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By FJames Gibson.

Qut * Gl Advertising
Lknown as one of the foremost advertising specialists of the day.

departmentes to liclp our subscribiers to do better advertising.  The gentleman whom we have sclected as its conductor is well
Any ot our readers who desire the benefit of Mr. Gibson's criticisms on advertisement< or adver

trung methads, o s advice on any adventising subject, can have it or both cntirely fice of charge by writing to hin in care of this journal.

1f corsespondents so devre, fictitious names or inittals may be used for publication,

1 amn in receipt of the following letter from Winnipeg :
WissiPeG, Nov. 19, 1897.

Dean Sik,—\We herewith enclose a few of our recent ads.,
which we would like to have you criticize and suggest any improve-
ments. \We change twice a week in daily papers. We use two
papers and occasionally three, and two weekly papers. \We have
good spaces in most papers, next to reading matter on local page.
Our city has a population of about 45.000. What amount would
you think judicious to spend in advertising a stock of $10,000?
Qur store is> on the best corner in the city : the whole of store is
glass on both streets ; we keep windows nicely dressed. If you
think any of the enclosed ads. worthy your attention use them for
publication if you wish. Yours truly,

Hoovexr & Co.

1am much pleased with the six ads. sent by Hoover & Co. They
show painstaking care and much more than the average advertising
ability.

{{ere are the two best, reduced to single column size:
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a border takes up too
much space in propor-
tionto the good obtained
fromit. Asmuchatten-
tion &s is required can
be secured without the
use of a border at all.
And, besides, borders
tell no story and sell
no goods. With an
advertising **cut,”” how-
ever, itis different. A cut can be made o tell a story equally
as well, if not better, than mere written words. The ** point ™
in a cartoon is often more forcefully presented than the most
eloquent orator could possibly present it.  Our ancestors, before
they learned the use of written characters, expressed their
ideas in the form of more or less rudely drawn pictures  Savage
and semi-savage tribes de the same thing at the present time.
Theie always has been and there always will be something
peculiatly attzactive in a *‘picture.”” 1 have often noticed how
a shop window filled with pictures will autract the passers-by.

Cary tu ters cmaney W, o

Carrecy
Canehicer.

But all requests should be accompanied by the subrcriber’s name,

We also all know how greatly children are attracted by pictures.
This shows that the love of a picture is natural It would
appear then that the
advertiser who is not
satisfied with mere type
displays, who is look-
ing for a sure thing as
a trade attractor. can-
not do better than pin
his faith togood illustra-
ticns. Each of Hoover
& Co.'s ads. has a
border, and one hasa
borderanda cut. Inthe
Iatter case I suppose the
border is used for the
sake of uniformity. It
certainly represents so
much money thrown away, because the accompanying cut attracts
all the attention necessary.

The best clothing advertising 1 know of is that of Rogers, Peet
& Co., of New York. 1 don’t remember ever seeing a border used
in their advertising, but they seldom put out an ad. unaccompanied
by a cut.

1 herewith reproduce a typical Rogers-Peet ad.:

1 think that Hoover
& Co. ought to change 'ﬁ )
their ads., in daily HERY]
papers, every day, in-
stead of twicea week. >
Asas rule no clathing i
ad. should be run T
oftenerthanonce. There X
are so many things to
be said about clothes
and the goods usually
sold with them, that
there ought to be no 2
difficulty in getting up
fresh ads. every day.
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A cloth very loud in an ordinary suit,
Temls just the tone necded to a golf or
bicy clc suit.

Doubtless a position 3ives a distinct stale that men seck long
and pay much for.
on local page next to Not half our bicvclecloths arcloud ; some
reading is best for goods a7 extremely quict : mnany between.

which men buy. For wi}“:r ;gﬁoc;:car to all 1astes; puncs 100~
goods which women
buy {and women buy
most of the goods sold
at retail) the best position is on a good ** dry goods™* advertising
page. It is safe to say that the most interesting part of 2

ROGERS, T & Co.

1tiree aml Rroadwng.
Warren and Hradway
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