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THE CANADIAN GROCER

St. Lawrence Granylated

1s the choicest and most reliable sugar refined in Canada, certi
fied by Government analysis to contain 99 99/, to 100 per cent
of pure cane sugar with no impurities.

IT WILL PAY TO SUPPLY YOUR CUSTOMERS WITH

of¢
Sugar

and thereby earn the reputation of selling only the finest quality
of sugar that money can buy.

When ordering LUMP SUGAR, be sure to ask for

CRYSTAL DIAMONDS

Put up in bulk, cartons, and half cartons, to retail at popular prices.

CRYSTAL DIAMOND DOMINOS

(in cartons only)

a specially made lump sugar for Coffee users.

Have you tried our new small package of Granulated Sugar put up in

25-lb. COTTON BAGS?

A {very convenient and handy package to sell over the counter.

We also supply 20-1b. Cotton Bags.

THE ST. LAWRENCE SUGAR REFINING CO., LIMITED

MONTREAL, QUE.
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A Weekly Newspaper Devoted to the Grocery, Fruits, Provision,
Canned Goods and Foodstuffs Trades of Canada.

Montreal: 701-702 Eastern Tewnships Bank Bldg. Teronto: 143149 University Ave. Winnipeg - 34 Royal Bank Building
Lomdon. Eng.: 88 Fleet St., E.C. New York 115 Broadway

PUBLICATION OFFICE: TORONTO, NOVEMBER 3, 1911
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For Years In the Lead
—Still Leading

is the unparalleled record of these two brands of staple condiment.

] BYSPEC!ALWARRANDTUEEN CO LM AN’S M U S T A R D
MANUFACTURERS TOTHE KEEN’ S M U S T A R D

@@ m@ Double Superfine Quality—In square tins.

MARK Any dealer stocking these brands will be

;ﬁﬁ": HEAD catering to the demands of the general
public.

"ustard MAGOR,SON& co.

AGENTS FOR THE DOMINION OF CANADA

403 St. Paul St. 3 MONTREAL

Toronto bffice f

30 Church Street

Sell Your Customers What They Want !

Your profits lie in quick sales, and quick sales come from
giving people what they have been educated up to.

Crown Brand Corn Syrup

is in demand because its high quality is well advertised, because
people know about it, and because the syrup itself adequately
backs up every claim made for it.

The Crown Brand Corn Syrup season is on now.

Are you well stocked ?

@msaum STARCH

ITED
CARDINAL-TORONTO —BRANTFORD —VANCOUVER
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Put un in four sizes.
Individual, Small, Medium, Large

Packed 1 doz. to carton.
12 cartons to case.

Three Sizes

Small
Mediem
Large

IMPERIAL PRODUCTS

NOTHING BETTER

acked 1 doz. to carton. 12 cartoms to case.

ssorted flavors.

FEN OUIVY

Four Sizes

Small
Tumbler
Medium

Large

A Large Variety of Kinds andi{Sizes

MacLAREN’S

Put up in three
different sizes.
Small---1 doz. to carton.

Medium---1; Ib. blocks. Cases, 2 Doz.
Large---1 |b. blocks. Cases, 1 Doz.

For sale by all first-class jobbers.

-. MANUFACTURED AND GUARANTEED PURE BY

MacLAREN IMPERIAL CHEESE COMPANY, LIMITED

MANUFACTURERS AND IMPORTERS GROCERS' SPECIALTIES

OFFICES--NEW YORK
FACTORIES--WOODSTOCK, ONT.

CHICAGO DETROIT

WELLESLEY, ONT.

MONTREAL
BANCROFT, MICH.

TORONTO
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Macaroni

(A Genuine French Product)

This is manufactured in a model factory, run

on absolutely new and up-to-date lines.

It is made only from pure Taganrog
(Russian) {Wheat---the ‘only wheat
from which the finest Macaroni
can be obtained. There is
no finer quality to
be had.

N ; ‘:\\ NV 7 2 (= =
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Arthur P. Tippett & Co.

Agents

oronto
Montreal T
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UPTON’S

JAMS
Orange Marmalade and Tomato Ketchup

Look at the pro-
position from any
point you may

The season for
orange marmalade
and tomato ketch-

choose, and
UP T ON’'S
will prove to be
the best for you.

up is at hand. Are
you ready for it
with a stock of the
UPTON Brands?

¢ When you deal in Upton’s you gain the best class of
trade, and your customers get the finest line of goods.
Our brands are made from superior materials by experts,
and are ‘“quality” goods in every essential. Extensive
advertising has created a steady demand which will last.
Why not share in the benefits?

ORDER UPTON'S

FROM YOUR JOBBER

The T Upton Company, Ltd.

Hamilton, - Ontario
4
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Rowat’s
Brands are

the globe.

PATERSON’S
WORCESTERSHIRE SA

As an appetizer it has retained unim-
paired its signal record of years’
standing, and is recognized among the
trade as needing no recommendation
to the grocer who handles it. To know
it is but to appreciate its value.

Ask your wholesaler about it
CANADIAN DISTRIBUTORS: Snowdon & Ebbitt, 325 Coristine
Building, Montreal, Quebec, Ontario, Manitoba and the North-

west; F. K. Warren, Halifax, N.S.; F. H. Tippett & Co , St-
John, N.B.; C. E. Jarvis & Co., Vancouver, B C.

ROWAT @& CO.

Glasgow, Scotland

YOUR WHOLESALER WILL
SUPPLY THEM

Unexcelled

Years of experience have combined in the de-
velopment of brands which to-day challenge
the admiration and quicken the taste of people
the world over. Coupled with this, reliable
business methods and prompt deliveries have
served to satisfy our customers who girdle

f B
: &
B

8 .

A

First-
Class
Appetizer

for
the
Christmas
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A
Soap
Your

Trade

Requires

A Cake of “SURPRISE” Soap

Every
Month,
Every
Week,
Every
Day

The St. Croix Soap Manufacturing Co.

Factory at St. Stephen, N.B.

Branches: Montreal, Toronto, Winnipeg, Vancouver, West Indies
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Satisfaction J Consumer Establishes Your Reputatior
@ =) Borden’s (G~

i< YCLE BRNESS
e

TR

' Brands e

@)ENS)
™ ,z-:_f,‘. ’ Give .
S
A Perfect

Bp \{—-—/ 0 3 3
N et 4 Satisfaction

Consequently the Name

Borden’s ™ ° Strong Suerentee in. Mi1K Products

BORDEN’S CONDENSED MILK CO., Established 1857

SELLING REPRESENTATIVES :
WILLIAM H. DUNN - - Montreal, Toronto and Vancouver
MASON @ HICKEY - - Winnipeg, Calgary and Edmonton

. “Leaders of Quality.

We solicit accounts of progressive Manufacturers
wanting live representation

WILLIAM H. DUNN

Grocery Commission Merchant
and Manufacturers’ Agent
Established 1890

396 St. Paul Street, - - - MONTREAL
27 Front Street East, - - - TORONTO

Mercantile Building, - - . VANCOUVER

Our facilities for covering all markets in Canada are perfect.

References :—Manufacturers whom we have successfully represented for the past

twenty years; also The Merchants Bank of Canada, Dun’s and Brad-
street’'s Agencies.
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Weston’s Biscuits

Your trade in Biscuits will be a steady one if you are handling
the Weston line of Fancy Biscuits. They are absolutely

unequalled in quality of ingredients used in their
manufacture.

They cannot get stale for reason of that excel-

lent quality that keeps up a steady demand for

them, besides they are packed in very hand-
some air-tight tins.

Perfection has only been attained
after many years of steady experi-
ment, and to-day the Weston Co.
are housed in a modern factory
of cleanliness and light,
which for size and appear-
ance will compare with
any factory in

Canada.

An interesting feature of

this modern structure is the

fact that the ovens are built and
operated on the top floor, thus pre-

venting the biscuits being subjected to
the influence of heat and gas, as must

happen when ovens are on the ground
floor.

If you are not yet handling the
Weston line of Fancy Biscuits, order
a stock NOW. Quality always
counts—and it will bring its reward.

George Weston, Limited
TORONTO
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s | Bring Steady Trade

1hng ’ /\
Weston’s
their
Soda
xcel-
i for

\and- CraCkers

easily lead all other lines in

iined the grocery store as the best

iperi- all-year-round seller.

n Co.

ctory The finest blend of
flour and the purest of

ght, shortenings are used

pear- i? their manufac-

with ture, which makes

rin them the lightest
biscuit made in
Canada.

Weston’s Soda Crackers
are packed in 24’s or
48’s, with 24 biscuits to

the package. The largest

5c. package put up in Can-

ada. Same size as the famous
Uneeda Biscuit package.

d

Sample tim or pack-
age will be sent free

on request to any
reader of The Grocer.
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THE CANADIAN GROCER

We hear a good deal of
talk these days about “Service.”

Do you know of any
Coffee Establishment which
so closely looks after the in-
terests of its customers—Kkeeps
its products so fresh—spends
so much money in creating a
consumer demand, as

Chase & Sanborn

The High Grade Coffee House
MONTREAL
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THE WONDER OF THE AGE!

All Water

and Waste That's why
taken out. so Econom-
All Flavor ical, so Pal-
and Delici- atable, so
ous Good- Wholesome
ness left in.

TRADE MARK

In Cans—But uncooked.
Crisp-dry—But“ as fresh as when they grew.

i e e

B i AR

o sl i d i «»«.

+ Dehydro Horse-Radish,]} Spinach, Sweet { Corn,

WA T
Our Specialties for House- Green Beans, Cranberries, Rhubarb, Blueberries,
hold use in No. 0 Packages. Celery, Leek, Parsley, Mint. Also 8 varieties

of Cream Soup.

* Potatoes, Cabbage, Onions, Carrots, Turnips,

Sweet Corn, Green Beans, Spinach, Cranberries,

Our No. 1 and No. 5 pack-

ages for Hotels, Restaurants,
Intitutions and Calet Rhubarb, Blueb:rries, Celery, Leek, Parsley and

Horse-Radish, Cream Soups.

€ ro
CREAM Soups &5
VEGETABLES
~x» FRUITS
No deterioration or spoilage possible. SR

Light in weight---Easily transported.

No ptomaine poisoning. No safer or sounder food product ever offered
to the Merchant.

American Dehydrating Company

WAUKESHA, WIS., U.S A.
The W. H. Escott Co.

WINNIPEG
Sales Agents

11
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THE CANADIAN GROCER

READ THIS |

HOW TO GET THE CUSTOMER REALLY INTERESTED

Make your windows a selling power by
limiting the display to one line each time.

R L e e e LS =i S i

Iy Rl b

b Cgrn Cpordy

(DickNRETHA -
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se Soaps on Shelf, Counter, or in the window,
they will suggest purchase. The extra profit

of to 7% in the Free Goods is a big item.

iy,

| TEIT TR i ,.
|| S ¥
H'A‘R 3
L

A

2

J

;

__Delivered Prices, Ontario and Quebec:
5 Cases at $4.15'delivered, with 2) Bars Naptha Free 10 Cases at $4.05 delivered, with 40 Bars Naptha Free
25 Cases at $4.05 delivered, with 150 Bars Pure or Naptha Free.
Assorted or otherwise.

The iRichards Pure Soap Company, Limited
wal ot B pow st Woodstock, Ont.
12

We sell direct or through ai
Wholesale House

Sold to retail at 5¢ per cake straight
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FINE OLD ENGLISH MINCE

MEAT AND PLUM PUDDING

NOW READY FOR DELIVERY

e ————————————— - oSt

d Made from the finest fruits and spices obtalnable, in the most up-to-date sani-
tary factory in Canada.

( Our goods may be a little dearer, but look at the quality.

d Mince Meat, packed in 1-lb. 2s, 5s, 7s ; 25-1b. gold-lined pails, and 62-1b. tubs.
Plum Puddings, packed in 1s, 2s, 3s, crocks. In individual cardboard boxes.

ORDER QUICKLY, PLEASE, FOR THE SEASON
ONLY A LIMITED QUANTITY BEING PACKED

" | WAGSTAFFE, LIMITED
ed - Hamilton - - = = Canada

13
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ason Q. Hichey

MANUFACTURERS’ AGENTS

Dok .ok PINEROR A R

WE ARE OPEN TO REPRESENT LINES THAT
DO NOT COMPETE WITH THE FOLLOWING:

Dominion Sugar Company Foster, Holtermann & Co.
Wallaceburg - - - Ont. Brantford - - - - - Ont.

Ontario Honey.
Granulated, Powdered, Icing and Paris Lumps y

Borden’s Condensed Milk Co. ]J. H. Wethey & Co.

St. Catharines - - - - Ont.

Manufacturers of bulk and package Mince
Eagle, Gold Seal and Challenge Milk, and Meat.
Peerless Cream.

New York - - - - U.S8.A.

Samuel Hanson & Co.
Gorman, Eckert & Co. London - - - - England

Landen 2 i E . 4 Ont. Teas, Coffee and Spices.

The largest packers of Olives in the British
Empire, Spices, Extracts, Ete.

Crescent Manufacturing Co.
Seattle - - - - Washington

E. D SMITH Mapleine Extracts.

Winona - - - - - Ont.

Jams, Jellies, Catsup, Grape Juice, Raspberry NlChOlSOD &’ BrOCk

Vinegar, Canned Goods.

Toronto - - - - Ont.

Bird Seed and Bird Gravel.

Ingersoll Packing Co.
Ingersoll ’ - . - .g Tk W. H. Dunn & Co.

Montreal - - - - Quebec

Bacon, Backs, Hams, Cream Cheese and large 1 . . "
Royal Oxfords. Pyramid Fly Catchers.

MacFarlane, Lang & Co. SUCHARD'S COCOA

Neufchatel.
Glasgow - - - - Scotland

Famous Scotch Biscuits and Cakes. Geo. T Mickle
Ridgetown - - =

WM. ROGERS White Beans.

Denia - - - - - Spain

National Licorice Co.
Brooklyn - - - - o ¥

Mason Q. HicKey

Packers of the famous Caraval brand of
Valencia Raisins.

J

287 Stanley Street, - - - - Winnipeg, Canada.
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SOLD BY ALI

5

The qum that is
good all through

JOBBERS IN THE UNITED STATES &
CANADA

v,
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e J.L.MATHIEU CoY |

MATHIEU’S SYRUP
of Tar and Cod Liver Oil

Mathieu’s Nervine Powders

This is a magic cure for all headaches, nerve pains, neuralgia, etc-
Contain no opium, morphine, chloral or any other dangerous
narcotic or poison. Hence their safety for family use. They
relieve insomnia, soothe the nerves and give restful sleep. 'When
taken in conjunction with Mathieu's Syrup they are the quickest
cure for any feverish cold.

Sold by all wholesale dealers. Don’t let your stock run low.

J. L. Mathieu & Co. (Proprietos) Sherbrooke, Que.

FOLEY BROS, LARSON & CO., Inc., Wholesale Grocers and Confectioners, Winnipeg, Edmonton, and Van-
couver, Distributors for Western Canada.
L. CHAPUT, FILS & CIE., Wholesale Depot, Montreal.

16
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GIVE THE |rumron|
TOATO | 8
ACBANCE 1=

Adapt the
OPENING

to the size of
the TOMATO,
not the
TOMATO

to the size of the

OPENING

Pack WHOLE
TOMATOES,
, not Crushed

= A Fruit.

S‘anitary Can Co., Limited

Niagara Falls, Ontario
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A Big Seller All The Time| |

CHINESE STARCH Packages contain 16 ounces, not twelve, and never
fail to please the most exacting housekeeper.

Chinese Starch is the only starch with two oils, one perfuming the linen,
the other making the iron slip like a skate on the ice.

The sale of Chinese Starch will evoke a confidence in you by your cus-
tomers, and further—will bring you more trade, through its excellent
working in the laundry. e

Tkl

Chinese Starch

The profit will pay you handsomely to stock and push
Chinese Starch, of which dummies for window display may
be had from your agents.

Your notice is called to the remarkable increase in the demand in
all parts of Canada for Chinese Starch, which has necessitated our ap-
pointing various wholesalers as our agents. All orders from Manitoba,
Alberta and Saskatchewan should be addressed to W. H. ESCOTT
CO., Winnipeg.

STANDARD BROKERAGE CO., Vancouver,[B.C.; W. H. ESCOTT’ CO., Winnipeg-
Man.; GREEN & CO., Toronto, Ont.; NORMAN D. McPHIE, Hamilton, Ont.; THE
LAWRENCE NFLD.CO.,L1d, St. John’s Nfd.; J. J. McKINNON, Charlottetown, P.E.L,;
BOIVIN & GRENIER, Quebec, Que.; EUG. FOLIOT, St. Pierre, Miquelon; SCOTT,
BOYD & CO., Port of Spain, Trinidad, B. W. I.

DESMARAIS & GREGOIRE, Chicoutimi, Que.; and all

the Wholesale Grocers throughout the Dominion.

OCEAN MILLS

O. Lefebvre,Prop. MONTREA‘L{.._ \'
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Advise Them to Use Real Vanilla

for flavoring puddings, pies, sauces, ice creams, cakes,
etc. Your customers will be delighted with the flavor
imparted by Shirriff's True Vanilla—a real vanilla
extract, made from Mexican Vanilla beans. More than
90 other Shirriff’s Flavorings.

Shirriffs vanivra

Try This on Your Own Table

and enjoy some real Scotch Marmalade. Then you will
be able to talk its deliciousness from experience. It’s
made from selected oranges and high-grade granulated
sugar. It's a pure food product—and deserves your
hearty endorsation. A big seller, too.

&\f\l‘f\ﬂ“s Mfrcnolt:i:de

They Make Beautiful Jellies

-jellies that sparkle and glow with transparent colors—
jellies that stand up nice and stiff. Shirriff's Jelly
Powders surely do make delicious desserts. True fruit
flavors of Lemon, Orange, Pineapple, Raspberry,
Strawberry, Wild Cherry. Also Calsfoot, Sherry,
Pistachio and others. Let us send you a case or two.

Shirriffs poworx

IMPERIAL EXTRACT CO., TORONTO

Ontario Rop}muﬁvo, R. B. Neil. Western Representative, H. F. Ritchie
Moatreal and Maritime Represemtative, W. H. Lyne-Usher
Quebec City Representative, Albert Dunn




THE CANADIAN GROCER

Its Prestige
Is National

Even as the Dominion
has eclipsed all records

in its development, so
has

Canada’s Best

(Soap)

is now found in every town and hamlet of the
country, thus attesting to the true significance of its name, while among its
users it numbers all classes of the Canadian people.

“Canada’s Best” is “The World’s Best.”

ALMOST 360/0 PROFIT

(To be correct, 35.9.)

National in its scope, it

Cost to You— 25 CASE LOTS Cost to Consumer—
25 x $3.75 - - $93.75 25 x $5.00 - $125.00
Less rebate 7c. per box, 1.75

$92.00 - - PROFIT, $33.00
WEIGHS 711 OUNCES

BIGGEST 5c¢c. BLOCK
WHY IT EXCELS

Contains no resin, like the average laundry soap. This is because
it is a white soap, not yellow.

2. Does the work unaided. No borax or washing powder is required.
3. Absolutely puve. Contains no injurious ingredients.

4. Best value on the market.
5

Can be used effectively for all household cleaning.

ASK ABOUT OUR NEW
PREMIUM AND CERTIFICATE SYSTEM

You will find it most interesting, and particularly so in your case.

United Soap Company of Canada, Limited
MONTREAL
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In Every
Clime

7 St.Vincent
¥y Arrowroot

has made a place for
itself, primarily in the
hearts and affections
3 of the children, and
I through them in the
# = thoughts and minds of
the people.

§ From the cradle to
the grave arrowroot,
wholesome in flavoring,
and strengthening in
food nutriment, is indis-
pensable. Inthenursery
it appeals strongly to the youngsters; in the invalid’s room
or for the aged it is a blessing undisguised. With a demand
so universal in its character, every local source of supply
should be adequately stocked. For particulars and prices
address the Secretary

ST. VINCENT ARROWROOT GROWERS’
AND EXPORTERS’ ASSOCIATION

Kingstown, M St. Vincent, B.W.I.
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MAPLE SYRUP!

We are now getting delivery of foreign sugar, a large contract made before the advance in price.
We are therefore able to continue selling our famous Pearl Brand Maple Syrup Mixture at the
old price. Prices are as follows :

—— - — —

What Price Are You Paying ?

Wine measure ti(r:ls Per Case BULK MAPLE SYRUP, Imperial measure.
Gallons, 6 to Case $4 40 Gallon Ti C
Half Gallons, 12 to Case 4.70 2} Gallou Ssesy 710 oo b o
Pints, 24 to Case 2.50

Quart Bottles, 12 to Case 2.35 Oak Barrels, about 40 Gallons, per Gal, 75¢.

——

/% ’ //%//7//

o
LION BRAND
PURE MAPLE SUGAR

Made in 10-cent blocks with score line for
breaking in two for 5 cent blocks, 40
blocks to case........ Per case $3.00

A Pure Maple Cream with Walnuts

Sells at 5 cents each, weight 1/4 1b. 42 Bars to Paper
Box, 2 boxes t0 CaS€. «evvceeennnnn. Per Case $3.00

MAPLE BON-BONS
Made from Pure Maple Sugar and Fresh Cream

Put up in standard size water pails. No charge
for pails
19be net in pail. i iceccaiaivaiaren Per pail $2.50

LION BRAND
MAPLE BUTTER

Per case
1 Ib. tins, 2 doz. to case, $3.80 Sells for 20c.
L e t 6.70 = 35c¢.
o e (R = 7.20 g 75c.

Nearly 307, profit to retailer on these goods.

Maple Butter is used on the table in place of ordinary
butter or jam, is also used for layer cakes, sandwiches, pudd-
ing sauce, etc.

“Lion Brand” is the Original and only Genuine.

OUR PROPOSITION

Send us your order for 5 cases or more, we will prepay the freight to the extent of 40c. per 1001bs.
If the goods are not perfectly satisfactory, return them at our expense.

Our Maple Sugar Specialties will interest you. Send for illustrated price list,

In ordering, name your jobber.

MAPLES LIMITED : TORONTO

HEADQUARTERS FOR MAPLE PRODUCTS

— = —

—
23
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HUDON, HEBERT & CO.. Ltd.

MONTREAL

(Established A.D. 1839)

Wholesale Grocers

Wine

and

Merchants

AGENT IN CANADA FOR

CHARTREUX MONKS
J. DE MULLER
ARCHAMBEAUD FRERES

BOUTELLEAU & CO.
A. PERODEAU & CO.

NUYENS & CO.

La Cie Des GRANDES SOURCES
MINERALES FRANCAISES ..

VIOLET FRERES

WYNAND FOCKINK
WRIGHT & GREIG, LTD.

ALEXANDER CAIRNS & SONS ...

TALBOT FRERES

MIRAND & COURTINE
THE BON AMI COMPANY

.. Tarragona
.. Tarragona

.. Bordeaux

.. Bordeaux

H. ]. HEINZ CO. ...

. Barbezieux
.. Cognac

Bordeaux

. Nichy ...
o amyur

.... Amsterdam
.. Glasgow

Paisley....

.... Maisons-Alfort
... New York

.. GENUINE CHARTREUSE,

GREEN and YELLOW.

.. MASS WINES and other Tarra-

gona Wines.

.. Jockey-Club Brandies,

Diamant and White Ball Rums.

.. Cognac Brandies.
.. Sanator Medicinal Brandy and

15-Year Old Brandy.

.. French Liqueurs and Cordials.

.. VICHY-GENEREUSE.
.. Byrrh Wine and other Fancy

Wines.

. Holland Gin.
.. Roderick Dhu, Premier and Grand

Liqueur Scotch Whiskies.

.. Scotch Jams, Jellies and Marma-

lades.

.. Alimentary Pastes, Olives, Olive

Oils, Peas, Mushrooms, etc., etc.
Alimentary Pastes.
BON AMI

AGENTS IN PROVINCE OF QUEBEC FOR
STAVANGER PRESERVING CO., Norway .... Crossed Fish Sardines
Pittsburg .... Food Products, “57” Varietie:

24
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From Top
to Bottom

of this list each and every article
is benefitted by a liberal use of
BON AMI, the cleaner and

polisher at one operation.

These articles are to be found
in every home, which shows
the wide field of utility of
BON AMI.

Therefore you run no risk in
ordering BON AMI. It is bound
to sell because everyone wants it.

Can be had from any wholesaler from Ocean to Ocean.

Cases of 3 dozen, $1.19 per dozen,
or $14.28 per gross
F.O.B. wholesaler’s shipping point.

Lots of 5 gross, $13.40 per gross

Delivered to any railway station
from Halifax to Vancouver.

Terms:—Net 30 days.

Agents in Canada

HUDON, HEBERT & CO.

LIMITED
MONTREAL

The most literally managed
firm in Canada

THE CANADIAN GROCER

GLASS and
PORCELAIN

Windows
Mirrors
Show Cases
Lamp Shades
Chimneys

METALS
Brass
Nickel
Copper
Tin
Silver
Gold

Celluloid

Marble Work

Wood Work

Oilcloth

Painted Surfaces

. Cleans
— Il surfaces,
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Wears out neither.
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Tillson’s Rolled Oats can be secured from your wholesaler or write direct to
CANADA.
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THE CANADIAN CEREAL AND MILLING CO., Ltd.,
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THE CANADIAN GROCER

GUARANTEED

L' Etoile
Brand
Macaroni, Vermicelli, Spaghetti

Can be seen on the shelves of many of Canada’s
largest grocery stores, not because the package,
which is dainty we’ll admit, attracted the dealer
but because we gave him hard facts in their
favor, and further, because the public gave them
a fair trial and endorsed all we stated. We're
going to say the same to you and right here.

| Etoile --- Star ---““Bright”” Goods

L’ess cost. Easy to handle. No Customs Duty.

Employees. all experts, brought from France.

The latest type of machinery only in factory.

Only therichest of Canadian flour, the bestin the world, used.
|nterior of factory spotlessly clean.

Leading authorities testify to their quality.

Even state that L'Etoile goods are superior to imported.

L’ETOILE (Brand) ONLY

received a medal at the important 'Exhibition
recently held at Quebec, another point in our
favor.

Write For Particulars

We are the owners of “L’Etoile” and “Constantini”
Brands only.

GCie Francaise des Pates Alimentaires

6-9 HARMONY STREET, - - MONTREAL

| PURITY |




THE CANADIAN GROCER

The Most Brilliant and Durable

| FEL

BLACK KNIGHT STOVE POLISH

It gives the most brilliant polish with the minimum iabor—clean to
handle, easy to apply, economical to buy.

The extensive advertising campaign we are conducting will create a big
demand for our polish.

There’s an excellent profit for the dealer in Black Knight Stove Polish.

Somebody is going to get the trade. Why not you?

The F.F. Dalley Co., Limited

Buffalo, U.S.A. Hamilton, Canada
London, England, Branch: 42 Bloomsbury Square, W.C.




THE CANADIAN GROCER

BRAND

BE careful of your reputation, you cannot afford to risk it by

selling inferior grade canned goods. Tartan Brand has made

a tremendous hit on the market, and has already gained
wonderful popularity with the public, who certainly show their
appreciation of the excellence of this line.

Your trade will wisely fall in with this choice. What pleases
the consumer will please the dealer. What the consumer
asks for, it pays the dealer to keep.

“Tartan Brand”

Canned Vegetables, Canned Fruits, Canned Salmon, Package Teas,
Baking, Powder, Soaps, Baking 8oda, Syrups, 8pices, Extracts, Jelly
Powders, Cream of Tartar, Mustard, Borax, Peels, Coffees, Currants.

EVERY PACKAGE OR TIN FULLY GUARANTEED BY

BALFOUR, SMYE & CO.

Importers, Packers, Wholesale Grocers
HAMILTON, ONTARIO

¢« OUR MAIL ORDER SERVICE IS JUST WHAT YOU NEED

Phone 596, ke
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THE CANADIAN GROCER

When you fill
an order for

WINDSOR
TABLE SALT

you know your cus-
tomer will be satisfied
with the Salt and
pleased with your
service.

WINDSOR TABLE SALT

is the standard in practically all Canadian homes because
of its high quality. It supplies every requirement of a
perfect salt----clean, dry, fine, absolutely without adulter-
ation, grit, or bitterness. It sells itself.

WINDSOR DAIRY SALT

has become the stand-by of all butter-makers because it

gives flavor and keeping quality to their butter, just as
WINDSOR CHEESE SALT is depended upon to make

the smooth, rich cheese which commands the highest price.

If you have these three salt staples in your stock you
need carry no other brand.

The CANADIAN SALT CO., Limited
WINDSOR, 2 : ONTARIO




THE CANADIAN GROCER

Why Not Make Your Full Profit>

Being a good fellow when
selling cheese is not going to
make that department pay.
As long as you continue to
measure cheese by GUESS-
WORK, give the customer
the little extra that you cut
off, or if you leave it to dry
up and waste, you are going
to be a loser in the matter of
cheese sales. Modern Store
Economy has supplied a
remedy, that is simple to op-
erate, and accurate in its
work.

MEASURES
EXACTLY

The
Perfection

Cheese
Cutter

Makes every piece cut show its own profit.
you against careless and wasteful clerks.

No figuring required. Directions—Set the price mark on
one scale opposite the weight on the other, turn the
thumbscrew and it is ready for business. Each raise of

the small lever to the stop turns five cents’ worth of
cheese under the knife.

It insures

PROTECTS
THE Automatic Cutter

CHEESE Cabinet

A handsome glass and wood cabinet, highly polished,
very practical, adding greatly to the appearance of the
store. It keeps the cheese in the most sanitary manner.
The Perfection Cheese Cutter is well made, of the best
material, and will last a lifetime.

The unusual price we ask for such a fixture will surprise

you. Send for Particulars. We manufacture cheese
cutters for all countries.

Manufactured only by

The American Computing Company of Canada
Hamilton - Canada
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THE CANADIAN GROCER

DOMOLCO

A PURE PRODUCT OF THE BRITISH
WEST INDIES SUGAR CANE.

The highest grade of
Molasses obtainable,
absolutely pure, and
recommended by all

physiciansasahealthy
food.

Superior to Glucose
Syrups for table use.

Domolco can be ob-
tained from all whole-
sale grocers, packed
in Sanitary Lever Top
Tins as follows:

. 2’s—2 dozen to the case
. 3’s—2 dozen to the case
. 5’s—1 dozen to the case
. 10’s—% dozen to the case
. 20’s—% dozen to the case

Advertised in Every Street Car in Canada

ORDER NOW
Name and Label Registered

The Dominion Molasses Co., Lid.

HALIFAX, N.S.




THE CANADIAN GROCER

SEASONABLE LINES

Nothing could be more welcome to customers during
the Yuletide season than

Y i N
f‘}ﬁwﬁﬂ%}},‘ff,"ﬁhfgﬁ;
(il g

—————

Products

‘ /)/:)/ >
Prepared under ideal conditions, they con- et e
stitute an ideal Christmas delicacy.

Particularly timely are the mincemeat, jams,
marmalade, catsup, jellies, mixed pickles, sweet
pickles and S. B. sauce.

Lines that bring custom, enhance
reputation and increase profits.

The STERLING BRAND

is the acme of perfection
in extracts. You make no
mistake in recommending
it to your custemers.

THE T. A R¥ILE CO., LTD.

Sterling Road, ¥ TORONTO, ONT.
(R |
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THE CANADIAN GROCER

——1911 Christmas 191]——

An Assortment of

PERRIN’S

Attractive
FANCY

BISCUI'T

Packages

and

Fruit Cakes

will be appreciated by your customers. Why not

add an assortment to your Christmas Order?




THE CANADIAN GROCER

WHAT THE PRESS SAYS:

‘“Ventilation and light make the new building of Ramsays Limited, Montreal, a
Veritable Sunshine Bakery.”

 MADE BY
RAMSAYS LIMITED,

MONTREAL.

We make only one grade of biscuits, the best that the purest and richest material
can produce, and fully equal to anything made abroad.

RAMSAYS LIMITED

330 Nicolet Street, MONTREAL
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THE CANADIAN GROCER

$100.00 ‘““One Hundred Dollars” $100.00

IN GOLD GIVEN AWAY

For completing the known name
of a person prominent in Can-
ada, whose name consists of nine
letters, the first of which is “C”
and the last “T,” as—

The above amount will be divided into 18 prizes, as follows:

First Prize, $25.00 in Gold Third Prize, $10.00 in Gold
Second * 15.00 «“ *“ Fourth * 5.00 « *
and the next twelve will each receive $2.50 in Gold

Contest commences November 13th, The first person sending in the correct
1911, and ends December 30th, 1911, both Pame will receive the first prize, and
i i ; others sending in correct answers will re-

days inclusive. Letters received at the

ceive the other prizesin the order in which
office either before 13th November, 1911, their answers are received, also to the

or after 30th December, 1911, will not be Party sending in the correct answer next

to last one received we will give $5.00 and
counted. to the last $10.00.

Conditions Governing Contest

You have one answer with each ONE-POUND PACKAGE or TWO HALF-
POUND PACKAGES OF ““MELAGAMA” TEA or COFFEE you buy. All you have
to do is to steam label off Tea Lead or from the Coffee tins, send the two end pieces of
the Tea Labels, or the portion of the Coffee Labels with picture of children on it, along
with your answer, giving name and address in full, and send to ‘¢ MELAGAMA i
Dept. “B,” 45 Front St. E., Toronto, Ont.

(Answers unlimited, try early and often).

No employees or immediate relatives
will be allowed to enter contest.

Answers will be numbered in consecutive order as they are received, and at the expiration of the

contest the prizes will be awarded by a committee of disinterested persons, and the list of prize winners
will be given in this paper.

“MELAGAMA~”
TEA and COFFEE

Packed and blended by the old-established firm of MINTO BROTHERS, TORONTO
As the demand will be great, dealers are advised to order full supplies immediately.
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THE CANADIAN GROCER

CHIVERSY

CANNED AND BOTTLED

English
Fruits
in Syrup

Specially selected Home Grown
Fruit, canned under ideal con-

ditions within a few hours of FRESHNESS
being gathered.
CLEANLINESS

The STANDARD - P u RIT Y:

(London) says :

Highest
Awards

GRAND PRIX

Brussels
International
Exhibition, 1910

GRAND PRIX

Turin
International
Exhibition, 1911

Festival of Empire,
London, 1911

“Thanks to Messrs.Chivers
we may now look for sum-
mer fruits all the year
round. Straight from the
orchard, it would be diffi- C b &

cult to tell the difference r d
between these and freshly am l ge

stewed fruits.

Soups
CHIVERS & SONS, LTD.

FRUIT GROWERS Prepared from carefully picked vege-

HISTON, CAMBRIDGE, ENGLAND tables, grown on Chivers & Sons’
own farms. Each packet contains
sufficient powder to make a quart of
delicious and nourishing Soup.

For Samples and Quotations apply to the Agents :

THE W. H. MALKIN CO, LTD.
57 Water St.,, VANCOUVER, B.C.

(British Columbia and Alberta) TDMATO cARROT
LENTIL
THE FRANK L. BENEDICT CO. HARICOT PEA

144 Craig St. West, MONTREAL
(Canada and Newfoundland)




THE CANADIAN GROCER

To the wholesale trade only.

West India Company, Limited
St. Nicholas Building, - - - Montreal

The Canadian House of:
Sandbach, Tinne & Co., Sandbach, Parker & Co,,
3 Cook Street. Liverpool. Demerara, B. Guiana.
(Established 1803) (Established 1782)

We also represent some of the chief business houses of Barbados, Trinidad,
Jamaica, Antigua, St. Lucia, Grenada and other West India Islands.

We solicit orders and enquiries for all descriptions of West India Produce :

SUGARS, MOLASSES, CATTLE FOOD,

COCOA, COFFEE, PIMENTO,

GINGER, NUTMEGS. COCOANUTS,
Etc., Etc.

We also beg to call attention to our EUROPEAN DEPARTMENT,
which is in close touch, through our Liverpool house, with all English,

Continental and Asiatic markets. We can usually quote attractive prices on
the following :

RICE, SAGO, TAPIOCA, PEPPER, CINNATION and
other Spices, WALNUTS, PEANUTS and all
nuts for Confectionery purposes, and
Grocery Specialties of all kinds.

We solicit enquiries for any articles you want from Europe or East Indies,
and if there is any special article you require for your trade, or any special
packing, please ask us about same.

West India Co., Limited

39
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THE CANADIAN GROCER

Are The Census Returns Correct?

{ They may and they may not be, but there is
one thing certain, that when our grandfather
started business in 1834 there were 30,000

people in Montreal. To-day we are told there
are 600,000.

This Indicates the Wonderful
Growth of our Cilty.

Our Business has Developed Likewise

¢ We are here to-day to supply you with the best in
groceries, from chemically pure Cream Tartar to Canned
Goods, by the carload, and you can count on us to deliver

the goods when you want them. Everything but liquor
and tobacco.

¢ The stability of a long established house, coupled with

progressive business methods, enable us to serve you
satisfactorily.

Send a Trial Order to

Mathcwson’s Sons - Montreal

Wholesale Grocers and Importers
P.O. Box 1570

Owners of Quaker Brand Salmon, Best Packed

” “ Quaker Baking Powder, Guaranteed to Contain No Alum
. ‘“ Peacock Brand Pickles.




THE CANADIAN GROCER

Dominion Silent Matches

Their Satisfaction-Giving Qualities Make
Them a Profitable Stock

NION
UMyl\ILENT
MATCH.

MADE N CANADA

V. PAE. g ATT 2 i
e S A I T R D
THE DONINION MATCH CR iimirao DESFRONTG, ONT

The class of staple articles you carry bespeak volumes to the intending purchaser
Matches are a staple—a household necessity. Then why not handle a line that will

give your customers year-round satisfaction, and, incidentally, increase your prestige
as a salesman of reliable goods?

DOMINION MATCH

is made of good quality wood that will not break. Every head is made to light without
spluttering, a fact which greatly reduces the danger of fire. These are points which
may seem but little things—but great in proportion when applied to match quality.
The attractive boxing makes them excellent stock for shelves or window displays.

The Dominion Match Company, Limited

Deseronto, Ont.

OR

CANADA BROKERAGE COMPANY, LIMITED, TORONTO
A. MACDONALD COMPANY, WINNIPEG, MAN.
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THE CANADIAN GROCER

LETTING GOOD MONEY SLIP
THROUGH YOUR FINGERS!

Of course, you don’t mean to let your profits
leak away, but why don’t you STOP IT?
If you let an item of $1.00 each week slip by

without being charged that means a loss of
$52.00 for the year.

If you let $1.00 each week SLIP THROUGH YOUR FINGERS in settling DIS-
PUTED ACCOUNTS that means you must sell $260.00 worth of goods to make up for it.
If you are using some drop-leaf SLIP system where several accounts are exposed
at the same time, and lose slips (representing money), get accounts mixed, bring for-
ward wrong past accounts, and possibly, to cap the climax, lose all your accounts in

2 fire, you may not be able to estimate your loss,—but why bother then—it’s too late.

; CUT IT OUT-NOW !!
BUY A 1911 MODEL KEITH ACCOUNT SYSTEM

It will stop FORGOTTEN CHARGES on account of the NUMBERING FEATURE.
It will absolutely prevent disputes—ask us why.

r 1 It will positively prevent losing of slips, mixing of accounts, and manipulation of charges
! It will protect your accounts against fire.
|

The price is right—the terms are reasonable—write now for full information.

THE SIMPLE ACCOUNT SALESBOOK COMPANY

SOLE MANUFACTURERS, ALSO MANUFACTURERS OF COUNTER PADS FOR STORE USE

! 1926 Depot St., FREMONT, OHIO, and HARTFORD, CONN., U.S.A.

’; Victor Archambault, 28 Bridge St., Sherbrooke, Que., Representative for Quebec and Maritime Provinces.
! Sydney McKeever, Box 843, Brockviile, Ont.

No other system has this teature.

Save Money by Using
Our Light

Five hundred per cent. on your light bill is a big
saving and one that you should look into. Combine
this saving with the fact that you have the most
beautiful and brilliant light known to science and you

‘ L. o will gain some idea of its value to you. Universally

used and thoroughly guaranteed for five years. Many
times cheaper than electricity, gas, acetylene or coal oil,

and very easily operated. Worite to us and let us explain
how you can save money and increase your business.

MACLAREN & CO.

Abolasely Pusfocs MERRICKVILLE, . - - ONTARIO.




THE CANADIAN GROCER

We have some Special Values in

- . VALENCIA—Finest Select and Seedless, at
RaISIns_ less than to-day’s cost of importation.

ALL KINDS MALAGA Fine Quality —in 1, 3, 5% and
22 1b. boxes.

CALIFORNIA- -Seeded, “ Anchor” Brand, fancy four crown.

BLEACHED SULTANAS, at quotations considerably
below quotations for Smyrna Sultanas.

e for Immediate Shipment, in 5 gallon pails.
Pickles ;s B

MIXED - CHOW and SWEET MIXED. We are

offering the finest quality in bulk pickles that we
have ever had to offer.

It will Pay You to Book Your Orders Now

EBY-BLAIN,LIMITED

Wholesale Grocers TORONTO

FO

“Force” is a wholesome, hunger satisfying breakfast

cereal. Made from wheat blended with highest grade
barley malt.

S

35
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If your customers are looking for
something good tell them about

PORCE"

THE H-O COMPANY, Hamilton Ont.

43




THE CANADIAN GROCER

e oS, % ST -
ot T e

“E.D.S.” Brand

Jams, Jellies, Preserves,
Catsup and Canned Goods

“The Bubble reputation” may be more than a bubble Wi
—it depends upon what the reputation is for. E. D. S Wi
Brand has built up a reputation for absolute purity, adv

and judging by the popularity which E. D.S. pro-
ducts have achieved, that reputation is no bubble.

100 /)iPure

The claim we make for ALL our products that they

are absolutely pure. is not a mere assertion. It is
backed up by the Government Inspector of Foods, who
has pronounced E. D. S. Brand 100% pure.

There is no better shelf or counter stock. The jars

are attractively labelled and help you in making an

effective window display. No preservatives of any ol ne
and
kind are used when bottling them, but nd

a

they are closed in absolutely airtight jars. .
| Quick Sellers

and are as fresh and toothsome when If yo
taken out as the day they were canned. mati
All

E. D SMITH

WINONA ONTARIO

=
Ld o

RASPBERRY JAN | RASPBERRY JAN
Montreal; MASON & HICKEY, Winnipeg; R. B. COLWELL,

Halifax, N. S.: ]J. GIBBS, Hamilton.

AGENTS—NEWTON A. HILL, Toronto; W. H. DUNN,
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“E.D.S.” Brand

Jams, Jellies, Preserves,
Catsup and Canned Goods

We

have not been content to let the merits of our products speak for themselves.
We have made them known to the consumer by means of very extensive consumer
advertising, and there is to-day no better known brand than é

/DIS\

Command
Repeat
Orders

The advantages to you of handling
this line in preference to others are

many. You have the satisfaction of

recommending quality goods (goods

whose quality you have tested and
.

appreciated), you have the pleasure
of seeing your customer endorse your recommendation
and the greater of selling more goods than formerly
and making more profit.

If you do not handle E. D. S. Brand, write us for infor-
mation. You will be glad you did.

All our products are grown at our own fruit farms at Winona, Ont.

E. D. ST H

WINONA ONTARIO

AGENTS—NEWTON A. HILL, Toronto; W. H. DUNN,
Montreal; MASON & HICKEY, Winnipeg ; R. B. COLWELL,
Halifax, N.S.; J. GIBBS, Hamilton.
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THE CANADIAN GROCER

And All

" WonderfUI - True Too
Points »-

The practical housewife who has used *“ Wonderful 7 Soap will readily realize that she is
SAFE in purchasing our line because she is S8URE that its quality is such as to produce
SPEEDY results.

What more, then, could be desired unless perhaps it be that the outcome of the whole
transaction is that the article is CHEAP, the task of washing rendered CLEANLY and the
clothes made CLEAR.

Grocers are agreed that to try **Wonderful” Soap is but to permanently become its user—
for the toilet, laundry, bath and scrubbing.

heap
leanly - =— THE GUELPH SOAP COMPANY

lear GUELPH, ONTARIO




THE CANADIAN GROCER

Our reputation in this line is favorably established and our values speak for themselves*

Special--12 1-2c. per pound

will buy new crop choice Black Teas.

Samples and quotations submitted upon application.
have the values.

Importer of Teas, Coffees, Spices, Etc.

We have ten carloads to offer at interesting prices,; including Corn, Peas, Tomatoes,
Salmon and other staple lines.

CANNED GOODS

TEAS

We get the business because we

R. SIMPSON & CO.

Wholesale Grocers

Hamilton, Ont.

29-31 Charles Street,

Salts

lcing
Powder

Club Health

Baking Powder, Spices, Coffee. must be of highest quality.

will lose customers. If you look for the trade mark—PRINCE OF WALES—on all of these lines you undertake to
handle you will be securing the purest and best for your customers, Itison our

Putin a few of these packages. Tell your customers that you have a ** Double Event ' proposition for them.
is a custard powder along with the jelly in each package. They will surely purchase.

Flavoring
Extracts

You cannot take chances upon them, for if you do you

Baking Powder White Pepper Allspice Cloves
Cream Tartar Black Pepper Nutmegs Gingers

CLUB JELLY POWDERS

There

We supply spices whole or ground. Over 50 years' experience
Deal w th an old-established, reliable firm and be sure of what you are getting.

We are manufacturers of CORKS and CAPSULES also.

5. H. EWING & SONS

MONTREAL - 2 TORONTO

Club Jelly
' Powders
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THE CANADIAN GROCER

Sweetheart Brand

T { This is the name to look for when you are buying Baking Powder,
ot Coffees, Spices, etc. The name is a guarantee of the purity and
-

= —

———

high quality contained in all goods bearing the “Sweetheart Brand”
trade mark.

{ Throughout the winter season the demand for Coffee will be large—
get your share of the profit by handling “Sweetheart Brand.” A line
that will not only result in financial gain by its sale, but will create a
confidence in you by your customers through its refreshing and
appetizing flavor.

., € You take no chances when you stock any of these reliable goods
that are advertised and backed by us. See to your stocks—the follow-
ing may serve as a reminder:

Sweetheart Coffees, Sweetheart Baking Powders, Sweetheart Jellies,
Sweetheart Flavoring Extracts, Sweetheart Spices.

DELIVERY SYSTEM

Gets the Business and Saves Your Money

STAR EGG CARRIERS AND TRAYS
FOR SAFE EGG DELIVERY

The only system especially invented for delivering
eggs by vehicle. Stops all breakage and miscounts.
Costs less to install and operate than paper bags or
boxes. Satisfies customers and furnishes the best kind
of advertising medium possible.

It will pay you to find out all about STAR EGG
CARRIERS AND TRAYS.

Made in one and two dozen sizes.

Write to-day for particulars and we will send you two valuable books :

“SAFE EGG DELIVERY” and “SAMPLE ADS.”

Star Egg Carriers are licensed under Canadian Patent Ne 96566, te be used only with trays supplied by us. Manufacturers,
jobbers or agents supplying other trays for use with Star Egg Carriers are contributory infringers of our patent
rights and subject themselves to liability of prosecution under the Canadian patent laws.

STAR EGG CARRIER @ TRAY MFG. CO.
1550 JAY STREET, ROCHESTER, N.Y.
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THE CANADIAN GROCER

Use Your Advantage

The Grocer Has a
Distinct Advantage
Over the Tea Peddler

Women have an instinctive dislike for peddlers, tea pedd-
lers included. VVomen buy tea from peddlers in spite of
this dislike, simply because the peddler has what seems to
be better tea at a better price than the grocer.

It stands to reason that if you can offer your
customers a better tea proposition than pedd-

And we know we can put you in the way

of offering your customers a MUCH BETYTER
lers you can win back yout own tea trade. You tea proposition than any peddler in the
can do this by selling country.

“Maybell Ceylon Tea” “Maybell Ceylon Tea”

in 5 and 101b. Lead-lined in 5 and 10 lb. Lead-lined
Decorated Chests Decorated Chests

We aim to point out where YOU possess a dis-
tinct advantage over any PEDDLER and to The prices at which you can get * Maybell ” Tea,
suggest a means by which you can make the the splendid quality of it, together with the spec-
most of it. The advantage is this: ially attractive chests, containing just the quan- 64
tity country housekeepers prefer to buy, make :
this Maybell Tea Chest Proposition the ONE

Packed also in 50 to Hali-chests.

When YOU are talking to a customer, she is in
your store VOLUNTARILY and is open to sug-

gestion. On the other hand, when she opens the fsrgrlr?Ethh:Ep:?gizgoffral;ii:lit;ng Four tew uode
door to a PEDDLER her attitude is usually :
ANTAGONISTIC. NOTE THESE PRICES

5-1b. Boxes, 8 to a case, 24c. per lb.
Now it is obvious that if, when you have a cus- 10-lb. Boxes, 4 to a case, 23lc. per Ib.
tomer voluntarily in your store, you can offer her

as good a tea proposition as the peddler, you can

These prices enable you to meet the average
practically bank on getting her order.

peddler in price, if you want to; and they cer-

tainly DO yield you a better margin of PROFIT
That's reasonable, isn’t it ? than any line of package on the market.

If you are interested in putting tea peddle_rs
out of business in your locality, just give
this ** Maybell” Tea Proposition a fair trial.
You will be amazed at the good results.

Canada Brokerage Company, Limited

Toronto, - Ontario

49
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THE CANADIAN

GROCER

KEYSTONE BRAND

BRUSHES -~ BROOMS

X'ﬂ]lillj._’ <ucceeds like success. The

success attained by Kevstone Brand
drushes and Brooms has heen
achieved by merit through the con-
tinuous high standard of quality

All lines of brushes or broom-
bearing the stamp of “Keystone’ are
made in a modern f;n'lul'_\’ of most
iln[»l'n\w{ conditions. Al Broom
handles are made of selected maple
stock, and are hij_‘]ll_\' lmlFIle
points alone that command sales.

Among the many desirable lines
of Keystone Brand goods, we call
special attention to the “Jubiles” and
“Klondike” Brooms. These two
lines are the very best that the high
est quality of material and skilled
mechanics can produce.

Assure yourself of the certain reli
ability of brushes and brooms you

are placing in the hands of your cus-
tomers by selling them Keystone

Brand.
Your profit is assured—order u
stock to-day.

Stevens-Hepner Company

LIMITED
Port Elgin, Ontario, Canada

“ESKIMO”

Sardines

The Brand to handle,
both for quality and
quantity.

The Right Season

The time is now at
hand for heavy sales of
sardine lines. Our
brand, packed under
official inspection in
guaranteed pure olive
oil, is reliable in quality
and moderate in price.

ORDER TO-DAY FROM YOUR
WHOLESALER OR WRITE TO

MONTREAL—-]J. W. Windsor. LONDON, ONT.---
QUEBEC—AIlbert Dunn,
HALIFAX—A. B. Mitchell.

T RN O Clawsen & Co. CALGARY-—. Denkin & Co.

TORONTO---A. E.Richards & Co. EDMONTON---
HAMILTON---

Geo. L. Gillespie
WINNIPEG---W. H. Escott Co.

Dominion Brokerage Co.
A. E Richards & Co. VANCOUVER---H.Donkin & Co-
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PINK’

THE PERFECT

|| | PICKLES | 7/ % s

This new product is a success. There
have won public favour by sheer

is good profit for the grocer, and once
merit.

a customer tries KO-KO-BUT, you will

have a steady customer. KO-KO-BUT
Prepared from clean, fresh, whole-

some vegetables and pure malt
n vinegar, they have a flavour far
superior to most pickles and a
piquancy none can equal.

is economical. 1 1b. goes as far as 1%

MESS g,y

lbs. of butter or other shortening.

We will help you to sell KO-KO-BUT.

Make a list of your customers, send us

; the names and addresses, and we will
)f They are packed in various sized : send to each one a book of recipes. If
T lever top .bOtﬂeS and stone jars. g you place a small order, to be able to
T .Grocers will find ﬂ:lem an easy sell- é meet the first calls for KO-KO-BUT, we
i ing and profitable line. g will put your name on the cookbook.
n EE Y % This will give your store prominence.
€ THE MANUFACTURERS’ AGENCY CO. Think it over and drop us a line for
y MONTREAL, J. W. Windsor, 22 St. John St. ; further particulars.

ST. JOHN, N.B. S. Cecil Irvine, 48 Princess St. :

a HALIFAX, N.S C. E. Creighton, Bedford Chambers,

BOSTON, U.S.A. General Sales Office, 330 Board of Trade

Building MANUFACTURERS

¢ || IE.&T.PINK| (&

L LIMITED
LONDON, ENG. e\ ——

erage Co.
\hin & Co-
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THE CANADIAN GROCER

Quinquinol

A Stock Food for Horses, Cattle, Sheep, Hogs, Dogs, Poultry, etc., etc., offering you
a good opportunity to build up a strong ‘‘ Stock Food’ business with your country
patrons. We can show you copies of hundreds of orders received for QUINQUINOL,
surely a guarantee of its great qualities. The following speaks for itself :
The American Pure Food Co.,
Montreal. St. Telesphore, Quebec, July, 1911

Gentlemen:—

I am the proprietor of a general store and have used your Quinquinol for my own horses.
Having found it most satisfactory, I wish to sell it to my customers. Please send me four dozen tins,
and if my goods from Hudon and Orsali are not already shipped you can place yours with them.

I am, yours truly, W. LEROUX.

THREE DIPLOMAS GAINED

The only Stock Food awarded diplomas at Three Rivers, Sherbrooke and Ottawa
Exhibitions. Recommended by the Minister of Agriculture.

$4.00 per doz. gallon tins. Retails at $6. Profit, 509

PSP~ ONE DEALER WANTED IN EACH TOWN Uy

We will only sell our goods to one dealer in each town. Are you going to be
that one and have the whole territory for yourself? If so, get in touch right away
as we are booking orders for next spring and dividing territory. We must do it in
advance as we have a large amount of *‘ Quinquinol "’ to turn out every year.

QUINQUINOL IS DIFFERENT

entirely from other Stock Foods. It is packed in tins, and attractive ones at that, so
that no Joss can take place from vermin or moisture. You can‘‘money-back’ the goods
if customers are not satisfied. But we have never had any complaints from dealers.

Register Now. Exclusive Territory means
an Increase in your Spring Stochk.

The American Pure Food Company
MONTREAL

52
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THE CANADIAN GROCER

Buy “The Powder with a Pedigree”

AND STILL THE BEST C 0 o K9 S

FRIEND
BAKING
POWDER

NO ALUM
IN IT

FROM ALL JOBBERS

OR

W. D. McLaren, Ltd.

Montreal

“ An Efficiently Durable Washboard

Recently the enormous increase in the use of sanitary washboards
is conclusive evidence of the advance of Domestic Science.

MIIEAKINS’ SANITARY WASHBOARDS

keep out dirt and the germs that lodge in it.

They are made in one piece, without
any cracks or wood to absorb the filth and
disease that always lodge in the ordinary
kind

Women buy them on sight. Secure
a stock to-day. Anexcellentprofit is assured.

No Dirt |
Can L(})‘dge
in the
J  *All-Metal” S \

Meakins & Sons, Hamilton, Ont.




THE CANADIAN GROCER

LOOR OVER YOUR STOCHKS

Don’t you think that there isroom in your store for a few packages of the following
high-class goods, which have just arrived per S.S. Bellona and Jacona:—

50,000 Boxes A. Garofalo Macaroni

825 Cases Orsi Tomato Paste 250 Cases Italian Tomatoes
1000 Cases Yergine Brand Olive Oil 100 Cases String Beans, Fine

250 Loaves Gorgonzola Cheese 150 Cases String Beans, Extra Fine
100 Cases ltalian Peas, Fine 300 Cases Romano Cheese

150 Cases lItalian Peas, Extra Fine 140 Tubs Reggiano Cheese

We never receive any complaints from customers concerning quality of goods, or with

regard to delivery. We always give satisfaction, and you may rest assured that the
smallest order will receive our utmost care, just as if it were a large one.

We have something special to offer you just now.

Fre ) hoeles

WRITE

TORONTO MONTREAL
SPECIALISTS IN ITALIAN PRODUCTS

“BANNER” {ii! LANTERNS

First in First in

Workmanship Sales

On Account of theljExperience On Account of the Experience

of the of the

Makers Buyers

The Ontario Lantern and Lamp Co., Limited

Head Office and Factory, HAMILTON, ONT.
Montreal Branch, 30 St. Dizier St. Winnipeg Branch, 56 Albert St.

b4
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THE CANADIAN GROCER

By Special
Appointment

to His Majesty
King George V.

AT

Established 1817.

Granola
Digestive”

(Regd.)
; © @
All varieties of the high-class Biscuits manufactured
by this old-established and widely known Scotch

Firm are now being regularly imported and can be
supplied in all parts of the Dominion.

SAMPLES AND FULL PARTICULARS FROM
SNOWDON & EBBITT,
NEWTON A. HILL,
MASON & HICKEY, 287, Stanley Street, Winnipeg.
The STANDARD BROKERAGE CO.,

852/864, Cambie Street, Vancouver, B.C,

325, Coristine Building, Montreal.
25, Front Street, Toronto.

Biscuits may be
grouped into two

general classes -

FOOD Biscuits and
FANCY Biscuits; but

“Granola
Digestive”
Biscuits

possess the whole-
some nuiritive
qualities of the
former with all the
appetising attractive-
ness of Fancy

. . .Biscuits .

thus
specially suitable

They are

for general house-

. . hold use

Biscuit Manufacturers,

Glasgow and London.
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THE CANADIAN GROCER

Remember my face;
you’ll see me again !

A STRONG
ADVERTISING
CAMPAIGN

Using Newspapers, Bill-
boards, Street Cars, and
House to House Distribu-
tion, is now beginning in
Canada for

EDWARDS
oo € OUP

a product immensely popular all over Great Britain. The
makers, Messrs. Frederick King & Co., Limited, of Belfast, Ireland,
are introducing it into Canada in such a vigorous way as to create
a widespread demand for it almost at once.

Three kinds, Brown (made of best beef and fresh vegetables),
Tomato, and White (both vegetable). Retails at Sc. a package
and in canisters at 15¢. and 25c.

We will be glad to send you a sample
of each kind, with wholesale prices. By
stocking up now you will identify your
store with a product that 1s sure to be a
“best seller.”

DISTRIBUTORS :

W. H. DUNN, 396 St. Paul St., Montreal
W. G. PATRICK @ CO,, - Toronto
W.H

. ESCOTT @ CO,, - Winnipeg

56




THE CANADIAN GROCER

The Swallow Brand

(Hirondelle)

ALIMENTARY PASTES

Bill-
and 1 :
=Ty HE brand is the best be-
L ek cause the best elements
g unite 1n 1ts pr()ductlon--—the
result being the height of
perfection from every pos-
sible standpoint.
There’s Worth in Qualit
The
land,
i 4 HE “SWALLOW"” BRAND proves the
MaLs worth of its quality. |Manufactured with
the best quality of Canadian flour—the best
in the world—with the most modern ma-
)lCS). chinery, in the best equipped mills, and under
aoe the management of experts, it fears no com-
G b petition as to quality and freshness from the
imported article.
Lo Vermicelli, Macaroni, Spaghetti, Ma-
mpilc caroni short cut, Small Pastes.
B~\ Assorted Egg Noodles of the “Swallow”
your Brand are great favorites. Try them. You
be a will appreciate their exquisite taste.
Sold Anywhere: Liked Everywhere.
e THE C. H. CATELLI COMPANY
t LIMITED
onto
lipes MONTREAL CANADA




THE CANADIAN GROCER

I STORAGE IN OTTAWA

Two Warehouses
No. 1, G.T.R. No. 2, C.P.R.

70 thousand square feet floor space. 30 thousand square feet floor space

Modern Warehouses. Fireproof. lLargest Business in
Ottawa Valley. Low Insurance Rates.

Direct Connection all Railways. Tracks to the Door.
Convenient to Steamers. Centrally Located.

EXCISE BOND FREE

WRITE FOR LOW RATES

Dominion Warehousmg Co., Ltd.

46-52 Nicholas Street, OTTAWA - - J. R. Routh, Manager

_—

H.P. PENNOCK & CO., Limited

WHOLESALE GROCERY BROKERS AND COMMISSION MERCHANTS
WINNIPEG

Windsor Salt, We Han dle Molasses,
Teas and Coffees, Only Salmon,

Dried Fruits, Herring,
Spices. The Best Etc., Etc.

WHOLESALE TRADE VISITED DAILY

(Morning and Afternoon)

- OFFICES :
Correspondence Solicited. BANK OF TORONTO BLDG.




TIIE CANADIAN GROCER

( Every housekeeper who has
tried the different brands of
Flour sold 1n this country
knows that there 1s actually
nofie & good as PURITY.

{ This may seem a very strong
claim to make, so don’t take our
word for 1t Ask the good
housekeepers who have tested
various kinds—they will tell
you.

{ We have never been better pleased
with the things we hear said about
PURITY than we are at present and
we expect this year’s sales to surpass
all records.

Western Canada Flour Mills Co., Limited
Head Officc: TORONTO.

MONTREAL ST. JOHN OTTAWA GODERICH WINNIPEG
BRANDON VANCOUVER




prperee

e

P -

A

po——

B s eummammacis
At

-

SR - e

oy e o s

o At

v e s . L el M b

THE CANADIAN GROCER

Fall — Make Your Candy Tr

You have either read or will read in this number of the
success other merchants have met in the handling of con-
fectionery, and right here we want to impress upon you one
important fact, and that is YOU CAN DO THE SAME.
But you must have the right lines. You must patronize a
house that can supply you with something new all the time.

We have every facility for doing so.

Maple Specialties Are Now Seasonable

CRYSTALLIZED MAPLE GEMS. MAPLE HEARTS.

THE PROFIT
PLEASES YOU
THE CANDY

PLEASES ALL

They are ‘‘gems’’ all right. A dainty, delicious confection, Each a ‘“mouthful of Maple.”” Have a ‘““heart’ which is
with the Real Sap Flavo.. Something new in the candy worth winning. The many repeatorders received testily to
line and a regular winner, their quality and prove thai they are fast sellers.

Packed 18 Ibs. to the Pail. Price per Pail, $2.70 Packed 18 lbs. to the Pail. Price per Pail, $2.40

Maple Syrup and Maple Sugar

Right from the Sugar Orchards of the Eastern Townships. Put up in Attractive Packages,
Hermetically Sealed. Ready for shipment under the following well-known and popular brands:

MAPLE SYRUP TWIN BLOCK MAPLE SYRUP

SILVER SHEAF BRAND. DIAMOND BRAND Again proving that we are the people with the ‘‘new”’
lines. We originated this line. Others imitated, but we

.
SHANTY BRAND don’t mind. Ours are easily known by their quality and

assure you satisfied customers’ repeat business appearance. Could be picked from a crowd.

All Wholesalers’ Salesi:ien
You have only to mention our Lines.

SUGARS & CANNERS,

He
hu
all

MES

arry O
The
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Irade A Sure Thing <Xmas

After your last Xmas trade was over and finished with, you
no doubt realized you could have sold more of such a thing

had you made the necessary arrangements.
missed some candy trade.
classy lines of specialties.

will not have to “ go down the street”

PREPARE NOW.
Let your customers see that they
for their confectionery.

We feel sure you
Feature our

The extra profit will swell your bank account.

One of our Leading Lmes, “MIKADO MIX?”

You need no fancy or
expensive showcases to
display this line. Look at
the dainty packing.
Bound to attract attention.
Choice and delicious.

Here are samples from
hundreds received from
all over the Dominion:

MESSRS. SUGARS & CANNERS, LIMITED

MONTREAL
Please ship at once
1 pail Maple Hearts, 18 Ibs. - - $2.4p
1 pall Crystalhzed Maple Gems,
PR E R S 2,70
1 wan Maple Buttons, 20 lbs., - 2.40

1 ¢ s Walnutine Blocks, 30 blocks 2.00
1c/'sPure Twin Block Maple Sugar 3.60

1 ¢/s Maple cream Blocks 30
blocks - - 2.00

OLD-
FASHIONED
CHOCOLATES

arry Our Lists.
They will be pleased to book your order.

IMITED, MONTREAL

NO CHARGE FOR PAILS
8 1-Gross Boxes---1 Case

Really superb. Absolutely
free from sugaring. Well
mixed, jellies, creams,
peppermints, fancy rocks,
etc. In 32-1b. pails. Cost
you 8lclb. A fair profit
on an Al line.

Make Up a Trial Order
For Your Jobber

MESSRS. SUGARS & CANNERS, LIMITED

MONTREAL
Please ship at once

1 pail Nutty Creams, 17 lbs - $2.40
1 pail Fruity Creams, 17 lbs. - - 2.40
1 pail Mint Buttons, 17 Ibs. - - 2.20
8 J-gross boxes, Gross Goods,

new lines - - - - - - - 1.05
1 pail Victoria Chocolate Drops.

32We.- - = mimasl eila 4.16
1 pail Mlnto Mix, 32 Ibs Jellies

and Creams - - w272
1 pail Mikado Mix, 32 Ibs. N ]

Something for the mother
to bring home to the kid-
dies, or something that the
kiddies will make the
mother buy. Cheap, pure
and profitable.
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There’s no Standing Still in Business

It’s lines like H.P. SAUCE that make for progress.

Good Value, Good Profit and Good Advertising-—some of you are wix ¥ on . BI0 MoTs.
doing great things through H.P. Sauce. Now how about you? LGB, WaRNoP galiar i,

¥+ oWt

KEEP OFF THE SICK-LIST

by taking a dose or two of

MATHIEU’S
SYRUP

OF TAR AND
COD LIVER OIL

if you have a chill or
have been exposed to
inclement weather.

And when you've
seen its effects you will
recommend this very
excellent remedy to
your customers.

Every household
should have a bottle
handy.

J. L. MATHIEU CO., PROPS.

SHERBROOKE, P.Q.
Mathieu’s Nervine Powders

are another useful remedy.
Not only are they an un-
equalled headache and neur-
algia cure )put they are
invaluable to check a fever
and stop the ache of bones
and chest which comes with
a heavy cold

Freight Saved
for E. T. Grocers

Buying from us you can save freight, as our prices
are the same as those of wholesalers in larger cities.
Make us prove this. Send us a trial order for
such lines as:

Dried Fruits
Canned Goods

Onions, Vinegars
Pickles

Our range of groceries contains all standard brands.
Everything guaranteed. Now is the time to order
Goods which must be shipped before frost sets in.
We also handle a full line of Flour and Feed.

WRITE FOR SAMPLES AND PRICES

C. O.Genest . Fils

Sherbrooke, Que.

New PEAS with mN1)

(Farrow’s

in Cooking Nets ‘%<’ FARROW’S

the year, if you buy

them from fresh garden peas

directed.

You may have new peas ¢ Patent "at’
now, or at any time of

. are the finest early green peas, gathered at the beginning of the season when peas
Farrow’s “Patent Net” are sweetest, u..,m’:‘i“d(-r and delicious. Our process preserves ALL their natural

Peas and cook them as fiavour. When cooked they are 80 delicious and tender that you cannot detect

10 cent N ides liberal portions for 8 1 eople. Farrow’s * Patent Net”
s e \ell‘c‘;:::g';ir:xltmh “‘:’"r“‘ll. absolutely pure, free from all preserva-
tives and colouring matter

The grandest 10 cent line the Old Country has ever sest us.

LRGN TS

They are very easily cooked and remarkatly cheap

CANADIAN AGENTS:

W. G. Patrick & Co., 77 York Street, Toronto,

T. A. MacNab & Co., Cabot Bldgs., St. John's, Newfoundland.
> W. A. Simonds, 59 Union Street, St, John, N.B,
Ruttan & Cha; , Fort Garry Court, Main St,, Winnipeg
Rose & lﬂq 400 St. Paul St., Montreal.

1~

"}

C. E. Choate & Ce.Pickford & Black’'s Whart, Halilax




A. C. LANDRY

Qte. Flavie Station

Quebec

WHOLESALE
MERCHANT

SPECIALTIES IN

GROCERIES,
FLOUR,
GRAINS

AND

PROVISIONS

tion this paper.

i CANADIAN GROCER

When writing advertisers kindly men-

Symington’s Soups

are so easily sold; they give you
a good profit and bring re-

peat business. Let us
send you samples---
also ask for the
special intro-
ductory
offer.

W. SYMINGTON & co.’ Ltd., Mark&tﬁﬂ:;horo

Frederick E. Robson & Co.

25 Front St. E.
TORONTO

25 Pender St.
VANCOUVER

Opperheimer Bros, ‘

Scott, Bathgate & Co.

Notre Dame St.
WINNIPEG

ITHE SIGN OF PURITY

BRAND Imponal Vineess

Tartan Bran

Teas, Coffees, Spices, Extracts, Baking
Powder, Canned Fruits and Vegetables

Salmon and Sundries. Every tin and package guaranteed.

wagStaffﬂ’S Jams, Jellies, Marmalade.

Phene 3595. Exchange to all departments.

The above lines are fully guaranteed
for quality, appearance and sale.

lLBAU‘()IJI!, SMYLE & CO., o HAMILTON

63
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THE

OMBINED SAMPLE CASE AND

C I'RAVELI .!F\I. BAG Carries

appare! or large samples

1" ependen ompartment, anc

samples in botton Nature of business

1 « iled un ¢ re line 1s spread
¢ before buve

BAGS MADE TO ORDER

or furnished from stock, to carry and display
Confectionery, Cracke

rs, Biscuits, Teas and
Coffees, Groceries, Seeds, All Package or
Botiled Goods, Soaps or any line of
samples w soever

CANADIAN GROCER

- NY LINE OF SAMPLES or por-
N : . - A i
aai ) tion of same quickly, effectively,
p) and attractively displayed, and
- as instantly covered up. Trays extended
/. one or more at a time, or altogether,

L as you choose.

sy

DN EC Y T 3 L dP |
1808

“DIFFERENT” and only catalog ot its
kind, describing “OUR BABY" and g6 other
styles and sizes of Bags, Cases, 'Scopes,
etc., also Fishing Tackle Bags, '‘One

v Nece 22 g ‘e » Piece” Fi .
“Our Babyn No. 1 ’l e Le sl‘hu and “One Piece” Fibre
I'raveling Bags.

CATALOG GLADLY SENT FREE ON REQUEST

KNICKERBOCKER CASE CO. Specialists and

Fulton and Clinton Sts. ESTABLISHED 1900 Chicago, U.S.A. O”glnal DCSlgnel’S

A WATER
COLOR FOR
PEN or BRUSH

Prices as follows:

Quarts Pints 2 oz.
Black $1.25 70c 15¢
Red $125 70c 15¢
Blue $1.25 70c 15¢
Green $1.25 70c 15c¢

Established 1825.

DAVIDS’

Recommended and Used by Prominent
Card-writers as a Rapid Drying, Lustrous

Write to our Canadian Agents for prices on Red Sable Brushes and Text Writers’ Stub Pens.

THADDEUS DAVIDS CO.

BROWN BROS. Ltd.,, TORONTO, Ont.

READY FOR
USE—IN ALL
COLORS.

Prices as follows :

Quarts Pints 2 oz.
Violet $1.25 70c 15c
Yellow $1.25 70c 15c
White $1.25 70c 15¢c
Gold.2oz. bottle for25c.

A Water Color. Ready for Use.

For use with Brush, Steel Stub or Shading Pen. Extra glossy, strong bright colors. For making Show
Cards, Advertising Signs, Price Tickets, etc.

CANADIAN AGENTS: New York, U.S.A.
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THE CANADIAN GROCER

“PRIDE OF CANADA”
p and Maple Sugar

R

.-\."","

“Absolute Purity”

The Judgment and Verdict

The consumer passes final judgment, remember, on all
the goods you sell and you no doubt want the verdict to
be satisfactory.

“Pride of Canada”
MAPLE SYRUP AND MAPLE SUGAR
never causes any dissatisfaction, because the experimental
stage is passed and we have gained a trivmph.

Its purity is established. Examine the Government
Bulletins---the best means of verifying our statements.

No c}zarges of adulteratl‘on ever laid at our door. A
unique honor.

4 5 o @ s A
IBECH B bt o/ Bl b o W/ 7 s G A s

YOU CAN FREELY RECOMMEND

“Pride of Canada”
The Maple Tree Producers’ Association

LIMITED

58 Wellington Street, Montreal

512 Dundas Street, Toronto

WHEN YOUR GOODS ARE PURE YOUR TRADE IS SURE

N
x||“h. |

|
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BISCUITS

from the Old Country

Notice to Grocers and Stores in Canada

M°VITIE & PRICE

are now sending regular supplies
of their biscuits to Canada.

When you sell McVITIE &
PRICE’S Biscuits you are supply-
ing your clients with first-class
goods noted for their excellent
quality and absolute purity.

All goods packed in hermetic-
ally sealed tins.

AGENTS : Manitoba and Saskatchewan
RICHARDS & BROWN, James Street, WINNIPEG

Ontario and Quebec:
W. G. PATRICK & CO. T TORONTO

in filling all orders on given time.

by sending orders early.

larger this year.

THE ROCK CITY TOBACCO CO.

QUEBEC

Special Announcement

Owing to a considerable increase in our business during the past few years,
evidence of the popularity of our lines, we have experienced no small difficulty
We are out to give you the best possible
service, and to have your goods with you without any delay. In order to
effect this we must have your co-operation. You can assist us considerably

MINING CAMPS AND LUMBER CAMPS

Please let us have your Fall orders for

KING GEORGE'S NAVY SMOKING |
MASTER MAsON chEwING | 1 OBACCO

at the earliest possible date. The demand for these lines is very much

" ATIO"!S The dainty, delicious

dessertsold by leading

0“81‘ Ann grocers from coast to

coast, and always in

POWDER =

& Egg Powder ABETS:
Ayre & Sons, Ltd.,
St. John's, Newfoundland
F. Coward, Toronto
(For Ontario)

6} The W. H. Escott Co.,
Winnipeg, Man,
McKelvie, Cardell, Ltd.,
Calgary, Alta.
Distributors, Ltd.,
Edmonton, Alta.
W. H. Malkin, Ltd,,
Vancouver, B.C.

5-CENT PACKETS
HALF-POUNDTINS
ONE-POUND TINS

Sample free by post.

WINNIPEG

AT

" AR
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Dried Fride lex

lts all Particular People

Moonshine | PIrRvSEr s

FROM THE LAND OF SUNSHINE

Will Satisfy.

This Mark on Every Box
Place Order Now for
Fall Delivery

co F F E E All First-Class Jobbers Handle

I ————————SS L T S

Grocery Profit Insurance

q You can get Insurance against many losses,
but none to prevent loss of profits.

//, e ////

Advertise

The Fact

that you sell “PURITY” SALT. Itisa
sure sign that you are pleasing your
customers. Your customers can buy
staples in any store, but they will go
a long way to get a high-grade table salt.
The people will have “Purity” Salt,
therefore we say, stock this quality article
and make known the fact you have it
for sale and watch how rapidly it sells.

(] The best profit insurance is a stock of
salable goods; most of the losses result from
“dead stock.”

( HEINZ PURE FOOD PRODUCTS are
the kind of goods that are “Safe to Buy ™ and
“Safe to Sell,” because always salable.

(] The 57 Varieties are every one guaranteed
Pure and guaranteed to please, or money back.
You take no chances when stocked with
reliable brands that are advertised and backed
by their makers.

THE
WESTERN SALT CO., Limited

Mooretown, - Ontario |

H. J. HEINZ COMPANY

New York Pittsburgh Chicago London
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Is Mrs. Smith baking cakes this week?

If so, she will want some candied peel, but not the sort that turns hard and dry when baked. She wants the

kind that keeps its rich, juicy flavor after cooking— the kind made by

John Gray & Co., Ltd., of Glasgow, Scotland

John Gray’s Candied and Drained Peels are cured thoroughly—our hund:;ed years’ experience has taught us
how—and they retain their flavor when cooked.

Mrs. Smith will thank you for recommending this good peel, it will make her cakes taste twice as good.

Prices from

Agent for Maritime Provinces, Quebec, Manitoba, Saskatchewan and Alberta: W. H. DUNN, 396 St. Paul St.,
Montreal; Toronto: LIND BROKERAGE CO., 73 Front Street East; Ottawa: E. M. LERNER & SONS,
11 York Street; British Columbia and Yukon: KIRKLAND & ROSE, 312 Water Street, Vancouver.

CONCORD “EUREKA™

Canada’s Scientific and Sanitary

Norwegian Sardines | | REFRIGERATOR

will bring satisfaction and profit to every Grocer

i There are more =g

handling them, because they are highest quality

goods, backed by a guarantee appearing on Eureka Refrigerators
ea tin in_use_in Canada by

Butchers, Grocers,
Creameries, Hotels,
Restaurants, Hospi-
tals, Public Institu-
tions, etc., than all

other patented Refrig-
g erators combined. g

Only the finest, freshly-caught autumn fish
and the purest olive oil are used, all hard, tough
fish being rejected. 24 to 28 fish go to a tin, and

they are mild cured and not too much smoked.

The demand for these high-class sardines

1s steadily increas-

mg, appreciation of

heir quality being The sbove is the strongest guar-

thereby shown. antee of an article’s superlor
merits.
Are you handling

o CONCORD?F Or-

WRITE FOR CATALOGUE
AND PRICES.

dertror rwhole-

4
<G saler TO-DAY.

©
€lan Coanv®

Eureka Refrigerator Co.,Ltd.
R. S. Mclndoe, Toronto. Watson & Truesdale, Winnipeg. 54 Noble Street 24 TORONTO

A. H. Brittain & Co , Montreal. W A. dimoods, St. John, N.B.
Radiger & Janion, Yancouver and Victoria, B.C.

Montreal Representative
| JAS. RUTLEDGE - Telephone St. Louis 3076

¢

g SYMINGTON'S COFFEE ESSENCE (’/2

your most discriminating custcmers. It is prepared from the

choicest Coffee, and is the only Cofice Essence that retains the flavor and
fragrance of the Cofice Bean. Its economy and handiness make it in-

pcnsable to every housewiie.

Thos. Symington & Co., Edinburgh and London

AGE] rs. W. B. Bayley & Co., Toronto. Quebec—Messrs. F. L.
i Winnipeg—Messrs. Shallcross, Macaulay & Co.

ITS ‘— Or -
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THE CANADIAN GROCER

Unless we ourselves were

thoroughly satisfied that
‘“Beaver’ Brand fancy
quality and “W. Abel”
Brand standard quality
raisins were all that the
packers claim, we would not
have temerity to offer you

these

Valencia Raisins

But we are convinced that
in offering these brands for
your consideration, we are
placing before you fruit that
for quality and uniformity
of packing, are absolutely

unsurpassed. Put up by

the reliable firm

Mahiques, Domenech
& Co. - Denia, Spain

Jose Segalerva

Malaga, - Spain

For several years we have
been advising you to specify
this brand when ordering
Malaga Table Raisins. Be-
cause our sales have in-
creased enormously we
know that our suggestion
has been followed by a
greaternumberof merchants
annually. Now, these

Malaga Table

R B
aisins

must be what we have re-
presented them to be, year
after year, else this could
not be. There must be
growing a warranted con-
fidence in the brand. These
raisins assuredly meet all
requirements—quality, price
and package.

STOCKS SHOULD BE IN
YOUR POSSESSION NOW

TRADE MARK

Limited

Rose &Laflamme

Montreal - Toronto

—
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LAFAIRBANK X
S0APASURETY

GOLD DUST

saves work for your customersby its cleansing power, and
GOLD DUST advertising saves work for you by its selling
power. One is as searching as the other—just as GOLD
DUST itself goes into every nook and corner of the house-
hold after dirt, GOLD DUST advertising goes into every
corner of the country after customers and sends them to
your store.

MADE BY

THE N. K. FAIRBEANK COMPANY, MONTREAL

1

B

Mr. Manufacturer:

But you will need someone to do the
ploughing, seeding and harvesting. J

WILL YOU LET US ASSIST YOU?

Years of experience here, and exceptional facilities for introducing your
goouds, make us your logical representatives.

Only firms of the highest standing represented.

i T. A. Macnab & Company !

Manufacturers’ Agents, Commission Merchants, Importers and Exporters

|

|

{

Sz Mt S, ST. JOHN'S, NEWFOUNDLAND $ainrb S st st l
|

‘The Field is Yours”

Private, Warehouse : Tessier's Wharf.,

70
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SIMCOE BRAND
BAKED BEANS

are everywhere admitted to be
first in quality, because of the
great care taken in the selec-

tion of beans and spices. Long experience, perfect
equipment and close observance to rigid sanitary
conditions, have all played a part in gaining the
confidence and support of the best trade in Canada—

AND THAT TRADE IS OURS.

Have you seen the new style package “Simcoe” 3’s
Family Size? A larger tin at a lower price. A
nourishing meal for an entire family for 10c.

It will pay you to stock Simcoe Brand Baked

Beans.

Send for our pamphlet on
Valuable Hints on Storing

Dominion Canners, Limited

Hamilton,

Pays in first profit and in holding trade.

Canned Goods.

Canada
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System in Keeping Oils
Brings Increased Trade

The most rigid, cleanly methods must be adopted nowadays to make
storekeeping a success. Is it not right that the public patronize a grocery
where cleanliness is first thought—wherein lies the store’s success?

Oil improperly cared for in a grocery will make itself a menace to

that store's success, but if stored in a

SELF-MEASURING OIL STORAGE SYSTEM

the disagreeable odor is entirely eliminated; at one stroke it will dis-
charge a gallon, half-gallon, quart or pint, guaranteed measure, directly
to your customer’s can, without the use of filthy measures or funnels.

The Bowser Anti-Drip Nozzle shuts off the flow of oil as soon as

pumping ceases. The Bowser System is guaranteed evaporation
and leak proof.

The variety of sizes and styles will enable you to suit yourself in
price. Ask us for Booklet 5 and be convinced of the genuine saving of
time and money we can effect you by its installation.

S.F.BOWSER @. CO., LTD., 66-68 Fraser Ave., TORONTO

You Have But to Stock!

We are telling the public in convincing language
in newspapers, large bill-boards, attractive cards in
street cars, of the wonderful cleansing and disinfecting
properties of

&G

LAWRASON'S

SRMNITEL W Snowflake Ammonia

That LAWRASON'S SNOWFLAKE !
AMMONIA equals in power any ;

similar powder on the market You have but to stock. We have created the de-
11i f i i ice. : 1c1
e oot bicn s mand through our extensive advertising. The goods are
per giant j H
o, paskugs, SC. solid wherever used. Ask somebody who has used :

| Lawrason’s.

The giant package for 5¢ makes it a wonderful stock—you don’t have to SELL—
you have but to STOCK—it will sell itself.

S. F. LAWRASON & GO., London, Ontario.

72
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The name Royal Shield is synony-
mous of purity and excellence.

We aim to keep the quality up to
the high standard set ourselves.

The Grocer appreciates this as he
does the fact that Royal Shield Brand
stands the test and invariably satisfies
his trade.

“ROYAL SHIELD” g _ Jelly Powders,

Teas, Coffees, VNN RARES Baking Powders,
Extracts (U im— l Etc.

The reputation they enjoy makes
them saleable the year round and
as they are good proﬁf makers they R TR AT
are the goods the retailer can push
to advantage.

Your orders solicited direct or to
any of the branches will receive
prompt and careful attention.

Gampbell Bros. & Wilson, Limitei

9 WINNIPEG
CAMPBELL, WILSON & HORNE, LIMITED, CALGARY
CAMPBELL, WILSON & SMITH, LIMITED, REGINA
CAMPBELL, WILSON & ADAMS, LIMITED, SASKATOON
CAMPEBELL, WILSON & HORNE, LIMITED, LETHBRIDGE
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RICHARDS & BROWN
WINNIPEG

Our New 20,000 sq. ft.
Home Recently Warehouse
Opened. Space.

This new and spacious warehouse is at your service. )
Do you want to take advantage of our splendid equipment, our experience and
progressive policy? If so,

LET US HANDLE YOUR BUSINESS

Six salesmen call on retail trade every thirty days in MANITOBA and
SASKATCHEWAN.

We handle merchandise direct from manufacturer to retailer, and work on
close margins consistent with our large turnovers.

STRAWBERRY JAM:

A scarce commodity, but we are in a position to quote CHIVERS' in ones,
twos, and fives, and guarantee delivery.

TOMATOES:

We have four thousand (4000) cases unsold. Write us for prices.
PEAS:

We are short of domestic, but would recommend a good ITALIAN PEA
in 1-1b. tin, or Marrowiat in 1-1b. bag.
FISH:

We have just received car from Moir, Wilson & Co., Aberdeen, of Herring
in Tomato, Kippered Herring, Finnan Haddocks, Smoked Haddocks and
Fresh Herrings—nothing superior is packed.

Some of the well-known houses we represent:

RIDGWAY’S---Tea, Coffee and Cocoa. McVITIE & PRICE---Biscuits. CHIVERS---Jams and Jellies.
HOLBROOKS, Ltd.-Sauces, Picklesand Sardines. CANADA PRESERVING CO.-lams, Mince Meat and Catsup,

GOOD TRACKAGE FACILITIES.
RICHARDS & BROWN, - - . - WINNIPEG.

AT TR
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Canned Products of Exceptional Merit

Lasso Tomatoes
are
Reliable.

There are no other brands on the market with higher reputation
for absolute purity of materials and delicious flavors than Lasso
or Highlander Brands possess.

Lasso Apples

All Winter Stock—Pure White

Highlander Tomatoes
are

High Quality Stock

You can sell these popular pro-
ducts to nine customers out of ten if
you tell them the truth about Lasso
and Highlander Brands. The truth
is this:

Lasso and Highlander products are
made exclusively of the high grade
constituents of the choicest and ripest
fruits of Ontario’s best fruit district.

Packed in sanitary cans without

solder or acid, add to their exception-
ally good keeping qualities.

Church Bros.

Picton, Ont.

( Pri

nce Edward
County

After you have sold a customer
her first can of Highlander or Lasso
canned goods you can rest assured
she will bring you her repeat orders.
They make fast friends with all who
want highest quality combined with
perfect cleanliness.

Drop us a card for prices
and samples.

J. B. Orser

Bloomfield, Ont.

e

e

e
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Success Brings Success

Owing to the heavy increase in our business all
over Canada this year, we have opened two new
branches in Vancouver, B.C., and Winnipeg, Man.
This gives us a much better opportunity of looking
after your interests. Every agency has shared in
this increase. Our offices and sample rooms are
located as follows:

Head Office, 77 York St., Toronto, Ont.
454 St. Paul St., Montreal, Que.
110 James St. E., Winnipeg, Man.
16 Hastings St. E., Vancouver, B.C.

Are you interested, as far as you've gone? We devote our individual attention
to the Import Business, and represent only the most reliable and highest grade

producers of their various lines.

Your Interests are Our Interests

With our large connection in all Foreign Countries we are able to give you the

best prices obtainable. We can supply you with several Xmas Specials. (See
Opposite Page)

"

Another New Agency — We
have been appointed agents for

Edwards Desiccated Soups

Our first car sold out in one week. Another car is now on the way.

Write for Samples and Prices

W. G. PATRICKR @. CO.

IMPORTERS

Toronto Montreal Winnipeg

Vancouver
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saew. . Shelled Walnuts

Order * itz ™ Early

Look Through our List of Specials and Order Now for Xmas

Almonds
Brazils 2 Crown
Cashews 3 Crown
Filberts 4 Crown
Persico Kernels 5 Crown

Pignolias 6 Crown
Pistachio Nuts Jordan

Pecans Majorcas
Peanuts A C M E Blanched
French Fruits Extracts
Crys. Cherries BRAND REGISTERED Ginger in Jars

Glace Cherries Gelatine
Turkish Delight Canned Peas
Cocoanut Cofiee Essence
Lion Macaroni Cerebos Salt
Famous Mustard Crossed Fish Sardines

Malt Vinegar H. P. Sauce
Olive Oil

We are Agents for /AGME\ Canned Goods

BRAND REGISTERED

WRITE FOR PRICES

W. G. PATRICR & CO.

IMPORTERS
Toronto Montreal Winnipeg Vancouver
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THE PRIDE OF THE KITCHEN

is generally the stove. You can both please and satisfy your customer by supplying

JAMES DOME BLACK LEAD

A Stove Polish that will give absolute satisfaction all the time.

Pays a Good Profit Gives Great Satisfaction
W. G. A. LAMBE & CO., Canadian Agents, TORONTO

P THE® |
SYSTEM

is the only Complete Line of Modern
Grocery Fixtures Manufactured in
Canada.

It affords the best-known facilities
for handling a grocery stock of any size

and displaying that stock to the best
advantage.

Three Lines You Should Know
A *“Walker Bin” Outfit will put and lntroduce to YOIII'
new life into your business, and the cost

will be small compared with the results CUStomers

that are bound to follow. Tone up your stocks of Condensed Milk by adding these

three lines—New Ones and Good. They will bring you new
customers and quick returns.

Write for Illustrated Catalogue
‘“ MODERN GROCERY FIXTURES"”
and let us give you an estimate.

St. George Evaporated Milk, 4 doz. in case, $3.35
Princess Condensed Milk, 4 doz. in case - $3.90
Banner Condensed Milk, 4 doz. in case - $4.40

Order from your wholesaler or direct from the factory.
Walker Bin & Store Fixture Co.

Delivered in 5 case lots to any point in Ontario or East to
Hulifax.

LIMITED
REPRESENTATIVES:—

Masitob :'..:‘.‘1 dale, Winaiped, Has.

Setutshonss ol Shests: 3. 6. 0000 . Berlin, Ontarie

Meotreal: W. 8. Silceck, 33 St. Nicholas Street .,- MALCOLM m SON

ST. GEORGE - .

ONT

The RETAIL GROCER makes considerably more money
selling JAPAN TEAS and can unhesitatinglv assure his

customers that they are absolutely PUURE and give better
general results.

JOBBERS, kindly ask our Agents for samples
of New Crop on hand of all grades.

FURUYA & NISHIMURA
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These Advertisements are Working for You

From Halifax to Vancouver, up and down, the length and
breadth of the country, you can see “Cowan’s Perfection
Cocoa” advertisement in the Newspapers, on the fences and
in the Street Cars. We are demonstrating at exhibitions,
handing out samples, novelties, beautiful store cards and
hangers, to build a trade for Cowan’s Perfection Cocoa.

Are you making the most of this advertising? Are you keep-
ing our goods where pecple will see them, and know you have
them? Owur advertising is bringing new customers to you.
Why not help us and at the same time increase your own
profits by helping your customers decide in favor of Cowan’s?

THE CowaN CoMPANY, LIMITED
TORONTO
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L&B

Banner Brand Jams and Jellies

With this brand on your shelves you

have an unequalled quality article to

offer your customers.

Put up in attractive pails,

Guaranteed to contain nothing but pure

very handy when con- |
fruits and best granulated sugar.

A POPULAR PRICED LINE

tents have been used.

Lindner & Benner, Toronto

Western Agents---Laing Bros., Wholesale Grocers, Winnipeg

R. Up-to-date Grocer, your ambition is (or should
be) to install an Electric Coffee Mill.

When you do—get a good one, as
good as you can afford.

If it's an ‘‘Enterprise’’ it will be
backed by the oldest and largest manu-
facturers of these goods in the country.

Note the style illustrated. The
grinders are connected direct to the
shaft of the motor. No belts or gears to
litter up the store and make it look like a
machine shop and fewer paris to wear.

Perhaps you’d be glad to look over a
catalog of electrically driven Coffee
Mills, Meat Choppers, etc. Glad to send it.

The Enterprise Mfg. Co. of Pa.

PATENTED HARDWARE SPECIALTIES ¥
Philadelphia, Pa., U. S. A. i

21 Murray Street, New York 544 Van Ness Avenue, San Fraacisco i
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Increase Upon Increase
Are You Sharing ?

‘, A perusal of the following figures will show how wonderful
i has been the growth of “SALADA” sales for the first 43 weeks
of 1911 over the same period of 1910. 852,913 lbs. increase is
a record wunparalleled in the history of the Tea Trade.
7 It points the way to success for you.

The following figures show our increases and decreases in each
week this year compared with the corresponding week of last year.

Week ending Jan. 7, Increase— 14,774 lbs.

Total Increase 908,319 ‘‘ Decrease 55,406 ‘°
Less Decrease 55,406 ‘¢

Net Increase 852,913 lbs.

14, £ =28,016 *‘*
_lt " ‘“‘ 21, ‘é =21,414 ‘6
‘" " ‘. 28’ ‘' — 5,953 ‘'
e 5 Feb. 4, Decrease — 2,910 lbs.
‘e “ “. 11 ‘e 33,483 **
» ” “ 18, ‘ — 6980 ‘
‘ o «“ g5 ‘e — 4086 *°
o ‘“  March 4, e = 1,692 °
" LR ‘" 11, “° :46,956 6
‘s ‘" ‘s 18’ e =23’563 L)
‘e ‘““ s 25' LR} :24'467 L
e i April 1, o — 16,043 **
g b 4 8, Decrease — 7,137 **
‘" ‘" ‘" 15' ‘" 294’705 “‘
““ LR e 22, ‘s :73’090 ‘"
‘o ‘““ 66 29' ‘e :24,173 ‘"
sy xs May 6, 2 =33,001 “*
o i iy - 3 Decrease — 28,366
‘" ‘e ‘e 20' “ o 920 ‘s
‘o ‘o “ 27’ ““ :12,790 ‘e
< i June 3, e — 32,631 ‘¢
. ‘e “ 10, ‘e — 40396 ‘¢ ;
‘ ‘e “o17, ‘ — 6435 i
““ ‘e 66 24' ‘e :43,395 ‘e :1 b
€ £ July 1, ke I jogio e Fie
o o ! Decrease — 11,840 ** il
T ‘6 ‘s 15’ ‘¢ ’-‘—:16,055 ‘e ¥ fA
‘e ‘ «“ 99 ‘e — 20494 %
i e L Decrease — 885 * |
= = Aug. 5, 4 = 4,684 ‘¢ if
‘s ‘e ‘“ 12, ‘e i 8,075 ““ »
1 i e -1 Decrease — 4,268 *° e
‘s ‘“‘ “" 26' “h —_— 4’111 L ! !
a8 2 Sept. 2, o3 — 52,343 ** y
‘e ‘e “ 9, ‘o :11,037 ‘e -
o it TS « g3
‘e ‘e ‘e 23, ‘e :18,354 e '
‘e 3 ‘e 30, ‘e :44’315 ‘e ‘
Le i Oct. 7, “ —18,062 * 3§
‘e ‘6 “ 14' “ :45,217 ‘s :
‘““ ‘e “ 21, ‘s :25,293 e ‘-
‘e ““ ““ 28, ‘e :21,161 ‘c . ;‘

e i

iclaco | TORONTO The Salada Tea Company, MONTREAL
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Established - - 1886
THE MACLEAN PUBLISHING CO., LIMITED
John Bayne MacLean - - President.
Publishers of Trade Newspapers which circulate in the

Provinces of British Columbia, Alberta, Saskatchewan
Ontario, Quebec, Nova Scotia. New Brunswick,
Island and Newfoundland

, Manitoba,
Prince Edward

Cable Address: Macpubco, Toronto.

OFFICES:

Atabek, London, Eng.

CANADA—
Montreal—Rooms 701-702 Eastern ’luwunlnps Bank Bullding
Telephone Main 1255. O. 8. Johnston

Toronto—143-140 University Ave. Telephone Main 7324
Winnipeg—34 Royal Bank Building. Phone Garry 2313

UNITED SBTATES—
New York—R. B. Huestis. 115 Broadway, New York.
Telephone 2282 Cortlandt
Western BStates Representative—A. H. Byrne. 607 Marquette

Building, Ch c-go

Telephone Randolph 3234
GREAT BRITAIN—
London—88 Fleet St., E.C. Telephone Central 12860.
B. J. Dodd

FRANCE—
Paris—John F. Jones & Co., 31 bis Faubourg Montmartre.

Subscription, Canada and United States, $2.00.
Great Britain, 8s. 6d. Elsewhere, 12s.

PUBLISHED EVERY FRIDAY.

INCREASE YOUR FALL AND XMAS TRADE.

The retail groecer is now upon the threshold of one of
the best seasons of the year.

There is usually more money afloat at this time than
at any other. The farmer is turning the fruits of his
summer’s work into dollars and eents, and in many cases
is laying in winter supplies.

Christmas is less than two months distant, and there
is no necessity to elaborate on what this greatest of all
festive seasons brings forth.

It remains for each individual dealer to make every
effort to increase his business beyond the figures of last
year. Waiting for demand will never bring increased
trade. One must after the business—not simply
hand over the for like mechanieal

go out
goods asked some
device.

Advertising in its broad sense
tise the store, the
sible opportunity.

must be done. Adver-
goods, and the service, at every pos-
Not merely on paper, but by putting
forward best efforts to send away satisfied customers.

In sueceeding pages of this, our annual Fall Campaign
Number, are scores of actual methods in use all over
Canada for selling goods beyond actual demand and the
giving of adequate service. Each of our readers should
sift out what is best for him, and probably by the applica-
tion of some of the principles laid down by other Cana-
dian retailers, he may be better fitted to carry to a sue-

82

cessful conclusion his fall and Christmas campaign.
Let us know what you think of this issue.

R —

FROM ALMOST EVERY PROVINCE.

Results of our competition on why and how confec-
tionery should be given attention in the grocery store
appear elsewhere in this issue and the prize articles sub-
mitted are worth attention. These cover pretty well the
points the dealer should feature in handling this line
and will be read with profit.

The particular feature in the replies to this contest
is the fact that every province in Canada is represented,
except Prince Edward Island. Newfoundland was repre-
sented, too, and, moreover, was successful in earrying off
first prize. Those who study the arguments of the win-
ners will find mueh food for thought and will understand
why the honors were given to them.

Other articles are also good, and we only regret we
have not in this issue the opportunity of presenting more
of them. In future issues it is our intention to publish
some of those worthy of special mention.

sl

THE WESTERN WHEAT COROP SITUATION.

The weather has brought little improvement in wheat
conditions throughout the entire west, except that sharp
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frosts have been prevailing the last three nights and
these may possibly indicate a return to a period of dry
weather. Threshing has been resumed and is in full pro-
gress wherever climatic conditions are favorable, and re-
sults show that in many distriets better returns are being
obtained than was anticipated a week ago.

From many points in Saskatchewan, however, reports
of low-grade wheat are prevalent, although the yield re-
mains fairly high. Those farmers who have an oppor-
tunity of threshing have taken advantage of the high
prices. The supply of Nos. 1 and 2 Northern appears, how-
ever, to be decidedly limited and it is a matter of specu-
lation at the present time among wheat authorities as to
whether much higher prices will now prevail for these
two lines. The terminal elevators at Fort William and
Port Arthur have announced that they will not be re-
sponsible for damp wheat and that they will not store it
after the close of navigation, which is expected to take
place within a month, without being treated.

Much speculation is being indulged in at the present
time as to the facilities at the head of the lakes for drying
the enormous quantity of damp wheat in the country,
and there is an inerease during the week in the low-grade
and rejected columns.

il
WINDOW DRESSING AND AD. CONTEST.

On another page of this issue is the announcement of
The Grocer’s annual Christmas Window Display and Ad.-
writing eompetitions.

Opportunity is afforded every dealer and clerk at this
time of the year to use originality. The Christmas sea-
son is the most festive of the year. There is no dearth of
goods available for a good display. Plan early for a win-
dow that is attractive and that will sell goods. Decide
now to enter our competition, and even in the rush of the
Christmas trade don’t forget to have a photographer get
you a good picture.

Mail it to us before the last day of the year, and for-
ward also one or more of your best Christmas newspaper
advertisements. Read all about the two competitions on
page 192.

——
DIRTY BASKET SPOILS A SALE.

Dealers striving for success must learn sooner or later
that they cannot afford to lose a eustomer through un-
sanitary conditions about the store.

Here is an actual case where a sale was lost on aceount
of uncleanly habits. Not only that, but the customer
will not in future have many good words for such a
store.

The purchaser in question, in giving her regular order,
asked the proprietor if he had any breakfast bacon.
There was none in sight. He wasn’t sure; he thought le
had, and pulled an old dirty basket from beneath the
counter. There was bacon in it.

But—he didn’t make the sale. The customer saw the
basket and that was the end of it.

‘“I don’t believe I do want any bacon to-day, after
all,”” she politely said; ‘‘I remember now I have some
left,’”” and went off without it.

__©__

CONSTRUCTIVE VS. DESTRUCTIVE SALESMAN-
SHIP,

We have heard a great deal about constructive sales-
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or, more properly, in the making and holding of cus-
tomers, is included.

There is a variety of salesmanship that makes sales
but does not build for the future. That might be de-
fined as ‘‘destructive salesmanship.’’

Examples of it are not lacking, nor are they few.
This method is employed by those who can see only the
immediate profit, but not the greater loss which lies
ahead.

We find a dealer at times recommending goods which
he really knows should not be recommended, or about
which he knows absolutely nothing. We find him at times
stretching the truth in his personal talks, or in his ad-
vertising. We find him sending goods to customers which
lack in quality, and even at times we will find him using
what he may term ‘‘tricks of the trade,’’ but which verge
upon diskonesty.

All these methods may be included in ‘‘destructive
salesmanship,”” the kind that may bring a little larger
profit at the time, but which breaks down the confidence
of the customer in the merchant, and eventually brings
loss to the merchant.

The merchant himself must choose which method he
will adhere to in his business, constructive or destructive
salesmanship. It is his pleasure to make a choice. In
making that choice he should consider the experiences of
others. He will, if he is wise, decide on the method that
not only makes sales, but holds customers.

+
DEFINITE CLOSING HOURS FOR DELIVERY.

The early-closing movement gathers weight as it moves
along, and a greater number of merchants all over the
Dominion are coming to the conclusion that keeping their
stores open to late hours every night does not pay—that
just as much business can be done through concentrated
hours as spreading it over many.

Barrie and Orillia, Ont.,, have had early-closing for
some time now, all the grocery stores closing at six o’clock
week evenings and eleven Saturday night.

But Barrie added a new feature in its rule of early
closing of orders for delivery. All orders intended for
delivery on the day received must be in by five o’clock on
week days and by seven o’clock on Saturday evening,
else the zoods will have to wait until the next business
morning.

This n#l.ows the driver to get away on his route by
5.30 on week days and 7.30 on Saturdays for his last
delivery, and allows him to get through his work at a
reasonable hour, as well as guaranteeing to the purchaser
an early delivery of goods.

—_———
EDITORIAL NOTES.

The cover design of this, our annual Fall Campaign
Number, is worthy of attention. It is the work of F. S.
Coburn, the artist who illustrated Dr. W. H. Drummond’s
famous ‘‘Habitant’’ and his other French-Canadian
poems.

* * *

The egg carriers now in use by many Canadian grocers
are well thought of by the trade. They are handy and
safe, and therefore save money.

* * *

Self-measuring pumps is one of the outstanding fea-
tures of modern merchandising. They save time and

manship. Everything that aids in the making of sales, labor, prevent uncleanliness and insure proper measure.
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The Business Situation In Canada

The business outlook in Canada at the present time,
in the opinion of those most competent to judge, could
scarcely be improved upon. There is ample money for
all legitimate requirements; there is large expansion in
railroad building, and in ordinary building; erops on the
whole have been excellent, and immigration continues on
a large secale, and, finally, the English market, which had
shut its doors to our securities during the past two
months or so, has again improved its position to such
an extent that it is willing to take them.

The expansion of railroad building, of course, depends
directly on the London market, for it is there that the
railroads sell their securities which they issue to raise
the money for new braneh lines and improvements on old
ones. The immigration not only gives us more mouths to
feed, but it gives the railroad companies the large west-
ward haul of goods and chattels, which offsets, to a small
extent, the heavy eastward traffic in grain and ecattle.
This means that the railroads ean employ more men and
spend more money in other ways, with the result that
Canada profits doubly.

An Optimistic View.

The eastern daily press has been busy since August
killing the western crops, and as a result many otherwise
well-informed people who are dependent on the daily
papers for their western news, are decidedly depressed
over the outlook for the coming year. The general man-
agers of the various banks, however, are in a very differ-
ent frame of mind. The largest of those doing an ex-
tensive business in the west is fairly bubbling with optim-
ism. KEusy money conditions abroad and in the United
States, and our own carefully-laid plans for financing the
heavy grain movement this fall, have combined to leave
money easier than it has been at the corresponding time
in a number of years, and, therefore, their worries are
smaller than formerly. This enables them to look on the
western situation without other misgivings to influence
their attitude, with the result, as previously stated, may
be summed up in the two words, ‘‘optimism and satis-
faction.”’

No doubt, of course, many distriets have been injured,
and in many places there will be heavy loss on the erop,
with the result that payments on mortgages and on ae-
counts of commercial contracts will be slow. But the
mortgage companies are not worrying, as the treasurer
of one of the largest Canadian insurance companies re-
marked to the writer last week: ‘“Of course, there are a
number of districts where the re-payments on account of
principal will probably not be made this year, and per-
haps interest will be in arrears in a number of cases.
But,”” he continued, ‘“we would rather have our money
out hearing interest, and we ean still afford to forego the
relatively small amount of interest arrears from the few
distriets that have been hailed out, or destroyed by frost.’”

Meantime, the insuranee companies are borrowing
from the banks in order to loan the money out west, 1n
anticipation of future premiums. This is a customary
movement at this period of the year, and the fact that it
is not lessened in the present year shows thai not only
the banks, but the insurance companies, approve of the
western business which the latter have been doing.

From Millers’ Standpoint.

The millers, however, are not so optimistic. They prob-
ably are influenced by the fact that there will not be the
amount of high-grade milling wheat commensurate with
the tremendous total yield. In the case of one large east-
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ern milling concern it would appear that they loaded
up with wheat at a time when the western crop promised
to be very small and are now rather taken aback with the
outlook for a substantial yield, though naturally their
attitude also was hiased. The others, however, appear to
look on the western situation with equinamity, which is
doubtless the result of finding that their earlier judg-
ment of the situation at present coincides with events.
On the whole, conditions are satisfactory in Canada, al-
though the delay in getting out the western wheat has
caunsed some uneasiness by the requests for the expan-
sion of credit. Again the banks display a cheerful tone.

Effect of Strike in England.

The strike in England has had a serious effect on Can-
ada in two ways; the first indireetly through its effect
on the English security markets; the other directly
through the difficulty Canadian wholesalers have in ob-
taining goods ordered from England. A few weeks ago
one wholesaler complained to the writer that he had or-
ders for ten cars of coffee which he could not obtain from
the shippers, owing to the fact that, so far as he could
tell, it was still lying on the wharves at Liverpool, as the
shippers were giving right of way to perishable freight,
and it would take them some time to eateh up. This
strike has also affected prices on other goods of this elass,
and the result is that it is quite possible there may be a
shortage of some during the next few weeks.

The dullness in trade in the United States has had lit-
tle effect on Canada, except in the west, where the dump-
ing of cheaper grades of United States lumber, regard-
less of cost, and in some parts of Ontario, where the
cement industry has suffered from the same cause, have
been the chief effects. Probably to this eause, too, must
be assigned the dullness in the ashestos industry in Que-
bee, which is dependent, to a large degree, on the build-
ing trade in the United States, where the greatest con-
sumption of ashestos takes place.

Ease in Money Situation.

On the other hand, the ease of money in the United
States, combined with that in Europe, has reacted favor-
ably on us here, and the result is that money here is quite
easily obtainable, contrary to the usual condition of things
at this period of the year.

Everything considered, therefore, the outlook is very
bright. Ontario erops, of course, suffered severely from
the drought, but Ontario is in a better position to stand
the off year than most parts of the country, owing to
the very good yield it had a year ago.

——
KEEP STOCK FRESH.

To begin the fall season well, a first consideration is
the quality of the stock that has been on the shelves
during the past summer. Some of them may not have
been sold and others may not have been brought in from
the store room.

The fact is that some grocers carry large stocks and
there is the possibility of them overlapping and some
goods may become stale. This applies to package cur-
rants, jams, rolled oats and similar goods.

A grocer recently found two glasses of jam in such a
condition that he had to throw them away. He had pur-
chased them before the summer set in and it must be
remembered that the weather was intensely hot at times.
This grocer, in referring to the faet, hlamed the weather.
A package or two of rolled oats was also in such a eondi-
tion that a customer might not have appreciated them.
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.ong Hours Not Necessary to Success

Dealer Proves Explicitly in Facts and Figures That Just as
Much Business Can be Done in Shorter Hours—Public Need to
be Educatedi—Has Always Closed at Six Except Saturday—If
Grocers Maintain Long Hours They Cannot Expect Good Men
to Enter Business—Other Trades Have Shorter Hours.

HE belief
that to be
s u ¢ cessful
in the grocery
business you
‘ i ﬁ‘{\ld‘umust open your
WY store at sun rise
and close only
when the last
S night loafer
might choose to
go homeward has been steadily losing
ground in recent years. Still there re-
main grocers who call themselves busi-
ness men who continue to be slaves to
the  business by continuing  the
long hours that make the business any-
thing but pleasant.

In many cases we find the dealer from
early morning until late at night, six
days out of the week, both winter and
summer confined within the four walls of
his store with nothing on his mind but
business. Is it any wonder if the mind
gets clogged and that ‘‘Don’t care”
feeling shows itself? When considered
seriously it is perhaps the retailer’s own
fault, as he had got into the habit and
makes no effort to change or improve
affairs.

Former Wholesaler’s Opinion.

Neil Carmichael, grocer, 1212 Yonge
street, Toronto, is a strong advocate of
short hours. While he has only been in
the retail end of the trade for the past
year and a half, over a quarter of a
century’s connection with different lines
of the grocery trade has made him con-

sant with all the details pertaining
to it.

“if T could not conduct my business
on an early closing basis, I would quit,”
he says. ‘““Every grocer, unless circum-
stunces connected with his trade are

ost unusual, can do just as much busi-

s by closing early every night.”

This is a strong statement of Mr.

irmichael, but he backs it up by facts
nd figures showing that a dealer may
ose every night and be just as far
ahead in the end.

Decided to Close at Six.

Mr. Carmichael took over the present
business a year ago last April. The
store had been kept open every night
until around ten o’clock by his predeces-
sor. He had studied the problem from
all standpoints, and determined to close

every night at six o’clock, barring Sat-
urday.

What was the result of this determina-
tion on his part? Did sales fall off or
the business decrease as other dealers
often fear will be the case under similar
conditions.

$1,200 Per Month Increase.

Striking an average for five months
from April 1st, his business this year
in spite of or probably in view of clos-
ing early, has increased at the rate of
$1,200 per month. No better proof that
shorter hours does not afiect business
could be asked for. He was operating
against odds too, being a new man in

< Z
The Clerk Who Expended His Energy
" Working Late the Night Before.

the retail busipess. Many of the sur-
rounding dealers kept open, while his
store too had previously been a ‘‘long
hours’’ one.

From Seven to 8ix.

‘““There should be shorter hours in the
grocery business than is generally the
rule,” maintains Mr. Carmichael. *“A
man should be able to do a day’s work
from seven in the morning until six at
night, and business could be confined to
those hours if the merchants only de-
cided on this course and educated their
customers along the same line. No
merchant, or his clerks, can do a day’s
work and do it properly if he has been

hat)

working until all hours the night be-
fore. For that reason it is wise that
the grocer confine himself to shorter
hours.

‘‘People mav think you independent by
refusing to supply them with food at all
hours of the day or night. I do not
mind catering to the public because that
is what we are here for, but I do not
believe in being a slave for them.”

A Labor Day’s Conversation.

“‘Will you be open on Labor Day?” in-
quired a woman customer, prior to that
holiday.

‘‘No, we certainly will not,” he repli-
ed, ‘“We close on Labor Day.”

‘‘Oh,” replied the customer, ‘‘you seem
to be very independent.”

“Is your husband going to work on
Labor Day?”

‘‘No, he is not,”” she replied.

‘““Well neither are we,”” he said, ‘‘we
like to have a day off just the same as
everyone else.”’

Thus, Mr. Carmichael has stuck firmly
to the idea of putting his business above
the drudgery state into a higher plane.*‘I
would not stay open after six o’clock for
any money,’”’ he says, and he is a man
who appears to mean what he says.

Long Hours Make Poor Clerks.

He attributes a good portion of the
poor clerk problem to the long hours in
the business. ‘‘The hours are so long,”
he maintains, ‘‘that we cannot get men
who would make good clerks to engage
in it. The grocery business has got the
reputation of slavish hours and young
men avoid it. In other walks of life, a
nine-hour day is the general rule, and
to these the young men are attracted.

““I remember when I began to learn
the grocery business in a small town; I
had to get down at ridiculously early
hours and remain until 1ate at night. It
was then that the germ of shorter
hours in the business began to grow,
when I looked at it from the viewpoint
of the clerk, and now that I am engag-
ing clerks myself I have some considera-
tion for them.

‘“Leaving out the matter of principle,
I believe it is to the advantage of the
grocer to give his clerks shorter ‘hours
because in the time they are at the
store, they can do much better work.
How can the merchant expect the clerk
to put life into his work when his en-
ergy is about all expended working late
the night before? Then, again, we can-
not expect to retain good men in the
business unless we give them decent
hours.”
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Interior View of Handsome New Store of Fraser, Viger & Co

GROCER

£

, Montreal.

Realizes Value of Modern Fixtures

Big Montreal Firm In Erecting New Store Show Appreciation of Facilities for
Displaying Goods and Giving High-Grade Service—Fixtures Include Quarter
Cut Oak Fittings, Meat Slicer, Electric Coffee Grinder, Display Bins for Rice,
Spices, Cereals, etc.,, Electric Cash Register, Large Refrigerator, Several Show
Cases, Banana Rack and Vegetable Display Fountain.

HE steady advancement of the gro
cery business is best illustrated by

the new ideas, the splendid equip-
ment and the general improvements
that are found in the new stores. Gro-

cers long established are more likely to
be satisfied with their place of business

They are slow to replace old counters
with new ores, and are for the most
part content 1to continue husiness as
thev have been accustomed to it.

But the new store opens with the
latest notions in shelving, bins, show
cases and general equipment Labor
saving devices are all to be found in the

bright new store of to-day, and it is by
visiting one of these that you
realize the advancement that is being
made from year to year in the good old
grocery trade.

come to

Fraser, Viger &
uptown branch om Laurier Avenue,
Montreal, the heart of one of the bhest
residential districts in Canada’s largest
citv. The wisdom of the choice of this
situation is proven by the success that
has attended the venture during the
past two months. That part of the city
is being rapidly settled, and it was
with the intention of catering to many
of these and also to the
that section that
opened As stated
it has already proved its worth
testimony to the business in-
stinct of those who planned it

Co. have opened an

newecomers,
store’s customers in
the bra~ch
a*ove,

was
ani is a

Quartered Oak Fittings.

The store
with the class

fittings are
of trade
86

in keeping
catered to.

Fraser, Viger & Co. stock groceries
the highest guality and they have b
displayed to good advantage by
equipment that has been installed
shelving is of quartered oak and
counters are of the same material.
s'owcgses are very noticeable to th
who appreciate good store fittin
which means practically every custom
More will be said of these showc:
later

Use Modern Meat Slicer.

A short counter on one side has
devoted to meats and provisions. |
close to the refrigerator and is th
fore convenient when orders for
provisions, including butter and ch¢
are being made up. A marble slab
the coupter of this department is
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“fee grinder

sood idea. It can be kept clean easily
2nd it always looks neat and appealing
to the customer. A modern meat cut-
ter is naturally a feature of the de-
partment.

Have Electric Coffee Grinder.

(ofiee is a leader in this store and
special arrgngements have been provided
to ensure the entire satisfaction of cus-
tomers. To begin with an electric cof-
has been installed in a
conspicuous part of the store. A cus-
tomer gives her order for a pound of
her favorite cofiee. and it is ground
while she waits. Thus has modern sci-
ence ‘invaded the grocery business. But
the usugl method is to grind a certain
amount of cofice every morning. Five
different grades are commonly sold. On
a counter a large round tin divided into
compartments is used for this cofiee and
as ope kind is ground it is placed in its
section of the tin, similarly with the
next until the usual amount is ready
for the day’s requirements.

Oiten it is found necessary to grind
another supply early in the afternoon. By
this means the cofiee is always fresh
and the customer may have it ground as
fine or coarse as desired.

Fine System of Bins.

The system of bins in this store is
perhaps the finest and most complete
the writer has ever seen. They are be-
hind the main counter and provide for
almost everything. In the lowest row

Another View of the New Fraser, Viger Store. Note the Cash Register, Silent Salesmen,
Attractive Office.
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the individual bins are large and
roomy.

They are devoted to rolled oats, gra-
ham flour and similar goods. The sec-
ond row is composed of smaller bins
and there is another tier of still smaller
bins. It would seem impossible to think
of another article to be provided for.
Rice, tapioca, spices, nuts—they are all
there.

The bins enhance the appearance of
that part of the store, and especially
do they delight one who realizes just
what such 5 system means in the store
management. Above them are shelves
for canned and bottled goods, such as
pickles, catsups, sauces, jams, etc.

Electric Cash Register.

An excellent fixture is one of the
latest types of cash registers. It works
by electricity and combines all the fea-
tures that are now indispensable to this
particular system of taking care of the
cash and performing the other valuable
duties of the register. This one in par-
ticular makes it easy to find the am-
ounts of the sales made by the clerks.
THs is only one of the accomplishments.
It is compact and neat and fits well
with the general quality of the store’s
equipment.

Refrigerator a Feature,

At the rear of the store, extending
‘across almost the entire width is a
large refrigerator finished with the same
care and richness of the rest of the
equipment. A glass front enables the

CANADIAN GROCER

customer to see most of the articles on
the shelves. Butter cheese and some
lines of meat, etc., in jars, are shown
in the reirigerator, which proved its
worth particularly in the warmer wea-
ther. It will be invaluable in future
summers. This is certainly a capacious
refrigerator with access to the shelves
being obtainable from the rear.

Showcases, Banana Rack and Vegetable
Fountain.

Other fixtures there are worth men-
tioning, such as banana rack and f{resh
vegetable fountain, but the different
showcases are worthy of the very best
store. They gre in the same material as
the shelving and are large and well put
together. One is devoted to -cigars,
cigarettes and tobaccos, another to
coniectionery, another to soaps and
toilet preparations, another to honey,
jams, marmalade gnd other glass goods

Throughout the store are found articles
of foremost quality, displayed in set-
tings that are worthy of them. The
appearance of the store should appeal to
the most fastidipus customer, and the
care the firm has bestowed on their nor-
thern branch is already being repaid by
increasing trade. H. Hampton is the
manager of the branch stare. He has
worked up to this position from that of
a clerk. Fraser, Viger & Co. stand
among (anada’s foremost grocers and
they strengthen their position by the
pract‘cally model store that bears their
name on [ gurier Avenue, Montreal.

Biscuit Display Rack and
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A Call to Grocersfrom the MotherLand

More About the Institute of Certificated Grocers—Tends to Level up the Whole
*Trade—How the Institute is Making a Science of the Grocery Business—
‘‘Optimistic Enthusiasm,’’ The Institute’s Keynote—Sample Examination Paper

on Opposite Page.

Editorial Note.—A few weeks ago occasion
A.

was taken on the visit in Canada of J
Sharwood, F.G.1., a leading English member
of the trade, and vice-chairman of the Insti-
tute, to introduce to the readers of The Cana-
dian Grocer the Institute of Certified Grocers.
So much interest has been shown by the
Canadian trade in that society we have con-
sidered that a further account of its purposes,
personalities and methods would not come
amiss in our Fall Campaign Number. Mr.

Sharwood has written this article at the re-
quest of The Grocer. We feel that this ques-
tion is one of the highest importance to the
future of this country and would urge every-
one to study it carefully. The Institute is a
comparatively new organization and aims at

uniting the whole trade, including merchants,
managers, clerks, and even apprentices, in one
body: and that, not only for the benefit of
the trade and of each and every member of

}v but also for the benefit of the public at
arge

The first idea of the Institute grew
ou', of the feeling in the trade that the
quality of the clerk was deteriorating.
Of old the trade was recruited by means
of ¢ five, and even a seven years’ appren-
ticeship; but times changing, of late
g-ocers have ceased to take and teach
apprentices, and thus clerks entered the
trade and learnt it, or did not learn it,
in a2 haphazard way. Evidence of this
was found in the frequent complaint
among employers that they could not
get good, skilled, competent clerks, and
the eflect was felt in the management
of many a business, especially those of
the better class, up and down the coun-
try.

The Seed Plot of the Institute.

Consequently about six years ago a
number of men variously connected with
the trade, took counsel as to the means
of improving the training of the grocery
clergs from a practical standpoint. They
arguec that systematic education and
inducements thereto were what was
necded. They saw that at the evening
schools and ploytechnics, instruction
was provided for the workers in other
industries during the winter months,
and that, both in commercial and scien-
tific branches. Why should not the
young grocer attend these institutions
and receive well arranged tuition in the
geeds he handles, such as teas, cofiees,
cereals, dried fruits, provisions and so
fortl, as well as in the management of
the store, the laws which affect his
trage, the art of salesmanship, book-
kecping and even in arithmetic and the
use of his own language? That nine-
teen out of every twenty clerks should
profit by it, they were well assured;
and the trade would soon feel the bene-
fit of such a levelling up process was
their conviction. The National Asso-

By J. A. Sharwood, London, Eng.

ciation of Grocers’ Assistants, of which
boéy J. Aubrey Rees was then the en-
ergetic secretary, decided to form a
techrical education section, and invited
me tc¢ become its chairman. Already in
Manchester, John Williams, since chair-
man oi the Institute Council, had fornms-
ed the Manchester Grocers’ Technical
Society, subscribing liberally to its in-
auguration.

Formation of First Classes.

Soor. classes were founded in London,
Manchester, Leeds, Belfast, Brighton,
Bnistol and other centres, a prominent
manufacturer giving a prize for all Eng-
land competition, after the first three
years of training, of a shop valued at
£500 ($2,500). This was awarded in the
fall of 1908, after a written and prac-
tical examination lasting three days.

At the same time it was felt that to
coucertrate and to widen the movement
for systematic education, and to ensure
its continuance, a separate society was
needed, and after much deliberation it
was decided to found ; the Institute of
Ceitified Grocers. A precedent and ex-
ample from another trade was already
te hand in the Pharmaceutical Society,
to which every one carrying on the busi-
ness  of a retail chemist and druggist
must belong, after proving his qualifica-
tror by a series of examinations. Ac-
cordingly a provisional council was
formea to fix the constitution of the In-
stitute, consisting of leading merchants
and traders, men eminent in the world
of education, and representatives of the
menagers in the retail trade. Sir Wil-
liam R. Anson, Bart., M.P., Warden of
All Souls’ College, Oxford, and late a
secretary to the Board of Education,
willingly accepted the first presidency,
ani John Williams, the veteran retail
grocer of Manchester, already mentioned,
was chosen chairman of the council,
with myself as vice-chairman; whilst .J.
Aubrey Rees became general secretary.

Legal Recognition.

Thus the Institute was launched and
steps immediately taken to give it a
legul status by incorporation. Articles
were drawn up, and after approval by
the Board of Trade, the Institute was
grarted a certificate of incorporation in
November, 1909.

is the meantime the trade, both
wholesale and retail was showing its

practical approval of the venture
gifts of money for its purposes, and
valuable prize list was soon also seci
ed, including an annual prize o
$590 ofiered for tem years by Cadbu;
Bros., Ltd.; a silver challenge shiel/,
and an annual prize of $50 by the Nesti-
& Anglo-Swiss Condensed Milk Co,
Ltd.; and a prize of $125 by J. & J
Cciman, Ltd., besides other awards 1o
be bestowed upon the best men of their
year at the spring examination of the
Institute.

Three Grades of Membership.

Membership was arranged in three
grades; thus the council set itself to el
ect fellows froms among the traders of
established position and reputation all
over the country, who by carrying on a
successful and respectable business for
upvards of ten years at least, had
proved their right to the honorable and
ancient title of ‘“‘Grocer.” With them
were associated merchants and manufac
turers. in sympathy with the movement,
anl of course the ultimate aim was to
be the inclusion of the whole trade
Lower grades of membership were to he
those of associate and member, to he
gained by the young men after a course
of study and the test of examination,
each grade to contribute to the up-keep
of the Institute by an appropriate year
ly subscription (Fellows $5.25; Memb
ers $2.50; Associates $1.25).

But to come to the practical working
of the Institute, and the progress it
has made. An organizing secretary was
appeinted two years ago, whose duty i
has been to be the missionary, so to
speak, of the Institute throughout th
trade. Wherever enquiries have bee:
made, there his work lies with th
local education . authority on the on
hin!, and with the master grocers an:
their clerks on the other. The mast«
grocers are interviewed and the object
of the Institute and its methods explai
ed to them, with a view to enlisti
their sympathy and active support.

Methods and Propaganda.

1f a grocers’ association exists in t
piace the president and secretary 2
approached and perhaps the commit!
is addressed. With their concurren
the stores are visited and the clerks
mad~+ aware of the Institute; and
classes, examinations, prizes and ce
ficate: are explained to them. Possi' 'y
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THE INSTITUTE OF CERTIFICATED GROCERS

£ (INCORPORATED)

16 PHILPOT LANE, LONDON, E.C.

:nture y
g “LOCAL” EXAMINATION PAPER
also secu

prize i & April 5th, 1
y Cadbu;, : pril 5th, 1911.
';ie ‘;‘\I““:‘- TIME ALLOWED FOR PAPER— 3 HOURS

e Nesti:
filk C
7 J. & FIRST YEAR PAPER
iwards 1o .
:n of their ' Section A.—GROCERY.
on of the 1. What is Coffee, and what are the principal Coffees used in this Country?

! 2. Name the different grades of Tea, and how would you judge the leaf and liquor.
rship. 3. How would you judge the quality of Dried Fruit, namely: Currants, Raisins and Sultanas?

in three
tself to el PROVISIONS.
tra(jlers of 1. Deseribe a Cumberland eut, Rib Belly, Pienic Ham, Short cut Ham, Wiltshire cut.
tation all 2. State from what countries we import Butter, and in what months.
FYRE Of A ; 3. State the different kinds of imported Cheese and the countries they are imported from. Name the
isiness  for ; various kinds of English Cheese, and the countries in which they are made.
east, had £
orable and ; Section B.—BOOKKEEPING.
With them 1. Enumerate the books you consider should be kept by a grocer doing a family and ready-money trade
d manufac of about £100 a week.
IOV, ! 2. How, in your opinion, should the percentage of gross profits be calculated—on purchases or sales?
In was fo Give an illustration exposing the fallacy, if any, of adopting the opposite method to that you suggest.
hole trade : . &

3. Open all necessary books, post the following transactions and balance the accounts. Analyse your Cash
were to he : B g e : L :
S Book Entries as you think desirable.
i “ Cash at Bank, January 1st, £100: in hand same date, £10. Jan. 4th. Sold goods to Mr. Brown, £2: return-
i A ed empties Huntley, £3. Drew for personal use, £1. Jan 10th. Received from ‘‘customers’’ £25; and paid
amination, into Bank. Received £3 bonus. Jan. 15th. Paid cheque £20 to Huntley (owed them £30 on Jan. 1st). Jan.
‘he up-keep 16th. Bought goods Travers, £25; paid cheque Jan. 23rd and took discount of 5 per cent. Brown returned
riate year goods value 10 shillings. Jan. 26. Bought goods for cash £2. Paid wages in eash, £3. Jan. 28th. Brown
25; Memb paid balanee of account in cheque which bank returned marked ‘‘refer to drawer.”” ‘‘Customers’’ owed £40 on
Jan. 1st.

al working Section C.—COMMERCIAL ARITHMETIC.
progress it 4 1. What is the value of 17 ewts., 2 qrs., 19 lbs. at 67 /6 per ewt.? (Credit will be given for a short and
retary wa expeditions method of working).
)se duty i 2. Make out the invoice, deducting two and a-half per cent. discount, of the following transaction:—
'y, 80 to 134 lbs. Tea at 1 /8, 7 lbs. Lump Sugar at 234d., 214 lbs. Butter at 1 /3., 214 lbs. Cheese at 814d. per
ghout th | Ib., 3 tins Apricots at 61%4d., 3 lb. jar Strawberry Jam, 1 /11%. 7 lbs. Marmalade, 1 /105, (charge
1ave bees | jar 3d.) Hearth Stones, 4d. 114 lbs. Sultanas at 6%4d., 1 lb. Currants at 4d., 3 bars Yellow Soap

with th » at 81%4d.) 1 lb. Rice at 214d. Allow for 11 jam jars, already returned, at 8d. per dozen.
1 the on | 3. What is the simple interest from April 5th to September 16th, at 33} per cent. per annum on £1,151
[rocers ai ! 6s. 8d.9
"he mAaske ! Note.—Although definite questions are not set under the heading of ‘““KNOWLEDGE OF ENGLISH,’’ the
the object | Candidate’s attention is drawn to the fact that extra marks will be awarded for correct spelling, punctuation,
ds explai composition, and the answering in clear language and logical order the questions in each Section. Hand-writ-
o enlisti ing will also be considered.
upport.
da.
[,1: i INSTRUCTIONS TO CANDIDATES
l:etsarl;] = 1A C""i!ﬁftfi'ﬂ(;‘u'ffﬂ?;.' must appear on each sheet of paper. The name of the Candidate, or any other mark of identification
commit! 2. Only one side of the paper must be written on, and a blank margin space of about one inch left.
oncurrer 8. Hach answer must appear on a fresh sheet of paper, and the section and the number against each answer. The question

itself must not be copled out.

clerks 4. The answer, or answers, to each section are to be pinned together, and the sections handed separately to the Supervisor.

; and 3 N.B.—At least 2 questions must be attempted in Groceries, 2 in Provisions, and 2 in each of the other Divisions, and not
and cer less than mine in all.

Possi

Sample of a First Year Examination Paper, illustrating benefits that must accrue to clerks taking course.—See opposite page.
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a public meeting of all the trade is held,
awi a resolution is passed welcoming
the Institute’s activities and calling for
the establishment of courses of instruc-
tion, whilst the names of those willing
to beccme students are taken. Next,
armec¢ with a mandate, so to say, from
the lecal trade, the local education sec-
retary is interviewed with the purpose
of getting a course of instruction ar-
ranged during the ensuing session at the
evening technical school, in preparation
for the spring examination of the
Institute If the co-operation of
the authority is enlisted, a small
local advisory committee is form-
ed and one of the traders is chosen as
local correspondent to be the medium of
communication with the Institute head-
quurters, and it is not long bhefore the
ycung men get to work. Thus at Hull
and at Middleshorough, for example,
this plan has been lately followed with
excellent results At the former place,
a class of 89 is now meeting, and at the
laiter a class of 60

With regard to the teaching, which, it
may be thought, presents some difficul-
ty In many places a member of the
traas has been found who combines good
knowledge and experience of the store
ana all its details, with teaching abil-
ity In others the lessons in hook-
keeping, commercial arithmetic and law
(a!l given by the regular teachers of the
local evening school) are supplemented
by visits, weekly or fortnightly of ex-
perts in various subjects. Thus on one
night, a practical demonstration of
“‘cofiee-roasting,’* may be held, on an-
othei, a lantern lecture on ‘““bhacon and
hams,”” on another, a lesson on ‘‘cer-
eals’ illustrated with numerous samples,
etc In time it is believed that many
o' the brightest students will become,
in their turn, able teachers, as is al-
ready in some instances the case. The
average cost to the clerk of a course of
instructions is about $2 for the whole
wirter session, and in April he sits for
an examination, on passing which he re-
ceives a certificate After the second
year's examination he is eligible to take
up the associateship. Finally at the
ena of the three years’ course he can
take the final examination, which is
boti theoretical and practical, and gain
the special final certificate, entitling him
to election as a member, besides stand-
ing a chance of winning a valuable
prize.

That participation in the above is of
immense value to the young clerk is obv-
ious. The institute stands for the
truth that the leaders and employers in
the trade in England are taking a thor-
ough interest in their employes. This
should encourage them to become really

skilled and efficient. Moreover the rule
is that renumeration follows efficiency,
and the man who makes himself worth
big money, invariably gets it. To study
the trade systematically induces a man
to put head and heart into his work,
gives him an interest in it, makes him
happier whilst firing him with an ambi-
tion to get on. This is the Institute
gospel, and its leaders are convinced
that it is having an incalculable efiect,
and will have more so as it grows, in
raising the tone of the whole body of
clerks. Enthusiasm is the keynote of
the Institute’s council, officials and
members, and it is permeating the trade
with a new spirit of optimistic hope-
fulness.

The Institute a Public Benefit,

And the Institute in making the trade
more efficient and more useful is doing
a big public service. .Just as the nation
wants good carpenters, good chemists,
and good doctors, so it wants good
food purveyors. The Institute is out
to make the distributing of groceries
and provisions almost a fine art, in
short to hand the nation so large a
part of its food supply as well chosen,
as well bought, as well handled as pos-

THE CANADIAN GROCEK

sible. The public aspect of the Ins
tute has lately bheen recognized again |
that eminent authority on food, *
James Crichton-Browne, M.D., F.R.:
who presiding at the annual banqu
last month, freely admitted the nation: |
service the Institute was calculated
do, and blessed its work in no equivoc
terms.

Thus, then, the trade of the Old Cou:
try is seeking to set its personmel i
order, and the time is rapidly comin
when the letters F.G.I. (Fellow of th
Grocers’ Institute), after a trader
name will be the recognized guarante:
to the public of the most reliable gro
ery service. It has been hinted to the
writer that a field for similar energies
exists in Canada, that there is a call to
the Canadian grocery clerk to improve
his trade knowledge and skill, his in
terest in, and esteem for his business,
his quality and spirit. Could not Can
ada and the Old Country march hand in
hand in this work?

The Institute of Certificated Grocers
is eager to place its experience at her
disposal.

What measure of inspiration will the
Dominion receive from the Mother-
land?

Using the hands in weighing goods is n ot sanitary. It
eliminated.
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Nova Scotia Dealer’s Winter Campaign

How One Dealer Proposed to Conduct His Winter Campaign—
Believes Careful Planning is Necessary for the Best Results—
He Intends to Use Plenty of Advertising—Lines He Will Fea-

ture During Each Period.

The ‘‘hit or miss’’ method of doing
pusiness is not productive of best re-
sults. The dealer who allows trade to
slide a'ong without a definite plan of
action in every department of his
husiness is likely to be g long time in
seeking success in the grocery business.
\s in every line of endeavor, careful
planning is necessary in the grocery
irade ““Now and again,” advertising
conducted without a special aim or
without any definite plan of action, will
not bheget the best results. The same
may be .said of business in general.
Careful planning is essential.

Planning should be done early that the
dealer may get off to a good start. 1
have already outlined a winter cam-
paign. Long ago I found the value of ad-
vertising, and have allowed a liberal
amovnt for that purpose, which it is
hoped will be money well spent.

A Five Months’ Campaign.

My present campaign will cover five
months from the first of November.
There is nothing like making a big start.
Ilarly November a good sized circular
devoted to general lines will be issued.
That will be to improve general busi-
ness

Prominence to Fish.

Towards the latter part of November
with the opening of Advent, fish will be
splendid sellers, and special prominence

ill be given to this linc. I used to

vl until after the rush of Christmas
Leiore starting to feature fish, but have

d that by starting with Advent

more steady winter customers can

be atiracted. Frozen fish are the chief

lines handled during Advent, but later
on smoked and pickled fish are added.

By the first of December it will be
high time to get the housewife interest-
¢d m her Christmas cake apnd other
Clristmas cogking. Therefore begin t,
feature dried fruits, peels, nuts, spices,
and other bhaking essentials. I usually
begin my advertising in this regard by
publishing a recipe for a Christmas
ake. The strong points in advertising
are the superior qualities of the goods,
pointing out that the housewife would
rather pay a little more and get goods
that will make her Christmas baking a
success.  Sometimes I have placed a
special price on one particular line, such
as lemon peel, as a trade attractor.

Display OChristmas Novelties.

Fully two weeks before Christmas,
special prominence should be given to
Christmas novelties and those goods
that are acceptable for Christmas gifts.

I devote one window the first week to
this line, still retaining one for baking
goods. Decorating in our store is done
early so as to get the public in a
Christmas spirit as early as possible.
I believe in getting the advertising
started early also. On the Monday of
the week preceding Christmas, we send
out a small dodger, just to bring the
store before the people, before they do
their final buying. One of our windows
will show Christmas novelties and pres-
ents, and the other fruit, candies nuts,
table raisins, and kindred lines.
Get After New Year’s Trade.

We all used to consider the week be-
tween Christmas and New Years a holi-
day season, but not now. I believe in
“‘making hay while the sun shines,”
and while the public are in festival, we
take the opportunity to increase sales.
Therefore, keep right on showing fruits,
nuts, etc., and give special attention to
the confectionery department, for sweet-
meats are good sellers at this season.
We make an attempt to clear out any
Christmas goods that might have been
left over.

After the New Year.

With the opening of the year, we en-
ter upon the second portion of our win-
ter campaign, and with this in view, we
again do more advertising. Like the
first big spread, it usually covers gen-
eral lines. Get the good will of the
people by asking them to begin the
year right, by dealing with you.

About the middle of January, our
plan is to specialize each week on one
line in display and advertising. 1 believe
that concentration of efforts on one line
at a time brings the best results. The
lines we usually feature each week are :
Canned goods, dried fruits, flour and
cercals, fish, fruits.

Beginning with March,
our duty on cleaning up the winter
lines, on which there is  chance of
making a little profit. The arrival of
Lent means special attention to fish
again, and once more the cycle of the
seasons brings us to spring and in-
creased trade.

we remember

HE WAS A JOKER.

In a grocery store there gppeared a
sign “We give $38 for 1899 pennies.”

In walked a man and laying a penny
on the counter triumphantly asked for
$38.

The clerk took the penny, examined it
closely, asked if it were genuine, and
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after several minutes sighed, and said
he guessed it was good.

“Certainly it is,”” exclaimed the man.
Then pointing to the sign, said, ‘‘where
is my $38? "

““Oh,”’ said the clerk, ‘‘where are the
other 1898 pennies ? ”’

Honey a Highly
Nutritious and

Palatable Food

The food value of honey is not suffi-
ciently realized either by the consumer
or the tetailer who sells it. A  writer
in a German paper recently referred to
it as follows :

“Honey is easily digested, and goes
direct into the blood vessels without
leaving deleterious residues in the in-
testines, so that a spoonful of honey
means a spoonful of focd. 1t contains:
grape sugar, fruit sugar, and cane sugar
(all diffier chemically), water, fat, al-
bumin, and some other substances, and
its use canpnot be substituted by grocers’
sugar. It is a good food to take at
breakfast time, being sustaining, warmth
gtving, and aiding in the digestion of
other foods taken. FEaten with bread
it is very palatable, and is also better
than molasses with porridge.

“In many countries of urope honey
is more freely caten than in England ;
in Germany, Switzerland, and Denmark
amongst others ; and by the people of
old : the Indians, Egyptians, Jews,
Grecks, and Romans, it was held in
I#gh estimation. In addition to its nu-
tritive qualities, honey is also held to
have therapeutic properties. Its great
power for restoring health lies in the
ease with which it dissolves excess of
mucus in the human system. In troubles
of the stomach and intestines, the use
of honey by breaking up the mucus, ire-
quently prevents acute inflammation; in
the same way it mitigates the evils of
lung consumption, and has been found
most useful in diphtheria, especially
among children.

“Honey is also recommended for deli-
cate young people suffering from anae-
mig, as it is a useful stimulant, im-
parting warmth to the body, and help-
ing the arculation. It is very largely
used against anaemia in Denmark and
some parts of Germany. Made into a
poultice, for which purpose mix with
flour, it acts as a cleanser and healer
of putrid sores and ulcers.”

“Yesterday is dead—forget it: To-
morrow does not exist—don’'t worry ;
To-day is here—use it.”
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Interesting Views of a B.C. Dealer

Gives Some Good, Homely, Practical Advice—Started Strictly Cash but Found
This System Not Always Best—Later Gave Credit Carefully—Keeps Complaints
For the Traveler—Story of Scotch Knight of the Grip—Inferior Goods and Low

Prices.

Y literary efiorts are confined to
M ad-writing and letter writing,
but I always read The Canadian
Grocer, and have got many useful hints

from it. So now I am trying to make
some reading matter for my brother
grocers. The previous proprietor of my
store was of Jewish extraction. He
called it the ‘‘Ideal Cash Grocery,” and
I shall tell why I call it “Joy’s Cash
Grocery.”

When I commenced business on the

new venture (or I might say we, because
my good wife helped me considerably
with the books), I tried the first year to
do a strictly cash business. Yes; it
was cash, but I could not get sufficient
turnover to show much more than a
living at the end of the first year, so I
launched out into the credit business.
I was careful with whom I did business
and found that the sign ‘““Joy’s Cash

By R. G. Joy, Nelson, B.C.

Grocery’’ helped me several times, it of-
ten kept undesirables away.

Gave Credit Carefully.

Some of our citizens would come and
ask me if they could open an account
because it would be so convenient when
sending the children on messages. 1
then made inquiries, if I did not know
them personally, and I still have some
of those customers on my books that
opened an account with me ten years
ago,—in fact I might call them {riends.

Some brother grocers may ask, did
you have any bad debts ? Yes, I have
had some, but most of them were con-
tracted when the head of the family met
with some misfortune or sickness came
into their midst. Some of the public
say, ‘“Yes, we who pay, have to pay for
those who do not pay.” I say they do
not in my case. I and my family put up
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the balance
my credit
ledger.

Ha, ha, say some, look at Joy, kL
fat and hearty, says he suffers. Y
they say, I am a living advertisem:
for the quality of my groceries, aud
“Joy will meet you at the door’ is 1y
motto, and ‘“‘Smile’’ is written on tie
little card above the cash register. I
smile when the money comes in, I smile
when the money goes out, for I am hap-
py when I can meet those chilly things
called drafts.

Favorable to Draft System.

I think that the draft system of col-
lecting is quite satisfactory and the
wholesalers know that Joy meets them
with the cash. The most enjoyable time
I have is when a drummer comes in, one
that sells good goods, for goods well
bought are half sold. I believe in buy-

; there is that much less
on the right side of




em of col-
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goods well

ing goods with a good reputation for
quality. They move quickly, and the
faster the goods move the more profit
for Joy.

Some grocers say, ‘‘sell the goods on
which you make the largest profit.”
This advice does not always work. I
knew a grocer in England that bought
a corner grocery doing a good business,
but he was not satisfied with the lines
his predecessor carried. They were
good lines, the kind that people come
again for, the kind that mother used and
who would turn to her daughters and

THE CANADIAN GROCER

come puffing into the store and say,
‘“These hills are a terror,” and hinting
that an order would appease them for
their efiorts of climbing. I have receiv-
ed good advice from some of the Knights
of the Road. They are always welcome
at Joy’s corner. One of the knights was
an old grocer. He failed in business,
not entirely his fault if the truth were
known, and this was his brief summary:

He said, ‘I failed in business. Com-
petition was keen, I had to raise a
large family. I gave them a good edu-
cation and fed them well ; my oppo-

After some time Mac came around for
another order. I took the bottle and
showed it to him, with a few remarks
about such unsanitary methods of bot-
tling, etc. He did not turn a hair (it
was red), he looked up at me, and said,
““I would na waste it, tak it to the
hoose and use it yer’ sel’.”

Meat Slicer Free From Flies.

You will find wunder separate cover
two photos of the interior of my store.
In one of them you will notice that my
meat cutter is in an enclosure made of

This View of Joy’s Store Shows Meat Slicing Machine in Case by Itself to Prevent any Possibility of Flies Being At-
tracted by the Meats.

say, ““Now children, you can always de-
pend on the things that you get at
Blank’s.”

Inferior Brands Not Wanted.

The new man bought brands that he
could make more money on, but alack,
alas ! the customers quit. He had the
inferior brand of goods, but no business.
I say, sell the best you can buy, be care-
ful of your weighing, cut out mistakes
in your accounts, take an interest in
your business, like it, and success will
follow.

I spoke about commercial men. There
are all kinds that come up the hill to
see Joy. The easterners, especially,

sition ate what he could not sell and
died of cancer in the stomach. I am
still alive, and selling merchandise to
good grocers."”

Tenders Complaint to the Drummer.

When I have a complaint to make, I
wait till the drummer comes round. I
find that when I write to the house a let-
ter comes back that makes one get his
back up. One time I purchased through
a traveler of Scotch descent, some
pickles. On receiving them, I found in
one of the bottles a large bluebottle fly.
I put the bottle aside and said to my-
self, ‘It is a good thing I noticed it ;
it might do the firm harm if I sent it
out with the fly showing.”
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wood and the ordinary fly screen wire
netting. It opens like an ordinary win-
dow, up and down, the sashes are bal-
anced with weights. I found that during
the hot weather the flies could not be
kept away from the meat slicer when
cutting boiled ham, and to cover it with
a cloth would not be practicable, so I
devised the enclosure shown in the pho-
tograph. I noticed that when the ladies
came into the store they took particular
notice of it and congratulated me on
keeping my meat, cheese, etc., from the
flies.

I also have fly screen doors. A clean
store is a good advertisement. My store
is located in the residential portion of
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Nelson. Some of the famous Kootenay
fruit is grown in gardens that surround
the residences. My clerk and I are Eng-
lish but have adopted Canada as our
home and country and my children are
good Canadians.

Now, brother grocers, we all have our
little troubles. This is the generation
of big combinations, not individual ei-
fort. Lots could be said of this, but I
say take af interest in your business
and take an interest in your city. Some
say keep out of politics, but I think it
is the duty of every business man to
take an interest in the government of
his country, for with good government
you get good business.

You do not have to talk politics in
business hours. Close at six. We all
close at six in Nelson, except on Satur-
days, and close on Wednesday after-
noons in the summer time. I see no
reason why we should not close in the
winter one half day. This prevents mak-
ing Sunday a day of recreation. Some
say the day of the small dealer is past.
If vou think this you will pass out of
business, but do not think it. Sell as
much as you can for cash, but I find
that it is not always convenient for my
customers to pay cash owing to the
monthly system of wage payment.

“Joy cometh in the morning,
And in the evening too ;
If you buy his groceries,
You will be Joyful too.”

ONE BUYS FLOUR FOR ALL.
Trade in Orillia on Good Terms With
One Another.

Co-operation is buying is evidenced in
an especial way in the case of flour
among the grocers of Orillia, Ont. T.
B. Cramp, one of the Jeading grocers of
that town, buys a car load of flour at
a time. He has too much for his own
use, so divides it up among the other
grocers, they allowing him the cost
price, plus a margain of 10 cents a bhag
for what they buy.

No doubt this plan of buying has al-
ready been tried in other places, and
where there is a good understanding
among the grocers the plan has much
to commend it, so far as flour is con-
cerned. There is a saving all round in
the cost oi the flour through buying in
large quantities and in the expense of
freighting.

There are two flour mills in Orillig,
one of them owned by Vick's grocery
and bakery concern, and the local
brands have, of course, a good call.
They sell to the grocers and in some
cases sell to farmers, but both mills
prefer selling through the trade. When
they do sell direct they charge the gro-
cery trade’s retail price, in this way
protecting the trade and making for a
good feeling all round
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Actual Instances Where Clerks Go Astray

A Dealer Who Never Learned How to Control Debts—Case
Where Clerk Gave Overweight to the Purchaser—His Employer
Had Not Impressed the Point of Correct Weight.

The object of the reference to the
clerk question lies in the desire to im-
press upon retail salesmen the necessity
of fitting themselves for the openings
that are going to be presented some time
when they are least expecting them.
Initiative is required and perseverance.

Memory recalls the story of a New
Brunswick grocer who has made a suc-
cess of his business. When a young man
he decided to study the art of reading
character, g power that is ipvaluable
in any walk of life. Many times he
fonnd this unusual ability an aid in de-
ciding when to give credit, when to be-
lieve tales of ‘“‘woe’” and in other in-
stances. This is not mentioned with a
view to urging clerks to give some time
to this study, 'hut as an illustration of the

of

““To-day he is worrying with question
establishing a cash business only.”’

desire they should have for improving
themselves, o0 matter what method they
may adopt.

Could Not Control Collection.

The %dea that the grocery business is
merely the handing out of goods asked
for is no longer admitted. Ploughmen
and boilermakers may think so, but whep
their savings are spent in the ‘‘game’
they thought so easy, the realization of
their mistake comes too late. The
writer knows a grocer whose delivery
wagons seemed to be always on the
road. He sold a great deal of goods but
he could not secure control of collec-
tions. To-day he is worrying himseli
with the question of establishing a cash
business omly. The elevation of the gro-
cery business of the coming generation
to a higher plane depends upon the edu-
cation of the clerks of to-day, and there-
fore depends upon the efiorts of the gro-
cers in the cities, towns and villages
from ope end of the country to the
other.

Th's cuestion is so important to the
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grocer himself that it is a wonder it
does not receive more attention. How
many employers stop from the daily
grind to point out the value of co-oper-
ation, even though the clerks know that
in upited efiorts the nest results are oh-
tained ? How many ask for suggestions
from the clerks or enquire about any
difficulties the clerk mgay be having ? It
is leaving the clerk to his own re-
sources that is the bane of the latter’s
advancement.
Where the Buyer Gained.

One clerk the writer knows who bhut g
few years ago used to disdain returning
to a bin or drawer a quantity of goods
that remained in his scoop or measure,
unless the latter was pearly full. In
parcelling up sugar if the last scoopful
happened to contain more than the exact
weight, and if the measure were about
half full, the purchaser received that
much more than she paid for.

It was the same with currants and
raisins, rice and all down the list. With
cheese, and meats and other articles
served in that manner, the same thing
happened. This clerk actually cost his
employer far more than he was worth.
But he was only a young boy just out
of school and did not realize what an
ounce lost here and there meant in a
day’s work. His employer told him
prices, gave him an apron and told him
to go ahead, but the grocer did not
know that he himself was going behind.

It would have heen so easy to have
explained hy a few figures the necessity
of giving a customer what he pays for
and no more.

Good Buying Handicapped.

This same grocer used to advertise
that he had bought ‘‘right’”’ apd ur
doubtedly he had at 1¥mes made pur-
chases at the right time, but here was
one of his clerks who was certainly not
selling right. A part of the profit se-
cured in extensive buying was lost un-
necessarily through the grocer’s sin of
omission ; he had omitted to impress
upon his apprentice clerk the significance
of what the latter deemed insignificant

TEACH THE BOY.

When the boy starts in with you
teach him the things that he should
learn. Get him interested and anxious
to learn. Show him how to properly
wrap and tie a parcel, to keep the
counter and scales clean, to always
keep busy at something, whether it is
the arranging of a shelf or a counter
display. Teach him to be saving of
paper and of twine. In short, teach him
to make your interests his own.
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A Window Trim Minus Selling Power

More Than a Dozen Articles Distributed Bearing Little or No Relation to One
Another_—Observed in Suburb of Large City—Six Important Points to be Con-
sidered in Dressing a Window—=Space Useless Unless it Sells Goods or Creates

a Good-Will.

IS THIS WINDOW DISPLAY ?

Ginger-snaps, laundry soap, fancy biscuits, corn flakes, ornamental brooch-
es, wheat cereal, pork and beans, corsets, hat-pins, more fancy biscuits,
men’s socks, leather mitts, baby’s dolls, cups and saucers, buttons, sweat-
ers and a Union Jack all in one window.

The artist who dressed this fine win-
dow was loyal, if nothing else. Possi-
bly we should have referred to the
Union Jack first, but it happened to be
the last item observed.

This display was not made in ‘any
newly-settled district either, where some
laborer out of work ‘‘set up shop’” to
keep the wolf from the door. It was
shown on the main street of a suburb
of one of Canada’s largest cities.

What was the merchant’s occupation
anyway ? A look beyond the window
was just as confusing. The shelves,
connters, barrels and boxes, shared space
with the biscuits, buttons, pickles and
feminine paraphernalia. There was no
system whatever attempted, the floor be-
ing crowded wyth all sorts of contain-
ers separated by zigzig aisles.

Prospects are Poor.

And this practically in the midst of a
great, busy, bustling city, where mer-
chants are supposed to know better !
Such a display is not likely to attract
much attention apart from a window
critic. It was almost wuseless as a
business getter, particularly as it was
located among stores carrying these
oods exclusively, and where the win-
dows were not all 5 conglomeration of
articles.

The outstanding feature in every good
window is its power to not simply at-
fract, but to hold the gazc of the pass-
erby who is a probable purchaser. Un-
less the window artist can provide
something to HOLD attention, the win-
dow is useless. Opce this has been ac-
complished, it remains for his ingenui-
ty to present the goods displayed in
such a tempting manner that they will
be bought.

The initial part of this article de-
monstrates how not to dress a window.
No display that shows a number of
articles that bear no relation to one
another is considered good for the busi-
ness.

Basis of a Good Window.
What then are the fundamental princi-

Ples underlying , positive selling dis-
play ?

They might be enumerated as follows :

1. The Goods to be Displayed.—In con-
sidering what you want to put into
the window, take into consideration the
season, the timeliness ol the display, the
quality of the goods you have for sale
and the margin of profit. Turkeys
shown in July will not attract the
same attention as if shown prior to
Christmas, and soft drinks at Christmas
time in place of July, would be equal-
ly poor policy. Goods of inferior guali-
ty or even those whose quality you are
not in a position to recommend, through
lack of knowledge, should never go into
the window. Never get behind an article
that you cannot stake your reputation
upon, even if margin of profit is allur-
ing. If, however, you have two similar
articles, and you are sure they are equal
in quality, the one with the better
margin is the one to display.

Planning the Background.

General Plan.—Once the goods are
selected, what sort of display will
show them to the best advantage?
Displaying for instance, maple syrup
and sugar, a sugar-camp in the woods
in miniature suggests itself as a back-
ground. If you want to display dried
fruits for the Christmas season, remem-
ber to have a show card or two calling
attention to housewife’s plum pudding
and Christmas cake. Canped fruit sug-
gests a neat pile of wholesome raw
material, etc. Think out your plan
first.

Have Window Suggest Something.

3. Association of Articles.—Bacon and
eggs go well together ; ifresh fruit and
sugar ; all the ingredients of a Christ-
mas cake ; poultry and cranberry ; meats
and fish of all kinds and meat sauces ;
all varieties of utensils necessary for
housecleaning, with cleansing powders
and liquids, etc. This association of
articles, provided there are not too
many, tells a story which every pur-
chaser appreciates.

4. Cleanliness.—Every window should
be spotlessly clegn, if the maximum re-
sults are to be obtained. To this end
every dealer will find it profitable to
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instal a floor in the window of clean,
planed, matched lumber, or tiling. This
can easily be kept f{ree from dirt.

Value of the Showcard.

5. Show Cards and Price Tickets.—
Some windows may possibly be better
without price tickets, but show cards
are indispensable. Every good dealer
realizes the importance of his word-oi-
mouth suggestion to his customers. The
show card does the same work, only it
lacks the follow up power of the dealer
should first reading not prove strong
enough to convince the probable purchas-
er. There is no window that will not
be the better of a neatly written, con-
vineing, but inofiensive show card.

Price tickets in most cases are effec-
tive. Their use is generally to be com-
mended in a district where dwell mid-
dle classes and laborers. In z district
where trade is of a very high class,
they may not be such g big factor, as
price is mot such , consideration there.

Last But Not Least.

6. Attractiveness.—Although  attrac-
tiveness is named last, it is one of the
most important selling factors ina win-
dow. Few windows can be thronged with
a motley supply of goods and attract
much attention. On the other hand, a
display conmsisting of one or a few arti-
cles, can be easily made attractive, and
if it draws the people, it will nine
times in ten sell the goods, providing
cleanliness, appearance, and the dealer’s
recommendation goes with them. Make
the display a thing of beauty and stop
the public. If vou can do this, the re-
mainder is easy.

Motion in the window should be in-
cluded under this heading, but the artist
should be careful that the gaze of the
passerby must not concentrate upon the
thing in motion, unless it bears some
direc’ relation to the goods displayed.
A railway company showing a small
moving train is good display, but the
same train in a grocery window will
be inefiective as a positive selling force,
unless it be used to bring out some
point in connection with the goods. It
might, of course, get the public talking
about Jno. Jones’ store, but as a direct
seller it must be placed in 5 low class.

Summary of Good Points.

To revert to the inspiration of this
article. The window in question was
not attractive ; it had no show cards
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or price tickets ; there was no associa-
tion of articles—unless it were the
laundry soap and socks; no study
whatever was made uron the back-
ground or general plan, and it is safe
to say that the dealer did not know
what goods he intended showing until
he had finished throwing them in.

The wimdow can bhe made one of the
best assets of anv dealer. Merchants {n
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country, village, town and city stores,
have proven this. Then is there any
reasor. under the sun, why all the ad-
vantage possible is not taken of them ?

Dress the window according to sanme,
sound principles. Make it speak out to
the passing public, and reap from it the
profits that lie within its power to be-
stow.

Your Xmas Window Should Tell a Story

This Sort of Display Holds Attention More so Than Something
Novel Without Logic—For Instance, Tell the Story of Plum
Pudding—Examples of Good Selling and Inferior Displays—
Olive, Coffee, Sugar and Syrup Plans Suggested.

By Vietor Lauriston.

€€Y SN'T that a queer notion—wasting

I a whole big window just to show

nothing else but those olives?”

That remark, voiced the other day on
Carisford’s main street, was followed by
other comment, some of it explanatory.

““Jackson does get up some queer win-
dow displays, doesn’t he? Just think of
it—nothing but olives! And there
wasn’t much to the window—I studied it
all out. He put eight wooden basins in
the window, and covered the whole thing
with cheese cloth, and then put bottles
of olives in the basin—half a dozen bot-
tles in each basin, and each basin a dif-
ferent kind. I never imagined there
were so many different kinds of olives.”

‘‘Say, what are they for, anyway?”

‘““What—olives? Well, I donno—some-
thing like pickles, I guess. Reckon I'll
drop in and buy a bottle just to find
out.”

Well—when you get down to hard cold
fact, was that a waste of window
space?

Jackson’s grocery in Carisford does
get up some odd window displays. But,
as in this instance, they are displays
that invariably attract attention, arouse
curiosity and stimulate sales—which,
after all, is the object of all window
display.

Story Told in Every Window.

For Jackson wasn’t satisfied to make
his window a mere shelf, upon which to
shove goods for the time being in order
to get them out of his way. Rather, he
was inclined to reverse the process—to
make every shelf serve as a window, and
therefore a help in making sales. As for
his windows, each one of them was de-
signed to tell a story. Furthermore, it
must be a new story every time—and in-
teresting.

That sounds difficult, but it is far
from being as difficult as it sounds.
Making the window tell a story doesn’t
necessitate anything elaborate—in win-

dows, as in fiction, the simpler and more
direct the story, the stronger its ap-
peal to the person whose eyes rest upon
it.

What constitutes a window-story? Well
take the olive window as an example.
Jackson showed olives with pimento,
rine olives, Spanish olives, French oli-
ves, olives done in this way and olives
done in that—a complete short story of
the final product of the olive industry.
It told the passerby something of the
importance and possibilities of olives—
and, helped out by show cards and price
tickets, led to the logical climax of in-
ducing him to purchase.

A Coffee Displav.

Another such story was told recently
in the Jackson window on Main street,
Carisford. It was a story of coffee.
Jackson showed coffee in bags—unroast-
ed coffee, .Java roasted but unground,
Mocha roasted but unground. In little
dishes were samiles of various blends of
ground cofiee. There was coffee, ground,
sealed in air-tight tins., In one corner
was the electric coffee cutter, with,
nearby, a show card telling in a dozen
words or so the advantages of steel cut
coffee over ordinary ground coffee, and the
added advantages of having it freshly
roasted and freshly cut. That was a
story of coffee from the unroasted bean
to the ground product. With a larger
window or more time for preparing the
display, Jackson could have given pic-
tures of the coffee fields, of the various
phases of coffee harvesting, of its ship-
ment; and a table could have been set
with an electric percolator and cups of
the finished beverage to be sampled by
all comers. That would have expanded
the coffee short story into a coffee nove-
lette, but still carried out the story
idea.

Something New Always Noted.

‘““There are lots of stories—thousands
of them—but there’s always a place for
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the story whose appeal is fresh
new.”” Those words of a magazine ed
or with reference to magazine fiction
the art of window display just as clos
ly. And, inferentially, they tell why

is that so many window displays fail

justify the elaborate efiorts spent up:
them.

The first great essential in the windo
display is, that it attract the attenti:
of the man or woman in the street. !
shouldn’t be just a sort of temporar
accommodation for this or that line ¢
goods; it is a story, an advertisement
with reference to those goods. And the
quality that best attracts attention-
but let me quote a regular, safe-and-san:
business friend of mine.

‘““‘What’s the use of putting a lot oi
care and attention on a window dis
play,” Smithers mourned to me last
spring. ‘‘Here I've spent hours and
hours putting together an Easter win-
dow that's a .dream of beauty. And
across there Jones just put a pine box
with half a dozen white rabbits in his
window—and six people stop to look at
those rabbits for one that takes a good,
interested look at my display.”

Therein lay the whole secret. Smithers
put together a conventional, | elaborate
display. Jones tossed in a few rabbits
in a common pine hutch. The value of
any display is measured, not by the
work put upon it, but by the effect it
produces. Smithers’ window was con-
ventional. People in the street had seen
the same sort of Easter window, year
in and year out. Those rabbits were
something novel—in a window. There
fore they attracted attention. The rem
edy was for Smithers to inject some
thing of the rabbit quality into his dis
play. If he had exploded ' a cannon
cracker in the centre of his display, and
put up a card, ‘““Competition all shot to
Smithereens,” he’d have done the trick

Logic Behind Interest.

But that doesn’t mean that Smither
display was the poorer business gett
of the two. Where twenty-four peop!
paused to look at the rabbits, four s:
the Smithers’ display, but the logic
the Smithers’ window may have co
vinced three out of that four, while t
lack of logic behind the other wind
may have repelled all but two of 1
twenty-four. It’s omne thing to sec
attention in the first place, and anot!
thing to hold it. To secure attent
you must have novelty. To hold att
tion you must have logic—the logic t!
leads the interest of the passerby ri
up to the purchasing point.

A year or two ago the hardware sto: s
throughout Ontario suffered an epide: ¢
of ‘‘millinery windows.” Ingenic s




sh ¢
ine ed
ction

as clos
| why
s fail
‘nt up

wind«
ittenti
reet.
Jmporai

line «
fisement
And the
tention-
-and-san:

a lot oi
dow dis
me last
urs and
ster win-
ty. And
pine box
s in his
) look at
5 a good,

Smithers
elaborate
w rabbits
value of
; by the
effect it
was con
i had seen
W, year
bits were
There
The rem
ect some
o his dis
a cannon
splay, and
11 shot to
the tricl

Smither
ess gett
yur peop!
four sa
e logic
jave C
while t
ir wind
o of

to sec
ad anot!
attent
10ld atf
logic ti
erby 1l

rare sto: s
n epider ¢
Ingenic is

hardwaremen manipulated stovepipes,
pans, pots, brooms and other articles in
such fashion as to burlesque the freak
hats shown in the millinery openings.
These displays were clever and ingen-
jous, no doubt of that. They caused
many a laugh. But were they business-
getters?

“Say, that’s great, isn’t it?”’ one
spectator would chuckle to another.
Then, having had their laugh, they’d
saunter on, and probably buy their nails
lJater in the hardware store that was
most convenient. Such displays caught
the eye; but they failed to hold the in-
terest right up to the buying point. Be-
hind the millinery burlesque there was
usually no argument with reference to
any particular line of goods. The dis-
play led the passerby to talk about the
story, which was a good thing from a
business point of view; but there was in
most of these displays practically noth-
ing to induce him to walk right in and
make perhaps his first purchase at that
store. And, when it comes Jown to
tacks and nails, or, for that maftter, to
flour and sugar, one actual new cusiom-
er is worth a dozen people wno i=-lk
about the store and then buy somewhere
else.

There’s a difference in window displays
just as between well and poorly told
stories. Take a pickle window, for in-
stance. You've probably seen scores of
pickle displays. ‘‘Bill,”” says Smithers
to one of his clerks, ‘fix up a pickle
window’’—and Bill gets down about 40
hottles of pickles, and ranges those bot-
tles in regular rows. First he puts a
mustard pickle, then a sweet pickle, then
a common, garden, every-day mixed
pickle. And so on, till he has two or
three regular rows of them, all as neat
as a new pin. But what do they tell
the passerby. Merely that pickles are
for sale in Smithers’ grocer, which is
something he knows anyway. The pla-
toon of bottles stares stupidly at the
passerby, and the passerby, having seen
that sort of pickle display time and
again, doesn’t even stop to reciprocate
by staring stupidly at the platoon of
bottles.

Well Studied Pickle Window.

Jones, on the contrary, had a clerk
with a few vagrant ideas about window
display that he had picked up by read-
ing the trade papers and studying other
windows and thinking things . out for
himself. Jones’ clerk took practically
the same groundwork—the window floor-
ing, and behind that a ledge or shelf
just a little higher, the whole covered
with white cheese-cloth. On the front
terrace he arranged four groups of
pickle bottles—half a dozen bottles of
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sweet pickles grouped together, and half a
dozen bottles of mustard pickles group-
ed together, and half a dozen bottles of
a high grade English pickle, and half a
dozen of the common mixed pickle. And
on the upper terrace he grouped (each
kind by itself) five more of another
brand.

In a central position was a basin of
the ordinary cucumbers in brine. At-
tached to each group was a neat card
bearing a catchy phrase that hit off the
especial virtue of that particular va-
riety, each card climaxing with the
price. Jones’ clerk, taking practically
the same groundwork and practically
the same pickles, by putting emphasis
on contrast, made an effective display.
His window wasn’t a gem but it ap-
pealed to nearly a dozen different tastes.
It could hardly fail to strike and strike
hard, a responsive chord in every pas-
ser-by who was at all interested in
pickles. Jomes’ clerk helped the pickle-

This Window Artist Doesn’t Forget a
Show Card or Two.

interested to choose and select, instead
of making it difficult to do so.

Therein lies the difference between the
window-story poorly told and the win-
dow-story well told.

Then old, every-day lines can be treat-
ed in a new way. The coffee window is
an instance. It treats cofiee from a new
view point, and incidentally reminds the
passer-by that Jackson makes a spe-
ciality of cofiee. Such a window is con-
vincing evidence that Jackson knows
more about cofiee than can be learned
just by selling the ground product in
sealed cans, or in paper bags.

Sugar and Syrup Displays.

Another such window could be made of
sugars and syrups. Take granulated
sugar, raw sugar, loaf sugar, brown
sugar (in its various grades) ; molas-
ses, maple syrup, corn syrup, honey if
you like. A window showing the whole
range of sugars and syrups is an inter-
esting thing, even though sugar itself
is a common place. And a show card
attached to each sample displayed, not-
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ing that this quality of sugar is just the
thing for preserving, that tafiy pulling
is a jolly evening enjoyment, and that
this especial syrup is just the thing for
pancakes—such cards follow out the log-
ic and lure the man or woman in the
street more than a step nearer to the
purchasing point.

A window need not be devoted to one
article alone ; but it should have one
central idea, and every article shown
and every word on every show card,
should directly relate to and help out
that central idea. Nothing kills the ef-
fect of a window so much as a discor-
dant note. A pile of package teas in
one corner of the sugar window would
do- much to spoil its efiect.

Ingredients of Xmas Pudding.

Thus, a Christmas pudding window
early in the Christmas season—the ear-
lier the better—would prove interesting.
Show all the ingredients—raisins, cur-
rants, peel of various kinds, flour, nuts,
sugar. Group in that window every-
thing you sell that goes into the making
of Christmas pudding—not excepting
eggs, if the recipe calls for them. Give
prices of each, and emphasize the quali-
ty. Paste upon other cards neatly type-
written or printed, recipes for Christ-
mas pudding—give three or four of the
best recipes you can find. And on your
most prominent card emphasize this
fact, that Christmas pudding is the bet-
ter for being made well ahead of time,
and kept for a few weeks. Thus you
build up a logical-window-story, which
leads the eye-witness from the vague,
general idea of Christmas pudding right
along to the climax of purchasing the
ingredients at once.

Substitutes for Butter.

The window can tell stories of new
things, making those stories applicable
to the moment. Thus, at the time of a
butter famine some years ago, Jackson,
previously referred to, made up a dis-
play composed entirely of substitutes for
butter—peanut butter, banana butter,
butterine, cream cheese, ordinary cheese
and a lot of other lines, many of them
novelties, that in one way or another
would take the place of actual butter.
That window, being a timely novelty,
not merely effected quite a few direct
sales, but helped to introduce several
new lines convincingly to the customer.

Dozens of new lines can thus be effec-
tually brought before the public through
the medium of the window display. But
it isn’t enough just to shove the arti-
cles into the window and leave them
there. Help them out with show cards,
price cards, and in every possible way,
and tell the people in the street, not
merely that they’re there, but what they
are and what they’re there for.
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the Goods

Their Chief Features.

With Christmas less than two months one can be reasonably sure of securipg

<l in the distance, dealers must soon be- the others. What one probable customer
3 gin to think about that important si- inight consider attractive, another

lent salesman—the Christmas display wouldn’t; or what would bring one in-

v window to the storc to purchase, would not ap-
b There are a few points to be taken peal to another. The aim of the dealer,

into consideration in arranging any dis- therefore, should be to arrange a dis-
play, Christmas or otherwise. Be sure play that will arouse the greatest num-
your window is going to be attractive, bher of passersby to purchase goods dis-
see that it is clean and contains goods played.
you are anxious to sell ; display noth- The Christmas window must not be
ing but goods the quality of which you simply a pretty picture. Attractiveness
thoroughly understand ; know that you is all very well, but unless it sells the
are going to get a fair profit on them, goods it availeth little. Attractiveness
turnover considered, and see that your and selling power combined tend to get
window is actually the silent salesman the maximum results.
it is intended for. 2 : :
Attractiveness and selling power are A British Columbia Display.
4 ' the most important of the lot, since On this and succeeding page are shown
¥ they are relative conditions, whereas, three examples of good Christmas win-
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teproduction of Handsome Xmas Window That Has Been Shown by Dixi H. Ross, Victoria, B.C.

Make the Christmas Window Sell

While It Should Be Attractive, See That Its Beauty Is Not Overdone—Nothing
Should Detract From the Goods to be Sold—Three Christmas Displays and

dow displays. Dixi H. Ross & Co

of Victoria, B.C., are now well knov
to the Canadian trade as artistic wi
dow trimmers. Their windows alwa
bear that delicate touch that only
handiwork of the artist can give th
and, therefore, at first glance comm:
attention by reason of their beauty

Often it is said, the pretty window
not a good seller. However, in '
case of Dixi H. Ross & Co., we
safely say we have a combinatior
attractiveness and high selling va
While there are some floral decoratic
yet they do not detract from
goods shown, but rather tend to n
the goods show up to better advant:

A Two Storey Window.

A glance at the illustration, sh

that the window is divided into

0



sections—an upper and a lower story.
On the top shelf are four attractive
boxes of dried fruits, two on either
side of four bhoxes of figs. Interspersed
among these, are preserved and canned
fruits, which in original colors would
give an exceedingly fine appearance to
the upper section of the display.

To the centre and rear of the lower
shelf, in front of a bouquet of flowers,
is placed the indispensable Christmas
turkey on a platter. In front of the
turkey is the next prominent portion of
the greatest of all meals. This is the
plum pudding.

Figs and confectionery in glass are
prominent among the other articles in
the window. On the outskirts may be
seen cgnned goods, biscuits, ete.

Confectionery Well Shown.

For a compargtively small icentre,
Bracebridge, Ont., produces some fine
window displays. The one shown here
is a Christmas trim with special at-
tention given to confectionery. It was
a motion window, in which boxes of
confectionery revolved about g floral
display. A bunch of grapes hung to the
end of each box, so that when in mg-
tion this display would naturally at-

Motion Display of Confectionery.

tract much attention. The gattractive
open boxes of chocolate logk guite tempt-
ing, and must have made a number of
actual sales.

Nuts, figs, dates, wines, etc., systema-
tically arrayed constitute the floor.
Santa Claus overlooking all, tends to
further the Christmas idea. Sometimes
the Santa Claus idea is overdone. 1t
takes up so much of the window that
nothing else is seen, but such a criti-
cism can scarcely be made in this case.

The dealer should bear in mind that
he makes a display with the intention
of selling goods, and not simply to at-
tract.

Dried Fruits Hold Sway.

While different in many respects to those

already mentioned, the Bruce & Sgander-
son, Toronto, window is worthy of at-
tention. Christmas goods are certainly
shown and in a very neat system. It
must have taken great pains to plan
and work out the design.

The floor is composed of dates, figs,
raisins, etc., in packages, nuts of all
kinds, peels and extracts. The illustra-
tion itseli shows how these were ar-
ranged. Large open boxes of figs, boxes
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of peel, packages of raisins, support a
sheli of wines.

This window contains several price-
tickets, put there is a deplorable lack
of display cards in all three. Now that
the Edwards’ course in card writing is
running in The Grocer, we shall expect
to see an abundance of these window
cards, neatly printed, 3 year hence.
While in some localities price tickets
may not be appropriate, yet there is no
window that would be the worse of a
show card or two.

Editorial Note.—The points noted in
the above article should be taken into
consideration in planning this year’s
displays prior to Christmas. Remember
too, The Grocer’s window dressing com-
petition, announced elsewhere in this is-
sue, and decide now to become a parti-
cipant.

WINDOW SHOULD ALWAYS TALK-

A window umdressed for any period
means a considerable loss to the store:
the amount of such loss aepending on
the location of the store, and its usual
power in making sales. To avoid any

This Window Comes From Bracebridge, Ont.

2
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more delay than possible, it is best to
have everything prepared as far as
possible, before commencing to remove
the old trim. In this way the time
that the window is out of commission
as a selling agent is reduced to a mini-

cEEEddEER

There are stores which make a spe-
cialty of one line on a certain day with
a special price. They will possibly have
a window display with the price attach-
ed. At the end of the day, when the
special price has come to an end, they
have to draw the blind, and the win-

dow during
work at all.

In such cases it would be profital
to arrange for a change of the wind«
display late in the day, showing ti
line or lines that are going to be fe:
tured the next day.

the evening is doing

Well Arranged Dried Fruit and Nut Display Shown by Bruce & Sanderson, Toronto.

Methods for Increasing Syrup Trade

A Good Season and a Good Year for the Sale of Syrups—Not
Only Pleasant to the Taste, But Has High Food Value—Pro-
minence Should be Given to It in All Departments.

When baby sticks his finger in the
syrup and then with 5 thrill of pleasure
licks the ‘‘treacle’” ofi ; when Jonny
emerges from the pantry with his face
and clothes besmeared with the sugary
liquid, ther are we brought to j realiz-
ation of how agreeable to the taste
that article called syrup is.

This is probably the best season for
the sale of syrup and molasses and gro-
cers should ponder over the possibilities
in the sale of these lines.

A Seller the Year Round.

There used to he a time in the gro-
cery trade when dealers believed that
the only time they could sell syrups and
molasses was in the middle of winter.
That idea is, however, a thing of the
past, and the best grocers not only keep

it on the shelves but push it’s sale at
all seasons. It is without doubt an all-
the-year-round seller.

Has High Food Value.

Syrup, as the grocer does, or at least
should, know, is not so largely used
for the reason that it is pleasant to the
taste. It possesses a relatively high
food value for is it not kindred to
sugar, and is not sugar considered an
excellent and nutritious food ? Whether
it is maple or corn syrup, the user is
assured that he is consuming a highly
nutritious food. Then the price is com-
paratively reasonable and within the
rcach of all. It can be transported
easily, a fact which increases its use in
the mining and lumbering camps.
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How shall we proceed to secure the
best results ? Prominence is, of course,
the keynote and should be carried out

in counter and window display, adver-

tising and personmal talks. It helps, oi

course, if it is displayed in conmjunction

with associated lines, but a window de
voted to syrup and molasses alone will
attract attention apd create sales
Show cards pointing out its good point
could be used to good advantage.
Direct Selling Forces to It.

It is a good plan to give emphasis t.r

syrups and molasses in all department
at once. Select a certain week, exhit
it in the window, boom it in your a
vertising and talk it to customers. R
sults should be gratifying.

Last winter a dealer in a Nova Sc
tian town known to the writer help
his syrup sales by a neat counter di
play showing the various lines, whi
syrup and molasses were shown in be
tles so that customers could pass up
its quality.
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i ’ S S list of articles, alphabetically arran
ing Newfoundland Dealers’ Daily Reminder [ s aphabeticn e ruboneid
ofitaj Leaflet with Printed List of Articles on One Side and Order funning her eye down a column will hit
wind Blank on Other Sent Out—These Suggest to Prospective Cus- upon something to which her attention
g ti tomer Articles That May Have Been Forgotten—Assists in has not been called, or which she has
be fea Selling Goods Above Actual Demand. Dade--_ - 707"

Wkea Goods are wasted.

Messrs STEER BROTHERS, St. John’s.

Please deliver the following Goods.

The dealers’ customers are always
open to suggestion. They need remind-
ers and need them frequently, else they

are not sold goods they would readily
purchase if attention were called to
them.
Every dealer realizes this point and 4 ‘ {8
aims, or should aim, to increase his 5 f i ~
selling power by suggestion, a reminder, I B
gentle persuasion, or whatever you wish ! !
to call it. By doing so, he becomes a {
better salesman, has more confidence in 1
himself, ana increases sales and profits. i[
Many are the methods used to periorm : e [
this work, but the more important in- i | i
cluae personal talks, show cards, ncws- i f |
paper advertising and circulars. F T
i I |
List of Goods as Reminder. I s
| | |
From St. John’s, Newfoundland, comes I B !
a good suggestion that will be of inter- - 7y 1
est to the grocer. It was originated by .
Mr. Pike, of Steer Brothers, and is f =
plainly described by the accompanying ; L
illustrations. =]
With all parcels that leave the store, | :
a leaflet is enclosed printed on both -
sides. On one side, is given a lengthy
: oMY NANE =X KooRESS
Figure 2.—Opposite side with blanks for order.
e 9
Daily Reminder. rron. STEER BROTHER'S
e Sbis S GROCERY DEPT. forgotten when giving her grocery grder.
.-y Figure 2 represents the other side of
PRODUCT PRODUCT PRODUCT PRODUCT. PRODUCT. the leaflet, where blanks are leit = for
Allspice ... Cranberries . .. Tinned—Pears Macaroni the wrntmg of the order. There are also
Ammonia, liquid. glders Pineapple.. | Matches ............... blanks for the date, when goods are
Apples org, Sugar, tm .. | Evap. Apricots.. Minards Li £ ’ ’
Arrowroo Catsup . - Pruncs Milk COnd'“‘_‘_’_‘f‘:_ ::n:ggé customer’s name auc; ad((lires§,
Bacon ... eese .. .. .. “  Apples. Molasses ... .......... no error myy occur if order is
cure _the S | SR - e | sent in by mail.
»i course, Brozlng for gnvy. Coffee .« |'Dates .. b Nutmeg : W ; g
ried out Preakfast Food.. gom Flous. ......... Force Neaves' Food.. Soups, tinned . Brings Extra Business.
: L Borax........ ... ora Meal . ... | Flour—Purity Nestle's Food .. ... Soda, Washmg
Y, a,d\er‘ Brunswick Black. | Corned Beef ... ...... “  Graham Oatmeal ... osiethies Bread. This reminder is the meaps of getting
helps, ol Blue.... ; . | Cream Tartar ... .. | Gelatine ... Oysters Tinned.. SITup...o s extra business dh e th
sanetion Beau,pu .. | Custard Powder..... Ginger Preserved . | Ox Tail Soup, tin'd. String Beans, tin a » and has proven 1S wor
?le . aulm‘:"" . guldleo.“...‘ e xl (s;nnna Onkl)-ns g:mu,........i.. to Mr. Pike. It helps out particularly
indow dac i BIELB .. s wise ioonss: olden Syrup ..... | Oil Lucca . ugar, Icing .. . : 5
s will ]- Blacking - Cloths Pins . . ... | Ham Boiled .... Olives .. .. “ " Granu in busy times, when a salesman has not
los i Brooms... .. | Chocolates. ....... ...... Y Raw.. ... ... Peas, Round “  Brown the opportunity to suggest goods to
te sales ! Buckets.......... ... Eue.x‘lces, Lemon. | Honey Jars :‘ Green .. customers about which they have not
rod point { g“f’.‘t:}“"' i | Shwe. o S inquired. It is this extra business, se-
} uit, fancy........... g anilla . arsnips ....... . ’
qiet‘ H y ?«l:j:bré;d :n Powder ... ..... ?’i‘{“ i cured over and above actual demand,
G Ss i Roowssanad § 2 p:,cm?e;' E e R that builds up the annual turnover and
|phiSIS ‘ Pork coee o | Tinned Meats gross profits.
rtment Powder, Baking... .. L2 = 2
;l){a exhib pes . .. g i Potatoe Flou‘:g vﬂ.T;‘iismm Such a table should be particularly
2 Z Shelled Walnuts. .. | Lemon Peel ... Parrot Food.. ... Vinolia Soap .. valuable for suggesting Christmas goods
your a “  Almonds.... |-Lime Juice. Prepared Mustard.. | Violet Powder.... . tor & ¢ 1 th,
ners. R C cstin srsss wetes, ) TR et voros oy o oe | OUAKET OBMS ..., | VIROGAT: o i or uﬁng' the r.lex couple of Imonyhs g
Thned—:pdcou Lemon Crystals. ... | Rice Ground Washboards... dealers will be fairly busy attending to
= eaches Lobsters Tinned.... | Rolled Oats. ........ . | Wheatena... . i
fova Sc Coatth, Posstic R« Shaccatade Recinet . T e the actual, everyday demands of cus- !
ter help ; ; tomers. ;
mter di Buy “PURITY" FLOURI None Better.
nes, whi '3
vn in be % Write Order on the cther side. A library voting contest is being con- g
pass up Figure 1.—Front side of leaflet listing gogds to serve as ‘‘A Reminder ’* to ducted on northern Yonge Street, Toron- i
customers. to. é
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Lesson 7--Complete Course in Cardwriting

The Edwards Short-Cut System—Demonstrating the Lower Case of the Capitals
in the Preceding Lesson on Brush Stroke Roman.

By J. C. Edwards.

UCH has been said in faver of
M the brush stroke Roman letter-
ing by card-writers. This style
of show card letter can be executed very
quickly and 5 large amount of legibility
can be obtained. The accompanying
plate shows the lower case or small let-
ters which are gllied with the letters of
last lesson—the brush stroke Roman
capitals. Ii you refer to the previous
lesson (No. 6) vou will notice the card
made exclusively with Roman capitals
is not so rcadable and neat as the card
accompanying this lesson which is made
with capitals and lower case letters of
the same style of lettering.

There is one very important point to
learn in writing the Roman, and that is
the great care required in putting the
spurs on the letters. This either makes
or mars the letter, for the beauty rests
entirely on the evenness of the spurs.

Keep in mind the absolute pecessity of
holding the brush properly as illustrat-
ed in the picture shown in the leit hand
corper of the lesson plate. Another im-
portant point to observe in Roman let-
tering is the fact that much greater
speed can be attained by making the
whole word or line of letters beiore
adding the spurs and moreover, a much
neater and more symmetrical efiect can
be obtained. The hand is steadier and
produces better and truer spurs where
it has quite a number to make all at
one time, instead of adding the spurs to
each letter as you go along.

The idea in writing brush stroke Ro-
man is to produce neat cards quickly
and this is accomplished more readily
when the capitals and lower case letters
are used together as shown in the main
Kne of the card ‘“‘Floral Effect.”

The strokes of this letter will be
recognized as being the strokes that ap-
pear in the first alphabet that appeared
—brush stroke block. This, one might
say, is rather singular but you will find
that if you have been successful with the
first and have practiced every stroke and
become quite familiar with each and
every one, that you are on ‘‘easy
street’’ during the balance of the lessons,

whether they be for pem or brush. Your
attention was drawn to this fact in the
first lesson and is one of the features
that the Edwards’ shortcut system em-
bodies. Of course, there are many new
strokes shown in this lesson that have
not been used before in former lessons.

In executing the Roman letters, the
position of the brush in the hand never
varies except in a few instances, and
the secret of success lies in the rigid
adherence to this rule. The exception is
the letter “S.”

The hand turns in this case to give
the full breadth of the middle stroke
which is necessary and could not be
done if hand and brush were held in the
same position as in the execution of
even the top and bottom strokes of the
same letter.

There are only a few minor points in
this plate which will not be periectly
clear to the student, but upon close
study of the strokes, these can be over-
come.

Copyright, Canada, 1911.

be carried out in colors or in shade of
grey. It serves as a relief and takes
the hareness off the card without de-
stroying the legibility. The same brush,
No. 7 or No. 6 red sable flat in albata,
was used to make this card throughout.

When making the stems of the flowers
allow the hand to run lightly on the
finger as shown in the corner illustra-
tion of the plate, holding the brush in
such a manner that the edge rests very
lightly on the card. Do it quickly,

e ob’t‘ained
g N ractice.

L&

thinid

Card showing application of

The most important is the finishing of
such letters as ‘“‘a,” ‘‘e,” “i,” ‘‘r,” and
“s.” It will be noticed that the finish
is not unlike an attached ‘‘comma’’ and
if you turn back to plate No. 2, you will
find that the strokes ior the comma are
given along with the strokes which form
a ‘“‘period.”” Practice this part of the
letter and you need have no trouble in
getting it properly. The shading we
recommend for this style of letter is the
leit hand lower shade—the same as
shown in plate No. 1.

The decoration of the card here shown
is simple and yet quite effective. It can

the brush stroke Roman.

practice it often and don’t be airaid to
try. Ii you go at it slowly, you will
get it very uneven and also get ama-
teurish-looking curves. For liming the
card, hold your brush as indicated in
the accompanying illustration, letting
the fingers rest lightly but firmly on the
““T"’ square and keeping the brush even
always. Do mnot move your hand but
move the whole arm.

If further particulars are required re-
garding brushes, outfits, etc., write to

the author, J. C. Edwards, care Mac-

Lean Publishing Co., Toronto, or to
this paper.

Showing position of brush in hand while drawing straight lines.
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Everlasting Problem of Profit Figuring

Which Should It Be, Cost or Selling Profit?—Question Again

Dealt With By Well-Known Merchant Writer—Task of the

Deliveryman—Laws in Respect to Peddlers Not Enforced.
By Henry Johnson, Jr.

Misunderstanding About Figuring Mar-
gins,
Some time ago F. C. Williams, Ridge-

ville, Ont., discussed several points

about the retail business very instruc-
tively, but he seemed to be under the
impression that, in computing margins
on the Selling Price, a man might
slight cost. He says, for instance: ‘I
firmly believe a merchant should figure
his stock on hand at cost price instead
of selling price. In all things he should
aim not to deceive himself or make him-
self think his profits are larger than is
actually the case. Ii anything he should

under-rate rather than over-rate.”

Don’t Underrate Cost.

That is surely and most emphatically
prime wisdom. In fact, no man can
even begin to compute his margins until
he has ascertained his cost. He cannot
possibly be too particular or careful
about this; and, just as it is wise for
him to under-rate his possessions, so
is it only good business to be liberal in
figuring his costs. For instance, I buy
cofiee at a delivered price and all I am
supposed to provide in addition is the
drayage, which is handled on contract
at 50c a ton, or 2ic per 100. But I
add 3c a pound to my invoice cost to
be on the safe side.

He goes on to say that we may al-
ways take liabilities at their full face
value, for we may be sure that we shall
have to pay all bills in full, but that
stock on hand should not only be inven-
toried at present replacement cost but
that everything of doubtful value should
be wiped out. That is also sound. It
is the only true way to arrive at a con-
servative idea of where we stand.

Inventory Season Coming.

Every word of this is logical business
sense, and it is all especially apposite
at this time because we shall be taking
inventories soon, so the more alive we
are to the right way to do it, the bet-
ter and more secure we shall be. But
nothing in all this in any way contrav-
enes the soundness of computing mar-
gins on the Selling End. In fact, the
very merchant who is logical and order-
ly enough in his mind to work his busi-
ness down to a strictly safe basis is
the same man who will immediately see
that my method of computing margins
is in line with his other ideas.

Deliveryman Taking Orders.

One merchant says his deliveryman
makes a practice of getting ‘‘Return
Orders’”” when making deliveries. Cus-
tomers often forget one or two items

which may not be ordered for several
days, but with this wide-awake boy
asking for additional orders, ‘‘which

will be promptly filled,”” the lady does
not have to plan things systematically
or do any thinking at all; hence a lot
of additional business is secured.

An Age of Specialties.

I do not want any of that in mine. I
want my boys to get the goods distri-
buted as rapidly as possible and get
back to the store for another trip;
otherwise I would never get done nor
would my trade get their goods. This
is an age of specialists and the more we
specialize in our help, the better ser-
vice will we get and give, and the more
truly will we operate economically.

Here and there we find a ‘‘jewel’’” of
a man on whom we can depend to make
time, using every motion to advantage;
but these are far between. The average
deliveryman is already plentifully sup-
plied with ‘‘reasons why’’ he does not
get back in time for more work, and I
do not want to give him any more good
excuses.

The Deliveryman’s Place.

This does not mean that any man is
to refuse another order or be uncivil. It
simply means that the deliveryman is
there to distribute goods. If he does
that he will justify his employment,
earn his money, and in the long run
build up more business for us than he
might ever do through combining solicit-
ing with his other work.

Gasolene.

The automobile has developed such a
demand for gasolene that some grocers
who have had little or no trade in that
line are pushing its sale. For my part
I hope for the speedy arrival of the day
when gasolene will be considered as
foreign to the stock suitable to a groc-
ery store as boots and shoes. Groceries
began with everything—almost any old
junk—in fact, ‘‘gross-erie;’’ but to-day
groceries are primarily foods, accompan-
ied with such household goods as can be
dealt ' in without injuring the foods.
Gasolene does not belong in the up-to-
date grocery store. It will not be

handled in Johnson's after a date less
than one year in the future.
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Peddlers and Canvassers for Outsi
Houses,

Periodically we hear a wail fro
some quarter: ‘“What can we do to
rid of peddlers and canvassers who t.
orders for fly-by-night houses on
representation that their goods 2.
high grade, comply with pure food law
etc.?”

Laws Not Enforced.

I am informed that there are now «
the statute books of almost every se:
tion and in the ordinances of towns and
villages laws and regulations sufficient
to give us all the legal ammunition w«
need to make these people take oul
licenses which will put them on a pa;
with local taxpayers. Those laws, i
enforced, would go far toward wipin
out the peddler and would help a lot
with the other fellows; but no law was
ever much good if allowed to lie dormant
in perpetual hybernation, as is the cass
with so many good laws.

Something like active, interested par
ticipation in the work of the local groc
ers’ associations everywhere would re
sult in the enforcement of these regula
tions. If we do not like the way some
things are going, it is up to us, person-
ally, to get out and hustle amoung our
neighbors to dig these things up and
make use of them.

Enow You Have Good Goods.

Meantime, very strict attention to ou:
own ‘‘fences’’ will help some. If we
keep our stores clean, orderly, properl
stocked with goods that are really good
—and which we KNOW are good—w
shall not feel the presure of the ped-
dlers or the transient canvassers ver)
much.

But that of itself is not guite enougl
After knowing about our goods ou:
selves, we must take pains to see tha
others know about them too. We ma
have a lot of light, but if all our wir
run down cellar, we shall not illuminat
the world very much. We must use ouw
windows, and interior displays with n
price signs; and we must use the new
papers or, if your locality can better !
served that way, circulars or lette:
But whatever we do, we must get «
good things prominently before our «
people. We have all the opportun
there is to do this; we have too la
a supply of opportunity which we
not use, otherwise those outside fell -
would not have the cinch they find w .
they come among us. It is our own fu it
mostly, if they ‘‘get away’’ with o -
thing in particular.

Something About Cinnamon.

By the way, speaking of KNOW! G
that goods are right: Do you know at
ordinary Canton Cinnamon, in the siick,
costs around 6¢ a pound in first honds.
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and that fine Saigon Cinnamon, also in
the stick, is worth around 45¢ in first
hands? If these two products are pow-
dered, they will both be pure cinnamon,
both will comply with every food law
on the statute books; but do you im-
agine that they will both be equally sat-
isfying to the discriminating consumer?
\laybe you better think and study out
some of these things when you feel com-
ing over you the disposition to cry out
about some special form of ‘‘competi-
tion.”

And, also by the way, you may note

that grocers who do study along those
lines are usually so busy taking care of
iheir highly profitable trade that ped-
dlers and canvassers do not bother them
juch, though they are also the kind of
men that do their full duty at the polls
and as citizens generally to promote the
general good.
Confucius’ Little Thinklets.
Appropos of nothing in particular, the
following Confucian bits of wisdom seem
suitable for closing this talk:

1. He that knows not and knows not
that he knows not, is a Fool—shun
him.

2. He that knows not and knows that

he knows not, is Simple—teach him.

3. He that knows and knows not that
he knows, is Asleep—wake him.

i. He that knows and knows that he
knows, is Wise—follow him.

CREAM CHEESE FOR CHILDREN.

An authority on cream cheese says
that “it is an excellent thing to give
the children now and again. It makes a
most welcome change from butter or
jam, and is very nourishing and digest-
ible.

“It should be eaten alone, not with
butter, and the children should be en-

couraged to help themselves liberally to
salt with it.”

POINTERS FOR CONSIDERATION.

A merchant must take pains in his
uying if he would secure 5 good profit.

When you can’t make the sale without
siretching the truth let the sale go.

Ii you have trouble in remembering
the things you ought to remember, train
ind cultivate your memory.

The employe who asks no questions

ill gain mighty little information. The
nployer who is bothered if he has to
answer questions is not deserving of
ambitious clerks.

Reports from western New York say
the output of evaporated apples this
vear will be fully 50 per cent. larger
than in the best season they ever had.

Canada, it is believed, will have some
for export.

Value of Good Service Well Illustrated

THE CANADIAN GROCER

Story of How Salt Manufacturer Held Customer’s Trade for
23 Years—Reason Why Leaks Out at Manufacturers’ Dinner,

Shownig Importance of Proper

Friends.

John Ransford arrived in this country
many years ago from England, and be-
came financially interested in the salt in-
dustry at Clinton, Ont.

About the same time C. C. L. Wilson,
a Scotchman, settled at Ingersoll, to
pack hogs for the British market.

Mr. Ransford needed customers, and it
was not long until he found Mr. Wilson.
He paid several visits to Ingersoll, and
finally got Mr. Wilson interested in the
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products of the Stapleton Salt Works.
A few days after his last visit in 1888,
just over 23 years ago, Mr. Ransford re-
ceived his first order from Mr. Wilson.
From that day and without any inter-
ruption, and in spite of all competition,
Mr. Ransiord has held that business.
Service Held the Business.

At the annual dinner of the Canadian
Manufacturers’ Association a short time
ago, Mr. Ransford and Mr. Wilson sat
opposite each other at the table. Mr.
Wilson opened his pocket book and out
of it produced a postal card from Mr.
Ransford, accepting the first order and
presenting it to the latter. In the con-
versation that followed Mr. Wilson stat-
ed that it had been his policy to stick
loyally to firms who had given him good
service and who had always shown them-
selves to be absolutely reliable ; and Mr.
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Service — Competitors as

Ransford said that his policy had been to
give the very best service possible and
to endeavor to do at all times more
than he had ever promised.

It happened that Mr. Ransford’s great
rival, E. G. Henderson, the manager of
the Windsor Salt Works, was seated on
Mr. Wilson’s right, and he remarked
that now he understood why, although
he and Mr. Wilson were great friends, he
could never sell him a pound of salt.

Business Rivals as Friends.

There are two lessons for the young
business man from this experience that
are well worth heeding. One is the im-
portance of giving a good service to
your customers, and the other that you
can be on friendly terms with your com-
petitors. A representative of The Groc-
er who has attended gatherings of
manufacturers and business men for
many years has noticed that these two
men, Messrs. Ransford and Henderson,
are almost invariably together. They are
deadly rivals in business and chums in
private life.

The accompanying card shows that
Mr. Ransford was somewhat of a hum-
orist. He is still quite as bad, for dur-
ing the meeting of the Manufacturers’
Association referred to, he took up a
subscription for a wedding present for
the retiring president, W. H. Rowley, of
the E. B. Eddy Co. He approached
Mr. Rowley with a sheet filled with
names and said; ‘I am taking up a sub-
scription for a worthy cause, I would
like you to give me a subscription.”
“What is it for?” Mr. Rowley asked.
“Never mind what it is for,” he answ-
ered. ‘“‘What do you want?”’ Mr. Row-
ley asked. ‘“$25.”” Mr. Rowley put his
hand in his pocket, and paid over the
$25 with a sigh.

NEW BROOM FACTORY.

Essex grown broom corn will, it is un-
derstood, be largely used in the new
broom factory to be established here
by Alfred Farnsworth, who recently re-
turned to Ridgetown from the Canadian
West. Mr. Farnsworth has secured the
Hunter building, on Erie St. north, and
has purchased the machinery from the
Comber factory, which will be trans-
ferred to the Ridgetown building in
time to start manufacturing operations
in November. Both brooms and brushes
will be manufactured.
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Country Town Dealer and His Methods

Fall and Winter Always Harvest Seasons For Him—Trade Conditions Around
Barrie and Orillia—Special Features in The Businesses
These Towns—Much Being Done on Large Scale.

Fall, and in faet winter trading gen-
erally, cuts a wider swath in a country
merchant’s business than does trading
at any other time in the year. This is
but natural. Dealing direet with the
farming community the country mer-
chant be he grocer or other tradesman
meets his customers more frequently in
the fall when the farmer is disposing
of his produee and preparing to lay up
his store of supplies.

For the reason that it is swallowed
up more or less in the general fall trade
the Christmas season in the smaller
centres has not been made the feature
it is in the cities and larger commereial
towns of the country. But times are
changing, and with the closer settling
of the country distriets and the opening
up of the rural sections by railways
bringing the farm and the town closer
together there is a growing demand for
what have been regarded as distinetive-
ly Christmas groceries by the farmer
and his wife.

Interest is Extending.

And thus we see the country mer-
chant and the grocer in the smaller
towns taking more interest in the prices
and quotations of dried fruits, peels,
and the other lines of Christmas goods
than ever before, because the farmer
and his family are now looking on these
grocery lines more in the nature of
seasonable necessities than luxuries.

Just as an example. Barrie and
Orillia are two Ontario towns which
while not new ecentres are just now
reaching out after enlarged territory.
Both are caterers for the summer
tourist trade, in which they have met
with suecess, but in the fall and winter
have been content with their local and
nearby country trade, which, by the
way, is not inconsiderable.

At the present time trading with the
farming community is at its best, and
while the farmers are bringing in their
apples and produce they are also buy-
ing groceries and provisions. The re-
lations between farmer and trader are
decidedly cordial. Barrie has a splen-
did market; Orillia a nominal one. In
the one town the grocers buy largely
on the market; in the other the farmers
sell direct to the stores. The results
are satisfactory in both cases, for in
both this farmers’ trade is catered to.
Payment is made in cash or goods,
whichever the farmer wishes, though
often when cash is asked a slight dis-

count is made. Butter worth 22 cents
a pound in groceries is paid for at the
rate of 20 cents in eash.

What Becomes of Produce.

Butter, eggs, poultry and apples are
the produce lines coming mostly to the
grocers of these towns and these are
packed and shipped to a variety of
points—wherever the price happens to
be best. They are favored in this re-
gard for demand is free, and comes
from both consumers and shipping
agencies. One day it is to Montreal
for shipment to Europe; again it is to
a Winnipeg concern for distribution in
the great West; and another time it is
sent to a customer in Goderich, or
Kingston, or perhaps Toronto.

And just here is where the Barrie
and Orillia merchant gets even with the
large department houses in Toronto.
The catalogues sent out from these large
stores may bring some northern busi-
ness to the department stores, but the
grocers in the northern towns sell
poultry, eggs and butter right under the
noses of these big stores in Toronto.

Extensive Poultry Trade.

James Vair & Co., of Barrie, ship
around five or six barrels of poultry
a week to customers of theirs, and
much larger quantities of butter and
eggs. In apples alone they have shipped
to Winnipeg and the West some 10,000
barrels—sufficient to fill 127 ecars.
They have an egg and butter storage
department, candling their own eggs as
they come in.

But this is praectically’ what all the
grocers and general merchants are do-
ing in that north country, particularly
in those two towns. Thos. Muleahy,
Chris. Moore & Co., T. B. Cramp, J. J.
Hatley, and Vieck’s Grocery, all in
Orillia, are doing this, with some par-
ticular feature emphasized in each case.

The Dominion Government sends out
a refrigerator ear from Orillia every
Monday for the convenience of those
shippers sending produce to Montreal
and abroad, and practically all of them
avail themselves of this convenience.
In summer much of the butter received
by these grocers comes from the farm in
crocks of varying weights, but in win-
ter most of it is received in pound
prints, for it is no easy matter to cut
cold bulk butter. The prints are con-
venient in size for handling and for
making up box and ease shipments, and
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of Merchants In

the winter weather keeps the butter i
sound condition. For these reasons tl
grocers prefer receiving their butter i
prints in winter.

Most of the butter and eggs are shij
ped to Montreal in summer, the recei:
ers there being ready at all times to
take quantities large and small, and
there is not the spasmodic demand that
sometimes obtains from buyers in other
sections of Canada; but in winter when
a slight delay in receipts does not
make a great difference, or an orde:
from a faraway point is under consid
eration, the weather outside is some
times conducive to making shipments to
other Canadian points—of course if
prices are right. Mulcahy’s send lots oi
butter north and west in winter in vari-
ous sized consignments, they being cer
tain that if any stock remains on hand
at the end of the week it can be sent
out on Monday on the Government ca
to Montreal.

Their Own Storage Plants.

But often it pays to keep the stock
of butter and eggs, and the grocers are
prepared for this eventuality, by hav-
ing up-to-date storages and cooling
plants.  Muleahy’s have a separate
building devoted to this purpose, with
distinet compartments for eggs and but-
ter, so have Moore & Co., and also
Viek’s Grocery. J. J. Hatley has a
refrigerating plant, a eooling plant and
a separate storage not only for then
produce lines, but for their fish, meats
and stocked groceries.

T. B. Cramp while dealing in thes:
produce lines makes a specialty of buy
ing apples for shipment; distributin
in return salt to the farmers, and t
the trade, and bringing in standa:
brands of flour in ecar lots, which I
divides up with his fellow grocers.

Great Summer Resort Trade.

A reference was made to the no:
country trade, which to Orillia,
least, means a great deal, not only
the future, but in the present. In su
mer the grocers of the town have
whole Muskoka Lake region to play
as well as the smaller and less w
known resorts closer at hand; and @l
the year round there is the immec. ¢
region between Orillia and North F
and the greater territory beyond in ‘le
Cobalt mining distriet right up fo
Cochrane. Orillia grocers sell in e 1y
part of this region. They ship espoci-

al
br
se
is

da
th
be
bu
pe
an
kn
He
tee
an
cus

tux
pre
tur
yes
ove

dot

tin
sell
to

line
liev
in
yea
cap
t\lb4
as
stay
man
han
his
plar

of ¢
selli
buyi
ter

apt

son,
to |
woul
of e
vice
hapg
form
man
in th

Th
farm
eral
decid
are |
trade
temp|
and i

ness.
states




tock

are
hav-
ling
rate
with
but-
also

anda
hei:
jats

hest
puy
tin
1t

ally heavy groceries, vegetables, meats,
bread and cakes. This is a year-round
selling ground, while the Lake region
is catered to only in summer.

Fair Profit and Quick Turnover.

But coming back to the strietly holi-
day groceries and the means whereby
the groeers strive to induce greater and
better trading. J. J. Hatley, himself a
buteher, has in A. E. Hawkins an ex-
pert manager of his grocery department,
and this department is one of the well-
known grocery stores in Orillia. Mr.
Hawkins has been in charge for four-
teen years, and he knows the business
and the needs of his territory and his
customers from a to z. He believes in
a fair profit on all lines, and a quick
turnover of stock. He thinks that a
profit of 10 per cent. on goods and a
turning over of stock ten times in the
year is more profitable than a turning
over of the stock but five times at
double ten per cent.

He is absolutely opposed to price cut-
ting and does not take much stock in
selling even one line at cost or below
to induce trade.

Mr. Hatley buys pretty largely of the
lines that are staple and which he be-
lieves will sell well; carries fruits when
in season; all kinds of vegetables the
year round, the potato cellar alone is
capable of taking care of 600 bags of
tubers; confectionery, which used to be
a summer line for tourists is now a
staple one with a growing Christmas de-
mands ; makes a specialty of fish; and
handles all fresh and salt meats, having
his own packing house and ecuring
plant.

Dried Fruits at Opening Prices.

Every year he buys larger quantities
of dried fruits and peels for Christmas
selling. As a rule his manager thinks
buying at the first opening price is bet-
ter than delaying, for quotations are
apt to increase with the advancing sea-
son, though last year was an exception
to this. In buying dried fruits he
would rather take double the quantity
of evaporated apricots than peaches (or
vice versa) if the first named article
happened to be quoted at less than the
former, for he has found that the de-
mand runs to the lower priced article
in the majority of cases.

Quality First; Price After.

Thos. Muleahy ecaters to loeal,
farm and export trade. They do a gen-
eral store business, but groceries is a
decidedly important department. They
are already preparing for Christmas
trade, and when that season is over con-
template overhauling the department
and improving it to meet increased busi-
ness. Teefy Muleahy, the manager,
states that the store motto is ‘‘Quality

THE CANADIAN GROCER

first and price after.”” He is prepar-
ing his catalogue for fall, Christmas and
winter trading, which is circulated all
over the adjoining counties, almost to
Barrie on the south, to Beaverton on
the other side of the lake, and to the
Muskoka lakes on the north. This or
a similar catalogue he mails to the re-
sidents of all the townships within
those boundaries four times a year. And
if\pays too, he says, judging from re-
sults—his reasoning when inaugurating
this” catalogue being that if it is good
for department stores in the large cen-
tres it should also be good for the farm-
er’s store in the market town.

Using the Newspaper.
Chris Moore & Co., are also general
merchants with a special grocery de-

partment. They cater particularly to
farm trade, exchanging goods for pro-
duce lines, depending on newspaper ad-
vertising for publicity; and Vick’s gro-
cery has a bakery and confectionery de-
partment—in fact it is perhaps the big-
gest bakery in that section of Ontario,
supplying the whole Muskoka and
northern region from Barrie to Cobalt.

All of the Orillia grocers are enthusi-
astic about their fall and win-
ter trade prospects, and are
anticipating  the Christmas sea-
son this year somewhat in the
nature of an experiment—an experi-
ment, however, which they feel will be
successful.

A FALL IN BREAD.
Wrapping bread which a clerk has allowed to fall on floor before 5 customer, is

not good policy.
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Salesmanship Illustrated in N.B. Store

Methods of St. John Dealer to Interest Customers—Makes Fre-
quent Changes of Scenery—Bringing Goods to the Front—
How He Obtains Co-operation of Clerks to Move Out Certain

Lines of Goods.

There is an atmosphere of briskness and
activity coupled with neatness about
Gilbert’s Grocery, corner of Princess
and Charlotte streets, St. John, New
Brunswick, which immediately on enter-
ing makes a direct appeal to the fancy
of the customer, and seems to impress
her with the idea that ‘‘Here is a good
place to buy.” The grocery store is
roomy and attractive, and has been con-
siderably enlarged since being taken over
some seven years ago by Walter Gilbert,
the present owner, who is still a young
man, with up-to-date ideas of doing
business, and who gives great promise
of still further expansion, from his mod-
ern methods which spell success.
Changes Store Management.

When a representative of The Grocer
called upon him last week, he was busy
with what he styled his *‘‘fall house-
cleaning,” though in reality, he explain-
ed, he performed a somewhat similar ob-
ligation about three or four times a
vear. By this, Mr. Gilbert said, he
meant that he changed the appearance of
his store in an inexpensive manner, using
the same fixtures, counters, etc., but
shifting them and his silent salesmen
and showcases, in addition to his goods,
about in such a manner, that a customer
would really think it was a difierent

store, when glancing at the arrangement
of the interior.
“I always endeavor,”” Mr. Gilbert

said, ‘“to have all my goods in season,
and for this purpose, every little while
I take account, or stock as it is called,
of what goods I have on hand, and then
I push them to the iront, in order that
my wares may not become unsalable,
and also that I may really know what I

have on hand. It is wonderful how
goods will pile up on one, if he does not
be careful to keep track of what is com-

ing in I always keep quite a stock of
goods in reserve and if you were to look
into my cellar now you would see there
quite as much of the difierent lines as
are displayed about the store.

Jams, Soups and Canned Goods.

‘“As you see for yourself this after-
noon, I am having my clerks rearrange
the appearance of the store by changing
the various lines from their usual posi-
tions. For instance, on a portion of
one side of the shop, in the shelves,
there, I am having all my lines of pre-
serves brought forward, while on the
other side, my soups, capned goods, of
all kinds may be seen.

““My show cases in which I keep choco-
lates and confectioneries, I also change
about, and instead of having those two
silent salesmen on that side, they will
be removed to another position. In other
various ways I change the interior ap-
pearance of the store, and I find that in
shifting my goods about, it not only
displays them to better advantage, but
it also familiarizes my clerks with the
stock we carry.

SPECIAL

FRENCH POULET

(ROASTED YOUNG CHICKEN
IN ASPIC JELLY)

Quarter Chicken, 60c.
Half Chicken, $1.00
Whole Chicken, $1.75

Open the tin and what is there?
A chcice, plump, tender young chicken
of exquisite flavor, put up in real Aspic
jelly. Each chicken is roasted on a
spit before an open fire.

Automcbile parties use them, house-
keepers have them on hand for the
after-theatre supper; for whist lunch-
eons they are perfect.

»

TAKE this opportunity of
thanking my customers for
the liberal patronage which they
have extended to me this past year,
and trust a continuance of their

many favors for the new year.
Wishing you a very Merry
Christmas and a Prosperous New

Year, ;
I remain,
Yours truly,

WALTER GILBERT.

Sample Page ofi Neat Folder Sent Out
Prior to Xmas by Walter Gilbert,
St. John, N.B.

How Canned Goods Sales are Made.

‘““Now, every fall, of course, like other
grocers, I purchase a large stock of can-
ned goods. But I do not believe in
keeping them too long on hand. When
I got my supply a few days ago, I had
one of my clerks ’phone to my custom-
ers informing them we had a choice lot
of canned goods and were willing to sell
reasonably, and do you know, that in a
very short time in one afternoon, we
had orders for sixty-five cases of canned
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goods. Thus, to my mind, this pushing
of reliable goods is better than keeping
them in the warehouse or cellar until
you dispose of them slowly.”

Mr. Gilbert does not believe in the
custom of some merchants of buying
large quantities of vegetables in the fall,
that is barrels of potatoes, turnips, car-
rots, etc. He does not think it profit-
able except in a few cases. When he
considers the time needed, the help and
other expenses, he says, he is content
with merely buying a few barrels of one
special brand of potatoes, and selling in
quantities of a bushel or peck to some
customers who have been getting them
from him for years.

As the winter approaches, he makes
particular efiort to see that his store is
comfortably heated, both for the benefit
of his customers and his clerks, for the
latter he thinks will co-operate with
him in his business interests more readi-
ly when their place of work is warm
and comfortable.

Good Example of Selling Power.

As regards the clerks assisting him
in this way, he instanced several lines
of goods in which he had met with suc-
cess. ‘I take a number of these ar-
ticles, for example,”” he said, holding to
view some tempting looking bottled pre-
serves, ‘‘and I say to my clerks, ‘Now,
I want you to sell these this week, I
guess we can do it, can’t we?” And
then the power of suggestion at once en-
ters into the business and few customers
leave the store without taking with
them from the counter on which some
have been conveniently placed, a bottle
or two of these preserves, or whataver
other article I decide to ‘‘push.”

Mr. Gilbert is of the opinion that he
does more advertising than any qther
grocer in St. John, and he was just in
the midst of a eulogy on the benefits of
publicity when he was called upon to
sign a check for a page he had taken in
the city telephone directory. He did so
with good grace, as he is a firm believer
in the power of advertising, and what is
more important, ‘‘keeping at it.” It is
the persistency of the grocer in adver-
tising which in the long run must bring
him results and that is why Mr. Gilbert
does so much of it.

Has Seven Show Windows.

There are seven good sized windows in
Gilbert’s grocery, three on one street
and four on another, and each of these
helps in ‘“‘boosting’’ certain lines of
goods, for by frequent changing of the
window displays, and by making them
attractive at all seasons of the year,
the ‘“‘good work goes on.”

““Yes, at Christmas time, I go alter
as much trade as I can possibly get,”
said Mr. Gilbert on being questioned in

this re
‘after it
season (
red copi
of the a
ment of
purchase
These ci
customel
11ve cus
alone, la
these pot
paid the

The use
seems to
with Cai
numerous
method of
that.

The ch:
Canada
adopted t1
tisfied wit
vice and t
only after
change cor
able outlay
item while
quainted w
tomobile a;

D
“We cons
Toronto
bile can do
lu fact, our
tiobiles pro
‘An as
iocer usin
«luable. I
by reason
stompt de
ivertiseme
The firm
mnobile deliv
IX horses d
only one w
diate neighk
They figur
gasoline, ef
$25 Per mc
Larage. Th
cars as fo
Their cars ¢




g
4
1

s

this regard. ‘‘But my motto is to be
tafter it at all times.” However, at this
season of the year, I have several hund-
red copies of a circular printed telling
of the articles essential to the enjoy-
ment of the happy season, which may be
purchased reasonably at my store.
These circulars I send out to all of my
customers, and to many other prospec-
tive customers. From one customer
lone, last Christmas, when I sent out
these posters, I received an order which
paid the cost of getting them out.

THE CANADIAN GROCER

‘“And one of the first paragraphs to be
presented to the customer on looking
over the circular is expressive of thanks
for the patronage of the past year, and
also extending the best wishes of the
season.

“I do not wish to be severe upon the

calendar publishing companies, but I
must say that I have little faith in the
delivery of calendars at this season. I
have done it in the past, but I do not
know that I have gained anything by it.

So far as I can see, presenting calendars
only has a tendency to ‘make good
friends with the cook,” but other than
that, I don’t see where they are very
beneficial in the grocery business.”

Mr. Gilbert’s practical ideas of doing
business have brought him success, as
is apparent on making an inspection of
his store with all its up-to-date equip-
ments, and modern lines of goods, and
there seems no doubt but that the com-
ing Christmas trade will be profitable
for him.

Motor and Horse Delivery Cost

Figures Supplied by Dealers Who Are Now Operating An Automobile Delivery
—The Advertising Value of the Motor—Quicker Service Supplied to Customers.

I'he use of the automobile in delivery
seems to be steadily -gaining ground
with Canadian grocers. The fact that
numerous grocers are turning to this
method of delivery would seem to imply
that

The change so far has been slow in
Canada but those dealers who have
adopted this system seem to be well sa-
tisfied with it both in regard to the ser-
vice and the cost of maintenance. It is
only after careful consideration that the
change comes for it means a conside'r—
able outlay, the initial cost seems a big
item while dealers are not as well ac-
quainted with the cost of running an au-
tomobile as with horse delivery.

Double Horse Work.

“We consider,” said the manager of a
loronto retail firm ‘‘that an automo-
bile can do more work than two horses.
lii lact, our change from horses to auto-

obiles proves it.

\n as advertising medium to the
iocer using it,”” he continued, ‘‘it is

tluable. It is also an advertisement
by reason of the fact that it gives

mpt delivery. That is as good an
ivertisement as any store can ask for.”

The firm in question has two auto-
iobile delivery cars. They formerly had
Ix horses delivering, but now they have

only one which they use in the imme-
diate neighborhood.

Chey figure that the cost of repairs,
asoline, etc., for each machine costs
5 per month. They have their own
arage. The same drivers manage the
cars as formerly drove the wagons.
Their cars cost $1,300 each.

Comparison of Costs.
Here is how the two methods compare
in cost:
Original Cost.

5 horses and wagons, $350 ...31,750
2 CRYsS A5 $1.360 ... .. ... .. .. .. 2,600
Maintenance, wagons, etc., per week :

S arivers at $10.00 ... ... ... ... ... $50.00
5 horses, upkeep $3.50 ... ... .., ... 17.50
$67.50
Maintenance automobile per week :
SverE W 10 ... . e $20.00
Repairs, gasoline, etc., 2 cars ...» 12.00
$32.00

Wagon delivery, $3,510 ; auto delivery,
$1,664. Difierence, $1,846.

The development of any business calls
for the development of its facilities. In
the city, the automobile allows the store
to reach out much farther for its trade.
In the country towns it enables the
dealer to establish a rural service that
may be made to increase the business.
It makes spced possible in the delivery
of orders. Those who have already in-
stalled this system claim that it will do
more work than a horse or in some
cases, two horses.

Handy Table of Comparisons.

Herewith is a table compiled by a
firm manufacturing commercial delivery
cars and shows the total monthly ex-
penses of horse and motor delivery as
given by a number of users of these
cars. These are accurate figures supplied
by merchants who have changed from
horse to motor delivery. The cost of
maintenance includes the wages of
drivers :(—
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Cost Saving (lost
%2 S
2 2 $190.66 1
*1 1 112.02 1
5 3 216.00 s §
15 6 H65.16 3
¢ 2 : 2
2 2 1
1 1 1
3 1 1
o | 1 1
0 D 3
1 1 1
1 ; | 1
2 2 1
12 9 4
4 4 1
2 1 1
1 1 1
3 2 1
2 2 1
1 1 1
3 1 1
12 2 1
+ 3 1
2 2 1
2 1 i
2 3 1 14.
3 2 : ! 10R.50 HE Rt
1 1 1 <0.50 .10
T4 3 1 3455 SC.10
2 2 1 108,08 3704
i 2 1 93.21 119.84
o 3 1 124.67 5046
2 2 1 9416 166.75
2 2 1 (5.08 151.65
*In this case the cost of the commercial car

is greater, but it does from two to four times
as much work.

7Wages not included in this report.

One grocer in speaking of his car, a
hard tire one with covered top which
presents an attractive appearance and
helps in advertising the store declared
that it is the promptness in delivery
that counts and the accommodation
which it affords customers. “It can
go twice the distance,” he says in the
same time as a horse or more. If an
order is waiting, you send it out and
what does it mean ? Nothing but a lit-
tle gasoline. With a horse you are al-
ways waiting to send everything in that
direction at once and save the horse, so
that the delivery is not satisfactory.”
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Selling Methods of a Toronto Dealer

Wm. C. Miller, President of T. R. G. A., Tells of Methods of Conducting Fall
Winter and Christmas Trade—Many Sidelines Handled Around Christmas—
Believes Proper Display of Wonderful Value in Making Sales—Improvement
Brought About by Remodelling Store Front.

Wm. C. Miller, President of The To-
ronto Retail Grocers’ Association, con-
ducts a store on Yonge St., the prin-
cipal tboroughfare of the ‘‘Queen City,”
and his methods of looking after the
fall, Christmas and winter trade, will
updoubtedly be of interest to grocers
from coast to coast. That his business
is on the increase, is evidenced by the
fact that he has recently enlarged his
establishment at 632 Yonge St. He is
not slow to adopt mnew methods that
will increase sales or facilitate the work
in copnection with the store.

Makes Plans Well Ahead.

To get the best results from any par-
ticular season, Mr. Miller says, that
some planning ahead is essential. Not

apnd give it a Christmas appearance.
He handles crackers, bonbons, cossacks,
Christmas stockings, bells, and other
novelties. He believes that all these
associated lines are within the scope of
the grocer, and besides a good margin
reaped, it facilitates shopping for the
customer, and this is something at
which the grocer should aim. Of course,
there are those lines such as grapes,
apples, nuts, table raisins, shelled nuts,
and other table requirements to which
he gives due prominence at this time.

Christmas Cake a Side Line.

Around Christmas there are many side
lines which Mr. Miller carries to good
advantage. For instance, the week pre-
ceding Christmas, he sells Christmas

Figure 1.—Front appearance of store before change to double window show case
was made,

alone is this necessary in the selling,
but also in the buying. In this regard,
he purchases his supplics of dried fruits,
canned goods, jams, and similar lines to
be delivered opn arrival. He gauges the
amount of his purchases by the quanti-
ty he sold the year before. Of course,
in this, some judgment has to be used,
and prices during hoth years considered.
For instance, if a line is higher than
usual, he buys a little more cautious-
ly than he otherwise would.

Better Choice in Early Buying.
His Christmas goods are bought ear-
ly in the year, when he has a better
choice, and is also sure of getting the
goods in plenty of time. Besides the
immediate sales, he believes that novel-
ties help in the decoration of the store

cakes as well as short cake, bearing
the season’s greetings on the wrapper.
He also goes into the poultry business
to supply all the wants of his custom-
ers. He does not buy a big stock
ahead, unless he is certain he is getting
them at a price that will allow him to
compete satisfactorily with the regular
dealers in this line.

Christmas trees is another side line
which he makes sell well. The farmers
bring them in and he stores them ati the
back of the store, putting one or two in
a prominent place for sales purposes.
This line yields a handsome profit and
does not interfere with the regular busi-
ness, as trees are easily sold and de-
livered.
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No Calendars Given Away.

“No, I don’t give away calendars at
Christmas time,”” states Mr. Milier,
‘“‘because I dom’t think they are ap-
preciated. Instead, I send custoisers
something out of stock, such as z lot-
tle of wine, or a cake. When you zive
something like that with a Christmas
greeting card attached, they appreciate
it. I often have some customers call
at the store or ring me up on the
phone and thank me for my gift, which
is pever done in a cgse of many other
free novelties.

“It costs more to do this, hut it
helps to bind a customer to the store,
and results are fully in proportion to
the amount expended.

Store Appearance Helps Sales.

““Proper decoration of the store to
give it an attractive appearance is half
the battle,” said he, reverting to Christ-
mas trade. ‘I try to give the store
that appearance that puts the Christ-
mas spirit into customers. 1 use large
and small extension Christmas hells,
evergreens, holly, mistletoe, as well as
Christmas trees in trimming the win-
dow.

When Christmas Goods Are Shown.

“Preceding and around Chrfstmas, it
is necessary to have a series of window
displays, and judgment has to be used
to show certain lines, when they will
create the largest sales., A few wceks
before Christmas, I specialize on raisins,
currants, peels, molasses, spices, an: all
the other lines used in preparing the
Christmas cooking.

“Then we have to get ready fo. the
Christmas gifts, and my window ' OWS
besides the novelties, such lines tea
in fancy caddies, biscuits in fanc tins,
shortbread, Christmas cake, and | try.
If the weather is favorable, I I 4

few poultry outside, but if too ¢ .d, I
display them in the window, a: whed
frozen they lose in weight.”

Nuts and Confectionery Tin

When the day draws near, Mr. ‘diller
finds it expedient to give specia! 'romi-
nence to nuts, confectionery, «:inges
apples, grapes, and kinared line: Crad-
berries is glso another line, whic 3l
during the holiday season, oystc:
be sold easily.
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“In trimming the window, I put
oranges, grapes and apples in fancy
baskets, which show them up better. I
have a reserve stock from which orders
can be filled, so that the window does not

have to be disturbed when once arranged.

During Christmas week, I always mark
the goods in my window in plain figures.
It is a season when people are trying
to make a dollar go as far as possible
and price is always a consideration.
When the rush is on it greatly facili-
tates serving customers when they are
acquainted with the price.”

Work to do After Christmas.

He does not believe in giving up just
as soon as Christmas is past. He finds
a good many people celebrate New
Year, so he gives just as much attention
to the window and store display as be-
fore. A good opportunity is presented
to clear off any left-over gifts, as many
people wish to reciprocate giits received.
He buys so that he will have as little
left as possible, but if he finds that he
will have an over-supply of anything,
he marks the price down to clear it
out. Staples such as dried fruits, are
not given so much attention until after
the New Year when he goes back to the
ordinary lines. If, as the winter draws
to a close, he finds any line sticking, he
makes a special effort to sell while it
is yet seasonable.

How He Gets Some Good Trade.

In a city like Toronto, unlike a small
town, more judgment has to be used iw
advertising, or a good daeal will go to
waste. Mr. Miller, however, at ¥ntervals
takes a space in the weekly paper cov-
ering his district, while dodgers are oc-
casionally used. His best advertisements
however, are his show windows, which
are always kept attractively trimmed.
He can trace many of his best custom-
ers to a chance sale through the me-
dium of his window. The window at-
tracted them znd good service retained
them.

Then, Mr. Miller, carries an ad. on
all the paper bags he sends out, which
helps to keep his: name before the pub-
lic. In this ad., the name is outstand-
ing while the phone and street numbers
are prominent. At the bottom, is the
inscription, “‘the store that aids econo-

mists.”” He believes that this ad. helps
somewhat..

Displays in the store are changea fre-
quently, so that goods are presented to
customers in a different manner on each
visit. Quite often, Mr. Miller spends an
evening in removing all goods from a
certain section, dusts them and re-ar-
ranges, so that the stock looks bright
and fresh.. Spare time is spent in
Packaging staple lines. Previous to

Christinas, he has a large quantity of
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nuts, raisins, sugar, peels, and similar
lines all ready in different weights, so
that customers may be served with
greater rapidity during the rush period.

Arrangement of Stock.

Mr. Miller hus his stock arranged at-
tractively, and in such a manner as to
facilitate work and the location of goods.
On one side hecarries nothing but
canpned goods, while the other is given
over to glass goods. At the rear is
found his different package goods. Bulk
goods, such as sugar are convenient to
the scales.

He is not in favor of a steady use
of price cards, believing that they de-
tract in some cases from the attractive-
ness of the goods. However, when he
has special counter displays, or is in-
troducing a new line, show and price
cards are used.

STORE PHILOSOPHY.

If you are going to make any differ-
ence in the treatment of different classes
of customers, make it in favor of the
humbler class. They are the more sen-
sitive.

There are many ways of giving your
customers bargains without selling
goods at a loss. Better look them up.

Every merchant needs all his adver-
tising space for his own use, without
giving any of it up to exploiting his
competitors by knocking them either
directly or indirectly.

If you can make your customers think
you are saving them money, whether
you are or not, you will hold them
fast.

One plan that is better than buying

more goods than you need so as to get
quantity discounts, is buving less quan-
tity and more variety.

Figure 2.—Notice improvement in appearance when front was remodelled.

Store Front Remodelled.

He believes that proper display is the
life of trade. It was with this in view
that he recently had his store as well
as his store front remodelled. The im-
provement is shown in the two accom-
panying photographs, one before the
change, the other after. It demonstrates
what an improvement is possible in the
windows. The amount expended returns
a good dividend in increased business.

The value of his present window as a
display medium is self-evident. It con-

sists of a double platform, the main
display being ghout three feet gbove the
sidewalk, while the space underneath
serves as a silent salesman, thus just
about doubling the value of the window
as a means of selling goods.
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You may think you use lots of show
cards, but there are a dozen places
around the store where another would
make sales. Look it up!

Attractive show cards are desirable,
but don’t make them so pretty that
people think they are pictures and forget
what they say.

ADVERTISING PHRASES.
To try it is to buy it.
A visit to our store is an appetiser.

We're aiter you with some pointed
bargains.

Sixteen ounces to the pound—every

ounce a bargain.

The fruit of the corn field—canned

pumpkin.

It’s no boarding house joke—prunes are

healthy.

Easy to cook—delicious to eat.




}

- -

S

s R
T T i

L A s TR T AL, S A

i

§
<ok
-1

S

TEREEY
e

s N

%t

¥
i
x!:.
H
8 1%
A3
B [
I
x

:
:

~ey

~

e

g

i e s

Methods of ReceivingCash LLose Money

Systems of Three Dealers Analyzed Showing How They are Being Cheated—
Course of Some Sales’ Slips From Provision Counter Which Should Go To
Cashier—Cash Register and Cash Carrier Two Better Methods Submitted.

The grocer assumes his customers are
honest, and he is safe in so considering
the majority of them. But the writer
has conversed with so many of the trade
who have recounted stories of petty
stealing that it is not a good policy to
take for granted the honesty of the
‘“dear public’’ in general.

When a customer buys at a counter
and pays a clerk who sends the slip
and change to the cgshier via a cash
carrier, or gives a cash register re-
ceipt, there is little chance of a leakage
in the arrangements : but it is not
ever store that hoasts of g system as
periect as this. By referring to three
concrete examples it can be best illus-

By Frank D. Smith.

vision department. As stated above,
the salesman was trusted and the
chances are he was worthy of this con-
fidence.

Edge Away Without Paying.

But when the money was to be paid
at the office there was a grand chance
for the customer to walk away with the
cash instead of paying it. On Saturday
nights, on ‘‘pay day’’ nights and on oc-
casions when there wgs a rush aground
the cashier’s cage, it was a very simple
matter to put the slip for ham or sau-
sage in one’'s pocket, glance over the
goods on an adjacent counter and
gradually edge away. Some people
have such colossal nerve they will at-

. J

cashier, would enter the fromt of the
store and—well the honest women paid
and the others bought something ‘‘in
the way of groceries,”” which it will b«
seen the grocer helped to pay for. This
proprietor was trusting his customer
and had been duped so often he had 1
come extremely cynical. First it was a
dishonest clerk, then it was a realizu
tion that some of his customers wert
cheating him, and the thought that he
was powerless to prevent it under thai
method was a source of great annoy
ance. People sometimes came in through
the provision shop door to enter th:
store and really did not purchase any
thing but groceries. Others, however
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Store No. 1.—Note Relation of Provision Dept. Store No. 3.—Similarly Laid Out Store to that of

to Cashier’s Desk

trated now the unscrupulous customer
can take agdvantage of a grocer who is
not aware of weak links in his store

arrangement.
A Slipshod Method.

Grocer npumber one is an Ontario
grocer east of Toronto. He has devoted
one corner of his store to provisions. It
is enclosed in glass and is certainly a
compact and neat department.

By reference to the plan shown here-
with it will he seen that just outside
this department was the hookkeeper's
cage. A customer was supposed to re-
ceive a slip from the provision salesman
and hand it over to the cashier with
the necessary sum of money. At -imes,
however, the salesman, who was trusted
absolutely by his employer, took the
money himself and put a slip for the
amount on a file. At the end of the day
he would turn in his slips and his cash.
It was a very slipshod method and
there was no regular plan followed. One
day the customer might have to pay
at the office, the next in the pro-

System of Taking in Cash
Permits of Theits on Part of Customers.

tempt anything in this respect, while
others who might be dishonest are
afraid of the consequences.

But the fact remains that there were
people who played this game and the
proprietor when he caught them in +*he
act did not accuse them, but pretended
not to have mnoticed. Thus, he kept
their trade, which was a questionable
asset and the cashier and the provision
salesman were told to watch such and
such a one. But the weakness still re-
mained, and it is a question whether
it is not in the same condition to-day
as it was two years ago, when the writ-
er visited that town last.

Much Trust Placed in Clerk.

The story of grocer number two is
somewhat similar. He is located in a
town in Eastern Ontarig. His provision
department was entirely separated from
the store proper, and only ; small door
afiorded means of communication. Thus
the clerk in charge of the meat depart-
ment had to be trusted a great deal.
Customers would be given a slip for the
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Store No. 1, Presenting Some Opportunities.

worked several games. Sometimes the
parcel of meat was deposited in a hand
bag, and in the store this customer aj
parently had simply passed through ti
provision department without bu:
ing anything. Others even stooped
bringing their own slips. During 3 bu
hour it is next to impossible to wal
people and the average grocer, as stal
above, assumes his customers to
honest.

Montreal Dealer Also Losing.

Then comes Grocer No. 3. He is
cated in Montreal and is doing a ¢
business Likewise he has a provi
department. You can enter by ¢
doors, one through the meat shop, !
other through the main shop d
Coming through the meat shop
mount three or four steps and you ' ¢
in the main part of the place.

When you purchase meat you receiv a
check which you are supposed to 7@
the cashier, her cage being in the 1 :in
store and about threce yards from he
door that conpects the two departments.
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How is the cashier to know who buys
meat or not, if a parcel is hidden se-
curely in a capacious pocket or bag?
The parcel can be carried even into the
main store; the eustomer looks over this
counter or that, stops g clerk a mo-
ment about some goods and in 5 few
moments the grocer has been ‘‘touch-
ed,’" to use a slang phrase, for the cus-
tomer is on his way home delighted he
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Store No. 2.—Proprietor had Wall X Re-
moved to Obtain Freer Communica-
tion with Provision Dept.

or she has saved thirty or forty cents.
A block away he tears up the slip and

the tiny pieces are scattered to the
winds.

Are All Busy Men.

Just a concluding word about these
three grocers. They are real living deal-
ers, and each one of them has talked
with a representative of The Canadian
Grocer. No. 1 is a subscriber to this
paper, but does not read it as carefully
as he should. He is always busy, is
generally worrying about getting in
some of his credit, and frequently issues
a bargain sheet to his customers. No.
2 has been a subscriber to The Gro-
cer. He, likewise, was too busy, and yet
he was losing money every day im more
ways than one. No 3, in Montreal, says
he has not the time to read The Grocer.
He has hardly time to look around. He
is making money but not as much as he
thinks. A man who sells a great deal
of goods is generally pufied up with his
‘‘success.”” He is making a noise in the
trade, at least ke thinks he is. A little
more watchfulness over the inner work-
ing of the store methods would be a de-
cided financigl gain to many a grocer.
Take nothing for granted in dealing with
a certain portion of the public. Trust-
fulness is a sentiment that is heroic,
but in these columns time after time it
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has been pointed out that business leaks
should be guarded against. It is onec of
to a secure and

the first essentials

R

sound business. For what doth it profit

a man to sell goods if he know not
what it costs him ?

Importance of Proper Delivery Service

Good Service Essential to Holding Trade—How Merchant
With Good Delivery Secured Competitor’s Trade—Systematic

Method of Large City Dealer.

Delivery service is an important
factor in getting and holding trade.
Merchants are truly realizing that their
patronage depends to 5 great extent
upon the quality of service which is ai-
fordea to customers.

Just how much their trade is depend-
ent on their service varies with loca-
tion and character of trade. The high
class trade demand a higher degree of
service and are generally willing to pay
for it.

On opposite corners in a residznuial
section of a city two grocery stores
opened. As far as the appearance of
these stores were concerned there was
no material difference. The quality of
the goods carried by both was good.
One purchased a handsome delivery
wagon, an attractive horse, took par-
ticular care in the selection of a driv-
er and gave special attention to delivery
service that it might be the best pos-
sible.

The other purchased a second-hand de-
livery wagon, far from attractive ; his
horse had no particular features of
handsomeness, was not carefully groom-
ed, while he gave little attention to
getting the goods delivered-on time.
He seemed to think that as long as cus-
tomers left orders it made no particular

difference  when they received their
goods.

Better Service Got the Trade.

Comment is hardly necessary as to
the outcome. The merchant who gave
adequate delivery service gradually
gathered in the majority of customers.

In an Ontario town a grocer known
to the writer decided his customers
were expecting him to cater to them
altogether too much by looking for
goods to be delivered every day and at
all times during the day. He believed
customers should be educated to carry
their own gopds or to order their bulk
goods far enough ahead so that imme-
digte delivery would not be necessary.
He did not attempt to lessen the num-
ber of deliveries each day, but swung to
an extreme view on the question and
decided he would only deliver every
other day. ‘‘People ought to be able to
order a day ahead gnyway,” he declarcd.

A Blow to the Business.

What happened to his trade demon-
strates that the public demand an effici-
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ent delivery service. Soon hLis pusiness
began to fall off, some of his stauncnest
friends ordered goods elsewhere and he
was forced to return to the old method.

However, he was a business man, and
finding that customers demanded a good
service, began to plan a method by
which he could supply it, but
which couid be operated with the ieast
cost. In other words, he introduced
system into his delivery. When an order
was taken the customer was asked
when she wished it delivered. All the
orders for a certain section were held
until the last moment sg that the same
ground would not hagve to be cowvered
more than once unless absolutely neces-
sary. One horse was able to do the
work. He is now noted in that town
for good delivery service, and it is op-
erated
labor.

Drivers Get Certain Sections.

A large city retail grocer who has
seven delivery outfits uses system as
much as possible. As far 3s workable
each man is given 3 certain section, so
that he becomes thoroughly acquainted
with it, and is able to work more
speedily.

“We try to maintain -yst. aatic de-
livery,”” said the manager, “‘but there
is such a thing as carrying it to an ex-
treme with bad results. It s i thirg
that cannot always be strictly adhered
to, and please all customers. 1 cive my
delivery men to understand this, other-
wise they would feel I was imposing on
them by asking them to deliver'at other
than the set hours or on their appoint-
ed route.”

Good delivery service' is certainly
appreciated by customers and binds
them more closely to the store.

with the minimum cost and

WHERE MAIL ORDERS THRIVE.

Whose fault is it if your clerks do
not know enough about the goods to
sell them ? The mail order houses thrive
best in the section where local busi-
ness men are dead ones.

The merchant would do well to con-
sider the advisability of cleaning up the
surroundings of his store before the snow
comes. When the blanket disappears in
the spring, it will present a much bet-
ter appearance.
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Store Plan Conforming to Requirements

Barrie, Ont., General Store Designed to Meet Pogitive, Well-
Thought Out Needs—Special Apartment for Goods for Delivery,
So That Drivers Do Not Have to Walk Through Store—Room
for Incoming Freight—Butter and Egg Storage—How Offices

are Arranged.

Why cannot the interior architecture
of the grocery store be made to con-
form to the requirements of the busi-
ness ? Judging by the shipping depart-
ments of most grocery stores they are
at best only some kind of a makeshiit
arrangement whereby the baskets of
goods intended for delivery are apt to
be scattered all about the least used
floor space awaiting sending out to cus-
tomers, with the danger of being kicked
over unwittingly by any person entering
the store, or smelt over by some cus-
tomer’s dog

Delivery System in Barrie Store.

There is, however, no reason why this
condition should long prevail. James
Vair & Co., Barrie, Ont., have over-
come this inconvenience by having a
separate room with separate entrance
through which the driver enters to get
his delivery baskets and boxes and load
his wagon, without at all causing con-
fusion, interrupting the regular Trou-
tine of business or interfering with
the comfort of customers entering the
store to purchase goods or inspect
wanted grocery articles

The Display Facilities.

Seasonable fruits are displayed in
front of the store and the windows are
given over to alternate displays from
the various departments. A wide en-
trance from the main street leads into
the store, on each side of which is dis-
played the special offerings for that par-
ticular day. The left hand side of the
store is given over to grocery lines
proper, and beyond the cash desk on the
right is the provision and cereal depart-
ment.

This front part of the store is at all
times [ree from delivery haskets, empty
boxes and debris of all kinds, the count-
ers, even, being cleared, except for the
scales, wrappinz paper and bag equip-
ment necessary for serving customers
and packing up goods. When 5 customer
has made a purchase payment is made
at the cash desk.

How Delivery Parcels are Handled.

Orders for delivery, whether received
at the counter or over the ’'phone, are
filled at the back of the store in a sec-
tion set apart for this purpose, and as
soon as ready are placed in a basket
and set in the delivery room, thus in-
dicating they are ready for the wagon
when it comes round.

This delivery room is a partitioned off

corner at the back of the store contain-

ing about 144 square feet. The partition
is mostly of glass, thus affording light
from the side windows to flood the
store almost as well as if no partition
were there. The partition, too, serves
as a check to the gusty weather out-
side, especially in winter when drafts

are liaple to make things unpleasant
not unheglthy in the store.

A door off the side street gives «
trance to this delivery room for the u
of the driver exclusively. When he «
ters the delivery room he knows th
all the boxes and baskets there are i
distribution, so he sorts his route s
takes out his goods accordingly.

A laneway at the back of the store !
used when goods are received into stoci
There is a separate entrance from thi
lane into the stockroom, which is e;
tirely shut off from the rest of th
store.
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Buying Dried Fruit—How It

is Displayed—Showing Oranges

and Apples—Business Done in Xmas Novelties—Attention to
Confectionery Department—ZFish Department Carefully Looked

After.

ENTRALLY located in one of the
C best residential sections of Toron-
to, two doors from the corner of
Bloor and Yonge, stands one of the
largest retail grocery establishments in
the Queen City. It is the store of R.
jliggins & Son, an example of what can
be accomplished in the grocery trade by
proper methods and careful management.
jike most of our successful business
houses in Canada, it has evolved from a
modest beginning and is the result of
{wenty-five years’ strict adherence to
business principles, backed by genuine en-
deavor. For a quarter of a century
this firm has been expanding, gradually
winning the confidence of a larger number
of patrons and necessarily adding to the
store in order to care for their wants.

Had Small Beginning.

The growth of this business from a
small beginning to its present large pro-
portions is just another proof to Cana-
dian dealers of what may be accom-
plished in their appointed trade. Only
a year ago a spacious meat department
was added. The firm has a staff of
twenty-five or more employes, and seven
delivery wagons are necessary.

Fifty Per Cent. Phone Orders.

It has been the endeavor of the firm
since the beginning to give the best
goods and serviee possible and it has
been this endeavor that has gathered
about them some of the best customers
the city has to offer. A faet that is
worthy of note is that over fifty per
cent. of their trade is done over the
telephone, demonstrating the wonderful
advance in this method of doing busi-
ness in recent years. The firm does not
send men out to solicit orders, but at
times they solicit by phone when they
have something special to offer. They
huve a long range of display windows
which are of great value in attracting
purchasers. With the business at its
resent proportions  special attention
must be given to each department, but
is F. C. Higgins maintains should be
ined at by every grocer, no matter
v small his busines may be.

Preparing for Xmas Trade.
he store has a considerable trade in

dried fruits, the larger portion of which

: purchased in the fall in good time
v the Christmas trade. They fill up
retty well then the Christmas and
vinter requirements, using the amount
«0ld the year before as an index to their
urchases. There is at times one line

which on aecount of price or some other
basis will especially appeal to them.
When they arrive they are stored in a
cool portion of the cellar until required.

They believe that the best time to
push a line is when the public is most
likely to want them. Therefore there
are certain portions of the season when
they are given special prominence.

All dried fruits are displayed under
glass in a sanitary manner. Sometimes
they are shown in a display case, while
the box with the glass top is used con-
siderably for this purpose. If they find,
as the season of demand is coming to a
close, that some line is sticking, they re-
duce the price and clear it out. ‘‘The
first loss is the best,’”’ they maintain.
They find that there is little demand
for table raisins, figs and kindred lines
after the cold weather, and try to clear
them out before then. This store does
not feature nuts during the Christmas
season only, as many stores do, but dis-
plays them all the year round.

Buy Apples as Needed.

A display arrangement whereby one
box may be placed above another is
used in showing oranges and apples.
Besides showing them up well, it saves
space. A large quantity of apples is
sold, but Mr. Higgins does not believe
in storing large quantities in the “fall.
“I find it wiser to buy as we need them,
and pay a little more if necessary. Con-
sumers generally follow the same plan.
The city people do not go in for buying
large quantities at a time. Of course
when we can purchase some good line at
a reasonable price, we do so.”

Their fruit trade during the winter
months consists principally of oranges,
grapefruit, bananas and apples. In none
of these lines, do they buy ahead, but
for actual needs only. There is no wis-
dom, they claim, in loading up in fruit
even if the price does look attractive.
Fresh vegetables are handled all the
year round, being a good trade attract-
or.

Christmas Novelties.

Christmas is a big season with this
firm and special efforts are put forth at
this time. ‘‘We handle considerable
quantities of Christmas novelties,” said
Mr. Higgins, ‘‘but profits are somewhat
uncertain, being cut into sometimes by
the carry over. In order to make a
good display a quantity such as will
generally leave a surplus has to be
bought. Once the day is past, it is
little use pushing this line, and any left
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Special Efforts to Attract Xmas Trade

over have to be carried for another
year.”

They handle Christmas crackers, tree
decorations, fancy candles and novelties.
Green wreathing and Christmas trees
are also carried, but they find they only
pay when handled in quantities, and with
a fair measure of profit to allow for de-
preciation and possibility of waste.

Handles Confectionery.

‘‘We handle both bulk and package con-
fectionery. In handling bulk goods care
should be taken not to give overweight.
If a person asks for 10 cents worth of
50-cent chocolates, he will not get a
bulky package. The quantity is so
small that the salesman is inclined to
give overweight. But it is just like
tossing coppers into the scale for in 50-
cent lines every extra chocolate means a
cent given away.

‘“As we are situated here and having
to compete with the stores that handle
only confectionery and are open at
nights, we do not altogether specialize
on this line. The big profit in the con-
fectionery trade is in selling the expen-
sive packages, such as the young man
buys for his lady friend. There is no
doubt that in the smaller towns where
there are no high grade confectionery
stores, the grocer could specialize on
this line to good advantage.” However,
in spite of the big competition, the Hig-
gins store does an appreciable trade in
confectionery. A good-sized silent sales-
man is devoted to this line and each in-
dividual kind well displayed.

The Fish Department.

Fish is one of the store’s big depart-
ments and special attention is given to
this line, particularly during the fall,
Xmas and winter seasons.

“I was forced to handle fish in self-
defence,”” said Mr. Higgins, ‘‘just the
same as grocers are required to do with
many lines. Their competitors handle
some line and in order to hold custom-
ers firmly they find it necessary to do
so also. It is true that the more lines
a merchant handles and does so in such
a manner as to appeal, the less chance
there is of customers going elsewhere to
purchase.””

The fish department is situated imme-
diately to the side of one of the main
entrances. The counter runs parallel to
the window so that the man in charge
has easy access to the fish shown in the
window. This window is used for dis-
playing fish all the time except in the
middle of summer. All fish are sent out
cleaned and ready for cooking. The
fish are shown on porcelain platters pre-
senting a cleanly appearance. Special
emphasis is given to this department in
their advertising. Fresh fish are the
chief lines sold, the trade in salted lines
being comparatively small in the cities.




A i
i
it
#

|
i
i
o

' B

e

T P

Why Town Grocers Do Not Advertise

Their Objections as Related by Newspaper Advertising Solicitor—Do All the
People Know Them, Their Goods and the Prices?—Writer Says Not—Public
Must be Convinced by Argument or Experiment, and Former Includes Advertis-
ing—The Cost in Small Town Paper.

To the
throughout

dealers in towns
the Dominion the question
of advertising in the local press is often
a difficult problem.

Does advertising in small grocery busi-
nesses pay? There are scores of groc-
ers who will answer promptly that it
does not But there are always two
sides to a case. And on general prin-
ciples advertising always pays and pays
handsomely provided you have the right
sort of articles to sell and do your ad
vertising in the proper way

simaller

Objections to Advertising.

But consider for a moment the objec-
tions to advertising. Why do the smal-
ler grocers not use newspaper space
more freely? The writer recently solic-
ited for advertising in a typical Cana
dian town of 3,000, where scarcely any
of the grocers advertised. There are two
weekly papers in the place, each a good
medium for reaching the people of the
town, which is rapidly growing, and of
the rich and prosperous country sur-
rounding it.

When questioned as to why they did
not advertise a half dozen or more groc-
ers gave the same story—the people of
the town knew them, were familiar with
the goods they had to sell, kept in
touch with current prices and purchased
all they desired without any newspaper
solicitation. Under these circumstances
advertising, it was claimed, would be
merely a waste of money.

Contentions Made Realities.

So much for the side of the non-ad-
vertisers. But are their arguments
sound and true? Did all the people of
the town know them; were the people
familiar with their goods; did they
know the prices, and did they buy to
the extent of their capacity? Unquestion-
ably the contentions were erroneous in

By R. J. Fry.
every instance. And therein is the es-
sential value of advertising—it alone
can convert contentions into realities
and make facts out of theories.

How can all the people of even a small
town know all the merchants? Popula-
tion is continuously a changing quantity.
As old residents depart, with a loss of
custom to one merchant, new ones ar-
rive, with an increased patronage for
another, who secures them by some
means of attraction—a neat store, efiec-
tive display, personality, solicitation,
advertising.

There’s magic in repetition. The man
who advertises consistently and persist-
ently, if he is doing nothing else, is es-
tablishing a reputation for himself in
the public mind—he is known and rated
among men and buyers and sooner or
later will get his returns. What's in a
name? Everything if its reputation is
reliable, and the fact is made known.
The value is in the public knowing.

End Justifies the Means.

Do ail people in a town know the
qualities and prices of goods and pur-
chase freely without solicitation? The
merchant who imagines they do has yet
a wide field of development before him
if he will but take advantage of it.

Its fundamentally quality that sells
goods. Their are but two ways of con-
vincing people of the merits of any
given article—by argument and by ex-
periment. The latter way is the more
satisfactory but people will not try a
new thing without persuasion. You
must argue first—in the newspapers and
in your own store in displaying your
goods—and the experiments will fol-
low. The result and outcome will be
conviction which ensures sales and pro-
fits.

Again, prices are a variable quantity
and the merchant who would hold his
116

business must be alive to the fact that
the publie is keenly interested in pre-
vailing prices. Advertising is the best
medium of presenting them.

The Power of Suggestion.

At times reductions ean be made in
clearing out lines, strong impressions be-
ing possible under such cirecumstunces
by judicious advertising. And finally,
suggestion is a powerful factor in life
and business. It is possibly most pot-
ent in its influence in the realm of sules-
manship. If persons are to be induced
to purchase beyond their mere require-
ments—if good salesmanship is to assert
itself—advertising must be a vital fae-
tor in the campaign, for through it will
be generated the power to attract and
unite and inspire.

Cost in Weekly Paper.

Yes, advertising pays, if properly
conducted ; losses are impossible eve in
the small town. In the town to  ich
reference has been made space vas
available at 12 or 14 cents per inci per
week in either of the local newsp: crs.
Fifty cents a week would secure a: :d.,

which if changed every week, ' uld
keep a grocer’s name before an er-
changing population, preach qualit and
prices in his goods, and enlar; his
sales materially through seasona Sug-
gestions. The cost would be so iing
that a single extra sale per weel ould
meet it, while the enlistment b: pub-
licity of ten or twelve good custc. s as
a direct result of such advertisin. ight
mean an increase of $1500 or §. in
a year in genuine new business. ich is

quite within the range of possiii ity iB
addition to stimulating regular - itrons
to larger purchases.

And yet some grocers wonder . nether
advertising at 50 cents a week i small
towns pays?
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The Features of Well Written Ad.Copy

Not Enough Tmportance Given to Form and Subject Matter, Says Critic—Fit-
ness, Size, Uniformity, Intricacy, Symmetry and Variety, The Principles to Con-
sider—Samples of Canadian Retail Advertisements and How Improvements

'act that
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Might be Made.

It is strange how few grocers give
thought to the value and importance of
form and subject matter in their news-
paper advertising, for unless they do
their advertising cannot help but fall
short of what they expected. In retail
advertising it should be kept in mind
that the value of an ad. is reckoned by
the amount of goods it will sell.

The question is, then, how ean an ad.
be made to sell? and the answer is, in-
jeet selling talk into the ad. and arrange

By A. H. Mackay.

your advertising over his doubting mind
must be complete before your written
message will clinch matters and draw
the bargain to a close. If it acts thus
then it has passed what would seem to
be the supreme test in advertising.
The assembling of the copy, -eclever
though that copy be, is not all that is to
be considered—there is also the psychol-
ogy of form. It is admitted by all, and
rightly so, that certain forms appeal
more readily to the eye than others.

5551090902820 20 2820 20 20 0 22202020805 22422000 2058} m:a&mmm;
b Two Good Reasons
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G EO. McCULILOUGH & Co.
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A Well Planned Advertisement From Stoughton, Sask.

the words so they will please the eye,
drive home the message and ultimately
compel getion.

The Supreme Test.

To make a man agree with your view
'L a subject costs him nothing in the
coin of the realm, but to make him buy
live do]lars’ worth of your goods costs
Inm five real dollars in cold, hard ecash.
I'he average man being prone to stop
\hen'going ahead means spending real

money, it is evident that the conquest of

Since the possibilities of your printer
may be limited you must of necessity
confine yourself to the elementary forms
of beauty such as are within reach of
all.

Principle of Fitness.
To begin with there are certain prin-
ciples or laws which one should become
familiar with before attempting to ar-

range the form of an ad. The first of
these may be termed ‘‘fitness’’ and con-
cerns the size of your ad. It stipulates
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Gain

brands offered in lead packets
at b50c,

35¢
3 Ibs. $1.00

Bell Trading
Co.

The Up-to-Date
Grocers

-

A British Columbia Advertisement Pre-
senting Some Good Features.
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receive more attention than the subjeet
matter deserves.

The third prineiple is ““uniformity’’
For instanee, the various artieles placed
uniformly  on vour shelves

tempt to be uniform. The unusual
shape serves for intricacy, while the
heavy style of type at the beginning
and the end denote symmetry and bal-

THE CANADIAN GROCER

' The Coffee With-
out A Regret

B that it should be large enough to avoid portant of all principles is ‘“variety’’— quantity and intricacy do not appl ; ll\:J
i the appearance of being skimped, and the spice of life. Without variety our There is practically no symmetry and ‘l:l:' 2
:5 vet not bulky enough to denote extrava- lives would indeed be dull, and so would has violated the law of variety. Tl i m(
Si gant waste. There must be due propor- our advertising. whole ad. needs to be re-arranged. A IT”,\,:“(.‘\;

tion. If you are introducing a new itioi it stands it is a busi d adverti- —
.&? brand of goods llmnllgh the u;edium of AR St?me'Qrmcmmt's. ing MT.S \:’hl:ll;ll"}\)'lg:]l?zxsl cl?er Wi:h:‘;“lu i
{ vour ad. you must ,'.’i‘\'e that faet more “e“‘“n}{ o S aatmplos (-)f advertise “Barl'in’gton Hall”’ Coffe e
‘ A : : - the advertising placed by grocers in S - ithing
than ordinary prominence. In like man- ), i 15041 papers. These ads. have been L€ e rvids simell by shiminated wor t
- ]"T'\ important statements should be . jo.t0q indiseriminately from different the' flust phras’e MRS SHF B Bihe- o \ppointe
given less space. perts of Cansills. “].0 m_er(_'h:m't s name should correspond xlb &
The Size of the Ad. The first, that of the Bell Trading Co. w',th it in size. A great deta! eould b er 18 |
The second prineiple might be called of Nelson, B.C., is a one-column panel bl “h”.m u ety .and Prien af b exaetly
“*quantity "’ for mueh as one disparages ad. Part of the subject matter has been ('”r.fﬂf' Sor th.”“.' W B fhe ol some s the b
undue extravaganee in space, it eannot eut out for the purpose of making the striking deseriptive phrases. erythi
be denied that we are sometimes deep- jllustration. The ad. is an unusual type Again in the ad. of Miles’ Cash Stores “I thi
Iy Jwpressed by the magnitude of but it certainly has fitness. There is no there is no attempt made to induce peo <cutial 1
things. A large building or a huge ship attempt to ¢rowd the words nor vet is ess, and
command our attention; so also will a there any noticeable waste. In the sub- he paid

half page or a full page ad. sometimes headings and paragraphs there is an at-

vhants &
advertise

.
are mueh  ance. The numerons articles mentioned Bamllgmll Hall '.mm Cﬂ“ee )
more pleasing than they would be were together with the prices and terse re- A Mellow, Fine and satisfying Coffee. ! J
they strewn about haphazard. The marks serve to give it added interest. .TRYAPOUND s amac
same applies to the layout of your ad. It might be improved if a little more Preser
Intricacy and Symmetry. ‘liv.wriplli\v. rnulth-r were i'ntrm]u('ed at G. T Whelpley Native
The fourth prineiple is “‘intricaey.”’ the beginning of each subjeet heading. ‘ . Sweet
An aective mind seeks employment. The Printer Gets Censured. [ 996 Quvon . ~ FEEGERIEI N 8 lh Niaga
love of pursait seems to be implanted From a tyvpographical standpoint the 3 2 . s S
,IHHII,I nature, r--lmw,lt‘“ll'\ lllll' eye ad. of l‘:ri‘.ll‘lll. (;l'l:h]'\ Co. l';l]'llx.\ poor. New Brunswick Advertisement Which Sweet!

often delights in following the ins and

outs of a design no matter what form it

may take: and any combination of lines
whieh will lead the eve a chase, is as-
sured of at least that mueh attention.

The border is badly conneeted, the word

““molasses’” is  somewhat distorted
and the speiling and spotting of several
words is faulty. The layout idea is good,

though the wording is a plain business

Might Have Been Improved On.

ple to buy. liberal

amount of white space. Had the various

There is a too

groups of words been arranged in a sym-

MIL

i " . : ‘s ’s trie: “or here would be more
ERA I'he fifth  prineiple is symmetry. statement that cannot be expected to mld ical _1 rm { | . 1 thi 1 GLA
A : A 4 . = S 5018 e give 2 gve, ¢ S ol

\ Have you ever noticed how you shrink get many immediate results. No Pleasure given 1o the eye, and this coul fae
z'», g . | P ; i be added to by an apt illustration, or e
| from anything that shows signs of top- prices are quoted and no attempt is ocg = tt 1 : 3 1
| . an ¢ opriate , or some deseri Samp
g' p]ll,‘_’ 4 A wagon \\Hlx "H]A\ I]II'W' \\']]t'(‘].\ HHHI(' 10 ]Illlll('v ])('nl)l(- 10 ])u\', l_n l])l”“p”‘”( g ng M \.lll(‘ X I' AS 1! e' ('
E would appear to you as ridiculous, as : tive matter about the goods in the super Whi
: ‘ : ; A Lack of Balance. fluous white space. The proofreading.
i would a row-boat with only one oar. v M r 3 ot 2 . created

w : : G. T. Whelpley’s ad. is fit enough— {00, is shaky

K I'o be brief tlere must bhe completeness d g

B 0

or at least a eounterbalance.

Variety a Virtue.
And the last and perhaps most im-

that is the space is sufficient to say
quite a deal about Barrington Hall Cof-
fee—though with regard to uniformity
it hardly fills the bill. The prineiples of

FLOUR, MOLASSES, ETC.

Design Well Thought Out.

The last ad., that of Geo. MeCullough :
& Co., Stoughton, Sask., has evidently f
heen designed and thought out before
hand. It is much in advanee of what 1~
usually found in the average ecountr)
weekly. It might be improved typo
graphieally, but no doubt the limitations
of a small printing office have much t«
do with type arrangement. It does

produces
profits 11
‘l‘ll(f(‘.
““There
ho look
pense, bu
crtising
as if put
ind “lilt
ek spler

ested.
o however, contain the elements of goo: ‘* Anoth
We have in stock 500 bbls. of the very best quality Flour advertising copy dle i 4
k also Cornmeal, olled Oats, Split Peas, Wheat Bran, Middl- Sl e '] . }
ings. Beans, Cracked Corn, and extra Fancy Barbadoes Opinions of Western Ad. Writer. lat they
Molasses. o : nto a sta
|4 C G ; W Since the above was written B. M« « ahle ta
i anned Goods in Peas, Beans, Tomatoes, C orn, etc., Lean, who looks after the advertisii s sales
i : of which we are selling at reasonable prices. for MeCullough & Co., has sent us e 8 es
B We are payin CASH for Oats, Potatoes, kggs and ke ¢ lg i . .l)' 1!
R : Washed Wool. When in town call and get our prices. pression of his opinion on the subje
i ! of advertising. Mr. McLean says:— z
: ‘‘I think it always pays to be hones! McDowel

nave reali
up-to-date

EDGETTI, GRADY CO.

SUNMMERSIE, P, E. 1.

in advertising. State what you ha:
to sell in a clear, coneise manner, an

Y tell why ‘people should buy it. Alwa:- lv’f"t_ have :
: use short, strong words familiar f Elving 2%
4

Fxample of Too Many Typographical Errors.
per Ad.

A Prince FEdward Island Newspa

everyone and I think you will find better some of tl

) results will be obtained.
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“‘Every merchant should - advertise
tieles of good quality. To advertise
had or indifferent goods is not good
husiness and is certain to injure the
irm. For instance, if oranges are ad-
crtised as ‘“large, juiecy and delicious’’
il a eustomer comes in and finds them
thing out of the ordinary in size or
wor two people are going to be dis-
ppointed—the merchant is going to lose
<ale and the eonfidence of that custo-
¢r is going to be lost in not getting
oxaetly what was advertised. Honesty
the best policy in advertising as in
erything else.
~+T think advertising is absolutely es-
ntial to the upbuilding of any busi-
vss, and that far more attention should
paid to it than the majority of mer-
¢hants are giving it. If an article is
advertised, and as a result a demand

Jamacia Grape Fruit
Preserving Plums,
Native Celery

Sweet Potatoes |
Niagaria Grapes,
Sweet Cider

MILES’ CASH STORES

GLACE BAY axo NEW WATERFORD.

Sample of an Ad. From Nova Scotia.
White Space Too Prominent.

created  for that article, advertising
produces value because sales are made,
profits inereased and competition les-
L IH‘!IA

**There are a number of merchants
ho look upon advertising as an ex-
pense, but I think money spent in ad-
crtising is an investment just as much

if put into buildings or real-estate,
wl that good advertising will bring
ack splendid returns on the amount in-
ested.

‘“ Another way that advertising is val-
able is that it should convinee people
hat they want to buy before they come
lo a store, and in this way one clerk
< able to wait on more customers and
S ‘>ules are more quickly accomplish-

McDowell Bros., of Dunnville, Ont.,
1ave realized the necessity of keeping
up-to-date, not only in their methods,
but have also equipped their store, after
giving it a general overhauling, with
some of the latest improved fixtures.

THE CANADIAN GROCER

Got Results in Buy-at-Home Campaign

Back Page of Newspaper Contains Advertizements of Mer-
chants in Different Lines of Trade—Strong Talk on Buying
at Home in Centre of Page Gets Attention.

The merchants of Barrie, to induce
home trading, struck upon the idea of
advertising that fact in a campaign of
education through their newspapers.
While the idea is not entirely new there
are certain features about it which are
somewhat novel. The merchants (one
in each line of business) contracted
with ‘““The Saturday Morning,”” a local
paper, to use the whole back page of the
weekly issue for six months to advertise
their goods in such a way that com-
parison could be made in quality and
price with the ofierings of catalogue
houses and stores in the larger centres.

Reasons for Buying at Home.

A ‘‘Buy in Barrie’’ letter, giving rea-
sons why townspeople should patromize
their own merchants instead of buving
away from home, occupied the centre of
the page and around this letter were
grouped the advertisements of the town
merchants, giving sample lists of their
range of goods agnd prices.

The wording of the letter was changed
weekly, and the reasons why purchasers
should patronize their own home stores
were put in short, sharp, crisp sent-
ences. Some of the reasons may be
read in the accompanying sample letter.
Each of the gadvertisers occupied the
same positions always, the advertising
matter being changed weekly.

There was thus .a uniformity to the
appearance of the page.

Brought Noticeable Results.
In this way the page soon became a
looked-for feature with a distinct news

value, which, of course, added to the
worth of the advertising. Gren. Cald-
well, who represented the grocery trade
in this department, stated that it was
a splendid advertising feature, bring-
ing business not only to his own store,
but inducing a better and more loyal
feeling between the Barrie purchasers
and the Barrie merchants on strictly
business grounds

'BUYINBARRIE .

Buying Your Goods Away From Home,
you deal with strangers ; pay for ex-
travagant advertising - invaniably

complain of errors support city

stores give your home stores a

swat—wait for the goods and fret.

Baying Here at Home

you deal with neighbors—pay less
for the cost of selling the goods—re-
turn goods if no: nght—build up
your own home st re—help to build
up your town —get immediate posses-
sion of the goods— and f you want a
favor you do not gu to the City Stores
to ask for 1t

Think 1t over —-does it not pay to

.BUYEARRE‘

Sample Talk Used in Centre of News-
paper Page Surrounded by Advertise-
ments of Various Local Merchants.

EARLY CLOSING QUESTION IN ST. JOHN, N.B.

Dealers Generally Endorse It, Although Police Magistrate Has
Condemned By-law—Former Opponents Now Favor Practice.

Practically all organized opposition to
the early’ closing movement in St.
John, N.B., has ceased, and although
the by-law governing the matter was
condemned by the police magistrate, yet
the spirit of the law has been quite gen-
erally observed throughout the summer
by the shop keepers. They are not com-
pelled under the interpretation of the
law by the police magistrate, to close
their doors at 7 o’clock, the time men-
tioned in the ordinance, but the great
majority of grocers and other dealers,
do so, thus giving themselves and their
clerks a longer respite from labor than
if a later hour were agreed upon.

M. E. Grass, grocer, of Germain St.,
who has been one of the leaders in the
movement for early closing, says that

119

many of those dealers who actively op-
posed the enactment, and gave money to
the fight to defeat the passage of the
bill, are now in favor of early closing,
as they have found that their business
interests are not affected. KEven after
the by-law was declared ultra vires by
the court they kept their stores closed.
He hinted at action by the Early Clos-
ing Association in the near future to
have the passage of an act by the pro-
vincial legislature, authorizing the po-
lice to close the shops in the evenings.

The clerks of the city are almost un-
animous in approving of the early clos-
ing, and there would probably be strenu-
ous opposition on their part if asked to
return to the system of closing ‘‘any
time before ten.”’
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RESULTS oF CONFECTIONERY CONTEST

First Prize . - Arthur R. Martin,

St. John's, N'fid,

Second “ - Allister R. McLeod,

Sydney, Cape Breton

Thied “ - - Chas. J. Snider,
Brantford, Ont.

Fourth “ - Geo.S. McKenzie,
Kelowna, B, C.

Other good articles received were from the following :
J. A. Cronin, Kincardine, Ont.; J. ]. Jackson, Brandon, Man.;
G. P. Colwell, St. John, N.B.; H. E. Osbome, Edmonton,
Alta,; Joseph Dubuc, Quebec, Que.; Robt. McPhie, Nutana,
Sask.; J. Brunner, Tavistock, Ont.; Chas. Simmons, Strath-
more, Alta.; Chas. E. Fisher, Iroquois, Ont.; Henry Slason,
Winnipeg, Man.; J. P. Browne, Cherry Valley, Ont;
A. J. Northmore, London, Ont.
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Should a grocery dealer handle con-
fectionery ? Well, this depends; il he
¢s a live man in business for what he
can make out of it, and is desirous of
increasing his profits, then he should
certainly handle confectionery.

I know of no line of goods which com-
mand such a ready sale and yields such
a good all-round profit as this does. Can-
dies properly handled, should bring in
iron 15 p.c. to 30 or 35 p.c. profit.

Must Know the Goods.

But, of course, a man must watch
himself carefully—he must know the
goods he is selling. If this be impos-
sible, if he has never paid attention to
this branch of his grocery business, and
has not the time to attend to it per-
sonally, let him engage a capable as-
sistant who has a thorough knowledge
o confectionery—its varieties, makes,
qualities and its prices. Or let him se-
lect one of his staff who has a pretty
good general knowledge, one who is
quick with ideas, neat, methohical and
tidy. Place this clerk in full control of
the confectionery branch, let him attend
solely to it, and if the goods handled
are of the right kind and prices right,
before long he will begin to reap the
benefit of good profits, quick returns.

Quality Should Supersede.

There are various things to consider.
Let quality, not quantity, be the
first thought. ® you sell a line of
chocolates that pleases—however small
or large the sale may be—you can count
on many a customer coming again.

Care should be taken in the selection
of confectionery of all grades. Should
you wish to carry goods of different
crades see that each is of the hest qual-
ity and purest ingredients. I do not
mean to say that only the most expen-
ive lines should be handled ; but if
you have the choice ol several articles
rclailing at the same price, choose the
best of that class. It is of utmost im-
portance that the candy you retail at
'5c or 20c per lb. be the best obtainable
t that price, as it is for the 70c 1Ib.
candy to be the best of its line.

The Whole Truth.
Beware, too, of recommending or
stating goods tobe of better quality
than  they really are. For instance :
You sell a 30c candy recommending it
to be worth 40c; if it be not so, nine
out ol every ten of your customers will
quickly notice the differcnce, and as far

‘carefully done there is no reason
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as your store is concerned it will prob-
ably be ‘‘nmever no more’’ with them.
Besides, if the candy is really worth
40c, there is no earthly reason why you
should not sell at 40c.

Where Cleanliness Comes In.

Remembering the old saying, ‘‘clean-
liness is next to godliness,” see that
everything in connection with your con-
fectionery trade be kept scrupulously
clean. See that your attendant is
cleanly and nattily attired, and have
all loose candies taken up with a
‘‘scoop” or candy shovel, not with the
fingers. Nothing offends a particular—
and often a not very particular—cus-
tomer so much as to see confectionery
handled with the naked hand. Besides
being distasteful to the sight, it is not
safe from a sanitary or hygienic point
of view.

All goods, either loose candies or the
dainty fancy packages so dear to wo-
men’s hearts, should be under glass —
either on the shelf or in showcases and
‘‘silent salesmen.’”” This keeps them
practically, if not wholly, free from
dust and prevents them becoming damp.
Dampness will quickly spoil any pure
sugar candes and high-grade confection-
ery.

Selling Loose Candy.

For the dealer’s own good it would be
better did he not sell loose candies in
too small quantities. I know of one
firm here who will not sell less than a
half-pound loose, although selling pack-
ages of ¥ or } lb. Others, again, do
not handle loose confectionery of any
kind, declaring that in selling in small

lots thereis so much ‘‘hreakage’’ of
weight that they derive little or no
profit from the transaction. This, of
course. depends upon the weighing. If

why
one should lose profit; but oftentimes
when selling lots less than a half or a
quarter pound the quantity seems so
small for the money that one is con-
strained to put in a few sweets extra.
This must be carefully guarded against.
For it not only swallows up all profit,
but the next time a customer comes he
expects to get the same amount for the
same money, and you frequently have to
give it else lose his custom. Needless
to say a customer of this kind is not
worth having.
Using One’s Selling Power.
Ingenuity and attractiveness of
play are big selling factors. I
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dis-
would

advise all dealers to devote a certain
part of shelving to confectionery —
especially package goods—having the
shelves made dust proof and damp proot
by sliding or hinged glass doors. This
should be in a prominent part of the
shop, and in front of it ‘‘silent sales-
men’’ and convenient showcases for
loose candies. Both the shelves and
showcases can, with a little trouble, be
so artistically arranged as not only to
immediately catch the eye, but also to
give an air of distinction and attrac-
tiveness to the whole store. You have
no idea till you have fitted one up how
‘“‘catchy’’ and fetching a well-arranged
confectionery case looks.

Neatly printed or brush work price
cards, telling the different varieties and
rices of the candies might be placed
here and there to great advantage.

Always a Fresh Stock.

An all important thing to see to is
that your stock of confectionery be al-
ways fresh. It will please your cus-
tomers to have goods they can rely up-
on and with this end in view you would
obtain better results by carrying a
varied stock sufficient for a few weeks,
than by laying in a big stock which
would take months to sell. Better buy
in small quantities even if the cost is
a little higher, for what you lose by
spoilage in the other case would more
than off-set the slight difference in
profit.

An occasional window display would
help increase your sales. But care
should also pe taken here to avoid the
dust, dampness and sun. Choose, if
possible, a window into which the sun
does not shine, or failing this, one
which can be protected from the sun’s
rays. If your windows are not closed
at the back by doors, glass or other-
wise—display ' your goods in showcases
placed in the window. Of course pack-
age goods might be placed in the open
window, but it is always safer to keep
them under cover.

Give Attention to Paper Bag.

Always, when selling, have loose can-
dies put into bags made of good,
clean, strong paper. A good idea is to
have some small cardboard boxes made
with a ribbon handle, suitable for hold-
ing half-pound or pound purchases.
These may bear your business name and
a suitable advertisement. The cost is
trifling and the convenience and neat-




ness are a souice of pleasure to many
people,
The Best Seasons.

There are certain seasons when there
is bound to be a large increase in the
daily candy sales—Christmas, New
Year, KEaster and others. Experience
will teach you the requirements of each
and you will generally want to lay in
a larger stock than usual, particularly
of choice goods. A small advertisement
at such times—and indeed at any time
—will bring good results, especially if

vou feature certain popular lines at
popular prices.

To give a resume of what has already
been said :—

I.—Keep your goods free from dust,
dampness and sun,

Il.—Have everything in connection
with handling spotlessly clean.
I11.—Let quality be of the bhest and
prices in keeping with the quality.
IV.—Know vour goods. if necessary
read them up so as to be able to talk
intelligently about them.

V.—Keep vour stoek% fresh ard new
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Vi.—Wateh the weigh © =nil keep your
goods constantly before the public.

A confectionery display attracts the
passerby who, if well pleased, will come
again and may eventually become a
regular customer. Ry far the largest
part of the sales is cash, the turnover
is quick and the profit good. Surely
this is sufficient inducement for any
dealer to handle confectionery ! If not,
there must be something wrong with
his make-up, and the sooner he gives up
business and retires the better it will
he for everyone

It is the ambiton of every live up-to-
date grocer to make as much money out
of his business as possible Consequent
ly he is always on the alert watching
for methods and schemes by which he
can extend his business and make it
more profitable. Owing to the fact that
the profits in the retail grocery busi
ness are being vyearly weighed down,
and the fact that it now costs the gro-
cer so much more to conduct bhusiness
than in former vears it is pecessary
for him to branch out and handle other
lines in which larger profits are made

That is why the majority of grocers
to-day,- who are the up-to-date ones,
carry a nice line of confectionery, which
pays handsome profits, From my ex-
perience I would say that the grocer
who to-day neglects confectionery along
with his grocery stock is neglecting one
of the bhest paying propositions in his
business

It Needs Attention.

But, of course, as with anv other line
of merchandise, the confectionery de-
partment has to be given careiul atten
tion. The dav has passed, and 1 think
gone forever, when a grocer’s stock of
confectionery consists of a few pails of
bulk goods and the cheaper grade of
chocolates, and when there was no de-
mand for the higher priced goods

The customer who to-day purchases
confectionery demands the same high
standard of quality he receives inm gro-
ceries People have at last got ac
quainted with the fact that cheap gro
ceries are dear at any price, being in-
jurious to the health.

Advises Modern Fixtures.

As I mentioned before, the grocer who

wishes to successiully conduct a con-

fectionery department has, as in other
branches of his bhusiness, got to devise

Handling Confectionery--Second Prize Article
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methods and plans to make it a paying
proposition. To do this many up-to-
date grocers have gone to considerable
expense in having this department fixed
in an attractive manner by installing
expensive and up-to-date fixtures, and
it is here where a good many grocers
“fall down flat.”” They realize there is
good profit in confectionery. But not
having the means of making a display,
and lacking the courage to snvest a few
dollars in fixtures and display cases,
which would in a very short time pay
for themseives, they give the idea up.
They rest content with handling a few
lines which they have hid under their
counters, or displayed on their shelves,
where they are exposed to dust, sun
and heat, flies and germs of all kinds.
No wonder these grocers sometimes
sit  back and complain about business
heing dull, or no money to be made in
certain lines of goods, or wonder how
it is their brother grocers across the
street are doing such a large business.

Make Success Sure.

From my experience in handling con-
fectionery, that goes vack over the past
ten years with some of the best firms
in Nova Scotia, I would advise any
grocer who intends going into this line,
to go into it with a determination to
make it a success. Don’t be afraid to
spend a little cash, when starting. As
the old saying goes, ‘‘Never venture,
never win.”

Thers is perhaps no better season
than at present.

The Christmas trade will be on in a
few weeks, and this holiday season ai-
fords an excellent opportunity to make
some money, as evervhody wants candy
at Christmas. By starting in now the
grocer has lots of time before the
Christmas rush to eret this department
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in good running order, and providing he
stock a4 good class of goods, at right
prices, he can made a nice extra profit.

Confectionery should be attractively
displayed. The dealer should also do a
little advertising.

Silent Salesmen Valuable,

There is no better way or means of
display than the use of one or two nice
‘““#lent salesman’’ display cases. This
necessitates the outlay of a little
money, but in a short time will pay for
themselves in increased sales, and at the
same time give the store an up-to-date
attractive, inviting appearance.

Buy Often and Light.

The next question, and a very import-
ant one, is the purchasing of stock. To
this part of the business the grocer
should give his most careful attention.
In getting the right class of goods, and
in buying in right quantities, and es-
peciallv during the summer season, at-
tention should be given The better
plan is to order only a small quantity
and order often, rather than in large
lots, and run the risk of having the
goods spoil on your hands. In any case,
I would advise ordering only a month’s
supply at once

Always keep vyour goods up to the
same high standard, and you will al-
ways have satisfied customers. Remem-
ber, the quality of the goods is remem-
bered long after the price is forgotten.

Patronize Best Manufacturers.

The better plan is to avoid handling
the product of too many different firms
Stick to the firms who produce the class
of goods that give entire satisfaction to
yvour trade, even if you have to pay
more for them. In this way you can
generally depend on having satisfied
customers, and in a great many cases
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by buying all your goods from two or
three dificrent manufacturers, there are
times when one can get many advant-
ages in the matter of prices, terms,
ete.

On receiving goods, see that they are
opened up, and checked off carefully.
Mistakes are liable to happen with the
best of firms, and in packing the goods
shortages are liable to occur, and where
there is, perhaps, a shortage of a box
of high-grade goods, it cuts the profit
down considerably. To avoid losing
anything, check carefully, so that you
will get all that :s coming to you. It
is customary now with a good many
firms to supply glass trays for holding
difierent lines of confectionery, and it
is as well to have these, even if it is
necessary to purchase them. They afiord
a better means of display, and, where
the more expensive ‘‘cut glass’ trays
are used, it gives the display a rich ap-
pearance.

Using Camel Hair Brush.

Although it requires a great deal of
time, still it is a good idea to have
each chocolate brushed or wiped off,
that vou use for display, giving them a
much bhetter appearance. A small camel
hair brush can bhe purchased at a trifling
cost, which will serve the purpose.
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After display is neatly arranged in
‘“‘silent salesman,”” have a few small
price tickets printed, arranged on the
trays in a position that will not mar
or spoil to the efiect of your display,
but at the same time bring about the
desired result.

Do not sell from display case, but
irom surplus stock, which should be
stored in a cool dry place. A portion
of store should be set out for this
stock. Keep chocolates free irom air ;
the air as well as heat has its efiect
upon this class of goods.

Scoops Versus Fingers.

Great care should be exercised in
handling these goods to the customer.
Nothing is more disgusting to the aver-
age customer, than to sce a clerk pick-
ing out chocoiates with pes fingers. 'lhis
is a practice which should not be
tolerated in any store At  an
outlay of a dollar or so, a grocer
can purchase a number of scoops suit-
able for this purpose.

The higher priced goods should never
be put in a paper bag where
a customer purchases hali pound
or more, or any reasonable quan-
tity This should be placed in an
attractively gotten up carton, which can
be purchased at a reasonable cost in any

large quantity. This method insures
the customers oi her goods being kept
irom getting ‘‘mussed,”” as is the case
with chocolates when put in a paper
bag. At the same time it offers an op-
portunity of deing a little advertising,
as an ad. can be printed on the carton.

Small Ad. Brought Results.

I know of a case where a package of
chocolates had been purchased at a store
where I was formerly employed, and
sent to a firiend in the country some
miles distant. Our firm's name and
line of merchandise was neatly printed
on the bottom of the carton, along with
the following little ad.:—

Quality Groceries and Coniectionery,
“Our Motto,”” ‘‘“Then Prices.

The family to whom the package had
been sent, did not know there was such
a firm in existence, but at this particu-
lar time they required their annual
supply of groceries. They -were in the
habit of mailing their cash orders to
one of our competitors down the street,
who was not just giving them entire
satisfaction. Seeing our name on the
package, and noticing we handled gro-
ceries, they decided to give us a trial
We received a %23 order, and now they
are regular cash customers

Christmas Window Which Has Been Shown by W. Dowling & Co., Brandon, Man., Featuring Confectioner:
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How often we come across the grocer
who, no matter how large or how small
his business, says he can’t be bothered
with confectionery; that it is out of his
line or that he has no room for it, but
who really never took the time to figure
it out and get down to plain facts.

Now in the first place in answer to
the question of why every grocer should
handle confectionery (or anything else
for that matter) the most important
consideration is profit. Is there a liv-
ing profit in confectionery? 1 should
say ves, decidedly, if properly handled.
The grocer to-day considers himself
amply repaid with a profit of 25 per
cent Suppose then if we tell him he
can add an extra 10 per cent. or 15 per
cent. to that, and in many instances in
the confectionery trade easily double it,
would he then say there is no money in
confectionery? 1 think not.

Weighing Correctly.

Well then considering the question of
profit settled the next thing I would
call important, and by the way, the
more one fails to practise it the more
important it becomes, is the habit form-
ed through handling this class of goods,
of always giving the exact weight and
no more. In handling confectionery sold
by weight in nearly every instance we
find the better class lines, even though
commanding a higher price, are invari-
ably the better sellers, and not only
that but the more profitable.

My point then is this,—in handling
confectionery, to get the maximum pro-
fit out of it one cannot be too careful
about correct weight. This may seem
rather hard at first but with the com-
puting scale or other up-to-date weigh-
ing machines so universally used at the
present time, this little knack is soon
acquired. This in itself is an education
and a valuable one for the simple reas-
on that the clerk who learns to be care-
ful in weighing high-priced goods will
do it every time regardless of price, thus
ensuring the grocer his full profit.

It Attracts New Customers.

Those of us already handling confec-
tionery often find some of our best cus-
tomers are ‘‘confectionery customers’’—
people who seldom buy anything else
and who, chances are, wouldn’t come
near the store at all were it not {for
this. It is safe to say that before long
these customers see on our shelves or
counters some little thing they require,

\ Handling Confectionery--Third Prize Artiolﬂ
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and often we find them buying more and
more until soon we have them on our
grocery list,—customers gained solely
by coming to the store in the first place
for their little luxuries.

The Young Man Buys.

Then there is the young man who
drops in for a cigar or his particular
brand of tobacco. Before he leaves the
store we have the satisfaction of seeing
tucked down in his pocket a package of
something tempting for his ‘‘lady-love,”
and last but not least is our regular
grocery customer who, once in a while
takes a notion for a few candies and
find that they can satisfy their cravings
without going ‘‘across the street.””

So much for that; now for the best
methods of handling confectionery to
produce the maximum turn-over, profit
and good-will. The care or expense re-
quired in handling this important com-
modity is by no means great. In the
first place we have a good show case or
silent salesman which we reserve entire-
ly for our confectionery. This should
be fitted with pans and, where economy
of space must be considered though the
pans be small have a goodly number of
them, so a little variety may be dis-
played. A pan holding from three to
five pounds is quite satisfactory. Of
course the more room you can spare for
display the greater will be your sales as
confectionery like everything else well
displayed is half sold.

Showcase Near Entrance.

The show case should be placed near
the entrance or in as prominent a place
as possible so as to attract the atten-
tion of the customer upon entering the
store. Needless to say it is imperative
at all times to keep everything connect-
ed with the confectionery department
(not excepting of course the rest of the
store) as clean, bright and attractive as
possible. Small scoops in either brass
nickle or aluminum are quite satisfac-
tory to use for this.

Hints on Buying.

In buying confectionery it is not neces-
sary to ' buy heavily and by no means
advisable especially of course in warm
weather. Until the grocer knows just
what class of goods appeals to his par-
ticular trade it is always best to buy in
small ' quantities, but when he knows
just what he can sell, he should always
make sure that he has plenty ol each
line to carry him over until the next
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call of the confectionery traveler, be-
cause nothing hurts trade more than
continually being ‘‘just out’’ of any
staple line. I have already mentioned
the absolute necessity of exercising care
in weighing. Too much cannot be said
about this and if we bear it in mind we
will find it will help us in more ways
than one.
Pays the Higher Price.

Another word about buying. Here is
a practise I have seen ‘‘kill”’ more than
one promising confectionery corner in
the grocery store. In buying goods of
any kind where quality counts I always
find it good policy to pay a cent or two
more a pound or a dozen for an article
and know your customer will come back
for more even though your profit may
not be quite as large as it would be on
a slightly inferior article; for after all
the satisfied customer ; is the grocer’s
best advertisement.

If you find a certain line doesn’t sell
as quickly as it might, put it on the
shelf for a week. Give it a rest and
when you get it out again it will soon
disappear. Don’t let the customer have
a chance to get tired of seeing the same
thing every 'time he comes into the
store.

The Christmas season, now fast ap-
proaching, offers a splendid opportunity
in the confectionery line. Every grocer
at this season lays in his little stock
of oranges, nuts and other Christmas
delicacies, and how could he better fin-
ish this off than with a tempting little
display of candies any where from the
cheap mixed candy for the ‘‘kiddies” to
the more elaborate package that appeals
to the most refined taste?

Keep Customer in Your Store.

The almost absolute necessity of the
confectionery department should especi-
ally apply to the grocer who may not
be situated in the centre of the town.
Don’t let thé customer go elsewhere
when you could as well as not supply
that little want and remember these
little wants soon grow to be irrestible
habits so that the candy counter in the
grocery store soon becomes an indispen-
sable and above all ' highly profitable
proposition.

Editorial - Note.—The fourth article,
that by Geo. S. McKenzie, Kelowna, B.
C., has been held over until a future is-
sue on account of lack of space.
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Success of Western Pioneer Merchant presidents W. F. McBean, formerly of

Forest, Ont, as secretary-treasurer and

Ontario Man Who Went West in 1874, and Who From Small manager; and Arthur Lowe and D. H.

Store Has Built Up Large Business in Moose Jaw—Staff Has Thompson as direetors. Mr. Thompson

Increased From One Boy Assistant to Fifty Employes. has since retired. These three men had
= all been with Mr. Robinson from 6 to 9
— T. W. Robinson, founder of T. W. made it. The railway passenger service Y€ars previous.

Robinson departmental store in Moose only extended as far as Regina, but the Since then there have been other en-
Jaw, Sask., is an old Ontario boy who railway force had moved forward to largements. They have several depart-
has made good in the West. Moose Jaw. In the surrounding eoun- ments and groceries is, by no means the

The future of this portion of Canada try there were only twenty or thirty lez}st important. The floor space of the
was still an unknown quantity, when settlers. The railway employes, number- original store was 600 square feet, while

i than
any

tioned he decided to throw his energy and vim ing about 300, were good customers, and the present is more than 20,000 square

; care in that direction. The developmeni of while they remained, there was a fair 1¢et, showing the big expansion.

¢ said the West is indeed well known and it amount of business in dry goods and Encourages Young Men.

nd we may truly be said that Mr. Robinson groceries for Robinson & Rumsey, and Mr. Robinson believes in encouraging

ways has kept well up with this advancement. also for their opposition, a man named the young men whom he gathers about
From experience he knows muech about Wellington. him. This is evident by the partnership
the trials and tribulations of the West- The railway camp remained until 1885, opportunities which he extended to

re is ern pioneer merchant, which he has in which year also Robinson & Rumsey those who had given him faithful service,
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stmas Grocery Department T. W. Robinson Co., Moose Jaw. A view that suggests
r fin- business-like methods.

little
the gleaned in the development of his busi- sold out and returned to Winnipeg. Mr. and of whicen they immediately took ad-
§” to ness from shack size to that of a large, Robinson was there a week when he vantage. In the rapid development of
peals modern departmentized store. heard that Wellington had failed. He the West, the ambitious young man is
Worked in Winnipeg. ‘immediately turned around, took over eager for business in which he has per-
: Newmarket was the birth-place of Mr. the Wellington stock from the ereditors sonal interest. Mr. Robinson immediate-
! the Robinson and it was in 1874 that he first and sold it. Settlers were then begin- ly recognized this fact, and a loyal, en-
speci- turned his steps westward. His first ning to come into the country, and he thusiastie, efficient organization is the
7 not position was with Stobart Sons & Co., determined to remain in Moose Jaw. result.
town. general merchants of Winnipeg, where Not only does this firm use the Moose
where he remained six years, and then served Enlarge The Store. Jaw papers for advertising purposes,

upply one year with the Robinson & Co. store. Following the Red River rebellion in but a price list is thoroughly distribut-

these The spring of 1883 found him on his 1885, times were very hard. ¢‘Settlers ed over the field every six months. Thus
stible way to success. With W. H. Rumsey were steadily pouring in, however,”’ the Robinson Co. are as econstantly
. the also a Newmarket man, as partner, he states Mr. | Robinson, ‘‘and conditions represented in the homes of the people
|spen- opened a gtore in Moose Jaw. The gradually improved. In 1889 we doubled as are the distant mail order houses and

itable building in which they commenced the capacity of our store, making it 60 the plan has done much to educate and
was one storey and a half high and 20 feet instead of 30 feet. In 1893, we hold the local and district trade.
by 30 ft., the upper portion of the build- bought the next lot south and built a
Ing serving as a residence. store of solid brick, 27 x 80 ft. with Enthusiasin will not keep itself alive
A Small Construction Camp. two storeys and a basement.”’ either in employer or employed. See
In those days, Moose Jaw was only It was in 1903 that the present firm that your clerks have constantly before
what the C. P. R. econstruction camp was formed with T. W. Robinson as them an example agnd incentive.
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X t Hardy & Buchanan’s Fine Store in Winnipeg, Man.
Tal
‘I" : 4 id settled district where the streets
i C d Dealer N Slot Mach ey |
; { ana lan ea er Ot a Ot a'C lne are p‘uwl and cars have been running
4! Typical Case of Winnipeg Grocer, Illustrating the Power of for years
i .y ! The Retailer to Sell Goods in Which He Has Become Inter- Extensions Necessary.
1 ested—Gets After Business—Doesn’'t Wait for Demand—Some Sinee building in 1903 the store has
K, of His Methods. been enlarged three times, the latest
[
§ | addition being only last fall, when an
£ What - iotto, did you y 7 became apparent to his employer, and REJSpeRs SWhie —was haen in, dntil
' Wi I'he Store Plenty, Good Things in 1896 he was taken in as junior part now  possesses capacity enough 1o
to | d hobl \ Something "l With the development of Winnipeg, bandle one of the lul,,ul»\l retail  busi
% ’ 2 ¢ ¢ ' 0 > L however business increased and the nesses in the city Seventeen l..l;u.>
g1 ) - ) > > »
% § the store was heing continually enlarged to 2% required, viz.: Five drivers, one
4 ¥ < uch el { d w. 1 B8 accommodate the trade, until the jall of hookkeeper, warehouseman and ten
’ 1 Jdnr . o > o
'!' 4 chunar o1 ember A1 general 1898 a branch was opened on Varket clerks who are kept on the move, as
. : o § Hard Buchanan. ohe of sivont well as a boy to carry out short orders
. »
{ hed in Winnipeg Business continued to develop and 'B hasket.
I truly th wpears 1o be iy another branch in 1903 was started in Follows Upn Residential Trade.
the Lol 1S Fort Rouge., which was at that time Upon looking at the splendid fixtures
bright, cle nd ra ¢ nd ever fast settling as a residential distriet and displays, one naturally thought the
g thi businesslike A tew vears later, however, My, [fardy’s firm must own the premises, but such
1 Went West From London and Ottawa health broke down and he was jorced 10 I8 not the case. ‘‘No,” said Mr. Bu
I'he Ler% of this firm bas been in  retire from active bhusiness. This dis chanan, when asked, ‘“‘we do not own
kecping with the development of Winni aster resulted in the sale of the down these premises ; as | cater to a ;
: peg and the West Coming We from town stores and the concentration of family trade you can readily understand
London, Ontar e e M1 Buchanan’s energies 1o the Fort that T have to follow the residential |
ene d s the groce husiness Mi Rouge store, which required all his districts. If they move I move. I be 1
Han established basin-ss afl 1he time. To one who has not lived in a lieve in a growing city like Winnipey .
rner Of Notre Dame and Isabella growing city such rapid development that the best policy is to rent store |
strects in 1883 where Le gracuaily and settlement may seem amazing, and space.”’ 1
2 built up one oif the largest milv bhusi to some extent it certainly is ““Well,”” said Mr. Buchanan, referriny
1', 3 esses in the cit In building the first section of his to the building up of his trade, “‘as I
| B I'wenty vyear ago W P. Buchanan present store in Fort Rouge, 7 years stated before, our motto is the store cf \
3 i Y
Ris At came west from Ottawa, Out, o mere 390 Mr. Buchanan was forced to cut plenty, and good things to eat, and i
:f !‘ lad, and started his career as a cletk down trees to lay the foundation, and hobby, ‘Something new.” and I en |
{ for Mr. Hardy His capabilities soon to-day this section is loo%ed on as an deavor to live up to them 1
i 920
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Always Looking for New Lines.

““We are continually on the lookout
for new and attractive lines, and are
thereby always increasing our stock.

“Towards this end I take a trip
south and east every winter to the
principal cities such as Chicago, Pos-
ton, New York, Montreal and Toronto,
to pick up new ideas as well as lines.
If I see a line that I think would sell,
I secure a sample and try it. If it
goes I order more.

‘““But there is no use securing new
lines if you don’t advertise them. By
this I do not mean newspaper advertis
ing altogether, but make large window
displays, changing the display regularly
once a week. In fact, certain clerks
look after the windows and are continu
ally trying new designs. We never use
price placards in our windows, as we
can’t find time to write them, but 1
believe the practice is a good one, and
will sell  the goods. 1 have found that
it always pays to display yonr lines to
the best advantage

Four Phones Busy.

“Do I advertise my goods only by
window displays, did you say? Why
no, this would not be enough. 1 don’t
use the papers, but I make it a point
to let our customers know what we
have. We do a large telephone bhusiness
We have four ’phones which are kept
busy most of the day, and night when
a holiday comes along. All or any of
the clerks take orders, and ifi a new
line has just bheen introduced he men-
tions it to the customer. Many of our
customers will ring up and ask for a
certain clerk each day. This, I think, is
a good plan, and we encourage it, as the
clerk gets to know exactly what that
particular customer likes, consequently,
it something is introduced which might
take this customer’s fancy, he rings her
up and notifies her about it. Customers
like this interest taten in them, and

they  invariably order, and come back
again. Kach clerk puts up his own or-
ders so that there can be no possible

mistake, and if any it can be located
immediately.

Interior Displays.

“I think interior displays are also ad-
Visable, such as silent showcases, silent
refrigerators and delicatessen counters
where cooked meat, ham and bacon are
displayed. We always carry a large
stock of all kinds of imported goods,
especially United States, as we have a
large American trade, and they seem to
prefer these goods.

‘““A good example of this is seen in
Jones’ Dairy Farm Sausages. Three
vears ago [ paid Mr. Jones a visit at
Ft. Atkinson, Wis., and made him an
agreement to handle his line exclusive-
ly in Manitoba. When I received the
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first shipment I telephoned some of my
American customers and told them 1
had this line for sale. Orders %mmedi-
ately began to pour in. Our customers
told their friends and I secured many
new and good customers amongst Ameri-
cans by this move. Then again, to fur-
ther introduce this line, Mr. Jones had
a model of his farm made for me in
New York, for use in window displays.
This model can be lit up with electm
city, and when difierent colored bulbs
are used a good effect can be obtained
This is used in the winter, as these
sausages and bacon are only manufac-
factured in the winter

“But new lines are no good unless
advertised or displaved so that they
would sell. Tf a particular line seems

CANADIAN GROCER

hard to sell, keep moving it around the
store, and sooner or later it will go.
‘““Keep the lines moving in every way
is g good system to always follow.”
‘““How do you go about to increase
vour fall or Christmas trade? Mr.
Buchanan was asked.
Keep Store Fixtures Clean.

“Well,” was the answer, ‘I don’t do
anything special or out of the ordinary.
At Christmas we decorate, and keerp
on displaying our lines, of course, show-
ing those which are more appropriate
to the season Good display windows
and show ecases, alwavs scrupulously
clean, will do the trick. If a new ¢us-
tomer comes in, give him satistaction,
and be will like vour cleanliness and
come again

“Seventeen Ounce to Pound”f S;core Closes

Did Not Last Long in Montreal—Also Gave 13 to the Dozen
-nd Cent With Each Purchase of Canned Goods, Etc.—A Job-

ber’s Opinion.

The ‘17 oz. to the pound” grocery
opened a short time ago in Montreal is
no more. Like the oft-quoted Arab’s
tent it quietly disappeared, in striking
contrast to its official opening, consider
able newspaper advertising having been
used to inform the consuming public
that this new grocery enterprise ofiered
a golden opportunity to save money
practically with every purchase. Seven-
teen ounces, the people were told, was
this firm’s ofier as against the other
grocers’ sixteen, and the word ‘“‘dozen”
was effaced, for the ‘“‘baker’s dozen'’—
thirteen. In addition, one cent was giv
en with every article of canned or bot
tled goods.

The *““17-oz. pound’ grocers certainly
invited the public to a pleasing store
where modern ideas in the grocery busi
ness abounded. Their stock was new,
and it was displayed to advantage. In
this respect many of the stores of the
city might have profitably taken a hint
The windows were always attractive
and the store was well lighted through
out. But the people did not vie with
each other in an endeavor to leave their
money with the new firm and ‘‘the gold
en opportunity’” was regarded rather
lightly.

\s one jobber remarked, ‘‘The people
on this side of the line lack the United
States sentiment towards stores of this
kind.”” It may meet with approval
among our neighbors to the south, but
if this store’s experience is to be taken
as an example it is safe to say that
(‘anadians prefer their own staid and
regular method of doing business. It is
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not known just “v\‘ull\ why this store
was {insuccgssiul, but the fact remains
that a\‘Wm‘ is Jlow in possession and
one can hunll,\A'uli/v that the trans-
formation was/ so precipitate and com-
plete [

USING WHITﬁ\IWRAPPING PAPER.

The use of light white paper i wrap-

Y maty croeeries i“l[‘l1"\|'\ custom-
ers when they observe its purpose. The
writer has vecently been i o number of

cood stores, and noticed the rather fre-
quent use of this kind of paper.  In the
ordinary store, articles like Tavd ave tirs
covered with a thin paper, which is

somewhat proot’ against grease,

The paper veferred to is almost the
<ame.  Itowas used to wrap fresh saus-
ages, new  ligs, dates, and some other

artieles that were nelined to be oily or
moist.  With the usual paper outside of
this, the parveel veaches the enstomer in
a neat, elean condition, the outer paper
showing o marks of where the oil orv
moisture  might  have  ecome  through.
After all, it is in these little |minl\
that the real elass of a <tore is often

noticed most.

Lethbridge, Alta., expects to secure a
vinegar industry. Geo. Kellar, Spokane,
has been there looking over the ground.

J. Wagstalie, Wagstalie, Limited,
[Hamilton, has gone to the Pacific (Coast
on a pleasure trip.
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Operating Two Stores in One City

Kingston Dealer Caters to Residential District With One and
Laboring Class District With the Other—Both Classes Would
Not Deal at One Store, He Claims—Much of Buying for Both

Is Jointly Done.

An old saying declares that it is not
wise to put too many eggs into one
basket Some have disputed the state-
ment, saying that the large deposit may
safely be made if the basket is then care-
fully guarded. This seems to have little
to do with the grocery trade, yet it
has, since the two courses are being
followed in business every day.

Is it wiser to have one large store, or
to have two or more smaller ones? Is
it better to sell all the eggs from the
one large basket or from two smaller
baskets? Which course is likely to re-
sult in the profitable disposal of the
greater number of eggs?

As in all other questions there are
many factors which would have to be
considered before a correct answer could
be given. The individual grocers will
know of these factors, better possibly
than the writer, it will be proper, there-
fore, to set forth in this article only one
side of the question—the contention held
by John Gilbert, of Kingston, Ont., that
it is more profitable to operate two
stores than one store which would be as
large as the two combined. Mr. Gil-
bert does not lay this down as a rule
which would apply everywhere. But he
does say that it is so for him, in King
stan

The Case of Expense.

The expense of operating two stores in
difierent parts of the city are greater
than those which would be incurred in
running one store as large as the two
This, Mr. Gilbert states frankly. But
that is only one side of the question. It
is not so much what he spends hut what
he makes for the expenditure which in
terests every business man, and Mr. Gil-
bert has found that the returns from
his two stores are enough greater than
the greater expense to make his policy
seem entirely wise

In groceries, more than any other class
of trade, business is done with a neigh-
borhood It is the woman living two
or three streets over who sends her
child in with an order a few minutes be-
fore six o'clock It is the man who
passes the store in the morning who
brings in a daily order. And so, by in-
creasing the number of stores, the num-
ber of neighborhoods from which business
is naturally drawn is increased.

Location of the Two Stores.

In Mr. Gilbert’s case, one store, a
fine one, is situated in the heart of a

residental district There trade is se-

cured from the best of Kingston’'s citiz-
ens. The other store—less fine but still
a thoroughly up-to-date place of business
—is located in an entirely different sec-
tion. There live laboring men and their
families. It is these from whom trade
is secured.

Now, through advertising, people of
the better class might be—and as a mat-
ter of fact are—brought to Mr. Gilbert's
principal store from all parts of the
city. But no amount of advertising
would be likely to induce many of the
laboring people to do their buying there.
They would not go to that locality. The
housewife in a working man’s home has
not much time to devote to shopping.
She sends out, or goes herself, to the
nearest shop.

So, this second store of Mr. Gilbert’s
catches a class of trade that he would
in all likelihood, otherwise miss. In
other places this might not prove to be
the case, tor it might not be possible to
get two neighborhoods so different, but
in Kingston the doubling of stores has
proved a good move.

The huying for the two estabhlishments
is of course looked after from the larger
place of business. Some lines are car-
ried by both places, but there are others
which suit one store and not the other.
Mr. Gilbert knows of these, and in fixing
every order has one or other store in
view.

In both shops an effective and cheap
forin of advertising is adopted—not to
the exclusion of newspaper advertising—
but as a supplement to it.

Potato Nailed to Blackboard.

A good supply of potatoes is secured
for instance. A black board is taken
outside the door. One of the finest po-
tatoes is impailed with a nail and fas-
tened on this; and underneath is written
the kind and price of the potatoes. It
is surprising how such a device interests
passers-by and regular customers. It
puts the potato before people and they
buy.

In the preserving season a sealing wax
was being sold. This, Mr. Gilbert ad-
vertised in the papers. But he did not
not stop there. Outside his window he
showed some jars, sealed up with the
wax. The object lesson brought exceed-
ingly satisfactory results, as object les-
sons practically always do.

How an Ad. Sold Cider.

Another good advertising move made
by Mr. Gilbert was during a recent ty-
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phoid scare. The water, rightly or
wrongly, was blamed for the spread of
the malady; and taking advantage of
this, Mr. Gilbert advertised cider. It
is considered unsafe by many to drink
water,”” he stated through the paper.
“Drink some of the fine new cider we
can supply.”

That ad. brought the briskest business
in the apple juice which Mr. Gilbert had
experienced in years.

Possibilities 1n
Pushing the Sale

of Macaroni

Maecaroni, vermicelli and spaghetti are
seasonable groceries worthy of special
attention now that the cold weather is
praetically here. Considering macaroni
alone, for there is but little difference
between the three articles, there are a
number of reasons ~why the grocer
should interest himself in it. In the
first place it is wholesome and nutriti-
ous, and everybody likes it. It offers no
trouble to the housewife in its prepara-
tion. It is cheap and should be easily
sold to those who have not been using
it. It ean be safely recommended to
customers of all classes, and lastly, but
by no means least, consider the profit
to be obtained by large sales of maca-
roni.

Demand is Growing.

The fact is that in the past the ma-
jority of people have eaten maecaroni
only when they dined at hotels and res-
taurants but for some reason they did
not bring it into their own homes. Of
late, macaroni is finding its way into
more and more grocery stores and nat-
urally the trade are putting their sell-
ing powers behind it with the result that
it is becoming better known among con-
sumers. This is the usual method by
which a good strong business is built up.
The writer recently passed an east end
Montreal store in one of the windows of
which was an attractive display of
macaroni and vermicelli.

Much can be done with these articles
if they are handled in the proper man-
ner. It is hardly necessary to say that
soups have a special appeal to people
during the frosty and cold weather.
Now, although macaroni has many uses
it is best known from the faet that it is
mostly used in soups and should there-
fore find a place for itself in the fall
and winter eampaign.
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Sherbrooke Dealer’s Xmas Preparations

Arr;ange Displays That Attract Trade — How They Gauge
Their Buying—Fish Department Separate From Groceries —

Handle Poultry Extensively.

Bray Bros., Sherbrooke, Que., grocers,
will soon begin to give their store that
appearance suggesting Christmas. When
the new dried fruits, nuts, peel, etc.,
have arrived, their customers will re-
ceive more than one reminder. To a
representative of The Grocer, one of the
members of the firm stated that a win-
dow display with interior arrangements
are the principle methods by which the
seasonable goods are advertised. Of
course with telephone customers, sugges-
tion has to be depended upon for the
most part. Women begin shortly to
purchase these goods and it is not
difficult matter to get rid of them.

As various grocers have stated, they
employ their ordinary but none the
less effective methods with the majority
of the season’s goods. Those that are
in most demand are brought forward and
by many difierent methods are made con-
spicuous. But first position, especially
in interior arrangements, is given to

lines that need a little extra effort to
sell.

a

About Buying.

Mr. Bray in buying his fall and Christ-
mas supplies bases estimate principally
on the business done in the previous
year  If one line had sold particularly
well there was a good reason for buying
a little more of that for the coming
year, while articles that proved slow
are cut down in quantity. Experience
seems to be the best guide in these mat-
ters. When one finds himself in the
middle of January with a stock that
may linger too long on his shelves his
best opportunity for selling has gone.
The average opinion is that it is best
to have but a small carry-over after
the rush. This means that the grocer
has obtained a good price for his goods,
he does not need to hold special sales,
and he can generally buy for future re-
quirements at favorable figures.

Of course, he must be guided by mar-
ket conditions. 1If the tendency is up-
ward, it is best to provide for a rise and
vice versa. The grocer may make his
usual purchases in the early summer but
should watch the markets in the fall in
order to obtain a fair idea of what way
they are going to move and to protect
himself for whatever contingency arises.

A Fish Department.

Bray. Bros., have an extensive fish
trade. They have regular customers for
fresh fish the year round and with the
beginning of the cooler weather add had-
dies, bloaters, kippers, cod and such

lines Mr. Bray expressed the opinion
that this is a legitimate and profitable
line for the grocer. The principal de-
mand for fresh fish is on Friday and ar-
rangements are made for express deliv-
ery on Thursday. Bray Bros., have a
refrigerator for fish alone. It is kept
in the cellar where the fish receives
whatever preparations are necessary for
delivery as soon as ey arrive. The
firm has regular customers and the trade
is therefore guaranteed. Mr. Bray stat-
ed that very seldom, indeed, was there
trouble over the quality of the fish. The
large dealers are eager to satisfy their
customers, the retailers, realizing that
their business is bound to be affected by
dﬁivering inferior stock. In the ex-
ample mentioned above the fish is kept
apart from the groceries with practic-

ally no extra trouble. The main thing
is the refrigerator and cleanliness in the
handling of goods and in the care of the
articles used thereby.

There is always a good demand for the
prepared fish, oysters, lobsters, etc., es-

pecialty during the fall and winter
seasons.

Handle Poultry, Too.

With the first frost there is the begin-
ning of the poultry trade, which reaches
its height during the last two weeks of
December and the first of January, and
is more or less in evidence throughout
the rest of the season. Bray Bros. used
to import the most of their supplies
from the west but as the price advanced
they gradually secured their poultry
from the Eastern Townships. Arrange-
ments are made beforehand in order to
be sure of at least a certain amount of
stock.

On the whole, the fall and Christmas
business receives considerable attention
from Bray Bros., who are now well in-
to the first round of the work.

GROCERY STORE THAT NEVER CLOSES

A Non-Closing Plan Being Tried Out by a Missouri Grocer—

Can Buy Goods at Any Hour.

A non-closing grocery store has been
opened by Ira L. Daley at St. Joseph,
Mo., in direct opposition to the. early
closing movement which is gaining pop-
ularity throughout the world.

The ‘‘all-night’’ grocery store was op-
ened in May of this year. There are no
telephones in the store and no delivery
wagons on the route. Sales made dur-
ing the day are to transients and cut
prices are the attraction.

After regular business hours, the
‘“‘open all night'’ feature is the head
line and brings a certain amount of
trade that would go to other stores op-
erating during daylight hours. Every
sale is for cash.

Located Close to Theatre.

Considerable trade, the proprietor re-
ports is transacted up to midnight. The
store is located in a theatre district,
and to theatre-goers it suggests food to
be taken home for a post-theatre lunch.
From midnight until three o’clock there
is little demand for groceries. After that
time the worker who begins his labors
early, comes in for supplies for his
breakfast and the lunch that he carries
with him.

“Such a store as mine,”” admitted
Mr. Daley, ‘‘might not succeed were it
not in an unusually good location.

Gets Waiting Street Car Crowds.

“It is also at a street car transfer
point and being open at all hours people
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make it a waiting room. We welcome
them for I know by experience they sel-
dom pass out, without making a pur-
chase.

“Even if they do not buy anything
while waiting for the cars, we have gain-
ed something; these people will have be-
come familiar with the store, and will
sooner or later become customers. That
is one reason why a location is an im-
portant factor in an all night store.”’

Is there a demand for an all night
grocery store in any large city? Will it
become popular? Is it profitable?

FOR CARE OF FLOUR.

The lack of air and light is bad for
men, says a writer, and equally so for
flour. That is why the flour storehouse
ought to be of good dimensions, prefer-
ably with a high ceiling and well lighted
and ventilated.

It is best that the flour storehouse
contain nothing but flour. It should be
particularly free from odorous substan-
ces, because the flour readily absorbs
the odors to the detriment of its qual-
ity.

It is preferable not to store offals or
bran in the flour warehouse. Offals are
frequently infested with ‘“‘mites’’ which
easily get into the flour. Cleanliness

should be the inflexible rule in flour
warehouses.
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Handsome Interior of Quebec Store

Relation of an Attractive Interior to Business Done—The Par-
ticular Customer Prefers to Purchase From a Sanitary Look-
ing Establishment—Some Features of Importance,

The attractive grocery establishment tary metal ceiling, which is also some-
is come to stay. what of a reflector, and the hardwood

Scores of <uecessful erocers have built floors, make a most attractive outline
ip big businesses merely on the first es- within which the general detail of store
sential of neatness and cleanliness and furnishings, may be worked to advant-
fter that, good serviee age.

So mueh by way of general argument i
s 1o the importance of interior AR Display of Canned and Bottled Goods.
ment and display. What now of the de- In the one illustration it will be noted

application? that excellent use has heen made of ean-

ned and bottled goods in the way of

Fine Quebec Store. display. The bottled goods are on the

As a istance, take the ~|rl11;‘i1~i ~|n;u‘iml\ shelves extending the full
grocery establishment of Elzear Tur- lengih of the store, while the ecanned
cotte, of Quebee Cit Views of the lines are arranged in the form of a pyra-
store are presented Lerewit A stady  mid in front of the counter.
of em ecannot but prove of interest (ases are utilized to good effeet with

profit 1 all grocers extracts and small bottles. On top ot

Firs pressions, whether or not the each are soda bhoxes tastefully display-
hexst { ertainly lasting On entering ed, while along the shelves an oecasion-
this store one 1s immediately strueck al sign relieves the uniformity. The
wit the splendid hght from the wide counter, spotlessly elean, and the stools

< b d gas and eleetrie hy in front, are also ecatehy features.

o Il indows, of course, are also Not less attraetive is the other illus-

17 tractive displays. The ex tration The shelves, with bottled,
y nhined tl light sani- package and tin goods, surmounted hy

tLe canned goods, present the same neat
appearance. The light from the window
shows the case goods admirably, both in
front and in the rear of the counter.
The bhottled lines make a striking effect,
The desk wicket with the cash register
neatly centred, adds (ligllil_\‘ and lends
a truly business aspect to the entire
seene. What is shown of the walls
gives the appearance of artistie taste
and simplieity in general treatment.

The Heating System.

And one more item, lest it might be
overlooked or forgotten if not reserved
till the conclusion. Note the heating
system, as may be determined by a
elance at the radiator. A hot water-
heating system! How many grocery

stores have one?

There are no evidences
of old stoves and coal seuttles or wood-
boxes in this establishment. Modern
methods prevail throughout. The hot
water system of heating is, indeed,
ideal for anv grocery store.

Do these methods and fittings cost
money?  Of course they do. But the
point is they make money, too.

In years past any sort of a ecorner
store would do for ihe aroeery business.

To-day, however, conditions have
changed and the grocery must be num-
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Above Illustrates Fine Arrangement of Bottled and Canned Goods in Elzear Tu rcotte’'s Establishment, Quebec.
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bered among the most attractive of the
modern stores,

Did you ever think that people—the
ordinary run of people anywhere—are
more particular in purchasing what they
eat than in the selection of
else?

anything
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Therein is the kev-note of suecess for
the modern grocer. By a fine store and
a neat display he can readily impress
people, impress them so foreibly that
instinetively they will be drawn to his

store and give him their custom.

Management of a Grocery Department

Views of a Manager in Western Canadian City—Peculiari-

ties of Buying—A Gamble in

Many Cases—Bottled Goods An

Important Item in the West—Methods of Order Taking—As-
signing Duties For Each Clerk.

By Leonard L.

Mgr. Groeery Dept.

The buyinz for a grocery department
to-day is practically a gamble. Canned
zoods must be ordered before the 31st

Stephens, Regina.
Regina Trading Co.
that a manager must know the class of
trade he is catering to, and also see that
the clerks are familiar with that trade

mg a gross of any line if a dozen of the
same article will last for three months.
They not only depreciate in value, but
the interest on the money in nearly
every case will more than cover the extra
charge on small quantities.

The management of the grocery

de-
partment need: a good deal of taet and
forethought. To get each clerk adapt-
ed to his work is the most important
matter to be dealt with. Nothing can
be done without a system. Each elerk
takes a share in the keeping of stoek,
in attending to the fixtures, bins, or
whatever part is allotted to him: and
any stock not i place ean be located
at any time, by the manager knowing
\\llill l'ill'll l'l\‘ll\ i\ (‘\l'('l"\"i o 'll'.

Telephone orders arve most important
and it requires the best man in the siore
to attend to these.

Errors made in filline orders should

An Interior View of the Elzear Turcotte Store in Quebec.

of May to get the 214 per cent. discount
on opening prices; but as far as this
year’s prices are concerned we find that
we are on the winning side, not only in
canned goods, but on cheese, salmon and
a number of other articles.

Importance of Bottled Goods.

One of the chief items in a groeery
stoek in Western Canada is bottled
goods. These are so many and varied
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as well as the goods. It requires a good
deal of tact to be a good grocery sales-
man.

When a customer asks for a certain
line of goods she has been using perhaps
five thousand miles away, it is up to the
dealer if he is ever alive to the business
to do his best to procure it. But if there
is only likely to be a limited sale for
that article he should buy a limited
quanitity. There is no necessity in buy-

R ——

Note the Attractive Metal Ceiling and Display Bins.

be attended to personally by the mana-
ger.
How Orders are Taken.

The order counter system works well
in our grocery department. All orders
taken by the clerks are entered with
the time and number of the elerk and
then are checked and transferred to the
order counter; from there they go to
the delivery room, where we have regu-
lar hours for delivery.
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Post-Xmas Trade Changes from Years Ago

Not the Falling Off in Business After Festive Season There
Used to Be, Say Eastern Ontario Men—Napanee and Brock-
ville Dealers Express Their Opinions—Comparison of Busi-

ness in December and January.

Have people’s ideas of Christmas
changed?

Ask the hardworking father of a fam-
ily, struggling to get the money which
will enable his wife to give all the pres-
ents she wants, and he will say that
they should.
plies the Christmas board and he will

Ask the grocer who sup-

say that they have.

Yes, Christmas customs like all other
customs have altered with the years.
The season is not now what it used to
be, and grocers have to make difierent
preparations from those which were
necessary a decade or more ago.

Christmas is still a time of merry
making. Still it is a time of feasting,
but not of unaccustomed feastings. Once
the Christmas season was like the seven
years of plenty following the seven lean
years. It was the time when everyone
ate everything possible—varieties and
quantities unknown during the rest of
the year. But now that simple old cus-
tom has passed. People prepare for
Christmas dinner, but only as they pre-
pare for many special dinners. The meal
has ceased to be a landmark.

A Season of Brisker Trade.

The grocers are the ones who notice
the change. ‘‘Prepare for Christmas?”’
said one. ‘““Why of course we prepare for
Christmas. But you must remember
that we only regard it now as a season
when trade is a little brisker than or-
dinary. The delicacies sold at this
time are in greater or less demand the
year around. The day when business
fell offi alarmingly after the heavy
Christmas buying has passed. Of course
there is still a little slowness for a day
or two, but it is short lived.”’

A. S. Kimmerly, of Napanee, Ont., is
one of those who testifies to the change
in the Christmas celebrations. ‘“The sea-
son is not one for gorging now,’” he re-
marked. ‘‘It is a time when we can sell
a few more delicacies than ordinarily:
when we can sell goods for decorative
purposes better than at other seasons;
but it is a time when we can sell all
the staples too. Our trade is heavy be-
fore the great holiday, but it is not fol-
lowed by any great depression.’”’

According to Mr. Kimmerly, the mer-
chant may best guide his ' Christmas
preparations by those which he made the

year before. By the transactions he has
carried on during the whole twelve
months he can tell whether the demand
is likely to be greater or less. If he
has kept track properly he will know
which articles he was short of the form-
er season, and will thus be able to judge
how much extra he had better buy.

Regarding new lines the grocery does
not have to worry greatly. Through ad-
vertisements he is advised of these, and
travelers call for his orders. ‘I have
found that it is simply a case of decid-
ing what T will need and then placing
my orders,” said Mr. Kimmerly.

January Compared to December.

As proof of the contention that it is
not necessary for business to fall off
after the Christmas season is over,
might be quoted figures from an Eastern
Ontario merchant’s books. These show
that in December, 1910, the business
transacted amounted to $8,300, that in
January, 1911, the business done was
only $100 less, while in February the
volume of business was over $10,000.

A part of this satisfactory condition
must be attributed to the fact that the
grocer carried on a grain business in
connection with his store. The sales
here were heavy after January, so that
the total business transacted grew rath-
er than diminished.

Such a line might not be good in cit-
ies, but in towns where there is a good
farm trade, it might be profitably added
if the econditions were favorable. The
grocer, of course, would have to have
considerable yroom at his disposal to take
on such a branech. Also it would be only
a source of loss and not of gain if so
many others were in the field that com-
petition would be strong.

As is the case when a merchant is
considering the addition of any new line

it is essential that great judgment should
be exerecised.

A Brockville Opinion.

Like Mr. Kimmerly, so William
Rhodes of Brockville Ont., states that
Christmas now does not make the differ-
ence in provision buying that it did in
years gone by. Yet some lines, fruits,
spices, candies, and similar goods, are
still in great demand.

Special lines, Mr. Rhodes believes, are
well worth carrying. They may not al-
ways bring a great profit but they do
bring people to the store, and that means
an ultimate profit. Special lines, more-
over, may be used to make attractive
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window displays, and their use may be
advocated in the advertisements.
Benefit From Advertising
Advertisements. That is a much ar-
gued point. There are groecers who con-
tend that their lines ecannot be advertis-
ed effectively. Mr. Rhodes is not one
of these. “‘I believe in advertising,”” he
said, ‘‘and do more about Christmas
time than at any other season. In large
cities, where a man gets all his trade
from a certain section, advertising might
not pay ; but in- a city like Brock-
ville it is different. Men and women
from all parts of the ecity deal with me.
Farmers from the country round come in.
I find the papers a good way to let them
know of some specialties I am hand-
ling.”’

BREAD KEPT ON GLASS SHELVES.

A neat and clean method of handling
bread is employed by N. Chartrand, a
grocer on St. Antoine St., Montreal.
On one side of his store there is what
might be called a cupboard built into
the wall. It is about six feet high, or a
little more, two or two and half feet
wide and about the same depth. It has
a door with glass panels enabling the
clerk or customer to examine the in-
terior, without opening the door.

The ' best feature, however, are the
glass shelves. They are of the same
thickness as window glass and can be
removed ' whenever desired. There are
no cracks or crevices into which crumbs
can drop and mildew. The walls of this
cupboard are always kept clean and the
glass shelves make the rest of the work
a very easy matter indeed. Mr. Char
trand likes the idea, himself, and
knows that it pleases his customers
too. He is also careful about bread re
maining long in this display case. It is
capacious and can accommodate quite u
supply of the staff of life. He keeps it
fresh and clean by always carrying onl)
fresh bread, and in this respect he is
simply carrying out the store principle
that he has made his motto.

E. M. Trowern, of Toronto, secreta:
of the Retail Merchants’ Association of
Canada, was in Chicago recently, wher
he addressed a meeting of retail me:
chants, representing two hundred thous
and dealers in thirty-five States of th
Union. The econvention lasted thre
days and an association was form«
along similar lines to the Canadian R¢-
tail Merchants’ Association. Our neig
bors to the south have never had a ni-
tional institution until this, the ‘‘Fed -
ration of Retail Merchants,’’ was fori-
ed.

M. J. Maloney, President of the De-
troit Retail Grocers, was elected presi-

dent of this newly organized body.
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First Consideration in Montreal Dealer’s Preparation for
Coming Season—Why This ‘‘House-Cleaning’’ Is Necessary—
Effect of Bad Odors on Public’s Opinion of a Grocery Store

—Pushes Sale of Flour.

Off with the old and on with the new.
N. Chartrand, a St. Antoine St., Mont-
real grocer, puts cleanliness first in his
considerations of store management.
When the representative of The Cana-
dian Grocer called at the store a short
time ago he found the first part of the
fall painting done and was told that in
a few days the work would be entirely
completed.

The ceiling had received a new coat
of immaculate white and other exposed
parts of the interior showed signs of
recent atiention. A wash-woman was
expected to give the floors a thorough
cleansing. This was to be followed by
the dusting of the shelves, biseuit boxes
and the other goods in tins and bottles,
and a final toueh was to be given the
interior to make sure that none of the
dust had simply settled again, but that it
had been removed.

Getting Ready for Fall Trade,

This, by the way, was Mr. Chartrand’s
method of preparing for his fall, Christ-
mas, and winter trade. To the repre-
sentative of The Grocer he gave his ex-
planation of this eare and cleanliness.

““During the summer’’ he said, ‘‘dust
is bound to make its way into the store.
You may go over the shelves regularly
but there is bound to be an aceumula-
tion. Also, flies may have erawled in
behind the boxes and bottles to die and
there is certainly a need for a renova-
tion of the store. During the summer
the doors have been open and there has
been fresh air a plenty. But it will soon
be time now to keep the doors closed and
you must have an agreeable, inviting air
in the store, otherwise customers will
not like it. You will understand that if
the dust and flies of the
summer are not removed and
the interior not brightened and
made pleasing it is almost certain that
when the heat is turned on it will not
be long until the presence of dust is
noticed.’’

This then are the reasons for the
cleanliness in the Chartrand store. The
proprietor is a believer in the value of
this eare and attention and each season
is inaugurated with a general house-
cleaning.

Banish Bad Odors.

While on this subjeet, Mr. Chartrand
voiced a few other opinions which will
be upheld by the best grocers. One of
these might be termed the general effect
of bad odors within a store. It all arises
from carelessness, said this grocer. An
over-ripe appl: here, a banana there, a

sweet potato somewhere else, grapes,
potatoes and so on. Saturday is always
a busy day and it is a poor store that
has not been upset by a day’s activity.
The grocer knows the picture of Satur-
day night about the time the blinds
are being pulled down.

The doors are shut tightly, and the
store is left in this condition until Mon-
day morning. Mr. Chartrand eclaims
that this is not as it should be. The
people have brought in the dust of the
street, and there is the litter following
a busy day. There may not be an odious
smell in the store but it is not sweet
and wholesome. Goods that are at all

This Dealer’s Fall Campaign Begins
With Brightening Up the Store.

likely to take up the store odors will eer-
tainly do so.

There is a certain fragrance about the
air in a good clean grocery store that
appeals to customers. It may be re-
garded as a guarantee of wholesome-
ness and cleanliness and it should be
found in every establishment that makes
any pretensions of quality and modern-
ness.

Winter Goods are Shown.

Having renovated the store and made
it brighter and more pleasing than ever,
Mr. Chartrand brings out his fall and
winter goods more prominently. In the
centre he has had a purely summer dis-
play. It generally consisted of season-
able goods. These are removed now and
the space devoted to dried fruits, such
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Store Cleaning Starts Off Fall Trade

as currants, raisius, apricots, prunes,
dried apples, dates and figs. The staff
begin to put their selling efiorts behind

these new goods and business hums in
the new season.

Flour Gets Attention.

Flour is another article that Mr.
Chartrand gives speecial attention. He
has always found new interest in flour
as soon as the cooler weather sets in and
naturally he leaves nothing undone to
get his share of the trade. He makes a
display in a conspicuous place and now
and then pats in a window. To The
Groecer he stated that the customer
still bought a large quantity of flour
especially during the time of the year
now approaching. These several lines
illustrate the general plan by which Mr.
Chartrand begins his fall trade. ¢‘If
you come back in about two weeks,”’
he said, ‘‘you will find quite a change,
[ think. One must keep abreast of the
times and it would never do not to
anticipate the wants of our customers
during the various seasons of the vear.”’

WOULDN'T BE WITHOUT MEAT
SLICER.

“If T did not have a meat slicer dur-
ing the summer months,’’ said J. Smith,
a Montreal grocer, at the eorner of Ber-
nard and Clark streets, ‘I do not know
what I should have done. Often there
were four and five people at a time to
be served, and I know that if I had
to cut the meat in the old-fashioned way
those customers would have grown weary
of waiting, and might not have waited.
Besides, when you are eutting boiled
ham you can make clean cuts with the
machine that would be almost impos-
sible in the old way.’”’

Mr. Smith is a modest grocer, doing
a safe business, and he realizes that
cleanly methods are always appreciated.
‘“The meat cutter is sanitary and neat.
You do not have to touch the meat with
your hands, and the eustomer not only
likes the manner in which the slices are
made, but she can see for herself that
everything about the cutting and hand-
ling is as she would have it.”’

Continuing Mr. Smith said: ‘‘Boiled
ham is one of the features of the sum-
mer trade, and just about this time
breakfast bacon becomes prominent.
There is always a steady demand and
considerable work to be done with a
meat cutting machine throughout the
whole year. Of ecourse, you have to
cut quite a bit of meat before you have
paid for your machine. Mine cost $85,
but in the long run it has paid for it-
self, and you are pleasing customers and
making money for yourself, for the eut-
ting machine prevents odds and ends of
bacon and hams collecting.”’
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Village and Catalogue Prices Compared

The Mail Order Question as It Stands in Havelock, Ont. —
Prices of Local Grocers Below Those of the Toronto Mail
Order Stores—Big Houses Using Few Low-Priced Lines as
Baits—Ad. Used by One Dealer to Defend His Trade.

In Havelock, Ont., 100 miles east of
Toronto, the merchants tell you they
have had strong competition from the
order Investigation
at the express and freight offices there
shows that big Toronto houses are
drawing considerable trade that rightly
belongs to the merchants of Havelock.

mail houses.

However, there is one thing that the
merchants there do claim, and that is,
that the amount of mail order sales

would be a great deal larger if they
bad not put forth some efiorts to ofiset
advances of these catalogue houses.
They did not shout to the housetops
that they were commencing a campaign
against mail-order buying, but quietly,
whenever opportunity presented itself,
each merchant impressed upon a custom-
er the fact tbat he could give just as

good value, quality considered.
Thus, has much been done to over-
come this drawback of the trade.
A Railway Centre.
Havelock is a railroad town ;, wages
are received monthly, so that on pay

day each month, the people have plenty
of money with which to purchase from
mail-order houses, if they are so in-
clined. It is well known that an ex-
tremely large volumne of mopney flows
into Havelock monthly, and the mail
order houses, always alive to such facts,
have seen that their catalogues are pro-
fusely distributed in the town. The
prices in them look cheap, because they
are able to pick out a few odd lines,
which the mafl order house have under-
priced as baits.. The conclusion is that
they are selling cheaply.

What Comparison of Prices Shows.

Merchants of Havelock, or of any
other town have, however, an important
lever, which if properly used, should
put a complete stop to mail order huy-
ing. It is true, that taken straight
through, quality considered, merchants
of Havelock have the mail order houses
beaten on prices. This is not mere
hearsay, nor the idle boast of a dealer,
but a statement founded on facts and
figures secured by impartial investiga-
tion on the part of The Grocer.

The prices of a number of staple lines
as listed in the catalogue of one of To-
ronto’s big mail-order houses were se-
cured. Dealers in Havelock were asked
to give prices on the same goods of the
same quality. The comparison is here
given, and demonstrates beyond doubt
that the good peonle of Havelock, al-
though their intentions may be the best,

are losing money by purchasing from the
catalogue stores. Not alone are the
home prices as a whole lower, but ‘in
comparisons, freight, draft exchange and
postage, should be added to the mail
order prices.

This is the strongest argument possi-
ble against mail-order buying. It %s not
necessary for the dealer to appeal only
to the loyalty of citizens. Opportunity
is open to appeal to their business in-
stinct, and to show them in dollars and
cents just why they should not send
their money away from home.

Power of Good Advertisement.

One dealer in u small town discovered
his prices were below that of catalogue
houses. He drew up a comparison
somewhat similar to the one here given.
He used a full page in his loecal paper,
heading it; ‘““Some facts and figures
concerning mail order competition.”
Then followed : ‘“The practice of buy-
ing goods of mail-order houses is an ex-
pensive habit, and in the end is a

money loser for those who practice it.
Let us compare a few methods and
prices. You are obliged to send them
your money before you see what you
arc buying. You are obliged to buy
from pictures and descriptions. You
must pay the freight charges. In case

goods do not suit, you have the goods
and they have the money. It is a well
recognized fact, that many people will
accept goods of these catalogue houses
without a murmur, which they would
not accept of the local dealer at any
price. For bait, they may sell you
sugar and a few other articles for less
money than they purchase them. But
they must do more than make up on
other articles. Their expenses are enor-
mous. It costs them far more to sell a
dollar’s worth of goods than it does
any average dealer. Few people realize
that it costs one of these houses $350,-
000 a year to merely issue their cata-
logue, and this is surely added to the
selling price of the goods.”
Injuring Property Values.

‘““Not counting all these things—the
fact that you are hurting the value of
your own farm or property, when you
hurt this town by diverting money ;
the fact that we take your produce and
give you goods in exchange ; the fact
that you can get credit here when you
haven’t the ready cash, and can always
bring goods back and exchange them

when they are not satisfactory ; in spite
if you could get goods
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of all these facts,
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mail-order houses than

cheaper of the
of us, we would advise you to do it.

But you can’t do it. You have a cata-
logue that you can study in the even-
ings, and prices in it look cheap, be-
cause you have plenty of time to study
them, and the description is written in
fine language. But, if you take your
catalogue and compare prices right
through, and if we don’t furnish you
the same articles, quality considered,
cheaper than the mail order house does,
we will give them to you, and you won’t
be buying anything from a book descrip-

tion either. In support o' our state-
ment, we quote a few prices for com-
parison.”’

COMPARISON BETWEEN MAIL ORDER
AND SMALL TOWN PRICES

Mail Order Hmelogk

Extracts, assorted, 2 0z. ...... .10 3for .25
Coarse salt, per barrel ...... 1.75 1.50
corn syrup, 2-lb........ 12 .121,3
Molasses, per tin ............ .10 o3
Sweet sugar corn ..... .10 .10
Carrots, 2-1b. tins .15 .13
Pumpkin, 3-1b. tins .. .10 .10
Jelly powder, per 3 pkg. .25 .25
———— oats, per pkg. ... .25 .25
214-1b. pkg. fine sodas ...... .25 .25
COFR WIREEB <i5. snsesonsasss .10 .10
Fancy macaroon biscuits, 1b .50 .45
Arrowroot biscuits .... ..... .16 A7
Bartlett pears, 2-1b. cans .... .18 .18
Finest selected Valencia
raisins, 28-1b. box 2.70 2.50
Peanut butter jar ..., .10 .10
——— Salad dressing .09 .10
——— meat sauce .. .10 .10
-—— sauce, bottle .. .34 .35
Kippered herrings, tin ...... .16 .13
Domestic sardines, tin ...... .05 05
TR, DEE. ooesisenns .09 10
SPECIAL CONFECTIONERY DE-

PARTMENT.

In order to make the most of his op-
portunity to sell confectionery, fruit
and nuts during the Christmas and New
Year’s season, R. C. Braund, Peterbor-
ough, Ont., prepares a speecial depart-
ment for these goods, and engages a
clerk to attend to it.

The first advantage is that confection-
ery is thus brought more foreibly than
ever before the attention of regular cus-
tomers and others. This department is
always given a prominent position in
the store, and no one can fail to see it.
A good assortment of candies and cho-
colates is shown, and the display is
made more attractive by the addition of
fruit and nuts.

Mr. Braund does not hesitate to let
it be known that Santa Claus has made
his store the headquarters for these
goods, and the extent of the sales has
always demonstrated the wisdom of this
method. Every groecer knows that nuts,
fruit and confectionery are features of
the Christmas trade. By thus emphasiz-
ing this section of the Christmas stock
there is the realization by customers that
they must have nuts, fruit and candy
for the holidays. And practically every
household purchases not a little, but a
large supply of these goods for their
own pleasure and to add to the welcome
they wish their friends to feel when
Christmas goodwill is exchanged.
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Stirring Up Fall and Christmas Demand

Montreal Dealer Uses Various Selling Methods to Make Sales
—Maintains That People Must Know What You Have Be-
fore Being Brought to Purchasing Point—How Dried Fruits
Are Handled—Present Season Means Extra Sales in Flour,

x Cocoa, Beef Extracts, Etc

“ AST vear 1 did not handle a
pound of currants or raisins

that were not package goods,”
said T. J. Stevenson, of Kyle
& Stevenson, 143 Fairmont Ave., Mon-
treal. ‘I have gone over to the package
idea in a great many lines,’”’ he continu-
ed. ‘I buy butter in pound prints, and
on the same principle have I handled
currants and raisins. When you buy 50
pounds of butter in prnts, you sell them
without any real possibility of a loss.
That is under ordinary circumstances.
“I also buy bacon in pound packages,
and I sell it as I buy it. There are no
waste ends and one package is as good
as another. It is not necessary to men-
tion the many other articles that are
sold in this way. The packages of cur-
rants and raisins have simplified hand-
ling them to a great extent. Every time
a pound of either currants or raisins are
weighed there is the possibility of a

loss, but by the package system this
contingency is avoided.”

The Fall Campaign.

Mr. Stevenson remarked upon the imy
portance of the fall campaign extending
through the Christmas season. After
the second week in October the fresh
fruits begin to thin out, the weather is
tinged with frost and people are begin-
ning to think of foods that will put
heat in their bodies, instead of the cool-
ing foods of summer.

The first signs of the changing demand
appear with larger sales of cocoa and
cofiee. Beef extracts are asked for and
a display on a counter or in the window
puts life into the new demand. Then
there is felt a better enquiry for rolled
oats and people who have been buying
lightly of flour increase their orders to
the regular winter size.

““The baker gets quite a lot of the

summer bread business,” Mr. Stevenson
continued, ‘‘but in the fall and winter
the home baking begins again and flour
is a very important article. Prepared
soups are becoming more popular every
year. We have one particular line that
sells well, and already our sales have
been encouraging.”’

Depends on Salesmanship.

Mr. Stevenson’s method might be call-
ed the regular method of selling. He
places much dependence on his window
and counter displays, upon the salesman-
ship abilities of himseli and his clerks,
and lastly upon the quality of the goods
he carries. He has been running an ad-
vertisement in a district paper, but is
of the opinion that better results can be
obtained by putting this expenditure into
his goods and his store.

Never Caught With Dried Fruits.

Mr. Stevenson has always pre-
pared for one season by a glance at
what he had done in the corresponding
season of the previous year. In other
words one must be guided by experi-
ence. ‘‘In handling dried fruits,”” he
said, ‘I have never been caught with
more than I could handle, nor would I
want to be A glance over yvour last
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