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Victor Victrolas $15, $25, $40, $50, $75, $100,
$150, $200.
Edison Amberola’s $30, $45, $60, $80, $200.
Complete stock of Edison and Victor Records
Machines sold on easy payments.
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E. E. TAYLOR & CO.

NEW LOCATION:

Phone 379 309 East Fourth Street

TALCOTT BROS.

The Oldest Jewelry House n Washington, Established 1872
Dealers in

h WATCHES, DIAMONDS, JEWELRY, CLOCKS, SILVER
WARE, CUT GLASS, LEATHER GOODS, CUTLERY,
NOVELTIES, SEWING MACHINE SUNDRIES.

Manufacturers of

NOTARY AND LODGE SEALS
AND UMBRELLAS '

REPAIRING IN ALL DEPARTMENTS

424 and 426 Main Street. Olympia, Wash.

A SQUARE DEAL PROPOSITION

FROM THE PROGRESSIVE BUSINESS INTERESTS OF OLYMPIA TO THE CON.

SUMING PUBLIC, GREETING:

Knowing there is much merchandise purchased from out-of-
town concerns under the honest though generally mistaken im-
pression that it can be bought from such houses cheaper than from
our home merchants, we have arranged to have Mr. David Powell
tell you in a series of stories how the people of many communities in
the Central West came to see the fallacy of this widely prevalent be-
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F. H. 8COTT

0. A. MARSHALL

Scott’s Grocery

Telephone Maia 171

329 Fourth St.

STAPLE AND FANCY GROCERIES, VEGETABLES,
RLOUR, FEED, HAY AND GRAIN.

SRR

BRING IN YOUR PRODUCE

It is our endeavor to dress you with

GO0OD CLOTHES

pleasing, good wearing, satlsfi'lnx clothes s0o that when
eventually worn out or discarded you will return for ‘“‘another
as good as this one was.”

|
The Emporium

A. A GOTTFELD

211 E. FOURTH ST. OPPOSITE OLD CITY HALL

.|the buying of merchandise.

Olympia Wine & l.iqunrv Co.
PHONE

95

309-311 MAIN ST.
OLYMPIA, WASH.

Ladies Coats $10to $40
Mens Suits and Over-
coats $10 to $45

—<
FRED WEISS

Ladies and Gents Tailor.
709 Main Street.

PAUL & KEARN’S

New Location | SNAP-BARGAIN

317 Main 8t.

rn o Gomrans @ [N DESIRABLE CITY
Olympia Beer, Wines, Liquors RES“)ENCE PRO"‘:R

and Cigars
COURTEOUS TREATMENT TO ALL.

PAUL DETHLEFSEN, ' A beautiful, well-built, modern

JEAN KBARNS, ‘five-room Bungalow, with fine fire

Proptietors. | nlace large bevel-plated mirrors,

m— === built-in bookcases, built-in cup-

i board, very fine pantry with draw-

‘ers, shelves and cupboards, with

two nice lots on which are beauti-

ful shrubbery, fruit, garden. etc.

B. F. HALL zOnly $2,200. Terms. See
Shoes Horses | G. H. UHLER, 502 Main St.

And does gcneral — i

blacksmithing MONEY T.o . LoAN

|
|
WEST FOURTH STREET |
|
; A. E. CAGWIN

Next Door to Farmers' Barn.
428 Main St. Olympia, Wash.

Y ES

Phone 166.

lief.

or near.
J. E. KELLEY,

C. NOMMENSEN,

P. J. O'BRIEN.

HARRIS DRY GOODS CO.
PAUL H. NEUFFER, Jeweler.

REDER & PHILLIPS,

Knowing our lines and our ability to meet competition if but
given the opportunity, we earnestly urge every open-minded con-
sumer to give careful consideration to the facts Mr. Powell will pre-
sent in these articles, which will appear in The Washington Stan-
dard beginning August 14. It will mean dollars and cents for you
and a bigger, better and more beautiful city for all of ns to live in

Sincerely yours,

E. E. TAYLOR & CO.,

BETTMAN'S,
BUCKEYE

EXTRACT CO.,
THORNBURG MERCANTILE CO.,
WARD'’S SHOE STORES,

VAN ARSDALE HARDWARE CO.

WATCH FOR THESE ARTICLES EACH WEEK

i
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LARGE SHARE OF MERGHANT'S |
o-GALLED PROFIT GOES
FOR FREIGRT CHARGES

OFTEN NOT TAKEN INTO CON-
SIDERATION WHEN COM-
PARING PRICES.

Comparison of Selling Methods Prove
Regular Dealers Have Great
Advantage.

By David Powell.
(Copyrighted 1914; All
served.)

rights re-

In a preceding article of this se-
ries the conclusions of a factory cost
expert were given as to the compara-
tive buying power of different classes

|a corps of high salaried advertise-

of merchants which very clearly dem-
onstrates that the larger concerns
have very little, if any, advantage in
In this
article the selling methods employed
by catalog houses will be compared
with those employed by the regular
' dealers.

I The first item of expense the local
merchant has to consider in fixing
Ehis selling price is freight charges,
.a.nd the next is his cost of doing busi-
iness. In freight charges the local
dealer has a little, if anything, the
best of it. All of his goods are ship-
iped direct from the factory by
\freight, and much of it in car load
lots that give him a still lower rate.
 Against this the mail-order merchan-
"dise must stand the initial freight
charge from the factory to either the
central or branch house, and a sec-
ond transportation charge from the
distributing house to the consumer.
This second charge averages very
high, as a large part of it is either
express or postage. That the catalog
house has no advantage here is quite
apparent.
! Upon the merchant’s ability to
! properly regulata his cost of doing
business depends his ultimate success
To the consumer not

: I
: or failure.
New Fall gOOds ln’versed in commercial terms, the true

meaning of this expression is often
not quite clear. It is determined by
totalling all items of expense con-
'nected with the running of a business
{for a certain period, say a year, and
ithe percentage this amounts of the
{total sales for the same period is
known as the ‘“cost of doing busi-
'ness." This, however, is entirely
{apart and separate from the percent-
'age of profit a merchant adds to the
lcost of an article to determine his
'selllng price. By better methods and
stricter economy one merchant may
;do business at a less expense than his
competitor,which would enable him to
{sell the same article at a lower price
'and still make exactly the same per-
,centage of profit on it.
| It is plainly evident that if the
large city stores and catalog houses
have no advantage over the small
dealer in buying an article, it is man-
ifestly impossible for them to sell it
for less than the small dealer, unless
their cost of doing business is less
than the local merchant’'s. From
.many sources it has been learned
 what different merchants figure their
cost of doing business and it very
'rarely exceeds 20 per cent. It would
simplify matters very much if a few
of the big catalog houses would pub-
lish the came Information. As of
course they won’t, in order to make
'a comparison it will be necessary to
'estimate it. For example, take one
iof the large mail-order houses sit-
luo.ted in Chicargo.

Such a concern has an immense

overhead expense entailed in main-
taining a large office force as well as

ment writers. These are the men
who paint in such. attractive word
pictures the virtues of the goods sold
by the house. For this work they
secure the best men they can get,
paying them salaries ranging from
$5,000 to $60,000 per year. Did it
ever occur to you what it costs to put
in your hands one of these beautiful-
ly illustrated catalogs? In their lit-
erature you are informed that they
are generously giving away some-
thing free, postage prepaid, that rep-
resents an outlay on their part of
some 26 cents, and they hope you
will appreciate their efforts to aid the
oppressed and downtrodden in re-
ducing the high cost of living, etc.
Now, as a matter of fact, although
they put out several millions of copies
of their books each year, it costs
them far more than 25 cents.

Taking a catalog issued for this
season by one of the two largest
mail-order houses of the country as
a sample, and, the same number of
copies the same house sent out last
year, a careful estimate shows that |
just for printing and mailing the cost
would exceed 60 cents. Add to that,
pro-rata, the enormous sum it costs
them for their staff of ‘‘Ad"” writers
and illustrators and the total would
very probably exceed a dollar. Many
people receive a catalog who do not,
buy a cent's worth throughout the
whole year, so it is very apparent
that the statement given out recently
by a former employee of the house in
mind was very near the truth when |
he said the expense of publishlng'
their catalog for 1913 amounted to |
8 2-3 per cent of their total sales for
the year. With their immense office
force, high real estate values, gener-
al advertising, etc., it is reasonable
to suppose that their cost of doing
business could not by any possibility
be less than 20 per cent—probably
more.

If it costs the catalog and large
city houses as much to do business,
and they can buy their goods no
cheaper, there is only one way left|
in which they can sell under the locel |
merchant, and that is by being satis- |
fied with a smaller rate of income on '
the capital invested in the business.
How many of your merchants make
more than 10 per cent on their ln-:
vested capital? Not very many. Yet !
the mail-order house referred toi
above declared & dividend last year
of a trifie more than 22 per cent.

A very natural mistake is made by |
many people in thinking they can buy
goods cheaper from stores doing a
business in a large city than they can
from their own home town mer-
chants. There are many reasons why
this belief exists among dwellers in
small towns and rural communities,
but the main one is because people
simply take for granted the state-
ments made by such concerns in their
advertisements and in catalogs, with-
out taking the time or making the
effort to investigate for themselves.
Many go to the large nearby cities o
make their purchases because they
think they have a larger and more
varied stock of goods to select from.
In a measure that is true, but bear in
mind the fact while you are consid-
ering this question, that the large
city stores cater to the extreme of
society, the millionaire, as well as to

the dweller in the slums. The suc-
cessful city merchant who owns such
a store, you can depend upon it, has
made a most exhaustive study of his
trade, and knows that he has to gath-
er his stock from the four quarters
of the globe to meet the demands
made by his wide range of patrons.
Just so with the merchant in the
smaller towns. He has neither the
millionaire nor the slum dweller to
consider and naturally does not bur-
den his shelves with goods that he
knows there is no demand for, but
within the range of the demands of
his community his stock is just as
varied, and just as large, as that of
his brother merchant in the large
city.

Claiming to have located her in
the Catholic school at Everett, J. 8.
Elswick this wee& obtained a wr..
of habeas corpus from the local su-
perior court to compel the mother su-
perior of the Dominican Catholic
school at Everett to produce his
daughter, Thelma, in the Snohomish
county superior court Friday of this
week. The girl disappeared some
two weeks ago and lnvoltfntlon
brough} forth the fact that her moth-
er, who was dlvoqu from her hus-
band some years ago, had been in
Olympia just prior to the girl’s disap-
pearance. Elswick contends she was
taken away from his home illegally
and is being detained against his
wishes and her own will.
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Mrs. William Myers left this week
for an extended visit with relatives
and friends in Nebraska.
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There has beenrs considerable ex-

citement out at the Crescent Oil com-

pany’s well the last few days, owing
to the strong gas pressure. The drill

1
it now pounding away on a cap rock,

just below which, it is believed, the
paying oil lqndl will be struck.

PENDLETON, OREGON
SEPTEMBER 24-25-26, 1914
EXCURSION FA
Wild and Wonderfel Forlous snd Excifing
Poay Expross Races, ftow c::.:h.u
Brenche Busting. - for Glory held you
Cowboys, spollbound with

Outlaw Berses nerve aad daring

OREGON-WASMINGTON RAIL-
ROAD & NAVIGATION COMPANY

- RS

Charley’s
Saloon
[
Olympia’s Popular Resort

All the Best Brands of Imgorted
and Domestle Wines, Liquors

and Cligaras,
108 W. 4th St

BRAEGER & GRATZER

PROPRIETORS.

Phone 27

Toilet Requisites

FOR THE SUMMER

Nyal’s Face Cream, Nyal’s Talcuss "
Powder, Nyal's Skin Sosp, f
Nyal’'s Almond Cream, Nyals |
Lilac Lotion, Nyal’s Toilsk f
Water

BUY THEM FROM

HUGH ROSS

THE DRUGGIST
We Lead But Never Follow

Lttt
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Seattle’s
Homelike
Hotel

THE

WASHINGION
ANNEX

Second Ave. and Stewart St.

. Genuine homelike com-~
forts, combined with
careful personal attention §
is always assured the §

: ﬂ:’esbs of the Washington

nex. -
Absolutely  fireproof Nlplmﬂ&. d
located—in imm‘;diat:much with §
the shopping and theatre district. = [

“.l‘.tmnqﬁnmm o M
and service pleases.”
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ALFRED THOMPSON
CONVEYANCER AND NOTARY
Abstracts of Title Carefunily Prepased i
20 Yearw Experience
OLYMPIA NATIONAL BANK

FRED. SCHOMBER
317 Washington St., Olympla, Wash
Real Estate, Insurance, Colles..
tions, Notary l'nbﬂc ¥ 3ol

D. S. B. Henry

SURVEYOR asd ENGINEER.

Forty years’ experience In Govers
ment Land Surveying, County and ClMp
work. Re-establishing of lost cormesp

a specialty.
Resn. 1206 6th St.

Telephone SABR

l :
iDr. Mark Reosler
DENTIST

; Office Hours: ® a. m. tv 5:80' p.. =
| Phone 231

WHITE HOUSE OLYMPIA, WASE.

Sticklin Undertaking Parlors:
]

H. N, STICKLIN. Mgr.

3 Professionnl Funeral Director andd>
Embalmer. Lady Assistant.

Office and Resldence: 414-16 Frunkiim
Street. Phone 212,

- The McDowell Insurance
& Realty Company

REAL ESTATE, INSURANCR,
LOANS and INVESTMENTS ..
Fifth and Washington Sts., Olynxpisia.




