CANADIAN GROCER

At the time of writing this copy it is impossible for us to say to
what extent OYSTER WEEK has been a success.

We do know that the trade took hold of the proposition very
enthusiastically, and this of itself should ensure success.

The results to be obtained fiom OYSTER WEEK, however,
are greater than those already secured, and are dependent on the
intelligence with which the good beginning is followed up.

If you have adhered strictly to quality and sold dry measure
you probably have met with some arguments, but kindly note that
vour trade was not dissatisfied with the oysters when eaten. Unfor-
tunately the mental attitude of the consuming public toward the
oyster as a whole, is that it is a pretty sloppy proposition, and until
the consumer is brought to regard the oyster as a food worthy of

prominence in their regular diet there is going to be no substantial
increase in the consumption.

While oysters are an economical food we must reconcile our-
selves to the fact that the housewife does not regard them in that
light, and it is well to suggest at times that the expense of serving
oysters is confined to the ovsters, a few crackers and the milk neces-
sary. When a comparison is made with the expense of serving
other foods, the oyster will be found to be an economy, as well as
enjovable.

Follow up strongly the good work that has been done.
Opysters handled on a quality basis adds to your prestige.
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