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This Unique and 
Carefully Planned 
Series of 
Advertisements

now running in a selected list of the big daily 
newspapers throughout the provinces of 
Ontario and Quebec, is directed to the chil
dren, our biggest consumers, and it also 
strikes a pleasant and profitable note with all 
grown-ups who are still but boys and girls 
at heart.

oquirrel 
f Brand 
► Peanut 
r Butter

has won its way to Canadian hearts and 
homes through sheer merit.' Its quality 
never varies. How is your stock?

Canada Nut Company, Limited
Vancouver, B.C.

Eastern Agents

S. H. Moore & Co., Toronto, Ont. 

A. G. Snowdon & Co., Montreal, Que.
Western Agente

Mason & Hickey, Winnipeg, Man.
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Aladdin hag been pre
sented to Canadian 
women ■ thousands} of 
times through big 
space advertisements 
in leading Canadian 
publications.

Aladdin and the Ladies 
Are Chummy Now

When Aladdin was properly in
troduced he became a great favor
ite with the ladies.

They all liked him.

Women all across Canada are 
now well-acquainted with Aladdin 
as the name of a wonderful new 
Dye Soap ; unique in its magic col
oring possibilities ; and simple and 
satisfactory to use.

Aladdin Dye Soap is being ex
tensively advertised to women with 
large space advertisements in lead
ing daily newspapers.

And to make it easy for the 
dealer to display Aladdin Dye 
Soap ; and the customer to make a 
careful selection of the color she 
desires, a handsome revolving dis
play stand is given free with a one- 
gross order of Aladdin Dye Soap.

Aladdin’s popularity with the 
ladies is making great business for 
the dealer. Are you getting yours?

Order a gross from your whole
saler and start right in.

Channell Chemical Co.
Limited

Toronto
Distributors of Makers of

Aladdin Dye Soap O-Cedar Products

CANADIAN GROCER, published every Friday. Yearly subscription price. $4.00. Entered as second-class matter at Post Office, Ottawa, and as second-
class matter July 5, 1012, at the Post Office, at Buffalo, under the Act of March 3rd, 1879.
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Still Leading
To-day, as in 1857, Borden’s Milk Products 
lead both in quality and sales—a fact that 
thousands of live Canadian grocers have 
tested and proven to their profit.
Borden leadership is not a matter of luck. It 
is the result of strict adherence to a high, 
exacting standard of quality and purity that 
has been, and is, rigidly followed in every

method of processing from the time the rich 
creamy milk of inspected cattle is delivered, 
immediately after milking, to the Borden 
factories until it is hygienically sealed in at
tractive containers and labelled under the 
binding Borden guarantee. Specify Borden’s 
to your wholesaler next time you order and 
sell the milk products that lead in sales.

Send for attractive store and window display material. 
It will surely prove useful in helping along sales.

Bor Jen > Products— The Borden Co., Limited
Eagfe Brand Milk “Leaders of Quality” Reindeer Cocoa
Si. Charles Milk MONTREAL Milled Milk

ST. CHARLES BRAND
CANADA’S NATIONAL MILK

^
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Why do so many grocers feature

Quality will tell

“Norse Crown”
NORWEGIAN

BRISLING (SARDINES)?

“Quality Will Tell” always—both in sales and satisfaction. That’s why 
so many grocers feature Norse Crown Sardines — the most tempting, 
full-flavored, tasty morsels that the mighty sea affords.

Norse Crown Sardines are packed with the most fastidious care in the 
purest olive oil from the finest selected catches and every operation in 
their preparation is conducted under the most strict hygienic surveil
lance. Norse Crown Sardines are guaranteed to give absolute satisfac
tion and they never fail to repeat. Specify Norse Crown next time you 
order—it pays to sell the best.

The Oversea Export & Import Co., Limited
NORWAY

Sole Agents for Canada and NewfoundlandSole Agents for Canada and Newfoundland

Stewart Menzies & Company
32 Front St. W. - Toronto
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COCOA BEANS
Prompt deliveries corresponding 

exactly to description.

Economical and reliable service 
based upon recognized potentiality.

Preferential advantages due to our 
wide-flung organization.

Prices always 
market.

on or under the

Exceptionally large and varied 
selections.

J. ARON & COMPANY, Inc.
NEW YORK

We can supply your demands in these lines and our following Can
adian representatives will gladly quote you upon request:

NICHOLSON-RANKIN, LTD.,
Winnipeg, Man.

NICHOLSON-RANKIN, LTD., 
Saskatoon.

NICHOLSON-RANKIN, LTD., 
Regina.

NICHOLSON-RANKIN, LTD., 
Edmonton, Alta.

NICHOLSON-RANKIN, LTD., 
Calgary, Alberta.

ALEX. F. TYTLER,
London, Ont.

J. T. PRICE & CO.,
Hamilton, Ont.

LIND BROKERAGE CO., LTD., 
Toronto, Ont.

JAMES KYD,
Ottawa, Ont.

HENRY M. WYLIE,
Halifax, N. S.

HUGHES TRADING CO 
OF CANADA, LTD., 

Montreal, Que.
DASTOUS & CO., REG., 

Sherbrooke, Que. 
SCHOFIELD & BEER, 

St. John, N. B.
O. N. MANN,

Sydney, N. S.
A. T. CLEGHORN, 

Vancouver, B.C.
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CLARK’S
Prepared Foods

ad___z_. x- c____o

Devilled Meat 
Potted Meats

Sliced Smoked Beef 
Cambridge Sausage 

Canadian Boiled Dinner 
Tongue, Ham and Veal

and Cheese

Corned Beef Hash, 
Tomato Ketchup, Etc.

MADE IN CANADA - BY CANADIANS
AND ALL FIRST-RATE SELLERS

W. CLARK, LIMITED
MONTREAL

neaay ro jerve

Pork and Beans
Roast Beef 

English Brawn
Veal Loaf 

Ox Tongue
Beef Steak and Onions

1 CLARKS
9*A ■ '' :rrig\ V *

m <<> <
MONTREAL

Spaghetti with Tomato Sauce

Soups (13 kinds) 
Tablé Syrup

Irish Stew 
Peanut Butter
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ARE YOU LOSING SALES ON

LILY WHITE syrup?

The continued high price iof sugar 
has stimulated the demand for LILY 
WHITE for use in autumn preserving.

We report a brisk demand from con
sumers for Lily White Recipe Books?

Are you anticipating the demand ?
THE ONE OUTSTANDING SYRUP 
FOR AUTUMN PRESERVING

Remembertbetto
LILY WHITE

SYRUP
Co

THE CANADA STARCH COMPANY, LIMITED 
MONTREAL

Makers of Lily While Syrup, Crown Brand Syrup, 
Benson s Corn Starch and Mazola
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A Simple Way to 
Cut the Cost of 
Travelling Salesmen

The salesmen who are compelled to fertilize, plow, sow, 
harrow and cultivate their fields, can not compete with the sales
men who spend the bulk of their time harvesting.

To keep a good salesman on the road to-day, costs more than 
ever before, and to deprive him of the advantage of Business 
Paper advertising is equivalent to demanding that he walk from 
city to city to save car fare.» It’s a net loss to both the salesman 
and the employer.

There is a Business Paper in each field of trade and industry 
which can do the preparatory work of cultivation more quickly, 
and at less cost than salesmen, thus multiplying the efficiency of 
the salesmen by permitting them to confine their efforts to 
harvesting.

There is no guesswork or theory about this—thousands of 
concerns are daily demonstrating its truth.

Business Paper advertising calls on the real buyers in your 
field and your field only. It is assured of an audience because it is 
contained in a paper edited wholly in the buyer’s interest, which 
he needs, wants and pays for.

You who have discovered the benefits of specialization in pro
duction and in personal selling, need no argument to appreciate 
the opportunity for Specialized Advertising afforded by Business 
Papers.
What “A.B.P." Means to Advertisers.
Only papers subscribing, to the Asso
ciated Business Papers’ Standards of 
Practice are admitted to membership.
These standards are unsurpassed in any 
field and cover every department of pub
lishing in addition to certified circula
tion.

Weekly-
Hardware and Metal 
Canadian Grocer 
Financial Post 
Druggists’ Weekly 
Canadian Machinery

Semi-Monthly—
Maclean’s Magazine 
Farmers’ Magazine 
Power House

The MacLean Publishing Company, Limited
Toronto Montreal ' Winnipeg Vancouver London (Eng.)

Maclean Publications All Members

The following is our list of trade and 
technical publications, all of which are 
members of the Associated Business 
Papers :

Monthly—
Dry Goods Review 
Men’s Wear Review 
Bookseller and Stationer 
Canadian Foundryman 
Marine Engineering 
Sanitary Engineer 
Printer and Publisher 
Canadian Motor, Tractor and 
Implement Trade Journal
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Exact size of can of Red Cross Pickles
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Red Cross Pickles are made 
of the finest onions, cauli
flower and cucumbers grown 
in the famous Red River 
Valley. Hitherto the West
ern demand has made it im
possible to handle Eastern 
custom. But now, with in
creased factory equipments, 
they are available for this mar
ket.

Red Cross Pickles 
in Cans

Cut Prices in Half

TTHE dealer who can help 
A reduce the cost of living, 

will find eager customers.
When you sell Red Cross 
Pickles in cans, you give cus
tomers nearly 20 ounces of 
pickles for 35 cents, instead of 
the usual 10 ounces in a bottle.
Further, the tremendous use by the 
British and American armies and 
navies during the war, of pickles 
packed like Red Cross Pickles in gold 
enameled lined cans, proved that they 
keep fresher and longer this way than 
when bottled.

If you have not already stocked Red 
Cross Pickles then, write for prices.

Reynolds, Moore & Bentz Ltd.
Winnipeg, Man.

E. B. Nettelfield & Co.
SO Front St. E., Toronto 

Eat tern Sa/e» Agent*

Represented by:
J. L. Freeman & Co. for Montreal; J. B. Renaud & Co. 
for Quebec ; W. S. Watts, 124 Bruce St., London, for 
Western Ontario; J. H. Trowbridge, 256 Albert St., 
for Ottawa; R. M. Wyman, Yarmouth, N.S., for New
foundland; Oake & Wyman, Halifax, N.S., for Nova 
Scotia and Prince Edward Island.
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Wagstaffe’s
New Season’s

Strawberry Jam
1920

When you eat let it be the best

WAGSTAFFE’S
Pare Strawbcny Jam 
Pare Raspberry Jam

Made from
Fruit and Granulated Sugar 

Only
■oiled with cere in eilver pane

ASK YOUR GROCER FOR IT

NOW READY FOR DELIVERY
ORDER FROM YOUR WHOLESALERS

Wagstaffe Limited
PURE FRUIT PRESERVERS

Maple & Gage Avenues - - - Hamilton

Are You Getting Your 
Share of the Eddy Demand?

Remember—it needs no big effort to sell 
Eddy Products. Just let your customers 

v know you handle Canada’s favorite 
matches and Canada’s cleanest, lightest 
and most durable fibreware utensils.

In matches alone there are some 30 to 40
different brands of Eddy’s—a match for 
every customer’s requirements. And Eddy’s 
Indurated Fibreware include utensils for the 
factory, the house, the farm—anywhere, 
everywhere.

A daily display of these Eddy lines will 
prove worth while. Try it.

The E. B. Eddy Co., Limited
HULL, CANADA
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Exhibit at the Canadian National Exhibition 
ot Toronto Scales and Toronto Slicers

We feel that the many flattering remarks and the expression of thorough satisfaction of scores 
of satisfied users has fully repaid us for all the trouble and expense connected with our exhibit.
We are not afraid to come face to face with our customers for fear of kicks and complaints, we 
are glad to see them. They are all the same, SATISFIED. No doubt this accounts for the ex
ceptionally large business we did at the Fair this year. Never before have we taken so many 
orders and from big, live Grocers and Butchers after having carefully examined all other lines.
This has all come about by our original determination to make THE BEST MACHINES ON 
EARTH.
If you were not fortunate enough to see our exhibit, write us and get full particulars and 
prices.

Toronto Office : Ottawa : Montreal :
482 College St. 223 Sparks St. 2 Craig St. West

THOS. FERGUSON GEO. CAMERON F. H. HUNGERFORD

The Canada Scale & Slicer Co. Limited
Factory at Bowmanville, Ont.
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wins the confidence of 
the men

And the confidence of the men is by 
no means an unimportant factor in 
successful retailing.
You can get the men coming to your 
store by showing King George’s Navy 
on your tobacco counter.
And one sale means a steady run of 
repeats.

Try King George’s Navy.
miiiumi!!!

Quebec 
and 

WinnipegRock City Tobacco Co., Ltd.

MËS
FWRi

Malt Vinegar
Recommend Cosgrave’s 
when your customers 
want the highest quality 
in malt vinegar. 
Cosgrave’s has the pur
ity, strength and flavor 
that will give them the 
greatest satisfaction. 
Sold in sealed bottles, 
the full strength is re
tained. It is also easier, 
cleaner and more profit
able for you to handle. 
Well advertised as be

ing sold by all good grocers at stan
dard prices, 25c and 15c per bottle.
Ask your Jobber for Cosgrave's.

Toronto Vinegar Works

(gsgûvës
■ PUPE

MALT VINEGAR

Toronto

Imperial Grain and Milling 
Co., Limited
VANCOUVER, B.C.

We are offering the best value 
in Rice on the Canadian 

market to-day.

1AM RIC
mmuicaiMtiiiK uv

TrairaitWrauvra.EC.

V >. {■
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WESTERN CANADA

Squirrel Brand Iutter
W. H. Edgett Ltd.

Vancouver

WheleeeU Pivchuinf Broker!
Exporters end Importers

C. T. NELSON
Grocery Broker end Minufectiwer,' A feat
534 Yates Street, Victoria, B.C.

In touch with all Britt* Columbia whole
saler» and Jobbers, and can niece your line 
to beet advantage. Agent for shippers of 
Oriental products.

VICTORIA - VANCOUVER

WHEN WRITING TO ADVERTISERS 
PLEASE MENTION THIS 

PAPER.

JOHN PR1TTY, LIMITED
MtrckanJistBrok.tr and Manufacturers Agent 

HEAD OFFICE» REGINA, SASK.
We invite correspondence from anyone desiring active 
and energetic representation in Saskatchewan and shall 
supply them with Bank and other credentials.
We guarantee to give fullest results.

B. M. Henderson Brokerage, Ltd.
109 Empire Block. Corner Jasper Are. and 

191st Street, Edmonton. Alta. 
(Broken Exclusively)

Dried Fruits, Nuts, Beans, Jams, 
Cereals, Fateh Fruits and 

Vegetables

Donaldson Phillips Agencies
Limited

Grocery and Produce Brokers 
Open for a few more first-class connections

124 Pacific Bldg. - Vancouver, B.C.

Wallaces

•fiWSOMW,

EVERY MORSEL EDIBLE 
AND DELICIOUS

The Oil is Clear and Resembles Olive Oil
The clarity is attained by the exacting cleaning 

given each fish.

ALBATROSS PILCHARDS
Clayoquot Sound Canning Co., Ltd.

VICTORIA
AGENTS:

Ontario and Quebec .— Alfred Powie A Son, Hamilton, Ontario 
Manitoba and Sa aka tcheusan ; - H. P. Pennock A Co., Ltd., Winnipeg, Man. 

Alberta and Britiah Columbia .-—Mason A Hickey 
J. L. Beckwith, Victoria, B.C.

IT BEATS THE D|UTCH
In fact there is no her
ring caught that can 
surpass the British Col
umbia Herring—and our 
cannery is right on the 
fishing grounds.

WALLACE FISHERIES
LIMITED

VANCOUVER
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Why Not Build Up Your Trade in the 
West by Appointing U» Your Agents?

MOWAT & McGEACHY
(MANITOBA) LIMITED 

Agente for MOIR’S Chocolates

•1 Albert St., Winnipeg, Man. enj el Sasketi

IN WRITING ADVERTISERS, PLEASE 
MENTION THIS PAPER.

SAY YOU SAW IT IN CANADIAN GROCER, 
IT WILL HELP TO IDENTIFY YOU.

Wholesale Commission Brokere and 
Manufacturers* Agents

810 Confederation Life Bldg., Winnipeg
We have the facilities for giving manufacturers 
first-class service.

C. H. GRANT CO

W. L. Mackenzie & Co., Ltd.
Head Office:Winnipeg

Branthas
Regina, Saskatoon, Calgary, Edmonton

FRANK H. WILEY
Mfrs. Agent ànd Importer 

Groceries end Chemicals

ill fin'd Sugar for immediate shipment

533-537 Henry Ave., Winnipeg

THE McLAY BROKERAGE CO.
WHOLESALE GROCERY BROKERS 

and MANUFACTURERS AGENTS
Take advantage of our Seroice 

WINNIPEG MANITOBA
Geo. W. Griffiths & Co., Ltd.

24S Princess Street
Winnipeg, Manitoba 

Selling Agente and Broken
Grocery Specialties, Druggists' Sundries 

Pipes, Cigarettes, Tobaccos and

l. M. Maclure & Co
MALTESE CROSS BUILDING

WINNIPEG
IMPORTERS, BROKERS 

MAN’F’S. AGENTS 
GROCERY, DRUG AND 

CONFECTIONERY 
SPECIALTIES Richardson Green, Limited 

MANUFACTURERS’ AGENTS

Calling Upon the Grocery, Hardwire and 
Drug Trade.

Winnipeg Regina
Edmonton

Calgary Saskatoon

We work The Retail Trade

Manufacturers
We offer the facilities of an 
efficient and energetic 
“chain” organization, long 
established, with financial

and Shippers!
stability and the necessary 
experience and knowledge, 
to place your goods success
fully on the Western Market.

Let us show you.

Donald H. Bain Company
Wholesale Grocery Commission Agents
Head Office: WINNIPEG, MAN.

Branches at
REGINA, SASK. SASKATOON, SASK. CALGARY, ALTA.

EDMONTON, ALTA. VANCOUVER, B.C.
ALSO AT SARACEN’S HEAD, SNOWHILL, LONDON, E.C. 1, ENGLAND
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WESTERN CANADA

H.P.PIENNOCKaCl
WHOLESALE COMMISSION BROKERS

0..LTD.
MANITOBA
SASKATCHEWAN H£îï WINNIPEG ornçj ALBERTA 

WESTERN ONT.
(OKRIIMNMNCK SOUCITIV

X X \xX\ X

JX.

The Largest 
in Western Canada

We are the largest Storage, 
Distributing and Forwarding 
House in the Western field.
Total Storage space ninety-six 
thousand square feet of Bonded 
or Free Storage. Heated ware
house. Excellent Track facili
ties. The Western House fof 
SERVICE.

Williams Storage Co.
WINNIPEG

and
Winnipeg Warehousing Co.

C. DUNCAN &SON
Manufre. Agents and Grocery Brokers

Car. Prtneeee and Bannatyne
WINNIPEG Estab. IMS

Say you saw it in Canadian 

Grocer, it will identify you.

GIBS0N-PATERS0N-BR0WN
LIMITED

Grocery Brokers and
Manufacturers’ Agents

WINNIPEG : CALGARY : VANCOUVER

Watson & Truesdale, Winnipeg
have lire men doing detail work throughout onr territory. Manitoba, Saskatchewan and Alberta. They 
get the business, and can get it for you. Write us, and we will explain our system.

Wholesale Grocery Brokers and Manufacturers' Agents

Trackage
STORAGE
DISTRIBU

TION

When Writing Advertisers Please 
Mention This Paper
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WESTERN CANADA

DETAIL WORK
To the manufacturer who is looking for an efficient Western 
House to represent him, this Company cannot be excelled in 
efficiency, reliability and result-getting.

Fourteen Salesmen
Ten of our salesmen do retail selling exclusively, 
and four others work among the wholesale trade.

We can put your line on the market.
Scott-Bathgate Co., Ltd.,

149 Notre Dime Ave. E.
Winnipeg The Home of the Scott-Bathgete Co., Ltd.

W. H. ESCOTT CO.
LIMITED

Wholesale Grocery Brokers—Manufacturers' Agents— 

Commission Merchants

Manufacturers of Food Products and Spe
cialties of merit seeking increased distri
bution in Western Canada, are invited to 
investigate our constructive

SALES FORCE
Your account entrusted to us receives the 
personal attention of experienced and 
efficient heads.
We make ourselves your Business Right 
Arm in our territory.
We are more than Brokers, we are Busi
ness Builders.

WRITE US TO-DAY 
HEAD OFFICE 
Winnipeg, Man.

Branches with Resident Sales Managers at
Regina, Saslt. Saskatoon, Sask.

Fort William, Ont.
Calgary, Alta. Edmonton, Alta.

,>ii

lNÇTS

THOMPSON’S 
SFAI F.n

SALTED PEANUTS
Packed in

Sanitary- Airtight-Drums

Thompson’s name on the label stands for 
the highest grade of Spanish Peanuts. The 
Spanish variety is the finest flavored peanut 
in the world.
THE SMALL NUT FULL OF 

RICH CREAMY FLAVOR 
FRESH—CRISP—TASTY

Packed in 5 and 10c packages, 20 packages to the 
carton, 36 cartons to the case.

‘NIFTY’ Brand Blanched Jumbo Peanuts
in 5 lb. and 10 lb. Tin»

EACH TIN IN AN INDIVIDUAL FIBRE BOARD 
CONTAINER—READY TO RE-SHIP.

PACKED IN CANADA BY

A. E. THOMPSON
Box 2015 WINNIPEG
G. B. THOMPSON A CO., Weitem Dutributer», Winnipeg

Say you saw it in Canadian Grocer, it will identify you.
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ONTARIO

O IADWICK/ComrxnycoM.\assaov okokkhs

34Duke St. Toronto
We cover Ontario with Grocers' 
Specialties and Confections.'*

W. G. PATRICK & CO.
Limited

Manufacturers’ Agents 
and Importers

51-53 Wellington St. W., Toronto

John J. O’Donnell & Co.
Commiaaion Broker» 
Manufacturera* Agent a

Representing J. H. Wethey. Limited : Imperial 
Grain and Milling Co., Limited., Vancouver: 
Harry Hall & Co., Vancouver, and others. Cor
respondence solicited.

Heintzman Bldg., Windsor, Ont.

MACLURE & LANGLEY
LIMITED

Manufacturers' Agents

Specialties
12 FRONT ST. EAST. TORONTO

Let T. ASHMORE KIDD
Broker

KINGSTON. ONTARIO
Superintend the successful merchandising of 
your lines in Kingston and district.

In Writing Advertisers Please 
Mention This Paper.

W. G. A. LAMBE & CO.
TORONTO 

Established 1885

SUGARS FRUITS

Manufacturers Agent and 
Grocery Broker

CaaerA,, City «I Ottawa and District Thereeyhly

Booth Bldg. OTTAWA, ONT.

H. C. BRENNAN

Kellogg's Toaeted Corn Flakes) London, Ont.
MeLaoehkan’e Bteeulte

Waddell'» Jem
45 Front St. East, TORONTO.

J. K. McLAUCHLAN

The Norcanner Brand
of “Brisling” Sardines are 
packed in Quarter Dingley 
tins from the finest sum
mer caught Brisling with 
Virgin Olive Oil. You’ll 
find the price right and 
the profit good.

Bravo Brand zi 
Sild Sardines
Another brand of high 
class sardines. In Quar
ter Dingley and Eighth 
Size tins. A real delicacy.

Four jobber can tupply you

NORCANNERS, LIMITED
STAVANGER, NORWAY

fth

• American Headquarters: 
105 Hudson Street, New York

C. I. Hart Zac
Canadian A wan ta i 

A. May ft Ca. DaoaU H. Beta Ca.

Sell the Best

«DETTER be sure than sorry.”
D OCEAN Blue is the highest 

standard attainable in a Laundry 
Blue.

True, it sells for only a few cents a 
packet, but nothing has been sacrificed 
to bring it down to a popular price.

As you want to please ALL your cus
tomers sell them

OCEAN BLUE
In Squares and Bags

Order from Your Wholesaler.

HARGREAVES (CANADA) Limited
The Gray Building, 24 and 26 Wellington St. W., Toronto

^
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QUEBEC

AGENCIES WANTED
For Food Product», Confectionery, etc. 

For the Dominion Best Reference».
JOYCE CO., LTD.

307 St. Jamee Street, Montreal

If you have anything in food line to sell 
or want to buy, ask us for prices. We buy 
and sell outright, also act as buying and 
selling agents and commission merchants.

Canada Produce Co., Limited 
171 St. Paul Street E. 

Montreal, Que.

TELEPHONE MAIN 7143

ST. ARNAUD FILS CIE.
GROCERY BROKERS 

Importateurs Importers
A Exportateurs A Exporter

Pols et Fevee Peas and Beane
Predeks Alimentaires Food Products

ST. NICHOLAS BUILDING, MONTREAL

The Smith Brokerage Co., Ltd
Wholmamta Commission Brokmra 

ST. JOHN, N.B.
If you require distribution in the Maritime Provinces 
we ase open to consider your proposition.

Besi References
SMITH BROKERAGE CO„ LTD.

8t. John, N.B. 1-4 Beath Whari

MANUFACTURERS
We. can get you Business in the 

Province of Quebec.
Be»t Reference». Special Sale* Force.

Address: c.o. Canadian Grocer 
Montreal

Belgo. Canadian Trading Co. “Regd.”
Import and Export 
General Distributors

We are open to repraent Manufacturer» or 
Grower» of Foodstuffs.

MANUFACTURERS’ AGENTS AND 
GROCERY BROKERS

640 Barrington Street, Halifax, N.S,

GAETZ & CO

ROSE & LAFLAMME
LIMITED

Commfuton Merchant» 
Grocer»' Specialties

MONTREAL TORONTO

Broker and Commission Merchant
1696A Hutchison St. 

MONTREAL

K. SmithALBERT DUNN
Commission Merchant

SHEPHERD-MOTT 
COMPANY

3 St. Nicholas St.

General Produce A Lumbermen’s 
Supplies

Phon. sail so ST. FETER ST.
-----  QUEBECRe.ld.nc 6383

Potato.,, Oats. Pc, Bene, Hey, Etc.

AfanuZ.cfur.rV Agmntt

Montreal

TOMATO PASTE
MADE WITH SELECTED FRESH, RIPE 
TOMATOES HEAVILY CONCENTRATED, 
AND HAS EIGHT TO TEN TIMES THE 
STRENGTH OF CANNED TOMATOES. 
Packed in 12-ounce tins—100 tins per case. 
Samples and quotations submitted upon re
quest.

P. PASTENE & CO., LIMITED
$40 ST. ANTOINE STREET ----- MONTREAL, QUE-

Sell Your Waste Paper,
Cardboard, etc.

Serious shortage of 
paper making mater
ials. Very high prices 
now.
Send for catalog of

“Climax" Steel 
Balers

Made in H sises.

Climax Baler Co.
HAMILTON, ONT.

To get business you must go after it. Others do it through this section
—vvhv not YOU?
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We Have the Finest Coffees

OWL BLEND COFFEE
Imported, Roasted and Grown in Our Plant

Finest and Purest Produced
OWL EXTRA FANCY.........
OWL A. 1............................
OWL No. 10........................
OWL No. 30........................
OWL No. 40 (20g chicory) 
OWL French style, (black) 
RIO ......................................

Per lb. .60
a a .50
u a .47
a a .45
it a AO
a a .38
a a .35

Freight Paid on 300 lb. Lots
Try them. They are Unequalled. Special Discount to Jobbers.

Just Received a Shipment from England
THE UNITED ALKALI WORKS, LIMITED

LIVERPOOL, ENGLAND
300 cases GREENBANK’S LYE (Solid)

16 oz. tins, 4 doz. per case.........................per doz. 1.75
300 “ GREENBANK’S POWDERED LYE, “RED HEART”

12 oz. tins, 4 doz. per case,.........................per doz. 1.65
300 “ GREENBANK’S POWDERED LYE, “RED HEART”

8 oz. tins, 4 doz. per case.............................per doz. 1.25
300 “ GREENBANK’S CHLORIDE OF LIME

4 oz: tins, 4 doz. per case..................;....... per doz. .65
400 “ GREENBANK’S CHLORIDE OF LIME

8 oz. tins, 4 doz. per case..... ....................... per doz. 1.10
200 “ GREENBANK’S CHLORIDE OF LIME

16 oz. tins, 4 doz. per case.......................per doz. 1.90
Special Discount to Jobbers.

PERRIER’S GENUINE CASTILLE SOAP
“Le Chat” (Cat) Brand 

72% OLIVE OIL
All sizes and style packages 

Small and large bars 
2 oz., 4 oz., 6 oz., 8 oz bars.

From 21c to 23c per lb.
We carry the finest and largest assortment of staple fancy 

groceries in the Dominion.
Our Service is excellent.

L CHAPUT, FILS & CIE, Limitée
Wholesale Grocers, Importers and Manufacturers

E*tabli*hmd in 1842 MONTREAL



18 CANADIAN GROCER September 17, 1920

Three Good Things the 
Grocer should not miss, 
yet only One Article to 
deal in.
1. —Grimble’s Malt Vinegar

is pure.
2. —Grimble’s Malt Vinegar

keeps in any climate.
3. —Grimble’s Malt Vinegar

gives you a good profit 
and the Customer every 
satisfaction.

REPRESENTATIVES:
WINNIPEG—Mwn. H. P. P.onock ft Co. Ltd.. Wio.ip.t- 
MONTREAL ft TORONTO—Mwn. M.dora ft Lsngtay. Ltd..
11 St. Nicholes Stnet, Montisel, and 12 Front Stunt East, Toronto. 
VANCOUVER. B.C-Mr. H. C. Janion, 709 Mercantile Budding. 
Vaocoure .

‘‘The Grocer s Encyclopedia”
This book gives concisely the 
history of all kinds of food
stuffs from A to Z. Well 
illustrated by half tones, many 
of them in color.
Contains 478 pages.
Is 11 x 9 inches in dimensions 
and 2 in. thick and well bound.
Gives you the information you 
want to know about the 
growth, origin, harvesting, 
etc., of all domestic and for
eign goods sold in grocery 
stores.
Will assist you and your clerks 
in buying and selling.

Price is $10.50 
Sole Agents for Canada -

MacLean Publishing Co., Limited
143-153 University Ave., Toronto

The Insecticide that is ^nouin 
throughout the world:

KEATING’S 
POWDER

Your profit on the steady 
demand for Keating’s Pow
der—(lie universal insecti

cide—mounts up to a considerable sum when 
the yearly sales are totalled. Every month in 
the year—cold weather and warm—its sale is 
sure. But you can increase this by recommend- 
ding Keating’s to your customers—tell them 
how quickly it will exterminate
Flies
Fleas
Mosquitoes

Ants
Wasps
Beetles

Bugs
Cockroaches
Moths

Good merchandising would be to have an ample 
stock on your shelves at all times.

Made by THOMAS KEATING. London, 
England. Established 1788.

Sole Agente for Canada :

Harold F. Ritchie & Co., Limited
10 McCaul Street, Toronto

«Sanafor
MSafes

Vin Tonic

Senator
a genuine Tonic for

Invalids
Known the World over

Send your orders 
direct to

Nap. Morrissette
18 Cartier Square 

MONTREAL
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A Display of “Nobility” Chocolates will 
speed up your Candy Sales

Nobility Chocolates “Worthy of the Name” 
or “Glendale” chocolates are just what every 
customer is looking for, something pure and 
wholesome, being made and packed in a 
sanitary plant. Purity always attracts, and 
when connected with “Nobility” “Glen
dale” chocolates or our delicious pan 
candies and creams, it means Profit to you.

NOBILITY CHOCOLATES, LIMITED
ST. THOMAS, ONT.

Selling Agent» :

Edgar S. Fisher, 12 Herndale Ave., Toronto 
A. D. Norman, Winnipeg

Freemans
Custard

Advertising to Buyers is one 
way to surely make 

Advertising Pay

Advertise Your Product in
Canadian Grocer

II reaches the Buyers It’s a Business-Getter

Rate» and Information on Request

We now Book orders for Xmas Clear Toys. 
Packed in wooden boxes io lbs. each.

S. & M.
The Cream of all Chocolates.

Write us for Prices and Discounts.
Sole Canadian Diatributore :

Dominion Confectioners Limited
229 Notre Dame West, Montreal

Our Agents :
Samuels, Carney A Dickie Ltd. Chadwick A Co.

Halifax, N.S. Toronto, Ont.
L. Edward Whittaker H. H. Beer

St. John, N.B. Summereide, P.E.I.
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TO THE

ENTERPRISING MERCHANT

One of our model* of Eureka Freezer Counter Case (Patented)

Wouldn’t you like to make your store the most 
pleasant and easiest place for your customers to 
shop in, in your vicinity?

Wouldn’t you like to attract customers who now 
perhaps buy at a store a little further up the 
street?

People like to shop where sanitary, up-to-date 
methods are used in displaying the perishable 
foodstuffs they want to buy.

Why lose this trade when by installing a Eureka 
Freezer Counter Case or one of our High-Class 
Eureka Refrigerators, these conditions can be 
fulfilled?

We guarantee this equipment to do all and more 
than we claim for it.

One of our popular design* of 
Eureka Grocers’ Refrigerator*

Write for our free illustrated literature, it will be willingly sent.

EUREKA REFRIGERATOR CO., LTD.
Head Office and Factories: OWEN SOUND, ONT.
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Red Rose Flavor
CUSTOMERS quickly become attached to 

the rich distinctive flavor of Red Rose 
Tea. This flavor is attained by blending more 
than a dozen varieties 
of fine quality teas.

T. H. Estabrooks Co., Limited
St. John Montreal Toronto Winnipeg Calgary Edmonton

Clean
Throughout
No Seeds No Stems

Company, Limited roRTo8™ïi0

Guaranteed 
Unifor m 

Quality
How to make all 

brooms of the same 
brand absolutely uni
form in quality, has 
been a problem to every 
manufacturer of 
brooms.

After years of careful 
study, we have recently 
introduced in our fac
tory, a system of sorting 
and grading corn which 
enables us now to abso
lutely guarantee a uni
formity in quality never 
before equalled in the 
making of brooms.

Manufactured by

Stevens-Hepner

This is a photograph of a 
Nugget Broom. Sec how 
clean the stock is, not only 
outside, but right through to 
the centre. See how care
fully the corn has been 
trimmed and sorted. No 
seeds, no stems are visible.

Eight Famous 
Keystone Brands

Because they are so carefully 
made- of the beat materials—Key- 
tone Brooms irive superior satis
faction. The following brands are 
well-known to every Canadian 
woman :

NUGGET EVANGELINE
PATRICIA JUBILEE
KLONDIKE GREAT WEST
ELGIN STERLING

If you have never handled 
the above Keystone lines, 
order a sample shipment to
day.
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Standard Foods for 
Infants and 

Invalids

Your customers will appreciate the 
quality of Robinson’s “Patent” Barley 
and Robinson’s “Patent” Groats—and, 
of course, you recognize that this quality 
brings them back for other lines.

MAGOR, SON & CO., LIMITED, 191 St. Paul St. W., Montreal ; 30 Church St., Toronto

HMHWNHMlHIHHHMiniU

It’s sold!
Keep it moving

We make your customers 
want Gold Dust through our 
advertising. You can make 
them buy it by giving it a con
spicuous place on your shelves.

You don’t have to push Gold 
Dust. And it yields a good 
margin, with a quick turnover. 
“Made in Canada,” too.

ti;i earLFAlRBANKiasan
LIMITED

MONTREAL
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How Retailers View Freight Increases
Manager of Grocery Department of Large Toronto Departmental 
Store Believes that Added Charge Spread Over 100 Pounds of 

Any Line Will Mean Only Slight Increases to the Consumer.

44 T T will probably be a period of six months 
before any definite idea can be learned as 
to what the new freight rates will have 

meant in the cost of food commodities,” re
marked the head of the grocery department in 
one of Toronto’s largest departmental stores. 
“While the additional charges must be absorbed 
in the prices to the consumer, on the whole, in 
the way of articles of food, I do not think a 
great deal of difference will be noticed. People 
will pay the price asked and say nothing about 
it, and after all, the added charge spread over 
one hundred pounds of any one line will mean 
only a trifle difference on the pound. Another 
fact that will work to the advantage of the gro
cer in this regard, particularly in the Province 
of Ontario, is that Ontario is blessed with a lot 
of local business. The grocer is able to buy a 
great many things either in the town in which 
he is doing business, or from some very near 
point. On the other hand, in the West, where 
distances are greater, the grocer will be more 
affected by the increase of thirty-five per cent. 
But then again, Western Canada towns will 
benefit on goods coming from the Orient, such 
as rices and teas. Ocean rates are cheaper and 
the distances from the ports of entry not as 
extended.”

Barely Noticeable

Citing instances of different foods, this man
ager remarked that in the case of rolled oats the 
added charge would be barely noticeable. “On 
account of the freight charges merchants in the 
East would be inclined to give the preference to 
local oats rather than to Western oats, as long 
as they could be thus obtained. Western oats 
might not on this account be able to compete 
with the product manufactured in the East. The 
same condition might apply to potatoes from 
New Brunswick, but this is not likely to create 
much concern as the available quantities of 
Ontario and Quebec potatoes are likely to be 
sufficient for all requirements. Of course I am 
speaking from my own standpoint—that of an 
Ontario grocer. In the matter of canned goods, 
freight charges vary to such an extent that it is

very hard to say what difference in prices they 
might make.”

“I suppose the grocer will have to absorb 
many of the added charges as has been the case 
before,” remarked H. J. Reeve, manager of 
Michie & Sons, King Street W., Toronto, when 
asked by Canadian Grocer as to what effect the 
advanced freight rates will have on prices of 
foodstuffs. “I really haven’t given very much 
thought to the matter,” he added, “but it is more 
than likely that the higher charges will just be 
added to the grocer’s costs. I don’t think the 
consumer will notice very much difference in 
prices, however.”

Not Much on the Pound

Another man prominent in the retail grocery 
trade in Ontario expressed the opinion that the 
increased freight rates, spread over one hundred 
pounds of sugar, for instance, would not amount 
to very much on a pound. The extra freight on 
one hundred pounds of sugar from Montreal to 
Toronto is nine cents. Spread over, it meant 
about one-tenth of a cent on a pound. At the 
present price of sugar, it would mean $22.30 
per hundred, the retailer, having to sell it at an 
advance of two cents, would get $24.30. 
Accepting his privilege to refuse to sell a 
single pound, he could sell not less than three 
pounds, getting 73 cents for the same, thereby 
getting his extra freight cost.

Increase on Canned Goods

All vegetables and fruits packed in 2 Va size 
tins, two dozen to the case, weighing 60 pounds, 
on the basis of 20 cents freight-rate would be 
six cents per dozen. The 40 per cent, additional 
freight will add four cents per dozen. Thus the 
2Va size tins that previously cost six cents per 
dozen freight will cost under the new rate ten 
cents per dozen. A case containing two dozen 
number two tins weighing 44 pounds on the 
same freight basis would cost 4 Va cents per 
dozen, the additional 40 per cent, increase would 
be four cents, making the present freight rate 
8'j cents per dozen. Canned salmon shipped
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from the coast was $1.03 per hundred pounds, 
with the increase added the new rate is $1.44 
or approximately ten cents per dozen.

l'he average freight on a bag of potatoes If’ ' 
down in Toronto is 15 cents, the increase in 
freight rates of 40 per cent, will bring the 
freight on a bag of potatoes up to 21 cents.

GROCER September 17, 1920

For butter from Toronto to Montreal the 
old rate per hundred pounds was 50*4 cents and 
the new rate is 70Vi cents. The rate for eggs 
from Toronto to Montreal goes up 17 cents per 
hundred pounds. On butter and cheese the in
crease is approximately Vi cent per pound and 
on eggs Vi cent per dozen.

The Traveller Who Pities Himself
«T T IS a peculiar fact, but neverthe- 

I less one that salesmen still believe,
-A that a house likes to fire a man. 

On the contrary, if there is anything 
which hurts the sales manager’s stand
ing, it is when he has to admit that he 
picked a poor man, which he does when 
he must let a man go. It costs money 
to pick unsatisfactory men. The only 
difference between the sales manager 
who succeeds and the one who does not 
lies in the ability of one man to develop 
a sales force which can get the business 
while the latter doesn’t do it. So one is 
a success and the other is a failure. I 
have in mind one sales manager who 
was so mild and easy-going that he 
rarely found fault with his men, yet, 
when, due to a poor showing, he himself 
was called to account, he finally did turn 
upon some salesman who was failing 
to get the business, and relieved himself 
of the most brutal tirade imaginable.

“When a salesman falls into a slump 
and when his sales manager happens to 
be of the type mentioned, then the trouble 
is apt to start.”

The foregoing is from an article by 
A. H. Dente in “Printers’ Ink” under the 
caption of “When the Travelling Sales
man Feels Sorry For Himself.”

The writer went on to tell about 
George Hall, a star salesman who drift
ed into a slump and got in bad with his 
sales manager because Hall, having been 
a star salesman, went stale just when 
several of the other road men on the 
same staff hit the down grade.

The aggregate drop in sales wrought 
havoc with the relationship of the sales 
manager to the firm and in turn that 
worthy let himself loose on poor Hall, 
who weakened and grew peevish in
stead of bucking up to show his real 
class. He nursed a grouch and began to 
tell his troubles to some of his best 
friends among the trade. Next he told 
them to some salesmen on the road.

All this time his record was showing 
up poorly, but instead of gathering him
self together, he began to think up ex
cuses and reasons. When he got his 
regular monthly letter telling him of his 
poor showing, he began to write in long 
letters explaining the lack of business. 
Being a good salesman, it did not take 
him long to tell himself the reasons why 
business was not coming. He began to 
find fault with the line and that directly 
injured his sales talk. He began to find 
fault with the credit department, and as 
a result he lost confidence in that end 
of the business.

It was not long before he had men

tally formulated a series of trials and 
difficulties to which he was subject. And 
these troubles and difficulties became so 
monumental that they overshadowed all 
the good points he used to see in the line.

As a matter of fact the house kept 
him much too long for his own good or 
its own good, but the trouble was that 
nobody knew what was wrong. Hall was 
sincere in his own way and was really 
doing his best, so far as he knew, but 
he was working against an unconscious 
handicap. He was coming to feel 
sorry for himself and having a perfectly 
good time pitying himself. So while he 
apparently did his best and really felt 
he was trying, he was mentally unfit 
to get the business, and he didn’t get it.

On the other hand, the executives of 
the house thought he was shirking his 
job and even began to accuse him of 
disloyalty. To-day they are convinced 
of it, because after Hall left them he 
got a job with a competitor and began 
to do good work.

Now, knowing Hall and having heard 
him tell of his troubles, and also know
ing his house and his former sales man
ager, it is not hard for a third party, 
standing at a distance, to see the whole 
thing from both sides.

It may be possible that the picture 
which presents itself to us may enable 
us in our own work at some time or an
other to recall these facts and apply 
them.

First of all, we must keep in mind 
that while both the sales manager and 
the salesman may have personality and 
temperament, the fact remains that the 
sales manager must be able to submerge 
his own feelings and consider only the 
other man—the man who is working for 
him and for whose showing he is largely 
responsible. The sales manager may be 
“getting his" from the boss higher" up 
and may be rankling under pretty tough 
criticism. Yet it is his job to remain 
calm and sweet and confident and en
thusiastic as far as the salesmen are 
concerned. If a salesman or a group of 
salesmen get the impression that their 
sales manager is not in the best of 
standing, it is the natural thing for 
them to lose confidence in him, and once 
they start losing confidence the. sales 
manager’s “goose is cooked,” because 
the men look to him for the source of 
energy which keeps them going.

In the case of Hall, he and his sales 
manager got out of harmony and out of 
sympathy. The sales manager let feel
ings persuade him that Hall was shirk
ing and was not giving him the best that

he had in him. On the other hand, Hall 
got it into his head that the sales man
ager “had it in for him” and was not 
giving him the proper support.

Little things which in themselves 
meant nothing were taken by each man 
as personal affronts. While Hall was as 
much to blame as his sales manager for 
this childish attitude, nevertheless • the 
sales manager was the man actually re
sponsible for this condition, because he 
was the man paid to keep personalities 
out of the running of the sales end ot 
the business.

In falling down, Hall naturally injur
ed himself, but what most concerned the 
house was that he injured its standing, 
lost customers which were taken away 
by other houses, and finally was taken 
off the job with his territory pretty well 
demoralized. It was a case of lack of 
thought and judgment and foresight on 
• he part of the sales manager in letting 
one thing lead to another and ending up 
by Hall going stale. And the only thing 
that really happened to Hall was that 
he got to pitying himself and feeling 
abused and imagining a lot of things 
which were not so.

BIG YEAR IN DRIED FRUIT
“With the low prices which have been 

named for this year’s pack prunes as 
compared with independent growers’ 
prices, it should be easy for buyers to 
make this the biggest year in the history 
of the dried fruit industry. Many buyers 
do not realize the immense demand which 
has been created for prunes during the 
last few years. In 1916 the United States 
consumed only 45,000,000 pounds. Last 
year it is estimated that the domestic 
market consumed close to 150,000,000 
pounds, or three times the quantity it 
was able to absorb four years ago. The 
largest crop of California prunes ever 
grown, approximately 250,000,000 pounds, 
has been sold since last fall at the high
est prices which have ever ore vailed, an'1 
there is only a comparatively small hold
over on the market to-day. The mar
ket would have collapsed if an attempt 
had been made to sell such a huge crop 
five years ago.”

The clerks and salespeople of Wood- 
stock, Ont., are circulating a petition in 
an endeavor to have the regular weekly 
summer half-holiday extended through
out the entire year. It prevails at present 
throughout June, July and August. The 
matter will be discussed by the Board of 
Trade at an early meeting.



September 17, 1920 25

What Represents a Fair Business Profit?
A Review of Conditions Which Have Led Up to Present Merchan
dising Conditions—Cold, Common-sense Leads Back to Conclu
sions That Are Lost Sight of in Modem Business—By What is 
Profit-Fixing Governed?—Other Interesting Points Dealt With

By W. R. Basset in “Printers’ Ink”

NO QUESTION at all exists as to 
what is an unfair profit. An 
unfair profit is the profit which 

the other fellow makes. The profit 
which you make cannot be unfair—anti 
you will explain exactly why it is not 
unfair as long as anyone will listen. 
In fact, if you are allowed to talk long 
enough you will make out a case against 
yourself, even if none in the first place 
existed.

But what is a fair profit ?
And who should determine the pro

fit? Are we really talking about pro
fit or about price ? Does a high price 
mean a high profit, and does a low 
price mean a low profit ? Is there any 
connection at all between price and 
profit ? Does the buyer or seller make 
the price, or is the price made by an 
outside force over which neither has 
any control ?

An endless number of questions arise 
when one starts to talk about prices 
and profits. We get into the same 
morass of trouble as when we talk of 
wages being high or low without refer
ence to what is being given in return 
for the wages. 1

And in addition we have the compli
cations of currency inflation, and on 
top of that the problem of scarcity, 
which resolves itself more or less into 
a discussion of what a crust of bread 
is worth to a millionaire who is starv
ing.

The word profiteer is a glib and 
ready one that springs easily from the 
lips whenever we think we have been 
overcharged or—what amounts to the 
same thing—cheated. Our resentment 
unconsciously leads us to take an en
tirely unbusinesslike view of the whole 
situation—a view which we would not 
ordinarily take.

If, for instance, I sell a suit of 
clothes to a second-hand dealer, I shall 
not get what the suit is worth. I hope 
to get more than it is worth, but ex
pect to get less. Really, I do not know 
what the garment is worth for resale, 
because I am without knowledge of the 
market. The man who buys from me 
will, on the other hand, know the mar
ket, and will refuse to pay me a sum 
greater than he can easily resell it for 
at a profit.

Today, both buyers and sellers are in 
the position of the man selling td the 
old-clothes man—none of us knows 
what anything is worth. And that is 
why I say it is easy for any man to 
convince himself that whatever prices 
he charges are fair. For every man 
who sells also buys, and his sales prices 
are often but a reflection of the im-

To-day both buyers and sellers are in the position of the man sell
ing to the old clothes man—none of us know what anything is worth.

* * *

The buyer who goes away from us feeling that he has been cheated 
is the seed of our future bankruptcy.

* * *

It is unnecessarily expensive to put the profiteer in jail.
_ * * *

In discussion of capital and labor you would imagine that only the 
laborer worked and never had any work done for him, and that like
wise the owner of capital only buys services and never has his own 
for sale. This is nonsense.

potence that he feels in buying. This 
all leads to a general looseness of 
thought and expression and to other 
short-comings.

The Hard Path of the Profiteer
We are all of us too prone to forget 

that the buyer who goes away from us 
feeling that he has been cheated is the 
seed of our future bankruptcy. The 
man who declares that he will “get his 
now while the getting is good” never 
does get his, for the short-sighted greed 
that prompts his action never knows 
where to stop, and the end is financial 
shipwreck. In pushing forward to get 
more, he does not see that the condi
tions which permitted him to make his 
killing have changed, until all at once 
he is brought up with a sharp turn and 
everything is taken away from him.

What punishment shall be meted out 
to the man who profiteers ? If we think 
of him as a cheat, then it is unnecessar
ily expensive to put him in jail; the 
laws of nature will take care of him. 
Indeed, jailing him may well be a kind
ness, for not otherwise would he have 
a chance to conserve his resources!

Take the profiteer as die is today 
luridly conceived. Let us pursue the 
animal. We recently had a judicial for
mula handed down which may be used 
as a description and prevent dragging 
in the wrong beast. A Federal judge 
has said that a just and reasonable re
tail profit must be' determined on the 
wholesale cost of merchandise at the 
time of purchase and not at all upon 
the market value at the time of sale.

This is an interesting thought which 
prompts one to reflect whether a fair 
profit means that sellers should not 
make money or that buyers should se
cure a low price.

For instance. I might, by the exercise 
of foresight, have bought in 1915 a 
stock of some commodity in Japan and 
have been unable until 1920 to get it

across the ocean on account of the ship
ping regulations. Let us say that the 
goods stand me ten dollars a unit in my 
American warehouse. The man across 
the street buys his stock in 1920; it 
stands him thirty dollars a unit, and 
he offers, it at retail at fifty dollars. If 
I offer mine at forty, I am profiteer
ing—even though the public pays less 
than it would have had I not had fore
sight. On the other hand, if I sell my 
stock at retail at thirty, I am accused 
of cutting business from under the feet 
of my competitor, and also I realize so 
little money that when the old stock is 
exhausted I shall not, in spite of my 
profit, have money enough to replenish 
at the then market price.

If I follow the logical sequence of the 
rule as laid down, my only course, if 
I am condemned with a forehanded dis
position, is not to make a price but, on 
the contrary, send all of my stock to 
auction and let the public make its own 
price.

Exigencies of Selling
Or again suppose that I have a badly 

chosen stock that will not move out as 
a whole. A sudden demand arises for 
some article which I happen to have had 
in stock for a long time but which had 
practically gone off the market. I sell 
out that one article at a profit of one 
thousand per cent., but the profit on 
that single article is not enough to 
meet the going expenses of my shop 
and I am forced into bankruptcy. Can 
I be both a profiteer and a bankrupt ?

Or turn to manufacturing. If I have 
a well-managed plant and planned pro
duction, I can surely turn out goods at 
a lower cost than a competitor who 
has an ill-managed plant and whose 
production planning could scarcely be 
dignified by that name. If I sell at his 
price then I am a profiteer. If I sell on 
costs at a low profit in order to get 
the trade, shortly I shall be so large
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that I shall be charged with unfair com-i 
petition and price-cutting. We have 
laws to prevent manufacturers sending 
goods to our shores on almost that iden 
tical basis.

Or leave the question of profit per 
sale and take the year’s profit on in
vested capital. I may keep my capital 
working through every day of the year, 
and by frequent turnovers at a low pro
fit per turnover make a very high pro
fit on my invested capital. ' I shall have 
performed a high public service, but, 
according to the governmental notions 
of business, I shall be a profiteer. I 
could purge myself of the accusation 
of impurity only by chucking my know
ledge of business out of the window and 
raising my prices sufficiently to slack
en the turnover, and, although making 
a larger profit per sale, make less on 
my invested capital.

Or I might increase my capital. Of 
course I shall, against my will, have to 
charge the public more for my goods. 
This is not only business but social lun
acy. But unless I try to act like a 
lunatic I am apt to be put into jail. 
Witness the case of the Brooklyn haber
dasher who was arrested as a profiteer 
by agents of the Department of Justice 
because he made (including his salary) 
a profit of 19 per cent, on sales which 
happened to be 60 per cent, upon his 
invested capital. That poor fellow 
committed suicide in his disgrace.

“But,” someone will immediately ask, 
“would you take the lid off profits and 
let every man charge exactly what he 
chooses ? How, then, could you curb 
the greedy? Would not the public then 
be at the mercy of the profiteers ? 
Should we not soon be paying $76 for a 
pair of shoes and $5 a pound for beef
steak?”

And there unfolds a dreadful picture 
of a world peopled by only two classes 
—profiteers and Lh- ir victims. Here 
again we have a delightful assumption 
growing out of the loose thinking of the 
times. In discussions of capital and 
labor you would imagine that only the 
laborer worked and never had any work 
done for him, and that likewise the own
er of capital only buys services and 
never has his own for sale. This is 
nonsense.

There are no such abstract entities. 
This is a world of human beings, and 
it is impossible, for instance, to conceive 
of a shoe-dealer whose sole activity in 
life consists in selling shoes for many 
times what everyone else thinks he 
should sell them for. For that shoe- 
dealer in spite of his bad disposition, 
cannot get on without buying food,

1 Strange to say, every business in this country that has attempted a 
monopoly has found its largest success after it has abandoned all 
notion of capturing the market other than by giving a large service at 
a low price.

* * *

An attempt at monopoly usually brings in competitors who evolve 
substitutes that take the place of the monopolized article and the 
monopoly breaks of its own weight.

Fixing profits is infinitely more viciously destructive of economic 
life than fixing prices. _ . „ _

clothing and shelter. Even landlords 
require food and clothing. And this 
brings us to the extraordinary belief 
\yhich now seems to prevail that if a 
dealer refuses to sell his shoes for less 
than $75 a pair, or the butcher refuses 
to sell his beefsteaks at less than $5 a 
pound, there is somewhere some com
pulsion on the part of the buyer to buy 
at that price.

Situations can be imagined in which 
one might have to buy a few commodi
ties at any price in order to preserve 
life. But such situations are rare. 
They have no more to do with business 
than has the salvage of a ship at sea 
to do with the ordinary routine of the 
merchant marine. And again it is pre
supposed that in this dire emergency 
the "buyer has the money with which 
to pay the so-called exorbitant price.

In other days, when there was not so 
much money, people did not quarrel 
about prices.. If the prices were too 
high they did not buy and the seller re
duced his prices until he reached a level 
where he could find buyers. That is 
precisely what would happen today if 
prices were to go as high as the popu
lar imagination sends them.

The Buying I’ower of Money

What we forget is that very frequent
ly we do not know when a price is high 
or low or how high or low a price is 
because of the drop in the purchasing 
power of money. If $76 has the rela
tive buying power of $6 or $7 in 1914, 
then $75 is not too much for a pair of 
shoes. If, on the contrary, $75 retains 
the purchasing power of $75 in 1914 
(using 1914 as the last year in which 
values had relations we can compre
hend), then $75 would be too much for 
a pair of shoes, which would be de
monstrated by the fact that no one 
would buy them, and the shoe-dealer 
would not be a seller, but merely an 
exhibitor of footwear. You would not 
say that he was a profiteering merchant 
because he charged so much for shoes.

Very frequently we do not know when a price is high or low or how 
high or low a price is because of the drop in the purchasing power of 
money.

» * •

We are presupposing that the seller and not the buyer makes the 
price.

* * •

Any attempt to fix profits or wages or any of the workings of busi
ness on a basis that human beings shall not be selfish is bound to fail

You would say that a purchaser was a 
fool for paying so much.

Or take another case: Say that a
fair meal may be bought in the dining- 
cars of a certain railroad for $2. A 
train carrying one of these diners be
comes stuck in a snowbank, miles away 
from any habitation. Thereupon the 
steward of the dining car raises the 
prices to a point where the $2 meal costs 
$20. Would you prosecute that steward 
as a profiteer or would you send him to 
an insane aslyum ? If you kept your head 
level, you would send him to an asylum, 
because his passion for the near dollar 
would probably go far toward breaking 
up the passenge# traffic of that rail
road.

Now we begin to seç where lies the 
difficulty in deciding what is a fair 
profit. We are, in effect, trying to 
measure milk with a yard-stick instead 
of a quartern. We are presupposing 
that the seller and not the buyer makes 
the price, and that there is some con
nection between philanthropy and bad
ness.

There is no such connection: philan
thropy has no place whatsoever in busi
ness, which is not at all a condemnation 
but rather a praising of business and a 
lifting it out of the paternalistic mire. 
Let us get rid of any confusion between 
benevolence and business practice. Let 
us strip business of everything ap
proaching cant.

Take the familiar instance of a mer
chant granting credit to a young man 
starting in business and who has no 
tangible assets, which in the card-index 
theory of credit-granting would warrant 
an extension of credit. The merchant 
says:

“This is a nice young man. I think 
he will do well, and therefore I shall 
take a chance on his account." And 
then he smiles benignly in his self-sat
isfaction.

That merchant has not performed a 
charitable act—although he thinks he 
has. He has advanced those goods on 
the character of the man, and character 
is the only really first-class asset that 
is to be considered in the extension of 
credit.

Or again, take the many manufac
turers, among whom Henry Ford is per
haps the most prominent, who have 
many times said, in effect, “I will send 
my goods to the market at prices so 
low as to put them into the possession 
of every man, woman and child.” Ford 
exhibits himself as a public benefactor 
and is performing the highest possible
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Price fixing lead» through the socialistic state into the communis
tic state. Profit fixing leads to chaos.

* * *

The only possible method by which lower prices can be achieved 
is a method which stimulates production—that which gives more to 
distribute.

* * *

People have gone astray on this whole matter of profits and prices 
because they forget the yesterday when the producer was beseeching 
the consumer to buy.

* * *

The seller does not fix the price. The buyer is ordinarily and espe
cially to-day the ultimate price fixer.

service to the public, but also he is 
making more money than all the people 
together who think they are charging 
high prices; for consciously or uncon
sciously he has hit upon exactly the 
right way of doing business. If he 
had, on the contrary, selected a differ
ent course and,, as the phrase goes, 
“taken advantage of the public,” the 
immediate effect would have been a re
duction of his sales by half, and in 
consequence a partially idle plant, a 
disrupted organization, and a red fig
ure on his balance-sheet.

The talk about fair and unfair prices 
is quite beside the real point. It is not 
at all necessary to surround the matter 
of prices with a mist of sentiment. The 
charging of extraordinarily high prices 
may or may not be immoral. That, too, 
is beside the point. Low prices may 
also be immoral. And if we lug phil
anthropy into business, what are we 
going to do with the man who gets per
fectly hipped on the notion of selling 
things cheaply to the public, and in his 
ardor forgets to pay his probably less 
emotional creditors? Is he an idealist 
or a crook?

But are we to admit impotence in 
regulating profits? Shall we allow 
human greed to run amuck ? Running 
amuck is not a diversion that can long 
be sustained. Usually one hits a stone 
wall or otherwise demonstrates the phy
sical phenomenon that two solid bodies 
cannot occupy precisely the same space 
at the same time.

Let us go back to our shoe-dealer. 
Fifty years ago most workmen went 
barefooted in summer because shoes 
were considered too expensive to be 
worn heedlessly. There is abundant 
evidence to sustain the conclusion that 
feet were made primarily to stand on 
rather than to give aid and comfort to 
shoemakers. But to-day very few people 
think of going barefooted at any time 
of the year. We have grown into the 
habit of wearing shoes and most people 
have several pairs. We took up the shoe- 
wearing habit not because our feet had 
changed, . but because shoes became 
cheaper. Now, if shoes are held at such 
a price that the ordinary person cannot 
buy a pair, then he will go barefooted, 
and although at first going barefooted 
may roughly use the tender foot, the 
makers of shoes will suffer more than 
the owners of feet.

The Moral Issue in Business
We can discuss the morality of prices, 

and we can shed long, salt tears as we 
pay our bills, and, if we possess sufficient 
imagination, we can carry our sorrow 
into the process of passing the additional 
cost on to those whom we sell, but really 
are we getting anywhere with all of this 
self-deception about prices? Is it not 
better to recognize right off that good 
business is founded upon enlightened 
selfishness and go forward on that prin
ciple?

It is not at all necessary to introduce 
the moral issue into business. A suc
cessful business man must have charac
ter; he must also meet his financial en

gagements. Or put it another way: a 
business man cannot be successful unless 
he has character. But any attempt to 
fix profits or wages or any of the work
ings of business on a basis that human 
beings shall not be selfish is bound to 
fail.

It is the fashion these days to predi
cate reforms upon bringing about a 
quicker change in human nature. It 
would seem to the writer to be better to 
identify service to the public with self- 
interest; then those who are amused by 
being self-righteous may take their 
diversion on the side and not interfere 
with the orderly conduct of human 
affairs.

We are witnessing to-day the large 
changes which the introduction of labor- 
saving machinery has made in the con
duct of industry, especially in the direc
tion of making prohibitive the cost of 
an idle plant. But a plant will not be 
idle if its production is put within the 
reach of almost everybody. The wants 
of man are infinite. It is up to the man 
who desires to supply some of those 
wants to put his articles on the market 
at such a price that they may be bought 
in ever-increasing quantities by a con
stantly growing number of people. That 
is the best way to serve humanity, 
but it also happens to be the way to 
make the largest profit; a particularly 
fortunate provision of nature, since if in 
best serving the public one also best 
serves oneself, one will not become tired 
of serving the public.

From the owner’s standpoint, it is not 
the percentage of profit per sale that 
counts, but the annual profit, and it Is 
growing increasingly evident that the 
business which has a large annual profit 
on a comparatively small number of 
sales or turnovers of capital at a large 
margin per sale is not nearly so stable 
as the business which gains a larger 
annual profit by a great number of turn
overs at a small profit per turn.

It is always the first thought of mono
poly that it will gain the largest profit, 
first, by shutting out all competitors; 
second, by charging the largest possible 
price the public will pay. But, strange 
to say, every business in this country 
that has attempted a monopoly has found 
its largest success after it has abandoned 
all notion of capturing the market other 
than by giving a large service at a low 
price. A monopoly founded on service 
is a legitimate monopoly.

Take the automobile trade. Under the 
Selden Patents, it was thought that, by 
a system of licensing, the number of 
people permitted to make automobiles 
could be restricted, and all danger of 
glutting the market be removed. But 
the great progress in the automobile in
dustry has been since that patent ex
pired! To-day it never occurs to the 
owners of an automobile factory to try 
to monopolize the market. What they 
try to do is to turn out a good car at 
a fair margin of profit. All the com
binations of companies in the industry, 
and there are several such, are success
ful only in the degree that they tend to 
increase production and at the same 
time decrease prices.

Monopoly Breaks Its Own Weight

An attempt at monopoly usually brings 
in competitors who evolve substitutes 
that take the place of the monopolized 
article. An interesting illustration of 
this was lately given by the manufac
turers of an automobile horn. In the 
beginning they thought they were pro
tected by patents and charged a high 
price for their product, with the idea 
that they had the market at their mercy. 
Other men saw the possibilities, were at
tracted by the field, attacked the pa
tents and broke them and the company. 
The company which devoted so much of 
its energy to forming a monopoly has 
now a heartbreakingly low profit on its 
capital. A die-casting company gave 
itself up to the. guarding of its secret 
process and sold a small number of cast
ings at high prices. It was noised about 
that the process was a regular gold 
mine. Other companies were formed; 
they gained a knowledge of the pro
cess, and now the original company must 
fight hard to keep pace with its too many 
competitors. Camel’s-hair cloth was put 
on the market at a very high price; it 
became popular, and now so many sub
stitutes, which only an expert can dis
tinguish from the real thing, are offered 
that the market for the genuine cloth is 
shattered.

A fair profit, then, to go back to that 
term, is not a figure which may be 
settled by any outside authority, and 
it has nothing at all to do with invested 
capital. It is fair that a premium should 
go to the man who can so turn capital 
as to make the largest possible percen
tage upon it. The whole trend of scien- 

(Continued on page 29.)
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Profit-Sharing Increases Business
Unusual Progress and Methods Help This Man—Doubles Annual 
Business at Six Per Cent. Net Sharing Earnings with Assistants.

IF you think all the opportunities for 
big success lie in the large cities, 
or if you think y.ou must be big be

fore you can become bigger, you have 
other thinks coming. For this is the 
tale of a grocer with six years’ experi
ence who began with scant capital. He 
is in a town so small that it is not listed 
in any schedule of prominent towns. 
There is nothing prepossessing about it, 
either. Not likely that you or I would 
select it as a place that promised any 
special success.

Nor did this man start with any par
ticular advantages. He did not know 
the business except by outside observa
tion, and he has plenty of careless, what 
might be called with justice, cut-throat 
competition, meaning that kind which is 
guided by the idea that to beat the other 
fellow, no matter what the consequence, 
is worth while. But this man knows 
better than to follow any such lead, so 
he prospers where careless, slap-bang 
men go broke.

Within the limits of a short article 
I could not begin to tell you of all the 
schemes this man has thought out for 
his accounts, collections, pricings. He is 
a deep student of psychology, self- 
taught, and observes the effect of every 
move on his trade. He knows one thing 
well that it were good if others could 
learn; that people like to trade where 
things are good and attractively dis
played and where price js not the main 
attraction. I must therefore give you 
only a sketch and leave you to fill in the 
background.
Doubles Annual Business at Six Per 

Cent. Net
This man's sales last year were 

$86,000. This year they are running at 
about $165,000, and, bid fair to double 
before the year ends. How is it done in 
a little town where ordinary advertising 
methods might be said not to apply?

It is done by rigid care of inside con
ditions, that the store be clean and at
tractive; by window displays which are 
most carefully studied out and executed; 
by the use of every bit of display ma
terial furnished by manufacturers of 
profitable merchandise—for he knows 
very well with whom it pays to co
operate, and by the cultivation of per
sonal acquaintance on the right basis. 
By this last I mean that he belongs to 
the chamber of commerce, gets out of 
his store frequently to “mix” with his 
fellow citizens, and is therefore in on 
what is doing in a favorable way.

How can he get away from his store 
at all and yet make such a showing? O 
that is the greatest secret of all, and 
I am now going to let you in on it.

In the most conservative way, yet so 
that it counts big, he shares his earnings 
with his assistants.

X

HENRY JOHNSON, Jr.

His business is in three main depart
ments: bakery, meats ahd groceries. 
His own time is devoted largely to think
ing out new schemes, new methods, new 
equations from new angles in his busi
ness. Hence he gets a fine average 
gross margin. It runs 26 per cent. 
His expenses average 18 per cent., and 
that leaves him 8 per cent. net.

You might think that would do, but 
he is looking to a bigger future, built 
on lines that will endure. So he does not 
stop. In fact I may say in passing, 
that he could not stop if he tried. His 
mind is too active; his think-tank seethes 
too continually with new ideas; he is 
too nervously enterprising ever to be 
satisfied.

How the Division is Made
He makes 36 per cent, average in the 

bakery department; 22 per cent, on 
meats, and 20 per cent, on groceries. 
Expenses in the bakery are 23 per cent., 
in the meats, 14, and groceries 16 per 
cent. In a typical week he will sell $800 
worth of bakery goods, $600 meats, and 
$1,400 groceries.

With 36 margin and 23 expense in the 
bakery, his net is 13 per cent. Meats 
at 22 gross with expense of 14 earn 8 
per cent. net. Groceries at 20 with 16 
expense earn 4 per cent. net. He gives 
the manager of each department a quar
ter of the net profits thereof.

Quarter of 13 is 3.4 to the baker. On 
sales of $800 that means $27.20 bonus 
to the baker; besides his weekly wages. 
Quarter of 8 is '2 per cent, to the butcher 
which, on $600 is $12 extra for him. 
Quarter of 4 is 1 per cent, to the grocer 
which, on $1,400 is $14 extra. Total 
$53 20.

Men who thus work for themselves 
and whose bonuses depend not on the 
sales made but on the net earnings îeal-

ized, can be trusted to work when the 
chief is away for a while.

I asked him how he provided for a 
kick from his men on the variation In 
net earnings. He told me that, first, he 
treated each confidentially, but that if 
they got unhappy about any such dis
crepancy he would have the answer im
mediately that all they had to do was to 
increase the business, each in his own 
department, until the difference should 
be equalized! See how it works? The 
boss should worry.

The earnings, gross, this particular 
ywefikdid not equal eight per cent., but 

only Tte. omitting a minor fraction. The 
total earnfed was $208. Take $53.20 from 
that and we have $154.80 left. Also the 
$53.20 is l.fi per cent, on sales. That 
leaves 5.53 per cent, on sales for further 
allotment.

Next step is to give 5 per cent, of the 
net earnings to the bookkeeper.. That 
is $7.74, which equals .272 per cent on 
sales, and leaves $147.06.

The General Manager Well Cared For
Of that remainder, one quarter is now 

given to the man I shall call general 
manager, though what my friend says 
of him is that “he is my right hand man 
on whom I depend for all kinds of things, 
such as caring for the business when I 
am away, look' tg after ail Jt. il» tt it 
require a little thinking, and. gcneva'ly, 
having the business in his mind.”

Quarter of $147.06 is $36.76. It is 
1.315 per cent, on sales. It leaves 
$110.30, which is 3.943 per cent, on sales. 
And that is absolutely net to the boss. 
He draws $50 per week salary and these 
net earnings show him—even on the 
basis of this week’s business—$6,735.60. 
His salary and earnings together make 
him an income altogether of $8,335.60. 
But the average earnings are better than 
that, running to 8 per cent., so he makes 
over $6,500 besides his salary, or over 
$9,000 altogether.

Note, now, that the almost 1 per cent, 
net shown above is far and away better 
than grocers average without any profit- 
sharing at all. Maybe this in itself is a 
voucher for the soundness of this man’s 
plans and methods.

It is certain that here we have an ex
ample of how men can be got to pull to
gether. That is what counts. Each 
man in this business has a salary as lib
eral as he could get elsewhere, for this 
man knows that he must pay the best 
wages or his plans would net work out. 
On top of that each man can look for
ward to a definite share of the weekly 
earnings, and how big those will be will 
depend largely on how he manages his 
own department. Can you see how each 
one is watching all the leaks and being
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economical ? Why, the stuff is, in effect, 
his own!

The Lesson in Sugar Declines
Much talk has been evoked by the 

spectacular decline in sugar values, but 
there is just one lesson to be drawn 
from the experience. That is the folly 
of speculation in groceries.

That is the point constantly over
looked by everybody who writes. For if 
he abuses the retailer, he does so without 
knowing what retail problems are, while 
if he takes the retailers’ side, he is apt 
to do more harm than good to the re
tailer, though he may soften public feel
ing towards him. Here is a sample from 
a recent newspaper comment:

“It is the retailer innocent of any in
tention to profit abnormally, but using 
his best judgment in stocking up against 
possibly still higher prices, who is losing 
most in the turn of the market. Some of 
them are holding sugar for which they 
paid 25 cents a pound or more, and which 
they must offer for 18 or 19 cents or 
hold indefinitely. The big sugar supply 
manipulators higher up have pocketed 
their profits and made a clean getaway. 
A jobber here or there and some whole
salers (just what is the distinction be
tween a jobber and a wholesaler?) may 
be adversely affected, but most of the 
loss has been passed on to the retailers.”

There may be some comfort in that 
sort of thing for some of us, but the fact 
remains that the man who either, knew 
enough not to buy more than a current 
supply of sugar or was fortunately out 
of stock when the decline came, was the 
one man who was on a business basis 
and so did not suffer. That he was few 
and far between just shows how badly 
we are all bitten by the virus of spec
ulation.

For upward of two years I have been 
warning everybody to keep out of goods 
as much as possible. Not a day in the 
interval has come that any man with 
light stocks was not best off and made 
most money. But most of my warnings 
—like those of all others—have fallen 
on deaf ears. Can we learn or can’t we?

WHAT IS A FAIR PROFIT?
(Continued from page 27.) 

tific business is to make capital small in 
proportion to sales, and then make that 
capital move rapidly. The capital may 
have to be large—for the best business 
is done with the best facilities, and 
these cost money—but, consistent with 
the sales, the capital should be as small 
as possible.

The profit upon capital as evidenced, 
say, by dividends is a matter of circum
stances. In a growing business with 
large profits it may be unwise to declare 
any dividend at all, and wise to put all 
of the earnings back into future equip
ment; or it may be good policy to es
tablish reserves against a fall in prices 
or hard times, and thus by bookkeeping 
take away any profit on capital. Profit 
on capital is never to be reckoned as 
the whole sum left after subtracting 
outgo from income. This would jeo-
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pardize capital for the sake of profit— 
which is hardly business. Profit is 
money that can be safely taken out of 
the busines—it is not a surplus to be 
gained only by liquidation.

The moment we attempt to limit the 
amount which may be earned by the 
capital invested in business we put a 
premium upon waste and inefficiency and 
tend to lessen the production of goods.

There are, to be sure, usury laws 
which say that a man may not lend 
money for more than a certain per cent. 
—in the Eastern States usually 6 per 
cent., and in some of" the Western and 
Southern States as high as 12 per cent. 
These laws have obtained for many 
years, but if you will examine economic 
conditions you will discover that these 
laws are only declaratory of the common 
practice in lending long-time money. 
That is why they are higher in some 
States than in others. They were pass
ed in the high-limit States at times 
when money could not have been ob
tained at a lower figure.

Kansas might well have passed a law 
declaring that the rate for money loan
ed on mortgages should not exceed 3 
per cent., but then Kansas would not 
have been able to borrow money to 
develop her farms. The people with 
money could have loaned it elsewhere 
at 3 per cent, with safer collateral. And 
in spite of all the laws, the man who 
needs money pays the price that the 
lender asks up to the point where he 
knows that he will lose by borrowing— 
that he will not be able to make money 
on the money borrowed. Money used in 
security transactions on the New York 
Stock Exchange is in a somewhat differ
ent position.

The result is the same, whether we 
try to fix a price or a profit. Taking 
the fixing of prices, if the constituted 
authorities fix a price based upon the 
average cost of production, the con
sumer will have to pay too much and a 
premium will be put upon inefficient 
manufacturing and selling. If the price 
is fixed on the basis of the most efficient 
production, those who are least efficient 
will be forced to go out of business, the 
market will become short of that parti
cular commodity, and it will not be ob
tainable at the Government price. That 
is what always happens when prices 
are fixed too low.

Suppose a fair and equitable price 
could be fixed. That price could be 
maintained on a fair basis only by fix
ing the price of every factor which en
tered into the fixed price, and these in 
their ramifications would include the 
price of nearly every article used by 
humanity. That is not all. A neces
sary corollary to price fixing is the fix
ing of demand. The next step is ra
tioning, and the next communism. For 
when you say that an article must be 
sold at a certain price and ordain that 
each individual can buy only a certain 
amount of that article, and by necessity 
extend that process to all articles, you 
have communism in fact if not in name, 
for the State and not the individual will
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then be controlling consumption, dis
tribution and expenditure.

Profit Fixing and Where It Leads
But if we cannot fix a price, can we 

not fix a profit?
It is very easy to talk about fixing 

profits, and, at first glance, it seems 
quite logical to regulate profits in manu
facturing on a basis whereby the money 
invested in an enterprise can be con
sidered and the profit held down to an 
agreed percentage. This is the method 
favored by law-makers chiefly because 
it is the mode of first impression and 
requires no knowledge of business for 
its application.

But fixing profits is infinitely more 
viciously destructive of economic life 
than fixing prices. Price fixing leads 
through the socialistic state into the 
communistic state. Profit fixing leads 
to chaos.

It would seem that the experiences 
during the war should provide a lesson 
for those who unthinkingly talk of fix
ing profits. You can fix profits only by 
a broad extension of the cost-plus sys
tem, or by an excess profits tax, or, if 
you want to make absolutely certain of 
confusion, you can combine both meth
ods as they were combined during the 
war. Or there may be some who would 
also advocate profit regulation on the 
basis of invested capital.

. Take the three methods. The cost- 
plus system does not lower prices to 
the community, which is presumably the 
end sought. On the contrary, it raises 
these prices because the less efficient 
the manufacturer the more money he 
will make. The excess profits tax, by 
which it was ingenuously thought that 
a man who made too high a profit would 
be required to turn the excess back into 
the coffers of the State, also helps prices 
to soar, because the man who finds him
self making so large a profit as to in
cur a heavy tax will wastefuQly in
crease his cost of doing business. It is 
not human nature cheerfully to turn 
over a large part of what one earns to 
someone else, and extravagance tends 
always to limit production.

The third method—that by which pro
fits are limited according to capital in
vested—is again a deterrent to produc
tion, penalizing as it does the most 
vigorous use of capital by encouraging 
waste of capital. The regulation of 
prices or profits does not result in low
er prices. On the contrary, it restricts 
production and raises prices.

You cannot animate by law; you can 
only restrain. And every restraint les
sens and limits production.

The only possible method by which 
lower prices can be achieved is a meth
od which stimulates production— 
that which gives more to distri
bute. The more you have to distribute, 
the lower will be the price. If some 
form of tax could be devised which 
would be practically confiscatory to the 
man who is inefficient in business, then 
we should stimulate production and thus 
lower prices. But that is a thought 
which has not as yet been developed.
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DISPLAY OF FOODSTUFFS
ITH this issue of Canadian Grocer, the fea
ture to the trade is the illustrated section, 

telling about exhibits of foodstuffs, at Canadian 
National Exhibition at Toronto. The grocer 
will do well to read them carefully, to learn 
further of the lines that manufacturers were 
showing at the Exhibition, and to profit by the 
advertising and publicity that were given these 
various foods during the two weeks of the Can
adian National Exhibition. The list of exhibi
tors, as shown in this issue, represents a wide 
range of articles that the grocer is now or will 
be handling in the immediate future. The wide 
awake retailer will endeavor to learn all he can 
about them, that will help in his selling effort, 
and with this end in view Canadian Grocer 
-ecommends a careful perusal of the section.

GETTING back to normal
NE of the most encouraging signs that has 
been seen of late is contained in the replies 

of 23 manufacturers to a questionnaire recently 
sent out by the Merchants’ Association of New 
York. These replies show that slowly but stead
ily the output of labor is reaching a higher per
centage of its possible maximum, and that, man

for man, the worker is working more steadily, 
and producing more during his working time, 
than he has been doing for some time past. If 
this tendency persists, and a higher plane of effi
ciency ensues and remains, then a long step has 
been made towards the reduction in the cost of 
living. It is a fact that there has been, pretty 
well throughout the world, a tendency on the 
part of the average worker to hold back, so as to 
make the work in hand last as long as possible, 
and thereby, in his opinion, preserve the era of 
plentiful employment and high wages. This 
tendency was perhaps not so much in evidence 
on this continent as it was in other countries, 
Great Britain especially suffering from this view
point of labor. Over there they had a regular 
name for it, thus giving it the dignity of a policy. 
It was known as “ca* canny,” which is a Scotch 
colloquialism for “take it easy,” and for which 
the French use the expression “laissez faire.”

Conscientiously carried out, this policy re
sults in bringing the production costs of every 
article it is applied to up to an ever-increasing 
figure, a figure which represents far more than 
the real value of the finished article. Brought 
to bear over a wide range of articles, it naturally 
affects the pockets of the men themselves who 
are responsible for it, and forces them to de
mand a correspondingly higher rate of pay. So 
the thing goes on. The surest way to obtain 
better living conditions and a reasonable wage, 
which will allow the worker to obtain the com
forts of life, is for him to work while he is at it, 
without skimping and holding anything in re
serve. An article produced by maximum effici- 
ençy, at lowest cost, will be in greater demand 
than when the same article is produced at a 
price which puts it out of the reach of many who 
would otherwise use it. The workman can re
ceive a higher wage, the manufacturer can rea
lize his profit, and a far larger demand is cre
ated. High wages in themselves are not an 
objectionable feature to any manufacturer. 
Where he loses money is in training men to sup
ply a constant turnover, and in having machines 
standing idle or operating at low efficiency 
through the unwillingness of a man to give his 
best when he is receiving the wages he has de
manded. If this condition is passing away, 
there is much to hope for. It would seem that 
the common-sense of the worker was at last 
asserting itself, to the detriment of those who 
have so long been trying to lead him along what 
looked like the flowery paths of ease. This 
return to a normal viewpoint will be no doubt 
viewed with alarm by some of these erstwhile 
friends of the people.
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CURRENT NEWS OF THE WEEK
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Canadian Grocer Will Appreciate Items of News from Readers for This Page

QUEBEC
The Verdun Cash Grocer, 244 Church 

St., Verdun, has been sold to Ernest 
Bailie.

Brown and Pugh, grocers, Montreal, 
have dissolved. W. J. Brown is carrying 
on the business.

Joseph Montpetit has bought out the 
grocer business of N. Archambault, 230 
Centre St., Montreal.

J. A. Chalifaux, 2910 St. Dominic St., 
Montreal, has sold out his grocer store 
and business to O. Ranger.

The grocer business belonging to H. 
Cousineau, 309 Chambard St., Montreal, 
has been sold to T. Paquette.

The Dominion Sales Co., of Montreal, 
has been incorporated with an issued 
capital of $50,000, paid up to $15,000, 
and will be known as the Dominion 
Confectioners, Limited. The directors 
of the company are G. Stratigos, J. G. 
Charos and J. P. Charos. The new 
headquarters of the company will be at 
229 Notre Dame St., West, Montreal.

MERCHANTS WILL PROSECUTE 
FRAUDULENT BANKRUPTS 

Montreal, Sept. — The work of the 
Merchants’ Association of Montreal was 
brought under review in a report submit
ted by E. E. Wallace, the president, at 
the annual meeting held here. It was 
stated that only $800 is required to con- 
plete «the fund of $10,000 organized by 
the association for the prosecution of 
those who fail fraudulently either in 
Montreal or in Quebec province.

SALMON PACK INCREASES 
Ottawa, Sept.—The Fisheries Depart

ment has been advised that the pack of 
salmon on the Fraser River will likely 
exceed that of 1916, which was the hatch
ing year of this year’s run. Up to and 
including August 6 the pack was ap
proximately 36,000 cases, which was con
siderably ahead of the 1916 pack at the 
corresponding date.

RAISIN TRUST PROSECUTED 
The Department of Justice made pub

lic a bill of complaint filed in United 
States District Court at Los Angeles, 
California, seeking an injunction against 
the California Associated Raisin Com
pany and its officers on the ground that 
they have “monopolized trade and com
merce in raisin grapes and raisins." An 
injunction was asked, which, if granted, 
will bring about an open market, caus
ing the cancellation of contracts with 
jobbers and wholesalers. A hearing of 
the application for a preliminary in
junction was set for Sept. 20.

BUSINESS CHANGES
H. G. Russel, grocer, Hamilton, has 

sold to F. McCusker.
Guy and Hoffman, grocers, Toronto, 

have sold to Albert J. Riches.
Thomas Hanken, Toronto, has sold to 

E. A. McComb.
R. Jones has opened a grocery store 

at 748 Danforth Ave., Toronto.
W. J. Radburn, grocer, Weston, Ont., 

has sold to Lee Bros.
Kerr Bros., Fort William, have sold 

to W. Sutherland.

ONTARIO
Judge A. F. Taylor, of the Sarnia 

police commission, scores the using of 
boys to secure or attempt to secure evi
dence against grocers and butchers in 
connection with the new early closing 
by-law. In hearing a case against A. 
White, a butcher, the judge, during the 
evidence, learned that the patrolman had 
sent a newsboy into, the butcher shop 
after hours for meat. According to the 
butcher’s version he made the boy a 
present of some meat, but did not take 
any money. Following this action, he 
was summoned to court by Patrolman 
Esson. Judgment was reserved.

GLYCERINE INSTEAD OF ALCOHOL 
IN EXTRACTS

Chicago, Sept. — Members of the Am
erican Chemical Society, which is holding 
its annual meeting here, heard that the 
“kick" is to be taken from lemon and 
vanilla extracts. This is sad news for 
the parched rum hound, who no longer 
will be able to evade the 18th amend
ment by mixing a lemon extract cocktail 
and acquiring a perfumed jag.

Dr. M. De Grote of the University 
of Pittsburgh, told of the new “kickless" 
extract in a talk before the society. “By 
substituting glycerine for alcohol we not 
only get a better flavoring extract, but 
a cheaper one," he said. “The high per
centage of alcohol in those extracts made 
them a convenient, but dangerous sub
stitute for whiskey. While some will 
deplore this discovery, and possibly not 
approve of the glycerine content, they 
will have to yield to the advance of 
chemical science." »

WILL NOT INTERFERE WITH SALE 
OF BEER

That Toronto will not take any notice 
of the act whereby municipalities can 
prohibit the sale of light beer in all but 
standard hotels was the definite an
nouncement of Mayor Church. “We don’t 
intend to pay any attention to it," he 
said. “Grocery stores and restaurants 
have as much right to sell to the public 
as the standard hotels, and the city will 
not interfere,”

United Farmers Co.
Sues Wholesale Grocer

Farmers’ Co-operative Company Ask for 
Damages on Alleged Non-fulfill

ment of Contract
The action between the United Farm

ers’ Co-operative Company, Limited, anfl 
Medland Bros., Limited, has been set 
down for trial. The U. F. C. C. says that 
in March, 1920, it ordered 13 carloads 
of Dominion sugar at $16.50 a hundred
weight less two per cent, f.o.b. Chat
ham or Wallaceburg, and that the order 
was acknowledged by Medland Bros. The 
sugar, it claims, had to be purchased 
later in the open market at $21 a hund
redweight, and in consequence $17,550 
damages are asked. Medland Bros, deny 
that they ever made any contract or 
agreement or received any consideration 
from the U. F. Co-operative Company.

STORM IN NIAGARA DOES MUCH 
DAMAGE

Niagara Falls, Sept. — The summer of 
1920 has been notable for. several severe 
electric storms, but the worst one of the 
season came last Saturday, leaving de
vastation and damage in its wake. The 
storm broke almost without warning 
and was a combination of torrential 
rains, hail, wind and lightning. The fac
tory of the Niagara Falls Canning Com
pany, a branch of the Dominion Can
ning Co., was struck by lightning and 
unroofed, and the upper story wrecked. 
Pieces of the roof 12 feet square were 
carried by the wind many hundreds of 
feet. The property damage alone will 
amount to $20,000. Added to that is 
the damage to thousands of cans, full 
and empty.

GRAPE GROWERS FORM A CO
OPERATIVE CO.

Hamilton, Sept. — The Ontario Grape 
Growers' Association, a co-operative com
pany, has been formed by the growers, 
and E. J. Montgomery, of Beamsville, 
has been appointed manager.

Until to-day it was feared that much 
of the crop from the 4,500 acres of 
grapes in the Niagara district would be 
lost through lack of baskets. The com
pany claims that it has overcome this 
difficulty, and is now assured of a sup
ply of baskets. The crop is a record 
one, especially in the point of quality, 
and the bulk of it has been sold to U.S. 
buyers at $110 a ton.

Although the growers have solved 
the basket problem for grapes, their 
action came too late to save plurtis, 
many of which rotted on the trees for 
lack of baskets. One grower alone lost 
30,000 baskets of plums from that cause.
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NEWS FROM WESTERN CANADA
WESTERN

Howard Hay has opened a grocery 
Store at Yellow Grass, Sask.

D. Mahoney, Saskatoon, has purchas
ed the grocery and butcher business of 
Pike and Son.

C. B. Hutton, grocer, of McKay 
Station, B.C., lost his truck and garage 
by fire. There was no insurance.

T. Edward Clark is the trustee of the 
Western Grocery Co., of Victoria, and 
creditors’ meeting has been duly held.

From Port Haney comes news that 
the Haney Meat Market has dissolved 
partnership. Geo. W. Highmoor is now 
sole proprietor.

The staff picnic of Malpass & Wilson, 
of Nanaimo was held on Mr. Malpass 
Senior's farm up Nanaimo river, and 
was a big success.

A partnership has been registered in 
connection with the White Grocery & 
Meat Market, Geo. E. Putnam, W. W. 
Suit, North Vancouver.

R. P. King, of the King-Beach Mfg. 
Co., Ltd., Mission City, B.C., was a visitor 
in Winnipeg this week and called on the 
Canadian representatives, Mason & 
Hickey.

J. Witcomb, of the Corn Broom Com
pany, of Vancouver, B.C., was in Win
nipeg this week on an extended business 
trip, and while in town called on their 
Western representatives, Mason & 
Hickey.

There are several grocery stores in 
Vancouver that have recently taken in 
with them a retail butcher. It has got 
to be acknowledged, too, that in every 
•case the advent of the butcher has made 
a cleaner and neater looking store. 
This is a matter of frequent comment.

James Coombes has bought out T. 
Parke, in the Broadway grocery, Van
couver. Mr. Parke is one of the oldest 
grocers in .the Fairview district, and it 
is said this will be the first holiday he 
has taken in fifteen years.

The Wetaskiwin meat market and the 
Wetaskiwin grocery, Wetaskiwin, Alta., 
has discontinued business. The stock of 
groceries was taken over by Mr. Taylor, 
of Spruce Grove, Alta.

The Vancouver travellers have had the 
Saturday closing day of the Annual 

.Vancouver Exhibition set aside for them. 
They are having as their guests all the 
children from the orphanages, and other 
childrens’ asylums, and also disabled 
veterans from the military hospitals.

A “Kangaroo Court’’ was a feature 
session of some of the prairie exhibitions 
and was very amusing. Of course there 
were “sore-heads" among those arrested, 
but that must have been before crop 
returns were in.

So, unless a friend at court is found 
a fine of BO cents or a dollar toward 
the expenses is apt to be levied.

Winnipeg Manager of
W. G. Patrick & Co.

William Murray has been appointed 
manager of the Winnipeg branch of the 
W. G. Patrick Co., Ltd., with supervision

of the territory from the head of the 
lakes to Victoria, B.C. Mr. Murray has 
been with the firm for the last ten years. 
The first two years he was connected 
with the Toronto office, after which he 
came West as assistant manager to R. C. 
Blackburn, who unfortunately has had 
to return East owing to ill-health.

Potatoes Decline 
50 Cents Per Bus. 

in Saskatoon
Saskatoon, Sept. 12.—A slump of BO 

cents a bushel has been registered in the 
price of potatoes at the city market. The 
best grades were being bought by dealers 
from farmers for $1.2S per bushel, as 
compared with $1.76 of a few days ago.

Increasing supply from outside points 
where people have them to sell and the 
fact that city residents are commencing 
to dig their own vacant plots thus cut
ting down on the demand, is given as 
the reason for the drop.

E. J. Johnston, of the Oceanic Oyster 
Company, has returned from a business 
trip to the United States in connection 
with the oyster business. Reports from 
the oyster districts are that the season 
will be a good one, but conditions are 
somewhat hampering the business on 
account of labour and high rates of ex
change.

New Co-operative 
Store is Opened 

in Vancouver
A new co-operative store has been 

opened in Vancouver at 1B2 Hastings 
West, under the title, Veteran and Civ
ilian Co-operative Association, of Van
couver, Ltd. Owing to the B. C. Co-op
erative Association Act, 1911, and 
amending acts, the society will proceed 
along the lines of all other B.C. co-oper
ative lines laid down for any society us
ing the word “co-operation" by the Bet
as to distribution of profits, etc.

Cash bonuses are returned to patrons 
according to their purchases, states the 
circular. Mr. Jones owns one share of 
stock at $20.00 fully paid. This stock 
at 7 per cent, (current rate of interest) 
gives $1.40 a year. His trade with the 
society was, say, $600.00 for the year. 
After deducting other funds regularly 
set aside by co-operative societies as 
above, the surplus savings amount to, 
sayt„ 10 per cent, of the merchandise 
sold.

The members of the society having 
agreed that the surplus saving shall be 
distributed on the basis of 10 per cent.' 
of their patronage, Mr. Jones receives 
a cash bonus of 10 per cent, of $600.00, 
namely, $60.00, and that, in addition to 
the $1.40 interest on his share of stock.

This extract from the prospectus will 
be interesting to the grocer closely in 
touch with cost of doing business, and 
net profits possible.

RICHARDSON, GREEN, LTD., NOW 
IN NEW QUARTERS

Richardson, Green, Ltd., have moved 
their head office in Winnipeg from tem
porary Princess Street, to permament 
quarters on the third floor of the Wood 
building, corner of Market and Louise. 
The third, floor of this building is being 
occupied by the head office, storage space 
being adajacent in the rear of the offices.

The personnel of the firm has been 
changed by the addition of C. L. Com
ings, who takes over the office of secre
tary-treasurer of the organization. Mr. 
Comings has just returned from a 
year’s absence in California, where he 
was acting as sales manager of White 
Bros. A Crown Co. of San Francisco, 
fruit and vegetable shippers. He was 
for two years manager of the Rogers 
Fruit Co., Ltd., of Winnipeg, and for 
ten years prior, manager of the Pioneer 
Fruit Co., Ltd., at Brandon, Man.
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Pure Food Building is Now Likely
Present Indications at Close of Canadian National Exhibition Are 
That Exclusive Building for Display of Foodstuffs is Most

Probable

THERE appears to be every indication at the 
close of the 1920 Canadian National Exhibi
tion, that a building for the sole purpose 

of exhibiting foodstuffs will be under way before 
the time rolls round for another Exhibition. Two 
meetings were recently held by representative 
manufacturers of foodstuffs and the matter was 
thoroughly discussed. The likelihood of the 
proposition being pursued to a definite conclu
sion seems now assured. The Food Products’ 
Association that has been formed is enthusiastic 
over the prospect of having a building of its own 
and is leaving no stone unturned to see their 
plans carried out. H. N. Cowan, of the Cowan 
Co., Ltd., Toronto, is the chairman of the new 
organization and associated with him are men 
keenly interested in the manufacture of food
stuffs, who are anxious to see increased facili
ties for the display of their various lines at the 
Canadian National Exhibition.

As referred to in last week’s issue of Cana
dian Grocer, W. G. Irving, vice-president of the 
Exhibition, stated in answer to a query, that the 
charge to the exhibitors would be based on in

terest, sinking fund and maintenance, and that 
the Exhibition directors considered the Trans
portation Building the best laid out on the 
grounds. It contains about 30,000 square feet 
of exhibition space and 10,645 square feet of 
aisle space. The Transportation Building, when 
erected ten or twelve years ago, cost $95,760. 
He calculated that a similar structure to-day 
would cost in the neighborhood of $150,000 and 
in order that it be self-supporting it would mean 
a rental to exhibitors of 50c per sq. foot more 
or less. A guarantee would have to be made 
by the Food Products’ Association to take space 
for a term of years and if sixty per cent, of the 
space is guaranteed by the Association, the 
Exhibition could go ahead and erect the build
ing. The present Manufacturers’ Building con
tains 41,000 square feet of exhibit space. The 
class of firms in the new building will be chiefly, 
if not altogether, food manufacturers. Nothing 
definite has been considered in regard to the 
location of the new building. In answer to an
other question, it was stated that each individual 
exhibitor will have to erect his oyn booth.

Crowds watching the motor boat races at the Canadian National Exhibition.
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The model kitchen in the Manufacturers’ Building—where Swift’s new brand of Nut Margarine and Sivift’s Oleo
margarine were demonstrated. The merits of Cotosuet as a shortening were also shown.

Swift Canadian Co., Ltd., Attractive Displays
WITH their usual endeavor to 

show something novel in the way 
of an attractive display at the 
Canadian National Exhibition, the Swift 

Canadian Company have again this year 
excelled all predecessors. Many were 
the interested and admiring spectators 
who viewed this wonderful display in 
the Dairy Building during the two weeks 
of the Exhibition. Representing the re
frigerator cars that the Swift Canadian 
Company use in sending their fresh 
meats all over the country, one section 
of the exhibit showed a constantly 
moving freight train. The interior of 
a modern refrigerator car, such as used 
by this company, occupied the centre of 
the display. Hung with porkers, as 
well as sides of beef, it gave to the 
public a clear and definité idea of the 
care that is taken by this packing con
cern in sending its fresh meats to all 
the principal towns and cities through
out Canada. Cleanliness and sanita
tion to the highest degree are first in 
importance and these Government in
spected meats reach the dealer unsur
passed in any way. It was an interest
ing as well as novel display and had 
considerable of educational value for the 
average person, particularly for the 
dealer who is selling these meats from 
day to day.

In another section of the exhibit the 
company attracted the people with its 
daily contest, estimating the weight in 
ounces of a Swift Premium ham. The 
idea was to impress the public with the 
economic benefit to be derived from 
buying the ham whole, rather than a 
piece at a time. The ham was cut up 
in three portions and cards on each re
ceptacle containing the three parts of 
the ham advised as follows:—“Bake 
the butt’—“Boil or fry the centre slices” 
—“Boil the shank.” Thousands of 
people daily put in their estimate each 
day and the winner of the ham was an
nounced each night.

This is an incentive for the dealers 
throughout the country to push the sale 
of hams whole and to impress upon their 
customers the economic value of so 
doing. The injunction of the company 
in this display shows just what can be 
done in utilizing the whole ham.

Swiff’s Brookfield sausages were well 
to the front in the exhibit and the neat, 
attractive way in which they are done 
up was the subject of much favorable 
comment. Swift's fancy and miscel
laneous meats drew much attention and 
recipe booklets on the preparation of 
such products as calf livers, ox tails, 
kidneys and sweet-breads were given to 
all visitors. A splendid display of

butter and eggs, cheese and poultry also 
figured prominently in the display, im
pressing all with the high standard of 
Swift Canadian products.

The Swift Canadian Company was 
also represented in the Manufacturers’ 
Building at the Canadian National Ex
hibition, where Swift’s Premium Oleo
margarine, and Swift’s Cotosuet Short
ening, as well as a new brand of nut 
margarine called “Gem Nut” was shown. 
The growing popularity of nut margar
ines is something that this enterprising 
company has witnessed, with the result 
that among the other high-class lines 
manufactured by them they are now 
making a new nut margarine, and 
calling the same Gem Nut. It is made 
of nut oils—cocoanut oil, from 60 to 70 
per cent., and peanut oil, churned in 
milk. It id the first and only nut mar
garine made in Canada, and has already 
won a high place in the estimation of 
Canadian housewives. It promises to 
be a popular seller and in view of the 
high prices that are asked for butter, it 
at once recommends itself to the public. 
It is nutritious as well as pleasing to 
the taste, and a trial is bound to mean 
repeat orders.
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A novel display showing the manner in which the Swift Can adian Co. «hip their fresh meats to all parts of Canada.
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The attractive display of the Swift Canadian Company in the Dairy Building drew much attention to the well-known.
“Premium” products.
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tV/iere Dominion chocolates were shown to thousands at the Canadian National
Exhibition.

Dominion Chocolate Exhibits Attractive

THE attractive exhibits of the 
Dominion Chocolate Company,

Limited, successors of the Hooton 
Chocolate Company, Ltd., located in 
their usual stand in the Manufacturers' 
Building, also under the Grand Stand at 
the Canadian National Exhibition
proved to be a centre of interest to the 
thousands of visitors who were attract
ed to the tastefully arranged display of 
chocolate tulip buds and chocolate bars 
of various sizes. All were anxious to 
taste the delectable chocolate and were 
firmly convinced that it was the finest 
they ever tasted. No better evidence 
of the popularity of Hooton’s Solid 
Chocolate confections could be imagined 
than the fact that many thousands of 
dollars' worth were taken away by the 
people—after being duly paid for.
Hooton’s chocolate has a smooth, appe

tizing flavor that pleases the most dis
criminating taste, and the nut bars are 
chuck full of fresh nuts.

That Hooton’s chocolate has become 
cne of the most popular on the market 
is evidenced by the large number of 
grocers and confectioners who daily vis
ited the booth. Many of thtin express
ed their appreciation of the company’s 
products, and the way in which they arc 
co-operating with the retailer in build
ing sales. Indeed, from the expressions 
of opinion heard about the booth, there 
could be no doubt of the very strong 
hold the various products of the com
pany are obtaining over the buying 
public. So strong is this feeling be
coming that the merchant may well pin 
his faith to these quality products.

The Dominion Chocolate Company’s 
slogan is quality, service and business

courtesy—a slogan which is practised as 
well as preached.

While the delightful qualities of Hoo
ton’s solid chocolate confections stand 
out pre-eminently, the company has not 
failed to lay stress on the importance 
of their products as a food, and as such 
they have a universal appeal. Un
questionably the two weeks’ exhibit will 
be a large factor in still further stimu
lating the sale of Hooton’s chocolates.

The Dominion Chocolate Co., Ltd., is 
composed of representative Canadian 
business people who have taken over all 
the formulas of the Hooton Chocolate 
Company which, as you may know, was 
largely financed by American capital. 
Consequently the Dominion Chocolate 
Co., Limited, is a genuine Canadian 
Company whose products are a real 
credit to the Canadian trade.
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Domestic Shorten.ng, one of the popular H.A. lines, was demonstrated successfully to thou
sands of women at the Canadian National Exhibition.
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H.A. Brand products’ exhibit in the Dairy Building. The pasture scene was a distinctive attraction. Thousands 
of visitors entered the guessing contest of the w:ighl , f the prize heifer.
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Where “Good Tea” Was Exhibited

Thousands of people partook of tea at the Red Rose quarters in the ll'onten’s Building, after viewing the
display in the Manufacturers’ Building.
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THOUSANDS of cups of Red Rose Tea were 
served to visitors during the two weeks of 
the Canadian National Exhibition. The 

main booth of the T. H. Estabrooks Company 
was located in a central position in the Manufac
turers’ Building. As the Exhibition authorities 
had ruled that no beverages were to be served 
in the main building, a supplementary booth 
was maintained in the Arcade leading to the 
Women’s Building. Here a staff of girls, under 
the experienced supervision of Mr. F. Leech, 
of the Red Rose staff, were stationed to serve 
tea at ten cents per cup. Red Rose Orange 
Pekoe Tea was used exclusively for this year’s 
demonstration.

The feature of the booth, however, was the 
coupon handed to each purchaser of a cup of 
tea. This coupon entitled the holder to a credit 
of ten cents on a package of Red Rose Orange 
Pekoe Tea when presented at any grocery 
store, being redeemable by the T. H. Estabrooks 
Çompany either at their office or through the 
travelers.

Retail grocers all over the country will be 
having Red Rose Tea coupons handed in to them 
shortly, and a great deal of very helpful adver
tising and sales promotion work has undoubted
ly been accomplished in this way. You will find 
a few packages displayed on the counter will be 
a big help in boosting your sales of this line.
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The Chris. Hausen junket tablets and iunket powder were popular at the Canadian National Exhibition—two ex
hibits were shown, one in the Manufacturers’ Building and the other under the Grand Stand.

Junket Powder Makes Delicious Ice Cream
f ( TT TT AVE you tasted the delicious 

I I ice cream made from Junket 
Powder?" one woman was 

heard to remark to a friend, in the Manu
facturers’ Building at the Canadian 
National Exhibition. When invited to 
do so by one of the ladies in the booth, 
great praise was heard; “I didn’t know 
Junket could be used for ice cream," 
the lady replied, and forthwith she was 
handed one of the little recipe books 
telling all about Junket.

Grocers will find it profitable to push 
Junket either in the tablets or in pow
der. The retailer can recommend it be
cause of its nourishing qualities, ideal 
for the sick and used extensively in 
hospitals, not only for its economic 
value, but because it can be quickly pre
pared.

From an economic standpoint in these 
days of high costs, apart, altogether

from the fact that it is a delicious as 
well as a most nourishing dessert, gro
cers can “push” the sale of Junket in 
their stores. The exhibits in the Manu
facturing Building, and under the grand
stand at the Canadian National Exhibi
tion, convinced many hundreds of people 
of the appetizing desserts that can be 
made both from Junket Tablets and 
Junket Powder.

Junket Tablets—ten in a package— 
e ach one representing a quart of dessert, 
recommends itself as an easily prepared 
dish at any meal. In a dry place the 
tablets will keep indefinitely. To the 
tablets, flavoring and sweetening have 
to be added. On the other hand Junket 
Powder contains all the ingredients for 
a dessert. It is already flavored and 
sweetened, and it is only necessary to 
add one pint of luke-warm milk. No 
cooking is necessary, and it takes only

ten minutes to set. It is put up in four 
flavors, Raspberry, Vanilla, Chocolate 
and Lemon.

Junket is now manufactured in Can
ada, at the Chr. Hansen Laboratory, 
Toronto. This concern also makes food 
coloring, used extensively for ice cream, 
junket, candy, etc., put up in four col
ors, Red, Yellow, Gold and Green. These 
colors are absolutely pure and harmless, 
and may be used in any quantity in per
fect safety. Buttermilk Tablets, and 
Butter Color for butter or butter substi
tutes, made from vegetable color, are 
also manufactured by The Chr. Hansen 
Co. These were all shown at the Ex
hibition.

Loggie, Sons & Co., 32 Front St. West, 
Toronto, are the Canadian selling agents 
for the Chr. Hansen products.
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The showing of Wagstaffe's Jams was again an attractive display in the Manufacturers’ Building
at the Canadian National Exhibition.

Wagstaffe’s Jams an Economic Value

WAGSTAFFE’S LTD., manufacturers of 
jams, marmalade, and candied peels, 
Hamilton, Ontario, were again repre

sented in an attractive exhibit at the Canadian 
National Exhibition. The tins, with the newly 
designed labels in bright colors of red and 
green, formed the walls of the booth, and many 
were the remarks of commendation made in re
gard to the new labels that have just been 
issued for the Wagstaffe containers. Two 
handsome silent salesmen stood out to the front, 
and an attendant dispensed to the crowds that 
gathered at the booth samples of the delectable 
jams and marmalade that are made by this firm.

“I don’t know why any woman would con
cern herself with the worry of putting down 
fruit in these days, when she can buy jam like 
that,” remarked one woman to a friend, as she 
tasted some of the raspberry jam, spread on a 
dainty biscuit. “With the high cost of sugar, 
it isn’t worth while,” she added, "and I do think 
that it is just as economical to buy jam already 
prepared. Wagstaffe’s jams are just like the 
English article,” she continued to her friend. 
“You can absolutely rely on them, as to purity, 
and genuine wholesomeness.”

Wagstaffe’s jams are manufactured from 
fresh fruits and pure cane sugar. They are 
made under ideal conditions, and represent the 
last word in a high-class foodstuff. Grocers all 
over the country are going to be asked for Wag
staffe’s jams and marmalade, in the coming 
months, and a stock on hand is advisable. The 
retailer can get behind Wagstaffe goods, with 
the utmost confidence in recommending them to 
his trade, and with a good profit to himself.

The candied peels, put up by Wagstaffe in 
the fancy one-pound boxes made a ready appeal 
to visiting grocers at the Exhibition, as a good 
line to handle for the coming holiday trade. The 
best imported peels in orange, lemon, and citron, 
are candied in the factory at Hamilton. Packed 
in these dainty boxes tied with red ribbon, they 
were an attractive feature in the exhibit. They 
promise to be big sellers during the Christmas 
season. It is up to the dealer to get after them, 
and place his orders early. He can sell them, 
and with a good margin of profit. The peels in 
caps, too, are also put up in twelve pound car
tons, and should recommend themselves to the 
trade as an ideal way to make purchases.
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It was here that Borden's Condensed and Evaporated Milks were exhibited and where hundreds of mothers brought.
their babies to be weighed.

Borden’s—the Centre of Interest
HEN the Borden Company do a thing— 
they do it big.

That’s the spirit behind all Borden 
advertising.

The constant stream of humanity thronging 
the aisles of the Manufacturers’ Building at the 
Canadian National Exhibition was held back 
for many hours each day in front of both Bor
den’s Baby Welfare Booth and Borden’s Rein
deer Coffee Booth. When such crowds are 
catered to it is safe to conclude that either some
thing very interesting is being shown, or some
thing given away. In this case both were true.

The solution to all-weather milk problems in 
Borden’s St. Charles Milk was effectively demon
strated. The practical application of Borden’s 
St. Charles Milk to every day kitchen problems 
was convincingly proved, and the number of 
mothers with their babies in their arms who 
called to consult the Borden Baby Specialist— 
Dr. Kirk—clearly proved the confidence of the 
public in Borden Eagle Brand Condensed Milk, 
also the service which the Borden Company 
supplies gratis. Over 100 babies were weighed 
each day of the Exhibition on the special Borden 
Baby Scale.

It was also shown how Borden’s Eagle Brand 
Condensed Milk is economical and serviceable 
in every kitchen, which fact was forcibly 
brought home to every woman there.

While watching these interesting demonstrations at 
the Reindeer Coffee Booth- many thousands of women, and 
men, too, had the opportunity of tasting the delicious 
flavor of Borden’s Reindeer Coffee and Reindeer Cocoa, 
and were agreeably surprised to know that such splendid 
coffee and cocoa could be prepared simply by adding a 
teaspoonful of either product to a cupful of boiling water. 
Women particularly are going to keep faith with them
selves and try Borden’s Reindeer Coffee and Borden’s 
Reindeer Cocoa, Eagle Brand Condensed Milk and St. 
Charles Milk.

Visitors who attended the Borden Booths were given 
specially constructed bags with the Borden name printed 
on them, a silent appeal to many tending towards in
creased popularity of the Borden Products. From all this 
publicity many dealers will increase their business. Will 
you be one of them?

The grocer should remember that thousands of women 
only need the slightest suggestion to recall their memory 
to Borden’s Milk Products, and their resolution to have 
them in their own kitchen. A Borden window will prove 
how many women in your town witnessed these demon
strations. Just a word to each customer about the 
Borden exhibits at the Toronto Exhibition will be suffi
cient.

The Borden Company Limited, at 180 St. Paul Street 
West, Montreal, will be glad to send gratis to dealers 
window and store display material on application.
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4 view of the Lipton booth that was more popular than ever this year on account of Sir Thomar 
Lipton's visit to the Canadian National Exhibition.

Lipton’s Booth as Popular as Ever

LIPTON’S teas, coffees and cocoa 
were again as popular as ever at 
the Canadian National Exhibition this 

year. The presence of Sir Thomas 
Lipton, the head of the company, during 
the first days of the exhibition, added to 
the popularity of the Lipton booth, and 
the gallant showing of the veteran sailor 
in his recent endeavor to lift the cup 
from America made his attendance all 
the more popular with the throngs that 
visited the Exhibition. Lipton’s teas 
were a feature of the exhibit and were 
prominently displayed.

Tea drinkers all over the world have 
long since discovered something of the 
merits of Lipton’s teas. Direct from the

tea garden to the teapot, they represent 
a uniform blend, a standard of excellence 
that is hard to beat. Thomas J. Lipton 
is the only tea man who grows his own 
teas on his own plantations. He blends 
and packs his teas in such a manner as 
to guarantee the highest quality obtain
able, and because he grows and blends 
the teas he sells, he is able to dispose 
of them at the very lowest cost. The 
Thomas J. Lipton tea and cocoa estates 
in Ceylon are among the finest in the 
world, and include thousands of acres. 
These teas are splendidly packed in card
board containers, a fact that is appre
ciated by the retail trade, and which 
greatly facilitates handling.

Lipton’s coffees are everywhere in de
mand, and grocers who are not already- 
stocking them will do well to do so, as 
for a really delicious drink Lipton’s 
coffee is unbeatable. The grocer who is 
pushing this brand is not only recom
mending a coffee of a high-grade quality 
but also a coffee that nets him a very 
good profit. There are two blends of 
Lipton’s coffee and they are put up in 
airtight tins.

Lipton’s cocoa also made new friends 
at the Canadian National Exhibition. 
Lipton’s instant cocoa is well known for 
its purity and its economical value. It 
is also quickly prepared, a fact render
ing its trade name most applicable.



wmtwKo
• %»

Ntmifiai,
» * CO

a • * '< u « '.»a

[q^B* v e. y (
ooO O'

3 a err c c <>

iZZf

wit*»
SWT*»*»on
■«■II

Seploriitier 17, 1920 CANADIAN GROCER—Advertising Section

««rjpHy

Thousands of people were invited to partake of “Old City Pure Jams" 
at the exhibit in the Manufacturers’ Building of the Canadian National

Exhibition.

RED CROSS PICKLES

ANEW idea in the packing of
pickles was demonstrated at the
exhibit of Red Cross pickles,

manufactured by Reynolds, Moore &
Bentz, Winnipeg, Man. Red Cross 
pickles are now packed in sanitary cans 
which, being gold lacquered on the in
side, makes them a perfect food container 
and are in every respect equal to the 
glass containers. In these sanitary cans 
the goodness and flavor of Red Cross 
pickles is fully retained besides the keep
ing qualities of the new lacquered can’s, 
even after the can is opened, are quite 
equal to the glass container.

Another point is that the cost to the 
consumer is about 35 per cent, less than 
the same amount in a glass container, 
a selling feature that is well worth con
sidering when backed up with Red Cross 
quality. There are four varieties of Red 
Cross pickles packed in cans. Sweet 
mixed, sour mixed, sweet mustard and 
chow.

The exhibit was in charge of E. B. 
Nettelfield & Co., 50 Front Street East, 
Toronto, who are the general sales 
agents for Red Cross pickles. Judging 
by the many comments on the fine 
quality of the goods and the large num
ber of orders that were received, to be 
later delivered by the customer’s grocer, 
the popularity of Red Cross pickles in

cans is assured. The grocer would do 
well to have sufficient stock on hand to 
meet the demand that is sure to follow 
the exhibit at the Canadian National 
Exhibition.

OLD CITY JAMS 
HAT is the finest raspberry jam 

ever tasted,”* was an expres
sion frequently heard around the 

exhibit of Old City jams in the Manu
facturers’ Annex at the Canadian Na
tional Exhibition. Old City raspberry 
jam is made from the wild raspberries 
grown on the banks of the St. Lawrence 
River, and has a flavor that is unlike 
that of any other brand—a flavor that 
brings customers back for more.

Other varieties of Old City jams are 
just as rich and delicious as evidenced 
by the murmurs of delight from the 
people who daily thronged around the 
exhibit, and the hundreds of orders that 
were received.

The exhibit was tastefully arranged 
and was easily the cent’-" of attraction. 
Huge pyramids of jams in clear glass 
jars completely encircled t’ e rea- of th" 
booth. These jars were of various sizes, 
from the individual un to the four pound 
size. The two and four pound jars are 
new packages for jam, containing two 
and four ounces more respectively than 
the number two and four tins. They are 
splendid packages and are sure to have 
a ready sale.

E. B. Nettelfield & Co., Toronto, are 
the general sales agents for Old City 
jams and will gladly send price list and 
display cards to any merchant who ap
plies.

The display of Red Cross Pickles was an attractive exhibit in the 
Manufacturers’ Building at the Canadian National Exhibition.



44 CANADIAN (îROCER—Advertising Section September 17, 4920

•‘Easifirst’’ was again popular with the women at the Exhibition. Many placed orders for the same,
after viewing the demonstrations.

Gunns “Easifirst” Wins Fresh Laurels

ANOTHER attractive exhibit of the 
products of Gunns, Limited, was 
in the Manufacturers’ Building at 

the Canadian National Exhibition. This 
exhibit was devoted wholly to the demon
stration of “Easifirst,” the popular 
shortening produced by this firm. Judg
ing by the interest that the thousands of 
visitors who daily passed through the 
Manufacturers’ Building manifested in 
“Easifirst,” its popularity is increasing 
by leaps and bounds. That it is easily 
the most favored of all shortening pro
ducts was evidenced by the number of 
visitors who stated to the ladies in 
charge of the booth that they were Us
ing “Easifirst” with the best results pos
sible.

Words of commendation and praise 
were heard on all sides on the delicious 
flavor of the flaky pie cruet, the scrump
tious fried cakes, layer and other cakes

that were made in full view of the visi
tors with no other shortening than 
“Easifirst.” The demonstrators ex
plained that “Easifirst” was more 
economical than either butter or lard, 
that three-quarters of a pound of Easi- 
first was equal to a pound of butter or 
lard, and gaving the baking a more tasty, 
appetizing flavor.

One point brought out, which was 
greatly appreciated by the visitors to 
the booth, was the fact that Easifirst 
made the finest quality of fruit cake, 
many people apparently being under the 
impression that fruit cake must have 
butter. This is not the case. Fruit 
cake made with Easifirst has a better 
flavor, and here is an important point— 
it will retain its moisture for a longer 
period and will not turn rancid in the 
cake, such being the case when butter is 
used.

The amount of business transacted at 
the booth this year far overtopped that 
of other years. The orders received this 
year run into large figures, again em
phasizing the phenomenal demand from 
the consuming public for Easifirst. 
Many of these orders were for the 
twenty pound pails and many others for 
ten pounds. It might be of interest to 
note that few orders were received for 
less than five pounds. The greater de
mand for the larger sized packages is 
sufficient guarantee of the reliability of 
Easifirst.

These orders as in the past will be de
livered by the customers' own grocers, 
and merchants will therefore do well to 
have ample stocks of Easifirst to meet 
the demand that is sure to follow this 
year’s demonstration at the Toronto 
Exhibition.
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The Gunns, Ltd., booth in the Dairy Building at the Canaditn National Exhibition—a display that won great favor with
the crowds.

“Gunns Good Food” a Fine Display
«« UNNS Good Food” was a sign

1 "W that greeted the eye from one 
corner of the dairy building at 

the Canadian National Exhibition occu
pied by Gunns Limited, and commanded 
inspection of an exceptionally fine dis
play of prime sides of beef, poultry, 
cooked meats, and other products of this 
firm. The rear walls of the exhibit 
were composed entirely of heavy sides 
of beef, bred and fed on a Western On
tario farm. This beef on display is 
just a sample of the splendid and high 
grade cuts obtainable from this firm, and 
represents the highest point of perfec
tion. The assortment in their coolers 
will satisfy every branch of the trade, 
and here the retailer is assured of good 
service with the quality of goods he 
requires.

Tempting displays of cooked meats, 
dressed poultry, butter, eggs, cheese, 
mincemeat and other products were

tastefully arranged. Maple Leaf Brand 
Ham and Bacon came in for special no
tice and the “Gunnsback” did not fail 
to draw very favorable comments. Of 
the cooked meats probably the Maple 
Leaf Brand Sandwich Boiled Ham re
ceived the most attention. This ham is 
pressed in square shape which evenly 
distributes the fat and ensures the re
tailer a minimum of waste. Jellied ton
gues and pressed meats also made a 
tempting and appetizing display.

Gunns Mincemeat was displayed in 
glass jars so arranged as to attract spec
ial attention, and many were the re
marks of favorable comment that were 
heard on every side. Mincemeat is an 
article that many retail merchants are 
of the opinion can only be sold in the 
winter months, particularly around the 
Christmas season. The quality of Gunns 
Mincemeat is superb, manufactured as

it is from the very choicest of Grecian 
currants, plump raisins, candied peels 
and other good things, delicately flavor

ed with the spiciest of East India sweet 
spices, and has won an enviable place 
in the hearts of Canadian housewives as 

an all year round dessert. Grocers and 
other retail merchants who are selling 
this line throughout the year are build

ing up a profitable business twelve 
months in the year.

Blue and yellow was the color scheme 
of decoration adopted throughout the 
display and was the subject of unstinted 
praise. Gunns Limited are carrying out 
this combination of colors on all their

i
packages and labels. It is a color 
scheme that is striking yet dignified; 
one that appeals to merchants who take 
a pride in their window and interior dis
plays.



This display of beef in the Wm. Davies’ exhibit at the Canadian National Exhibition was bought by B. Slattery, of 
Ottawa, who operates a chain of provision stores and caters to the beet trade in the capital city.

CANADIAN GROCER—Advertising Section September 17, 1920

Wm. Davies’ Exhibit Attracts Thousands

THE exhibit of packing house pro
ducts shown by The William 

Davies Company, Limited, in their 
refrigerated showcase in the “Dairy and 
Inspected Meats” Building at the Can
adian National Exhibition is always 
characterized by a freshness and at
tractiveness which appeal very forcibly 
both to the dealer and the consumer. 
This year’s display was no exception to 
the rule, and drew forth expressions of 
admniration from visitors, many thou 
sands of whom thronged the building 
during the two weeks of the exhibition.

Every line carried by the firm was ar
ranged to the best advantage, the dis
play of dressed carcass beef which form
ed the background of the exhibit being 
particularly worthy of comment. In a 
tasteful setting of flowers was arranged 
a series of white-clothed tables, each 
table featuring some particular line.

such as smoked meats, cooked and jellied 
meats, pure lard, “Peerless” Shortening 
and choice dairy produce. These pro
ducts were most effectively grouped, 
and impressed the visitor with the ex
ceptionally high quality of the company’s 
lines. Tempting pies and pastries made 
with Davies’ Pure Lard and Davies’ 
“Peerless” Shortening, gave practical 
proof, if such were necessary, of the 
splendid results obtainable from the use 
of these products. A novel feature of 
the exhibit was an immense pyramid of 
Davies’ Pure Lard, of which visitors were 
invited to estimate the weight, special 
prizes being offered to those who could 
estimate most correctly. This contest 
met with great success and drew large 
crowds to the company’s exhibit.

In the Manufacturers’ Building The 
William Davies Co. also had an attrac
tive exhibit in the shape of a model

store front, two special showcases being 
devoted to the display of wrapped 
meats, pure lard, “Peerless” Shortening, 
canned meats and pickles. A demon
strator at this booth invited visitors to 
taste dainty samples of Davies’ Pork and 
Beans, served hot, and needless to say 
the response was continuous. Many 
dealers and visitors to the booth express
ed themselves as highly pleased with 
this popular line, and there is no doubt 
the firm will find such a demonstration 
productive of excellent results in ac
quainting both the trade and the public 
with so attractive a product, for which 
there is always a growing demand. The 
entire exhibit could not fail to impress 
the visiting merchant favorably, and at 
the same time afford him a host of prac
tical ideas for the display of goods in 
his own store windows in such a way 
as to invite sales and bring new custom.
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The Purity Flour booth, where the merits of Purity Flour and Purity Oats were tellingly demonstrated.

An Interesting Display of Purity Flour

THIS is an especially interesting display in 
blue, with white trimmings and special 
lighting effects and was located in the main 

aisle of the Manufacturers’ Building.
The central part of the booth illustrates the 

wonderful progress in flour milling from Ancient 
Egyptian times round 4,800 B.C., pictured on a 
mysterious miniature stage showing the woman 
of early Egypt laboriously producing flour with 
the ancient Saddle Stones. Progress in milling 
to 500 B.C. is shown on the same stage in a 
scene of early Roman Milling in which the 
donkey-driven quern is shown producing flour.

The Purity Maid directs attention to the 
great progress in Flour Milling as exemplified in 
the handsome reproduction of several of the 
company’s massive modern mills, with a total 
daily capacity of 10,000 barrels of flour. The

deep blue of the booth lends itself to the display 
of the company’s extensive advertising signs and 
hangers of all kinds.

One of the most interesting features to the 
ladies is the fine display of home baking, which 
includes the work of several of this year’s prize 
winners in the baking competitions of the Exhi
bition. A very handsome and useful little coller 
tion of recipes for special holidays and occasions 
is distributed to all visitors and altogether the 
booth is well worth a visit from those interested 
in food products of the highest quality.

Purity Flour customers from all over Canada 
are making the booth their headquarters and are 
welcomed by the company’s many salesmen who 
report at the booth at regular intervals to enter
tain their customers for PURITY FLOUR and 
PURITY OATS.
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The attractive arrangement of maple products at Small's, Ltd., booth in the Manufacturers’
Building.

Small’s Maple Products are Popular

ONE of the most attractive exhibits at the 
Canadian National Exhibition, and one 
that left a pleasing impression on the 

many thousands of visitors, was the display of 
Small’s Maple Products in the Manufacturers 
Annex under the Grand Stand. This display 
was especially noted for its immaculately clean 
and artistic arrangement. Rich maple syrup in 
bottles of various sizes was temptingly display
ed. Small’s Standard Pure Maple Syrup is made 
from the purest of sap, gathered from the maple 
trees in the forests of Quebec, which are known 
the world over as producing the finest flavored 
syrup on the North American continent. Creamy 
maple sugar in cakes and bricks, also maple 
fudges were displayed in such tempting manner, 
that brought many an exclamation of delight 
from the visitors who thronged the building 
from morning till night.

Three young women clad in white were kept 
busy demonstrating the merits of Small’s Forest 
Cream Butters with tasting samples and many 
hundreds of requests to purchase were received. 
All Small’s Butters are processed from the 
original exclusive formulas and have a texture 
as smooth as dairy butter and will not harden 
or grain. They are made in four flavors and

colors, maple, chocolate, honey and cocoanut 
and make a splendid icing for cakes and a de
lightful spread for bread : put up in tins from 
one pound in weight, which is the popular house
hold size, to the larger sizes up to thirty pounds 
for bakers’ use and also for selling in bulk by 
the retail trade.

Another product of the company that 
brought favorable comments was the appetizing 
display of clover honey in glass jars that flank
ed the artistic piles of maple products.

These are but a few of the dainties in dis
play, which include Pure Cane Molasses and 
other exclusive bakers’ supplements.

All the products on exhibit bear that highest 
of trade marks—Made in Canada. The purity 
and merits are amply vouched in the framed 
diplomas which adorn the walls of the display 
and which were awarded at Osaka, Japan, 
Paris, France, and other national exhibitions.

George Small, one of the directors of the 
company, has been connected with the produc
tion of Maple Products for a good many years 
and knows the requirements of the Canadian 
people. The exhibit was in charge of H. Harris, 
Ontario Representative.
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Thousands of packets of Aromints were sold from the booth of “Aromints” at the Canadian 
National Exhibition. A new cough candy was also shown.

Sales of Aromints Again a Record

THE favorite after dinner tidbit—Aromints 
—was again shown at the Canadian Na
tional Exhibition this year. Sales made 

from the booth under the Grand Stand showed 
that this popular confection had not lost any of 
its widespread popularity.

A new product—a cough candy—manufac
tured by the Aromint Company, and done up in 
small packets similar to the mints, was shown 
for the first time. Like Aromints the new candy 
is a high-class product, and since coming on the 
market has made a name for itself. It promises 
in fact to be one of the largest sellers of the year 
and grocers who have been profiting by the sales 
of Aromints would do well to stock the new 
cough candy. For the fall and winter months 
with the prevalence of coughs and colds due to 
the changeable weather, the new cough tablets

are going to be constantly in demand. They 
ease the tickling in the throat and soothe the 
irritation that makes sleepless nights.

Now is the time to display this new cough 
lozenge. It will pay the grocer to keep it con
stantly before his customers in the months to 
come.

Aromints—the real after dinner mint—can 
be made a big seller the year round. They come 
in five popular flavors, Cinnamon, Peppermint, 
Cloves, Licorice and Wintergreen. Both Aro
mints and the cough tablets are Canadian made 
products. They are manufactured at 107-109 
Duke Street, Toronto, and can be had through 
your Jobber. All orders from Jobbers will be 
filled promptly, by the Canadian distributing 
agency, Oliver-Lee, Limited, 95-97 King Street 
East, Toronto.



50 CANADIAN GROCER—Advertmng Section September 17, 1920

MO"»»

aLtt-

V J

The booth of the Teco Company, where Teco pancake flour wan detnonstrated to thounandn at the Canadian
National Exhibition.

T-E-C-O Pancake Flour Attracts

TECO pancakes are made from 
TECO flour and cold water. TECO 
pancake flour is self-rising. Just 
add cold water to TECO flour and bake. 

Always ready. The buttermilk does it. 
It is in the flour.

Your customers will soon discover that 
there is a vast difference in pancake 
flours. True, pancake flours are nearly 
all made from the same cereals, but 
TECO has one unique ingredient of its 
own, quite aside from the high quality 
of the grains selected. That unusual 
element is buttermilk—powdered malted 
buttermilk

That is the secret of that tempting, 
savory, different taste which brought 
hosts of women back to get another 
taste and more information.

One lady explained her several visits 
to the TECO booth by remarking: “It’s 
just like going to some homes you love 
to visit. How delightful are even their 
simplest meals. Their pancake break
fasts—how the golden brown cakes just 
melt in your mouth!” Such discriminat

ing women are quick to recognize th - 
superiority of TECO flour. They catch 
on at once to the difference between old 
fashioned pancake flour and TECO.

Yet TECO costs no more than other 
pancake flours.

Those who prefer buckwheat cakes can 
have their choice by asking for TECO 
buckwheat flour with that real old- 
fashioned buckwheat taste plus the pow
dered malted buttermilk flavor.

TECO flour was primarily intended 
for pancakes, but hundreds of satisfied 
users have found that by mixing a por
tion of TECO flour with a portion of 
standard flour they get vastly superior 
and more delicious gems, muffins, 
cookies, and biscuits than is possible 
from any standard flour alone.

In order to get the best recipes pos
sible for making cakes other than those 
on the carton or Mrs. Bailey-Alien’s 
Buttermilk Book, the TECO Company is 
offering as first prize a Sellers kitchen 
cabinet or its equivalent in cash, and 
twenty-nine other prizes.

Here is an opportunity for grocers to 
co-operate in building up an all-year- 
rcund commodity.

Those who wish to compete for these 
prizes must get the blanks on which to 
write recipes or to attach to the recipe, 
from the local grocer.

Every recipe submitted must be writ
ten on or attached to this coupon. No 
others will be considered. There is no 
fee for entry or limit to the number of 
recipes sent in other than that each must 
have a separate coupon.

An equal chance is guaranteed to 
every competitor. The judges will be 
of nation-wide reputation.

Mr. Burkhardt, general manager, 
says the grocers who have visited the 
booth are giving this competition their 
hearty support and it is assured of co
opération all along the line.

All recines and enquiries for informa
tion or blank forms should be sent direct 
to TECO Company, Limited, Belleville, 
Ont.
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Catelli’s Macaroni and Domino Rice

The demonstrations of Catelli’s Macaroni and Domino and Jack Frost packaged nee attracted thousands at the Can
adian National Exhibition.

H
undreds of visitors at the
Canadian National Exhibition 
viewed with considerable pleas

ure the exhibit of Catelli’s Macaroni, 
and likewise for the first time in Canada 
the showing of package rice, Domino 
and Jack Frost brands. People were in
vited to partake of these products, de
liciously prepared in the booth. An 
invitation was extended to visitors to 
leave their names and addresses, recipe 
books telling how to prepare macaroni 
and rice in various ways being mailed 
to them.

Catelli’s Macaroni is standard on this 
market. It is strictly a Canadian made 
product and the Catelli Co., in Montreal, 
has the largest and most scientific 
equipment in the British Empire. They 
use the finest quality of Seminola wheat 
which is standard for the best macaroni. 
They manufacture Macaroni, Spaghetti, 
Noodles, Vermicelli, Stars, Alphabets 
and Ready Cuts, which practically every 
jobber in Canada is handling. Until

the war it was not supposed that macar
oni could be produced of the same quality 
in Canada as in Italy, on account of 
climatic conditions in Italy. It was 
dried in the open air by hanging the 
moist macaroni on racks and letting it 
dry beneath the rays of the bright Italian 
sun. In this country the temperature 
varies so that it is practically impossible 
to get the same results in drying mac
aroni in the old fashioned way. The 
Catelli Co. has installed a modern humi
dor apparatus so that their goods can 
be dried scientifically. A hermetically 
sealed room is filled with purified, fil
tered air which has been raised to a 
certain degree of moisture which is reg
ulated by electric gauges. Then heat 
is applied by hot steam pipes and the 
temperature and moisture are made to 
reproduce Italian atmospheric condi
tions. No other plant in Canada ap
proaches this degree of efficiency which 
accounts for the quality of Catelli pro
ducts, which are well known by trade all

over Canada by the Catelli Girl Figure.
Buying rice in packages has advant

ages. Economically, it is claimed to be 
just as reasonable, and there can be no 
dirt—absolute cleanliness, and from the 
grocer’s standpoint much easier to 
handle. “The two best body builders— 
Macaroni and Rice.” The grocer can have 
the utmost confidence in recommending 
these high grade lines of the Catelli 
Co. Domino and Jack Frost package 
rices are new lines on the Canadian mar
ket. Grocers are going to be asked for 
them, judging from their popularity at 
the exhibition. These rices are packed 
by the Ralph Goldsmith Co., of New 
Orleans, who are the largest exporters 
in that city. This company is also 
the largest packer of rice in the United 
States. Jack Frost rice is the finest 
quality of Blue Rose rice. The Domino 
brand is especially fine Honduras, Caro
lina style. These rices are now being 
distributed to the Canadian jobbers, 
and already large orders have been 
booked for the same.
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"Ae attractive exhibit where John Taylor & Co. g “Infants' Delight” and other soaps and per 
fumes were shown to crowds every day at the Erhibition.
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The old familiar brand of Peek, Freav Biscuits was shown 
at this exhibit, and thousands expressed satisfaction at being 
able to secure them again.

PEEK, FREAN’S BISCUITS
(£TT TELL, well, here is a beautiful display of

y y Peek, Frean’s good old English Bis
cuits,” was a remark that was heard 

very frequently by many people who had the 
pleasure of seeing the attractive display of 
Peek, Frean’s Biscuits in the Manufacturers’ 
Building.

Peek, Frean’s Shortcake and Pat-A-Cake were 
very prominently displayed, as well as the other 
specialties for which Peek, Frean & Co. are 
famous. Thirty thousand tasting samples of the 
best varieties were freely distributed to those 
interested in high-class biscuits, and in addition 
to this several thousand small packages were 
sold.

The entire exhibit was arranged and con
ducted by The Harry Horne Co., Limited. Mr. 
Horne advised the writer that his firm is now 
carrying a complete line of the best selling 
varieties on spot at Toronto, and will be very 
pleased to mail price-lists and catalogues to any 
grocer who may be interested, and who has not 
already got one on hand.

It is a splendid demonstration to note that 
there are over 1,000 stores in the city of Toronto 
which sell Peak, Frean’s celebrated Short
cake, and many of these stores also sell numer
ous other lines.

Those wishing price-lists and catalogue will 
receive same immediately by dropping a post 
card of inquiry to The Harry Horne Co., Limited, 
Toronto, agents for the Province of Ontario for 
Peek, Frean’s celebrated English Biscuits.
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WArre Double Cream Custard was demonstrated to thousands during the two weeks of the Can
adian National Exhibition.

Harry Horne’s Double Cream Custard
ONE of the outstanding exhibits and attrac

tions at the Canadian National Exhibition 
was that of the exhibit of Harry Horne’s 

“Double Cream” Custard, and other “Double 
Cream” Products.

One would certainly readily appreciate the 
fact that the public in general has been more 
than pleased and delighted with the satisfaction 
they have received from this “Double Cream” 
Custard, for nearly every second person who 
reviewed the exhibit passed the remark that 
they used the Custard regularly, and found it 
very delicious in flavor and very nourishing, as 
it enables them to prepare many fancy dishes 
which are very tasty and appetizing for the 
mid-day or evening meal.

The public has come to realize the fact that 
this Custard, to-day, is one of the most economi
cal desserts and articles of food which it is pos
sible for them to obtain.

At the exhibit there were daily displayed 
attractive dishes, which were prepared from 
the “Double Cream” Custard, and this is indeed 
instructive to the housewife.

Thousands of recipe books were also given 
free to users of “Double Cream” Custard, in all 
parts of the country, and over ten thousand 
souvenirs and hand bags and other novelties 
advertising the “Double Cream” Custard were 
freely distributed to those visiting the exhibit.

Each and every grocer in Canada must surely 
appreciate the fact that, from the publicity and 
advertising in connection with “Double Cream” 
Custard they should receive an increased de
mand for this particular article, and those who 
are not stocking this Custard at the present time 
will in the future find that it is one of the 
superior selling articles in the grocery trade of 
to-day.

From the demonstrations made, it is easily 
conceived that “Double Cream” Custard is 
quite different to ordinary Custards, and super
ior in flavor and in nourishment, and carries with 
it that smoothness and creamy effect which is 
much looked for in a dessert of this class.

The firm is represented in Montreal—by 
Shepherd-Mott Co., 3 St. Nicholas St. ; The 
Maritime Provinces by Supplies Limited, Kent- 
ville, N.S. ; and in Western Canada by A. M. 
Maclure & Company, Limited, Maltese Cross 
Building, Winnipeg, Man.

All merchants throughout Ontario will be 
able to receive supplies through any Toronto or 
Hamilton house, and where your wholesaler is 
unable to supply you, it will be best for you to 
forward your order direct to

The Harry Horne Co., Limited,
1297 Queen St. West,

Toronto, Ont.
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Reckitt’s Overseas, Ltd., was again represented at the Canadian National Exhibition after an absence
of four years.

Reckitt’s Goods Are Again Shown

FOR the first time in four years, Reckitt’s Overseas 
Co. were showing their popular lines at the Canadian 
National Exhibition. The inability to secure the goods 

from England was the reason for their absence during the 
years of the war, and more than one merchant personally 
expressed delight, to see them back again, and to know 
that their goods are again obtainable in Canada. Located 
in the Manufacturers’ Building, Reckitt’s Blue was promi
nent in the display, and the other two lines, Reckitt’s 
Brasso Metal Polish and Reckitt’s Zebra Stove Paste, came 
in for a good deal of attention- on the part of the public.

Practical demonstrations of Brasso were a feature, and 
just what this line will do in the way of polishing and 
brightening articles of brass, zinc, copper and steel, could 
be viewed by everyone. With Brasso it recommends 
itself for the reason that it is a lasting polish. You can 
clean an article to-day and it is not necessary to do so 
again to-morrow, merely brush it up. Many grocers were 
convinced of its qualities as a number one polish at the 
Exhibition and will be pushing it in their stores in the

months to come. Let the people see what it will do by 
having some article of brass, copper or zinc before and 
after an application of Brasso. It is the best selling argu
ment—a demonstration of what it will do, and the same 
can be carried out with v*.ry little extra trouble or or 
pense. Brasso is a big seller and is constantly growing 
in popularity.

Zebra stove paste is easily applied and is declared by 
most people to be the finest stove polish available. It 
can be applied with a cloth and polished with a brush. 
The average grocer will find it profitable to talk it up 
with his customers this fall, when his trade is at the 
housecleaning period and is busy getting pipes ready for 
the winter months. They will find Zebra will do the work 
quicker and entirely to their satisfaction.

Reckitt’s Silvo is not available in this market at the 
present time, but the Canadian management is hoping that 
before many months shipments of the same will begin to 
come forward.
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Canadian National Exhibition Again Over Million
FOR the third time in its history the 

Canadian National Exhibition ex
ceeded the million mark in atten

dance, the grand total for 1920 standing 
at 1,152,000. While this is no - <iu: . 
to the record of the Peace Exhibition,

ment of all the departments of the Ex
hibition is a matter for congratulation, 
and serious consideration is being given 
by the directors to the question of pro
viding more accommodation for exhibits.

While the Exhibition of 1920, perhaps,

The carnival features of the Exhibi
tion were as popular as ever, and the 
special arrangements devised for the en
tertainment of the throngs were much 
appreciated. The motor boat races, the 
stunting aeroplanes, the performance
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the year previous, the decline is account
ed for in two very good reasons. The 
first one lies in the fact that there was 
no stellar attraction as in 1919, when the 
presence of His Royal Highness the 
Prince of Wales drew thousands to the 
Exhibition. The other reason is ac
counted for in the weather on the con
cluding day. When it was thought that 
the record of last year might have been 
reached, a deluge of rain on the con
cluding Saturday kept many hundreds

was not as spectacular, in some ways, 
as in certain previous- years, yet from 
many standpoints it stood very high in 
the opinion of representative men in 
close touch with the progress of this 
annual event. The exhibits were all of 
a high or-’"-, showing as they did the 
poz’ti -• c" C-nida industrially and com
mercially, as.well as s^ow n-* the good 
of American and Old Country manufac
turers. In fact the exhibits would have 
been on a much greater scale had the

daily in front of the Grand Stand and 
the display of fireworks, to say nothing 
of the diversion of the Midway, all pro
vided unlimited amusement. Then again 
for the lovers of art the beautiful show
ing of paintings, and likewise of photo
graphy were an attraction in themselves 
that made the visit to the Exhibition 
well worth the money and time spent.

The rain on the last Saturday inter
fered somewhat with the athletic events 
that were a special feature this year,
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away, that otherwise would have swelled 
the grand aggregate.

In spite of the fact that the Exhibition 
was behind in numbers attending, it con
tinues to grow in size and in importance. 
It outrivals anything of its kind held an
nually anywhere. The steady develop-

space been available for them, and many 
were unable to be represented owing to 
this lack of space. Already plans are 
under way for increasing facilities, and 
it is not unlikely that before another 
year, more buildings will have been 
erected in the Exhibition grounds.

but a number of them were run off, créât-' 
ing a great deal of interest.

The Exhibition closed with much justi
fication for pleasure at its success, and 
looking to another year, when this great 
annual Exhibition will be on a larger 
scale than ever before attempted.
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Making the Windows a Separate Department; 
Keeping Tab on Displays and their Sales Value

r Making Each Department Pay For Window Space Used—Helps to Pay For Window Expenses 
And Turns in a Profit to the Firm—Results in Better Displays and Promotes Sales.

TIME was ten or fifteen years ago 
when windows and window-dress
ing were secondary considera
tions in the management and economy 

of store life. If the stock room was 
overcrowded and new consignments of 
goods arrived for which there was no 
room they could be dumped in the win
dow and a rough and ready display 
made of them. Window dressing 
didn't matter much anyway; it was, at 
that time one of the undeveloped 
sciences of modem merchandising. Ad
vertising—and window dressing is a 
form of advertising—itself was an in
significant part of store life. Such a 
thing as an advertising manager was 
unthought of and the coffers of the 
present-day newspaper were little aug
mented by departmental stores’, groc
ers’, haberdashers’ and other mercantile 
prices.

But Things Have Changed 
But things have changed since that 

day. Some of the brightest men in the 
business world are now engaged in daily 
bringing to the attention of the con
suming public values, bargains, reasons 
for purchasing at this, that and the 
other store. Live-wire men today are 
described as men who do a deal of ad
vertising and who give an air of bustle 
and push to their businesses. They use 
big space in the daily newspapers and 
promulgate novel advertising schemes of 
one kind and another that bring results. 
But all the advertising they do is not 
done on paper. Windows are adver
tisers; they are sellers of merchandise. 
They are on duty twenty-four hours of 
the day and thousands of dollars are 
spent to beautify them so that the eye 
of the passer-by may be attracted either 
during the busy hours of the day or the 
quieter hours of the night. Men be
lieve in these salesmen to such an ex
tent that they are kept ablaze all night 
and elaborate electric signs are con
structed as a beacon light to the win
dow and the store.

Making a Department of Windows 
System in store management and 

economy is likewise a rapid development 
of modem merchandising. There are 
many stores whose proprietors know at 
the end of the day the amount of stock 
sold, amount on hand, gross profit, net 
profit, loss, the number and value of 
sales made by each clerk in his employ. 
They say it all makes for better busi
ness, helps them to conduct it more 
scientifically and, with changeable mar
kets, enables them to steer clear of fin
ancial pitfalls.

Canadian Grocer has also heard of 
departmental stores where windows 
constitute one of the regular profit

bearing departments in that store. It is 
figured out that these windows have to 
be paid for, they represent so much 
floor space which is a part of the entire 
store floor space on which taxes have 
to be paid. Moreover, there is consider
able expense in connection with their 
upkeep. But the heart of the whole 
matter is that they are salesmen, oc
cupying the best position in the whole 
store. Like salesmen inside the store, 
some window spaces in a store front 
are better than others; therefore, they 
are of more value to the firm.
Window Space Paid For by Departments

But the “firm" in this case is only an 
abstract entity looking for dividends on 
stocks. The inside selling departments 
must pay these dividends. Each of 
these departments, in turn, is given 
space in the daily store advertisements 
which helps them sell more goods and 
turn out these dividends. Window dis
plays also help sell goods. In depart
mental stores each department is given 
an objective which must be reached and 
all honor and more money to the man
ager who exceeds the objective. He 
figures out that a window display is of 
so much value to his department that 
it will enable him to sell so many more 
goods. The windows are already or
ganized into a department charged with 
the task of paying for themselves and 
turning over a profit at the end of the 
year.

How It Works Out
In these departmental stores, there

fore, each department pays the manager 
of window displays so much for window 
space. There are, of course, some posi
tions in the windows better than others. 
There are many merchants who 
have both front and side windows 
and the value of window space 
varies accordingly. Window display 
managers by renting space pay for al
terations and improvements in the win
dows, make up their own salaries and 
meet the expense connected with the 
amount of floor space they occupy in 
the whole store.

While such a system might seem 
elabobrate for the smaller stores, yet a 
modified system could be made to be of 
real benefit. Merchants realize the 
relative value of window display to 
sales. Perhaps there are lines of groc
eries carried which are not displayed 
enough. If a charge were made against 
each department—even though it be but 
a nominal charge—it could be ascertain
ed what lines given window display 
were bringing the best results. It 
would likewise be a test of the work of 
the window display man. “Goods will 
displayed are goods half yld” is a tru

ism of modern merchandising. If there 
is not an immediate return for your 
window displays, there is probably some
thing wrong with the display. If win
dow displays had to be paid for by the 
departments inside the store it would be 
an incentive to the display man to make 
them pay, and to the managers of the 
departments paying for the display to 
take full benefit of these displays by 
pushing sales.

MORISON AND JONES, LIMITED, 
TAKE OVER BUSINESS 

Morison & Jones (Brokers), Ltd., Lon
don, Eng., have taken over from the 
first of August, 1920, the rapidly de
veloping business hitherto carried on 
by J. L. Morison, Son & Jones. The 
business will continue to be conducted 
by A. Ernest Jones as Managing Direc
tor and the existing staff, and O. J. 
Parker and T. J. Booth (partners in the 
firm of O. J. Parker & Co., 80, Bishops- 
gate, E.C.), will be associated as dir
ectors. The old established business of 
Manufacturers’ Export Agents is not 
affected by above change and will be 
continued under the style of J. L. Mori
son, Son & Jcnes.

AFRICAN COCOA PLANTERS ARE 
MAKING FORTUNES

Cape Town, Sept.—The Gold Coast of 
West Africa i* getting rich from cocoa. 
In pre-war times it was bought at $60 
a ton. It is now bringing $300 a ton. 
Two hundred planters own automobiles. 
Colored shippe* are tflourishing am) 
talk of forming a cocoa trust. Fash
ionable women are acting as brokers 
and have adopted tailored suits and 
derby hats as business dress.

ONE OF THE MOST INSTRUC
TIVE

Editor Canadian Grocer — I had 
the pleasure of renewing six sub
scriptions to Camidian Grocer while 
manager of the Dome Mines Store, 
South Porcupine, Ont., and would 
now appreciate a late sample copy 
and be advised of the U.S. subscrip
tion rate.
It is my opinion that you offer the 
merchant one of the most instructive 
grocery papers published.

P. J. MILLER,
Mgr. Skaans United Stores 

Pocatello, Idaho, U.S.A.
Aug. 28, 1920.
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Number of Orientals in B.C. 
Selling Foodstuffs Increasing
Licensed White Retailers in Vancouver Are 
Now Just a Bare Majority—Out of Thirteen 
Retailers in a Country Town in B.C., Nine Are 

Orientals
By Staff Correspondent.

VANCOUVER.—Recently, for the 
purpose of securing amendments 
to the Early Closing by-law it was 

necessary for the Retail Merchants’"As
sociation to canvas the entire city retail 
trade with a petition. It was required to 
get 50 per cent, of the licensed retailers 
to sign before action would be taken by 
the council. Those doing this work state 
that it was almost necessary to get 100 
per cent, of the white retailers, in order 
to secure the necessary 50 per cent, of 
the licensed dealers.

It is of course known to the trade 
that a great and increasing number of 
Orientals are engaging in various retail 
businesses, but it comes as a shock to 
Vancouver white retailers to find that 
in a very short time, judging by the past 
few months, the retail merchandising of 
the various necessities of life will be con
trolled by those who cannot obtain citi
zenship in Canada, and have no vote in 
the conduct of the government, but who 
can obstruct the enactment of such laws 
as the white retailers may deem in the 
best interest of the business community.

Either that, or the government must 
exclude from its requirements the con
sent . of non-citizens, when considering 
the enactment of laws affecting this 
country. The secretary of the Japanese 
Retail Merchants’ Association claim that 
the Japanese retailers are organized 100 
per cent. When the city council de
manded that the Chinese vegetable ped
lars pay up their full license fees, all 
wagons were taken off the runs by next 
morning—not one exception to this or
ganized action. It must be apparent then 
that the Orientals are organized to act 
in concert. Can as much be said for 
the white retailers—who are speedily 
drifting into the minority?

Majority are Orientals
In one up-country town in B.C. there 

are 13 retailers selling groceries. Nine 
of them are Orientals. One is an Ital
ian and three are white. If it comes to 
a majority vote in that town over clos
ing at a white man’s hour, the white re
tailers have little chance.

In another B. C. interior town are 
thirteen purveyors of foodstuffs. They 
line up like this: 4 Italian merchants; 5 
British citizens; 4 Chinese.

It is understood that the Italian mer
chants co-operate with the other white 
retailers so probably the situation is not 
so bad there.

What Does “Shop” Mean 
In Vancouver the Retail Merchants’

Association is at present endeavoring 
to have a correct interpretation of the 
word “shop” which appears in the var
ious local by-laws, as also in the Pro
vincial Shops Regulation Act, and other 
acts. They are endeavoring to have the 
word interpreted to mean that any veg
etable, fruit or confectionery store that 
carries any grocery line is a “shop” 
within the meaning of the early clos
ing by-laws, etc.

The Vancouver City prosecutor, Mr. Mc
Kay, stated recently that it was impos
sible to deal with these early closing in
fractions of the by-law because he had 
his “hands full of more important mat
ters.” The Retail Merchants’ Association 
contends that the license fee that the re
tailers pay entitles them to protection 
to the extent of standing t>y-laws. Fail
ing this they have been put to the ex
pense of hiring a lawyer and a detective 
and are cleaning up the local condition.

Following the spirit of fellowship 
that was displayed between the retailers 
of the East, the Middle West and the 
Pacific Coast at the recent Dominion 
convention, the merchants here feel that 
the problems of the British Columbia, 
the Alberta and Saskatchewan retailers 
are of great interest and concern to 
their fellow retailers throughout the 
Dominion.

PRIZES IN BUTTER CONTEST
Winnipeg.—The Crescent Creamery 

Co., Ltd., of Winnipeg, won first prize 
for unsalted butter, also fourth prize 
for 14 lb. box June make, and fifth prize 
for 65 lb. box August make, in competi
tion with creameries of Canada at the 
National Exhibition at Toronto. Two 
other Manitoba creameries also won 
prizes, the Crescent Creamery, of Bran
don, won fourth prize for creamery 
prints, and the Shoal Lake Creamery 
fifth prize for creamery prints and sixth 
prize for unsalted butter.

Salts of Copper
For Coloring Peas

An inquiry in regard to the law as 
to coloring peas has been received by 
Canadian Grocer. According to infor
mation received from the Department of 
Health, at Ottawa, salts of copper are 
used for this purpose, usually the sul
phate. Regulations permit the use of 
salts of copper, provided that the 
amount of copper does not exceed 80 
parts per million. The presence of cop
per must be stated on the label.

British Chamber of 
Commerce in Paris 

Has Can. Section

AMONGST British Chambers of 
Commerce established abroad, 
that of Paris is conspicuous for 

its enterprise in serving the require
ments of British trade and industry, 
and, furthermore, possesses an active 
Canadian Section

The committee of this section is com
posed of persons themselves interested 
in trade with Canada, and consequently 
is in a position to supply all the require
ments of Canadian members. The mem
bership of the Chamber is restricted to 
firms of British nationality. It re
ceives no subsidy from the Canadian or 
British Governments, and carries on its 
most necessary work entirely through 
the subscription of its members. To 
enable the Chamber to take up a firm 
position and thus sufficiently combat 
foreign competition, it very naturally 
deserves to continue to add to its mem
bership.

Among other things it puts its mem
bers into touch with suitable agents in 
France, obtains information on the com
mercial standing of French firms, sup
plies exact Customs classification of 
goods, notifies changes in French Cus
toms duties and proposed commercial 
legislation, communicates enquiries from 
French buyers of British goods and, fur
thermore, publishes a very useful bulle
tin of information.

Applications for membership should 
be made to the secretary of the Canadian 
Section, British Chamber of Commerce, 
Incorporated, 6, rue Halevy, Paris.

New Goods
RICE IN PACKAGES 

A new line that has recently come on 
the Canadian market is Domino rice in 
packages, put up by Ralph Goldsmith 
Co., New Orleans, La. This is the first 
package rice that has appeared on the 
Canadian market. It is a Honduras head 
rice. The carton is green with a wax 
wrapper, making it airtight. Domino 
rice is packed 50 to the case. The Ralph 
Goldsmith Co. also pack two or three 
other brands of rice in packages. This 
firm’s products were shown at the Can
adian National Exhibition this year, also 
for the first time. C. C. Mann, Toronto, 
has been appointed asrent.
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WEEKLY GROCERY MARKET REPORTS
Statements from Buying Centres

THE MARKETS AT A GLANCE

SOME declines and some advances are noted 
in the market reports from Montreal, and 
in Toronto prices are for the most part 

steady with a slightly easier tendency in some 
directions. The sugar situation is still un
changed, but some second-hand lots are being 
offered below refiners’ prices.

MONTREAL—^r'ces *n some instances are
lower in Montreal this week. 

Quotations on nuts have taken a decided slump, 
and dealers are anticipating a lower market in 
coffee. The black tea market is weaker and 
prices are inclined to be dull. Higher prices have 
been named on canned salmon, and dried fruits, 
particularly raisins and currants, are stronger. 
In Montreal the new freight rates have affected 
the price of sugar somewhat, and dealers are 
figuring the added charges in the quotations. 
Potatoes and vegetables are all inclined to be 
easier.

TORONTO—T*16 mai"kets are generally
steady with a "slight shading on 

some lines. The sugar situation is unchanged, 
second-hand sugar is offered at several cents per 
pound less than refiners’ prices and the fact that 
American sugar can be laid down at a lower 
figure than quoted by Canadian refiners may 
have a tendency to force down Canadian prices. 
The syrup and molasses markets are quiet and 
unchanged. The tendency in the cereal market 
is downward in view of the easier condition of 
the grain market. Number one and two break
fast food has declined during the week. Ship
ments of new pack canned tomatoes have been 
made but prices remain open. One line of 
strawberry jam is reduced, also prepared coffee, 
marmalade and beef cordial. The spice market 
is ruling easy with a slight decline on celery 
seed. Shipments of new crop Spanish raisins 
are on the way but definite quotations are not 
yet named. The currant market is strong and 
the crop estimate has been considerably re
duced, this coupled with the increased demand 
in the United States for wine purposes tend to 
make prices higher. Opening prices on new 
crop Tarragona almonds and filberts in the 
shell are quoted materially lower than last year 
while new crop shelled almonds and walnuts

are five to six cents per pound higher than last 
year. Nothing of interest has developed in the 
tea market during the week, the market is 
steady to firm. The condition in the primary 
markets for coffees is weak with lower prices on 
futures; these lower prices will not affect this 
market until the end of October. The new crop 
Honduras and Blue Rose Texas rice opened at 
fully three cents per pound under last year’s 
opening quotation. The first car of Jersey 
sweet potatoes have arrived. Other vegetables 
are in abundance and prices are fairly main
tained with the exception of potatoes which are 
in a weak market. Peaches are arriving in large 
quantities and are moving freely, Elbertas will 
begin about the latter part of next week. Plums 
are in heavy receipt and prices are lower. 
Oranges are holding firm and likely to remain 
so for the balance of the season. Coinciding 
with the increased freight rates flour advanced 
25 cents per barrel and millfeeds $2.50 per ton.

Fresh meats are easier with lower quotations 
on beef cuts and spring lamb. Barrel pork is a 
shade higher while smoked meats are unchang
ed. The butter market is steady with a large 
demand for the better grade which is rather 
scarce ; lower grades are not in demand, with 
prices of the same uncertain. Shortening re
mains easy. Eggs, lard and cheese are firm.

WINNIPFfî—There are not many changes 
in the markets this week. The 

demand for sugar has improved due particularly 
to the large demand for home preserving. The 
sugar market is weak and an early decline is not 
unlikely. Opening prices have been named on 
the new pack golden wax and refugee beans 
which are higher than last year’s quotations. 
Eddy’s matches have advanced during the week. 
There is a heavy demand for strawberry and 
raspberry jams and it is the general opinion 
that prices on these lines cannot be lower in 
view of the fact that these goods were packed 
with high price sugar. Spot stocks of rice are 
quoted lower than the quotations at the mills 
which would indicate that when spot stocks are 
reduced/these also will be higher. Fresh fruits 
and vegetables are in abundance and quotations 
are steady.
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QUEBEC MARKETS

MONTREAL, Sept. 14.—Several feed lines show changes 
this week. Nuts are lower, and coffee it is expected 
will soon show a decline. Higher prices have been 

named on canned salmon, and little change is reported in the 
sugar situation.

Peanut Prices Are Lower
Montreal. .

NUTS.—The peanut market has felt a 
decided slump. The crop in both the 
United States and in Java has been ex
cellent. The Javas are being sent in at 
prices which are demanding a market in 
competition with the American crop. 
The prices are slightly lower already 
than they have been. The walnut mar
ket is very strong and Canadian Grocer 
is informed that stocks cannot possibly 
be replaced at a figure comparative to 
the present quotations. At the same 
time one of the brokers stated that for 
as far on as the Christmas trade the old 
stocks are of just as good quality as the 
new ones. Filberts and Brazils will 
also be higher. Almonds are practically 
unchanged.

Almonds. Tarragona, per lb........
Do., shelled .............................
Do., Jordan ............................

Brazil nuts (new) .......................
Chestnut» (Canadian) ....... ......
Fil-berte (Sicily), per lb............ .

Do., Barcelona .......................
Hickory nut* 1 large and small).

Lb.................................................
Pecans. No. 4. Jumbo ..................
Peanut». Jumbo ..............»........

Do., extra .................................
Do., shelled. No. 1 Spanish__
Do., Java No. 1 .........................
Do., salted, Java, per lb..........
Do., shelled. No. 1 Virginia..
Do., No. 1 Virginia........................ . 0 14

Peanuts (salted)-—
Fancy, wholes, per H>......................... 0 46
Fancy splits, per lb............................ I 44

Pecans, new Jumbo, per tt>..........  0 32 0 86
Do., large. No. 2. polished.... 0 32 9 86
Do., Orleans, No. 2 ...............   0 21 9 24
Do.. Jumbo .................................... • 99

Pecans, shelled ........   1 09 1 69
Walnuts ...........................  0 29 9 16

Do., new Naples ............................... 9 29
Do., studied ..........................*........... 0 69
Do.. Bordeau ...................................... .. 0 63
Do.. Chilean, bags, per lb................... 9 S3

Note—Jobbers sometimes make an added charge 
to above prices for broken tote.

Lower Prices on Coffee
Montreal.

COFFEE AND COCOA.—There has 
been a change in the primary coffee 
market. Quotations on the raw coffee 
reaching here are lower and within the 
next three weeks a change in the retail 
price will be announced. It is only a 
matter of time until the present stocks 
tire used up. The supply of coffee pro
duced this year is very good. The cocoa 
market is unchanged with a very good 
demand.

Black Tea Market Weaker
Montreal. ■ ■■■ - -

TEA.—The Japan teas seem to be 
holding very firm at the high levels first 
quoted. The supplies are not large and 
the market is naturally strong. The 
medium grades which have just reached 
this market are being sold at from 65c to 
68c per pound. There is a different 
feeling with regard to the Indian and 
Ceylon teas. The market is not so 
firm. Still large supplies of black tea 
are reaching this country from England 
which have been held in bond by the 
Government. They are now being of
fered at a very low figure and are find
ing a market. The atmosphere of 
economy prevailing lately has created a 
demand for these cheaper teas, which is 
having a noticeable effect on the tea

Canned" Salmon Expensive
Montreal. ■ ■-

CANNED GOODS.—The latest addi
tion to quotations on the new pack of 
canned goods is an advance announced 
on Refugee Green Beans and on the 

• golden wax beans which are both quoted 
at $2.15 and $2.20. This is an advance 
of fifteen cents per doz. on last year’s 
prices. Importers of canned goods and 
eastern brokers of the Pacific canners 
state that although there is an average 
pack of the best salmon prices will be 
from two to three dollars per case 
higher. There is a big demand for the 
red salmon and while the other salmon 
is cheaper it is very good in quality, 
only lacking the color. It is felt that 
some effort should be made to promote 
the sale of the cheaper brands since 
there is such a shortage of the prefer
ential grades which are more than ex
pensive.

CANNED VEGETABLES 
Asparagus (Amer.) mammoth

green tips ......................................................
Asparagus, imported (2%s)......................
Beans, golden wax ........................ 2 15
Beans, Refugee 
Com (2s) .....

2 15
1 75

6 35 
6 66 
2 20 
2 20
1 89

market. There are no definite price Carrots (sliced), 2s .................. 1 75
0 26 0 32 changes, however. Corn (on cob), gallon» ........... 7 69
0 60 0 68 Spinach, 3s ................................. 2 90

• 76 Ceylons and Indians— Squash, 2%-lb., doz................. 1 60
0 32 Pekoe Souchongs ............. ........... 0 44 0 48 Succotash. 2 lb., doz.................. 1 80
0 27 0 55 1 80

0 20 0 22 Broken Pekoes ................. ........... 0 50 0 65 Do., California, 2s............... ___  3 15 3 60
0 25 0 26 Broken Orange Pekoes ........... 0 58 0 66 Do. (wine gals.) .................. ___ 8 00 10 00

Javas— Sauerkraut, 2%-lb. tins ......... 1 60
0 10 0 15 Broken Orange Pekoes . 0 65 Tomatoes, Is ............................... 1 60

0 36 ........... 0 45 0 50 .... 1 50 1 65
0 23 0 24 Japans and Chinas— Do.. 2%» .................... .. 1 97H
0 20 0 21 Early pickings. Japans . 0 66 Do., 3s ............... ..................... ___  1 90 2 16
0 24 0 26 Do., seconds ................. 0 66 Do., gallons ............................ .... 6 50 7 00

0 I»tt Hyson thirds ............. ...... ........... 0 45 0 60 Pumpkins, 2%a (doz.) ........... .... 1 50 1 66
0 29 o so Do., pts. ........................ 0 67 Do., gallons (doz.) ............. ............... 4 00
» i«H 0 18 Do., sifted .................... 0 72 1 96

0 63 
0 99 
1 40

• 46 
0 48 
9 48

had from

Above price* give range of quotations to the 
retail trade.

JAPAN TEAS (new crop)—
Choice (to medium) ................... 0 65
Early picking .............................. 0 75
Finest grades .........................   0 90

Pekoes ;............................................ 9 44
Orange Pekoes ............................ 9 46
Broken Orange Pekoes ............. 0 46

Inferior* grades of broken teas may be 
jobbers on request at favorable prices.

Rice Market Quiet
Montreal. — - ■■

RICE.—The rice market is unchanged 
with the trade very quiet. The mar
ket prices continue steady with no 
change recorded.
RICK—

Carolina, ex. fancy ...................... 19 00 21 99
Do. (fancy) ...........................  18 99
Rangoon "B"........................................... 14 90
Rangoon ”CC” ....................................... 18 76
Broken rice, fine ................................... 10 90

Bell Rice, fine.............................................. 16 00
Bell broken rice......................................... 10 00

Tapioca, per lb. (seed) ......... 0 11% 9 12
Do. (pearl) ..................................... 0 11% 0 12
Do. (flake) ..................................... 0 11 9 12%
Honduras, fancy ............................. 0 S9
Siam ............................................................... 9 14%

NOTE.—The rice market is subject to frequent 
change and the price basis is quite nominal.

Do., Early June ............................ 1 92%
Do., extra fine, 2s.....................................
Do., Sweet Wrinkle...................................
Do., fancy, 2,0 oz.......................... .. ....

2 05
3 00 
2 00
1 67%
2 76Do., 2-lb. tins .......................................

Peas, New Pack—
Standard. 2-lb................................................ 1
Choice, 2-lb.....................................................
Early June, choice ...................................

Do., standard .......................................
Fine French, 2-lb.........................................

Asparagus Tips .................... .........................
CANNED FRUITS

Apricots, 2%-lb. tins ...................... 6 25
Apples, 2%a, do*. .......................... 1 60

Do., new pack, do*.....................................
Do., 3s, doz....................................... 1 80
Do., new pack ............................................
Do., gallons, doz............................. 6 25

Currants, black, 2», do*................... 4 00
Do., gals., do*................................................

Cherries, red. pitted, heavy syrup.
do*...................................................... 4 75

Do.. No. 2% .......................... .. 4 80
Do.. No. 2......................................................
Do., white, pitted ........................ 4 50

Gooseberries. 2s. heavy syrup, do*. ...i 
Peaches, heavy syrup—

No. 2 .................................................. 3 66
Do., gal., "Pie,” do*................................
Do., gal., table ...........................................

Pears, 2s ............................................... 4 25
Do., 2s (light syrup) ..............................
Do. 2%s ........................ ................................

Pineapples (grated and sliced),
1-lb. flat, do*. ...........................................

New Peck Strawberries—
Standard No. 2, per do*.........................

1 87%
2 05 
2 00 
2 80 
4 10

6 60 
1 66 
2 20 
1 96 
6 76 
6 76 
4 06 

16 00

4 89 
6 16 

20 90 
4 76 
t 76

4 00 
9 69 

10 00
4 60 
1 90
5 26

1 90 

4 60
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Choice grade ................................................ 4 70
Fancy Preserved ................................... & ••

New Pack Cherries, choice........................ 4 00
Rhubarb, preserved ...................................... 2 80
Canadian Pineapple (sliced)...................... 4 80
New Blueberries, 2 lbs.................................... 2 26

Raisiné and Currants Dearer
Montreal. ---------

DRIED FRUIT.—The market for 
raisins and currents in particular is 
very strong. One Montreal broker has 
infomed Canadian Grocer that they have 
not been able to secure any supplies of 
dried fruit from California this year at 
all. Most of the raisins on the market 
this winter will be Turkish. These are 
reported to be of excellent quality, but 
will mean higher prices this winter. 
Spot stocks cannot be replaced at any
where near present quotations. Lower 
prices are expected on evaporated ap
ples, present prices are slightly easier 
but even lower quotations are expected. 
It is reported that higher prices on 
candied fruit and peel may be expected.
Apricot*, fancy................................................ 0 38

Do., choice.................................................... 0 84
Do., slabs ..................................................... 0 80

Apples (evaporated) ..................................... 0 !•
Peaches (fancy) ............................... 0 28 0 SO

Do., choice, lb................................................ 0 28
Pears, choice ..................................... 0 80 0 86
Peels—

Choice ....................................... '.................... 0 26
Ex. fancy ............... ...................................... 0 80
Lemon new pack .......................... 0 46 0 47

New pack—
Orange .............................................. 0 48 0 49
Citron .................................................. 0 76 0 76
Choice, bulk, 25-lb. boxes, lb............... 0 22

Peels (cut mixed), doz................................... 8 26
Raisins (seeded)—

Muscatels, 2 Crown................................... 0 28
Do., 1 Crown............................................ 0 66
Do.. 8 Crown ............................ 0 24 0 20
Do.. 4 Crown .......................... t 18% 0Î0

Turkish Sultana, 6 crown...................... 0 27
Fancy seeded (bulk) ............................... t 25

Do„ 16 os......................................  t 24 8 16
Cal. seedless, cartons, 12 ounces § 21 t 26

Do., 16 ounces ........................... 0 26 0 27
Currants, loose .................... .......................... 0 26

Do., Greek (16 oa.) .................................... 0 24
Dates, Excelsior (86-16s), pkg............. " 0 16%

Fard, 12-lb. boxe»....................................... 8 86
Packages only ............................... 0 19 0 20
Dromedary (86-10 oz.) ........................... 0 19
Packages only. Excelsior........................ 0 20
.Loose .................................................. 0 16 0 17

Figs (layer), 10-lb. boxes, 2s, lb................ 0 40
Do., 2%s, lb................................................... 0 46
Do., 2%s, H>.................................................... 0 48
Do., 2%e, lb................................................... 0 60

Figs, white (70 4-oz. boxes)...................... 6 40
Dto., Spanish (cooking), 22-lb.

boxes, each .............................................. 0 11
Do., Turkish, 8 crown, lb........................ 0 44
Do., 6 Crown, lb......................................... 0 46
Do.. 10-lb. box.............................................. 2 76
Do., mats ....................................................... 3 00
Do.. 21-lb. box.............................................. 1 90
Do. (12 10-oz. boxes)................................. 2 20

Prunes (26-lb. boxes)—
2 0-8 Os .................................................................... 0 81
60-40s ............................................................. 0 80

60-70e .. 
70-80s .. 
80-90» .
90-100» . 
100-120» 0 16

Catsup and Pickles Higher
Meatreal. ——

TOMATO CATSUP.—There is a gen
eral advance announced this week on 
tomato catsup and on some brands of 
pickles. The advance which applies to 
the new pack amounts to from five to 
twenty per cent, according to the brand. 
The reason advanced for this change in 
price is the increased cost of this year’s 
crop and the higher cost of manufac
ture.

Freight Rates Affect Sugar
Montrai. ----------

SUGAR.—The wholesalers in Mon
treal are quoting an addition to the price 
of sugar to cover the increased freight 
rates. This only applies to deliveries 
outside of the city. Montreal city 
prices are unchanged. The increase is 
only six cents per hundred -which makes 
quotations of sugar delivered $22.26 per 
cwt. On the other hand there are many 
variations in sugar prices. Some large 
holders, anxious to unload, are cutting 
quotations. In view of the new sugar 
crop, which is looked for in December, 
this may have a significance. The sugar 
market to all outward appearances 
seems to be holding firm with a steadier 
market on raw sugar.
Atlantic Sugar Co., extra granulated sugar,

100 lbs. .................................................................  22 00
Acadia Sugar Refinery, extra granulated.. 22 00
Canada Sugar Refinery ....................................... 22 00
Dominion Sugar Co., Ltd., crystal granu. 22 00
St. Lawrence Sugar Refineries........................ 22 00
Icing, barrels ......................................................... 22 20

Do., 25-W>. boxes .............................................. 22 00
Do., 60-lb. boxes ................................................ 22 40
Do., 60 1-lb. boxes .........................................  23 70

Yellow, No. 1, bags ................................................ 21 60
Do., barrels ........................................................... 21 66

Dark Brown .............................................................  21 40

Potatoes Very Cheap
Montreal. -

VEGETABLES.—Dealers report that 
not in years has there been such splen
did showing in market gardening. As 
a result prices are very low. Bonse- 
cour market is flooded with vegetables 
which are being sold at almost any price. 
Potatoes are selling as low as $1.40 per 
801b. bag, which is a sharp contrast to 
prices demanded six months ago. The 
country around Montreal is in a healthy 
condition.
Beets, per doz. ..........................................
Beans, wax (20-lb. bags)............ 1 00

Do., new string (imp.) hamper ....
Cucumbers, Montreal, per doz..................
Cabbage, Montreal, doz. ............ 0 60
Chicory, doz.................................................. ..
Carrots, doz............................ .................
Corn, cob, per doz............................ 0 15
Garlic, lb.................................................. ..
Horseradish, lb..............................................
Lettuce (Montreal), head, per doz............
Leeks, doz........................................................
Mint ................................................................
Mushrooms, lb................................................
Parsley (Canadian).....................................
Peppers, green, doz. ..................................
Potatoes, Montreal (90-lb. bag.).. 1 40

Do., sweet, hamper .................. 8 60
Canadian Radishes, doz...........................
Spinach, box .............................................. ..
Turnips, per doz..........................................
Watercress (per doz. )................................
Lettuce (curly). 3 doz. in box................
Montreal Tomatoes, per box .... 0 60
Cauliflower, per doz. ................................
Spanish Onions, per case..........................

0 26 
1 25

0 20 
0 66
0 60 
0 25 
0 20
6 60 
0 60
0 76 
4 00 
• 6* 
1 M
0 SO • 60
1 50
8 76 
0 40 
0 71 
0 40 
0 T6 
1 00 
0 75 
1 60 
6 76

Plums at Thirty Cents
Montreal. ■ -

FRUIT.—The Montreal market seems 
to be flooded with western fruit this 
week. The fruit dealers complain that 
owing to the Jewish holidays this week 
there is considerable difficulty in find
ing a market for the fruit which de
mands quick handling. Prices are very 
low indeed. Plums are selling as low 
as 30 and 40c for 11 qt. baskets. Apples 
are also a little cheaper this week and 
there is a very good supply of pears on 
the market. Oranges, which had a sharp
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advance last week, are just a shade
easier this week.
Apples, early, basket .................... 0 80 1 00

Do., Duchess, per barrel .......... 5 00 5 50
Bananas (as to grade), bunch... e oo 7 88
Cherries, baskét ............................ 1 28 2 00
Grapefruit, Jamaican, 64, 80, 96.. 6 80

Do.. Florida, St, <4. SO. OS.... 6 88
Lemons, Messina ............................ 4 25
Oranges, Cal., Valencias . ........ 10 60

Do., 100s and 160s ...................... 10 00
Do., 176s and 200s .................. 10 50

Cal. Navale—
80s, 100s ........................................ 10 00

10 00
10 50

176s. 250s ...................................... 10 50
Florida, case ................................ 9 75

Pineapplea, crate ............................ 8 60
Watermelons, each .......................... 1 00
Canadian Peaches, 11 qts........... 1 25
Plums, 11 qts. .. .............. 0 30 0 to 0 50
Pears, 11 qt. basket ...................... 1 75
Canteloupes, crate (45) ................ 9 00
Blueberries, box (Lake St. John) 4 50

May Affect Corn Syrups
Montreal. - -......

MOLASSES.—The molasses market 
follows the trend of the sugar market 
pretty closely and no change is evident 
at the present time. Raw sugar has 
been fairly steady and the molasses mar
ket remains the same. Corn syrups are 
unchanged, but Canadian Grocer is in
formed that the increased freight rates 
will play an important part in this mar
ket and manufacturers are debating at 
the present time the increased cost of 
production resultant.
Corn Syrup—

Barrels, about 700 lbs...:....
Half barrels, about 350 lbs........
Quarter barrels, about 176 lbs.
2 gal., 25-lb. pails, each ...........
8 gal. 38%-lb. pails, each....
5 gal. 65-lb. pails, each ...........

White Corn Syrup—
2-lb. tins, 2 doz. in ease, case 
5-lb. tins, 1 doz. in case, case 
10-R). tins, % doz. in case, ease 

Cane Sprup (Crystal) Diamond—
case (2-lb. cans) ......................

Barrels, per 100 lbs........................
Half barrels, per 188 lbs.............

0 10 
0 10% 
0 10%
3 10
4 65 
4 45

7 86
8 06 
7 75

6 68 
18 tf 
1C 68

Prices for
Barbadoea Molasses— Island of Montreal

Puncheons........................................................... 1 50
Barrels ................................................................ I 68
Half barrels......................................................... 1 66
Puncheons, outside city .v............................. 1 46

raney Mslaseea (in tins)—
1-lb. tins, Î doe. in ease, case................ 6 88
8-lb. tins, Î doe. in ease, case................ 6 16
6-Ib. tins, 1 doe. in ease, ease................ 6 68
18-lb. tins, % des. in ease, casa .... 6 66

Package Cereals Holding Up
Meatreal. ---------

PACKAGE GOODS.—While there is 
no definite change this week on any of 
the package goods listed, there is con
troversy as to the effect of the increased 
freight rates on many of these lines. 
In some cases the decrease in the cost 
of the raw material is balancing up the 
increased freight rates. This is true 
especially in cereals.

PACKAGE GOODS
Breakfast food, ease 18 ..................
Cocos nut. 2 os. pkgs., doz...................

Do.. 20-lb. cartons, lb.........................
Corn Flakes. 3-doz. case 8 68 8 66

S 16 
«Hit
» M 

It» 4 to

6 4»
6 60

3 00
Oatmeal. Tine eut, pk*a., eaae... . 6 76

Banter, pearl or «rana.. 1 doe.
Health bran (10 pkaa.). earn.............
Scotch Pearl Barley, eaae....................

1 M
2 00
1 00
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Pancake Flour, ease ................................ t M

Do., self-raising, do*. .......................... 1 -60
Wheat Food. 18-1 %•...................................... t 1ft
Wheat flakes, case of 2 do*........................... 2 9ft
Oatmeal, fine cut, 20 pkgs........................... € 7ft
Porridge wheat, 80s, case............................. 7 SO

Do.. 20e. case .............................................. 7 60
Self-raising Flour (8-lb. pack.)

doz.................................................................. 8 80
Do. (6-lb. pack.), doc............................. 6 40

Corn Starch (prepared)............................ 0 14
Potato flour ................................................ 0 15%
Starch (laundry) ...................................... 0 12%
Flour, Tapioca ................................ 0 15 0 16
Shredded Krumbles, 86a............................ 4 8ft
Cooked bran. 12s........................................ 2 26
Enamel Laundry Starch, 40 pks.

case ............................................................ 4 80
Celluloid Starch, 45 pkgs. case.............. 5 60
Chinese Starch .............    7 00
Package Commeal .................................... 4 26
Malt Breakfast Food (36 pk&s.)................ 12 60

New Flour Prices
Montreal. ---------

FLOUR.—As a result of the increased 
freight rates flour has been advanced 
twenty-five cents a barrel. Spot stocks 
are unchanged in price. One firm is 
quoting $13.90 per barrel for the new 
pre-war flour.. This will be ready in 
October. While this price is lower than 
quotations earlier in the summer it is 
not as low as was anticipated or as was 
quoted a few weeks ago. The wheat 
market is holding fairly strong and flour 
as a result seems to be very firm at 
these quotations.

Spice Market Still Quiet
Mont reel. —  

SPICES.—There is no change as yet 
in the spice market. While there is a 
little better trade, conditions in general 
are the same and the market remains 
quiet.
Allspice .......................................................... 0 22
Cassia (pure) .................................. 0 88 0 8ft
Cocosnut. pails, 20 Ibe., unsweet

ened, lb.................................................... 0 46
Do., sweetened, H»................................... 0 36

Chieory (Canadian), lb................................ 0 80
Cinnamon—

Rolls ........................................................ 0 8ft
Pure, ground .............................. 0 85 0 40

CloTea ................................................ 0 85 090
Cream of tartar (French, pure).. 0 75 0 86

Do., American high teat .......... 0 80 0 86
Ginger (Jamaica) ...................................... 0 40
Ginger (Cochin) ........................................ 0 8ft
Mace, pure, 1-lb. tins.............. ................. 0 96
Mixed spice ...................................... 0 80 0 82

Do.. 2% shaker Una. des..................... 1 16
Nutmegs, whole—

Do., 64. lb.................................................. 0 46
Do.. 80. lb.................................................. 0 48
Do.. 100, lb................................................ 0 40
Do., ground, 1-lb. tins .................. .. 0 66

Pepper, black .......... »................................. 0 89
Do., white .............................................. 0 60

Pepper (Cayenne) ...................  0 35 0 37
Pickling spice .............................. 0 25 0 28

Do., package, 2 ox., do*....................... 0 40
Do., package, 4 ox., do*..................... 0 76

Paprika .......................................................... 0 70
Tumeric ............................................ 0 28 0 80
Tartaric acid, per lb. (crystals

or powdered ) ................................ 0 95 1 00
Cardamon seed, per lb., bulk,

nominal ..................................................... 2 00
Carra way (nominal) ................ 0 25 0 30
Mustard seed, bulk............................ 0 85 0 40
Celery seed, bulk (nominal)........  0 76 0 80
Pimento, whole ..................   0 16 0 18

Higher Prices on Millfeeds
Montreal. ■ —

MILL FEEDS AND GRAIN.—While 
the grain market has been considerably 
easier the new freight rates have added 
a new item to the cost of feed. The

addition is $2.50 per ton. Besides this 
there is a shortage of feed in the 
larger centers caused by a congestion of 
traffic on the railroads and a shortage 
of rolling stock.

Montreal prices are: bran, $55.50;
shorts, $59.60.

Second-Hand Sugar Lower
Toronto. ■ —

SUGAR. — In so far as the refineries 
are concerned the sugar market is un
changed. There are still quantities of 
second-hand sugar offered at prices be
low refiners. These prices vary from 
18% to 21 cents per pound for granu
lated, and 17% cents for No. 1 yellow. 
There is also about the same spread 
between retailers prices, some stores are 
offering at 20 cents, and other prices 
vary up to 23 cents per pound. There 
is no uniform price, either wholesale 
or retail, apparently it is just a matter 
of who is the better buyer, and getting 
or making an offer to the person who 
has the most sugar to dispose of and 
who is most anxious to sell.

It was rumored that some wholesalers 
have purchased American sugar at a 
cost laid down in Toronto of 18% cents, 
but this could not be confirmed. How
ever, the fact is that American sugar 
can be laid down at that figure, which 
no doubt will tend to force down Can
adian refiners prices. The raw sugar 
market continues quiet and weak. Quo
tations are around 8% cents. New York, 
with practically no buyers.
St Lawrence, extra granulated, cwt.. . $22 21
Atlantic, extra granulated .......................... 22 21
Acadia Sugar Refinery, extra granulated 22 21 
Canada Sugar Refinery, granulated .... 22 21 
Dom. Sugar Refinery, extra granulated. . 22 21

Differentials : Canada Sugar, Atlantic, St. Law
rence. Dominion : Granulated, advance over basis: 
69-lb. sacks, 26c : barrels. 5c; gunnies. 5 20s. 40c : 
gunnies. 19/10s, 60c ; cartons, 10/fte, 60c ; cartons, 
69/îs, 75c.

Differentials on yellow sugars : Under basis, 
tags 109 Ibe., No. 1. 40c: No. 2. 69c; No. 8. 69c; 
barrels. No. 1. 35c; No. t. 4fte ; No. 8. 66c.

Acadia granulated, advance over basts : gun
nies. 6/29s, 40c ; gunnies, 19/10s, 60c ; cartons. 
t0/6e. cartons. 60/2s. 70c. Yellows same as above.

Matches Dearer
MeetresL ---------

MATCHES.—The already high cost of 
matches has been increased by twenty 
cents a case owing to the increased 
freight rates. The new price on match
es now is $11.45 per case.

MARKETS

Syrups and Molasses Quiet
Toronto. ■ .

SYRUPS. — Syrups, both cane and 
corn, are in limited demand, and quota
tions are unchanged. The extremely 
large American corn crop and the weak 
condition of the corn market, tend to 
make an uncertain feeling in corn syrups 
and a further decline is not unlikely. On 
the other hand, manufacturers claim that 
to offset this depression in the corn 
market there are other factors that 
enter into the situation: the higher cost 
of packages, labor and the increase in 
freight rates, have a tendency to keep 
prices at the present level.

MOLASSES. — The molasses market 
is quiet and unchanged.
Oeen flyruue—

Barrels about 700 lbs., yellow .... 0 19
Half barrels, %c over bbls. ; % 

bbls., %c over bbls.
Cases, 2-lb. tins, white, 2 do*.

in case........................................................ 7 05
Cases, 6-Tt>. tins, white, 1 doe.

in case........................................................ 8 06
Cases, 10-lb. tine, white, % do*.

in case........................................................ 7 75
Cases. 2-lb. tins, yellow. 2 do*.

in case ............................ *................... 6 4ft
Cases. 6-lb. tins, yellow, 1 do*.

in case........................................................ 7 45
Cases, 19-lb. tins, ycftlow, % do*.

in esse ...................................................... 7 15
Cana Syrups—

Barrels and half barrels, lb...............................
Half barrels. %e over bbls. ; % 

bbls.. %» over.
Cases, 2-lb. tins. 2 doz. in case 7 00 9 60

Fancy, Barbados», barrels, gal.............. 1 6ft
Choice Barbados», barrels..................................
New Orleans, bbls., gal......................... 0 66
Tins. 2-lb., table grade, case S

do*.. Barbados».................................... 7 7ft
Tins. 8-lb. table grade, esse 2

do*., Barba does.................................... 19 71
Tins, ft-lb., 1 do*, to esse. Bar

bs does .................................................  in
Tins. 19-lb., % dox. to ease.

Barbados» .............................................. 8 6#

ONTARIO

TORONTO, Sept. 17.—The sugar situation continues in an 
unsettled condition, second hand sugars are offered at 
various prices below refiners’ quotations. The movement 

from refiners is practically nil as there still appears to be plenty 
of sugar offered elsewhere. Syrups and molasses are quiet 
and unchanged. No. 1 and 2 breakfast food has declined 50 
cents per bag; other cereals are likely to follow due to the 
easy condition in the grain market. Celery seed has been 
reduced. Other spices are ruling easy at unchanged quotations. 
New crop shelled almonds and walnuts are quoted in primary 
markets five to six cents per pound higher than last year. 
Teas and coffees have shown no change during the week. 
New southern rices have opened three cents below last year’s 
quotations and the tendency is that these prices will be main
tained. The first car of Jersey sweet potatoes has arrived. 
Other vegetables are holding at steady prices with the excep
tion of potatoes which have declined in an easy market. 
Peaches and plums are in heavy receipt and prices are low. 
Flour and millfeeds have shown a slight advance to take care 
of the increase in freight rates.
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Tin*, No. I, baking grade, ease
« do*............................................................ 4M

Tina. No. t. baking grade, eaae
of 2 do*. .................................................... I M

Tine, No. 8, baking grade, eaae
of 1 dos. .................................................. 4M

Tine, No. 10, baking grade, eaae
of 1% doi.................................................. 4M

Went Indice, l^t, 48a ............. 4 60 0 08

Package Cereals Uncertain
Toronto. ----------

PACKAGE GOODS. — Package ce
reals are in a quiet demand. The ten
dency of the market is downward, in 
view of the fact that grains are lower, 
and in anticipation of the increased grain 
crop. Some manufacturers state that 
the higher cost of containers tend to 
keep prices as at present, but there are 
others who are of the opinion that lower 
prices will prevail on some lines in the 
near future. However, prices can hard
ly be expected to be higher, and the 
merchant would do well to carefully 
watch his stock at this time.

PACKAGE GOODS
Rolled Oats, 20s, round, case.... 5 60

Do., 20s, square, case ............................
Do., 36s, case ..............................................
Do., 18s, case .............................................

Corn Flakes, 36s, case................... 4 00
Porridge Wheat, 36s, regular, case -----

Do., 20s, family, case ..........................
Cooker Package Peas, 36s, case...............
Cornstarch, No. 1, lb. cartons..................

Do., No. 2. lb. cartons .............................
Laundry Starch................................................

Do., in 1-lb. cartons ..............................
Do., in 6-lb. tin canisters......................
Do., in 6-lb. wood boxes..........................

Celluloid Starch, case .................................
Potato Flour, in l-l'b. pkgs..........................
Fine oatmeal, 20s............. ..............................
Commeal, 24s ................................................
Farina, 24s .......................................................
Barley, 24s ....................................................
Wheat flakes, 24s............................................
Wheat kernels, 24# .....................................
Self-rising pancake flour, 24»....................
Buckwheat flour, 24s ............. ...................
Two-minute Oat Food. 24s........................
Puffed Wheat, case.......................................
Puffed Rice, case ........................................
Health Bran, case ........................................
F.S. Hominy, gran., case..........................

Do., pearl, case ............. ..........................
Scotch Pearl Barley, case........................
Self-rising Pancake Flour, 30 to

Do., Buckwheat Flour, 30 to case ....
Self-rising Pancake Flour. 36 to

to case ......................................................
Do., Buckwheat Flour, 18 to case ....

4 26

Breakfast Food Lower
CEREALS. — The cereal market is

generally unchanged. Rolled oats are 
ruling steady at $5.5ft per 90 pound bag. 
No. 1 and 2 breakfast food has declined 
50 cents per bag, bringing the price 
down to $8.50 per bag. The tendency in 
this market is downward rather than
upward.

Barley, pearl. 88a...............................
Barley, pot, 98# ...............................
Barley Flour, 98s ... ..................
Buckwheat Flour, 98s ....................
Commeal. Golden, 98s .................

Do., fancy yellow, 98s ...........
Oatmeal, 98s .... ..............................
Oat Flour ...........................................
Com Flour, 98s .................................
Rye Flour, 88s ...................................
Rolled Oats, 90s .................................
Rolled Wheat. 100-lb. bbl..............
Cracked wheat, bag ......................
Breakfast food. No. 1......................

Do., No. 2 .......................................
Rice flour. 100 lbs.............................
Linseed meal, 88s......... .....................
Peas, split, 88s ...................................
Blue peas, lb........................................
Marrowfat green peas ..................
Graham Flour, 88s ........................
Farina, 88a ..........................................

Single Bag Lots 
F.o.b. Toronto
___  9 00
___  7 60
___  6 25
___  6 25__ 6 00

6 76
7 18

10 00

• 88%
• 11%

Soups Quoted Low
Terente. ■ ■-

CANNED GOODS. — Shipments of 
new pack tomatoes have been made but 
prices remain open. Campbell’s tomato 
soup is quoted at $1.60 per dozen to ar
rive in one quarter. This is not the 
regular price, as there is more or less 
competition amongst jobbers on the 
Campbell line, and jobbers state that 
the prjce should be $1.85. Old City 
strawberry jam in two pound jars has 
been reduced to $10.35 per dozen.
Salmon—

Sockeye, le, doz.............................. 5 80 6 95
Sockeye, %s, doz. .'............................... .. 3 20
Alaska reds. Is, doz..................... 4 25 4 60
Do.. %# ....................................................... 2 60

Lobsters, %-lb., doz. .................... 5 90 6 60
Do., %-lb. tins .............................. 3 25 3 75

Whale Steak, 1§, flat, doz............  1 75 1 96
Pilchards, 14b. tall#, doz............. 1 75 2 10
Canned Vegetable#—

Tomatoes, 2%s, do*. ............... 186 2 00
Peas, Standard, doz.*................... 1 72% 1 90

Do., Early June, doz........................... ....
Do., Sweet Wrinkle, doz...................... ....

Beets, 2s, doz................................................ 1 46
Do., extra sifted, do*.............. 2 77% 2 82%

Beans, golden wax. do*........................... 2 00
Asparagus tips, do*...................... 4 26 4 75,%
Asparagus butts. 2%*, do*................... 2 60

Canadian com ................................. 1 76 2 00
Pumpkins, 2%s, do*. ............................ 1 86
Spinach. 2s, doz.......................................... 1 95

Pineapples, sliced, 2s, doz............. 4 90 5 25
Do., shredded, 2s, doz.................. 4 76 6 26

Rhubarb, preserved, 2s, do*. .... 2 072 10
Do., preserved, 2%s, do*...........  2 65 4 52%
Do., standard, 10s, do*.............................. 6 00

Apples, gal., do*............................................. 6 25
Peaches. 2s, doz................................................ 4 15
Pears, 2s. dot........................................ 8 00 4 25
Plums, Lombard, 2s, dot................... 3 10 3 25

Do., Green Gage ........................... 8 25 3 40
Cherries, pitted, H.S..................................... 4 25
Blueberries. 2s .................................. 2 25 2 40
Strawberries, 2s, H. S..................... .... 6 25
Blueberries. 2s .................................... 2 35 2 46
Jams—

Apricots, 4s, each ................................... 1 43
Black Currants. 16 o*., doz................... 5 65

Do., 4s. each ......................................... 1 60
Gooseberry, 4s, each .............................. 1 43

Do., 16 o*., doz....................................... 5 35
Peach, 4s, each ......................................... 1 25
Do., 16 oz.. do*........................................... 4 80
Red Currants, 16 oz., doz..................... 5 50
Raspberries, 16 o*., do*......................... 5 65

Do., 4s, each ......................................... 1 50
Strawberries, 16 oz., doz........................ 5 65

Do., 4s, each ......................................... 1 50

Celery Seed Lower
Toronto. ---------

SPICES. — The spice market is rul
ing easy with a tendency for lower quo
tations on most lines. The only price 
change noted is five cents per pound de
cline on celery seed. New peppers are 
expected to arrive shortly, and lower 
prices are anticipated.
Allspice .................................................. 0 21 0 23
Cassia ...................................................... 0 35 0 40
Cinnamon .......................................................... 0 65
Cloves................................................................... 0 80
Cayenne ................................................ 0 35 0 37
Ginger, Cochin ............................................. 0 36

Do.. Jamaica ............................................. 0 60
Mustard, pure ............................................. 0 65
Herbs — sage, thyme, parsley,

mint, savory. Marjoram ........... 0 40 0 70
Pastry .................................................... 0 35 0 88
Pickling spices ...............   0 80
Mace........................................................ 0 80 0 90
Peppers, black ........................................... 0 86

Do., white ............   0 45
Paprika, lb.............................................. 0 80 0 85
Chillies, lb........................................................... 0 60
Nutmegs, selects, whole 108a........................ 0 65

Do.. 80s ........................................................... 6 68
Do.. 64a ........................................................ 0 70
Do., ground ..................................... 0 40 0 60

Mustard seed, whole ........................ 0 20 0 40
Celery seed, whole ....................................... 0 65
Coriander seed ..............    8 26
Carroway seed, whole .................................... 8 80
Tumeric............................................................... 8 28
Curry Powder ............................  8 48 0 46
Cream of Tartar—

French, pure .........................  0 75 0 80

American high-test, bulk ..... 0 85 0 90
2-oz. packages, do*.................................... 1 76
4-oz. packages, do*.......................... 2 75 3 80
8-o*. tine, do*................................................ 6 00
The above quotations are for the best quality. 

Cheaper grades can be purchased for less.

Currants Ruling Strong
Toronto. ■ —

DRIED FRUITS. — Spot stocks of 
dried fruits are unchanged. Shipments 
of new crop Spanish Valencia raisins 
are on the way, but definite quotations 
are not yet named. The currant market 
is strong and the crop estimate has been 
considerably reduced. The demand for 
currants in the United States for wine 
purposes is steadily increasing, which 
tends to make prices higher.
Evaporated apples .......................................... 0 21
Candied Peels, American—
Apricots, cartons, 11 ox., 48s.................... 4 66

Lemon ................................................   0 48
Orange ........................................................... 0 60
Citron ............................................................. 0 80

Currants—
Greek Filiatraa, cases ............................ 0 16%

Do., Amalias .............................. 0 18Va 0 19
Do., Patras .............................................. 0 22
Do., Vostizza.............................................. 0 23%

Australians, 3 Crown, lb.......................... 0 18
Dates—

Excelsior, pkgs.. 8 doz. in case ___ 5 70
Dromedary, 9 do*, in case.................... 7 26
Fard, per box, 12 to 13 lbs..................... 3 50
Hallowee dates, per lb................ 0 19 0 23

Prunes—
38-408, 25s ..........  0 31
40-50#, 25s ....................................... 0 25 0 28
60-60C, 25» .................................................. 0 23%
60-70», 26s .................................................. 0 21%
70-80», 25s   0 18%
80-90», 25»   0 16%
98-lOOs. 25s   0 16%

Sunset prunes in 5-lb. cartons,
each ................................................................. 1 16

Peaches—
Standard, 25-lb. box, peeled ... 0 26% 0 28
Choice, 26-lb. box, peeled......... 8 27 0 30
Fancy, 26-lb. boxes .................. 0 29 0 30

Raisins—
California bleached, lb.............................. 0 27%
Seedless, 15-ox. packets ............. 0 29 0 30
Seeded, 15-ox. packets ............................ 0 29
Crown Muscatels, No. 1, 26s.................. 0 26
Turkish Sul Unas ..................................... 8 26
Thompsons. Seedless ................................. 0 27%

Teas Ruling Firm
Toronto. —

TEAS. — The tea market continues to 
rule fairly steady for Ceylons and In
dians. Nothing of note has developed 
during the past week and quotations are 
unchanged. Japans, especially seconds, 
are easy and lower prices than at first 
anticipated will be manifest.
Ceylons and Indians—

Pekoe Souchongs ..............................$0 40 $0 54
Pekoes .............................................. 0 52 0 68
Broken Pekoes ............................. 0 T>6 0 64
Broken Orange Pekoes ...... 8 58 8 66

Javas—
Broken Orange Pekoes .............. 8 58 0 65
Broken Pekoes............. ................................ 8 60

Japans and Chinas—
Early pickings, Japans ........... 0 90 1 00

Do., seconds ................................. 0 55 0 68
Hyson thirds ................................. 0 45 0 68

Do., pta.......................................... 0 58 0 67
Do., sifted ................................... 0 67 0 72

Above prices give range of quotations to the 
retail trade.

New Almonds to be Lower
Toronto. ---------

NUTS. —Opening prices on Tarragona 
almonds and filberts in the shell are 
quoted materially lower than last year. 
Definite prices have not as yet been 
named on account of the fluctuation in 
the exchange. Walnuts are expected to 
compare favorably with last year. New 
crop shelled almonds, walnuts and fil-
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berts are quoted 5 to 6 cents per pound 
higher than last year’s prices. Spanish 
peanuts continue to rule easy at 21 cents 
per pound.
Almonds, Tarragona», lb............. 6 81 • S3
Walnuts, Cal., bags, 100 lbe.......... 0 40 0 45
Walnuts, Bordeaux, lb................... 0 29 0 80
Walnut», Grenoble», lb................................ 0 84

Do., Marbot.............................................. 0 80
Filberts, tt>...................................................... 0 28
Paeans, lb........................................... 0 30 0 32
Coooanuta, Jamaica, sack ....................... 10 00
Cocoanut, unsweetened, lb........................ 0 35

Do., sweetened, lb.................................... 0 42
Do., shred ................................................ 0 30

Peanuts, Spanish, 4b.................................... 0 26 M,
Brasil nuts, large, lb..................... 0 82 0 88
Mixed nuts, bags 60 lbs. ...................... 0 82
Shelled—

Almonds, lb...................................  0 60 0 65
Filberts, lb.................................................. 0 38
Walnuts, Bordeaux, lb................. 0 63 0 65

Peanuts, Spanish, lb.................................. 0 21
Do., Chinese, 30-32 to oi........................ 0 17

Brasil nuts, lb.............................................. 1 00
Pecans, lb....................................................... 1 15

Spot Coffees Unchanged
COFFEES. — The condition in the 

primary markets for coffees is weak 
with lower quotations on futures. These 
lower prices will not affect this mar
ket until about the end of October, when 
the lower priced coffees will reach this 
market.
Java, Private Estate .................  0 61 0 58
Java, Old Government, lb............................ ....
Bogota», lb......................................... 0 49 0 50
Guatemala, lb..................................... 0 48 0 52
Mexican, lb...................................................... 0 56
Maracaibo, lb...................................... 0 47 0 48
Jamaica, lb....................  0 45 0 46
Blue Mountain Jamaice ........................... 0 53
Mocha, lb............. .............................. 0 65
Rio, lb. .............................................. 0 35 0 37
Santo ............................................................. 0 42

New Rice Opened Lower
RICE. — The new crop Honduras and 

fancy Blue Rose Texas rice opened up 
at fully three cents per pound under last 
year’s opening quotation. The first car 
of Domino brand rice (Honduras) has 
arrivud in Toronto, this rice is packed in 
one pound packages, and quoted at 18 
cents per package. Jack Frost (Blue 
Rose) is another brand that has arrived 
and quoted at 16% cents per one pound 
package. The rice market is fairly 
steady with unchanged prices on spot 
stocks.
Honduraa, fancy, per 160 lbe..................................
Mue Rose, lb.................................... 0 20 0 20%
Slam, fancy, per 100 H>«............................................
Siam, second, per 100 lbs........................ 15 00

Do., broken. 100 lbe..............................'. 11 00
Jspans, fancy, per 100 lbe......................... 0 18%
Fancy Patna .............................................. 17 00
Chinese, XX., per 100 lbs....................... ....

Do., Simlu ............................................... ....
Do.. Mujin. No. 1 ................................................

Tapioca, pearl, per lb................... 0 11 0 12
White Sago ...................................... 0 11 0 12

Sweet Rotates Arrive
VEGETABLES. — The first car of 

is quoted at $4.00 per hamper. Yellow 
onions are down.to $3.25 per 100 pound 
sack. Spanish onions have been reduced 

• to $5.76 per large crate. Potatoes are 
arriving freely and quotations are as 
low as $1.65 per bag. Beets and carrots 
are now selling at $1.25 per bag of 75 
pounds, turnips at $1.00 per bag. Other 
vegetables are in abundance and prices 
are maintained.
Lettuce. Can., head. 2 to 8 dos.

ease .................................... ....... 1 00 1 60
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Do., leaf, doa. ...................... ,... 0 SO 0 40
Cabbage, Can., per dos...............  0 60 0 76
Green Onion», dos. bunches ..... 0 80 0 40
Parsley, domestic, per 11-qt. bask..... 1 00
Cucumbers, per 11-qt. basket ... 0 40 0 60
Carrots, per 75-lb. bag..................... 1 25
Beets, per 75-lb. bag .................. ». .. 1 25
Turnips, per 75-tt>. bag ................................ 1 00
Wax Beans, home grown, hskt... 0 40 0 60
Onions. 100-lb. sack ...................................... 3 25

Do., Spanish, large crate............... 5 75
D., small crate ............................................ 3 25

Tomatoes, Ontario, 11-qt. bskt........ 0 60
Green Peppers, hot, 11-qt. basket .... 0 50

Do., sweet, 11-qt. basket............... 0 66
Vegetable Marrow, dos........................ 0 50
Celery ................................................................ 1 00
Egg plant, 11-qt. bskt. .............................. 1 00
Potatoes, per bag ........................ 1 65 1 86
Com, per dos..................................... 0 12 0 15
Sweet Potatoes, hampers ........................ 4 00

Peaches Moving Freely
Torente. ■ ■

FRUIT. — Peaches are arriving in 
large quantities, and are moving freely. 
Elbertas will begin about the latter part 
of next week. Crawfords are selling at 
85c to $1.15 per large basket. Plums 
are in heavy receipt, and prices are low, 
60 to 85 cents per large basket. The 
first lot of Moore’s early grapes have 
arrived at $1.25 per 11 quart basket, 
and 50 to 60 cents for 6 quart basket. 
Oranges are holding firm and likely to 
remain so for the balance of the sea
son. Duchess and Alexander apples are 
selling at $4.00 to $6.00 per barrel, o
Oranges, Valencias-^

126s   81 00
156s........................................................................ 9 00
176s,‘ 200», 216s, 250s................................... 10 00

Bananas, Port Limons ................................ 0 12
lemons, Cal., 210s .......................................... 5 OO

Do.. Messinas, 300s....................................... 5 50
Grapefruit, Cal., 80s, 90s ....... 4 2.5 4 50
Cantaloupes. Canadian, basket... 0 .50 0 75
Blueberries, basket ............................ 3 00 3 50
Pears, Bartlett, box .......................................... 5 75

Do.. Canadian Bartlett, bskt... 0 75 0 85

California Tokay ............................ 5 25 5 50
Moore’s Early, 11-qt. basket.................. 1 25

Do., ti-qt. basket............... 0 50 0 65
Apples. Duchess, box....................................... 1 50

Do., per barrel ................................. 4 00 6 00
Plums, 6-qt. basket ...................... 0 30 0 50

Do., 11-qt. basket ...................... 0 50 0 75
Peaches. 6-qt. basket.............. 0 40 0 50

Do.. 11-qt. basket ............................ 1 00 1 15

Flour Advances 25 Cents
Tarant».

FLOUR. — First and second patent 
flour has advanced 25 cents per barrel. 
This advance is due to the increased 
freight rates which went into effect last 
Monday morning.
Flour—

Old Crop Government Standard,
in jute bags, per barrel.......................... 14 26

Patent Firsts, in jute bags, per
barrel ................................................................... 14 00

Do., Seconds, in jute bags,
per barrel .............. ............................... 13 50

Millfeeds Are Higher
Toronto.

MILL FEEDS. — Coinciding with the 
increased freight rates, bran and shorts 
have advanced $2.50 per ton, bringing 
the price on shorts to $59.75, and bran 
$54.75 per ton. Mill feeds are still scarce 
and will remain so until the new wheat 
arrives freely.
MILLFEEDS—

Shorts, per ton ............................................ 59 75
Bran, per ton ................................................ 54 75

Some Lines Reduced
Toronto. ■ ■ —

MISCELLANEOUS. — Bovril Cordial, 
large size, has been reduced to $12.00 
per dozen. Barrington Hall coffee has 
been reduced, standard outing tins, 51 
cents; medium jars, 51 cents; hotel tins, 
$3.75 each. Shirriff’s marmalade is 
quoted lower, as follows; 7% ounce jars 
$2.35 per dozen; 10 ounce jars, $2.95; 
12 ounce jars, $3.55; 16 ounce, $4.35; 
32 ounce, $5.80; 2 pound jars, $7.90; 4 
pound tins, $13.20; 7 pound tins, $22.80.

Lamp Burners Higher
Torente. ■ ■

LAMP BURNERS. — Lamp burners 
have advanced, now quoted as follows: 
size A, $1.65 per dozen; size B, $1.85 
per dozen.

WINNIPEG MARKETS

WINNIPEG, Sept. 17—The feature this week was the 
advance in freight rates of 35 per cent., which went into 
effect on Monday, Sept. 13, 1920. This will tend to 

cause an increase in the price of grocery commodities. It has 
been figured out that the extra cost on canned goods to the 
retailer will be 15 to 21 cents per case higher. The sugar 
market is weak and every indication points to a decline at any 
moment. Rice is being offered by the local jobbers at lower 
prices than the millers’ present prices. Matches advanced 
during the week. All other grocery commodities remain the 
same as last reported.

Sugar Market Weak
Winnipeg. ■ —-

SUGAR.—Sugar sales are improving 
and are getting back to normal sales, due 
largely to the large quantities of fresh 
fruit being put down by the householder. 
The sugar market is very weak and a 
further decline is looked forward to at 
an early date.
Redpath. granulated. 100-lb. bag .... 21 30 
St. Lawrence, gran., 100-lb. bag .... 21 30 
Atlantic, granulated, 100-lb. bag.............. 21 30

Dominion, granulated. 100-lb. bag.............. 21 30
Acadia, granulated, 100-lb. bag.............. 21 30
Yellow Sugar, No. 2, 100-lb. hag .... 20 80
Powdered Sugar, 50-lb. boxes,

per cwt................................................................. 21 85
Icing Sugar, 50-lb. boxes, per cwt.............. 21 95
Lump Sugar, soft, 100-lb. boxes.............. 22 25

Do., hard. 100-lb. boxes, per box .... 22 45
Cubes, 100-lb. boxes, per box..................... 21 96

Canned Tomatoes Short Pack
Winnipeg. ■ ■ ----

CANNED GOODS.—A special feature 
in the past week has been reports from 
the Ontario canning districts stating
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that tomatoes will not be as large a pack 
as anticipated owing to the late bos- 
soms not setting. The pack is now esti
mated not over 60 per cent. Tomatoes 
is one of the lines which the canners ex
pect to reduce their overhead expenses 
on, but with the short pack will no doubt 
mean higher prices on canned com and 
other vegetables as well as the late 
fruits. Opening prices have been named 
by the eastern manufacturers on nèw 
pack golden wax and refugee beans. 
They are quoted àt 17% cents higher 
than last year’s opening prices.

C ANN BID FISH
Shrimp», la, 4 doi. case, dot.................*7» 2 76
Finnan Haddie. la, 4 dot. cate,. 9 36 12 00

Do.. %e, 8 dot. eaae, ease......... 10 80 IS 00
Herring (Can.), la. 4 dot. eaae, ea 7 26 9 00

Do., imported. Via, 100 dot. eaae SO 00 32 60
Lobsters. Vi». 8 dot. case, dot............... 3 35

Do., %s, 4 dot. eaae, dot.................... 6 00
Oyater, la, 4 os., 4 dot. eaae, ca............. 8 80

Do., 2a, 8 or., 2 dot. eaae, eaae .... 7 60
PUeharda, la, tall. 4 dot. ease, ease .... 7 60

Do., Via. flat, 8 dot. eaae, eaae .... 10 00
Salmon— per case

Sock eye, 1b, tall, 4 doz. case. . 21 76
Do.. %s, flat, 8 doz. in case. . 23 50

Red Spring, Is, tall, 4 doz. case . . 15 76
Do.. %», flat. 8 doz. case............... 17 76

Cotioe, la. tall. 4 doz. case................. 14 50
Do., %», «at. 8 doz. case............. 16 60

Pink, la. tall, 4\ do*, eaae................... 10 40
Do.. %», flat 8 doz. case............... 12 26

Humpback, Is, tall. 4 doz. eaae ... 3 60
CANNED FRUIT (Canadian)

Applee, 6 tins in case, per case. .
Slueberriee, 2s, 2 doz. case...........
«Cherries, Is, 4 doe. case ...............

Per case
3 40 3 86

9 00
11 M

'Gooseberries, 2s, 2 doz. ease ... 9 M
Lawtonberriee, 2s, 2 do*, case... « M
Pea**. 2s. 2 do*, eaae ............... 8 M
Pears, 2s, 2 do*, case .................... 6 50 8 80
Fhims. Green Gage, 2s, 2 do*, case 6 16

iLigbt Syrup—
Plums, Lombard, 2a, 2 do*, case 
Raspberries, 2s, 2 doz. case...

6 75
* 59 9 60

Strawberries, 2a, 2 do*, ease.... — 10 60
CANNED FRUITS (American) 

Aprfoots, Is, 4 doz. case .......................... 13 00
Peach*. 2V4». 2 dot. case............. 16 20
Peaches, alhoed. la. 4 do*, cate.. 14 00

il>>., halved, la, 4 do*, eaae.... 18 86
Do., 2e, 2 do*, case .................... 3 60

Pears, Is, 4 doz. case ....................
Pineapple, sliced, 2s, 2 doz. case.

16 00

CANNED VEGETABLES
Per eaae

Asparagus Tips, la, tins, 4 dot
eaae. per dot. .......................................... 2 76

Beans, Golden Wax, 2s, 2 dot. case .... 4 75
Beam. Refugee, 2a. 2 dot. eaae............... 4M
Corn, 2a, 2 dot. eaae............................ 4 20
Pea», Standard, 2a, 2 dot. eaae. 4 10
Peas, Early June, 2a, 2 dot. eaae .... 4 70
Sweet Potatoes, 2Via. 2 dot. eaae .... 4 40
Pumpkin, 2Via, 2 dot. eaae............. 8 00
Sauer Kraut. 2 Vi». 2 dot. eaae...... 4 *0
Spaghetti, 2Vi». 2 dot. eaae............. 8 40
Toenatoee. 2 Via, 2 doe. eaae...........  4 20 4 60
Spina eh. 2 Via. 2 dot case........................... 5 70

Matches Advance
Winnipeg. ---------

MATCHES.—Eddy's matches have ad
vanced during the week, some varieties 
advancing 16 cents to 40 cents per case.

Jam Sales Heavy
Winnipeg. ——

JAMS.—Jam sales arc reported heavy. 
The merchant and general public are 
realizing that the popular lines such as 
strawberry and raspberry having been 
packed, while sugar was at the high 
prices, there will be no possibility of 
lower prices. In fact other lines of jams 
cannot be sold at any lower prices than 
are being quoted to-day.

Rice May Be Higher
Winnipeg. ----------

RICE.—The present prices quoted on 
rice by the local jobbers are lower than 
to-day’s prices at the mills. Apparently 
this is being noticed by the country 
merchants who are taking advantage and 
are laying in good supplies of rice at 
these prices. No doubt freight rates will 
affect this commodity.
RICE—

No. 1 Japan, 100-lb. sacks, lb............. 0 14%
Do., 50-lb. sacks, lb............................... 0 14%

Siam, Elephant, 100-lb. bags............... 0 11%.
Do., 50-lb. bags, lb................................... 0 11%

Sago, sack lots, 130 to 150 lbs.,
per lb............................................................ 0 09%

Do., in less quantities, lb..................... 0 10
Tapioca, pearl, per lb................................... 0 09%

Nuts Unchanged
Winnipeg. ---------

NUTS.—There is no change in the nut 
market since last week. Shelled almonds 
are in a strong position and higher 
prices are not unlikely. Quotations on 
spot stocks are unchanged.
NUTS, Shelled—

Almonds, per lb............................. • 68 0 66
Spanish Peanuts, No. 1, per lb.............. 0 84%
Pecans, per lb................................................ 1 16
Walnuts, per lb............................... 0 64 0 66

Nuts in shell—
Peanut», roasted, Jumbo, per lb.............. 0 86
Almonds, per lb............................................ 0 86
Filberts, per lb.............................................. 0 60
Walnuts, per lb. ........................... 0 25 0 86
Pecans, per lb................................................ 0 82

Fresh Fruits Steady
Winnipeg. ■■

FRUITS.—Fresh fruits are arriving 
freely and quotations are firmly main
tained. Oranges and bananas continue 
scarce at the higher prices quoted last 
week.
FRUITS—

Lemons. Cal., per eaae ............. 6 00 7 M
Bananas, per lb.......................................... 0 14
Peaches ........................................................... 3 00
Plums, per case .......................................... 3 50

Cantaloupe, Stand., per case.................... 5 00
Do., Flats, 12s to 15s, per case .... 3 00

Cocoanuts, per doz.................................... 1 76
Dates, 36 pkgs. to case.......................... 7 25
Figs, per case      .................... .... 4 00

Do., 10-lb. boxes..................................... 3 60
Oranges—

200s and smaller ................................... 12 00
176s............................................................... 11 00
150s ..............................  10 00
126s............................................................... 9 00

New Apples, per box............................... 4 00
Pears, per case .......................................... 6 00
Raspberries, per case............................... 7 50

Potatoes $1.65 Per Bushel
Winnipeg. ............

VEGETABLES.—There are abundant 
supplies of vegetables on the market and 
prices are low. Potatoes are quoted at 
$1.65 per bushel. Beets and turnips are 
selling at 2 cents per pound. Other 
varieties are as follows:

VEGETABLES
Carrots, new, per H>..................................... 0 03
Beets, new, per lb........................................... 0 02
Turnips, new, per lb......................................... 0 02
Leaf Lettuce, per dot..................................... 0 40
Radish, per dot................................................. 0 60
Green Onions, per dot........................ 0 80
Cucumbers (hothouse), per dot................. 2 25
Cabbage (new), per lb................................... 0 02
New Potatoes, per bushels.......................... 1 66
Onions (Cal. Bermuda sack), per

sack............. ;....................................... 3 50 I 00
Peas, per lb....................................................... 0 16
Cauliflower, per dot................... ..................... l 60
Cauliflower, per dot......................................... 1 60
Celery (B.C.). per do*. .................. 0 11 0 12
Rhubarb, per lb................................................ 0 06%
Tomatoes, per basket........................ 1 25 1 60
Head Lettuce, per dot................................... 1 75

VANCOUVER
Vancouver, B. C., Sept. 16.—Rolled 

oats are weak and a decline is expected. 
Crisco has dropped from 36 to 32% 
cents per pound. Rogers golden syrup 
has been reduced 86 cents per case. 
Pork is expected higher. Fresh eggs 
are selling at 77 cents. Butter 64 
cents. Beef steer, $20.00 and cow,- 
$15.00 to $18.00. Lamb 28 cents per 
pound. Mutton 25 cents and veal 23 
cents. Smoked hams are 50 cents 
pound and bacon 54 cents. Onions are 
quoted at $2.25 per sack. Sweet pota
toes, $12.00. Gravenstein apples, 
$4.00. Jonathans, $4.50. Duchess, 
$2.50; grapefruit $6.00 per case; lemons 
$5.50 per- case; oranges, $9.00 per case; 
peaches, $2.50; local pears, $2.75.

Has People Looking
For Mutilated Coins

A grocer in a Western town took 
three new silver coins—a ten-cent 
piece, a quarter and a half-dollar— 
and stamped his initials on each 
one. He then put these in circula
tion through separate channels. 
After a week he took liberal space 
in the daily papers and advertised 
to give ten dollars in gold for the 
return of each one of the coins. The 
consequence was that he had everv- 
U>dy for miles around examining 
their money. He claimed that every 
time a man, woman or child in his 
territory came into possession of coins 
of this denomination they at once 
looked for his initials, and while do
ing so unconsciously thought of the 
store. The rather strange part of it 
is that although this offer has been 
made for nearly a year, not one of 
the coins has been returned.

Advantage in Using
Dark Show Cards

Showcards and tickets must be 
clean and orderly if the force of them 
is to lie felt. Rut the expense of buy
ing clean cards is no trifle. The 
following plan, used by a Western 
Ontario grocer, especially during the 
summer season, not alone always in
sure clean tickets and cards, but save 
money as well :—

Instead of the usual white cards, 
which easily become soiled and fly- 
specked. a dark card with white let^ 
ters was used, thus a better ticket 
and one which will last almost in
definitely. The black board lasts 
much longer and can lie used on 
'both sides, due to the fact it is not 
glazed on one side only like the 
usual white cardboard.
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i New Brunswick Markets
FROM ST. JOHN, BY WIRE.

St. John, Sept. 15.—Few changes 
have taken place in the local market. 
Dealers are busy adjusting prices to the 
new freight rates. A slight drop is ex
pected in Ontario flour. American pork 
is higher at from 48 to 50 cents per 
pound. Fresh eggs are becoming scar
cer, but prices are holding about the 
same. Large quantities of potatoes 
are being received. Lemons are easier 
at from $6.50 to $7.00. Bananas have 
advanced a fraction, 12 to 13 cents. 
Plums, Ontario, are from 90 cents to $1. 
Peaches, $1.50, $1.75 and pears the same.
Flour, No. 1 patents, bbls., Mnn.............. 16 40
Cornmeal, gran., bags .............   6 TB
Cornmeal, ordinary .......................................... 4 50
Rolled oats .......................................................... 12 75
Rice, Siam, per 100 lbs....................... 14 25 14 50
Tapioca, 100 lbs..................................... 16 00 17 00
Molasses ..................................................  1 60
Sugar— ‘

Standard, granulated ................................ 22 10
No. 1 yellow ................................................... 21 60

Cheese. N.B.................................................. 0 30 0 31
Eggs, fresh, doz..................................... 0 72 0 75

Do., case ................................................. 0V 68 0 69
Urd. pure, lb........................................... 0 28% 0 28%

Do., compound ................................ 0 24V4 0 24%
American clear pork ..................... 48 50 51 50
Tomatoes, 2%s, standard, case................ 4 35
Beef, corned. Is ................................ 4 00 4 20
Breakfast bacon ................................... 0 43 0 46
Butter, creamery, per lb................... 0 60 0 65

Do., dairy, per lb................................... 0 55 0 60
Do., tub ...........................................  0 50 0 55

Peaches, 2s. standard, case............ 7 45 7 50
Com, 2s, standard, case .............................. 3 95
Peas, standard, case .........   4 00
Apples, gal., N.B., do*..................... 5 00
Strawberries, 2s. Ont. case..................... ....
Salmon, Red Spring, flats, cases .... 22 50

Do., Pinks ..................................................... ....
Do., Cohoes ..................................... 16 00 IB 60
Do.. Chums ..................................................... 7 60

Evaporated Apples, per lb.............. 0 21 0 21%
Do., Peaches, per lb....................... 0 27% 0 28

Potatoes, Natives, per barrel.... .... 4 50
I-emons, Cal., case ............................ 6 50 7 00
Grapefruit, Cal., case . . ........................ 8 00
Bananas, per lb..................................... 0 12 0 13
Oranges, case ........................................ 9 00 12 00
Plums, Ont. ... 0 90 1 00
Peaches, Ont.............................................. 1 50 1 75
Pears .......................................................... 1 50 1 75

!

Alberta Markets
FROM CALGARY, BY WIRE.

Calgary, Alta., Sept. 14.—Flour has 
advanced thirty cents per barrel. 
Matches are from fifteen to thirty-five 
cents a case higher. Creamery butter 
is up three cents per pound. Rolled oats 
are down seventy cents. Roger syrup 
is down thirty-five cents case. B. C.

sugar is down sixty-five cents a hun
dred. One line corn flakes has dropped 
from $4.40 to $4.25. Table salt in car
tons has advanced seventy cents a case. 
Potatoes are forty dollars a ton. Lard 
is $17.40 and firm. Storage eggs are 
from $18.50 to $19. Shortening is a 
cent and a half lower. New pack 
Hawaiian sliced pineapples, two and 
halves, are $11.80. Twos are $9.60; 
Grated twos are $8.90 a case, the best 
grades.
Flour, Government Standard, 96s,

per barrel ........................................................ 13 35
Flour Patents, 96s, per barrel................... 13 60
Flour, 96s, per bbl............................................ 14 60
Beans. B.C................................................. 8 00 8 50
Rolled oats, 80s ................................................. 4 60
Rice, Siam ..............................................  12 60 15 00
Japan, No. I ........................................ 14 50 15 50
Tapioca, lb............................................ 0 09 0 11 %
Sago, lb.................................................. 0 09 0 11
Sugar, pure cane, granulated, cwt.............. 21 97
Cheese No. 1, Ont., large.............. 0 32% 0 34
Alberta cheese, twins ................................... 0 29

Do., large ........................................................ 0 31
Butter, creamery, lb........................................... 0 63

Do., dairy, lb................................... 0. 45 0 50
i^ard, pure, 3s ..................................... 17 10 17 40
Eggs, new laid, local case........ 19 00 20 00

Do., storage, case .......................... 18 50 19 00
Tomatoes. 21 %s, standard, case .. 4 60 4 75
Wax and Green Beans, 2s, case. . 4 60 4 85
Corn, 2s. case ....................................... 4 25 4 60
Peas, 2s, standard, case............... 4 50 4 75
New early June pens, case.......................... 4 50
Strawberries, 2s. Ontario, case... 9 75 10 40
Raspberries, 2s. Ontario, case... 10 60 11 70
Gooseberries, 2s .............................................. 11 30
Cherries, 2s, red. pitted ................... 9 00 9 50
Apples, evaporated, 60s ................ 0 19 0 21

Do.. 25s, lb...................................... 0 23% 0 24%
Peaches, evaporated, lb.................. 0 25 0 28

Do., canned. 2s............................................... 8 50
Prunes. 90-100s   0 17

Do.. 70-80s   0 18%
Potatoes, local, ton ........................................ 40 00

Nova Scotia Markets
FROM HALIFAX BY WIRE

Halifax, N. S., Sept. 15.—Some deal
ers are expecting a drop in flour prices 
next week, but it is stated that the new- 
wheat cannot be used to make good 
Hour until December and as the new 
freight rates have caused flour to ad
vance 35 cents per barrel, there is little 
hope that flour will be cheaper for some 
time.

Brokers here are selling sugar below 
the price of refiners. It is believed the 
refiners will work down to brokers' 
prices, and it is believed a drop will be 
announced by the end of the week. 
Shipments of native Gravenstein apples 
started to arrive this week, number ones 
selling at $6.

Cornmeal is $5, rolled oats, $6.25,

molasses, $1.55, sugar standard granu
lated, $22.10; No. 1 yellow, $19.50; 
cheese, 31-32; eggs, 70; lard compound, 
24-25 V2; American clear pork, $46; 
breakfast bacon, 52; butter, creamery 
prints, 66-67; solids, 62-63; dairy prints, 
55-56; tubs, $52-53; raspberries, $5.40; 
peas, $2.05; potatoes, 90 lb. bag, $2.50; 
hams, 9-12, 46; 12-18, 46; 18-25, 44; 
native cabbage, bbl., $2.50.
Cornmeal, bags ...,........................................ 5 00
Rolled oats, per bag .......................  6 25
Rice, Siam, per 100 lbs................................... 15 50
Tapioca. 100 lbs................................................... 17 00
Molasses (extra fancy Barbadoesl .... 1 55
Sugar, standard, granulated..................... 22 10

Do., No. 1, yellow ....................................... 19 50
Cheose, Ont., twins .......................... 0 31 0 32
Eggs, fresh, doz................................................... 0 70
Lard, compound ................................ 0 24 0 25%
Lard, pure, lb........................................................ 0 29
American clear pork, per bbl......... .... 46 00
Tomatoes. 2%s, standard, doz.................. 2 20
Breakfast bacon ................................................. C 52
Hams, aver. 9-12 lbs. ................................. 0 43

Do., aver. 12-18 lbs....................................... 0 43
Do., aver. 18-25 lbs....................................... 0 41

Roll bacon............................................................... 0 35
Butter, creamery, per lb................. 0 66 0 67

Do., creamery solids ....................... 0 61 0 62
Do., dairy, per lb.............................. 0 55 0 56
Do., tubs ............................................... 0 52 0 53

Raspberies, 2s. Ont., doz................................ 5 40
Peaches, 2s, standard, doz............................ 4 50
Corn, 2s, standard, doz................................... 2 00
Peas, standard, doz............................................ 2 05
Apples, gal., N.S., doz....................................... 5 25
Strawberries, 2s, Ont., doz.............................. 5 10
Salmon. Red Spring, flat», cases.............. ..

Do., Pinks ........................................................ 10 50
Do., Cohoes ..................................................... 15 00
Do., Chums ...................................................... 8 00

Evaporated Apples, per lb.............................. 0 21
Dried Peaches, per hb.................................. 0 29
Potatoes, Natives, per 90-lb. bag................ 2 50

Balance of Valencia
Orange Crop Lighter

Only 1.7911 Cars Will be Shipped After 
Sept. 1, According to Fruit 

Growers" Estimate

The California Fruit Growers’ Ex
change estimate the balance of the 
Valencia orange crop to be shipped, after 
Sept. 1, 1920, at 1,790 cars of Valencias, 
containing 462 boxes each as compared 
with about 5,700 cars during the same 
shipping period last year. Lemon ship
ments will be much heavier from this 
time on than they were last year. The 
exchange percentage of the balance of 
the crop of both oranges and lemons is 
about 90 per cent., so that 10 per cent, 
added to the above figures should give 
accurate shipments of the citrus fruit 
crop after Sept. 1st this year.



September 17, 1920

Fish MarketsProduce, Provision and
QUEBEC MARKETS

MONTREAL, Sapt. 17.—The feature of the produce mar
ket this week is the sharp advance in the price of eggs. 
Strictly new laid eggs are selling at seventy-five cents. 

There seems to be an improvement in the number of beef 
cattle reaching the packers. Western hogs are dearer. There 
is no change in the price of butter or cheese. Lard and short
ening remain firm. Doree and whitefish are scarce but there is 
a good supply of pike, trout and a better supply of Cohoe 
salmon.

Improvement in Fresh Meats
Montreal. ---------

FRESH MEATS.—There is no change 
in the condition of the fresh meat mar
ket this week. Supplies of beef cattle 
are coming more freely during the last 
few days but no change in price is noted. 
Fresh hogs are also scarce and Western 
prices have advanced a cent and a frac
tion a pound. It is expected, however, 
that the condition of the market will 
change shortly and a freer supply of 
cattle and hogs will be offered on the 
market.

FRESH MEATS
Hogi, live (selects) .................... 0 19V4 0 20
Hoei dreeeed—

Abattoir killed, 66-90 lba........... 0 SO 0 SI
Freeh Pork—

Lees of pork (foot on) ........................ 0 36
Lolne (trimmed) ...................................... 0 42
Bone trimmings ....................................... 0 S3
Trimmed shoulders ...................... 0 28 0 32
Untrhnmed ..............  0 27

Pork sausage (pure! ................................... 0 26
Planner Sausage ............................................. 0 20

Spring lamb, carcass ...................... 0 26 0 SI
Fresh sheep, carcass ......... .. 0 18 0 21
Freeh Beef—

(Cows) (Steers)
80 20 $0 31 ..Hind quarters.. «0 28 $0 36
0 10 0 15 . . Front quarters. . 0 14 0 19
0 30 0 42 0 36 0 46
0 20 0 30 ......... Ribs ......... 0 30 0 38
0 12 0 16 .... Chucks ----- 0 14 0 20
0 30 0 34 ......... Hips ......... 0 32 0 36

Calves (as to grade) ...................... 0 15 0 26

Cooked Meats Strong
Montreal. ---------

COOKED MEAT. — The demand for 
cooked meats continues very good with 
no change in price. Quotations at the 
present time are very firm.
Jellied pork tongues ............  .... 0 49
Jellied pressed beef, lb................................. 0 35
Ham and tongue, lb.................................... 0 42
Veal ...................................................................... 0 30
Hams, cooked ..................................... 0 63 0 67
Shoulders, roast .............................................. 0 50
Shoulders, boiled ............................... 0 43
Pork plea (doz.) .............................................. 0 80
Mince meat, lb..................................... 0 19 0 20
Sausage, pure pork .................................. 0 25
Bologna, U>.......................................................... 0 18
Ox tongue, tins .......................... •.............. 0 66

Bacon Market Strong
Montreal. ---------

BACON.—Market for bacon is stead
ily improving. The outlook for export 
has been much brighter since the con
trol on importation and prices in Great 
Britain has been withdrawn. On the 
other hand packers seem to be little in
terested in the export market at the pre
sent time on account of the lowering 
of the sterling exchange. The prices

here continue very strong. There is 
no change, however, in quotations this 
week.
BACON—

Breakfast, best ............................ 0 37 0 46
Smoked Breakfast ........................ 0 28 0 44
Cottage Rolls ........................................... 0 40
Picnic Hams.................................................. 0 80
Wiltshire .......................................... 0 36 0 44

MEDIUM SMOKED HAMS —
Weight, 8-14, long cut.......................... 0 40

Do.. 14-20 ................................................ 0 40
Do., 20-25 .................................................. 0 36
Do., 25-35 ................................................ 0 32
Over 35 Ibe................................................ 0 30

Barrelled Meats Unchanged
Montreal. ---------

BARREL MEATS—The market for 
barrel meats remains very quiet with a 
small demand. There is no change in 
price.

BARRELLED MEATS
Barrel Pork—

Canadian short cut (bbl.), 80-40
pieces ...................................................... 54 00

Clear fat backs (bbl.), 40-60
pieces ..................................................... 62 00

Heavy mess pork (bbl.).......................... 46 00
Plate Beef........................................................... 28 00
Mess Beef........................................................... 25 00

Eggs Are 75 Cents
Montreal. ---------

EGGS.—Higher prices are quoted this 
week on new laid eggs. A shortage still 
exists but not as severely as it has been. 
The supply of eggs reaching the market 
is reported to be sufficient to meet im
mediate demands but the cold storage 
supplies are not being replenished. Se
lects are selling at fi8 cents, No. 1 at 
60 cents and the strictly new laid at 
75 cents. This price list shows a wide 
margin in the quotations. There is little 
or no exportation of eggs at the present 
time.

Butter Quotations Firm
Montreal. ----------

BUTTER.—There is a slight improve
ment in the supply of butter on the 
market this week, but prices remain 
firm. The export business is handicap
ped by the weakening sterling exchange. 
It is expected, however, that there will 
be a marked improvement in the market 
before the winter months set in. Prices 
on dairy butter remain unchanged. 
BUTTER—

Creamery prints, qual.. new............... 0 61
Do., solid», quality, new................... 0 60

Dairy, in tubs, choice............................... 0 52
Dairy, prints .............................................. 0 53

Cheese Market Improved
Montreal. ---------

CHEESE. — There is no change in the 
prices on cheese this week, but a more 
healthy market appears. Receipts for 
the week in Montreal have greatly im
proved and a stronger market is looked 
for. The export trade is rather unset
tled due to the weakening of sterling ex ■ 
change. An improvement is expected, 
however, and the outlook from the Mont
real market is much improved.

New, large, per lb..................................... 0 28
Twins, per fcb................................................ 0 28
Triplets, per lb.............................................. 0 28
Stilton, per lb.............................................. 0 37
Fancy old cheese, per lb............. 0 34 0 85
Quebee ................................................ 0 28 0 29

Lard Market Holds Firm
Montreal. ---------

LARD. — There is no change in the 
lard market this week. The market has 
been rather weak lately, but prices re
main unchanged. The market is in a 
more normal condition than it has been 
during the last few weeks, and quota
tions are again very firm. There is a 
much freer movement of supplies which 
results in a stronger price basis.
LARD—

Tierce,. 360 lbs........................................  0 26 Vi
Tube. 60 Ibe...................................  0 V
Pall». 20 Ibe................................................... 0 2714
Brick» ............................................................. 0 29

Margarine Unchanged
Montrent. —

MARGARINE. — No change in the 
quotations for margarine is noted this 
week. The market continues quiet and 
sales are limited.
MARGARINE—

Prints, according to quality, lb. 0 85 0 40
Tube, according to quality, lb. 0 31 0 34

Shortening Prices Steady
Montreal. ——

SHORTENING. — The shortening 
market has been rather weak lately, but 
no change in price has occurred since 
the decline of a few weeks ago. Market 
quotations continue steady. 
SHORTENING—

Tierces, 400 lbs., per ?b............................. 0 25%
Tube. 50 lba.. per lb................................. 0 26%
Pails, 20 lbs., per lb................................. 0 26
Bricks, 1 lb., per lb................................... 0 27

White Fish Scarce
Montresl. ■■ ■— ■

FRESH FISH. — Trout and pike are 
in fairly good supply among the lake 
fish, but doree and white fish are scarce. 
A good supply of fresh halibut is arriv
ing on the market from time to time 
from the Pacific coast, and fresh dressed 
Cohoe salmon is again offered in very 
fair supply. There are no price changes 
on the fish market this week. The fish 
merchants arc looking for a big business 
next week since there are three fish days 
during next weeje. Advantage can be 
taken of this in the sale of fish by the 
merchants throughout the country.

FRESH FISH
Haddock ............................................................. 0 08
Steak cod ........................ ..................... 0 10 0 11
Market cod ....................................................... 0 07
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Mackerel ............................................................. 0 16
Flounders .................   0 08
Prawns ................................................................ 0 50
Live Lobsters .................................................. 0 60
Skate .................................................................... 0 12
Shrimps ......................................   0 68
Salmon, Cohoes .............................................. 0 25
Shad .................................................................... 0 18
Gaspé salmon ........................ ,....................... 0 40
Halibust............................................................... 0 25 .
Gaspereaux, each ............................................ 0 05
Whiteflsh............................................................. 0 20
Lake trout ......................................................... 0 23
Brook trout ....................................................... • 60
Pike (dreesed) ................................................. 0 15
Percfc .................................................................. 0 13
Fresh eels, per lb............................................. 0 13
Fresh herrings, each ........................ 0 03 0 05
Doree .................................................................... 0 27

FROZEN FISH
Halibut, large and chicken......... 0 17 0 18
Halibut, Western, medium........................ 0 23
Haddock .................................................. 0 07 0 08
Mackerel ................................................ 0 16 6 16
Smelts, No. 1. per lb...................... Q 17 0 18
Smelts, extra large........................................ 0 25

ONTARIO

CANADIAN GROCER

Smelts (small) ................................... 6 00 • !•
Pike, headless and dressed ........................ 0 13
Market Cod ............................................ • 06 t 00^
Whiteflsh, small ............................. 0 12 0 13
Sea Herrings ........................................ 0 06 0 07
Steak Cod ................................................. 8 08% 0 09
Salmon, Cohoes, round .............................. 0 23
Salmon, Qualla, hd. and dd.......................... 0 12
Whiteflsh ................................................. 0 16 6 16
Lake Trout ............................................ 0 19 0 20
Lake Herrings ........................................ 0 06 0 07
B.C. Red Salmon ...............................T .... 0 23

SALTED FISH
Codfish, large, bbls., 200 lbs.......................... 16 00
Sardines, half barrel ................................... 5 00
Salted Trout, half barrel........................... 12 00
Salted Salmon, barrel .............................. 27 60
Boneless cod (20), per lb. ........... 0 16 0 20

SMOKED
Finnan Haddies. 16-lb. box.......................... 0 '3
Fillets. 16-lb. box ........................................ 0 19
Smoked Herrings ........................................ 0 24
Kippers, new, per box................................... 2 16
Bloaters, new, per box................................. 2 00
Smoker Salmon .......................................  0 36

MARKETS

TORONTO, September 17—There are few changes in the 
produce and provision markets. The run of cattle at the 
stockyards has shown improvement during the week, 

both as to quality and quantity. Spring lamb and beef cuts 
are down one to two cents per pound. Barrel pork has ad
vanced one dollar per barrel. Eggs and cheese are steady. 
There is a big demand for higher grade butter which is 
reported scarce ; quotations are unchanged. Lard is holding 
firm, while shortening continues easy.

67

Spice beef, lb...................................................... 0 32
Above prices subject to daily fluctuations of the 

market.

Eggs Hold Firm
Toronto. —

EGGS.—The egg market is holding 
firm with extra selects at 65 to 66 cents 
and firsts at 61 to 62 cents per dozen. 
Receipts are fairly heavy but some deal
ers continue to buy in American eggs to 
meet the large demand at the present 
time.
EGGS—

Fresh, selects .................................. 0 65 0 66
Fresh .................................................. 0 61 0 62
Fresh selects in cartons............ 0 66 0 72

Prices shown are subject to daily fluctuations of 
the market.

Best Grade Butter Scarce
Toronto. —

BUTTER.—The butter market is 
steady with a good demand, especially 
for the higher grade which is reported 
scarce. Quotations for the best grade 
is 63 cents per pound. The second grade 
is quoted at 60 cents per pound at one 
cent advance over last week’s quotations. 
BUTTER—

Creamery, prints ......................... 0 60 0 63
Dairy prints, fresh, lb................... 0 53 0 58

Cheese Ruling Steady
Toronto. ---------

CHEESE. — The cheese market is

Spring Lamb Lower
FRESH MEATS.—Spring lamb has 

declined 2 cents per pound bringing the 
price down to 24 and 26 cents per pound. 
Yearling lamb is also quoted lower. 
Fresh beef cuts are quoted one cent 
per pound lower. Pork, mutton and 
calves are steady. The run of cattle 
at the stock yards has greatly improved 
both as to quality and quantity.

FRESH MEATS
Hogs—

Dressed. 78-100 lbs., per cwt.. . 26 00 28 00
Live, off cars, per cwt................  20 75 21 25
Live, fed and watered, per cwt. 20 50 21 00
Live, f.o.b., per cwt.....................   19 58 19 75

Fresh Pork—
Lens of pork, up to 18 lbe...................... 0 39
Loins of pork, lb........................................ 0 45
Fresh hams, lb.............................................. 0 40
Tenderloins, lb.............................................. 0 61
Spare ribs .................................................... 0 17
Picnics, lb....................................................... 0 28
New York shoulders, lb............................ 0 32%
Boston butts, lb............................................ 0 38
Montreal shoulders, lb............................... 0 33

Freeh Beef from Steers and Heifers -
Hind quarters, lb............................ 0 25 0 27
Front quarters, lb.......................... 0 15 0 17
Ribs, lb................................................. 0 28 0 34
Chucks, lb........................................... 0 14 0 16
Loins, whole, R>............................... 0 30 0 36
Hips, lb................................................ 0 22 0 25
Cow bçef quotations about 2c per pound below

above quotations.
Calves, lb.........................  0 26 0 80
Spring: lamb, lb................................ 0 24 0 26
Yearling, lamb, lb.......................... 0 19 0 23
Sheep, whole, lb............................ 0 10 0 15

is quoted at 46 cents and fancy trimmed 
at 53 to 60 cents.

BARREL PORK.—Mess pork, short 
cut backs and pickled rolls have ad
vanced $1.00 per barrel.
Hams—

Small. 6 to 12 lbs............................ 0 48% 0 60
Medium, 12 to 20 lbs..................... 0 47% 0 48%
Large, 20 to 35 lbs., each lb................. 0 43%
Heavy, 86 to 86 lba................................... 0 38%
Heavy, 36 lbs. and upwards.................. 0 36%

ruling steady 
tions. There 
twins reported 
Large cheese is 
per pound and
CHEESE—

Large, per pound
Stilton ..................

Twins, lc higher 
l%c higher than

with unchanged quota- 
is a large demand for 

at the present time, 
quoted at 29 to 30 cents 
twins one cent higher.

......................... 0 29 0 30
.......................... 0 S5 0 $6
than large cheese. Triplets 
large cheese.

Lard Prints Higher
Skinned, rib, lb............................... 0 52 0 54
Boneless, per lb................................ 0 60 0 64
Rolled................................................................ 0 67

Bacon—
Breakfast ordinary, per lb...........  0 46 0 48
Breakfast, fancy, per lb.0 49 0 53
Breakfast, special trim............................... 0 60
Roll, per lb.......................................  0 36 0 38
Wiltshire (smoked sides), lb................. 0 41
Wiltshire, three-quarter cut.................... 0 46
Wiltshire, middle ..................................... 0 47

Dry Salt Meats—
Long clear bacon, av.. 50-70 lbs............... 0 28

Do., av. 80-00 lbs....................................... 0 27
Clear bellies, lb-30 lbs.....................  0 30%
Fat backs, 19 to 12 lbs.............. 0 25
Out of pickle prices range about 2c per pound 

below corresponding cuts above.
Barrel Pork—

Mess pork. 200 lbs...................................... 39 00
Short cut backs, bbl. 200 lbs................ 55 00

Pickled rolls, bbl. 200 lbs.
Lightweight . .. *......................................... 67 00
Heavy ..............................................  61 00
Above prices subject to daily fluctuations of the 

market.

Cooked Meats Steady
Toronto. -

LARD. — Lard is holding firm with 
one pound prints marked one cent per 
pound higher. Quotations on the tierce 
basis are unchanged.
LARD—

1-lb. prints ...................................... 0 29 Q .30
Tierces. 400 lbe............................................ 0 27
In 60-tlb. tubs. % cent higher than tierces, pails 

% cent higher than tierces, and l-1b. prints 2c 
higher than tiercea.

Shortening Continues Easy
Toronto. --

SHORTENING. — The shortening 
market continues with an easy tone. 
Quotations are holding at 21% cents 
per pound tierce basis and one pound 
prints at 25 cents.
SHORTENING—

1-lb. prints ......... ..................................... 0 25
Tierces. 400 lbs.............................................. 0 21%

In 60-lb. tubs % cent higher than tierces, and in 
20-lb. pails \ cent higher than tierces.

Fish Prices Maintained
COOKED MEATS.—The market for Toronto.

Above prices subject to daily fluctuations of the 
market.

Barrel Pork Higher
Toronto. ...........

PROVISIONS. — Smoked meats are 
unchanged. Hams are quoted at 35tg 
to 48cents per pound according to 
the weight. Breakfast bacon, ordinary,

cooked meats is steady and unchanged. 
The demand is fully maintained on all 
lines.
Boiled hams, lb................................... 0 65 0 68
Hams, roast, without dressing, lb. 0 63 0 65
Boiled shoulders .............................. ............... 0 54
Head cheese. 6s. lb........................................... 0 17
Choice jellied ox tongue, lb..................... 0 66
Jellied calves tongue ..................................... 0 52
Ham bologna, lb.............................. ................. 0 20
Large bologna, lb.............................. 0 17 0 18

FISH.—There is a brisk demand for 
fish and prices are well maintained. 

FRESH SEA FISH.
Cod Steak, lb..................................................... 0 11

Do., market, lb. ............................ 0 04H 0 0"
Huddock. heads off, lb................................

Do., heads on, lb............................ 0 10 0 11
Halibut, chicken ............................... 0 18 0 19

Do., medium ................................... 0 23 8 24
Freeh Whiteflsh .   0 It 8 It
Fresh Herring .....................................  .0 10 0 11
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Flounders, lb........................................... 0 09 0 10
Fresh Trout, lb....................................... 0 19 0 20
Freeh Salmon, Red Spring........................... 0 30

Do., Rainbow ................................. 0 15 0 16

FROZEN FISH
Halibut, medium ................................... 0 20 0 21

Do.. Qualla ..................................................... 0 10Vi
Flounders ............................................... 0 10 0 11
Hike, round ............................................... 0 0b

Do., headless and dressed......................... 0 0b
SMOKED FISH

Haddies, lb............................................................... 0 IS
Fillets, lb................................................................... 0 18
Kippers, box ........................................ 2 25 2 60

Fat Hens in Demand
Toronto. ---------

POULTRY. — There is a big demand 
for live fat hens due to the Jewi-h Fes
tivals having commenced. The market 
however, is unchanged except for 
spring chickens which have declined 
three to four cents per pound.

Prices paid by commission men at Toronto:
Live Dressed

Turkeys............................................-$0 35 ,,..-$0 40
Roosters ........................................ - 0 25 ....» 0 25
Fowl, over 5 lbs.......................... - 0 82 ....- 0 82
Fowl. 4 to 5 lbs.......................... - 0 30  - 0 30
Fowl, under 4 lbs................-028 ....-0 28
Ducklings.......................................- 0 25 . .. •- 0 85
Guinea hens, pair.......................- 1 25 . ...- 1 50
Spring chickens, live . . . .- 0 30 . . . .- 0 36

Prices quoted to retail trade—
Dressed

Heans, heavy ..................................... 0 32 0 38
Do., light ............................................ 0 30 036

Chickens, spring................................................ 0 45
Ducklings ............................................................... 0 40

C A N A DIAN (iROCER

Strict Legislation 
in Regard to Sale 

of Ripe Olives
Following an investigation by the State 

Board of Health in California, legislation 
has been enacted declaring ripe olives 
to be adulterated within the meaning of 
the California Pure Foods Act, unless, 
before being offered for sale or con
sumption, all pickling, handling, cook
ing and other preparation of the pro
duct shall have been carried on in strict 
conformity with the Foods Sanitation 
Act. Ripe olives shall be deemed adulter
ated unless the same have been steriliz
ed at a temperature of 240 degrees Fah
renheit for a period not less than 40 
minutes by means of a retort or auto
clave which shall be controlled by an 
automatic self-recording thermometer or 
heat-measuring device in proper working 
order, and that the temperature records 
shall be available at all times to repre
sentatives of the State Board of Health.

This legislation has been necessary in 
view of the number of deaths that have 
occurred from botulism contracted from 
eating ripe olives.

September 17, 11)20

White Rubber Aprons
Instead of Linen

A grocer in Western Canada, with 
a distinctive meat and provision de
partment in connection with his 
grocery store, had the man in charge 
wear a white rubber-coated apron in 
preference to the white linen ones so 
generally worn. This enabled the 
man to look perfectly clean all the 
time. It tended altogether to clean
liness, and proved much more at
tractive to the average housewife 
s’ g in the store, as the linen 
so easily became soiled, and in such 
a condition created a natural repug
nance.

Gives Samples Away
With a Purchase

A grocer in Ixmdon, Ont., had a 
very novel idea to stimulate trade 
on a Wednesday morning, lie wrote 
to large numlier of manufacturers 
for samples of their products, also

Illustrating the provision section in Groceteria No. 1 of H. O. Kirkham Ltd. stores, Victoria, B.C. Note the

DÔN TS TO SALES CLERKS
Don’t say: “Is that all?” The cus

tomer feels that you are anxious to get 
him off the premises.

Don’t chew gum. The reason is suf
ficiently evident.

Don’t hum while the customer is de
ciding. If your reason for doing this is 
to hurry up a purchase you will find it 
has the opposite effect.

Don’t gaze out the window while mak
ing a sale. Customers like to think that 
they are a little more important than a 
passing street car.

COST OF BUILDING 
It will cost the Hudson’s Bay Company 

25 per cent, more to complete their big 
store at Victoria, B.C., which was held

attractive display of meata and vegetable#.

up during the war, than if the work hr*! 
been completed at the time it was first 
undertaken. The company has let a 
contract to a Winnipeg contractor to 
complete the building.

(SETS ADVA ME INFORMATION 
Walkerville, Out. 

Mart.ran Publishing Co.
I have taken Canadian Grocer for 

the hist ten gears ami find it a valu
able asset to my business. The market 
<iiiotations arc always correct and the. 
information much in advance of the 
wholesalers’ information.
Aug. 24. 1920.

Albert W. Webb.

cook books, etc. lie then purchased 
200 ordinary six-quart fruit baskets 
and tilled them with the .samples. 
He then dressed one window with 
these basket* which made an attrac
tive display and something out of 
the ordinary. A large show card was 
placed in the window stating that a 
basket of samples containing at least 
75 cents’ worth of merchandise 
would l>e given to every purchaser 
of one pound of their special blend of 
ten, on Wednesday morning only 
from ten to twelve o’clock. By noon 
every one of the 200 baskets were 
disposed of and a few people were 
disappointed.

16
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QUALITY <

- DAVIES?

FOBS'
■ •AND

Wonderful ! — Delicious!
These are the words which express the sentiment of 
thousands of housewives all over Canada, after they 
have tried Davies’ Pork and Beans.
This satisfaction means repeat business for every 
dealer who features this brand, as when once Davies’ 
products arc taken into the home, they will be asked 
for again.
If you haven’t already placed your order for Davies’ 
Pork and Beans, do so at once. Either mail to us 
direct, or give same to our. salesman.
Yhu should also feature Davies’ Lunch Tongue, 
Corned Beef, Tomato Soup, Ox Tongue, etc.

Drop us a postcard for current prices 
if our traveller is not calling regularly.

THE Tfc JÏW 7W17QC0MPANY
mimmJIW. IHOlimited 

TORONTO
Montreal Hamilton

X*v »!

Suiiiiiiiiiimiiiiiiiiiil

53232323232348485323534853232348482323484823234853235353

^7302773025163775327^51840^890^143



CANADIAN GROCER—Provision Section September 17, 192070

“The Greatest Seller of Its Kind in the World”
MORRIS & COMPANY, Chicago, U.S.A.

CANADIAN DISTRIBUTORS:
THE BOWES COMPANY, LTD. JAS. DALRYMPLE & SON

Toronto and Ontario Montreal and
Winnipeg and Manitoba Province of Quebec

<5555

Have No Hesitation
in choosing SMITH
‘Bluenose’ Butter

It always opens up in excellent shape, 
and its quality and flavor are remark- 
ably fine. Taste “Bhienoee” yourself! 
Then you'll feel more enthusiastic about 
it. Order from your grocer.

SOLE PACKERS.

SMITH * PROCTOR < HALIFAX, N.S.

AND

PROCTOR
SOLE PACKERS

Halifax - N.S.

iVVjflTCfe

•3o

OAKEY’S
“WELLINGTON” 
KNIFE POLISH

The original end only reliable prepare- 
tlon for Cleaning and Polishing Cut
lery, ate.

John Oakey & Sons, Ltd.
Menn/ectnrere •/

Emery. Black Lead, Emery Gleee and 
Flint Clothe end Paper., etc.

Wcflaftm M3U, Lsndm, SX1. Eaf. 
Agmmtn

F. Meaky. M3 Cany Street.
Wiaaipe*

Sea key k Meier, S39 Beatty Strtrt

All foreign and domestic 
fruits, also fresh Georgian 
Bay trout.

LEMON BROS.
OWEN SOUND - - ONTARIO
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HANSON’S
GROCER OR INSTITUTION REFRIGERATORS

Perfect Refrigeration
and excellent display features make Hanson’s the 
ideal refrigerators for grocers. They are made from 
the finest materials with a style for every require
ment. Write us for particulars. Prompt deliveries

The J. H. Hanson Co., Ltd.
244 St. Paul St. West MONTREAL

DOMINION SALT CO LIMITED 
SARNIA ONT

I» [Il y#er jehher cannel supply yea we invite yew mguiry, when 
pries Kill and full in ferma tien will he promptly sent y eu

DOMINION SALT CO., Limited, SARNIA, Canada
Manufacturers end Shippers

Appetizing !
Schneider’s Pure Meat Sausage is 
not only appetizing but clean, 
wholesome and nourishing. The 
best meat is used and they are of the 
delightful flavor that brings entire 
satisfaction.

Schneider’s 
Guaranteed Bacon

is of the best quality which is some
thing everybody is looking for these 
days. Guaranteed pure and tasty 
and certain to satisfy those custom
ers who prefer a wholesome break
fast dish.

Reliable provisions such as these 
are bound to bring continuous sales.

Drop us a Card for Sausage and Smoked Meat Quotations 
Satisfaction guaranteed on all mail orders

J. M. Schneider & Son, Ltd.
KITCHENER, ONTARIO
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BRUNSWICK BRAND
Sea Foods

SARDINES IN OIL

N GV

[ir:os >•CONNORS

.... the popular 
and profitable sellers

1 hese canned fish foods sell well wherever they 
are introduced. Being cooked they are ready to 
serve at once, and their great convenience and 
tempting flavor, coupled with their most reason
able price, offer a selling appeal that few women 
can resist, and the best part of it is that Bruns
wick Brand sea foods invariably win steady 
repeat orders.

Grocers featuring these choice canned sea foods 
are assured not only of rapid turnovers, but also 
of a profit margin on each sale that is excep
tionally good. Get ready for a bigger fall fish 
business this year by stocking up with Bruns
wick Brands-the line that never fails to make 
good.

nil ii 111 ) 111111111111111111111111111 ! 1111 il 1111111111111111111111111 it 111 m 11111111111111111111111111111111111111111 n 111111111111111111111111111111111111111 il 111 u 111 ry

Connors Bros., Limited
Black’s Harbor, N.B. |

Winnipeg Representative : Chas. Duncan & Son, Winnipeg, Man.
ii!ii:i'iiiii!iiitiiii iiii i ri i ti ii ii ti 1111 ii 11 mm 11111 n iiiiim mu mi immmiiimi niiiiiini tin 111 mi i iiiiiiiiii.iiii.iiMiiii: i imm mm 11 mu i in 11 mm rmnrarii
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MATHIEU S

NERVINE POWDERS
T* Hobd» «I

A Real Relief

Both for yourself and cus
tomers. You will be relieved 
of any anxious moments— 
because they sell well. The 
purchaser will find them an

instant relief for Headaches, 
Neuralgia, Nervousness, 
Fevers, etc.

An order to-day will bring 
satisfaction to-morrow.

J. L. MATHIEU CO.
PROPRIETORS

SHERBROOKE - QUEBEC

Do You Sell Mellow

Looms Large
in the Housewife’s Estimation 

for Lemon Pies

L°OP PTtqov^S

v>

Makes Delicious 
Lemon Pies

Order Novo

From Any Wholesaler

Mellow Food Products 
146 Gamier Street 

MONTREAL
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i MACDONALDS 
'Cut Brier

British '
LCONSOL^ j

iMOK INC 
TOBACCO

L ''ilUJV/L' J

, • r ~ ' -

-v

Quality was the foundation of Macdonald’s 
in 1858.
And that same old quality is still to be 
found in Cut “Brier” and “British Consols”.

Manufactured by
W. C. MACDONALD, REGD.,

INCORPORATED
MONTREAL

.

W. C. MACDONALD REGD
INCORPORATED

MONTREAL
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Can you see the possibilities for profit'

They’re moving all the 
time - turning over your 
investment quickly and 
easily - and building up 
consumer good will that 
means better business for 
all time to come.

CAuroexi* packing Cogpooation

DelBonte
QUAUTT

banned fruAsVegetables &
food specialties

able business in the automobiles pass
ing your store?

Put in a
h i

Gasoline Pump
Our literature explains how and why Bowser Gasoline and 
Oil Storage Systems are popular with automobile drivers 
and profitable to store owners. It will be sent to anyone 
interested.

Representatives
Everywhere

S. F. BOWSER Company, Limited
66 to 68 Fraser Ave.,

Toronto, Ontario, Can. Sales Offices in 
all Centres
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Here's the Window that Sold $40.00 Worth of Sauce in a Week

THERE is a steady demand for Lea & Perrins’ 
Sauce. Its reputation is such it sells itself. But 
you will treble your sales if you display this brand. 

Mr. Charles Shields, of Toronto, finds the price no 
detriment. Let your customers see you have it.

Lea & Perrins’ Sauce is a sure repeater; it satisfies cus
tomers and is a great asset in building a permanent 
business. ,

“ T T just seemed as though people were waiting for this line to come back,” he remarked 
i. to Canadian Grocer recently. “Many people, after viewing the window, came in 

and asked for a bottle, expressing their delight at the fact that it is again available 
in this market. The price, although higher, has not affected the sales. My opinion is 
that a merchant can sell anything of quality, provided effort is put behind it.”

HAROLD SEDDON
137 McGill St., Montreal, Canadian Agent.
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This is Peach Time! 
Plum Time! 
Pear Time!

Let us fill your requirements.

Fresh Shipments
Spanish Onions

— Cases and Cases

Malaga Grapes Bartlett Pears

WHITE & CO.. LTD.
High Clatt Fruitt

TORONTO
Main 6243

FRESH ARRIVALS DAILY
OF ALL VARIETIES OF

Domestic Fruits 
and Vegetables

Best Varieties of

FREESTONE PEACHES
NOW COMING

ORANGES, BANANAS, LEMONS 
CALIFORNIA BARTLETT PEARS 

AND MALAGA GRAPES
THE HOUSE OF QUALITY

Hugh [Walker & Son,
LIMITED

GUELPH Established 1861 ONTARIO

QUOTATIONS FOR 
PROPRIETARY ARTICLES

SPACE IN THIS DEPARTMENT IS $2.20 
PER INCH EACH INSERTION PER YEAR

JAMS
DOMINION CANKERS, LTD. 

Hamilton, Ont.
"Aylmer" Pure Jams and Jellies, 

Guaranteed Freeh Fruit and 
Pure sugar only.

Screw Vac. Top Glass Jars, 16 ox.
Strawberry ..............  66 16
Currant, Black......................... 6 06
Pear ........................................ 4 40
Peaoh ........................................ 4 40
Plum .......................................... 4 20
Apricot................      4 60
Cherry .......................   4 86
Gooseberry................................ 4 60

"AYLMER" PURE ORANGE 
MARMALADE

Per dee.
12 os. Glass, Berew Top. 2

do*. In ease ........................... 1 2»
16 os. Glass, Serew Top. 2

2 do*. In ease....................... 1 M
16 ox. Glass, Tall. Vacuum.

2 do*. In ease....................... 1 H
2's Tin, t do*, per case.......... 6 II
4*s Tin, 12 pails In crate,

per pall .............................. 1 M
I’i Tin, • patte in crate, per

crate...................................... 1 26
7's Tin or Wood, 6 palls in

crate...................................... 1 74
80’s Tin or Wood, one pail in

crate, per lb.......................... 6 24
PORK AND BEANS 

"DOMINION BRAND”
Per do*.

Individual Pork and Beans,
Plain. 75c, or with Sauce.
4 do*, to caae ...................60 85

Is Pork and Beans. Flat,
Plain, 4 dox. to case.......... 0 62%

Is Pork and Beans, Flat,
Tom. Sa use, 4 dox, to case 0 95 

Is Pork and Beans. Tall.
Plain, 4 dox. to case.......... 0 95

le Pork and Beans. Tall,
Tomato or Chili Sauce, 4
doc. to case ..................... 0 97%

!%• (20 os.). Plain, per dox. 1 25
Tomato or Chili Sauce.......... 1 27%
2s Pork and Beans. Plain.

2 dox. to the case.............  1 50
2s Pork and Beans, Tomato 

or Chili Sauce, Tall, 2
dox. to case .....................  1 62%

2%s Tall, Plain, per dox....... 2 00
Tomato or Chill Sauce........2 86
Family, Plain. $1,76 dox. ; Family, 
Tomato Sauce. 61.96 do*. : Family, 
Chili Sauce. 61.96 do*. The above

cans ...........    8 00
Jersey Brand, tall, each 48
Peerless Brand, tail, each 48

cans ........................................... 8 00
St. Charles Brand, Family, 48

cans ........................................... 7 00
Jersey Brand, Family, each 48

cans ........................................... 7 00
Peerleas Brand, Family, each 48

cans ........................................... 7 00
St. Charles Brand, small, each

48 cans ..................................... 8 70
Jersey Brand, small, each 48

cans .. ....................................8 70
Peerless Brand, small, each 48

cans .......................................... 8 70
CONDENSED COFFEE 

Reindeer Brand, large, each 24
cans ........................ 17 60

Reindeer Brand, small,4 each 48
eans ........................................... 8 06

Cocoa, Reindeer Brand, large,
each 24 cans .............................6 26

Reindeer Brand, small. 48 cans 6 66 
W. B. BROWNE A CO.

Toronto, Ontario 
Whcatgold Breakfast Cereal 

Packages, 28-ox., 2 dox. to
case, per case .................  66 06

98-lb. jute bags, per bag ... 8 06
MMb. jute bags, with 25 

8%-lb. printed paper bags
enclosed, per bag .............. 8 50

6-tt>. tins, 1 dox. in case...............7 16
HAJIRY HORNE A CO.

Toronto, Ont.
Per case

Cooker Brand Peas (8 dox.
In case) ................................. 4 26

Cooker Brand Popping Corn
(8 dox. in case) ............... 4 26

COLMAN'S OR KEENS 
MUSTARD

Per dox. tins
D.8.K., %-Ib.....................................
D.8.F., %-lb.....................................
D.C.F.., 1-lb......................................
F.D., %-lb. ../...............................

Per jar
Durham, 1-lb. jar. each.................
Durham, 4-Ib. jar, each...............

CANADIAN MILK PRODUCTS.
LIMITED

Toronto and Montreal 
KLIM

8 ox. tins. 4 doxen per case..$12.66 
16 ox. tins, 2 dox. per case.. 11.66 
10 lb. tins. 6 tins per case .. 25.00 

Prices f.o.b. Toronto.
THE CANADA STARCH CO.. LTD. 

Manufacturers of the 
Edwardsbury Brandi Starches

2 dox. to the case. Laundry Starches—
CATSUPS—In Glas. Bottle. Boxes

Per dox. 40-lb. Canada Laundry. . . .60 12
% PU.. Aylmer Quality .......  1 80 100-lb. keea. No. 1 white. . 0 12*4
12 os.. Aylmer Quality .. ... 2 66 200-lb. bble , No. 1 white. . 0 12Vi

Per jug 40-lb. Edwardsburg Silver
Gallon jugs. Aylmer Quality.SI 65 Gloss, 1-lb. chrome pkgs. 0 18%

Per do*. 40 lbs.. Benson's Enamel
Pints, Delhi Epicure .... . . 62 76 (cold water), per case.. 4 10
% pints. Red Seal ......... . . 1 25 Celluloid, 45 cartons, case. . 5 30
Pints, Red Seal ............... Culinary Starch
Quarta, Red Seal ........... .. 2 40 4 lbs., W. T. Benson A Co.'s
Gallons, Red Seal ........... (Prices in Maritime Provinces 16c

BORDEN MILK CO.. LTD . per case higher.)
1«0 at. Pael at West. Challenge Com .............  0 n

Montreal, Can. 20 lbs. Casco Refined Potato
CONDENSED MILK 
Terms—Net 86 days.

Eagle Brand, each 48 cans. .112 66 
Reindeer Brand, each 48 cans It 60
Silver Oow, each 48 cans----  11 60
Gold Seal. Purity, ea. 48 cane 11 86 
Mayflower Brand, each 48 eane 11 86 
Challenge Clover Brand, each

48 cans ................................  10 00
EVAPORATED MILE 

Sl Charles Brand. Hotel, each 
• 24 cans................................... 17 90

•t Charles Brut tall. <
7 00

Flour, 1-lb. pkgs........... 0 16%
(20-lb. boxes %c higher, except 

potato flour. )
LILY WHITE CORN SYRUF

2-H>. tins, 2 do*, in case..........$7 06
6-lb. Uns, 1 dox. in case........8 66
10-lb. tins, % dox. in case.... 7 76
2<Mb. tins, % dox. in case.............

Celebrated Prepared .... 0 18% 
40-lbe. Canada Pure or

Barrels, about 700 lbs.........  0 10
Half barrels, about 850 lbs. 0 10% 

CROWN BRAND CORN SYRUP
2-lb. tins, 1 do*. In ease..........6 46
5-lb. tins. 1 doe. in ease............7 48
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Posfu
To those who shouldn’t use coffee

mmmm

€J Postum Cereal and Instant Postum are products that fill a specific 
need; that are supported by consistent and heavy national advertising; 
and that provide a generous profit for grocers.

fj Both forms of Postum require but little shelf-space and small invest
ment; turn over quickly and show no waste.

<J Merit and adv ertising have established a strong, steady demand—

Sale Guaranteed !
Canadian Postum Cereal Co., Limited, Windsor, Ont.

FINALITY IN 
FRUIT SAUCE
as palate pleasure 
and true digestive

Sole Proprietors
GEORGE MASON * CO. LTD., LONDON, ENGLAND.

Sales Agents:
Vancouver Winnipeg St. John’s, Nfld. Halifax N.S-
De rid aioeu F. Manley Bowrtni Bros. J.W. Gorham
It7 Cordera 8t. W. 147 Bennatyne Are. a Co. a Co.

ercuoea

"•* Marsh Grape uuiceCO

Sell
Marsh’s 
Grape Juice—

A Drink that 
Satisfies

Prepared from 
sound Concord 
grapes — the pick 
of the vines, by 
up-to-date methods 
into a delicious, 
all-the-year-’round 
drink, that sells 
well.

The Marsh Grape 
Juice Company

NIAGARA FALLS, ONT.

Agmnta for Ontario, Que hoc 
and Maritime Provinca«

The MacLaren Imperial 
fcCheeae Co., Limited 

Toronto, Ont.
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DAY & MARTIN, L™
The House with a History.

In recommending Day & Martin’s Wax Shoe 
Polish, in the Tin with the “ Tab,” you may 
be .sure that you are offering a polish which 
has just the points that give satisfaction to 
your customers, and make them regular users.

1. It responds instantly to the polishing brush.
2. The shine is bright and dense.
3. The Day & Martin shine remains bright 

beneath the day’s dust, so that a flick and 
rub with a cloth restores the brightness, 
without any further immediate application.

4. It is waterproof, and throws off the rain
drops like a “ duck’s back."

5. Only the highest grade Waxes and Pure 
Turpentine are used in its manufacture.

6. It is so thoroughly British.
7. The “ temper-saving ’’ Tin, can be opened 

at once by means of the simple “Tab" 
device.

Here is the Tin.
The Tin with the “Tab."

& ^ART|7," 
polish'sPÇhoe

blac

NOIR

Sell your customers Day & Martin's Wgx Shoe 
Polish, and you will still further add to your 
reputation for always supplying the Right goods.
Prices and samples on application to :—
Day & M artin’s Agents throughout the Dominion,

HARGREAVES (CANADA) LTD.,
24, Wellington Street West,

„ TORONTO.
Winnipeg Ven coûter

10-lb. tine, % do*, in ease.. 6 M
20-lb. tins, % dox. in case___ 7 SO
(6, 10, and 20-lb. tin*- hare wire 

handles.)
GELATIN .

Cox's Instant Powdered Gela
tine (2-qt. sise), per doe... $1 80 

INFANTS' FOOD 
MAGOR. SON & CO.. LTD. 

Robinson's Patent Barley— Dob.
l-lb. .......IlilIM.lMlM •• »«

v. lb.........................................................
Robinson's Patent Groats—

1- lb.........................................................
%-lb.........................................................

BLUE
Kpin's Oxford, per lb.............. 0 27
In cases, 12 12-lb. bxs. to case 0 27 

NUGGET POLISHES 
Polish, Black, Tan, Toney Red,

Dark Brown, White Dress
ing. ach .................................>1 26

Doe.
White leaner (liquid) ...........$2 00
Card Outfits — Black, Tan, 

Toney Red, Dark Brown .. 4 80 
Metal Outfits — Black, Tan, 

Toney Red, Dark Brown... 6 60 
IMPERIAL TOBACCO CO. OF 

CANADA. LIMITED
Black Watch. 10s, lb.............. $1 21
Bobs. 12s .................................. 1 18
Currency, 12s .......................... 11*
Stag Bar, 9s, boxes, 6 lb___ 1 0)3
Pay Roll, thick bars .............. 1 80
Pay Roll, plugs, 10s, 6-Ht>. %

caddies .................................... 1 26
Shamrock, 9a, % cads., 12

lbs., y« cads.. 6 lbs.............. 1 26
Great West Pouches. 9s. 8-lb. 

boxes, % and l-lb. lunch
boxes ...................................... 1 *4

Forest and Stream, tins, 9s,
2- lb. cartons ........................ 1 44

Forest and Stream, %s, %e,
and l-lb. tins ........................ 1 60

Master Workman, 2 lbs..........  1 26
Master Workman, 4 lbs..........  1 86
Derby, 9s, 4-Ib. boxes............ 1 *0
Old Virginia. 12s .................. 1 70
Old Kentucky (bars), . 8s,

boxes. 5 lbs............................ 1 *6
THE COWAN CO., LTD., 

Sterling Road, Toronto, Ont. 
COCOA AND CHOCOLATE 

COCOA
Perfection Cocoa, lbs., 1 and 2

dox. in box, per dox.............. $6 26
Perfection. ^4-lb. tins, dos... 170 
Perfection, %-lb. tins, dox... * 26
Perfection, lOe sise, dox.........  1 26
Perfection, 6-lb. tins, per lb. 0 46 
Empire Breakfast Cocoa, H- 

Ib. jars, 1 and 2 dox. in box
dox. .................................. *60

Soluble Cocoa Mixture (sweet
ened), 6 and 10-lb. tins, per
lb................................................  0 80
UNSWEETENED CHOCOLATE 

Supreme Chocolate, 12-lb.
boxes, per lb............................ 0 47

Supreme Chocolate, 10c sise,
2 dox. in box, per box..... 2 *6

Perfection Chocolate, 10c else,
2 dox. in box, per box.... 2 00

SWEET CHOCOLATE
Per lb.

Eagle Chocolate, ^ s. 6-fb.
boxes ............ ......................... 0 *8

Eagle Chocolate. %e. 6-lb.
boxes, 28 boxes in case.... 0 II

Diamond Chocolate, ^s. 6 and
12-lb. boxes. 144 lbs. In case 0 ** 

Diamond Chocolate. 8s. 6 and
12-lb. boxes. 144 lbs. in caw 0 *8 

Diamond Crown Chocolate, 28
cakes in box .......................... 1 *4)
CHOCOLATE CONFECTIONS 

Maple Buds. 5-Ib. boxes, 80
boxes in case, per lb............. *0 44

Milk Medallions, 6-lb. boxes,
30 boxes in case, per lb. .. . 0 49

Lunch Bars, 5-lb. boxes, 30
boxes in esse, per lb............. 0 49

Coffee Drops, 6-lb. boxes. 80
boxes in case, per lb............. 9 49

Chocolate Tulips, 6-lb. *boxee.
80 boxes in case, per lb. ... 0 49

Milk Croquettes, 6-lb. boxes. 0 46 
No. 1 Milk Wafers, 6-lb. boxes,

30 boxes in case, per H>. ... 0 49
Chocolate Beans, 5-R>. boxes.

80 boxes in case, per 9 46
Chocolate Emblems, 5-lb. boxes,

20 boxes in case, per lb.... 9 4*
No. 2 Mfk Wafers. 6-lb. boxes.

80 boxes in case, per lb.... 9 4S
No. 1 Vanilla Wafers, 6-Ib.box,

*9 boxes In ease, per lb.... 9 46
No. 2 Milk Wafers. 6-U>. boxes.

SO boxe# In eaee, per lb. .. 9 42 
Nonpareil Wafers. 6-lb. boxes.

*♦ boxes In ease, lb............  9 4*

Chocolate Ginger, 6-lb. boxes,
*9 boxes in case, per lb.... 0 60

Crystallised Ginger, 6-lb. boxes,
30 boxes in case, per lb. .. 0 60

NUT MILK CHOCOLATE, ETC.
Not Milk Chocolate, %», 

wrapped, 4-lb. box, 86 boxes
in case, per box.................... 2 36

Nut Milk Chocolate, %a, 
wrapped, 4-lb. dox, 36 boxes
in case, per box.................... 2 36

Fruit and Nut or Nut Milk 
Chocolate, tbs., unwrapped.
6-lb. box, 6 div. to cake, 24
boxes to case, lb.................... 0 47

Nut Milk Chocolates, 5s, 
squares, 20 square» to cake, 
packed 8 cakes to box, 24
boxes to case, per box..........  2 46

FruR and Nut Milk Chocolate,
2-lb. cakes, 3 cakes to box,
82 boxes to case, per lb........ 0 47

Fruit and Nut Milk Chocolate
Slabs, per lb.......................... 0 47

Milk Chocolate, Slabs, with
Assorted Nuts, per lb...........  0 47

Plain Milk Chocolate S-labs.
per lb........................................ 9 47

MISCELLANEOUS 
Maple Buds, fancy. 1 lb., %

doe. in box, per dox. .......... 6 26
Maple Buds, fancy, % lb., 1

do*, in box, per dox. ........ 8 86
Assorted Chocolate, 1 lb., */%

dox. in box, per dox. .......... 6 25
Assorted Chocolate, % lb., 1

dox. in box, per dox. ........ 8 *6
Chocolate Ginger, % lb., 1

dox. in box. per dox............ 4 60
Crystallixed Ginger, full Vfc

R>., 1 dox. in box, per dox. 4 60 
Active Service Chocolate, %s,

4-lb. box, 24 boxes in case,
per box ................................. 2 96

Triumph Chocolate, %e, 4-lb. 
boxes, 86 boxes in case, per
box .......................................... 2 06

Triumph Chocolate, H-H>. 
cakes, 4 lbs., 86 boxes in
case, per box ........................ 2 06

Chocolate Cent Sticks. % gr. 
boxes, 80 gr. in case, per
gross ........................................ 1 16

*9—lc Milk Chocolate Sticks,
60 boxes in case ................... 0 80

6c LINKS
Filbert Nut Bars. 24 In box.

•9 boxes In ease, per box.. $0 96 
Almond Nut Bars, 24 in box,

69 boxes in case, per box.. 9 96
CKnger Bare, 24 in box. 60 

boxes in case, per box.... 0 99
Fruit Bars. Î4 in box. 60 

boxes In eaee. per box.... 9 96
Active Service Bars. 24 in box,

99 boxes in eaee. per box. . 9 9*
Victory Bare. 24 in box. 40

boxes In case, per box----- 0 96
Queen’s Dessert Bars, 24 In 

box, 60 boxes in eaee. box. 9 96 
Segal Milk Chocolate Bars, 24 

In box, 60 boxes in case, per
box ................................ .......... 9 96

Royal Milk Cake*, 24 in box.
60 boxes in eaee, per box.. 1 99 

Cream Bars, 24 in box, 60
boxes in case, per box........  9 96
We pack an assorted case of 69 

boxes of bars.
Maple Buda—

6e display boxes .......... .................
6c pyramid packages, 4 dox.

in box .......... ..............................
6c glasainc envelopes, per

box .................................... 1 96
Queen's Dessert. 10c cakes, 24

cakee In box, per box ........ 2 69
W. K KELLOGG CEREAL CO., 

Battle Creek, MMK. 
Toronto, Canada.
The Waxtite Line 

Kellogg's Toasted Corn Flakes 4 16
Kellogg’s Toasted Corn Flake*

Ind......................................... 2 #9
Kellogg's Shredded Krumble» 4 *6
Kellogg's Shredded Kromblee,

Ind......................................... 2 00
Kellogg’s Krumbled Bran ... 2 26 
Kellogg's Krumbled' Bran. Ind. I 99 

BRODIE A HAS VIES. LTD.
14 Bteery St. Montre, . 

XXX Sctf-Rtelnc Flour, 1 Ibe.
pukuw, doe. ..................

Do.. * Ibe................................
*6 49 
* *4

Superb Self-Rising Flour, 6 
Ibe........................................... • 19

Do.. * Ibe.................................. * is
Crescent Self-Raising Floor. 6 

lb». ...................................... • SO
Do., * ft*.................................. * 6*

Perfection Bolted Ont. (M os) 
Brodte*. Self-ltelslnr Pirate 

Fleer. 1% lb. «às».. dra...

• w
1 M

Van tourer
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Raisins
What is left of last year’s crop is mov
ing out rapidly at quite high prices — 
but there does not seem to be any 
help for it so long as the Americans 
continue to use so many for beverage
making purposes. Almost any thing 
that looks like a raisin is in big demand 
in the States at present, when the mar
ket is practically bare and while await
ing the fruit from the new crop.
The stocks here are quite small, in fact 
the smallest we can ever recall.

We quote for prompt
Griffin Seedless 15 oz. 30
Thompson Seedless 25s 30
Griffin Seeded 15 oz. 27 H
Sunmaid Seeded 15 oz. 27 H
Griffin Staple Seeded 15 oz. 26^
Choice Staple Seeded 11 oz. 19

All from Cold Storage Send Us an Order

H. P. ECKARDT & CO
WHOLESALE OROCERS

CHURCH STREET & ESPLANADE TORONTO
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BEAVER BRAND
BLUEBERRIES

We are now making deliv eries of our new pack— 
BEAVER BRAND BLUEBERRIES, Standard No. 2 
cans. The quality is guaranteed. Order your 
season’s requirements at once before we are all 
sold up. Price and samples gladly furnished on 
application.

J. W. WINDSOR, LIMITED
MONTREAL

N.B. TH[ CANADIAN SALT CO

Carriers
THE BEST SALT

For years, the Canadian Salt Company products 
have been leaders. Quality and purity character
ize—

Salt Plant, Windsor, Ontario

Windsor Table Salt
(For general household use)

Regal Table Salt
The never-break E'g g 
Carrier is the Dealers’ 
Friend and Money Saver.

(Free running—Sold in cartons)

Windsor Dairy Salt 
Windsor Cheeâe Salt

Prompt Shipment. 
The best equipped plant in the Dominion and scien
tific skill have combined in making our salts famous 
throughout Canada, for household, farm and dairy 
purposes.

plant in the Dominion and scien- 
ibined in making our salts famous

WALTER WOODS & CO 
Mada in Canada

HAMILTON AND WINNIPEG The Canadian Salt Co., Limited
Windsor, Ontario

>1JW
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4ÀnBUYERS’ MARKET GUIDE,
Latest Editorial Market News

STONEWARE JARS
as Food Brotoctow 

■re needed in every 
home.
Plsee your order 
early.

The Toronto Pottery Co.
*»■ end «0» Temple Bid*. 
Bay and Richmond Ste. 

Toronto. Canada

We are now located In our new and more 
■potions warehouse at

60-62 JARVIS STREET 
TORONTO SALT WORKS

• GEO. J. CLIFF

WHITE-COTTELL’S
fleet En g lit h Mall Vlntgmr

QUALITY VINEGAR
While, Cettell & Co., Camberwell, London, Enf.

Agente i
w. Y. COLCLOUGH, 25» King.wood Rood 

Beech 2170 Toronto 
J. E. TURTON, Boerd at Trede Building, 

Montreel
OPPENHEIMER BROS., LTD. 

Veneeuver, B.C.
BAIRD a CO., Merchente, St.John's, Nfld. 

Order from yeer jobber to-day.

“SOCLEAN”
the dostleee «weeping compeond.

SOCLEAN, LIMITED
Menefectarere TORONTO. Ontario

THE

CHARLES MUELLER COMPANY
LJ rolted

Barrala and Kegs 
Oak, Aah and Gum

Free $ Cole, le M Gale.

Waterloo - - Ontario

A. F. VINCENTELLI & CO.
ANTWERP (BELGIUM)

T*« tUtU Ctrtittn CtnJltJ Pttl end Frail Mtnu/tclurn, 
CITRON - LEMON - ORANGE 

CHERRIES - ANGELICA 
ASSORTED FRUITS, Etc.

Say You Saw It In 
Canadian Grocer, 
It Will Help To 
Identify You.

BUYERS’ MARKET 
GUIDE

New crop Honduras rice— 
— Carolina style — and 
fancy Blue Rose Texas 
opened at three cents per 
pound under last year’s 
opening price. The opin
ion amongst importers is 
that these prices will hold 
for some time in view of 
the fact that the farmers 
in New Orleans and 
Louisiana have agreed to 
hold opening prices and 
for the present rice is fig
ured on that basis.

These one-inch spaces 
only $2.20 per insertion 
if used each issue in the 

year.

G ROGERS
Will secure the very best selected eggs, 
creamery butter and fancy dr eased poultry 
by getting their supplie» from

C. A. MANN & CO.
Phooe 1577 LONDON' «"■

\ svyws

SIX Ilf'liSTllE LIGHT - CtE TH 1RS THE COST 

R-M Aloore. (/(OL”. ( •

The SARNIA PAPER BOX CO., Ltd.
SARNIA. ONT. 

Manufacturera of :
lee Cream Cartona. Peraflned.
Botter Cartona, Parafined.
Egg Carton» : Special Egg Fillers. 
Folding Candy Boxaa; also handy 

Paraflne heiee for balk pickles. 
Mincemeat, etc.

BEANS
Handpicked or Screened

Ask for quotation•

Geo. T. Mickle, Ridgetown, Ont.

30 DOZ. CASE FILLERS 
ONE DOZ. CARTON FILLERS 
«-INCH CUSHION FILLERS 
CORRUGATED FLATS
The TRENT MFC. CO., LTD. 

TRENTON - ONTARIO

Sugar
We still have some Sugar to 

sell, at the twenty-one cent 
(21c) Montreal basis for bags, 
Granulated.

Write for prices on Yellow.

JOHN GARVEY & SONS
Wholesale Grocers 

LONDON - - ONTARIO

o
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In Grandmothers Day
COW BRAN

'g TWAot feiABK ieeo

DWIGHTS

n BICAR BON ATh
DAK ENG SODA

Cow Brand Bak
ing Soda was a 
trade satisfier and 
a business pro
ducer.

To-day, it stands the same old 
reliable, always the best, a 
stock of which will mean re
peat orders and satisfied cus
tomers.

Ask your wholesaler for Cow 
Brand Baking Soda, the quality 
goods.

CHURCH and DWIGHT
MONTREAL

Limited

,VWwV'

_ NORWEGIANSardines
IN OLIVE OIL

These sardines sell at a moderate 
price—they possess a tempting 
flavor and will suit your customers 
who are looking for a fish that is 
not too expensive. They will make 
good luncheons and quickly, too.
Fished from the waters of Norway. "

Order a stock from your 
wholesaler to-day

Canadian Agents:
John W. Bickle & Greening

Hamilton, Ontario

ROYAL 
kCADI/i 
SUGAR

A Dependable Sugar 
For Preserving

If you please the average housewife you 
can depend on further sales. This season 
is a particularly good time to suggest 
Royal Acadia Sugar. It will give satisfac
tory results when preserving and cooking 
—and will also yield profit to you.
“Royal Acadia” comes in 2 and 5 lb. car
tons, 10, 20,100 lb. bags, half-barrels and 
barrels.
Say your next order will be “Royal 
Acadia” and write us to-day.

The
Acadia Sugar Refining Co., Ltd.

HALIFAX, CANADA
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JAMS
MARMALADES

PEELS
John Gray & Co., Ltd., Glasgow

Established over a Century
Cable: Lamberton, Glasgow 
Codes: A.B.C. 4th and 5th Edition

CONFECTIONERY
MARZIPAN

CHOCOLATE
Agent»:

Wm. H. Dunn, Limited, Montreal
Maritime Provinces and Western Canada

Lind Brokerage Co., Ltd. Toronto

iqHN GRAYS'
v i . :

APRICOT JAM •'

When you suggest 
Brodie’s it means 

Satisfaction

It stands for Quality. A counter or window- 
display of Brodie’s XXX Self-Raising Flour 
will repay you.

wm

Your customers will find it just the thing 
when desiring best results in making Pan
cakes, Muffins, Biscuits, etc.
Order from your Wholesaler or Jobber.

Ontmrio Rmprc9*ntativm* i

‘ Chadwick'A'Co., Toronto

Brodie & Harvie, Limited
BLEURY STREET
MONTREAL

Quebec ftepreeentetive» t 
Renaud A Cie, Incorporated, Quebec
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BAGS
AND COTTON LINERS

The Highest Prices Paid
for Jute Sugar Bags and Cotton Liners 
— in large or small quantities. Just 
gather them together to-day before you 
forget—and send to us.

Scientific Reclamation of Commercial Waste

mum
6 Maud Street, Toronto
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steady profitable sellera

KKOVAH CUSTARD

Kkovah Custard powder makes a rich, 
creamy custard without the use of eggs— 
a feature that, combined with its delicious 
wholesome flavor, has made it an extreme
ly popular line and one that grocers can 
always depend on for satisfaction and a 
real good profit margin.

Every one of the Kkovah Products listed 
below are time-tested, proven sellers and 
satisfaction winners of the highest degree. 
They are manufactured from the purest 
ingredients and their quality is worthy of 
your highest recommendation.

The “Kkovah” Products
Kkovah Health Salt $1.80 per Doz.
Kkovah Custard ... $1.70 per Doz.
Kkovah Egg Substitute - $1.50 per Doz.
Kkovah Lemon Pie Filler $2.00 per Doz.
Kkovah Chocolate Pie Filler - $2.00 per Doz.

Sole Agents for Canada

MACLURE & LANGLEY
MONTREAL TORONTO WINNIPEG
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Rates For Classified Advertising
Advertisements under this heading 8c per word for first insertion; 2c for each sub

sequent insertion.
Where answers come to Box number in our care to be forwarded 5 cents per inser- 

;ion must be added to cover postage, etc.
Contractions count as one word, but five figures (as $1,000) are allowed as one word.
Cash remittance to cover cost must accompany all advertisements. In no case can 

this rule be overlooked. Advertisements received without remittances cannot be acknow
ledged.

AGENCIES WANTED

DAHAMA ISLANDS — BUILD UP YOUR 
trade in the Bahamas by appointing, as your 

agent, Arthur H. Sands. Manufacturers’ Agent. 
Nassau, N.P., Bahamas.

SITUATIONS VACANT

QROCERY CLERK. FULLY EXPERIENCED, 
for country grocery store. Good advertiser 

and ticket writer. State wages and experience. 
No booze artist need apply. Apply to Frank 
Vickers, Lomond, Alberta.

M7 ANTED GROCERY CLERK MUST BE 
thoroughly experienced and energetic. Apply 

giving references and wages required to Minburn 
Farmers’" Co-Operative Association, Ltd.. Alta.

FOR SALE

/GROCERY. FLOUR AND FEED FOR SALE IN 
^ town of 3500 population, situated on Georgian 
Bay. Good going business and money maker for 
right party. For information apply to Box 252. 
Canadian Grocer, 153 University Ave., Toronto, 
Ont.

pOR SALE-GROCERS’ COMPUTING SCALE.
new, capacity 100 pounds. Price $H5 F.o.b. 

Penetanguishene. M. A. Gendron, Penetangui- 
shene, Ont.

pOR SALE -GROCERY, BOOT AND SHOE 
^ business for sale in live Northern town. Turn
over last year $70,000 (seventy thousand). Will 
sell or rent building. Ill health reason for sell
ing. Apply Box 270, Canadian Grocer. 153 Uni
versity Ave., Toronto.

pOR SALE- TWO HUNDRED ACCOUNT CRE- 
* dit File. National Cash Register make. Box 
437, Dundas, Ont.

F)R SALE - GENERAL MERCHANTS Busi
ness with branch store, Post Office. Store, 

>5,000: branch. $1,500. Total stock about $6,000. 
or would take in partner. $6.000 capital. Vancou
ver Island. Apply Box 262, Canadian Grocer. 
Toronto.

pOR SALE GROCERY BUSINESS WITH POST 
* Office, large eight-roomed house and garage. 
Good district Toronto, doing $1.000 weekly. Stock 
and fixtures about $4,000. Genuine money-maker. 
Box 264. Canadian Grocer, 153 University Ave.. 
Toronto.

COLLECTIONS

To get business 
you must go after 
it. Others do it 
through this section 
—why not YOU?

OPPORTUNITIES ARE BEING 
OFFERED EVERY WEEK 

; ON THIS PAGE. ARE
YOU MAKING 

< USE OF
■’} | THEM

|V4 ANY opportunities 
are offered through 

the advertising columns of
CANADIAN GROCER. 
Every week some original 
ideas are contained in the 
advertisements that may 
open the way to you for 

bigger profits.

Read them over

It MANUFACTURERS, WHOLESALERS AND 
Jobber» can reduce their "Collection expense»" 

to a minimum by using Nagle One-Per-Cent. Draft- 
Service. Don’t pay 10% or 11% on accounts you 
ean have collected at 1% ! Investigate this sys
tem. Thoroughly reliable. Established 1909. Send 
for supply of 1% Drafts to-day. Nagle Mercan
tile Agency. La Prairie (Montreal). Que.

You can tell an Ar- 
nettised Store as soon 
as you enter It. be 
cause its arrangement 
and display are the 
utmost in store ef
ficiency.
Write us for illus
trated catalog, and 
details of Arnett Ser
vice for your store

Thomas Lewis Arnett,
t Souris, Man.

RID-OF-RATS
Warm Weather Is the Breeding 

Time for Rate 
and Mice

RID-OF-RATS prevent» rate in* of new «apply. If you have u»ed 
1L u»e morel If not. start nowl Non Poiaonou» and «old under 
Money-Back Guarantee. If your Dealer can't .upply you. write to U».

Price, email box—IS ceati. Sl.Mper ft. In balk.
We afro men «fee fur# a eery «Swllw Co|»Aer Exterminai*

B ERC. * BEARD MFC. CO., I ne., 100 Emereon Place, Brooklyn, N.Y.
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The best selling proprietary in Canada

ENOS
FRUIT SALT
Can now be had in pre-war 
quantities
Like other successful products Eno’s Fruit

w :>ai_T

- ENü

Salt pays the price of success by being imi
tated in would-be substitutes which cost less
and do less.
During the last three or four years of war- 
forced shortage many dealers—in an honest 
effort to satisfy their customers—were fool
ish enough to try to sell these substitutes, 
which hurt their trade and reputation for 
quali
Now, tjhose who know the value of Eno’s ; 
regulating the system and keeping it pure, 
will not accept substitutes.
The wise wholesalers appreciated this fact 
and when they could get the genuine Eno’s 
they pushed its sale.
We are glad to announce that all live whole
salers and 90 per cent, of the retailers are 
well stocked to-day.
A w'ord of warning—Keep a large stock on 
hand, for Eno’s Fruit Salt is the best selling 
proprietary in Canada.

Prepared only by
J. C. ENO, Ltd., "Fruit Suit" Worlu, LONDON, England 

Seie Agents
HAROLD F. RITCHIE A CO., Limited

m

m

New York TORONTO Sydney

:o:
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No Waits 
for Weights 
Here
Ilopgoods’ trade is growing. Quite naturally 
too, for Halifax people like to deal in up-to- 
date, progressive stores. The complete equip
ment at Ilopgoods insures quick service to 
customers. And Halifax people know that 
they get honest weight at Ilopgoods, for

From the Canadian Grocer. 
Aug. 6th, 1926. Reprinted by 
permlealon.

H'UFArf"""1'"

equipment is one of’ gement and 
grocery stores to be most modem

i Counters, display ^ m Canada- 

refrigerator, shelving c%h *'a,ea' "ghta. 
fccounting system, .£ and
Lo-the-m.ndte models 'tk' m<>St up‘ 
auangement 0f stoêt- d ,the cerefu| 
R'ves the store an enviait equiPment

Dayton
Computing Scales

Dayton
Computing
Scale
Model 148. 
Electric

are used. Enough of them to make “wait
ing for weight” unnecessary. Such service 
pleases customers and draws customers. Day- 
ton Scales save time for Ilopgoods, too— 
employees’ time—which Ilopgoods pav for— 
and the accurate weight prevents loss through 
overweight

Let ue tell you about Dayton Com
puting Scales. Write to our nearest 
office for descriptions and prices.

International Business Machines Co., Limited
F. E. MUTTON, Vicg-Pmkltet end General Manager

Head Office and Factory, 306-350 Campbell Avenue, Toronto
Offices in Principel Cities.
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