
THE BRIGHT SIDE
There is many a rest in the road of life,

I f  we only would stop to take it,
And many a tone from the better land,

I f  the querulous heart would wake it!
To the sunny soul that is full of hope,

And whose beautiful trust ne’er faileth, 
The grass is green and the flowers are bright, 

Though the wintry storm prevaileth.

Better to hope, though the clouds hang low, 
And to keep the eyes still lifted,

For the sweet blue sky will soon peep through 
When the ominous clouds are rifted.

There was never a night without a day,
Or an evening without a morning,

And the darkest hour, as the proverb goes,
Is the hour before the dawning.

There is many a gem in the path of life,
Which we pass in our idle pleasure,

That is richer far than the jeweled crown,
Or the miser’s hoarded treasure;

It may be the love of a little child,
Or a mother’s prayers to Heaven;

Or only a beggar’s grateful thanks 
For a cup of water; given.

Better to weave in the web of life 
A  bright and golden filling,

And to do God’s will with a ready heart 
And hand that are swift and willing, 

Than to snap the delicate, slender threads 
Of our curious lives asunder,

And then blame Heaven for the tangled ends, 
And sit and grieve and wonder.



SUMMER SCHOOL
Securing a good position is a matter of being pre
pared when the position is open. You may save 
two months in preparation by attending Summer 
School. This school is Chartered by the State as 
a Class A College. All work in business, Account
ing, Secretarial, Law, Income tax, and Economics 
is of very high grade. I t is a pleasure to send 
catalog.
DAVENPORT-McLACHLAN INSTITUTE

215 Sheldon Avenue 
GRAND RAPIDS, MICHIGAN

M I C H I G A N  B E L L  
T E L E P H O N E  CO.

For a perfect outing . . . 
V A C A T IO N  IN  M IC H IG A N

S pend your vacation in Michigan . . . lake- 
bordered land of play. Tumbling, sparkling trout 
streams.. .sporty golf courses... thousands of tree- 
bordered lakes and rivers. . .  bridle paths winding 
through verdant forests. . .  miles of sandy beaches 
. . .  wonderful highways . . .  no state offers more. 
Telephone members of the family frequently and 
call 'the office, to dispel worry. Telephone ahead 
for accommodations, or to notify friends when you 
will arrive.
LOW COST Long Distance telephone service . . .  
available everywhere . . . will help make your 
vacation enjoyable. The rates are surprisingly low.

I On* o f a stru t o f 12  advertisem ents concern
ing the ¡mention advantages o f M ichigan, 
being published ia  250 newspapers by the 

M ichigan B oll Telephone Company.

VACA TIO N  IN  M IC H IG A N

COLLECTIONS
We make collections in all cities. Bonded to the State of Michigan. 
Prompt remittance of all moneys collected is guaranteed. Write us 
for information regarding our system of making collections.

C R E D ITO R S COLLECTION B U RE A U
Telephone 7th FL Lafayette Bldg.,

Cadillac 1411-1412 Detroit, Michigan

H ere's our story — 
and we've stuck to it
W e sell to the independent 
jobbers , w ho sell to  inde~ 
pendent grocers who sell to 
in d e p e n d e n t housewives 
who want quality without 
paying a premium in price.

If that’s your policy, too, 
any really good independent 
jobber will be glad to take 
care of you.

PURITY OATS COMPANY
KEOKUK, IOWA

. .  don’t overlook this big
opportunity***

Many of the world’s leading doctors and physicians 
recommend Fleischmann’s Yeast as a simple, natural 
way to better health. You can help your customers 
to keep in the "pink of condition" by suggesting 
that they eat three cakes of this famous health food 
a day.

Fleischmann’s Yeast-for-Health increases the appe
tite. Customers who eat it buy more groceries. 
Don’t overlook this big opportunity to build up 
sales! Tell all your customers about the benefits of 
Fleischmann’s Yeast and urge them to eat it reg
ularly.

F l e i s c h m a n n ’s
Y e a s t - f o r - H e a l t h

Distributed by
STANDARD BRANDS INCORPORATED
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BROAD EDUCATIONAL LAWS.

They Will Result in More Just Human 
Society.

It may look to the average business 
man that the function of religion and 
the church and the function of business 
relations are as far apart as the poles 
of the earth. That is, the relations be
tween each are remote and the princi
ples of religion and business hold very 
little in common. When I refer to re
ligion it is to that understanding and re
lation between man and his Creator and 
not to any sect or creed.

Business is the first necessity of or
ganized society. It is of first import
ance to the welfare of every individual 
in it. We all depend upon business of 
some kind as a means of livelihood and 
for any possible comforts or luxuries. 
It is necessary that business be sur
rounded with every safeguard, that it 
may operate freely and provide con
stant employment to the people. When 
business slows down or fails and labor 
is left unemployed, suffering is near 
at hand, such as we now have through
out the Nation.

We are living under a selfish and 
unjust industrial system. It has result
ed in 10 per cent, of the people owning 
80 per cent, of the wealth of this coun
try. We have been taught that the 
dollar is sacred by placing it above 
human rights. Even ‘our educational 
training has been commercialized and 
youth is given to understand that the 
successful acquirement of wealth is the 
goal of success. The great accumula
tion of wealth has been made possible 
by special privilege laws, which give 
those of wealth an unjust advantage 
over their fellows. This kind of law 
and practises is a violation of eco
nomic law and is a great factor in 
bringing on reactions such as panics 
and depressions.

No cure for recurring panics and de
pressions is possible unless both small 
and large business men interest them
selves- in the causes which produce 
them and are willing to give of their

time to study the problem. If we are 
going to take it for granted that poli
ticians and big business will take care 
of the situation, or that the problem 
will solve itself in time, we are going 
to keep right on being upset in busi
ness, as we have in the past. As a 
business man and a student of this 
subject I am convinced that recurring 
financial depressions are brought upon 
the business world by violation of eco
nomic law. What I mean by economic 
law is the code laid down ’by our 
Creator to govern both business and 
social relations among men. When we 
adjust our business affairs to conform 
to this code, and live the principles 
this code demands, we will have less of 
these depressions and eventually there 
will be none. The code, known as 
economic law, demands honesty, just
ice, uprightness and the knowledge of 
our relationship with our Creator. This 
will come naturally when we train the 
spiritual sense or instinct of child life.

I do not know of a more important 
problem than making our business re
lations constant, safe and dependable. 
With the staggering losses business 
has already taken, it should become 
our foremost National problem to get 
our business relations properly ad
justed. To say it can’t be done is 
cowardly and un-American. Every step 
of human progress made came as the 
result of education. If our civilization 
is to mount to a higher plane, it must 
be elevated by education of youth. 
During the past few weeks many lead
ing educators of our Nation have de
clared our present educational system 
is weak and should be strengthened 
and broadened by the introduction of 
spiritual instruction of youth.

The church alone cannot cope with 
this need of spiritual instruction. In 
our own State to-day 70 per cent, of 
the children are growing up with no 
spiritual training whatever. The church 
can reach only those who elect to 
send their children for instruction, 
which should be supplemented in the 
home. Many are astonished at the in
crease in crime among youth, but when 
you consider the neglect of spiritual 
training, it is clear to see why this is 
so. Business men may believe it is the 
duty of the church to care for spiritual 
education and that this duty has noth
ing to do with business as we common
ly understand it. This is a vital mis
understanding. Business is usually 
very careful in the selection of a man
ager or of one upon whom it wishes 
to place a heavy trust or responsibility/ 
It wants to know the employe is hon
est, dependable and trustworthy. It 
wants those who are grounded in char
acter and principle, otherwise there 
would be no confidence. This same re
quirement should apply to every em
ploye, as well as the employer himself.

The church may have failed to per

form the function it is supposed to ac
complish in the business world, but it 
has not failed any more than business 
men themselves have failed to co-op
erate in placing business upon a higher 
plane. What we need to-day is more 
business men interested in a broader 
educational system, that will operate 
through our public schools, to provide 
spiritual, thrift and economic training. 
There is nothing else they could do that 
would help as much to stabilize busi
ness in the future. Training in good 
citizenship will do more to avoid panics 
and depressions. When you develop the 
spiritual side of child life, there will 
be more humanitarianism in business.

We are not going to have any better 
government or any more stable busi
ness relations than we deserve. We 
have an excellent form of government, 
and the power of the ballot is supreme. 
Upon our intelligent use of it our pros
perity depends. If we are to have a 
better administration of government, 
we have got to have a more enlighten
ed electorate. Our present citizenship 
is what our public school system has 
made it. If we are to advance to a 
higher plane, we have got to broaden 
our educational laws. As business men 
we are going to discover that selfish
ness and greed in business has got to 
be curbed. We have got to take more 
interest in the welfare of the one with 
whom we do business. We have got 
to become interested in his success and 
happiness, for upon this depends his 
future buying power. Business is suf
fering to-day because of the evil of 
high powered salesmanship, which en
couraged people to buy beyond their 
ability to pay. So many lost their buy
ing power that factories had to close 
and all lines of business had to operate 
with less help, thus adding to the great 
army of unemployed.

Our present plight is our own fault. 
It is a big price to pay. It is a chal
lenge to our intelligence. Providence 
has been kind. No famine or pesti
lence has assailed us. Mother Earth 
has provided an abuandance. We 
should be a happy, prosperous and 
contented people. The Good Book 
tells us we are “our brother’s keeper” 
and that “we cannot live for self alone.” 
Business men should study some of 
these precepts. If they do, it will make 
them more happy and prosperous. I 
am in favor of this as a business man 
and I shall do what I can to broaden 
the educational laws of this State, so 
we can build a more just and humane 
society. E. B. Stebbins.

Carson City, Mich.

Lucky is the man who loses his 
reputation if it is bad.

Happiness is often the price of being 
commonplace.

Cherry Pack Starts Soon For Oceana.
Continuation of strawberry picking 

throughout the past week despite the 
exceptionally hot weather has surpris
ed many growers who expected that 
the crop would be cut off short with 
berries drying up on the vines. Deliv
eries to Oceana canning plants have 
continued throughout the week and the 
amounts received up to this morning 
are considerably in excess of what was 
anticipated a week ago.

The first deliveries of gooseberries 
are also being made this week. The 
Oceana production is said to be near 
normal and this county probably fur
nishes the largest bulk of this fruit of 
any section in the country.

Early Richmond cherries are rapid
ly coloring. Last year the season’s 
pack started on July 6 but, according 
to field men of the Oceana Canning 
Co. the fruit will not be ready for pick
ing on that date this year. H. K. 
Royal, manager of the plant, states 
that usually growers get too anxious 
to get their fruit off the trees and that 
from present indications the pack this 
year should start about July 13.

Announcement of prices on canned 
cherries has been made by the Sturg
eon Bay headquarters of the Great 
Lakes Fruit Industries, Inc., at the ex
ceptionally low price of 6.50 a dozen 
for the so-called gallon size. This is 
2.50 a dozen under the opening price 
of last year and indicates a correspond
ingly lower price in cents as a net 
yield to the grower for his fruit.

It is more than likely that the low 
price will also be reflected in the 
amount that growers can afford to pay 
for picking, suggestions of 50c, 60c 
and 75c per 100 having been made.

Growers and pickers are advised not 
to be misled by pernicious rumors 
which seem to be prevalent, relative 
to prices or plans. During the week 
several parties of people have driven 
in from outside points following in
formation that pickers were to get 2c 
per pound this year. A grower from 
near Coopersville covered practically 
all of the factories in Western Michi
gan, having heard that some canner 
(no one seemed to know who) was in 
the market for cherries of any kind or 
nature at exceptionally high prices. 
This is the kind of a year when one 
can safely figure that the grass is just 
as green at home as it is over the 
neighboring fence. Unsubstantiated 
rumors are usually just about as far 
from the truth as it is possible to get. 
In this particular section, as is indi
cated in another article in this issue, 
the canners and the growers are work
ing in close harmony with the inten
tion of adopting the policy that will be 
to the largest general advantage.— 
Shelby Herald.

A load of liquor merely adds to a 
man’s load of trouble.
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SOME TRENDS IN TRADE.

Sidelights on World’s Most Important 
Happenings.

Most trading centers report continu
ation of the relatively buoyant feeling 
which began two weeks ago with the 
announcement in Washington that 
President Hoover had suggested a tem
porary removal of the war debt burden. 
Retail trade, although affected by the 
summer dullness now under full swing, 
was by no means dead and close ob
servers noted a disposition to shorten 
the period of seasonal stagnation.

Increased sales of low-priced auto
mobiles are the first evidences of the 
practical effect in the automobile in
dustry of the sharp change in senti
ment and the rise in security and com
modity prices. This upturn in demand 
is expected to hasten model changes 
and plant activity.

Rubber has joined the rapidly ex
panding group of price-rising commodi
ties, due to the better all-round feeling 
and an improved statistical and indus
trial position.

Century Ribbon Mills reports greatly 
improved sales in recent months, re
flecting iiiw styles in women’s wear. 
The year began badly but notable gains 
have been made since the end of 
March.

A budget. of nearly $250,000 to be 
spent mostly in newspaper advertising 
in the year started July 1 was adopted 
last week by the National Macaroni 
Manufacturers who were told that the 
four-year campaign has already done 
measurable good in spite of adverse 
conditions. Manufacturers wrere urged 
to refrain from reduction in quality to 
meet low-price demand, the surest way 
to defeat the purpose of the sales pro
motion.

Manufacturers of home furnishings 
show’ no inclination to accept a sug
gestion made by retailers that cash dis
counts be marked up as a means of in
creasing profits. Proponents of the 
idea say the manufacturers should raise 
their costs to cover the increase. The 
manufacturers see in the plan only a 
screen for poor merchandising at the 
expense of the consumer, and complain 
that dealers take discounts anyhow 
which they do not earn.

The Kentucky graduated sales tax 
law, the first title of which was “an 
act to restrain the unfair competition 
of the chain stores and in aid of in
dividual merchants of the common
wealth,” has been upheld by the Court 
of Appeals of that State. The reason
ing of the Supteme Court in the In
diana case was largely followed.

Comparison of chain store operations 
with those of wholesalers and inde
pendent dealers was incomplete because 
of insufficient data. Using studies in 
Nebraska and Ohio indicating a gross 
margin of 28.2 per cent, taken by 
wholesaler and independent between 
them contrasted with 19.4 per cent, 
taken by the chains, the conclusion, 
granting possibilities of error, is that 
there is a difference of 8.8 per cent, 
in favor of chain customers.

Calling attention to inadequacies in 
the Federal Trade Commission report 
on resale price maintenance, George 
Gordon Battle, counsel of the New

York Board of Trade’s committee on 
retail pricing, suggests further study 
for data on which to base final find
ings. He thinks that a problem other 
countries have solved should be soluble 
here, and believes that a difficult ques
tionnaire accounts for failure of most 
manufacturers to express preference for 
legislation.

Government and other observers are 
slightly more optimistic regarding busi
ness conditions. The general opinion 
is that by fall, after gradual improve
ment, practically all industries will 
show an appreciable improvement. To 
a surprising extent, individual manu
facturing companies which have ad
hered to equitable selling policies have 
maintained both volume and profits, 
indicating that the revival of general 
business will emphasize the importance 
of the retail distributor.

Interest is keen as to the next an
nouncement by the administration for 
the improvement of economic condi
tions. There seems to be nothing in 
the rumor that a moratorium will be 
suggested to relieve the farmer of the 
pressure of Government loans and to 
assist co-operative associations. It is 
more nearly possible that the next an
nouncement will deal with the problem 
of conserving and regulating basic raw 
materials, such as oil and minerals, or 
with the practicability of allowing 
agreements to prevent the selling of 
manufactured products below cost.

Dangers of expedients and trick sell
ing methods are being discussed by 
officials, and one expressed the con
viction that the business world should 
be warned against false reports and 
merchandising methods that promise 
exceptional returns. He suggested that 
“Get the facts before you act” should 
be the business slogan for the country, 
and mentioned that the Bureau of For
eign and Domestic Commerce is able 
to furnish all facts with which to test 
or on which to base every sound selling 
plan.

Program of operations for the com
ing year, recently announced by the 
U. S. Chamber of Commerce, offers 
nothing of an unusual nature for the 
immediate stimulation of business. 
Hope has been widely expressed that 
the chamber’s committees would evolve 
a plan that would have an immediate 
effect, either in hastening business re
vival or in creating confidence but; the 
program is a conventional, sound out
line of effort evidently designed for a 
steady pull.

Warnings on misbranded beverages 
are being broadcast and published by 
the Department of Agriculture to the 
public. Recently the administration 
seized more than 2,000 cases of grape
fruit juice which had been either adul
terated with undeclared sugar or mis
branded as to quantity of contents. The 
department contends that buyers who 
want pure fruit juices should not be 
obliged to pay for those which have 
been sweetened or watered.

American lumber interests are bring
ing the greatest possible pressure to 
bear to prevent the importation of 
Soviet lumber. The National Lumber 
Manufacturers’ Association has cited 
the Canadian ban against Soviet prod
ucts and the embargo placed, in re

taliation, by the Soviet government on 
all Canadian products. “The principle 
involved,” the Association states, “was 
considered far too vital to be consid
ered in the same breath with mere loss 
of dollars in exports. The protection 
of free Canadian labor was immeasur
ably more important than the entry of 
Canadian products to the Soviet mar
kets. It is our deliberate opinion that 
the protection of free American labor 
from the competition with labor as it 
exists under the rule of Russian com
munism will and should be far more 
a matter of principle than a considera
tion of dollars.”

The merchandising capacity of drug 
stores is being studied for the first 
time by the Department of Commerce 
in St. Louis. This phase of the survey 
is expected to throw a great deal of 
light on general retailing methods. It 
is not concerned with existing data, but 
is really a scientific exploration and a 
creative effort that is intended to es
tablish the factors of sound retailing. 
The work is carried on by studying 
every person who enters the territory 
of the store and recording his or her 
activities. The data will include figures 
on those who pass the store, those who 
look at windows, and all details of pur
chases made by customers, wth the in
fluences of weather and other condi
tions.

The fallacy of selling below cost to 
procure a profitable large volume is 
proved by high cost of buying orders 
as shown by several recent investiga
tions. In one case a manufacturer was 
buying new territory with a price ap
peal, and was amazed when the anal
ysis showed that for every $100 of 
gross profit he was paying $125. In 
another case, a wholesaler was at
tempting to increase his volume 
through a delivery service, and out of 
125 delivery loads it was shown that 
but three were profitable.

Change of viewpoint on the part of 
manufacturers from volume to profits 
is the motive of much of the Govern
ment’s work in domestic distribution. 
It is contended by several officials that 
this change in viewpoint, with the real
ization that a cut in price is inevitably 
a cut in profits, would accomplish a 
great deal toward more economical 
distribution.

Retail store clinics for manufacturers 
of lines of products may take the place 
of many specialty salesmen. The plan 
is to select one store in a community 
and by scientific methods build up the 
business of the store on the line of 
the manufacturer. Then co-operating 
wholesalers are furnished, not only 
with the figures of volume and profit 
for the clinic store, but also with full 
details as to how the results were at
tained. When the work is done prop
erly, it is said that the cost of inde
pendent distribution is greatly reduced 
because of the natural desire of retail
ers to emulate the success of the clinic 
stores.

The oyster campaign recently 
launched by the Bureau of Fisheries to 
dispel the general fallacy that oysters 
are not good during months without 
“R” in their spelling is said to be 
having excellent effect. The campaign 
may serve to suggest to other indus

tries that are harmed by general fal
lacies ways in which the Government 
may aid them by correcting false im
pressions and beliefs.

When On Your Way, See Onaway.
Onaway, July 7—A Sunday Free 

Press heading reads: “Detroit Desert
ed by Fourth Crowds.” Just as we 
predicted in last week’s Tradesman. 
The home coming at Onaway certainly 
thinned them out down there. We al
ways knew that Detroit was a nice 
little city, but altogether too far from 
Onaway to amount to anything.

However, seriously speaking, it is a 
real pleasure to state that never be
fore in the history of our little city 
have we enjoyed such large crowds of 
fun-loving, happy visitors. Both days, 
Friday and Saturday, the weather was 
perfect. Every sport was pulled off 
according to schedule. The firemen’s 

’ water battle not only delighted the 
crowds, but washed their sins away 
also. There will be no need for 
baptismal services for some time to 
come. Regrets were received from 
outsiders who were unable to attend. 
Among whom were J. E. McMullen 
and wife, of the Linden Leader. A 
former letter from “Mac” announced 
their coming and a hearty welcome 
awaited them, owing to their many 
friends and acquaintances here; im
mediately following, however, came a 
second letter, Mrs. Mac prostrated by 
heat, unable to came, but surely will 
later.”

The broadcasters announced the 
events loudly in their regular order. 
The bands led the crowds; the lunch 
counters, refreshment stands and din
ing halls did a rushing business. The 
lubricated pig squealed vigorously un
til captured. Dance halls and theaters 
flourished. There were good trotting 
and running races at the fair grounds. 
There were greetings, handshakes and 
laughter. There was not a single ac
cident. No intoxicated or disorderly 
persons or arrests were in evidence.

Let us look back a few years. Would 
this have been possible during the days 
of open saloons?—a physical impos
sibility.

In referring to our tourist register 
we find fifty-one different cities repre
sented at our home coming. These 
figures are probably only a minor por
tion of the numbers. 'Included in the 
list_ are Seattle, Wash., Indiana, Ohio, 
Chicago, Atlanta, Ga., New York and 
Pennsylvania.

Come now—own up—are conditions 
worse under the Eighteenth amend
ment? Is it not a fact that the world 
is growing better after all? 'Sensation
al write-ups of murder, liquor and 
scandal make the world look dark. An 
equal amount of publicity in behalf of 
all the good deeds performed would 
change the aspect of things.

I have but little respect for any 
newspaper, periodical or magazine that 
will not come out in the open and 
make a stand for the right, show its 
colors and assist in upholding the law 
and not defame it. I have cancelled 
my subscription to more than one 
magazine for that very reason.

Squire Signal.

Demand For Glass Products Eases.
Demand for flat glass products 

eased off during the week under the 
influence of seasonal conditions and 
inventory taking by distributors. Or
ders for window glass were received 
at about the average for June, which 
was below that of May. iConsidering 
the season and the lack of demand 
from automobile manufacturers and 
mirror makers, plate glass is moving 
better 'than might be expected. Condi
tions affecting future demand for plate 
glass are favorable. Buying of win
dow glass continues on a piece-meal 
basis.
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ANNOUNCEMENT
IMPORTANT

KITCHEN-FRESH!

That’s why more women are de
manding these famous K R A F T  
PR O D U C T S every day.

Every day sees new customers asking for 
Kraft Mayonnaise Products.

Kraft Mayonnaise, French Dressing, 
Thousand Island Dressing, Old Fash
ioned Salad Dressing, Ham-N-aise and 
Sandwich Spread are all kitchen-fresh! 
Women want Kraft products because 
they prefer their exquisitely fresh flavor.

W e are pleased to announce that we have 
made arrangem ents with I. VAN W ESTEN- 

BRUGGE to take over the exclusive sale of 

K RA FT “KITCHEN-FRESH” 
MAYONNAISE PRODUCTS

in G rand Rapids and surrounding territory.

I. VAN W ESTENBRUGGE needs no intro
duction to the merchants in the Grand Rapids 

territory as distributors of high quality food 
products. They will continue to render the 
same efficient service on all Kraft Cheese 
Products.

K R A F T - P H E N I X  C H E E S E  C O R P O R A T I O N
General Offices, Chicago, Illinois
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MOVEMENTS OF MERCHANTS.
Detroit-—United Men’s Store, men’s 

furnishings, has opened at 1000 Ran
dolph street.

Grand Haven—Bastian Van Woer- 
kom will open a men’s clothing store 
on Washington street.

Detroit — The Canton Shop, 3001 
West Grand boulevard, has changed 
its name to the Juniors Shop, Inc.

Detroit—The Shedd Creamery Co., 
2366 Vinewood avenue, has changed 
its name to the Shedd Products Co.

Mancelona — H. A. Dahlquist, who 
conducts a 5c-to-$l store at Charlevoix, 
has leased a store in the Laing block 
and will open a similar store here.

Flint—Lockhart’s, Inc., 518 Harrison 
street, has been incorporated to deal 
in merchandise with a capital stock of 
$10,000, $1,000 being subscribed and 
paid in.

Chesaning—Nason Bros., dealers in 
lumber and fuel, have purchased the 
Adam Loffelbein Lumber Yard at St. 
Charles and will continue the business 
as a branch.

Detroit—The H. A. Hosiery Co., 153 
West Jefferson avenue, has been in
corporated to deal in hosiery at whole
sale with a capital stock of $2,000, all 
subscribed and paid in.

Ann Arbor—The Harris Seed Co. 
has removed its plant from 300 East 
Washington street to 303 'South Main 
street where much needed additional 
floor space is acquired.

Albion—*C. A. Cayers, of Jackson, 
has purchased the former E. N. French 
grocery stock and store building at 
119 Austin avenue, of A. E. Gage, 
taking immediate possession.

Detroit—Eye-Kleen, Inc., 3735 Scot- . 
ten avenue, has been incorporated to 
manufacture and sell pharmaceutical 
specialties, with a capital stock of 
$1,000, $250 being subscribed and paid 
in.

Detroit—Kiefer-Whaling, Inc., Buhl 
building, has been incorporated to deal 
in men’s clothing, furnishings, hats and 
shoes with a capital stock of $10,000, 
$6,000 being subscribed and paid in in 
cash.

Alpena—The Alpena National Bank 
has consolidated with the Alpena Trust 
& Savings Bank under the style of 
the Alpena Trust & Savings Bank and 
increased its capitalization from $200,- 
000 to $400,000.

Detroit—Samuel Davidson & Co,, 
Inc., 13231 Livernois avenue, has been 
incorporated to conduct a plumbing, 
heating, supplies, etc., business with a 
capital stock of $2,000, all subscribed 
and $700 paid in.

Northville—William H. Elliott & 
Son, 112 East Main street, are closing 
out their stock of groceries at special 
sale and will remove their bakery 
equipment to Trenton, where they will 
continue the business.

Detroit—The Ellis Engineering Cor
poration, 309 C. P. A. building, has 
been incorporated to deal in machinery, 
hardware specialties, etc., with a cap
ital stock of $6,000, all subscribed and 
$1,000 paid in in cash.

South Haven—tGlenn B. Robinson, 
druggist on Center street, is refurnish
ing the ice cream department of his 
store. Some changes have also been 
made in the counter and show case 
furnishings of the store.

Detroit—iSmith Bros., Inc., 2479 
First National Bank building, has been 
incorporated to manufacture and sell 
golf bag stands with a capital stock of 
10,000 shares at $1 a share, $5,000 be
ing subscribed and paid in in cash.

Dearborn—The Commander-Larabee 
Flour Co., Wyoming and Brandt 
avenues, has been incorporated to act 
as distributor and selling agent with 
a capital stock of 1,500 shares at $10 
a share, $1,000 being subscribed and 
paid in.

Macon—iR. Dutton, of Dundee and 
Earl Payne, of this place, have taken 
over the management of the John 
Gowman general store, which has been 
purchased by Henry ford as a part of 
his experimental farm development in 
Lenawee county.

Hudson—The Oren Howes & Son 
Dry Goods Co. celebrated its fiftieth 
anniversary this week, the business 
being established by Mr. Howes fifty 
years ago. His son has been associat
ed with him as a partner for over 
twenty-five years.

Way land—Norris Schuh is erecting 
a garage and super-service station on 
South Main street. The North part of 
the building will be occupied by Mrs. 
Schuh with a tea room. It is expected 
the new place of business will be open 
for business August T.

Lansing—Coven & Hamilton, 1204 
South Washington avenue, dealers in 
radios, motors, electrical appliances 
and electric contractors, have merged 
the business into a stock company un
der the style of the Coven Electric Co. 
with a capital stock of $25,000, $9,500 
being subscribed and paid in.

Battle Creek—Jack Neller, a junior 
in the law school of Tulane University, 
New Orleans, who is spending his 
vacation here with hsi parents, has 
purchased the Washington Confection
ery, 5 Washington avenue and will 
conduct it until time to return to his 
studies when he will put it under the 
management of his sister, Miss Muriel 
Neller, until his return.

Clare—The Clare City Council has 
unanimously approved the franchise 
offered by the Gas Corporation of 
Michigan to distribute natural gas in 
the city of Clare. A special election 
will be held on July 14, to determine 
whether or not Clare will substitute 
natural gas for artificial. Clare has 
had artificial gas piped from Mt. Pleas
ant for about fifteen years.

Lansing—Theron M. Sawyer, 55, 
secretary-manager of Lansing Mer
chants’ Association, Inc., was fatally 
injured, his wife was instantly killed 
and their three children seriously hurt 
when their car left the road and crash
ed into a tree between here and Grand 
Rapids Sunday afternoon. Mr. Saw
yer was rushed to Blodgett hospital, 
Grand Rapids, where he died.

Frankfort — Two additional baths 
and a private dining room have been 
added to the facilities of the Park, in 
Frankfort, on Lake Michigan, during 
the winter season and a large amount 
of redecorating has been done, accord
ing to Miss Sadie Chambers, owner 
and operator of the house. A large 
number of mattresses have been re
placed with new and the grounds West 
of the hotel have been graded and 
seeded and a miniature golf links on

the East has been prepared for play
ing.

Manufacturing Matters.
Roayl Oak—The Lifetime Metal 

Products Co., 420 South Main street, 
has changed its name to the Levitt 
Hardware & Accessory Co.

Detroit—The Continental Cigar Co., 
2610 East Forest avenue, has been in
corporated with a capital stock of 
$6,000, all subscribed and paid in.

Detroit—-The Universal Marble Co., 
Inc., Greenfield Road, has been incor
porated with a capital stock of $20,000, 
$10,000 being subscribed and paid in.

Detroit—Fertilife, Inc., 1017 Penob
scot building, has been incorporated to 
manufacture plant foods, with a capital 
stock of $30,000, $5,000 being subscrib
ed and paid in.

Detroit—The T. D. Strom Manu
facturing Co. 7416 Mack avenue, has 
been incorporated with a capital stock 
of $5,000, $2,560 of which has been 
subscribed and $1,133.47 paid in.

Detroit—The Non Ferrous Alloys 
Co., 6425 Charlevoix street, has been 
incorporated to operate a foundry for 
non ferrous metals with a capital stock 
of $10,000, $5,500 being subscribed and 
paid in.

Manistee—The John H. Rademaker 
Co., has been incorporated to manu
facture and deal in salt, chemicals, 
lumber and building supplies, with a 
capital stock of $5,000, all subscribed 
and paid in.

Detroit—The Electric Door Oper
ator Co., 956 East Lamed street, has 
been incorporated to manufacture and 
sell garage door openers, with a cap
ital stock of 6,000 shares at $1 a share, 
$6,000 being subscribed and paid in.

Milford—The Wood Specialty Co., 
209 Oakland street, manufacturer of 
crates, boxes, etc., has merged the 
business into a stock company under 
the same style with a capital stock of 
$10,000, $7,200 being subscribed and 
paid in.

Flint—^The Standard Cotton Prod
ucts Co., 2701 Camden avenue, manu
facturer of cotton fabric for upholstery, 
has merged the business into a stock 
company under the same style with a 
capital stock of $240,000, all subscribed 
and paid in.

Wayland—The Pet Milk Co. is in
stalling machinery in its local plant 
for the manufacture of ice cream mix, 
to be sold to manufacturers of ice 
cream. The making of the ice cream 
mix will be an auxiliary to its manu
facturing of evaporated milk.

Detroit — The Detroit Ornamental 
Foundry Co., manufacturer of orna
mental metal castings, 1971 Guoin 
street, has merged its business into a 
stock company under the same style 
with a capital stock of $20,000, $10,000 
being subscribed and paid in.

Recent Business News From Ohio.
Fremont—'Damage estimated at sev

eral thousand dollars was caused at 
the A. H. Jackson Manufacturing Co. 
plant, an underwear concern here when 
a high wind ripped the roof off the 
building and a mild cloudburst fell up
on sewing machines and stock of .ma
terials in the cutting and sewing de
partments. Eighty women and girls

were at lunch when the storm broke 
and no one was injured.

Kent—Mark H . Davis, 74 Kent 
clothing merchant, formerly of Gar- 
rettsville, died at Cincinnati recently. 
He had been identified with the cloth
ing business in this section of the 
State for more than 30 years prior to 
his retirement.

Youngstown—'Nominal assets of 
$104,921 and liabilities of $81,438 are 
listed in schedules filed in the U. S. 
District Court at Cleveland, by the O. 
B. McManus Co., department store. 
Assets consist of cash on hand, $278; 
stock in trade, $35,520; auto, $300; per
sonal property, $593; debts due on 
open accounts, $55,904; bank deposits, 
$950. Liabilities are taxes, $419; se
cured claims, $20,286; unsecured claims 
$60,732. There are 192 creditors with 
unsecured claims.

Cincinnati—An involuntary pétition 
in bankruptcy has been filed against 
Charles N. Zesterman, trading as 
Zesterman Case Co., by attorneys 
Benham & Benham and A. L. Wein
stein representing Atlas Leather Case 
Co., $65; Gladstone Case Manufactur
ing Go., $91, and Levine & Rosenberg, 
$675.

Cincinnati—-Wolf Sigman & Son, re
tail dry goods, Gilbert and Wehrman 
avenues, list assets of $600, consisting 
of stock in trade. Liabilities are $5,068, 
of which $3,268 is unsecured.

Call For Low-End Linoleums Off.
Business in the wholesale hard sur

face floor coverings market fell sharp
ly following the price advance of 7 
to 10 per cent, which went into effect 
this week on low-end linoleum and felt 
base products. Jobbers attributed 
most of the loss in purchasing to pre- 
holiday inactivity. The drop in de
mand caused by the price increase can
not be fully gauged until next week, 
when jjormal buying conditions pre
vail. The call for better grade lino
leums . and felt base goods, which 
vyere not affected by the price change, 
continues at subnormal levels.

Amber Costume Jewelry For Fall.
Popular price costume jewelry lines 

for the Fall season will feature amber 
color beads and bracelets, carved 
peach-pit and coral necklaces, along 
with Florentine pieces of oxidized 
metal. A number of such items, it was 
said, have been made up in sample 
form, but production is being held up 
awaiting the response of buyers, due 
here in the near future. Prevalence 
of distress merchandise in the low- 
end lines is having an adverse effect 
upon the current sale of costume 
jewelry in the $1 to $2 retail range.

See Trend To Union Suits.
Some trend to men’s nainsook union 

suits, particularly in the low-priced 
ranges, has become evident during the 
last two weeks. While the demand is 
somewhat of a seasonal nature, it has 
developed suddenly and has caught 
mills that have been concentrating 
their attention on gym pants unpre
pared: As a result a few manufactur
ers are finding deliveries difficult. 
Greatest emphasis has been placed ign 
the low-priced numbers, retailingJat 
39, 49 and 59 cents.
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Essential Features of the Grocery 
Staples.

Sugar—‘Both raw and refined sugars, 
in our opinion, will show no more 
than moderate firmness during the 
next, month or two. We see little pur
pose in making extensive forward com
mitments at this time. Local jobbers 
hold cane granulated at 5.25c and beet 
granulated at 5.05c.

Tea—During the past week the mar
ket has been slow on account of the 
holiday spirit. News came from pri
mary markets that India teas are a 
fraction higher. This has not yet been 
followed by advances in this country. 
China greens are still firm and oper
ators are expecting advances on Hoo- 
chows and Pingsueys because of ex
pected crop shortage. The consump
tive demand for tea is good. First 
hands demand is about ordinary.

Coffee—There is very little of im- 
potrance to report in the coffee market 
since the last report. Early in the week 
prices strengthened a little on green 
Rio and Santos- sold in a large way, 
but later excessive supply got in its 
work again and the market eased off. 
Later in the week, however, news came 
from Brazil that much coffee was sup
posed to be hurt by frost and this 
raised future Rio and Santos several 
points. Perhaps actual Rio and San
tos advanced a small fraction, but it 
was small. Milds are unchanged from 
a week ago. The jobbing market on 
roasted coffee is also about unchanged.

Canned Fruits—The strawberry pack 
was smaller than expected, on account 
of the roots being stunted by the 
drought a year ago. The cherry pack 
in Michigan will be nowhere near as 
large as usual, due to the prevalence 
of maggots in sour cherries grown on 
trees which were not sufficiently spray
ed. The Government has issued an 
order forbidding packers to receive or 
pack any cherries which have not been 
sprayed four or five times by the grow
er. Reports from Wisconsin and New 
York still tell of damage to the grow
ing crops, sometimes by too much rain 
and sometimes by too little. California 
fruits show no particular change. Open
ing prices on new pack cling peaches 
are expected almost any time now. 
The trade expect them to be pretty 
low.

Canned Vegetables—The Michigan 
pea crop is only going to be half a 
crop because of the drought which 
prevailed a year ago. The subsoil is 
apparently without any moisture. The 
new crop of sweet peas in New York, 
Wisconsin and other growing states 
has been badly damaged by weather 
conditions. Particularly in fancy peas 
is the damage widespread as the blis
tering sun has turned the crops hard, 
and only a small portion of them will 
grade out as strictly fancy peas. Buyers 
have learned of this condition from 
their own sources and the result is 
that spot fancy peas are being held 
more firmly. Corn shows little change. 
Crops in Maine are reported as badly 
damaged and many factors show a dis
position to hold Bantam, but it still is 
available in New York and Maine at 
unchanged prices.

Dried Fruits—Dried fruits show no 
particular changes here. New apricots

are more in demand now and the situ
ation in California shows much im
provement, particularly on the lower 
grades. Higher grade apricots are re
ported as slightly easier. New crop 
raisin prices will be made next week 
by the California raisin pool. The cam
paign for additional acreage necessary 
to bring about the support of the Farm 
Board for the new control program is 
making fair progress and may be con
cluded before July 10, on which date 
the formal opening is expected. New 
crop prunes are developing favorably, 
while spot prunes remain easier in the 
hands of packers, due to the lack of 
buying and the need for liquid capital 
by some of the operators. The future 
peach and pear markets are shaping 
slowly and are more or less affected by 
what is happening in new raisins, apri
cots and prunes. In an effort to im
prove their prospects, 5,000 - apricot 
growers, acting through the California 
Prune and Apricot Growers’ Associa
tion, are conducting a campaign to pre
vent demoralization of the apricot mar
ket. Growers are being advised that 
co-o-peration will net them between 
$750,000 and $1,000,000 more on the 
new crop. It is being pointed out that 
the growers’ problem this year is a 
financial problem. In former years the 
crop was financed largely by the East, 
as it was the custom of buyers to an
ticipate their future needs, buying for 
months in advance. “To-day this sit
uation has changed,” says a statement 
issued by the growers. “Hand-to-mouth 
buying is the common practice. Buy
ers do not anticipate their needs but 
buy for immediate requirements only, 
even when they know that future pur
chases must be made on a rising mar
ket.”

Salt Fish—Demand for mackerel and 
other salt fish is still poor, perhaps 
no poorer than it always is in warm 
weather. Stocks are light, however, 
and there is no particular pressure to 
sell, therefore prices are steady.

Canned Fish—No change has occur
red in salmon. Demand is fair and 
most of the grades are in fair position. 
There is some shading in sockeye sal
mon. Sardines show no change any
where. Demand is only fair. The tuna 
fish situation is clearing up, and boats 
are going out for striped tuna and yel- 
lowfin after a sixty-day lay-off. A ten
tative agreement on price has been 
reached and canners are determined 
to stabilize the market.

Beans and Peas — Pea beans are 
weaker again on account of very slow 
demand. Other varieties of dried beans 
are sluggish with the tone barely 
steady. Blackeye peas are a little firmer 
with an advancing tendency showing 
at present.

Chese—Fair demand is noted in 
cheese. As the offerings are light the 
price has been steady to firm.

Nuts—Walnut halves and pieces, 
particularly from France, are in light 
supply, and the trade is being advised 
to cover early fall requirements as soon 
as possible, as cleanup is looked for 
before new crop nuts from France are 
available. Shelled almonds and filberts 
are dragging, with buyers taking only 
what they actually need. In the un
shelled group interest centers on new

crop almonds, walnuts, pecans and 
other domestic nuts. The almond crop 
will probably be the largest in several 
years, estimates varying from 18,000 
to 20,000 tons. Growing conditions 
also favor California walnuts. The As
sociation estimates an increase of over 
16 per cent, in the production of mer
chantable unshelled varieties and an 
increase of approximately 23 per cent, 
in shelled varieties. A large crop of 
pecans is also in prospect.

Rice—Several sections of the South
ern producing states report a lack of 
sufficient rainfall and moisture in the 
soil for* normal development while 
Louisiana growers say that salt water 
continues to be a threat in the large 
growing section just East of the Mer- 
mentau river. Stocks of top grades of 
Blue Rose now in hands of growers 
are moderate, while millers are holding 
practically none. Most of the plants 
have shut down, but a few are operat
ing against orders booked. The long 
grain varieties are firm and very scarce.

Sauerkraut—Due to the satisfactory 
sales effected in the past few months, 
up-state kraut packers are more con
fident. A few are holding for firmer 
prices in the belief that with a re
duced output in the coming season the 
worst has been seen in declining prices.

Syrup and Molasses — Considering 
the season there is a fair demand for 
sugar syrup, but only in small lots. 
Prices are steady and unchanged. Com
pound syrup is selling a little better 
without change in price. Molasses 
moderately active for the season with 
unchanged prices.

Vinegar — Continued improvement 
was shown ir. vinegar. With the com
ing of the warm weather stocks are 
moving into consuming channels in a 
much better way. Buying was a little 
more active, and sellers reported an 
improved understone to the market.

Review of the Produce Market.
Apples—‘Current quotations are as

follows ;
Ben Davis, A Grade ________ $1.50
Ben Davis, Commercial______1.25
Western apples command $3 for Wine- 
saps and $2.75 for Roman Beauties.

Asparagus—'Home grown commands 
$1.20 per doz. bunches.

Bananas—4@4^c per lb.
Beets—'Home grown, 35c per doz. 

bunches.
Butter—The market has been steady 

to firm since the last report. Demand 
has been fairly active and the feeling in 
outside markets somewhat firmer. 
There has been a small fractional ad
vance during the week. Jobbers hold 
1 lb. plain wrapped prints at 24^£c and 
65 lb. tubs at 22x/ 2c for extras.

Cabbage—Home grown, 90c per bu.
Cantaloupes — California stock is 

quoted as follows:
Standards, 45s_______________ $3.00
Jumbos, 3 6 s__________________ 3.25
Jumbos, 4 5 s__________________ 3.25
Jumbo flats __________________ 1.50

Carrots—New from ‘California, 60c 
per doz. bunches or $3.25 per crate; 
home grown, 35c per doz. bunches.

Cauliflower—$1.50 for box contain
ing 6@9.

Celery—Home grown, 30@50c ac
cording to size.

Cherries—Sour, $1.50 per 16 qt. crate; 
Sweet, $1.75 ditto.

Cocoanuts—80c per doz. or $6 per 
bag.

Cucumbers—‘No. 1 hot house, 90c for 
2 doz. basket; outdoor grown from 
the South, $2 per bu.

Currants—Red, $1.75 per 16 qt. crate.
Eggs—Fine fresh eggs are wanted 

and are selling every day to a degree 
which about absorbs the receipts of 
this grade. Heated eggs are beginning 
to show themselves and under grade 
eggs in general are hard to move. Job
bers pay 15c for high grade fresh 
stock.

Grapefruit :— Extra fancy Florida 
sells at $3.25 for 54s.

Green Onions—20c for Silver Skins.
Green Peas—$1.75 per bu. for home 

grown.
Green Beans—$2.25 per hamper.
Gooseberries—$1.75 per 16 qt. crate.
Lettuce—In good demand on the « 

following basis;
Imperial Valley, 6s, per c ra te___$.00
Imperial Valley, 5s, per cra te___5.00
Hot house leaf, per b u .________ 60c
Home grown head, per b u .____1.25

Lemons—The price has declined $2 
per box.
360 Sunkist_________________ $11.00
300 Sunkist_________________  11.00
360 Red B a ll_______________  10.00
300 Red B a ll________________ 10.00

Limes—$2 per box.
Oranges—Fancy Sunkist California 

Valencias are now sold as follows:
126 -------- $6.25
150________________________  6.00
176 ________________________  6.00
200 ________________________  5.25
216 _____i __________________  5.25
252 ------------------------------------- 5.00
288 ______    4,75

Onions—Calif, yellow, $1.50 per 50 
lb. sack; white, $1.85 ditto.

Parsley—50c per doz. bunches.
Peppers—Green from Florida, 60c 

per doz.
Pieplant—75c per bu. for home 

grown.
Potatoes—New home grown, $1@ 

1.10 per bu.; Virginia stock $3 per bbl.
Poultry—Wilson & Company pay as 

follows:
Heavy fow ls__________________ 16c
Light fow ls___.______   13c
D ucks_____ ________________  14c
Geese ______________________  12c

Raspberries—Black, $2.25 per 16 qt. 
crate; Red, $2.50 ditto.

Spinach—Spring, 50c per bu.
Strawberries—$2 per 16 qt. crate.
Tomatoes—$1 per 10 lb. container, 

Southern grown; home grown hot 
house, 75c for 7 lb. basket.

Turnips—60c per doz. for Louisville.
Veal Calves — Wilson & Company 

pay as follows:
Fancy _________________  10%@llc
Good_________________________ 9c
Medium _____________________  8c
Poor -------------------------------------- 8c

Watermelons—'40@60c apiece for 
Florida stock.

It is hard for a man to climb up in 
this world, but it hurts him much 
worse to climb down again.

Perhaps some children are naughty 
because they have heard that the good 
die young.
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IN THE REALM OF RASCALITY.

Questionable Schemes Which Are 
Under Suspicion.

Akron and other nearby cities in 
Ohio appear to be full to overflowing 
with alleged companies which under
take to foist so-called medicated salt 
on the retail merchants of .Michigan. 
The product thus exploited has no 
medical value and its sale is interdicted 
by the State agricultural department. 
The unfortunate feature is that in 
most cases the crafty agents who sell 
the trash insist on securing trade ac
ceptances which eventually turn up in 
the hands of alleged innocent third 
parties. This department has pro
tected hundreds of merchants from the 
machinations of these crooks in the 
past, but new victims are constantly 
appearing and asking for assistance. 
Once more—for the hundredth time— 
we warn merchants not to sign trade 
acceptances or give their signatures to 
any one in advance of shipment no 
matter how alluring the proposition 
may be. Any merchant who ignores 
this warning and invites trouble by 
dealing with these irresponsibles de
serves a call from the fool killer.

An advertising agency corporation, 
said to have placed for publication al
leged false advertisements, including 
those of a watch vendor, signed a 
stipulation with the Federal Trade 
Commission, agreeing that if the Com
mission will not include it as a re
spondent in proceedings against the 
advertiser, it will waive *any right it 
has to be joined as a respondent and 
will abide by such action as the Com
mission may take against the vendor- 
advertiser. !

Resale price maintenance methods 
are discontinued, according to an or
der of the Federal Trade Commission 
to Coty, Inc., importer, packager and 
dealer in cosmetics, 'New York. The 
company is to stop carrying into effect 
by agreements, contracts or co-opera
tion, a system of suggested resale 
prices for the articles it sells by such 
means as (1) agreements with whole
sale or retail dealers that the com
pany’s products will be resold by such 
dealers at prices specified by the com
pany; (2) procuring assurances from 
either wholesale or retail dealers that 
the prices fixed by the company, for 
resale of its products will be observed 
by such dealers; and (3) seeking co
operation of dealers in maintenance of 
resale prices suggested by the com
pany for its products. The Commis
sion found that the company made it 
generally known to the trade by letters, 
telegrams and interviews, that it ex
pects dealers handling its products to 
maintain its suggested prices. When 
information would be received by the 
company indicating that vendors of 
Coty articles in a particular city were 
not maintaining the suggested prices, 
the company would send its agents to 
such a city to interview these dealers, 
and to point out to them the company’s 
price maintenance policy and insist that 
they maintain suggested prices. Such 
agents would obtain from the whole
sale and retail dealers agreements to 
maintain such prices. The company 
has refused to sell its products to

wholesale and retail dealers who have 
not maintained suggested prices and 
who will not agree to maintain such 
prices in the future. The company has 
furnished names of wholesale or retail 
dealers whom it has refused to supply 
with products, directly to those dealers 
who maintain the respondent’s sug
gested prices or who are selling in the 
territory where are situated the deal
ers who had been cut off. Since 1928 
the company has not made a practice 
of notifying its vendees when such 
price cutting dealers have been cut off 
for failure to observe the suggested 
resale prices.

Unfair competition in the leasing of 
machinery will be discontinued by a 
corporation manufacturer of machines 
used for the random dyeing of yarns, 
according to a stipulation agreement 
between the company and the Federal 
Trade Commission. Leasing its ma

chines to manufacturers and sellers of 
woolen, cotton and rayon underwear, 
in competition with other corporations 
and firms, the respondent agreed to 
stop attempting to enforce leases of 
its machinery on the conditions that 
the lessee shall not use or deal in the 
goods or machinery of competitors of 
the lessor. The conditions of this 
stipulation agreement apply in all cases 
where the effect of such lease may be 
to substantially lessen competition or 
tend to create a monopoly in com
merce. The corporation further agreed 
to cancel all restrictive clauses which 
may at this time be contained in leases 
now in effect, and to notify the lessees 
that such clauses are without effect.

The Federal Trade Commission has 
ordered NuJGrape Company of Amer
ica, 'Atlanta, manufacturer of a well- 
known beverage concentrate, to dis
continue use of the term “NujGrape” 
or the word “Grape” as a trade name 
or other designation for a product not 
composed wholly of the natural fruit 
or juice of the grape. Provision is 
made that when such a product con

tains sufficient natural fruit of the 
grape as to derive therefrom its color 
and flavor, the words “Nu-Grape” may 
be used if accompanied by words 
equally conspicuous in type, clearly in
dicating that the product contains sub
stances other than natural juice of the 
grape. If the beverage produced from 
the company’s syrup is not composed 
in such substantial part of the natural 
fruit of grapes as to derive therefrom 
its color and flavor, then the company, 
according to the Commission’s order, 
shall cease altogether from using the 
words “Nu-Grape”’ or “Grape” to de
scribe it in advertising or on labels, 
bottles, barrels, caps, crowns or stop
pers, “except and unless, in the same 
connection, it is made prominently to 
appear that the product is an imita
tion, artificially colored and flavored. 
The Commission also prohobits the 
company’s using or authorizing others 
to use in advertising or labeling, words

falsely suggesting that a product is 
made from the natural juice of grapes 
or contains such juice in such substan
tial quantity as to derive therefrom its 
color and flavor. The company has 
sold its “Nu-Grape” syrup generally 
to bottling plants and a few jobbers 
who use it in preparing the “Nu- 
Grape” beverage. The retailer mixes 
one ounce of syrup to five ounces of 
carbonated water and sells it at five 
cents a bottle. In 1928 the company 
made and sold more than 200,000 gal
lons of “Nu-Grape” syrup and in 1929 
about 105,000 to 110,000 gallons. Since 
May 1928 “Nu-Grape” syrup has been 
prepared as follows: In manufactur
ing forty gallons of the concentrate 
one gallon of a so-called ‘̂ Merchandise 
No. 25” is used. The remaining 
thirty-nine gallons consist of water, 
sugar, tartaric acid and certified color
ing matter. “Merchandise No. 25,” 
which Is bought from a firm in* Brook
lyn, has for its base a concentrate of 
grape juice obtained in California. The 
Brooklyn Company adds aromatic 
grape juice concentrate made from 
grapes by a secret process. An analy

sis made by the Department of Agri
culture shows “Merchandise No. 25” to 
contain from seventy-two to seventy- 
four per cent solids, also tartaric acid, 
malic acid, citric acid, and 13.85 per 
cent, alcohol. The chemists found 
“¡Merchandise No. 25” to be so chang
ed by removal of solids such as fruit 
sugars and by removal of true fruit 
acids, as well as by addition of alcohol, 
that it has ceased to be a pure con
centrated grape juice and has become 
a grape extract. "Nu-'Grape” syrup is 
pronounced to be an artificially color
ed invert sugar syrup containing added 
acid, principally tartaric, and not more 
than twenty per cent, of grape juice, 
while the “Nu-Grape” beverage, made 
from the syrup, is found to be arti
ficially colored, sweetened with invert 
sugar and acidulated with added acid 
and containing no more than four per 
cent, of grape juice. “Nu-Grape” 
syrup is held not to contain sufficient 
natural fruit or juice of the grape to 
give it its color or flavor. The color 
is derived from artificial coloring mat
ter and the flavor principally from the 
added tartaric acid. Nu-Grape Com
pany of America was a Georgia cor
poration with its principal office and 
place of business in Atlanta, up to De
cember 19, 1924, when, by action of 
its stockholders, the company re
organized as a Delaware corporation 
of the same name with the same offi
cers, directors and stockholders. Since 
then no business has been carried on 
by the Georgia corporation, although 
it has not been dissolved. The Dela
ware company’s principal office is 
listed as in Wilmington, Delaware, al
though the executive offices and prin
cipal manufacturing plant are in At
lanta. Other plants are maintained in 
'Chicago, Los Angeles, Baltimore, 
Kansas City, Dallas, Little IRock, and 
Jacksonville.

Ithaca, July 5—Am going to suggest 
a mattdl- that I believe you might 
bring to the attention of your readers 
through your department devoted to 
questionable schemes being worked by 
smooth promoters.

A man by the name of E. C, Carver, 
who claims Alma or Jackson or most 
any other place as home, is working 
a so-called advertising stunt, whereby 
he gets a garageman to perform about 
$6 to $10 worth of services free as ad
vertising, for as many customers as 
Carver can sell coupon books to at $1 
each. I will enclose one of the books. 
The garage man gets nothing. Carver 
gets 100 per cent, of all money taken 
in.

Not only this but he leaves the 
printer unpaid. With us he ordered 
500 books, agreeing to pay when he 
called for the books. Later he came 
back one evening with a hard luck 
story about an automobile accident and 
asked us to release a few books to 
him and that as soon as he got his in
surance he would call for the re
mainder of the books and pay in full. 
We still have the books. The same 
stunt, I understand, has been worked 
on printers in several other towns by 
this man Carver, who is a smooth 
duck, hut one that bears watching.

Romaine McCall, 
Editor Gratiot 'Copnty Herald.

More than half the time when a 
woman betrays a secret some man 
is at the bottom of it.

A boy never gets much comfort out 
of his first cigar, but he gets lots of 
experience.

Exhibit made at Chicago headquarters of the Michigan Tourist and 
Resort Association by the Kalamazoo Paper Box Co.
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DETROIT DOINGS.

Late Business News From Michigan’s 
Metropolis.

Announcement of the second semi
annual women’s apparel market and 
exposition to be held at the Statler 
Hotel, August 30, 31 and September 1 
and 2 has been made by the Women’s 
Apparel Club of Michigan, through 
the club’s president, Milton Aronheim, 
of this city. A second market and ex
position will be held in Grand Rapids 
on September 13 to 16« inclusive, at 
the Pantlind Hotel for the benefit of 
the merchants in Western Michigan.

The Women’s Apparel 'Club of 
Michigan, organized in 1930, is com
prised of Michigan representatives of 
National manufacturers in the women’s 
children’s and infants’ wear field. Kin
dred lines are also represented. At 
the first exposition held in Detroit last 
February more than 100 lines were 
represented. Influenced largely by the 
success of this affair the club member
ship has nearly doubled and the in
crease will be reflected in the coming 
expositions to be held in the two Mich
igan cities, according to Manley 
Sprague the secretary. Mr. Sprague 
is in charge of arrangements.

iSklare & Elias, Inc., wholesale drap
eries and linens, have moved from 170 
West Jefferson, to new quarters at 148 
West Jefferson.

The 'Camill Neckwear Co. is now 
occupying new quarters at 138 Jeffer
son avenue, East. The firm for a num
ber of years was located at 148 West 
Jefferson.

The building at Jeffrson, East, and 
Bates street has been razed, the base
ment 'filled up to the road level and 
the space turned into a parking lot. 
This is the second time within a short 
time that a building has been removed 
for this purpose in the heart of the 
wholesale district.

Retail merchants in this city report 
a good pre-Fourth business and in 
most cases stated that the volume ex
ceeded that for the same period in 1930. 
Thanks to ideal weather conditions.

Preston D. Norton, general manager 
of the Norton, and of the Norton- 
Palmer, in Windsor, and chairman of 
the committee on student placements 
for the Michigan Hotel Association, 
reports that all twenty of the students 
in the four-year hotel course at Michi
gan State College have been placed 
with various hotels about the State of 
Michigan or contiguous states for their 
summer laboratory work, which is re
quired for graduation.

Involuntary bankruptcy proceedings 
have been filed in the U. S. District 
Court here against Eder Lipson Furni
ture Co., by Lawhead & Kenny, at
torneys, representing C. A. Finster- 
wald Co., $740; Reliable Mattress Co., 
$701; Standard ¡Screen Co., $136.

An involuntary petition in bankrupt
cy has been filed in U. S. District 
Court here against Paul Faust by 
Lawhead & Kennedy and John Mc
Neil Burns, representing ¡Hood Rub
ber Products Co., $1,751; Endicott 
Johnson Corp., $1,323; Brandau Shoe 
Co., $88.

The Union Guardian Trust Co. has 
been elected trustee of Majestic 'Shoe 
Shops, Inc., in involuntary bankruptcy. 
Assets are given as $5,500 and liabil

ities $37,063 in schedules filed in U. S. 
District Court here.

The Union Guardian Trust Co. is 
conducting receiver’s sale of stock for 
Hughes & Hatcher, retail men’s wear, 
with stores at 2305 Woodward avenue 
and 1244 Washington boulevard. As
sets are given as $174,301 and liabilities 
$2138,619 in involuntary bankruptcy 
schedules filed in U. S. District Court 
here. Assets are real estate, $50,000; 
cash on hand, $200; stock, $60,000; 
fixtures and machinery, $30,000; debts 
due on open accounts, $27,877; deposits 
in banks, $5,924. Liabilities include 
taxes, $33,800; secured claims, $16,405; 
unsecured claims, $118,413.

Equitable and 'Central Trust Com
pany, Detroit, has been appointed re
ceiver for the Lee Plaza Hotel by Cir
cuit Judge Harry B. Keidan. The 
property which had been operated by 
the Metropolitan Trust Company as 
receiver until that institution closed 
last week. The Lee Plaza is one of the 
larger apartment hotels in Detroit, 
having approximately 200 apartments 
of which 70 per cent, are rented at the 
present time. The building was erect
ed about five years ago.

Three million, three hundred ten 
thousand, nine hundred seventy-one 
dollars and nine cents was the amount 
written on the face of a check handed 
to O. B. Fuller, State Auditor General, 
at Lansing, Tuesday, June 30, by a 
representative of the Michigan Bell 
Telephone Company. The check was 
tendered in payment of the Telephone 
Company’s State tax bill for 1930. 
Only one other check, representing the 
joint tax paid by the New York Cen
tral Railroad and the Michigan 'Cen
tral Railroad, was larger. The Michi
gan Bell Company’s tax payments this 
year to State, Federal and municipal 
governments represent $5.51 for each 
of 681,976 average telephones in ser
vice during 1930, or the net earnings 
from approximately two of every five 
telephones. According to Walter I. 
Mizner, treasurer of the Michigan Bell 
Company, who signed the check, the 
Telephone Company pays more than 
23 per cent, of the total amount that 
will be paid the (State of Michigan this 
year by utility companies. Under the 
State law telephone and telegraph com
panies, railroads, railway car loaning 
companies, and express companies pay 
taxes to the State in lieu of local taxes. 
This money is placed in the primary 
school fund and later disbursed among 
school districts in proportion to the 
number of children of school age re
siding in the district at the time the 
annual school census is taken. It is 
estimated the primary school fund for 
1931 will receive from utility taxation 
approximately $14,100,000.

Copper Boiler Sales Rise Sharply.
Prevailing low prices on copper 

have enabled manufacturers of copper 
wash boilers to market their products 
this season at prices from 25 to 50 
per cent, below last years quotations. 
The reduction in prices has been fol
lowed by a record increase in demand. 
Boilers formerly priced above $7 at 
retail are now available around $4. 
New fall lines of household utensils and 
kitchen ware will feature the boilers 
at prices on a par with the ¿Spring 
levels.

REPRESENTATIVE RETAILER.

Duncan Weaver, the Well-Known 
Pharmacist.

Harry Duncan Weaver was born on 
a farm five miles Southwest of Fenn- 
ville. His grandmother, on his father’s 
side, was born in Germany. His moth
er was born in Vermont. His father 
was born in Ohio and lived to be 83 
years of age. The family subsequently 
removed to Saugatuck and in 1910 
again removed to Fennville.

Mr. Weaver graduated from the high 
school of Fennville in 1917. During 
the time he attended school he worked 
nights and mornings in the drug store 
of W. H. Faust. In 1919 he went to 
the Ferris pharmacy school at Big 
Rapids, graduating therefrom one year 
later. He then entered the employ of 
Richard Thiel, of Fennville, with whom 
he remained six years. The next year 
he was employed in the Liggett drug 
store at Muskegon Heights. He then 
returned to Fennville, purchased the 
Thiel drug stock and continued the 
business under the style of Weaver

Duncan Weaver.

Drug Co. He now uses the title Dun
can Weaver, Druggist.

Mr. Weaver was married Feb. 17, 
1929, to Miss Myra Matting, of Hol
land. They live in their own home in 
Fennville.

Mr. Weaver is a member of the 
Methodist church, being a member and 
secretary of the board of stewards of 
that organization. He also teaches a 
class in the Sunday school. He has 
never joined any fraternity.

Mr. Weaver has served Fennville 
four years as member of the common 
council.

He was president of the State Rexall 
Association one year—'1929-1930. Jan. 
21, 1930, Governor Green appointed 
him a member of the Michigan Board 
of Pharmacy.

Mr. Weaver attributes his success to 
his friends. He believes he has the 
most loyal friends of any man in the 
world. This means, of course, that he 
has a delightful personality, which en
ables him to make and keep his friends. 
He is universally liked and respected 
in the community in which he lives and 
has a large following in the Michigan

State Pharmaceutical Association, the 
convention of which he has attended 
regularly for several years.

Canned Grapefruit Fails To Meet 
U. S. Rules.

Jacksonville, Fla., July 3—The Flor
ida Citrus Exchange is having its 
troubles trying to get the grapefruit 
canning industry on a successful work
ing basis, the latest complication be
ing the seizure of more than 2,000 
cases of canned grapefruit that did not 
meet the requirements of the Federal 
pure food laws. 'Samples of the canned 
grapefruit had been subjected to in
spection and chemical tests at Wash
ington.

It is understood that the canners, in 
their haste to hit the early market, had 
labels printed in great quantities that 
did not conform to requirements of 
the Federal pure food laws with re
gard to indicating the actual contents 
of the can. The Exchange subsidiaries 
engaged in the canning deal, together 
with the independents who are pooled 
under the name of the Florida Can
ners’ Association, have appealed to U. 
S. Senator Duncan Fletcher for assist
ance.

Money in Produce Business.
San Francisco, July 3—A wholesale 

produce dealer moved to this city re
cently and deposited $500,000 in a local 
bank. He had been engaged in the 
wholesale produce business in a pros
perous California community for over 
20 years, and finally moved to this city 
with a cool half million to his credit. 
When asked the secret of this financial 
success, he said: “I attribute my abil
ity to retire after 20 years in the pro
duce business to close application to 
duty, always hewing absolutely to the 
line, letting the chips fall where they 
may, in addition to the most rigorous 
rules of economy, never spending a 
cent foolishly, everlastingly on the 
job with a whole heart early and late, 
and to the death of an uncle who left 
me $499,999.50.

Expect Better Gift Wares To Sell.
Gift wares buyers going into the 

wholesale markets within the next few 
weeks will be in quest of limited sup
plies of medium and high-price items 
for Fall sales. Novelty merchandise 
selling around $1 will spuply the bulk 
of the business, but stores are reported 
ready to give more attention to the 
better merchandise than they did last 
Fall. Outstanding among the articles 
expected to be popular are recently 
imported lines of Holland pottery. 
Price competition on Italian pottery 
has turned the demand toward the 
Holland pieces, which are available to 
retail at from $3 to $30.

Overcoming the depression by ap
pointing committees is not considered 
feasible by the best economists in 
Washington. The announcements of 
the United States Chamber of Com
merce and of the Civic Federation are 
considered as merely gestures. They 
will have little effect, in the opinion 
of the best observers. The greatest 
need is for representative action on the 
part of the Nation’s business leaders. 
One of the best known economists in 
the Government service remarked the 
other day that there are literally tons 
of reports and other data bearing on 
the economic situation that have been 
carefully collected, and that further 
research is not needed. The one hope 
is that business leaders may come for
ward and organize with a definite plan 
of restoring confidence by action.
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GERMANY THE WHINER.
The remarkable description of finan

cial and economic conditions in Ger
many from the pen of Paul Findlay on 
page 20 of this week’s edition of the 
Tradesman can be depended upon as 
accurate because 'Mr. Findlay has 
made a close and careful investigation 
of conditions in Germany and records 
his conclusions from first hand in
vestigation.

The Franco-Prussian war was de
clared July 19, 1870. The treaty of 
peace was signed May 10, 1871. The 
conditions of the treaty were the 
ceding of Alsace and Lorraine to Ger
many and the payment of a war in
demnity of $1,000,000,000, the German 
army to occupy certain portions of 
France until the last penny of the in
demnity was paid. The last install
ment of the war indemnity was paid 
Sept. 5, 1873, without a whine or pro
test on the part of France.

Contrast this record with the action 
of Germany over the war indemnity 
Germany agreed to pay as the result 
of the kaiser’s war of conquest—an 
indemnity which should have been five 
times as large as the amount finally 
agreed on because of the utterly de
fenseless position of Germany for 
starting the war after long and ex
pensive planning and the rapacity and 
brutality with which it was conducted. 
Considering the wantonness with 
which the war was prosecuted and the 
fact that no German building was de
stroyed and German soil was not in
vaded, Germany got off very easy for 
the awful things she did and the way 
she did them.

Germany’s position in undertaking 
to repudiate her war assessment is 
utterly untenable and contemptible and 
should receive no consideration what
ever at the hands of the civilized na
tions of the world.

NARROWING THE FIELD.
In an article in the current issue of 

the Spectator, the well-known insur
ance publication, Dr. Frederick L. 
Hoffman gives some figures as to the 
growth of the death rate from cancer 
which at first glance appear alarming. 
He shows that in fifty cities there has 
been a steadily increasing number of 
deaths from cancer in the past twenty- 
five years and that the cancer mortality 
for 1930 in the entire United States 
was the highest on record.

We have no intention of minimizing 
the danger from cancer. It is one of 
the gravest problems the medical pro
fession now faces, and further growth 
in the death rate can be combated only 
by a public realization of the necessity 
of prompt application to a physician 
upon the first appearance of symptoms. 
But at the same time it is not so much 
because cancer is becoming more wide
ly prevalent but because of the elim
ination of other diseases, permitting 
thousands of persons to reach the age 
at which cancer affects them, that the 
mortality rate constantly increases. In 
fearing cancer we forget how life ex
pectancy has been increased by med
icine’s successful fight against other 
causes of death. If cancer is now our 
chief enemy, it is only because we have 
taken up an advanced position in the 
struggle to prolong life.

Some day, we do not doubt, science

will turn the scales against cancer. It 
will decrease to an irreducible mini
mum deaths from all diseases. Then 
the memace will be old age. The sta
tistics will prove that deaths from this 
cause have increased at so alarming a 
rate that all medical facilities must be 
martialed for a fight to the finish. And 
while science may cause old age to re 
treat, slowly and reluctantly, it is the 
one foe it can never vanquish.

REPORTS ENCOURAGING.
Although there was some recession 

in the hopeful sentiment which first 
greeted the proposal for an inter
national debt holiday, the cheerful 
tone in business last week was fairly 
well maintained. It was recognized 
that the whole debt problem and the 
threats of political and social disorder 
can scarcely be dismissed as past the 
danger point, and yet the general feel
ing seemed to be that at least a start 
has been made toward solving those 
difficulties which are prolonging the 
depression.

Helpful to this sentiment were small 
advances in both the weekly business 
index and in the commodity price aver
age. The former moved slightly high
er as increases in car loadings and 
electric power output offset the de
clines in the other basic activities. The 
Annalist weekly price index of com
modities rose to 102.2, with the only 
declines in farm products, building ma
terials and miscellaneous items.

While building contract awards in 
this district last month were nearly 
equal in value to those placed in the 
same month last year, the figures for 
the country as a whole have shown 
little improvement. For the first 
nineteen days of the month they were 
running one-half of 1 per cent, under 
the daily average for May, when a gain 
of about 2 per cent, is usual, and were 
little more than half of the June, 1930, 
awards.

Some improvement in automobile 
sales is reported, and this, coupled 
with the more liberal purchasing policy 
which the railroads may adopt on the 
basis of being able to obtain higher 
rates, points to an improved outlook 
for operations in the many supplying 
industries.

IMPROVEMENT A FEATURE.
Little in the way of a review of the 

half year in business seems necessary 
when so much depends upon the out
come of the international debt agree
ment. The substitution of long-term 
for short-term credits among the suf
fering nations will spell, it is felt, all 
the difference between stability and 
collapse. Eventually, it is freely pre
dicted that the war debts and loans 
will be considerably scaled down and 
commercialized.

The six months in business, how
ever, have proved that the low point 
in the depression was not reached last 
December, as many so confidently as
serted upon earlier occasions. Building 
operations have also failed to come up 
to expectations. The veterans’ pay
ments brought a measure of relief to 
the situation and were reflected chiefly, 
it is believed, in the improvements 
which took place in merchandise trade. 
The gain in this activity was the chief 
development of the half year.

Following upon this stimulation,

which was transmitted to the textile 
and boot and shoe industries, there 
was some reaction which, however, has 
been overcome to a degree by the 
vigorous promotion of merchandise by 
the larger stores at greatly reduced 
prices. The public has responded to 
these bargains even though the spread 
of w'age reductions and the cutting 
down of interest and dividend pay
ments have influenced purchasing 
power unfavorably. Recently, the 
more cheerful feeling in business has 
brought almost immediate response in 
improved buying by consumers.

FALL BUYING POLICIES.
This week the buying season on 

Fall merchandise is under way. After 
the holiday the number of buyers in 
the market begins to increase and a 
peak is reached late this month and 
through the early weeks of August. 
Some preparations have already been 
started, but they are of a minor char
acter.

A canvass of opinion in the markets 
regarding the operating policies likely 
to be followed by the stores for the 
new season indicates that greater cau
tion and care will be exercised than 
ever in the selection of Fall lines. The 
opinion seems to prevail that prices 
and styles are about right but that a 
good deal more concentration on qual
ity will be necessary before values are 
well established.

A certain amount of stabilizing is 
required. Many new prices have ap
peared within the year and, as a result, 
there has not been the concentration of 
effort on particular price lines which 
finally gives them all the value pos
sible. Thus,, with ten price lines in 
dresses instead of five, piece goods 
manufacturers spread their values out 
to cover ten instead of five standards 
and there is not the concentration 
which raises quality. The same thing 
holds for the labor put into the gar
ments.

What the stores propose to do for 
the new season is to pick those price 
levels which consumers prefer and to 
intensify their efforts toward building 
up value, which is a combination of 
quality and price.

DRY GOODS CONDITIONS.
Almost up to the holiday last week 

retail trade in this district ran at about 
the best level so far this year, except 
for the Easter period. Some of the 
large stores exceeded their 1930 fig
ures by good margins, while a number 
reported that they equalled last year’s 
volume. Women’s apparel, sports 
wear and men’s furnishings were the 
most active departments. Low prices 
have apparently exerted their usual in
fluence, but the more hopeful feeling 
with respect to the general business 
situation was also a factor, no doubt.

The June figures for trade were 
probably helped appreciably by the 
last-minute spurt. Early reports from 
the chain systems indicate that many 
increases were probably enjoyed and 
the comparisons for the month show 
up much better than the averages for 
the half year.

In view of the fact that the decline 
in retail trade started about a year 
ago, the monthly comparisons for the 
remainder of the year may prove more 
encouraging, particularly if allowance

is made for the lower prices now pre
vailing. The larger stores that keep 
even with last year’s dollar volume 
will actually be moving from 15 to 20 
per cent, more merchandise.

The week’s gain in retail trade was 
welcomed in" the wholesale merchan
dise markets as a highly helpful fore
runner to the opening of Fall opera
tions. The new season gets under 
w'ay this week and producers believe 
that more liberal buying will result 
from the spurt in retail stores.

THE BEETLE WAR.
Word from the United States Beetle 

Research Laboratory at Moorestown, 
N. J., that “within a period of from 
ten to thirty years’’ the Japanese beetle 
will be brought under control by the 
use of parasites carries not half the 
encouragement for farmers and gar
deners that everyday observation 
might bring. For every year more 
and more natural native enemies of 
the beetles appear to be taking up the 
task of ridding the country of the per
nicious immigrant. Of these, the birds 
appear the most important. And this 
year, possibly because of two succes
sive mild winters, the birds seem to be 
particularly abundant. The starling, 
noisy and ill-mannered as he is, has 
developed a taste for beetles. The 
robin, too, has learned to like beetles. 
So has even the gamin of birddom, the 
English sparrow. That feathered im
migrant, the pheasant, has both large 
capacity and ready appetite for beetles; 
and the pheasants have had large 
broods this spring. Climatic vagaries, 
too, have played a part in the beetles’ 
troubles. Last year the hot, dry 
weather reduced their numbers. This 
year some atmospheric condition has 
delayed their emergence and their 
feeding season will consequently be 
cut short. And, to top the list of diffi
culties of the beetles, more and more 
gardenets are learning to use effective 
sprays and soil treatment.

A BRAVE ENCYCLICAL.
The Pope’s encyclical on labor is to 

be welcomed as one of the most forth
right documents that had ever come 
out of the Vatican. The encyclical 
letter, in reply to the Fascist charges 
against the Catholic Action Societies, 
is like unto it. It goes directly to the 
very base of the issue. In answer to 
Mussolini’s declaration that the state 
must monopolize the education of the 
young, Pope Pius XI says flatly that 
“a conception of the state which makes 
a young generation belong to it with
out any exceptions, from the tenderest 
years up to adult life, cannot be 
reconciled by a Catholic with Catholic 
doctrine.” 'He declines to have Church 
and Pope limited to “external prac
tices of religion.” There is the issue 
joined. That it is wisely joined no 
human power can tell. But with 
Catholic Austria destroyed by the war, 
with disestablishment in France and 
with a republic in Spain, that faithful- 
est daughter of the Church, it is cer
tainly a brave prelate who will stand 
forth on such an issue in Fascist Italy. 
We must admire the fair shot at 
Mussolini’s censorship which the 
Vatican took in sending the letter out
side of Italy for publication to the 
world at large from London and Paris.
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OUT AROUND.

Things Seen and Heard on a Week 
End Trip.

If there ever was a more perfect 
day than July 4 I fail to recall it. We 
spent the day quietly at our country 
home at Lamont in the midst of our 
flowers and birds, with Old Glory re
sponding to the brisk breeze. Owing 
to the favorable season our flowers are 
50 per cent, more numerous than in 
any previous season and we are de
lighted to have several new varieties 
of birds with us which partake of our 
hospitality and use our bird baths 
freely, but have not yet handed in their 
cards so we can identify them by 
name. We are anxiously awaiting a 
call from some bird specialist who can 
help us in our present dilemma.

As I look out on the little park ad
joining our home on the West—made 
beautiful by the artistic genius of 
Eugene Goebel and the generosity of 
the township board in kindly permit
ting us to put Mr. Goebel’s plans into 
execution—at no cost to the commun
ity—my mind goes back sixty years 
and I recall the Fourth of July cele
bration held in the little park in 1871. 
Dr. Scott, the physician and druggist 
at the foot of the hill, was master of 
ceremonies. Elder Doolittle, pastor of 
the Congregational church, and the 
Methodist clergyman furnished the 
spiritual portion of the program. Prof. 
Barney, the superintendent of schools, 
read the Declaration of Independence, 
and Rev. James Ballard, of Grand 
Rapids, delivered the oration. The 
little organ in the Congregational 
church was carried to the platform, 
where music was furnished by Mr. 
and Mrs. James F. Cady, father and 
mother of Geo. W. Cady, executive 
secretary of the American Missionary 
Association of the Congregational 
church, the Pittman sisters, Charles 
Pittman and another man whose name 
has entirely escaped me. I recall that 
the steam barge, the Experiment, tied 
up during the exercises at the dock 
where the Denison sawmill was locat
ed and sent word to the merry makers 
that any one who wished to avail 
themselves of a free excursion on the 
river would be accommodated at 3 
o’clock in the afternoon. Many of the 
young people in the village took ad
vantage of the offer and had the 
unique experience of spending an hour 
or more in the hot sun while the boat 
was stuck on the sand bar in the river 
just below the village.

In the evening practically all the 
people in the village assembled in the 
Congregational church and listened to 
a joint service arranged by the Con
gregational and Methodist clergymen. 
It consisted of semi-religious and pa
triotic songs and addresses and char
ades illustrating the Army, Navy and 
Goddess of Liberty by real people. 
Tame, you say? Yes, it would be con
sidered tame in this day and age when 
the young people seek thrills and even 
the old people crave excitement. The 
religious atmosphere of the village 
created by New England and York 
State people did not tolerate card 
playing and dancing which now takes 
so much of the people’s time and con

sume so much of their energy, but I 
defy you to show me a village of the 
present day which has turned out 
more noted people and so many 
worthwhile characters as the little old 
village of Lamont has to her credit.

Speaking of the “Bar” which has 
been the occasion of much trouble to 
the navigation of Grand River reminds 
me of a fisherman who set his lines— 
with great hooks tied on the lines at 
frequent intervals—across the river on 
the bar every night during the sum
mer season. The sturgeon, which 
were then in great quantities in Grand 
River, could not swim across the bar, 
but rolled over and were hooked on 
the ugly barbs of the fisherman. He 
frequently secured during the night a 
dozen 'fish weighing from 50 to 100 
pounds, cut them up and shipped them 
in casks to a Chicago ifish house, where 
the fish was still further reduced to 
smaller pieces and packed in kits for 
the [Scandinavian trade of the North
west. IWe were not aware at this time 
that the roe in the female sturgeon 
was worth $10 to $15 per pound for 
“Russian caviar.” If the fisherman 
had not been sixty years ahead of his 
time he might have died a millionaire.

A year later I witnessed a Fourth of 
July celebration at Reed City, which 
was then only one year old. The 
speakers’ platform was erected in the 
woods at the edge of the village and 
all the oratorical and vocal talent of 
the town was invited to seats on the 
platform. During the exercises Peter 
Doran—then a law student in the 
office of Burch, Beardsley & Judkins, 
at Hersey, but afterwards a practicing 
lawyer in Grand Rapids for forty 
years—climbed upon the platform and, 
without invitation or introduction, be
gan making a spread eagle speech ap
propriate to the occasion. When he 
had exhausted his knowledge of the 
subject, he turned to the speakers who 
had been regularly invited to address 
the audience and remarked:

“I think I will now give way, as I 
note there are several other dis
tinguished gentlemen awaiting to be 
heard.”

At Reed City I was not a little sur
prised to see ¡Stevens & Oaks in charge 
of a saloon. I had known them the 
year before as professional gamblers 
on the Daniel Ball and L. & L. Jenison, 
which river boats made regular daily 
trips at that time between Grand 
Rapids and Grand Haven.

There was no school at Reed City 
when I arrived there, so I started out 
to look for work. I was offered a job 
in a shingle mill by F. D. Lacey, of 
Nirvana, but when I learned that all 
new employes were expected to give 
up from two to four fingers the first 
week on a edger, I balked and took a 
job in the drug store of Clark & Lons- 
bury. All went well until one day a 
man came in for rat poison. I sold 
him what he asked for. The next 
morning the sheriff put in an appear
ance with the enquiry, “Ernie, did you 
sell sck-and-so rat poison yesterday?” 
“Yes,” I replied. ‘W hat did he say- 
he was going to do with it?” he asked

“Give it to rats which kept him from 
sleeping nights,” I replied. “Well, he 
took it himself instead of handing it 
to the rats. You are not to blame for 
his action.’’

This experience so unnerved me that 
I immediately decided I did not want 
to be a druggist, so I sought and ob
tained employment in a dry goods 
store, afterwards changing to a hard
ware store. I subsequently found 
steady employment in the general 
store of D. M. McClellan, with whom 
I remained nearly two years, when I 
went to Big Rapids to enter an appren
ticeship as a printer. Three years 
later found me in Grand Rapids, where 
I have resided ififty-four years.

The situation precipitated by the en
actment of the malt tax is about as 
perplexing as anything which has 
crossed the path of the retail grocer for 
many moons. Because of uncertainty, 
no dealer knows where he is at. Many 
merchants have taken out $25 licenses, 
which they have paid under protest, so 
that if the enactment is declared to be 
unconstitutional by the Supreme Court 
they can recover their money—in the 
event of the next Legislature making 
an appropriation for that purpose. 
When I think how easy it would have 
been to have so worded the measure as 
to avoid all this trouble and uncertain
ty I cannot help feeling that the man 
who introduced the bill must have 
been a half-wit or nitwit. The addi
tion of a half dozen words would have 
made the measure so plain that any 
one who can read the English 
language could interpret it correctly, 
rendering an interpretation by the 
highest tribunal in the State entirely 
unnecessary. Some of the jobbers 
who have taken out wholesale licenses, 
paying $100 apiece therefor, do not 
dare sell malt in their cash-and-carry 
stores until the matter of such sale is 
passed upon by the Secretary of State 
or Attorney General or Supreme 
Court. The two officers ¡first named 
apparently are at logger heads over 
the situation, because they fail to agree 
on any essential feature of the act. To 
all appearances the Legislature fails to 
avail itself of the services of a most 
essential character—a fool killer.

The Grand Rapids ¡Herald editorial
ly clamors for the enlargement of the 
cement parking spaces at Ottawa 
Beach, Grand Haven and Muskegon, 
so that all who seek access to Lake 
Michigan for cool air and bathing may» 
be accommodated. It strikes me that 
the right thing to do along that line 
is to extend M 50 three miles further 
West, where it opens up the ¡finest 
bathing beach anywhere to be found 
on Lake Michigan, without forcing 
the visitor to drive through sections 
of town or city which present many 
objectionable features. Especially is 
this the case with Muskegon, where 
approach to Lake Michigan is any
thing but enjoyable. The cost-of com
pleting the extension named will be so 
reasonable, after the exorbitant and 
utterly fantastic demands of the own
ers of lake shore frontage have been 
satisfied, that it is to be hoped the en
largement of lake facilities will be ac
complished in such manner, instead of

by increasing the size of the parking 
spaces already provided.

Grand Rapids people who visited 
Holland last week to take part in the 
two-day celebration were delighted to 
find the new thoroughfare from Zee- 
land to /Holland open for travel. It is 
as straight as an arrow except for a 
slight deflection to the left as it enters 
Holland. This is a welcome change 
from the succession of sharp turns 
which greatly lessened the pleasure of 
the old route.

A local lawyer recently told me this 
story: A client called on him to dis
cuss the defense of a case which was 
soon to come up in court. The client 
told the lawyer his side of the con 
troversy in minute detail. Then he 
said: “What I have told you is the 
exact truth. Now what do you want 
me to swear to?”

Another lawyer recently handed me 
a Supreme Court decision, which I 
read with much interest because it 
covered a case which was of vital in
terest to me. After refusing the plea 
of the appealing attorney for a new 
trial, the judge who wrote the opinion 
said: “The attorney for the appellant
presents a long array of citations, none 
of which have any bearing on this 
case.”

The deeper the authorities go into 
the Federal Bond and Mortgage Co. 
investigation the worse the disclosures 
appear. Unless all signs fail the loss 
which will be sustained by people who 
were so foolish as to purchase bad 
bonds from this organization will 
amount to several million dollars.

Thanks partly to the great Ameri
can slump, ¡British industries are be
ginning to progress more rapidly than 
they have at any time since the kaiser’s 
war. The visit of the Prince of Wales 
to South America and his subsequent 
speeches to British business men, urg
ing them to adopt American advertis
ing methods, have begun to bear fruit, 
and the American automobile business 
is already losing out to its British 
competitors. A Buenos Aires corre
spondent of the London Times reports 
a similar swing to British goods in the 
Argentine. Orders for British motor 
trucks and omnibuses are definitely in
creasing and the prospects for passen
ger cars and airplanes are excellent. 
The Prince of Wales coincidentally did 
a good job. One of the most signifi
cant illustrations we have seen of the 
recent attempt to combine business 
and patriotism in England appeared in 
an advertisement of Farrow’s tomato 
ketchup, a humble enough product in 
all conscience, yet one that should 
arouse the finest emotions, to judge 
from this bit of inspirational prose: 

Look at the metal cap on it. It is 
made of soft British steel, a ton of 
which takes four tons of coal to make. 
If you are a miner’s wife you wili 
know what the cutting of four tons of 
coal means in work and wages. Wo
men of the North of England and 
South Wales, please note. The label 
on the bottle and inks on the label are 
made in Britain. The gorgeous to
matoes from which the ketchup is 
made are ripened to perfection under 
a tropical sun and are sweetened with
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British-grown sugar—seasoned with 
British-grown onions and piquant 
British-made vinegar—.flavored with 
Empire spices—packed in British cas
es—nailed with British nails—trans
ported by British made trucks and 
locomotives.

Evidently new spirit is abroad in 
Shakespeare’s England.

The average stock salesman at
tempts to trade you out of something 
good in exchange for something poor. 
The exceptional stock salesman trades 
you out of something poor into some
thing good.

Will Carleton, the poet of the com
monplace, was one of the (first poets 
of the country to give public readings 
of his own writings, a venture which 
brought him a large income. The 
secret of his poetical success lay in the 
ability to utter in simple language the 
homely sentiments of the plain people. 
His best known poem, uOver the Hills 
to the Poor House,” has a pathetically 
human note which set in vibration the 
sympathetic chords in the hearts of a 
great multitude. Superintendents of 
the poor reported to him that their in
mates were decreasing in numbers be
cause children were withdrawing their 
parents from poor houses, shamed into 
filial duty by the ballad.

Will Carleton was one of three 
students who entered Hillsdale Col
lege sixty-six years ago and who, in 
after years, attained conspicuous suc
cess in different lines. The other two 
were former Chief Justice Joseph B. 
Moore, now retired, and Prof. 'Byron 
A. Finney, for many years librarian of 
the University of Michigan, now li
brarian emeritus. Prof. Finney is 
writing a life of Carleton and Justice 
Moore has loaned him many personal 
letters which he received from the poet 
during their friendship of half a cen
tury.

Justice Moore recalls that Carleton 
had rather a rustic appearance when 
he entered Hillsdale in the fall of 1865, 
but he had one outstanding qualifica
tion. He was the best cornet player in 
the college. One of the then four 
literary societies was the Alpha Kappa 
Phi, which featured music in its pro
grams, and when it was revealed how 
well Carleton could play a cornet he 
was enrolled in the society. When he 
had won success as a reader of his own 
poems he told Justice Moore that, ap
preciative as were his American audi
ences, when he made a reading tour 
of England his reception there was 
even more enthusiastic.

E. A. Stowe.

Nineteen Dozen Eggs Eaten By Aver
age American.

The poultry industry should improve 
during the next few months, R . W. 
Dunlap, Assistant Secretary of Agri
culture, told members of the Maryland 
State Poultry Association at Center
ville, Md. Mr. Dunlap stressed the 
need for greater consumption of poul
try products. For instance, he said the 
annual per capita consumption of eggs 
in the United States is nineteen dozen, 
while in Canada it is thirty dozen.

CO-OPERATIVE FOOD STORES.

How Independent Establishments 
Function in Wisconsin.

Chain stores are here to stay. They 
represent a new angle in marketing and 
merchandising which has manifold ad
vantages. It is possible, however, for 
the independent grocer to enjoy many 
of the advantages held by the chain 
store by utilizing chain store merchan
dising methods.

The Wisconsin Department of Agri
culture and Markets has accomplished 
a great deal in organizing the farm and 
dairy interests of the State into co
operatives which not only help the 
producer but bring the product into the 
hands of the consumer at a fair price. 
A little over a year ago the Department 
went further and formed the first non
stock co-operative corporation of gro
cers in Wisconsin, the Central Wiscon
sin Food Stores. This group, con
sisting of approximately fifty stores, 
confines its activities to the city of 
Madison and immediate vicinity.

Each of these stores maintains its in
dependent, owner-managed status as 
before. The organization itself is con
trolled by its regularly adopted consti
tution and by-laws. It is chartered by 
the State, and its affairs conducted by 
elected officers and a board of direc
tors. The direct management is vested 
in a full-time salaried manager who 
has charge of the office and the organ
ization’s varied activities.

Expenses are met by fixed monthly 
dues and income from advertising and 
other allowances of manufacturers and 
jobbers whose lines are handled by the 
various stores. After a year and a 
half, the financial condition of the As
sociation is in splendid shape in spite 
of difficulties encountered to which 
such an innovation in co-operative en
deavor would naturally be subject.

The management must naturally 
keep in close touch with its members 
and for that reason the board of direc
tors meets every week while a meeting 
of the entire membership is called 
every month. At those meetings any 
problems that come up are worked out 
and solved.

The first step, of course, in the or
ganization of such a group of stores 
was one that the chains have already 
worked out, namely, the question of a 
basic stock of merchandise. So many 
articles are handled by every store. We 
now have a basic stock of about 250 
articles that every grocer keeps. This 
includes a long list of such products 
as breakfast foods and cereals, season
ings, spices, teas, coffees, canned goods 
of all kinds, sugar. Everything, in 
fact, that customers call for with reas
onable regularity.

That was the first big step in co
operation. It was fundamental and im
portant work, because the next step 
necessary in order to build up public 
confidence is to increase business and 
to save expenses is advertising in news
papers:

Unless every store has a certain line 
of special articles, the chain cannot 
advertise. Therefore, we see to it that 
every store keeps a supply of these 
articles.

And every week the advertising com

mittee meets to prepare the advertise
ments for that week. Every store of 
these fifty in the Central Wisconsin 
Food Stores Co-operative ihust sell 
those special articles at that price. 
That’s what makes a sale. That is 
the way the chain stores do business 
and that is the way the Food Stores 
Co-operative does business.

In order to make advertising more 
effective, the Co-operative had a trade 
mark drawn up which identifies the 
Central Wisconsin Food Stores Co
operative. This trade mark tells the 
public about the stores, lets them iden
tify a certain class of service with the 
stores. Then it’s the business of the 
Co-operative to keep up that standard.

To identify the stores even more 
readily, all of the co-operating units are 
painted green. The Central Wisconsin 
Food Stores Co-operative are the 
“green-front stores.”

They are doing business to-day. They 
are doing such good business that there 
is a story about one chain store actual
ly having to close down. It couldn’t 
stand the competition of a home-owned, 
home-managed co-operative “green- 
front store.”

This Co-operative isn’t asking for 
special legislation, it isn’t asking for 
favors. It is giving the public what 
it wants and getting its share of the 
business.

For a long time now, the chain 
stores have been putting their own 
special trade brands on their merchan
dise. They have gone to corn canning 
factories, to pea canneries, to break
fast food manufacturers, to packers and 
manufacturers of all kinds and they 
have said: “Now we want you to put 
our labels on these goods so that we 
can build up a special trade in these 
articles.”

And the manufacturers in many cases 
have found it necessary to do just that 
thing. But as a result they lose all 
credit for putting up a fine articles— 
they lose the value of thousands of 
dollars spent in advertising their prod
ucts in the big magazines and news
papers throughout the country.

The Central Food Stores didn’t do 
that. They said to the manufacturer:

“We know you have a good article. 
We know you are spending thousands 
of dollars in advertising in National 
magazines. We want the same price 
on your product the chain store gets, 
but we want you to leave your own 
label on the goods, use your own trade 
mark. Then our patrons cannot come 
to us and say that we are handling in
ferior products and non-standard 
brands and for that reason can sell 
cheaper. That’s why we sell standard 
brands of goods at the same price the 
chain stores do. And that satisfies our 
customers.”

The Co-operative is growing. When 
a new store decides to join it, the man
ager of the Co-operative visits that 
store. He arranges it for convenience, 
tells the storekeeper how to put goods 
on display the way the chains do, sees 
that the front is painted a distinctive 
color, and makes the* store look like a 
chain store so that it can do business 
like a chain store.

Accordingly, the Co-operative has 
gained a reputation for good business

practices. The stores are still owned 
and operated by the men who own 
them. That insures the patrons of 
getting service and responsibility not 
on the part of Wall street, but by the 
man who wraps up the packages.

The storekeepers retain their posi
tion in the community, pay taxes, help 
support local enterprises. They are 
independent workers using the chain- 
store principle to their own advantage 
and for the benefit of the communlity 
because they can sell their goods cheap
er than they did before.

To summarize briefly: What are the 
activities of the Association and what 
are its benefits? What are some of the 
future plans? First, buying. Group 
quantity buying has brought down 
wholesale costs, not only in dry gro
ceries but in fruits and vegetables, 
meats and baked goods as well. The 
bug-a-boo of chain-store advantages in 
buying has been killed and practically 
all items are bought on the same basis 
as its Wall street competitors.

Weekly advertisements of the same 
size and attractiveness as the chains are 
placed right next to them in the daily 
newspapers. These are run under the 
caption of Central Wisconsin Food 
Stores. Space is paid for by the office 
from members’ dues and each member, 
at slight cost, becomes as good and 
big an advertiser as his chain competi
tors.

Being associated with an organiza
tion like this has made these grocers 
better merchandisers. Almost to a man 
stores have been remodeled, cleaned up, 
re-arranged, re-decorated and in some 
instances members have built entirely 
new stores. In the face of a major 
depression most of them, by keen mer
chandising, have shown a gain in sales, 
and profits as well.

Some future plans include credit 
ledger interchange for credit protec
tion, central collection services, the set
ting uff of a standard accounting sys
tem and comparative store statistics. 
Possibly in the near future a co-opera
tive delivery system will be considered.

Co-operation has brought about and 
will bring about better conditions for 
the grocer in this present day of keen 
competition. A willingness to give and 
take and to really co-operate is all that 
is necessary to improve his position. 
The Department of Agriculture and 
Markets and its personnel are willing 
to assist and have shown the way in 
sponsoring this new factor in co-opera
tive endeavor. R. M. Orchard,

Counsel Wisconsin Department of 
Markets.

A Grocer Insult.
A judge gave an Oregon grocer who 

beat up a Government inspector a 
chance to defend himself. The grocer 
said:

“I am guilty. I lost my head. All 
the morning I held my temper while 
Government agents inspected my 
scales, tasted my butter, smelled my 
meat, graded my kerosene. In addition, 
your Honor, I had just answered three 
Federal questionnaires. Then this bird 
comes- along and wants to take moving- 
pictures pf my cheese. It was more 
than I could stand—I pasted him in the 
eye.”
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FAMILY OF FOUR,

Able To Eat Adequately On $8.34 Per 
Week.

Families of four adults that may need 
to make drastic reductions in their 
food budgets could live safely on an 
average cost of $8.34 per week at cur
rent prices, but discretion must be 
exercised in any reduction in milk, 
vegetables and lean meats, the Bureau 
of Home Economics, Department of 
Agriculture, declared June 26 in a state
ment setting forth a suggested food 
guide.

The cost per family of four is ap
proximately $1 less at the present time 
than in January, the Department said.

The statement issued by the Bureau 
follows in full text:

A survey of food costs reecntly com
pleted by the Bureau of Home Eco
nomics of the Department of Agricul
ture shows that a family of four adults 
can purchase a week’s supply of food, 
as outlined in “The Family’s Food at 
Low Cost,” for an average figure of 
$8.34.

This is a little more than a dollar 
more than the figure obtained for the 
same family group in January in the 
same cities. But it does not indicate 
a rise ip costs for in the current study 
the larger amount of food, as listed in 
the allowance per week in the Bureau’s 
food guide, was used in the calculation. 
The food guide lists a range in the 
amount of each food of from two to 
five pounds a week to allow for the 
different methods of cooking and uses 
of food to which different families 
would naturally put them. The Jan
uary figure was arrived at by using 
the minimum quantity, and the present 
one was derived from considering the 
maximum one.

The combinations and proportions of 
food, in the list for which the average 
price was obtained, will give food nu
trition returns for a limited outlay of 
money, the Bureau says. Families that 
may need to make drastic reductions 
in their food budget, could safely live 
by this food guide, the Bureau de
clares, but there must be great dis
cretion if any reduction is made in the 
suggested amounts of milk, vegetables 
and lean meat.

The food needs for one week for a 
family of four adults, and also several 
other family groups, appear in consid
erable detail in the Bureau’s publica
tion. The Family’s Food at Low Cost. 
The allowance of bread for four adults 
is from 20 to 25 pounds a week; flour, 
4 pounds; cereal, 4-7 pounds; whole 
milk, fresh or canned, 4--14 pounds; 
potatoes, 15 to 20 pounds; legumes, 
1-3 pounds; tomatoes—fresh or canned 
—or oranges, 6 pounds; other vegeta
bles, fresh or canned, including some 
of green or yellow color and inexpen
sive fruit, fresh, canned or dried, 20-25 
pounds; fats, 4 pounds; sugar including 
some unrefined cane molasses 5 pounds, 
and lean meat, liver, fish, cheese, eggs, 
5-10 pounds.

The prices were gathered, as they 
were in January, at inexpensive or av
erage stores, rather than the more ex
pensive sources. New York City top
ped the list with $9,033 and Los An
geles was the lowest with a cost of

$7.81. Following are other cities and 
the figures for filling the market bas
ket outlined: Chicago, $7.88; St. Louis, 
$7.98; Kansas City, $8.08; Detroit, 
$8.15; Dallas, $8.21; Pittsburgh, $8.22; 
New Orleans, $8.23; Washington, D. 
C., $8.36; Charlotte, N. C., $8.46; At
lanta, $8.94; Philadelphia, $8.99.

The same articles were chosen in 
each food group in every city and since 
vegetables and fruits are relatively 
cheaper throughout the South, cities 
there showed a lower figure than in the 
North, with the exception of Charlotte 
and Atlanta. Inexpensive meat costs 
are largely responsible for Chicago and 
St. Louis’ placing near the bottom of 
the list.

Low cost cold meats for hot days are 
a little bit more difficult to plan for 
and achieve than cooked ones, the Bu
reau says. Delectable cold concoctions 
usually cost more than plan and simply 
prepared cooked meals. The low cost 
food guide has only a small weekly 
allowance of meat which is often the 
basis for the cold meal. Cooking meat 
with potatoes or cereal extends its 
flavor so much more than if it is eaten 
by itself. But to-day’s menu uses cold 
sliced picnic shoulder as the mainstay 
of the dinner, which is not entirely 
given over to cold food.

If the shoulder is prepared the day 
before, cabbage could be cooked with 
it for the latter part of the cooking 
period and served as one of the hot 
vegetables for that day. Picnic shoul
ders, like many cuts of beef and pork, 
are cheaper right now than they have 
been in years, and they have the ad
vantage in being the least expensive 
meat for cutting cold.

Potato salad makes an excellent ac- 
companient for the shoulder. It is an 
old favorite and has the additional 
recommendation that it doesn’t cost 
much to. make. A hot green vegetable 
is quite appropriate for the cold meat. 
Wilted lettuce was chosen since the 
new loose leaf lettuce can usually be 
found now in the markets at very at
tractive prices.

Neat Package Always Makes Good 
Impression.

Good impressions of a market may 
be offset by arrival of meat in the cus
tomer’s home in an untidy package. 
On the other hand, it has been dem
onstrated that care in packaging will 
do much to hold a particular house
wife’s trade. It builds good will, while 
meat delivered in a delapidatedd or 
torn package will repell it. To be sure 
that products arrive at their destina
tion in as presentable a condition as 
when they left the store makes it nec
essary to use good wrapping paper. A 
few cents saved on cheap paper may 
mean dollars lost because of customers 
that do not come back.

Roped in Once.
Employer: I want you to prove 

your power as a salesman. Just sell 
that gentleman some of those cigars.

Salesman: But I sold him some of 
them last week.

Employer: I know, but selling them 
to him again is where the real test 
is going to come in.

COFFEE
The line that independent 
Merchants are proud to 
recommend to the con- 
sumer.

Morton House 
Quaker 
Nedrow 
Imperial 
Majestic

Boston Breakfast Blend 
Breakfast Cup

Quality is always present —  
prices always right

LEE  & CADY
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FINANCIAL
Progreess of Utilities Reflected By 

Market For Issues.
Although stability in commodity 

prices may tend to check further ad
vances in bonds, numerous opportuni
ties still exist for purchasing, on a 
relatively attractive income basis, 
sound obligations of less than gilt- 
edge rating.

To the shrewd investor a careful 
study reveals a sufficient back-log of 
well secured issues to permit a selec
tive purchase of bonds of sound rating 
affording a yield of from 4J4 to 5 per 
cent. In this group are found numer
ous public utility, rail and industrial 
obligations.

Persistent advances in the better 
grade public utility obligations in re
sponse to easy money rates have es
tablished the group at their highest 
levels in recent years, judging by sev
eral indexes. This explains in a de
gree the ability of the market to ab
sorb several large utility offerings re
cently, one of which was the $85,000,- 
000 'Commonwealth Edison first mort
gage 4 per cent, bonds marketed last 
week.

Ranking as one of the largest elec
tricity supply companies in the world, 
Commonwealth Edison Company, con
trolled by the Insull interests, supplies 
with electrical energy almost without 
competition the City of Chicago, hav
ing a population of 3,375,000.

Moreover, through a wholly owned 
subsidiary, the company owns inter
ests in coal mines, coal railroads, out
side power stations and other com
panies, which, while not directly con
nected with its business as a public 
utility operating company, are regard
ed as vital to Commonwealth Edison’s 
future growth.

The company owns 'five central gen
erating plants and 105 substations. To
tal capacity of the central stations and 
storage batteries aggregates 1,128,000 
kilowatts. Through long-term con
tracts with Chicago District Electric 
Generating 'Corporation and Super- 
Power Company of Illinois, this 
capacity is increased to 1,321,000 kilo
watts. These contracts give the com
pany definite allotments of capacity 
and, although covering given periods, 
may be considered permanent because 
of the company’s substantial interest 
through its subsidiary in the stock of 
both companies.

The bonds, offered at 94}4 to yield 
more than 4.25 per cent., will be used 
to simplify the capital structure. Plans 
include the redemption of a total of 

•$59,774,000 bonds bearing a much 
higher interest rate than the present 
issue, and any unused balance will be 
applied to reimburse the company in 
part for capital expenditures hereto
fore made in the development of its 
properties.

Secured by a direct first mortgage 
lien on all* of the fixed properties, 
rights and franchises of the company 
now owned, and on all such property 
hereafter acquired against which any 
bonds may be issued under the mort
gage the bonds carry a redeemable 
feature. Upon a consummation of the 
redemption program, funded debt will 
amount to $157,000,000.

Operating revenue for last year 
showed a slight increase compared 
with the previous twelve months de
spite the effects of business conditions 
on utility operating organizations. Net 
income amounted to $22,545,268 for 
1930, also an increase, against annual 
interest charges on the net funded 
debt, including the latest issue, of $6,- 
790,000. Operations for the first five 
months of 1931, it is revealed, result
ed in net income in excess of the cor
responding period of 1930, although 
revenues were somewhat lower.

[(Copyrighted, 1931.]

Some Stocks Now More Valuable 
Than Cash.

Has the time arrived when the eco
nomic order of things dictates the 
wisdom of converting idle cash into 
some form of commodity, whether it 
be bonds, stocks, cotton, wheat or 
some other equivalent?

Economic history has illustrated 
time and again that the successful 
speculator or investor is that individ
ual who is possessed of sufficient fore
sight to be able at the opportune time 
to convert things that are dear, or 
high priced, into things that are cheap 
or perhaps abnormally low-priced.

The recent turn of events has dem
onstrated clearly enough, and perhaps 
quite painfully in many instances, that 
the investor, or speculator who moved 
to convert stocks into money through 
the spring and summer of 1929, has 
had little or no cause for regret in the 
interval since that time. It is not hard 
to recall the fact now that stocks were 
mighty “dear” in that interval, and 
that money in terms of purchasing 
power, or the things that more nearly 
represent it, such as bonds, were rela
tively cheap.

Currently we have reversed this 
situation somewhat. Whether the 
bear market has definitely run its 
course, naturally, remains to be proved. 
But there is no questioning the fact 
that stocks are low by comparison 
with the inflated prices reached in the 
boom which collapsed in the fall of 
1929. On the other hand, such things 
as most nearly represent actual cash,

domestic Government bonds, for ex
ample, are quite dear, notwithstand
ing the fact that abnormal conditions 
in the credit field keep money and 
credit rates down to record minimum 
figures. Government bonds, however, 
now return a yield which very closely 
approximates the historical money 
rate yield of around 3 per cent.

“Those who followed the old trad
ing maxim (swapping things that are 
dear for things that are cheap),” says 
Theodore Prince & Co. in a study of 
the situation, “exchanged their equities 
for cash in 1929. Perhaps these same 
shrewd traders are now ready to ex
change their cash for equities. Money 
in terms of goods was very cheap in 
1929, and it has been increasing in real 
value (purchasing power) ever since.
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We believe that money has now very 
nearly (if not quite) reached the limits 
of its purchasing power. It is high 
time, therefore, to consider exchanging 
money for something that is less 
dear.”

This firm naturally has a leaning to
ward stocks as the most promising 
medium of exchange. “Owing to the 
depression,” it holds, “many com
panies cannot utilize their capital to 
advantage now. Valuable properties 
can be bought in the open market to
day at a fraction of the cash which has 
been invested in them. Because of the 
prevalent bearish psychology, it is not 
generally realized that there are com
panies which are selling in the market 
at less than their net current assets. 
Clearly enough there are equities now 
on the bargain counter. At present 
prices, we believe that many stocks are 
now more valuable than cash.” 

['Copyrighted, 1931.]

Four Stages in a Pool Operation.
There are four stages in a pool op

eration, whether it is a bear or a bull 
pool operating in a stock. The first 
stage in a bull pool is accumulation. 
The second is the marking up. The 
third is distribution of stock and the 
last stage is marking down.

Accumulation simply means the 
quiet purchasing of a stock without 
causing any publicity to attract the 
public. Then the marking up period, 
which is the big side of its operation. 
At this point you hear a little of the 
stock but no news to attract the pur
chase of it until the marking up stage 
is about complete. Then comes the 
broadsides, good news, rumors of 
mergers, extra dividends, news that a 
pool is operating, at which times the 
pool starts to liquidate and is called 
the distribution stage. This is a dif
ficult operation as the pool has to sell 
its stock at a profit. Accordingly all 
the news comes out.

The final stage, or marking down, 
ends the operation and the stock usu
ally sells down to a point about where 
accumulation started.

In a bear pool the first stage is dis
tribution, the second is marking down, 
the third is accumulation and the 
fourth is marking up. This is reverse 
action from that of a bull pool.

The distribution is done without 
publicity to cause one to believe any
thing could be wrong with the stock. 
Then comes the marking down stage 
when stock is sold and prices are push
ed lower. Usually there are a few 
false shakeouts since the manager 
wants the public to sell their stock at 
the bottom of the decline so the ac
cumulation period can be inaugurated. 
The accumulation finishes the action 
just the reverse of a bull pool.

At this point the poor news comes 
out. Everything to discourage the 
holder of the stock is published as it 
can readily be seen that the pool must 
cover the stock it has sold short in 
anticipation of buying it back cheaper 
for a profit.

In the present period bull pools will 
probably be formed and the bear pools 
will turn into bull pools. This, of 
course, only means the first stage in 
the operation, or the accumulation 
period. This stage will probably cover 
a very long period of time as the de-
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dine has been so drastic and long that 
the bull pools will carry their stocks 
for a year or longer before the distri
bution stage. This should give the 
public an opportunity to be insiders, 
providing they do not wait, as they 
usually do, until the distribution stage 
has occurred.

Bull pools usually in a bull market.
'Bear pools usually in a bear market.

Jay H. Tetter.

More Knowledge of Consumptive 
Demand Held Necessary.

Economists probably never will 
agree on the puzzling question of 
whether the sharp decline in commod
ity prices in the last two years has been 
caused by overproduction or by under
consumption.

Arguments backed by volumes of 
statistics have been advanced by both 
sides. The subject comes up for dis
cussion again in the comprehensive 
annual report of the New York Stock 
Exchange issued to-day. Although 
Richard Whitney, president, draws no 
definite conclusion, he suggests the 
tendency toward accumulation of raw 
materials in 1929 and 1930 was over
looked.

A chart based on Department of 
Commerce figures on inventories indi
cates that consumption of raw ma
terials slackened perceptibly in 1929 
and supplies rose to record heights in 
1930 in spite of a normal consumptive 
demand that year.

The old axiom of economics impos
ing a penalty on the producer for in
creasing output beyond consumptive 
demand while thousands shiver in 
bread lines for lack of sufficient cloth
ing and food is difficult for the farmer, 
for instance, to understand.

“I never can be convinced,” says a 
Northwestern dairyman, “that a people 
should suffer because they produce too 
much.” Only greed and ignorance, he 
thinks, can effect such an uneven bal
ance of goods and capital.

Overproduction brings falling prices, 
however, and, as Mr. Mfhitney points 
out, “falling prices ultimately curtail 
production and stimulate consumption. 
But experience shows that the speed 
with which this economic principle op
erates depends largely upon the 
amount of the existing surplus.”

Mr. Whitney thinks the “generally 
normal inventories of manufactured 
goods apparently blinded observers to 
the quite different situation with raw 
materials” in 1929.

In commenting on the relationship 
of production and consumption, Mr. 
Whitney points out that "trends of 
consumption are themselves largely 
unpredictable and constantly subject to 
the changing whims of fashion.” He 
adds;

If any fundamental progress in 
stabilizing the fluctuations of business 
is actually to be realized, a more com
plete and accurate knowledge of con
sumption seems indispensable.”

William Russell White.
[Copyrighted, 1931.]

It is hard for a man to climb up in 
this world, but it hurts him much 
worse to climb down again.

Perhaps some children are naughty 
because they have heard that the good 
die young.
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VISION OF NEW FRANCE.

How It Gradually Faded Out- in 
America.

Although there was only about five 
years after the defeat of General Brad- 
dock before the final victory of the 
English at Quebec, those five years saw 
quite a string of French victories be
fore the victory at Ticonderoga, where 
the tide seemed to turn and from where 
there was nearly an equal string of 
English successes which led the way to 
Quebec. The victory there, forever, 
epded the vision of a New France in 
America.

Sept. 12, 1760, Major Rogers received 
orders to proceed to Detroit and other 
posts in the Northwest and take pos
session of them in the name of the 
King of England. His command con
sisted of 200 provisional rangers who 
were transported in fifteen whale boats. 
The undertaking before them called for 
all the pioneer daring of that day. The 
selection of Rogers, who was of Irish 
descent and a native of New Hamp
shire, was made with a full knowledge 
that he was well fitted for the work 
to be accomplished. One writer de
scribes the major as wearing “a close 
fitting jacket, a warm cap, coarse wool
en trousers, leggins and moccasins. A 
hatchet was thrust into his belt, a pow
der horn hung at his side, a long, keen 
hunting knife and a trusty musket com
pleted his armament.” The same writer 
says that “he lifted a scalp with as lit
tle compunction as did any Indian and 
cpunted it the most successful warfare 
to crepe into an Indian encampment 
by night to set fire to the lodges and to 
escape by the light of te flames, with 
the screeches of the doomed savages 
rejoicing in his ears.”

The trip to Detroit was no summer 
pastime. The lateness of the season 
added the perils and discomforts of 
cojd to the storms which troubled them 
the greater part of the way, but they 
pushed on in spite of everything. The 
fofe part of October they reached Ni
agara where they were formed to make 
camp while they dragged and carried 
their boats and luggage around the 
fails.

About where Cleveland now stands 
the party was met by a body of Indians 
who announced that they were dele
gated by King Pontiac to enquire why 
they had invaded the country without 
his consent. Major Rogers explained 
that the English were victors over the 
French and that in their surrender the 
French had agreed to turn over to the 
English their posts at Detroit, Mac
kinac, Green Bay and St. Joseph, as 
well as others South of Deroit. In a 
little while Pontiac himself appeared, 
to ¡whom the English commander again 
explained the situation and his mission. 
After hearing the Englishman Pontiac 
replied that he would stand in his path
way until morning, and retired.

It was an anxious night for the Eng
lish commander and his men, but they 
took no chances, posted watches in 
evéry direction and otherwise guarded 
against surprise. The next' morning 
Pdntiac again appeared and went 
through the whole story again. Pon
tiac finally gave his consent and the 
English proceeded. In his reply to

Major Rogers Pontiac specified very 
strongly that he was willing for the 
English to live in his country so long 
as they treated him with respect. The 
The Indians and English smoked the 
pipe of peace before they separated. 
Experiences when they reached Detroit 
convinced the English that the time 
spent in their parley with Pontiac had 
not been wasted. The Indians and 
their chief were better posted as to the 
situation than was the French com
mander, and would not be parties to 
trouble in the changes which were tak
ing place. When the English arrived 
at the Western end of Lake Erie they 
were informed that 400 Indians were 
encamped against them to prevent their 
further progress toward Detroit. Pon
tiac, however, had smoked the pipe of 
peace with the invaders and his in
fluence sent the belligerant Indians 

' home with no demonstrations against 
the English.

When the English arrived in the 
vicinity of Detroit they went into camp 
across the river and a messenger was 
dispatched to the French commander 
with a letter which explained the situa
tion. The French commander had not 
even heard of the English victory and 
was disposed to fight to the last. In 
an attempt to arouse the Indians he 
had a picture painted which showed 
the head of Major Rogers with a 
crow eating his brains. He ran this up 
the flag pole. The Indians failed to be 
impressed, however, and when the sur
render finally took place, are said to 
have jeered the French commander 
with taunts that it was his head which 
the crow was pecking. Finding his 
position hopeless the French command
er finally gave up. His troops were 
called to the public square and laid 
down their arms. Detroit was sur
rendered to the English Nov. 29, 1760. 
The French flag, which had flown upon 
the staff at Detroit since 1701 was re
placed by the British Jack.

The Indians saw several things in 
connection with the surrender at De
troit which they could not understand. 
Why so large a detachment of French 
soldiers should surrender to so few 
Englishmen as the little party who 
were sent with the summons was a 
hard question. When the surrender was 
over they could not see why the French 
soldiers were allowed to depart instead 
of being tortured. The whole thing 
was so different from anything they 
had ever seen. When the new com
mander announced that the French set
tlers could remain in their homes as if 
nothing had happened, if they would 
take the oath of allegiance to the new 
ruler the climax of fthe new proceed
ing reach its height.

Developments, however, showed that 
very material changes had been made.
It had been the policy of the French 
to maintain the wild conditions which 
would continue the fur production in 
other parts of this section. They had 
the idea of permanent honmes in De
troit and the development of a settle
ment there. The English, however, 
kept the fur trade in mind in their 
policies toward Detroit as well as the 
rest for some time longer. As a re
sult, the French population of Detroit 
soon began to drift to other places and

most of them found new places of 
abode soon after the English came.

The Indians, too, found a decided 
difference in treatment. The French 
had recognized them as equals in every 
way, intermarying as they would with 
equals. The English held no sympathy 
with the idea and were very overbear
ing in all their intercourse. This 
change soon began to bear fruit which 
quickly developed into a race hatred.

The English made an attempt to take 
possession of the other posts that fall. 
Messengers were sent to points South 
and Southwest. By the time they were 
ready to proceed to Mackinac, the Soo, 
Green Bay and Saint Joseph, they were 
driven back by the oncoming winter. 
The French flag flew in those places 
until 1761.

The Detroit which was surrendered 
to the English is hard to be even 
thought of in these days. In the early 
days, both under the French and Eng
lish, the commandents were expected 
to maintain their posts at their own 
expense, but were allowed a system 
of local taxes which were oppressive. 
It is claimed that one of the early Eng
lish commandants only maintained a 
guard of seventeen soldiers. The build
ings, whether of logs or hewn timbers, 
soon began to show signs of weather 
and there was no such thing as paint. 
Roofs especially were given to sagging. 
The whole town took on a run down 
appearance and the population ran 
down to a few hundred. Two or three 
creeks cut across what is now central 
portions of the city. In 1734 a great 
enterprise for the times was pulled off 
in the erection of a grist mill to do 
public grinding on one of these creeks. 
Up to this time and for a long time 
after in some places grinding had all 
been done with windmills or by hand. 
There were no newspapers. The priest 
took position on a platform near the 
door of the local church, shortly before 
each service, and related what news 
he knew of. Horse races were about 
the only sport. The prevailing rig in 
use by nearly everyone was a two
wheeled gig. When two of these gigs 
ran alongside and a race started, it 
was up to pedestrians to get out of the 
way for the streets were very narrow, 
hardly room enough for the two rigs 
alongside of each other.

In those days of the transfer there 
was an old character who did much to 
accomplish the peaceful adjustment 
from the French to the English rule. 
Robert Navarre arrived in Detroit in 
1730. He was a direct descendent of 
Henry IV of Navarre, king of France, 
and was sent to Detroit as intendant 
of that post. He held the position un
til the French surrender in 1760 and 
was employed by the English from that 
time for several years, as a magistrate, 
notary, interpreter and a sort of gen
eral controller of affairs. After the 
change to American rule the family 
became very loyal to the new govern
ment. The family was an honest and 
able one and from the first, made them
selves ctf great service to the local com
munity. A. Riley Crittenden.

Howell, Mich.

A woman who isn’t curious is a 
curiosity.

Employer Expected To Cut Operating 
Costs.

Why blink at the fact that wages, 
along with all other commodities, are 
responding to the natural law of sup
ply and demand in a broad economic 
readjustment?

That is the question Howard Flor- 
ance asks in the current issue of Re
view of Reviews. Maintenance of 
wages at rates prevailing in 1928 and 
1929 means that actually salaries have 
been raised about 40 per cent, since 
1926, the purchasing power of the dol
lar having increased that much.

Inasmuch as raw materials, farm 
products and a good many manufac
tured commodities have declined 5 to 
25 per cent, or more in the last few 
years, employers are becoming in
creasingly inclined to attempt down
ward revisions in their labor costs. 
Abundance of labor depresses wages, 
unless they are artificially supported, 
just as an oversupply of commodities 
brings price cutting.

Although organized labor has suffer
ed from shortened working hours, it 
is the only group that has aroused po
litical support, Mr. Florance points 
out. He draws these conclusions:

“The scale of pay for civil service 
employes has not and will not come 
down.

“The wages of unskilled labor be
gan to decline as far back as a year 
ago, and have not yet stopped.

"The farm hand’s pay has dropped 
materially.

“Office salaries have been cut far 
and wide and deep.”

In answering the argument that 
purchasing power is reduced by wage 
cuts, Mr. Florance shows that the 
weekly pay envelope and not the hour
ly wage is the vital factor in influenc
ing purchasing power and business 
prosperity. He finds that whereas 
hourly earnings in manufacturing in
dustries have dropped scarcely at all, 
weekly •earnings of workers have de
clined 12 per cent, as a result of adop
tion of part-time operations.

*'So long as the employer buys 
everything else for less money,” Mr. 
Florance writes, “he will expect after a 
reasonable time to purchase labor for 
less. So long as the employe sees mil
lions of his fellow men out of work, 
he may be counted upon to revise his 
estimate of his own worth.

“Wages rise as a result of scarcity or 
prosperity or both. iWhy not expect 
them to be responsive also in a time 
of labor surplus and depression?”

William Russell White.
[Copyrighted, 1931.]

June Sales of China Ware Ahead. 
June orders for popular price din- 

nerware sets were double those of the 
corresponding month last year. Sets 
made to retail from $7.95 to $10.95 en
joyed an increasing demand as the 
month drew to a close and are expected 
to be the outstanding sellers through • 
the next several weeks. Chinaware 
decorated in peach tones surpasses all 
other shades in volume of sales, and is 
proving the most popular color ever 
produced in such dinnerware. Current 
orders for the peach color dishes favor 
those with plates and saucers in square 
and octagonal shapes.
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Why Children Wish To Leave School.

Due to our modern school system, 
an education is within the reach of 
practically every child in the country. 
The average child realizes the value 
of an education as a preparationn for 
adult life, and progresses through his 
classes according to his ability. He 
may merely complete the grades and 
he may go on to high school or col
lege.

¡A certain percentage, however, in 
spite of the obvious advantages which 
an education affords, wish to leave 
school before they have completed the 
required grades or reached the limit 
of their academic ability. Many fac
tors enter into this situation and each 
case requires careful analysis.

Many a pupil is adaptable, and cap
able, both physically and mentally, of 
earning a living and getting along well 
in the world but has not the type of 
mind which absorbs and retains formal 
school instruction. ¡Some children 
have mechanical and manual ability 
which, if developed, would make them 
successful and valuable members of 
the community. However, if such 
children find difficulty in their school 
work they are bound to become dis
satisfied and will try to escape by 
every means in their power from situa
tions which are painful or distasteful 
to them. This often results in truancy 
which too often has been treated by 
threats and punishment without any 
attempt being made to learn the rea
sons or motives prompting the act.

The physical development of chil
dren cannot be standardized. ¡Some at 
14 years of age are in every way men 
or women with mature interests and 
strong urges which cannot find satis
factory expression in the formal 
academic work of the grades or junior 
high school. Others are immature in 
appearance, amenable to the routine of 
school and discipline of the teacher, 
of good intelligence and naturally of 
the student type. These latter chil
dren cause little difficulty in school, 
but the rapidly developing children are 
very apt to be problems of behavior 
and their school careers are likely to 
be terminated at the earliest possible 
moment, unless their home training 
and their own intelligence give them 
a definite reason or incentive for fur
ther study.

Economic pressure is also a factor 
in causing children to leave school. 
Particularly is this seen in the children 
of parents working in factories or on 
farms. But economic necessity is often 
urged as an excuse when the real rea
son lies either in the child’s dissatis
faction with school or because of un
due or excessive attachments to other 
members of the family.

Whatever the cause, each case 
should be considered on its merit. If 
a child cannot or will not learn in 
school, if the school cannot provide 
him with the practical education he 
needs, or if continuance in school will 
react unfavorably upon his ability to 
adapt himself to the community, it is 
sometimes advisable to encourage him 
to leave school as soon as consistent 
with the educational law. On the 
other hand, the pupil who shows 
promise of being capable of higher

education and whose usefulness will 
be increased thereby, should be en
couraged in every way to continue.

James L. Tower.

Emerging From Industrial Tribula
tions in Good Temper.

Despatches from Washington inti
mate that responsible Government offi
cials are now disposed to keep their 
mouths shut about the wage situation. 
They acknowledge no blunders in their 
early outgivings concerning our patri
otic duty to uphold labor scales. They 
make no admission as to the facts in 
the present situation. Their ostensible 
attitude is that enough has been said 
on the subject. On this point there is 
likely to be little disagreement. It is 
now tolerably clear to everyone that 
fundamental economic forces have had 
their way, as they always do, in spite 
of everything that has been said 
against them. The wage fund has been 
stretched to its utmost capacity. Some 
groups of labor have taken more than 
their share as long as they were em
ployed and other groups have suffered 
in consequence. But making the best 
of a bad situation, there has been every 
inclination in the ranks of labor as well 
as of capital to resort to all possible 
devices that would ameliorate the hard
ships wrought by conditions that 
neither side could control. We are 
not yet out of the woods. Trials must 
still be endured which may test the 
souls of men and the wisdom of busi
ness leaders. But unless difficulties 
now unforeseen shall arise to defer the 
hoped-for improvement unconscionably 
there is sound reason to believe that 
the country will in due course emerge 
from the industrial tribulations of the 
last year or two in good temper.

Method in His Madness.
Friends of Martin J. Insull, President 

of Middle West Utilities Co., tell the 
following story to illustrate his willing
ness to help young men, and his point 
of view as to the form that help should 
take:

A youth, some years ago, called at 
the Insull offices and asked for an 
interview with the president. He was 
received by a secretary who asked the 
nature of his business. The young man 
said he wanted a letter of recommenda
tion from Mr. Insull so that he could 
get a job at Champaign, 111.

“Does Mr. Insull know you?” asked 
the secretary.

The youth replied in the negative.
“I doubt very much that he will give 

you such a letter,” the secretary said, 
“but if you will wait here I shall ask 
him.”

A few moments later the visitor was 
taken into Mr. Insull’s office. The 
latter questioned the boy at some 
length, explaining that he was not in 
the habit of recommending people he 
did not know, and that a reference of 
the character requested was something 
to be earned. Then he asked, “Why 
do you want a job at Champaign?”

“I want it,” the youngster said, “to 
work my way through the University 
of Illinois.”

“Why didn’t you say so?” said In
sull. “I’ll lend you the money for 
that.”

Federal Service blankets the 
country. There is a Nation
wide hookup between com
pletely equipped departments 
located in principal cities and 
an efficient, trained corps of

insurance experts. These men 
are immediately available to 
serve property owners in 
every state of the United 
States. Federal Service is 
prompt, thorough and human.

FEDERAL HARDWARE &  IMPLEMENT MUTUALS
Retail Hardware Mutual Fire Ins. Co. Hardware Dealers Mutual Fire Ins. Co 

M inneapolis, M innesota S tevens Po in t, W isconsin
Minnesota Implement Mutual Fire Ins. Co.

O w atonna, M innesota
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THE SMALL-TOWN MERCHANT

Reasons Why He Can Never Be Sup
planted.

“There are no longer any ‘hicks’ or 
‘hick towns’—nor any ‘city dudes’!” I 
find this emphatic-—and true—state
ment in a little book put out by the 
University of Minnesota, under the 
title “The Small City and Town.” The 
statement is profoundly just, and we 
should laugh derisively to-day at any 
would-be humorist who attempted to 
portray the resident of a small com
munity as one who “blows out the 
gas,” invests in gilded bricks, and 
pokes his trousers in his boot-tops. 
Such satire always was absurd, and to
day it is impossible. As Mr. Babcock, 
the Minnesota Commissioner of High
ways, says: “If you go to-day to any 
large gathering, you cannot separate 
the city, village and farm folks by ap
pearance. They all dress and act alike, 
and they have the same advantages of 
education, entertainment and whole
some environment.”

This end has been attained through 
the achievements of modern science— 
especially as applied in the vital field 
of transportation. Modern science and 
engineering have contrived to banish 
almost wholly the isolation of the 
small town. Railways have been a tre
mendously potent factor. Water im
provements have played some small 
part. But probably the greatest of all 
forces has been the building of sur
faced roads—increasing in the country 
as a whole from 153,000 miles in 1904 
to nearly 700,000 at the end of 1930. 
To whirl along those roads, uniting 
small towns, farms and cities, we have 
more than twenty-five million auto
mobiles. Busses carry more than two 
and one-quarter billion passengers 
every year. "Billions” do not mean 
much to us as a rule—but that figure 
means about six million passengers 
every day. That is the whole of 'Chi
cago, plus St. Louis, plus half a dozen 
other good-sized cities—and then some. 
A considerable train of busses.

What has been the effect of the 
good roads upon the business life of 
the small town? Let me give you first 
an example that bears upon the do
mestic life as well. In 1910, about 80 
per cent, of the bread consumed in this 
country was baked by housewives in 
the homes; to-day the proportion is 
exactly reversed, four-fifths of the 
bread now being produced in bakeries. 
Good streets and roads and motor 
transport by commercial bakeries, es
pecially to suburban regions or out
lying small towns, have been a major 
factor in bringing about this change.

It would be futile to deny that he 
good roads have operated, in a meas
ure to diminish small-town business. 
They have made it easy to go “else
where” to do shopping—and I tried to 
show the extent and effect of that in 
my little talk a week ago. The roads 
hg,ve introduced the element of compe
tition with the cities. But in doing so 
they have put the small-town mer
chants “on their mettle,” aroused de
termination, caused marked improve
ment, and possibly paved the way for 
salutary regeneration of commercial 
methods in the smaller places. They 
facilitate prompt deliveries. The small
town store can keep a fresher stock—

can enjoy the savings of quicker turn
overs—is relieved of the necessity of 
having so large an inventory—and can 
cope with the swift “style cycle” much 
more readily than in the past. More
over, city people have come riding out 
to buy country produce (to say nothing 
of various specialties and the inex
haustible (“antiques”). Transient tour
ist trade has become important. And 
the roads play a notable role in the 
decentralization of industry, which, 
however, is dependent mainly upon an
other vital force.

The decentralization of industry 
means much to the business future of 
the small town. Factories in America 
have*tended, in the past, to concentrate 
in the cities. Why? Because the power 
was there, chiefly—the cheapest, most 
convenient power—and it could not be 
moved. Power was confined, restrict
ed. But now the long-distance trans
mission of electric power is changing 
that condition. Power can be brought 
to the smallest village—easily, expedi
tiously, if the local advantages warrant.

That fact is beginning to reverse the 
industrial movement. Industry is “de
centralizing.” Factories are coming to 
the smaller places. Land is vastly 
cheaper there. Rents are lower. Build
ing costs are less. The labor is usually 
satisfactory. Tax rates are much more 
moderate. It does not cost so much 
to live. Congestion, with its train of 
ill effects, is practically absent. The 
terrific din, the nerve strain, the fierce 
pressure, the fervid excitement, that 
are so apt to accompany manufactur
ing in great centers, are not present in 
anything like the same degree in the 
small town. All these things have a 
direct dollars-and-cents bearing on the 
business of making goods.

¡Here is one fact of which we must 
not lose sight: While the Census fig
ures show that the average American 
small town has been practically stand
ing still during the past ten years, so 
far as population is concerned, there 
have been a good many striking excep
tions—towns that have made sensa
tional upward spurts. Let us take 
some specific instances, and try to 
answer the question: Just why have 
these places grown?

There is Salinas, 'California, which 
shot up from less than 4,000 ten years 
ago, to more than 16,000. The brisk, 
clever development of specialized ag
riculture in the surrounding territory 
has been the big factor there. Lettuce, 
carrots, peas, have helped to bring 
more people to Salinas and more 
profits to its business houses. The 
guayule plant is being exploited as a 
source of rubber, and a rubber com
pany has spent a million and a quarter 
dollars in the neighborhood of Salinas 
in the past four years. So we see 
science and new pioneering research 
aiding in the upbuilding of small-town 
business here.

Farther up the Pacific Coast I think 
of Klamath Falls, Oregon. Its popu
lation has increased 235 per cent, in 
ten years, and, with more than 17,000 
people now, it has definitely emerged 
from the small-town class. Now what 
happened here. Well, Klamath Falls 
acquired better railroad and highway 
facilities. :As a result, new agricultur
al and timber lands were opened. New 
industries came in. Existing plants

expanded their equipment and activi
ties. More tourists flowed into the 
town as they passed between Califor
nia and the Pacific Northwest. So 
business boomed in Klamath Falls.

Let us look for just a moment at 
Dodge City, Kansas, which doubled its 
population during the past ten years. 
One of the main reasons, here, is to 
be found in the development of power 
farming — transforming the plains 
country West and South of Dodge 
City. And this progressive town has 
utilized wisely the business advantages 
of its strategic location.

And the South, the vigorous new 
South of fine, aggressive business 
spirit, has plenty of good illustrations. 
For instance, there is Bogalusa, 
Louisiana, registering a 70 per cent, 
gain since 1920—increasing from 8,000 
to 14,000. The town contrived to 
achieve a thoroughly gratifying indus
trial development. The local lumber 
mill was enlarged—a paper mill was 
established—a new furniture factory 
and box plant began operations. In
evitably, better business and larger 
population accompanied these changes.

Maybe it is not quite fair to cite the 
many small towns that have come for
ward rapidly by capitalizing their 
climate—but after all, we must never 
lose sight of the fact that business 
nowadays is affected by all sorts of 
delightful factors which, if we viewed 
them superficially, would seem to have 
scant relation to ledgers and cash reg
isters. Profits—and very good profits 
—can be distilled from gorgeous sun
sets, dry air, balmy breezes, rolling 
surf, velvety fairways. Small-town 
business has benefited from such 
things, from Maine to California and 
from the Rio Grande to the 'St. Law
rence. Some places have not yet real
ized their full potentialities along this 
line, and I am convinced that thous
ands of towns can benefit commercial
ly in the future by “playing up” their 
advantages for sport and play, for 
health and physical rebuilding, for 
leisure and for pleasure, in winter as 
well as summer.

One cannot emphasize too strongly 
that new developments in transporta
tion have an immensely vital bearing 
on the business future of the small 
town. Bill Stout, the airplane designer, 
tells the story of Novi, Michigan, about 
twenty miles from Detroit. Mr. Stout 
was curious as to how the town re
ceived its rather peculiar name, so, 
when he was driving through one day, 
he asked. It seems that the town was 
once Stop Number Six—“No.” Roman 
Numeral “VI”—on the old-time over
land stage route. When the railroads 
first came through that country they 
missed this village of Novi, going 
twenty miles away to the then equally 
small village of Detroit. Partly as a 
result of that action (and partly, of 
course, because of its water transporta
tion advantages) Detroit is a great 
metropolis. Novi remains a hamlet.

But who knows?—possibly some 
little hamlet of the plains may be a De
troit of the future, given prominence 
by our newest mode of transportation, 
the airplane. Already many small 
towns have been “put on the map” by 
the airlines serving them, and hun
dreds of others have derived some ad
ditional income, whether fairly large

and transient or rather small and 
steady, from air transportation.

Take the case of Pasco, Washington. 
This is an important division point on 
the airline serving the great North
west, which has spurs connecting the 
major cities of the Pacific Coast and 
the “Inland Empire” with the trans
continental route, and which will soon 
be connected with an airline serving 
Alaska. The airline has made Pasco 
famous throughout the country. It is 
a surprise to seasoned air travelers to 
learn that its population is less than 
5,000; some of them had doubtless ex
pected skyscrapers and double-decked 
busses there. If air traffic goes on 
increasing as it has been doing recent
ly, that supposition may become a 
reality.

. Another small town in somewhat the 
same position is Bellefonte, Pennsyl
vania, which owes much of its present 
renown—and some increase in busi
ness—to the fact that it is important 
as a stopping place for mail and pas
senger planes when bad flying weather 
sets in over the Alleghenies.

I could greatly lengthen this list. 
Elko and Las Vegas, Nevada, and 
Midland, Texas, are other pertinent 
examples. Cheyenne, Wyoming, had 
an early history closely identified with 
the pony express, but recently our 
newest (and almost equally glamor
ous) means of communication has fur
nished a sequel to those frontier days. 
Cheyenne is now an airline division 
point, with repair shop, pilots’ quar
ters, and so on. At the airport a plane 
comes swinging down from the sky, 
mail bags are transferred, and another 
plane roars away in a cloud of dust. 
The weekly drama of the pony express 
has become the half-romantic, half
routine speed and hustle of the sky
way service.

In locating emergency landing-fields 
on the country’s airlines, the Depart
ment of Commerce has spent, and will 
probably- continue to spend, large 
amounts of money. A substantial part 
of that money goes to increase the re
sources of the nearest town—nearly 
always a small town.

I am'told by some of our experts in 
air transportation—thoroughly level
headed men—that it is only a matter of 
time before the airlines end whatever 
may remain of the isolation of our 
small towns. They will be linked to 
the larger communities by feeder air
lines, having the effect of putting the 
small towns on the main lines of trans
portation, with all that that involves.

There can be no doubt that radio 
has worked to the advantage of the 
small-town busineess man. Supplying 
an endless variety of entertainment for 
the home—and for the store as well— 
it tends to counteract the lure of city 
amusements. It keeps people closer 
to their own hearthstones and to their 
home towon merchants or neighbor
hood shops. And when television 
comes, in full power and perfecetion— 
as it surely will some time—this influ
ence will be enhanced and intensified 
immeasurably. Sitting in his own liv
ing room or standing by the counter of 
his local store, the resident of the 
small town will be able to feel that he 
is “there” at the thrilling events of the 
great world—the celebrations, demon
strations, spectacular sport contests—



Ju ly  8, 1931 M I C H I G A N '  T R A D E S M A N 17
as well as the superlative entertain
ment provided all over the world. One 
does not need to be the seventh son 
of a seventh father to foresee that 
small-town business will inevitably 
benefit from such a striking transfor
mation and forward step as this. Here 
again we shall see those factors of 
scientific achievement and virtual an
nihilation of distance forming a dy
namic aid to the business of our small
er places.

Let us take a brief look now at one 
of the livest • and most contentious 
questions that bear upon such business: 
namely, 'Can the chain store success
fully invade the small town? Frankly, 
this topic is so controversial that I 
shall not attempt to answer it in the 
two or three minutes at my disposal. 
I just want to mention a few of the 
things that influence the situation. A 
chain store in a real small town—not 
a suburb—lacks some of the charac
teristics that help to “make the wheels 
go round’’ in typical chain store activ
ity. In the nature of things it cannot 
be so closely related as the city chain 
store is to the swfift, semi-automatic 
routine of requisition, distribution, ac
counting, and so forth. Probably that 
is why our Census figures show that, 
in towns of less than 10,000, the chains 
do less than 10 per cent, of the total 
business.

Yet chain stores have established 
themselves and are doing business in 
small towns or resorts that are as 
much as thirty or forty miles from any 
good-sized center. Whether they can 
do so profitably depends upon a va
riety of circumstances. One of these 
is the nature of the commodities 
handled. Another is the character of 
the transportation facilities. Can 
trucks rush out quickly over smooth, 
hard roads? Is frequent rail service 
available? Are carload-lot shipments 
feasible? Or does relative isolation 
prevail? Chain store executives are 
obliged to look into such questions 
very carefully.

You must take into consideration 
the factors of personal relations and of 
service. We have all seen the little 
girl in pigtails come rushing into the 
country store, lean across the counter, 
and say, all in one breath: “Mamma 
wants a spool o’ blue silk an’ a scrub- 
bin’ brush an’ a yeast cake an’ a can 
o’ little peas, an’ she’ll pay you Sat- 
tiddy—maybe.” It will be in an inde
pendent store that you will witness a 
transaction such as that. Such per
sonal merchandising plays an import
ant role and fills a very genuine need. 
If a small town citizen expects to be 
“trusted” because he has always been 
accustomed to it or if he desires deliv
ery service, the independent merchant 
will generally get his trade. If he hap
pens to be indifferent to those consid
erations of service and of credit, a lo
cal chain store may benefit. The inde
pendent merchant can take advantage 
of the fact that it is probably as safe to 
extend ^open credit” in the American 
small town as it is anywhere on earth.

A pretty weighty factor in determin
ing the flow of business in a small 
town is that of personal friendship— 
the long acquaintance of the people 
with the independent merchant, their 
liking for and sympathy with him, the 
fund of common experiences and emo-

tions and endeavors that bind a small 
community together. The local peo
ple go to the same churches—belong 
to the same lodges—swat mosquitos 
at the same picnics. The independent 
small-town merchant knows the typi
cal wants and proclivities of Jim and 
Bill and iSally.

And, too, he has personal and busi
ness relations with most of the other 
merchants. He is familiar with the 
whole local picture—and he is signally 
“accommodating.” A system of mer
chandising that is somewhat imperson
al and “mechanized” frequently finds 
it a bit difficult—regardless of its effi
ciency—to counteract the pull and tug 
of that powerful human element.

Summing up the facts about small
town business which I have endeavor
ed to present to-day and a week ago, 
I may say that there are unfavorable 
factors whose power cannot be min
imized and which need to be faced 
squarely, but that, on the other hand, 
there are strong forces working for 
the future upbuilding of the smaller 
places—and the favorable elements are 
more modern, more in the spirit of the 
“new age,” than are the adverse cir
cumstances. Small-town industry and 
business in this country are justified in 
entertaining a lively hopefulness and 
sturdy courage. Julius Klein.

MUELLER
A name that has’survived various gen
eral trade situations and has steadfastly 
stood as a symbol of quality and fair 
dealing since 1867.

Mueller Products are widely advertised 
and favorably known to your trade. 
No other item in your store is more 
valuable as a leader to be displayed and 
featured regularly — because no other 
item in your store leads to the sale 
of so many other products such as but
ter, cheese, tomatoes, eggs, bacon, etc.

M ueller M acaroni 
Products

Largest Selling Brand in America

HUELLER)
COOKED

braghetti

Drive On Toys Started.
A campaign to persuade retailers to 

concentrate greater attention on toy 
departments and to convince merchants 
that they are sacrificing potential busi
ness through permitting toy items to be 
scattered through other departments in 
the stores, has been launched this week 
by the marketing committee of the Toy 
Manufacturers of the United States of 
America. Starting in Boston, where a 
meeting of retailers was held in the 
early part of the week, the organiza
tion plans to send representatives to 
every important city and section in the 
country within the next few months.

Chief among the suggestions made 
by the Association is the need for the 
segregation of all toys in one depart
ment. Greater promotional efforts for 
the sale of toys on such holidays as 
Lincoln s and Washington’s birthdays, 
the Easter season, Valentine’s Day and 
numerous other occasions are also 
stressed.

At present, it is claimed, many de
partments fail to show a profit be
cause they are opened only for the 
Christmas holidays. In other instances 
stationery departments are allowed to 
sell articles belonging in the toy depart
ment, while adult games, a profitable 
source of revenue, are retailed through 
sporting goods departments.

Office equipment manufacturers en
joyed a June sales volume equal to 
that of May, according to executives 
in charge of sales. The activity in re
cent weeks is significant because May 
set a peak for sales this year. The 1 
opening of second-hand and distress, 
merchandise were said to be contribut
ing factors in the sales gains. Although 
filing and recording equipment continue 
to lead all other types of office equip
ment, sales of desks, chairs and tables 
registered a considerable gain last 
month, it was reported.

MUELLER’S
COOKED

spa g hetti

C. F. Mueller Co. 
Jersey City New Jersey

MUELLER’S
COOKED

braghetti

It has stood the test o f tim e and 
the m ost discrim inating tea drink
ers o f the age. Sold only by

The Blodgett-Beckley Co.
MEMBER INDIA TEA BUREAU  

Main Office Toledo 
Detroit Office and Warehouse 

517 East Lamed Street

Corduroy Tires
York H arbo r to the  Golden G ate—the  Corduroy T ire h as  In ten 
years  trained a rep u ta tio n  for value, fo r superlative  perform ance 
and  dei>endability th a t  is second to none!

The C orduroy D ealer organ ization  dots the  n a tion ’s m ap in 
LamJ e t ' i i .  is an  organization  th a t  sw ears allegiance to the  C orduroy T ire because of long years  of un fa il

ing tire  sa tisfac tion  to the  m o torists  of th e  country.
Go t°  your Corduroy D ealer today. A sk to see the  tire . Big—

‘n ,Û - Hand-?,0nle,. l5l a !i its  s tre n Sth  and  toughness, th e  C orduroy T ire will sell itse lf to you s tric tly  on i ts  m erit.

CORDUROY TIRE CO.
Grand Rapids, Mich.



18 M I C H I G A N  T R A D E S M A N Ju ly  8, 1931

DRY GOODS
Michiaan Retail Dry Goods Association.

P res id en t — Geo. El. M artin , B enton  
H arbor.

F ir s t  V ice-P res id en t — J .  T . M iiliken, 
T rav e rse  C ity.

Second V ice-P res id en t—George C. P r a t t ,  
G rand R apids.

S e c re ta ry -T rea su re r—T hom as P itk e th -  
ly, F lin t.

M anager—Jason  E . H am m ond, L ansing .

Mesh Dresses Are Popular Clothes 
For Summer Play.

Strictly tailored—that’s the watch
word to keep in mind nowadays when 
you go shopping for the youngest gen
eration. The English notion that chil
dren look best in simple clothes, de
void of doodads or frills, is gaining 
ground in this country all the time, 
and there has been a decided reaction 
against these awfully quaint little con
coctions you used to see around.

The tailored idea holds good 
through all types from casual clothes 
to party dresses, and for all ages from 
extremely young ladies—just out of 
baby dresses—to those old enough to 
gaze yearningly upon the ostrich 
plumes on their mothers’ hats and start 
counting the years. Indeed, about the 
only way you can guess the respective 
ages of a group of well-dressed girls 
between 2 and 12 to-day is by the 
length of their skirts. The very young 
wear them very short; the older sisters 
get extra inches according to their 
years. Of course the situation changes 
radically when the ’teens arrive, and 
even girls in the early ’teens are per
mitted long-skirted party dresses—if 
they are simply made and cut high in 
the back.

A good example of the sort of thing 
we mean is a plain little sweater of soft 
light wool in pale pink worn with a 
white flannel skirt, box pleated all the 
way around. ISo is the handkerchief 
linen frock, yellow with a little re
strained decoration in the form of 
yellow embroidery on the white linen 
tabs down one side of the dress. Very 
English, both of them, very smart, and 
not, incidentally, inexpensive. They 
are to be found in New York, as are 
the other clothes described.

Although it is still very smart to 
dress small sisters precisely alike, the 
brother-and-sister idea is less favored 
nowadays, several shops tell us. It 
seems that fathers are objecting, even 
when the son of the house isn’t suffi
ciently clothes-conscious to mind wear
ing suits that match his sister’s frocks.

As far as this particular Summer is 
concerned, the main excitement seems 
to be in the realm of beach and play
things—sun suits, beach pajamas,
overalls and bathing suits, all of which 
have been developed in new and amus
ing versions. With an adequate sup
ply of these, a child is well equipped 
for a Summer of outdoor play, and 
they are most appealing, both as to ap
pearance and as to price. If you want 
to include a few sturdy dresses, those 
of mesh are the newest, and very prac
tical they are too.

Young girls have taken to the 
trousered costumes their mothers like, 
and we have selected three examples 
for description. One popular outfit is 
all white and simple as possible—full 
trousers, chukker shirt and tiny beret. 
The overall and matching hat in a nice 
printed cotton is attractive. More pre
tentious is the linen pajama suit in

vivid yellow and blue with a huge 
beach hat in the same colors. The 
bathing suit is a model frequently seen 
on both the small boys and girls play
ing around the Southhampton Beach 
Club—striped top and plain trunks. A 
little sleeveless jacket of white jersey, 
edged with the stripes, goes with it.

Some other notions the season has 
brought forth: Black linen suits for 
boys. New types of pique dresses for 
the girl from 7 to 14, with hats to 
match. Silk crepe lounging pajamas 
for little girls. (Really 1) White rain
coats of rubberized silk. Jackets, 
jackets, jackets^—tailored pastel flannel 
jackets, navy blue nautical jackets, 
polka-dot and striped jackets. White 
polo coats in children’s sizes.

A word about socks and shoes. 
Plain white lisle is the smartest to 
wear all the time, and incidentally^the 
older girl lays aside the three-quarter 
socks she wears the rest of the year 
and takes to short ones along with her 
little sister for the Summer. Pin 
stripes and half-inch stripes are ap
proved, too, and are especially good 
in navy and white, and red and white. 
The daytime shoe question is nicely 
answered by a new version of the 
grown-ups’ Prince of Wales tongue
less shoe, scaled down to fit small 
feet.—N. Y. Times.

Much Velvet in Evidence For Fall.
Each season finds fashion authorities 

trembling on the brink of deciding 
“yes” or “no” for velvets, and this 
year they are in accord with “yes.” 
Transparent velvets, particularly, are 
due for the biggest season they have 
had since several years ago, when they 
were first made and 'first worn. This 
season both the Paris couturiers and 
American designers are using velvets, 
and important daytime dresses and 
suits, evening dresses and evening 
wraps will be seen for Fall in various 
qualities of pile fabrics.

Velvets this season will be of sev
eral types. One of the major reasons 
for the wide interest with which they 
are being accepted now by manufac
turers is their new weaves. Most im
portant is the ribbed or corduroy vel
vet which Worth used, and a variation 
in checked velvet, both of which are 
made in the transparent or rayon con
struction. Another new type in trans
parent weave is suede velvet, so called 
for its dull surface. This fabric, 
which has absolutely no sheen, is in 
line with the trend toward dull sur
face fabrics.

Lyons velvets, which are all silk and 
of erect pile, will have their greatest 
use in evening wraps, but will also be 
made in luxurious evening gowns and 
some very formal afternoon dresses. 
The uses of velvet for trimming are 
naturally stimulated by the importance 
of the fabric, and Lyons weaves are 
very effective for sashes, bows and 
belts on dresses of sheer wools or can
ton. Crushed velvet sashes are also 
used, continuing the vogue for crushed 
effects which started in crushed patent 
belts for Summer.

The colors which will be used in 
velvets for afternoon wear include 
black first of all, but deep browns, 
wine tones and dark greens are also 
shown. White and black are both im

portant for evening, with lovely soft 
pastels appearing in the transparent 
velvets, and deep accent colors in the 
Lyons velvets for wraps.

The influence of dull surfaces is felt 
in the new satins which are not the 
lustrous weaves they used to be. Satins 
are also lighter weight, because bulki
ness is to be avoided in dresses of to
day. Satins for both daytime and eve
ning should be soft but not shiny. 
That well-liked satin, peau d’ange, or 
angel skin, is of the lusterless school 
and is having wide acceptance now in 
Paris for evening and daytime fashions.

The satin dress for daytime and the 
satin suit for formal afternoon wear 
will be black, with contrasts of beige 
tones rather than white. iPatou beige 
is a deep cafe au lait tone which is 
very new both as contrast with black 
and as a new solo shade for evening 
dresses. Patou beige satin evening 
dresses have already made their ap
pearance in New York shops.

Crushed satin girdles, crushed satin 
sleeves and bows are also used for 
trimming daytime dresses of cantons 
and sheer wools.

The daytime dress fabric which has 
all the attention this Fall is sheer wool, 
in light weight weaves which are as 
easily handled as canton crepes. The 
sheer wool dress will figure important
ly in every guise, as the sportswoman’s 
golf dress, as the college girl’s campus 
dress, as the business woman’s town 
dress, as the matron’s club dress, and 
even for afternoon the formal coat 
dress of sheer woolen will be one of 
the greatly admired exclusive Fall 
fashions.—iN. Y. Times.

Fall Sweaters Start To Move.
Orders for Fall sweaters have begun 

to reach the Eastern market in fair
sized volume according to reports in 
the primary trade, and the bulk of the 
buying is expected to develop starting 
next week. Men’s shakers, baby shak
ers, ribbed sport coats and pullovers 
have all received attention, with the 
low-priced numbers, such as the $18.50 
range in shakers, in greatest demand. 
Selling agents assent that they intend 
following the same policy adopted in 
bathing suits, of not making up any 
goods in advance and keeping their 
stocks at a minimum. If buying is de
layed as was the case in swim suits, 
they expect a similar situation, where 
deliveries near the end of the season 
will become difficult to make.

Home Sewing Helps Notion Volume.
Notion items connected with such 

home-sewing activities as dressmaking, 
embroidery and other needle-work, 
rank next to seasonal merchandise in 
the sales volume of notions stores, ac
cording to manufacturers. Buyers visit
ing the market in search of novelties 
in the sewing field explain that the 
vogue for home sewing has been gain
ing steadily for several months and is 
spreading. Bathing caps and similar 
Summer items are in good demand at 
retail prices from 10 cents to $1. Calls 
for wardrobe articles such as hat stands 
and clothes hangers are fewer than 
was expected.

Enamel Ware Prices Cut 5 Per Cent.
Fall lines of enameled kitchenware 

’ will be priced approximately 5 per cent, 
under Spring quotations. The lower 
prices are being made by manufactur
ers in the hope of booking a good vol
ume of early business. Producers are 
now assembling their lines and will 
offer them to buyers toward the close 
of next month. Ivory and white shades 
are featured by most of the producers. 
Pans decorated with solid colors of 
red, green and blue are also included, 
but the trade is agreed that the demand 
for colors in such kitchenware has ex
pired.

Holiday Toy Buying On Increase.
Holiday toy orders rose sharply in 

the Eastern market during the past 
week, and manufacturers now look for
ward to a July business from 10 to 15 
per cent, ahead of July, 1930. Since 
the middle of last month buyers have 
shown a keen interest in Christmas 
items and many have placed substantial 
orders. Scores of others plan buying 
trips to New York in the next two 
weeks. Demand for current goods is 
limited, but retailers are due to re
order on Summer merchandise immedi
ately after the Fourth.

Retail census of distribution for all 
incorporated cities of 10,000 or more 
has been practically completed and the 
reports are available. The agricultural 
census for 1930, with statistics by 
counties, listing farms, acreage, values 
and selected livestock and crops and, 
in some instances, of farm buildings, 
dwellings, implements and machinery 
are available for Arizona, Arkansas, 
Colorado, Utah, Idaho, Kansas, Vir
ginia, Oregon, Nebraska, New Mexico, 
West Virginia and Kentucky.

Increase Your Business By 
Showing New Merchandise

Here are a few suggestions. We have many others. 
See Our Salesman or Visit Us.

Ladies H andbags__$7.75 Doz.
Velvet R ibbons______ 95c pc.
Jewelry ----------------- 75c Doz.
Shantung __________26^c yd.
Voile D resses_____$8.00 Doz.
Vat Wash Dresses__$4.75 Doz.
Men’s Rayon S ox___ $1.15 Doz.

Ladies’ B e lts____________ 75c Doz.
Necklaces_______________ 40c Doz.
V o ile-------------------------- 13$£c yd.
Curtain G oods______135£c yd.
A nklets---------------- $1.85 Doz.
Silk Chiffon D resses_____$3.75
Shirts and Shorts___$2.25 Doz.

C. J. FARLEY & COMPANY 
W holesale Only —  Dresses &  Dry Goods 

Cor. Commerce & Weston Sts., Grand Rapids
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SHOE MARKET
Michigan Retail Shoe Dealers Association. 

P res id en t—Elw yn Pond, F lin t. 
V ice-P res iden t—J . E. W ilson. D e tro it 
S ecre ta ry—Joe H . B urton , L ansing. 
Asst. Sec’y -T reas .—O. R. Jenk ins. 
A ssociation B usiness Office, 907 T ran s 

porta tion  Bldg., D etroit.

Go Forward and Acquit Yourselves 
Like Men.

Never was a time in the shoe busi
ness quite like the present. We are 
seeing many changes made for the 
sake of change. As a result many a 
merchant, manufacturer and tanner is 
edging out of the field in which he is 
most capable. He is looking for green 
grass in the next field and thinks it is 
better than his own. 'Meanwhile, 
somebody else is sneaking up behind 
him and nibbling in the field that was 
rightfully his own.

The majority of explanations given 
for the change center around the sub
ject of price. The merchant feels that 
his own field of activity is not suffi
cient and he buys shoes and commod
ities not in line with his store and 
service in the hope that he can make 
money by the “change.” The manu
facturer in turn, who has built up a 
number of years, a product of repute, 
begins to look at other products lower 
in price and finds himself in a business 
that is a compromise rather than a dis
tinct selling proposition. The tanner 
and the seller of supplies, under pres
sure of price, enter into the same game 
of “change.” The final result for in
dustry is not good.

But here and there—the country 
over:—we see stores, manufacturers 
and tanners “sticking to their last.” 
They are doing a thorough job in a 
definite division of merchandise. As 
a result of their firm stand, the pub
lic is the better served.

In the long run, the merchant is 
better off holding true to standards, 
types and services. The major effort 
in his business is clearly defined. He 
may freshen his stock with new lines 
of shoes at different prices but the 
basic* character of the service to the 
public remains the same. The manu
facturer in turn, after twenty years of 
development of one line of effort in 
production, is likely to be in a sorry 
plight through adding a different line 
and grade of shoes—or even jumping 
from men’s to women’s shoes or try
ing to compromise on both—when if 
he had put all of his effort into one 
straight line, he would be much better 
off.

During the next few months, the in
dustry is going through an unneces
sary number of changes. When it is 
all over, the net result would have 
been the same if the whole process 
had been simply one of blind chance. 
As a Western merchant said last week: 
“In shuffling the cards, the man who 
has had a good hand will find himself 
in a poorer playing position for pub
lic favor. Far better to play your 
own because you know more about 
them than anybody else.” But one 
result will come from all this change 
and that is hundreds of stores and 
dozens of factories will be pushed out 
of the picture.

So the thing to do is to determine 
what you can best sell or produce. 
Concentrate on that and use every ef
fort to make it successful; and don’t

make changes simply for the sake of 
change. Know definitely what you 
are doing.

There is no question but what pur
chasing power at retail has been sub
ject to change but in a commodity 
bearing such a low unit price as shoes, 
there is no reason for complete up
heaval. ¡No commodity needs to be 
selected so carefully and sold so effi
ciently as shoes. Hold to standards at 
all costs.

Industry is about reaching the point 
below which it cannot operate at a 
profit. If all shoes were to be fixed 
as to price on to-day’s base, the indus
try would be in a healthier and hap
pier condition.

This is no time to “wobble,” for a 
firm stand is needed in stores, in fac
tories, in tanneries and in every effort 
pertaining thereto. General house
cleaning has been very beneficial all 
around and is about over in shoes. 
The past six weeks has been more 
wholesome. As we now stand, as an 
industry, we are in better shape to 
show progress than almost any indus
try in the country. Therefore, the im
portant thing to do right now is to 
hold to the line.—-Boot and Shoe Re
corder.

Law Requires That Checks Be De
posited Promptly.

Detroit, July 6—Some time ago, a 
customer of mine gave me a check in 
payment of a bill. On account of be
ing busy that day and the day follow
ing, and knowing the customer to be 
financially responsible, I did not get 
around to deposit the check in my 
bank until three days later. After de
positing the check in my bank, I re
ceived a notice the next day that the 
bank on which the check was drawn 
by my customer had been closed up. 
I presented the check to the customer, 
but he refused to pay, saying that he 
is not liable on account of my delay 
in presenting the check.

Is he right? A. B.

This question chiefly arises where 
the bank on which the check is drawn 
fails before the check is paid, the issu
er of the check having had sufficient 
money in the bank to cover it, and 
which would have been used to pay the 
check, if it had been presented in time.

If the holder of a check delays in 
its presentation to the bank and mean
while the maker of the check with
draws his account, or reduces it to a 
point where it is insufficient to pay 
the check in question, then the maker 
of the check has lost nothing by the 
holder’s negligence in presenting it too 
late, and therefore must pay the 
check even though the bank has failed 
in the meantime.

The law of Michigan and in most 
other states is that a man who receives 
a check must present it for payment, 
either in person or by depositing it in 
the usual way through his own bank 
within a reasonable time after he re
ceives it. If the holder does not pre
sent it within a reasonable time, and 
as a result a loss occurs, he must 
stand it. The maker of a check, in 
such case, is released from paying it 
again, only however to the extent of 
the loss. If the dividend paid by the 
bank is, let us say, 70 per cent., there 
being a 30 per cent, loss, the maker 
in such case need pay but 70 per cent, 
of a check.

It is difficult to define the meaning 
of the phrase “reasonable time,” but 
generally speaking a reasonable time 
is where no more time is taken than 
is fairly required in the usual course 
of business, considering all of the spe
cial circumstances.

The law provides that “delay in 
making presentment for payment is ex
cused when the delay is caused by 
circumstances beyond the control of 
the holder, and not imputable to his 
fault, misconduct or negligence. When 
the cause of delay ceases to operate, 
presentment must be made with rea
sonable diligence.”

Thus, in the absence of special cir
cumstances in the above case, it would 
seem that the delay of A. B. was negli
gence and that he failed to deposit the 
check within a reasonable time and 
must therefore stand the consequences 
of his negligence.

The point to be observed as a re
sult of this case is simply this: Never 
delay in depositing checks which you 
receive in the course of business in 
your bank for collection. 'Checks 
should be promptly deposited.

H. L. Rudnick.

Garden Friends.
A g ard en ’s personality  
Speaks o ft w ith  lips so sw eet to  me 
1  then  an d  th e re  w ith  m em ory 
L isten  th e  while a tten tiv e ly  
To every  flower w hose grow ing pride 
H as m any sec re ts  to  confide 
W ith such  a n  overflow ing sh a re  
I t  holds one fa sc in a ted  there .

" I love a  la rge  p e tu n ia  bed 
Singles and  doubles” m o th e r said.
“P ick  off old blossoms—th a t  is  all—
A nd th e y ’ll keep  bloom ing th rough  the  

fa ll.’’
T hey  sh are  the  m ost of all th e  flowers 
H oney for bees an d  f rag ran t hours 
F o r everybody every  day  
A nd beau tify  in  every  way.

The z innias a re  s tu rd y  th in g s  
H au g h ty  perhaps, y e t colorings 
W hich do b e tray  an  in n e r sense 
Of petalled rich  magnificence.
T he Drumjmond phlox w as m o the r’s choice 
F o r m odesty—she did .rejoice 
In th e ir  bouquets of hybrids fa ir  
And saved the  seed w hich ripened there .

The lady slippers—delicate  
And shyly hid to ind icate  
T hey d read  indeed to leave a  place 
T hey hold w ith  such  becom ing grace 
T he m ignonette , verbena  too.
Lobelia w ith  its  baby blue 
A nd m any  m ore a re  certa in ly  
A g a rd en 's  personality .

C harles A. H eath .

The Land O’ Little Care.
She found the  land  o’ little  care 

Upon a crowded c ity  s tre e t 
A sleep on m o th e r’s  shoulder th e re  
F o r bab ies never really  care  
W h at h a rr ie s  an y  thoroughfare

W here friends and  s tra n g ers  m ee t 
F o r tax es  due 
F o r deb ts  to sue 

People w orried

People hu rried  
H ith e r

T h ith er
And th e re  a  baby  fell asleep.

H er dolly too had  not one care  
Adown a n  anxious avenue 

Asleep on baby’s shoulder th e re  
F o r dollies never rea lly  care  
W h a t bo thers  any  tho roughfare  

N ot any  m ore th a n  babies do 
W hq lost o r won 
Or scuddles on 

B en t on buying  
W eary , try ing  

This w ay
T h a t w ay

And th e re  a  dolly fell asleep.

Now dolls and  babes we m u st declare 
Though n e ith e r ye t a rticu la te  

R ebuke us tru ly  th en  and  th e re  
A bout th is  w orry, ru sh  and  care 
Confounded on a  thoroughfare  

’Till we becom e in tem p era te  
F o rg e ttin g  so 
To tak e  i t  slow

F o r  p lanes w hich fly 
M ay say  good bye 

F a lling  
F a lling

Like babes and  dollies—down to  sleep.
C harles A. H eath .

TORSON SHOES
Going Ahead 

in 1931
- Creating Sales and Profits 

for Alert Merchants

$4.00 - $5.00 - $6.00

Torson A rch Shoes
For Men 

$6.00 and $7.00

Nationally Advertised-$4.50
For complete information about 
our lines, advertising campaigns, 
dealer merchandising plans, write 
direct to:

HEROLD BERTSCH SHOE 
CO.

Shoe M anufac tu rers  since 1882 
11-15 Com m erce Ave., S. W . 

GRAND RAPIDS, MICHIGAN.

Save On Your Insurance
By Placing It W ith The

MICHIGAN SHOE DEALERS
M U TU A L FIRE IN SU R A N C E CO M PANY

LANSING. MICHIGAN

Mutual Building Phone 20741
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RETAIL GROCER
Retail Grocers and Meat Dealers A ssocia

tion of Michigan.
P res id en t—W illiam  Schultz, A nn Arbor.
F ir s t  V ice-P res id en t—P a u l Schm idt. 

Lansing .
Second V ice-P res id en t—A. B athke, P e - 

toskey.
S ec re ta ry  — H erm an  H anson, G rand 

Rapids.
T rea su re r—O. H . B ailey, Sr., L ansing .
D irecto rs  — Ole P e terson , M uskegon; 

W alte r Loefler, Saginaw ; Jo h n  Lurie. 
D etro it; C layton F. Spaulding. B attle  
C reek; W ard  N ew m an, P on tiac .

Word of Warning To American Gro
cers in Germany.

Because hundreds of representative 
American grocers will visit Europe 
this month, this article indicates one 
virus to which they will be exposed 
when they get into Germany. My 
thought is to set forth a few plain 
facts which all must have in mind 
while there, that we may do some 
measure of justice to our own country. 
Politics and business do not mix well, 
we are fond of saying, but that non
sense can be answered in two import
ant ways right now. First, that no
body can stop in Germany without 
having politics dinned into his ears. 
Second, that our participation in the 
kaiser’s war showed every one of us 
how politics gets right behind our own 
counters when there is international 
strife.

We might add a third point—most 
important, too: That our habit of dis
regarding politics in our business tends 
to disarm us when we are faced with 
arguments by those who think politics 
all the time. So let those who come 
over do a little quiet thinking on their 
own account before they permit them
selves to agree with what may be said 
to them. My talk is confined to Ger
many because in five months’ residence 
in Italy and France I heard virtually 
not a word, while in three weeks in 
Germany I got nothing else but special 
pleas to have “reparations’” removed.

Everywhere in Europe Germans are 
the conspicuous travelers, and not one 
but is well dressed, carries the best 
baggage and the finest cameras. They 
stop at the best hotels—no sign of 
poverty among them, or even such 
economies as plain people exercise.

In contrast with the poverty of Italy 
and France—in the aspect of the peo
ple, I mean, and their homes and 
towns—'Germany is a land of smiling 
plenty. Towns are not only bright 
and snappy but filled with new build
ings of the latest model. One recalls 
that virtually not a shingle on any 
German home w’as disturbed in the 
war.

iMoney has been loaned to Germany 
with a lavish hand the past dozen 
years. This to “get on her feet,” os
tensibly. While that money lasted, 
Germany was so prosperous that all 
the world heard of her “marvelous 
come-back;” but when time for pay
ment arrived, it was discovered—as 
anybody can see now for himself— 
that she had spent the money building 
stadiums, swimming pools, football 
fields and other vast recreation places 
for her people. The old palaces Ger
many inherited from her princlings are 
not good enough to be converted to 
museum and exhibition uses. Instead, 
she builds exhibition halls on a scale 
so vast and lavish that we in America 
have few such places in our biggest 
cities.

Germany built new railroad and 
river equipment to replace the old that 
she turned in as part reparations. She 
to-day has the finest steel barges on 
the Rhine, hauled by the biggest tugs 
—such equipment as we have not on 
the Hudson, the Mississippi or the 
Sacramento. I never saw finer loco
motives anywhere—there are no finer 
in existence.

There could not be a land more 
prosperous in outward aspect. Every 
field and forest is cultivated to the last 
square foot—all lavishly productive 
and smiling. And what strikes the 
stranger most forcibly is that every
where one looks one sees provision for 
the eternal eating and drinking—O, 
plenty of drinking, believe me—of 
which the Germans are so fond.

This last is worth thinking about, 
for while one might say that some 
kinds of shops and department stores 
are provided for visiting strangers, 
food shops and beer gardens, brewer
ies and recreation places, tennis courts 
and public gardens in side-way towns 
like Nuremburg, for example:—are pro
visions primarily for the local popula
tion. To see the natives sit hour after 
hour at a public beer table, listening to 
a band while dozing in semi-dreamland, 
to the tune of 12 cents per stein, is 
not to convince the observer that this 
people is suffering more than others.

Every man and woman—speaking 
generally—in Germany is well dressed. 
All are in style. Uniforms are not 
merely bright and clean—they are new.

Now let’s get this straight and with
out bias: If Germany wants such
things, let us agree that she can have 
them, provided she gets them the way 
the remainder of the world gets them: 
by patiently working for the money 
needful to pay for them and by paying 
for them.

Three weeks prior to our visit to 
Heidelberg the public recreation piers 
in the river Neckar were washed away. 
Had that happened in any American 
city I know of, the wreckage would 
have been cleared if it was dangerous, 
but reconstruction would have waited 
on the slow movement of city official
dom, maybe followed by a vote on a 
bond issue. ¡Reconstruction might oc
cur in a year—if we were lucky.

But already—within three weeks— 
new work was under way in Heidel
berg, extended, on a larger scale, to 
cost 1,500,000 marks—say $375,000— 
for a little town of 84,000 people.

Germany is said to have 4,000,000 
unemployed, but in the fields there are 
more women working than in Italy. 
We are told this is shortage of man 
power, yet men stand around by the 
thousand, in the cities, drinking vast 
steins of beer, big, able fellows, and 
spout politics and “oppressive taxa
tion.” Why not put those men to 
work in the fields? If professors can 
be made to lay bricks in Russia as the 
price of food, seems to me mechanics 
could be put into German fields instead 
of being fed by dole.

Germany lends big sums to Russia. 
She builds the latest battleships, which 
she does not need because, while dis
armed (maybe) she is the most pro
tected of nations. She builds the finest 
merchant marine. And all this time 
she saves billions she formerly spent 
for armaments.

Lastly; GERMANY’S REPARA
TIONS PAYMENTS AMOUNT TO 
FIVE PER CENT. OF HER EX
PENDITURES.

Let us have such facts in mind.
Now, the fact is that we in America 

are among the most heavily taxed peo
ple on earth to-day. We do not real
ize this because many of our taxes are 
indirect and therefore hidden. But 
these are the figures;

The average National income per 
inhabitant is $700 and of that we pay 
$100 in taxes of all kinds. That is 
over 14)4 per cent. That impost affects 
every grocer and every grocer’s cus
tomers. Therefore, it is the grocer’s 
business to take this into account.

I regard it as unfortunate that the 
grocers’ excursion is so largely devot
ed to German travel, but such will not

be altogether unfortunate if those who 
go over keep their eyes open and use 
their perfectly good think-tanks to 
grasp the real facts and their signifi
cance.

Let nobody have any feeling par
ticularly against anybody else. I am 
all for the Germans as they work out 
their salvation on the plan always 
used by Americans—paying for what 
they get, getting what they pay for, on 
the old plan of work and save. I am 
decidedly against letting Germans or 
anybody else have such things at the 
expense of Americans, and that is pre
cisely what it will mean if our people 
submit to being the international goat 
by countenancing plain repudiation, 
with our people holding the eventual 
bag. Let such facts sink in a bit.

Paul Findlay.

H art B rand 
v eg  e tab le s  
and fruits are 
building prof
itable repeat 
business for 
thousands of 
Michigan re
tailers . . . .

W. R. ROACH & CO., GRAND RAPIDS, MICHIGAN
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MEAT DEALER
Michigan State Association of Retail 

Meat Merchants.
P resid en t—F ra n k  Cornell. G rand R apids
V ice-P res.—E  P . A bbott. F lin t.
S ec re ta ry —El. J .  L a  Rose, D etro it.
T rea su re r—P ius  Goedecke, D etro it.
N ex t m eeting  will be held in  G rand 

Rapids, d a te  n o t decided.

Beware of Low Priced Goods.
There was a time when you could go 

around to the retail dealer, call him by 
his 'first name, take his order without 
a lot of red tape about prices, and 
spend some time chatting about other 
things. The “old Charley’’ isn’t 
“Charley” any more. To-day he tells 
you about the cut rate prices of the 
chains which he has to compete 
against, or he tells you about the 
prices some high pressure salesman 
from a fly-by-night company offered 
him on goods supposed to be just as 
good. iMy advice to such a retail 
dealer is to knuckle down to selling 
quality at a legitimate profit and talk 
quality to your customers. Make your 
trade acquainted with the fact that you 
are offering splendid service, credit 
and quality products and that your 
price is not a bit out of line. Your 
patrons will appreciate having you 
talk to them in that manner.

When you buy something cheap you 
usually get what you pay for. This is 
particularly true of the fish business 
to-day. Due to the general business 
conditions, and the fish business has 
had its set-backs just as other busi
nesses have, there are certain con
cerns who have been caught with 
cheap fish in cold storage. These firms 
usually have been catering to the chain 
store buyers, who as a rule are look
ing for something for nothing. They 
feature fresh winter caught .fish arriv
ing by the carload, but it does not say 
when or how long ago they have been 
in cold storage before being sold from 
the railroad cars. The prices appear 
cheap, but the prices are higher than 
they were several years ago when there 
was no depression. Although they are 
wholesale fish distributors, they are 
trying to sell the wholesale fishman, 
the 'fish peddler, the retailer and the 
consumer, too, all at the same price if 
they can get it. One firm is selling 
fish at retail from street corners and 
trucks. At the same time they supply 
chain stores, retailers, too.

Perhaps you think I’m endangering 
my own business in telling you about 
these doing in the fish business. The 
fact is that there are several of us, like 
our firm, that are not in the same 
category. We don’t send out cheap 
price cutting quotations on a lot of 
frozen, impossible fish. We have noth - 
ing of this sort to offer. We sell fresh 
caught quality fish, shrimps, oysters, 
etc., at market prices the day they 
arrive. Whether it is high or low you 
get the market price. For example, in 
a certain suburb we have a good re
tail grocer who has been established 
for many years. He is surrounded on 
either side by three chain stores. The 
chain stores all handle fish and have 
been quoting prices daily that are 
three and four cents a pound under 
our patron’s, but, even at these prices 
they have not hurt his fish business in 
the least. Ask him the reason, for this 
and he’ll tell you he never handles 
cheap frozen fish.. His supply is al-

ways fresh, of high quality, and con
sequently his customers are willing to 
pay a better price for them.

Watch this in buying your fish. 
Don't be stampeded into handling a 
lot of low quality goods that arc not 
fit to be sold to your customers. Han
dle quality goods, tell your trade about 
them, and you’ll find they are satisfied 
with your store.

You can compete with the chains 
easily. People may buy the low price 
fish once, but that will be all. They 
will readily find, as soon as they pre
pare them, that it does not pay to buy 
cheap fish, and the dealer with the 
quality goods will have their trade 
from then on.

Remember—don’t buy cheap fish, 
don’t buy from companies catering to 
your competitors, the chain stores. If 
you want to build up your business on 
fish don’t look for the bargains. Buy 
your supply from a reliable concern 
that has been established for a good 
many years, a firm that his seen the 
price cutters come and go, a firm that 
wants your business and serves you 
accordingly, a company that won’t go 
out and sell the consumer as well as 
your, store. Then you’ll find you will 
have a substantial fish business.

Leroy C. Holmes.

Selling Is Same in All Lines.
The retailer can profit to a consider

able extent by adopting some of the 
principles followed by salesmen who 
call on him. The principles that the 
salesman follows in making his sales 
are directly applicable in most cases to 
the retailer selling over the counter.

One of the first points of good sell
ing is to impress the prospective cus
tomer with facts about the merit of 
the salesman’s product. For example, 
the meat salesman tells his trade that 
the hams he sells have an especially 
attractive cure. He mentions that the 
meat is economical, and that it can be 
sold in one piece.

Now let’s see what the retailer can 
say to his customer. He can tell the 
housewife about the cure, how delic
ious it is, and how tender the ham will 
be after she cooks it. He can tell her 
that it is an economical purchase be
cause of the high quality of meat and 
the relatively low price. He wishes 
to make the product as attractive as 
possible to the consumer, so he tells 
her how attractive the meat is when 
served and how well her family will 
like it.

The salesman must be willing to 
stand back of his product, after he has 
sold it. Similarly, the retailer must 
stand back of the product after he has 
sold it to the consumer.

The salesman, as a general rule, 
talks the merits of his products and 
keeps price in the background as much 
as possible. Again, the retailer usually 
finds it to his advantage to emphasize 
the merits of his products and make 
price the secondary feature.

There is a great deal of similarity 
between selling in all ¡fields. The sale 
of a limousine is exactly the same as 
the sale of a rib roast in at least one 
important respect; the individual who 
buys it has to be satisfied that his pur
chase represents money well spent.

John Meatdealer.

$25 Chain Tax Passed in Wisconsin.
The Wisconsin State Legislature 

has passed a bill providing for a chain 
store license tax with rates ranging 
from $3 to $25 a store according to 
the number of stores operated by the 
same firm.

The original bill, which provided a 
maximum rate of $1,000 a store, was 
amended at the suggestion of Governor 
La Follette, who believed it would re
sult in protracted litigation. The pres
ent rates are the same as those of the 
Indiana law, which was recently de-

clared constitutional by the United 
States Supreme Court.

Waste from the rackets is to be elim
inated from distribution if the police 
power of the Federal Government can 
accomplish it. The recent prohibition 
case is merely a starter and the assur
ance is that, from the evidence already 
collected, working from the top down, 
the Government will continue a cam
paign which will be the downfall of 
many local and some National figures 
in the political field.

V1NKEMULDER COMPANY
Grand Rapids, Michigan

BRANCH AT PETOSKEY, MICH.

Distributors Fresh Fruits and Vegetables 
Cranberries, Grapefruit, “Yellow K id” Bananas, Oranges, 

Onions, Fresh Green Vegetables, etc.

Rusk Baksrs Sinos 1888

Leading Grocers always have 
a supply of

POSTMA’S RUSK
as they are in Demand in all Seasons 

Fresh Daily
POSTMA BISCUIT CO.

GRAND RAPIDS. M ICHIGAN

EGGS EGGS EGGS
WE BUY — WE STORE — WE SELL

We are always in the market for strictly fresh current receipt 
Eggs, at full market prices.

We can supply Egg Cases and Egg Case Material of all kinds. 
Quotations mailed on request.

KENT STORAGE COMPANY GRAND RAPIDS

G r a n d  R a p i d s  P a p e r  B o x  C o .
M anufacturers of SE T  UP and FOLDING PAPER BOXES 

SPECIAL DIE CUTTING AND MOUNTING 
G R A N D  R A . P  I D S ,  M I C H I G A N

GRIDDLES — BUN STEAMERS — URNS 
Everything in Restaurant Equipment 

Priced Right.

Grand Rapids Store Fixture Co.
7 N. IO N IA  A V E. Phone 67143 N. F R E E M A N . Mgr.

Rowena Yes Ma’am Graham 
Rowena Golden G. Meal 
Rowena Pancake Flour 
Rowena Buckwheat Compound 
Rowena Whole Wheat Flour 
Rowena Cake and Biscuit

'THE FLOUR THE BEST COOKS USE
Always stock these fully-guaranteed, widely-advertised 

flour products!
Valley City Milling Co., Grand Rapids, Mich.

Flour
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HARDW ARE
Michigan Retail Hardware Association.

P res id en t—-Waldo B rüske. Saginaw .
V ice-P res.—C has. H . S u tton . Howell.
S ec re ta ry —H aro ld  W . Bervig.
T rea su re r—W illiam  Moore. D etro it.

Looking Ahead To the Pall Stove 
Trade.

With weather extremely hot, one 
would think this hardly the time to 
discuss stove selling. But the wide
awake hardware dealer must always 
look ahead and plan ahead; and now, 
with summer weather causing a cer
tain slackening in trade, it is oppor
tune to give some thought to what 
you will do in the fall.

You can perhaps think more readily 
on the subject in, say, September, 
when stoves are timely. But a good 
many stove selling stunts call for some 
incidental equipment. If you are to 
use some novel stunts in September, 
you must have the equipment at hand 
when September actually comes. And 
getting the necessary equipment and 
making the necessary arrangements 
takes time. You have got to plan, to 
visualize in your own mind what you 
mean to do; you have got to make the 
actual preparations, down to the last 
detail; all this takes time, but with this 
done the actual doing of the thing it
self is relatively simple.

The hardware dealer who handles his 
stove, paint or Christmas goods cam
paigns successfully, who sells large 
quantities of timely goods while they 
are still timely, is the man who always 
figures some weeks ahead and when 
the time comes knows just exactly 
what he is to do. The need of such 
planning ahead in the hardware busi
ness cannot be too strongly empha
sized.

A stove traveller is often a source 
of good ideas in regard to stove selling 
stunts. He get around and sees what 
the wide-awake dealers are doing; and 
can often improve on their ideas. One 
such traveller gave me the other day 
some of the stunts of which he has 
taken note at various times.

“There is a chap who runs a hard
ware store in a town of, say, 3,500 
people, about thirty-ifive miles from a 
big city. In fact, he runs two stores. 
One is a hardware store, and the other 
is devoted entirely to stoves and fur
naces. A son of the proprietor, a wide
awake young chap, is in charge of the 
stove store; and this special stove store 
is used as a stove and furnace display 
store at all seasons of the year. In 
the summer months, coal, oil cook 
stoves, gas ranges and similar lines are 
featured, and as fall approaches the 
regular lines are brought to the front.

“This dealer holds a big stove dem
onstration every year. It runs two 
days, usually around Sept. 19 and 20, 
or the nearest Friday and Saturday 
to those dates. He secures a special 
demonstrator and a salesman from the 
factory to assist. The demonstration 
is advertised in the local paper and 
with hand bills, circular letters, etc., 
some weeks in advance. Hundreds of 
people visit the store in the course of 
the demonstration. They come from 
the country districts for miles around. 
This dealer makes quite a few sales; 
and he gets the names of a good num
ber of prospects.

“He has some good stunts to ad
vertise the demonstration. For exam
ple, he employs a band and conducts 
a street parade. The street parade 
takes place on the Thursday preceding 
the demonstration. On that day a car
load of stoves and furnaces is unloaded. 
Instead of quietly moving them by the 
most direct route to the store, Mc
Gregor—that’s his name—gets up a 
grand parade with a band at the head. 
A dozen or more big trucks are loaded 
with stoves and furnaces and with the 
band in the lead and McGregor in his 
automobile and all sorts of banners 
flying, the parade winds in and out, 
traversing all the principal streets be
fore it reaches the store. Everybody 
rushes out at sound of the band, and 
nobody can miss seeing the decorated 
floats and the big banners announcing 
the demonstration. ,

“Another thing McGregor features 
is a cake-baking contest. The only 
stipulation is that each cake entered 
in the contest be accompanied by a 
memo giving the name of the stove 
on which the cake was baked and the 
date when the stove was purchased. 
A cash prize of $10 he offered for the 
best cake, and three prominent ladies 
in the community act as judges. The 
names of the contestants aren’t made 
known to the judges; each cake is 
identified 'by a number. Naturally, the 
contest arouses a lot of interest.

“I’ve heard dealers complain a lot 
now and then about mail order com
petition. But I know quite a few deal
ers who don’t seem to worry on the 
subject. So far as their communities 
go, the mail order houses do the hol
lering.

“One of these is a dealqr in a prairie 
town, or rather, small city. He is full 
of novel advertising stunts, and every
body within 200 miles knows that 
this chap handles heaters and ranges. 
Here’s a sample stunt. He has a big 
store window. One day seven men sat 
down to dinner in that big window 
and had a full course repast from soup 
to nuts. They started at 7:30 p. m. 
and kept at it until after 10. Display 
cards in the window told about the 
cutlery that was used, the cut glass on 
the table, the range on which the meal 
was cooked, the utensils used in cook
ing, and by the time these men got 
around to their cigars, the crowd in the 
street outside was so large that the 
police had to move them on to allow 
the traffic to get through. Some of 
the cards used acknowledged the loan 
of items from other merchants—which 
is why a stunt that held up traffic didn’t 
cost much more than the actual cost 
of the meal. You can imagine, that 
display stunt created an immense 
amount of word-of-mouth advertising.

“When the baseball season was 
reaching its climax, this same man had 
a . radio going announcing the progress 
of the series games in which his town 
was most interested. In addition, the 
results were bulletined in the window, 
by innings—chalked up on a big black 
board. That stunt always drew a 
crowd; and the crowd couldn’t miss 
the display of ranges. Incidentally, he 
advertised the radios he handled.

“A quite common stunt in the West 
is for the hardware dealer to also han

dle coal. The two lines aren’t usually 
found associated in hardware stores 
further East, where business lines have 
been drawn hard and fast for genera
tions. But the thing could be done in 
some of our smaller Eastern commun
ities—in fact, I have seen it done.

“I know one dealer. Whenever -he 
sells a stove, he endeavors to make the 
purchaser a customer of his coal de
partment, if he is not one already. He 
secures dozens of new customers in 
this way every season. It is seldom 
that he sells a stove without booking 
an order for coal. If the season is 
pretty well advanced, the stove deal 
usually includes sending up a ton of 
coal with the stove, putting the stove 
up, starting the first fire and leaving 
the household perfectly comfortable. 
If he orders the coal elsewhere, the 
customer usually has to put up the 
stove himself and make the fire after 
waiting perhaps a day or two for the 
coal. So it’s a pretty rare thing where 
the two orders don’t go together, and 
once the customer starts buying his 
coal from the stove dealer, he usually 
keeps on buying.

“On the other hand, the dealer selling 
coal to a certain person is in a first 
class position to get his order for a 
new stove. This dealer discusses 
stoves with his coal customers; finds 
out what sort of results they are get
ting with the coal he sells; if there is 
trouble he investigates; and if any
thing serious is wrong with the old 
stove, there he finds his opening for a 
sale. He knows just how many of such 
customers are likely to be in the mar
ket for new stoves in any given year.

“One of his customers had a stove 
which was old and in bad repair. He 
had tried to interest this customer in 
a new stove proposition but hadn’t 
aroused much response. The man was 
one of the penurious type who won’t 
spend a cent unless there is a dollar 
gain in sight; and he was quite con
tent to worry along with the old stove

so long as it would heat the house in 
some sort of fashion. The extra work 
involved cost nothing because, you see, 
his wife did it.

<‘WelI, the dealer kept track all 
through one season of the amount of 
coal this man bought. At the end of 
the season he was able to show in 
black and white that this old stove was 
consuming more coal than the up-to- 
date stove he had sold a neighbor early 
the previous fall. The man bought the 
new heater.

“The coal selling idea is, of course, 
a stunt for the sort of community 
where it can be worked successfully. 
In many communities it would do the 
stove dealer more harm than good. 
And even where local conditions favor 
taking it on, the dealer has to know 
something of the line and how to han
dle it efficiently. Delivery and storage 
are problems to be considered. But 
under certain conditions the stunt is 
decidedly advantageous.

“It’s often worth while to have facil
ities for moving stoves quickly from 
one part of the store to another. If 
they’re on an upper floor, a hand ele
vator is useful. One small town dealer 
keeps the bulk of his stove stock in the 
rear of the store. When he wants to 
move a stove to the front, he uses a 
sort of flat car, about the size of an 
ordinary scale platform, mounted on 
six trucks, and running on a steel track 
from the back of the store clear up to 
the front door. That device saves a 
lot of heavy handling.

“Quite a few dealers conduct a sort 
of preliminary canvass, not for sales, 
but for prospects. They go out in the 
summer months — August and early 
September—and canvass houseowners 
to find out whether the range or heater 
needs to be replaced. More than one 
dealer has told me this is far more 
profitable business than staying in the 
store. A canvass of this sort will usu
ally unffover quite a few out-and-out 
prospects, and others who are glad to

Manufacturers and Distributors of 
SHEET METAL ROOFING AND FURNACE SUPPUES, 

TONCAN IRON SHEETS. EAVETROUGH, 
CONDUCTOR PIPE AND FITTINGS.
W holesale Only. W e Protect our Dealers.

THE BEHLER-YOUNG CO.
(SAME DAY SHIPPERS)

342 M ARK ET ST., S. W . GRAND RA PID S, MICH.

----------------------------------------------------------------------------------------------- - »

M ichigan Hardware Co.
100-108 Ellsworth A ve., Corner Oakes 

GRAND RAPIDS, MICHIGAN

W holesalers of Shelf Hardware, Sporting 
Goods and

FISHING TACKLE
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have their stoves overhauled before the 
cold weather comes.

“One dealer features a free stove 
inspection. No matter what the stove 
may be, his stove expert will look it 
over, tell what it needs in the way of 
repair and adjustment, and even make 
minor adjustments free of charge. The 
service involves quite a bit of work, 
but it gets him in early touch with a 
large number of prospects and brings 
in quite a bit of repair work. Of 
course such work requires a man with 
double qualifications—he must know 
stoves and be tactful and a good sales
man. This dealer handles the job him
self. He says he likes to get away 
from the store for a while and putter 
around old stoves. But it’s a mighty 
profitable way to spend his odd mo
ments. Victor Lauriston.

Safety Factors as Sales Assets.
It will profit every manufacturer to 

embody the safety factors to his sales 
campaigns right now. No question 
about it. An analysis of very definite 
findings proves the point. As to any 
product, no matter what it may be, 
household appliances or the great 
“major industrial lines.”

Safety in the home is to-day a para
mount issue with the majority of the 
foremost National magazines for wom
en. A bit of intimate sidelight may be 
injected at this point. A well-known 
writer of magazine feature articles 
went to some length to prepare a com
prehensive exposition of the cause and 
the prevention of accidents in the home. 
Just such an article any first-class 
home magazine would welcome.

What happened?
That article was returned with re

gret by five home magazines. Not that 
it was not a splendid bit of work, but 
each and every one of those maga
zines had scheduled articles on the 
same subject. They were doing the 
preliminary work to help you sell your 
product. Safety in the home is a para
mount issue to-day.

Here is another unusual slant, in
teresting as proving the facts. In three 
of the leading magazines devoted to 
the interests of direct salesmen, can
vassers and solicitors, the advertising 
aimed at securing salesman’s service to 
offer new safety can openers, safe elec
tric irons, safe utensil holders and lift
ers, safe automatic gas lighters, safe 
step ladders in stool form, safe door 
mats and many other products. In 
each and every case the sales instruc
tions sent to the agents stress, “Dem
onstrate the safety features, that’s what 
sells this article.” Or words to that 
effect.

Household accidents caused more 
deaths last year than did the automo
biles. What a significant basis upon 
which to build home safety talks. In 
the same magazines are various other 
products, auto accessories, fire extin
guishers, electric fly exterminators, and 
here the safety factor is also empha
sized strongly.

Now we step to fields outside of the 
home, although that is such a tremen
dous source of orders. Suppose we 
pick up the Baker’s Weekly, Iron Age, 
Purchasing Agent—no need to name 
them all—for any trade or industry.

We find manufacturers of heavy and 
light machinery advertising safety feat
ures to producers. Advertising to deal
ers on safe equipment. Check up on 
this trade journal angle. It is an eye 
opener.

Then another timely side-light. In 
a recent survey and check up, for the 
purpose of this article, the writer found 
in six leading mid-western Sunday 
newspapers exactly 204 editorials, 
special articles and news items on safe
ty. Multiply that by the newspapers 
of the United States and what a mighty 
asset is presented for your safety sales 
arguments. The background is mag
nificent.

To lend some idea of the vital im
portance of safety factors as sales as
sets it may be stated that a total of 
twenty-five regional safety conferences 
are scheduled this year by the Na
tional Safety Council. The gatherings 
will be held for the discussion of in
dustrial, public and home accidents, 
as well as traffic problems. An average 
of 1,000 will attend each conference, 
these delegates reporting back to the 
home Safety Council, and at the great 
National Safety Council itself, there 
will be thousands of delegates. The 
National Safety Council is securing 
more publicity in the reading pages of 
the American magazines and newspa
pers than any other agency, not ex
cepting Red Cross or Wall street. This 
is work which is backing up the pro
ducer who has a real safety element in 
his product. If there is, indeed an 
ulterior, selfish motive in playing up 
sales by means of the safety factor, is 
it not in a good cause? Increased sales 
will mean increased consumption of 
labor. Safety saves lives and tragedy. 
It all works out to a maximum of de
sirable consummations.

Sales always need a boost, perhaps 
now more than ever. Why not go 
into partnership with your safety as
sets? Hugh King Harris.

Unmistakable Evidence That Times 
Are Improving.

The Burlington (Iowa) Basket Co. 
is going to add a night force to take 
care of the fruit basket orders. The 
company is using the largest day force 
in its history.

Mrs. Ella Richter, of St. Louis, is a 
strong believer in common sense and 
natural vision as opposed to the “Ifidg- 
ets.” iShe shelled out $550,000 for a 
nine-story apartment building.

Shallow mines in the tri-state lead 
and zinc fields near Joplin, Mo., once 
considered worthless, are being work
ed again by miners thrown out of their 
jobs by the general depression. That’s 
proof that the worst is over and it 
never was as bad as advertised.

The best strawberry year ever 
known in Nebraska and several more 
Midwest states has brought $10,000,- 
000 to the “strawberry parishers’’ and 
enabled them to pay off their debts, 
buy furniture, radios and automobiles.

Age is beginning to tell on Uncle 
Tommy Kemp, of Poplar Bluff, Mo., 
148 years old. For the first time in 
100 years he has been unable to do the 
spring plowing.

The oil operators in the Owepsboro, 
Ky. field have been worried because

they couldn’t sell the “black gold.” 
They’re all perked up now and pro
duction is being increased from 4,500 
to 7,500 barrels daily.

Here’s a chance for a lot of Ken
tuckians who guessed wrong on the 
Derby to recoup. The state is going to 
spend about $10,317,230 on the high
ways right pronto.

They evidently had plenty of hard 
times back in the “good old days” too. 
A letter written by C. B. Moore from 
Schuyler county, Illinois, in 1846 says: 
“I send you five dollars. The $3 bill -is 
1 Vi cents below par and the $2 is 3 
cents below. The corn crop is slim 
on account of the drought and the po
tatoes are a failure. Wheat is worth 
43 cents, oats 18 cents and flour $3 a 
barrel. You’ll have to pay the post
age because il ain’t got 15 cents.”

Ohio has a reputation for producing 
everything from presidents to rubber 
tires and now it has come to the front 
with a $2,000,000 appropriation for 
roads. Contracts for that much high
way work have been let and the job
less are to do the work.

Livestock Industries, Inc., has an
nounced plans for building a new 
stockyards in Cincinnati. It has al
ready taken an option on six acres of 
ground.

Fiery June.
Ju n e  b rough t to  daw n a n  hour 

O ppressive, ho t and  still—
Save yonder b a rk in g  hound;

Fu ll moon bestow ed a  dow er 
Of h e a t reflected, ’till

T he  m ore i t  did abound.

The h o tte s t n igh t w ent W est 
L eav ing  a  hazy  sky

W here long th is  moon had  shone
W ith  s to rm -rin g s  m an ifes t 

W arn ing  th e  heaven high
’Till every s ta r  w as gone.

T hus w aves of fev e r-h ea t
O ut ushered  slowly Ju n e—

T h a t m onth  of loveliness— ;
H er charm s had  m e t d e fea t 

And so inopportune
F o r n ig h ts  w ere com fortless.

I w onder do n igh ts  th ink
And have th ey  feelings rea l 

Of w eariness  and  tire ;
T h a t m akes them  w ish to  sink  

A nd W estw ard  slowly s tea l 
W hen J u n e  is all afire.

C harles A. H eath .

Detroit Dealers Urge Meat Law En
forcement.

The Detroit Retail Meat Merchants 
Association, under the leadership of its 
president, Emil Schwartz, has recom
mended more complete enforcement of 
the city ordinance compelling retailers 
of fresh meats to obtain a license, ac
cording to Sidney Black, vice-president. 
It is the belief of the association that 
both the general public and legitimate 
meat dealers will be benefited by strict 
enforcement of the ordinance.

Sand Lime B rick
Nothing a t Durable 

Nothing aa Fireproof 
Makee Structure Beautiful 

No Painting  
No Coet for Repalra 

Fire Proof W eather Proof 
Warm In Winter—Cool In Summer

Brick is Everlasting
GRANDE BRICK CO.

Grand Rapids. 
SAGINAW BRICK CO. 

Saginaw.

really clean hands

TRILBY SOAP

Phone 61366

JOHN L. LYNCH 
SALES CO.

SPECIAL SALE EXPERTS

Expert Advertising

Expert Merchandising

209-210-211 Murray Bldg. 
Grand Rapids, Michigan

Kent Products Co.
Service Distributor 

Eskimo Creamed Cottage 
Cheese.

Borden Cheese. 
Meadow Gold Butter “June 

Flavor.”
Grand Rapids and Western 

Michigan 
Phone 64-929

I. Van W estenbrugge
Grand Rapids - Muskegon 

(SERVICE DISTRIBUTOR)

Nucoa
KRAFT

All varietlea, bulk and package cheeae

“ Best Foods“
Salad Dressings

Fanning 's
Breed end Butter Pickles

Alpha Butter
TEN BRUIN’S HORSE RADISH and 

MUSTARD
O T H E R  S P E C I A L T I E S

/ C ables!
1 ^EBVKEl

SARLES
Detective Agency
Licensed and Bonded

V^JwnsFiEs/ Michigan Trust Bldg.
Grand Rapids, Mlah,
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HOTEL DEPARTMENT
News and Gossip Pertaining To Mich

igan Hotels.
Los Angeles, July 4—The selection 

of Mrs. Franklin P. Sears as manager 
of the Ramona Park Hotel properties, 
at Harbor Springs, is a most happy 
and fortunate one. Her previous ad
ministration of the affairs of Charle
voix Inn and Hotel Belvedere, Charle
voix, are examples of what the fair 
sex are accomplishing as hotel execu
tives. She has my best wishes for 
continued success.

One of the prominent roadside inns 
out here, is being talked about on ac
count of a lettuce “slaw” they are fea
turing. Very simple to prepare and 
really worth while introducing else
where: Crisp lettuce, chopped fine 
(not shredded) sprinkled lightly with 
cane sugar, an application of French 
dressing, topped off with lemon juice.

And now square pie has been invent
ed to fit the square dinner plates re
cently introduced, a fitting climax to a 
square meal. Following this up with 
a square deal on charges for same will 
be yet another episode.

The Greater Detroit Hotel Associa
tion, representing thirty-seven of the 
largest transient and residential hotels 
in that city, at a meeting held last 
week, adopted the following code of 
ethics which will henceforth be found 
posted in these and presumably other 
hotels in the near future:

I will not directly solicit guests from 
a fellow member nor mail letters to 
them at his hotel, and I will not pub
lish misleading or trick advertising.

I will not extend free local telephone 
service, but will make a service charge.

II will not advertise in charity pro
grams, unless approved by members of 
the Association.

I will not quote a lesser price for 
luncheons and banquets, upon menus 
compiled by a competing member.

I will insist upon a fixed minimum 
guarantee as to number, upon all 
luncheon and banquet contracts.

I will make a food service charge 
for all food service in guest rooms and 
will not serve table d’hote meals in 
guest rooms, without extra charge.

I will have one rental price which 
establishes confidence, only varied as 
to length qf stipulated residence.

I will not hire an employe of a fellow 
hotelier without 'first consulting the 
employer of said employe.

I realize that the guest is always 
right, but I will hesitate to promiscu
ously cash checks or extend credit.

I will not give gratis rent, for the 
purpose of procuring new guests, real
izing to maintain a fixed rate, taking 
into consideration depreciation and 
obsoleccence, I am entitled to a rea
sonable return upon invested capital.

This code seems to be reasonable in 
its stipulations and ought to be worthy 
of a thorough try-out. Other hotel as
sociations have adopted similar regula
tions, some with quite marked success, 
and especially in times like these, it 
seems to me suicidal to attempt to keep 
any business of this character afloat 
by mortgaging the future.

It seems some operators are getting 
quite serious about the proposition to 
abolish the lounge lizard, otherwise 
known as the “chair-warmer.” There 
is no apparent objection to this move
ment I can suggest, except that in 
many instances this particular type of 
individual is more or less of an infor
mation bureau, hence an asset to the 
hotel. The individual who deliberately 
uses the hotel lobby for a flop house 
should be speedily eliminated, but there 
is a very delicate line of demarcation 
between the two and the services of 
a real diplomat may necessarily be 
called into action.

Out here the bus people are work-

ing heroically to perfect an agreement 
with hotel operators, whereby the 
transportation companies are to make 
reservations for travelers en route. On 
a trip 'I made last year, I availed my
self of similar facilities, and found the 
arrangement to be quite advantageous, 
without cost to myself, for the service. 
Some hotel organizations kick at such 
an arrangement, claiming it lets the 
bars down for the payment of certain 
commissions or gratuities. Well, of 
course there are these codes of ethics 
which ought to be lived up to, and 
still there are certain forms of special 
service which mean much to the trav
eling public, but I guess they all rally 
around one logical certainty—the al
mighty dollar. The commission ar
rangement has worked successfully in 
many lines, but it is more or less of a 
burden and a nuisance. In touring 
circles, however, most compensation 
comes to the various agencies handling 
details and reservations in this manner, 
and there seems to be no simpler way 
of handling the proposition. I will re
iterate, however, that making hotel 
reservations for passengers on bus 
lines is a very great convenience to the 
passenger, and no doubt brings to the 
hotel door a certain considerable room 
patronage which might not be obtain
able without such.

Now somebody or other wants the 
hotel man to forbid the use of tobacco 
in his guest chambers. Sure. And 
while you are about it, enforce correct 
table manners in your dining room. 
The sword-swallower and the soup 
yodeler must be banished to the South 
Seas.

R. D. McFadden, until recently man
ager of the new Park Place Hotel, at 
Traverse City, and formerly with vari
ous Chicago hotels, has been named 
manager of the Evanshire and Plaza 
apartment hotels in Evanston, Illinois.

The financial situation in the civic 
affairs of Chicago may well prove a 
lesson to a lot of other municipalities. 
Los Angeles, for instance, is only a 
few low notes behind the Chicago 
fiasco. Tax rates are higher here 
than in the Eastern metropolis, and the 
fixed charge for interest per capita is 
33^3 per cent, higher as well. Fool 
improvement programs, which are 
really a detriment to public interests 
are insanely indulged in. Just now the 
crazy itskies are trying to build a 
causeway or viaduct over the most 
magnificent park in the world—'West- 
lake—consolidating traffic lanes and 
finally dumping traffic at a certain 
corner downtown, already overburden
ed with congestion problems. Just a 
month ago the citizenry arose in its 
might, smashed an alleged ring in the 
councilmanic affairs, but I notice al
ready the great principles fought for 
are being overlooked in the rush for 
perquisites and petty offices. Thous
ands of the so-called middle classes 
are losing their homes because of de
faulted taxes, but the skyrocketing 
continues.

The recent advance in charge for a 
shave, which the barbers tried to put 
over, brought such a revolt among the 
male element, that the tonsor fellows 
have gone back to the two-bit pro
gram. It is funny about the barbering 
business, though possibly not so far 
different from other lines. It was a 
more personal service, however, and 
hit us all. After Dewey took Manila 
some of the city barbers became ob
sessed of the notion that instead of a 
thin dime, fifteen cents was about the 
right price for such a service, and 
forthwith the safety razor man began 
his harvest and where, at that time, 
shaving was considered akin to a 
surgical operation, nowadays it is 
looked upon as an accomplishment, and 
also at this time hair cutting and the 
added patronage of the flapper is about 
all the modern day barber has to de-
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pend on for a livelihood. But didn’t 
we have royal enjoyment during those 
good old days when a man’s opulence 
was denoted by the splendor of his 
shaving mug and his advantage over 
the tonsorial artist was indicated when
ever a smooth face was presented at 
the execution block. Then, also, there 
was the line of conversation which the 
barber handed you on the occasion of 
your semi-weekly shave. Now you 
have to invest in a radio to get the 
same service. It was an amusement 
while we were waiting that magic 
word—“next.” 'However, I don’t 
know that the barber who raises his 
prices after everybody has supplied 
himself with a safety razor, displays 
any less business acumen than the rail 
magnate who raises his rates after 
everybody has left on the bus line.

May P. Boyle, formerly with Hotel 
Scott, Hancock, has leased a large 
business block in that city for the pur
pose of transforming it into a hotel, 
to be known henceforth as the May- 
fair.

It is claimed by hotel authorities that 
Arthur L. Roberts, of the Roberts 
chain of Midwest hotels, of which sev
eral are located in Michigan, has ex
panded more rapidly in the past few 
years than any other chain operator.

The Eastern bankers have come to 
the conclusion that the movie corpora
tions are spending money with too 
lavish a hand on much over estimated 
stars aad a whole lot too much on the 
type of mush which is prepared and 
worked off on the public who are al
ready beginning to indicate that a re
turn to the legitimate stage would be 
a relief. Of course the talk about 
salaries of $10,000 per week in largely 
hoakum, unless the stars have sur
passing drawing capacity, but it is 
reasonably true that as high as $50,000 
has been paid for scenarios which 
could not compete with some of the 
yellow-back classics we used to steal 
away and read in our youthful days. 
The principal reason for all this is that 
while the movie houses are apparently 
well patronized the stockholders are 
subsisting on husks, and don’t care 
who knows that they are not pleased 
with the situation. All of a rush pay 
checks have been cut down but the 
production of “twaddle” seems to con
tinue.

It seems from latest reports that the 
National Autohaven Corporation which 
came out with a prospectus floating an 
$85,000,000 stock issue, has run into 
shoal water. These were the people 
who were to erect several hundred ho
tels, uniformly built and manned, to 
take care of the tourist proposition in 
Michigan and other summer areas. 
They got out prospectuses, issued 
beautifully executed stock certificates 
and were on the high road to gather 
in a lot of suckers who tumble all 
over themselves to invest in some kind 
of a business they absolutely know 
nothing about, when Uncle Sam inter
vened and stopped the game. Now 
the investors will have to play tiddle 
de winks until some other promoter 
comes along with a “sure thing.”

Manager E. J. Bradwell, of Hotel 
Fort Shelby, Detroit, has just made 
an innovation in the dining service of 
his hotel which is proving very suc
cessful. He discovered a 75 cent 
luncheon which he was serving was 
not markedly popular or profitable, so 
he installed a large semi-circular buffet 
near the entrance to the dining room, 
displaying his offerings so that pa
trons would be sure to notice them on 
entering. It is helping his business 
very much, and his profits as well. 
This is very much along the line of the 
cafeteria service which is supplanting 
other service everywhere, the differ
ence being that the guest may see the 
display of food just the same but is

not obliged to carry a tray around and 
help himself. A lot of people object 
to this method of helping one’s self, 
though it is a remarkable fact that the 
average checks are somewhat larger 
in the cafeteria than in a la carte 
service.

Mrs. Elizabeth Pership and Miss 
Caroline Reed, of Richland, have open
ed the Red Brick Tavern, at Plainwell. 
The hotel is a converted residence and 
one of the oldest brick structures in 
Western Michigan. Food offerings 
will be specialized.

The Green Lantern Inn, at Cedar 
Lake, near Edmore, has been opened 
by Stokke & Hackett, who propose to 
cater to the tourist trade.

Frank DeReinert, who was for some 
time assistant manager of Detroit- 
Leland, under General Manager Chit
tenden, has gone to Hotel Pearson, 
Chicago, in a similar capacity.

All sorts of schemes are constantly 
hatched out for the purpose of beating 
the hotel man, who, as a rule, while 
thrown in contact with everyone who 
has a skin game, usually holds his own. 
One of the latest is for the guest to 
make outside purchases of goods, have 
them delivered at the hotel C. O. D., 
stand off the advanced payment and 
then skip out. It certainly is a trifle 
more novel than the bad check 
racket.

Mrs. Beatrice Conrey, for thirty 
years housekeeper at Hotel Eastman, 
in Hot iSprings, Arkansas, died re
cently at the age of 80. She was man
aging housekeeper for E. M. Staffer 
at his Buffalo and St. Louis world’s 
fair hotels and held similar posts at 
the Auditorium, Chicago, and the 
Grand Hotel, at Mackinac Island. Her 
son, E. J. Conrey. is proprietor of the 
New Tavern, at Blissfield.

The Strauss Co., which, according 
to hotel historians, has been the means 
of building more useless hotel prop
erties, than all other nitwits, is now 
looking wise and investors are trying 
to find out how it all happened. Their 
holdings in Los Angeles alone are 
forty-one hotels and over 100 apart
ment houses, all of which are known 
to be substantial losers. The inciner
ator seems to be about the best meth
od for the actual burning of money.

Dry skim milk is an item rather re
cently introduced into the hotel cuisine 
and is working out very satisfactorily. 
It is, in reality, nothing but fresh, pure 
skim milk, but in some forms of cook
ing it is exceedingly desirable, and 
many chefs prefer it to the natural 
milk. Recently the manager of a lo
cal bakers’ supply house called my at
tention to a demonstration going on in 
his establishment, and while I had 
seen it used in a small way previously, 
its advantages were manifest. One 
great advantage is that it requires no 
refrigeration, requires small space for 
storage, and is pronounced by experts 
to be just as nutritious as in its orig
inal form.

President Hoover’s moratorium on 
war debts may possibly run the gaunt
let of Congressmen, but so far all but 
two California representatives have 
announced their opposition to it. One 
of these members in a Fourth of July 
oration stated that mostly those 
“Americans” who favor it are such as 
have never taken out naturalization 
papers.

A Los Angeles Federal judge sent 
another income tax expert to a prison 
cell, the other day, coupling his sen
tence with the remark that it was “re
grettable that the enforcement of this 
law is so complicated as to require the 
services of so-called experts.” It is 
certainly tough enough to be taxed for

the privilege of living. It ought not to 
be so complicated that it becomes a 
nervous terror with those on whom the 
duty of making out the report falls, 
but it is, and it seems, as the learned 
judge remarked “harsh, oppressive and 
unreasonable, but it is the law of the 
land, and it must be obeyed.”

The gasoline proposition, especially 
in California, will not stay “put.” Last 
week supposedly all the producers got 
together and established a price of 16 
cents. To-day it is again selling as 
low as 8 cents. Cheap gasoline, or at 
least gasoline which is retailed at a 
loss, or no margin of profit to speak 
of, doesn’t benefit anyone. It encour
ages an excessive transportation prob
lem, waste of time, and the loss of 
profits creates additional hardships 
with a class who have their all invest
ed in filling stations, even if they do 
have, as is claimed, the backing of the 
producers. But a radical advance in 
prices is also an evil and tends to in
crease price cutting.

Year by year the “hot dog” barks, 
some folks claim, less loudly. It has 
finally developed into the statistical 
stage, and while in some previous year 
eighty millions of the lusty canines 
were disbursed, there was a falling off 
last year of 20 per cent. Such informa
tion as this is most vital and important. 
Now if Einstein or some of his ilk, 
will demonstrate just how far, if laid 
end to end, they will reach beyond the 
orbit of the nearest fixed star, we can 
get back to stern reality and take more 
interest in the sermon marathons, or 
the vicissitudes of Amos n’ Andy.

I notice a good many of the com
mercial men’s associations are putting 
a strenuous protest against exhorbitant 
charges ’ being made by garages for 
over-night storage of cars, and I am 
very much inclined to agree with them 
when I am asked to pay about the 
price of a hotel room with bath, for 
such service. As a rule their service 
is skimpy at best. Seldom do they 
wipe off a windshield, or distribute a 
pleasant look, and certainly their in
vestment does not warrant the charg
es ordinarily made.

Frank S. Verbeck.
Late Mercantile News From Indiana.

Indianapolis—Philip Chasman, 85, 
owner of Chasman’s Department Store 
at Beechgrove, died Wednesday after a 
long illness. He is survived by his 
widow, two daughters, one son and 
two sisters.

Evansville—'Robert L. Dawson has 
been elected superintendent of the Orr 
Felt & Blanket Co., of this city. Mr. 
Dawson was formerly connected with 
the Mayfield Woolen Mills, of May- 
field, Ky., and the American Woolen 
Mills, of Lowell, Mass., and comes to 
his new position in this city highly 
recommended.

Indianapolis— W. Smith Turpin, 
manager of the Senate avenue branch 
factory of the Indianapolis Glove Co., 
was killed by an electric shock Wed
nesday when the radio antenna he was 
erecting on the roof of the factory 
touched a high tension wire. He was 
46 years old, and had been manager of 
branch factory for nine years. Sur
vivors are his widow, three children, 
his mother, Mrs. . G. D. Turpin, of 
Louisville; a sister, Mrs. Mary Rue, 
also of Louisville, and brother, J. B. 
Turpin, of St. Louis.

Terre Haute—The Feibelman’s, Inc., 
stock of merchandise was sold at pub
lic auction to the Indiana Jobbers & 
Mercantile Co., of Indianapolis, Ind., 
for $4,150. The merchandise was 
shipped to Indianapolis, where it will

be placed on sale at the Leader store. 
The Wabash Realty 'Co., of Terre 
Flaute, bought all furniture and fix
tures at auction for $2,250. The fur
nishings will remain in the building.

Indianapolis—Oscaf A. Kimber, 58 
years old, a shoe merchant in this city 
for many years, died at his home after 
a short illness. He and his son, H. C. 
Kimber, had been associated in the 
operation of the Penn-Wash bootery, 
4 North Pennsylvania street, for some 
time. Mr. Kimber was born in iMuncie, 
Ind., and came here when a small boy. 
He had been in the shoe business at or 
near his present location for forty 
years.
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Make Your Store a Real Drug Store.
It is a practical certainty that a drug 

store, like any other modern retail es- 
I tablishment, cannot attain conspicuous

success unless it is prominently identi
fied among the business places of its 
community. While this consideration 
has always been one of elementary im
portance, with the greatly increased 
number of stores of all kinds to-day, 
the principle is of even greater im
portance than in the past.

The most successful retail drug 
stores are the stores that are well, and 
favorably known—stores that have a 
definite mission of public service and 
have been properly advertised into the 
public consciousness of the communi
ties which they purport to serve.

In the nature of the case, the average 
druggist cannot make large appropria
tions for advertising, and usually, he 
must be the author of his own adver
tising copy and the creator of his own 
advertising ideas.

His local newspaper advertising is 
usually the druggist’s principal means 
of communication with customers and 
potential customers — the means of 
making his business well known and 
favorably regarded. This instrument of 
public appeal enables the retail business 
man to capitalize the interest of hun
dreds of persons by means of one pub
lication of a comparatively short mes
sage.

The druggist, fortunately, need not 
be equipped with extensive technical 
knowledge of advertising. Common- 
sense, merchandising intuition, and a 
sound abstract knowledge of human 
nature are the principal ingredients in 
virile advertising copy for any retail 
business.

Some of the most important things 
in local newspaper advertising are what 
seem like “little things,” yet in the 
aggregate, they are the very elements 
that make for effectiveness and results.

The druggist will always find it a 
valuable idea to use a good signature 
design and special border in his local 
newspaper advertising, because ordi
narily, he is obliged to use small space 
units, and his advertising requires some 
individualizing element of illustration 
to identify his message and increase 
the visibility of his advertisement in 
the maze of current retail advertise
ments.

The principal reason for the use of 
a good nameplate design—perhaps, one 
incorporating the store slogan as well 
as name—is because the continual use 
of the design tends to build up a sort 
of indelibility for the symbol in the

minds of newspaper readers; it enables 
them to identify the druggist’s regular 
advertising messages quickly.

In other words, such a nameplate 
design (which need not cost over $10 
including the fee of both artist and en
graver) serves the same relative func
tion for the retail advertiser as does 
the typical trade-mark design for the 
manufacturer who advertises on a Na
tional scale.

As to special border rules, some 
small country dailies and weeklies may 
not be disposed to provide an advertiser 
with such special typographical equip
ment without charging for it, but even 
if the drug store advertiser in a rural 
or urban community must pay the cost 
of such special border rule, the cost is 
only a trifle compared with the advan
tages of having a special border for 
exclusive use in one’s newspaper ad
vertising.

Such a border, like the signature cut 
recommended, is bound to enhance the 
typographical display and therefore the 
attention-compelling powers of any 
small retail advertisement that is forced 
to fight for recognition, so to speak, 
among the larger advertisement in the 
same issue of the newspaper.

I recommend that the retail druggist 
endeavor to adapt or adjust the size 
of his advertisements, as well as the 
character of the copy and the fre
quency of insertion, to the circulations, 
reputed relative “pulling power,” and 
kind of readers of the two newspapers, 
if there are two daily newspapers in 
his city.

The drug store advertiser who feels 
that he can afford to use only one of 
the newspapers published in his com
munity, should not make the capital 
mistake of selecting the one with the 
lower rate, unless by some paradox, 
it has proved to be the better of the 
two advertising mediums for his par
ticular business.

I can assure my druggist friends 
from many years of experience as a 
newspaper advertising manager that 
the rate of the well-established news
paper that carries the greater bulk of 
retail advertising reflects fairly its 
value to the local merchants.

A druggist may be excused for being 
unable to make a correct decision as 
to the probable actual value to his 
business of some supplementary device 
of publicity, such as car cards or mo
tion-picture slides, 'but there would 
seem to be no reason why he cannot 
discriminate judiciously in his choice 
between the newspapers of his city 
when he knows that he cannot afford 
to utilize them all.

Whenever two mediums are em
ployed, either concurrently or alter
nately, a special effort should be made 
to make each advertisement conform 
to the character of each newspaper’s 
circulation—that is, to the type of read
ers, their purchasing power, social 
status, buying habits and so forth.

Obviously, if both dailies or week
lies in a two-paper field reach, for the 
most part, the same set of readers— 
a situation that is entirely probable in 
a small city having only one morning 
paper and one evening paper — it is 
neither necessary nor economically de

sirable to advertise in both mediums 
at the same time.

Both papers may be virile advertising 
mediums, but in that case, the best 
judgment of experienced advertising 
counsel would be to split the annual 
appropriation between the two medi
ums, always using them in alternation.

It is a lazy man’s expedient, to say 
the least, when the druggist publishes 
the same advertisement in both papers 
at the same time regardless of its suit
ability to immediate purchasing re
quirements or the character of the 
two circulations.

The drug store advertiser who per
mits himself to fall into this perfunc
tory and expensive habit of advertising 
complicates the problem of tracing re- 
suits from each paper, and may even 
be the unwitting cause of reducing the 
results obtainable, because such an in
judicious policy of placing advertising 
handicaps the newspapers in delivering 
results to the fullest degree of their 
potential powers for producing sales.

For straight merchandising exploita
tion, adopt the positive appeal—not the 
negative. By this, I mean advertise to 
the well rather than to the ill, when 
striving to stimulate business in gen
eral.

The well are the persons who buy 
and consume the most utilitarian goods 
and luxuries, and they must necessarily 
care for the ailing. Of course, the pre
scription function of the store should 
have due consideration by means of oc
casional advertisements devoted en
tirely to the professional aspects of the 
business.

For how else can any druggist foster 
the belief on the part of society, and 

. the claim on the part of the profession, 
that “Your Druggist Is More Than a 
Merchant?”

It is possible to make a drug busi
ness well known with very little ex
ploitation of the prescription depart
ment, but it is hardly likely that such 
a store will ever become a symbol of 
pharmacy in the higher significance of 
the term.

Making the store well known as a 
real drug store should be the transcend
ent motive of the intelligent druggist’s 
local advertising, because the advertis
ing of such a dual commercial-profes
sional business enterprise must accen
tuate favorable reputation as well as 
professional prestige in order to be 100 
per cent, effective in attaining the 
proper ideals of publicity and business 
practice of the real drug store.

The drug store advertiser who does 
not accept this view of his publicity 
relations with the public (and I may 
comment here that the typical cut-price 
demons are examples of those druggists 
who apparently do not) may succeed in 
making money, but as a rule, there is 
little to distinguish his drug business

from the racket or variety store, so far 
as its place in public esteem is con
cerned.

For this reason, incidentally, news
paper advertisements for the modern 
pharmacy should always be character
ized by & higher class typographical 
complexion, so to speak, than the ad
vertisements of meat markets and hard
ware stores.

Dignity and personal prestige should 
never be overlooked even in price ad
vertising, and bizarre effects in typo
graphical display, as well as bombastic 
or extravagant representations in the 
copy used, should always be avoided.

In advertising, of all things, truth is 
the mother of conviction, and the truth 
always gains force by simplicity and 
clarity of presentation—remember that 
in writing newspaper copy.

I advise maintaining a scrapbook of 
all the store’s newspaper advertise
ments, and possibly, another scrapbook 
of effective advertisement gathered 
from the general field of retail drug 
advertising.

Such a scrapbook will serve as an 
inspirational guide to the publicity pol
icies and practices of other successful 
druggists, but while the basic merchan
dising ideas of conspicuously success- * 
ful retail drug advertisers may, with 
perfect legality and propriety, be adapt
ed to the druggist’s business promo
tion plans the temptation to reproduce 
the same copy should always be re
sisted.

Originality of expression is the glori
ous sparkle of all real advertising copy, 
and yielding to any temptation that 
tends to weaken one’s own merchan
dising intuition or capacity for crea
tive thought, is certain to have a deadly 
effect upon the development of ad- 
writing aptitude.

Particularly in the case of the indi
vidually-owned store (and most retail 
drug Enterprises are owned by one 
man), the local newspaper advertising 
of the business should be imbued with 
the personality of the proprietor who 
is responsible to the public, but it never 
can be if he uses ready-written syndi
cated advertisements, or appropriates 
with reckless and unethical abandon, 
the copy ideas of other drug adver
tisers.

The suggested scrapbook of the 
druggist’s own advertisements will 
prove helpful in several ways. First, 
it is useful in checking the publica
tion’s invoices; second, it becomes a 
permanent reference record of the en
tire year’s publicity and merchandising ’ 
program.

Another thought: Occasionally, it is 
desirable to repeat one of the pub
lished advertisements, with slight mod
ifications such as dates or prices, and 
it is better policy to repeat an unusually 
strong piece of copy than to insert an

H O E K S T R A ’S ICE C R E A M
Cream of Uniform Quality 
A n Independent Company 

21 7 Eugene St. Phone 30137 Grand Rapids, Mich.

(
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inferior piece of copy, scribbled off in 
a rush, on one of those iilevita'ble oc
casions when the druggist feels that he 
“simply can’t write a good advertise
ment to-day.”

Regular changes of copy, inserted on 
a definite pre-arranged schedule, are 
the rule with all progressve retail ad
vertisers to-day, but an especially 
strong piece of copy will always pro
duce good results upon repetition after 
a reasonable lapse of time.

However, several successive inser
tions of the same advertisement are 
bound to have the effect of dissipating 
public interest in the advertising mes
sages of the drug store.

Assuming that one knows the ele
mentary principles of the preparation 
of effective retail advertising copy, it 
still requires good judgment to know 
what goods to exploit, when to adver
tise them, and which of several medi
ums is best in which to place the an
nouncement at the particular time for 
maximum returns.

Selecting the right merchandise of
ferings for to-day’s advertisement, has 
a great deal to do with the effective
ness in the sense of immediacy and 
quantity of sales derived from it.

The factors of seasonableness and 
timeliness, which are primary influences 
in the salability of a great deal of drug 
store merchandise, should always be 
kept in mind.

The word “cheap” should have no 
place in the druggist’s advertising vo
cabulary if the intended meaning is to 
describe an offering as an extra good 
value. Incidentally, the word “bar
gain” has been so abused in some lines 
of retail trade that the term “good 
value” doubtless has a more convincing 
ring with the public of to-day.

Above all things, the druggist should 
not create the impression that his store 
is a “cut-rate pharmacy.” That angle

of appeal for patronage always tends 
to create traders—not customers, and 
is inimical to the professed scientific 
prestige of the pharmacist’s calling.

The entire stock of the drug store 
should 'be plainly marked at all times 
with the original, normal selling prices, 
so that customers can see plainly that, 
when the druggist advertises special 
prices, that the reductions claimed are 
genuine, not mythical.

In conclusion, in order to make a 
drug store well and favorably known 
in its field, the physical store itself 
should bear out the right impression of 
quality merchandise and maximum ca
pacity for modern service to the public.

In my travels about the country, I 
have found this impression virtually 
destroyed, in the cases of hundreds of 
really good drug stores operating in 
rural and urban communities, because 
of antiquated and nondescript or dilap
idated signs on the exterior of the busi
ness establishment.

Another common dereliction of drug 
stores in this class is lack of effective 
illumination at entrances and in display 
windows—a sort of unwitting and as
suredly profitless distinction between 
the urban and metropolitan drug store

When one considers the small cost 
of up-to-date exterior signs, and the 
far-reaching influence of exterior signs 
—not as mere physical marks of iden
tification, but also as psychological 
symbols of the progressiveness of a 
retail store—it is difficult to understand 
how any druggist, no matter where his 
store is located, can be so short-sighted 
and derelict as to tolerate old-fashioned 
weather beaten signs, or store fronts 
that have not been treated to a coat 
of paint for fifteen years.

And speaking of exterior illumination 
and window lighting effects, many 
druggists operating in small cities, ap- 

(Continued on page 31)

Seasonable Merchandise
Base Balls, Indoor Balls, Golf Balls

GOLF SU PPLIES—Clubs, Bags, Etc. 
TENNIS SU PPLIES—Balls, Rackets, Etc. 

INSECTICIDES. ROGERS HO USE PA IN T 
ROGERS BRUSHING LAQUER 

PICNIC SUPPLIES,
W A LL PA PE R  CLEANERS 

SODA FOUNTAIN SUPPLIES
KODAKS AND FILMS

PA IN T BRUSHES 
M OTH KILLERS — A N T KILLERS 

BATHING SUPPLIES — FO O D  JUGS
SPONGES — CHAM OIS — ETC.

Complete Sample Line A lways on Display

Hazeltine & Perkins Drug Co.
Grand Rapids Michigan Manistee

WHOLESALE DRUG PRICE CURRENT
Prices quoted are nominal, based on market the day of issue.

A dda

Carbolic

N itric

10 0 20
10 0 20
38 0 44
44 © 60

3 * © 8
9 0 15

15 0 26
3 * 0 8

43

a

0 55

07 0 18
06 16

& * 0 13
20 0 25
08 0 18

Balsam*
Copaiba ________ 1 0001 26
F ir  ( C a n a d a )_ 2 7503 00
F ir  ( O r e g o n )_ 6601 00
P e r u ________   2 5002 75
T o l u ___________  2 00 0  2 25

Barks
C assia  (o rd in a ry )- 250  30
C assia  ( S a ig o n )_ 400  60
S assa fra s  (pw . 50c) 0  40
Soap C ut (powd.)

36c _____________ 20© 30

Berries
C u b e b ___________  @ 75
F ish _____________  © 25
Ju n ip e r __________ 10© 20
P rick ly  A s h _____  © 50

Extracts
Licorice __________ 60© 75
Licorice, p o w d ._60© 70

Flowers
A rnica _________  75© 80
Cham om ile Ged.) 35 0  45 
Cham om ile Rom. © 90

Gums
0  60 
© 50

Acacia. 1 s t ___
A cacia, 2nd —
Acacia. S o r t s ___  2 5 0  40
A cacia, Pow dered  30© 40 
Aloes (B arb  Pow ) 35© 45 
Aloes (Cape Pow .) 25© 35 
Aloes (Soc. Pow .) 75© 80
A safoetida  _____  5 0 0  60

P o w .___  0  75
C a m p h o r_____87© 95
G uaiac

Kino

T u r p e n t in e _____ 0 26

Insecticides
A rsenic ________ 7 0 20
Blue V itriol, bbL 0 07
Blue V itriol, less 080 16
B ordea. M ix D ry  1 0 * 0  
H ellebore. W hite

21

.  15© 
300

p o w d e r e d __
In sec t Pow der-.
L ead  A rsena te . Po. 11 
Lim e an d  Su lphur

D r y __________
P a ris  G reen  ___ 250

Leaves
B uchu ____    © 60
B uchu, pow dered 0  60
Sage, B u l k _____  2 5 0  30
Sage, 14 loose __ 0  40
Sage, pow dered_ 0  35
Senna, A l e x .___  500  75
Senna, T inn . pow. 3 00  85 
U va U r s i _______  200  25

Oils

Almonds. B itte r.
tru e  _________

Almonds. B itte r,
a r t i f i c ia l_____

Almonds. Sweet.
t r u e __ ____ _

Almonds. Sweet,
im ita tion  ___

Am ber, c r u d e _
Am ber, rectified
A nise _________
B e r g a m o n t___
C ajapu t _______
C a s s i a _________
C a s to r _________
C edar L e a f ____
C itro n e l la _____
C lo v e s_________
C ocoanut _____
Cod L i v e r _____
C r o to n ________

C otton S e e d ___  1 2501 50
Cubebs _______  5 0 0 0  5 26
E igeron _______  4 0004 25
E u c a ly p tu s ____  1 2501 50
H em lock, pure_ 2 0002  25
Ju n ip e r B errie s- 4 5004 75 
Ju n ip e r W ood _ 1 5001 75
L ard , e x t r a ___  1 5501 65
L ard . No. 1 ___  1 2501 40
L avender F low_ 6 0006 25
L avender G ar’n_ 1  2501 50
L e m o n _____  2 600  2 75
Linseed, boiled, bbl. @ 78 
Linseed, raw , bbl. @ 75 
L inseed, bid., less 85© 98
L inseed ,' raw , less 82© 95 
M ustard . artlfiL  o x  0  30
N e a t s f o o t___ — 1  2501 35
Olive, p u r e ___ S 0005 00
Olive, M alaga,

y e llo w _______  2 6002  00
Olive. M alaga,

g r e e n ------------- 2 8503 26
Orange, Sw eet 6 00@6 26 
O riganum , p u re - ©2 50 
O riganum , com 'l 1  0001 20
P e n n y r o y a l___  3 2503 50
P e p p e r m in t___  4 5004 75
Rose, p u r e ___  13 50014 00
R osem ary  Flow s 1 5001 75 
Sandelwood. E.

I . ---------------- 12 50012 76
S assa fras , tru e  2 0002  25 
S assa fras , a r t l ’l 75@1 00
S p e a rm in t______ 5 000  6 25
S p e r m -----------------l  2501 50
T any  --------------  6 0006 26
T a r U SP _____  650  75
T urpen tine, bbl. __ @ 64 
T urpen tine, less 71© 84 
W intergreen ,

l e a f ---------------- 6 00 @6 26
W intergreen , sw eet

b irch  -------- —  3 0 0 0  3 25
W intergreen . a r t  7501 00
W orm S e e d ___  6 0006 26
W ormwood __ 10 00010 25

P otassium
B ic a r b o n a te ____  354
B ichrom ate  ____  1&4
Brom ide ________  69(
B ro m id e ________  54$
C hlorate, g ra n ’d - 2 1<_ 
C hlorate, powd. 16© 23

or X t a l _______  1 7 0  24
C y a n id e _______  220  $0
Io d id e ---------------- 4 3404  55
P erm an g an a te  __ 2 2 * 0  35 
P ru ssia te , yellow 35© 45 
P ru ss la te . red  __ 7 00  75 

S ulphate  _______  350  40
0  60

G uaiac. p o w 'd __  0  70
0 1  25

Kino, powdered_ 0 1  20
M yrrh _________  0 1  15
M yrrh, pow dered 0 1  25 
Opium, powd. 21 00021 50 
Opium, g ran . 21 00021 50 
Shellac. O range 40 0  60
Shellac, W hite  55 0  70
T rag acan th , pow. 1 25@1 60 
T rag acan th  -__ 2 000  2 35

26
40

025

23
45

Roots
A lk a n e t________
Blood, pow dered .
C a l a m u s _______
Elecam pane, pwdT 
G entian , powd. _ 
Ginger, A frican,

p o w d e re d _____
G inger, Jam a ic a -  
G inger, Jam aica ,

powdered ____
Goldenseal, pow. 3
Ipecac, p o w d ._4
L i c o r ic e ___ ____
Licorice, powd._
O rris, pow dered- 
Poke. Pow dered
R hubarb , p o w d ._
R osin wood, powd. 
Sarsaparilla . Hond.

ground ________
Sarsaparilla . Mexlc.
Squills ____ -___
Squills, powdered
Tum eric, powd._
V alerian , powd.

300  40 
40© 46
260  $6 
20© 30
200  30

20 0  25 
4 0 0  60

4 50  60 
00 0  3 50 
0004 60 
35 0  40 
15 0  25 
350  40 
2 6 0  40 

0 1  00
0  50

0 1  10 
. 0  60 
85 0  40 
70 0  80 
20 0  25

0  60

7 50 0  7 76

2 0003  26

1  5001 80

1  0 0 0 1  26 
7501 00 

1 5001 76
1 5001 75 
6 000  6 26
2 0002 25
3 0003 25
1 6501 80
2 0002 25 
1 0001 20 
2 5001  76 
2 2 * 0  26 
1 4002 00
8 0002  36

0 3 40
0 2 16
0 2 62
0 2 28
0 1 44
0 2 16
0 1 80
0 2 76
0 2 04
0 1 36
0 2 28
0 2 04
0 1 26
0 1 60
0 1 56
0 1 44
0 2 52
0 1 80
0 5 40
0 1 44
0 5 40
0 1 92

Seeds
A n is e -------------------- 20 0  SO
A nise, powered 0  26
B ird. I s _______  130  17
C anary  --------------  10© 15
C araw ay. Po. 30 25 0  SO
C a rd a m o n _____  2 2502 60
Coriander pow. .30 1 5 0  25
Dili ------------------  is®  20
F e n n e l l_________  20© 30
F lax  --------  6 * 0  15
Flax , g round __ 6 * 0  15
Foenugreek, pwd. 150 25
H em p --------------  g© 15
Lobelia^ p o w d ,___ © 1  100
M ustard , yellow 10 0  20
M usard. black__  200  25
P o p p y ---------------- 16© 25
Q uince ------------- 2 2502  60
Sabadllla  _______  450  50
Sunflower ______  12© 18
W orm . A m erican  2 5 0  20 
W orm . L e v a n t _ 6 5007 00

Tinctures
A c o n i te _________  0 1  80
Aloes ___________  © I 55
A safoetida  _____  0 2  28
A rnica _________  ® l 60
B e lla d o n n a ______  0 1  44
B e n s o in _________  OS 28

Benzoin Com p’d -
B uchu _________
C a n t h a r id e s ___
C a p s ic u m ______
C a t e c h u ______
C in c h o n a _______
OH chi c u m _____
Cubebs ________
D ig i ta l i s _______
G e n t ia n ______ _
G u a ia c _________
G uaiac, Ammon_
Iodine ___ «__ __
Iodine. C olorless.
Iron, C lo .______
K i n o ___________
M yrrh _________
N ux V o m ic a ___
O p iu m _____ ___
Opium. Cam p. „  
Opium, D eodors’d 
R hubarb  _______

P a in ts
Lead, red  d ry  _  1 3 * 0 1 8 *  
Lead, w h ite  d ry  1 8 * 0 1 2 *  
Lead, w h ite  oU 1 3 * 0 1 3 *  
Ochre, yellow bbl. 0  2*  
Ochre, yellow leas 3 0  6

wenei,.n -im- 3*® 7 Red V enet n E ng. 4 0  8
P u t t y ________  6 0  8
W hiting , b b l . __  «  4*
^ « t i n g ^ , --------  6 * 0 10
R ogers P rep . __ 2 4602 86 

M sceillaneous
Ah?iifn a J i d --------  670  76Alum ---------------  06 0  12
Alum. powd. an d

g r o u n d ___ _ . 090  is
B ism uth . Subni- V  16

t r a t e --------------2 12 0 2  40
Borax x ta l o r  w

powdered _____  06© 12
n » i ^ a .rldea’ 1  3501 60C a lo m e l-------------2 7202 82
Capsicum , pow’d 420  55
C a r m in e ---------- 8 0009 00
C assia B uds ------- 200  30
Cloves --------------  36© Vi
¿ ^ a lk  P repared— 14© i |
C h lo ro fo rm ___ 470  54
Choral H ydra te  1 2 0 0 1  60
C o c a in e -------- 12 85013 50
Cocoa B u t t e r ___ 46© on
Corks, list, less 30710 to

C o p p e ra s ----------- 3% © 10i*
Copperas, Powd. 4 0  10 
C r S V̂ to . . a W©2 30

D extrine  ̂ °n® —  '»«S 60 D e x tr in e -----------  6 * 0  15
D over s  Pow der 4 Ou0 4  so 
Em ery, All Noe. 100  m 
Em ery, Pow dered 0  15 
Epsom  Salts, bbls. 0 0 3 *  
Epsom  S alts, less 3 * 0  10
E^got. p o w d e re d_0 4  no
blake. W h i t e __  15© 20

Form aldehyde, lb. 090  35
G e la t in e ------------- 600  70
G lassw are, less 65% 
G lassw are, full case  60%. 
9 ja u £®r  Salta, bbl. 0 0 2*  

S a lts  less 04© 10
Glue. B r o w n ___  200  20

Brown Grd 16 0  22 
Liu#. W h i te ----- 2 7 * 0  35
r w n l  ¡w hlte  STd. 25© 35
Hom n e ------ 17 4"
Iodine I I _ "3
Io d o fo rm ____ I I  g
L«ad A ceta te  _ 1 7 0
M a c e __________  55.
Mace powdered— 0 1
M e n th o l-----------  6 6007
M o rp h in e ----- 13  68014
N ux Vom ica —_ a
N ux Vomica, pow. 1 5 0  

Pepper, B lack, pw. 1 5 0  
Pepper. W hite, p. 75© 

P itch , B urg u n d y - 10 0
Q u a s s ia ________ t-ijZ

6 os. cans  0  
Rochelle Salta __ 280
S a c c h a r in e ____ 2 60® s
S alt P e t e r ___ _1 1 &
Seldlltz M ixture  200
Soap, g r e e n ___ 15 0
Soap, m o tt c as t _ 0
Soap, w hite  Castile.

c a s e ----------------- ----
Soap, w hite  C astile

less, per b a r __ ® 1
Soda A s h ______
Soda B icarbonate  3 * 0
Soda, S a l ___  02* ®
S pirits  C am phor ©1
Sulphur, r o l l __ 4®
Sulphur, S u b l ._4* ®
T a m a r in d s _____  200
T a r ta r  E m etic  __ 700  
T urpen tine. Ven. 500 
V anilla Ex. pu re  1 6002 
Venilla Ex. pure 2 2 6 0 ] 
Zinc S u lp h a te_060

W ebster C igar Co. Brai
W ebs te re t t e a ____ — 33
Cincos ______________ 3|
W ebster C adillacs __ 76 
Golden W edding

P an a te llas  _______  75
C o m m o d o re_________ ( |
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GROCERY PRICE CURRENT
These quotations are carefully corrected weekly, within six hours of mailing 

and are intended to be correct at time of going to press. Prices, however, are 
liable to change at any time, and merchants will have their orders filled at mar
ket prices at date of purchase. For price changes compare with previous issues

ADVANCED DECLINED

Pork Canned Corned Beef

AMMONIA
P an ons. 64 o s . --------2 95
P an ons. 32 o s . --------3 35
P an ons, 18 o s . -------- 4 20
P an ons, 10 o s . --------2 70
P a n o n s , 6 os. --------- 1 80

MICA AXLE GREASE
48. 1 l b . -------------------- 4 55
24. 3 l b . _____________ « 25
10 lb. pails, per doz. 9 40 
15 lb. pails, p e r doz. 12 60 
25 lb. pails, p e r doz. 19 15 
25 lb. pails, p e r doz. 19 15

a p p l e  b u t t e r
Q uaker, 84-21 os., doz. 2 10 
Q uaker. 18-38 os., doz. 2 35

BAKING POWDERS 
▲rotic, 7 os. tu m b le r 1 35
Royal, 2 oz., d o z . -----  93
Royal. 4 oz., dos. -----  1 80
Royal. 6 oz.. doz. ------- 2 45
Royal. 12 oz., doz-------- 4 80
Royal. 2% lbs., dos—  13 76
Royal, 5 lbs., doz.----  24 60
KC. 10c size. 8 oz. — 3 70 
KC. 16c size. 12 oz. _  6 60 
KC. 20c size, fu ll lb .— 7 20 
KC. 25c size. 26 oz. _  9 20 
KC. 50c size. 60 os. _  8 80
KC. 6 lb. size — ------- 8 85
KC. 10 lb . s i z e -------- 6 76

BLEACHER CLEANSER  
d o ro x , 16 os.. 84s _  8 86 
Lizzie. 16 O S ., 1 2 s -------2  15

BLUING
Am. BaU.36-1 oz..cart. 1 00 
Boy B lue. 36s. p e r cs. 2 70

BEANS and PEAS
100 lb. baa  

Brown Sw edish B ean s  8 00 
D ry  L im a  B eans  100 lb. 8 75
P in to  B eans -----------  9 86
Red K dney B eans — 9 75 
W h ite  H ’d  P . B eans 5 00 
Bla, ck  E ye  B eans  —
S plit P eas. Yellow — 5.60
Split P eas. G r e e n -----  6.68
Scotch  P e a s -------------- 4 50

BURNERS
Queen Ann, No. 1 and

2, d o z ._— 1 >5
White Flame, No. 1 

and 2. d o z . ----------- 2 Si
BOTTLE CAPS 

DbL Lacquor, 1 cross 
pkg., per cross -----  16
BREAKFAST FOODS 

Kellogg’s  Brands. 
Corn Flakes. No. 136 
Cora Flakes, No. 124 
Pep. No. 824

2 85 
2 85 
2 70

Pep’. N o. 202 — ----- -  2 00
K rum bles, No. 484 . . .  2 70
_B ran  F lakes, No. 624 2 45
B ran F lakes. No. 602 1 60 
R ice K risp ies, 6 oz.”i— 2 25 
Klee KrUnMes. 1 oz. — 1 1«

Kaffe H ag . 12 1-lb.

All B ran , 16 oz. —- —
All B ran , 10 o z . --------
All B ran . % o z . -----

6 15 
2 25 
2 70 
2 00

BROOMS
rail, dos. — -------6 25
n d ard  P a rlo r , 23 lb. 7 60 
icy P a rlo r , 23 lb .— 8 76 
F an cy  P a rlo r  25 lb. 9 00 
Fey. P a rlo r  26 lb. 9 50 

f , 1 76
JskT N o. 8 ----------- 2 25

ROLLED OATS 
Purity Brand

n s tan t F lake . sm .. 24s 1 80 
is ta n t  F lake. sm .. 48s 3 60 
is ta n t  F lake . lge.. 18s 3 40 
Legular F lake . sm .,24s 1 80 
e su la r  F lake . sm ., 48s 8 60 
.esu lar F lake . lg.. 18s 8 40 
b in a , largo. 12s ----- 816
knat.n .S ilver. 1er. IO« 4 9K

Post Brsnds.
rape-N uts. 2 4 s -------- 3 80
rape-N u ts . 100s — — 2 75 
is tan t P ostum . No. 8 6 «  
is tan t P ostum , No. 10 4 50 
ostum  C ereal. No. 0 2 25
ost T oastles. 36s — 2 85 
o s t T oastles, 24s — 2 85T5 -  91a •  ™

b r u s h e s
Scrub

Solid B ack. 8 l n . -----
Solid B ack. 1 I n . -----
Pointed E nds — -------

1 50 
1 76 
1 25

Steve
S h a k e r ----- ----------------
No. 60 ---------------------
P e e r le s s --------------------

1 80 
3 00 
2 60

Shoe
No. 4 - 0 --------- —
No. 2 - 0 ----------

__  2 25
___ 3 00

b u t t e r  c o l o r
D a n d e lio n ----------------- 2 80

CANDLES
E lec tric  L lghL 40 lbs. 12.1
Plum ber. 40 l b s . -------
P araffine . 6 s -------------1*%
P araffine. 12s ----------
W i c k i n g ----------------------- ! ”
Tudor. 6s. per bo* ~  ««

CANNED FRUITS 
H srt Brand

Apples 
No. 1 0 --------------- 5 75

Blackberries
No. 2 ---------------------- I
P ride of M ic h ig a n ----- 3

Cherries
:h. red . No. 1 0 ----- 11 76
1, No. 1 0 ---------------- 12 00
I No. 2 ___________ 4 16
die Of Mich. No. 2 _  3 65
rcellus — —  J
d a l  P i e -----------------* 60
iaIa W h it f t  _____   3 AO

G ooseberries
No. 10 ----------------------8 00

Peers
19 oz. g l a s s ----------- —-
P rid e  of M ich. No. 2% 3 60

Plums
G rand Duke, No. 2%— 8 25 
Yellow E ggs No. 2%— 3 25

Black Raspberries
No. 2 ________- — - — 8 6®
P rid e  of Mich. No. 2— 3 25 
P ride  of Mich. No. 1— 2 35

Red Raspberries
No. 2 -------------------------- * 60
No. 1 -------------------------- 8 1®
M arcellus, No. 2 ---------8 60
P rid e  of Mich. No. 2 „  4 00

Strawberries
No. 2 --------------------
No. 1 _____________
M arcellus. No. 2 —  
P rid e  of Mich. No. 2

„  4 26 
3 00 

_  3 25 
3 75

CANNED FISH 
C lam Ch’der, 10% oz. 1 36 
Clam Chowder, No. 2- 2 75 
Clam s, S team ed. No. 1 3 00 
Clam s, M inced, No. % 2 25 
F in n an  H addle, 10 oz. 3 30 
Clam Bouillon, 7 oz— 2 50 
Chicken H addle, No. 1 2 76
f i s h  F lakes, s m a l l_1 35
Cod F isb Cake, .10 oz. 1 55
Cove O ysters, 5 o z ._1 60
Lobster, No. %, S ta r  2 au
Shrim p, 1, w e t _____ 8 15
S ard ’s, % Oil, K e y _6 1U
S ard ’s, hi Oil, K e y _5 00
Sardines. % Oil. k ’less  4 75
Salm on, R ed A laska_8 76
Salmon. M ed. A laska 2 86 
Salm on. P ink . A laska  1 35 
Sardines, Im . %, ea. 10022 
Sardines, 1m., %. ea. 25
Sardines. C a l ._1 3502 25
T una . % C urtis , doz. 2 65 
T una. %s. C urtis , doz. 1 80
T una . % B lue F i n _2 00
T una, Is, C urtis , doz. 4 75

CANNED MEAT 
Bacon, Med. B eechnu t 2 70 
Bacon, Lge. B eechnu t 4 50
Beef, No. 1, C o rn e d _2 50
Beef No. 1. R o ast 3 00 
Beef, 2% oz., Qua., sli. 1 35 
Beef. 4 oz. Q ua. sll. 2 25 
Beef, 5 oz., Am. Siloed 3 00 
Beef, No. 1. B ’nuL  sll. 4 50 
B eefsteak  & Onions, s  3 70
Chill Con C ar., I s __ 1 35
Deviled H am , %s ___  1 60
Deviled H am , % s ----- 8 85
H am b u rg  S teak  8k

Onions, No. 1 ______ 8 16
P o tted  Beef, 4 o z .___ 1 10
P o tted  M eat. % L ibby 52 
P o tted  M eat. % L ibby 90 
P o tted  M eat, % Q ua. 86 
P o tted  H am . Gen. % 1 45 
V ienna Saus. No. % 1 36 
Vienna Sausage, Q ua. 90 
V eal Loaf. M e d iu m _2 26

Baked Beane
C a m p b e l ls -----------------  80
Q uaker. 16 o z . _______76
F rem ont, No. 2 — —  1 25
Snider, No. 1 -------—  1 10
Snider, No. 2 — -------1 26
V an Cam p, s m a l l___  90
V an  Cam p. m e d .___ 1 46

CANNED VEGETABLES 
Hart Brand

Baked Beans
M edium , P la in  o r Sau. 75 
No. 10. S a u c e _______ 5 60

Lima Beans
L ittle  Dot. No. 2 —  3 10 
L ittle  Q uaker. No. 10_13 25 
L ittle  Q uaker. No. 1 — 1 80
Baby. No. 2 -------------- 2 75
B aby. No. 1 _________ 1 80
P rid e  of M ich. No. 1—  1 65 
M arcellus, No. 1 0 ----- 8 76

Red Kidney Beane
No. 10 _____ 6 50
No. 5 --------- 3 70
No. 2 ______ 1 30
No. 1 ______ 90

String Beane
L ittle  D ot. No. 2 -------3 20
L ittle  Dot. No. 1 -------2 40
L ittle  Q uaker. No. 1— 1 90 
L ittle  Q uaker, No. 2 — 2 90 
Choice W hole, No. 10_12 75 
Choice W hole. No. 2__ 2 50 
Choice W hole. No. 1—1 70
C u t  No. 10 ________ 10 25
Cut. No. 2 ____________ 8 10
C ut, No. 1 --------   1 60
P rid e  of M ich. No. 2— 1 75
M arcellus. No. 2 ____ 1 60
M arcellus, -No. 1 0 ____ 8 25

W ax B eans
L itle t Dot, No. 2 2 75
L ittle  Dot. No. 1 -------1 90
L ittle  Q uaker, No. 2_2 65
L ittle  Q uaker, No. 1 1 80 
Choice W hole. No. 10.12 50
Choice W hole, No. 2_2 50
Choice Whol. No. 1_1 75

C ut. No. 1 0 ----------------10 25
C ut. No. 2 ____________2 16
Cut. No. 1 ____________1 45
P rid e  of M ic h ig a n _1 75
M arcellus C ut. No. 10. 8 25

Beets
Sm all. No. 2% ______ 3 00
E tx ra  Sm all, No. 2 _3 00
F ancy  Sm all No. 2 _2 45
P rid e  o f M ic h ig a n _2 20
M arcellus C ut, No. 10. 6 60 
M arcel. W hole. No. 2% 1 86

Carrots
Diced, No. 2 _________1 30
Diced, No. 10 ________ 7 (Hi

Corn
Golden B an., No. 3_3 60
Golden B an., No. 2—1 90 
Golden B an., No. 1U-10 76
L ittle  D ot. No. 2 ----- 1 70
L ittle  Q uaker. No. 2 1 70 
L ittle  Q uaker. No. 1-1 35
C ountry , Gen.. No. 1__1 35
C ountry  Gen.. No. 2_1 70
P rid e  of M ich., No. 5- 6 2u 
P ride of Mich.. No. 2_ 1 70 
P rid e  of M ich.. No. 1_ 1 25
M ar callus. No. 5 ____ 4 30
M aroellus, No. 2 ____ 1 40
Marcfillus, No. 1 ____ 1 16
F an cy  Crosby. No. 2_1 70
F ancy  Crosby, No. 1_1 45

Peas
L ittle  Dot. No. 1 -------1 70
L ittle  Dot. No. 2 _____2 50
L ittle  Q uaker, No. 10 12 00
L ittle  Q uaker. N o .2_2 36
L ittle  Q uaker. No. 1_1 60
Sifted E . Ju n e . No. 10-10 00
S ifted  E . Ju n e , No. 5_5 75
S ifted  E . Ju n e . No. 2— 1 85
S ifted  E . Ju n e , No. 1_1 40
Belle of H a rt. No. 2— 1 85 
P ride  of M ich.. No. 10 8 75
Pride of M ich.. No. 2_1 66
MarceL, E. Ju n e . No. 2 1 40 
M arce l, E . Ju n e , No. 6 4 50 
M arce l. E . Ju .. No. 10 7 60 
T em plar E . J „  No. 8 1 32i% 
T em plar E . Ju ., No. 10 7 00

Pum pkin
No. 10 ______________ 5 50
No. 2 l% _____________ 1 75
No. 2 _______________ 1 40
Max cell us, No. 1 0 ___ 4 50
M arcell us. No. 2 % __ 1 40
M aroellus No. 2 ____ 1 15

S au e rk rau t
No. 1 0 _______________ 5 00
No. 2 % ______________ 1 60
No. 2 ________________ 1 25

Spinach
No. 2% _____________ 2 60
No. - _____ ___ 1 90

Squash
Boston, No. 3 ________ 1 80

Succotash
Golden B antum , No. 2 2 60
L ittle  D ot. No. 2 ----- 2 35
L ittle  Q u a k e r _______ 2 25
P rid e  of M ic h ig a n _2 10

Tom atoes
No. 1 0 ________________ 5 80
No. 2 % ______________2 86
No - ________________ 1 65
P ride  of M ich., No. 2% 2 10 
P rid e  of M ich., No. 2—1 40

CATSUP.
B eech-N ut, s m a l l___ 1 50
B eech-N ut, l a r g e ___ 2 30
Lily of Valley, 14 oz._2 25
Lily of Valley, % p in t 1 66
Sniders. 8 o z . ________ 1 55
Sniders, 16 o z . _____ 2 36
Q uaker, 10 oz. _____ 1 36
Q uaker, 14 oz, ______ 1 80
Q uaker, Gallon G lass 12 00 
Q uaker, Gallon T i n _7 26

CH ILI SAUCE
Snider, 16 o z . ________ 3 15
Snider, 8 oz. _________ 2 20
Lilly V alley, 8 o z . _2 26
Lilly Valley. 14 o z ._3 25

OYSTER COCKTAIL
Sniders, 16 oz. ______ 3 15
Sniders, 8 oz. ______ 2 20

CHEESE
R o q u e f o r t______________ 60
W isconsin D a i s y _______ 17
W isconsin F la t  ________ 17
N ew  Y ork  J u n e ______ 27
S ap  S a g o ______________ 40
B rick  __________________ 18
M ichigan F la ts  ________ 17
M ichiga D aisies  _______ 17
W isconsin L o n g h o r n _17
Im ported  L e y d e n _____ 28
1 lb. L l m b e r g e r ______ 26
Im ported  S w i s s ____ _ 68
K ra f t  P im en to  L o a f _25
K ra f t  A m erican  L o a f_23
K ra ft B rick  L o a f _____ 23
K ra ft Sw iss L o a f _____ 35
K ra ft Old Eng. L oaf_44
K ra ft, P im ento . % lb. 2 00 
K ra ft, A m erican , .% lb. 2 00
K ra ft, B rick, % l b . _2 00
K ra f t  L im burger.%  lb. 2 00

CHEWING GUM
A dam s B lack J a c k ----- 65
Adams B loodberry ____ 65
A dam s D entyne ----------65
A dam s Calif. F ru i t  — 65
A dam s Sen Sen ----------65
B eem an’s  P epsin  ---------- 65
B eechnut W in tersreen_
B eechnut P epperm in t_
B eechnu t S p ea rm in t —
D o u b le m in t_- _________ 65
P epperm in t, W rig leys — 65 
S pearm in t, W rig leys — 65
Ju icy  F ru it  ----------------- 65
K rig ley’s  P - K -------------- 65
Zeno ______ ______ ——  65
T e a b e r r y __ ____ — ------65

COCOA

D roste’s  D utch , 1 lb ._ 8 60
D ro ste 's  D utch , % lb. 4 50 
D roste ’s D utch , % lb. 2 35 
D roste ’s  D utoh, 5 lb. 60 
Chocolate A pples - —  4 50
P astelles , No. 1 -------12 SO
P astelles , % l b . --------6 60
P a in s  De Cafe — - —  3 00 
D roste ’s  B ars, 1 doz. 2 00
D elft P aste lles  ----------2 15
1 lb. Rose T in  Bon

Bons __________ - — 18 00
7 oz. Rose Tin Bon

B ons   9 00
13 oz. C rem e De C ara-

q u e ____________  13 20
12 oz. R o s a c e s ______ 10 80
% lb. R o s a c e s ________ 7 80
% lb. P a s t e l l e s _____ 3 40
L angues De C h a t s _4 80

CHOCOLATE
B aker, C aracas, % s ----- 37
B aker, C aracas, % s ----- 35

¿LOTHES LINE
H em p, 50 f t . __  3 00©2 26
T w isted  C otton,

50 f t . ________ 1 80@2 25
B raided. 50 f t . ----------- 2 35
Sash C o r d ______ 2 5003  75

COFFEE ROA8TED  
Blodgett-Beckley Co.

Old M a s t e r __________ 40

Lae A  Cady 
1 lb. Package

B re ak fas t C u p _______ 20
L i b e r t y ______________«17
Q uaker V a c u u m ______ 33
N e d r o w ____ —________29
M orton H o u s e _______ 37
R e n o __________________ 27
Im p e r ia l______________ 39
M a je s t i c __________ — 30*%
B oston B reak f’t  B lend 25

McLaughlin's Kept-Fresh

Coffee Extracts
M. Y., p e r 1 0 0 __ 12
F ra n k ’s  50 pkgs. — 4 25
H um m el’s 50 1 lb. 10%

CONDENSED MILK
Leader, 4 d o z . _____ 7 00
Eagle, 4 d o z .____ __9 00

MILK COMPOUND 
H ebe. T all, 4 doz.
H ebe. B aby, 8 doz. _. 
Carolene. Tall, 4 doz. 
Carolene. B aby _____

EVAPORATED MILK

Page T a l l ____________ 3 65
Page, B a b y __________ 3 65
Q uaker, Tall, 10% oz. 3 30 
Q uaker, B aby, 2 doz. 3 30 
Q uaker, Gallon, % doz. 3 30 
C arnation . Tall. 4 doz. 3 65 
C arnation , Baby, 8 dz. 3 65 
O atm an’s Dundee, T all 3 65 
O atm an’s  D ’dee. B aby  3 65
E v ery  D ay, T a l l ___ 3 60
E v e ry  Day, B a b y _ 3 40

P e t  T all ____________ 3 65
P e t, Baby, 8 oz. ____ 3 65
B orden’s  T all ----------- 3 65
B orden’s  B aby ______ 3 65

CIGAR8
A iredale ___________  35 00
H em eter C h a m p io n _38 60
C anad ian  C l u b _____ 35

'R obert E m m e t t__ 75 00
Tom  M oore M onarch 76 00
W ebster C a d i lla c ___  75 00
W eb ste r A s to r Foil_ 75 00
W ebster K nickbocker 95 Of. 
W eb ste r A lbany Fo il 95 OO
B ering  A p o llo s_____  95 00
B ering  P a lm ita s  __ 116 00 
B ering  D iplom atica 115 00
B ering  Del i o s e s ___  120 00
B ering  F a v o r i t a ___  135 00
B ering  A lbas ______ 150 o.

CONFECTIONERY 
S tick  C andy P alls 

P u re  S u g ar Sticks-600c 4 00 
Big S tick . 20 lb. case 17 
H orehound S tick. 5 lb. 18

Mixed C andy
K in d e r g a r te n ___________ 17
L e a d e r __________________13
F rench  C r e a m s _________14
P a ris  C r e a m s ______  15
Ju p ite r  _______________  xo
F an cy  M ix ture  _______  17

i v “ eraw eeta- A ss’ted  1  CO 
M ilk Chocolate A A  1 65
Nibble S t i c k s ___ 1  go
Chocolate N u t Rolls _ 1 7«
Blue R ib b o n ___________ 1  j{

®U"V Drop» P a thC ham pion G u m s ______ jj
Challenge G u m s ___ ___js
Je lly  S trin g s  _ . k

Lozenges " p a ils  
* .  i . eD- Lozenges — l j
a a L o z e n g e s_15
A. A. Choc. Lozenges— If
M otto H ears  t__________ jj
M alted M ilk L ozenges — 21 

H ard Goods P aili
Lem on D rops _____ j-

H orehound drove  it
A nise S q u a r e s ___ ___  u
P e a n u t S q u a r e s ______”  1 !

Cough Drops "_Bxi
P u t n a m 's _ 1  o
s m ith  B r o s 1 1\ 
L uden’s  ______________   6(

A w u s o n s ______
B an q u e t C ream  Mint« 
S ilver K ing  M. M allows Ï  
H andy  Packages, 12-10c

COUPON BOOKS 
50 Econom ic g rad e  3 u  

100 Econom ic g rad e  4 50 
500 Econom ic g rad e  20 00 

1000 Econom ic g rad e  37 50 
W here  1,000 books a re  

ordered  a t  a  tim e, spec ia l
ly p rin ted  fro n t cover is 
fu rn ished  w ith o u t charge.

CREAM OF TARTAR  
6 lb. boxes - ______ mmm̂ q

DRIED FRUITS 
Apples

N . Y. F ey ., 50 lb . box 13 
N. Y. Fey., 14 oz. pkg. it>

Apricots
E vaporated , C h o ic e ___ 17
E vaporated , F an cy  _ 22
E vaporated , S labs _

Citron
10 lb. box ___________  36

Currants
Packages. 14 o z . _____ 17
Greek, Bulk, U>.______ 16%

Dates
D rom edary, 3 6 s _____ 6 76

Peaches
E vap . C h o ic e _________  14
F a n c y ______________   lg

Peel
Lemon. A m e r ic a n ______ 28
Orange. A m e r ic a n ____ 28

Raisins
Seeded, bulk  _______  08%
Thom pson’s  s ’dless blk 08 
T hom pson’s  seedless.

15 o z . -----------   10%
Seeded. 15 o z . ________ 10%

California Prunes 
900100. 25 lb. boxes—005%
80090. 25 lb. boxes_006
70080, 25 lb. boxes_006%
60070, 25 lb. boxes_©07%
50060, 25 lb. boxes_008%
40050, 25 lb. boxes_009%
30 040, 25 lb. boxes_01 2
20030, 25 lb. boxes—01 5  
18024, 25 lb. boxes—017%
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Hominy
Pearl. 100 lb. s a c k s _3 5< ,

Macaroni 
M ueller’s  B rands 

9 oz. package, p e r doz. 1 30 
9 oz. package, p e r case  2 20

Bulk Goods
Elbow. 20 l b . _____ 5%@7%
E gg Noodle, 10 l b s . _14

Pearl Barley
0000 __________________ 7 00
B a r le y  G rits  ________ 5 no
C h e a te r ______________ 3 75

Sage
E as t Ind ia  ___________  10

Tapioca
Pearl. 100 lb. s a c k s _09
M inute, 8 oz., 3 doz. 4 05 
D rom edary I n s t a n t_3 50

Jiffy Punch
3 doz. C a r to n ______ 2 25

A ssorted  flavors.

FLOUR
V. C. Milling Co. Brands
Lilly W hite ___________
H arvest Queen _______
Yes M a'am  G raham ,

50s ________________ 2 20

Lee A  Cady Brands
A m erican E a g l e ___
Home B a k e r _______

FRUIT CANS
Mason

P. O. B. G rand Rapids
H alf p in t ___________  7 15
One p in t ___________  7 40
One q u a r t _____________ 8 65
H alf gallon _______  11 65

Ideal Glass Top
H alf p in t ___________ 9 00
One p in t ___________ 9 50
One q u a r t  _________11 15
H alf g a l l o n _________ 15 40

GELATINE
Jell-O , 3 doz. ________ 2 85
M inute, 3 doz. ______ 4 05
Plym outh, W h i t e ___ 1 55
Q uaker, 3 doz. ______ 2 25

JELLY AND PRESERVES 
Pure. 30 lh. p a i l s ___ 3 30
Im ita tin , 30 lb. pails 1 60 
Pure, 6 oz.. A sst., doz. 9u 
P u re  P res ., 16 oz.. dz. 2 40

JELLY GLASSES 
8 oz.. p e r  doz. _______  36

OLEOMARGARINE 
Van W estenbrugqe Brands 

Carload Distributor

N ucoa, 1 l b . __________14%
H oliday. 1 l b . _________ 12%

W ilson A  Co.’s  B rands 
Oleo

C ertified____   20
N ut __________________  13
Special R o l l ____________ 17

M ATCHES
Diam ond. 144 b o x _4 25
Search ligh t, 144 box— 4 25 
Ohio Red Label, 144 bx 4 20 
Ohio B lue Tip, 144 box a oo 
Ohio B lue Tip. 720-lc  4 00
•Reliable. 144 ________ 3 15
•Federal, 144 ______  3 95

S afe ty  M atches 
Q uaker. 5 gro. case__ 4 25

M ULLER’S PRODUCTS
M acaroni. 9 o z . __ ____ 2 20
S paghetti 9 o z . _____ 2 20
Elbow M acaroni. 9 os. 2 20
E gg  Noodles. 6 oz. „ _2 20

f E gg  V erm icelli. 6 oz. 2 20
E gg  A lphabets. 6 oz._2 20
E gg  A -B -C s 48 pkgs—  1 80

NUTS—Whole 
Almonds. T a r r a g o n a ..  19
Brail. L a r g e __________ 23
F ancy  M ixed ________ 22
Filberts. Sicily ______  20
P ean u ts , V lr. R oasted  11 

. P ean u ts , Jum bo, atd . 12

Pecans, 3, s ta r  ______ 25
Pecans, Jum bo ______ 40
Pecans, M a m m o th _50
W alnuts. Cal. ___  27@29
H ic k o ry _____________  07

Salted Peanuts 
Fancy. No. 1 _________  14

Shelled
Almonds S a lt e d ________ 95
P ean u ts , Spanish

125 !b. bags _________ 12
F ilb erts  _______________ 32
P ecans S a l t e d __________87
W aln u t B u r d o _______
W alnut. M a n c h u r ia n _65

MINCE m e a t
None Such, 4 d o z .__ 6 47
Q uaker, 3 doz. c a s e _3 50
Libby. Kegs, w et, lb. 22

OLIVES
4 oz. J a r , P lain , doz. 1 16

10 oz. J a r . P la in , doz. 2 26
14 oz. J a r ,  P la in , doz 4 76
P in t J a rs , P la in , doz. 2 75
Q uart J a rs , P la in , doz. 5 00 
1 Gal. G lass Jugs, P la . 1 80
5 Gal. Kegs, e a c h ___ 7 50
3% oz. J a r ,  Stuff., doz. 1 35
6 oz. J a r ,  Stuffed doz. 2 25 
9% oz. J a r ,  Stuff., doz. 3 75 
1 Gal. Jugs, Stuff., dz.' 2 70

PARIS GREEN
%s _____________________ 34
Ls ______________________ 32
2s and  6s _____________ 30

PEANUT BUTTER

Bel Car-Mo Brand
24 1 lb. T i n a _________ 4 35
S oz.. 2 doz. In c a s e _2 65
15 lb. pails _______■____
25 lb. pails ____________

PETROLEUM PRODUCTS 
Including  S ta te  T ax  
From  T ank  W agon 

Red Crown G asoline __ 16.7
Red Crown E t h y l ___ 19.7
Solite G a s o l in e ______ 19.7

DIM Pickles Bulk
5 Gal., 200 _________ 3 65

16 Gal., 650 ________11 26
45 Gal., 1300 „ _____  30 00

PIPES
Cob. 3 doz. ln bx. 1 00@l 20

PLAYING CARDS 
B attle  Axe. per doz. 2 65 
Torpedo, p e r d o z .___ 2 60

POTASH
B ab b itt’s, 2 doz. ___ 2 75

FRESH MEATS
Beef

T op S tee rs  & H e l f ._
Good S t’r s  & H ’f. — 
Med. S tee rs  & H eif. 
Com. S teers  & H eif.

Veal
T op  ____

„  14 
_  13 
— 12 
— 1 1

13
Good __ 1 1

__09

Lam b
Spring  L am b ___ _ . 18
G o o d __ _____________ __15
M edium ________ "____—  12
P oor __________  ___ 10

M utton
Good ............ 10
M edium . . .— 08
Poor ________________

Pork
Loin, m ed. ____________ 17
B u tts  __________  14
Shoulders ____________ 1 1
Spare  r i b s _____________08
N eck b o n e s __________ 05
T rim m ings _________  7%

PROVISIONS 
Barreled Pork 

C lear B ack — 25 00® 28 00 
Short C ut Clear26 00@29 00

Dry Salt Meats 
D S Bellies 18-20@18-12

Lard
P u re  in  t i e r c e s _______ 9%
60 lb. tu b s  ___ advance %
50 lb. t u b s ___advance %
20 lb. p a l l s __ advance %
10 lb p a l l s __ advance %
5 lb. p a l l s ___advance 1
3 lb. p a i l s ----advance  1

Compound t i e r c e s ___ 10%
Compound, t u b s _____ l l

In Iron Barrels
P erfec tion  K e r o s in e _12.6
Gas M achine G asoline 39.1 
V. M. & P . N a p h th a_20.8

ISO-VIS MOTOR OILS
In Iron Barrels

L igh t _____
M edium 
H eavy . _ 
Ex. H eavy  .

„  77.1

— 77.1
— 77.1

Mg  1I__ ♦ _ r^ffiolqrine f,
k..

Iron Barrels
L ight ________________ 65.1
M edium __ __________ 66.1
H eavy _______________ 65.1
Special heavy _______ 65.1
E x tra  heavy ________ 65.1
Polarine “F "  _______ 65.1
T ranm ission  Oil 65.1
Finol, 4 oz. cans, doz. 1 50
Finol. 8 oz. cans, doz. 2 30
P arow ax , 100 lb. ___ 7.3
P arow ax , 40, 1 l b . _ 7.55
P a ro  w ax, 20, 1 l b . _7.8

Sausages
Bologna ____________  is
L iver ________________ ,V
F r a n k f o r t___ _____ __ 20
P ork  --------------------------
V eal ___________________ i 9
Tongue, Jellied ________ 35
H eadcheese ____________ jg

smoked Meats 
H am s, Cer. 14-16 lb. @19 
H am s, C ert., Skinned

16-18 l b . -------------- @18
H am . dried  beef

K nuckles _______  @33
C aliforn ia H am s __ @ 171*, 
P icnic Boiled

H a im s ----------- 20 @26
Boiled H a m s _______ @30
Minced H a m s ____  @16
Bacon 4/6 C ert. 24 @28

Beef
Boneless, rum p  28 00@36 00 
Rump, new  __ 29 00@35 00

Liver
Beef ----------------------------I#
C a l f --------------------------  56
P o r k --------------------------- 08

RICE
Fancy  Blue R o s e _____5 10
Fancy H ead ________ 07

RUSKS
P o s tm a  B iscu it Co.

18 rolls, per c a s e ___ 1  90
12  rolls, p e r c a s e ___ 1  27
18 cartons, per case— 2 15 
12 cartons, p e r case_1 45

iem dac, 12 pt. cans 3 00 
lem dac, 12 q t. cans 5 00

PICKLES 
Medium Sour 

5 gallon. 400 count . _ 4 75

Sweet Small
16 Gallon, 2250 _____ V  00
5 Gallon, 750 ________ 9 76

Dili Pickles
Gal. 40 to T in . doz—  10 26
No. 2% T i n s _________ 2 25
32 oz. G lass P icked_2 25
32 oz. G lass T h r o w n _1 95

SALERATUS
Arm and  H a m m e r_3 76

SAL SODA
nnutated , 60 lbs. cs. 1 35 

G ranulated . 18 2% lb. 
packages __________  1  00

COD FISH
Middles _____________  20
T ablets , % lb. P u re  . 19%

doz. _________ „__ 1 40
Wood boxes. P u re  — 30 
W hole Cod _________ 11%

HERRING 
Holland H erring

Mixed. K e g s ________
Mixed, half b b l s .___
Mixed, b b l s _________
M ilkers K e g s ______
M ilkers. half b b l s ._
M ilkers, bbls . ___

Lake H erring  
% Bbl., 100 lbs. ___

M ackeral
Tubs, 60 Count, fy. fa t 6 
Pails, 10 lb. F ancy  fa t 1 50

W hite Fish
Med. Fancv. 100 lb. is  0«
M ilkers, bbls. _____  18 50
K K K  K N o r w a y _19 50
8 lb palls _________  1 40
Cut L unch _________  1 50
Boned, 10 lb. boxes — 16

SHOE BLACKENING
2 In 1, P as te , d o z .__ 1 35
EL Z. C om bination, dz. 1 35
D ri-Foot, doz. ______ 2 00
Bixbys, Dozz. ________ 1 35
Shinola, doz. _______  90

STOVE POLISH
Blackne, per d o z . _1 35
B lack Silk Liquid, dz. 1 35 
Black Silk P as te , doz. 1 25 
E nam eline P as te , doz. 1 35 
Enam eline Liquid, dz. 1 35 
E. Z. L iquid, per doz. 1 40
Radium , per doz. ____ 1 35
R ising Sun, per doz. 1 35 
654 Stove Enam el, dz. 2 80 
Vulcanol. No. 5, doz. i]j 
Vulcanol, No. 10, doz. 1 35 
Stovoil, per d o z .____ 3 Of

SALT
F . O. G. G rand  R apids

Colonial, 24, 2 lb. ___  95
Colonial, 30-1% ______ 1  20
Colonial. Iodized. 24-2 1  35
Med. No. 1 B b ls .___ 2 90
Med. No. 1, 100 lb. bk. 1 00 
F a rm er Spec., 70 lb. 1 00 
Packers M eat, 50 lb. 65 
C rushed Rock for Ice

cream , 100 lb., each •> • 
B u tte r  S a l t  280 lb. bbl.4 00
Block, 50 l b . ____ „__  4.1
B aker Salt. 280 lb. bbl. 3 80
14, 10 lb., p e r b a l e ___ 2 10
50. 3 lb., per b a l e ___ 2 50
28 lb. bags. T a b le ___  40
Old H ickory, Smoked,

6-10 lb. ___________ 4 5»>

Free R un’g, 32 26 oz. 2 40
Five case lots _____ 2 80
Iodized, 32, 26 o z . _2 40
Five case lots _____ 2 30

BORAX
Twenty Mule Team

84. 1 lb. p a c k a g e s_3 35
IS, 10 oz. p a c k a g e s_4 40
96, % oz. p a c k a g e s_4 00

CLEANSERS

SO can cases, $4.80 per case 

WASHING POWDERS
Bon Ami Pd., 18s, box 1 90
Ron Ami Cake. 1 8 s_1 62%
Brillo _______________ 85
Climaltne. 4 doz. ------ 4 20
G randm a, 100, 5 c ----3 50
G randm a. 24 L arge  — 3 "n
Gold D ust, 1 0 0 s ----------8 70

Gold D ust, 12 L arge  2 80
Golden Rod, '4 ____ 4 2a
La F rance  Laun., 4 dz. 3 60 
Old D utch Clean. 4 dz. 3 40
Octagon. 96s ________ 3 9fl
Rlnso. 40s ___________ 3 20
K,nso. 24s ___    6 25
Rub No More, 100, 10

oz. _________________ 3 85
Rub No More, 20 Lg. 4 00 
Spotless C leanser. 48.

?0 oz. ...........  3 85
San. Flush, 1 d o z ._2 25
Sanolio. 3 doz. ______ 3 !5
S'liipriie luo, 12 OZ. _ 6 40

toft, 10 oz. 4 00
s  h wIm.v 1? L a r g e _2 65
S ,.f - iM  .t -i..-.  7 20
S u n h n le  Mi? --------  2 10
W y an io te  ;S . _____ 4 75
W yandot r*eterg 3, 24s 2 75

SOAP
Am. Fam ily. 1 *?•' r„,x 5 6ft
C rystal W hite, _2 50
Big Jack , 60s _______  4 75
Pels N an tha, 100 box 5 >« 
F lake  W hite, 10 box 3 35 
G rdm a W hite  N a. 10s 3 5i>
Tap Rose, 100 b o x ___ 7 40
Fairy . 100 b o x _______ 4 m.
Palm  Olive, 144 box 9 50
Lava. 100 b o x ________ 4
Octagon. 120 ____ ;__ 5 00
Pum m o, 100 box ____ 4 85
Sw eetheart. 100 box 5 70 
G randpa T ar, 50 sm. 2 10 
O randpa T ar, 50 lge. 3 B«> 
T rilby Soap, 100. 10c 7 25
W illiam s B arber Bar, 9s ">ft 
W illiam s Mug. per doz. 1»

SPICES 
Whole Spices

Allspice, J a m a i c a ___ @30
Cloves, Z a n z ib a r ___  @47
C assia, C a n t o n _____  @25
Cassia, 5c pkg., doz. @40
Ginger, Africa- _____ @19
Mace. P e n a n g _____ 1  00
Mixed, No. 1 „  _ ____ @32
Mixed. 5c nkgs.. doz. iW4R
N utm egs, 7 0 @ 9 0__  @50
N utm egs, 105-1 1 0 ____@48
Pepper. B la c k __________ 25

Pure Ground in Bulk
Allspice, J a m a ic a ___ @33
Cloves, Z a n z ib a r ___ @53
Cassia, C a n t o n _____  @29
Ginger, C o rk ln _______ @30
M u s ta rd ______________ @29
Mace, P e n a n g ________1  05
Pepper, B la c k ________ @27
N u tm e g s -------------------- @35
Pepper, W h i te ________ @44
Pepper, C a y e n n e ____ @36
Paprika, S p a i s h ______ @36

Seasoning
Chili Pow der, 1 5 c ____ 1  35
Celery Salt, 3 o z . ___  95
Sage, 2 oz. _________  yu
Onion S alt _______  1  35
G arlic ----------------------- 1  36
Ponelty, 3% oz. ____ 3 25
K itchen B o u q u e t___ 4 50
Laurel L eaves _____  20
M arjoram . 1 oz. ____  99
Savory, 1 oz. _______  90
Thym e, 1 oz. _______  90
Tum eric. 2% oz. ___  90

STARCH
Corn

Kingsford, 40 lbs. „  1 1 V,
Pow dered, b a g s _____ 3 25
Argo, 48, 1 lb. pkgs. 3 03
Cream , 4 8 -1 _________ 4 40
Q uaker, 4 0 -1 _________

Gloss
Argo, 48, 1 lb. pkgs. 3 03 
Argo, 12, 3 lb. pkgs. 2 13 
Argo, 8, 5 lb. pkgs. —2 45 
Silver Gloss. ,8. Is  „  1114
E lastic , 64 p k g s .___ 5 10
Tiger, 4 8 -1 ___________
Tiger, 50 lbs. _______ 2 75

SYRUP
Corn

Blue K aro, No. 1% __ 2 69 
Blue K aro, No. 5, 1 dz. 3 78 
Blue K aro. No. 10 — 3 58 
Red Karo, No. 1% __ 2 90 
Red K aro, No. 5, 1 dz. 4 04 
Red Karo. No. 10 __ 3 84

im it. Maple Flavor
Orange. No. 1%. 2 dz. 3 25
Orange, No. 5, 1 doz. 4 99

Maple and Cane
Kanuck. per gal. ___ 1 50
K a n u rk . 5 eal. ca n  __ 6 SII

Maple
Miohitran1 p er gal. 7 76
W+io H« ner eal __ It ?5

CO O K IN G  OIL 
Mazóla

Pin ts. 2 d o z .___________5 75
Q uarts . 1 d o z ._________5 25
Half Gallons. 1 doz. _ 11 75

Gallons. % doz. ___  11 30

TABLE SAUCES
Lee & P errin , la rg e_5 75
L ea & P errin , a m a li..  3 35
P e p p e r _______________ 1 60
Royal M int __________ 2 40
Tobasco, 2 oz. _______ 4 25
Sho You, 9 oz., doz__2 25
A -l, large ___________ 4 75
A -l s m a l l____________ 2 85
Caper, 2 oz. __________3 30

Blodgett-Becktey Co. 
Royal G arden. % Hx__ 76 
Royal G arden, % lb. — 77

. .  J ap an
M e d iu m -------------------36@36
Choice ------------------- 37062
Fanov -------------------- 52@6l
No. 1 N ibbs _______  54
1 lb. pkg. S i f t i n g _____ 14

Gunpowder

Ceylon
Pekoe, m edium  _______  57

English Breakfast 
Congou, m edium  . .  28
Congou, Choice .  ~35@™
Congou. F a n c y __ I  42843

M edium _ ° O'On0
Choice .  --------------------
Fancy — In

_  „  t w i n e
Cotton. 3 ply con© _ 33

w S if ' £  O '« " ' - -  18
«sa r. ssiE

No n W ,c »<INGMo ?’ per Sross------  gi
m"- l- Per g ross _. i  l  
No. 2, per g r o s s __ "  } f t
P e e re s s  RnnrOSS 2 3'
R o ch es te r^ N o  T  f
RavoeSter’ No' 3 ’ doz 2 o< Rayo, per doz. _ , ,

w o o d e n  w a r e
Rllt. . Ba»kets

„ ,hetet n a rrow band 
w ire handles _  ' , 7fl

Bushels, narrow  band" 
wood handles ’ ,

¡P  int. l a r g e ____  l  5®
Splint, medium  ? f t
Splint, sm all _______ _ gj;

D , Churns
B arre , 5 gal., each 2 4. 
Barre!. 10 gal.. each ; :  {  f t  
3 R> 6 gal., per g a i. . 1  f t

in Palls
10 q t. G alvanized * fti.

” si: iirsf,™;?: s £
Mouse, Wood, 4*holea nn

g a m  u s eRat, wood . ?
R at, s p r i n g * ; : ; : : : —  \ f t  
Mouse, s p r i n g _____ 20

. Tubs
l;arge Galvanized . .  g 7B 
Medium Galvanized ~  7 
Small G alvanized g jg

,, Washboards
Banner, G lo b e ___  5 5o
Brass, single ____ ;* g f t
Glass single _____  6
Double Peerless I  8 sr
Single Peerless 7 s.
Northern Qu-en ”  5
Pnlversal ___ " 7

W ood B ow ls
•j 'n  B u t t e r ____  t. n,

15 In. B u t t e r ______ ’ 9
17 In B u t t e r ______ 19 «,
■9 in R u t t e r ________ 25 00

W R A P P IN G  p a p e r  
Fibre, M anila, w hite  __ 05
No. |  F ibre _______  oguB„,g,OT „  „  — « 2
K raft S t r i p e --------------09%

YEAST CAKE 
a agio, 3 doz. 2 70
‘Sunlight, 3 doz. 2 70
m nlight. 1 % doz. ___ 1 36
'e a st Foam. 3 doz. 2 70
eas* Foam, 1 % doz. 1 35

YEAST—COMPRESSED 
F le lw hm ann. per doz. 30
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A Sound Business for 
177 Years

In 1752 the first m utual fire insurance company was 
founded—the first insurance company of any kind in 
America. This company operates actively to-day. Many 
other m utual fire companies are over 100 years old.

There is no other business, im portant in the commercial 
life of the Nation to-day, that has back of it so much of 
tradition; of obligations faithfully m et; of actual public 
service—as m utual fire insurance.

The rem arkable stability and vitality of m utual insur
ance is based on absolute adherence to one basic aim— 
the furnishing of sound insurance a t the lowest possible 
cost to the insured.

M utual fire insurance companies have paid losses 
prom ptly and fully—have led the w ay in fire prevention 
—have consistently returned annual savings to policy
holders.

There is available to you through the m utual fire insur
ance companies which advertise in the Michigan Trades
man all the traditional advantages of the m utual plan of 
fire insurance—safety, service and savings. Make these a 
part of your insurance program. Get the facts. They 
speak for themselves.

An Unparalleled Record
1 3 m utual fire insurance companies are over 100 years old. 
75 are between 75 and 100 years old.
272 are between 50 and 75 years old.
698 are between 25 and 50 years old.
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Proceedings of the Grand Rapids 
Bankruptcy Court.

G rand R apids, Ju n e  30—In  the  m a tte r  
of M arcia Scher, B an k ru p t No. 4544. T he 
first m eeting  of c red ito rs  h as  been called 
for Ju ly  21.

In  th e  m a tte r  of W illiam  E. W interle, 
B ak ru p t No. 4543. T he firs t m eeting  of 
c red ito rs  h a s  been called fo r Ju ly  20.

In the  m a tte r  of O liver E . Sealy, B an k 
ru p t No. 4530. The first m eeting  of c red 
ito rs  has been called fo r Ju ly  20.

In  the  m a tte r  of George K rabm an, 
B an k ru p t No. 4519. T he first m eeting  of 
c red ito rs  has been called for Ju ly  20.

In  th e  m a tte r  of E rn es t B ottsford, 
B an k ru p t No. 4539. The first m eeting  
of c red ito rs  has beet} called fo r Ju ly  20.

In  th e  m a tte r  of L aw rence Sim s, B ank
ru p t No. 4514. T he firs t m eeting  of cred
ito rs  has been called fo r Ju ly  20.

In  the  m a tte r  of H enry  S. Brown, 
B an k ru p t No. 4521. The first m eeting  of 
c red ito rs  has been called fo r Ju ly  20.

In  th e  m a tte r  of Leo P. R itzenhein , 
B ak ru p t No. 4529. T he first m eeting  of 
c red ito rs  has been called fo r  Ju ly  20.

In th e  m a tte r  of D aniels- M cK ain & 
Co., also know n as B ank  of Leonidas, a  
co -partnersh ip , alleged B an k ru p t No. 4509. 
The first m ee tin g  of c red ito rs  to cosider 
an  offer of com position, has been called 
fo r J u ly  17.

Ju n e  30. W e have received  th e  sched
ules, references and  ad jud ication  in the  
m a tte r  of G a rrit V er B urg, B an k ru p t No. 
4546. T he  b an k ru p t is  a  re s id en t of 
G rand  R apids, and  his occupation is th a t  
of a  laborer. T he schedule shows asse ts  
of $7,561 w ith  liaJbilltieos of $10,434.48. 
The cou rt hag w ritten  fo r funds and  upon 
receip t of sam e th e  first m eeting  of c red 
ito rs  will b e  called.

Ju ly  2. W e have received the  schedules, 
reference and  ad jud ication  in the  m a tte r  
of Jo h n  Cooper, B an k ru p t No. 4548. T he 
b an k ru p t is a  re s id en t of G rand R apids, 
an d  h is  occupation  is th a t  of a  laborer. 
The cou rt h a s  w ritte n  fo r funds and  upon 
receip t of sam e th e  first mee_ting of c red 
ito rs  wjjl be called.

Ju ly  2. W e have received  th e  schedules, 
reference and  ad jud ication  in the  m a tte r  
of E a rl Chipm an, B an k ru p t No. 4547. The 
b an k ru p t is a  re s id en t of K alam azoo, and 
Ms occupation w as th a t  of a  m e a t dealer 
and  grocer. The schedule shows asse ts  
of $866.79 w ith  liab ilities  of $2,503.22. T he 
co u rt has w ritten  fo r fu n d s  and  upon 
receip t of sam e th e  first m eeting  of c red
ito rs  will be called. The lis t of cred ito rs
of said  b an k ru p t is a s  follows:
P a rre l & Sons, K alam azoo _____ $ 14.92
Deleuw Bros., K a la m a z o o _______  18.00
Sw ift & Co., C h ic a g o ______________ 144.00
K alam azoo B read  Go., K alam azoo 31.84
J . B. B read  Co., K a la m a z o o _____  20.00
H olsum  B read Co., K a la m a z o o ___  25.00
A. W. W alsh & Co., K alam azoo _ 480.59
W orden G rocer Co., G rand R apids 34.96
Lee & Cady. K a la m a z o o _________  33.33
C. Sagers, K a la m a z o o _________ unknow n
S ta r  P ap er Co., K a la m a z o o_____  6.00
Johnson  P a p e r Co., K a la m a z o o _23.58
W oolsen Spice Co.. Toledo ________ 107.38
P a ram o u n t L am p Co., N ew  Y ork_15.00
B lodgett & Beckley, Toledo _____  24.00
One B renner, P lainw ell .___   5.00
H. P . Buzzell, K a la m a z o o______  14.48
W icks Ins. Agency, K a la m a z o o_ 4.20
C arl F . S k inner & Sons, K alam a. 35.05 
K alam azoo C ream ery  Co., K alam a. 141.75
P ran k  Spalla, K a la m a z o o ___ _____ 110.13
V an  D enB erg Bros., K a la m a z o o __ 375.36
Southern  Mich. Gro. Co., S tu rg is  108.15
A shton Bros. Mill. K a la m a z o o ___ 134.34
Hekiman B iscu it Co., G rand  Rapids 1.00
Ideal D airy, K alam azoo _________  33.00
K alam azoo S torage, K alam azoo __ 7.00
Schultz Cookie Co., So. B e n d ___  14.00
Independen t Oil Co., K alam azoo unknow n
Dr. J . W. B arnebee. K a la m a z o o_35.00
W alte r H ipp, C aliforn ia  __________ 212.00
Joe Gagier. K a la m a z o o ___________  10.00
B ank  of K alam azoo, K alam azoo unknow n
L. J . C rum , K alam azoo __________ 185.00
New B orgess H ospital, K alam azoo 17.00 
K ilians B udget Shop, K alam azoo_17.00

Ju ly  2. W e have to -d ay  received the  
schedules, reference and  ad jud ication  in 
th e  m a tte r  of W illiam  W eninger, B an k 
ru p t No. 4550. The b an k ru p t is  a  re s iden t 
of Plainw ell, and  his occupation is th a t  
of a  s tre e t  c a r  conductor. T he schedule 
show s a sse ts  of $660 w ith  liab ilities  of 
$1,427.73. T he cou rt has w ritten  for funds 
ad upon receip t of sam e th e  first m eeting  
of cred ito rs  will be called.

Items From the Cloverland of Michi- - 
gan.

Sault Ste. ¿Marie, July 7—A sane 
and glorious Fourth was celebrated 
here. No fire crackers and no acci
dents. A grand display of fireworks at 
Brady park in the evening. Afternoon 
sports. Boat races on the river. Ball 
game and many picnic parties, with 
hundreds of tourists to enj'oy the cele
bration, made the glorious Fourth a 
grand success. Much praise is due to 
the various committees in charge of 
the programme.

The 'Robertson Little shoe factory 
has decided to close out their shoe

stock of ready made shoes and com 
tinue the repair department as well as 
made to order shoes.

Thomas Fornicóla has opened a ser
vice station at the forks of U S 2 on 
the hill going out of the iSault. Tommy 
has also built a fruit and vegetable 
stand along the roadside. The other 
two oil and gas stations and the new 
lunch wagon on the opposite side of 
the forks of the road make quite a set
tlement on the corner coming into the 
Sault.

The Waiska Bay resort, located one- 
half mile West of Brimley, has opened 
for the season with furnished cabins 
for rent. The cabins are built of ar
tistically split logs, insulated against 
heat and cold and supposed to be bug 
and fly proof.

The Hotel Islington, known as the 
“Beauty Spot of the Snows,” opened 
for the season last week. This is one 
of the popular dollar dinner places and 
has always enjoyed a large patronage 
among the tourists as well as the local 
people.

The Cedar Inn, at Cedarville, opened 
for the season last week, under the 
same management with H. P. Hossack 
& Co. owners. The Cedar Inn is 
famous for its Sunday duck and 
chicken dinners, and its every day good 
meals, its location facing the water 
front with a fine view of the Les 
Cheneaux Islands makes the Inn one 
of the most delightful places to visit. 
Many of the Sooites as well as the 
neighboring cities enjoy the Sunday 
dinners.

Dr. A. 'D. Roberts, who at present 
is specializing on eye, ear, nose and 
throat in Sault, Ontario, has become 
associated with Dr. T. R. Witmarsh 
in the American Sault. Dr. Roberts is 
a member of the American Board of 
Otolarynology and a graduate of 
Queens University, Canada.

When we get the good roads built 
everywhere, the next thing will be to 
widen them so the automobiles can 
get by the trucks.

The continued warm weather of the 
past week in the Central 'States has 
resulted in a decided increase of Upper 
Peninsula tourist business. It is an 
ill wind that blows nobody good, says 
George Bishop, secretary of the De
velopment Bureau, Marquette. The 
hot wave is driving many Northward, 
and the official count of the State 
highway ferries at the Straits of 
Mackinac should show an increase 
over last year. iMany others are com
ing Northward through Wisconsin 
and the outlook is favorable for a good 
tourist patronage this year.

The Upper Peninsula Development 
Bureau has prepared a third edition of 
30,000 Upper Peninsula lakes and 
streams map, which will be ready for 
distribution this week. The first and 
second editions were snapped up by 
fishermen, hunters and others in many 
parts of the country. The maps show 
more Upper Peninsula lakes and 
streams than any previous map has 
done and they are valuable not only to 
hunters and fishermen, but to prospec
tive buyers of resort and summer 
home sites.

There are men who in church are 
saints, but outside are ain’ts.

Ham Hamilton, of the Pickford 
Grocery Co., was a business caller 
here last week.

William G. Tapert.

Late Business News From Ohio.
Cleveland—Anthony Coleman, mer

chant tailor, 9114 St. Clair avenue, has 
filed a voluntary petition in bankruptcy 
in the U. S. District Court here, listing 
liabilities of $3,207 and assets of $528.

Cincinnati—Joseph W. Otten, 47, 
member of Hanselmann-Johnson Co., 
silk jobbers, died Monday night at 
Christ Hospital, where he underwent 
an operation for appendicitis Friday. 
He had been with the company for

twenty years, serving as credit and 
sales manager. He formerly was pres
ident of the Cincinnati Credit Men’s 
Association, and had also been active 
in the National Credit Men’s Associa
tion.

Youngstown—George L. Fordyce, 
who has been a merchant here since 
1883, when he founded the department 
store bearing his name, died Thursday 
at the age of 70. He had been ill since 
February. Mr. Fordyce had a diversity 
of interests, civic and philanthropic, 
serving for twenty-three years as pres
ident of the Youngstown Hospital As
sociation. He was a director of the 
Ohio Leather Co. and also of the com
bined First National-Dollar Banks.

Youngstown—B. McManus Co. de
partment store, was closed last Satur
day night by order of the U. S. Dis
trict Court at Cleveland. The order 
was signed on application made by Mr. 
Huey, receiver of the business, who 
informed the court that the debtor firm 
is not in a position to ‘make an offer 
of composition and file the proper 
schedules; that the business, because 
of the lack of merchandise, as not been 
conducted at a profit, and it is for the 
best interest of all concerned that the 
store be closed. An order also has 
been filed to audit the books of the 
company.

Uhricksville—David H. Brown, pro
prietor of a clothing store here, is dead.

Assets have been appraised at $68,- 
052, as follows: Stocks of merchandise, 
$23,598; store fixtures, $10,114; ac
counts receivable, $32,000; auto, $350; 
layaways, $409; consignment, $80; Otis 
elevator, $1,500.

Full Measure.
A young Baptist minister in a small 

town had been trying for some time to 
increase the size of his flock, but none 
of his schemes had proven successful, 
so he wrote a letter to a well-known 
bureau of business advice asking for 
suggestions.

Due to a mistake in mailing, the min
ister received in answer a letter in
tended for a manufacturer of gloves. 
The letter read as follows: “In the 
last few months of the business de
pression our reports show that your 
competitors have cut down on operat
ing costs by using a cheaper method 
of finishing the final product. We sug
gest that you continue using the orig
inal method and use this as a selling 
point. Try billboard advertising.”

The day after the young clergyman 
received this letter the town was 
startled to see a huge signboard erected 
in the church yard. On the sign were 
these words:

No Sprinkling
In spite of the depression, this church 

will continue to baptize by complete 
immersion.

Do You Wish To Sell Out! 
CASH FOR YOUR STOCK, 

Fixtures or Plants of every 
description.

ABE DEMBIN8KY 
Auctioneer and Liquidator

734 So. Jefferson  Ave., Saginaw , Mich 
Phone F ed era l 1944.

Make Your Store a Real Drug Store.
(Continued from page 27) 

parently, have never taken the trouble 
to ascertain how little it would cost to 
change an old-fashioned lighting sys
tem to a modern installation of lighting 
units that would not, in a majority of 
cases, consume any more electric cur
rent.

The right kind of local advertising 
may induce the reader’s patronage of a 
drug business once, but if the establish
ment is not inviting and modern in its 
equipment and appointments, the op
portunity for developing the first-time 
buyer’s trading allegiance is much less 
than in the case of the drug store that 
is a conspicuous exponent of progres
sive management among the retail out
lets of its community, be the place a 
small town or a city of considerable 
size.

It is possible to make any drug store 
famous, locally at least, but I want to 
leave with druggists the final thought 
that the service and conduct of the 
store itself has much more to do with 
achieving this result, in the final anal
ysis, than anything that the proprietor 
may say about the business in the 
public print. V. N. Vetromile.

A fool can do more damage in a 
minute than a wise man can undo in 
six months.

The heiress who invests in a title 
doesn’t always purchase happiness.

It is often as well to know how to 
hold your pen as your tongue.

There are certain times when a pret
ty girl doesn’t act that way.

Business Wants Department
Advertisem ents inserted under th is head 

for five cents a word the first Insertion 
and four cents a word for each subae- 
quent continuous insertion. If set in 
capital letters, double price. No charge 
less than 50 cents. Small display adver
tisem ents in th is departm ent, $4 per 
inch. Paym ent with order is required, as 
amounts are too small to  open accounts.

F or Sale o r T rade—B eau tifu l forty -room  
u p -to -d a te  hotel in  N orthern  M ichigan. 
F 'ront door on U.S. 31 and  66; back  door 
on L ake M ichigan harbor. F in e s t hotel 
in M ichigan for m oney invested. F o r 
sm aller hotel in Sou thern  M ichigan o r 
Illinois o r w h a t?  A ddress No. 436, c /o
M ichigan T radesm an ._______________436

FO R SA LE—H otel and  ba th s. B usiness 
estab lished  th ir ty  years. W ill sell lease 
and  fixtures. Reply to  Hamimon B ath  and
H otel. Saginaw . Mich.______________ 431

DRUG STO RE FO R  SALE—The b u si
ness fo rm erly  owned by L. C. C arpen ter, 
of Silverwood, M ichigan. Sm all sto re— 
desirab le  purchase. F o r all p a rticu la rs  
w rite  M rs. E ldora  C lark, G rant, Mich.
•._____________________  432

W anted—To buy or re n t cash m ea t 
m ark e t in good, live village. Give full 
particu lars . F. C. H arlow , 150 Osceola
D rive. P on tiac , Mich.____________  433

F o r Sale H alf P rice—A corner v a rie ty  
s tore . B est tow n in  Southern, M ichigan. 
M ust sell, accoun t poor health . B uyer 
m u s t have a t  le a st $3,000 cash, o r more. 
A ddress Lock Box 252, W aterv lie t, M ich
i g a n . _______________________435

I buy s to res fo r cash—A nd pay  h ighest 
price. Phone, w rite , or w ire M. L. F ish - 
m an, G rand R apids. Mich.___________427

I WILL BUY YOUR STORE 
OUTRIGHT FOR CASH 

No Stock of Merchandise Too 
Large or Too Small 

No Tricks or Catches—A Bona 
Fide Cash Offer For Any Stock 

of Merchandise 
Phone—Write—Wire 
L. LEVINSOHN 

Saginaw , M ichigan
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HARD BLOW FOR CHAINS.

Water Packed and Slack Filled Cans 
Prohibited.

May 17, 1931, brought to the gro
cers’ shelves a new label—one that will 
certainly take some explaining.

Since the beginning of the pure food 
acts, the protection of food products 
has been a great comfort to the busy 
housewife. Now the Government has 
perfected a code of marking that will 
again elevate the packing and marking 
of foods.

It may therefore surprise house
wives to see now occasionally on the 
family grocers’ shelves—peas, peaches 
and pears which bear large labels sur
rounded by broad, conspicuous borders 
and reading: “Below U. S. Standard, 
Low quality but not illegal.”

Naturally the first woman to see this 
radical change will immediately ask 
you if the Government has lowered its 
flag of quality and is allowing any old 
thing to be put up in cans. As a mat
ter of fact, the Government has raised 
its standards—putting the A-l .goods in 
an even higher class, and causing other 
goods that are being palmed off now 
as first quality, to be marked just what 
they are.

When the goods with the new label 
reach your shelves, it will be the first 
visible result of a law that was enacted 
by Congress and approved on July 8,
1930. Its aim is to supplement the pure 
food and drugs act by requiring canned 
goods to be labeled in such a way as 
to tell the housewife whether or not 
the contents are of first or second 
quality. Both qualities must still, as 
formerly, be pure, edible and free from 
harmful substances.

It has been a slow tedious job—get
ting standards fairly arranged. As each 
fruit and vegetable is standardized, the 
canners will have to label their prod
ucts to the satisfaction of all concerned.

The National Canners Association 
has always insisted on a very high 
standard, and from the outlook, the 
new label will give them a substantial 
lift in their endeavors.

This new law was enactedd about a 
year ago, and so far, standards have 
been set for six kinds of fruit and vege
tables: peas, peaches, pears, apricots, 
cherries and tomatoes. Standards for 
the first three went into effect May 17,
1931, and those for the second three 
go into effect on July 26, 1931. More 
will follow as soon as the standards 
can be arranged.

Here is how a standard reads: 
Peaches must be normally flavored and 
normally colored; the halves must be 
normal in shape, uniform in size, ten
der, peeled, mature, unblemished, pitted 
and unbroken; the sugar solution in 
which they have been packed must con
tain not less than 14 per cent, sugar 
by weight. The standardization further 
reads: The amount of fruit in the con
tainer must not be less than two-thirds 
the weight of the amount of water 
which the sealed container holds and 
the halves of the fruit must not be 
smaller than three-fourths of an ounce 
each. A definite standard degree of 
tenderness is also provided, determined 
by the amount of pressure necessary 
to make a small rod pierce the surface

M I C H I G A N

of the fruit under certain conditions.
Of course they very slightly allow 

for imperfect pieces, blemishes, broken 
pieces and excessive trimming.

Fourteen per cent, syrup will make 
some of you grocers smile, for you 
know there has been known cases of 
syrup somewhat diluted. Hereafter the 
label will read “Water Packed 
Peaches.”

Peaches will not bear the new label 
if the can is marked “Whole peaches,” 
“quarter peaches” or “sliced peaches.” 
Color must be designated. Peaches 
having a ragged edge will be exempt, 
providing they are labeled “Freestone.”

Here’s something that will give the 
honest merchant a thrill. The con
tainers must be honestly filled—cans 
not having at least 90 per cent, solid 
pack must be labeled “Slacked Filled.”

The standards for the following are 
about the same as I have just told 
you. Apricots—pears—cherries being
differently rated.

Cherries, it was decided, must be 
stemmed, free from excessive cracks, 
and one ounce or larger in size.

Tomatoes must be normally flavored 
and colored, peeled, cored and trim
med, mature and whole or in large 
pieces.

Peas must be normally flavored and 
normally colored, tender and imma
ture; but it should be noticed, how
ever that the size of the pea is not 
standardized. It is now well known 
that there is a growing tendency among 
canners to pack peas ungraded as to 
size, marking them run of the pod, etc. 
Early peas, or early June peas, are 
peas of early maturing varieties having 
a smooth skin. When they are put in 
cans, “Early peas” are separated by 
the sieve method into various sizes. 
The smallest peas, No. 1, are called 
small peas, or “petit pois.” The next, 
No. 2, “early June extra sifted;” the 
next size, No. 3, are “early June sift
ed,” and the large peas, or No. 4 or 
larger, are simply marked “early June.”

The new bill does not in any sense 
do away with the restrictions already 
imposed by the pure food and drugs 
act; they continue as before.

Food bearing the new labels is just 
as pure and nourishing as it always 
was, but on account of the new mark
ings, should certainly cause a differ
ence in price. This will appeal to the 
thrifty housewife who wants certain 
foods for salads, etc., and naturally 
doesn’t care whether she gets them 
whole or in pieces.

Next year cherries, beans, corn, rasp
berries, loganberries, blackberries, and 
strawberries will be subject to this new 
regulation.

Mr. Grocer: For a number of years 
past our favorite topic of contention, 
regarding the chain store was water 
packed goods—slack filled cans—poor 
quality—improperly marked quantities, 
etc. It looks to me as if this new law 
will positively eliminate every one of 
the above headaches—and should make 
a material difference in some of their 
prices. That is, it should force them to 
ask a fair price for a fair product, and 
positively make them tell the public 
just what they are getting for the 
price they are asking.

Paul Fowles Benton.

T R A D E S M A N

MEN OF MARK.

H. W. Bervig, Secretary Michigan Re
tail Hardware Association.

At a meeting of the board of direc
tors of the Michigan Retail Hardware 
Association, Harold W. Bervig was 
elected secretary to succeed the late 
Arthur J. Scott. He will assume the 
duties of the office Aug. 15. The loca
tion of his headquarters will be de
cided later by the directors.

Harold W. Bervig was born and 
raised in North Dakota. When four
teen years old he started working in 
a hardware store after school and dur
ing vacations. He was successively 
tinner’s helper, salesman, buyer and 
manager. In 1916 he bought an inter
est in a hardware and furniture store 
in Souris, North Dakota. Two years 
later he and his partner opened a 
branch store.

The fall of 1920 he sold his interest 
in the main store, retaining his inter
est in the branch until 1928.

In December, 1921, he was employed 
by the National Retail Hardware As-

H. W. Bervig

sociation in the Store Management 
Service Department. In this work he 
has done special service work in more 
than thirty states and traveled about 
10,000 miles annually.

Most of the time, however, he has 
been in the National headquarters of
fice specializing in management prob
lems, business analysis and control, in 
which work he has made more than 
1,500 special analyses and spent much 
time in designing and perfecting dis
play fixtures for hardware stores. He 
has also done much work with special 
merchandise studies.

In the last year, in addition to other 
duties, he has acted as secretary of the 
Louisiana Retail Hardware and Imple
ment Association.

In writing the Tradesman regarding 
his new position, Mr. Bervig makes the 
following predictions:

“I look upon my connection with 
the Michigan Retail Hardware Associa
tion as one offering unusual facilities 
for productive work. I believe that, 
with the application of scientific meth
ods of merchandising, the hardware 
industry can continue to grow in power
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and influence. I believe in the in
tegrity of the hardware, retailer, in his 
prospects for the future and in his im
portant position as a supplier of mer
chandise in his community.”

Kind of Merchants Railway Employes 
Patronize.

A Michigan merchant who asked 
that his name be withheld writes the 
Tradesman as follows;

I see by the Tradesman that at the 
regular meeting of the Chamber of 
Commerce of Durand a committee was 
appointed to confer with a representa
tion from the retail organizations rela
tive to shipping by truck or rail, and 
recommended that letters be sent mer
chants requesting that rail service be 
used wherever possible in place of 
trucks.

This is all very well, so far as it 
goes, but it does not go far enough 
because it does not commit the rail
way employes to any line of action. 
Where do the latter buy their sup
plies? At the chain stores. How 
silly it is for the railway men to ask 
the independent merchants for help, 
when they never patronize the inde
pendents if there is a chain store in 
their town. It is a case of smiting the 
hand which feeds them.

Gabby Gleanings From Grand Rapids.
William Berner, local manager Lee 

& Cady, is spending the week at the 
Northern Michigan resorts.

This is the week the grocery sales
men are taking their usual summer 
vacation.

S. A. Morman has sold his interest 
in the firm of S. A. Morman & Co., 
builders supply dealers, 5 Perkins 
building, to Wm. B. Steele and Martin 
P. Lowerse. The new owners will 
continue the business under the same 
firm name.

Uncle Louie Winternitz, who has 
been living in San Diego for the past 
two y^ars, has returned to Chicago 
and will spend the summer at Charle
voix and Lament. His health is ex
cellent.

Hides and Pelts.
Green, No. 1 _____________________ 03
Green. No. 2 _____________________ 02
Cured. No. 1 ______________________ 04
Cured, No. 2 ______________________ 03
C alfskin, Green, No. 1 _____________ 08
C alfskin, Green, No. 2 ______________ 06%
C alfskin, Cured, No. 1 _____________ 09
Calfskin, Cured. No. 2 ______________ 07%
H orse. No. 1 ________________________ 2.00
H orse. No. 2 ________________________ 1.00

Pelts.
Sheep ----------------------------------------- 10(3)40
S hearlings _____________________ 5@10

Tallow.
Prim e _______________________________ 05%
No. 1 ------------------------------------------------ 04
No. 2 ________________________________ 03

Wool.
U nw ashed, m edium  __________________ @20
TTnw ashed, re jec ts  ___________________ @15
U nwashed, fine ____________________ @15

. Two phases of merchandising are 
being discussed by the business spec
ialists of the Government as they find 
them practiced in the field. One is the 
attempt to get business at any price 
and by almost any means, and usually 
at the expense of one of the factors of 
distribution. Many of the present 
problems can be traced to this form of 
selling. The other phase is the selling 
of goods on policies and plans that 
assure to every factor of distribution 
a fair prpfit, and there is an abundance 
of evidence to indicate that all success
ful business in the future will be sold 
on this basis.


