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We plan advertising, we write advertising, we illustrate adver-tising, we place advertising—of all kinds.
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P«8e« contain suggestions which may be helpfulto those who wish to achieve success through advertising as well a,
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W The French Element in Canada. M
ilTTatKT 'T" ?>—-General of Canada, once^ foundJ in I..'*'* " /»'"'"•»'"» •"ving her prosperityfounded in the co-operation of different races."

'^ *^ '

»„».!?"
«'*'«•"«"» «=•" ^, ^*i appreciated when we add that thetotal French-speaking population is estimated to be 2.225.000_morethan 30 pe cent of Canada's total population.
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The French-Canadian has brought into business all the enthu-
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rapidly taking in its circles the ime^lta-ble place he has aken in the public life of the country. He i, forexample unquesuonably pre-eminent in the grocery traJe of Ca-nada. The largest, the second largest, the third largest wholesalegrocery houses m Canada are French-Canadian.
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The following figures show the proportion
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