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S P R A T T ' S DOG FOODS 
M r . Breeder, you wi l l be r ichly rewarded i n healthier, more un i f o rm ly developed dogs that 
show better and command a better price, when you use Spratt's "Cr i sp -Baked" D o g Foods. 
For over eighty years Spratt 's dietitians have worked to develop these superlative dry dog foods 
to help owners and breeders bu i ld finer lines and better kennels. Our products have been 
No t a by-product, but the most natura l and complete dog food obtainable, Spratt 's is "Cr isp-
No t a by-product, but the most natura l and complete dog food obtainable, Spratt 's is Crisp-
Baked" . Th is special patented process provides the proper digestive s t imulat ion and the 
eating exercise that is needed to bu i ld powerful , close-set teeth, sound bones and strong, 
plastic muscles. Spratt 's Dog Meal , too, is excellent for breeders. I t has been produced th rough 
many years of experience for which Spratt 's are famous. 

SPRATT'S 
REGULAR OVALS 
Conta in S p r a t t ' s 
f a m o u s M e a t 
Fibrine. W o n d e r f u l 
for a l l dogs, es
pecially the smaller 
breeds. Unr i va l l ed 
as a regular diet. 

SPRATT'S 
MIXED 
OVALS" 

SPRATT'S 
MIXED OVALS 

A n assortment of 
S t a n d a r d Ovals, 
Cod Liver Ovals, 
Liver Ovals, Spice 
Ovals and Charcoal 
Ovals. A g r a n d, 
heal thful change. 

SPRATT'S 
DOG 

BISCUITS 

SPRATT'S 
DOG BISCUITS 
The world's stand
ard dog food for 75 
years. Appe t i z ing 
aroma. Conta in no 
art i f ic ial flavour
ings or preserva
tives o f any k ind . 

SPRATT'S 
BONIO 

\ home size biscuit. 
Ideal for al l breeds. 
H i g h food value. 
C o n v e n i e n t i n 
shape. Easy for dog 
to grasp. A favour
ite Spratt 's product. 

SPRATT'S 
WEETMEET No. 1 
Ideal food for pup
pies six weeks to 
three m o n t h s . 
Granulated. Con
tains Meat Fibr ine, 
Wheatmeal F lour 
and pure Cod Liver 
O i l . 

S P R A T T ' S 

W E E T M E E T 

SPRATT'S 
WEETMEET No. 2 
Made expressly for 
p u p p i e s t h r e e 
m o n t h s onwards. 
Rich i n al l essen
tials for the de
velopment of sturdy 
limbs and t h i c k , 
glossy coats. 

The sure way to 
"build up" a dog 

Spratt's famous dog meal available in SO-lb. s o o 

special FREE OFFER to owners and breeders. W r i t e for your 
sample of Spratt 's Weetmeet # 1 for puppies up to 3 months. Y o u ' l l 
be pleased wi th the results. Don ' t forget to ask for a free copy o f the 
new edit ion o f Spratt 's excellent booklet ( 1 0 0 pages) "Gu ide to D o g 
Management" . 

SPRATT'S PATENT (CANADA) LTD. 
TORONTO 

S o l e Canadian Distributor ONTARIO 

LANGLEY HARRIS & CO. LTD. 1 NIAGARA ST., TORONTO 



G L E N A R B U C K S C O T T I S H 

T E R R I E R S 

CH. GLENARBUCK AMBITION 
C.K.C. 257562—A.K .C . 48678 

W e are p roud of producing " A m b i t i o n " . This dog acquired his Championship at the 
age of ten months and his first Best in Show A l l Breeds at eleven months. H e also won 

Best in Show at the Canadian Nat ional Exh ib i t i on at the age of twelve months. 

A m b i t i o n was later sold to The Edgerstoune Kennels, owned by Mrs . J o h n G. W inant 
of New Y o r k City, and has since made important wins at some of the larger Un i t ed States' 
Shows. This notable and outstanding American Kennel in the breed considers h i m "one 

of their top dogs". 

W e have produced other Champions and have won five Best in Shows A l l Breeds in 
three years wi th three different dogs. 

W e wish you A Mer r y Christmas and Good Hea l th , Prosperity and Happiness 
throughout the coming New Year. 

MR. AND MRS. H. L. WALLEY 
280 RIVERSIDE DRIVE TORONTO 3, ONTARIO 

D O G S I N C A N A D A , D E C E M B E R , 1 9 5 0 1 



K E R R Y B L U E T E R R I E R S 
XntaA Qreeting* to cAll 

MRS. F. Y. McEACHREN 
4448 STONE CRESCENT, CAULFEILD, B.C., Tel. W. 896Y 

Announces with pride five famous Kerries at stud 

1 INT. CH. KENMARE MASTERPIECE 
Sire: Int. Ch. Lisnalea Enbuska 
Dam: Int. Ch. Kenmare's Blue Ranee 

1 7 B e s t i n S h o w s , 6 0 G r o u p s . 

z INT. CH. KENMARE TAILTEANN 
(Sire and Dam as above) 

6 B e s t i n S h o w s , 1 4 G r o u p s , 1 5 t i m e s s h o w n . 

3 INT. CH. FOX HILL'S REVELER 
Sire: Ch. Foxhill's Rackety Ace 
Dam: Ch. Foxhill's Rackety Kilta 

1 B e s t i n S h o w , 2 5 G r o u p s . 

4 INT. CH. DANNY'S MASTERPIECE OF TAILTEANN 
Sire: Int. Ch. Kenmare Masterpiece 
Dam: Int. Ch. Tailteann's Molly Ranee 

3 B e s t i n S h o w s , 3 R e s e r v e B e s t i n S h o w s 

8 G r o u p s , 1 0 B e s t C a n a d i a n B r e d i n S h o w 1 1 t i m e s s h o w n . 

5 INT. CH. MICHAEL OF SOMERSET, JR. 
Sire: Ch. Michael of Somerset 
Dam: Ch. Maradoug's Queen Bee 

N e e d s n o i n t r o d u c t i o n . 

FOR SALE - 1 FIVE MONTHS FEMALE: 
Sire, Ch. Deeds Show Off; Dam, Int. Ch. Tailteann's Molly Ranee 

Int. Ch. Foxhill's Reveler is at stud at the 

ALBANY KENNELS 
TED WARD 

C L A R K S O N Tel.: C larkson 155 O N T A R I O 
Prices on request 

I D O G S I N C A N A D A . D E C E M B E R , 1950 
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R e a s o n ' s G r e e t i n g s 
The best gift of all is a dog's devotion 

Bul l -Mast i f fs combine the best guard ing qualit ies and instincts w i th an affectionate disposit ion and 
loyalty to the fami ly . 

Reservations taken now for puppies from a fine litter expected 
November 21st 

sired by AM. CH. 
out of CAN. CH. 

BEPIGAIN OF BULMAS 
MIMICO MARIONETTE 

(Th is splendid brood bi tch, mother o f 2 Champions, and previously owned by Mrs. M . E. 
I.awton, was recently acquired by Kennels of the Rouge and completed her title at the Canadian 

Nat i ona l Exh ib i t i on Show.) 

Pupp i e s to a p p r o v e d app l i can t s # 1 0 0 . 0 0 a n d u p . 

B U L L - M A S T I F F S — T H E F I N E S T G U A R D S A V A I L A B L E 
This breed is rap id ly ga ining recognit ion in the show r ing . 
Group Placings becoming more frequent. W e are p r o u d 

to announce some recent awards to our dogs. 

RHODA MAJFERN OF THE ROUGE 
Sire: Int. Ch. Robin of the Rouge 
Dam: Can. Ch. Mimico Marionette 

Placed 3rd i n Group at Central New Y o r k Show, Ut i ca , N .Y . 

AM. CH. ROUGE OF ELDONA 
Sire: Int. Ch. Robin of the Rouge 
Dam: Belle Lady Daphne of Polira 

Placed 4th i n Group at Del-Otse-Nango Kennel Club Show, 
Oneonta, N .Y . 

Best of Breed at Greenwich Kennel Club, A r m o n k , N .Y . 
(First Canadian-bred Bul l -Mast i f f to complete U.S. Championship ) 

AM. AND CAN. CH. ROBIN OF THE ROUGE 
N O R T H A M E R I C A ' S L E A D I N G B U L L - M A S T I F F S IRE 

Placed 3rd i n Group at Kanadasaga Kennel Club, Clyde, N.Y. 

Best o f Breed at Westchester Kennel Club, Rye. 
(Record breed entry ) 

X 
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JismnsdA of Jthsi (Rouqsi, fisq'd. \ 
(Mrs. J. H. Daniell-Jenkins) \ 

R.R. 3, P I C K E R I N G , O N T A R I O | 
PUPPIES FOR SALE STUD SERI ICE g 

Member of the Bull-Mastiff Club of America 

D O G S I N C A N A D A , D E C E M B E R , 1 9 5 0 3 



Z)he JlerrieAt o{ 

Chriitntaiiei 

and 

Z>he Mappieit 0/ cAll 

J^lew y[eari 

to a l l E x h i b i t o r s a n d F r i e n d s 
who made our 1950 shows so 

success fu l . I t is our earnest wish 
that y o u wi l l en joy Prosper i ty , 

a n d j o i n us again for o u r 
1951 shows. 

The Progressive Kennel 
Club 

of Canada, Inc. 

Toronto Ontario 

A Merry Christmas 

A Happy New Year 

to all our friends 

and a sincere Thank Y o u 

for your K i n d Wishes 

dur ing Mrs . Bell's recent illness 

M r . a n d M r s . M a c B e l l 
R.R. 1 Mi l l g rove , Ontar i o 

Wishing the members a 

Very Merry Christmas 

and a 

Prosperous New Year 

PAT RANDALL 

S a s k a t o o n - S a s k a t c h e w a n 

CHRISTMAS CSEETINGS 
a n d a 

Very Happy New Doggie Year 
t o C . K . C . a n d A . K . C . f r i e n d s 

I r o m 
C H . M A H A R A J A H , I N T . C H . P A T -

M E R ' S C Z A R 
C H . K E N W A L ' S D O L L I M E R M I N , 
C H . S H I R L E N E ' S K A N D I a n d 

C L Y D E R I T C H I E 
W y n d h a v e n , K e l o w n a , B . C . 

M-erry. ChrUtma* 
and best wishes for 1951 

PACIFIC NATIONAL EXHIBITION 
Vancouver, C a n a d a 

C a n a d a ' s S h o w W i n d o w o n t h e P a c i f i c 

A Very Happy Xmas and a 
Bright & Prosperous New Year 

to everybody. 

CLAREWOOD'S 
K E W E L S 

Breeders of 

HIGH CLASS MEXICAN 
CHIHUAHUAS 

T h e W o r l d ' s S m a l l e s t D o g 

We Have AT STUD, 
American Imports 

CH. LEVANT'S PADRE KINO 
Fee $35.00 

CH. MOSS'S LITTLE CHICKO DEE 
Fee $35.00 

EL DOR DON JUAN 
Fee $35.00 

A l s o 

CH. CLAREWOOD'S SKIPPY 
Fee $25.00 

CLAREWOOD'S ORPHAN BAMBI 
Fee $25.00 

Lovely Puppies For Sale 
$35.00 to $100.00 

A l l C o l o u r s — S h o w , P e t a n d B r o o d S t o c k 

O u r s h o w r e c o r d i s t h e b e s t 

i n t h e b r e e d . 

Write now for the choice 

of Canada today-

Note new address 

IIIIS. CLARE SMITH 
153 CHRISTIE STREET 

TORONTO, ONT. 
Phone KEnwood 0056 
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Printed Salesmanship 
A short treatise on Kennel Advertising . . . Its Plan, Execution and follow-up. 

A L T H O U G H s t i l l a comparat ive 
youngster among the accoutre 

ments of mode r n business, adver t i s ing 
has become one of the p r i m e essentials 
of success. M i l l i o n s of do l lars are 
spent annua l l y i n an effort to s t imula te 
business and its r epe t i t i on f r o m year 
to year is the so l id and sufficient proo f 
of the soundness of the p r inc ip l e . A n d 
yet , there are those instances whe re 
adver t i s ing has k i l l e d business, whe re 
firms have fa i led and the b lame is l a id 
at the door of the i r adver t i s ing depar t 
ments. A d v e r t i s i n g men, w h e n c o n 
f ron ted w i t h these cases, w i l l b lame the 
execut ion of the p l an ra the r t h a n its 
p r inc ip l e and say the campaign was 
"poor " , l eav ing the bel ie f tha t adver 
t i s ing is someth ing subt le and i n t a n g 
ib le , a mys t e ry to the l a yman m i n d . 
A n d the l a yman has every r i g h t to ask, 
"Wha t , then , is good adve r t i s ing? " 

Good adver t i s ing is, first o f a l l , a 
p lanned effort to s t imula te business. 
P lanned a f u l l year i n advance and 
arranged i n a schedule of insert ions 
i n care fu l ly selected media. W i t h tha t 
thought i n m i n d , l e t us analyze the 
prepara t ion of a campaign and f r om 
the analysis der ive some sma l l k n o w l 
edge of the pr inc ip les upon w h i c h a d 
ver t i s ing success is b u i l t . 

The basis of a p lanned adver t i s ing 
schedule must , of course, be the app ro 
pr i a t i on . W i t h o u t a def in i te knowledge 
of the amount of money to be spent 
on adver t i s ing d u r i n g the year, a cer 
ta in schedule is impossible. B u t to set 
an appropr i a t i on i n the dog business 
and keep that amoun t consistent w i t h 
sound business pr inc ip les is not an easy 
matter . We cannot, as i n other b u s i 
nesses, take four per cent of t h e a n t i c i 
pated vo lume of business for the year 
or six per cent of the past year's gross 
revenue, because the unce r t a in t y of 
p roduc t i on vo lume and q u a l i t y makes 
an estimate of n ex t year's business i m 
possible and the inconsistency of one 
year's business w i t h the nex t year's 
vo lume makes last year's revenue an 
unsound basis for nex t year 's app ro 
pr ia t i on . 

Our on ly so lut ion , then , to the appro 
p r i a t i on p rob l em is that amount of 
money w h i c h the i n d i v i d u a l owner 
feels he can af ford for adver t i s ing 
t a k i n g in t o cons iderat ion cer ta in fac
tors pecul iar to the dog business. F i r s t 
of these considerat ions is the fact that 
many kennels are operated as a hobby 
w i t h no expectat ion t h a t revenue w i l l 
balance w i t h expend i tu re at the end 
of the year unless the pleasure received 
f r om a kenne l and the p r ide of o w n e r 
ship of good dogs is va lua ted i n do l lars 
and cents and w r i t t e n i n t o the balance 
sheet—a pract ice no accountant w o u l d 
recognize. I n t h a t case, the app rop r i a 
t i on shou ld be h i gher t h a n sound a d 
ve r t i s ing pr inc ip l es a l l ow. Where the 

kennels are operated as a business, 
where the budget must balance every 
year, th is increased appropr i a t i on is not 
avai lable . Managers of these kennels 
mus t take no more than f our per cent 
of the to ta l revenue they have a r i g h t 
to expect d u r i n g the next year. That , 
and n o more , is the appropr i a t i on 
w h i c h , i f p r ope r l y spent, w i l l show a 
reasonable pro f i t on the investment . 
A hobby kenne l can af ford the l u x u r y 
and prest ige of adver t i s ing beyond a 
sound economic p ropo r t i on . A p r o 
fessional kenne l mus t stay w i t h i n the 
bounds of adver t i s ing pr inc ip les . 

The approp r i a t i on for a new kenne l 
or for a new breed mus t be t reated a 
l i t t l e d i f f e rent ly . A new kenne l must 
make itsel f k n o w n , and w h i l e i n t r o 
duc ing i tsel f to the business, i ts adver
t is ing must be greater t h a n that of 
an established kenne l of the same size 
A new breed, or any breed that has 
not yet achieved i ts greatest popu l a r i t y , 
requires a great deal of p r omo t i on , 
the cost of w h i c h is greater t h a n a 
kenne l adver t i s ing a popu la r breed. 
The added cost, i n bo th these cases, 
must be w r i t t e n off as an investment . 
Immedia te r e tu rns , or even an ear ly 
r e t u r n , on the inves tment cannot log ic 
a l l y be expected. D u r i n g qu i t e a c o n 
siderable l eng th of t ime , th i s money 
w i l l serve its o w n useful purpose i n 
creat ing a demand for the adver t ised 
breed. Once th i s demand has been 
created, and on l y then , can r e tu rns 
be expected f r o m the investment . 
Hence, an appropr i a t i on for a new 
breed or a new kenne l mus t be larger 
than usua l—poss ib ly a fifty per cent 
increase over tha t of an established 
kenne l o r breed. 

Once the appropr i a t i on has been set, 
the real adver t i s ing p r ob l em arises— 
d i s t r i b u t i o n , o r whe re to spend thn 
appropr ia t i on so tha t i t w i l l b r i n g the 
most r e turns . I f a kenne l owner does 
not select his adve r t i s ing media w e l l 
i n advance and p l an h is schedule for 
each m e d i u m beforehand, he w i l l p r o b 
ab ly find his ent i re approp r i a t i on spent 
a round the end of June and for the 
rest of the year he mus t e i ther spend 
more money than he can af ford to keep 
his kenne l name before his prospect ive 
customers or he must cease adver t i s ing 
altogether. The first recourse is econ
omica l l y unsound ; the other is suicide 
f o r the business. Hence the necessity 
of select ing media i n advance and p l a n 
n i n g the schedule for each m e d i u m . 

Kenne ls have f our common media 
open to t h e m — a l l of t h em excel lent i f 
p rope r l y used. Each w i l l serve its o w n 
purpose and none dupl icates the ser
v ice of the other . They are dog maga
zines, general magazines, newspapers 
and, w h a t we w i l l cal l for the moment , 
d i rec t media. 

Dog magazines are, of course, the 
first m e d i u m for kenne l advert isers be
cause they serve t h a t special ized field 
i n w h i c h l ies the dog breeder 's greatest 
marke t . Fo r s t u d adve r t i s ing they 
represent the o n l y log ical m e d i u m 
They are the on l y sales m e d i u m for 
h i gh l y pr i ced show dogs and for puppy 
sales they w i l l i n v a r i a b l y b r i n g higher 
prices than other media . 

One caut ion is advisable, however, 
i n spite of the obv ious advantages of 
dog magazines. Na t i ona l magazines w i l l 
sometimes have a concentrated c i r 
cu la t i on i n one or t w o sections of the 
c oun t r y and a ve ry sparse coverage in 
others. Most magazines are g lad to 
supp ly c i r cu l a t i on b r eakdowns showing 
the i r c i r c u l a t i o n v o l u m e i n the var ious 
prov inces or states and a prospective 
adver t iser w o u l d do w e l l to s tudy them 
before select ing his med ia . S t u d ad 
ve r t i s ing for any other t h a n an excep
t i ona l l y f ine dog w i l l be inef fect ive in 
magazines whose greatest c i r c u l a t i o n is 
hundreds of mi les f r o m the advert ised 
kenne l . The same p r i n c i p l e applies to 
puppy advert isements . Hence the 
media that w i l l be most effective for 
the average kenne l w i l l be those dog 
magazines w i t h the greatest c i r cu l a 
t i o n w i t h i n two or three h u n d r e d miles 
of the kenne l , p rov ided the q u a l i t y of 
the magazine i tse l f earns i t a strong 
and consistent reader in teres t . 

Some dog magazines make a n effort 
t h r o u g h the i r genera l ed i t o r i a l policy 
and c i r c u l a t i o n campaign to place their 
magazines i n the homes of pet owners, 
i n add i t i on to t h e i r c i r c u l a t i o n among 
breeders. Such pub l i ca t i ons represent 
an exce l lent m e d i u m fo r p u p p y adver
t i s ing and, i n most cases, they b r ing 
a bet ter pr ice t h a n newspaper or other 
puppy sales med ia . 

The classified sections of da i l y and 
w e e k l y newspapers are to be recom
mended for the sale of l ower priced 
puppies. Some breeders have had suc
cess i n se l l ing h i ghe r p r i ced dogs 
t h r o u g h newspapers, b u t usua l l y the 
enqu i r i es f r o m th is source are for pet? 
at f r o m five to f i f teen do l lars . Display 
newspaper adver t isements have proved 
too cost ly for the average k e n n l , ex
cept i n those few cases where an i n 
vestment is be ing made to popular ize 
a new breed w i t h the pub l i c . 

Some of the be t te r genera l magazine? 
ca r r y sections devoted to dogs and 
have thus created an interes t i n dogs 
i n the m i n d s of t h e i r readers. A small 
adver t i sement i n these sections w i l l 
o f ten cash i n on th is reader interest, 
a l t hough the m e d i u m is no t recom
mended f o r a n y t h i n g b u t sma l l space 
and, i f t h ey are to be successful a t a l l , 
the inser t ions mus t be r egu la r and con
sistent. F o r s tud adver t i s ing , of course, 
they are useless and they have no t been 
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f ound va luab le for the sale of e xpen 
sive show stock. 

Unde r the head ing of " d i r e c t media ' ' 
we mus t classify dog shows, s tud cards, 
letter heads, k enne l fo lders and other 
p r in t ed ma t t e r w i t h o u t w h i c h no a d 
ver t i s ing campa ign is complete or b a l 
anced. Dog shows are abso lute ly 
necessary as an adve r t i s ing m e d i u m . 
The breeders w h o have made any 
measure of success w i t h o u t consistent 
e xh ib i t i on at a l l the l ead ing shows are 
very few. Regardless of whe the r the 
r ibbons come y o u r w a y o r not , shows 
prov ide an o p p o r t u n i t y t o d isp lay 
your stock and, even i f the judge does 
not l i k e i t , there w i l l be m a n y spec
tators w h o do. Necessary comple
ments to show entr ies are s tud cards 
and kenne l fo lders to g ive to breeders 
and spectators w h o make enqui r i es 
about y o u r dogs. They are someth ing 
to ca r ry home as a r e m i n d e r for the 
t ime w h e n those people r equ i r e a ser
vice or a puppy . 

S tud cards are most effective when 
they ca r ry s imp l y a p i c tu r e of the dog, 
his pedigree, his show record , a few 
words (not more than seventy- f ive ) of 
descr ipt ion and the kenne l address. I 
have seen s tud cards w i t h f our or five 
hundr ed words of copy devoted to a 
g lor ious descr ip t ion of the dog. They 
may be read and they may not , bu t , 
cer ta in ly , the reader takes them w i t h 
a g ra in of salt and f o rms his o w n 
op in ion f r o m the p i c tu r e . A shor t 
descr ipt ion is necessary—a l ong de 
scr ip t ion serves no use fu l purpose. 

I f the approp r i a t i on is large enough 
to a l low the use of a l l the above media , 
then the adver t iser can be sure of a 
w e l l - r o u n d e d - o u t campaign. I f , h o w 
ever, the cost of a l l these med ia is 
more than the business w i l l stand, 
cer ta in of t h em w i l l have to be omi t t ed . 
Dog shows and s tud cards are essen
t i a l . So is a c e r ta in a m o u n t of dog 
magazine adver t i s ing to keep the k e n 
ne l name p rom inen t . B u t the others 
can be le f t ou t w i t h o u t too great a 
loss. 

Once the media has been selected 
and we are ready to d i v i de the appro 
p r i a t i on among th em , i t is w e l l to set 
a smal l a m o u n t of our money aside 
and forget about i t . F r o m t ime to 
t ime d u r i n g the year new p u b l i c i t y 
schemes and adve r t i s ing oppor tun i t i es 
present themselves and i f ou r money 
is a l l a l located we w i l l e i ther have 
to miss the o p p o r t u n i t y or d i s r u p t our 
other schedules b y t a k i n g money f r o m 
them. To a l l ow for such contingencies, 
take ten per cent of the t o t a l a p p r o 
p r i a t i on and set i t aside. T h e n d i v ide 
the r ema inde r among the selected 
media. 

W i t h a def in i te knowledge of the 
amount to be spent d u r i n g the nex t 
twe lve months , i t is a s imple mat t e r 
to arrange a schedule of adver t i se 
ments for each magazine or newspaper 
selected. Consistency mus t be the 
keynote of o u r campaign. I t is far 
better to have a v e r y sma l l adver t i se 
ment i n every issue of a magazine 

t h r o u g h o u t the ent i re year t h a n to 
have one or two very large ones i n one 
or t w o issues and n o t h i n g for the r e 
ma inder of the year. " I t is the steady 
r a i n tha t soaks". I f we h a m m e r away, 
m o n t h after m o n t h , s teadi ly impress ing 
the readers of the magazine w i t h ou i 
kenne l name, w h e n the t ime comes for 
those people to b u y a dog, ours w i l l 
be the name that comes to the i r m i n d 
first. Adv e r t i s i n g is easily f o r go t t en— 
don ' t g ive y o u r prospects a chance to 
forget y o u . 

Copy f o r every adver t i sement should 
be d i f ferent f r o m the copy tha t p r e 
cedes i t . There is m u c h to be said for 
" s t a n d i n g " copy—copy t h a t is repeated 
every m o n t h w i t h o u t change. B u t i ts 
p r inc ipa l purpose is to sel l an idea 
r a the r than to sel l dogs or s tud ser
vices. O n l y one p a r t of an adver t i se 
ment must be constant and tha t is the 
s ignature . Design a d i s t inc t i ve s igna
t u r e c omb in ing the kenne l name and 
the address and insist tha t i t be r e p r o 
duced exact ly the same every m o n t h 
A f t e r a few months th is s ignature w i l l 
become as f ami l i a r as a t rade m a r k 
to y o u r prospects and they w i l l asso
ciate y o u r name w i t h y o u r breed more 
easily. 

Once the schedule is a r ranged and 
the advert isements are r u n n i n g 
smooth ly , the j ob is on l y ha l f done. 
A l l a magazine or a newspaper can 
do is find prospects for y o u and p r o 
duce enquir i es . No t once i n a thousand 
t imes w i l l they produce an immed ia te 
and def ini te order for a dog or a ser
vice. They w i l l p roduce enquir ies , 
r eady -made prospects and t h e n i t is 
y o u r j ob to sell t h e m a dog. A n s w e i 
a l l enqu i r i es immed ia t e l y . I t is more 
than l i k e l y that y o u r prospect has sent 
out several other enquir i es at the same 
t ime, and unless y o u answer his l e t te r 
r i gh t away he may have bought a dog 
before y o u r le t ter arr ives . M a k e your 
l e t te r personal and force fu l and enclose 
a l l the kenne l fo lders and l i t e r a tu r e 
y o u have. A cheap p r i n t of a good 
p ic ture of a t yp i ca l dog f r o m y o u r 
kennels w i l l o f ten he lp the sale along, 
too. 

A f t e r hav ing answered the enqu i r y , 
many kenne l managers make the mis
take of be l i ev ing tha t the nex t move 
is up to the prospect. Some cases must 
be t reated d i f f e rent ly , of course; b u t 
the average puppy prospect mus t be 
fo l l owed up . A l l o w h i m t w o days to 
answer y o u r l e t t e r — t h a t is t w o days 
more t h a n the t ime i t takes for y o u i 
l e t te r to reach h i m and h is to get back 
to you . I f y o u have no t hea rd f r o m 
h i m i n that t ime , w r i t e h is again. Keep 
f o l l ow ing h i m u n t i l y o u have e i ther 
sold h i m a p u p p y or k n o w def in i te ly 
that he has bought one f r o m someone 
else. 

I f y o u are a new advert iser , don ' t 
expect immed ia t e results . Y o u may 
get t h e m and y o u may no t ; b u t usua l l y 
a n e w adver t iser us ing sma l l space 
mus t w a i t for a f ew months for the 
consistency of his adve r t i s ing to b u i l d 
a prest ige for h i m before he can count 
on a r e t u r n f r o m his inves tment . When 

results do s tar t to appear, y o u p robab l y 
w i l l no t be able to trace t h e m to the 
magazine responsible f o r t h em , be
cause they crop u p i n the most u n e x 
pected ways f r o m sources t h a t may 
have no connect ion whateve r w i t h the 
magazine. A s a case i n po in t , I w o u l d 
quote an instance whe re a breeder of 
I r i s h Setters i n Wes te rn On ta r i o was 
l ament ing the lack of resul ts f r o m his 
adver t i s ing i n a c e r ta in magazine, say
ing that f r o m a l l the adver t isements he 
had r u n he had not had a single sale. 
The m a n to w h o m he was t a l k i n g , also 
a w e l l - k n o w n breeder and consistent 
advert iser , took issue w i t h h i m a n d t o l d 
h i m of a t ime several years before 
w h e n an unc le had asked h i m where 
he cou ld procure a good I r i s h Setter. 
The magazine i n ques t ion was b rough t 
ou t and opened at the adver t i sement 
of the Western On ta r i o breeder . A 
purchase f o l l owed , and since t h a t t ime 
three o ther dogs have been sold as a 
resul t of that first contact. The adver 
tiser never k n e w w h a t b r o u g h t h i m 
and his c l i en t together for the f irst 
t ime, and not u n t i l years later d i d he 
associate the mee t ing w i t h h is adver 
t i s ing . 

I f y o u r m e d i u m is w o r t h wh i l e and 
y o u r adve r t i s ing w e l l p l anned , resul ts 
w i l l come. B u t d o n ' t look for too close 
an association be tween cause and effect. 
Some businesses have been k i l l e d by 
f au l t y , poo r l y p lanned adver t i s ing , b u t 
a w e l l balanced campaign of consistent, 
c l ea r - cu t advert isements has never 
fa i l ed to pay for i tsel f . 

• 
Championsh ip Shows 

( • I n d i c a t e s d a t e s a p p l i e s f o r ) . 

M a r c h 1 4 t h - 1 5 t h - 1 6 t h - 1 7 t h ( t w o t w o - d a y 
s h o w s ) — C a n a d i a n N a t i o n a l S p o r t s m e n ' s 
S h o w , a t T o r o n t o , O n t . H . V . P . L e w i s , 
2 5 K i n g S t . W . , T o r o n t o , O n t . 

• M a r c h 2 3 r d — C o c k e r S p a n i e l C l u b o f 
C e n t r a l O n t a r i o , a t T o r o n t o . M r s . J o h n 
D e v l i n J r . , 1 0 0 K e n w o o d A v e n u e , T o 
r o n t o , O n t . ( S p e c i a l t y s h o w f o r a l l 
C o c k e r S p a n i e l s ) . 

• A p r i l 1 5 t h — W i n d s o r K e n n e l C l u b , a t 
W i n d s o r , O n t . M r s . A g n e s N a p i e r , 3 7 7 4 
W a l k e r R d . , W i n d s o r , O n t . 

M a y 4 t h - 5 t h ( t w o s h o w s ) — O t t a w a K e n 
n e l C l u b , a t O t t a w a , O n t . D a v i d A d a m -
s o n , 1 4 K i p p e w a D r i v e , O t t a w a , O n t . 

• M a y 6 t h — H u l l a n d D i s t r i c t K e n n e l C l u b , 
a t H u l l . Q u e . J . A . C r y d e r m a n , 1 8 
W i l t o n C r e s c e n t . O t t a w a , O n t . 

M a y 1 2 t h — G u e l p h K e n n e l C l u b , a t 
G u e l p h , O n t . M r s . V . A . P i g e o n . 1 8 
D o d d s A v e . , G u e l p h , O n t . 

M a y 1 0 t h — L o n d o n C a n i n e A s s o c i a t i o n , a t 
L o n d o n , O n t . R o b e r t W h i t e h e a d , 7 
A n t r i m S t . , S t . T h o m a s , O n t . 

J u n e 2 n d — B a r r i e K e n n e l C l u b , a t B a r r i e , 
O n t . R o y N . B l a c k , 7 0 I n n i s f l l S t . . 
B a r r i e , O n t . 

• J u n e 9 t h — P r o g r e s s i v e K e n n e l C l u b o f 
C a n a d a . M r s . C . M . S t e v e n s . 1 6 9 8 
G e r r a r d S t . E . , T o r o n t o , O n t . 

• 
Sanction Shows 

( • I n d i c a t e s d a t e s a p p l i e s f o r ) . 
D e c . 1 s t — O n t a r i o C o u n t y K e n n e l C l u b , 

a t O s h a w a . O n t . M r s . V . P o r t e r , 2 1 3 
R o x b o r o u g h A v e . , O s h a w a , O n t . 

• D e c . 1 3 t h — H a m i l t o n K e n n e l C l u b , a t 
H a m i l t o n , O n t . G . D . L a w l e s s , 8 6 
H a r m o n y A v e . , H a m i l t o n , O n t . 

• J a n u a r y 1 9 t h — T o y D o g B r e e d e r s ' A s s o 
c i a t i o n o f C a n a d a , a t T o r o n t o . M i s s I . 
R o b e r t s o n , 9 4 A s h b u r n h a m R d . . T o 
r o n t o , O n t . 

D O G % I N C A N A D A , D E C E M B E R , 1 9 5 0 7 



Atlapptefl'fe for 

when 
Gaines nourishes 
every inch of him 

U\.\.V -/our dog feeling fit! — give him every 
type of nourishment he needs. That means 

feed Gaines Dog Meal — the balanced diet! 
Gaines is kennel-tested—biological!) proven 
to be nutritionally complete. Start feeding 

t o d 

A Product of 
General Foods 

HOW GAINES 
SAVES YOU MONEY 

EVERY FEEDING! 

Gaines is A L L FOOD. 
W i t h some canned 
foods you buy up to 
70% moisture. Why 
pay for water? W i t h 
Gaines, you add the 
water. Result : a 5 l b . 
bap of Gaines makes 
10 to 12 lbs. of ready-
to-eat food. 

D - 1 1 0 

This diet makes life belter for your dog 

EACH POUND CONTAINS 

r ->£5& I o r strength — 
!jijr*5 proteins ;i> in 

~ V/2 lbs. beef. 

for energy —• 
0***;-^. carbohydrates as 

•"•Zr in ll/2 quarts 
cooked oatmeal. 

^~3-^_ for appearance 
— fats as i n 1 
oz. butter . 

for strong bones 
and t e e t h •— 
minerals as i n 
1 % lbs. cheese. 

for v i t a l i t y •— 
iron as i n % lbs. 
beef l i ver . 

Plenty of the M E A T 
M E A L dogs l o ve ! 

For variety, give your dog G A I N E S K R U N C H -
O N , which is Gaines Meal compressed in to 
tasty bite-sized pellets. 

N o u r i s h e s every 


