way of thinking is right. You can advance your
ideas. l)ut if you find they confiict with your patron's views,
a/gument is very harmful.

The salesman who possesses himself of a br(Kid and
thorough understanding of the qualities of his wares and
the methods of their construction, greatly strengtliens him-
self for the battle of life. He can make liimself and the
gcods he seeks to sell wonderfully interesting to customers.
They will be glad to meet him because of his fund of
knowledge, and they will be strongly inclined to buy goods
of him, because they will feel assured that he knows all

about the articles, and is therefore less likely \n be de-
ceived into buying or recommending an inferior thing.
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Eosides that, tlio student of ir.anufactures Avill himself

find ploasuro in his iuvestifxations and Iheir growing fruits,

and will also derive considerable satisfaction in imparting

to others what he has himself ac(iuirod.

Every effort is made to get customers into the store.

Advertising, window-dressing, signs, etc., all have this for

their aim. When the visitor comes in there should be no

hitch nor confusion in serving him. The entire business

maciniiH shoniil he oiled ami liright and ready for noiseless

and agr(H>able operation. The stock should be perfectly in

hand, so that any desired article could be instantly found

and presented for examination. Delay is vexatious, and
imcertainty in linding goods breeds the suspicion that they

are not often sliown. Pains should be taken to prevent

any such impression.

A cnrcful observance of these points are vital to the suc-

cess of a salesman, and merchants cannot be too careful in

calling the attention of their clerks and employees to the

points above eninnerated.

Be's for Clerks.

Be industrious, exert yourself actively to show goods to

customers to lind what will suit them.

IV' patU'iit even althougli you" customer appears trifling.

fastidious or exacting. Sincere effort on your part

to please him will win in the long run.

Jie po! If, under no circumstances s])eak to, or treat a

iiiytoiiicr with impoliteness; to do so is to make a

uiistake inexcusabl;^ In a salesman. Your polite-

:!''-;s to custoiu(n-s is money to your employer, and
IS (uie of tile considerations for which you are paid
I salary.
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Be truthful under all circuin&tauces, never resort to decep-
tion in representing the quality of the goods you sell.

Truthfulness in a salesman is a virtue which will

soon begin to tell in a pecuniary as well as a moral
way, for people will flock to the clerk whose word
they know to rely upon respecting the value they are
getting for their money.

Be open for instruction, not too conceited about your own
abilities, but ready to learn from your superiors,
otherwise your chances of success will be very small.

Be honest, not merely because honesty is the best policy,
but because life without it is a failure, though
wealth flow in to the amount of millions, and the
world lavish its honors and applause.

Be careful not to hurt your customer's feelings by an inju-
dicious remark, should he be hard to lit on account
of any unproportioned part of his body. Kemendjer
this is a delicate point and it requires careful talk;
beware, therefore, how you express yourself.

Be ever mindful of your employer's interests, his success
is your gain.

Useful Knoculedge for Clepks.

(It (i-ill jHu/ you to li'ani. the follnwliuj by henrt.)

Towards customers be more than reasonably obliging, be
invariably polite and attentive whether they be courteous
or exacting, without any regard to their looks or condition;
unless, indeed, you be more obliging and serviceable to the
humble and ignorant.

The more - "' ^'orgetting you are and the more acceptable
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to Avhomsocver your custouicrs may be, tlio better you are

as a salesman. It is your liiy;liest duty to be aceeptable

to all.

Cultivate tbe lialtit of doing everytliing rapidly, do

thoroughly all you undej'take, and do not undertake more

than you can do well.

Serve l)uyers in their turn. If you ean serve two at onee,

very well, but do not let the tirst one wait for the second.

In your tirst minute with a customer you give him an

impression, not of yourself, but of the house, which is like-

ly to deternune, not whether he buys of you, but whether

hi becomes a buyer of the house or a talker against it.

If you are indifferent he will detect it before you sell to

him, Ml his impression is made before you have uttered a

word. At the outset you have to guess what grade of

goods he wants, high-priced or low-priced. If you do not

guess correctly, be quick to discover your error and right

yourself instantly. It is impertinent to insist upon shaw-

iug goods not wanted. It is delicately polite to get what
is wanted adroitly on the slightest liint.

Do not try to change a buyer's choice except to this ex-

tent, always use your knowledge of goods to his advantage

if he wavers or indicates a desire for your advice. The
worst blunder that you can make is to indicate in a super-

cilious manner that we keep better goods than he asks for.

There are always a large number of people who look around
before buying. They are sometimes very tedious. I know
it pays to be patient with them and to give them the same
attention as if they were purchasers. The chances are they

intend to buy, and you are much more likely to serve them
than the man who has taken no troid)le to show them, be-

sides, they will advertise you by talking about you to their

friends. Show goods freely to all customers. Be as ser-

vicea.bU' as y()U can to all. whether buyers or not. Do
not look listlessly around the store while waiting on a cus-
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tomer to make his choice, hut interest yourself in helping
him to make his selection. Cultivate ;\ taste as to what
colors are most hecominj;- to your customers' various com-
plexions. Sell nothing on an unih'rstanding. Make no
promises that you have any doubt as to fultilment of, and
having made ;i promisi', do more than your shar(> towards
its fultilment and see that the next after you dot>s his share,
if you can. Never run down your competitors to customers!
By so doing you advertise them. It won't pay you to get
trade in tliat way, competitors can talk back.

When showing a line of goods, offer tli(> cheaper grades
first to avoid prejudicing' tlie buyer's min<l at the start.

When you would satisfy a customer with your goods,
allow him first to become satisfied with his own opinion of
them. Keep yourself in the backgroun<l as a reserve force.
When you are inclined to argue with a customer, stifle the
feeling. Business is not adapted to rules of (lel)ate.

When a customer insists that steel is iron, oi- yellow more
fashionable than blue, it is more important for you to effect
the sale than to convince him of his error. To sum up
and put this matter in a few words, attend strictly to busi-
ness when on duty. l)e invariably polite and obliging to
everyone, not only for the benefit of the company but for
your own good.

Kemember that civility while it may be one of the
scarcest articles in the market it is also one of the cheapest,
and the net profit on it to you in the end will be greater
not only from a social and moral point of view, but in
dollars and cents, than on anything else you may Iiave to
offer a customer.



14

I '.,

ThiPty-one IRules for Salesmen.

1.—Keep yoiiv eyes on the front door. Customers should

')o waited on promptly and pleasantly.

2.—Don't stand outs-de the front door when at leisure it

is an excellent notice to competitors and customers

that trade is dull.

3,_Salesmen are paid for \vaiting on customers, and are

not expected to turn them over to th(^ boys or new

men who are learning the business, while they 1-usy

themselves arranging or putting away goods.

4.—Don't turn a customer over to another clerk if possible

to avoid it, except at dinner boui*.

5.—Go for business in every direction, in the store or oi t of

it, whenever you see a chance to make a sale, work

for it with all your might,—" Hustle."

6.—Salesmen will sell at marked prices, do not go to the

office for a cut price, it always makes trouble.

7.—Don't sell the goods by the price marked on the boxes,

as a more expensive or cheaper line may have got

into the box by mistake. See the price marked on

the article itself, if ticketed.

8.—Salesmen will avoid the responsibility of trusting cus-

tomers whose credit is unknown to them, by re-

ferring all such cases to the manager. Giving credit

Avithout authority makes the salesman responsible

for the amount.

9.—Salesmen are expected to sell the goods we have, not

the goods we have not.

10.—Salesmen are responsible for their mistakes and any

expense attending their correction.

*..
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11.—If }oi\ havo a charge to niako, outer it bc^fore waiting

on another customer, your memory is apt to l)e de-

fective and the sale forgotten before it is entered.

12.—Clerks receiving change from tlie desk will count the

same and see if correct before handing it to tli<' cus-

tomer, always hand the cash cheque with the money
to the cashier.

13.—If you know of an imi)rov(>ment of any kind. F-uggest

it at once to the manager, it will be impartially con-

sidered.

14.—Keep retail stock full and complete on the shelves so

as to avoid detaining the customer. Notify each
man in charge of a division when you lind anything
short in it.

15.—Always put the stock in order when through waiting
on customers.

10.—Each clerk is expected to see that his department is

kept clean and in perfect order, and to see that bis

stock is properly marked.

17.~Use the early part of the day and the last hour before
closing in sorting and straightening up.

18.—Prices are not to be cut. Report every cut price by
other firms to the manager after the customer is

gone, unless he is a well known and regular cus-

tomer, in which case report at once.

19.—Do not smoke during business hours in or about the
store.

20.—Employees are expected to be on hand promptly at

the hour of opening.

21.—Do not leave che store by the rear door.
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Kinployot'S will rcmnlu mil 11 the hour ol' closiiij,', unless

cxcuscil by tlio mauaj;(>r.

-The lii'iii will ask oi' you as iittlc work after regular

hours as possible. When demanded by the ueeessl-

ties of business, a willinj; and hearty response will

be appreciated,

if an employee desires to buj' anything" from stock he

must buy it off the niana;;er. In no ease take any-

thin;;' without doiny; .so.

-Watch the ends of stock, make as few as possible,

and always work them off lirst to keej) the stock

clean.

-Keep mum about your business, always have a ^dod

word to say for it and never say it is dull. Keep
your eyes and ears open about yiuu' competitors.

-One hour is allowed employees for meals.

-While disenjiaji'ed, see that the counters are kept clear

for those that tu'e serving-, assist them to j?et the

^oods reiiuired, as the most important thinj; in busi-

ness is to serve customers well and as (luickly as

possible.

-Never (juarrel in the store with each other, and should

you have a difference you cannot settle yourselves,

j;et tlu' manajier or employer to decide the matter

for you. Above all, nc'ver quarrel or make fun with

each other in front of a customer.

-No clerk or buyer is allowed to receive conunission on

isjoods he buys, or to take any bribery whatever, nor

to make any purchases for himself or others without
the knowledj^e of the lirm, and all invoices must
pass through the ottice. Violation of this rule will

cause instant dismissal.

-Let all clerks work together with one aim to make
their employer's store the most popular in the city.

-ti:
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ShoPt mottoes to beap in mind.

You are in biisiuoss for l)iisiues8 purposes, not for aniuso-

meut

You servo yourself best by serving your customers well.

Guesswork in business loses the business.

The well-posted dealer is never taken by surprise.

No goo(' - sold under a fair protit unless to work off undesir-

able stock.

Never " carry over " such stock if possible not to.

No misrepresentation.

No short measures.

No deception.

Poor heli)ers are too dear at any price.

Good helpers are desirable at good salaries.

Praise good seiTice, it pays.

Never " run out " of staple goods.

Advertise in every profitable way.

Never say Itusiness is poor.

Keep your eye open for the bright side until you and all

see it.

Talking good business and believing in good business will

bring good business.

A large business and a successful one needs lots of think-

ing, keep the *' think tank " in order.
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Three Tips.

Tip 1.—Novel' got into a dispnto with ji custoiuor. To wii)

tlio jirf^unioiit is to loso tlio salo.

Tip 2.—Novor "fly off the handle'* sit an insult. It may

not have l)e«'n intended; and if it was doiihorato. yon

only place yourself on a lovol with ti;o weak fellow

when yon answer in kind. Keep your balance.

Tip 3.—Show all the good points of the article you are try-

ing to sell, then name the price. If you reverse (he

order the customer will be thinking of iln' cost in-

stead of the merit.

Advertising.

Advertising is a subject of absorbing interest to all lerol-

headod merchants, and covers an inexhaustible field for ^he

cultivation of originality and business-creating ideas. In

spite of all that has boon said and written about methods

of advertising, new thoughts are born every hour, which

tend to show that the possibilities of the subject are un-

limited. Newspaper aiuiouncemonts do not rely for their

effectiveness altogether upon what is said in them, but

more particularly upon how it is said. The time " when,"

the place "whore." and the method "how," are throe of

tlie foundation stones to every commercial edilice.

"There is a tide in the affairs of men, which, taken at

the flood, leads on to fortune."

The first requirement is an attractive, general loolv that

wins the intelligent reader not strongly but gently, and that

is the way to win.

When to advertise. Every day cf the year or as much as

you can afford.
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When you \yord au advortisoinont, claim nothing; which
is not strictly true, but never fail to claim all the truili.

\Vhcn yon would gnin cnst«<mcrs, advertise. When you
would keep customers, advertise. Advertising; ])ays if

done liberally, honestly and judiciously.

When you word an advertisement remember that the

public Judjxes your business in a measure by the method
you use. therefore avoid copying other pe<»ple's ideas.

AN'hen you word au advertisement, strive to word it as if

you had the readers standing before you. Talk straiglit-

forward. good common sense. Give them credit for belJig

well educated ])eople with power to discern between the
genuine advertisement and the one worded regardless of

truth.

I.a great point is to put your advertisements in such a
shape that people will read them for their own intrinsic

worth. Most of the community are interested in your
wares, but they won't hear of them if you don't take pains
to tell them of it in an entertaining manner.

Where to advertise. It almost goes without saying that
of the various available methods, newspaper advertising
commends itself to the level-headed man as the shortest
and most practical means to the end.

Advertising in sample papers, on maps, in time tables,
city directories, mirrors, in hotel registers, etc., does not
pay one quarter of one percent of the investment.

Concert programmes must be used as a matter of policy,
and the merchant must decide himself just the amount ne
can afford to do in this way. as there are a great many
who trade with him will expect his patronage on their so-
ciety programmes, etc.

It's all very well to be able honestly to say that you have
the best value in the market, but the manner in which you
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tell that hi;; and irulhrul fact is a urcat iliinir. (Jet to tlu'

point as (niickl.v and brii'Uy as you can, williout bolutf

abrupt.

One very important factor in advertising: nowadays is the

use of <'l(»cti'otypes for illnstratin;; the wares to be sold,

whicli <-an now be y:ot in most pi'intin;; otiices at a very

nominal price. ( Mic of tlie best ad's ever used by the

writer was the <'lectrotypes of all the male emi)l()yees. each

wearin^^ a <lift\'rent style of our new spring hats, with a

short history of tljemselves. Ilavinjx an electro cut of the

Htores on top of double column in daily paper, the clerks

beiuf? placed in rotation. Th«' above was rep«'iited the fol-

lowing^ si»rin;r in a similar style, occupy in;,^ a full i)a^(> of

the ".Montreal Daily Star," and took immensely.

I cannot too much impress upon the advertiser the advan-

tage to be ;iained l>y interestinj; his employees in his al-

vertisin;i", as many an emi>loyee can writ(» a better adver-

tisement than the merchant, and they should know tue

jyoods advertised.

I
'I
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Advertising Rates.

"When you make an advertising contract, consider the
quality and quantity of circulation.

The character and held of the paper have as much to do
witli the value of its advertising space as has the quality

of the goods to do with their salableness.

Advertise in the papers because they are good mediums,
not because the editor, or the publisher, or the agent, is a
friend of youi*s.

The enterprisiig publication of large circulation is the
natural organ of natural people, and is also the only thing

Mi
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whiili «aii iH'jich all of those iK'culiar piMiplc who try to

be natural by bciiiyr unnatural.

In general advertising', the advertiser eannot be too much
on his jiuard a;:alnst the publications of quality without

quantity, with rates apparently of extreme cheai)ness.

t)ne cent a line per thousand circulation has been con-

sidered a stan«lard rate by weekly and uKuithly jtublica-

tiens. allliouuh several j^reat monthlies and weeklies brin^

the |U'opoi"tionate rate far below this value.

Advertising; space is merchandise, and must be bouj^ht

upon :i delinite business basis.

(Mrcnhition is an actual part of space value. Tlie adver-

tiser nnist consider circulation and (piality, w<'ii;hinj^ each

carefully, basinj; the rates upon its collective value.

Fo\u' dollars a line may be lower in one i>ublication than

live cents a line in amther. The advertiser has a ri},'ht to

know what he is buying;.

fldvePtising Space.

Economy is to be practised in advertisiujj;.

Economy is to be practised in everything.

Advertising need not have all the economy.

The old business maxim that " That which is worth doing,

is worth doing well," applies in its full strength to ad-

vertising. '

Better not to advertise at all than to botch it.

One may advertise too little and lose money.

One may advertise too mucli and lose money.

Advertising expenditure should be followed and regulated,

and every advertising experiment tested and retested.

Let your advertising space be as large as your business.
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Xo moie think of crowding your a<lvortisin.n- spiux' tli:ui

of crowding youi salesroom space. Customers are much
more important than spacious warerooms.

Brevity is the soul of advertising, as it is the soul of

everything else.
*

Tlie golden rule of advertising is to advertise one thing

at a time.

It is a good plan to change your advertisements daily.

If yon t-nnnot think of anything new to say, re-set the old

advertisement in different style.

" I 'pen the po(.'ketIess dres.^ of woman hangs the key of

trade."

Woman is the buyer of everything everywhere.

Advertisements are read by women, therefore don't forget

the women in your advertisements.

The better the woman, the more interested she is in lit.T

husband's stockings, his hats, his neckties, and if there is

a new color or fashion out, the woman will know of it at

least a week before her husband. He is so busy, or im-

agines himself so busy, that half the time he doesn't know
that his office carpet is half Avorn out. or that his trousers are

soiled, his hat looking seedy, until his wife tells him. " John,

for goodness sake do go to Allan's and get a new hat' The
woman clothes the children, she knows +l^e qun lilies of

cloth and underwear better than the average mm, and can

buy better articles for less money than the average man for

more money.

The shrewdest advertir-ers in the world are writing ad-

vertisements which apiieal directly to woman, and the

writer has so miTch faith in this sort of advertising, that he

gave a Ileintzman Pi:ino to the lady who collected most of

his advertisements during one year.

'i'li
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CUhen to Stop Advertising.
"A 'Trade .Tonrnal' once requested ten of its larj^est

advertisers to give their opinion as to the best time to stop
advertising," writes Mv. Thos. Smith. London, and the fol-

lowing replies resulted :—

When population ceases to multiply and the generations
that crowd on after you and never heard of you, stop com-
ing on.

When you have convinced eveiybody whose life will

touch yours, that you have better goods and lower prices
than tliey can ever get anywhere else.
When you perceive it to be the rule that men who never

advertise are outstripping their neighbors in the same line

of business.

When men stop making fortunes right in your very sight,
solely through the discreet use of this mighty agent.
When you ca.i forget the words of the shrewdest and

most successful of business men concerning the main cause
of their prosperity.

When every man has become so thoroughly a creature of
habit that he will certainly buy this year where he bot.ght
last year.

AVhen younger and fresher houses in your line cease
starting up and using the newspapers in telling the i)eoj)le

how much bett er they can do for them than you can.

AVhen you would rather have your own way and fail,

than take advice and win.

^Vllen nobody else thinks it pays to advertise.

.Judicious and persistent advertising is the keystone of

success; therefore don't stop or others will get ahead of you,

Go where you will, whether in small villages, large towns
or great cities, the men who are il<.irig the business arc the
men who never stop idvertising, who advertise continu-
ously, who lind it as necessary to advertise every day as it

is to keep open their stores.
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CXlindocu Dressing.

As till' liuiiKiu cyo bespeaks the character of the man, >so

does the store window represent the character of the busi-

ness con(hicted insi(h', tlierefore it is very important to

give si)ecial attention to window dressing.

It is ditticnlt to define which styh} of window dressing is

best, as that which wouhl snit one may be too line for Jin-

other, then the space at command mnst regnhite your styh\

as we believe with one window it is not profitable to give it

all up to one class of goods at one time; this may be done
occasionally to good advantage, liowever ; if there are

several windows tliey may then be dressed with one class

of goods, but we believe in any case they should be

changed as often as possible to let the people know you are

alive inside.

Although some window dressers recommend simplicity

in arrangement as weU as in color, and we know that it is

not good to display a great variety, as a complicated ar-

rangement usually appears confused, yet we must bear in

mind that a window display is an advertisement, and tliat

advertisement is best whicli not only draws attention but

sells goods, and although we would advise not to overcrowd

the window, we would suggest that you show enough goods

so as to impress the people that you carry a full stoclc of

the several lines. Remend:>er, therefore, not only should

you make your windows l)right and pretty, but in doini;

so you should use the goods most apt to catch buyers.

Your window should fiivst of all be handsome enough to

cause people to stop to look, and the articles in it should

be of a kind to induce them to buy. INlerely nicely dressed

windows with pretty things that nobody wants to buy, are

not the sort of windows re(iuired nowadays. Your win-

dows should be dressed with seasonable goods, but season-

able goods are not the only reciuisite. The goods shown
must be of a kind to excite the curiosity, and, if priced,
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they should be marked as low as possible so as uot to
create the idea that j-our prices are high. We believe
mostly iu putting the price tickets ou the cheaper lines
only.

Liighting of the CUindouis.

It is impossible to overestimate the imporiance of proper
lighting in window displays. No matter how well and
carefully arranged the goods and colorings may be, the
work of the artist is wasted unless the window be properly
lighted, and just let me add here, don't try to save the
lights in either window or store. Who cares to enter a
dingy and half-lighted up shop ? It is well to have all the
light from the front, as the admission of light from the
rear or directly behind the articles shown, completely ruins
the effe 3ts by confusing the outlines and colors. See that
the glass is kept clean. A nicely fitted up window with
brass fixtures and window stands for showing the goods,
is ofi the utmost importance, and while it is a great help
to the window dresser, it also shows off the goods to ad-
vantage and gives a tone to the window.

How to keep windows from frosting in cold weather.
Merchants are greatly troubled in cold weather with their
windows frosting, and frequently remaining so for several
days, and thus entirely preventing anyone from seeing their
contents. This ditiiculty can easily be overcome by rub-
bing your windows two or three times each week with a
cloth dipped in glycerine. But where there is a double
window it is good to carry a current of cold air through
the window; this we have found to be a complete success.

"^ >^
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The Qpeat Question of the day,

Hoxju to Succeed in Business.

The heigclits by great men readied and kept

Were not attained by sndden tli^lit,

But they, while their companions slept.

Were toiling upward in the night.

—Longfellow.

To young men contemplating starting for themselves, we
would advise first, be sure that your means are ample for

the business you are about to engage in. Buy and ^•(!l

only for cash, do not enlarge oi undertake other depart-

ments unless you are able to do so with your own cash.

Save every discount possible, pay dated goods ahead if you

you have the money beside you, it will pay you better tlinu

leaving it in the bank, besides it makes the wholesale

people look after your trade, you can therefore buy betrer

value. Look at goods from different houses as much as

possible, some are better on certain lines than others. If

you start a business, be sure that the shop and the neigh-

borhood are adapted for the class of trade you intend to

cultivate. Do not for the sake of a few dollars more rent

take a store on the wrong side of the street. Get on the

business side, concentrate the whole bent of your miud

upon it. Make it your hobby. Think about it by day

and dream about it by night. If your capital is limited

find you can only handle a few lines, handle those in

greatest demand and which turn over the quickest. Rather
buy often than buy too much, so as not to overstock your-

self and thereby lock up your capital. Do not imagine for

a minute that when you become your own master your

troubles are over, for when you start business you'll find

your troubles onlj' commence then. Remember to be suc-

cessful it costs something. You must be strong as men,

and when you have once started, stick to it through thick
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and thin. Sacrifice your time and pleasures to business,

don't give it up, for if ycu do you'll never liave tlie same

courage to start again and I do not ttiinli anyone will ever

succeed unless he has high aims and thoughts of the worth

of his undertaking, and talies pleasure and delight in it. I

would advise you therefore to form the habit of seeking

pleasure in your work and finding happiness in the duty of

the hour. Watch the financing of the business closely.

Give full consideration to the importance of your advertis-

ing { nd know the character of those you have in your em-

ployment. Do not trust the buying of the goods to others

if you can possibly manage yourself, and if you do, be sure

that the parties intrusted with the buying are men of ster-

ling character who would despise the house or traveller

who would try to induce them to buy their goods by giving

them a small commission or premium on the same. The

above, we are sorry to say, is a common occurrence which

ought to be denounced at every opportunity. Although it

is good to be careful and economise, yet you must also re-

member that in many cases you have to spend the money
first before you can get the returns, therefore we would

suggest that you be always ready to make any alteration,

even though it cost you some money, so long as your judg-

ment tells you that you will ultimately be the gainer. Do
not be afraid to take hold of a good thing and run it. The

writer saw an artificial rosebud advertised in an Am'.'rican

paper, to be retailed at 10c. each. He got a sample, con-

sidered, and got six gross which he sold inside of i-eveu

days, (72 doz. at 10c. each.) This and many other small

things helped greatly to advertise the place, as h*- had l<>r

a while sole control of the article, and many people came
for this special article who had never been in the store

before. Besides, they pay well, and it will pay you

to be on the outlook for the latest novelties on the market.

^^'hen your attention is called to an article whieh you can

carry without extra store expense, do not allow the fact of

it being somewhat out of your line effect your decision.
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CUhat a feoi Sueeessful CClen say

of Success.

" Enei-fjy, invincible determination witli a rijilit motive,

are the levers that move the world."—Noah Porter.

" The four stei)s to success are close application, intejjrity,

attention to details and discreet advertising."—Wanamaker.

" If the history of our citizens of wealth were written,

we should find that nearly three-fourths have risen from

comparatively small beginnings to their present positions."

—Hon. W. E. Dodge.

" Young men need to be taught not to expect a perfect,

smooth and easy way to the objects of their endeavor or

ambition. Seldom does one reach a position with which

he has reason to be satisfied without encountering difficul-

ties and what might seem discouragements. But if they

are properly met they are not what they seem, and may
prove to l)e helps, not hindrances. In every department of

life, obstacles surmounted represents ground won, progress

effected, the desired end brought nearer."—Dr. Peabody.

" Economy is half the battle of life."—Spurgeou.

" To one man w'ho can stand prosperity there are a hun-

dred who will stand adversity."—Carlyle.

" No one was ever lost on a straight road."—Dr. Cuyler.

" The following are in my opinion the chief elements of

success in life. To be industrious, steady, faithful,

prompt, true, business always before pleasure, never put off

till to-morrow what can be well done to-day, incur no re-

sponsibility that cannot be met without distress."

—Neil Dow.

" Genius is capacity for an extraordinary degree of appli-

cation."—Agassiz.
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" There are three great rocks ahead of the practical young
man who has his foot ui>ou the hidder and is beginning to

rise; first, drunlvenness, which of course is fatal. There is

no use wasting time upon any young man who drinks
liquor, no matter how exceptional his talents. I do not
mean by drinking liquor, the taking of a glass of beer or

wine at meals. It is not necessary for a man to be a total

abstainer to be temperate. The rule should be. never enter

a bar-room and never drink liquor except at meals. The
second rock ahead is speculation. To be successful in the
business world, the manufacturer's profits ami the mer-
chant's profits only should be sought. The third rock
ahead is akin to speculation—endorsing. Business men re-

quire irregular supplies of money, at some periods little,

at other periods enormous sums. Others being in the same
condition there is strong temptation to endorse mutually.

This rock should be avoided. There are emergencies no

doubt in whicli men sliould help their friends, but there

is a rule that will keep one safe. No man should place his

name upon the obligation of another if he has not sufficient

to pay it witliout detriment to his own business. It is dis-

honest to do for one's own firm ' Your name, your fortune

and your sacred honor/ but for others, no matter under

what circumstances, only such aid as you can render with-

out danger to your trust. One great cause of failure of

young men is laclv of concentration. Tliey are prone to

seek outside investments. The cause of many a surprising

failure lies in so doing."—Andrew Carnegie.

We will now close this book, with an extract from one of

John Wanamaker's speeches :—

It is no small matter to keep up the great race.

Business has come to be such a different thing in these
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days ^^ luMi a ship skips lilie a deer across tlie ocean, in

these days when everytliins' seems to have swift feet and
must be done on the minnte. It is tniined i)eople that must
come to tal<e hold, and unless they have wit, have it about

them and have it sharpened, they shall fall to the rear.

Life at best is a j;reat sti'nj^j;ie. Let us help each other

every man of us, every woman, by kindly words, by en-

couragement. If you should possess a good act, to achieve

success do not put a patent on it. Let us hand it around,

give it to the next one, stiy to him *' Pass it on to your

brother,' and so let the world be filled with joy and brother-

liness and uplifting, until this world shall be filled with

goodwill to man.

I had the greatest respect for a little boy on a w^inter day

that sat at a street corner rubbing his knee. He had

slipped down in passing from the curb, and to the man who
came rij.ht behind him he said, " Mister, don't step there,

that is where I fell down." We will say that, marking the

places where we slipped; l>ut we will sji.y more, here is the

way to get up, take hold of this hand, and this one, and let

us help each other. A friend said to me yestei-day, thnt

in one of these automatic machines where you drop in a

nickle to get a piano or something else, that when they

came to open the box they found that some people had put

in buttons, and little strips of leather, and stones, and a bit

of lead, and a lot of things that were not nickles by any
means. I do not know what happened when these articles

w'ere dropped into the slot, but this I know, that there did

come a day when the machine was opened, when it was
found out that somebody had some day i)r(>ve(l iinrrue.

They tried to get, and maybe did get a prize without the

proper pay, but the day came wdieu it was all told out

against them. To those young people let me say there is

but one true way to get things, and that is by paying the

right price. By your toil, your faithfulness and your dili-

gence you have won what I shall have the honor to put into
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your hands, so let it always be. If you try to set a tlilnp:

without toil, without houest endeavor, it will not be worth
unythinj? to you. You will say " I obtained this for noth-

iujy:. and I can get another and another for nothing," and
it will take out of you besides your own self-respect, tlie

spirit of effort, and it will dwarf you and you shall be tliat

much less a man. We can only really get what we de-

serve to have in this world and the next, and that is my
speech to you to-day as your friend. Keep on in the lino

of earnest endeavor upon which I congratulate you to-day,

and you shall find the flowers at your feet and the music

further on, and still higher up, the friends to greet you and

smile upon you, and bless you, and far beyond it all the best

of friends to give you welcome when all this weary world

and its work are behind you, a friend who shall say, " Well

done good and faithful soldiers, enter into greater joys and

blessed rest."
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