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Over Half Your Sales
In your own store over half your sales are of things at 25 

cents and down.

And for general merchandise to retail at 25 cents and down—
WE ARE H E A D Q U A R T E R S.

That is not merely a claim, but a FACT accounted for by the 

Butler Way of buying, selling and operating.

And the PR O O F of that statement is the net prices in plain 
figures on our sample floors in twelve cities and in our monthly 

catalogue.

Can you AFFO RD not to examine the proof— not to consider 
supply headquarters for what constitutes more than half your 

own sales?

See our sample displays in market. And through our current 
catalogue see “the market” in your own store.

Write for that catalogue now. No. F. F. 870.

B U T L E R  B R O T H E R S
Exclusive Wholesalers of General Merchandise

NEW  YORK CHICAGO ST. LOUIS MINNEAPOLIS
Sample Houses: Baltimore, Cincinnati, Dallas, Kansas City, Milwaukee, Omaha. San Francisco. Seattle



Two Rare Bargains in 
Light Auto Delivery W agons

Fifty other cars all makes and 
models, $75.00 and up. I give 
a good square deal.

MY SPECIALTY, USED AUTOS

51 BUICK—Chain drive. 1906 model F. equipped with 
enclosed body, plate glass sides and piano finish. Deliv­
ery body, cost 1300.00. also touring car body (5 passenger! 
with top. Paint and tires in excellent condition. Cost, 
complete, about $1,600. Price. $690 00.

S. A. DWIGHT
172-174 N. Ionia St., Grand Rapids

49 D U ER H igh W h ee l D elivery  W agon—1909 model. 
2 cyl.. 16 H. P.. air cooled w ith top for grocer delivery. This 
machine is in excellent condition and has wonderful power, 
cable drive, and is very practical for anything but the 
deepest sand. Cost $800.00. P rice, $490.00.

Built on Proven 
Principles

I'WENTY YEARS ago a new industry 
was established by The Computing 

Scale Co., of Dayton, Ohio. They were 
the founders and pioneers in the manu­
facture and sale of the now famous DAY- 
TON-MONEY WEIGHT Scales. During 
this time they have experimented and de­
veloped scales on all the known principles 
of scale construction, but the one crown­
ing glory of their efforts is the DAYTON- 
MONEYWEIGHT AUTOMATIC.

Stands the Test of Years of Service
We have subjected our scales to the most rigid and sev e re  tests to ascertain if pos­

sible any weaknesses or faults in construction. They have been exam ined and approved 
by scientists of w orld  renow n; by Federal. S tate and Municipal officials, and. best of all. 
by the thousands of progressive m erchan ts  in all parts of the world.

Our factory recently made a test of one of our stock scales. A 10-lb. weight was 
automatically placed on and off the platform until a weight representing fo rty  years  of 
actual service was registered. Each day th e  C hicago D eputy  Sealer tested  th e  scale to  
its full capacity . The final test showed the scale in as perfec t con d itio n  as the first.

No Cut-Down-Pivot in Our Automatic Scale
There are no parts of our scales subject to unnecessary strain or wear. If. after years 

of constant service, some part of our scale m igh t show a little wear, it would not affect the 
accuracy or sensitiveness of the weight or value indication.

Be sure to get our exchange  figures if you have old or unsatisfactory computing 
scales on hand which you would like to trade in as part paym en t on new ones. Send for 
our illustrated, descriptive circular of our latest computing scale.

The Computing Moneyweight Scale Co. Direct Sales
Scale Co. 58 N. State St., Chicago Offices in ah
Dayton, Ohio G rand Rapids O ffice. 74 So. Ionia St. Prominent Cities

Please mention Michigan Tradesman when writing

IF
You can save the salary of a bookkeeper, collection clerk, “ Loads of Time,” 
eliminate all mistakes and disputes WITH ONE WRITING, in the American 
Account Register System, wouldn’t you investigate its merits?

IF
In addition it prevents any article from leaving your store without being 
charged, keeps each account posted right up to the last purchase and ready 
for immediate settlement?

IF
Each year It saves you from losing hundreds of dollars, wouldn’t it pay you 
to write us today and let us give you full particulars? Address

The American Case & Register Co.
Salem, Ohio

Detroit Office, 147 Jefferson Ave., J. A. Plank, G. A. 
Des Moines Office, 421 Locust Street, Weir Bros., G. A.

Snow Boy keeps moving o u t-P ro fits  keep coming in
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S ta rt y o u r Snow  Boy s a le s  a'm oving  
The way they grow will makeyourfriendssit upand take notice

Ask your jobbers
Salesman

Lautz Bros.S Co. 
Buffalo,NY.
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SP EC IA L  F E A T U R E S .
Pa«e.

2. D e tro it B u tte r  an d  E g g s M ark e t.
4. N ew s of th e  B u sin ess  W orld .
5. G roce ry  an d  P ro d u ce  M ark e t.
6. A d v e rtis in g  is a  S cience.
8. E d ito ria l.
9. T o b acco  in N ew  E n g lan d .

10. S hoes.
12. W o m a n ’s  W orld .
14. B u tte r ,  E g g s a n d  P ro v is io n s .
15. W in n in g  th e  F a rm e rs .
16. T r u th  in B u sin ess.
18. D ry  Goods.
19. M erch a n t’s S u rp lu s .
20. S to v es  an d  H a rd w a re .
22. W indow  T rim m in g .
23. A fte r  th e  D ay ’s W ork .
24. T h e  C om m erc ial T rav e le r .
26. D rugs.
27. D rug  P r ic e  C u rre n t.
28. G ro ce ry  P r ic e  C u rre n t.
30. S pecial P r ic e  C u rre n t.

THE COUNTRY BRED.
It would seem that even the lower 

animals need the invigoration of 
country life to develop their best 
physical existence. An exchange 
states that the gray squirrels of Cen- 
tral Park have so deteriorated 
through inbreeding and over-eating 
that a reinforcement from the woods 
of Vermont has been found neces 
sary. The public have been so kind 
to them that it has fostered indolence 
Peanuts and candy have come so free 
ly that the recipients have become 
lazy, and, in fact, have lost the way 
of self-sustenance, and when this 
surfeit is cut short by the proper au 
thorities the woodland wards are 
helpless.

It has been pretty much the same 
among boys, ever since history be 
gan. The fresh blood came from 
the country. The white-haired Gree 
ley, trudging as a boy with his bun 
die slung on the end of a stick which 
he carried over his shoulder, was not 
at all prepossessing when he started 
in city life; but he soon proved that 
he had the perseverance and determi 
nation which wins.

Yet if the praise is on his side 
there may be a pathetic aspect in the 
life of the lad who has never had 
his chances; who has been petted all 
his life; who has not gained physical 
perfection through the fresh air and 
the tussle with calves and colts. The 
country boy has learned to be re 
sourceful. He may not know the ins 
and outs of life in the city, but he 
does know how to adapt himself to 
a variety of conditions. His work 
in a certain way routine, and yet 
has alw'ays a greater variety than 
that of the newsboy or message bear 
er. He may not have so many pen 
nies at his command, but they are 
all gained by honest work, and he 
knows just how they came. He may 
be “fresh,” but he is at the same 
time vigorous. He and the city lad 
should be able* to even up, to join 
forces and each be the stronger 
the partnership.

IN T E R E ST A T  HOME.
A party of teachers, after consult­

ing various guide books and their

own purses, one summer resolved to 
make a pedestrian trip in their own 
county. The result was highly sat­
isfactory. They feasted on country 
delicacies in their freshest state, en­
joyed the pure air and the exercise 
which was at all times within their 
own control. They found in their 
-Own neighborhood many interesting 
features the existence of which was 
before unknown to them. They 
proved conclusively that if the true 
vacation spirit is present and one gets 
away from the scenes of work he can 

ave a good time, no matter where he 
placed.

For those who find it difficult to 
drop the work for a week or two it 

ould be well to commence early 
and get the choice spots within reach 
located, and take them up one at a 
time as time and circumstances per­
mit. It is always to be noticed when 
you make some special trip to a dis­
tance that those in the vicinity ot the 
attraction may know or care very 
little about it. Ask the Niagara resi­
dent about the Falls and he is lia­
ble to tell you that he pays very 
little attention to them. Ask in the 
ricinity of some historic spot of in­
terest for its exact location and you 
may be met with the stare of ignor­
ance that such a thing exists. This 
is all suggestive that places and 
things, as well as people, may not be 
without honor save in their own 
country.

An industrial plant which you pass 
daily may not have a prepossessing 
exterior, and yet within gives some 
lessons of real interest. The coun­
try around may seem tame because 
you do not know it in its diversity 
to surface and seasons. There may 
be historic spots going down to ob­
livion throught lack of a protecting 
hand. Look up your own neighbor­
hood before sighing because you can 
not go abroad. It will surely yield 
some pleasant surprises.

known man went to a hair dresser for | 
treatment of the scalp. Her hair 
was caught up by celluloid combs, 
and one of them presumably ignited 
from the spark of the electric ma­
chine. Instantly her hair was in 
flames, and but for the presence or 
mind of her mother, who threw a 
cloak over her head, the hospital biil 
would have been cut out and that ot 
the undertaker substituted.

If you are called upon by the pub­
lic demand to handle these goods, at 
least impress upon the minds of your 
customers their true nature. Warn 
them what may happen through their 
use. This is only just. They will 
thank you in the end and even if 
there are fewer sales of the ques­
tionable beauties, something else will 
take their places. You know not 
what danger the wearer is subject­
ed to in case of an outbreak of fire 
which may come any time, in the 
home or in the public gathering, am; 

I you do not want to make sales badij 
enough to risk the thought of acci­
dent being traced to your hands.

PLANS FOR TH E MERCHANTS

Bayers WxE Be Entertained in Jane— 
Trade Excursion Laser, 

j The Wholesalers’ Committee ot 
the Board of Trade, We . B. Ho&iea. 

[Chairman, met at Bauman » Wednes­
day evening to discuss plans for the 

[coming season and to start things 
going. At the recent meeting of the 
wholesalers and jobbers it was decid- 

| ed to give a Merchants' Week enter- 
I tefcinment to iieKvc tiic stsusfci Mi" 
! nuai Trade Extension Excursion, an*i 
I the purpose of the Committee meet- 
ling was to begin the preparations 
The Merchants' Week Festival, it was
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DANGER FROM CELLULOID.
Perhaps if the public generally 

were more fully warned regarding 
the nature of celluloid there would be 
fewer casualties through its use. Of 
course every one knows in a way that 
it is inflammable; but not every one, 
no, not one in ten, is aware of the 
degree of inflammability. It is made 
of gun cotton, a highly explosive 
product, and while so made as to 
closely resemble tortoise shell, ivory 
and coral at but a small faction oi 
the price charged for the genuine ar 
tide, it seems bound to retain its pop 
ularity. Yet the danger which those 
who use the beautiful combs, boxes 
and toilet articles take the chances of 
incurring are scarcely calculable.

Recently a narrowly escaped fatal 
ity in New York came about through 
this source. The daughter of a well

THE TALE OF A TOE.
Dan Cupid is a curious little 

and his ways are deep and v 
He will get his work in whet 
east expects it, and circuitous 

subterranean routes are no pi 
to him. A story is going the r  
to the effect that a bowler in a 
some weeks ago dropped a heav 
on a lady's big toe, and whil 
lady had to be assisted to her 
as her injury was severe, the 
man was courteous, apologet 
extremely attentive, as any 
man should be to a lady unde 
lar and all circumstances. As ; 
dence of his sorrow and deep i 
in the wounded foot, the bowh 
ed frequently at the injured 
house, which was all within the 
bounds of propriety, as well as being 
particularly pleasing to the victim 
The toe got better, but in order to 
make sure the gentleman bowler 
took the victim for a walk—nothing 
more Now the lady has her heart 
in a sling instead of her toe, and 
the bowler has bowled her over. Now. 
there is an example in this case, and 

! it clearly points the way for other 
¡big toes to go. Ladies with big toes 
might take them to a bowling alley: 
that is the place now, and after that— 
well, after that, the wedding bells 
may ring out great joy, and the maid, 
the minister and the man will do the 
rest.

Nothing amuses the average man 
more than to have some woman be­
lieve she is bossing him.
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Detroit Produce Market Page
Detroit Butter and Egg Market.
Detroit, April 10—Butter receipts 

are 116. The tone, is steady. Extra 
creamery, 21c; first creamery, T.»c 
dairy, 16c; packing stock, 13c.

Eggs—Receipts are 1,844 1 he tone
is steady. Current receipts, 16.

The market is barely steady. Buy - 
ers are holding off and receipts are in 
excess of requirements. W ith warm 
er weather storage will become active.

Schiller & Koffman. 
Members Detroit Butter & Egg Board.

Better Prices For Better Eggs.
At one of the recent annual con­

ventions of the Michigan Carlot But­
ter, Egg and Poultry Shippers' Asso­
ciation this body adopted as its slo­
gan: “Better Prices for Better Eggs.'' 
At the time several thousand circu- | 
lars were distributed throughout the 
country, pointing out the benefits de­
rived if all concerned would help to 
get the eggs to the consumer as 
quickly as possible. This circular 
urged the farmer to gather his eggs 
daily and the merchant to ship his | 
eggs as soon as possible.

These all had their good effects, 
but in these days of keen competi­
tion were easily lost sight of. The 
importance of handling eggs speedi­
ly can not be over-estimated. Es­
pecially in warm weather is this true, 
and it is at this time that country 
merchants are inclined to be careless. 
In some states very strict laws have 
been enacted prohibiting the sale of 
any but fresh or merchantable eggs. 
This means that if a dealer sells a 
crate of eggs and one egg is bad 
that he is liable to conviction. Coun­
try dealers should be careful in buy­
ing eggs. Do not pay the price of 
fresh eggs for rotten ones. See that 
you take in nothing but fresh eggs. 
Then you will be able to get a bet­
ter price for what you sell and in 
turn pay a better price to the farm­
er. However, be sure to ship noth­
ing but the good eggs. Take out the 
bad ones before you pack them ready 
to ship. The freight is just as high 
on bad eggs as it on good ones, and 
the bad ones are worthless when they 
arrive in the city.

In these days of agitation every­
one should co-operate to make the 
passing of annoying laws unneces­
sary. At the present time a bill is 
before the Legislature at Lansing to 
limit the duration of keeping but­
ter, eggs and poultry in storage. 
Good eggs put in storage in April 
will be good when taken our during 
the winter months if they are proper­
ly kept. As the storage houses are 
conducted along scientific lines there 
is very little trouble in keeping eggs 
properly. If eggs come out of stor­

age in a reasonable time and are in 
poor condition the chances are that 
they were in poor condition when 
they went in, which is only brought 
about by careless handling.

It all concerned would co-operate 
to “ship the eggs fresh,” there wrould 
be little necessity for these discrim- I 
inating laws.

Educating the Grocer.
Education, in the sense that it is 

applied to the grocery business, 
means knowing everything that can 
be learend that pertains to the pro­
fession of feeding the public. It 
means attention, and strict attention, 
to the details. There is no doubt hut 
that the grocers of to-day are better 
business men than those of yesterday, 
and those of to-morrow ought to 
show r. big improvement over all.

But how many young grocers—not 
the old wrar-horses who have been “in 
college,” as it were, all their lives, 
acquiring the knowledge that has 
made them successful—can tell the 
average person how dried fruits are 
prepared, how they are grown, what 
the different varieties are, etc.? How 
many can tell of the processes 
through which canned vegetables go 
before they are ready for the table? 
How many can figure their cost of 
doing business and their percentage 
of profit or loss? Comparatively few.

You may say this knowledge is not 
necessary. True, it is not informa­
tion that is asked for every day by 
your customers, but it is the train­
ing you get that makes it valuable— 
the desire to master all the details of 
your business, or profession, if you 
please. To make an unqualified suc­
cess it is not enough to know that 

j you are holding your own—you 
ought to know just exactly what 
you are making or losing. You must 
know the details—the fine points.

If you are a clerk you should de­
vote every minute of your time to 
assimilating useful information—if 
you become the possessor of a store 
you will find that every moment 
spent in that way will repay you a 
hundredfold. If you are a beginner 
the same thing applies to you—you 
will be able to stay in business. 
Make every day a school day, study 
your business, and, in the end, you 
will master it instead of having it 
master you. Learn from the sales­
men who call on you, take lessons 
from the advertisements you read, 
ask questions every time you get a 
chance and read your trade paper 
through and through, and you will 

j get an education that will enable 
you to make money from your sales.

McDonnell Brothers Co.
Highest Price for Eggs 

Send for Our Weekly Offer 
A Postal Brings It. Address

Egg Dept. McDo n n e l l  b r o t h e r s  c o .
35 WOODBRIDGE ST. W EST DETROIT

Cash Butter and Egg Buyers
HARRIS & THROOP

Wholesalers and Jobbers of Butter and Eggs
777 Michigan Avenue, near Western Market—Telephone West 1092 

347 Russell Street, near Eastern Market—Telephone Main 3762 
DETROIT, MICH.

E S T A B LISH ED  1891

F. J. SCHAFFER & CO.
BUTTER, EGGS AND POULTRY

396 and 398 East High Street, Opposite Eastern Market 
AMocHtte Houses [ M S: Detroit, Mich.

L. B. Spencer. Pres. F. L. Howell. Vice-Pres. B. L. Howes. Sec'y and Treas.

SPENCER & HOWES
Wholesale and Commission Dealers in Butter, Eggs and Cheese

26-28 Market Street, Eastern Market 
Branch Store, 494 18th St., Western Market

t e l e p h o n e s  | ̂ ty *  « ü  Detroit, Mich.

BUTTER. EGGS COLD STORAGE
CHEESE. FRUITS AND FREEZING
PRODUCE O F ALL KINDS ROOMS
Office and Salesrooms. 34 and 36 M arket St. 435-437-439 W inder S t.

R. HIRT, JR.
WHOLESALE FRUITS AND PRODUCE

PH O N E S  (' Main 5826 DETROIT, MICH.

Egg Cases and Fillers
Direct from Manufacturer to Retailers

Medium Fillers, strawboard. per 30 doz. set. 12 sets to the case, case 
included. 90c.

No. 2. knock down 30 doz. veneer shipping cases, sawed ends and 
centers. 14c.

Order NOW to insure prompt shipment. Carlot prices on application.

L. J. SMITH :: Eaton Rapids, Mich

How do you like to trade at a store 
' where they are stingy? W e do printing for produce dealers Tradesman Company 

Grand Rapids

SCHILLER & KOFFMAN Detroit, Michigan
We buy EGGS, DAIRY BUTTER and PACKING STOCK for Cash

Give us your shipments and receive prompt returns. W ill mail weekly quotations on application.
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What Other Michigan Cities Are Do­
ing.

W ritte n  fo r th e  T rad e sm a n .
The Improvement Association of 

Sturgis will hold its annual meeting 
and banquet April 26.

Reed City rejoices over the fact 
that Horner’s new flooring mill will 
soon be in full operation.

Boyne City has adopted the slo­
gan, “The City of Opportunities.”

The Cadillac Board of Trade is 
considering plans for securing candy 
and chair manufacturing concern.-; 
Cadillac is also assured of a new court 
house, costing $500,000, the bonding 
proposition having carried at the re­
cent election.

Separation of grades is now one of 
the live issues at Kalamazoo, and at 
a recent meeting with Michigan Cen­
tral officials that road indicated it; 
willingness to co-operate with the 
city. The estimated cost of track ele­
vation by the Michigan Central in 
that city is $2,000,000.

The Saginaw Board of Trade will 
hold its annual meeting May 2. The 
Board will appoint a Committee on 
Foreign Trade, in view of the grow­
ing export business of local manu­
facturers.

Grand Haven rolled up a big ma- i 
joritv for good roads at the recent | 
election in Ottawa county.

Kalamazoo voted for the Bardeen 
franchise, which is an important step 
towards the opening of an electric 
road between Kalamazoo and Grand 
Rapids within two years.

Charlotte has voted to issue bonds 
for securing new industries.

The Bauer Metal Body Co. is 
closing up its business in Detroit 
preparatory to removal of the factory 
to Big Rapids.

Benton Harbor has granted the 
Benton Harbor & St. Joseph Railway 
Co. a four years’ extension of fran­
chise and the company promises to 
build an electric line to Dowagiac.

It is stated that actual work in con­
struction of the interurban road from 
Kalamazoo to Grand Rapids, via Ot­
sego, will begin within ten days. Sur­
veyors are at work.

Lady Maccabees of the State will 
swarm in Port Huron April 26 
and 27.

Manistee has adopted an ordi­
nance which provides that “groceries 
exhibited outside of stores shall be 
protected from flies by a screen.”

Kalamazoo is entering upon a “city 
beautiful” campaign, under direction 
of the Commercial Club, the Civic 
Improvement League and the Park 
Commission.

Eaton Rapids has a beauty spot in 
Island Park in Grand River, which 
has been turned over to the G. A. R. 
Post. The city has appropriated 
funds to build a concrete curb 
around the island.

Marquette is sure of a prosperous 
summer. The improvement- planned 
there include an ore dock costing 
$1,200,000, extension of the break­
water, development of a water power 
plant on the Carp River and the 
building of a municipal dam on Dead 
River.

Jackson is wet again, but under the 
new law is limited to thirty-two sa­

loons, while there are more 1 
hundred applicants for red car 

The Lake county rail at R 
has been condemned ten times 
County Board of Jail Inspect«* 
five times by the State Board o 
rections and Charities. Still 
recent election the propositi 
build a new jail was defeated, 
win is now enquiring, “What 

Almond CJiri

Ban on Homogenizing. 
The United States Board ot 

and Drug Inspectors has sen 
the following bulletin of inter 
ice cream manufacturers:

Investigations have shown 
{there has lately come into use 
I trade an apparatus known 
[‘homogenizer,’ which has the 
(of so disrupting the globules 
j that a whole milk homogenize 
(not permit the separation 
cream through the ordinary 

[methods. In like manner hm 
[other fat and skimmed milk 
through the homogenizer & 
product from which the butt« 

[ not separate on standing and 
I resembles in its other physics 
[ acteristics whole milk

“investigations have further 
that butter and skimmed m 

[passed through the homogen 
[ form a so-called 'cream. wr 
j used in place of real cream 
[ manufacture of ice cream

“The Board is of the opmi< 
skimmed milk and butter fat 
propriate proportion- passed; 

I the b- mogenizer are not ear

mg to t 
CMTCSCîlf. 
tlte Cflf! 
from a 
meet mf

To Destroy tie y o m e s n e

Dandelion Brand Profits
The profits from Dandelion Brand Butter Color are steady, sore profit*.

You never have to push Dandelion Brand, ft sells itself.
More than 90% of the buttermakers of the country use i t—and it only.

Dandelion Brand Butter Color
gives the true June shade. It never turns rancid.

Stock up with this staple now.
We guarantee that Dandelion Brand Butter Color is purely vegetable and that She 

use of same for coloring butter is permitted under all food laws—State and National.

Wells & Richardson Co.
Burlington, Vermont

Manufacturers of Dandelion Brand Batter Color
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Movements of Merchants.
Paw Paw—Work is being started 

on the new pickle factory.
Bendon—E. Look has purchase-1 

the grocery stock of A. Allen.
Elsie—John D. Oren will open a 

hardware store in the Hasty build­
ing.

Hesston—W. R. Humphrey has 
sold his stock of groceries to L. Bry- 
erly.

Brice—J. Hi Fockler has sold his 
stock of goods to the Stonebrook 
Bros.

Durand—H. Badgley has accepted 
a position as clerk in Mills’ gro-

Dowagiac—Oscar Burch has pur­
chased Mr. O'Neil's interest in the 
firm of Belton & O'Neil, implement 
dealers.

Kalamazoo—The Williams & Ham- 
acher Co. have taken over the stock 
and business of the W. W. Olin & 
Son's store.

Vicksburg—H. H. Ten Eyck, of 
McBain, has rented Mrs. E. C. Bish­
op’s building, where he will operate 
a variety store.

Benton Harbor—Geo. D. Avery 
has been elected Cashier of the State 
Savings Bank to succeed Wm. E. 
Marsh, resigned.

eery.
Reading—The Reading flour mill 

has been sold to C. W. and K. FI. 
Hawk.

Mendon—Ed. Riley has purchased 
a half interest in the Hadley meat 
market.

Mendon—Ed. Riley has purchased 
a half interest in the Hadley meat 
market.

Pontiac—John Humphries' new ci­
gar store and pool room is now open 
for business.

Middleton—Fred Ennis has sold 
his harness shop to Bert Gilbert, of 
Carson City.

Manistee;—M. Klessen will open a 
casli and credit clothing store at 312 
River street.

Freeland—Hartley & Schwienberg 
have sold their stock and building to 
Mr. Fenwick.

Kalamazoo—Rollin A. Sprague is 
the new proprietor of the Sprague 
IT ardware Co.

Drenthe — George Bredeweg has 
sold his store and six acres of land 
to Bert Ter Haar.

Beulah—E. Cook has purchased the 
Allen grocery stock and moved into 
the Hankenson store.

Mt. Pleasant—Edwin Klump and 
Otto Wissbeck have purchased a 
drug store at Harbor Beach.

Plainwell—J. H. Clement has pur­
chased the dry goods stock and fix­
tures owned by S. B. Smith.

Luther—N. E. Weston, of Rock­
ford, has purchased the stock of the 
Cummings House Furniture Co.

Durand—C. C. Garnet, of Walker- 
ville, has opened a variety and racket 
store in the Harrington building.

Middleton—O. S. Almack has sold 
his hardware to John Crismore, of 
Lansing, and Fred Bolyard, of this 
place.

Bay City—Frank J. Buckley, mana­
ger of the Gustin, Cook & Buckley 
Co., will take an extended trip for his 
health.

Marshall—Earl Nichols will soon 
open his new grocery. He will han­
dle the “Chef” brand of canned 
goods.

Three Rivers—C. De Reamer, who 
purchased the Major & Steninger 
grocery Feb. 1, died last week from 
an attack of pneumonia.

Bancroft—Mrs. W. J. Conklin 
opened her millinery store April S. It 
is under the management of Miss 
Hazel Clarke, of Saginaw.

Roth bury—Wm. R. Dennis has 
sold his stock of merchandise to A. 
A. Longnecker, and he will open a 
hardware and implement store.

Albion—Birney Ludwig, of Port­
land, is thinking of purchasing a 
stock of goods and engaging in the 
general merchandise business here.

Three Rivers—The Three Rivers 
Mercantile Co. has opened its new 
store with a complete, well arranged, 
well selected and seasonable stock.

St. Johns—Geo. - H. Chapman has 
opened a factory for the manufac­
ture of fancy and kitchen aprons. He 
will add women’s other apparel later

Durand—S. S. Fraser has sold his 
stock of groceries to Arthur Lamb, 
the latter having sold his interest in 
the Mills & Lamb store to Mr. 
Mills.

Detroit—The Grainger-Hannan Co. 
and John Kay & Co., the two leading 
jewelry firms, have combined under 
the style of the Grainger-Hannan- 
Kav Company.

Fosters—The Farmers’ Mercantile 
Co. has engaged in business with an 
authorized capital stock of $10,000, ail 
of which has been subscribed and 
$2,000 paid in in cash.

Frankfort—The Frankfort Electric 
Light Co. has been incorporated with 
an authorized capital stock of $20,000. 
of which $15,000 has been subscribed 
and $4,000 paid in in cash.

Kalamazoo—William Scott Cook, 
of Grand Rapids, has accepted the 
position of city salesman for Lemon 
& Wheeler, wholesale grocers. Mr. 
Cook has been associated with the 
main office of this company at Grand 
Rapids for several years and is con­
sidered one of the best and most ex­
perienced grocery salesmen in the 
business.

Kalamazoo—Fred R. Eaton, for 
nine years an employe of the Kala­
mazoo National Bank has been pro­
moted to Cashier to take the place 
of Harry den Bleyker, who recently 
resigned.

Reading — John Wormley, who 
bought the opera house block early 
in the winter, has sold the property 
to L. J. Orr. The deal also includes 
the equipment and fixtures of the 
billiard hall.

Fowlerville—C. W. Copeland and 
Claude Goodrich have purchased the 
grocery and shoe business of W. H. 
Rector & Co., and will continue the 
business under the name of Copeland 
& Goodrich.

Fenton—H. S. Hoover and son 
have purchased the hardware stock of 

| the O. H. Wilcox Co. Mr. Wilcox 
and family will move to Detroit, 
where he has accepted a position 
with the Gleaners.

Detroit—The Riverside Storage & 
Cartage Co. has merged its business 
into a stock company under the same 
style, with an authorized capital 
stock of $150,000, all subscribed and 
paid in in property.

Jackson—Frank D. Bennett and 
son, Frank T., have withdrawn from 
the Schmid Chemical Company. Peter 
Keyzer has also severed his connec­
tion with the concern and taken a 
position in the Todd drug store.

Howard City—Fred O’Boyle, who 
has been in the employ of R. Perry 
here as a meat cutter for several 
months, has resigned and is sue 
ceeded by Ora Feller. Mr. O’Boyle 
has opened a meat shop in Coral.

Hastings—W. H. Stebbins has 
rented his new double store to 
Frandson & Keefer, for a period of 
ten years, who will occupy it August 
1 with a new stock of dry goods, 
ready to wear .goods, rugs and car­
pets.

Marshall—The Simons-Leedle Co. 
has engaged in business to carry on 
a general heating business, furnaces, 
mantles, grates, etc., writh an author­
ized capital stock of $15,000, of which 
$10,100 has been subscribed and paid 
in in cash.

Laingsburg—McLaughlin & Ward, 
the Jackson men who own several 
elevators throughout the State, have 
sold their plant here to Seymour 
Piatt, Albert Walker, E. B. Wilcox 
and Ernest T. Lee. They will take 
possession June 1.

Negaunee—A. H. Gribble, travel­
ing salesman for Longyear & Hodge, 
diamond drill contractors, has resign­
ed to accept a position with the 
Marshall-Wells Hardware Company, 
of Duluth, as its representative in the 
Copper Country.

Lacey—A new company has been 
organized to engage in the telephone 
and messenger business under the 
style of the Lacey Mutual Telephone 
Co., wdth an authorized capital stock 
of $4,000, of which $400 has been sub­
scribed and paid in in cash.

Reed City—Holmgren Bros, have 
been making further improvements to 
the interior of their store by moving 
their shoe stock to the front and the 
groceries to the rear. They have re­
arranged their dry goods stock and 
the whole presents a very neat and 
inviting appearance.

Mt. Morris—Cashin & Lawrence, 
hardware dealers, have merged their 
business into a stock company under 
the style of the Cashin Hardware Co., 
with an authorized capital stock of 
$5,000, all of which has been subscrib­
ed and $3,250 paid in in cash.

Houghton—R. B. Lang, dealer in 
dry goods, etc., has merged his busi­
ness into a stock company under the 
style of the R. B. Lang Dry Goods 
Co., with an authorized capital stock 
of $40,000, all of which has been sub­
scribed and paid in in property.

Port Huron—The Port Huron 
Packing Co. has engaged in business 
to deal in live stock, dressed meats 
and by-products, farm produce, ice, 
etc., with an authorized capital stock 
of $75,000, all of which has been 
subscribed and $8,000 paid in in cash.

Dryden—J. W. Lang, conducting a 
general store, has merged his business 
into a stock company under the style 
of the J. W. Lang Mercantile Co., 
with an authorized capital stock of 
$3,000, of which $1,800 has been sub­
scribed and $1,600 paid in in prop­
erty.

Ann Arbor—Miss Bertha E. Mueh- 
lig, for the past fifteen years with 
the B. St. James Dry Goods Co. and 
previously with the Bach & Roach 
Dry Goods Company, has pur 
chased the stock of dry goods and 
notions from the B. St. James estate 
and will continue the business under 
the name of B. E. Muehlig.

Sturgis—At a recent meeting of 
the merchants the trading stamp 
method of boosting trade was dis­
cussed, and to such good purpose 
that eight merchants who have been 
using stamps agreed to give them up. 
All stamps in the hands of customers 
will be redeemed at full value in cash 
or trade, the merchants not using 
stamps sharing the loss.

Petoskey—Eight stores are in ruins 
as the result of a fire last week 
starting in the G. Dale Gardner’s 
department store. Long & Sons’ meat 
marker, the Salvation Army hall, 
Dan Miller’s barber shop, two empty 
store rooms, S. A. Wilson’s grocery 
and Jake Greenburg’s racket store 
were destroyed, and Besee & Porter's 
women’s furnishing store and Bolio 
& Sous’ coal office were considerably 
damaged. The entire loss is estimat­
ed at $200,000.

Charlotte—Waiter M. Holden and 
James Saunders are the new mana­
gers of the John Tripp Clothing 
Company. Mr. Holden has been 
connected with the local firm for 
the past five years, and has had 
twelve years’ experience in the cloth­
ing business. The new proprietors 
will add a shoe department to their 
business. Mr. Saunders has had 
nine years’ experience in the shoe 
business, in the employ of Homer 
Bently, in Eaton Rapids, and Albert 
Murray, of this city.

Elgin Board Prices.
Elgin, 111., April 10—No change in 

prices to-day, the market holding 
steady at last week’s figures. Prices 
have reached a level where the goods 
should go freely into consumptive 
channels. The output is gradually 
increasing in a small way from week 
to week.
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GROCERY- 0 PRODUCE MARKET
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Michigan quoted at 5.19 and Eastern 
at 5.29.

Tea—The market is quiet but more 
activity was shown daring the last 
week on account of the scarcity of 
high grade Japans and some heavy 
sales of Greens, which, as the stocks 
become depleted, are expected to ad­
vance accordingly. The demand for 
Black teas is for the higher grades 
and the market is firm. Importers 
are looking forward to increased con-lers are 
sumption of teas in this country aft- quality thar 
er consumers become acquainted with Molas 
the new uncolored teas. Ichang«

Coffee—The sale of 300,000 bag; 
valorization coffee last week has not 
changed market conditions to any 
great extent unless it is to strengthen 
it. There was some criticism in re­
gard to the method used in dispos­
ing of valorization coffee. Jobbers 
and roasters were not asked for bids 
until the day before the sale; the 
trade, however, was said to show very 
little interest as the figures at which 
the valoi ization coffee was held were j 
about %c above spot quotations.

Canned Fruits — The demand on 
most canned fruits shows quite an 
increase during the past two weeks, 
which is thought to be caused by the 
small supply and high prices of cran­
berries and green apples. Gallon ap­
ples still hold much above prices of 
a year ago and the supply is said to 
be very small. Pie goods in gallons 
are coming in for their share of the 
demand now, but the supply or these 
is limited in most lines. Opening 
prices were announced on pineapples 
last week and they will average about 
10c per dozen higher than opening 

| prices of a year ago.
Canned Vegetables—The weakness 

shown in the tomato market during 
the past two or three weeks is said 
not tc be warranted as the supply in 
packers’ and wholesalers’ hands is 
said to be much smaller than a year 
ago. Prices on spot goods were sta­
tionary during the week. Corn is still 
moving very freely and prices are un­
changed. Packers are said to have 
contracted for their entire pack of 
1911, which adds strength to the 
spot market. The supply of peas is 
well cleaned up, in some grades, and 
prices are holding very firm.

Dried Fruits—The fact that prunes 
have reached a higher price than w a s  
ever known before does not seem to 

i make a great deal of difference with 
the tiade, the supply is so small that 

i there is nothing to be had in many 
| sizes. Retailers who are well inform­
ed in regard to the dried fruit mar- 

The Grocery Market. jket are giving peaches more atten-
Sugar—The market is moving free- tion than formerly; they are the 

ly and the price remains steady, with ] cheapest article in the entire line, but

The Produce Market.
The coming Easter trade has made 

quite a stir in the markets this week. 
Lemons, bananas and eggs are the 
products that are in the highest de­
mand and consequently the prices 
have gone up.

Florida head lettuce is out of the 
market. Tomatoes appeared for the 
first time this week. There are not 
enough apples left to be worth quot­
ing.

Creamery butter has dropped 2c 
and has consequently forced down 
the price of dairy. This is attributed 
to the large stock of storage that is 
on hand at present.

Poultry prices advanced a cent this 
week and this served to stimulate the 
supply of fowls. Broilers are in the 
market quoted at 25c for \ l/ i  lbs. 
With the incubator and modern ap­
pliances broilers can be produced al­
most any time now. Buying of eggs 
for storage has begun at around 14c.

Bananas—Prices range from $1.50 
@2.50, according to size.

Beans—$1.55 per bu. for hand-pick 
ed, $2.25 for kidney.

Beets—45@50c per bu.
Butter — Local handlers quote 

creamery at 20c for tubs and prints; 
16c for No. 1; packing stock, 12c. 

Cabbage—60c per bu.
Carrots—40c per bu.
Celery—Florida, $2.50 per case. 
Cccoanuts—60c per doz. or $4.25 

per sack.
Cucumbers—$2.25 per doz.
Eggs—Local dealers are paying 14c 

delivered.
Grape Fruit—$3.50@4 for all sizes. 
Hor.ey—15@16c per lb. for white 

clover and 12c for dark.
Lemons — Californias, $4@4.25 per 

box; Messinas, $3.75 per box.
Lettuce—10c per lb. for leaf. 
Onions — Spanish, $2 per crate: 

home grown, $1.50 per bu.; green, 20c 
per doz.

Oranges—Redland navels, $3.25@
. 3.50 per box; Washington navels, 

$3.25 @3.50.
Pop Corn—90c per bu. for ear: 

3^@ 3^c per lb. for shelled.
Potatoes—The market is steady at 

40c at outside buying points.
Poultry—Local dealers pay 14c for 

hens; 15c for springs; 10c for old 
roosters; 16c for ducks; 12c for geese; 
19c for turkeys; broilers, i@Xx/ i  lbs., 
25c.

Radishes—25c per doz.
Tomatoes—$2.25@2.50 per crate. 
Veal—Dealers pay 8^>c.
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ADVERTISING IS A SCIENCE.

How, When and What To Advertise 
Are Essentials To Success.

W ritte n  fo r th e  T rad e sm a n .
Modern advertising is a science and 

requires a good deal of thought and 
brains to make it a paying proposi­
tion. The three most important 
points to be considered are, when, 
how and what to advertise? A mer­
chant who strives to make his busi­
ness a successful and profitable one 
keeps pushing all the time and 
needs to.

The moment he lets things drift 
with the tide he goes on the down­
ward path and the result is a failure 
in the end.

The same terms may be applied 
to advertising. Push, interest and 
observation are required to make a 
successful advertiser.

It takes push to get what you want 
and when you want it from the print­
er. and interest in the work to get 
the desired effect of the advertise­
ment for a man not interested in the 
work is not a good advertiser for the 
reason that his mind is not on the 
work in hand. It takes a man’s whole 
mind to write copy for a successful 
advertisement.

Observation is another essential 
point in successful advertising. Ob­
serve what the other man does and 
improve upon his methods as well as 
upon your own. By close observa­
tion of the advertising which appears 
in the papers every day a man can 
gain more practical knowledge of the 
advertising proposition than in any 
other way. The first point to be 
considered is when to advertise. A 
good many merchants have the spas­
modic advertising habit, and instead 
of keeping at it continuously they 
take now and then a large space, in­
sert a big advertisement and then 
let matters slide along until they 
again get the notion to take another 
plunge. This sort of advertising is 
not a paying proposition, and the 
sooner it is dropped the better for 
the firm.

A merchant must keep his name 
and goods before the people all the 
time, and to do this means a con 
tinual advertising campaign—a cam­
paign that will mean to go at it and 
keep at it.as long as business is ex­
pected to keep up and increase.

There are a good many advertisers 
and a large percentage of them are 
retail merchants who do not use 
space in the newspaper^ regularly 
but will bite at some scheme such as 
special editions, church papers, show 
bills, etc. These advertisements are 
practically worthless. They are sel­
dom read by the public, and even if 
they were, they are immediately for 
gotten, and the money spent is 
wasted.

While in a printing office recently 
I overheard a conversation between 
the editor and the advertising mana­
ger of a show. The latter wanted a 
page advertisement in the local pa­
per and intended to get the business 
men of the city to insert small ad­
vertisements, together with the show 
advertisement. The idea was to get 
a novel sort of advertisement, and,

of course, the price the business men 
paid would cover the cost of the 
entire page, and the show would get 
the benefit without cost.

The editor objected on the 
ground that his heavy advertisers 
would not use as much space as usual, 
which naturally would cut down his 
profit on the advertisements.

Tn reply to this the advertising 
manager said that a business man 
who understood the advertising prop­
osition and used regular space would 
not insert his advertisement in this 
fashion, as he would know that this 
kind of advertising was worthless, bu* 
the people he was after were the 
ones who did not use regular space.

This incident shows very plainly 
that this man knew who would re­
ceive the benefit of the advertisement, 
and he also knew that the merchant 
who is wise would not consent to 
insert an advertisement in this man­
ner, but would stick to his regular 
space.

A merchant once said to the so­
licitor for a newspaper that he could 
not afford to advertise now as busi 
ness was dull and sales were not up 
to the standard; a bad mistake on 
the part of the merchant. The most 
important time to advertise is when 
business is dull.

Advertising is the means to bring 
business, and the time to go after it 
with energy is the time when it is 
dull.

A merchant who does a clean and 
square business and is not afraid to 
back up his goods with his name and 
reputation is the man who can afford 
to advertise. The only people who 
can not afford to invest their money 
to bring to the public’s notice the 
god points of their goods are those 
who have not confidence enough in 
their goods to back them up with 
printed claims concerning them. The 
time to advertise is right now and 
every day, and do not put it off until 
to-morrow. How to advertise de­
pends a great deal upon the class of 
people the advertising reaches in the 
community.

Certain kinds of advertising will 
appeal to some communities, while 
in another it will be a failure, ac­
cording to the sentiment of the peo 
pie.

A careful study of these condi­
tions will soon put the advertiser on 
the right track and bring the desired 
results.

An advertisement should be in a 
space by itself and not distributed 
all through the paper. This method 
is liable to be confusing as they are 
generally set near some other adver­
tisement.

A co-operative advertising cam­
paign, conducted by a list of mer­
chants in a Western city which I 
have watched for the last few 
weeks, proves this very readily. The 
merchants on a certain street use a 
large space in the daily papers and 
their slogan is: “Make Third street 
the trading center of the city.” This 
co-operative plan has its bad points 
as well as its good.

By looking at it from a customer’s 
point of view the advertising con-

The “ Superior” System
Automatic Bookkeeper and Cashier

ITS NAME”

Special Features:

1. Is a Self-Indexing S y s te m ,  
using no numbers or tabs.

2. Is a Lock-Slip System, using 
no coil or wire springs.

3. Is built to fit any safe.

4. Is bookkeeping without books.

5. Has autographic r e c o r d  of 
every transaction.

6. Records always under lock and 
key.

May we have an opportunity to demonstrate this 
“Superior” System?

Superior Register Co.
Canisteo, New York

I. C. KIMBALL, Care Cody Hotel 
Sales Agent for Western Michigan, Grand Rapids, Mich.

H. A. KIMBALL, Sales Agent for Eastern Michigan, Port Huron, Mich.

W o r d e n  ( I r q c e r  (C o m p a n y

The Prompt Shippers

Grand Rapids, Mich.

Retail Grocers Coffee Roaster
Roast Your Own Coffee and Peanuts 

From Factory to User
A boy or girl can handle it

Increase Your Trade
COMPUTATION FOR DAY

25 pounds per hour. 10 hours...........250 lbs.
16 per cent, shrink 40 lbs. leaves . .210 lbs. 
12 cent coffee plus Vi cent for roast­

ing. makes co st..............................  | 3i 25
Cost of attendant pçr d a y ...................  2 50
Cost of packing and advertising__  4 20

T o ta l ................................  «37 95
Should sell f o r ................. 56 70

Leaving n e t .......................$18 75
A  little  en erg y  and  m oney , 

n o t m uch , pu ts  you  right.

Prims Machinery Co.
Battle_Creek, Mich.
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fuses the customer. Each merchant | 
advertises several articles each day 
and the advertisements are all group­
ed. A customer reading the adver­
tisement would not know what store 
advertised certain articles after read­
ing the advertisements even although 
she were well acquainted with the 
neighborhood. A merchant should 
use space regularly each week on a 
certain page of the paper and his 
customers will know where to look 
for his advertisements and find what 
he offers. Another very important 
point to consider is what to adver­
tise. This problem confronts every 
advertising man at least once a week. 
Look at the question from the cus­
tomer’s viewpoint and think what 
would interest her. Every woman 
admires new goods and is interested 
the moment she reads the heading, 
New Spring Goods Just In, or, A 
New Line of Skirts and Waists Just 
Arrived, etc. New goods and bar­
gains are always interesting and are 
not to be overlooked. The first im­
pulse on the part of the merchant 
when new goods arrive is to make 
attractive displays of them, and the 
finishing touch is the advertising of 
the goods. Old goods advertised 
over and over and letting new g 
take care of themselves will

move with the rest if given 
display room beside the new goods. 

If new goods are not on hand sev-

peal to the women. Bargains are The untidy appearance o* many f
things they can not resist. Success- farm and store premises is bbw< n-hty I
fu! advertising means study and pa- of the proprietor, ft is irnpossitvie to j
tience, but a merchant i3 amply re- understand why some of ns spare
warded for the time and study spent, jourselves the trifling labor that womb 11
and times are never too dull to ad- go so far to increase the attractive
vertise. A man who does not take ness of our business homes, when a !
his meals regularly, skips one here little thought and a little elbow [
and there, is soon cast out of the grease would increase their beauty |
world. It is the same with the retail 1and intrinsic value.
business. Irregular advertising pro-1 Broom and mop and paint brush— j
duces the same results. Practice the | bring them forth and use them with j
science and do not forget to adver- vigor and judgment, ft will cost lit- [
rise. Geo. Raveling. tie in time or money and *t will add j

--------♦  ♦  -------- 50 per cent to the appearance of your
Cleaning Up Time. store and its attractiveness as a place

The busy season is here. Mother for customers to visit, and afec t
Earth is free from the tight-frozen will add to your pride in the business
bonds of winter. New life is stir- and your self respect.
ring. It is resurrection time for
plant life, and man and beast as well Your May Advertising.
feel the thrill of new energy and After every storm., the calm. Arte-'
new ambition. every period of retail activity, a

It is a delightful provision of na- spell of the "just normal. * Easter will
ture, at least in this temperate zone. soon be in the discard. Then will be
that we have the variety of seasons , the rime for special stimulants
that relieves us from the long mo- j Weather conditions, probably, wifi be
notony of continuous winter or con- ! favorable. This is not prophecy, it
tinuous summer. January is not. [ is merely reliance upon the season
strictly speaking, the first month in i to do its duty. The chances are sf-
the year's programme, although it is ways m favor of its doing so. Mai*-
the first in the year's calendar. April mg May and June count to their at
is a more fitting time for new reso- | most will save the July and August
lutions. The first and most impor re^iet-.
tant to make and to keep is to clean Consider, the me4kxm i he
the decks and prepare for business. ¡persona! appeal is usually the most

There is no housewife worthy of | result?of. ft may be m the form sr
that sacred calling who is not at- f letter *>v *t or
ready in the midst of planning for f a booklet, mailed to a carefully =e-
the annual cleaning. She is a model [ lected list of names.
for the men folk, which they are For the post-Easter period adver-
sometimes loth to follow. } rise merchandise, not prices \  n

tarefy «inherent dñ

B u m s  News Fsr 
Scare

Sure Profit
G rape-N uts

Sales Are Guaranteed
Retailers run no risk in stocking Grape-Nuts. Steady demand is 

maintained by continuous, judicious advertising of the excellent quality 
of the food.

Grocers who like quick sales, good profit and satisfied customers 
push Grape-Nuts.

“There’s a Reason"

Postum Cereal Company, Ltd., Battle Creek, Michigan
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SfonG A fÄ A D fSM A N
D E V O T E D  TO  T H E  B E S T  IN T E R E S T S  

O F  B U S IN E S S  M EN .

P u b lish ed  W eek ly  by
TRADESMAN COMPANY
C o rn e r Ion ia  a n d  T.ouis S tre e ts , 
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EASTER THOUGHTS.
No other day in the entire year 

carries with it more than Easter 
Christmas, with its holly, its festivi­
ties and its promises may to the cas­
ual observer be a token of greatei 
things. Yet in Easter- we have the 
calm realization of even more than 
was suggested by these prophecies. 
The victory over death resounds 
throughout the countless anthems of 
nature. The blossoms burst forth 
with renewed life: the birds sing as 
they sing at no other season. There 
is the gentle rush of leafage as im 
pressive as that of the released 
streams. The promise of the new 
life is materialized throughout na­
ture’s realm.

The lily has come to be the flower 
of flowers, typical of the time. Its 
beauty, fragrance, stateliness and, 
above all, its purity render its place 
unquestioned. Yet there may be a 
deeper meaning in its life. Its home, 
where the highest development of the 
flower is attained, the Bermuda Is­
lands, presents a sameness not con­
ducive to variety in farming. But the 
natives have found that among the 
sands these marvels of snowy white­
ness, before which the world bows in 
admiration, may be grown to per­
fection.

Is it not so in the human heart? 
There are lives which seem barren 
and good for nothing that blossom 
like the lily under His beneficient 
sunshine and love. The air at Easter­
time seems laden with the perfume of 
the blossoms which we have been 
told to consider. We may feast upon 
eggs, the emblem of a new life, join 
in the rabbit hunting frolics with the 
children and enter—it may be only 
by proxy—into the egg-rolling sport 
on the lawn before the White House; 
but if we fail to secure a new glimpse 
of the higher life, to feel a new ap­
preciation of the Divine love, the 
real Easter spirit is lacking.

NO UNIONS IN GOVERNMENT.
The action of the postoffice au­

thorities in prohibiting the formation 
of unions of postal clerks or other 
postoffice employes for the purpose 
of agitating for better wages and 
conditions of labor in the public

service is a very important develop­
ment. It is an announcement that the 
Government considers that public em­
ployment is inconsistent with what is 
commonly considered organized la­
bor, and that the acceptance of em­
ployment under the Government pre­
cludes the employes from the ordi­
nary privilege of workers in civil 
life. It is the declaration also that 
the Government is “open shop.”

The theory is that every person 
working for the Government has 
bound himself to perform certain 
specified service for a certain com­
pensation, and that any combination 
to impede the orderly conduct of the 
Government’s business, which is the 
public service, is a species of disloy­
alty that can not be tolerated. The 
Government, as a rule, pays good 
wages and exacts easy conditions of 
employment and easy hours of work. 
In return unquestioned loyalty ana 
fidelity to duty are exacted, all of 
which is inconsistent with the forma­
tion of organizations for agitating 
against the Government itself to 
bring about an increase of wages or 
1 change in the conditions under 
which the public service is rendered.

France has, on several occasions, 
been brought to the very verge of 
revolution by organizations of gov 
ernment employes striking. At one 
time the French postal employes 
stopped the delivery of the mails by 
a strike to secure better wages. At 
another time the railroad employes 
stopped the government railroads by 
insisting upon shorter hours of labor, 
as well as better wages.

No such conditions of affairs should 
be permitted in this country. Every 
citizen who accepts a Government 
position practically swears allegiance 
to the Government, and is as much 
bound to perform his sworn duty as 
a soldier or sailor is compelled to 
fulfill the conditions of his enlist­
ment. Any other state of things 
would be intolerable, and would sub­
ject the public service to unwarrant­
ed delays and inconvenience. People 
who serve' the Government serve the 
public, and not private employers of 
labor. The public service must be 
kept up, no matter who suffers, 
hence it is incompatible with the dig­
nity of the Government to permit 
its employes to form labor organiza­
tions or unions that would be sub­
ject to the orders or whims of others 
than the proper Government officials

IMPORTANCE OF TRADESMAN.
We hear much of the great influ­

ence upon the world of the various 
vocations, but among these the 
tradesman as a rule cuts a small fig­
ure. He may be a philanthropist, a 
leader in works of charity and at 
the head of movements for munici­
pal improvement or various other 
worthy projects, yet while he re­
ceives credit for the good work, this 
is given to the man as an individual 
and not as a tradesman.

Yet, few others are more neces- 
sary in a civilized community. The 
man who stays at home finds need 
of him every day of his life, and in 
the emergency it is almost always 
the tradesman who is appealed to. 
Equally necessary is he to the per­

son who goes away. Even a large 
trunk does not save one for long 
from the necessity of calling upon 
him. History shows that he enter­
ed in a crude way into the first inter­
national acquaintance. The early dis­
coverers found the foundation for fu­
ture work in the barter, which is but 
a term for trade. The white man 
needed food, which the Indian had, 
and the the red man found that he 
could use to advantage articles which 
the white man had to offer.

Thus through the earlier forms of 
civilization we may trace the inter­
dependence, the greater as we ad­
vance in civilization. The higher w( 
get in the scale, the more varied our 
wants, the more we look to the 
tradesman for assistance. Once the 
corner grocery was sufficient; now 
the same town supports and needs a 
variety of stores.

The facts should not cause oui 
bump of egotism to expand, but 
should rather be an incentive to best 
work. It is a work for community 
as well as for the individual. While 
building a reputation—a fortune, pos­
sibly, at the same time—the substan­
tial, energetic tradesman is doing his 
oart in keeping up the standing of 
the community and in directing its 
expansion.

MUTUAL OBLIGATION.
The steps of every individual at 

some time interfere with those of 
others unless they especially guard 
themselves. There are many obliga­
tions entered into which, broken on 
the one side in a seemingly trivial 
way, lead others into disappointment 
and injury. But yesterday a school­
girl, to accommodate a mate who 
was averse to the compulsory pair­
ing of couples at “pie socials,” made 
an agreement with this diffident 
friend, rather than see her remain 
at home as had been the plan, that 
she would herself leave her pie at 
home, and the two would have a 
good time together with this feature 
omitted. A variety of entertainment 
in other directions was offered, and 
the plan promised happily. But judge 
the chagrin of the maid who had 
changed her plans to accommodate 
her friend when she found, on arrival, 
that the other girl had concluded to 
remain at home.

There are too many who fail to 
take into consideration the effect 
upon the other party when an agree­
ment made in good faith by one is 
thus unfaithfully kept. Was the ar­
rangement originally for your ac­
commodation? No matter if unex­
pected circumstances render it no 
longer desirable on your part, there 
are others interested. The first 
thought should be, “How will it af­
fect them?” We may not think of 
this at all; or if we do, it is from 
our own point of view, and some of 
the essential features may be unin­
tentionally left out.

If we must or wish to change the 
plan it is not only courtesy but an 
obligation on our part to confer with 
the other party. We are here to ac­
commodate as well as to be accommo­
dated. Plans shifted without regard 
to the convenience of others are but 
a form of unmitigated selfishness.

THE “MISSING” NOTORIETY.
One day the world is shocked by 

reading the cipher-signed dispatch of 
a claimed ex-convict warning a man 
that his nephew, who is missing, is 
in a box car, probably starving to 
death. The next day his picture is a 
leader on the first page of the paper, 
the lad having gone on an excursion 
on his own account, leaving friends 
in anguish over his mysterious dis­
appearance.

It is all a mistake giving such a 
lad the impression that he is the 
hero of the hour. Our personal at­
tachments are difficult things to con­
trol, and the prodigal son has been 
royally received since the days when 
Christ spoke in parables, probably 

I since the world began; and he will 
doubtless be thus received until the 
end of time. But there is an out­
side factor in the matter which has 
no right to be thus biased: He should 
be locked upon as a sneak that is 
entitled to -a shamefaced countenance 
rather than as a conquering hero.

He has caused his friends untold 
anguish and perhaps much expense, 
which they can ill afford to bear. 
More, he has injured the cause of 
others who innocently disappear. It 
can not be expected that the detective 
force will keep up their enthusiasm 
and probe a case to their wits’ end 
when the feeling lies back of it that 
the missing person will turn up 
when he or she gets ready. It looks 
now as though this explanation of 
the Arnold case was entirely wrong. 
Perhaps things might have been dif­
ferent if they had not been so many 
times deceived. The boy who call­
ed, “Wolf,” paid the penalty himself; 
but the false alarms given by those 
who would gain a cheap notoriety at 
so terrible a cost to others should 
at least fail in getting anything out 
of the matter but severe censure.

W E’RE GETTING BETTER.
A lecturer at Battle Creek said that 

the world is slowly going mad, but 
we rise to differ with the speaker, 
for it isn’t, it’s getting bigger and 
better all the while, and there are 
evidences of this on every side. Of 
course, there are many of us “silly 
with sin” and frenzied with flights of 
fancy and fiction, and instead of 
studying and facing the problems 
of life like solid, thinking people, w i 
follow in the footsteps of fun and 
fickleness, and it gives the notion that 
we are going mad. But look at the 
other side. See the great edifices 
erected for the worship of God, watch 
the building of schoolhouses, see the 
rise of colleges and universities, note 
the spread of Christian charity, I o o k  

at the sun in the west, not the east, 
and see on every side the signs of civ­
ilization’s advance, and you’ll note 
that the world is not going mad. Oui 
Battle Creek friend has been seeing 
only one side. We see both, and, hav­
ing compared them, we know about 
what we write. Wickedness is being 
watched as it never was before, and 
with the great, good men at the helm 
of the universe wre’re safe—if we 
work.

Duty well done is noble—if prop 
erly advertised it is fame.
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TOBACCO IN NEW ENGLAND.

Connecticut River Valley One of the 
Important Producers.

“Few realize that New England is 
one of the great tobacco producing 
sections of the country,” says the 
New England Grocer. “Tobacco has 
been grown in New England, espe­
cially in Connecticut, for more than 
a century. During the Civil War, 
when so many substitutes had to be 
found and when so many makeshifts 
had to be made because of the 
scarcity of certain articles, caused by 
the blockades and the ravages of war, 
tobacco was cultivated in a way in 
nearly every state in New England. 
Even in Maine the farmers attempted 
to grow their own supply for con­
sumption.

“The recognized tobacco producing 
area of New England, however, is 
what is known as the Connecticut 
Valley; in other words, the valley of 
the Connecticut River. On both 
sides of this, New England’s greatest 
stream, almost from Long Island 
Sound to Bellows Falls, Vermont, to ­
bacco is cultivated as a regular in­
dustry.

“It makes little difference whether 
the tobacco is grown in Connecticut 
or Massachusetts or Vermont, inas­
much as it is grown in the Connecti­
cut Valley it is known as Connecti­
cut tobacco or Connecticut leaf. It 
is used almost exclusively for mak­
ing cigar wrappers. For some rea­
son, probably due to the soil, Con 
necticut Valley tobacco is not fitted 
for manufacturing into plug or smok­
ing tobacco.

“The tobacco plant is grown in two 
ways: It is grown entirely out-of- 
doors, that is, without protection, the 
same as other crops are grown, and 
it is grown under canvas, so that the 
sojourner in the Connecticut Valle}- 
will often see acres and acres of field 
covered with canvas. The tobacco 
grown under canvas is of the better 
quality used for wrappers for high 
grade cigars. The canvased tobacco 
is not exposed to the direct sunlight, 
neither is it exposed to the frequent 
hail storms that are the terror of 
tobacco growers. The scene beneath 
these canvas covers is peculiar and 
rather striking. The tobacco is more 
delicately green than that growing 
outside, and to the diffused light 
which filters through the canvas 
there is imparted a greenish hue 
which can not be described. But the 
canvas does not save the tobacco 
from the ravages of insects, and the 
tobacco growers are continually put 
to great expense in arresting the rav 
ages of insects that seek to destroy 
the crop.

“The first step toward raising a 
crop of tobacco is to secure the 
seedlings for transplanting. These are 
produced in forcing beds. The tobac­
co seed, which is microscopic, is sown 
very thickly. When the tobacco 
plants are about one inch high they 
are transplanted to other beds and 
when they are two or three inches 
high they are again transplanted and 
still further thinned, and when about 
six inches tall they are transplanted 
to the field, where they are set in

rows four feet apart with the plants 
two and one-half to three feet apart. 
When fully grown the tobacco plant 
is four to five feet high. The leaves, 
which cover the stalk from very 
near the ground to the tip of the 
plant, are broad and handsome in 
appearance. The largest leaves will, 
perhaps, average five or six inches 
wide, and nine to twelve inches long. 
The peculiar characteristic of the to­
bacco leaf is that the ribs and veins 
are very small, very delicate, so that 
the leaf when cured in shape to man­
ufacture is soft, silky and pliable.

“When the plant has reached the 
right state of development the leaves 
are carefully picked by breaking the 
stems off close to the stalk, tied in 
bundles and hung in well ventilated 
buildings, called tobacco barns, and 
so valuable is the crop that a single 
barn will contain leaves in process 
of drying to the value of sometimes 
hundreds of thousands of dollars. As 
the Connecticut tobacco is used only 
for cigar wrappers the process of 
preparation and manufacturing is 
simple. It consists merely of a proc 
ess known as sweating, which, after 
the tobacco has dried, has the effect 
of rendering it permanently flexible 
and not liable to break in the process 
of rolling. A very common combina­
tion of cigar tobacco is known as the 
Havana filler and Connecticut wrap­
per, and of all the domestic made ci 
gars probably this is one of the best 
Usually the filler is either an im­
ported Havana tobacco, that is, to­
bacco grown in Cuba, and if it is 
the real thing it should have been 
raised in the province of Pinar dei 
Rio, or else it is tobacco grown in 
the United States from Havana seed."

Thirty Day Plans.
It is a good idea to plan out your 

merchandising campaigns a month 
ahead. In February plan for March; 
in March, for April.

Lay out the general course of the 
business of the store. Call your 
leading clerks and assistants into con­
ference and get their ideas, outline 
the plans for the coming month and 
work together to carry out those 
plans.

Of course things may come up to 
change the plans; that is to be ex 
pected. When the navigator starts 
out from New York to go to New 
Orleans, he plans to make Charleston 
on such a date, Key West on such a 
date, Mobile on such a date, but he 
does not attempt to decide just how 
the voyage will be conducted. That 
depends on circumstances. It is very 
much the same way with a business 
voyage of a month; you can decide 
what lines may with best advantage 
be pushed, and how they had best 
be handled. But the details must be 
developed as the situation unfolds it­
self.

But planning ahead, keeping some­
thing coming all the time, getting 
your preparations made, are essen­
tials to good, scientific management, 
and should be adopted by retaielrs. 
Planning ahead pays. —Merchants' 
Journal.

We W ant Buckwheat
I f  you hav e  any b u c k w h ea t g ra in  to  sell 

e i th e r  in  bag  iota o r  carload« w rite  o r  w ire I 
us. W e a re  a lw ays in th e  m a rk e t and c an  [ 
pay you th e  to p  p rice  a t  all tim es.

W atson-Higgins Milling Co.
G rand R apids, M ich.

Evidence
Is what the man from Mis­
souri wanted when he said 
«•SHOW ME.”

He was just like the grocer 
who buys flour—only the gro­
cer must protect himself as 
well as his customers and it is 
up to his trade to call for a 
certain brand before he will 
stock it.

“Purity Patent” 
Flour

Is sold under this guarantee:
If in any one case “ Parity 
Patent” does not give satis­
faction in all cases you can 
return it and we will refund 
your money and buy your 
customer a supply of favorite 
flour. However, a single sack 
proves our claim abot t 

“ P u rity  P a ten t”

Mtd« by
G rand Rapid« G rain M illing  Co. 
194 C anal Sf , Grand Rapid». Mich

Are You a 
Troubled Man?

We want to get in touch 
with grocers who are having 
trouble in satisfying their flour 
customers.

To such we offer a proposi­
tion that will surety be wel­
come for its result is not only 
pleased customers, but a big re­
duction of the flour stock as 
well.

Ask us what we do in cases 
of this kind, and how we have 
won the approval and patron­
age of hundreds of additional 
dealers recently.

The more dearly yon state 
your case, the more accurately 
we can outline our method of 
procedure. Wrire us today *

VOIGT MILLING CO.
GRAND RAPIDS, M ICH.

“Ceresota”
The Guaranteed

Spring W heat Flour

Always Extra Good

Ask our Salesman for 
Ceresota Cook Book

Judson Grocer Co.
Distributors

Grand Rapids, Mich.
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Great Week in Boston.
The National Shoe and Leather 

Week in Boston this year will be July 
12-19, and among the organizations 
that are co-operating to make it a 
success are the New England Shoe 
and Leather Association, the Boston 
Boot and Shoe Club, the New Eng­
land Shoe Wholesalers’ Association, 
the Boston Shoe Travelers' Associa­
tion, the Associated Shoe Company 
of New England, the Boston Asso­
ciation of Superintendents and Fore­
men, the Lynn Shoe Manufacturers’ 
Association, the Leather Associates, 
the Boston Shoe Trade Salesmen’s 
Association and the Essex County 
Shoe and Leather Association. Presi­
dent Chas. C. Hoyt, of the New Eng­
land Shoe and Leather Association, is 
at the head of the joint committee. 
The programme as arranged is to 
have opening exercises with appro­
priate speeches—July 12. A general 
outing, or excursion, for Friday, July 
14. to be participated in by the visit­
ing shoe and leather buyers, and by 
local manufacturers, traveling sales­
men, wholesalers, retailers and others 
identified with the industry, and an 
automobile tour Tuesday, July 18, to 
the North Shore, visiting the shoe 
factories of Lynn, the tanneries of 
Peabody, the United Shoe Machin­
ery’s plant at Beverly, and Manches­
ter and Magnolia. A general conven­
tion of the shoe retailers of New 
England may be arranged.

A Retailer’s Profit.
“The retail price of a shoe should 

represent a gross profit of not less 
than 33yi per cent, to the retail shoe 
merchant," said a manufacturer in 
speaking of the subject of profit per­
centage. “Too often the retailed de­
ludes himself with the idea that be­
cause he sells for $3.50 several pairs 
of shoes which cost him $2.60 that he 
is getting by with a good margin. He 
should remember, however, that he 
can not credit himself with a profit of 
90 cents a pair on these goods until 
the last shoe in the lot is sold. For 
every pair which is sold for less than 
the figure for which the first pair is 
disposed of, his percentage is reduced, 
and his profits cut accordingly.

“I have known retailers to figure 
that in buying a shoe for $3 and sell­
ing it for $4 they make 33Yz per cent, 
profit because one dollar is a third of 
three. The fact of the matter is that 
they can only make 25 per cent, profit 
on such a transaction, as a little figur­
ing will realily demonstrate. My con­
tention is that the average retail mer 
chant does not obtain sufficient 
profit on his sales to enable him to 
prosper. Going back to the $2.60

proposition, for instance, which is a 
popular price in men’s footwear, it 
will cost the merchant on an average 
70 cents to sell a pair of those 
shoes. This leaves a profit of 20 
cents a pair which would be satisfac­
tory provided he could make the same 
profit on all the shoes which he 
bought at that price. It is not likely, 
however, that he will succeed in doing 
so. The same rule holds good re­
garding his entire stock.

“The law of averages must be reck­
oned with in figuring the profits 
above the selling cost. In fact, to 
my mind, the only right way in which 
to be reasonably sure of making prof­
its is to strike an average on all the 
shoes in stock and make each sale 
contribute to a fixed percentage. In 
figuring the cost of factory produc­
tion, we average the various lines of 
shoes which we manufacture and in 
that way obtain our selling prices. To 
my mind, that is the only safe way. If 
every retailer pursued the same poli­
cy, I think he would find at the end 
of the year that his finances would be 
in a much more satisfactory condition 
than is the case with many dealers at 
the present time.”

The Value of Tidiness.
In a large Western town a short 

time ago a young man with but a 
limited experience in the shoe busi­
ness opened a shoe store in the face 
of keen competition. But what he 
lacked in practical knowledge he 
made up in other ways.

His window glass, for example, was 
always clean and clear as crystal, so 
that were there no display behind the 
glass there would still be a natural 
attraction even for the casual passer­
by. This young man, with a keen eye 
for business, made it a point to have 
the most attractive store front on his 
street.

Every day the window framework 
and sign-boards were polished up and 
the vestibule and sidewalk kept free 
of all dirt and litter of every kind. 
The window displays bore out the im­
pression created by the windows 
themselves; absolute cleanliness and 
brightness was the keynote of this 
dealer’s store-front advertising—and 
when the day of reckoning came it 
was obvious that cleanliness had been 
something more than a mere virtue, 
of no practical importance, for com­
parison of this merchant’s books with 
those of his slovenly competitor 
across the way showed beyond a 
doubt that people had been attracted 
by the gleaming transparency of clean 
glass, the sparkle and brilliancy of 
freshly burnished brass and trim­
mings. the simple and tidy displays,

and the generally neat and artistic ap­
pearance of the whole front. Persis­
tent cleanliness had proved an actual 
business-getter and further experi­
ence stamped this virtue a business- 
builder as well.

The exterior of the store is the in­
dex to the interior, and scrupulous at­
tention to the little details of outward 
appearance always helps to swell the 
profits. It requires only the watchful 
e3re and the occasional services of a 
young boy who, during the busy part

M *  “ l a d y 0
Fine Shoes for Women 

Satisfy the Trade

QRAND RAPIDS 
FIRE INSURANCE AGENCY

THE McBAIN AGENCY 

Q rand R apida, M ich. T he L ead ing  A gency

Quick Paper Baler
Is Quick, Simple 

Compact
Durable and Cheapest

Costs only $20. Order today.

Quick Paper Baler Co
Nashville, Mich.

Champion Tennis Shoes

The Most Popular Summer Shoe in the World
Millions sold each year. Made in Bals and 

Oxfords, three colors—White, Black 
Brown Duck. Complete Cat­

alogue mailed promptly.

DETROIT RUBBER Co., Detroit, Mich.

“Old Sport”

And he insists that Glove Brand Boots are best.
For all kinds of service, fishing, hunting, ditch­

ing, or ordinary farm work in the wet season, 
there is no other rubber boot that will give satis­
faction equal to GLOVE Brand.

Write for catalog and send your orders to

Hirth-Krause Company
Jobbers of Glove Brand and Rhode Island Rubbers

Grand Rapids, M ich.
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of the day may be employed about the 
store as general assistant.

The instance cited is only one of a 
thousand such cases. A few min­
utes each day, and each day a few 
more sales than at the store of the 
rival, whose goods were just as high 
quality and whose salesmen were just 
as expert and pleasant, but his com­
bination lacked that one feature of 
tidiness, the little cue that turned the 
tide in favor of the man who had less 
experience but more common sense.

Women’s Shoes in 1911.
Plain pumps and boots of many 

materials and leathers will be very 
strongly in favor for summer wear.

\  low-heeled pump, 1% inch heel, 
the original form of pump, is well 
thought of.

In Oxfords the new drop-front 
vamp pattern is a feature.

Heels are of moderate height; 
there is nothing extreme in sight.

Four to six eyelet Oxfords will 
sell well in many localities.

There are indications of a modi­
fied use of the Colonial pattern.

Considerable interest is manifested 
in high-grade tan calf boots for 
spring and summer wear.

Tan vici kid boots with tops of 
brown satin will be prominent in 
spring and fall goods.

A revival of interest is noted it; 
that attractive leather, black suede.

Black satin will be much used in 
afternoon dress pumps and boots, as 
well as in evening slippers.

Black velvet will be strong in 
pumps for all occasions, also in 
combination with patent leather in 
Oxfords* and in boots.

Brown and blue velvet are being 
used for pumps.

Corduroy is being used as a suc- 
tessor to velvet.

The waistline tie is a new model 
that will be taken up extensively, the 
fastening with tie, slide or strap be­
ing halfway between the instep and 
the throat of shoe.

Cuban, military, plain French and 
during concave French heels are used.

Tops will be higher, 7, 7*/2 and 8 
inches being favored for fall and win­
ter boots.

Longer foreparts are shown in 
high-grade shoes.

The short “stage” last is still sell­
ing in medium and cheap goods.

A high knob toe has sold well in 
the Middle West, the Coast and East 
favoring the short recede toe.

Evidences point to increased sales 
of white canvas, boots being pre­
ferred to low-cuts. Combinations of 
white and black fabrics and leathers 
will be prominent.

The Bloom on the Heel.
When you see a shoe taken from 

the carton that shows a white 
“bloom” around the edge of the heel, 
it means that the heel was not dry 
when it was attached to the shoe and 
finished, and that as the moisture 
dried out of the heel it caused the 
finish to “bloom.”

This is a trouble with which retail 
shoe dealers are somewhat familiar, 
and they often take a polishing cloth 
and rub the heels to restore the fin­

ish. This can be done if the finish 
was perfect in the first place, but in 
case the finish was not first class the 
rubbing up process is not a success.

Even although it is possible to re­
store the finish in this way in every 
case, the shoe dealer ought not to be 
put to the trouble, which would not 
occur if shoe manufacturers were 
careful to use only heels that were 
perfectly dry, in which case (as there 
would be no moisture to evaporate) 
the finish would stand.

It is always well to call this mat­
ter to the attention of the manufac­
turer, who probably does not desire 
such heels to be used and would not 
know of it unless some customer re­
ported it to him.—Boot and Shoe Re­
corder.

Clean Up Rubber Stocks.
Retailers in those sections of the 

country where late snow storms may 
he looked for should take advantage 
of every opportunity to clean up their 
rubber stocks. It is not good mer­
chandising to neglect any chance to 
dispose of rubber boots and arctics 
at the tag end of a season. In fact, 
it is a good plan to dispose of them 
at any reasonable price so as not to 
cary them over. To carry over heavy 
rubber goods not only ties up money 
that perhaps the dealer could use in 
other directions, but the stock pro!) 
ably will occupy space that could be 
used to better advantage.

Rubber goods do not improve by 
carrying them over and it is always 
a decided advantage to begin the sea­
son with new goods. For these rea­
sons retailers should look forward 
to the late storms and spring thaws 
coming as they do at the end of the 
regular selling season, as opportuni­
ties to get rid of a portion of their 
rubber stocks that would otherwise 
be carried over.

Practically the same policy should 
apply to the selling of rubber shoes, 
for the business has gotten to that 
point where new rubber lasts corre 
spond to the new shoe lasts put on 
the market each year, and the retail 
er who wants to keep in the running 
must be in a position where he can 
change his rubber styles.

Fitting the High Tops.
The new high cut, 12, 14 and 16- 

button boots for women are proving 
a source of trial for retail clerks, as 
well as to shoe manufacturers. The 
manufacturers try to get their pat­
terns to fit, but hardly a shoe is sold 
tut that the buttons must be readjust­
ed and the shoe refitted to give sat­
isfaction to the customer. One manu­
facturer says he has done everything 
he can thing of to make his upper 
patterns fit, but he doubts if ten pairs 
out of 100 do fit unless the buttons 
are readjusted because of the varia­
tions in the girth of the leg that 
make it practically impossible to fit 
the shoe without causing the retailer 
and his clerks extra work and trou­
ble. Retailers experienced the same 
difficulty when the high cut bicycle 
boots were in vogue some years ago. 
Those were days when they had trou­
ble galore over the very same feature 
that is giving them bother to-day.

The Superiority of the 
W ales Goodyear 

“Bear Brand” Rubbers 
is Undisputed

Year after year merchants handle this line from us with the 
same uniform satisfaction.

For those customers who were willing to contribute a very 
small portion of the expense we have advertised the Bear Brand 
in their local newspapers. The results have been surprising. Not 
only have the rubbers been cleaned up as never before, but the 
advertising which the store received in a general way is so good 
that the trifling cost is not to be considered at all.

Make up your mind that next season you are going to handle 
this unequalled line and are going to take advantage of this ser­
vice. All you have to do is to advise us now of the probable 
number of cases you will need and send the specifications later, or 
we will have our salesman call when you are ready to give them.

We will then prepare the ads for you and run them, say 
during the first three or four months of the next rubber season.

Full details and information on request.
"Bear Brand" Rubbers are made in all sizes and over all 

lasts so you can fit any shoe properly. This insures maximum 
service.

Let us hear from you today.

Herold-Bertsch Shoe Co.
Makers of Shoes

Distributors of Bear Brand Rubbers 
Grand Rapids, Mich.

|  • ........... ....................  ' — 1

Your W orkingman’s
Trade

is a vital factor in your shoe business. 
Workingmen and their families form a 
large and important portion of the buy­
ing public.

To hold this business you must sell 
medium priced shoes that contain the 
greatest possible amount of wear and 
foot comfort.

Rikalog shoes wear better than 
their price, always fit, and their style 
and fine appearance make them the 
foot favorites of every man who has 
ever tried them out. Every wearer is 
an effective walking advertisement of 
your business.

Rindge, Kalmbach, Logie & Co., Ltd. 

Grand Rapids, Mich.
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The Power of Making Friends a Most 
Valuable Asset.

W ritte n  fo r th e  T rad e sm a n .
The girl had not any looks! to 

speak of: she was not especially 
brainy; her education consisted of ten 
grades in high school and one year 
in a local business college; she had 
no rich nor influential relatives: her 
father had just died after a lingering I 
illness, and she needed a job.

What could be done for her?
A shrewd, capable woman, who 

had had considerable business ex 
perience, knew her and wished to be­
friend her. This woman happened to 
know that a busy, successful lawyer, 
a very honorable man of her ac­
quaintance, was about to lose a val­
ued assistant, a young lady who had 
for several years attended to his cor­
respondence and managed his recep­
tion room, greeting and entertaining 
his callers and clients while he was 
occupied in his private consultation 
office, or was away at court.

The woman, Mrs. A----- , went to
him and presented the application of 
the girl, Helen Phillips.

“I have had several applications.” 
said the lawyer, “some from very 
bright, fine-looking girls, daughters 
of good families, but all inexperi­
enced. It is a great deal of work 
and takes a lot of my time to break 
in a new girl. I want one who will 
fill the bill when I get her trained.” 
Here he turned his keen, searching
eyes full on Mrs. A----- . “Now, if
I try this Miss Phillips, what as­
surance can you give me that she 
will win out? What traits or char­
acteristics has she that all these other 
girls do not have also?”

Mrs. A-----  was not unprepared.
“The reason I am sure Miss Phillips 
will please you and can soon make 
herself indispensable in your office, 
is that she always makes and keeps 
friends. She is not a handsome girl, 
she can not spend as much on dress 
as many young ladies, but she is neat 
and tidy in appearance, has a very 
pleasant way with her, she is honest 
and reliable and people like her.”

“She makes and keeps friends and 
people like her,” repeated the lawyer. 
“Well, send her along. I will try 
her."

For the purposes of this story it 
is enough to say that she made good.

What are the great gifts of Fate 
to a woman? What powers and fac­
ulties make most for her welfare and 
happiness in life?

“Beauty,” do you say? Surely the 
potency of beauty is unquestioned, 
and she who has it should take care 
to keep it to a good old age, and

should add to the attractions of face 
and figure all possible graces of dis­
position and manner. “Brains,” does 
some one else reply? Power of in­
tellect and keen wit certainly count 
for much. Education and culture are 
mighty aids, as are also wealth and 
social prestige.

These are not everything. For 
does it not often happen that a worn 
an who seems to hold all the trump 
cards of life in her supposedly lucky 
hand—beauty, brains, money and as­
sured social position—is obliged in 
the long run to give place to some 
little thickset nobody with a stub 
nose and freckled face, whose sole 
attributes of advancement arc a sunny 
disposition and an ability to make 
friends?

If you want to succeed in life cul­
tivate the power or the faculty, or 
whatever you may call it, of being 
likable. Be tactful. Every one with 
whom you come in contact has some 
sore spots in his or her mental and 
emotional composition. Keep off of 
these. Do not tread needlessly on 
people’s corns.

Have your own opinions and con­
victions and express them openly 
and honestly, but not in a way to 
wound those who think differently. 
One does not need to be an obse­

quious toady in order to make 
friends. Sincerity and a certain de­
gree of frankness are engaging rath­
er than otherwise. However, one 
must be able to sympathize with oth­
ers in their trials and difficulties and

be willing to see things from other 
people’s points of view.

Only likableness, the abiliy to make 
and keep friends, has thus far been 
dwelt upon. Just beyond it, a sort 
of extension or exaltation of the

#\TEH0i/S£
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When He Sums Up
ALL THE GOOD POINTS 

“WHITE HOUSE” COFFEE 
C offers—"Quality"—"Uniformity"—the conveni­

ence of handling it—the universal popularity 
it enjoys—its absolute honesty, a grocer can 

easily see how it can fill a very prominent 
merchandising place.

Distributed at Wholesale by
Judson Grocer Co., Grand Rapids, Mich.

IT WILL BE YOUR BEST CUSTOMERS,
or some slow dealer’s 
best ones, that call for

HAND SAPOLIO
Always supply it and you 
will keep their good will.

HAND SAPOLIO Is a special toilet soap—superior to any other In countless ways__delicate
enough for the baby's skin, and capable of removing any stain .

Costs the dealer the same as regular SAPOLIO, hut should be sold at 10 cet»is per cake
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same power, lies charm, that strange, 
potent, indefinable faculty which acts 
as a veritable talisman to its every 
possessor.

The peerless beauty who lacks 
charm is no match for the woman of 
positive physical ugliness who is so 
fortunate as to possess it.

Even charm, or personal magnet­
ism, as it is sometimes called, is ca­
pable of analysis and cultivation. 
Dear sister, see to it that you pos­
sess your share.

A story is told of a fascinating 
widow who was about to be married 
the second time. She was thus ap­
pealed to by an old school friend:

“How is it, Louise, that you are 
soon to be married again, when 1 
have to confess that in all my life 
long I never have had a single 
chance? You never were any better 
looking than I. You never have 
dressed more styishly or expensively. 
Now, what is it?”

The shrewd and experienced 
widow, not unconscious of her at­
tractiveness, promptly responded: 
“Dearest Kate, it is not looks; it is 
not clothes; it is the ‘Come hither,’ in 
the eye.”

Whatever the realm of activity, 
whether she is in business, in a pro­
fession, in social life, or married and 
settled in her own home, every worn 
an needs to have the “come hither" 
in her personality. Quillo.

Factory Product Far Ahead of the 
Home Made.

With the advent of the pure food 
laws and the advanced methods used 
by the manufacturer in putting up his 
goods, the housewife, that emblem of 
cleanliness and purity, is entirely 
overshadowed in the matter of per­
fection in her jams and preserves. 
No housewife to-day, with her in­
adequate means in the home, can 
hope to make preserves so absolute­
ly free from germs and impurities as 
are now turned out by the large fac­
tories, sold to the consumer under 
federal and state inspection and plain 
ly labeled in every respect.

The average housewife has no 
means of protecting her fruits from 
germs or infection. An hour or two 
is perhaps utilized in the paring or 
preparing of whatever kind of fruit is 
to be preserved. In this process of 
preparation the fruit, with the cov­
ering removed, probably pared and 
saturated with the escaping juice, is 
left standing exposed, attracting flies 
and germs during the hour or two 
until it may be put in the kettle to be 
boiled.

The boiling is generally accom­
plished in a large open kettle, where, 
again, any dust or impurities of the 
air are permitted to settle. Once 
boiled, the article is poured into 
glass or tin jars, which have pre­
viously been washed thoroughly and 
stood up in a row, ready for use, but 
which all the time may perhaps have 
been the receptacle of dust or dis­
ease germs.

There is a possibility that in all 
of this long process any amount of 
impurity might have entered the pre­
serve, but nothing is thought of this.

Yet what a vast difference is there

in this method and what a remarka­
ble contrast in the possibility of im­
purities entering the goods, when 
compared to the sanitary and whole­
some system used by the manufac 
turer in preparing his preserves for 
the market.

In the first place, the very produce 
which he purchases is inspected by 
an expert to see that only the best 
and purest growth has been obtain­
ed. Even then the fruit is carefully 
assorted, and then begins the work 
wherein, with the housewife, germs 
begin their first inroad upon the jelly.

To obviate at once any possibili­
ty of such danger every article with 
which the fruit comes in contact in 
its process of evolution is sterilized, 
as are all the rooms where the work 
is carried on. All pots, pans and 
kettles are purified under this proc­
ess, and even the floors and walls 
must submit to the operation. Work­
ers handle the product in absolutely 
neat and clean array, aproned and 
capped in spotless linen. Through 
this thorough sterilizaton of even the 
air, germ danger is almost entirely 
displaced, but even further precau 
tion is taken.

The preserves are cooked in large 
kettles, but they are tightly covered, 
with little chance of the dust enter­
ing. Neither does the dust have a 
chance to get at them again until 
they reach the consumer, for the 
product is run through tubes to the 
bottles or cans in which they are 
placed, and as a final precaution the 
cans are thoroughly sterilized before 
the preserves enter.

No better argument tan be used 
by the grocer to the timid buyer 
than this, when the purity of the 
manufacturer’s product is questioned.

Wanted To Know.
Tommy had been taken to church 

for the first time, and there was 
much about it that interested him. It 
was just before the sermon that his 
curiosity got the better of his si­
lence.

“Muvver,” he whispered.
“Hush, dear,” said his mother 

“Wait until church is over.”
“But, Muvver, I want to know 

sumpin,” said Tommy.
“Well, you mu'st wait, dear,” said 

his mother.
“I’m afwaid I’ll fordet, Muvver,” he 

pleaded.
“Very well, then, what is it?” said 

the good lady, bending down to catch 
the little chap’s words.

“What does dat minister wear his 
nightgown for. Ain’t he got any py­
jamas?” asked Tommy. — Harper’s 
Weekly.

It is not half so important that 
young woman should be taught how 
to make clothes as it is that she be 
taught how to buy them: or that she 
be taught how to prepare food rather 
than how to buy it. Prepared foods 
and ready-to-wear clothing are be­
coming more accessible all the time

The honey bee gets a lot of credit 
for its industry, but no one has a 
word of praise for the ever-busy 
housefly.

Make Money 
with

III
Mapleine is a new and 

delightful flavoring.
Put it  in youc.stock. 

The demand for it is 
large and growing.

We keep it constantly 
before the con­

sumer.
All you have to do is 

to SELL IT

C R E S C E N T  M A N U FA C TU R IN G  CO 
S E A T T L E . W A SH

W il mart h Show C ase Co.
Show Ones 

And Store Fixtares
Take Division St. C ar Grand Rapid», SGcit.

Sales Books

Kalkaska Brand
SYRUP
SUGAR

MAPLE EXTRACT
H as the Flavor of the W oods

Grand Rapids Electrotype Co.
f L y*»  S t . ,  G rand Ra p tSa. Wicb- 

M skers o f  H ighest G rade E lec tro ty p e s  by 
all m odern  m ethods. T housands o f  satisfied 
custom ers  is o u r  b e s t  advertisem en t.

| A lso a  co m p le te  lin e  o f  P rin tin g  R aem nery . 
I T ype and P r in te rs ' Supplies.

M ichigan  M aple S yru p  Co.
Kalkaska, Mich.

Send for our rgxx prices

Use
T r a d e s m a n  C o u p o n s

Tanglefoot
The O riginal Fly Paper

For 2Í years the Standard

All Others Are Imitation-

Original 
Nibble Sticks

It may sound ' fishy" but it’s a fact 
NIBBLE STICKS have broken the 
record of any item in our fine choeolatt 
for the past ten years, and they are still 
and repeating everywhere.

If you are not familiar with N il 
STICKS send for a five pound box. Sa 
signs and printed sacks with every order

Don’t pass a REAL good thing.

PUTNAM FACTORY
National Candy Co. 

Only Makers
GRAND RAPIDS, MICH.

A Reliable Name
And the Yeast 
Is the Same

Fleischm ann’s
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BUTTER, EGGS and PROVISIONS
14*1*-

Cold Storage of Food Products in 
National Legislation.

The Chicago Butter and Egg Board 
is sending out the following notice to 
granges and farm organizations all 
over the country:

‘‘You are undoubtedly aware that 
there is a matter pending at the pres­
ent time before our National Legis­
lature of the utmost importance to 
you and to the members of your or­
ganization. We refer to the pending 
legislation relative to the cold storage 
of food products, in which all meat 
products are only permitted to he 
held in cold .storage from three to 
seven months, and that-dressed poul­
try, butter, eggs and cheese are only 
to be held a period of ninety days.

“It is needless to dwell upon the 
disastrous effects this would have up­
on the products produced by the 
members of your organization. Suffice 
it to say, that it would be in the main 
destructive to their business in that it 
would result in their products being a 
drug upon the market during the pe­
riod of greatest production, and a 
price so high during the non-produc­
tion as to make them impossible to 
the average consumer, and would 
drive them to the consumption of 
substitutes.

“We believe that this pending leg­
islation has greater interest and is of 
more importance to your members as 
producers than to any other persons. 
The dealer or the cold storage ware­
house man can adjust their business 
to conform to any kind of legislation 
that might be enforced upon them, 
but your members as producers can 
not do this.

“The chief mission of the cold 
storage warehouse is to carry goods 
from the season of greatest produc­
tion to the season of light or non­
production. thereby equalizing the 
price and best serving the public. 
Therefore it would seem but just and 
right that the producers of these 
products should be accorded the 
privilege of carrying their products 
from season to season, the same as 
is now being done by grain eleva­
tors.

“While we are not adverse to but, in 
fact, favor legislation whereby the 
public health would be protected, or 
the consumer protected from imposi­
tion or fraudulent practices, we fail to 
see wherein any protection is given 
to the consumer, while it imposes 
conditions to the serious detriment of 
the producer.

“This bill, which is Senate No. 
7.649, will undoubtedly be taken up 
for consideration during the coming 
extra session of Congress and with 
the public clamoring for the passage

of legislation of some kind, which 
they presume will reduce the high 
price of food products, it is pretty 
ceitain that action of some kind will 
be taken, and we wish to urge upon 
you the necessity of seeing that your 

J members see or write to your Sena­
tor before Congress convenes, the 4th 
of April, and protest against the pass- 

| age of this bill in its present form.”

Selling Produce by Weight
Some months ago we referred to 

the voluntary action of the Grocers' 
Association of Cleveland, Ohio, in es­
tablishing a system of selling prod­
uce by weight, which has appeared 
to give satisfaction, not only to the 
grocers themselves but to their pa 
trons: at least, it would seem that 
this action has given satisfaction all 
around, because there is, we under­
stand, a bill now’ pending in the 
House in Columbus, designated 
to compel throughout the state 
what the grocers of Cleveland volun 
tarilv conceded. If wre remember 
correctly, the National Association 
has advocated this bill, that of sell 
ing produce by weight. This is de­
cidedly an advance move and one 
which, we think, might be well emu­
lated by other states. We do not 
think that it is practicable for cities 
and municipalities to create ordi­
nances of their own to regulate such 
matters: indeed, it has been proved 
time and time again that such acts 
are futile, and unless the legislature 
of a state will enact legislation noth 
ing of any account, or nothing that 
will be effective, can be done.

There does not seem to be much 
question as to the justice of selling 
produce by weight, not only vegeta­
bles but eggs, for example, and even 
fruit. We all know that most deal­
ers will either intentionally or in­
voluntarily pick out the smallest eggs 
and the smallest turnips and the 
smallest oranges wrhen selling a doz 
en of either. The hand seems in­
voluntarily to be drawn toward the 
smallest eggs or the smallest orang­
es. In any case, weight is the only 
fair standard to sell by. No one can 
dispute that there is more value in 
a dozen large eggs than a dozen 
small eggs, and wre believe that such 
a law should be made universal, to in 
elude liquids; molasses, for example, 
should be sold by weight instead of 
by measure, as everyone who has 
measured and bought molasses in the 
wintertime can readily understand. 
The outcome of the attempt in Ohio 
to secure state legislation in this di­
rection w’ill be watched with great in­
terest by the rest of the country.— 
New England Grocer.

A. T. Pearson Produce Co.
14*16 Ottawa St., Grand Rapids, Mich.

The place to market your
Poultry, Butter, Eggs, Veal

(YX)
V bramd/

n w r i —

Ground

Feeds
None Better

W Y K E S  & CO.
8 R A N D  R A P I D S

BAGS New u d  
Second Hand

For Beans, Potatoes 
Grain, Flour, Feed and 

Other Purposes

ESTABLISHED 1894 

Get our weekly price list on

Butter, Eggs, Veal 
and Poultry
F. E. STROUP

Grand Rapids, Michigan
References: — Commercial Agencies. 

Grand Rapids National Bank. Tradesman 
Company, any wholesale grocer Grand 
Rapids.

ROY BAKER
W m. Aldea Sm ith Build ing  

Qrand Rapids, M ich.

Tanners and Dealers in
HIDES, FUR, WOOL, ETC.

Crohon & Roden Co., Ltd., Tanners
13 S. M arket St.

Grand Rapids, M ich.

B O N D S
Municipal and Corporation

D etails upon  A pplication

E. B. CADWELL & CO. 
Bankers. Penobscot Bldg., Detroit, M.

Printing for
Produce Dealers

W e Pay Highest Prices for Potatoes
Wanted in car load lots or less 

Write, telephone or telegraph what you have
Both Phones 1870 M. O. BAKER & CO. TOLEDO, OHIO

Clover Seed and Beans
If any to offer write us

ALFRED J. BROW N S E E D  C O ., G R A N D  R A P ID S , M IC H .
O T T A W A  A N D  L O U IS  S T R E E T S

STRAWBERRIES
24 Pint Cases, about $2.75 this week. We receive fresh supply daily and 

also have a full assortment of homegrown and Southern Vegetables. A good 
display of these seasonable goods help sell other goods. Let us supply you.

The Vinkemulder Company
Write, phone or wire your order

Grand Rapids, Mich.

J. A . W itzigW C R“ R E A  &  W IT Z IG
PRODUCE COMMISSION

104-106 W est M arket S t., B u ffa lo , N. Y.

“ Buffalo Means Business*'
We want your shipments of poultry, both live and dressed. Heavy demand 

at high prices for choice fowls, chickens, ducks and turkeys, and we can gft 
highest prices.

Consignments of fresh eggs and dairy butter wanted at all times.
R EFE R EN C ES—M arine N ationa l Bank. C om m ercial A gents. E xpress Com panies. T rad e  

P ap ers  and H undreds o f  Shippers.
Established 1873

Established 1876

Send in your orders for Field Seeds
W e want to buy your Eggs and Beans 

Moseley Bros. Wholesale Dealer, and Shippers of Beans. Seeds and Potatoes 
Office and Warehouse, Second Ave. and Railroad

Both Phones 1217 Grand Rapids, Mich.



All Humanity is the same. From the toddler 
to the aged; civilized or heathen ; rich or poor; we 
all are keen as to what we get for the price we pay.

We all appreciate the little compliment; the added 
ounce to the pound; the extra egg to the dozen.
. He who most successfully gratifies that sentiment 
in human nature is most successful in his business.

The “Hamilton Plan” has advanced ail this to 
an Art. It has regulated it to an exact svstem.

A most attractive feature about the HAMILTON 
PLAN is that it costs the merchant nothing. The 
Manufacturer pays for the consumer, he packs 
with his products “Hamilton Bond* and Coupon«.” 

Many pack a special Bond for the merchant, 
p ie  sale of the goods in which “Hamilton Bond* 

and Coupons” are packed is Doubly Assured.

Hamilton Corporation sees to th 
Unless a manufacturer’s . 

Qrafity and Correct n Price. 
“Hamilton Bond» and Coupons,’ 

The excellence and variety 
which are given for “Hamilton 3* 
are widely known. Ail who kr

thoroughly satisfies .. -5 patn 
sits, and a s  a eomplimen 
acquires “R etailers3 Bandtof* 
fa re s  for his store ; Jewel nr, 
or Furniture for his home.

The HAMILTON CORPORATION
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W INNING THE FARMER.

Interest Him in the Town’s Welfare 
and Be Friendly.

Winning the farmer has become a 
most popular pastime in this country, 
played at by many interests that here­
tofore have been ignorant of the ex­
istence of such a factor in life. Thus 
is the farmer coming into his own: 
for he is as much of a business man 
to-day as any of us—a business man 
with a professional training.

We like the phrase, “Winning the 
farmer.” It expresses the situation 
well. The friendship of the farmer, 
becoming appreciated as it should be, 
is to be won (not forced) by sincere 
(not assumed) friendship, by honest 
fnot make-believe) co-operation, to 
produce conditions that will benefit 
both townspeople and country peo­
ple; by a getting together on the firm 
basis of mutual helpfulness. This 
much-to-be-desired friendship will be 
won on no other platform than this.

This platform presupposes a belief 
on the part of business men and 
dwellers in towns, that the farmers 
who live in the vicinity are actually 
a part of the life of the town, are in­
terested in the flfairs that concern the 
town and believe that the prosperity 
of their trading point affects theii 
own prosperity. This belief is grow 
ing because it is right. Unfortunate­
ly it has been long in coming, and th> 
feeling of the average farmer, wher­
ever he may be, is that the towns­
people regard him as a rank outsid­
er, to he bled on all possible occasions 
for the benefit of the town.

This is a condition which must be 1affairs. Do you intend to outline >
faced. It is being met successfully new system of street lighting or a se-
in many communities. Those comma- ries of street improvements? Let the
nities may be singled out on the map farmer come in and discuss them
of prosperity for just that reason. with you, for he is interested in light- j
Year by year the farmer is taking a ing and in paving. Nor will it harm
more active interest in the town life. the townspeople to discuss with the
This interest must be nurtured and farmer methods of promoting good
encouraged in every possible way. roads.
Trolley lines bring him into close: In a score of ways is the town Fin Sr-
touch with buying centers. Automo- ed to the country, the citv people
biles have annihilated distance and with the farmers. Let this middle
brought the country dweller within ground of common interest Se the
a few minutes ride of the town, to meeting place where shall he estab-
which he may go to entertainments, fished a friendlv relationship that no i
lectures and to do his shopping, with outside influence ran affect for the
much less than the former bother town and the country are fnterdeper>~

We say that the farmer should be dent. What helps the farmer helps
asked to attend town meetings and the dweller in the town and mos*- of
to join in the discussion of such rm- all the business men of the town Let
portant questions as those of good
roads, better paved and better light- hernm? with ;r dr.ir-
ed streets, better telephone service.
better train service, the location of is factory methods of handling roun
manufacturing plants and other mat- try produce or of taking rare ,,f *h •
ters of similar importance. country trade Let us have re-r room.

Select prominent farmer-, repre and '‘short courses.” corn and seed
sentatives of different communities
surrounding the town, for member- one with another, the town folk with
ship in important committees in the th* rrumtrxr frvflr Tfl1*n 'T;?? “'ll?
Commercial Club. Set the meetings invisible barrier, established by years
at times when these men can be of non-intercourse behind " wbmb
present. They will carry back into there is much of mail order buying -v
their communities the friendliness of merchandise
the town people. The country peo- Let us be friendlv and 'h- farmer -
pie will feel that they have represen­
tation. Let the farmers take a part

won.

in selecting the Chautauqua courses. Canadian Cheese Trade
the lecturers and instructors in the Now that the mxnm for -wf
short courses and have a vote in the [in Canada is virtual Tv nwr
administration of the public libraries is now being directed to. the new
and in the discussion of other public l make, a few *maif fats having been
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TRUTH IN BUSINESS.

Desirable to State Openly What Pa­
trons Already Know.

W ritte n  fo r th e  T rad e sm a n .
There is a grocer down in Cen­

tral Michigan who is doing unique 
advertising by the page. There is 
no knowing exactly what mental 
process brought him to the point of 
doing what he is doing, but one may 
give a pretty good guess.

There has been so much talk of 
trusts and combinations lately that 
the average citizen will rare up and 
chase himself around in circles at 
the very mention of either word. As 
a matter of fact, the average citizen 
knows that there is a private under­
standing among coal dealers. He 
knows that the doctors, the dentists, 
the attorneys and the real estate men 
all have associations where the good 
of the order is discussed behind clos­
ed doors, and he naturally suspects 
that prices are fixed there.

He also knows that the grocers 
have an association, for the grocers 
make no bones of saying so, and re­
ports of their meetings are printed 
in the daily newspapers and in the 
trade journals. As has been said, the 
average citizen goes up in the air
when trusts and combinations are
mentit »tied, and so he believes that
all merchants com bine to put up
prices and plan to give as little value 
as possible for the money paid over 
their counters. How unfair and idiotie 
this is there is no need of telling here.

As shown by the advertising re­
ferred to, samples of which will soon 
be given, the grocer in Central Mich­
igan doubtless recognized the condi 
tions stated above in planning a pub 
licity campaign. He knew, probably, 
that the consensus of public opinion 
was not in favor of merchants. He 
doubtless understood that the people 
believe that they' are being cheated 
when they buy provisions. He pos­
sibly listened to customers until he 
discovered that they did not antici­
pate pure goods nor exact weight.

Of course this sort of thing is un­
fair to provision dealers, and shows 
that the public can not be any too 
honest when it supposes that any 
man who gets a chance to cheat in 
quality and quantity will do so, for 
it is in human nature to presume that 
any other fellow will do just what 
you yourself would do under the 
same circumstances. But the fact re­
mains that buyers are suspicious of 
the integrity of those they buy of. 
This sentiment is encouraged by- 
agents for outside houses and mail 
order companies.

“The dealers here are in a com 
bine, and you have to take what they 
offer and pay the price they ask,” is 
the way these outside agents often 
put it.

Just an aside here to show how 
false this is: If you want to know 
whether the provision men are in 
league to keep up prices, just pass 
along the business streets of Grand 
Rapids, or any other city of size, and 
note prices. At one store you will 
find H. E. sugar at eighteen pounds 
for a dollar, at another you will get

twenty for the same sum. At one 
store potatoes are 50 cents a bushel, 
at another 60, at another 65. At one 
grocery you pay 10 cents a pound for 
crackers, straight, but at another you 
can get three pounds of the same 
brand for 23 cents, or a trifle over 7 
cents a pound. It is the same way 
with tinned goods.

Well, anyway, this grocer I am 
telling you about is taking advan­
tage of the popular belief that all 
provision dealers are unfair in quali­
ty and quantity. It was a sharp thing 
for him to do, so far as his own in­
terests were concerned, whatever the 
general result might be. He proba­
bly thought that the merchants were 
themselves to blame for the erron­
eous opinons in the breast of the pub­
lic, and decided that a lesson would 
do no lasting harm. This is the way 
he started out:

“Exact weight and clean sounded 
good to us, and we proceeded with a 
scrub brush until the store was ac­
tually and honestly clean, but the 
exact weight was another proposi­
tion, and almost every traveling man 
would say, ‘That’s all right, but where 
are you going to get the goods exact 
weight?’ ”

That was rather clever, wasn’t it, 
making the traveling men say that it 
might be difficult to get exact weight 
goods? The man who wrote that ad- 
vertising was no chicken at the busi­
ness. You see, he seemed to be con­
firming by salesmen’s testimony the 
popular idea that there was short 
weight in about everything.

“It looked easy at first,” the ad­
vertisement goes on, “but ultimately 
developed into more of a problem 
than we thought. This was short 
weight—that was short weight. Pack­
ages were packed to show up showy, 
but we decided to start somewfiere. 
and we took:

“Bread, butter and potatoes first.
“Now, understand, these figures are 

only estimated, but we think they are 
very conservative, and you will also 
if you give the subject a little 
thought.

“For instance, there are fifty-five 
stores in this town (of course he 
mentions the name of the city, which 
is not necessary here") selling bread. 
They sell, on an average, fifty loaves 
each a day. This means 858,000 
loaves in a year. The pound loaf 
actually weighs about 1 2 to 13 
ounces, and the two-pound loaf ac­
tually weighs about 26 to 29 ounces. 
This will figure an average shortage 
of about one-fifth, or 224,800 loaves, 
based on the pound at 5 cents, leav­
ing a deficit of $11,240 in money paid 
for bread which the people did not 
get.”

This was a crack at the bakers, of 
course, and not at the grocers, but 
they get theirs later on.

“We made search for exact weight 
bread,” the advertisement goes on, 
“and were compelled to make a spe­
cial contract with a baker who had 
to order special tins or pans to bake 
exact one and two-pound loaves for 
this store.”

There is another clever thing, this 
showing, or claiming, the universalitj

of the short weight loaf by insisting 
that the man who contracted to give 
full weight loaves had to have spe­
cial tins made. Then he takes up 
the subject of butter:

“On the subject of butter, we as­
sume that the five thousand families 
of this city (name of town given as 
before! buy an average of three 
pounds of butter each a week. This 
means 780,000 pounds in a year. Now, 
the little butter boat weighs one 
ounce, and when the grocer weighs 
this innocent little carrier, figuring 
butter at a price of 25 cents a pound 
the year round, you will see that 48,- 
750 pounds of wood instead of butter 
amount to a shortage of $12,187.50.

“When you are in this store here­
after you watch the clerk when he 
weighs your butter. We have stop 
ped the practice of weighing the boat 
—and for good.”

Then he goes into the potato mar 
ket in the same way.

“And, finally, figuring the same 
number of families, 5,000, and as­
suming that they average ten bushels 
of potatoes each year, it is quite safe 
to say that nearly every bushel of 
potatoes is from eight to twelve 
pounds short of sixty pounds, which 
is the standard bushel. This means 
7,600 bushels are short (weight). Fig­
ured at the rate of 50 cents a bush­
el. the figures show that $3,750 are 
lost in short weight. Potatoes will 
be sold by the basket or pound, and 
if you order a bushel you will get 
sixty pounds.”

Right here is a statement tending 
to show the belief of the advertiser 
in the theory that manufacturers of 
food who sell their products in pack­
ages do not mean to give full weight, 
for he says:

“Concluding, we have to say: Com­
mencing Monday we will sell Exact 
Weight bread and everything else ex­
act weight, except packages which we 
can not control. In this case we will 
make up the difference in price.”

It is needless to say that the store 
referred to is doing a cash business. 
It is said that the advertising shown 
by the above excerpts has increased 
the business enormously, all of which 
shows that the people are ready to 
believe that they are as a general 
thing cheated in quality and weight.

There is no use in discussing the 
business ethics of the proposition. 
This reference to this firm’s advertis­
ing is simply for the purpose of j 
showing that it sometimes pays to 
take advantage of any idea that 
dwells in the mind of the public.

How false the theorj- that provi­
sion men deliberately give short 
weight need not be stated here. No 
business man wants the reputation of 
being a short-change man. The 
dealer who short-changes in weights 
is just as bad as the man who short­
changes in handling money. Yet this 
belief is popular. Some of the mail 
order houses foster it through their 
agents and printing.

In the case of the advertiser quot­
ed above it may be well to call at­
tention to the fact that grocers give 
full weight, but weigh the wooden 
boat. There are many dealers who

do not weigh the boat, and there are 
many who cut prices on tinned goods, 
but not for the reason that the 
weight or measure is short.

Anyway, the grocer is obliged to 
take things as he finds them. He 
sells the bread that is brought to 
him. He pays as much for it as he 
would be asked to pay if each loaf 
were of full weight. He makes no 
extra profit because it is an ounce 
short. He handles the tinned goods 
that are sent him in the same way. 
He would prefer that the weight and 
measure be honest, but if it is not 
he can not establish a cannery in 
which to put up his own stock.

Those who look at this question 
in a common sense way will see that 
it is for the interest of every dealer 
to give full value for the money he 
receives. The average citizen is too 
much inclined already to shout 
“Fraud!” and “Cheat!” whenever a 
business of any description is men­
tioned.

The magazines and the newspapers 
have muck-raked until the people do 
not believe in anything or anv one. 
That is, they believe only in the the­
ory that every man you meet would 
put his hand into your pocket if he 
could! Alfred B. Tozer.

Home Spun Philosophy.
Here are some bits of philosophy 

by one of the characters in Irving 
Bacheller’s new book, “Keeping Up 
With Lizzie:”

“The land’ll soak up all the edu­
cation you’ve got and yell for more. 
Its great need is education. W e’ve 
put everything on the farm but 
brains.”

“It costs money, big money an' 
more, to produce a generation of in­
valids.”

“Every spoilt woman stands for a 
fool-man. Most o’ them need—not a 
master—but a frank counselor.” 

“Education is responsible for a
d----- lot of ignorance.”

“The boys are concluding it’s 
cheaper to buy a piano-player than 
to marry one, that canned prima don­
nas are better than the home-grown 
article, that women are more to be 
desired than playthings.”

“I can get more fun out of one 
happy human soul than out of ail 
the dogs an’ horses in creation.” 

“Cares are like boils; it does not 
do to get rid o f ’em too quick. They’re 
often a great relief to the inside of 
a man, an’ it’s better to have ’em on 
the surface than way down in your 
marrow.”

“You’ve got to reach the women, 
somehow, you see, before you can im­
prove the social conditions of a com­
munity. I love them, but many are 
overgrown children, doin’ nothing 
with singular skill an’ determination 
an’ often with appalling energy,” 

“Now there’s Bill Warburton. 1 
supposed he was a friend o’ mine, but 
I caught him tryin’ to slip an auto­
mobile on me. There he was tryin’ 
to rob me o’ the use o’ my legs an’ 
about fifteen hundred a year for ex­
penses, an’ build me into a fat man 
with indigestion an’ liver complaint. 
I served an injunction on him.”

+

I

*

é
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One Million Dollars’ Worth of 
Free Coupons Out in May

Over ten million free coupons will be printed in the fourteen big women’s mag»' 
zines of the country com in g  out in May. Each coupon should be food at j-mr 
store—if you have the stock of both Puffed Rice and Puffed Wheat—for me package 
of Puffed Wheat, providing the customer presenting the coupons bvys at the w n e  
time on e package o f Puffed R ice.

The customer pays you 15 cents for the Puffed Rice— 
we pay you 10 cents cash for the Puffed Wheat.

Each 36 coupons redeemed by you means a sale >f 
one case Puffed Rice and one case Puffed Wheat, mat

You must have ample stock of both Puffed Rice 
and Puffed Wheat to participate.

There will be over ten million of the coupons printed. More them haM the 
families in the United States will have a coupon. There will not v  * >.sr. 
in this country where these coupons will not go. How many wiR be redteesseit ao 
man can tell.

The chief difficulty will be the shortage of stock
* We are running night and day to turn out Puffed

Rice and Puffed Wheat in advance of the coup»««.

Every grocer should have at least one unopened case each of 
Puffed Rice and Puffed Wheat with which to redeem coupons.

Please get your stock in today!

The Quaker Oats Company
C H I C A G O
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DRY GOODS. 
FkNCYGOODS ̂ NOTIONS!

S jCKERl / AYIBA/inWRIN^YTHICAGO 
C v i i n r r  q g hmduatbqvikiwg s w o t )  
OT IX aEC VZXSS? VAOIBWC

S W A T C H E S  ON R E Q U E S T

The Man Who Knows 
Wears “ Miller-Made’* Clothes

And m erchants "who know” sell them . Will 
send sw atch es and models or a man will be 
ent to  any m erchant, anyw here, any time. 

No obligations.
Miller, W att A Company

Pine Clothes for Men Chicago

We are manufacturers of

Trimmed and 
Untrimmed Hats

For Ladies, Misses and Children

C o r l ,  K n o l l  &  C o . ,  L t i
28, 22, 24, 28 N. Division St 

Grand Rapids, Mich.

Dry (roods Pointers as Given by the 
Trade Papers.

Ginghams are selling exceptionally 
well for fall and winter. Special at­
tention has been given to the devel­
opment of new styles, and fancy mo­
hair effects are among the new of­
ferings. Silk-and-cotton fancies for 
the new season are featured.

The increasing use of ready-to-wear 
dresses throughout the country is 
opening up a large market for me­
dium-priced merchandise. Manufac­
turers are now giving special atten 
t’on to designs for misses and small 
women, and this will tend to still 
further increase the trade.

Wash silks are selling well and 
fancy taffetas are being taken for 
cheap summer dresses. Brocades are 
employed for lining purposes. Warp 
prints are being favored for fall and 
winter.

Plain and embroidered voiles and 
marquisettes have the call in sheer 
weaves. Embroidered batistes are 
doin g well. Dotted Swisses are sta­
ples. Black and white and white and 
black effects continue to hold their 
strong position. There is a moderate 
demand for dress linens.

As the time is at hand when the 
placing of orders for next fall and 
winter deliveries can no longer he 
profitably deferred, importers are 
making a special effort to stimulate 
business. The new favorites for high- 
class trade are wool velours. These 
materials weigh approximately twelve 
ounces in qualities brought out for 
street wear and from thirteen to fit 
teen ounces for cloaking weights. 
Plain and fancy cheviots are meeting 
with favor. Wool satins in plain and 
fancy weaves are selling. Serges are 
staples. Silk-and-wool poplins con­
tinue in popularity.

Plain velvets are in excellent re­
quest and some printed effects are 
favored. Velour du nord has met 
■with ready sale. The production of 
silk seal plushes has been practical­
ly sold up for this year. Imitation 
furs are in a strong position.

New models in suits and skirts 
suitable for summer wear are now 
being shown in many of the sales- | 
rooms. Short, snappy jackets with j 
large rolling collars continue to meet j 
with favor. Novelties in Empire-cut | 
are being asked for. The separate 
skirt houses report that merchants j

are interested to some extent in the 
pantaloon skirt.

The interest shown in white serge 
suits at this early date has been such 
that manufacturers believe white 
serge will be much worn during the 
summer months. White serge grounds 
with black hairline stripes are also 
being freely taken. Other black and 
white stripe serges are very smart 
and promise to continue to be popu­
lar during the entire season.

Manufacturers expect a large num­
ber of orders in* coats of pongee and 
of linen. Styles include long straight- 
cut garments finished off with large 
collars and revers. and many novel­
ties in Empire effects. Several re­
tailers are specializing on auto coats 
at the present time.

The prospects are good for a con­
tinued demand for the shirt waist. 
All styles are being worn, veiled 
models, semi-tailored and tailored 
silks, messalines and foulards and lin­
ens, as well as lingeries, voile and 
marquisette numbers. Lace waists are 
also attracting considerable attention.

Small turbans and bonnet shapes 
and medium-sized hats are the milli­
nery success of early spring retail 
lines. Flowers and ostrich trimming* 
vie for first place in favor. Ribbons 
are prominently used on smart 
models.

Rather narrow Dutch collars will 
undoubtedly be in demand again in 
dainty developments for wear not 
only with shirtwaists, but on attrac 
tive dresses of various grades. Hand­
some gowns and waists possess neck- 
finishes of this character not only in 
real lace and the best imitations, but 
in hand-embroidered batiste in both 
white and ecru. Eyelet effects and 
the finest handloom imitations are 
used for the purpose. In many in­
stances along with these collars are 
worn small, simply made bows of 
silk in a contrasting color or in a 
material matching the dress.

In making up an inventory of your 
financial worth do not fail to in 
elude that intangible but most valua 
bie asset, ability. You can draw on 
that as certainly as you can draw on 
your bank account.

Salesmanship is not all talk. The 
customer is entitled to ideas about 
the goods and he is entitled to ex 
press those ideas. Learn to he a 
good listener.

“Rompers”
Play suits for boys and girls are 

growing in popularity. Our varie­
ty  of styles is not big, but each 
number is exceptionally good 
value. Prices range at $2.25, $4 
and $4.50 per dozen.

Give this line a trial.

Grand Rapids Dry Goods Co.
Exclusively Wholesale

one o'clock Saturdays G r a n d  R f l p i d S ,  M i c h .

“ The Crowning Attribute of Lovely Woman is Cleanlihessj”

Unseen—Naiad Protects

NAIAD
DRESS SHIELD

ODORLESS HYGIENIC
SUPREME IN

BEAUTY! QUALITY! CLEANLINESS!
Possesses two important and exclusive features. It does not de­

teriorate with age and fall to powder in the dress—can be easily and 
quickly sterilized by immersing in boiling water for a few seconds 
only. At the stores, or sample pair on receipt of 25 cents. Every pair 
guaranteed.

The C. E. CONOVER COMPANY
Manufacturers

Factory, Red Bank, N ew  Jersey 181 Franklin St., N ew  York
Wrinch McLaren & Company, Toronto—Sole Agents Cforanada



April 12, 1911 M I C H I G A N  T R A D E S M A N m

MERCHANT’S SURPLUS.

Its Investment Is Often Best in His 
Own Business.

One of the danger spots which most 
merchants and other business men ap­
proach when their affairs are begin­
ning to prosper is the temptation then 
presented to invest a part or all of 
their surplus capital in outside enter­
prises. In many such cases the mer­
chant who has not employed good 
judgment has found that he can not 
get out the capital he put in, and that 
in order to protect himself he must 
devote to the outside enterprises a 
great deal of his time and energy and 
might even have to “throw good 
money after bad,” as the expressive 
saying has it. Not only this, but when 
there came a period of depression, or 
a squeeze in connection with his own 
business, the capital he needed to tide 
over that period was either sunk in 
the unproductive enterprises or so 
tied up as to be unavailable.

It is a wise man who withstands 
the lures which are put before him 
when it is known that he has money 
for outside investment. They present 
themselves in a number of forms. 
One of these is civic pride. The mer­
chant naturally desires to stand well 
with his community, and when some 
new enterprise is started in his city he 
feels it is up to him to “chip in." 
Thus he may be led to invest in some 
public service plant or other project 
which, although it may ultimately 
prove a paying proposition, is likely 
to render his money unproductive for 
a prolonged period.

Again, there is the real estate fever. 
In a growing city one continually 
hears of the great profits obtained 
from the enhanced values of real es­
tate. Many a merchant with some 
surplus on hand, feeling that he 
should lose no opportunity of sharing 
in the general progress and develop­
ment, puts a goodly share of it into 
the ground—where it may lie unpro­
ductive and unavailable, except at a 
more or less serious loss, for several 
years.

1 f.e more purely speculative field 
affords continual temptations, too, es­
pecially to those who like to “take a 
chance.” Something may be said for 
the plan of buying well-known, Al se­
curities outright, seeing that they can 
be promptly turned into money. No 
business man, however, should in­
dulge in stock purchases or sales on 
margin, and he had far better keep 
out of the purely speculative grain or 
cotton markets altogether, no matter 
on which basis his deals may be ef­
fected.

The best place in which many a 
merchant can invest his surplus is in 
his own business. He can find plenty 
of play for it in improved equipment, 
in the anticipation and discounting of 
his bills and in other directions cal­
culated to increase his standing and 
reputation with his clientele and 
with his creditors. If, after making 
all needed improvements, his surplus 
still exceeds his real needs, then he 
may well look for some outside in­
vestment; but such investment should 
be made wisely—not at the instance 
of some interested party who knows

how to apply the hypnotism of flattery, I 
or with a view to the plaudits of his 
fellow-citizens and of the local news­
papers. Especially should the outside j 
investment be of such a nature as not [
to divert too much of the merchant's , ; I
time and attention from his own irn-
mediate business.

As regards real estate, it may be 
well to acquire certain property, withj 
a view to the enlargement of one's 
store or the erection of a new build-1 
mg, or to provide against undesirable 
neighbors. The fixed nature of such 
an investment, however, should a!- j 
ways be recognized and particular 
care should be taken to leave enough j 
liquid capital available for all possible 
needs, in case of some disaster or a j 
period of hard times.

Above all, the average merchant j 
| should avoid having “too many irons f 
in the fire.” Many a man doing a i 
growing and successful business has | 
failed through branching out in a mul- I 
tiplicity of directions.

It is a great thing to be able tot 
recognize one’s limitations. While 
there are men who have the faculty 
for making money out of almost any­
thing they touch, it is well to bear in j 
mind that this is not vouchsafed to 
all—not even to those who may He f 
very successful up to a certain point. 
—Dry Goods Economist.

Fashions For Men.
The habit of changing men's fash- I 

ions with the change of each season j 
used to be as regular as the ebb and! 
flow of the seasons themselves. Ev- • 
erybodv would wait patiently for the 
tailors to meet behind hermetically j 
sealed doors to determine the styles j 
to-be. The air was vibrant with 1 
“hist!” and “sh!” and the tread o il 
rubbers could be heard going up and f 
downstairs. Grim-jawed fashion scrib- [ 
biers paced outside like sentinels on l 
guard and the streets were strewn j 
with tanbark to cushion the rumble j 
of passing wagons. Seriously 
though, nobody waits and watches j 
nou  ̂ as “in the good old days," be 
cause the styles of the nearing sea- -[ 
son can be accurately judged by 
those of the waning season. There [ 
are no “radical changes," no “revo­
lutionary departures.” no “epochal in- 
novations” and all the other awesome 
things that used to fall trippingly 
from the pens of the so-much-a-fin-1 
ers. Spring clothes will be very | 
much like autumn clothes, both in 
color and cut. The soft coat front 
the roll lapel, the slightly shaped J 
sides, the chest fullness, the high-cu* 
waistcoat and all the other sign- of 
the “smart” coat are preserved on-1 
changed for the new season. Ever, j 
the colors almost parallel those of 
autumn, brown and tan -hades being j 
in the vanguard, with blue, gray, 
black-and-white and a sprinkling of 
greenish tints following close behind. 
—Clothier and Furnisher.

No doubt a man does enjoy him 
self when sleeping on the ground J 
wrapped in a blanket—but did you 
ever hear one of them refuse to 
sleep on a good comfortable bed on 
a dandy mattress, when he got 
home?

F L A X O N
SUMMER FABRICS
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Planning the Spring Campaign in 
Hardware.

Spring is the most profitable season 
in the hardware business, yet how 
few there are in the trade who really 
take advantage of the fact to their 
fullest capacity. Now is the time for 
the hardware merchant to begin the 
rejuvenation of his hardware store 
for the spring trade.

Tn beginning the spring campaign 
every possible source, of advertising 
for the store should be brought into 
use. The show windows should be 
cleaned up and trimmed with season­
able merchandise. The advertising 
colum ns of the newspapers should be 
utilized in making announcements of 
lines of goods that are in demand 
at this particular season of the year, 
and these goods should be prominent­
ly displayed in the store so that cus­
tomers will have them forcibly 
brought to their attention.

Tn farming communities it is well 
to make an effort to determine the 
needs of farmer customers for the 
season. In the Northwest, where 
hardware and farm implements are 
very frequently handled together, 
some enterprising merchants send out 
double postal cards to farmers at this 
time of the year and ascertain their 
wants in the line of farm implements, 
fencing, paints and builders’ hard 
ware.

Sometimes a farmer will be found 
who will not be disposed to give this 
information to the merchant, but gen­
erally a large number of responses 
can be obtained when the query is 
worded something like this:

Will you be in the market at any 
time during the next few months for 
any of the articles enumerated on the 
card attached? If so, will you kindly 
check the articles that you are con­
sidering buying, and thus give us an 
opportunity to figure with you before 
you buy? Will you also fill in the 
appropriate date of your intended pur­
chases?

Such an appeal to the farmers will 
frequently bring good results, but a 
much better way for the merchant 
who deals largely with farmers is to 
take a horse and buggy and make a 
farm-to-farm canvass of the commu­
nity. Not a few firms have adopted 
this method of going after business 
and find that it is the best paying 
thing they have ever done in the way 
of advertising or soliciting.

Special attention should be paid to 
pushing the paint line in the spring. 
A good coat of paint applied on the 
front of the store some fine spring 
day when many people are on the

streets will serve as an advertisement.
The trade of the builders should re- 

! ceive special attention at this sea- 
I son. Find those who are going to 
i build and then go after the trade and 
j if you do so with intelligence, skill 
j and vigor it will make a big differ­
ence in your sales for the year.

♦
The Wind MOL

The wind mill as an article of sale 
i is worthy the attention of any deal­
er. It is the cheapest power on earth 
for pumping water, for the farm or 
private residence. A little care and 

! a gallon of oil are frequently all the 
outlay for a year’s service.

A wind mill is more reliable than 
j some people think it is. It works 
on the average of eight hours per 
day and with a large enough storage 

i tank should take care of the average 
! requirements for water supply.

With a little oil once a week and 
a coat of paint once every five years 

j a mill will last for forty years, mak­
ing the running expense less than 

| one-half cent per d a y , and one can 
not afford to pump water or allow the 
housewife to work this small cost.

A comparison between the running 
expenses of the wind mill and a 
steam pump shows the mill about 
eight times as economical, not allow­
ing for attendance.

Tt is a permanent fixture: it adds 
to the appearance and value of a 
farm. It is good for forty years of 
service and is so nearly indestructi­
ble that it would not pay to carry 
an insurance policy on it.

The steel tower is better protec- 
I tion against lightning than the light- 
j ning rod itself, as rt is always in 
order and reaches higher than the 

j rods usually do.
Do not think the day of the wind 

mill has gone by. Your grandchil­
dren’s children will be using them in 
greater numbers than are in use to- 
day.

The t wo thousand and sixty-one 
years during which the wind mill has 
been developed to its present state 
of perfection give it a foothold on the 

j years to come as the most reliable, 
j serviceable and economical power 
possible for the farmer to obtain.

The dealer who recommends and 
sells a wind mill to his customers is 
doing him the highest possible favor.

! and is .erecting an enduring monu­
ment to his own good judgment.— 

j The Implement Age.

It is said that fortune knocks once 
I at every man’s door, but some other 
knockers are not so easily discour­
aged.

Awnings Acorn Brass Mfg. Co.
C h ic a g o

Makes Gasoline Lighting Systems and 
Everything of Metal

O ur specialty is A w nings fo r Stores and  
R esidences. We make common pull-up. 
chain and cog-gear roller awnings.
Tents. Horse. Wagon. Machine and Stack 
Covers. Catalogue on application.

CHAS. A. COYE, INC.
U Pearl St. Grand Rapids, Mich.

Mica A xle Grease
Reduces friction to a minimum.
It saves wear and tear of wagon 
and harness. It saves horse en­
ergy. It increases horse power. 
Put up in i and 3 lb. tin boxes, 
10, 15 and 25 lb. buckets and 
kegs, half barrels and barrels.

Hand Separator Oil
Is free from gum and is anti- 
rust and anti-corrosive. Put up 
in j-2, 1 and 5 gallon cans.

STANDARD OIL CO.
Qraad Rapids, Mich.

CRfECTTON ¡ Ï K-P
I  r \ \ b ^  com-
m  t r O ' - U  P*«*« Irosili Board

/  and Clothes task. No
hatter selltaf artistes 

IR O lN /N G f ìn A n n  « d e . Address j . T.
Brace. De Witt, Mich.

Steel S h e lf  B o x e s
For all Kinds 

of Goods
Hardware, Groceries 

Drugs
They take up 20 per c e n t less shelf room. Never shrink or swell: strong and durable.

R at and mouse proof. Cheap enough for any  store.
T H E GIER & P A IL  MFG. CO. .-. L A N SIN G , M ICHIGAN

CLARK-WEAVER CO.
WHOLESALE HARDWARE

GRAND RAPIDS, MICHIGAN 
We ALWAYS Ship Goods Same Dsy Order is Received

Foster, Stevens & Co.
Wholesale Hardware

w*

1« and 12 Monroe SL :: 3I-&35-37 Louis S t

Grand Rapids, Mich.
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T h e W alter Kitchen Cabinet
Tools Interest Machinists.

At the annual conventions of the 
New England Hardware Association 
L. S. Sharrett, of Athol, Mass., dis­
cussed the hardware trade. In part 
he said:

“The hardware business has the 
dignity of centuries, yet is inferior 
to no trade in the progressiveness 
and up-to-dateness of its methods. I 
believe it is a fact that there is no 
trade in which fraudulent failures and 
dishonesty are so rare as in yours 
and that, in general, hardware mer­
chants are among the most respected 
citizens in their respective communi­
ties.

“Conditions and customs have 
changed in recent years and the class 
of goods you now carry in stock is 
very different from what it was years 
ago when we manufacturers first tried 
to sell hardware dealers the better 
grade of fine tools. Our salesmen 
would then be told by some that 
there was no demand for such goods’ 
that the place to sell fine tools was 
the jewelers’, but manufacturers in 
the arts and sciences in the machin­
ery line have now become so numer­
ous and their work so exacting as to 
require the very best of fine tools.

“A steel rule, graduated in sixty- 
fourths of an inch, used to be con­
sidered fine enough for almost any 
measurement; now the vernier and 
micrometer gauges reading in thou­
sandths of an inch are required for 
general use and for special work 
micrometers reading in ten thou­
sandths of an inch, so that now many 
of you dealers profitably carry this 
line which is sure to attract the best 
class of mechanics who have the mon­
ey to buy.

“Machinists are always interested 
in something new and useful in tools 
and go to the hardware stores to see 
what they can find. A well kept stock 
of tools is more interesting to a me­
chanic than any museum. If one 
buys a useful novelty he shows it to 
his fellow workmen and they want it, 
too. The best salesman in a tool store 
is the man who thoroughly under­
stands the use of tools and can dem­
onstrate their utility to those not 
posted. I would advise dealers either 
to visit manufacturers or send their 
tool salesmen to take lessons so as to 
familiarize themselves with the 
practical use of the whole line. We 
are always glad to instruct anyone 
handling our tools that comes to us.’

Usefulness of Conventions.
During the past month or two 

thousands of retail hardware mer 
chants have been attending the con­
ventions of their state associations, 
where their attention was presumably 
directed to matters of practical im­
portance in the carrying on of the 
hardware business. Sound principles 
of business management were pre­
sented and illustrated with varying 
degrees of force and novelty, and the 
discussions between the merchant 
brought out many suggestions as to 
desirable methods of doing business, 
of overcoming the difficulties which 
present themselves, of making things 
run more smoothly in the store and,

in short, pointing out new forms of j 
effort for the extension of trade and 
the increasing of profit. Some of I 
these methods which were found by j 
certain merchants to work well J 
probably seemed unsuitable * to the 
conditions by which some of their | 
fellow' merchants were surrounded, 
and were dismissed without serious 1 
thought. There were, however, in all 
probability many suggestions made 
which at the time commended them­
selves to a goodly part of the conven-1 
tion and not a few, probably more 
than half, resolved to adopt, or at 
least try, in their stores the meth-1 
ods described. The extent to which 
the convention succeeded in giving 1 
practical pointers of this character is 
surely one of the best tests of its 
usefulness and the real measure of its 
success. The conventions are, how­
ever, now practically over and the 
merchants have gone back to their 
stores with these ideas and project' 
of which use may be made. The great 
question is, What will the merchants 
actually do with the plans and meth­
ods which they have learned? How 
many of them will put them in prac­
tical test and carry out in business 
the suggestions which commended 
themselves to them in the convention 
hall or in conversation in the lob 
bies of the hotels when discussing 
with their fellow merchants the art 
of selling hardware? It is safe to say, 
in view of the power of habit and the 
ease with which resolves are forgot 
ten, that many of these suggestions 
have already passed out of mind and 
come to naught, and that others which 
linger in the memory will soon fade 
away and follow them. On the other 
hand, there are doubtless merchants 
here and there who will make use of 
these experiences of others and of the 
ideas and suggestions which they car­
ried from the convention, finding 
them, we may hope, helpful in re­
ducing the labor, overcoming the dif 
Acuities and increasing both the com­
fort and the profit of the business.— 
Iron Age-Hardware.

Be There With the Goods.
Are you reliable? Does the man 

you work for go to bed at night per­
fectly assured that if you are alive 
you will be on deck in the morning 
and will well perform the work ex­
pected of you? The one always to be 
depended upon, who never lets trifles 
stop him, or seeming impossibilities 
conquer him, is surely valuable, and 
that one quality has saved many a 
man a job, who otherwise would have 
been displaced for a perhaps bright­
er and keener one who could not al 
ways be relied upon. Ability doesn’t 
amount to much if you are not right 
there with the goods every day of the 
year and have a reputation establish­
ed of never failing to be “on the 
job.”—Hardware Reporter.

After the business men of a town 
have tried uniform early closing of 
stores long enough to become really 
accustomed to it, they always won­
der why they did not adopt the plan 
years earlier.

Merchants
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Detroit. Mfcfc.

Made in four sizes. Sent on trial.
We have sold over $40,000 worth of these 

last. Write TODAY for circular and prices.

Business Men's Paper Press Co. Wayimd, Mkk.

Has ALL the features all 
ihe otheri and flux jomc.

towering flour bin.
want toe best dcailcr m 

eaea town to secure * r*c ex-* 
elusive agency for our cabi­
net. Write UxLzf for catalog 
and contract.

Walter Cabinet Co. 
Way land. Mich.

Business Men's Paper Press

after
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for payment.
A  member o f  our Sm 

who has a  store in Clev< 
land, visited  m  yesterda 
and after show ing aim  ti 
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P. St—I m ight say  t i t  
he has three stores
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How To Preserve and Keep in Order 
Show Window Fixtures.

Every merchant should have a 
room for the window and store fix 
tures, and for the proper arrange­
ment and conduct of these the trim­
mer should be held responsible. This 
is absolutely necessary, be the room 
in the basement or on the roof.

The size of the store and number 
of fixtures will determine the size 
of the room. In all cases it shouid 
be arranged with shelving, lockers, 
miscellaneous hooks to hang parts on, 
a tool bench and such tools and ma­
chinery as the particular store will 
warrant. Everything should be kept 
off the floor.

As the fixtures are brought from 
the windows or store they should be 
taken apart and the parts hung in 
separate places until again needed. 
When wanted for use again the fix­
tures should be taken down, assem­
bled and properly cleaned before be­
ing placed. This room should be the 
window-trimmer’s headquarters at all 
times when not at work in windows 
(unless he has other duties around 
the store) so the firm will have some 
definite place to find him when want­
ed, as it is sometimes difficult to find 
a window trimmer when needed.

If the window trimmer is a card 
writer also he will, of course, have 
a desk in his room. The room should 
be under lock and key at all time 
and only the window trimmer ant 
his boy should be given access to this 
outside of the night watchman. Even 
trimmer will, of course, arrange hi 
room to suit himself, and can do thi 
at practically no expense to the 
house.

Brass fixtures should be rubbed off 
with a damp clo.th, and about once 
a month polished. In this way fix­
tures will always look nice' and clean. 
All fixtures should be kept in the 
trimmer’s room. No fixtures should 
be allowed to accumulate in odd parts 
of the store. In this way the trim­
mer will always have the fixtures in 
the proper place and ready for use. 
When he has a broken fixture or part 
missing he should at once see that 
the part missing be replaced or the 
fixture repaired.

Papier mache forms should be tak­
en care of in the same way, taken 
down and placed on the shelves, and 
should be covered with some kind of 
muslin or cloth at all times, and when 
placed back in use again should be 
taken down and thoroughly dusted 
off. This makes the f rms look new 
again.

Should a papier mad e form be­
come broken, it should immediately

be sent to the factory and repaired be­
fore it has gone too far. In this way- 
many a form is saved. Papier mache 
forms with wood arms should be kept 
in a very dry place. If kept in a 
damp place the arms will swell and 
when put in the window they will 
shrink up and drop down, which is 
the cause of so much trouble.

Wax heads, feet and limbs for dis­
play also should receive the same 
care, they being placed in small boxes 
and the number on the outside, the 
size and what form, the fit, etc. In 
this way, when they become broker., 
it will be easily known what size and 
to what form they belong.

House Cleaning Window.
During the present month people 

will begin to think of house cleaning 
it will be a great bore on the minds 
of most women, they usually hate to 
start it, but they do like to get over 
with it early.

The grocer to-day handles many 
brands of cleansing powders, soaps, 
powdered ammonia, liquid ammonia, 
borax, etc.

A display showing the many uses 
that these products can be put to 
would by all means interest the aver­
age woman. Perhaps the manufac­
turers can furnish printed signs to 
this effect. When these are not ob­
tainable, the grocer can easily make 
up his own, which perhaps would an­
swer the purpose just as well.

A large display of the products 
mentioned above with a small space 
circled out in the center showing 
silver or metal polishes and such 
small articles as are appropriate, is 
one way to display these goods.

The background for the display 
can be of brooms, whisks and dusters, 
or a nice background could be made 
by making a design with clothes­
lines. A clothespin frame around the 
window pane and a clothespole at 
each side of the window with a line 
stretched across on which would 
hang some clothes of a ridiculous na­
ture. On the floor of the window, 
colored excelsior, to represent grass 
would add to the display thus left 
over from the Easter display.

One retailer in making a display 
with goods of this kind reproduced 
a woman’s head. On the base of the 
window clothespins were used to 
make the outline of the face, only 
one side of the head being reproduc­
ed; that is, a profile; a small can of 
polish for the eyes and a clothespin 
for the mouth. For the hair clothes­
line was used, the line being rolled 
so as to make a braid.

A w / V / A / G S
T e n r s  ,
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Cog Gear Roller 
Awnings

Are up to date. Send’for catalog.
Get our prices and samples 

for store and house awnings.
The J. C. Goss Co.,

W e Manufacture

Public Seating
E xclu sively

We furnish churches of all denominations, designing and 
building to harmonize with the general architectural 

scheme—from the most elaborate carved furniture for the cathedral to the 
modest seating of a chapel.

The fact that we have furnished a large majority of the city 
J V l l v v l S  and district schools throughout the country, speaks volumes 
for the merits of our school furniture. Excellence of design, construction and 
materials used and moderate prices, win.
I A/j»P H alle We specialize Lodge Hall and Assembly seating.

l l C l l l o  Our long experience has given us a knowledge of re­
quirements and how to meet them. Many styles in stock and built to order, 
including the more inexpensive portable chairs, veneer assembly chairs, and 
luxurious upholstered opera chairs.

Write Dept. Y.

Hmerican Seating Company
215 Wabash Ave. CHICAGO, ILL.

G R A N D  RAPIDS N E W  YORK BO STO N PHILADELPHIA

“Crackerjack 
Small Wares 
Case No. 30

99

Dimensions42 inches high, 26 
inches wide. Fitted with 5 rows 
of drawers usually 5 inches deep 
and from inches to inches 

long. You can display to the best advantage all sorts of findings. If the 
customer wants to see an article, the tray is readily pulled out without dis­
turbing any of the other trays and placed on top of show case, which makes 
an effective presentation of goods and they are protected from dust.

We have other styles of cases, strong and sightly. The low prices they 
are sold at would surprise you. Write for catalog T.

Grand Rapids S h o w  Case Co.
Grand Rapids, Mich.

The Largest Manufacturers of Store Fixtures in the World

Klingman’s Sample Furniture Co.
The Largest Exclusive Retailers of 

Furniture in America

Where quality is first consideration and where you 
get the best for the price usually charged for the 
inferiors elsewhere.
Don’t hesitate to write us. You will get just as 
fair treatment as though you were here personally.

Corner Ionia, Fountain and Division Sts.
Opposite Morton House Orand Rapids, Mich.
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AFTER THE DAY’S WORK.

Stretching the Truth.
Just why salesmen and others who 

have to do with the salesmaking end 
of a business should “stretch the 
truth” about the activities of their 
business, it is hard to fathom.

Probably it is because they should 
be optimists. Optimists are generally 
enthusiasts, and that is a good thing 
—both for the business and the man.

It is so easy to say, “We are ship­
ping a hundred automobiles a day,’’ 
when we are really shipping but 
sixty. Now sixty is big enough, but 
the extra forty seems to make the 
picture better. Also, it allows for 
the shrinkage we feel the cynicism of 
our listener will put on our claim.

What is the use?
Somebody besides ourselves knows 

the truth. That gets to the public, 
and soon it takes a bigger exagger­
ation to allow for the skepticism we 
have aroused.

It is bad for the organization. Em­
ployes have less faith in a concern— 
less faith in each other—in the man­
ager—when they know it is a policy 
to “add a bit to the truth for good 
measure.”

Then the exaggeration gets into 
the work of the employes—because 
men can not see lies make money 
for their employers without suc­
cumbing to a desire to do more or 
less of it in their own work for 
their own benefit.

Less care, less loyalty, less en­
thusiasm, less co-operation, less ef­
ficiency, because the house is a bit 
rotten at the heart.

This may sound like a sermon; 
so it is. We see the principle 
“work”—every day.

There is no place for exaggeration 
in the advertising or selling talk of 
a decent, self-respecting, honest busi­
ness. A statement is either true or 
it is not. The business that requires 
exaggeration is in need of a physi­
cian, just as the man who needs mor­
phine “to keep going” is a sick man. 
He won’t “go” for long.

Salesmen who make claims that 
can not be backed up are the weakest 
competitors of a fellow who deals in 
facts.

The advertiser who exaggerates 
appeals only to the sucker market, 
and is daily losing caste among the 
growing class of business men who 
know truth is the trade keeper.

Exaggeration has done more to 
make salesmanship a “game” and ad­
vertising a synonym of insincerity 
than any other bad practice of poor 
business men.

* It is time to lend a hand—cut out 
one of the untrue superlatives to­
morrow. E. St. Elmo Lewis,

Advertising Manager Burroughs 
Adding Machine Co.

The Money Drawer.
What kind of a system have you 

to take care of the money as it 
comes into your store? Is every pen­
ny registered and counted the same 
as the nickels, dimes and quarters? 
The merchant who does not use this 
system does not realize how much 
money is lost between the time it is

received and when it is deposited 1 
in the bank.

There are still stores where a glass J 
candy tray or an old tin box is used 
as a cash drawer. But even a cash 
drawer is surely not a good place for 
handling money, in a store where 
there is no cashier and several clerks 
make change out of it. It is not only j 
a great temptation to have before I 
clerks all the time, but what way is 
there of telling how many errors are 
made' each day in making change5 
There are many clerks who, when 
they get a little rushed and there are I 
customers waiting, will make many 
errors.

Your clerks would not be any more i 
liable to make mistakes in making 
■change from their pockets, or from I 
yours, than they would from an j 
open cash drawer.

If you should send a clerk overt 
to the bank with a ten-dollar bill to 
be changed, you would count over the 
money very carefully to see that no I 
mistakes were made before you pur 
the change into the cash drawer. Did 
you ever realize that that same 
clerk will handle and re-handle that 
same money several times during the 
day, and how are you or anyone else 
going to tell how many mistakes are 
made?

The proprietors of the store should 
believe in taking care of their money 
after they have received it, as well 
as their goods, and also in having a 
check on every clerk. They have a 
cash register with separate drawers 
for each one, and the money at night 
must correspond with the amount 
shown by the register. If it does 
not, it is easy to tell who has made 
a mistake. This system of handling 
money not only saves much money 
for the store using it, but it causes 
clerks to be very careful in their 
dealings, as they know if a mistake 
is made it is easy to tell who made it. 
On the other hand, in the store where 
a cash register is not used, all clerks 
make change out of the same cash 
drawer until they get careless, as 
there is no check on anyone and no 
way of telling if an error is made or 
who made it.—Commercial Bulletin.

The Character Rating.
A high rating is not always the sur­

est guarantee. There are bakers w ho 
are not given much consideration in 
Dun’s or Bradstreet’s but are the 
most dependable of customers. They 
have an established credit of good 
character and trustworthiness. Their 
bank account is small, their capital is 
limited, but they can get all the 
credit they want. They have been 
trusted and they have kept their 
word. They have frankly stated their 
financial condition, and concealed 
nothing as to their lack of capital. 
There is always a risk in giving 
credit, but the man with a rating es­
tablished for honesty and square deal 
ing has a standing which is a better 
security than a money rating alone.

Nearly every 15 year old boy is 
firmly convinced that when he grows 
up he will be a great improvement on 
his father.

Steady Sales
T h e demand for U needa Biscuit 
is constant, growing, dependable. 
T his National soda-cracker has 
becom e as staple as sugar or flour. 
It is part of the regular diet of 
millions.

I he grocer w ho stocks Uneeda 
Biscuit and displays the attractive 
moisture-proof packages on Iris 
shelf or counter is sure of a 
steady, profitable sale that can be 
counted upon in all seasons. It 
has the sort of stability on which 

d, profitab le b u s i n e s s  issoun 
founded.

NATIONAL BfSC

Capital
$800,000

O L D
N A T I O N A L  
„ B A N K

Our Savings Certificates
Are better than Government Bonds, because they are just as safe amt grvcyuw 

a larger interest return. 3%  %  if left one year.

W hy is the W olverine Baler Best?

L ft » the Simplest « d  Strangest.
2. ft is the Easiest »  operaie.
3. ft Ins a Cast Ira* Pianger which 

cannot warp m spit.
4. k has front and Safe èw n  »  re* 

lease baie easily. bar needed.
5. ft is made by men Experienced in 

the manufacture of balers.
6. ft is CHEAP, because we are we«  

equipped to manufacture.
W rier to -d a y  fo r  f l t K E  an d  Catalogs.

YPSILAVn PAPER PRESS CO.
YMB.ASTI WCR
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What Is a Salesman?
When the train pulls in and you grab 

your grip,
And the hackman’s there with his 

frayed-out whip,
You call on your man and try to be

gay.
And all you get is, “Nothing doing 

to-day,’’
Then you’re a peddler,
By gad, you're a peddler!

When you get into town and call on 
your man,

“Can’t you see any, Bill?” “Why, sure 
I can.”

You size up his stock—make a rough 
count,

And “Bill” presently says, “Send the 
usual amount,”

Then you’re an order taker,
By gad, you're an order taker!

When you travel along and every­
thing’s fine.

And you don’t get up till half-past 
nine,

When you see each concern and talk 
conditions,

And write it all home with many ad­
ditions,

Then you’re a traveling man, 
By gad, you’re a traveling man!

tive in his forms of politeness; where­
in he shows he is well bred.

"lie does not attempt to hurry the 
sale at the very beginning; for he 
knows that some minds operate slow­
ly and that it is important for future 
business that the buyer be thorough­
ly satisfied before the sale is closed.

“He says ‘thank you’ as sincerely 
in concluding a five-cent sale as in 
handing over a diamond ring.

“He adds to the customer’s appre­
ciation of the beauty or the worth ot 
an article by the way in which he 

| carefully and daintily handles it and 
j looks at it himself. He thus helps 
the sale by psychological influence.

“He does not say too much, but 
j gives the customer time to think. He 
studies the customer’s mind so as 
to know just when to add the needed 
word to ‘push her over.’ -  

“He is not ungenerous in his com­
ments on competitors. He recognizes 
the diplomatic value of ‘damning with 
faint praise;’ possibly he even goes 
farther and praises heartily—if there 
by he can lodge a conviction in tbe 
mind of the customer that such gen- 

j erous mention of a rival must mean 
i entire indifference to the efforts of 
i the rival to rival.

“He is not a chump, generally.”

When you call on your trade and they 
talk “hard times,”

“Lower prices,” and “decided de­
clines,”

But you talk and you smile—make the 
world look bright,

And send in your orders every blam 
ed night.

Then you’re a salesman,
By gad, you're a SALESMAN!

—Canadian Commercial Traveler.

Qualities Which Characterize the 
Good Salesman.

The characteristics of a good sales 
man are summed up by a writer in the 
Keystone as follows:

“He does not pretend to know 
everything: he conveys the impres­
sion to his customer that he thinks 
the customer knows a whole lot.

“He does not dispute with the cus 
tomer; he knows that ‘to win the ar 
gument is to lose the sale.’

“He is not ‘short’ or brusque to 
strangers. He can not fathom the 
strangers’ plans in advance, and he 
may close his door to a good buyer.

“He does not interrupt: does not 
look bored.

“lie does not think a person a 
crank who does not see things as he 
does: for he knows that everybody, 
including himself, is a crank in some 
degree.

“He is not fussy and demonstra

Profit in Little Things.
A country merchant was once talk- 

t ing with a commercial traveler re- 
j garding small wares. “I can’t see,” 
i said the merchant, “how it pays me 
I to bother with so many of those little 
! things. If I sell a suit of clothes for 
j $10 or $15, or a barrel of flour, I can 
see where my profit comes in, but 5 

| cents, 10 cents, 15 cents—where is the 
profit in such petty transactions?”

‘I know something that is better 
| than argument,” said the traveling 
man. “You take a quantity of your 
old sales checks and have them sort­
ed into piles according to amounts. 
Put those of 50 cents or under in one 
pile, those of over 50 cents to a do! 
lar in another, those of a dollar up 
to five in another. Make a pile of the 

i $5 to $10 ones and another of those 
over $10. I don’t know what you 

| will find, but you will find some­
thing.”

Several years later the merchant 
visited the wholesale house and acci 
dentally met the traveler who had 
called on him, but whose territory 

I had been changed. “You do not re- 
I member me?” queried the merchant 

“I don’t remember your name nor 
your town,” responded the traveling 
man, “but you are the man who was 
going to sort out his sales checks.’ 

“You’re right,” said the merchant 
“It was your suggestion, and I wanl

to thank you a thousand times for 
it. I now own ten stores and we g<> 
in strong for goods selling for small 
amounts. A careful examination of 
my sales checks showed that nearly 
all the money I was making came 
from small sales and that there were 
so comparatively few large sales that 
the profit on them was nothing like 
what I had supposed.” — Grocers’ 
Magazine.

G. J. Johnson Cigar Co.
S. C. W. El Ported« 

Evening Press Exemplar
These Be Our Leaders

Hotel Cody
Grand Rapids, Mich.

A. B. GARDNER, Mgr..

Many improvements have been made 
in this popular hotel. H ot and oold 
w ater have been put In all the rooms.

T w enty new rooms have been added, 
many with private bath.

The lobby has been enlarged and 
beautified, and the dining room moved 
to  the ground floor.

The rates remain th e sam e—12.00 
12.50 and $3.00. Amerioan plan.

A ll meals 50c.

The American in London 
starts for Hotel Cecil, the 
Englishman in America 
hunts for St. Regia.

The tide of popular favor 
in Grand Rapids is turned 
toward

Hotel Livingston
Grand Rapids

The Clover Leaf Sells

Office 424lHoaseman Blk.
If  you wish to locate in Grand Rapids write 

us before you come.
We can sell you property of all kinds.
W rite for an investm ent blank.

Post Toasties
Any time, anywhere, a 
delightful food—

“The Memory Lingers.”
Postum Cereal C o , Ltd. 
Battle Creek, Michigan

hi M  Met mus
Packed by

W. R. Roach & Co., Hart, Mich.

Michigan People W ant Michigan Products

There is no risk or 
speculation in 

handling

Bakers 
Cocoa

and

Chocolate
They are staple and the 
standards of the world 
for purity and excellence.

52  Highest Awards in 
Europe and America

Walter Baker & Co. Ltd.
E stablished 1780. D o rc h e s te r ,  Mass.

Y ou Can Sell More

Trunks, Suit Cases and Bags
But you must have the right line to do it.

“Sunbeam” Brand Goods are Best Quality Goods. That's 
why you should not be without them.

Why not decide now?
Send us your sample order 

and get ready for the 
coming season.

WE HELP YOU SELL 
THEM

Our ads in the farm papers are continually busy tell­
ing your customers all about them. They satisfy your 
trade because they are “Sunbeam” Brand Goods, the goods 
at the “right” price. Catalog sent on request.

B row n & Sehler Co. Grand Rapids, M ich.
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WHY FOOD PACKAGES SELL.

Business Man’s Interesting and Prac­
tical Comments.

Few things have done so much for 
the health and comfort of the family 
and economy in its care as the put­
ting up of food in packages, and from 
a sanitary point of view it is one of 
the great achievements of the age. 
Under the old method of selling 
goods in bulk, the food thus sold 
was exposed to all sorts of contami­
nation and infection, and in a large 
majority of cases to deterioration in 
quality. Almost all cereal foods de­
teriorate quickly when exposed to 
the air, and their food value, as well 
as their palatability, is rapidly re­
duced. Any one familiar with the 
ordinary grocery store knows how 
goods sold in bulk are exposed in 
barrels or boxes to dust, flies and 
the constant handling by hands that 
are at best not overly-clean. If food 
thus sold could be bought at half 
price of even the same quality of ar­
ticle carefully packed in air-tight 
package's, it would still be more ex­
pensive than the package goods, says 
Leslie’s Weekly.

Very much has been said, and 
rightly said, regarding fraudulent 
weights; but it is a noticeable fact that 
the thousands of fraudulent scales 
that have been discovered and con­
fiscated by proper authorities have 

• been used for the sale of bulk goods 
which are sold to the consumer by 
weight. No one can be too severe 
in the condemnation of fraud, no 
matter whether it be in false weights 
or impure quality, and every one 
who does either should be severely 
punished. In the effort to correct 
the wrong done by unprincipled deal­
ers, it has been urged that the house­
keeper should weigh on her own 
scales every article bought. At first 
thought this seems to be a solution 
of the difficulty; but the writer, hap­
pening to notice that his weight va­
ried with almost every pair of scales 
upon which he was weighed, began to 
make enquiry as to the correctness of 
scales in general, and his investiga­
tion led him to the belief that it is 
extremely difficult, even with the best 
of care, to keep any set scales in such 
condition that the weight can be de­
pended upon.

Determining to test the matter 
carefully, he bought a set of weights 
that were officially correct, and with 
these began to test the scales in the 
houses of his friends. In about fifty 
such tests he found just one set of 
scales that were correct, and with 
only four or five exceptions every 
set of scales over-weighed, requir­
ing from a pound and an ounce to a 
pound and five ounces to weigh a 
pound. These housekeepers had tak­
en usual care of their scales, but in 
some cases they were more or less 
rusty, in others the springs had lost 
part of their force, in others the bear­
ings were gummy; but in almost 
every instance, if goods bought of a 
dealer had been weighed on these 
scales, he would have been pro­
nounced a fraud, when as a matter 
of fact the fraud was in the scales of

the housekeeper. As these investiga­
tions fairly represent the facts as to 
the scales in the homes of the Amer­
ican housekeepers, the enormous 
sale of scales which has been secur­
ed by the discussion of short weight 
is but adding household expense 
without bringing adequate return.

No method yet devised brings as 
much protection to the buyer of 
foods as the package system, which 
fixes the value of the package by a 
money rate rather than by weight. 
Food packages sold at 5, 10 or 25 
cents are measured by the buyer as 
to their worth in prices, and the prac­
tical housekeeper knows whether a 
5 cent package is worth its cost, and 
she also knows whether the size of 
the package has been changed, and, 
if it has, whether it is still worth the 
price she has to pay for it. The 
American woman buys with an in­
telligence and a knowledge that ex 
cecds that of the average business 
man in the care of his business.

In buying, in a package, waste is 
eliminated, convenience is attained, 
exactness as to the results of its use 
is apparent and the buyer is able to 
quickly and correctly ascertain the 
value of the contents of that pack 
age as against anything else which 
can be purchased with the same 
amount of money. Tn addition she 
gets an article that comes to her 
in exactly the same condition it left 
the manufactory, without possibility 
of contamination or deterioration, 
and she gets a better quality almost 
invariably than is possible to buy in 
bulk form, because, when sold in 
bulk, the question of price per pound 
is the governing force, and the less 
the price per pound the cheaper seem 
to be the goods, with the inevitable 
result that the goods are cheaper in 
quality as well as in price.

Another point about the valuing of 
package goods by wreight rather than 
by price is not to be overlooked, and 
that is that in a very large proportion 
of the goods that are sold in pack­
ages lightness and not heaviness is 
the test of value. To produce the 
lightness which is an absolute re­
quirement of quality the highest 
grade of rawr material must be used, 
and the simplest method of reducing 
the cost is to use inferior goods, 
which necessarily weigh more. If 
the basis of value of goods in pack­
ages is to be changed from price 
to weight, and the value is to be 
measured by the weight, the inevita­
ble result will be to reduce the quality 
of the goods, because this of itself 
would increase the weight and open 
the door to a fraud which is im­
possible as long as value is measured 
by price.

That the American housekeeper not 
only knows whether the value of the 
package she buys, but knows wheth­
er any particular package is as eco­
nomical for her use as some other 
package, is easily ascertained by en­
quiry at any first-class store. Tn 
these days of keen competition on 
the part of manufacturers and of 
rare intelligence on the part of the 
women buyers, it is impossible for 
any extensive fraud to be consum­

mated in package goods. The eye | 
of the woman in measuring the pack- j 
age, her knowledge of foods and the 
use of them in her home enable her i 
to watch the package and to know I 
what she is getting for her money j 
with a greater exactness and more 
absolute surety than any plan that j 
has been suggested, while at the 
same time the package insures pure j 
food instead of dirty food.

Not long ago a gentleman who was | 
ardently claiming that all goods [ 
should be sold by weight, rather than | 
in packages, and to illustrate bis { 
point showed the contents of a pack- j 
age and compared them with the S 
same article he had just bought in j 
bulk for the same amount of money j 
at a near-by grocery store, said t^at j
there was greater weight in th
goods than in the padcage was un-
deniable, but he neglected to tel
audience that the bulk goods «rere
unpalatable an 1 had a distinct
of codfish, an T that i : the
housekeeper, knowing the condition
of the cont ents of the bag and pack-
age, could have chosen, she would
have paid 5 cents for the package
rather than have the others given
to her for nothing , and thi 3 case is
similar to that of hundreds of oth-
ers. The wonder is not 1hat the
package has been tremendo osly sue
cessful, bu that any hotisekeeper
who cares fc r the health and comfort
of her family will ever buy any ar
tide of food in bulk which, unrfer tire
very best of circumstance«. b *tirefy
getti mg in a more and more tin vam­
tary conditi'>n, as well as 1osing it if
food Value, if she can get \ similar
article in a package.

Traverse City Memorial Day.
Traverse City, April 10—Travers- 

City, U. C. T.. No. 361, observed 
Memorial Day Sunday, April 0, in re 
membrance of our first Supreme Sec 
retary. Brother Charles B. Flagg, and 
departed brethren of our Council. 
Arthur Goethe and Wm. D Barnard 
Forty-five of our members assembled 
at the Council rooms at 10 o'clock 
and marched to the Fir-t M. E. 
church, Rev. R. S. Mac Gregor hav­
ing extended us an invitation to at­
tend or. this date in a body. FFis sub­
ject was the Commercial Value or 
Christianity, and we left reeling we 
had profited by being present.

Visiting brothers who joined us 
were: F. L . Van Tile, of Bay City 
Council, No. 51: John D Morton, 
Chas. Perkins and James J. Fortier, 
of Grand Rapids Council. No. 131: J
C. EcHin, of Toledo, Ohio Council. 
No. 10; Thomas J. Burton, of Flow­
er City Council. No. 203, Rochester, 
N. Y.: W. E. Sheeler, of Jackson 
Council, No. 57; E. V. Grow and L.
D. Miller, of Saginaw Council, N o .  
4.3; A. Williams, of U. P. Council, No. 
186, of Marquette.

U. C. T. annual memorial services 
are being observed by nearly every 
city of any size in the country.

Fred C. Richter

Treat new help as if you expected 
them to make good and stay with 
you indefinitely rather than as if they 
might get bounced any minute.

HILLSDALE’S NEW MAYOR. 
H ark’ Listen? Did you hear the 

: rws? Art Lincoln, a Democrat, has 
■cert elected Mayor of the aristocratic 
Republican city of Hillsdale,, with res 
iormai 40ft majority. How did it 
tappe n r Because Lincoln is a "bocs-

Artfcur T. Lincoln has resided ®

wenty-four years, and is held n ttspi 
isteem by his fellow citizens. At the

Arthur T. Lincoln

present time he is traveling: sal 
for the firm or Lee 5k Cady.

with this nran tor the past to 
year,. Art's manv rrtends rh

know that he has been so 
honored by his townsmen. 1

office of Grand Counse

Butter. Eggs, Poultry. Beans and Po­
tatoes at Buffalo.

21c; dairy, I.vSilSc: poor, all kinds. *•> 
@13c.

Egg-—Strictly fresh, I6r-i*§XTc. 
Live Poultry — Fowls, TS%  I -•

; ducks. I9f?§20c; geese. t4*SfI3c: tur- 
! keys, 18.''?. 20c; old cocks, 13c,

Drf ssed Ponltrv — Fowls. 17 .ft **“
[ chickens. 18rq)2f}c: turkeys. 24»'. 
old cocks, 12c.

Beans—Pea, hand-picked, «2 me 
drum, hand-picked. 12: marrow, hand 

’ picked, 12.23; white kidney. 12.50': red 
i kidney, $3^3.23

Potatoes—50̂ 35 60c per bu.
Rea & WHatig.

Adrian—The Mills Manuf icturing 
Co. has been organized to manufac­
ture baling machines, etc., with an 

■ authorized capital stock of 16,060. or

[ SI,050 being paid in in cash arid S500
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drügS*®druggist$ sündrœs
' yf ?

-" W

M ichigan B oard  of P h a rm a c y . 
P re s id e n t—W m . A. D ohany . D e tro it. 
S e c re ta ry — E d. J .  R odgers. P o r t  H u ro n . 
T r e a s u re r—J o h n  J . C am pbell. P igeon . 
O th e r  M em bers—■Will E . C ollins, O w os- 

so : Jo h n  D. M uir, G ran d  R ap ids.
N ex t M ee tin g —G ra n d  R ap id s, N ov. 15. 

16 a n d  17.
M ich igan  R eta il D ru g g is ts ’ A ssoc ia tion . 

P re s id e n t—C . A. B ugbee, T ra v e rs e  C ity. 
F i r s t  V ic e -P re s id en t—F re d  B rundage> 

M uskegon.
Second V ic e -P re s id e n t—C. H . Jongejan* 

G ran d  R ap id s.
S e c re ta ry —H . R. M cD onald. T ra v e rs e  

C ity.
T re a s u re r—H e n ry  R iechel, G ran d  R a p ­

ids.
E x e c u tiv e  C o m m ittee—-W. C. K irc h -  

g e ssn e r. G ra n d  R ap id s ; R . A. A bbo tt. 
M uskegon ; D. D. A lton . F re m o n t;  S. T. 
C ollins, H a r t :  Geo. I,. D av is. H am ilto n .
M ichigan S ta te  P h a rm a c e u tic a l A sso c ia ­

tio n .
P re s id e n t—E . E . C alk in s. A nn  A rbor. 
F i r s t  V ic e -P re s id e n t—F . C. C ahow . 

R ead ing .
S eco rd  V ic e -P re s id en t—W . A. H yslop . 

R nvne C ity.
S e c re ta ry —M. H . G oodale. B a t t le  C reek . 
T r e a s u re r—W illis  D eisen ring . P o n tiac . 
N e x t M ee tin g —B a ttle  C reek .

G ran d  R ap id s  D ruq Club. 
P re s id e n t—W m . C. K irch g essn e r. 
V ic e -P re s id en t—O. A. F a n c k b o n er . 
S e c re ta ry —W m . H . T ibbs.
T re a s u re r—R olland  C lark .
E x e c u tiv e  C o m m itte e—W m . Q uigley . 
la i rm a n ;  H e n ry  R iechel. T h e ro n  F o rb es .

Etymology of “Drug.”
The word droge (the German form I 

of the English drug) is derived from 
the old Greek language, standing in 
relation with the Greek word trochos, 
and its diminutive trochion and 
trochiskos. Tn Old Latin these words 
appear with the same meaning as. 
trochus. trochum and trochiscus. 
Trochos and trochus signify round, 
disc-sloped, top-like things, that roll 
and spin easily. Trochiscus means 
the same—small grains, cakes or 
discs. Trochum (plural, trochao is 
also used in place of trochus, and cor­
responds to the Greek trochion (plur­
al, trochia). The top with which 
hoys played the Romans named tro­
chus. When FTeruli and Rugi in­
vaded Italy in the fifth century, these 
Germanic races absorbed the Latin 
language into their speech, trans­
forming the hard sounds of t and ch 
into d and g. In the same way, when 
the monks brought the Italian word 
tinta, color or ink. to Germany, it 
became changed to dinte.

The Old Latin words, trochus, tro- 
chi, trocha, etc., became droga, which 
passed unchanged from Italian into 
Spanish and Portuguese. The French, 
to ensure the proper sounding of the 
g, placed a u after it, and adopted 
the word drogue. In Spanish the 
process was similar. While droga 
meant drugs and spices, the Span­
iards called the spice trade drogueria, 
and the spice merchant droguero; as 
in their language g before e is sound­
ed (guttural as) ch. According to 
the foregoing notes, the word droga 
i s  about 1,300 years o ld , and signi­
fies still, “spices, grain, seeds, drugs,’’

etc., as these articles are sometimes 
round, cake-shaped, disc-like, top­
shaped, and when thrown on a flat 
surface easily roll. Thus it signifies 
to-day what the old Romans meant 
by trochus, trochi and trocha.

As the Germans from old habit 
were generally accustomed to adopt 
foreign words from the French, so 
they accepted the French drogue. 
Had they taken it from the Italian 
language fifty years earlier they 
would have adopted droge as the 
right and most convenient form of 
the word.

Tn articles which have appeared 
since the above publication, several 
scholars have disputed the German 
authority. Says one: ‘‘We have no 
proof of the existence of the worn 
in any language before the fourteenth 
century, when it appears in the pro­
logue of Chaucer’s * Canterbury 
Tales,’ at line 42S, drogges, drogis. 
or drugges. Next in point of time 
comes the reference supplied by Pro 
fessor Fluckiger on the ‘ Dispensa- 
rium Magistri Nicolai prepositi ad 

j aromatarios,’ printed first in 1400, and 
j not compiled earlier than the fif- 
I teenth century. The word drogua is 
used repeatedly in this work.”

! Profitable Side Lines For the Drug­
gist.

Writing to the Bulletin of Phar­
macy, W. E. Bingham, druggist, of 
Tuscaloosa, Ala., says that confec- 

| tionerv and kodak supplies are his 
best side lines.

To confectionery he gives a whole 
section of shelving and also displays 

Ion a table in the front part of the 
store. The kodak supplies occupy one 
entire showcase. The profits on both 
are 25 to 30 per cent, and it is nice 
clean business and draws other 
trade.

| Wilhelm Bodeman, of Chicago, 
favors cigars as a side line and de­
votes one ten foot showcase to the 
goods—a case which opens from the 
top so that patrons can take their 
pick without the necessity of hauling 
over all the boxes. The best adver­
tisement for a line of cigars is in 
keeping the cigars themselves in good 
condition, the boxes always in good 
order, never putting in fire-sale bar 
gains, and always selecting the best 
possible brands. It pays to handle 
the best. The profits average about 

I 30 per cent.
F. C. Cahow, of Reading, Mich., 

finds that stock and poultry foods are 
his best payers.

The man who quits smoking has 
more money jo spend op fiij other 
habits.

The Perfect Fruit Package

The Boucher Basket & Crate Co.
S c o t tv i l le ,  M ich .

Pat. Applied for

Use the BOUCHER CRATES 
for shipping Peaches. Apples. 
Pears. Plums. Tomatoes. Mel­
ons. etc.

BOUCHER CRATES get 
the fruit on the market in the 
best possible condition. The 
side slats are set in grooves 
and will not split off.

They have perfect ventila­
tion.

They can be piled any height.
They come folded.
Write for prices.

FOOTE & JENKS* COLEflAN’S ( B R A N D )
Terpeneless High Class

Lemon and Vanilla
Write for our " P re m otto* Offer”  that com bats “Factory to  Family" schem es. Insist 

on getting Coleman’s  Extracts from your jobbing grocer, or mail order direct to

FOOTE & JENKS, Jackson, Mich.

Our B rands of V inegar
Have Been Continuously on the Market 

For Over Forty Years
Is this not conclusive evidence of the consumers stamp­

ing their approval on our brands for QUALITY?
Mr. Grocer:—“ STATE SEAL” Brand Pure Sugar 

Vinegar is in a class by itself, made from Pure Granular 
Sugar. To appreciate it you MUST recognize its most ex­
cellent FLAVOR, nearer to Cider Vinegar than any other 
kind on the market today—BEWARE OF IMITATIONS.

’'HIGHLAND” Brand Cider and W hite Pickling 
"OAKLAND” Brand Cider and White Pickling 

"STATE SEAL” Brand Sugar Vinegar 
Oar Brands of Vinegar are profit winners. Ask yonr jobbers.

Oakland Vinegar & Pickle Co. Saginaw, Mich.

H O L L A N D
is recognized as the 

greatest

Cocoa Manufacturing Country in 
the World

There is no better cocoa made in 
the Land of Canals and Wind-mills 
or elsewhere than

Droste’s Dutch Cocoa
yet it costs the consumer less and nets you a greater profit 
than any other imported cocoa.

Sold in bulk and put up in six different sized deco­
rated tins. Send today for samples and particulars.

H. HAMSTRA & Co., American Representatives 
Grand Rapids, Mich.

Use Tradesman Poison Label System
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WHOLESALE DRUG PRICE CURRENT
A cldum

A ce tlcu m  ............. 6® 8
B enzoicum , G e r . . 70® 75
B o rac ie  .................. ®

lé ®
12

C arb o licu m  ......... 20
C itric u m  ............... 45® 50
H y d ro c h lo r  ......... 3® 5
N itro c u m  ............. 8® 10
O xalicum  ............. 14® 15
P h o sp h o riu m , dii. @ 15
S a licy licum  ......... 44® 47
S u lp h u ricu m  . . . .  1%@ 5
T a n n ic u m  ............. 75® 85
T a r ta r ic u m  . . . . . 38@ 40

A m m onia
A qua , 18 deg . . . . 4® 6
A qua, 20 deg . . . . 6® 8
C arb o n as  ............. 13® 15
C h lo rid u m  ........... 12® 14

A n ilin e
B lack  ......................2 00® 2 25
B ro w n  ................... 80® 1 00
R ed .......................... 45® 50
Y ellow  ....................2 50@3 00

B accae
C u b eb ae  ............... 70® 75
J u n ip e r s  ............... 6® 8
X a n th o x y lu m  . . .  1 00@1 10

B alsam u m
C opaiba  ................. 60® 65
P e ru  ........................2 00® 2 30
T e ra b in , C a ñ a d . . 70® 80
T o lu ta n  ................. 40® 45

C o rtex
A bies, C a n a d ia n . . 18
C ass iae  ................. 20
C in c h o n a  F la v a  
B u o n y m u s  a t r o . .  
M y rica  C e r í f e r a . . 
P r u n u s  V irg in i . .  
Q u illa ia , g r ’d. . . .  
S a s s a fra s ,  po  30 
U lm u s  ....................

E x tra c tu m
G ly cy rrh iza , G la. 24 @ 30
G ly cy rrh iza , po  . .  28® 30
H a e m a to x  ...........  11 @ 12
H a em a to x , I s  . . .  13@ 14
H a em a to x , % s . .  14@ 15
H a em a to x , % s . .  16® 17

F e rru
C a rb o n a te  P rec ip . 15
C itra te  a n d  Q u in a  2 00 
C itra te  S oluble  . .  55
F e rro cy a n id u m  S  40
Solu t. C h lo ride  . . . .  15
S u lp h a te , co m ’l 2
S u lp h a te , co m ’l, by

bb l., p e r  cw t. 70
S u lp h a te , p u re  . .  7

F lo ra
A rn ic a  .................... 20@ 25
A n th e m is  .............  50@ 60
M a tr ic a r ia  ...........  30@ 35

F olia
B a ro am a  .............  1 75@2 M
C ass ia  A cu tifo l,

T in n ev e lly  . .  15@ 20 
C ass ia , A cu tifo l 25® 30
S a lv ia  officinalis,

% s a n d  % s . .  18@ 20
U v a  U rs i .............  8@ 10

G um m i
A cac ia , 1 s t pkd . @ 65
A cac ia , 2nd pkd . @ 45
A cac ia , 3 rd  pkd . 35
A cac ia , s if te d  s ts . @ 18
A cac ia , po  ...........  45 @ 65
Aloe, B a rb  ...........  22 @ 25
Aloe, C ap e  ...........  @ 25
Aloe, S o co tri ___  @ 45
A m m o n iac  ...........  55@ 60
A sa fo e tid a  ............2 00@2 20
B en zo in u m  ...........  50@ 55
C atec h u , I s  ......... ®  13
C a tec h u , % s ___  @ 14
C a tec h u , 14s . . . .  ®  16
C am phorm e .........  60® 6S
E u p h o rb iu m  ____ @ 40
G a lb an u m  ...........  @1 00
G am boge  . .  p o . . l  25@1 35
G au ciacu m  po  35 @ 35
K i n o ......... po  45c @ 45
M astic  .................... @ 75
M y rrh  . . . .  po  50 @ 45
O pium  .................. 5 50@5 60
S h e llac  .................. 45 @ 55
S hellac , b leach ed  60® 65
T r a g a c a n th  .........  90®1 00

H erb a
A b sin th iu m  . . . .  4 50@7 00 
E u p a to r iu m  oz p k  20
L obelia  ___ oz pk  20
M ajo riu m  . .o z  pk  28
M en tra  P ip . oz p k  23
M e n tra  V e r oz p k  25
R ue  ...........  oz pk  39
T a n a c e tu m  . . V . .  22
T h y m u s  V  oz p k  25

M agnesia
C alcined , P a t .  . .  55@ 60 
C a rb o rn a te , P a t .  18® 20 
C a rb o n a te , K -M . 18® 20 
C arb o n a te  ...........  18@ 20

O o p a ib a  ................1 75@1 85
Cubebae ............ 4 M #4 1«
E r ig e ro n  ................2 35@2 50
E v e c h th ito s  ..........1 00® 1 10
G a u lth e r ia  ............4 80® 5 00
G e ra n iu m  . . . .  oz 75
G ossipp il S em  g a l 70® 75
H e d eo m a  ..............2 50® 2 75
J u n ip e r a  ...............  40@1 20
L a v e n d u la  ...........  90@3 60
L lm o n s  .................. 1 15@1 25
M en th a  P ip e r  . .2  75@3 00 
M e n th a  V erid  . .3  80@4 00 
M o rrh u a e , g a l. . .2  00@2 75
M y rlc ia  .................. 3 00@3 50
O live .........................1 00@3 00
P ic is  L iq u id a  . . .  10® 12
P ic is  L iq u id a  ga l. @ »o
R ic in a  .................... 94® 1 00
R o sae  oz ...................8 00@8 50
R o sm a rin i @1 00
S a b in a  .................... 90@1 00
S a n ta l @4 50

23® 26
15® 18

20® 25
30® 35
10® 12

@ 25
20® 40
12® 1
16® 18
12® 15

@3 00
®2 60

20® 25
25® 2 35
35® 40
70® 75

@ 35
15® 18
75®1 00
00® 1 25

O leum
A b sin th iu m  . . . .  7 
A m y g d a lae  D ulc. 
A m ygdalae , A m a  8
A nisi .................... 1
A u ra n ti  C o rte x  2
B erg am ii ...........  5
C a jip u ti .................
CJaryophilli ......... 1
C ed a r ....................
C henopad ii ............4
C in n am o n ! ............1
C on ium  M ae . . . .  
C ltro n e lia  .............

50@8 00 
75® 85 
00 8 25 
90® 2 00 
75®2 85 
50®5 60 
85® 90 
40@1 50 
85® 90 
50@5 00 
75®1 85 
80® 90 
MO 79

S a s s a f ra s  .............  90 @1 00
S in a p is , e ss . o z .. .  @ 65
S uccin i .................... 40® 45
T h y m e  .................... 40® 50
T h y m e, o p t............ @1 60
T h e o b ro m as  . . . .  15® 20
T ig lil ...................... 90® 1 00

P o ta s s iu m
B i-C a rb  ...............  15® 18
B ic h ro m a te  .........  13® 15
B ro m id e  ................ 30® 35
C arb  ........................ 12® 15
C h io ra te  -----  po. 12® 14
C y an id e  ...............  30® 40
Iod ide  .................. 2 25@2 30
P o ta s s a ,  B i ta r t  p r  30® 32
P o ta s s  N itr a s  o p t 7@ 10
P o ta s s  N i t r a s  -----  6®
P r u s s ia te  ...........
S u lp h a te  po  . . .

R ad ix
A co n itu m  .............  20®
A lth a e  ...........
A n c h u sa  . . . .
A ru m  po . . . .
C a lam u s  . . . .
G e n tia n a  po  1 5 .. 12®
G ly c h rrh iz a  pv  15 
H ellebo re , A lba  .
H y d ra s t is ,  C an a d a  
H y d ra s t is ,  C an . po
In u la , po  ...............
Ipecac , po  ............2
Ir is  p lox  ...............
Ia la p a , p r ................
M a ra n ta ,  %'s . . . .  
P odophy llum  po
R hei ........................
R h ei, c u t  ..............1 0
R hei, p v .................  75® 1 00
S a n g u in a ri, po 18 @ 15
S cillae , po 45 . . . .  20® 25
S e n e g a  .................  85® 90
S e rp e n ta r ia  ......... 50® 55
S m ilax , M ...............  @ 25
S m ilax , offi’s  H . .  @ 48
S p ige lla  .................. 1 45® 1 50
S y m p lo ca rp u s  .
V a le r ia n a  E n g  
V a le r ia n a , G er.
Z in g ib e r a  ...........  12® 16
Z in g ib e r j  ...........  25® 28

Sem en
A nisum  po  22 . .  @ 18
A pium  (g ra v e l’s )  13® 15
B ird , I s  ................ 4®
C an n a b is  S a tiv a  7®
C ard am o n  ...........  70® 90
C aru i po 15 .........  12® 15
C henopod ium  . . .  25® 30
C oria n d ru m  ......... 12® 11
C ydon ium  ............. 75 ®1 00
D ip te r ix  O d o ra te  3 50® 4 00
F o en icu lu m  ......... ®  30
F o en u g reek , po  . 7®  9
L in i ........................ 6®  8
L in i, g rd . bbl. 5% 6® 8
L o b e lia  ...............  75® 80
P h a r la r i s  C a n a ’n 9® 10
R a p a  ........................  5®  6
S in a p is  A lba . . . .  8®  10
S in a p is  N ig ra  . . .  9®  10

S p ir itu s
F ru m e n ti  W . D. 2 00@2 50
F ru m e n ti  ...........  1 25® 1 5*'
J u n ip e r s  Co........... 1 75@3 50
J u n ip e r s  Co O T  1 65® 2 00 
S a c ch a ru m  N  E  1 90®2 10 
S p t V in i G alli . .1  75®6 50
V in i A lb a  ..............1 25®2 00
V ini O porto  ___ 1 25®2 00

S ponges
E x t r a  yellow  sh e e p s ’ 

wool c a r r ia g e  . .  @1 25
F lo r id a  sh e e p s ’ wool

c a r r ia g e  ......... 3 00@3 50
G ra ss  sh ee p s ’ wool

c a r r ia g e  ...........  @1 25
H a rd , s la te  u se  @1 00
N a ss a u  s h e e p s ’ wool

c a r r ia g e  ...........  3 50@3 75
V elv e t e x t r a  sh ee p s ’

wool c a r r ia g e  . .  @2 00
Yellow  R eef, fo r

s la te  u se  .........  @1 40
S y ru p s

A cac ia  .................... @ 50
A u ra n ti  C o rtex  @ 50
F e r r i  lod .............  @ 50
Ip e c ac  .....................  @ 60
R h ei A rom  ...........  @ 50
S m ilax  O ffl's . . .  50® 60
Stonega . . . . . . . . .  @ 50

@ 25
@ 25

15® 20

S cillae  ....................
S c illae  C o................
T o lu tan  ..................
P ru n u s  v i r g . __ _
Z in g ib e r ...............

T in c tu re s
A loes ......................
A loes & M y rrh . .  
A n c o n itu m  N a p ’s F  
A n co n itu m  N a p ’sR
A rn ic a  ....................
A sa fo e tid a  ...........
A tro p e  B e llad o n n a  
A u ra n ti  C o rtex  . .
Barosm Ct ..............
B en zo in  ................
B enzo in  Co............
C a n th a r id e s  . . . .
C ap s icu m  .............
C a rd am o n  ...........
C ard am o n  Co. . .  
C ass ia  A cu tifo l . .  
C ass ia  A cu tifo l Co
C a s to r  ....................
C a tec h u  ....................

I.upulln .............. @1 501 ftubia Tine
L ycopod ium  ___  75® 95 S a c ch a ru m
M acis ......................  65® TO! S a lae in  . . .

50 M ag n esia , S u lph . 3®  S | S a n g u is  Br 
50 M ag n es ia , S ulph . bbl ® 1% ; Sapo. G  . .

gaL ¡X 40 
i 38

50
50
50!

M an n ia  Sf. F . . . .
Menthol .............. 4
M orph ia . 3 P A W  3 

I M o rp h ia , SN Y Q  3 
I M o rp h ia . M ai. . .3 

60 M oschus C an to n  
50 M y ris tic a , N b. 1 

i N u x  V om ica  po  15
M  | O s S ep ia  ................

P ep s in  S aac . H  &
P  D  Co............

P ic is  L iq  N  N  %
g a l. doz. __ ___

P ic is  L iq  q ts  . .  
P ic is  L iq  p in ts  . .  
P il H y d ra rg  po  80 
P ip e r  A lba  po  35 
P ip e r  N ig ra  po  22 
P ix  B u rg u m

75® 85

50
P lu m b i A c e t

m S an o , W  ............. 19 N **ar*-foot, w  sCr
35 '«  3 so S e id litx  M ix tu re T brpen tlne»  3hl. M
35®3 60; S in a p is  . . . » ____ IS l T o rp m fln s v  Swsg
35®3 60 S in ap is . o u t. . . . . 1 W hale , artnogr

® 40 Snuff, M aceabey .
25® 40 B e  V bes „ *  ̂». f

® 10 Sm tff. 9fh 5# CSregn, ? a r f9
30® 35 docta, B o ra s  . . . . H f  G resil, P^TEiirsiiiar

Soda. Boras» po  . . ¿ W  í reel 1
® I 00 eç PotTsf T a r t 39-i L sad , Tríiit!e . . . .  "■ - Ç- ^

Soda. C a rb  _____ r
@2 M Soda. B l-C a rb * § # a l O rh r»
@1 00 Soda, Ash df ; P u t ty , ?OfRnt l  1
® 00 S v k t.  S u lp h as  , , w P u tty ,  u r  1
® S pts. CTofoflpie : 991 lEeff Wam-méptawf ;||M
® 30 S p ts  É th e r  Ç5>. 5 # # Sha-Äer P rep "#  .. i
® 13 i S p ts . Myrrrfa ___

10® 1 2 ; S p ts . Vini B u ct bMhl 1 W rm iB io n  P rim e
12® 15 1S p ts . V i’i R e c t %  1

50 ! 
1 00 

50 I 
50

P u lv is  Ip ’c u t  O pil 1 30® 1 50 S pts. VFt RTt V
P y re n th ru m . bxs. H S p ts  Vi'i R*r i y? B

& P  D  Co. doz ® 751 S try c h n ia  C r ts fT t  tiKfà '
P y re n th ru m , pv 20® 25 S u lp h u r. Roll . . .
Q u ass ia  e ........... 3® 10 Sn Iph o r  Snbi. . 23^ #
Q u ina , N. Y........... 17® 27 i T a m a rin d s  , . . . 3®
Q uina . S. G er. . . . .17® 27 T  erebo  n th  Veniice io ®
Q u in a . S P  & W 17® 27 T h ch rro m ia e ..

60 I
50 ! 
5 0 1 
5 0 1 
50 I 
35 ! 
50 
60 
50 i 
60 
50 |

5 0 1 
50 
50 
50

1 501 00
2 00 ; 

50 : 
50 
50 
50 
50 
60 
60 
50 
50 
60

C in ch o n a  ...............
C in ch o n a  Co. __
C o lu m b ia  .............
C u b eb ae  ...............
D ig ita lis  ................
E r g o t ......................
F e r r i  C h lo ridum
G e n tia n  ..................
G e n tia n  Co.............
G u iaca  ....................
G u iaca  am m o n  . .
H y o sc y a m u s  ___
Io d in e  ....................
Iod ine , co lo rle ss
K in o  .......................
L o b e lia  ..................
M y rrh  ....................
N u x  V om ica  . . . .
O pil .........................
Opil, c a m p h o ra te d  
Opil, deodorized
Q u a ss ia  ..................
R h a ta n y  ...............
R hei ........................
S a n g u in a r ia  . . . .
S e rp e n ta r ia  .........
S tro m o n iu m  . . . .
T o lu ta n  .................
V a le r ian  ...............
V e ra tru m  V eride
Z in g ib e r ...............

M iscellaneous 
A e th e r , S p ts  N it  3f 30® 
A e th e r , S p ts  N it  4f 34® 
A lum en , g rd  po  7 3®
A n n a tto  ...............  40®
A n tim o n i, po . . .  4®
A n tim o n i e t  po T  40®
A n tife b rin  ...........  @
A n tip y rin  .............  @
A rg e n ti N itr a s  oz ®
A rsen icu m  .............  10®
B alm  G ilead  b u d s  60®
B ism u th  S  N  __ 2 20®2 30
C alcium  C hlor, I s  ® 9
S a lc iu m  C hlor, % s ®  10
C alcium  C h lo r, % s ®  12
C a n th a r id e s ,  R us. ® 90
C ap s ir i F r u c ’s  a f  ®  20
C apsic i F r u c 's  po  
C ap ’i F r u c ’s  B  po 
C arm in e , N o. 40
C a rp h y liu s  ...........  20®
C ass ia  F r u c tu s
C a tac e u m  .........
C e n t r a r ía  .........
C e ra  A lb a  -----
C era  F la v a  . . .
C rocus  .................... 45®
C hlo ro fo rm  .........  34®
C h lo ra l H y d  C rss  1 
C h lo ro 'm  S q u ibbs
C h o n d ru s  ...........
C in ch o n id ’e G erm  
C in ch o n id in e  P - W
C ocaine  ................ 3
C o rk s  lis t ,  le ss  7<
C reo so tu m  ...........
C re ta  ___  bbl. 75
C re ta , p re p ............
C re ta , p rec ip . . .
C re ta , R u b ra  . . .
C u d b ea r  . . . . . . . . .
C u p ri Su lph . . , .
D e x tr in e  ...............
E m ery , a ll N os.
E m ery , po ..............
E rg o ta  . .p o  1 60 1 50®1 
E th e r  S u lph  . . . .  35® 
F la k e  W h ite  . .
G a lla  ....................
G am b le r ...........
G e la tin , C ooper 
G e la tin , F re n c h  
G la ssw are , fit boo 75% 
L e ss  th a n  box  70%
G lue, b ro w n  ___
G lue, w h ite  .........
G ly c e r in a  .............
G ra n a  P a ra d is i
H u m u lu s  ...............
H y d ra rg  A m m o 'l 
H y d ra rg  C h . .  M t 
H y d ra rg  Ch C or 
H y d ra rg  O x R u ’m  
H y d ra rg  U n g u e ’m  
H y d ra rg y ru m  . . .  
Ich th y o b o lla , A m .
In d ig o  ............... .. 75®1
Iod ine , R esu b i . .3 00®3
Io d o fo rm  ...........  3 90®4
L iq u o r A rsen  e t

H y d ra rg  lod . ®
Liq. P o ta s s  A rs ln lt  10®

> @ 15
® 4 25

20® 25
® 35i 35
@ 10

50® 55
40® 42
45® 50
34® 54

l 25® 1 45
® 90

20® 25
38® 48
38® 43

5 05®3 25
0%

® 45
@ 2
@ 59®@
®

3®
7®

®
®

12®
®

3®
®

35®

11®
15®
26®

35®
®1
®
®
®

45®
®

90@1

13 
25 
35 
25 
60 
10 
85 
851 
95 
50 i
O* [ 
001
S00 j
25'
12

Our New Home
Corner Oakes and Commerce

The delays anc

Greater N um ber o f Enripio? e s
Larger Stock

Hazeltine & Perkins Drug Co.

Modern F

Grand Raí

acuities

k Mi

Who Pays for
Our Advertising?

A N S W E R :
Neither the dealer nor h» customer*

By the growth of our business through advertising we save erroag 
in cost of salesmen, sapermtendence, rents interest ta d  ase yt nr 
plant to cover most of, it not ail, o a r advertising buTs ~ 3
advertising makes it easy to sell

LOWNEY’S COCOA
PREMIUM CHOCOLATE for BAKING

All L O W N E Y ’S p ro d u c ts  a re  superfine , 
pay a  go o d  profit and  are  easy to  sett.
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GROCERY PR IC E  CU RREN T
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 country merchants will have their orders filled at 
market prices at date of purchase.

ADVANCED DECLINED

Index to  M arket*
By M t o i u

Col

A m m o n ia  ............................  *
A xle G rease  .....................  1

B
B aked  B ea n s  .................... J
B a th  B rick  ........................  J

B room s ................................  •
B ru sh es  ..............................  J
B u tte r  C olor .....................  1

G oods 
M ea ts  
O ils .

C and les  
C anned  
C anned  
C arbon
C a tsu p  ...........
C erea ls  ...........
C heese  .............
C hew ing  G um
C hico ry  ...........
C hoco late  
C lo th es  L ines
Cocoa ...............
C ocoanu t . . .  - 
Cocoa Shells
Coffee ...............
C o n fec tio n s  ..
C ra c k e rs  .........
C ream  T a r t a r

D ried  F ru i ts

F a rin a c e o u s  G oods . . . .  5
F eed  ......................................  6
F ish  a n d  O y s te rs  ........... 1«
F ish in g  T ack le  ...............
F la v o rin g  E x t r a c ts  . . . .  5
F lo u r  ..................................... »
F resh  M ea ts  .....................

G e la tin e  ..............................
G rain  B a g s  .........................  |
G ra in s  ..................................  #

H e rb s  ..................................  ®
H ides a n d  P e lts  .................  10

Je lly  . .  

1 .icorice

M
M atch es  ..............................  6
M ea t E x t r a c ts  .................  6
M ince M ea ts  .................... 6
M olasses .............................. 6
M u sta rd  ..............................  6

N u ts

Olives

P ip es  ....................................  6
P ick les  ..............................  6
P la y in g  C ard s  ....................  6
1 'o tash  .............................. 6
P ro v isio n s  .......................... 7

R ice ......................................
S a lad  D re ss in g  ...............
t>aieratus ............................
F>al Soda ............................
S a lt ........................................
S a lt F ish  ............................
S eeds ....................................
Shoe B lack in g  .................
Snuff ......................................
Soap ......................................  9
S*oda ......................................
f  oda ......................................  8
S p ices  ..................................  8
S ta rc h  ..................................  8
S y ru p s  ..................................  8

T ea  .............
T obacco  . . .  
T o o th  P icks  
T w in e  . . .

V in e g a r  ................................  9
W

W ick in g  .............................. 9
AVoodenware .....................  9
W ra p p in g  P a p e r  ................  10

V east C ake 10

A R CTIC  AM M ONIA
D or.

12 oz. ova ls  2 doz. box  75 
A X L E  G R E A SE  

F ra z e r 's
l ib .  wood boxes, 4 doz. 3 00 
l ib .  tin  boxes. 3 doz. 2 35 
3%Tb. t in  boxes, 2 doz. 4 25 
l6Tb. p a ils , p e r  d o z .. .6  00 
131b. pa ils , p e r doz. - -7 20 
25tb. pails , p e r  doz. . .12 00 

B A K E D  B E A N S
11b. c an . p e r d o z ...........  90
21b. c an . p e r  doz ........... 1 40
31b. c an . p e r  doz ...........1 80

BA TH  BRICK
E n g lish  .............................. 95

B LU IN G
S a w y e r 's  P ep p e r Box

P e r  Gross. 
No. 3. 3 doz. wood bxs  4 0v> 
No. 5. 3 doz. w ood bxs 7 00 
S a w v e r C ry s ta l B ag

B lue ..............................  4 00
BROOM S

No. 1 C arp e t 4 sew  . .4  00 
N o 2 C a rp e t 4 sew’ . .3 75 
No! 3 C a rp e t 3 sew  . .3 50 
No. 4 C a rp e t 3 sew  ..3  25
P a r lo r  Gem  .................... 4 50
C om m on W h isk  ............1 10
F a n c y  W h isk  ..................1 35
W areh o u se  ...................... 4 50

B R U S H E S
S crub

Solid B ack , 8 in ...............  75
Solid B ack . 11 in ...........  95
P o in ted  E n d s  .................  85

S tove
No.
No.
No.

91

Shoe
....................... 1 00
.......................... 1 30
.......................... 1 70
.......................... 1 90

COLOR 
size  . .  .2 00

No. S .............
No. 7 .............
No. 4 .............
No. 3 .............

B U T T E R  
D andelion . 25c

C A N D L E S
P ara ff in e . 6s ...................  8
P ara ffin e , 12s .................  8%
W ick in g  ........................  20

C A N N E D  GOODS 
A pples

3Tb. S ta n d a rd s  . .  @1 00
G allon  ...................3 20@3 50

B lack b e rr ie s
2 lb . .......................1 50® 1 90
S ta n d a rd s  g a llo n s  @5 00 

B eans
B aked  ...................  S5@l 30
Red K idney  ........... 85® 95
S tr in g  ...................  TO®l 15
W ax  .......................  73 ®1 25

B lueberries
S ta n d a rd  .....................  1 30
G allon  ............................ 6 50

C lam s
1 i t t le  N eck . l tb .  1 00®1 25 
L ittle  N eck. 21b. @1 50

Clam  Bouillon
% p t ............2 25B urnh  

R ural) 
B)

im ;>ts. 5(h a m 's  q ts ............... 7
C h errie s

Red S ta n d a rd s  ................ 1
W h ite  ..............................  1

C orn
F a i r  .......................  90@1 00
Good ....................... 1 00®1 10

60

F a n c y  ...................
F ren c h  P eas  

M onbadon  (N a tu ra l)
p e r  doz ..................

G ooseberries
No. 10 ..........................

H om iny
S ta n d a rd  .....................

L o b s te r
Ulb .......................llh............................
P icn ic  T a ils  .............

M ackerel 
M u sta rd , l ib  
M u sta rd . 2fb.
Soused. lU Tb 
Soused. 2!b.
T o m ato , l tb .  
T o m ato . 2Tb.

M ushroom s

®1 45

.2 45 

.6  00

85

.2 40 

.4 25

. .1 8<)

. .2 80. .1 80
.........1 50

2 80

P lu m s
P lu m s  .................  i  00@2 50

P e a s
M arro w fa t ...........  95 @ 1 25
E a rly  J u n e  ......... 95@1 25
E a r ly  J u n e  s if te d  1 15@1 80 

P e a ch e s
P ie  ..........................  90@1 25
No. 10 size  can  p ie  @3 uo 

P in eap p le
G ra te d  ..................l  S5@2 50
b l>ced  .....................  95 # 2  40

P u m p k in
85
90

1 00

90@-l 4(

85
1 00

F a ir  . .
Good 
F an cy  
G allon

R asp b e rrie s
S ta  n d a rd  ! ........... @

Salm on
Col’a  R iver, ta ils  ___ 2 25
C ol'a  R iver, fla ts  .........2 40
R ed A la sk a  .........l  75@1 85
P in k  A la sk a  ___ 1 30@1 40

S a rd in e s
D om estic , »4s  ............... 3 75'
D om estic, »4 M us............3 50
D om estic , % M us. @ 7
F ren c h . % s ................... 7@14
F ren c h , % s ............... 18-'® 23

S h rim p s
S ta n d a rd  ...............

S u cco ta sh
F a ir  ..........................
Good .......................
F a n c y  ................... 1 25@1 40

S tra w b e rr ie s
S ta n d a rd  ....................
F a n c y  ........................

T o m ato es
Good ...................... i  05@1 15
F a i r  ........................ 9o@ l 00
F a n c y  .................... @1 4i
No. 10 ...................  @3 25

CA RBON O IL S 
B arre ls

P e rfec tio n  ...........  @ 914
D. S. G aso line  . .  @13%
G as M ach in e  . . .  @ 23
D eodor'd  N ap  a  @12%
C y lin d er .............  29 @34%
E n g in e  ...............  16 @22
B lack, w in te r  . .  ¿Vi’S 10 

C E R E A L S  
B re a k fa s t Foods 

B ea r Food P e tt i jo h n s  1 9. 
C ream  of W h ea t 36 2Tb 4 
E g g -O -S ee ,
P o st T o a s th  

24 pk g s  
P o st T o a s t i 

36 pk g s

36 pkgs 2 80
s T  No.

2 SC
-s T  Ño.

2 2 8"
>uit. 24 p i  3 Ou

. .1 95
2 doz. . .2 70

36 lib . . .  2 85
24 lrb . . .2 70

H o te ls  .................. @ 17
B u tto n s . % s . . . @ 14
B u tto n s . I s  . . . . @ 23

O y sters  
Cove, 1Tb.............. 85@ 90
Cove, 21b.............. .1 65@1 75

P il lsb u ry 's  V itos. 3 dz. 4 25 
R alsto n  H ea lth  Food

36 21b............................. 4 50
Saxon  W h ea t Food, 24

p k g s ................................ 3 00
S h red  W h ea t B iscu it.

36 p k g s ......................... 3 60
K ello g g 's  T o a s te d  Corn 

F lak es, 36 p k g s  in c s  2 80
V igor, 36 p k g s .................. 2 75
V oigt C ream  F lak es  . .  2 80
Z est, 20 51b....................... 4 10

Rolled O c ts  
Rolled A vena. bbls. . .4  25 
S tee l C u t. 100 lb. sk .s  2 1
M onarch  bb l..................... 3 90
M onarch . 90 lb . s ac k s  1 80 
Q u ak er . 18 R eg u la r . . 1  38 
Q u ak er . 20 F a m ily  . . . 3  90 

C rack ed  W h ea t
Bulk ................................  3%
24 2!b. p k g s .........................2 50

C A T S U P
C olum bia . 25 p ts ............4 1
S n id e r 's  p in ts  . ......... 2 35
S ln d e r 's  % p in ts  ......... 1 3 j

C H E E  E
A cm e ...................... @15%
B loom ingdale  . . .  @13
J e r s e y  ...................... @16
W a r n e r  .................  @15
R iv e rs id e  .............  @14
B ric k  ...................... @15
H eiden ...................  @15
L im b u rg e r ........... @16
P in eap p le  .............40 ®60
S ap  S ago  .............  @20
Sw iss, d o m estic  ®13

C H E W IN G  GUM 
A m erican  F la g  S p ru ce  S’-
R eem an ’s P e o s in  ......... 55
A d am s’ P ep s in  .............  55
B est P ep s in  ...................  45
B est P ep s in , 5 boxes 2 on 
B lack  J a c k  ...................... 55

L a rg e s t  G um  M ade . .  55
Sen Sen ..............................  55
S en  S en  B re a th  P e r ’f  1 00
Y u catan  ............................  55
S p e a rm in t ........................ 55

C H O C O L A T E  
W a lte r  B a k e r  & C o.'s

G e rm a n 's  S w ee t ...........  22
P rem iu m  ............................ 31
C a ra c a s  ..............................  31

W a lte r  M. L ow ney  Co.
P rem iu m , % s ...............  30
P rem iu m , % s .................  30

C ID E R , S W E E T  
“M o rg a n 's ”

R e g u la r  b a rre l  50 g a l 10 00 
T ra d e  b a rre l, 28 g a ls  5 50 
% T ra d e  b a rre l, 14 g a l 3 50 
Boiled, p e r  ga l. . . . . . . .  60
H a rd , p e r  g a l.................... 25

COCOA
B a k e r 's  ..............................  37
C leveland  .......................... 41
C olonial, %s 
C olonial. % s 
E p p s

35 
33 
42

H u y le r  ................................  45
36 
36 
36 
40 
12 
20 4Ö

Low ney. % s 
Low ney, % s . . .
L ow ney. % s . . .
L ow ney, I s  ___
V an H o u ten . % s 
V an H o u ten . t4s 
V an  H o u ten . % s
V an  H o u ten , I s  .............  72
W eb b  ..................................  33
W ilber. 14s ........................ 33
W ilber, t4s  ........................ 32

COCOANUT 
D u n h a m 's  p e r  lb.

% s. 51b. c ase  ........... 29
!4s . 51b. c a se  .............  28
t*s. 151b. c ase  ...........  27
14s. 151b. c ase  ...........  26
Is. 151b. case  ...............  25
L s  & % s, 15tb. case  26%
S calloped  G em s ......... 10 *
% s & »4s, p a ils  ......... 14%
B ulk , p a ils  .................... 13
B ulk , b a rre ls  .............  12

C O F F E E S , R O A S T E D  
Rio

C om m on .............................17%
F a i r  .....................................17
C ho ice  ..................................18
F a n c y  .................................. 19
P e a b e r ry  ............................19

S an to *
C om m on ............................17
F h ir  ....................................... 18
C hoice .........   1 8 tt
F a n c y  .................................. 19
P e a b e rry  .............................19%

M araca ib o
F a i r  ..........   19
C hoice ................................. 20

M exican
C hoice .................................19
F a n c y  .................................. 21

G u a te m a la
F a i r  ....................................... 20
F a n c y  ................................... 22

J a v a
P r iv a te  G ro w th  ...24@ 29
M and ling  .................... 30@34
A uko la  .........................29@31

M ocha
S h o r t B ean  .............24 @26
L o n g  B ea n  ................ 23@24
H . L . O. G.................25® 27

B ogota
F a i r  ............   20
F a n c y  ................................... 22
E x c h a n g e  M ark e t, S tead y  
S p o t M ark e t, S te a d y  

P a c k a g e
N ew  Y ork  B as is

A rb u ck le  ........................ 20 50
Lion ..................................  21 50

M cL au g h lin ’s  X X X X  
M cL au g h lin ’s  X X X X  sold 

to  re ta ile r s  only . M ail all 
o rd e rs  d ire c t to  W . F . 
M cL augh lin  & Co.. C h ic a ­
go.

E x tr a c t
H olland . *4 g ro  boxes 95
Felix , % g ro ss  ................1 15
H u m m e l's  foil. % gro . 85 
H u m m el’s  tin , % g ro . 1 43 

C R A C K E R S
N a tio n a l B isc u it C om pany  

B ra n d  
B u tte r

N. B. C. Sq. bbl. 6% bx  6 
S eym our, R d. bb l 6% bx  6 

Soda
N. B . C., bo x es  ...........  6
S elec t . .  ..............................  8%
S a ra to g a  F la k e s  ......... 13
Z e p h y re tte  ...................... 13

O y ster
N . B. C. Rd. bb l 6% bx 6 
G em , bbl. 6% b o x es  . .  6
F a u s t  ................................... 8

S w ee t G oods
A n im als  ............................  10
A prico t G em s ...............  12
A tla n tic s  .......................... 12
A tlan tic . A sso rted  . . .  12 
A v e n a  F r u i t  C ak e  . . .  12
B rittle  ..............................  11
B um ble B ee ...................  10
C ad e ts  ..............................  9
C a r tw h ee ls  A sso rted  . .  9
C h o co la te  D ro p s  ......... 16
Fhoc. H o n ey  F in g e rs  16
C h o co la te  T o k e n s  ......... 2 50
C irc le  H o n ey  C ookies 12 
C u r ra n t  F r u i t  B isc u its  12
C ra ck n e ls  ........................ 16
C o co an u t B r i t t le  C ak e  12 
C o co an u t S u g a r  C ake  11 
C o co an u t T a ffy  B a r  . .  12 
C o co an u t B a r  ................. 10

C o co an u t D ro p s  ..............12
C o co an u t M aca ro o n s  . .18 
C o co an u t H o n . F in g e rs  12 
C o co an u t H o n . J u m b ’s  12
Coffee C ak e  ...................... 10
Coffee C ake , iced  ..........11
C r u m p e t s .............................10
D in n e r B isc u it ................25
D ix ie  S u g a r  C ookies . .  9
F a m ily  C ookie ...............  9
F ig  C ak e  A ss o rte d  . . .1 2
F ig  N e w to n s  .................... 12
F lo rab e l C ak e  ................ 12%
F lu te d  C o co an u t B a r  10
F ro s te d  C re am s  ................8
F ro s te d  G in g e r C ookie 8
FVuit L u r c h  iced  ..........10
G in g er G «m s .................... 8
G in g er G< m s. iced  . . . .  9
G ra h a m  C ra ck e rs  ......... 8
G in g er S n a p s  F a m ily  . 8 
G in g e r S n ap s  N . B . C. 7% 
G in g er S n a p s  N . B. C.

S q u a re  ............................  8
H ipp o d ro m e  B a r  ............12
H oney  C ake. N . B. C. 12 
H oney  F in g e rs  A s. Ic e  12 
H oney  Ju m b le s , I c e d ’ 12
H o n ey  F la k e  .................  12%
H ouseho ld  C ookies . —  8 
H ousehold  C ookies Iced  9
Im p e ria l ............................  9
J e r s e y  L u n c h  ...............  8
Ju b ile e  M ixed ................. 10
K ream  K lip s  ................... 25

ad d ie  ................................  9
Lem on G em s .................... 10

em on  B iscu it S q u a re  8
L em on  W a f e r  ................16

e m o n a  .................................9
M ary  A nn ........................ 9
M arsh m a llo w  W a ln u ts  16
M olasses C ak es  .............  8
M olasses C akes. Iced 9 
M olasses F r u i t  C ookies

Iced  ................................... 11
M olasses S an d w ich  . . .1 2
M ottled  S q u a re  ..............10
O a tm ea l C ra c k e rs  . . . .  8
O ran g e  G em s .................  9
O rb it C ak e  ........................ 14
P en n y  A sso rte d  ............. 9
P e a n u t G em s .................  9
P re tze ls . H a n d  M d___ 9
P re tz e le tte s , H a n d  M d. 9 
P re tz e le tte s .  M ac. M d. 8
R aisin  C ookies ............... 10
R a is in  G em s ....................11
R evere , A sso rted  .........14
R itte n h o u se  F r u i t

B iscu it ............................. 10
R ube ..................................... 9
i'calloped G em s ..............10

Sco tch  C ookies ................10
Spiced  C u r ra n t  C ake  ..1 0
S u g a r  F in g e rs  ................12
S u lta n a  F r u i t  B isc u it 16 
S p iced  G in g er C ake  . .  9 
Spiced G in g er C ak e  le d  10
S u g a r  C ak es  ...................  9
S u g a r  S q u a re s , la rg e

o r  sm a ll ........................ 9
S u n n y sid e  Ju m b le s  , . . .1 0
S u p e rb a  ..............................  8
Sponge L a d y  F in g e rs  25
S uga^ C rim p  .................... 9
V an illa  W a fe rs  ..............16
W av e rly  .............................10

In -e r  Seal Goods
p e r  doz.

A lb e rt B isc u it ............... 1 00
A nim als  ..............................1 00
A rro w ro o t B iscu it . . . . 1  00
B aro n e t B iscu it ...........1 00
B re m m e r 's  B u tte r

W a fe rs  ............................1 00
C am eo B iscu it ............... 1 50
C heese  S an d w ich  .........1 00
C h o co la te  D rp  C en te rs  16
C h o co la te  W a fe rs  .........1 00
C o co an u t D a in tie s  ___ 1 00
D in n e r  B isc u its  .............1 50
D o m estic  C ak es  ___  8
F a u s t O y s te r  ................... 1 00
F ig  N ew to n  ................... 1 00
F iv e  O ’clock  T e a  .........1 00
F r o ta n a  .............................. 1 00
G ala  S u g a r  C ak es  . .  8
G in g e r S n ap s . N . B. C. 1 00 
G ra h a m  C rack e rs , Red

L abe l .............................. l on
J o n n ie  ..........................  8
I^emon S n a p s  ...............  50
M arsh m a llo w  Coffee

C ak e  ........................  12%
O a tm e a l C ra ck e rs  ____ 1 00
Old T im e  S u g a r  Cook. 1 00
O val S a lt B i s c u i t ...........1 00
O y s te re tte s  ...................... 50
P re tz e le tte s ,  H d . M d. 1 00
R oyal T o a s t  .................... 1 00
S a ltin e  B isc u it ................1 00
S a ra to g a  F la k e s  ............1 50
Social T e a  B iscu it ___ 1 00
Soda C ra c k e rs  N . B. C. 1 00 
S oda  C ra c k e rs  S e lec t 1 0» 
S. S. B u t te r  C ra c k e rs  1 50
T r iu m p h  C ak es  ......... 16
U n eed a  B isc u it .............  50
F n e e d a  J in je r  W a v ie r  1 00 
U needa  L u n ch  B isc u it 50
V an illa  W a fe rs  ..............1 00
W a te r  T h in  B isc u it . .1  00 
Zu Zu G in g e r S n a p s  . .  50
Z w ieback  ...........................1 00
In Spec ia l T in  P a c k ag e s .

P e r  doz . 1
F e s tin o  ...............................2 50
N ab isco . 25c .................... 2 50
N ab isco . 10c .................... 1 00
C h am p ag n e  w a f e r  . . . 2  50 

P e r  t in  in  b u lk
S o rb e tto  .............................l  00
N ab isco  ...............................1 75
F e s tin o  ............................... l  50
B e n t’s  W a te r  C rack e r»  l  40

C REA M  T A R T A R  
B a r re ls  o r  d ru m s  . . . .  33
B oxes ................................... 34
S q u a re  c a n s  ...................  36
F a n c y  cad d ies  ...............  41

D R IE D  F R U IT S  
A pples

S u n d ried  ....................
E v a p o ra te d  ................12@13

A p rico ts
C a lifo rn ia  ...........12%@14%

C itron
C o rs ican  ...............  @15

C u rra n ts
Im p ’d  1 lb . pkg . f i l l  
Im p o r te d  b u lk  . @ 9%

P ee l
L em on  A m e ric a n  . . .  13 
O ran g e  A m e ric a n  . .  13 

R a is in s
C o n n o sia r C lu s te r  . . . . 3  25
D e ss e r t C lu s te r  ............. 4 00
L oose M u sca te ls  3 C r 5% 
L oose M u sca te ls  4 C r 6% 
L. M. S eeded  1 lb . 7%@8 

C alifo rn ia  P ru n e s  
L. M. Seeded, b u lk  . .  7% 
S u ltan a s , B leach ed  . . .  12 
100-125 251b. b o x e s . .@10 
90-100 251b. b o x e s . .@10-% 
80- 90 251b. b o x e s . .@11 
70- 80 251b. b o x e s . .@11% 
60- 70 25lb . b o x e s . .@12 
50- 60 25ib. b o x e s . .@12% 
40- 50 251b. b o x e s . .@13 

% c le ss  in  501b. c a se s  
F A R IN A C E O U S GOODS 

B eans
D ried  L im a  ........................ 7
M ed. H a n d  P ick ed  . . . .  2 25
B row n H o lla n d  ............. 2 85

F a r in a
25 1 lb . p a ck a g e s  ___ 1 50
B ulk , p e r  100 lb s ........... 4 00

H om iny
P ea rl, 100 lb. s a c k  . . . . 1  75 
M accaron i an d  V erm icelli 
D om estic . 10 lb . b o x . .  60 
Im p o rted . 25 lb . b o x  . .2  50 

P e a r l  B arley
C h e s te r  ...............................3 75
E m p ire  .............................. 4 75

P e a s
G reen , W isco n s in , bu .
G reen , S co tch , b u ........... 2 90
S p lit, tb ................................. 04

S ag e
E a s t In d ia  ........................ 5
G erm an , s a c k s  .................. 5
G e rm an , b ro k e n  p kg . . .  

T ap io ca
F la k e , 100 lb . sack»  . .  6 
P e a rl. 130 lb. s a c k s  . .  4%
P e a rl, 36 p k g s ...................2 25
M in u te , 36 p k g s ................2 75
FL A V O R IN G  E X T R A C T S  

F oo te  & J e n k s  
C o lem an  V an illa

No. 2 s ize  .......................14 00
No. 4 s i z e ................   .24 00
N o. 3 s i z e ..........................36 00
No. 8 s i z e ..........................48 00

C o lem an  'jl < rp . L em o n
No. 2 s ize  ...........................9 60
No. 4 s ize  ........................ 18 00
No. 3 s ize  .........................21 00
No. 8 s ize  ........................ 36 00

J a x o n  M ex ican  V an illa
1 oz. ova l ........................ 15 00
2 oz. ov a l ........................ 28 20
4 oz. f la t .......................... 55 20
<S oz.- f la t ........................ 108 00

J a x o n  T e rp . L em on
1 oz. oval ........................ 10 20
2 oz. ova l ........................ 16 80
4 oz. f la t ...........................33 00
8 oz. f la t .........................63 00

J e n n in g s  (D . C. B ra n d ) 
E x t r a c t  V a n illa  

T e rp e n e le ss  E x r a c t  L em on  
N o. 2 P a n e l, p e r  doz. 75 
No. 4 P a n e l p e r  doz. 1 50 
No. 6 P a n e l, p e r  doz. 2 00 
No. 3 T a p e r , p e r  doz. 1 50 
2 oz. F u ll M easu re  doz. 1 25 
4 oz. F u ll M easu re  doz. 2 40 

J a n n m g s  (D. C. B ran d ) 
No. 2 P an e l, p e r  doz. 1 25 
No. 4 P an e l, p e r  doz. 2 00 
No. 6 P a n e l, p e r  doz. 3 00 
No. 3 T a p e r , p e r  doz. 2 00
1 oz. F u ll M ea su re  doz. 90
2 oz. F u ll M easu re  doz. 2 00 
4 oz. F u n  M ea su re  doz. 4 00 
N o. 2 P an e l a s s o r te d  1 00

C re sc e n t Mfg. Co. 
M aple ine

2 oz. p e r  doz...................... 3 00
M ichigan M aple S y ru p  Co.

K a lk a s k a  B ra n d  
M aple, 2 oz., p e r  d o z .. .2  25 

G RA IN  BAGS 
A m oskeag . 100 in  b a le  19 
A m oskeag . le ss  th a n  b l 19% 

G RAIN  A N D  FL O U R  
W h e a t

R ed  ................................  85
W h ite  ............................... 83

W in te r  W h e a t F lo u r  
L oca l B ra n d s

P a te n ts  ............................  5 20
S econd P a te n ts  ...........  h. 00
S tr a ig h t  ............................  4 60
S econd  S tr a ig h t  ...........  4 40
C lea r ................................. 4 00

F lo u r  in b a rre ls ,  25c p e r  
b a r re l  a d d itio n a l.

L em on  & W h ee le r  Co. 
B ig  W o n d e r % s c lo th  4 50 
B ig  W o n d e r % s c lo th  4 50 
W o rd en  G ro ce r Co.’s  B ra n d
Q u ak er, p a p e r  ............... 4 70
Q u ak er , c lo th  ................. 4 60

W y k es  & Co.
’ E c lip se  4 60
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L em on  & W h e e le r  Co. 

W h ite  S ta r ,  % s c lo th  5 50 
W h ite  S ta r ,  % s c lo th  5 40 
W h ite  S ta r ,  % s c lo th  5 30 

W o rd en  G ro c e r Co. 
A m e ric a n  E a g le , % cl o 35 
G ra n d  R ap id s  G ra in  & 

M illing  Co. B ra n d s
P u r i ty ,  P a te n t  ............... 5 00
S ea l of M in n eso ta  ___ 6 10
W iz a rd  F lo u r  ................4 60
W iz a rd  G ra h a m  ........... 4 60
W iz a rd  G ran . M eal . .3 60 
W iz a rd  B u c k w h e a t ..6  00
R ye  ..................................... 4 40

S p rin g  W h e a t F lo u r  
R oy  B a k e r ’s  B ra n d  

G olden H o rn , fa m ily  5 40 
G olden H o rn , b a k e r s  5 30
W isconsin  R y e  ............. 4 50
J u d so n  G ro ce r C o.’s  B ra n d
C ere s o ta , % s ..................6 10
C e re so ta , % s ..................6 00
C e re so ta , % s ....................5 90
L em o n  & W h ee le r’s B ra n d
W ingold , % s .................... 6 00
W ingold , U s .................. 5 90
W ingold , V2S ....................5 80
W o rd en  G ro ce r C o .'s  B ra n d
L a u re l, % s c lo th  ........... 5 80
L a u re l, V4s c lo th  ........... 5 70
L a u re l, % & % s p a p e r  5 60
L a u re l, % s c lo th  ........... 5 80
V oig t M illing  C o .’s  B ra n d
V oig t's  C re sc e n t ...........a 60
V o ig t's  F lo u ro ig t -----  5 60
V oig t’s  H y g ien ic

G ra h a m  .................... 5 00
V o ig t's  R o y al ............ . .5  80

W y k es  & Co.
S leepy E y e , % s c lo th . . 6 00 
S leepy E y e , % s c l o t h . .5 90 
Sleepy E y e , % s c l o t h . .5 80 
s le e p y  E y e , % s p a p e r  5 80 
S leepy  E y e , % s p a p e r  5 80 
W a tso n -H ig g in s  M illing  Co.
P e rfe c tio n  F lo u r  ............5 00
T ip  T op  F lo u r  .............  4 60
G olden S h e a f F lo u r  . .  4 20 
M a rsh a ll’s  B e s t  F lo u r  5 80 
P e rfe c tio n  B u c k w h e a t 3 00 
T ip  T o p  B u c k w h e a t 2 80 
B ad g e r D a iry  F e e d  24 00 
A lfa lfa  H o rs e  F eed  26 00
K a fir  C o rn  .......................1 35
H o y le  S c ra tc h  F e e d  . .  1 50 

M eal
B o lte d  ..............................  3 40
G olden G ra n u la te d  . . .  3 60 
S t. C a r  F e e d  s c ree n e d  20 00 
N o. 1 C o m  a n d  O a ts  20 00
C orn , c ra c k e d  ................ 19 00
C orn  M eal, c o a rse  . .  19 00 
W in te r  W h e a t  B ra n  26 00 
B uffa lo  G lu ten  F e e d  30 00 

D a iry  F eed s  
W y k e s  & Co.

O  P  L in se e d  M eal . .37 50 
O P  L a x o -C a k e -M e a l 34 00
C o tto n see d  M ea l ..........30 00
G lu ten  F e e d  .................. 26 00
B re w e rs ’ G ra in s  ..........26 00
H a m m o n d  D a iry  F e e d  24 00
A lfa lfa  M ea l .................. 26 00

O a ts
M ich ig an  c a r lo ts  . . . .  36
L ess  th a n  c a r lo ts  .........38

C orn
C a r lo ts  ............................  48
L ess  th a n  c a r lo ts  . . .  50

H ay
C a r lo ts  ..........................  16
L ess th a n  c a r lo ts  . . .  17

M A P L E IN E
2 oz. b o ttle s , p e r  doz. 3 00 

M O L A SSE S 
N ew  O rlean s

F an cy  O pen K e ttle  . .  42
C hoice ................................  35
G ood ................................. 22
F a i r  ................................... 20

H a lf  b a r r e ls  2c e x t r a  
M IN C E  M EAT

P e r  c a s e  ........................  2 85
M U STA R D

% lb . 6 lb . bo x  ...........  18
O L IV E S

B ulk , 1 g a l. k eg s  1 1 0 0 1  20 
B u lk , 2 ga l. k eg s  9 5 0 1  10 
B u lk , 5 g a l. k eg s  9 0 0 1  05
S tu ffed . 6 ca . .................. 90
S tu ffed , 8 oz. .................. 1 35
S tu ffed , 14 oz. ..............2 25
P i t te d  (n o t s tu ffe d )

14 oz. ...........................2 25
M an zan illa , 8 o z ...............  90
L u n c h , 10 oz............................. 1 35
L u n c h , 16 oz............................2 25
Q ueen , M am m o th , 19

OB. .................................3 76
Q ueen , M am m o th , 28

OS. ................................. 5 25
O live C how , 2 doz. cs,

p e r  doz .................................2 25
P IC K L E S

M edium
B a rre ls ,  1,200 c o u n t . .7 75 
H a lf  b b ls ., 600 c o u n t 4 50
5 g a llo n  k e g s  .................... 2 25

S m all
B a r re ls  ................................. 9 00
H a lf  b a rre ls  .................... 5 25
5 g a llo n  k e g s  .................. 1 90

G h e rk in s
B a r re ls  ............................. 11 00
H a lf  b a r re ls  ...................... 5 00
5 g a llo n  k e g s ...........................2 75

S w e e t S m all
B a r re ls  ..........   13 60
H a lf  b a r r e ls  .................... 7 60
6 g a llo n  k e g s  ..................2 00

PO TA SH  
B lH W l ...............

P R O V IS IO N S  
B arre led  P o rk

C le a r  B a c k  .................... 18 50
S h o r t  C u t ...................... 16 75
S h o r t C u t C lea r ............16 75
B ean  ..............................  20 00
B ris k e t , C lear ...........  23 00
P ig  ................................... 23 00
C lear F am ily  .............  26 00

D ry  S a lt M eats
S P  BeUies .•......................16

L ard
P u r e  in  t ie rc e s  . .9%@10
C om pound  la rd  .........  8%
80 lb . t u b s ___ a d v an c e  %
60 lb . tu b s  -----a d v a n c e  %
50 lb . t in s  . . . .  a d v a n c e  14 
20 lb . p a ils  . .  .a d v a n c e  % 
10 lb . p a ils  . . . a d v a n c e  % 
5 lb . p a ils  . . . a d v a n c e  1 
8 lb . p a ils  . . .  a d v a n c e  1 

S m oked  M eats  
Hams, 12 lb. average. .14%

8
M ess, 10 lb s ........................ 1 85
M ess, 8 lb s ............................1 50
No. 1, 100 lb s ..................15 50

1 . 40 lb s ....................... 6 60No.
No. 1, 10 lb s. 
No. 1. 8 lbs .

___ 1 70
___ 1 40

W h ite fish
100 lb s . ................................. 9 75
50 lb s .........................   .5 25
10 lb s .................................. 1 12

8 lb s ...................................  92
100 lbs . 
40 lbs.

.........4 65

........2 10
10 lb s ...................................  75

8 lb s ...................................  65
S H O E  B LA C K IN G  

H a n d y  B ox, la rg e  3 d z  2 50 
H a n d y  B ox, sm a ll ___ 1 25
B ix b y ’s  R o y al P o lish  
M ille r 's  C row n  P o lish  

S N U F F
S co tch , in  b la d d e rs  . .  
M accaboy , in  j a r s

9 10 11
201b. c a n s  % dz. in  cs. 1 40 
101b. c an s , % dz. in  cs. 1 35 
51b. c an s , 2 dz. in  cs. 1 45 

2% Ib. c a n s  2 dz. in  cs. 1 55 
P u re  C an e

F a ir  .....................................  16
G ood ......................................20
C hoice ............................... 25
M ich ig an  M ap le  S y ru p  Co. 

B ra n d

S u n d ried ,

w ide b a n d  . .1  15 ! G reen  N o. 2 . . . . . . . . . .  6%___  »
la rg e  ................... 3  50 C u re d  N o. 2 _____
m ed iu m  ............. 3  00 j C alfsk in , g re e n . N u

B ushels,
M a rk e t 
S p lin t,
S p lin t,
S p lin t, sm a ll 
W illow , C lo th es, la rg e  
W illow , C lo thes, sm a ll 
W illow , C lo th es, m e m  

B u tte r  P la te s  
W ire  E n d  o r  O vals.

401 C u re d  N o.

sen , N o. 2  lö i

S u n d ried ,
R eg u la r , m ed ium  
R eg u la r , C hoice  
R eg u la r , fa n c y  
B a s k e t- f i re d  m edium  
B a s k e t-f i re d  choice  

37 I B a s k e t-f ire d , fa n c y

p e r  doz. . . . 2  25 % Ib. 250 in c ra te  . . . .  .301
T E A % Ib. 250 in c ra te  . . . .  .30

J a p a n 1 Ib., 250 in c ra te  . . ___ 30
m ed ium .2 4 0 2 6 2 Ib., 250 in c ra te  ... . . .3 5
cho ice  . . .3 0 0 3 3 3 Ib., 250 in c ra te  . . . . .4 0
fa n c y  . . , .3 6 0 4 0 -5 Ib., 250 in c r a te  . . -----50

2 4 026

H a m s , 14 ib . .v e ra g e . .1 4 ^ 1  F re n c h  R ap p ie  in  j a r s  
Hams, 16 Ib. aver 1S%@14 
Hams, 18 ff>. aver 13014 
S k in n ed  H a m s  . ,14% @ l.i 
Ham, dried beef seta ..17 
C alifo rn ia  H a m s  . .11011%
P ic n ic  B oiled  H a m s  ..15
B oiled  H a m  .................... 20
Berlin Ham, pressed . . l i f t
Minced H am  ................13
B aco n  ......... ...............  16016%

S a u s ag e s
B o lo g n a  ............................ • 8%
L iv e r  ......................  7% ©  8
F r a n k f o r t  .............  9% @10
P o rk  ................................... 11
V eal .......................   11
T o n g u e  ..............................  11
H e ad c h e ese  ....................  9

B eef
B o n eless  ........................ .14 00
R u m p , n ew  ................. .14 00

P ig ’s  F e e t
% b b ls .............................. . 1 20
% bbls., 40 lb s ............. . .2 15
% b b ls ............................... . .4 00
1 b b l................................... . .9 00

T  rip e
K its , 15 lb s .................... 90
% bb ls ., 40 lb s. . . . . .1 60
% bbls ., 80 lb s ........... . .3 00

C asin g s
H ogs, p e r  Ib ................ 35
B eef, ro u n d s , s e t  . . 20
B eef, m idd les , s e t  . 70
S heep , p e r  b u n d le  . 80

U ncolored  B u tte r in e  
Solid d a iry  ...........10 0 1 2
C o u n try  R o lls  .........1 1 018

C an n ed  M eats
C o rn ed  beef, 2 lb . . . .3 60
C o rn ed  b eef, 1 lb . . . . 1 95
R o a s t beef, 2 Ib. . . . . .3 60
R o a s t beef, 1 Ib . . . . . . 1 95
P o tte d  H a m , % s ...........  50
P o tte d  H a m , % s . . . .  90
D eviled  H a m , % s ___  50
D ev iled  H a m , % s .........  90
P o tte d  to n g u e , % s . . . .  50
P o tte d  to n g u e , % s . . . .  90 

R IC E
F a n c y  ......................  7 @ 7%
J a p a n  .................... 5%@ 6%
B ro k en  .................... 2%@ 3%

SA L A D  D R E SS IN G
C olum bia , % p i n t .........2 25
C o lum bia, 1 p in t  ........... 4 00
D u rk e e ’s, la rg e , 1 doz. 4 50 
D u rk e e ’s, sm all, 2 doz. 5 25 
S n id e r’s, la rg e , 1 doz. 2 35 
S n id e r’s, sm all, 2 doz. 1 35 

S A L E R A T U S  
P a c k e d  60 lb s. in  box. 

A rm  a n d  H a m m e r . .3 00
D e lan d ’s  ..........................  3 00
D w ig h t’s  Cow ................3 00
L . P ..........................................3 OO
S ta n d a rd  ............................ 1 80
W y a n d o tte , 100 % s . . . 3  00

SA L  SODA
G ra n u la te d , b b ls ..............  80
G ra n u la te d , TOO lb s . cs. 90 
G ra n u la te d , 36 p kgs . . .  1 20 

S A L T
C om m on G rad es

100 3 Ib. s a c k s  ................2 40
60 5 lb . s a c k s ...................... 2 25
28 10% Ib. s a c k s   2 10
56 lb . s a c k s  .................... 32
28 lb . s a c k s  .................... 17

W a rsa w
56 lb . d a iry  in  d r il l  b ag s  40 
28 lb . d a iry  in  d r il l  b ag s  20 

S o la r  R ock
56 Ib. s a c k s  ......................  24

C om m on
G ra n u la te d , fine .............  95
M edium , fine .................... 1 00

S A L T  F IS H  
Cod

L a rg e  w h o le  . . . .  0  7%
S m all w h o le  . . . .  @ 7
S tr ip s  o r  b r ic k s  7%@10%
P o llo ck  .................. @ 5

H a lib u t
S tr ip s  ................................. 15
C h u n k s  ............................. 16

H olland  H e rr in g  
Y. M. w h. hoop, bbls. 11 00 
Y. M. w h . hoop, % bbl. 6 00 
Y. M . w h . hoops, k e g s  75 
Y. M. w h . hoop  M ilch ers

k e g s  ..........................  85
Q ueen , b b ls ............................. 10 50
Q ueen , % b b ls .........................5 75
Q ueen , k e g s  ......................  65

T r o u t
N o. 1, 100 lb s ............................ 7 50
N o. 1, 40 lb s ........................... 3 25
N o. 1, 10 lb s .......................  90
N o. 1. 8 lb s ........................  76

M ackerel
M ees, 100 lb s .......................... 16 60

SO A P 
J .  S. K irk  & Co.

A m e ric a n  F a m ily  .........4 00
D u sk y  D iam o n d  50 8 oz 2 80 
D u sk y  D ’n d  100 6 oz 3 80
J a p  R ose, 50 b a r s  ___ 3 60
S av o n  Im p e r ia l ..............3 00
W h ite  R u ss ia n  ..............3 60
D om e, ova l b a rs  ............3 00
S a tin e t ,  ov a l .................... 2 70
S n o w b e rry , 100 c ak e s  4 00 

P ro c to r  & G am ble  Co.
L en o x  ................................. 3 25
Iv o ry , 6 oz............................ 4 00
Ivo ry , 10 oz.........................6 75
S ta r  ........................................3 85

L a u tz  B ros . & Co. 
A cm e, 30 b a rs , 75 lb s. 4 00 
A cm e, 25 b a rs ,  75 lb s. 4 00 
A cm e, 25 b a rs ,  70 lb s . 3 80
A cm e, 100 c a k e s  ............3 25
B ig M as te r, 70 b a rs  . .2  85
G e rm an  M o ttled  ............3 50
G e rm a n  M o ttled , o oxs 3 4." 
G e rm an  M ottled , 10 b x  3 <0 
G e rm an  M ottled , 25 b x  3 35 
M arse illes , 100 c a k e s  ..6  00 
M arse ille s , 100 e k s  5c 4 00 
M arse ille s , 100 ck  to il 4 00 
M arse ille s , % bx  to ile t 2 10 

A. B . W ris ley
G ood C h ee r  ....................4 00
O ld C o u n try  .................... 3 40

Soap P o w d e rs  
Snow  B oy, 24s fa m ily

s ize  ...............................4 00
Snow  B oy, 60 5c ............2 40
Snow  B oy, 30 10c . . . . 2  40 
Gold D u st, 24 la rg e  . .  4 50
Gold D u st, 100-5C ..........4 00
K irk o lin e , 24 41b. ..........3 80
P e a r lin e  .............................3 75
S o ap in e  ............................... 4 10
B a b b i tt’s  1776  3 75
R o se in e  ............................... 3 50
A rm o u r’s  ...........................3 70
W isd o m  ............................... 3 80

S oap  C om pounds
J o h n s o n ’s  F in e  ................5 10
J o h n s o n ’s  X X X  ............4 25
N in e  O ’c lock  .................... 3 30
R u b -N o -M o re  ..................3 85

S co u rin g
E n o c h  M o rg a n ’s  S ons

Sapolio , g ro s s  lo ts  ----- 9 00
S apolio , h a lf  g ro . lo ts  4 50 
Sapolio , s in g le  b o x es  2 25
Sapolio , h a n d  .................. 2 25
S co u rin e  M a n u fa c tu r in g  Co
S co u rin e , 50 c a k e s  ____1 80
S co u rin e , 100 c ak e s  . .  .3 50 

SODA
B oxes ................................... 5%
K egs, E n g lish  ................ 4%

S P IC E S  
W hole  S p ices

A llsp ice, J a m a ic a  .........13
A llsp ice, la rg e  G a rd en  11
C loves, Z a n z ib a r  ........... 19
C ass ia , C an to n  ............... 14
C ass ia . 5c pkg . doz ........ 25
G in g er, A fric a n  ................ 9%
G inger, C och in  ............... 14%
M ace, P e n a n g  ............... 70
M ixed, N o. 1 ..................16%
M ixed, N o. 2 ....................10
M ixed, 5c p kgs . d o z .. .  45
N u tm e g s , 75-30 ............. 30
N u tm e g s , 105-110 .........20
P e p p e r , B lack  ............... 14
P e p p e r, W h ite  ............... 25
P e p p e r, C ay en n e  ........... 22
P a p r ik a , H u n g a r ia n  . .  

P u re  G round  in B ulk
A llsp ice, J a m a ic a  .........12
C loves, Z a n z ib a r  ........... 19
C ass ia , C an to n  ............... 12
G inger, A fric a n  ............. 12
M ace, P e n a n g .................75
N u tm e g s , 75-80 ............. 35
P e p p e r , B la ck  ................. 11%
P e p p e r, W h ite  ............... 18
P e p p e r , C ay en n e  ........... 16
P a p r ik a , H u n g a r ia n  ..4 5  

ST A R C H  
C orn

K in g sfo rd , 40 lb s ............7%
M uzzy, 20 l ib .  p k g s . . .  5% 
M uzzy, 40 l ib .  p k g s . . .5  

G loss 
K in g sfo rd

S ilv e r G loss, 40 l ib s .  7%
S ilv e r G loss, 16 31bs. 6% 
S ilv e r G loss, 12 61bs. 8% 

M uzzy
48 l ib .  p a ck a g e s  ........... 5
16 51b. p a c k a g e s  ..............4%
12 61b. p a c k a g e s  ........... 6
501b. b o x es  .........................  2%

S Y R U P S
C orn

B a r re ls  ................................  S

30 
35@37 
40-« .3

351 N ib s  ................................  2S@30
43 S if tin g s  ........................ 10012

j F a n n in g s  ...............   14015
G u npow der

M oyune, m ed ium  ...........  28
M oyune, cho ice  .............  32
M oyune, fa n c y  __
P in g su e y , m ed ium  
P in g su e y , cho ice  .
P in g su e y , fa n c y  ___ 4 0 0  45

Y oung H yson
C hoice ................................. 30
F a n c y  ..........................  4 0 050

Oolong
F o rm o sa , fa n c y  .........45 @60

m ed iu m  .....................25

,  ^  , C h u rn s
i B a r re l. 5 g a l., each  

^„•>040 j B a r re l, 10 g a l., e ac h  
C lo thes  P in s  

R o u n d  H ead .
4 in ch , 5 g ro s s  .........
4% in ch , 5 g r o s s ................55
C a r to n s , 20 2% doz. bxs. 60 

E gg C ra te s  a n d  F it te rs  
H u m p ty  D u m p ty , 12 dz. 20
No.. 1 co m p le te  ................ 40
N o. 2 co m p le te  .............. 28
C ase  N o. 2 fillers, 15

s e ts  .................................
C ase , m ed iu m , 12 s e ts  

F a u c e ts
C ork , lin ed , 8 in . . . . . .
C ork , lin ed , 9 i n . .........
C ork  lin ed , 10 i n . .........

M op S tick s  
T ro ja n  sp r in g

40 0  45 
2 5028  
. .  30

.2  40

50

I  35 
1 15

A m oy, m ed iu m  ....................^ [ T r o j a n  s p r in g  ................. 90
A m oy, cho ice   ...........321 .Eclipse p a te n t  s p r in g  85

E n g lish  B re a k fa s t  I N o. 1 co m m o n  . . . . . . . .  80
M edium  ............................  25! N o. 2 p a t .  b ru s h  h o ld e r 85
C ho ice  .............................. .. 30 c o tto n  m op  h e a d s  1 40
F a n c y  ..............................40045  -----

In d ia
C eylon, cho ice  ........... 30035

Gian JlfiH, LUI CU> gffA 1> M
C alfsk in , c u re d  No. 2 12%

P e lts
O ld w o o l . . . ___ 0  3u
L am b s ................. 50(01 Ml
S 'h ea riin g s  ____... Mug L UÜ

T allow
N o . 1  ---------------- Ig 5
N o. 2 ........................ 0  4

W ool
U n w ash ed , m ed. Ig 21
U n w ash ed , lin e  . . 0  U

CGNF E C T IO N S
S tic k  Can a y P a ils

S ta n d a rd  ............... ........... 8
S ta n d a rd  u n . . ........... 9
s t a n d a r d  1 w is t  . ........... »%.

C ases
J u m b o , 32 Ib. __ ........... 8
E x t r a  H  H  ......... ........... lit
B o sto n  C re am  . ........... 13
i i ig  stick,. ¿0 e a s e  A

M ixed G andy
G ro ce rs  .................. ............ 6%
C o m p e titio n  . . . .
S p ec ia l .................... ...........  A
to n s e r v e  ........... . ...........  8
R o y a l . . . . . . . . . . . ......... .12
R ib b o n  . . . . . . . . . . ........... iO
b ro k e n  ........... ..

! C u t L o a f  ............. ...........  8%
D ead er ........... ....... ...........  8

1 K in d e rg a r te n  . . . ........... Il>
r  r e a c h  C ream . . . __ £
s t a r  _____ ______

F a n c y
TO BA CCO  
F in e  C u t

B lo t ......................
H ia w a th a , 16 oz. . 
H ia w a th a , 1 oz. . 
N o  L im it, 7 oz. . 
N o L im it, 14 oz. . 
O jib w a , 16 oz.

,.45@ 5

Id ea l N o.
P a lis

2-  hoop S ta n d a rd
3 -  hoop  S ta n d a rd

I 2 -w ire  C ab le  ___
I C ed a r a ll re d  b ra s s  
■  w ire

.2  00

.2  35

.1 2i

H a n d  M ade  C r e a m __ 16.
r r e m i o  c r e a m  m ix ed  14 
P a n s  C ream  B on  B o n s  lo  

F an cy — in P a i ls  
G ypsy H e a r t s  . . . . . . . . . 1 4
C oco B o n  B ons . . . . . . . 1 4
F u d g e  S q u a re s  . . . . . . . . U

. . .5  60 
,.11 10 
. . . 5  00 
. . . 4  20 
. . .2  10 
. . . 5  76

20-  
18-in .

. .  401 id ea l
O jib w a , 5c p k g ................1 851
O jibw a, 5c ............. .. 471 M ouse,
P e to s k e y  C hief, 7 o z .. .  1 85 J M ouse, wood, 
P e to sk ey  C h ief, 14 oz. 3 70 Jj M ouse, w ood 
S te r l in g  D a rk , 5c .
S w ee t C uba, 5c .
S w ee t C uba, 10c .
S w ee t C uba, 1 lb.
S w ee t C u b a, 16 oz.
S w ee t C uba, % Ib.
S w ee t B u rley , 5c .
S 'w eet M ist, % g r ........... 5 70
S w ee t B u rley , 24 Ib. c s  4 90i
T ig e r , % g ro s s  ............... 6 001
T ig e r , 5c t in s  ............... 5 50]
U ncle D an iel, 1 I b . ___  60!
U ncle D an iel, 1 oz...........5 22

P lu g
A m . N av y , 15 oz............ 27
D ru m m o n d , N a t  L ea f,

2 & 5 Ib ........................ 60
D ru m m o n d  N a t. L e a f

p e r  doz .........................  95
B a t tle  A x ........................  37
B ra c e r  ................................. 37
B ig  F o u r  ........................  31
Boot J a c k  ........................  86
B ullion , 16 oz....................  46
C lim ax  G olden T w in s  . 48
D ays W o rk  ...................... 38
D erby  ................................... 28
5 B ro s ..................................... 63
G ilt E d g e  ........................  48
Gold R ope, 7 to  lb ............ 58
Gold R ope, 14 to  Ib. . .  58
G. O. P .................................  32
G ra n g e r  T w is t  ...............  46
G. T . W , ..........................  37
H o rse  S hoe  ...................... 43
H oney  D ip  T w is t -----  45
Jo lly  T a r  ..........................  40
J .  T ., 8 oz, .................... 35
K e y sto n e  T w is t  ...........  46
K is m e t ................................. 48
N obby  S p u n  Roll .........  58
P a r r o t  ................................. 28

. . 40

. .  45

4® T 3- w ire  C ab le  ............ . . . 2  30 j P e a n u t .S q u a r e s  . . . .
60 p a p e r  E u r e k a  ..................2 25 S u g a re d  P e a n u ts  . .
56 F ib re  .......................... .. 2 70j w aited  P e a n u t s .........

1 65 j T o o th p ick s  i S ta r l ig h t  K is se s  . . .
151 B irch , 100 p a c k a g e s  . . 2  00! u o zen g es . p la in  . . . ._77......... 85j C h am p io n  G nocoiate

T ra p s
wood, 2 ho les 22 

4 ho les 45 
6 h o les

M o u se , t in ,  5 ho les . . . .  65
" R a t ,  wood ........................... 80

R a t , s p r i n g ........................ 75
T  ubs

S ta n d a rd , N o. 1 7 50 
S ta n d a rd , N o. 2 6 50

.L.
.. 18 
. . . 1 0

•4 M  M — . 40 Xba. ............... I N  w * if b a r r e ls  ......................  M

P e a ch e y  ......................
P icn ic  T w is t  .............
P ip e r  H e id sick  ...............  69
R ed icu t, 1% oz. . . .
R ed  L ion  ..........................  30
S h e rry  C obbler, 10 oz. 26
S p e a r  H e ad , 12 oz........... 44
S p e a r  H ead , 14% oz. . .  44
S p e a r  H e ad , 7 oz...........  47
S q u a re  D eal .................... 28
S ta r  .....................................  43
S ta n d a rd  N a v y  .............  37
T e n  P e n n y  ........................  28
T o w n  T a lk  14 oz. .
Y an k ee  G irl ....................  32

T W IN E
C o tto n , 3 p ly  ............... 25
C o tto n , 4 p ly  ................25
J u te ,  2 p ly  ...................... 14
H em p, 6 p ly  .................  13
F lax , m ed iu m  ............... 24
W ool, 1 Ib. b a le s  -----  8

V IN E G A R
H ig h lan d  ap p le  c id e r  22 
O a k lan d  a p p le  c id e r  ..1 7
S ta te  S ea l s u g a r .......... 13
40 g ra in  p u re  w h ite  . . .1 0  

B a r re ls  free .
W IC K IN G

No. 0 p e r  g r o s s ............. 30
No. 1 p e r  g ro ss  ........... 40
No. 2 p e r  g ro ss  ........... 50
No. 3 p e r  g ro s s  ............ 75

W O O D E N W A R E
B as k e ts

B u sh e ls  ............................  1 f f

16-in. S ta n d a rd . N o. 3 5 50
C able, N o. 1 ___ 8 00

■ I f  00 
.6 00

18-in. C ab le, N  
16-in. C ab le, N o
N o. 1 F ib re  ................ . .1 0  25
N o. 2 F ib re  ...................... 9 25
N o. 3, F ib re  .................... 8 25

W a sh b o a rd s
B ro n ze  G lobe .................. 2 50
D ew ey  ............................... 1 7 5
D ouble  A cm e ..................3  75
S ing le  A cm e .................... 3 15
D ouble  P e e rle ss  ..............3 75
S ing le  P e e r le s s  ..............3 25
N o r th e rn  Q ueen  ............3 25
D ouble  D u p lex  ................2 00
G ood L u ck  ........................ 2 75
Un iv e rsa l . . . 3 00

W indow C le an e rs
12 in ................ .1 65
14 in ................. 1 85
16 ft 30

W ood Bow ls
12 in . B u tte r 1 60
15 in . B u tte r ft 25
17 in . B u tte r 4 15
19 in . B u t te r 10
A sso rted , 13- 15-17 . . . .3 00
A sso rted , 15- 17-19 . . . .4 25

E c lip se  C h o co la te s  . . .  14 
E u r e k a  C h o co la te s  . . . .  la
Q u in te tte  C h o co la te s  14 

01 i^nam pion  G um  D ro p s 2 
M oss D ro p s  . . . . . . . . . . . lu
i.em o n  Bouts . . . . . . . . .  10
im p e r ia ls  . . . . . . . . . . . . . 1 0
teal. C re am  B o a  B o a s  12 
G olden W allies  . . . . . . . . 1 2
R ed  R o se  G um  D ro p s  lo
A u to  B u b b les  ------------- 12

F a n c y —in  5 lb . B oxes 
O ld F a s h io n e d  M olas­

s e s  K is se s  lo tb . bx . I  20 
O ra n g e  J e ll ie s  . . . . . .  50
D em on S o u rs  .  — . . . .  6u
O ld F a s h io n e d  JEEore- 

h o u n d  d ro p s  . . . . . .  60
P e p p e rm in t D ro p s  . .  60
C h am p io n  C hoc. D ro p s  6a  
H . M. C hoc. D ro p s  1 10 
H , M . C hoc. L L  a n d

D a rk , N o. 1 2 -------- 1 10
B itte r  S w e e ts , a s ’t d  1 25 
B r il l ia n t  G u m s, C ry*. 40 
A , A . L ico rice  D ro p s  90 
c o ze n g e s , p r in te d  . . .  65 
L~ozenges, p la in  . . . . .  40
Im p e ria ls  — . . . . . . . . .  W
M o tto e s  . . . . . . . . . . . . . .  IK
C re am  B a r  . . . . . . . . . . .  <0
G. M. P e a n u t  B a r  . .  f t  
H a n d  M ad e  G ra ta  80090  
C re am  W a fe r s  . . . . . .  f t
S tr in g  R o ck  . . . . . . . . .  40
W in te rg re e n  D11 rise  M 
O ld T im e  A ss o rte d  2  75 
B u s te r  B ro w n  G ood S i f  
U p - to -d a te  A sa tm  t  S 75 
T en  S tr ik e  N o. 1 . . .  . f  M
Yen S tr ik e  N o. 2 ___ 4 f t
T en  S tr ik e , S u m m er

a s s o r tm e n t  .............  f  75
P o a  C ora

C ra c k e r  J a c k  . . . . . .  > M
G iggles, 5c p k g . c s . 2 f t  
P o p  C orn  B alls  200a 1 I t
A zu liU t 100s ............... S 25
O h M y 100s .................  < 50

C ough  D rops 
P u tn a m  M en th o l . .  1 S t
S m ith  B ro s . - ...............  1 25

N U T  5 —W h o le

W R A P P IN G  P A P E R
C om m on S tra w  ...........  2
F ib re  M an ila , w h ite  . .  3
F ib re , M an ila , co lo red  4
N o. 1 M an ila  .......................4
C ream  M an ila  .................... 3
B u tc h e r s ’ M an ila  ...........2%
W ax  B u tte r ,  s h o r t  c ’n t  13 
W ax  B u tte r ,  fu ll c o u n t 20
W ax  B u tte r ,  ro ils  -19

Y E A ST  C A K E
M agic , 3 doz. ................. 1 15
S u n lig h t, 3 d o z .................. 1 00
S u n lig h t, 1% doz............  50
Y east F o am , 3 doz. . . . 1  15 A lm onds, T a r r a g o n a  
Y east C ream . 3 doz. . .1  0 0 1 A lm onds, D ra k e  . . .  
Y eas t F o a m , 1% doz. . .  5 8 1 A lm onds, C a lifo rn ia

F R E S H  F IS H
P e r  Ib.

W h ite fish . J u m b o  .16
W h ite fish , N o. 1 ...........12
F re s h , f ro zen  ..................12
S tr ic tly  f r e s h  ..................15
T r o u t  ........................  12015
H a l i b u t ................................. 10
H e rr in g  ..............................  7
B luefish  ............................  14%
L ive  L o b s te r  ................ . .2 9
B oiled L o b s te r  ............... 29
Cod ..................................... 10
H a d d o ck  ............................  8
P ic k e re l ............................  12
P ik e  .....................................  9
P e rc h  ................................... 8
Sm oked , W h ite  ............12%
C hinook , S a lm on  ...........15
M ackere l ............................
F in n a n  H a d d ie  .............. 12%
R oe S h a d  ..........................
S h ad  R oe, e ac h  .............
S peck led  B ass  . . . . . . . .  8%

H ID E S  A N D  P E L T S
H ides

G reen No. 1 .................... 7%

15

sh e ll
B ra z ils  . . . . . . . . . . .  12013
F ilb e r ts  . . . . . . . . . .  1 3 0 1 3
CaL N o. 1 ......................
W a ln u ts , s o f t  sh e ll 1 3 019  
W a ln u ts , M a rb o t . . . .  17 
T ab le  n u ts ,  f a n c y  13%@14 
P e c an s , m ed iu m  . . . .  12 
P e c a n s , ex . la rg e  . .  14 
P e c an s , J u m b o s  . . . .  18
H ick o ry  N u ts ,  p e r  fiu.

O hio, now  ...........
Cocoa n u ts  . . . . . . . . . . . .
C h e s tn u ts , N ew  Y ork  

S ta te ,  p e r  b u . . . . .

S p a n ish  P e a n u ts  
P e c an  H a lv e s  . . .
W a ln u t H a lv es  . .
F ib le r t M e a ts  ___
A lican te  A lm onds 
J o rd a n  A lm onds ..

Peanuts
F a n c y  H  P  S u n s  q x%

R o as te d  ...........  @ 7%
C hoice, ra w , H . P . J u m ­

bo. ........................  #  tB us fiele
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Special Price Current
A X L E  G R E A SE

M ica, tin  boxes . .75 9 00 
P a ra g o n  .................  55 6 00 '

BA KIN G  P O W D E R  
R oyal

10c s ize  90 j 
& Ib. c an s  1 35 
6oz. c a n s  1 9 0 1 
Vs lb. c an s  2 50 i 
4,1b. c a n s  3 75 
1Tb. c an s  4 8 0 j 
31b. c a n s  13 00 
51b. c an s  21 50 j

YOUR
OW N

P R IV A T E
■R A N D

W ab ash  B ak ing  P ow der 
Co., W ab a sh , Ind .

SO oz. t in  c an s  ............... 3 75
32 oz. t in  c an s  ............. 1 60
19 oz. t in  c an s  ................. 85
16 oz. t in  c a n s  ................  75
14 oz. t in  c an s  ................. 65
10 oz. t in  c a n s  .............  558 oz. t in  c a n s  ................  45
4 oz. t in  c an s  ................. 35

32 oz. t in  m ilk  p a il . .2  00 
16 oz. t in  b u c k e t ...........  90
11 oz. g la ss  tu m b le r  . .  856 oz. g la s s  tu m b le r  . .  75
16 oz. p in t m aso n  j a r  85 

C IG A RS
Jo h n so n  C ig a r Co.’s B ran d

S. C. W -. 1.000 lo ts  ___ 31
E l P o r ta n  a  .......................... 33
E v e n in g  P re s s  ....................32
E x e m p la r  ...............................32
W orden  G ro ce r Co. B ran d

B en  H u r
P e rfec tio n  .............................35
P e rfec tio n  E x t r a s  ............35
L o n d res  . .  .*.........................35
L o n d res  G ran d  ..................35
S ta n d a rd  ...............................35
P u r ita n o s  ...............................35
P a n a te lla s , F in a s  ..............35
P a n a te lla s , B ock ................35
Jo ck e y  C lub .........................35

COCO A N U T
B a k e r’s B raz il S h redded

10 5c p k g s ., p e r  c a se  2 60 
36 10c p kgs .. p e r  c a se  2 60 
16 10c a n d  38 5c pkgs., 

p e r  c a s e  ................... 2 60

C L O T H E S  L IN E S  
S isal

60ft. 3 th re a d , e x t r a .  .1 00
72ft. 3 th re a d , e x tr a .  .1 40
90ft. 3 th re a d , e x tr a .  .1 70
60ft. 6 th re ,.d . e x t r a . . l  29
72ft. 6 thread, ex tra ..

J u te
60ft..........................................  75
72ft..........................................  90
90ft............................................1 05
120ft.......................................... 1 50

C otton  V ic to r
50ft........................................... 1 10
60ft............................................1 35
70ft............................................1 60

C otton  W in d so r
50ft ...................................... 1 30 i
60ft ...................................... 1 44
70ft............................................ 1 80
SOft........................................... 2 00

C otton  B raided
50ft............................................ 1 35
40ft..........................................  95
60ft............................................1 65

G alvan ized  W ire  
No. 20, each  100ft. lo n g  1 90 
N o. 19. e ach  100ft. lo n g  2 10

C O F F E E
R oasted

D w in e ll-W rig h t C o.’s B ’ds

S A F E S

F u ll line  o f fire a n d  b u r ­
g la r  p roo f s a fe s  k e p t in 
s to ck  by  th e  T rad e sm a n  
C om pany. T h ir ty -f iv e  s izes  
an d  s ty le s  on h a n d  a t  all 
tim e s—tw ice  a s  m a n y  s a fe s  
a s  a re  c a r r ie d  by  a n y  o th e r  
ho u se  in th e  & tate. I f  you 
a re  u n a b le  to  v is it  G ran d  
R ap id s  a n d  in sp ec t th e  
lin e  p e rso n ally , w r ite  fo r 
q u o ta tio n s .

SO A P

<eaver Sohu Co. 's Brand

W h ite  H ouse , 1Tb. ...............
W h ite  H ouse . 21b................. ..
E xce ls io r. B lend. 1Tb. .........
E xce lsio r, B lend. 21b.............
T ip  Top. B lend , l i b ...............
R oyal B lend  ............................
R oyal H ig h  G rad e  ...............
S u p e rio r B lend  ......................
B o sto n  C o m b in a tio n  ...........

D is tr ib u te d  by  J u d so n  
G ro ce r Co., G ra n d  R ap id s; 
Lee & C ady, D e tro it;  S y ­
m o n s  B ros. & Co.. S a g i­
n aw : B row n, D av is  &
W arn e r . J a c k s o n ; G ods- 
m a rk . D u ra n d  & Co., B a t ­
tle  C re e k ; F ie lb acb  Co., 
Toledo.

S d  a  P.
100 cakes , la rg e  s ize . .6 50
50 cak es , la rg e  s i z e . . 3 25

100 cak es , sm a ll s ize . .3 86
50 cak es , sm a ll s i z e . - l  95

B lack  H a w k , one  box  2 50 
B lack  H aw k , five bxs 2 40 
B lack  H a w k , te n  b x s  2 26 

T A B L E  SA U C E S
H a lfo rd , la rg e  .............. 3 75
H alfo rd , sm a ll .............. 2 25

F IS H IN G  T A C K L E
y> to in ........................... . . .  6
H i to 2 in ........................ . .  7
1M- to 2 n. ............. . . .  9
1-5 to 2 ii . .11
2 in . . . . 1 5
3 in . . .  .20

C otton  L ines
N o 1. 10 fe e t  ................ . . .  5
N o . 2, 15 fe e t  ................ . . .  7
N o . 3» 15 fe e t  ................ . . .  9
N o. 4. 15 fe e t  ................ . .  .10
N o. 5, 15 fe e t  ................ . .  .11
N o. 6, 15 fe e t  .............. . .  .1 :
N o. 7, 15 f e e t  ................ . .  .15
N o. 8. 15 f e e t  ................ . .  .IS
N o. 9, 15 fe e t  .............. . . .2 0

Use

Tradesman

L inen L ines
Sm all ....................................... 20
M edium  ................................... 26
L a rg e  ....................................... 34

Poles
B am boo, 14 ft. ,  p e r  doz. 55 
B am boo. 16 f t. ,  p e r  doz. 60 
B am boo , 18 f t. ,  p e r  doz. 80

Coupon

Sm all s ize , doz................40
L a rg e  size, doz ............... 75

Books

Made by

G E L A T IN E
I Cox’s, 1 doz. la rg e  ___ 1 80
| C ox’s, 1 doz. sm all . . . 1  00 
K n o x 's  S p a rk lin g , doz. 1 25 
K nox’s  S p a rk lin g , g r. 14 001
N elso n ’s  ............................1 6 0 1

■■ K n o x 's  A cidu 'd . doz. . .1 25
| O xford  ................................  75
Plymouth Rock ........... 1 25

Tradesman Company
Grand Rapids, Mich.

Be the Progressive Dealer in 
Your Town—Buy This

M otor D elivery  
Wagon

M odel D—10W Pounds C apacity—$990.60

The C hase W agons 
Are

Simple in Construction 
Cheap to Maintain 
Easy to Operate 

Dependable and Durable

If you are alive to your 
best interests, write for cat­
alog of the Chase Complete 
Line to

Adams & Hart
Western Mich. Agents

Grand Rapids, Michigan

T p i f t r  YOUR D E L A Y E D  
I I m U L  F R E IG H T  E asily  

and Quickly. W e can tell you 
how BARLOW B R 05.,

G rand  R apids, Mich
D O N 'T  F A IL  y 

To send for catalog show* 
lag  oar Hoe of

PEANUT ROASTERS, 
CORN POPPERS, &C.
LIBERAL T E R M S.

KINGERY MFG. C0 . .106-108 E. Pearl SL.C'nclniiafi.O.

Sawyer’s 50 veara 
the P'io pie '« 

Choice,

CRYSTAL 

See that Top 1 Blue.
For the

Laundry.
DOUBLE 

STRENGTH.
Sold in 

Sifting Top 
Boxes.

Sawyer’s Crys­
tal Blue gives a 
beautiful tint and 
restores the color 
to linen, laces and 
goods that are 
worn and' faded.

H goes tw ice 
a s  ta r a s other 
Blues*

Sawyer Crystal Blue Co.
88 B r e e d  S treet,

BOSTON- -MASS.

Outlast Shingles
Slag or Tin

■ HERE is no question but that Reynolds Flexible As­
phalt Slate is the most durable and satisfactory roof­
ing material known today. It is practically indestruc­

tible. These slates are 8x13 inches in size, lay 4 inches to 
the weather, and because of their slightly flexible nature, 
are never broken by frost and ice.

R e y n o l d s  

Flexible Asphalt 
Slate

are made of asphalt (no coal tar) felt and crushed granite.
Cost about one-half the price of quarry slate laid, and last 
much longer. Never need painting. Do not hold snow. 
Cannot stain rain water and are fire and lightning proof.

Reynolds Flexible Asphalt Slate makes a fine looking 
roof—fully up to quarry slate in appearance. We back 
them with a ten year guarantee, but know from years of 
experience that they will last many times that length of 
time. Write for free booklet on slate.

We also manufacture Asphalt Granite roofing in rolls.

H. M. Reynolds Roofing Co.
172 Oakland A v e .

Grand Rapids, M ich .
Established 1868
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BUSINESS-WANTS DEPARTMENT
\ K crtisemcnts inserted under this head for two cents a word the first insertion and one cent a word for each 

>11h ; >]11ent continuous insertion. No charge Icsn than 25 cents. Cash must accompany ail orders

B U S IN E S S  C H A N C E S .
F o r  Sale— B e s t c a sh  b u s in e ss  in  W e s t­

e rn  M ich igan . D ry  goods, shoes, f u r n is h ­
ings , n o tio n s . S u ccess fu l a n d  fine o p p o r­
tu n ity .  M u st be c a s h  deal. A b o u t $6,000. 
C an  red u ce . N o  s a le sm e n  w a n ted . A d ­
d re s s  L . H . P h e lp s  & Co., F re m o n t , 
M ich.__________________________________ 338

F o r  Sa le—A  sm a ll la u n d ry . A b a rg a in , 
o r  w ill se ll m ach inery ' fo r  rem o v a l. A d­
d re s s  L a u n d ry , c a re  M ich ig an  T ra d e s m a n . 
________________________________________ 333

F o r  S a le  o r  E x c h a n g e — F o r  im proved  
fa rm  80 to  100 a c re s . B e s t  equ ipped  
c lo th in g  s to re  in  N o r th e rn  In d ia n a . N o 
c o m p e titio n . T o w n  1,000, tw o  good r a i l ­
ro ad s . I f  you  w a n t th is , a c t  qu ick . W rite  
K . & C., c a re  T ra d e s m a n .____________334

F o r  S a le—S tr ic tly  c le an  s to c k  o f g ro ­
c e r ie s  a n d  fix tu re s  in  2,500 to w n , n e a r '
G ra n d  R ap id s . A d d re ss  V. A. J .,  734 
C h erry  S t., G ra n d  R ap id s, M ich. 335

LIG H T STEEL RAILS
8. 12, 16. 20. 25. 30. 35. 40 lbs. per yard. A. S. C. E. 

Sections, w ith Splices and Spikes. Certificates of 
inspection by H ildreth & Co., Inspecting Engi­
neers, of New York C ity, assuring absolute first 
quality, furnished free of cost. We are manu­
facturers and can make prompt delivery.
UNITED STATES RAIL CO., Cumberland, Md.

W a n te d  T o  R e n t—S to re  b u ild in g s  s u i t ­
a b le  fo r  g e n e ra l s to c k  of m e rc h a n d ise  in  
liv e  c o u n try  to w n . A d d re ss  A. E . M ., N o. 
1 W in d so r T e rra c e , G ra n d  R ap id s , M ich. 
________________________________________ 336

A D D R E S S —-W. D. H am ilto n  & Co., 
G a lesb u rg , 111., if you  w a n t  to  se ll y o u r 
s to c k  of m e rc h a n d ise .______________ 337

S pe ia l S ales— O ld est s a le  c o n d u c to r  in  
th e  b u sin ess . B a r  n o  one. P e rs o n a lly  
c o n d u c t a ll of m y  sa le s . W . N . H a rp e r ,  
P o r t  H u ro n , M ich.____________________ 332

W a n te d —G ood o p en in g  fo r  r a c k e t  s to re . 
W ou ld  buy. Good lo c a tio n  d esired . F . 
M cE lw ain , H a s t in g s ,  M ich.__________ 331

F o r  Sale— O n a c c o u n t o f d e a th  o f b ro th ­
e r, old e s ta b lis h e d  d ry  g oods b u sin ess . 
T h re e  y e a r  lease . L ig h t, la rg e  s to re , 
s m a ll s to ck . J .  T . C ., 108-110 W . S ta te  
S t„  I th a c a ,  N . Y. __________ 329

F o r  S a le—A  f ir s t- c la s s  s to c k  of d ry  
goods, n o tio n s , fu rn ish in g s , sh o es , e tc ., 
lo c a ted  in  one  of th e  b e s t fa rm in g  d is ­
t r i c t s  in  S o u th e rn  M ich ig an . D o ing  ca sh  
b u s in ess . B e s t  lo c a tio n  in  to w n , second  
d oo r fro m  postoffice. E s ta b lis h e d  tra d e , 
a n  e x ce lle n t o p p o r tu n i ty  fo r  so m e  one  to  
go  in to  b u s in ess . S tr ic t ly  c a s h  p ro p o s i­
tio n . O w n er ob liged  to  m a k e  c h an g e  of 
c lim a te . A d d ress  L o ck  B ox  28, N o r th  
A d am s, M ich ig an . 328

LISTEN, MR. MERCHANT
We are ready, right now. to conduct a business 

building, profit producing advertising campaign, 
tha t will increase your cash sales from three to 
s ix  times, dispose of old goods, and leave your 
business in a stronger, healthier condition than 
before.

Comstock-Grisier Advertising & Sales Co.
907 Ohio B uild ing Toledo, Ohio

F o r  S a le—A n u p - to - d a te  g ro c e ry  s to ck . 
B u s in e ss  $15,000 c a s h  p e r  y e a r . R e n t 
ch ea p . F in e  lo ca tio n . A d d re ss  N o. 327, 
c a re  T ra d e s m a n . ___________  327

I  w a n t  to  b u y , fo r  c asn , a  s to c k  of 
g e n e ra l m e rc h a n d ise , c lo th in g  o r  shoes . 
A d d re ss  B ox  116, B ard o lp h , M cD onough  
Co., 111.________________________  311

F o r  S a le—B o ttl in g  p la n t,  b u s in e ss  good 
a ll th e  y e a r  ro u n d . B ig  r e s o r t  t r a d e  in  
su m m e r. M u st se ll a t  once  on  a c c o u n t 
of s ick n e ss . A d d re ss  N o. 309, c a re  M ich i- 
g a n  T ra d e s m a n .______________________ 309

W a n te d  — S e c o n d -h a n d  so d a  fo u n ta in  
o u tfit. M u st be  ch eap . B ox  187, T ra v e rs e  
C ity , M ich .____________________________ 306

F o r  Sale— O s n a p  fo r  so m e  o n e  w ith  
th e  c a s h  w is h in g  a  fine d ry  g oods a n d  
m illin e ry  b u s in e s s ; e s ta b lish e d  18 y e a r s ;  
no  o ld  go o d s; e x ce lle n t lin e  o f m e r ­
c h an d ise  a n d  d o in g  a  fine b u s in e ss . B e s t 
re a so n  fo r  selling . W ill ta k e  70c on  th e  
d o lla r  i f  ta k e n  b y  A p ril 10. E x c lu s iv e  o f 
s p r in g  goods. S to ck  w ill in v o ice  a b o u t 
$10,000; f ix tu re s  a b o u t $1,000. Geo. W . 
S m ith , J e f fe rso n , Iow a._______________ 308

F o r  S a le —A t a  b a rg a in , one  B re c h t 
b u tc h e rs ’ re f r ig e r a to r ,  8x12x11 f t .  A lso 
one S te v e n s  10x8x10% ft .  B o th  in  e x ce l­
le n t  co n d itio n . F u r th e r  p a r t ic u la rs ,  w r i te  j 
A. R . H e n s le r , B a t t le  C reek , M ich ig an .

315

F o r  Sale— A s to c k  o f c lo th in g  an d  
g e n ts ’ fu rn ish in g s , in c lu d in g  a  n in e  y e a r  
lease . B e s t lo ca tio n  in  c ity . A d d re ss  
N o. 313, c a re  T ra d e s m a n . 313

W e h a v e  d e s irab le  m e rc h a n d ise  s to ck s  
fo r  sa le . A lso good  fa rm s  a n d  c ity  
p ro p e r ty  to  ex ch a n g e  fo r  g e n e ra l s to ck s . 
W rite  u s  fo r  re s u lts . C u sick  B ros . & 
Co., G ra n d  R ap id s , M ich igan . 325

I  w ill p a y  c a s h  fo r  a  b ro k e n  p a p e r  
a n d  p a in t  s to ck . A d d re ss  N o. 322. c a re  
M ich ig an  T ra d e s m a n . 322

I  h a v e  fo r  sa le  a  f ir s t- c la s s  g e n e ra l 
s to c k  in  a  good to w n ; in v o ice s  b e tw ee n  
$9,000 a n d  $10,000; d id  $37,000 w o rth  of 
b u s in e s s  l a s t  y e a r . H e re  is  a  good ch an c e  
fo r  som eone . A d d re ss  N o. 323, c a re  
M ich ig an  T ra e d s m a n . 323

I  h a v e  ju s t  so ld  m y  g e n e ra l  s to c k  a n d  
a m  in  th e  m a rk e t  fo r  a  good liv e  s to ck , 
re g a rd le s s  of p rice . W h a t h a v e  you  to  
o ffer?  A d d re ss  N o. 324, c a re  M ich ig an  
T ra d e s m a n . 324

For Sale—Drag store in summer resort lo­
cality. Established trade, fine location for 
physician. Good reasons for selling. Good 
farming country and small investment. Ad­
dress No. 303, care Tradesman. 303

F o r  Sa le—G reen h o u se , n ice  p lo t, m u ch  
land . F iv e -ro o m  h o use, lo c a ted  in  la rg e s t  
s u m m e r  r e s o r t  in  N o r th e rn  M ich igan . 
T a k e n  on  m o rtg ag e . I  a m  to o  old to  ru n  
i t .  Y o u n g er m a n  c a n  g e t  r ic h  h ere . 
S ac rifice  p ric e . A d d re ss  J .  G. B ain , P e -  
to sk ey , M ich. 295

F o r  S a le—A  f ir s t- c la s s  s to c k  of g e n e ra l 
m e rc h a n d ise , lo c a te d  in  G enesee  co u n ty , 
th e  b e s t  lo c a tio n  in  th e  to w n  a n d  a t  th e  
r ig h t  p rice . A d d re ss  N o. 291, c a re  T r a d e s ­
m a n ^ ^ _____________________ _________291

H a lf  in te r e s t  in  $2,000 s to c k  d ru g s , 
to w n  l,5u0, fo r  $600 to  re g is te re d  m an , 
w ho m u s t ta k e  c h a rg e  a n d  m a n a g e  b u s i­
ness . A d d re ss  X , c a re  T ra d e sm a n . 290

F o r  S a le—C lean  s to c k  g ro c e r ie s  a n d  
c ro c k e ry  .c e n tra l  lo c a tio n  c o u n ty  s e a t  
of 4,000, g e n e ra l  d e liv e ry . A d d re ss  N o. 
282, c a re  T rad e sm a n .________________ 282

F o r  S a le— U p -to -d a te  g ro c e ry  b u s in ess , 
good  c o u n ty  s e a t  to w n  3,500. C ash  d eal, 
»2,500 to  $3,000 s to c k  a n d  f ix tu re s . A d ­
d re s s  N o. 281, c a re  T ra d e s m a n . 281

A d m in is tra to r  S a le—T w o -s to ry  doub le  
s to re ;  lo t, g ro c e rie s , r e s ta u r a n t  a n d  ro o m ­
in g  h o u se ; f ix tu re s ;  a n n u a l  sa le s  $6,000. 
Q u ick  sa le  p ric e , $2,500. C h as . A. S h e lte r , 
F en n v ille , M ich. _ _ ____ 277

F o r  S a le— O ne 300 a c c o u n t M cC askey  
re g is te r  ch eap . A d d re ss  A. B ., c a re  
M ich igan  T ra d e s m a n . _______ 548

F o r  S a le—$1,500 s to c k  g ro c e rie s  a n d  
h a rd w a re  in  n ew  fa rm in g  c o u n try  C en ­
t r a l  M ich ig an . L a s t  y e a r ’s  s to re  sa le s  
$10,000. P ro d u ce  b u s in e s s  c o n n ec ted , 40 
c a r s  p o ta to e s  sh ip p ed  th is  sea so n . Sell 
a t  invo ice . W ish  to  go  in to  a u to  b u s i­
ness . A d d re ss  N o. 263, c a re  T ra d e s m a n . 
________________________________________ 263

F o r  S a le—S oda fo u n ta in  co m p le te , in ­
c lu d in g  tw o  ta n k s ,  co u n te rs , m a rb le  
s lab s , s to o ls , bow ls a n d  w o rk  board . 
G ood co n d itio n . A  b a rg a in  fo r  c ash . A d ­
d re s s  B e lla ire  D ru g  Co., G ra n d  R ap id s, 
M ic h .__________________________________ 244

W ill p ay  c a s h  fo r  s to c k  o f sh o es  an d  
ru b b e rs . A d d re ss  M. J .  O., c a re  T ra d e s -  
m a n . ___________________________________221_

T h e re  h a s  b een  m illio n s  o f m o n ey  m a d e  
in th e  m e rc a n tile  b u s in ess . Y ou c an  do 
a s  w ell. W e h a v e  th e  lo ca tio n , th e  b u ild ­
in g  a n d  th e  b u s in e ss  fo r  you. W e  h a v e  
a ll  w e  w ish  a n d  w a n t  to  g e t  o u t. W r i te  
u s  fo r  fu ll in fo rm a tio n . A d d re ss  N o. 220, 
c a re  T ra d e s m a n . 220

F o r  S a le—D ru g  s to c k  a n d  f ix tu re s  w o rth  
$2,500. W ill se ll fo r  $1,600 if  so ld  qu ick . 
A d d re ss  W . C. P ., c a re  T ra d e s m a n . 163

F o r  S a le—S to ck  o f sh o es  a n d  m e n ’s 
fu rn ish in g s  in  one o f th e  b e s t  c o u n try  
to w n s  in th is  S ta te .  I s  a  m o n ey m ak er. 
O w n er re tir in g . A g e n ts  n eed  n o t app ly . 
A d d re ss  No. 201, c a re  T ra d e s m a n . 201

I p a y  c a s h  fo r  s to c k s  o r  p a r t  s to ck s  
of m e rc h a n d ise . M u st b e  ch eap . BL 
K au fe r. M ilw aukee . W is . 92

C ash  fo r  y o u r  b u s in e s s  o r  re a l e s ta te .  
I b r in g  b u y e r  a n d  s e lle r  to g e th e r . N o 
m a t te r  w h e re  lo c a ted  if  you w a n t  to  buy , 
sell o r  e x ch a n g e  a n y  k in d  of b u s in e ss  o r 
p ro p e r ty  a n y w h e re  a t  a n y  p rice , a d d re ss  
F r a n k  P . C leveland . R ea l E s ta te  E x p e r t ,  
1261 A d am s E x p re s s  B u ild in g , C hicago , 
fllinnio 984

S afes  O pened—W . L. S locum , s a fe  e x ­
p e r t  a n d  lo c k sm ith . 62 O tta w a  s tre e t ,  
G ra n d  R ap id s , M ich . 104

H E L P  W A N T E D .

L oca l R e p re s e n ta tiv e  W an ted — S plend id  
incom e  a s s u re d  r ig h t  m an  to  a c t  a s  o u r 
r e p re s e n ta t iv e  a f te r  le a rn in g  o u r  b u s i­
n e ss  th o ro u g h ly  by  m a il. F o rm e r  e x ­
p e rien ce  u n n e ce ssa ry . All w e  re q u ire  is  
h o n e s ty , ab ility , a m b itio n  a n d  w illin g n ess  
to  le a rn  a  lu c ra tiv e  b u s in ess . N o s o lic it­
in g  o r  tra v e lin g . T h is  is a n  ex ce p tio n a l 
o p p o r tu n i ty  fo r  a  m an  in  y o u r sec tio n  to  
g e t  in to  a  b ig -p a y in g  b u s in e ss  w ith o u t 
c a p i ta l  a n d  becom e in d e p e n d en t fo r  life. 
W rite  a t  on ce  fo r  fu ll p a r t ic u la rs .  A d ­
d re s s  E . R . M arden , P re s .  T h e  N a tio n a l 
C o -O p e ra tiv e  R ea l E s ta te  C om pany , L  371 
M ard en  B ldg., W a s h in g to n . D. C. 305

W a n te d —A n e x p e r ie n ed  d ry  goods
s a le s m a n  fo r  o u r  d re s s  goods d e p a r t ­
m e n t. T h e  F r a n k  D ry  G oods Co., F t. 
W ay n e , Ind . 330

W a n te d —A n e x p erien ced  c lo th in g  a n d  
I fu rn is h in g  g oods sa le sm a n . A d d ress , 
j s ta t in g  ex p erien ce , e tc .,  N . Mu, c a re  

T ra d e s m a n . 316
W a n te d —C lerk  fo r  g e n e ra l s to re . M u st 

be s o b e r  a n d  in d u s tr io u s  a n d  h a v e  som e 
p rev io u s  ex p erien ce . R efe ren c e s  requ ired . 
A d d re ss  S to re , c a r e  T ra d e s m a n . 242

W a n t ad s. co n tin u e d  on  n e x t  p ag e .

Here is a Pointer

Your advertisement 
if placed on this page, 
would be seen and read 
by eight thousand of 
the most progressive 
merchants in Michigan, 
Ohio and Indiana. We 
have testimonial let 
ters from thousands of 
p e o p l e  who n a v e  
bought, sold or ex­
changed properties as 
the direct result of ad 
vertising in this paper.

Michigan Tradesman
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NEW YORK MARKET.

Special Features of the Grocery and 
Produce Trade.

S pecial C orresp o n d en ce .
New York, April 10—There is cer­

tainly a little better feeling from day 
to day on the spot coffee market, and 
enquiries by mail and wire have been 
coming with increasing frequency 
from widely separated sections of the 
country. There is still room for im­
provement, as the high cost keeps 
buyers from taking more than mod­
erate quantities. Tn store and afloat 
there are 2,407,051 bags, against 
3,322,720 bags at the same time last 
veai. At the close Rio No. 7 is 
worth in an invoice way 12@12Vfjc. 
Mild grades are steady and improve 
rnent is shown over the last report, 
although quotations are about the 
same. Good Cucuta, 13$^c.

rally quot- 
j iqing 

market is 
show 
pre­

G r an u la tc :d s u g a r  is  g e n e r a
e d  a t •4 .70c , w i t h  o n e  re f in e
five IV f in ts l o w e r .  T h e  m
s te a d !v a n d e v e r y  d a y  w i l l  l ik
s o m e ■ ?;ain. A  g o o d  f r u i t  c r c
d i c t e cl a n d t h e  s u g a r  t r a d e
t o  b>en efi t a c c o r d i n g l y .

N< »111ling o f  i m p o r t a n c e  h;
r e d  iin t h e t e a  m a r k e t  s in c e
r e p o ; r l . I t is  a s s e r t e d  t h a t  s
!y  te a s a r e in  a  s t r o n g  pos:
t h a t it F  a g o o d  t i m e  t o  b u y  ;
chasers take moderate amounts only 
and seem to be awaiting the trend 
of future events.

Rice is steady as to prices and the 
movement is very moderate. Sup­
plies throughout the country seem to 
be fairly sufficient to meet require­
ments for a time yet. Prime to choice 
domestic, 4ys@5j4c.

Spices show a little improvement 
in the number of orders coming in 
and pepper is especially strong. Gin­
ger, too, is attracting attention and 
the situation is as a rule in favor of 
the seller.

Molasses is quiet and steady at last 
quotations. Supplies are not espe­
cially abundant, but there seems to 
be enough to go around. Good to 
prime open kettle, 25@32c. Black 
strap is steady.

Canned tomatoes have had a serie 
of ups and downs, but close rather 
firmer. Packers are not inclined to 
part with holdings of really desirable 
3’s at less than 80c. Corn is worth 
about SSJ ĉ. The market for-canned 
goods generally is at least steady 
and packers seem to have a good deal 
of confidence in the future. It will be 
four or five months yet before we 
have new goods and a good deal can 
happen in the meantime.

Butter is a little firmer than a week 
ago, closing at 21^c for creamery- 
specials. The demand is of an every­
day character. Extras, 20@20f4c: 
firsts, 18@19c; imitation creamery, 16 

factory, 15@15j4c.
Cheese is steady' at unchanged 

rates—14@l-4j4@16c for top.
Eggs are steady for best grades. 

Finest Western, white, 17@19c; fresh 
gathered selected extras. lS@18J^c; 
storage, 17@17J^c.

Manitoba’s Fishing Industry. 
During the past few years the fish­

ing industry of Manitoba has been 
developing until it is now second in

importance only to wheat as a com­
mercial asset of this Canadian Prov­
ince, and millions of dollars -worth of 
fish are being exported annually from 
this region.

Selkirk, a few7 miles north of Win­
nipeg, is the fishing center. Here the 
fishermen fit out and start north­
ward for Lake Winnipeg, which has 
m area of 10.000 square miles, and 
where the major part of the fishing 
s done. The stait is usually made 

toward the end of October and large 
tugboats set out with the fishermen 
and land them on islands at differ­
ent points for over 100 miles. This 
orce is augmented by several hun 

dred settlers about the lake, who 
either fish on their own account cr 
hire out to big contractors at a good 
wage.

Winter fishing in Manitoba is a 
strenuous occupation, and only7 the 
hardy ones can stand the require 
ments of the business. The mercury 

ften touches 60 degrees below zero, 
nd nets must be fished several 

times each day. Fishing operations 
are usually7 confined to that stretch 
of water between the Narrows and 
Beren’s Island, which is dotted with 
hundreds of islands. Tt is upon these 
that the men make their camps. Pro­
visions are usually taken for five 
months, and the men go prepared 
against cold and hunger.

Time was when most of the fish­
ing was* done with lines, but this has 
given way to the more practical 
method of seines. Holes are cut in 
the ice, equidistant from each other 
about 18 to 25 feet; through these j 
holes, for the length of the net, a 
rope is threaded, and upon this the 
net is placed. Good returns come 
from the winter fishing. It is usual 
for the men to receive $35 to $45 per 
month and board. Those who start 
out as free-lances usually- double this 
in the sale of their catch, but this 
method requires some capital.

There are ninety-eight freezers and 
ice houses on Lake Winnipeg, repre­
senting a value of $86,000. where over 
200 men are employed. The largest 
refrigerator in Canada, if not on the 
continent, is said to be at Selkirk; 
it has a capacity of 2,000,000 pounds, 
and many times that quantity passes 
through it during the year. In these 
larger freezers the fish are subjected 
to a temperature ranging between 
zero and 20 degrees below.

It is estimated that there are 2,000 
people directly7 employed in the fish­
eries of Manitoba and that over
5.000 get their living more or les 
directly by the industry7. The fol­
lowing is the variety of the product 
of Lake Winnipeg: Whitefish, pick 
erel, pike, sturgeon, perch, tullibee 
catfish, goldeyes, caviar and about
800.000 pounds mixed and coarse 
fish. More whitefish are caught in 
summer than in winter, being 2,740,- 
000 pounds, as against 728,000 in 
winter. The order is reversed in the 
case of pickerel, about twice as many 
pounds being caught in winter as in 
summer. The greatest difference, 
however, is in the case of the tulli­
bee. While only 1,200 pounds of this 
fish were caught in the summer,

683,000 pounds were caught in the 
winter. Twenty years ago fish weigh­
ing three or four pounds could be 
bought for 3 cents each from the 
fishermen, while now they sell them 
for not less than 3 cents a pound.

Wherein Advertisements Are Like
Women.

“A good looking woman is the 
easiest object in the world to look 
at,” said E. S. Jordan in a recent ad­
dress to the Salesmen of the Ram­
bler automobile. “The best adver­
tisement, like the most attractive 
woman, is easiest to look at, but close 
inspection must reveal character.

“The two extremities of an adver­
tisement are most important. The 
headline or the picture attracts or 
repels according to its appeal, as the 
eye falls first on the eye of the ad­
vertisement and that is the headline.

“Every7 effort is made in advertis­
ing, and by woman, to keep the eye 
in pleasant surroundings.

“The signature of an advertisement 
or the name of the company7 tells of 
its character. It corresponds to a 
woman’s shoes. A woman with a 
pleasing hat, who is neatly shod, has 
just about got the order signed. 
When a woman goes out on the 
street with a purple dress, a bright 
red hat and a pair of green shoes, 
she is announcing to the public that 
‘the price of this sensational car has 
been cut to $1,498.’ She represents 
high cost of up-keep, w-hile the wom­
an we most admire represents our 
policy of limited output.

This is a serious comparison. I 
think it is the strongest way in which 
to measure good advertising with bad 
advertising.

“An advertisement portrays the 
character of a company just as ,a 
woman’s dress portrays her charac­
ter. A woman is a natural born ad­
vertiser. She is constantly exhibit- 

g those features most to her credit. 
“Some cars sell upon appearance 

alone, but they can not be sold for 
long in that way for the same rea­
son that you would not marry a wom­
an because of her appearance alone.

“We think that the torpedo body 
of the present season may well be 
compared to the hobble skirt because 
we believe it an extreme method of 
construction designed merely- to ap 
peal. Once the customer discover; 
that you have partly deceived and 
sold him upon tde millinery basis, he 
loses confidence.

“The woman that we ’most admir 
has dignity, possibly brains and other 
things not apparent to the eye.

“The lines of the car are impor 
tant because we admire grace. We 
try to show the car accurately. Si 
lence is valued in a car, in woman 
and in advertising. The less we say 
the less we have to take back.”

pendant type, with practically the 
same settings as mentioned in con­
nection with the hoops, are the long, 
straight, graduated bars, hanging an 
inch to an inch and a half below the 
ear. At present both these types are 
so extensively worn as to suggest 
that they will remain in vogue during 
the coming summer.

Linked cameo necklaces of the col­
lar type with the cameos standing 
upright are being featured in several 
of the leading retail shops. As a 
m atter of fact, at the present time 
cameos in the carved shell are being 
more profusely featured in many lines 
of jewelry. Some very striking laval- 
lieres of this character, composed of 
large and small cameos combined in 
festoon arrangement, can now be had 
for popular price selling.

Holland—The Rod & Bait Manu 
factoring Co. has reincorporated with 
a capital stock of $50,000, and has 
bought the Bowler Manufacturing 
Co., of Chicago, manufacturer of 
sporting goods, and will move the 
stock and fixtures of that company 
to this city. The name of the new 
company is the Holland Sporting 
foods Manufacturing Co. John 

Brouwer is President and Manager, 
Dr. C. J. Fisher Vice-President and 
L. Van Putten Secretary and Treas­
urer.

Ear Rings and Cameos.
Hoop ear rings are now being ex 

tensively worn by women in New 
York and vicinity. The style of hoop 
most frequently seen is about three 
quarters of an inch in diameter and 
is set with either jet, pearls, coral or 
rhinestones, the last type being by 
far the most numerous.

Other popular ear rings of the

Spring Lake—A new company has 
>eeti organized under the style of 
he Consumers Gas Engine & Sup­

ply Co., with an authorized capital 
tock of $2,500, of which $1,250 has 

been subscribed and $1,150 paid in in 
cash.

Scottville—The Boucher Basket 
and Crate Co. has been incorporat­
ed. The officers are as follows: 
President and Manager, Ray Trucks; 
Vice-President, D. A. P. Pilides; 
Treasurer, E. L. Cole.

B U S IN E S S  C H A N C E S .
F o r  S a le  C h ea p —T w o s to re  b u ild in g s . 

Good liv in g  room s above. W ill s e ll  one 
a s  low  a s  $600. E n q u ire  J o se p h  L an e , 
F en n v ille , M ich. 340

F o r  Sale— B ea u tifu l N a tio n a l C ash  R e g ­
is te r ,  in  f ir s t- c la s s  co n d itio n , a t  g r e a t  
sacrifice . T e rm s  easy , m o n th ly  p a y ­
m e n ts . I f  in te r e s te d  w r i te  L ock  B ox  80, 
L a k e  O dessa, M ich . 345

H a v e  $5,000 a s  p a r t  p a y m e n t to  b u y  
m e n 's  fu rn is h in g s  o r  d ry  g oods b u s in e ss  
in  to w n  5,000 o r  o ve r, m id d le  W e s te rn  
S ta te  p re fe rre d . R o b t. G. P a lm e r, 396 
T h ird  S t., B rook lyn , N . Y. 342

I  b u y  a n d  se ll s to re s ,  a s s is t  y o u n g  
m en  in  e s ta b lis h in g  th e m s e lv e s  in  b u s i­
n e ss . A s p e c ia lty  o p e ra te d  in  c o n ju n c ­
tio n  w ith  m y  d u tie s  a s  tra v e lin g  s a le s ­
m an . C o rresp o n d en ce  so lic ited . R ob t. 
G. P a lm e r, 396 T h ird  S t. ,  B ro o k ly n , N . Y.

343
F o r  S a le  o r  R e n t—O n a c c o u n t o f p o o r 

h e a lth , b a k e ry  in  a  b u s y  tow n . A  good 
b u s in ess . E a s y  p a y m e n ts . E n q u ire  o f 
A. L ieb e r, D o w ag iac , M ich . 341

H E L P  W A N T E D .
"W anted—R e g is te re d  d ru g g is t, r e f e r ­

en ces  re q u ired . A d d re ss  C. E . V an  A v ­
e ry , K a lam azo o , M ich. 339

W a n te d —M an  a s  m e a t  c u t te r ,  w ith  e x ­
p e rien ce  in  g ro c e rie s . Good, s o b e r  a n d  
in d u s trio u s . M arrie d  m a n  p re fe rred . 
S ta te  w ag es . W a n te d  a t  once. A d d re ss  
Box 391, B an g o r. M ich._______________ 344

THE AUTOMATIC LIGHT. Operated tbe 
same as electricity or city gas. No generating 
required. Simply pull the chain and you have 
light of exceeding brightness. Lighted and ex­
tinguished automatically. Cheaper than kero­
sene, gas or electricity. Write for booklet K. 
and special offer to merchants.

Consumers Lighting Co., Grand Rapids. Mich.
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The Insurance Adjuster will make you prove your loss before he 
will recommend payment on your policy if your store burns.

Are you in shape today to prove the value of your stock of mer­
chandise? You must do something to prove its value, your statement 
is not enough. What records have you?

If you are not one of the seventy thousand users of The McCaskey 
Gravity Account Register System, the chances are you have none.

O nly
One W riting

Withomi Any 
Book-keeper

with one writing will handle every detail of your business from the time you 
buy your goods until the money for them is in the bank. It will cut out your 
useless bookkeeping. Every time you copy an account you add to chances for 
making mistakes. It will prevent errors in your account keeping. It prevents 
disputes with customers over their accounts because each customer has the 
same record of his account as has the merchant, and in the same handwrit­
ing. It prevents forgetting to charge. It is an automatic collector and brings 
money into the store faster than any human agency can. It is an automatic

credit limit, and in case of fire puts you in position to prove your loss.
There is no need to wait to see what the 'other fellow thinks of the 

McCaskey System. Ask us and we ll send you hundreds of letters from 
users, merchants in your locality who tell us it pays for itseff several times 
in the course of the first year it is installed. A letter or postal card will bring 
you information without obligation on your side to purchase.

Better write today, or tear out this advertisement, sign your name and 
address. We ll know you want information.

The McCaskey Register Company
Alliance, Ohio

M anufactu rers  o f M cC askey S u rety  N o n -S m u t D uplicating  and  T rip lica tin g  Sales B ooks and  Single C arbon  Pads in all varieties

\firencies in all principal cities

Building B  usiness for Keeps
E. ST. ELMO LEWIS

In the ‘ ‘ Commercuil Union"

“ This bargain mania from which retailers are really suffering much more tfc 
the public, is driving the retailer to such a hysterical degree that he cuts prices 
low that he has noth ing left for the service, for the forethought, for the court, 
which makes and holds friends, creates regular custom ers for the house and con  
tutes the very essence of that good will which is worth m oney.

—  U / O H D S  O F

TheWis eyv^erchants
The cereal that always makes and holds friends for itself 

and for the grocer—the one that sells on its merits without cut 
prices—that is sold at one price to every 
retailer, without favoritism or “inside 

deals,” is the only genuine, the original

“Won its FAVOR 
through its FLAVOR”
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It 
Will 

Pay You

THE PACKAGE
ALWAYS

to co-operate with our extensive 
1911 advertising campaign because 

the big magazines and Sunday newspapers 
we are using, which reach a combined circula­

tion of 55,000,000, are going to make it easier than

D R Y

ever for you

To Sell

Shaker Salt
“The Salt That’s Always Dry”

Quick, easy, steady sales are the kind that pile up profits for you, and 
you’ll get lots of sales of SHAKER SALT if you’ll tell your cus­

tomers about the beautiful, genuine cut glass salt shakers they 
can secure in exchange for the trade-marks cut from 

Shaker boxes. Four special offers like this are to be 
made to your customers this season.

TELL
Y O U R  

CUSTOMERS
ABOUT THIS

PACKAGE

Diamond Crystal 
Salt Company

St. Clair 
Mich.

ÎABLE SALÍ
? T c « - * l l» .  M I C N . U  S - *


