
vewspaper to the average woman is the part that has the most
bargains " in it.
Theamount to spend in advertisingsuch businesses as Hoover's

Jlcpends so much on unnamed local conditions that it is unsafe for
ie to more than generalire. Certainly no more than 4 to 5 per

. ent. at the outside ought to be spent. If the business is new. as it
ipparently is. and if competition is strong it will make a difference.
If other VinnipeC clothing merchants are strong and vigorous
advertisers it will make still more difference. With the "best
corner in the city" and with "the whole face of the store in glass.''
1loover & Co. ought to get on with a yearly expenditure for adver.
tising of 2 to 3 per cent. of the total amount of the sales for the
same period.

Hl. T. Graham & Co.. of Kinmount, Ont., are iow getting out a
large store paper of their own called The Busy Bee. Unless
Grabam & Co. can improve on The Busy Bee they won't get much
out of their advertising in it. The trouble is that it is not got up in
" dead earnest." Out of the five columns of display advertising
there are only two prices quoted-a new lot of Japan tea at 35c.,
and marriage licenses 02. Here and there through the reading
matter tbere are prices quoted. l'il venture to say that the most
interesting part of advertising is the prices-when tbey are quoted.
I believe in working in prices and interesting descriptions of goods
whenever possible. Either before or after the 3Çc. is quoted for
Japan tea something ought to have been said about the quality of
it. There's nothing startling about a new lot Of Japan tea ai 35c.
at all. It may be cheap or it may be dear. No one can tell fron
the ad Here is another mistake:

Watch this ad. next Month,
IT WILI. SURPRISE YOU.

The proper time to -surprise" a man or woman in an ad. is
right now.

But this is all right:

H. T. G tRAiim & Co. are selling
1o bars Pet Soap for 25c.

because - Pet '' is evidentlythe name of a more or less well.known
brand of soap.

It is a good plan for a store to get out one of these little papers
providing its owners do not too much antagoniL: the regular local
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papers and their
friends. Butin ad-
dition to ibis tbey
nust be scientific-
ally got up.

J. M. Ross. of
Moncton, N. B.,
sends me a cash
rebate card, which
I reproduce (in re-
duced size) as
wortby of favorable
comment:

* &

Hollinrake &

I am quite unable to understand how this firm, or any other, can
sell so cheap. Yet, here the facts are in black and white:

Talk About
Bankrupt

Stocke !

But Here are Prices That Will
Knock Them Silly.

Dark Priata for a Penny a yard.
GOd Towelling for a Pemuy-and-a-Half a yard.

Prs Lises Towels for a liekle.
Yellow Kids for 5e.

Lidies aud Girls' Coats for $1.
Gents' Derby lcarfs, Bowe, Knots (rogular25c.)

for 12ie.
Girl' Kid Gloves6 10c. pair.

The Videt Table Gil-eloth (marble or colors),
350. for 2k.

uak Feather Neck Ruaf for a shilling.
Good Veillga for 5D. yard.

LadiUe Stylish ret Rats for a quarter.
200 Good Pins for a cout

Doable-fold Cloth Dre. Goods for 10r.

An advertisement of W. G. McCarthy, of North lay. Ont.. is
not at all a bad advertisement. 1 don't know just what is meant
by -home made" bargains and misleading "descriptive" cata.
logues. but I am positive no merchant can inake much out of
allowing the people of his community to see that he is feeling the
competition of his rivals-department store men or others. A real
fault in this ad. are the expressions. " Worth 9c. at 7c. : worth 8c.
at 6c." and so on. If the goods had ever been marked at the old
prices it would have been better to say 7c., marked down from 9c.
As a matter of fact. no goods are really worth more than they will
sell for. Everyone understands that no merchant sells goods for
less than they are worth, unless he has a special object in view-
uch as toadvertise bis store, or toclose out unseasonableor broken
ots of goods. Apparently Mr. McCarthy's offerings are not of
hese kinds. When the special object referred to exists. the fact

ought to be plainly stated. It is not enough to merely say that the
goods "are" worth so and so. A bad statement of this kind is
apt to breed disbelief.

McCurdy & Co.. of Antigonish. N.S.. appear to be. not only
large, but first.class advertisers. Their ad. in The Casket of
)an. 13. sent me for criticism. is well worth reproduction, but its
large sie, of course, makes that impossible. The ad. is very
nicely set up. but if McCurdy & Co. will. in the future, drop out
the dividing rues scattered through the ad. it wilI be found an
improvement.

I find that the same issue of The Casket, that contains the large
ad. referred to. has three other good site ads. of McCurdy & Co.
One of these tbree is practically a repetition of things said in the
large ad.. while the other two merely direct attention to the large
ad.. which is on a page by itself. This is clearly a waste of space
(money), as the big ad is quite big enough to attract alt the neces-
sary attention. Ilut McCurdy & Co. are to be commended for
their enterprise anyway.

Good advertising is not everything necessary to mercantile suc.
cesi. No matter howwlU a sorc is advertised, if it dos not live

C. Of Ingersoll. On. 0 vtem to understand the importance
et -, 'ing prices in their ads. Two circular. copies of which they
se: .e, are faildy brisuing with business.bnnging quotations.
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