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Welch’s is an illustration of Canadian Excellence

Welch plant at 
St. Catharines, Ont.

3 3 5 -

With a splendidly equipped plant in the heart of the fine fruit belt between Lakes 
Ontario and Erie we are in a position to supply the constantly growing demand for

Welch’s
TAr National 2>rin.Æ”

Welch’s is absolutely pure — the unfermented juice of the choicest selected Con
cords. By the exact, sanitary Welch process the grapes are pressed when fresh from 
the vines, and their juice is at once pasteurized and hermetically sealed in glass.

Write for diaplay material 
. Welch ’« is distributed through the leading jobbers

The Welch Company, Limited, - - St. Catharines, Ontario
' t&gmmÈsaKÊÊÊÊummBmBuSiMMiffilii «J



CANADIAN GROCER

------------------------------------------------------------------------------------------------------\

Pure Gold 
Jellies

are not the one-sale 
kind. The first sale 
is the ice-breaker of 
repeat business.
Repeat business comes 
only from satisfying your 
patrons—from supplying 
them with goods whose 
quality and purity are 
unquestioned.
Pure Gold Jellies are the very 
essence of purity, and being 
made from materials of the 
highest quality, break the ice of 
repeat business and hold repeat 
sales with a grip that means 
healthy, profitable business.

No hands touch Pure Gold 
Jelly Powders.

earn ft
sea m

Mfg.Co.
I • 1 v BTKLEMHK1

A Practical Text-Book of 
the Canning Trade

it was written by a practical man for practical 
men and intended to help all distributors 

of canned foods.
INDEX TO CONTENTS

Origin and History of Canned Foods.
How to Regulate Stocks and Purchases.
Apparent and Real Costs.
How to Handle Swells, Leaks and Rusties.
How to Prevent Business Leaks and Stealages. 
Buying and Selling Futures in Canned Foods.
Use and Expense of Samples.
Arrangement of Samples in Salesroom.
Employment and Training of Salesmen.
Selling Points Applied to Canned Foods.
A Model Business Organization.
Advantages and Disadvantages of Private Labels. 
Advantages and Disadvantages of Packers’ Labels. 
Window and Counter Displays ; Illustrated.
Hard Work and Hard Play.
Established Standards of Quality; for Corn, Peas, 

Tomatoes and other articles. Also standard sizes 
and kinds of cans used.

How to Buy, Grille end Sell Cinueil Apples, Asparagus. 
Beets. Blackberries, Blueberries, Cherries, Clems, Corn, 
Cribs, Gooseberries, Hominy, Krsut, Lions Beene, Lobster. 
Meets. Milk, Okrn, Oysters, Peaches, Pears, Peas, Pine 
apple. Plums, Pork and Beans, Pumpkin, Raspberries. Red 
Kidney Beans, Salmon, Sardines, Spinach, Squash, Straw
berries, Stringiest Beans, Succotash, Sweet Potatoes.

This book contains more than 200 pages, is 
handsomely bound in cloth, printed m neat, 
clear type, on eggshell finish paper, completely 
indexed and well illustrated. Price $2.15 per 
copy, postage paid.

The MacLean Publishing Co., Limited
Book Department

1*3-153 University Awe. TORONTO
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The Preference 
for Cadou’s

reflects the excellence and quality of every 
ingredient used, and the skill, care and 
attention bestowed in the making.

Whether you handle the vermicelli, spa
ghetti, macaroni, or all of the delicious 
paste products that bear the name “Cadou,” 
you’ll find them increasing in favor the 
better they become known in your locality, 
and especially in these days when economy 
is an important factor.

Cadou’s is produced from the heart of the 
finest Taganrok wheat—the best in the 
world for the purpose. Made in Marseilles, 
by French experts who have devoted their 
lives to the perfecting of paste products of 
quality.

Cadou’s will just captivate even your most 
exacting customers. Cadou’s never gathers 
dust on your shelves—it moves quickly.

Write your wholesaler to-day.

Arthur P. Tippet & Co.
Agents Montreal

1
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Don’t wait until you’re forced^into 
buying a new refrigerator, but antici
pate your needs now and plan on 
them by looking into the merits of 
the “ARCTIC”

Summer and hot weather are 
coming just as sure as fate.
Is your refrigerator up to the 
standard you place on your 
store service?

The “Arctic” refrigerator is 
a proven success—of perfect 
construction — a real money- 
saver-—a money-maker.

Write for catalog of Arctic 
Refrigerators and the new fish 
display case.

John Hillock & Co., Limited
Maker» of High-Grade Refrigerator» and?Fiek*Ca»e«

TORONTO

’Twill Do Your Advertising
Thl» new book on ad

vertising will tell you 
all you want to know 
about advertising In 
the store.

Retail Advertising 
Complete

By FRANK FARRINGTON 
With this hook on 

your desk you are 
never at a loss what 
kind of advertising to 
do or how to do It. 
Every kind of adver
tising Is treated fully. 
Chapters on Newspaper 

Advertising.
Making an Advertise

ment.
Good Specimen Ready

made Ads.
Mall Advertising. 
Window Trimming. 
Advertising Novelties. 
Outdoor Advertising. 
Inside Store Advertis

ing.
Advertising Schemes. 
Special Sales.
Mall Orders, etc., etc.

There Is no better 
book of the kind at auy 
price. You can't af
ford to get along with
out It.

Forwarded direct, 
postpaid, on receipt of 
price. Keep the book a 
week, and If It Is not 

worth the price, returnlt and get your money hack.
Price $1.10 Postpaid

THE MACLEAN PUBLISHING CO.. LIMITED
Montreal Toronto Winnipeg Vancouver

Book Department
143-153 University Ave..Toronto

Here's the book that will 
be yonr ad man

ttl Pages 
Bound In Cloth

Don't Buy "An Electric Coffee Mill”
Buy a COLES GUARANTEED 

ELECTRIC MILL
There’s a tremen
dous difference — 
as great as there 
is between an un
signed check and 
a signed one.

When the name 
COLES is on your 
mill you ’re cer
tain it’s “right-'’

Have you a copy 
of Catalogue 
913Ct

26 models of elec
tric machines. 
Makers of Hand 
Coffee Mills for 
twenty-five years.

COLES MANUFACTURING CO.
1615 North 23rd St. PH1LA-, PA.
Agents: Chase & Sanborn, Montreal: The Codvllle CO;, Win
nipeg; Todhunter, Mitchell & Co.. Toronto; Jemee Turner 
& Co., Hamilton, Ontario; Kelly. Douglas A Co., Vancouver, 
B.C.; L. T. Mewburn A Co., Calgary, Alta.

OKSEP

Are you selling this new product 
that makes the most delicious merin
gue, icing and filling

Without Eggi end Without Cooking
With just one tablespoon of "Snow-Mellow,” 
one cup of granulated sugar and flavored to 
suit the taste, the housewife can make a score 
of dainty dessert® with rich, fluffy tender icing 
and filling.

And handling “Snow-Mellow” leaves you a 
generous margin of profit.

Get a line on this Winter party trade and 
push “Snow-Mellow.”

The W. T. Ott Co., Inc.
32-34 Front St. West

TORONTO

2
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CANADIAN GROCER

Quality, Purity, 
Deliciousness

are all wasted if the first sales—profit- 
producing, repeat-getting 

sales are not made

y

Our extensive and attractive consumer adver
tising throughout the Dominion of Canada 
places E. D. S. Jams and Jellies far above the 
possibility of the lack of first 
sales with their accompanying 
profits and subsequent repeat 
business. First sales count.
This advertising has stirred up 
the desire which is daily crys- 
talizing into first sales and the 
solidifying of the E. D. S. 
quality demand.
Keep your stock of E. 1). S. 
Jams and Jellies right out 
to the front and take full 
advantage of the growing 
desire to try.
Co-operate with us in our 
efforts to assist you in 
realizing bigger business 
in the most profitable pro
duct of Canada’s most fer
tile fruit belt—the Niag
ara valley.

E. D. SMITH & SON
LIMITED

WINONA ONTARIO

Agents: Newton A. Hill, Toronto; W. H. 
Dunn, Montreal; Mason 6 Hickey, Winnipeg, 
B. B. Colwell, Halifax, N. 8.; A. P. Ann 
strong, Sydney, Nova Scotia.

r

Get Your 
Selling

Ability and 
that of Your 
Clerks Behind 
these Trade- 
Building Lines.

Here’s Purity 
that establishes 
firm custom.

H e r e’s Con
venience that 
makes enthusi
astic custom.

BoaoENMitaCo^ijr1

Here’s Utility 
that makes ex
tensive sales a 
certainty.

Get your selling 
ability behind 
these lines to
day.

Borden Milk Co.
Limited

‘lit* M,L„ cowpaNV V

ÇOcoTv
tomnSërv>&

l£NStO

Ac e."*»*

-IZELT'

" Leaders of Quality”

MONTREAL

Branch Office :

No. 2 Arcade Bldg. 

VANCOUVER, B.C.

3
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Gives Your Business 
Prestige

Shirriff’s has by sheer 
merit won its way into 
the hearts of housewives 
everywhere.

j- ''Ml I X

When a customer 
asks you for Shir- 
riff’s, it means 
prestige to your 
store if you can 
give her what she 
wants. Substi
tutes leave a bad 
impression.

§himffs
True Vanilla

once sold means a steady customer 
coming into your store—and there is 
a good profit in Shirriff’s. besides.

Shirriff’s is fifty per cent, stronger 
than the Government standard. The 
finest Mexican Vanilla beans are 
used. Shirriff’s invariably gives 
complete satisfaction.

If you are not already helping to 
supply the demand for Shirriff’s, 
write us.

Imperial Extract Co.
Steiner end Matilda Streets

Toronto

Carr & Co/s Carlisle Biscuits
have their own distinct following. People who know 
good biscuits, use good biscuits, demand good bis
cuits, are the people who buy Carr’s Biscuits.

“Af&I6*|.

-^finger creams

Yw carlis T*-'

The mere “say so” that you handle Carr’s Biscuits 
puts you into the front rank of a quality salesman.

For Prices, etc.. Write To-day

CARR & CO. Œ
AGENTS: Wm. H. Dunn. Limited. Montreal ; Dunn-Hortep, 

Limited. Toronto; Hamblin A Brereton. Limited. Winni
peg. Man., and Vancouver. B.C.; T. A. MacNab A Co.. 
St. John's. Newfoundland.

GROCERS:
Here’s a Trade Winner
that has brought customers back for “more of 
the same” to those grocers who have stocked it.

WASHING

Is a trade stimulator of the highest order. 
Women who have used it will take no substi
tute, because it replaces the smelly odor of hot 
suds with an odor that is pleasing, clean and 
wholesome, and it does not injure the hands. 
A big 8-ounce package for 5 cents.
Your jobber should have it—if not, write direct 
for prices.

OCEAN MILLS
MONTREAL CANADA

«
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Aylmer and “D.G Brands 
Extra Special Catsup
A catsup “MADE IN CANADA” with 
CANADIAN LABOR from whole ripe 
tomatoes Grown in Canada.
GUARANTEED absolutely pure and to 
contain NO coloring or preservative.
Why not encourage the consumption of a 
Canadian Catsup instead of a foreign catsup ?
The quality is as good as the best and the price 
is lower. ________

NOTE THE PRICES
Half-Pints Catsup, Extra Fine..... $1.45 per doz.

Two dozen in case

Pints 16-oz. Catsup, Extra Fine—$2.25 per doz.
Two dozen in case

Gals. Jugs, Catsup, Extra Fine—$0.75 per jug
Eight to barrel

TERMS—Net 30 days
Freight prepaid in 5-case lots or over to points between Windsor and Montreal and south 
ol North Bay. To all other points a freight allowance of 25 cents per 100 lbs. will be made.

Prices subject to change or withdrawal without notice.

5
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Safeguard Your 
Investments!

READ
THE FINANCIAL POST

iiÉsaiiæ

HeH

TO

Gives its readers informa
tion essential in determining 
the quality of investments. 
Provides an up-to-date his
tory of financial and com
mercial undertakings as a 
guide to present and pros
pective investments.

The Investor’s Informa
tion Bureau is conduct
ed, free of charge, for 
the benefit of subscrib
ers.

Write for a free 
sample copy.

The Financial Post 
of Canada

“The Canadian Newspaper for 
Investors."

143-153 University Avenue 
TORONTO

Out of One Hundred Men 
who Essay to Run Retail 
Stores, Ninety-five Fail

hewer men succeed at keeping store than at any other 
occupation. It seems easy to make a living by selling 
goods at a profit. To the outsider a retail store looks 
like an El Dorado of Easy Gains. But only five per 
cent, of the men who attempt to grasp these easy gains 
achieve a permanent success.

Why?
This is a question that affects not only retailing, but every branch of 
business. The manufacturer, the wholesaler, the banker, are all directly 
concerned. Conditions which affect the merchant reflect their influence on 
all branches of industry and commerce. If a man starts a retail store and 
fails, the manufacturers and wholesalers who supplied him with goods share 
in the loss. The banker may also figure in the liability. On the other 
hand when a merchant, by force of good merchandising and sound business 
methods, works up a profitable and permanent business, the manufacturer, the 
wholesaler and the banker all share in his prosperity.

AND SO THE REASONS FOR THE LARGE 
PERCENTAGE OF FAILURES IN THE 
RETAILING WORLD ARE OF DEEPEST 
INTEREST TO MEN IN ALL BRANCHES 
OF BUSINESS.

Under me title "Service and 
Super-Service, ' ’ William Byron 
tells in the February issue of 
MacLean’s Magazine why the 
few succeed and the many fail.
Briefly, it simmers down to 
this: The man who goes into 
business to sell goods cannot 
win his way to the top—and 
stay there. In order to succeed 
it is necessary to sell sen ice— 
even super-service—to the pub
lic ; the best possible service 
compatible with a reasonable 
profit. Too much service is as 
bad as too little, for after all a 
man cannot stay in business 
unless he is making a profit
You will be interested in seeing 
the development of this theme, 
in reading the article through.
It contains a wealth of valuable 
information.

Buy
Maclean’s 
Magazine
MACLEAN PUB. CO.

v c. a copy. $2.00 a year

T» 7?
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“We believe every grocer owes it to himself, to his family and to his business, 
to be fully protected by fire insurance.”

SERVICE—To be able to give proper service you must know the^needs of those 
you wish to serve.

When you 
deal with 
our office 
we make 

your 
interests 

ours

A
Canadian
Company

for
Canadian

People

HAMILTON FIRE
INSURÜNCB OO.

CASH MUTUAL A ^TOCK

Head Office Hamilton Ont.

Your 
Dollar 

may return 
to you 
if you 

spend it 
near home

Agencies 
in all 

Cities and 
Towns 

in
Ontario

Insurance placed with this Company simply means keeping your money at home,
rather than sending it to cities and towns in Europe and United States

The figures of 1914 are so far not available, but for 1913 over $20,000,000 was paid 
for Fire Insurance to companies having their Head Offices outside of Canada, and over 
$7,000,000 of this amount was paid to foreign companies. One can readily see what a 
benefit this would now be to our country, if this Insurance had been placed with 
Canadian Companies, and we might add that by placing your Insurance with The 
Hamilton Fire, you are patronizing a purely Canadian Company, one that invests its 
Capital and Surplus in Local Municipal Bonds and Debentures, thus promoting the 
advancement of our towns and cities.

Hamilton Fire Insurance Co.
CASH MUTUAL AND STOCK

Head Office ... Hamilton, Ontario

R USSELL T. KELLEY\ General Manager

i
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More * CAMP* users 
every month I

' CAMI’ ’ Cvftee gives your customers 
more lasting satisfaction than any other 
coffee essence—Why ? Because 'Vamp' 
is the purest, richest, strongest and best.

CAMP
COFFEE

Once your customers TRY * Camp’ they'll 
BUY * CAMP '—always !
Look after your Stock !

R. Paterson & Sons, a
Cotit t Sp* ci lists, Glasgow

VAN BERKEL 
SLICING MACHINE

Will about pay 
for itself in the 
saving of waste 
w|h i c h other 
machines make.

Send for illus
trated cata
logue giving 
full particulars.

The W. A. Freeman Company, Ltd.
HAMILTON, CANADA

GOODFLOUR
versus

Indifferent kinds
MAKES 6000 BREAD

Choose the best, invest in the best, sell no other 
kind but the best, and you are sure that your flour 
sales will improve every day to eventually control 
the trade in your district, because no discriminative 
buyer will bother witli the inferior, no matter how 
much cheaper he can obtain it, even at his very door.

Anchor Brand Flour is not an experiment, nor the 
results of a day—nearly 20 years’ experience in 
Manitoba Hard Wheat products were necessary to 
attain the high standard that to-day is admittedly 
the supreme “par excellence.” Try it.

Leitch Brothers’ Floor Mills
LIMITED

Oak Lake, Manitoba

Do you realize
that it’s easy to run a Tobacco Depart
ment in your store, and it’s a sure thing 
that your profit will be right if you 
stock and push these high-quality 
“Made in Canada” chewing and smok
ing tobaccos? Try them.

MASTER MASON
Smoking

ROSE QUESNEL
Smoking

KING GEORGE NAVY
Chewing Plug

MAPLE SUGAR
Chewing Plug

Rock City Tobacco Co.
LIMITED

QUEBEC WINNIPEG

8
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| As Good as it | 
| Claims to be. |

mHIS is the verdict of “GIPSY” users f| 
S| I everywhere. The merits of the article— ==

^ its quality and utility ; never varying 
from the highest standard in Stove 

Polish manufacture, are creating a “ never- 
be-without-lt” resolve amongst users 
sufficient to justify your order for

1 GIPSY I
| Stove Gloss |

Order from your Wholesaler.

= 33
HARGREAVES (CANADA,) LIMITED, 

Front Street. B. TORONTO.
Western Agent»: For Manlto!»,Saskatchewan St Alberta: 
Nicholson St Bain. Winnipeg. Regina. Saikatoon. Calgary 
Sad Edmonton. For British Columbia St Yukon: CreeUen 

& Avery. 117. Arcade Buildings. Vancouver. B.C.

anil.... III!.... Illlllll.... .

“SOVEREIGN”

SALMON
FINEST 
BRITISH 
COLUMBIA 
SOCKEYE

QUALITY
IS OUR FIRST 
CONSIDERATION

PACKED BY

THE ANGLO BRITISH COLUMBIA PACKING CO.
LIMITED

VANCOUVER. B.C.

6ti££2»jÇ^^Kmccÿ52|
[sovereign brand!

SalmcA

SELL ONLY
“MADE IN CANADA”

GOODS

111@w\P
It's up to you, Mr. Dealer, to show your 
patriotism by selling only “ MADE IN 
CANADA ” goods.
Richards’ Quick-Naptha soap Is “ MADE 
IN CANADA”by Canadian Workmen and 
is of the highest quality, which will insure 
you repeat orders.
There is a profit of 261% to he had on 
Richards’ Quick-Naptha.

W7rite us to-day and gat particulars

Richards Pure Soap Co.,
limited

Woodstock, Ontario

U77777/777777JJ77J777J7777777777777777777777777777777>

Let Reason Guide You - 
Not Habit

.lust as you have every confidence in recommending Fur- 
nival 1 "s .lams to your most particular customer, so can 
you push with the same degree of satisfaction, the sale 
of our Marmalade made only from the finest seleeted 
Seville oranges and pure cane sugar.

For Quality, Purity and Fine Flavor, it is unsurpassed.

Stock up your low lines today—right now — with 
Furnivall’s and be in a position to take advantage of 
the additional jam trade when home-made preserves are 
exhausted.

Furnivall-New
LIMITED 

Hamilton, Ont.
AGENTS: Halifax, B. C 
Woodworth, 533 Roble 
St. ; St. John, N.B., W. 
W. Chase, 79 Paradise 
How ; Montreal, W. S. 
Sllcoek; Ottawa, J. A 
Vote ; Toronto, Dunn- 
Hortop Co.; Fort Wll- 
Ham, W. F. Elliot; Win
nipeg, H. P. Pennovk A 
Co, Ltd. ; Edmonton, 
Alta., Geo. C. Benjamin, 
629 Fourth St. ; Jack- 
son’s, Limited, Calgary ; 
Grocers’ Specialty Co., 
Hamilton, Ont.
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“and 
send the 
Chocolates 
early” V'k

Most every housewife is 
an enthusiastic customer 
as far as candies are con
cerned. In most homes 
candies are as much a 
staple as bread or milk. 
Grocers who develop this 
line of trade are realizing 
unusual sales, a n d. o f 
course, the profit is ex
tremely attractive.
But no one wants poor 
candy. To make your 
candy department a suc
cess the quality of your 
lines should be above re
proach.
Montreal Biscuit Co.’s 
Lines are characterized by 
their irresistible flavors 
and thorough goodness.
Proof of their popularity 
lies in the fact that with 
most grocers every new 
order they place is far in 
excess of the preceding 
one.
(let after this profitable 
t r a d e immediately and 
make sure of highest suc
cess by writing to-day fin
complete list uf Montreal 
Biscuit Co.’s Lines o f 
High-Grade Candies.

The Montreal Biscuit Co.
Montreal

Manufacturers of Biscuits and Confectionery

A SEASONABLE SELLER

VQOOWIU/ft
RtQ RASPBERRIES

^ • I

S

Pure Fruits
In Glass 

are
highest
quality
packed

Agents :

Rose
&

Lallamme
Limited
Moetreel

led
Toroeto

You can get them from your Wholesaler

Men Around the Kaiser
By Frederic W. Wile

Berlin Correspondent of the London Daily Mail.

The only book giving complete and 
accurate information about all of the 
great German warriors, statesmen, 
business men, scholars and all those 
who figure most prominently in the 
affairs of that country at the present 
moment. By a man who has viewed 
German affairs at close range. Price 
$1.00, Postpaid.

Bool» Department i

The MacLean Publishing Co.
LIMITED

143-153 University Ave. 
TORONTO

10
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CLARKS
CLARKS

MONTREAL
CANADA

COOKED
CORNED

BEEF

MADE IN CANADA
FROM

THE BEST OF BEEF
W. CLARK, LIMITED, operate a canning 
business purely and simply. The choicest 
cuts and the best of the beef go into the cans. 
That is why Clark’s Cooked Corned beef is 
absolutely THE BEST ON THE CANA
DIAN MARKET. Quality goods mean 
pleased customers and INCREASED TRADE.

W. Clark, Limited, Montreal
h
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TUB SION OF PURITY

Our annual Tea Sale. All goods bought before 
advance. If our travellers don’t call send for 
samples—it will pay you.
After-stocktaking bargains. Our travellers have 
a big list.
’Phone at our expense.

3595, 3596, 3597, 3598, 4656, 748; Night ’Phone, 1807.

BALFOUR, SMYE & CO., WG“ HAMILTON

Evaporated Apples
WE PACK CHOICE THREE- 
POU.ND PACKAGES FOR 
FINE FAMILY TRADE.

O. E. Robinson & Co.
Ingereoll, Ontario

End ALL Expense With 
First Cost

The continual expense of elec
tric current, little breakages 
and repairs, that Insidiously 
eat big holes In your profits 
—such cost* arc never known jj0> 
to grocers using the ELGIN 40 
COFFEE MILL. With them first cost Is the 

No. 35 l only cost. The ELGIN steel-cuts your coffee
any grade by a few simple turns of the wheel. Nothing to 
wear or break—nothing to get out of kilter.
You'll find the ELGIN always ready for active service, thus 
greatly adding to Its economy and earning power. Let us 
send you without obligation Catalogue No. 23, which fully 
describes the ELGIN line. A post card will bring It, to
gether with the name of our nearest representative.

Woodruff ft Edwards Co., Elgin, 111., U. S. A.

s’"VÎtrT,?.rnr' r*yv

Have No Hesitation
in recommending to your best customer

‘ Bluenose ’ Butter
It always opens up in excellent shape, and 
its quality and flavor are remarkably fine. 
Taste “Bluenose” yourself 1 Then you’ll 
feel more enthusiastic about recommend 
ing it.

SOLE PACKERS

SMITH ft PROCTOR HALIFAX, N.S.

SMITH
AND

PROCTOR
SOLE PACKERS

Halifax - N.S.

store convenience — costs 
little — gives big service

THE ITGREGO BAG HOLDER

Holds every sise bag from 14 to 10 lbs. Always ready. 
Haves time, space and waste of begs. Supply of bags Is 
laid In the top; one by one la secured as required. The 
om«t practical bag bolder made. You cannot afford to be 
without one. Write for Prices and detailed particulars.

For sale by nil gret-elaei Jobbers er 
TUB O. P. MeOBBOO* PAPER CO.. LIMITED,

«11 IMIss Avo., Toronto.

Bee Brand
JELLIES, STARCH, BORAX

can always be depended upon to give absolute sat
isfaction. For Quality and Purity Bee Brand 
Specialties are unequalled. Get a display on your 
counter to-day. Samples cheerfully sent.

FORBES & NADEAU, Montreal, Que.

12
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Granulated
100 Per Cent. Pure Cane.

Prompt Shipment of all Orders.

Jonas’ Sales are 
Perpetual Sales

Once you consider the number of extracts that have been thrust on the market during 
the past forty-five years only to soon drop out of existence, you get an idea of the sound 
esteem the average housewife holds for Jonas’ Extracts.
For more than two generations most grocers have found their thorough goodness, extra 
strength and high quality have kept customers coming back continuously. You’ll 
realize their popularity once you get them to the fore in your store. For sound, repeat 
sales push Jonas’ Extracts. Replenish your supply to-day.

HENRI JONAS & CO., Montreal, Que.

LARGEST MAKERS IN THE WORLD
Tin Foil—all descriptions
Tea Lead—all gauges and

sizes
Metal Bottle Capsules—any

size, color or stamping
Collapsible Tubes—plain or 

colored
ALL BRITISH MADE

Send specification of your needs or samples of what you now use — stating qualities — 
We will give you BEST QUALITY —BEST DELIVERY — BEST PRICES

BETTS & COMPANY, LIMITED
Chid Office:—! Whirl Road LONDON N.. ENGLAND

HI GENUINE I

.^PlRF
VANILLA

SuintéISSb
-=£ PtlRF V
L É MON

AWJWm

JU-Jfl* L-Udj]

stae
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OME manufacturers in their eag
erness to reach the consumer shoot 
over or under the retailer’s head 
or try to shoot through him. The 
retailer is getting tired of being 
shot up. Work with him and 
for him and note the difference.

XX7HEN trade begins to boom it will be
* * * exceedingly difficult to jump in, over

take and pass the man who continued, even 
in times of depression, to paddle his adver
tising canoe.

It will require a high power campaign and 
lots of anxiety to do it. Even at that the 
persistent advertiser may beat the other 
fellow to it.

14
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Compare the T & B ten cent plug with any 
other—and you’ll decide it’s the best buy

f he tobacco in “T & B” plug smoking is the 
finest Virginia leaf carefully selected and 
expertly cured. “T & B” plug will win per
manent customers for you. It will give you 
more profit and enables you to give better 
value for your customer’s money. Stock 
“T & B.” Order a caddy to-day.

YOUR WHOLESALER HAS IT.

TUCKETT LIMITED
HAMILTON, ONT.

_____________________________________________________________________________________________________

H The fact that the successful business man is an 
advertiser is usually incidental. He is an adver
tiser because he is wise and possessed of good, 
sound business sense and an analytical mind. At 
some time or other he came to the conclusion that 
advertising could be made one of the mightiest 
factors of his business organization, and having 
arrived at this conclusion, he just naturally went 
to it and advertised.

Geo.E TuckettaSon

rile Cut
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Manufacturers’ Agents and Brokers’ Directory
The Canadian market Is oyer three thousand mllee long and extends from the peach 
belt to the Arctic Ocean. Manufacturers and merchants can not hope to cover this 
market satisfactorily or get the best out of their Canadian opportunities without the 
assistance of Ideal Agents. The following firms In all parts of Canada are prepared 
to act as agents for good lines. The service department of the Canadian Grocer a 
at the disposal of firms wanting agents or of agents wanting agencies.

ONTARIO.

W.G. A. LAMBE & CO.
TORONTO 

Established 1885

SUGARS FRUITS

“We are large buyers of Sun- 
dried Apples. Ship all your good 
stock to us charging us whatever 
other dealers are offering, and 
we will send you our cheque 
promptly. ’ ’

W. H. Millman 
& Sons
Grocery Brokers 

TORONTO

The Harry Horne Co.
GROCERY BROKERS 

Manufacturers’ Agents 
and Importers 

309-11 King W., Toronto, Can.
Wc can place your goods on the 
market successfully.

(Correspond with us,)

W. G. PATRICK & CO.
Limited.

Manufacturers’ Agents 
and Importers.

51-53 Wellington St. W., Toronto

A want ad. in this paper will 
bring replies from all 

parte of Canada.

HENRI DE LEEUW
28 Front Street E. TORONTO

Importer — Foodstuff» — Exporter 
I in buyer for Besns, Pees, Seeds. 

Dried end Evaporated Apples, and pay 
raah. Send me nemplee and wire what 
yoe have to offer.

WESTERN PROVINCES.

GEORGE E. MEASAM 
mr r commission merchant
Agencies for confectionery lines solic
ited. My representatives canvass the 
retail trade every atx weeks In the 
Country and every two weeks In the 
C1*y- P. O. BOX 1111,
Edmonton, ----- Albert».

H. P. PENNOCK & CO.,
Limited

Wholesale Grocery Brokers 
and Manufacturers* Agents.

WINNIPEG.
We solicit accounts of large and pro
gressive manufacturers wanting live 
representatives.

WATSON &TRUESDAIÆ
Wholesale Commission Beakers and 

Manu fart a re re* A seats.
120 Lombard Street 

WINNIPEG - MAN.
Domestic and Foreign Agendo. 

Solicited.

WINNIPEG
CALGARY

Wholesale
Grocery Brokers and 
Manufacturers’ Agents

Commission Merchants

LIMITED
Escott Co,

REGINA
EDMONTON

FRANK H. WILEY
Manufacturers’ Agent 

Groceries and Heavy Chemicals 
Enquiries soUcIt-d for shipment from Spot 
stock W Innlpeg or for Import.
757-759 Henry Avenue, Winnipeg

RUTT AN, ALDERSON1 LOUNDJa d.
•COMMISSION BROKERS —.

Representing Canadian and British 
Houses

Aeeacies Solicited 
WINNIPEG. - MAN.

A want ad. in this paper will 
bring replies from all 

parte of Canada.

BRITISH COLUMBIA.

The Campbell Brokerage Co.
Sssslsetsrsrs* ifsstt ssd Ca—l««Iaa isttsrm.

We have our own warehouse and track
age. Shipments stored and distributed. 
Can give special attention to a few 
good agencies.
Ml Beatty Street, - Vnaeonver, B.C.

NEWFOUNDLAND.

T. A. MACNAB & CO.
ST. JOHN’S - NEWFOUNDLAND 
MANUFACTURERS' AGENTS

and COMMISSION MERCHANTS 
Importers and exporters. Prompt and 

careful attention to all buotneea. High
est Canadian and foreign references. 
Cable addreoa: “Macnab?* 8L John's. 
Codjs: A, B, C. 5th edition, and private.

QUEBEC.

W. J McAULEY
Commission Broker 

Flour, Feed, Grain», Potatoes.
We are open for a rood agency In feed 
•tuff line, calling on the retail trade. 

BZ8 Board of Trade Bldg., Montreal.

Grocery
Advertising

By Wm. Bor sod i
It contains suggestions for 
special salee, bargain sales, 
cash sale», etc.; ideas for 
catch lines or window 
cards, and many hinte for 
the preparation of live ad
vertising copy. A collection 
of short talks, advertising 
ideaa and wiling phraaee 
used by tho most aucceae- 
ful grocery advertiaeri.

PRICE, $2.00.
ALL ORDRE* PAYABLE

IN ADVANCE

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

You esn talk scroes the Continent for 
two cents per word with s want si. 

la this paper.
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Pleasant Impressions of Your Store
In a highly recommended “Course on Salesmanship” this statement is 

emphasized : “It is important that every customer should be satisfied with her 
purchase and carry away a pleasant impression of the store and its services

1 he above statement defines in a nutshell the policy of every progres
sive grocer. It also explains why so many grocers recommend Red Rose Tea. 
They know that

Red Rose Tea
“is good tea”

and that the woman who buys it will be completely satisfied with her pur
chase. The uniformly high quality and distinctive flavor of Red Rose Tea 
is an asset to any grocery store.

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

Money In Salesmanship
The trained salesman is practically independent. 
Scores of business houses seek his services.
It should, therefore, be the aim of every young 
man to qualify himself for a higher position. He 
can accomplish this in his spare time, just as hun
dreds have done.
No work so quickly develops poise, self-reliance, 
ease, ability to grasp situations, instinct to meet 
the demands of the moment, and the capacity to 
meet men of their own level, as representing 
MACLEAN’S.
This work puts you in touch with the prominent 
men of each town, a connection of inestimable 
value. We require representatives in nearly every 
town and center of population in Canada. You 
can make from $5 to $10 per week in addition 
to your regular salary. We give you a practical 
training that is worth consideration.

Write us to-day Jor particulars.

MACLEAN PUBLISHING CO.
143 University Ave. Toronto, Ont.

INCREASED PROFITS AND A 
BIGGER TURNOVER

Eureka
Refrigerator

Company
Limited

31 Brock Ave. 
TORONTO

come a» it natural sequence to the store that Installs the Eureka 
Refrigerator. Wo further loss through spoilage; no more complaints 
from customers about tainted foodstuffs. These cease just as soon 
as the Eureka Is put Into use. Let us tell you the names of some 
of the Grocers and- Butchers round about you who are using the 
Refrigerator that has proved Its superiority for over twenty-eight

years. Then hear what 
they have to say about 
BIREKA.

Tell us you are interested. 
We can give you facts 
and figures of what the 
Eureka has done for other 
grocers that will surprise 
you. Write us to-day - 
right now.
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The Seed Drill and the Reaper
It is an amusing, and at the same time significant fact that men who 
criticize and condemn advertising the hardest are the men who advertise 
the least.

And the most violent critic of the lot is the man who doesn’t advertise 
at all.

These men put up strange arguments against advertising sometimes, and 
one of their pet diversions is to compare advertising with Personal Sales
manship.

To compare Advertising with Personal Salesmanship is to compare the 
Seed Drill with the Reaper.

They are separate and distinct. Each performs different functions, yet 
each are necessary for the common good.

They work together, in the same field, for the same man, to the same end.

Advertising is the Seed Drill of Modern Commerce.

It plants the Seed of Good-Will in the minds of prospective customers. 
The seed grows to interest, and interest turns gradually into a desire to 
possess. The harvest ripens and is garnered in by the ever-ready salesman.

The salesman is the Reaper of Modem Commerce.

He reaps where advertising has sown.

Advertising performs the missionary, the educational and the prelimin
ary work—the Salesman comes along and with minimum exertion car
ries away the order, and frequently all the glory of securing it.

He reaps most who sows the best, and a just man will not forget the seed 
drill when the reaper is at work.

Rate Card and Full Information gladly furnished on request.

THE CANADIAN GROCER
143-153 University Avenue, TORONTO, ONTARIO
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UNIFORMITY
The unvarying good quality made possible by 
skilful blending and constant watchfulness has 
been an important factor in the history of

"SALAD#1
The consumer knows that whenever or wherever she buys a 
package of “SALADA” that her taste will not be deceived by any 
variations in flavour. You cannot expect to get this regularity 
with bulk tea, and we have proved that this is one of the essential 
points in winning public favour.

"SALADA”
Montreal TORONTO London, Eng.

It’s quite to be expected that 
Crown Brand Corn Syrup should 
have a big daily sale through

out the Dominion
When you consider the number of grocers from the Atlantic 
to the Pacific in small and large towns, in cities of all sires, 
and even throughout rural Canada who are selling it.

These grocers are looking to their beet interests, both present 
and future, by sticking with the syrup that brings the 
quickest and best results.

They realize that by co-operating with our desire-creating 
consumer advertising they will reap the benefit of the superior 
quality of this delicious, satisfying Canadian table syrup. 
They realise that by displaying Crown Brand Corn Syrup in 
their windows and on their counters they will crystallize the 
customer's desire-to-try Into actual sales and good future 
business.

.loin tlic crowd of mone> -making grocers by displaying 
and pushing Crown Brand Corn Syrup.

The Canada Starch Co., Ltd.
Manufacturers of Edwardsburg Brands
Work» : Cardinal, Brantford and Fort William

r
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y>EV.y J
• OXFORD 

r BLUE <

Appreciated and preferred all over the civilized world, wherever the cleanest and whit
est washing is desired. The grocer who suggests KEEN’S pays a distinct compliment 
to his own good judgment, for KEEN’S is the acknowledged favorite wherever washing 
is done.

Your nearest wholesaler is ready to supply you.

MAGOR, SON & CO., Limited
403 St. Paul Street, MONTREAL 30 Church Street, TORONTO

AGENTS FOR THE DOMINION OF CANADA
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Sell the Farmer Better Goods
One Method for Getting Him to Spend More Money With the Merchant in the Country Tow ns 

and Villages—How a Certain Merchant Raises Standard of Goods Purchased
By His Customers—Power of Advertising.

Second of Series on “Getting After the Country Trade.’’

*t f u S HERE lined to be the greatest 
rivalry in our store,” related 
an ex-general merchant to the 

writer recently ‘‘to get the farmer’s 
wife to spend all her butter and egg 
money when she came to the village. If 
we didn’t get the surplus above what she 
had decided to take out in trade it either 
found its way into some other store or 
into the bank next door.”

This man is to-day the general man
ager of the branch of a large Canadian 
foodstuff industry who has made a bril
liant success as a salesman. He worked 
his way up from an obscure clerk in a 
village store to his present enviable posi
tion because of that power to SF.LL 
goods.

Grocers and general merchants of to
day are in the same position. The farm
er’s wife still comes to town every Sat
urday and sometimes during the week 
with her butter and eggs and she either 
goes out of the store with money or 
goods. Merchants to-day have in fact 
much greater opportunities than those 
of the time to which our friend refers. 
The farmer has prospered in recent years 
with but few exceptions. He has got 
money he never had before. He has the 
money because he has been securing big 
prices for what he has had to sell. Every 
merchant knows that.

It Is up to every merchant who sells 
to the prosperous farmer to go after 
country business right now.

Are the clerks in your store enthusias
tic over their accomplishments as salse- 
mon ? Are they equipped with the know
ledge and information that will help 
them get the farmer’s wife to spend all 
her butter and egg money in your storet 
Those are questions of paramount im
portance at the present time.

Advertising in the local papers and

A
Tasty Change 

for the 
Farmer’s Table
Are you getting a little tired of 
pork? Wouldn’t you like a change 
for awhile? If so, then call to see 
us on Saturday and let us show 
you our stock of Salt Herring. 
Several kegs just in of fine, plump, 
juicy fish—and a wholesome, nour
ishing food.
Look over this list of goods and 

prices :
Salt Herring—A food that makes a most 

tasty dinner and an agreeable 
change from the usual meat diet. 
Per keg, . ,c.

Clseoe Herring -Another delicious fish 
food that Is Just as palatable as 
the other. Kaslly kept during the 
cold weather. Three dozen for . .c. 

Brown Sugar for Taffy—A favorite 
winter pastime of the long evenings 
Is the making of lafTy—one of the 
delights of the life of the robust 
eountry young folks. Brown sugar, 
per sank, $........

Molasses—Treat the family to ginger
bread — always a pp reelated by 
everyone and a healthy food, flood 
molasses Is Indispensable. Take
home a llu or two of .......... Brand,
only .... cents per tin.

Jelly Powder—A package makes a 
whole pint, and with whipped 
cream so plentiful In the eountry, 
there Is no fluer dessert. Per pack
age..........r.

Butter and Eggs Wanted

JOHN BROWN
75 John Street

Phone 54

Suggestion for a newspaper advertisement to 
Interest the farmer.
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personal salesmanship with catchy dis
plays are methods which will be neces
sary to get the attention of the farmer 
and his wife.

ses

Sells Superior Goods.
“Our method for getting all the busi

ness we can from the farmer,” declared 
a general merchant in a small town, “is 
by raising the standard of the goods we 
sell. For instance when a customer asks 
to see a pair of boots we do not allow 
him the cheapest pair in the store first, 
hut rather the very best boots we have 
in stock. We tell the customer of the 
high quality of those boots-—that they 
will last longer than any other pair in 
the store—and that our guarantee is be
hind them. If we know the customer lias 
the money we sell him the best boots. 
Occasionally of course some want to see 
something cheaper and we show them— 
but even then we frequently see better 
boots by comparison. Besides mak
ing a margin of about 8# cents or so 
on the superior boots as compared with 
only 40 on the others, we seed home a 
pleased and satisfied customer who will 
never accuse us of having sold boots 
that were defective.

“The same applies to hardware, gro
ceries and dry goods. If a farmer wants 
a hoe I never show him a low priced one 
but invariably the best quality in the 
establishment. Nine times out of ten 
he buys it without question and he re
mains with ns a satisfied customer.

“To such a point have we urged the 
buying of the better quality goods that 
customers have come to accept onr 
recommendations and as you know, once 
you have the confidence of your pat
rons you have little difficulty in increas
ing vour business by the power of sug
gestion. In the retail business of to-day
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one must anticipate the wants of his 
customers if one desires to be success
ful, rather than hand over only those 
goods that may have been asked for.”

The Good Flour Was Bought.
While the writer stepped aside to al

low this merchant to serve a customer 
from the country he heard a conversa
tion illustrative of the power of the re
tailer to raise the standard of goods to 
customers :

How much is your flour to-dav 
Mr. -------- T”

Four fifty a sack,’" was the reply.
It is the Blank Brand and is guaran- 

teed to give you the very best of satis
faction.”

But haven t you any cheaper than 
that!”

Oh yes, we have, there is some at $4 
and at $3.75. but you want the flour that 
you can depend on absolutely. I could 
sell you the other if you wish but I can
not guarantee you satisfaction with it.”

The argument struck home and the 
high priced flour was sold.

The method this merchant has adopted 
of raising the standard of the goods his 
country customers purchase, has done 
much to keep the home trade at home. 
In the village where he is located there 
is no newspaper so that he cannot do as 
he would like in the matter of newspaper 
advertising. However, he has carried 
personal salesmanship to such an estent 
that he has made a substantial success 
in his business. Last year he erected a 
new store. This is all done in spite of 
the fact that he is located in a district 
within a, few miles of a large city where 
there are always alleged inducements for 
people inclined to go on bargain hunt
ing expeditions.

Big Task for the Retailer.
At the present time the merchant who 

endeavors to get the farmer and his wife 
to spend their money by raising the 
standard of the goods he sells them, is 
doing splendid work. He is not only giv
ing better satisfaction but he is increas
ing his turnover and securing in many 
cases increased net profits. The trade 
must, too, appreciate the fact that un
less the farmer is gone after energetical
ly he will be apathetic in his purchas
ing transactions. There is no reason why 
he should hang on to his money. Many 
farmers have the idea that because there 
is a temporary depression on they must 
bank their money. It is the duty of the 
merchants in touch with them to 
separate them from that idea.

The Fort William (Ont.) Retail M 
chants Association is working diligen 
to get a substantial license imposed 
transient traders.. They are also e.< 
sidering methods for eliminating obji 
tipnahle advertising.

New Home for R.M.A.
Have Leased Large Building for Future Rooms — 

Renting Spaces to Manufacturers for Permanent 
Exhibits — Move March 1.

THE Retail Merchants Association, Ontario Branch, have 
become identified with an important undertaking in which 
members throughout the province will be greatly interested A 

new home has been found. For a long time the offices of the organi
sation have l>een located at 21 Richmond Street West, Toronto 
1 hese premises have now become inadequate. The Retail Merchants’ 
Association is, as the trade understands, composed of many sections. 
Un some afternoons and evenings several of these meet at once and 
sometimes the present ofiioes cannot accommodate them all with 
comfort to one another.

This condition of affairs sent the officials out on a quest for 
other premises that presented more scoj>e for their operations and 
they have found their new home in the old Y.M.C.A. Building at 
the corner of McGill and Yonge Streets, a short distance south’ of 
College Street. The first floor up and the one above it have been 
leased for a term of years—at least they will have lieen when this 
issue reaches our readers, as the option closes on Saturday.

On the first floor up will be the secretary’s office. This floor also 
contains three large rooms and it is really here that the interesting 
and unique part of the move is to be found. The Association has 
divided these three rooms ofT into spaces which will become perma
nent manufacturers exhibits. These exhibit spaces are being rented 
at so much per month to various manufacturers who will have per
manent displays of their goods in them. Altogether there are 30 
spaces and at time of writing 16 have been spoken for. and those 
after only three days canvass.

For the benefit of the manufacturers who take spaces there will 
lie a special exhibitors’ room on this floor where there will he writ
ing desk and telephone accommodation, etc.

There will also be an inquiry office on the first, floor up which 
will be maintained by the association.

On the floor above which has been leased as well, there are a 
number of committee rooms for the accommodation of the memliers 
at their regular meetings. There are a sufficient number of these to 
accommodate as many sections as may he meeting at any one time.

The Retail Merchants’ Association see a great future here for 
the development of their work. Their new quarters which are cen
trally located, will be in reality splendidly equipped “cluh rooms” 
where members may drop in any time thev are down street and 
where memliers from outside the city will be able to have their head
quarters when they come to Toronto. The retailers hope and expect 
that their newly acquired premises will soon become an important 
centre for wholesalers and manufacturers. The place may perhaps 
Income to be called “The Retailers’ Temple.” It is the intention of 
the officials at the present time to have oillinrd. card and lounging 
rooms for the accommodation of members.

Unless something unforeseen happens, the new rooms will ta? 
occupied by the first of March.

On the ground floor and entering from McGill Street is a large 
auditorium, capable of seating 1,200 people, and the association will 
have the use of this once a month. Their lug conventions will also 
be held there, if necessary. The entrance to the main offices.will, 
however, he off Yonge Street.
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Consider Fire Insurance Question
The Necessity for Careful Study of the Policy—The Co-Insurance Clause—Difficulties With 

Regard to Settlement—The Need for the Adjuster—Some 
Clauses for Retail Merchants.

Written for Canadian Grocer by H. S. EAYRS.

YOU can take a horse to the water, 
but you can’t make him drink. 
You can talk adequate fire insur

ance to some businessmen until you are 
blue in the face, but you can’t make 
them insure—not even if you are an in
surance agent ! There is no doubt that 
while fire insurance is pretty general it 
is still not universal, and it is very often 
most inadequate. There is altogether 
too much complacency about the matter. 
Many men go into relations with fire in
surance companies like a bull goes for a 
five-barred gate. Sometimes the bull 
doesn’t do anything but damage himself.

Financial men have been dinning it 
into our ears for many moons that Can
ada has an abnormal annual fire loss. 
The figures are astonishing. It has been 
stated by experts that they are higher 
in proportion than those of any other 
country. The fault is easy of discovery. 
Everybody blames his neighbor. It never 
occurs to him to blame himself. The 
majority of men take out a fire in- 
insurance policy and so long as they 
pay their premiums they sit tight and 
think they have done their duty. The 
idea that fire may visit their own par
ticular store never occurs to them.

It is not the purpose of this article to 
deal with the retail dealer in his re
lation to the fire insurance company as a 
bird easy of plucking by a successful 
plucker. That fire insurance men are 
crooks is as ridiculous a supposition as 
it is unfair. But there are good and bad 
in every trade. To say that fire insur
ance men are all saints is just as foolish 
as to say they are all sinners. Neverthe
less, there are those companies operating, 
from whom the retail merchant will be 
wise to keep away. There are tricksters 
that the retail merchant can't heat, no 
matter how he tries. Prevention is bet
ter than cure. With the best of com
panies the wise man will use all pos
sible caution. And, indeed, the more cau
tious the man is the better pleased 
will be the company if it is a good one.

Study Your Policy.
The prime factor in getting a square 

deal over your fire insurance is to know 
your policy. It is a contract, by virtue 
of which the company agrees to pay a 
certain sum of money in ease of fire, 
providing that the conditions of the con
tract have been fully adhered to by the 
assured. This means something more 
than mere prompt premium payments.

Insurance men—like retail merchants— 
are not in business for their health. If 
they find themselves called upon to pay 
out a sum of money because of fire their 
first impulse is to see how small that 
sum can be made. It is human nature, 
as well as insurance nature.

The man who is going to take out an 
assurance policy should, first of all, be 
sure of the standing of the company 
which he has in mind. Some companies 
have lower rates than others. Usually 
this means that the protecting power of 
the company is not so good. Since the 
first objective of fire insurance so far as 
the insured is concerned is protection, 
he needs to be sure that his risk is cov
ered by a good company. Get the agent 
to tell yon the financial standing or,

Some men get their policy and are 
too busy to bother reading it. Later 

—they with they had done so.
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better still, show you the balance sheets 
of the company for whom he is acting. 
Be sure you are with a company which is 
strong financially. It may mean thous
ands of dollars to you.

It is most important that the man who 
insures should understand his policy. 
If you were going to buy a house you 
would peruse the deed to see if all was 
in order. Yet comparatively few men 
bother to do this in the case of an insur
ance policy.

All Policies Identical.
The retail dealer who is insured in 

more than one company should see to it 
that the conditions and particulars and 
descriptions should be identical in every 
policy. This has two advantages. First, 
if you should have a fire it will save a 
good deal of haggling and misunder
standing between the companies. See- 
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ondly, it will prevent any company from 
giving you a contract so worded that it 
is useful to the company itself, should 
anything happen. For instance, a clause 
that some companies are fond of insert
ing is to the effect that where additional 
insurance is carried the company should 
be bound by the policy most favorable 
to it, not necessarily its own policy. This 
obviously is a very good “way out” for 
the company.

Then, see to it that your policy has this 
clause, “Further insurance permitted,” 
so that you are at liberty to insure when 
and with whom you will, in case of 
necessity, for additional insurance.

That Go-Insurance Clause.
A particular which very often results 

in disaster for a merchant is the inser
tion of the 80 per cent, co-insurance 
clause. Too much care cannot be taken 
by a person who wants fire insurance 
before he adopts this form. This is a 
contract by which the insured agrees to 
keep insured to the extent of at least 
80 per cent, of the value of the property. 
If he fails to do so he himself must 
stand for any loss which would have 
been paid by the insurance he should 
have carried in excess of that which he 
actually did carry.

For example, if a retail merchant has 
a thousand dollars’ worth of stock and in
sures it subject to this eighty per cent, 
clause, he is complying with the condi
tions. Later in the year his stock in
creases to $1,500, but somehow ne
glects—perhaps only for a day or two— 
to increase his insurance. Then the fire 
comes along. The loss and damage 
amount to $600. The insured, under 
the co-insurance clause, should have had 
insurance to the extent of eighty per 
cent, of $1,500, or $1,200 worth. Instead 
of that, he has only eighty per cent, of 
his original $1,000, which is $800. The 
insurance company, therefore, only pays 
eight-twelfths of the loss of $600, equal
ing $400. And the owner must stand 
the loss of the other four-twelfths of the 
$600 loss, which is $200, himself.

I hear from insurance experts that 
careful examination into the losses in 
which the co-insurance law applies justi
fies the statement that it is most unwise 
for the small man to have the co-insur
ance clause included in his policy. Keep 
away from it. Remember the words 
“co-insurance,” and avoid them as you
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would thin ice. They are thin ice. Put 
them up aa a bogey, and leave them 
there. Sometimes they are a help, but 
only rarely. The risk is too great. The 
owner may only be delayed a day or 
two in getting extra insurance to meet 
that clause, and yet the fire may happen 
in that time. It is much better to have 
straight insurance and pay a little higher 
rate for it than pick up “co-insurance” 
from the bargain-counter only to find 
later that it was far more expensive in 
the ultimate casting-up of things.

Obviously the eighty per cent, co-in
surance clause is a splendid thing if 
your property never bums up. In re
turn for such a clause the insurance 
company makes the concession of a lower 
rate, so that the man who has the co- 
insurance clause is able to reflect that he 
is getting cheaper insurance than his 
neighbor who has not the co-insurance 
clause. But if he is getting cheaper in
surance he is not getting the same pro
tective power, as has been shown.

The insurance companies have two 
good lines of defence because of this 
clause. They can try to prove that the 
amount of the damage is less than the 
amount claimed by the assured ; second
ly, they can seek to prove that the value 
of the property before the fire was more 
than the assured had figured it, and 
hence—as we showed by an example 
above — that the latter was not insured 
for 80 per cent., and so did not comply.

Furthermore, not one insurance agent in 
twenty, nor one retail merchant in more 
than that, understands the co-insurance 
clause, and the wise man doesn’t dabble 
in things he doesn’t understand.

Stock and Property Separate.
Many men think that their in

surance policy covers their property, 
stock and everything they have. Most 
companies insure stock separate from 
the property, such as fixtures and so 
forth. The assured should be careful to 
see that his policy or policies cover all 
his belongings. The co-insurance clause, 
for instance, treats each item separately. 
When the retailer describes his stock 
he should not say “stock consisting of,” 
but “stock of merchandise consisting 
principally of,” and in this clause 
should be included “supplies used in 
packing, shipping and delivering.” No 
loop-hole should be left. Some insurance 
companies are adepts for discovering 
them for themselves, anyway.

Get Hold of An Expert.
When trouble comes along it is na

tural for us to go to someone who can 
help. When you are ill you go to a 
doctor. If you have a fire, go to an in
surance expert, an adjuster. This is a 
point which should be noted. In case of 
a fire it is a certainty that the insur
ance company concerned will hire

adjusters, and at such a time an ad
juster for the assured is a necessity. The 
inexpert retail merchant cannot hope to 
win out against a professional insurance 
man, and he will lose if he tries. It is 
worth while paying an adjuster his fee. 
That fee will probably be stiff, because 
adjusting is an expert’s game, but it 
will be money well spent, for with the 
adjuster’s help you will at least know 
that the information you give the insur
ance people will not be used against 
you. Don’t try to do your own fight
ing with the company, if there is going 
to be a fight. Pay the adjuster to do the 
fighting. He is an old hand at the game, 
and he knows how to get under and over 
the adversary’s guard.

“Specials” for Retail Merchants.
So far this article might have applied 

with equal suitability to any retailer, 
almost. There are, however, certain 
points of special importance for the 
retail grocer to remember.

(1) If a dealer keeps coal oil or
lubricating oil for sale in any quan-

So says Mr. Merchant when the fire hae 
come along, and he finde that he 

wasn’t totally covered.

WRH THAT comsuwicr
CLAUSt

tity exceeding five gallons, a spe
cial permit must be endorsed on 
that policy.

(2) Any quantity of gasoline and 
benzine kept on the premises must 
he so set forth in the policy.

(3) If any of the store furnish
ings such as cash register and so 
forth are held under lien or sale 
agreement, the policy must read 
“in the event of the property here
inbefore mentioned being held under 
royalty, lien, or sale agreement, this 
insurance shall be held to cover the 
vendor and vendee.”

(4) The question of the dealer’s 
title to the property or stock should 
be looked after. A clause should be 
included which will read, with re
gard to the property, “owned or 
held in trust,” or “on consign
ment,” or “sold but not delivered,” 
or “for which he is not respon
sible,” or “held under lien, sale or 
royalty agreements.” according, of 
course, to the particular ease.

S*

COUPONS THAT PAY RAILWAY 
FARES.

New Scheme Launched By a Vancouver 
Concern.

Vancouver, R.C.. Feb. 11.—A novel 
proposition has been launched here in 
which the retail merchants are interest
ed. A concern known as the Canadian 
Travelscrip Company has been organized 
to promote a scheme which it is stated 
has for its purpose the bringing into the 
city of more people and therefore the in
creasing of the business of the merch
ants who are in it.

A synopsis of the project is given 
herewith :—

“The Canadian Travelscrip Company 
is a Vancouver firm, backed by Vancouv
er capital. The company has its head 
office at Suite 601. Northwest Trust 
Building on Richards street, and will 
operate throughout the entire Dominion, 
but will first inaugurate its service here 
and in other cities in British Columbia.

“Travelscrip is a form of coupon 
given to certain merchants to their cus
tomers on the basis of one mile of travel 
for every dollar spent with them in 
trade. It is issued in two denominations, 
representing purchases of twenty-five 
rents and one dollar, consequently any 
purchase of twenty-five cents or upward 
at a Travelscrip store entitles the cus
tomer to Travelscrip. This is then re
deemed by the Canadian Travelscrip 
Company at its head office or any of its 
branches in passenger transportation by 
railroad or steamship over any line in 
tho world.

“Special arrangements have also been 
made by which Travelscrip is redeemed 
in street ear tickets over any city line 
of the B. C. Electric at the rate of 25 
full-fare street car tickets for every 
fifty miles of Travelscrip presented at 
the offices of the Canadian Travelscrip 
Company.

“The merchants who are distributing 
Travelscrip give it to their patrons free 
in recognition for money spent with 
them in trade, and already, it is stated, 
people of Vancouver are insisting on get
ting it from the stores where they do 
their buying.

“All steamship and railway tickets is
sued for Travelscrip cal! for transpor
tation on first-class trains and boats 
anywhere where regular lines of travel 
are operated.

“Transportation will also be supplied 
in lieu of Travelserin over the New 
Westminster and other tramlines of the 
R.C. Electric in this province.”

The Two Barkers, Limited, St. John, 
N.B., grocers and provision dealers, sus
tained a fire loss in their. Amherst 
branch.

i



A Successful Lenten Campaign
Lines That the Jepson Store Decided Upon as Substitutes for Meats—Description of a Fine 

Selling Window Trim—It Was Made An Actual Sales Creator by the Attractive 
Way it Was Put Together—The Style of Advertising Used.

Written for Canadian Grocer by HENRY WILLIAMS.

LENT was only a few days distant. 
Thos. Jepson guessed aright when 
he decided in his own mind that 

his new head salesman—Haslam—would 
turn his attention to fish and other lines 
appropriate to that season. In former 
years fish had been slower than a nig
ger's funeral, even during what should 
have been the best selling seasons, and 
the proprietor was anxious to see what 
could be done if such business were en
thusiastically gone after.

“There are lines of foods which the 
average grocer never imagines are good 
Lenten sellers,’’ perused Haslam. “I 
must feature these to the limit and have 
a better assorl-

peared at the rear with the two words : 
“LENTEN SUGGESTIONS,” and 
people certainly secured suggestions 
that had never been presented to them 
before. Pyramids of various canned 
fish, vegetables and baked beans were 
built up in semi-circular fashion from 
one front corner of the window to the 
other. They gave one the impression of 
mountain ranges of canned goods, with 
the tallest peak in the centre made of 
canned tomatoes, with the red tomato on 
the label turned outwards. Next to that 
was a knoll of canned salmon on the one 
side and canned peas on the other. Other 
peaks consisted of corn, canned herring.

ment than any 
other store in 
the city.” So 
he took out his 
pad and survey
ed the shelves. 
Here was what 
the sheet con
tained : Fish: 
canned salmon, 
sardines, her
ring, mackerel, 
baddies, flaked 
fish, etc.; baked 
beans ; cheese ; 
eggs ; corn and 
cane s y nips, 
maple syrup 
and pancake 
flour; canned 
tomatoes, corn 
and peas ; con
fectionery and 
fancy bis
cuits; preserved 
fruits: macaroni 
and rice.

A Selling
Window.

The window 
display which 
appeared in 
Jepson’s store 
the following 
week was an 
a x t r aordinary 
seller. It drew 
the people to
wards it like a 
magnet drawing 
nails. A large 
display card ap-

sardines, baked beans, baddies, beets, 
carrots, etc. No two mountains were 
alike in height. A diameter to this semi
circle was made close up to the plate 
glass. This consisted of cans of corn 
and cane syrups, artistically arranged 
in zig-zag form. Inside this line were 
three or four displays of macaroni con
structed in the same way as railroad 
men pile up railway ties. The corner of 
each pile was turned outwards. Back of 
that were three dishes, or more properly 
baking pans, with three different grades 
of rice, with price tickets on them. In 
anticipation of Shrove Tuesday there 
was a neat arrangement of packages of 

pancake flour

Nutritious Lenten 
Dishes

'T4I0SK who abstain from eating meats on fast days during Lent 
are looking for wholesome foods to take their place. We have 

just gone over our stock and selected a number of lines which we 
can offer as the very best of substitutes. Our window is dressed writh 
a selection which you will agree is worthy of your closest inspection. 
Include some of the following in your next order :

KISH—The old reliable Lenten food— 
tasty and nutritious. A new supply 
just In. Make your next dinner out 
of herring, halibut, salmon or flnnan 
haddle. I’er pound, ..0 up to ..c.

CANNED SALMON—One of the most 
nourishing of all fish foods; can be 
served In many tasty ways. Small 
tins . ,c, large tin . ,c.

BAKED BEANS—No better substitute 
for ment. Place the can In boiling 
water for a few minutes and you 
have a deliciously warm, wholesome 
food. Per tin, . .c, . .<•, and . .c.

CANNED VEGETABLES—It's a long 
way to harvest time and new Cana
dian vegetables. Vegetables In tins 
are canned when fresh and our good

quality 
Held fln

brands retain their fresh 
flavor. Tomatoes, corn or peas 

—any one of them makes a fine meal 
when heated. Per tins. ..c.

MACARONI—This food Is made entirely 
from wheat—what better recommen
dation could It possess as u food of 
high value? Boiled alone or with 
cheese, It Is a wholesome dish. Can 
be served lu many other ways. Try 
a package. Per lb, . .c.

RICE—There Is no more nutritious des
sert on the market than Rice. In 
fact. It Is a staple food of more 
than half the population of the 
globe. Eat rice during Lent and 
plenty of It. Per pound, . .c, . .c, 
and ..c.

REMEMBER PANCAKE TUESDAY
Don't forget to celebrate the old custom of having pancakes on Shrove Tuesday— 
the day before Lent. If you buy Blank Brand Pancake Elour you will be sure to 
have most delicious pancakes for the occasion. Order a package and a quart bottle 
of our line PURE Maple Syrup. Pancake Flour Is . .c per package, and Maple Syrup 
. .c per quart bottle.

For çre-1-enten social events fancy biscuits, confectionery and other 
dainties are in order. Give us an opportunity to show you our

assortments.

THOMAS JEPSON
87 Bradley St. Phone 111

Lent begins on Ash Wednesday, Feb. 17. Above la a newspaper advertising suggestion that 
retailers are at liberty to use In their focal paper.
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so placed that 
there was a 
“courtyard” in 
the centre of 
them. Inside 
this courtyard 
were three 
bottles of maple 
syrup. A piece 
of plate glass 
was placed over 
the top of them, 
and another 
bottle on top of 
that again.

Still farther 
to the rear and 
under the 
shadow of the 
tallest peak of 
canned goods 
were two 
cheeses, one flat 
and the other 
resting on it on 
the curve side. 
A touch of the 
farm was given 
to the trim by 
the placing of 
two nests of 
straw in a 
couple of pack
ing boxes and 
filling them 
with clean new- 
laid eggs. These 
were placed, 
one on either 
side of the win
dow, just Inside

(Con. on P. 34.)
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1916 RESOLUTIONS OF A. LIVE WIRE.
1 will try to collect my accounts rather than wail 

against the wholesaler who tries to do the same 
thing. W7e both need the money. He is doing 
business closer; I will do the same thing—and my 
customers MUST fall in line. This financial tight
ness must affect the individuals before there is a 
recovery and when it touches individuals it is my 
particular concern.—A. L. It'.

Wavering on the Tea Tax.

IN referring to the presentation of the budget by 
Finance Minister White and the postponement 
of it until some time this week or next, an Ottawa 

despatch says:
SPLIT OVER TEA TAX.

One of the points of difference between mem
bers of the Government is said to relate to the pro
posed duty on tea. A section of the cabinet is said 
to have opposed any tax on tea at the war session 
last August and to be still averse to placing any 
burden upon an import of a commodity of such 
universal consumption. A compromise may be 
reached by substituting ad valorem for specific 
duties, thus making the duty lower on the cheaper 
grades of tea.
Canadian Grocer took the stand some weeks ago 

that there should he no war tax on ten, because of 
the fact that it was the national beverage of the poor 
people, and because if there should tie a tax, the re
tailer would have to make the explanations. A copy 
of our article at that time was sent to practically 
every member of the Federal Cabinet, and the above 
despatch indicates that a number of them have seen 
the justice of it. It is to be sincerely hoped that the 
powers have been prevailed upon to bring down the 
budget without the tea tax. ' Apart from the reasons 
already mentioned, the retailer must see that if there 
is a tax of 5 or 10 cents on tea he can only advance

his price that much to the consumer and his profit 
percentage suffers—he will have to make a bigger 
investment for the same gross margin. This applies 
particularly to sales of packet teas where the blends 
are standardized.

We believe that had the retail organizations made 
a strong endeavor to protect the masses against an
other rise in tea and urged that such things as theatre 
tickets and other luxuries be taxed, the government 
ivould not have turned a deaf ear to them. How
ever, we shall soon see what’s what, as the budget will 
likely be presented shortly after this issue reaches 
our readers, if not before.

What “Hard Times” Talk Does
** f ■ TALKING about a financial depression, 

brings one about as quickly as anything 
else,” remarked a business man the other 

day to the writer.
How true that isl
“I remember,” he added “that back in 1907 when 

the last depression was just in its infancy we had a 
case in point. One of our accounts located away up 
in Ontario several miles from a railway station whom 
we had billed as usual, wrote to say that owing to the 
financial depression he would like a little more time 
to pay his bill. At the time there was just a mere 
talk that one was on the way. He had seen this in 
one of the newspapers and used it as an excuse to hold 
back his payments.”

Here is something about which the trade should 
lie very careful. There is altogether too much talk 
about hard times. The effect this has on the farming 
community is sometimes magical. Farmers and 
others too frequently plead poverty without cause, 
simply because they are pretty sure they will be be
lieved when everyone is talking hard times.

This story is told of n farmer and vouched for as 
absolutely authentic. He asked his local merchant 
whom he owed an account of $60 or more for the 
loan of $27. The man was a bit slow but neverthe
less was a good account and the merchant gave him 
the loan. A day or two later by accident he learned
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from the local hanker that the farmer in question 
had deposited $100 the previous Saturday. This 
naturally made him suspicious and he took the mat
ter up with the farmer next time he came to the 
store. The confession was eventually wrung from 
the customer that he needed just the $27 to make the 
hank deposit an even hundred.

During the present crisis every retailer should 
make it a point not only to go after the farmer’s 
business strenuously, but to insist to the very limit 
that he pays his bills promptly. The farmer has the 
money to-day and there is no reason why he should 
not pay his accounts promptly.

Local Merchants Versus M. O. H.
ROM all parts of Ontario come complaints of 
the mail order houses gobbling the business that 
ought by rights to go to the local merchants, 

and in most cases, the local merchants are to blame 
to some extent at least, states an Ontario weekly 
paper. The mail order houses have the science of 
advertising down fine and are not afraid of spending 
money on printer’s ink. When the local merchant 
thinks to save a few dollars by dropping his adver
tisement out of the local paper that is the time the 
mail order houses get in their fine work with “bar
gains” for last-day shoppers.

During dull times the local merchants cut their 
space down or drop their ads., but not so with mail 
order houses, they Hood the mails with catalogues, 
offering alleged bargains to clear off surplus stocks, 
and they double up on advertising and the highly 
paid ad.-writers eclipse their former efforts to catch 
the nimble dollar. It is a case of making the public 
think they are getting something for nothing and 
that seems just the thing bargain-hunters feed upon 
and so they send their orders to the city often in the 
mistaken idea they have saved some money.

People forget that the big city mail order houses 
cannot give goods away below cost any more than 
can the local merchant, and that with a big salary 
list, a high rental, a high tax hill and other city ex
penses it is not likely that goods can be sold at less 
than cost.

War and the Trade Paper
HE Financial Post has been running a series of 
articles with the object of interesting the Do
minion Government in taking more compre

hensive steps for the securing of war contracts for 
Canadian firms. In a recent article The Post says: 
Within a week after war broke out, a meeting 
of trade paper editors was called in London and 
their views as experts on business were published 
in the British papers to reassure the nation as 
to the stability of business. The Board of
Trade called in consultation some of the leading 
editors. Lloyd George asked Sir George Paish, the 
editor of The Statist, a weekly commercial and finan
cial paper, for advice in the emergency and eventu
ally insisted upon him giving his whole time, until 
the war shouhf be over, to the sen-ice of the Govern
ment as technical financial adviser, and the splendid 
way in which Britain has met the emergency has 
been due to this trade paper editor more than to any 
other factor, as was pointed out by J. W. Flavelle in 
an address a short time ago.

In the States, too, since the present emergency 
arose, the editors of the leading trade papers have

been called to discuss conditions with the President 
and members of his Cabinet, but particularly with 
their Minister of Trade.

These class paper editors are the specialists in 
journalism. Their opinions are unbiased. They 
have no personal interests to serve. Their success 
depends upon how well they serve their readers as a 
whole. Any preference for any firm or clique would 
be fatal to the paper. They are constantly called 
upon by the courts for expert evidence in complicated 
cases. Occasionally they are consulted privately by 
judges desiring information to guide them in coming 
to a decision in business or technical cases. Of course 
these are mere incidents in the work of these journal
ists. Their chief object is to give the news of the 
particular trade or industry in which their readers 
are interested, news for which general, daily and 
weekly newspapers with their space crowded with 
war, crime, baseball or society news cannot afford 
space.

Business Re-organizing
CCORDING to a financial paper some of 

Canada’s industrial institutions have felt the 
pulse of easier money. From the centres of 

wealth in the United States enquiries are being made 
with a view to the investment of money. The bears 
of some years on the south side of the line now see 
for the next few years a period of prosperity. They 
base their hopes upon the abundance of easy money. 
This they believe will stimulate industry. That 
easier money is finding its way into Canada. Already 
it has sought somewhat vigorously our high-class 
securities, and now it is looking for employment in 
other lines where the returns are higher. The evi
dence of this movement is not yet very pronounced, 
but it is to be found.

All the reports of the financial organizations are 
of a very optimistic character. Bank presidents and 
directors are especially so. There is more activity 
in the stock markets, and security houses are more 
optimistic generally. Many industries are beginning 
to take back their men. A pedlar of tea, from house 
to house, who has a good reputation, says he did a 
good business in January because many of his cus
tomers were getting back to work*. Unquestionably 
the business of the country is being reorganized, and 
for that purpose “our house has t>een set in order.”

Stocks in wholesale houses are lower, and those 
in retail stores also. At some of the largest jobbing 
centres stocks are said to be only 50 per cent, of 
normal. This condition cannot remain as it is. 
Meanwhile the people are continuing to avoid incur
ring liability, and have very appreciably lowered that 
which accumulated during the years of abnormal 
expansion.

We can look forward, therefore, to a steady im
provement. which will become quicker as a new crop 
season approaches. For the moment uncertainty as 
to tariff is acting as a deterrent to business, and is 
the cause of some speculative buying of commodities.

A GOOD PERCENTAGE of the eighty million 
dollars distributed in Canada for war supplies will 
find it- way to the retail stores.

• • •

LONDON FINANCIAL CIRCLES now are looking 
for a collapse of Germany in a few months. The 
earlier fear of several years’ duration finds little 
credence now. This all helps business.



Effects of Quantity Displays
Quebec Dealer Tells How He Has Increased Demand for Olives by Presenting His Customers 

With a Large Assortment—Began Selling Olive Oil by Displaying it on Small 
Table—Induces Patrons to Buy More Than One Jar of 

Marmalade and Jam.
Written by J. E. GROULX, Outremont, Que., for Canadian Grocer.

AFTER doing business in Outre- 
mont for a year and a half, 1 dis
covered there were people in town 

who ate olives and used olive oil on 
their salads. It was a very agreeable 
discovery. But I went slow at first, buy
ing only by the dozen. Soon it was 
brought home to me that the bigger the 
assortment 1 had the bigger the sales. 
Now 1 buy olives ten cases at a time, 
and these only last a couple of months, 
have built up this olive trade in one 
year.

This is why a good assortment pays. 
People came into my store, were attract
ed by the olive display, and asked re
garding prices. There is one thing I 
don’t mind doing—handing bottles down 
for customers. People who eat olives are 
mesmerized by a big assortment. At 
first they don't know which to take, but 
they are sure to buy. I remember one

Table Trim of Olive Oil.
The same with olive oil. I was sell

ing none. A start was made with a spe
cial brand, which 1 displayed on a table 
in the store. It was springtime, when 
people were eating lettuce and tomatoes. 
The olive oil looked good, and that first 
table display laid the foundation for a 
very profitable business. Of course, 
much depends upon the locality. I know 
places where you could not sell a quart 
bottle on a bet, whereas here I find no 
difficulty in getting a dollar per bottle.

That idea of selling several bottles 
where a customer has difficulty in decid
ing on a particular brand, will often 
work out in the ease of jam. I fill my 
shelves across the counter where the cus
tomer stands with six different makes of 
jam and marmalade. There are also 
potted meats, and further along are the 
olives and olive oil, three tiers on each

View of the shelving and bln fixture» In the store of J. E. Gronlx, Outremont, Que.

man in particular; he could not decide, 
so took several bottles. New business is 
usually built up by selling small bottles 
to begin with. When people have ac
quired the taste, they come for larger 
oottles.

shelf, giving the impression of much 
jam and marmalade. It is very tempt
ing. These jars sell themselves. Out of 
about sixty eases I have disposed of 
more tliait half since September. And 
this is only a medium corner grocery.

2S

It is an easy thing to hand those jams 
down. Several times I have sold Ihree 
or four jars of different makes because 
they all looked good to the customer. 
The shelves are filled every morning.

MARKING A CHEQUE “IN FULL 
SETTLEMENT.”

THE opinion is widely entertained in 
trade circles that when a cheque is mark
ed “In full settlement"’ by the drawer 
it cannot be retained and treated as a 
payment on account. A case recently 
tried in the City of London Court serves, 
says the Draper’s Record, as a reminder 
that this doctrine must not be accepted 
without qualification. The plaintiff kept 
the cheque so marked and subsequently 
sued his debtor for the balance of the 
account. The court held that he was 
within his rights in so doing. It is, 
therefore, clear that the mere endorse
ment of the cheque is not to be inter
preted as meaning that the recipient 
agrees to the special condition set out on 
the face of it. At the same time it may 
be presumptive evidence of an agreed 
settlement. Each case will have to be 
determined on the facta.

Probably the most satisfactory course 
to pursue in such circumstances would 
be to send the cheque back, declining to 
accept it in settlement. No misunder
standing could then occur, but, as the 
judge pointed out, it might result in the 
creditor being kept out of his money for 
several months. The subject is not free 
from difficulty, but commercial sentiment 
generally would be opposed to accepting 
a cheque so marked and then rep-' Mating 
the condition. This, of course, is not to 
say that circumstances could never jus
tify such conduct.

THE MARKETS ARE VALUABLE
MacLean Publishing Co., ,

Hear Sirs,—Please find enclosed express or
der for %1 subscription for Canadian Grocer 
for 11116. I value the paper very much os 
giving the markets up to date.

1 like to get It on Friday, as It gives me 
butter aud egg market for Saturday, as I 
buy a good quantity.

ROB ROBERTSON,
Shanty Bay, Ont.

J. E. Hunsicker, wholesale flour mer
chant, Coristine Building, Montreal, has 
been on the sick list for several days.
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The Outspoken Customer
Receipt of Stale Goods by a New Customer Caused Outburst 

Against the Grocer—Care Needed to Prevent 
Customers Becoming Dissatisfied.

By E. A. HUGHES.

MR. ABLE rubbed his hands. Ap
parently he was pleased. He 
turned to Judkins, his clerk, 

and said : “That woman ought to be a 
good customer, Judkins.”

“ Yes,” answered Judkins, “she 
ought. The thing to do now we have 
got a customer is to keep her.”

The woman they referred to had just 
left the store after giving an order which 
amounted in value to $5.

Mr. Able rubbed his hands some 
more. “You see, Judkins, she is a woman 
who has taken that big house on Cedar 
Street. They have a big family, and 
they do quite a lot of entertaining, I am 
told.” So Mr. Able went home happy 
that night.

When he came down next day he 
paused on the threshold of his store. 
Some one was raising Cain—whatever 
that is. Mr. Able was surprised to see 
that of all people it was his customer of 
the previous day, Mrs. Barnes. She was 
uttering diatribes against grocers in gen
eral, and Mr. Able in particular, with an 
eloquence that would not have disgraced 
a suffragette meeting.

“And, see here, young man, when I 
order tea I expect tea. I don’t expect 
something that might pass for mummy 
dust.”

“But, Mrs. Barnes—“said Judkins. 
“No, sir, as I was saying, I do NOT 

expect mummy dust. The tea that you 
sent me was not bought this year, no, 
nor last.”

At this moment Mr. Able entered the 
store.

“Good morning, Mrs. Barnes,” he 
murmured sweetly, “it's a nice morn
ing.”

“It IS a nice morning, Mr. Able, but 
that doesn’t alter the fact that the tea 
you sent me wasn't worth drinking.”

“Wasn’t worth drinking, Mrs. 
Barnes t”

1 ‘ No, sir ; wasn't worth drinking, ’ ’ 
burst in the good woman. “And as for 
those pickles, why, those weren't pickles ; 
they were getting along to the fossil 
stage. There wasn’t enough vinegar for 
them to swim in. Of course, that was 
only to be expected when the cork had 
rotted to about half its usual size, 
and—”

“ But, Mrs. Barnes—” murmured the 
grocer.

“Then you take that breakfast food,” 
said the irate lady. “At least it was to 
have been breakfast food, but my hus
band said it resembled dried tobacco. 
How long it had been on your shelves 
goodness only knows. As for—”

“But, Mrs. Barnes”—Mr. Able again 
tried to get in, but found the house full.

“Then there was that cooked meat. 
I put it on the table for lunch, but my 
husband complained of some unusual 
aroma and suggested I give it to the dog. 
But I had too much regard for the dog. 
Then, again—”

“But, Mrs. Barnes”—Mr. Abie’s 
voice was now very soft and insinuating.

He was tired of the war. He wanted 
peace at any price.

“And I might suggest, Mr. Able, that 
you occasionally remove the dust from 
the top of your salmon tins, and also 
that when you want to get rid of old 
stuff you might paste a new label over 
the discolored one. Good morning—”

“But, Mrs. Barnes”—Mr. Able threw 
himself once more into the breach.

“1 said good morning, Mr. Able,” and 
the woman went out of the store.

Mr. Able watched the door close ; then 
he gave vent to his feelings. The writer 
doesn’t apologise for not printing what 
he said. The editor wouldn’t allow it. 
Bye-and-bye Mr. Able slowed down.

A traveler from a wholesale grocer 
came into the store.

“Good morning, Mr. Able, how are 
the pickles ? And I guess your stock of 
tea is running low,” he said.

Mr. Able looked at the traveler once. 
Then he caught sight of Judkins, the 
clerk. “Do we want anv pickles, Jud- 
kinst”

“Yes, Mr. Able, we do, but if I were 
you I’d order a dozen bottles instead of 
three dozen. Then with ordinary luck 
the customer who gets the last bottle 
will And that the pickles have enough 
vinegar to swim in.” And Judkins 
smiled to himself.

• * •

Judkins went home in the street car, 
and, like a wise clerk, took out his copy 
of “Canadian Grocer.” He came to the 
series on “Why Readers Fail.” “I 
know one retailer who’s going to fail if 
he doesn’t look out, and I know the rea
son,” he said to himself. And he went 
on reading.

Bye-and-bye he looked up from his 
paper. “She certainly handed it to the 
boss,” he said.

• m * » •ses
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An exceedingly neat looking window display of Jams, mer malades and presvrred fruits that will be appropriate now
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Why Sugar Has Advanced
Rose in New York $1.05 Cwt. in Two Weeks, Whereas in Canada the Advance Was But 50c— 

Scarcity of Freight Bottoms One of the Chief Reasons — Rains in Cuba Lower
Production Estimates.

BETWEEN Wednesday of last week 
and Monday of this, sugar on the 
Canadian market has advanced 

no less than 50 cents per cwt. This was 
somewhat surprising to many who 
scarcely looked for so many advances in 
so short a time and of such proportions. 
It reminded one of the crazy flurry that 
followed the outbreak of war last 
August and September.

Sugar on the Montreal market to-day 
is $6.81, as compared with $4.25 a year 
ago. Of course, it should be understood 
that 70 cents of the $6.81 is war tax, 
and, therefore, purely local.

A combination of causes forced up the 
market during the past week. Probably 
the most important one was the rapid 
advance in freight rates between Cuba 
and America. This was in turn caused 
by the demand for freight vessels from 
the British Government, which has

caused a great scarcity of transportation 
facilities except at exceedingly high 
prices. In normal times the freight 
rates are around 8 cents per hundred, 
but now they are more than 30c, or an 
advance of 24 cents on the hundred on 
the transportation of the raw sugar.

•Tust when this situation will be re
lieved is purely speculation, and in the 
meantime there will be considerable 
gambling done by the speculator. This 
competition for ocean-going bottoms is 
keen, particularly as Great Britain is en
gaged in a life-and-death struggle, and 
is prepared to go to the limit to get 
what she wants.

Then, again, the making of the Cuban 
crop has been deluged by heavy rains, 
which have occurred frequently, and 
which have caused a considerable reduc
tion in the original crop estimates. Since 
the middle of January the reduction in

estimates has been more than 100,000 
tons. When New York buyers discovered 
that Britain had under contract so many 
transport vessels, they woke up and got 
into the market. At the same time the 
country woke up to the fact that there 
were going to be higher prices, and as 
usual when advances are anticipated 
everybody wanted to buy.

The result was that in two weeks’ 
time refined sugar on the New York 
market went up from $4.05 to $6, an ad
vance of $1.05. During the same period 
sugar in Canada only rose 50 cents, so 
that we may see still further rises here.

One thing is sure, and that is. that 
the commercial world will not buy more 
sugar than for commercial needs, and 
the speculator may sooner or later over
reach himself. The advances so far in 
Canada have nothing to do apparently 
with the tariff.

The Nineteen Fifteen Store
The Rapid Advance Made in Merchandising in Past Half Century — Civility to Visitors, 

Lookers and Purchasers — The Importance of Personality.
liy JOHN WANAMAKER.

THE stores of fifty years ago, com
pared with the stores of to-day, 
look like little candles compared 

with the present 500-watt tungsten 
lamp. In the best type of the modern 
store the floors are all level from street 
to street. There are not crowded aisles. 
There is abundant light everywhere. 
The ventilation is perfect. A complete 
stock of merchandise is kept up the 
year around.

Safety first, no matter what the ex
pense, is the daily duty a store holds to 
its ever-increasing patrons. As yet no
body has said that we have made a mis
take in providing comfort and securities 
for the safety of our customers.

Politeness Is Natural.
It will naturally follow that no one 

connected with a store will be lacking in 
politeness to the visitors, lookers and 
purchasers, who care for civility but not 
for familiarity. No matter how many 
advantages we have to offer in our con
tinually fresh-reinforced stocks of mer
chandise. and however earefullv it is 
priced at attractive and just prices, no

thing is so much appreciated as prompt, 
quick and good service at every count
er and corner of the store.

Few persons understand that there 
are “seconds” in almost every class of 
goods, that cost the dealer less, and 
should be sold to the consumer at a 
lower price, but are frequently palmed 
off on customers at the top price, or, 
what is worse, the goods are advertised 
as the standard goods selling at an off- 
price, when the price charged is what 
the same goods are sold at by reputable 
houses.

It is hardly to be expected that all 
customers know the tricks of the trade; 
nor can they know the actual values. 
Therefore, it is well worth while to try 
to ascertain facts and compared merch
andise. With few exceptions goods can 
be sent borne from more than one store, 
and this house was the first to accept 
returns of purchases not wanted by buy
ers. The only business that will satisfy 
us is that which is genuinely right and 
gives full value for money paid.

From the first letter of the alphabet
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to the last a store must make good in 
the character of the advertising. In 
shaking an apple tree the first to fall 
are the rotten apples. To shake a store 
by its own advertising pole will often 
reveal its fictitious claim.*.

It is always difficult to get definite 
facts on any subject. It is certainly im
portant that everything put into type 
be accurate. Advertisements must be 
news of fresh goods. They must be 
printed in good English, must be devoid 
of mis-statements, must convey informa
tion to clerks and customers, must offer 
fair service, and must tell of just prices.

From every room under the vast roof 
we have barred out—deception, dis
honesties, delusive statements, disguised 
goods, and pilfering prices. Our store 
will play fair oV not at all.

To- be personally “on the job” as 
President Wilson says is the funda
mental low of all successful storekeep
ing. Business is not a matter af mach
inery. It is not a great granite building. 
It is not iron and steel and rock : It is 
the human force that is in it. It is the 
man.



Proper Lighting of Show-cases
These Should be Interior Show Windows—View of Contents Must Not be Obstructed—A Good

Type of Reflector—Bo Not be Niggardly.
By A. J. Edgell.

F.OPER lighting of the store in
terior does not end with the in
stalling of correct lighting fix

tures in the ceiling for the general il
lumination of the store.

A well-lighted show-case is as at
tractive an object in the store interior 
as a brightly illuminated window is to 
the outside.

So far as lighting is concerned, prob- * 
ably the most abused selling privilege is 
that which lies in show-cases. Cases 
costing $4 per foot, more or less, are 
sold to the merchant in the first place 
because they will enhance the appear
ance of his store and fill the role of 
silent salesmen. Much talk is made 
about the great amount of merchandise 
these beautiful show-eases will sell. The 
possibility of doing this is there, and 
the well-lighted show-case with proper
ly displayed goods will pay for itself 
over and over.

Storage for Surplus Stock.
How does the average merchant utilize 

the opportunity f Many times after the 
novelty has passed the show-eases are 
used as storage places for surplus stock. 
The lights are seldom turned on and the 
beautiful show-ease is doing work for 
the merchant that a fixture costing one- 
fourth as much would do, and better. 
Sometimes the case is used for the dis
play of merchandise as originally in
tended: but the lights are used only on 
special occasions.

The Lights Turned Off.
Not infrequently the cases are re

moved from one section to another, the 
lighting wires severed and never re-con
nected in the new location.

Because of these things, what original
ly were intended as interior show- 
windows are ns much use in this re
spect as the show-window whose owner 
counts on the light from the street lamp 
on the comer to illuminate his displays.

Show-cases should be interior show- 
windows, rows of them forming streets 
in the store interior, selling their con
tents to the shopper ns do the show- 
windows. They should never he used as 
storage places any more than show- 
windows should, and during all the hours 
when shopping is done, should be lighted 
in order to create sales, assist the cus
tomer in making a choice and aid the 
salesmen in interesting the customer in 
his goods.

The merchant who owns a small spe

cialty shop, in the high-rent district, 
where he is required to do business on 
the intensive plan and make quick turn
overs, will generally be found making 
excellent use of his show-cases.

It sometimes happens that show-cases 
through an oversight are not equipped 
for lighting. That need not cause any 
hesitation on the part of the merchant 
who wishes to avail himself of every op
portunity he has. The cost of installing 
show-case lighting equipment is not 
great enough to be considered in view of 
the increased selling efficiency of the 
lighted case.

Light From Top and Front.
As in all store lighting, there are 

several good and many bad ways of 
lighting show-cases. The same prin
ciples apply as in show-window light
ing; the light should come from the top 
and front of the case, the light source 
itself being concealed from the cus
tomer’s eye. In addition, good show-case 
lighting requires that the lighting equip
ment obstruct, as little as possible, the 
view of the contents of the case, and 
care must be taken that the lamps in
stalled do not make the case excessively 
hot. Many show-eases, because of an 
endeavor to make them dust-proof, have 
little or no means of ventilation, so the 
question of the amount of heat generat
ed is of importance if cracked tops or 
sides are to be avoided. Under no cir
cumstances should a show-case have 
large unshaded lamps either along the 
top, front edge or down the side. The 
former is dangerous and the latter bad 
lighting practice.

A Tubular Lamp.
A special type of Mazda lamp is made 

for show-case lighting. Instead of be
ing pear-shaped, this special lamp is 
made tubular and is about twelve 
inches long and less than one inch in 
thickness.

The filament, as the part which 
“burns” is called, extends from end 
to end in an unbroken line and so gives 
a line of light.

Special reflectors are made for use 
with lamps of this type. These are 
shaped like the trough reflectors used 
for window lighting, and are in extensive 
use. as they light the cases effectively, 
and being compact, fit into the angle 
made by the intersection of the top and 
front and do not materially obstruct the 
view of the merchandise.

«

Good Type of Reflector.
Another type of reflector that is meet

ing with much favor has recently been 
placed on the market. This is made of 
one piece of blown glass with pure sil
ver reflecting surface, and is used with a 
round candlebra Mazda lamp. This re
flector is also very compact and the wir
ing which connects the reflectors is en
closed in pipe of very small diameter. 
Wall cases and cases on the store ex
terior bulletin boards with the store’s 
ad, and various other places will be made 
to do their work better if lighted in 
either of the ways mentioned.

True economy in store lighting means 
getting the greatest benefit from the cur
rent consumed. If the newest types of 
Mazda lamps are used and the installa
tion has been planned by an expert, 
every dollar’s worth of current burned 
will give full value as a sales-help.

It is an excellent plan to see that the 
lights in unfrequented sections such as 
stock-rooms and large floor areas where 
few customers go, are not burned need
lessly.

“Save the Juice."
“Juice” is the word by which elec

tric current is known among electric 
workmen, and one large electrical con
cern has hanging from each lamp a 
card, saying, “Save the juice, Save the 
juice, turn off this light when not in 
use.” The desire to prevent waste of 
current is apparent all through the elec
trical industry and the constant en
deavor is to give better service at less 

■ Current consumption. The idea of a few 
years ago, that a central station, as the 
light power company is called, rejoiced 
at the big light bills has been dispelled.

The lighting company desires that the 
merchant get full lighting value for all 
the current consumed and is willing to 
assist him in eliminating waste. It is in
teresting to note that while the cost of 
all other necessities has steadily in
creased, electric lighting has steadily 
grown cheaper.

Because of this fact the turning out 
of lights in the little-used sections of 
the store in- itself will not make a ma
terial saving, but as the burning of these 
lights is a waste, the waste should be 
eliminated.

The attempts to economize in the busy 
sections of the store is quite a different 
matter.

(Continued on page 32.)



Retailers’ Problems Discussed
Market Operation to be Investigated—Bread Manufacturers Scored for Cutting Profits of the 

Dealer—Following Budget Closely—Flour Branding Act in a Muddle—
The Time to Advance Prices.

TORONTO. Feb. 11.—(Special).— 
The present methods upon which 
the St. Lawrence Market is con

ducted formed one of the subjects dis
cussed at the meeting of the Toronto 
Grocers ’ Section of the Retail Mer
chants' Association at its regular meet
ing Monday night. Chairman Neil Car
michael presided.

W. .7. Parks asked if it was true that 
the market was used by hucksters and 
not farmers. If so, why should the re
tailers help to maintain the market for 
the benefit of these hucksters, who com
pete with the retailers and yet pay noth
ing for the upkeep of the market, and 
frequently little or no taxes for the 
maintenance of the city. The discussion 
drew out many expressions of opinion 
and eventually on motion of D. W. 
Clark and Robt. Dawson, it was decided 
to appoint a committee to wait npon the 
property commissioner to discuss the 
whole market question and to determine 
just where farmers, hucksters and retail
ers stand. This committee is composed 
of Chairman Carmichael. W. J. Parks. 
Samuel Bone and Provincial Secretary 
E. M. Trowem.

The bread question was another upon 
which many of the grocers ventilated 
their views. The association is indig
nant over the methods of some of the 
large bread manufacturers who advanced 
their prices to the retailer and not to 
the consumer, therefore making the re
tailer bear the burden of the advance 
and cutting down his profits considerab
ly. F. C. Higgins condemned strongly 
the actions of any manufacturers who 
who did this upon such a basis. The 
principle was entirely wrong, he claimed, 
and the retailers should allow no manu
facturers to ride rough-shod over them, 
and attempt to compel them to do busi
ness at less than cost. “The manufac
turers.” he added, “were making no 
advance to the consumer, but they ask 
the retailers to hear the entire loss. 
Every retailer should get fair and square 
profits on every line he handles, and 
should endeavor to cut out those men 
who do not give us a fair and square 
deal.” On the motion of Mr. Higgins 
and D. Nicolson. a resolution was passed 
condemning in strong terms the action of 
certain bread manufacturers for ad
vancing their prices to the retailers and 
keeping them the same to the consumer. 
The resolution intimated that this trans

action was certainly an unwarranted af
front to intelligent business men.

May Consider Budget.
It may be that when Finance Minister 

White brings down the Budget towards 
the end of the week or the first of next 
the retailers will hold a special meeting 
to consider the matter. They are expect
ing several war taxes on foodstuffs. One 
of them asked, in case there is a war tax 
on a certain line of goods—with the re
tail price to the consumer marked on it 
•—have the retailers the right to use a 
rubber stamp and stickers changing the 
price. Provincial Secretary Trowern 
gave it as his opinion that this would 
come within the rights of any retailer, 
so long as the article was not sold at a 
fixed contract price to the consumer. No 
manufacturer, he said, could register a 
price with the Federal Government. They 
of course, register a trade mark hut not 
a price. He deplored the practice of 
many manufacturers of putting up 
prices to the retailers by narrow mar
gins, and hoped that when the Budget 
was announced prices on foodstuffs 
would he advanced to such an extent that 
the retailer could also advance his prices 
to the same extent.

When there is an advance, for in
stance, of only a cent a pound on many 
articles, it was impossible for the retail
er to advance his price, particularly if 
the article were in the first place sold 
at a popular price—5c or a multiple of 
5. The general opinion of the meeting 
was that a small tax on any foodstuff 
would be most unfair to the retailer. S. 
Bone contended that the retailers should 
not be called upon to pay other peoples 
war taxes. A resolution was forwarded 
to the Federal Government contending 
that if any measure was adopted to in
crease the revenue, that the duty be so 
arranged that the burden would be born 
equally by all, and that the interests of 
the retail merchants would be safe
guarded against special or unfair taxa
tion. This resolution was moved by S. 
Bone and Donald McLean.

Act re Flour Branding.
E. M. Trowern who visited Ottawa since 

the last meeting, told of his interview 
with the Federal authorities with refer
ence to the amendment to the Sale and 
Inspection Act, referring to the brand
ing of flour and cereals. This has al 
ready been referred to in Canadian Gro
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cer. Mr. Trowern pointed out things are 
in such a state now that even the Gov
ernment officials do not know where they 
are at, and at the present time the re
tailer does not come under the act.

Prices on various lines were discussed 
and it was recommended that the re
tailer should advance his prices just as 
soon as the wholesalers when the Bud
get is brought down. This was unani
mously endorsed. It was felt that if 
this was not done, it would be difficult 
to raise prices later on. in order to 
maintain proper profits.

While discussing the business tax 
problem Mr. Trowern pointed out that 
retailers should not pay business tax on 
living rooms above their stores. This 
was new to several of the members and 
they went home that night resolved to 
look into this matter of their business 
tax at once. The business tax should 
only be paid 2-3 of the value of the prem
ises. when there are living rooms above 
the store.

PROPER LIGHTING OF SHOW
CASES.

(Continued from page 31.)
Nearly every one has experienced the 

temporary semi-blindness that comes 
from stepping from the bright daylight 
of the street into a dark store. For sev
eral minutes, until the eye adjusts itself 
to the comparative darkness, the view of 
the interior of the store is very hazy. 
Even in some large department stores 
the sections of the store near the street 
are in semi-darkness at noon day.

This condition is most likely to exist 
on those days of the week on which 
business is dullest. A mistaken idea of 
economy impels the floor manager to 
turn out many of the lights.

The floor-manager who goes about 
turning out lights would not think of 
furnishing newspaper to the salespeople 
to wrap the customers' purchases in, 
but he would hurt the store’s businesr 
no more by doing this than he does by 
giving the “hard up” appearance that 
comes from semi darkness. Every cus
tomer who inters knows the reason for 
the darkness is the desire to economize. 
That would not matter if she felt that 
the economy would benefit her, but she 
doesn’t. She thinks the store is nig
gardly and hastens to the store where 
bright lights give an air of prosperity.



The Clerks’ Page

THE ENCYCLOPEDIA

The Artichoke is a plant somewhat re
sembling the thistle. It is cultivated for 
its flowering head, gathered before the 
flower expands. The edible portion is the 
fleshy part of the calyx—the “bottom’' 
or basin of the blossom—and the base 
of the leaves of the flower. The flesh 
corresponds to what children call the 
“cheese” of the ordinary thistle. As 
eaten here, it is generally boiled before 
serving, but in Europe it is popular raw. 
seasoned only with salt and pepper.

If cut so as to leave an inch or two 
of stem, artichokes possess good keeping 
qualities, frequently remaining quite 
fresh for two weeks or longer under 
average retail conditions.

Tanned artichokes, principally the 
fonds or “bottoms” only, are imported 
from Italy and France. The small arti
choke buds arc used chiefly for garnish
ing.

The Jerusalem artichoke is an entirely 
different plant.

RAREBIT.
Welsh Rabbit or “Rarebit” is made 

of dry cheese, melted with a little old 
ale and poured over slices of hot but
tered toast. Seasoning and other ingre
dients, as sauces, etc., are added accord
ing to individual taste.

Many argumentative wars have been 
waged on the question of whether “rab
bit” or “rarebit” is the correct word. 
Modern dictionaries give the preference 
to the former, but “rarebit” still has a 
great many energetic defenders. The 
term is probably a jocular hit at the 
Welsh, as in New England a salt cod is 
styled as a poor man’s “turkey.”

THE ASPARAGUS VEGETABLE.
The Asparagus, which was a favorite 

vegetable of the ancient Romans, is a 
native of Europe. In this country, only 
the “spears” are eaten, but in other 
parts of t.he world the seeds have been 
largely used for coffee—they are still 
recommended for that purpose in some 
parts of Europe—and a fermented spirit 
is made from the berries.

An asparagus bed will -continue to

produce for a century, but it is at its 
best between the third and sixth years. 
Its commercial productivity is generally 
limited to fifteen years, as the stalks 
become smaller and less desirable with 
age unless fertilization is very heavy. 
The roots are buried from four to ten 
inches below the level and the sprouts 
or spears are cut as soon as they reach 
the surface or a few inches above it and 
are then tied in bunches for the market.

The extension of cultivation has re
sulted in changing asparagus from a 
vegetable almost exclusively for the 
well-to-do into one within the reach of 
nearly everybody. It is furthermore a 
vegetable of great adaptability—it can

WHAT BECOMES OF THE 
5 CENTS?

The liu«t arithmetical prob
lem submitted to the readers of 
this page showed that clerks are 
interested in mathematics. So 
here is another • A grocer 
places two boys at the front of 
the store to sell oranges. He 
assigns 30 oranges to each with 
instructions to one to sell at 3 
for five and the other at 2 for 
five. It will be seen that at the 
end of the day the receipts 
would be as follows:

30 oranges at 3 for 5 equals 
50 cents.

30 oranges at 2 for 5 equals 
75 cents.

Total. $1.25.
Suppose next day he wants 

the boys to do the same thing, 
but one of them in the mean
time has become ill. So he 
gives the other boy 60 oranges 
and asks him to sell them at 5 
for 10 cent®:

60 oranges at 5 for 10 equals 
$1.20.

The problem is what has be
come of the other 5 cents? Why 
shouldn’t the receipts each day 
have been the same? Please 
send replies to The Editor, 
Clerks’ Page. Canadian Grocer, 
143-153 University Ave., Tor
onto.

he readily grown all the year round, 
though the northern winter supply is 
necessarily somewhat expensive and is 
nearly as good canned as fresh.

The two principal market divisions 
are into the “green.” in all sizes and 
qualities, and varying from bright green 
to purplish; and the “white,” generally 
more or less tinted with purple and 
usually in the large size. The white is 
obtained chiefly by deep planting of the 
roots or by banking earth up around the 
shoots, but some special varieties grow 
nearly white without this assistance. The 
preference for one or the other is in 
some sections a matter of fixed local 
sentiment, and in others is subject to 
changing fashion.

In cooking fine fresh asparagus, it is 
best to stand the bunch on end, leaving 
about an inch of the tips above the sur
face of the water. In this way. il is pos
sible to cook the spears thoroughly with
out destroying the appearance of the 
tips. If the tips are not sufficiently 
cooked bv the steam, the bunch may be 
laid on its side for a few minutes im
mediately prior to taking out.

STILL ANOTHER ANSWER.
Editor, Clerk‘s Page.—Re salary ques

tion. A and B start work with the same 
salary, viz., $500 per year.

A gets $50 raise every six months.
B gets $200 raise every year-end. 

Who is the better offt
A’s salary for first year=$500-f-$50= 

$550.
B’s salary for first year=$500.
A is better off at end of first year bv 

$50.
A’s salary for second year=$550-f- 

$100=$650.
B’s salary for second vear=$500-f- 

$200=$700.
B is better off at end of second year 

by $50.
If the job was for one year only I 

would take A's place, but if for more 
than one, I would take B’s place. I can’t 
see how A is better off by $350 at end of 
third year, when B’s wages for three 
years==$500-f-$2004-$200—$900, and A 
onlv receives $504-$100-|-$100 ($250-1- 
$500)—$750 in three years.

RETAIL CLERK.
Sydney Mines, N.S.
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A SUCCESSFUL LENTEN CAM
PAIGN.

(■Continued from Page 25.)
the pyramids of the circle of canned 
goods.

“By hang," ejaculated Jepson when 
he saw it completed, “that’s sure a 
mightly line display. If that doesn’t 
tickle the palates of some of the people 
of this town, then I’ll eat my hat—it 
makes me want to eat something any
way. ’ ’

The proprietor didn't have to eat any 
felt. People he had never seen before 
came into the store and bought goods 
shown in that window. Congratulations 
came from all sides, and what was of 
more importance, orders for Lenten 
goods came too. The display showed 
that what the public wanted more than 
anything else were suggestions as to 
what they should eat during the Lenten 
season. Some grocers get the idea that 
Lent is a time for fasting and that 
people simply refuse to eat. Such is not 
the case. A few may “swear off’’ on 
candy or beverages just to demonstrate 
they have the will power to do it, but 
the majority transfer their tastes from 
one food to another. The lines shown 
by Haslam were splendid substitutes for 
meats which so many abstain from eat
ing on the fast days.

New Show Case for Fish.
An improvised display stand was put 

together by one of the clerks for show
ing fish. It was made to look as neat as 
possible, and placed just inside the en
trance and across it. It was kept clean 
and well iced so as to impress upon cus
tomers the sanitary conditions under 
which the fish stock was kept. Lent, 
however, had not altogether passed be
fore the proprietor was induced to pur
chase a brand new fish show case with a 
glass top that could be easily raised. 
Large quantities of fish were disposed of 
in the early part of the season, but with 
the new case sales greatly increased— 
all of which went to demonstrate the 
selling advantages of clean, sanitary and 
modern equipment.

“That fellow can get anything he 
wants,’’ remarked Jepson one day, as 
he told me of the new piece of equip
ment for displaying fish.

“I certainly don’t regret the expendi
ture, for I know that we shall easily 
save the price of it this year,” he added.

Used Descriptive Ads.
The usual newspaper space was de

voted to Lenten goods. Not merely were 
there some lines of goods mentioned, but 
each line advertised was described in a 
manner that whetted the appetite of the 
reader. For instance, there was no such 
statement as “Canned Salmon—25 
cents,” but "Canned Salmon, one of the 
most nourishing of fish foods, can be

served in many ways. What is more de
licious than salmon pief Small tins, 
15 cents, and large ones, 25 cents.”

That was the sort of advertising which 
Haslam believed in, and Jepson will tell 
you to-day that it was the only kind of 
advertising that ever brought him re
sults that would justify him in calling it 
a good investment. He was never a price 
cutter, for he did not believe in giving 
goods away. So the only other method 
open to get turnover through advertis
ing was by giving descriptions and in
formative talks about the goods, and so 
creating a desire for them. His head 
salesman took that course and made 
good.

A Contrast.
Across the street from the lively Jep

son establishment was another grocery. 
The windows could scarcely be seen 
through for dust. Dirty, stale goods, 
which had apparently lain there for a 
month, repelled business rather than at
tracted it. And still the proprietor won
dered why people stopped and stared at 
the windows of his competitor, and why 
so many went in to buy. Some of his 
good customers even, whom he had al
ways thought belonged exclusively to 
him, were coming out with parcels under 
their arms. Why was this the caset He 
could not answer, for he was blind to 
anything but his own slow and tedious 
ways. He waited with sombre patience 
for the increase in business which never 
came. Truth was he had parted com
pany with the advancing times. No move 
was made at the capitalization of the 
seasons—except that when Lent opened 
he put a dirty-looking keg of salt her
ring out at the door, and that at Christ
mas he was in the habit of showing a 
few striped candy walking canes. How 
could he hope to succeed with such ag
gressive competition across the street 1

SCRAP BOOK FOR IDEAS.
Many clerks who read Canadian 

Grocer regularly, maintain Scrap 
Books in which they paste anything of 
interest they find on it. One of these 
scrap books was run across by the writer 
the other day in Hamilton. It belonged 
to Wm. March, head salesman for the 
Peebles, Hobson Co., and a glance over 
it showed that here was one enthusiastic 
salesman who is anxious to learn more 
about his business. Mr. March has spent 
already more than a dozen years in the 
grocery business, having begun in the 
trade in the Old Country. Nevertheless, 
he says there is always something new 
to learn, and he watches his trade paper 
carefully for some of those new things. 
Not only does re clip important items 
from the Clerk's Pave, but from the 
other pages in Canadian Groeer. He has 
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several ideas in the Scrap Book on show
card writing, and is gradually becoming 
an efficient card writer himself, simply 
by following up the ideas presented in 
trade papers and practising all the time. 
Show-cards are used throughout the 
Peebles, Hdbson store, and good results 
are being secured from them. Here is 
a cue for other Canadian clerks, who are 
renders, of this page.

THE NEW GROCERY BOY
He sampled the raisins, the prunes and 

the rice ;
He sampled the crackers, the cocoa and 

spice ;
He sampled the apples, the coffees and 

teas,
But balked at the scent of the limburger 

cheese.
He sampled the currants, the sugar and

jam;
He sampled the herring, the cheese and 

the ham ;
He sampled the jellies and pickles in 

glass,
But sniffed the tobasco and said that 

he’d pass.
He sampled the candy, he sampled the 

flour.
He sampled the sweet stuff and sampled 

the sour ;
He sampled away till the daylight was

sped,
When his tummy rebelled and next day 

he was dead.
—The Ideal Grocer.

QUESTION FOR SOME LONDON 
GROCER.

Editor Canadian Grocer.—The ques
tion has been raised by a number of 
grocers—which is the better way to de
liver goods—auto or horse 1 I believe 
an experiment has been made by a Lon
don grocer. He bought an auto for $125 
and three horses for $45, or $15 each. I 
would like to know what the result of 
his experiment was.

OLD SCOOP.

W. C. Coir, general merchant, Morris- 
burg, Ont., is succeeded by A. E. 
Clement.

The Retail Grocers’ Association of 
London, Ont., are sending out invita
tions for a progressive euchre and dance 
to be held in their new rooms, over the 
Imperial Bank, on Tuesday, February 
16th. The grocers’ wives, daughters, 
sweethearts and lady clerks, as well as 
the male employees, are all invited. The 
executive is makimr elaborate arrange
ments for the affair. President Palmer, 
Secretary Harley and Past President 
Ranahan are looking after the social 
part and orchestra.



Current News

Quebec and Maritime Provinces.
H. Messier & Fils, grocers, have re

gistered at St. Hyacinthe, Que.
Geo. F. Blanche, grocer, Amherst, 

N.S., sustained a fire loss recently.
•T. W. Clayton, grocer, St. John, N.B., 

sustained a tire loss Inst week, partially 
insured.

A. S. Kendall & Co., general mer
chants, Lawrenceville, Que., have sold to 
L. G. laivigne.

Discussing the rumor of suggested in
creases in freight rates in Eastern Can
ada, J. E. Dalrymple, vice-president of 
the Grand Trunk Railway, said that 
while definite conclusions had not been 
arrived at, the railway officials were 
working along lines somewhat different 
to those adopted by the American rail
ways, it being thought that with our dif
ferent situation in Canada n horizontal 
advance of any given percentage would 
not work out satisfactorily. Further de
velopments will appear in a few days.

Ontario.
T. R. Coates, grocer, Simcoe, Ont., has 

sold to Walter Gamble.
G. W. Godden, general merchant, 

Harold, Ont., has sold to Thos. Cranston.
Jas. Clarke, general merchant, Bolton, 

Ont., sold to G. W. Staples.
The Sarnia Co-operative Society, Ltd., 

has disposed of its business.
The Inst issue of the Oshawa “On

tario’’ contained the window display of 
Puckett & Scilley, of that town, which 
won first prize in Canadian Grocer’s 
Christmas window contest.

The annual meeting of the North To
ronto Retail Merchants' Association was 
held last week. The proceedings took a 
social form and afterwards the election 
of officers for the coming year was held. 
The officers elected were:—President, 
W. E. Gibbons; secretary, C. E. Rudlen; 
vice-president, B. S. McMurtry, and 
treasurer, C. H. Moore.

Twenty-six thousand cases of canned 
goods have been removed from a Belle
ville factory to make way for dormi
tories for the volunteers of the 39th 
Battalion of the third contingent, which 
will mobilise in this city. The agent for 
the Grand Trunk Railway secured an or
der to ship the goods westward. The 
shipment will mean between 2.1 and 30

carloads. This is the biggest shipment 
of canned goods that ever left Belle
ville.

Western Canada.
Charles Ritz, sales manager for the 

Robin Hood Mills, Ltd., Moose Jaw, is 
visiting his home at Mitchell, Ont.

The H. 0. Smith Company, Regina, 
wholesale grocers, are opening up a 
fruit department in connection with 
their grocery business.

J. H. Tapley, manager of the provision 
department of the Swift Canadian Com
pany, Limited, Winnipeg, Man., has been 
transferred to the Edmonton plant of 
the same concern. He has been connected 
with the Winnipeg plant for the past 
nine years. He was presented with a 
beautiful diamond stick pin by his asso
ciates.

AIMS OF VERNON ASSOCIATION. 
President Discusses the Work Under

taken and Accomplished.
Vernon, B.C., Feb. 10.—At the first 

of a series of social and business meet
ings held by the Vernon Retail Merch
ants’ Association the feature was an ad
dress by the president L. J. Ball on the 
Aims and Objects of the organization. 
He defined ns the most important object 
of the association the establishment of 
a spirit of harmony and good fellowship, 
of confidence and loyalty among the 
business men of the community.

“Another and more material object 
of the association is the regulating of 
< redit», and the elimination, as far as 
possible, of the bad debts nuisance,’’ 
said Mr. Ball. “Some members have 
the impression that this organization ex
ists almost entirely for the collection of 
had and doubtful accounts. I wish to 
impress upon you that this association 
does not exist to collect bad debts, bn* 
to prevent them. Those members who 
use the facilities afforded by the associa
tion. and observe the information which 
is available through the office of the sec
retary, will not have many accounts to 
hand in for collection.”

The speaker also pointed out that the 
Small Debts Court is the result of an 
effort of the Retail Merchants’ Associa
tion, and dealt at some length with the 
usefulness of the “confidential list.”
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“The confidential list is intended 
merely as a business barometer,” he 
continued, “and does not prevent any 
business man extending credit to any
one he deems worthy of it; but if he 
does this in the case of a man whose 
name appears on the confidential list, he 
knows that he is taking a risk against 
which he has been cautioned.”

The organization, the president point
ed out. secured far more attention from 
civic, provincial or dominion govern
ing bodies than would be accorded to in
dividuals or miscellaneous committees, 
and cited amendments secured to the 
Traders’ License By-law.

The regulating of the transient trad
er and pedlar, and the doing away with 
questionable advertising were also listed 
among the noteworthy achievements of 
the association. The benefit to a busi
ness man of securing past records of cus
tomers. and credit ratings from almost 
every town and city *n the Dominion 
was gone into. The speaker closed with 
an urgent plea for a larger measure of 
support and sympathy for the local as
sociation from Vernon business men.

This address was followed by a short 
informal discussion of the points 
brought out, a discussion participated in 
by H. Curtis, E. Dixon, J. Jenkins. W. 
R. Megaw, C. J. Whiten and F. W. Rol- 
ston. A decidedly enjoyable program 
had been prepared, refreshments were 
served during an interval at 10 o’clock, 
and cigars and cigarettes, were passed 
around.

FIGHTING FOR THEIR COUNTRY.
More than 400 of the employes of 

Peek, Frean & Co„ biscuit manufac
turers, London, England, are serving 
with the colors in the European war. 
One of the number has already a dis
tinguished service order for valor un
der fire. Eight of the same firm’s over
seas representatives are also with the 
forces of the empire. Such patriotism 
demonstrates why it is Great Britain has 
remained great for so many centuries 
and w>hy her subjects on every continent 
have continued to enjoy unsurpassed 
freedom down through all these years.



Sugar Advances Total 50 Cents
During One Week the Advances Came Rapidly—High Freight Rates One of the Chief Causes 

Jams Likely to Follow—Another Advance in Beans in Montreal—Cocoa Goes Up 
About Six Cents on Primary Market—Macaroni Situation Strong 

—The Budget Awaited by the Trade.

Office of Publication, Feb. 11th, 1915.

Ti IK grocery market during the past week has been visited by 
three advances in sugar on the Canadian market, totalling 50 
•cuts per hundred pounds. While the market began to show 

some signs of strength tlie week prior to the advances, it was never 
thought that it would run up so rapidly. There are too, prospects for 
higher prices. One of the chief reasons for the advances is the fact 
that freight rates from.Cuba to New York have almost trebled. Since 
the middle of January the rate has advanced from 8 cents per hun
dred to 81 cents, due to the British Government requiring so many 
bottoms for its own use. This created a scarcity of tonnage when the 
Cuban crop came on and this made sugar actually scarce. Into the 
bargain the making of the Cuban crop was deluged by heavy rains 
and the anticipation of another war-tax by many has still further 
aggravated the situation. Should there be an extra war-tax imposed 
—which from the standpoint of reason does not seem probable — 
sugar is sure to advance the extent of the extra tax. In about two 
weeks the refined market in New York has advanced $1.05 per cwt.. 
as compared with 50 cents in Canada, so it would appear that further 
rises are in sight. Should the freight situation be relieved there 
would, however, be a strong tendency to ease up the situation. The 
market is therefore pretty much of a speculation.

If sugar maintains its strength or advances further, there is 
every reason why jams, jellies, and all kinds of preserved goods will 
go up. Last year manufacturers of these goods used very much 
cheaper sugar than will be possible this year. Price of sugar before 
the outbreak of war was about $2.50 a hundred less than to-day. 
This year’s marmalade has been made with dear sugar and if sugar 
maintains a position above $0 wholesale, jams, marmalades, etc., are 
sure to advance. The high price of wheat will for similar reasons 
soon force up macaroni prices.

In the past couple of weeks cocoa has advanced on the primary 
markets some 6 cents per pound, the cause being the heavy buying 
by United States buyers acting for European firms. Cocoa is a food 
with a high value and the nations at war are anxious to have plenty 
on hand. This market is still advancing.

QUEBEC MARKETS.
Montreal, Feb. 11.—By the time this 

reaches the hands of the retailer the 
Budget will moat probably have been 
handed down by the Minister of Finance, 
and, although speculation should be dis
couraged, those who have speculated 
will know whether they have used good 
or bad judgment. There is one consola
tion for those who have purchased tea 
—that the price they have paid, if there 
is no war tax, will allow them a profit 
in any cireumstanee. On the other hand, 
if there is a war tax. they will have made 
a tidy sum of money. It is interesting 
to note the large number of articles both 
of food and clothing which are expected 
to come under the attention of the Hon. 
Mr. White.

The sugar market has undergone a 
sensational change since a week ago. An 
advance of fifty cents in the space of 
five days is important. With the slight 
decline in Wheat which occurred early 
this week came an end—it may be tem

porary—to the long series of advances 
in the price of flour. All depends on the 
wheat market. If it should begin to 
soar again, flour may be expected to fol
low. The oat market is strong too, which 
lias resulted in a number of advances in 
feeds, and in rolled oats. Grocers will 
be compelled to charge 30c for large 
packages of the latter if they are to 
make any profit.

With the strengthening of the raw 
sugar market came an advance in the 
price of molasses, which now costs 43c 
for the Island of Montreal, and 40c for 
outside points. Prices on new crop have 
been named, but ns freight rates are not 
yet known, it is hard to say what the 
opening price will be for Montreal. It 
should be around 37c, which is much 
higher than it was a year ago. However, 
the crop last year was large.

The Canadian bean market continues 
to strengthen, and $3.50 is being asked 
for 3-lb. pickers. Lima beans are also 
very firm.

SUGAR.—The market advanced 10c 
on Wednesday, Feb. 3, as stated in our 
last issue. Thi§ was immediately fol
lowed by another advance of 15c. A 
third advance of 25c took place on Mon
day, Feb. 8. making a total of 50c, the 
same as took place in New York during 
the same period. As refined has since 
been quoted in New York at $6, it is 
likely that a further advance here will 
not long be delayed. Everybody, of 
course, is waiting for the Budget at 
time of writing. Probably the likelihood 
of a further tax had something to do 
with the advance in this market, as this 
fart, coupled with a firmer market for 
raws, brought about an enormous in
crease in business. Considerable spec
ulation has been going on throughout 
the country something similar to that of 
August and September, which required 
checking in some cases. Big sales took 
place in New York of raws at 3%c.
Extra Granulated Sugar*—

100 lb. bags ...........................
30 lb. bags .............................
2 and 5-lb. carton ................

Yellow Sugars—
No. 3 .................... ;................
No. 1 .......................................

Extra Ground Sugars—

50 lb. boxes .........................
25 lb boxe» .........................

Powdered Sugars—
Barrel» ....... .......... ................
51) lb. boxes .........................
25 lb. boxes .........................

Pari» Lumps —
100 lb. boxes .........................
50 lb. boxes .........................
26 1b. boxes ..........................

Crystal Diamonds—
Barrels ...................................
100 lb. boxe» ........................
50 lb. boxe» ..........................
26 lb. boxes .........................
Carton* and half carton» 
Crystal Dominoes, cartons

Per 100 lbs.
....... 6 80.... ft 9n
....... 7 10

....... 6 65

....... 6 40

....... 7»

....... 7 «0

....... 7 10

.... : oo

....... 7 CO.... : «

....... : 56

....... 7 66

....... 7 35

....... 7 46.... 7 56.... 756

.......  786
....... 8 06
....... 8 15

DRIED FRUITS. — Trade in dried 
fruits as far as the primary market is 
concerned, practically ceased on Tues
day this week. Prices were considered 
three cents higher all round owing to 
the possibility of a duty, and little in
clination to sell was shown. Apart from 
the duty question, currants, dates and 
prunes are strong. Bag figs are strong, 
but box figs are quiet, as nobody wants 
them. The former are scarce, and are 
brinsring good prices. Inquiries are being 
received for Valencia raisins, but they 
are hard to get.

evaporated fruits. p« ».
Apple», best winter .................... ............................. 8®
A prient» ................................................................................. 8 IS
Nectarine». choice .................................................... • U
Peaches, choice ................................................ 0 014* 8
Peer», chotoe ............................................................... 8 0

DRIED FRUITS.
Owned Peel*—

Ottw* ............................................................. 81» 8®
Lemon ...........................................................  8 IIS 8tt
Orange ........................................................... 8 US 8 13

Current*—
Amalias, loose .................................. ................... 8 8JS
Amalias. 1-lb. pkgs...................................................... 8 8»
F111*tr»s, fine, loose, new ................................ 8 WS
PQIatrae. passages, new .............................. 8 08S

Pat*»
Dromedary, package stock, per pkg...............  8 «S
Paid», choicest ................................................... 811
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Hallowee, loose ................................................ 6 08
Hallowee. 1-lb. pkg*................................. 0 37% 0 «%
8 crown, 12 lb. boxes, fancy, layer, lb. .... 0 15%
7 crown, 12 lb. boxes, fancy, layer, lb. .... 0 15%
6 crown, 1 12b. boxes, fancy, layer, lb..........  0 16
16 os. glove boxes, box .................................... 0 12%
» to », in ty lb. boxes, faced..................... 114
» to ». In Mb. boxes, faced................... I 13
» to », in Mb. boxes, faced...................... 0 12
» to », ha Mb. boxes, faced................... 0 11%
TO to », In Mb. bones, faced................... 0 10%
» to », in Mb. boxes, faced...................... 0 10
» to 100, In Mb. boxes, faced...................... 0 00%

Raisins—
Malaga table, box of » lbs., 1-crown

duster, ftfO; 6-crown duster...........  3 »
Muscatels, loose, 3 crown, lb............. ............ 0 U8
Sultana, loose .........................................  0 09 0 09%
Valencia, selected ............................................. 0 06
Valencia, 4-cr. layer ...................................... 0 09
Cal. seedless, 16 oz............................................ 0 10%
Seedless. 12 os. ................................................. 0 P9
Fancy seeded, 16 oe................  ........................ 0 10
Choice seeded, 10 os.......................................... 0 09%

Prices quoted on all lines of fruits are liable to be 
shaded for quantities, according to the state of market.

RICE.—There have been no changes 
made in price. Offers have been made 
for big supplies on condition that the 
duty—if there is one—be not charged, 
hut these offers have been turned down. 
The wholesalers irf Montreal have placed 
orders within the last few days, which 
were tilled immediately. One house which 
bought a carload on a certain morning 
had it delivered in the afternoon.
Rangoon Rices— Per cwt,

Rangoon “B" ....................................................... 3 50
"C.C.” ..................................................................... 3 40
India bright ............................................................ 3 66
Lustre ............................ ........................................ 3 76
Polished ...................................................................  6 36

„ ........................................................................  5 35Fancy Rices- Per cwt.
Imperial Glace .....................................................  5 66
Sparkle ..................................................................... 5 86
Crystal ..................................................................... 6»
Ice drips ................................................................. 6 20
Snow ........................................................................ 6 06
Carolina head ......................................................... 7 86

Prices are per 100 lbs., packed in bags (250 lbs.), half
bags (M0 lba.), and quarter-bags (50 lbs.); add 10c per 
100 lbs. for pockets (25 lbs.), and 20c for half-pockets 
(12% lba.).
Imported Patna— Per lb.

Bags. 231 lbs. ..........................................  0 06 0 06%
Half bags. 112 lba..................................... 0 06% 0 06
Quarter bags. 56 lbs...............................  0 06% 0 06%

Velvet head Carolina ................................... 0 09% o v»%
Sago, brown .................................................... 0 06% •«
Tapioca—

Peart. 1b. ...................................... ........... 0» 6 06%
Seed. lb. .................................................... 0 06 0 06%
MOLASSES.—The Montreal Whole

salers’ Guild met last Friday and de
cided that owing to the strength of the 
sugar market, and the scarcity of mo
lasses supplies, they would raise the 
price 2c per gallon, so that the price 
for puncheons per gal. in Montreal is 
4:ie. and 40c in the province. Cables from 
Barbadtoes announce the following 
prices for new crop: Fancy, 23V2e, and 
choice, 21 %c, f.o.b. in puncheons. It is 
difficult to give a price for Montreal as 
freight rates are not available, but figur
ing freight blind, the price would he 
around 37c, which is very high com
pared with last year’s prices when the 
first sales of fancy were made at 26%c. 
In consequence of these high prices, 
wholesale houses in Montreal are firmly 
decided to wait until the sellers get more 
reasonable in their ideas. It is hardly 
likely that such a high price will long 
remain. Last year it dropped by June 
to 23c, and heavy purchases were made 
at that fleure. Much depends on the way 
raw snear market acts in the meantime. 
The question for the planters is, whether 
they will make suear or molasses. Which 
will pav them beat t In the meantime, 
the .holders here will have a chance to 
clean up on their stocks. There has been

a good demand for molasses this winter, 
and stocks should be pretty well worked 
off by the opening of river navigation.

Prim, for 
Island of Montreal. 

Barbadocs Molasses— Fancy. Choice.
Puncheons ......................................... 43 .41
Barrels .................................................46 .44
Half barrels ...................................... 48 .47

For outside territories prices range about 3c lower 
per gallon than for delivery. Island of Montreal.

Carload lots of 20 puncheons or its equivalent in 
barrels or half barrels, to one buyer, may be sold at 
“open prices." No discounts will be given.
Com Syrups—

Barrels, per lb., 3%c; % bbls., 4c; % bbls.... 0 04%
Pails. 38% lba.. $1.96; 25 lbs................................. 1 46
Cases, 2 lb. tins, 2 doz. in case ..................... 2 66
Cases, 5 lb. tins, 1 doz. in case ..................... 3 00
Cases, 10 lb. tins, % doe. in case ................... 2 DO
Cases, 20 lb. tins, % doz. in case ...................  2 85

Cane Syrups—
Barrels, lb., 3%c; % bbls................................. 0 04
Cases, 2 lb. tins, 2 doz. per case................. 2 b6

Maple Syrups—
Pure, per 8V
Pure, in 15 _____

Maple sugar, pure, per lb.
Pure, per 8% lb. tin .............................................. 0 75

gâl- ke*s;i 8c per lb. or per jal. 1 00
011

COFFEE.—Business in coffee is about 
as good as it was this time last year, and 
is very good under the circumstances. 
Increased buying is detected on account 
of a possible duty. Mochas are scarce 
and high, and have been since the Turk
ish war.
Coffee, Roasted—

Bogotss ......................................................... (I 56 0 30
Jamaica ......................................................... 0 23 0 24
Ja.a ...............................................................  (1 31 0 94
Maricalbo .....................................................  0 22 0 B
Mexican .......................................................  0 27 0 28
Mocha ........................................................... 0 SO 0 33
Rio ................................................................. 0 IT 0 JO
Santo» ........................................................... 0 21 0B
Chicory, per lb............................................ 0 10 0 12

NUTS.—The possibility of a duty on 
nuts has had some influence on business 
during the past week, many people ex
pecting the old duty of 5c to he imposed 
again. Some houses have been unable to 
get quotations on shelled walnnts from 
France, indicating that the market is 
firm. Wholesale houses here quote them 
from 30c per lb. up to 35c. Shelled al
monds continue to be worth 35-36c. Tar
ragona almonds, which are reported to 
he scarce on spot, are quoted to retailer 
at 17c. Peanuts are reported strong, but 
all houses have not raised their prices.
Almond*. Tara ........................................................... 0 IT
Orenobles, new ................................................. 0 16% 0 16%
Marhots. new .................................................... 6 14 0 16
Shelled walnuts, new. per lb.......................  0 » 9 34
Shelled almonds, 28-lb. boxes, per lb....... 0 36 0 38
Sicily Alberta .................................................... 0 13% 0 16
Pecans, large .................................................. »........... 9 18
Brazil*, new .......................................................  0 13 0 14
Peanut*. No. 1. 11% 12c; No. Î ............................. 0 M%
Peanut*. No. 3 .................. ....................................... 0 09
Canadian chestnuts .................................................. 9 12

SPICES.—-The market is active, and 
there is an upward trend in peppers, 
cassias, gingers, nutmegs and many 
seeds. White peppers are active, es
pecially for March and April deliveries. 
Pimento is quiet and steady, with no 
change for some time to come. Spot sup
plies of gingers have greatly decreased, 
and prices are likely to advance further. 
Standard sizes of nutmegs are all scarce, 
and the tendency is upward. Looks like 
generally higher prices for February 
and March or longer.

Cawta ......................
Cayenne pepper ....
Clove* .......................
Cream tartai^-49c. 
Ginger. Cochin ..... 
Ginger. Jamaica ...
Mace ......................
Nutmeg* ..................
Pepper, black .......
Pepper, white .....
Pastry «pice .........v

Pickling «plot .......

Turmeric .................... 0 39-4)22 ....—..................—....
Lower prices tor pails boxes or bailers when delivery 

can be secured.
Cardamon seed, per lb., bulk......................  2 00 I 36
Carra way—

Canadian ................................................................. o 12
Dutch .................................... ................... o 14 6 16

Cinnamon, China, lb. .................................... 0 16 0 18
Mustard seed, bulk .......................................... 0 16 0 22
Celery seed, bulk .............................................. 0 36 6 46
Cayenne chillies ............................................... o 36 6 30
Shredded cocoanut, in pails ................................. 0 18%

DRIED VEGETABLES. — Growers 
ore asking from $2.90 to $3 for three- 
pound pickers, and the retail price is 
$3.25 to $3.50. During the past few 
weeks, Canadian beans have shown a, 
marked upward tendency. Whether this 
will continue remains to be seen. No 
big lots seem to have been exported, 
and the crop amounts to close on 900.000 
bushels. There may, however, be con
tracts, of which little is known, for later 
shipment. The opinion seems to be gen
eral that farmers still have the bulk of 
their beans on their hands, and are 
holding for higher prices. Should any
thing happen that would bring the mar
ket down, there would be some heavy un
loading. On the other hand there are 
those who insist that beans are going to 
be valuable. At the same time, 5c per lb. to 
the wholesaler is a pretty high price for 
them. Last year the price for 3-lb. pick
ers at this time varied from $1.80 to 
$2.40, the quality of the latter being the 
same as those for which the wholesaler 
is paying $3.25 now. Considerable buy
ing is taking place, beans being about 
the only active thing in the dried vege
table market. Wholesalers have in 
many cases ceased to handle hand-picked 
beans, the price being too high. As for 
split peas, there ceases to be interest 
taken in them, as it is hard to get 
them. They are quoted to the retailer 
at $5.25. Not a quarter of the amount 
are being used as there were last year 
at this time. Soup peas are costing the 
retailer $2.85 and up. One house guar
antees them bugless and boilers at $2.85. 
Lima beans are strong, and quoted 8 to 
8i/2c.

6 and 10-lb. 14.1b. pkg». %-Ib. tini
lb.

0 90-0 TO ....-0 D
0 T?—0 99 ....-A 30

— -4) 25 1 02-1 16 ....-on
....-6 40 1 16-1 » ... .-0 47

• IS—fl B
2 9 10-1 06 ....-6 30

-9 89 9 9*—1 05 ....-1 .»
-0 40 l ne-i » ....-0 75

....-9 M 0 80-0 » ....-• >1
____—0 33 1 06-1 18 ....-9 39
. . ..-0 2 9 86-1 10 ....-0 30

....-6 15
3T

6 76-0 » 0 86-0 J6

Canadian. 3-lb. pickets, per bushel.... 3 26 3 50
Trtlnw. per bushel ............................................. 3 ?6
Yellow eyes, per bushel ................................... 3 tt
Lima, per lb. ...........................................  0 08 0 08%

Pea*, fmnerial ereen. per hmhel .............. 2 »
Peas, white *oup. per bushel ................... 2 86 3»
Pea*, split, bag 98 lbs............................................ 6 26
Barley, pot. per bag ................................................. 3 26
Bariev, pearl .............................................................. 4 26

TEAR.—On Tuesday, the trade here 
learned that the Budget was likely to be 
handed down Thursday or Friday, though 
it was felt it might be later. Towards 
the last there was a slackening un in de
mand, everybody seeming to have all 
they wanted. There were some who had 
bought extra heavily, who were afflicted 
with “cold feet,” reqtiesUng importers 
to take hack supplies if the duty did 
not go on. Some retailers purchased 
heavily direct. Their position, in case of 
no duty, was considered less serious than 
the ease of brokers. Business done dur
ing the past three weeks has been enor
mous, far exceeding in most cases that 
of August.
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ONTARIO MARKETS.
Toronto, Feb. 11.—Some of the im

portant markets are changing with 
lightning-like rapidity these days, with 
sugar leading the race. Since Feb. 3, 
sugar has advanced 50 cents per hun
dred on the Canadian market and from 
all appearances the end is not yet. The 
reasons are several. One is that violent 
ruins in Cuba have affected the crop and 
reduced the original production esti
mates by more than 100.000 tons, and 
another—and probably this is the more 
important—freight rates from Cuba to 
New York have jumped up enormously 
of late. This lias produced a scarcity of 
bottoms for the transportation of the 
sugar and there is a shortage of raws 
staring the refiners in the face.

Tea remains firm on the London mar
kets and is likely to continue so for some 
time.

Beans, too. have advanced more, so it 
is believed, because the stocks are get
ting fairly well depleted rather than for 
the reason advanced that the farmers 
are holding on to their stocks for higher 
prices.

Cocoa on the primary market has 
gone up about six cents per pound In 
the last week or two and from all ap
pearances may go still higher. The rea
son is that New York buyers have been 
purchasing extensively in Trinidad mar
kets for foreign accounts.

With the rapid rise in sugar there is 
every prospect of advances in Canadian 
jams, jellies, preserves, etc. Manufac
turers are at the present time consider
ing advances in these goods and with 
sugar at its present height they cer
tainly cannot manufacture at the cost 
to them last year.

There is too. prospect of a rise in 
macaroni at any time. It all depends ap
parently on how long the supplies of 
wheat in the hands of the macaroni 
manufacturers which they bought at the 
low prices of last summer will last them.

Business is in a fairly healthy condi
tion with collections as usual. Some 
wholesalers are experiencing a revival in 
trade and attribute this to the fact that 
retailers had allowed their stocks to run 
low.

SUGAR.—In last week's issue an ad
vance of 10 cents per cwt. was an
nounced. which brought the local price 
up to $6.46. Since then and following 
closely on the heels of that rise, two 
others of 20 and 25 cents have occurred, 
bringing price of standard refined up to 
$6.86—or a total rise practically within 
a week of 50 cents. There has been more 
than one cause for this. The most im
portant, probably, was the increase in 
freight rates from Cuba, due to the em
ployment by Great Britain of the bulk 
of available vessels for carrying her 
goods. In normal times the freight rate

on sugar is from 8 to 12 cents per cwt., 
but this has advanced to 31 cents. Just 
how long this situation will last cannot 
be determined. There is little doubt, 
however, that should it terminate soon 
we would see an easing in the situation. 
On this score the market is a purely 
speculative one and the trade should 
proceed with caution. Combined with 
that there have been heavy rains in Cuba, 
delaying the making of the crop. These 
rains have re-occurred with considerable 
frequency and intensity. Then again, 
there is the anticipation by many of an
other war tax.
Extra Granulated Sugars, Montreal Refined—per 100 lit*.

100 lb. bags ................................................................ 6 86
20 lb. bags .................................................................. 6 96
10 lb. bags .................................................................. 7 01
2 and 5-lb. cartons ................................................. 7 15

Nova Scotia refined, 100-lb. bags ............................. 176
Extra Ground Sugars—

Barrels .......................................................................... 7 26
50 lb. boxes ............................................................... 7 44
25 lb. boxes ..............................................................  T 66

Powdered Sugars—
Barrels .............................................................<..........  7 06
50 lb. boxes ..............................................................  7 26
25 lb. boxes ..............................................................  7 46

Crystal I hamonds—

100 lb. boxes ........................
50 lb. boxes ........................
Cartons (20 to case) ........
Cartons (50 to case' ........
Crystal Dominoes, cartons

7 61 
T 61
7 71
8 11 
861 
8 26

Paris Lumpa-
100 lb, boxes ............................................................... 7 61
50 lb. boxes ............................................................... 7 T1
26 lb. boxes .............................................................. 7 81

Yellow Sugars—
No. 1 ............................................................................ 6 46

Barrels granulated and yellow may be had at 6c per 
cwt, above bag prices.

TEA.—There seems to be no let-up in 
the strength of the London tea market. 
Even in face of increasing quantities on 
occasions, all grades seem to be affected 
more or less in the strength of the sit
uation. Tea taxes are still being dis
cussed and there has no doubt been a 
great deal of speculative buying in anti
cipation of a tax. It seems, therefore, a 
certainty that unless the tax—if it does 
come—is made retroactive, the Govern
ment will secure small benefits for sev
eral months to come. It is to be hoped, 
however, that there will be no tax on 
such a necessity as tea. Theatre tickets 
would make a fine substitute and a tax 
there would not bear heavily on the 
people who have no money to spend on 
pleasures.

DRIED FRUITS.—Prunes are report
ed to he stronger on the coast, more so 
than local situation would seem to war
rant. This staple dessert cannot be said 
to be moving any too rapidly and in fact 
few of the dried fruits are. That does 
not, however, say that all the markets 
are easy. Currants are particularly 
strong, and so are apricots. Sultana 
raisins are. of course, disappearing from 
the market in view of Turkey being our 
enemy, and this line is strong. Package 
dates are easy and some lines of seeded 
and seedless raisins are quoted lower to 
the retailer. A change has been made 
in the sise of the cheaper date package, 
making 6 more to the case and our quo
tations on these are neeessarilv reduced 
per package.

tttandanl, 25 lb. boxes ...........................  0 13 0 14
Choice, 25 lb. boxes ................................. 0 15* 0 16

Applet, evaporated, per lb. ........................ • 8T% 6 61
Candied PwliTI................................................... 80 8 14

.......................................................... 80 8 14

.........................................................  S18 80
Currant»—

Filial rat, per lb........... .......................................... 0 07%
A males, choicest, pet lb........................... 0 08 0 06%
Fatras, per lb, ........................................... 8 06% 0 06%
V«tissa», choice ....................................... 8 6868 8 0
Cleaned, % cent more.

Da tee—
Farda, choicest, 12-lb. box* ...............  8 6818 8 0
Farde, choicest. 60-lb. box* ................ 0 08 8 6848
Package dates ............................................ 0 06 0 68%
Hallowees ..................................................... 0 07% 0 07%

Prunes—
.KMOr, California. 25 lb. boxes ........... 0 14% 0 15
40-6ÛS, 25 lb. boxes ..................................... 0 12% 0 13%
50-eOa, 25 lb. boxes ..................................... 0 12 0 12%
fiO-TOe, 50 lb. boxes ..................................... 0 10% 0 11%
7<N*ts. 50 lb. boxes .................................. 0 09 0 08%
80 90s. 50 lb. boxes .................................... 0 06 0 08
68-MOa, M lb. box* ................................. 0 0T% 8 0

tUb. bee* %• mere.
Peaches—

Standard. 60-lb. box* ............................  818% 8 0
0-lb. bat* %e more.

Raisiné—
Sultanas, choice, new .............................  IU 8 it
Sultanas, fancy, new ............................... 0 14 8 0
Valencia .................................................................. 08
Seeded, fancy, 1 lb. packets ............................ 0 10
Seeded, choice. 1 lb. packets .............  8 08% 8 0%
Seeded, choice, 12 oz....................................... 0 06
Seedless, 16 oz. packet* ...... .................. 0 10% 0 11
Seedless. 12 oz. packets .................................... 0 10

NUTS.—Shelled walnuts are now be
ing sold for much less than the early 
quotations. Last week it was announced 
that one firm were selling them at 36 
cents but few of the others were doing 
so. Now the price is generally below 
40 cents, our quotations being from 34 
to 38c. Some shelled almonds can be
bought for 38c, which is quite a bit be
low old figures. There are apparently 
not many pecans on the local market.
la Shall- Per lb.

AlmomK Tarragona .......................... .... 0 17% 0 18
Brazils, medium, new .................... • 11
Brazils, large, washed, new _____ 0 13
ChMtButa. SMck ................................ .... it» t to
Filbert». Sicily, new ........................ 1 M
Peanuts, Jumbos, roasted .............. « is*
Peanuts, hand-picked, roasted .... .... * MM 0 u
Peenuti, finer, routed ................. 818
Pecans .................................................... 40
Walnuts, Grenoble ........................... 0 16
Walnuts, Bordeaux ............................. • tl
Walnuts, Marbots .............................. 1 14

Shelled—
Almonds ................................................ 0 38 0 45
Filberts .................................................. 4 0

* H »
o nr

Wtilnuts .......................................... .. 0 38

SPICES.—Several lines of spices are 
firm, peppers and ginger having in the 
last month or so advanced in primary 
markets 4 or 5 cents.

:::::::::::::
Cwt*. whole .....................................
Cwi*. ground ........................ 8 14-8 0
Cinnamon, Batavia ..........................—....
Clot*, whole ....................................—....
Clovee, ground ........................ 8 0-8 B
Cream of tartar ....................  8 0-8 0
Curry powder ....................................—....
Ginger, Cochin ......................  8 14-8 W
Gtnger, Jamal*, ground.... 8 0-8 0 
Ginger. Jamal*, whale ..
Ginger, African,
Ma* ................
Nutmegs.

lb. per 0.

Nutmeg», ground, bulk. He:

Pastry spire 
Peppers, his 
Peppers, Mack. 
Peppers, white. «... 

Peppers, white, whole 
Ptekltne 
Turmeric

wCSa *

Pure, 
per 0.
..-80

n-e

• 0-8 0
• is^esi

80-8
888-8
80-8
....-4
818-1

• 0-8 
• 0-8 
• 0-8 
80-4 
8 0-4 
....—4 
• IS-#

COFFEE.—While locally the coffee 
situation is not any too brisk, the prim
ary situation is still strong. Specula
tion as to another possible war tax is 
going on. but not as much as in the case 
of tea.

Java
:s :s

••as
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Arabian Mocha ..................................  IS •»Guatemala .................................................. • SI
Bocwmiaai ........................................ oao is
Mexican ............................................. • » 0*
Maracaibo ........................................... 0 * ft*
Jamaica ..............................................  0M OS
Rio ..................................................... 0 16 0 17
Santos ................................................. 0 18 0 22

Chicory ............................................................ ft 14
SYRUPS AND MOLASSES.—In the 

West corn syrups have advanced 20c 
per case, but up to time of writing no 
change has taken place here. The
strength of the market is due to the rise 
in corn in the United States. If corn 
syrups go up starch will likely move in 
the same direction. The molasses market 
shows considerable change on account of 
the sugar situation, but to the trade no 
change of importance has taken place.
iynipe Par mm.

! lb. tins. S dee. la mm........................... *•
I lb. ties, I dee. bi earn .......................... S »10 lb. Une. % doe. ta mm ....................... IN
» lb. tiw, H dee. te earn ....................... IK
Barrels, per lb. ........................................ OVI
Half barrels, lb. ....................................... •«
Quarter barrels, lb. .................................. • Wi
Palls. SM* n*. each .................................. IK
Pella. » lbs. each ..................................... IKMolasses, per galloo-
New Orleans, barrels ......................... 0 » IK
New Orleans, half barrels .................. OS 0*
West Indies, barrels ......................... t«
West Indies, half barrels ................ IK 0»
Barbadoes, fancy, barrels .................. 0 46 0 48
Barbados*, fancy, half carrels .......... OIT 0U

Maple Syrup—Pure—
I gallon cans, 1 to ease ................ . I Oft

Gallons, ft ta ease .............................. CM ft M
H talions. U to csss ......................... IK 7K
Quarts. 24 to case, to glam ............. 7 00 7 8
Pints. » to ease ................................ I 00 ft*

Maple Sagan—
Pure, per lb. ............................................. I UH

Maple Cream Sugar—
M twin bare .......................... ..................... 1 *
« and « twin bar* ......................... I* 4*

Maple better. IK tins, doeeo ........................ 1 *
RICE and TAPIOCA.—There is little 

ehange here for the week, although of 
late the patna situation has increased in 
strength.
RJ«—

Rangoon "B." per cwt................................ 3 48
Rangoon, per cwt. ............................ 3 60 4 00
Rangoon, fancy, per cwt............................ 5 00

Patna, fancy ..........................................  0 06 0 07HTapioca-
Pearl. per lb.......................................  0 06H 0 OT*Seed, per lb......................................... 0 004 0 OP*

Sago, brown, per lb.......................................... 0 06*4,
BEANS and PEAS.—The bean mar

ket is particularly firm, although there 
is no quotable change for the week. The 
Ontario Government recently made a 
purchase of some five or more carloads 
of both bulk and canned beans for the 
assistance of the Belgians, at a cost of 
about $12,000.
Braira— P«r btrahrt.

r.nirfl.n. hand pMrad ...................... I « >11)
r.iradl.n r ilran ................................ t B IN
Mm.. p*r IK .................................... .«Ml er«

Fera. bln,. Canadian, per bu*h..............  3 50 3 80
Pras. whole, white, jrar be*.................. IN IK)

JAMS and PRESERVED FRUITS.— 
There is considerable talk of an advance 
in the prices of jams, and in fact of 
everything in which the use of sugar is 
a prominent ingredient. Last year Can
adian jams, etc., were made with sugar 
at low prices, hut it is scarcely likely 
that the same will occur this year with 
a war tax of 70 cents on sugar and an
other anticipated by many. Even should 
sugar settle at around $6, there would 
no doubt have to be a corresponding in
crease in jams.

MACARONI.—With the wheat mar
ket soaring it would not he a surprise to 
see macaroni advance. It will depend 
principally on how long the wheat bought

at low prices will last when the advance 
will come.

COCOA.—The Trinidad market on 
cocoa has advanced about six cents per 
pound in the past couple of weeks and 
information from there indicates that 
further advances are in order. Some 
time ago New York buyers went into 
that market and purchased large quan
tities for Europe and this is the prob
able reason of the strength in cocoa.

CANNED SALMON.—All indications 
point to a firm salmon market at the 
coast. Reports say that sockeye, tails, 
have been just about cleaned up, and 
that first-class pinks are also in small 
compass. As there is no definite infor
mation to hand about the other lines, it 
may be taken that there are fair stocks 
of them yet. British buyers get a big 
share of salmon every year, and there is 
no doubt that before war broke out last 
August they had bought heavily as usual. 
There is a rumor in the East to the effect 
that British houses arc buying 1915 pack 
already. How true this is will be known 
later. In considering the canned salmon 
market it should be remembered that 
two years of comparatively small packs 
are ahead of us. The last big pack was 
in 1913, when the total number of cases 
packed was 1,353,901. Last year the 
total reached 1,111,039 eases. Next year 
the pack will he less and in 1916 still 
less, so that salmon appears to be as 
cheap as it will be until the next big run 
in 1917.
Salmon—

Sockeyes, tails. l*s, per do*.............................. ? if*
Sock eyes, tails, H’s, per do*.............................. 1 66
Sock eyes, flats, l’s, per do*.............................. 2 62*4
Pinks. Vs, per do*................................................  1 20
Pinks. «4». per do®................................................ 0 85
Cohoes, l's, per do*............................................... 1 66
Cohoes, H’s. per do*............................................. 0 96

MANITOBA MARKETS.
Winnipeg, Feb. 12,—The week has not 

been without incident in the way of price 
changes, undoubtedly the most remark
able feature being an advance in sugar. 
Beans, certain lines of dried fruits, pep
per, and com syrup have also advanced. 
Generally business is reported quite 
brisk. It was expected that the com
paratively small orders being placed by 
dealers before Christmas would result in 
a larger volume of business during Jan
uary and February than in other years. 
This expectation is being largely ful
filled.

Reports being received indicate that 
the dealer is having some unusual diffi
cult problems to meet this year. It is 
very satisfactory to note, however, that 
the wholesale failures which some pes
simists were predicting are not ma
terializing.

SUGAR.—The drop in price reported 
last week was then said to be entirely 
without regard to market conditions, and 
the probability of advances was pointed 
out. These advances have come, and

have come with a vengeance. Raw sugar 
has leaped up on the New York market. 
So rapid, indeed, has been the rise that 
Friday of last week the price was fixed 
at $7.10.

Indications, moreover, are that still 
higher prices may be expected. There is, 
of course, a possibility that sugar will be 
affected by the war tax which the Gov
ernment is almost certain to declare 
shortly. Even without this, however, 
further rises seem likely.

Corn syrups have risen remarkably 
during the past week, being now quoted 
20c higher than formerly.

Sugar, Eastern-
Standard granulated ................
Extra ground or icing, boxes 
Extra ground or icing, bbls. .
Powdered, boxes ......................
Powdered, bbls............................
Hard lump (100-lb. cases) ....
Montreal yellow, bags ...........

Sugar. Western Ontario—
Sacks, per 100 lbs.......................
Halves, 50 lbs., per cwt. ........
Bales, 20 lbs., per cwt. ........
Powdered, barrels ....................
Powdered, 50s ...........................
Towderéd, 25s ...........................
Icing, barrels ............................
Icing, 50s ...................................
Icing, 26s ....................................
Icing, pails ...............................
Cut loaf, barrels ......................
Out loaf, 50s ............................
Cut loaf, 26s ..............................

Per cwt. 
in sacks.
.. 7 10 
.. 7 96 
... 7 76 
... 7 76 .. 7 66 
... 806 
... 6 70

... 7 00 

... 6 00 

... 6 06 

... 6 30 

... 5 66 

... 6 96 

... 6 86 

... 7 00 

... 7 00 

... 6 90 

... 6 70 

... 6 96 

... 7 20
Sugar, British Columbia-

Extra standard granulated ...............................  7 10
Bar sugar, bbls....................................................... 7 55
Bar sugar, boxes ................................................. 7 75
Icing sugar, bbls.................................................... 7 75
Icing sugar, boxes ........................... ...................  7 95
H. P. lumps, 100-lb. cases .................................  8 06
H. P. lumps, 25-lb. boxes ................................. 8 30
Yellow, in bags ................................. .................. 6 70

B. C. Cane Syrups—
t-lb. tins, 2 do*, to case, per case......................  3 IS
6-1K tins, 1 doe. to case, per case................... 3 60
10-lb. Une. H do*, to ease, per ease .................. 9 *
20-lb. tine, 3 tins to case, per ease................... 3 8

(These prices prevail to Winnipeg. Calgary. Regina, 
Moose Jaw and Lethbridge. For Edmonton end Saska
toon they are Sc case higher.)
Molasses— Per gal.

Banadaea ................................................................ «S3
New Orleans ......................................................... ft 34

Maple Syrups- Per ease.
Imperial quarts, ease, t dee............................. ft *
Imperial H gals., 1 dee................................... ft*
New. pare. H gal. ease ................................... ft*
New, pure. H gal., quart», ease I doe. .... I TO 
New, pare, quart bottles, earn 1 dee. .... STB

DRIED FRUITS.—The one price 
change noted here is in evaporated 
apples, which are now quoted at %c 
higher than a week ago. This is in line 
with expectations. The heavy stock has 
now been greatly diminished. The de
mand has been strong, and the rise has 
come naturally. It may be quite pos
sibly followed by further advances. 
Prunes, apricots and peaches are moving 
well. No price changes have been struck 
here and it seems hardly likely that there 
will be changes until the new stock ar
rives. This stock will, of course, be 
quoted on a higher basis.
Apples, evaporated, new. 50's ........
Apples, evaporated, new, 25’s .........
Apricots, choice, 26'a ...........................
Apricots, choice. ION .....................
Apricots, standard. 25’s ......................
Currants—

Dry clean .........................................

................. 0(W

................. 0 08*

................. 008
1 lb. package ..................................
2 lb. package .................................
Vostixzas, bulk (washed) ........... 0 13%

Dates—
Hallowee, loose, per lb. ........— ...........
Hallowee, 1 lb. pkgs.............. —
Fard dates. 12-lh. boxes .............. ................. 1 15

Prachra—
Standard, 25-lb. boxes ---- -----
Choice. 25-lb. boxes .................... 0 07*4
Choice, 10-1K boxes .....................

Raisins, Valencia»—
Fine selected ............................ ... ... t* : «
Four crown layers ......................................... t«
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Raisins, Sultanas—

Corinthian Giants ............................
Superfine .............................................
Finest ....................................................
Fine .......................................................

Raisins, Muscatels—
3 crown, loose, 50’s ........................
3 crown, loose, 25’s ........................
Choice, seeded, lb...............................
Fancy seeded, lo..................................
12-oz. packages, fancy ......................
12-oz. packages, choice ....................

Prunes, in 25-lb. boxes—
90 to 100 ...............................................
90 to 9.) .............................................
70 to 80 .............................................
GO to 70 .............................................
50 to GO .............................................
50 to 50 .............................................

Table Layer Figs—
7-crown, 3-lb. boxes, per lb..........
G-crown, 10-lb, boxes, per lb. ...
5-crown, 10-lb. boxes, per lb. ...
4-crown, 10-lb. boxes, per lb.
3 crown, 10-lb. boxes, per lb.
Glove boxes, per doz.......................
Cooking figs, taps, about 25 lbs.,
Cooking figs, choic 

bags, per lb. naturals, 28-lb.

0 13* 
0 12* 
0 11* 
0 10*

0 06* 
0 09% 
0 09*

0 07*

0 07* 
0 06* 
0 ft)*
0 09* 
0 09* 
0 10*

0 15* 
0 13* 
0 12* 
0 11* 
0 11* 
1 70 
0 05*

0 05*

BEANS.—Last week it was pointed 
out that Ontario farmers were asking as 
much for their beans in Ontario as these 
beans were bringing in Manitoba. The 
natural result has been an advance on 
this market-=-3-lb. pickers are now 
quoted at $3.20. while hand-picked are 
at $3.40. This is a very remarkable ad
vance, but the conditions are peculiar. 
The demand continues heavy and grow
ers are naturally getting all they can. 
No further change in peas has been 
noted as yet.
Beans—

Canadian, hand-picked ..................................... 3 40
3-lb. pickers —................................................... 3 20

California Lima Beans—
Bag lots ............................. ...................... .
Less than bag lots ................................

Barley-
Pot, per sack, 96 lbs.................................
Pearl, per sack, 98 lbs.........................

Peas—
Split peas. pack, 96 lbs..................................... 6 65
Whole peas, bushel .......................................... 2 50
Sack, 49's .............................................................. 2 63

RICE AND TAPIOCA.—Rice con
tinues strong on the primary market. 
No advance over those reported last 
week, however, has been struck. There
lias not as yet been any advance locally, 
and in view of the large stocks held, 
none seems likely.

Pepper has just been put on a new and 
higher basis, being up about l*c per lb. 
In pails, white pepper is now quoted at 
from 33c to 34c and black at from 18c 
to 20c. It is a little hard to give the ex
act reason for this advance. It is prob
ably due to difficulty in making ship
ments owing to war conditions.
Coffee— Per lb.

Rio, No. 6, green ............................................. 0 16
Rio, roasted............................................................. 0 It
Santos, green, No. 4 .......................................... 0 IS*
Santos, roasted .......................................... 6 26 0 26*

Chicory, per lb.................................................... 0 Of 0 *
Tea»—

Japan*—
Choicest basket, fired ........................... 040 0»
Choicest, pan fired .............................  040 0 10
Very fine, pan fired .............................  0SB 0*
.Medium, pan fired ................................... 010 01
Common, pan fired ............................................ 0 *

India and Ceylon—
Souchongs ............ . ......................................... . 0 90
Pekoe Souchongs .................................................. V 36
Pekoe ...................................................................... 0 40
Broken orange and orange ...................... 0 40 050

China-
Fine Keel urn ............................................. 0 60 0 00
Good Packlmn .................................................... 0 36
Common moning ......................................... .... 0 26

0 06 0 06*

3 00
4 16

Rice and Tapioca-
No. 1 Japan, per lb. ...............

........................ 0 04

........................ 0 08*
Patna, per lb...............................

......................... • M

......................... « »
Tapioca, pearl, per lb........................ .............. o«

the retail price of 50c is too high to 
make the demand general. Towards the 
1st of March, however, these Southern 
eggs will he coming in quite largely, and 
anyone holding storage eggs then will be 
likely to lose. These conditions are na
turally forcing storage eggs on the mar
ket rapidly, and in consequence prices 
are dropping. Extra firsts are now 
quoted at 24c, and in many cases are not 
bringing this price. In cartons 26c is 
the quotation. Lower prices seem likely.
Kgftv-

Extr» firsts ......................................................... 0 21
Choic,- .......................................................... 0 17 (1 IP
Extra, in cartons ................................................ 0 26

POULTRY.—Still a fair demand is 
being experienced. There is a good sup
ply and prices hold at the old figures.
Freeh Stock-

Turkey*, per lb............................................ 114 0 16
Ducka, per lb............................................... 0 10 0 i4
Chickens, per lb................................t........ 0 If 0 i4
Geese, per lb................................................  0 10 0 12

NUT’S.—Shelled walnuts remain at 
the new figure of 32c a pound. New 
stock of shelled almonds have arrived. 
The price for this line is on new and 
lower basis. Peanuts are still high on 
the primary market, and an advance 
locally seems likely to occur.
Nut»- Per ,1b.

Tarragona almonds ................................................. 0 19
Peanuts, roasted Jumbo* . .................................. 0 12*
Peanuts, choice ........................................................ 010
Pecans ...............................  0 12
Marbot walnuts ........................................................ 0 12*
Grenoble walnuts ...................................   0 18
Sicily filberts ............................................................ 0 12*
Almond», unshelled ............................................... 0 L
Shelled almond# ............................   0 34
Shelled walnut» ........................... .*......................... 0 &
TEAS AND COFFEES.—Despite the 

tax on coffee, as a result of the war, 
dealers are being able to sell this to the 
consumer at about as low a price as ever. 
The primary market shows low quota,- 
tions. and the figures at which the bean 
may be bought largely offset the in
creased tax.

WINNIPEG.
PRODUCE.—This week the market 

shows great strength, and in other lines 
great weaknesses. Cheese continues 
high. Butter also is stronger. On the 
other hand, eggs are remarkably weak, 
and the likelihood is that lower prices 
even than those quoted here will be 
struck before the end of February.

Cured meats remain at the prices 
quoted a week ago. This is also true of 
lard. For both there is a very good de
mand at the present time.
Cured Unie

Ham», par lb. ...................................................... 0 20
Shoulders, per lb.................................................. 0 15
Bacon, per lb.......................................................... 6 26
Long clear, D.S., per lb....................   0 14
If ce» pork, bbl......................  23 fO

Lard—
Tierce* ..................................................................... I 11
Tube. «0» ................................................................ I 76
Palls, 3Da ................................................................ 2 32*
Cases. 6s .....................................................  T 12*
Case», le .................................................................. T 20

BUTTER. Some exporting of butter 
is still taking place, hut the amount is 
not considerable. Creamery butter re
mains strong at the advanced figures 
struck last week. Little or none of this 
line is being sold below 33c. Stocks are 
none too high at the present time, but it 
is hard to predict whether there will be 
any further advance.
Butter-

Creamery, Manitoba ........................... . 0 32 0 33
Dairy ........................................................................ •*
Cooking ......................................................... 020 022
CHEESE.—Still this product is scarce. 

Cheese, indeed, seems to be getting 
scarcer year by year. No further ad
vance has come, but there seems a possi
bility that higher prices than those 
struck last week will have to be quoted 
within the fortnight.
Cheeee—

New. large ............................................................ 0 IT*
New, twins ........................................................... 0 18
EGGS.—Local stocks are heavy, and 

the mild weather which rame early in 
the week has made it seem advisable to 
those holding this line to get rid of their 
supplies as quickly as possible. Southern 
new-laid eggs will be coming on the mar
ket very shortly. Some of these, indeed, 
have already been soM in Winnipeg, but
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ALBERTA MARKETS.
By Wire.

Edmonton, Alta., Feb. 11.—There has 
been a sharp increase in price of sugar. 
This came somewhat as a surprise, and 
was preceded a few days ago by report 
that market was rather weak. Stocks 
are almost exhausted. Rice market is 
firmer. Good Northern trade is coming 
into Edmonton. Prairies are well cov
ered with snow and freighting is easy. 
Lard is dearer, and also rolled oats. 
Sugar, granulated, is now $7 to $8. 
Potatoes are a little higher.
Produce and Prorision»—

Cheese, per lb..............................................  I IT* 0 18*
Butter, creamery, per lb.................................... 0 34
Butter, dairy. No. 1, 28c; No. 2...................... 0 23
LardK pun-, 3’s, per case ................................. 7 75
La ni; pure, 5’s, tier case ................................. 7 45
Lanl, pure, M's, per case ................................ 7 35
l>anl, pure, 20’s, each ......................................... 2 48

Beans, Ontario, per bushel ................. 290 300
Beans, Japan, per bush..................................... 3 60
Coffee, whole roasted. Rio ........................... 8 II
Evaporated apples. 60's .......................  • 08* 0 €9l«
Potatoee, per bush. ................................ 6 66 0 70
Rolled oats, 20 s, 91c; 40’s ................................ 1 78
Rolled oats, ball, $3.90; 80s ......................... 3 50
Flour, 98*s .................................................. 4M 4 15
Rice, par cwt. ...................................................... 3 76
Sugar, standard gran., per cwt............. 7 M 8 00
Sugar, yellow, per cwt........................................ 7 25

Canned Goods—
Apples, gala., case ............................................. 1 M
Corn, standard, per two down ........  2 66 2 10
Peas, standard. 2 down .................................. t It
Plums, Lombard ................................................. t 26
Peachea .................................................................. 1 »
Strawberries, $4.46; raspberries .................... 4M
Tomatoes, standard, par down .................... t M
Salmon, sock eye. 4 doe. talla. earn, la .... 9 M
Cohoes. 1's, $6.76; humpbacks, Vs................... 4 36

Fruits-

SASKATCHEWAN MARKETS.
(By Wire.)

Regina, Feb. 10. — Considerable ac
tivity is noticeable on local market this 
week, sugar being particularly active, no 
less than three separate advances hav
ing taken place since January 30, bring
ing the price up from $6.94 on January 
29, to $7.44, the present quotation. The 
first advance occurred on January 30, the 
price jumping from $6.94 to $7.04. Two 
subsequent advances of 20 cents each 
occurred on February 3, and Feb. 5. The 
sugar market is still firm. All corn 
syrups have advanced 20 cents per ease. 
Rolled oats, 80’s, are quoted this week
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at $3.50. Flour took an advance recent
ly of 20 cents per hundred and 40 cents 
per barrel, so that flour per cwt. is now 
quoted at $3.95. White beans show an ad
vance of ten cents per bushel, bringing 
the quotation up to $3.50. Rice is con
siderably firmer, and the same holds true 
concerning the flour market. Another 
advance in flour would not be a surprise. 
Evaporated apples are now quoted at 
8%c, an increase of l%c per lb., and 
cheese is 19%c for large.
Prodoe» and Profitions—

Butter, creamery, per lb. .............................. 0 S3
Butter, dairy, No. 1 ...................................... u 24
Cheese, per lb., large .................................... 0 19%
Kggs, storage, 29c ; new laids ......................... 0 60
Lard, 3’s, per case ......................................... 7 26
Lard, S's, per case ......................................... T 10
Laid, 10’s, per case .......................................... 7 10
Lard, 20’s, each ............................................... 2 66

General—
Beans, Ontario, per bushel ......................... 3 30
Cottee, wbuie roasted, Bio ................... 0 17 v 17%
Cream oI tartar, lb. ........................................ u act
Cooanut, lb........................................................ 0 3u%
Commeal, bail .................................................. 3 12
Krap. apples, 60’s ........................................... 0 08%
Flour, 90 » ......................................................... 3 %
Potatoes, N.B., per bush., 16c.; Ontario .... 0 90
Rolled oats, bail of 80 lbs............................... 3 50
Onions, VaL............................ ........................... % #
Oysters, per gaL .............................................. IN
Rice, per cwt. ................................................. 3 TO
Sugar, standard, gran., per cwt................... 7 44
Sugar, yellow, per owe ................................ I %u
Walnuts, shelled, Ha; almonds..................... v »

Canned Goods-
Apples, gala., ease ......................................... IS
Broken beam, S's ............................................ | «

Voie. Maiidaid, per i donm..!!!!!!!!! XX 15
Peas, standard, per 1 damn ......................... 1 9
Plume^ Lombard ....................................  SIS IS

Strawberries and raepbenim XXXXXX 4 5
Tomatoes, standard, per doeen ........... too is

gocjeye. Vs. 4 doe, cue ............................... 9 16
Cohoes, l'e ......................................................... e 00
Humpbacks, l'e ............................................... 4 60

Frotta and Vegetahles-
Applee. per hhl., Ontario ................... 4 09 0 »
Cranberries, per bbl.......................................... T 0U
Orapefnut, per orate ...................................... 6 09
Sweet potatoes, per crate .............................. 4 66
Lemons ........... . ................................................ am
Oranges .......................................... XXXI XX I»

lined Fruits—
Apricots, per Ih. ............................................... # 13%
Apples, per lb. ............................................... | W
Curran ta. per lk. ............................................. 0 W%

Commeal, ordinary ...................................... 1 go
Hour, Manitoba, per bbl............................... 8 96
Flour, Ontario ................................................. g 99
Rolled oats, per bbl.......................................... g 00
Oatmeal, standard, per bbl............................. g 60

Fresh Fruits and Vegetables—
Lemons, Messina, box ................................. T 99
Oranges, Val.. cue ................................ 4 00 6 99
Potatoes, bbl.............................................. 1 * i n

Sugar-
Standard granulated ....................................... 6 96
United Empire ................................................. 6 85
Bright yellow .................................................... g 76
No. 1 yellow .................................................... g 46
Paris lumps ..................................................... 7 75

Beans, white, per bush................................. 3 30 3 80
Beans, yellow eyes, per bush...................... 3 20 3 90
Canned pork and beans, per case .......... 280 300
Molasses, per gal............................................ 0 36 0 36
Cream of tartar, per lb., bulk.....................  0 36 6 36
Currants, per lb.............................................. 0 08 0 08*4
Rice, per cwt...................................................  4 60 6 0

NET? BRUNSWICK MARKETS.
(By Wire.)

St. John, N.B., Feb. 11.—There has 
been an advance of 25 cents per cwt. in 
sugar in all grades. This is chief feature 
of local market. Tone is considerably 
stronger and dealers are expecting high
er quotings. Markets are flurried on ac
count of speculation on war tuxes. Flour 
market is strong, quotings having ad
vanced. Manitoba is now $8.95 and On
tario $8.60. Rolled oats are lower at $8. 
Ordinary commeal is $1.90. Beans stocks 
are lower and market stronger, and have 
advanced 25c to $3.30 and $3.50, both 
white and yellow. Provision market is 
generally firm. Dairy market is fair with 
quotings unchanged. Business is con
tinuing well and has been brightened by 
«•older weather. Collections qnly fair.
I'radiw .ml Fro.trio,.

Bitte, brwkfeM, per lb. .................... 0 a on
Bum. roll. per lb. .......................................... « If
But. barrai .................................................  3 DO ÎS 75
Brol, cutiMtl .............................    2 75 2 10
Fork. American elror, per bbl................ 21 75 25 80
Fork, ilomrotlc. ptr bbl...............................N 25 27 00
Butter, dairy, per lb. ........................... Il I 17
Butter, creamery, per lb. ....................  0 29 0 80
tap .............................................................. 0 28 0 31
Laid, compound, per lb. ...................... I 10% 0 10%
lord. pure, per lb. .................................  I IS I 13%
‘•beetle ............................................................ 0 17 0 17%

Flour rod Can-ate—
fommeal. Iran. .................................................. 190

CANNED GOODS.
CANNED GOODS.—English demand 

for sockeyes continues heavy. Stocks on 
the Coast are normal with some excep
tions, and prices are about the same on 
Cohoes and Pinks. The only feature is 
continued activity in 1915 sockeyes, Vfe 
flats, the total sale for which has reached 
90.000 eases. The price runs between 
15c and 20c to the retailer. This pçic.e is 
higher, as the year is a short one on 
salmon.
ONTARIO AND QCKBBC FRIONS 1*14 TACK.

VEGETABLES.
Group A.

l'e A «partit» ttpa ................... ................... . 0 WÉ
î*s Asparagus butts ...........................  ......................  I 49%
2*s Beans, crystal wax ........................... . I 66
r. Bttroe, gold en wax. midget ................................. 11
r. Beroa. paid an wax ............................................... • ■
l*c B«roa. fold» wax ............................................... 1 M
Gate.. Beane, goldro wax ........................................ I TT%
r. Bronx, Lime ..........................................................  1 H
r. Beam, rod kddaro ................................................ IS
r. Bronx. Refuf. or Vetewtlne gr.ro .................  • *
S's Basas, R$f»g* (mam) .......................... 1#%
t*s Beane, Bifuft, midget ................ ................... . 1 26
Gala. Beane, Brags .................................................... I /TH
r« Bests, sliced Mood red. Slmeoe ...................... 196
re Beets, whole, blood red, Simons......................  1 99
r« Beets, whoio. Mood ted. Rosebud ..................... 116
S's Beets, siloed. Mood rod, Stmooo ........................ 136
S's Boots, whole, blood rod. Btm w ......................... 1 46
S's Beets, whole, blood red, Bssebod ......................  1 46
re Cabbege .................................................................... 699%
Gale., Cabbage ............................................................ t ÏÏH
S’s Carrots ..................................................................... 6 97%
S's Carrots ..................................................................... 1 S7%
S’s Cauliflower ........................................................... 1 37%
S's Cauliflower ..............................................................  1 TT%
S's Cora ......................................................................... 0 96
l'e Com, Fancy .................................................... 1 06
Gals., Corn cm Cob .................................................... 4 62%
S's Parsnips ........ *......................................................... 9 97%
S's Parsnips .................................................................. 1 17%
re Pea», standard, stts 4 ......................................... 6»
S's Peas, early Junes, site 9 ............. 6 99%
re Pesa, sweet wrinkles, sise 1 ..............................  199
r« Pee», extra fine sifted, else 1 ............................  1 46
Gala. Peas, standards ................... .......................... 4 09%
Gals. Peas. Early Junes ........................................... 4 17%
Gala. Peas, sweet wrinkles ...................................... 4 3B%
S%‘s Sauer Kraut. Simcoe .................................... 0
S'a Sauer Kraut. Simcoe ......................................... 0 07%
Gala. Sauer Kraut, Simcoe ....................................  S 77%
r« Spinach ......................... ........ ..............................  1 16
3'e Spinach .................................................................... 1 66
Gal. Spinach ............................................................... 4 ■
3'* Squash .................................................................... 0 67%
Gala. Sqnaah ............................................................... t 77%
2'* Succotash ................................................................ 0 97%
?'* Tomatoes ................................................................  6 87%
Z%'a Tomatoes ............................................................. 6 06
S's Tomatoes ................................................................ 1 00
Gala. Tomatoes .......................................................... 2 BH
S's Turnips ...................................................................  617%

3'e Apples, Standard ...............
3’s Apples. Preserved ...............
Gala. Apples. Standard .......
Gala. Apples. Preserved ..........
2*a Blueberries, standard .......
S'a Blueberries, preserved .........
Gala. Blueberries, std..................
l’e Blk. cherries, pitted. H.S. 
t'e Blk. cherries, not Mtted. 1 
Ve Red ptd. cherries. H.S. ... 
t’e Cherries, red. pitted. L.8. . 
ra not ptd. red cherries, H.S.
Gala. ptd. red cherries ........
Gala, not ptd. red cherries .........
re Cherries, white, ptd. H.B. ... 
2*a Cherries, white, not ptd. H.S. 
2'e Black currants. H.S. 
t'a Preserved black cun 
Gala, black currants.
Gala, black currants, 
re Red cimenta. H.S.
l'e Red preserved currants ....... .
Gala, red currants, standard 
Gala, red currants, solid pack
r« Gooseberries. H.S. ..............
re Gooseberries, preserved .... 
Gala, gooseberries, standard 
Gala, gooseberries, solid peck 
r» Grapes, white. Niagara, pi

iF,
1 mt 
l m* i mt
!St
)St• mt
1 «%

Oil* drape, white, Ntesara, «tend.id ...............  3 Mit
2 . Uilwuwtlro, brory wrap .................................. I mt
i t Lawioobemro, L.U. Igroup B) .........................  1 W
< • UwutoDvnro, pnror.ro ....................................... 1 17%
liai*. UnwMmw, rod. ............................................ 7 ui%
I I Feionra, wblte, brory syrup ................................ 1 17%
2%'. v.iche, wbite, brory syrup ........................... 2 u.%
J's fnekw, white, brory syrup ................................  x u%
1%'. F cache., yellow, bate, brory iyrup.............................
I'. Feacbro, yellow, brory syrup ........................... 177%
>%'• Faact.ro, yellow, brory syrup .........................  102%
I'. Froenro, yellow, bc.ry iyrup ............................. 119%
S’. F cache., yellow, whole, brory syrup .........................
I'» Feacbro, pie, not prolid ....................................... 1 17%
»'• F roches, PM, proie! ................................................. 1 99%
Otis. Fescues, pM. not prolad ...................................  9 09%
dels. F cache., pte. prolad ..........................................  t TT%
Oil». Ft. Iruiu, wrorud (rod 6%).....................................
r. Fear*. Bartlett, brory tittup .............................. 1 «2%
2%'. Fears, BbrUett, brory yrup ........................... 2 IU%
J » Prora, Bartlett, brory syrup ..................... 1 «%
I t Fun, Flemish Brouty, brory iyrup ..............  1 «8%
2%'a F can, Flemiah Brouty. brory romp ............ 1 77%
S'. Fran, Flemish Brouty, brory syrup ............... 2 02%
t’a Prora, Retirera, brory syrup ..................... 1 27%
<%’. Prora Kalian, brory iyrup ........................... 1 61%
I t Fun, bains, brory iyrup .................................. 1 TT%
I’. Fun. light iyrup. Glob. ..................................... 1 19%
l’e Fran, light eyiup. Glut* ..................................... 1 e%
*’• Prora pi., not prolwl .............................................. Is*
I t Prora pn, prated .................................................... 1 0%
Otiv Fein, pte, prolwl ...............................................  9 TT%
Otitk Peer, pu, not prole ........................................  9 77%

Barrels, ner cwt. ................................  ....... . . a m
T. Flnrapple, illrod, hairy syrup ........................... ! 1 9»%
9’. Flnepple, ihndde, brory iyrup ...................... 1 «7%
*’• Flneipple, whole, brory romp ........................... 1 M%
I. Pineapple., whole, brory syrup ........................... I <7%
r. Pineapple, lltee, Hygeixn brand ........................ 9 91
l'e Plume, Uuutn, light syrup ............................... 0 w%
l’e Plum., Damron, light iyrup .............................. 1 n%
l’e Plume, Damron, brory syrup ............................. 1 97%
fa Plume. Demroo. brory syrup .............................. 1 12%
Otis. Plume, Dunroo, standard .............................. 2 1,.,
r. Phram. Egg. brory iyrup ..................................... 1 12%
nt’s Plunu, Egg, brory wrap .................................. 1 3, ,
1. Plume, Egg. brory syrup .....................................  I «%
r. Piuma, Urron tiros, light romp ......................... 1
«;• »"«*. «run Gage, brory iyrup ...................... 1 12%
} • H”™- 9™*“ °**»- B*bt iyrup ........................ I 17%

Qr” °*»*' Brory iyrup ......................  1 «7%
Gate. Plums. Green Gag*, standard ...................... 3 te%
2'. Plum», Lombard, light iyrup ............................. 9 97%
2%'a Pluma, Lombard, light syrup .........................  I mt
>•» Murro, Lombard, light *np ............................... 1 17%
1 • Plums, Lombard, brory iyrup ............................. 1 ...
2%'. Plums, Lombard, brory syrup ........................ 1 97%
S'. PIunte, Lombard, brory syrup ............................. 1 tz%
Gala. Plums. Lombard, itaadard ............................  2 77%
t'i Raapberrtea. black, H.B. ....................................... I 97%
ri Kaapborrlw, black, L.8. (group B) ....................  I M
I * Raapburrtao, black, prraerre ............................. 2 17%
Galt. Raepberrlro, black, ltd. ...................................  ( (7%
Gate. Baapberrtw, black, solid peek ...................... « 22%
t’k Raspberries, rad. H.X ............................................ 1 9T%
l'e Rroptwrrlro, rad, L.B. (group B) ...................... IN
r. Raspberrlro, rad, prwarre ................................... 1 17%
Gate. Raepberrlro, rad, std. ....................................... t M%
Gate Raspberrlro, rad, solid pa* .........................  199%re Rhubarb, praeemd ...........TTHT............................  1 mb
f'l Rhubarb, pneerrad ................................................. I SB
Gal. Rhubarb, standard ............................................... 15%
r. Strawberries, H.S, ..................................................  I 17%
l'e Strawberries, pnrornd .......................................... 2 92%
Gate. Strawberries, standard ....................................... 7 97%
Gala. StrawbcrrlM, wild pack ................................... * ■%

(Group R 2%a down lower.)

-------------
FISH MEN TO ELECT OFFICERS.

The Dominion Fisheries Association, 
the newly formed body of men connect
ed with this fish industry, have decided 
to hold their first annual meeting, open 
to fish men all over Canada, on Feb. 15, 
at Ottawa. Officers will be elected, and 
the executive appointed will frame work 
for the coming year.

-----®-----
A BUSINESS IDEAL.

Writing editorially, The Bulletin, the 
official organ of the United Typothetae 
and Franklin Clubs of America, says : 
“There have been thousands of essays 
and pithy paragraphs written within re
cent years to emphasize the importance 
of courtesy in the business life. We 
hope there will he as many more. For it 
is certain that few things do as much 
to make business a pleasure as courtesy. 
As a business ideal, courtesy is one to 
strive for. Courtesy, the thousand-fold 
topic of business doctrine, is but an
other name for kindness. And isn't 
kindness worth striving fort”
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Navel Oranges Are Higher

Fruit and Vegetables

Chiefly on Account of War-fax Talk—Apples Are Firm All Round, With Greenings Higher— 
Hothouse Tomatoes Hard to Get—Celery, Parsnips and Lettuce Show Declines

in Toronto Market.

MONTREAL.
FRUIT.—Apples and oranges con

tinue to enjoy the best demand in the 
fruit market. The former bring good 
prices, and if there is anything unusual
ly cheap offering, it is been use signs, of 
decay are in evidence; Wood Kpvs are 
bringing little short of ‘ô.titiv^Greemvigs 
of good quality are hard to get. There 
was not a good crop iast year, and they 
are now inclined to be black. Fameuse 
and McIntosh Reds are now mostly in 
the hands of retailers. Some ji Otises are 
in possession of good supplies of Malaga 
lemons, which cost them in the neighbor
hood of 4.50. These they are willing tp 
sell for 3.75, as the arrival of Messinas 
selling for 2.50 has spoiled the market 
for them. Hothouse grape1-- are still ex
pensive, bringing from 1.75 to 2 00 per 
lb. There are few good pines on the 
market. High class ones sell for 4.00 
and thereabouts, for No. 24’s. Ritter 
oranges can be bought for 2.50, But 3.00 
is being quoted by many houses.
Apple»--Reid wine, No. 1, bbl............................. 3 80Sole». No. 1. bW............................ « 76 5 00Rmeiete, No. 1. bbl........................  4 00 4 60flreeninge, No. 1, bbl............................. 3 00Fameuee, No. 1, bbl.....................  5 00 6 00McIntosh Rods, No. i, bbl............... $00 6 00No. $, all Tirletlee. «0c lee per barrel.
Bananas, crate ..............................................  SW ÎMCoeoanute, sack ....................................   4 «0Cranberries, bbl..................................  6 <W I OOOmpefniita, case ............................. 2 00 2 75Orapes, Malaga, keg ........................... 6 00 < «0Qrapes, Belgium hothouse, lb.................... 1 75

Messina Vetdelll, extra fancy. $00 ala# 2 SO 2 75
Malaga. 4M site ................................................ $ W

0,TJ Narel. l»-lS0-176-a»-216-250 2* ,. 2 75 3 00Cel.. 16-100 else box ............................. 2 »Florida. ITS-200-216 ............................... 2 80Florida. 126-130 ................................... 2 »Mexican. 126-160176 2002102» ................. 2 76Valeaelaa. 714 atie. large cases................. I MBitter oranges .............................. 2 50 3 00Pinaapplea. case ...................................... 4 00
VEGETABLES.—One of the features 

of the market this week is an advance in 
the price of green peppers, which are 
now quoted at 7.50 per crate, nine bas
kets to the crate. Small baskets are 
bringing 90c. whereas last week they 
were 75c. The price should not lie so 
high, and they may only remain there 
for a few days. No good Florida toma
toes are coming forward, ns there has

been a wot spell in that part of the coun
try. They will be better later. In the 
meantime. Cubans are being imported at 
7.0(1 per crate. Local hothouse tomatoes 
are bringing 30 to 35c, and are scarce. 
American watercress is worth about 1.00 
per Joz.—slightly higher. Mushrooms 
arc bringing 1.75 to 2.00 per basket. Few 
new potatoes are being brought in, the 
Hist of the potatoes and express being 
too high. No. 1 cucumbers are quoted 
1.50. and arc going slow as usual at this 
time of the year. Curly lettuce is bring
ing 2.00 |ier doz., but there are probably 
cheaper ones. Spanish onions are slow 
at 4.25. i
Artichokes, bag ........................................................... 1 ®
Beets, beg ...................................................................... JJJ
Brussels Sprouts, quart ............................................ 0 15
Cabbage, per bbl................................................. 1 00 IS
Carmta. bag ........................................................ 0 50 « T*
Cauliflowers. 2 do*....................................................... 3 50
Cucumbers, fancy, doz..................................... 1 80 2 60
Celery, crate ................................................................. 5 T5
Leeks, doz. bunch ......................................... 2 50 3 00
Lettuce, head, per box ................................ 1 75 1 {J6
Curly lettuce, per box .............................................. Î 00
Mushroom», basket .......................................... 1 75 2 00
Onion»-

Spanish, per oaae »............ ................ ................ » 4 ®
Yellow. IfflMh. bag ...............................  TV
Red. KKMb. bags ................................................. t »

Parsnips, bag ......................................................... . • 00
Parsley. American, doc. bunches ........................ 0 T5
Peppers, green. 3*t-qt. basket .............................. 0 00

Montreal, bag ............................................. 0 « 0 TB
New. bbl.. 160 lbs................................................. 0 00
Potatoes, sweet. Jersey, hpr.................... 2 26 2 50

Rhubarb, hothouse, doe............................................. 1 ®
Spinach. American. In bbl»..................................... 3 26
Turnip*. bag ......................................................  0 60 0 76
Tomatoes, hothouse, lb..................................... 0 30 0 SB
Tomatoes. Cuban, crate *........................................... * 00
Watercress. American, do*...................................... 0 76

TORONTO.
FRUITS.—Navels arc up again, witli 

$3.00 as a top price. War tax talk has 
done mueh to boost them. If there 
should lie a tax on Californian fruits, 
they will, of course, go higher still. 
Lemons have firmed up, but there was 
not sufficient demand to make a higher 
price. Strawberries from Florida are 
having quite a good sale among the peo
ple who ean afford them. They are 
worth forty cents a basket. One firm, 
bye the bye. sells eight to ten tanks a 
week. Apples are firm all round. Kings 
are off the market now. Greenings are 
fifty cents higher at $3.25 for an outside 
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price. 1‘incapples are moving well and 
are firm at last week’s appreciated price. 
They are likely to advance. Trade gen
erally is good, and certainly better than 
for the lust two or three weeks. Buying 
is still hand to month, however, for the 
most part.
Apple»—

Wagners ................................................................ 2 75
Greenings .................................................... 2 75 3 25
Baldwins .....................................................  2 56 2 75
Spies ............................................................. 3 (10 4 00
Seeks ............................................................  t 25 2 SO
Canada Red* .............................................  2 50 2 75

No. 2s. 40 50c less.
Banana#, per bunch ....................................... 1 50 2 00
Coeoanute, sack ............................................... 4 00 4 30
Cranberries ......................................................... 6 50 TOO

Kmadian, 6-qt. bkta............................... 0 16 D 20
Tokay» .................................................................... 2 50
Malaga, barrel ...................................  4 50 6 00
Malaga, fancy, barrel ............................ 6 80 7
Belgian, per lb....................................................... 1 2fr

™ Florid, .........................................................  2 25 IN
California navels .....................................  166 3 SO
Bitter for marmalade, per box...................... 2 50

Lemons, Messinas ..................................... ;.. 275 3 00
Lemons. California ................................... 2 75 .160
Limes, per 100 ........................................................... 125
Peam—

California, box .................................................... 3 25
Canadian. late varieties ........................... 0 26 0 30

Pineapple*. Porto Rico, cane 10............ ,.. 3 25 3 50
Grape fruit ........................................................ 2 50 2 75

VEGETABLES.—Tomatoes are up 
from 22 cents to 25. They are very hard 
to get just now. California cauliflower 
is very scarce, and went up one day last 
week. It settled again, however, on lap
sing of demand. Celery is down slightly, 
hut has firmed up. There is a good de
mand for it. Lettuce is down somewhat. 
It is moving fairly well, but supplies are 
more generous now. Parsnips are down 
five to ten cents. Cucumbers are in good 
demand, particularly for better class 
trade. Spanish onions are unchanged. 
They have had a good run. Potatoes are 
a trifle easier. Hothouse rhubarb is now 
thoroughly established, and has a good 
demand. Cold weather helped vegetable 
trade considerably this week. Potatoes 
and cabbage and cauliflower in particu
lar appeared to benefit.
B»#t*. CwittAton. t»« ............................... «M • M
Csbbag*. Canadian, dozen .................... 0 40 0B
Carrots, beg ....................................................  t ■ t SI
California oaoliflower .................................... SB 1 •
Citron*, doe. ................................................................ S S
Cu com here-

Slleing, hothouse ....................................... 6 16 t TS
Mediae plotting «tern ............................ • ■ •»
Crete ...:.........7 ................................... «• «»

(Continued on Page 45.)



Fish and Oysters

Cod Higher: Filleted Haddie Scarce
Cod in Toronto, is Scarce and Up a Cent—Haddie Hard to Get—Oysters Are Quiet Again— 

Lobster is Firmer—Cold Weather Not as Effective as It Might Be.

MONTREAL.
FISH AND OYSTERS.—Demand in 

general is normal, and prospects are for 
large turnover as usual from now until 
the end of the month, which is the Lent
en period for buying fish. Frozen stock 
is moving quite freely; still, the prices 
do not show any upward movement. 
Pickled and salt lines have been consid
erably diminished, with prices a little 
higher. Stormy weather on the east 
coast has completely cut off the supply 
of fresh lobsters and haddock. Conse
quently prices have gone up. Haddock 
is now quoted at 7c., and medium and 
large lobsters at 32c. Small lobsters 
are not so badly hit, and are still quoted 
at 20c. Reports are that so much frozen 
tish has been shipped to England from 
the west coast that prices on halibut and 
salmon may rise at any moment. Oysters, 
both bulk and shelled, are quiet at steady 
prices.

TORONTO.
FISH AND OYSTERS.—Business is 

getting somewhat brisker, as Lent ap
proaches. but is not up to normal. Many 
things affect the fish business. The hotel 
trade is a factor; and inasmuch as ho
tels are quieter this year and fewer peo
ple are traveling, the fish business, from 
this point of view, is suffering. Then, 
too. there are fewer restaurants, although 
probably what there arc are bigger and 
better. This year the retail fish merch
ant is relying on his over-the-counter 
trade more than ever, and this is reflect
ed in the business of the wholesaler. 
Lobster is still high and seems to be 
scarce. Fillets of haddie are very scarce, 
and we quote 12c. One or two are get
ting more than this. Nova Scotia cod 
is hard to get, and is up one cent at 10c. 
Several lines that have come from Nova 
Scotia hitherto, have to be bought in 
Portland, and of course, prices are boost
ed. Lobster will get scarcer and higher 
from now on. Smelts are moving well, 
particularly in large sizes. Ciscoes, too.

are in demand. Oysters are slower 
again, partially because we are coming 
to the end of the season for banquets, 
dinners and so forth. The cold weather 
is not helping as much as it might be 
expected to help.

SMOKBD FISH.
Haddles, per lb. 
H add lee. 16-lb. ax

Montreal Toronto

.____ and 36-lb. boxes, lb.........
Haddles, fillets, per lb..............................
H addles, Ntobe, boneless, per lb...........
Herring, Ciscoe, per box ...........................L40
St John boaters. 106 In box .................. 1.06
Yarmouth bloaters, 06 in bos .....
Smoked herrings, medium, box ..___
Smoked boneless herrings, 1Mb. box.... L10 
Kippered herrings, selected, 60 In box.. 1.40
Smoked salmon, per lb. ...............
Smoked halibut ............................... .

FROZEN FISH—EE A FISH.

.07 .«-.10

.07 .06-. 10
.12

.<■%
. 1.40 .12

L06 1.»
. 1.36 1.»

.30
L10
1.40 1.26-1.60
.» .8

.8

Salmon—
(laspe, large, per lb. ...................... 14
Red. steel heads, per lk. ................. 13-.11
Red. eockeyee, per lb..........................10-, 11
Red. Cohoee or silvers, lb..............10
Pale, quail*, dressed, per lb......... 07%-.»

Halibut, white western, large and
medium, per lb...................................... 06-.06%

Halibut, eastern chicken and me
dium. per lb. .................................... 06-.06H

Mackerel, bloater, per lb.................... 06-.06%
Haddock, medium and large, lb..... .04%-.06
Market codfish, per lb............................04%-.06
Steak codfish, per lb.............................. 0t>%-.06
Canadian edee. per lb. ........................•
Bine fish, per lb. ........ ............................ 1S-.1T
Smelts ........................................................ 13
Herrings, per 100 count ...................... 2.80

DRIED AND PREPARED FISH. 
Dried codfish, medium and small. 100 lb. T 00 
Dried hake, medium and large. 100 lb... 100 
Dried pollock, medium and large. 100 lb. 6 00 
Dressed or skinless codfish. 100-lh. caw... 7 26 
Boneless codfish, lib. blocks, 1Mb. kes.
Mm codflth. t-tb. biortB. *üb! boii

per lb...............................................................
Boneless codfish, stripe, SMb. boxes........
Shredded codfish. 12-lb. boxes, 64 cartons.

Montreal Toronto
.16

.16-.1S
.16.1».on*-.»
.06

.07.06

.er-.«
.10

t m

600

661 161
oer
o it
1 86

IWno
l »0HBoneless codfish. In 2-lb. and S-lb. boxes 0 16

BULK OYSTERS. CLAMS. ETC.
Standard, solid meats, gal............................ 1 TO 1 66
Standard, bulk, gal......................................... 1 40 1 40
Selects, per gal., solid meat ..................... 2 00 1 00
Best clams. Imp. gallon ............................ 1 66 ....
Rest scollops. Imp. gallon ...................... 6 36 —
Best prawns. Imp. gallon ........................... f 00 ....
Be«t shrimps, imp. gallon ........................ 3 26 —
Sesled. best standards, quart cans. each.. 0 60 ....
Sealed, best select, quart cans, each ....... 0 06
CLAMS. MUSSELS AND SHELL FISH, CRUST 

AOEAN8 ETC.
Cape Cod shell oysters, per bbl................. 9 00 —
Ma1peo”e. shell oysters, selected J.A.P..

per bbl..............................................................11 00
Mslpeque. shell oysters. C.C.I., bbl.......... 13 00 —
Clams, per bbl................................................ *00 6 00
Live lobsters, small, lb................................  0 90 0 SI
Lire lobsters, medium and large, lb......... 0 32 —
Roiled lobsters, medium and large ........... 0 34 —
Winkles hush..................................... ...........  3*0 ....
Little Necka. per ion ........................... IS

FRESH FISH.
Montreal Toronto

Haddock, fancv. expresa. lb........................ 0*6
Steak cod. fancy, express, lb.
Carp .............................................

FROZEN-LAKE AND RIVER.
White fish, large, per lb. ...
White fish, small tnllheee. pi __ „
Lake tmnt. large and mad turn, lb.. .16-.fl
Dore, dress or round, lb.........................07%-.06
PUte, drawed and headlew. lb..........
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.......... **6 • m
...... 0 07 a ng -o 09

RIVER.
.. .06 .13

. *6%-.er .m
.16-11 .13

.07%.n* .09 .13
.06-.00% .or

Pike, round, per lb. ............................ 06%-.» .67-.»
Tom coda, new, per bbl..............................3 06 ....

Salmon,
PICKLED FI! 

Labrador, tierce»,
Salmon. Labrador, bbla,.^300 lbs...
nuuiuu, Labrador, half 
Salmon, B.C., bbl». ....
Sea trout, Baffin’s Bay. __ 
Sea trout, Labrador, bbla.,
Sea trout, Labrador, half t 
Mackerel, N.8.. bbla.. 300 lb. 
Mackerel, N.8., half bbla., » 
Mackerel. N.S., palls, 30 lbs. 
Herrings. Labrador, bbl». 
Herrings, Labrador, half bbla. 
Herrings, Nova Scotia, bbla. 
“ ‘ ~ a. halfHerrings, Nova Scotia,
Lake trout, 106-lb, keg»

S sardine*, bbla.
sardine*, half bbla. 
and sounds, per lb.

Scotch herrings, imported, half bbte........
Holland herrings, tmp’ted milkers, hf this 
Holland herrings, imp’ted milkers, *" 
Holland herrings, mixed, half hi *
Holland herrings, mix, 
Lochfyne herrings, box 
Turbot, bbl.

m

WINNIPEG.
FISH.—Business in this line has been 

satisfactory. The cold weather, of 
course, is exactly what is needed to in
crease sales. No changes in price to any 
note have been struck during the week.

New fresh jackfish ........................... .............. 0 03%
............. 0 08%

New tullbees ....................................... ............... 0 04
Fresh mullets ....................................
Fresh whiteflrh .................................
Fresh pickerel ...................................
Gold eyes ............................................

............... 0«%

............... 0 07%

............... 0 13%

............... 0 08%

............... 0 it
Frozen halibut ..................................
Salmon .................................................

............... 006%

............... 0 «

............... 0 !0

.............. 0 10

............... 0 11
Oysters, per gal.................................. ............... 2 00

.............. 2 <*>

............... 17 00
Haddies .............................................. 0 09

.............. 0 12%

............... 1 w
Kippers, per box ...........................
Orr.m herring, lb...............................

.............. 1 75
o nfi

TAKING CANADIAN GROPER FOR 
25 YEARS.

M. Qleeaou. Gretnwood, Ont., states;—“We 
could not do without Canadian firoc-er I have 
taken It for ‘25 years. No better paper ran 
he read by arroser* and their elerk*.

FOR SALE

FlTR SAI.K-AMCNKRAI, STORE SITUATED 
2l milt** west of London. Turnover 115,00000 
stork *5.500 00 Good opening tor enetgetle 
man. Will sell or loose store. Proprietor 
wishes to retire. Write to Box OP. Canadian 
Grover, Toronto, Ont.



Produce and Provisions

Butter Due to Advance
Montreal and Toronto Markets Very Firm on Butter—Eggs Lower, New Laids in Particular 

—The Question of Chicago Competition— Cheese Exceptionally High — Poor
Season for Honey.

MONTREAL.
PROVISIONS.—Hogs, dressed, abat

toir-killed, can be bought from 11.25 to 
11.50. and the market is pretty firm. One 
house has advanced its price on Windsor 
bacon, but that may be a purely local 
condition. The same might be said re
garding a reduction of Vie. in the price 
of pure lard by the same house. On the 
other hand, the opinion is expressed that 
prices of pure lard are lower than they 
should be. Twenty-lb. pails are quoted 
to retailers at 2.50, whereas they could 
r.ot be brought in from Chicago probab
ly for less than 2.70. However, there is 
a good trade passing at this figure, but 
it is hardly likely much money is being 
made by packers at these figures. Hogs 
arc said to be cheaper now for the time 
of tlie year than for some years past, 
and with a good demand for pork pro
ducts from (treat Britain, it is not un
likely that a higher market will he seen. 
Prices on the whole remain about the 
same as a week ago.

Medium. per lb. ............................................ • if
I-er*e. per lb. .................................................... «11

Beebe-
Pletn, bone In ................................................... « II
»«■***■ ................................................ e
Fenmenl ............................................................. • *

Baeon—
Braktest. per lb. .................................. «11 ♦ If
■ell ...................................................................... «11
Sbonldere, bone In ........................................... « IS
#hmilder!, beeeleee ......................................... * i«%

Oeotred lient»—
Heme, boiled, per lb. ...........................  Ml •*
Hue», meet, per lb. ........................................ « *
SbonMetn. boded ................................................ IS
Sbonldere. ranted ............................................. I*

Dry Sell Men te
nons deer beeeo. *>T0 tbs. ........................... «1»%
Imee deer beeen. «MW lbe. ........................ I lt%
Henke, bone tn, not emobed............................ • 16%

Boiretled Pert- Per tot.
Henry eh art eat ernes ........................................... IT W
Henry short cut dear ..................................... IT «6
Clear fat pert ..................................................... » «6
Clear peril ........................................................... * W

Lord. Pare—
Tlereee, *W lbe. net ..................................... «12
Tubs, to Ibe., net ............................................. 0 l»i
Rot re, e lbe., net ........................................... • Hit
Pelle, weed. » lbe, «rone................................ • 11%
Pelle, tin. W Ibe. eras................................... • II
Ceeee. 1Mb. tine W In none............................. • UK
Cues « end Mb. Une. «0 tn esse.................. « 11
Brlebe 1 lb., eeeh .................................. .... I UK

Led. Oenperrad—
.‘Hercee, SI* lbe. net ........................................ bWKTnbe to lbe. net .......................................... egfl

Pells, sseod. » lbe. net .................................. • 1*1
Pells, tin. W lbe, «ran ................................. • H*H
Ceeee. 1Mb Mne. W In reee......................... • Ï1K
Cense. I end Mb. Uns. W tn nee............... « 11K
Brlebe. 1 lb. eseh ............................................. • 1*K

H°Çrêeeed. abattoir bitted ........................ 11 26 11 80

BUTTER.—A firm market, and while 
we quote 33c for finest creamery, there 
are some houses asking 34c. This higli 
price docs not appear to be interfering 
with the consumption. Higher markets 
are looked for.
Butter—

Finest creamery ................................................ 0 33
Dairy butter ............................................. 0 27 0 21
CHEESE.—Prices touched record 

heights this week when 18-19c was ask
ed for new made, 20-21 e for old specials, 
and 19-20 for Stilton. A considerable 
quantity of American cheese is being 
brought in.
Cheese—,

New make ............................................. 0 18 0 19
Old spéciale, tier lb..................................  0 20 0 21
.Stilton ........................................................ 0 19 0 30

EOflS. One of the most important 
events in the produce market this week 
was a decline in eggs, due in a great 
measure to fairly large receipts of new 
laids, as well as to the fact that, as it 
is getting late in the season, holders of 
storage eggs are anxious to get them off 
their hands. This brought the price of 
new laids down to 33-34, selects 31c, 
No. l’s 27c, and splits 20c. In Chicago, 
eggs are down to 26c, and if they get 
as low as 24c, it will be possible to im
port them profitably. It was stated last 
week that if a further decline took place 
in the egg market it would be impossible 
to bring more Chinese eggs in, yet it is 
understood that several cars are now on 
the way, and will be offered by the end 
of the week. Those last week were 
cleaned out for around 24c. but these 
new arrivals must sell more cheaply 
with the egg market in its present weak- 
state. While the public are buying Chin
ese eggs, they prefer the Canadian egg 
as it ie larger and better, and size is an 
important factor. Their quality, how
ever, is fairly good. In view of these 
facta, an easier egg market is likely.

res, case lots— 
New Is He ....
Meets ..........
No. Is ...........Srïits ...............

o a e h

POULTRY.—Prices have not changed 
mueli since last week. Whereas the de
mand for dressed turkeys is slow, prices 
are remaining very firm, bringing as high 
as 23-24c, and even 26c. No great 
amount of anything is selling, and stocks 
are practically all in. Chickens are sell
ing about as well as anything, and live 
fowl are going fairly well. The Jewish 
people are not buying as heavy as they 
did a year ago, claiming that money is 
scarce. The close season is on for rab
bits. and about ten days after the first 
of tlie month will be allowed to clean up 
surplus stock.
Fresh Stock— Live. Dressed.

Fowl .......................................  16—18 14—IS
Spring chicken ................................. 14 14—18
Fancy, crate-fed chicken*. 5 lbe... 14—15 19—30
Turkeys, fancy ................................. 15—16 22—25
Ducks ................................................   12-11 14-18
Oeese ..................................................  13-14 14-16
Pigeons, pair ................... ........................... 36
Squab pigeons, pair .................................... 45
Babbits, pair .................................................

TORONTO.
PROVISIONS.—Lard is a trifle easier 

in pure, hut firmer in the compound. 
Boneless hacks are easier, and slightly 
lower. We quote 24 cents as a top price, 
rather than 25. Hams are Arm. There
is good business in cooked meat.
Hama—

Light, per lb............................................ . • 16 0 164
Medium, per lb. . 0 16 0 IT
Large, per lb............................................. . • 144 6 16

Backs—
Backs, per lb........................................... . •» 0 21
Boneless, per lb...................................... • * §84
Pea meal, per lb..................................... • * 0 31

Bacon—
Breakfast, per lb.................................... . emt 0 1*
Roll, per lb............................................. • 16%
Shoulders, per lb. ............................... « UK 8 It
Pickled meat»—1c less than smoked.

Dry Salt Meat*—
Long clear bacon, light .................... • 13% 0 14

Cooked Meats—
Hams, boiled, per lb............................. • 22 • 23
Hams, roast, per lb. ...... ................... • 84
Shoulders, boiled, per lb...................... . Ml • a
Shoulders, roast, per lb....................... • n

Barrelled Port—
Reary mcas port, per bbl.................... * or
Short cut, per bbl................................. 2T 00 29 On

Lard. Pure—
Tierces. 4W lb*., per lb. . 0 11 o 114
Tubs. 60 n».............................. en* 6 12
Pails ...................................... • V 0 124
This. 3 and $ lbe.. per lb.............. • UK 9 «%
Bricks. 1 lb . per lb............................. • 13 0 13K

Land. Compound—
Tierces. 4^0 ib*., per lb................... .. •» eues
Tube. BO lbs., per lb. .. ................... • OK • It
Pails, 30 lbe., per lb............................ 0 » • MS

Hl*V.O.B.. 11m, per cwt........................ t •
Lire, fed and watered, per cwt. ... T T*
Dressed, per cwt................................ .. lië »»



CANADIAN GROCER

BUTTER.—The market remains firm 
in all grades. In creamery stocks are 
very low, and the make is by no means 
large. Market is due for an advance, 
and it will advance if the public will 
stand for it. There is a good deal of ex
port, chiefly to Britain. We quote sep
arator at one cent higher than last 
week’s level, and choice dairy prints and 
solids have firmed up considerably. A 
bullish factor in the situation is the posi
tion of storage stocks in America. Stor
age stocks every where seem to be light.

Creamery prints, fresh made .............. 034 036
Separator prints .................................... 0 28 0 31
Dairy prints, choice .............................. 0 27 0 28
Dairy, solids ........................................... 023 026
Bakers ....................................................... Oil •»
CHEESE.—Market is firm and likely 

to remain so. Prices are a quarter of a 
cent higher than those of last week, 
which, already, were the highest this 
country had known. Export business is 
heavy. Britain evidently has little Cana
dian cheese on hand, and wants all she 
can get. And retailers here are but light
ly stocked.
■Cheese-

Old. large . .........................  0 IS* 0 19
Old. twin* ........................... 0 1841 0 194
New, large .. ................................ 011 0 18%
New, twin* ..............................................  0 184 0 184

EGGS.—Eggs all through are consid
erably easier. Deliveries have been 
much better this week. Hens are lay
ing now, and right along we ought to 
see cheaper eggs, particularly new laids. 
Storage receipts are increasing both in 
the States and Canada, and this will
tend to lower the price of these, too. 
There is some competition from Chicago, 
apparently. Chicago merchants offer 
new laids at 25 cents, and that means a 
price of only 29 cents laid down here in 
Toronto. New laids will have to ac
comodate themselves.
Eggs, case lot»— Per dozen.

Strictly new laid, in cartons .............. 034 0 36
Selects .................................................................  011 0 32
Straights ..................................................  0» 029
Trade eggs ............................................ 924 025

POULTRY.—Prices remain more or 
less firm. Deliveries are exceptionally 
heavy, but light demand balanees up in 
some sort. Free stuff is coming in so 
freely that dealers so far have had little 
recourse to their storage stocks. Live 
and dressed stuff still sell at the same 
price. Chicken is in special favor this 
week and fowl.
ftirtl Block— Live. Dressed

Fowl ............................................... 6 12-0 14 0 11-0 14
SprtH ahteken. lb. ................. I 10-0 11 • Î3-A i«
Fancy, crate-fed chicken. 6 lbs. 113-0 11 • 18—0 *
Turkeys, faner ................................... —.... I 90—0 H
Turkeys, old Tom ...................... • 13-0 18 I 11-0 »
Ducklings ....................................... I®-4 1S 114-0.7
“ *   9 1Î-0 13 9 11-0 16...........................  o n-4 is • is-# ii
HONEY.—During 1914 instructions 

and material for conducting co-operative 
experiments in beekeeping were sent to 
541 beekeepers by the Provincial Apiar
ist. Morley Pettit.

The season of 1914 will go down in 
the history of Ontario beekeeping as one 
of the poorest for honey production 
ever known. Bees wintered better than 
usual and a better spring for building

up could not be desired. In some sec
tions clover bloomed profusely but there 
was very little honey anywhere. The 
average crop reported for the province 
was about 16 lbs. per colony, as opposed 
to an average of over 100 lbs. per col
ony in 1913. As usual the average crop 
reported by experimenters is much bet
ter than the general average, the experi
menters reporting on their crops having 
a 35-lb. average. This will, of course, be 
modified by the fact that many experi
menters became discouraged and sent no 
report.

There were 541 experimenters. These 
had in the spring of 1914, 15,490 colonics 
of bees, an average of 28.6 colonies each. 
Forty-five of these persons have kept 
bees for 25 years and over; 88 between 
10 and 24 years; 93 between 5 and 9 
years, and 180 under 5 years. One hun
dred and thirty-five did not report the 
number of years they had kept bees. 
There is a great variety of hives kept, 
but 341 experimenters have their bees 
in Langstroth hives.

In all there are 7,222 colonies of 
Italian bees, 5,422 crossed Italian and 
black bees, and the balance. 2,846, are 
principally common black bees. This 
shows a marked gain in the number of 
Italian bees kept.

Clover honey, bbls., per lb.
90 lb. fin* ..............................
30 lb. tin* ............................
H0 lh. tine .............................
74 lb. tins .........................

D 124
0 124

0 174

FRUIT AND VEGETABLE MARKETS
(Continued from Pa are 42.)

Celerv, California, case . 4 26 4 50
Mushroom*, per lb.......... o r
Water Créas. 11 qt. basket ....... 0 sr

Spanish, big crate — . 4 00 4 25
Can.. 75-lb. hags .... . 1 * 1 50

Green peppers. basket .. 0 7*
Potatoes, Delaware ........ . 0 75 0 80
Potatoes. Canadian, bag . 0 65 0 78
Parsley. basket. 11-qL . 0 *
Pumpkins ........................ 6 »
Tomatoes, hothouse, lb. 0 25 0 26
Turnips, bag ................... 0 40
Sweet potatoes, hamper i m
Squash, Hubbard, doe. 0 TB

0 *>
Lettuce. Boston, bead. hamper 3 26
Panmipe, Canadian, hag . 0 56 0 60
Persimmon*. California. crate .. 2 fin
Pommegranates. do*. .. Ml
Pnmmerrenat** crate ... . see
Rhubarb, hothouse ......... 1 25

WINNIPEG.
FRUTT AND VEGETABLES.-Re 

tailers apparently are selling good quan
tities of staple lines. Wholesalers, in
deed, declare that the trade for this time 
of year has been remarkably good. The 
depression does not seem to have hit 
them to any extent. There are no very 
remarkable chantres in price. Orar>e 
fruit tends somewhat lower, and Cali
fornia navel oranges are from 25c to 50c 
down. Both these lines are moving well.
Applf»

Washington .................................
........... 3 00

1 75
Apples, bbls................................. 5 00
B. C. box apples ...................... 1 »

Cranberries, case .............................. î T5
Bananas, lb......................................... 0 044

Fmneror. per keg .................... 6W
Almeida. keg T 00

Orwne fruit ...................................... ........... 7 75 3 50
Lemons—

California .......... ........................ 3 75
Oranges. California Nawelw ........... ........... 779 S 00
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VEGETABLES.—The only change in 
price here is in Valencia onions, which 
have advanced 50c. They are scarce and 
the demand is heavy. For cabbages, 
head lettuce, cauliflower, etc., the de
mand continues brisk.
Celery, California ....................................................
Cabbages, per lb.......................................................
Cauliflower, per doz.................................................
Head lettuce, alifomia, per doz........ ..................
Leaf lettuce, doz............................................ 0 45
Onions—

California, 100-lb. sacks ........................ 2 09
Valencia, per case ................................. 5 (X)

Parsley, per doz. bunches ........................... 0 40
Sweet potatoes, per lb.............................................
Tomatoes, California, per case ...........................
Honey, comb, per case (24 sections).................

FLOUR AND CEREAL MARKETS.
(Continued from Page 46.)

turn out an interesting market. Most 
cereals are very firm.
Barley, pearl, 96 lbs................................................ 5 00
Buckwheat grits, 98 lbs................................. 5 50 6 00
Com flour, 98 lbs............................................. 2 60 3 00
Commeal, yellow, 98 lbs............................... 2 56 2 65
Graham flour, 98 lbs....................................... 3 00 3 30
Hominy, granulated, 98 lbs.................................... 3 00
Hominy, pearl, 98 lbe.............................................. 3 00
Oatmeal, standard, 98 11»..................................... 3 924
Oatmeal, granulated. 98 lbs.................................. 3 924
Peas, Canadian, boiling, bush.................... 2 90 3 00
Peas, split, 98 lbs. ................................................. 5 00
Rolled oats, 90-lb. bags .............................. 3 70 3 90
Rolled wheat. 100-lb. bbl............................... 3 76 4 00
Rye flour, 98 lbs. ................................................. 3 00
Whole wheat flour, 98 lbs............................ 375 400
Wheat lets, 96 lbs............................................ 3 76 4 00

MILL FEEDS.—All feed* are very 
firm, and stocks are very light. In fact 
there is a shortage, and because demand 
is so strong, millers have to ship only 
mixed ears. Feed flour is exceptionally 
strong. At time of writing we quote 
*1.85 and $1.90. but it may advance at 
any time.
Mill Feeds— Mixed cars, per ton

Bran ..........................................................  28 » H 00
Shorts ......................................................... 28 00 21 00
Middlings .................................................. 30 06 32 06
Wheat moulee .................................................. 30.00

Feed flour, per bag ..................   1 86 1 90
Oats—

No. 3, Ontario, outside points ........... 066 056
No. 3, C.W., bay ports ................................. 0 90

WINNIPEG.
FLOUR AND CEREAL.—Since the 

last market was written, a number of 
changes in the price of flour have been 
made, these resulting from the rapid 
rises wheat took on the Winnipeg mar
ket. Flour is now quoted at $7.70. A 
further advance of 30c seems quite 
likely. Millers say this must be struck 
if wheat closes on the local market at 
$1.60. So far it has failed to do so, but 
as this is written, transactions are tak
ing place on the exchange considerably 
above this figure.

Summing up, this whole market seems 
very uncertain. The dealer who wants 
to insure having flour at the best price 
has a difficult decision to make. It is 
quite likely that flour will advance to $8. 
On the other hand, laying in a large sup
ply at the present quotations of $7.70 
might prove bad policy—for even if this 
further advance comes, there is quite a 
possibility that declines will follow 
shortly.
Manitoba Wheat Flour— Per bbl.

Best patents ..................................................... T TO
Second patents ................................................. 7 10
Low grades ....................................................... 5 10

Rolled oata. 80 * .................................................... 3»
Standard oatmeal, 98 lbe........................................ 3 »
Commeal, 98‘s ....................................................... 2 50



Flour and Cereals

Manitoba Flours a Shade Steadier
A Slight Steadying Movement on the Part of Manitoba Flour Brings Price Slightly Lower— 

Another Advance of Forty Cents for Ontario—Rolled Oats Are Very Finn—
Mixed Cars, Only, of Feed.

MONTREAL.
FLOUR.—Considerable curiosity was 

shown by the trade in an inquiry re
ceived by millers asking for statement 
regarding amount of flour they had in 
band. Milling companies were very 
reticent on the subject, refusing to ex
press an opinion why this inquiry had 
been made. In some quarters it was 
stated that the inquiry had come from 
the Imperial Government. The informa
tion was asked for on Saturday last, and 
was required first thing on Monday 
morning. Not only has the domestic de
mand been heavy of late, but the amount 
of flour and wheat exported abroad has 
been enormous, and would have been 
heavier had there been sufficient bottoms 
to ship it. This exceptional demand has 
caused the wheat and flour markets to 
attain the record prices of the past week. 
Supplies are therefore lower than they 
have ever been before, and it is natural 
that the Government should at this time 
be making inquiries as to the supplies 
available for the future, and to get an 
idea of what prices are likely to be. All 
kinds of extreme views are being ex
pressed as to the object of the Govern
ment in making this investigation, none 
of which can have foundation. During 
the early part of the week the market 
was easier. Wheat dropped a point, but 
it has been dropping and jumping right 
along, on one occasion jumping five 
points in one day. If it goes up again, 
a further advance in flour may be ex
pected. Winter wheat flour continues 
high, with a big demand, hut "hard to get. 
Eight dollars per bbl. is being quoted for
small lots.
Manitoba Wheat Flour— Ter bbl. of 2 bags

First patents ................................................. Mf
Second patente ................................................. 7 W
Strong bakers ........................ 7 4fl
Flour In cotton sacks. 10 cents per barrel more

tier
Winter Wheat Floor- lota. lota.

Fancy patents .......... ................................. 8 60 1 80
per cent.. In wood ............................... 8 66 7 76

90 per cent In begs ............................. 3 65 3 75
Straight roller ............................................ 7 66 7 86
Blended Bear ..............................................  I* T38
CEREALS.—Oat market has shown

an upward tendency of late, and natur
ally rolled oats have followed. Good 
inquiries are coming in, but some diffi
culty is experienced in securing supplies. 
The recent storm interrupted business, 
and the fact that bigger prices are being 
secured fur export is having a bad effect 
on domestic supplies. Package oats are 
being quoted at 4.75 per case, this being 
an advance of 25c. Retailers in many 
cases are still selling large size packages 
at 25c or 28c. whereas millers insist they 
should make at least 30c. if they are to 
make any profit. Keen competition con
tinues owing to the entry into this field 
of a western mill. Sales of rolled oats 
in hulk are being made at 3.50 for 90’s 
in jute.
Oorameal— Per 8Mb. sack

Gold dual ..................................................  2» 235
Unbolted .......................................................... 2 15

Rolled Oat»- 80'a In jute.
Small lota ................................................ 8 86
25 bags or more ...................................... S 50 —
Package*, case ......................................................... 4 75
Rolled oats In cotton sack», 8 cant» more. 

Oatmeal—Ana, standard and grasnlatad. 16 per cent,
over rolled oat» In 80», In jute.

166-lb. bhls.
............................. 315
.............................  STS

Rolled Wheat-
Small lota ..........................................

Hominy, per 18-Ih. sack ....................

FEEDS.—Prices of several feeds were 
advanced late last week owing to a big 
demand from buyers throughout the 
country, and quite an active business is 
being done. Sales of bran are being 
made at $27, but the quotation of the big 
millers is $26. The same in the case of 
shorts; sales are being made at $29, 
whereas we quote $28. There is no 
change in moulee. but the tone of the 
market is firm. Some idea of the state 
of the oat market can be ganged from 
the enormous advance made during the 
past week in the price of feed oats, 
which arc now quoted at 77c.

Bran .........................
Short* ....... .............
Middling* ................
Wheat moulee — 
Feed flottr. bag .... 
Mixed chop*, ton . 
Crushed oat*, ton . 
Barley, pot. 98 lbs. 
Oat*, chop, ton .... 
Barley chop, ton .... 
Feed oat», cleaned. 
Feed wheat, beg .

Manitoba, hush.

3* 60 
. 86 on

33 «VX »tm«1 m
«3 61

.52
. *86

.. ?»
46/

TORONTO.
FLOUR.—The upward movement in 

flour this week has been confined to On
tario winter wheat flour. Manitoba flour 
has steadied somewhat, and is actually 
a trifle lower than our last week's quo
tations. First patents are worth $8.0n. 
Market is very firm at that, and an ail 
vance rather than a further decline is 
looked for. As to Ontario flour that is 
up still further. One firm lias jumped 
their prices another 40c a barrel, and are 
getting lots of business at enhanced 
prices. Ontario is now $8.00 for fancy 
patent so that it is practically selling nt 
figures whieli apply to Manitoba. It has 
to be remembered, apropos of figures, 
that practically each firm has its own. 
There is no knowing, from day to day. 
what Ontario flour mill sell at. All that 
is known is that prices are going up, and 
apparently must go up as long as the 
farmer bolds out for them. The millers 
are not to blame. They have to pay the 
farmer what lie asks, because demand is 
so heavy. Export business is lighter 
again. Would-be importers in Britain 
balk at the prices. There are lots of en
quiries. and some of them are near the 
mark, hut thev fall short, and millers
this side will not simile pricos. They
don’t need to.

Small Car
Manitobe Wheat Flour— lota. lot».

per bbl. per bbl.
Kir»t patent ............................... * 30 3 on
Second patent ............................. 7 7ft 7 »
Strong baker» . ........................ 7 *•
Flour in cotton sacks. 10c per

Small Car
Winter Wheat Flour— lota. lot*.

per bbl.
Fancy patent*........................... .........  S m 7 Si
'•ft per cent................... :
Straight roller ...........................
Blended flour .................. ........

.............  7 61 7 ¥>

............ 7 «' 7 6fj

CEREALS. — Rolled oats are feature 
of an all-rouhd strong market. They an' 
very scarce, ami an advance is, looked for 
shortly. Export demand as well as do
mestic business is good. Package oats 
are up 25c. Barley ia » good deal firmer, 
and there is a big demand. Barley may 

(Continued on Page 4ik)



CANADIAN GROCER

Our Reputation
is built on our square dealings with 
large and small dealers without dis
crimination. Your money has the same 
purchasing power as your competitor’s.

SEND US A TRIAL ORDER 
TO-DAY

We guarantee the lowest possible prices 
consistent with quality.

TILLSON’S OATS
A Food Not a Fad

Are always uniform in quality and flavor.

Rainbow Flour f„ Bread

Lily and Gold Seal Flour

v ;.

5»’ a i

Ul" ijjn

•_ Si r.#*S 1
•/ tv irhi if' 

*\a I
iS :.V -,
:• --«wf

For Pastry
FREE!

Upon written request for same we will 
send you an attractive window display, 
charges prepaid. We also have a limited 
number of Tillson’s Oats Calendars. 
Drop us a postal if you wish one, they 
are going fast.

Remember to sell
Canadian Products Made in Canada By Canadians

OUR MOTTO 
QUALITY-THEN PRICE

Canadian Cereal & Flour Mills, Ltd.
TORONTO
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LENT
Starting with February 17th, there 
will be an increased demand for 
macaroni.
Window and counter displays of 
Mad e-in-Canada macaroni will be 
very effective at this time, bringing 
a pleasing increase in sales.

L’ETOILE
(Star)

and

HIRONDELLE
(Swallow)

brands are Made-in-Canada from 
Canadian wheat. They not only 
supply a substitute for meat during 
Lent, but make a most economical, 
healthy, tasty food at all times. •

Flour is Up!
But we are still filling orders at the 
old price and will continue to do so 
while our present supply lasts.

Order through your wholesaler.

C. H. Catelli, Limited
Montreal

AGENTS
Tees & Per*«e,f Limited, Winnipeg 

C. C. Mann, Toronto

QUOTATIONS FOR 
PROPRIETARY ARTICLES

SPACE IN THIS DEPARTMENT IS $56 
PER INCH PER YEAR

BAKING POWDER.
WHITE SWAN SPICES AND 

CEREALS, LTD.
Per dns.

6c Tine, 4 doe. to caee,
weight 10 Ibe..........................<0 40

4 o*. Tine, 4 doe. to ceee,
weight 20 lbe........................ 06

fl o*. Tine, 4 doe. to ceee,
weight 20 lbe........................ 00

8 ox. Tins. 4 doe. to ceee,
weight 38 lbe.........................  1 30

12 ne. Tine, 4 doe. to caee,
weight 48 lbe............................1 60

16 on. Tine, 4 doe. to caee,
weight 70 lbe............................2 25

3 lh. Tine. 2 dee. to caee,
weight 86 lbe.............................5 00

0 lh. Tina, 1 doa. t# caee, 
weight 80 lbe.............................S 30

COOK'S FRIEND BAKING 
POWDER.

W. D. McLaren, Limited.
In Cartone— Per doe.

No. 1 (25c eleet, 4 doe. cs.1 2 2ft
No. 1 (28c elee), 2 doa. ce. 2 30
No. 10 (20c alee), 4 doa. ce. 1 80

-o (°0c else), 2 dos. ce. 1 86
No. 8 (15c elee), 4 doe. ce. 1 to
No. 2 (10c else). 6 doa. ce. 0 NO
Vn. 2 (10c elee), 8 doa. ce. 0 88
No. 8 (8c else), 4 doe. cl. 0 45

Aleo In tine. Prlcee on 
application.

ROYAL BAKING POWDER 
Bhl. lota

Leee then or 10 case»
10 caee lots and over

Sise. Per dee. Per doe
Dime « 86 •
4-ns. 1.40 1-35
8-ns. 1*6 1*0
8-os. 256 2.50

12-na. 8*6 8.75
16-nr. 4*0 4.80
2W-lb. 11.60 11.Ml

8-lb I860 13 35
6-lb. 22.38 21.90
Barrela—wh»n packed In bar-

rele one per cent, discount wll. 
be allowed.

FOREST CITT BAKING 
POWDER.

6-ne. tine ...................................10 73
12-na. tine .................................. 1 *5
16-nr. tine .................................. 1 75

BLITS.
Keen's Oxford, per lb.............10 17
In 10-lh. lota or caee ............ 0 16
POPPON BOOKS — ALLISON'S 

For eele In Canada by The 
FhT-Rlaln Co., Ltd.. Toronto: C. 
O. Beercbemln A File, Montreal. 
*?. la. *5. «10. «15 and «20. All 
same price, one else or esaort-d.

rN-NCMRERED.
106 hooka and orer. each 0 
"00 books to 1 000 hooka 0 0.1 

For numbering corer and each 
coupon, extra per honk, H cent. 

CEREALS.
WHITE SWAN Per case 

Biscuit Floor (Self-rising),
2 doe. to case, weight 70
lbe...............................................«3 00

Buckwheat Flour (Self-ris
ing), 3 dee. to caee, weight 
70 lbe ...................................3 00

Pancake Flonr (Self-rising),
8 doa. to caee, weight 70
Ihs................................................« 00

Breakfast Food, 2 doa. to
caw, weight 85 lbe............8 80

King's Food, 2 doe. to caee,
weight 86 lbe........................ 6 20

Wheat Kernels, 2 doa. to
caee, weight 65 Ibe............3 30

Barley Crisps. 8 doe. to case,
weight 50 lbe..........................3 00

Flaked Rice, 3 doa. to case,
weight 50 lbe........................ «00

Flaked Peas, 3 doa. to case, 
weight 50 lbe.......................... 3 30

DOMINION CANNER8, 
LIMITED.

Aylmer Pore Jama, 16 os. Jar*
„ Per doe.
Strawberry, 1814 pack .........«2 20
Raspberry, red, beery syrup 2 10
Black Currant .....................   2 10
Red Currant ..........................  2 10
Peachee ....................................... 2 10
Peer, Bert..................................... 2 10

Aylmer Pare Jell lee
Red Currant ..........................  2 10
Black Currant ......................  2 10
Crabapple .................................. l 46
Raspberry and red currant 2 10 
Raspberry end gooseberry.. 2 10
Plum jam ................................ 1 86
Green Qnge plum etonelee» I 86
Gooseberry ................................  l en
Grape..............................................1 86

Aylmer Marmelade
Orange Jelly .............................. 1 60
Lemon .....................................  1 60
Pineapple ..................................1 80
Ginger ..................................... 2 26

Aylmer Pure Preeerrea— Balk
5 lbe. 7 lbe.

Strawberry ..................  072 1»
Black currant................0 66 6 88
Raspberry .......................0 06 0 86

Aylmer 14'e and «C'a per lb.
Strawberry ................................  0 It
Raspberry ..................................  0 14

COCOA AND CHOCOLATE.
THE COWAN CO., LTD 

Cocoa—
Perfection, 1-lb. tine, do»... 4 50 
Perfection, W-Ib. tine, doa.. 2 le
Perfection, U-lb tins, dos. 1 26
Perfection, 10c alxe, doa---- 0 30
Perfection, 6-lb. tins, per lb. 0 S3 
Soluble bulk, No. 1, lb. ... 0 26
Soluble, bulk. No. 2, lb..........0 IS
London Pearl, per lb..........0 «2

Special quotation» for Cocoa 
In burrels, keg*, etc.

(Unsweetened Chocolate).
Supreme chocolate. H'a, 12-

lb. boiea, per lb....................0 36
Perfection chocolate, 20c

•lie, 2 do». In box, dos... 1 «0 
Perfection chocolate, 10c

ilae, 2 and 4 doa. lo box,
per doa.................................... 0 30
Sweet Chocolate— Per lb.

Queen'» Deeeert, U'e end
W«. U-lb. boxes ................... 0 40

Queen's Deeeert. Fa, 12-lb.
boxes........................................ 0 40

Vanilla, %-lb., « end 11-lb 
boxes .......................................... 0 35
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Mr. Manufacturer,

Keep your eye 
on the West

Don’t overlook the big trade possibilities in this fast-growing country. 
Get your goods before the buyers. We are in close touch with the trade 
and can put your lines in solid.
Our many representatives throughout the three Provinces make daily calls 
—nothing is missed. We get the business for you and deliver the goods 
promptly from our six large warehouses in the various centres.

Let us advise of the Western prospects of your line—drop us a card for particulars and terms.

NICHOLSON & BAIN
Wholesale Commission Merchants and Brokers

Head Office: Winnipeg, Man.
Branches: Regina, Saskatoon, Edmonton, Calgary, Vancouver

More Profitable Lines Never Left Your Shelves—
and left them more speedily

The
favorite
of
careful
housewives

The value of the Malcolm Lines of Condensed Milk and Coffee rests not so much on the 
profit of an individual sale, but on the accumulative profit of the larger sales it produces. 
Malcolm products move from your shelves quickly and continually. To push the Malcolm 
Line with any degree of vigor means unusual good profits and continued custom. Check over 
the lines you require and replenish your stock to-day. We deliver in 5-case lots to any point in 
Ontario, Quebec and Maritime Provinces, prepaying freight up to 50c. per 100 lbs.

St. George Brand Coffee, 2 dos. In case.....................$4.80
St. George Evaporated Milk, 4 dox. In case ...........  3.60
Banner Condensed Milk, 4 dox. In case....................... 6.26
Princess Condensed Milk, 4 dox. in case..................... 4.60
Premier Machine Skimmed, 4 dox. in case............... 3.80

ORDER NOW

The Malcolm Condensing Co., Limited, St. George, Ont.
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INCREASE YOUR TRADE
BY

Modern Show Card Letter
ing, Designing, Etc.

monri#i\
SHOW CHID 
in vtffirvo or nk.ss etc-
^.JfPQO ,
Ammisiwo
PH IMSfS
OtSPl ASSIGNS 
SHOW CAPOS 
AND POSTCPS

It

SIXTH EDITION—NOW READY
WITH THIRTY-TWO ADDITIONAL PAGES 

TO THAT OF FORMER EDITIONS

A practical treatise on Up-to-Date Pen and Brush 
Lettering, giving instruction representing many 
styles of lettering, position, movement, shading, 
spacing, designing and arrangement, with illustra
tions of large and small letters of each alphabet,

■ together -with a full -analysis and diagram for. malt-. 
ing neat and prominent figures off-hand for price 
tickets, etc. Over 400 illustrations of finished show 
cards and price tickets are given in

Marking Pen Lettering 
Soennecken Pen Lettering 
Automatic Pen Lettering and 
Up-to-Date Brush Lettering

outside of fifty-one page alphabet plates and letter
ing exercises of a large variety of standard show 
card alphabets with practical instruction, together 
with show card designs, showing how to produce neat 
and fancy border and scroll outlines, tinted back
grounds, etc.

This book is far beyond anything ever published 
in this line. It contains solid, practical, common- 
sense instruction—a book that is free from absurd 
theories and mystifying kinks, and contains 2,000 
advertising phrases for Card Signs, Posters, etc.

All orders payable in advance. If you do not find 
this book worth the price return it inside of five days 
and get your money back.

The price of the Book it $1.00 
delivered to your address postpaid

Page size of book 6x9 in., 144 pages

The MacLean Publishing Co., Ltd.
BOOK DEPARTMENT

143-153 University Ave., Toronto

Diamond, 8’s, 6 and 12-lb.
boxes ..........     0 29

Diamond, 6’s and T's, 6 and
12-lb. boxes .......................... 0 28

Diamond, %’s, 8 and 12-lb. 
boxes........... ...........................  0 27
Icings for Cake—

Chocolate, white, pink, 
lemon, orange, maple, al- 
o.iond, coroanut, cream,
In %-lb. packages, 2 do*.
In box, per do*..................... 1 00
Chocolate Confections Per -b.

Maple buds, 5-lb. boxes___0 37
Milk medallions, 5-lb. boxes 0 37
Chocolate wafers. No. 1, 5-

1b. boxes ................................. 0 31
Chocolate wafers, No. 2, 5-

lb. boxes ................................0 28
Nonpareil wafers, No. 1, 5-

lb. boxes ................................ 0 31
Nonpareil wafers, No. 2, 6-

II). boxes ............................ 0 28
Chocolate ginger. 5-lb. boxes 0 31 
Milk chocolate wafers, 5-lb.

boxes ....................................... 0 37
Coffee drops, 5-11). boxes,. 0 37 
i.nnch bars, 5-lb. boxes... 0 37 
Milk chocolate, 5c bundles, 3

do*, in box, per box.......... 1 36
Royal Milk Chocolate, 5c 

cakes, 2 do*. In box, per
box ............................................. 0 85

Nut milk chocolate, %’s, 6-
11). boxes, lb............................. 0 37

Nut milk chocolate, %’s, fl
it). boxes, lb...........................  0 37

Nut milk chocolate. 5c bars,
24 bars, per box ................ 0 85

Almond nut bars, 24 bars, 
per box ..................................  0 85

JOHN P. MOTT A CO.’S.

Miss N. Estabrook, St. John, N. 
B.; J. A, Taylor, Montreal; V. 
Q. ; F. M. Hannum, Ottawa, Ont. : 
Jns. E. Huxley A Co., Winnipeg, 
Man.; Tees A Persse, Calgary, 
Alta.; Russell. Johnson, Edmon
ton ; D. M. Doherty A Co.. Van
couver and Victoria.
Elite, 10c die (for cooking) 

do*..........................................  g t|0
' MoK's ' UtUTMl ‘ Wok; 2- 

do*. 10c sl*e, per do*. ... 0 86 
Nut milk bars, 2 dosen In

box ............................................ 0 id
Breakfast cocoa, %'s snd

%’* .............................................. 0 38
No. 1 chocolate...................... '. 0 50
Navy chocolate, %’s .......... 0 28
Vanilla sticks, per gr............1 UO
Diamond chocolate, %'s ... 0 24 
Plain choice chocolate li

quors ....................................... 20 30
Sweet ehoeolate coatings .. 0 20

CONDENSED AND 
EVAPORATED MILK.

BORDEN MILK CO.. LTD. 

East of Fort William, Ont.

Preserved Per case
Eagle Brand, each 4 do»...$8 25 
Reindeer Brand, each 4 dot. 6 2b 
Silver Cow Brand, each 4

dox............................................5 75
tlold Seal Brand, each 4

dox............................................i. 5 60
Mayflower Brand, each 4

do*............................................5 60
Purity Brand, each 4 do*. 6 60
Challenge Brand, each 4

do*............................................4 85
Clover Brand, each 4 do*. .. 4 85

Evaporated (Unsweetened)—
St. Charles Brand, small,

each 4 dos.......................... 2 00
Peerless Brand, small, each

4 dos........................................2 00
St. Charles Brand, Family,

each 4 dox............................3 UO
Peerless Brand, Family, each

4 do*....................................... » 90
Jersey Brand, Family, each

4 dos........................................ 3 90
St. Charles Brand, tall, each

4 dox....................................... 4 60
Peerless Brand, tall, each,

4 do*....................................... 4 50
Jersey Brand, tall, each, 4

do*............................................4 50
St. Charles Brand, Hotel, 

each, 2 dos.......................... 4 25

Peerless Brand, Hotel, each,
2 do*.......................................... 4 25

Jersey Brand, Hotel, each, 2
dox............................................... 4 25

St. Charles Brand, gallons,
each, % dos............................ 4 75

“Reindeer” Coffee and Milk,
"large,” each, 2 do*...............4 SO

“Reindeer” Coffee and Milk,
“small,” each, 4 do*.............. 5 50

"Regal” Coffee and Milk,
each. 2 dox.............................. 4 50

“Reindeer” Cocoa and Milk, 
each, 2 do*............................. 4 SO

COFFEE.
WHITE SWAN SPICES AND 

CEREALS, LTD.
WHITE SWAN.

1 lb. tins, 4 dos. to case,
weight 80 lbs...........................37%

1 lh. tins. 2 dos. to case,
weight 35 lbs........................

Add one-half cent per pound to 
the above.

ENGLISH BREAKFAST 
COFFEE.

% lb. tins, 2 do*, to case,
weight 22 lbs........................... 22

1 lb. tins, 2 do*, to case,
weight 40 lbs..........................  A/

MOJA.
% lb. tins. 2 do*, to case, 

weight 22 lbs.......................... 32
1 lb tins, 2 do*, to case,

weight 40 lbs............................ 30
2 lh. tins, 1 do*, to case,

weight 40 lbs............................ 30
PRESENTATION COFFEE.

A Handsome Tumbler In Each 
Tin.

1 lb. tins, 2 dox. to case,
per lb. ..................    27
Shipping weight, 50 lbs. per

cate.
MINTO BROS.

MELAGAMA COFFEE.
Whol. Ret’l

Is, 1%'s. Grd. ........ 25 SO
Is, %*. B A (1 . ........ 32 40
Is only. B. A G.. ........ 35 45
is. %»,-«. A G...—38 . 50...
Packed In 30 and 50-11). cases.
Terms net 30 days prepaid.

MINTO COFFEE (Bulk).
M Bean or Gr............................... 88
I Bean or Gr.............................. 35
X Bean or Gr.............................. 52
T Bean or Gr.............................. 30
O Bean or Gr.............................. 28
Spec. Grd. Compound ............ 26
Packed lu 26 and 50-lb. tins.

FLAVORING EXTRACTS. 
WHITE SWAN FLAVORING 
EXTRACTS—ALL FLAVORS

1 os. bottles, per dot.,
weight 3 lbs......................... | 1 06

2 os. bottles, per dos.,
weight 4 lbs.........................  I DO

2% os bottles, per dos.,
weight 0 lbs.......................... 2 20

4 ox. bottles, per dos.,
weight 7 lbs. ...................... 3 50

8 os. bottles, per dos.,
weight 14 lbs...................... 6 50

16 os. bottles, per dos.,
weight 23 lbs........................ 12 00

32 ox bottles, per dos.,
weight 40 lbs......................... 22 00

Bulk, per gallon, weight 
18 lbs......................................... 10 00

CRESCENT MFO. CO 
CRESCENT MAPLEINE. 

Special Delivered Price for 
r ;a*da

Per dos.
%-os. (4 d • case), weight 

9 lbs., et a II each 16c ..I 1 M
1 os. (4 nos. case), weight

14 lbs., retail each 30c.. 2 55
2 ox. (3 dos. case), weight

15 lha., retail each 50c... 4 40
4 ox (2 dos. case), weight

17 lha.. retail each 00c... 7 00
8 nx. (1 do*, easel. weight

17 lbs., retail each $1 80.. 13 00 
Pint (1 dox ra*e>. weight 

29 lh»., retail eaeh 13 25 60
Quart (1 do*, eaae). weight 

53 lha., retail each $5 50 47 75 
Gelions, each, retail es eh 

120 ..........................................  17 13

60
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Sanitary Cans
"The Can of Quality"

Baked Beans, 
Soups,

Meats and Milk.

Sanitary Can
LIMITED

NIAGARA FALLS. ONTARIO

ARE YOU THE MAN AT THE HELM?
Are you running your ship of business along the shortest and safest 

course to the harbor of success f Or are you going a roundabout way, 
scratching and scraping along the rocks of loss and failure.

Get in the right course, be on the lookout for new thoughts, ideas, 
schemes, etc., and you will have a successful run.

Man
Co

Store
udcnien1

)lete

STORE MANAGEMENT COMPLETE
is a guide that will show you how to get the maximum trade and profit 
out of your business. This book is written by Frank Farrington (a 
companion book to “Retail Advertising Complete.”) It tells all about 
the management of a store. The following is a synopsis of one of the 
chapters:

CHAITER V.—THE STORE POLICY—What It should be 
to hold trade. The money-bach plan. Taking back gooda.
Meeting cut rates. Selling remuante. Delivery goods.
Substitution. Handling telephone calls. Courtesy. Rebat
ing railroad fare. Courtesy to customer*.

“Store Management—Complete” is bound in cloth, contains 272 
pages, 16 full-page illustrations, and 13 chapters. $1.00 brings this book 
to you postpaid. Money refunded within 10 days if not satisfactory.

TECHNICAL BOOK DEPARTMENT 
MacLean Publishing Co.

143-153 University Avenue TORONTO

53
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Fresh Pork

This is the Season for Sausages, 
and they are the very finest goods 
on the market. Prices are no 
higher than last year.

Let us book you up for regular 
shipments every day by express or 
as required.

Made under Government inspec
tion.

F. W. Fear man Company
LIMITED

HAMILTON

COOK’S FRIEND 
BAKING POWDER

A leader for over Fifty Years
BECAUSE :—

It conforms to Pure Food Laws the world 
over; it is made from PURE GRAPE 
CREAM OF TARTAR and contains no 
alum or other dangerous or questionable 
acids.
The BEST ought to lie good enough for 
your customers, especially when it costs 
no more than other brands of unknown 
quality, and is equal to imported powders 
at double the price. MADE IN CANADA 
and NOT by a FOREIGN TRUST.

W. D. McLAREN, Limited, Montreal

/&V7/XZ' ////AMfs

U moturw Brood with tku powder no ftrmmtdàm tokos aheo, dmi 
dots ntithor mad mr oltoM u formod, tkertbr prodnoogirniTik, iKuror md mm mum

.PREPARED ONTo?«ECT*CHEMffitl. PRINCIPLES 
jC iww»tw

BOAR'S HEAD LARD 
COMPOUND.

N. K. FAIRBANK CO., LTD.

Tierces ......................................0 70V4
Tubs, BO lbs.............................o 10%
Palls, 20 lbs.............................. 0 10%
Tins, 20 lbs...............................0 1014
Cases, 3 lbs., 20 to case ... 0 1114 
Cases, 5 lbs., 12 to case ... 0 1114 
Cases, 10 lbs.. 8 to case ... 0 11 

F.O.B. Montreal.

MUSTARD.

COLMAN'B OR KEEN’S.
Per do*, tins

D. S. F„ 14-lb............................ $1 60
D. S. F„ %-lb...........................  2 68
D. S. F„ 1-lb................................ 5 36
F. D., 14-lb................................... 0 96
F. D„ 14-lb................................... 1 63

Per Jar
Durham, 4-lb. Jar .....................0 87
Durham, 1-lb. Jar .....................0 28

JELLY POWDERS.

WHITE SWAN SPICES AND 
CEREALS, LTD.

White Swan, 15 flavors, 1 
do*. In handsome counter
carton, per do*...................I 0 60

List Price.

JELL-O.

Issorted case, contains 2 do*. 1 80 
Straight.

Lemon, contains 2 dot.......... 1 80
Orange, contains 2 do*........ 1 SO
Raspberry, contains 2 dos. 1 SO 
Strawberry, contains 2 dog. 1 80 
Chocolate, contains 2 dos... 1 50
Cherry, contains 2 dos........  1 SO
Peach, contains 2 dos............ 1 80
Weight, 8 lbs. to case, Freight 

rate, 2nd class.

JELL-O ICE CREAM POWDER.

Assorted case, contains 2 dos. 2 50 
Straight.

Chocolate contains 2 dos.... 2 50
Vanilla contains 2 dos.......... 2 60
Strawberry contains 2 dos. 2 50 
Lemon contains 2 dos..........  2 50
Unflavored contains 2 dos.. 2 60 
Weight, 11 lbs. to case. Freight 

rate, 2nd class.

SOAP AND WASHING 
POWDERS.

RICHARDS' PURE SOAP.
Richards’ Quick Naptha Soup. 

Packed 100 bars to case. 
5-case lots (delivered), 14.15 each 
with 20 bars of Quick Naptbs us 
a free premium.

FELS NAPTHA.

Prices—Ontario and Quebec :
I.ess than 5 cases ..................$6 80
Five cases or more ..............  4 95

WHITE SWAN LYE.

Single cases, 4 dos.................. $3 50
6 case lots, 4 dos.................... 8 36
Shipping weight 50 lbs. per case.

STARCH.

THE CANADA STARCH CO., 
LTD., EDWARDSBURQ

BRANDS and 
BRANTFORD BRANDS. 

Laundry Starches—
Boxes. Cents.

40 lbs., Canada Laundry... .0614 
40 lbs., boxes Canada white

gloss, 1 lb. pkg.......................06%
48 lbs. No. 1 white or blue,

4 lb. cartons ...........................0714
48 lbs. No. 1 white or blue,

3 lb. cartons ............................0714
100 lbs., kegs. No. 1 white. .06% 
200 lbs., bbls., No. 1 white. j06% 
30 lbs., Edwardsburg silver 

gloss, 1 lb. chrome pkgs. .07% 
48 lbs. silver gloss. In 6-lb.

tin canisters ...........................0814
36 lbs., silver gloss 6-lb.

draw Ud boxes ......................0314
100 lbs., kegs, silver gloss,

large crystals ..................... .0714
28 lbs., Benson’s Satin, 1-lb.

cartons, chrome label ... .07% 
40 lbs., Benson’s Enamel 

(cold water), per case.... 3 00 
20 lbs., Benson’s Enamel 

(cold water), per case ... 1 50 
Celluloid—boxes containing 

45 cartons, per case .......... 3 60

Culinary Starch.
40 lbs. W. T. Benson & Co.’s

prepared corn ........................07%
40 lbs. Canada pure corn

starch .........................................00%
(120-lb. boxes 14c higher.) 

Casco Potato Flour, 20-lb. 
boxes, per lb..........................io

BRANTFORD STARCH.

Ontario and Quebec. 

Laundry Starches—
Canada Laundry—

Boxes about 40 lbs............. 06

Acme Gloss Starch—
1-lb. cartons, boxes of 40 

Ihs................................................. 06%

First Quality White Laundry— 
3-lb. canisters, cs„ of 48 lbs. .07%
Barrels, 200 lbs..........................06%
Kegs, 100 lbs...............................06%

Lily White Gloss—
1-lb. fancy cartons cases 30

lbs................................................ 07%
8 In case ...................................08

6-lb. toy trunks, lock and 
key, 6-lb. toy drum, with
drumsticks, 8 In case ... .08%

Kegs extra large crystals,
100 lbs.................... .................  .07%

Canadian Electric Starch— 
Boxes, containing 40 fancy 

pkgs., per case .................. 3 00

Celluloid Starches—
Boxes containing 45 cartons, 

per case .................................. 3 60

Culinary Starches—
Challenge Prepared Corn—

1-lb. pkts., boxes of 40 lbs. .06% 

Brantford Prepared Corn— 
1-lb. pkts., boxes of 40 lbs. .07% 

“Crystal Malse" Corn Starch— 
1-lb. pkts., boxes of 40 lb».. .07% 
(20-lb. boxes %c higher than 40’s)
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Co-Operation 
Not Coercion!

Manufacturers who negWt the dealer and make tho 
mistake of trying to “Force” the trade are on the 
wrong track. That is “Coercion.” CO-OI’FRATION 
is helping the dealer to sell your goods.

We have already explained our Yeast Cake proposi
ti»» i» detail (See Canadian Grocer issues, January 
1st and 8th). We would now like to extend to you a 
direct service in disposing of the goods to vour 
customers.

Customers come into vour store to get “Something 
for nothing,” and you’re going to have the oppor
tunity at least of selling something else. She is 
going to try the sample because she is already inter
ested in the Yeast from our letter.

Some dealers have said they are glad to send the list 
of names into us, as even if their customers did not 
call for samples our letter helped advertise their 
store.

Send us in a list of 2f> or 80 names of your good 
customers who hake bread and we will send to each 
one a personally addressed letter, enclosing a card 
with your name on it, instructing her to call on you 
for a free sample of WHITE SWAN Yeast Cake 
sufficient to make •> loaves of the finest, lightest and 
whitest bread. We will supply you with free samples 
to lie given out.
In the letter we explain what the expiry date on 
every package means to her. We point out that all 
yeast deteriorates with age, and we warn her to be 
careful never to use old Ÿeast.
We show her that with the expiry date she takes no 
risk of spoiling a hatch of bread and then complain
ing to you about the Flour.
This sampling is not an experiment—it'< the best 
kind of direct advertising as nothing convinces the 
consumer quite so much as an actual trial of the
goods.

The samples should be given out only to those who 
call with the card. Some of our* customers have 
made the mistake of just handing them out to any
body, and then when the cards were presented they 
did not have enough samples left to go around and 
have had to write us to snip them a further supply 
in a hurry.

Listed at $1.20 per case of d dozen 5c packages. A 
due bill in every case, reducing the cost to $1.06 per 
ca«e.

ALSO packed in trial-sized cartons, containing 1 
dozen 5c packages, 45c. We will gladly mail you a 
carton along with samples, all charges paid. We 
will also supply you with an attractive hanger for 
the asking.

Send in the list of names right now, and start selling 
the Yeast Cakes that net you a profit of 70%.

pueiry

Our unqualified guarantee accompanies every sale, 
and you are permitted to return at any time any 
White Swan goods that are not found exactly as rep
resented or which proee unsatisfactory in any way.

For further information write

White Swan Spices Cereals, Ltd.
Pearl Street, TORONTO) SURITy
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Brunswick
Brand Sea Foods
\\ ILL WIN FOR YOU a larger and more 
profitable fish trade. The high quality of 
“BRUNSWICK BRAND’’ SEA FOODS has 
produced a large trade, which, combined with 
conscientious business methods, is constantly 
increasing. When the dealer sells Connors 
Bros. ' Brands he is selling goods that have 
proven winners with the general public.

Located close to the fishing grounds, we get 
the pick of the fishermen’s catches—the plant 
is modern and strictly sanitary, and is operated 
under the most ideal conditions. “BRUNS
WICK BRAND’’ SEA FOODS come perfect 
to the consumer.

Our Chief Sellers:
Vi Oil Sardines Kippered Herring
3/i Mustard Sardines Herring in Tomato 
Finnan Haddies Clams [Sauce

(oval and round tins) Scallops

CONNORS BROS., LIMITED
Black'» Harbor, N.B.

ipiiiii IIIIIIIIUS
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OCEAN MILLS, MONTREAL.
Chinese starch, 16 os. pack., I 

do*, per case, $4: Ocean Corn 
Starch, 16 os. pack., 4 do*, per 
case, $3.60; King Corn Starch, 16 
o*. pack., 4 do*, per case, $3.12; 
Ocean Blanc Mange, all flavor», 
8 o*.. pack., 4 do*, per case. *4 : 
Ocean Borax, 8 o*. pack., 4 do*, 
per case, $1.80; Ocean Ba’-iug 
soda, S-o*. package, 120 pack
ages, per case, $3; Ocean Baking 
Soda, 16 o*. pack., 60 pack, per 
case, $3; Ocean Baking Powder. 
1 lb. pack., 3 do*, per case, $6.75: 
Ocean Baking Powder, 8 o*.

Sack., 6 do*, per case, $6.60;
cean Baking Powder. 4 o*.

pack., 4 do*., per case, $3; Ocean 
Baking Powder. 3 ot. pack., 4 
do*, per case, $1.60; Ocean Bak
ing Powder, 5 lb. tin, 10 tins per 
case, $7.50; Chinese Washing 
Powder, 8 o*„ 120 pack, per cose, 
$4.25: retail at 6c per do*., 48c: 
Ocean Extracts, all flavors, 2 o*, 
6 do*, per case, $6: Ocean Mus 
tard (French Mustard, quart 
slxei, 2 do*, per case, $4.80: 
Ocean Mustard (French Mus
tard), pint slxe, 2 do*, per case. 
$4: Ocean Liquid Bine, pint but
tles, 2 do*, per case, *1.80; Pe
trolatum, 2 o*. Jars. 12 do*, pet- 
case, $5.40; Petrolatum, 5 o*. Jars 
6 do*, per case. $5.40: Ocean 
Cough Syrup. 8 o*. bottle, 3 dux., 
per rase, $7.20.
COW BRAND BAKING SODA 

In boxes only.
Packed ns follows:

5c packages (061 .................... $3 20
1 lb. packages (60) .............. 3 20
Vj ,b Packages (120)............ 3 40
Vt lb. 60 } Packages, Mixed. 3 30

SYRUP.
THE CANADA STARCH CO,
LTD., CROWN BRAND CORN 

SYRUP.
2-lb. tins, 2 do*. In case........$2 65
5-lb. tins, 1 do*. In case___3 00
10-lh. tins, 14 do*. In case.. 2 00 
20-lb. tins, Vi dot. In case.. 2 85
Barrels, 700 lbs........................ 31)4
Half barrels, 350 lbs............ 4
Quarter barrels, 175 lbs___ 41i
Palis, 3SU lbs............................ 1 »S
Palls, 25 lbs. each ................ 1 40
I.ILY WHITE CORN SYRUP.

2-lh. tins, 2 do*. In case___3 00
5-lh. tlna, 1 do*. In vase.... 3 55 
10-lb. tins, 14-do*. In case.. 3 25 
20-lh. tins, V4-d(>*. In ease.. 3 20 
(5, 10 and 20-lh. tins have w.re 

handles.)
ST. LAWRENCE SUGAR 

HEFG. CO.
Crystal Dlamend Brand Cane 

Syrup.
?-lb. tins, 2 do*, lit case..$2 65
Barrels .................................... 0 034;
14 barrels .............................. 0 M

CANNED HADDIES, 
"TUISTLE” BRAND.

A. P. TIPPET A CO.. Agents 
Cases, 4 do*, each, flats, per

case ..........................................(g 40
Cases, 4 dos. each, ovale, per

ca»e .......................................... 6 40
INFANTS* FOOD. 

Robinson’s patent barley, V4 lb 
tine, $1.28; l ib. tins, «2.25; Rob- 
lnson's patent groats. 14.lb. tins. 
$1.25; 1-lb. tins, $2.25.
BEAVER BRAND CORN AND 

MAPLE SYRUP.
Quart tins (wine measure),

2 dos. In ease, per esse... 4 70
MOLASSES.

THE DOMINION MOLASSE,» 
COMPANY, LTD. 

Gingerbread Brand.
2s, Tins, 2 dos. to ease.

Quebec, per case .....................$1 85
Ontario, per rase....................  i no
Manitoba, per case .................2 30
Saskatchewan, per raie ____ 2 60
Alberta, per rase .................. 2 70

DOMOLCO BRAND.
2e, Tina, 2 dos. to case. 

Quebec and Ontario, per case 2 85
Manitoba, per case ...................$ 40
Saskatchewan, per case ... 3 68
Alberta, per ease .....................3 (8
British Columbia, per caae. 3 66 
British Columbia, per caae. 2 40

SAUCES.
PATERSON'S WORCESTER 

SAUCE.
Vi-plnl bottles, 3 and 6 dos.

cases, dos....................................0 JO
Pint bottles, 3 dos. cases,

dos................................................. 1 75
H. P.

H. P. Sauce— Per dos.
Cases of 3 do*en ................ 1 90

H. P. Pickles—
Cases of 2 do*, pints........ 3 25
Cases of 3 do*. 14-plnts... 2 20

STOVE POLISH.
JAMES DOME BLACK LEAD.

2a slxe. gross .......................... 2 50
6a sise, gross ..........................  2 40

NUGGET POLISHES.
Dos.

Polish, Black and Tan .......... 0 85
Metal Outfits, Black and Tan 3 65 
Card Outfits, Black and Tan 3 25 
Creams and White Cleanser 1 10

TEAS.
THE SALADA TEA CO.

East of Winnipeg.
Wbole-

, sale. B’t’i.
Brown Label, Is and 14* .29 .36
Blue Label, Is, 14s, %s 

«“•I %», ..............................35 46
Red Labe-, Is and V4s— .41 -55
Gold Label, tys ..................49 ,66
Red-Gold Label, 14s ... -55 iso

ORANGE MARMALADE. 
"BANNER BRAND” PURE 

FRUIT PRODUCTS.
JAMS AND JELLIES.

•* ................................................I 2 15
i! ................................................ 0 36
2,s   0 42
<• ................................................ 0 60
30 s, wood ................................ 0 06
12-os. glass Jar .................... ] 1 13
Tumbler, glass ...................... 0 95

MARMALADE.
2 s, per dos................................$ 2 so
4 s, per pall ............................ 0 to
5's, per pall ............................ 0 46
Ï™' per pal1 ............................ 0 65
30s, wood, lb........................ 0 0811
12-os. glass Jar, dos............  1 3
Tumbler, glass, dos.............. 1 00
Prices subject to change without 

notice.
M1XTO BROS., Limited, 

Toronto.
We pack In 60 and 100-lb. -till 

All delivered prices. 
MELAOAMA TEA.

Red Label, Is or 14s. 0 20 o SB 
Green Label, Is, V4s,

..............................  0 32 0 40
Blue Label, Is, 14s,
..'A* ...............................  0 37 0 50
Yelluw Label, Is, 14s,
_'4»I-----„•.................... 0 42 0 60
Purple Label, fca

only . ..........................  0 66 0 66
Gold Label, %s only, o 70 1 00

MINTO TEA.
n „ Whol. Ret.
Green Bag ..................  0 29 0 35

B”*,.......................  0 32 0 40
Yellow Ting ................  037 050
Purple Bag ................  0 42 0 00

YEAST.
White Swan Yeaat Cakes, 

per case, 3 do*. 5c pks.... 1 a.
IMPERIAL TOBACCO CO. OF 

CANADA, LIMITED. 
EMPIRE BRANCH.

Black Watch, 714*, butts 914
lbs., boxes 4 fbs..................$0 60

Bubs, 6s and 12s, 12 and 6
_ lb*..................................................0 to
Currency, 12s, 14 botts, 12

lbs., boxes 6 lbs..................o 46
Currency, 6s, 14 butts, 8 lbs. 0 <6 
Slag Bars, 6s, 14 butts, 11

lbs., boxes 6 lbs...................  0 46
Wslnut Bars, 814*. boxes 7

lbs.................................................... 64
Pay Roll, thick bars, 814»,

6 lh. boxes ............................ 0 67
Pay Roll, thin bars, 814s, 5

lb. boxes ................................  o 67
Pay Roll, plug, 814», 12 and

7 lb. caddies ........................ 0 67
Shamrock, plug, 714s, 14

botts, 12 lbs, boxes 6 lbs. 0 67 
Empire, 7s and 14s, raddles 

15 lbs, 14 raddles « lbs... 0 52
Great West, pnurhes, 9e___0 67
Forest snd Stream, tine, 11s,

2 lb. eartens .......................... 0 •
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UPTON’S
ORANGE

MARMALADE
1915 pack now ready.

Order early.

The T. Upton Co., Limited
ST. CATHARINES

Factories at Hamilton and St. Catharines

/A OTIS
. *6/9

Chocolate
is the ideal chocolate for 
cooking and drinking pur
poses. Is especially suitable 
for icing cakes, making 
fudge, etc. Your customers 
want and should be given 
only the best—MOTT'S.
Retails at 10 Cents par Cake.

JOHN P. MOTT & CO

—illrnOUR SPECIAL WEEKLY SALES

Golden Orange Brand 
SUNKIST ORANGES

give you the opportunity you have 
been looking for to make your store 
the fruit centre of your town.

The demand for Sunkist fruit has 
already been created by an extensive 
advertising campaign.

We are offering each week Extra 
Fancy fruit to fill this demand at 
specially reduced prices. Ask us 
about window display outfits.

THE HOUSE OF QUALITY

HUGH WALKER & SON
Guelph and North Bay

“Made in Canada**

Brooms of Quality
to introduce our

CANADA LINE
Please note the following

Special Prices
Sample Order Solicited

Fine Polished Colored Handles
No. 1 CANADA, 5 stg 
“2 “ 4 “
“3 “ 4 “

- $4.50
■ - 4.00
■ - 3.75

6-doc. Lou and up delivered (Ontario)

Walter Woods & Co.
HAMILTON
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Write u for New Prioo List ef

WINDSOR SALT
TORONTO SALT WORK«

TORONTO, ONT. GKO. J. CUFF,

Dr. JACKSON'S

ROMAN MEAL
Made in Toronto

ROMAN MEAL CO. 
MONARCH ROAD

The Best for all forms of Coughs, Asthma, 
Bronchitis, and all ailments of Respiratory 
Organs.

MERITOL SYRUP
FOR AGENCY, WRITE

THE MERITOL CHEMICAL CO.
71B Notre Dame E. MONTREAL

SUCHARD'S COCOA
The Hieheet Quality

Most Reasonably Priced
“ Quality ” Cocoa 

On Sale Anywhere.
FRANK L. BENEDICT & CO.

Agent* Montreal

TANGLEFOOT A
The Non-Poisonous Fly Destroyer

Destroys Billions of Flies every year—vastly more 
than all other means combined. Absolutely Sanitary.

Every Merchant who handles—

Mathieu’s Nervine Powders
knows that they sell themselves. 
So effective are they in all cases 
of headaches that when once 
tried they are immediately re
commended. Every merchant can 
with perfect safety recommend 
Mathieu’s Nervine Powders as a 
perfectly safe and harmless rem
edy in all cases of headaches. Any 
merchant may try Mathieu’s Ner
vine Powders at our expense, as 
per coupon attached. Mathieu’a 

Syrup of Tar and Cod Liver Oil is a specific in all forms of colds.

MATHICU’S

NERVINE POWDERS

The
J. L. MATHIEU CO.

Proprietors

Sherbrooke, P.Q.

r Please send regular box of Mathieu’! Ner
vine Powders to the following address:—
Name ................................................................................
With (Name of firm) ................................................
Street ....................  ..........................................................
City or town ................................Prov.......................

HOLLAND RUSK
No other food product compares with Holland Rusk. It 

ia in a class by itself and will bring and hold trade for you. 
Order from your jobber tO;day.

HOLLAND RUSK COMPANY
HOLLAND, MICH.

EGG FILLERS
Our capacity is three times the total 
Filler requirement* of Canada.

PROMPT DELIVERIES 
by u* are therefore certain.
THE TRENT MFC. CO., LTD.

TRENTON. ONTARIO, CANADA

WRITE TO
10 Garfield Chamber*. Belfast. Ireland, 

for Sample Copy of the

Irish Grocer, Drug, Provision and 
General Trades’ Journal

If you are Interested in Irish trade.

How about a fresh supply of

STUART’S
lams. Jellies and Marmalades? We hare a lim
ited stock of the popular 12-ox. tumblers. Write 
for price list.

FKARMAN BROS., Agents,
86 YORK ST., - - - HAMILTON. ONT

STORAGE IN OTTAWA
BOND AND FREE

Direct Railway connection. Car distri
buting. Write for rates
Dominion Warehousing Co., Ltd.

Phone R64. «I to 86 Nicholas 8L. 
Ottawa.

THEY ARE GOOD 
OLD STAND-BYS

Baker’s Cocoa 
and Chocolate

are always in 
demand, sell 
easily and are 
thoroughly re
liable. You 
have no selling 
troubles with 
them.

IlntMcnd
Trade Mark

Trade-marknn every 
genuine package

MADE ONLY BY

Walter Baker & Co. Limited
EaUblltbad 1780 

Montreal, Can. Dore heater, Mau.
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CLASSIFIED ADVERTISING
Advertisements under this heading, 2c per 

word for first Insertion, lc for each subsequent 
Insertion.

Where replies come to our care to be for
warded, five cents must be added to cost to 
cover postage, etc.

Contractions count as one word, but five 
figures (as $1,000) are allowed as one word.

Cash remittances to cover cost must accom
pany all advertisements. In no case can this 
rule be overlooked. Advertisements received 
without remittance cannot be acknowledged.

MISCELLANEOUS
BUCKWHEAT FLOUR GUARANTEED 
pure and unsurpassed by any mill In the 
province. T. H. Squire, Queensboro, Out., 
solicits your orders.

COPELAND - CHATTERSON SYSTEMS - 
Short, simple. Adequate to all classes of busi
ness. The Copeland-Chntterson Co., Limited, 
Toronto and Ottawa.

GOOD STENOGRAPHERS ARE WIIAT 
every employer wants. The place to get good 
stenographers Is at the Remington Employ
ment Department. No charge for the service. 
Remington Typewriter Co., Ltd., 144 Bay St., 
Toronto.

FIRE INSURANCE. INSURE IN THE HART 
ford. Agencies everywhere In Canada.

THE NATIONAL CASH REGISTER COM- 
pany guarantee to sell a better register for 
less money than any other house on earth. 
We can prove It. Make us. The National 
Cash Register Co., 2S6 Yonge St., Toronto.

WAREHOUSE AND FACTORY HEATING 
systems. Taylor-Forbes Company, Limited. 
Supplied by the trade throughout Canada.

. (tf)

EVERY MERCHANT WHO SEEKS MAXI- 
mum efficiency should ask himself whether a 
Qlpe-Hasard Cash Carrier, as n time and labor 
saver, Is not worth more than the high-priced 
labor which It liberates. Are you willing to 
learn mure about our carriers? If so, send for 
our new catalogue J. Glpe-Hazard Store 
Service Co., Limited, 97 Ontario St., Toronto

ACCURATE COST-KEEPING IS EASY IF 
you have a Dey Cost Keeper. It automatically 
records actual time spent on each operation 
down to a decimal fraction of an hour. Sev
eral operations of Jobs can be recorded on one 
card. For small firms we recommend this as 
an excellent combination — employees' time 
register and cost keeper. Whether you em
ploy a few or hundreds of hands, we car. 
supply you with a machine suited to your 
requirements. Write for catalogue Interna
tional Time Recording Company of Canada. 
Limited. Office and factorv, '.’ll Alice Street, 
Toronto.

WANTED
WANTED—ENERGETIC MAN TO SECURE 
subscriptions and renewals to MacLe.an's Ma 
gaalne and The Farmer's Magazine. Good In
come guaranteed to capable person. Apply 
by letter, stating qualifications, to The Mac 
Lean Publishing Company, Limited. 143-153 
University Ave., Toronto, Canada.

WANTED—WHAT ARE YOU WANTING? A 
clerk, a business, a salesman, a partner? An 
outlay at the rate of two cents a word will 
make your wants known throughout the Do
minion to Just the men who can satisfy you. 
See our rates above and send along your ad. 
to-day.

MAKER OF JAMS. PICKLES, SAUCE AND 
sundries, recently arrived from the Old Coun
try. wants position. Highest references. Apply 
X Y. Canadian Grocer, Montreal.

WANTED TO HEAR FROM OWNER OF 
good general merchandise or grocery store 
for sale Send price and particulars 1> F. 
Bush. Minneapolis. Minn.

Gordon McDonald a co. is north
timberlind Alley, Fenchurch Street, London. 
E.C., are buyers, for cash, of nil kinds of 
dried vegetables, also a mixture of same relied 
Julienne. In 1-cwt. tings, c.I.f. London, cash 
against documents Samples and correspond 
eme Invited.

AGENCIES WANTED
TRAVELLER CALLING ON HOTELS AND 
restaurants wants a good side line. Write 
Box 73. Canadian Grocer, Toronto.___________
GOOD AGENCY WANTED FOR GROCERY 
and drug trade covering Toronto thoroughly. 
Write Box 72, Canadian Grocer, Toronto.

WANTED FOR THE CITY OF TORONTO 
two good agencies, staple grocery lines pre
ferred. Best of references and connections. 
Box 71, Canadian Grocer. Toronto.

FOR SALE
FOR SALE — BUSINESS OR BLOCK - 
grocery business established over four years: 
best location in Vancouver, B.C. ; butcher In 
connection; on three-year lease; a large, 
commodious dwelling above; must be cash: 
reason for selling, retiring from business. Box 
70, Canadian Grocer, Toronto.
McCASKEY ACCOUNT REGISTER—GOOD AS 
new. Sixty accounts. Twenty-live dollars 
f.o.b. Frultland, Out. Terms, draft against 
hill of lading. Church & Ross.

The firms who adver
tise are the firms who 
invite your patronage, 
and are most deserv
ing of it. A product 
that is persistently 
advertised to the criti
cal dealer is a product 
that can be relied 
upon to give the satis
faction desired, for 
the maker behind that 
product must have 
confidence that it will 
earn your approval; 
otherwise, he would 
not dream of holding 
it up for your and 
your customer’s criti
cism.

Not a Luxury |
The many uses and 
economy of

M A PLEINE
classify it as a necessity 
that goes far and costs 
little. As a flavoring it 
is very popular.

Order from
Frederick E. Robson * Co.,

25 Front St. E., Toronto, Ont.
Meson ât Hickey

287 Stanley‘St.. Winnipeg. Man.
CRESCENT MEG. CO. 

SEATTLE, WASH.

AGENTS

Geo. B Jenkinson, 43 Queen St. East, 
Toronto, and J. E Huxley & Co., 220 
McDeimed St., Winnipeg

Start With His Promissory Note
When you let a man “run an account” 
lie has your goods and YOU HAVE 
NOTHING, except YOUlt account of 
his Indebtedness. When you use

ALLISON S
von START with his PROMISSORY NOTE, 
mil HE -.tarts with the understanding that you 
mean business. ALLISON COVPON BOOKS 
-•a\i thuiisnn.ls of dollars a year for merchants

HOW THEY WORK :
A man wants credit. You think he is good. 
Givi him a $lf>.00 
Allison Coupon 
Hook. Have him 
sign the receipt, or 
note form, in tin 
front of the book, 
which you tear out 
and keep. Charge 
him with $10.01' no 
trouble. When he 
buys a dime's worth, 
tear off a ten cent 
coupon, and so on. 
until the hook is 
used up. Then he 
pays the and
gets another book.
No pass books, no 
charging, n o lost 
time, no errors, no 
disputée. Alii son 
«’«upon Rooks are 
r e c o gnized every
where as the best.

For sale by the jobbing trade everywhere. 
Manufactured by

ALLISON COUPON COMPANY
Indianapolis, Indiana. U.S.A.
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Readers Of The Grocer, 
Let Us Know Your Wants

You have noticed our Letter Box service.
Every week we hear from dealers who 
desire names and addresses of firms manu
facturing some particular article.

This service may be beneficial to you. If 
you are in the market for any article you 
do not know where to get, our services will 
be cheerfully given.

The Canadian Grocer is in position to 
secure information on new lines in the 
grocery trade, and of novelties occasionally 
asked for in the grocery store.

Don’t hesitate to write us. As a subscriber 
of The Grocer you are entitled to this 
service.

The Canadian Grocer
Montreal Toronto Winnipeg Vancouver
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Are You Interested?
In Buying n Business,
In Belling a Business,
In Engaging a Clerk,
In Securing a Position,
In Securing a Partner,
In Disposing of Second • hand 

natures,
Then you should use 

Canadian Grocer’s Classified Ad. 
Columns.

It should find for you among the 
progressive Grocers of Canada at 
least one Individual who Is on the 
lookout for just such a proposition 
that you have to offer.
CANADIAN GROCER reaches Us 

retailer, the wholesaler, the manu
facturer, the clerk and the travel
ler, just the men to whom you 
wish to sell or from whom you 
would buy.

No Other Paper Reaches 
All These Men.

RATES:
(payable in advance)

2c per word, first insertion, 
lc per word, subsequent insertions. 
5c extra per insertion when replies 

are to be addressed e|o Canadian 
Grocer.

Canadian Grocer
143-153 University Ave., Toronto

CANADIAN GROCER

—
Daily arrivals of 

fine, fresh, frozen

Lake Trout 
and Herring

also Pickled Herring. 
Just the thing for 
deliciously appetizing 
and economical 
meals. Big margin 
for the dealer.

H Only few hundred 
barrels Georgian Bay 
Apples left. Rush 
your order through 
-NOW.

Lemon Bros.
Owen Sound, Ont. 

s________________________

“St. Nicholas”

The
Lemons

of
Merit

J. J. McCABE
Agent

Toronto

The Best Proofs
of the PRE-EMINENCE of the

Continental 
Grocery Bags

are the bags themselves.
Manufactured for those who use the 
best.

Ask the man
who use*

The Continental Bag & Paper 
Company, Limited

Manufacturers OTTAWA
Branches, Montreal end Torente.

Agencies threnghout Canada.

When you sell

HEINZ
57

VARIETIES
PURE FOOD PRODUCTS

You give your customers— 
Goods Made in Canada— 
from Canadian Materials— 
by Canadian Employes.

H.J. HEINZ COMPANY
Canadian Factory:—Leamington, Ont. 

Warehouse:—Toronto
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DURING LENT
Make extra profit by featuring Canned and Salted

FISH
“VICTORIA” Brand

Red Sockeye Salmon at $2.25 doz.
Best quality on the market. Will you be the judge? If you are a buyer, favor 
us with your name and address. We will send you prepaid a one-pound tin of 
“Victoria” Salmon, so that you may try it on your own table. Do it to-day!

Get also our prices for:

Red Salmon, Is; Pink Salmon, Is; White Salmon,
To retail at 15 cts. To retail at 10 cts. To retail at 5 cts.
These three lines are very good values and our prices allow you a liberal margin 
of profit.

“VICTORIA” Brand—Smoked Norwegian
SARDINES

In pure olive oil, l/\s. To retail at 2 for 25 cts.
Should be offered when quality is asked for.

SALT FISH
In Barrels and Half-Barrels.

1 .abrador Salmon—
Very Choice Herrings

No. 1 Large and No. 1 Medium Codfish.
No single transaction considered closed until you have 
complete satisfaction. If it is not right, this house will make 
it so.

Rock bottom prices. Prompt delivery. Good service.

LAPORTE MARTIN, LIMITÉE
568 St. Paul St. MONTREAL

Telephone, Main 3766
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A well-filled 
Pocket Book
is a guarantee against 
hard times. Many 
persons of moderate 
income are increasing 
their salaries by repre
senting us during their 
spare time. Our repre
sentatives are earning 
from five to thirty 
dollars a week during 
their off-time by tak
ing new subscriptions 
and renewals for 
MacLean’s Magazine 
and The Farmer’s 
Magazine among their 
friends and acquaint
ances.
MacLean’s Magazine is the largest 
and most influential monthly in 
Canada, presenting articles on 
national subjects and strong Can
adian fiction in addition to a digest 
of world events.
Farmer’s Magazine is the herald 
of agricultural progress—a monthly 
magazine which deals with the 
problems of the farm in virile and 
readable form.
Let us show you how you can earn 
the extra money you need.

rite to-Jay to

The Agency Division

THE MACLEAN PUBLISHING CO.
LIMITED

143-15.$ University Ave , TORON I O
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BEWARE OF FALSE PROPHETS
The daily sensational rumors from unauthoritative sources should 
not guide the proficient manufacturer or business man.
It is not sufficient merely to have “news”—

WHY NOT HAVE THE FACTS?

The Financial Post through its 
unexcelled sources of information, 
and its exact analyses and forecasts, 
coupled with its bymail Information 
Bureau which deals with financial 
or business problems, furnishes a 
service of unsurpassed value.

THE FINANCIAL POST
■» r«^A  pjjgJSÜ

.sssseyB»"W.t

ifîe-.î#ig

3b#»*

Annual Subscription $3.00 the year 

Date 1915

To:

THE FINANCIAL POST
143-153 University Are., Toronto

THE CANADIAN BUSINESS MAN
has never been in greater need of ac
curate knowledge of actual conditions — 
and of the best possible business and 
financial counsel!

Dear Sirs:

Please enter subscription to The 
Financial Post at the rate of one 
dollar for four months.

Name...........................................................
Street or 
Box No.

City..............................................................
WHY NOT HAVE THE FACTS ?

c. c.

LET

The Financial Post
of Canada

serve you at least during the next four months. 
Write for a free sample copy or

Sign 4—
the attached Coupon and return

to us with one dollar for four months, or if more con
venient pay on receipt of bill.
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DUST
Our advertising flashes into every corner of the country like a search
light and hunts out customers for GOLD DUST. The cleansing 
power of GOLD DUST, backed up by this persistent publicity, 
causes steady sales. Be sure to keep GOLD DUS1 prominently 
displayed at all times. If you don’t the grocer who does will get 
the greatest benefit from this advertising.

[mm FAIRBANKS™^!
LIMITED

Do you 
stock them P

BRASSO
The BRASSO touch means so much 
towards lightening the labour and bright
ening the article. “ One touch of BRASSO 
makes the dull brass bright.' BRASSO 
Is the reliable polish that sells so quickly 
—do you stock It ?

ZEBRA is the polish for brightening 
stoves. The demand for ZEBRA Is con
stant because it la In daily use wherever a 
polish of perfection is appreciated. Every 
tin Is atln of QUALITY, ihisls why thereis 
an ever-increasing demand. It will pay>ou 
10 lay In a stock of this quick selling Une.

It will pay you to do so.
RECKITTS (OVER SEA), LTD, 

122 Wellington Street Weet.
^ TORONTO
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To Pry Open 
New Profits

The wedge of pie shown here is most excellent.
Show us the woman who makes poor pies and you show 
ns a poor consumer of Hour. Her hag or barrel lasts longer 
than the successful pastry maker’s. As a customer she 
does not increase your turnover as doe- the triumphant 
user of

FIVE ROSES FLOUR
NOT BLEACHED—NOT BLENDED

Pies and pastries are a luxury that FIVE ROSES ha- 
made a necessity in almost a million home-. A wedge 
from a FIVE ROSES pie opens up new profit opportuni
ties to the wide-awake retailer. The best way to increase 
profits i- to sell a flour that antornaticaH;/ increases your 
turnover—a flour that rouse- every baking instinct in 
the ambitious housewife.
The FIVE ROSES habit i- the consumer's happy march 
from one baking success to the next—bread, and cakes, 
and pastry. The index in the FIVE ROSES Cook Book 
gives all the delightful details. The flour that coaxes 
the first-time customer and compels the repeat, isn’t that 
the Hour for YOU to sell?

Ask your jobber or write our nearest office.
LAKE OF THE WOODS MILLING CO., Limited
MONTREAL " fti *w <• •• WINNIPEG

I 1 ||

«1

aAS

Toronto. Ottawa. London. 
St. John.N.B.. Quebec. Sudbury, 
Keewatin, Calgary. Vancouver, 
Fort William. Medicine Hat. 

Portage La Prairie

Daily Capacity 13,600 bbls.

;i|P

f
lES and Pastries—over 40 different kinds of Pie—think 
of it. ye pantry pirates. And all the toothsome directions 
for pastry baking and crust making. That’s why the 
famous FIVE ROSES Cook Book is the kitchen bible 
of almost 200,000 Made-in-Canada housewives. Daily 
the FIVE ROSES Advertising Department is mailing 
out hundred- of these 144-page baking manuals, in order 
that every single user may learn to use a perfect product 
to the l>est advantage. Thereby we hope to increase the 
turnover of every retailer who has "seen the light.”


