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out into the light and examine. If the
lires, when the negative is laid on white
paper, do not show as absolutely bare
glass, flood the negative with B1elitski's
potassium ferric oxalate reducer tili the
lines arc cleared, and then well wash.
''reat the negative to an acid and ahlim
bath, or one of anthion, and again wash.
If the ground is not dense enough, in-
tensification must be resorted to. A very
little experience will tell the operator
tiis; in faci, after mllaking, say, a couîple
of negatives and printing from thei, lie
Will know about iow dense tlhe negative
shîould be.

There are two methods of intensifica-
tion which arc very suitable-the one
bleachiig with nercuric chloride, thior-
ough washing and blackening with
Moncklhovenî's potassio-silver.cyanide so-
lution ; the other mercuric chloride, fol-
lowed after thorough washing with a five
per cent. solution of Schlhppe's salt, sul-
pliantimonite of soda. The latter is to
be preferred because the resultant image
is bright red; and, therefore, of an ex-
treily non-actinic color.

Attention to details and a little care is
ail that is required to enable anyone to
make negatives on dry plates fully up to
the standard of those turned out by the
old wet collodion process, which is the
process always used by professionails for
this work, and, tilt last year, was used
exclusively by the writer for this work.

Now a note as to printin- such results;
for paper prints, bromide or platinotye
paper mnust be used. It is hopeless to
expect to get satisfactory results on any
silver printing-out paper. For lantern
slides, slow plates specially made for
black tones iust be used.

Particular stress has been laid upon
those points in which the beginner inl
copying is likely to fait; but it is hoped
readers have not been umpressed with an
idea that there are enorniotus or insuper-
lative difficulties. By constant practice
some have become so perfect in this pro-
cess-and anyone cise nay do the saime
-that in preference to copying long ex-
tracts, particularly if acconipanied by dia-
grains froriî boaks or papers, they now
Iiotograph tiheni and iake a print in a
fe'w minutes on bromide paper, with con-
siderable saviig of time and labor.-
Pharmsiarentical fournal.

Advertising.
Practical Hints on Advertising.

Copyighed, z896. by C,îA Es Aut:s, niATa.
N tA' Yorkc.

It is always quite fatiguing to nie to
licar soie presumably briglit business
man conplains that lhis competitors are
frightful liars in tlcir advertising, and
that, tierefore, lie cannot competc with
them. If there ever was arrant nonsense
it is this. The American people are not
fools, and this, I think, is particularly truc
of the women. I do not think that very

mîany womîîen are fooled on bargain sales.
Womlîen, genierally, know pretty well about
iow to judge the quality of a thing which
they have occasion to buy. I dlo nlot he-
Leve that tlhey are deluded very Ofct.

By the time they have becn cieate(l Once
or twice mn a certain store tlcy will mnake
up tlhcir minds ot to go there again.

People very sool find out wiether or
not an advertiser tells the trutl ii lhis
ads. If it is discovercd that lie puts
tlings into lis ads that are iot il) the
store, lie will fiid limîîself losig trade
v-ery rapidly.

Tlere is not anything in advertising
that pays quite so well as absolute truth
fuliess. The trouble with soie of the
business men wiho think thiat tieir comi
petitors lie is that they are nlot suffiuiently
progressive to see Ihe advantage of offer
ng starthîng bargains, even at a loss.

A man told me the other day that lie
knew Wanîamakcr lied in lis sloc adver-
tising, becauîse lie knew le couild ot sell
a certain slhoe ai the price lie askCd for it
without losing nioney. He seemed to
think that this was conclusive evidence ;
but it was not. If it costs ten dollars to
advertise a certain lot of sioes, and you
lose ten dollars on the shocs, the adver-
tisenent las cost twelty dollars. 'ihîat's
all thiere is of it. Charge the loss on the
goods to the advertising account, and
there you are. You cans pretty soon tell
whether it pays enotigli

Tell the truth by ail îieans; but if you
can't find soie rea';on why the goods you
seI are honestly better than the goods
Jones sels, you'd better muake a change
or go ont of business. There's always
some point to be nade. You can say
that thîere are mîany gbod dealers, but
that none of ticmî have the advantages
you are talkinig about. WV'hcn you talk to
customiers you always find somte reason
why they ouglht to buy your goods ratier
than any others. l'ut that into the ad.

* * . .

Thiere are mlany thîousands af mencu anid
woncn who cans write beautiful English,
and yet who caniot write effective adiver-
tisinlg.

te liack of information is wlat mîIakes
a great deal of advertusing worthless. Au
advertisenent is publislhed paimarily for
the purpose of furnishing information
about sone place or tliig. ''he more
explicit that information is, the better the
advertisentt. An advertisement tiat
doesn't tell anybody anything is no good,
no iatter how beautiful or well displayed
it mlîay be.

Tiiere isn't anything remarkable about
good advertising, except its comnion
sense. It is remiarkable that connon

sense should be remarkable, but iî i
just the sale.

It isn't at al necessary that it shall he
finecly wnrttenl. Wha.t youl say is more
thanl how you sav it. Soie of the piret
tiest ads thlat I ever saw dildn't sell goods,
and sone of the ugliest did. It isnî't a
question of appearance so mnuch as it is a
question of senîse. 'o lie sure, a sensible
ad is ail the hetter for bemng pretty.
'I'hicre is no reason why advertising slouild
not be both iandsoine and sensible, but
that kind of advertising is the nost
notable exception.

There is a better thing than a cata-
logue, and that is a siall 1 ook, pInhted
m good, readable t e, oui siall pages,
telbnuug about .111 artit cs 3 ou h.audlt, about
termsî,, and about itiubse mthicîlod.», ii a
plami, c>onIuuuiuu seli.x surt way. Tlhiat
is a thmuuîg whIliLI es er) lluse ii the
country shuould have to liand tu cus
tomiers, and to send out by mîail, cither
by itsclif or ini conjuictioni with a cata.
logîue.

Abovei alil thins, avoid tlie "spread
cagle ' style, and doa nlot tell people how
mîany square fCet of floor space, Iow

alily showcases, and how ianiy gas jets
there are in the room». A New Vork
mn rcliant teceitly said to Ie :" Evr ry-
h edy knows tliat we have Couinters, and
sliowcases, and clerks, and goods in the
store. Wliat we vant is somethiig differ-
cn roi that something interesting about
the goods ticiscives."

There is no use publishmug an ad that
is so smllahl nobody' will sec it. At the
samsie titue, I would ratier have an ad of
reasnable size, mii a fixed and de'sirable
position, properly illustrated and well cou
structed, thai to have a great, big, over-
grown space mixed up wihl a lot of other
big, overgrowi spaces. I wouuld ratlier
have a smîîall, " swell " store onu the prmi.
cipal corner of the townî thai have a
ten.story wareliousc in an alley.

Soietities a bîusmeicss wili get alonîg
very nîicCly with the use of 0111y a few
mnches of space. At oilier wle i, ien
it ltgt are a little bit slow and dull, tley
nîeed stirrinîg up. That mîeanls mlîcrea1sed
space, and increascd :lvertisiig effort.
The total amllouiit of space hinilbe
used just like the balance in a baik.,
It slould ie drawn on onily wlei it is
neî:eded. Wlcnî ail space Is bouiglht an1d
used in this way I believe that advermsiig
generally will be more profitable.

h'lie difference between a gond ad
and a poor one may rest in a very few
words-a very slight change. The ba:rb
on a look is a smîîall thing, but it is
what holds the fisli. Orne imay imliprove
his advertising only a little, and still
make all the difference betveei success
and Lailture. "A chiainî is as stronig as

fi l


