- SHOPS YOU OUGHT 10 KDOW

>
Designed to place before Our Readers the Merchandise, Crafts-
manship and Service Offered by Shops and Specialty Stores.
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ZPAIRING, E'T;(}“r{IxJG 1,
» rages.—William John-
. ¢ 17499—12—24
—————————— S

a

STORAGE

PLUMBING

G. W. NOBLE, PLUMBER AND
Gas Fitter, Jobbing promptly attend-

ed to. 55 St. Paul street, M. 3082.

e ——————————

ROOFING

SGE FOR 20 TARS

+ winter months, “at re-
-entrally Phone
3-11.

ALLS TG LET. CARS
cpaired—At Thompsou’s, 55
rect. Phone 668. .
———
ABY CLOTHING
o -

TIFUL LONG
BEAUD o

r daintily made of ti
e y

'ﬂe:’ everything required: tem del-
mplete. Send for catrlogue. Mrs.
a, 672 Yonge street, Toronto.

ll-]l-l!ﬂl

’_ﬁ
BARGAINS

TS OF CHRISTMAS GOODS FOR
L?nen, women and kiddies at Wetmore’s,

59 Garden street.

BARGAINS IN READY-TO-WEAR
and made to measure qvex_contn and

suits, this month.—W. J. Higgins & Co,

182 Union St.

DANCING

WE GUARANTEE TO TEACH YQU

the Waltz, One Step and Fox' Trot in
hree weeks, Apply on prgmises any af-
ernoon or evenin, —-P;x;;ee ggw:rrg[
Yancing Acade 210 nce ward |
i ::i B 17356—12—24

—————————————=
DYERS

MOURNSRS —FAST
mc',.g,oma in 24 hours. Phone

b)ol:c:lcw System Dye Works.
———————
ENGRAVERS

VITATIONS, AN-
EDDING IN il

cements and Cards.  F
;::nand styles see A. G. Plummer, 7

arlotte street, up-stairs.
ART

WESILEY & CO
m% engravess, 59 wm’m«. Tele-

oqcll.m
—————————e—m

GRAVEL ROOFING AND METAL
Work.—-Vaughan & Leona 43
Marsh Road, Phone 4478. $—7—=Td4,

e ——
SECOND-HAND GOODS

WILL PAY MORE FOR SECOND
Hand Clothing, ete.—People’s Secund
Hand Store, 573 Main street. Main 4466.

WANTED—TO PURCHASE LADIES
and Gentlemen’s Cast Off Clothing,
Furniture, etc. Highest prices

paid. ' M. Kasbetsky & Sons, 589 Main
%t. Phone M. 1986. Consult with us

WANTED TO PURCHASE—ILADIES
and Qentlv_men’u cast off ciothing,
m:s; Iiught:s‘t.t cxl;ssh prices paid. Call or
e Lamper ros., 58656 i reet.
g el

WANTED—TO PURCHASE LADIEY
and gents cast off clothing. Highest
prices paid. Call or write M. Lampert

& Co., Tel. 3581, 647 Main street.
: 5—19—1922

WANTED—TO PURCHASE GEN-
tlemen’s cast off clothing, boots, taus-

ical instruments, jewelry, bicycles, guns,

revolvers, tools, etc. Highest cath prices
paid. Call or write I. Williams, 16 Dock

. |street, St. John, N. B, Phone Main 4439.

ng TE’D-—-TtO ﬂPIéI:&I;:SE GEN-
emen’s cast o fur coa

Jewelry, diamonds, old gold and sﬂv:::
musical instruments, bicycles, guns, re-
volvers, tools, etc. Best prices paid. Call
or wrllf H. Gilbert, 14 Mill strect, Phone

m_—’;—_-g
SILVER-PLATERS

GOLD, SILVER, NICKEL, BRASS

and Copper Plating. Automobile parts
made as goud as new. 24 Waterloo street.
J. Groundines.

e ————————
SKATE GRINDING

SAVE 10 CENTS—FIRST CLASS
Skate Grinding done promptly at Dal-
zell’s, 22 Waterloo St., 15 cents per pair.
17816—12—24

SKATE GRINDING PROMPTLY
done.—J. Grondines, 24 Waterloo St.

16590—1—6
e ]

STOVES

E&D ANY ROLL OF FILM WITH
50c. to. Wasson’s, P. O. Box St.

N. B, for a set of res—
slossy finish. Satistaction _guaranseed.

%
HATS BLOCKED -

4
ADIES VELOUR, BEAVER AND
Felt Hats Blocked in the latest style—
trs. T. R. James, 280 Main street, op-
delaide St.

site Ade
—
IRON FOUNDERS

INION FOUNDRY AND MACHINE
Works, Limited. (:;'orge JH Waring,
aanager, West St. Jo . B. Engineers |
nd Mae onand Brass Foundry.

W(
JACKSCREWS
ACK-SCREWS FORHIRE AT REA-

sonable rates, per day or otherwise.
Smythe street. ‘Phone Main 1584.
: . 4—19—1922

W
'LADIES’ TAILORING

[IGH CLASS LADIES AND GENTS’
tailor suits $85 to $60. We ;ehne and
epaip furs—Morin, 52 Germain.

>
T —————————
\TTRESS REPAIRING

, KINDS OF MATTRESSES AND
Cushions made and ired; Wire
attresses re-stretched. Feather beds|
ade into mattresses. Upholstering,
atly done, twenty-five yeqrs’_ experie |
ce—Waliter J. Lamb, 52 Britain street,
ain 887. Td.

————————
MEN’'S CLOTHING

[EN’S CLOTHING, OVERCOATS.—
We have in stock some very fine Over- |
»ats, well made and trimmed and :ell-;
g at a low price from $20 up. W. J.|
iggins & Co., Custom and Ready-to-
ear Clothing, 182 Union street.

Mg
MONEY ORDERS

EMIT BY DOMINION EXPRESS
Money fOrder. If lost or stolen, you
st your /maney back.

B. BRAND PAINTS, $380 TO
$4.00 per Gallon. Seud for Color Card
dey Bros., Ltd. 6—6—1923

———————————————
PHOTOGRAPHIC

ING OR SEND YOUR FILMS TO
ye developed and printed; 6 ex- |
wures 40c.—Victoria Studio, 45 King'
iare.

m
PIANO MOVING

{VE YOUR PIANO MOVED BY
Autc, piodern , mo jolts or jars;
gniture moved to the country and gen-
1 cartage. Reasonable rates.——Arthulr
ckhouse, "Phone M. 4421.

COOKS AND HEATERS, ALSO 2

Self-feeders, No. 12 For Sale cheap.—
East End Stove Hospital, 877 Haymar-
ket Square. Furniture and Clothing,
Ete. 17218—12—29

WATCH REPAIRERS

FINE WATCH REPAIRING A
specialty. Watehes, Clocks and Jew-
elry. Ernest Law, Est. 1885, 8 Coburg,

DIAMONDS BOUGHT AND SOLD.
Watch and Clock Repairing a Spe-
cialty. G. D. Perkins, 48 Princess street.

W. BAILEY, THE ENGLISH, AMER-
ican and Swiss expert watch repairer,
188 Mill street (next Hygienic Bakcry).

RINGS, WATCHES, CLOCKS FOR
Sale, watch repairing, seven years in

Waltham factory. G. B. Huggard, 67

Peters street. ; tf.

WELDING

WELDING AND CUTTING OF ALL
kinds of metals by Oxy-Acetylene pro-
cess.—C. J. Morgan. & Co., Ltd., 48 King
Square.

T ————

A GRIM SUGGESTION.

(New York Evening Post.)

Suppose a delegate of one of the great
powers should rise in a plenary session
of the Conference on Limitation of
Armaments and say: ;

“Gentlemen:—I have been very mich
interested in the news of the finding of
a skull of an ancestor of the human
race in Rhodesia. A learned scientist has
said that this skull probably belonged to
as cotisin of the Neanderthal man and
thag the brain which lived and thought
w'.thin it may have been snuffed out
when its owner crawled in the Broken
Hill mine some 30,000 or 50,000 years
ago.

“It is a random thought, gentlemen, to
speculate whether this Rhodesian did
not seek that refuge to rest a bit from
the warfare that mafked his daily life.
He may have wanted a respite from the
labor of creating implements of slaugh-
ter. He may have crawled into the cave
to work out the first dim intimations of
a world in which it was not always tooth
and claw and club. Or again he may
have only crept into shelter to refresh
himself after a perfectly gorgeous mas-
sacre of his neighbors.

“But in any case, would it not be
a happy thought if this conference were
to request the authorities of the British
Museum to lend the skill for a time to
this gathering, where it might take its

we glanced at the skull of our ancestor
and asked ourselves how far in advance
of him the opening session of this con-
ference found us and how far in advance
of him we expect the adjournment of the
conference to leave us. Problems which
now seem difficult of solution migat
lose some of their complexity under the
eyes—or should I say eye sockets ?—of
this delegate from the Palaeolithic.”
Possibly the chairman of the plenary
session might admit these remarks as

| falling within the agenda.

P ———

BRITANNIC UNDERWRITERS

AGENCY
FIRE & AUTOMOBILE
v INSURANCE

CAMPBELL & DAVIDSON,

ANO 2MOVING BY EXPERI-
::g at reasonable rates—J. A,
Phone M. 4758.

42 Princess Street, °*

POOR DOCUMENT

v b

EpITED BY

FIANGIL

NEW YORK MARKET.

(By Direct Private Wire to McDougall
& Cowans, 58 Prince William
street. city.)

New York, Dec. 23.

_ Open High Low
Allied Chem 57% bBT% 67%
Am Eoco ....... ...10234 1083, 103Y%
Am Int Corp 401, 39Y%
Am Sugar 51Y, 51
Am Wool 8% "%
Am Smelters . 82y, 382Y,
Am Simatra 80Y%
Atchison 91Y,
Am Telephone ..... 113'%
Anaconda 47,
80Ys
55%
95%,
343, !
119
95%5 !
338Y !
13% |
644!
46Ys
0%
1Y%
10%
T4Y,
738
37%
12%,
51Y,
40V,
243,
111Y%
26%%
13
18Y
43

Beth Steel

Bald Loco

Balt & Ohio

Can Pacific

Corn Products
Ches & Ohio
Cuban Cane Pfd .
Crucible

Chandler oMtors
Erie Common
Endicott John

Gen Motors

Great Nor Pfd ....
Houston Oil
Inspiration
‘Invincible

Kelly Spring
Kennecott
Mex Pete
Midvale
Middle States Oil ..
NY,NH&H ..
North Am Co
Northern Pac
Pennsylvania
Pan American
Pacific Oil
Pearce Arrow
Reading ..... SAEE s
Retail Stores
Rock Island
Royal Dutch N Y ..
Rep I and Steel ....
Stipadl ... .
Sindlair Oil
South Pacific
Studebaker
Texas Co
Utah Copper
Union Oil
United Drug
U S Steel
U S Rubber
Westinghouse

N Y Funds—6 per cent.

Sterling—4.19%,.

78
33
50%4
45%
13%
1Y,
51%
33%
49,
50%
174,
21%,
8%
7%
4574
61%,
181,
69
827%
53%
50

- MONTREAL MARKETS.
Abitibi—10 at 80.

Atlantic Sugar—75 at 27.

Brompton—20 at 20.

Brazilian—25 at 27%.

Peter Lyall—45 at 83.

B E 2nd Pfd—500 at 23%.

Can S S Com—5 at 18%.

Can S S Pfd—100 at 44, 5 at 44%.

Dom Steel—3 at 25%.

Dominion Iron 6 p. ¢. pfd—20 at 68,
20 at 67%.

Can Car .Pfd—S8 at 45.

Can Cement Pfd—35 at 90.

Can Converters—5 at 69.

Detroit—25 at 70.

Montreal Power—75 at 8634.

Nat Breweries—100 at 54, 15 at 54%
54Y,.

Quebec Ry—150 at 23.

Steel Canadat—50 at 59%.

Shawinigan—25 at 105%.

Smelting—5 at 167%.

1922 Victory Loan—99.60.

1937 Victory Loan—103.35.

1923 Victory Loan—99.15.

1933 Victory Loan—100.55.

1924 Victory Loan—98.60.

1934 Victory Loan—98.

DISCOUNTS CORN BURNING.

The rumor of farmers in the Middle
West burning corn for fuel was ninety-
nine per cent. talk, according to H. G.
Smith, a traveling salesman at the Mar-
tinique Hotel, who has just returned
from a four months’ selling trip through
Iowa, Nebraska, Norfherﬁ Illinois and
Minnesota.

“In only one county in Northern Ne-
braska was there any corn burned at’
all, as far aer I could learn, and the
farmers denied emphatically that it was
any more than a distorted press story,”
said Mr. Smith. “With hogs selling at
6Y, cents ‘a pound, and the market|
slightly higher on the average, we can
use all our corn to advantage feeding
them, and even if corn was worth sev-
enty-five cents.

“Business canditions are very favor-
able through the territory I covered, and
showing a gradually increasing activity
as a general rule. My line—women's
suits, coats and dresses—is very good
for the bgetter reat
for the better class of merchandise, with
little demand for the really cheap stuff.
Merchants are making a consistent ef-
fort to reduce their overhead costs of
doing business, which increased out of
proportion during and right after the
war, realizing that this is most vital if
they are to continue in business.”

PERHAPS.

And if we never more should meet,
If none of all our dreams come true,
If there’s no pathway for my- feet
That leads at last to love—and you—
Perhaps I might have brought you grief
Instead of joy, and that is why
God made our day so bright and brief
Andb our good-morrow means good-
ye.

L}

~

USINESS |
OLLUMN & |

MANSFIELD F! HOUSE, (o) |
]

Buffem’s Ads, Take
Sting Out of Attacks

“During the last few years certain
agencies in America have been active
in undermining the confidence of the

general public in the retailer.”

This is the expressed belief of Hugh
A. Marti, advertising manager of Buff-
um’s, Inc., formerly the Mercantile Com-
pany of Long Beach, Cal.

While many merchants have been pa-
tiently waiting for months for the in-
disposition of the buying public to wane,
this concern, after determining the cause
as due to impaired confidence, set out
recently to correct the evil, or better, to
remove the cause.

After a conference of the store heads,
the task of again establishing amiable
contact with the public was allotted to'
thesadvertising department. Why? Be-
cause the officials realized that adver-
tising has as its basic function the es-
tablishment of confidence—confidence in
the institution it represents and 1l its
activities.

In other words, it became the task of
Mr. Marti to give the readers of Buff-
um’s ads a little better idea of the na-
ture of advertising, of its purposes, and
to correct some incorrect economic ideas
regarding it.

A series of four advertisements ex-
plaining what advertising is and should
be was run in the local mewspapers,
and the results were wholly satisfactory
to the officers of the store from. the
standpoint of creating new readers and
C¢ustomers and renewing the bonds of
confidence.

The first advertisement of the serles
bore the caption “What is Advertising?”
and went on to say that everybody is
consciously. or unconsciously influenced
by advertising in the very routine of
everyday life. The following paragraph
characterizes the content of the ad:

“Advertising is a means of establish-
ing good~ will. Business institutions,
educational institutions, churches, muni-
cipalities, political aspirants, even the
United States government used it for
this purpose.. We see this exemplified
over and ' over again. Banks advertise
their service and merchandising facili<
ties; railroads advertise the scenmic at-
tractions of their routes, their splendid
service, etc.; the United States govern-
ment advertised its wartime activities to
overcome indifference and to transform
it into active good will.”

The next article entitled “Does Ad-
vertising add to the Price of Commodi-
ties” discussed the question often asked
by those ‘'who have not studied the
economics of business. It was intended
to correct the conviction that the cost
of advertising adds to the price of the
article sold, that an unadvertised article
costs less.

The third in the series had for its sub-
ject “How Much Advertising is Truth-
ful?” and the fourth and last insertion
was headed “Comparative Prices in Ad-
vertising,” and had for its theme the
supreme motive in advertising, i. e., the
conveying of a correct impression.

Here’s an Idea
That Doubled Sales

What will make the public buy more?
How shal] present-day newspaper adver-
tising copy be prepared? Do people want
values, or will a touch of romance or an
appeal to the spirit of adventure which
most, every human possesses bring the
voliime of business climbing upward on
the statistical barometer? Are grown-
ups a good deal like children—do they
have to be amused or entertained to be-
come interested—or will straight-from-
the-shoulder, cold-blooded price facts
urge them into making more purchases?

The problems have been solved for the
J. K. Gill Company. of Portland, Ore,
who has staked his faith and efforts on
the belief that if an ad writer entertains
his readers. they will make more pur-
chases.

Early last November Montgomery
commenced his series of playlet adver-
tising, each ad in the form of a three-
act play, written with all the thrills; ex-
pectation, climax and happy endings of
a “regular” play. ‘The copy was started
with a view to encouraging early Christ-
mas shopping. One of the trials of re-
tail stationers is the last minute order
for engraved cards that comes in so late
that it cannot possibly be filled.

The first installment of the playlet ser-
ies brought scores of orders for engraved
cards, and in spite of the fact that it w: s!
a poor year, business doubled. In ad-
dition to 100 per cent more business in
engraved cards than in the previous
year, orders came in early, for the neces-
sity of bringing early shopping was so
cleverly worked into the plots of the
playlet advertisements, that unconscious-
ly the public acted on the suggestion.

People don’t always realize what a
fine variety of Christmas gifts are to be
found in the stationery store—so Mont-
gomery ran a gift shop play that brought
a rush of business. The interest of the
reader was worked up at the very start
and held until the last word, for the
public, in reading the title of the play-
lets, had no idea what was to follow. Of
necessity they had to read the story clear
through to the end to see what is going
to happen. /

Children noted the playlets that told
of the wonderful toys to be found at
Gill’s and pestered their parents to go
there. Stationery, fountain pens and
other items shared in the interest of the
series and the continuity of the series,
which ran for weeks, was sustained by
the introductory note under the title,
just as in a real play.. For instance,
“How the Battle Ended” !(a toy ad}y car-
ried the subhead: “A Christmas Play in
Three Acts,” by the author of “The
Breath of Life,” etc.

The results of the entire series was a
volume of business 100 per cent greater

—Amelia Josephine Birr.

place about the board? It might be an |
aid to our deliberations if now and then|

‘A WINTER HOLIDAY IN
SUMMER SUNSHINE

: TO CUBa
: BY
CANADIAN PACIFIC
| S.S. SICILIAN
, FROM BOSTON, JAN. 4 AND FEB. 1

Excellent accomodation, food and service.
Moderate Prices.

- Apply Local Agent or N. R, DESBRISAY, Dist.
St. John, N. B.

CANADIAN PACIFIC RAILWAY

Traffic

9

Pass. Agent, 40 King St.,,

al R

AN AD

Daily at 9.00 p.m.

FOR

gilways

=CONTINENTAL LIMITED

Leaves Bonaventure Station, Montreal

OTTAWA, NORTH BAY, COCHRANE, WINNIPEG
SASKATOON, EDMONTON AND VANCOUVER

VIA

APPLY TO

49 King Street

Moncton, N. B.

CONNECTIONS FROM MARITIME PROVINCE POINTS

“MARITIME EXPRESS"”
“OCEAN LIMITED”

The Fin‘est Scrvlce Across Canada

THE QUICKEST—AND MOST COMFORTABLE—JOURNEY
FOR RATES, RESERVATIONS, AND ALL INFORMATION

A. L. GIBB, CITY TICKET AGENT

OR WRITE GENERAL PASSENGER DEPT.,

S

previous—with early holiday shopping

jas well.

. .opie will read an ad that is not
misleading in intent,” says Montgomery,
“and where they will find the average
startling announcement of ‘remarkable’
and ‘most unusual’ values, rather boring,
they will become Teadily interested in
copy that contains the human interest
element.” .

So the playlet ads. which Mentgomery
had, so timorously suggested, have be-

Company. Started with an idea merely
to cover the Christmas business, they
now hold a leading place in the mapped-
in-advance advertising campaign of the
firm, and the playlets especially success-
ful in connection with valentine busi-
ness. In fact, their author believes that
they will make good in any of the fol-
lowing lines of business: Department
stores, candy shops, florists, kodak shops,
music stores, millinery, cloak, suit and
clothing stores and specialty shops of all
kinds.

Successful Ideas
for Christmas
The Gift Granay

Patrons of the store leave with “Gift
Gronny” the names of all those they
wish to present holiday remembrances.
The store then mails to each person,
whose name has been listed, blanks on
which to check or write the gifts most
desired, even having space for such de-
tails as patterns, colors, sizes, etc.

In a few days the one who has turned
in the ndmes| calls again and receives
from “Q@ift Granny” the true gift wishes
of friends and relatives in their own
handwriting.

The store charges nothing for the

come an institution with the J. K. Gill}

service. It hopes to reap its reward in
the business that will come from the
good will the plan is sure to arouse.

Wark’s Price List
Is Changed Daily.

Charles Wark, one of the leading
hardware dealers in Valpariso, Ind.,
believes in pricing his merchandise
strictly on a replacement basis, whether
wholesale markets are advancing or re-
ceding. :

In justification of this policy.he points
to the fact that his profits were big dur-
ing the period of rising prices, but more
particularly to the fact that through
the decline he has been able to increase
the dollar volume of his sales steadily.

The principle back of Wark’s policy is
a simple one. It is merely that the retail
price should bear a direct relation to the
wholesale market at the time of the sale,
and that the price at which the retailer
may have bought the item, at some pre-
vious period, has nothing to do with it
whatever. The price the retailer paid
may affect his profits, but it should not
affect his selling price’

And the system by which Ward ap-
plies his principle is equally simple. He
does not wait until competition forces
him to lower prices in order to move
goods. Nor does he lower or raise his
quotatiens in advance on the basis of
guesses or opinions as to which way the
wholesale market will turn by a given
date. /

He merely makes it his business to
follow the wholesale market day by day,
through all available sources of informa-
tion. As fast as he learns of reductions
on specific lines he readjusts his own
selling prices on those lines in definite

.

ration. Sometimes. it is the market quo-
tations in newspapers and various pub-
lications from which he draws his in-
formation; sometimes from the talk of
the wholesaler’s or nfanufacturer’s sales-
men, and in & very large number of
cages from the mailed announcements of
the firms from which he buys.

Nor does he stop here. He makes
these revisions of prices, which of late
have beep occurring as often as two or
three times a week, the basis for imme-
diaté advertising. His newspaper an-
nouncements consist of “new price
lists,” and attention further is called to
the reductions of the Aoy by signboards
erected within his store. cedgd

Turns Hose on Coat.

The phrase “How dry I am,” which
conjures memories in the minds of so
many estimable citizens, was recently
used by the Hudson store in Buffalo, N.
Y., to gather crowds around a window
display which might well have attracted
them even without the touching words.

The display was that of an overcoat
with its back, to the glass. The over-
coat leaned forward,” and down its
slanting back flowed a stream of water
from a hose, thus demonstrating the
waterproof qualities of the garment.

Sugar “Sweetens” Sale.
Charles Siegel ,manager of the Fit-Rite

| shoe store, Birmingham, Ala., started the

opening day of a ten-day shoe sale by
offaring customers granulated sugar at
one cent a pound. For every dollar spent
at the sale a customer was entitled to
purchase a pound of sugar at the re-
markably low price.
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