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yster Week

NOVEMBER 6-11

As a retailer of oysters, you probably will agree that what this
business has lacked in the past was a definite date to appeal to the
consumer. The months with the “R” are recognized as oyster

months, but the average consumer waits for the cold weather to sug-
gest the purchase.

The weather in November is reasonably consistent and we believe
the time opportune to suggest, in a way out of the ordinary, the palat-
able and economical advantages oysters afford.

Make a strong play on quality and charge a price that will afford
vour puttmg out oysters precisely as vou receive them. Watering
oysters is an illicit practice and we are informed by Canadian officials
that it is going to be stopped this season. They contend that the
watering of oysters is a waste of nutrients, and their contention is

well-founded.

The fact that the practice has a precedent of generations does not
relieve us now of the responsibility for its continuance, and if for no
other reason than selfish motives, the practice shouldbediscontinued.

We do not want to see prosecutions, as such publicity will do the
business no good.

We are exclusively oyster people devoting our entire time and
attention to the one thing we know best. We believe we put out
under the most favorable conditions, the best stock grown.

Our stock and service is not to be confused with that experienced
with houses treating oysters as a side line.

CONNECTICUT OYSTER CO.

LIMITED
“CANADA’S EXCLUSIVE OYSTER HOUSE”

50 JARVIS ST., TORONTO, CANADA
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' DOMINION CRrYSTAL SUGAR
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Canadians
grow it

Canadians
make it

\ Canadians
like it
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—and the far-sighted grocer recommends it

EVERY EFFORT YOU MAKE TO HELP CANADA IS AN EFFORT TO HELP YOURSELF. Strange

isn’t it, that this simple truth is so often overlooked? Strange, indeed, that so many merchants fail to dis-
eriminate between the produet of Canadian origin—and the product whose suceess means nothing to Canade.

Every pound of

DOMINION CRYSTAL Sugar

that a grocer sells adds to Canada’s prosperity, and thereby adds to the grocer’s own prosperity. In selling
sugar refined from a produet of other countries, you do not enrich Canada. In selling Dominion Crystal Sugar,

you eontribute to the inereased produetion of your own fair land.
Consult your own best interests, and sell Dominion Crystal Sugar wherever you ean.

sugar that is ‘‘Canadian from the ground up.’’
We do import the finest of raw cane sugar and refine it. But our pride is in the product we make from Cama-
dian Sugar beets—its use is dictated by good judgment as well as patriotism. There is none better.

THE DOMINION SUGAR COMPANY, LTD.

Factories at Wallaceburg, Chatham and Kitchene¢r

Give preference to #his
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British Columbia

Messrs. D. M. Doherty & Co.,
134 Abbott Street, Vancouver,

B.C.
Alberta

Messrs. Watson, Campbell &
Smith, Ltd., 224 11th Ave,, W.,
Calgary, Alta,

Northern Saskatchewan

Messrs. Mowut & MoGeachy,
403 First Ave, North, Saska-
toon.

R T R
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Southern Saskatchewan
= Messrs. MceNall & Co,, Ltd,,
Regina, Sask.
L J o
Manitoba
Read down this list e
206 Donalda Block, Winnipeg.
and note name of our Province Ontario
Herbert Dowling,
t ° 37 Eaton Ave,, Toronto, Ont.
nearest representative. Pt Ouchie
° City of Montreal,
Then arrange for him to call. Wi McManus, Room 11,
Lindsay Bldg., Montreal, Que.
A. W. Dewar,
146 Querbis Ave., Montreal.
: New Brunswick
These men are now on the road with W bock Bt. 8¢ Jobu, N.B.
samples of our Christmas lines; lines Prince Edward Island
that no grocer appreciating quick Harry James, &
selling values can afford to miss see- iy 15 it daiesiad
ing. Nova Scotia
C. W. Smith,
y Annapolis Valley and Western
To those who know, Moirs’ Chocolate LR
values need no enlarging upon, but if Tntercolontal  and

Eastern

. Sh i
you are not already acquainted, we g

advise an immediate examination.

Here are a few lines from our present
assortment:

J. C. McKay,
Sydney, N.S.

Newfoundland

Fred V. Chesman,
178 Water Street, St. John's

Newfoundland.

Great Britain
J. Edgar Betton,
“Hotel Cecil,” London, E.C.
Messrs. Robert Jamieson & Co.

2 Canning Street, Edinburgh,
Scotland.

Sunset Empress Purity
Rainbow Yale Pearl
Emerald 0ld Rose Peerless
Niagara Cerise Federal
Empire Nile Findla
Cregon

If it is inconvenient to have our trav- .

eller call don’t wait. Send us a letter
order for half a dozen or more. s

(R R

L

RO R

Prompt attention guaranteed.

MOIRS, Limited, HALIFAX, N.S.

‘If any advertisement interests you, tear it out now and place with letters to be answered.
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Canadian Pluck

on the battlefields of Europe has

won the admiration of the

world. Canadian quality as em-
~ bodied in the

: orden Milk Products

has won the admiration and the econfi-
dence of diseriminating customers. Are
you profiting thereby?

Your wholesaler can supply you with
Borden’s. Ask him to send you a trial
supply to-day. Results are certain.

Borden Milk Company

“Leaders of Quality’’
Montreal

Branch Office: No. 2 Arcade Building
Vancouver, B.C.




CANADIAN GROCER October 27, 1916.

Perfect Satisfaction

is what you give your customer every time you sell him an
Orlando Cigar. The fragrant, rich, full-flavored aroma of an
Orlando (Invincible) will put “the smile that won’t come off” on
the face of the most diseriminating smoker.

With the coming into force of Prohibition, the Grocer’s tobacco
department became a still more dependable source of revenue,
particularly where such satisfaction-giving lines as the Orlando
(Invincible) Cigars are featured.

If you are not already handling the Orlando line, you should
begin immediately, for a case full of Orlandos will more than
justify the expenditure on stock and space taken. By featuring

the Orlando you will net a good profit and draw the men to your
store.

Order a stock to-day and display them where your customers will
see them

W. R. WEBSTER & COMPANY, LIMITED

SHERBROOKE, CANADA

If any advertisement interests you, tear it out now and place with letters to be answered.
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THIS Spiralite, with its light and con-
stant whirl of colours, will make your
store window more attractive and profit-
able. It makes people stop and look,
thereby reminding them of our national
advertising and directing to you the

demand for
(€dar
Polish

Reg. Can. Pat. Office
MADE IN CANADA

At the same time whatever you may have dis-
played in your window will be noticed by your
prospective customers.

Order one of these assortments and get one free ;—

Display Deal No. 68. sells for
3% doz. 4-0z. O-Cedar Pblish
7 “ gz e A .

bay s qts.
1L unly Spiralite

Display Deal No. 64,
10% doz. 4-0z. O-Cedar Polish
' wooq2 e o “
% "o
L only Spiralite
$60.00
The above prices subject to usual discount.

EOPLE must see goods displayed, and the more attractive the

display the more results it will bring. You only need to

suggest O-Cedar Produets to your customers to sell them.
Therefore, these attractive counter and floor display stands are
very valuable to the merchant in the increase of sales that they
will bring.

This Floor Display Stand is a very handsome plece of store furni-
ture. It is 8o arranged that you can carry a fairly good stock of O-Cedar
Polish. It is made of metal, finished In Caucasian Walnut. Here are the
measurements: 45" high, 12%” deep, 25%" wide,

Make up an individual order for $100.00 (net) of O-Cedar Polish and
0-Cedar Mops and we will send you one of these floor display stands free.

HIS is a very compact, attractive Counter Display Stand. It is of
mahoguny finish and substantially made of metal to stand long wear.
Our locking device prevents taking the packages from the display until the
lock releases the protecting rod. Given free with either of these assortments:

Display Deal No. 61. Sells for
7% dozen 4-ounce O-Cedar
Polish $22
3 dozen 12-ounce O-Cedar
Polish
1 only Counter Display Stand

$40.50
Display Deal No, 62, Sells for
2% dozen 4-ounce O-Cedar
Polish
5% dozen 12-ounce O-Cedar
Polish
1 only Counter Display Stand

$40.50
The above prices subject to
usual discount.

We will supply (upon request)
attractive signs, window trims,
electros and circulars.

Order From Your Jobber.

CHANNEL CHEMICAL COMPANY, LIMITED, TORONTO, CANADA

If any advertisement interests you, tear it out now and place with letters to be answered.
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The Big 5c oaps you can

Bar recommend for
Quality and
Service

In hard water as
well asin soft water

Royal Crown Soaps are a purely
Canadian Product, so that in featur-
ing these popular cleansers you not
only show good judgment, but you
also prove that you are a practical

Canadian by encouragmg Made-in-

is packed—6 Canada enterprise.
(Bl:}ro:' )m Carton
8
ol 156 Bare It pays to keep these lines

Wrapped. prominent in your displays

The Biggest Royal Crown Laundry and Naptha Soaps,
5¢ Bar Washing Powders, Cleanser, Lye,

Made Witch Hazel Toilet Soap, and Castiles.
IT PAYS TO PUSH THE_ROYAL® CROWN LINES

KEEP;AT IT ROYAL
CROWN
THE

ROYAL CROWN

SOAPS, Ltd. __
WINNIPEG SOAP.

Also Factories at CALGARY and VANCOUVER

If any advertisement interests you, tear it out now and place with letters to be answered.
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WINDSOR

AND

REGAL

Windsor Salt
for GENERAL Use

Of course thousands of
homes use Windsor Salt
for the table—and always
will. They also use it for
cooking—and for every
other use to which such a
pure salt can be put. This
accounts for the enormous
demand for it.

Regal Salt
for TABLE Use

Prepared expressly for the
table. It’s the finest grain
of Windsor Salt with a
small proportion of Mag-
nesium Carbonate — to
keep it always dry and free
running. The patent alu-
minum spout on the box 1s
a convenience when fill-
ing salt shakes.

SUPPLIED ONLY THROUGH WHOLESALERS

THE CANADIAN SALT CO., LIMITED

WINDSOR, ONTARIO

SALT

If any adt rertisement interests you, tear it out now mui plure uzth Irm’rn to be ammered
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Every Reputable Grocer prefers
to carry in stock the
Purest and Best
in each
line.

And every storekeeper
who knows the advan-
tages of an attractive
display, will be con-
vinced that

BRITISH COLUMBIA
PURE CANE SUGAR

fillsbothrequirements.

Besides the regular larger pack-
ages, British Columbia Sugar is
put up in_ these ~convenient
cartons :

Granulated - 2 Ib. and 5 Ib.
Icing - - 11b. and 2 Ib.
Lumps - - 21b. and 5 Ib.

These cartons are packed and sealed by the
most modern mechanical process whereby no
hand touches the sugar.

The British Columbia
Sugar Refining
Company, Ltd.

Vancouver - B.C.

If any advertisement interests you, tear ({ out now and place with letters to be answered.
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ROGERS’
GOLDEN
SYRUP

—is the last word in cane syrup manu-

facture. Possessing as it does a rich
and pleasing flavour, this syrup is
guaranteed to be made from nothing
but cane sugar, a special grade of
whichisimported by the manufacturers
for this purpose.

Rogers’ Golden Syrup in  “Perfect
Seal” Jars—use the jar afterwards for
home preserves and pickles.

Rogers’ Golden Syrup is put up in the following packages:

2 |b. tins, 24 to a case
5 Ib. tins, 12 to a case
10 Ib. tins, 6 to a case
20 Ib. tins, 3 to a case
3 Ib. jars, 12 to a case

For prices see “Quotations for Proprietary Articles,” page 144.

The Grocer carrying a stock of Rogers’ Golden Syrup in “Perfect Seal” jars
will find these unquestionably the most attractive packages in his store.

The British Columbia Sugar Refining Co., Ltd.

VANCOUVER, B.C.

If any advertisement interests you, tear it out now and place with letters to be answered.
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The Home of the
Mathieu Products

Mathieu’s Products are
perfectly dependable

The demand for Mathieu’s Nervine Powders and
Mathieu’s Syrup of Tar and Cod Liver Oil, is ever in-
creasing because of the good results they invariably pro-
duce. Grocers handling these dependable lines find them
particularly profitable. Not only do their sales benefit the
dealer directly through the sales they bring, but the good
the customer derives from them is such as to guarantee
the Mathieu dealer more business in other lines.

The coming of the cold wintry days will be an opportune
time to introduce Mathieu’s Syrup of Tar and Cod Liver
Oil to your customers. They will appreciate your thought-
fulness.

There is a year round demand for Mathieu’s Nervine
Powders. Keep them displayed where your customers
can see them.

A trial supply will put you in line to test the true selling
merits of Mathieu’s produets. :

J. L. Mathieu Company

Sherbrooke, Quebec

If any advertisement interests you, tear it out now and place with letters to be answered..




Oectober 27, 1916. * CANADIAN GROCER

They protect your reputation

This is an advertisement to be read by both packers and dealers—wholesale and retail—
especially by those who have suffered losses because packages were seal.’ with somothing
much less good than

Anchor Caps

which are positively air tight besides being highly efficient and altractive as a closure. They positively prevent spill-
ing or leakage and other forms of spollation, the result of air admission.

PACKERS: We invite you to put it up to us to prove our case in your own factory. We've submitted to this test many
times and have always won our point—to the great satisfaction of the packer,

Retallers and Wholesalers: You, too, have an interest in this matter and we suggest that you should ask the packers
for whom you sell, “Are your goods protected with Anchor Caps”? It Is an important question as many will tell you
who were aforetime careless about the closure used,

Correspondence Invited.

AnchoriCap and Closure Corporation of Canada, Limited

50 Dovercourt Road, Toronto

A
v SR

2

If any advertisement interests you, tear it out now and place with letters to be answered.
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TO OUR PARTNERS

You have a profit-sharing interest in the

Big Sani-Flush Partnership

Each time you sell a tin of this unique toilet-bowl cleanser you
draw a dividend.

What particular advantage is there to you in selling

Sani-Flush?

You make a profit which you would not make otherwise. Sani-
Flush is the only product of its kind. With the installation of
the first toilet bowl came the necessity for a method of cleaning
it. Sani-Flush is the one answer to this need.

Women are glad to find out about Sani-Flushbecause it takes
away the disagreeable features of a necessary task and it pro-
motes the sanitary cleanliness of the home. Many of your
customers are convinged by magazine advertisements of the
desirability of Sani-Flush; they will purchase it readily when
vou make a display.

Sdl!l.-Flmh is needed in all residences, hotels, hospitals,
stations, factories, offices and other buildings where there are
toilet bowls.

Write us for assistance in making every possible user in your
community familiar with the merits of Sani-Flush.

HAROLD F.RITCHIE & CO.,Ltd.

10-14 McCAUL STREET, TORONTO

The Trap which you can’t
clean except with Sani-Flush

If any advertisement interests you, tear it out now and place with letters to be answered.
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He Reigns
In the cereal field all the world over.

In millions of homes in every clime
he is the household friend.

In every grocery in every nook of
Canada his is the dominant figure.

We met him at our mothers’ tables,
so we have always known him.

And now 68 million magazines tell
his story anew every month.

Wherever seen, he signifies purity.
He stands for exceptional quality.

He denotes high standards. He
promises delicious dishes.

Every grocer is proud of his pres-
ence, and every housewife likes to
meet him.

His home is the mills at Peter-
borough and Saskatoon, Canada.

The Quaker

If any advertisement interests you, tear it out now and place with letters to be answered.
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Ceylons, Indians, Japans,
Chinas, Formosas

AT FIRST-HAND COSTS

Specially selected for the
Canadian Trade. Large selec-
tion from Stock or Afloat Teas.

IMPORT ORDERS A SPECIALTY

Write for samples and quotations, or send

us your samples to match. We are Tea

Experts with over 40 years’ successful
trading with Canadian Merchants.

John Duncan & Co.

ESTABLISHED 1866
MONTREAL

If any advertisement interests you, tear it out now and place with letters to be answered.
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_rosby

VVE are specialists in
the production of

molasses and are able
A4Y. to give custom- S

- ers the best pos- T N
sible service at
all times.

To be sure of quality,
value and service let us

look after your molasses

CROSBY M]QT!;ASSES O
ST. JOHN, N.B.

//,1/‘—-\ ,’ —y
g ‘ ’(lﬂl_ G I@)
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If any advertisement interests you, tear it out now and place with letters to be answered.
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ABSOLUTELY NEW
Revolving WlIldOW Display

r. Chase’s Medicines

Operated by Electricity

In this Electrical Window Display we have something new, novel and attractive. The idea is now
used for the first time in Canada and 1s bound to attract attention to your window. The curiosity of the
passer-by is aroused and he stops before your wind»w to study out what keeps the box of Nerve Food

turning round.
The display is operated by a single electric light bulb and since this also helps to light your window,
you will gee that there is no operating expense. Dealers who have had this display are enthusiastic over

ite influence on trade.
See the Special Offer on the Next Page.

Mr. Dealer, get “Motion”’ in your Window!
It attracts attention and Customers.

Edmanson, Bates & Co., Limited

TORONTO, CANADA

If any advertisement interests you, teor it ovt now and place with letters to be answered.
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SPECIAL OFFER

To General Storekeepers and Grocers

Dr. Chase’s Medicines

Through newspapers, almanacs and booklets, Dr. Chase’s Medicines are
made known to almost every family in Canada. As a result there is a steady
and ever-increasing demand and these medicines are carried in stock in thous-
ands of General Stores and Groceries, and in fact wherever medicines are sold.

Are you getting your share of this enormous business?

This month we are beginning the Annual Mailing of Dr. Chase’s Almanac
and the strongest Newspaper Campaign we have ever put out, using practically
all the dailies and weeklies in Canada.

Why not connect up with this advertising by using the New, Electrical
Window Display?

By allowing you a special discount of 10% in goods, we practically pay you
for the use of your window, for in addition to this you get the regular discount
from your jobbers.

The Window Display, Almanacs for counter distribution and free goods
will be shipped to you direct and your order will be forwarded to your jobbers
to be shipped by them.

This special offer is only

good on an order am-

ounting to not less than
$26.00, or more than R
: «ev...Doz. Dr. A. W. Chase’s Kidney-Liver Pills ........... $2.25

$54.00, and expires Nov.
4 S A 7 Byrup of Xi & T iiiiiiionsiin 180

30’ 1916' e i 4 o 48 1s ) e G Ol R X

Nerve Fodll s ccisiiiiivas o s RO

Please ship the following goods through...........ccoivmrvmnniiiuneeanins

Wheﬂ n]akil]g up y()ur ey 1[‘,11|':TI1"1':|‘ 'l:n\dvl o >3
Order’ ]f you W’lll take e o S " Backache Plaster ............. 2.25
the tl’OUblC tO Send us h i e Syrup of L. & T. family size. 5.00
)'Olll' Mailing IJiSt we “I“ hereby agree that in rnunhlo:::etlnn of the 109% in free

s ’ oods allowed with this order that will use the Electrical
Shall mall Dr' Chase S & ,\ern:lnw TMsplay In the store wlmllm\' for at least cne week.
Almanac t your per-

sonal customers.

- Should You Not Have Electrical Connections this
Cut-out Still Makes an Excellent Window Display.

Fdmanson, Bates & Co., Limited, Toronto, Canada

If any advertisement interests you, tear it out now and place with letters to be answered.
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Your Jam Business

Canada is making Jams equal to the imported article.
This because firms like ourselves are taking more pains,
are using better recipes, and are infinitely more parti-
cular about the quality and condition and preparation
of the raw product.

We speak for ourselves. We use only fresh gathered fruits of perfect quality and
condition. We use pure cane sugar. Our factory is maintained in a condition
of perfect cleanliness and sanitation. Our standard is the highest. All this
because

e JAM

has to carry our good name forward in the years ahead
into the homes of new users whose continued custom is our
source of profit and yours.

T » the reduced domestic provision
hlS year of Jams and Preserves will give
to the grocery trade a good winter’s business. You should
endeavor to perpetuate this business by providing your
customers with a product that will persuade them to use a
factory-made Jam in preference to a home-made Jam for
your profits’ sake.

Our Jams are supplied through the wholesale trade. Write
them or us for list of varieties, sizes and prices.

Furnivall-New, Limited
HAMILTON, CANADA

Agents: Ontarlo—MacLaren Imperial Cheese Co., Ltd., Toronto. Mentreal—W. 8. Siicock. St. John,
N.B.—MacLaren Imperial Cheese Co. Halifax, N.8,—MacLaren Imperial Cheese Co. Sydmey, N.S.
—A. E. Sheppard. Hamilton—R. M. Griffin. Winnipeg—W. L. Mackenzie Co., Limited. Calgary,
Alta.—MacLaren Imperial Cheese Co. Ltd. Edmenten, Alta.—MacLaren Imperial Cheese Co. Ltd.
Saskateon, Sask.—Mowat and McGeachy,

e e
— ——

If any advertisement interests you, tear it out now and place with letters to be answered.
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The usual price of course, but yon get
six generous rolls of peppermint flavoured
gum on which no time or expense has
been spared to make it the best in theworld.

0 sticks for 5 cents

ABCN

Chewing Gum

YSSILLLLLLSLLLSSS LSS IS IS LS LS LS LIS S LSS SIS S AL LS IS IS SIS S LI ST ST ST TTIT T

Made in Canada

Y ourjobber has A.B.C.’

ASK HIM
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If any advertisement interests you, tear it out now and place with letters to be answered.
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Good Milk Comes From Healthy Cows

In the vicinity of 8t. George, Ontario, where our milk condensing plant is, and where
we obtain our milk, the water is the purest in Ontario, and the country the finest. 1t is

with such advantage that we are enabled to make our superior product.

HE farmers in this community take particular pride in the quality of the stock and crops they raise. So that
we are very fortunately located indeed for the production of really high-class milk products.

Malcolm’s Made-in-Canada Milk Products

are not only made in Canada, but are made with Canadian Capital: all profits remain in Canada to build up Cana-

dian industry.

However, so far as you, a retail gro-
cer, are eoncerned, what counts most
is: How do the Malcolm Products
‘‘take’’ with Customers? Another
important question with you is:
What profit lies in handling the Mal-
colm line?! Regarding the latter
question, the prices in the panel will
answer your question. Make your
own calculations and comparisons,
always keeping in mind the quality
factor.

Luuk over this list:—

St. George Brand Coffee, 2 deoz. in case

St. George Evaporated Milk, 4 doz. in cave.. 3.75
Banner Condensed Milk, 4 doz. in case 5.75
Princess Condensed Milk, 4 doz. in case.... 4.75
We deliver 5-case lots to any part of On-
tario, Quebec, Maritime Provinces, paying
freight charges up to 50c per 100 lbs.

Regarding the likability of Malcolm
Milk Products, this part should as-
sure you. Wherever the Malcolm
line becomes introdueed it sticks—
by the customers’ own will, and gro-
cers are themselves friendly. Con-
sider also this: Our business has
increased very greatly of later years
—and we have had pretty stiff com-
petition. Satisfaction on the part of
consumer and retailer is the big ex
planation.

The attractive manner in which our goods are put up makes neat display -— the productive display that really
eounts, The prevailing high price of fresh milk will create an added demand for condensed milk—a good reason
why you should begin to feature Malcolms.

We pay freight on five-case lots or over up to 50 cents per 100 lbs. Order from your jobber.

THE MALCOLM CONDENSING CO., Limited

ST. GEORGE, ONTARIO

If any advertisement interests you, tear it out now and place with letters to be answered.
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DA COSTA & CO’S

‘Barbados Extra Fancy

MOLASSES

Noted for its purity, high quality and delightful flavor.

Take no chances on other brands said to be just as good, but insist upon having

DA COSTA'’S

the brand of proved quality.  The price is no higher than for other brands.
Agents: West India Company, Limited, Montreal

TO THE WHOLESALE TRADE ONLY

WEST INDIA COMPANY, LIMITED
CORISTINE BUILDING
MONTREAL

We represent the chief business houses of Demerara, Barbados, Trinidad. Jamaiea,
St. Kitts, Antigua, St. Lucia, Grenada and other West India Islands.

We solicit orders and inquiries for all deseriptions of West India Produce.

SUGARS, MOLASSES, SPICES,
COCOA, COFFEE, COCOANUTS, Etc.

We also beg to call attention to our EUROPEAN DEPARTMENT, which is in close
touch, through our Liverpool House. with Lnglish, Continental and Asiatic .markets.

We can usually quote attractive prices on WALNUTS, PEANUTS, and all nuts for
Confectionery purposes, and grocery specialties of all kinds.

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

If any advertisement interests you, tear it out now and place with letters to be answered.




CANADIAN GROCER

October 27, 1916.

LARGEST MAKERS IN THE WORLD

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 QUANTITI1ES
—We will give you BEST QUALITY—BEST DELIVERY—BEST PRICES

BETTS & COMPANY, LIMITED

Chief Office :—1 Wharf Road, LONDON, N., ENGLAND

&

A Million Mothers

are marshaled in solid array behind the
purest, cleanest, most nutritious of all
cereal foods—

Shredded Wheat

If you want to cater to the women who
decide the food question in a million
homes, you will always carry a good
stock of Shredded Wheat. It is ready-
cooked and ready-to-serve. Delicious
for breakfast with milk or cream, ov
for any meal with fruits.

This Biscuit is packed in odorless spruce
wood cases, which may be easily sold for
10 or 15¢, thereby adding to the grocer's

MADE IN CANADA

The Canadian
Shredded Wheat Co.,
Limited

Niagara Falls, Ontario

65-U

DWIGHT'S

76

BAKING SODA

BAKING

Cow Brand *3N
is a seller because

it gives results in keeping with its
quality reputation. Careful housewives
are unanimous in declaring that Cow
Brand Baking Soda is dependable in
every way.

A small trial display of this well-known
favorite placed where your customers
may readily see it will prove conelusively
that Cow Brand is a seller and a reliable
repeater. Order to-day.

Church & Dwight,Limited
MONTREAL

Manufacturers - -

If any advertisement interests you, tear it out now and place with letters to be answered.
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Tell every customer this—

‘‘Here is your chance to do some-
thing practical for your friends at
the Front. It means a lot_to the
men in the trenches. They will en-
joy the change from service rations
—in fact they are writing home
every day expressing their delight
at receiving Paseall’s Chocolates and
Candies.”’

Tell them that—and you
will get the order

Forward it to our agents and the
parcel will be sent from England.
If you are not already running this
Scheme, send to our representative
for circulars and full particulars.

CANADIAN GROCER

FOR CANADIANS
IN THE FIGHTING LINE

Messrs. James Pasecall, Ltd., the Manufacturers, have
made special arrangements to send direct to Canadians
serving at the Front

SPECIAL PARCELS OF CANDIES

on which they will pay the postage without any extra
charge. The following are suitable for posting, and every
article is handy for the pocket:
SPECIAL $1.25 PARCEL contains:
Solid Block of Vanilla Choeolate. Large Tin each of Acid Drops, Mint Bulls’
Eyes, British Toffee and Pine Lozenges.
SPECIAL TWO DOLLAR PARCEL contains:

Solid Blocks of Milk and Vanilla Chocolate, Large Tin each of Aecid Drops,
Mixed Fruit Drops, British Toffee, Broadway Toffee. Also Pine Lozenges
and Freshettes.

Ask to see them at the Store. Pascall’s pays the Postage.

REPRESENTATIVES FOR CANADA

’ Angevine & MecLaughlin, St.

John, N.B., and Truro, N.S.; W.

H. Escott Co., Ltd., 181-183 Ban-

LONDON ENG natyne Avenue, Winnipeg; P. E.
’ .

Outerbridge, 180 Water Street,
St. John's, Newfoundland.

We Invite Inquiries for

Cream Liquorice
Goods,

Chocolates,
Toftees,

Caramels and
Cream Comfits.

Address :

JOHN FILSHILL

LIMITED

420 GALLOWGATE
GLASGOW, SCOTLAND

Keystone Broom

in Your Own Store and Home

Then you will understand why women
demand the ‘‘ Nugget’’ Broom by name.
You will appreciate the satisfaction of

a green corn broom, exceptionally light
in weight and yet which will not turn
up at the ends or break off. It is a
well-made broom throughout.

Write for prices, ete., to

Stevens-Hepner Co.,

LIMITED

Port Elgin, Ont.

is only one of the
famous Keystone J l
1

Brand Brooms and
Brushes,

| il
The “Nugget” Broom 111 ;! \
hx ”

i .nmlll\l\

If -any advertisement interests you, tear it out now and place with letters to be answered.
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Households that do not know the merits
of Chase & Sanborn’s Coffees are becoming
' fewer and fewer.

Do you cater to the trade that is rapidly
diminishing, or to the one that is expand-
ing with leaps and bounds.

Chase & Sanborn

Montreal

No advance in the price of

Matchless Ammonia Powder ?m)

. . . . . o "“h.‘_'h‘
We wish to inform the trade that notwithstanding the increase in cost of raw

Sty = W wthars
materials the price of MATCHLESS AMMONIA POWDER remains as <5
before. This fact will do much to still further enhance its “Matehless” selling

qualities; wherever displayed it has proven its merits as a dependable seller and The Keuleyside 08 Co.
— canags

a sure “repeater.” «%

You can recommend Matchless Ammonia to every housewife, even to the woman
with an extremely sensitive skin, because Matchless Ammonia, unlike most
other powders, is absolutely non-injurious. This point taken in conjunction
with the splendid results it produces makes a selling combination hard to beat.

Our special selling proposition is sure to interest vou.
you full particulars.

Loty 4§ dute

A postcard will bring

We're agents for Best Corn Starch and Best and Liberty Gloss Starch in bulk
and packages. Freight paid on 5-case lots.

Link up your business with us. It will pay you well.

The Keenleyside Oil Co., London, Ontario

Western Distributors: THE H. L. PERRY CO., Winnipeg

Mother!”

If any advertisement interests you, tear it out now and place with letters to be answered.
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WAGSTAFFES ’

the best

Hello!

The Jolly

Mincemeat

and Plum
Pudding
Season

is here again

Wagstaltfes’*
Always De Luxe

Mr. Grocer: :
Get your order in quick. Prices are likely to

change any date owing to the Dried Fruit
Situation.

Your Mincemeat and Plum Puddings need
to be bought right.

WAGSTAFFE LIMITED

HAMILTON, CANADA

If any advertisement interests you, tear it out now and place with letters to be answerec
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S. DAVIS & SONS, LTD.

CIGAR MAKERS
MONTREAL

You will do well to stock the following brands, as they are recognized as
the standard of perfection among discriminating Clgar Smokers:—

Daws Boite Nature Naturals 2 for 25¢, equal to most 20c cigars.
New Noblemen Superiores 2 for 25¢, equal to most 20c cigars.

‘  La Plaza 2 for 25¢, equal to most 20c cigars.
Promoter Blunts 3 for 25¢, equal to most 15¢ cigars.
Perfection 3 for 25¢, equal to most 15¢ cigars.
Grand Master Blunts 4 for 25¢, equal to most 2 for 25¢ cigars.
Lord Tennyson 5 cent, equal to most 10c cigars.

All Davis’ Cigars are guaranteed to be hand-made, and to contain nothing
but the highest grade Havana Fillers.

S. DAVIS & SONS, LIMITED - MONTREAL

The Largest Cigar Manufacturers in Canada

GOLD DUST

SELLS THE YEAR ROUND

The big thing about Gold Dust, from your viewpoint, is
that it sells every day in the year. The housewife has many
uses for it Summer and Winter—and even more uses in the
Spring and Fall.

Gold Dust is a steady profit-maker for the merchant. Our
extensive advertising of practically every kind and nature,
is constantly creating new buyers—and once used, Gold
Dust is never replaced.

Satisfied customers are the life of your business. Gold Dust makes them.

[re v F AIRBANK coweany]

LIMITED
MONTREAL

“Let the GOLD DUST TWINS do your work.”

If any advertisemeni interests you, tear it out now and place with letters to be answered.
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JUDGMENT

We Leave It to You to
Pass Judgment

It’s the salesman with the connection who is right
on the spot all the time that gets the business for
you, and holds your connection from year to year,
and at a minimum cost to you on the goods

actually sold.

We have five offices, and capable, experienced Wholesale and Detail
Salesmen located at all the principal Wholesale Centres in the West.

WRITE US—WE GET RESULTS.

W. H. Escott Co., Ltd. s

MANUFACTURERS’ AGENTS f::?;‘::‘f"

GROCERY BROKERS \ Edmonton

M . 181-183 Bannatyne Avenue East
Warehouse : Winnipeg s - Ca nada

POOL CAR SHIPMENTS Established 1907 STORING AND FORWARDING

If any advertisement interests you, tear it out now and place with letters to be answered.
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A Reminder from the Old BOOSt Babbitt’s

Country

Rich Xmas
Plum Puddings

The Best on the Market.

ORDER EARLY

to ensure prompt delivery.

In Hermetically Sealed Tins, or Basins if required.

Sizes - 1, 2, 3, 4, 5, 6 and8 lbs. each.
11/6, 21/6, 32/, 42/-,52/-, 63/, 81/- perdoz.
Carriage paid to English Docks.

Cases Extra at Cost.

Tuxford & Nephews

Melton Mowbray, - - - England

In your Locality

are many

Dogs and Cage Birds

Your customers must have FOOD for them.

It is to your interest as well as that of your

customers and their pets, that you should
regularly stock

SPRATT’S

DOG CAKES,
Puppy .Biscuits

Packet BIRD SEEDS.

The name SPRATT'S is a guarantee of quality and
reliability. It will help you to keep old customers
and attract new ones.

SPRATT'S Depits in CANADA are:—
MONTREAL—F. HUGHES & Co., 109, Place @ Youville,
VANCOUVER, B.C.—LONDON GROCERY Co., Ltd., Granville Street.

Direet Correspondence imvited : —
SPRATT'S PATENT Lad., 3435, Fenchurch Btreet, Lond F.'.‘

— the wonderful 5 cent
cleanser

It cleans, scours, scrubs, polishes and purifies.
and gives the housewife a ten-cent value for the
five cents charged. Besides, we give premiums
for the Babbitt trade-
marks—an added at-
traction that is sure
to pull results fer
you.

Babbitt service never
fails + to bring the
housewife back for
more. Stock up te-
day. The profits are

oo,

Agents :
WM. H. DUNN
Limited
Montreal
DUNN-HORTOP
Limited
Toronto

Fancy Poultry Order
on Sunday

Roasting Chickens

, Boiling Chickens
Ducks Geese

Grocer orders filled on moment’s notice.

Turkeys

Same price every day in
the week.

Each order filled with fancy quality.

C. A. MANN & CO.

PHONE 1577
78 KING STREET _ [LONDON, CANADA

Let us also quote you on Fresh Eggs
reamery Butter.

If any advertisement interests you, tear it out now and place with letters to be answered.
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Though the Bars are
gone

The Social Instinct Remains

When friends meet now, that awkward, embarrassing
moment succeeding the first greeting is relieved by
“Let’s Go Get a Good Cigar’’—the “Good Cigar”
always means

La Preferencia

and the Grocer’s is now the logical Mecca for discrim-
inating Smokers. Here’s a clean, profitable adjunct
for your business.

Gold, only waiting to be gathered.

Sizes Prices

If your jobber does
Operas - - $ 37.50 not carry

Conchas - - 60.00 LA PREFERENCIA
Londres - - 60.00 Write us

Club House- 65.00 at London Factory.
Panetelas - 70.00 We will send you a

sample order of
Bull Dogs - 90.00 even 250 prepaying

Invincibles - 135.00 the charges.

VALLENS & CO.,Limited

LONDON WINDSOR WINNIPEG VANCOUVER

L T e R R AR i

U

e e AT e

If any advertisement interests you, tear it out now and place with letters to be answered.
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Unvarying Excellence

That is the reputation possessed to-day by Con-
nor’s Bros.’ High Class Sea Foods—a reputation
attained after many years of scientific effort to-
wards the perfecting of a line of appetizing and
wholesome sea foods.

To-day our plant is the most modern on the At-
lantic Coast, equipped with the very latest and
most up-to-date machinery, and manned by the
most expert workmen. Itsideal location (right be-
side the fishing ground at Passamaquoddy Bay)
enables us to secure the very pick of the seasons’
catches. Every precaution is taken in processing
and packing the fish, nothing whatever is left to
chance, hence—we have the goods and the reputa-
tion.

Our aim has always been to co-operate with the
dealer, and to give the consumer a superior sea
food at a moderate price. That we have succeeded
is proven by the enormous and constantly growing
demand which is a feature of Brunswick Brand
Lines.

Replenish your depleted Lenten stock with a sup-
ply of ‘‘Brunswick Brand’’ Sea Foods. Their
quality will bring you year round fish sales.

Connors Bros., LLimited
BLACK'S HARBOR, N.B.

If any advertisement interests you, tear it out now and place with letters to be answered.
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The Two Royals

Made in Canada
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Royal Salad Dressing

The popular dressing that sells the whole year
through. Make special mention for your holi-
day trade. They will thank you.
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Royal Mayonnaise

for fruit salads, which are also increasing in pop-
ularity. You can offer your customers ROYAL
MAYONNAISE, which is of the same high
quality as Royal Salad Dressing and is winning
rapid favor as the taste for fruit salads increases.
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Stock these Two Royals and be
prepared for a heavy demand.

Tell your customers that these two Royals are
guaranteed to keep to the last drop.
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MADE ONLY BY

THE HORTON-CATO MFG. COMPANY
WINDSOR, CANADA
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Sorveloury
C’zz5z‘omar ’

You may select your stock carefully; you may
pride yourself on giving courteous, efficient
service to your customers; your store equipment
may be modern and sanitary; your shelves
may be filled with pretty and tasty foods in
boxes, cans and jars: Yet when you come to de-
liver YOUR goods—to put out YOUR pack-
ages—you may overlook an important detail.

Put your bulk goods up in the class with the
rest of your establishment.

That means put them up in the right shape.

October 27, 1916.
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To do that you must have the “Riteshape” dish. \ -

Best retailers in Canada use the “Xiteshape.”
Get it from all Canada jobbers; or

TORONTO Limited MONTREAL

THE OVAL WOOD DISH CO., Manutacturers
DELTA, OHIO, U.S.A.

1] any advertisement interests you, teer it out now and place with letters to be answered.
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Let us tell you
about our new

TOMATO
Coalovy

We are enthusiastic about this new pro-
duct of ours, because we know it is going
to be a winner right from the beginning.
[t 1s quality through and through, from
the first drop to the last—the quality that
comes from the scientific processing of
the purest ingredients obtainable.

Therefore, we confidently recommend it
to you, knowing that your very best
trade will find in it that delicious, palat-
able goodness which will bring them
back for more.

Note the neat looking bottle, the attrac-
tively colored labels—an indication of
the high-grade quality of this new Ster-
'ling Product. It contains no Preserva-
tive, no Artificial Coloring—just a pure,
delicious Tomato Catsup—the highest
quality on the market to-day.

Get a trial supply. Put it on display and
watch the results.

T. A. Lvitle Company, Limited
Sterling Road, Toronto

N.B. See "Who Makes——?" Directory for other '‘Sterling’’ lines.
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Fourteen Cars in One Day is

Eddy’s Record

this vear; but 10 or even 12 cars a day is nothing out of the ordinary
nowadayvs; and the daily average is climbing every month.

Don’t you want to share in the general prosperity ?

EppY’s ARE THE ONLY MAKERS
: of Indurated Ware (or Fibre-
Thmgs every ware, as it is generally called) in

Grocer ShOUld know Canada. So the FieLp is wide.

v The War, and the consequent
about Flbreware ! high price of zinc and galvan-
ized ware, is largely responsible
for the enormous popularity
of FIBREWARE at the present
time. But we prophesy that this popularity will continue to grow
ad infinitum: for no Housewife, Storekeeper, Manufacturer, etc.,
who has used this WARE will ever return to the use of inferior com-
modities. Some articles of this ware are reproduced on the
opposite page. :

Eddy’s Fibreware ig Just as Good
Standard of Quality as
Eddy’s Matches.

The E. B. Eddy Company, Limited

Hull, Canada
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Wash Tub or Babies’ Bath Tub
4 Sizes

Barrel Cover —2 sizes

Pigeon Nest

Cuspidor—2 Sizes

Fire Bucket

Why Indurated Ware

is justly claimed to
Butter or Spice Pail be Superior ! General Utility ‘‘Star’’ Pail

Indurated Ware 1s wood pulp moulded under enormous
hydraulic pressure and baked at extreme heat.

A patent double-dipping process gives the finish, which
makes the Ware of a glossy, rich appearance, and makes
it impervious to liquids.

Indurated Ware is seamless—cannot fall apart, shrink or become water-
soaked. As you see, we make tubs, pails, washboards, cuspidors, etc., of this
ware, as well as other articles not illustrated here.

Write us, or ask Our Traveller for catalogue.

The E. B. Eddy Company, Limited

Hull, Canada
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RICE

reduces the high cost of living
for the economical housewife

There 1s scarcely any other
product which a grocer can
recommend to his customer of
equal food value for the money.

Potatoes are dear: Rice
comparatively cheap —
Why not substitute ?

We have the goods and the price.

Mount Royal Milling & Mfg. Co.

D. W. ROSS CO'Y, Agents
Montreal
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Computing
Scale.
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Fairbanks Computing Scales

This is the Computing Secale you have always wanted—weighs your goods accurately and conveniently—tells
you at once the correct value of each purchase, You ean bank the dollars you save on a Fairbanks—you
benefit by our specialized scale manufacture in large volume—our country-wide organization.

Have full 50 pounds capacity—ecompute to 40 pounds and to 60 cents a pound. Four-point suspension bearing
platform with full jeweled agate bearings throughout gives exeeptional accuracy and long life. Low sanitary
glass platform directly in front of chart. Handsomely finished.

Write for Catalogue.
The Canadian Fairbanks-Morse Co.
LIMITED

St. John Ottawa Winnipeg Vancouver Quebec
Toronto Saskatoon Victoria Montreal
Hamilton Calgary




Account Registers o
MecQaskey Systems, Limited,
Torouto, Canada. $
International Safe & Regis-
ter Co., Fort Erie, Ont.
Account Register Systems
International Safe & Regis-
ter Co., Fort Erie, Ont.
Bins, Patented
Walker Bin & Store Fixture
Co., Kitchener, Ont.
Bins, Tipping ;
Thos. Lewis Arnett, Souris,
Man.
Biscuit Cabinets
Telfer Bros., Ltd., Toronto.
Walker Bin & Store Fixture
Co., Kitchener, Ont.
Broom Racks ;
Walter Woods & Co., Hamil-
ton, Ont.
Butcher Blocks
John Hillock & Co., Toronto,
Butter Dishes
H. P. Eckardt & Co., To-
ronto.
Oval Wood Dish Co., Delta,
Ohio. :
Walter Woods & Co., Hamil-
ton, Ont.
Butter Tubs 3
Walter Woods & Co., Hamil-
ton, Ont.
Butter Paper >
Walter Woods & Co., Hamil-
ton, Ont.

COash Registers :
National Oash Register Co,,
Toronto, Ont.
Cheese Cutters
Ameriean Computing €o,;
Hamilton, Ont.
Brantford Computing Becale
Co.; Brantford, Ont.
Computing Cheese Cutter
Co., Windsor, Ont.
W. A. Freeman Co., Hamil-
ton, Ont. ;
Walter Woods & Co., Hamil-
ton, Ont.
Oheese Outter Cabinets
Brantford Computing Scale
Ce., Brantford, Ont.
Coffee Grinders
A. D. Fisher Mfg. Co, Tor-
onto, Ont.
W. A. Freeman Co., Hamil-
ton, Ont.
Hobart Mfg. Co., Toronto.
Woodruff & Edwards Co,
Eigin, Il
Cofféee Refiners
Hobart Mfg. Co., Toronto.
Oold Storage Doors
Tureka Refrigerator Co,
Toronto, Ont.
John Hillock & Co., Toronto.

Computing Bcales
Brantford Computing Scale
Co., Brantford, Ont.
The Canadisn Fairbanks
Morse Co., Montreal, Que.

The Canadian Fairbanks

Morse Co., Montreal, Que.

CANADIAN GROCER

Containers for Oysters
Connectient Oyster Co., Tor-
onto, Ont.
Counter Check Books
McCaskey Systems, Limited,
Toronto, Ont.
Walter Woods & Co., Hamil-
ton, Ont.
Delivery Wagons
Canada Carriage Co., Brock-
ville, Ont,
Dial Scales
Can. Fairbanks-Morse Co,,
Montreal, Que.
Display Counters
Thos. Lewis Arnett, Souris,
Manitoba.
Eureka Refrigerator Co., To-
ronto, Ont,
John Hilloek & Co., Toronto.
Walker Bin & Store Fixture
Co., Kitchener, Ont,
Display Tables
Walker Bin & Store Fixture
Co., Kitchener, Ont,
Dough Mixers
Hobart Mfg. Co., Toronto.

Qarriers
H. P, Eckhardt & Co,, Tor-
_onto, Ont.
Star Carrier & Tray
Mifg. Co., Rochester, N.Y.
Walter Woods & Co., Hamil-
ton, Ont.
Egg Trays
Star Egg Carrier & Tray
Mfg. Co., Rochester, N.Y.
Bgg Carrier Divisions
Star Egg Carrier & Tray
Mig. Co., Rochester, N.Y.
Electric Light Outfits
Can, Fairbanks-Morse Co.,
Montreal, Qus.
Fish Boxes
Eureka Refrigerator Co., To-
ronto, Ont.
Stands

John Hillosk & Co., Toronto.
Walkeér Bin & Store Fixture
Co., Kitehener, Ont.
Fruit Trucks
Can. Fairbanks-Morse Co.,
Montreal, Que.
Grocers’ Trucks
Can. Fairbanks-Morse Co.,
Montreal, Que.

Can. Fairbanks-Morse Co.,
Montreal, Que.
Ice Oream Cabinets
Eureka Refrigerator Co.,, To-
ronto, Ont. ¢
Ice
W. A. Freeman Co., Hamil-
ton, Ont.
Meat Choppers
Brastford Comxnthg Beale
Co., Brantford, Ont.
W. A. Freeman Co., Hamil-

ton, Ont. -
A. D. Fisher Mfg. Co, Tor.

. outo, Ont,

Hobart Mfg. Co. Torento.

Walter Woods & Co., Ham-
ilton, Ont.

Meat Blicers
Brantford Computing Seale
Co., Brantford, Ont.
W. A. Freeman Co,, Hamil-
ton, Ont.
Hobart Mfg. Co., Toronto.
Walter Woods & Co., Hamil-
ton, Ont,
Motor Truck Supplies
Oan. Fairbanks-Morse - Co.,
Montreal, Que.
Oils
Can. Fairbanks-Morse Co.,
Montreal, Que.
Pail Oovers
Evan L. Reed Mfg, Oo,
Sterling, IIl
Paper
E. B. Eddy Co., Hull, Que.
Walter Woods & Co., Hamil-
ton, Ont.
Paper Balers
H. P. Eckardt & Co., Tor-
onto, Ont.
Walter Woods & Co., Hamil-
ton, Ont.
Climax Baler Co., Hamilton,
General Sales Co,, Toronto.
Stephenson, Blake & Co., To-
ronto, Ont.
H. G. Smith, Ltd., Regina,
Sask.
Peanut Butter Machines
Hobart Mfg. Co., Toronta.
Platform Scales
Can. Fairbanks-Morse Co,,
Montreal, Que,
ckle Jar Stands
Evan L, Reed Mfg. Co.,
Sterling, TH.
Plate Glass Mirrors
Thos. Lewis Arnett, Souris,
Man.
Pumps for Gasoline
8. F. Bowser & Co., Toronto.
Wayne 0il Tank Co., Wood-
Stock, Ont.
for Molasses
Walter Woods & Co., Hamil-
ton, Ont.
Pumps for Oil
8. . Bowser & Co., Toronto,
Can, Fairbanks-Morse Co.,
Montreal, Que.
Wayne Oil Tank Co., Wood-
stoek, Ont.
Pumps for Vinegar
Walter Woods & Co., Hamil-
ton, Ont, . :
Wilson, Badgerow & Lytle
Co., Toronto, Onti
Hand

Pumps,
Can. ¥Fairbanks-Morse Oo.,
Montreal, Que.

Refrigerators - :
Eureka Refrigerator Co,, To-
ronta, Ont. -
W. A. Freeman Co., Hamil
ton, Ont.
John Hilloek & Co,, Toronto.
Walter Woods & Co.; Hamil-
ton, Ont. .
Redden Truck-Maker for Fords
Can. Fairbavks-Morse Co.,
Montreal, Que.

Counters
Eur¢ka Refrigerator Co., To-
ronto, Out.
W. A, Freeman Co,, Hamil-
ton, Ont.
John Hillock & Co., Toronto.
Walker Bin & Store Fixture
Co., Kitehener, Ont,
Refrigeration Systems
W. A. Freeman Co., Hamil-
ton, Ont.

Safes
Can. FairbanksMorse Co.,
Montreal, Que.

International Bafe & Regis-
ter Co,, Ltd., Fort Erie.
Shipping Boxes
Thompson & Norris Co., of
Canada, Niagara Falls.

Silent Salesmen

Thos. Lewis Arnett, Seuris,
Man,

8how Cases

Thos. Lewis Arnett, Souris,
Man.

W. A. Freeman Co., Hamil-
- ton, Ont.

John Hilloek & Co., Torento.

Walker Bin & Store Fixture
Co.,, Kitchener, Ont.

Walter Woods & Co., Hamil-
ton, Ont.

Shelving, Grocery

Thos. Lewis Arnett, Souris,
Man,

Tanks for Of .
8. F. Bowser & Co., Toronto.
Wayne Oil Tank Co., Wood-

stock, Ont.

Tables ’

Thos. Lewis Arnett, Souris,
Man,
Tea

Mixers
Hobart Mfg. Oo,, Torouto.
Telephones

Can. Independent Telephone
Co., Toronto, Ont.

Telephone Supplies
Can, Independent Telephone
Co., Toronto, Ont,

o
Walter Woods & Co., Hamil-_
ton, Ont.
Vinegar Measures
Walter Woods & Co., Hamil-
ton, Ont.
Vaults
Can. Fairbanks-Morse Co.,
Montreal, Que.
Window Backs
Thos. Lewis Arnett, Souris,

Maun.
Walker Bin & Store Fixture
O¢, Kitehener, Ont.
Window Panelling
Thos. Lewis Arnett, Souris,
Man.
Walker Bin & Store Fixture
Co., Kitchener, Ont.
arehouse
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—the name that is in-
separably linked with
better coffee profits.

Why ? Because the HOBART ELEC-
TRIC COFFEE MILL is the surest means of
supplying customers with better coffee in the
cup, coffee that is ground to their own par-
ticular requirements. Yes, the Hobart means
bigger sales, better sales and continued sales in
the coffee department.

W ill the coming Fall and Winter find you
making better coffee profits ?

Now is the time to decide. Take a
step in the right direction by sending
for our interesting illustrated catalog.

Something New in Coffee Mills.

Give your Customer Coffee with
haff Removed.

For your Meat Department you should install

Van Berkel’s
Patent Slicing Machine

We will show you how you can make more money in your cured
meat department. A card will bring you full particulars. Send
it now before you forget—it will pay you.

THE HOBART MFG. CO.
149 Church St., Toronto

See Equipment Directory in this issue for
our other lines.

If any advertisement interests you, tear it out now and place with letters to be answered.
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making Christmas shopping easier

—quicker for the customer
—nmore profitable for the merchant

Christmas shopping this year will be bigger than ever. Stores will be
busier. Customers will be more numerous. More goods will be sold.
More money will pass over merchants’ counters. Shoppers will nat-
urally seek those stores having a system which makes shopping easier
and quicker. Merchants will make more money who have a system
which enables them to handle more customers with less clerk-expense
and less loss through errors.

There is a system to meet both these needs—a National Cash Reg-
ister prints the amount of the transaction on a receipt for the customer,
which protects the customer, merchant and clerk.

to shoppers

Stores equipped with National Cash Registers will give you quicker
service. Counters will be less crowded because customers are able to
move away more quickly. Clerks will give you better attention because
they have more time. You will not have the worry of wrong parcels,
wrong change, wrong charges. Shopping will be less tiring, more
pleasant. The N. C. R. receipt will give you an unchangeable, printed
record of every purchase. It will prevent disputes.

If any advertisement interests you, tear it out now and place with letters to be answered.
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to merchants

Equip your store with National Cash Registers for Christmas. They
will enable you to handle more business at less cost. Each clerk will
handle more customers—and extra help is scarce and high-priced this
vear. Customers will buy more goods because they are served more
quickly. Aisles will not be so crowded, for crowds will circulate more
quickly. Costly mistakes in the handling of money will be eliminated.

You will have an almost instantaneous audit of the day’s business. Dis-
putes with customers over charge accounts, change, price will be pre-
vented by the N. C. R. printed receipt. Every purchase will mean an
advertisement for your store on the back of the receipt. Our new model
National Cash Registers will make more sales and bigger profits for you
this Christmas. Their earnings in 1916 alone will nearly pay for them.
And you have years of service left.

Mr. Merchant—see our new models NOW

There is no time to spare if you would
have a new model National Cash Register
for your Christmas trade. Telephone, wire,
or write our nearest office to-day. Ask for
a demonstration. Ask for our book, “Hints
to Merchants.” Our new models do m ny
things our former models left undone. They
effect more savings and bigger profits for
you. Learn about them.

The National Cash Register
Company of Canada, Limited

Christie Street - Toronto, Ontario

Offices in St. John, N.B.: Hallfax, Syduney, Quebec, Montreal,
Ottawa, Toronto, Hamilton, London, Winnipeg, Calgary,
Edmonton, Regina, Saskatoon, Vancouver, Victoria.

If any advertisement interests you, tear it out now and place with letters to be answered.




CANADIAN GROCER—Equipment Section October 27, 1916.

Have a Better Grocery Store

A store fitted out as that of Messrs. ]J. Nott & Son, of Dunnville, Ont. (see illustration
herewith), pulls trade and holds it. You simply cannot help but do more business
because the public—those with money and those who set the custom for others—want to
deal in the store that is smartest and most appreciative of their trade.

Listen: We'll give yvou the names of a hundred or more
grocers in various parts of Canada who have fitted out their
stores with our fittings. Write them and ask them if they
regret the expenditure. We'll abide by what they say.

See some of the equipment illustrated in this advertisement; then write us for an estimate
on fitting up your store. Give measurements. We'll send you an estimate gladly, and
vou’ll be under no obligation whatsoever to us, if you decide to do nothing. All we ask
is that you inform yourself as to costs and possibilities.

The Walker Bin and Store Fixture Company

| LIMITED
Kitchener, Ontario - - Canada

If any advertisement interests you, tear it out now and place with letters to be answered.
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Standard Sectional Grocery Case
Combination X-4

ahis 22° of bin case and shelving, with
large mirror, for $265.00; 42 patented bins
showing your goods to Dest advantage
Costs less than some pay for a smaller
eapacity counter. Then there's the shely-
ing extra.

These Counters

as shown on this page are suggestive of the
variety of styles, ete. We have eounters for
all purposes and make counters to suit speecial
requirements or positions.

Send for Speecial illustrated cireular showing

styles.

- No. 3. Combination Counter.
All bevel display fronts, right
In line of vision, 14" long,

The

. e Bt g
walker Bln & Store ll"t:‘ll):«l-lrre ,:Lu;:u-;‘(;o 00-qt. dry
Fixture Co., Limited

Kitchener, Ontario, Canada

WESTERN AGENCIES:
Vancouver: R. J. Borland, Room 611, Northwest Trust Building.
Baskatoon: North West Specialty Company.
Edmonton: Edmonton Specialties Company, 113 Howard Ave.
Winnipeg: James M. Hargreaves, 814 Broadway Ave.
EASTERN AGENCIES:
Ottawa, Ont.: Geo. Cameron, 414 Gilmour St.
Montreal, Que.: W. 8. Sileock, 33 St. Nicholas St.
8t. John, N.B.: R. R. Rankine, 110 Carmarthen St.

No. 1. Fruit end Vegetable Counter.
The only way to show bulk stock to ad-
No. 10. Panel Counter. vantage and keep floor clear of boxes and
Fitted with sack bins for cereals, ete., $7.50 ft, baskets.

If any advertisement interests you, tear it out now and place with letters to be answered.
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GIVE THIS MAN
HALF AN HOUR

Will you give this man half an hour to tell you
what McCaskey Service can do for your busi-
ness and for your customer?

He’s the McCaskey man and he knows the charge account
business from A to Z. His bread and butter depends upon
his knowing that business. If you will spend half an hour
with him you can’t help getting some mighty good ideas that
will fit your business and vou’ll be perfectly welcome to them
whether you give him an order or not.

McCaskey Service means as much to your customer as .it
does to you. For your customer is just as much interested in
knowing how much he owes from day to day and in having
his accounts kept in the simplest way and with the least pos-
sible expense as you are yourself.

McCaskey Service pays for itself in the average business—in
the time, money and mistakes it saves the merchant. One writing
at the time of the salé’and your books are always posted.

1f vou give the McCaskey man half an hour of vour time to tell
his story it will be worth yvour while.

McCASKEY \@»™ ' ) / Toronto, Can.

“ONE WRITING"
McCASKEY SYSTEMS, LIMITED

235-245 CARLAW AVENUE, TORONTO

If any advertisement interests yo1:, tear it cut now and place with letters to be answered.
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Perfection Computing Cheese Cutter

(IT IS ALL MADE IN CANADA)
IT IS A CHEESE CUTTER WORTH HAVING

A REAL COMPUTER

AND YET SIMPLER THAN ALL OTHERS IN CONSTRUCTION AND OPERATION.
ABSOLUTELY NO FIGURING TO DO. :
IT STANDS THE TEST FOR DURABILITY, FOR IT LASTS A LIFETIME.

o TR Tl

A REAL PROFIT-SAVER

Write for Prices and Terms.

IT WE HAVE SPECIAL COMBINATION PRICES IF
SAVES ITS WITH CABINETS AND PEDESTALS. .BUSINESS
is BAD or
COSTina o . GOOD, you
few months and Amerncan Compntmg need a PROFIT-
lasts a lifetime. COmpany SAVER.
BUY IT NOW. HAMILTON, ONT. BUY IT NOW.

If any advertisement interests you, tear it out now and place with letters to be answered.
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What do people see when
they come into your store?

JDEOPLE buy what they see! They know, and ask for, the staple, short-profit lines;

but if you want te sell more of the faney merchandise that pays you the long-profit,
you must put that merchandise where people will see it. You must display it! Goods
well displayed are half sold. Display your goods: show them up attractively, invitingly
and clean. Let people see what you have when thev come into your store and you’ll sell
more of the goods that pay the big profits.

Display your goods in, and on, an Arnett Show Case where people can see them and your customers will
buy more. They will, because people buy what they see! Send the coupon now and get full particulars
about these sales-increasing store fixtures. Do it now—hefore you forget it.

The Arnett

Grocery Counter

The grocer’s right arm! A real asset and
money-maker that helps him do more business
and makes his time earn greater profits. Made
in 8-foot and longer sizes. Solid Oak; Dark,
Golden. Waxed or Shell finish. Eight glass
front trays for displaying the goods where
customers can see them. Back arranged with
drawers and tipping bins for easy store-keep-
Made in 8-ft. L‘n‘th ing. lmmedialto delivery on )I'H'oot sizo[w:
at ‘90.00 longer sizes specially and quickly made. 8end
Immediate Delivery the Coupon for full details.

Buy Arnett Show Cases
They Display Your Goods and Win Trade!

Arnett Cigar Case, No. 12

Your Old Style A goudy-low-priced case. 42 in, high, 22 in. wide; stock lengths 4, 6 and 8 feet. Exposed

(\;(;»:;‘; Bnmll.:gr.-n;‘Wb:it.e :))nk. Plate xlalvs top; double strength glass front and ends. Top
Grocery Counter nished 31thxmoll:f‘:m;r fg!r(?l‘n;b‘:g«?;‘n;l(;d:‘l::r:.mler IR ey Y T
i :171 . 4 ft., ‘48.00 6 ft., $66.00. 8 ft., $88.00.

sa lef Order from this advertisement, or send Coupon for details.

It steals your time, your valu-
able floor space and the bigger
profits your time and space
should pay you. Get rid of it!
Instal an Arnett Sanitary Gro-
cery Counter (shown above)
and save money, gain time,
prevent trouble, sell clean goods,
make more money and please
your customers better.

This Grocery Counter is a store-
house, a display case and a
counter your customers like to
be served at—all rolled into one.
Utilizes space now wasted, stores
quick-selling items within arm’s
reach, keeps everything clean.
It’s a real money-maker. Send
the coupon for complete details.

THOMAS LEWIS ARNETT
SOURIS, MANITOBA

If any advertisement interests you, lear it out now and place with letters to be answered.
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Buy It Now — Pay For
It Later e

You can make an Arnett Silent
Salesman or Sanitary Grocery
Counter pay for itself before
you finish paying for it. Get
your new case or counter now,
while you need it. Be ready
for the big Fall and Winter
business; for the Holiday rush.
Order your case now; get it
now. Buy it on our special
“Three Months to Pay’’ plan. |
Let it earn the money it will
cost you—and some more be-

side. You can buy a new case . All Glass

for as little as ftifty cents a
day_ Get one now and lllilkﬁ it The most modern case made Floor Case No. 14

¢ N White Itali ) . :
pay for itself out of the momey  pia’ Cornors secuser osged s o siap Marble Base; no hols n the
it makes for you. Send the 's"t‘;,:dla'lralt: gln]ssbshe:‘vis. § in. and 12 ia. wide. Nickle plated, adjustable

. b ds and brackets, ate glass mirrors in sliding doors. A beau-
C()llpﬂl? for enmplete details tiful, vl(e):g ('a.;e for any merchandise. 6 ft., $102.00. 8 ft., $1386.00. o
and prices. er from this advertisement or send coupon for details.

Th
Order To-day—"™7; plonths
Arnett Silent Salesman, No. 1 Send This

42 in. high, 24 in. wide, 4 6, 8§ or'1C feet long. A large case at a low price, Quarter-sawed

White Oak. Beveled Plate gluss top, plate glass front, plate glass shelves, shock mirrors c

in doers. Nickel plated standards and brackets. Adjustable shelves. Elegantly finished oupon

all over—a real salesmake:

4 ft.,$56.00. 6 ft.,$78.00. 8 ft., $104.00. 10 ft., $130.00. No w ,
Ovrder from this advertisement, or send Coupon for details.

@ e e h&-&—;.v;\‘:-— B

Right now is the best timé to g0 into
the matter of your new Store Equip-
ment. You can get immediate deliv-
ery on stock models from this factory,
save freight, and have your fixtures
in place ready to do business when
the rush comes. Order from this
advertisement; or send this Cou-

pon now and get full informa-
tion, prices and detailed speci-
fications of this full line. Do

it'now before you forget

it!

THOMAS LEWIS ARNETT
SOURIS, MANITOBA
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Bigger Business YouAre Not Satisfied With
For your own profit and the satisfaction of your JustAn Ol‘dll'lary Bu.meu

customers you cannot do better than instal the Y

Better Service means

“Canadian” Cheese Cutter in your store. o w0 th;:m g“;“y m?'t}e.:;yo\:
Its accuracy in cutting and computing will eli- h Tdr:m:n;zv: ltlm:‘ sty
minate wastage through scraps, etc., and thus L o o ehess. - How & (v 0
materially add to your be done? Here’s one method that’s been
profits. very successfully carried out by thousands
Don’t risk dissatisfying of your Brother Grocers.
your patrons with that old- Select some ome item and feature it as a
fashioned, faulty, guess- “leader” to bring mew customers to your
work system. store. This accomplished, it’s strictly "up-to-
T £ you” as to whether or not the balance of
u(:z lcl::ard:lr y P S P
gives the sat- The best line Grocers have yet been able to find
isfactory ser- is eggs handled according to the Star System.
vice that It has all the “pull” necessary and incidentally

brings ’e m allows for a very liberal pu?ﬁt. Let us tell you how
back again. . M ——— o

STAR EGG CARRIER &
TRAY MFG. CO. | BareT

— i : Lo —ia‘ ——”‘?
The CANADIAN Open e e st I.b 15'{

The Computing Cheese Cutter Co. | e a

WINDSOR, ONT.

Freeman’s Dry
Refrigerator

We have enlarged

to-day that
has warm alr
flues across
ceiling of
covling room
connected
with warm
air flues at
sides and
ends. and
that is the

Eureka

Its many
other points
of superior-
ity are sure
to interest
you. Get our
catalog.

the air circulating
capacity and multi-
plied many times
the air-drying and
fce-saving efficiency
of present day But-
cher Refrigerators
until we have pro-
dured a _Refriger-
ator meagturing inch
for inch more air
circulating eapacity
than any other
made during the
past or present.

This Interier

View 9
shows our warm air
flue arranged along
the celling, where
the largest volume

of warm air rises
to in all cold rooms.

It is placed where
Patented warm alr flues are
1900, 1910, most needed. These
1914, flues form a hollow

recess for recelving
:Eymmnsf‘glovuf—wmio Sayer & geuer. 76 St. P;ul' 8t. 55‘0 :.lﬂl .tl:o tb:‘y
op ntrea Q.; James nergan, Charlottetown, P.EI.; scharge
W. McAllister, 88 Bank St, Ottawa, Ont.; W Woods & Co., | from both ends and Price list and catalogue free and malled
Winnipeg, Man,, and Hamiiton, Ont.; Ed. Dore, 36 Caroline N, convey it above the te any address.
'll:nlizl; W. J. Armstrong, 14 Euclid Ave, London, Ont., fce.
ete.,

EUREKA REFRIGERATOR CO.,LTD.

27-31 Breck Ave. 54-56 Noble St.  21-33 Earnbridge St.
TORONTO, ONT.

B e L T TR R
If any advertisement interests you, tear it out now and place with letters to be answered.

X
\
\

Manufactured by the
W. A. FREEMAN OO., LIMITED

HAMILTON, - CANADA
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‘“MADE-IN-CANADA’’

FIREPROOF

Announcing our New

AFE REGISTER

Simplest and surest
Register to operate.

A SAFE IN EVERY
ESSENTIAL

NOT—A LIGHT
WALLED METAL
SUBSTITUTE

Sizes
80 Accounts to 2,000
International Safe Register, Accounts International Safe Register,
Front view. 3 Back view.

This Fireproof Register is built with a SAFE VAULT BASE and a wooden superstructure. During business the
aceount earrying leaves are operated in the superstructure. At night they are secured in the Fire and Burglar Proof
Vault Base under Combination Loeck. The Register Vault Base is a SAFE in every essential. Made with heavy
steel enclosed walls—Filled with our Spedial Fireproof Filling of Cellular Vitrified Asbestos—Door of New Inter-
locking Flange and Tongue and Groove design, and secured by heavy Front and Baeck Draw Bolts, a feature found
only in the Higher Grade Safes. Fitted with extra heavy Interchangeable Combination Lock. Finished in hand-
polished black and panelled in rich gold design. Your name on your Register in block gold letters if requested. The
latest, simplest and best Aecount Register on the Market.

If you have not seen the INTERNATIONAL you have not seen the BEST.
“FOR SAFETY SAKE"” WRITE TO-DAY.
SAFES

Fire and Burglar Proof
$25.00 to $95.00

A Price for Every Purse.

A BSize for Every Need.

Special Merchants Sizes,
$45. $55. $65. $75.

Special Sizes to carry Wooden
Account Register Leaves,
$55.00 to $75.00

INTERNATIONAL SAFE COMPANY, LIMITED

MANUFACTURERS
FORT ERIE ONTARIO

AGENTS, WRITE

If any advertisement interests you, tear it out now and place with letters to be answered.
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Save your Waste Paper

—there’s money in it

The increasing demand of the Paper Mills for baled waste
paper is making big money for many dealers who are alive to
the value of what was regarded as so much useless rubbish.

You, too, would be astonished at the amount of waste paper and
cardboard you could gather and well pleased with the revenue to
be derived from the installation of

The “Jewel” Baler

The “Jewel” is"a real profit-making investment for you—its first cost is the last cost and
it will make money for you right from the beginning. Its capacity and easy operating
features make it a positive convenience to any place of business, And besides, it will keep
your premises in a tidy condition and reduce fire risk to a minimum. Already over 2000
satisfied users throughout Canada who testify to its value both from a standpoint of con-
venience and revenue derived.

Decide now to get a baler. The ‘‘Jewel’’ complete with
one bundle of wire is $17.50 F.0.B. Hamilton by ten-
day draft. Other balers at other prices. Drop us a
card anyway and learn full particulars re Balers and
the value of Waste Paper. We’'ll give you all informa-
tion.

Waste Paper Bin
and Baler com-
bined

Floor space 23 x °
26 inches; height
4’ 3", Bize of bale
14 x 18" with an
average weight
of 75 1bs.

General Sales Company

Distributors

203 Stair Building, TORONTO

¢ ki
If any advertisement interests you, tear it out now and place with letters to be answered.
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The Brantford

SLICER

Made in Canada for the Canadian
merchant. Slices Bacon and all
Boneless Meats to the Last Slice.

You Need One.

Your customers demand their
meat sliced as only a Brantford
Slicer can slice it.

| The Brantford

Agate-Bearing

Springless Scale

The most up-to-date scale of its
kind ever produced, used by many
of the most up-to-date merchans.

All are delighted.

Write us for Catalogue and Easy
Terms of Payment

The Brantford Computing Scale Co., Limited

BRANTFORD, ONTARIO

.

If any advertisement interests you, tear it out now and place with letters to be answered.
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YOUR COFFEE DEPARTMENT NEEDS AN
“ELGIN NATIONAL”

HIRTY years’ actual usage has proved that the ELGIN is the most satisfactory
all round coffee mill. Here is the winning com-

bination that has placed it far in front of com-
petitors.

Simplicity of Construction Beauty of Finish
Easy Running Fast Grinding and Long Lasting Qualities
Lowest Price, yet Best Mill Made
The Elgin may be adjusted while running to steel-eut

coffee as eoarse or as fine as desired and it is guaranteed
to cut faster than any other mill of equal size.

Boost your coffee sales and profits by installing an
Elgin Mill. There is an Elgin National made to meet
your special requirements. Send for illustrated Cata-
logue to-day and order the one best suited for your
store.

Whte any of the following Jobbers:

St. John, N.B. Barbour & Co., Dearbom & Co.
Quebec.

Montreal.

Q. E,

Minto Bros.
L. Chaput, Fils & Cie, Ltd.;
Ottawa—C, H. Cochrane & Co.
Toronto—Eby, Blain, Ltd.; R. B. Hayhoe; Minto Bros,; Medland Bros,, Ltd.
Hamilton—James Tumer & Co.; Geo. E. Bristol & Co.; Balfour Smye &

Walter Woods & Co,, McPherson, Glassco & Co.
London—Gorman Eckert & Co.

Winnipcg—Blue Ribbon Ltd. and Branches; MoLarens, Ltd.; The Codville Co. and Branches; The Todhunter, Mitchell

Coffee Co.

Regina, Sask.—Campbell, Wilson and Strathdee, Ltd.
Saskatoon,—Campbell, Wilson & Adams
Edmonton, Alta.—The A. MacDonald Co.;
Calgary. -(‘lmphe)| Wilson & Home Ltd.;
Vancouver.—The W. H. Malkin Co., Ltd.;
Cranbrook, B.C.—Cranbrook Jobbers, Ltd.

Woodruff & Edwards Co.,

The Canadian Fairbanks Co.; Minto Bros.

Co.;

; H. G. Smith, Ltd.
Revillon Wholesale,

Ltd.: MacDonald Cooper, Lid.
L MacLaren Ltd.
)Mg. Co.; Kelly Douglas Co., Ltd.
' Pernie, B.C.—The Western Canada Wholesale Co., Ltd.

Elgln, Ill., U.S.A.

% ) Mewbum & Co., Ltd.;
Wm. Bnaid & Co.

Merchants Baler

Made in Canada

Ahandsome display-
case and a perfect
preserver

The scientific construction of every Aretic Refrigerator
affords unusual facilities for the effective display of

perishable goods while preserving them in the most
absolute security. The
Arctic system of dry
cold air circulation
eliminates possibility of
loss through spolled or
tainted eatables. The
name “Arctic” on your
refrigerator is a guar-
antee of perfect satis-
faction,

May we send you a
copy of the Arctic
Catalog? It describes
Arctic refrigeration in
detail and shows you
the right model for your
store. A post card re-
quest will bring it by
return,

Bale
17x18x31
18x24x33 160 *
18x26x36 175 “

“f.0.b. Toronto."”

Stephenson, Blake & Co.

Weight
140 lbs,

Manufacturers

60 Front St. West - Toronto

.

e =
S

If any advertisement interests you, tear it out now and place with letters to be answered.

John Hillock & Co., Ltd.

Makers of High-Grade Refrigerators
TORONTO

e
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1916-1917

Fall and Winter ‘
Staples

Brooms, Brushes, Baskets,
Paper and Twine, Egg Cases,
Butter Tubs, Parchment
Butter Paper, Paprus Egg
Carriers, Paper Balers, Broom
Racks, Butter Dishes, Cheese
Cutters, Counter Check
Books, Refrigerators, Meat
Choppers, Show Cases,
Molasses Pumps, Vinegar
Pumps, Fibre Vinegar
Measures.

Send post card for catalog.

WALTER WOODS & COMPANY

HAMILTON and WINNIPEG
|IIIIIIIIIIIIIIIIIIIIIIIIIIllIIIIIIIIIII|IIIIIII|IIII|IIIIIIIIII|IIIII|IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIlIIlIIIIIIIIIIII

If any advertisement interests you, tear it out now and place with letters to be answe
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Showing the comprehensive character of our exhibit at the Toronto Exhibition.

We make Telephone Equipment for every service--make
it right here in Canada by Canadian workmen.

Why import when we can supply your telephone requirements? Let us know just what
they are and we will send you Bulletin and information.

Canadian Independent Telephone Co.,

LIMITED
TORONTO, CANADA

If any advertisement interests you, tear it out now and place with letters to be answered.
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Stop, think and figure!

WHAT did your grocery sales total last year?

What would 3% to 5% on that total amount
to? Something worth while. And this extra profit
you make if you confine your
orders to Macdonald- Chap-

man Limited.
e White Star Products

It will pay you to read our
Price-List ecavetully, and com-
pare prices quoted with those
asked by other houses. You
will find that on the whole; it
quotes you 2 per cent. to 3 per
cent. lower, and in addition we
allow 4 per cent. cash, 3 per
cent. prompt 30 days, (off lines

not controlled by selling agree-

ments). Per box 3 doz. 5¢. pkts,
L A $1.00, less 37,

We have connections from Fort William,
Ont., to Vancouver, B( No other house i'n Quality Goods
Canada has equal facilities to serve you. No
need to carry big stocks. We can fill your Made in Canada’s
orders promptly no matter where yvon are : “
located. Finest Pure Food

: We ean save vou money, and vour orders F actory

will be appreiated by ITPAYS TO PUSH
e o0 THE BEST

The Only One-Price
House in the West

MACDONALD-CHAPMAN, LIMITED

WINNIPEG Wll_olesale Gr:ocers MANITOBA

Connections :
MACDONALD-COOPER LTD. MACDONALD-CRAWFORD LTD MACDONALD-CRAWFORD LTD.
Edmonton, Alta Moose Jaw, Sask Saskatoon, Sask.
MACDONALD-CRAWFORD LTD. A. MACDONALD & CO.

Swift Current, Sask. Vancouver, B.C.; Nelson, B.C.; Fernie, B.C.; Fort William, Ont.
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The women are looking for the
Rose Brand sign on the rind

and as we continue to advertise, the and your sales increase. Back of
stronger will be vour reason for the mild, full Havor of Rose Brand
seliing Rose Brand -Ham and Ham and Bacon is the English cur-
Bacon, and the more it will pay vou ing process whieh gives Rose pro-
to get back of this line and push. duects that tender, juicy texture,
You will have calls for Rose Brand SPIER S appsE TN,
Bacon, so don’t wait and have to
sayv, ‘‘Madam, | don’t handle Rose
Brand,’’ but put in a stock now and
see how quickly the news spreads Place your trial order to-day.

ROSEaHAM

AND BACON

With our distributing points cen-
trally located, we ecan guarantee a
service that is second to none.

LLTTLEL S ELLISIIS SIS ILIS SIS I SIS IS IS IS AL ISTIS T SIS SIS S ST ES ST IST TSI ILTITTTTITSESIIIRES LS SISLITEL S ST LAS LA LTS VLA T LTTL LS LS IS T LSS SIS ST LSL LS LS AL EL S FASSSTT SIS LSS ELLASSSLESL LS TISIS LSS LSS L LSS LS ILL L LTSS PLL LIS L LS LS LA S ELSS AL LSS LSS TS /TS

MATTHEWS-BLACKWELL, LIMITED

TORONTO MONTREAL HULL PETERBORO BRANTFORD
WINNIPEG SYDNEY, C.B. FORT WILLIAM SUDBURY
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Put them

on your sales

counter.

CANADIAN GROCER

EXTRA SPECIAL~

Get acquainted with the splendid selling qualities of these two Bowes lines.
They’ve got the qualities that make for repeat -sales — pure, wholesome,

appetizing, delicious.
Bowes
Extra Special Mince Meat

will please the ‘‘hard-to-please’’ among your customers. The very choicest
materials are carefully and scientifically blended, producing an unusually
attractive Mince Meat that wins approval right from the start.

Bowes
Worcestershire Sauce

is a sauce of unquestionable quality. Matured in oak casks, this fine old
English sauce has a piquancy and a ‘‘zest’’ that captivates the diseriminating,
Bowes Worcestershire Sauce is Made in Canada, but is equal to the best im-
ported sauces and better than most of them.

You will be pleased—more than pleased—with
the selling results of a trial supply. Will you
send the order to-day?

The Bowes Company

72-74-76 Front St. E., Toronto, Canada

If any advertisement interests you, tear it out now and place with letters to be answered.
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Are you selling
the National

Temperance
Drink—

D. Smith Grape Juice

If not, you have yet to learn what a splendid profi-maker this wholesome beverage is.
The advent of Prohibition gave renewed impetus to an already large demand, so that
to-day Grocers all over the country are finding it very worth while to feature E. D). Smith
Grape Juice.

A special manufacturing process conserves the full, natural Conecord Flavor, giving to
every drop of E. D. Smith Grape Juice a delicious flavor that wins the lasting approval
of discriminating people. :

E. D. Smith Grape Juice is the most economical, too—1ts strength and purity being such
as to make dilution necessary when using,

An early order will guarantee you against disappointment. Send it to-day and start right
in to secure your share of E. D). Smith profits, N

E.D. Smith and Son, Limited

WINONA, ONT.

AGENTS: Newton A. Hill, Toronto; W. H. Dunn, Montreal; Nicholson &
Bain, Calgary, Alta., Edmonton, Alta.; Watson & Truesdale, Winnipeg; G. H.
Laidlaw, Halifax, N.S.; B. C. Merchandise Brokerage Co., Vancouver, B.C.

If any advertisement interests you, tear it out now and place with letters to be answered.
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Our twenty-five years
success in the brokerage
and grocers’ commission
world 1s a pretty sure
guarantee that we can
handle your line suc-
cessfully.

BORDEN'S

Condensed Milk
The fact that we have been located at the same PR aited Milk
old address, 180 St. Paul St. West, Montreal— BBN}?ﬂﬁFf)ﬁch Cocon
for the past twenty-five years, and during that et Blacuits

time have handled successfully the lines here el e B

Jams and Preserves

shown is conclusive evidence of the stability of e

: Jellies, Spices, ete.
our firm. These lines to-day stand at the head of MELEOSE'S

Famous Teas

1 1 EDWARD'S
their prospective classes—Dbest sellers, every one. e

Our representatives cover the Dominion from POSTUM
. . A Jereal Foods, ete.
coast to coast, keeping in constant touch with the ROBIN HOOD MILLS

bk . Rolled Oats
trade, giving a service absolutely unequalled. JOHN GRAY’S

Peels and Confectionery
NATIONAL LICORICE CO.'8S

You are a progressive manufacturer, of course. LR BN
Then why not let a progressive firm, a firm with - Sukiing Geinkine
real live sales specialists handle your line? Drop Valencia Raisihs

THORNTON
us a card, anyhow, and let us tell you of our Malaga Raisons

ae.'e COTTAM'’S
facilities. y Bird Seed

BABBITT’S
¢41776’’ Soap Powder

Dun’s, Bradstreet’s or any Bank will give vou ROYAL CROWN
. B . oilet Soaps

full particulars of our standing. Or write any

of the firms here listed:

Wm. H. Dunn Limited

Sales Specialist
Established 1890

Associated with Dunn-Hortop, Ltd., Board of Trade Bldg., Toronto

If any advertisement interests you, tear it out now and place with letters to be answered.
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T
VISITORS WELGCOME

HIS sign over the factory door really
expresses in two words all that could
possibly be said in favor of the purity

and the cleanl/iness and the Fflavor of

“Cormick’s sodas

JERSEY
CREAM

THE McCORMICK MANUFACTURING COMPANY, LIMITED, LONDON, ONTARIO
General Offices and Factory: London, Canada. Branch Warehouses: Montreal, Ottawa, Hamilton,
Kingston, Winnipcg, Calgary, Port Arthur, St, John, N.B,

PERSISTENT ADVERTISING and UNIFORM QUALITY
Have made KING GEORGE’S NAVY PLUG the most popular

Chewing Tobacco on the market.

" AND ENJOY THE LINGERING FLAVOR

*+ OF CHOICE.RICH,.SAPPY TOBACCO
EEASON[DANUSWEET[N[D JUST RIGHT
SO0LD EVERYWHERE [0QcTs A PLUG

HUHTTI T

Consult your stock. Be ready to supply the demand.

She Mﬁﬁ’ﬂo&m(@dmm

If any advertisement interests you, tear it out now and place with letters to be answered.
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This is one of a series of advertisements now appearing in the leading papers
throughout Canada to advertise

MASTER MASON

The Plug Smoking Tobacco which MAKES AND HOLDS CUSTOMERS

IN THE SMOKING CARS |

or wherever congregate critical smokers, Master-Mason always |
makes a hit. It's the tobacco which every lover of the weed
thoroughly enjoys from the lighting up to the last whiff—it’s a real
man’s smoke--made to meet the most exacting tastes,

SMOKE
Master

"ITS GOOD TOBACCO"

it is made from choice tobaccos,
fully matured and pressed into
a solid plug so as %o preserve
all the natural moisture and
fragrance of the natural leaf.
This treatment ensures the
characteristic smoothness and
mellowness as well as the
' freedom from bite, parch and

firing so often found in tobaccos packed in tins or packets.
Prove this to yourself by investing in a plug of Master-Mason,

the tobacco which is -

Equal by test to the very best,
Much better than all the rest.

Say MASTER-MASON to your dealer---he knows.

Price: 15 cents
THE ROCK CITY TOBACCO CO., LIMITED

RO ST

Every Up-to-date l?ealer should carry a full line of our tobaccos. They are all
extensively advertised and give universal satisfaction.

Rose Quesnel King George’s Navy Long Tom

Mild and natural. The most popular Chewing Tobacco. Smoking Tobacco.

smoking tobacco on the market. The “‘fi:i":i'n":’f‘l‘“ with the Always more and more popular,

She &o&,@ﬁ’qu@d‘uﬂm
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LWUB Hou st
OLIVES

Ahvays crisp and fine Ravored.
Put up in different styles and
sizes of bottles.

One Tuaste

is all that is necessary to win the unstinted
approval of the most discriminating where
CLUB HOUSE OILIVES are concerned.
Care in selecting only the very choicest Seville
Olives, and preparing them in a way that
preserves their luscious, natural flavor are two

reasons why CLUB HOUSE OLIVES are

growing in favor every day.

If you have never handled
Grocers! | C108 HOUSE tine,
you have yet to learn what a splendid profit-
producer it really is. You will find it worth
while’ to suggest CLUB HOUSE to every
housewife. After the first sale the rest is easy
—CLUB HOUSE flavor will tickle the most
particular palate.

CLUB HOUSE window or counter dis-

play will be the beginning of worth-while
olive sales. Why not put them to the test? A
sample order will prove our claims con-
clusively.

May we ship you to-day?

None are genuine unless labeled

CLUB HOUSE
OLIVES

We pack only one quality, the Best.

Gorman, Eckert & Co.

Limited

LONDON ONTARIO

Woestern Selling Agents
MASON & HICKEY, WINNIPEG

If any advertisement interests you, tear it out now and place with letters to be answered.
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The Cup that Cheers

is particularly cheering when it’s a cup full of that acme of tea quality—MINTO. The
first sip of this delicious blend wins the approval of the most particular tea drinker, hence
it 1s that Minto is so remarkable for its unequalled “repeating” qualities.

Your customers appreciate quality at a moderate price.
Every customer does, which accounts in large measure for
the ever-growing numbers of Minto Tea users. Your cus-
tomers are no different from any others, as a trial supply of
Minto will prove.

Don’t forget that every sale of Minto Tea is a tribute to its quality, because the demand is
not worked up by consumer advertising—we carry none whatever. Instead, we enclose in
every Minto package (7 and 1 lb.) the amount of money it would take to advertise it
this way. Let us drive that point home to you—Money and Quality in every Package.
Isn’t it a strong selling point?

The profits are good.

Minto Brothers

284 Church Street, Toronto

If any advertisement interests you, tear it out now and place with letters to be answered.
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For years and years

I T must seem to many grocers of Canada that they have always sold Shirriff’s

Extracts—our first notable line. These extracts stood first among all extracts for
unvarying strength and excellence. Never was there a cheapening of Quality to meet
growing competition. We preferred to
lose business than to lower the Standard.
The result to-day is that we retain trade
that was ours a generation ago.

TR

Shirriff’s True Shirriff’s Scotch Shirriff’s Jelly
Vanilla Marmalade Powders

Shirriff’'s True Vanilla is 50% above Into another Shirriff line goes the Shirrifi’s Jelly Powders are admittedly the

Government Standard. lt'is the pur- Shirriff conscientiousness — Marma- best powders of their class made in Canada.
(l):: (;?:]eirtl(}"eiﬂofmit:]:rn?h)’;;;a:t,::m& lade—a marmalade so good that it  Their popularity grows with the passage of
maximum. Itisa hou;aehold fa\v(,,ﬁt‘. will be returned to again and again time. They lend themselves to a wide variety
and has been so for years and years. by diseriminating housewives. of desserts of instant palate and eye appeal.

The Shirriff name and label are real friends of yours
Shirriffs
Imperial Extract Company, Toronto

Western Representatives: H. F. RITCHIE & CO., Limited, Toronto. Montreal: W. S. SILCOCK.
Quebec City: ALBERT DUNN. Maritime Provinces: H. F. RITCHIE & CO., Limited
(W. H. L. USHER, Halifax.)

If any advertisement interests you, tear it out now and place with letters to be answered.
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”/AMW' RELIABILITY | UNIFORMITY

6’056//6 Goods

Just as ever
stand foremost.

Hudon, Hebert & Cie.

Established A.D.. 1847 LIMITED

MONTREAL

T he most liberally
managed firm in Canada

If any advertisement interests you, teas it out now and place with letters to be answered.
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Any product bearing the Tartan
Brand is dependable

—Jjust as dependable and®as high grade as conscientious care in selection and
manufacturing can make it.

Hence it 18 that discriminating people look for the handsome Tartan Label when
purchasing Canned Vegetables, Fruits, Salmon, Tea, Coffee, Extracts, Spices, Jelly
Powder,

You will ind a stock of Tartan Brand Products a big factor in producing better
Fall and Winter selling.

Send in your order. We pay prompt attention to every mail order received.

Ask about our Fancy Greceries, Foreign and Domestic,

THE SIGN OF PURITY

Phone Orders at our Expense BALFOUR, SMYE & COMPAN'Y

Phone Nos. 3595, 3596, 3597, 3598, 4656 HAMILTON, ONTARIO

BRASSO METAL POLISH
SILV O-ﬁl SILVERPOLISH
ZEBRA STOVE POLISH

ADEL. 1899 RECKITTS (OVERSEA) LTD. TORONTO

YOUR
MOST VALUABLE
is a salisﬂedA(-uSst(SnnEerTand satisfied WHEN

customers are the rule where WON-

DERFUL SOAP is displayed. BUY‘l NG
For years this truly wonderful cleaner
has given unqualified satisfaetion to

housewives everywhere. It is made to MINCE MEAT
clean thoroughly without injuring the

:;(;it f:i::—siict.iw skin or the most deli- INSIST

Write now for trial supply. O N ’

GUELPH SOAP CO.,Guelph, Ont.

Wondp,rrul’ WETHEY'S
i, SUAPH
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SAFAN TEA

"Youwillhaveanentirely

new idea of how good tea can be,
if you drink “JAPAN TEA.” It
has a satisfying flavor, a delicacy
of aroma that imparts a subtle finish

to a delightful meal—and is unquestion-

ably the best natural stimulant for body

WEIGHING TEA and besin,

The Japanese Government prohibits ON SALE AT ALL
adulteration and coloring of Tea GROCERS

HEN vyvou consider the number of

tea users in Canada that are reached
and influenced by our wide-spread
consumer advertising you will readily
understand why 1t 1s that our host of
admirers i1s constantly increasing.

APAN TEA has the quality, the delicious palate

pleasing quality, that captivates the tastes of the
most critcal tea drinker. Think what a splendid asset
this quality is in building up a really worth while
tea department.

LOOK at the sample ad at top of this page. It will
give you an idea of the splendid way we are co-
operating with dealers in pushing the sales of this
pure Japan Tea.

Are you a Japan Tea dealer ?

If any advertisement interests you, tear it out now and place with letters to be answered.
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MADE IN CANADA
H.G. SAUCE and E.P. SAUCE

(High-grade

Worcestershire Sauce)

Retails at
10 Cents

The Canada Sauce and Vinegar Co.

are Canada’s only sauces
specially prepared to meet
Canada’s wants, to equal
and surpass all similar im-
ports.

No War Prices

Under our contract selling
plan profits are assured and
the consumer has the best
possible value.

The trade generally ap-
proves our selling plan.

Prices for these sauces and
theirdietetic qualities com-
mand the interest and sup-
port of not only the mer-
chant but the consumer.

Send for samples. Order

at once and support these
Canadian products.

Manufactured by

519 King St. W., Toronto

(Epicurean
Fruit Sauce)

Retails at
15 Cents

;
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If any advertisement interests you, tea r it out now and place with letters to be answered.
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It 15 a well-Fnown fact

that the sales of

Kellogg’s
Toasted Corn Flakes

mean pleased customers and increased trade.

This celebrated article of food is so firmly established
in the estimation of the public that it cannot be displaced.

Its sale is steadily increasing.

Keep it in your windows.

Battle Creek Toasted Corn Flakes

Genuine Scottish

Co., Ltd. | | SHORTBREAD

VANCOUVER, B.C. IMPORTED

In Half Tins, average weight about
5 1bs.

11 distinet varieties in each tin.
Fresh Stock Just Arrived.
Further Supplies due November 5th.

McVitie & Price’s
Assorted Shortbread

Prices and Stock list on application, or
see our representatives.

McVITIE & PRICE of Canada
Limited

| The bestvaluein Rice being |
| offered on Canadian | MONTREAL
markets today. ‘; Importers of MeVitie’s ‘‘DIGESTIVE,’

the ‘‘Premier Biscuit of Britain.’’

If any advertisement interests you, tear it out now and place with letters to be answered.
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PURE FOOD is somethir}g that you are
, interested insellingevery
day. Now, you sell shoe polish too. Perhaps you look
upon it only asa side line. Do you realize that it means

to-sell apure ot FOR LEATHER?

Your customers want something that they can rely
on and you want to sell them an article that you
know is first-class and will give you a good mar-
gin of profit. Sell

“Nugget”

Shpe Polish

Let your customers know that you have it in stock.

Show cards and advertising matter
sent free on request.

THE NUGGET POLISH CO.

LIMITED
9, 11 & 13 Davenport Road
TORONTO ONTARIO

If any advertisement interests you, tear it out now and place with letters to be answered.
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Many grocers have asked us how it is that we
maintain the uniform flavor, richness and high-
quality of Red Rose Tea with absolute fidelity day
in and day out, year after vear. It is a source of
wonderment to them in face of the all too frequent
occasions when they find it practically impossible
to secure the “same” tea or a successful “match.”

Our explanation is that our facilities are un-
surpassed in this country. QOur tremendous out-
put gives us an enormous buying power. We are
often able to get large quantities of certain desir-
able teas when they are unprocurable by small
companies.

Our tea sorting, testing, blending and packing
warehouses in St. John, N.B., are the largest in
Canada. Our staff of tea tasters and other experts
are bevond the price an ordinary company could
afford to pay.

Yet all these things are absolutely necessary in
order to maintain that marvellous UNIFORM-
ITY of flavor and high-quality that has made Red
Rose Tea one of the biggest merchandising suc-
cesses in the Dominion.

To build up a permanently successful tea trade,
whether national or local, a tea of unvarying uni-
formity, splendid quality, and value for the money,
must be featured. What fulfils every requirement
so well as—Red Rose Tea?
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Business Is Good

With Us—
Why?

. ; With the War came conditions
/3[){//[/.5() . which demanded retrenchment
and economy. Merchants every-
where changed their methods of doing business to suit
the times. The Merchants of Northern Ontario decided
that buying “Down East” wasn’t necessary. They
commenced to give us a larger share of their trade.
Pleased with the prompt service, low freights and r7ght
prices, they have continued to do so. The monthly
increase in their business with us is the best assurance
that our service is satisfactory.

Our three warehouses make it possible for any Merch-
ant in this district to obtain his requirements at the
minimum cost.

Are you using the advantages we offer? If not, do so
to-day by sending an order to our nearest warehouse.

PHONE FREE TO BUYERS

THE YOUNG COMPANY, Limited

WHOLESALE GROCERS AND IMPORTERS
NORTH BAY SUDBURY SAULT STE. MARIE

If any advertisement interests you, tear it out now and place with letters to be answered.
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Importance of the Christmas T rade

Buying End Must be Very Closely Watched—Selling for Gifts to be Sent Overseas—
Postal Regulations—The Surety of a Large Yuletide Trade

HE most important eonsideration

I before the grocer at the present

time 18 the coming Christmas sea-
son. Although it will be five weeks be-
fore the most active shopping season
starts, there are special reasons this
vear for making an especially early start
on the necessary preparations, for the
Sales Campaign.

In the first place, buying problems
present unusual difficulties this year. Ow-
ing, in some cases, to climatie eonditions
which have proven unfavorable, and, in
other lines, to eonditions created by the
war, supplies of Christmas lines will not
only be short, but deliveries will be de-
cidedly uncertain. Many of the most es-
sential Christmas lines come from coun-
tries on the Mediterranean—Greece and
Italy, for the most part—and, with na-
val warfare at its height and submarines
scouring all the reaches of the Mediter-
ranean, it is not hard to understand why
prices on raisins, currants, imported
grapes, ete., are going to be very high
and deliveries unsure. No grocer ecan
afford to take any chances with regard
to his Christmas stoeck. He should not
only place every possible order early,
but should wateh the situation closely
and resort to every means that will en-
able him to get his supplies in. The most
important feature of the Christmas cam-
paign, from the standpoint of the mer-
chant, is certain to be the buying end.

For Soldiers at Front

Another reason for an early start on
the Christmas campaign is the possibi-
lity of doing a big business in the way
of Christmas hampers and supplies for
soldiers at the front. All during the
past year the surreptitious departure of
troopships has gone forward until at the
present there are probably a quarter of
a million Canadian boys in England and
France. This means that an enormous
quantity of Christmas presents will be
sent overseas; and, as the soldiers erave
for delicacies above everything else, a
very large proportion of the Christmas
materia! sent will be in the nature of

hampers, food supplies, candies, ete. In
other words, this means a go!den oppor-
tunity for the grocer. It should be pos-
sible to do a very large business this
year in hampers and in supplies suit-
able for sending to the front.

In order to get a large share of this
business it will be necessary for each
merchant to start his eampaign for the
trade almost at once. The last week in
November is possibly the last date for
sending material overseas, and this

means that pecple will eomplete their

purchases along that line during the
coming month. The post oflice authori-
ties point out several things.

1st. For all soldiers in Frauce, Flan-
ders. and in camps in England, all par-
cels for Christmas should be at the At-
lantie seaboard by the first of the lasi
week in November; that is about the

A neat showing of lines salable during the
Christmas season.

27th. - The post office will not guarantee
any delivery of pareels to soldiers in
France, Flanders, or England, that are
not at the Atlantic seaboard by that
time. This means that you should en-
deavor to get your customers to des-
pateh their parcels from their home
town a full week before that.

2nd. So far as Salonica and Egypt
are concerned, the authorities will not
guarantee delivery to soldiers in either
of these places at all by any certain time.
They say they will do their best to get
over parcels and letters in time for
Christmas, if they are posted in Canada
in sufficient time. In ordinary peace
time, a letter or parcel for Salonica
would have to be mailed twenty-eight
days before the time of delivery at that
point. For Egypt the time would be
about five weeks. In these times, how-
ever, home parcels wouldn’t stand much
chance of reaching either Egypt or Sa-
lonica under an allowanee of two months
for the journey. Nevertheless, there is
a chance that mail will get through un-
der that time.

The merchant should be prepared to
supply this information to ecustomers.
He should also be prepared to advise
customers with reference to regulations
coverning the sending of pareels to sol-
diers.

The following are the rates for parecels
overseas -

To England: 1 pound, 12 cents; 2
pounds, 24 ¢ents; 3 pounds. 36 eents and
12 cents extra for each additional pound.

To France: 1 to 3 pounds, 24 eents:
3 to 7 pounds, 32 cents.

To Egypt and Saloniea: 1 pound, 32
cents; 2 pounds, 40 cents, and 3 pounds,
48 cents; 4 pounds, 74 cents; 5 pounds,
82 cents; 6 pounds, 90 cents; 7 pounds,
98 cents.

As to regulations for packing. the or-
dinary Parcel Post Regulations apply as
far as Great Britain and France are con-
cerned. Every merchant should, how-
ever, have a post office gwide in his
store, so that it would be possible to

\
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Displaying candies effectively for Christmas sales.

look up therein the information as to
rates, packing, ete.

A Brisk Trade.

With reference to the regular Christ-
mas frade, there is every assurance of a

very brisk husinces

and a profitable
Despite the war, despite the un: e tainty

that lurks in the man’s
mind, despite the aizh cost of living and
war taxes, despite everything, the faet
remains that there is more money in
circulation in the eountry at the present
time than for many years — perhaps
more than ever before in the history of
Canada. This is reflected in trade; and

hack of every

Making the provision department attractive for Christmas,

stores in all lines have heen particular-
ly busy. That the active buying which
has been so marked a feature of Cana-
dian econditions for the past six months
will continue with the usunal accelera-
tion during the Christmas season is a
surety. In faet, it seems safe to say
that people will buy more this Christ-
mas than they have ever been in the
custom of doing. There has been so
much suffering and uneasiness with re-
ference to the war that, as a natunal con-
sequence, any excuse for forgetting na-
tional and personal troubles and for
plunging into enjoyment of the lighter
side of life, is eagerly embraced. The
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same reason that makes all London flock
to the very lightest and frothiest of
musical reviews, will take people to the
stores for larger supplies than ever for
Christmas goods.

Grocers should therefore be planning
to take full advantage of this condi-
tion. Each merchant should be plan-
ning to secure for his store a lamger
share than ever of the Christmas frade.

In the succeeding pages will be fourld-
a number of articles giving useful sug-
zestions for launching the Christmas
campaign, in the matter of advertising
copy, window displays, and the hand-
ling of stocks. It would pay to read
these articles closely and to retain them
for reference during the rush of trade.

____ﬁ*._
AN UNUSUAL EXPERIENCE

[t’s a rather unusual thing for a re-
tailer to confess that the foundation ol
his success was a statement made to him
by a mail order man, but that is just m)
experience. [ was visiting my brother.
who lives in- New York, at one time, and
he had a friend in the mail order busi-
We were introduced, and, in the
course of the talk the man said this to
me: ‘‘A good storekeeper never need
fear the mail order houses or anyone
else if he will look alive, have the goods
and give real service.”' It struck me
pretty foreibly at the time, and it kept
coming back to my mind after I got
home. Well, to make a long story short,
[ set about improving the appearance of
my store, broadening and freshening up
our stock of merchandise, and makiny
inereased efforts to serve our eustomers
well. Just when the tide turned, and ex-
actly why, 1 can’t tell you to this day,
but I do know that we are fairly success-
ful, and the business is growing steadily.
We don’t bother our heads so much
about outside competition as we used
to.—The Inland Storekeeper.

ness,

-

An attractive arrangement in the J. P. Cairns store, Saskatoon.
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Wholesale Prices Reach High Marks

Some Records Have Been Made—War Conditions Have Brought About Entirely New
Set of Conditions and New Standards Have Been Established — Survey of
Wholesale Prices as Compared With 1914 and 1915
]

HE present year 1916 has made

some big records in the prices of

commodities of all kinds. The
year 1915 saw high levels in wholesale
prices but the year 1916 has eclipsed in
many lines the fond records of other
vears. Sugar and flour have been two
of the commodities that have been
watched most keenly during the year.
During that time flour has made a new
high level of $9.50 per barrel for Mani-
toba first patents, which is the record
price for a period of at least 20 years.
This takes men back to a period when
most of the men now engaged in the
milling business cannot remember to the
contrary. Sugar in May of this year
reached the highest point for any year
during the past seven years at any
rate. At that time the level reached
was $8.26 per 100 pounds. Canned
goods of various kinds have reached an
exceptionally high figzure during the year
Dried fruits of all kinds have gone to
very high figures. About the only
reasonably priced dry fruit to be had at
the present time is’figzs. These will be
the only 10¢ per pound line obtainable
this winter.

In potatoes there have béen high prices
during the summer and early fall due
to the seareity of the crop. It was a
poor growing season. Potatoes did not
et into the ground until late owing to
the long-continued cool and wet weather
in the spring. Then the long dry sum-
mer prevented them from maturing.
Just at the present time potatoes are
fairly reasonable in price as compared
with quotations last winter and spring.
While the farmers have been engaged in
digging, they have been prepared to take
a slightly lower figure than would be
demanded were the potatoes placed in
pit or in the cellar.

Apples in Ontario have been a poor
crop, not mueh over a half crop being
oathered. The apples that did pull
through were small in size for the most
part and inclined to be seabby. They
have mostly run to the third grade.
Prices for these have been fairly high
in consequence. During the previous
vear apples sold in Toronto from $1.50
to $2.50 per barrel. This year they are
quoted at $3.50 to $5 per barrel.

Provisions of all kinds have had al-
most a record year so far as high prices
2o. Live hogs at ome time reached
$12.85. There was a big demand for all
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Chart showing relative prices of grains and fodder, Manitoba wheat and West

ern oats in Canada during the years 1910-15.

corn, flaxseed, peas, rye.

cooked meats during the long-continued
hot weather and this kept the price of
this class of provision to a high level.
There has been an execeptionally heavy
demand for cheese for export and this
has governed the price of Canadian
cheese almost entirely. Cheese at the
bhoards sold as high as 22¢ per pound
in certain instances thrs fall. Butter
also has heen at a record high priee for
this time of the year. With the hot and
dry weather of summer time the pastures
were dried up early and this shut off
the food supply for the cows to a large
extent. There has been a good export
demand for butter along with cheese
and this has given a firmness to the mar-
ket. But even in the face of these con-

Items included are wheat, oats, ‘barley,

ditions business has been reported good
by the: wholesalers. There has been
plenty of money around and people did
not have scruples about paying the
high prices. There were low rumblings
from ecertain quarters where the poor
consumer had to bend his back a little
more under the load—and pay. With
many heads of households pursuing their
regular vocations there has been no ad-
vances in salary of recent times. Muni-
tion workers might benefit greatly by
the present prosperous industrial condi-
tion, but those who followed their
ordinary lines of endeavor often found
they had mueh heavier loads to earry
under war conditions.




Year 1915 Also Saw Rise

There was a gradual upward tendency
in the price of all wholesale articles dur-
ing last year. ‘‘The rise in prices in
1915 brought the general level of whole-
sale prices in Canada much above any
point previously indicated since 1890,’’
stated the sixth annual report on whole-
sale prices in Canada, issued by the De-
partment of Labor of Canada. The list
of articles taken into consideration in
compiling their report .numbered 272.
The department uses an index number to
indicate the rise in prices as ascertained
after a eomparison of the prices of these
various commodities, The normal price
of living is given as 100. ‘‘During the
vear 1915, wholesale prices were possibly
higher than at any time during the past
century,’’ stated the department report.
‘‘Prices, however, were very high at
times between 1850 and 1872, during
the Crimean War, the American Civil
War and the Franco-Prussian War. In
Canada the following index numbers
show the levels on certain dates since
1890:

1897
1900 ..
1907 ..
1908 ..
1911
1912

O Ui 12101 8

In January of 1915 the index number
was 138.9. In July of the same year
the prices had risen to 150.2, while in
December of last year they were 161.1.
For the entire year the average was
found to be 148.0. As stated by the
department of Labor this figure is prob-
ably the highest point in the last cent-
ury.

Other Countries Have Increased

(Canada is not alone in the advancing
prices. In England the index number
rose to 118.4 by December, 1915, as
compared with 964 in January of last
vear. In July, 1914, the index was 824,
in 1913 it was 85, in 1896 it was 61, 111
in 1873, 105 in 1864 and 1857, and 117
in 1825.

In the United States at the end of
1915 the index number stood at 137.6,
as compared with 124.1 in January of
last year, 124.5 in January of 1914, 724
in July 1897, 90.1 in 1890, 165.4 in 1870,
312.7 in September 1864, and 121.6 in
1860. ‘‘The rise in prices of staples,
and of food especially,’’ states the De-
partment of Labor report on commodity
prices, ‘‘was greatest where conditions
were most affected by war. In some
cases the usual supplies were unobtain-
able completely or in part. Again war
needs, of the demand from other coun-
tries where scarcity prevailed and prices
were high, raised price levels even
though in some cases exports might be
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Relative prices of animals and meats, cattle and hogs in Canada during the years
1910-15, when compared with the average prices of these commodities between the

years 1800-1899.

In animals and meats are included butcher cattle, dressed beef, veal,

hogs, bacon, hams, pork, lard, sheep, mutton, turkeys.

curtailed to some extent. Again in other
instances, as in Great Britain and Italy,
the cost of ocean freight inereased so
greatly as to add considerably to prices
of goods. Lower prices due to war con-

ditions, as in cotton, were generally soon
overcome as the demand for war ma-
terial extended directly and indirectly to
so many lines.

““In Canada many commodities were

I 1914

1915
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Chart showing the comparative rise in retail prices of foods of all kinds in
Canada, Australia, New Zealand, and the United States. Prices in July, 1914, are

taken as 100,
1915, when (hey were near 140,

It will be noted the high peak was reached In Australia, in August,
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affected by one or even all of these con-
ditions. In the first place many chemi-
cals and dyestuffs from Germany were
unobtainable. In the second there was
a great export demand for wheat, flour,
cheese, meat. In the third, prices of
all goods from England and many ofher
countries were affected by higher freight
rates.

‘‘“The results of the great rises were
considerable increases in the cost of liv-
ing, particularly in the expenditure on
foods. In clothing, house furnishings
and other articles stocks in the hands of
manufacturers and dealers were often
sufficient to prevent great rises for some
time, even for a year or more, but in
food increase were immediately felt. At
the beginning of 1915 staple foods were
substantially higher than before the war
though in many cases somewhat lower
than the high levels reached during the
few weeks of uncertainty and specula-
tion which followed its outbreak. The
cost of a budget of some thirty staple
foods in Canada rose from $742 in
July, 1914, to $8.13 in December, 1914.
But part of the inerease was due to the
difference in seasons as at the beginning
of 1914 the budget had cost $7.72, only
40c less than at the end of 1915,

Steady Increase in Living Cost

During the past eight years there has
been a steady increase in the living cost
of the average family. Most of these
commodities are handled by the grocer.
As an indication of this tendeney in
prices the average prices for staple foods
as found in sixty different ecities through-
out Canada show the following prices
from the year 1900. The prices here
given for the year 1916 are the prevail-
ing prices at the present time. Prices
prevailing at the present time might be
considered a fair indication of the ap-
proximate prices for the year, although
in many lines they are higher at the
present time:

-
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Relative prices of dairy products In Canada between vears 1910-15.

Commoditics

include butter, cheese, milk and eggs,

The prices for 1916, as stated, are
those prevailing at the present time and
were taken from ‘‘CANADIAN GRO-
CER’’ of the issue of October 13. They
are not the average prices for the whole
year. Some of the commodities reached
even higher figures than those here given
and the average when figured out will
in those instances be higher. Then too
it must be borne in mind that the prices
here given for the years other than 1916
are the average for sixty cities. The
cost of living is quite generally lower in
Eastern cities than in ‘Western cities.

Sugar Prices Very High

The prices of sugar during the past
vear have afforded most interesting
phenomena for the retail grocer. They
have been exceptionally high—much

1900
Beef, sirloin steak, 2 1bs,.. - 4 B
Beef, chuck roast, 2 lbs. .......... 19.6
Veal, reast, 1 1L, 10.0
Mutton roast, 1 SRS & o
Pork, roast, fre<h, 1 ib. Mg | .
Pork, salt, mess, 2 lbs, VRS o
Bacon, breakfast, 1 b. .. ......
Lazé, pure leaf, 2 1bs. .........
Eggs, fresh, 1 doz. S
Eggs, storage, 1 doz. ............... iy
Milk, € qts
Butter, dairy, 2
Butter, ereamery, 1
Cheese, new, 1 14
Bread, plain white, 15 !bs, .. ..
Flour, family, 10 Ibs.
Rolled oats, 5 Ibs
Rice, good medium, 2 hs. .........
Beans, hand-plcked, 2 Ihs, |
Apples, evaporated, 1 1b,
Prunes, medium, 1 Ib,
Sugar, granulated, 4 1bs. ..
Sugar, xellow, 2 lbs,
Tea, black, % 1h.
Potatoes. 2 pecks
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higher than in the previous year. In
December of last year the price of sugar
was $6.76 per hundred. From that time
there was a gradual rise in price until
May of this year when' it reached the
high point for the year at $8.26. This
figure was maintained until July 29
when it declined to $8.06. On Septem-
ber 7 a decline of 40c was registered
which made the price $746. A turn
in the market occurred when that point
was reached and within the past few
weeks inereases of 10c on October 4 and
October 11 have been recorded, making
the price at which sugar is selling at the
time of writing $7.66 per hundred. There
was a disappointing consumption of
sugar throughout the North Ameriean
continent during the berry season. With
a fairly good peach and grape crop the
consumption has been larger. The
Cuban erop of sugar this year has been
approximately 500,000 tons greater than
in 1915, the final outturn for the 1915-16
crop being given at 3,007,915 tons as
compared with 2,592,667 tons for the
preceding year.

World Crop Decreases

But in the face of this larzer produe-
tion of cane sugar in Cuba there has been
a reduction in the total amount of sucars
produced in the world from both beet
and cane sugar as compared with the
previous year. For the year 1915-16 it
is estimated by reliable sources that
the snear erop of the world will amount
to 16,575.270 tons. as compared with 18,
409.016 in 1914-15 and 18,740.212 in

1913-14. The heet sagar «¢rop in the
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United States this year is estimated to
be somewhere in the neighborhood of
133,499 tons greater than last year. In
Canada the beet sugar crop is estimated
in the neighborhood of 3,600 tons greater
than in' 1915. The beet sugar crop in
('anada has been constantly increasing
in recent years. In the year 1913-14
there were 11,675 tons produced. In
the following year, 1914-15, there were
13,979 tons, while this year it .is esti-
mated the yield will be 17,641 tons.

Europe Will Grow Less Beets

The beet sugar crop of Europe this
year will decrease by fully one-third,
according to reliable authorities. This
accounts for  difference in production of
approximately 2,397,162 tons in the
sugar production of the world. In 1913-
14 the amount of beet sugar produced in
Furope amounted to 8,179,013 tons.
Last year there were produced 7,583,215
tons, while this year the yield is estima-
ted at 5,186,053 tons. War has devas-
tated the beet fields of Europe and has
created a shortage of help to put the
necessary ecrops in and garner them.
Germany and Austria were big sources
of beet sugar prior to the war. The
price rose rapidly on the outbreak of
war as supplies from these countries
and from Belgium were kept off the
Iinglish market and the British govern-
ment was buying in all primary markets
of the world. Canadian refiners at
that time had considerable stocks of raw
sugar on hand and were able to ad-
vance the price of refined gradually. The
highest price in 1914 was reached in No-
vember when it sold at $7.16 per hun-
dred in Toronto. The price then de-
clined and in Jannary was down to $6.41.
In March of last year, in sympathy with
the raw sugar market an advance took
place to $6.91. From this point the
price eased off to $6.75 and in Oectober
of last year a reduction took place to
$6.16. The crops in the 1914-15 season
exceeded the estimates at the end of
1914. In December the price rose again
to $6.76. The average price of sugar dur-
ing 1915 was $6.63 as compared with
$5.12 in 1914 and $4.60 in 1913. Yellow
sugar averaged $6.23 for 1915 as com-
pared with $4.64 in 1914,

Record Year in Dried Fruits

The year 1916 bids fair to be a ree-
ord year so far as high prices in dried
fruits go. Prices had been raised econ-
siderably at the end of 1914 by the in-
fluence of war and market conditions in
the Mediterranean Sea and by the effect
on shipments, involving delay, higher
freight rates and higher insurance rates.
The large yields in California in 1914
had considerably offset this influence in
some lines. Other lines, however, were
considerably hizher. Evaporated ap-
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ples were cheap in 1914 on account of
the large yield in Canada, but advanced
later in 1915. As war conditions were
extended in the countries adjacent to
the Mediterranean Sea the markets were
affected more and prices advanced as
stocks from such countries became de-
pleted. In 1915, however, the crop in
California was fairly good and this
helped to keep down prices. Almost
every line of dried fruit will reach new
high level prices during the present
vear. Figs are about the only line that
will remain at reasonable levels. This
line will be about the only 10e. fruit
that will be sold this year. Apricots
are so high in price that they are not
interesting the Canadian buyers. Rais-
ins from California are expected to be
high in price, due to reports that rains
there have damaged the erop. Prunes
have been a fairly good crop and of ex-
ceptionally good quality, running mostly
to three large sizes. This has made the
smaller dearer in price. Dried
apples will also be high in price owing
to the comparatively small erop of ap-
ples in Canada.

sizes

Bad Year for Currants

The 1916 erop of eurrants in Greece
has had many enemies to fight against
this year and the yield has been serious-
ly affected by their operation. Both
the dreaded vine scourges, peronosporos
and oidium have attacked the plants,
and both the remedies used against
them in other years have failed the
farmers. Both sulphate of copper and
sulphur were greatly in need and al-
though provision had been made by pur-
chases of sulphate in the United States
and Italy, the difficulties in shipment
lield the supplies up in such a way that
the evil had already been done when
they reached Greece. What few quan-
tities of these chemicals were available
in Greece were bought up hy more pros-
perous growers at almost fabulous prices,
The poorer and more numerous of the
currant producers tried quack substi-
tutes for sulphate of copper and sulphur
with the result that the vines were
caused more harm than good. Another
thing unfavorable to the vine was the
extreme heat in June. This deprived
the growing grape of the atmospherie
conditions necessary to the natural de-
velopment of the berry. The yield this
yvear is estimated just over 100,000 tons
of currants, the smallest since 1900.
In 1915 the erop amounted to 125.800
tons, 145,000 tons in 1914 and 161,000
tons in 1913. Tn 1915 the prices ranced all
the way from 35 shillings to 42 shillings
per hundred in bags. This vear they are
quoted all the way from 60 shillings to
67 shillings. These prices will cause
the fruit to retail somewhere between
22¢. and 25¢. per pound in Canada.
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Nuts Will Be High in Price

There is every prospect of very high
prices for nuts of all kinds at this com-
ing Christmas season. In our issue of
October 13 we said: ‘‘Filbert prices
have been steadily advancing. At the
present time they are approximately 130
per cent. above normal. The erop in
Spain is not short. Heretofore quan-
tities of these nuts came from Turkey
and the Levant. This source of supply
18 now shut off, and the world must de-
pend for its supply on Spain. French
walnuts are advancing in price almost
daily. There is a shortage of labor in
France. Supplies have been sold out
for November and December. The
earliest that ean now be bought is for
February shipment. An advance of 5s.
was recorded last week. These walnuts
will cost laid down about 37e. per
pound. That will put the retail figure
somewhere around 50ec. This is the
condition at the present time.

Foreign Beans Now a Factor

Heretofore the condition of the bean
crop in Ontario has been of vital inter-
est to the grocer. Foreign beans, how-
ever, are coming to be more of a faector
in this market and will act as a steady-
ing influence on prices. In our issue of
October 6 we had this to say about the
bean situation:

‘*A condition that is new in the bean
situation this year is the importation of
larger quantities of foreign beans from
Manchuria and India. Dealers here
have anticipated a large demand this
year, and have tapped these sources of
supply for the first time. Several
large orders in carload lots have bheen
ordered, and will be in the market to
relieve the stress on the local bean erop.
Reports from ' the farming districts
state that the crop in Ontario will only
be fair this year, although threshing
has not vet started generally, and it is
a little early to state the exact condi-
tion. In some sections damage was re-
cently reported by frost. Michigan
beans are reported a fairly good crop
tkis year, but they will not be a factor
in fixing the Onfario bean price so much
as the Manchurian and Rangoon beans
that will be brought in. Even though
there is a poor crop in Ontario this
vear, the condition here will not he as
important a factor this year as it has
been in times past.

Prices of beans are fairly hich at the
present time, rangine in priee from
$3.50 for second and third grade beans
to $5 per bushel for choice hand-picked
beans. During the latter part of 1914
there develoned a big demand for beans
for army supplies. Grades formerly
obtainable from Austria were no longer

(Continued on page 102).
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Customer, Clerk and the Closing Hour

An Observant Assistant, and the Art of Having a Grocery Store’s Customers at One’s
Finger Ends—Sales Suggestion Value of Sufficient Sleep-—What to do when

T HAD been raining regu-
I lar ‘“eats and dogs’’ off

and on all morning.
There was a lull in business
around noon in the ecorner
grocery. The proprietor had
gone to lunch. Four or five
assistants were swiftly ar-
ranging some small orders
for afternoon delivery. One
customer came in as the head
clerk was considering a new
idea for a counter display.
Some influence in the wel-
coming shelter of the store,
and the faet that she had had
a busy morning herself, in-
duced the customer to sit
down for a moment on the
chair invitingly placed for
her convenience. She knew
the head clerk, and evidently
liked him to attend to her.
He knew her equally well,
and liked to serve her. Her
order was small. He did not measure

out his courteous willingness according

to the scale of customers’ orders. Ob-
servantly noting that the lady was in a
mood to weleome with relief the refresh-
ing rest of the inviting seat by the
counter, the assistant occupied the mo-
ments taken in serving her with a litlte
more than absolutely necessary conver-
sation. Occasionally in business that
kindlier, more personal, more intimate
touch of econversation comes in cheer-
fully and is welcome to the customer.
and profitable to the store.

While serving his customer, the assist-
ant talked of service to eustomers. While
his eustomer was resting, the assistant
talked of rested and refreshed store
clerks. He talked of his business, that
is he talked ‘shop,’” but he intersted his
customer exceedingly also.

She had expressed a passing interest
in the effeet of the Thanksgiving Holi-
day.

““Can youn get started again as com-
fortably after a holdiay as if the week
had gone on steadily as usual?’’ she

asked.

‘‘That depends on the sort of holiday
it’s been,’”’ said the
assistant. ‘‘Some men
can. They’ve had a
sensible holiday, gone
to bed reasonably early

a Customer ‘“Whines.”’

routine. Some fellows can’t.
They’ve had a wild time,
hardly gone to bed at all per-
haps, and they get back to
work all groggy, regular
drum-heads. 1 don’t hold
with that kind of a drumhead
to serve a customer, but I
do think that where a store
has a regular reasonably
early closing system in foree,
and a day off in rotation for
the help, the proprietor reaps
the benefit. The customers
et the benefit of better ser-
vice, and the owner of the
store gets the benefit of the
better business that that
brings.’’

“*Of eourse if the men are
going to drink on their off
days they're going to be no
zood anyway, holiday or no
holiday,’’ remarked the cus-
tomer, ‘‘and I shouldn’t care

to be served by a ‘drumhead’ as you call
him,'’ she added.

““You'd finish your shopping as quick-
ly as you could, and do as little buying
as possible,”’ said the assistant. ¢‘I
know for I've studied the effect on a cus-
tomer of that kind of man the morning
after the night before. I’ve seen him
turn away business, and choke off fur-
ther orders just beecause his irritable
mood wouldn’t let him take the patience
to encourage a customer ready and will-
ing to buy.

‘“‘But a half rested assistant, even if
e doesn’t take a drop of liquor is some-
times just as little able to make the most
of business opportunities for the store he
works in. It’s awfully easy to destroy
chances of giving more store serviee to
a customer by just slamming down the
zoods she asks for in front of her and
leaving it at that. All right if the eus-
tomer is in a hurry, but lots of ladies
don’t come shopping in a hurry. It's
part of the pleasure of their day to do a
bit of shopping, even if it's only buying
the plain ordinary necessities of the
household.”’

The customer at the counter nodded.
““That’s what my husband says,”’
remarked, ‘‘and sometimes
true.’’

she
it's quite

““Sure! and sometimes it’s not quite

true, especially if the store service
doesn’t try to make shopping pleasant
for you.”” It’s a real pleasure to a good
housekeeper to get a new line of goods
that she’s going to find useful, and that
her folks will like. It’s a household
triumph for her, but if she’s being served
by a worn out jaded assistant chaneces
are he’ll not take trouble to show her a
new line so she’ll want to try it. The
boss may go to work and hire a speeial
demonstrator if he likes, but believe me
a good live clerk interested in his work,
and with the feeling that the boss is in-
terested in him is going to sell more
zoods in a few days at less bother and
expense than a demonstrator will, and
what’s more the elerk will sell a whole
lot of lines while the demonstrator is
stieking just to one line.’’

““I'm not keen on being eaught by a
demonstrator,”” said the customer.
‘‘Lot’s of women like to try what they
don’t want to buy.’’

““1’ve seen that, and I've seen the
other sort of salesman too, I've studied
this end of the business for a dozen
vears, and I'm interested in my own
work, and in seeing how the fellow next
me makes good. You know it dsn’t
every clerk that ean serve every custo-
mer. Some of us in this store ecan serve
some customers better than others. I
know I can serve some ladies and get a
good order, and other eustomers I don’t
sueceed so well with. But the next man
can do better with the customer I don’'t
do so well with. T try however, to study
my customers so as to serve them the
way they like. T like to have the store’s
customers at my fingers’ ends as it
W t'l‘l‘.”

The elerk instinetively held out his
hand and glanced at the fingers, clean,
strong-looking digits they were, and effi-
cient looking.

“*1 ean generally tell when the custo-
mer is coming in at the door, whether
she is going to give an order or whether
she has come in to ‘whine’ as I eall it.
And if vour know how to treat a customer
vou can turn even a mood of eomplaint
into a mood to give a good order. It all
comes of knowing your customers, and
having them and their little ways at
vour fingers’ ends.
There’s some custo-
mers who like the boss
to serve them himself,
and won’t do business
with a clerk except

after a day’s recrea-
tion, a change from

——

they have to. Some-
(Continued on p. 81.)
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Balancing Books at End of Each Day

Simple Method in Use by F. Millman, of Woodstock, Ensures Accurate Handling of Sales
Slips, Money Paid Out, Bank Deposits, Etc.—Record of Each Clerk’s Sales
—Keeping Up With Balances on Monthly or Quarterly Acecount.

OODSTOCK, Ont.—THE CAN-
W ADIAN GROCER shook hands

with Mr. Millman, and did not
find him worrying over meeting the next
wholesaler’s draft that would be due.

““No,”” he replied, in answer to C.
(+.'s question; ‘‘I don’t keep any re-
cord of when my accounts fall due. I
0.K. them and the bank does the rest.’’

Years of prosperity have made it un-
necessary for this Woodstock merchant
to bother over this detail in bookkeep-
ing that becomes a very necessary obli-
gation on many other merchants if they
would keep their credit strong with the
men who supply them with the goods
that pass daily over their counters.

We passed on to the bookkeeper. In
this store every purchase is marked on
a sales slip and the money sent to the
office on ecarriers.

She had one, Mrs. Arthur Sullivan, 1
Ib. tea, 40c; 1 dozen bananas, 20e¢; 1
tin salmon, 25¢,—85¢ the total.

Every Sales Slip Stamped

Cash was with it, so she picked up a
rubber stamp and marked it thus:—

PAID
Sept. 18, 1916.
F. MILLMAN

Woodstock.

Then she put the slip on a file re-
served for clerk No. 3.

Another sales slip came over the wire
for a Mrs. Edward Rawlins; no money
this time. It was a ‘‘charge’’ transac-
tion. In a lull she opened her loose-
leaf ledger, looked up Mrs. Rawlins’
page and entered the items on the ae-
count as it stood. Under it lay a sheet
of carbon paper and the new entries
were reproduced at the same time on a
duplicate aecount, for the store itself,
and everything in Mrs. Rawlin’s aec-
count was up to date.

This done she picked up another rub-
ber stamp and marked the sales slip
thus:—

ENTERED
Sept. 18, 1916.

F. MILLMAN.

Lastly, it was placed on a file reserv-
ed for clerk No. 3.

B.e_cording Each.Sales Slip

Now, what further use is made of
these slips? Some stores prefer to have
a separate file for ‘‘charge’’ and an-
other for ‘‘eash’’ sales, without caring
what elerk it was. They add up all the
‘‘charge’’ and all the ‘‘paid’’ slips and
then divide them again among the sev-
eral elerks, 1, 2, 3, 4, ete., or A, B, C,
D, ete., and then total up each indivi-
dual’s sales. Others prefer to carry out
both transactions on the cash register,
getting the totals automatieally at the
close of the day.

In the Woodstock store each clerk has
a separate file and each sales slip is en-
tered on a record for each elerk; for in-
stance, in the case of elerk No. 2, he
would begin his day of Sept. 18, say,
with echeek or slip No. 13, and have used
up No. 24 by the end of the day. The
amount opposite each is entered on a
page for this purpose, so as to make
sure that every slip was turned in to
the office. So with elerk No. 3, No. 4.
and so on. Perhaps elerk No. 4 began
his day with sales slip No. 64, going
on for 13, to No. 76. The ‘‘cash’’ and
‘“charge,’’ or ‘‘entered’’ amounts would
be marked down in adjoining columns.
This work is done from time to time
during the days, so that at six o’clock,
perhaps only half a dozen are on hand
to enter up to ecomplete the day’s totals.
See Form No. 1.

Then, in the opposite, or the same
page, a summary is made, as shown, giv-
ing the total sales for each eclerk, in
““Paid’’ and ‘‘Entered’’ columns. Un-
derneath, in red ink, would oppear the
corresponding total for the same day of
last vear, for purposes of comparison.
See Form No. 2,

Where a cnstomer comes in to pay ar
account, this is entered on a sales slip,
for record, as well as receipted on her
account, and the totaling of these slips
gives the office at the end of the day a
figure for paid on acecount, say, $284.49.

Petty Cash Payments

A record is kept of what some call
‘‘petty cash payments,’”’ that is,
amounts paid out from the till during
the day, such as to farmers for eggs,
butter, apples, ete.; and for freight, ex-
press and other items. These are re-
corded—for balancing purposes—on
what might be called a ‘‘Paid-out-from-
Till’’ slip, as follows:—

Butter.
Eggs.
Freight.
Butter.
Express.
Eggs.

At the end of the day this figures in
the balancing.

Balancing Up at End of Day

This cash balance is made up of what
may be called, A—Theoretical items; B
—Actual ecash.

Under ‘“A’’ is an item, ““In till,”’
meaning what you have to start with in
the morning. Then there is the total of
the cash sales slips, and a third item,
amount paid on account, $28449. We
will say the whole equals $600.23.

The Actual Results

Now, for actual results, There is the
amount on hand in bills and cheques,
say $177.22. Then there is the ‘‘loose
change,”’ tabulated under the heading,
Silver, say, $61.30; there is the amount
Paid Out from the till during the day,
say $18.01, and a fourth, deposited in
bank, $343.50.

The total of the three amounts in
‘A’ should balance with the total of
the four in ‘‘B’'—a very satisfactory

Paid on account
In till (in morning)
Cash sales

(According to slips)

Balancing Up Cash at End of Day

FORM NO. 3

B

Cash on hand, cheques, bills
Deposit made in bank
Silver in till (end of day)
Paid out (from till)

Total (actual cash)
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’ending{for the day—to - the- proprietor,
.a8 well as the bookkeeper.

Very Little Time Required at End

Nor need it be taken for granted that
this summary requires a lot of time after
the close of the selling. It needs only a
few minutes, as nearly every item is
ready right after the last slip comes
into the office. Some merchants have
the cashier run it over the first thing
next morning instead of the same day.

Quarterly or Monthly Accounts

Another ‘‘form’’ is shown here, the
quarterly aceount. This shows the in-
dividual items that were entered on each
sales slip from July 2 to Sept.. 30, mak-
ing a total of $175.84. In case the pre-
vious quarter’s account has not been
paid, or there is a balance still owing,
this is entered at the bottom of the ae-
count, as shown in the reproduetion,
say, ‘‘To aceount rendered, June 30,
$86.73,”" and this added to the total for
the quarter ending Sept. 30.

Where, as in the case of most busi-
nesses, aecounts are rendered monthly,
the balance due on the preceding
month’s statement would be added.

If no notice is taken of this bill, and
it is allowed to run on another quarter,
there would be added to the detailed
statement ending with Dee. 31, an item,
““Sept. 30, To Account Rendered.
$262.57,”" and this would appear on the
carbon eopy as well, giving a complete
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récord for the merehant of each account
to date."

FORM NO. 4
Keeping an account up-to-date.

Mrs. James Milner,
40 Woodlawn Ave.,

In a/c with F. Millman

July 2—1 1b. tea 40c., 1 doz
ban. 20e¢., 1 tin sal-

AU B L s

i o T S e e ;

Seph. @0—, .o s i 1.68
petal il $175.84

Sept. 30—To account ren-

derd June 30..... 86.73

—
CUSTOMER CLERK AND
CLOSING HOUR
(Continued from page 79.)
times a clever clerk ean turn that kind
of customer right round the other way,
and save the bhoss’s time. But as I've

1HE

81

said a‘tired elerk can’t do anything’ but
just dump out: the goods he’s asked for,
and maybe make a mistake and lose -
business even at that. That’s why I'm
s0 keen on seeing an early closing day
once a week for grocery stores, or a plan
to give the clerks a day off in rotation.
I figure the boss would be better off as a
result of it. I'm sure the clerks would
give him better service, and you know a
boss never gets just what he pays for
from a clerk. He either gets dull routine
service which isn’t what he really wants,
or he gets service with goodwill that
gives far more value than wages can
buy. That sort of service ecomes from
keen well refreshed clerks.’’ A

The rain shower had blown over. The
customer had seeured her order, a small
one but ecarefully served, and neatly
wrapped. She was going out of the
store smiling.

“*How do you handle a eustomer who
‘whines’?’’ asked CANADIAN GROCER
who had happened along just as the con-
versation had begun.

““This store always tries to get the
customer round to satisfaction again, re-
placing the goods or returning the
money,’’ said the assistant. ‘‘Some
stores do differently.”’

That some stores do entirely the op-
posite CANADIAN GROCER discovered
when interviewing a leading grocer in
quite another part of the same eity.

FORM NO. 1

Daily Record of Sales,

Sept. 18
(Clerk No. 1

.\'Iip No.

Individual Checks

Clerk No. 2
(fa<h. Entd. Slip No.

Cash. Entd. 20
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Clerk No,

| ]‘ Total

(In red ink)

LRI b Oct. 17, 1915

FORM NO. 2

Similar records are made for monthly sales, and those for a year.

Daily Record of Sales—Summary

Sept. 1 8

1

Entered

1
N
|

1| $34.67
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$110.95

$111.40
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THE ANNUAL FALL NUMBER

HE issue herewith presented is the result of sev-

eral months of very earnest effort on the part of
the editorial stafi of the CANADIAN GROCER. The
purpose held before u= in gathering the material that
goes into the making of this large number was to
present the very most practical suggestions that could
be secured. The material was secured on trips paid
to successful merchants in various parts of the coun-
try. Idle speculation, theorizing, and the form of
preaching so often found in articles addressed to busi-
ness men, have been carefully eliminated to make
room for Ideas.

The annual fall numbers of CANADIAN (GFROCER
have been a regular feature now for some years and
each year it has been possible to climb a few rungs
further up on the ladder of Editorial Service. . This
is due to the fact that with each succeeding vear our
facilities for securing the best material are improv-
ing. Each year also the ideal of the editorial staff is
raised higher.

The editors feel that they can very conscientiously
recommend this number to the earnest attention of
all readers. Special attention should be paid to the
articles which contain selling suggestions that have
proven successful and also to the window display,
card-writing and advertising suggestions. There are,
in addition, several articles which give special in-
formation with reference to buying and prices; and
again some which give practical pointers on certain

lines.

W ITH a national campaign under way to pro-
mote thrift, with the heads of the nation

literally beseeching the people to save, with serious

discussions in the press on ways and means of in-

THE BUSINESS OUTLOOK

creasing production and wealth, an outsider might
well imagine Canada to be in the grip of a financial
crisis, :

And, on the contrary, the people of Canada have
more money now than since the years when the boom
reached its height: some classes have more to spend
than ever in history. Business is good; factories are
working as full as shortages of help and raw material
allow; money is easy and collections good. Why
then are our leaders in Government and industry
uniting in an urgent chorus of “Work! Save! Lay
‘, " !7’

In the first place, the thirft campaign aims at
driving into people’s heads a more serious realization
of war conditions. The war is going to be won by
preponderance of resources—preponderance of men,
munitions and money. Every dollar saved by the
Canadian mechanic will help in winning the war.
Every article turned out in Canadian factories is so
much added to our production of wealth. One promi-
nent Canadian—so prominent, in fact, that his name
cannot be quoted—would like to see every man who
cannot go to the front, working evenings and holi-
days at some form of industrial labor—helping to
produce more wealth. He would hale the business
man from his desk, the merchant from his store—
after hours, mind you—put them into overalls and
turn them for several extra hours into industrial-pro-

" ducing units,

And the second reason for the Thrift Propaganda,
is the feeling that after the war Canada will face a
period of serious strain. It is idle to endeavor to pre-
dict what will happen after peace is declared, but it is
more than foolhardy to refuse to recognize that there
is at the least a very grave danger that conditions
for a time will be very bad. If the bark of business
weathers the storm and comes through it with colors
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flying and rigging intact, it will be because adequate
preparations were made. The more we can save now,
the easier it will be to ride out the gale.

Evidence of a sober undertone to national senti-
ment is seen in the growing totals of bank deposits.
Figures show that among business men and house-
holders there is an earnest determination to reduce
mortgage indebtedness. Paper is being redeemed
satisfactorily and back taxes are being paid up. Al-
together Canada is setting her house in order and
using the increased earnings of the present “flush”
days to square off the deficits of boom time indiscre-
tions. If the present prosperous condition continues
—and there is the surety of continuance for some
time no matter what happens across the water—the
financial situation generally will be gradually placed
on a remarkably sound basis. From wholesalers and
manufacturers come statements of the liquidation of
accounts that have long been slow and heavy. The
West is squaring off its indebtedness with vigor and
resiliency. The ship-building boom on the Pacific
Coast is helping to lift the gloom that settled down so
thick on British Columbia when the war broke out.

RECORDS IN HIGH PRICES
LTHOUGH the,averages for the various com-
modities cannot yet be obtained for the year

1916 there is every indication that the present year
will constitute one of new high records. The year
1915 saw prices average higher than for a number of
years previous. Grocery articles have steadily climb-
ed upward in the majority of instances during the
vear. There have been some fluctuations, as in the
case of sugar. But the tendency has been quite gen-
erally upward. Flour is high at the presnt time and
gives indications of reaching record levels. Provi-
sions of all kinds eclipse the prices of last year. Dried
fruits have never been at such high levels,

The cost of living has been steadily upward dur-
ing the year. Most grocers have been reminded of
this fact many times from the “‘kicks” they have had
to meet and the high prices they have had to explain
away. They are between two millstones: the whole-
saler on one side and the consumer on the other.

There has been some gratification to the grocer
during the year in that there is plenty of money in
the country and accounts have been paid quite gen-
erally. Conditions as they have existed during the
year in comparison with years immediately preced-
ing make interesting reading. Grocers will be inter-
ested in the article elsewhere dealing with compara-
tive commodity prices.

MAINTAIN TEA QUALITY
W ITH the development of the prohibition move-
ment in Canada there is bound to be greater
consumption of tea. Whether the retail dealer will
get his share of this extra business will depend upon
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the methods employed in the buying and selling of
his tea.

As every grocer knows there is a large amount of
tea business going to the tea pedlar. This may not
be true in every district, but is true in a great many.
As the pedlar develops his house to house business,
the grocer loses. What then must the retailer do, not
only to retain his present trade, but to increase it,
now that the opportunity has come in the prohibition
movement?

There is just one fundamental principle to bear
in mind in the buying and selling of tea. If the
quality and flavor of the tea the retailer sells over his
counter varies from week to week, or month to month,
he has a poor chance of satisfying customers. The
head of a household, who once buys a tea which satis-
fies her, wants to be in a position to purchase that
same quality and same flavor at her grocery store
whenever in need of it. If she is not able to do this,
she naturally is open to discuss the tea question with
every pedlar who comes to the door. Of course
women do not buy the same tea always, but when
they do change, and become satisfied with another
blend and flavor they want to be able to purchase
that blend and flavor as long as they desire.

Therein lies the whole secret of the retailer de-
veloping his tea business. Let him buy tea that he
can duplicate at any time. Then if he finds that it
satisfies the majority of his customers, he is in a posi-
tion to retain their trade and develop trade with
others.

EDITORIAL BRIEFS
JUST 59 days to Christmas. Make them all busy

ones,
* * *

CHRISTMAS trade. this year promises to break all
records.

* * B
PAPER has seen the most spectacular jumps in
price of all commodities.

* * *
HERE we are again—the annual fall number—
Bigger and Better than ever.

* * -
OH, WELL, if food keeps going up, people will
simply have to get along with fewer autos.

* * *
WHY not expunge the word salesmanship and put
in its place the more comprehensive word Service.

% - *
THE Wall Street Journal suggests that the scarcity
of milk be used as an excuse for an advance in the
price of cocoanuts,

* * *
NOW that the saloons are being closed throughout
most provinces, the only kind of “tanks” we’ll have
will be those at the front.
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Plans for the Winter Campaign

ETAILING now enters upon a new
R phase. Preserving and pickling season
has gone, the last dollar’s worth of
summer business has been done and now the
grocer enters briskly upon what is decidedly
one of the busiest seasons of the year—the
cold weather merchandising pemod. Colder
weather ushers in heavier baking and, for
that matter, heavier eating; so that the
housewife needs supplies in larger quantities.
A big item in the cold' weather ecampaign
is always canned goods. With the supply of
fresh vegetables dwindling down to the hardy
carrot, the constant cabbage and the tangy
turnip, the housewife turns to canned goods.
This applies not only to eanned vegetables,
but to all goods that come in eans, even to
pork and beans. The latter eommodity, by
the way, is a real early-winter leader. Noth-
ing makes a better supper dish on a snappy
cold evening than a smoking platter of the
combination that made Boston famous. Fur-
thermore, no dish can be prepared at less
trouble. So here’s a suggestion—a pork and
beans window.

Owing to the very serious shortages in the
vegetable crops this year, the prospect is all
for higher prices in eanned goods. This will
not interfere with the demand, however. It,
in faet, will probably have a stimulating
effeet. The publie puts a higher value on a
high-priced food. There's a more unappeas-
able hankering in the average person’s mind
for the lordly porterhouse than there was
when 1t could be bought for 16 cents a pound;

and it will be the same with the canned variety of food.

The extra baking done leads also to a brisk demand
for lard, shortening, baking powder, flour and so on all
the way along the line. Starting with the present this is
a good time to bring to the fore all the specialties and
materials to assist the housewife in her cooking.

Also the cold weather season means a heavy demand
for fruits of all sorts. With the cutting off of domestic
fruits, the demand for oranges, bananas, pineapples, grape-
fruit, imported grapes grows accordingly. On top of this
comes a rapidly developing demand for dried fruits—
peaches, apricots, prunes, ete. In this conneetion it might
be noted that the real importance of the fruit department
is not always fully appreciated by the grocer. He does not
study the fruit question as eclosely as he might. The
grocer who keeps a good stock of fruit—eclean, inviting,
luseious looking stock—finds it one of the strongest mag-
nets in drawing trade. It enables him to build up a repu-
tation for quality more readily perhaps than any other
single line. But how many grocers know enough of fruit
problems to keep their stocks in this inviting order? In
recognition of the importance of fruit, CANADIAN
GROCER is arranging a series of articles which will give
the line of information about fruit that the retailer
requires.
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Cold weather means a decided pick-up in the demand
for tea, coffee, cocoa, meat extracts, etec. The need for
warmth brings a demand for drinks. The disappearance
of summer’s .green stuffs causes a stronger reversion in
favor of pickles, meat sauces, catsups, ete. In warm wea-
ther the dessert problem very ofton simmers down to ice
cream or some light confection. In winter, however, the

‘‘Men folks’’ in the household look for more sustaining
nourishment and the dessert problem becomes a real one
in the mind of the housewife. Hence a demand for jelly
powders, gelatines, ete., which enable her to create a
variety in the procession of pies and puddings.

And finally it must be borne in mind that the Christ-
mas trade is looming up and that the demand has already
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started for spices, nuts, currants, raisins, peel, cranberries,
fancy biseuits—all these items mean the approach of
Yuletide. It should be remembered that the season imme-
diately preceding Christmas is the biggest buying season
of the year and that NOW is the time to get started on
the campaign to bring a bigger share of this buying orgy
YOUR way.

The following articles deal largely with the problems
of cold weather merchandising, dealing for the most part
with individual lines. They ean be read with interest as
they are based in every instance on aetual occurrences in
successful stores. It has been the aim of the editors in
seleeting this material to diseard theory and get down to
the bed rock of facts and praetieal suggestion.

Handling Fruit During the Winter

Practical Hints on Methods of Keeping Fruit During Cold Weather — Points to be
Borne in Mind in Buying and Handling Fruit—The Various Grades

ROM the standpoint of gross pro-

F fite, there is no line handled by

the groeery trade that will show

the same satisfactory margin as that
technically known as green fruit.

This would seem on the face of it a
very rosy state of affairs, but it is a la-
mentable faet that in, many instances
this gross profit never advances far
enough to become a net profit, and often
dissipates itself in the unhallowed pre-
cinets of the garbage tin.

There i8 no line that gives so fair a
profit under judicious handling, and
none that reacts so quickly under un-
wise buying and handling.  Unfortun-
ately probably in no other line is there
such haphazard buying as in fruit. There
are outstanding examples to the con-
trary, and these men are usually wont to
lay special emphasis on the fruit line, for
the very reason that they know it well
enough to expect an assured return. Bu!
how many merchants buy fruit well?
You buy ecanned goods, dried fruits, and
the hundred and one lines of the gro-
cer’s repermtoire under established
brands. These very brands being a pro-
teotion, a new line you look at askanee.
Yet, when a grocer buys oranges, he

of **Green Fruit.”’

buys them as oranges, nothing more,
Yet oranges are grown in almost every
part of the tropiecal and sub-tropical
world, and each has it own charaecteris-
tic, more or less distinetly marked—nor
is that all. Take California, our great-
est orange-producing district. Oranges
come from over a stretch of six hundred
miles north and south, one end close to
the fropies, the other elimbing up into
the more temperate mountain country of
Northern (California. It stands to reason
that there should be differences in qual-
ity and kind in a country of sueh di-
versified nature.  Yet we group them
all together as oranges. There are cer-
tain established brands or packs of
oranges coming from the better produe-
ing section of this immense orange coun-
try, that are as much a guarantee of
satisfaction as the most hard and fast
written guarantee could possibly be. It
would be impossible to name them all.
They are on all markets and any grocer
can find them for himself,

What is the difference between a good
orange and a bad? Anvene ean tell from
the inside, but the trick is to find out
from the outside. The simplest test of
quality in either oranges or grape fruit

is the matter of weight. Try weighing
a few of the cases of oranges that are
.delivered at your store by the whole-
saler. A case of oranges weighing 90-95
pounds will stand head and shoulders
above one that weighs only 70-80 pounds.
It is juice that makes the orange what
it is. When a customer buys oranges
he don’t want to buy pulp and skin—
and juice is the factor that determines
the weight.

Many people judge oranges by their
color, but this has only a minor influence
on their quality. Even a green tinge in
an orange need not mean that it is not
ripe. Unlike other fruit, oranges left on
the tree too long will go through all the
process of eoloring up, to their natural
golden color, and then shade over again
into green. Yet this orange with a green
tinge may be thoroughly ripened and full
flavored. No, color is not a test, but skin
texture is. A smooth, delicate skin with
a silky feeling to the touch, with the
markings of the outer skin not too sharp-
ly defined, is a pretty sure eriterion of
quality, while a heavy rough outside tex-
ture is an almost certain indieation of a
thick skinned pulpy orangt
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To many people the California navel
orange represents the whole orange field:
Certainly its popularity has not been
greatly effected by any of its later rivals.
In appearance and convenience it stands
supreme. Yet there are experienced
fruit men who claim that California
fruit growers have paid too dearly for
the perfeetion of shape and color and
the great quality of seedlessness. They
contend that its intensive eultivation has
robbed it of a certain tang and flavor
that is present in the less extensively
cultivated varieties.

The greatest rival of the California
orange hails from Florida. Rougher in
exterior, a little darker orange in hue, a
little less reliable as a keeper, the
Florida orange is championed by many
and by all Floridans—as the best flavor-
ed orange on any market.

Like California, there is good and had
orange land in Florida, and it is all
growing oranges; hence it is wise to be
particular where your oranges come
from. Along the Indian River—which
is in reality a little strip of enclosed sea
running almost the full lenath of the
Eastern Florida coast—are some of the
best orange groves, and on the other
coast, the Lake Thonotosassa, Arecadia,
Winter Haven, and ecleéar water sections,
to mention a few, all produce fruit of a
superior ¢rade. The buyer may not
know what section of Florda grows

zood oranges, but the packer does. If

he is packing in a good section, he will
feature it on his package.

As a rule navel orangzes will range
highest in price, Floridas a trifle less,
while Jamaicas ean usual!ly be hought ai
a considerably lower figure. The Jamaicea
is the poor relation of the oranze field.
Its lemon .yvellow, often somewhat
soiled skin, looks very shabby even be-
sides its Florida relation. In its early
season it 1s often sour, almost bitter, but
in the height of its season it need take
its hat off to no one. Around November
vou may buy Jamaica orances often at
a ridiculously low price, that are th:
equal of anything grown
and flavor,

in. juiciness

Around the holiday season there are
importations of Valencia oranges from
Spain in 420 and 714 oranges to the hox.

Judging Grapefruit

In judging grapefruit, the weight test
is also the best means of judging quality.
The texture of the skin here, too, is a
good test. Appearance is not always a
safe guide, though appearance of grape-
fruit is one of the prime selling factors.
Florida and Cuban grapefruit is washed,
brushed and dried in the sorting ma-
chines. This brightens it up wonderfully
and gives it an advantage over the
Cuban and Porto Riean produect that,
owing to its long trip through tropieal
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weather, cannot stand the subjection to
this rather strenuous treatment.

California  grapefruit, despite its
fancy appearance, is mainly of inferior
quality. It is pretty generally admitted
that Florida grapefruit sunpasses others
in quality; it is at its best in the 64, 54,
and 46 sizes, whereas the Jamaican is at
its best in 80-64 sizes, and shows a ten-
deney in its larger sizes to roughen and
coarsen. This is merely a reversion to
its original type: a large heavy, pulpy
fruit, oddly shaped and practically
valueless, that is known as shaddock.

The California lemon is another ex-
ample of a fair exterior, not necessarily
hiding the deepest character.

They are unquestionably the finest
lemons, both in general appearance and
pack, offered on any market. They are
a comparatively new development in the
Bastern trade. It is only in the last few
vears that any effort has been made to
force them farther East than the Missis-
sippi Valley. Despite its late arrival,
however, it has come to stay. [ts almost
seedless character assures that. Against
this, it may be said that it has not the
keeping quality nor the high acidity of
the Messina or Palermo lemon. As a
garnishing it stands high, but for gen-
eral cooking purposes it is far behind
its less favored brother of the Ttalian
hills.

And the Banana

The banana has been known as the
poor man's fruit. It is probably the most
universally used of any fruit. What is
known as the Port Limon is the aristo-
crat of the banana world; it comes from
Central America. Standing ten hands
or higher, the height of a good-sized
man, bright in color, with large heavy
regular-shaped fruoit; it brings a pre-
mium in any market, and is worth it.
The Jamaica and Santa Morto bhananas
come next in favor. They usually grade
about nine hands for the best. With the
Santa  Morta especially the bunches
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hardly convey the amount of fruit a
casual glance would suggest. The hands
are distributed more loosely along the
stalk, the long thin nature of the fruit
itself concealing this fact.

To Avoid Winter Losses

*80 much for faw words about the fruit

itself. With the winter months drawing
near—the danger period for all fruit—
there are a few precautionary measures
that might be suggested. Take bananas,
for instance. One of the commonest
causes of loss in winter is frost, and
there is no invalid more susceptible to
chill than the banana. It arrives green
at the warehouses of the wholesaler and
there is put under forced heat. As a rule
it is earefully handled from there; but
when it arrives at the store it is usunally
hung in the window or nearby. Often
the door opens almost beside it. Before
the merchant knows it, that attractive
buneh of bananas may be black as his
boots, a total loss, the result of careless
handling. Even a cold store at night
may destroy perfeectly good fruit; yet a
moment spent in wrapping something
about the bunch before closing for the
night would assure proteetion.

Bananas are the most sensitive of
these fruits to ecold, but oranges and
grapefruit require care also. A eold
store will not injure them. There is one
mistake, however, that is often notice-
able—an attractive window dressing of
fruit outlined in oranges or grapefruit.
Probably itwo or three dozen of these
will be direetly touching the glass of the
window. As sure as there is a heavy
frost these oranges when they toueh the
glass will be frozem.  They may not
show the marks, or they may have
smooth patches on the skin pitted with
small marks like pin pricks. They may
look all right, but they will be bitter to
the taste, for frost drives the protective
oils of the skin into the fruit proper
and spoils it for any useful purpose.

Then there is the common praetice of
removing the wrappers from packel
fruit. The frait looks better unwrapped,
it is true, but it must be handled when
so treated much more rapidly. The tis-
sue wrapper is not only to protect the
fruit in packing, but to shield it from
the air, that works more or less swift
destruetion to all picked fruit. The air
will dry the oil out of the skin, leavinz
it dry and hard and unsaleable. From
the standpoint of profit, then, the grocer
who handles fruit should handle it with
an intelligent understanding. It is an
interesting subjeet, and will repay the
interest you take in it in dollars and
cents, and rightly handled should show
a net profit of 25 per cent. on your in
vestment. Can you think of any other
line of naturally quick selling goods that
will give you such a handsome returu
for a little interest?
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Retail Grocery Salesmanship by ’Phone

The Projection of Personality and Store Serviee from Counter to Customer’s Residence
in Fair Weather or Foul by Telephone Brings Bigger Business to the
Corner Grocery in Residential Distriets.

TEADILY superseding the older
S system of sending a boy round to

take orders for the day, the tele-
phone has come to be one of the main
avenues of business in retail grocery
trade in residential distriets of our great
(fanadian cities. This fact brings the re-
tail grocer, whose business is located in
a residential distriet, right into direet
competition even as regards personal
method, with the big department stores
featuring groceries and provisions. But
ziant store competition notwithstanding,
the residential distriet retail grocer ean
make his telephone business a recognized
shopping method for the ladies of his
distriet, and ean upbuild for his store a
reputation for telephomie efficiency that
means coin for his eash register.

Willingness to oblige, one of the great
reputation builders in the retail grocery
business, ean he econveyed almost as well
over a mile or so of wire as it ean be
conveyed from eclerk to eustomer aeross
the counter. Groecery store proprietors
in growing residential districts are get-
ting ecareful in their instruetions to
clerks as regards telephone business. Not
merely politeness over the telephone, not
just clear speaking and eorrect informa-
tion for the eustomer at a distance are
necessary. Personality—that indefin-
able toueh of active will to serve and to
assist the eustomer which glows out in
all good store service—must be earried
across the wire as well.

‘‘ Remember that your customer is at
a disadvantage as compared with the cus-
tomer at the counter, when she uses the
telephone,’’ says the proprietor of the
store in effeet to his clerks. ‘‘She ecan-
not see the goods. You know you ean
increase orders across the counter by
showing goods to the ecustomer. Try to
do some display work by telephone, too.
With your mind’s eye on the stoek, on
the new goods in line with the customer’s
evident train of thought for her tele-
phone shopping, mention these with a
word or so of recommendation when the
opportunity arises. Don’t merely take
an order. Do a little giving of store ser-
vice, too, by telephone. You've got to
give in this world if you want to get, and
this store’s ont to get telephone busi-
ness.’’

Ten telephone instruments take the
orders of Messrs. Dionne & Dionne, the
big retail grocery and provision firm out
St. Catherine’s Street West, in West-
mount, Mgntreal. They are busy 'phones
every morning from .nine to noon, and

not any too quiet throughout the rest of
the day either. Through these shining
instruments the residents of a wide resi-
dential district, embracing Westmount,
Notre Dame de Grace, and Montreal
West, come right into Dionne & Dionne's
without leaving the comfort of their own
homes. Skilled store clerks render over
the wire the same store service that their
firm suceeeds in giving liberally across
the counters. The far distant customers
can almost see the range of the goods
offering each morning. By getting the
element of personal acquaintance be-
tween store clerk and shopper developed,
it becomes possible for a ecustomer speak-
ing over the ‘phone to a eclerk, whose
voice she knows, and who is acquainted
with her likes and dislikes, to eonvey her
exaet desires as regards the order given.
After that it depends on the efficiency
of the elerk, the thoroughness and qual-
ity giving character of the store, and the
apeed and certainty of the store’s de-
livery system to make the telephone
shopping plan as nearly perfeet as is
humanly possible. The development of
Dionne & Dionne’s telephonie business is
proof of surpassing suceess along these
lines.

The inereasing range of telephonie
business in the retail grocery trade in
residential districts of eities of Canada
makes it possible for a store which does
not pretend to remarkable display still
fully as big a business-getter as the store
which goes in for elaborate equipment.
Excellent lines of goods undisplayed in
the store, and the appearance of which
in the original packing case is perhavs
not as prepossessing as if they were dis-

played in window or on counter, may
still be recommended by telephone in
manner to make new friends over the
wire, and produce repeat orders as their
quality becomes known. Two telephone
lines into a retail grocery store are as

.200d as a whole counter display if tact-

fully and skilfully used when in toueh
with the customer. From two to four
telephones are required to build up bic
'phone order business. One ’phone 1s
often an irritation to customers trying
to get the store and finding the line often
‘“busy.”’ telephone means
venience to the store itself. Two or
more telephones mean convenience to

One con-

the store’s eustomers.

E. J. Quinn, whose retail grocery busi-
ness in Westmount, Montreal, is one of
the best known, with the most perfect
developments of the personal quality in
store service in his district, uses four
telephones. From them radiate the quali-
ties of geniality, efficiency, and willing-
ness to oblige, which, with a proper in-
dependence, characterizes the store as a
whole, conveyed from proprietor down
to delivery driver.

In conjunction with this efficient tele-
phonie service, Mr. Quinn has his own
very thorough system of C.0.D. delivery,
by which the driver brings back either
the cash or a signed receipt for the goods
from the customer when a charge ac-
count is run. Care in regard to detail
ensures for Mr. Quinn’s store immunity
from complaints. Seldom does a charge
aceount 2o in arrears, and never beyond
the power of a polite personal letter to
colleet. This is partly due to the eon-
fidence reposed in delivery drivers, who
feel themselves responsible for the ac-
counts entrusted to them, and partly due
to the customers’ feeling of confidence
in, and relianee upon, the store, and the
desire to render return for good store
service by prompt payments. Many a
charge account that eomes tardily to the
cash register stage of development does
so because of some aggrieved attitude in
the customer’s mind as regards services
rendered by the store rendering the ac-
count. As either a .C.0.D. system or
charge aecount system is inseparable
from salesmanship by telephone in resi-
dential distriet grocery stores, the im-
portance of store service in every direc-
tion is easily seen and cannot be over-
emphasized.
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[ 4 I N\ HE business of the Alberta Gro-
cery, situated on the corner of
19th avenue and 9th street east,

Calgary, has during the brief four years
of its existence, grown literally by leaps
and bounds. The founder of this pro-
gressive store aseribes the success to
three causes: 1st, careful buying; 2nd.
prompt serviee; 3rd, striet personal at-
tention to business.

With reference to the first point, there
is little to be added, except that the
founder, A. Schnitka, follows the markets
very eclosely and bases his bhuying on
keen observation of demand.

With reference to the second point,
it might be stated that he aims to give
not only prompt service, but a very ade-
quate serviee in every sense of the word.
And the word service in this store means
more than the mere serving of custom-
ers and the delivery of goods. Mr.
Sehnitka believes that it is the part of
a store’s service to have a well-assorted
stock and earry lines whieh will appeal
to enstomers. Butter and eggs are al-
ways bought daily to ensure freshness.
It is endeavored to display the goods
both within the store and in the window
to the very best advantage also; and
this is counted part of the store ser-
viee, So thoroughly does he believe in
utilizing the space within the store for
the attraetive display of goods that the
supporting pillars have been encased
with glass easings. These are kept

stocked with the most attractive goods,
such as faney biseuits, eandies, ete. The
photograph above demonstrates how ef-
feetual is this method of display. A
point is also made to keep all manner
of seasonable dainties and the most at-
tractive lines on the counters and in
the showeases, where they will show to
the best advantage.

Using Show Windows

A definite part of the store’s campaign
for increasing the business has been
the use made of the show windows. The
proprietor has made it his business to
change them once a week, or oftener,
when the fruit season is on, or in the

An interior view of the Alberta Grocery Store,
showing excellent display methods used.
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The accom-
panying illus-
tration shows
an interior
view of the
store of the
Alberta Gro-
cery and de-
monstrates the
good use that
can be made
of pillars for
display pur-
poses.

A

>

S S

holiday season. It is his opinion that a
suburban store which cannot use news-
paper space as effectively as a store in
a smaller centre, must depend on win-
dow advertisements to a very great ex-
tent. For this reason he has relied up-
on his store windows for publicity work
and has given eonsiderable study to the
matter of window display.

He believes strongly in displaying
only one line at a time. Reecently, for
instance, he put in a straight spice win-
dow, and, in order to stimulate interest
in it, he offered a selection of five prizes
for those who guessed nearest the num-
ber of artieles in the window. This con-
test was a great success from the stand-
point of the interest ereated. Over 2,000
people in all made guesses. This is am-
ple proof of the attention which well-de-
signed windows can win in suburba
seetions.

With reference to special sales meth
ods, Mr. Schnitka carries a number of
lines under his own name and brand
He has been particularly fortunate in
working up a large bhusiness in flour and
cereals. From the very start he felt
that it would be possible to create a
good demand in these lines and he con-
centrated on them. He made it a point
to keep his stoek fresh and attractive
and on every possible oceasion he talked
these lines to those who eame into the
store. His staff did likewise and this
attention, eombined with some good dis-
play windows, resulted in a gradual in-
crease in the turnover in this depart-
ment.

As an evidence of the success whieh
has attended these well considered ef-
forts it may be stated that when the
store was opened four years ago, the staff
consisted of the proprietor and one
clerk. Between them they looked after
the store and delivery as well.  The
store now has a staff of six in a'l.

‘
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N the midst of the belief existing
Iamongst far too many merchants

that the carrying of high-class lines
excludes trade in medium eclass lines, or
rather with a ‘‘middle’’ elass of ecus-
tomers, to say nothing of what is some-
times called the poorer eclass, it is re-
freshing to find a merchant who has kept
up a high grade of goods and at the same
time econtinued to appeal suceessfully
not only to the high class, but the middle
class trade as well. Sueh is Mr. John
Me(Cance, of St. Thomas, who has fol-
lowed this theory out for fifteen years,
and whose success has convineed him
more strongly than ever that this theory
is a wise and a practical one,

Failure in One Point May Lose Customer

One of the points that Mr, MeCance
watches most earefully is the quality of
the goods he buys. This may seem like
an obvious statement, but, while the
principle is acknowledged by most mer-
chants, a large number of them fail to
put it into practice. We have known
stores that aimed at a class of
business and at receiving the full trade
of families that were able to pay for
the highest quality of goods on the mar-
ket, who did not know good butter from
bad, and generally sold a second grade.
The result was that a few times, often
a single time, was enough, and this fam-
ily decided to get their butter elsewhere
The same was the case with fruit, bacon,
cheese and other lines. They even found
that the rolled oats that they wanted for
their porridge in the morning were musty
and rolled oats were added to the butter
and the eggs and the fruit, and a score
of other lines which they ecarefully
avoided ordering at this merchant’s who
aimed to be their main supply in all
lines. The tendeney in such a ecase na-
turally is that finally out of patience
with the earelessness or lack of know-
ledge of this merchant they would re-
move their whole custom from him.
The ties of acquaintance in a locality
serve to hold eustomers for a time, but
they ean be stretehed too tight.

Eggs Every Week From Selected
Farmers

g‘nn(l

Mr. MeCanee is careful about all lines
like this. He uses a small percentage of
creamery butter, which he gets from a
creamery in St. Thomas. :Most of his
dairy butter is seeured from a few tried
farmers, who bring it in regularly once
a week. He has a list of regular cus-
tomers who get the ereamery or dairy

butter, so many pounds a week, and
these goods are sent out regularly as
soon as they arrive. This is a method
that might be put more into operations,
this regular weekly order in the line of
butter and very often of eggs. There is
no real reason why it should not be a
weekly affair, as it is the daily custom
for the baker or the milkman to call at
one’s house. The amount used of both
butter and eggs averages ahout the same
week by week.

The greatest ¢f care is taken to keep
the butter in a refrigerator by itself,
not to let it be tainted by anything else.
Particularly is this the case with meats
which are kept by themselves, and the
two are never put into the same re-
frigerator. This point is brought out to
the attention of the customers by the
use of a separate refrigerator down the
side of the store used for meats.

The buying of eggs is earried out in
a manner that usually brings perfeectly
fresh goods. Mr. Me('ance has arranged
with a number of farmers, by which
they supply him regularly once a week.
and in this way he is always certain that
zoods will never be stale.  Sometimes
he tests the goods by candling, but finds
that he can depend pretty well on this
weekly system.

Screen of Mosquito Netting 60 Feet
Long

The general appearance of this store
is very much in its favor for a‘traeting
those who are rather partieular about
the way in whieh their food is handled.
Down each side from the ceiling to the
ground, 11 feet high by 60 long, is a
huge sereen of mosquito netting in a red
color, which gives a rather attractive
tone to the store. The back of the win-
dows themselves are also covered, but
with a white netting. This is kept up
during the whole period in which the
store might be troubled with flies, and is
taken down in October each year. While
it may be said that this covering sereens
to a certain extent the view of the goods,
we believe that the appearance of clean-
liness and special eare for the goods
shown on the shelves more than compen-
sates for this.

New Arrangement of Show Cases

A point to be mentioned that has close
bearing on the manner of store this is,
is the use of a series of show cases—
five large ones, 12 feet long, and one
smaller, running down the right-hand
side of the store. These are duplicated
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Methods of High Class St. Thomas Store

How Mr. Mc¢Canee Keeps Up Standard in Quality of Goods and Display—Sells to All
Classes of Customers—Show Cases With a Slant—Confectionery Limited
to Windows—Encourages "Phone Orders

on the left-hand side, except in one case
at the far end. These, as will be seen
by the photograph, are arranged on an
angle, facing a little towards the front
instead of in a straight row. For any
one who is particular about a straight
line the view might be objected to, but
certainly the display powers of the cases
are greatly inecreased. Not only does
each show card stand out by itself, but
as one comes from the back of the store
to the front, there is a view of the end
of the cases as well. We would sugzgest
that this method be tried out by those
who have a number of eases to use, down
one side of their store. On the other
side, show cases, as has been said, cover
almost the whole space, and take the
place of counters. The goods in these
cases are well selected, and the number
of cases gives the proprietor a chance to
show special lines by themselves, and
thus add to the chance of sales. For
instanee, right next the door one is used
for various kinds of cheese, a smaller
case than the others, and he says that
this showing up prominently for at least
six months of the yvear is responsible for
very large sales. Soap is used in another
case, cooked meats in another, hoxes of
choice candy in another, certain lines of
jam in glasses in another, and so on.

No Cakes in Store, Sell From Window

From the outside of the store one sees
in one window, on the right-hand side
on entering, a display of confeetionery,
cakes, and so on; but looking again in-
side the store you fail to find a seetion
devoted to this. There is none. All
sales are made frow. the window, and
none of the stock is kept inside the store.
Three or four times a day a baker re-
stoeks the goods in the window, and in
this way any confusion in selling cake
or other goods inside along with gro-
ceries is obviated. The turnover is a
very respectable one, and it is done with-
out interfering in any way with the re-
gular business of the store. This window
method also may suggest itself to mer-
chants who have had trouble with this
line.

Prefers 'Phone Orders

Special attention is paid to telephone
business. ‘‘This is a large item,’’ said
Mr. MeCanece, ‘“and we encourage it all
we ean. As a rule, it doesn‘t take one-
quarter the time to take down an order
by ’phone that it does over the counter,
and we ean fill it just about whenever
we have leisure instead of having to put

(Continued on page 71.)
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Making Good on Handling Fruit

The Methods of Western Ontario Dealer—Finds Fruit, Which is 25% of General
Business, Boosts Latter Indirectly— Sanitary and Freshly Stored Fruit a
Necessity—Uses Refrigerator in Summer — Window Features.

Fruit in All Hot Weather Days.

From authorized interview with W. C. Palmer, Sarnia.

: OME grocers consider fruit as a
'S small department, one of many in
their store; others manage, by
well-directed efforts, to establish fruit
as a department which pays real money,
not alone from the point of the actual
takings aeeruing therefrom, but also be-
cause it is an agent in indirectly boost-
ing general grocery trade. Such a man
is W. P. Palmer, of Sarnia, Ont.
“‘Fruit in the summer time is 25 per
cent. of my business,’’ said Mr. Palmer
to CANADIAN GROCER recently. ‘I
figure that it runs about a quarter of
the” turnover we have here, during the
summer months, although in spring and
when tailing off in the Fall, it probably
does not reach more than 15 or 20 per
cent. But for the heavy summer months
it certainly is a quarter of the total
trade we do. I have always taken the
view that it should not be hard to per-
suade people that they might just as
well buy their fruit where they buy
their groceries. The point of view to
take is the query, why hother to walk
«out of this store and go elsewhere for

your fruit, when we have it here for
you?’

‘“So important is the fruit depart-
ment that we trim the window all sum-
mer long with nothing but fruit and
vegetables. Other lines such as camned
goods and general groceries of any kind
at all, are relegated to shelves or to in-
terior displays in order that the window
may feature, day in and day out, fresh
and appealing fruit and vegetables. In
addition to this, one side of the store
is very frequently lined with fruit and
vegetables in appealing and eclean-look-
ing baskets and the fruit is, as our cus-
tomers well know by now, fresh every
day.

Strictly Fresh and Sanitary

‘“One great reason why we have built
up a -good trade in fruit,”’ econtinued
Mr. Palmer, ‘‘is because we have al-
ways paid striet attention to having
fruit and vegetables always fresh. Dur-
ing the hot months, when the sun at
some hours of the day becomes very
warm, I move all fruit and vegetables

which might be affected down to the
vault at the end of the store, which is
used in the winter time for provisions.
Here, cool and untouched by the rays of
the burning sun, fruit and vegetables
are preserved in an entirely sanitary
state.

““T have found constantly that this is
a great point in handling these lines.
Either you must have them entirely
fresh, or it is better not to bother with
them at all.

‘‘Handling fruit and vegetables cer-
tainly boosts general business,”’ went
on Mr. Palmer, ‘“and vice versa. If a
woman comes in here for any ordinary
line of groceries and sees some attraec-
tive fruit, either in the window or dis-
played in the interior of the store, she
will buy what she came in for plus some
fruit or vegetables. And it works the
other way: if a woman comes in here
for either fruit or vegetables, and sees
some line of general groceries displayed,
it will be our fault if we let her get
away without buying something more
than what she merely ecame in for.

An appealing display of fruits which hmuht_ the dealer good business,
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Crockery Helps General Business

The Experiences of a Sarnia Grocer in This Regard—Two Stores In One: Connected by
Office—The Personal Touch Pays—Recollections of Dealer Who Has Run
This Duplex Kind of Store for Forty Years

Authorized interview with R. Wanless, Sarnia, Ont.

ago, R. Wanless, of Sarnia, estah-

lished a grocery store, running in
conneetion with a crockery department,
efficieney in salesmanship has been the
symbol of the Wanless store. CANA-
DIAN GROCER recently was able to
talk to Mr. Wanless, now getting on in
years, about the progress he had made
in his store during 40 years of business
and particularly aslong the line of how
the erockery department worked in with
a general grocery store.

‘“I have found ever since I started in
business,’’ said Mr. Wanless, ‘‘that the
one helps the other. This is particular-
ly true in a eity like Sarnia, where
stores which handle only crockery are
searce. The way I have the two depart-
ments arranged contributes not a little
to the suecess of both of them. They
were originally two separate stores and
they still have two separate openings on
the street. The customer walks into the
erockery department, it may be in search
of china or some other article of table-
ware, and going down the china hall,
coming to the end, turns naturally to
the swing doors which open into the
grocery department, and, of course, buys
groceries. A woman may come in here
for groceries and finding what she wants
down at the latter end of the store, will
turn and go through the glass doors into
the eroekery department. So the two
are worked hand-in-glove together.

Had Small Beginning

‘“The business in croekery has cer-
tainly grown from the small beginning
which it had about 40 years ago. Then,
everything was together in one store
and we had no two separate compart-
ments, as we have now. But, gradually
_as the years went on, the dimensions of
both the grocery and crockery business
grew so large that each of them demand-
ed, and had to have, a speeial and sep-
arate store. It was then that we ar-
ranged to secure the next store and
moved the whole of the china into one
store, leaving the other entirely free for
groceries. We have always worked the
two hand-in-hand and have found that
not only does the erockery department
get a good deal of business from the
groeery store, but the grocery store gets
a lot from the eroc ker} department. The
maxim has been, ‘‘why not buy your
china where you buy your groceries?’’
and, again, ‘‘why not buy your groeeries

I :VER since, something like 40 years

where you buy your ehina?’’ We have
worked this out by and through all the
staff co-operating together and any and
every clerk mentioning the fact of one
department and what it is offering at
any special time to customers who eome
into the other department. So the two
work together.'’

In the erockery department, Mr. Wan-
less carries a very full and complete
range of all kinds of chinaware and ta-
ble dishes, not to say glassware as well.
He has special assistants in this depart-
ment, who put in their time exelusively
at this side of the business.

The office is located just between the
two departments. In this way Mr. Wan-
less himself has a chance to get in touch
with customers, and utilizes that op-
portunity.

The Personal Touch

‘‘T have always been in favor of get-
ting to know my customers personally,”’
said he to CANADIAN GROCER, ‘‘and
it i8 never too mueh trouble to break off
from work and pass the time of day
with some customer who comes into one
or the other departments. I believe this
does a whole lot to develop business and
a word of greeting expressed here and
there cements the connection of the
purchaser with the store. I make it a
rale to see as many of the customers that
come in, as possible, and pass the time
of day with them, if nothing more.”’

This is made possible very largely
for Mr. Wanless by his having his of-
fice in between the two stores where he
can command a view of what goes on
in both.

In connection with the grocery end of
the business, Mr. Wanless runs a very
well condueted provision department.
He has every contrivance which is re-
quisite, such as a meat slicer, comput-
ing scale, and has a refrigerator and a
generally very well fitted up provision
department. He finds the trade in meats
partieularly good.

Mr. Wanless still sticks to his own
delivery, notwithstanding the faet that
in Sarnia there is now a general deliv-
ery. He, however, claims that he finds
it pays him better to handle his own de-
livery and continues to do so.

___Q_”_
NOVEL SHOW CARDS

A clerk in a western grocery store lo-
cated in a fainly large city, has amused
a great many people by some elever win-

dow cards. One day his card will read
something like this: ““Is peeling pota-
toes a skin game? Try a peck and play
the game. Thompson’s.’”’ The question
will be in big letters and the balance of
the eard will be muech smaller and at
the extreme bottom. Another day it
will be something like this: ‘‘If a liner
is sunk will a safety razor?’’ And then
something about goods in the store at
the bottom. He says a lot of people
look in the window just to see what he
has on the card, and the out-of-the-or-
dinary way in which the cards are word-
ed gets people talking about it.

— % -
RULES FOR SUCCESS

A man to succeed must be steady, at-
tentive, bright, quick, and intelligent.
He must not be afraid of work; rather.
in faet, anxious to do all necessary work.
If he has these qualities he is bound to
suceeed,

It is all in the man himself. If he
has ability, his light is not hidden under
a bushel, but is sure to shine. He is in
a position to come out and demand what
is his due. It is a man’s work that tells,
and it is sure to bring the results it de-
serves in the end.

It is often the case that an employee
is very active and ambitious for a time,
but after he or she has obtained a cer-
tain degree of success, appears satisfied
with his or her station, or at least seems
to lose ambition for still further ad-
vaneement,

There is always a higher round on the
ladder for everyone, no matter how high
up he or she is, and the right kind of =
man or woman never ceases to look up.
~—Eben D. Jordan.

____§__

METHOD OF HIGH CLASS 8T.
THOMAS STORE

(Continued from page 69.)

up the goods at once while the eustomer
waits. Every one who answers the
'phone knows exactly what we have and
the prices, and we have taken great eare
to give just as good serviece in this way
as when the customer sees the goods.
The result is that over a period of years
we have built up a very large telephone-
business, which we appreciate, and will’
do all we can to inerease.’’
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Creating Demand for Talcum Powder

Ottawa Grocer Tells of His Methods—Got Out to Customers With Samples — Fifty
Tins of Talcum the First Day—Cigars by the Box Is Another Achieve-

ment of This Grocer

From the authorized interview with Alexander Phillips, Ottawa.

HERE is a move these days to-

wards making every store a head-

quarters for as many lines as
possible. The shoemaker no longer
sticks to his  last, but combines other
activities with his trade. So we have
the speectacle of the drug store hand-
ling anything from ecigars to photogra-
phy and earrying drugs as one depart-
ment out of many.

The grocery store, too, is mueh more
of a general store than it used to be,
even in larger cities. In smaller towns,
of course, the grocery store is the head-
quarters for a lot of general buying and
very often ecombines several trades in
one. A movement thuswards seems to
he taking hold in larger cities as well.
For instance, we see the grocer hand-
ling eigars and tobacco, and, as
indicated by the case of Alexander Phil-
lips, of Ottawa, handling talenm pow-
der and shaving goods.

CANADIAN GROCER was recently
in Ottawa, and discussed this matter
with Mr. Phillips.

‘““How did you come to handle these
lines?’’ he was asked.

“‘I thought I might as well get trade
in taleum powder and toilet soap, just
as well as ordinary soap,”’ was the ans-
wer. ‘‘An opportunity came my way
to seeure a large lot of taleum powder
and T bought it up because I had been
asked at intervals whether I stocked
such a thing. It is probably not usunal
to find it in groeery stores, but this was
no reason why I should not try hand-
ling it. The inquiries for it had not
been many, and, indeed, were only oe-
casional. I mean to say that it was
not a line which was in anything like
popular demand in my store. Neverthe-
less, when a chance eame for me to get
in a stoek, I seized the opportunity and
set myself to ereate a demand for tal-
cum powder and kindred lines.

Goes Out After It

‘“My method was to go out after the
trade myself. 1 figured that in starting
a new line like this, T would probably
have better suecess if 1 gave it impetus
by making a big play with it, with my
customers, rather than just earrying it
in my show case, and handing it over
the eounter in answer to anybody who
might ask whether we stocked it or
not.

I therefore took some samples of
this talenam powder out with me when

calling on my trade for orders. 1 in-
troduced it to a prospective customer
and told her that I was now handling
this line and toilet soaps like it in my

store. The price which I was able to
offer my customers was undoubtedly an
inducement. I sold 50 tins in one day;
the first day; so I was off to a good
start. After that, I decided to handle
it regularly, and have done so and found
that 1 could get quite a lot of trade in
this and lines like toilet soaps and even
shaving goods.'’

Mr. Phillips has a little department
for this line of goods. He has a show
case which is to the right when yon
enter the store, and meets everybody’s
eyve. This is stocked with talecum pow-
der of various kinds and also with toi-
let soap and shaving soap.

““This i¢ a line whieh helps to draw
trade to the store from men folks,”’ he

said. ‘‘We are glad to have it for that
reason. ‘Men who come in with their
wives to shop, are just as good ecusto-
mers for us on their own account as
their wives are, on account of general
groceries. For instance, we do quite a
good trade in cigars by the bulk. I
have gradually got known to my men
customers that I handle eigars and have
now built up quite a good trade in boxed
stuff in addition to selling quite a lot
of cigars singly. It is chiefly in the wav
of selling cigars by the box that a gro-
cer has a chance of competing with a
cigar store and drug store. Selling an
oceasional cigar to an oceasional cus-
tomer, while the aggregate builds up a
fair department; sales undoubtedly are
handsomely boosted, however, by a sale
now and then of a box of eigars.’’
With prohibition in foree in Ontario,
trade in cigars by the box should de-
velop and become quite a considerable
item in a grocery store. The right idea
is at the root of handling both this line
and also talecum powder and shaving
goaps and so on, namely, attracting the
custom of men, as well as women, to the
store. And because men, just the same
as women, have to be prompted to buy,
their own initiative needing stimulant.
Mr. Phillips employs display methods

to attract them.
&—
MAKING OF TAPIOCA A LONG
PROCESS -

Hardly is there any article of whose
origin so little is known as tapioea.

It is manufactured from tapioca flour
on the Islands of Singapore, Penang and
Java. This flour is made from the tapi-
oca potato, the root of the cassava or
manioe plant.

These potatoes often weigh over twen-
ty pounds. They are washed, skinned,
cut into small pieces and put into a gra-
ter, where small, cirecular saws reduce
them to pulp. The fine flour is separ-
ated by a revolving drum, and after be-
ing washed six times is dried on heated
trays. It is then made into dough and
passedl through sieves and baked.

_&._#__.
Consider the Hazard!

His Mother—Here’s an advertisement
for a boy. You must look into it, John,
‘““Wanted—Boy for grocery, to work
partly out.”’

Jobless John—Hugh! What d’'ve take
me for, anyhow? What if somebody’'d
slam the door while I was at work?
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The Reason for a Motor Delivery

Ottawa Grocer Tells Why He Shelved the Horse and Rig—Type of Roads Traveled is
[Important Point—Quick Service, Clean Service and System in Delivery are

All Attained By Motor Van—Drives

the

Car

Himself

Authorized interview with L. Z. Caron, Ottawa.

S every year goes by, more and

more grocers give up the horse

and rig for the motor delivery.
The number of men who are doing this
i3 convineing proof of the wisdom of
so doing. How an Ottawa grocer gave
up the horse and rig for the motor and
the reasons why he did so are therefore
interesting.

L. Z. Caron, a French-Canadian gro-
cer, in that part of Ottawa which has
for eonsiderable of its population
Freneh-Canadians, recently changed to
a motor delivery and has cause for con-
eratulation over the results so far.

““There were,”” he said to CANA-
DIAN GROCER recently, ‘‘several rea-
sons why I changed from the old deliv-
ery vans I had. Perhaps the first was
that my trade is such as ean be reached
by eity roads. The trade is only en-
tirely within the eity limits. I have,
therefore, more or less good roads to go
upon. In cases where a grocer’s cus-
tomers ean only be reached by country
roads, muddy and full of ruts, the mo-
tor is little use. The horse and rig has
a far better chance for this kind of tra-
veling than the automobile. Even when
a groeer has partially a city trade and
partially one where eustomers can only
be reached by badly made roads, the
horse and rig is still necessary for the
latter, though the former can be most
economically served by motor delivery.
However, T was not confronted by poor
roads. I had good ones, and that was
one important reason why T eommenced
a motor delivery.

An Unusual Method

Perhaps my method of securing a mo-
tor delivery was somewhat unusual. 1
am free to admit that T bought the ear
with two ideas in my mind. One was
to have a ear which would give me
a little pleasure as well as being service-
able for business. I therefore purchas-
ed a second-hand car and immediately
started in to make it a double purpose
car. [ built myself another body in
the shape of a truck body for business
services, When I bought the ear it was
a second-hand roadster, and not at all
a delivery van. But I got to work and
built a truek body, whieh can be fitted
on the ear in a few seconds. It takes
hardly any time at all to take off the
proper body of the ear, supposing I had
been running it the evening before for
my own amusement, and substitute thiz

truck body which will hold quite as
much stuff as I should have to deliver
at one delivery. Then, again, at the end
of the day if I am going out myself at
night I ean substitute the ordinary
body for the truck and there is my an-
tomobile for my own pleasure.

The reasons why I gave up the horse
and rig can be stated very briefly., I
found first of all that I was wasting
time, and time is money. Whereas, a
horse and rig would only make twenty
calls in a given time, the motor would
make three or four times as many, if
delivery was systematized. I figured
out beforehand that when I got the ecar
it had to pay me for spending the money
in getting it by doing the work of de-
livering much more quickly and effici-
ently. Sometimes I make as many as
one hundred calls a day with this aun-
tomobile delivery. That would have
been impossible with a horse and rig. It
has certainly lived up to its reputation
as a quick servant, and I find at a con-
servative estimate that I make three or
four times as many calls with the auto-
mobile as would be possible with a
horse and rig.

‘‘It was also a prime consideration to
me that the automobile delivery was a
cleaner delivery. With it there is no
dirt such as might come from horses,
while the odors of the stable are entire-
ly lacking. It is true,”” Mr. Caron went
on, ‘“that the automobile has an odor
of its own, but this is a thing to which
people to-day are well used. They
don’t mind it, therefore. Many people,
on the other hand, are particular about
food and do not like to feel it has been
near the stable or horses.”’

‘‘How about driving the ear?’’ Mr.
("faron was asked.

““T attend to that myself. I have
tried out both ways and have found it
pays me better to have a capable assist-
ant in whose charge 1 could leave the
store ' while T make delivery, than to
have a man driving the car with me hang-
ing round the store all day. Therefore
I save the wages whiech T wonld have
to pay to a good motor mechanie by be-
ing that same myself.

““T have a stunt by whieh I get my
deliveries down to a methodie and sys-
tematie basis. T divide my distriet in-
to four seetions and have the motor
make four trips.. At one time of the day
I go north, at another south, at another
east, and at a fourth west. Of ecourse,

if there is any rush order, that has to
be delivered anyway, but for the most
part, I find I can confine my eustomers
within the four sections and making a
trip in each direction once a day, I find
I cover my trade pretty well.”’

When Mr. Caron was asked how much
it eost him to run a motor delivery, he
put the figure at a modest $2 a week.

““That is all it costs me,”’ he said,
‘““and T tell you it’s pretty reasonable,
and more so indeed than the horse and
rig, considering the extra advantages.
Clean service, quick service, method and
systematic service—for it would not be
possible to divide the horse and rig’s
travels in the same way, quite; these
three features of the motor delivery
have made me enthusiastiec about it.
When T can afford it, I am going to get
a better car, but for the present the one
I have suits me excellently, and ade-
quately takes care of my trade.’’

e
SUPPRESSION OF VICE IN OTHERS

We Americans have been overdoing
the goody-goody thing. We have so
strong an infusion of Puritanism in us
that we might almost apply to ourselves
Macaulay’s caustic remark that ‘‘the
Puritans hated bear baiting, not because
it gave pain to the bear, but because it
gave pleasure to the spectators.’”’ We
have not distinguished between the use
and abuse of things, but promptly for-
bade what gave the wicked profit while
giving the cheerful
pleasure, because we

common people
were convinced
that it is sinful for the common people
to enjoy themselves.

It never oceurred to us to bar eut the
wicked and let the innoeent go on with
their good time. The Society for the
Suppression of Viee in Others is one ot
the reasons for American unprepared-
ness for self-defence. It has broken our
foils and single sticks aeross its knees,
thrown the boxing gloves in the furnace
and sold the rifle to the junk man. In
fact, T am so out of patience with our-
selves just now—not having had my cus-
tomary cup of beef broth for breakfast—
that I think it would have been no great
loss had the Mayflower foundered on its
first trip over here.—The Optimist.
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Motor Boat Doubles Summer Trade

Getting After Business
W.ith Summer Resorts

VERY dealer has problems of his
E own which are more or less gen-
eral. The fellow in the next town
has them, too. And every dealer has
problems which are peculiar to his town,
according to whether it is, say, in a land
or a river town; near the border or far
from it; a manufaeturing centre or in
the middle of farming country. How
far a grocer can cash in on the fact of
the loeation of his store is the measurs
of his ability.

Brockville is a summer town, one of
the prettiest and most popular in Can-
ada. Harry Hunt has capitalized this
fact and doubles his trade in summer
time. He has the store formerly oe-
cupied—indeed, for many years—by Mr.
Culvert. This is on King street.

CANADIAN GROCER was able to
get from Mr. Hunt something as to how
he doubles his business in summer.

‘“We have a great town for summer
cottagers,”” said Mr. Hunt. ‘‘Up the
river here scores of people take cot-
tages and are camping all through the
summer months. They are far removed
from any grocery store. Yet they need
supplies. Either, then, they must come
to town or else town must go to them
in the shape of myself or some other
groeer who wants and needs the trade.
T deeided that the grocer in question
should be me.”’

‘“Every day I ecall on the cottagers
early in the morning, using a motor boat
whiech T have for myself. I set out
early and stop on the river at the camps
or houses of my customers, secure their
orders and get down to the store. Dur-
ing the day I fill the orders. In the
evening, I deliver them. In this way 1
double my trade, for my business in
town is going on just the same, and
this summer-eottage business is just so
much velvet.’’

Mr. Hunt could not compute just what
it was worth per week, but the atate-
ment that it was just as much again as

his town trade indicates that it is a
pretty handsome figure.

Two Sides To It

He discussed the question of a grocer
getting out after trade or waiting for
it to eome.

““In a case like this,”’ he said, ‘‘ob-
viously the only thing to do is to get
out after it. For what would happewn
if you didn’t? People who are in those
summer cottages would have to come
down to Brockville every now and then
to buy. It would not always be con-
venient to come down to town. If you
are staying up in a place like the shore
of a river, camping and boating, and so
on, you don’'t want to bother to ecome
down stream to buy groceries, just when
you find you're shy of certain food in
your eamp stores. Supposing you were

$300 Weekly

By E. A. Hughes

a camper, and you felt pretty hungry
one night. You looked at the stores
in ecamp to see what there was and
found that there wasn’t enough for you
to eat unless you shortened yourself anl
had to go to town before you have break-
fast and buy more. What’s the differ-
ence? Simply that the average eamp-
er wouldn’t bother to eat that night, be-
cause he wouldn’t want that before-
breakfast trip in the morning.

“But if T go out after trade and
make a systematic campaign to get it, |
leave those eampers with the sure know-
ledge that I will be there in the morn-
ing, to get orders which I can deliver
by night. Left to their own resources
they might come to the store when they
need ‘‘grub,’’ and they might not. Bnt
if I'm out after them, T know T have
their business.”’

in Provisions

This Is the Amount Done by a Windsor Groeer—It Is Half
His Total Grocery Business—An Exeellently
Equipped Department Located So That Tt
Is the First Thing One Sees

ANY grocers from coast to
M coast have an excellent trade

in provisions but’it is dounbtful
whether there are many who exceed the
record of Everitt’s Grocery Store in
Windsor, Ontario. The business of this
trade runs as high as $300.00 a week.
There are many reasons for this high
water mark but one of the most im-
portant is the excellent facilities which
Mr. Everitt has for handling meats and
produce.

His store, whieh is situated on one
of the main streets in Windsor, Ontario
is ideally fitted to handle provisions as
a separate department from general
groceries, and this is-what he is doing.
Indeed he may almost said to have a

butcher store and a grocer store in one.
Fully one half of his space is devoted
to his provision department. This is on
the left hand side of the store as one
enters. There are two marble counters.
These naturally make for eleanliness.
Two butecher’s blocks which are not
often seen in provision departments in
grocery stores provide a sanitary and
efficient method for shopping. On the
side and quite handy to the counter is a
big refrigerator vault which stretehes
from floor to ceiling. In this, during
the summer, meats are kept in the very
best condition and butter and eggs are
also kept out of the heat. In addition
Mr. Everitt has all the requirements in
the way of accessories which he needs,
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for instance a meat slicer and comput-
ing scale, and a variety of butcher’s
knives for coarse work.

‘‘So important has my provision de-
partment become’’ said Mr. Everitt to
CANADIAN GROCER recently, ‘‘that
I have to have special help to take care
of it. The $300.00 turnover in pro-
visions weekly is just exactly half of
my whole business here. My general mis-

CANADIAN GROCER

cellaneous grocery end brings in about
the same amount. I think a provision
department which is worth fifty per
cent. of one’s business I may modestly
claim to be ‘‘some’’ department.

Mr. Everitt’s provision department is
so located that it is almost the first
thing one sees upon entering the store
which is, incidentally, a roomy and
well arranged store. In the miscellan-

95

eous grocery department Mr. Everitt
has a modern equipment including pat-
ented pivoted bins and accessories such
as registers modern shelving and so on.

He is not finding any difficulties in
bandling his trade in meats on account
of the somewhat high prices. He says

"that he finds it pays him to take his

customer into his confidence and, that
done, he has iittle diffienlty.

Displaying Mats, Brushes and Pails

Walkerville Groeer Put on Special Campaign, and it Proved a Winner — Window
Display Not Too Ornate, nor Taking Up Too Much Time—House-cleaning
Lines Handled Down One Side of the Store-—Choosing

UXFORD BROS., of Walkerville,
Ont., have proven singularly suc-

cessful in handling lines which
probably most grocers earry, but upon
whieh all grocers do not make a start-
ling turnover. I refer to pails, brushes,
and mats. The campaign in question.
during whieh time Luxford Bros. dis-
posed of an unusual amount of this class
of goods, was in connection with Fall
housecleaning. The window was dressed
featuring these lines. This window iz
reproduced on this page.

Discussing it, Mr. Luxford said to
CANADIAN GROCER: ““The chief
thing about this window from our point
of view, who dressed it, is that it was
very simple and did not take mueh time.
[ have found again and again that many
windows are excellent in idea, but they
do not pay for themselves in the amount

Psyschological Moment.

Some views of the store of Luxford Brothers.
of time or detail which are necessary
before they can be arranged. When
you come to think of it, if you are go-
ing to ehange your window often, and
we believe that to do that is to make it
really effective, you do not have time to
be spending a whole morning in arrang-
ing it. The simpler the idea, the more
easily is it worked out. It would have
been possible, in conneetion with this
window, featuring mats, pails and
brushes, to have had an ornate and very
excellent window, but it would have tak-
en far more time than we were willing
to give to it. Do not get me wrongly, in
this, and think that I am unwilling to
spend time on a window or believe that
the window can be arranged without due
time and consideration. That is not my
meaning, but I do think that too mueh
time spent, is just about as bad as spend-

ing too little, inasmuch as you dress
your window for a day or two, amd mot
for two weeks at a time. Simplieity,
then, was the keynote of this display ot
mats, brushes and pails.

The Psychological Moment

‘“The idea behind it was this, that
Fall houseeleaning was a time whem we
could draw the attention of the trade
to these lines more easily and more time-
ly than at any other period, exeept, per-
haps, in the Spring. Pails, brushes,
mats, and that sort of requirement, are
lines which we carry the whole 12 months
of the year and which we sell some of
now and then, but it requires something
occasionally to give a fillip to this class
of trade, and we certainly proved that
having an excellent window and having

(Continued on page 119)
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“A Place for Everything”

—And Everything in Its Place—This is the Motto of a Sarnia Grocer — Equipment
Pays for Itself Many Times Over—Economy of Space Is Economy of

Time—Methods of Display and

[ 4 I \HE title at the head of this ar-

ticle is the motto upon whieh Mr.

W. (. Palmer, of Sarnia, Ont.,
runs his grocery business, in every de-
partment and from every angle. He be-
lieves that system can be used to just as
great an advantage in a grocery store
as in any other kind of business and will
account for the settling of many obstaec-
les standing in the way. Order and
efficieney, not alone in actnal trade, but
in regulation of supplies, in storing, in
fieuring problems of profits will pay, and
pay handsomely.

Mr. Palmer has not got an unusually
large store. Tt is situated on the main
street in Sarnia, and is long, stretehing
away back, but is not particularly wide.
He has, therefore, no extra facilities
or reason why his store should be =0
systematie and regulated excefit
that he has studied this matter consid-
erably, and proved it to his own satis-
faction that the methodie works
out best,

well

store

““One of the three requisites for a well
systematized store,”” said Mr. Palmer to
CANADIAN GROCER, recently, ‘‘is
sufficient equipment, of the right kind.

Store

I have always taken the view that equip-
ment comes back to the grocer in in-
creased profits and depreciated cost of
doing business. In this store I have,
without counting counters and wall shel-
ving, no less than $2,700 worth of equip-
ment.”’

Indeed, the store is a well equipped
one. A series of patented, pivoted pins,
lines one side of the store from where
the window richt down to the
back of the The trade is well
aware of the excellence of this feature
of equipment.

ceases

store.

Every bin displays its
eontents through the glass, besides pro-
viding a dust-proof way of keeping the
2oods.
Popular Lines Nearest

““Notiee how these bins are so regu-
lated,’’ said Mr. Palmer, ‘‘that articles
most in demand are nearest to those that
are serving, while artieles not so muech
called for are remotest Thus,
suzar is elose to our hands, but a line
like spices is further removed because,

from us.

though it is called for to some extent, it
i1s not such a leading line in a grocery

store as sugar.”’

Management

There is a coffee mill, a cheese cutter,
a cheese case, a meat slicer, besides a
duplicate system of cash, and conveni-
ences like the telephone. Even in the
case of the latter, the idea of efficiency
is carried into effect. A telephone 1is
placed nearest Mr. Palmer himself, and
vet sufficiently near his helper so that
neither has to run up and down the
store every time the telephone bell rings.

“‘I never regret a single cent I have
put into equipment,’’ said Mr. Palmer.
‘‘because 1 believe by much more than
[ have tied up in equipment, I have
boosted my business, vear after year,
and shall continue so to boost it. Equip-
ment is half the work of running a gro-
cery store and it is all part of the gen-
eral idea of efficiency. Notice that iy
this store everything has its place and
everything is in its place. Thus, all the
eroceries we carry are departmentalized
and you find canned goods in one place
altogether on several shelves, while
things like sances and relishes are all
bunched together in another place. 1
never able to understand,’’
went on Mr. Palmer, ‘‘just how some

(Continued on page 100)

have heen

A view of the store of W, C. Palmer, Sarnia.

*
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- Results from Displaying Tobacco

Western Ontario Grocer Has a Show Case For His—This Catches Men Folk Who Linger
Round the Door—Handling the ‘‘Conscientious Objector’’ to Tobacco Be-
ing Near Foodstuff—If Reason Fails—Let the Customer Go—

Authorized interview with James Galbraith, of Sarnia.

played is the opinion of James

Galbraith, of Sarnia, Ontario. Be-
fore prohibition beecame a faect in On-
tario, Mr. Galbraith had a tobacco de-
partment which cleared him in the neigh-
horhood of $36 or $40 a week. Diseuss-
ing this with CANADIAN GROCER re-
cently, he opined that as a by-product
of prohibition, his tobaceo department
will greatly increase its business and
its revenue,

‘‘Prohibition will certainly mean an
opportunity for the grocer,”’ said Mr.
Galbraith, ‘‘because unguestionably a
number of men who formerly got cigars
over the bar will all have to go elsewhere
for them. So many hotels have proven
that the expense of running minus the
bar is too much and they are closing.
This, to me, looks like an excellent time
to inaungurate a cigar department.

“‘Hitherto 1 have only handled ito-
baeeo, but I intend to consider very seri-
ously the cigar proposition.

‘‘T handle my tobaceo in a show case
which is placed near the door. The rea-
for this is that I have found that
when men aceompany their wives to a
grocery store, if they do come inside at
all, it is about all they do. They usu-
ally linger around the end of the store
to the door. Their wives trot up and
down. the counters looking the
over, but men are not so interested and
either remain outside the door or partly
inside it, at any rate.”’

Mr. Galbraith has a large show case,
always neatly and attractively filled and
displaying the popular brands of to-
haeco,

“Up to now, receipts from this have
been varying from $25 to $#40 a week,
but, as I say, I hope to increase this con-
siderably now that prohibition is a faet.”’

““What line do you find sells best?"’
Mr. Galbraith was asked.

““The well-known ten cent packages
we find the best sellers. In faet, I ecould
handle only Canadian tobaecco, and find
an abundant demand for that, too.”’

Mr. Galbraith believed in sticking to
well-advertised lines.

““There’s one thing about handling
a tobaceo department,”’ Mr. Galbraith
pointed out, ‘‘which must be considered.
There are a eertain number of customers
who seem to objeet to having tobacco
sold in a groeery store.”’

These Mr. Galbraith referred to as the
W.C.T.U. kind of people. He pointed

THAT tobacco pays for being dis-

son

goods

out, however, that although he had two

or three discussions on this matter at

various times with this class of custo-

mer, he had decided that such objection

being raised was not sufficient to get

him to abandon his tobaceo department.
Handling Objectors

‘“After all, my store’s my own con-
cern,”’ said he, ‘‘and if I wish to han-
dle tobaceo, as I do, and 1 lose one or
two customers who do not like to think
of tobaceo being in the same store as
food stuffs because of it, then I must be
content to lose them. It is a too good
department to abandon for the sake of
one or two finicking customers.’’

‘*What is your method in handling
these objectors?’’

‘I usunally point out to them that the
tobacco 1s entirely removed from the
food stuffs, that, anyway, it is protected
by a paper wrapping and so there is no
possible chance whatever of any tobacco
coming in actual contact with any food.

This is enough for a good many of them
but there are some few I notice who no
longer get their food from my store be-
cause I handle tobacco. However, it
does not worry me any, and would cer-
tainly not cause me to abandon my tac-
ties.”’

Mcr. Galbraith has been in business only
a few years for himself, in Sarnia. The
history of his store is a notable achieve-
ment. He took premises which were real-
ly two stores; both of them were some-
what small. He knocked the two into
one and was lucky enough to get the
store at a very low rent.” During the
first year he did a business of $23,000.
In four or five years this had inereased
to  $50,000. Mr. Galbraith professed
himself as finding business exceedingly
good at the present time. KEach sucees-
sive month of 1916 is away ahead of the
corresponding month of 1915, He ex-
pects at the end of the year to find it a
banner vear in every regard.

501bs.Chewing Tobacco aWeek

Essex General Storekeeper Places Large Orders Bi-weekly
—Has Good Business in Smoking Tobacco and
Cigars—Crockery Department is a Paying

Venture

Farmers’ Specials Get

Good Results.

“ HEN you do a thing at all
W do it well’”’ seems to be the
motto by which Sample & Lin-
ton General Storekeepers of Essex,
Ontario, have built up a very thriving
and prosperous trade, Their store
reflects thoroughness in both appearance
and conduet of its business, and the
partners are equally as good examples of
the same aphorism. They have a store
in Essex, Ontario, which is right in the
centre of an excellent farming eommun-
ity. No doubt this has something to do
with the amount of trade which they get.
Although they have only been in busi-
ness for some little time themselves,
taking over the store from another oe-
cupant, they have found that with the
improvements they made and the gen-
eral system which they commenced to
put into actual operation they did a
business of $14,000 during the past
year.
One prominent line in which they get

a big trade i1s chewing tobaeco. Con-
cerning this Mr. Sample said to
(CANADIAN GROCER recently:

‘“We place an order for 100 pounds of
chewing tobacco every two weeks, we
can easily sell the whole of that amount
in that time. We find an unusually
good eall for it, not only from people in
the town itself, but also from farmers,
who drive in. Our town trade is of
course subject to a good deal of com-
petition, but even at that we have quite
a demand for this class of goods, suffi-
cient to compel us to place an order as
large as that. We display this chewing
tobacco in a special case on the wall,
keeping it prominently before the men
who come into the store.

Sample and Linton also have a good
trade in smoking tobacco and ecigars.
This is particularly true since prohibi-
tion has become an established faet.

““Farmers who formerly being round

the hotel’’ said Mr. Sample, ‘‘now
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come to our store as a sort of head-
quarters, and we sell lots of cigars that
we wouldn’t sell formerly.'’ ,

The cigar department is well to the
front of the store. It is given a place
of prominent display and it consists of
a roomy and commodious show case. In
addition it is so constructed that it keeps
cigarsg in excellent condition, moist and
therefore appealing to the smoker’s
taste. The proprietors in discussing the
amount of sales done in smoking tobacco
lines and cigars were not able to give
figures, but said that it was considerable.

A Crockery Department.

This store also has a crockery depart-
ment, as the store is a general one. I
has built up a good deal of business in
this line too, since it has little competi-
tion im the town. The crockery depart-
ment takes up the whole of the back
wall, and consists of a series of sheies
stretehing from floor to roof. Glass-
ware, and to some extent cooking uton-
sils, other than erockery, are also kept
in stoek. The proprietors since they
have taken over the store have made a
number of improvements, chief among
which is the arrangement of an office, at
the end of the store, nicely fitted up
and providing room for cash handling.
The fittings of the store themselves have
also been much improved, and a series
of bins installed, together with two long
counters of modern type.

The partners get a good deal of trade
from having a farmer’s spectal, which
they run on each Saturday. These are
an institution, and farmers know that on
that day, Messrs. Sample & Linton will
have something special to offer them.

‘“So far as we are concerned’’ said
one of the partners to the CANADIAN
GROCER, ‘“There does not seem to be
very mueh in all this talk about what a
ti ghtwad the farmer is.  He is not at all
‘tight with his money, as far as we are
able to judge from our transactions with
him. When he comes into the store he
loosens up, and spends a goodly sum,
as muech as the next man would do.
We do all we can to get him to do this,
and it is with this idea that we have
speeials. Sometimes we have tobacco
specials, and sometimes crockery speec-
ials, and these latter seem to interest the
farmers as much as foodstuffs.

_ﬁ,_,“

Mr. Lacombe has opened a new store
in the grocery business at 2908 Drolet
St., Montreal. Mr. Lacombe was form-
erly in the same line of business, and
is renewing his activities. He found
prices on all lines considerably higher
than when he was at first in business,
and his experience is a fair gange of
the general rise in provision and gro-
cery prices.

CANADIAN GROCER
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$75 Dollars Weekly in Tobacco

The Turnover of a Brockville Grocer—Has a Steadily Growing
Trade in Both Smoking and Chewing Lines—Does Not
Display His Wares in Salesman: the Reasons There-
for—Has Big Summer Cottagers’ Trade.

Authorized interview with H. T. Murray, Brockville.

i T. MURRAY, of Brockville, is
H a grocer who, amongst other
” things, has a trade amounting
to $75 a week in tobaceco and cigars.
This, considering the location of the
store and that Brockville has as much
competition in specialized cigar and to-
bacco businesses as it has, is a remark-
able effort.  Moreover, it is a stead)
trade and one which is increasing week-
ly. ‘Mr. Murray’s store is located on
King street, Brockville, and is a business
well established in the city. It is prob-
ably for this reason more than any other
that Mr. Murray has developed his var:-
ous departments, and particularly in to-
baecos. This, too, is in face of the fact
that he does not display tobaceo.

““Our trade in tobaceo and cigarsg is
a steady one,”’ he said, ‘‘and it requires
little boosting.’’

That is one result from an old-estab-
lished business.

‘“We have a steady trade which is
growing a little every week, and it has
been secured by what I think I may cali
conservative handling of this depart-
ment. There are scores of men in Brock.
ville who come into the store when their
wives are buying foodstuffs, or ocea-
sionally when they are alone.  These
are the men who buy, and make our de-
partment. It has always been this way
with us and our trade in this depart-
ment has simply come through men in
the town knowing that we handle these

lines.

‘“There is one consideration,’”’ wen!

on Mr. Murray, ‘‘which one has to look
after. There are some people who do
not think that tobaecco should be hand-
led in a grocery store. As the great
burden of turnover is in foodstuffs, it
is natural that no groeer is anxious to
offend any customer for these, by hand-
ling a line which, to sensible people, is
perfectly all right, but which some
eranks think is n~rhaps not suitable for
a grocery store.’’

““In what way is your tobaeeo trade
of $75 a week made up?’’ was the ques-
tion asked Mr. Murray.

‘‘Probably we divide up equally on
chewing and smoking tobaccos. There
is quite a lot of trade to be had from
the former line. It is not only in smok-
ing materials that we make money in
this department, but also in tobaceo for
chewing purposes.’’

Big Cottagers’ Trade

Mr. Murray has also a big trade’in
summer with cottagers who are out on
the Brockville and Westport line.

““This has run as high as $113 in one
day,”’ said Mr. Murray to CANADIAN
GROCER. ‘‘This was, however, a re-
cord, and it is not often that we equal
that. Nevertheless, I have found it pays
to develop trade among summer cottag-
ers. I secure orders one morning and
deliver them the next morning. We
usually have enough orders gotten one
day to take us most of the next in
filling; that is in addition to handling
our ordinary eity trade, and they are.
therefore, delivered the morning after.
This summer trade pays, because cot-
tagers, being away from the stores them-
selves, are always likely to be on the
safe side, and order sufficient rather
than not order enough. Moreover, one
can do good work in selling many lines,
which are suitable for picnies and out-
of-door purposes; thus, soft drinks is a
particularly profitable line with eusto-
mers of this kind.”’

Mr. Murray has been established in
Brockville for many years now and has
a store which is a landmark in the eity.

ol __ﬁ___._

THAT LITTLE AD THAT MADE
HIM MAD.

He saw the ad from day to day, and
muttered, ‘I defy it; their stuff may
be just what they say, but I’m not going
to buy it.”” As time wore on, he made
remarks it would not do to mention; for
he was mad because that ad was ferced
on his attention.

But in a week, or two, or three, he
said: ‘‘There’s no denying, the way
that ad gets hold of me; the stuff may
be worth trying.”” For just about a
fortnight more, he dared mere words to
win him, and then the ad completely had
—aroused the spender in him,

Next day he drifted in a store, and
quietly expended a few big iron dollars
for the stuff the ad commended. He
found it filled a longfelt need; its ex-
cellence surprised him, and now he’s
glad because the ad so deftly hypnotized
him.— James J. Montague.
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$50 Weekly in Biscuits

“Biscuits to Suit all Tastes and all Incomes’’ is the Slogan of Sarnia Dealer—Remarks
Upon the Necessity of Catering to All-round Trade — The Appeal of the
‘“Better-class’’ Line to the Moderate Income—Biscuits Line

One Side of Store.

L g
Authorized interview with Peter Carke, Sarnia, Ont.

GOOD many grocers are apt to

consider that biseuits are just one

of many miscellaneous lines in a
grocery store in which sales occur, from
time to time, but which does not demand
any special attention. Yet, if it has spe-
cial attention, it is unquestioned that a
very large business may be done in bis.
cuits. This is the experience of Peter
Clarke, of Sarnia, Ont., who, during the
summer weeks, regularly does a trade of
$50 a week, and nearly equals that iu
winter time.

Mr. Clarke discussed this matter with
CANADIAN GROCER recently, and said
that, in his opinion, the first requisite
for ereating a good big business in bis-
cuits, was to handle lines which would
appeal to people of all eclasses of in-
comes.

““Some grocers make the mistake,’’
said Mr. Clarke to CANADIAN GRO-

CER, “‘of handling either too many high-
class lines, and two few which are with-
in the reach of people of moderate in-
come, or else vice versa. Some grocers
do not remember that the great majority
of their customers are people of average,
not to say very moderate income. Others
make the mistake in a different way and
do not cater at all to people of an income
sufficiently large to admit of their buy-
ing very high-class stuff. In handling
like biscuits, it seems to be of paramount
importance to look to all avenues for
trade in these lines. My motto has been:
‘Biscuits to suit all tastes’, and ‘Bis-
cuits to suit all incomes.” Of course, [
suppose that the kind of biseuits the gro-
cer handles depends upon what kind of
a store he has. For instance, it would be
foolish for a grocer in a very high-class
locality to buy inferior or even moder-
ately good biseunits. He needs to have

00D ideas in the matter of displaying and storing goods can always be obtained from a
G visit to a Grocery Department in one of the larger Departmental stores. A very attrac-
tive and efficient Department in many respects is that of the R. H. Williams Co., Regina,

his shelves stocked with high-class goods,
because he has a high-class trade, which
has a high-class purse.”’ !

In Mr. Clarke’s store, biscuits are suf-
ficiently important that they line one side
of the store from the door half the length
of the store. Box after box and shelf
after shelf are filled with biseuits.

‘I make a big play,’”’ said he, ‘‘in
summer, with non-stove users. Most
people during the summer months do not
do any baking, biscuit making or cake
making at all. It is too hot to pore over
a stove. The average housewife does not
light her stove at all in the summer
months for anything but immediate ne-
cessities for meals, such as meat and so
on, and precious little of that. Yet bis-
cuits are a big line for pienies, as well
as for the house, in summer time. They
are a light food, and yet a good food:
‘baked twice,” as their name implies, and

Sask. As will be seen from the accompanying photograph it is almost in the shape of an “L”
extending along one side, and occupying a rear corner of the store. A feature that strikes the
eye at once is the splendid use made of the tops of wall fixtures, refrigerators, show cases, etc.,
for the display of stock. Canned and cased goods are attractively pyramided. Another notable
feature is the amount of refrigeration for grocery and provision lines. This gives the Depart-
ment an attractively sanitary appearance.

The policy governing tKe wﬁxole store applies, of course, to the Grocery Department, and
consequently the keynotes are prompt and courteous service, and prompt and sure delivery.
This policy, added to the attractiveness of the stock, has resulted in building up a big turnover
in that Department.
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they unquestionably fill the bill as an
outing dish. 1 cater to this by having
ithe whole staff mention the matter to
whoever comes into the store. If a
woman eomes in to buy anything for her
shelves, we point out that we have some
mighty good lines in biseunits, and we
mention the line and the price most
likely, we think, to attract her.’’

In Winter, Too

Then Mr. (larke gets the trade in
winter, too. He points out that the social
funetions eonnected with winter are mul-
‘tifarious, and that biscuits are a dish
that eannot be bettered in the evening’s
food programme.

““Yon wonld be surprised,”’ he said,

CANADIAN GROCER

““if you knew how much trade we get in
higher price lines. I have figured it out
that largely it is a matter of pride rather
than price. Tell a woman that a biscuit
is worth 25¢_and another 35¢, and she’ll
struggle to have the latter line. She is
tempted to expend the few extra cents
for the sake of that ‘something better,’
even though perhaps she had not figured
on spending so much on biscunits. She
probably really eouldn’t afford it, but the
sight of the better line, and the know-
ledge” that it is better, tempt her to say
to herself, ‘I’1l have those, because I like
to think I'm to buy high-class
goods.” "’

able

What Is

a Grocer?

What a grocer is and what a grocer
should be, are not always synonymous,
says The Grocer’s Assistant. There are
many misfits in the grocery business, and
althongh some of these manage to
squeeze out a living, they never become
real, live, up-to-date grocers.

The groeer is a power in his commun-
ity, because he has' always the welfare
of his patrons, and, naturally himself,
at heart.

It is to his interest to please his cus-
tomers. His motivé for doing so is, of
course, to increase his trade, but I be-
lieve above that motive, the motive to
do well by his people also shou!d be,
and is, a marked one with the success-
ful grocer.

A groeer is a pretty good fellow. 1
never yet saw a bad man thrive in the
grocery business.

The dietionary says a grocer is a deal-
er in eoffee, tea, sugar, spices, ete. If a
grocer had to put up these things. and
receive his eash his business would be as
complieated as that of the man at a
peanut stand. But, instead of this, a
grocer has to be capable of competing
with his fellow-groeers to get a market
for his goods at all.

He should know how to echoose his em-
ployees that they may bring in more
trade. He should also know his cus-
tomers, and to some extent their finan-
cial standing, h)r, as was recently said,
““The groeery business is the greatest
trust on earth,’”” and whom to trust and
whom not to trust is the question. ‘“Too
much eredit’’ is the grocers’ Waterloo.

Looking deeply in to the make-up of
a groecer, we find he has many character-
isties necessary to other business men.
He comes in contact with the greatest
variety of human environments, -there-
fore he is a student of human nature.

He often listens to exeuses and ‘‘tales
of woe’' when bills become due, and il
18 then he hlends his judgment and fair-
ness into the art of diplomacy. Henece
he is a diplomat.

A grocer is also a policeman, and must
track his beat. A dead beat must be
made alive to the fact that there is a bill
outstanding against him.

A grocer is a student of economy. He
is careful to over fruits and all
kinds of soiled stock. He never uses
more paper and twine than is necessary,
nor does he give overweight. He gets
good goods, and fichts shy of ‘‘stoek-
ers.’’ ;

sort

A grocer is a decorator. In his win-
dow are pleasing and attractive displays.
His show cases, counters, desks, shelves,
and tables are free from dust, and goods
are well arranged on these. (leanliness,
neatness and order work for more trade.

A grocer is a bookkeeper, He uses
the quickest and easiest method of in-
dicating the eondition of his business. A
grocer is a conversationalist. When so-
liciting he knows how to steer the talk
his way. He gets down to business,
and does it in a ecourteous manner. He
knows when to listen.

A grocer is a gentleman. He treats
his customers eourteously. He sells
honest goods, and demands a reasonable
profit on such. '

He tries to keep down the cost of liv-
ing to the reaeh of the average family.

In this effort a grocer is a better phi-
lanthropist than a good many of our
millionaires.

It is eclearly apparent to you, my
friends, that this endeavor to defend a
grocer is not complete nor exaet, but it

is my approximate of a successful gro-
cer.

October 27, 1916.

A PLACE FOR EVERYTHING AND
EVERYTHING IN ITS PLACE

(Continued fro mpage 96.)

grocers who devote no time and eonsid-
eration at all to getting their store or-
derly, are able at any minute to lay their
hands on whatever they want. It seems
to me that with so many lines, unless
there is a place for everything, and
everything is in its place, business can-
not be conducted on the most highly
efficient lines.

The window is run on similar lines
and a medley of lines is mever shown.
Something is always made the leader,
and so, though there may be several
lines of foodstuffs, there is never mere-
ly a heterogeneous jumble, but a well de-
fined and ordered plan of display.

A Refrigerator Vault

At the rear of the store, Mr. Palmer
lias a refrigerator vault in which he
keeps his butter and eggs, meats, cook-
ed meats and baeons. This vault is
about twelve feet square and with a
height of about ten feet. It is excellent-
Iv eooled and provides not only a place
for provisions, but, during the summer
time, a good storehouse for fresh fruits
that might feel the burden and heat of
summer days. Were Mr. Palmer’s store
sufficiently large, he would rather have
his provision department and refrigera- .
tor system actually in the store, in or-
der that he might save the time at pres-
ent spent, walking to and fro between
the store and this vault. However, he is
limited for space and cannot do as he
would wish in this regard.

Mr. Palmer -made a very important
point in further discussing this matter
of everything in its place, and a place
for everything.  He pointed out that
with an efficient and well ordered store,
extra help might be dispensed with and
a grocer might get along with fewer
e'erks, than if his store was badly ar-
ranged.

““You ean make equipment do so much
for you in these days,’’ said Mr. Pal-
mer, ‘‘so you really eash in on a well-
arranged store. For, if things are so
fixed as to entail a minimum of journey-
ing up and down the store and a conse-
quent minimum of time spent in detail,
extra help is unnecessary and a grocer
can get along on a considerably smaller
pay roll than would otherwise be the

case.”’ A
—O—
BIG TOBACCO BUYING

Tobaeceo buying from Montreal and
Quebee have turned what threatened to
be a loss of a quarter million dollars
from frost, into a substantial profit. In
the past few days they have purchased
over three million pounds in this dis-
triet at a good ‘price, for leaf which was
frost-bitten, as high as twelve cents per
pound having been paid.
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Putting Interest Into Your Advertising

The Grocer’s Problems and Perplexities—How a Grocer Built Up a Name for His
Store—Suggestive Advertising Good—Cook and Menu Books Valuable—Crea-

DVERTISING a grocery store
A presents its difficulties and prob-

lems. The tendency is to give a
list of prices and to list merchandise in
ordinary demand. But this sort of ad-
vertising for the average grocer is not
very appealing, for his offerings anil
prices are not likely to differ much from
what his competitors ean offer; besides
whieh the opportunity to make striking

price reduetions are not very great,
sinece grocery profits are notoriously

slender.

The great majority of grocery items
are bought only to disappear from
sight—this by way of contrast with the
merchandise of the dry goods man, the
hardware dealer, or the boot and shoe
dealer. Apparel for body, hands, feet
and head lives to be seen—much of it,
at any rate, and is supposed to wear long
in the form in which it is bought. So
with mueh of the merehandise sold by
the hardware dealer, the jeweller, the
furniture dealer, and so on. But in the
case of groceries, the ease is quite dif-
ferent. Sugar, baking powder, flour,
raisins, salt, rice, canned goods, cereals,
soap—all disappear almost as soon as
purchased; and are transformed, or are
incorporated, in their uses. Quality
counts, of conrse; but the quality factor
i1s not much in evidence in the product
in the form in which it is eonsumed.

Again, the ordinary or staple lines
provided by grocers are so thoroughly
knowh by consumers that a listing of
them, in most ecommunities, is rather in-
sipid advertising, and a kind of adver-
tising but little responded to.

If the grocer does an extensive credit
business, then his troubles are added to
when he offers merchandise at eut prices.

Also, the insistence on the faet that
quality goods and a superior service are
provided is not very appealing to the
reader; and has minimum effect in at-
tracting trade.

In big ecities, served by newspapers
of large eirenlation, the grocer is only
in rare cases a buyer of their white
spaece—this because his business is a
neighborhood business, and he feels that
it i8 foolish to buy space in a paper
that has so muech waste eireulation, so
far as his field is coneerned. A down-
town grocer in a big city is usually pre-
pared to give delivery to all parts of
the eity, and so be can use the news-

papers, bat for the neigchborhood-groeer, -

the case is different. .
These, in brief, are some of the per-
plexities and problems of the average

tive Salesmanship the Big Idea

By John C. Kirkwood.

WHEN

simple menu:

Egg Jam

Ice Cream
Raisin Bread

Cocoa Lemonade

Lemons,
Seedless Raisins,

('ocoa,

‘GIVES A PARTY

S your little daughter to have a birthday soon? And
will she give a party to her little friends? For an
occasion of this sort we suggest the

MENU:

Sandwiches

Marmalade Potted Meats
Salad
Juna Fish
Sweets
Individual Jellies
Fruit Salad (Grape Fruit, Orange, Pineapple)

Sliced Pineapple
Dessert
Grapes
Home Made Candy
Animal Biscuits
Chocolate Cake
Raspberry
Grape Juics

In the above you have a simple and inexpensive menu for which
we provide the following items:

Eqggs. Jam, Marmalade,
Fish, Jelly Powder,
Pineapple, Malaga Grapes,
Sugar, Chocolate,

Syrup and Molasses for Candy,
Grape Juice and Raspberry Vinegar,
Animal and Fancy Biscuits,
Candles for the Birthday Cake and Candied Cherries for
decorating the Cake and the Fruit Salad.

E suggest that the above menu can be used for some grown-

up parties with complete acceptance.

tisement and paste it in your kitchen scrap book—this if
Mary’s birthday party is still several weeks away.

BROWN’'S GROCERY STORE

66 High Street
| ' CEDARVALE

MARY

following

Nuts Raisins

Fancy Biscuits
Birthday Cake
Vinegar

Potted Meats,
Grape Fruit,
Nuts,

Tuna
Oranges,
('luster Raisins,

Icing,

Cut out this adver-

Suggested advertisement of the suggestion type.

grocer; and perhaps they explain why
grocers’ advertising is not as general
as -it- should be; and as interesting as
it can be made. T propose, therefore,
in this article, to suggest to readers of
THE ("ANADIAN GROCER some ways

See note on same in accompanying article,

and ideas by which they ean make their
advertising more interesting and dis-
tinetive, and more resultful; and 1 am
glad to be able to illustrate what I
have to say by some examples of the
style of advertising I would recommen .l




CANADIAN GROCER

Can You Cook Prunes
Correctly ?

OME FOLKS of the Santa Clara Valley, Cali-
S foraia, have an idea that their famous prodact
suffers much at hands of unwise cooks. Shall

I tell you what they believe is the correct way to cook

‘Prunes ?

Recipe No. 1

First procure a pound or twn
of McCULLY'S SANTA CLARA
VALLEY PRUNES, —cleanse
1horoughly--then soak in water
for ten or twelve hours, adding
a little granulated sugar when
puatting to xonk. ¢ After this
soaking, the frun will assume
the full size it had on the trey,
and is ready to be -simmered
on the back of the stove-—not
bofled, simm:r only When
they are tender, they are ready
for the table. Serve cold with
a lttle eream. A little sliced
lemon or orange added just be-
fore simmering will give a rich
color and lavor to the syrup.

PRUNE NUT JELLY

Soak (wo tablespoonfuls of
Zelatine in half pint of cold wat
¢¢ for an hour. Have ready
hall a pound of cooked pruncs
which have had the stons re-
moved and been flavored with
lemon and sugur. Have ready
also half a cupful of chopped
mixed nuts, Pour the prunes,
s1ill nearly boiling hot, into the
gelatine and stir in the nuts,

McCully’s Santa
Clara Valley Prunes
come in thre: sizes—

lLarge size, per pound
Medium size, per ponnd....
'Smnll size, per pound
SANTA CLARA VALLEY
PEACHES

Evaporated, per pound

SANTA CLARA VALLEY
APRICOTS

Eviporated, per pound
KNOX'S GELATINE

Plain, por packnge..coveoes 15¢

4\uduluul mr p wckage. . |5c

McLAREN S GELATINE
Plaiu, per package
SHEET GELATINE
White, p roounce

McLAREN S JELLY POW-

All fruiy flavdrs, per pkg...10¢
3 packages for

Phones 61 and 223

Mustard Pickle Recipe

14 1b. whole Pepper
14 Ib, whole Allspice
14 oz. whole Cloves

14 1b. Turmeric
45 ib. Mustard Seed 13 1b. Salt, ¥ oz. Alum
2

2 gallons pur2 App'e Julce Vinegar

1% Ib. whole Ginger
14 1b. best Mustard

Vinegar and Spiws *5 b2 mixed and well s-irred toge:-
her. Crush Alum and Salt and dissolve ia a !itcis Vinegar,
belore adding. Caulifower and Onions must be scaided in
Salt and Water before putting in*o the Vinegar. Prepare
amount of Pickles you need and put Vegetables in as you
get them, When package is fuli s:ir occasionally tii! weil
pickled. This recipe will fill a four gallon crock

PICKLES made from this recipe will cause you no regrets
if you get your Spices and other ingredients at
Beaton's Grocer).

Pure Appie Juice Viuazar per gallon
White Wine Vinegar per galion %
Strong Picklicg Vinegar per nﬂon “t
Engiish Mal: Vinegar per gallon

—-

Beaton's Busy Store

OSHAWA, Ont.

DOCO00000000000000000C

No. 2.—-This advertisement is certain to attract the attention
of the housewlfe, and must add to the esteem of Beatom's Busy
Store, and see some of the lines suggested.

Powell & Co., Ltd.

Simcoe St. South

October 27, 1916.

+

il in a jelley mold, set it EEE BRAND JELLV POW
aside to cool, and serve with DERS
whipped cream.’ All fruit flavors, per pkg....5¢

Have You Tried Our Minute Puddings

Chocolate, Almond, Cocoanut, Vanilla,
Rose, Lemon.

10c per package

W. J. McCULLY ‘Gwoce

PHONE 64 OR 05. DOWNIE AND ERIE

BARTLET PEARS

We have 100 baskets of choice medium sized Bartlet Pears,
suitable for canning, price, per large basket, 45c. Right mow ix the
time to buy.

PEACHES FOR CANNING

Yellow 8t. Johns, Crawford and other choice varieties, large
baskets, 75¢ to 90c; small baskets, 50c.

PLUMS
All varieties, extra choice fruit, per basket. 45¢ to 75¢

FOR PICKLES
Gherkins, per basket, 45¢ to 76c. Extra small Pickling Ouions,
per basket, 60c; per quart, 13c. Small Silver Skin Onions, per
basket, $1.00; per quart, 20c. Large Onions, basket, 85¢c. Celery,
Red and Green Peppers. Best XXX Vin per galion, 40c
Whole Mixed Spice, per 1b, 25¢c. We have a full line of all Spices.
guaranteed pure.

GRAPES
Moore’s Early, choice fruit, well filled baskets, 35c¢.
APPLES
Choice lot in to-day, per basket, 50c. Also a few bawkets of
Crabapples, per basket, 30c.
MELONS
Salmon fleshed and Sugar Sweets, 10¢ to 20c each.
HONEY
‘The finest In the land, quality cannot be su ru-od In quan-

:la.. .C”? 12%c; 10-1b. pails, $1.35; quart jars, 45¢; in glass,

No. 1-—An advertisement of the right sort—suggestive, inter
esting and with real selling value. Note the catch line and live
introduction.

These Three Advertisements —

Sheffield Creamery Butter, per Ib., 40c. Choice Dairy. 1b., 37¢,
illustrate the article begun on page 101 and eompleted on oS A R ::7::‘- e
the page opposite. No. 1 and No. 2 are interpreted by the ‘s best gran for 31, .g‘..;’?.‘:.,”.::. 100-1b. bag,
inseription below them; likewise No. 3. It is instantly 10c. Cut Loat, per Ib., 10c. 'n.n-y per Ib., 1 :
clear that advertisements No. 1 and No. 2 have an interest STORE CLOSES AT 13.30 KACH WEDNESDAY IN SEPTEMRER
quality not possessed by the type of advertisement which AFR SO
No. 3 illustrates. Grocery advertising ean—and should—

’ ; King and Main St., Dundas. Phones 27 and 1
be made interesting. 9%

No. 3- A passable example of the Bulletin type advertisement
—a mere listing of lines and prices. Useful, perhaps, but devoid
of appeal and without selling “punch.”
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—examples found in Canadian newspa-
pers.
@iving a Store a Reputation

One of the first suggestions I have to
offer is — advertise the line or lines
which your competitors are not likely to
be able to duplicate. This means that
you should go in for specialties. May
I quote out of my own experience as a
groecer—an experience going back to the
'90’s of last century. I was the first
grocer in my town to sell cooked ham.
This I advertised freely, and this most
useful line attracted customers of other
stores. I didn’t make these buyers
regular eustomers; but I did increase
my turnover; and the line advertised
our business.

Ours was the first grocery store in
town to go in strongly for faney bis-
cuits. Like other stores, we handled, in
the beginning, only the usunal stock lines
— soda biscuits, ginger and molasses
snaps, sultanas, and perhaps one or two
other lines. The bakers carried a much
larger line of faney biscuits than the
grocers did. We put in a good display
fixture and carried a large variety.
Town eustomers discovered this, and
for afternoon teas and for other oecca-
sions, eur lines of higher-priced faney
bisenits soon became very much in de-
mand.

We handled a very superior line of
breakfast bacon. In those remote days
of low prices, common bacon sold at 13
cents a Ib. The special line we handled
retailed for 17 cents. It compared with
English bacon — sweet and non-salty.
This brand we advertised, and it at-
tracted trade. '

We went in for some novelties—soup
squares, for example; this in a day when
dry soups were decidedly uncommon.
From the advertising columns of THE
CANADIAN GROCER—then with its
robin-egg-blue cover—I learned of many
special things for which in my town
there was absolutely no demand—and
no knowledge. Many of these special
things I put in stock—small quantities;
and our staff were instructed to make
these known to our best class of trade.

Always we had special and unusual
lines to show our customers, and while
sales in many lines didn’t amount to a
great deal, yet the effect of this poliey
was very marked: our store became
known as a place where one could get
acquainted with new goods: our sales-
men were kept alert and interested and
took a real pride in the store’s growing
reputation; we attracted permanent new
customers, and many other townspeople
for easual purchases; we were ecalled
‘“smart fellows’’ by traveling men, and
this reputation didn’t do us any harm.

So was I furnished with material for
advertisements that my opposition
ecouldn’t duplicate. I did advertise
many times such items as:

CANADIAN GROCER

3 tins of Aylmer Canned Goods. ..
Clover Leaf Salmon

3 lbs. Tillson’s Rolled Oats

3 1lbs. Valencias Raisins
‘‘Excelsior’’ Coffee

25¢
15¢
25e
25¢

but then, and now, I never could see
much good in advertising of this sort—
common lines at prevalent prices.

And so I say to you—gert special lines
—exclusive lines, if you can—and fea-
ture them in your advertising—this not
so mueh to sell these lines as to give
your advertising difference and distine-
tion, and to build up a reputation for
your store, which reputation will attract
many customers and get your store talk-
ed about by women to their friends, at
social affairs when dainty things are
being served, and in the ordinary gossip
of women which very often has to do
with eatables and menus.

Advertising of the Suggestive Kind

Another type of advertising for gro-
cers is suggestive advertising; that is,
advertising which suggests speecial
things in connection with special needs,
times and occasions. For example, the
occasion of approaching Christmas gives
the grocer apportunity to do interesting
advertising; likewise do other anniver-
sary or special oceasions—birthday and
hallowe’en parties, formal dinners, lun-
cheons, and so on. Here again the ten-
deney may be merely to list lines, but
this tendeney while not perhaps to be
completely resisted, should not be allow-
ed to rule supreme.

An illustration will make this elear
We shall suppose the oceasion is a lit-
tle girl’s birthday party. What things
does the grocer provide for an event of
this nature? There are small candles,
raisins for currant bread, candied cher-
ries for adorning the cake, grape fruit
salad, egg or marmalade sandwiches,
macaroons, chocolate ecake, home-made
candies, jelly powder, table raisins,
Malaga grapes, nuts—perhaps raspber-
ry vinegar, grape juice, cocoa, or lemon-
ade. Suppose that the grocer snggests
in his advertisement the menu for a
child’s birthday party, he then will be
sapplving an advertisement of genuine
interest and appeal. A speeimen ad-
vertisement is provided on page 101.

This same idea can be followed many
times, and always advantageously, since
the resulting advertising possesses real
interest, will ereate talk and will per-
form a real service. This idea is being
employed by some grocers, as the ad-
vertisements reproduced to il'ustrate
this article shown on page 102.

In the preparation of advertisements
of this kind, grocers can find real help
from a study of cook books. Also, there
are numerous books purchasable dealing
directly with menus for various ocea-
sions. The possession and use of some
of these books will give the grocer and

103

his staff a new vision of the possibili-
ties of creative salesmanship.

Creation and Enlargement of Demand.

Creative Salesmanship! This should
be the idea always: The creation of de-
mand for unknown or slow-selling lines,
or the attraecting of new customers; or -
the enlargement of demand for lines of
common use. Suppose, for example, the
grocer can start the young people of his
community making home-made candy.
Thus he will inerease the sale of sugars,
chocolate, cocoa, cocoanut, molasses, sy-
rup, butter, dates, nuts, and what not.

When preserving time arrives he may
be able to induce many a home to make
some new preserve—by suggestion,

Just now is oyster season. Suggest to
your customers various ways of serving
or eating oysters. Suggest lemon juice,
salt, and cayenne pepper, instead of
vinegar, as a variation, for the enjoy-
ment of raw oysters. Suggest oysters
as a just-before-bedtime dish, served
raw, acecompanied by brown bread and
butter eut to extreme thinness. Sug-
gest fried oysters as a noonday item,
with a touch of butter and pepper on
each, and vinegar and grated nutmeg
added when once they are served. Or
if they are to be served as a stew, sug-
gest that bits of mace float in the gol-
den liquid to add a sympathetie eolor
touch. Then there are oyster eroquettes,
scalloped oysters, roasted oysters, fri-
cassed oysters, and other agreeable ways
of serving them. That is, the groecer
can by suggestion endow oysters with
a new appeal, and so increase the eon-
sumption of them.

This sort of advertising— of the sug-
gestive type-—designed to create sales,
demands time and thought, two things
the average retailer does not give to
his advertising. It is truly said thate
we get out of a thing no more than we
put into it, and this applies to our use
of newspaper space. One chief reason
why much retail advertising is disap-
pointing alike to advertiser and readers
is that it is hurried and thoughtless in
its preparation. Sometimes the grocer
holds advertising in small esteem, blam-
ing the newspaper or the publie, or ad-
vertising for the resultlessness of adver-
tising. But, would a garden or farm
cultivated with equal hurriedness and
thoughtlessness yield its tiller good re-
sults ?

. . L

In the foregoing the aim has been to
suggest to the groecer how he ecan en-
dow his advertising with difference, dis-
tinetion, interest and selling power.
Only the fringe of the subject, how-
ever, has been touched on. Behind the
ideas put forward is the larger idea of
Creative Selling, which takes in much
more than newspaper advertising, and
which is as the mainspring in a watch—
the source of all aetivity and progress.
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CATELLI'’S
MILK MACARONI

The Pure Food Success of the Year

The only test worth making of a new article is the
LSSl Nl SulTen
—_— ~ 1f it sells, it’s worth stocking — if it doesn’t sell,
naturally a grocer won’t bother with it.

CATELLI'S MILK MACARONI meets the
Sale Test fair and square.

1ts purity and wholesomeness—its wonderful food
value—its low price—backed by our big advertis-

ing campaign—are bring-
o, ing sales, and repeat sales,
to every grocer who is
handling it.

“The Girl
at
Catelli’s”

1s making thousands of customers for the
Grocers. This dainty book—the most com-
plete of its kind—tempts ambitious cooks to
try Catelli’s M:lk Macaroni in many new
and delightful ways. It has also induced
many, many people to use Macaroni in pre-
paring the daily meals.

This 1s but one of the many ways in which we
co-operate with Grocers to increase sales.

Your Wholesaler Stocks Catelli’s MILK Macaroni

The C. H. Catelli Co., Limited, - Montreal

If any advertisement interests you, tear it out now and place with letters to be answered.
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CATELLI'’S
MILK MACARONI

Has Stepped Right Into the Front Rank of
the Grocer’s Best Sellers

because of the manner in which we are backing up Catelli quality with Catelli
advertising and Catelli sales helps.

Fifty-two of the leading newspapers ani magazines are carrying Catelli adver-
tising.

Thousands of copies of the daintiest cook book of its kind ever issued—"“The
Girl at Catelli’s”—are being distributed.

Demonstrations are being made in the leading cities—also at the Toronto and
Ottawa Exhibitions—where many thousands will learn more about the wonder-
ful food value and deliciousness of this finest of all macaronis.

Big 24 sheet Posters on the billboards are also helping to focus the attention of
the passing throngs, to the merits of this now-famous dish.

In fact, everything that will help sales at all, is being done—and done well—to
co-operate with every grocer who is handling Catelli’s Milk Macaroni.

Your wholesaler will supply you.

¢ The C. H. Catelli Co.

LIMITED
MONTREAL

If any advertisement interests you, tear it out now and place with letters to be answered.
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Christmas Window Trimming
Suggestions for This Year’s Displays Given in Descriptions of the Prize-winning Displays

in Last Year’s Christmas Contest—The Value of Adequate Display
Methods Demonstrated.

OR many years now it has been the custom of

CANADIAN GROCER to run a Christmas window

display contest open to Canadian grocers and
their clerks. These contests have each year created
widespread interest in the trade, particularly along
lines of window display, and all sections of the groc-
ery trade have complimented CANADIAN GROCBER
from time to time on the benefits resulting from
them. The entries
which came in this year

Not all of the really worth while windows, which
were submitted, are reproduced here on account of
lack of space. A large number of particularly fine
displays which received and those which did not
receive prizes will be presented between now and
Christmas and in the opinion of the judges, many of
these will be only a very little bit behind the windows
which actually won the prizes in point of selling force

un({)gttmotivene#.
The value of the

were if anything better
than anything we had
previously received.
This is saying a great
deal when readers con-
sider the excellent win-
dows entered in 1914,
and displayed in our
Fall Campaign Number
of 1915. Nevertheless
the photographs which
are reproduced on the
following pages will
show that the art of dis-
play in Canadian gro-
cery stores is being de-
veloped to a supreme
woint  of excellence.
Ve have never received,
taking it small and
large, better windows
than are reproduced in
the pages following.

It has been our cus-
tom to reproduce the
two actual winners, in
both A and B class in
an early issue in a new
vear; therefore in the
issue of January 21 this
year the winner of class

follows:

ed by W. O. Herron.
The winners in
population were:

Ont., dressed by G.

gether.

same as last year.

WINNERS IN 1915 CONTEST

The winners in Class A, that is over 10,000
population, in CANADIAN GROCER Christmas
window dressing contest in 1915 were as

First prize, Nation and Shewan, Brandon,
Manitoba, dressed by J. F. Nichol.

Second prize, G. F. Grinyer, .Toronto,
dressed by G. F. Grinyer.

Third prize, W. O. Herron, Toronto, dress-

Class B,

First prize, Ruppel and Co., Elmira, Ont.,
dresgsed by C. Percy Ruppel.
Second prize—Piper
%’. Piper,
Third prize, Geo. Kerr and Co., Lethbridge,
Alberta, dressed by Geo. Kerr,

The prizes in each class consist of $5.00,
$3.00 and $2.00 respectively, making ten dol-
lars for each class, and twenty dollars alto-
CANADIAN GROCER will again con-
duct a Christmas window dressing contest this
year, the prizes and regulations being the

show window is so fully
recognized that the man
who can put real selling
arguments into his win-
dow displays can rest
assured that he is con-
tributing an important
part to the sales cam-
paign of the store. The
window trimmer should
be able, therefore, to see
a future in his work and
should endeavor to get
himself in every wa
possible to live up to his
opportunities.

Some of the most
successful display men
have attained their pre-
eminence by studying
the art of display indus-
triously and by the care-
ful collection of maie-
rial. There'.are many
window trimmers who
keep every picture of a
display that they come
across and file them
away under classifica-
tions which make it pos-
sible to turn them up at

under 10,000

and Young, Oshawa,

A and the winner in

class B were represented.

We are following our usual custom in reproducing
also the four next best displays on the following
pages, in view of the fact that they contain sugges-
tions for the Yuletide campaign. The six pages
should be among the most interesting in the number
to all grocers. Christmas is only but two months
ahead and every dealer should be planning his Christ-
mas windows pretty soon. Excellence and timeliness
in holdiay displays will help the dealers to get a large
share of the trade in his community and the sugges-
tions contained in the following pages will be a valu-
able means to this end.

CaNADIAN GROCER has always been the herald of
progress in the art of display. For more than thirty
years—ever since the paper was established—we have
endeavored to present to our readers the very best in
window dressing and naturally take considerable
pride in the results shown by our contestants, all of
them readers of the CANADIAN GROCER.

any time when needed.

See the advantage of
this system. A Thanksgiving window is to be made
up, say. The display man turns to his folder and
finds a dozen or more pictures of Thanksgiving win-
dows, all more or less good and all containing sug-
gestions which can be copied or adapted. The work
of building up an attraction which, though it may
be borrowed in some respects will nevertheless be
striking and original in its genial effect, has been
very much simplified.

There is a Western grocer who trims his own
windows and who recently reported to a representa-
tive of CANADIAN GROCER that he kept every
copy of the paper at home which contained especi-
ally good window trims. He has in all several hun-
dred copies. These he goes over carefully and
regularly and in this way he gains many useful
ideas. :
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Winning Window From Brandon

Nation and Shewan Carry off First Prize in Canadian Grocer’s Christ-
mas Contest in Class No. 1—A Particularly Fine Trim —
Decorations Are Exquisite and Do Not Detract
From Prominence of Goods.

By J. F. Nichol, Nation and Shewan, B randon, Ont

Window of Nation and Shewan, winner of first prize In Class 1, Canadian Grocer’'s Xmas Contest, Dressed by J. F. Nichol,

This window, the first prize-winner in Class “A,” comes from DBrandon. It was
trimmed there by J. F. Nichol, for Nation and Shewan, and is exceptionally fine,
alike from the point of the prominence it gives the goods and the pretty arrangement
of decorations. The whole trim suggests an atmosphere of high-class groceries. The
mural decorations are particularly fine, while the slender ribbons in color seem to be
more effective than the paper decorations frequently used.

On either side of the window are a series of tiers, which correspond to the unit
display in the centre between the two panels. These panels consist of pillars sur-
mounted by jars of fruit, and topped by flowers.

Fruits and nuts and candy in various boxes complete this attractive arrange-
ment. Tt is certainly a remarkably fine window.
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The Winner in Class B

Elmira Grocer Leads With Mighty Attractive Window — Light and Shade
Particulariy Good—Decorations Set Off Quality of Lines Shown—
Much Time and Energy Expended Show in the Trim.

By Percy Ruppel, of Ruppel & Co., Elmira.

Ruppel & Co., Elmira, won the first prize in Class “B™ of Canadian Grocer’s 1915 Xmas Contest.

This is pre-eminently a splendid merchandise window; that is it shows to excellent advan-
tage the goods displayed. Not all windows have this trait, very necessary though it is. Ruppel
& Co., however, in a city of ten thousand, hold an important place and their windows are town
traditions.

Observe that all parts of the exhibit are ticketed, so that the customers, busy and hurried

in their Christmas shopping, do not have to bother to come in and ask price details. They are
all there for them, printed.

Note the prominence given to the name and the “Merry Xmas” greeting. The decorations
in the form of paper-covered poles are very effective,
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Runner-up 1n the Major Contest

Second Prize in Class ‘“A” Goes to Toronto Merchant—A Most Neat and
Attractive Display—The Patriotic 1dea Contributes—Holiday
Lines in Appetizing Trim—How it Was Made.
By G. F. Grinyer, Toronto.

i. F. Grinyer, of Toronto, was second prize winner in Class “A."

Hero is a splendid Christmas window, one of the six best sent in to CANADIAN GROCER in
connection with last year's Christmas window competition. It is appealing in every particular and
reflects time and energy being spent in its building. Fruits and nuts are the big ideas, but candy is not
forgotten, while the shelves show mincemeat.

Notice the use of the flag here and there. It is war time and no display is complcte without it.
Notice, too, the use of cotton wool and flimsy paper to set oft the various colors. Altogether it is a
highly ereditable effort and Mr. Grinyer will do well if he beats it in 1916 display. It is an under
taking which, though requiring patience, pays for itself by its excellence.

This window is built in a half circle pyramid in a deep window, the window in the doorway being
as long or perhaps longer than the front window. The angle is made in the centre of the display.

Three boxes of prunes each side of the base with packets of seedless raisins between each, and the
pruces slightly tilted, are the bottom row. Next above that in centre is a large bowl of red and green
grapes and a few fancy apples to give the color effect, with two trays of nuts each side and packets of
fruit between each. The trays of nuts are raised from the back a little. Behind the glass bowl in centre
is a box of fancy apples with a tray of oranges on one side and a tray of grapefruit the other, fruit
being filled in with green excelsior. The spaces between the trays are filled in with boxes of chocolates
and pineapples. Above the box of apples in the centre are boxes of chocolates, behind them a box of
Cluster Raisins covered with glass, with a box of figs on either side. The remainder of the pyramid is
made up of boxes of Fancy Fruits, Biscuits, Chocolates and tins of Mincemeat. All the space is filled in
with excelsior of a color to blend with the goods displaved. Several small silk flags are placed here and
there to give a patriotic finish to the window.
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An Oshawa Winnér in Class " B”

An Oshawa Winner in Class ‘““B”’—Sccond Prize-Winner Had a Sym-
metrical and Attractive Trim—-—It Shows Much Patience and
Thought in Arranging-—How it Was Made.

By G. B. Piper, of Piper & Young, Oshawa.
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Piper and Young, of Oshawa, were runners-up in Class “B” with this trim.

The photograph above shows the window used last year at Christmas time by Piper and Young,
of Oshawa. It was a prize-winner in CANADIAN GROCER’S Christmas window econtest. Note
what excellent use was made of the comparatively small space. The use of Christmas festive hang-
ings lend a very seasonable air to the display. Note the good balanee preserved, so that the whole

window is symmetrieal. Even the decorations are so arranged that they balance, one side with the
other.

An important feature is that all goods are ¢learly marked as to price. Nobody, in the Christ-
mas rush, wants to spend time asking the prices of various lines, and this window obviates that
necessity. Even currants, raisins and nuts are priced.

Observe, too, the use of papers of a faney kind. This is growingly favored by the grocery
trade and certainly adds to the pleasing effect.

This window display was dressed by G. E. Piper, of Piper & Young's grocery. The bottom
part of this window contains nuts separated by oranges, with Christmas stockings along the edge.
The next ledge eontains differen